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comScore Customer Knowledge Platform: 
A granular 360 view of the multitude of online activities of 2MM global users

Designed to be representative of the total online population.

TRUSTe certified for information privacy & security.



3© comScore, Inc.  Proprietary and Confidential. 

Agenda

ÁWorldwide Context

ÁUS Vital Signs

ÁState of the Internet

ïVideo

ïSearch

ïMobile

ïeCommerce

ïDisplay Advertising



4© comScore, Inc.  Proprietary and Confidential. 

ÁIn 1996, 2/3 of the worldôs Internet population was in the US, yet today Asia Pacific is the largest 

region.

ÁMany emerging regions are likely to bypass old modes, skipping dial-up to go straight to broadband, 

making multimedia, video, and collaborative content immediately accessible.

ÁEarly adoption of mobile web in addition to PC web will likely be popular in many of these high-

growth areas.

15.7%

8.3%

8.4%

40.1%

27.5%

October 2010

Middle East 

- Africa

Europe

North 

America

Asia Pacific

Latin 

America

Distribution of Worldwide Internet Audience

66%

14%

34%

86%

1996 2010

US Internet Population vs. Rest of the World

Rest of the 

World 

US

The US Is No Longer the Center of the Online Universe
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The Majority of Top Propertiesô Audiences are Coming 

from Outside the US
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ÁThe top 10 Global Properties 

attract a majority of Unique 

Visitors from outside the US;  

Google Sites and Microsoft Sites 

attain 84% and 82% of their 

audience from non-US countries, 

respectively.

ÁAll top sites have experienced a 

shift in visitor composition to a 

more international audience: non-

US visitors now represent 78% 

and 82% of Facebookôs and 

Wikimediaôs visitors, respectively.

84%
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Is the US Internet Really Still Growing?

Total US Internet Users
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+33%

+7% ÁYes, the US 

Internet is still 

growing, albeit 

not as quickly as 

it once was.

ÁThe growth in 

Average Daily 

Visitors as well 

as the increase 

in Average Visits 

per Visitor 

demonstrates 

the continued 

importance of 

the internet in 

daily life.

Total US Internet Engagement
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Source:  comScore Media Metrix, October 2010
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What Online Categories are Driving Web Usage?

The 31+ hours the average user spends online is divided among several key content 

categories such as Portals, Entertainment and Conversational Media.

Top Categories Reach Top Categories Engagement

Source:  comScore Media Metrix, October 2010
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Unique Visitors to social networking sites have increased 15% year 

over year
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Since October of 2009 LinkedIn has become the 3rd most popular 

social networking site, a likely effect of the perpetually weak job 

market.  Facebook demonstrated the highest growth from October 

2009, with MySpace continuing to decline YoY in unique visitors.
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Current Events: Healthcare Reform Efforts Visible Online
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Searches for health 

insurance companies 

rose 56%

year over year.

Source:  comScore Marketer October 2010

+56%
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Online Health Insurance

ÁWith the push from healthcare 

reform eHealthInsurance.com, a 

national insurance marketplace 

that lists sales quotes for 

various health insurance plans, 

saw more than double the total 

clicks and quadruple the paid 

clicks as competing sites year 

over year. 

ÁeHealthInsurance.com 

Receives nearly 30% of all Paid 

Clicks for searches including 

the term óHealth Insuranceô

Source:  comScore Marketer October 2010
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Online Video Viewing Is Growing Strongly with Significant Growth 

Potential

October 2010

US Video Viewers 179MM

% Of Internet Users Who Viewed 

At Least One Video
84%

% of Video Viewers Who Viewed 

At Least One Ad Video
77%

Total # of Viewed Videos 36.6B

YoY Growth in Video Views 22%

Videos per Viewer 204

Viewing Time per Viewer 15 hrs

ÁReach of elusive audiences

ÁBetter engagement

ÁHowever, monetization is still a big 

challenge:

ÁUser experience

ÁRights for UGC (User 

Generated Content)

Value Drivers of Online Video 

Advertising

Source:  comScore Video Metrix,  October 2010
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U.S. Online Video: More viewers are consuming much more video 

content than a year ago

Videos (000)

+31%

Videos per Viewer 

+22%

Minutes per Video

+13%

Source:  comScore Video Metrix,  October 2010
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Males Are More Engaged Online Video Viewers than Females

Source: comScore Video Metrix, October 2010

Video Activity By Gender
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Time Spent Streaming Jumps as Long-Form Content Floods the Web
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ÁSites heavy with 

long-form content 

have burst onto 

the scene over 

the past year, 

contributing to 

the increase in 

time spent 

streaming.

