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ABOUT THE ASIA DIGITAL MARKETING ASSOCIATION

The ears, eyes
and voice of digital
marketing in Asia
The Asia Digital Marketing Association (ADMA)
is the voice of, and advocate for, the digital
marketing industry in Asia (excluding Japan).
The ADMA is guided by senior executives in the
industry and is charged with gaining consensus
and providing leadership on key industry issues.
The ADMA actively promotes the benefits of
using mobile and the internet as channels to
communicate with consumers as well as lobbying
and public relations assistance for member
companies.

The ADMA is a non-profit organisation with a
membership base representing online publishers/
portals, agencies, research companies, technology/
service companies and marketers/advertisers.

❚ Why join the ADMA?
Being a member gives you access:
• Unified voice for the industry to promote the use of the
internet (in the media and with potential customers)
• Forum for standards and best practice sharing
Spokespeople to represent members and respond to
criticism
• Action-oriented committees to drive agendas
• Events and training (speaking and networking
opportunities)
• Case studies and helpful data
• Standardisation of practices
• Professional code of conduct
• Industry contacts
• Regular eNewsletter
• Entry in the online Membership Directory
• Access to the Members’ only section of the ADMA
Web site that allows you to share information with other
members and post company information, news, events,
case studies, research papers, job vacancies and tips.

❚ How to join the ADMA
Membership fees are set low enough to encourage
universal membership among industry players, and taken
together provide sufficient revenues to underwrite regular
activities. Other activities are funded by sponsorship (cash
and in kind) and by charging admission fees for some
events.
Visit www.asiadma.com/membership/join and
complete the online registration form.

Visit www.asiadma.com for more details.
The ADMA gives heartfelt thanks all our members for their support and contributions:
ADMA Board Level members:

ADMA Corporate members:
ad:tech, Adobe Systems Hong Kong, AGENDA Corporation, BBC.com, eyeblaster, Facilitate Digital, FORTUNE & TIME,
G2 Interactive, Google, Hachette Filipacchi Hong Kong, HSBC Direct, The Hyperfactory, ICLP, Johnson & Johnson Vision
Care Asia Pacific, NetBooster Asia, OgilvyOne, Omniture, Premiere Global Services, Profero, Responsys, SCMP.com,
TBWA\Tequila, Travelzoo, Universal McCann, The Wall Street Journal Asia, WebDNA Interactive, wwwins Consulting, ZUJI
And all our Individual members.
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2007: The Year Digital
Marketing Centred

2008 will be the year that marketers put consumers back
at the centre of the digital marketing equation, where they
belong. New technologies have been the heroes of the
digital marketing story to date. New platforms, solutions
and techniques are continuously coming onto the horizon,
each generating excitement and opportunities as well as
concerns about such issues as spam, security and privacy.
Web sites, email, rich media, search, mobile, streaming
video, and social networking have all had their moment in
the sun. However, as the power of digital media and its
technologies have grown, some marketers have lost sight
of the fundamental skills of understanding and meeting
consumer needs. Now more and more advertisers and
agencies are rediscovering the obvious: “It's the customer,
stupid”.

W

elcome to the 2008 Asia Digital Marketing
Association (ADMA) Yearbook. Last year’s
edition - the first one - was well received,
so we’re back with the most up-to-date
and freely available data on the online
population in Asia Pacific, as well as insights and case
studies. ADMA’s members span the full range of the digital
marketing ecosystem, from portals and publishers, to
advertisers, e-commerce platforms, device makers, games
companies, agencies, technology solutions providers, and
research houses. So we’re well positioned to provide
a snapshot of what’s happening on the internet in Asia
Pacific. Who’s online? How are they spending their time?
How are marketers investing their budgets? What are the
trends? No one source has all the answers, and we thank
our contributors for sharing their research and company
experience to help everyone in the industry.
Over the past year, the phenomenal growth in internet and
mobile users has continued across the region. Increasingly,
each market is developing distinct internet usage dynamics
and market personalities beyond simply having different
languages and cultures. For example, Indonesia’s online
population has grown 900% since 2000, but still comprises
only 8.5% of the total population. Australia, on the other
hand, has virtually reached the saturation point, with
75.9% penetration - second only to Singapore’s 81.1% (the
highest in the region and perhaps the world). Just 5.3% of
India’s population is online, compared to the global average
of 19.1%. China recently passed the United States as
having the world’s largest population online, but still has
massive expansion potential ahead with just 16% of its
total population online. Hong Kong has the world’s highest
mobile messenger usage, with 23% of global users.
The ways in which consumers and businesses use the
internet is also becoming more diverse from country-tocountry. Out of the universe of ways to use the internet
- including email, instant messaging, RSS, SMS, search,
gaming, video, podcasts, blogging, music, photos, social
media, mobile - the mix and usage of the various online
and mobile elements are distinctly different in the various
markets, as well as among different demographic groups.
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leads in search regionwide, except for in China, where
Baidu’s enormous usage not only makes it top the list but
also propels it into the top three search engines worldwide.
And the Chinese and Indians lead the list of those most
likely to pass on promotional emails, at 74% and 72%
respectively of users saying that was the case.

Marketers are becoming more sophisticated, and are
starting to view tools such as mobile and social media not
as new strategies in and of themselves, but as effective
ways to reach target consumers as part of unified onand offline marketing campaigns including print, TV
and outdoor. Simultaneously, online publishers, mobile
operators, and research houses are starting to offer real
insight into distinct usage patterns in behaviour among
men, women, youth, the wealthy and other demographic
groups as each group reaches critical mass and the analytic
tools become more powerful.
For all digital marketing’s strengths in tracking and
measurement, end users must not be regarded as simply
a pile of data points to be harvested, sorted and targeted.

The rise of social media has demonstrated conclusively
that the consumer is in control of everything from choice
of platform and device used, to creating the content. And
consumers are fickle and not about to be dictated to by
media owners or advertisers. Take search, for example.
Asia Pacific has the world’s highest use of search (45% of
the total) and search accounts for the majority of advertising
revenue, but is initiated by the user, not the advertiser. In
the Asia Pacific region, referrals from friends and family
members continue to be the number one way that people
learn about new Web sites and content. China has 42
million bloggers - more than the U.S. and Europe combined
- and if the Chinese blogging community were a country, it
would have a larger population than all of Argentina.
Keeping the consumer at the centre of marketing will also
continue to drive online and mobile advertising spending.
In Japan, now around 10% of all ad budgets are spent
online, and mobile comprises around 10% of that. Online
ad spend in Singapore should overtake traditional media
spend after 2010. China’s online revenues are expected to
top US$3 billion by 2010 - double 2007 levels. But these
are all just projections - none of us really know what media
the customers are going to adopt, how quickly trends will
shift, how they’ll use media, and how credible new media
will be as a marketing platform. Check out the 2009 ADMA
Yearbook for an update!
The 2008 ADMA Yearbook is the product of hundreds of
hours of work, and distilled from terabytes of data. I would
like to thank everyone involved in its creation, including our
members and contributors; the advertisers who made this
expanded edition possible; our editor Rachel Oliver; and
especially our cheerful and highly effective ADMA Director
Kay Bayliss.
By David Ketchum - Chairman, Asia Digital
Marketing Association and CEO, Upstream Asia.

Here are some examples drawn from this data in this
Yearbook. The Chinese have wholeheartedly embraced
social networking, and 80% say being online is an essential
part of how they live their lives. Hong Kong men spend
more time online than they do watching television, but
Hong Kong women are more likely to blog (21% vs.
14%) and to book travel online. Almost three quarters
of Australian internet users shop online, and more than a
third have booked overseas holidays. The Japanese are
the only people in Asia Pacific to use the internet as one of
their main sources of news.
In Singapore, 62% of online users play games, 59% listen
to music, 53% communicate with others, and 49% watch
videos. Whereas more than half of all Indian internet
users go online mainly to send email, with searching for
information a distant second at 20% of users. Google
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While more than one third of online shoppers (37%) prefer
using credit cards to shop, the same number are moving
towards other payment options such as PayPal (37%).

AUSTRALIA

(Source: The Nielsen Company)

More than one third (36%) of Australians went online to
book their overseas holidays in 2007, and 27% booked
their domestic travels online too.
(Source: eMarketer/Roy Morgan Research)

Digital music revenues as a proportion of overall music
industry revenues increased from 5.5% in 2006 to 10% of
the overall music market in 2007. Digital-only music tracks
now feature in the country’s weekly music charts.
(Source: IFPI Digital Music Report 2008)

Australian E-Commerce Activities
% of internet population from highest income		
bracket (AU$100.000+)		
% of people who shop online	
% of people who used credit card online	
for last purchase in last 3 months		
% of people who booked air tickets/made reservations
online in last 3 months		
% of people who bank online daily		
% of people who bank online at least once a week		
% of people who bank online once a week or more		

32%
73%
74%
40%
16%
52%
68%

(Source: Nielsen Online)

Uluru (Ayer's Rock) in the Australian Outback.

❚ Online Advertising

Business and government
Household
Total

❚ Demographics
Australia now has the highest internet penetration rate in
the Asia Pacific region at 75.9% (15.5 million people).
(Source: The Department of State and Regional Development, New South Wales)

Just over one quarter of Australian internet users, 26%,
surf the Web using Firefox.
(Source: Digital Economy Factbook 2007)

Nielsen now believes internet penetration levels (80%) in
Australia have reached the saturation point, up just 1%
from last year. In total, 92% of Australians have home
internet access and 34% log on at work.
(Source: MarketingCharts.com/Nielsen Online)

Today, 84% of Australians have broadband connections at
home, which is expected to reach 90% in 2008.

965
6,140
7 105

Access Technologies
Dial-up
Analog
ISDN / Other
Total
Non dial-up
ISDN
DSL
Wireless
Satellite
Cable/Other
Total
Total all subscribers

1,862
25
1,887
2
3,815
481
58
861
5,218
7 105

1,887
5,218
7,105

(Source: Australian Bureau of Statistics)

(Source: MarketingCharts.com/Nielsen Online)

The cost of the broadband usage fee in Australia is around
0.12% of GDP per capita.

Internet Activity Summary, Q4 2007
Subscribers
Dial-up
Business and government
Household
Total
Non dial-up
Business and government
Household
Total
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❚ E-Commerce
Almost three-quarters (73%) of Australian internet users
shop online, despite security remaining a key concern for
more than one third (35%) of them.

(Source: Digital Economy Factbook 2007)

‘000
268
1,619
1,887
697
4,522
5,218

(Source: The Nielsen Company)

Of all online shoppers, more than half of them (54%) have
purchased from eBay in the past six months.
(Source: The Nielsen Company)

(Source: Digital Economy Factbook 2007)

Online ad spend grew by 34.5% in 2007 to reach AU$1.35
billion, out of a total ad spend across all media of AU$13.2
billion.
(Source: Marketing Interactive/The Commercial Economic Advisory Service to Australia)

All industry sectors were the benefactors of increased
online ad expenditure in 2007: Ad spend in search and
directories rose by 56% from 2006; general display
increased by 21.1% and classifieds by 19.3%.
(Source: PricewaterhouseCoopers/IAB Online Advertising Expenditure Report)

Rank	Property		Total Unique
			
Visitors	
1
Google Sites		
8,202
2		Microsoft Sites	
7,948
3	eBay		
4,929
4
Telstra Corporation Limited	 4,678
5
Yahoo! Sites		
4,623
6
News Interactive Pty Limited	 4,011
7
Fox Interactive Media	
3,705
8
Wikipedia Sites	
3,186
9
Fairfax Media		
2,888
10
Apple Inc.		
2,863

Reach	Total
(000)% Minutes (MM)
75.7
787
73.4
2,749
45.5
564
43.2
131
42.7
398
37.0
213
34.2
641
29.4
51
26.7
117
26.4
15

(Source: comScore Media Metrix, March 2008; Age 15+ from home and work computers)

Australia's Top Online Gaming Sites
Rank	
1
2
3
4
5

Site
MINICLIP.COM
MSN Games	
WildTangent Network	
Disney Games	
GamesRadar Network	

Rank	Property
1	eBay	
2
Apple Inc.
3
Amazon Sites	
4
Coles Group Ltd	
5
Dell	
6
AmericanGreetings Property	
7
Woolworths Limited	
8
Ticketek Pty Ltd	
9
QUICKFLIX.COM.AU
10	ninemsn Shopping	

% Reach
70.7
44.5
37.9
16.0
13.5
12.6
9.9
9.1
8.7
8.1

(Source: comScore Segment Metrix, March 2008; Age 15+ from home and work computers)

Australia's Top Technology News Sites
(Heavy Internet Users)
Rank	Property
1
CNET
2
NetShelter Technology Media	
3
Ziff Davis Media	
4
International Data Group	
5
Symantec	
6
About.com Computing and Technology	
7
GRAYSONLINE.COM.AU
8
About.com Electronics and Gadgets	
9
ZDNet	
10
GIZMODO.COM

% Reach
21.7
13.4
5.7
5.3
4.1
3.8
3.7
2.8
2.7
1.8

(Source: comScore Segment Metrix, March 2008; Age 15+ from home and work computers)		

Australia's Top Entertainment Sites
(Heavy Internet Users)
Rank	Property
1
YOUTUBE.COM
2
MSN Video	
3	iTunes Software (App)
4
Viacom Digital	
5
ARTISTdirect Network	
6
Gorilla Nation	
7
IMDB.COM
8
ABC.NET.AU
9
CNET Networks Entertainment	
10
Photobucket.com LLC

% Reach
60.8
53.8
37.5
27.8
26.1
25.7
24.6
22.9
21.4
20.6

(Source: comScore Segment Metrix, March 2008; Age 15+ from home and work computers)

Top Search Engines, Portals and Communities

Download Speeds
Less than 256 kbps
Total Broadband
Total all access speeds

By 2009, in Australia, it is estimated that more than 10%
of all ad budgets will be spent online.

Australia's Top Online Retail Sites
(Heavy Internet Users)

% Reach
8.6
6.1
5.7
5.0
4.4

Online Ad Spend by Industry Category
Category		 % of overall spend	
2007
2006
Finance
21.31%
23.15%
Computers & Communications
16.58%
16.96%
Motor Vehicles
14.47%
14.73%
Travel / Accommodation
6.93%
6.72%
Entertainment & Leisure
6.15%
6.13%
Media
4.33%
5.09%
FMCG
4.66%
3.33%
Real Estate
2.37%
2.53%
Retail
3.10%
3.47%
Insurance
3.70%
2.00%
Health, Beauty & Pharmaceuticals
3.18%
2.65%
Government
3.47%
2.78%
Other
4.01%
2.90%
Recruitment
1.81%
3.69%
Alcoholic Beverages
1.15%
0.74%
Education & Learning
1.17%
1.03%
Home Products & Services
0.72%
0.87%
Community/Public Service
0.62%
0.85%
Office & Business Equipment
0.27%
0.38%
(Source: PricewaterhouseCoopers/IAB Online Advertising Expenditure Report)

Favoured Ad Formats Across Right Media Exchange
Ad format/size
120 x 600
160 x 600
300 x 250
468 x 60
728 x 90
Pops	

%
15.59%
7.44%
10.43%
5.65%
58.01%
1.45%

(Source: Right Media)

(Source: comScore Media Metrix, December 2007; Age 15+ from home and work computers)
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Overall Online Ad Spend
Category
2006 (Au$m)
General display	
303
Classifieds	
299
Search and
Directories	
399
Total	
$1,001

Share (%)
30%
30%

2007 (Au$m)
367
356.75

Share (%)
27%
27%

40%
100%

622.25
$1,346

46%
100%

(Source: PricewaterhouseCoopers/IAB Online Advertising Expenditure Report)

Industry Campaign Performance Rates
Sector	
Overall industry
Travel	
Media / Entertainment
Government
Tech
Retail
Auto
CPG
Fin Svcs

Click Rate
0.20%
0.19%
0.20%
0.20%
0.26%
0.31%
0.19%
0.24%
0.13%

(Source: DoubleClick ASTRA, worldwide, Jan 2007 to Dec 2007)

No. Promotional Emails Received (Weekly)
Number of emails	Office	Home
Less than 5
52%
14%
Between 5 and 10
13%
18%
Between 10 and 20
9%
16%
Between 20 and 30
9%
15%
Between 30 and 50
6%
14%
Between 50 and 100
7%
9%
More than 100
4%
13%
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

email to me again’, while 26% say it can ‘report the
spammer to ISP [who] will take any necessary actions
based on the anti-spam law’.

According to a 2008 survey, the number of Australians who
have accessed a Web site via their phones has doubled to
40% since the beginning of 2007.

(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

(Source: australianit/m.Net Corporation; University of Adelaide)

Spam aside, even with email messages that Australians
have opted in to receive, a sizeable 80% of them have still
unsubscribed to them at some point anyway.

Mobile phone users in Australia currently favour using their
devices for entertainment (30% of users) and information
services (nearly 40% of users), and while m-commerce
levels are currently low, mobile data services (MDS) are
now an increasingly important purchasing decision for
phone owners, with 60% of respondents considering MDS
reason to change mobile operator.

(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey).

However, Australians are generally quite positive about the
efficacy of email marketing, judging by the rate at which
they forward promotional emails. A total of 59% of them
are happy to forward them on, either using the ‘forward
to a friend’ or ‘tell a friend’ facilities (39%), forwarding the
entire email (17%) or sending it as a text email (3%).
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey).

For those who don’t like reacting to offers contained within
those email messages, 43% of people say they don't
engage simply because of security reasons. An equally
sizeable combined 40% of respondents just didn’t think
the offer would be worth pursuing, with 25% saying that
what’s on offer online is ‘not attractive enough’ to generally
pursue and 15% thinking they can get a ‘better offer with
in-store purchase’.
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey).

❚ User behaviour
Australians now spend more time using the internet (13.7
hours per week) than they do watching TV (13.3 hours per
week) and more than half (57%) of all Australians multitask by having the TV on while they are online.
(Source: MarketingCharts.com/Nielsen Online)

Australian men generally spend more time in front of the
TV (2.5 more hours per week) and the PC (1.5 more hours
per week) than women, who prefer spending more time
reading and listening to the radio.
(Source: MarketingCharts.com/Nielsen Online)

Once online, Australians like emailing most of all, with 98%
of them using this service. Otherwise the most popular
activities, with 72% of Australians doing these, are banking
and checking up on news, sport and the weather. The
next key service predicted to take off is mapping, with an
anticipated 39% of users wanting directions information by
end 2008.

Australian Social Media Activities
% of active internet users who...
have ever read a blog	
start their own blogs
have profile on new social network	
upload photos to sharing site	
upload videos to sharing site	
ever watch video clips	
have downloaded a podcast	
subscribe to an RSS feed	

%
62%
29%
50.2%
47.14%
28.2%
77%
40.2%
24.6%

(Source: eMarketer/m.Net Corporation; University of Adelaide)

While almost all Australians surveyed (96%) said they
wanted to go online using their mobiles, a similar number
(91%) said what was stopping them were costs and user
experience.
(Source: eMarketer/Sony Ericsson; Hutchison 3G)

According to an industry survey, Australian mobile phone
users are still not hugely enthusiastic about mobile
marketing messages with only 6% of respondents saying it
was ‘very likely’ they would opt-in to receive them. A more
sizeable 26% of them however said it was ‘somewhat likely’
they would. More than two thirds of them meanwhile are
not so sure, with 32% believing it was ‘not too likely’ and
36% fairly adamant it was ‘not at all likely’.
(Source: Mobile Marketing Association)

However Australians are sending their emails, they certainly
don’t seem to be using their Smartphones or PDAs to do
it, with 94% of respondents to a 2008 survey saying they
used neither kinds of device for that function.

includes a round-up of the month’s business events and
tourism industry news.
The production and distribution of the monthly
e-newsletter, Quorum NewsNet, was a time intensive and
often complicated process. When the newsletter was sent
via email the names were manually typed into Outlook and
sent through Universal Publishers’ in-house mail server. The
overall look of the newsletter also needed refreshing to be
more appealing to subscribers.
Another time consuming process was Universal’s use of
fax for general communications with clients, which included
ad hoc messages and notes about the publications and
special offers.
STRATEGY: Universal Publishers decided on Premiere
Global Services’ Marketing Automation solution to
revamp the e-newsletter and manage its distribution,
thereby automating and simplifying their email and fax
communications.
DETAILS: Premiere Global Services’ email platform
incorporates the best of communication technology with
practical applications to achieve superior results. Its Wizardbased message creation makes it easy to create graphicrich, high-impact professional messages without any
knowledge of complex HTML coding. In addition, the email
technology automates the process of sending all email
communications, quickly, easily and more effectively than
fax.
RESULTS: 1. ‘Click-to-open’ rates for the e-newsletter are
much higher.
2.‘Unsubscribe’ rates for the e-newsletter have been
considerably reduced.
3. Reduced costs due to the switch from fax to email
communications wherever possible.

(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

(Source: Universal McCann, March 2008)

Australian Online Activities
Activity

% of users	Est. %
in next year
growth rate
Email
98%
0.4%
Banking
72%
6%
News, sport or weather updates
72%
5%
Bill payment	
66%
9%
Maps / directions
62%
5%
Directories (Yellow / White pages)
59%
5%
Airline ticket purchase
44%
10%
Instant Messaging
38%
12%
Accommodation bookings
37%
14%
Auctions
37%
6%
(Source: Nielsen Online, March 2008)

Despite high turnover rates, with the average mobile
phone user in Australia upgrading their phones every 18-24
months, recycling rates are low. Only 3% of mobile phones
in Australia were recycled in 2007.
(MobileCrunch/The Age)

In a survey of online habits, Australia ‘topped all countries’
in its adoption of social networking habits, with 30% of
users contributing to social networking sites, and 9% to
video sharing sites.
(Source: MarketingCharts.com/IBM)

(Source: MarketingCharts.com/Nielsen Online)

Australians seem fairly evenly split when it comes to acting
on and reporting spam, with 59% saying they have taken
action in some regard - following either the ‘report spam',
'this is spam’, or ‘junk email’ links or buttons - while 41%
said they had not. The same attitudes are also reflected in
the level of usage of filters or software, with 59% saying
they are currently using either anti-spam filters or challenge
response software, and 41% saying they are not.

❚ Mobile
Mobile phone ownership has now reached a saturation
point it is believed, with 92% of Australian internet users
owning one, their most favoured activity taking photos
(84% of users). To date nearly half (45%) of Web-enabled
phone owners have actually gone online with them.
(Source: MarketingCharts.com/Nielsen Online)

(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

For those who do report on spam, using the ‘report spam’
link, more than half (52%) of Australians do it frequently,
four or more times a week. Doing that, 36% of them
believe, can ‘block the sender from sending spam/junk
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Australians are expected to send more than 10 billion text
messages in 2008, generating AU$70.45 billion revenues
for the messaging industry, an increase of 15.7% from last
year.
(Source: news.com.au/Gartner)

❚ CASE STUDY
CLIENT: Universal Publishers
AGENCY: Premiere Global Services
CAMPAIGN: Quorum NewsNet
OBJECTIVE: Universal Publishers publish three key
industry-specific publications - The Quorum, a bi-monthly
magazine with a circulation of 11,494 which showcases
business conferences, meetings and exhibitions; The
Quorum’s Meeting Place, an annual directory of venues
and services for business event planners; Gregory’s Pacific
Travel Fact File which is in its 31st year of publication and is
a comprehensive guide to the islands of the Pacific Region;
and also a monthly e-newsletter, Quorum NewsNet, which
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❚ E-Commerce

CHINA

To date, just under a quarter of (22.1%) Chinese internet
users have shopped online. In 2007, they spent a total of
RMB46.4 million online. The average amount Chinese online
shoppers spent in the last six months of 2007 however,
was pretty low - at RMB466.
(Source: CNNIC)

China’s online shoppers in general tend to have benefited
from higher education. The higher educated they are, the
more they shop. Around 56.5% of online shoppers with
postgraduate degrees have shopped online, more than
double the national average.

is final’. Not surprisingly, more than 70% of all online
purchases made in China’s B2C market are made on a
cash-on-delivery basis.
(Source: ChinaTechNews.com)

China’s Online Revenues: 2007-2010
Brand ad (US$m)
Search (US$m)
Others (US$m)
Total (US$m)
Massive multiplayer online
game (MMOG) (US$m)
Casual online games (US$m)
Total (US$m)

2007	
667
332
15
1,014

2008
1,118
633
19
1,769

2009	
1,267
946
23
2,236

2010
1,782
1,517
28
3,327

1,217
331
1,548

1,678
564
2,241

1,893
815
2,708

2,028
1,059
3,087

(Source: Credit Suisse)

(Source: CNNIC)

Familiarity breeds shoppers it seems. The longer Chinese
have been online, the more likely they are to spend. More
than two-fifths (42.4%) of Chinese who started going
online before 1999 shop online; while only 5.7% of those
who went online for the first time in 2008 bothered.
(Source: CNNIC)

China’s online travel market made around RMB2.24 billion
in 2007 and is expected to generate RMB3.84 billion this
year.

