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APG Posters
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April 2009. It has not been an easy year  
for the media industry. Falling sales, short time 
work – crisis. The whole country is affected. 
And so is APG. But we cannot simply bury  
our heads in the sand. That is not the answer.  
A much more useful idea would be to create 
our own campaign to publicize the benefits of 
posters as an advertising medium. A medium 
that is particularly well suited to boosting sales 
when times are hard. An affordable, flexible  
and powerful communication tool.

APG staff draw up a brief and then hold a  
series of meetings with creative agency Publicis 
in Zurich. The agency will be responsible for  
the campaign. Why? This is the same Zurich-
based agency which – exactly ten years ago, in 
1999 – created a poster campaign with Angie 
Becker that was a hot topic all over Switzer- 
land for weeks.

The first creative proposals arrive a few days 
later. They show a man who immediately  
captures the imagination of everyone who sees 
him. He satisfies every requirement of the  
brief. Ali Kebap is born.
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Lausanne                      
1003 Lausanne
Auflage 5 x wöchentlich 146'822

1083676 / 666.12 / 6'051 mm2 / Farben: 3 Seite 2 20.08.2009

Argus Ref 36150385

Ausschnitt Seite 1 / 1
Bericht Seite 4 / 16

                              
8021 Zürich
Auflage 52 x jährlich 46'866

1083676 / 666.12 / 16'032 mm2 / Farben: 3 Seite 120 19.08.2009

Argus Ref 36136982

Ausschnitt Seite 1 / 1
Bericht Seite 7 / 16

                              
9494 Schaan
Auflage 6 x wöchentlich 8'830

1083676 / 666.12 / 10'603 mm2 / Farben: 3 Seite 16 18.08.2009

Argus Ref 36129781

Ausschnitt Seite 1 / 1
Bericht Seite 15 / 16

                              
1003 Lausanne
Auflage 6 x wöchentlich 61'345

1083676 / 666.12 / 34'111 mm2 / Farben: 3 Seite 7 11.08.2009

Argus Ref 36069169

Ausschnitt Seite 1 / 2
Bericht Seite 3 / 23

Stammausgabe                  
9001 St. Gallen
Auflage 6 x wöchentlich 31'880

1083676 / 666.12 / 23'390 mm2 / Farben: 3 Seite 14 11.08.2009

Argus Ref 36068841

Ausschnitt Seite 1 / 1
Bericht Seite 5 / 23

                              
6021 Emmenbrücke 1
Auflage 52 x jährlich 5'124

1083676 / 666.12 / 15'000 mm2 / Farben: 3 Seite 6 20.08.2009

Argus Ref 36158345

Ausschnitt Seite 1 / 1
Bericht Seite 5 / 16

Lausanne                      
1003 Lausanne
Auflage 5 x wöchentlich 146'822

1083676 / 666.12 / 6'051 mm2 / Farben: 3 Seite 2 20.08.2009

Argus Ref 36150385

Ausschnitt Seite 1 / 1
Bericht Seite 4 / 16

                              
6500 Bellinzona
Auflage 6 x wöchentlich 33'101

1083676 / 666.12 / 8'095 mm2 / Farben: 0 Seite 12 08.08.2009

Argus Ref 36064486

Ausschnitt Seite 1 / 1
Bericht Seite 9 / 23

Ausgabe Stadt+Region Bern/Nord
3001 Bern
Auflage 6 x wöchentlich 31'606

1083676 / 666.12 / 6'659 mm2 / Farben: 3 Seite 40 07.08.2009

Argus Ref 36045406

Ausschnitt Seite 1 / 1
Bericht Seite 11 / 23

Régions                       
1003 Lausanne
Auflage 6 x wöchentlich 45'639

1083676 / 666.12 / 8'826 mm2 / Farben: 3 Seite 17 18.08.2009

Argus Ref 36130312

Ausschnitt Seite 1 / 1
Bericht Seite 11 / 16

Lausanne                      
8021 Zürich
Auflage 5 x wöchentlich 81'287

1083676 / 666.12 / 4'877 mm2 / Farben: 3 Seite 10 07.08.2009

Argus Ref 36042905

Ausschnitt Seite 1 / 1
Bericht Seite 10 / 23

                              
9490 Vaduz
Auflage 6 x wöchentlich 10'542

1083676 / 666.12 / 24'089 mm2 / Farben: 3 Seite 10 12.08.2009

Argus Ref 36081355

Ausschnitt Seite 1 / 2
