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Th e study investigates the impact of reputation of magazine and magazine types
on advertising effectiveness. It appears that the reputation of magazine
influences the reader's brand attitude of posted advertisements. Also, the impact of
reputation of magazine on dependent variables- brand favorable impression, intention of
information share, and purchase intention is moderated by magazine types. Upon an
effective media planning establishment, the decision variables in magazine selection are
comprised of quantitative and qualitative indexes. Indexes implemented in the media
planning are selected based on the quantitative and magazine types are decided based on
the understanding of ‘reader target' rather than in-depth researches. It is confirmed from
this study that other than the magazine type's selection, the readers' reputation of
magazine is one of the important variables in determining advertisement effectiveness.
This study in practical aspect, shows not only the readership and magazine types, but also
the reader's reputation of magazine that can also be a criterion of advertising appraisal.
From marketing aspect, magazine suggests that it is necessary to put efforts in order to
earn positive reputation from the readers beyond the strategy of expanding readers.
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