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oy . SCREEN
Management Summary: Into 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 oo
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- See the Experience 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, high-quality 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

‘1 eye
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Screenforce Research: The study journey continues FORCE

THE MAGIC OF TOTAL VIDEO

Track the Success Mapping the Moods Mapping the Impact Into the Wild
Controlled comparison Deep dive into the moti- Linking usage situations Media experience on
of media channels vation behind video use with creations different channels

m most universal most practical most realistic

G-
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SCREEN
Tested media channels FORCE

THE MAGIC OF TOTAL VIDEO
-
acd

InHome and Out of Home

\\
ol = - \

Big Screen
and Mobile

5.601 270M 210

Instagram TikTok
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square




SCREEN

Where content and advertising meet with people FORCE

wvoo],

eye
square

No pre-produced TV spots
No preselected spots
Switch to other content at any time

UJse of the personal device and
nersonal content from the feed

Real advertising contacts (reel, sponsored
etc.)

Switching between the various platforms is
expressly permitted

At home or on the move

THE MAGIC OF TOTAL VIDEO
-
a’cd

» Recruitment, scheduling, dispatch
and technical setup (self-service)

""One houref free media exploration
withrmeasurement of attention
and activation

g assschnitt B
: + Basispflege

Followed by a survey on memory,

ad perception and media experience




The InContext approach: testing as it really is

Attention

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

Activation:

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

The big screen is filmed
with a cell phone; the
smartphone is recorded
with a specially
developed app.

SCREEN
FORCE

THE MAGIC OF TOTAL VIDEO

acd

And how do we

happened?

know what actually

Nt 45%

Q

systemO Research App

systemO app+cloud

USKab O
hren ©

Installieren

Uber diese App >

Die App fiir globale und remote medienethnografische
Verbrauchermarktforschung

r N
| Tools J

mm

Datensicherheit -

Was die Sicherheit angeht, solltest du nachvollziehen, wie
Entwickler deine Daten erheben und weitergeben. Die
Meas + =} H | PN Lol le= 2
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Recruitment and sample FORCE

TTTTTTTTTTTTTTTTTTTT

Requirements:

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

96%% Demographics:
> N =190 participants
4 ® 1 3 9 > 50% each 18-39 and 40-59 years old

Ad Contacts > 50% female and male

V(3o
|o|[i

Testorte:
YN\ 2 Berlin, Frankfurt, Munich, Vienna, Zurich (urban+rural)

> 75%in DE, 12,5% in A, 12,5% in CH

eye
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Media Experience




SCREEN

Total Video means quality time: Enjoying long content with others FORCE
Distribution of viewed content lengths and respective usage situation in %. o5
Primarily watch longer video content Rather watch together with others

TV TV

BVOD BVOD
YouTube YouTube
Instagram | 0% Instagram | 0%
TikTok | 0% TikTok | 0%
eye

sq ua re 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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,otorm of images” is particulary high on Instagram FORCE

TTTTTTTTTTTTTTTTTTTT

Average number of content and advertising changes per hour and platform. a5

5,9

43,7

per hour
per hour

per hour

TV BVOD YouTube Instagram TikTok

eye
square




SCREEN

Much and fast: Short content on TikTok costs energy FORCE _
Agreement with the experience of media use (top2) per platform in %. ez
”] sometimes feel exhausted after watching.” “I found the content tedious here.”

BVOD BVOD

YouTube YouTube
Instagram 43% Instagram
TikTok 49% TikTok 31%
h eye

square
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Highest advertising pressure on Instagram, TV in midfield FORCE

TTTTTTTTTTTTTTTTTTTT

Ad load: Number of ads played per person and hour. 5

i
27 18 24 44 24

TV BVOD YouTube Instagram TikTok

2 222
) 222
) 222
2022

eye

sq uare 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

TTTTTTTTTTTTTTTTTTTT

Ad load: Number of ads played per person and hour. 5

-17

static Ads

-9

o0 tatic Ads
5 1t
27 18 15 27 24

TV BVOD YouTube Instagram TikTok

eye

sq uare 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
Agreement with brand image statements (top2) in %. o5
“Well-known brands advertise here” “Attractive brands advertise here”

v 88% TV 51%
BVOD 78% BVOD 43%
YouTube 69% YouTube 43%
Instagram 48% Instagram 31%
TikTok 46% TikTok 38%

eye

sq uare 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.




Lower image in social media environments, especially on Instagram EBIEEEE AAAAAAA
Overall image of the brands per platform (average of 10 top2 items) in %. ez
63% 64%
54%
44%
36%

BVOD YouTube Instagram TikTok

eye

sq ua re 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

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 TikTok

eye

sq ua re 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.