The Great Wall of China

(Source: Xinhua/Data Center of the China Internet)

Online travel is expected to take off in 2008, attracting
around 5.7 million users. By 2010 that number is expected
to hit 9 million.

❚ Demographics
China recently overtook the United States (U.S.) as the
home to the largest number of online users on Earth. At
the end of 2007, there were 210 million internet users in
China, just 5 million shy of the U.S. But by early 2008, the
country had garnered 221 million users, exceeding the U.S.
Of this online population, 107 million are aged below 25.

The average internet access costs per household in China
is RMB74.9 per month. But if you wanted to log on at a
cafe instead it would cost on average RMB51.6 per month.
(Source: Ogilvy)

The cost of the broadband usage fee in China is around
7.59% of GDP per capita.

It is estimated that by 2010, consumer-based e-commerce
(B2C) in China e-commerce in China - valued at US$2.5
billion in 2006 - should generate US$18 billion in revenues,
a 64% compound annual growth rate.

(Source: Digital Economy Factbook 2007)

According to a 2006 OECD report, 13% of the world’s
internet users are now Chinese-speakers.
(Source: Digital Economy Factbook 2007)

After the U.S., U.K. and Japan, China has the fourth highest
number of IP addresses in the world - 105 million of them.
(Source: Digital Economy Factbook 2007)

China's Internet Market: 2007-2010

(Source: TNS/CNNIC)

Despite the high user numbers, internet penetration rates
(16%) in this massive country fall short of the global
average (19.1%). In Beijing and Shanghai, however,
penetration rates are much higher - 46.6% and 45.8%
respectively.
(Source: CNNIC)

In general, China’s online users tend to reside in higher
income brackets - but their purchasing power is not very
high, with nearly 75% of users bringing home monthly
incomes of less than RMB2000 (US$285).
(Source: TNS/CNNIC)
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(Source: Nielsen Online)

The top 50 advertisers accounted for 46% of the total
online advertising market, and 31% of all campaigns last
year.
(Source: Nielsen Online)

The online advertising business in China is pretty much
dominated by two players - Sina and Sohu - who account
for more than 50% of online brand advertising sales
revenue.
(Source: Morgan Stanley Research)

Internet users (m)
YoY growth (%)
Monthly net addition (US$m)
Penetration (%)
Mobile penetration (%)
Online ad spend as %
of overall ad spend

2007	
210
53%
6.08
16%
40%

2008
76
31%
5.50
21%
47%

2009	
341
24%
5.45
26%
51%

2010
406
19%
5.39
31%
55%

4%

5%

6%

8%

(Source: Credit Suisse)

Chinese online users are fairly divided when it comes to
the value of paying for downloadable content. More than
half (55.4%) of users would be ‘willing if the price is
appropriate’ while 44.3% said they were unwilling. Just
0.4% of people meanwhile said they were ‘willing no
matter how much it costs’.

(Source: CTR market research)

2007	

2008

2009	

2010

Registered Instant Messaging	
user accounts (US$m) *
765
Active user accounts (US$m)
314
Peak concurrent users (US$m)
34
Average concurrent users (US$m) 18
Estimated online gamers	
48.7

885
354
37
20
82.8

965
386
40
22
101

1,045
418
43
24
118.6

Surges in online ad spend have been mainly driven by
search engine advertising and in-game promotions, which
pushed China’s online ad market up 75% in 2007. Search
engine optimisation, which experienced a 108% increase
from the previous year, represented 27.3% of the overall
online ad market.
(Source: Marketing Interactive/iResearch)

(Source: CNNIC)

Despite the number of internet users, China’s e-commerce
levels are still in ‘start-up mode’ when compared against
the U.S., says one report. In 2007, China’s B2C sales
amounted to US$626 million. The U.S. B2C market
meanwhile took home US$125 billion from online shoppers.
(Source: ChinaTechNews.com)

China’s Online Users: 2007-2010

(Source: Credit Suisse/CNNIC; *Tencent based on 75% market share)

Online ad spend grew by just 9% in 2007, the lowest rate
seen in recent years. Much of the reason for this has to
do with advertisers saving themselves for the Olympics in
August 2008.

(Source: Digital Economy Factbook 2007)

(Source: AdAge/eMarketer)

Increasingly, Chinese internet users rely on broadband for
their online connections, with 163 million people (77.6% of
users) going online in this way, up 40.94 million from June
2007.

By 2011 the Chinese online travel market could be taking
in US$15.4 billion worth of bookings.

China’s online advertising industry brought in RMB9.4
billion (US$1.3 billion) in 2007. That represented the work
of around 3,097 advertisers and 27,000 ad campaigns. Of
those advertisers, the most prolific sectors were automotive
(22% of campaigns) and IT/electronics (20%).

(Source: eMarketer)

(Source: TNS/China Internet Network Information Center (CNNIC)/xinhua)

By 2025, eMarketer believes, China’s internet population
will have reached a hefty 500 million people.

(Source: Hotelmarketing.com)

❚ Online Advertising

Online shopping remains an ‘alien experience’ in China
as the change in shopping culture has been too great
to overcome - Chinese like to look at what they buy
before they decide they want to buy it. This is particularly
important in a market ‘where the sale of most goods

The top search engine in China - Baidu - was the third
most popular search engine worldwide in December 2007,
with 3.4 billion searches. Baidu came in ahead of MSN and
just behind Google and Yahoo!.
(Source: Marketingcharts.com/ComScore)

The internet plays a vital role in brand-building, before and
after a product purchase, according to one survey: 98%
of respondents said they wanted to stay informed about a
brand after the purchase; 91% felt they could do that by
‘consulting the internet’; and 80% said they thought the
internet was ‘the most essential medium’ in their life.
(Source: i-merge/Sinomonitor)
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THE EVENT FOR MODERN MARKETING:

CONFERENCE

•

EXHIBITION HALL

•

NETWORKING

ad:tech is a world class event for the online advertising and digital marketing industry, held in
11 cities and 7 countries. For the first time Singapore will host ad:tech with a true regional focus

Search Listings: Top 10 Performers in China
Rank	
URL
1	auto.sina.com.cn
2	sports.sina.com.cn
3	sports.163.com
4	sports.tom.com
5	www.che168.com
6	sports.sohu.com
7	www.southcn.com
8	women.sohu.com
9	price.pcauto.com.cn
10	detail.china.alibaba.com
(Source: WebDNA:SMI Market Report)

Brand
China Mobile	
Coca-Cola	
China Unicom	
Samsung	
Olay	
Pepsi	
Head & Shoulders	
Toyota	
Rejoice	
McDonald’s	

The Chinese may not shop as much as Americans but
they are five times as likely to lead a ‘parallel life online',
according to one survey. Chinese online users aged 16-25
are ‘way ahead of Americans in living a digital life’, with
80% saying it was an essential part of how they lived their
lives compared with 68% of Americans.

% awareness/brand recall
76%
74%
70%
69%
68%
66%
64%
64%
62%
61%

26 - 27 june 2008

One major factor driving the Chinese online is selfexpression - 73% of young Chinese go online to share their
opinions, according to one study. And they prefer to do
it anonymously, using nicknames ‘or other monikers that
government trackers find tough to trace’. Not surprisingly
73% of Chinese say that they feel freer to express their
true thoughts and emotions online than offline.

suntec international convention centre

singapore

(Source: Yahoo! News/InterActiveCorp/JWT)

(Source: TNS/Digital Media)

Top 10 Online Advertisers of 2007, by Ad Value
Brand Estimated 	ad value (RMB)
1
Mazda
207.2m
2
Toyota
170.2m
3
Lenovo
163.2m
4
ING Group
162.8m
5
China Mobile	
154.7m
6
Samsung
151.6m
7	eBay
151m
8
Mengniu Group
141.8m
9
Motorola
116.8m
10
Nissan
110.6m
(Source: Nielsen Online)

Online Advertising League Table in China
		
Rank	 Company
1
Sina
2
Sohu
3
Focus Media
4
Tencent
5
NetEase

Revenue (2007)
Market share
US$m	YoY (%)
169
41%
118
28%
117
66
93%
36
8%

%
30%
21%
21%
12%
6%

(Source: Morgan Stanley Research (estimates used as figures))

Favoured Ad Formats Across Right Media Exchange
Ad format/size
120 x 600
160 x 600
300 x 250
468 x 60
728 x 90
Pops	

%
18.03%
8.01%
15.04%
14.18%
31.5%
12.36%

(Source: Right Media)

No. Promotional Emails Received (Weekly)
Number of emails	Office	Home
Less than 5
23%
27%
Between 5 and 10
29%
33%
Between 10 and 20
19%
20%
Between 20 and 30
9%
5%
Between 30 and 50
8%
4%
Between 50 and 100
4%
4%
More than 100
8%
6%
(Source:The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

Trust in Media Channels in China
Channel	
Recommendations from friends and family	
Independent reviews in publications	
Manufacturers / brands Web sites	
Consumer opinion in blogs	
TV ads	
Newspaper ads	
Ads that appear on search engines	
Banner ads on Web sites	
Ads in virtual worlds	
Ads in video games	
Ads via mobile SMS
(Source: tns/Digital Media)
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Expo Hall is free!

on the insurgence of digital media.

(Source: Yahoo! News/InterActiveCorp/JWT)

Top 10 Digital Advertisers in China
Rank	
1
2
3
4
5
6
7
8
9
10

❚ User behaviour

Chinese internet users have embraced social networking
wholeheartedly, according to recent figures, with 66% of all
users having contributed or uploaded files to the internet
at some point.
(Source: TNS)

In a recent survey of China’s 107 million-strong internet
users aged below 25, more than 90% of them use instant
messaging (IM), and 55.9% have made new friends online.
(Source: CNNIC)

China has the world’s biggest blogging community, playing
home to 42 million Chinese bloggers - more than the U.S.
and Western Europe combined.
(Source: Universal McCann)

For those who do read blogs, it tends to be a regular
activity, with 46% of Chinese respondents to a survey
saying they read blogs daily; 32% accessed them weekly.
(Source: Universal McCann)

One third of Chinese manage their social network page
every day, while 41% do it every week. Of those that like
to post photos online, 19% do this on a photo sharing site
daily, while 37% do it weekly. As for video, those who do
it, do it often, with 26% of users posting videos online
daily, and 41% doing this every week. Nearly half (49%)
of people who watch videos online do this every week; and
more than one third (35%) watch clips every day.
(Source: Universal McCann)

China lays claim to the world’s most visited blog - that of
Chinese actress Xu Jinglei, who attracted 86.97 million
page views over a 18-month period.
(Source: TNS)

% trust
60%
23%
22%
21%
11%
10%
9%
8%
7%
5%
4%

When it comes to acting on and reporting spam, 62% of
Chinese say they have either pressed the ‘report spam’,
'this is spam’, or ‘junk email’ links or buttons. However the
disparity in opinions is not necessarily reflected in attitudes
towards filters or software. Only 32% are currently using
either anti-spam filters or challenge response software.

S A V E T H E D AT E :

shanghai

Gateway to Interactive Marketing in
Asia: bringing together the region’s
marketers, ad agencies, technology
providers and online publishers.
•

Participation is expected throughout the region
with more than 2,500 attendees from 20 countries.

•

80+ exhibitors and sponsors from international and
local technology providers, advertising agencies
and online publishers

•

120 high level speakers from across the globe

25-26 november 2008
shanghai international
convention & exhibition centre
www.ad-tech.com/shanghai

(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

www.ad-tech.com/singapore
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For those who do report spam, they do it frequently. Nearly
half (49%) of Chinese do use the ‘report spam’ link four
or more times a week. Doing that, 35% of them believe,
can ‘block the sender from sending spam/junk email to me
again’, while 27% say it can allow them to ‘unsubscribe
from sender’s mailing list’.
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

Chinese are generally very happy to spread brand messages
via email with a sizeable 74% of respondents to a survey
saying this was the case. Most (40%) use the ‘forward to a
friend’ or ‘tell a friend’ facilities, while more than one fifth
(22%) forward the entire email. The remaining 12% send
it on as a text email with a URL link.
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey).

For those who don’t like reacting to offers contained within
those email messages, the biggest reason by far is security,
which was the case for nearly half of respondents (48%). A
fair number, 32% of respondents overall, however, felt that
online offers were not worth pursuing, with 21% saying
that what’s on offer online is ‘not attractive enough’ to
generally pursue with 11% thinking they can get a ‘better
offer with in-store purchase’.
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey).

The Chinese love gaming. There are now around 120
million online gamers in China - and 73.7% of under-18
year olds there have played online games at some point.
(Source: Ogilvy)

Chinese Online Activities
Activity

% of users

User-generated content
Upload TV programs	
Upload TV plays	
Upload other video items	
Upload movie	
Upload music	
Upload pictures	
Send / reply tips	
Never send tips / upload contents	

4.8%
7.9%
10.4%
12.7%
21.3%
31.8%
35.4%
34.3%

Main types of downloads
Music
Movie
Materials for work and study
Games
Pictures
Software (ex anti-virus)
Anti-virus software
TV shows
Novels
Others

75.3%
72.1%
66.3%
42.7%
42.1%
38.9%
37.4%
24.7%
23.5%
0.9%

Method for watching videos online
Viewing on Web page	
Using peer-to-peer software	
Downloads, multi-media player	
No idea	

44.06%
29.91%
21.47%
4.56%

(Source: CTR)

By 2010 online gaming revenues should reach US$3 billion.
In 2007 revenues stood at US$1.66 billion.
(Source: eMarketer/Pearl Research)

79.7%
46.2%
46.0%
40.5%
33.4%
33.1%
29.9%
24.2%
1.0%

Chinese Social Media Activities
% of active internet users who...
have ever read a blog	
start their own blogs
have profile on new social network	
upload photos to sharing site	
upload videos to sharing site	
ever watch video clips	
have downloaded a podcast	
subscribe to an RSS feed	

%
88.1%
70.3%
64%
73.5%
58.1%
89%
74.3%
53.9%

(Source: Universal McCann, March 2008)

The Chinese also love video - and more so than the
U.S. One third of Chinese say they watch video online,
compared to just 18% of Americans. And while they are
online, the Chinese like to stay there a while. China’s
answer to YouTube, Tudou, which has 47% market share
says that 15 billion minutes of video are downloaded
every month on its site (compared to YouTube’s 3.5 billion
minutes).

Frequency of Social Networking Activities
Activity
Reading blogs	
Writing blogs	
Manage social network page	
Upload photos to sharing site	
Upload videos to sharing site	
Watch video clips	
Download podcast	
Subscribe to an RSS feed	

(Source: CNNIC)

China is the biggest market for podcasts in the world,
with an estimated 45 million regular users. And China tops
a recent survey of online social media, with the highest
proportion of respondents (74.3%) saying they had ever
downloaded a podcast. And of those that do, more than a
quarter (27%) download them every day, and nearly a half
(45%) download them every week.
(Source: Universal McCann)

Chinese mobile phone users are fairly enthusiastic about
receiving mobile marketing messages, according to a recent
survey, with more than one third (37%) of respondents
saying it was ‘very likely’ they would opt-in to receive them.
Almost half of them (49%) said it was ‘somewhat likely’
they would.
(Source: Mobile Marketing Association)

Main types of video watched
Movie / TV / music
News / information
Fun/venture/special venture
Recreation program / drama /
cross talk & study
Sports
Cartoons/games
Original / self-made / DV show
Finance and business
Others
(Source: China Internet Network Information Center (CNNIC))

They play online games a fair amount too. On average,
every month, Chinese online gamers play role-playing
games 21.6 times; leisure games 16.7 times and chess
16.8 times.

Of that number, 50.4 million mobile phone owners have
used their devices to go online. And a large number of
them live in Guangdong, which saw an additional 15.05
million phone phone users go online over the course of a
year.

Daily
46%
33%
33%
19%
26%
35%
27%
28%

Weekly Monthly
43%
6%
45%
9%
41%
13%
37%
20%
41%
13%
49%
10%
45%
12%
42%
12%

Less
5%
13%
13%
24%
20%
6%
15%
18%

(Source: Universal McCann, March 2008)

Smartphones and PDAs still have a long way to go before
they become default devices for checking email - 66% of
respondents to a survey said they don’t use either for that
purpose.

China is home to the world’s biggest mobile phone
population. The country boasted a staggering 500 million
mobile subscribers as at the end of 2007.

(Source: Synovate)

(Source: TNS/CNNIC)

Most Popular Games
MMOG
Advanced casual games	
Board & chess games	
(Source: Credit Suisse estimates)
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Total
44.0%
12.2%
32.6%

❚ Mobile

Looking at China and India combined last year, they
accounted for more than 60% of all the 366 million mobile
phones that were shipped in the Asia Pacific region (ex
Japan) in 2007.

CLIENT: Lufthansa
AGENCY: MRM Worldwide, Shanghai
CAMPAIGN: Lufthansa Virtual Tour Promotion
OBJECTIVE: To create a personal experience for
consumers in China to learn about and develop an affinity
for Lufthansa via a Virtual Tour of the airline, and to create
a series of promotional materials to drive traffic to the Web
site and video views.
STRATEGY: By allowing consumers new to the brand an
in-depth look at the airline, its staff, operations, facilities
and fleet a sense of trust and familiarity can be established.
DETAILS: This Virtual Tour of the airline guided by a
Lufthansa flight attended took users on a step by step
journey through the check-in process, fleet, inflight
experience and airport facilities. The Web site hosting the
virtual tour also contained critical information and links to
the existing European network, timetables, frequent flyer
registration, terminal maps and online booking. Over a
two week period surrounding the site launch in Q4 2007, a
series of eDMs were sent to a very targeted list of potential
customers. Coinciding with the eDM campaign was a
targeted banner campaign.
RESULTS: 1. Over 158,000 impressions for the site.
2. Average time spent viewing the tour: 2:52 minutes.
3. eDM campaign generated click-through rate of 6%.

(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey).

Things look good for mobile TV in China. According to
latest estimates, by 2009 the country will have 94 million
mobile TV subscribers.
(Source: Ogilvy)

When it comes to the brand dominating mobile
entertainment in China, it is pretty much just Sony Ericsson
- 60% of mobile music usage in China takes place on its
Walkman phones.
(Source: Ogilvy/ M:Metrics)

Ideally a large number of Chinese - nearly 60% of
respondents to a survey - say they would like to have ‘one
portable device’ to fulfill all their needs. Around threequarters of Chinese surveyed already use their phones
as music players. And portable media has the highest
penetration rates in China of any other country surveyed, a
whopping 90%.
(Source: Universal McCann)

(Source: Ogilvy)

For the Chinese, the internet is a prime destination for
consuming music. When asked in a survey, nearly twothirds (63%) of them said they had downloaded music
without paying for it, in the past month, the highest
number in the region. And 45% of them believed that all of
their music would be in digital formats in five years.

❚ CASE STUDY 1

The Chinese are increasingly treating their mobiles as
music download devices, with 39% of respondents to a
survey saying they had saved a song to their phone in the
past month.
(Source: Synovate Music Matters Study)

‘Serious market growth’ in China’s mobile music industry
however, will never come about until the country fixes its
profound piracy problem. Online piracy rates are now at
a staggering 99%, it is estimated. China’s mobile music
industry is currently worth around US$700 million annually.
(Source: IFPI Digital Music Report 2008)

❚ CASE STUDy 2
CLIENT: Nokia China
AGENCY: Eight
CAMPAIGN: China’s Hunt for Cool
OBJECTIVE: Working with the N Series line of multimedia
handsets...to actively engage China’s fashion & style
leaders in a Web 2.0 community - and activate audiences
through discovery marketing/content across multiple media.
STRATEGY: An authentic, fresh media property - China's
Hunt for Cool. Light on branding, the digital media were
created with audience benefit in mind...putting control in
the hands of audiences...providing validation, rewards and
prizes to participants.
DETAILS: The creative team at Eight journeyed from
Beijing to Inner Mongolia to shoot one of 2007's most
successful viral videos in China - MC Farmer. As a key
element in the activation plan, Eight conceptualised,
storyboarded and edited the viral series, then a DVD of the
video was distributed to nightclubs in Beijing and Shanghai
to create a buzz. Print media and an events and PR blitz
also contributed to spreading the word. A four month
package estimated to be worth RMB10 million in media
value, kicked off online. Prime banner ads were placed on
the top 10 pages such as Yahoo! China, linking directly to
cool.nseries.com, along with a dedicated mini-site for Nokia
content in addition to WAP and mobile sites.
RESULTS: 1. More than 2.6 million viral views in the first
month.
2. 600,000 print readers.
3. Among Advertising Age’s Top 10 China stories for 2007.
4. MC Farmer has received an estimated 3.5 million plus
views to date.

(Source: eMarketer/IDC)
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HONG KONG

The vast majority of Hong Kong users (79%) asked in a
survey have made a purchase online. And of those that do
that shop online, 80% rely on their credit cards, amongst
the highest proportion of people in the region to do so.

launching 2,800 campaigns between them, generating 5.5
billion impressions. The biggest online spender was Citicorp
Group (spending HK$10.3 million), followed by eBay
(HK$7.9 million).

(Source: the Nielsen company)

(Source: Brandrepublic.com/Nielsen online)

When Hong Kongers want to make last minute hotel plans,
they tend to go online. According to ZUJI, in the last
quarter of 2007, 42% of hotel bookings were made the
same week the consumers wanted to travel. This is higher
than the regional average of only 29% of hotel reservations
made so close to travel. Hong Kongers are still interested
in ‘early bird’ offerings however, with 20% of them making
their hotel plans online a month or more ahead of time.

In Hong Kong, when you want your ad message to reach
consumers, build a Web site. In a survey, ‘dedicated Web
sites’ were the media most recalled by respondents when
it came to ads from top brand names. And they didn’t just
remember the brands’ ads either, on Web sites and other
digital media - they were positively affected by engaging
with them. A whopping 81% of people said they were ‘more
interested in a brand’ after seeing it advertised via digital
media.

(Source: ZUJI)

(Source: TNS/Digital Media)

When it comes to booking flights online, Hong Kongers
tend to give themselves more lead-time than they do with
their hotel arrangements. In the last quarter of 2007, 37%
of Hong Kongers making flight bookings did it at least a
month in advance. By contrast just 21% of people making
flight bookings did so during the same week as travel.
(Source: ZUJI)

When Hong Kongers book their hotels online, generally
they are only thinking of short stays, with 60% of them
only ever wanting stays of two nights or less. And in terms
of destination, Hong Kong comes top for Hong Kongers.

Hong Kong's tallest building Two IFC rising above the city

(Source: ZUJI)

Hong Kong has one of the highest internet penetration
rates in the world: 69.9% of Hong Kongers are now online.

(Source: Synovate)

(Source: Universal McCann/Internetworldstats.com)

Overall the amount of Hong Kong women who now access
the internet has risen from 45% in 2006 to 52% in 2007.

Hong Kongers in general tend to be defined for their
fondness of short holidays. Nearly two thirds (65%) of
all overseas trips booked on ZUJU hong Kong for trips of
a week of less, well above the regional average of 55%.
And an overwhelming 82% of Hong Kongers preferred an
e-ticket to get them there as opposed to a paper one. And
70% of them went on these trips solo.

The Hong Kong internet user spends on average 25.1
hours online every month, above the regional average of
21.2 hours, but just shy of the global average - 26.2 hours.

(Source: Synovate)

(Source: ZUJI)

Hong Kong Key 2007 Digital Indicators

(Source: ComScore)

Services	No.
Mobile subscribers	
10.5 m
2.5G / 3G mobile subscribers	
2.74 m
Mobile penetration rate	
152.1%
Number of public wi-fi hotspots	
6,761
Number of public wi-fi zones	
4,204
Registered dial-up accounts	
959,831
Registered broadband accounts	
1.88 m
Households broadband penetration	
76.4%
Number of ISPs	
171

In terms of paying for these trips, it has now become
increasingly uncommon for Hong Kongers to pay offline,
with 91% of all travel booked on ZUJI Hong Kong paid for
there and then over the internet.

❚ Demographics

Hong Kongers are amongst the ‘biggest media junkies’
in Asia, according to one survey, which says they spend
on average 12.2 hours a day online, watching TV/DVDs,
reading newspapers/magazines and listening to the radio.
(Source: Synovate)

online travel arrangements more too (14% of women
against 9% of men).

(Source: Office of the Telecommunications Authority of Hong Kong)

Hong Kong men spend more time online (142 minutes a
day) than they do watching the TV (137 minutes).
(Source: Synovate)

Hong Kong men generally interact more with the Web's
offerings than their female counterparts. Men are ‘more
likely to be found downloading’ (40% of men versus 28%
of women); to play online games (40% against 28% of
women); and to hang out in chat rooms (18% of men
versus 13% of women).
(Source: Synovate)

❚ Online Advertising

(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey).

