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METHODOLOGYMETHODOLOGY

• The research was conducted by Gemius & partners in seven European 
countries: the Czech Republic, Hungary, Lithuania, Poland, Romania, 
Slovakia and Ukraine.

• In Romania Gemius conducted the research in cooperation with Vodanet
and Rolro. Data from the Romanian research was taken into account in 
this report.
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METHODOLOGYMETHODOLOGY

• 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 11th–16th of May 2006. 

• The total sample of 3 115 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 in Romania.
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FORMATS OF ADVERTISEMENTSFORMATS OF ADVERTISEMENTS ((internationalinternational) (1)) (1)
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FORMATS OF ADVERTISEMENTSFORMATS OF ADVERTISEMENTS ((internationalinternational) (2)) (2)
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FORMATS OF ADVERTISEMENTSFORMATS OF ADVERTISEMENTS ((internationalinternational) (3)) (3)
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Executive summaryExecutive summary

The highlights of the study include the following findings:

• According to the study, 67% of the respondents declared to accept online 
advertisements as the price for free access to web sites.

• The study shows that in general advertisements (TV and online) are 
perceived as informative, creative and interesting.

• According to the opinion of 53% of the respondents, online advertising is 
efficient.

• The study found that the e-mailing was the most frequently recognized as 
a format.

• From all of the presented creatives, the streaming was the favourite one.

• 83% of the respondents declared to click on online advertisements.
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General attitudes towards internet advertising General attitudes towards internet advertising (1)(1)

• Frequency of advertisements’ emission: 56% of the 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: 67% of 
the Internet users accept treating online advertisements as the price for 
free access to web sites. 5% 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 informative, creative and interesting. However 
every fourth respondent choose advertisements to be irritating and boring. 
The same proportion of respondents (16%) stated that they trust 
advertisements.
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General attitudes towards General attitudes towards onlineonline advertising advertising (2)(2)

• Characteristics of advertisements which attract Internet users’
attention: The most frequently chosen features of adverts were ‘which 
product/service is advertised’ (36%) and ‘what are the features of the 
advertised product/service’ (36%). Format of creatives was perceived as 
less important.

• Perceived efficiency of advertising: According to the opinion of 53% of 
the respondents, online advertising is efficient.

• Feeling of being deceived: 60% of the respondents claimed to feel 
deceived by online advertisements, but only 5% feel that way ‘always’, 
whereas 22% feel deceived ‘often’ and 33% ‘from time to time’.



14

Attitudes towards advertisementsAttitudes towards advertisements’’ formatsformats

• Familiarity with different formats of creatives: In Romania the 
respondents were most familiar with the e-mailing type of creative (57%). 
51% of respondents as format they are familiar with mentioned banner, 40% 
mentioned pop-up. The least frequently chosen was interstitial (13%).

• Attitudes towards advertisements' formats: The streaming was the most 
frequently chosen as a favourite one (56%). The lowest percentage of the 
respondents stated they like pop-unders (14%) and similar proportion likes 
pop-ups (16%). It can be noticed that the least liked advertisements are the 
most imposing ones (pop-under, pop-up, interstitial). Internet users need 
some additional activities (such as closing windows) to deal with it.
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Declared behaviour in response to online advertising Declared behaviour in response to online advertising 

• Declared Clickthrough frequency: 83% of the Internet users declared to 
click on online advertisements, the biggest share of the respondents 
stated to do it ‘from time to time’ (33%). According to the opinion of the 
respondents, 16% of Internet users never click on adverts. 

• Looking for additional information about the advertised 
product/service: 32% of the respondents – after being exposed to 
an online ad – look for additional information from time to time. 23% stated 
to do it often, whereas 13% claimed to do it always.

• Option of purchasing the product: 45% of the 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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TheThe perceivedperceived iimage of mage of thethe advertised companiesadvertised companies

• According to the opinion of 49% of the respondents, companies that are 
advertising on the Internet, are modern. Not less than 28% of the Internet 
users stated that they are technologically advanced, dynamic and 
innovative.
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FrequencyFrequency ofof advertisementsadvertisements’’ emissionemission

‘Do you think that advertisements appear on the Internet …?’
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Online Online advertisingadvertising as as thethe priceprice for for freefree accessaccess to to webweb sitessites

‘With which of the statements below do you agree?’
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AttitudesAttitudes towardstowards TV TV andand online online advertisementsadvertisements

‘To what extent do you agree with the following statements?’‘To what extent do you agree with the following statements?’
The percentage of the ‘strongly agree’ and ‘agree’ ratings is presented on a chart.
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FeaturesFeatures ofof advertisementsadvertisements whichwhich attractattract attentionattention ofof internautsinternauts

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

‘Do you think that online advertisements are efficient?’
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FeelingFeeling ofof beingbeing deceiveddeceived

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



AttitudesAttitudes towardstowards formatsformats ofof advertisementsadvertisements
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FamiliarityFamiliarity with with differentdifferent advertisementsadvertisements’’ formatsformats

‘Which of the listed formats of creatives do you know?’
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AttitudesAttitudes towardstowards advertisementsadvertisements’’ formatsformats

‘What is your attitude towards the listed  formats of creatives?’
The percentage of the ‘definitely like’ and ‘like’ answers is presented on a chart.
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DeclaredDeclared ClickthroughClickthrough frequencyfrequency

‘Do you click on online advertisements?’
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LookingLooking for for additionaladditional informationinformation

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

‘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?’
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TheThe perceivedperceived image image ofof thethe advertisedadvertised companiescompanies

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

Gender

Age Education
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DeclaredDeclared Internet Internet usageusage (1)(1)

‘How long have you used Internet?’‘How often do you use Internet?’
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DeclaredDeclared Internet Internet usageusage (2)(2)

‘Where do you usually use the Internet?’



37

Gemius Gemius ResearchResearch

Contact person:
Roxana Precu

Roxana.Precu@gemius.com

Author:
Dominika Kowalczyk

Dominika.Kowalczyk@gemius.pl

http://www.gemius.com


