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Consumers behaviour data are the key
building blocks for every
communication strategy preparation
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Consumption and media behaviour are
changing, and market data projects do
not react promptly enough



They need to
IN media consumption,
consumers' behaviour, their attitudes towards
categories and brands as well as their lifestyle
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m Panel

Extension of Audience Origin




The project team
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Project owner & sponsor
Research team of about 10 members
Hundreds of hours of preparation behind us

+

. .. p)nadrodni
cesky o panel

@vind
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Project management

Project implementer (methodology, data
collection, fusion)

Data collection at the Czech National Panel
Software by AdWind Software (AdWind Kite)




Project timeline — 2 years of preparation

LAUNCH 4. WAVE

PROJECT BRIEF PILOT 1. WAVE 2. WAVE 11.5. N=5.000

1
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 : Q1 Q2 Q3 Q4
2020 2021 : 2022
1
3. WAVE
TOTAL No. of respondents
N=20.000
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mPanel is not
»just research
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Project basic set-up

CORE

 internet population 15+

110 min
« CAWI All
« 2 parts (CORE & CATEGORY) (N=5.000/wave)

e 2 waves ayear
* N =5000/wave

 data fusion — replication onto the whole
sample _
_ _ 164 categories

* interactive dashboards 180 min

» data accessible in AdWind Kite software N=800/category/wave
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mPanel
guestionnaire




mPanel's key benefits

TAILOR-MADE & UNIQUE CONSUMER JOURNEY &  ACTIVATION OF
& EFECTIVE & FLEXIBLE CONSUMER FUNNEL MEDIA TOUCHPOINTS AUDIENCE IN RTB
5 S

Fully in-line with GroupM
global strategy - local
extension of global
Audience Origin

High marketing potential
project, market unique
Tailored 100% to cover
GroupM needs

Clever concept of data
fusion instead of
unbearable single-
source data collection
Solid base for re-contact
studies

Prompt reaction to
clients' requests
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¢ Covers 170 consumer
categories in a scope
of complete marketing
funnel.

¢ Provides information
about Brand Bias — |
know exactly what
brand | will choose; |
have preferred brands
| choose from; | have
no idea what brand |
will choose

mPanel provides a
base for strategic
media planning —
selection of the most
suitable
communication
opportunities for 30
product categories and
each consumer
journey phase

mPanel data are
collected using the
Czech National Panel,
that is fully integrated
to GroupM DMP
minsights

Therefore, the created
audience can be
directly targeted in the
programmatic buying
of digital campaigns.

Data are available in
AdWind Kite software
Data are stored in a
cloud, therefore are
accessible whenever
from anywhere.

We have access to
raw data for other
advanced analyses,
data fusion and re-
contact studies







Core topics

consumption

=
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Core in detall

Sociodemographic (5 min)
Lifestyle statements (20 min)

* approx. 150 statements (TGl 550)
Media behaviour (25 min)

* Reach and ATS of common media activities, viewer/readership, favourite media, TV reception, OOH format
noticeability, etc.

Digital behaviour (25 min)

* PC skills, frequency of internet use (where, on what devices, how often), household internet connection, internet
provider, reach of basic internet activities, video portals yesterday, ad blocking, online shopping (how often, what,
where), social networks (what, how often)

Shopping and consumption behaviour (20 min)

* Purchase of food, drugstore products, use of services, frequency of purchase, use / consumption for defined categories
Others (15 min)

* Travelling, health, household amenities, ...
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Categories

group®

© wHAT DO WE ASK

Brands awareness, brands preference while
shopping, consumption or usage

Type preference
Other category specific information
List of brands — typically the most frequently

bought or used and the most important for
GRM clients

DATA &
ANALYTICS

Q HOW DO WE ASK

Category questionnaires are served to pre-defined
TG — typically to those who consume or buy the
category (known from CORE questionnaire —
Shopping and consumption behaviour)
Max 30 categories per respondent
Categories are selected randomly; however, it is
taken into consideration:
» Grouping the categories into bigger clusters
» Endeavour to have even number of
respondents answering category questionnaires.
It should be approximately 800 responses per
category.




Touchpoints - what touchpoint was the most influential
for the customer when selecting a product:

Did you notice anything about category XY in
the following places, recently?

When you recall your last shopping experience
of the following product, what touchpoint
helped you the most to decide?