03

Advertising Impact

SCREEN
FORCE

TTTTTTTTTTTTTTTTTTTT




: SCREEN
TV viewers can name the most brands FORCE

TTTTTTTTTTTTTTTTTTTT

Number of free and correct brand mentions per person and platform. )

e
TV BVOD YouTube Instagram TikTok

eye

sq uare 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
Highest advertising recall for BVOD and TV FORCE

THE MAGIC OF TOTAL VIDEO

Free advertising recall: Correctly recalled free video advertising contacts per platform in %. oo

20%

(3

3%
%

3%

BVOD YouTube Instagram TikTok

eye

sq uare 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 remains in details FORCE

THE MAGIC OF TOTAL VIDEO

Detail recall: Proportion of correctly memorised ad contacts with recalled details per platform in %. e

84% 82%

58%

Too low N due to
extremely low
advertising recall.

TV BVOD YouTube Instagram TikTok

eye

sq uare 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

‘1 eye




SCREEN
Almost one third of all Instagram ads are muted FORCE

TTTTTTTTTTTTTTTTTTTT

Sound switched on during advertising contacts per platform in %. a5

v 100%

BVOD 999%

YouTube 89%

Instagram

TikTok 049%

eye

sq uare 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 %. e
Of which the TV Of which the TV

sound is dominant: sound is dominant:

88% [} Y ss% [0

84% 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.




SCREEN
Visibility shows pronounced advertising avoidance on social media FORCE

TTTTTTTTTTTTTTTTTTTT

Visibility (median) of all video advertising contacts per platform in seconds. o

0 1 2 3 4 5 6 7/ 3 S 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24

v O,

BVOD

YouTube

Instagram 2,4 @
TikTok 2,3 @

eye

sq uare 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.

TikTok

olden fam

#cutedog #gg[gggetdmrlife

B eye
square

Home

W
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» zalando

Breaking news
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YouTube
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THE MAGIC OF TOTAL VIDEO
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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

TTTTTTTTTTTTTTTTTTTT

Eyes on Ad: Viewing time (median) of all video advertising contacts per platform in seconds. oo

© ©

TV BVOD YouTube Instagram TikTok

eye

sq uare 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% _-¥
e“ec‘,a”’

50%

40%

30%

20%

Free brand recall in percent

10%

0%
0 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

B eye
square




Products are longer in focus when shown on TV or BVOD

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

©

TV

LOREAL

PARIS

ELVITAL

HYDRA

BVOD | »[HYALURONIC]

v \ \ \ \
TAAAC A C

- 4,8 von 5 Sternen *

B eye
square

FRISCH KOCHEN MITS
MAGGI FIX GECINGT | &

16:21

signature_2m How to sign the letter M? @@
Alle 367 Kommentare ansehen

or 2 Tagen + Ubersetzung anzeigen
’) aira.at.home
./ Anzeige

WARMEPUMPE
INKL. INSTALLZ

Cagp

A HelloFresh: Spare bis... :
e P i v Zur website
O Gesponsert - hellofresh.de

@ Zen Meditation Music 24/7, Relaxing
Music, Sleep Music, Healing Meditation, Ch...
81 Zuschauer v vor 2 Std. gestartet #relaxingmusic Mehr
+ 0€ Anzahlung

I
éé% YellowBrickCinema - Relaxin... 6,38 Mio Qv <4 15 Jahre Garantie

& 5 | 'SP 2> Teilen R Melden 8¢ clip

r >

AIRA
& J

Livechat

*Prels basiert auf max. 70% steatlivher Fordarun;
0 Offentlich als ytherb chatten...

Angebot einholen

Qv

Gefallt 3 Mal
aira.at.home Noch nie war die Installation einer

Warmepumpe so guinstig! Dank 70% staatlicher Ford... mehr

YouTube Instagram
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1515 0 Il 58% &
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- Folge ich Fur dich Q

] Verkauf sie bei Vinted

) -
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TV

BVOD

B eye
square

YouTube

Brand logo is focused for more than one second on BVOD

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

WARMEPUMPE
INKL. INSTALLATION
ab

~ o~
28.635€

7.990€

+ 0€ Anzahlung

-+ 15 Jahre Garantie

Angebot einholen

Qv W

Gefallt 3 Mal
aira.at.home Noch nie war die Installation einer
Warmepumpe so giinstig! Dank 70% staatlicher Ford... mehs

Instagram
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Activation
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Lean back for TV and BVOD, social media ads activate more strongly
Activation: Tension/excitation as peaks per minute (ppm) during video advertising contacts.

7,8

SCREEN
FORCE
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TV BVOD YouTube Instagram

eye

sq uare 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.

TikTok




SCREEN
Advertising on social media is far more disruptive than on TV FORCE

TTTTTTTTTTTTTTTTTTTT

Activation: Tension/excitation as peaks per minute (ppm) from content to advertising. ez

4
0,4 1,9 4,3
change change change
TV BVOD
YouTube
TikTok
Instagram

eye
square
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Deep Dive
YouTube
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YouTube is struggling with a particularly high level of advertising rejection FORCE

Advertising perception (top2) per platform in %.

“Advertising is particularly annoying here.”

