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“ You can not optimize
what you do not measure. ”
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Marketing is evolving and so is the Full Potential. In 2016 we had to include the
new research on what is efficient in marketing. Digital has evolved for sure but
there is more. In branding we added a storymaking dimension as well as branding
evolution.
However the main goal of this study remains the same : to analyze the quality of
communication deployment. How to deploy ? Where to invest ? How to design a
strategy ?
Full Potential is a tool that analyzes competitors, markets and one’s own brand.
It helps select the best field of operations to implement a budget most efficiently.
In the marketing toolbox, Full Potential is like a radar. It is simple to activate and
precise; it helps make strategic choices or validate a tactic.
Enigma Lab is proud to present the conclusions of a study of 60 brands.
Use it well !
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2016 Full Potential Study:
a large room for improvement
for Swiss brands
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The brands analysed in 2016 score
an average of 47.4 points out of 100.
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A study by the Enigma Lab on
60 Swiss brands shows that
most of them do not exploit
enough marketing opportunities
available nowadays. The evolution since 2015 does not move
towards an improvement.
In an environment that evolves, standing still means moving backwards. This
is the conclusion we can draw from our 2016 Full Potential study. Compared to
2015, most of the brands observed have lost points. This does not mean that they
have less well managed their marketing and communication activities, but rather
that they have failed to take advantage of the new tools and techniques at their
disposal.

7

During the month of July 2016, Enigma teams have applied our Full Potential
analysis tool to 60 brands on the Swiss market. These same brands had already
been studied in 2015 and the year to year comparison is highly instructive.

A scenery more fragmented than in 2015
The first thing that strikes is the volatility of the scores. Where they ranged
between 43 and 75 in 2015, they are now spread between 26 and 68 ! If brands
have lost 9 points on average, individual results are very interesting : only three
brands have progressed :
............................ Microsoft (+6 pts)
............................ Peugeot (+6 pts)
............................ EasyJet (+4 pts)
Conversely, others have lost lots of altitude from 2015, such as :
............................ Mobility (-23 pts)
............................ Assura (-22 pts)
............................ Groupe E (-22 pts)
............................ upc (-22 pts)
............................ SIG (-22 pts)
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How to explain such an almost generalized decline ? Remember that the Full Potential measures first of all the degree of use of the means available to brands.
If scores have declined, it is primarily because the studied panel did not adapt to
certain developments.

Underused tools
The world has changed between 2015 and 2016, and this is especially true in what
concerns the digital field. This spring, Instagram launched the company profiles.
Snapchat begins to gain a real place in communication strategies with the addition of several features specially designed for brands.
That is why these two tools have been factored into the 2016 study, which was
not the case in 2015. But only 6 brands use Snapchat, while 20 exploit Instagram
very well.

8

Nescafé : one of the good Igers

This year, we have also replaced storytelling by storymaking in the evaluation
grid. Indeed, brands go beyond telling stories : they now encourage their fans
to stage, to share their experience or their love of products through their own
content (User Generated Content). Here also, the observed brands lag behind.

Storymaking according to MySwitzerland
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Social media: time of maturity
Facebook exists for 12 years, Linkedin for 13 and Twitter blew ten candles this
spring. Let’s just say that these media have settled deep into our lives and into
marketing strategies. Best practices have emerged, new features are regularly
emerging, such as Facebook Live or Periscope. However, it is no longer enough to
be present on these platforms anymore : we must use them properly.
In our 2016 assessment, we attached more weight to the committment achieved by the brands, as well as to the judicious exploitation of their specificities :
mentions, tagging, use of # and @ on Twitter, etc. On the panel observed, only 7
brands use Twitter correctly out of the 52 that are present on the platform !

9

SIG on Twitter : a success story
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Hustling at the top
In Top 5, only three brands were already present at this level last year. Apple
maintains its place as leader, but now must share it with Easyjet, which took advantage of the new opportunities and progressed by 4 points this year. The lowcost airline ranked indeed “only” 13th in 2015.
If Uber remains firmly wedded to its 3rd place, the second of 2015, Zalando, now
only tanks 5th after a loss of 11 points. Stable at -1 point, Swatch also enters top
5, ranking 4th, thereby exhibiting 6 places increase as compared to last year. This
good result is due to a much better use of advertising.
Finally, Tag Heuer and Aldi pay for these changes at the top of the hierarchy. The
watchmaker lost 17 points and 9 places, while Aldi lost 21 points mainly because
of rather low scores in advertising and digital approach. This made it lose 15
places !

