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The internet has been present in Poland for 18 years,
however,it isnot asdevelopedasit is in wealthier,Western
countries. Nevertheless,every year, the number of Poles
using this medium is growing and, at the sametime, the
rate at whichit increasesisgreaterthan in highly-developed
countries. Thewebhasincreasinglymore to offer, it ismore
often present in the life of everydayPolesand it engages
them increasinglymoreoften.

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 zƱƻǘȅ(PLN) was spent on internet
advertising. TheStarlinkmediahousehasshownthat by the
end of the third quarter of 2008, internet expenseswere
greater than those for advertisementsin daily newspapers,
while the increase,in comparisonwith the previousyear,
amounted to 38 percent. Greater budgetswere allocated
onlyfor televisionandmagazines.

Theaim of the presentstudy is to presentthe landscapeof
the internet in Poland in the previous year. The report,
supplementedby additionalanalysesandcomments,brings
togetherthe resultsof the 2008Gemiusstudies.

Thedetailed list of sources,which formed the basisfor the
creationof this report includes:
ÁMegapanelPBI/Gemius
ÁNetTrackMillward BrownSMG/KRC
ÁgemiusTraffic

GemiusS.A. syndicatestudies:
ÁCommunities- NeverEndingFriending
ÁMotivation, behaviour and opinions of blog authors and
readers
ÁMediaconsumption
ÁPolishinternet userbehaviouralprofile
ÁFinancialplans
ÁSociallending
ÁInternetCEE2008
ÁE-commerce
ÁInternetusersςconsumersor prosumers?

Introduction
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Polish internet users
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At the end of 2008, the number of Polish internet users
amountedto 15.8 million, which equals44.4 percentof all
Polesin the 7+ age group. The increasein 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
Republic,Bulgaria,LatviaandSlovenia.

Theinternet is still most popular amongyoungpeopleand
asmany as 87 percentof peopleaged16-24 use the web,
while in the 55+ agegrouponefindsthe smallestnumberof
internet users: only 11.5 percent. However, the age
structure is subject to a gradual change,as increasingly
moreolderpeopleusethe web.

The analysisof placeof 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
residence is concerned,begins to resemble the general
Polishpopulationstructure. However,with regardsto level
of education, it is people with secondary and higher
educationwho still form the largestgroup amonginternet
users.

What ismore, 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 overonehour anda half daily
whichisalmostanhour more than in 2004. It is the younger
agegroupsthat spendthe most time on the internet: about
2 hoursdaily.

Polish internet users
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Penetration: number and share of internet users in the 
population
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* Change of study methodology

Duringthe last four yearsa systematicincreasein the numberof internet usershasbeenregistered. Sincethe endof 2005, the number
of internet users increasedby 6.1 million and, at present, the number amounts to 15.8 million, which equals44.4 percent of the
population aged7+. In 2008 the increasein the number of internet users, in comparisonwith the precedingyear, amounted to 13
percentagepoints.

Source: MegapanelPBI/Gemius,November2005; SamplesizeN = 26,490; November2006; SamplesizeN = 19,614; November2007; SamplesizeN = 17,512; November
2008; SamplesizeN = 16,679. Studiedgroup: 7+; Dataconcerningdemographicstructure from Net TrackMillward Brown{aDκYw/Ωǎstudy, conductedon a sample
selectedandweightedby PBC,wereusedin thisstudy.
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Source: gemiusAudience: Ukraine (05-08), Hungary (05-08), Poland (05-08), Lithuania (05-08), Czech Republic (05-08), Bulgaria (08); Vitosha Research: Bulgaria (05);  
Eurostat: Bulgaria (06-07), Denmark (05-07);  RIS: Slovenia (05-07); MOSS: Slovenia (08); CSB: Latvia (05-07); calculations Gemius: Romania (05-07); ITU: Romania (08).

Therate of increaseof the numberof Polishinternet usersduring the last four yearsis characteristicof mediumdevelopedmarkets. In
the countrieswherethe internet isstill developing,the increasein the numberof internet usersis incomparablyhigherandsurpasses100
percent; this is often theΨƭƻǿōŀǎŜΩeffect. 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.

Penetration: usershare, increase 2005-2008

371% 129% 80% 65% 63% 63% 56% 50% 49% 5%
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Theinternet mostly reachesyoungpeopleaged16-24ς87 percent of them are web users. On the other hand, amongthe
oldestagegroup(55yearsandmore), only11.5 percentusethe web.

Source: MegapanelPBI/Gemius,November2008; SamplesizeN = 16,679. Studiedgroup: 7+; Dataconcerningdemographicstructure from Net TrackMillward Brown
{aDκYw/Ωǎstudy,conductedon asampleselectedandweightedby PBC,wereusedin thisstudy,PolishpopulationdataGUS(CentralStatisticalOffice)2008[estimation].
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Thelowestpenetrationlevel is registeredin rural areaswith only 30 percentof peoplewho live in theseareasusingthe web.
On the other hand,a decidedlyhigher level is observedin medium-sizedand largecities where the shareof internet users
surpasses44.4 percent,whichis the averagefor the wholecountry.

Penetration: place of residence

Source: MegapanelPBI/Gemius,November2008; SamplesizeN = 16,679. Studiedgroup: 7+; Dataconcerningdemographicstructure from Net TrackMillward Brown
{aDκYw/Ωǎstudy,conductedon asampleselectedandweightedby PBC,wereusedin this study,PolishpopulationdataGUS(CentralStatisticalOffice)2007.
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11.2004 11.2005 11.2006 11.2007 11.2008
period average

monthly time 
per user

averagedaily
time per user

averagemonthly
numberof page
viewsper user

11.2004 16:27:22 0:32:55 929

11.2005 22:27:14 0:44:54 1358

11.2006 27:50:03 0:55:40 1653

11.2007 36:37:38 1:13:15 2279

11.2008 44:20:20 1:28:41 2915

Within the last few years,the time spenton the webhasbeen
systematicallyincreasingin everyagegroup. At present,it is
young people aged 15-24 who spend decidedly the most
amount of time on the internet: about two hours daily. This
outcomesurpassesthe averagetime of internet usageby the
averagePolishinternet userby about30minutes.

