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AIM ENGAGEMENT INDEX




To showcase
magazines as
an engaging
medium

Partial Engagement Indices

Mind Measures

Escapism

Information

Stimulation

Attitude towards Advertising

Creation of
a Engagement Index




This medium 1s in the background I normally pay full / undivided attention to
while I am doing something else this medinm while I am consuming 1t

I take frequent breaks

when I am using this media I consume this medinum when I am alone

I consume this medium
when I am with my friends / family

However, since the score range will vary for parameters,
we wollld need to normalize it to allow for comparisons






TWO STEPS PROCESS

STEP 1:

Running a regression
on a key dependent
variable - Involvement
Measures for example
and evaluating the
hierarchy of each of
the partial
engagement indices

STEP 2.

Evaluating each
medium on the partial
engager.ngnt indices
and arriving at a final
Engagement index



e There is a need to evaluate
the performance of each medium on this hierarchy
e What would that mean?

Indicates that the medium is higher on driving Engagement




Weight:
0.59

MIND MEASURES - .

Statements which constitute Mind Measures




Mind Measures -
Magazines on Top

Magazines |IIIENIENIENERRERERREERERRERRERERREERERRE RN 178

Newspaper [IHITHHTHTTHNTHNTONETRETRnn 162

Magazines play multiple roles in the consumers life: someone they can rely on, someone they can relate
with, someone who helps them out when they face a problem, all this while being an undemanding
companion




CALCULATION OF
ENGAGEMENT INDEX

e A weighted average will provide us with the Engagement Index
for each medium
e So how do different mediums fare on the Engagement Index?



THE ENGAGEMENT INDEX

Engagement Indices Magazines Newspaper Television Radio Internet
Mind Measures (0.59) 178 162 158 100 173
Need State: Escapism (0.20) 140 125 102 108 100
Need State: Information (0.20) 271 226 232 100 295
Need State: Stimulation (0.18) 207 191 188 100 201
Attitude Towards Advertising: Ad Seeking (0.14) 221 215 247 100 192

Attitude Towards Advertising: Ad Avoidance (-0.32)
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MAGAZINES ARE THE MOST INVOLVING MEDIUM,
AND ARE ABOUT TWICE AS INVOLVING AS RADIO AND TELEVISION!



INCREDIBLE MAGAZINES




ANTIBIOTIOS

DRUGS THAT HAVE STOPPED WORKING
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Break Point Britain

Britain’s standing as an inclusive, multi-cultural nation is
in danger if it lurches right and leaves the European Union.
How will the world be affected by a disintegrating Europe?

How to héa
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Vartika Singh
spills her style
secrets
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JAQUET DROZ

Ttan's Bridal Bangles.
Designed for
your celebration.

Make Itan and Conrad Dubai part o

AStudio instead of a seat.
That's Flying Reimagined.







