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Throughout the year, pundits, analysts and researchers — eMarketer included —
issue a stream of projections about the internet and e-business: How many
people are online in the US? How big will this year’s online holiday shopping
number be? How fast is broadband access growing worldwide?

Wouldn’t it be interesting, once the year is over, to take a look back at all
the major predictions, ours included, and find out just how accurate those
numbers were?

Well, that’s exactly what we’ve decided to do in this brief report, as
eMarketer reviews the key e-business projections made by major
researchers for 2001.

Why? Because this will help e-business and marketing executives
separate the hype from the reality. In addition, by explaining why and how
the numbers differed, with a focus on different methodologies and
definitions used, we believe we can help you discern which numbers and
sources to trust, and therefore make better decisions for your business.

However, despite the fact that the numbers from the leading researchers
seem to point in different directions, they all agree on the long-term trend:
the internet and e-business are here to stay. And they are becoming more
important to almost all businesses day after day. 

But understanding the true progress and pitfalls of the internet over the
course of 2001 requires some due diligence. There was plenty of hype from
news organizations, wildly absurd projections from some market
researchers and disagreement about trends among analysts at investment
banking firms and consultancies.

In the pages that follow, eMarketer will try to provide an objective
evaluation of where the internet and e-business are today. We will do this
by evaluating a wide variety of leading research organizations and their
respective estimates and projections for six key areas of e-business:

■ Internet Usage
■ Broadband Penetration
■ Wireless Penetration
■ B2C E-Commerce
■ B2B E-Commerce
■ Online Advertising

NOTE: Throughout this report, you will see references to the “benchmark”
or “baseline” number. For example, in the section on worldwide internet
users, we refer to the International Telecommunication Union as the
baseline for that number. For a complete discussion of how and why
eMarketer uses benchmarks, please see Appendix A. on Page 26.
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A. Internet Users
How many people were online around the world in 2001? That depends.

Here are the numbers that several leading research firms forecasted for
the year:

eMarketer’s figure of 446 million was determined by starting with the
baseline number for the previous year from the International
Telecommunication Union (ITU), which eMarketer considers to be the
benchmark source for this information. That number was 352 million
people. Our analysts then reviewed the various projections for 2001, taking
into account differing methodologies and definitions, and arrived at the
eMarketer projection.

That projection, 446 million internet users, represents a 26.6% increase
from 2000. Moreover, with 446 million online in 2001, the internet
penetration rate is now just over 7% of the world’s total population, as
estimated by the Census Bureau at 6.2 billion. The official ITU number for
2001 is expected to be published in the first quarter of 2002.

Researchers measuring the number of US internet users are more
divergent in their forecasts, ranging from 83 million to 172 million. Much
of this disparity is a result of different definitions being used. For instance,
NetValue’s low-ball figure of 82.7 million counts only home users, whereas
most other researchers also include those who access the internet from
work, school and other locations. In addition, some researchers, such as
Cyber Dialogue, include only adults 18+, while most others include all
ages. Finally, the researchers employ different definitions for what
constitutes an internet user, based on frequency of usage (e.g., once every
month, every six months or “ever used”). 

Comparative Estimates: Internet Users Worldwide,
2001 (in millions)

Ipsos-Reid 400.0

Gartner Dataquest 403.9

eMarketer 445.9

Nielsen//NetRatings 474.2

Computer Industry Almanac (CIA) 538.5

Note: eMarketer's year 2000 baseline is from the International
Telecommunication Union's estimate of internet users aged 2 years and
older, who have accessed the internet within the previous 30 days
Source: eMarketer, December 2001; various, as noted, 2000 & 2001

035629 ©2002 eMarketer, Inc. www. eMarketer.com
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eMarketer’s figure of 119 million online includes all ages and is based on a
usage definition of being online at least once per month, which is
consistent with the definition used by the ITU. A similar estimate, 115
million, is quoted by panel-based rating firm Nielsen//NetRatings, which,
like eMarketer, also includes all ages and is counting users, in this case,
who get online at least once a month.

