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TREMENDOUS CHANGES !
Global Consumption Of Media During Leisure Time

(By age group, hours per week)
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Source: Financial Times — , Advertisers in search of revenues look to web’s latest heroes”, 2006



TREMENDOUS CHANGES |

Internet, DigitalTVV/Radio, Mobile, Outdoor and
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HOW CAN ADVERTISERS COPE WITH

THIS NEW SITUATION?







ONE THING FOR SURE:

PROPER RESEARCH IS JUST
INEVITABLE !







Online / Digital salespersons used to say:

.| Know visitorship data of my channel, |

believe me.”

JAll my visitors are valuable, and exactly
what you are looking for!”

ANY INDEPENDENT SOURCE?



Site Centric Data
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WE NEED TO APPROACH OUR CONSUMERS,
NOT MEDIA CHANNELS

Consumer Centric



Consumer Centric Measurement

Independent From Media
Comparable Data
Generates Real Competition
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CONSUMER PANEL IS THE SOLUTION

UNLESS YOU ARE ABLE TO MEASURE EVERY
SINGLE CONSUMER (YOU CAN GIVE A TRY...)



HUNGARY

an example of

panel based
audience
research



For many years....

— there were two separate research areas, both site centric
y o 4

It was a struggle to get relevant data from the system...




We realized:

We need to dedicate Resource
TIME and MONEY



gemius liaised with Szonda in 2005 and built a
panel

pare in one single source

ethodology widely accepted

Now (March, 2008) in HUNGARY there are
— 3,512 Software

— 49,727 Pop-up

panel members



HOW DID IT ,SOFIA-STICATE"

DIGITAL MEDIA PLANNING?




WE NOW KNOW...

— WHAT YOUR AUDIENCE IS
ACTUALLY VISIT

« And NOT what they say they
Visit...

— WE CAN PLAN WITH OVER
1,500 SITES INC. INTERNAT'AL

— WE KNOW DEMOGRAPHY
DATA AS WELL AS
VISITORSHIP DATA

— WHERE YOUR AUDIENCE LIKE
TO STAY




IN MEDIA TERMS



AND THIS IS ALL ABOUT....



gemiusAudience research combined
with other measurement tools

can give much more...




From media measurement to sales effect

Direct Coming Up Very Rapidly
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