In November2008, the averagePolish internet user spent 44
hourson the internet monthly, which constitutesan averageof
almostone anda half hoursdaily. In comparisonwith 2004, this
is almostan hour more per day. Moreover,in 2008, the average
internet user, in a month, generated,on average,2,000 more
pageviewsthan five yearsago.

Usage of the internet: time and number of page views

Age (years)

hours

Source: MegapanelPBI/Gemius,November2004; 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
{aDκYw/Ωǎstudy,conductedon asampleselectedandweightedby PBC,wereusedin this study.
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Socio-demographic profile: genderςtrend

Duringthe last few yearsthe genderstructureof the internet usergrouphasremainedstable. Theshareof men and womenhasbecome
moreor lessequal,with a sustainedminimaladvantageof menusingthe internet.

Source: MegapanelPBI/Gemius,November2004; 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
{aDκYw/Ωǎstudy,conductedon asampleselectedandweightedby PBC,wereusedin this study.
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Theagestructureof Polishinternet usershaschangedduring the last five years. In 2004, the internet wasclearlydominatedby young
people,aged15-24. Althoughtheyarestill the largestgroup,their sharehassignificantlydiminishedto the advantageof olderusers.

Age (years)

Source: MegapanelPBI/Gemius,November2004; 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
{aDκYw/Ωǎstudy,conductedon asampleselectedandweightedby PBC,wereusedin this study.

Socio-demographic profile: age ςtrend
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Polish internet users are dominated by people with secondaryeducation,which is a reflection of the entire population structure.
Nevertheless,the high percentageof peoplewith highereducationindicatesthat the internet hasnot becomea completelyegalitarian
mediumyet.

Level of education

Source: MegapanelPBI/Gemius,November2004; 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
{aDκYw/Ωǎstudy,conductedon asampleselectedandweightedby PBC,wereusedin this study.

Socio-demograpic profile: level of education ςtrend
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14Theprofile of the Polishinternet user,asregardsplaceof residence,hasnot changedsignificantlywith the passingof years. Theinternet
userpopulationbeginsto increasinglyreflect the Polishpopulationin general. Thelargestpercentageof internet usersarepeoplelivingin
rural areasandtheir sharein the wholeof the populationis increasing. Anothersignificantgroupamonginternet usersarepersonsliving
in cities(over500,000inhabitants).

Place of residence

Source: MegapanelPBI/Gemius,November2004; 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
{aDκYw/Ωǎstudy,conductedon asampleselectedandweightedby PBC,wereusedin this study.

Socio-demographic profile: place of residence ςtrend 
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Internet usertools
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In January2009most pageviewsin Polandwere generated
by usersof the Microsoft Windows XPoperating system.
Gradually, Microsoft Windows Vista has begun to gain
popularity. The significanceof other operating systems
remainsmarginal.

Thebalanceof forceson the Polishmarket is similarto that
observedin mostcountriesof the world. Thepredominance
of Microsoft products is visible, however, on the other
hand,a systematicincreaseof the popularityof the Mozilla
Firefox web browser on the Polish market can also be
observed.

Internet usertools
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Operating systems

Source: Gemius SA, gemiusTraffic study, 01. 2007, 01. 2008, 01. 2009.

The popularity of WindowsVista amonginternet usersis increasingand at the beginningof 2009, 13.5 percent of pageviews were
generatedby usersof this system. Theincreasein the popularityof WindowsVistais takingplaceat the costof WindowsXP,whichisstill
the mostpopularsystemon the market. Theshareof other operatingsystemsismarginal.

Windows Vista Windows XP Windows 98 Other

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%
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Thedistribution of the market shareof particularoperatingsystemsdoesnot differ significantlyin the presentedcountriesof the CEE
region. WindowsXPis still predominant,while an increasein the popularity of its successorhasbeenobserved. WindowsVistais most
popularin Estonia,while it is leastpopularin Ukraine. Otheroperatingsystemsstill remainlesspopular.

Source: Gemius SA, gemiusTraffic study, 30. 12. 2008 - 05. 01.2009

Operating systems: Poland vs. chosen CEE countries*

* CEE ςCentral and Eastern Europe

PL EE LT LV HU CZ UA

Windows XP 84.7% 75.4% 85.5% 84.7% 90.1% 80.3% 89.4%

Windows Vista 13.3% 20.5% 12.7% 13.2% 8.2% 16.3% 7.4%

Other 2.0% 4.1% 1.8% 2.1% 1.7% 3.4% 3.2%
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During the last two years, a fall in the popularity of Microsoft Internet
Explorer,frequentlyusedby beginnerusers,hasbeenobserved,while,at the
sametime, the MozillaFirefoxweb browser,associatedwith 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,DƻƻƎƭŜΩǎweb browser,did not evenreach
the 1 percentmark(about0.7 percentin January).

Source: Gemius SA, gemiusTraffic study,  data for quarters of 2006, 2007, 2008.
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Source: Gemius SA, gemiusTraffic study, 30. 12. 2008 - 05. 01.2009.

In Poland,the trend observedin other CEEcountriesis maintainedand the predominantweb browser isaƛŎǊƻǎƻŦǘΩǎInternet Explorer,
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 Ukrainianmarket is alsointeresting: it is there that this
browseris in secondplacein termsof popularity(asimilarsituationcanbe observedin Russia).

