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Clients Agency Briefing
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BIG DATA & IMPLEMENTATION

« Segmentierung der Gaste?
| O e Frequenzen Uber Tag/Saison?
= - Welche Gebiete — welche Mdoglichkeiten?
=== ° Andere Werbemittel -/Screens?
«  Wieviele Kontakte pro Idee?
Umsetzbarkeit?

— . =,
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Alpdest View and Consultative Inputs

Liftposter Kampagne an Masten
(alternierend mit Standard
Posterflachen)

Lindt Hello Adaption Grosse
4000 x 800 mm, 3mm Aluminium

Posterrahmengrosse DIN AT
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Alpdest View and Consultative Inputs

Grundplatte Alu Dibond
Uhr im EMOTI Look! Farbwahl nach CI/CD der Marke
mit Vynilbeschichtung glanz oder matt
sowie 4-farbig bedruckbar

Parsenn Talstation ' P

1516 m.i.Meer et
Betriebszaeiten/Timetable: \

Erela Fabrt! Fisst iun

latra Fabrd! Last run :
|atre Pslankanimila’ Last pesle palml '

S0S +33 (0)81 413 59 59

0.60 m

2.50m

Medializenz ganze Saison: PTI:

Nur als Package buchbar. Sektor Buchungen auf Anfrage!

|D: Li7.0

Kontakte: 40 Mio

Frc:me Size: 2.50 x. 0.60 x 55 Stk.
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Alpdest View and Consultative Inputs

Ticketing Bergbahnen (ohne Webshop)

Goitschna Jakobshorn Parsenn Total
Dezember 11'720 34'381 22'037 68'138
Januar 17'189 33'056 21'360 71'605
Februar 24'164 46'957 33'345 104'466
Marz 22'810 41'639 31'716 96'165
April 1'608 7'261 4'509 13'378
Total 77'491  163'294 | 112'967 353'752

CA. 370000 Samples fir die Saison 2016-17

Sampling (Produktiberreichung ohne Flyer) an allen
Hauptkassen der DKB (Parsenn, Klosters, Jakobshorn)
Nicht eingeschlossen sind Ticketbeziger welche Uber
Webportal oder Handy payment |hre Karten aktivieren
sowie Jahreskartenbenutzer.

Der BRAND stellt Entsorgungsmoglichkeiten fir den
Abfall in genigender Anzahl zur Verfigung! (in
Abstimmung mit der Skiregion)

Mediapackage Saison 2016-17 (als Bestandteil des Gesamtpackages)

Herstellungskosten Sample Brandseitig

Medializenz ganze Saison: CHF 25’0000 PTI:
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Tabelle1

		Anzahl Kundentransaktionen

		1. Hotels

		Übernachtungen 						Sommer		26,000

								Winter		90,000





		Ticketing Bergbahnen (ohne Webshop)



						Gotschna		Jakobshorn		Parsenn		Total



		Dezember				11,720		34,381		22,037		68,138

		Januar				17,189		33,056		21,360		71,605

		Februar				24,164		46,957		33,345		104,466

		März				22,810		41,639		31,716		96,165

		April				1,608		7,261		4,509		13,378



		Total				77,491		163,294		112,967		353,752























Tabelle2





Tabelle3






Alpdest View and Consultative Inputs

Ubernachtungen Mountain Hotels

Sommer 30'000
Winter 90'000

CA. 120000 Samples fir die Saison

2016-17
Sampling (Produktsampling in Zimmer).
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Das Personal Bergbahnen:
Zimmerpersonal legt die Samples nach
Gastewechsel auf (in Mediapreis eingeschlossen).

| i e <
[
3 e
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Tabelle1

		Anzahl Kundentransaktionen

		1. Hotels

		Übernachtungen 						Sommer		26,000

								Winter		90,000





		Übernachtungen Mountain Hotels 



		Sommer				30,000

		Winter				90,000



		Total				120,000















Tabelle2





Tabelle3






Alpdest View and Consultative Inputs

VARIANTE B- Photo app —Wanted! Sweetest/Craziest EMOTI’s Face
Im Skiresort werden ca. 30 EMOTI Standorten (Kontaktpunkte) aufgebaut
Die Schneesportler (Zielpublikum) werden Selfies with EMOTI’s schiessen
(GPS Daten verifizierte Standorte)

Die Bilder kénnen Uber Facebook oder die Lindt eigene Social Community

Website geteilt werden.
Die Bilder mit der hochsten Anzahl von Likes werden wochentlich erhoben

und mit Sofortpreisen oder Auszeichnungen versehen. Saisongewinner mit
WEEKEND Arrangement in Skigebiet oder weitere Preis Optionen durch
den Brand.

