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How posters boost sales
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Background

Posters make it possible for advertising messages to find their way  
into public places all over Switzerland – into the centre of cities, into 
people’s hearts and into the minds of consumers. The poster is one  
of the country’s most popular and most successful media. Its strengths 
are clear: it is accessible by anyone, and you cannot ignore it by turning 
a page, using the remote, switching off, or going out of your way to 
avoid it. Posters breed familiarity – quickly and across a wide spectrum – 
as numerous different campaigns have proven. The success story that  
is the subject of our case study is just one of many examples.

Uncle Ben’s
The Uncle Ben’s global brand belongs to the Mars Group and is mar
keted in Switzerland by Mars Switzerland Ltd in Zug. The brand’s tradi 
tional rice products form part of a wide range of ready meals designed 
for people who want a wholesome meal but also want to minimize  
the time spent preparing it. The product philosophy reflects current trends 
at a time when budgets are shrinking, the number of working mothers  
is rising, and lifestyles and general eating habits are changing. Good 
wholesome meals – easy and quick to prepare – are exactly what our 
mobile consumer society is looking for.

The product
“Uncle Ben’s Heiss auf Reis” are light rice dishes that are perfect for  
inbetween meals in the office or at home. They can be eaten straight 
away or stored. The product takes its inspiration from exotic cuisine and 
comes in three alternatives combining Uncle Ben’s classic rice with a 
number of sauces and vegetables. The sauce and rice are gently pre
cooked separately and contain no artificial colours, flavours or preserva
tives. “Uncle Ben’s Heiss auf Reis” can be prepared in two minutes in 
the microwave and enjoyed straight from the convenient twin pot.

www.unclebens.ch
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The three flavours of  
“Uncle Ben’s Heiss auf Reis” 
are Chinese Sweet and 
Sour, Thai Sweet and Spicy 
and Thai Yellow Curry

In order to spread the word about 
“Uncle Ben’s Heiss auf Reis” to western 
Switzerland, we chose a wide-reaching 

poster campaign with particular 
emphasis on areas close to sales outlets. 
We, and our partner APG, are delighted 

with the excellent sales figures and 
will continue to put our trust in poster 
campaigns for specific products in the 

future – for both product launches 
and promotions.

A. Etienne Schüpfer, 
Category Director Chocolate and Food, 
Mars Switzerland Ltd, Zug
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The aim of the ad campaign
The product had previously been advertised only in Germanspeaking 
Switzerland, virtually entirely via the medium of TV. The poster for  
the campaign in Frenchspeaking Switzerland was selected with a view 
to testing the strengths of this alternative medium with a practical  
example. The fact that posters, with their broad appeal and high OTS, 
can generate a high level of brand awareness within a very short time 
has already been extensively documented by research 1. The idea be
hind the “Uncle Ben’s Heiss auf Reis” case study was to provide addition 
al proof to the customer Mars that posters are a powerful selling  
medium.

The choice of the poster as a medium
Convenience food items are often impulse purchases. If advertising  
is to be effective for these products, it is critical that it is aimed directly 
at target groups that are ready to consume and buy. Although the food 
sector has traditionally focused on TV advertising, it is now having  
to accept a reduction in its effectiveness, as the target group is spending 
less and less time in front of the TV, mainly due to the increasingly frag
mented nature of the media landscape. Another downside to TV adver
tising is that the desired coverage can only be achieved at prime time 
between 7:30 p.m. and 10:00 p.m. – just when consumers have already 
eaten and are less receptive to food advertising.

8 out of 9 people are “out of home” each day in Switzerland and  
can only be reached while they are on their way to work, school, the 
shops or their leisure activities. The poster benefits from this. And Uncle 
Ben’s took full advantage of these benefits. Outofhome gives the  
food sector an opportunity to target its advertising during store opening 
hours and to boost sales at times when people are hungry.

The products are in stock 
and the shops are open. 
Posters provide direction. 
Anyone who is beginning 
to feel hungry is recep -
tive to food tips and sug-
gestions – and is ready 
to buy.

Keeping up with a mobile 
population – urban target 
groups are best reached 
on their daily out-of-home 
journeys.