Web browsers: Poland vs. chosen CEE countries

PL EE LT LV HU CZ UA

MSIE 47.0% 61.3% 55.1% 43.2% 49.5% 59.5% 43.1%

Firefox 43.8% 33.6% 34.8% 49.7% 45.7% 33.9% 22.4%

Opera 7.7% 2.7% 8.3% 5.3% 2.9% 5.0% 31.6%

Other 1.5% 2.4% 1.8% 1.8% 1.9% 1.6% 2.9%
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Significant places on the web
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Thetop 20 most popularweb sitesdid not changea great
deal during the year. The three main players: Google,
Onet.pl and Wirtualna Polska have maintained their
positions. The greatest changein the top 20 was directly
related to the appearance of the nasza-klasa.pl social
networking web site. Between November 2007 and
November2008 this web site advancedfrom 15th to 4th
place. What is more, two new web sites appearedin the
leading group of web sites used in Poland: ceneo.pl and
dobreprogramy.pl.

Google,which is still strengtheningits position,remainsthe
unquestionable leader among search engines and it is
difficult to find any web site that might threaten the
positionof thissearchengineevento a smalldegree.

The proportional spread from the previous year has also
beenmaintainedamonginternet portals. Onet.pl is still the
predominantwith 63.1 percentreach. Otherportalsreacha
smallernumberof usersand their reachoscillatesbetween
44and 55percent.

As one may conclude from the top 20 information web
sites, Polish internet users tend to accessthe news most
often from these portals. The four most important players
in the ΨƛƴŦƻǊƳŀǘƛƻƴΩcategory of web sites are Onet.pl,
WirtualnaPolska, Gazeta.pl, 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.

Significant places on the web

In 2008 Polish internet users quite often used maps and
localizers. As far as reach is concerned,the leader on this
market is the Google Maps, however, with only a slight
advantageover the zumi.pl portal. On the other hand, in
2008, the latter hadthe largestnumberof pageviewsamong
the five selectedweb siteswith the greatestreachin the map
andlocalizercategory.
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Top 20 most popular web sites according to reach

2007 2008

1 Google 83.9% 1 Google 85.8%

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

3 Wirtualna Polska 57.1% 3 Wirtualna Polska 55.2%

4 Allegro.pl 53.5% 4 nasza-klasa.pl 53.5%

5 INTERIA.PL 49.3% 5 Allegro.pl 52.4%

6 o2.pl 46.7% 6 INTERIA.PL 49.6%

7 Gazeta.pl 44.2% 7 o2.pl 47.9%

8 wikipedia.org 43.3% 8 Gazeta.pl 45.5%

9 Microsoft 40.3% 9 youtube.com 45.3%

10 youtube.com 38.9% 10 wikipedia.org 40.8%

11 Gadu-Gadu group 29.5% 11 Microsoft 33.1%

12 Fotka.plgroup 29.0% 12 Gadu-Gadu group 24.5%

13 IDG group 23.6% 13 mozilla.com 24.4%

14 mozilla.org 23.6% 14 ceneo.pl 22.2%

15 nasza-klasa.pl 23.3% 15 Fotka.plgroup 21.0%

16 Orange 20.0% 16 pf.pl 20.6%

17 sciaga.pl 19.7% 17 IDG group 19.0%

18 pf.pl 19.5% 18 Medousa.pl group 18.9%

19 otoMoto 19.0% 19 dobreprogramy.pl 18.8%

20 Medousa.plgroup 18.8% 20 sciaga.pl 18.5%

In November2008no changeshadbeenregisteredamongthe three most popularweb sites,ascomparedwith the previousyear. Worth
noting, however, is the rise in position of nasza-klasa.ǇƭΩǎΣwhich during the past year, has advancedfrom 15th to 4th position. Other
changesin the tablearecausedby the increaseof popularityof two websites: ceneo.pl anddobreprogramy.pl.

Source: Megapanel PBI/Gemius, November 2007; Sample size N = 17,512; November 2008; Sample size N = 16,679. Studied group 7+; Data concerning demographic 
ǎǘǊǳŎǘǳǊŜ ŦǊƻƳ bŜǘ ¢ǊŀŎƪ aƛƭƭǿŀǊŘ .Ǌƻǿƴ {aDκYw/Ωǎ ǎǘǳŘȅΣ ŎƻƴŘǳŎǘŜŘ ƻƴ ŀ ǎŀƳǇƭŜ ǎŜƭŜŎǘŜŘ ŀƴŘ ǿŜƛƎƘǘŜŘ ōȅ t./Σ ǿŜǊŜ ǳǎŜŘ ƛƴ ǘƘƛs study.
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24Googleinvariablyremainsthe unquestionableleaderon the searchenginemarketandits positionisgrowingall the time.

Source: Gemius SA, gemiusTraffic study, data for the quarters of 2006, 2007, 2008.
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monthlypageviews monthlytime [hrs]

Onet.pl 3 536 345 407 62 459 223

Wp.pl 2 224 527 969 42 831 820

Interia.pl 1 161 923 830 26 412 598

o2.pl 1 163 912 936 29 383 843

Gazeta.pl 674 397 579 12 647 272

Duringthe last year, the order in which the portals appeareddid not change. Onet.pl remainsthe leader in the category,althoughits
reachhasdecreasedby 5 percentagepoints. Otherportalsareviewedby a smallernumberof usersandtheir reachoscillatesbetween44
and55percent.

Statistics for the five most popular websites according to reach:

Source: Megapanel PBI/Gemius, November 2007; Sample sizeN = 17,512; November 2008; Sample size N = 16,679. Studied group 7+; Data concerning demographic 
ǎǘǊǳŎǘǳǊŜ ŦǊƻƳ bŜǘ ¢ǊŀŎƪ aƛƭƭǿŀǊŘ .Ǌƻǿƴ {aDκYw/Ωǎ ǎǘǳŘȅΣ ŎƻƴŘǳŎǘŜŘ ƻƴ ŀ ǎŀƳǇƭŜ ǎŜƭŜŎǘŜŘ ŀƴŘ ǿŜƛƎƘǘŜŘ ōȅ t./Σ ǿŜǊŜ ǳǎŜŘ ƛƴ ǘƘƛs study.
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2007

Monthly 
reach

Monthly page 
views

Monthly time 
[hrs]