Alternativ kann per Zufallsverfahren ein Bild als Sieger erkoren und mit
Preisen oder Lindt Samples versorgt werden.

Das Spiel kann mit AUGUMENTED REALITY gekoppelt werden. So kann bei
der Kreation des Fotos im Hintergrund ein EMOTI oder Maskottchen ein
projiziert werden. Diverse Clipboards konnen hinterlegt werden.

Mit zusdatzlich personlichen Informationen kénnen wir dem Befragten ein
Lindt Muster Packet personifiziert zustellen.

RO
HELL®

M 1 .N\LALP 4E. IIS
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Final Concept Lindt Ski Day and Video

HELLG ALPINE — AGTIVATION EVENT HELLEO

THE WORLD” § FIRST FLAVORFUL SKI RACE

FEB 2017 =
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Finale Concept Lindt OOH and Point of Sales

HELLO ALPINE HELL®
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Lindt HELLO Snow Day 2017 @ Davos Klosters




Video Conversion after a few days on YOUTUBE

(1] Tube 8 Suchen
|\
Video converts to apr. 250’000 views

Lindt HELLO Snow Day 2017 @ Davos Klosters

LINDT Maitre Chocolatier Switzerland

- i 149.325 Aufrufe

+ Hinzuflge # Tetten sme Meh |‘r 1 ',' Z
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aign Review Davos SKI Day Lindt Hello
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Campaign Review Davos SKI Day Lindt Hello
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Campaign Review Davos SKI Day Lindt Hello
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Lift Info-Boards Main Lift Access Points

Frequencies more than

. Furka Tal

e G-

~ Furkalift
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Lift Info-Boards Main Lift Access Points

equencies more than 1 MIO Skiers per Season

Kreuzweg 13
2'306 m oM.

Erste Fahrt / First run

Leizte Berglahrt / Last ride up
Latzte Pistenkontrolle / Last slope cantral

S0S +41 81 417 6660

-19 -
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Campaign Review 53 Lift Info-Boards

Jakobshorn Tal

Jakobshorn Tal

Jakobshorn Tal

JakobshomTal -

JakobshomTal -

Jakobshorn Tal
Jakopshom Tal -

Jakobshorn Tal

Jakobshorn Tal

Jakobshorn Tal

Jakobshorn Tal

Jakobshorn Tal

Jakobshorn Tal

5 Info Boards converts into apr. 140 Mio Contacts

During one SEASON
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Lift Poles Special Size Boards “Story Telling”
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Lift Poles Special Size Boards ‘‘Story Telling”

HELLO

(00K
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Lift Poles Special Size Boards “Story Telling’
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Lift Poles Special Size Boards “Story Telling”
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Lift Poles Special Size

VOLIMILGHEERDNDLADE MIT
WOLEAT-KECHANT-FOLLUNG

alpdest
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Lift Poles Special Size Boards “Story Telling”

Frequencies more than 1 MIO Skiers per

alpdest



Lift Poles Special Size Boards “Story Telling”

‘D[Ig,

VOLLMILGRSCHOKOLADE MIT
CARAMEL-BROWNIE-FULLUNG
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Lift Poles Special Size Boards “Story Telling”

i - ~ar

1 TEST Lift converts into apr. 10 Mio xCon’rac’rs
During one SEASON “owning a lift”
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WHO TOOK PART IN THE SURVEY?

Base: Visitors of ski resorts total

Total Interview conducted in

Courmayeur  Méribel Verbier Solden Davos Klosters
n=1254 n=260 n=210 n=266 n=254 n=264

