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About this report

Econsultancy’s Internet Statistics 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 available as eight main reports, split across different geographical regions:

Asia

Australia and New Zealand

Europe

Global / International

Latin America
Middle East and North Africa
North America

United Kingdom

Those looking for B2B-specific data should consult our B2B Internet Statistics
Compendium.

Statistics and data about the following topics are also included as separate reports:

o Affiliate Marketing ® Mobile

® Customer Experience ® Search Marketing

© Demographics ® Social Media

® E-commerce ® Technology Adoption
© Email Marketing © Web Analytics

© Internet Advertising

The information contained — including charts and graphs — is taken both from proprietary
Econsultancy data and from third party sources, credited throughout the document and in the
acknowledgements at the end of each report.

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 +44
(0)20 7269 1450. 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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1.1.

Important

This sample document is intended to give an indication of the type of data
covered in the Internet Statistics Compendium and how information is
presented. The content within each individual statistics document varies,
depending on the availability of data.

About Econsultancy

Econsultancy is a global independent community-based publisher, focused on best practice digital
marketing and ecommerce, and used by over 240,000 internet professionals every month.

Our hub has 105,000+ members worldwide from clients, agencies and suppliers alike with over
90% member retention rate. We help our members build their internal capabilities via a
combination of research reports and how-to guides, training and development, consultancy, face-
to-face conferences, forums and professional networking.

For the last ten years, our resources have helped members learn, make better decisions, build
business cases, find the best suppliers, accelerate their careers and lead the way in best practice
and innovation.

Econsultancy has offices in London, New York and Dubai and we are a leading provider of digital
marketing training and consultancy. We are providing consultancy and custom training in the
Middle East, and extensively across Europe and Asia. We trained over 3,000 marketers and ran
over 200 public training courses in 2010.

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

Call us to find out more on +44 (0)20 7269 1450 (London) or +1 212 699 3626 (New York). You
can also contact us online.

Sample only, please download the full report from:

http://econsultancy.com/reports/internet-statistics-compendium
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Important

This sample document is intended to give an indication of the type of data
covered in the Internet Statistics Compendium and how information is
presented. The content within each individual statistics document varies,
depending on the availability of data.

2, Usage and Demographics

2.1. Global reach / penetration of interactive services

® The internet reaches 30% of the global population and there are more than 2bn users
worldwide. [Source: We Are Social, January 2012]

® North America leads the world for internet penetration. [Source: We Are Social, January
2012]

CENTRAL &
EASTER N EUROPE

45%

(ENTRAL &
SOUTH AMERICA

36%

©® 24% of people online ‘can’t live without the internet’. [Source: Symantec, November 2011]

® 41% of people online ‘need the internet in their everyday life’. [Source: Symantec, November
2011]

Sample only, please download the full report from:

http://econsultancy.com/reports/internet-statistics-compendium
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http://www.slideshare.net/wearesocialsg/we-are-socials-guide-to-social-digital-and-mobile-around-the-world-jan-2012
http://www.slideshare.net/wearesocialsg/we-are-socials-guide-to-social-digital-and-mobile-around-the-world-jan-2012
http://www.symantec.com/content/en/uk/home_homeoffice/html/cybercrimereport/
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2.2, Overall media consumption figures

® Conversations with friends and family remain the most valuable and trusted information
source for consumers. [Source: Technorati, November 2011]

Which information sources do you typically use?

Conversations with friends and family
Friend on Facebook

Magazines

Newspapers

glogs

News websites like CNN.com or NYTimes.com

L

News shows on TV or the radio

Web portals like Yahoo or AOL

Brand's website

News aggregators like Drudige Report or Huffington Post
Someone | follow on Twitter

Friend on another social network

8rand on Facebook

Personal acquaintance on Twitter

Brand | follow on Twitter

o
..
o
"~
o
w
o
&
o
v
(=]
~
(=]
o
o

Do you trust the information you find on the following sources?

