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Independent Variables
Product TV Magazine Online
Dependent Variables Category Advertising Advertising Advertising
Positive brand mentions Auto 0.321a 0.2282 0.077
Retail -0.070 -0.040 0.4202
Soft drinks -0.284 -0.007 0.2852
Technology 0.2902 -0.076 0.4302
Travel 0.022 -0.008 -0.208
Online WOM Auto -0.156 0.031 -0.077
Retail 0.112 0.123 0.2322
Soft drinks -0.551a -0.021 0.139
Technology -0.352a 0.3182 0.072
Travel 0.3062 -0.117 -0.6742
ComScore unique visitors | Auto 0.354a 0.044 0.516
Retail -0.1972 0.084 0.6972
Soft drinks 0.341a 0.219 0.3282
Technology 0.043 0.010 -0.152
Travel 0.046 0.086 -0.281
Search Auto -0.034 0.123 -0.083
Retail -0.2102 0.099 0.6292
Soft drinks -0.129 -0.055 0.3862
Technology 0.295a 0.007 0.7252
Travel 0.2302 -0.068 -0.6812
a 5%
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