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The research has been conducted in 2006 and
2007 in several countries of Central and Eastern
Europe:

— the Czech Republic
— Hungary

— Latvia

— Lithuania

— Poland

— Romania

— Russia

— Ukraine.

In Hungary Gemius conducted the
research in cooperation with and

This report presents results of the survey
conducted in Hungary. Please, contact us

in case of interest in reports concerning other
countries.



The aim of the research was to identify the attitudes and usage preferences of Hungarian
Internet users towards online shopping in online stores and at online auctions.

The research findings presented in the report cover the following topics:

— attitudes of Internet users towards online shopping;

— factors encouraging people to do online shopping;

— Dbehavior of online shoppers;

— frequency of online shopping;

— assessment of services provided by online shops and auctions.
The research was conducted with the use of online pop-up questionnaires that were
emitted on Hungarian newspapers web sites: nepszabadsag.hu, blikk.hu and
nemzetisport.hu. Questionnaires were collected between 17" and 20" of September 2007.
After being cleaned the sample counted 1 777 cases.

The sample was weighted using gemius/lpsos Audience data. The findings are
representative in terms of age, gender and frequency of Internet use for the whole
Hungarian Internet users population aged 15+. Information about sample size presented in
the report refers to weighted data. Sample size (N) may be different for each question, as
there were some filters applied.

Please note: in case of some results presented on the charts the percentages may not add
up to 100 due to rounding or because of possibility of selecting more than one answer.







The top lines of the research results show the following:

 45% of Internet users from Hungary declared that they have ever been shopping on the
Internet.

» E-shopping is still in the phase of development. It is considered risky by 36% of those who
heatr1d about online shopping, and the payments in case of online stores are made mostly in
cash.

* In Hungary online stores are considerably more popular than auctions. The domestic
market edged up to 41% for online stores, whilst auctions maintain a lower level of 11%
represented mostly by vatera.hu and teszvesz.hu.

 Unaided brand awareness for online stores indicates that this market is very fragmented:
except for a few more widely known players, there is a great number of smaller stores, with
brand awareness level lower than 2%. The following online stores stand out: bookline.hu
(8%), fotexnet.hu (6%) and alexandra.hu (5%)




ATTITUDES TOWARDS ONLINE SHOPPING (1)

About half (51%) of Internet users love or like shopping . They are also highly aware of
online shopping (91%).

When shopping, in general, Hungarians are concerned about saving money (32%), buying
products of the best quality (22%), and spending on shopping as little time as possible
(18%), but spending it in a pleasant way (14%).

Search engines (57%) and offers of different online stores  (24%) are the most popular
sources of information when looking for a product on the Internet.

Internet is the most preferred media  when looking for information about the following
products and services:

— train, bus, plane tickets (64%);

— travel services (52%);

— movie and theater tickets (42%);

— phones and GSM accessories (41%);

— photo equipment (40%);

— books, CDs, movies (36%);

— computer software (36%);

— computer hardware (35%);

— consumer electronics and home appliances (32%).



ATTITUDES TOWARDS ONLINE SHOPPING (II)

. Unaided brand awareness — online stores

E-shops’ brands with the highest unaided brand awareness are:
— bookline.hu (8%);
— fotexnet.hu (6%);
— alexandra.hu (5%).

The long tail phenomenon is visible in popularity of Hungarian online stores. Besides a few
leaders (whose leading positions are not strongly pronounced), there is a great number of
less popular online stores (listed by less than 2% of Hungarian Internet users). Such online
stores were mentioned by 35% of respondents.



ATTITUDES TOWARDS ONLINE SHOPPING (lII)

. Unaided brand awareness — online auctions

Two leaders in this market are vatera.hu (23%), and teszvesz.hu (17%). eBay places third
(both eBay.com and its regional European sites) with 11%. The remaining sites constitute
9% of answers.

The results are less fragmented than the ones for online stores — auctions with less than
2% of total indications were mentioned by only 9% of respondents. This can be explained
by concurrence of three facts:

- only 11% of Hungarian Internet users shop at online auctions,

- registering on many auction web sites is not very convenient,

- a certain number of active users is required for an auction site to become attractive
(network effect is important in this type of sites).



