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The study goals
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The elementary goal of the study was to recognise the online audience’s profile and 
trends in the web site’s usage

In the report the following parameters are analyzed:

- the size of online audience
- the way of using the web site
- the socio-demographic profile of the web site’s Internet users in comparison to average data    
collected from all users of the Internet.

The study goals
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gemiusProfile is a research study designed to provide our client with the socio-demographic profile of 
his/her web site's audience. Data are collected in real-time through the use of JavaScript codes 
pasted into the company©s web site. 

gemiusProfile is a study conducted on the basis of the Megapanel PBI/Gemius study and the 
gemiusTraffic study, which is carried out on the client's web site. 

The Megapanel PBI/Gemius study is conducted in order to gather information about the whole Polish 
Internet users community, as well as to specify the socio-demographic profile and the Internet usage 
intensity. Moreover, the study gives a possibility to create a list of the top-ranked web sites. The  
Megapanel PBI/Gemius study is based on the world-wide unique methodology, combining the user-
centric research (panel study) with the site-centric research. The basic source of information about 
visiting web sites, using applications and the amount of time spent on the selected web sites is the 
panel of a few thousand Internet users.  

In order to ensure representativeness, composition of the panel is adjusted to the demographical 
structure of the Polish Internet users (data from the NetTrack study - SMG/KRC Poland Media SA). 
The methodology of the Megapanel PBI/Gemius is a result of conceptual, analytic and research works 
of Gemius's team of specialists. 
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The gemiusTraffic study, conducted on the client's web site, collects data about the Internet users'
behavior on this web sites and it enables to measure indicators describing traffic generated by the 
Internet users on this web site in the most precise way.  
The data from Megapanel PBI/Gemius are combined with the data collected from the client's web site 
thanks to the gemiusTraffic study.

Consequently, it is possible to specify the size and characteristics of the online audience visiting 
particular sections of the client's web site.

Megapanel

Data

� �� � � �� 	 
 �� � � � � �
 � Study results
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Indicator „ number of visitors (real users)” and „ number of visitors (cookies)” (1)

In a research study via the Internet it is possible to specify the following indicators, which 
enables to measure the online audience:

Number of visitors (cookies) – the number of cookies in the given time period (for example over 
one day).
Number of visitors (real users) – the number of the Internet users in a given month.

According to the assumption that one Internet user uses only one browser to which only one 
cookie is assigned, we can estimate the number of all Internet users. In order to estimate the 
number of the Internet users in the given time period it is sufficient to determine the number of 
cookies reported on the analyzed web site. 

Taking into consideration the definitions presented above, it is recommended to define „Internet 
users” as „visitors (cookies)” and specify their number on the basis of „number of visitors 
(cookies)” indicator.  Also, it is possible to determine the value of this indicator for particular 
time periods, such as hours, days, weeks or months.  It is worth mentioning that the indicator 
„number of visitors (cookies)” is used in the case of detailed analyses of the character of the 
traffic on the web site (distribution per day, per week, or per month).
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Indicator „ number of visitors (real users)” and „ number of visitors (cookies)” (2)

For one month time period it is possible to determine the precise number of visitors (not 
cookies). The indicator „number of visitors (real users) defines the number of the Internet users, 
who generated at least one page view on the selected web site in a given month. This indicator 
relates to the actual number of persons (not computers, cookies or IP addresses) who visited 
the web site in a given month.

The indicator „number of visitors (cookies)” is not identical to the Internet users' number. To 
explain this fact - one person may use more than one computer (and can be defined by more 
than one cookie at the same time) and one computer may be used by more that one person (in 
this situation many people use the same specific cookie). 

What is more, the number of visitors (real users) do not correspond to the number of visitors 
(cookies) for a few basic reasons. The first problem the problem of cookies being deleted (some 
of the Internet users consciously or accidentally erase cookies from time to time and as a 
consequence they are identified by the site-centric systems (gemiusTraffic study) a number of 
times within the analyzed time period). The second reason responsible for difference between 
the number of visitors (real users) and the number of visitors (cookies) is the problem of co-
using the same computer (and thus the same cookie) by many Internet users. Finally, the 
problem mentioned above may be caused by connecting with the Internet from many places by 
the same Internet users (using many computers).
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Summary
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In January 2005 www.ngo.pl web site was visited by 230 281 visitors (real users) who made 1 641 643 
page views. The number of page views per one visitor was 7,1. The average time spent on the web site per 
one visitor (real user) amounted to 7 minutes 24 seconds. 

