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Engagement ≠ Usage
• Instead, Engagement causes usage and me to

– Be “attentive”
– Regard it as “one of my favorites”
– Be “very satisfied” with it or parts of it
– “Recommend it to a friend”
– Think “I would miss it if it were no longer published”

• The absence of Engagement causes me to stop 
using it

• Engagement is more fundamental (and 
actionable) than its consequences.  It more 
actionable because it is more directly under the 
control of content producers



What is Engagement?

The collective qualitative 
experiences with content

Experiences are the thoughts, 
feelings and beliefs of readers about 

their program/publication



Experience 1

Experience 2

Experience 3

Experience 4

Experience 5

Engagement

Usage

Reactions to Ads

Affective outcomes
one of my favorites, etc.

Consequences of 
Engagement

Specific 
Experiences with 

Publications



Theoretical Motivation for 
Experience-Ad Effects

• See Dahlén (2005) for review
• Mood Congruency-accessibility hypothesis: context 

makes a certain mood or affect more accessible and 
relieves the processing of stimuli with similar moods 
or affects (e.g., DePelsmacker, et al. 2002; Lord, et al. 
2001)

• Congruency principle (Fuchs 1964): the medium and 
adverterised brand converge and become more 
similar in consumers’ minds (e.g., Kamins 1990; 
Solomon, et al. 1992; Till, et al. 2000)

• Cognitive priming (e.g., Yi 1990, 1990, 1993; 
Meyers-Levy and Sternthal 1993)



Published Engagement Studies
Medium Publications 

Studied
Total Sample 

Size
Experiences 
Identified or 

Studied
Newspapers 101

52
10,858

4,444
44
33

Magazines 100
72

4,347
25,000

39
4

Media Web 
Sites

39
7

2,127
11,541

22
22

TV In progress, To be released 21 July 2007

Newspapers:  http://www.medill.northwestern.edu/faculty/malthouse/ftp/npexp.html

Magazines: http://www.medill.northwestern.edu/faculty/malthouse/ftp/magexp.html

Web sites:  http://www.medill.northwestern.edu/faculty/malthouse/ftp/prague.html

http://www.medill.northwestern.edu/faculty/malthouse/ftp/magexp.html
http://www.medill.northwestern.edu/faculty/malthouse/ftp/rbs.html
http://www.salon.com/news/feature/2006/02/17/newspapers/index_np.html


Our Research Approach
1. (Exploratory Research) Qualitative interviews with 

consumers generate descriptive statements (items)
– I lose myself in the pleasure of readings this site/mag/NP.

2. (Descriptive Research) Survey (agree-disagree with 
items)

3. Exploratory factor analysis to identify latent dimensions 
and purify scales

– Intrinsic “timeout” experience, also indicated by:
– It’s an escape that takes my mind off other things.
– Reading is my time alone.
– I feel less stress after reading it.
– I like to kick back and wind down with this site/mag/NP.

4. Confirmatory survey and factor analysis (CFA)
5. Higher-order CFA models identify Engagement
6. Evaluate effects on readership and advertising



Intrinsic and Imagery Experiences In 
Country Homes Magazine



Utilitarian 
Experience You learn how to 

improve yourself from 
this site.

I really like the tips 
in the magazine

It helps me make up 
my mind and make 

decisions

This site provides 
information that helps me 
make important decisions

I look at the magazine 
as educational. I am 
gaining knowledge 

It shows me how to do 
things the right way 

I learn about things to 
do or places to go in 

this newspaper

This newspaper has 
columns that give good 

advice

I get good ideas 
from this web site







On-Line 
Community 
Experience

“Overall, the visitors to 
this site are pretty 

knowledgeable about 
the topics it covers.”

“A big reason I like 
this site is what I get 
from other users.”

“This site does a good 
job of getting its visitors 
to contribute or provide 

feedback.”

“I’ve gotten interested in 
causes I otherwise wouldn’t 

have because of this site.
“I’d like to meet other 

people who regularly visit 
this site.”

“I’m as interested in input from 
other users as I am in the 

regular content on this site.”