ATTITUDES TOWARDS ONLINE SHOPPING (1V)

* Almost two thirds (63%) of Internet users who have heard about the possibility of shopping
online have heard about price comparison engines as well. The aided brand awareness
indicates that the most popular are:

— arukereso.hu (46%);
— depo.hu (44%));
Followed by:

— olcsobbat.hu (22%);

— argep.hu (12%).

* The factors that would encourage Hungarian e-shoppers to buy online more frequently are
lower prices (18%) and special offers and discounts (16%). Better own financial situation as
well as wider assortment and its better presentation are ranked behind (9%, 9% and 8%
respectively).



ONLINE STORES (1)

*  41% of Hungarian Internet users have ever shopped in online stores.

*  Shopping in online stores is far more popular than on auctions — 92% of e-shoppers do
shopping in online stores and every fourth e-shopper visits online auctions for that purpose.

» The reasons for choosing online stores are: saving time (50%), possibility of ordering at
any time (42%), possibility of purchasing products not available elsewhere (41%) and
prices lower than in traditional stores (38%).

« The most often mentioned problem related with the usage of online stores is the long
product delivery time (9% of e-shoppers declared so). Other reasons for dissatisfaction
scored 6% and below, while 70% of e-shoppers reported no problems at all .

 Almost half of online stores’ customers has resigned from purchasing online  (47%) at
least once, mainly due to changing their mind (38%) or finding better or cheaper
products elsewhere (23%).

* Hungarian e-shoppers have two main purchase strategies. They either look for the best
price of a product to be purchased via Internet by comparing offers from different stores
and choosing the best one (44%) or are loyal to one store and do not look for other
shopping opportunities (41%).



ONLINE STORES (II)

*  When searching for information and opinions on online stores, almost one third (29%)
use different web sites and portals  for this purpose while 27% do not look for this kind of
information and prefer to rely on their own experience. Friends are the source of
information for 21% of respondents using online stores.

*  40% of respondents who bought something in an online store during one month preceding
the study declared spending 20 000 Ft or less, 15% declared spending above 20 000 Ft.
43% didn’t know the amount of money spent in an online store or refused to answer.

* 3 most popular categories of products  bought in online stores are:

— books, CDs, movies (61%);
— train, bus, plane tickets (33%);
— movie and theater tickets (32%);
followed by:
— travel services (21%);
— computer hardware (18%);
— phones and GSM accessories (17%);
— photo equipment (17%)
— consumer electronics and home appliances (17%).



AUCTIONS ()

 11% of all Internet users have ever done shopping at online auctions. It is equal to 24% of
online shoppers.

 The most popular products bought on auctions are:
— books, CDs, movies (43%);
— computer hardware (25%);
— clothes and jewelry (24%);
— children’s accessories and toys (19%);
— consumer electronics and home appliances (17%);
— collectors’ objects (17%);
— phones and GSM accessories (15%).



AUCTIONS (1)

 The main reasons for which Hungarian Internet users decide to buy at online auctions
are:

— availability of products that are more difficult to be found in some other place (48%);
— prices lower than in a traditional store (45%).

* Majority of online auctions’ users (59%) reported no problems while buying on auctions.
The most typical obstacles that e-shoppers come across while buying on auctions are:

— false information on the web site (16%);

— dissatisfaction with received products (14%);

— lack of important information while shopping (13%);

— poor customer service (9%);

— long time of waiting for the product’s delivery (7%);

— problems with warranty and returning damaged products (7%).

* Most popular methods of payment at online auctions are: bank transfer (57%) and cash on
delivery (40%). This is notably different than in online stores — where cash on delivery is
still much more popular (65%) than credit card (29%) and bank transfer (28%).



ONLINE STORES VS. AUCTIONS (selected results)

ONLINE SHOPS

AUCTIONS

REASONS FOR PURCHASING USING
PARTICULAR ONLINE CHANNEL

saving time (50%)

possibility of ordering at any time (42%)

goods that are more difficult to be found
in some other place (41%)

goods that are more difficult to be found
in some other place (48%)

prices lower than in a traditional shop
(45%)

ADVANTAGE OF SHOPPING : ONLINE
SHOPS VS. AUCTIONS

More credible information (26%)

objects ordered and received are the
same (25%)

lower prices (42%)

(illustrative result due to small N)

PROBLEMS

no problems (70%)

long product delivery time (9%)

no problems (59%)
false information on the website (16%)

dissatisfaction with received products
(14%)

MOST POPULAR PRODUCTS BOUGHT

books, CDs, movies (61%)
train, bus, plane tickets (33%)

movie and theatre tickets (32%)

books, CDs, movies (43%)
computer hardware (25%)

clothes and jewellery (24%)

MOST POPULAR WAY OF PAYING

in cash on delivery (65%)

credit card (29%)

bank transfer (57%)

in cash on delivery (40%)



INTERNET USERS WHO DO NOT SHOP ONLINE

« 53% of respondents who have never done online shopping considered doing that. More
than one fourth (28%) of those who were thinking about such option actually tried to buy a
product on the Internet.