For those who don’t like reacting to offers contained within
those email messages, the biggest reason by far is security,
with more than two thirds of Hong Kongers (67%) citing
this as the case. And one quarter of them felt overall that
online offers were not worth pursuing: 17% said that
what's on offer online is ‘not attractive enough’ to generally
pursue with 8% thinking they can get a ‘better offer with
in-store purchase’.
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey).

Hong Kong’s Top 10 Portals, Search Engines,
Communities
Rank	Property
Unique visitors % Reach
				
1
Yahoo! Sites	
2,938
79.9
2
MSN-Windows Live	
2,304
62.7
3
SINA Corporation	
1,055
28.7
4
NETVIGATOR.COM
848
23.1
5
AOL LLC
491
13.4
6
ON.CC
360
9.8
7
TENCENT Inc.
290
7.9
8
YAM.COM
229
6.2
9
Sohu.com Inc.
201
5.5
10
Lycos Sites	
177
4.8

Average minutes
per Visitor
298.6
317.6
47.4
38.0
14.5
56.9
53.5
13.6
18.9
3.3

(Source: ComScore Asia Pacific, Jan 2008; Age 15+ from home and work computers)

Hong Kong’s Top 10 Sites

Home/Personal Internet Usage 2007
Households with PC
Households with PC with connection to Internet	
% aged 10+ who had used PC in last year	
% aged 10+ who had used Internet in last year	
% aged 15 + who had used e-business services in last year	
% aged 15+ who had used online purchasing services	
% aged 10+ who had used online Government services

(Source: ZUJI)

Hong Kongers are mostly happy to spread brand messages
via email with a 63% of respondents to a survey saying
this was the case. Most who do (38%) use the ‘forward
to a friend’ or ‘tell a friend’ facilities, while more than a
fifth (21%) forward the entire email. The remaining 4% of
people happy to spread the brand’s word send it on as a
text email with a URL link.

74.2%
94.5%
66.4%
64.8%
98.2%
10.1%
37.6%

(Source: Census and Statistics Department)

❚ E-Commerce

Online advertising accounted for 3.6% of overall ad spend
in Hong Kong in 2007. Total ad spend across all categories
came to HK$22 billion (US$2.8 billion).
(Source: Brandrepublic.com/Admango)

Hong Kong’s online ad spend in 2007 was estimated to be
around US$20 million. This year local spend is expected
to rise by 5%. However, anticipated online ad spend
for Singapore and Hong Kong combined is expected to
increase overall by 30% against last year.

Rank	Property
Unique % Reach	Total
		visitors (000)		minutes (MM)
1
Yahoo! Sites	
2,972
80.3
844
2
Microsoft Sites	
2,591
70.0
812
3
Google Sites	
2,205
59.5
301
4
FACEBOOK.COM
1,023
27.6
120
5
PCCW IMS Limited	
1,014
27.4
29
6
SINA Corporation	
1,012
27.3
44
7
DISCUSS.COM.HK
989
26.7
27
8
HSBC
943
25.5
55
9
Wikipedia Sites	
925
25.0
14
10
Uwants Sites	
897
24.2
10
(Source: comScore Media Metrix, March 2008; Age 15+ from home and work computers)

(Source: Media Asia/Zenith Optimedia)

Hong Kong women, meanwhile, are more prolific bloggers
than their male peers, with 21% of women doing so
against 14% of men. Women in this city also tend to book
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Hong Kongers are buying more online. Online expenditure
grew by 10.5% in Hong Kong in 2007.
(Source: HotelMarketing.com/eMarketer)

More than 1,000 advertisers in Hong Kong put their money
were their mouths were online in the first quarter of 2008,
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Hong Kong’s Top Online Gaming Sites
Rank	
1
2
3
4
5

Site
Yahoo! Games	
MSN Games	
MJONLINE.COM.HK
MINICLIP.COM
TALESRUNNER.COM.HK

% Reach
10.4
3.9
3.8
3.2
2.6

Newspaper ads	
Ads that appear on search engines	
Banner ads on Web sites	
Ads in virtual worlds	
Ads in video games	
Ads via mobile SMS

15%
9%
10%
4%
5%
5%

(Source: TNS/Digital Media)

(Source: comScore Media Metrix, December 2007; age 15+ from home and work computers)

Search Listings: Top 10 Performers in Hong Kong

Hong Kong’s Top Online Retail Sites
(Heavy Internet Users)
Rank	Property
1
Apple Inc.
2	eBay	
3
Amazon Sites	
4
Alibaba.com
5
AmericanGreetings
6
Sony Electronics	
7
THREE.COM.HK
8
MUSICHK.ORG
9
CITYLINE.COM
10
RAKUTEN.CO.JP

% Reach
28.2
27.4
23.4
17.0
11.8
9.0
8.7
7.8
7.7
6.8

(Source: comScore Segment Metrix, March 2008; age 15+ from home and work computers)		
		

Hong Kong’s Top Technology News Sites (Heavy
Internet Users)
Rank	Property
1
CNET
2
HACKEN.CC
3
NetShelter Technology Media	
4
Symantec	
5
PHONEHK.COM
6
Ziff Davis Media	
7
REVIEW33.COM

% Reach
15.3
7.0
5.4
4.8
4.7
3.9
3.0

(Source: comScore Segment Metrix, March 2008; age 15+ from home and work computers)

Hong Kong’s Top Entertainment Sites
(Heavy Internet Users)		
Rank	Property
1
YOUTUBE.COM
2
Yahoo! Music	
3
Yahoo! Movies	
4
TVB.COM
5
Yahoo! Video	
6
Sony Online	
7
Photobucket.com LLC
8	iTunes Software (App)
9
WindowsMedia	
10
Viacom Digital	

% Reach
65.5
47.4
36.5
31.4
28.7
22.0
20.8
19.8
16.7
16.0

(Source: comScore Segment Metrix, March 2008; age 15+ from home and work computers)

Top 10 Digital Advertisers in Hong Kong
Rank	
1
2
3
4
5
6
7
8
9
10

Brand1	
Nokia	
HSBC
Sony	
McDonald’s	
Coca-Cola	
Hang Seng Bank	
Samsung	
Canon	
TVB
Hong Tai Travel	

(Source: TNS/Digital Media)

Types of Digital Media Seen Being Used
% of users
54%
41%
40%
36%
36%
17%
4%
3%
6%

(Source: TNS/Digital Media)

Trust in Media Channels in Hong Kong
Media channel	
Recommendations from friends and family	
Independent reviews in publications	
Manufacturers / brands Web sites	
Consumer opinion in blogs	
TV ads	

(Source: WebDNA:SMI Market Report)

No. Promotional Emails Received (Weekly)
Number of emails	Office	Home
Less than 5
13%
17%
Between 5 and 10
13%
13%
Between 10 and 20
25%
21%
Between 20 and 30
17%
8%
Between 30 and 50
0%
21%
Between 50 and 100
13%
8%
More than 100
21%
13%
(Source:The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

Industry Campaign Performance Rates
Sector	
Overall industry
Travel	
Tech
Telecom	

Click Rate
0.47%
0.37%
0.37%
0.71%

(Source: DoubleClick ASTRA, worldwide, Jan 2007 to Dec 2007)

❚ User behaviour
Hong Kongers use the internet for sending email more
than any other nation in the Asia Pacific, followed closely
by India, according to one survey, which says that 86% of
people in Hong Kong go online daily to check their emails.
(Source: Brandrepublic/Nielsen online)

% awareness/brand recall
82%
77%
73%
68%
67%
63%
61%
59%
59%
55%

Media	
Dedicated Web sites	
Popup ads	
Sponsored content	
Email	
Banner ads	
Mobile phones	
Ads in video games	
Ads in virtual worlds	
Others	

Rank	
URL
1	www.hangseng.com
2	www.hsbc.com.hk
3	www.standardchartered.com
4	www.hkbea.com
5	shop.esdlife.com
6	hk.dbs.com
7	hk.88db.com
8	www.housingauthority.gov.hk
9	www.legco.gov.hk
10	www.edb.gov.hk

% trust
51%
22%
22%
19%
17%

When it comes to acting on and reporting spam, Hong
Kongers are fairly split down the middle regarding the
action they take. Just over half (54%) of them say they
have not taken any form of action in the past - following
either the ‘report spam’, this is spam’, or ‘junk email’ links
or buttons - while 46% said they had. Hong Kongers
seem even less bothered about setting up an automated
response to spam too, with a whopping 79% of them
saying they don’t use any anti-spam filters or challenge
response software to tackle the problem instead.
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

For those who do report spam, they do it fairly frequently.
Over one third (36%) of Hong Kongers use the ‘report
spam’, this is spam’, or ‘junk email’ links or buttons four or
more times a week. By reporting spam, a large proportion
of Hong Kongers (50%) believe they can ‘block the sender
from sending spam/junk email to me again’, while 25% do
it to ‘lower the number of emails I receive in my in-box’
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)
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When it comes to interacting with traditional media’s online
offerings however, Hong Kongers are less keen, with only
12% of them having visited the Web site of a TV network
and only 5% of them having gone to the Web site of a
print media in the past month.

Hong Kong mobile phone users are fairly enthusiastic about
receiving mobile marketing messages, according to a recent
survey, with more than half (51%) of respondents saying
it was ‘somewhat likely’ they would opt-in to receive them,
while 15% said it was ‘very likely’.

(Source: Synovate)

(Source: Mobile Marketing Association)

Facebook, with around one million Hong Kong users, has
now overtaken local language social networks like Xanga
and UWants in the city, with a 37.72% share of Hong Kong
internet users. Brands that have to date used Facebook for
marketing campaigns include McDonald’s Hong Kong, which
resulted in more than 11,000 Hong Kongers downloading
its ‘Shake You’ application.

But when it comes to mobile instant messaging, Hong
Kongers are the most prolific in the world. The highest
number of mobile instant messaging (MIM) fans can be
found in Hong Kong, which plays home to 23% of all global
MIM users.

(Source: Marketing Interactive)

Hong Kong SMS Activities: Annual Festivals

The home of

And so much more.

on the Web...

(Source: Brandrepublic.com/TNS)

Event

Hong Kongers love to network, with a recent report
showing that 16.24% of all internet users visit online
social networking sites and forums. YouTube was the most
popular destination in this category, bagging 12.93% share
of the visits, narrowly followed by Facebook, with 12.43%.

Go to

New Year’s Day	
Chinese New Year	
Valentine’s Day	
Christmas Day	

2007	
Sent Received	

Sent

15.4m	
16.4m	
13.4m	
15.8m	

18.9m	
19.3m	
14.8m	
N/A

15.6m	
16m	
13.7m	
20.1

2008
Received

More original content than
any other business Website.

23.1m
23.7m
21.3m
N/A

(Source: Office of the Telecommunications Authority of Hong Kong)

The global resources of CNN
—the world’s news leader.

(Source: Marketing Interactive/Hitwise)

Hong Kongers’ love of networking may give some clues as
to why word of mouth generates such levels of trust with
them when it comes to advertising or product pitches. A
whopping 93% of Hong Kong online users rely most on
‘recommendations from consumers’, when asked about
their attitudes to a varying number of advertising content
across all media channels.
(Source: MarketingCharts.com/the Nielsen company)

Hong Kongers love gaming, spending 56 minutes a day
playing games online, on TV or on portable devices. Only
two other nationalities in the region like gaming more - the
Thais and the Singaporeans.
(Source: Synovate)

Hong Kong Social Media Activities
% of active internet users who...
have ever read a blog	
start their own blogs
have profile on new social network	
upload photos to sharing site	
upload videos to sharing site	
ever watch video clips	
have downloaded a podcast	
subscribe to an RSS feed	

%
65.8%
54.5%
53.2%
63.1%
52.2%
86.1%
42.2%
36.5%

(Source: Universal McCann, March 2008)

❚ Mobile
According to a recent survey, Hong Kong’s affluent
population commonly own mobile phones with internet
access, at around 67.4% of people surveyed. These high
figures however remain unchanged compared to last year.
(Source: Synovate)

Smartphones and PDAs still have a fair way to go in Hong
Kong before they become default devices for checking
email - 71% of respondents to a survey said they don’t
use either for that purpose.
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey).
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❚ CASE STUDY
CLIENT: South China Morning Post
AGENCY: OgilvyOne Worldwide
CAMPAIGN: Viral video marketing campaign
OBJECTIVE: To promote the re-launch of scmp.com to the
overseas audience and highlight the award-winning news
and analysis as well as the new multimedia features of the
revamped Web site.
STRATEGY: When the South China Morning Post set out
to promote the re-launch of its online edition, SCMP.com, to
a global audience of non-newspaper readers in mid 2007,
the obvious choice was to go ‘viral’. With the assistance
of the Hong Kong division of OgilvyOne Worldwide, a viral
video marketing campaign was designed.
DETAILS: The first video, launched in mid-July 2007,
depicted a bewildered U.S. President George W. Bush
alongside China President Hu Jintao at a White House press
conference. The campaign, carrying the tagline "SCMP.com
makes China make sense", rapidly spread across multiple
video-sharing and social networking sites including YouTube
and Facebook. The second video involved a play on the
Abbott and Costello ‘Who’s on first’ comedy routine with
President Jintao and China Premier Wen Jiabao as the
protagonists.
Additional campaign support involved search engine
marketing via Google, overseas database targeting through
third-party list brokers, and a viral marketing seeding
campaign. Key bloggers from around the world were invited
to a free trial of SCMP.com to further promote awareness
of the new platform and create additional traffic to the site.
RESULTS: 1. Within the first five days of launch, the Bush
video was viewed more than 15,000 times.
2. The video received over 6,500 views across videosharing sites and blogs.
3. By early August 2007, the site had accumulated more
than 5,500 seven-day trialists.
4. The campaign scooped six awards.

Up-to-the-minute stock quotes,
tools and expert analysis.
Archived content from
FORTUNE, MONEY and
FORTUNE Small Business.
The Best Lists in Business
including the FORTUNE 500, Best
Places to Live, America’s Most
Admired Companies, and more.
Category-leading financial and
business videos delivered straight
to your desktop.

Don’t wait for your next issue:
make
your business
and finance destination today.
The world’s business dashboard.
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India’s Main Access Points

INDIA

% access Internet from... Cafe	Home	Office School/	Other
				college
School kids	
57%
23%
N/A
15%
5%
College students	
58%
21%
4%
10%
7%
Young men	
37%
27%
28%
4%
4%
OLder men	
16%
34%
45%
1%
4%
Working women	
28%
30%
31%
7%
4%
Non-working women	
46%
46%
N/A
4%
4%

Indians are pretty loyal too when it comes to online
shopping, with 54% of them saying they buy from the
same site while making online purchases.

(Source: I-Cube 2007)

Sector	

❚ E-Commerce
Out of India’s active online users, just 5% of them say they
mainly use the internet for e-commerce, although this is a
slight increase from 2006 when only 4% said this was the
case.

(Source: NiIelsen)

India’s B2C Market
2006-07
(Rs.Crores)
5,500
1,580
850
540
20
170
7,080

Online travel
Online non-travel	
- eTailing
- Online classifieds
- Paid content subscription
- Digital downloads	
Total B2C / C2C

2007-08
(Rs Crores)
7,000
2,210
1,105
820
30
255
9,210

(Source: Internet & Mobile Association of India)

(Source: I-Cube 2007)

❚ Online Advertising
They may not use the internet mainly for shopping, but
those who do shop are getting more confident at it. In
a survey, 78% of respondents who were accessing the
internet said they had made a purchase online at some
point; and more than half (55%) said they had made one
in the last month.
(Source: the Nielsen company)

Online advertising is tipped to be the fastest growing
sector in India’s media market in the next few years. In
2008, online advertising is expected to bring in US$109
million, reaching $319 million in 2012. But this will still only
represent 1% of the total Indian advertising market, a drop
in the ocean.
(Source: eMarketer/FICCI/PriceWaterhouseCoopers)

E-commerce levels in India are predicted to grow by 30%
in 2007-2008, generating Rs9,210 crores, up from Rs7,080
crores the year before.

Taj Mahal palace in India on sunrise

(Source: ContentSutra/Internet and Mobile Association of India)

❚ Demographics
India has one of the lowest internet penetration rates seen
anywhere in the world, if not the lowest amongst online
nations. Only 5.3% of India’s population has access to the
internet.
(Source: Universal McCann/Internetworldstats.com)

There is some disagreement over exactly how many
internet users there are in the country, however. A
September 2007 estimate says India has around 60 million
internet users, but a December study puts the figure of
overall internet users much lower, at 46 million (those who
have ever gone online) and active users at 32 million (those
who go online once a month).
(Source: ContentSutra/Digital Economy Factbook 2007)

And when you look at the number of internet subscribers
(not users) the numbers get even smaller. Just 9.63 million
people in India actually subscribe to the internet, with the
number of broadband subscribers at 2.67 million.

The Indian government is setting a goal of 20 million
broadband users by 2010. Whether it reaches it or not
remains to be seen - according to a new eMarketer report,
India will only reach 10.5 million broadband households by
2011.
(Source: eMarketer)

Out of the active user population, one third are young
men; just over one-fifth (21%) are college students;
15% are older men; 14% are school-going kids; 11% are
working women; and the smallest demographic group are
non-working women, representing 6% of the overall active
user base.
(Source: I-Cube 2007)

The amount of time Indian internet users spend online is
still a fair way lower than the regional or global average.
Indian online users generally spend an average of 14.8
hours a month on the internet, compared to the regional
average of 21.2 hours and the global average of 26.2
hours.
(Source: ComScore)

(Source: Telecom Regulatory Authority of India (TRAI))

India Online - Active Internet Users
That being said, around 70% of the ‘PC literates’ have used
the internet at least once in their lives.
(Source: Internet & Mobile Association of India (IAMAI))

India experienced some of the fastest-growing internet
user bases on Earth from from January 2006 to January
2007 with 33% growth.
(Source: Digital Economy Factbook 2007)
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% of active internet users who...
Use internet daily	
Use internet 4-6 times a week	
Use internet 2-3 times a week	
Use internet once a week	
Use internet 2-3 times a month	
Use internet less than once a month	
(Source: I-Cube 2007)

%
25%
19%
23%
18%
12%
3%

By an easy margin the real e-commerce success story in
India has been online travel, which has chalked up 50% of
all e-commerce revenues in India to date.
(Source: eMarketer/IAMAI)

Indians come only second to the Chinese in their degree
of willingness to spread brand messages via email, with a
sizeable 72% of respondents to a survey saying they pass
on promotional emails. Most who do (42%) use the ‘forward
to a friend’ or ‘tell a friend’ facilities, while almost a quarter
(24%) forward the entire email. The remaining 6% of
people happy to spread the brand’s word send it on as a
text email with a URL link.
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey).

More than 70% of Indians surveyed in a late 2007 study,
said they had gone online to buy airline tickets and hotel
reservations in the three months prior to the study.
(Source: the Nielsen company)

The same study found that 46% of Indians had gone
online to buy books; 29% went online for electronic
equipment; 24% to book tours or hotel reservations; 23%
to buy videos/DVDs and games; 23% to purchase event
tickets; 21% wanted clothing, accessories and shoes; and
20% wanted to buy music.
(Source: the Nielsen company)

India’s online travel market is expected to grow on
average by 46% every year from 2007 to 2011, when it
is estimated that the industry will be generating $4 billion
of earnings. While these projections are optimistic, they
actually represent a downgrading of expectations from July
2007, when it was predicted that the country’s online travel
market would grow by a staggering 271.6% annually until
2010.
(Source: eMarketer)

For those who don’t like reacting to offers contained within
those email messages, the biggest reason is security, with
more than two-fifths of Indians (41%) citing this as the
case. And more than one third of them (35%) felt overall
that online offers were not worth pursuing: 14% said that
what’s on offer online is ‘not attractive enough’ to generally
pursue with 21% thinking they can get a ‘better offer with
in-store purchase’.
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey).

Online Indians are more receptive to online offers than
most, with just under half of those surveyed (48%) saying
they were influenced by special offers on sites, and 26%
of them saying online advertising influenced their shopping
decisions.
(Source: the Nielsen company)

If online gaming is given the go-ahead in India by its
government, it has the potential to generate as much
as US$6.37 billion in five to 10 years, according to the
company that pioneered online lottery in the country.
(Source: DNAIndia)

When Indians buy online, an overwhelming number of
them, 84%, use their credit card to pay, the highest
percentage of any country in the Asia Pacific region to do
so.
(Source: the Nielsen company)
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India’s Top 10 Portals, Search Engines, Communities

Favoured Ad Formats Across Right Media Exchange

Rank	Property
Unique
% Reach
Average
		visitors		minutes
				
per Visitor
1
Yahoo! Sites	
16,388
61.2
249.3
2
Rediff.com India Ltd	
8,192
30.6
137.2
3
MSN-Windows Live	
8,012
29.9
63.9
4
Times Internet Limited	
5,688
21.3
31.9
5
AOL LLC
5,228
19.5
11.1
6
Sify.com Sites	
2,212
8.3
41.0
7
Lycos Sites	
1,299
4.9
3.3
8
My Starware	
1,211
4.5
26.7
9
WEBINDIA123.COM
623
2.3
3.4
10
MYSPACE.COM*
381
1.4
5.4

Ad format/size
120 x 600		
160 x 600		
300 x 250		
468 x 60		
728 x 90		
Pops		

(Source: ComScore Asia Pacific, Jan 2008; age 15+ from home and work computers)

India’s Top 10 Sites
Rank	Property
Unique
% Reach	Total
		visitors		minutes
1
Google Sites	
18,674
67.1
4,119
2
Yahoo! Sites	
17,708
63.6
3,841
3
Microsoft Sites	
11,701
42.0
755
4
Rediff.com India	
8,453
30.4
960
5
Times Internet
6,302
22.6
137
6
AOL
5,496
19.7
38
7
Wikipedia Sites	
5,200
18.7
64
8	eBay	
4,661
16.7
85
9
Naukri	
4,170
15.0
115
10
NIC.IN
4,060
14.6
96
(Source: comScore Media Metrix, March 2008; age 15+ from home and work computers)

India’s Top Online Gaming Sites			
Rank	
1
2
3
4
5

Site
Yahoo! Games	
MINICLIP.COM
MSN Games	
Big Fish Games Sites	
Spill Group	

% Reach
8.2
2.9
1.8
1.6
1.3

%
11.14%
7.91%
11.52%
18.18%
40.32%
3.59%

(Source: Right Media)

No. Promotional Emails Received (Weekly)
Number of emails	Office	Home
Less than 5
26%
17%
Between 5 and 10
20%
20%
Between 10 and 20
18%
21%
Between 20 and 30
12%
12%
Between 30 and 50
10%
10%
Between 50 and 100
7%
12%
More than 100
6%
8%
(Source:The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

Rank	Property
1	eBay	
2
Amazon Sites	
3
Apple Inc.
4
AmericanGreetings
5
Hewlett Packard	
6
Alibaba.com
7
INDIAPLAZA.IN
8
Dell	
9
IBM.COM
10
Yahoo! Shopping	

% Reach
34.1
21.0
12.5
6.6
5.4
5.3
4.8
4.2
3.7
3.6

(Source: comScore Segment Metrix, March 2008; age 15+ from home and work computers)

India’s Top Technology News Sites
(Heavy Internet Users)
Rank	Property
1
CNET
2
NetShelter Technology Media	
3
Symantec	
4
International Data Group	
5
About.com Computing and Technology	
6
EXPERTS-EXCHANGE.COM
7
TECHTREE.COM
8
MCAFEE.COM
9
ZDNet	
10
Ziff Davis Media	

% Reach
18.4
11.6
4.3
4.1
3.1
2.3
2.3
1.9
1.9
1.6

(Source: comScore Segment Metrix, March 2008; age 15+ from home and work computers)

India’s Top Entertainment Sites
(Heavy Internet Users)		
Rank	Property
1
YOUTUBE.COM
2
Peerflix Media Network	
3
AOL Music	
4
WindowsMedia	
5
Real.com Network	
6
Yahoo! Movies	
7
Metacafe	
8
Viacom Digital	
9
IMDB.COM
10
Yahoo! Music	

% Reach
36.0
17.6
16.1
14.6
14.2
10.9
10.7
10.2
9.1
8.7

(Source: comScore Segment Metrix, March 2008; age 15+ from home and work computers)		
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(Source: The nielsen company)

Of those mobile subscribers, 46.37 million are wireless
internet subscribers.
(Source: TRAI)

By 2010, iSuppli predicts that mobile ARPUs in India will be
US$5, a drop from US$7 in 2006. During that period mobile
service revenues will increase however, at a rate of 22.1%
per year.
(Source: Digital Economy Factbook 2007)

Indians are very familiar with the world of social
networking, with 75% of those interviewed saying they
had been using such Web sites for two or more years; and
66% of them spending more than 30 minutes on each
session. But to think online networking has replaced good
old fashioned face to face interaction would be a mistake,
with 66% of them saying it was ‘no substitute’.
(Source: The nielsen company)

Indian mobile phone users are incredibly enthusiastic about
receiving mobile marketing messages, according to a recent
survey, with 87% of those surveyed saying they would show
varying degrees of willingness to opt-in to receive them. Well
over two-fifths (43%) of them said it was ‘very likely’ they
would opt-in to receive brand messages, while an almost
equal amount (45%) said it was ‘somewhat likely’ they would.
(Source: Mobile Marketing Association)

❚ User behaviour
More than half of all Indian active online users (51%)
mainly use the internet to send email, the next popular
activity being searching for information (20% of users). A
growing number of Indians however are using the internet
for entertainment purposes with 13% of users saying this
was their main activity compared to 8% saying this was
the case in 2006.
(Source: I-Cube 2007)

(Source: comScore Media Metrix, December 2007; age 15+ from home and work computers)

India’s Top Online Retail Sites (Heavy Internet
Users)

For Indians, social networking online is all about keeping
in touch with friends they already know, with 82% of
respondents to a survey saying that was the case. Just
over half of them (58%) joined a social networking site to
‘reconnect with old acquiantances they had lost touch with;
53% said they did it to make new friends; while 43% said
professional networking was their key motivating factor.