In the Polish Internet there is still a slight predominance of men. However, the difference in the total number 
between men and women is decreasing. Interestingly, the analyzed web site is usually visited by more 
women than men. Women prevail over male visitors by 6,6 percentage points. In spite of female visitors 
prevalence, the most active visitors are men – they generate more page views and spent more time on the 
www.ngo.pl web site.

The report reveals that the older Internet users are more likely to visit the analyzed web site than other web 
sites. The online audience is older than the recorded average in the Internet. To compare, the percentage of 
visitors aged 15 and less amounts to 11,2 percentage points less than the average in the Internet. It is 
worth mentioning that the Internet users between the age of 45 and 54 spent on the analyzed web site the 
biggest amount of time and they made the biggest number of page views.

Moreover, the web site's users are better educated than it is recorded for all Polish Internet users. To 
specify, the percentage of visitors (real users) with secondary and higher education amounts to 10 
percentage points above the average level. What is interesting, the analyzed web site is less likely to be 
visited by schoolchildren and students (difference 8,4 percentage points) but more likely to be visited by 
administrative officials (difference 7,4 percentage points).  

Finally, the group represented in a great number are the Internet users from cities up to 100 000 citizens –
the recorded difference is 11 percentage points more than the average for the Polish Internet.
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In January 2005 the analyzed web site was visited by 60,7% of visitors (real users) whose net income is 
below 1000 PLN or who do not have any income. It is nearly 4 percentage points less than the data 
generated for the whole Internet. 

Mondays are days with the heaviest traffic on the analyzed web site, while on other working days traffic 
intensity remains on the same equal level. However, during the weekends the number of visits is falling 
down to 60% when compared to the average level on working days. It is worth mentioning that most of  the 
users are registered on working days between 12.00 and 2.00 p.m. 

The majority of visits (61,5 %) are the visits from search engines (most often coming from google.com).
26,7% of visits were started after writing the web site's address directly in the browser's window, taking the 
address from „Favorite” menu or clicking on the advertising form, which refers straight to the analyzed web 
site. A small percentage of visits were started after finding the web site's address in the catalogue (most 
often: Onet.pl) or after clicking on the link on the other web site.  

As the additional analyses state, the most preferred section is ”Services” („Serwisy”). However, the section 
”Databases” (Bazy danych) was recorded as generating the biggest number of page views and also the 
visitors (real users) spent there the biggest amount of time. 
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Characteristics of the web site traffic
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In January 2005 r. www.ngo.pl web site was visited by 230 281 visitors (real users)* who did 1 641 643 
page views. Each of the visitors (real users) viewed 7,1 pages and spend 7 minutes and 24 seconds on the 
analysed web site.

From August 2004 to January 2005 the web site's visiting ratio registered a steady growth tendency. The 
highest web site's visiting ratio was recorded in January when the web site was visited by 231 660 visitors 
(cookies) who made 338 222 visits in the way. 

According to the data, the majority of visitors (cookies) visited the web site from 12.00 to 2.00 p.m. The 
smallest number of visitors was registered from 3.00 to 6:00 a.m.

The majority of the visits came from browsers (61,5%). What is more, the majority of visits came from one 
browser - google.com (87,6%). Next were onet.pl (8,8%) and wp.pl (2,3%). The most popular keywords 
were - „pkd”, „swot analysis”, and „ngo”. 

*Number of visitors (real users) from gemiusProfile study differs from number of visitors (cookies) (indicator of  gemiusTraffic study) because of 
accepted different definition (slide 8 and 9). The differences will be also occur in the case of other indicators which based on this indicators, like
average number of page views per visitor and average time per visitor .
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26,7% of the visits were so-called direct reference. Those visits started from writing down the web site's 
address directly in the browser's window, or from calling this address from ”Favorite” menu, or from clicking 
on the advertising form, which directed to analyzed web site. 

11,7% of visits were caused by the click on the link from other web site (a referrer page). Among the 
referrer pages the most popular were following: www.dobry.pl (7,5% of visits from referrer page) and 
www.bankizywnosci.pl (3,0%).

