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An in-depth study into how the youth
market interacts with online advertising
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Foreword

6¢The Internet has increasingly
become a key medium for advertisers
to reach this target audience...9?




The Research

Key Findings
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The study participants spent an average of
one In TIVe of their waking hours online
— the average adult European Internet user
spends just over ten hours per week online*

Young people are high users of Internet

communications tools — over a third (37%)
of online ads viewed by the participants were
seen on email websites such as MSN Hotmail

/' European youths use online communications

tools most frequently at the beginning of the
week and tend to use online communications at
lunchtimes and at the end of the working day

The study participants made the most online
purchases on Tuesdays, Thursdays and Fridays,
with 25% less online purchases made on
Sundays and Mondays

) British youths were the most frequent online

consumers, with every participant making an
average of ONe online purchase

during the six day study period. Mirroring
this trend, UK adults are also the world’'s most
frequent online consumers, averaging six
purchases per person in an average month
according to the ACNielsen ‘Online Consumer
Opinion Survey”

Participants clicked through for more
information about an online campaign on an
incredible 10% of occasions versus an industry
average of 0.5%° highlighting young people’s
high level of engagement online

The study participants felt that online
advertising was both the second-most diverse
advertising medium after TV and the second-
most informative advertising medium

after radio

One in eig ht (13%) young people stated
that an online advert was their favourite recent
advert, outperforming radio, cinema and print
ads by 100%

Source: European Interactive Advertising Association (EIAA) ‘Mediascope Europe Study’, December 2005
Source: ACNielsen ‘Online Consumer Opinion Survey’, October 2005

Source: Adknowledge Online Advertising Report, 2005
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When communicating online, young people
prefer to make ‘instant connections’ with
their contacts, with 18% of participants’
communications made via instant messenger
compared with 12% via email.

The study participants began using instant
messenger from 8am in the morning, reflecting
people’s use of the technology to contact friends
and family before they start work or study, with
peak usage at 1pm and 6pm, coinciding with
lunch-breaks and the end of the working day.

The study participants used online
communications most frequently earlier in

the week, with email usage peaking on Mondays
and Tuesdays and instant messenger usage peaking
on Tuesdays and Wednesdays. This is a period
of the week when people are most likely to be
at work or university/college and to use online
communications to contact friends and family
rather than meeting in person. In comparison,
the study participants communicated by mobile
phone services the most frequently on Fridays
and Saturdays when they are most likely to

be out socialising.

Reflecting the high percentage of their time
spent online, Belgian youths also used online
communications services the most frequently.
Belgian youths were more than twice as likely
to communicate online (54% of communications)
than by phone (25% of communications).

.. 77% of participants used MSN Messenger
.. as their instant messenger service.
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Although young adults spend a high proportion of their time
conversing with friends, colleagues and family online, they
also use the Internet for a wide variety of other activities.
These activities range from shopping to studying but all
share one characteristic — engagement. Young people’s
leisure-time behaviour is switching from passively watching
TV to a new trend of engaging in activities online.

¢ The top three most frequent online activities are:
1. Using a search engine (20% of online activity)
2. Playing games (12% of online activity)
3. Listening to or downloading music (11% of
online activity)

© Participants in Greece spent the highest percentage
of time playing online games, with this activity
accounting for 37% of their time online

o

Spanish youths are the most frequent consumers

of online media, with visits to news sites

accounting for 26% of the Spanish participants’
online activity. Spanish youths also spent the highest
proportion of time using the Internet to help with
their studies (21% of their time online)

© Young people in Germany visited the widest
range of Internet sites during the study. Visiting
entertainment websites was rated as their most
frequent online activity, but accounted for just
14% of their overall time spent online
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Young people across Europe are frequently making
purchasing decisions about products and services while
on the Internet and choose to directly interact with

brands in an online environment. 25% of the research
participants made an online purchase during the six-
day study period and 37% of the study participants
additionally spent time researching purchases online.
British youths were the most frequent online
consumers, with every participant making at least
one online purchase during the six day study period.

The online purchasing research results suggest that
young people take advantage of their lunch-hour,
study breaks and the end of the working day to buy
and research products online. European youths’ online
purchasing and online product research activity
peaked at lunchtime, 12pm — 1pm) and at the end
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of the working day/beginning of the evening (between
5pm — 6pm). There was also a peak in researching
online products in the mid-afternoon at 3pm. Peak days
for buying and researching products online were
Tuesdays, Thursdays and Fridays, with 25% less online
purchases made on Sundays and Mondays.

