E-commerce 2009:
trends and attitudes

Research into Latvian internet users
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About the study

The hereby report presents selected results
of the 2009 e-commerce study conducted
in Latvia by Gemius in partnership with Delfi
and CMS The study is a part of a research
project concerning several countries from
Central and Eastern Europe.

I Objectives

The main aim of the research was to
identify the attitudes and usage preferences
of Latvian users regarding online shopping
in e-shops and on e-auctions.

In Latvia, two study-related surveys were
conducted: the first took place in 2007, the
other in 2009.

¢

Countries included in
the 2009 e-commerce study
Countries where the e-commerce 2009 study was

conducted are shown in dark grey; the country covered
by the report is marked in dark red.

I Content

] I Full report

The short version of the report shows
chosen 2009 results in the form of charts
and presents key findings in a descriptive
form.

The full version of the report presents data
gathered in surveys conducted in 2007 and
2009 and discusses:

AGeneral attitudes towards online shopping
AFrequency of shopping on the internet
ARanking of e-shop websites in Latvia
AAttitude towards and usage of e-shops
ARanking of e-auction websites in Latvia
AAttitudes towards and usage of e-auctions.
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General attitudes towards
shopping

What do you care about most while shopping In general, Latvian internet users like to
(apart from everyday shopping for food)? shop: almost two out of five respondents
expressed a positive attitude towards this

activity. The most important factors during

saving money

spending as little time purchase decision-making are the possibility

as possible of saving money and spending as little time

buying products of the as possible doing this activity. Compared to

best quality 2007, the internet serves more often as the

2lpEnaling, JimE 1 main source of information for all tested
pleasant way .

product categories. Respondents refer to

other the internet as a source of information,

regardless of the actual place of product

it is hard to say purchase.  Products connected  with

&150% all respondents / travelling, phones and electronics are the

most often searched for online.

Apart from browsing the web, many respondents enquire about products offline, particularly via
personal contacts with shop assistants, friends and relatives. This concerns products such as:
food, clothes and jewellery, cosmetics, O K A f BcdeRSofie€@ Eports equipment and furniture.

Having decided to go shopping, from where do you most often get information
about a given product?

train, bus, plane tickets 62% 4% 4% 6% 8% 14%

phggggsasr(])(:ieGsSM 50% 9% 11% 16% = 5% 7%

consumer electronics and
domestic appliances 45% 9% 9% 20% 6% 10%

travel services 46% 12% 7% ° 5% 24%
books, music, movies 34% 18% 6% 8% 10% 11%  14%
computer hardware 41% 18% 1% 7% 19%
computer software 36% 15% 5% 7% 35%
movie and theatre tickets 40% 14%  11% 7% 6% 6% 16%

photo equipment 37% 8% 4% 15% " 59 ASE)

insurance 35% 12% 7% gg !!g 25%
For transparency of the B from the internet B from friends and family
datapresentation B from advertisements H from the press
valuesbelow4%were

hidden on the chart. ¥ from shop assistants H from other sources
N=1,B0¢ all respondents
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General attitudes towards
online shopping

Based on your own experiences or other The awareness of online shopping among
LIS2 L SQa 2LAYyA2yas Ry alahdan §nkesngty Usaiskis gvergagmingys 2
0KS AYyGSNySiaxy high ¢ only 1% declare they have never
heard of such a possibility.
61% Despite the widespread perception of
online shopping as being a risky activity,
more than three in five respondents
appreciate the fact that buying via the
internet is cheaper than offline. Another
advantage mentioned by internet users was
the possibility to save time. This may be the
reason why more than two in three internet
users declared that they shopped on the
none of the above internet at least once.

This seems to be a substantial
N= 1,486 respondentsvho have heard of the possibili
of online shopping

increase since 2007 when only half of _

respondents declared to have shopped on / Have you ever shopped on the mternet?\
the internet. Nearly one third of Latvian
internet users who have shopped online are
newbies who made their first online
purchase within 6 months prior to the
study. The greatest share of Latvian e-
customers shop online only several times a
year and merely one in six respondents
shops online once a month or more often.
The majority of Latvian internet users make

online purchases from their home '
computers and merely one in six \Nzl,SOQallrespondents

respondents buys online products/services

at work.

Three in five Latvian respondents who have shopped online used price comparison engines.
Almost 40% of online-buyers begin shopping by using a search engine and one in three uses the
e-shops they are accustomed to.

e i cheaper th
traditional stores

éi s | e s-songumimga
than buying in traditional
stores

éi s compl
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Predictions for the future

How often are you going to shop via the internet in

the future?

