‘ Breakdown TV ad pressure in food(+beverage) macro-category 2022

North (top 20) Weekly 30" equ. GRPs South (top 20) Weekly 30" equ. GRPs
Category 13+ <13 Category 13+ <13
SOFT DRINKS 509 N os SOFT DRINKS 561 NG 1328
BISCUITS - SNACKS - PASTRY 317 728 BISCUITS - SNACKS - PASTRY 356 [N sslil
CHOCOLATE - CANDY 227 B 510 CHOCOLATE - CANDY 276 I 66l
CHEESE 147 8 32| CHAMPAGNE WINE CIDER 195 I vl |
COFFEE - TEA - CHICORY 142 8 30| SOUP 192 21|
SAUCES - SPICES 133 29| BEERS 154 | 36
SOUP 133 30| COFFEE - TEA - CHICORY 146 Il 30|
BEERS 130 29| SAUCES - SPICES 1228 el |
MILK SUBSTITUTES & DRINKS 129 23| PREPARED DISHES 1218 23|
PREPARED DISHES 125 26| SPREAD CHEESE 1218 33|
DESSERTS 123 8 25| DESSERTS 1140 31
SPIRITS 1218 26| FRUIT 1138 571
MINERAL WATER 108 @ 22| CHEESE 1120 31
DAIRY 103 271 JAM - SPREADS 111 271
JAM - SPREADS gs 20| MINERAL WATER 1108 34|
CEREALS - FIBRE 778 a1 YOGURT 1018 21|
MEAT AND SUBSTITUTES 72 16| FISH 1y | 22|
FISH 728 15| APERITIF SNACKS 79l 21|
GENERAL NUTRITION ] | 12| VEGETABLES 7y | 15|
VEGETABLES 68l 15| CEREALS - FIBRE 65l 19|
All food categories 126 28| All food categories 14710 36|
90% 98% 89% 97%
m<13 10% 2% m<l13 11% 3%
13+ Universe Contacts with food ads 13+ Universe Contacts with food ads

‘ o S pQ Ce Source: CIM TV - Nielsen Ad Intel

CONNECTIONS AGENCY



	Slide 1: Breakdown TV ad pressure in food(+beverage) macro-category 2022

