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Method

CAWI (Computer-Assisted Web Interviewing) with customer addresses (n=22999)

Content

The survey covered the use of CANAL+, in particular live sport and other content on different devices, as well as
the underlying motives. It also covered leisure behaviour, shopping habits, and advertising perception and impact
in the CANAL+ environment.

Universe

Subscribers in Switzerland

Sampling method

«Best effort — Convenience»: the sample was not drawn at random from all CANAL+ subscribers, but recruited
from available and reachable participants — with the aim of achieving as balanced a composition as possible (e.g.
by age, gender, region).

Quotas

None

Sample size n=514 | Base for detailed sport questions: n = 325 (live sport users)

Fieldwork / survey period 12.03.2026-24.03.2026 and 07.04.2026-17.04.2026
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Your + in FR-CH

Today's CANAL+ user -
is called Jean-Claude

/2%

male

Purchasing power &
consumption: +

%]

Usage intensity: +
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CANAL+

55+ years | 0%
35-54 years NN 36%

15-34 years | 4%

Advertising impact: +

Source: Admeira study. conducted by GfK Switzerland, FR-CH: n= 514, persons aged 15-74
CANAL+ subscribers, survey period 12.03.2026-24.03.2026 and 07.04.2026-17.04.2026



Affluent, consumption-oriented audience CANAL+

Gross household income

cHF 15’000 T 13 . .
’ ; Children in HH: 28%
CHF 12°000-CHF 15'000 GGG 12
CHF 9'000-CHF 12000 I 2%

CHF 7000-cHF 9'000 I 0%

CHF 4'500-CHF 7000 I 19

<CHF 4500 I 0%
36% >CHF 9'000 55% >CHF 9'000

Gross household income/month Gross household income/month

Source: Admeira study. conducted by GfK Switzerland, FR-CH: n= 514, persons aged 15-74

CANAL+ subscribers, survey period 12.03.2026-24.03.2026 and 07.04.2026-17.04.2026



Affluent, consumption-oriented audience CANAL+

22% 215

go out weekly

37% 295

treat themselves to luxury/expensive things

69% 131

spend their leisure time in nature

61% 145

value beautiful things

84% 121 42% 126

are connoisseurs do something for their well-being

g l f Source: Admeira study. conducted by GfK Switzerland, FR-CH: n= 514, persons aged 15-74

CANAL+ subscribers, survey period 12.03.2026-24.03.2026 and 07.04.2026-17.04.2026




CANAL+ users treat themselves
Shopping habits: ranking by index vs population | Top 2 agreement

m CANAL+ (Top 2 agreement) B FR-CH @ (MACH, Top 2 agreement)

Afford luxury/expensive things (index 295) 37%

13%

Use bargain websites (index 193)
Beautiful things matter (index 145)
Impulse purchases (index 136)

Use sharing platforms (index 129)

| am a connoisseur (index 121) 84%
Compare prices (index 116)

Browse in store, buy online (index 114)

Buy Swiss products (index 107)

45%

Discount store shopping (index 105) 12%
(o)

Source: Admeira study, conducted by GfK Switzerland, FR-CH: n= 514, persons aged 15-74, CANAL+ subscribers
Survey period 12.03.2026-24.03.2026 and 07.04.2026-17.04.2026
Comparison base MACH Consumer / MACH Strategy 2026, FR-CH, all persons: Top 2 agreement: fully agree/somewhat agree (no frequency specified)




CANAL+ users are active

Leisure activities (weekly): ranking by index vs population

m CANAL+ (weekly)  mFR-CH @ (MACH, weekly)

Going to the cinema (index 221)
Going out (bar, club, disco) (index 215)

Watching films/series* (index 143) 88%
Reading newspapers/magazines* (index 141)
Eating out (index 137)
Being in nature (index 131)
Wellness/well-being (index 126)
89%

Watching TV (live or replay) (index 114)
Using social networks (index 110)
Listening to radio (index 104)

Reading books (index 102)

Spending time with friends (index 92)
Artistic activities (index 90)

Doing sport (index 89)

Gaming (index 84) 220 47%

Source: Admeira study. conducted by GfK Switzerland, FR-CH: n= 514, persons aged 15-74, CANAL+ subscribers
Survey period 12.03.2026-24.03.2026 and 07.04.2026-17.04.2026
Comparison base MACH Consumer / MACH Strategy 2026, FR-CH, all persons: Shown: share of users doing the activity at least once a week




