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METHODOLOGY

 The research was conducted by Gemius & partners in seven European

countries: the Czech Republic, Hungary, Lithuania, Poland, Romania,
Slovakia and Ukraine.

In Lithuania Gemius conducted the research in cooperation with AdNet.
Data from the Lithuanian research was taken into account in this report.
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METHODOLOGY

« The aim of the research was to identify attitudes of Internet users towards
online advertising.

« Questions involved in the research concerned:
— general attitudes towards advertising (online & TV)
— attitudes towards advertisements’ formats
— declared behaviour in response to online advertising
— the perceived image of the advertised companies.

 The recall of different formats of advertisements was aided by screen
shots of advertisements’ formats.

« The research was conducted on the Internet in the form of a pop-up
survey (random sampling) on 9t—17t of May 2006.

« The total sample of 3070 valid cases, used in the study, was re-weighted
with the use of an analytic weight computed on the basis of structural data
on Internet users taken from the gemiusAudience research in Lithuania.
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FORMATS OF ADVERTISEMENTS (international) (2)
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FORMATS OF ADVERTISEMENTS (international) (3)
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FORMATS OF ADVERTISEMENTS (only in the Lithuanian research) (4)
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Executive summary

The highlights of the study include the following findings:

« According to the study, more than half of the respondents declared to
accept online advertisements as the price for free access to web sites.

 The study shows that TV advertisements are perceived as more irritating
comparing to internet ones.

» According to the opinion of 44.5% of the respondents, online advertising is
efficient.

« The study found that pop-up was the most frequently recognized as a
format.

 From all of the presented creatives, the sponsored link was the favourite
one.

« 70% of the respondents declared to click on online advertisements.
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General attitudes towards internet advertising ()
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Frequency of advertisements’ emission: 51% of Internet users perceive
advertisements as appearing on the Internet too often/much too often.

Online advertising as the price for free access to web sites: More than
half of Internet users accept treating online advertisements as the price for
free access to web sites. 15% would prefer to pay for the access to web
sites than watch advertisements on them.

Perception of TV and online advertisements: Advertisements are
perceived in general as irritating, however 13 percentage points more of
Internet users stated the same when asked about TV advertisements. Not
less than 40% of Internet users stated that adverts are informative and
creative. However, similar proportion of the respondents claimed that
adverts are boring. Only 6-7% of Internet users stated that they trust
advertisements.
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General attitudes towards online advertising (2

« Characteristics of advertisements which attract Internet users’
attention: The most frequently chosen features of adverts were 'which
product/service is advertised' (58%) and 'is the advertisement pretty/nice'
(42%). Format of creatives was perceived as less important.

« Perceived efficiency of advertising: According to the opinion of 44.5% of
respondents, online advertising is efficient.

* Feeling of being deceived: 41.6% of respondents claimed to feel deceived
by online advertisements.
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Attitudes towards advertisements’ formats

iiGemivs  ad.né

Familiarity with different formats of creatives: In Lithuania the
respondents were most familiar with the pop-up type of creative (63.2%).
More than 50% of the respondents as formats that they were familiar with
mentioned: brandmark (58.4%), e-mailing (56.3%) and a sponsored link
(52.1%). The least frequently chosen was halfpage (30.3%).

Attitudes towards advertisements’' formats: The sponsored link was the
most frequently chosen as a favourite one (38.9%). The lowest percentage
of the respondents stated they like the interstitial (9.2%). It can be noticed
that the most liked advertisements are the smallest ones, which do not
interrupt Internet activity too much. These are the sponsored link, scroller,
and button. Moreover, Internet users dislike such adverts as the interstitial,
e-mailing, pop-up, pop-under and brandmark (it is liked by no more than
12% of Internet users), which are more imposing. Internet users need some
additional activities (such as closing windows or deleting e-mails) to deal
with it.

15



Declared behaviour in response to online advertising

- Looking for additional information about the advertised
product/service: 30% of respondents — after being exposed to an online
ad - look for additional information from time to time. 11% stated to do it
often, whereas 3.4% claimed to do it always.

« Declared Clickthrough frequency: 70% of Internet users declared to
click on online advertisements, the biggest share of respondents stated to
do it from time to time (27%). According to the opinion of the respondents
28% of Internet users never click on adverts.

« Option of purchasing the product: 20% of Internet users who took part
in the research, would like to have an option of purchasing products
straight after clicking the online advertisement and being re-directed to an
online store’s web site.
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The perceived image of the advertised companies

« According to the opinion of 61% of the respondents, companies that are
advertising on the Internet, are modern. 31% of the Internet users stated
that they are technologically advanced. Not less than 20% of the
respondents stated that they are dynamic and innovative. In general,
companies which choose to advertise on the Internet are perceived as
modern, but not the rich ones.
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Frequency of advertisements’ emission

‘Do you think that advertisements appear on the Internet ...?’

| don’t know/ Hard
Much too rarely to say

0,2% 7,9%
Much too often
24,5%

’ often

26,5%

Toorarely -
1,1%

Neither too often,
nor too rarely
39,8%

19



Online advertising as the price for free access to web sites

‘With which of the statements below do you agree?’

| don’t know/ Hard
to say | accept internet
31,6% advertisements
as the price for
free access to
web sites
53,8%

| would prefer to
pay for access to
web sites than
watch
advertisements
on them
14,6%
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Attitudes towards TV and online advertisements

‘To what extent do you agree with the following statements?’
The percentage of the ‘strongly agree’ and ‘agree’ ratings is presented on a chart.