Smart questioning & data fusion

Respondent's burden - average length of the questionnaire
« Core 110 minutes — divided into two parts
« Categories — altogether 3 hours — divided into 3 parts

Data fusion

» Helps limit the respondents’ burden
» Fused and non-fused data were compared and revised not to create any data noise

group™ e




,Many-to-one” fusion

Supercategory X
. . . CORE data
each Recipient will receive Category A Category B Category C

data from just one Donor for a
given supercategory

category nonuser
unquestioned category user

- questioned category user

one respondent will figure as a

Donor multiple times (data E I
replication) © I 9
s I 8
o
¢ I 7
Sl B 5
o
¢ [ a 3
I
c
° IS 8 |
]
I 2]
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What are our re-contact possibilities?

Add mPanel datato Adhoc requests New brand or
current research mPanel category or topic
(adhoc research or for mPanel
Omnibus)

group™ e







How will we work with mPanel?

Dashboards
(currently 7 in total)

Shopping/consumption of
retail categories

Shopping frequency
Purchase vs Consumption
Brand bias

Brand funnels
Touchpoints

Media Consumption

group™ e

Automated PPT
analysis

Soc-dem description
of the target
audience

Lifestyle behaviour

Media Consumption

Basic software for
data analysis

Segmentation

Factor analyses

Correspondence
maps

Decision trees

Access to the
primary data



Dashboards — Brand Funnels (shopping /consumption / consideration)

Subcategory: Dairy drinks, buttermilk, kefir | Category: Milk and milk products | Vertical (default): Food

Miiller - Miillermilch Subcategory average

Difference Funnel
from Subcategory

Funnel Conversions

Brand awareness
Has already purchased
Purchases at least sometimes

Purchases regularly

Has not yet purchased

Refuses to purchase

Brand awareness
Has already purchased
Purchases at least sometimes

Purchases regularly

Has not yet purchased

Refuses to purchase
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‘,/ 68%

S mw o7 7%
0% S 24%

10%
184

Danone - Jogurtovy koktejl

Conv.

c/ 75%

7 569

0/ 119
7%
186

Danone - Actimel

Funnel

Conv.

8%
1%
Danone - Activia napoj

Funnel Conv. Diff.

- +19%
779 [J+se

sas [ +sos
150 | +0%
% |+2°6
106 |+o%




Dashboards — Brand Funnels: Value viewer

Subcategory: Dairy drinks, buttermilk, kefir | Category: Milk and milk products | Vertical: Food

Brand Has already r:::th asesat Purchases Hasnotyet Refusesto Hasalready :::1::;195)’ us‘CunsumesfuseH?s notyet Refusesto
awareness purchased sometimes regularly purchased purchase co“sumed"fugsumetimes regularly tried/used tryfuse

Agro-la zakys || 8.4% |s.0% |35% 0.6% |2.0% 0.2% |2.5% 0.4% |15% 0.2
Boni [ 25 22 P20 | [EES |27% |=== 0.5% | == | 225 |s= 0.4
Danone- Actime! [N 72 = [l =20 === EES Jz= 17% | == EE | s 1%
Danone - Activia npoi [ 632% [z [Jzs== |25% I 10% | pERES | 375 | BES |11%
Danone-Jogurtovy koktejl [ 425 [z o= 2.0% &S 0.5% Boss |2.3% |7= |o.7%
Hollandia - Bio Bifi Drinik [ 25 2% B ss |7e= 10% |7 == 0.4% Je7= 129 I8.1°D |0.2%
Kunin- Acidofilni micko [ 556 =3 P== | 455 | ESE2 0.3% | B 250 | B2 0.6
kunin- Kefirové micko [l e2 o sz = |7 Jeos 0.5% | ESC e Jou 0%
kunin-Kyska [ 503 7o P | 5% o5 0.4% | B |00 J0a% |o.7%
Madeta - Jinozeské podmasii [ 2672 =5 Po |2.9% | EEtS 0.4% Bss |22% fo0 |o.2%
Madeta- Jihozesky zakys [ 335%  [zss oo 21% o= 0.5% Joess |23 | EBES |0.52%
Madeta- Lipének micko [ 3.0 [ 2255 | e 12% Jos= 0.3% | ERE Jor= 11% | ERES |0.a%
Wiekérna Valagské Mezirier- Acido.. [ 2 2= o= |27 | ERES 0.2% | EESENN FERS |22 | EEE 025
Migksrna Valagské Mezirier-Kefiro.. [ 2510 s [Pz | 525 Js7= 0.2% | EES |52 |7 0.2
Migksma Valasske Meziriei-Valas. [ 225 2= P25 |52 Jo= 0.2% X |25 Joo= |0.3%
miller-Mutlermilch [ s 7 Pz o= Jos 12% [ | | B2 Jos | 1.0%
(Y EEN B EC =0 | = 0.7% | B | 222 Je= 0.3
pios [l sz 2 Pz | |« 0.5% | B J7 | 0.4%
Tatra-Kravik [ 225% [z | 11% 5o 0.6% | B 1.0% fso |0.82%
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Dashboards — Shopping/

categories

Shopping Behaviour: Groceries |

How many purchases do they participate in?

