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IntroductionIntroduction
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• CIB Bank has become an universal bank, and has gained an influential role in
the Hungarian financial market in the past 25 years. The development of new
products, particularly the progress of electronic services and their
pioneering implementation has a primary importance. Besides the traditional
corporate clientele the bank is focusing on small and
medium-sized enterprises as well with its continuously broadening services.
Also targeting private customers they offer all traditional private banking
schemes. A special guarantee of CIB's continuous and uninterrupted growth is
the shareholder structure, as the owner of CIB Bank is Gruppo Banca Intesa
http://www.intesabci.it/ which is the largest domestic banking group in
Italy. 

• In 2001 CIB Bank won the Most Promising Internet Bank award, and
in 2002, 2003 the award of The Internet Bank of the Year in Hungary. After
that CIB Bank received the award of the Web Site of the Year from the
Hungarian Marketing Association in 2004, 2005.
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On March 2006, CIB Bank run the advertising campaign in Hungary.On March 2006, CIB Bank run the advertising campaign in Hungary. Its aim was to Its aim was to 
strengthen the bank image and make the brand known in wider groustrengthen the bank image and make the brand known in wider groups of potential ps of potential 
clients. clients. 

The advertisements were emitted on:The advertisements were emitted on:
• television 
• Internet
• as well as published in press

During the advertising campaign three kinds of the advertisements were emitted:

The first one named The first one named „„ ZipZip”” advertisementadvertisement

The second The second –– „„ Ball penBall pen”” advertisementadvertisement

The third The third –– „„ Remote controlRemote control”” advertisementadvertisement



Skip movieSkip movie

„„ Zip"  Zip"  advertisementadvertisement



Skip movieSkip movie

„„ BallBall pen"  pen"  advertisementadvertisement



Skip movieSkip movie

„„ RemoteRemote controlcontrol"  "  advertisementadvertisement



9

AimAim ofof thethe researchresearch
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Aims of the study:Aims of the study:

• Finding out what are the opinions about CIB Bank inside the target group and how they 
differ in comparison with all respondents.

• Getting to know what is the image of CIB Bank comparing to other banks.
• Measuring the recall of CIB Bank advertising campaign by respondents. 
• Evaluation of the creatives by respondents.
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Methodology of the research    Methodology of the research    
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• The research was conducted in Hungary using the questionnaire displayed to randomly 
selected Internet users visiting the following web sites: index, iWiw, origo and startlap. 

• Surveys were emitted as a pop-up randomly from March 13th to March 16th 2006.
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• The research was addressed to Internet users aged 18 – 64. People not belonging to this 
group were screened out, being redirected to “Thank you page” (below).
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• 3 423 Internet users aged 18 – 64 years filled in the questionnaire fully.  

• The target group was represented by people:
- who graduated at least high school or college/university,
- employees or entrepreneurs,
- with middle or high personal income.

• The size of the target group was 1 859 respondents satisfying these criteria and fully 
completing the questionnaire.

• In the study the target group was named „CORE” and the all of the respondents – „WIDE”. 
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The scheme of analysed groups        The scheme of analysed groups        
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SummarySummary
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• CIB Bank is perceived as the most friendly bank in respondents’ opinion. 22,9% of Internet 
users aged 18 – 64 and 23,7% of respondents from the target group have chosen this bank
as a friendly one. 

• 78,6% of CIB Bank clients filling in the questionnaire are satisfied with the bank. They 
express the opinion that CIB Bank is very trustful bank, which offers a wide range of 
services and gives attractive credits that meet clients’ expectations – nearly half of the 
respondents that are clients of this bank are claiming that. 

• Most of the respondents are satisfied with the services offered by CIB Bank. 85,7% of 
Internet users aged 18 – 64 and 84,8% of Internet users from the target group perceive the 
CIB Bank services quality as definitely good or rather good. 

