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The origins of Atenea 
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Atenea’s origins: Promoters 

Atenea was founded in 2005 (test 
phase) on the initiative of three 
major publishing groups  

 Goddess of wisdom, strategy and just war 
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Atenea’s origins: Implementation 

Two consulting firms have been 
working on its design and 

implementation 

 Responsible for the 
study, field word, analysis 

and tabulation 

Responsible for the 
modeling and the  

web tool 
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Why was Atenea created? 

In a context marked by the continued and sustained loss of TV effectiveness, it 
was necessary to demonstrate, quantitatively, that magazines are a powerful 

alternative for improving the effectiveness of any marketing campaign. 

 Atenea was created to quantify the potential of magazines to 
improve the effectiveness of  campaigns in conjunction  

with TV advertising. 

 
 Atenea is a powerful tool capable of measuring this multiplier 

effect of magazines and  the value they bring to the 
effectiveness indicators and in all kinds of brands, services and 

products 
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TV advertising effectiveness loss 

In Spain, in 2005, TV remained the most preferred advertising media (and still is 
today) and also the media capable to continue contributing, but... 

  

The market perceived that there was more and 
more advertising on TV while it was becoming 

less and less effective. 
 

 Each year more and more spots were broadcast while less and less spots were 
viewed. 

 An evident recall loss of TV campaigns could be observed. 

 The GRP "value" was brought into question. 

 There was a significant loss of coverage in recent years. 
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TV advertising effectiveness loss 

Source: Zenithmedia 

Each year more and more spots are broadcast while 
less and less spots are viewed 

Source: Taylor Nelson Sofres 

As a result of the above it can be seen that there is an 
evident loss of Recall of the TV Campaigns 
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TV advertising effectiveness loss 

Bringing the GRP “value” into question Loss of Coverage of 5 points since 1993 

Source: Mediaedge cia Communication - AEDEMO TV 2005 
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Quantifying the value of magazines 

In addition: 

 There was a need to quantitatively measure the effectiveness 
of the magazine media. 

 And more specifically, at the heart of this goal, it was necessary 
to demonstrate to the market  the value that magazines can 
bring TO A PLANNING WHERE TV IS THE MAIN MEDIA. 

 There were studies showing, QUALITATIVELY, that magazines 
contributed value and improved effectiveness, but this effect 
was not quantified. 
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With this objective in mind: 

Three publishing groups joined forces to create a new source 
of data for the industry 
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Atenea:  
What it is/What it is Not 
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What IS Atenea? 

A tool for the optimization of media planning: TV + Magazines 

 In more detail:  
o ATENEA IS A SYSTEM.  A system consisting of two pillars: a) a baseline study to test and 

analyze specific campaigns over time; and b) a strategic planning tool based on 
mathematical analysis and supported online. 

o ATENEA LETS YOU KNOW  WHAT IS THE CONTRIBUTION OF MAGAZINES.  In what measure 
magazines contribute, quantitatively, in advertising effectiveness indicators, in a media plan 
where TV is the main media. 

o ATENEA CAN HELP IMPROVE STRATEGY.  Allowing you to make simulations (TV mix / 
magazines) with the available budget and to estimate results in brand and effectiveness 
indicators,  helping to optimize available investment  in the TV + Magazines mix. 

o ATENEA IS AN INFORMATION AND STRATEGIC PLANNING SERVICE. Access to its website is 
open and free of charge to users (advertisers and media agencies) and it allows for 
consultation requests and simulations. 
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What is NOT Atenea? 

It is not a tactical tool for media planning 

 In more detail:  
o ATENEA IS NOT A MEDIA PLANNING TOOL. It does not allow a planner to select the most 

appropriate media for the campaign.  It never descends to this level (neither can nor want 
to), because that task rests with media agencies.  It is not a tactical  planning tool.  

o ATENEA IS NOT BASED ON RESEARCH OVER THE EFFECTIVENESS OF THE MAGAZINE 
MEDIUM VS. THE EFFECTIVENESS OF OTHER MEDIA.  Atenea does not endorse for or 
against any media,  neither does it intend to give data on the effectiveness of a medium in 
relation to others.  Atenea only works to demonstrate the value that magazines bring to  
planning and to the media mix where TV is the medium that attracts the major investment.  

o ATENEA IS NOT A BUDGET OPTIMIZER. It does not indicate what is the most appropriate 
budget for a campaign. Nor does it give any guidance on the most appropriate media mix. It 
only provides information on how to optimize TV investment  in conjunction with that of 
magazines, without losing coverage or frequency objectives and without the advertiser  
incurring in increased investment.  