BVOD

YouTube

Instagram 57%
TikTok 56%
m eye

square

76%

TTTTTTTTTTTTTTTTTTTT
-
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Ad load per hour and person

i 27

++

+4
++
3815

i 7

+44++
+44+4

+444
333% 24




SCREEN
Simple ad avoidance on YouTube through skipping option FORCE

TTTTTTTTTTTTTTTTTTTT

Proportion of skippable video advertising on YouTube and proportionate real skipping behaviour in %. e

41%

non-skippable

skippable are skipped

Share of skippable ads Share of skipped advertising
on YouTube on YouTube

eye
square




Fullscreen experience strengthens the advertising impact

Different usage situations on YouTube Big Screen and Small Screen.

\

eye
square

3 YouTube S O Q

@ Neu fiirdich | Podcasts Nachrichten
stepstone N

V|eI Stress,

~= n fer in Minuten fiir den Stress miisste
= ich echt mehr

= Wir sind deine helfende Hand, wenn es um
deinen Jobwechsel geht

Finde jetzt den richtigen Job mit dem richtigen Gehalt

Gesponsert - Stepstone

Volker Pispers iiber Arzte, Sarrazin und
Moslems

1966Thor1966 - 418.014 Aufrufe - vo

r 13 Jahren

Startseite =~ Shorts
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Substantially less attention for YouTube ads on smartphones
Change in visibility and eyes on ad (median) of all video advertising contacts on YouTube.

Change in the visibility Change in the viewing time
of advertising on YouTube Mobile of advertising on YouTube Mobile

]

eye
square

SCREEN
FORCE

TTTTTTTTTTTTTTTTTTTT




, . SCREEN
YouTube shows screen effects in advertising impact FORCE

TTTTTTTTTTTTTTTTTTTT

Advertising impact reductions from YouTube Big Screen to Small Screen in %. LE

Effectiveness reductions for ad impact KPIs
on YouTube Mobile

-37% -57% -57%

Creation Assessment Brand Image Free Advertising Recall Product Interest

eye
square
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Small screens remain the norm for YouTube FORCE

TTTTTTTTTTTTTTTTTTTT

Proportion of daily minutes on YouTube by used device in %. a5

Ny

Mobile
Devices

|

Big Screen

Distribution of
YouTube usage by devices

eye
square




SCREEN
Low ad acceptance and small screen reduce YouTube's impact FORCE

THE MAGIC OF TOTAL VID

Perception effects and impact factors for advertising on YouTube )

Advertising is particularly annoying on YouTube

) Delivered as pre-rolls, ads interrupt the media
experience

Advertising stands in the way and annoys users

The majority of advertising is skippable, and this is
done willingly and frequently

Small effects on small screens

> YouTube Mobile is the usage reality, i.e. smaller
screen, upright and more often without sound

Attention to advertising drops by half on smartphones

Advertising works noticeably worse on small screens:
up to 57% reduction in effectiveness

B eye
square
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Deep Dive
BVOD
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SCREEN

BVOD as a mindful time-out: concentrated and relaxed watching FORCE
Agreement with the experience of the content viewed (top2) per platform in %. o5
“l found the content here to be hectic.” “l found the content here to be relaxing.”

20% v
BVOD
17% YouTube 41%
29% Instagram 38%
49% TikTok 44%

B eye
square

61%
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BVOD and TV advertising are also rated best FORCE
Overall rating of creations per platform (average of 9 top2 items) in %. any R
54%

44%
36%

329, 34%

BVOD YouTube Instagram TikTok

eye

sq ua re 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
BVOD recall higher than YouTube on the big screen FORCE

TTTTTTTTTTTTTTTTTTTT

Free advertising recall for BVOD compared to YouTube Big Screen and Small Screen. oo

YouTube

Big Screen

Free Advertising Recall
svoD I

YouTube

7 Small Screen

Free Advertising Recall E

sq uare N(BVOD)=676, N(YouTube Big Screen)=187, N(YouTube Mobile)=343. N=Number of Ad Contacts.

Free Advertising Recall

eye




BVOD combines lean-back attitude with good advertising exposure
Perception effects and impact factors for advertising on BVOD.

Media experience: The best of both worlds

> High-quality environment through TV content, but also
flexibility and freedom to watch at the convenient time

) High acceptance through learned TV advertising and low
ad load at the same time (exclusive brand presence)

Advertising formats: High-quality and
memorable

> Pre-and mid-rolls in short commercial blocks
ways non-skippable

) A
> Always full-screen
> Always with good sound

SCREEN
FORCE
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Summary
and Conclusion
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Summary: There is no single success factor FORCE

THE MAGIC OF TOTAL VIDEO
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a’cd

> Optimal interplay of high-quality content and low ad load
> Usage behavior with high attention ensures the best recall

> Professional content with best advertising acceptance despite high ad load
> Very good memory, best recall of details and highest interest

> Attention and advertising recall between TV/BVOD and social media

YouTube 4

Low advertising acceptance and loss of impact on mobile devices

TikTOk > Much, short and fast: attention is generally rare here; therefore bad recall
> But ad load and activation are slightly better than on Instagram
| t > Most personalized and diverse content: excited and fast usage
ns agram > Highest ad pressure, shortest attention, lowest recall

B eye
square




The advertising impact is determined
by the usage situation.

Usage situation is the
interplay of many
individual variables.

| QLU
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