
Print media ads increase brand search queries
With large variations in categories & types of campaigns

Source: ACPM-Ekimetrics-Kantar 1st study of media effectiveness on search
Other media = Radio, OOH, cinema, digital display.  7 brands studied in each category

0,5

0,9

1,0

1,3

1,6

3,0

4,0

4,6

TV product

Other media product

Other media brand

Print press product

Digital press product

TV brand

Digital press brand

Print press brand

% incremental

Automotive

0,2

0,4

0,4

0,6

1,0

1,5

1,5

1,5

Other media product

Digital press product

Print press product

TV product

TV brand

Print press brand

Other media brand

Digital press brand

% incremental

Bank/insurance

0,7

0,9

0,9

1,2

1,5

2,3

2,5

2,8

TV product

Other media brand

Other media product

Print press product

Digital press product

Digital press brand

Print press brand

TV brand

% incremental

Luxury

% increase in search queries by channel/type of campaign for every 10% increase in spend

17
33

Share of invest Share of media
contributions to

search

%

Press & automotive

28 30

Share of invest Share of media
contributions to

search

%

Press & bank/insurance

46
66

Share of invest Share of media
contributions to

search

%

Press & luxury brands