ÁSpecifically, Hulu 

is now the 10th

most popular 

content video 

property.

+31%

October 2009 October 2010

Hours per Viewer 10.8 15.0

Videos per Viewer 167.1 204.4

Minutes per Video 3.9 4.4

Source:  comScore Video Metrix, October 2010

+48%
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Global Search Market Growth of 9 Percent Y/YïMore Than 3.1 Million 

Searches per Minute
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Top 10 Search Properties by Searches (MM) Conducted
Oct-09

Oct-10

+24% +12% +100%+5%+23%+51%+27%+134%+25%

+2%

*Searches based on ñexpanded searchò definition, which includes searches at the top properties where search activity is observed, not only 

the core search engines.

**Conduit.com did not have any search activity in October 2009.  The first month of activity in qSearch was December 2009.

ÁGoogle sites 

account for 

nearly two-

thirds of the 

138.9 billion 

searches 

conducted 

worldwide in 

October.

ÁBaidu, a 

Chinese 

based search 

engine, 

bypassed 

Yahoo! Sites 

as the second 

most active 

search 

property, 

recording over 

11 billion 

searches in 

October 2010.

Source:  comScore Press Release October 2010: comScore qSearch
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Search is the entry point to the web, even when the visitor knows the 

domain they are looking for.

ñFacebookò and ñYouTubeò are the most frequently searched terms.

1 FACEBOOK

2 YOUTUBE

3 GOOGLE

4 persons name

5 CRAIGSLIST

6 YAHOO MAIL

7 WALMART

8 FACEBOOK.COM

9 EBAY

10 MYSPACE

1 FACEBOOK

2 YOUTUBE

3 persons name

4 CRAIGSLIST

5 YAHOO

6 FACEBOOK LOGIN

7 WALMART

8 MAPQUEST

9 HOTMAIL

10 AMAZON

Source: comScore, Search Term Report, December 2010
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27 billion searches were performed in October 2010, which marked an 

23% growth rate over October 2009.

qSearch 2.0: Trends in the Search Market

Source: comScore qSearch 2.0, October 2010
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Search growth drove the increasing base of unique searchers (220MM in 

October 2010); search intensity also increased by 15% versus October 2009.
The increased search intensity is also evidenced in a 9.8% increase in Searches per Usage Day to 

9.4 in October 2010.

qSearch 2.0: Trends in the Search Market, contôd

Source: comScore qSearch 2.0, October 2010
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qSearch 2.0: Trends in the Search Market, contôd

While all searcher segments increased their search intensity, Medium Searchers and 

Light Searchers outpaced Heavy Searchers in year-over-year growth

Source: comScore qSearch 2.0, October 2010
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qSearch 2.0: Leading Search Properties

Source: comScore qSearch 2.0, October 2010

Microsoft showed a 58% increase in searches, while AOL was the 

only major search property to lose search volume
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14.0 16.9

8.0
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22.0
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Total

Non-Search Engines

Search Engines

Although Search Engines Are Still the Major Players, Search Isnôt 

Confined to the Engines Anymore

Site search (non-search engine search) continues to show higher year over year 

growth than search engines, but still represents a smaller percentage of overall 

searches.

+23%

Source: comScore qSearch 2.0; ñSearch Enginesò defined as properties falling 

under the Search/Navigation category in qSearch , October 2010

58%

42%

Search Engines

Non-Search Engines

16.9 Billion

10.1 Billion

Share of Search Growth by Search 

Engines and Non-Search Engines

Change vs. 

October-09

+26%

+20%

October 2009                   October 2010

Searches (Billions)
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qSearch 2.0: Alternative Search Properties

Source: comScore qSearch 2.0, October 2010

Among the top alternative search properties, eBay leads the pack with 757MM 

searches, while Facebook.com has the strongest year-over-year growth at 

103%.

Change vs. 

October-09

-66%

eBay+23%

craigslist, inc.+22%

Amazon Sites+10%

Facebook.com+103%
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Blended Search Continues Growth Across Multiple 

Search Engines

Blended Search, also known as ñUniversal Searchò or ñSearch 3.0,ò is 

incorporating results from non-web sources (like books, videos, and images) 

into regular web search results. 

26%

74%

Total Searches 
October 2010

Blended

Non-
Blended

Over 1/4 of all searches displayed 

a blended search

comScore/RankAbove ñBlended Search and the New Rules of Engagementò, 

October 2010 Custom Reporting


