
How Priming leads to Planting 
Flourishing Results from OOH and TV Together



“We must accept the alien idea 
that our actions and our emotions 
can be primed by events of which 
we are not even aware”

Daniel Kahneman
Thinking, Fast and Slow



Priming in advertising & 
marketing is a 
subconscious reaction to 
stimuli that influences our 
attention and conscious 
decisions to new stimuli



“Exposure to advertising messages across multiple media can stimulate 
forward encoding. This is when an ad in the first medium improves the 
performance of the ad in the second medium”

Ehrenberg-Bass Institute for Marketing Science
Planning for Synergy, Harnessing the Power of Multi-Platform Media
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Results
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Advertising recall metrics
Which internet search engines have you seen or heard any advertising for recently? 

Have you seen any of these adverts or something very similar before? (posters)

Real world survey
Sample Size: Pre (350), Solus OOH (244), OOH & 
AdSmart (823) Significantly higher/lower versus unexposed pre wave. Tested at 95% confidence interval



Poster creative perception statements (% any agree)
How much do you agree or disagree with the following statements about the posters you have just seen?

Real world survey
Sample Size: Solus OOH (244), OOH & AdSmart (823)
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Creative perception statements exposed vs. unexposed (% any agree)
How much do you agree or disagree with the following statements about the Ecosia posters you have just seen?

Eye tracking survey
Sample Size: Non-primed (305), Primed (317) Significantly higher/lower versus unexposed control audience. Tested at 95% confidence interval
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Open-ended creative message response (coded)
What do you think was the main message the Ecosia posters were trying to get across?

Real world survey
Sample Size: Solus OOH (244), OOH & AdSmart (823) Significantly higher/lower versus unexposed control audience. Tested at 95% confidence interval
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Dial test video inserted within 
TV screen
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Dial test
Sample Size: Pre (350), Solus OOH (244), OOH & AdSmart (823)

‘You sexy thing 
French translation’ 

search

‘Chewing hamster 
gif’ search

Bus with tree inside 
passes; homeless man

Young woman 
looking up

Tree on roof, text: 
‘no matter how 

weird tour search 
request’

Screen fades to black, text: ‘We’ll 
plant the trees anyway.’

Statistically significant difference



Impressions that reach the screen
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“Priming determines automatic attitude evaluation from the impact 
that an attitude object (such as a brand logo) has on the speed with 
which a person can make certain judgements”

David Penn, WARC
True lies and true implicit: how priming reveals the hidden truth



Perceived impact of TV advertising 
How much do you agree or disagree with the statements below about seeing the TV ad before seeing the poster?

Significantly higher/lower versus unexposed control audience. Tested at 95% confidence interval
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 I recognised the poster immediately as the same brand from the TV ad

 The poster jumped out at me because of the TV ad

Agree Neutral Disagree

Eye tracking survey
Sample Size: Primed (317)
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Brand equity metrics
How familiar are you with the following internet search engines?

Which of the following internet search engines would you consider using?

Real world survey
Sample Size: Pre (350), Solus OOH (244), OOH & 
AdSmart (823) Significantly higher/lower versus unexposed pre wave. Tested at 95% confidence interval
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Brand perception statements (% Any agree)
Thinking now just about Ecosia, please indicate how strongly you agree or disagree with the following statements.

Real world survey
Sample Size: Pre (350), Solus OOH (244), OOH & 
AdSmart (823) Significantly higher/lower versus unexposed pre wave. Tested at 95% confidence interval
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