For more statistics and analysis covering global internet users, visit the
eReports section of http://www.emarketer.com and see the following
reports: Essential E-Business Numbers for Marketers, Europe Online,
eGlobal, eAsia, eLatin America, eCanada, eJapan and eBrazil.

Comparative Estimates: Internet Users in the US, 2001
(in millions)

NetValue (1) 82.7

Cyber Dialogue (2) 87.3

Mediamark Research Inc. (MRI) 101.1

Jupiter Media Metrix 102.1

Morgan Stanley Dean Witter 107.0

Ipsos-Reid 108.0

Pew Internet & American Life Project (3) 110.0

World Bank (4) 112.8

Nielsen//NetRatings 115.2

Scarborough Research (2) 117.0

eMarketer (5) 119.0

Adams Media Research 123.3

Harris Poll 130.5

GartnerG2 140.9

Netsizer: Telcordia Technologies (3) 172.4

Note: (1) home internet usage only; (2) internet users 18+ who access the
internet at least once in a 30-day period; (3) internet users who have ever
used or currently use the internet; (4) have internet access; (5) eMarketer's
year 2000 baseline is from the International Telecommunication Union's
estimate of internet users aged 2 years and older, who have accessed the
internet within the previous 30 days
Source: eMarketer, various, as noted, 2001

035630 ©2002 eMarketer, Inc. www. eMarketer.com
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B. Broadband Penetration in the US
The Organization for Economic Cooperation and Development (OECD)
measured 8.8 million US broadband subscribers in July 2001, an increase
from 6.2 million households at the end of 2000. Using the OECD figures as
its baseline, eMarketer estimated 11.4 million broadband households in the
US at the end of 2001.

As support for this 11.4 million figure, eMarketer looked at the wide-
ranging estimates from numerous research firms. Clearly, the consensus
opinion hovered between 10.7 and 11.8 million US broadband subscribers
by year-end 2001. Estimates from leading research firms, including Parks
Associates, Yankee Group, Forrester, Strategis Group and Paul Kagan
Associates, were all clustered in this range.

One factor explaining the significant variation seen in 2001 projections
is that many broadband providers do not distinguish between broadband
households and small business subscribers to broadband. Therefore, an
accurate assessment of broadband households will always be difficult when
the source data is less than transparent. 
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Comparative Estimates: Broadband Households in the
US, 2001 (in millions)

Photo Marketing Association International, August 2000
8.1

Jupiter Research, December 2000
8.6

Morgan Stanley Dean Witter, July 2000 
9.2

BDRC/European Union, August 2001
9.7

Gartner Dataquest, August 2000
9.8

Adams Media Research, May 2001
10.7

Parks Associates, September 2001
10.7

Yankee Group, October 2001
10.7

Forrester Research, October 2000
11.0

eMarketer, December 2001
11.4

Strategis Group, January 2001
11.6

Paul Kagan Associates, July 2000
11.8

Pioneer Consulting, July 2000
13.5

Net Profit, August 2001
14.4

Harris Interactive, September 2001
14.9

Ovum, October 2000
15.0

Source: eMarketer, December 2001; various, as noted, 2000 & 2001

035631 ©2002 eMarketer, Inc. www. eMarketer.com
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Despite the growth in broadband, however, marketers should take note that
by year-end 2001, 78.7% of all US households were still on dial-up. This
figure will shrink to 54.5% by 2004, according to eMarketer analysis.

For further information about broadband usage in the US and
worldwide, visit http://www.emarketer.com.
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C.Wireless Penetration
At the end of 2001, the Cellular Telecommunication & Internet Association
(CTIA), the established authority on the US cellular market, recorded 128.9
million mobile phone subscribers in the US, representing a healthy 18%
increase from the 109 million subscribers measured at the end of 2000.
[Note: eMarketer embraces CTIA figures as the industry benchmark for
measuring wireless subscriber growth.]

