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• Internet ad spend in CEE region 3%-7%.
• Internet ad spend in Bulgaria 5%
• Internet ad spend in Denmark 19%
• TV ad spend in Denmark 20%
• Year 2008 Internet will beat TV in Denmark and UK
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Old style of campaign measurement:
only data from publishers adservers impressions and  clicks…..is gone

And the reasons:
- Incomparable data from different systems
- Lack of combined analysis – 100 000 users on web sit e A + 100 000 users 

on web site B � 200 000 users
- Need of fast overview of the total campaign and qui ck adjustment

- Need of independent 3rd party auditing of invested money
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CTRCTR

CRCR

PostPost --ClickClick

PostPost --ViewView
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Visitors (cookies) Visitors (cookies) 
who had the who had the 

creative emmitedcreative emmited

Visitors (cookies) who Visitors (cookies) who 
clicked on emmited clicked on emmited 

creativecreative
Visitors (cookies) who Visitors (cookies) who 

converted to the target page converted to the target page 
directly after clicking on the directly after clicking on the 

creativecreative
Visitors (cookies) who after Visitors (cookies) who after 
visiting the advertised web visiting the advertised web 

site performed an actionsite performed an action
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Creative type CTR-U CR-U Effective CTR

Leaderboard 0,57% 79,17% 0,45%

Full Banner 0,65% 81,31% 0,53%

Skyscraper 0,70% 77,13% 0,54%

Square Button 0,91% 81,56% 0,74%

iLayer 1,87% 62,93% 1,18%

Interstitial 3,70% 51,69% 1,91%

PR � lánek 5,91% 54,40% 3,22%

Source: gemiusDirectEffect: data for total Czech ma rket 2007
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Source: Hyundai Study - sample report on effectiveness of an advertising campaign; August 2006
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• Do they follow the same behavioral 
patterns as regular visitors?

• Do they make required actions?

• Do post view visitors do what you want 
them to do?

• Do they become loyal users of advertised 
web site?



88

���������	�
���
���	����

"�����
�
�
��
���
�
��
�$����
���
��

�������
�
���������!

Does high CTR determines the success of 
your campaign?

or you want to verify:

who clicked on your ads?
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Source: gemiusProfileEffect, April-May 2004
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• FMCG and Auto-Moto are stepping stronger into 
Internet

• Internet from ambient medium changes to main 
support medium for TV

• But also main chanell for advertisement of the 
Internet projects like e-commerce, e-banking etc…

• Clicks are not important, it is brand awareness 
that matters
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100% - all the respondents

Pretest: N = 1 000
Posttest: N = 1 000

Posttest (mailing): N = 680

• BRAND X is the 
unchallenged leader in 
regard to the top of mind 
awareness in the general 
sample

• there were no significant 
differences in BRAND X 
results between the 
groups that filled in the 
questionnaire before  the 
campaign (pretest) or after 
it (posttest)
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100% - all the respondents who know BRAND X

Among the general 
sample BRAND X is 
significantly better 
evaluated by those 
who filled in the 
questionnaire 
before the 
advertisement 
campaign in 
respect to criterion 
1 (products of this 
brand perform 
longer than others)

1 - products of this brand perform longer 
than others

2 - This brand is close to me

3 - This brand has High-Tech products

4 - products of this brand have higher quality 
than others

5 - This brand is reliable and trustworthy

6 - products of this brand offer good quality-
price relation

7 - It's an expert in the product type 1 sector

8 - It's an expert in the rechargeable product 
type 1 / type 2 branch

9 - These are best products to supply 
portable music players

10 - It's the best solution for High-Tech 
devices

Pretest: N = 962
Posttest: N = 945

Posttest (mailing): N = 671
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• Save the money on increased effect of 
your creatives

• Adjust creatives to needed target groups
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