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ooy - — SCREEN
Management Summaryinto the Wild is the most realistic research FoRCE

THE MAGIC OF TOTAL VIDEO

An expedition into the world of media use: real content, real advertising, real behaviour o

Understand the Perception Explain the Effectiveness

> Completely free and genuine media > Extended and detailed analysis of > TV and BVOD have a clear advantage In
usage without methodical guidelines: attention: terms of impact:

> Personal feed and authentic advertising > Brand elements are also perceived more > High acceptance, higluality content,
In the real world Intensively on TV and BVOD moderate advertising pressure and

> Holistic understanding of what happens > The link between viewing and memory optimal perception conditions lead to a
with individual advertising contacts explains the impact even more clearly strong advertising experience
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Background
and Methods
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Screenforce Research: The study journey continues

Track the Success Mapping the Moods Mapping the Impact
Controlled comparison Deep dive into the maoti Linking usage situations
of media channels vation behind video use  with creations

Into the Wild
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Media experience on
different channels
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Tested media channels
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Big Screen
e

InHome and Out of Home

< instagram

5.601 270M 210
Message | RN s
Instagram ©
Discovering and telling stories from g
Founded in 2010 by @kevin and &mi
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Where content and advertising meet with people FORCE

THE MAGIC OF TOTAL VIDEO
(__
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» Recruitment, scheduling, dispatch
and technical setup (sedkervice)

No preproduced TV spots

No preselected spots 1"One hour of free media exploratio

BVODL. ) Switch to other content at any time with measurement of attention
- andaetivation

> Use of the personal device and
personal content from the feed

> Real advertising contacts (reel, sponsored
etc.)

> Switching between the various platforms is
expressly permitted

> At home or on the move

Followed by a survey on memory,
ad perception and media experience
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The InContext approach: testing as it really Is FORCE

THE MAGIC OF TOTAL VIDEO
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Attention

The participants' real gaze
behavior was recorded using
eyetracking glasses.

And how do we
know what actually
happened?

N B 45%8

Qi

systemO Research App

systemO app+cloud

Activation:

To understand the
tension/excitation, the super
light measuring device
records the skin resistance.

Uber diese App >

Die App fiir globale und remote medienethnografische
Verbrauchermarktforschung

s >
| Tools J
\ .

The big screen is filmed = =
with a cell phone; the - -
| smartphone Is recorded c= e = ——
~_ ~ with a specially  osensicnerme >

Was die Sicherheit angeht, solltest du nachvollziehen, wie

d eye | o) p e d ap p Eiticider vllia Palin erhaban urd vieltorcakion Dis
u (=P L - P e B Lell L= : '
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Recruitment and sample FORCE
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Reqguirements:

> Regular use of TV, BVOD, YouTube, Instagram and/or
TikTok (depending on test group)

@[

¢

ﬁ@ﬁ%% Demographics:
> N =190 participants

> 50% each 189 and 4659 years old
Ad Contacts > 50% female and male

Testorte:
’s\ > Berlin, Frankfurt, Munich, Vienna, Zurich (urban+rural)
> 5% in DE, 12,5% in A, 12,5% in CH
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Media Experience
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SCREEN

Total Video means quality time=njoying long content with others FORCE
Distribution of viewed content lengths and respective usage situation in %. o>
Primarily watch longer video content Rather watch together with others

TV TV

BVOD BVOD

YouTube YouTube
Instagram | ()90 Instagram | 090

TikTok | 004 TikTok | 00/
eye

squar’e N(TV)=1.164, N(BVOD)=676, N(YouTube; Big Screen und Mobile)=530, N(Instagram)=625, N(TikTok)=491. N=Number of Ad Contacts.
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Average number of content and advertising changes per hour and platform.

5,9

43,

per hour

per hour

TV BVOD YouTube Instagram
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per hour

TikTok
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Much and fast: Short content on TiIkTok costs energy FORCE
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Agreement with the experience of media use (top2) per platform in %. e

¢L az2YSlekh#Stadr FESNI 61 0 OKAYIdE aL T2dzy R tédisshe@@dy G Sy i

BVOD BVOD

TV

YouTube

3500 YouTube 190

43040 Instagram 1904

Instagram

TikTok

490/, TikTok 319
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Highest advertising pressure on Instagram, TV in midfield FORCE
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Ad load: Number of ads played per person and hour. azo

i
21 13 24 44 24

BVOD YouTube Instagram TikTok

+44
+444
+e44
+444
+444
+444
2922
444

eye

squar’e N(TV)=1.164, N(BVOD)=676, N(YouTube; Big Screen und Mobile)=786, N(Instagram)=1.018, N(TikTok)=495. N=Number of Ad Contacts.
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Highest advertising pressure on Instagram, TV in midfield FORCE
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Ad load: Number of ads played per person and hour. azo

-17

static Ads

-9

static Ads

o0
£ 1 g
2 ( 18

15 21 24

TV BVOD YouTube Instagram TikTok

eye

squar’e N(TV)=1.164, N(BVOD)=676, N(YouTube; Big Screen und Mobile)=530, N(Instagram)=625, N(TikTok)=491. N=Number of Ad Contacts.
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More professional TV environment also affects brand image FORCE
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Agreement with brand image statements (top2) in %. e

BVOD BVOD

YouTube YouTube

VARV Instagram 3190

Instagram

TikTok

4690 TikTok 38090

eye

squar’e N(TV)=1.164, N(BVOD)=676, N(YouTube; Big Screen und Mobile)=530, N(Instagram)=625, N(TikTok)=491. N=Number of Ad Contacts.
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Lower image In soclal media environments, especially on Instagram

Overall image of the brands per platform (average of 10 top2 items) in %.