Conclusion
The Full Potential study can be read at different levels, depending on the reader’s
perspective and interest. Our study enables to use small iterations to adjust, to
change according to current priorities, campaigns, or to the target market evolu-
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tion. If you go beyond the Swiss benchmarking and want to give a different perspective to your study, we have also compared businesses in the same industry.
Next, you will find our conclusions by sector.
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2016
Full Potential Study
by Industry

Watchmaking Industry
under the Microscope
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Our 2016 Full Potential study
looked at three watch brands:
Omega, Tag Heuer and Swatch.
The latter knew best how to
hold its own scoring 64 points,
i.e. ten more than the other
two. It should be noted that this
result places Swatch 4th in the
2016 overall raking: a nice
advancement from 2015 when
it ranked tenth.
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Of course, Swatch does not play in the same category as Omega and Tag Heuer,
which both have a luxury positioning among the middle segment. However, the
detailed observation of the results comes with some surprises.

Advertising
It is with advertising that Swatch made part of the difference : scoring 82, it has
more that twenty points ahead its competitors, who are yet well above the overall
average (47.4). Nothing particularly dazzling for Swatch, but simply a balanced
use of the various markers.

Digital
In terms of digital approach, Swatch (41) and Omega (42) are neck and neck,
while Tag Heuer has one short step ahead with 49 points thanks to... LinkedIn,
particularly well-used. For the rest, the three brands are ultimately quite low on
social networks with the exception of Instagram, a tool they all mastered perfectly (10 points each). Still, all three are above the average (37.4).

13
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Branding
Finally, it is branding that complements Swatch’s advance. With 69 points, it
outdistances Omega and Tag Heuer and their 58 points each, slightly above the
overall average (54.9). Just like for advertising, Swatch makes the difference,
because it is not low on any of the criteria. In front, Omega and Tag Heuer can
progress on the Why and the segmentation.

Our advice for the watchmaking
industry: improve the use of
social networks with a strategy
aiming at the commitment and
not only at the reach.
Omega: 53 points
14

Tag Heuer : 55 points

Swatch : 64 points
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Our 2016 Full Potential study
looked at four retail brands:
Migros, Coop, Aldi and Manor.
This year, Migros is well ahead.
With 59 points, the orange giant
is 9 points ahead the second
(Aldi) and 18 ahead the last
(Manor). This good score
allows Migros to keep its 6th
place in the overall ranking.
16

In 2015 Aldi was shortly ahead of Migros. This year, the hard
discounter felt behind mainly because of the advertising.

Advertising
With a score of 80 points, Migros crushes its competitors : Coop is second with 57
points, well ahead of Manor (29) and Aldi (27). As the overall average is 47.4, it is
pretty amazing to see these two actors of retail lagging behind as much in terms
of advertising. Migros stands out by a good and very balanced use of all the
criteria observed (8/10 for each of them). It should be noted that this excellent
score places Migros second in terms of advertising, just after Swatch (82).

Digital
However, in terms of digital approach Migros still has a good margin of progress
since it finishes last in this category, with 30 points. Only Coop (39) managed to
exceed the global average (37.45). Therefore, the entire sector can do better in
this area. For everyone, weaknesses are the accessibility (mobile compatibility,
loading speed) and the use of social networks, with the notable exception of Coop
on Instagram (7/10).

16
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Branding
It is branding that saves Aldi : with 75 points, the hard discounter gets ahead of
Migros (68). The other two are fighting with the overall average (54.9) : Manor
(55) barely reaches it, while Coop (46) is underneath. Against Migros, Aldi makes
the difference thanks to a very strong Why and to a passionate commitment of
its fans : Aldi harvests 8/10 in storymaking & User Generated Content. These two
strengths allow to compensate a brand scalability much lower than that of Migros : 1/10 versus 9/10.

Our advice for the retail industry:
improve digital experience by
making websites more accessible
from a mobile device and
Migros : 59 points

ensuring faster loading. Seek
the commitment of the

17

public by a truly social use of
eponymous networks.