16 

Atenea’s objectives 
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Atenea’s objectives 

1. Continue strengthening the magazines media as a whole. 

2. Demonstrating magazine media advertising effectiveness. 

3. Evaluating the contribution of the magazine media to a 
multimedia plan where TV is the main media. 

4. Highlighting the multiplier effect of the magazine media. 

5. Succeeding in quantifying this contribution and added value 
that magazines bring. 

6. Helping optimize advertisers' investment in the TV / 
Magazine mix, without increasing their  initial planned 
investment 
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Methodology 
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4.1 
The study: methodology 

and indicators 
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Study methodology 
 Only specific campaigns are tested: 

o They should be campaigns with a greater concentration of TV investment 

o In addition, they should also include investment in magazines (on the same campaign) 

o There can be investment in other media. 

o Specific campaigns are selected based on the planned advertising figures for the next 
month,   also verifying that they will be broadcast (or  are being broadcast on TV). 

 The study is carried out during the campaign.  

o Specific campaigns are selected on the basis of planned advertising figures for the next 
month,   also verifying that these campaigns will be broadcast (or  are being broadcast 
on TV). 

 Surveys are carried out from two segments of similar socio-demographic 
characteristics and of the same level of TV exposure, with the only difference 
that: 

o A segment is the magazine reader (“heavy”) 

o The other segment is the non-magazine reader (never or almost never reads 
magazines) 
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Technical specifications  

 Universe:  

o Women: women, from 20 to 54, regular readers of magazines, in each of the segments in 
the analysis, and non-magazine readers. 

o Men: men, from 14 to 54, regular readers of monthly magazines and non-magazine readers. 

 Scope:  populations of 200,000 inhabitants or more. 

 Personal interview, CAPI, survey on the street, leisure/shopping centers, kiosks, etc.  
Duration 20 minutes.  

 Sample: 1,100 interviews per wave, with men and women representation, within each target, 
and also representation of  readers and non-readers. 

 Sampling:  Dispersion in different parts of the town/city (keeping the same structure in all 
subsamples).  

 Quotas:  For each pair of subsamples, reader / non-readers,  THE SAME socio-
demographics quotas are established.  It is verified that readers were exposed to the 
impact of advertising (have read the latest issue of the magazine with the advertising) 
and that non-readers did not have the possibility of reading the magazines. 
Subsequently samples are balanced according to the degree of TV exposure. 
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Analyzed indicators 

 For each campaign indicators are collected for: 

o BRAND:  

• Brand awareness 

• Brand recognition 

• Purchase intention 

o ADVERTISING: 

• Brand advertising awareness 

• TV communication impact 

• Strong brand recognition, advertised on TV 

• Communication impact of magazines 

• Strong brand recognition, advertised in magazines 

• Recall of advertising messages of TV campaigns 

• Recall of advertising messages of magazine campaigns 

 In addition, information is collected about the consumption of products and 
brands, media consumption, exposure to TV and other variables of a socio-

demographic character. 
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Analysis mechanics 

  
Selection of the most 
representative target 

 

READERS OF THE 
SEGMENT 

Selection of non-readers 
with the same profile 

200 interviews 
Reader profile quotas 

200 interviews minimum 
Reader profile quotas 

Benchmarking 

NON-MAGAZINE 
READERS 

For each of the three segments (monthly women's magazines/weekly women's magazines/men) 
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Segment analysis summary 

Three segments  
of analysis  

in each wave 

Female readers of monthly 
women's magazines 

Female readers of weekly 
women's magazines 

Male readers of monthly 
men’s magazines 

In each segment, comparison of 
results between 

 READERS AND NON-READERS 

Female  
NON-MAGAZINE 

READERS 

 
Male 

NON-MAGAZINE 
READERS 
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4.2 
Data modeling 
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Data modeling 

 The modeling process aims at intelligent analysis of data in order to quantify 
and shape  those theories and plans that are handled on a day to day basis in 
the areas of marketing and communications. 

 Data modeling is performed with econometric models.  

 An econometric model is a mathematical simulation of reality, which helps us 
to know why things happened in a certain way, as well as how to use this 
knowledge for future decision-making. That is, the econometric models are  
used to study the relationship between a dependent variable, and one or 
several independent variables. This study allows you to find  the same 
patterns of behavior  over the analyzed historical so as to apply them in the 
future. 

