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v The Digital Evolution

v The Current Role & Status
content of Advertising

v Digital Ads : The Next Day
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v Online Quantitative (CAWI)
v'Via YouGov panel (35.000+)

v Population: 16-64, National
v'Sample: 800 individuals
v Fleldwork : 5-7/12/2022

Accrossmedia Survey
Basic Specs
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The “Digital” Evolution in Greece

Start Expansion

13-74
13-54, Urban 50+ 13-70, National (-25 km) Total Greece
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7.812.000

Greeks
Online




\‘ W f -.including mature adulits!

m 2019 m2022 %
95 100 100 100 100 97
80
Total 13-17 18-24 25-34 35-44 45-54 55-64 65-74
+8% : . - +2% +5% | +18% +46%
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9@ smartphone Iis King!
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“Everything in the palm of my hand!”

You

Social (87%) Email (77%) Online shopping (76%) Access to Information (74%)
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Communication (73%) E-banking (66%) Public Sector (51%) Music (47 %)
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Consumers “navigate” through physical &
digital, expecting a “seamless” experience

95% 28%

Physical
Stores Online
Shopping Shopping

7,5/27 6,0/ 27
categories categories
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As far as the “media side” is concerned...

“Internet Is my main source of information/news”

% who agree

Total en Women 18-24 25-34 35-49 50-64
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Intention to pay for content online

“I would pay for access to magazine

“I would pay for access to newspaper .
content online”

content online”

m Definitely/ tend to
disagree

® Neither agree nor
disagree

m Definitely/tend to
agree
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Takeaway #1.

v All Greeks are online with varying levels of tech
savviness (segmentation is key)

v" Digital technology is interwoven multi-
functionally in people’s daily life,...

v" Creating a consumer who is demanding &
impatient, and who...

v" Dynamically expects a continuously
improving life!

FocusBari
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How do consumers actually feel about ads?

“Do you believe that
advertisements are
necessary in your life?
Are they any useful?”

mYes
ENo
® No opinion

.
FocusBari
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How do consumers perceive ad quality?

“What Iis your opinion
about the quality
of the ads you are
daily exposed to?”

m | usually appreciate it / they give
me useful info

m | usually don’t appreciate it / |
don’t believe what brands say in
their ads

m Indifferent / | don’t pay attention

.
FocusBari
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And how do consumers perceive ad quantity?

“What is your opinion
about the quantity
of the ads you are
daily exposed to?”

® Are many more than should be/I
feel bombarded

®m As many as they should be/ | get
informed on what | need to know
about products/services

m Are fewer than should be/ | don’t
feel well informed about
products/services that exist

FocusBari



Media “vehicles” engage consumers differently

Traditional Media %
CINEMA 30 43 19
PRESS 25 55 15
TV 23 51 24 2

LEAFLETS 292 50 22

RADIO 292 48 24 [
New Media
SOCIAL MEDIA 19 47 31

WEBSITES 19 406 33
NEWSLETTERS 16 47 34
INFLUENCER CAMPAIGNS 16 39 32
Out-of-home
ADVERTISING IN WAITING ROOMS 33 54 9O 4
ADS IN PUBLIC TRANSPORT 30 51 12 V4
POSTER AD CAMPAIGNS 28 55 12 5
SPONSORSHIP CAMPAIGNS 24 50 15 10
® They are not annoying/| usually pay attention m | pay attention only if | am interested in the product/brand
m | usually get annoyed and | go away/pay no attention ® No opinion :
»-FocusBari



What about digital ads?

“Ads comprise the only income
source for those offering free
content. What is your opinion

about digital ads?”

m They are OK/acceptable

® They are many but necessary/ |
accept them

m They are too many/they should be
limited

They are too many/they should be
stopped/| prefer to pay for ad free
content

m | block them

FocusBari



Takeaway #2

v’ Consumers appreciate ads’ usefulness and
need advertising in their lives

v" Although ad quality is felt quite good, and...

v ...while consumers recognize that ads are
the sole income source for free content...

v Ad quantity and clutter form an “overdose”...

v Especially in the daily digital environment,
because they are annoying, intrusive, even
“nerve wracking”!

