HIGHER AUDIENCE QUALITY AT DAS ERSTE
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UPSCALE TARGET GROUPS WATCH DAS ERSTE
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I Source: AGF Videoforschung in Zusammenarbeit mit GfK, vidleoSCOPE 1.4, Marktstandard: TV, Mo-So, 03-03 Uhr, Jahr 2020
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~ VIEWERS ARE ACTIVELY INVOLVED

Relaxed mood
ACTIVELY o : 3
Advertising often takes place in short advertising blocks
INVOLVED o . .
Advertising meets a high level of receptiveness

RTL SAT.1 VOX

Commuting between TV and other activities
S&CE{%Z%D Advertising gets noticed a bit @ Y Uy
Concentration level depending on product interest
SPLIT-OFF Apparent reception of all spots within an ad block
RUSHING Reception takes place in a kind of ad meditation RTL SAT.1 VOX @
THROUGH Hardly / no advertising recall afterwards

Source: concept M / Qualitative psychological study as part of everyday research to determine the advertising
reception modes at Das Erste and competitors / June 2014
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28% OF THE VIEWERS AT PRE-PRIME*

CAN BE REACHED EXCLUSIVE AT DAS ERSTE

Viewers of the 6 channels at pre-prime High exclusivity
net accumulation in million 12,32 mil. of 44,2 Mil. viewers exclusively at Das Erste
m non-exclusive
m exclusive
28%
exclusive viewers
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2,77 1,36 1,95 1,44 0 72
Das Erste RTL SAT.1 Pro7 VOX RTL Il

Source: AGF Videoforschung in cooperation with GfK, videoSCOPE 1.3; KFA 0/1-Verfahren, arithmet. Mittel Giber jede KW (Mo-Sa, 17-20h, 1. Halbj. 2020, ohne KW mit Feiertagen), Z3+, *ausschl. Betrachtung der 6 Sender
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