Onet.pl ςinformation 
website

36.0% 291 281 843 5 892 070

Wp.pl  ςinformation 
website

23.2% 114 885 717 2 064 936

Gazeta.pl  ς
information website

20.4% 78 806 167 1 798 851

Interia.pl  ς
information website

16.4% 72 478 785 1 096 452

o2.pl ςinformation 
website

9.6% 14 272 606 367 419

2008

Monthly 
reach

Monthly page 
views

Monthly time 
[hrs]

Onet.pl ςinformation 
website

29.4% 228 742 261 4 739 187

Wp.pl  ςinformation 
website

24.9% 138 526 733 2 700 282

Gazeta.pl  ς
information website

20.4% 92 423 226 2 141 138

Interia.pl  ςinformation 
website

17.4% 78 367 137 1 163 765

tvn24.pl 13.3% 48 681 339 1 529 851

ThePolishinternet usergainsinformation 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 percentreachandisnow in the fifth position. Asimilartendencyis
observeduponanalysingdataconcerningpageviewnumberandthe monthlytime spenton particularwebsites.

Source: Megapanel PBI/Gemius, November 2007; Sample sizeN = 17,512; November 2008; Sample sizeN = 16,679. Studied group 7+; Data concerning demographic 
ǎǘǊǳŎǘǳǊŜ ŦǊƻƳ bŜǘ ¢ǊŀŎƪ aƛƭƭǿŀǊŘ .Ǌƻǿƴ {aDκYw/Ωǎ ǎǘǳŘȅΣ ŎƻƴŘǳŎǘŜŘ ƻƴ ŀ ǎŀƳǇƭŜ ǎŜƭŜŎǘŜŘ ŀƴŘ ǿŜƛƎƘǘŜŘ ōȅ t./Σ ǿŜǊŜ ǳǎŜŘ ƛƴ ǘƘƛs study.

Statistics for the five most popular websites according to reach:

Information
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2008

monthlypage views monthly time [hrs]

google - maps 9 390 908 375 215

zumi.pl 27 039 725 628 734

szukacz.pl 2 938 197 1 447 265

targeo.pl 3 727 289 80 073

map24.interia.pl 12 863 020 89 918

Many internet users appreciate the usefulness of maps and
localizers. Asfar asreachis concerned,the leaderon this market is
GoogleMaps, however with only a small advantage over zumi.pl,
whichgeneratessignificantlymore pageviewsper month. However,
with regardto the time spenton a web page,the leaderamongthe
chosen sites is szukacz.pl, where internet users spent 1,447,265
hoursin November2008.

reach

Source: Megapanel PBI/Gemius, November 2008; Sample size N = 16,679. Studied group 7+; Data concerning demographic structure from Net Track Millward Brown 
{aDκYw/Ωǎ ǎǘǳŘȅΣ ŎƻƴŘǳŎǘŜŘ ƻƴ ŀ ǎŀƳǇƭŜ ǎŜƭŜŎǘŜŘ ŀƴŘ ǿŜƛƎƘǘŜŘ ōȅ t./Σ ǿŜǊŜ ǳǎŜŘ ƛƴ ǘƘƛǎ ǎǘǳŘȅΦ

Statistics for the five most popular websites according to reach:

Maps and localizers
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Web 2.0
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One can observe the development of the same trends
whichoccuron 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 usersactivelyco-
createanddevelopwebcontent.

Socialnetworkingwebsites

Socialnetworkingweb sitesareextremelypopular,with the
most popular being nasza-klasa.pl (53.5 percent reach,
placing it in fourth position as regardspopularity of web
sites in Poland). One ought to mention that the dynamic
developmentof this portal in 2007sloweddown somewhat
and, after exceeding50 percent reach,the increasein the
number of usershas becomemuch slower. Other portals
remain far behind the leader and their reach oscillates
around severalpercent. Nasza-klasa.pl also hasthe largest
number of page views, exceeding10 billion per month,
which significantlysurpassesthe valuesgeneratedby users
of other websites.

The great number of page views of internet users is
characteristicof suchweb sitesand indicatesthe significant
engagementof the visitors. Thesocialnetworkingweb site
usersunder study declare that sendingmessages,looking
through profiles as well as evaluatingand commentingare
the mostfrequentactivitieson suchwebsites.

Blogs

Amongthe bloggingweb siteson the Polishmarket there is
no unequivocalleader as far as reach is concerned. Four
web sites: BlogOnet, Blox, Bloggerand Blooghavea reach
of adozenor sopercent. However,accordingto the number
of pageviewsone canobservethe visiblepredominanceof
BlogOnet, which generatesover 77 million pageviewsper
month.

Socialshoppingandcitizenjournalism
One of the newest trends currently observed on the
internet in Poland is 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
discountsandreadother internet useropinionson selected
products.
So-called citizen journalism is gaining increasinglymore
popularity (althoughstill none of theseweb siteshasmore
than 4 percentreach). Theideabehindcitizenjournalismis
to provide each citizen with the possibility of publishing
ƻƴŜΩǎown articles and participating in the creation of
informationwebsites.

Web 2.0
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Social networking websites: the five most popular web sites 
according to reach 

reach

Source: MegapanelPBI/Gemius,November2008; SamplesizeN = 16,679. Studiedgroup 7+; Data concerningdemographicstructure from Net TrackMillward Brown
{aDκYw/Ωǎstudy,conductedon asampleselectedandweightedby PBC,wereusedin this study.

2008

Monthly page views
Average time per user 

[hrs:min:s]

nasza-klasa.pl 10 982 130 330 12:55:32

fotka.pl 1 491 784 759 05:43:06

mojageneracja.pl 18 898 384 00:36:01

myspace.com 43 719 640 00:40:16

photoblog.pl 195 689 937 03:15:34

Theunquestionableleaderamongsocialnetworkingweb sites is nasza-klasa.pl, whosereachamountedto 53.5 percent in November
2008. Tocompare,the reachof the website in secondposition,fotka.pl, was14.2 percent. Nasza-klasa.pl alsohasthe greatestnumberof
pageviews,exceeding10 billion per month, whichsignificantlysurpassesthe valuesgeneratedby usersof other sitesof this type. Among
the foreignwebsites,myspace.comhasthe greatestreach.

