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

— the Czech Republic e

~ Hungary P -
— Latvia - "
— Lithuania P
— Poland |

— Romania | : g :
— Russia s
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. . ; : / e
In Latvia Gemius conducted the L \ T
research in cooperation with /
WOW W TWNET. LV CREATIVEMEDIASERVICES e
This report presents results of the survey e S A VN O

conducted in Latvia. Please, A Lo L
contact us in case of interest in reports 0 U LERRS
concerning other countries.
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The aim of the research was to identify the attitudes and usage preferences of Latvian
Internet users towards online shopping in e-shops and on 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;

— behavior of online shoppers;

— frequency of online shopping;

— assessment of services provided by online stores and auctions.
The research was conducted with the use of online questionnaires that were opened in a
new browser window after clicking on a banner encouraging to take part in the research. It
was emitted on Latvian web portal tvnet.lv. Questionnaires were collected between

October the 3 @ and 8™ 2007. After being cleaned according to Gemius standards, the
sample counted 2133 cases.

The sample was weighted using the structural data provided by SKDS (data for September
2007). The findings are representative in terms of age, gender and frequency of Internet
usage for the whole Latvian Internet users population aged 15-80. Information about
sample size presented in the report refers to unweighted 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.
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The top lines of the research results show the following:

48% of Internet users from Latvia declared that they have ever been shopping on the
Internet.

E-shopping is still in the phase of development. It is considered risky by 41% of those who
heatr1d about online shopping, and the payments in case of e-stores are made mostly in
cash.

In Latvia online stores are considerably more popular than auctions, therefore the domestic
market edged up to 48% for online stores, whilst auctions maintain a lower level of 6%
represented mostly by eBay.com and bimbaso.com.

Unaided brand awareness for e-stores indicates that this market is very fragmented: except
for a few more widely known players there is a great number of smaller e-stores, with brand
awareness level lower than 6%. The following e-stores stand out: 220.lv (30%), xnet
(23%); euroshop/shop24.lv (20%).
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ATTITUDES TOWARDS ONLINE SHOPPING(I)

:(38% )of Internet users love or like shopping. They are also highly aware of online shopping
94%

When shopping, in general, Latvians are concerned about saving money (33%) and time
g23%) buying products of the best quality (16%) and spending time in a pleasant way
139

Offers of different online stores  (55%) and search engines (31%) 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 (56%);

— phones and GSM accessories (42%);

— travel services (39%);

— consumer electronics and home appliances (35%);

— computer hardware (31%);

— photo equipment (30%);

— computer software (27%);

— book, CDs, movies (22%).
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ATTITUDES TOWARDS ONLINE SHOPPING(II)

. Unaided brand awareness — e-stores

Online stores’ brands with the highest unaided brand awareness are:
— 220.lv (30%);
— Xnet.lv (23%);
— Euroshop/shop24.lv (20%).

The apparent presence of the long tail phenomenon in popularity of Latvian e-stores is
worth noticing. Besides a few leaders (whose leading positions are strongly pronounced),
there is a great number of less popular e-stores (listed by less than 6% of Latvian Internet
users). Such e-stores were mentioned by 65% of this group.
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ATTITUDES TOWARDS ONLINE SHOPPING(III)

Unaided brand awareness — online auctions

Undisputed leader in this ranking is eBay (both eBay.com and its regional European sites)
with 19%. Less indications were received by bimbaso (2%), satim.lv (2%) and amazon.com
(1%).

The results are less fragmented than the ones for online stores — auctions with less than
1% of total indications were mentioned by only 3% of respondents. This might be caused
by the very nature of auction sites. Such sites’ popularity depends heavily on the network
effect anlfl acquiring enough users for this effect to come into play (critical mass) is not an
easy task.
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ATTITUDES TOWARDS ONLINE SHOPPING(IV)

Six out of ten (60%) 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:

— pricelist.lv (66%);
— site.lv (42%);
— saldidzini.lv_(17%).

