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ONLINE HOLIDAY SPENDING BOOSTS E-COMMERCE TO RECORD
ANNUAL SALES OF $143 BILLION

RESTON, VA, January 5, 2006- comScore Networks today released holiday seastdam@nual
spending figures for full year 2005. Online noavil spending during the 2005 holiday season
(November 1 through December 31, 2005) totaled@stillion, representing a 25-percent increase over
the $15.7 billion posted during the correspondiagqal in 2004. Online travel spending generated an
additional $8.6 billion during November and Decembgotal Internet spending for the full year 2005,
including travel, reached $143.2 billion, up 22qe#t over the $117.2 billion spent online in 2004.

Online Consumer Spending ($ Billions)
Excludes Auctions and Large Corporate Purchases
Source: comScore Networks
Percentage
Change
2004 2005 2005 vs. 2004
Holiday Season (Nov & Dec)*
Non-Travel (Retail) $15.7 $19.6 25%
Travel $7.4 $8.6 16%
Total $23.1 $28.2 22%
Full Year
Non-Travel (Retail) $66.5 $82.3 24%
Travel $50.7 $60.9 20%
Total $117.2 $143.2 22%

* Versus corresponding days in 2004

“With $143 billion spent online in 2005 and a grbwate of 22 percent, this was clearly another very
strong year for e-commerce,” said Gian Fulgoni, 8core chairman. “We also estimate that online
spending on non-travel now represents approxima&tglgrcent of all consumer retail spending, exclgdi
expenditures for autos, gasoline and food. Sd, pe2cent annual increase in online spending reptss
more than a full percentage point of consumerseagtures, clearly showing that the traditional meet
retail same-store sales — alone is no longer seffi¢co paint an accurate picture of trends in aomer
spending.”

Fastest Growing Product Categories

An analysis of sales growth for select product gaties revealed that Apparel and Accessories was on
of the fastest growing categories in 2005, risiigp8rcent above 2004 sales to $12.2 billion. Coressm



increased comfort in purchasing online led to ggrparformance in a broad range of products, as
evidenced by exceptional growth in categories ragfiiom Home & Garden (32 percent) to Jewelry &
Watches (27 percent) and Furniture (24 percent).

Sales Growth for Selected Product Categories
Percentage Change - 2005 vs. 2004
Non-Travel Online Consumer Spending
Excludes Auctions and Large Corporate Purchases
Source: comScore Networks
Full Year

2005 vs. 2004
Apparel and Accessories 36%
Computer Software (excludes PC Games) 36%
Home & Garden 32%
Toys & Hobbies 32%
Jewelry & Watches 27%
Event Tickets 26%
Furniture 24%
Flowers, Greetings & Gifts 23%

Trended Weekly Online Retail Sales — Holiday Season

Holiday Online Retail Sales
Source: comScore Networks
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Please contact press@comscore.com to receive the data behind the above for use in graphical representation.



About comScore Networks

comScore Networks provides unparalleled insight adnsumer behavior and attitudes. This capaligity
based on a massive, global cross-section of marezhmillion consumers who have given comScore
explicit permission to confidentially capture theiowsing and transaction behavior, including aakmd
offline purchasing. comScore panelists also paite in survey research that captures and integrate
their attitudes and intentions. Through its prajag technology, comScore measures what matteosscr
a broad spectrum of behavior and attitudes. comeSmmnsultants apply this deep knowledge of
customers and competitors to help clients desigvepoll marketing strategies and tactics that delive
superior ROIl. comScore services are used by glebders such as AOL, Microsoft, Yahoo!, Verizon,
Best Buy, The Newspaper Association of Americahdiie Interactive, ESPN, Nestlé, MBNA, Universal

McCann, the United States Postal Service, Merck@uitz. For more information, please visit
WWW.COmscore.com