Projections from researchers EMC and Jupiter Research, officially
forecast in 2000 and mid-2001, respectively, proved to be spot on with the
CTIA results. Both researchers successfully predicted 128 million
subscribers by year-end 2001. Close, but not quite on the mark was the
Myers Group with a projection of 130 million. eMarketer’s 2001 projection,
at 125 million, ended up being slightly conservative. 

It would appear there was a considerable surge in mobile phone subscribers
in the weeks immediately following September 11, which likely contributed to
a strong finish for the year (18% growth). This, however, is still a considerable
fall from the growth rate of 27% for the previous year ending 2000.  
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For further information about wireless usage in the US and worldwide,
visit http://www.emarketer.com.

Comparative Estimates: Projections for Mobile Phone
Subscribers in the US, 2000 & 2001 (in millions)

Actual Measurement from CTIA
109.0

128.9

Prudential (2001)
103.0

117.0

eMarketer (2001)
109.0

125.0

EMC (2000)
109.0

128.0

Jupiter (2001)
110.0

128.0

Myers Mediaenomics (March 2001)
107.0

130.0

Sanford C. Bernstein & Co (2001)
112.0

144.0

Merrill Lynch/Dataquest/Global Mobile (2001)
122.0

151.0

2000 2001

Note: eMarketer's year 2000 baseline comes from the International
Telecommunication Union (ITU) which uses CTIA figures for the US market
Source: eMarketer, various, as noted, 2001

035633 ©2002 eMarketer, Inc. www. eMarketer.com
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D. B2C E-Commerce Revenues
No researcher could have predicted the events of September 11th, nor the
impact they would have on the economy and, in particular, online sales. 

By January 2002, however, several research organizations and analysts
had begun to reassess their estimates for online consumer retail sales in the
wake of the terrorist attacks, a worsening economic climate and continued
uncertainty surrounding the war in Afghanistan.

Looking at all of the projections for e-commerce B2C revenues in 2001,
there is a wide range of figures, from $38.7 billion to $81.4 billion.
Definitions, as usual, play a huge role in this disparity (e.g., such as
whether or not the researcher includes travel). However, among the triad of
Forrester, Jupiter and eMarketer, there is remarkable convergence at the
$50 million level (note: all three figures include travel). 

So who was right? Although definitive results for 2001 e-retail sales
from the US Commerce Department are not due to be released until late
February 2002, all indications are that B2C did indeed reach the $50 billion
mark in 2001. A critical confirmation of this came in January 2002 from
comScore Networks, a firm which measures e-retail sales by continuously
monitoring the online buying activity of a cross-section of 1.5 million
internet users. According to their January 16, 2002 press release, comScore
Networks announced that consumer e-commerce, including travel, totaled
$53.0 billion in 2001.

Comparative Estimates: Projections for US B2C
E-Commerce Revenues, 2001 (in billions)

Datamonitor $38.7

Dataquest $39.3

Cyber Dialogue $41.0

Gartner Group (North America) $48.7

Jupiter Research $50.2

eMarketer* $50.6

Forrester Research $51.1

Yankee Group $57.2

GartnerG2 $61.8

Boston Consulting Group $65.0

Giga Information Group $72.7

International Data Corporation (IDC) $81.4

Note: *eMarketer benchmarks its online consumer retail revenue figures
against US Department of Commerce data, for which the last period
measured was Q3 2001; eMarketer also includes online travel in its B2C
estimates, while the Commerce Department does not
Source: eMarketer, December 2001; various, as noted, 2000 & 2001

035635 ©2002 eMarketer, Inc. www. eMarketer.com
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Online consumer sales in 2001 were driven by a large increase in new
online buyers, whose ranks swelled from 42 million in 2000 to 57.5 million
by year-end 2001, according to eMarketer data.

Helping online marketers stay on top of rapidly changing e-commerce
growth trends today are three key research groups — comScore, mentioned
above, and two joint tracking surveys measuring web purchasing activity:
the Forrester Online Retail Index (in conjunction with Greenfield Online)
and e-spending data compiled from Goldman Sachs, Harris Interactive and
Nielsen//NetRatings.