Male s7 I 57

Female

18-23 years
24-34 years
35-44 years
45-54 years
55-65 years

Financial situation
Unlimited/very good
Partly limited
Rather/very limited

Length of stay
1-2 days
3-6 days
7 days or more
Resident / Live

alpdest



2# 3b, 3, 16, 4

										Total				Interview conducted in



																Courmayeur 				Méribel				Verbier				Sölden				Davos Klosters

										n=1254						n=260				n=210				n=266				n=254				n=264



				Male				57						57				57				62				54				58

				Female				43						43				43				38				46				42



				18-23 years				4						0				0				0				0				17

				24-34 years				33						31				37				28				35				35

				35-44 years				28						33				18				32				29				26

				45-54 years				22						20				21				30				19				18																				 

				55-65 years				14						15				25				9				17				5



				Financial situation

				Unlimited/very good				44						62				36				31				43				48

				Partly limited				40						16				47				41				54				41

				Rather/very limited				7						3				10				9				2				9



				Length of stay

				1-2 days				31						31				8				47				14				48

				3-6 days				36						35				39				27				43				34

				7 days or more				28						32				52				16				32				13

				Resident / Live				6						2				1				9				11				5



















































































































































57	43	4	33	28	22	14	44	40	7	31	36	28	6	57	43	0	31	33	20	15	62	16	3	31	35	32	2	57	43	0	37	18	21	25	36	47	10	8	39	52	1	62	38	0	28	32	30	9	31	41	9	47	27	16	9	54	46	0	35	29	19	17	43	54	2	14	43	32	11	58	42	17	35	26	18	5	48	41	9	48	34	13	5	


WHERE DO SKIERS COME FROM?

Question 2: In which country do you currently live?

Base: Visitors of ski resorts / in %

Total Interview conducted In
Courmayeur Méribel Verbier Solden Davos Klosters
n=1254 n=260 n=210 n=266 n=254 n=264

taly 21 [ 6

5
Switzerland 19 . 5 I

Germany 13 . 3 I 11 l
France 13 . 10 I 8 I
uk 10 2 | 3 |
Netherlands 6 I 4 I 2 |
Austria 4 I 1 | 0
Belgium 4 I 2 | 4 I
Norway 2 | 2 | 2 |
Sweden 2 | 3 I 1 ‘
Spain 1 ‘ 1 ‘ 1 ‘
Other European country 5 I 1 | 9 I 5 I 11 l 2 |

alpdest



3# 2

				Question 2: In which country do you currently live?



				Base: Visitors of ski resorts / in %







										Total				Interview conducted in



																Courmayeur 				Méribel				Verbier				Sölden				Davos Klosters

										n=1254						n=260				n=210				n=266				n=254				n=264



				Italy				21						65				5				21				0				10														10

				Switzerland				19						5				1				28				1				55														15

				Germany				13						3				4				6				41				11														8

				France				13						10				45				8				1				8														9

				UK				10						2				28				18				3				3														16

				Netherlands				6						4				3				5				16				2														11

				Austria				4						1				0				0				17				0														6

				Belgium				4						2				5				2				7				4														7

				Norway				2						2				0				2				2				2														12

				Sweden				2						3				0				4				3				1														14

				Spain				1						1				1				2				0				1														13



				Other European country				5						1				9				5				11				2														17















				Non-European country				0						0				0				0				0				0														18

































































































3

21	19	13	13	10	6	4	4	2	2	1	5	65	5	3	10	2	4	1	2	2	3	1	1	5	1	4	45	28	3	0	5	0	0	1	9	21	28	6	8	18	5	0	2	2	4	2	5	0	1	41	1	3	16	17	7	2	3	0	11	10	55	11	8	3	2	0	4	2	1	1	2	H:\542381al\doc\charts\54-2381_ski-resorts_charts.xlsx / February/March '17 / saqe

Advertising in ski resorts - February/March 2017
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Base: Visitors of ski resorts / in %

App(s) of weather services /
with regard to weather forecast

App(s) to communicate with friends or
to share content, pictures, videos

App(s) for performance tracking
(speed, daily distance, altitude difference...)

App(s) with experiences / hints concerning eating,
drinking, accommodation, entertainment

App(s) to navigate in the resort during the day

App(s) to locate friends

Don’t use apps and /or the smartphone
only seldom when on holidays

Total

n=1254

D
~

[ N N D
~ (o w N
e |

=
N

WHICH APPS ARE USED IN THE RESORT?

Age
18-23 24-34 35-44 45-54 55-65
years years years years years
n=44 n=415 n=352 n=271 n=172
50 51 48 34 .
66 35 . 20 I
23 I 21 I 13 I
2 ] o] v
o| o
s y /|

20I
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7# 6b









				Question 6b



				Base: Visitors of ski resorts / in %









										Total						Age



																		18-23				24-34 				35-44				45-54				55-65

																		years				years				years				years				years

										n=1254								n=44				n=415				n=352				n=271				n=172



				App(s) of weather services /
with regard to weather forecast 				47								34				50				51				48				34												10

				App(s) to communicate with friends or 
to share content, pictures, videos				42								66				49				46				35				20												9