23%

S0-100% 70-80% 40-80%

How much do they spend on average per week?

000 KE I 0%

o ot shop [| 0%

How do they buy groceries?

How often do they shop groceries?

415
23%
— 208
9%
[ | e
I

Oncasdsy 4&5timesz 2-3timess  Onces 2-3timesa Lessoften Mevar

more ek wesk

= month

oftan

Do they have a day set for their main grocery shopping? (Those who
make main shopping)

—— . 21%
L45%
e T Ee
79
. . .
Mondsy  Tuescay y Thursdsy  Fridsy S y  Sunday

The main factors for choosing a store

Fraznfesd _ ===

de range of goods

T =l e

'programmeas

Staff willingress

Equippad with s

Possibility to buy
pick-up atthes

Consumption of retail

Available categories




Dashboards — Brand Bias

Selected subcategory: Dairy drinks, buttermilk, kefir
Compared to: Category: Milk and milk products

Strong bias Some bias

- O

9% 41%
Know exactly the Have some list of brands they
brand they choose choose from

group™ e

No bias

50%

Have no idea about the brand
they choose




Dashboards — Brand Bias

Vertical: Food
Category: Milk and milk products

Subcategory &
Blue and ripened cheeses _

Dairy crines. butrarmit .. |

Processed cresse: |
Dairy cresm nc qusr .. |
Fresn and tnarmisac cn.. |
.

Yoghures 2nd skyr= NN

0% 10% 20% 20% 40% S0 E0% 70% B0% 90%

Vertical: Food
Category: Sweets, ice cream and chewing gums

Subcategory &
neving gurns: |
MNust and chocol ate crearm: | —
oozt sars (=bizc=) [N
e
.,
leecream- family p2c< [
Biscuies / viare- |
Fossicies, cones snc ice .. |
e

Snapec chocolate convect .. [

Crocoistesweet=. | S

0% 10% 20% 0% 40% 0% B60% 70% B804 50%

group": ‘ DTS s Wiz Wiz

100%

100%
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Touchpoints Recognition: Yoghurts and skyrs

0o = @ M & W M=

MR R R MR MR =2 a2 a a a a a  a a o
b BN o S o [ < P T L T o T o s = - &5 B - S T L B e
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Seller's discount provided, manufacturer'..
Product packaging in the store
Recommendation from family / friends / .
Leaflets / brochures / letters that you rec..
TV advertisement

Leaflet or brochure at the point of sale
Advertisement in the store, at the point o..
Tasting, free sample or option to try
Customer club, loyalty programme
Advertisement in shopping malls
Consumer test results

Information from sellers

Advertisement or articles in magazines
Advertisement or articles in newspapers
Websites for searching events, price an..
Consumer competition

Recommendation from a famous person..
Internet customer reviews

TV programme sponsorship

E-shops (specialised and large e-shops ..
Posts on social networks (e.g. Facebook..
Internet advertising other than video
Radio advertisement

Video advertising on the Internet
Advertisement on large posters, billboar..
Official website of the brand on social ne..

Advertisement in a mobile application

M 2 in Population

B Eamned

Noticed

I 20
I -6
I 21
I -
I o
I s
I 0o
[ KD
0%

I 142

[ &3

M5
2o

B o

W5

W 5%

W5

B 4%

B o

[ 3

7

[ 3

s

[ BB

Wb

W+

B«

B Owned

Helped

I > 2%
I >

I 2%
I -

I 5 20%
I

[ [R&S 18%
I o

I = 16%
7

-l_"’% 14%

e
&
Helped

12%

-4% 10%

W 4% v
L 5%
[ A =

.|3% 2%

0%

W Paid

oo

Average @ |
[12)

Average
0% 5% 10%

o

15%

Women only

25% 30% 35% 40%

Moticed

1st Wave (6-7/2021)
2nd Wave (10-11/2021)
3rd Wave (01-03/2022)

Source: mPanel, Grouph



TP in Yoghurts and skyrs vs All categories

Noticed

Product packaging in the store
Seller's discount provided, manufacturer's promoti .
Recommendation from family / friends / acquainta..
Leaflets / brochures / letters that you receive in th..