 In our case, the implementation of the models  is carried out to quantify the 
effectiveness of the  magazine media and demonstrate the value that this 
media brings to a planning where TV is the main advertising media. 
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Steps in the modeling process 

 The steps to be followed in the modeling process are: 

o Data gathering and database development.  

o Chart analysis of variables and their relationship. 

o Approach of the model with help from charts. 

o Obtaining the models mathematically, i.e. estimating the unknown regression 
parameters. 

o The final econometric model that best fits the dependent variable to be explained is 
selected (or the one which explains the variable with the greatest percentage of 
accuracy). 

 In our case, the modeling is performed for each gender and for each indicator, 
among  the data obtained for male readers / female readers, monthly/weekly, 
and those obtained for male non-readers / female non-readers. 

 Once the econometric model has been obtained, we can quantify the 
contribution made by the magazine media. 
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4.3 
The web tool 
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The web tool 

 We have a free and open-source web tool: 

 

 

 

 

 

 

 

 

 The tool is designed to show: 

o the results of each of the brands tested, in each of the waves, for four years 

o the econometric models obtained by sex 

o its capability to make predictions 
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What can be consulted 

 In the first place you can access the quantitative result of the advertising 
effectiveness of magazines,  both in the last analyzed wave as well as the 
results  of  the series of all the waves over the four years along  which the 
study has been conducted. 
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What can be consulted 

 Next, you can access the brand data (either sorting out by waves, by men's 
monthly magazines. women's weekly or monthly, or by sectors). The data 
that can be accessed are: 

o Magazine ads or TV spots, investment of the advertising campaign, suggested 
brand awareness, advertising visibility, ad impact, ad brand recognition,  purchase 
intention, and advertising communication. 
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What can be consulted 
 

 Also you can consult the econometric models obtained with all the brands 
analyzed by sex for each indicator. 

 

 

 

 

 

 

 

 

 

 

 And finally, you can make predictions (as the example shown below). 
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What does Atenea 
offer its users? 
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5.1 
Results of each  

individual campaign 
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Specific campaigns are measured 

 For example, in 2011, the following  campaigns were measured (between targets and 
exposed segments of each): 

 

 
o Among  women's target: 

• Clinique Even Better 

• Beauty de Calvin Klein 

• ”Ya es Primavera”, de El Corte Ingles 

• Densia de Danone 

• Nuevas Sopas de pollo Knorr 

• Margarina Flora 

• Norit Cuidado Total 

• El Corte Inglés Campaña de Otoño 

• Ministerio de Igualdad, “No te saltes las 
señales, elige vivir” 

• Mango 

• Valentina de Valentino 

• Guilty de Gucci 

• Nespresso 

• Cola Cao Pepitas 

• Margarina Flora 

 

 

 

 

 

 

 

 

o Among men's target: 
• Nissan Qashqai 

• Ford Focus 

• Peugeot RCZ 

• Emidio Tucci 

• Volkswagen Tiguan 

• H&S Champú 

• Mapfre Seguros Automóviles 

• Nespresso 

• Renault Scenic 

• Citroen DS4 

• Tesoro Público 
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Specific campaigns are measured 

 Campaigns tested in 2011, Target Women: 
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Specific campaigns are measured 

 Campaigns tested in 2011, Target Men: 
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A results report is generated 

 With each wave, a power point report is generated for each target (women and men), 
with the results of all the campaigns tested. 

 For each campaign, the indicators collected are analyzed : the data recorded among 
individuals that are only exposed to TV advertising,  and the data of  those exposed to 
TV and also to magazines. 

 The data difference between the sample not exposed to magazines and the sample 
exposed to magazines is the  contribution differential of the magazines to the brand 
and  the specific recall of a particular campaign. 

 Also, when speaking specifically about the recall of a TV spot,  the capability of 
magazines to multiply the effects of this TV spot becomes apparent:  the pattern is 
that it is remembered more and better (better brand recall) when the TV campaign 
gets the support of the magazine media. 

 Some examples of campaign analysis taken from the 2nd wave of 2011 are shown 
below (excerpt of results from the power point  report for  a women's campaign and 
another one of men). 
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Selected examples (2011 2nd wave) 

 

 
 

 

WOMEN MEN 

Public Treasury MANGO 



40 

Mango 
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Advertising awareness 

Have you recently seen, heard or read something somewhere  
about MANGO? 

57,0%

65,2%

No lectoras Lectoras Revistas

Base total:  Female non-readers (306)                    Females readers (206)  

+ 14,4% 
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 TV spot impact 

 Have you seen this ad on TV (some  frames from the TV spot are 
shown, without revealing the brand)? 