The following chart shows how numbers from these three research firms
stack up against each other for the October – December 2001 period.
eMarketer believes the comScore data, which is based on an extrapolation
of actual transactions rather than surveys recording peoples’ guesses about
their past buying behavior, is more accurate.

Measuring is hard enough, but predicting the future is understandably a far
greater challenge. And forecasting the fourth quarter holiday shopping
season this year was made even more difficult by the unforeseen events of
September 11th, as well as the resulting fall-out in the economy.
Nevertheless, several researchers this year threw their hat in for the annual
contest to predict e-tail sales for the Q4 holiday season.

Complicating the picture is the fact that the researchers use different time
periods for the holiday shopping season. Forrester, for instance, counts
only the last five weeks leading to Christmas; Jupiter uses November-
December; and most other researchers count the entire fourth quarter.
What’s more, some, like Jupiter and Forrester, include travel in their
predictions, while most others do not. For reference, eMarketer’s e-tail
figure of $10.7 billion for Q4 does not include travel (although our estimate
for total B2C, including travel, is $16.5 billion). Bottom-line, while the
numbers below seem to be fairly close, they are actually much farther apart
when the different definitions are taken into account. 

Comparative Estimates: Monthly Online Consumer
Spending* in the US, December 2001 (in billions)
Source October November December Q4 Total

comScore
Networks

$4.2 $4.8 $6.0 $15.0

Goldman Sachs,
Harris Interactive &
Nielsen//NetRatings

$4.6 $5.3 $8.1 $18.0

Forrester Online
Retail Index, in
conjunction with
Greenfield Online

$3.6 $4.9 $5.7 $14.2

Note: *including travel
Source: eMarketer, various, as noted, 2001

035636 ©2002 eMarketer, Inc. www. eMarketer.com
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Note that Forrester had a radical change of heart towards the end of the
season, revising their holiday forecast from $11.0 billion in mid-October to
$8.0 billion in mid-December (for the period defined as the last 5 weeks
leading to Christmas).

And the winning number is…?

Once again, a definitive number from the US Commerce Department, which
surveys over 11,000 retail firms to track online sales activity, will not be
released until February 2002 (note: their figures do not include online
travel). However, as an interim measurement of which researcher’s
prediction came closest for the holiday season, comScore Networks
announced in a January 16 press release that Q4 online retail sales, not
including travel, were $10.8 billion. Accordingly, eMarketer’s projection of
$10.7 billion, made on November 7, 2001, was the most accurate of the
nine research firms making forecasts.

For insight into the economy’s immediate impact on e-commerce, read
the US Holiday Shopping Report. For a broader, long-term view, turn to
the E-Commerce: B2C & Demographics Report. Both are available at
http://www.emarketer.com.

Comparative Estimates: Projections of US Online B2C
Sales, Holiday Season 2001 (in billions and
year-over-year growth)

Forrester Research
Estimate #2
(12/19/01)*

Yankee Group

Nielsen//NetRatings

eMarketer (11/7/01)

Forrester Research
Estimate #1
(10/16/01)*

Retail Forward

BizRate.com

Gartner G2**

Jupiter Media Metrix*

ACNielsen*

Time
Period

Measured

5 weeks
before

Christmas

Q4

Nov-Dec

Q4

5 weeks
before

Christmas

Q4

Q4

Q4

Nov-Dec

Q4

2001
holidays

$8.00

$9.50

$9.90

$10.70

$11.00

$11.50

$11.55

$11.86

$11.90

$12.40

2000
holidays

$10.00

$8.90

$6.90

$8.90

$10.00

$8.90

$9.24

$9.13

$10.80

–

Yr-over-
yr

growth

-20%

7%

43%

20%

10%

29%

25%

30%

10%

–

Note: * includes travel; ** includes Canada
Source: eMarketer, December 2001; various, as noted, 2000 & 2001

035565 ©2002 eMarketer, Inc. www.eMarketer.com
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E. B2B E-Commerce 
The year 2001 in business-to-business e-commerce was all about re-adjusting
expectations, and a welcome return to common sense. The frenetic flurry of
trillion dollar B2B spending projections emanating from the leading
researchers gave way to the more pragmatic exercise of helping firms
achieve reasonable ROI.