CANAL+ users value quality
Shopping habits: ranking by index vs population | Top 2 agreement

m CANAL+ (Top 2 agreement) m FR-CH @ (MACH, Top 2 agreement)

36%
34%

Browsing shops (index 104)

Considers sustainability/fair trade (index 103)

92%

Quality as selection criterion (index 102) 90%

Looks out for promotions (index 96)
Pays more for sustainability (index 93)
Product durability matters (index 92) /8% 85%
Outlet shopping (index 91)

Reading product tests first (index 89)

Personal advice in specialist stores (index 87)

80%

Source: Admeira study, conducted by GfK Switzerland, FR-CH: n= 514, persons aged 15-74, CANAL+ subscribers
Survey period 12.03.2026-24.03.2026 and 07.04.2026-17.04.2026
Comparison base MACH Consumer / MACH Strategy 2026, FR-CH, all persons: Top 2 agreement: fully agree/somewhat agree (no frequency specified)




CANAL+ is watched on the big screen CANAL+

«in the classic living room»

Device use
(widest user base)

Top genres — widest user base
(excl. sport)

Series 69%
Smartphone 56% 990/ &
o
widest user base
Tablet 46% Documentaries 47%
Laptop/PC 41% CANAL+ use News programmes 14%
monthly B weekly m daily

5] @

Source: Admeira study, conducted by NIQ, FR-CH: n= 514, persons aged 15-74
CANAL+ subscribers, survey period 12.03.2026-24.03.2026 and 07.04.2026-17.04.2026




92% watch live sport on the big screen CANAL+

Use (sessions)
Live sport on CANAL+/week

total
55+ years 4.5
35-54 years 3.8
15-34 years 31
Women 4.
Men 4.2

He>
Vg
KE

Live sport on CANAL+
Duration min./session

total
55+ years 14
35-54 years ==
15-34 years 13

Women 110

Men 109

Live sport use on CANAL+ total: 64%

M EF monthly m weekly W daily

18%’

82%

Source: Admeira study, conducted by NIQ, FR-CH: n= 325, persons aged 15-74
CANAL+ subscribers, survey period 12.03.2026-24.03.2026 and 07.04.2026-17.04.2026




CANAL+ offers what sports fans want CANAL+

Sports on CANAL+

Other sports — 69%
Broadcasts competitions | am

English Premier League |G 63% interested in
oo | 5%

Reasons for watching sport on CANAL+ (Top 3)

UEFA Europa/Conference High-quality overall offering 50%
) I -0
eague
Other football offerings |GGz 53%
. . High-quality 24219
Grand Prix Moto _ 50% W widest user commentators/analysis %
base

Rugby _ 39%
@

H>>

Source: Admeira study, conducted by NIQ, FR-CH: n= 325, persons aged 15-74

CANAL+ subscribers, survey period 12.03.2026-24.03.2026 and 07.04.2026-17.04.2026




CANAL+ offers what people want

Reasons for using the live sport offering on CANAL+

Broadcasts competitions | am interested in — 75%

High-quality overall offering _ 50%
High-quality commentators/analysis _ 44%
Offers many live sport highlights _ 43%
Conveys a special live feeling/excitement _ 30%
Helps me switch off after the day _ 13%

Helps me join conversations about big games - 4%

Other _ 8%

Source: Admeira study, conducted by GfK Switzerland, FR-CH: n= 325, persons aged 15-74, CANAL+ subscribers
Survey period 12.03.2026-24.03.2026 and 07.04.2026-17.04.2026
Question: «What are the main reasons why you watch live sport broadcasts on CANAL+?» (multiple answers possible)




Football is the most popular sport CANAL+]CANAL

Most popular sports on CANAL+ | ranking by weekly use

English Premier League

UEFA Europa/Conference League

Formula 1

Grand Prix Moto

Other sports

Other football offerings

Rugby

39%

63%
60%
62%

m daily
B once/several times a week

o)

0% m widest user base
69%
53%

Source: Admeira study, conducted by GfK Switzerland, FR-CH: n= 325, persons aged 15-74, CANAL+ subscribers
Survey period 12.03.2026-24.03.2026 and 07.04.2026-17.04.2026
Question: «How often do you watch the following sports live on CANAL+ or CANAL+ FOOT?» (multiple answers possible)




High ad attention and ad activation CANALE

Ad activation
(min. 1x active after ad contact)

