





BUYING THROUGH THE YEARS

Print

Baby Boomers

Hold the Power

Sears Catalog Social and Mobile

Radio passes
magazine

1935-1950

The new frontier

1985-1995

1920-1935

Rise of Radio Rise of TV

Source: MGD Advertising

1995-2002

TV has the power
Intro to the PC

BOOM! Internet



https://www.mdgadvertising.com/marketing-insights/infographics/the-history-of-consumer-purchasing-infographic/

RADIO, SMARTPHONES AND TV DOMINATE WEEKLY REACH,
BUT TIME SPENT ON TV REIGNS SUPREME

Q3 2020 Weekly Reach % and Hours:Mins of Usage O
Armong Users 18+ Of Each Platform TIME (USERS)
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APPWEBON A SMARTPHONE | | 2001
LIVE-TIME-SHIFTED TV I;I 3046
TV-CONNECTED DEVICES I;I 1235

INTERNET ON A COMPUTER [ ] 744

APP/WEB ON A TABLET D 10:44

Sources The Nielsen Total Audience Report: Advertising Across Today's Media




A Minute on the Internet in 2021

Estimated amount of data created
on the internet in one minute

e

28,000 subscribers
watching

; 500 hours
downloads of content uploaded

Source: Lori Lewis via AllAccess
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Traditional* vs. Digital Media: Share of Average
Time Spent in the US, 2017-2023
% of total
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B Digital W Traditional*
No(c' ages 18+ time spent wr!h each medtum iné?udes all time spent w;fh that
medium, regardless of multitasking; *includes time spent on TV, newspapers,
magazines, and radio

Source: eMarketer, April 2021
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https://www.emarketer.com/content/us-time-spent-with-media-2021



https://localiq.com/blog/marketing/print-ads-stats/

® Source: Local 1Q



https://localiq.com/blog/marketing/print-ads-vs-digital-ads

Adding newspapers

to a retail campaign
increases effectiveness
by 2.8 times

Adding newspapers
to an automotive
campaign increases
effectiveness by +71%

Adding newspapers

to a finance campaign
LT LASeS Sncetiveness
by 5.7 times

Adding newspapers

Lo a travel campaign
increases effectiveness
by three times

Adding newspapers

to a FMCG campaign
increases effectiveness
by +20%

Source: Newsworks

A NON
{OW
N THE
IVERSATION



https://www.newsworks.org.uk/Media-Centre/newspapers-triple-ad-campaign-effectiveness-

TIME SPENT BY
Average Time Spent in the : P LAT FO RM'

US, by Device, 2018-2022

HRS:MINS PER DAY AMONG POPULATION s I E< H

@ Smartphones @ Tablets
£ @ Desktop/laptop @ Other

Source: eMarketer, Jan 2021
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Creative Matters

= Fulfill the promise in the creative
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