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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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Rest of the
World
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8.4% Middle East
Asia Pacific - Africa

40.1%

us

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

_making multimedia, video, and collaborative contentimmediately 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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The Majority of Top Propert.

from Outside the US

Total Worldwide
Unique Visitors (MM)

AThe top 10 Global Properties
vanoor sites [ IEEAT oss attract a majority of Unique

Visitors from outside the US;

Wikimedia : : :
Foundation Sites ._ 408 Google Sites and Microsoft Sites

attain 84% and 82% of their
Amazon Sites .- 245 audience from non-US countries,

respectively.
AOL, Inc. -- 232

US Audience Non-US Audience

AAll top sites have experienced a

Apple Inc. .- 228 shift in visitor composition to a

more international audience: non-

Ask Network .- 295 US visitors now represent 78%
and 82% of Facebo

CBS Interactive .- - Wi ki medi ads Vvisit
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Is the US Internet Really Still Growing?
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Total Unique Visitors (000) == Average Daily Visitors (000)

Total US Internet Engagement

=&— Average Minutes per Visitor == Average Visits per Visitor
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AYes, the US
Internet is still
growing, albeit
not as quickly as
it once was.

AThe 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.

Source: comScore Media Metrix, October 2010




What Online Categories are Driving Web Usage®?

categories such as Portals, Entertainment and Conversational Media.

Top Categories Reach Top Categories Engagement

100% _-- -- YIY % YIY % change

change 400
9% 300
90% = 200
85% l 100 I i i +14%
80% - 0 | | | l
NS

Reach

Average Minutes/UV

X NG &
S o° NS
. Q(QQ @‘5\\ O(\(b (Qo(\ Q) . Qé\\ Vp %Qo
& & U & & &
\ef\ Q& L \éq’
SN D >
(%) é ®®' AQJ
& 9 S
P ©

(' CO m S CO R E. © comScore, Inc. Proprietary and Confidential. 8 Source: comScore Media Metrix, October 2010




Unique Visitors to social networking sites have increased 15% year

over year

Since October of 2009 LinkedIn has become the 3" 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

Searches for health
insurance companies
rose 56%
year over year.
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Number of Searches for Health
Insurance Companies
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Online Health Insurance

A With the push from healthcare
reform eHealthlnsurance.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.

A eHealthinsurance.com
Receives nearly 30% of all Paid
Clicks for searches including
the term O6Heal't
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EHEALTHIMSURANCE.COM (clicks) EHEALTHINSURAMCE.COM (paid clicks) ======

Acina Inc. [clicks] Actno Inc. (poid dicks] ======"

HEALTHIMSURAMCE ORG (clicks) HEALTHIMEURAMCE.ORG (paid clicks)

WellPoind, Inc. (clicks] ‘WellPoint, Inc. (poid clicks) ======"

MEDHEALTHINSURAMCE COM (clicks) =—— MEDHEALTHINSURANCE.COM (paid clicks) ======"

Humana [clicks) Humana (paid dlicks]
Micrasaft Sites (clicks] Microsoft Sites (poid clicks)
Mew York Times Digital [clicks) Mew York Times Digital (paid clicks|
Google Sites [dicks] Gaogle Sites (paid dlicks|

UnitedHezalth Grouwp [clicks) UnitedHealth Group (poid clicks)
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Online Video Viewing Is Growing Strongly with Significant Growth

Potential

Value Drivers of Online Video

Advertising

A Reach of elusive audiences
A Better engagement
A However, monetization is still a big

challenge:

A User experience
A Rights for UGC (User
Generated Content)

US Video Viewers 179MM
% Of Internet Users Who Viewed 849

At Least One Video 0

% of Video Viewers Who Viewed 7704

At Least One Ad Video 0
Total # of Viewed Videos 36.6B
YoY Growth in Video Views 22%
Videos per Viewer 204
Viewing Time per Viewer 15 hrs
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U.S. Online Video: More viewers are consuming much more video

content than a year ago

U.S. Video Viewing and Engagement Metrics for October 2010 vs. 2009
Source: comScore Video Metrix
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Males Are More Engaged Online Video Viewers than Females

Video Activity By Gender

® Females Males
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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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2 8 8 &5 5 5 8 5 5 % 5 5 5 ASpecifically, Hulu

—— Total Minutes (MM) =@~ Videos (MM) is now the 10th

most popular

_ October 2009 October 2010 content video

Hours per Viewer 10.8 > 15.0 D0
Videos per Viewer 167.1 > 204.4
Minutes per Video 3.9 > 44
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Global Search Market Growth of 9 Percent Y/Yi More Than 3.1 Million

