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Profile of the study

Subject of the study: Study on the characteristics of advertising media (consumer view 2022)
Method: Online survey with the EFS Survey software from Tivian
Data source: intervista Online-Panel

Region: German-speaking and French-speaking Switzerland
Target group: 15- to /4-year-old persons

Quotation and weighting: Interlocking quotas by gender x age (15-29, 30-44, 45-59, 60-74) x language region,
according to current, population-representative specifications of the Federal Statistical Office FSO. Small deviations
from the target distribution are compensated with a weighting.

Sample size: n = 7002 (749 GE-CH, 253 FR-CH)







Highest perception on TV

First, the respondents were openly asked to name brands where they remember advertising. Follow-up question:
"Where did you notice advertising from the brand mentioned?" (multiple answers possible)

v 62.1%
Outdoor advertising (billboards and video screens)

Print media (newspapers, magazines)

Social media (Facebook, Instagram, etc.)

YouTube

Display/ad banner in news websites (20min.ch, blick.ch etc.)
elsewhere

Video in news websites (20min.ch, blick.ch etc.)

Search/Search engine (e.g. Google search engine)

Radio / Podcasts

Source: Admeira study "Relevance of TV among advertising channels in Switzerland” 2022




Relevance of advertising channels

Advertising attention

AGMEIRA

/77

I | & |
LS

)/

—



Highest advertising attention on TV

Question: "On which channels do you pay most attention to advertising?"

v 40.7%

Print media (newspapers, magazines) 34.8%

Outdoor advertising (billboards and video
screens)

Social media (Facebook, Instagram, etc.)
No advertising channels

YouTube

Search/Search engine (e.g. Google search
engine)

People pay the most attention to
advertising on TV. Remarkable is | | |
the still high attention in print. In D'Sp'ag%dm?fzrﬂfinCQ . ;ﬁ?bs'tes
moving images, TV is far ahead of Video in news websites (20min.ch. blick.ch
YouTube or social media. e

Radio / Podcasts

other

Source: Admeira study "Relevance of TV among advertising channels in Switzerland” 2022
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TV influences the purchase decision

Question: "Overall, which advertising channels have a big influence on your purchasing decisions?"

No advertising channels

v 29.8%

27.8%

Print media (newspapers, magazines)

Social media (Facebook, Instagram, etc.) 27.1%

Outdoor advertising (billboards and video
screens)

Search/Search engine (e.g. Google search
engine)

YouTube
Of course, there are people WhO Display/ad banner in news websites
don't let themselves be steered by (20min.ch, blick.ch etc.)

advertising. But most of them are. Radio / Podcasts

And here people are still most other
influenced by TV.

Video in news websites (20min.ch, blick.ch
etc)

Source: Admeira study "Relevance of TV among advertising channels in Switzerland” 2022
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Moving image: TV advertising is most credible

Question: "Which advertising channels have the most credible advertising overall?"

46.1%

Print media (newspapers, magazines)

v

Outdoor advertising (billboards and video
screens)

Search/Search engine (e.g. Google search
engine)

oher
Radio / Podcasts

Many people still trust printed YouTube
paper.

In the moving image, however, TV

. . Display/ad banner in news websites
is by far the most credible 150min.ch. blick ch ete.)

medium. Video in news websites (20min.ch. blick.ch
etc)

Social media (Facebook, Instagram, etc.)

Source: Admeira study "Relevance of TV among advertising channels in Switzerland” 2022




Relevance of advertising channels

Favourite advertising
channel

AGMEIRA



TV is the most popular channel for advertising

Question: "Which channel do you prefer for advertising (favourite channel)?"

v 21.5%
Print media (newspapers, magazines) 20.5%
None 19.6%

Social media (Facebook, Instagram, etc.)