Indian online gamers are spending more time doing what
they love, showing a 15.5% growth in the amount of time
they play online games - from 5.8 hours per month in
January 2007 to 6.7 hours per month in December.
(Source: ComScore)

That it not so though, that the worlds of face to face
interaction and online networking don’t ever collide - 43%
of respondents believed it was safe to meet up with the
people face to face after they had became acquainted with
online. The majority of them (68%), motivated by security
concerns however, prefer not to reveal their true identities
online.

(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey).

The mobile internet is slowly catching on in India, with
nearly a quarter (24%) of affluent Indians owning a mobile
phone with internet function.

(Source: The nielsen company)

India’s Main Online Activities
% use Internet for...	Email	 Chat	Info	Entertain-	E-comm				ment
erce
School kids	
37%
11%
31%
21%
N/A
College students	
31%
19%
35%
13%
2%
Young men	
54%
12%
16%
11%
7%
OIder men	
58%
6%
15%
15%
6%
Working women	
52%
9%
21%
13%
5%
Non-working women	
51%
13%
17%
14%
5%
(Source: I-Cube 2007)

Indians show more intolerance for spam than any other
Asia Pacific nation surveyed. Just shy of two-thirds of
them (65%) have reported spam in the past - following
either the ‘report spam’, this is spam’, or ‘junk email’ links
or buttons. But their intolerance for spam doesn’t seem
to extend to installing anti-spam software, with just 33%
of Indians saying they use anti-spam filters or challenge
response software to tackle the problem instead.

Smartphones and PDAs are yet to take off in India as
default devices for checking email - a whopping 86% of
respondents to a survey said they don’t use either for that
purpose.

(Source: Synovate)

But those who do have internet functions on their phones
are increasingly using them, with 33% of respondents to
a survey saying they had downloaded and saved a song
to their mobile in the last month. More than half of them
(56%) meanwhile said they were ready to replace their
existing music devices with music-playing mobiles instead.
(Source: Synovate)

India’s Social Media Activities
% of active internet users who...
have ever read a blog	
have their own blogs
have profile on new social network	
upload photos to sharing site	
upload videos to sharing site	
ever watch video clips	
have downloaded a podcast	
subscribe to an RSS feed	

%
85%
49%
66%
64.8%
52.6%
85.6%
57.8%
44%

Revenue generated from India’s mobile value added
services represent 7% of the the total telecom revenue by
Indian operators. Estimates equate that to US$926 million
for 2007. Of that, music takes up around 35% of the pie,
with ringtones the major application of choice.
(Source: BDA)

(Source: Universal McCann, March 2008)

For those who do actively report spam, they do it a fair
bit. Well over a half (55%) of Indians who use the ‘report
spam’, 'this is spam’, or ‘junk email’ links or buttons, do this
four or more times a week. By and large, when Indians do
report spam, they are doing it to ‘block the sender from
sending spam/junk email to me again’ (40% of users),
while just over one fifth (22% of users) do it just to
‘unsubscribe from sender’s mailing lists’ in the hope they
won’t receive email again from that specific sender.

Frequency of Social Networking Activities
Activity	
Reading blogs	
Writing blogs	
Manage social network page	
Upload photos to sharing site	
Upload videos to sharing site	
Watch video clips	
Download podcast	
Subscribe to an RSS feed	

Daily	
39%
23%
41%
N/A
27%
41%
26%
25%

Weekly	
42%
39%
34%
N/A
42%
39%
46%
42%

Monthly	
10%
12%
15%
N/A
16%
13%
12%
15%

Less
9%
26%
10%
N/A
15%
7%
16%
18%

(Source: Universal McCann, March 2008)

(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

❚ Mobile
Indian online users can be fairly intolerant of messages
they have asked to receive as well, with the same amount
of respondents who said they reported spam - 65% of
them - also admitting they have used the ‘unsubscribe’
button or link on ‘legitimate email’ they had specifically
subscribed to.
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

In Asia, India is taking the lead in its growth rates for nonmessaging data revenue, at 40.4%.
(Source: Fierce Mobile)

Mobile TV could bring in as much as $360 million in
revenues in 2008, and draw in as many as 12 million
subscribers in its first year, according to one report. A
survey of mobile users in six cities around India found that
84% of them were interested in using mobile TV services,
and 60% said they would want the same content on their
phones that they watch on TV, notably news, sports, music
videos and game shows.

India is now the world’s second largest mobile market, behind
China, with around 261 million mobile phone subscribers.
The country’s mobile population is growing at a rate of 8
to 9 million subscribers a month. In March 2008 alone the
country gained an additional 10.16 million subscribers. And
the market is expected to grow by 19% in 2008.

(Source: eMarketer/Springboard Research)

(Source: ContentSutra/eMarketer)

(Source: MobileCrunch)

Mobile gaming meanwhile goes from strength to strength
with Indians in many cases preferring to play games on
their phone than on their consoles - 50% of the gaming
industry in fact is monopolised by mobile phones.
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❚ CASE STUDY 1
CLIENT: ICICI Bank
AGENCY: Communicate 2, Mumbai
CAMPAIGN: Lead Generation and Loan Disbursal
OBJECTIVE: To generate leads for ICICI Bank personal
loans and help their call centre agents convert those leads
into sales.
STRATEGY: Communicate 2 built a campaign that was
a long tail or long tails. Not only did we bid on keywords
such as ‘laptop,’ but also bid for keywords such as ‘buy
sony vaio tz.’ Getting the lateral themes right was bang on
target.
DETAILS: Paid-search strategy in most of the emerging
markets is quite different than most developed countries.
In developed countries, one can close a transaction online
however in emerging markets such as India even a loan
transaction (in most cases) is closed through phone calls
and sending feet on street for completing formalities and
taking signatures of the person receiving the loan.
The other interesting challenge of running a search
campaign in India is that a company gets only 20% of the
lead generation from direct keywords such as ‘personal
loans.’ However, the same company will get 80% of
leads for lateral themes such as ‘buy laptop’ or ‘wedding
venues bombay.’ All the ad copies were customised to
the keywords, for example, if a person was searching for
‘dell’ we would offer a US$1,000 personal loan while if the
search was for ‘sony,’ we would offer a US$2,000 personal
loan. Bear in mind, this campaign was for personal loans
rather than buying laptops. Even the landing pages were
customised for any ad groups that generated more than
1,000 leads a months, not surprisingly, the laptop campaign
did. Although Communicate 2 gets compensated on a CPL
basis, the only way we can help our clients is by helping
them get higher ROIs - these leads
converting into loan disbursals. This was done by training
the call centre agents to handle leads based on the
keyword that generated the lead. For instance, if the lead
was generated through a keyword ‘quick loan,’ the
agent was trained to focus on speed of disbursal. Similarly,
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if the keyword was ‘personal loan rates,’ the agent was
advised to focus on the competitive value of the offering.
RESULTS: 1. Due to the long-tail strategy, the client was
able to get 500% more leads than earlier.
2. As the ad copy was customised and the call centre
agents were handling calls based on keywords that
generated the leads, the conversions ratio increased by
nearly 300%.

❚ CASE STUDY 2
CLIENT: Microsoft India
OBJECTIVES: To drive traffic to in.msn.com from Indian
users only to expand market share.
STRATEGY: The portal comprised of sections - Cricket
and Sports, Entertainment, News, Lifestyle, and so on.
For search, we created campaigns focusing on each of
the themes like Entertainment, Sports, News, and so on
to drive traffic through people looking for customised
information so that no person is missed. Star Profiles,
MSN Hotmail and Live Cricket were some of our special
campaigns. Each campaign was structured with around 100
tightly-themed ad groups to ensure in-depth coverage.
DETAILS: Communicate 2 leveraged its Indian presence
and talent pool so that campaigns could be run per queries
coming from Indian users. Our team focused on content
that Indian users are most likely to search for and came
out with ideas pertaining to Indian culture, films, actors,
and most of all, cricket. For example, an ad group on
Hotmail theme will have the ad copy featuring benefits of
MSN Hotmail and the user was taken Hotmail registration
page. Similarly, if an ad group was themed on Aishwarya
Rai (leading Bollywood actor and celebrity), the ad copy
spoke about news related to her, wallpapers and current
Indian gossip around her and the user was taken to
Aishwarya Rai's profile page.
Another top-performing campaign was ‘Live Cricket.’
This talked about the current cricket tournament and
related news. Overall, all ad groups with theme-based,
well-customised ad copy took a user to the most relevant
page on the portal. A special team also ran a ‘Live Indian
Budget’ campaign on similar lines like cricket and users
were taken to a page were live budget details were
updated in real time. This was possible because the team
was well-versed with Indian finance and political scenarios
and used their talent in creating creative, result-oriented
campaigns.
RESULTS: 1. 400% increase in CTR (0.41% - 2.03 %).
2. Live Cricket campaign was a runaway success.
3. Latest Indian-content-based campaigns enabled increase
in the CTR phenomenally.
4. Established MSN India’s brand association because of
the close link with Indian culture, themes, and news.
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❚ Online Advertising

INDONESIA

Internet ad spend is forecast to rise by 13% in Indonesia
in 2008.

Indonesia was its fifth biggest market in terms of ad
impressions, with the country contributing 116 million
mobile ad impressions from the total of around 2 billion
impressions.
(Source: SAC/AdMob)

(Source: Burson Marsteller/Worldwide Media and Marketing Forecasts)

But online advertising is not expected to account for more
than 1.5% of overall media spend in the Indonesian market
going forward.

Almost three quarters (73%) of affluent Indonesians
dwelling in Jakarta asked in a survey said they owned a
mobile with internet access, an increase of 4% from 2006.
(Source: Synovate)

(Source: Burson Marsteller/Worldwide Media and Marketing Forecasts)

Favoured Ad Formats Across Right Media Exchange
Ad format/size
120 x 600
160 x 600
300 x 250
468 x 60
728 x 90
Pops	

%
21.49%
10.27%
17.3%
12.47%
33.69%
3.62%

(Source: Right Media)

Indonesia's Top 20 Web Sites

Internet usage is growing in Indonesia. At the end of 2007,
there were around 25 million internet users in the country,
an increase of 25% from the previous year.

There are 2.5 million computers currently being used by
Indonesians, which works out at just over one PC per
100 Indonesians. By 2015 it is estimated that number will
double to reach at least 5 million PCs, with more optimistic
predictions putting the number as high as 16.2 million.

RANK	site
1.
Yahoo!
2.
Friendster
3.
Google.co.id
4.
Google
5.
Blogger.com
6.
Kaskus - Komunitas Indonesia
7.
YouTube
8.
RapidShare
9.
Multiply
10.
Detik.com
11.
Facebook
12.
Wikipedia
13.
Wordpress.com
14.
Detik Sport
15.
Windows Live
16.
Duniasex.com
17.
Microsoft Network (MSN)
18.
Megaupload
19.
Detiknews.com
20.
Onemanga.com

(Source: SemutApi Colony (SAC)/Detikinet)

(Source: SAC/Ministry of Communications and Information Technology)

(Source: Alexa.com)

When you look at growth rates since 2000, however, the
numbers look even more impressive. Indonesia’s online
population has grown by a staggering 900% since 2000.

There are a total of 261,000 internet kiosks in Indonesia.

(Source: SAC/Internet World Stats)

There are 35 operational ISPs in Indonesia, although there
are as many as 140 licences.

The country’s current internet penetration rates stand
at 8.5%, with Indonesian internet users now making up
around 4.5% of Asia’s total online population. Indonesia
now has the 14th largest internet user population in the
world.

(Source: SAC/Ministry of Communications and Information Technology)

(Source: SAC/Internet World Stats)

(Source: Synovate)

Sunrise over Borobudur Temple on Java Island, Indonesia

❚ Demographics

The number of people using internet services in Indonesia
is forecast to rise by 72% to reach 43 million people in
2009.

(Source: SAC/Ministry of Communications and Information Technology)

❚ User behaviour

Of the country’s affluent citizens, 24% of them access the
internet at home, while 29% of them access it at work,
according to one survey.

❚ E-Commerce

(Source: SAC/Internet World Stats)

(Source: Jakarta Post)

Advertisers should take note. When it comes to spreading
brand messages, Indonesians are amongst the top 10
markets in the world that rely most on ‘recommendations
from consumers’, with 89% of Indonesians saying that was
the case in a recent survey.
(Source: MarketingCharts.com)

(Source: SAC/Internet World Stats)

At the end of 2007, there were 194,400 broadband internet
connections in Indonesia.

Indonesia is not immune to the frenzy surrounding
blogging - the country already had 150,000 of its own
bloggers listed in the country, as at the end of 2007 and
that number is expected to double by mid-2008.

Indonesia’s online travel sector is expected to grow by
between 70-83% a year from 2006 to 2010 compared to
the United States, already a mature market, which is only
expected to grow by 17 % a year during the same period.

❚ Mobile

(Source: Hotelmarketing.com)

Internet access costs Indonesians more than US$20 per
month for 20 hours’ usage. Not surprisingly, the average
Indonesian cannot afford their own individual internet
access.
(Source: SAC/Ministry of Communications and Information Technology)
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Indonesia is upping the ante when it comes to online
spending, showing growth rates of 12.6% year-on-year.

Around 80 million Indonesians, or 34% of the population,
are mobile phone subscribers.
(Source: SAC/Internet World Stats)

(Source: Hotelmarketing.com)

In a survey of mobile Web use, Indonesia came in the top
5 countries in the world that access the Web via mobile the
most, joining the UK, United States, South Africa and India.
(Source: WebPro/Bango)

Indonesians are the most prolific texters in the region.
According to a recent survey of mobile habits, it found
that Indonesians were ‘leading the way’ with 85% of them
mainly using their mobile phones to send SMS messages.
(Source: Synovate)

After the United States and Japan, Indonesia is the biggest
market in the world for ringback tones.
(Source: IFPI Digital Music Report)

❚ CASE STUDY
CLIENT: Kalyana Shira Films
AGENCY: SemutApi Colony (SAC)
CAMPAIGN: Long Road to Heaven movie
OBJECTIVE: To create hype and awareness about
the movie, a semi-documentary movie based on the
Bali bombing tragedy in 2002 and considered to be
controversial. The campaign was aimed at urging people to
watch the movie.
STRATEGY: SAC developed an online marketing campaign
and combined it with a corporate social responsiblity (CSR)
programme. The online marketing campaign included viral
marketing and a Web site.
DETAILS: SAC used the official Long Road to Heaven
movie Web site as the centre of its online marketing
strategy. The official movie Web site provided further
information about the movie and collaboration with YKIP
(an non-governmental organisation and partner in CSR
Program). As an incentive, Web site visitors were offered a
chance to enter a sweepstake to win a ticket to the movie
gala premiere when they submitted their personal data to
the Web site. SAC also launched viral marketing tactics to
promote the movie by utilizing unconventional media on
the Web to create buzz that targeted press and the online
community.
RESULTS: 1. Long Road to Heaven gained wide attention
due to the buzz created by the blogs and mailing list
content and the buzz got picked up by print and TV media.
2. The movie Web site received numerous visits from
internet users around the world. The e-banner was viewed
11.82 million times within less than a month.
3. The ad was clicked on 24,893 times within less that
same month time period.
4. SAC captured 5,020 emails within the first 2 weeks.

According to the latest Mobile Metrics Report by AdMob,
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By 2009, in Japan, it is estimated that more than 10% of
all ad budgets will be spent online.

JAPAN

(Source: Digital Economy Factbook 2007)

The Japanese are fairly evenly divided when it comes to
forwarding on brand messages via email, with around half
(53%) of respondents to a survey saying they never pass
on promotional emails at all and 47% saying they do. Of
those who do, 10% use the ‘forward to a friend’ or ‘tell a
friend’ facilities, while 17% forward the entire email and
20% send it on as a text email with a URL link.

Japan's Top Sites Ranked by Page Views
Brand*	Page views(000)
Unique
Reach
		audience (000)
%(active)
Yahoo	
22,243,573
42,018
88.0
Rakuten	
2,779,858
21,589
45.2
Google	
1,752,680
21,559
45.1
YouTube	
1,108,397
15,911
33.3
MSN/Windows Live	
857,356
16,517
34.6
goo	
727,130
18,311
38.3
@nifty	
602,954
18,290
38.3
BIGLOBE
576,348
16,193
33.9
livedoor	
470,426
17,154
35.9
paperboy&co	
431,255
14,595
30.6
		* Remarks: IM usage is not included.
(Source: Nielsen Online, Japan Jan 2008)

(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey).

Japan’s Top Sites Ranked by Time Spent
The Japanese are no different to anyone else in Asia when
it comes to the key barrier preventing them from reacting
to offers contained within those email messages: security.
Just under half of Japanese (47%) cited this as the case.
One third of them meanwhile felt overall that online offers
were ‘not attractive enough’ to generally pursue, and 13%
cited ‘lack of human interaction’ as they key barrier to
taking up an email offer.
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey).

Total spend on mobile advertising increased by 59.2% to
reach ¥62.1 billion in 2007, including ¥8.5 billion spent on
mobile search engine advertising.
(Source: Dentsu)

Shinjuku, Tokyo, Japan

❚ Demographics

Japan’s B2C E-Commerce Sales

Japan now has internet penetration rates of 68.5%,
following a shift to broadband internet and an increase in
the number of mobile connections.

Year
2006
2007
2008
2009
2010
2011

(Source: Dentsu)

(Source: eMarketer)

After the U.S. and U.K., Japan has the third highest number
of IP addresses in the world, with 152 million of them in
total. Japan has the highest number of internet hosts in
Asia, at 28 million.
(Source: Digital Economy Factbook 2007)

While 32% of internet users are native English-speakers, 8%
of users are now Japanese-speakers.
(Source: Digital Economy Factbook 2007)

Revenue (US$m)
$36.8
$43.7
$56.6.
$69.9
$80.0
$90.0

❚ Online Advertising
Online ad spend in Japan rose by nearly a quarter (24.4%)
in 2007 to bring in ¥600.3 billion, buoyed by increased
advertiser interest in search engine marketing (SEM)
and increased recognition of the effectiveness of mobile
advertising in the country. Out of the total spent on
internet advertising, ¥128.2 billion was spent on SEM while
¥62.1 billion was spent on mobile advertising.

According to one survey however, the Japanese are still
not hugely enthusiastic about mobile marketing messages
with only 6% of respondents saying it was ‘very likely’
they would opt-in to receive them. A more sizeable 39%
of them however said it was ‘somewhat likely’ they would.
More than half (55%) of them meanwhile aren’t so sure,
with 34% believing it was ‘not too likely’ and 21% fairly
adamant it was ‘not at all likely’.
(Source: Mobile Marketing Association)

But also seems that Japanese marketers aren’t that keen
on mobile advertising either. In one survey amongst 274
large Japanese corporations, only 26% of them were active
in creating ads for the mobile platform.
(Source: Infinita/D3 Communications)

Digital mobile TV is getting more popular in Japan. In
June 2006 around 1 million shipments of enabled handsets
arrived in Japan. By December 2007 however, that number
had jumped to 20 million.
(Source: Infinita/JEITA/NTT DoCoMo)

(Source: Dentsu)

❚ E-Commerce
More than US$8 billion in revenues have already been
generated in Japan by mobile content and m-commerce.
(Source: Infinita/Wireless Watch)

For the first time ever, online ad spend has exceeded
magazine and radio advertising combined in Japan. All
categories apart from online have been experiencing
declines in expenditure.
(Source: Infinita)

Mobile auctions have taken off in a big way in Japan - half
of all goods bought online are now purchased via mobile
phones.

Online ad spend now represents 8.6% of overall Japanese
ad expenditure.

(Source: Infinita/Wireless Watch)

(Source: Dentsu)

More than four in every five mobile subscribers in Japan
use mobile data services.

And mobile advertising now represents 10.3% of online ad
spend.

(Source: Infinita)

(Source: Infinita)
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Japanese mobile internet users have embraced mobile
digital TV fairly wholeheartedly. According to one survey,
mobile TV users check out mobile digital TV 6.1 times a
week on average; they spend 47 minutes per week on
viewing time, with 75% of them viewing less than 10
minutes worth at any given time.
(Source: Infinita/CAIJ/MMRI)

Japanese mobile digital TV viewers like multi-tasking during
viewing time. According to one survey, 50% of them use
email or voice services at the same time as watching TV on
their mobile phones.
(Source: Infinita/CAIJ/MMRI)

Property	Total unique
% Reach	Total
	visitors (000)		
minutes (MM)
Yahoo! Sites	
44,031
80.2
11,295
Google Sites	
34,305
62.4
4,316
Rakuten Inc	
29,344
53.4
1,433
Microsoft Sites	
29,252
53.2
2,531
FC2 inc.
27,608
50.3
906
NTT Group	
27,406
49.9
557
GMO Internet Group	
25,225
45.9
302
Livedoor	
22,740
41.4
440
Nifty Corporation	
22,262
40.5
273
Wikipedia Sites	
21,844
39.8
410
(Source: comScore Media Metrix, March 2008; Age 15+ from home and work computers)

Japan’s Top Online Gaming Sites
Rank	
1
2
3
4
5

Site
Yahoo! Games	
HANGAME.CO.JP
Netmarble	
5STONE.NET
Gamepot Inc.

% Reach
8.0
5.7
1.6
1.5
1.5

(Source: comScore Media Metrix, December 2007; Age 15+ from home and work computers)

Japan’s Top Online Retail Sites
(Heavy Internet Users)
Property
1
RAKUTEN.CO.JP
2
Amazon Sites	
3
Apple Inc.
4
Yahoo! Shopping	
5
Sony Electronics	
6
Kakaku.com Inc.
7
ORICON.CO.JP
8
Yahoo! Japan Stores	
9
OCNK.NET
10
SMARTER.CO.JP

Rank	
% Reach
74.4
65.0
45.8
45.7
44.9
37.5
25.9
15.6
12.3
11.7

(Source: comScore Segment Metrix, March 2008; Age 15+ from home and work computers)		

Japan’s Top Technology News Sites
(Heavy Internet Users)
Rank	Property
1
ITMEDIA.CO.JP
2
NIKKEIBP.CO.JP
3
CNET
4
Symantec	
5
ATMARKIT.CO.JP
6
ASCII24.COM
7
RESEARCH-PANEL.JP
8
RESEARCH-REP.COM
9
WIREDVISION.JP
10
MCAFEE.COM

% Reach
21.2
19.5
10.2
4.7
4.5
4.0
3.2
2.8
2.3
2.3

(Source: comScore Segment Metrix, March 2008; Age 15+ from home and work computers)

Japan’s Top Entertainment Sites
(Heavy Internet Users)
Rank	Property
1
YOUTUBE.COM
2
Sony Online	
3
NICOVIDEO.JP
4	iTunes Software (App)
5
Yahoo! Music	
6
Yahoo! Entertainment	
7
GYAO.JP
8
Yahoo! Movies	
9
Yahoo! TV
10
DAILYMOTION.COM

% Reach
62.9
55.4
47.1
35.0
28.2
26.7
24.4
17.7
16.2
15.6

(Source: comScore Segment Metrix, March 2008; Age 15+ from home and work computers)
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Favoured Ad Formats Across Right Media Exchange

Japanese Social Media Activities

Ad format/size
120 x 600
160 x 600
300 x 250
468 x 60
728 x 90
Pops	

% of active internet users who...
have ever read a blog	
start their own blogs
have profile on new social network	
upload photos to sharing site	
upload videos to sharing site	
ever watch video clips	
have downloaded a podcast	
subscribe to an RSS feed	

%
14.85%
9.52%
17.64%
8.56%
39.39%
2.54%

(Source: Right Media)

Mobile/PC Online Advertising Expenditure
(Billion Yen)
Category		
Mobile
Search advertising		
Fixed advertising		
PC
Search advertising		
Fixed advertising		

%
84.4%
47.3%
41.7%
21.0%
20.4%
68.1%
30.2%
31.4%

(Source: Universal McCann, March 2008)

2007	

2008

2009	

2010

2011

8.7
46.9

16.7
57.6

26.2
66.5

37.1
73.7

49.4
78.9

124.6
273.3

153.7
315.4

180.4
347.2

204.7
347.3

226.5
400.9

(Source: Infinita/Wireless Watch/Dentsu)

Frequency Of Social Networking Activities
Activity
Daily
Reading blogs	
50%
Writing blogs	
20%
Manage social network page	
18%
Upload photos to sharing site	
15%
Upload videos to sharing site	
25%
Watch video clips	
24%
Download podcast	
19%
Subscribe to an RSS feed	
45%

Weekly Monthly
32%
12%
14%
9%
17%
30%
23%
26%
22%
28%
37%
31%
24%
27%
19%
11%

Less
6%
57%
35%
36%
25%
8%
30%
25%

(Source: Universal McCann, March 2008)

❚ User behaviour
The Japanese are exactly split down the middle when it
comes to their attitudes towards spam. Half of them have
reported spam in the past - following either the ‘report
spam’, this is spam’, or ‘junk email’ links or buttons - and
half haven’t bothered, according to one survey. Just 37%
of Japanese say they use anti-spam filters or challenge
response software to tackle the problem instead.
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

For those who do actively report spam, they do it a lot.
More than half (53%) of Japanese who use the ‘report
spam’, ‘this is spam’, or ‘junk email’ links or buttons, do
this four or more times a week. And generally, when the
Japanese report spam, they are doing it to ‘block the
sender from sending spam/junk email to me again’ (50%
of users); attempting to ‘unsubscribe from sender’s mailing
lists’ in the hope they won’t receive email again from that
specific sender (17% of users) or they think they can ‘lower
the risk of receiving emails with a virus’ (17% of users).

