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Introduction

The internet has been present in Poland for 18 years,
however,it is not asdevelopedasit isin wealthier, Western
countries Neverthelessgevery year, the number of Poles
using this medium is growing and, at the sametime, the

rate at whichit increasess greaterthan in highly-developed
countries Theweb hasincreasinglymoreto offer, it ismore

often presentin the life of everydayPolesand it engages
themincreasinglynore often.

Numerous new web sites, including bold new internet
projectsset up by the traditional media,are creatinga new
spacefor advertising It is estimated that last year about
one billion Polish zO 2 (RN was spent on internet
advertising The Starlinkmediahousehasshownthat by the
end of the third quarter of 2008 internet expenseswere
greaterthan those for advertisementsn daily newspapers,
while the increase,in comparisonwith the previousyear,
amountedto 38 percent Greater budgetswere allocated
onlyfor televisionand magazines

Theaim of the presentstudyisto presentthe landscapeof
the internet in Polandin the previous year. The report,
supplementedby additionalanalysesand comments,brings
togetherthe resultsof the 2008 Gemiusstudies
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Thedetailedlist of sourceswhich formed the basisfor the
creationof this reportincludes:

AVlegapanePBIGemius

ANet TrackMillward BrownSMG/KRC

AgemiusTraffic

GemiusSA. syndicatestudies
ACommunities NeverEndingFriending
AMotivation, behaviour and opinions of blog authors and
readers

AVlediaconsumption

APolishinternet userbehaviouraprofile
AFinanciaplans

ASocialending

Anternet CER008

AE-commerce

Anternetusersg consumersr prosumerg
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Polish internet users

At the end of 2008 the number of Polishinternet users
amountedto 15.8 million, which equals44.4 percentof all
Polesin the 7+ age group. Theincreasein the number of
internet usershasbeendynamicduring the last few years
The change,in comparisonwith 2007, totals 13 percent,
which puts Poland among such countries as the Czech
RepublicBulgarialatviaand Slovenia

Theinternet is still most popularamongyoungpeople and
asmany as 87 percentof people aged16-24 use the web,
while in the 55+ agegroupone findsthe smallestnumber of
internet users only 115 percent However, the age
structure is subjectto a gradual change,as increasingly
more older peopleusethe web.

The analysisof place of residenceof internet usersshows
that invariablythe internet is leastavailableto residentsof
rural areaswith only 30 percent of them using the web.
Nevertheless,the changeswhich took place during the
preceding years, result in the fact that gradually the
internet user population structure, as far as place of
residenceis concerned, beginsto resemble the general
Polishpopulation structure However,with regardsto level
of education, it is people with secondary and higher
educationwho still form the largestgroup amonginternet
users
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Whatis more, the time that Polesspendbrowsingweb sites
is increasing At present,this amountsto, on average over
44 hours monthly. This means that the average Polish
internet usersurfsthe net for overone hour anda half daily
whichis almostan hour more thanin 2004 It isthe younger
agegroupsthat spendthe mosttime on the internet: about
2 hoursdaily.




Penetration: number andhare of interneusers in the
population
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* Change of study methodology

Duringthe lastfour yearsa systematicincreasein the numberof internet usershasbeenregistered Sincethe end of 2005 the number
of internet usersincreasedby 6.1 million and, at present, the number amountsto 15.8 million, which equals44.4 percent of the
population aged 7+. In 2008 the increasein the number of internet users in comparisonwith the precedingyear, amountedto 13
percentagepoints.

Source MegapanelPBIl/GemiusNovember2005 SamplesizeN = 26,490, November2006 SamplesizeN =19,614, November2007, SamplesizeN = 17,512 November
2008 SamplesizeN = 16,679. Studiedgroup: 7+, Data concerningdemographicstructure from Net TrackMillward Brown{ a D k Y studyQadnductedon a sample
selectedandweightedby PBCwere usedin this study.
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Penetration:usershare, increase 2063008
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Therate of increaseof the number of Polishinternet usersduringthe last four yearsis characteristicof mediumdevelopedmarkets In
the countrieswherethe internet is still developing the increasein the numberof internet usersis incomparablhyhigherand surpassed400
percent thisisoftenthe Wt 8 B et TheDanishexampleprovesthis in the caseof well-developedmarkets a relativelylow rate of
increase(severalpercent) or even a stabilizationof the penetration level may be registered,clearly indicatingthe saturation of the

market

Source: gemiusAudience: Ukraine {@%), Hungary (098), Poland (0®8), Lithuania (0®8), Czech Republic (@8), Bulgaria @®); Vitosha Research: Bulgaria (05);
Eurostat: Bulgaria (087), Denmark (097); RIS: Slovenia (03); MOSS: Slovenia (08); CSB: Latvi@{Dxalculations Gems: Romania (097); ITU: Romania (08).




Penetration: chosen age groups
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Theinternet mostly reachesyoungpeople aged16-24 ¢ 87 percent of them are web users On the other hand, amongthe
oldestagegroup (55 yearsandmore), only 11.5 percentusethe web.

Source MegapanelPBI/GemiusNovember2008 SamplesizeN = 16,679. Studiedgroup 7+ Dataconcerningdemographicstructure from Net TrackMillward Brown
{ a Dk Ystubycxanductedon a sampleselectedandweightedby PBCyvere usedin this study, Polishpopulationdata GUS CentralStatisticalOffice)2008[estimation].
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Penetration: place of residence
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Thelowest penetrationlevelis registeredin rural areaswith only 30 percentof peoplewho live in theseareasusingthe web.
On the other hand, a decidedlyhigher levelis observedin mediumsizedand large cities where the shareof internet users
surpassed4.4 percent,whichisthe averagefor the whole country.