 Respondents who have never shopped online justified it with the following reasons: they
like to see the product and evaluate its quality (61%), they are afraid of providing their
credit card data (40%), they are also used to traditional stores (38%).

Amongst reasons for not buying in online stores or on auctions in case of those who
tried to do it are: changing their mind (32%), the prices of delivery and the product being
too high (31% and 25%) and being afraid that online transactions are not safe (25%).

* The intention of to shop online in the future among Internet users who have never done
it before is moderate (28% of respondents marked ‘rather yes’ or ‘definitely yes’ while 43%:
‘rather not’ or ‘definitely not’). Undecided users represent almost one third (29%) of
respondents who have never bought in online stores.






Q1. Attitude towards shopping

(in general)
It's hard to
I hate say | love
shopping 5% shopping

Idon'tlike 4% 5%
shopping

14%

I like
shopping
I don’t care 46%
about
shopping
26%
N=1777

Q2. Most important criteria when buying

(in general)

Saving money
(32%)

Buying products of the
best quality
(22%)

Spending as little time
as possible
(18%)

AV

Spending time in a
pleasant way
(14%)

N=1777

Base Q1-2: all respondents



Q5. Internet users’ opinion about buying on the Internet

“Basing on your own experiences or other people’s opinions, do you think that buying on the Internet...:”

60% (
49%

50% -
40% - 36%
30% | 26%
20% -
10% 9% 7%

6

0%
..takes less time ...Is risky ..Is cheaper than ...is complicated none of the above
than buying in buying in traditional
Craditional store ) store N=1 619

Almost half of respondents who heard about the possibility of shopping on the Internet
think that e-shopping is less time-consuming that traditional shopping. The lack of
security of the transactions made on the Internet is mentioned by a more than one third
of respondents from this group.

Base Q5: all respondents who heard about shopping on the Internet



Q3. (1) Sources of information from where Internet users enquire about particular products

Train, bus, plane tickets
Travel senices
Movie and theater tickets
Phones and GSM accessories
Photo equipment
Books, CDs, movies
Computer software
Computer hardware
Consumer electronics and home appliances
Computer games
Insurance
Furniture |
Sporting products
Collectors objects
Children’s accessories and toys
Clothes and jewelry |
Health & beauty products |
Food

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100

@ From friends and family m From the Internet %
m From adwvertisements O From the press

O From shoE assistants O From other sources

m | don't look for information or | don’t buy such products

Please note: due to more transparent presentation the detailed percentage
results for each answer category are available on the next slide. Base Q3: all respondents (N=1 777)



Q3. (2) Sources of information from where Internet users enquire about particular products
(% of answers in row)

| don'’t look for
From friends From the From From the From shop From other information or |
and family Internet advertisements press assistants sources don’t buy such
products
Train, bus, plane tickets 4% 64% 3% 2% 4% 6% 15%
Travel services 7% 52% 7% 3% 4% 6% 22%
Movie and theater tickets 13% 42% 6% 7% 5% 7% 20%
Phones and GSM accessories 8% 41% 10% 4% 14% 5% 17%
Photo equipment 10% 40% 7% 5% 15% 3% 21%
Books, CDs, movies 19% 36% 7% 6% 12% 10% 10%
Computer software 16% 36% 2% 3% 8% 4% 31%
Computer hardware 17% 35% 3% 3% 11% 4% 26%
Consumer electronics and home appliances 10% 32% 17% 11% 16% 6% 7%
Computer games 11% 29% 2% 2% 5% 3% 48%
Insurance 15% 28% 8% 2% 4% 14% 30%
Furniture 7% 18% 14% 14% 17% 8% 21%
Sporting products 13% 17% 9% 8% 19% 8% 26%
Collectors objects 5% 10% 3% 2% 2% 4% 73%
Children’s accessories and toys 13% 9% 5% 5% 14% 7% 47%
Clothes and jewelry 17% 7% 8% 11% 26% 14% 17%
Health & beauty products 18% 7% 15% 10% 13% 10% 27%
Food 17% 4% 20% 19% 21% 11% 9%

