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Press release

January 30, 2007, Vilnius

There are more men on the Internet, but women are more active
According to the latest data of the gemiusAudience research Internet penetration reached 40.8% in November, and 1,073,611 visitors visited the Internet at least once during this month. One user spent 14 hours and 8 minutes on the Internet and opened 991 pages on the average.  The proportion of men and women on the Internet has fluctuated around 50% for some time, however there are a little bit more men: in November men constituted 51%, women – 49% of the whole Internet audience.
Women and men are two equivalent groups of online visitors, forming all Internet audience. Even though indicators of Internet usage, behavior are fairly similar for women and men, small differences can be discovered in their socio-demographic structure, and perhaps the biggest difference between these two groups is the character of the web sites visited by men and women. Exactly this difference should be noticed by Internet web sites’ creators and advertisement campaign planners attempting to attract the target groups of women or men.

10 web sites, formed according to the indicator of audience composition, show that on the Internet men seek information concerning sport, computer games, automobiles, finance and investments. The biggest part of women can be found on web sites presenting electronic versions of magazines dedicated to women, moreover, women on the Internet search for information about dieting, congratulations, children, they in an active way surf the Internet looking for professional, business news.

10 web sites, in which men constitute the biggest share



----------------------------------------------------------------------------------------------------

No 
Websites 
Visitors (real users)
Audience composition

----------------------------------------------------------------------------------------------------

1
eurofootball.lt
9638
70,59 %

2
f-1.lt
21598
70,57 %

3
fhm.lt
6089
70,13 %

4
krepsinis.net
40854
68,42 %

5
eurobasket.lt
44985
67,15 %

6
jt.lt
7510
65,68 %

7
games.lt
80717
64,33 %

8
sportas.lt
12710
63,28 %

9
autoplius.lt
256914
61,63 %

10
kompiuterija.lt
106023
59,60 %

----------------------------------------------------------------------------------------------------

Source: Gemius Baltic, gemiusAudience, 2006 November

10 websites in which women constitute the biggest share
----------------------------------------------------------------------------------------------------

No 
Websites 
Visitors (real users)
Audience composition

----------------------------------------------------------------------------------------------------

1
moteris.lt
19494
73,13 %

2
dieta.lt
16486
67,77 %

3
panele.lt
34244
67,21 %

4
atvirukas.lt
31187
66,43 %

5
ieva.lt
26598
65,01 %

6
cosmopolitan.lt
5346
63,92 %

7
tax.lt
44889
63,40 %

8
tindirindi.lt
22142
63,15 %

9
studijos.lt
19130
62,91 %

10
elta.lt
12678
62,89 %

----------------------------------------------------------------------------------------------------

Source: Gemius Baltic, gemiusAudience, 2006 November

Men and women have very similar Internet usage behavioral indicators. According to the data from November: representatives of both genders allot 51 seconds for one page view, and the number of their visits reaches 47 times per month on average. However, women are a little bit more active than men, women visit by 57 pages more than men (women – 1020, men – 963 pages per month), and remain on the Internet by 48 minutes longer on average (women – 14 hours 33 minutes, men – 13 hours 45 minutes per month).

The age structure of men and women using the Internet entirely corresponds to the age composition of the whole Internet audience, in which 15-24 years old visitors dominate, they constitute about two fifths of the whole Internet audience. 25 – 34 and 35 – 44 years old visitors constitute approximately one fifth of all Internet audience each.

Analyzing women and men audiences according to their occupation, it can be seen that students (35.1%) and specialists / officers (39.8%) dominate in the female audience, despite being a little bit smaller these socio-demographic groups dominate and in the audience of men (there are 27.8% students and 25.7% specialists / officers between men), moreover, a significant proportion of men visiting the Internet are workers / technical workers (16.3%), there is only 4.9% of this socio-demographic group representatives in the female audience.  

The parts of men and women with secondary and higher education are the biggest on the Internet. The proportion of men with secondary education (41.3%) is bigger by one third compared to the proportion of women with secondary education (31.0%), but the part of women having higher education (26.8%) is by one quarter bigger than the part of men with higher education (21,1%).  

Comparing net income of men and women using the Internet, it can be seen that higher income is obtained by the bigger part of men: 19.8% of men (approximately by two times more than women) declares to gain income from 1501 to 3000 Lt per month, 7.3% of men (almost by four times more than women) declares to gain income more than 3000 Lt per month. On the other hand the smaller income is obtained by the bigger part of women: 43.1% of women (approximately by one and a half times more than men) declares to gain income to 900 Lt per month. 

Both men and women mostly connect to the Internet from home: the proportion of men connecting to the Internet from home (82.4%) is by 9.2 percentage points bigger than the respective group of women. However, the parts of women who connect to the Internet from work (42.4%) or school / university (16.5%) are by 3.4 or 4.8 percentage points respectively bigger than the corresponding parts of men.

Analyzing the behavior of the whole Internet audience in November, it was noticed that Top 10 web sites (according to the number of visitors) almost has not changed compared to the top 10 web sites of October: the web site Supermama.lt raised from 9th to 8th position, and the web site Kompiuterija.lt after getting onto the 10th place of the top 10 web sites of October, continues to climb higher and is on the 9th position in November.

Top 10 websites according to the number of visitors (real users)

--------------------------------------------------------------------------------------------------------------------------------------------------------

No 
Websites
Visitors (real users)
Average time spent per user
Reach


--------------------------------------------------------------------------------------------------------------------------------------------------------

1
delfi.lt
770915
02:30:36
71,81 %

2
one.lt
679560
13:37:19
63,30 %

3
zebra.lt
448930
00:42:27
41,81 %

4
autoplius.lt
416834
01:38:06
38,83 %

5
lrytas.lt
312518
00:51:31
29,11 %

6
draugas.lt
266033
02:36:08
24,78 %

7
klase.lt
237667
00:30:34
22,14 %

8
supermama.lt
179206
01:58:24
16,69 %

9
kompiuterija.lt
177886
00:08:30
16,57 %

10
omni.lt
169150
00:21:15
15,76 %

--------------------------------------------------------------------------------------------------------------------------------------------------------

Source: Gemius Baltic, gemiusAudience, 2006 November

Gemius SA is the largest online research agency in Central and Eastern Europe. The company has been dedicated to Internet market research since its founding in 1999. By focusing the business on maximizing credibility, quality and accuracy the company has been able to grow into the largest online market research agency in Central and Eastern Europe in less than 5 years. We focus on high-quality, ethical research. We adhere strictly to the codes of conduct developed by ESOMAR. 

Gemius SA provides a wide range of Internet research to brand name clients throughout Eastern Europe. Gemius provides data on Internet user behavior (gemiusTraffic), Internet audience profiles (gemiusProfile), or online advertising campaign effectiveness (gemiusEffect). Gemius' gemiusAudience research is the online advertising currency across Eastern Europe, where by working with key joint-industry committees and other market players Gemius provides accurate, high-quality measurement of online audiences for media planners, buyers and sellers. The company's goal is to go beyond statistics and to provide thorough knowledge to our clients, helping them to make the most of their investments in the online marketing channel. 
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Jolita Reidman

UAB Gemius Baltic, Head of Sales

jolita.reidman@gemius.com