The main factor that would encourage Latvian e-shoppers to buy online more frequently is

lower price (27%). Special offers and discounts as well as better presentation of assortment
are ranked behind (13% and 11% respectively).

11
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ONLINE STORES (1)

 52% of Latvian Internet users have ever shopped in online stores.

*  Shopping in online stores is far more popular than on auctions — 97% of e-shoppers shop
in online stores and every seventh(13%) e-shopper visits online auctions for that purpose.

« The reasons for choosing online stores are: prices lower than in traditional stores (69%),
saving time (58%), possibility of ordering at any time (57%) and availability of home
delivery (48%).

« The main dissatisfaction related with the usage of online stores results from the long
product delivery time (25% of e-shoppers declared so), false information about the product
(23%) and poor customer service (19%) while 32% of e-shoppers reported no problems at
all.

* More than half of online stores’ customers have resigned from purchasing online  (55%)
at least once, mainly due to that to long delivery time (27%), better or cheaper products
found elsewhere (27%) or changing their mind (27%).

* The most popular strategy of looking for the best price  of a product to be purchased via
Internet is to compare offers from different stores and choose the best one (67%). On the
other hand, 18% of e-shoppers are loyal to one store and do not look for other shopping
opportunities.

12
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ONLINE STORES (II)

« When asked about sources of information and opinions on online stores, over one fourth
(26%) of online stores’ users say that they do not look for this kind of information and prefer
to rely on their own experience or use different web sites and portals for this purpose.
Friends are the source of information for 24% of respondents using online stores.

39% of respondents who bought something in an online shop during one month preceding
the study declared spending 149 LVL or less, 21% - 150 - 349 LVL, and 13% - above 350
LVL. 27% didn’t know the amount of money spent in an online shop or refused to answer.

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

— consumer electronics and home appliances (49%);
— phones and GSM accessories (46%);
— train, bus, plane tickets (43%);
followed by:
— computer hardware (37%);
— photo equipment (35%);
— movie and theatre tickets (33%).

13
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AUCTIONS ()

* 6% of Internet users have ever done shopping on online auctions (it is equal to 13% of all
online shoppers).

 The most popular products bought on auctions are:
— photo equipment (35%);
— computer hardware (32%);
— consumer electronics and home appliances (27%);
— phones and GSM accessories (25%);
— clothes and jewelry (22%);
— books, CDs, movies (21%).

14
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AUCTIONS (II)

» The main reasons for which Latvian Internet users decide to buy on online auctions are:
— prices lower than in a traditional store (57%);
— products that are more difficult to be found in some other place (56%).

. The most typical obstacles that e-shoppers come across while buying on auctions are:
— long time of waiting for the product’s delivery (37%).
— poor customer service (25%);
— false information on the web site (22%);
— problems with warranty and returning damaged products (20%));
— dissatisfaction with received products (19%);
Only 18% online auctions’ users reported  no problems while buying on auctions.

 Most popular method of payment on online auctions are: payment service (52%), credit
card (34%) and bank transfer (33%). This is almost the same as in online stores — where
55% of respondents use payment service, but payment by credit card and bank transfer [
prefer 45% and 43% shoppers.
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ONLINE STORES VS. AUCTIONS (selected results)

ONLINE STORES

prices lower than in traditional store (69%)

it saves time (58%)

AUCTION

prices lower than in traditional store (57%)
products that are more difficult to be found

elsewhere (56%)

REASONS FOR PURCHASING USING
PARTICULAR ONLINE CHANNEL

possibility of ordering at any tmie (57%)

easier purchase procedure (32%)
objects ordered and received are the same (26%)

lower prices (42%)
bigger selection of product (37%)

no problems (18 %)

ADVANTAGE OF SHOPPING : ONLINE
STORES VS. AUCTION

no problems (32 %)

long product delivery time (37%)

poor customer service (25%)