Reliability = .86





Social 
Experience

I use things from this site in 
discussions or arguments 

with people I know

I give advice and tips 
to people I know based 

on things I’ve read

I show things in the 
newspaper/mag/web 
to people in my family

Reading this mag/site is a 
little like belonging to an 

organization or group

I like to talk about 
national news and current 
events I read about in it

I bring up things I have 
seen/read on the news in 
conversations with many 

other people

Watching/reading the news 
makes me a more 
interesting person





Magazine
Engagement

Source

Positive 
Emotional 

Utilitarian

Social

Imagery

Ad Attention

Intrinsic

0.74

0.74

0.74

0.69

0.65

0.62

0.53

Newspaper 
Engagement

Positive 
Emotional

Entertainment

Utilitarian

Intrinsic

Civic

Source

Self Esteem

Imagery

Social

0.84

0.81

0.74

0.74

0.72

0.71

0.70

0.70

0.64

Second-Order Confirmatory 
Factor Analysis of Experiences

Mag NP
Measurement Model

CFI 0.90 0.90
GFI 0.89 0.94

Second-Order CFA
CFI 0.89 0.88
GFI 0.89 0.93



Web 
Engagemen

t

Social 
Network

Positive 
Emotional

Entertainment

Social

Source

Temporal

Online Comm

Utilitarian

Self-Esteem

Participatory

Intrinsic

0.88

0.81

0.73

0.73

0.70

0.76

0.67

0.55

0.17
0.23

0.36

0.67

0.96

Second-Order Confirmatory Factor 
Analysis of Web Experiences



Does Media Engagement affect Usage 
and Reactions to Advertising?

• Engagement predicts usage across magazines, 
web sites and newspapers based on 
correlations and multiple regressions – see 
paper for details

• Engagement-Advertising studies:
– Magazines: Pure Water ad (n=3654, 100 mags)
– Newspapers: Pure Water ad (n=4100, 101 NPs)
– Web: iPod & Orbitz banner ads (n=11541, 7 sites)
– Magazines: Affinity ad copy-testing study (n=25000, 

5,000 ads executions, 72 mags)



Design of Ad Studies

• Measure experiences with a 
specific publication

• Measure confounding 
variables, e.g., product 
usage, ad receptivity

• Show ad that either appeared 
or tell respondents it will 
appear in their publication

• Measure reactions to ad
– Pure Water: copy test
– Web: intent to click, copy test
– Affinity: recall, actions taken

• Mag and Web studies: 
context-free control groups Affinity study: experiences measured 

after ad measures, no confounding 
variables measured



1 1.5 2 2.5 3 3.5 4 4.5 5

Engagement

Trust

Sophisticated

Utilitarian

Social

Intrinsic

Copy Testing Score

Not Engaged Engaged

Effect of Some Magazine Experiences on Pure Water Ad



Pure Water Ad, 101 Newspapers, 4,100 Respondents

1 1.5 2 2.5 3 3.5 4 4.5 5

Engagement

Intrinsic

Social

Sophisticated

Trust

Copy Testing Score

Not Engaged Engaged



Orbitz Ad, 7 Web Sites, 11,541 Respondents

1 2 3 4 5 6 7

Makes Me Smarter

Intrinsic

Utilitarian

Connects me with
Others

Social

Intention to Click

Not Engaged Engaged



iPod Ad, 7 Web Sites, 11,541 Respondents

1 2 3 4 5 6 7

Makes Me Smarter

Intrinsic

Utilitarian

Connects me with
Others

Social

Intention to Click

Not Engaged Engaged



5,000 ads, 72 Magazines, 25,000 Respondents
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Engaged readers are those with an average of 3.5 or more on the scale.
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Engagement

Source

Positive 
Emotional

Utilitarian

Social

Intrinsic

Ad 
Effectiveness

Product Usage

Mag, Web, NP
0.96, 0.71, 0.79

0.68, 0.89, 0.86

0.71, 0.78, 0.94

0.75, 0.73, 0.66

0.73, 0.83, 0.67

Mag, Web, NP
0.26, 0.08, 0.31

0.24, 0.22, 0.09

0.12, 0.36, 0.15

0.06, 0.07, –0.01

0.14, 0.20, 0.21

0.10, 0.24, 0.09

Second-Order 
CFA Estimates

In each triplet, the first number is for magazines, the second for web, and the 
third for newspapers. Bold slopes are significantly different from 0 at the 0.01 
level and italic at the 0.05 level.

