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About this report

This compendium is a collection of the most recent statistics and market data publicly available on
online marketing, e-commerce, the internet and related digital media. The report is a one-stop shop
for internet stats to help you quickly track down the latest data.

The compendium is also available as 11 separate reports:

Affiliate Marketing

Customer Experience

Demographics

E-commerce

Email Marketing
Mobile

Internet Advertising

Search Marketing
Social Media

Technology Adoption
Web Analytics

The information contained — including charts and graphs — is taken largely from third party sources,
credited throughout the document and in the acknowledgements at the back of this guide.

If there is data that you feel is inaccurate, missing, or incorrectly credited then please get in touch
with Econsultancy’s Research Director Linus Gregoriadis: linus@econsultancy.com or phone +1 212
699 3626. Likewise, if you would like to contribute data or research then contact us.

Sample only, please download the full report from:

http://econsultancy.com/reports/internet-statistics-compendium
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2, About Econsultancy

Econsultancy is the leading source of independent advice and insight on digital marketing
and ecommerce.

Our reports, events, online resources and training programs help a community of over 75,000
registered marketers make better decisions, build business cases, find the best suppliers, look smart
in meetings and accelerate their careers.

Econsultancy is an award-winning online publisher of reports covering best practice, user experience
benchmarking, market data and supplier selection aimed at internet professionals that want practical
advice on all aspects of e-business.

Econsultancy also operates a highly popular training division, used by some of the world’s most
prominent brands for staff education, both in-house and via public courses. We provide training
across all areas of digital marketing and at all levels from one day courses to diplomas to Masters in
Digital Marketing.

In addition, we host more than 100 events a year, such as The Online Marketing Masterclass, regular
Supplier Showcases and Roundtables, an annual Future of Digital Marketing event, Digital Cream
and a range of social events.

The Econsultancy site now attracts 175,000 unique users per month where they access research, read
the blog and take part in discussions in the forums. And as a portal to the digital marketing
community, Econsultancy members can also link up with other members and digital suppliers
through our directories, as well as find a new job or new digital talent using the job listings.

Some of Econsultancy’s client-side members include: Google, Yahoo, MSN, MySpace, BBC, BT, Shell,
Vodafone, Yell.com, Dell, Oxfam, Virgin Atlantic, TUI, Barclays, Carphone Warehouse, IPC Media,
Deloitte, T-Mobile and Estée Lauder.

Join Econsultancy today to learn what’s happening in digital marketing — and what
works.

Call us to find out more on +1 212 699 3626 or contact us online.

Sample only, please download the full report from:
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3. Usage and Demographics

3.1. Global Reach / Penetration of Interactive Services
United States

® Forrester surveyed 53,668 US and Canadian households and individuals ages 18-and-older to find
that the number of households reporting being online has grown slightly more than 3% since last
year, while broadband adoption among Internet households grew slightly more than 6%. [Source:
Forrester Research via Econsultancy Blog, July 2009]

® There are 251,290,489 internet users in the USA, who account for 15% of the total internet users
in the world. [Nielsen//NetRatings via Internet World Stats, April 2009]

International

©® The total number of internet users worldwide is 1,596,270,108 [Nielsen//NetRatings via Internet
World Stats, April 2009]

World Internet Users
by World Regions

W Asia

Ul Europe

W Horth America

M Latin America / Caribbean
_| Africa

1 Middle East

M Oceania / Australia

Source: Internet Waorld Stats - www.internetworldstats.com/stats.htm
1,596,270,108 Internet users for March 31, 2009
Copyright @ 2009, Miniwatts Marketing Group

©® Global IP traffic is expected to increase fivefold from 2008 to 2013, approaching 56 exabytes per
month in 2013, up from approximately 9 exabytes per month in 2008. [Source: Cisco, June 2009]

United Kingdom

©® The total count of unique UK internet users is 36,820,000, according to comScore [Source:
comScore, May 2009]

Sample only, please download the full report from:
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3.2.

Media Consumption Figures — Internet and other Media
United States

® According to Forrester Research’s annual survey of Internet users, average weekly Internet usage
for Americans has held steady at 12 hours per week since last year. [Source: Forrester Research
via Econsultancy Blog, July 2009]

©® 221 million internet users in the US spent an average of 19 hours and 42 minutes online during
March 2008. [Source: Nielsen Online, April 2008]

— An average of 52 seconds was spent on each web page visited.

— The number of web pages viewed per person was 2,437.

International

© NEW: Average Daily Media Consumption [Source: Council For Research Excellence via
Mediabrands Worldwide, July 2009]

7.0 A
6.0
5.0 -
4.0 -
3.0 1

20 -

1.0 -
M - - m

v Radio Newspapers Magazines Internet- Web

Social Media

Average Duration (Hours PerUser)

Social networking

United States

® 55.6 million adults — or just less than 1/3rd of the population — in the US now visit social
networks at least monthly, according to a new report from Forrester Research. That’s up from just
15 % of adults in 2007, and around 18 % last year. Social networking is now more popular than
instant messaging among adults, which 54.3 million people report using. [Source: Forrester
Research via Mashable, July 2009]

Sample only, please download the full report from:
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® Top 25 US Social Networks [Source: Compete, February 2009]