PROBLEMS

long product delivery time (25%)
false information on the website (23%)

consumer electronic and home appliances (49%)

photo equipment (38%)

computer hardware (32%)
consumer electronics and home appliances (27%)

MOST POPULAR PRODUCTS BOUGHT

phones and GSM accessories (46%)
train, bus, plane tickets (43%)

payment service (52%)
credit card (34%)
bank transfer (33%)

cash on delivery (55%)
credit card (45%)

bank transfer (43%)

MOST POPULAR WAY OF PAYI NG
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INTERNET USERS WHO DO NOT SHOP ONLINE

» 75% of respondents who have never shopped online considered doing that. Almost ever
fifth (19%) of those who were thinking of such option actually tried to buy a product on the
Internet.

* Respondents who have never shopped online justifies it with the following reasons: they
like to see the product and evaluate its quality (60%), they are used to traditional stores
(49%), and they are afraid of problems with warranty (44%).

* Not buying in online stores or on auctions among those who tried to do it is the
consequence of the fact that they did not have the chance do see the product in advance
(38%), as well as were afraid that online transactions are not safe (31%) or just changed
their mind (26%).

* The intention of to shop online in the future among Internet users who have never done
it before is quite high (42% of respondents marked ‘rather yes’ or ‘definitely yes’ while 29%:
‘rather not’ or ‘definitely not’). Undecided users represent almost one third (28%) 17
of respondents who have never bought in online stores.
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Q1. Attitude towards shopping

(in general)
It's hard to
| hate say | love
shopping 204

shopping

il 3%

| don't like
shopping
L | like
shopping
35%
| don't care
about
shopping
42%
N=2 133
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Q2. Most important criteria when buying
(in general)

Saving money
(33%)

Spending as little
time as possible
(23%)

Buying products
of the best quality
(16%)

Spending time in
a pleasant way
(13%)
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Base Q1-2: all respondents
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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...:”

...Is cheaper ...takes less ...IS risky ...iIs complicated None of the
than buying in time than buying above
traditional store in traditional store
N=1 955
m is believed that the most prevalent feature associated with e-shopping is that the N 20

online prices are lower (60%) and that shopping online is less time-consuming (46%)
than in traditional store. The lack of security of the transactions made on the Internet is
mentioned by more than 40% of respondents who heard about shopping on the
Internet.
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Q3. (1) Sources of information from where Internet users enquire about particular products

Books, CDs, movies
Computer software
Computer games |
Food
Computer hardware
Consumer electronics and
Travel services
Photo equipment
Clothes and jewellery
Movie and theatre tickets
Train, bus, plane tickets
Sporting products
Phones and GSM accessories
Health & beauty products
Children's accessories and toys
Collectorsitem's
Insurance (life, products, car)

Furniture
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% 21
@ From friends and family m From the Internet
m From advertisements O From the press
O From sho& assistants O From other sources
m | don't look for information or | don’t buy such products

N=2 133
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Q3. (2) Sources of information from where Internet users enquire about particular products
(% of answers in row)

Books, CDs, movies 25% 22% 9% 8% 9% 13% 14%
Computer software 21% 27% 2% 1% 10% 5% 34%
Computer games 13% 19% 3% 1% 3% 3% 57%
Food 32% 2% 16% 2% 11% 26% 10%
Computer hardware 29% 31% 3% 1% 16% 6% 14%
Consumer electronics and home appliances 14% 35% 8% 2% 26% 7% 8%
Travel services 19% 39% 7% 3% 2% 5% 24%
Photo equipment 16% 30% 6% 2% 15% 5% 27%
Clothes and jewelry 21% 4,% 9% 3% 28% 23% 13%
Movie and theater tickets 19% 3% 16% 7% 3% 8% 17%
Train, bus, plane tickets 8% 56% 2% 2% 3% 13% 15%
Sporting products 17% 9% 7% 2% 22% 9% 34%
Phones and GSM accessories 13% 42% 14% 2% 19% 5% 5%
Health & beauty products 21% 3% 17% 4% 20% 12% 23% 22
Children's accessories and toys 18% 5% 9% 2% 16% 13% 37%
Collectors item’s 7% 8% 4% 3% 1% 5% 72%
Insurance (life, products, car) 23% 15% 10% 3% 12% 15% 23%
Furniture 15% 14% 8% 3% 30% 15% 15%
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Q49. (1) Frequency of looking for the information online when it comes to offline purchase
|

