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Introduction 

 

Research goals 

The research aims to measure the effectiveness of the online 

advertising campaign called “Santa Fe, Accent”, lasting from 1
st 

 of 

June to 21
st
 of July 2006. The effectiveness of the campaign is 

described by: 

• Determining the campaign’s reach – we report the number of 

visitors (cookies) to whom an advertisement was emitted. 

• Determining the level of visitors’ (cookie) interest in the 
campaign – we report the percentage of visitors (cookies) who 

clicked on creative’s (reported as the CTR-U ratio). 

• Determining the level of visitors’ (cookie) interest in the 
target page – we report the percentage of visitors (cookies) 

who reached the target page after clicking on creatives 

(Conversion Rate or CR-U ratio). 

• Determining the impact of impression frequency on 

campaign's effectiveness. 

• Determining geographical origin of visitors (cookies) who 

viewed an advertisement. 

 

Research methodology 

gemiusDirectEffect is a quantitative study. Tracking scripts, embedded 

in the codes of the campaign's creative, are responsible for monitoring 

impressions and clicks on the creative. Cookie technology is used to 

differentiate particular visitors (cookies). This technology enables us to 

present information about the number of impressions and clicks on the 

advertisement as well as the number of visitors (cookies) whom the 

campaign reached and who directly responded to the campaign by 

either clicking on the creative or later visiting the advertiser’s web site 

(without clicking). 

Geographical origin is identified by the visitors’ (cookie) IP. 
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Campaign description 

Campaign duration 

The online advertising campaign “Santa Fe, Accent” was analysed 

within the period 1
st
 of June – 21

st
 of July 2006. 

Size of analysed sample 

N = 224 960 

N is the number of visitors (cookies) who had contact with the 

campaign (reach). 

 

Creative formats 

The analysed creative formats were: 

• 753x100 

• 120x600 

• 400x100 
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Advertising placements 

The placement which were analysed for this campaign was: 

• www. 2006fotbal.cz 
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Summary 

Reach and campaign effectiveness  

 
Table 1: Summary 

 

 

REACH AND CAMPAIGN EFFECTIVENESS 

� The reach of the campaign “Santa Fe, Accent” was built rather evenly.  

• The highest number of visitors (cookies) had contact with 

the campaign on 23
rd

of June (twenty third day of the 

campaign). There were 24 696 visitors (cookies) then and 

among them 56% saw the ad for the first time. 

• Daily 8 553 visitors (cookies) had contact with the 

campaign, on average. Among them, 52% saw the ad for 

the first time. 

� The campaign reached over 224 960 visitors (cookies). Among them over 3 546 

clicked on the emitted creative which translates into CTR-U of 1.6% which is rather a 

low value. 
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� Among 3 546 visitors (cookies) who clicked on the creative 63.3% (CR-U) 

performed a page view on the target page. 

� Most visitors (cookies) – 50.7% – clicked on the creative after its first, second or 

third impression. The average time that elapsed from impression to click was 1 

minute 20 seconds. 

 

� The average number of contacts with an ad per visitor (cookie) was 13,41. 

� The creative 753x100 achieved much greater percentage in the reach (100%) than 

the other one. It recorded also higher CTR-U ratio, which amounted to 0.97%. 
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Results of the research 

 

Building the reach 

 

� Total number of visitors (cookies) who had contact with the campaign amounted 

to 224 960. 

� The reach of the campaign “Santa Fe, Accent” was built evenly.  

� The highest number of visitors (cookies) had contact with the 

campaign on 23
rd

of June (twenty third day of the campaign) – 

that day the campaign reached 24 696 visitors (cookies). 

Among them, 56% were visitors (cookies) who had a creative 

presented for the first time that day. They are called new 

visitors (cookies). 

� On average 8 553 visitors (cookies) had contact with the 

campaign daily. 52% among them were new visitors (cookies). 

� Half of the total reach (52%) of the campaign was built till 21
st
 

of June. 

 

Chart 1: presents information about new visitors (cookies), showed 

cumulatively. The number recorded on the last day is the total number 

of visitors (cookies) who had contact with the campaign – 224 960. 

 

Chart 2: shows new visitors (cookies) who had a creative presented on 

a given day for the first time against those who had a creative 

presented before. 

 

Table 2: shows which part of visitors (cookies) who saw the creative 

were new visitors (cookies). 
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Chart 1: Building the reach of the campaign (increase of the number of new 

visitors (cookies) who had contact with the creative, day by day) 
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Source: gemiusDirectEffect 01.06 - 21.07.2006

 
 

 
Chart 2: Visitors (cookies) who had contact with the campaign, day by day. 

Division: new visitors (cookies) and the rest 
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Table 2: Visitors (cookies) who had contact with the campaign – division of new 

visitors (cookies) and the rest 
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Campaign reach and effectiveness – by creatives 

Reach 

� The creative 753x100 achieved much greater percentage of the reach (100%) than 

120x600 (81%) and 400x100 (69%). 

 

Interest in the ad – CTR-U 

� The creative 753x100 recorded higher CTR-U ratio than 400x100 and  120x600. 