Base Q3: all respondents (N=1 777)



Q49. (1) Frequency of looking for the information online when it comes to offline purchase

Books, CDs, movies (N=1491)
Computer software (N=1145)
Computer games (N=848)
Food (N=1489)
Computer hardware (N=1229)
Consumer electronics and home appliances (N=1529)
Travel services (N=1261)
Photo equipment (N=1286)
Clothes and jewelry (N=1339)
Movie and theater tickets (N=1308)
Train, bus, plane tickets (N=1374)
Sporting products (N=1192)
Phones and GSM accessories (N=1368)
Health & beauty products (N=1177)
Children’s accessories and toys (N=833)
Collectors objects (N=425)
Insurance (N=1148)

o

Furniture (N=1272)

"

0%

10%

20%

30%

40%

50%

60%

70%

80%

90% 100%

O Always m Often @ Seldom O Never O | have never bought such productsin traditional st ores

Base Q49: all respondents who have bought products

Please note: due to more transparent presentation the detailed percentage
from specific category or searched information about them

results for each answer category are available on the next slide.



Q49. (2) Frequency of looking for the information online when it comes to offline purchase
(% of answers in row)

| have never
bought such
Always Often Seldom Never products in Total (N)
traditional
stores
Books, CDs, movies 15% 26% 27% 27% 5% 1491
Computer software 17% 20% 26% 28% 9% 1145
Computer games 14% 20% 26% 26% 14% 848
Food 8% 10% 22% 52% 8% 1489
Computer hardware 21% 20% 21% 28% 9% 1229
Consumer electronics and home appliances 21% 22% 26% 24% 7% 1529
Travel services 20% 22% 19% 26% 12% 1261
Photo equipment 20% 21% 27% 24% 8% 1286
Clothes and jewelry 6% 10% 32% 48% 5% 1339
Movie and theater tickets 15% 24% 27% 30% 5% 1308
Train, bus, plane tickets 22% 23% 20% 27% 9% 1374
Sporting products 10% 14% 32% 39% 5% 1192
Phones and GSM accessories 23% 23% 24% 25% 6% 1368
Health & beauty products 8% 14% 29% 43% 6% 1177
Children’s accessories and toys 10% 14% 29% 41% 6% 833
Collectors objects 12% 8% 20% 40% 21% 425
Insurance 14% 16% 23% 35% 12% 1148
Furniture 11% 12% 29% 40% 8% 1272

Base Q49: all respondents who have bought products from specific category or searched information about them



Q4. Ever heard about online shopping Q6. Ever done online shopping

No
9%

[

N=1777 N=1 619

Yes
91%

49%

The awareness of online shopping is high in Hungary but the actual purchase is done by
less than half of those who have heard about such possibility. It is 45% of the whole
Internet population.

Base Q4: all respondents; Q6 - all respondents who have heard about the possibility of shopping on the Internet



Q7. History of using online shopping

Over 5 years Within the last 6
More than 2 ago months
years ago up to 5% 25%

5 years
28%

More than halfa

yearup to a
More than 1 year ago
year ago up to 2 14%
years
28%
N=798

Hungarian e-shoppers usually have a long history of buying on the Net. Among Internet
users who have ever done online shopping, the shoppers with over 1 year of e-commerce
experience account for 61% of all.

Base Q7: all respondents who have ever done shopping online



Q8. Frequency of doing online shopping

More or less once a month or
more often

24%

More or less once
a week Several times per
1% month

9%

| have done
shopping on the
Internet only once
16%

Less than once a

year
5%

More or less once
a month
14%

More or less once
a year
9%

Several times a

year
46%

N=798

Online shoppers who declared to do shopping on the Internet several times per year
constitute a major share of shoppers (46%), followed by those who shop on the Internet
more often (24%). 16% only once have bought anything on the Internet.

Base Q8: all respondents who have ever done shopping online



Q9. Place from where the Internet is accessed when buying online

It's hard to say
3%

Some other place
1%

Work
12% Home

84%

N=674

E-shopping is primarily done from home. One in ten Internet shopper usually buys online
when at work.