i

Books, CDs,movies (N= 1713)
Computer software (N= 1300)
Computer games (N= 817)
Food (N= 1798)

Computer hardware (N= 1705)

|

'H

Consumer electronics and home appliances (N= 1827)

|

Travel services (N= 1494)

Photo equipment (N= 1463)

Clothes and jewelry (N= 1740)

Movie and theater tickets (N= 1656)
Train, bus, plane tickets (N= 1687)
Sporting products (N= 1304)

Phones and GSM accessories (N= 1908)
Health & beauty products (N= 1520)
Children' s accessories and toys (N= 1237)
Collectors item's (N= 497)

Insurance (life, products, car) (N= 1527)

Furniture (N= 1684)

'

:

[ 23

I

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

O Always | Often @ Seldom O Never O | have never bought such products in traditional st ores
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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 11% 19% 32% 33% 5% 1713
Computer software 16% 14% 28% 30% 13% 1300
Computer games 16% 14% 27% 32% 10% 817
Food 12% 4% 11% 69% 5% 1798
Computer hardware 18% 20% 28% 27% 7% 1705
Consumer electronics and home appliances 16% 25% 35% 21% 4% 1827
Travel services 18% 22% 28% 22% 10% 1494
Photo equipment 18,% 19% 32% 25% 6% 1463
Clothes and jewelry 8% 10% 28% 50% 4% 1740
Movie and theater tickets 13% 26% 31% 26% 4% 1656
Train, bus, plane tickets 19% 25% 27% 25% 5% 1687
Sporting products 9% 11% 34% 41% 6% 1304
Phones and GSM accessories 21% 30% 29% 17% 3% 1908 24
Health & beauty products 8% 9% 27% 51% 3% 1520
Children' s accessories and toys 7% 10% 26% 50% 6% 1237
Collectors item's 7% 8% 20% 51% 14% 497
Insurance (life, products, car) 12% 13% 22% 45% 7% 1527
Furniture 10% 10% 35% 40% 5% 1684
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Q4. Ever heard about online shopping Q6. Ever done online shopping

No
6%

Yes
94%

N=2 133 N=1 955

25

The awareness of online shopping is very high in Latvia and the actual purchase is done
by more than half of those who have heard about such possibility. It is 48% of the whole
Internet population.
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Q7. History of using online shopping

More than 2 over 5 years Within the
yearsago up ago last 6 months
to 5 years 3%

24% 30%

More than 1 More than
year ago up half a year
to 2 years up to a year
23% ago

20%

Among Internet users who have ever done online shopping, the shoppers with over 1 year
of e-commerce experience account for more thanhalf of all (50%).
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Q8. Frequency of doing online shopping

| have done More or less .
. Several times per
shopping on the once a week
month
Less than once a Internet only once 5%
yeal More or less

8% once a month

More or less
once a year
19%

Several times a
year
45%

N=1 046
27

Online shoppers who declared to shop on the Internet several times per year constitute a
major share of shoppers (45%) followed by those who shop on the Internet more often
(16%). 12% have bought something on the Internet only once.
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Q9. Place from where the Internet is accessed when buying online

A friend's/
acquaintances
1% It's hard to say
1%

School/University
0,0%

Internet café
0%

Home
75%

N=918
28

E-shopping is primarily done from home. One in five Internet shopper tends to usually buy
online when at work.
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Q10. Do you know price comparison engines?