Products Expected to Remain Popular from 2008 on
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.

Touch pen portable games
Widescreen flat-panel televisions
Electronic money
Remote-controlled TV games	
1-SEG compatible mobile phones
Eco goods
Video-sharing sites
Digital cameras
Cup soups
SNS (social networking services)

56.1%
54.2%
53.6%
52.5%
51.9%
50.4%
48.4%
47.8%
43.8%
41.5%

(Source: Dentsu)

No. Promotional Emails Received (Weekly)
Number of emails	Office	Home
Less than 5
37%
20%
Between 5 and 10
13%
10%
Between 10 and 20
20%
13%
Between 20 and 30
0%
13%
Between 30 and 50
13%
3%
Between 50 and 100
7%
17%
More than 100
10%
23%
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

❚ Mobile

In Japan now, only 24% of mobile usage is actually taken
up by making phone calls; 23% of usage is made up by
internet usage, which is ‘by far the highest in the world’,
according to one survey.
(Source: Universal McCann)

Within that internet usage, there has been ‘significant
adoption’ by the Japanese, says that one survey: 45% of
mobile users had used mobile search; and a staggering
81% had electronically paid for goods or services via
mobile.
(Source: Universal McCann)

While the Japanese may use them more than other
countries, Smartphones and PDAs certainly don’t seem to
dominate when it comes to the default devices for checking
email - while more than a quarter (27%) of Japanese do
use one of them for that purpose, the vast majority (73%)
don’t.
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey).

Convergence is driven more by necessity than aspiration,
according to one survey, which found that the desire to
have one portable device which fulfilled all needs was more
prevalent in less affluent markets. Respondents in Japan
were the least bothered of them all, with only 27% saying
they needed that level of product convergence, compared
to more than 70% of Malaysians.
(Source: Universal McCann)

Japan is the first market in the world where sales of fulltrack mobile downloads (as opposed to mastertones)
are the ‘leading digital format’ according to one study,
accounting for more than 40% of digital sales.
(Source: IFPI Digital Music Report)

Piracy is a problem in Japan, however, with 37% of mobile
internet users (increasing to 65% for younger generation
mobile internet users) frequently downloading music on
their mobiles from illegal sources. Nearly 400 million illegal
music files were downloaded by the Japanese in one year
alone. And 80% of users who downloaded illegal files ‘are
doing it with no sense of guilt’ the report says.

(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

According to the latest figures, there are now around 152
million mobile phone users in Japan.

Japanese online users can be fairly intolerant of messages
they have asked to receive as well, with 67% admitting
they have used the ‘unsubscribe’ button or link on ‘legitimate
email’ they had specifically subscribed to.

(Source: Dentsu)

Of those mobile subscribers, NTT DoCoMo has 53% of
them as customers.

(Source: IFPI Digital Music Report)

(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

(Source: Infinita/Telecommunications Carriers Association of Japan)

Japan has 40% of all mobile data revenues worldwide.

While sharing photos online is a common activity these
days, users in Japan think otherwise. They actively ‘shun’
photos, according to one survey which found that the
Japanese were less interested than anyone else in the
world when it came to uploading photos online - just 21%
said they did that, compared to 63.1% of Hong Kongers,
73.5% of mainland Chinese, and 86.4% of Filipinos.

Japan has now overtaken Europe, the Middle East and
Africa combined as the largest market for smartphones,
representing more than 33% of the global market.

(Source: Infinita/Chetan Sharma Consulting)

Today, four in five Japanese mobile users are 3G-enabled.

QR codes - those barcodes in ads or embedded in content
that can be scanned using the mobile phone’s camera - are
very popular in Japan with penetration of enabled handsets
at nearly 90%, with 85% of users having ever used the
feature and 44% using it at least once every month.

(Source: Infinita/Wireless Watch)

(Source: Infinita/Wireless Watch)

(Source: Digital Economy Factbook 2007)

(Source: Universal McCann)

Japan is the only country in Asia to use the internet as
a main sources of news, according to one survey. In all
countries surveyed, TV was the primary medium for news
and only three countries cited the internet as the second
choice - Japan, the U.S. and Poland. But when it came to
product information, for the Japanese the internet was the
primary source of information, not the TV.
(Source: Synovate)
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By 2010 it is estimated that Japan will be the largest
market worldwide for mobile video, bringing in US$1 billion
in revenues. Mobile music now represents as much as 90%
of all digital music sales.
(Source: Digital Economy Factbook 2007)

Japan’s Mobile Media Ad Spend, 2008 & 2012
Type
TV
Video-on-demand	
Video usergenerated content Games	
(Source: eMarketer/Screen Digest)

Japanese mobile phone users now between them create
100 billion mobile page views every month.

2008 (US$m) 2012 (US$m)
$109.48
$571.87
$6.75
$23.60
$0.06
$0.58
$0.0
$0.0

❚ CASE STUDY
CLIENT: Unilever Japan
AGENCY: Microsoft Advertising
CAMPAIGN: AXE
OBJECTIVE: Unilever Japan wanted to create a buzz
for the launch of its ‘AXE’ male fragrance in Japan. To
generate interest before the product launch, the company
ran a cross-platform word-of-mouth campaign on TV,
newspapers, outdoor, and online. As a key online media
partner, Unilever chose Microsoft® Advertising to run
an integrated online and event campaign to help drive
consumers’ curiosity for the product.
STRATEGY: As it was the company’s first male-targeted
product in Japan, Unilever wanted to generate interest
amongst its new target segment: males in the 16-22 age
group. It decided on a pre-launch word-of-mouth campaign
driven by a combination of online, TV, newspaper, and
outdoor ads that would run for a month prior to launch.
Unilever wanted to promote the message that AXE is a new
phenomenon that will enhance the wearer's attractiveness
with women, but wanted to keep the product name a
secret until the launch itself. After talking through its
strategy with Microsoft Advertising, Unilever opted for a
campaign that delivered a strong viral effect. Unilever and
Microsoft created a micro site called Mo’TV that reported
on a mannequin called Max who appeared at café and
attracted women. The café was connected live to Mo’TV,
but what made Max so attractive to women was never
revealed-until the AXE launch itself.
DETAILS: To deliver the key message that AXE wearers
could attract women, Unilever and Microsoft wanted to
showcase how the AXE effect could be seen live. The
answer was to run both the live event and the online report
at the same time. The campaign used Etsuko, a fictitious
journalist, to reveal that Max attracted women at ‘B.O.A.C’
café in Shibuya, Tokyo. Etsuko reported the ‘story’ as news
on Mo’TV using a live broadcast from the café, blogs, and
news video clips on MSN Video. Mo’TV live broadcasts also
allowed online users to chat directly to the girls clustering
around Max via an on-screen voice button. This enabled
online users to participate in the real event, increased
interest, and further reinforced the ‘mystery attraction’
branding theme.
RESULTS: 1. More than 1,200 people participated in the
20-day event.
2. More than 500 young girls had a direct interaction with
the attractive ‘mystery Max’.
3. The MSN Mo’TV live broadcast received four to five
times more page views than expected.
4. When Unilever compared the results from viewers who
visited the Mo’TV Web site with those who did not, they
found a 34 percentage point increase in awareness of AXE,
and a 17 percentage point increase in purchase intent.
The image that AXE was ‘unique’, ‘fun’ and ‘sexy’ was also
frequently noted.
5. The viral effect of the campaign was noticeable. Those
who wrote about Mo’TV increased by 50%, those who sent
Mo’TV URLs to friends increased 150%, and those who
talked about Mo’TV with friends increased 160% after the
product launch.

(Source: NTT DoCoMo/Infinita)
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Malaysia’s E-Commerce Habits contd.
Factors influencing where to shop online
Personal recommendation	
Search engine	
Special offer	
General surfing	
Same site bought from
regularly	
Online advertising	
Online recommendations	
Shopping comparison site	
TV / print / other advertising	
Same store by from offline	
Other	

MALAYSIA

% of users
53%
37%
34%
30%
24%
23%
21%
16%
15%
12%
7%

(Source: The nielsen company)

Malaysia’s Top Online Retail Sites
(Heavy Internet Users)
Rank	Property
1	eBay	
2
Amazon Sites	
3
Apple Inc.
4
Alibaba.com Corporation	
5
JSHOPPERS.COM
6
NOKIA.COM.MY
7
AmericanGreetings	
8
Yahoo! Shopping	
9
Samsung Malaysia	
10
Mary Kay Inc.

% Reach
31.1
24.7
10.7
7.3
7.1
6.6
5.9
5.7
4.8
2.9

(Source: comScore Segment Metrix, March 2008; Age 15+ from home and work computers)		

Malaysia’s Top Technology News Sites
(Heavy Internet Users)

❚ Online Advertising
Malaysians ‘more than almost anyone else in Asia’ show
the highest degree of trust in brands that inhabit the digital
space, and are more likely to use that brand’s offering
if they see it online, according to one survey: 35% of
Malaysians said online ads ‘significantly increased’ their
interest in brands, compared to the Asian average of 31%.
(Source: TNS/Digital Media)

Malaysians are pretty willing to spread brand messages via
email, with 68% of respondents to a survey saying they
pass on promotional emails. Most who do (43%) use the
‘forward to a friend’ or ‘tell a friend’ facilities, while almost
20% forward the entire email.

Kuala Lumpur, Malaysia

(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey).

❚ Demographics
Malaysia has 13.5 million internet users and a penetration
rate of 47.8%.
(Source: InternetWorldStats)

Online travel is a favourite e-commerce activity for
Malaysians, with 55% of respondents to one survey saying
they had bought airline tickets or made flight reservations
online while 41% said they had made hotel or tour
reservations online.
(Source: The nielsen company)

Malaysians, on average, spend 15.7 hours a month online,
well below the regional average (21.2 hours) and global
average (26.2 hours)
(Source: ComScore)

But when it comes to media consumption, Malaysians
are seen as ‘the biggest media junkies’ in Asia, with
Malaysian respondents to a survey saying they spent 12.9
hours online or watching TV, DVD/VCD/videos, readings
newspapers/magazines or listening to the radio.
(Source: Synovate)

On average Malaysian view 1,239 pages every month they
are online.
(Source: ComScore)

❚ E-Commerce
Close to two-fifths of Malaysians (39%) had made a
purchase online in the past month, according to one
survey. According to the same survey, 70% of internet
users in Malaysia had made a purchase online at some
point in the past.
(Source: the Nielsen company)
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For those who don’t like reacting to email offers, the
biggest reason is security: 40% said this was the case.
Meanwhile 43% felt that online offers were not worth
pursuing: 19% said that what’s on offer online is ‘not
attractive enough’ to generally pursue and 24% thinking
they can get a ‘better offer with in-store purchase’.
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey).

Personal recommendations matter to Malaysian online
shoppers, however, with more than half of respondents to
a survey (53%) saying that was key to helping them decide
where to shop online.
(Source: The nielsen company)

Malaysia’s E-Commerce Habits
Activity
Items bought online
Airline / ticket reservations	
Tours / hotel reservations	
Computer hardware	
Books	
Event tickets	
Other	
When last purchase was made
Less than a month ago	
1-3 months ago	
3-6 months ago	
More than 6 months ago	
Methods of payment
Credit card	
Money transfer	
Cash on delivery	
PayPal	
Pre-paid card	
(Source: The nielsen company)

% of users
55%
41%
22%
21%
18%
24%

39%
16%
19%
26%

The Malaysian online ad market should grow ‘at least tenfold’ by 2012, according to one report. Currently 90% of
all ad spend goes on print and TV in Malaysia. Around 40
million ringgit was spent on online advertising in Malaysia
in 2007. It is expected to reach 400 million ringgit by 2012.

Rank	Property
1
CNET
2
NetShelter Technology Media	
3
About.com Computing and Technology	
4
Ziff Davis Media	
5
International Data Group	
6
About.com Electronics and Gadgets	
7
MOBILE88.COM.MY
8
Symantec	
9
ZDNet	
10
Imaginova Network	

% Reach
22.3
4.8
3.9
3.3
2.0
1.2
1.1
1.0
0.9
0.6

(Source: comScore Segment Metrix, March 2008; Age 15+ from home and work computers)

Malaysia’s Top Entertainment Sites
(Heavy Internet Users)		
Rank	Property
1
YOUTUBE.COM
2
Yahoo! Music	
3
ARTISTdirect Network	
4
AMPRADIO.NET
5
Photobucket.com LLC
6
WindowsMedia	
7
Viacom Digital	
8
Gorilla Nation	
9
AOL Music	
10
FORUMETER.COM

% Reach
51.7
20.5
17.7
15.4
13.2
12.8
11.1
11.0
11.0
10.9

(Source: comScore Segment Metrix, March 2008; Age 15+ from home and work computer)

Top 10 Digital Advertisers in Malaysia
Rank	
1
2
3
4
5
6
7
8
9
10

Brand	
Nokia	
DiGi	
Maxis	
Celcom	
Air Asia	
TM Net	
TM
Shell	
HSBC
Petronas	

% awareness/brand recall
84%
78%
75%
71%
71%
63%
62%
57%
52%
51%

(Source: TNS/Digital Media)

(Source: Reuters)

Trust in Media Channels in Malaysia

Malaysia’s Top 10 Sites
Rank	Property
Unique % Reach	Total
		visitors (000)		minutes (MM)
1
Yahoo! Sites	
5,344
64.7
1,621
2
Google Sites	
4,551
55.1
466
3
Microsoft Sites	
3,975
48.2
993
4
FRIENDSTER.COM
2,898
35.1
430
5
Wikipedia Sites	
1,709
20.7
22
6
Connexus	
1,284
15.6
7
7
AOL LLC
1,268
15.4
8
8
WordPress	
1,206
14.6
6
9
Fox Interactive Media	
1,177
14.3
189
10	eBay	
987
12.0
48

Media channel	
Recommendations from friends and family	
Independent reviews in publications	
Manufacturers / brands Web sites	
Consumer opinion in blogs	
TV ads	
Newspaper ads	
Ads that appear on search engines	
Banner ads on Web sites	
Ads in virtual worlds	
Ads in video games	
Ads via mobile SMS

% trust
46%
31%
32%
16%
25%
22%
8%
11%
5%
6%
7%

(Source: TNS/Digital Media)

(Source: comScore Media Metrix, March 2008; Age 15+ from home and work computers)

75%
38%
18%
15%
11%

No. Promotional Emails Received (Weekly)

Malaysia’s Top Online Gaming Sites
Rank	
1
2
3
4
5

Site
Yahoo! Games	
MSN Games	
MINICLIP.COM
EA Online	
Disney Games	

% Reach
10.5
4.0
3.4
1.6
1.4

(Source: comScore Media Metrix, December 2007; Age 15+ from home and work computers)

Number of emails	Office	Home
Less than 5
34%
16%
Between 5 and 10
16%
23%
Between 10 and 20
13%
17%
Between 20 and 30
14%
17%
Between 30 and 50
8%
7%
Between 50 and 100
4%
8%
More than 100
11%
13%
(Source:The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)
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❚ Mobile

Malaysians are fairly divided when it comes to reporting
spam. Just over half (55%) had reported spam in the past
- following either the ‘report spam’, ‘this is spam’, or ‘junk
email’ links or buttons, according to one survey. They seem
equally divided about installing anti-spam software, with
just 41% of Malaysians saying they use anti-spam filters or
challenge response software to tackle the problem instead.

Malaysia has a mobile penetration rate of 85.1%.
(Source: MCMC)

Smartphones and PDAs are yet to take off in Malaysia as
default devices for checking email: 89% of respondents to
a survey said they don’t use either for that purpose.
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey).

(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

For those who do report spam, Malaysians do it more than
most. Nearly two-thirds (62%) of Malaysians who do use
the ‘report spam’, ‘this is spam’, or ‘junk email’ links or
buttons, do this four or more times a week. Generally when
Malaysians do report spam, they are doing it to ‘block the
sender from sending spam/junk email to me again’ (42%
of users), while 20% of users do it just to ‘unsubscribe
from sender’s mailing lists’ in the hope they won’t receive
email again from that specific sender.

The mobile video services market in Malaysia could
increase its revenues to US$12.1 million by the end of
2013, according to one report, showing annual compound
growth rates of 42.7% between 2007 and 2013.
(Source: BizEdge/Frost&Sullivan)

Mobile gaming is yet to take off in Malaysia, with only 7%
of ‘techsetters’ playing right now, according to one report.
(Source: Marketing Interactive)

(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

Malaysian online users can be intolerant of messages they
have asked to receive as well: 66% of respondents also
admitted they have used the ‘unsubscribe’ button or link on
legitimate email they had specifically subscribed to.
(Source: The 2008 Epsilon & Return Path Asia Pacific Consumer Email Survey)

Malaysians increasingly are sending each other more SMS
messages. In the first quarter of 2007 they sent 11.7 billion
messages; in the fourth quarter they sent 17 billion. On
average the individual mobile subscriber sent 563 messages
in the first quarter and 730 messages in the fourth quarter.
(Source: Malaysian Communications and Multimedia Commission (MCMC))

Malaysians love online gaming. According to one survey,
a whopping 86% of Malaysian ‘techsetters’ are gamers,
only coming second to the Chinese (97% of ‘techsetters’).
To date 80% of Malaysian gamers have ‘been exposed’ to
massively multiplayer online role-playing game (MMORPG),
and 19% consider themselves active MMORPG gamers.
(Source: Marketing Interactive)

Digital Snapshot: Malaysian’s Favourite Products
Product
Mobile phone without
internet access function
Desktop PC
Mobile phone with
internet access function
Digital camera	
Laptop / notebook	
MP3 player / ipod / flash drive	
Digital videocam	

Aged 15-24
59%

Age 25-64
58%

17%
18%

13%
11%

9%
10%
12%
4%

9%
7%
6%
4%

Activity
Aged 15-24
Using email	
39%
News / breaking news / Political / current affairs	 17%
Education / training	
26%
Using search engines - Yahoo!, MSN
20%
IT / internet / communication / technology	
20%
Accessing chat rooms	
29%
Downloading (eg games / screensavers / music)
25%
TV / movie guide / entertainment news	
13%
Leisure / travel / vacation / literature /
arts / music	
12%
Sports (eg horse racing/football match)
13%

Age 25-64
39%
31%
19%
22%
22%
15%
12%
13%

(Source: Synovate Media Atlas)

What Malaysians Do Online

(Source: Synovate Media Atlas)
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12%
10%

❚ CASE STUDY
CLIENT: Tourism Malaysia
AGENCY: Microsoft Advertising
CAMPAIGN: Visit Malaysia Year 2007
OBJECTIVE: The year 2007 was significant to Tourism
Malaysia - it marked the Golden jubilee of the nation’s
independence. In conjunction with this, Tourism Malaysia
launched an online global branding campaign themed ‘Visit
Malaysia Year 2007’ over MSN/Windows Live platform.
Tourism Malaysia wanted to promote Visit Malaysia Year
2007; engage global travelers aged 21 and above; win
favourability among target audiences; announce upcoming
activities; and encourage more visitors.
STRATEGY: With the help of Microsoft Advertising and
Media Two Point Zero, Tourism Malaysia ran an online
branding campaign in 13 countries in Asia, Europe, North
America and Oceania aimed at potential travelers that
surf on the MSN Network globally and frequently chat on
Windows Live Messenger.
DETAILS: The banners ads ran across MSN Homepage,
Travel and Lifestyle channels. Expandable, over-the-page
and video ad formats were utilised to display the four
main themes of the campaign: city excitement, culture
and heritage, islands and beaches, and adventure. Upon
clicking on the ads, travelers were led to Tourism Malaysia's
Web site for further information.
RESULTS: 1. 547 million banner impressions served.
2. More than 26.6 million live interactions tracked from
potential tourists on the rich media banners, achieving an
interaction rate of almost 17%.
3. More online users became aware of Malaysia as an
attractive travel destination, with brand awareness in the
target 21 years and above bracket rising to 96%.
4. Microsoft commissioned Dynamic Logic to study the
impact of Tourism Malaysia’s online campaign in Australia
and Singapore. Top-of-mind awareness of Malaysia as
a holiday destination increased by 3 percentage points
among those who were exposed to the campaign. Online
ad awareness also increased by 10 percentage points.

www.mrmworldwide.com/apac

❚ User behaviour

NEW ZEALAND

When Kiwis shop online, 81% of them use their credit
cards, well above the regional average, according to one
survey, with Visa being the most popular (69% of users).
(Source: The nielsen company)

When it comes to online travel bookings, women tend to
take the lead more than men. According to Zuji, 55% of
Kiwis that booked online at the end of 2007 were women.
(Source: Zuji)

% of users
33%
29%
21%
44%
16%
15%
12%
14%
24%
29%
18%
7%
7%
7%
4%
1%
28%

(Source: The nielsen company; respondents who had made purchases in past 3 months)

Lake Matheson, Mount Cook and Mount Tasman

❚ Online Advertising
New Zealand’s online advertising market was worth
NZ$135.16 million in 2007 - 5.8% of total ad spend.

❚ Demographics
New Zealand has one of the highest internet penetration
rates in the world: 77.7% of its citizens are now online.
(Source: InternetWorldStats.com)

According to another survey however, 84% of Kiwis have
access to the internet and 71% use it once a month.
(Source: The nielsen company)

❚ E-Commerce
Online banking has become a mainstream activity for
online Kiwis. According to one survey, more than two-thirds
of New Zealand’s internet users (68%) had accessed online
banking sites in the month prior, and 57% said they use
online banking once a week. Most (90% of them) go online
to check their bank balances; 56% transfer money; and
just under half (47%) make online payments.
(Source: The nielsen company)

New Zealand now has 829,300 broadband subscribers.
For the first time the number of broadband subscribers
outnumbers dial-up subscribers (675,800). The number of
broadband subscribers has doubled in the last two years.
(Source: Statistics New Zealand)

There are now 57 ISPs operating in New Zealand, serving a
total of 1.5 million subscribers. Residential subscribers (1.25
million) represent 83.1% of the country’s subscriber base,
and providing 73.9% of the ISPs’ total revenue.

Online banking has now become the ‘norm’ for Kiwis under
40, with 80% of internet users in this age range having
used these services in the last month. Meanwhile 62% of
Kiwis over 55 said they had also visited an online bank in
the past month.
(Source: The nielsen company)

Over one third of Kiwis (35.5%) are internet subscribers.

Kiwis are a pretty loyal bunch when it comes to online
shopping, with 66% of respondents to a survey saying they
tend to buy repeatedly from the site. And just over one
third of them (34%) base their choice of site to shop at on
personal recommendations.