Base Q9: all respondents who have ever done shopping online more than once
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Q10. Do you know price comparison engines?

Yes and I' ve
used them
31%

| have heard
about such
senices but I
e never used
them
32%

| have never

heard about

such senvices
38%

N=798

Q10a. Price comparison web sites -
aided awareness
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N=499

Base Q10 :all respondents who have heard about the possibility of shopping on the Internet

Base Q10a: all respondents who have heard about price comparison engines



Q11. Most popular searching habits when looking
for products to buy online

It's hard to say

6%
other way I look through the offers of
| use price Comparison 3% the online stores that |
engines know
6% 24%
I look through the offers of
the online auctions that |
. know
| use a search engine 4%
(Google, Yahoo, Kurzor
sth.)
57%

N=674

Base Q11: all respondents who have ever done shopping online more than once
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Q4a. Online stores’ brands unaided awareness — top of mind
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Q4a — all respondents
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Q4b — all respondents



Q4b. Online auctions brands’ unprompted awareness — top of mind
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Q12. Intention to do shopping online in the future

I do not know, More frequently
it's hard to say than up to now
20% 23%

.

I am not going
to buy via the
Internet
3%

Less frequently
i —— than up to now
1%

As frequently as
up to now
53%

N=798

Base Q12: all respondents who have ever done shopping on the Internet



A better presentation of the variety of products

Knowing that the product will be delivered safely

Nothing would encourage me to shop more frequently

Q13. What would make e-shoppers buy more frequently

Lower prices

Special offers, discounts

A better personal financial situation
A wider variety of products

Lower shipping costs

Faster delivery

Safer payment methods
Higher quality of products
others

It's hard to say

0% 5% 10% 15% 20%

Base Q13: all respondents who have ever done shopping on the Internet






%

100%

Q14. Where on the Internet did you shop?

80% -

60% -

40% +

20% -

0%

In online stores

24%

I

At online auctions

N=798

Base Q14: all respondents who have ever done shopping on the Internet
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Q23. (1) Buying products in online stores

Books, CDs, movies (N=445)
Computer software (N=100)
Computer games (N=67) *
Food (N=44)*
Computer hardware (N=128)
Consumer electronics and home appliances (N=123)
Travel services (N=150)
Photo equipment (N=124)
Clothes and jewelry (N=114)
Movie and theater tickets (N=235)
Train, bus, plane tickets (N=242)
Sporting products (N=61)
Phones and GSM accessories (N=126)
Health & beauty products (N=75) * [ ]
Children’s accessories and toys (N=47) *
Collectors objects (N=17)
Insurance (N=81) *
Furniture (N=22) *
others (N=88) *

*

* - results only illustrative due to small N 0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
O Several times a week ® More or less once a month @ A few times a year
0O Once a year O | have bought it only once
Please note: due to more transparent presentation the detailed percentage Base Q23: respondents who have bought

results for each answer category are available on the next slide. products from specific category in online stores



Q23. (2) Buying products in online stores
(% of answers in row)

Several times | More or less Afew times a Once a year | have bought Total (N)
a week once a month year it only once
Books, CDs, movies 0% 18% 50% 11% 20% 445
Computer software 0% 4% 43% 27% 26% 100
Computer games 0% 7% 47% 21% 25% 67
Food 11% 46% 28% 5% 10% 44
Computer hardware 0% 4% 47% 19% 29% 128
Consumer electronics and home appliances 0% 0% 24% 31% 45% 123
Travel services 0% 4% 43% 41% 12% 150
Photo equipment 0% 3% 10% 24% 63% 124
Clothes and jewelry 0% 6% 57% 14% 24% 114
Movie and theater tickets 1% 27% 57% 5% 11% 235
Train, bus, plane tickets 2% 9% 57% 12% 19% 242
Sporting products 1% 5% 55% 19% 20% 61
Phones and GSM accessories 1% 3% 20% 21% 56% 126
Health & beauty products 1% 32% 49% 7% 12% 75
Children’s accessories and toys 0% 6% 69% 7% 18% 47
Collectors objects 0% 9% 59% 25% 7% 17
Insurance 0% 1% 19% 50% 30% 81
Furniture 0% 2% 27% 27% 44% 22
others 0% 7% 23% 4% 65% 88