Source MegapanelPBI/GemiusNovember2008 SamplesizeN = 16,679. Studiedgroup 7+ Dataconcerningdemographicstructure from Net TrackMillward Brown
{ a Dk Ystubdycxanductedon a sampleselectedandweightedby PBCyvere usedin this study, Polishpopulationdata GUS(CentralStatisticalOffice)2007.
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Usage of the internet: time and number of page views

hours
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In November2008 the averagePolishinternet user spent 44
hours on the internet monthly, which constitutesan averageof

almostone and a half hoursdaily. In comparisorwith 2004, this 48:00:00 1
is almostan hour more per day. Moreover,in 2008 the average 36:00:001
internet user, in a month, generated,on average,2,000 more 24:00:00 1
pageviewsthanfive yearsaga 12:00:00 - B

0:00:00 -
[7-14]  [15-24] [25-34] [3544] [4554]  [55+]
Age (years)
period average averagedaily averagemonthly
monthly time time peruser numberof page m11.2004 11.2005 11.2006 11.2007 m11.2008
peruser views per user
11.2004 16:27:22 0:32:55 929
11.2005 22:97-14 0:44:54 1358 Within thg Iast_few yea_trs,.the time spenton the web hasb_eep
systematicallyincreasingin everyagegroup. At present,it is
11.2006 27:50:03 0:55:40 1653 young people aged 1524 who spend decidedly the most
amount of time on the internet: about two hours daily. This
11.2007  36:37:38 1:13:15 2279 outcomesurpasseshe averagetime of internet usageby the
11.2008 44:20-20 1-28:41 2915 averagePolishinternet userby about30 minutes

Source MegapanePBIl/GemiusNovember2004 Samplesize N =17,510, November2005 Samplesize N = 26,490, November2006 Samplesize N =19,614; November
2007 Samplesize N = 17,512 November2008 SamplesizeN = 16,679. Studiedgroup 7+ Dataconcerningdemographicstructure from Net TrackMillward Brown
{ a Dk Ystubdycxanductedon asampleselectedandweightedby PBCyvere usedin this study.




Sociedemographic profilegenderg trend >
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Duringthe last few yearsthe genderstructure of the internet usergroup hasremainedstable Theshareof men and womenhasbecome
more or lessequal,with a sustainedninimaladvantageof menusingthe internet.

Source MegapanePBI/GemiusNovember2004 Samplesize N =17,510, November2005 Samplesize N = 26,490, November2006 Samplesize N =19,614, November
2007 SamplesizeN = 17,512 November2008 SamplesizeN = 16,679. Studiedgroup 7+, Data concerningdemographicstructure from Net TrackMillward Brown
{ a Dk Y studycxanductedon a sampleselectedandweightedby PBCyere usedin this study.




Sociedemographic profile: age trend
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Theagestructure of Polishinternet usershaschangedduring the last five years In 2004, the internet was clearlydominatedby young
people,aged15-24. Althoughthey are still the largestgroup, their sharehassignificantlydiminishedto the advantageof olderusers

Source MegapanelPBl/GemiusNovember2004 SamplesizeN = 17,510, November2005 SamplesizeN = 26,490, November2006 SamplesizeN = 19,614, November
2007 SamplesizeN = 17,512 November2008 SamplesizeN = 16,679. Studiedgroup 7+, Data concerningdemographicstructure from Net TrackMillward Brown
{ a Dk Ystubdyxanductedon asampleselectedandweightedby PBCyvere usedin this study.




Sociedemograpic profile: level of educatiantrend
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Polishinternet usersare dominated by people with secondaryeducation, which is a reflection of the entire population structure.
Neverthelessthe high percentageof peoplewith higher educationindicatesthat the internet hasnot becomea completelyegalitarian
mediumyet.

Source MegapanelPBl/GemiusNovember2004 SamplesizeN = 17,510, November2005 SamplesizeN = 26,490, November2006 SamplesizeN = 19,614, November
2007 SamplesizeN = 17,512 November2008 SamplesizeN = 16,679. Studiedgroup 7+, Data concerningdemographicstructure from Net TrackMillward Brown
{ a Dk Ystubdyxanductedon asampleselectedandweightedby PBCyvere usedin this study.




Sociedemographic profile:
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Theprofile of the Polishinternet user,asregardsplaceof residence hasnot changedsignificantlywith the passingof years Theinternet
userpopulationbeginsto increasinglyeflectthe Polishpopulationin general Thelargestpercentageof internet usersare peoplelivingin
rural areasandtheir sharein the whole of the populationis increasing Another significantgroupamonginternet usersare personsliving
in cities(over500,000inhabitants)

Source MegapanelPBl/GemiusNovember2004 SamplesizeN = 17,510, November2005 SamplesizeN = 26,490, November2006 SamplesizeN = 19,614, November
2007 SamplesizeN = 17,512 November2008 SamplesizeN = 16,679. Studiedgroup 7+, Data concerningdemographicstructure from Net TrackMillward Brown
{ a Dk Ystubdyxanductedon asampleselectedandweightedby PBCyvere usedin this study.
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Internet usertools

In January2009 most pageviewsin Polandwere generated
by usersof the Microsoft Windows XP operating system
Gradually, Microsoft Windows Vista has begun to gain
popularity. The significanceof other operating systems
remainsmarginal

Thebalanceof forceson the Polishmarketis similarto that

observedin most countriesof the world. Thepredominance
of Microsoft products is visible, however, on the other

hand, a systematicincreaseof the popularity of the Mozilla
Firefox web browser on the Polish market can also be

observed




Operating systems

100%
80%
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20%
0% | [
Windows Vista, Windows XP | Windows 98 Other
m(01.2007 0.0% 91.0% 4.6% 4.4%
01.2008 5.4% 90.1% 1.8% 2.7%
01.2009 13.5% 84.1% 0.6% 1.8%

The popularity of Windows Vistaamonginternet usersis increasingand at the beginningof 2009 13.5 percent of page views were
generatedby usersof this system Theincreasen the popularity of WindowsVistais takingplaceat the costof WindowsXP whichis still
the mostpopularsystemon the market Theshareof other operatingsystemss marginal

Source: Gemius SA, gemiusTraffic study, 01. 2007, 01. 2008, 01. 2009.
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Operating systems: Poland vs. chosen CEE countries
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Windows Vista 13.3%| 20.5%| 12.7%| 13.2%| 8.2% | 16.3%| 7.4%
Other 20% | 41%  18% | 21% | 1.7% | 3.4% | 3.2%

Thedistribution of the market shareof particular operatingsystemsdoesnot differ significantlyin the presentedcountriesof the CEE
region WindowsXPis still predominant,while an increasein the popularity of its successohasbeenobserved WindowsVistais most
popularin Estoniawhileit isleastpopularin Ukraine Otheroperatingsystemsstill remainlesspopular.