• The advertising campaigns proved to be well known by the respondents. Most of 
respondents have seen the advertisement, however mostly in television. They perceive 
creatives as interesting, well prepared and easy to understand.   
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Opinion about banks Opinion about banks 
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• CIB Bank was on the fifth position when measuring the aided brand awareness. 74,5% of 
Internet users aged 18 – 64 and 77,1% of respondents from the target group pointed this 
bank. On the first place was OTP Bank with „WIDE” – 94,6% and „CORE” – 94,7%.  

• 31,5% („WIDE”) and 35,4% („CORE”) of the respondents perceive CIB Bank as a trustful 
bank – the second place in the top of analyzed banks. The most trustful bank turns out to 
be OTP Bank. 

• The biggest group of the respondents pointed  Földhitel-és Jelzálogbank as a bank which 
gives attractive credits („WIDE” – 25,3% and „CORE” – 25,9%). CIB Bank was third 
(„WIDE’ – 17,6% and „CORE” – 19,0%). 

• CIB Bank was on the fifth position („WIDE” – 12,1% and „CORE” – 13,7%) as a bank which 
offers credits which meet clients’ expectations. On the first place in this top is Földhitel-és
Jelzálogbank – 15,7% of all the respondents and 17,3% of the respondents from the target 
group maintain that credit offers in this bank meet people expectations. 
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• OTP Bank was pointed the most often when evaluating the range of services. 47,5% of all 
Internet users and 49,2% from the target group expressed the opinion that the bank has a 
wide range of services . CIB Bank was on the third position in this top.

• The majority of respondents are using the services of OTP Bank – 63,7% of all 
respondents and 63,4% from the target group. Based on this criteria, CIB Bank was placed 
on the 5th position. 14,5% of all Internet users and 17,4% of Internet users from the target 
group are using the services of CIB Bank. 
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SpontaneousSpontaneous brandbrand awarenessawareness

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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AidedAided brandbrand awarenessawareness

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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TrustfulTrustful banksbanks

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe respondentsrespondents knowingknowing thethe bank.bank.

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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Banks which give attractive creditsBanks which give attractive credits

The data is based on the answers of all the respondents knowing The data is based on the answers of all the respondents knowing the bank.the bank.

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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BanksBanks offeringoffering creditscredits thatthat meetmeet clientsclients ’’ expectationsexpectations

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe respondentsrespondents knowingknowing thethe bank.bank.

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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BanksBanks whichwhich offeroffer a a widewide rangerange ofof servicesservices

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe respondentsrespondents knowingknowing thethe bank.bank.

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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FriendlyFriendly banksbanks

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe respondentsrespondents knowingknowing thethe bank.bank.

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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BanksBanks whichwhich servicesservices areare usedused by by thethe respondentsrespondents

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006



29

Clients opinion about CIB Bank Clients opinion about CIB Bank 
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• CIB Bank clients filling in the questionnaire are content with their bank, especially for 
treating it as the trustworthy institution (78,6% of the respondents being the CIB Bank 
clients think that way). 

• 69,2% of CIB Bank clients filling in the questionnaire declared that CIB Bank is a friendly 
bank. The next option in regards to this criteria would be Raiffeisen Bank but only for 
19,5% of them. 

• 66,1% of the CIB Bank clients believe that CIB Bank offers a wide range of services. The 
second place occupies OTP Bank (48,7%). 

• 49,8% of the CIB Bank clients filling in the questionnaire think that this bank offers credits 
that meet clients’ expectations. On the second place there were two banks – Raiffeisen
Bank and OTP Bank (respectively 20,0% of the answers).

• CIB Bank is perceived as a bank which gives attractive credits by nearly a half of the 
respondents that are CIB Bank clients (45,8%). 29,2% of them declared that Raiffeisen
Bank gives attractive credits.        
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TrustfulTrustful banksbanks

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe usersusers ofof CIB Bank CIB Bank servicesservices..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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Banks which give attractive creditsBanks which give attractive credits

The data is based on the answers of all the users of CIB Bank seThe data is based on the answers of all the users of CIB Bank services.rvices.