				App(s) for performance tracking 
(speed, daily distance, altitude difference…)				23								23				30				21				21				13												7

				App(s) with experiences / hints concerning eating, drinking, accommodation, entertainment 				21								23				22				26				16				17												11

				App(s) to navigate in the resort during the day 				17								9				18				22				17				10												6

				App(s) to locate friends				12								25				13				15				9				4												8



				 Don’t use apps and /or the smartphone 
only seldom when on holidays				25								20				21				18				25				48												12















































47	42	23	21	17	12	25	34	66	23	23	9	25	20	50	49	30	22	18	13	21	51	46	21	26	22	15	18	48	35	21	16	17	9	25	34	20	13	17	10	4	48	Which apps are used in the resort?
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DO SKIERS RELATE MORE TO BRANDS THAT ADVERTISE

IN SKI RESORTS?

Question 7a: Please think about brands / companies which advertise in ski resorts. As a winter sports enthusiast do you relate more to such brands or not?

Base: Visitors of ski resorts / in %

As a winter sports enthusiast one relates (slightly)
more to such brands (which advertise in ski resorts)

Don’t think that as a winter sports enthusiast one relates
(slightly) more to such brands (which advertise in ski resorts)

59

41

Total

n=1254

Gender Age
Male Female 18-23 24-34 35-44 45-54 55-65
years years years years years
n=721 n=533 n=44 n=415 n=352 n=271 n=172

39 I

44I

39 I

«
36I

7

q

49.
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8# 7a









				Question 7a: Please think about brands / companies which advertise in ski resorts. As a winter sports enthusiast do you relate more to such brands or not?



				Base: Visitors of ski resorts / in %























										Total				Gender										Age



																Male				Female						18-23				24-34 				35-44				45-54				55-65

																										years				years				years				years				years

										n=1254						n=721				n=533						n=44				n=415				n=352				n=271				n=172



				As a winter sports enthusiast one relates (slightly) 
more to such brands (which advertise in ski resorts)				59						61				56						61				64				63				52				49												6

				Don’t think that as a winter sports enthusiast one relates 
(slightly) more to such brands (which advertise in ski resorts)				41						39				44						39				36				37				48				51												7

































49	51	59	41	61	39	56	44	61	39	64	36	63	37	52	48	Do skiers relate more to brands that advertise in ski resorts?
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WHICH TYPE OF ADVERTISING GENERATES

THE HIGHEST AWARENESS?

Question 7: Which of the following type of advertising do you recall seeing on the slopes and around this resort?

Base: Visitors of ski resorts / in %

Total

2016 2017 Diff.
n=1100  n=1254

Huge posters / billboards with advertising 43 52
Posters or installations on lift pylons or lift chairs 23 40
Adverts on the outside of a gondola 24 37
Adverts on website of the resort or the tourist office 15 22
Adverts on the race infrastructure in ski schools e.g. on the

winner's podium, the race gates, the bibs, the start/ finish area 13 21
Company logos on ski teacher clothes (not the

brand logo of the clothing manufacturer) 18 21
Adverts on ski racks 14 20
Adverts on ticket scanners at lift entries 25 20
Adverts on slope signs / signposting 16 18
Adverts within and around the kids park in ski schools 12 17
Company logos on bibs/shirts worn by kids

or ski school customers 17 14

alpdest



11# 7 Trend (I)









				Question 7: Which of the following type of advertising do you recall seeing on the slopes and around this resort?



				Base: Visitors of ski resorts / in %









								Total



								2016				2017				Diff.

								n=1100				n=1254



						Huge posters / billboards with advertising		43				52																																				6

						Posters or installations on lift pylons or lift chairs		23				40																																				7

						Adverts on the outside of a gondola		24				37																																				6

						Adverts on website of the resort or the tourist office		15				22																																				14

						Adverts on the race infrastructure in ski schools e.g. on the 
winner's podium, the race gates, the bibs, the start/ finish area		13				21																																				10

						Company logos on ski teacher clothes (not the 
brand logo of the clothing manufacturer)		18				21																																				12

						Adverts on ski racks		14				20																																				13

						Adverts on ticket scanners at lift entries		25				20

						Adverts on slope signs / signposting		16				18																																				15

						Adverts within and around the kids park in ski schools		12				17																																				9

						Company logos on bibs/shirts worn by kids 
or ski school customers		17				14																																				11





























Which type of advertising generates the highest awareness (Trend) (I)
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SPONTANEOUS AD AWARENESS

TOP 5 COMPANIES IN DAVOS KLOSTERS

Question 8: And which brand advertising have you seen in and around this resort?