Coop : 47 points

Aldi : 50 points

Manor : 41 points
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under the Microscope

Full Potential report

Switzerland 2016

Online Retail

19

Our 2016 Full Potential Study observed three brands in
the online retail of shoes and
clothing: Zalando, Ackermann
and La Redoute. As in 2015, it
is Zalando that dominates the
debates with its score of 63
points. However, its lead versus
La Redoute melted in half: only
6 points separate them now.
Ackermann gets only 27 points,

19

an extremely low score that puts
this brand to the penultimate
place in the overall ranking.
Second in the 2015 overall ranking, Zalando loses a little altitude this year and
falls to the 5th place. It’s still a great performance. Compared to La Redoute, the
German brand is characterised by a slightly higher performance in branding (72
vs. 60) and advertising (75 vs. 68), which is sufficient to allow it to maintain the
lead in its class.

Advertising
Zalando’s score in advertising is excellent : with 75 points, the brand dominates
not only the online retail category, but also holds the 4th place in the overall
ranking in this field. La Redoute is not bad either with its 68 points, but the main
difference is on the best use of incentives by Zalando (8/10). On all other criteria,
the two brands are really neck and neck.

19
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Digital
As for the other sectors, it’s the digital that falls down. Zalando (42) and La
Redoute (43) barely float above the overall average (37.4). This is, however, a
surprise for two actors who position themselves as pure players of e-commerce.
As accessibility (loading speed, mobile compatibility) is quite low, this is the last
straw ! As far as social networks are concerned, no other brand is really comfortable, but Zalando hets ahead of La Redoute by a better use of Snapchat (10/10 vs.
6/10).

Branding
It is in the field of branding that Zalando wins fame. With 72 points, the German
brand gets the 8th score in the field this year. As for La Redoute, it is overall
better on all the criteria, with the notable exception of the storymaking and the
User Generated Content. A surprising result which tends to show that Zalando
customers are less enthusiastic about their experience than those of La Redoute,
since they speak less (3/10 vs. 7/10). This suggests that La Redoute has one step
ahead to transform this attachment into commitment on the social networks.

20
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Our advice for the online retail
industry: improve digital
experience by making websites
more accessible from a mobile
device and ensuring faster loading. As far as social networks
are concerned, there is a nice
place waiting for the brand
that will know how to create its
Zalando : 61 points

fans’ commitment.
21

Ackermann : 27 points

La Redoute : 57 points
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Our 2016 Full Potential Study
has studied six brands of the
insurance industry: CSS,
La Mobilière, Helsana, Atupri,
Assura and Aquilana. It is
Helsana who is doing best, with
a pretty modest score of 57
points. This sector gets rather
low results: 40 points on
average, versus 47 if we consider
all the sectors. Conclusion:

23

insurance industry can push its
marketing forward.
Fifteenth in the 2015 study, Helsana rises to the eighth place in 2016. A nice
progression that is sustained by a position of undisputed leader in its category :
Helsana is simply better on all fronts.

Advertising
Especially Helsana (71) and La Mobilière (53) get good scores for their advertising
activities : all others are below the overall average (47.4). It should be noted that
CSS and Atupri are just under the surface with a good use of digital advertising.
This criterion is also rather well mastered by all the observed brands since none
gets less than 5/10.

23
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Digital
In this area, the observed brands are generally below the 37.4 global average,
except Helsana (48) and Atupri (46). Assura (37) barely floats above the surface.
Rather unexpected observation : with the exception of Helsana, all actors have
made efforts with respect to accessibility. Both in terms of mobile compatibility
and of loading speed, scores lie between 4 and 6 out of 10. These scores place the
insurance industry ahead others, such as watchmaking or retail, for example.

Branding
In branding, only Helsana and its 70 points manage to rise above the overall average (54.9). All the others are below, including La Mobilière (50). Yet, we feel a
tendency to push the branding, which makes sense for a market marked by benefits that are often complicated to understand and therefore difficult to differentiate. But scores remain, however, very low. Apart from the segmentation which
is often pretty well made, other criteria are only rarely well exploited, including
the Why and the storymaking.

24
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Our advice for the insurance
industry: better deploy a strong
branding to seduce a target
that is not very enthusiastic
about a diﬃcult to understand
and unattractive market.
Improve commercial dimension,
particularly by a better use of
neuromarketing and incentives.
CSS : 34 points
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La Mobilière : 44 points

Atupri : 42 points

Helsana : 64 points

Assura : 37 points

Aquilana : 26 points
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Beverage Industry
under the Microscope
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Our 2016 Full Potential study
looked at four beverages
brands: Rivella, Coca-Cola,
Coca-Cola Life, Henniez,
Fanta and Cardinal. Reference
brand in the world of
marketing, Coca-Cola wins
in this category, scoring
54 points. It is also the only
one of the six brands that
is above the overall average

27

of 47. Therefore, this
industry has a large room
for improvement.
Tenth of the 2015 study, Coca-Cola lost six places in this 2016 ranking. Difference
is made especially in branding : Coca-Cola dominates less clearly the other areas.