Outdoor advertising (billboards and video

screens)
YouTube
Search/Search engine (e.g. Google search
engine)
People like advertising. Radio / Podcasts
And they like it best on TV. The other
emotional media, on the “big | | |
- Display/ad banner in news websites
screen , brand-safe and popular. (20min.ch. blick.ch etc.)
Video in news websites (20min.ch, blick.ch
etc)

Source: Admeira study "Relevance of TV among advertising channels in Switzerland” 2022
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TV

"Please rate the following media in terms of the following characteristics.” (in the context of the Screenforce study

"Mapping the Mood")

Entertainment

Information

Relaxation

Contents that interest me personally

the possibility to leave everyday life behind me

the possibility to let myself be sprinkled

Live experiences

the possibility of zapping through content in search of something suitable.

Memories/Tradition

Content while | do things or bridge waiting times (e.g. in the household,
public transport).

AGMEIRA

31.9%

30.5%

71.6%
62.4%
61.4%
57.3%
54.0%
50.2%
49.4%

45.8%

Source: Admeira study "Relevance of TV among advertising channels in Switzerland” 2022




OOH

"Please rate the following media in terms of the following characteristics.” (in the context of the Screenforce study

"Mapping the Mood")

Information

Content while | do things or bridge waiting times (e.g. in the household,
public transport).

Entertainment

the possibility to let myself be sprinkled

Contents that interest me personally

Memories/Tradition

Live experiences

Relaxation

the possibility of zapping through content in search of something suitable.

the possibility to leave everyday life behind me

13.5%
12.6%
11.6%
10.2%
7.9%
7.5%
6.9%

29.0%
22.8%

17.3%

Source: Admeira study "Relevance of TV among advertising channels in Switzerland” 2022




YouTube

"Please rate the following media in terms of the following characteristics.” (in the context of the Screenforce study

"Mapping the Mood")

Entertainment

Contents that interest me personally

the possibility of zapping through content in search of something suitable.
Relaxation

the possibility to let myself be sprinkled

the possibility to leave everyday life behind me

Information

Content while | do things or bridge waiting times (e.g. in the household,
public transport).

Live experiences

Memories/Tradition

17.1%

22.4%

62.6%
58.9%
45.9%
42.0%
40.2%
37.9%
37.3%
32.9%

Source: Admeira study "Relevance of TV among advertising channels in Switzerland” 2022




Print

"Please rate the following media in terms of the following characteristics.” (in the context of the Screenforce study
"Mapping the Mood")

Information 77.3%
Contents that interest me personally 58.2%
Entertainment 38.9%
Relaxation 32.7%
Memories/Tradition 29.6%

Content while | do things or bridge waiting times (e.g. in the household, 27.5%
public transport). =70

the possibility of zapping through content in search of something suitable. 26.9%

the possibility to leave everyday life behind me 21.1%
the possibility to let myself be sprinkled 13.9%
Live experiences 10.7%

Source: Admeira study "Relevance of TV among advertising channels in Switzerland” 2022




News-Websites

"Please rate the following media in terms of the following characteristics.” (in the context of the Screenforce study

"Mapping the Mood")

Information

Contents that interest me personally

Content while | do things or bridge waiting times (e.g. in the household,
public transport).

Relaxation

the possibility of zapping through content in search of something suitable.
Live experiences

the possibility to let myself be sprinkled

Relaxation

the possibility to leave everyday life behind me

Memories/Tradition

30.0%
29.2%
28.2%
17.2%
16.6%
14.2%
12.5%

8.7%

56.1%

38.0%

Source: Admeira study "Relevance of TV among advertising channels in Switzerland” 2022




Radio

"Please rate the following media in terms of the following characteristics.” (in the context of the Screenforce study

"Mapping the Mood")

Information

Entertainment

Content while | do things or bridge waiting times (e.g. in the household,
public transport).

the possibility to let myself be sprinkled
Contents that interest me personally
Relaxation

the possibility to leave everyday life behind me
Live experiences

Memories/Tradition

the possibility of zapping through content in search of something suitable.
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61.8%
59.8%
57.5%
51.3%
48.7%
44.5%
33.5%
28.2%
22.4%
17.0%

Source: Admeira study "Relevance of TV among advertising channels in Switzerland” 2022
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