I am not going
to buy on the
internet

% It is hard to say

less frequently 250
than up till ng
%

as frequently
as up till now
48%

N= 1,131 respondents who have shopped online

Based on NBaLR2yRS
declarations, it seems that the
frequency of online shopping
will not change significantly in
the future ¢ while 13% claim
frequently than they are going to shop more
up till now frequently than presently, 7%
Lok declare  lower  shopping
frequency and a corresponding
share claims that they will
resign from online purchases.
Lower prices are the strongest
incentive for e-customers to
shop on the internet more
frequently. Also a macro-
economically  driven  better
personal financial

more

situation could contribute substantially to the boost in online shopping. Based on the results, it
may be assumed that financial factors are the strongest triggers in this regard.

From the group of over 30% of
internet users in Latvia who have
never shopped on the internet so
far, only one in three claims they are
considering online buying in the
future, which is a significant
decrease when compared to 2007.
This result however is in line with
the statements that point to the e-
commerce being hindered by the
financial crisis. The reasons not to
consider online shopping indicated
by the respondents are: attachment
to traditional stores and concern for
purchase safety ¢ more than half of
non-buyers said they either like to
see the product itself and evaluate
its quality, are & dza (BRéaditional
shops or are afraid that they might
receive a different product than the
one ordered.

hat would make you shop on the Internet
more frequently?

lower price
better personal financial situation
special offers, discounts
lower costs of delivery
greater choice
better presentation of the choices

faster delivery

higher security regarding product
delivery

higher security of payments
higher product quality
other

it is hard to say

Nothing would encourage me to
shop more frequently




Online stores
vs. online auctions

Although the vast majority of e-customers in Latvia have shopped in online stores (95%), only one
in five has bidden on online auctions. The main advantage of online shops compared to traditional
ones are lower prices. The second most important reason why Latvian internet users use e-shops
is the possibility to save time. Of the reasons why Latvian internet users choose to shop on online
auctions, lower prices and wider availability of products that are difficult to find elsewhere prove
to be the most common.

ONLINE STORES ONLINE AUCTIONS

Lower prices compared to traditional  Lower prices compared to traditional
shops (72%) shops (71%)

Long product delivery time (25%) / False

information on the website (25%)

Reasons for purchasing online

Encountered problems Long product delivery time (37%)

Most popular payment method Cash on delivery (54%) Payment service (63%)

For each category, the most often indicated answer is presented
Base of percentages are, respectively: (1) respondents who have ever shopped in online stores and (2) respondents
who have ever shopped on online auctions

2201v (36%), xnet.lv (23%) and euroshoplv (11%) are the first names that come to LJS 2 LJt S &
minds when asked about online stores. The main player on Latvian e-auctions market, according

to internet user unaided awareness, is eBay, which was spontaneously mentioned by 28% of
respondents who have heard about online shopping.

Research method

The research was conducted with the use of the CAWI method (computer-assisted web interviewing). Respondents
were invited to take part in the study with the use of pop-under questionnaires displayed randomly to internet users
visiting selected Latvian websites, asking them to complete the online questionnaire. The selection criteria of the
websites where the survey recruitment took place referred to total reach and the socio-demographic profile of
website users, as well as their content (unrelated to the studied topic directly).

In order to ensure that the collected data is representative for the entire online population in Latvia, the internet
usera ehswers were analysed with the use of an analytical weight, based on data related to the structure of the
online population in terms of gender, age and frequency of internet usage. All research findings expressed as a
percentage on the charts refer to weighted data, whereas the sample size (N) presented on the slides refers to
unweighted data and shows the number of respondents who have answered a particular question.

2007 survey
The questionnaires were displayed on the tvnet.lv website. The data was gathered between 3rd and 8th of October
2007. The final sample consisted of 2,133 questionnaires completed by Latvian internet users aged 15 and above.

2009 survey

The questionnaires were displayed on the delfi.lv website. The data was gathered in the period between 17th and
25th of April 2009. The final sample consisted of 1,500 questionnaires completed by Latvian internet users aged 15
and above.
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Contact person:
Toms Panders
Mail: toms.panders@gemius.com

Gemius SA is the largest online research agency in Central and Eastern Europe. The company has
been dedicated to internet market research since its founding in 1999. By focusing the business
on maximizing credibility, quality and accuracy the company has been able to grow into the
largest online market research agency in Central and Eastern Europe in less than 5 years.
Currently Gemius is focusing on developing our activities on the following markets: Scandinavia,
UK, Austria, Turkey and in the Middle East.

Gemius SA provides a wide range of internet research to brand name clients throughout Europe.
Gemius provides data on internet users' behaviour (gemiusTraffic), internet audience profiles
(gemiusProfile), or online advertising campaign effectiveness (gemiusEffect). Gemius'
gemiusAudience research is the online advertising currency across Europe, where by working
with key joint-industry committees and other market players Gemius provides accurate, high-
quality measurement of online audiences for media planners, buyers and sellers.

The company's goal is to go beyond statistics and to provide thorough knowledge to our clients,
helping them to make the most of their investments in the online marketing channel.

We focus on high-quality, ethical research. We adhere strictly to the codes of conduct developed
by ESOMAR.
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