C

3
3
“
-
-3
&
3
@
S
=
&
£
o
w
®
a
-
&
E
-

Friend on Facebook

Magazines

Newspopers

Blogs

News websites like CNN.com or NYTimes.com
News shows on TV or the radio

Web portals like Yahoo or AOL

Brand's website

News aggregators like Drudge Report or Huffington Post
Someone | follow on Twitter

Friend on another social network

Brand on Facebook

Personal acquaintance on Twitter

Brand | follow on Twitter

IIIIIIIII|||||

o
-
o
~
<
w
<
o
<
w
o
L3
(=]
~
(=]

Sample only, please download the full report from:
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http://technorati.com/social-media/article/state-of-the-blogosphere-2011-part1/
http://econsultancy.com/reports/internet-statistics-compendium

Important

This sample document is intended to give an indication of the type of data
covered in the Internet Statistics Compendium and how information is
presented. The content within each individual statistics document varies,
depending on the availability of data.

2.3. What users are doing and looking at online

2.3.1. What users are going online for

©® Business travellers lead leisure travellers for sharing information online during trips. [Source:
Amadeus, January 2012]

Did you do any of the following during your last trip?*

Recommend holiday or location to others O/
Post pictures on the web 0
Write about the trip online

Recommend supplier (e.g. Airling, hotel, travel company) to others
Write an online customer review

Contact the tour operator/airline/travel agent to make a complaint
Write a letter/e-mail of thanks to the tour operator/airline/travel agent
Other

B Traveller type Leisure
None of these !

Traveller type Business

® Social networking accounts for 19% of all time spent online. [Source: comScore, December
2011]

Time Spent Online on Key Internet Categories
Source: comScore Media Metix, Worldwide, March 2007 — Ocrober 2071

* Time spent on Communications includes §me spent on web-based Email
and Instant Messengers.

35
ao
25
20
15

10

o
2007 2008 2000 2010 201

HOURS PER MONTH (BILLIONS)

l SOCIAL NETWORKING RETAIL OTHER CONTENT
B SEARCH/NAVIGATION B COMMUNICATION

Sample only, please download the full report from:

http://econsultancy.com/reports/internet-statistics-compendium
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http://www.amadeus.com/blog/11/01/from-chaos-to-collaboration-insight-into-the-future-of-travel/
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Important

This sample document is intended to give an indication of the type of data
covered in the Internet Statistics Compendium and how information is
presented. The content within each individual statistics document varies,
depending on the availability of data.

® Average time spent social networking is increasing, but instant messaging and email is largely

decreasing. [Source: comScore, December 2011]

Change in Average Time Spent
with Content Category by Age Segment

Source: comScore Media Metrix, Worldwide, October 2011 vs. July 2010

400 —
34 255
ik
20% — 15%
12%
I 1%
0o — —
Al -3
-B%
0% —
L%,
S
34
-40% — A% -36%
-A0%,

0w — AGE15-24  AGE25-34 AGE3544 AGE45-54  AGESS+

INSTANT MESSENGERS [ EMAIL [ SOCIAL NETWORKING

© More than 70% of consumers visit media websites or portals for news or information.
[Source: Technorati, November 2011]

What are the reason(s) you visit the following media?

For ideas and inspiration -
For news or information —
i E
For product reviews h
For product recommendations -
To hear an opinion -
=

Other (Please specify)

u News websites like CNN.com or NYTimes.com ® Mainstream media websites or portalslike Yahooor AOL mBlogs

Internet Statistcs Compendium Sample document (Global)
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3. Video

3.1. Market size and growth trends

® Google Sites (including YouTube) are the biggest global video property. [Source: comScore,
December 2011]

Top 5 Global Video Properties by Total Videos™ Viewed (000)
October 2011
Total Worldwide — Visitors Age 15+ Home/\Work Location™
Source: comScore Video Metrix
Videos Share of
(D00} Videos
Total Internet : Total Audience 201,420,689 100.0%
Google Sites 288,278,970 43.8%
Youku Inc. 4 644 727 2.3%
VEVO 3,697 228 1.8%
Facebook.com 2580812 1.3%
Dwango Co., Lid. 2453180 1.2%

® In Turkey, videos reach 93.6% of the online population. [Source: comScore, December 2011]

Selected Markets by Videos™ per Viewer and Online Video Viewing Penetration
October 2011

Total Worldwide — Visitors Age 15+ Home/\Work Location™

Source: comScore Video Metrix

Selected Videos per Selected Markets | % Reach \Web
Markets by Viewer by % Reach of Web | Population
Videos per Population

Viewer

Canada 3037 Turkey 93 6%

s 286.3 Canada 90.9%

UK 268.6 Chile 90.2%

Turkey 2507 Argentina 89.6%
Germany 2506 Brazil 39.0%

Japan 2227 Hong Kong 88.9%

France 1901 Spain 88.9%

Spain 178.6 s 28.0%

Haong Kong 160.0 Mexico 87.2%
Singapore 1532 France 86.8%

Sample only, please download the full report from:
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4. Social Media

4.1. Social networking

4.1.1. Market growth and trends

® Social networks reach is 22% of the global population. [Source: We Are Social, January 2012]

® North America leads the world for social network penetration. [Source: We Are Social,
January 2012]

CENTRAL &
EASTER N EUROPE

47%

(ENTRAL &
SOUTH AMERICA

25%
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covered in the Internet Statistics Compendium and how information is
presented. The content within each individual statistics document varies,
depending on the availability of data.