Advertising
Neuromarketing remains weakly exploited by the brands in the beverage industry, with the exception of Coca-Cola (5/10) and Fanta (6/10). Rivella (4/10) is not
far away, while the other three can still more forward. However, we find that
several brands have succeeded in appropriating a strong and immediately recognizable concept : apart Henniez and Cardinal, all brands are between 6/10 and
10/10 in advertising personality. Overall, this industry is nearly 9 points behind
the overall average, which is surprising in view of their extensive presence on the
advertising spaces.

27
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Digital
In terms of digital approach, only Coca-Cola (39) managed to exceed the average
(37.4). An anything but impressive score for a global brand that has embraced the
digital world for a long time. As is often the case with consumer brands, the accessibility of the sites remains a little low, with scores between 3 and 5 out of 10.
The commitment of the public on social networks remains low. The only exceptions are Coca-Cola and Fanta with Snapchat and Coca-Cola Life with Instagram :
each gets 10/10 on these platforms.

Branding
It is here that Coca-Cola actually widens the gap : its excellent 73 points score is
the 6th best of the year. The only weakness in this area is the almost total lack
of storymaking and User Generated Content. It should be noted that no competitor in this industry gets more than 2 points on this criterion, which is quite
surprising for products that are often associated with positive moments, full of
emotions.

28
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Our advice for the beverage
industry: better use neuromarketing techniques to produce
commercials that fascinate
even more. Seek to engage the
fans on social networks and
encourage them to share their
experiences with the brand.

Rivella : 38 points
29

Henniez : 42 points

Cardinal : 34 points

Fanta : 44 points

Coca-cola : 54 points

Coca-cola life : 41 points

29

Energy Industry
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Our 2016 Full Potential study
looked at three energy distribution brands: SIG, Romande
Energie and Groupe E. With
an average of 38.6 points versus
47 for the overall ranking, it
is simply the weakest industry
of the 2016 ranking.
Three brands are neck to neck, although Romande Energie (41 points) narrowly
dominates SIG (38) and Group E (37). It owes this result to advertising. It should
be noted that none of the actors reaches the average, just like in the food and

31

photography industries. The three brands try to act on the branding and the storytelling, which seems a good approach in a market where products are difficult
to distinguish.

Advertising
Paradoxically enough, this sector makes a pretty good use of digital advertising,
since the three brands score 7/10 on this criterion. If Romande Energie manages
to make the difference, it is because it is the only one to venture into the path of
neuromarketing (4/10) and also by appropriating a well-differentiated communicational territory (advertising personality : 5/10).

Digital
In this area, Romande Energie and Group E, both at 40 points, dominate SIG (33).
Romande Energie gets its best results on accessibility (6/10 in loading speed), on
SEO (5/10) and on the use of Facebook (5/10). In its turn, Group E has also focused
its efforts on accessibility (5/10) and Facebook (5/10). But it is its good use of the
Call to Action (6/10) that allows it to rise to the level of Romande Energie.

31
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Branding
In branding, Romande Energie loses a little altitude with a pretty low score of 44,
against 50 for SIG and 52 for Group E. The fault is of an almost non-existent Why.
SIG distinguishes itself by a very successful segmentation (9/10), while Groupe E
is just smoother on all of the criteria, without a real strength.

Our advice to the energy industry:
further improve the use of
branding, especially through
a better storytelling and by
encouraging the storymaking.
Improve advertising dimension
Romande Energie : 41 points

to obtain more respondents
thanks to the exploitation of
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neuromarketing techniques
and of incentives.

SIG : 38 points

groupe E : 37 points
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Airline Industry
under the Microscope
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Our 2016 Full Potential study
looked at three airline brands:
Easyjet, Swiss and Air France.
With its 68 points, Easyjet
dominates not only its class, but
also the overall ranking of
this 2016 study. It should be
noted that the three brands
achieve scores above the global
average of 47. We are therefore
dealing with a rather performing

34

sector in terms of marketing.
With 20 points ahead of both competitors yet already rated, Easyjet shows an
excellent grasp of the box tools of modern marketing. Its excellent score of 68
points allows the pioneer of low-cost flights to take the lead of the 2016 ranking,
after being only 13th in 2015.