SourceGemius SA, gemiusTraffic study, 30. 12. 2@ 01.2009 * CEE;, Central and Eastern Europe
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Web browsers
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During the last two years, a fall in the popularity of Microsoft Internet
Explorer frequently usedby beginnerusers,hasbeenobserved while, at the

sametime, the MozillaFirefoxweb browser,associatedvith more advanced
users, has registered an increase in popularity. Perhaps2009 will be a
breakthroughyear for Firefoxproducts Apart from the above,a fact worth

noting is that, until now, Chrome,D 2 2 3we8 if2awser,did not evenreach
the 1 percentmark(about0.7 percentin January)

SourceGemius SA, gemiusTraffic study, data for quarters of 2006, 2007, 2008.




Web browsers: Poland vs. chosen CEE countries
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In Poland,the trend observedin other CEEcountriesis maintainedand the predominantweb browserisa A O NP ktérAetiEQuorer,
althoughits advantageover MozillaFirefoxis relativelysmall Asseenon the previousslide,a trend leadingto a changeof the leaderon
the Polishmarket hasbeenobserved Firefoxhasan advantagein Latviawith 49.7 percentof all generatedpageviewsbeinggenerated
with the aid of this web browser. Moreover,the strongpositionof Operaon the Ukrainianmarketis alsointeresting it is there that this
browserisin secondplacein termsof popularity (asimilarsituationcanbe observedn Russia)

SourceGemius SA, gemiusTraffic study, 30. 12. 2@ 01.2009

tiGemius



Significant places on the web
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Significant places on the web

Thetop 20 most popular web sitesdid not changea great In 2008 Polish internet users quite often used maps and
deal during the year. The three main players Google, localizers As far as reachis concerned,the leader on this
Onetpl and Wirtualna Polska have maintained their market is the Google Maps, however, with only a slight
positions The greatestchangein the top 20 was directly advantageover the zumipl portal. On the other hand, in
related to the appearanceof the naszaklasapl social 2008 the latter hadthe largestnumberof pageviewsamong
networking web site. Between November 2007 and the five selectedweb siteswith the greatestreachin the map
November2008 this web site advancedfrom 15th to 4th andlocalizercategory

place What is more, two new web sites appearedin the
leading group of web sites used in Poland ceneapl and
dobreprogramypl.

Googlewhichis still strengtheningits position, remainsthe
unquestionable leader among search engines and it is
difficult to find any web site that might threaten the
positionof this searchengineevento a smalldegree

The proportional spread from the previousyear has also
beenmaintainedamonginternet portals Onetpl is still the
predominantwith 63.1 percentreach Other portalsreacha
smallernumber of usersand their reachoscillatesbetween
44 and 55 percent

As one may conclude from the top 20 information web
sites, Polishinternet userstend to accessthe news most
often from these portals Thefour most important players
in the WA y T 2 Naategory af yveb sites are Onetpl,
WirtualnaPolska Gazetepl, Interia.pl, Theseall maintained
their positions from 2007. However, in 2008 a new
competitor appeared amongst the leaders of the
informationmarket tvn24.pl, part of the TVNgroup.
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Top 20 most popular web sites according to reach

1 Google 83.9% 1 Google 85.8%

2 Onet.pl 68.3% 2 Onet.pl 63.1%

3  WirtualnaPolska 57.1% 3 WirtualnaPolska 55.2%

4  Allegro.pl 53.9% 4 naszaklasa.pl 53.9% A
5 INTERIA.PL 49.3% 5  Allegro.pl 52.%% \
6 o2.pl 46. ™0 6 INTERIA.PL 49.6% v
7  Gazetapl 44.2% 7 o2pl ar.96 ¥
8 wikipedia.org 43.3% 8 Gazeta.pl 45.%% v
9 Microsoft 40.3% 9  youtube.com 4536 N
10 youtube.com 38.9% 10  wikipedia.org 40.8% v
11 GaduGadu group 29.5% 11  Microsoft 33.1% v
12 Fotka.plgroup 29.0% 12 GaduGadu group 24.%% 4
13 IDG group 23.6% 13 mozilla.com 28.00 M
14 mozilla.org 23.6% 14  ceneo.pl 22.2%

15 naszaklasa.pl 23.3% 15 Fotka.plgroup 21.0% v
16 Orange 20.0% 16 pf.pl 2006 A
17 sciaga.pl 19.7%6 17 IDG group 19.0% v
18 pf.pl 19.5% 18 Medousa.pl group 18.9% A
19 otoMoto 19.0% 19 dobreprogramy.pl 18.8%6

20 Medousa.pgroup 18.8% 20 sciaga.pl 18.5% v

In November2008no changeshad beenregisteredamongthe three most popularweb sites,ascomparedwith the previousyear. Worth
noting, however, is the rise in position of naszaklasalLJt WHick during the past year, has advancedfrom 15th to 4th position Other
changesn the table are causedoy the increaseof popularityof two web sites ceneapl anddobreprogramypl.

Source: Megapanel PBI/Gemius, November 2007; Sample size N = 17,512; November 2008; Samplé&jgé9. Studied group 7+atB concerning demographic
AGNHzOGdzZNE FNBY bSO ¢NIO]l aAraff gl NR .NRgy {aDkYw/ Qa &0dma&my O2yRdzOGSR 2y I &l YL




Search engines
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Googlenvariablyremainsthe unquestionabldeaderon the searchenginemarketandits positionis growingall the time.

SourceGemius SA, gemiusTraffic study, data for the quarters of 2006, 2007, 2008

tiGemius



Portals

reach
Statistics for the five most popular wesites according to reach:

80% - o
70% - 683 /063.1%
57.1%55.20

60% - 49.3949.6% 45 7947.9% oA5.5%
ing’ | 442965 monthly pageviews monthlytime [hrs]
o
30% - Onet.pl 3536 345 40 62 459 22
20%
10% - Wp.pl 2224 527 96 42 831 82
0% - T T T T 1

Interia.pl 1161 923 83 26 412 59
Onet.pl Wirtualna Polska INTERIA.PL 02.pl Gazeta.pl 02.p| 1163 912 93 29383 84
Gazeta.pl 674 397 57 12 647 27

®11.2007 11.2008

Duringthe last year,the order in which the portals appeareddid not change Onetpl remainsthe leaderin the category,althoughits
reachhasdecreasedy 5 percentagepoints. Other portalsare viewedby a smallernumberof usersandtheir reachoscillatesbetween44
and55 percent

