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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 Slovakia Gemius conducted the research in cooperation with Media
Research and Centrum.sk. Data from the Slovakian 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 5t—13t of June 2006.

« 3 045 filled questionnaires were collected.

:: iE G e m i U S meoiaresearch Ceplﬁ'um'sk



FORMATS OF ADVERTISEMENTS (international) (1)

[Billboard

RN [ e ars = Gemius
‘ENE
Oao

L D) S

Analyae compasgn sfictvarsnn

Hardor & dndlyre onkre behr

Canidutt ehkba Survepi

ol aiwai el

dnalptr Irmeimet sudetels

El D D D M-'-'L::-;::'rulnm"
o (3] AY [E reestia

D El Ereysrint Prs,
MEET WwiHER O8LIE ALIDTERTL # D e bt
Feag e iveemed bime sad momes ints bading Feur ssh sim, Ros, let that . " el Mot Peland Co., Ll

ek alm mork for yau

o eFerinenets

1 you mant tn:

credible deta on the yuage of pour we

MEET ¥ CHEL OMLINE KLIDEENCE

P hibvd irienad Revs sl meses i el male seh e

bres bt st

i ST e

MEET ¥DMMR ONLINE ALIDIENCE

veEited BT B0 MENET (. bl 1ou el
e work for you.

PR b #
hmal

Button

08 O

WATCH YOUR COMPETITION Button
i i pEuT Bl et A Hiw iy L EOMpaiE yaur Bk
U COMptROTY

et that

CHECE WIHER ONLINE ADVERTIS NG

w cnrducted an arine ¥

Hom YOu Cam detarming
Da youl

w7 Mas yuw can cempars o
[T

o FOur DeTEeS

BF o wamt b Deaimt

Gem I U.S me?)ic?seorch ce’mn.S’(



FORMATS OF ADVERTISEMENTS (international) (2)

Mardtie B dnalyle bnkres et I
an

P
Analyzs camosign sffectvenes [

T
op-under

 rkwrrad audemicn

7 T—

ATt BIANE T

W rau mant 1ol
G praditds dats o0 The whig
Urderyling the nacs
A ST 1 B8

Fiahe une of The g——Trafie e

WATCH YOLUR COMPETITION

D6y inidyie peur anloe perdoim
BEPIEFIMERGE T 68 01 54 DO Eetin

ol Mow gou G Compa

I i want 10 learni

fo §UT D WIS DAITOIIANGE SO B U LML,
s wrhs gitmo ik ccording to rwach or ther indicatirs,
Wi Geleaned LArQen Qrous ube The [rieert

Pl une of (o gum—tb——— 1y

Candust ariew wrrere

ek tmal

JILIN) o e e

B0 B[ ey “ ] Ay
o

uu—'—-_m_m—i[

Interstitial

MEET ¥ OUSL ONLINE ALIDIENCE
i menay i bSEng pour b wta N, b

1 you mant to;
Gain craditie dats on the wraoe of your meb 1o

- Urdeestand the ac-den v of youe eokes udence
i - \ Gan argumants B
i Flakn 4te of e g Traifi o7 gmmtPraide 15501
.
= WATCH YOUR COMPETITION

aiyse peut athne perleemanca? Nom you e cempars yau enlta
performance to that of your compatian:

1 you mant to lnarm;
Hom yaur et 1tw's parfarmance camgan
Wim e sitad rgnb peieesd
Mo selucoed tanget graves u

i compatiions,

o rach i
tha Interrat

Mk

R T ————

CHECK YOUS DRLINE ADVERTISING
wv® cordutad an Griane adverHEg CATEAN

Mk st of he gubmtfien sty

Interstitial

Skyscraper

0 | @0 T e

I (O
meoiaresearch ce’ﬂwn's"



FORMATS OF ADVERTISEMENTS (international) (3)

| | =
°|E R
|
Toplayer

- -mhnmul renw et tmal
rmyscif Prus,

ME
o

it ]

CHECE TOHAR OMLINE ADVIRTISING
B4 v R Conduated B orie BB CATDION .