Advertising
With 73 points in this area, Easyjet largely dominates the debates, by leading the
entire game. Swiss (50) and Air France (53) are neck to neck, above the average
(47.4). However, the three brands make a relatively measured use of the potential
offered by the neuromarketing (between 3 and 5 out of 10). If we can be impressed
by the 10/10 in digital advertising of Easyjet, we shouldn’t forget to mention the
8/10 of Air France, which is not far behind. Besides, Air France shows an identical
advertising profile to that of Easyjet, which is simply less developed.

34
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Digital
In terms of digital approach, we are surprised once again of the low web accessibility proposed by the three brands : between 2 and 4 out of 10, the score seems
relatively low for a market where the distribution network has been almost entirely replaced by the web. With 39 points, Swiss is slightly lagging behind Air
France (48) and Easyjet (50). With respect to this dimension, the first two show a
quite different profile : Air France is very strong on the use of Call to Action, while
Easyjet counts on a more diversified use of social networks. The three brands are
very comfortable with Instagram (8/10 for Easyjet and 10/10 for the other two).

Branding
It is branding that saves Swiss : running behind in its digital and advertising approach, the Helvetic company gets the average in this dimension with 55 points,
while Air France is significantly below with 44 points. Here also, Easyjet masters
its subject with a score of 85 points that places it second behind Apple. Both Swiss
and Air France are very weak on the Why. Swiss however gets a very good score
on storymaking (8/10), just behind Easyjet with 10/10. The two companies appear
to offer a more exciting experience than Air France, which only harvests 3/10.
35
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Our advice for the airline
industry: improve web
experience by working on
the loading speed of
their sites and their mobile
compatibility. In terms
of advertising, all the brands
could beneﬁt from a better
use of neuromarketing
EasyJet : 68 points

techniques.
36

Swiss : 48 points

Air France : 49 points

36

Technology Industry
under the Microscope
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Our 2016 Full Potential study
looked at four technology
brands: Apple, Sony, Samsung
and Microsoft. It is Apple
that wins in this category. With
68 points, the apple brand
gets the best score of 2016, on
par with Easyjet.
Apple has a comfortable lead of 13 points over its nearest competitor, Microsoft.
Sony barely reaches the average (47 points) while Samsung is slightly below (44).
Apple dominates all the dimensions of the study, even if it is in branding where
the difference is the most obvious : with 93 points, it keeps Samsung away, al-

38

though it achieves an excellent score in this area (81).

Advertising
In this dimension, we find the good ones on the one side : Apple (62 points) and
Microsoft (56) are well above the overall average (47.4). On the other side there
are Sony (36 points) and Samsung (23), well below. What is striking is the low use
of neuromarketing techniques. Only Apple is doing quite well with 5/10. Conversely, Samsung does not use neuromarketing and incentives enough and does not
have a sufficiently well-defined communication territory. As a result, the effectiveness of its real efforts in digital advertising (7/10) remains limited.

Digital
Here too, Apple (48) dominates and Samsung (29) brings up the rear. Microsoft (38)
and Sony (40) remain slightly above the overall average (37.4). Probably fearful to
put their products forward, all these brands get low marks in terms of loading speed
(between 2 and 4 out of 10). With the exception of Apple (8/10), the sites of brands
in this sector offer poor mobile experience (between 2 and 4 out of 10 only), which
is quite surprising. As far as social networks are concerns, there is a great disparity
between Microsoft and Sony, rather well noted, and Apple and Samsung, less happy.

38
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Branding
In the branding dimension, there are very good students who are all beyond the
average (54.9) : a margin ranging from 10 points for Sony to almost 40 for Apple !
No common characteristic emerges. It was noted however that Sony is the only
brand that only obtained very little from the storymaking (2/10) while the other
three are at 10/10. Thus, customer experience seems very exciting ! The Why, how
and what is well developed at all the actors, except for Microsoft

Our advice for the technology
industry: redeﬁne the digital
strategy to target the commitment of fans and not only
the reach. Improve websites
Apple : 68 points

accessibility. Better use
neuromarketing and advertising

39

dimension in general.