Source: Megapanel PBI/Gemius, November 2007; SampléNsiz#7,512; November 2008; Sample dive 16,679. Studied group MBata concerning demographic
A0 NHzOG dzZNE FNRBY bSd ¢NIO] arafftéglNR .NRgy {aDkYw/ Qi &i0dzamy. O2yRdzOGSR 2y I+ &l YL
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Information

Statistics for the five most popular westes according to reach:

Monthly Monthly page Monthly time Monthly Monthly page  Monthly time
reach views [hrs] reach views [hrs]

Onet.pl¢ information Onet.pl¢ information

. |
B 36.0% 291281843 5892070 I 2049 228 742 26 4739 18
il § laemeide: 232% 114885717 2064 936 e & IR 2499 13852673 2700 28
web site web site

Gazeta.plg Gazeta.plg o ‘
ey s S 20.4% 78806167 1798 851 [ 2049 92423 22 2141 13
Interia.pl ¢ 9 Interia.pl cinformation 12 4o 78367 13 1163 76
s o R 16.4% 72478785 1096 452 web site

Oz-g'c_t'”forma“on 96% 14 272 606 367 419 tvn24.pl 13.39 48681 33 1529 85
Wep site

The Polishinternet user gainsinformation most often from portals In the categoryof information web sites, the four most important
playersmaintainedthe positionsthey occupiedin November2007. However,in 2008 a competitor, tvn24.pl, part of the TVN group
appearedamongthe leadersof the informationmarket It gained13.3 percentreachandis now in the fifth position A similartendencyis
observeduponanalysinglataconcerningpageview numberandthe monthlytime spenton particularweb sites

Source: Megapanel PBI/Gemius, November 2007; SampléNsiz&7,512; November 2008; Sample $ize 16,679. Studied group 7+at@ concerning demographic
A0 NHZOGdzNE FTNRY bSid ¢NIO1 arAfféglNR .NRgy {aDkYw/ Qa &0dzamy O2yRdzZOGSR 2y | &l YL




Maps andocalizers

reach Statistics for the five most popular welies according to reach:
25%

20% - 19.8% 18.1%
15% - monthly page view monthly time [hrs
10% - google- maps 9 390 90 375 21!
596 5.1% 3.6% Lo zumi.pl 27 039 72 628 73
0% Y Y - Y [ _ em szukacz.pl 293819 1 447 26!
Google- maps zumi.pl szukacz.pl targeo.pl map24.interia.pl targeo.pl 372728 80 07«
map?24.interia.pl 12 863 02 89 91¢

Many internet users appreciate the usefulnessof maps and
localizers Asfar asreachis concerned the leaderon this marketis
GoogleMaps, however with only a small advantage over zumipl,
which generatessignificantlymore pageviewsper month. However,
with regardto the time spenton a web page,the leaderamongthe
chosensites is szukacpl, where internet users spent 1,447,265
hoursin November2008

Source: Megapanel PBI/Gemius, November 2008; Sample size N = 16,679. Studied group 7+; Data concerning demograpFioretNetneack Millward Brown

{aDkYw/ Qa aitdRezr O02yRdzOGSR 2y | alvYLX$S &aStSOGSR IyR ¢SA3IKGSR o6& t./3X ¢6SNB dz
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Web 2.0
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Web 2.0

One can observe the development of the same trends
which occuron other, more developedmarketsalsoon the
Polishmarket Aboveall, the increasinglyhigher activity of
Polish internet users on web 2.0 web sites has been
registered It is on suchweb siteswhere usersactively co-
createanddevelopweb content

Sociahetworkingweb sites

Sociahetworkingweb sitesare extremelypopular,with the
most popular being naszaklasapl (53.5 percent reach,
placingit in fourth position as regards popularity of web
sites in Poland) One ought to mention that the dynamic
developmentof this portal in 2007 sloweddown somewhat
and, after exceeding50 percentreach,the increasein the
number of usershas become much slower. Other portals
remain far behind the leader and their reach oscillates
around severalpercent Naszaklasapl also hasthe largest
number of page views, exceeding10 billion per month,
which significantlysurpasseshe valuesgeneratedby users
of other web sites

The great number of page views of internet users is
characteristioof suchweb sitesandindicatesthe significant
engagemenf the visitors The socialnetworkingweb site
usersunder study declarethat sendingmessages|ooking
through profiles as well as evaluatingand commentingare
the mostfrequentactivitieson suchweb sites

Blogs

Amongthe bloggingweb siteson the Polishmarketthere is
no unequivocalleader as far as reachis concerned Four
web sites BlogOnet Blox Bloggerand Blooghave a reach
of adozenor sopercent However,accordingo the number
of pageviewsone canobservethe visiblepredominanceof
BlogOnet which generatesover 77 million page views per
month.

Sociakhoppingandcitizenjournalism

One of the newest trends currently observed on the
internet in Polandis the appearanceof a phenomenon
connectedwith e-commerce so-calledsocialshopping This
includes a combination of online shops together with a
system of an active social network developed for the
optimization of the purchasesmade With these web sites
users can learn about the most profitable offers and
discountsand read other internet useropinionson selected
products

Socalled citizen journalism is gaining increasinglymore
popularity (althoughstill none of these web siteshasmore
than 4 percentreach) Theideabehind citizenjournalismis
to provide each citizen with the possibility of publishing
2 y Sdwa articles and participating in the creation of
informationweb sites




Social networking webites:the five most popular web sites
according to reach

Statistics for the five mogiopular web sites accordirig reach:
reach

60% - 53.5% Average time per us

50% Monthly page view [hrs:min:s
40% - naszaklasa.pl 10 982 130 33 12:55:3;
30% - fotka.pl 1491 784 75 05:43:0¢
20% - 14.2% 11.4% mojageneracja.pl 18 898 38 00:36:0°
10% A myspace.com 43 719 64 00:40:1¢
0% - photoblog.pl 195 689 93 03:15:3

naszaklasa.pl fotka.pl mojageneracja.pl myspace.com  photoblog.pl

* The components of internet community node, with the exclusion of blogs
and internet forumswere taken into account in the comparison.