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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BanksBanks offeringoffering creditscredits thatthat meetmeet clientsclients ’’ expectationsexpectations

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe usersusers ofof CIB Bank CIB Bank servicesservices..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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BanksBanks whichwhich offeroffer a a widewide rangerange ofof servicesservices

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe usersusers ofof CIB Bank CIB Bank servicesservices..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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FriendlyFriendly banksbanks

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe usersusers ofof CIB Bank CIB Bank servicesservices..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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CIB Bank CIB Bank servicesservices
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TheThe followingfollowing servicesservices ofof CIB Bank CIB Bank werewere takentaken intointo considerationconsideration inin thethe studystudy::

• CIB Current Accounts
• CIB Bankcards
• CIB Savings (under this name there are Term Deposits, Saving Accounts and Deposit 

Account agregated)
• CIB Investment Funds
• CIB Internet Bank
• CIB24 Call Center
• CIB Flat Credits
• CIB Purchasing Card/CIB Credit Card
• CIB Personal Loan/CIB Fast Loan
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• Most of the respondents are satisfied with the services offered by CIB Bank. 85,7% of 
Internet users aged 18 – 64 and 84,8% of Internet users from the target group perceive the 
CIB Bank services quality as definitely good or rather good. Only 4,4% of „WIDE’ and 4,9%  
of „CORE” expressed the opinion that this quality is rather poor or definitely poor. 

• 57,1% of CIB Bank clients filling in the questionnaire and 58,5% of the target group, being 
CIB Bank clients, use the account service, 46,6% („WIDE”) and 48,9% („CORE”) use 
credits, and only – 13,5% („WIDE”)  and  13,9% („CORE”) – loans.
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• Among all CIB Bank services, the most used one are CIB Current Accounts („WIDE” -
52,6% and „CORE” - 52,9%). The second place occupy CIB Bankcards („WIDE” - 49,0% 
and „CORE” - 49,2%) and the third – CIB Internet Bank („WIDE” – 38,3% and „CORE” –
41,5%). 

• 58,6% of respondents aged 18 – 64 and 57,9% of respondents from the target group 
declared that they are definitely satisfied with CIB Current Account service, respectively 
34,5% („WIDE”) and 35,1% („CORE”) are rather satisfied with this service. 

• Opinions about CIB Bankcards are similar to these about CIB Current Accounts. 56,4% of 
all respondents and 56,0% from the target group are definitely satisfied with this service 
and next „WIDE” - 35,8% and „CORE” - 36,5% declare to be rather satisfied. 

• 87,2% of respondents aged 18 – 64 and 84,4% of respondents from the target group are 
definitely or rather satisfied with CIB Savings. CIB Investment Funds satisfies 84,2% of all 
Internet users filling in the questionnaire and 94,3% of respondents from the target group. 
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• The clients of CIB Bank have chosen CIB Internet Bank as the best service of the bank. 
96,3% of respondents from both groups (Internet users aged 18 – 64 and Internet users 
from the target group) are definitely or rather satisfied with this service. 

• 94,0% of all respondents being clients of CIB Bank and 94,6% of these from the target 
group evaluate CIB24 Call Center positively. In addition, 80,8% of Internet users aged 18 –
64 and 77,0% of Internet users from the target group are definitely or rather satisfied with 
CIB Flat Credits. 

• 87,0% of all respondents and 85,5% of respondents from the target group evaluate CIB 
Purchasing Card/CIB Credit Card positively. 