Bericht Seite 26 / 35

                              
6601 Locarno
Auflage 52 x jährlich 60'790

1083676 / 666.12 / 10'715 mm2 / Farben: 3 Seite 8 16.08.2009

Argus Ref 36130632

Ausschnitt Seite 1 / 1
Bericht Seite 16 / 16

                              
1705 Fribourg
Auflage 6 x wöchentlich 38'801

1083676 / 666.12 / 19'844 mm2 / Farben: 3 Seite 9 12.08.2009

Argus Ref 36084051

Ausschnitt Seite 1 / 1
Bericht Seite 25 / 35
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The teaser campaign The reactions
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3 August 2009. A chubby kebab seller with a 
gap in his teeth grins out from APG’s billboards. 
Ali Kebap is “NEW in Town”. Just in the towns? 
Not at all – the friendly Turk suddenly starts  
appearing in hamlets and villages all over  
Switzerland. 

And all over Switzerland the people ask: Is 
there a new kebab shop opening in the village? 
Or is this a campaign for a fast-food chain?  
Or maybe even for a political party? Journalists 
research the phenomenon and speculate about 
Ali’s origin. Even the television picks up on  
the story. And that’s not all. A large number of 
blogs and web forums begin discussing Ali  
Kebap and wondering who he might be. “When 
will we find out what the teaser campaign is  
all about?” they ask.



Ausgabe Stadt+Region Bern/Nord
3001 Bern
Auflage 6 x wöchentlich 31'606

1083676 / 666.12 / 7'475 mm2 / Farben: 3 Seite 36 18.08.2009

Argus Ref 36127300

Ausschnitt Seite 1 / 1
Bericht Seite 2 / 35

                              
1705 Fribourg
Auflage 6 x wöchentlich 38'801

1083676 / 666.12 / 4'391 mm2 / Farben: 0 Seite 10 18.08.2009

Argus Ref 36129501

Ausschnitt Seite 1 / 1
Bericht Seite 13 / 16

                              
1701 Fribourg
Auflage 6 x wöchentlich 16'876

1083676 / 666.12 / 7'679 mm2 / Farben: 3 Seite 16 18.08.2009

Argus Ref 36128080

Ausschnitt Seite 1 / 1
Bericht Seite 3 / 35

Stammausgabe                  
9001 St. Gallen
Auflage 6 x wöchentlich 31'880

1083676 / 666.12 / 5'304 mm2 / Farben: 0 Seite 14 18.08.2009

Argus Ref 36126896

Ausschnitt Seite 1 / 1
Bericht Seite 8 / 35

Lausanne                      
1003 Lausanne
Auflage 6 x wöchentlich 40'561

1083676 / 666.12 / 19'086 mm2 / Farben: 3 Seite 17 11.08.2009

Argus Ref 36067629

Ausschnitt Seite 1 / 1
Bericht Seite 1 / 23

Feuille d'avis du Valais      
1951 Sion
Auflage 6 x wöchentlich 42'700

1083676 / 666.12 / 8'914 mm2 / Farben: 3 Seite 17 18.08.2009

Argus Ref 36129547

Ausschnitt Seite 1 / 1
Bericht Seite 14 / 16

Zürich                        
8008 Zürich
Auflage 5 x wöchentlich 160'000

1083676 / 666.12 / 12'360 mm2 / Farben: 3 Seite 2 17.08.2009

Argus Ref 36126626

Ausschnitt Seite 1 / 1
Bericht Seite 10 / 35

                              
1003 Lausanne
Auflage 6 x wöchentlich 61'345

1083676 / 666.12 / 13'875 mm2 / Farben: 3 Seite 7 18.08.2009

Argus Ref 36126516

Ausschnitt Seite 1 / 1
Bericht Seite 5 / 35

Zürich                        
8021 Zürich
Auflage 5 x wöchentlich 198'778

1083676 / 666.12 / 6'737 mm2 / Farben: 3 Seite 7 18.08.2009

Argus Ref 36125362

Ausschnitt Seite 1 / 1
Bericht Seite 1 / 35

                              
7007 Chur
Auflage 6 x wöchentlich 10'196

1083676 / 666.12 / 4'713 mm2 / Farben: 0 Seite 5 18.08.2009

Argus Ref 36130120

Ausschnitt Seite 1 / 1
Bericht Seite 12 / 16

Lausanne                      
1003 Lausanne
Auflage 5 x wöchentlich 146'822

1083676 / 666.12 / 5'354 mm2 / Farben: 3 Seite 4 18.08.2009

Argus Ref 36124510

Ausschnitt Seite 1 / 1
Bericht Seite 6 / 35
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APG-Plakate 
machen erfolgreich.

