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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 information contained – including charts and graphs – is largely taken from third party sources, credited throughout the document 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 Linus Gregoriadis, E-consultancy: linus@e-consultancy.com or phone +44 (0)20 7681 4051 Likewise, if you would like to contribute data or research then contact us.
About E-consultancy
E-consultancy is an online publisher of best practice internet marketing reports, research and how-to guides. 

E-consultancy, named Publisher of the Year at the 2006 AOP Awards, also publishes buyer’s guides and has a directory of 100,000+ third party internet marketing white papers.

Since moving to a paid-content model in 2003 E-consultancy has amassed thousands of paying subscribers, 65,000 registered users and more than 145,000 unique users sessions per month (audited by ABC Electronic). E-consultancy is popular among internet professionals around the world, for delivering time-saving advice and insight.

Subscribers pay from £195 per year to access the exclusive and highly practical content. E-consultancy has more than 100 events lined up for 2008, including roundtables and monthly Supplier Showcases, where six suppliers pitch to an audience of pre-qualified buyers in a Central London venue.  

E-consultancy also provides a range of public and in-house training programmes, such as seminars and workshops. Our training seminars cover a range of topics including Affiliate Marketing, Paid Search, Search Engine Optimisation and Email Marketing.

If you would like to know more about our training options then please visit our website or contact Craig Hanna on +44 207 681 4078 or email him at Craig@e-consultancy.com. 

http://www.e-consultancy.com/about/

1. Usage and Demographics

1.1 Global Reach / Penetration of Interactive Services

· Total internet users in Europe and in the World: [Internet World Stats, October 2007] 

Europe:

321,853,477

World: 

1,173,109,925

· Total internet users by country and share of world users: [Source:Internet World Stats, October 2007] 

· US: 
210,575,287 
(18% share) 
[Nielsen//NetRatings, July, 2007]

· China: 
162,000,000
(13.8%) 
[CINIC, June, 2007]

· Japan: 
87,540,000
(7.4%)

[eTForecasts, August, 2007]

· Germany: 50,426,117
(4.3%) 

[Nielsen//NetRatings, August, 2007]

· India:
42,000,000
(3.6%)

[IWS, August, 2007]

· UK:
38,512,837
(3.5%)

[Nielsen//NetRatings, August, 2007]
· China’s internet population increased by a third in 2006. According to state news agency Xinhua, the total number of internet users in China has reached 132 million, of which 52 million have broadband connections. [Source: Guardian, December 2006] 


1.2. UK Reach / Penetration of Interactive Services

· The U.K. has the most active online population in Europe, with the highest average number of daily visitors (21.8m), the highest usage days per month (21 per user), and the highest average time spent per month per user (34.4 hours). [Source: comScore via E-consultancy blog, June 2007] 
· European users average 16.5 usage days per month. Countries that have usage days below the European average are Russia (11.4 average usage days), Austria (12.0), Italy (12.9), Ireland (13.0), Portugal (13.4), Norway (14.7), Denmark (14.7), Switzerland (15.1), Belgium (15.5) and Finland (16.4).
· Over half (55%) of households in Great Britain (13.1 million) could access the internet from home in May 2005 [National Statistics Omnibus Survey, May 2005]

· 60% of the adult population (aged 15+) in Great Britain used the Internet in September 2005 (up from 45% in April 2002) [MORI Technology Tracker, 2005].

UK internet access
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UK Households with home access to the Internet, October to December




1.3 Media Consumption Figures – Internet and Other Media 
1.3.1 Consumption time by medium
· UK consumers spend an average of 50 hours a week on the phone, surfing the internet, watching TV or listening to the radio, according to a study by Ofcom. [Source: The Communications Market 2007 (Ofcom), August 2007] 
· Time spent using communications services (minutes per person): 
· On average, internet users spend a quarter of their weekly media time on the internet. [BMRB Internet Monitor, January 2006]

· The internet is the second most commonly used medium after television.

· The research, carried out in November 2005, showed that 26.5 million people (half the UK population) used the internet during that month, compared to 23.4 million people in November 2004. 