The unquestionableleader amongsocialnetworking web sites is naszaklasapl, whosereachamountedto 53.5 percentin November
2008 Tocompare the reachof the web site in secondposition, fotka.pl, was14.2 percent Naszaklasapl alsohasthe greatestnumberof
pageviews,exceedindlO billion per month, which significantlysurpasseshe valuesgeneratedby usersof other sitesof this type. Among
the foreignweb sites, myspacecomhasthe greatestreach

Source MegapanelPBI/GemiusNovember2008 SamplesizeN = 16,679. Studiedgroup 7+, Data concerningdemographicstructure from Net TrackMillward Brown
{ a Dk Ystubdyxanductedon asampleselectedandweightedby PBCyvere usedin this study.




Social networkingveb sites: demographic structure of the five
most popular web sites according to reach

Women predominate among the usersof the five selected
socialnetworking web sites Theseweb sites are also most
man often visited by young people aged 15-34 and this group is
also dominated by women However,amongusersover 35
yearsof agethere are significantlymore menthanwomen

Ewoman

47.7%

agéd gender woman man total

.14 [7-14] 3.9% 5.7% 9.6%

[15-24] [15-24] 22.1% 16.3% 38.%%

[25:34] [25-34] 14.6% 10.®6 25.2%

[35-44] [35-44] 5.9% 7.2% 13.0%

384% m [45-54] [45-54] 4.2% 4.8% 9.0%

25906 m [55+] [55+] 1.8% 3.1% 4.%%
total 52.%% 47. 70 100.0%

Source MegapanelPBI/GemiusNovember2008 SamplesizeN = 16,679. Studiedgroup 7+; Data concerningdemographicstructure from Net TrackMillward Brown
{ a Dk Ystubdyxanductedon asampleselectedandweightedby PBCyvere usedin this study.
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Social networkingveb sitestrends in Poland

60U - e S
50% -
40% -
naszaklasa.pl
fotka.pl

30% -
mojageneracja.f

myspace.con

20% - e oo
—— photoblog.pl

10% = oo

0% T T T T T T T 1
02.2007 05.2007 08.2007 11.2007 02.2008 05.2008 08.2008 11.2008

The greatestincreasein popularity may be observedin the caseof naszaklasapl, which alreadyby the end of 2007 wasthe leader
amongthe socialnetworkingweb sites Howeverin 2008 after exceedings0 percentreach,a halt in the rate of increaseis visibleand
reachis maintainedat a stable, high level Otherweb sitesare characterisecby a significantlylower rate of increase,or even,asin the
caseof fotka.pl, a graduallossof popularity.

Source MegapanelPBI/GemiusFebruary2007, SamplesizeN = 20,479 ; May 2007, SamplesizeN = 19,100, August2007, SamplesizeN = 18,789 November2007,
Samplesize N=17,512, February2008 SamplesizeN = 18,838 May 2008 SamplesizeN =17,740; August2008 SamplesizeN=17,120; November2008 SamplesizeN
=16,679. Studiedgroup 7+; Dataconcerningdemographicstructure from Net TrackMillward Brown{ a D k Y studyxanductedon a sampleselectedandweightedby
PBCwere usedin this study. Polishpopulationdata: GUS CentralStatisticalOffice)




Activities performed on social networking web sites

What do you usually do on a social networking web site? Indicate all correct answers:

100% -
% -
90% 82% o
04 —
80% 72%
70% - 0
0% 65% 62%
60% - 55%96%
50% - 46%
40% - 37%
30% - 29%279% 27%
21%
20% -
10% - 4%
0% T T T T T T - 1
Iread and write  Ilook through my |look throughoradd |commentand Iread or add opiniond search for and look | listen to music
messages friends'profiles ~ photos and videos evaluate on forums through the profiles
of strangers
® naszaklasa.pl (N=3125 fotka.pl (N=168)

The percentages do not total 100 percent, as the respondents could indicate more than one answer.

Socialnetworking web site usersuse these web sites, aboveall, to communicatewith eachother and browse through their ¥ N& S|y R
profiles Thecharacteristicactivity for thosewho havea profile on naszaklasapl is a high frequencyof browsingthrough ¥ NJ& Prgfied, ¢
as well as sendingand receivingmessagesFotkapl is also usedfor these purposes,however, fotka.pl userssignificantlymore often
commentand evaluateeach2 (i K $rbiilesi Another distinctivefeature of fotka.pl is searchingor and browsingthroughthe profiles of
unknownusers whichprobablymakesit a more attractive placefor makingnew acquaintances

NJ

Source: gemiusRepoiGommunities Never Ending-riending2008; Sample size N=5,105. Base: all respondents; Studied group internet users aged 15+; In the study, demogr:
structure data from the Omnibus PBS study were used.
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Usage of socialetworking web sitess. relations with people

é’To what extent do the statements below match your personality? ( Scale: 1 i It completely does not match to 51 Definitely matches)

S
5 4.50 + 4.28
@
© |1 3.88 3.85
I §:00 A 3.70
© .
2 350 - 3.42
.- 2.98
o2 3.00 -
g5 2.652.61 2.60
>
<£ 250 - 24l
&
g 2.00 -
3
3 1.50 -
<
L
£ 1.00 . . . . . .
| like spending | like meeting | am satisfied with | feel I like to talk with | try to avoid
time with my new people my social life  uncomfortable my friends about meetings with a
friends and when I'm among other people large number of
acquaintances strangers people

m Persons without profiles on any social networking web site (N=1(

Persons who have profiles on any social networking web site (N=3

Theaveragematchesbetweenparticularstatementsand respondentsndicatethat peoplewho havea socialnetworkingweb site profile
more often declaretheir opennessn contactswith other peopleand a positiveattitude with regardsto spendingtime with friendsand
family than the remaininggroupof internet users Thus,it maybe assumedhat peoplewho haveprofileson socialnetworkingweb sites
are more opento relationswith other people Onthe other hand,suchweb sites,throughtheir unquestionableshorteningof distancesn
broadly defined socialrelations, facilitate makingnew acquaintancegnd maintainingrelationshipsthat alreadyexist at the sametime
developingneedsrelatedto interpersonalcontactsin their users

Source: gemiusRepoiGommunities Never Ending-riending2008; Sample size N=5,105. Base: all respondents; Studied group: internet users aged 15+; In the study, demogr
structure data from the Omnibus PBS study were used.
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Attitude towards advertisements on social networkngb sites

Indicate the statements you agree with. Advertisements on social networking web sites| v i si t é

100% -
90% -
80% -
70% -
60% -
50% -
40% -
30% -
20% -

10% -

0% -

Xl yy2E I'm indifferent towards X LINR @A RS I like them XN} A &S Yi noneofthe above
them information

The percentages do not total 100 percent, as the respondents could indicate more than one answer.