(Source: Statistics New Zealand)

(Source: The nielsen company)

(Source: Statistics New Zealand)

New Zealand may have the smallest online population in
Asia Pacific, (around 1.95 million people), but they like to
spend more time online than their peers around the region.
Kiwis tend to spend on average 16.4 days online per
month, compared to the regional average of 13.8 days.
(Source: ComScore)

Of New Zealand’s online shoppers, the most common
purchase is airline tickets and reservations: 44% of users
said that was what they had bought online in the past
three months; 33% said they bought books; 29% bought
clothes, accessories and shoes; 29% bought event tickets;
and just 7% of them bought their groceries online.
(Source: The nielsen company)
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(Source: Interactive Advertising Bureau (IAB)/PricewaterhouseCoopers (PWC))

In order of size, 44% of online ad spend went on classified
advertising (NZ$58.96 million); 33% was spent on display
ads (NZ$44.4 million); and the remaining 23% went on
search and directories (NZ$31.81 million)
(Source: IAB/PWC)

The internet is now New Zealand’s fifth largest advertising
channel, after newspapers (35.4% of total ad spend); TV
(28%); radio (11.7%); and magazines (10.9%).
(Source: IAB/PWC)

Rank	Property
Unique
% Reach	Total
		
visitors (000)		minutes (MM)
1
Google Sites	
1,625
75.9
148
2
Microsoft Sites	
1,476
68.9
247
3
Fairfax Media	
1,157
54.0
225
4
Yahoo! Sites	
1,068
49.9
119
5
BEBO.COM
872
40.7
223
6
Wikipedia Sites	
583
27.2
10
7
Telecom New Zealand	
477
22.3
6
8
Apple Inc.
475
22.2
2
9	eBay	
470
22.0
8
10
Telecom Directories Ltd	 404
18.8
2
(Source: comScore Media Metrix, March 2008)

New Zealand’s Top Online Gaming Sites		
Site			
MINICLIP.COM			
WildTangent Network			
Disney Games			
MSN Games			
GamesRadar Network			

(Source: comScore Media Metrix, December 2007)

% Reach
45.1
40.2
36.1
12.3
8.1
6.7
6.3
6.1
6.0
4.7

New Zealand’s Top Technology News Sites
(Heavy Internet Users)
Rank	Property			
1
CNET			
2
NetShelter Technology Media			
3
Ziff Davis Media			
4
International Data Group			
5
Symantec			
6
GEEKZONE.CO.NZ			
7
NETGUIDE.CO.NZ			
8
About.com Electronics and Gadgets		
9
About.com Computing and Technology		

% Reach
18.4
11.2
7.1
5.7
3.9
3.6
3.4
2.7
2.7

(Source: comScore Segment Metrix, March 2008; Age 15+ from home and work computers)

New Zealand’s Top Entertainment Sites
(Heavy Internet Users)
Rank	Property			
1
YOUTUBE.COM			
2	iTunes Software (App)			
3
Viacom Digital			
4
TVNZ Sites			
5
Gorilla Nation			
6
ARTISTdirect Network			
7
CNET Networks Entertainment		
8
IMDB.COM			
9
IGN Entertainment			
10
UGO			

% Reach
61.9
33.0
26.7
25.2
23.6
22.2
21.0
20.9
18.2
17.8

(Source: comScore Segment Metrix, March 2008; Age 15+ from home and work computers)

Top 10 Sites Ranked by Number of Purchases
Rank	Property			
1	bankdirect.co.nz			
2	moviestars.co.nz			
3	kiwifm.co.nz			
4	gpforums.co.nz			
5	magshop.co.nz			
6	gpstore.co.nz			
7	twink.co.nz			
8	mta.org.nz			
9	nappies.co.nz			
10	gib.co.nz			

% of users
61.8%
58.9%
57.5%
57.4%
57.0%
57.0%
56.8%
56.5%
56.3%
56.3%

(Source: Nielsen//NetRatings, September 2007)

New Zealand’s Display Ad Spend

New Zealand’s Top 10 Sites

Rank	
1
2
3
4
5

Rank	Property			
1	eBay			
2
Apple Inc.			
3
Amazon Sites			
4
FERRIT.CO.NZ			
5
Ticketek Pty Ltd			
6
Ticketmaster			
7
Art.com Sites			
8
Woolworths Limited			
9
AmericanGreetings Property			
10
Hewlett Packard			

(Source: comScore Segment Metrix, March 2008; Age 15+ from home and work computers)		

What Kiwis Buy Online
Item	
Books	
Clothing / accessories / shoes	
Videos / DVDs / games	
Airline ticket / reservations	
Electronic equipment (TV / camera etc)
Music	
Cosmetics / nutrition supplies	
Computer hardware	
Tours / hotel reservations	
Event tickets	
Computer software	
Groceries	
Toys / dolls	
Sporting goods	
Automobiles & parts	
Sports memorabilia	
Other	

New Zealand’s Top Online Retail Sites
(Heavy Internet Users)		

industry category
% of spend Q1 07	
Investment, finance and banking
12.80%
Telecommunication
6.79%
Travel and accommodation
7.02%
Govt departments
8.82%
Leisure, entertainment, media
8.46%
Automotive
5.23%
Food and beverages
2.52%
Health, beauty and pharmaceuticals
2.98%
Computers
4.09%
Retail
2.04%
Other
2.17%
Business services and office products
2.67%
Home and garden
0.87%
Real estate
3.37%
Insurance
1.61%

% of spend Q4 07
14.64%
12.26%
11.90%
11.40%
9.91%
7.35%
5.44%
5.13%
4.54%
4.39%
3.70%
3.51%
2.15%
1.90%
1.79%

(Source: IAB/PwC Online Advertising Expenditure Report Q4, 2007)

% Reach
9.6
7.0
6.1
5.9
4.6

Favoured Ad Formats Across Right Media Exchange
Ad format/size			
120 x 600			
160 x 600			
300 x 250			
468 x 60				
728 x 90				
Pops				

%
11.95%
16.64%
19.81%
5.65%
44.4%
0.88%

(Source: Right Media)
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Snapshot: Online Display Ad Activity, July 2007
Activity			No.
Advertisers			
532
Campaigns			
1,051
Banners				
2,260
Ad impressions			
1.58 billion
Average campaigns per advertiser			
1.98
Average banners per campaign			
2.15
(Source: Nielsen//NetRatings)

❚ Mobile

THE PHILIPPINES

Mobile penetration rates have now reached 104%.
(Source: New Zealand Herald/Commerce Commission)

New Zealand has 4.47 million mobile subscribers.
(Source: New Zealand Herald/Budde Communications)

Snapshot: Top Online Display Advertisers, July 2007
Rank	
1
2
3
4
5
6
7
8
9
10

Advertiser	
Campaigns	
Black Diamond Technologies		
24
Amazon		
23
Air New Zealand		
16
Ferrit NZ		
16
Seek		
14
Bank of New Zealand		
14
New Zealand Retirement Commission		
14
Telecom New Zealand			
13
ANZ National Bank			
13
AMI Insurance			
12

Banners
58
23
29
26
70
41
27
44
49
65

(Source: Nielsen//NetRatings)

Snapshot: Top Online Advertising Sectors, July 2007
Rank	
1
2
3
4
5
6
7
8
9
10

Sector	
Ad impressions
Government / political	
256,143,000
Automotive / manufacturers	
152,287,000
Media / internet	
119,432,000
Retail / online multi-category e-commerce	
113,285,000
Travel & accommodation	
93,639,000
Finance / insurance & superannuation	
79,084,000
Search engines & directories	
66,836,000
FMCG / beverages - non-alcoholic	
64,422,000
Communications / ISPs	
62,360,000
Finance / credit cards	
48,329,000

(Source: Nielsen//NetRatings; excludes house ads)

Snapshot: Top Online Publishers, July 2007
Rank	 Site
Campaigns	 Advertisers	 Banners
1
ACP Media - sellmefree.co.nz	
116
66
267
2
APN - nzherald.co.nz/news	
79
58
210
3
APN - nzherald.co.nz/sport	
64
44
155
4
Fairfax - stuff.co.nz/business	
62
39
85
5
Fairfax - stuff.co.nz/travel	
54
35
71
6
Fairfax - stuff.co.nz/news	
52
33
64
7
APN - nzherald.co.nz/homepage	
49
34
130
8
NZ City - nzdating.com	
48
17
65
9
APN - nzherald.co.nz/entertainment	 47
33
119
10
ID Limited - throng.co.nz	
47
15
68
(Source: Nielsen//NetRatings; excludes house ads)

❚ User behaviour
New Zealanders spend more time online than many other
countries in the region. On average internet users in this
country spend 20.21 hours online a month, just below
the regional average of 21.2 hours, but still a fair amount
below the global average of 26.2 hours. Others put the
figure higher, saying that Kiwis spend on average 22 hours
online a week.
(Source: ComScore/New Zealand Herald/Cisco)

Kiwis with broadband spend more time online than they do
watching TV, according to one survey. While they are happy
with 14 hours a week of TV viewing, they prefer to spend
22 hours a week online. Much of this may have something
to do with what Kiwis do when they are online - 61% of
them say they watch videos, while 47% download music.
(Source: New Zealand Herald/Cisco)

The same survey found that pretty much all Kiwis - 99% of
them - had a mobile phone at home; 85% had a desktop
PC; 64% had a MP3 player; and 20% had a portable game.
(Source: New Zealand Herald/Cisco)
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While voice call revenues slipped by 2% in 2007 and are
expected to slip by another 4% in 2008, internet and data
services are up by 4.2%.
(Source: New Zealand Herald/Budde Communications)

As much as 79% of New Zealand mobile internet users are
ready to receive ads on their phone, as long as they are
relevant and as long as they have some form of control,
according to research.
(Source: New Zealand Herald/Vodafone)

❚ CASE STUDY
CLIENT: Air New Zealand
AGENCY: Aim Proximity
CAMPAIGN: grabaplane
OBJECTIVE: With the arrival of Pacific Blue, a low cost
airline, New Zealand’s travel market had an expectation
of a price war with incumbent airlines, Qantas and Air
New Zealand. The objective was to re-engage the heart
and mind of leisure travellers who shopped around for the
cheapest flights. The best channel for this was the Air New
Zealand innovative grabaseat Web site, which showcased
the hottest and cheapest airfares available.
STRATEGY: To distract and disrupt the market, generate
more traffic to this site and make the key audience
regularly visit the grabaseat site for the best deals.
With viral marketing at the centre of the promotion, the
programme would provide an eDM platform for future Air
New Zealand marketing.
DETAILS: The idea centred around the grabaseat
proposition, reflected the spontaneity of grabaseat but be
bigger. Result - grabaplane; an online competition where
you, as Captain, create your own virtual plane, nominate
a destination, and invite your friends/family via email to
participate as passengers. As a captain, you could only fill
one flight. But as a passenger, you could be invited onto all
your friends’ flights. When you filled the plane (40 seats)
your plane went into the draw to win that trip.
The focus of the campaign was an eDM communication
to the Air New Zealand database supported by PR.
Communicated over two phases; launched just prior to
Christmas and a follow-up post-Christmas, both eDMs drive
them to the Air New Zealand grabaplane promotion on
the grabaseat Web site. In addition an online campaign
targeted various sites, such as Trademe, Yahoo!, NZ Herald,
Stuff and TVNZ.
RESULTS: 1. Objective of achieving 12,000 planes was
exceeded by 10%.
2. Objective of achieving 2,000 planes filled was exceeded
by 7%.
3. Number of sign-ups to special offers exceeded the
anticipated 30,000.

Boats at Boracay beach

❚ Demographics
The Philippines has one of the lowest penetration rates in
the world: 15.4% of its population is currently online.
(Source: Universal McCann/InternetWorldStats.com)

The country should reach a pretty high number of online
gamers in 2008, according to one report, which estimates
it will have 6.3 million of them this year. Growth is being
driven by the launch of new online games and the increase
in broadband connections. Online gaming subscriptions
were predicted to grow by 58.4% between 2002 and 2007.

The Philippines has around 14 million internet users. Of
them, 967,600 are subscribers to broadband.

(Source: Xinhuanet/IDC)

(Source: InternetWorldStats.com/Yahoo!/ITU)

One forecast is predicting that usage will grow at 23%
annually to reach 21.5 million people in 2008.

Another survey found that 75% of internet users in Manila,
aged below 25 were ‘active online gamers’, with more than
half of them playing multi-player online games; and 40%
of them said they played the RAN Online game the most.

(Source: Xinhuanet/IDC)

(Source: Digital Filipino)

The average Filipino internet user still logs on at internet
cafés, despite 57% of those surveyed having access at
home, according to a survey of Manila youth under 25.

Filipino stock traders are increasingly turning to the Web to
make trades, with 60% of stock traders in the country now
trading online, according to one report.

(Source: Digital Filipino)

(Source: Philippines Internet Review)

Manila’s internet users aged under 25 spend on average
PhP350 per month on internet access.
(Source: Digital Filipino)

❚ E-Commerce
When it comes to online shopping, Filipino internet users
are in the ‘slow adopter’ category, says one survey: 55%
said they had never made a purchase over the internet.
(Source: the Nielsen company)

❚ Online Advertising
Good news for advertisers: Filipinos (along with Brazilians)
are the most trusting people in the world with all forms
of advertising. According to one survey, 67% of Filipinos
displayed such high levels of trust.
(Source: the nielsen company)

Despite their love of advertising, when Filipinos make
decisions on a brand’s products and services, personal
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recommendations count more than anything. In a survey,
86% of Filipinos said they relied on word-of-mouth to
make such decisions; and 72% said they trusted consumer
opinions that were posted online.

Wealthy Filipinos are more connected than most, says
one survey which found that 42% of ‘Manila’s elites’ had
watched TV via their mobiles, MP4 players or their personal
PCs in the past month.

(Source: The nielsen company)

(Source: Synovate)

Online ad spend in the Philippines is estimated to be just
0.2% of overall ad spend, at around PhP100 million.

In a survey of internet users in Manila, aged below 25,
38% of them said they primarily went online for research
reasons. They also cited social networking and gaming as
the second and third reasons for going online - the first
time those factors have been cited.

(Source: Internet & Mobile Marketing Association of the Philippines)

SINGAPORE

(Source: Digital Filipino)

❚ User behaviour
The Philippines’ Social Media Activities
The average young Filipino internet user is online for at
least 12 hours a week, according to a survey of internet
users in Manila, aged below 25. Their top site is Friendster.
(Source: Digital Filipino)

Filipinos are amongst the most avid blog readers on earth.
According to one survey, only South Koreans (92.1%
of them) read blogs more than internet users in the
Philippines, with a whopping 90.3% of those asked in a
survey saying that they had ever read a blog.
(Source: Universal McCann)

Internet users in the Philippines don’t just like reading
blogs, they love writing them too, and more than most.
In a survey, 65.8% of Filipinos said they had started their
own blog at some point in time. Only three other countries’
users were keener than they were - and notably, they were
all in Asia: China, Taiwan and South Korea.
(Source: Universal McCann)

Perhaps because so many people of the Philippines work
overseas, they show the highest appreciation for social
networking - more so than anyone else in the world. When
asked in a survey if they had ever created a profile on a
new social network, 83.1% of them said they had - the
highest proportion of people in a country than any other.
(Source: Universal McCann)

The Philippines leads the way again when it comes to
uploading photos on Web sites - 86.4% of them said in a
survey that they had already done this - more than any
other nationality in the world. And they only come second
to the Brazilians in their love of uploading videos - 60.5%
of Filipinos said they had posted videos to a video sharing
site, compared to 68.3% of Brazilians.
(Source: Universal McCann)

% of active internet users who...
have ever read a blog	
have their own blogs
have profile on new social network	
upload photos to sharing site	
upload videos to sharing site	
ever watch video clips	
have downloaded a podcast	
subscribe to an RSS feed	

%
90.3%
65.8%
83.1%
86.4%
60.5%
98.6%
61.8%
45.2%

(Source: Universal McCann, March 2008)

❚ Mobile
Currently, 60% of the population - 55 million people - have
signed on to mobile services. Growth going forward in
mobile usage will be driven by texting, says one report.
(Source: BusinessWire/Research and Markets)

Between 2007 and 2010, the number of mobile users in
the Philippines is expected to grow at an annual rate of
15%. By 2010, it is estimated the country will have 73
million mobile users.
(Source: BusinessWire/Research and Markets)

❚ Demographics

❚ E-Commerce

Singapore is now one of the most connected countries in
Asia, if not the world. Household broadband penetration
rates are now as high as 81.1% in the city state.
(Source: Infocomm Development Authority)

Convergence appears to be driven more by financial
necessity than anything else, according to one survey,
which found that the desire to have one portable device
which fulfilled all needs was more prevalent in less affluent
markets. Results from respondents in the Philippines seem
to back this up, where more than 70% of them said they
liked the idea of ‘one portable device to fulfill all my needs’,
compared to only 27% of the more affluent Japanese.
(Source: Universal McCann)

Filipinos were also keener than others when it came to
receiving ads on their mobile phones and other portable
devices, coming only third to Mexico and China in their
level of ‘advertising acceptiveness’.

But when it comes to watching videos, they are at the
top of the list again, with 98.6% of Filipinos respondents
saying they watched videos online, more than anyone else.
That number has effectively tripled since 2006 when they
were first asked that question - only 39.9% said yes back
then. By June 2007 that had already reached 60.7%.

(Source: Universal McCann)

(Source: Universal McCann)

(Source: Synovate)

Podcasts have taken off in the country in a very big way:
61.3% of internet users in the Philippines have downloaded
a podcast, up from 26.4% who said so in June 2007.

Filipinos aged 15-24 spend on average more than two
hours per day on their mobile phones, says one survey.

(Source: Universal McCann)

Cityscape of Singapore showing the Merlion and the financial district

Wealthy Filipinos in Manila are embracing mobile
entertainment: 17% of them saying they watching TV on
their mobiles in the past month; and 15% saying they had
watched TV on their MP4 players.

(Source: Synovate)

Singaporeans love to shop and to date 82% of them have
said they have made a purchase online, with nearly twofifths of them (39%) having done so in the last month,
according to one survey.
(Source: The nielsen company)

Singapore's Key Digital Indicators
Type of connection	Number (as at Jan 2008)
Mobile
Total mobile subscriptions (2G + 3G)
5.765 m
3G mobile subscriptions	
1.776 m
Total post-paid subscriptions (2G)
1.255 m
Total pre-paid subscriptions (2G)
2.733 m
Total 3G Subscriptions
1.776 m
Total SMS Messages (2G+3G)
989.91 m
Dial-up
Total internet dial-up	
Total residential internet dial-up	
Total corporate internet dial-up	

1.047 m
1.006 m
40,100

Broadband
Total broadband internet subscriptions	
Total residential broadband	
Total corporate broadband	
Total xDSL
Total cable modem	
Total leased line broadband	
Total wireless broadband	
Other broadband internet access platforms	
Household Broadband Penetration	

3.396 m
892,100
95,900
485,600
397,500
3,800
2.503 m
5,200
78.2%

(Source: Infocomm Development Authority)

When Singaporeans shop online, by and large they
use their credit cards (73% of shoppers) to make their
purchase; a quarter use their debit card; 24% rely on bank
transfer; and as much as 20% of shoppers use the online
payment mechanism, PayPal.
(Source: The nielsen company)

What Singaporeans Buy Online
Product
Airline tickets / reservations	
Tours / hotel reservations	
Clothing/accessories / shoes	
Event tickets	
Books	
Other	

% of users*
42%
32%
31%
23%
19%
24%

(Source: The nielsen company; * in the past 3 months)

How Singaporeans Decide Where to Shop Online
Type of channel	
Same site I buy from regularly	
Personal recommendation	
Online recommendation / review	
Special offer I saw	
General surfing	
Search engine	
Same store I buy from offline	
Online advertising	
TV/print or other advertising	
Shopping comparison Web site	
Other	

% of users*
58%
38%
37%
31%
30%
23%
16%
16%
16%
11%
8%

(Source: The nielsen company; * in the past 3 months)
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Singapore’s Top Online Gaming Sites

❚ Online Advertising
Online ad spend in Singapore should overtake traditional
media spend after 2010. It overtook cinema spend in 2007.
(Source: Marketing Interactive/Zenith)

Rank	
1
2
3
4
5

Site
MINICLIP.COM
MapleStory (App)
Yahoo! Games	
MSN Games	
Disney Games	

% Reach
10.9
8.9
7.8
7.6
6.1

(Source: comScore Media Metrix, December 2007; Age 15+ from home and work computers)		

❚ User behaviour
Singaporeans spend more time online than most - on
average 26.2 hours a month - much higher than the Asian
average (21.2 hours) but the same as the world average.
(Source: ComScore)

Singaporeans rank brands’ Web sites as more trustworthy
than TV ads or email newsletters, according to one
survey. Ultimately however for Singaporeans, the channel
of communication they trust the most when it comes to
brands products or services is good old fashioned word of
mouth.
(Source: TNS/Digital Media)

But it can only be a good thing for brands to engage in the
digital space, it appears. Nearly a quarter of Singaporean
respondents (24%) to a survey said that seeing brands
online ‘significantly increased their interest in using the
brand’. More than half (57%) however, were distinctly
lukewarm on the issue only being ‘somewhat inclined’ to be
more interested in the brand.
(Source: TNS/Digital Media)

Singaporeans do seem to be big fans of viral marketing
though. In a survey asking Singaporeans if they passed
on viral marketing messages, a sizeable 66% of the city
dwellers said they had.

Singapore’s Top Online Retail Sites
(Heavy Internet Users)
Rank	Property
1	eBay	
2
Apple Inc.
3
Amazon Sites	
4
Yahoo! Shopping	
5
Alibaba.com Corporation	
6
Hewlett Packard	
7
AmericanGreetings
8
MCDELIVERY.COM.SG
9
SINGTELSHOP.COM
10
M1SHOP.COM.SG

% Reach
43.4
37.9
33.8
9.5
8.7
7.7
6.5
6.3
4.6
4.4

(Source: comScore Segment Metrix, March 2008; Age 15+ from home and work computers)		

% Reach
31.0
15.1
11.2
4.8
4.5
4.4
4.1
3.1
2.8

Young Singaporeans (under 25) spend an average of
1 hour 34 minutes a day on emails; 1 hour 30 minutes
in online communities; 4 hours 10 minutes on instant
messaging (the highest length of time in the region); and 3
hours 43 minutes on other activities, says one survey.

What Singaporeans Do Online
Activity
Played games	
Listened to music	
Communicated with others	
Watched videos	
Created/updated a blog	
Online learning	

% of users
62%
59%
54%
49%
22%
21%

(Source: Synovate)

(Source: comScore Segment Metrix, March 2008; Age 15+ from home and work computers)

(Source: TNS/Digital Media)

When it comes to getting Singaporeans to shop online
however, online advertising is nowhere near as effective as
word of mouth. In a survey asking internet shoppers in the
city state what persuaded them to shop at a specific site,
38% of them said ‘personal recommendation’ while only
16% said ‘online advertising’.
(Source: The nielsen company)

Singapore’s Top 10 Portals, Search Engines,
Communities
Rank	Property
Unique
% Reach
		visitors		
1
Yahoo! Sites	
1,644
72.0
2
MSN-Windows Live	
1,609
70.5
3
AOL LLC
434
19.0
4
Lycos Sites	
149
6.5
5
MYSPACE.COM*
143
6.3
6
ASIAONE.COM
127
5.6
7
SINA Corporation	
97
4.2
8
Sohu.com Inc.
85
3.7
9
TENCENT Inc.
56
2.5
10
Free.fr Sites	
38
1.7

Average minutes
(000) per Visitor
159.2
360.0
9.2
3.1
44.2
9.2
13.4
31.0
124.1
1.9

(Source: comScore Singapore, Jan 2008; Age 15+ from home and work computers)

Singapore’s Top 10 Sites
Rank	Property
Unique
% Reach	Total
		visitors (000)		minutes (MM)
1
Microsoft Sites	
1,707
74.4
622
2
Google Sites	
1,698
74.0
267
3
Yahoo! Sites	
1,664
72.5
236
4
FRIENDSTER.COM
918
40.0
134
5
Wikipedia Sites	
741
32.3
15
6	eBay	
514
22.4
14
7
CNET Networks	
510
22.2
13
8
Apple Inc.
490
21.4
2
9
FACEBOOK.COM
467
20.4
39
10
MediaCorp Pte Ltd	
450
19.6
38
(Source: comScore Media Metrix, March 2008; Age 15+ from home and work computers)

Singapore’s Top Entertainment Sites
(Heavy Internet Users)		
Rank	Property
1
YOUTUBE.COM
2
MediaCorp Pte Ltd	
3	iTunes Software (App)
4
Gorilla Nation	
5
Photobucket.com LLC
6
Viacom Digital	
7
ARTISTdirect Network	
8
Sony Online	
9
Yahoo! Movies	
10
CRUNCHYROLL.COM

% Reach
73.3
38.1
28.4
28.3
28.2
27.0
22.7
21.6
21.2
20.6

(Source: comScore Segment Metrix, March 2008; Age 15+ from home and work computers)

Top 10 Digital Advertisers in Singapore
Rank	
1
2
3
4
5
6
7
8
9
10

Brand	
Nokia	
SingTel	
StarHub
Sony	
DBS
Citibank	
Samsung	
M1
UOB/OUB
MasterCard	

% awareness/brand recall
80%
78%
72%
70%
68%
67%
66%
64%
58%
58%

(Source: TNS/Digital Media)

Media channel	
Recommendations from friends and family	
Independent reviews in publications	
Manufacturers / brands Web sites	
Consumer opinion in blogs	
TV ads		
Newspaper ads	
Ads that appear on search engines	
Banner ads on Web sites	
Ads in virtual worlds	
Ads in video games	
Ads via mobile SMS
(Source: TNS/Digital Media)

❚ Mobile
Singaporeans love their mobiles. The city state now has a
mobile phone penetration rate of 122.5%.
(Source: Infocomm Development Authority)

Singaporeans use their mobiles to talk as much as they
use them to text SMS messages, according to one survey.
Around 40% of the usage of mobile phones is allocated to
voice calls, with the same amount of usage allocated to
SMS texting.
(Source: Universal McCann)

Another survey however, suggests Singaporeans aged
below 25 do a whole lot more with their phones than just
text and talk: more than two-thirds of them (68%) of them
take photos; a similarly sizeable 64% of them listen to
music; and almost half (49%) of them play games on their
mobile devices.
(Source: Synovate)

Trust in Media Channels in Singapore
% trust
55%
29%
22%
12%
19%
20%
7%
8%
3%
4%
6%

About 17% of Singaporeans have used their mobile phones
to legally purchase music, according to one survey, with
around the same amount using a peer-to-peer service to
do so.
(Source: Universal McCann)

Singaporeans are fairly divided when it comes to their
desire to converge all their mobile devices into one. In a
survey, less than 50% said they completely agreed with the
statement: 'I like the idea of having one portable device to
fulfill all my needs' compared to nearly 80% of Malaysians.
(Source: Universal McCann)
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(Source: Synovate)

Just 12% of affluent Singaporeans use their phones to find
out information on products and services; while 11% use
their mobile phone for personal banking services and bill
payments, according to one survey.
(Source: Synovate)

(Source: Synovate)

(Source: Synovate)

Singapore’s Top Technology News Sites
(Heavy Internet Users)
Rank	Property
1
CNET
2
NetShelter Technology Media	
3
Ziff Davis Media	
4
Symantec	
5
HARDWAREZONE.COM
6
International Data Group	
7
About.com Computing and Technology	
8
ZDNet	
9
About.com Electronics and Gadgets	

Singaporeans love playing games, with 62% of the under
25 age range revealing they had used the internet to play
online games in the last month, according to one survey.