4.1.2. Facebook

® The US leads the world for number of Facebook users. [Source: Fortunecate.it, January 2012]

TOP 15 FACEBOOK COUNTRIES

by number of users in January 2012

® Brands are acquiring fans at a rate of 9% per month. [Source: Efficient Frontier, January
2012]

om0
o rrtTRRRReetd

P
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4.1.3. Twitter

©® Twitter penetration across BRIC countries. [Source: fnbox, via TNW, December 2011]

Twitter penetration

24% Brasil
8% India

0% Russia

0% China

©® The 2011 MTV Music Video Awards saw 8,868 tweets generated per second. [Source:
comScore, December 2011]

Growth of Twitter and
8,868 10 Most Tweeted Moments
767 of 2011
7196 7166 i ]
6,030 =156 7,064 Source: comScore Media Merix,
, ' anuary 2017 — October 2071;
6,303 S B8.049 January October
5,531 nd of g -
! FIFA Troy Davis Twitter
UEFA .
Champicn's wﬁ:ﬁ; N — * “Year in Review: Tweels per
Mew Year League Final Cup ?‘DBI:':' second”. Twitter.com. Retreved
- resigns Steve Jobs | 8 December 20717,
nea | B p T 4 passes sway | hitp://yearinreview mwitter com/en/
S0 | Awards || SmnSte MTV Video tps html
Finals from the .
Copa Music
Amearica Awards
JAMN-11 MAY-11 JUN-11 JUL-11 AUG-11 SEP-11 OCT-11

TWEETS PER SECOND == TWITTER UNIQUE VISITORS (MM)
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depending on the availability of data.

5. E-commerce

5.1. Market size and trends

® 46% of parents whose children shop online allow their child to use their credit/debit card.
[Source: Symantec, November 2011]

® 30% of parents who let their children shop with their credit/debit card online say their child
has used it without permission. [Source: Symantec, November 2011]

® 23% of parents who let their children shop with their credit/debit card online say their child
has overspent on it. [Source: Symantec, November 2011]

39% of college students buy more online than in person. [Source: Cisco, September 2011]

Coilege Studenm (11,4 DEU SPA ITA RUS IND CHN JPN AUS
g‘n =101) g‘n =108) rn=vasj (n=100) rn=rom (n=100) | (n=103) m=100) | =108 | =113 | m=102) [r=101) {n=104)

Buy more
in person than 61 54 74 75 34 50 76 45 50 54 89 72 40 75 67
online
Buy more
online than 39 46 26 25 66 50 24 ) 55 50 46 11 28 60 25 33
in person

5.2. Conversion rates

©® Photos of people on a website can help double conversion rates. [Source: Think Vitamin, via
GetElastic, October 2010]

® 70% of companies surveyed by Econsultancy said that their conversion rates had improved
during 2009. [Source: Econsultancy RedEye Conversion Report, October 2009]
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5.2.1. Shopping carts / dropout rates

® The top 10 reasons for lost online travel purchases [Source: Qubit, via Eyefortravel, November
2011]

Price disparities and poor presentation
— Site functionality issues such as lack of time-saving features

Poor on-site search

Poorly displayed product descriptions

Presentation of additional charges

Navigation issues such as poor sorting and filtering functionality

Lack of discounts/sales

Errors and bugs
— Site speed, particularly page load times

— Unclear details about product availability
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6. Search Engine Marketing

6.1. Overall market figures

® Search ROI increased by 18% quarter-on-quarter during 2011. [Source: Efficient Frontier,
January 2012]

Q4 2010 aQ12om Q2 20M Q3 201 Q4 201

OVERALLSPENDERO] SPEMD [=la]]

® Google accounts for 81% of search spend share. [Source: Efficient Frontier, January 2012]

B vaHoo/BING ] GOOGLE
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Email Marketing

Market size and growth trends

® 44% of email is read via webmail. [Source: Return Path, December 2011]

Where Email is Read: Webmail, Desktop and Mobile Views

Desktop
33%

Mobile, Webmail, Desktops: Where are we viewing email now? Return Path Inc., 2011.