• 33,3% of all Internet users filling in the questionnaire and 31,0% of those from the target 
group are definitely satisfied with CIB Personal loan/CIB Fast loan. 50,8% of  „WIDE” and 
57,1%  of „CORE” are rather satisfied with this service.  
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OpinionOpinion aboutabout servicesservices ofof CIB BankCIB Bank

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe usersusers ofof CIB Bank CIB Bank servicesservices..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006

„„ WIDEWIDE””

„„ CORECORE””
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CIB Bank CIB Bank servicesservices usedused by by thethe respondentsrespondents

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe usersusers ofof CIB Bank CIB Bank servicesservices..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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AidedAided servicesservices awarenessawareness –– CIB BankCIB Bank

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe usersusers ofof CIB Bank CIB Bank servicesservices..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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CIB Bank CIB Bank servicesservices usedused by by thethe respondentsrespondents

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe usersusers ofof CIB Bank CIB Bank servicesservices..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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Opinion on CIB Current AccountsOpinion on CIB Current Accounts

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe usersusers ofof CIB CIB CurrentCurrent AccountsAccounts..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006



46

Opinion on CIB BankcardsOpinion on CIB Bankcards

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe usersusers ofof CIB CIB BankcardsBankcards..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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Opinion on CIB SavingsOpinion on CIB Savings

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe usersusers ofof CIB CIB SavingsSavings..

**DueDue to to thethe smallsmall sizesize ofof thethe samplesample thethe resultsresults areare illustrativeillustrative. . SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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Opinion on CIB Investment FundsOpinion on CIB Investment Funds

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe usersusers ofof CIB CIB InvestmentInvestment FundsFunds..

**DueDue to to thethe smallsmall sizesize ofof thethe samplesample thethe resultsresults areare illustrativeillustrative SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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Opinion on CIB Internet BankOpinion on CIB Internet Bank

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe usersusers ofof CIB Internet Bank.CIB Internet Bank.

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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Opinion on CIB24 Call CenterOpinion on CIB24 Call Center

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe usersusers ofof CIB24 Call Center.CIB24 Call Center.

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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Opinion on CIB Flat CreditsOpinion on CIB Flat Credits

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe usersusers ofof CIB CIB FlatFlat CreditsCredits..

**DueDue to to thethe smallsmall sizesize ofof thethe samplesample thethe resultsresults areare illustrativeillustrative SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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Opinion on CIB Purchasing Card/CIB Credit CardOpinion on CIB Purchasing Card/CIB Credit Card

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe usersusers ofof CIB CIB BuyingBuying CardCard/CIB Credit /CIB Credit CardCard..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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Opinion on CIB Personal loan/CIB Fast loanOpinion on CIB Personal loan/CIB Fast loan

TheThe data data isis basedbased on on thethe answersanswers ofof allall thethe usersusers ofof CIB CIB PersonalPersonal loanloan/CIB Fast /CIB Fast loanloan..

**DueDue to to thethe smallsmall sizesize ofof thethe samplesample thethe resultsresults areare illustrativeillustrative SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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AdvertisementAdvertisement
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TThreehree kindkind ofof advertisementsadvertisements werewere analyanalyzed in thezed in the researchresearch::

„„ Zip"Zip" –– First advertisementFirst advertisement
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• „Zip" advertisement was seen the most often by the respondents, comparing to other two 
advertisements. Among all respondents aged 18 to 64, filling in the questionnaire on iWiw
web site – 62,6% remembered that they had seen it. 58,1% on index – 57,7% on startlap
and 56,8%  on origo. The majority of them have seen the advertisement on TV: origo_wide
– 91,9%, startlap_wide – 91,4%, iWiw_wide – 88,9% and index_wide – 83,7%). 

• 37,1% of respondents aged 18 – 64 and 38,8% of respondents from the target group 
maintain that „Zip" advertisement definitely succeeded to catch their attention („WIDE” -
41,0% and „CORE” - 41,4% rather catches their attention). Even though very visible, the 
advertisement was not very easy to understand since only 16,4% of all Internet users and 
16,9% from the target group expressed the opinion that this advertisement is definitely 
easy to understand. 

• 42,6% of all the respondents and 41,2% from the target group strongly disagree or rather 
disagree with the statement that the „Zip" advertisement is addressed to people like them. 
Moreover only 19,2% (in both groups) of all the respondents declared that this 
advertisement encourages them to use the service. 

