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The US Is No Longer the Center of the Online Universe

US Internet Population vs. Rest of the World @ Distribution of Worldwide Internet Audience
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AMany emerging regions are likely to bypass old modes, skipping dial-up to go straight to broadband,

_making multimedia, video, and collaborative content immediately accessible.

AEarly adoption of mobile web in addition to PC web will likely be popular in many of these high-
growth areas.
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11% Worldwide Growth Fueled by Country Growth

China

United States
Japan
Germany
Russian Federation
India

Brazil

France

United Kingdom
South Korea
Italy

Canada

Turkey

Spain

Mexico

() comScoRre

Internet Users Age 15+ (MM)

© comScore, Inc. Proprietary and Confidential.

4

While US user growth was just 0.8%
over the past year, Mexico, China,

Brazil, and Russian Federation have
experienced impressive growth rates
of 22%, 19%, 18%, and 14%
respectively.

Source: comScore World Metrix, July 2011




The Majority of Top Properti eso Aud

from Outside the US

Total Worldwide
Unique Visitors (MM)
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-_ 674 AThe top 10 Global Properties

attract a majority of Unique

._ 394 Visitors from outside the US;

Google Sites and Microsoft Sites

-- 289 attain 84% and 83% of their

audience from countries outside

.-257 the US, respectively.
.-241 ATencent, a Chinese portal, has

managed to enter the top 10 most
Tencent Inc. -238 trafficked sites, despite receiving

only 1% of its traffic from the US.
AOL, Inc. -- 228
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A Snapshot of US Internet Activity

In July 2011

A 215.1 million Americans used the Internet.

i Average user was online 25.3 days in the month, for a total of 34.8 hours, and
viewed 3,029 pages
A 86.0% of Internet visitors viewed an online video in the US, for an average
of 18.2 hours each.

A 93% of Internet visitors conducted at least one search.
i Average searcher conducted 124 searches

A Total online spending in July 2011 at US sites was $21.0 billion, up 13%
since July 2010. Travel accounted for $9.2 billion, or 44% of total online

spending in July.

Source: comScore US Media Metrix, July 2011
comScore US gSearch, July 2011
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Is the US Internet Really Still Growing?

Total US Internet Users
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Internet is still
growing, albeit not
as quickly as it
had been.

AThe Average
Minutes per Visitor
grew 3% over the
past year.

AThe average
internet user made
1 more visit to the
internet in July
2011 than in July

2010.
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Which Categories are Driving Web Growth?

60,000

50,000 ACouponing sites
saw terrific
growth year
over year at
28%.
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0 July 2010 and
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What Properties are Driving Web Growth?

75,000 -
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65,000 Media sites
60,000 Tumblr and
55 000 LinkedIn saw
’ large growth
P00 with 223%, and
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Sources for Fastest Growing Sites

Facebook.com, and YouTube.com.

Tumblr.com Sources Liberty Media Holding
Corporation Sources 4422
Facebook 6,906 Google
Google 6,301 Yahoo! 3,204
YouTube 3,766 Facebook 1,637
Yahoo! 2,421 Bing 857
UVs (000) UVs (000)
Skype Sources LinkedIn.com Sources
Facebook 4,352 Google 6,745
Google 3.795 Yahoo! 4,103
Yahoo! 2.060 Facebook 2,829
YouTube 1,788 Bing 1,206
UVs (000) UVs (000)
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Unique Visitors to social networking sites have increased 5% year
over year

Since July 2010, the microblogging site Tumblr has seen an increase
in Unique Visitors of 223%.
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Google+: The Future of Social Networking?

Google+
An the first 21 days of its existence,

GO 0 g I e+ Vi S Itatl on g rew 5 61% Google+ Cumulative Worldwide & U.S. Unique Visitor Trend

Source: comScore, Worldwide and U.S., Home & Work Computers (excl. Mobile)
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Source: comScore Voices: Google+ Off to a Fast Start with 20 Million Visitors
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Google+: The Future of Social Networking?

Where do Google+ US Visitors come from?

AThe US is responsible for more
traffic to Google+ than any other
country.

AMlore tech savvy markets Austin
and San Francisco-Oakland-San
Jose were more than three times
as likely to be represented.

AOther markets with higher
indices include Minneapolis-St.
Paul, Pittsburgh, and Washington
D.C.

Google+ Top Indexing U.5. Markets
Source: comScore, U.5., Home & Work Computers (excl. Mobile)

Austin 299
SF-Oakland-5)
Minneapaolis-St. Paul
Pittsburgh
Washington, DC
Chicago
Seattle-Tacoma
Raleigh-Durham

San Diego

Boston

Source: comScore Voices: Google+ Off to a Fast Start with 20 Million Visitors
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Online Video Viewing Is Growing Strongly with Significant Growth

Potential

US Video Viewers 184.9MM Value Drivers of Online Video

Advertising

% Of Internet U_sers Who Viewed 86% A Reach of elusive audiences
At Least One Video

A Better engagement

Total # of Viewed Videos 43B A However, monetization is still a big
challenge:
YoY Growth in Video Views 17.8% A User experience

A Rights for UGC (User
Generated Content)

Videos per Viewer 233

Viewing Time per Viewer 18 hr 12 min

( COI I I S CO RE © comScore, Inc. Proprietary and Confidential. 16 Source: comScore Video Metrix, July 2011
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Time Spent Streaming Jumps as Long-Form Content Floods the Web

Total US Streaming Minutes and Video Views
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Hours per Viewer 14.6 > 18.2
Videos per Viewer 201.2 > 232.6
Minutes per Video 4.3 > 4.7
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Males Are More Engaged Online Video Viewers than Females

Video Activity By Gender
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Where Are People Watching Videos Online?
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Google continues to
dominate in terms
of audience size,

fueled by
158 MM UVs.