HLM Coefficients 
Predicting Ad Effectiveness



The Effect of Magazine Engagement on Ads

Recall Actions Taken

Estimate Std Dev Estimate Std Dev

Intercept α= 0.60** σa= 0.0960** α= 12.16** σa= 0.7122**

Engagement β= 0.14** σb= 0.0147* β= 0.83** σb= 0.1663**

Mean 
Engagement

γ= –0.16 γ= –0.82**

Residual σe=0.4819** σe=2.9298**

• Draw random sample of 436 ads (60,007 recall 
measures, 31,631 recalled ads) 

• Let yijk be the rating of ad i, by respondent  j, 
reading mag k, xijk mag engagement, mk mean 
engagement for mag k, and ai and bi normal 
random variables.

ijkijkiiijk emxbay +++++= γβα )()(

• Engagement (x) affects a 
broad class of ads, since       
β – 3σb >> 0.

• Variability in intercepts 
captures differences across 
ads (e.g., strength of brand, 
quality of creative)

• Negative slopes for mean 
engagement (γ) indicate 
people pay less attention to 
ads in highly engaging 
magazines.  (But β>0 
suggests that within a mag, 
more engaged readers pay 
more attention to ads).

• Execution variables (size, 
position, color) were added, 
but did not change story.



Illustration of Within- and Between-Magazine 
Effects for Makes Me Smarter (Exaggerated)
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Between-
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Ovals show within-magazine effects



The Effects of Experiences on Ads

Recall Actions Taken

Transportation 0.033** 0.0019 0.32** 0.0320

Smarter 0.037** 0.0060 0.12** 0.1362*

Utilitarian 0.043** 0.0117 0.041** 0.0989

Sophistication 0.023** 0.0088 0.003 0

Mean Transport –0.032 –0.47*

Mean Smarter –0.15** –0.93**

Estimate Std Dev Estimate Std Dev

Intercept 0.66** 0.0915** 12.88** 0.6852**

Mean Utilitarian –0.031 –0.12

Mean Sophisticated 0.039 0.51*

Residual 0.4818** 2.9252**

• All four 
experiences affect 
recall.

• Transportation has 
a large effect for 
actions taken.

• Smarter has the 
largest negative 
effect at the 
magazine level.  

• Sophistication has a 
positive mag-level 
effect.



Does Media Engagement Affect 
Advertising?

• Conclusion: we have shown that Engagement 
with web sites, newspapers, and magazines 
affects reactions to many different ads

• See papers for multivariate hierarchical linear 
model analysis
– Conclusion holds across publications, effectiveness 

measures, and ads, even after controlling for other 
factors

– Some experiences are more closely associated 
with ad effectiveness than others, depending on 
publication and ad



Cross-Media Conclusions
• There are many ways that media can be involving. 

Different vehicles within a medium can be stronger or 
weaker on delivering specific experiences.

• For each experience, there is substantial variation 
across titles within a medium.

• While there are differences in the median 
Engagement/experiences levels across media, there 
tends to be more variation across titles within a medium.

• For magazines and to a lesser extent for web sites, there 
is substantially more variation across titles in 
experiences than for overall Engagement.



The Congruency Conjecture: 
The amount of improvement in advertising effectiveness 
depends on the congruence between the advertisement 

and the experiences offered by a particular vehicle.



Better Homes and Gardens Congruence: 
Matching Inspirational, Visual and Utilitarian Experiences



Matching the Positive Emotional and Utilitarian 
experiences of Parenting Magazines and Web Sites



Cross-Media Experience and 
Engagement Comparisons

• Which medium is most involving?
• Compute Engagement measures for large 

samples of web sites, magazines and 
newspapers (measure = average over 
respondents)

• Compare distributions of Engagement 
measures across publications within a 
medium and across media
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