In the first case, CTR-U was equal to 0.97%, whereas in the second case 0.61% and 

in the third - 0,28%. CTR-U ratio for the whole campaign (both creative) was equal 

to 1.6%. 

 

Interest in the target page – CR-U 

� The interest in the target page was measured by the number of visitors (cookies) 

who clicked on the creative and then reached the target page (CR-U ratio). The value 

for  400x100 (88.72%) was similar to  120x600 (84.75%) and higher than  753x100 

(47.44%). 

 

Frequency 

� The average impression frequency for all creatives was 13,41. For particular 

creatives following frequencies were recorded: 

•  120x600 -  6.35 

•  753x100 – 5.69 

•  400x100 – 3.8. 

 

 

Time from impression to click 

� There was a big difference between creatives concerning the average time that 

elapsed from impression to click. For  120x600 the value was 2 minutes 38 seconds 

while for  400x100 it was 1 minute 34 seconds and  753x100 – 1 minute. 

Charts 3 to 5 illustrate the results described above i.e. the reach,     

CTR-U and CR-U for all the creatives. Table 3 contains such 

indicators as reach, UC, CTR-U, CR-U, frequency and time from 

impression to click. 
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Chart 3: Creatives vs. reach
1
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Chart 4: Creatives vs. CTR-U 
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1
 The percentage values do not sum up to 100% because one visitor (cookie) could 

have had more than one creative emitted. 
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Chart 5: Creatives vs. CR-U 
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Table 3: Reach and campaign effectiveness – by creatives 
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Campaign reach and effectiveness – by geography (Czech/ abroad) 

Reach 

� Among all the visitors (cookies) who had a creative emitted, 14% (30 835) were 

foreign visitors (cookies).  

 

Interest in the ad – CTR-U 

� CTR-U for foreign visitors (cookies) equalled to 1.34% and was slightly lower 

than for Czech visitors (cookies) (1.61%). 

 

Interest in the target page – CR-U 

� Czech users and foreigners were similarly interested in the target page. CR-U for 

foreigners visitors (cookies) was a bit higher and equalled to 68.36%, whereas for 

Czech it was 62.57%. 

 

The table below contains more details: 

 

 

 
Table 4: Campaign reach and effectiveness – by geography (Czech/ abroad) 
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Campaign reach and effectiveness – by geography (regions) 

 

Reach 

� The highest number of visitors (cookies) who had contact with the campaign was 

recorded for Praha – 40 179 visitors (cookies) (33% of visitors (cookies) from 

Czech for whom the region was recognized). The lowest percentage of visitors 

(cookies) was recorded for the Karlovarsky region (1%). 

 

 

Interest in the ad – CTR-U 

� The highest CTR-U ratio was recorded for visitors (cookies) connecting from 

Karlovarsky region– 2.03%. Visitors (cookies) connecting from Zlinsky region 

were clicking on the ad the least frequently, with the CTR-U ratio of 1.11%. 

 

 

Interest in the target page – CR-U 

� The greatest interest in the target page was shown by the visitors (cookies) 

connecting from Kralovehradecky region – with the CR-U ratio equal to 73.75%. 

The lowest CR-U ratio was recorded for Praha – 57.36%.   

 

 

The table and the chart below present data on the geographical origin 

of visitors (cookies) connecting from Czech. The base of calculation is 

the number of visitors (cookies) for whom the region was recognized. 

The results are sorted out by the number of visitors (cookies) who had 

contact with the ad. 
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Table 5: Campaign reach and effectiveness – by geography 

 

 
 

 

Chart 6: Geographical origin – Czech – regions 
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Visitors (cookies) and number of contacts with the ad 

 

The additional analysis below shows the advertisement impact on 

frequency of clicking on creatives. 

 

Frequency distribution 

 

The analysis below includes all visitors (cookies) who had contact 

with the campaign (reach = 224 960). 

 

� Visitors (cookies) who had only one contact with the campaign represent 10.6% 

of all visitors (cookies) who were exposed to the campaign. 

� Visitors (cookies) who had two or three contacts with the campaign represent 

36.6% of all visitors (cookies) who were exposed to the campaign. 

� Visitors (cookies) who had four, five or six contacts with the campaign represent 

15.7% of all visitors (cookies) who were exposed to the campaign. 

� Visitors (cookies) who had seven or more contacts with the campaign comprised 

37.1% of all visitors (cookies) who were exposed to the campaign. 

 

Chart 7: Frequency distribution 
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Source: gemiusDirectEffect 01.06 - 21.07.2006 
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Distribution of visitors (cookies) who clicked on a creative by number of 
impressions before the first click 

 

The chart below shows how early visitors (cookies) clicked on emitted 

creatives. The data gives information telling after how many contacts 

with the ad visitors (cookies) clicked on it for the first time. 

We considered only those visitors (cookies) who clicked on a creative 

at least once. There are 3 546 such visitors (cookies) in the campaign 

statistics. 

� 21.6% visitors (cookies) clicked on the creative just after the first impression of 

the ad.  

� 29.1% visitors (cookies) clicked on the creative after the second or third 

impression of the ad. 

� 15.3% visitors (cookies) clicked on the creative after fourth, fifth or sixth 

impression of the ad. 

