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Bosnia and 
Herzegovina
Google is the most popular web page in B&H

Nearly one in three of the citizens of B&H over the age of 

15 is an Internet user, as is shown by the results from the 

GfK BH Centre for Marketing Research. Two thirds of 

users have chosen Google as their homepage in the Inter-

net browser they use, and this is also the page which 

takes first place amongst the Top 5 pages visited. Amongst 

the local web pages, Dernek.ba, Bihnet.ba and Posao.ba 

are the most visited.

�   read more (pdf)

Croatia
Exclusion of the older population from the telecommuni-

cation market in Croatia

The percentage of the population of people aged 65 ye-

ars and more is increasing in Croatia, a similar trend to 

that found in other European countries. At the same 

time, the use of technology such as personal computers 

and computerized technology or mobile phones is beco-

ming more and more a part of our everyday life. The  

elderly population could, therefore, present a sizeable 

market opportunity for the IT and telecommunication  

industry as a result of this growing share of the populati-

on. However, when a closer look is taken at the IT and te-

lecommunications market, the marketers are still out of 

touch with the older population in Croatia.  

�    read more (pdf)

 Czech Republic
Research among Decision-Makers (LAE-CR-2008)

The project LAE-CR-2008 is in its fifth year of ongoing be-

havioural research into the media usage patterns of a tar-

get group of decision-makers. As a result, it also provides 

an in-depth analysis of this target group.

	 Among the target group rank: directors, top manage-

ment, top executives, entrepreneurs with at least 3 em-

ployees, independent higher specialists, qualified emplo-

yees, and top executives in public administration. 

�   read more (pdf)
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Romania
Place of telecommunication services in Romanians’ life 

style – The corporate battle for Romanians’ hearts

The Romanian telecom market is one of the most dyna-

mic of its kind in the CEE region. Great changes started 

developing along with the establishment of the cable TV 

providers in 1994, the rise of the first mobile telephony 

companies (in ‘96 – ’97), the availability of Internet tech-

nology for households and the end of the fixed telepho-

ny monopoly in 2003. Since then, the explosion of small 

local TV & Internet providers, takeovers, the entrance of 

new companies to the Romanian market, developments 

in the portfolio of telecom services offered by companies 

and the steep changes of the market shares have succee-

ded one another in a dazzling cascade.  

�   read more (pdf)

Serbia
Use of computers in Belgrade area and Serbia

The aim of this article is to reveal trends pertaining to  

the use of laptop and desktop computers in Belgrade and 

Serbia. The latest data show that laptop computers are 

still not as popular as desktops and those households which 

own a desktop are more likely to own a laptop as well.

�   read more (pdf)

Slovakia
Slovaks are keen on using technological innovations

People in Slovakia seem to be attracted by new technolo-

gy. Most Slovaks agree that new technology saves time 

and as many as one third of the people in Slovakia, most 

of them aged under 39, are happy to use a technological 

innovation sooner than others. These are some of the fin-

dings of the Lifestyle Study, which set out to explore the 

lifestyle of the Slovak population. GfK Slovakia decided, 

therefore, to put some questions to the online population, 

which is known to be more technologically skilled and 

goes online on a regular basis. 

�   read more (pdf)
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Did You Know …?

Russian consumers are increasingly more focused on 

achieving material success and status. 

An overwhelming majority of Russian consumers (66%) 

would prefer to have more money than more time.  

And, if indeed Russians had more money, here are the 

top five things they would spend it on:  

1. Buy a home

2. Travel more

3. Improve my home

4. Buy a vehicle

5. Save for my retirement/ children’s education 

 

While success/status-driven items are tops among Russi-

an consumers, the second most important value in Rus-

sia is Health and Fitness. It is, however, aspirational in 

nature, as only 11% of Russians are very interested in 

the topic of Health and Fitness. In other words, they 

understand the importance of 'healthy behaviour' but 

have a problem with following through on them.

Source: GfK Roper Reports® Worldwide, 2008

Contact: 

Jola Kolodziej

Senior Market Analyst

GfK Roper Consulting, a division of GfK Custom  

Research North America, at 

Tel. +1 212 240 5493

�  E-Mail:   Jola Kolodziej
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Comments

If you would like to make any comments about our Newsletter 
or if any other colleagues in your company are interested in 
our E-Mail News please let us know.

 cee_newsletter@gfk.com

GfK CEE-Newsletter is published for registered subscribers. This 
is not a spam mail. If you want to unsubscribe this newsletter, 
go to  unsubscribe. 

Slovenia
Overview of the Slovene market for 

telecommunications 2008

We are examining the events in the field of mobile tele-

phony, computers, Internet, stationary (fixed) telephony, 

television and telecommunications expenses with the Tel.

com Monitor research, representative for Slovene popula-

tion. These data are an important indicator of the effici-

ency of marketing activities and the foundation for gui-

delines for planning future strategies. 

Let us look at some other interesting findings of the  

survey Tel.com Monitor. 

�   read more (pdf)

Ukraine
Internet in Ukraine: gradual increase

According to the results obtained in the first three quar-

ters of 2008, the share of regular Internet users‘ constitu-

tes 15 % of the Ukrainian population aged 16 and over. 

This indicator has remained stable since 2007, undergoing 

only slight change. Regular users most frequently use the 

Internet as a means of communication, a source of infor-

mation (education, news, services and products) and en-

tertainment (downloading and listening to music, surfing 

entertainment/sports websites). This data is shown in the 

regular telecommunications market research carried out 

by GfK Ukraine.

�   read more (pdf)
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Event

Getting closer to consumer needs

Bratislava was the hosting city for the GfK CEE Techno-

logy Conference 2008, which took place at the Crowne 

Plaza Hotel on November 25th, 2008. It was an interna-

tional case studies-driven event designed for managers 

and experts working mainly in telecom, IT and other 

related industries. It offered more than 10 case studies 

providing best practices in managing customer experi-

ence programmes, optimization of product portfolio 

and measurement of communication effectiveness. 

Members from the GfK CEE offices presented their in-

teresting findings together with their clients from lea-

ding Telco companies in the region. It was an excellent 

opportunity for networking with their industry peers 

and discussing the hottest topics and key issues arising 

in the CEE region. 

As Richard Jameson, the Global Technology Sector Lea-

der from GfK Custom Research UK, said: “Technology 

innovation is everywhere, but technology companies 

need to exploit innovation in a way that makes a diffe-

rence to consumers.”  He presented specific examples 

of how to build customer insights into the early stages 

of product and service design and also showed how to 

use new techniques and technologies to engage with 

consumers for fast feedback. Industry specialists pre-

sented specific case studies – for example, what the de-

privation of a mobile phone means in practice and 

how people behave after one week without their own 

mobile phone. There were also discussions about cus-

tomer experience and measuring communications per-

formance and impact. Delegates heard what is impor-

tant when it comes to customer care and what factors 

affect the decision to buy a mobile phone.

�

�   pictures and contact (pdf)
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