Affluent Singaporeans are big fans of sending and receiving
multimedia messages (MMS) such as photos, with 31%
saying this had been the case, according to one survey.

❚ CASE STUDY
CLIENT: The Association of Muslim Professionals (AMP)
AGENCY: Premiere Global Services
CAMPAIGN: Enhancing Social Outreach Through SMS
Alerts & Notifications
OBJECTIVE: Deliver social outreach and assistance
to the youth and families in the community through
communications technologies.
STRATEGY: Communications, an important function in
any organisation, assumes a strategic role at AMP, a nonprofit organisation, as it strives to deliver social outreach
and assistance to the youth and families in the community.
Alerts and reminders for appointments with mentors and
counsellors have to be issued daily to its clients. Training
and development programmes are broadcast to raise
awareness. Volunteers must be kept updated and informed.
DETAILS: Premiere Global Service’s Alerts & Notifications
solution requires no costly investment in software and
hardware, minimal user training and no maintenance
overheads. Users pay only for the messages sent. The
system is also easy to use and efficient in its delivery of
time-sensitive and pertinent information. To send an SMS
alert, AMP staff log on to a secured page on Premiere
Global Services’ Web site, type in their message and send
immediately or schedule a future delivery. Premiere Global
Services takes care of all back-end operations and provides
the client with monthly consolidated reports on the number
of messages sent, the time of broadcast, recipients’ mobile
numbers and time of message receipt.
In the past, AMP staff used their personal mobile phones
to send SMS messages to their target audience and were
reimbursed those costs at the end of each month.
RESULTS: In switching to Premiere Global Services, AMP
reaped immediate cost-savings and productivity gains.
1. Today, AMP enjoys over 70% cost savings compared
to the previous method of sending alerts and notifications
from staff mobile phones. For a non-profit organisation,
that means more money is spent where it is needed.
2. There has also been an improvement in staff
productivity. Being able to prepare bulk messages in
advance and schedule delivery has freed staff to focus on
core duties. For the organisation, an itemised invoice has
replaced the onerous and time-intensive task of processing,
checking and reimbursing staff for their mobile phone
costs.
3. AMP has seen an increase in attendance at events and
appointments, including a 100% turnout at one recent
event.
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South Korea’s Top Portals

SOUTH KOREA

Rank	Property
Unique
% Reach
		visitors (000)		
1
Naver.com	
19,228
74.6
2
Lycos sites	
16,629
64.3
3
Yahoo! sites	
13,471
52.1
4
NATE.COM
10,928
42.3
5	empas	
9,861
38.2
6
PARAN.COM
7,415
28.7
7
MSN-Windows Live	
6.758
26.1
8
Freechal	
4,669
18.1
9
DREAMWIZ.COM
2,903
11.2
10
SAYCLUB.COM
2,645
10.3

Average minutes
per visitor
242.4
208.7
158.1
59.4
20.3
4.8
74.7
25.7
10.3
208.4

(Source: comScore Korea, January 2008; Age 15+ from home and work computers)

South Korea’s Top 10 Sites
Rank	Property
Unique
% Reach	Total
		visitors (000)		minutes (MM)
1
NHN Corporation	
18,330
71.3
3,833
2
Lycos sites	
15,291
59.5
2,341
3
Yahoo! sites	
21,377
48.1
2,958
4
SK Group	
11,564
45
688
5
Microsoft sites	
11,269
43.8
469
6
Cyworld	
10,564
41.1
2,612
7	empas	
8,553
33.3
223
8
KT Group	
8,198
31.9
239
9	eBay	
8,097
31.5
431
10
GMARKET.CO.KR
7,685
29.9
290
(Source: comScore Media Metrix, March 2008; Age 15+ from home and work computers)

South Korea’s Top Online Gaming Sites
1
2
3
4
5

NEXON.COM
HANGAME.COM
Netmarble	
MapleStory
Yahoo! Games	

14.2
13.7
13.6
4
4

(Source: comScore Media Metrix, December 2007; Age 15+ from home and work computers)

Gyeongbok Palace (Gyeongbokgung), Seoul, South Korea

South Korea’s Top Online Retail Sites
(Heavy Internet Users)

❚ Demographics
South Korea has the highest internet penetration rate in
the region, between 65% and 70.2% of the population.
(Source: comScore/Marketingcharts.com/Universal McCann)

The country also has the most active internet users in the
region. On average, South Koreans use the internet 17.4
days per month, and take 31.2 hours to view 4,565 pages
- twice as many pages as the regional average.
(Source: comScore/Marketingcharts.com)

South Koreans are among the world’s most avid legal
downloaders of music, generating the fourth highest digital
music sales volume in the world, behind the U.S., Japan
and the U.K. The country was the first to have its digital
sales overtake physical sales - they now account for more
than 60% of all music sold.
(Source: IFPI)

Nearly half (49%) of South Korean internet users say they’
ve downloaded music legally in the past six months. But
South Koreans are also pretty big on illegal downloading,
with about 46% having done so in the past six months.
(Source: Universal McCann)

❚ E-Commerce
South Koreans love to shop online. Among those who have
internet access, pretty much all of them (99%) have used
it to buy something, the highest percentage in the world.
(Source: The nielsen company)

❚ Online Advertising

(Source: The nielsen company)

Business-to-consumer e-commerce sales in South Korea are
predicted to rise by an average of 13.3% a year until 2011.
(Source: eMarketer)
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% Reach
62.4
53.7
33.1
30
25.2
15.9
15.4
14.9
12.7
12.4

(Source: comScore Segment Metrix, March 2008; Age 15+ from home and work computers)		

South Korea’s Top Entertainment Sites
(Heavy Internet Users)		
Rank	Property
1
PANDORA.TV
2
SM Entertainment	
3
TAGSTORY.COM
4
GOMTV.COM
5
MGOON.COM
6
SBS
7
Naver.com Movie	
8
Naver.com Board	
9
KBS
10
Naver.com Book	

% Reach
50.9
45.3
40.3
34.3
27
24.5
23.5
21.9
21.7
21.2

(Source: comScore Segment Metrix, March 2008; Age 15+ from home and work computers)

It is estimated that by 2009, more than 10% of all South
Korean ad budgets will be spent online.
(Source: Digital Economy Factbook 2007)

And South Koreans like to shop online regularly. When
asked, 79% of the country’s internet users had bought
something online in the previous month - again the highest
figure globally. In the clothing, shoes and accessories
sector, they also lead the way, with 70% having bought
something in the category online in the past three months.

Rank	Property
1	eBay	
2
GMARKET.CO.KR
3
Naver.com shopping	
4
Interpark
5
DNSHOP.COM
6
DCINSIDE.COM
7
GSESHOP.CO.KR
8
LOTTE.COM
9
SHINSEGAE.COM
10
DANAWA.COM

Across the properties managed by digital media trading
platform Right Media Exchange, the most popular Web ad
format in South Korea was one of the squarest: 728 by
90 pixels, accounting for 35.91% of ads served. A further
25.25% of ads were 300 by 250 pixels. The traditional 468
by 60 banner wasn’t so popular, registering just 8.18 % ,
while pop-ups fared even worse: 7.2 %.
(Source: Right Media)

Favoured Ad Formats Across Right Media Exchange
Ad format/size
120 x 600
160 x 600
300 x 250
468 x 60
728 x 90
Pops	
(Source: Right Media)

%
14.21%
7.9%
25.25%
8.18%
35.91%
7.2%

❚ User behaviour
South Koreans are the world’s most enthusiastic bloggers
and consumers of blogs, with 71.7% of active internet
users having started their own blog and 92.1% having read
one.
(Source: Universal McCann)

Among those active users, 44.4% subscribe to an RSS feed
and 70.3% have a profile on a social networking site. Video
is popular in the country, with 86.5% having watched a
video clip online and 43.6% having uploaded a video to a
sharing site. More than half (54%) of users have uploaded
photos to a sharing site, while 49.2% have downloaded a
podcast.
(Source: Universal McCann)

Social networking has taken off in a big way in South
Korea, in particular domestic site Cyworld. Half of the entire
adult population of the country has visited at least one
social networking site. Overwhelmingly, they go to Cyworld,
with 30% of all South Koreans, or 18 million people, having
an account with the site.
(Source: eMarketer)

Among teenage and twenty something Koreans, the
number who’ve signed up to Cyworld rises massively. As
much as 90% of internet users in this age group have a
Cyworld account.
(Sources: Digital Economy Factbook 2007)

South Korea’s most popular site is search portal Naver.com,
with 18.3 million unique visitors a month. Naver.com is also
the world’s fifth most popular search site, with 2 billion
searches a month. That puts it only just behind fourthplaced Microsoft, which sees its sites attract 2.2 billion
monthly.
(Source: comScore Media Metrix)

Among heavy internet users, eBay is South Korea’s most
visited retail site, with 62.4% reach. Next in the list is
Gmarket.co.kr, reaching 53.7% of heavy users, and then
Naver.com Shopping (33.1%), Interpark (30%) and
Dnshop.com (25.2%).
(Source: comScore Segment Metrix)

In the entertainment sector, the most popular site among
heavy internet using South Koreans is Pandora.tv, reaching
50.9% of them. The next most widely visited is SM
Entertainment (45.3% reach), followed by Tagstory.com
(40.3%), Gomtv.com (34.3%) and Mgoon.com (27%).
(Source: comScore Segment Metrix)

Online gaming is big in South Korea, with the country’s
most popular gaming site being Nexon.com, with 14.2%
overall reach. Just behind it in the popularity stakes
are Hangame.com (13.7% reach), Netmarble (13.6%),
MapleStory (4%) and Yahoo! Games (4%).
(Source: comScore Media Metrix)

Among affluent South Koreans, 81% access the internet
from home, compared to just 56% who do so at work.
(Source: Synovate)
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Want to know more
about doing business
in Germany?

South Korea is country responsible for the second highest
quantity of spam email. However, the percentage of
global spam generated there, at 5.2%, is still a long way
behind the world leader, the U.S., where 28.4% of spam
originates.
(Source: Sophos/Marketingcharts.com)

South Korean Social Media Activities
%
92.1%
71.7%
70.3%
54%
43.6%
86.5%
49.2%
44.4%

Weekly
39%
30%
37%
32%
33%
41%
41%
39%

Monthly
13%
16%
23%
28%
23%
24%
22%
18%

Less
3%
9%
8%
18%
22%
6%
14%
14%

❚ Mobile
Mobile video is set to take off in South Korea: by 2010, it
is estimated that the country will be the world’s second
largest market for mobile video, attracting revenues worth
US$810 million.
(Source: Digital Economy Factbook 2007)

Among affluent Seoul residents, 46% have watched
television content on screens outside their homes and
hotels. Of that figure, 29% have watched TV on their
laptops and other computers, and 16% in their cars.
(Source: Synovate)

There will be more than 23 million users of 3G mobile
services in South Korea by 2010, it is predicted. By that
time, about 42 million people, or 85% of the country’s
entire population, will use a mobile handset of some sort.
(Source: ROA Group)

Done. Expertise is now one click away.
Announcing the new Global Business section on TIME.com

A sizeable 45% of South Koreans said they would be
somewhat likely to sign up to receive mobile marketing
messages or information, with a further 7% describing
themselves as very likely to. That makes the country
roughly average across the Asia-Pacific region, where
overall 41% were somewhat likely to, with 13% very likely.
(Source: Mobile Marketing Association)

Among affluent South Koreans, mobile phones with internet
access are more or less de rigueur, with 86% owning one.

®

(Source: Synovate)

time.com/global_business
© 2007 Time Inc. TIME is a registered trademark of Time Inc.

South Korea’s Mobile Users
Mobile customers (m)
Penetration rate

2006 2007* 2008*
40.1
41.8
43.5
82.0% 85.2% 88.4%

2009*
45.2
91.6%

2010*
46.9
94.6%

(Source: IDATE83/Digital Economy Factbook 2007)

❚ CASE STUDY

(Source: Universal McCann, March 2008)

Or ...

Nearly one fifth (19%) of South Koreans have used a
mobile device to pay for something electronically, second
only in the world behind Japan.

(Source: Universal McCann, March 2008)

Activity
Daily
Reading blogs	
45%
Writing blogs	
45%
Manage social network page	
32%
Upload photos to sharing site	 22%
Upload videos to sharing site	 22%
Watch video clips	
29%
Download podcast	
23%
Subscribe to an RSS feed	
29%

Or India?

(Source: Universal McCann)

(Source: Universal McCann)

% of active internet users who...
have ever read a blog	
start their own blogs
have profile on new social network	
upload photos to sharing site	
upload videos to sharing site	
ever watch video clips	
have downloaded a podcast	
subscribe to an RSS feed	

Frequency of Social Networking Activities

Or South Africa?

Text messaging accounts for 53% of all Korean mobile
phone use, with internet use accounting for just 3%.

About 41% of South Koreans said they agree with the
statement: ‘I like the idea of having one portable device to
fulfill all my needs’ - towards the bottom of the global pile.

CLIENT: Canon Korea Consumer Imaging
AGENCY: Microsoft Advertising
CAMPAIGN: Launch of EOS 400D digital camera
OBJECTIVE: To utilize the rich media capability of the
Web by featuring an existing TV commercial (TVC). The
objective was to arouse curiosity using the TVC that would
encourage viewers to register on the launch site.
STRATEGY: Microsoft, along with media agency eMFORCE,
suggested super expandable banners featuring the TVC to
run on Windows Live Hotmail, Windows Live Messenger
and the MSN Homepage. The key element of the campaign
was the placement of the TVC on the MSN User Created
Contents (UCC) Channel, powered by Pandora TV, the
leading internet video site in Korea - an approach which
had never been tried. Users who clicked on the TVC were
redirected to the camera launch site, where they could
register for a competition to win the camera.
DETAILS: The campaign used an interactive approach to
guarantee that users would actively investigate the product.
The content had a mystery identification theme, where
silhouettes of a number of local celebrities were shown,
with viewers having to guess their identities to enter an
online competition.
The TVC was featured on the super expandable banner
on Windows Live Hotmail, backed up by text ads and a
half banner on Windows Live Messenger, and image link,
premium text ad and box banners on the MSN Homepage.
The campaign went live in June 2007 and ran for a month.
The commercial was also posted on MSN UCC Channel
for a month where users posted their comments on the
identity of the celebrities, leading to a virtual community.
The UCC page also featured a comment giving the URL link
to the product launch site. It was backed up by a week
of video thumbnails on the MSN Homepage, plus external
media support from TV and print ads for the camera.
RESULTS: 1. Canon saw more than 73 million impressions
on the banner ad.
2. It saw more than 177,000 clickthroughs on the video.
3. The clickthrough rate exceeded original targets by
almost 25%.
4. Canon assigned 12.5% of the online budget to Microsoft
and was happy to note exceptional results. Canon achieved
a value-per-click of US$0.19, a three-fold improvement
from the average online campaign.

(Source: Universal McCann)
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Taiwan’s Top 10 Sites
Rank	Property
Unique
% Reach	Total
		visitors (000)		minutes (MM)
1
Yahoo! sites	
8,537
82.3%
4,340
2
Microsoft sites	
6,527
63%
1,601
3
Google sites	
5,601
54%
294
4
Hinet.net	
4,202
40.5%
349
5
Yam.com	
5,387
34.6%
97
6
Pchome.com.tw	
3,579
34.5%
122
7
Gofoxy.net	
3,043
29.4%
136
8	Xuite.net	
2,536
24.5%
17
9
Sina Corporation	
2,143
20.7%
40
10
Udn.com	
2,073
20%
62

TAIWAN

(Source: comScore Media Metrix, March 2008; Age 15+ from home and work computers)

❚ User behaviour
The most popular use of the internet in Taiwan among
broadband subscribers is browsing Web pages, with
67.37% of users doing so. Next most popular is email
(40.34%), then information searching (26.44%), chat
(24.18%), online gaming (18.72%), downloading music
(8.9%), downloading software (8.02%) and shopping
(8.01%).
(Source: TNIC)

Taiwan’s Top Online Gaming Sites:
Rank	
1
2
3
4
5

Site
Yahoo! Games	
Miniclip.com	
Shockwave.com sites	
MSN Games	
I-gamer.net	

% Reach
15.1%
5.4%
3.6%
3.5%
3.4%

(Source: comScore Media Metrix, March 2008; Age 15+ from home and work computers)

Taiwan’s Top Online Retail Sites
(Heavy Internet Users)
Rank	 Site
1
Yahoo! Shopping	
2
Books.com.tw	
3
Payeasy.com.tw	
4	eBay	
5
Apple	
6
Shopping99.com	
7
Amazon sites	
8
Sogi.com.tw	
9
Eprice.com.tw	
10
Etmall.com.tw	

Taipei 101 from street level

(Source: TNIC)

% Reach
53.2%
27%
23.9%
20.1%
14%
12.5%
10.9%
10.1%
9.3%
8.7%

(Source: comScore Media Metrix, March 2008; Age 15+ from home and work computers)

Taiwan’s Top Online Entertainment Sites
(Heavy Internet Users)
Taiwanese Internet Users, by Age

❚ Demographics
Taiwan’s internet penetration rate is variously estimated to
be between 65% and 67.8%, with a total of about 14.7
million internet users, and 10.03 million internet accounts.
(Sources: ComScore/Universal McCann/FIND/Taiwan Network Information Center (TNIC))

Most of Taiwan’s homes (71.3% of them) have internet
access. Assessments of the number of homes possessing a
broadband connection vary between 67.03% and 68.7%.

Age
12-15
16-20
21-25
26-35
36-45
46-55
56+

% that have used the internet
94.65%
94.74%
92.1%
87.86%
74.33%
57.17%
16.6%

(Source: TNIC)

Internet access goes hand-in-hand with affluence, and
Taiwan is no exception to this rule - 83% of the top 20%
of wage earners in the country have internet access.

Online shopping is starting to take off in Taiwan, with
overall sales for 2007 totalling NT$108 billion (about
US$3.5 billion), or 1.3% of the entire retail sector.

(Source: Synovate)

(Source: MIC)

Having broadband access is also strongly correlated with
wealth. Among households with a monthly income of more
than NT$200,000 (about US$6,500), as much as 89.08%
of them were broadband subscribers. On the other end of
the scale, just 24.65% of households on a monthly income
of NT$20,000 or less have broadband access.

Online games are the service that Taiwanese broadband
users are most likely to buy online, with 29.26% of them
having done so. People are also willing to pay online
for music (27.97%), phone services (19.87%), financial
services (19.08%), education (10.59%) and TV and film
(10.33%).

(Source: TNIC)

(Source: TNIC)

Household Internet Use in Taiwan
Households with PCs	
Households with internet access	
Online households with broadband access	
Households with broadband access	
(Source: FIND)

2006
79.3%
71.7%
86.9%
62.4%

2007
47.4%
71.3%
96%
68.7%

% Reach
39.1%
36.1%
32.9%
24%
20.6%
15%
13.6%
13.6%
13.1%
11.2%

(Source: comScore Media Metrix, March 2008; Age 15+ from home and work computers)

❚ Online Advertising
More than 10% of all Taiwanese ad budgets will be spent
online by 2009.
(Source: Digital Economy Factbook 2007)

Rank	
1
2
3
4
5
6
7
8
9
10

Brand	
7-Eleven	
Sony	
McDonald’s	
Coca-Cola	
Nokia	
Chunghwa Telecom	
Taiwan Mobile	
Vibo	
KFC
Far Eastern Tel	

% awareness/brand recall
73%
65%
64%
63%
63%
60%
58%
56%
53%
50%

(Source: TNS/Digital Media)

Types Of Digital Media Seen Being Used
Media	
Dedicated Web sites	
Banner ads	
Pop-up ads	
Sponsored content	
Email	
Mobile phones	
Ads in video games	
Ads in virtual worlds	
Others	
(Source: TNS/Digital Media)

Among Taiwanese who have used the wireless internet, the
most popular location is at home (51.76% of users), then
office (29.79%), school (15.93%), coffee shop (14.29%)
and fast food restaurants (8.64%).
(Source: TNIC)

Taiwanese Social Media Activities
% of active internet users who...
Have read a blog	
Have started their own blog	
Have a profile on a social networking site	
Have uploaded photos to a sharing site	
Have uploaded videos to a sharing site	
Have watched video clips	
Have downloaded a podcas	
Subscribe to an RSS feed	

%
86.6%
70.9%
63.1%
69%
53.7%
89.2%
33%
48.4%

(Source: Universal McCann, March 2008)

❚ Mobile
Taiwan has more than 24 million mobile subscribers. Of
them, 6.57 million are 3G subscribers.
(Source: National Communications Commission)

Top 10 Digital Advertisers in Taiwan

❚ E-Commerce

(Sources: FIND/TNIC)

Rank	Property
1
Youtube.com	
2
Im.tv	
3
Yahoo! Movies	
4
Sony Online
5
Yahoo! Music	
6
Atmovies.com.tw	
7
Yahoo! Avatars	
8
Windows Media	
9
Netage.com.tw	
10
Tudou.com	

Wireless internet access is increasingly popular Taiwan,
with 21.78% of all residents over 12 years old having used
the internet wirelessly. Wireless access is most popular
among 26 to 35-year-olds, with 35.84% having used it,
followed by 21 to 25-year-olds (32.25%), 36 to 45-yearolds (27.2%) and 16 to 20-year-olds (25.43%).