FocusBari
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At the same time
Greek soclety Is
faced with serious
challenges which
form a new mindset
& set of values...

pFocusBari
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Climbing prices, economic situation and energy crisis
are the “top 3” concerns of Greeks nowadays

%

Average score (1-10)

High Prices

Economic situation in Greece

Energy Crisis

Domestic Violence 7,7

Social Political Situation 30 7,5

Cohesion Conflicts with Turkey 23 7.2

...becomes a . .
determinant of War in Ukraine 19 12 6,9

health and
well-being

The pandemic / Covid 19 12 9 6,1

B Concern Rate 10/10 B Concern Rate 9/10 FocusBari



Despite the challenges,
one in two Greeks
donate for a good cause

=y 47%

willing to Have
volunteer donated
their time mon_ey ’_co
for a good charity in
the last 3

cause

months



Consequently, a major proportion of consumers
appreciate socially sensitive companies & brands

“| like it when companies have a “l like brands that are willing to get
moral message” involved in social issues”

m Definitely/ tend to
agree

m Neither agree nor
disagree

m Definitely/tend to
disagree

FocusBari



Takeaway #3

Greek society is currently faced with many
iISsues...

High prices, economic situation, climate change,
but also domestic violence, and more...

Following the pandemic, people have reviewed
priorities and values, ...

Attributing higher importance on social
cohesion, while...

Expecting and appreciating organizations and
brands who are authentically socially sensitive

nnnnnnnnnnnnnnnnnnnnnnnnn



AD

' Digital Advertising
' the Next Day
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v Respecting the Consumer

Accrosmedia
brings a new
era in digital
advertising

v Premium Ad Formats only

v" A soclally sensitive philosophy

FocusBari



Ad Formats Evaluation : Mobile Standard

STANDARDS ad Formats (Avg.)

“How likely are
you to pay

attention/interact
with this ad
format?”

H interaction intent rate 9-10/10 minteraction intent rate 7-8/10

H interaction intent rate 0-6/10

A 8%

FULL-SCREEN
SCROLLOVER ADS

H Siagripion epgaviletal mpiv Ty npoPoii 1ol

xpno nc
£xe1 eTuALEel va Se1 (pe Tov TeAEuTaio va pn propei
va mv TPOGTIEPATEL)

8%
PRESTITIAL ADS

Tag
ﬂewc 6An My 086vN, TPOTO| xpn e npoAdpel
nAoNynB&i 01O MEPIEXOPE! vom< oehidag

A 8%

HIGH AD DENSITY

H ) (fva i
TaAQ) pB&v wqxo uomé m¢ o e}‘iéac
( 30%) € OXEQT E TO MEPIEXOPEVO

A 7%
POP-UP ADS

t-xp p-up 1t pﬂe po cutpoc
f/xa: to awoA p x utvou ¢ oeAidag,

oy of an eita 0 xpfiotng
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Ad Formats Evaluation :

Accrossmedia 241 Mobile Formats

STANDARDS ad Formats (Avg.)

CUBE

q 8%

DEVICE: MOBILE

CUBE

“How likely are
you to pay
attention/interact
with this ad
format?”

H interaction intent rate 9-10/10 minteraction intent rate 7-8/10
H interaction intent rate 0-6/10

BRAND STORY

TOUCHPOINTS

/

TOiJCHPOINTS

H3
10 onoio Siver bwcwmm rnov xphotn avov
click - va pabu nepioodtepa yia tva polovf/
ia xwpic va ané 1o
tpéxov nepifaiiov

VA 12%

MIDSCROLL

W"' ﬂ Eppaviletan n,
mm TEDIEX! ou(vu l kso(
€16 ond x:oil down 10U quum

MIDSCROLL
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E Ad Formats Evaluation : Desktop Standard

PREROLL-NON-SKIPPABLE

A 9%

PRE-ROLL
NON-SKIPPABLE ADS >>>

a eo
epgavileral mpiv Ty TpoBoAr Tou video mou 0 XpRoTNG
£xe1 ETUAEEEr va Be1 (BE TOV TEAELTaIO va pn propel
va My MPOoTEPATEL)

STANDARDS ad Formats (Avg.)

