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THE FIRST PLACE TO LOOK

Kdy je Primetime na internetu?
Internetovi uzivatelé ozivaji ve ve€ernich hodinach
Podle studie Lightspeed Research a Internet Advertising Bureau (IAB UK), nejvétsi procento

britskych uzivateli internetu ve vSech veékovych skupindch uvedlo, Zze by s nejvétsi
pravdépodobnosti vénovalo pozornost online inzerci vecer po Sesté hoding.

Time of Day When UK Intermet Users Are Most Likely
to Pay Attention to Online Ads, by Age,
November-December 2008 (% of respondents)

Before gam- 12pm- Zpmr After

gam 12pm Zpm spm &pm
18-24 4% 0% 17% 0% A&%
2534 5% 12% 13% 1T 5%
35-44 % 13% 105 15% 59%
45-54 5% 15% 1% 15% 5d4%
25+ 6% 21% &% 23% 43%

Wate: r=8,022; nurmbers may not aod up to 100% due fo rounding
Source: intermet Advertising Bureaw (1AE UK) and Lightspeed Research as
cited in press refease, February 23, 2000
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Pravdépodobnost, Ze uzivatelé¢ vénuji pozornost reklamé jindy, se mirn€ lisila v zavislosti na
veéku.

Cim pozd&jsi denni doba, tim vice mladych dospé&lych by se zajimalo o online reklamu.

Vice starSich uZivateld uvedlo, Ze by s nejvétsi pravdépodobnosti vénovali pozornost reklameé
od 9do 12 a od 14 to 18 hodiny, zatimco nejméné uvedeno poledni obdobi.

Pozornost na reklamu je také zavisla na ¢innosti uzivatelli. Nejvice britskych uzivateld
internetu uvedlo, ze by velmi pravdépodobné vnimali reklamu béhem "zkoumani nejlepsich
obchodl", nasledované nakupovanim, hranim her a on-line vyhledavanim.


http://www.lightspeedresearch.com/
http://www.iabuk.net/

Likelihood of UK Internet Users to Pay Attention to
Online Ads Seen During Select Online Activities,
Movember-December 2008 (% of respondents)

1 2 3 4 5
(very (not at
likely} all
likely)

Researching the best deals 19% 2% 26% M% 25%
shopping online® 13%  20% 30% 1%  26%
Gambling anline 1% 13% 26% 16% 345
Usimg a search engine 1% 18% 28% 14% 200
Downloading music, videos, ilms and 10% 12% 29% 19%  35%
TV shows
Watching cateh-up TV, Ive wvideos and A 1% 22% 14%  45%
mavie clips
Visiting social networking sites g% 4% 29% 8% 3%
Locking at sports results B M 26% 18% 38%
Flaying games onling &% P 20% 17% 42%
E-mail and instant messaging 6% 3% 21% 17% 48%
Feading the news 6% 11% 25% 19% 30%
Mate: r=5022° nurmbers may not add up to 100% due fo reunding:
tincludes auction sites

Source: intermet Advertising Bureay (AR UK) and Lightspeed Research as
cited in press release, February 23, 2009
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Nejvice lidi uvedlo, Ze by s nejvétsi pravdépodobnosti viibec nezaznamenalo reklamu béhem
psani e-mailti nebo instant messagingu, nasledované sledovanim online videa a hranim online
her.
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