48,3% 

Total base (306) Total base:  (206) 

61,9% 

 TV spot impact 

Female  
Non-readers 

Female  
Magazine readers 

+ 28,2% 



43 

Brand recognition 

71,8 %

19,4 %

8,9  %

Ns/Nc

Otra marca

Marca Correcta

66,2 %

17,9  %

15,9  %

Ns/Nc

Otra marca

Marca Correcta

 What brand was advertised (in the TV spot, shown without 
revealing the brand)? 

Have seen the ad: (148) Have seen the ad: (127) 

TV SPOT 
Female  

Non-readers 

Female  
Magazine readers 

+ 8,5% 



44 

Purchase intention 

5,8

38,2

8,1

45,1

Sería mi primera

elección

Es una marca que

seguro que

consideraría

No Lectoras

Lectoras mensuales

 To what extent would you consider choosing MANGO  the next time you 

decide to buy women's fashion? 

They know the brand:                                   Female non-readers (301)                Female magazine readers  (202)  

44% 

+ 20,9% 53,2% 
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Public Treasury 
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Advertising awareness 
Have you recently seen, heard or read something somewhere  
about PUBLIC TREASURE? 

50,7%

55,2%

No lectores Lectores mensuales

Total base:     Non-readers (207)                    Monthly readers (206)  

+ 8,9% 
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TV spot impact 

 Have you seen this ad on TV (some  frames from the TV 
spot are shown, not revealing the brand)? 

 

38% 

Total base  (207) Total base:  (206) 

43,1% 

 TV SPOT IMPACT 

No lectores 
Lectores 
Revistas 

+ 13,4% 
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1,7  %

10,9  %

87,4 %

Ns/Nc

Otra marca

Marca Correcta

73,4 %

4,1  %

22,5  %

Ns/Nc

Otra marca

Marca Correcta

Have seen the spot: (79) 
Have seen the spot: (89) 

 TV SPOT 
Male  

non-readers 
Monthly male 

readers 

Brand recognition 

+ 19,1% 

 What brand was advertised (in the TV spot shown, not 
revealing the brand)? 
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Purchase intention 

0,0

7,9

1,9

15,6

Sería mi primera

elección

Es una marca que

seguro que

consideraría

No Lectores

Lectores mensuales

 To what extent would you consider choosing PUBLIC TREASURE  the 

next time you  acquire  financial products? 

Base knows the brand: Non-readers     (162)                 Monthly readers (179)  

7,9% 

+ 121,5% 17,5% 
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5.2 
Analysis and results by 

sector 
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Models demonstrating effectiveness 

 Within the methodology used in Atenea,  a series of mathematical models 
are being developed, which confirm and generalize the effectiveness of 
magazine advertising. 

 These models show the following average earnings for the last two years 

Notoriedad 

Publicitaria 
Impacto

Reconocimiento 

de la Marca

Conoc. Sug. 

de Marca

Consideración 

de Compra

Ganancia de los 

Lectores/Lectoras
14.1% 15.9% 21.3% 15.4% 10.1%

 Total Waves 

Advertising recall of persons that in 
addition to viewing the TV  spot 
have also seen it in magazines:  
advertising awareness shows a 

14.1% IMPROVEMENT 
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Effectiveness which has not decreased over time 

 In the case of the advertising recall, we see how the contribution of 
magazines to TV  has increased over time: 

y = 0.018x + 0.038
R² = 0.492
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Effectiveness which is confirmed in men and women 

 In the chart below we see a comparison of gains obtained by the magazine 
media in women vs. men:  

Notoriedad 

Publicitaria 
Impacto

Reconocimiento 

de la Marca

Conoc. Sug. 

de Marca

Consideración 

de Compra

Ganancia de las 

Lectoras 
17.2% 19.8% 20.5% 15.9% 14.2%

Notoriedad 

Publicitaria 
Impacto

Reconocimiento 

de la Marca

Conoc. Sug. 

de Marca

Consideración 

de Compra

Ganancia de los 

Lectores 
11.0% 12.0% 22.1% 14.8% 5.9%

Women 
Total waves 

Men  
Total waves 
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Effectiveness in all sectors analyzed 
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Ganancia de las Lectores: Todos los sectores Ganancia de las Lectores- Sector: Automóviles

WOMEN: TOTAL SECTORS VS FOOD AND DRINKS 
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Effectiveness is high in 
all the sectors analyzed 

and in “Belleza y 
perfumes” the highest 

one. 
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The models have enabled us to: 

Atenea has long proved MATHEMATICALLY   magazines effectiveness and 

the leverage they provide in the campaigns in which TV is the main 

investment media 

 

1. Show that the magazine media brings added value in terms of:  advertising, 

awareness, spot impact in the target, recall and strong association of the 

advertiser's brand, suggested brand awareness and purchase intention. 