� 34.0% visitors (cookies) clicked on the creative after seven or more impressions 

of the ad. 

 

 
Chart 8: Distribution of visitors (cookies) who clicked on a creative by number of 

impressions before the first click 
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Appendix  
 

Research methodology 

 

gemiusDirectEffect is a quantitative study. Tracking scripts, embedded 

in the codes of the campaign's creative, are responsible for monitoring 

impressions and clicks on the creative. Cookie technology is used to 

differentiate particular visitors (cookies). This technology enables us to 

present information about the number of impressions and clicks on the 

campaign as well as the number of visitors (cookies) whom the 

campaign reached and who directly responded to the campaign by 

either clicking on the creative or later visiting the advertiser's web site 

(without clicking).  

Geographical origin is identified by the visitor's (cookie) IP. 

 

Metric definitions  

Visitor (cookie) 

An Internet user who comes to a web site, identified by a cookie 

attributed to the profile of their Internet browser. 

Reach 

Number of visitors (cookies) to whom the creative was/were emitted. 

UC (User Clicks) 

Number of visitors (cookies) who performed first click on the 

campaign or a component thereof. 

Cookie click - click on advertisement in case of cookie acceptance by browser. 

Cookie first click  -  first click on advertisement after its emission, 

performed within 2 hours from impression 

Cookie next clicks  - all clicks except first clicks i.e. clicks 

performed  after first click or after 2 hours from impression.  

If ad. emissions are not counted (e.g.. because of lack of specific 

counting script), all clicks are treated as next clicks. 

Frequency 

Average number of contacts with an ad per visitor (cookie) who had 

contact with the campaign. 

Target Page 

Web page to which the creative directed. 

TTC (Time to click) 

Average time elapsed from impression to cookie click. 

Click Through Ratio (CTR) 

The measure of ad effectiveness described as a number of first clicks 

on an emitted creations. The ratio represents interest in the emitted 

creations. The ratio is differentiated into CTR-U and CTR-V.  
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� CTR-U (Click-Through Ratio – Users) 

Percentage relation of the number of visitors (cookies) who performed 

first click on an ad within 2 hours from impression to the number of 

visitors (cookies) to whom the ad was emitted. 

 

Ratio formula: 

 

 

 
 

 

� CTR-V (Click-Through Ratio – Views) 

Percentage relation of the number of first clicks on an ad within 

2 hours from impression to the number of impressions.  

 

Ratio formula: 

 

 

 

CR-U Ratio (Conversion Rate – Users) 

Relation of the number of visitors (cookies) who visited the target page 

within 5 minutes after performing first click on an ad to the number of 

visitors (cookies) who performed first click on an ad. The ratio 

represents an interest in the target page. 

 

Ratio formula: 

 

 
 

 

CR –U  = 
SUC 

UC   
= 

number of visitors (cookies) who performed first click on an 
ad within 2 hours from impression 

 

number of visitors (cookies) who visited the target page within 5 
minutes after performing first click 

CTR – V  = 
number of first clicks on creative within 2 hours 

from impression 

number of impressions 

CTR –U = 
UC 

Reach   
= 

number of visitors (cookies) to whom the ad was emitted 

number of visitors (cookies) who performed first click on an ad within 
2 hours from impression 
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DEFINITIONS OF GROUPS FOR: 

TARGET PAGE TARGET SITE 

Post-click group 
It is a group of visitors (cookies) who visited the target page or site after performing  first click on 

creative (direct effect of the campaign). The time elapsed between the first  click and the conversion to 

target page/site is limited only by the end date of the campaign. 

Visitors (cookies) who performed a page view of the 

target page at any time after performing first click on  

creative. 

Visitors (cookies) who performed a page view of 

any page of the target site at any time after 

performing first click on a creative. 

Post-view group 
It is a group of visitors (cookies) who had contact with an ad, though it is unsure whether they have 

noticed it. This group was not interested enough in an ad to perform first click on it. However, because 

of some other reasons, during the campaign and after having a contact with the campaign they 

accessed the target page/site. 

Visitors (cookies) who did not perform first click on 

an ad after it was emitted but accessed the target 

page in a different way and performed its page view. 

Unlimited time span is admissible between the 

impression and the page view of the target page. 

Visitors (cookies) who did not perform first click 

on an ad after it was emitted but accessed the 

target site in a different way and performed its 

page view. Unlimited time span is admissible 

between the impression and the page view of the 

target site. 

Did not have contact with the campaign 
Other visitors (cookies) who did not have contact 

with the campaign and accessed the target page in 

the time period of the campaign. 

Other visitors (cookies) who did not have contact 

with the campaign and accessed the target site in 

the time period of the campaign. 

 

COMMENT. If a visitor (cookie) fits to several above-mentioned groups (i.e. 

first he/she visited a target site independent to the campaign, then visited a 

target site after clicking on the creative) in the associative statistics for the 

campaign is attributed to: 

1. Post-click group first; 

2. Post-view group secondly; 

3. if a visitor (cookie) did not have contact with the campaign, 

he/she is attributed to “Did not have contact with the 

campaign” group. 
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