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OBJECTIVES 
 

Understand the ROPO effect and 
identify the role of search within 
the financial services category in 

Poland 
 

METHODOLOGY 
 

Telephone research conducted 
over two waves with a total of 

1,518 customers of a Polish bank 
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Key findings 

1 ROPO effect clearly evident with 63% conducting research online before 
buying offline 

2 Online sources more important than traditional media, but direct contact 
is overwhelmingly the most important within the financial services category 

3 Online important throughout purchase process, but particularly during 
the early stages where it overshadows direct contact  

4  Online considered both highly useful – significantly more so than traditional 
media – and credible  

5 Time saving and the breadth of information online are key 
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Nearly two in three seek info online prior to purchasing 
Online research clearly prevalent amongst customers who looked for information before going onto 
opening an account 
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Purchase 
OFFLINE 
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OFFLINE 
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Online more important than traditional media 
When it comes to gathering information about a bank’s offer, direct contact is used most, but online is 
preferred over traditional media 

Direct contact 
 

86% 

Online sources   
 

67% 

Traditional media 
 

43% 
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Bank’s website leading source of information 
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Websites of 
financial consulting 
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Online blogs and 
forums 

Consumers 
opinions on the 

Internet 

Online sources 

Personal visits and recommendations are key info sources alongside TV adverts, but a significant 
proportion use search engines 

27% 
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6% 

2% 

1% 

Information/ads on 
TV 
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Online prominent at the start of the search 
Online plays a significant role when it comes to sourcing detailed information as well, but the 
importance of direct contact increases significantly towards the final decision 

56% 

45% 

58% 

71% 

16% 

61% 

44% 

28% 28% 

16% 
9% 
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First contact Start of the search Detailed information Final decision 

Direct contact Online sources Traditional media 
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Online considered highly credible and useful 
Direct contact strong in terms of usefulness and credibility, but online considered significantly more 
useful than traditional media 

94% 81% 63% 

Direct 
contact 
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50% 42% 8% Best information source  

Credibility 

Usefulness 
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Most routes to sites go via search engines 

39% 
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10% 

2% 

2% 
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Using the search engine 

Typing address into browser 

Friends' recommendations 

Address given in traditional ad 

Clicking online ad 

Links from other websites 

Links in e-mail from friend 

Links from blogs and forums 

Links from bank's email 

Method used to find websites 

Websites are most commonly accessed by means of search engines or simply by typing an address 
straight into a browser  
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Convenience and breadth of info are key online benefits 

42% 41% 

21% 

11% 9% 8% 

Saves time Access to more 
information about 

bank / offer 

Ability to 
compare a few 

banks 

Easily accessible 
source 

Access to other 
users' opinions / 

recommendations 

More time to 
consider decision 

Why use online? 

Online offers time saving and access to additional information. The ability to compare banks is a 
further benefit recognised by about one in five 



Source: Google, Online research, offline purchasing of financial services (Poland), September – October 2011 11 

Costs and fees are key topics searched for online 

56% 

51% 

36% 

22% 

21% 

15% 

13% 

13% 

11% 
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9% 

Account maintenance costs 

Fees and commissions 

Offer of products and services 

Interest rates 

Availability/ closeness of ATMs 

Availability of online banking 

Closeness of branches 

Comparison of services / offers 

Promotions offered by banks 

Opinions of users about bank 

Bank's credibility 

Type of information searched for 

A broad range of topics searched for online, but account costs and fees/commissions are the two 
most searched for topics with offers of products and services being the third 


