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NASTAVENI PRUZKUMU

METODOLOGIE CAWI — online dotaznik

Medialnici — zaméstnanci Wavemaker + GroupM agentur: N = 153
VZOREK Klienti — nasi klienti, zadavatelé reklamy: N = 64
Online populace CR — Cesky narodni panel: N = 109
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POUZIVANI INTERNETU KE CTENi OBSAHU
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POUZIVANI INTERNETU KE CTENi OBSAHU
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POUZIVANiI VYHLEDAVACIHO NASTROJE
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PRIJATA OPATRENI
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VNIMANI REKLAMY PREZENTOVANE
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