Proximity of the poster to the purchasing act

1 See also: 
The Angie Becker Case (APG 1999),  
Affichage case study: Switzerland  
votes for a new capital (APG 2007),  
Ali Kebap: a ragstoriches story  
(APG 2010), and others
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The poster campaign KPIs

Timing
The new Uncle Ben’s product was launched in Switzerland in September 
2009 and advertised on TV in Germanspeaking Switzerland in February 
2010. In Frenchspeaking Switzerland, where there had been no previ
ous abovetheline advertising, poster advertising began in November 
2010 with a 14day campaign in weeks 44 / 45, which was repeated  
in 2011 in weeks 02  /03. The campaign targeted the largest conurbations 
in western Switzerland: Geneva, Lausanne, Fribourg, and La Chauxde
Fonds. Because advertising was restricted to within these conurbations, 
sales outlets outside these areas provided an ideal control group for  
effectiveness testing and comparison analyses.

Implementation
The poster campaign, which was carried out in two waves, included  
components specifically designed to provide depth as well as reach. The 
strategy was to run a high coverage campaign to achieve the highest 
possible reach within a very short period whilst at the same time maxi
mizing OTS in the immediate vicinity of Coop sales outlets. Media plan
ning was carried out with reference to information provided by the  
SPR+ Expert service tool. SPR+ Expert is based on the Swiss GPS mobil
ity study by SPR+ and provides impartial, vendorindependent media  
performance data.

Poster campaign outline
Number of poster panels

Target area Campaign 2010  / 2011 Weeks 44 / 45 Weeks 02 / 03

Largest conurbations in western Switzerland, total 510 433

– Geneva 238 191

– Lausanne 170 147

– Fribourg 63 68

– La ChauxdeFonds 39 27

Costs net / net 1 in CHF Weeks 44 / 45 Weeks 02 / 03

Largest conurbations in western Switzerland, total 185,689 149,945

– Geneva 93,409 64,126

– Lausanne 63,608 60,317

– Fribourg 19,670 20,502

– La ChauxdeFonds 9,002 5,000

Formats and number of poster panels Weeks 44 / 45 Weeks 02 / 03

F12 wide format and F12L backlit poster 319 211

F200 city format and F200L backlit poster 191 222

Total 510 433

SPR+ performance data
Contact class 7 Contact class >  0

Media data Weeks 44 / 45 Weeks 02 / 03 Weeks 44 / 45 Weeks 02 / 03

Target audience population 15+ 761,000 761,000 761,000 761,000

Persons 15+ reached 677,000 661,000 714,000 710,000

Reach in % 89 87 94 93

OTS per person 55 59 52 55

Aggregate contacts in millions 36.0 38.9 37.1 39.1

CPM in CHF, net 5 5 4 4

GRP 4,865 5,110 4,888 5,135

1 After deducting 25% AVD / group discount 
and 5% agency commission

Contact class: the contact intensity  
(aggregate contacts) of a poster campaign  
per person, i.e. the minimum frequency or how 
often a person is exposed to a campaign 
Source: SPR+, www.sprplus.ch

Rounded values

With an even distribution 
throughout the conurba-
tions of French-speaking 
Switzerland, the Uncle 
Ben’s campaign reached 
virtually all sectors of the 
population in the target 
region in a very short 
time. The increased poster 
density in the vicinity  
of Coop outlets (which  
increased exposure fre-
quency) proved effective 
in reaching the primary 
target groups.

Posters must be hard-hitting – they must 
communicate fast. In turning a visual 
of a desk and writing materials into a 
dining table place setting and supporting 
this with a clear verbal statement, we 
succeeded in conveying the benefits 
of the product – speed and convenience – 
in a simple yet exciting way suited to 
the media used. And the contrast between 
the colour of the picture and Uncle Ben’s 
official orange colour ideally supports 
the brand.

Isabelle Jubin,
Account Director Wirz Werbung AG

Po
w

er
ed

 b
y 

G
oo

gl
e



8 9

We had good reason to expect what 
we ultimately achieved: high media 
penetration of difficult-to-reach target 
groups with repeated exposures at 
times when people tend to be hungry. 
These have resulted in high awareness 
and increased sales of “Uncle Ben’s 
Heiss auf Reis”.