Searches per Minute

30,000 1 Top 10 Countries by Number of Searches (MM) Conducted* AGoogle sites
25,000 - m Oct-09 account for
20,000 - = Oct-10 nearly two-
15.000 4 thirds of the
’ 138.9 billion
10,000 - ‘ ‘ ‘ searches
5,000 - ‘ ‘ ‘ conducted
N B B sl B ol e R
United China Japan United France Germany Brazil Korea Russian Canada October.
States Kingdom Federation . :
ABaidu, a
Chinese
188’888 based search
80,000 - Top 10 Search Properties by Searches (MM) Conducted  5.i.o9 engine,
70,000 -

: bypassed
60,000 - ® Oct-10 :
50,000 - Yahoo! Sites
40,000 1 as the second
30,000 - :
m e e® B
10,000 search

.{@6 \o“’ . {@a . {@e g \\o° : {@e ) 08. 06‘ p I‘O p er:ty,
< S & S & & & e & & recording over
R & 11 billion
*Searches based on fAexpanded searcho definition, which i ned notbeys searchesin

the core search engines.
**Conduit.com did not have any search activity in October 2009. The first month of activity in gSearch was December 2009.

October 2010.
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Search is the entry point to the web, even when the visitor knows the

domain they are looking for.

NnFacebooko and AYouTubeo are the m
Google YaHoO!
1 FACEBOOK 1 FACEBOOK
2 YOUTUBE 2 YOUTUBE
3 persons name 3 GOOGLE
4 CRAIGSV/ 4  persons name
5 YAHOO 5 CRAIGSLIST
6 FACEBOOK LOGIN 6 YAHOO MAIL
7  WALMART 7  WALMART
8 MAPQUEST 8 FACEBOOK.COM
9 HOTMAIL 9 EBAY
10 AMAZON 10 MYSPACE

(l COI I I S CO RE. © comScore, Inc. Proprietary and Confidential. 19 Source: comScore, Search Term Report, December 2010




gSearch 2.0: Trends in the Search Market

27 billion searches were performed in October 2010, which marked an

23% growth rate over October 20009.
October 200

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

: 4.9 5.4 5.8 6.0
' 22.3 22. 3.2 22.3 23.9 . _4

Oct-09 Jan-10 Apr-10 Jul-10 Oct-10

+23%
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Trends i n the Search

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.

Unique Searchers vs. Search Intensity
Changevs.
ctober 200

122.7

—

o 114.4 118.1 119.2 119.5
e

. 109.0 108.7 110.
106.6 107.2 107.4 1080 ..

v

Searches Per Searcher

206.7 207.9 211.7 2144 216.0 219.0 217.7 2204 2179 215.1 216.5 217.8 220.1

H H H H H H H H H H H H HUnqueSearchers

Oct-09 Jan-10 Apr-10 Jul-10 Oct-10
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gSearch 2.0: Trends i n the Search

While all searcher segments increased their search intensity, Medium Searchers and
Light Searchers outpaced Heavy Searchers in year-over-year growth

Contribution of each -
Search Intensity
segmentto total searches hange vs
Searches per Searcher ctober-0

Percentage of Searches 379.4

e@

041 115.4 (_'_230/)
Oct-09 Jan-10 Apr-10 Jul-10 Oct-10
i Heavy Searchers (Upper 20%) i Moderate Searchers (Middle 30%) ' Light Searchers (Bottom 50%)
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gSearch 2.0: Leading Search Properties

Microsoft showed a 58% increase in searches, while AOL was the
only major search property to lose search volume

Leading Search Properties: Searches (MM)

Change vs.
October-0
i 16,284
16,000 / @ Google Sites >
140004 _ -~
12,000 -
10,000 -
8,000 - @ Yahoo! Sites )
6,000 1 Microsoft Sites>
4,000 - 3,493
—
2,306 @ Ask Network )
2,000 T 776
— @ )
0 AOL, Inc.
Oct-09 Jan-10 Apr-10 Jul-10 Oct-10
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Al t hough Search Engines Ar e

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.

Share of Search Growth by Search

Searches (Billions) Engines and Non-Search Engines

HTotal Change vs.
4 Non-Search Engines October-09

H Search Engines

16.9 Billio

\_+23%_ )

R

4 Search Engines
October 2009 October 2010

H Non-Search Engines
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gSearch 2.0: Alternative Search Properties

Among the top alternative search properties, eBay leads the pack with 757MM
searches, while Facebook.com has the strongest year-over-year growth at

Amazon Sites

300 ‘ >
232.5 Sele%) Fox Interactive>

200

103%.
Alternative Search Properties: Searches (MM)

Change vs.

October-0
800 756.6 @ >

eBay
700 P 725.6
670.4 —

600 craigslist, inc. >
500 @ Facebook.com
400 @

163.7
100

Oct-09 Jan-10 Apr-10 Jul-10 Oct-10
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Blended Search Continues Growth Across Multiple

Search Engines

Blended Search, al so known as AUni versal| Se
incorporating results from non-web sources (like books, videos, and images)
into regular web search results.

Total Searches
October 2010

® Blended

® Non-
Blended

Over 1/4 of all searches displayed
a blended search
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