Base: Visitors of ski resorts / in %

37% Lindt HELLO

25% Lindt

7% HELLO
Lindt HELLO
BMW
Calanda
Coca-Cola
M&G

-35-
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18# 8 (Davos)









				Question 8: And which brand advertising have you seen in and around this resort?



				Base: Visitors of ski resorts / in %























												Total

												n=264



						Lindt HELLO				69																																				händisch

						BMW				43																																				10

						Calanda				20																																				11

						Coca-Cola				17																																				12

						M&G				14																																				23







































69	43	20	17	14	Spontaneous ad awareness - Top-5 companies in Davos Klosters
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37% Lindt HELLO 
25% Lindt              
7% HELLO
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WHICH BRAND ADVERTISING IS LIKED BEST?

Question 9

Base: Visitors of ski resorts in %

Total Interview conducted in
Courmayeur  Méribel Verbier Soélden Davos Klosters
n=1254 n=260 n=210 n=266 n=254 n=264
sMw 21 [ 2 B 3 | 0 33 [ 22 |
Audi 6 | 0 10 | 17 |} 0 1
MeG 4| 13 || 1| 3 | 1| 3 |
GoPro 4| 0 1 0 20 | 0
Armani / Armani Emporio / EA7 3 13 I 0 0 0 0
Lindt HELLO 3 0 0 0 0 16 |}
Lindt 3 0 0 0 0 13 ||
Veuve Clicquot 2 o | 0 0 0 0
Samsung 2 s | 0 0 0 0
Advertising for ski resort 2 2 ‘ 1 ‘ 3 ‘ 5 I 1 ‘
Coca-Cola 2 0 0 3 | 0 5 |
Other brands (below 1% threshold) 13 I 14 I 20 I 23 I 9 I 15 I
Don't know, none 32 [l 0 ss I 5o D 30 23

alpdest



19# 9









				Question 9



				Base: Visitors of ski resorts in %





												Total				Interview conducted in



																		Courmayeur 				Méribel 				Verbier				Sölden				Davos Klosters

												n=1254						n=260				n=210				n=266				n=254				n=264



						BMW				21						42				3				0				33				22																		10

						Audi				6						0				10				17				0				1																		9

						M&G				4						13				1				3				1				3																		23

						GoPro				4						0				1				0				20				0																		13

						Armani / Armani Emporio / EA7				3						13				0				0				0				0																		7

						Lindt HELLO				3						0				0				0				0				16																		22

						Lindt				3						0				0				0				0				13																		21

						Veuve Clicquot				2						9				0				0				0				0																		32

						Samsung				2						8				0				0				0				0																		30

						Advertising for ski resort				2						2				1				3				5				1																		34

						Coca-Cola				2						0				0				3				0				5																		12



						Other brands (below 1% threshold)				13						14				20				23				9				15																		37

						Don't know, none				32						0				65				50				30				23																		38

























						Zu "Others"

						Mini				1						7				0				0				0				0																		24

						Kia				1						3				0				0				0				0																		19

						Rossignol				1						0				3				1				0				0																		28

						Intersport				1						0				2				0				0				1																		16

						Carlsberg				1						0				0				6				0				0																		39

						Mammut				1						0				0				3				0				0																		40

						Calanda				1						0				0				0				0				3																		11

						Jaguar				0						2				0				0				0				0																		18

						Land Rover				0						2				0				0				0				0																		20

						Werbung für Schisets/für Schibekleidung				0						0				1				1				0				0																		36

						Salomon				1						0				7				0				0				0																		29

						Head				0						0				1				0				0				0																		14

						Red Bull				0						0				0				2				0				0																		27

						Atomic				0						0				0				1				1				0																		8

						The North Face				0						0				0				1				0				0																		41

						Rolex				0						0				0				1				0				0																		42

						Jägermeister				0						0				0				0				2				0																		17

						Aqua Dome				0						0				0				0				1				0																		6

						Spectre / James Bond				0						0				0				0				1				0																		31

						Hello				0						0				0				0				0				2																		15





						Peugeot				0						0				0				0				0				0																		25

						Raiffeisen / Raiffeisen Club				0						0				0				0				0				0																		26

						Warsteiner				0						0				0				0				0				0																		33

						Werbung für Schischulen				0						0				0				0				0				0																		35

















21	6	4	4	3	3	3	2	2	2	2	13	32	42	0	13	0	13	0	0	9	8	2	0	14	0	3	10	1	1	0	0	0	0	0	1	0	20	65	0	17	3	0	0	0	0	0	0	3	3	23	50	33	0	1	20	0	0	0	0	0	5	0	9	30	22	1	3	0	0	16	13	0	0	1	5	15	23	Which brand advertising is liked best? 
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WHY IS THIS BRAND ADVERTISING LIKEABLE/PREFERRED?

