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“We are the Finnish market leader in telecommunications and digital services. Our mission is to bring 

digital solutions that are important to people and the sustainable development of society. The 

enthusiasm to utilize new technology and working methods has accompanied us for over 140 years. 

Today, we at Elisa serve over 2.8 million customers in Finland and Estonia and over 100 countries 

internationally. We work purposefully every day to develop customer experience and quality.”















The Power of TV as a 
Medium

@rshotton





Maximising the Impact 
of TV

@rshotton



Source: Zhang & Zinkhan (1991)



Source: Zhang & Zinkhan (1991)



Source: Zhang & Zinkhan (1991)



Summary

The Importance of Concreteness

A) Concrete information (i.e. visualisable) is more memorable than abstract 
information (i.e. non-visualisable).

B) You can tap into concreteness by creating a visual representation of abstract 
principles (i.e. a fluent device). 

The Power of TV as a Medium

C) Statements made in public are much more believable than statements made in 
private

Maximising the Impact of TV

D) We tend to find content more amusing when surrounded by others
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