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Agenda 

ï The Internet from a global perspective ï then and now 

 

Á The Web in Europe 

 

Á Mobile Internet 

 

Á The Success of the Internet ï Online Advertising 

 

Á Summary 
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The Worldwide Web 

The Balance has shifted 
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Then and Now 

66% 

13% 

34% 

87% 

1996 2011 

US Internet Population vs. Rest 
of the World 

US Audience RoW Audience 

Source: comScore Media Metrix, September 2011 

41% 

26% 

15% 

9% 

9% 

Distribution of Worldwide 
Internet Population 

    Asia Pacific     Europe 

    North America     Latin America 

    Middle East - Africa 
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Remember This?  

1995 2011 
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Whatôs Changed? 

Source: comScore Media Metrix, September 2011 

1996 2011 

Market Cap of $585m Market Cap of $20bn 

Didnôt Exist! Market Cap of $192bn 

Less than 100m people online 

globally 

1.4bn people online 
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The Web in Europe 
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Sizing the Markets in Europe 
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Total Online Populations (aged 15+) 

Source: comScore Media Metrix, September 2011 

373m People Online in Europe 
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How Has That Changed? 
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Year on Year Increase in Online Population 

Source: comScore Media Metrix, September 2011 vs. September 2010 ï Note: 

Enumeration changes in Ireland and UK mean no comparison is available 
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Who Are the Web Visitors in Europe? 

23.3% 

24.0% 

20.8% 

16.7% 

15.2% 

Age Composition of European 
Web Browsers 

Age 15-24 Age 25-34 Age 35-44 

Age 45-54 Age 55+ 

Source: comScore Media Metrix, September 2011 

52.3% 

47.7% 

Gender Composition of 
European Web Browsers 

Male Female 
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And What do They do When Theyôre Online? 

60.6% 

63.1% 

68.6% 

76.7% 

78.0% 

78.4% 

79.1% 

92.4% 

93.3% 

97.3% 

Business/Finance 

Blogs 

e-mail 

Multimedia 

Retail 

Technology 

News/Information 

Social Networking 

Search/Navigation 

Portals 

Reach of Leading Categories Online 

Source: comScore Media Metrix, September 2011 
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How Long Are People Spending Online? 
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Average Time Spent Online (hours) per User in European Markets 

Source: comScore Media Metrix, September 2011 
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Who are the Leading Players? 
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Leading Web Properties Ranked by European Visitors 

Source: comScore Media Metrix, September 2011 
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The Mobile Internet 
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The EU5 Mobile Universe - Overview 

Product: MobiLens 

Data: Three month average ending June 2011 

Country: EU5, N= 66,737 

Total EU5 Mobile Universe: 233,500,000 
   

Vodafone , 
19% 

Other , 17% 

Telefonica 
(O2; 

Movistar) , 
15% 

France 
Telecom 
(Orange), 

15% 

Deutsche 
Telekom (T-
Mobile) , 7% 

Telecom 
Italia (TIM) , 

7% 

SFR , 6% 

Wind , 5% 

Bouygues, 
4% 

Hutchison 
Whampoa 

(3) , 3% 

Virgin Media 
, 2% 

KPN (E-
Plus) , 1% 

Operator Share 

Motorola, 
4% 

Nokia , 
33% 

Samsung , 
23% 

Sony 
Ericsson, 

10% 

LG , 7% 

RIM, 3% 

Apple, 7% 

HTC , 4% 
Other , 

8% 

OEM Share 
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Top 10 Newly Acquired Devices ï EU5 Region  

Product: MobiLens 

Data: Three month average ending June 2011 

Country: EU5, N= 66,737 

1.Apple-iPhone 4 16GB 

 

481,000 

2.HTC ï Wildfire  

 

256,000 

3.Samsung ï Galaxy Ace 

S5830 

194,000 

4.RIM ï BlackBerry Curve 

8520 

190,000 

 

5.Samsung ï Galaxy S I9000 

8GB 

181,000 

 

6.Apple ï iPhone 4 32GB  

 

158,000 

7.Apple ï iPhone 3G S 32GB 

 

125,000 

8.Nokia ï C5-03 

 

124,000 

9.Apple ï iPhone 3G S 8GB 

 

120,000 

10.Nokia ï 2720 Fold  

 

100,000 
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Browser and Application Usage Showing Continuous Growth 

ÁBrowser and application usage continues to grow, both on a similar level.  