Adverti t irritatin
vertisements are irritating 74.1%
_ 43,6%
Advertisements are informative ’
40,3%
: - I /.
Advertisements are boring 49,7%
: ve T 2.6
Advertisements are creative 46,3%
Advertisements are interesting _ A
20,5%

16,79

Advertisements are incomprehensible -16 2';,{]

y [1]

I like to look (listen) at most of the advertisements [ 15.2%

| am exposed to 14,9%

Advertisements convince me to purchase the [JJJJjj 9.3%
advertised productiservice 11,2%
7,3
| trust the advertisements - &
5,9%
mINTERNET
TV

HE R B
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Features of advertisements which attract attention of internauts

‘What do you pay the most attention to in online advertisements?’

Which productiservice is advertised _ 38,3%

Is the advertisement pretty/nice 42,0%

What are the features of the advertised 29.9%,

productiservice

Which company is advertising 26,4%
Is the advertisement showy/ spectacular 24,3%
What is the format of the creative 8,1%
15,3%

| do not know/ Hard to say
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Efficiency of advertising

‘Do you think that online advertisements are efficient?’

| do not know/ Very efficient
Hard to say 4,1%
16,3%

Very inefficient
4,0%

Rather efficient

Rather inefficient 40,4%

10,3%

Neither efficient,
nor inefficient
24,9%
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Feeling of being deceived

‘How often do you feel deceived by online advertisements?’

Always

2.4% Often

8,7%

| do not know/
Hard to say ———

21,7%
From time to time
Never 32.9%
15,2%

Seldom
19,1%

24
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Familiarity with different advertisements’ formats

‘Which of the listed formats of creatives do you know?’

Pop-up
Brandmark
E-mailing
Sponsored link
Scroller
Toplayer
Pop-under
Streaming
Button
Skyscraper
Interstitial
Banner
Expand Banner
Billboard
Halfpage

ad.né
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63,2%
58.4%
96,3%
$2,1%
49,5%
49,2%
45,1%
40,4%
38.6%
335,7%

34,7%

34,3%

34.2%

32,8%
30,3%
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Attitudes towards advertisements’ formats

‘What is your attitude towards the listed formats of creatives?’

The percentage of the ‘definitely like’ and ‘like’ answers is presented on a chart.

sponsored link [ 38,9
Scroller = 20.9%
Button | 29,09
Banner | 258Y%
streaming | 257%
Skyscraper | 24 29,
Toplayer _ 24,1%
Billboard | 23,59
Halfpage [T 18,1%
Expand Banner | |16,5%
Brandmark | | 11,9%
Pop-under | 11,7%
Pop-up | 11,6%
E-mailing 10,1%
Interstitial 9,2%
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Declared Clickthrough frequency

‘Do you click on online advertisements?’

| do not know/ Always

Hard to say
2,5% \“=8% 4,0%

Never
27, 7%

Seldom
38.,1%

From time to time
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Looking for additional information

‘Do you look for additional information about the advertised products/services on the web sites?’

| do not know/
Hard to say Always
2,1% -W 3.4% Often
10,9%

Never
26,0%
From time to time
29,6%
Seldom
28,0%



Option of purchasing products

‘Would you like to have the option of purchasing products straight after clicking
the online advertisement and being re-directed to an online store’s web site?’

| do not know/  Definitely yes
Hard to say 9,1%
11.0% Rather yes

Definitely not
33,6%

Ll 1
RR=
L

O [

Gemius

. 14,7%

Neither yes nor
not
16,0%

Rather not
19,6%

ad.née
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The perceived image of the advertised companies

‘What is your opinion about the companies that advertise on the Internet?

Technologically advanced

Dynamic

Innovative

Rich

For narrow group of customers

They have low advertising budgets

Their money invested in advertisements is wasted
Trustworthy

Unprofessional

Reckless

| do not know! Hard to say

RRE-
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P
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30,9%
21,7%
20,5%
14,0%
13,4%
11,7%
8.9%
6,9%
4,2%
2,8%

11,4%

ad.nel
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Basic demographics

Gender
Female
49,1%
Male
50,9%
Age
55+
45-54 [47%
15-24
43,1%
College/
35-44 University
18,7% 50,1%

ad.nel

Education

Primary school or

less
6,8%

Vocational school
15, 7%

High school
27,4%
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Declared Internet usage (1)

‘How often do you use Internet?’

1-3 times a month

1.2% Less than once a

1-2 times a week month
5,0% / 0,1%

3-5 times a week
25,1%

Every day
68,6%

iEGemivs ad.

‘How long have you used Internet?’

Up to 6 months
7,6%

From 6 months
up to 1 year

8,2%
More than 5 years
34,9%
From 1 year up to
2 years
14,5%

From 2 years up
to 5 years
34,8%
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Declared Internet usage (2

‘Where do you usually use the Internet?’

At home

At work

At friends,
acquaintances house

At school

At university

In Internet café

In dormitory

Other place

15,5%

12,2%
12,0%
6,3%
3.7%

7.,6%
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