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e Early Adopters
¢ Influencers

} e Active Purchasers

TECH BUYING POWER
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ADVOCACY INFLUENCE

believe they can
convince others
about technology

ACTIONS

* 95% have taken action as a result of reading T3 magazine
* 81% have taken action as a result of reading the T3: Y9 BVIEdition
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The T3 audience loves new technology and smooth design and their lives revolve
around these passions. They get excited about new launches and innovative products.

e By engaging and interacting with the T3 user on a consistent basis you will be
increasing awareness of your brand through a strongly integrated content and
advertising cross platform campaign.

e Our platforms allow our users to celebrate the your brand but also encourages them to
share, interact and discover.

e Making the smart choice is essential and by advertising with T3 and creating a high
impact rich media campaign will highlight your brand’s great image, great design and
great functionality over the duration of the campaign, prompting brand consideration
at the critical moment of purchase.
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Twice as likely to agree that they

The magazine man Magazine 9 '
g 60% agree they like wear designer clothes
readers tend to be younger, to treat themselves

single and less likely to have
kids. They are very
knowledgeable, influential and
advocates for technology.
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