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Digital Content: Perspectives on new user behaviour and
impacts on content development and distribution
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90,000,000

Number of web pages surfed during the last 10 minutes in Italy

Source: Nielsen//NetRatings NetView
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Online populations are still growing...

* More than 150 million W Europeans with Internet access and still growing
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Source: Nielsen//NetRatings Weblintercept Survey November 2005
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How do we access the Internet?
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How does bandwidth impact consumption?

Narrowband Broadband % Difference
_'[i_rgg_gg_r_lf_e_r:%_o_rl __________________________________________ 15:48:11 33:16:50 +111%
Pages per Person 496 1,618 +226%
Sessions per Person 21 38 +83%
Pages per Session 24 43 +78%
Time per Session 0:45:37 0:52:35 +15%
Source: NetView Home data only
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‘Typical’ on-line behaviour in a month
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53%

Source: Nielsen//NetRatings NetView home and work data UK, Dec 05
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Instant Messaging
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How frequently do you use Instant Messaging

Source: Nielsen//NetRatings Weblintercept Survey November 2005
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Downloading music
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Source: Nielsen//NetRatings Weblintercept Survey November 2005
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Purchasing online

80% - : :
ElEstablished EEmerging
60% -
40% 41%
40% -

Percentage of respondents

20% -

0% -

Least once amonth Less frequently Never Don’t know

How frequently do you buy online

Source: Nielsen//NetRatings Weblintercept Survey November 2005
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How the internet is beining to affec
traditional content distribution channels
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Source: Nielsen//NetRatings Weblintercept Survey November 2005
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What’s key in this new environment?
« Bandwidth

« All Internet users are equal but “some are more equal than others”

Platforms

 There is no such thing as a typical internet user and...
* People’s requirements are different, depending on location and
platform
Content ownership
« Who ‘owns’ the content?
« Who validates content?
« How to manage the legal challenges where every internet user can be
a publisher...
Data security and commerce
 The duty of Governments and other institutions to protect their
citizens, users and customers

The Impact on traditional business models
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