2. Demonstrate the effectiveness of the medium in all targets and sectors 

analyzed. 

3. Make available to the market a tool that evaluates and quantifies the 

contribution of magazines in a media campaign in which TV is the main 

medium. 

4. To show that the magazine media is essential to obtain optimum results in 

any marketing and communication strategy.    
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5.3 
Analysis and results based 
on the product’s life cycle 
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Campaigns database analysis 

 In 2011, since we already had a large number of tested campaigns, we went 
on to perform a specific analysis of the database : 

o We ran campaigns on all kinds of products and sectors which allowed us to 
perform sector analysis for some time. 

o We were able to verify that we had accumulated some campaigns on products 
and brands in very different marketing contexts, covering the full potential of the 
product's life cycle regarding  large and small brands.  

 

 We asked ourselves what could be the relationship between the contribution 
of magazines (as we are including advertising in magazines , as well as on TV) 
and the size and life cycle of the brand-product, and if this relationship was 
stable beyond the specific sector in question. 
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Campaigns database analysis 

 Therefore we conducted a specific analysis to determine the contribution of 
magazines on the basis of the size and life cycle of brand-products: 

o First we classified  brands and the tested products according to their size, global 
position or degree of development (witness to this are the results of the brand 
itself obtained with different indicators, measured in the same study:  visibility, 
brand awareness, ...). 

o In order to make the cuts and classifications  we perform the analysis by quartiles 

o The database was built in a segmented way for each target (female/male) 

o Next we analyzed the relative increases in effectiveness (or valuation gains) in all 
types of brands classified in each quartile. 

o As our objective was to determine if there was any relationship between the size 
/ life cycle of the brand-product and the capability of magazines to bring added 
value, the differential value associated with the brands within each quartile gave 
us the answer key we sought. 
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Campaigns database analysis 

 In the tables below we provide a summary of the information analyzed, 
referred to four specific indicators :  

o Advertising awareness (recall of having seen the brand advertised) 

o Ad impact (recall of having seen the ad, without revealing the brand name) 

o Strong recall of the advertised brand in the specifically remembered ad 

o Brand awareness 

 In the following two slides it is shown, for each quartile and for each specific 
indicator, the names and specific data of the two campaigns leading the 
brand-product segment. 

 Following this, and as a summary of all the  campaigns, we show another two 
tables with the average values ​​for each quartile (brand size) and each 
indicator. 
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Campaigns that lead each quartile-1 

FEMALE TARGET (the campaigns that lead each quartile are specified) 

% INCREMENTO 

EFICACIA

% INCREMENTO 

EFICACIA

Ford Kuga 139,4 Clarks 62,3

Clarins Capital Lumiere 125,9 TRESemmé 59,9

Mango 49,6 Nescafé 24,4

Rose the One de D&G 46,1 Comodynes 24,2

Gillette Venus 48,4 Ariel Quitamanchas 21,8

Dove Piel Dorada 32,7 Sanex Excel 11,9

Champú H&S 12,9 Max Factor Xperience 9,6

Mercedes Benz Clase E 11,0 CH de Carolina Herrera 6,5

% INCREMENTO 

EFICACIA

% INCREMENTO 

EFICACIA

Clarins Capital Lumiere 118,1 Clarins Capital Lumiere 53,6

Inneov Masa Capilar 89,7 TRESemmé 52,3

Dior Midnight Poison 41,6 Dove Piel Dorada 18,3

Veet Crema depilatoria 40,7 Comodynes 15,7

Nivea Visage DNAge 31,0 Gillette Venus 5,4

Evax compresas 24,6 Savia de Danone 4,9

Movistar 27,5 Ikea 3,8

Dove Piel Dorada 20,2 Ariel Quitamanchas 2,3

CUARTIL 2 CUARTIL 2

CUARTIL 3 CUARTIL 3

CUARTIL 4                                                   
(25% de campañas con máximo impacto)

CUARTIL 4                                                   
(25% de campañas con máximo conocimiento)

Fuente : Estudio Atenea sobre Eficacia de las Revistas. Análisis realizado a partir del histórico de Atenea (más de 150 campañas testadas a finales del 2010).