• 66,5% of Internet users aged 18 – 64 and 68,9% from the target group perceive the „Zip" 
advertisement as well prepared, and most of them state that this advertisement is rather 
not or definitely not boring („WIDE” - 69,8% and „CORE” - 71,9%).       
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HaveHave youyou seenseen thisthis advertisementadvertisement? ? 

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006

TheThe „„ Zip"  Zip"  advertisementadvertisement
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Media Media wherewhere respondentsrespondents havehave seenseen thethe advertisementadvertisement –– „„ Zip"  Zip"  advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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TheThe advertisementadvertisement catchescatches my my attentionattention –– „„ Zip"  Zip"  advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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TheThe advertisementadvertisement isis comprehensiblecomprehensible –– „„ Zip"  Zip"  advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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TheThe advertisedadvertised serviceservice isis addressedaddressed to to peoplepeople likelike me me –– „„ Zip"  Zip"  advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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TheThe advertisementadvertisement isis wellwell preparedprepared –– „„ Zip"  Zip"  advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006



63

I I likelike thisthis advertisementadvertisement –– „„ Zip"  Zip"  advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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TheThe advertisementadvertisement encouragesencourages me to me to useuse thethe serviceservice –– „„ Zip"  Zip"  advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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TheThe advertisementadvertisement isis boringboring//annoyingannoying//tiringtiring –– „„ Zip"  Zip"  advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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„„ BallBall pen"  pen"  –– TheThe secondsecond advertisementadvertisement



67

• „Ball pen" advertisement was less often seen by respondents than „Zip". Approximately half 
of respondents claim that they have seen it: index_wide – 56,4%, iWiw_wide – 53,8%, 
origo_wide – 49,8% and startlap_wide – 47,3%. Most of them have seen this 
advertisement on television (startlap_wide – 94,2%, origo_wide – 93,0%, iWiw_wide –
90,9% and index_wide – 89,2%).  

• 73,6% of the respondents aged 18 – 64 and 76,3% of the respondents from the target 
group declared that „Ball pen" advertisement catches their attention. Moreover, for 61,1% 
of all Internet users filling in the questionnaire and for 60,8% of respondents from the target 
group, this advertisement is definitely easy or rather easy to understand. Additionally 
56,5% of all respondents and 58,6% of respondents from the target group declared that 
they like this advertisement. 

• 44,0% of the respondents and 41,8% from the target group claim that „Ball pen" 
advertisement is not addressed to people like them (answers „definitely not” or „rather not”). 
Moreover only 19,0% of Internet users and 18,3% of Internet users from the target group 
claim that this advertisement encourages them to use the service. 

• 66,6% of Internet users aged 18 – 64 and 67,8% from the target group expressed the 
opinion that „Ball pen" advertisement is well prepared, and most of them claim that this 
advertisement is rather not or definitely not boring („WIDE” - 64,5% and „CORE” - 66,8%).
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HaveHave youyou seenseen thisthis advertisementadvertisement? ? 

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006

TheThe „„ BallBall pen"  pen"  advertisementadvertisement
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Media Media wherewhere respondentsrespondents havehave seenseen thethe advertisementadvertisement –– „„ BallBall pen"  pen"  
advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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TheThe advertisementadvertisement catchescatches my my attentionattention –– „„ BallBall pen"  pen"  advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006



71

TheThe advertisementadvertisement isis comprehensiblecomprehensible –– „„ BallBall pen"  pen"  advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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TheThe advertisedadvertised serviceservice isis addressedaddressed to to peoplepeople likelike me me –– „„ BallBall pen"  pen"  advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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TheThe advertisementadvertisement isis wellwell preparedprepared –– „„ BallBall pen"  pen"  advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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I I likelike thisthis advertisementadvertisement –– „„ BallBall pen"  pen"  advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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TheThe advertisementadvertisement encouragesencourages me to me to useuse thethe serviceservice –– „„ BallBall pen"  pen"  
advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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TheThe advertisementadvertisement isis boringboring//annoyingannoying//tiringtiring –– „„ BallBall pen"  pen"  advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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„„ RemoteRemote controlcontrol"" –– TThehe thirdthird advertisementadvertisement
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• The „Remote control" advertisement was seen by the the least number of respondents (one 
third of them): iWiw_wide – 42,1%, origo_wide – 37,6%, startlap_wide – 37,0% and 
index_wide – 35,1% of respondents. The most of them have seen this advertisement on 
television (startlap_wide – 92,8%, origo_wide – 92,6%, iWiw_wide – 88,8% and index_wide
– 88,5%).