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

* The components of internet community node, with the exclusion of blogs 
and internet forums, were taken into account in the comparison. 
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Women predominateamong the usersof the five selected
socialnetworking web sites. Theseweb sites are also most
often visited by young people aged15-34 and this group is
also dominated by women. However,amongusersover 35
yearsof agethere aresignificantlymorementhanwomen.

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

Source: MegapanelPBI/Gemius,November2008; SamplesizeN = 16,679. Studiedgroup 7+; Data concerningdemographicstructure from Net TrackMillward Brown
{aDκYw/Ωǎstudy,conductedon asampleselectedandweightedby PBC,wereusedin this study.

age/gender woman man total

[7-14] 3.9% 5.7% 9.6%

[15-24] 22.1% 16.3% 38.4%

[25-34] 14.6% 10.7% 25.2%

[35-44] 5.9% 7.2% 13.0%

[45-54] 4.2% 4.8% 9.0%

[55+] 1.8% 3.1% 4.9%

total 52.4% 47.7% 100.0%

52.4%

47.7%

woman

man
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38.4%

25.2%

13.0%

9.0%

4.9%

[7-14]

[15-24]

[25-34]

[35-44]
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32The greatest increasein popularity may be observedin the caseof nasza-klasa.pl, which alreadyby the end of 2007 was the leader
amongthe socialnetworkingweb sites. Howeverin 2008, after exceeding50 percent reach,a halt in the rate of increaseis visibleand
reachis maintainedat a stable,high level. Other web sitesare characterisedby a significantlylower rate of increase,or even,as in the
caseof fotka.pl, a graduallossof popularity.
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Social networking web sites: trends in Poland

Source: MegapanelPBI/Gemius,February2007; SamplesizeN = 20,479 ; May 2007; SamplesizeN = 19,100; August2007; SamplesizeN = 18,789; November2007;
Samplesize N =17,512; February2008; SamplesizeN =18,838; May2008; SamplesizeN =17,740; August2008; SamplesizeN =17,120; November2008; SamplesizeN
= 16,679. Studiedgroup7+; Dataconcerningdemographicstructurefrom Net TrackMillward Brown{aDκYw/Ωǎstudy,conductedon a sampleselectedandweightedby
PBC,wereusedin this study. Polishpopulationdata: GUS(CentralStatisticalOffice).
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33Socialnetworking web site usersuse these web sites,aboveall, to communicatewith eachother and browse through their ŦǊƛŜƴŘǎΩ
profiles. Thecharacteristicactivity for thosewho havea profile on nasza-klasa.pl isa highfrequencyof browsingthroughŦǊƛŜƴŘǎΩprofiles,
as well as sendingand receivingmessages. Fotka.pl is also used for these purposes,however, fotka.pl userssignificantlymore often
commentandevaluateeachƻǘƘŜǊΩǎprofiles. Anotherdistinctivefeatureof fotka.pl is searchingfor andbrowsingthroughthe profilesof
unknownusers,whichprobablymakesit a moreattractiveplacefor makingnewacquaintances.

Activities performed on social networking web sites

Source: gemiusReport, Communities - Never Ending-Friending 2008; Sample size N= 5,105. Base: all respondents; Studied group internet users aged 15+; In the study, demographic 
structure data from the Omnibus PBS study were used.

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

The percentages do not total 100 percent, as the respondents could indicate more than one answer.
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Theaveragematchesbetweenparticularstatementsandrespondentsindicatethat peoplewho havea socialnetworkingweb site profile
more often declaretheir opennessin contactswith other peopleand a positiveattitude with regardsto spendingtime with friendsand
family than the remaininggroupof internet users. Thus,it maybe assumedthat peoplewho haveprofileson socialnetworkingweb sites
aremoreopento relationswith other people. Onthe other hand,suchwebsites,throughtheir unquestionableshorteningof distancesin
broadlydefinedsocialrelations,facilitate makingnew acquaintancesand maintainingrelationshipsthat alreadyexist at the sametime
developingneedsrelatedto interpersonalcontactsin their users.

Usage of social networking web sites vs. relations with people

Source: gemiusReport, Communities - Never Ending-Friending 2008; Sample size N= 5,105. Base: all respondents; Studied group: internet users aged 15+; In the study, demographic 
structure data from the Omnibus PBS study were used. 
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Attitude towards advertisements on social networking web sites

Almost50%of socialnetworkingweb site usersdeclaretheir dislikeor indifferenceto advertisementson suchweb sites. A little more
than one-tenth of them believethat suchadvertisementsare informative. Thesmallestnumberof socialnetworkingweb site userslikes
theseadvertisementsor thinksthat theyare interesting(only6 percent).

Source: gemiusReport, Communities - Never Ending-Friending  2008; Sample size N=3,774; Base: respondents registered on social networking web sites; Studied group internet users 
aged 15+; In the study, demographic structure data from the Omnibus PBS study were used. 