IMPACTO (Target Femenino) CONOCIMIENTO SUGERIDO DE MARCA (Target Femenino)

% de personas que recuerdan haber visto el spot de la marca en TV % de personas que conocen la marca

CUARTIL 1                                                      
(25% de campañas con menor impacto)

CUARTIL 1                                                      
(25% de campañas con menor conocimiento)

NOTORIEDAD PUBLICITARIA (Target Femenino) RECONOCIMIENTO CORRECTO DE MARCA (Target Femenino)

% de personas que recuerdan haber visto publicidad (en general) de la marca % de personas que recuerdan correctamente la marca del spot de TV

CUARTIL 1                                                      
(25% de campañas con menor notoriedad)

CUARTIL 1                                                  
(25% de campañas con menor reconocimiento)

CUARTIL 2 CUARTIL 2

CUARTIL 3 CUARTIL 3

CUARTIL 4                                                   
(25% de campañas con máxima notoriedad)

CUARTIL 4                                                   
(25% de campañas con máximo reconocimiento)



61 

Campaigns that lead each quartile-1 

MALE TARGET  (the campaigns that lead each quartile are specified) 

% INCREMENTO 

EFICACIA

% INCREMENTO 

EFICACIA

Vueling 80,3 Minute Maid Duofrutas 50,0

Kia Proceed 45,3 Samsung Omnia 38,8

Pharmaton Complex 50,7 Renault Laguna 28,5

Emidio Tucci 44,7 Nespresso Citiz 28,4

Hugo Boss 36,4 Honda Civic 18,9

Honda Civic 22,8 BMW 16,6

Champú H&S 31,5 Movistar 12,5

Mercedes Benz Clase E 17,7 Audi TT 10,7

% INCREMENTO 

EFICACIA

% INCREMENTO 

EFICACIA

Hugo Boss 47,8 Biotherm Hig Recharge 29,2

Emidio Tucci 44,9 Kia Proceed 22,0

Seat Exeo ST 28,1 Minute Maid Duofrutas 16,2

Ford Fiesta 25,1 Loctite 9,1

Ikea 55,2 Champú H&S 5,1

Mapfre 28,0 Gillete 3,5

Nintendo Wii Fit 15,7 Sanex Excel 4,2

Movistar 15,3 Ikea 1,6

Fuente : Estudio Atenea sobre Eficacia de las Revistas. Análisis realizado a partir del histórico de Atenea (más de 150 campañas testadas a finales del 2010).

CUARTIL 4                                                   
(25% de campañas con máximo impacto)

CUARTIL 1                                                      
(25% de campañas con menor impacto)

CUARTIL 2

CUARTIL 3

CUARTIL 1                                                      
(25% de campañas con menor notoriedad)

CUARTIL 2

CUARTIL 4                                                   
(25% de campañas con máxima notoriedad)

CUARTIL 3

IMPACTO (Target Masculino)

CUARTIL 1                                                      
(25% de campañas con menor conocimiento)

CUARTIL 2

CUARTIL 3

CUARTIL 4                                                   
(25% de campañas con máximo conocimiento)

RECONOCIMIENTO CORRECTO DE MARCA (Target Masculino)

CONOCIMIENTO SUGERIDO DE MARCA (Target Masculino)

CUARTIL 1                                                 
(25% de campañas con menor reconocimiento)

CUARTIL 2

CUARTIL 3

CUARTIL 4                                                       
(25% de campañas con máximo reconocimiento)

NOTORIEDAD PUBLICITARIA (Target Masculino)
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What do we find? -1 

 Looking at the major campaigns that lead each quartile we note that: 

 

o There are significant relative increases of effectiveness of all kinds of brands and 
sectors. The world  of cosmetics and perfumes is not unique to the gain in 
effectiveness.   Airlines, vitamins, shoes, food, automotive, furniture, detergents, 
toiletries, hygiene, DIY ... The multiplier effect of the media in order to bring  an 
improvement in the effectiveness of television is general in all sectors.  

 

o On the other hand in all quartiles, i.e., for all sizes of brand, both small and in the 
launch phase, as in the case of large or well-established brands,  we see 
significant increases in the effectiveness indicators thanks to magazines.  We will 
discuss below in what sense does the contribution of magazines work for brands-
products in the launching phase and in what sense does it occur when it comes to 
well-established brand-products, but a first conclusion is that the medium 
provides added value in both cases.  