CANAL+ cum. 40.3%

v

Internet - 28%
Social media - 27%

Visited website 21%

Researched online

Print 26%

Talked to family/friends

Mobile apps . 23% Looked it up online in parallel

OOH 17% Product purchased

Attitude improved

Video/music streaming services 1% 3.3x
Shortlisted

Weekly ad attention CANAL+ users in %

Weekly ad attention: once a week/almost daily/several times a week

. L -
-@- :@:
' = Source: Admeira study, conducted by NIQ, FR-CH: n= 325, persons aged 15-74

CANAL+ subscribers, survey period 12.03.2026-24.03.2026 and 07.04.2026-17.04.2026




gh-quality, credible brand environment

Modern &
innovative

55%

Part of the sports
community

52%

Brand perception
(Top 2 agreement)

53%

Trustworthy/
reputable

High-quality
54%

Professional/
competent

54%

Source: Admeira study, conducted by GfK Switzerland, FR-CH: n= 325, persons aged 15-74, CANAL+ subscribers

Survey period 12.03.2026-24.03.2026 and 07.04.2026-17.04.2026
Top 2 agreement: fully agree/somewhat agree




CANAL+: a credible ad environment
Brand perception on CANAL+

mFree TV users MmLive sportusers mCANAL+ total

55%
Modern & innovative 55%
55%
54%
High-quality
54%
55%

Professional/competent
54%

Trustworthy/reputable 54%

Part of the sports community

Ads match my interests

Source: Admeira study, conducted by GfK Switzerland, FR-CH: n= 325, persons aged 15-74, CANAL+ subscribers
Survey period 12.03.2026-24.03.2026 and 07.04.2026-17.04.2026
Top 2 agreement: fully agree/somewhat agree




Highest ad attention on TV

Weekly ad attention by channel

mFree TV users MmLive sportusers mCANAL+ total

55%
Modern & innovative 55%
55%
54%
High-quality
54%
55%

Professional/competent
54%

Trustworthy/reputable 54%

Part of the sports community

Ads match my interests

Source: Admeira study, conducted by GfK Switzerland, FR-CH: n= 325, persons aged 15-74, CANAL+ subscribers
Survey period 12.03.2026-24.03.2026 and 07.04.2026-17.04.2026
Weekly ad attention: once a week/almost daily/several times a week




Live sport users notice ads slightly more

Weekly ad attention by user segment

mFree TV users MLive sportusers mCANAL+ total

6%
V 36%
34%

29%
28%
28%

28%
28%

Internet

Social networks 2/%

Print 24% " 26%
Mobile apps 222%%3%
Radio 21%22(%)22%
E-mail/SMS -’ 1
Brochures é%;%
0%

TV sponsorship 22%

OOH

Sport event sponsorship -

12%

Streaming oo

Source: Admeira study, conducted by GfK Switzerland, FR-CH: n= 325, persons aged 15-74, CANAL+ subscribers
Survey period 12.03.2026-24.03.2026 and 07.04.2026-17.04.2026
Weekly ad attention: once a week/almost daily/several times a week




Advertising on CANAL+ activates

Activation after ad contact on CANAL+ | share who became active after ad contact

B Free TV users MLive sport users mCANAL+ total

18%
Visited website - 21%
7%
_ 14%
Researched online 16%
13%
7%
Looked it up online in parallel 7%
6%
‘ . 10%
Talked to family/friends 1%
9%
6% . .
Product purchased ] 6% Ad activation

(min. 1x active after ad contact)

Attitude improved

Shortlisted

CANAL+ total 34.8%

Source: Admeira study. conducted by GfK Switzerland, FR-CH: n= 325, persons aged 15-74, CANAL+ subscribers
Survey period 12.03.2026-24.03.2026 and 07.04.2026-17.04.2026
Top 2 agreement: fully agree/somewhat agree (no frequency specified) | Total activation values: inverse of the answer «none of these» (100% — «none of these»)




Thank you.

For further information, please feel free to contact us.

Samuel Fahrni Yvonne Ruegg

Research Specialist Research Specialist

E-mail: samuel.fahrni@admeira.ch E-mail: yvonne.rueegg@admeira.ch
Phone: +41 58 909 9/ 23 Phone: +41 58 909 93 42
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Stay up to date at all
times!
Subscribe to our

channels and never
miss out on updates again.

Scan now and
subscribe!



https://admeira.ch/follow-us?mtm_campaign=FollowUs&mtm_source=Master_DE&mtm_medium=PPT
https://admeira.ch/follow-us?mtm_campaign=FollowUs&mtm_source=Master_DE&mtm_medium=PPT
https://admeira.ch/follow-us?mtm_campaign=FollowUs&mtm_source=Master_DE&mtm_medium=PPT
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