63% 64%
54%
36%
BVOD ouTube Instagram

eye

squar’e N(TV)=1.164, N(BVOD)=676, N(YouTube; Big Screen und Mobile)=530, N(Instagram)=625, N(TikTok)=491. N=Number of Ad Contacts.
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SCREEN

TV and BVOD advertising also lead in terms of product interest FORCE
General product interest (top2) through advertising per platform in %. asp
54%

46%

36% 38%

26%

TV BVOD YouTube Instagram [ikTok

eye

Square N(TV)=1.164, N(BVOD)=676, N(YouTube; Big Screen und Mobile)=530, N(Instagram)=625, N(TikTok)=491. N=Number of Ad Contacts.




SCREEN
FORCE

TTTTTTTTTTTTTTTTTTTT

03

Advertising Impact
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TV viewers can name the most brands FORCE
Number of free and correct brand mentions per person and platform. asp

TV BVOD YouTube Instagram TikTok

eye

Squar’e N(TV)=1.164, N(BVOD)=676, N(YouTube; Big Screen und Mobile)=530, N(Instagram)=625, N(TikTok)=491. N=Number of Ad Contacts.
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Highest advertising recall for BVOD and TV FORCE
Free advertising recall: Correctly recalled free video advertising contacts per platform in %. an

20%
3%
9%
3%
e N

BVOD Instag ram TikTok

eye

square N(TV)=1.164, N(BVOD)=676, N(YouTube; Big Screen und Mobile)=530, N(Instagram)=625, N(TikTok)=491. N=Number of Ad Contacts.
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TV advantage in Memory also remainsdietalls FORCE

TTTTTTTTTTTTTTTTTTTT

82%

Too low N due to
extremely low
advertising recall.

TV BVOD YouTube Instagram TikTok

eye

squar’e N(TV)=1.164, N(BVOD)=676, N(YouTube; Big Screen und Mobile)=530, N(Instagram)=625, N(TikTok)=491. N=Number of Ad Contacts.
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Attention
and Perception
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- SCREEN
Almost one third of all Instagram ads are muted FORCE
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Sound switched on during advertising contacts per platform in %. e

100%

BVOD 09040

YouTube 89040

Instagram [q )) 30%

TikTok 94%

eye

squar’e N(TV)=1.164, N(BVOD)=676, N(YouTube; Big Screen und Mobile)=530, N(Instagram)=625, N(TikTok)=491. N=Number of Ad Contacts.



SCREEN

Don't fear the second screen during TV commercials FORCE
Share of smartphone usage for TV and BVOD during video advertising in %. o>
Of which the TV Of which the TV

sound is dominant: sound is dominant:

JED

N

34% 91%

no smartphone no smartphone
Smartphone use during Smartphone use during
advertising on TV advertising at BVOD

eye

Sq uare N(TV)=1.164, N(BVOD)=676. N=Number of Ad Contacts.
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Visibility shows pronounced advertising avoidance on soclal media FORCE
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Visibility (median) of all video advertising contacts per platform in seconds. a3

o 1 2 3 4 5 6 ¢ 8 9 10 11 12 13 14 15 106 17 18 19 20 21 22 23 24

19,8 »

BVOD 22,9 @

YouTube
Instagram

TikTok

eye

square N(TV)=1.164, N(BVOD)=676, N(YouTube; Big Screen und Mobile)=530, N(Instagram)=625, N(TikTok)=491. N=Number of Ad Contacts.




Short contacts on social media hinder memorability

A brand message cannot be adequately communicated in only 2.5 seconds.

» zalando

[ikTok

FALLING? |

olden fam

YouTube

#cu tdog#golqegetrieve rlife

h 24 . UB

HOme
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https://www.google.com/imgres?q=zalando%20logo&imgurl=https%3A%2F%2Fupload.wikimedia.org%2Fwikipedia%2Fcommons%2Fthumb%2F0%2F0b%2FZalando_logo.svg%2F1024px-Zalando_logo.svg.png&imgrefurl=https%3A%2F%2Fde.m.wikipedia.org%2Fwiki%2FDatei%3AZalando_logo.svg&docid=xfeUrusPCSyyeM&tbnid=EzsgXJLyq14LyM&vet=12ahUKEwiis9bI_quIAxWRXfEDHd3fDBsQM3oECBUQAA..i&w=1024&h=197&hcb=2&ved=2ahUKEwiis9bI_quIAxWRXfEDHd3fDBsQM3oECBUQAA

. . SCREEN
Just two seconds of actual attention on Instagram and TikTok FORCE
Eyes on Ad: Viewing time (median) of all video advertising contacts per platform in seconds. o
©

TV BVOD YouTube Instagram TikTok

eye

Squal"e N(TV)=1.164, N(BVOD)=676, N(YouTube; Big Screen und Mobile)=530, N(Instagram)=625, N(TikTok)=491. N=Number of Ad Contacts.
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Model reveals: Watching longer means remembering better FORCE
Correlation between viewing time and brand recall as well as median viewing times. o
60% >

50%

40%

30%

20%

Free brand recall in percent

10%

0%

O 2 4 6 8 10 12 14 16 18 20 22 24 26 28 30 32 34 36 38 40 42 44 46 48
Viewing time in seconds
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Products are longer in focus when shown on TV or BVOD

Viewing time (median) of participants on the product during advertising in sec.
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