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comScore 2010 Canada Digital Year in Review

The comScore 2010 Canada Digital Year in Review offers a macro view of the overarching trends in digital
media usage in Canada, and considers their implications for navigating the uncertainties of the year ahead.
The report analyzes trends including overall Internet usage, high-growth categories, online display advertising,

online video, search and mobile.

() comScCORE.




Digital in Canada: A Year in Review

2010 can be characterized as a year of recovery and strategic advancement. Marketers, advertisers, publishers
and companies alike, shifted from skepticism to restored confidence and curiosity. As more time and budget
dollars were invested back into the online space, companies and brands found new ways to integrate their
content across varying platfor ms. Il n doing so, I d
became paramount. The digital landscape also experienced a power shift in 2010, with consumers beginning to
guide online trends.

The purpose of the comScore 2010 Canada Digital Year in Review is to identify these trends as they relate to
categorical, video, search and mobile users. In order for brands to continue to market across diverse platforms,
it is pertinent that prevailing trends are understood, providing brands, and companies alike, a competitive
advantage. By understanding past trends and correlating them to the current, the online landscape becomes a
tool that can be used to effectively make the online presence of brands successful and inventive.

Key questions to be addressed in this report include:

AHow are Canadians consuming digital media, and how does this compare to other countries?

AWnhich trends dominated the digital landscape in 20107

AHow does media consumption differ across age and gender segments?

AWhat trends are we seeing in the social networking space, and what impact does that have on
email activity?

AHow has digital advertising shifted in the last year, and how has social media played a part?

AWhi ch content categories are serving up the

AWhat is the current state of the search market?

AHow will mobile media consumption in Canada stack up against other markets?
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Country-to-Country Comparison
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Online Landscape Worldwide in 2010

Canada maintained its position as the most engaged online audience, ranking highest among the top markets in

average hours and visits per visitor in Q4 2010.
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Location Q4 2009 Q4 2009 Q4 2009 Q4 2009

Worldwide 1,206,146 23.7 2,252 54.6
China 232,037 15.6 1,599 57.7
U.S. 172,194 33.3 2,822 70.8
Japan 69,826 20.0 2,108 47.3
Germany 45,216 22.0 2,654 58.7
Russia 36,589 16.5 2,399 44.5
France 39,137 28.1 2,934 70.3
India 36,535 12.1 1,183 27.1
Brazil 32,849 27.0 2,672 58.8
UK 37,674 il 2,735 60.3

outh Koreg 4,986 12.5
Canada 23,138 . 3,793 88.8
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Quick Glance at Canadians Online in 2010
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Online Presence Continues to Grow and Persons 55+ Grew the Most

in Q4 2010
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Canadados Online Demographics: Gende
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M Males W Females

2-17

|
102 |

Praries
18%

25-34

% Composition

35% -
30% -
2504 31%

20% - 24% 26%

15% - 20%

10% -
5% -
0% - T T

0% 5% 10% 15% 20% Less than $40,000 - $75,000 - $100,000 or

‘ $40,000 $74,999 $99,999 more
(ll CO m S CO R E, © comScore, Inc. Proprietary and Confidential. 9

Source: comScore Inc., Media Metrix, CA, All Locations, Persons: 2+, 3 MO. AVG Q4 2010

45-54

s | Household Income Breakout

55+




Share of Browsers Online
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Internet Explorer Continues to Have the Largest Reach in Canada

Top 3 Browsers in Canada
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Categorical Comparison
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Top Gaining Site Categories by Total Unique Visitors

More Canadians were accessing Community and Entertainment sites in Q4 2010. Political News sites saw the

strongest growth, up 47 percent versus year ago.
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Top Gaining Site Categories by Unique Visitors: Gender Breakout

More women were accessing Food, Beauty/Fashion/Style and Health sites in Q4 2010, while men were drawn

to Humor, Incentives and Movie sites.
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Top Gaining Site Categories by Average Time Spent per Male Visitor

Canadian males spent the greatest amount of time on Directories sites,
averaging more than 94 minutes per month in Q4 2010. Online Trading and
Career Training/Education sites saw significantly more time spent by males

during the quarter.
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Top Gaining Site Categories by Average Time Spent per Female

Visitor
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Women spent double the amount of time on Photos and Directories sites when
compared to Q4 2009. Beauty/Fashion/Style and Religion/Spirituality sites also

saw an increase in time spent by female visitors.

Average Minutes Per Visitor

4 Q4 2009 Q4 2010

((+108% ) ( +123% )
L +29% ) | +34@
(+114% ) )
l ——— 79%
i . 6 ,
+101% ) .
i ) | | u QSO% [ +45%
10° \e2 e\O QP 2 el Y © e R
O 5o 2 O 20 2\ G ¢ S We
© eC o o °© o \© We \69““ oA ot e
N 1" N’ \\]\qa ©°
e(\\_eﬁ' ge S a\)

(' CO m S CO R E. © comScore, Inc. Proprietary and Confidential. 16

Source: comScore Inc., Media Metrix, CA, All Locations, Persons: 2+, 3 MO. AVG Q4 2009 & Q4 2010.




Social Networking
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Conversational Media Continues its Climb

Even though Social Networking had a strong reach in 2009, we continued to see growth in unique visitors in
2010. Likewise, UV growth was also seen on Blog sites as Canadians spent 58% more time and consumed 36%

more pages in Q4 2010 compared to that of Q4 2009.
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Top Conversational Media Sites
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