Indicate the statements you agree with. Advertisements on social networking web sites I visité

The percentages do not total 100 percent, as the respondents could indicate more than one answer.
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2008

monthly page views
average time per user 

[hrs:min:s]

BlogOnet 77 938 235 00:36:39

Blox 26 035 398 00:12:55

Blogger 17 840 726 00:09:36

Bloog 24 618 940 00:11:53

WordPress 7 578 279 00:07:20

Asregardsreach,there isno unequivocalleaderamongthe blogsiteson the Polishmarket. Four: BlogOnet,Blox,BloggerandBlooghave
a reachof a dozenor so percent. However,accordingto the numberof pageviews,one canobservethe visiblepredominanceof Onet
blogs,whichgeneratealmost78millionpageviewsper month.

reach

Source: Megapanel PBI/Gemius, November 2008; Sample size N = 16,679. Studied group 7+; Data concerning demographic structure from Net Track Millward Brown 
{aDκYw/Ωǎ ǎǘǳŘȅΣ ŎƻƴŘǳŎǘŜŘ ƻƴ ŀ ǎŀƳǇƭŜ ǎŜƭŜŎǘŜŘ ŀƴŘ ǿŜƛƎƘǘŜŘ ōȅ t./Σ ǿŜǊŜ ǳǎŜŘ ƛƴ ǘƘƛǎ ǎǘǳŘȅΦ 

Blogosphere: reach, time and page views

Statistics for the five most popular web sites according to reach:
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Onthe one hand,bloggerstreat blogsasa form of effectiveexpressionof their emotionsand feelings. However,on the other hand,the
blogis treatedalmostasa kindof an internet forum, allowingoneto presentƻƴŜΩǎopinionsaboutsubjectsthat are important for oneself.
The blog also performs the function of a modern-day diary, allowing one to retain ƻƴŜΩǎown ideas,experiencesand feelings in a
permanentwayfor the future.

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

Reasons for blog writing

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

Indicate the reasons for writing a blog:

{ƻǳǊŎŜΥ aƻǘƛǾŀǘƛƻƴǎΣ ōŜƘŀǾƛƻǳǊǎ ŀƴŘ ƻǇƛƴƛƻƴǎ ƻŦ ōƭƻƎǎΩ ŀǳǘƘƻǊǎ ŀƴŘ ǊŜŀŘŜǊǎΤSample size N=1,598 Base: people who have recently written at least one blog; Studied group 
internet users aged 15+.
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Most bloggers(almost two thirds) reveal only their e-mail addressto others. The telephone numbers and addressesof internet
communicatorsaswell asthe nameof the author aremore rarelypostedon blogs. Thus,on the one hand,bloggersrevealtheir feelings
andopinions,but on the other hand,the majorityof bloggershaveabarrierwhichhelpsthem to maintaintheir anonymity.

<15% categories were not taken into account on the diagram.

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

Personal information revealed on blog

{ƻǳǊŎŜΥ aƻǘƛǾŀǘƛƻƴǎΣ ōŜƘŀǾƛƻǳǊǎ ŀƴŘ ƻǇƛƴƛƻƴǎ ƻŦ ōƭƻƎǎΩ ŀǳǘƘƻǊǎ ŀƴŘ ǊŜŀŘŜǊǎΤSample sizeN=1,598 Base: people who have recently written at least one blog; Studied group 
internet users aged 15+.

What kind of personal information do you reveal on the blog?
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Social shopping

Oneof the newesttrendscurrently observedon the internet in
Polandis the appearanceof a phenomenonconnectedwith e-
commerce,so-called social shopping. This is a combinationof
online shopstogether with an active socialnetwork developed
for the optimizationof the purchasesmade. Theseweb sitesare
not only a platform for the exchangeof information and
opinionsregardingdifferent productsbut they are alsoa place
where users can learn about the most profitable offers and
discounts. Thanksto websitesof this kinduserscannot onlybuy
at the lowest prices but also diminish the purchaserisk. Even
though in November2008, data in the MegapanelPBI/Gemius
studywere availablefor cokupic.pl only, it canbe assumedthat
socialshoppinghasthe possibilityof achievinggreat successon
the web. The basis for reaching such a conclusion are the
outcomeswhich showthe great popularity of socialnetworking
web sitesaswell asthe great reachof internet auctionsitesand
shops. At presentthere are four significantweb sitesof this kind
in Polandand those in question include: cokupic.pl, znam.to,
sondi.pl, chce.to.

2008

monthly 
reach

monthlypage 
views

monthly time
[hrs]

Communities 76.9% 14 273 127 546 156 405 165
Auctions and 

Shops 62.3% 5 154 829 722 46 991 832

Source: Megapanel PBI/Gemius, November 2008; Sample size N = 16,679. Studied group 7+; Data concerning demographic structure from Net Track Millward Brown 
{aDκYw/Ωǎ ǎǘǳŘȅΣ ŎƻƴŘǳŎǘŜŘ ƻƴ ŀ ǎŀƳǇƭŜ ǎŜƭŜŎǘŜŘ ŀƴŘ ǿŜƛƎƘǘŜŘ ōȅ t./Σ ǿŜǊŜ ǳǎŜŘ ƛƴ ǘƘƛǎ ǎǘǳŘȅΦ 

* Megapanel PBI/Gemius authorised aggregates, November 2008
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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
possibilityof publishingƻƴŜΩǎown articles and participating in
the creationof informationweb sites. Thanksto 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 throughediting,whichstandsin oppositionto
the postulated idea of independence. These portals are not
particularly popular. Theseinclude wiadomosci24.pl, which has
the greatest reach of 3.9 percent. Despite this fact, citizen
journalismis gainingincreasinglymore interest amonginternet
usersandasa wholecategoryexceeds10 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. * The node includes only the above-mentioned web sites.

2008

monthly 
reach

monthly 
page views

monthly time 
[hrs]

wiadomosci24.pl 3.9% 2 044 558 29 302

Moje Miasto group 3.3% 2 619 055 44 142

Interia 360 3.0% 2 752 833 72 262

salon24.pl 0.8% 3 479 767 104 175

Alert24 0.8% 579 317 11 645

ithink.pl 0.7% 209 240 2 088

citizen journalism* 10.6% 11 684 770 263 614

Source: Megapanel PBI/Gemius, November 2008; Sample size N = 16,679. Studied group 7+; Data concerning demographic structure from Net Track Millward Brown 
{aDκYw/Ωǎ ǎǘǳŘȅΣ ŎƻƴŘǳŎǘŜŘ ƻƴ ŀ ǎŀƳǇƭŜ ǎŜƭŜŎǘŜŘ ŀƴŘ ǿŜƛƎƘǘŜŘ ōȅ t./Σ ǿŜǊŜ ǳǎŜŘ ƛƴ ǘƘƛǎ ǎǘǳŘȅΦ 
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Internet vs. other media



4

2

4

2

42

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, youtube.com predominatesamong
video web sites,reachingasmanyas45.3 percentof users
monthly and generatingthe largestnumberof pageviews.
Moreover, the monthly time spent on youtube.com is the
greatest. Another important web site is wrzuta.pl, having
25.2 percentreachin November2008. Thissite is in second
position as regards time and the number of page views
amongthe five webpagesof greatestreach.