WHICH CONTENT IS RECALLED? (SPONTANEOUS)

Question 9: And what exactly did you see / did you like?

Base: Visitors of ski resorts in % M&G Lindt HELLO BMW BMW BMW Audi Audi GoPro Armani / EA7
(Courmayeur) (Davos Klosters) (Dawos Klosters) (Courmayeur) (Solden) (Méribel) (Verbier) (Sdlden) (Courmayeur)
n=33 n=84 n=58 n=109 n=85 n=20 n=46 n=52 n=33

Type of advertising / visiblity

-37 -

Widespread disseminated advertising / gread visiblity =~ 36 7 11

Advertising on gondolas / skilift 24 6 6

Setting (snow / mountain etc.) 9 2 10 9 11 3
Advertising on billboards 6 5 5 7 12 11 2 18
Very large advertising 3 5 4 11 6 2 9
Sport / ski 3 1 4 18
Car on/near the slope 37 82 73 11 24

Design

Colours 27 18 2 3 2 2 48
Writing (characters / claim) 12 2 9
Images / pictures 3 5 9 5 6 24 4 3
Graphics / design 19 5

Attributes

Simple / delicate 27

Serious 18 3
Elegant / refined 12 3 4 27
Striking / involving 8

Dynamic 2 2 2 15
Modern / young / fresh / fun 2 33
Brand (credentials)

Chocolate / chocolate bar 27

Brand name "replayed" 11 18 11 27 9 6
GoPro Lounge 76

Logo 2 2 17 2

alpdest
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				Question 9: And what exactly did you see / did you like?



				Base: Visitors of ski resorts in %				M&G				Lindt HELLO				BMW				BMW				BMW				Audi				Audi				GoPro				Armani / EA7

								(Courmayeur) 				(Davos Klosters)				(Davos Klosters)				(Courmayeur) 				(Sölden)				(Méribel) 				(Verbier) 				(Sölden)				(Courmayeur) 

								n=33				n=84				n=58				n=109				n=85				n=20				n=46				n=52				n=33

				Type of advertising / visiblity

				Widespread disseminated advertising / gread visiblity				36												7								11																				26

				Advertising on gondolas / skilift				24												6								6																				23

				Setting (snow / mountain etc.)				9				2				10				9												11								3								34

				Advertising on billboards				6				5				5				7				12				11								2				18								22

				Very large advertising				3								5				4				11				6				2								9								25

				Sport / ski												3				1												4								18								35

				Car on/near the slope												37				82				73				11				24																12+44



				Design

				Colours				27				18				2				3												2				2				48								30

				Writing (characters / claim)				12				2																												9								31+33

				Images / pictures				3				5				9				5								6				24				4				3								29

				Graphics / design								19				5																																28+36



				Attributes

				Simple / delicate				27																																								42

				Serious				18																																3								40

				Elegant / refined				12								3				4																				27								41

				Striking / involving																8																				0								43

				Dynamic												2				2												2								15								39

				Modern / young / fresh / fun								2																												33								38



				Brand (credentials)

				Chocolate / chocolate bar								27																																				6

				Brand name "replayed"								11				18				11				27								9								6								6+14+16+7+13

				GoPro Lounge																																76												45

				Logo												2				2								17				2																15

























				raus lt woth

				Advertising on other means 				0				0				7				0				0				6				2				13				0								27

				Fun / cheerful				0				1				0				0				0				0				0				0				3								37

				Other				9				9				2				1				2				11				2				0				0								46+17+18+8+21

				Don't know/no answer				0				11				2				0				5				17				15				6				0								47+18



				Other chocolate brands				0				0				0				0				0				0				0				0				0								9

				Coca Cola				0				0				0				0				0				0				0				0				0								10

				Beer				0				0				0				0				0				0				0				0				0								11

				Insurance services / insurance brands advertising				0				0				0				0				0				0				0				0				0								20

				Advertising on wood billboards				0				0				0				0				0				0				0				0				0								24

				Music				0				0				0				0				0				0				0				0				0								32















Why is this brand advertising likeable/preferred? Which content is recalled? (spontaneous) 
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WHAT ABOUT THE OVERALL ADVERTISING AWARENESS OF

LINDT HELLO IN DAVOS KLOSTERS?