Base Q23: respondents who have bought products from specific category in online stores



%

Q26. Online purchase strategies on online stores

| compare offers of different stores

and choose the best one 44%
| always use the same stores 41%
| shop in a different store each time 2%
| do not know/ It's hard to say 12%

611

Total (N)

Q31. Places where to look for info about online stores

Different websites and Internet portals 29%
I don'F look for such inf., | rely on my 27%
experience

Among friends 21%
Internet forums 14%
In price comparison engines 8%
Others 1%
Total (N) 730

Base Q26: all respondents who have done shopping in online stores more than once
Base Q31.: all respondents who have done shopping in online stores




%

Q32. Money spent on online stores during a month preceding the study

250001+ F It's hard to
0 10/+ t say/refuse to
o answer

43%

20001 - 250000
Ft

3000 Ft or less
4%

3%

-

20001 - 70000
Ft
11%

3001 - 7000 Ft
13%

7001 - 20000 Ft
26%

N=440

Base Q32: respondents who have done shopping in online
stores during month preceding the study



%

Q20. Have you resigned from shopping in an online store?

Yes, many times 7%
Yes, a few times 31%
Yes, once 9%
No, never 31%
| do not remember 23%
Total (N) 730

Base Q20: all respondents who have done shopping in online stores
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Q21. Reasons for resignation from purchasing in online stores
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Base Q21.: all respondents who have done shopping in online stores and then resigned






Q14. Where on the Internet did you shop?

100%
80% +----------- [ 0 -
60% - \
40% -
24%

N -

0% -

In online stores \ At online auctions )

N=798

Base Q14: all respondents who have ever done shopping on the Internet



%

Q48. Sellers and buyers at online auctions

| both bought
and sold
something
27%

| only bought
something
73%

N=190

Base Q48: all respondents who have done shopping at online auctions



Q38. Taking into account the opinion about seller when buying at online auctions

N It's hard to
ever
Usually no 19 say

0 3%

7%

Always

Usually yes 46%

43%

N=190

Base Q38: all respondents who have done shopping at online auctions
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Q47. Money spent at online auctions during a month preceding the study

It's hard to say/refuse
to answer
60%

3000 Ftorless
9%

70001+ Ft
2%

\

20001 - 70000 Ft 7001 - 20000 Ft
4% 14%

3001 - 7000 Ft
11%

N=116

Base Q47: respondents who have done shopping at online
auctions during one month preceding the study
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Products that are more difficult to be found elsw here
Low er prices than in a traditional store

Precise information about the products
A wider variety than in a traditional store

& 1

Q15. The reasons for which e-shoppers purchase in online stores

It saves time 50%

The possibility of ordering at any time

Home delivery

Sales

Free of charge delivery

Special offers for loyal customers
Other

| do not know , it's hard to say

0% 10% 20% 30% 40% 50% 60%

N=730

Base Q15: all respondents who have done shopping in online stores
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Q33. The reasons for which e-shoppers purchase on auctions

Products that are more difficult to be found elsew ehre
Low er prices than in a traditional store

The possibility of ordering at any time

The possibility of buying second — hand products

It saves time

The wider variety of products than in a traditional store
Precise information about products

Home delivery

other reasons

I don't know, it is hard to say

0%

10%

20% 30% 40% 50% 60%

N=190

Base Q33: all respondents who have done shopping at online auctions
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Q16. Advantages of shopping in online stores vs. auctions

More credible information

Objects ordered and received are the same
Know ing that the product will be delivered safely
Easier purchase procedures

Bigger selection of products

Better customer service

More detailed descriptions of products
Higher quality of products

Safer payment methods

Low er prices

others

It is hard to say

0% 5%

10%

15% 35% 40% 45%

N=608

Base Q16: all respondents who have done shopping in online stores, but not at online auctions
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Q17. Online shopping problems — online stores

Long product deliverytime

Lack of information important while shopping

Poor customer service

False information on the website

Dissatisfaction with the received products

Problems with the warranty, returning damaged products
Not receiving the ordered product

Difficulties in finding the product that | was looking for
others

| did not have any problems

|p%
] 6%
[ 6%

] o
o
4%
e

2%

12 \
70%

0%  10% 20%  30% 40%  50% 60%  70%  80%

N=730

Base Q17: all respondents who have done shopping in online stores
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Q35. Online shopping problems — online auctions