Á 40% of the EU5 mobile market now use apps or their mobile browser 

Product: MobiLens 

Data: Three month average ending June 2011 

Country: EU5, N= 66,737 
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29.2% Growth 26.2% Growth 
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The Average iTunes Apps User has Downloaded 70 Apps  in Total 

Á The average paid apps downloader has downloaded 16 paid apps  

 

 

Product: iTunes App Tracker 

Data:  Downloads Ever ï June 2011 

Country: EuroZone (FR, DE, IT, ES) 

Rank Title Developer Genre Free / Paid 
% Reach of all Apps 

Downloaders 

1 Facebook Facebook Social Networking           -    36.3% 

2 Skype Skype Software S.a.r.l Social Networking           -    35.4% 

3 Google Earth Google Travel           -    35.4% 

4 Paper Toss Backflip Studios Games           -    24.4% 

5 Shazam Shazam Entertainment Ltd. Music           -    24.0% 

6 Touch Hockey: FS5 (FREE) FlipSide5, Inc. Games           -    19.8% 

7 Windows Live Messenger Microsoft Corporation Social Networking           -    19.7% 

8 Bump Bump Technologies LLC Social Networking           -    18.2% 

9 WhatsApp Messenger WhatsApp Inc. Social Networking        0.99  17.2% 

10 Viber - Free Phone Calls Viber Media, Inc. Social Networking           -    16.1% 

Top 10 iTunes Apps - EuroZone 
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Web and App Advertising Becoming More Frequent in EU5 

Á The overall recall of web/app ads has grown by 24% since August 2010 

Á The group of 25-34 year olds seems to have the best recollection of seeing ads on their phone, therefore 

they are the ideal target group for banner ads 

 

Product: MobiLens 

Data: Three month average ending June 2011 

Country: EU5, N= 66,737 
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Frequency of Recalling Seeing 
a Web/App Ad 

Almost every day  

At least once each week  

Once to three times throughout the month 

10% 

22% 

28% 

19% 

11% 

11% 

0% 5% 10% 15% 20% 25% 30% 

    13-17  

    18-24 

    25-34  

    35-44  

    45-54  

    55+ 

% Recall Seeing a Web/App Ad 

Age of Mobile Owners Who 
Recall Seeing a Web/App Ad 
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The Success of the Internet ï Online Advertising 
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European Advertising Spend So No Signs of Slowing Down 
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Source: Zenith Optimedia 2011 Advertising Expenditure Forecasts 
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FACT: The Best Brands are Seen and Not Just Shared 

Making Measurement Make Sense: 

Five guiding principles of digital measurement 

 

ÁPrinciple 1:  Move to a óviewable impressionsô standard and count real 

exposures  online 

ÁPrinciple 2:  Online advertising must migrate to a currency based on audience  

 impressions, not gross ad impressions 

ÁPrinciple 3:  Because all ad units are not created equal, we must create a 

 transparent classification system 

ÁPrinciple 4:  Determine interactivity ómetrics that matterô for brand marketers, so 

 that marketers can better evaluate onlineôs contribution to brand 

 building 

ÁPrinciple 5:  Digital media measurement must become increasingly comparable 

 and integrated with other media 
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Targeting of Ads is Not Always Accurate ï for Example 

Outside
country, 

30% 

Male, 
20% 

Female, 
50% 

50% of exposed consumers outside of planned 

country/gender target 

14.4% 

17.3% 

25.3% 

22.4% 

20.6% 

55+ 

Only 22% of people 

exposed to the 

campaign met the 

targeted age, gender 

and country group 

45-54 

35-44 

25-34 

15-24 

Target for this advertising campaign was 

females age 15-34 i 
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Campaign Essentials 

Benefits For Advertisers, Agencies and Media Owners 

  

Advertisers & Agencies 

 
Verify delivery by demographics & 

geography 

 

Save money with in-flight, 

performance-based optimisation 

 

Customise by placement & 

performance 

 

 

Media Owners & Partners 

 
Increase ad revenue via third-

party validation 

 

Eliminate waste with in-flight, 

performance-based optimisation 

 

Prove delivery against 

demographics & geography 
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Reach, Frequency & GRP Reporting 
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Primary & Secondary Audience Analysis 
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Online Campaign Reporting is Equal to TV Campaign Reporting 

True People-Based Measurement 

 

Campaign Reporting Throughout Campaign 

 

Comparison Between Online & Offline 

 

Consistent End-to-End Approach 

 

 

 

st 

Now available in Turkey 
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Online Campaign Essentials  Reporting 