TV advertisement

Leaflet or brochure at the point of sale

Advertisement in the store, at the point of sale 21%'

Advertisement in shopping malls _ 15%|
Tasting, free sample or option to try - 614,

Customer club, loyalty programme

Consumer test results - ?‘1(,

Information from sellers 7% |

9%|

Advertisement or articles in magazines 10% |

Advertisement or articles in newspapers _ 8% |

Websites for searching events, price and product .. - 5‘54
Consumer competition - 5*{,
TV programme sponsorship
Internet customer reviews -4% |
o
Recommendation from a famous person / celebrit . - 5% |
Advertisement on large posters, billboards -6% |

9% |

E-shops (specialised and large e-shops such as ..

Posts on social networks (e g. Facebook, Instagra.. 7% |
Ao —aoae I ... |
gl‘(ﬂ_‘)ﬂ m#m M Average % across All Categori... [l Earned B Owned B Faid

Women only

Helped

22%
22%

_‘.I

2

o
ES

-IE-!III
_a?_ae_%;_m
—_—
agh‘l“d“‘l
= 2 =

(%I 5]
FEEFE 2

1st Wave (6-7/2021)
2nd Wave (10-11/2021)
3rd Wave (01-03/2022)

Source: mPanel, Grouph



Attitudes: Touchpoints Comparison

Choose Attitude:

Allows price comparison / purchase at
the best price.

Encourages the first purchase or trial
of a product / service

Informs about brands and products as
the first one.

Provides a sense of connection with a
brand or product.

Provides additional / more detailed
information about brands or products.

Provides content you can talk about or
share with other people.

Provides impartial and credible brand
or product recommendations.

Reminds you the purchase of a brand
or product that you have previously
purchased.

gml.p‘ Dt s I Eamed

Women only

Informs about brands and products as the first one.

TV ad

Free sample or trial option

&

Eg\
2
=

Advertising in the store, at the point of sale
52%

Customer club, loyalty program
Leaflets, brochures, catalogs

Information / promotional -mail which you recaive from the brand

Informatien from seller

E-shops

Advertising on large posters, billboards

Expert recommendation

[45]
b
i
E
o
3
=]
=
m
E
=
F

=
&
=
z
ol
&
a
=
1]
=
E=)
=
[5+]
=
&
=
&
=
[1+]
[l=]
@
(=]
=1
[17]

[
&£

Thematic programs on television

Internet advertising other than video advertising 3%

et
@
F

Advertising or arficles in newspapers or magazines

5
£

Recommendaiions from family, friends, acquaintances

Vido atversing on e ternet N -

Seller's discount provided, manufacturer's promotion, coupon 35%
Radio ad 34%

Posts on social networks (e.g. Facebook, Instagram, Tuwitter) _

Fecommendations from a famous person / celebrity, ambassador

34%
34%

Consumer test results

Price and product comparators (e.g. Heureka.cz; Zbozi.cz) _

Pradict naclkaninn I 20

H Faid I % in Population



Frequencies in Subcategories: Purchase

Milk and milk products

24% 25% Loos
7%
1%

0 "
7% 9% 7% 9%

Blue and ripened cheeses

14%

149%
8% 10%
— - 1

Dairy drinks, buttermill, kefir

26%
20% )

Dairy, cream and cheese desserts and puddings

14%
7% 7% 9%

20 22%
149%
I

13%
3%
B e

Fresh and thermised cheeses (non processed cheeses)

[
o)
2

35%
21%
- —

Hard, semi-hard, steamed cheeses and cheeses in brine

04 0
5% 8% 5% . e

Processed cheeses

40%
20% 17%
|

O
2% 4% 2%
—— A e——

Yoghurts and skyrs

2-3timesa Once a month

month

Daily, almost 2-3timesaweek Onceaweek

aaily

group® s

Once every 3 Less often Never 2-3timesaweek Onceaweek

months

Daily, almost

aaily

2-3timesa Once a month Less often Never

month

Once every 3
months

Source: mPanel, GroupM




Frequencies in Subcategories: Consumption

Milk and milk products

25%
15% 15% )
250 !
Blue and ripened cheeses Dairy drinks, buttermilk, kefir
, 20% 18%
— 15% .
119% i 12%
0% 7% 6% ?% - 504 7%
L B s — - — L
Dairy, cream and quark desserts and puddings Fresh and thermised cheeses (not processed cheeses)
29%
23%
14% 14% 13% 90
_ — _ o
Hard, semi-hard, steamed cheeses and cheeses in brine Processed cheeses
31%
25%
_ I _ I
Yoghurts and skyrs
almost 2-3timesaweek Onceaweek 2-3timesa Once a month Once every 3 Less often Never y, almost  2-3timesaweek Once aweek 2-3timesa Oncea month Once every 3 Less often Never
month months y month months
gl'OUp‘ m\aq‘;s Source: mPanel, GroupM