Whatever it i, you can get it here

LTy

Using the Internet at home dominates online usage —
78% of participants’ online activity was at home.
Bucking this trend, participants in Spain chose to go
online either at school/university or at their workplace
on 38% of occasions.



Perceptions of Digital Marketing

77% of the UK participants said they had witnessed
an improvement in online campaigns in recent years.

Which Advertising Mediums
are the Most Engaging?

Having grown-up with TV, the study
participants overwhelmingly rated TV
advertising campaigns as the most
engaging across a range of factors,
from creativity and humour to diversity
and persuasiveness.

However, young people’s high Internet
usage levels also ensured that online
campaigns rated well when the participants
were quizzed about their engagement with
different forms of advertising.

-
- - - -

Online has started to change the rules

of engaging advertising — participants

felt that online advertising was both the
second-most diverse after TV and the
second-most informative after radio when
compared with TV, radio, cinema, outdoor
and print. In fact, over one in ten (11%)
young people chose an online campaign as
their favourite recent advert.

Nearly a third of French and British
participants (29%) felt that online ads

were the most informative, and a quarter
of French participants rated online
campaigns as the most exciting — reflecting
the advances in creativity in the digital
marketing industry in recent years.
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The youth generation’s online behaviour
demonstrates that they're highly engaged online,
offering brands a great opportunity to reach this
target audience in an interactive space. However,
in this environment the consumer is in control.
Young adults are a brand-savvy audience who
are used to seeking out the information they
need. To communicate with this demographic
effectively, online campaigns must be relevant
to the audience, placed within the user’s online
experience and offer users the chance to interact
with the brand.

°Source: Metrixlab September 2005

Case Study: Twentieth Century Fox Promotes
Blockbuster on MSN

Twentieth Century Fox chose MSN as its online
media provider for the international promotion
of Fantastic Four, the studio’s summer
blockbuster based on the Marvel comic books.

Keen to provide an experience that takes

the comic book superheroes in Fantastic Four
straight to the heart of the target audience’s
online experience, Twentieth Century Fox used
MSN Messenger advertising theme packs to
bring the movie to life online, an ideal vehicle
for reaching the movie’s core youth audience.

Customised Fantastic Four ‘winks’, emoticons,
backgrounds and display pictures were created
for users during instant messaging conversations,
encouraging young people to interact with the
movie and stimulating a viral marketing reaction.
These customised images also tapped into young
people’s value of self-expression and enabled
them to personalise their online space, creating
a social currency amongst their online contacts.

MSN created a dedicated Fantastic Four
mini-site on the MSN network where consumers
could view video clips, download wallpapers

and enter a competition to win prizes. Twentieth
Century Fox also created blogs for each of the
characters on MSN Spaces.
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Reaching the Youth
Market with MSN

Summary

This study has provided a fascinating
insight into the use of the new
communications and information
technologies by young people across
Europe. The range of different
technologies these young people use
and the sophistication with which they
use them are quite extraordinary.

Some commentators have expressed
concern that new technologies such

as the Internet are isolating people,
particularly young people. | believe this
study shows the opposite is true. Young
people are probably communicating
with other people more than ever before,
but now they are using a range of
technologies, not just face-to-face and
landline communications. They are also
developing a new range of skills, such
as how to balance a range of
communication possibilities and how
to use the wealth of information and
communication possibilities offered

by the Internet.

The study also shows that young

people are developing sophisticated
skills in using the Internet for purchasing
and in judging and reacting to online
advertising. As the report has noted,

a very high proportion of online
advertisements were followed up by

this sample of young people who
clicked through for more information.
When asked about their perceptions

of different kinds of advertisements,

it was the interactive nature of online
advertising that was particularly enticing
to this Internet sophisticated generation.
More than ever before, these young
people are comfortable with the highly
interactive nature of the Internet and the
possibilities offered by such interaction.

Helen Petrie, Professor of Human
Computer Interaction, University of York.
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Contact Us

For press office enquiries please contact

Vicky Perry at The red Consultancy on +44 (0)20 7025 6500
vicky.perry@redconsultancy.com

For sales enquiries please contact
Mark Charkin at MSN EMEA on +44 (0)20 7434 6457
mcharkin@microsoft.com