M i s SHErminE

+ hather the mONT ¢ SDAT A et S vy
Whiter yaur Campangn reached i deiees gra
< Hom the comparn ima-adted on vour Brand

Bl ER Wew G0 Mesage Took Heb

a i
Wrte  Address Book:

o &,
Reply Al Formard | GetMal

feply

Folders

S rewsnbings Be Ed Yew Go Memage lmk beb

Analyis LamEsn #HEbEnEsE
Candudt brkes Surve

]
@ Bk abank

Math cumpiss agised b eeth
-

oot [ty 3 s

i
AT o b 10 Audare

= i Local folders = =,
# - i

- e e AT
& Deafts '+ Subjedt: Upgrade ta gemiusTraffic professional From: Gemius com 2006-04-13 1609

3 by =

i}l Gemius

Gemius

LN

[E

©

meOiaresearch

D ]

Cenirum.sk

NG SNATE BLCRTT

W guised
® prefusianal seiw e bl

l:l ]El raysctul Pre,
Vi Freesam ol aprech m he irasien
rdminat « whet ds pacpls sk atmud

Streaming

—-_— !
e —————————————————

CHECK YO G0 INE ADVERTISING

54 rau harew carducted ah ohlise advertivng caspaign,

)

Gemain Hungary and Saecls I
hare siarind casmer somnr

Mom you cen determine:

g anmn agred by oy
irbaen e A idu e hudy bt
the

e tha carmpaign impacted en pogr Brand

Carduct grdne surseyn
- o
(B §¢ B ===
i p Errwnaied Fra, =
Hanagur Hard s e Derrpernsrss st
D D El Tayuts seter Paled Lo, Ul L
—  Fiwdideimi @ dirdnch i i

i
Intartad - shat 20 garple thea

MEEET YOUR ONLINE AUSDIENCE
Vi Bt Bk Slnd (5 ol Mefriy b Buddiag your wel 386 Mew, bt Dt
Ferb 1itn work

gan an accuracy
avsessman of the traffic & usage
of your wab site

wiwne s comigemeus Trafic

&n B unage of yaur meb e
o tamagraahe profle of your enbee sudients
+ Gan srguments o cel advartieing ace oalne

;arum“m-amm

PLak® Ui of 10 guiransatra s

WATCH YOUR COMPETITION

Sponsored link

FATTIITANGE 3 that o 1o SATE eI

B o et e be s
 Him your -w u. s Beetormanoe compares o yosr sEmEen,
- P 3 B Fuach oF OB iSdetatar,
« My Llhdl-ﬂl.pl}d vmlq‘.ﬁ.lmllﬂ

tha effectversss
o Q@M. ComigemeusE et

e sidans

¥OU Can Tagedly TeCHVE answers
o mocal questors regandng
your web ske
e A

Fak® i 0F 118 g Aisllerce Tide

CISECK YOUR ONLINE ADVERTISING
56 pii R bt 8% GAbE S1VARIAG LAMEn

teaw o van determine
+ wihwthar the money vou spet mas sTert alemly
+ Wihether your cargiegs reached £ duired gosh

+ e o i emraried s i bt

e you losng some portion of
your orlce audsenon

COMmERDCCn
wiwm Qe S TSt



EXECUTIVE SUMMARY

meoiaresearch Cendrum.sk



Executive summary

The highlights of the study include the following findings:

» According to the study, 69% 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. On the other hand similar share of respondents
perceive adverts as irritating.

» According to the opinion of 41% of the respondents, online advertising is
efficient.

« The study found that the billboard was the most frequently recognized as a
format, as well it was a favourite one.

» 85% of the respondents declared to click on online advertisements.
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General attitudes towards internet advertising ()

Frequency of advertisements’ emission: 43% 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: 69% of
the Internet users accept online advertisements as the price for free
access to web sites. 4% 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. Moreover for every second
respondent on average, adverts are creative. TV adverts are chosen to be
creative more frequently than Internet ones. On the other hand at least
38% of the respondents chose advertisements to be irritating and boring.
Not more than 8% of the respondents stated that they trust
advertisements.