· Share of media time amongst broadband users (for 2004)
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[Published by Ofcom, 2005]



1.4 Broadband Adoption 

1.4.1 Levels of connectivity and broadband penetration
· UK broadband connections by headline connection speed. [Source: Ofcom, August 2007]
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· Internet users and penetration in the UK 2005-2011: [Source: eMarketer, October 2007] 
· 2005: 33.7 million (55.8%)

· 2006: 35.1 million (57.9%)

· 2007: 37.2 million (61.2%)

· 2008: 39.1 million (64.2%)

· 2009: 42.3 million (69.2%)

· 2010: 44.2 million (72.1%)

· 2011: 45.0 million (73.2%)

· Broadband penetration and number of internet users in 10 countries worldwide. [Source: eMarketer, December 2007] [image: image4.jpg]




1.6 Age and Gender Usage Variations 

· Young women are spending more time online, with the 18-34 age group accounting for 18% of the UK internet population. [Source: Nielsen//NetRatings via E-consultancy blog, May 2007] 
· UK internet users are split almost equally between males (51.5%) and females (48.5%).
· Women aged 18-34 account for 21% of all time spent on computers in the UK, which equates to 13 minutes out of every hour online.
· 18-34 year olds are the biggest computer users, spending around 60 hours per month on their computer, while under 18s spend 16 hours.


· The largest demographic group online is currently the 35-44 age group, which accounted for 23.5% of internet visits in the four weeks up to 12th May 2007. Silver Surfers, the over – 55s, accounted for 22% of visits. [Source: Hitwise via E-consultancy blog. May 2007] 

1.7.2 What UK users are going online for:

Online applications used by broadband and dial-up users
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[Ofcom, Q1, 2005]

· 91% of adults who have ever used the Internet have used a search engine to find information. [Office of National Statistics, October 2005]
· 81% sent an email with an attachment

· 23% posted a message in a chat room or newsgroup

· 17% had used peer to peer file sharing, such as exchanging music and films 

· 13% had created a web page.
	2004
	Feb
	April
	July

	Finding information about goods or services
	79%
	78
	82

	Searching for information about travel and accommodation
	69
	68
	68

	Using email
	83
	85
	85

	Telephoning over the Internet/video conferencing
	*
	7
	7

	General browsing
	63
	65
	62

	Finding information relating to education
	35
	37
	33

	Buying or ordering tickets/goods or services
	47
	50
	49

	Selling goods or services
	5
	10
	8

	Personal banking and financial services
	34
	37
	36

	Playing or downloading games
	11
	13
	12

	Using chatrooms
	17
	19
	20

	Playing or downloading music
	25
	27
	22

	Reading or downloading on-line news
	24
	32
	26

	Listening to web radio/watching web television
	12
	16
	17

	Downloading other software
	20
	24
	20

	Downloading images
	22
	27
	21

	Looking for a job/sending job application
	20
	22
	23


[Source: National Statistics, 2004, UK data]

1.8.1 Social Networking
· 127.3m unique visitors used social networks in August – 56% of the European online population. [Source: comScore, Oct 2007] 
· UK social networking usage proved to be the highest in Europe, with 24.9m unique visitors – 78% of the UK’s web users. 
	European Usage of Social Networking Sites – Selected Countries
Ranked by Total Unique Visitors Age 15+
August 2007
Source: comScore World Metrix 

	Territory
	Total Unique Visitors (000)
	% Reach of Country’s Total Online Population
	Average Hours per User
	Average Pages per User
	Average Visits per User

	Europe
	127,297
	56.4
	3.0
	523
	15.8

	U.K.
	24,857
	77.9
	5.8
	839
	23.3

	Germany
	15,475
	46.9
	3.1
	423
	13.8

	France
	13,332
	49.6
	2.0
	476
	16.8

	Spain
	8,828
	61.5
	1.8
	251
	14.9

	Italy
	8,736
	49.3
	1.8
	346
	12.6


* Age 15+, home & work locations; Excludes traffic from public computers such as Internet cafes or access from mobile phones or PDAs.
1.8.4 Ratings and Reviews
· Online message boards, blogs and communities are the most likely source of negative reviews, according to a Millward Brown survey. [Source: Millward Brown via NMA, April 2008] [image: image6.jpg]



· 31% of people surveyed said they had found negative reviews on such sites, compared with 29% from friends and 21% from independent reviews. 