Yes and I' ve
used them;
43%

| have never
heard of such
services; 40%
I have heard of
such services
but I' ve never

used them;
17%

N=1 046
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Q10a. Price comparison web sites -
aided awareness

70%

60%

50%

40%

30%

20%

10%

0%

Site.lv
Other

None of the
above

Pricelist.lv
Salidzini.lv

N= 625
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Base Q10a: all respondents who have heard about price comparison engines
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Q11. Most popular searching habits when looking
for products to buy online

. ; Other way
I use P”;igﬁﬁr:spa“son 2% It's hard to say

0
7% 2%

| use a search engine
(Google, siets.lv etc.)

| look through the offers
31%

of the online stores that
| know

| look trough the offers 55%

of the online auctions
that | know

204 30

N=918
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Q4a. Online stores’ brands unaided awareness

70%

60%

50%

40%

30%

20%

10%

0%
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Q4a. Online stores’ brands unaided awareness — top of mind
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Q4b. Online auctions’ brands unaided awareness
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Q4b. Online auctions brands’ unprompted awareness — top of mind

69%
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Q12. Intention to do shopping online in the future

| do not know,
Its hard to say More frequently
22%
than up to now
28%
I am not going Less frequently
to buy via the than up to now
Internet 2%
8% As frequently
as up to now

40%

N=1 046

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



A better personal financial situation

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 wider variety of products
Faster delivery

Lower shipping costs

Safer payment methods

Higher quality of products

Other

It's hard to say

0% 5% 10% 15% 20% 25% 30%

N=1 046

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






100%

80%

60%

40%

20%

0%

Q14. Where on the Internet did you shop?

13%

Online stores

Online auctions

N=1 046

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



Q18. Information missing from the web sites while shopping online —

online stores

80%
60% |---
40%
20% |---
0%
About the About About About About the About the Other
products availability of shipping special store itself security of
the product costs offers, sales transactions
N= 147

Base Q18: respondents who experienced lack of information when shopping in online stores



Q19. With what kind of false information did you meet while doing shopping in an online store?

False information Lack of information Shipping costs The final price was Other
about products about the product's were higher than higher than the one
defects the ones declared given

N= 233

Base Q19: all respondents who experienced false information in the online stores



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

Yes, many times 8%
Yes, a few times 37%
Yes, once 10%
No, never 22%
| don't remember 23%
Total (N) 1018

Base Q20: all respondents who have done shopping in online stores



Q21. Reasons for resignation from purchasing in online stores

Time of waiting for the product's delivery was too  long
| changed my mind
| found better/ cheaper product somewhere else
The product that | was looking for wasn't available ~ on the Internet
Insufficient description of the product
I was afraid that the purchase wouldn't be safe
The price of the product was too high
Shipping costs were too high
Problems with payment
Lack of money
Other

It's hard to say

0%

30%

N=562

Base Q21.: all respondents who have done shopping in online stores and then resigned



Q23. (1) Buying products in online stores

Books, CDs, movies (N=200)
Computer software (N=99)*
Computer games (N=643)
Food (N=40)*
Computer hardware (N=37
Consumer electronics and home appliances (N=494)
Travel services (N=131)
Photo equipment (N=360)
Clothes and jewelry (N=192)
Movie and theater tickets (N=341)
Train, bus, plane tickets (N=435)
Sporting products (N=90)*
Phones and GSM accessories (N=465)
Health & beauty products (N=79)*
Children's accessories and toys (N=63)*
Collectors item's (N=18)*
Insurance (life, goods, car) (N=106)*
Furniture (N=93)*
Other (N=462)

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

O Several timesa week B More or less once a month I A few times a year
O Once a year O have bought it only once

* results only illustrative due to small N

Base Q23: respondents who have bought

Please note: due to more transparent presentation the detailed percentage
products from specific category in online stores