25 x in Town
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Everyone is talking about Ali KebapAPG reveals the secret

17 August 2009. “Ali Kebap mystery solved”. 
This and similar headlines appear in most of the 
Swiss daily newspapers. It is no surprise to  
us, of course, but it causes great astonishment 
everywhere else. APG is behind Ali Kebap?  
Yes, in the middle of an economic downturn, 
APG is promoting its own medium. With great 
success in fact. Fan groups appear on Facebook, 
APG receives a substantial number of orders  
for posters as well as a non-stop stream of calls 
from journalists wanting to interview the real Ali. 
Ali Kebap becomes a cult figure within a very 
short time – throughout Switzerland.
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4 September 2009.  
After the teaser campaign, Ali’s story 
takes a surprising twist: more staff, 
more branches, more success. On the 
heels of the Ali Hotel comes Ali Kebap 
Airways.

The success story continues

6

The secret of a successful teaser campaign

This was not the first time that the Publicis 
agency had created a teaser campaign  
that had got the whole nation talking. Ten 
years ago, they scored a big success with 

“Angie Becker“. Is there a formula for  
a successful teaser campaign? Yes, and 
Publicis knows what it is.

The requirement of the APG brief is clearly  
stated: the campaign must prove the effective-
ness of poster advertising beyond all question. 
It must show that posters are not just a medi-
um for international brands. On the contrary; 
they can help small and medium-sized compa-
nies generate a lot of interest in their products 
for not a lot of money. And it should also be 
proved that posters are the most important sell-
ing medium. Why? Because they can be placed 
very precisely in the required target market –  
in the place where the decision to buy is  
made: out of home.

After developing the Ali concept, Publicis  
begins to draw up the campaign. Right from the 
very beginning, they exclude any possibility of 
Ali being a “good-looking photographic model“. 
He has to be a true-to-life kebab seller. Working 
with the photographer, the agency quickly  
assembles a number of kebab stands, and casts 
a variety of characters. They then narrow down 
the field. And Ali – or rather Hasan – stands 
out from all the candidates immediately.

The campaign needs to look real, and to feel 
authentic – as if the owner of a “real” kebab 
stand had produced it himself. A difficult job for 
the graphic artists, who are used to producing 
polished artwork to a very high standard.  

But also a challenge. The ad agency works on  
different layouts, selects a bright amber back-
ground as the colour theme and deliberately 
designs the typography to appear awkward.  
Finally, they take studio shots of Ali in a variety 
of poses.

A greater focus on posters
Once the interest in Ali takes hold, people  
begin to wonder about Ali the person. Who is 
Ali and who is behind him? Both journalists  
and private individuals begin to investigate the 
mystery. The press receives an inquiry nearly  
every hour. There is increasing speculation that 
APG is behind the campaign.

And what exactly is the most important ingre
dient in a teaser campaign? That‘s an easy one. 
Secrecy. It sounds simple enough in theory, 
but it is often difficult to achieve in the real 
world. Everyone involved – from the creative 
team to the logistics staff – must comply  
with this condition absolutely.

Was the poster campaign a success? Yes,  
Publicis certainly thinks so. Talking to other ad-
vertisers and media agencies will confirm that 
this is the case. Since Ali Kebap, advertisers 
have been much keener to include posters in 
their advertising campaign.
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“Ali Kebap was a stroke of luck for APG“ Ali Kebap gains a following

APG posters are a success for advertisers. 
After Ali Kebap, nobody in Switzerland 
could fail to know this. Beat Holenstein 
knows why poster campaigns are so  
successful.

Sascha Hardegger: Mr Holenstein, the Ali 
Kebap campaign caused huge ripples through-
out Switzerland. Newspapers and television  
reported on it and customers reacted to it in a 
wide variety of ways. What is your verdict?
Beat Holenstein: We achieved, even exceed-
ed, our goals. I am very happy with the 
campaign. Thanks to that poster, Ali Kebap, 
who was previously completely unknown, 
became a topic of conversation all over 
Switzerland, and even abroad. All within a 
very short time. I ask you: what other 
medium can do that? None!