0,1% of all visits were originated in catalogues, grouped into different thematic categories. The most 
popular catalogue was onet.pl (68,3% of the visits).
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Basic indicators of the audiece rating – compared to previous months
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Number of the web site's visitors (cookies) on subsequent days of the month

Counted on the basis of the number of 
visitors (cookies)
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Number of the web site's visitors (cookies) on subsequent days of week

Counted on the basis of the number of 
visitors (cookies) 
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Number of visitors (cookies) of the web site in particular time of the day

Calculated on the basis of the number of
visitors (cookies)
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Distribution of visitors (cookies) in time slots – week days and weekends

Calculated on the basis of the number of
visitors (cookies)
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Ways of getting onto the web site – referer sites' analysis

Calculated on the basis of the number of
visits in the gemiusTraffic research

Catalogues
0,1%

Referer  s ites
11,7%

Search engines
61.5%

Direct referer
26,7%

Source: gemiusTraffic, January 2005, N = 338 222
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Web sites links to the NGO web site

Calculated on the basis of the number of
visits initiated on the referer web sites in the
gemiusTraffic research

Data for  11,7% of all visits

bazy.ngo.pl
14,8%

www.ngo.pl
12,9%

Other referer domains
47.3%

www.dobry.pl
7,5%

www.bankizywnosci.pl
3,0%

www.filantropia.org.pl
2,9%

www.klon.org.pl
2,9%www.ngo.org.pl
2,8%

www.niepelnosprawni.i
nfo

2,4%
www.prawo.ngo.pl

1,6%

www.ops.pl
1,9%

Source: gemiusTraffic, January 2005, N = 39 665
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Search engines - domains

Data for  61,5% of all visits

Calculated on the basis of the number of
visits initiated through search engines in the
gemiusTraffic research



24

Catalogues - domains

Data for   0,1% of all visits

Calculated on the basis of the number of
visits initiated through catalogues in the
gemiusTraffic research

dm oz.org
0,5%

polonia.net
0.4%

google.com
1,3%

pols ka.pl
1,6%

dodaj.pl
2,4%

gazeta.pl
2,9%

onet.pl
68,3%

w p.pl
17,3%

inter ia.pl
5,3%

Source: gemiusTraffic, January 2005, N = 375
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Classification of the web site's users according to 
their on-line activity and socio-demographic criteria 
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Women made up the majority of all visitors (real users) to the analyzed web site. In January 2005 the 
women's predominance amounted to 6,6 percentage points in comparison to the average for the Internet 
users. Although in the Polish Internet there is still slight domination of men, the gender gap is becoming 
smaller. What is interesting, men were the most active visitors (real users) – they generated more page 
views (7,9) and spent more time on the web site (8 minutes and 7 seconds). The indicators mentioned in 
the group of women were the following: the time spent on the web site – 6 minutes and 48 seconds, the 
number of page views per visitor (real user) – 6,5.

Taking into consideration the age of the visitors (real users), it is worth mentioning that the web site was 
usually visited by the visitors (real users) aged between 15 and 24. The predominance of visitors (real 
users) of that age made up 2 percentage points in comparison to the average data for the whole Internet. At 
the same time, the most active visitors (real users) were people aged between 45 and 54 – they spent 14 
minutes and 2 seconds on the web site, generating 11 page views.

Nearly a half of the analyzed web site's visitors (real users) (45,3%) constituted people with secondary 
education. It is more than average for the Internet (almost 10 percentage points). Simultaneously, the same 
growth was recoded in the group of visitors (real users) with a university degree. Taking into account the 
visitor's (real users) activeness, it must to be said that well educated � � � � � �� �� 	 � � � � 
 �� � � � �� � � � � � � � � ��
� � � � more active while visiting the analyzed web site. It means that they  spent more time (on average 10 
minutes and 34 seconds) on it and made more page views (9 page views). Surprisingly, the web site was 
also actively searched by visitors (real users), who declared completing only a vocational school (the 
average time per visitor (real user) – 9 minutes and 26 seconds, the average number of page views – over 
12).

Finally, the group represented in a great number are the visitors (real users) from cities up to 100 000 
citizens (35,3%) – the difference recorded is 11 percentage points more than the average for the Polish 
Internet. Nevertheless, the most active visitors (real users) were residents from cities from 100 000 to 500 
000 – they made 7,7 page views and spent on the web site 8 minutes on average.
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In January 2005 the analyzed web site was visited by 60,7% visitors (real users) who declared net income 
below 1000 PLN or do no income at all. It constitutes nearly 4 percentage points less than the data 
generated for the whole Internet. 