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



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

Several times More or less A few times Once a | _have bought Total (N)
a week once a month a year year it only once

Books, CDs, movies 1% 12% 50% 12% 25% 200
Computer software 0% 5% 31% 30% 33% 99

Computer games 1% 6% 50% 21% 22% 643
Food 2% 45% 18% 0% 35% 40

Computer hardware 1% 2% 31% 24% 42% 372
Consumer electronics and home appliances 0% 0% 37% 30% 33% 494
Travel services 0% 0% 37% 35% 27% 131
Photo equipment 0% 0% 18% 23% 58% 360
Clothes and jewelry 1% 18% 56% 7% 18% 192
Movie and theater tickets 5% 24% 53% 3% 14% 341
Train, bus, plane tickets 2% 10% 60% 19% 10% 435
Sporting products 0% 2% 29% 21% 49% 90

Phones and GSM accessories 0% 0% 16% 35% 48% 465
Health & beauty products 1% 19% 49% 9% 22% 79
Children's accessories and toys 0% 16% 53% 7% 24% 63
Collectors item’s 0% 15% 40% 11% 34% 18
Insurance (life, products, car) 0% 0% 32% 52% 15% 106
Furniture 0% 0% 17% 26% 58% 93
Other 1% 9% 28% 15% 46% 462

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 67% _ _
and choose the best one 0 Q31. Places where to look for info about online stores
| always use the same stores 18% Different web sites and Internet portals 26%
Every time | shop in a different store 50 | don't look for such information, | rely on my 26%
own experience
Among friends 24%
| do not know/ It's hard to say 9%
Price comparison engines 14%
Total (N) 890 Internet forum 9%
Other 1%
Total (N) 1016

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

0-49 LVL

it's hard to say 16%
0

27%
50-99 LVL
9
550+ LVL 14%
5%
350-549 LVL 100-149 LVL
8% 150-249 LVL 9%

250-349 LVL 13%
8%

N= 552

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






100%

80%

60%

40%

20%

0%

Q14. Where on the Internet did you shop?

Online stores

\ Online auctions )

N=1 046

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



Q48. Sellers and buyers on online auctions

| both bought
and sold
something

18%

| only bought
something
82%

N= 133

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



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

It's hard to
sa
Never Oy
o 4%
Usually no 11%

Always

0,
10% 37%

Usually yes
38%

N= 130

Base Q38: all respondents who have done shopping on online auctions



Q47. Money spent on online auctions during a month preceding the study

0-49 LVL
18%

it's hard to say 50-99 LVL

46% 13%
100-149 LVL
550+ LVL 12%
1% 150-249 LVL

9
350-549 LVL 250-349 LVL o%

2% 3%

N=83

Base Q47: respondents who have done shopping on
online auctions during one month preceding the study






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

Lower prices than in a traditional store
It saves time
The possibility of ordering at any time
Home delivery
Special offers for loyal customers
Products that are more difficult to be found elswhe
Precise information about the products

re

A wider variety than in a traditional store
Free of charge delivery
Sales
Other
| dont know, it's hard to say

1%
2%

0%

10%

20% 30% 40% 60% 70% 80%

N=1 018

Base Q15: all respondents who have done shopping in online stores



Q33. The reasons for which e-shoppers purchase on online auctions

Lower prices than in a traditional store
Products that are more difficult to be found elsewe hre
The wider variety of products than in a traditional store
The possibility of ordering at any time
The possibility of buying second — hand products
It saves time
Home delivery
Precise information about products
Other

I do not know, it's hard to say

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

N=132

Base Q33: all respondents who have done shopping on online auctions



Q16. Advantages of shopping in online stores vs.