:: iE G e m i U S meoiaresearch Ceplﬁ'um'sk
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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 ‘is the
advertisement pretty/nice’ (61%) and ‘which product/service is advertised’
(45%). Format of creatives is important for 20% of the respondents.

« Perceived efficiency of advertising: According to the opinion of 41% of
the respondents, online advertising is efficient.

 Feeling of being deceived: 57% of the respondents claimed to feel
deceived by online advertisements, but only 2% feel that way ‘always’,
whereas 12% feel deceived ‘often’, 25% ‘from time to time’ and 18%
‘seldom’.

2a:Gemius .2 Centumsk 13



Attitudes towards advertisements’ formats

Familiarity with different formats of creatives: In Slovakia the
respondents were most familiar with the billooard type of creative (73%).
69% of respondents as format they are familiar with mentioned e-mailing.
The least frequently chosen was toplayer (31%).

Attitudes towards advertisements' formats: The billboard was the most
frequently chosen as a favourite one (47%). The lowest percentage of the
respondents stated they like brandmark (15%), toplayer (14%), pop-up
(13%) and pop-under (12%). It can be noticed that the least liked
advertisements are the most imposing ones. Internet users need some
additional activities (such as closing windows) to deal with it.

Opinion about the sponsored link format: 58% of the respondents who
are familiar with the sponsored link format, declared that they don’t mind it
and click on it if it's interesting.

E G e m i U S meoiaresearch Ceplﬁ'um.Sk
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Declared behaviour in response to online advertising

= =
"EEE

Declared Clickthrough frequency: 85% of the Internet users declared to
click on online advertisements, the biggest share stated to do it ‘seldom’
(45%). According to the opinion of the respondents, 14% of Internet users
never click on adverts.

Looking for additional information about the advertised
product/service: 37% of the respondents — after being exposed to
an online ad — look for additional information from time to time. 13% stated
to do it often, whereas 3% claimed to do it always.

Option of purchasing the product: 46% 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.

Gemius  .2.. Centfumsk
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The perceived image of the advertised companies

« According to the opinion of 57% of the respondents, companies that are
advertising on the Internet, are modern. Not less than 27% of the Internet

users stated that companies of this kind are technologically advanced,
dynamic and innovative.
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Frequency of advertisements’ emission

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

Much too rarely
0,2% | don’t know/ Hard

to say
Too rarely 3,6%
1,3% ——

Neither too often,
nor too rarely

Much too often
26,3%

25,9%
Too often
42,7%
© Cenri{rum.sk
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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
27,4%

| would prefer to
pay for access to
web sites than

| accept internet
advertisements

as the price for
watch
) free access to
advertisements )
on them web sites
1}
3.6% 638,9%

2aiGemius ..2.. Centfumsk
| B



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.

63.4°
Advertisements are informative _ K

60,2%

1]
Advertisements are irritating _ 96,7%
61,3%
L1]
Advertisements are creative _ 45,6%

54,8%
42,3%
Advertisements are borin _ ’
S 37,6%
o
Advertisements are interesting _ Sl
38,3%
18,7°
Advertisements are incomprehensible -18 1;’
[l 1]
Advertisements convince me to purchase the [l 13.3%
advertised product/service 16,1%
| like to look (listen) at most of the advertisements [ 12.1%
| am exposed to 14,5%
8,1%
| trust the advertisements - &
5,7%
B Internet
TV

:: iE G e m I U S meoiaresearch Cepl{Pum.Sk 20
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Features of advertisements which attract attention of Internet users

‘What do you pay the most attention to in online advertisements?’
Is the advertisement pretty/nice _ 61,3%
Which product/service is advertised _ 45,1%

What are the features of the advertised
) 22,6%
productiservice
What is the format of the creative 20,0%
Is the advertisement showy/ spectacular 16,9%
Which company is advertising 13,9%
| do not know/ Hard to say 10,5%
© . Cenirum.sk
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Efficiency of advertising

‘Do you think that online advertisements are efficient?’

| do not know/
Hard to say Very efficient
16,0% 4,7%

.