Question 8: And which brand advertising have you seen in and around this resort?
Question 8a: Have you seen product advertising of a chocolate brand in this report?

Base: Visitors of Davos Klosters / in %

(Chocolate category)
Prompted

advertising awareness
(only relevant for skiers who
didn't mention Lindt HELLO
spontaneously)

Total
advertising
awareness

77%

Spontaneous
advertising awareness

alpdest

the alpine medla experts
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				Question 8: And which brand advertising have you seen in and around this resort?

				Question 8a: Have you seen product advertising of a chocolate brand in this report?



				Base: Visitors of Davos Klosters / in %



																																						Zahlen händisch

																																						Spontaneous advertising awareness		69

																																						When prompting for the category "chocolate" (only relevant for skiers who didn't mention Lindt HELLO spontaneously)		8































































8%



8	69%



69	

Total advertising awareness 
77%

What about the overall advertising awareness of Lindt HELLO 
in Davos Kloster?
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(Chocolate category) Prompted 
advertising awareness
(only relevant for skiers who didn't mention Lindt HELLO spontaneously)
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AIDED LINDT HELLO ADVERTISING RECALL (PROMPTED BY

VISUALS)

Recall total

DAVOS

BKLOSTERS

Recall 83%

43 alpdest



WHICH ATTRIBUTES DESCRIBE LINDT HELLO ADVERTISING?

Question 17: Which of the following attributes describe Lindt HELLO advertising here in the resort?

Base: Visitors of Davos Klosters /in %

Total Gender Age
Male Female 18-23 24-34 35-44 45-54 55-65
years years years years years
n=264 n=153 n=111 n=44 n=92 n=69 n=47 n=12
High appetite appeal / whet appetite for Lindt HELLO 35 38
Animates to give Lindt HELLO a try / to eat it 38 36
Pleasant 32 28

Eye catching / striking

| like it

Modern

Easy to understand to read
Interesting

Entertaining

Exciting

@ Atribution 23 [ 23 |} 23 |} 22 |} 24 I8 23 I} 21 | 25 [

alpdest
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				Question 17: Which of the following attributes describe Lindt HELLO advertising here in the resort?



				Base: Visitors of Davos Klosters / in %









										Total				Gender										Age



																Male				Female						18-23				24-34 				35-44				45-54				55-65

																										years				years				years				years				years

										n=264						n=153				n=111						n=44				n=92				n=69				n=47				n=12



				High appetite appeal / whet appetite for Lindt HELLO				37						35				40						27				40				38				38				33												14

				Animates to give Lindt HELLO a try / to eat it				35						38				32						32				39				35				36				17												13

				Pleasant				33						32				34						36				37				28				28				42												6

				Eye catching / striking				24						22				28						27				25				23				21				25												8

				I like it				23						23				23						16				25				23				21				33												10

				Modern				20						21				18						20				23				19				13				25												11

				Easy to understand to read				20						19				23						16				23				17				26				17												12

				Interesting				19						20				19						30				11				30				6				33												9

				Entertaining				14						13				14						11				12				16				15				17												7

				Exciting				3						4				3						7				2				3				2				8												15



				Ø Attribution 				23						23				23						22				24				23				21				25

























33	17	42	25	33	25	17	33	17	8	25	37	35	33	24	23	20	20	19	14	3	23	35	38	32	22	23	21	19	20	13	4	23	40	32	34	28	23	18	23	19	14	3	23	40	39	37	25	25	23	23	11	12	2	24	27	32	36	27	16	20	16	30	11	7	22	38	35	28	23	23	19	17	30	16	3	23	38	36	28	21	21	13	26	6	15	2	21	Which attributes describe Lindt HELLO advertising?
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WHAT IS THE FAMILIARITY WITH LINDT HELLO?

Question 15: This advertising belongs to Lindt HELLO. Which of these statements describes best how familiar you are with Lindt HELLO?

Base: Visitors of Davos Klosters / in %

Knew Lindt HELLO even
before coming to this resort

Know Lindt HELLO at least by name,
because of the advertising saw in the resort

Heard the name Lindt HELLO
during our conversation for the first time and
haven’t seen the adverts in the resort

57

24

19

Total

n=264

Gender Age
Male Female 18-23 24-34 35-44 45-54 55-65
years years years years years
n=153 n=111 n=44 n=92 n=69 n=47 n=12
55 63 57 42
25 27 20 17
25 11 20 10 23 26 42

alpdest



47# 15









				Question 15: This advertising belongs to Lindt HELLO. Which of these statements describes best how familiar you are with Lindt HELLO? 