Frequency in Category: Dairy drinks, buttermilk, kefir

Consumption Purchase

Daily, almost daily 29

2-3 times a week 90

Once a week 23%

2-3 times a month 20%

Once a month 149

119%

‘ 15% Less often 149%

DD
]
F

‘ 10% Never 109% ‘

groLp‘ mv‘rlrn Source: mPanel, GroupM



Dashboards — Purchase vs. Consumption

Subcategory: Dairy drinks, buttermilk, kefir (Category: Milk and milk products | Vertical: Food)
Consume at least: 2-3 times a week | Buy at least: 2-3 times a month
Wave: All

Population

7073769

Users Nonusers

3783086 3290683
53% of population 47% of population

Buyers

3628235
519% of population | 969% of users

Consumers

1575908
22% of population | 429 of users

Buyers only Buyers & Consumers
2207178 1421057
319% of population | 589% of users 20% of population | 38% of users
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Dashboards — Purchase/Consumption frequency

Consumption Dairy drinks, buttermilk, kefir

) Housewife Head of Household
Size Age
1515 yo 7%1102 65% 52%
20-24 4.0, m— 5% | 89 107 100
22% 25-23y0 8%193
1,575,908 30-34yo 2% 157 . .
Place of Residence Size
35-35v0 12%1110
A0-24 v o 119%1 101 Up to 999 inhabitants ® 16% | 57
45-43ye 1291108 1,000- 4,393 inhabitants ® 22% 158
5054y 10%1113
Gender e : 5,000- 13,399 inhabitants @ 158%1 100
5558y 8% 152
) 0,000 - 55,555 inhabitants ® 2291105
50-64y0 7% 196
65+ v.0 10% 189 100,000 inhabitants or more @ 23% | 100
48% 529%
S4 106

Socio-economic Status

; L - highes ® 15%
Education A- highest 1891108
- B & 16% 197
Elementary [even 59% 1595
unfinished) )
a 16% 197
High school without s3oc
= —f S0 - . -
graduation BRI c2 @ 15% 195
High school with ® 35% 93 3 @ 15% 1102
graduation
Limrzr s el D1 @ 12%196
e iy, —® 3% 1108
& t D2 8% 1108

University education =— 1% | 58

£ 2022 Mapbox € p:pena'.reetr\.-'l:p_“‘.-;_
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Dashboards — Media Consumption

p: A15-24 | Affinite target group: A 15+

e All
Daily reach

1 Sodal I -
2 websies I

4 Online video I -

5 music streaming, podcasts [ NEGTGTGTNTNGNGNGN -

6 TV I

7 Radio offline N

8 Radio online -5%

9 Magazines | EX3

10 Newspaper =

ATS vs. Average monthly frequency

— 100 1
E
= eo®
= s 4
S

(]
Z ° °
[-*4 L] 2
v 50

I ° e

S 8 7

g

I

9§ 10

0 2 4 6 8 10 12 14 16 18 20 22 24 26 28
Avg. monthly frequency relative
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30

['= - - T - Y B O A

=
[=]

Affinity ATS Relative

Affinity of Daily reach

Social

Websites a3
O0H

Online video

I -
Music streaming, podcasts - EZ
v -« I
Radio offline =

Radio online 52
Magazines

aa | |
Newspaper = [

Aff. ATS vs. Aff. Frequency

150 1

L] [ ]
100 .

® 9

so &P°

60 65 70 75 100 105 110 115 120 125

80 85 90 95
Affinity AVG monthly frequency




Dashboards — Media Consumption Overview

Target group: A15-24 | Affinite target group: A15+

Affinity
Selected wave: All ST s
TV Newspaper | Magazines  Radio offline | Radioonline Mus.stream.  Websites | Online video | Social OOH

ARPIRICIOIOIOR

Users Share 78% 28% 35% 52% 32% 81% 98% 94% 98%

& Affinity 91 _ _ 24 84 100 _ Mot available

heavy users | 4% EE | 5o 64 | Jow 63 e EE | 2% 46 Pz | B 100 [z | B
medium users [JJ] z6% 59 Jom ol EE s [Pz 75 B 72 Il Bl o2 [lsox | 125 s 107 Not available
light users [l 25+ [ FEED 107 Prese C XY | FEEY 115 | 1w 50 P 116 | e 58 |