Of the eight B2B e-commerce forecasters that eMarketer tracks, only the
Gartner Group revised its numbers during 2001. After having made headlines
with its original forecast of $7.29 trillion in worldwide B2B e-commerce by
2004, Gartner reduced its prediction to a more modest $5.95 trillion. 

Gartner’s estimate for 2001, at $953 billion, is still on the high side,
exceeded only by Forrester ($1.1 trillion) and Computer Economics, with a
incredibly high figure of $5.2 trillion. Though a definitive global B2B
spending number for 2001 is unlikely to surface any time soon, eMarketer
believes the relatively conservative estimates from IDC ($516 billion) and
Ovum ($345 billion) will prove to be on target. eMarketer’s global 
business-to-business e-commerce forecast is $449 billion for 2001. 

Comparative Estimates: B2B E-Commerce Worldwide,
2000-2005 (in billions)

2000 2001 2002 2003 2004 2005

eMarketer $226 $449 $841 $1,542 $2,775 Ð

AMR
Research

– – – – $5,700 –

Computer
Economics

$3,068 $5,232 $6,815 $9,907 – –

Forrester
Research

$604 $1,138 $2,061 $3,694 $6,335 –

International
Data Corporation
(IDC)

$213 – – – $2,233 $5,300

Gartner
Group

$403 $953 $2,180 $3,950 $7,290 $5,950

Morgan
Stanley
Dean
Witter

$200 $721 $1,378 – – –

Goldman
Sachs &
Co.

$357 $740 $1,304 $2,088 $3,201 –

Ovum $218 $345 $543 $858 $1,400 –

Source: eMarketer, 2001; various, as noted, 2000

027746 ©2001 eMarketer, Inc. www.eMarketer.com
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As IT budgets were scaled back in the face of the US-led economic
downturn, e-business initiatives were consolidated and brought back under
the watchful eye of most companies’ CFOs. Although the exuberance of
late-1999 and early 2000 was reined in, many companies continued to
expand their e-business budgets faster than their broader IT spending.
Correctly identifying and accurately reporting on this trend was the Gartner
Group, which indicated in Q1 2001 that e-business spending as a portion of
total IT spending would increase from 12.7% in 2000 to 15.5% in 2001.

As for B2B exchanges, most made headlines by closing their doors or by
merging with former competitors as a means of survival. Among those few
independent exchanges that did manage to survive, several did so by
transforming their businesses from transaction-based revenue models to
become software or service providers, facilitating the construction of
private exchanges. 

All five of the benchmark independent exchanges that eMarketer singled
out at the beginning of 2001 had made such a transition by the end of the
year, with not one company continuing to refer to itself as a “B2B exchange”.

For further information about the major trends behind IT and 
e-business spending, and how businesses are beginning to trade online,
pick up a copy of either the IT Spending Report or The Online Trading
and B2B Exchanges Report.

E-Business Spending Worldwide, 2000 & 2001 (as a %
of total IT Spending)

2000 12.7%

2001 15.5%

Source: Gartner Group, 2001

027792 ©2001 eMarketer, Inc. www.eMarketer.com

Benchmark Independent Exchanges, 2001
Altra Market Place

Citadon

eMerge Interactive

MetalSite

SciQuest

Source: eMarketer, January 2002

035340 ©2002 eMarketer, Inc. www.eMarketer.com
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F. Online Advertising
With the possible exception of wireless, no other sector of the internet
economy in 2001 was battered like online advertising. Plagued by
uncertainty over whether it even works, and riddled with high-profile
earnings disappointments including industry giants such as Yahoo! and
even AOL Time Warner, online advertising has not realized its great
expectations – nor its extravagant projections. For many publishers,
advertisers and ad agencies, it’s been a roller-coaster ride from Hell.