Very inefficient
1,9%

Rather efficient

1]
Rather inefficient 41,1%

16,3%

Neither efficient,
nor inefficient
20,0%

sz Gemius . 2. Centiumsk
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Feeling of being deceived

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

| do not know/
Hard to say

34,8%

Never
7,8%

o

meOiaresearch

Always
2.1% Often

From time to time
25,2%

Seldom
17,6%

Cenri{rum.sk
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Familiarity with different advertisements’ formats

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

Billboard 73,2%
E-mailing 69,2%
Pop-up 58,5%
Banner 50,9%
Brandmark 47,2%
Sponsored link 46,4%
Pop-under 435,0%
Streaming 41,5%
Interstitial 41,4%
Button 39,0%
Skyscraper 33.9%

Toplayer 30,7%

IR =B -



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.

The respondents familiar with the creative were rating their attitude towards it.

Billboard
Banner
Button
Sponsored link
Skyscraper
Streaming
Interstitial
E-mailing
Brandmark
Toplayer
Pop-up

Pop-under

‘i82Gemius

Himdi®

46,7%
43,5%
40,6%
37,7%
36,9%
34,1%
21,4%
20,0%
15,1%
14,0%
12,7%
12,2%
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Opinion about the sponsored link format

‘How do you perceive text internet advertising by sponsored links?’
The respondents familiar with the sponsored link format were answering the question.

| don't know/Hard
to say
6,5%

| do mind it, and

that's why | don't

click on it
17,2%

| don't mind it,

andifit's
| don't mind it, but '"ter“;':g | click
| don't click on it 57.7%

because it's just
a candyfloss
18,6%

_-:— -' I— G e m I U S meoOiaresearch Cep[mm.Sk
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Declared Clickthrough frequency

‘Do you click on online advertisements?’

| do not know/
Hard to say
0,5%

Never
14,2% |

Seldom
45,4%

TR .
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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
1,2%
Always
Never \2’5% Often
13,0% 12,6%

Seldom
33,5% From time to time

37,1%

. E EEGQ miu S 9 . Centrumsk



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/

Hard to say Definitely yes
10,3% 16,8%
Definitely not
14,0%
Rather not Rather yes
12,9%

29,3%

Neither yes nor
not
16,7%

Gemius . 2. Cenifumsk
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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

Inhovative

For narrow group of customers

Rich

They have low advertising budgets

Their money invested in advertisements is wasted

Reckless

Unprofessional

Trustworthy

EEs ' o
- = = : Gem I U S meoiaresearch

43,9%
34,5%
27,1%
19,0%
11,3%

7.7%

7.1%
3,2%
2,7%
2,4%
Cenirum.sk
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Basic demographics

Gender

Male
33,7%

Female
66,3%
Age Education
Primary school or
less
5,5%
45+ \
15,0% Vocational school
College/ 4.8%
University
33,3%

15-24

35-44 41,5%

14,1%

High school
56,4%

mef“sic§seorch Cenﬁ't‘m.Sk



Declared Internet usage (1)

‘How often do you use Internet?’ ‘How long have you used internet?’

1-3 times a month
0,7% Less than once a
1-2 times a week month
4,2% 0,3%

Up to 6 months
8,1%

From 6 months
up to 1 year
10,8%

More than 5 years
281%

3-5 times a week
18,5%

From 1 year up to
2 years
17,7%

Every day

76,4% From 2 years up

to 5 years
35,3%

2a:Gemius .2 Centumsk 36



Declared Internet usage (2

‘Where do you usually use the Internet?’

At home

At work

At school

In Internet café

At university

At friends,
acquaintances house

In dormitory

Other place

‘£iEGemius o
...-- s s 1 1 . meOiaresearch
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