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Advertising impact study 
EcoDrive

In June 2016, a study was conducted to assess the impact of the 
“Drive Clever” campaign to promote eco-friendly driving. The  
poster campaign, which was implemented in the German and 
French language areas of Switzerland, consisted of four different 
visuals and was displayed over a period of two weeks at quality 
sites owned by Clear Channel Switzerland. The campaign was  
supported by a number of online advertising measures.
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TIPP N° 5/12
TEMPOMAT NUTZEN 
SPART SPRIT.
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TIPP N° 9/12
VORAUSSCHAUEND 
FAHREN ENTSPANNT.
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EcoDrive campaign uses cross- 
media strategy to produce  
lasting results.
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TIPP N° 10/12
ROLLEN LASSEN 
SPART FRANKEN.
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There was clear evidence of the long-term success of the cross-media strategy.

Over a third of respondents who were able to recall the campaign said that it prompted them to  
change their driving style.

EcoDrive – advertising impact study

This remarkable response is the result of the positive perception of the campaign and its clear and readily 
comprehensible message.

70% of respondents who took notice of the campaign saw it on a poster.

Of these, 73% had a positive impression, and 36% had a clear recollection of it. There were no negative 
impressions.

More anticipatory driving

Switched off engine more frequently  
when stationary

Allowed vehicle to roll more frequently

Used cruise control more frequently

Generally adapted driving style for
for greater fuel economy

Went online to find more information
about “Driving Clever”

Talked about the campaign
with friends, family or colleagues

     Visited campaign website

Talked about the campaign
on social media

Nothing

38%

35%

31%

28%

23%

12%

10%

10%

3%

28%

Strength of recollection

Clear recollection

43% 21% 36%

Faint recollection
Neutral

Neutral

Impression of recollection

7% 20% 73%

Negative 
impression
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The question “What is the message of the campaign in your opinion?” was answered by the  
majority with statements reflecting the subjects raised by “Driving Clever”:

EcoDrive – advertising impact study

Save energy and fuel
Environmentally friendly

Think when driving
Protect the environment

good campaign

Accident prevention

Other
Don’t know / No response

The campaign is not eye-catching

Stress-free driving

Driving safely
Anticipatory driving
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Drive economically 

With prompting, 21% of the respondents recalled having seen the campaign. 
Among 15- to 29-year-olds the number rose to 30%, significantly higher than the control group.

20% 80%

18% 82%

19% 81%

30% 70%

21% 79%

Yes No

Total

15-29

30-49

50-59

60-74