And measuring online advertising is still a mess. In a medium that is so
closely watched, and with so many dollars riding on its success, you would
think that researchers could at least agree about historical spending levels.
(Hey, they also said it was the most measurable medium!). But there are as
many definitions and ways to “measure” online advertising as there are
researchers. As a result, marketers are confused about which numbers and
sources to trust. 

eMarketer, looking to hold itself and its projections accountable, has
selected the Interactive Advertising Bureau (IAB)/PricewaterhouseCoopers’
quarterly surveys as the definitive benchmark for measuring online ad
spending growth. (The IAB is in the process of setting industry standards
for measurement as well as online ad sizes and formats.) The latest figure
from the IAB was for Q3 2001. Based on Q1 through Q3 IAB-reported
results, eMarketer’s full year 2001 projection of $7.3 billion seems right on
target, and so do the projections of IDC, and Veronis Suhler. Final Q4 and
FY 2001 spending numbers from the IAB will not be released until well into
the first quarter of this year.
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Comparative Estimates: US Online Advertising
Spending, 2000 & 2001 (in billions)
Myers Group, October 2001

$4.3
$4.7

McCann Erickson, June 2001
$4.3

$4.8
Lehman Brothers, November 2001

$6.6
$5.5

Jupiter Research, November 2001
$5.4

$5.7
Morgan Stanley, November 2001

$7.4
$5.7

Smith Barney, September 2001
$6.3

$5.9
Forrester Research, November 2001

$5.4
$6.0

Merrill Lynch, September 2001
$6.9

$6.5
Zenith Media, September 2001

$6.0
$6.6

International Data Corporation (IDC), November 2001
$5.3

$7.3
eMarketer*, December 2001

$8.2
$7.3

Veronis Suhler, July 2001
$8.2

$7.5
Adams Media Research, May 2001

$7.0
$7.6

Goldman Sachs, September 2001
$8.2

$7.6
Yankee Group, 2001

$6.6
$8.6

J.P. Morgan, 2001
$8.1
$8.8

2000 2001
Note: *eMarketer benchmarks its online advertising spending figures
against the Interactive Advertising Bureau(IAB)/PricewaterhouseCoopers
data, for which the last full year measured was 2000
Source: eMarketer, December 2001; various, as noted, 2001
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The chart on the previous page requires careful scrutiny since the numbers
do not represent apples-to-apples comparisons. Some, including McCann
Erickson at the low end of the scale, do not include items such as e-mail
advertising, classifieds and sponsorships in their estimates of “online
advertising.” Others, such as Veronis Suhler, IDC, Goldman Sachs and
eMarketer, do. Also, not included in the chart are estimates from research
firms who in our opinion do not have a reliable methodology. AdZone
Interactive, for example, has a $16 billion estimate for online advertising
(double the highest of any other firm), and yet they derive their figures by
counting the number of banner ads on a publisher site and then multiplying
by the quoted rate card. This process ignores the fact that a significant
degree of negotiating and bartering transpire between buyers and sellers.

It is confusing enough that each of the researchers offers up a different
number for online ad spending, and that there are different definitions
used. But several researchers, including Forrester and Jupiter, have added
to the confusion by changing their own projections several times.

Forrester predicted in early 1999 that online ad spending would reach
$5.6 billion in 2001. In 2000, they raised their projection to $9.6 billion. Yet
by October of 2001, the number had shrunk back down to its original size.
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Jupiter took us through a similar roller-coaster ride.

In which direction is online advertising headed in 2002? Somewhere
between zero growth and 20% growth, according to the experts. We won’t
know the final answer, however, until first quarter 2003, when the IAB
releases their full year 2002 results.