Top 25 Social Networks Re-Rank

(Ranked by Monthly \isis, Jan 03) B compete

Rank Sie Monthiy Visis Previous Rank
1 facebook.com 65,557 534  1,191,373,339 2
2 Myspace.com 55,555,800 810,153,536 i
3 fwiller.com 5,979,052 54,218,731 22
4 ficsier. com 7,645,423 53,359,974 16
5 linkedin.com 11,274,180 42,744 438 9
6 tagged.com 4443915 39,630,927 10
7 classmaies.com 17,295,524 35,219,210 3
8 myyearbook.com 3,312,598 33,121,321 4
9 ivejournal.com 4720720 25,221,354 6
10 meem.com 9,047 491 22,993 608 13
11 reunion.com 13,704,950 20,278100 1
12 ning.com 5,673,049 19,511,682 23
13 blackplanetcom 1,530,329 10,173,342 7
14 bebo.com 2,997 929 9,849,137 5
15 hib.com 2,395,323 9,416,265 8
16 yuku.com 1,317,551 9,353,966 Fq
17 cafemom.com 1,647 338 8,586,261 19
18 friendsier.com 1,568,439 7,279,050 14
19 xanga.com 1,831,376 7,008,577 20
20 360 .yahoo.com 1,499,057 5,199,702 12
21 orkutcom 404 454 5,081,235 15
22 urbanchat com 329,041 2,961,250 24
23 fubar.com 452,080 2170,315 17
24 asiantown.net 81,245 1,118,245 25
25 fickle.com 96,155 109,482 18

International

© When it comes to social media, 51% find advertising "annoying and irrelevant" [Source: IDC via
Econsultancy Blog, March 2009]

© In February the largest age group on Twitter was 35-49, with nearly 3 million unique visitors,
comprising almost 42% of the site’s audience. [Source: Nielsen via Econsultancy Blog, March
2009]

United Kingdom

© The Telegraph's social media strategy seems to be paying dividends, as its website now receives
8% of its daily traffic from news aggregators like Digg and Reddit, as well as Twitter. [Source:
Telegraph via Econsultancy Blog, April 2009]

Sample only, please download the full report from:
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3-3-

Natural Search/SEO/Organic search

Effects of Google penalties

® GoCompare was penalized by Google for boosting its ranking by buying paid links. The company
had a search term traffic share of 16% when it ranked #1 for "car insurance" but that dropped to
2% during the penalty and is still less than 5%, even though it is ranking in the top 10. [Source:
Hitwise via Econsultancy blog, April 2008]

International

® Nearly 15 billion links (~3% of all links indexed from the live web by the SEOmoz Linkscape tool)
use the nofollow attribute. Over 11 billion of those links were internal (73% of instances of
nofollow) [Source: SEOmoz, June 2009]

® Microsoft says that Flash-based sites are responsible for 21% of all empty descriptions in their
index. [Source: Microsoft via Search Engine Land, June 2009]

United Kingdom

® 50% of survey respondents still use external agencies for SEO, but 11% support them with their
own in-house SEO efforts. [Source: Econsultancy UK Search Engine Marketing Benchmark
Report, April 2009]

©® 47% of companies spend at least £10,000 per year on SEO, 20% spend more than £50,000.
[Source: Econsultancy UK Search Engine Marketing Benchmark Report, April 2009]

Paid Search / Pay per click (PPC)

United States

©® While referrals to websites from search engines is increasing, the share of paid clicks from that
traffic declined by 26% over the last 12 months. In the four weeks to May 9, 2009, 7.25% of search
engine traffic to websites was from paid clicks. This compares to 9.84% in the same four week
period in 2008. [Source: Hitwise, May 2009]

® Paid search comprises the largest slice of the US online advertising market, accounting for 42.5%
of total online advertising spend last year.[Source: eMarketer, April 2007]

— Google and Yahoo dominant in this market; taking 73.8% of paid search ad spend between
them in 2006, with this figure predicted to grow to 91.9% this year. Google has the larger
share, with 58.7% compared with Yahoo’s 15%
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19.  Mobile

19.1. Market Size and Usage

19.1.1.  Market Size and Demographics
United States

® 38% of Gen Y users (aged 18-24) have an iPhone or iPod Touch. [Source: Participatory Marketing
Network, May 2009]

® Of 57 million people with Web-enabled mobile phones in the US, 18 million (or about 31%) use
the devices to connect to the Web. [Source: Netpop Research via Clickz, April 2009]

International

® Strategy Analytics forecasts that shipments of smartphones with the Android operating system
from Google will increase by 900% in 2009. [Source: Strategy Analytics, May 2009]

® Of 182 million people with Web-enabled mobile phones in China, 102 million -- or 56% -- use the
devices to connect to the Web. [Source: Netpop Research via Clickz, April 2009]

United Kingdom

©® Mobile penetration is unchanged at 84%, while implied penetration is now approaching 125%,
meaning that up to 40% of mobile phone users have multiple SIMs and devices. [Source: Deloitte,
May 2009]

® There are 15,375,945 mobile media users in the UK. (3-month average to January 2009) [Source:
M Metrics via Orange survey, March 2009]

3.3.1. MMS and Camera Phones
United States

©® Photo messaging in the US has risen by 32% since February, while the UK, France and Germany
have seen increases of between 16-20%.

— The rise is attributed to improved picture quality and an increased number of owners of
higher-resolution camera phones. [Source: M: Metrics, August 2006]
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If you feel any individual statistics have been inappropriately or inaccurately reproduced, or if you
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