Reach & Affinity

daily reach fJ1s% | 19 | 2% D |7 | 590 P2l IEENE - = B Bl PEEE o S
weekly reach [Jllesse = 8o J13ee 82 e  [sn oo 70 Jzo% Sl EGH Blcs: 00 [l Dz o 112 e 120
monthly reach [l szse =~ 92 [Jas= 72 3= 62 [Mse 7O = 77 | s Bl 100 [lcss| 135 los:| 112 e | 109

ATS [h:mm]
ATs  [GEEIN e o ot availabi
ATS Relative | 209 | 0:18 0:21 R 0:46 100 ot available

group": Scs Source: mPanel, GroupM, 1st + 2nd wave, 06-11/2021




Music streaming,
Selected wave: All

Dashboards — Media Users‘ Profile

A18-39 CDE
150

M 18-39 CDE
187

W 18-39 ABC

127
M18-39
178
W 18-39
126
M 18-39 ABC
178
W 18-39 CDE
117
A18-39 ABC M 15+ CDE
154 117

group™  &itcs

Affinite target group: A 15+

TOP affinity audiences

M 25-49

M 15+ ABC
116

M 15+
114

M 25-49 ABC
114

M 25-59 wfo GCSE
112

M 25-59 urban
areas
106

M 25-59 rural areas
103

AZ0-58 AZ25-49 AlS5+ AZ5-49
102 101 100 ABC
a9

W15+ W25-49 A25-58 M25-55 A25-59 W

A15+ A25-50  M25-59
ABC wfo GCSE  GCSE+
102 102 102
A15+CDE
98 85 84
HH 25-59
94

W 15+ CDE
A 2559 urban 0
areas
94

W 25-59
HW 25-59 urban areas
92 79

M 40-59 ABC
W 25-59 wifo GCSE 77
89
W 15+ ABC L4y
87 77

GCSE+  withch  rural 25-49
83 0-14 areas ABC
82 82 81
M 40-59 CDE w w w
76 25-59 25-59 40-59
GCSE+  rural CDE
areas 62
A 25-55 with ch
0-14
w w w
A 40-59 CDE 25-55 40-59 40-59
68 with ch 59 ABC
A40-59
68
A 40-59 ABC
67

Affinity

R T

Affinity of main audiences

15+
18-39
40-59
60+

Men Waomen

15+ ABC
18-39 ABC
40-59 ABC
60+ ABC

15+ CDE
18-39 CDE
40-59 CDE
60+ CDE

25-59 urban areas

25-59 rural areas

25-59 GCSE+
25-59 wfo GCSE

Source: mPanel, GroupM, 1st + 2nd wave, 06-11/2021



Output example: Target group analysis

PROFILE - Dog owners PROFILE - Dog owners

Sex e Role in the household " N a
e Area Population of place of residence Region
23% 27%
18% 19%  |105 ;"1‘:]’3 1 Head of oo ‘2144"6 1125 Prague [ 10%71
1113 1105 |82 9% household keeper Rural Urban 1;;" 1;;" 1;:’ Central Bohemia 15%| 117
71 . '
56% 59% 46% BH 53% Scuth Bohemia [ 5%1104
- ° ° 1141 Hw |80 Plsd 63105
! |82 197
1824 2534 3844 4554 EEE4  ESand
3% Kerlouy Vi 2%|89
47% yeas  yeas  yeas  yeas  yeas oider Upto58ainh. 1.000- 4,593 5,000 19,589 20.000- 100,000 inh. oy vary [l 2%
inh. mh. | $98@ih.  ormos Gsti red Laberm [ 7%/101
. " - Lier ax)98
Life roles s How often they do the HH shopping Place of residence e |5
Hradec Hrdlove [l 5%|104
e
12% 1114 1101 191 185 142 Parcutice [l 5%(22

4 7% “?; About half the time: - 263|103 "I;z‘ ‘1153 vysodina [l 5%1112
1102 3% Lt tha b e 7;; = South Moravian 12%|105
m N e Z
|

1155 Olomous £%|108
Swdens Independent Singles  Young  Matwe Emplynest Siversge Retiees Never ‘ 2%115 City centre  Wider city centre Outskirks of the city Vilage dosetoa Vilage Settlement zin [ %102
R =2 oIl ferkns Ty Moravisn-Silesian [ 11%1%8
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1= 105 ; Tarmit 10w parcariags:

m GOUPE Eithy s o e . S
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PROFILE - Dog owners
Education PC skills Using AdBlock STATEMENTS - DDg ownhners