In addition, 99.8% of
Google video
viewers are

watching content,
dwarfing the
percentage of
viewers watching
their ads (21%)

Source: comScore Video Metrix, July 2011
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The Search Market Overview: Key Highlights & Trends

In July 2011:

AT o d a paarch Landscape by gSearch

At 27.4 billion searches in July 2011, the search landscape has grown 8% in the
past year. Search growth is driven by increased intensity (+3%).

A Leading Search Properties

Microsoft, Yahoo!, and Google see search growth versus one year ago. Microsoft
leads in unique searcher growth (+9%) and Google leads in intensity growth (+14%).

A Alternative Search Properties

Apple had the most searcher growth over the past year with 10% growth in
searchers over the past year. eBay leads with 687MM searches in July 2011 while
Facebook.com has the largest number of searchers (58.3MM).

(' CO m S CO R E. © comScore, Inc. Proprietary and Confidential. 21 Source: comScore qSearch State of Search, July 2011




Global Search Market Growth of 13% Y/Yi More Than 3.5 Million

Searches per Minute

30,000 1 Top 10 Countries by Number of Searches (MM) Conducted*
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AGoogle sites
account for
over two-
thirds of the
158 billion
searches
conducted
worldwide in
July.

AChinese
based Baidu

(11.5 billion
searches) was
second in
front of
Yahoo! (10.5
billion
searches).




gSearch 2.0: Trends in the U.S. Search Market

27.4 billion searches were performed in July 2011, which marked an

8% growth rate over July 2010.
July 2010

Total U.S. Searches for all gSearch properties (Billions) |

270 272 27.4
26.6 26.7 26.7 26.6
26.0 26.1
254 298 25.6
I I I I i I

Jul-10 Aug-10 Sep-10 Oct-10 Nov-10 Dec-10 Jan-11 Feb-11 Mar-11 Apr-11 May-11 Jun-11 Jul-11

+8%
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gSearch 2.0: Leading U.S. Search Properties

Microsoft showed a 20% increase in searches while
AOLOs search volume fel/ by

{ Leading Search Properties: Searches (MM) |

Change vs.
July-10
18,000 -
17,043

16,000 - N @ GOOg'G Sites >
14,000 -
12,000 -
10,000 -
8,000 - @ Yahoo! Sites )
6,000 - @ Microsoft Sites>
4,000 - 3,526

o — 2,633 @ Ask Network )
2,000 - 588

Jul-10 Oct-10 Jan-11 Apr-11 Jul-11
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Search Engines Continue to be the Major Players as Non-Search

Engine Search Slows in Growth

Non-search engine search growth decreases (-6%), but still represents a sizeable
percentage of overall searches.

Searches (Billions)

B Search Engines Non-Search Engines # Total Change vs.
July 2010

) —" \

D

July 2010 July 2011
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gSearch 2.0: Alternative U.S. Search Properties

Among the top alternative search properties, eBay leads the pack with 687MM
searches

Alternative Search Properties: Searches (MM)

Change vs.
July-10
900
800 @ ey >
700 687.1
662.8 @ craigslist, inc. >
600
. @ Facebook.com
oo 409.1
300
V\N 239.6 @ Amazon Sites )
200
/—\
100 1457 @ Apple Inc. )
0
Jul-10 Oct-10 Jan-11 Apr-11 Jul-11
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The Great East Coast Earthquake of 2011

An animated look at U.S. Internet usage by minute between the hours of
1:40pm and 3:00pm

COI'ISCORE _ o comScore Voices: Internet Seismometer O
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http://blog.comscore.com/2011/08/internet_seismometer_virgina_earthquake.html




The Great East Coast Earthquake of 2011

A 1:51pm: There is a sudden drop in computer traffic
in the two regions closest to the epicenter at the
time of the quake likely from individuals in office
buildings being evacuated.

A 2:007 2:10pm: Computer traffic spikes back up as
employees in local regions flock back into buildings.
As expected, computer traffic increases slower in

regions further from the quake. Peak traffic rates are U.S. PC Internet Traffic Indexed to 12pm EST
observed for all devices: PC traffic is up to 22% by Proximity to Earthquake's Epicenter
higher than expected weekday mid afternoon 170% -
volumes.
160% A
150% A
140% A
A 2:307 3:00pm: Computer and mobile traffic both ,
decrease in all regions, with regions closer to the ganal
guake experiencing faster drops as they fall back 120% -
towards being in-line with other regions. Traffic, on 110% -
the whole, still remains significantly higher than pre- —
guake volumes. '
90% A
80%
70%
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