Almost50% of socialnetworkingweb site usersdeclaretheir dislikeor indifferenceto advertisementson suchweb sites A little more
than one-tenth of them believethat suchadvertisementsare informative. Thesmallestnumber of socialnetworkingweb site userslikes
theseadvertisement®or thinksthat they are interesting(only 6 percent)

Source: gemiusRepoiGommunities Never Ending-riending2008; Sample size N=3,774; Base: respondents registered on social networking web sites; Studied group internet |
aged 15+; In the study, demographic structure data from the Omnibus PBS study were used.
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Blogosphere: reach, time and page views

reach
Statistics for the five most popular web sites according to reach:
200 18:8% 17.9%
18% - 15.3% 14.8% average time per us
%2% ] monthly page view [hrs:min:s
120 - 0 BlogOnet 77 938 23 00:36:3¢
10% - 8.4%
806 - Blox 26 035 39 00:12:5¢
461% ] Blogger 17 840 72 00:09:3¢
%?;0 - Bloog 24 618 94 00:11:5:
0 ' ' ' ' " WordPress 7578 27 00:07:2(
BlogOnet Blox Blogger Bloog WordPress

Asregardsreach,there is no unequivocaleaderamongthe blogsiteson the Polishmarket Four. BlogOnetBlox,Bloggerand Blooghave
areachof a dozenor so percent However,accordingto the number of pageviews,one canobservethe visible predominanceof Onet
blogs,whichgeneratealmost78 million pageviewsper month.

Source: Megapanel PBI/Gemius, November 2008; Sample size N = 16,679. Studied group 7+; Data concerning demograpFiorstNetneack Millward Brown

{aDkYw/ Q& &idRezr O02yRdzOGSR 2y | &l vYLXS &St SOGSR IyR 6SA3IKGSR o6& t./ s 6SNB dza
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Reasons for blog writing

Indicate the reasons for writing a blog:

100% ~
90% -
80% -
70% - 65% 64%

0 | 60%
40% A
30% - 28% 27%
20% -

10% -

O% T T T T T

expressing feelings and giving opinions retaining one's own ideas, interests, hobbies establishing new contactt  maintaining contact with
emotions experiences and feelings for friends and acquaintance
the future

<20% categories were not taken into account on the diagram.

The percentages do not total 100 percent, as the respondents could indicate more than one answer.

Onthe one hand,bloggerstreat blogsasa form of effective expressiorof their emotionsand feelings However,on the other hand,the
blogistreated almostasa kind of aninternet forum, allowingoneto present2 y S@irdionsabout subjectsthat areimportant for oneself
The blog also performs the function of a modernday diary, allowing one to retain 2 y So@# ideas, experiencesand feelingsin a
permanentwayfor the future.

{2dzNDOSY az2iGAQBFGA2yas 0SKI JA2dz2NE SampIR siz2 N3, $I8 Basel pe@pe wiio ha&racentlywiirierkaz |&BEt orle WléYy; SiBied QrBuE T
internet users aged 15+




Personal information revealed on blog

What kind of personal information do you reveal on the blog?
100% -

90% -
80% -
70% -
60% - 57%
50% ~

40% -
200 31%

l ] ] l

e-mail address internet communicator name and surname other information none of the above
number/address
<15% categories were not taken into account on the diagram.

30% -

20% -

10% -

0% -

Percentages do not total 100% as the respondents could indicate more than one answer.

Most bloggers (almost two thirds) reveal only their e-mail addressto others The telephone numbers and addressesof internet
communicatorsaswell asthe nameof the author are more rarely postedon blogs Thus,on the one hand,bloggersrevealtheir feelings
andopinions,but onthe other hand,the majority of bloggershavea barrier whichhelpsthem to maintaintheir anonymity.

{2dz2NOSY az2iA@FiA2yazr 0SKIQJA2dz2NE SamplR sizB+1/698/Basy: feole whathave @ceifly vritleil & RaddEonelbiggR StdiBd-gRGNE T
internet users aged 15+.




Social shopping

@ 7
Oneof the newesttrends currently observedon the internet in k
Polandis the appearanceof a phenomenonconnectedwith e- ZNnam @ gq UP’ c.pl
commerce,so-called social shopping Thisis a combination of phre

online shopstogether with an active socialnetwork developed
for the optimizationof the purchasesnade Theseweb sitesare
not only a platform for the exchangeof information and

opinionsregardingdifferent productsbut they are alsoa place 4
where users can learn about the most profitable offers and
discounts Thankgo web sitesof this kind userscannot only buy
at the lowest prices but also diminish the purchaserisk Even
though in November2008 data in the MegapanelPBI/Gemius
study were availablefor cokupt.pl only, it canbe assumedhat
socialshoppinghasthe possibilityof achievinggreat successn
the web. The basis for reaching such a conclusionare the monthly monthly page monthly time

outcomeswhich showthe great popularity of socialnetworking reach views [hrs]
web sitesaswell asthe greatreachof internet auctionsitesand

shops At presentthere are four significantweb sitesof this kind CZT;}EE:';?\ q 6% WP C T 2lias LSCEIOM,
in quand and those in question include cokupt.pl, znamto, Shops 62.39 5154 829 72 46 991 83
sondipl, chceto. * Megapanel PBI/Gemius authorised aggregates, November 2008

Source: Megapanel PBI/Gemius, November 2008; Sample size N = 16,679. Studied group 7+; Data concerning demograpFiorstNetneack Millward Brown
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Citizen journalism

An interesting exampleof the output of internet userswithin
web 2.0 is the appearanceof so-called citizen journalism The
aim of citizen journalism is to provide each citizen with the
possibility of publishing2 y So@ articles and participatingin
the creationof information web sites Thankgo web sitesof this
kind, information can be not only quickly delivered but also
completely independent In practice however, these web sites
do not transfer the initiative to internet usersas they monitor
publishedcontent through editing, which standsin oppositionto
the postulated idea of independence These portals are not
particularly popular. Theseinclude wiadomosc4.pl, which has
the greatestreach of 3.9 percent Despite this fact, citizen
journalismis gainingincreasinglymore interest amonginternet
usersand asa whole categoryexceedslO percentof total reach
One should bear in mind that this is a relatively new group of
web sites and it is likely and possible that it will develop
dynamicallyin the future.

monthly monthly monthly time

reach page views [hrs]

wiadomosci24.pl 3.9% 2044558 29 302
Moje Miasto group 3.3% 2619 055 44 142
Interia 360 3.0% 2752833 72 262

salon24.pl 0.8% 3479 767 104 175

Alert24 0.8% 579 317 11 645

ithink.pl 0.7% 209 240 2088

citizen journalism* 10.6% 11684 770 263 614

* The node includes only the aboweentioned web sites.

info, i sal 24

505 24 2424 (((Y)

INTERIASE)  Alert24x OO

Wianooscr24 pl 3 CERUNE EUROPA

Pisz! Fotagrafuj! Negrywa! Kement!