• 75,1% of respondents aged 18 – 64 and 75,0% of respondents from the target group 
declared that „Remote control" advertisement definitely or rather catches their attention. 
Moreover 68,6% of all Internet users filling in the questionnaire and 69,0% from the target 
group expressed the opinion that this advertisement is definitely or rather easy to 
understand. 

• 66,3% of all respondents and 64,7% of respondents from the target group declared that 
they like this advertisement. Also most of them think that „Remote control" advertisement is 
rather not or definitely not boring („WIDE” - 70,0% and „CORE” - 71,0%). 

• 39,2% of the respondents and 39,6% of these from the target group strongly agree or 
rather agree with the opinion that „Remote control" advertisement is addressed to people 
like them. However, only 23,0% of Internet users filling in the questionnaire and 21,9% of 
Internet users from the target group maintain that this advertisement encourages them to 
use the service. 
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HaveHave youyou seenseen thisthis advertisementadvertisement? ? 

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006

TheThe „„ RemoteRemote controlcontrol "  "  advertisementadvertisement
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Media Media wherewhere respondentsrespondents havehave seenseen thethe advertisementadvertisement –– „„ RemoteRemote controlcontrol"  "  
advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006



81

TheThe advertisementadvertisement catchescatches my my attentionattention –– „„ RemoteRemote controlcontrol"  "  advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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TheThe advertisementadvertisement isis comprehensiblecomprehensible –– „„ RemoteRemote controlcontrol"  "  advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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TheThe advertisedadvertised serviceservice isis addressedaddressed to to peoplepeople likelike me me –– „„ RemoteRemote controlcontrol"  "  
advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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TheThe advertisementadvertisement isis wellwell preparedprepared –– „„ RemoteRemote controlcontrol"  "  advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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I I likelike thisthis advertisementadvertisement –– „„ RemoteRemote controlcontrol"  "  advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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TheThe advertisementadvertisement encouragesencourages me to me to useuse thethe serviceservice –– „„ RemoteRemote controlcontrol"  "  
advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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TheThe advertisementadvertisement isis boringboring//annoyingannoying//tiringtiring –– „„ RemoteRemote controlcontrol"  "  
advertisementadvertisement

TheThe data data isis basedbased on on thethe answersanswers ofof allall whowho havehave seenseen thethe advertisementadvertisement..

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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SocioSocio--demographicdemographic profile profile 
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Sex Sex –– „„ WIDEWIDE””

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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Sex Sex –– „„ CORECORE””

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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AgeAge –– „„ WIDEWIDE””

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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AgeAge –– „„ CORECORE””

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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Place Place ofof residenceresidence –– „„ WIDEWIDE””

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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Place Place ofof residenceresidence -- „„ CORECORE””

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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EducationEducation –– „„ WIDEWIDE””

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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EducationEducation -- „„ CORECORE””

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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OccupationalOccupational status status –– „„ WIDEWIDE””

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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OccupationalOccupational status status –– „„ CORECORE””

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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PersonalPersonal incomeincome –– „„ WIDEWIDE””

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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PersonalPersonal incomeincome –– „„ CORECORE””

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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FrequencyFrequency ofof Internet Internet usageusage –– „„ WIDEWIDE””

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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FrequencyFrequency ofof Internet Internet usageusage -- „„ CORECORE””

SourceSource: gemiusAdHoc, : gemiusAdHoc, MarchMarch 20062006
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