Among the visitors (real users) the majority were people whose household consisted of  3 (25,0%) or 4 
people (31,5%).

In the socio-demographical structure of visitors (real users) the prevailing group constituted students and 
schoolchildren (37,8%). Nevertheless it is 8,4 percentage points less than in the whole Polish Internet.

Undoubtedly, what is interesting is the fact that on the analyzed web site there were 15 percentage points 
more visitors (real users) using the Internet every day or almost every day than in the whole internet. Over 
60% of all visitors (real users) have used the Internet for at least two years and the majority of them have 
used the Internet for 2, up to 5 years (46,7%). 
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54,6%
48,0%45,4%

52,0%

woman

man

www.ngo.pl, N = 708
Source: gemiusProfile, January 2005

The Internet, N = 16 642
Source: Megapanel PBI/Gemius, January 

2005

Visitors (real users) by gender
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Average time spent on the web site and the average number of page views
per visitor (real user) versus gender
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15,1%
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13,3%

9,5%

42,1%

3,9%
2,8%

40,0%
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25-34 35-44
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web site www.ngo.pl, N = 708
Source: gemiusProfile, January 2005

The Internet, N = 16 642
Source: Megapanel PBI/Gemius, January 
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Visitors (real users) by age
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The average time spent on the web site and the average number of page
views per visitor (real user) versus age
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45,3%

28,1%

35,5%

18,2%

5,1%

21,5% 37.7%

8,6% elementary

vocational school
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university degree

www.ngo.pl, N = 708
Source: gemiusProfile, January 2005

The Internet, N = 16 642
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Visitors (real users) by education
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The average time spent on the web site and the average number of page
views per visitor (real user) versus education
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20,7%

35,3%

15,5%

24,4%
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www.ngo.pl, N = 708
Source: gemiusProfile, January 

2005

The Internet, N = 16 642
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Visitors (real users) groupped according to the size of their place of living
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The average time spent on the web site and the average number of page
views per visitor (real user) versus the size of the place of living



36

4,8%
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Visitors (real users) by monthly net income
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Visitors (real users) groupped by the household size
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Classification of the users visiting the selected
sections of the web site according to their on-line 
activity and socio-demographic criteria
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The following sections of the www.ngo.pl web site have been selected for more detailed analysis of their
visitors' (real users) profile: 
The main page
Database
Services
Regional sites
Ogloszenia.ngo.pl
Wiadomosci.ngo.p

Comparing particular sections with respect to the number of visitors (real users) as well as the number of 
generated page views, the most popular section in January 2005 was „Services” . Te results show that this 
section was visited by 130 238 visitors (real users) who made 550 024 page views. However, the visitors 
(real users) of the ”Database” section turned out to be the most active group. They spent in this section 6 
minutes and 54 seconds, making at the same time an imposing number of page views - 9,8. 

Classification of the visitors by gender highlights the superiority of women in every analyzed section. There 
is only one exception – ”The main page”, where women made up 47,0% of all visitors (real users). 

What is interesting, the ”Database” section was popular mainly in the group of men. They spent there on 
average 8 minutes and 52 seconds and made 13,1 page views. 
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The visitor's (real users) profile divided into age groups shows certain difference in popularity of the 
selected sections. 44,2 % of the visitors (real users) of „Wiadomosci.ngo.pl” section were people at the age 
of 15-24. The age structure looks similarly among the ”Ogloszenia.ngo.pl” section's visitors, where the 
visitors from the mentioned age group made up 41,1% of all visitors (real users). In the section ”Database” it 
was recoded that there were considerably more (32,1%) visitors (real users) aged between 35 and 44. 
When compared to other sections, the number of visitors (real users) at that age was at the level of 10,8% 
to 18,1%. 

Visitors (real users) aged between 45 and 54 spent on average on the ”Wiadomosci.ngo.pl” section 
impressive 12 minutes and 35 seconds. At the same time, the visitors (real users) aged between 25 to 34 
who visited the ”Database” section made nearly 21 page views!