Thomas Macho,  
APG Key Account Manager

Success at the point of sale

Increased sales from out-of-home advertising
At the point of sale, the “Uncle Ben’s Heiss auf Reis” poster campaign 
justified the high expectations for its success and delivered a significant 
increase in sales in areas where the campaign ran. This is evidenced  
by the data collected from the 60 test outlets selected by Coop / Nielsen 
as being representative. Compared with a typical preceding period  
(= 100 percent), the first Uncle Ben’s poster campaign generated  
49.5 percent more sales, and the second campaign 17.2 percent. During 
the campaigns, sales at these test outlets were 44.0 and 21.9 percent
age points higher than those of the control group. The control group 
comprises approximately 110 outlets in areas, towns or districts where 
no advertising took place.  All of these outlets are stores in Coop’s 
Frenchspeaking Switzerland sales region.

Lasting effect
Those areas in which the poster campaign took place continued to  
report aboveaverage sales for a further two weeks after the end of the 
first campaign and for a further four weeks after the end of the second 
campaign. This shows that poster advertising not only leads to an  
immediate increase in sales but that it also has longerterm effects that 
accumulate with repeated use of the medium over time.

 The proven effectiveness of the poster
 Uncle Ben’s is just one of a number of typical cases that demonstrate 

the effectiveness of the poster. In 2010 – unconnected with and 
independent of this case study – Germany’s industry association FAW 
(Fachverband Aussenwerbung e.V., Frankfurt / Main) and APG commis
sioned a broadbased study into the sales effectiveness of traditional 
media. BrandScience, an independent research team from Hamburg, 
subsequently studied a total of 49 campaigns from Germany and 
Switzerland. They produced a detailed report, which concluded:

− Of all the traditional media, posters provide not only the best leverage 
for increasing sales revenues but also the highest return on invest 
ment (ROI). One euro spent on advertising delivers an average of  
2.10 euros in sales for the customer.

− The sales effectiveness of the poster is five times higher than its aver  
age share in the media mix.

− Posters also improve the ROI of the other media used in mixedmedia 
campaigns.

 
The results are available from: www.apg.ch / roi
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149.5

105.5

117.2

95.4

21.9

44.0

Sales performance of “Uncle Ben’s Heiss auf Reis”
Weeks 38 / 39 2010 to weeks 06 / 07 2 011, figures in %
Source: Coop / Nielsen

Sales of test sales outlets (poster campaign weeks 44 / 45 and 02 / 03)
Sales of control group

Advertising effectiveness: 
recall, brand recognition, appeal

PPI – an exclusive service from APG
We began offering our customers the Poster Performance Index PPI  
service tool in 1997. This effective control and benchmarking tool  
enables regular classic posttesting to determine the recall, brand recog
nition and appeal of current, commercial poster campaigns based on 
data collected by an impartial, independent market research institute.1  
Two PPI studies were carried out on the “Uncle Ben’s Heiss auf Reis” 
poster campaign. The first one was undertaken in 2010 immediately  
after the campaign in weeks 44 / 45. The second was undertaken at the 
beginning of 2011 after the campaign in weeks 02 / 03.

Initial campaign followed by reminder campaign –  
increased advertising impact
The results for the “Uncle Ben’s Heiss auf Reis” campaign document  
the multiplier effect of the chosen strategy. While after the first wave,  
27 percent of the population were able to recall the content shown, this 
figure increased by about a third to 36 percent after the second wave. 
The same applies – with an increase from 84 to 90 percent – to brand 
recognition. The result at the end of the campaign was a net advertising 
effectiveness of 32 percent. In other words, about onethird of the  
population in the target area of Frenchspeaking Switzerland were able 
to remember the “Uncle Ben’s Heiss auf Reis” content and correctly 
identify the brand.

The content of the posters was also well received by the general popu
lation. 36 percent of respondents judged them appealing after the initial 
campaign, rising to 43 percent after the second wave.