3g% 11%[10 | den't s i i
&= J102 Very good - 0 Know 205 Attitudes o What do they typically do or think?
1107 o ceod [ =>%10e 17% 196 9% 700 Nikon o improve my aprimen / Fouse.
1136 Liafl % |13 Fm inking ofbuying an apersmen / Exmily house,
181 a . e inking of aying an apertmern / Exrmily hrouse.
1112 25 intermeciste |G o 1 D@ Housing 5% 1702 ke madem kerikare.
* W e
— Basic [J] 71100 No — -
jversi 53% ] . ¥
Elementary HS with GESE University Mene  0%92 1102 S4% (117 1y b maskes g o row s nary Bigs / e i prassite ot rmes
ory W% (700 Fim dbways lacking for new idess 1 impeve myhame.
55% (104 T e b ki resies el mnerurice myseil
Social class (self-evaluated) Socio-economic classification W% 104 Tam willig e ]
82% jow  TH 15% Family, children, %% 1103 | prefer a cuiet evering an s s gy o,
|102 143 = 1104 197 15% L life % |102 ikon o spend fime with my Emily.
185 oz (o% SE% (102 Niske cane of my chikven a8 mach as can.
24%
o7 an T W% (77 lahen write commenss | reviens arine.
4% 1101 0% [EL 2% 1% (17 V. w 1 v o axchver .
121 |10 . J0z Media A% (104 Dol e e 1 check sccial nstrting s every cliy.
— — _— BE% (97 Wineed infrmasion, | serch e inerme frst.
Lower dass Lower middle Middle dass Upper middle Higher cass.
Slzz= Slzz= A- the E ¢l c2 c3 D1 D2 E- the R 107 Wiy e | e g et s
highest lowest Leisure, 4% 1100 |spencd my e Srme meost ofisn with my il
activities, sports 3% 700 1zperd vy free Srme most ofen cukdoors
group® Sk, . - . R = [ 8% |12 iy FeeSme, itisimpartnt for et v k.
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Output example: Lifestyle extension ,,Hadonos“
Lifestyle analysis: BMW car OWNers  wheredothey differ the most?

W Soacial el & jurkdas ;A0S

41%; Mok suriors; 115 1% Acceptadwrticing, 120 % Index
7o0; Socialy respors e I 15%:; Prfsr brnds; 15
3% Ervel ronmonialists ;54 o T e &% 156 ‘J&p&tﬂrlans
17%; 28 fma o ) 4% Ty rew Bramadis; 127
1% Try madoy poceticts: 13 18% 154  Prefer brands

TE3E; Prefer ozech products; 2
247 Boan shoppers ;120

1F%:; Impulche choppsm; 142

1676 Badioors: 101
406 Family s 102
ZEL: Aol RO SRt oy s 101

18% 146  Like to give advice

5% Bamain Furders: 95

15%: Accepdrecammendaiian: 125
119 Socialbec 56

405 Salfconddant 116
15%:; Liks fo ghes movios; 48
167 LIk b e ciarent; 125
1596 Uke danges ;. 12
5% Life pragatics: 57
5% Happy Ifec 105
T Corgarval s 106
4% Adverntursre; 158

457 Firancially res poraiba 58

25%; EXpoimant Wihiood 118
T Gouamnands: 101
2R LRl B ook o Bk 102
407 Swwaaat hoofit 55
317 Ackwe; 58
43 Avold revd agendies: 105
12%; Carefre: 127
15 Sl bure |ovears: 106
4% 0N 118
T Loks of il e 95
52 Fartygoars'dulibers: 113

123%

24%

142

139

Impulsive shoppers

Adwventurers

Satisfied with their
housing

179%; Tpaad Boltlay In Crechia; 20 e 3 52  Preferczech products
7%, fpori fame; 57

4% Travedlars: 121

I Team plavers: 111
427 St sadin i o 1070

40 Creafve: 100
2T fumbiciois; 127

T St |ooking: 108 200 B el vy Eroediadt Condamas: 105
19%: Lowa cosmolfics: 118 176 Cane el thedr reali: 95 1%

F07C Al el v e i el hotemrs - 115 % &7 Spﬂl’tfﬂl’ll

Shopping pragmatics
13% Fashionatda 137 1T Healfwy de 57

133 Satdled Wit S Boudng; & 2% Try b0 | Gosd waldht 102 17%

457 Prafer modaim Limbune: 119 #3%; vegeiananc; 168
B9 LIk B0 imngroia e Peamec 117

Spend holiday in Czechia
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Output example:

How many % of the TG perform
individual media activities?

Users

OOH

ol
i
#|

™

b

Social networks

&

Cnline video

Radio offline

Megszines gL

&
#

54%
Games -24%
8%
——
Music strasming, 28%
podoests 17%
Dailies €53

1

5%

|*|
@
8
#

Affinity

F
£

W

£
w
]
£

hal
%%
&
2
R
o
£

= Monthly
Daily

How do they watch TV?