©® Use of mobile and webmail increases during the weekend. [Source: Return Path, December
2011]

How Day of Week Affects Where Email is Viewed

20%

15%

-10%

=15%

-20% - Webmail

= Desktop

-25% = Muobile

Maobile, Weh

Desktop
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presented. The content within each individual statistics document varies,
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©® Email views on the iPad jumped by 12% between March, when the iPad 2 launched, and April
2011. [Source: Return Path, December 2011]

iPad Email Views Skyrockets

2,000,000
1,200,000
1,600,000 |

1,400,000
1,200,000 |
1,000,000
B0O,000 |
600,000
400,000 |
200,000
0

Apr-1l  May-11 Jun-11 Jul-11 Aug-11 Sop-11

® Outlook accounts for 63% of desktop email access. [Source: Return Path, December 2011]

Email Desktop Access: Outlook is King

Thunderbird Lotus Notes
3% .34%
AOL Desktop All Other

3%\ 7/~ Platforms
\ .04%

Apple Mail
31%

Mobile, Webmail, Desktops: Where are we viewing email now? Return Path Inc., 2011.
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8. Internet Advertising

8.1. Market size and growth trends

® Global display ads are growing by 18.9% per year. [Source: ZenithOptimedia, December 2011]

Internet advertising by type

USS f‘l“lf‘"f‘ﬂﬂ, current pr‘ices Currency conversion at 2010 average rates.

| 2010
Display 21,844
Classified 10,951
Paid search 31,183

| Total 63,979

Sowrce: ZenithOptimedia

201
25,362
11,989
3549
72,842

2012
29,965
13,068
41,234
84,267
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covered in the Internet Statistics Compendium and how information is
presented. The content within each individual statistics document varies,
depending on the availability of data.

2013
35,597
14,236
47,931
97,764

2011 |
42,648
15,594
55,039
13,281 |

® Google has increased its share of the internet ad market from 34.9% in 2006 to 44.1% in

2010. [Source: ZenithOptimedia, December 2011]

Market share of the main internet portals

Share of global internet ad expenditure (%)

| 2006
Google 34.9
Microsoft 8.1
Yahoo! 18.7
AQL 6.3
Facebook 0.2
Total 68.1

2007
40.3
7.9
14.9
b5
0.4
68.9

2008
425
4.2
1.7
4.2
0.6
63.2

2009
419
4.0
9.6
2.2
1.4
59.2
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2010 |

441
4.0
8.3
15
31

61.0 |
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8.2. Online advertising response rates

® Across Canada, France, Germany, UK and the US, Facebook click through rates increased by
18% during 2011. [Source: TBG Digital, January 2012]

Average Click Through Rate (CTR)

Figure 3 Average Click Through Rates across five major markets

Q1 Q2 Q3 Q4
2011

weeCanada =—=France =——=Germany ==K /S
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o} Mobile

9.1. Market growth and trends

9.1.1. Market size and demographics

® Mobile reaches 86% of the global population and there are more than 5.8bn subscribers
worldwide. [Source: We Are Social, January 2012]

® North America, Western Europe, Central and South America, Middle East and Central and
Eastern Europe all boast 100+% mobile penetration. [Source: We Are Social, January 2012]

CENTRAL &
EASTER N EUROPE

= s

100+%

(ENTRAL &
SOUTH AMERICA

100+%
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9.1.2. SMS

® Trillions of SMS sent 2007-2010. [Source: ITU, December 2010]

2010*

world 09
Trillions of SM EHW

©® SMS traffic is generating $812,000 every minute (or $14,000 every second). [Source: ITU,
December 2010]
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9.2. Mobile advertising

9.2.1. Advertising impressions

® Asia and North America are leading the growth in mobile advertising. [Source: KPCB, October

2011]
InMobi — # of Fortune 1000 Companies Launching Mobile Ad Campaigns &
Quarterly Smartphone Ad Impressions, 10/09-9/11
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© Worldwide requests from Android devices increased 97% from October to December.
[Source: Experian Hitwise, January 2010]
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Advertising response

® 83% of French mobile users go to an apparel store after being exposed to a related mobile ad.
[Source: Microsoft, March 2011]

IIFR
== us 3%
78%

'L

Went to Offline Store

® Across the US, UK and France mobile browsers have the largest influence of driving offline
apparel purchases. [Source: Microsoft, March 2011]
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9.3. Mobile internet

® 60% of traffic to Pandora is from mobile devices. [Source: KPCB, October 2011]
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presented. The content within each individual statistics document varies,
depending on the availability of data.

