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Lightspeed Research and |IAB UK
conduct research into the
‘recepfivity of the online audience

Study finds that internet users are most
receptive to ads while researching and

shopping

LONDON (February 23, 2009) - A survey by Lightspeed Research and the Internet Advertising
Bureau — the trade body for digital marketing in the UK - asked internet users when they believed they
were most receptive to online advertising messages, and the best way to get their attention on the
web. Focused on the receptivity of the online audience, the results provide advertisers with a detailed
insight on how to get the most from their online campaigns by understanding how consumers respond

to advertising.

The research shows that consumers believe they are most likely to pay attention to ads from the early
evening onwards. While the early evening was the best time of the day for all age groups, for
younger audiences there was likely to be a steady increase in their attention to adverts as the day
progressed. This was markedly different for older age groups who had peaks between 9 — 12pm and

2-6pm. (see chart below)
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4 What time of day are you most likely to pay attention to an ad you see h
online?
m Before 9am m 9am — 12pm m 12pm — 2pm ® 2pm — 6pm m After 6pm

59%

54% 54%

15%

18-24 25-34 35-44 45-54 55+

Source: Lightspeed Research

/

Consumers prefer ads when shopping and researching

Respondents rated how likely they think they are to pay attention to online ads when carrying out a
range of activities online. According to respondents, the best time to reach them with ads is during e-
commerce activity, whether researching the best deals or shopping online. Retailers may well be able
to maximise the opportunities presented to them by this finding, by offering recommendations, special

offers and price deals as people search on their site.

With so many people online throughout the day carrying out a myriad of activities, online advertisers
can use this research to understand what types of messages are most appropriate at those times
when consumers say they are less receptive to ads. For instance, the survey showed that younger
respondents prefer entertaining ads — so to grab their attention between 9am and 2pm, advertisers

might want to try fun executions with subtler, less intrusive creative.
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4 N

How likely are you to pay attention to ads you see online when doing the following activities?

m 1 (Very likely) =2 =3 4 = 5 (Not at all likely)

T T
Shopping online (incl auction sites)
Downloading music / videos / films / TV shows
Watching catch-up TV, live videos / movie clips
Visiting social networking sites

email / instant messenger

\_ Source: Lightspeed Reesarch Y.

Researching the best deals

The survey also showed that people prefer not to be interrupted when they are enjoying an activity
that requires their full attention such as watching catch-up TV or movie clips. Armed with this
information, online marketers can plan and execute communications that respect the online

consumer.

Paying attention to ads

The majority of respondents say they are likely to pay attention to online ads when engaged in a
range of activities, from using a search engine, to downloading entertainment files, reading the news,
catching up on sports results and playing games online (options 1-3 on chart 2). Social networking in
particular has a high level of receptivity — this may be because brands are becoming more involved
with them.

Sorcha Proctor, Research Manager for IAB UK says “This research highlights the need for marketers
fully to appreciate and understand the consumer mindset when planning their online marketing
campaigns. Most significantly, the study highlights the need for retail brands to get in front of internet
users at every point of the online customer journey and emphasises the need to respect consumers if

they want them to engage effectively with their marketing messages.”

David Day, Lightspeed Research CEO Europe says “Knowing when surfers are more receptive to
advertising messages allows marketers to target their campaigns more closely and get the most from
their online advertising budget. With so many different activities being carried out by the online
population, knowing when to get your message across can be the difference between success or

failure for an online campaign.”
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Ends

For press enquiries please contact
Lucy Green, PR Consultant Greenfields Communications

lgreen@areenfieldscommunications.com Tel: +44 (0) 7817 698366

Amy Kean Senior PR & Marketing Manager IAB UK
Tel: 0207 050 6946 amy@iabuk.net

Ralph Risk, Marketing Director Europe — Lightspeed Research
Tel office +44 (0)20 7896 1950 mobile +44 (0)787 650 7689 rrisk@lightspeedresearch.com

Note to editors
The survey was conducted on Lightspeed Research’s UK online panel between the 28

November and 8 December 2008 for IAB UK. There were 5022 respondents.

About Lightspeed Research
Lightspeed Research is a global interactive data solutions provider delivering market

research results through global panels. Lightspeed Research provides access to household

members across 34 countries in Europe, North America and Asia-Pacific.

Lightspeed Research's proprietary panels are recruited and maintained to ensure quality and
representative sampling — supporting studies that range in scope and complexity across
most industry sectors. The company operates panels covering healthcare, financial services,
automotive, B2B, telecommunications, family and more. Lightspeed Research is a member
of Kantar and WPP (LSE: WPP) (NASDAQ: WPPGY), one of the world's leading
communications services companies. For more information, please visit

www.lightspeedresearch.com.

About the |AB
The Internet Advertising Bureau (IAB) is the trade association for digital advertising. With

over 480 members, it's run for the leading media owners and agencies in the UK internet
industry. Online is an exciting and fast-growing medium and our job at the IAB is to work
with members to ensure marketers can identify the best role for online and the emerging
mobile market, helping them engage their customers and build their brands. Through the
dissemination of research and the organisation of regular events, we aim to put digital on the
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agenda of every marketer in the UK, acting as an authoritative and objective source for all

internet advertising issues whilst promoting industry-wide best practice.
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