Poster

Print

TV

Highest ROI for the poster
Average, in euros

Source: Study of the effect of advertising on sales, 
BrandScience Hamburg (Germany), 2010

“Uncle Ben’s Heiss auf Reis” poster campaign
Replies in % of respondents (aged 15 to 49)
Based on PPI Lausanne = 200 people

Campaign weeks 02 / 03 2 011
Campaign weeks 44 / 45 2 010

1 For further details and other 
APG services, see page 10

APG Poster Performance Index PPI 
adds qualitative components  
to supplement the basic quantitative 
research by SPR+. The three key  
criteria for advertising effectiveness 
assessed are recall, brand recogni
tion and appeal of poster campaigns: 
www.apg.ch / ppi
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APG’s services Conclusions

Our comprehensive services include ongoing support for customers  
from planning to reviewing the performance of their campaigns.  
We provide many of these services free of charge and offer others at  
favourable rates that cover our costs. For an overview of our current 
products, please consult our documentation entitled APG Posters – 

Target areas, products and prices: www.apg.ch / publications

Planning > SPR+ Expert
SPR+ Expert enables vendorindependent overall and detailed planning 
based on GPSmeasured mobility analyses by the impartial research  
institute Swiss Poster Research Plus AG.
Licences, registration: http:/ / lizenzen.sprplus.ch
Information: www.sprplus.ch

Planning and booking online > APG PosterDirect
APG PosterDirect makes it easy to put together your own poster cam
paigns with just a few mouseclicks – via the internet and virtually 
round the clock. From creating the content, to booking your preferred 
poster sites, to ordering the print job. This simple, userguided tool  
does not require the installation of any additional software.
www.PosterDirect.ch

Visualization > Affichage InterMediaMap
Affichage InterMediaMap visualizes your poster campaign online.  
Based on Google Maps, this mapping tool provides all the relevant infor
mation, including photos, on poster sites that have been offered or 
booked. No additional software needs to be installed.
www.InterMediaMap.com

Smartphone-poster dialogue > APG PosterPlus
Thanks to the APG PosterPlus app, smartphone owners can now take  
a photograph of a poster to obtain further information there and then 
about the advertised product, its pricing, the nearest sales outlet,  
lastminute offers and unique discounts.
www.PosterPlus.ch

Measuring advertising effectiveness > APG PPI
The APG Poster Performance Index PPI uses classic posttests to assess 
advertising recall, brand recognition and appeal. PPI tests poster  
campaigns in a variety of formats in the conurbations of Lausanne  
and / or Berne. The representative survey is performed facetoface by  
the specialist market research organization Link Institute, Lucerne /  
Lausanne in partnership with CJS Conseil, Lausanne, immediately after 
the conclusion of the campaign. The sample comprises 200 persons  
aged between 15 and 59 from each conurbation.
www.apg.ch / ppi

1 Posters increase sales. After the initial poster campaign,  
sales of “Uncle Ben’s Heiss auf Reis” at the approximately  
60 sales outlets that benefited from out-of-home adver- 
tising were 44.0 percentage points higher than the control  
group. After the second campaign they were 21.9 percent- 
age points higher.

2 Poster advertising is long-lasting. Those areas in which  
the poster campaign had taken place continued to report  
above-average sales for two weeks after the first campaign,  
and for four weeks after the second campaign.

3 Poster advertising leads to high recall and brand awareness.  
After the first campaign, 27 percent of the population in  
the target area of French-speaking Switzerland were able to  
remember the content of the posters. 84 percent of these  
were also able to correctly identify the brand as “Uncle Ben’s”  
or “Uncle Ben’s Heiss auf Reis”.

4 Staggered deployment of the medium demonstrates a  
cumulative effect: after the campaign had finished, a third  
of the population were able to recall the content and identify  
the brand correctly.

5 The “Uncle Ben’s Heiss auf Reis” case study confirms that  
posters achieve the highest return on investment of all the  
traditional media and provide the best leverage for increas- 
ing sales revenues.1

Affichage media research
Free research reports:

Media data on poster advertising
www.sprplus.ch

Special studies on poster advertising
www.apg.ch

Transit advertising
www.apgtraffic.ch

Out-of-home from a single source
www.affichage.com
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No medium is closer to the buying 
decisions of an increasingly mobile popula-
tion than the poster. Its temporal and 
spatial proximity to the purchasing act 
makes out-of-home an effective stimulus 
for significantly increasing sales revenues. 
This is especially true for fast-moving 
consumer goods.

1	See	also:	Study	of	the	effect	of	
advertising	on	sales,	BrandScience	
Hamburg	(Germany),	2010
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