The further analyses indicate that the visitors (real users) with vocational education are more likely to be 
found in the ”Ogloszenia.ngo.pl” section (30,4%) and less likely to be found in the ”Database” section 
(11,2%). What is more, visitors with vocational education made up the lowest percentage in all sections. In 
every section a majority of visitors (real users) were people with secondary education (those who completed 
a high school). The highest percentage of visitors from this category was registered in the ”Database”
section (50,8%). The lowest one – in the ”Ogloszenia.ngo.pl” section (36,7%). Finally, visitors (real users) 
with a university degree constituted the majority in the ”The main page” section (33,6%). 
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Taking into consideration the time spent on the analyzed web site's sections, it is worth mentioning that the 
visitors (real users) with vocational education spent 12 minutes and 3 seconds in the ”Services” section. 
The analyses regarding the number of page views, show that the most active visitors (real users) were 
those with higher education, searching the ”Database” section. They made almost 16 page views on 
average.

What is more visitors (real users) living in the countryside were more likely to visit ”Ogloszenia.ngo.pl”
section and were less interested in the ”Regional sites” at the same time.

The further analyses revealed that „Regional sites” were explores mostly by visitors (real users) who lived in 
cities up to 100,000 residents (49,0%). On the other hand, the most active visitors (real users), taking into 
account the number of page views, were the Internet users from cities over 500 000 residents who explored 
the ”Database” section (nearly 14,9 page views made). Finally, the results show that visitors (real users) 
who lived in the cities of 100,000 to 500,000 residents spent most of the time in the ”Wiadomosci.ngo.pl”
section (11 minutes and 9 seconds).
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Audience rating of particular sections of the web site www.ngo.pl –
the average number of page views versus the average time spent on 

site per visitor (real user)
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Women and men as audience of particular sections of the web site
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Average time spent on site per visitor (real user) versus gender ±
selected sections
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The average number of page views per visitor (real user) ± selected
sections
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Participation of visitors (real users) from the distinguished age
groups - selected sections
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Level of education of visitors (real users) visiting selected sections
of the web site
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The average number of page views per visitor (real user) versus education
± selected sections

4,3
4,6

3,5

7,2

7,8

5,0

6,0

16,0

3,73,8

14,9

3,1

1,7

4,4

1,7

3,9

3,0

10,3

3,0
2,9

5,9

2,1

3,3

2,7

0

2

4

6

8

10

12

14

16

18

elementary vocational school high school university degree

The m ain page of the w eb s ite [N = 156] Databas e [N = 160] Services  [N = 409]

Regional s ites  [N = 59] Og
os zenia.ngo.pl [N = 111] Wiadom o� ci.ngo.pl [N = 240]Source: gem iusProfile, January 2005



55

Participation of visitors (real users) in the division according to the
place of living - selected sections
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The average time per visitor (real user) versus the size of the place of
living ± selected sections
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The average number page views per visitor (real user) versus the size of
the place of living ± selected sections
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Definitions



59

· Number of visitors (real users) ± the number of the Internet users in a given target group 
who made at least one page view on the selected web site in a given month. This indicator 
relates to the actual number of persons (not computers, cookies or IP addresses) who visited 
the web site in a given month.

· Number of page views ± the number of page views made by a given target group on the 
selected web site(s) in a given time period.

· Visit ± a series of page views on a given web site (node), uninterrupted by a period longer 
than 30 minutes.

· Average time spent on site per visitor (real user) ± total time spent by the average visitor 
(real user) in a given target group on the selected web site(s).

· Average number of visits per visitor (real user) ± the number of visits generated by the 
average visitor (real user) in a given target group in a given time period.

· Average number of page views per visitor (real user) ± the number of page views on the 
selected web site(s) generated by the average visitor (real user) in a given target group in a 
given time period.

· Reach ± expressed as a percentage, the ratio of the number of visitors (real users) who 
generated at least one page view on the selected web site in a given time period to the total 
number of the Internet users in a given time period.

Definitions - Megapanel PBI/Gemius
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· Visitor (cookie) - one unique cookie represented by a unique identifier which is successfully 
served to an Internet user©s computer.

· Visit - an uninterrupted series of page views on a given web site executed by the same 
visitor (cookie), counted as a closed whole. The duration between consequtive page views 
cannot exceed 30 minutes (a longer duration will result in the series being counted as two 
separate visits). 

· Geographic origin ± gemiusTraffic study informs about the places from where Internet 
users link with Internet. This module localise the visitors (cookies) on the basis of IP 
addresses.

Definitions ± gemiusTraffic