Distribution of users in the TG

21

229% 23%
|88 1146

18%

1104

Nenisers Lightusers Medium Heavy users

GOUp* it -

DATA &
ANALYTICS

Use of time-shifted viewing

45%

Aff. 89

Media Consumption analysis

How often do they perform the activity and how
much time do they devote to it?

99
101
91
85
20
£

= Affinity Monthly
w Affinity Daily

Ways of time-shifted viewing

HBBTV (red
ki) - femias

Recording (= g
hard drive)

Time-shift
function - e
T =enwe -EMj e

16%]88

They dait

ere ofis
TV; B5% o fr w
larger Seve
ol -
i pates; 35%
o Games; 5%
e ®

Ratio offine; 60% .
Magazines; 4%
L S ——

Music streaming,

TV, BE%
o © 5 1 They ditles
g 5 oflen, bt for
B & I ime
Radio offine; 60%
Socal networks; 55%
Games; 2%
= onine vides; 72% | ® ‘
Radio onfine; 36%
Web; 57%
Wiusic swesming,
podcasts; 45% web; 57%
Magazines;
4% They doit les=
., ol arnd dsa
fr shorier S
Daifes; 36% L
.
group® it

How do they watch online video?

Distribution of users in the TG
5%
23% 88
130

18%
129 15%,

£

Non-users Lightusers Medium Hesvy users

group® St

Consumption of free video

e N
N

]
Weakly 26%
Daily m

podiasts; 48%
» -
Radio online; 35%
Ty chat
mare olien, bt
o e

Used paid platforms

netnce [N 20 e=
HeomM=x (HBO GO) [l 7185
oz2Tveo [je%iss
Voyo | 8%[108
Horizon Go || 23182
Movies and shows _ | 1%[87
Apple TV | 19147
Amazon Prime... 0%42
Asmovod | 0%l110

Filmbox Live | 1%|121




Output example: Media Consumption analysis

How do they listen to radio, music and podcasts?

How do they use social networks?

Distribution of users in the TG

45%
|24

19%. ﬁ"z"
= 1102

) I

Non-sers Lightusers Medium  Heavy
users

group* titts

What other online activities do they do?

Daily %
News and

Price
comparisen

Product
comparison

Podcasts

Education

—TG —AlL

group® it

group*™

DATA &
ANALYTICS

Platforms used
Daily
Facebcck N 50%| 104
YouTube [N 27%|56
Instagram [ 20%|83
Linkedin | 1382
Pinterest [J] 4%/119
Twiter [] 2369
TeTox [ 5%|114
Snapchat ] 4%/34
Clubhowse |0%[177
Askfm |0%]147
Flickr |0%[87
Twitch | 1%[72

Monthly %

Betting

Cometitiors

Dati
- Podeasts

Monthly
I : <101
I 72|52
[

W 5%142
I 23%)99
I 12%73
I 12%(34

W 5%30

1 226

I 2%i95

I 2275

W c%i7s

Betting

Competitions

Dating

Education

—TE —L

Distribution of users in the TG

Radio offline.
45%
1118 25%

13% = 17%

|82 1100
- I ==

Non-isers Lightusers Medium Heavy users

Radio online.

€3%
[110
11% 15% 6%
29 = 122
-

Non-users Lightusers Medium Hesvy users

group® Sithe -

Distribution of users in the TG

Music streams and podcasts
58%
1113
24%
= 184 7%

|95
185
| - —_—

Nor-wsers Lightusers Medium Heavy users

Used platforms for free
Spotity [l 8%|71
Youtbe Music IR 7 % 58
Other | 1%]49
SoundCloud | 1%]78
Deszer  0%[73

Used platforms paid
Spotity I 5%|68
YouTibe [N 4%|94
Other ] 0%|102
SoundCloud [ 13|77
Deszer | 0%|113

How many of them and how often do they go to events?

Cinema

26%

Aff. 69

!
2,7

Aff. 135

group® fithe -

Sports events

21?

Aff. 76

Music events

22%

Aff. 66

! !

4,3 3

Monthly wisits

Aff. 125

Monthly visits

Aff. 143

Social
events

31%

Aff. 72

!
2,7

Aff. 120




Thank you.

If you want to know more, please contact us

Renata Rosendorfska
Research & Insights Director

renata.rosendorfska@groupm.com

Jifi Udatny
Chief Analytics Officer

jiri.udatny@groupm.com
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