Easier purchase procedures
Products ordered and recieved are the same
Lower prices
More credible information
Knowing that the product will be delivered safely
Bigger selection of products
More detailed descriptions of products
Safer payment methods
Better customer service
Higher quality of products
Other
It's hard to say

auctions

32%

0%

35%

N= 913

Base Q16: all respondents who have done shopping in online stores, but not on online auctions



Q34. Advantages of shopping on online auctions vs. online stores

Lower prices
Bigger selection of products
Better customer service
Easier purchase procedures
More detailed descriptions of products
Product ordered and recieved are the same
Higher quality of products
More credible information
Safer payment methods
Knowing that the product will be delivered safely
Other
It's hard to say 12%

0% 5% 10% 15% 20% 25% 30% 35%  40% 45%

* results only illustrative due to small N N= 27*

Base Q34: all respondents who have done shopping on online auctions, but not in online stores



Q17. Online shopping problems — online stores

Long product delivery time

False information on the w ebsite

Poor customer service

Lack of information important w hile shopping

Problems w ith the w arranty, returning damaged products
Difficulties in finding the product that I w as looking for
Dissatisfaction w ith the received products

Not receiving the ordered product

Other

I didn't have any problems

0%

5%

10%  15% 20%  25% 30%  35%

N=1 018

Base Q17: all respondents who have done shopping in online stores



Q35. Online shopping problems — online auctions

Waiting a long time for delivery of the product

Poor customer service

False information on the w ebsite

Problems w ith the w arranty, returning damaged products
Dissatisfaction w ith the received products

Not receiving the ordered product

Difficulties in finding the product that I w as looking for
Lack of information important w hile shopping

Other

I didn't have any problems

0% 5% 10%  15% 20% 25% 30% 35%  40%

N=132

Base Q35: all respondents who have done shopping on online auctions



Q22. Most popular products bought in online stores

Consumer electronics and home appliances
Phones and GSM accessories
Train, bus, plane tickets
Computer hardware
Photo equipment
Movie and theater tickets
Books, CDs, movies
Clothes and jewelry
Travel services
Insurance (life, products, car)
Computer software
Furniture
Sporting products
Health & beauty products
Children' s accessories and toys
Computer games
Food
Collectors item's
Other

20% 30% 40% 50% 60% 70%

N=1 018

Base Q22: all respondents who have done shopping in online stores



Q39. Most popular products bought on auctions

Photo equipment | | 38%

Computer hardware 132% |
Consumer electronics and home appliances | 27%
Phones and GSM accessories ] 25%

Clothes and jewelry | 22%
Books, CDs, movies ] 21%

Sporting products 18%

Furniture 18%

Collectors item's | 14% l
Train, bus, plane tickets | 14% |
Children's accessories and toys | 12% |

Computer software |;9%
Health & beauty products [ ] 7%
Computer games | | 6%
Movie and theater tickets [[]3% |
Travel services []2% |

Food []2% |
Other T 7]15%

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

N=133

Base Q39: all respondents who have done shopping on online auctions



100%
80%
60%
40%
20%

0%

100%
80%
60%
40%
20%

0%

45% 43%

21%
8% 5%
Credit card/  Banktransfer Directly at the Payment Trough SMS
e-card seller service
777777773’0"0/9777777721% 7777777777777777777777777777777777777777777777777777
”””””””””” % 3% 1% 1%
Credit card/ e-  Cash on Bank transfer Payment Directly at the Trough SMS

delivery service (e.g. seller

Pay Pal)

Method of
payment
used in
online stores

(Q27)
N=1 018

Preferred
method of
payment in
online stores

(Q28)

N=1018

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



100%
80%

60% -

40%
20%
0%

100%
80%

60% -

40%
20%
0%

52%
34% 33%
17%

I S R S ’—‘ ”””””” 4% 3% 1% -
Payment Credit card/  Bank transfer Cash on Trough SMS Directly at the Other I don't
service e-card delivery seller remember

53%
T L
] 9% 7%
0 3% 0% 1% 1%
T T — T T
Payment Credit card/  Bank transfer Cash on Trough SMS Directly at the Other It's hard to
service e-card delivery seller say

Method of
payment
used on
auctions

(Q42)
N=133

Preferred
method of
payment on

auctions

(Q43)

N=133

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






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

| do not
remember Yes
6%

No
25%

5%

N= 949 N= 709

Base Q50: all respondents who have never done shopping on online auctions or shops
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 i n the future?