US Online Advertising Spending, by Prediction Date,
2001 (in billions)

Early 1999

$5.6

Late 1999

$8.7

2000

$9.6

October 2001

$6.0

3

9

15

Source: Forrester Research, 1999-2001
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US Online Advertising Spending, by Prediction Date,
2001 (in billions)

Spring 1999

$5.8

Mid-2000

$6.7

April, 2001

$7.3

September, 2001

$5.7

5

10

Source: Jupiter Research, 1999-2001
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Comparative Estimates: Projections for US Online
Advertising Spending Growth, 2002 (%
increase/decrease versus prior year)

Morgan Stanley, November 2001
0.0%

Rishad Tobaccowala (CEO of Starcom IP), November 2001
5.5%

Veronis Suhler, July 2001
8.0%

Goldman Sachs, September 2001
9.2%

Lehman Brothers, November 2001
10.0%

Smith Barney, September 2001
10.2%

eMarketer, December 2001
11.0%

Myers Group, October 2001
12.0%

Merrill Lynch, September 2001
12.3%

Fortune Survey*, November 2001
12.5%

Zenith Media, September 2001
13.6%

Adams Media Research, May 2001
18.9%

Jupiter Research, November 2001
19.3%

Note: *November 2001 Fortune survey of ad agency executives indicated
that online ad dollars will rise by no more than 10-15% in 2002
Source: eMarketer December, 2001; various, as noted, 2001
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Appendices A.ÒBenchmarkingÓand Projections
Until recently, anyone trying to determine which researcher was most
accurate in predicting the future of any particular aspect of the internet did
not have a definitive source with which to do this. For instance, more than
10 firms predicted e-commerce revenues for the fourth quarter 1998 online
holiday shopping season, and yet no single source could be identified after
the fact as having the “correct” number. In the Spring of 1999, however, the
US Commerce Department finally began measuring e-commerce B2C
activity so business people and others could have a benchmark with which
they could compare and evaluate projections.

eMarketer has modified its methodology to recognize that certain
government and other respected, impartial sources are beginning to
provide reliable numbers that can be consistently tracked over time. Most
of these established sources, however, only measure past results; typically,
they do not make predictions.

Today, eMarketer develops its “core metrics” by identifying the most
established, reputable source for a given sector and adopting that
organization’s figures as benchmarks for the historical/current period. For
instance, eMarketer’s US internet user figures will be based on a
combination of the most recent data from the US Census Bureau (August,
2000 survey) and the International Telecommunication Union (ITU). Using
this data as the benchmark for 2000, eMarketer will make projections for
subsequent years based on the following factors:

■ a comparative analysis of user growth rates compiled from other
research firms

■ additional benchmark data from internet rating firms, e.g.,
Nielsen//NetRatings and Jupiter Media Metrix, which use panels to
measure internet user activity on a weekly and monthly basis

■ an analysis of broader economic, cultural and technological trends in
the US

Similarly, US e-commerce revenues are being “benchmarked” using
historical data from the US Commerce Department, and broadband
household and penetration rate forecasts are being built off baseline data
from the Organization for Economic Cooperation and Development (OECD). 

Through this benchmarking process, eMarketer will be holding 
itself – and our projections – accountable to another, independent source. 
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Comparative Estimates: Internet Users Worldwide, 2001 (in millions) 14

Comparative Estimates: Internet Users in the US, 2001 (in millions) 15

Comparative Estimates: Broadband Households in the US, 2001 
(in millions) 17

Comparative Estimates: Projections for Mobile Phone Subscribers in the US,
2000 & 2001 (in millions) 20

Comparative Estimates: Projections for US B2C E-Commerce Revenues, 2001
(in billions) 21

Comparative Estimates: Monthly Online Consumer Spending* in the US,
December 2001 (in billions) 22

Comparative Estimates: Projections of US Online B2C Sales, Holiday Season
2001 (in billions and year-over-year growth) 23

Comparative Estimates: B2B E-Commerce Worldwide, 2000-2005 
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E-Business Spending Worldwide, 2000 & 2001 (as a % of total IT 
Spending) 26

Benchmark Independent Exchanges, 2001 26
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Also Available from eMarketer
Asia Online: Demographics, Infrastructure, Usage Patterns and
eCommerce Trends

