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Introducing MRI

ÁEvery year, MRI conducts approximately 26,000 face-to-face interviews

with American consumers.

ÁNo other organization in the U.S. uses such an exacting mode of data 

collection.

ÁPersonal interviews generate a level of detail and confidence that other 

data collection methods can't match.

Magazine Audience ñCurrencyò / Leading Provider of Consumer Research
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The highest response rate in the industry...

...because MRI's highly trained interviewers are expert at building relationships 

and developing rapport with survey respondents.

U.S. Response Rates by Type of Survey

MRI/Personal Interview 66%

Phone/Customer Satisfaction 41%

Mall Intercept/Central Location Testing 33%

Phone/List 28%

Random-Digit Dialing 12%

Sources:   MRI (average over 10 years); CMOR (Council for Marketing & Opinion 

Research), from a study of 1,151 research surveys, ñResults: Tracking Response, 

Cooperation and Refusal Rates for the Industry,ò April 2002.
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One Source. Complete Market Data.

.
ÁMedia usage - Audience measures for all media 

ÁDemographics - Age, income, sex, family, education, occupation 

ÁConsumer Actions - Usage data for thousands of products and brands

ÁLifestyle - How consumers spend their money and their time.

ÁPsychographics - Attitudinal data to help complete the market picture.
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A  Universal Challenge

ñToo often we measure everything 
and understand nothing.ò

Jack Welch
General Electric Chairman and CEO 

1981 -2001

MRIôs goal:  Deliver the metrics and the ROI understanding that lead 
to profitable media decisions.
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The ARF Advertising Measurement Model shows that simple exposure 
is not key to advertisersô interests

Advertisers want more accountability for their ads

Sales Response Ad-related purchase behavior

Advertising Response Actions taken

Advertising Persuasion How an ad influenced consumers who saw it

Advertising Communication How well ad content is remembered

Advertising Attentiveness Who paid attention to an ad

Advertising Exposure Exposure to both vehicle and ad

Vehicle Exposure Exposure to and attention paid to vehicle

Vehicle Distribution Physical units by which ads are distributed

Degree of
relevance to
advertisers Effectiveness measures
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Internet
Changed the ROI game by offering ad performance 
metrics such as click-through and cost-per-click.

Outdoor
Moving from an ñopportunity to seeò metric to a 
ñlikelihood to seeò metric.

Television
In 2007, Commercial Ratings (C3) became the ad-
buying currency for the $70 billion TV market, 
replacing 65 years of program ratings.

Other major media are moving toward 
ad accountability models
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What about Print?  

Fact: Magazines provide more metrics than other media, 
often for little return.

ÅCirculation Buying Metrics
ÅMRI-Average Issue Audience Planning Metric
ÅMRI-Demographics/Psychographics Targeting Metrics

How does it measure up to other media?

Letôs take a look at how U.S. magazine 
measurement tools have evolved
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1979.  Survey of the American Consumer . The Currency

ÅMRIôs Survey of the American Consumer provides a detailed view of the 226 

million adult consumers in the U.S. 

ÅTheir media choices, demographics, lifestyles and attitudes, and usage of almost 

6,000 products in 550 categories.

ÅAverage Issue Audience of major consumer magazine is the magazine 
ñratingò.

ÅGood Metric. Used as the currency metric for 30+ years.

ÅBut, does not give advertisers the exact reach of their specific   

campaignéonly their campaignôs reach, on average.
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2000.  Magazine Audience Accumulation

When does an advertising message reach its audience?

Methodology tracks how quickly a magazine issue builds its audience

Also Shows:
ÅRepeat exposure over time
ÅAd impressions prior to on -sale date

Gives the Weekly GRPôs needed to compete with TV and Radio
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15 -18% of Audience Happens Before On -Sale Date3

Accumulation of Monthly & Weekly Titles
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2007.  Issue Specific Readership Report

Launched So Reach of  Magazines Ads Could Be Compared to TV 

ÅMeasures every individual issue of every magazine - the only
national survey of magazine readership at the issue level 

ÅOnline panels of 5,000 respondents per week. 260,000 per year

ÅGauges the reach of specific magazine campaigns
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ÅMRI Starchôs roots go back to 1923. Originator of 
ad effectiveness research in the U.S.

ÅAcquired by MRI in 2008

ÅA syndicated study, which allows for more 
accountability and transparency

ÅDelivers comprehensive and reliable ad 
readership data foré 

Åevery ad (national ads 1/3 page or larger)

Åin every issue (over 3,100 issues a year)

Åof every magazine (measured by MRI)

Setting the standard for print advertising effectiveness

2008.  MRI Starch
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ÅNoted. Associated. Read Any. Read Most.

ÅBrand Disposition

ÅPublication Engagement

Å45 Advertisement Coding Traits Including:

ÅAd contains a coupon

ÅAd contains a recipe

ÅCelebrity featured in ad

ÅWebsite URL listed in ad

ÅAd Mentions Social Media

ÅActions Taken as a result of Noting an adé..

MRI Starch Delivers the Metrics that Advertisers Need
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MRI Starch Actions Taken As Result of Noting an Ad

ÅHave a more favorable opinion about the advertiser

ÅVisited the companyôs website

ÅLooked for more information about the product/service

ÅRecommended the product/service to someone

ÅConsider purchasing the product/service

ÅPurchased the product/Service

ÅClipped or saved the ad

T
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MRI Starch is an ROI Tool

ÅWhen ad exposure/engagement metrics are proprietary --
They are only value added for individual advertiser

ÅWhen syndicated -- all subscribers see all ad data;                
they become powerful  ROI metrics

ÅWhen syndicated -- they become ad powerful benchmark 
and competitive tool

Ad Tracking Data Must Be Syndicated
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8.2 million consumers noted the Aveeno ad in the January of Vogue 

Average Issue Audience ad rating example

Advertiser: Aveeno 

Average Issue Audience: Vogue (Fall 2009)

Average Issue Audience 12,030,000

Noted score 68%

Noted audience 8,180,400
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MRI Has Gone A Step Further...

Issue Specific 
Readership Report

Issue audience

MRI leverages data from three powerful studies to produce AdMeasure

Survey of the 
American Consumer

Average audience

Established 1979 Released 2007                         Acquired 2008  

MRI
Starch

Ad readership