Online TV

Thereare two leadersamongweb sitesoffering online TV
serviceson the Polishmarket: wp.tv and onet.tv and their
reach exceeds10 percent. In the caseof number of page
views, itvp.pl visibly predominatesamong the five most
popularwebsitesasregardsreach. At this point in time, the
remainingwebsiteswerenot verypopular.

Onlineradio

Thereachof web sitesoffering online radio servicesis not
great and amounts to only several percent. The most
popular web sitesare those belongingto the RMFFM and
ESKAgroups and their reach exceeds 6 percent. The
monthly time spenton a web pageis highestin the caseof
the RMFFM group, as usersspendan averageof over 4
hours monthly there. However the web site with the
greatestnumberof pageviewsisLast.fm.
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Media usageςtop 3

Since2004, the percentageof internet userswho declare that they watch TV has fallen (from 69 percent in 2004 to 53 percent
presently). Thismay be related to, on the one hand,a growingtendencyto usethe internet to watch videomaterial and on the other
hand,dueto the fact that the internet givesusersmoreinformationthanthe passivetelevisionbroadcast.

The diagram illustrates the three most often indicated activities. 

Source: gemiusReport, Media consumption 2004- 2008; Base: All respondents; Studied group internet users aged 15ς79 ; In the study, demographic structure data from 
the Omnibus PBS study were used. 

Which of the listed activities did you perform yesterday? 

The percentages do not total 100 percent as the respondents could indicate more than one answer.
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Traditional media usage via the internet 

Threein four internet userswatchvideoor TVvia the web. Thetechnicalcapabilitiesandthe amountof suchcontenton the web haveresulted
in the fact that online videohasbecomean everydaypart of the web for Polishinternet users. In the caseof radio and daily press,a similar
situationisobserved,that is two-thirds of internet usersswitchon their computersto listento the radioor readthe latestnews. Theendof the
printed presshasbeenpredictedby some,however,this will probablynot happensoon,althougheaseof accessto the latestnewsmeans that
we now morefrequentlygeteverydaynewsfrom the webandmorerarelyfrom the front pagesof the newspaper.

Source: gemiusReport, Media consumption 2008;Sample size N= 15,002; Base: All respondents. Studied group internet users aged 15-79; In the study, demographic structure 
data from the Omnibus PBS study were used. 

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

The percentages do not total 100 percent as the respondents could indicate more than one answer.
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Online video: five most popular web sitesaccording to reach

2008
monthly page 

views
average time per 

user [hrs:min:s]

youtube.com 955 861 843 03:58:35

wrzuta.pl 240 560 350 01:18:40

google ςvideo 17 025 167 00:11:36

patrz.pl 12 698 073 00:07:22

smog.pl 52 972 292 00:15:09

In Poland,YouTube hasbecomea synonymfor web siteswith video content, reachingasmany as 45.3 percentof usersmonthly and
generatingthe greatestnumber of pageviews. However,other web sites have also gaineda substantialshare: in November2008,
wrzuta.pl hadover 25 percentreach. Thesetwo web sitesare without doubt the leadersamongweb pageswhichenableusersto watch
andsharevideofiles.

reach

Source: Megapanel PBI/Gemius, November 2008; Sample size N = 16,679. Studied group 7+; Data concerning demographic structure from Net Track Millward Brown 
{aDκYw/Ωǎ ǎǘǳŘȅΣ ŎƻƴŘǳŎǘŜŘ ƻƴ ŀ ǎŀƳǇƭŜ ǎŜƭŜŎǘŜŘ ŀƴŘ ǿŜƛƎƘǘŜŘ ōȅ t./Σ ǿŜǊŜ ǳǎŜŘ ƛƴ ǘƘƛǎ ǎǘǳŘȅΦ 

Statistics for the five most popular web sites according to reach:
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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
people,aged35 or less. The total shareof all internet users
amountsto 74percent.

age/gender woman man total

[7-14] 5.0% 7.4% 12.4%

[15-24] 20.9% 17.8% 38.7%

[25-34] 11.6% 11.4% 23.0%

[35-44] 5.2% 7.9% 13.0%

[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; Sample sizeN = 16,679. Studied group 7+; Data concerning demographic structure from Net Track Millward Brown 
{aDκYw/Ωǎ ǎǘǳŘȅΣ ŎƻƴŘǳŎǘŜŘ ƻƴ ŀ ǎŀƳǇƭŜ ǎŜƭŜŎǘŜŘ ŀƴŘ ǿŜƛƎƘǘŜŘ ōȅ t./Σ ǿŜǊŜ ǳǎŜŘ ƛƴ ǘƘƛǎ ǎǘǳŘȅΦ 

47.4%

52.6%

woman

man

12.4%

38.7%
23.0%

13.0%

8.2%
4.8%

[7-14]

[15-24]

[25-34]

[35-44]

[45-54]

[55+]



4

7

4

7

47

Online TV: five most popular web sites according to reach

2008
monthly page 

views
average time per user 

[hrs:min:s]

wp.tv 6 784 592 00:17:35

onet.tv 6 577 836 00:08:44

itvp.pl 9 314 379 00:21:19

interia.tv 1 088 777 00:09:32

tivi.pl 1 458 971 00:13:15

Wp.tv and onet.tv are the leadersamongthe web sitesoffering online TVserviceswith their reachexceeding10 percent. Asfar asthe
numberof pageviewsisconcerned,itvp.pl predominatesoverthe five selectedwebsites.