gr-site-desktop-preroll-non-skippable

POP-UP

DEVICE: DESKTOP

POP upP ADS >>>

wwuv-tsw:
mnv P n 960 n KaAdmTOVIa (utp (
ﬁ VOAO T p XOpEvou TNe oEhidac,

I Anvl o xprong

H interaction intent rate 9-10/10 minteraction intent rate 7-8/10
H interaction intent rate 0-6/10

LARGE-STICKY

/ S

LARGE STICKY ADS PN
Hé a@ApIon Tapapéve epnﬂfn

dmutp ¢, NG O MB c nuk TITOVTS
é ONUAVTIKO PEPOC TNG 0BOVNG T xpn m

PRESTITIAL-COUNTDOWN

DEVICE: DESKTOP /_

PRESTITIAL ADS
+ COU NTDOWN

H5 AQpION EPPAVIET: p £150T0iNTa, KAAOTITOVTAG
riecoc OAn r| 90 n u nnnnn
d

6 atoTnTa A qyne IU‘[O

gr-site-desktop-prestitial-countdown
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Ad Formats Evaluation :
Accrossmedia 241 Desktop Formats

STANDARDS ad Formats (Avg.) SKIN

/

DEVICE: DESKTOP

SKIN

Swa@hon & wvi{ ot otabepr Béon,
piparovrag m o Aléa ano navw,
amu epa xan Sedid

“How likely are
you to pay
attention/interact
with this ad
format?”

TOPSCROLL MIDSCROLL

/

TOPSCROLL i

Siagfpion eppavidera
mo navw tpom Mb(

MIDSCROLL ¥

wdu on ep@avileTar o
vd 0 OT0 MEPIEXOPEVO mc o:Ai6u<
£1a cmé scroll down tou xpRotn

H interaction intent rate 9-10/10 minteraction intent rate 7-8/10
H interaction intent rate 0-6/10

FocusBari



Ad Formats Evaluation : Standard vs. Premium

Average Score
— (0-10/10)
5 6,0
S 5,9
@ DESKTOP-MIDSCROLL 26 64 5,2
E MOBILE HIGH AD DENSITY 44
T 4,0
L 3.9
s MOBILE-POP-UP 4 17 76 4,0

Bl Interaction intent rate 0-6 . FocusBari

WOl & EPTMVELOT) & SnpoUpYia

B Interaction intent rate 9-10 Interaction intent rate 7-8



Ad Formats Evaluation : Standards vs. Premium

Standard

15%

m interaction intent rate 9-10/10
m interaction intent rate 7-8/10

m interaction intent rate 0-6/10
FocusBari



Takeaway #4

v Accrossmedia 241 dares to bring to the light
a reality we knew would be negative, ...

v Expecting it to be even more negative!

v Understanding consumers’ low engagement
intention scores towards standard formats

v’ Consumers “reward” premium ad formats,
acknowledging creators’ positive intentions

FocusBari
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Last, but not least...

%

click

OFocusBar .for a Good Cause



click

for a Good Cause
o

“If, apart from their
commercial message, ads
contributed to a good cause

how would you react?”

m | would be touched
and give them more
attention

m | would like them
more, but would not
pay more attention

m | would be indifferent

FocusBari



click

for a Good Cause : women & 35-54
N y

“If, apart from their TOTAL 63 33 4
commercial message, ads
contributed to a good cause

” MEN
how would you react? 61 35
WOMEN 66 31
m | would be touched and give them
more attention 16-24 57 40 3
25-34 59 35 6
m | would like them more, but would
not pay more attention 35-44 67 30 S
45-54 68 30 2
m | would be indifferent 55.64 62 30 g

FocusBari



FocusBari

people e inspiration e creativity

Acrossmedia 241
welcomes
& invites you all to...

offer consumers the ads
they deserve!

2€ EUXOPIOTOUME VI TO
XPOVO 00U 0€ GUTN TN
olaxpAuion!

EAmioupe va voiwBelg
XOXPOUPEVOG KO
mepNPpavog! MOAIG
Bonbnoeg k&molov!

Av BEAeIC va p&BEIQ
MEPIOOOTEPX VI TO TIWG
TO OIKTUO PETOPPGLEI TN
TTPOCOXN 00U 0€ ay&TTN
Ko Bondeio Kave KAIK
eow
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