False information on the website 16%

Dissatisfaction with the received products 14%

Lack of information important while shopping 13%

Poor customer service 9%

Waiting a long time for delivery of the product 7%

Problems with the warranty, returning damaged products 7%

Difficulties in finding the product that | was looking for 3%

Not receiving the ordered product :I 3% i

others :|2% |

| did not have any problems 59%

0% 10% 20% 30% 40% 50% 60%  70% 80%

N=190

Base Q35: all respondents who have done shopping at online auctions
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Q22. Most popular products bought in online stores

Books, CDs, movies

Train, bus, plane tickets

Movie and theater tickets

Travel services

Computer hardw are

Phones and GSM accessories
Photo equipment

Consumer electronics and home appliances
Clothes and jew elry

Computer softw are

Insurance

Health & beauty products
Computer games

Sporting products

Children’s accessories and toys
Food

Furniture

Collectors objects

other

0%

30% 40% 50% 60% 70%

N=730

Base Q22: all respondents who have done shopping in online stores
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Q39. Most popular products bought on auctions

Books, CDs, movies

Computer hardw are

Clothes and jew elry

Children’s accessories and toys
Consumer electronics and home appliances
Collectors objects

Phones and GSM accessories
Photo equipment

Sporting products

Computer games

Computer softw are

Furniture

Movie and theater tickets

Health & beauty products

Train, bus, plane tickets

Travel services

Food

other

| 43% |

| 25%

| 24%

] 1%

6%
6%

] 6%
5%
5%
] 4%

] 12%

] 19%
] 1T%
| 17%
T ]15%
. 111%
. 110%
7%

0%

10%

20%

30% 40% 50% 60% 70%

N=190

Base Q39: all respondents who have done shopping at online auctions
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100%
80% 1 65%
60% -
40% | fo---- 29% - - - 28
20% +-- - - - - % ------- 7%------- 50— - 8% ------- %
0% ‘ ‘ ‘
Cash on Credit card/ Bank transfer In the store’s Payment Trough SMS others I don't
delivery e-card headquarters service (e.g. remember
PayPal)
100%
80% -
60% 1 47%
40% -
19%
20% T - |-~ - = ]:5% ”””” 4’.% ”””” ,-o; 0/707 - T T b’é& ”””” é()} ”””” 19% -
H 0 0
0% ‘ :
Cash on Credit card/ Bank transfer Payment In the store’s  Trough SMS others It is hard to
delivery e-card service (e.g. headquarters say

Pay Pal)

Method of
payment
used in
online stores

(Q27)
N=730

Preferred
method of
payment in
online stores

(Q28)

N=730

Base Q27-28: all respondents who have done shopping in online stores



%

100%
8000 - oo
60% 57%
-
40% 36%
40% -
13% 12%
20% +--0 - -2t R T O T
|—| 3% 3% 1%
0% ; ; | s | . . e |
Cash on Credit card/ Bank transfer Payment Trough SMS Directly at the others I don't
delivery e-card service (e.g. seller remember
PayPal)
100%
BOUb === = = = = === oo
B0 = = = = = = = === oo
40% --31% 29% <
21%
20% +--JN- - - - - - 704 ----- W - - - - - 8% - - - - - oo
0 % 8% 0% 1% 3%
0% ‘ | | -
Cash on Credit card / Bank transfer Payment Trough SMS Directly at the others It is hard to
delivery e-card service (e.g. seller say
PayPal)

Method of
payment
used on
auctions

(Q42)
N=190

Preferred
method of
payment on

auctions

(Q43)

N=190

Base Q42-43: all respondents who have done shopping at online auctions






Q50. Ever considered buying at Q52. Have you tried to buy via the
online auctions or stores Internet?

| do not
remember
6%

Yes

No
47%

N=821 66% N=436

Base Q50: all respondents who have never done shopping at online auctions or stores
Base Q52: all respondents who have never done, but considered shopping on the Internet



Q54. Are you going to buy any products on the Internet in the future?