■ Economy & infrastructure
■ Internet users & demographics
■ eCommerce, E-Finance & E-Advertising
■ Country pro� les

ASPs
■ Market size & growth
■ Industry leaders
■ Usage patterns
■ Customer satisfaction

Brazil Online: Demographics, Usage Patterns and E-Commerce
Trends

■ Economy & infrastructure
■ Internet users & demographics
■ E-Commerce, E-Finance & E-Advertising

Broadband
■ Users by access method (dial-up, � ber, DSL, cable, satellite,

wireless)
■ Residential and business usage
■ Access revenues
■ User demographics
■ Country pro� les

CRM
■ Market size & growth
■ Leading vendors
■ Budgeting & implementation

eBanking
■ Online banking around the world (US, Europe, Asia)
■ Mobile banking
■ Electronic bill presentment and payment

eCanada
■ Economy & infrastructure
■ Internet users & demographics
■ E-Commerce, E-Finance & E-Advertising

eCommerce: B2B
■ E-Commerce: B2B revenues around the world, country by country
■ E-Commerce: B2B by industry
■ Internet penetration among businesses
■ Online marketplaces, auctions and exchanges

eCommerce: B2C
■ E-Commerce: B2C revenues worldwide
■ Top B2C categories
■ Online shoppers, buying frequency and size of transactions
■ E-Consumer attitudes and behaviors
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eDemographics
■ User demographics worldwide
■ Age, gender and race
■ Income, education and occupation
■ Usage patterns

eGlobal
■ Internet infrastructure, by region
■ Users and usage, by region
■ E-Demographics, by region
■ E-Commerce, by region

eHealth
■ Consumer demographics and attitudes
■ Healthcare personnel, demographics and usage
■ B2C spending
■ B2B spending

eInvesting
■ Online brokerages
■ Online mutual funds
■ Online asset management
■ Online investment advice

eMail Marketing
■ E-Mail marketing revenues worldwide
■ E-Mail users and user demographics
■ Permission, opt-in and opt-out
■ E-Mail marketing techniques and strategies

ePoland
■ Economy & infrastructure
■ Internet users & demographics
■ E-Commerce, E-Finance & E-Advertising

ePrivacy & Security
■ Consumer attitudes & behavior toward online privacy
■ Online fraud
■ Credit card security
■ Corporate security (hacking and denial-of-service attacks)
■ Virus attacks

Europe Online
■ Economy & infrastructure
■ Internet users & demographics
■ E-Commerce, E-Finance & E-Advertising
■ Country pro� les

eWireless
■ Mobile internet use around the world, country by country
■ M-Commerce
■ M-Finance
■ M-Advertising
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Interactive Television
■ User forecast
■ Revenue forecast
■ Business attitudes & behavior
■ User attitudes & behavior

Japan Online: Demographics, Usage Patterns and E-Commerce
Trends

■ Economy & infrastructure
■ Internet users & demographics
■ E-Commerce, E-Finance & E-Advertising

Latin America Online: Demographics, Infrastructure, Usage
Patterns and E-Commerce Trends

■ Economy & infrastructure
■ Internet users & demographics
■ E-Commerce, E-Finance & E-Advertising
■ Country pro� les

Marketing Online to Kids & Teens
■ Demographics
■ Advertising & marketing
■ E-Commerce
■ Special considerations

Online Advertising: Statistics, Strategies, Tools and Trends
■ eAdvertising revenues worldwide
■ Spending by ad format (banner ads, sponsorships, e-mail, etc.)
■ Spending by industry category
■ Measurements and standards (click-through rates, CPMs, ROI)

Online Marketing
■ Viral marketing
■ Direct marketing vs. Branding
■ Search engine optimization
■ Af� liate programs
■ Classi� eds
■ Coupons

For more information, or to order a copy, contact eMarketer at:

Phone: 212.677.6300 Fax: 212.777.1172

eMail: sales@emarketer.com Web: www.emarketer.com
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