 

 
 

 



63 

1- Two initial conclusions 

1 

• Magazine investment brings significant relative increases of 
effectiveness in brands and sectors of all kinds (cosmetics, 
perfumes, airlines, vitamins, shoes, food, automotive, furniture, 
detergents, toiletries, hygiene, DIY ...):  THE MULTIPLIER EFFECT OF 
THE MEDIA IN ORDER TO BRING AN IMPROVEMENT IN THE 
EFFECTIVENESS OF TELEVISION IS GENERAL IN ALL SECTORS 

2 

• This is INDEPENDENT OF THE SIZE OF THE BRAND: 
• It can be seen in cases of SMALL BRANDS OR IN NEW LAUNCHES 

• But also in LARGE BRANDS OR IN WELL-ESTABLISHED BRANDS 

From this first analysis we draw two broad general conclusions: 



64 

 Furthermore, if we analyze the average values ​​in each quartile for each of the 
four indicators being presented we can draw some specific conclusions 
regarding the  contribution of magazines in terms of the life cycle of the 
brand-product : 

o Small brands or campaigns of brands-products in the launching phase, find in the 
support afforded by the magazines a significant multiplier effect in those 
indicators which are essential to them,  precisely because of the life cycle in which 
they are: a small brand or a new product need a strong boost in advertising 
visibility so as to achieve presence and brand awareness. 

o As shown in the table below, the support of magazines results in an average 
extra boost for these brands, of 50%  of advertising visibility among women, and 
of nearly 30% among men.  In one indicator, such as brand awareness, which 
usually grows slowly and with a lot of effort (which is a consequence of this 
sustained advertising activity),  magazines add an average improvement of 16% 
and 9% increase among women and men, respectively. 

Added value according to brand size 
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Added value according to brand size 

o In the case of large well-established brands, where the difficulty is to stay 
competitive,  because you can hardly  grow,  the contribution is logically lower, 
but nevertheless it has great relevance:  it is vital for this group of brands to get  
an extra boost,  in terms of its capacity of differentiation and impact, ensuring 
that its  communication reaches consumers more clearly  and adequately 
associated to its brand. This is what magazine advertising gives them. 

o In the following table we can see that brand awareness is the least sensitive 
indicator of all those analyzed (1% average increase). This is logical, since these 
are brands  with a strong presence.  However, the impact of its specific 
communication on television resulted in a very significant increase thanks to the 
advertising  added in the magazines, with average increases of 8% among 
women and 7% among men. There are also  increases in the  interest for the 
correct recognition of the advertized brand (3% and 5%, respectively in these 
targets). 

o In this way,  the big brands find in magazine advertising an element that helps 
them communicate more clearly,  so that they can stand out from competitors, 
and helping them stay competitive. 
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MUJERES No lector Lector Ratio

Primer cuartil 10,7 16,0 49%

Segundo cuartil 30,6 37,2 22%

Tercer cuartil 48,8 54,0 11%

Cuarto cuartil 69,0 71,7 4%

Primer cuartil 25,9 34,0 31%

Segundo cuartil 44,0 52,2 19%

Tercer cuartil 59,0 65,1 10%

Cuarto cuartil 74,6 80,8 8%

Primer cuartil 42,1 49,7 18%

Segundo cuartil 64,3 71,3 11%

Tercer cuartil 78,8 82,5 5%

Cuarto cuartil 90,6 93,5 3%

Primer cuartil 40,8 47,4 16%

Segundo cuartil 73,9 79,0 7%

Tercer cuartil 89,4 91,4 2%

Cuarto cuartil 98,2 99,1 1%

Notoriedad publicitaria

Impacto

Reconocimiento correcto de marca

Conocimiento sugerido de la marca

Added value according to brand size 

HOMBRES No lector Lector Ratio

Primer cuartil 16,4 20,9 27%

Segundo cuartil 30,6 35,7 16%

Tercer cuartil 44,8 48,2 8%

Cuarto cuartil 65,9 71,3 8%

Primer cuartil 26,5 32,4 22%

Segundo cuartil 44,0 48,3 10%

Tercer cuartil 53,5 60,9 14%

Cuarto cuartil 71,2 76,1 7%

Primer cuartil 48,5 59,0 22%

Segundo cuartil 66,0 73,2 11%

Tercer cuartil 76,7 81,4 6%

Cuarto cuartil 89,2 93,4 5%

Primer cuartil 63,3 69,0 9%

Segundo cuartil 84,5 87,5 4%

Tercer cuartil 92,8 94,5 2%

Cuarto cuartil 98,6 99,4 1%

Reconocimiento correcto de marca

Conocimiento sugerido de la marca

Notoriedad publicitaria

Impacto
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2.A 

• In the cases of SMALL BRANDS OR NEW RELEASES, magazine 
advertising brings  great value by increasing  visibility and 
advertising presence and, therefore, supporting brand awareness. 

2.B 

• In the case OF LARGE OR WELL-ESTABLISHED BRANDS, this results 
mostly in an improvement of the communication impact and strong  
brand recognition.  Magazines help the brand make your 
communication more effective, helping it to be more efficient and 
better at hitting the target. 