% of Traffic From Mobile Devices, Pandora, Twitter & Facebook, 2008 — 2011
T Yo - me e

% of Traffic from Mobile

60%
55%

33%

2008 2009

2010

2011

-=Pandora

== Twitter

==Facebook

® Mobile data and internet traffic is expected to increase by 129% in the Middle East and Africa

region between 2010 and 2015. [Source: Cisco, June 2011]

Muobile Deta and Intarnet Traffie, 20102015

2010
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Asia Pacific 55
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Latin America 12
Ceantral and Esstemn Eurcps 10
Middle East and Africa ]
Tatal (PB per Manth)
Mobile dats and Intarnet 237

2011

118
146
128
86
26
25
a7

546

2012

235
326
268
172
G0
56
dd

1,163

2013

416
635
530
289
127
110

2,184

Internet Statistcs Compendium Sample document (Global)

2014

675
1,073
847
425
257
201
174

3,808

2018

888
1,632
1,837

578

488

348

387

5,254

CAGR
Z010-2015

82%
1%
102%
T0%
111%
102%
128%

92%

Sample only, please download the full report from:

http://econsultancy.com/reports/internet-statistics-compendium

Page 28

All rights reserved. No part of this publication may be reproduced or transmitted in any form or by any means, electronic or mechanical, including photocopy, recording or any information storage
and retrieval system, without prior permission in writing from the publisher. Copyright © Econsultancy.com Ltd 2012


http://kpcb.com/insights/internet-trends-2011
http://www.cisco.com/en/US/solutions/collateral/ns341/ns525/ns537/ns705/ns827/white_paper_c11-481360_ns827_Networking_Solutions_White_Paper.html
http://econsultancy.com/reports/internet-statistics-compendium

10.

Acknowledgements

Econsultancy would like to thank the following organisations and individuals for information:

360i

3GVision

ABS

Accessibility Forum
ACMA

ACNielsen

Actinic

ADMA

Admap

AdMob

Adobe

Ad-ology

ADTECH AG
Advertising Age
Advertising Association
Affiliate4U
AffiliateBenchmarks
Affiliates4u

Affilinet

AFP

Ahram Online

AIME

Altimeter

Amadeus

Amazon

AME Info

AmericaEconomia

American University of Beirut
Amodiovalerio Verde
Analysys International
Analyticalst.com

Anatel

Anti-Phishing Working Group
AOL

APACS

Apira

APPA

AppsArabia

ArabCrunch

Ari Kesisoglu

Associated Press (AP)

Association of Online
Publishers (AOP)

ATG

Atlas

B2B Marketing
B2Bento

Bango

BARB

Bazaarvoice

BBC

BCS

Ben Edelman
Benchmark Research
Berkman

Bernstein Research
BIA Kelsey

Bigfoot Interactive
BIGResearch
BitWizards
BizRate/Shopzilla
Blendtec

Blogher

bloglevel

Bloglines

Boston Consulting Group
(BCG)

BPI

Internet Statistcs Compendium Sample document (Global)

Break Media
Brightcove

Brightroll

British Retail Consortium
BRMB

Bronto

Brown University
Browser News

BSA

BSkyB

BtoB Magazine

Burson Marsteller
Burst Media

BuzzCity

Campaign Monitor
Canalys

Carat

CcCl

CDMS

Chadwick Martin Bailey

ChannelAdvisor

China Internet Network
Information Center

Sample only, please download the full report from:

http://econsultancy.com/reports/internet-statistics-compendium

Page 29

All rights reserved. No part of this publication may be reproduced or transmitted in any form or by any means, electronic or mechanical, including photocopy, recording or any information storage
and retrieval system, without prior permission in writing from the publisher. Copyright © Econsultancy.com Ltd 2012


http://econsultancy.com/reports/internet-statistics-compendium

AIMIA

Alchemy Worx
Alexandra Tohme
Alltop Startups
Circle Research
Cisco
ClearSaleing
Click 4.0
ClickForensics
Clicks2customers
Clickz

