[image: image1.png]


[image: image2.jpg]


Press release, February 3rd 2014, Prague

Czech Advertising Media in 2012 and 2013: prices of Internet advertising continue to grow; TV market experienced a decline of 8%
Internet display advertising experienced the biggest annual growth in the Czech advertising market. According to current data from advertising monitoring by Admosphere, indicated in the price list, growth also occurred in Out-of-Home media. The printed press media has stagnated in the past year. Upheavals with advertising prices in the TV market caused an 8% decrease of the price list value of the advertising space. Between 2012 and 2013, the total price list value of published advertising messages decreased by 2%.

According to the Admosphere data, the most progressive media type in the Czech advertising market is the Internet, based on past years and the year-on-year comparison of 2012 and 2013. Price list value of utilised banner advertising space, monitored within scope of the AdMonitoring project, grew by almost one fifth to 6.5 billion CZK in comparison with last year. Total price list value of advertising in Out-of-Home media grew by 7%, on a year-on-year basis. The advertisers ordered advertising in outdoor, indoor, instore, OOH TV and cinema worth 4.27 billion CZK in 2013, according to price lists. 
Last year, the printed Press was relatively successful. The deceleration of a long-term decrease can be considered a success; the Press more or less stagnated between 2012 and 2013.  There was only a small decrease of 1%, from 17.65 billion CZK to 17.46 billion CZK.

Television advertising experienced a decrease of almost 8%. This was due to changes in the price policies of TV group CET 21. Advertising on TV screens had a total price list value of 27.8 billion CZK last year, i.e. 2.3 billion CZK less than in 2012. 
In 2013, Radio broadcast advertising was worth 5.85 billion CZK. However, the year-on-year comparison is not possible, as Admosphere switched to independent radio monitoring in January 2013 and extended the monitoring by data from regional radio campaigns. 
In total, the advertising market experienced a slight decrease in 2013. The year-on-year comparison (excl. Radio) shows a decrease of 2%. The entire market was strongly influenced by the developments in the pricing of TV commercials. 
The price list value of advertising space does not necessarily correspond with the actual investments of the advertisers. These values are determined based on published price list prices of declared advertising formats and the number of published advertising messages in these formats.
	Advertising space price list value in 2012 and 2013

	Media type
	2012
	2013
	Increase/ Decrease

	TV
	30.118.949.000 CZK
	27.804.864.000 CZK
	-7,7%
	(

	Press
	17.654.511.000 CZK
	17.455.451.000 CZK
	-1,1%
	(

	Internet*
	5.451.770.000 CZK
	6.502.402.000 CZK
	19,3%
	(

	OOH
	4.001.669.000 CZK
	4.274.895.000 CZK
	6,8%
	(

	Radio**
	1.068.142.000 CZK
	5.845.992.000 CZK
	N / A
	N / A


Source: Admosphere, s.r.o. (INTERNET monitoring source: SPIR-MEDIARESEARCH, a.s., TV prices according to audience source: ATO-MEDIARESEARCH, a.s.)

Without the actual ads
*Internet includes advertising only in the extent of the AdMonitoring project
**Admosphere, s.r.o. switched in 2013 to independent Radio monitoring, year-on-year comparison is not possible, currently there are 85 radio stations included in the monitoring
Admosphere, s.r.o. is a subsidiary of MEDIARESEARCH, a. s. that carries out advertising expenditure monitoring in TV, press, radio, Internet and Out-of-Home media in the Czech Republic. Its significant partners are important professional organizations like the Association of TV Organizations (ATO), Association of Communication Agencies (AKA) and Association for Internet advertising (SPIR). The goal of Admosphere is, thanks to innovative solutions, to help its clients to invest effectively and efficiently into advertising.
MEDIARESEARCH (www.mediaresearch.eu)
MEDIARESEARCH is a significant research agency with a wide range of products and services in the area of market and media research, data analysis and software development. We carry out the largest, methodologically and technologically most demanding research projects: electronic measurement of television audience (TV meters), monitoring of Internet traffic and monitoring of the socio-demography of the Internet population (NetMonitor), as well as monitoring media advertising investments (Admosphere) in the Czech Republic. We also carry out monitoring of Internet traffic and monitoring of the socio-demography of the Internet population in the Slovak Republic (AIMonitor).

We develop and use our own technology for electronic media measurement – the SimMetry™ platform: SimEar™ the TV meter (stationary measuring device) and SimAir™ (the mobile measuring device) and our own production and maintenance system for audience data, SimBios™. For marketing research purposes we co-own a large representative sample of online respondents – The Czech National Panel™.

We provide top-quality professional services. We are a member of professional organisations such as ESOMAR, SIMAR, BCC, TUESDAY Business Network.

We have branch offices in the Czech and Slovak Republics and we co-operate with other partners abroad. We wholly own the subsidiaries PRIME TIME CS, spol. s r.o. and Admosphere, s.r.o. and we are co-owner of Quantitative Consulting s.r.o.
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