Why, in your opinion, did Ali have such a  
powerful effect on the population?
There were a number of reasons. The teaser 
campaign made people think: “Who is Ali? 
Who or what is behind it?“ The eye-catch-
ing, yellow poster prompted a real mixed 
bag of emotions. And Ali seemed to be 
everywhere.

What were your objectives for the campaign?
First, to show that posters can help any 
company to be successful, whether they 
are from a village or a big city. This is 
because the medium allows them to focus 
very precisely on a specific geographical 
area. No other medium is more effective 
in doing this. That is why posters are such 
a superb “selling medium“. The Ali Kebap 
campaign showed this quite clearly.

On 29 December 2009, the “Tages Anzeiger” 
newspaper chose Ali Kebap – along with Zurich 
Mayor Corine Mauch – as its “Person of the 
Year”. Did that surprise you?
No. You have seen for yourself how post-
ers can help you achieve ambitious goals 
within a short space of time.

Mr Holenstein, thank you for your time.

Interview with Beat Holenstein, Head of Marketing & Acquisition for APG
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Recall

Brand recognition

Appeal

APG

Kebap / döner

Ali Kebap

Don‘t know

Poster company

Various mentions

APG Kebap

Food

Restaurant

Ali / Big Ali

Recall

Brand recognition

Appeal

Women

Men

15–24

25–34

35–49

German-speaking Switzerland

French-speaking Switzerland

Women

Men

15–24

25–34

35–49

German-speaking Switzerland

French-speaking Switzerland

Women

Men

15–24

25–34

35–49

German-speaking Switzerland

French-speaking Switzerland

Overview of totals
In % of persons surveyed (recall) or of persons
with recall (brand recognition, appeal)

Recognized brands
In % of persons with recall

Comparison of PPI® averages
In % of persons surveyed (recall) or of persons
with recall (brand recognition, appeal)

Feature-based recall
In % of persons surveyed

Feature-based brand recognition
In % of persons with recall

Feature-based appeal
In % of persons with recall

Facts and figures at a glance

∅ PPI® ∅ Ali Kebap 79% > ∅ Ali Kebap 63% >

∅ Ali Kebap 61% >

∅ PPI®

∅ PPI®

∅ PPI®

Correct recognition
Incorrect recognition

78

79

79

63

61

49

55

63

63

61

59

55

67

66

72

61

62

60

59

61

70

61

56

61

80

82

82

75

75

83

49 54

63

55

63

56

61

57

62

52

65

54

62

56

65

50

57

51

44

46

52

39

17

13

13

6

4

4

2

1

1

Number of posters  
per wave and week
in formats  
F12, F200, F200L, F24 and
in F4 format

Performance
Target group 3.4 million
Reach 77%
Contacts 41 
TCP CHF 9
GRP 3,385
Contact class 5

1,250

500
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Formats – advertising exposure
The teaser campaign was posted all over  
Switzerland in F12L, F200L and F24 (F4) for-
mats. According to SPR+, the title “NEW in 
Town” achieved an average advertising expo-
sure of 3,385 GRP*. This was in the contact 
class 5. 

PPI® recall: 79 percent**
The campaign achieved stable values in all  
sociodemographic subgroups. These are above 
the PPI® average. The 42 GRP per % recall 
means that this was a very effective campaign. 

Brand recognition: 63 percent
Mainly men and younger age groups correctly 
recognized the brand. The German-speaking  
regions achieved better results here than the 
French-speaking regions. The overall values  
are above the PPI® average.

Appeal: 61 percent
The campaign achieved stable values in all  
sociodemographic subgroups. These lie near  
the PPI® average.

Conclusion
For a new brand, “Ali Kebap” achieved very 
good values above the PPI® average.

GRP (Gross Rating Point) 
This is a media planning term. 
It is used to measure adver-
tising exposure and is the 
gross reach in percent within 
the potential target group.

PPI® Poster Performance 
Index
The APG study examines the 
advertising effectiveness of 
national poster campaigns. 
It evaluates recall, brand 
recognition and appeal in 
a post-test carried out in 
Switzerland and produces 
benchmarks using the data 
on average values available 
within the sector.
 

*

**

Facts and figures at a glance



Ali chosen as Person of the Year 2009
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