CNNIC

Collective
Commtouch
Communispace
Compete Inc
comScore

Contact MC

Content + Technology
magazine

Content Crossroads
Continental Research
Coremetrics

Cornell University

Covario

Cranfield School of
Management

CyberSource

Austin & Williams
Australian IT

Axon Publishing

B&T

Deloitte

Destination Analysts
Deutsche Bank

Digital East Asia

Digital Equation

Digital Strategy Consulting
Direct Marketing Association
Direct Partners

DirectGov

Discover Digital Arabia
Distimo

DMI

DoubleClick

DRC

Dubai School of Government
Dynamic Logic

Easily

eBay

eCircle

eCommerce Report
Edelman Digital

e-dialog

Bradley Horwitz
Brand Anywhere
Brandwatch
Brandweek

Elastic Path Software
Email Systems
EmailLabs
EmailMonday
EmailMonitor
eMarketer

Empirix

Employers’ Forum on
Disability

Enpocket

Enquiro

Enquisite

Entertainment Media
Research

Epsilon Interactive
Equi-Media
Ericsson

eROI

Essential Media
Communications

Essential Research
eTForecasts
ExactTarget
Eyeblaster

Eyefortravel
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Chris Sherman
Church of the Customer Blog
CIDA

CIMIGO
FreeWheel
Frommer's Unlimited
Frost & Sullivan
Galaxy Research
Gallup

Gartner

Gemius

GetlT
GetSafeOnline
GfK
GlobalWebIndex
GMI

Goldman Sachs
Gomez

Google

Greenlight

Group M

GSMA

Guardian

Guardian Unlimited
Gulf News

GVvU
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Cymfony
Danish Farhan
Dart
Datamonitor
Datran Media
Dave Chaffey
De Vos & Jansen
IBM

iBurbia

ICQ

IDC

IDG Connect
IDM

IDS

IFPI

Ignite Social Media
IgnitionOne

i-Level

iMedia Connection

IMRG

IMS Research

Informa Telecoms & Media
Information Week

Ingenio

eDigital

Edison Media Research
Effective Measure
Efficient Frontier
eGain

eGovernment News
EIAA

IPA

iProspect

Ipsos

IPT

Ipwalk

iResearch

IRN Research
IronPort

ITFacts

ITU

ITY World Telecoms
i-Village

Jazarah!

JiWire

Joshua ConsumerCheck
Jumptap

Juniper Research

JupiterResearch

Financial Times
Find

Fireclick Index
Flurry

fnbox

Forrester

Foviance

London Business School
Los Angeles Times
Loudhouse

LSE

Lyris Technologies
M:Metrics
Macromedia
Madvertise

Magna

Makovsky & Co
Marin Software
Maritz Research
Marketing
Marketing Charts
Marketing Magazine
Marketing Week
marketingmag.com.au

MarketingProfs
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Harris Interactive
Harvest Digital
Henley Centre
Hitwise

Hostway

IAB

IAMAI
MediaBuyerPlanner
MediaMind
MediaPost
Merchant Risk Council
Merkle

Merrill Lynch
MetaPack

MGH

Miami Herald

MIC

Microsoft

Microsoft bCentral
Middle-East-Online.com
Millenial Media
Millward Brown
Mintel

M-Metrics

MMXI
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Initiative

InMobi
InsightExpress
Insights MENA
In-Stat

Intel

Interactive ME
Internet Retailing
Internet World Stats
Interpublic

Invesp

National Statistics
Nellymoser
NetApplications.com
Netcraft

NetExtract
Netimperative
NetlQ

Netonomy

NetX

New York Times

Newspaper Association of
America

Nielsen Analytics
Nielsen Entertainment

Nielsen Monitor-Plus

Kaspersky Lab
KCC

KISA

Kleiner Perkins Caulfield &
Byers

Kontraband

Latitude Research
Lightspeed Research
Limelight Networks

Local Search Association
Localytics

Logan Tod & Co.