It's hard to .
say Definitely yes

28% 10%

_

Definitely not

4% |

Rather no

25% Rather yes
33%

N= 949

Base Q54: all respondents who have never done shopping on online auctions or in shops



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

I like to see the product and evaluate its quality W
I am used to traditional stores | | 49%
I am afraid of problems with warranty of a product bought via the Internet | | 44%
I am afraid | may receive a different product than the one that | ordered - | 35% !
| afraid of making information concerning my credit cards public | ]31,8%
I'am afraid | might not receive the ordered product - ] 30%
| like direct contact with the seller - | 30%
luse the Internet only occasionally T ] 15% |
lam afraid of making my personal data public - 14% !
The time of waiting for the product's deliverywas too long T ] 14% ;
Problems with delivery of the ordered products - 13% |
Products that I need are notavailable in the Internet 7] 11% |
|
|
|
|
|
|
|
|

The shipping costs are too high 9,7%
The price of the products was too high - 5%

Due to the bad quality of the Internet connection - 4%

Other - 6% 3%
It's hard to say == AL ‘ ‘ \ ; ;

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

N= 949

Base Q51: all respondents who have never done shopping on online auctions or in shops



&

Q53. Reasons for not buying for those who have tried to purchase in online stores or on auctions

I had no opportunity to see the product |38%

I was afraid that the purchase wouldn't be safe |31%

I've changed my mind |26%
The product wasn't available 11%
7 |
| found better/ cheaper product somewhere else %
e
The shipping costs were too high 8%

|
|
|
|
|
|
|
:
|
Lack of time T% !
T ;
Lack of mone 6%, |
y [ ]6% ;

|

|

|

|

|

|

|

|

|

|

|

|

|

|

Because of the seller D 2% |
- |

It was cancelled Hl% |

|

U |

|

|

The price of the product was too high

Other 11%
It's hard to say 5%

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

N=134

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






N=2 133

N=2 133

f WORKING STATUS

Student 14%
Working 73%
Pensioner 3%
Unemployed 2%
Houseke_eper/ 3%
housweife
Other 5%
/ INCOME
No income 5%
0-60LVL 3%
61— 125 LVI 8%
126 — 300 LVL 27%
301 - 600 LVL 33%
601 — 800 LVL 8%
Above 800 LVL 7%
Refuse to answer 10%

o

2133

N=

2133

N

4 GENDER N
Female 56%
Male 44%
- /
/ MARKET SIZE \
Riga 38%
Riga region 13%
Jelgava 4%
Liepaja 3%
Ventspils 3%
Valmiera 3%
Daugavpils 1%
Other city 19%
(regional center)
Small town 7%
Village

L

90/y

2133

N

EDUCATION

Elementary education

7%

Secondary education 14%
SpeC|a]|sed secondary 21%
education

Unfinished higher 2204

education

K Higher education

36% /

2133

N

AGE
15-29 yrs. |

41%

30+ yrs. |

59%




-

-

(" FREQUENCY OF ")/~ TYPE OF CONNECTION "\
INTERNET USAGE
3
o | Daily or almost daily | 63% Modem / dial-up 7%
1 connection
Z | Lessoften | 37%
) Broadband
connection 82%
3 Other 2%
— I do not know 8%
N
I
z

2133

N

~

HISTORY OF USING
THE INTERNET

Half a year or shorter

3%

Between half a year
and a year

%

More than 1 up to 2
years

14%

More than 2 up to 5
years

33%

Over 5 years

42%
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('+,-/01 2 334
++ "%

5%
6 7 8
9 7 85%
g! 8




