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Meta-Analysis on the advertising effect of Print

THE POWER OF PRINT

§ How does print effects the attention? 
§ How does print influence memory and credibility? 
§ How does print increase value perception and willingness to buy?
§ What are the benifits of a print based media mix in a digital age?

Basis:      300 international scientific sources, trend- and market studies,
recent insights from neuro science and psychology
+ interviews with leading scientist and marketers



The ARIVA dimensions of sensory marketing



www.creatura.de/metaanalyse



Multisensory Enhancement



Our brain loves to touch



Wang, C., Zhu, R., & Handy, T. C. (2016) 
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How many people have made a donation? 

Priming with Print
Rough structure makes people give more to charity



Product launch without print?

+ 67 % have printed on their own

+ 87 % demand print with next introduction



Top 5 quality dimensions for media channels

Re-Evaluating Media – Ebiquity (2018)



How effective are the different channels?

What Marketers think: 

1 TV 48.9

2 Online video 41.6

3 Social media 41.3

4 Out of home 39.6

5 Cinema 39.1

6 Radio 38.9

7 Newspapers 36.3

8 Direct mail 36.3

9 Online display 35.5

10 Magazines 35.1

n=116,  Bewertung von 1-5

What the data says:

1 TV 107.1

2 Radio 103.2

3 Newspapers 87.8

4 Magazines 79.5

5 Out of home 71.7

6 Direct mail 67.0

7 Social media 65.8

8 Cinema 61.4

9 Online video 57.6

10 Online display 50.0

Re-Evaluating Media – Ebiquity (2018)

50 Sekundärquellen, 75 Studien + Ebiquity Database



Ebiquity (2018) Re-Evaluating Media  
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Cinema
£0.3bn

Radio
£0.6bn

Newspapers
£1.7bn

Mags
£0.6bn

OOH
£1.1bn

Digital 
£5.3bn

1 TV 107.1

2 Radio 103.2

3 Newspapers 87.8

4 Magazines 79.5

5 Out of home 71.7

6 Direct mail 67.0

7 Social media 65.8

8 Cinema 61.4

9 Online video 57.6

10 Online display 50.0

Digital Frenzy



Shift to activation correlates with loss in effectiveness



Some do not follow the herd



BSS  Brand Communication

Olymp in Print



Statista 2018

The Revenue Mount Olympus

Turnover Olymp Bezner GmbH & Co. KG



Analytic Partners 2016, Auswertung von 3.200 Kampagnen 2010-2015
TV, Print, Radio, Out of Home, Display, Paid Search, PR, Cinema, 

Crossmedia delivers better results

1 Platform 2 Platforms 3 Platforms 4  Platforms 5 Platforms

+19% 

+23% 

+31% 
+35% Campaign ROI



Online picks the fruits, classic strengthens the trunk

… and print can do both!
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