Source: Megapanel PBI/Gemius, November 2008; Sample size N = 16,679. Studied group 7+; Data concerning demograpFiorstNetneack Millward Brown

{aDkYw/ Qa aiidRezr O02yRdzOGSR 2y | &alvYLX$S &aStSOGSR IyR ¢SA3IKGSR o6& t./ 3 ¢6SNB dza




Internet vs. other media
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Internet vs. other media

Mediausage

Browsing world wide web pages and using e-mail has
become a more frequent form of media usage than
watching television among internet users What is more,
traditional media are increasinglymore often enjoyed via
the internet.

Onlinevideo

On the Polishmarket, youtubecom predominatesamong
video web sites,reachingas many as 45.3 percentof users
monthly and generatingthe largestnumber of pageviews
Moreover, the monthly time spent on youtubecom is the
greatest Another important web site is wrzutapl, having
25.2 percentreachin November2008 Thissite isin second
position as regardstime and the number of page views
amongthe five web pagesof greatestreach

Online TV

Thereare two leadersamongweb sites offering online TV
serviceson the Polishmarket wp.tv and onet.tv and their
reach exceedsl0 percent In the caseof number of page
views, itvp.pl visibly predominatesamong the five most
popularweb sitesasregardsreach At this point in time, the
remainingweb siteswere not very popular.

Onlineradio

Thereachof web sites offering online radio servicess not
great and amounts to only several percent The most
popularweb sites are those belongingto the RMFFM and
ESKAgroups and their reach exceeds6 percent The
monthly time spenton a web pageis highestin the caseof
the RMFFM group, as usersspend an averageof over 4
hours monthly there. However the web site with the
greatestnumberof pageviewsis Lastfm.




Mediausageg top 3

Which of the listed activities did you perform yesterday?

100% -
90% -

80%
70% - 69% 68% 68% 68%
61%

58%

60% - 57%

53%
50% -
40% -
30% -
20% -

10% -

0% - T
2004 N=10 112 2006 N=12 665 2008 N=15 002
= browsing through web sites conter = browsing through emails watching television
The diagram illustrates the three most often indicated activities.

The percentages do not total 100 percent as the respondents could indicate more than one answer.

Since2004 the percentageof internet userswho declarethat they watch TV has fallen (from 69 percentin 2004 to 53 percent
presently) Thismay be related to, on the one hand, a growingtendencyto usethe internet to watch video material and on the other
hand,dueto the factthat the internet givesusersmoreinformationthan the passiveelevisionbroadcast

Source: gemiusRepoledia consumption 20042008; Base: All respondeng&tudied group internet users aged 439; In the study, demographic structure data from
the Omnibus PBS study were used.
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Traditional media usage via the internet

Have you ever watched video files /television /listened to the radio /read daily /weekly /biweekly /monthly press via the ihternet?

100% —
909% -
80% - 76%
70%
60%
50%
40%
30%
20%

10%

0%

video files (online TV radio daily press weekly/biweekly press monthly press

included)
The percentages do not total 100 percent as the respondents could indicate more than one answer.

Threein four internet userswatchvideoor TVviathe web. Thetechnicalcapabilitiesandthe amountof suchcontenton the web haveresulted
in the fact that online video hasbecomean everydaypart of the web for Polishinternet users In the caseof radio and daily press,a similar
situationis observedthat is two-thirds of internet usersswitchon their computersto listento the radio or readthe latestnews Theend of the
printed presshasbeenpredictedby some,however,this will probablynot happensoon,althougheaseof accesgo the latestnewsmears that
we now more frequentlyget everydaynewsfrom the web andmorerarelyfrom the front pagesof the newspaper

Source: gemiusRepoitjedia consumption 200&ample size N= 15,002; Base: All respond8hisied group internet users agd&-79;In the study, demographic structure
data from the Omnibus PBS study were used.
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Online video: five most populaveb sitesaccording to reach

50%
45% -
40% -
35%
30% -
25%
20% -
15% ~
10% -

5% -

reach

45.3%

25.2%

9
11.8% 8.6%

7.6%

0%

youtube.com  wrzuta.pl  google-video patrz.pl

smog.pl

Statistics for the five most popular web sites according to reach:

monthly pag:

views

youtube.com 955 861 84
wrzuta.pl 240 560 35
googleg video 17 025 16
patrz.pl 12 698 07
smog.pl 52972 29

average time pe
user [hrs:min:s

03:58:3¢
01:18:4(
00:11:3¢
00:07:2:
00:15:0¢

In Poland,Youlube hasbecomea synonymfor web siteswith video content, reachingas many as 45.3 percent of usersmonthly and
generatingthe greatestnumber of pageviews However,other web sites have also gaineda substantialshare in November2008
wrzutapl had over 25 percentreach Thesetwo web sitesare without doubt the leadersamongweb pageswhich enableusersto watch
andsharevideofiles.