reach

Source: Megapanel PBI/Gemius, November 2008; Sample sizeN = 16,679. Studied group 7+; Data concerning demographic structure from Net Track Millward Brown 
{aDκYw/Ωǎ ǎǘǳŘȅΣ ŎƻƴŘǳŎǘŜŘ ƻƴ ŀ ǎŀƳǇƭŜ ǎŜƭŜŎǘŜŘ ŀƴŘ ǿŜƛƎƘǘŜŘ ōȅ t./Σ ǿŜǊŜ ǳǎŜŘ ƛƴ ǘƘƛǎ ǎǘǳŘȅΦ 

Statistics for the five most popular web sites according to reach:
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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 largestgroupamong
the usersof the five mostpopularwebsites.
The selectedonline TV web sites are most popular among
young people, aged 15-34; people from this age group
constituteover50percentof all users.

age/gender woman man total

[7-14] 4.1% 3.5% 7.6%

[15-24] 15.9% 12.4% 28.3%

[25-34] 12.7% 11.5% 24.1%

[35-44] 6.2% 9.7% 15.9%

[45-54] 5.7% 7.8% 13.4%

[55+] 3.6% 7.2% 10.8%

total 48.1% 51.9% 100.0%

Source: Megapanel PBI/Gemius, November 2008; Sample size N = 16,679. Studied group 7+; Data concerning demographic structure from Net Track Millward Brown 
{aDκYw/Ωǎ ǎǘǳŘȅΣ ŎƻƴŘǳŎǘŜŘ ƻƴ ŀ ǎŀƳǇƭŜ ǎŜƭŜŎǘŜŘ ŀƴŘ ǿŜƛƎƘǘŜŘ ōȅ t./Σ ǿŜǊŜ ǳǎŜŘ ƛƴ ǘƘƛǎ ǎǘǳŘȅΦ 
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Online radio: the five most popular web sites according to 
reach

2008
monthly page 

views
average time per 

user[hrs:min:s]

RMF FM group 18 213 449 04:14:37

ESKA group 16 803 117 00:23:08

Last.fm 27 986 385 01:01:23

Open.fm 2 163 092 00:07:33

Polish Radio 6 326 694 00:21:16

Thereachof the web sitesoffering online radio servicesis not greatand totals only a few percent. Themost popularweb sitesare those
belongingto the RMFFM and ESKAgroupswith their reachexceeding6 percent. In comparisonwith the declarativedata (67 percentof
internet userswho have ever listened to the radio via the web) the reach of these particular web sites seemsinsignificant. Thismay
indicatea largediversificationof radiostationsandwaysof listeningto the radioby Polishinternet users,sincenot all of them (for example
listeningto the radiothroughWinamp)aretakeninto accountin the study.

reach

Source: Megapanel PBI/Gemius, November 2008; Sample size N = 16,679. Studied group 7+; Data concerning demographic structure from Net Track Millward Brown 
{aDκYw/Ωǎ ǎǘǳŘȅΣ ŎƻƴŘǳŎǘŜŘ ƻƴ ŀ ǎŀƳǇƭŜ ǎŜƭŜŎǘŜŘ ŀƴŘ ǿŜƛƎƘǘŜŘ ōȅ t./Σ ǿŜǊŜ ǳǎŜŘ ƛƴ ǘƘƛǎ ǎǘǳŘȅΦ 

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

* Thegroupsarecomposedof the followingwebsites:
the RMFFMgroup: miastomuzyki.pl, RMFFM,RMFMaxxx,RMFClassic,RMF
MaxxxTV
the ESKAgroup: eska.pl, eskarock.pl, wazzzup.pl, eska.tv, hitfm.pl;
PolishRadio: PolishRadio1, PolishRadio2, PolishRadio3, PolishRadioς
other stations.
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Online radio: gender and age structure on the basis of the five 
most popular web sites according to reach

The greatest percentage(as many as 43 percent) among
those who listen to the selectedonline radio web sites are
peopleaged15-24 with womenpredominatingin this group.
However, in the whole population of online radio listeners,
the agestructureisbalanced.

age/gender woman man total

[7-14] 3.9% 7.3% 11.2%

[15-24] 23.9% 19.2% 43.0%

[25-34] 12.6% 10.9% 23.5%

[35-44] 4.9% 6.4% 11.3%

[45-54] 3.0% 4.1% 7.1%

[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 demographic structure from Net Track Millward Brown 
{aDκYw/Ωǎ ǎǘǳŘȅΣ ŎƻƴŘǳŎǘŜŘ ƻƴ ŀ ǎŀƳǇƭŜ ǎŜƭŜŎǘŜŘ ŀƴŘ ǿŜƛƎƘǘŜŘ ōȅ t./Σ ǿŜǊŜ ǳǎŜŘ ƛƴ ǘƘƛǎ ǎǘǳŘȅΦ 
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Internet user finances
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Internet user finances

Saving

Savingsaccountsremain the most popular way of saving
and investingƻƴŜΩǎfinances. The majority of owners of
savingsaccountsalsochooseto use the ŀŎŎƻǳƴǘΩǎinternet
service. The reasons why internet users who own an
account do not use the attached internet service have
changed. Duringthe last few years,anxietiesrelated to the
safety of bank transactions have become a significant
obstacle in this regard. What is more, the percentageof
peoplewho perceivethe servicingof the accountto be too
difficult has increased(this may be due to the increasing
shareof older personsin the internet user group). This is
important advicefor banksasthey shouldensurethat their
transactionsystemsareassimplefor their usersaspossible.

Investments

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

Sociallending

Socialloansare a new trend on the Polishfinancialmarket.
Eventhough it is a relatively new service,one quarter of
Polishinternet usershave heard about it. At this point in
time, the numberof peoplewho are awareof what lending
networks actually are and how such web sites work is
relatively small (2 percent). Personswho are interested in
this type of loan are most often residentsof smallercities
and rural areasaged35 or over. Theyusuallyhavea small
income(500to 1,000PLN)or earnmorethan2,500PLN.