Sony : 47 points

Samsung : 44 points

Microsoft : 43 points

39

Automotive Industry
under the Microscope
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Our 2016 Full Potential study
looked at four automotive
brands: VW, Fiat, Peugeot and
Audi. Peugeot, which is one
of the few brands to have
progressed since 2015, leads this
pretty weak category: an average
of 44.2 points versus 47 for the
overall ranking. With 52 points,
the French manufacturer
dominates Fiat (49), VW (47)

41

and ﬁnally Audi (29).
Audi, with its very low score of 29 points, drags the average down. Despite this
correction, our study highlights an automotive industry whose marketing is not
very much in line with the times. This result corresponds pretty much to an industry suffering from a period of doubt about its future, which has to confront to
new uses and expectations from consumers.

Advertising
The VW brand, which suffered the troubles that we know, has put much effort in
its advertising to win back motorists’ hearts. With 74 points, “das Auto” holds
the 5th advertising score of the year. Very strong in the use of neuromarketing
(8/10), VW is only a bit lower than in advertising personality (5/10). Given its recent history, it is quite logical that the brand is far from its usual communication
territory.

41
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Digital
In terms of digital approach, it is Peugeot that leads the dance with a score of 45,
slightly above the average (37.4). It is above all an advantage gained on the web,
with the good use of SEO and the Call to Action. Accessibility is average (5/10),
just as for Fiat and Audi (4/10 each). Apart from Instagram, very well used by
Peugeot and Fiat, social networks are still an area where the industry can improve
overall.

Branding
In terms of branding, Fiat regains advantage over Peugeot, with 70 points versus
62. This is well above the average (54.9). Both are very strong in Why, how and
what, but Fiat is slightly above. This is also the case in storytelling and storymaking, two elements that the Italian brand exploits just a little better. VW and
especially Audi place less emphasis on branding : should we see here a certain
German coldness that opposes the Latin nature.

42
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Our advice for the automotive
industry: rethink a social
strategy that aims at the commitment to strengthen the
digital dimension. In addition,
this approach can allow
brands to reconnect with their
audience, in order to better
understand their expectations.
VW : 47 points
43

Fiat : 49 points

Audi : 29 points

Peugeot : 52 points

43
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A qualitative brand analysis
The risk is to end up counting fans. We thus created a qualitative analysis tool.
With more than 60 control points in three different categories, each question was
segmented with precision so that the points attribution is clearly identified.
All three dimensions are detailed as follows :
Branding
Branding is what belongs to the brand’s field related to visual and moral aspects.
Therefore, the graphic consistency but also the perception of the story of the
brand and her profound motivation are looked over. It also includes what allows
to create a relationship with the consumer and the speech’s adaptability of the
brand towards distinct segments of clients.
The branding dimension in the full potential analyses the ways in which a brand
takes advantage of current marketing tools. We integrated simon sinek’s theory,
according to which the “why”—the deep raison d’être of a brand—is what motivates us most. Some important elements, such as the history of a brand and the
user generated content about the brand were also analyzed.
Advertising

45

The notion of advertising gathers all advertising formats that enable to get in
touch with the consumer. This can be done with the use of fascination triggers in
order to memorize the message of the brand and with the use of call-to-actions.
Advertising has to be understood here as an ecosystem allowing to reach new
targets.
We specifically used sally hogshead’s theory “fascinate” to look into neuromarketing : the seven triggers of fascination and their use in selected advertising.
Digital
Digital is used here in a wide definition. We include digital platforms from brands
such as social media, website... But we go one step further by taking in consideration the point of view of the user. Social media are therefore a way of dialogue,
when the website provides a
Service and has to meet several criterias (speed, accessibility...).
Thus, we measured the engagement, the use of various social networks, speed
(and accessibility) of a website from various entry points on a desktop, on a mobile device, as well as the seo.
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Agile decision-making tools
The enigma lab has created a tool for brand analysis that is an agile decision-making device allowing a strategic focus on three axes : branding, advertising and
digital platforms.
With more than 60 control points, this tool can identify the strengths and
weaknesses of a brand at a given time, as well as its capacity to expand independently from its investments.

60 Brands selected by cominmag
The Full Potential study was conducted in partnership with cominmag. The magazine selected 60 brands that were swiss or that had a strong visibility/activity
in Switzerland. Enigma Lab analyses them using the media focus categories.

One ad, one brand, one website
and social media
For each brand, we selected an ad that was less than a year old and shown in
Switzerland. We also listed their website and their specific social media.
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Your study

Order your full potential study now
Would you like to analyze your brand and your competitors
to help you make better strategic decisions ?

Ask for your study

Or visit enigma.swiss/getmyfullpotential