It's hard to
say Definitely yes
29% 10%

-

Definitely not
9%

Rather yes
18%

Rather no
34%

N=821

Base Q54: all respondents who have never done shopping at online auctions or in stores



Q51. Reasons for not buying in the online stores or auctions

| like to see the product and evaluate its quality ] 61%
| afraid of making information concerning my credit cards public | | 40%
| am used to traditional stores | : : ‘ 1 38%
| am afraid of making my personal data public | ‘ : T33%
| am afraid | may receive a different product than the one that | ordered | ‘ ‘ T132%
I like direct contact with the seller | ‘ ‘ ‘| 30%
| am afraid of problems with warranty of a product bought via the Internet | | 30%
I am afraid | might not receive the ordered product : | ;19%
The shipping costs are too high | 18%
| use the Internet only occasionally 7: 13% !
Problems with delivery of the ordered products [T 6% ;
The price of the products was too high 777 5%
Products that | need are not available in the Internet [ ]5% !
The time of waiting for the product's delivery was too long [I0] 4%
Due to the bad quality of the Internet connection [0 4%
other reasons [ 5%
It's hard to say [ 4%

0% 10% 20% 30% 40% 50% 60% 70%

N=821

Base Q51: all respondents who have never done shopping at online auctions or in stores
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Q53. Reasons for not buying for those who have tried to purchase in online stores or on auctions

I've changed my mind 32%

Too high price of delivery 31%
I was afraid that the purchase wouldn’t be safe
The price of the product was too high

Itwas too complicated for me

I had no opportunity to see the product

The product wasn’t available

I've found better/cheaper product somewhere else
I loose the auction / It was cancelled

For the lack of money

For the lack of time

Because of the seller

others

It's hard to say

0% 10% 20% 30% 40% 50% 60% 70%
N=121

Base Q53: all respondents who considered shopping on the Internet and tried to buy on the Internet






N=1777

N=1777

/ WORKING STATUS

Student 16%
Working 64%
Pensioner 8%
Unemployed 3%
e

K Other 6% /

4 INCOME

To 50 000 Ft

6%

50 001 - 90 000 Ft

19%

90 001 - 130 000 Ft

21%

130 001 - 170 000 Ft

13%

170 001 - 240 000 Ft

7%

240 001 - 310 000 Ft

2%

more than 310 000 Ft

2%

no income

13%

@swer refused

17% /

é GENDER )

N Female 50%

N

N

o Male ‘ 50%

Z

- J
/" MARKETSIZE
Budapest 30%
County capital 20%
Other city 28%

N~

| Village 16%

—

%

Qbroad 6%/

N=1777

N=1 777

-

EDUCATION

Unfinished elementary
school

1%

Elementary school

5%

Vocational

7%

High school, lyceum

15%

College

22%

Qniversity

21‘9

AGE
1529 yrs. | 49%

30+yrs. | 51%




-

-

FREQUENCY OF
INTERNET USAGE

Daily or almost daily ISS%

\

N=1 777

N

Less often |42%

J

-

1777

N

/~ TYPE OF CONNECTION \

Modem / dial-up

) 9%
connection
Broadba}nd 26%
connection
Others 8%
| do not know 8%

/

N=1 777

~

HISTORY OF USING

THE INTERNET
Half a year or
shorter

8%

Between half a year
and a year

9%

More than 1 up to 2
years

15%

More than 2 up to 5
years

32%

kOver 5 years

35% /

/




M
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QM10. How often do you read the following daily newspapers?

Népszabadsag 34%

Metro l 3%
4%

8% | 12%

Népszava 7%

Magyar Hirlap

Megyei napilap

Magyar Nemzet 7% | 3%

I 4%

Bors 6% 1 34

Blikk

Nemzeti Sport

(=)

Napi Asz 7% |
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
O never B more rarely than once a week E 1-3 times a week O at least 4 times a week O every day
Note: Labels for shares <3% are not shown N=517

Base QM10: all respondents
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QM10. How often do you read the following daily newspapers?
Blikk 8% | 29%
Metro 33% 5%| 9%
Nemzeti Sport 13% 7% |‘ 20%
Megyei napilap 17% 3‘5/(i 19%
Bors ‘ 14 ‘ 9%
Népszabadsag 23% o 7%
Magyar Nemzet 17% I 5%
Magyar Hirlap | 19% a
Napi Asz 14% I 3%
Népszava 12% I
d% 16% 2(;% 3(;% 4(;% 56% 6(;% 7(;% 8(;% 96% 100%
O never B more rarely than once a week E 1-3 times a week O at least 4 times a week O every day
Note: Labels for shares <3% are not shown N=1 260

Base QM10: all respondents
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