Online Publishers
Association

ONS

Ooyala

Opera

OPT-4

Orange Broadband
Our Mobile Planet
Outbrain

Outsell

Overture

Ovum
paidContent
Panasonic

Panlogic

MarketingSherpa
MarketingVox
Mashable

MBA

McCollins Media
MCDC

McKinsey

ME

Media Buzz
Media Contacts
Media Republic
Poll Position
Ponemon Institute
PopCap

Porter Novelli
Porter Research
Postcode Anywhere
Postini
PowerRetail

PQ Media
Practical eCommerce

Precedent

Princeton Survey Research
Associates International

Prospectiv

Prosper
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Mobile Data Association
Mobile Marketer

Mobile Squared
mobileYouth

Mobio

Mobitrove

Motorola

MSN

Mutual Points
Nakamura Communications
National Sales Association
Responsys

Retrevo

Return Path

Revenue Science
Revolution

RightNow Technologies
RNIB

Royal Mail

Russell Research
SalingSilang

Sandvine

ScanlLife

Scarborough Research

SciVisum
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Nielsen//NetRatings
NMA

Nokia

Nomensa

NOP

NPD Online

NTC Research
Office of Communications
OFT

Ogilvy

Olswang

OMD Insight
OneCard.net
OneStat
Oneupweb

Site Confidence
Sitelntelligence
SiTF

Sky

SME Advisor
SMLatam

Snow Valley

Social Media Examiner
Social2B

Socialbakers

Paypal

PC World Magazine
PCPRO
Performics
Perseus

Pew

Pheedo
PhoCusWright
Pingdom

Piper Jaffray & Co
Pitney Bowes
Placebook
PlusDemographics.com
Podcastical

Point Topic
Sysomos

Talisma

Tapp, A.

TBG Digital
Technorati
Techonzo
Telecom Express
Telephia

Telsyte

Terra

PSFK
PubMatic

PwC

Quaestor Research and
Marketing Strategists

Qubit

Questus

Rackspace

Rax.ru

Razorfish

RCT Analytics
ReadWriteWeb
Real-Opinions
Receptional

Reevoo

Regus
TheWiseMarketer
Thomas, Townsend & Kent
Thomson Intermedia
TNS

Toluna

Touch Clarity
TP-Link
TradeDoubler
Transversal

Travel 2.0
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Search Engine Guide
Search Engine Watch
Searchlgnite

SEMPO

Sento Corp

SEOMoz

SEO-PR

Shop.org

Shopbot
Shoppercentric
Sign-Up.To

Silicon Alley Insider
Silicon.com
Silverpop

Simpson Carpenter
Visa

w3cC

W3Techs

Wael Ghonim
Wanadoo UK plc & SPA
WARC

WCMcCann
Webhosting.info
Webmarketing123

Webroot

Sample only, please download the full report from:

http://econsultancy.com/reports/internet-statistics-compendium

Page 33

All rights reserved. No part of this publication may be reproduced or transmitted in any form or by any means, electronic or mechanical, including photocopy, recording or any information storage
and retrieval system, without prior permission in writing from the publisher. Copyright © Econsultancy.com Ltd 2012


http://econsultancy.com/reports/internet-statistics-compendium

Socialnomics
Society of Digital Agencies
Sophos
Spannerworks
Spectrum Strategy
Spot On

Stamford Interactive
Starcom
StartupArabia
StartUpsHK
StatCounter
Steelside

Stellar

Strangeloop
Strategy Analytics
StrongMail
Symantec

Synovate

Tesco Direct

TGl.net

The Australian

The BIO Agency

The Connected Kingdom
The Economist

The Independent

The Internet Explorer 6
Countdown

The Kelsey Group
The Marketer

The Mobile Show
The National

The Next Web (TNW)
The Rubicon Project
The Scotsman

The Times

The Usability Company
(Foviance)

The Works

TravelDailyNews
Tribal Fusion
TripAdvisor
TubeMogul

Tudou
TVGuide.com
tweetlevel

Twitter

Unanimis

Unica

Universal McCann
University of Oxford
Useful Social Media
Useit.com (Jakob Nielsen)
UTalkMarketing.com
Verdict Research
Verisign

VidStatsX

WebSideStory
WhaleShark Media
Wildfire

WIPNZ

Wireless World Forum
Workplace Print Media
World Bank

World Internet Project
Yahoo!

Yahoo! Maktoob
Yankee Group
YouGov

Yudu Media

Zawya

ZDNet Research
Zendor
ZenithOptimedia

Zmags

If you feel any individual statistics have been inappropriately or inaccurately reproduced, or if you
would like your organisation and data added / removed from the compendium, please contact
Linus Gregoriadis, email: linus@econsultancy.com
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