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NIELSEN//NETRATINGS REPORTS THAT 459 MILLION PEOPLE
HAVE INTERNET ACCESS WORLDWIDE

Second Quarter Global Internet Trends Report Finds Ample Opportunity
For PC Sales in the Global Market

More than Half the Internet Users in Latin America
Surf from a Location Other than Home

STAMFORD, CT - August 27, 2001 - Nielsen//NetRatings, the world’s fastest
growing Internet audience measurement service, today released its Second
Quarter 2001 Global Internet Trends report on Internet access and penetration,
estimating that a total of 459 million people now have home-based Internet access

around the world. The Q2 results show an increase over Q1 of 30 million people
worldwide with home-based Internet access.

The report measures the Internet populations in 30 countries in North America,
Europe/the Middle East/Africa, Asia/Pacific and Latin America. With the addition of
Argentina, India, South Africa and Israel this quarter, Nielsen//NetRatings now
measures 93% of the estimated global home-based Internet access.

In Q2, the US and Canada accounted for 40% of the world’s Internet population,
down slightly from 41% in Q1. Europe/the Middle East/Africa remained static with
27% of the world’s Internet population, followed by Asia/Pacific with 22%, up from
20% in Q1, and followed by Latin America, also static at 4%.

The Q2 Global Internet Trends report also found substantial opportunities in the
global PC consumer market.

“In terms of penetration levels, about 65% of households with telephones in South
Korea, Sweden and Australia have PCs at home,” said Richard Goosey, chief of
measurement science and analytics, Nielsen//NetRatings. “Itis interesting that a
number of well developed European markets are way behind these levels:
Germany with 48%, UK with 46%, Italy with 41% and France with 34%. Because
of their relatively large population bases and their high disposable incomes these
markets present a great opportunity for PC manufacturers in the consumer market.
Through increased marketing efforts they should be able to lift the penetration
rates of these countries up to at least 50%, generating about 18 million sales.”

Goosey also noted thata number of other European and Asia/Pacific markets
present similarly strong growth opportunities while the developing markets of
Argentina, Brazil, Mexico and South Africa, with their low percentage of
households with home PCs, have a long way to go to catch up (see Table 1).
“Global PC manufacturers face considerable challenges relating to product
differentiation through marketing, distribution channels and the equity of their
brands in each market,” he said. “But at the other end of that challenge isthe



opportunity to increase sales by millions of units at a time when the US PC market is leveling off.”

The findings are from the Nielsen//NetRatings Global Internet Trends service, a quarterly
subscription service reporting key Internet statistics and attitudes drawn from more than 40,000
surveys conducted between April and June 2001 using consistent research methodology. The Q2
reports cover: Austria, Belgium/Luxembourg, Denmark, Finland, France, Germany, Ireland, Israel,
Italy, Netherlands, Norway, Spain, South Africa, Sweden, Switzerland, UK, Australia, Hong Kong,
India, New Zealand, Singapore, South Korea, Taiwan, Argentina, Brazil, Mexico as well as select

measures for the US, Canada, and Japan.

Table 1. Households with at least one PC at Home*
*Among households with fixed line telephone(s)

Number of % of % of
Households Households | Households
with at least with Multiple | with one PC
one PC PCs
Germany 17,078,000 24 48
UK 10,542,000 26 46
South Korea 8,782,000 11 68
Italy 8,080,000 14 41
France 7,496,000 15 34
Netherlands 4,177,000 25 62
Australia 4,481,000 26 65
Brazil 4,334,000 12 27
Spain 3,805,000 12 34
Taiwan 3,762,000 26 59
Sweden 2,601,000 23 65
Argentina 2,086,000 8 35
Belgium/Luxembourg 1,941,000 19 47
Mexico 1,886,000 12 24
India 1,612,000 5 12
Switzerland 1,605,000 20 56
Austria 1,509,000 21 52
Denmark 1,501,000 26 62
Hong Kong 1,218,000 22 59
Norway 1,055,000 23 60
Israel 920,000 13 57
Finland 896,000 20 51
South Africa 783,000 15 25
New Zealand 681,000 22 58
Singapore 596,000 22 64
Ireland 446,000 16 45

Source: Nielsen//NetRatings Global Internet Trends, Q2 2001

More than one PC in the Home

Goosey noted that Australia, Taiwan, Denmark, UK and Netherlands lead the way with over one in
four households who own one PC also owning a second PC.

Goosey also noted that the data shows an opportunity for PC manufacturers to market to
consumers who would be open to acquiring a second home PC. “For those consumers who



already have a PC at home it may not be all the difficult to persuade them to buy a replacement so
that they can upgrade, or to get a second PC for children or other family members.

“It is interesting that while South Korea has one of the world’s highest penetrations of home PCs,
only 11% of those households have a second PC. If consumer demand could reach the levels
being attained in the lead multiple home PC markets then it would represent an additional
opportunity for two million PC sales just in the home market in South Korea. Many of the northern
European countries and Israel also represent great opportunities for the sale of second PCs to
consumers.”

Out of Home Access on the Rise

The addition of Israel, South Africa, India and Argentina to the Q2 Global Internet Trends report
also marked a departure from previous reports by finding that the most common point of Internet
access in those countries is a location other than home.

“Nielsen//NetRatings has published five Global Internet Trends reports since early 2000,” Goosey
said. “Home has always been by far the most common location for Internet access and use.
However, in Q2 we see for the first time markets with majority numbers of surfers who have
access and who use the Internet from locations other than home, such as work, school, Internet

café, mobile telephone or other access point. This again points to a wide-open global market for
manufacturers of home PCs.”

Goosey noted that out-of-home access is a particularly important location for Internet use among
adults in Latin America. Nearly nine million people— or 51% of the Internet population in Brazil,
Mexico and Argentina — use the Internet away from home. In contrast, the proportion of adults
who use the Internet from a location other than their home PC in Europe/Middle East/Africa is 33%
and in Asia/Pacific is 23%.

“Internet use is clearly an activity engaged in outside the home in Argentina and Mexico, as

surfers in both those countries are actually more likely to have access and to use the Internet from
a location other than home or work,” Goosey said. “Interestingly, in Argentina, a work PC is the
least likely location for Internet use, with only 7% of the Internet population reporting use from their
office PC. In India the situation is similar, as more people use the Internet outside of either work

or home, even though more people have access from home than from work or other locations.”

Both home and work are important sources of Internet access in Europe/Middle East/Africa, with
the proportion of people who have used the Internet at home remaining stable since Q1 and the
proportion of people using the Internet at work rising modestly at around 2%. The two countries
new to the measurement of this region, Israel and South Africa, are on nearly opposite ends of the

spectrum. In South Africa, work access rates equal those of home access, while in Israel, home
access rates are more than double those of access rates from work and other locations.

Nielsen//NetRatings Global Internet Trends measures more than 30 factors, including: the number
of total households and people with Internet access at home or other locations; the demographic
breakdown of the home Internet population; home PC ownership; rates of use of home PC’s for
connection to the Internet; the period of time when Internet access was acquired in a household or
is expected; the number of fixed and mobile telephones per household, and the level of online
purchasing.

About Nielsen//NetRatings

Through strategic partnerships between NetRatings (NASDAQ: NTRT), Nielsen Media Research
and ACNielsen, the Nielsen//NetRatings Internet audience measurement service collects reaktime
data from more than 225,000 individuals with access to the Internet in 28 countries around the



world. Nielsen//NetRatings uses unique technology capable of measuring both Internet use and
advertising to provide the most timely, accurate and comprehensive Internet usage data and

advertising information in the global marketplace. For more information, please visit www.nielsen-
netratings.com.
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