				Base: Visitors of Davos Klosters / in %



















										Total				Gender										Age



																Male				Female						18-23				24-34 				35-44				45-54				55-65

																										years				years				years				years				years

										n=264						n=153				n=111						n=44				n=92				n=69				n=47				n=12



				Knew Lindt HELLO even 
before coming to this resort 				57						52				64						55				63				57				51				42												6

				Know Lindt HELLO at least by name, 
because of the advertising saw in the resort 				24						23				25						25				27				20				23				17												7

				Heard the name Lindt HELLO 
during our conversation for the first time and 
haven’t seen the adverts in the resort				19						25				11						20				10				23				26				42												8













































42	17	42	57	24	19	52	23	25	64	25	11	55	25	20	63	27	10	57	20	23	51	23	26	What is the familiarity with Lindt HELLO?
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WHAT IS THE PURCHASE INTENTION FOR LINDT HELLO?

Question 18: Spontaneously will you ...?

Base: Visitors of Davos Klosters / in %

Total Gender Age
Male Female 18-23 24-34 35-44 45-54 55-65
years years years years years
n=264 n=153 n=111 n=44 n=92 n=69 n=47 n=12
Will buy Lindt HELLO like before (because |
consumed Lindt HELLO even before coming to this 32 . . 34 . 41 . 33 . 28 .
resort)
Definitely taste / buy Lindt HELLO 18 I 23 I 25 I 17 I 17 I 19
Rather taste / buy Lindt HELLO 29 l 28 l 32 . 28 l 25 I 34
Rather not taste / buy Lindt HELLO 12 I 9 I 5 | 8 I 17 I 11

Coop Shop sold apr. 200% more Lindt Hello this

winter!

alpdest
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				Question 18: Spontaneously will you …?



				Base: Visitors of Davos Klosters / in %













										Total				Gender										Age



																Male				Female						18-23				24-34 				35-44				45-54				55-65

																										years				years				years				years				years

										n=264						n=153				n=111						n=44				n=92				n=69				n=47				n=12



				Will buy Lindt HELLO like before (because I consumed Lindt HELLO even before coming to this resort) 				34						32				38						34				41				33				28				17												6

				Definitely taste / buy Lindt HELLO 				20						18				23						25				17				17				19				33												7

				Rather taste / buy Lindt HELLO				29						29				28						32				28				25				34				25												8

				Rather not taste / buy Lindt HELLO				11						12				9						5				8				17				11				17												9

				Definitely not taste / buy Lindt HELLO				6						9				3						5				5				7				9				8												10









































17	33	25	17	8	34	20	29	11	6	32	18	29	12	9	38	23	28	9	3	34	25	32	5	5	41	17	28	8	5	33	17	25	17	7	28	19	34	11	9	What is the purchase intention for Lindt HELLO? (I)
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WHAT IS THE PURCHASE INTENTION FOR LINDT HELLO?

Question 18: Spontaneously will you ...?

Base: Visitors of Davos Klosters / in %

Have seen Lindt HELLO Have not seen Lindt HELLO
ads in the resort ads in the resort

i
N
[
(o]
T

AN
(o))

Will buy Lindt HELLO like before (because | consumed
Lindt HELLO even before coming to this resort)

Rather taste / buy Lindt HELLO

Definitely taste / buy Lindt HELLO

Rather not taste / buy Lindt HELLO

Definitely not taste / buy Lindt HELLO

alpdest
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				Question 18: Spontaneously will you …?



				Base: Visitors of Davos Klosters / in %

















										Have seen Lindt HELLO 				Have not seen Lindt HELLO

										ads in the resort				ads in the resort

										n=218				n=46



				Will buy Lindt HELLO like before (because I consumed 
Lindt HELLO even before coming to this resort) 				39				15														6

				Rather taste / buy Lindt HELLO				26				43														8

				Definitely taste / buy Lindt HELLO 				21				15														7

				Rather not taste / buy Lindt HELLO				9				20														9

				Definitely not taste / buy Lindt HELLO				6				7														10









































39	26	21	9	6	15	43	15	20	7	What is the purchase intention for Lindt HELLO? (II)
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