· Bazaarvoice’s recent study of online product reviews and ratings show that British consumers are more positive than Americans. 88% of British consumers gave ratings of 4 or 5 stars out of 5, compared with 81% of Americans. [Source: Bazaarvoice, April 2008] [image: image7.jpg]




3.1 Search Engine Marketing
3.1.1 Overall market figures

· E-consultancy estimates that the value of paid search alone will near the £2bn mark this year, reaching around £1.97bn, up 56% from 2006. [Source: E-consultancy’s 2007 Search Engine Marketing Buyer's Guide, August 2007] 
· We forecast that UK spending on Search Engine Marketing will increase 58% this year to £2.22bn - and although that growth rate is down from 65% in 2006, the market still looks to have plenty of room for growth in the future.  
· For the first time, spending on organic search will grow more quickly, increasing 68% to £252m. Our estimate includes payments to agencies, as well as investment in client-side staff to manage SEO and implement changes.
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· US search market size estimates, 2004 – 2011. [Source: Metrics 2.0, August 2007] 




3.1.3.3 Search in United States
Consumer use:
· 84% of online Americans have used search engines, and, on any given day, 56% of people online are using them. [Pew Internet & American Life Project, January 2005]
· Search engine users are often unaware of paid versus unpaid search results. Only 38% of users are aware of the distinction between paid, or "sponsored" results, and unpaid results. [Pew Internet & American Life Project, January 2005]

3.3.1 Market size, growth and ad formats
Advertising overall and internet ad spending

· Advertising expenditure in the UK passed £19 billion in 2006 according to figures from the Advertising Association. [Source: Advertising Association via E-consultancy, May 2007] 

· The press accounted for by far the largest share of total advertising expenditure (43.7%), with television the second largest medium (24.1%), followed by direct mail (12.2%), internet (10.6%), outdoor (5.7%), radio (2.8%) and cinema (1.0%).
· The two largest gains were recorded by the outdoor advertising sector, which increased 4.0% to £1,084 million, and the internet. Online rose 47% to £2,016 million.

6. Mobile – UK Market
6.1 Mobile advertising

· According to a poll, more than two-thirds of online marketers said that they would do no more than dabble in mobile advertising this year. [Source: iMedia Connection via eMarketer, March 2008] [image: image10.jpg]
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6.2 SMS, MMS, WAP Usage

6.2.1 SMS
· Accessing the internet from a mobile phone is growing in popularity. In Japan, where over half of mobile phones use a 3G network, mobile users are three times more likely to send an email from their mobiles as they are a text message. Europeans send more text messages with 75 per cent of mobile phone users in the UK, France, Germany and Italy sending SMS messages regularly. [Source: Ofcom, December 2007] 

· More than two-thirds of US adult mobile users can send and receive text messages, according to Insight Express. {Source: Insight Express via eMarketer, September 2007] 
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6.2.2 MMS and camera phones

· Research for Q4 2005 shows that 36% of mobile owners now use their phones to send and receive picture messages, up from 21% at the same point last year.  [Enpocket/Harris Interactive, 2005]

· Over the past year MMS usage levels have increased dramatically in 18-34 age groups, and doubled in all age groups above 34 years old.
· 40% of females use MMS compared to a third of males. [Enpocket/Harris Interactive, 2005]
· 60% of 18-24-year-olds use their phones for MMS compared to 37% in 2004.
[Source: Enpocket, 2004]

· Hutchison Whampoa's "3" service has 3.2 million UK subscribers. Vodafone has signed up 300,000 customers in the UK since it launched 3G services. [The Independent, September, 2005].
· Less than 40% of consumers who own a 3G handset actually use it for 3G services. [Enpocket, 2004]
· This has also risen - from only 25% 6 months ago. 
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