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Independent research shows... word-of-mouth

Magazines and the web outrank other media
in reaching social networkers
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Number of Times Medium Ranks #1 or #2 Among Super Influential Consumers 
Across 60 Product Categories. 

Index Based on Percent of Consumers Using Facebook or MySpace in Last 30 Days.

Base: Top quintile of usage for each medium.
Source: MRI, Spring 2009 
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Base: Top quintile of usage for each medium.
Source: MRI, Spring 2009. Super Influentials defined as people who have great experience in this topic and whose advice
on this topic is trusted by friends and family members. 
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Base: Top Quintile of Usage for Each Medium
Source: MRI Omnibus Recontact Study, 2008
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Word-of-mouth Influencers for Family/friends by Media Use
Product category influenced — index vs. total adults

Super influential consumers use magazines and
the web more than other media
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Word-of-mouth Influencers for Family/friends by Media Use
Product category influenced — index vs. total adults

Magazine readers 
are most likely 

to influence others 
across all 

categories studied
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