Two conclusions about the life cycle 
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5.4 
Estimation and projection 

of budget allocation 
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Estimation and projection of budget allocation 

 The last section of the web tool is intended to make predictions with the 
allocation of budgets and with the increases obtained for each indicator for 
that allocation.  

 To get to this point, you must choose the target,  the budget, the Grps/Cost, 
the frequency of contacts and the coverage you want to deploy. Then you can 
estimate the budgets. 

 Below,  an example of a step by step prediction is: 
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Estimation and projection of budget allocation 

 First, on the left, select the target which comes closest to the actual 
campaign  for which you want to make the prediction : 

 For example: ‘16+ individuals’. 

 

 

 Next, enter the Total Initial Budget and Grps/Cost, both monthly data. In this 
case we want to predict for ‘€ 1.000.000’ and with a Grps/Cost of  '€ 1 .000'. 

 The model calculates the Grps to be allocated for the  

prediction. 

 

 

 Now, in the central section, you must decide what are  the objectives of the 
campaign on the basis of frequency and coverage. In the example, frequency: 
'1 ' and coverage: '90%' are selected. 
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Estimation and projection of budget allocation 

 With the previously entered data, we estimate the results of the campaign 
which will be:   

 Frequency ‘1+’ and Coverage ‘93,9%’ 

 

 

 On the right hand side, the tool also estimates the degree with which  the 
objectives of frequency and coverage would be achieved, if the whole budget 
is allocated to TV,  through the coverage curve (obtained for the Grps from 0 
to Investment / Cost / Grps which has been selected for each type of  
frequency). 

 

 

 

 



72 

Estimation and projection of budget allocation 

 Finally, we have yet to estimate the benefit that would accrue to the brand 
and advertising variables if part of the TV budget would  be allocated to  
magazines. 

 In the lower center section, you would have to click  

 'Calculate Increments' 

 In the right section a new box appears in which you have to select the TV 
budget % which you want to allocate to magazines and the investment in € / 
month. To continue the example above, we select  Budget %: 'between 2.5% 
and 10%' and the investment 'from 59,934 to 239,736  € / month.' 

 The estimation of the increase estimated for the  

      variables measured in the study will be : 

o Brand Suggest. Awareness = ‘15,0%’ 

o Advertising Visibility = ’23,9%’  

o Impact = ’22,2%’ 

o TV Spot Recognition = ’26,8%’ 

o Purchase Intention = ’18,6%’ 
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Atenea:  achievements 
and milestones 
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Proven effectiveness 

A study strengthened and recognized in the 
market 

198 
campaigns 
 analyzed 

15.484 
interviews  
conducted 

 Since its inception in the mid 2006s  
Atenea has already conducted a total of: 

 Approx.  
30-35 

campaigns 

Performed/Measured 
Annually 

Approx.  
2.200-2.250 
interviews 
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Visitas Web

The market tool has been active since 2007  
Its use is growing through releases 

 The chart shows the evolution of  accumulated visits from January 2010 to 
December 2011: 

Comunicado al mercado 
en 2010 

Announcement to the 
market  in 2011 
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Visibility and 
communication 
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7.1 
Regular  

communications 
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Regular communications 

 Communication to the industry (media agencies and advertisers): 

o They are carried out by all those involved in Atenea:  the three sponsoring 
publishing groups (GPS, Hearst and RBA), as well as by the two companies 
responsible for its technical development (CIMEC and Conento). 

o Announcing the launching of each wave.  

o Newsletter, PDF,  email (CIMEC) with the results of the campaigns tested in each 
wave. 

o Notice by e-mail (Conento) about rise of results of the wave to the website of 
Atenea. 

o Submitting news/articles  to industry magazines. 

o Submission of the results of each wave to specific advertisers (sponsoring 
publishing groups) 

 

 Samples are attached on separate annexes  
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Regular communications 
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Regular communications 
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7.2 
Timely  

Communications 
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Timely communications 

 

 Presentation to the overall market 

 Specific presentations to media agencies 

 Submission to the Spanish Association of Advertisers 

 Presentations at seminars and forums 

 Sending out specific analyses to magazines and specialized media (analysis of 
databases, models updates, modeling by sector, ...) 

 Preparation of folders and special editions of study cases and / or analyses  

 

 

 Samples are attached on separate annexes 
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Timely communications 
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Timely communications 
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Timely communications 
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Timely communications 
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THANKS! 
 

YOLANDA AUSIN 

ARI. SPANISH MAGAZINE ASSOCIATION 

yausin@revistas-ari.com 

www.revistas-ari.com 

+34 91 3604940 
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