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Big Ticket Purchase Intentionsg
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Media Influence on 
Electronics PurchasesElectronics Purchases
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Magazines
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Planning to Buy a Car/Truckg y
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Makes of Vehicle Considering 
1st Choice (Top 5)1st Choice (Top 5)
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Traditional Media Usage 
in An Average Weekin An Average Week
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Regular New Media Usageg g
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Disclaimer
BIGresearch makes no warranties, either expressed or implied, concerning: 
data gathered or obtained by BIGresearch from any source; the present or 
f t  th d l  l d i  d i  BIG h t ti ti   th  future methodology employed in producing BIGresearch statistics; or the 
BIGresearch data and estimates represent only the opinion of BIGresearch 
and reliance thereon and use thereof shall be at the user’s own risk.
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