Source: Megapanel PBI/Gemius, November 2008; Sample size N = 16,679. Studied group 7+; Data concerning demograpFiorstNetneack Millward Brown
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Online video: gender and age structure on the basis of the five
most popular web sites according to reach

Personswatching online video content are mostly young
= woman people,aged35 or less Thetotal shareof all internet users
amountsto 74 percent

man

52.6%

[7-14] age/gender woman man total
. -
[15.24] [7-14] 5.0% 7.4% 12.4%
[25-34] [15-24] 20.9% 17.8% 38.7%
[35-44] [25-34] 11.6% 11.4% 23.0%
2879 " [45-54] [35-44] 5.2% 7.9% 13.0%
: m[55+
23.0% > (5541 [45-54] 3.3% 4.9% 8.2%
[55+] 1.4% 3.4% 4.8%
total 47.4% 52.6% 100.0%

Source: Megapanel PBI/Gemius, November 2008; SampldNsiz&6,679. Studied group 7+; Data concerning demographic structumeNet Track Millward Brown
{aDkYw/ Q& &idRezr 02y RdzOGSR 2y | &l vYLXS &St SOGSR IyR 6SA3IKGSR o6& t./ s 6SNB dz
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Online TV: five most popular web sites according to reach

reach Statistics for the five most popular web sites according to reach:

12% 5 10.4% 10.2% monthly pag: average time per us
10% - views [hrs:min:s
8% - wp.tv 6 784 59 00:17:3¢
6% onet.tv 6 577 83 00:08:4:
00 4.2% itvp.pl 9314 37 00:21:1¢
4% 2.5% interia.tv 1088 77 00:09:3:

204 - 1.2% —
] tivi.pl 1458 97 00:13:1¢

O% T T T T 1
wp.tv onet.tv itvp.pl interia.tv tivi.pl

Whp.tv and onet.tv are the leadersamongthe web sitesoffering online TV serviceswith their reachexceedinglO percent Asfar asthe
numberof pageviewsis concernedjtvp.pl predominatesoverthe five selectedweb sites

Source: Megapanel PBI/Gemius, November 2008; SampldNsiz&6,679. Studied group 7+; Data concerning demographic structumeNet Track Millward Brown
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Online TV: gender and age structure based on the five most
popular web sites according to reach

With regardsto online TV,men are the largestgroup among
= woman the usersof the five mostpopularweb sites

The selectedonline TV web sites are most popular among
young people, aged 15-34; people from this age group
constituteover50 percentof all users

man

51.9%

age/gender woman man total

u(7-14] [7-14] 4.1% 3.5% 7.6%
[15-24] [15-24] 15.9% 12.4% 28.3%
. (25-34] [25-34] 12.7% 11.5% 24.1%

.3% 35-44
. { 155 4} [35-44] 6.2% 9.7% 15.9%
15.9% H[55+] [45-54] 5.7% 7.8% 13.4%
[55+4] 3.6% 7.2% 10.8%
24.1% total 48.1% 51.9% 100.0%

Source: Megapanel PBI/Gemius, November 2008; Sample size N = 16,679. Studied group 7+; Data concerning demograpFiorstNetneack Millward Brown
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Online radio the five most popular web sites accorditag
reach

reach Statistics for the five most popular web sites according to reach:
; 6.5%
72/0 6.1% monthly page  average time pe
g;" | 4.7% views user[hrs:min:s
0 . e
4% - 3.3% RMF FM group 18 213 44 04:14:3°
30 - 2204 ESKA group 16 803 11 00:23:0¢
204 - Last.fm 27 986 38 01:01:2¢
1% - l Open.fm 2 163 09 00:07:3¢
0% . . . . Polish Radio 6 326 69. 00:21:1¢
RMF FM  ESKA group Last.fm Open.fm  Polish Radio
group * Thegroupsare composedof the followingweb sites
the RMFFM group miastomuzykpl, RMFFM, RMFMaxxx,RMFClassicRMF
MaxxxTV

the ESKAyroup eskapl, eskaroclpl, wazzzuppl, eskatv, hitfm.pl;
PolishRadio PolishRadio1, PolishRadio2, PolishRadio3, PolishRadio¢
other stations

Thereachof the web sitesoffering online radio servicess not greatand totals only a few percent Themaost popularweb sitesare those
belongingto the RMFFM and ESKAgroupswith their reachexceedings percent In comparisonwith the declarativedata (67 percentof
internet userswho have ever listenedto the radio via the web) the reach of these particular web sites seemsinsignificant This may
indicatea largediversificationof radio stationsand waysof listeningto the radio by Polishinternet users,sincenot all of them (for example
listeningto the radiothroughWinamp)are takeninto accountin the study.

Source: Megapanel PBI/Gemius, November 2008; Sample size N = 16,679. Studied group 7+; Data concerning demograpFiorstNetneack Millward Brown
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Online radio: gender and age structure on the basis of the five
most popular web sites according to reach

= woman The greatest percentage (as many as 43 percent) among
those who listento the selectedonline radio web sites are
peopleaged15-24 with women predominatingin this group.
However in the whole population of online radio listeners
the agestructureisbalanced

man

50.5%

= [7-14] age/gender woman man total
[15-24] [7-14] 3.9% 7.3% 11.2%
(25-34] [15-24] 23.9% 19.2% 43.0%
[2?5‘;‘] [25-34] 12.6% 10.9% 23.5%
. -
(554] [35-44] 4.9% 6.4% 11.3%
= [55+]
0 9 [45-54] 3.0% 4.1% 7.1%
235% 43.0%
[55+] 1.3% 2.5% 3.8%
total 49.6% 50.5% 100.0%

Source: Megapanel PBI/Gemius, November 2008; Sample size N = 16,679. Studied group 7+; Data concerning demograpFiorstNetneack Millward Brown
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Internet userfinances
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Internet userfinances

Saving Socialending

Savingsaccountsremain the most popular way of saving Socialloansare a new trend on the Polishfinancialmarket
and investing 2 y Sfi@ances The majority of owners of Eventhough it is a relatively new service,one quarter of
savingsaccountsalso chooseto usethe I O O 2 dziérine® & Polishinternet usershave heard about it. At this point in
service The reasons why internet users who own an time, the numberof peoplewho are awareof what lending
account do not use the attached internet service have networks actually are and how such web sites work is
changed Duringthe lastfew years,anxietiesrelated to the relatively small (2 percent) Personswho are interested in
safety of bank transactions have become a significant this type of loan are most often residentsof smallercities
obstaclein this regard What is more, the percentageof and rural areasaged 35 or over. Theyusuallyhavea small
peoplewho perceivethe servicingof the accountto be too income(500to 1,000PLN)r earnmorethan2,500PLN

difficult hasincreased(this may be due to the increasing
shareof older personsin the internet user group) Thisis
important advicefor banksasthey shouldensurethat their
transactionsystemsare assimplefor their usersaspossible

Investments

Thevast majority of internet userswho are decisiveas far
as investmentsare concerned,declaresthat they will not
investtheir moneyin the presentyear. Thosefew who are
planning investments, prefer safer forms of investment
(suchasmakingdepositsfor afixedlengthof time).