% of users
60%
46%
45%
43%
30%
23%
6%
4%
11%

Mobile internet use is still very much a minority activity
there however, with only 9.25% of Taiwanese over 12 years
old, about 1.81 million people, having gone online using a
mobile device. Those most keen on mobile internet access
are 16 to 20-year-olds: 19.26% of them have used it.
(Source: TNIC)

Downloading ringtones is the most popular activity among
mobile internet users, with 38.36% of them having done
so. Next most popular is browsing (21.14%), followed by
email (8.76%) and searching for information (8.17%).
(Source: TNIC)

Just 14% of affluent Taiwanese own a hybrid mobile phone
with PDA and internet access functions.
(Source: Synovate)

Among affluent Taipei residents, 48% have watched
television content on screens outside their homes and
hotels. Of that figure, 31% have watched TV on their
laptops and other computers, and 17% in their cars.
(Source: Synovate)
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Most Popular Site by Category
Type of site
Entertainment
Games
Internet
Personal / Social
News
Business
Computer
Government
Education

THAILAND

% click share
40.48%
9.85%
6.50%
6.34%
6.33%
3.72%
2.01%
1.75%
1.71%

(Source: NECTEC; August 2007 figures)

Brand	
True Move	
Nokia	
Sony	
Siam Commercial Bank	
Pepsi	
Toyota	
SermSuk	
Nestle	
Advance Info Service PCL
Samsung	

% awareness/brand recall
88%
87%
69%
62%
56%
56%
54%
51%
51%
50%

(Source: TNS/Digital Media)

Trust in Media Channels in Thailand
Media channel	
Recommendations from friends and family	
Independent reviews in publications	
Manufacturers / brands Web sites	
Consumer opinion in blogs	
TV ads	
Newspaper ads	
Ads that appear on search engines	
Banner ads on Web sites	
Ads in virtual worlds	
Ads in video games	
Ads via mobile SMS

Grand Palace, Bangkok, Thailand

% trust
53%
28%
44%
17%
33%
21%
19%
17%
11%
7%
9%

(Source: TNS/Digital Media)

❚ Demographics
Thailand has 13.15 million internet users.
(Source: National Electronics and Computer Technology Center (NECTEC))

The rich make up a disproportionate number of Thailand's
online users. According to one survey, 64% of affluent
Thais - those whose household income is in the top 20%
of Thai society - have internet access at home.
(Source: Synovate)

A fair amount of Thai internet users have gone shopping
online, with 61% doing so according to one survey, an
increase of 27% over the past two years.

Thailand has the tenth largest number of IP addresses in
Asia, with 3,456,686 of them.
(Source: NECTEC)

Type of information	
News / breaking news / politcal / current affairs	
Music	
IT / internet / communication / technology	
Leisure / travel / vacation / literature / arts	
TV / movie guide / entertainment news	
Education / training	
Sports	
Cars / motorbike	
Map and directions	
Local shopping and dining guides	
Dictionary	
Horoscope / Feng Shui / psychological tests	
Fashion	
Beauty	
Idols	
Career / jobs	
Library services / ebooks	
Financial / investment news / Property	
Weather	
Other information	
Dating	

% of users
55.3
49.4
48.1
47.1
44.5
32.5
29.8
27.5
24.4
24.1
23.4
22.9
22.5
19.7
19.6
17
16
15.3
14.9
10
2.4

(Source: Synovate Media Atlas; Bangkok residents)

❚ Mobile
Thais love to talk. They spend the longest talking on the
phone of any nation in Asia - two hours 47 minutes a day,
with more than two hours of that spent chatting on their
mobiles.

They aren’t keen on using credit cards, however when they
shop online. While they remain the most popular internet
payment method throughout the rest of Asia, they are only
equal second alongside money transfers for Thais with
35% of users happy to use this method.

The average Thai internet user is online for 13.1 hours a
week.

(Source: Synovate)

(Source: the Nielsen company)

(Source: Synovate)

Those who do pay with a credit card overwhelmingly go for
Visa (84%), with most of the others opting for MasterCard
(9%) and Amex (4%).

Email remains by far the most popular feature of the
internet in Thailand, according to one survey, with 81% of
users checking their email daily. Other popular functions
are instant messaging (37%), using chat groups (31%),
searching for products (27%) and social networking (26%).

Thailand comes second only to Taiwan globally in the
percentage of mobile use taken up by voice calls, as
opposed to text or internet, with nearly 70% of mobile
usage dedicated to talking.

(Source: the Nielsen company)

❚ E-Commerce

(Source: Truehits.net)

What Thais Look for Online

Top 10 Digital Advertisers in Thailand
Rank	
1
2
3
4
5
6
7
8
9
10

After domestic Web sites, the most popular countries of
origin for sites visited by Thais are the U.S. and Japan.

Special offers are the most effective way to snare e-shoppers
in Thailand, with 35% saying they were attracted by them.
Others decided where to shop using a search engine (32%),
while more than a quarter (26%) compared prices at
different sites to make their decision.
(Source: the Nielsen company)

❚ User behaviour

(Source: The nielsen company)

Entertainment and games make up more than half of
all total Web use in Thailand (50.33% of all Web clicks
each day). Social networking plus reading news, including
business news, together take up a further 24.9%.
(Source: NECTEC)

(Source: the Nielsen company)

(Source: Universal McCann)

Among the most affluent Thais - those residing in the top
20% of Thai society by income - 65% of people have a
mobile phone that allows them to access the internet.
(Source: Synovate)

Among wealthy Bangkok residents, 63% have viewed TV
programmes on their mobile screens, be them their phones
or laptops.
(Source: Synovate)

Thai online shoppers’ most popular purchases include DVDs
and games (35% of users, the highest figure in Asia),
books (30% of users), computer hardware (27%), airline
tickets and reservations (24%), cosmetics and nutrition
(24%) and clothing, accessories and shoes (23%).
(Source: the Nielsen company)

Familiarity plays a big part in Thai internet shoppers’ choice
of online retailer, with more than half (52%) of users
saying they buy mostly from the same site, according to
one survey.

❚ Online Advertising
According to one recent survey, the top online advertisers
in Thailand by user awareness are True Move (88%
awareness among internet users), Nokia (87%), Sony
(69%), Siam Commercial Bank (62%), Pepsi (56%), Toyota
(56%), SermSuk (54%), Nestle (51%), Advanced Info
Service (51%) and Samsung (50%).
(Source: TNS/Digital Media)

The most popular Web sites in Thailand, ranked by average
number of unique IP addresses accessing the site per day
in each month, are www.sanook.com (1,000,000), www.
kapook.com (800,000), www.manager.co.th (750,000),
www.mthai.com (600,000), www.teenee.com (580,000)
and www.pantip.com/cafe (350,000).
(Source: NECTEC)

About 30% of Thais have used their mobile to legally
purchase music, the second highest figure in the world
behind South Korea. And the country is well down the
list of countries whose citizens have used their phones to
illegally download music - only around 13% of users have
done this.
(Source: Universal McCann)

The search terms most commonly employed by Thai
internet users are ‘games’, ‘horoscope’, ‘music’ and ‘jobs’.
(Source: Truehits.net)

(Source: the Nielsen company)
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The online travel sector is likely to fuel the boom in
e-commerce, forecast to grow 202% a year between 2006
and 2010.

VIETNAM

(Source: Hotelmarketing.com)

Online gaming is a bright spot, with annual revenues
expected to hit US$50 million in 2008 and climb to US$83
million by 2010.
(Source: Intellasia/Vietnam Software Association)

Privacy is one of the major issues hampering the
development of e-commerce in the country. Only a
quarter of Vietnamese sites have a stated privacy policy,
and penalties for breaches of customer confidentiality are
negligible.

Internet Usage, by Activity, Age
Activity 	18-30
Chatrooms
72%
News/current affairs
63%
Play games
57%
Email
38%
Watching movies
33%
Study/homework
15%
Work
14%
Dating online
11%
Job search	
5%
Listening to music
3%
Shopping online
3%
Checking the weather
2%

41-50
43%
81%
14%
34%
0%
3%
27%
0%
0%
0%
3%
2%

(Source: ACNielsen, Uses of the Internet in HCMC and Hanoi)

❚ Mobile

(Source: Intellasia/MIC)

By the end of 2007, Vietnam had about 35 million mobile
phone subscribers, with 80% of them using pre-paid
services.

❚ Online Advertising

(Source: MIC)

Online advertising remains in its infancy in Vietnam,
accounting for just US$4 million in expenditure in 2006, but
is rising about 50% each year.
(Source: Vietnam News Agency/One Connection Internet (OCI))

Because the country’s overwhelmingly rural nature and
topographical complexity make fixed lines difficult to install,
this mobile coverage represents over 75% of the total
number of telephones in Vietnam.
(Source: MIC)

At that rate of growth, Vietnam’s online advertising market
is predicted to be worth about US$31 million by 2010.

Rice fields on Cat Ba Island in Halong Bay, northern Vietnam

(Source: Vietnam News Agency/OCI)

Vietnam’s Top 10 Sites

❚ Demographics

Vietnam currently has 11 internet service providers (ISPs).
(Source: Intellasia/Vietnam Investment Review)

As of September 2007, while there were only about 5
million internet subscribers in Vietnam, there were about
17.9 million internet users. That translates into more than a
fifth (21%) of the country’s population going online.
(Source: Intellasia/Ministry of Information and Communications (MIC))

The Vietnamese government has pledged to increase the
country’s internet penetration to 35% by 2010.
(Source: Internetworldstats.com)

Vietnam now is ranked 17th in terms of the number of
internet users it has in the world.
(Source: Intellasia/MIC)

The year 2007 marked Vietnam’s tenth anniversary as
a connected nation. Since the internet was introduced
into the country in 1997, internet usage has grown at an
average annual rate of 30%.

Vietnam’s Internet Users
Characteristics
Male
Female
18-30
31-40
42-50

%
41%
24%
53%
23%
10%

Access Point
At Internet café
At work
At home
Internet service

3%
15%
31%
50%

Usage a week
Less than 30 min
31-60 min
1-2 hours
2-3 hours
3-4 hours
4-5 hours

13%
40%
22%
15%
4%
1%

(Source: ACNielsen Omnibus, Internet Usage in HCMC and Hanoi)

(Source: Intellasia)

The total number of internet users in the country is
forecast to rise to 30 million by 2010.

❚ E-Commerce
Vietnam’s e-commerce market remains small, generating
revenues of US$44 million a year.

The number of users of broadband ADSL services grew by
200% year-on-year in 2007, to reach 1.2 million people.
Of those, 65% were based in Hanoi and Ho Chi Minh City.
ADSL subscribers in Vietnam now account for more than
one fifth (21%) of the online subscriber population.

(Source: Intellasia/IDC)

(Source: MIC)

(Source: Intellasia/IDC)

But with such a low base, there are big opportunities
for growth. There are e-commerce growth rates of 44%
projected running up to 2010 from 2006.

Site
Yahoo.com
Google.com.vn
VnExpress.net
Dantri.com.vn
Zing.vn
24.com.vn
Vietnamnet.vn
Google.com
Ngoisao.net
Tuoitre.com.vn

(Source: Alexa.com, May 2008)

(Source: Vietnam News Service)

Six million new mobile phone subscribers are expected
to sign up in Vietnam this year, and the total number of
subscribers is forecast to rise to more than 45 million by
2010.
(Source: Intellasia/Games Press)

Three mobile providers dominate the Vietnamese market.
Viettel Telecom has about 30%, MobiFone 29% and
VinaPhone 27% market share.
(Source: Intellasia/Games Press)

❚ User behaviour
If users aren’t flocking to use the internet in Vietnam, it
may be because a lot of businesses are yet to fully embrace
it. Only 40% of Vietnamese businesses have a Web site,
while just 13% have any sort of business-to-business
database to connect them to their trading partners.
(Source: Ministry of Industry and Trade)

The number of companies and individuals that have
registered Web sites under the .vn domain has now risen
to 55,000.
(Source: MIC)

(Sources: Yahoo!/MIC)
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Rank	
1
2
3
4
5
6
7
8
9
10

Vietnamese people are certainly buying mobile phone
handsets in their droves. Over a million were purchased in
the first two months of 2008. That represents just 20% of
the 5.5 million mobile phones sold in 2007.

❚ How to join the ADMA
Membership fees are set low enough to encourage universal
membership among industry players, and taken together provide
sufficient revenues to underwrite regular activities. Other activities
are funded by sponsorship (cash and in kind) and by charging
admission fees for some events.
Visit www.asiadma.com/membership/join and complete the
online registration form.
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❚ BOARD LEVEL MEMBERS

❚

Facilitate Digital

HSBC Direct

OgilvyOne

www.ad-tech.com
Tel: +65 9852 0150

www.facilitatedigital.com
Tel: +65 6534 9371

www.hsbcdirect.com.tw
Tel: +886 2 2250 7282

www.ogilvy.com
Tel: +852 2568 1177

Main Representative: Paul Beckley, Vice President Technology Sector

Main Representative: Charles Tidswell, Managing
Director, SE Asia

Main Representative: Ada Chiu, Senior Direct
Propositions Manager, Marketing Asia-Pacific

Main Representative: Sean Rach, Managing Director

Adrian Hoon, Regional Director, Asia

Julia Kwan, Project Manager, Asia Pacific

Damien Thomson, Managing Director, APAC

Mike Zung, Senior Vice President

Regina Leung, Marketing Director, Asia Pacific

Danny Chan, Content Manager

Tracy McCormack, Chief Marketing Officer

Epsilon International is a leading provider of strategic,
ROI-focused email marketing solutions and technologies
worldwide. Through the combination of our vertical
market expertise, professional services and innovative
technologies, we help marketers acquire, grow and retain
profitable customer relationships through highly targeted
and measurable email communication programmes.
Our end-to-end suite of industry-specific products and
services includes scalable email campaign technology,
delivery and creative optimisation, database value
analysis, marketing automation tools, turnkey integration
solutions and other strategic digital marketing services
that provide actionable analysis throughout the customer
lifecycle.

Lennie Hong, Marketing & PR Manager

Epsilon International

www.cathaypacific.com
Tel: +852 2747 3840

www.epsilon.com/international
Tel: +852 3589 6300

Main Representative: Harjeet Virdee, Commercial
Manager, e-Business Department

Main Representative: Dominic Powers, Senior Vice
President, Asia Pacific

Scott Ohman, Manager, e-Business Commercial
Dominic Purvis, General Manager, Cathay Pacific Loyalty
Programmes

Microsoft Advertising
DoubleClick
International Asia

Karen Chia, Head of Multinational Sales, Asia Pacific,
Greater China & Japan
Erik Johnson, General Manager, Greater China Region

Andrew Wong, Rich Media Sales Manager, Asia
DoubleClick is a premier provider of digital marketing
technology and services. The world’s top marketers,
publishers and agencies utilise DoubleClick’s expertise in
ad serving, rich media, video, mobile, search and affiliate
marketing to help them make the most of the digital
medium. From its position at the nerve centre of digital
marketing, DoubleClick provides superior insights and
insider knowledge to its customers.

www.upstreamasia.com
Tel: +852 2973 0222

Orbit Media
www.orbitmedia.com.au
Tel: +61 2 9957 6533
Main Representative: Paul Campbell, Managing Director
Orbit Media Australasia (‘OMA’) is a digital media group
that provides expertise in the creation, production and
delivery of interactive and online media. Founded
in 1996, OMA is owned by an experienced group of
marketing professionals, who are supported by highly
skilled people in Australia, Hong Kong, China, Korea and
the United States to service a client base throughout
the Asia Pacific region. OMA creates interactive sales,
marketing and training products, builds sophisticated
Web sites and intelligent online marketing tools integrated
with content management systems. We invest heavily in
our knowledge by employing specialist people of various
skills and disciplines to maintain our competitive edge.

Main Representative: David Ketchum, Chief Executive
Officer
Paul Mottram, Chief Operating Officer
Upstream is a full service marketing and corporate
communications network ideally positioned to help
companies make the most of business opportunities in
the Asia Pacific region. Our clients look to us to create
and manage multi-disciplinary campaigns, and we
provide a full range of off and online communications
solutions, including strategic public relations counselling,
media relations, event management, digital marketing
and Web-based communications services. Upstream
primarily works with clients in three sectors: technology/
media/ telecommunications; consumer/ lifestyle/ travel;
and corporate and financial.

Richard Huggins, Regional Sales Director, Southeast
Asia
Joyce Lui, Regional Trade Marketing Manager, Asia
Pacific, Greater China & Japan
Sally Ip, Regional Trade Marketing Manager, Asia Pacific,
Greater China & Japan
Microsoft Advertising provides world-class advertising
platforms and tools for advertisers, agencies and
publishers. Its mission is to make buying and selling
media simpler, smarter and more cost-effective across
media and devices in the Microsoft network of properties
and beyond. The Microsoft Advertising portfolio includes
Microsoft adCenter, Atlas, DRIVEpm and Massive. APS
businesses span search, display and emerging media
including mobile and gaming.

Right Media
www.rightmedia.com
Tel: +1 212 710 3600, +852 2159 7745
Main Representative: Denise Colella, VP, International
Roger Williams, Director - International Marketing
Angie Chung, Sales Manager
Right Media, a Yahoo! company, operates the world’
s leading online advertising exchange. Created to
bring more efficiency, standardisation and value to
interactive advertising, the Right Media Exchange gives
its members an easy way to access more media, form
direct relationships and trade impressions at a fair market
value. With more than 30,000 buyers and sellers trading
over five billion impressions a day on the Exchange,
Right Media offers a range of solutions that helps
advertisers, publishers, agencies and networks operate
more efficiently and effectively.

Turner Entertainment
Networks Asia
www.turner.com
Tel: +852 3128 3333
Main Representative: Benjamin Grubbs, Regional
Director, Interactive Media
Jeremy Carr, Vice President, Regional Entertainment
Advertising Sales

Main Representative: Kerry Wong, Managing Director,
eBay Hong Kong
Oliver Rippel, Director Marketing & Strategy, eBay
Southeast Asia
Michael Cho, Partnership & Affiliates Manager
Founded in September 1995, eBay is The World’s
Online Marketplace for the sale of goods and services
by a diverse community of individuals and small
businesses. Today, the eBay community includes more
than a hundred million registered members from around
the world. People spend more time on eBay than any
other online site, making it the most popular shopping
destination on the Internet.

FORTUNE & TIME

The Hyperfactory

Omniture

www.adobe.com
Adobe Hong Kong Sales Hotline: +852 2916 2188
Adobe Hong Kong Marketing Hotline: +852 2916 2101

www.fortune.com,
www.time.com
Tel: +65 6393 3613

www.thehyperfactory.com
Tel: +852 2179 5013

www.omniture.com
Tel: +61 2 8211 2707

Main Representative: Priscilla Tan, Marketing Manager
HK/Taiwan

Main Representative: Michelle Quah, Marketing Director,
Asia

Main Representative: Tanbir Rahman, Vice President,
Asia Pacific

Main Representative: Marc Gagne, Director Sales &
Client Services, APAC

May Chan, Marketing & Communications Manager

Geoffrey Handley, Co-Founder, Director New Business
Asia Pacific

Andrew Lowe, Channel & Alliances Manager, APAC

Lok Wai Keung, Business Development Director

Howard Hunt, Regional Business Development Manager

AGENDA Corporation
www.agenda-asia.com
Tel: +852 2298 3888
Main Representative: Magdalena Wszelaki, Regional
VP, Strategic Planning

G2 Interactive

ICLP

Premiere Global Services

www.g2.com
Tel: +852 2510 6888

www.iclployalty.com
Tel: +852 2803 8100

www.premiereglobal.com.au
Tel: +61 2 9338 8822

Main Representative: Huen-yee Lee, General Manager

Main Representative: Melina Chan, Director, Digital
Marketing

Main Representative: Joanne Rigby, Marketing Manager,
Asia Pacific

Mary Ronan, Strategy Director

Sandy Yu, Marketing Manager, Greater China

Stephen Hay, General Manager, Hong Kong

Jasmine Lim, Marketing Manager, Singapore

Johnson & Johnson Vision
Care Asia Pacific

Profero

Steve Hsia, Group CEO
Eric Ng, Chief Innovation Officer
Clement Yip, Chief Creative Officer

Vivek Krishnani, Executive Director Marketing, Asia
Pacific
Turner Entertainment Networks Asia, Inc. (TENA)
is the entertainment arm of Turner Broadcasting
System Asia Pacific, Inc., a wholly-owned subsidiary
of Turner Broadcasting System. Established in 1994,
TENA distributes Cartoon Network, Turner Classic
Movies, POGO and Boomerang as well as interactive
entertainment content in the Asia Pacific region. With
these established entertainment brands, Turner continues
to be a leader in the Asian television marketplace. TBS
Inc., a Time Warner company, is a major producer of
news and entertainment product around the world and
the leading provider of programming for the basic cable
industry.

BBC.com
www.bbc.com
Tel: +65 6296 8217
Main Representative: Sunita Rajan, Vice President,
Sales Asia & Australasia
Terri Seow, Head of Marketing Asia Pacific

eBay
www.ebay.com
Tel: +852 3550 8511, +65 6510 4500

Adobe Systems Hong Kong

Main Representative: Celia Fan, Regional Media Analyst,
Asia Pacific, Greater China & Japan

Main Representative:
Jayne Leung, Regional Director, Asia
Cindy Burke, Account Director, Asia

Upstream Asia

Kitty Wong, General Manager

www.advertising.microsoft.com/asia
Tel: +852 2804 4200

www.doubleclick.net
Tel: +852 3760 1888

Nicole Chou, Business Development Director, Asia

and easily integrate with backend systems to deliver
highly personalised messages in a secure, reliable and
cost-effective environment. Only StrongMail enables
its customers to centralise all bulk and event-triggered
email on a single, complete platform that is built from the
ground up for high-performance email delivery.

ad:tech

Cathay Pacific Airways

Cathay Pacific Airways is an international airline
registered and based in Hong Kong, offering scheduled
passenger and cargo services to over 90 destinations
around the world. We are deeply committed to Hong
Kong, where the Company was founded in 1946. We
continue to make substantial investments to develop
Hong Kong’s aviation industry and enhance Hong Kong’
s position as a regional transportation hub. In addition to
our fleet of aircraft, these investments include catering,
aircraft maintenance and ground handling companies,
as well as our corporate headquarters at Hong Kong
International Airport.

the regional hub for Nokia, it is a base from which over
700 staff provide leading-edge technology, product
and solutions support to the 20 diverse markets and
Nokia offices in the Asia Pacific. As of January 2004,
Nokia streamlined its global organisational structure
to strengthen its focus on convergence, new mobility
markets and growth. To address emerging new business
areas in the Mobility era while continuing to grow its
leadership in mobile voice communications, Nokia has
four business groups to best meet the unique dynamics
of each business: Mobile Phones; Networks; and
Enterprise Solutions.

CORPORATE MEMBERS

Tom Bowman, VP International Ad Sales Digital

Nokia

Google
www.google.com
Tel: +852 2166 8702
Main Representative: Sharon Leung, Regional Field
Marketing Manager
Derek Callow, Product Marketing Manager,
HK & SE Asia

www.acuvue.com.sg
Tel: +65 6827 6000

www.profero.com
Tel: +852 2524 5188
Main Representative: Patrick Ko, Director

Main Representative: Li Ting Low, Senior Regional
Interactive Marketing Manager
Jiwon Noh, Regional Interactive Marketing Manager

Henry Wood, Business Director (Hong Kong)
Amelie Cheng, Client Service Manager (Hong Kong)

Tom Dortel, Senior Marketing Manager BBC.com

www.nokia.com
Tel: +65 6723 2323
Main Representative: Eugene Lee, Head of Digital
Marketing, Singapore

StrongMail

Jawahar Kanjilal, Director, Multimedia Experiences,
Nokia Asia Pacific

www.strongmail.com
Tel: +1 650 421 4200

Yahoo! Asia

Alison Tan, Campaign Manager, Multimedia Marketing,
Asia Pacific

Main Representative: Jessica Nussbaum, Director, Asia
Pacific Sales

http://advertising.yahoo.com
Tel: +852 2882 3899

Yoong Leong Yan, Head of Music TV & Video

Matt McLaughlin, EVP, Worldwide Sales

Claris Sia, Business Development Manager

Kristin Hersant, Director, Corporate Marketing

Main Representative: William Woo, Director of Yahoo!
Global Sales

A leading player in mobile communications in the Asia
Pacific, Nokia first started operations in the region in the
early 1980s. It has since established a leading brand
presence in many local markets, and business has
expanded considerably in all areas to support customer
needs and the growth of the telecommunications industry
in the region. Nokia’s regional corporate headquarters
is located at Alexandra Technopark in Singapore. As

Eric Gudgion, Senior Sales Engineer, Asia Pacific

58 asia pacific digital marketing yearbook

StrongMail Systems provides businesses with
commercial-grade, on-premise solutions for marketing
and transactional email. StrongMail integrates its proven
email delivery, tracking and campaign management
software on high-performance servers optimised for
maximum deliverability. StrongMail’s in-house solutions
allow businesses to take control of their customer email

Andrea Lam, Regional Product Execution Team Lead
Yahoo! is a leading global Internet brand and one of
the most trafficked Internet destinations worldwide.
Yahoo! seeks to provide online products and services
essential to users’ lives, and offers a full range of tools
and marketing solutions for businesses to connect with
Internet users around the world.

eyeblaster
www.eyeblaster.com
Tel: +61 2 8243 0000
Main Representative: Mick O’Brien, Operations Director,
Asia & Pacific Rim
Martin Ross, Country Manager, Singapore
Ross McNab, Sales Director, APAC

Hachette Filipacchi
Hong Kong
www.elle.com.hk, www.caranddriver.com.hk
Tel: +852 2535 1730
Main Representative: Jennifer Cheng, Director of
Marketing & New Media

NetBooster Asia

Responsys

www.netboosterasia.com
Tel: +63 2 887 5990

www.responsys-asia.com
Tel: +65 6327 6560

Main Representative: Jo Chan Kue, International
Business Development Director

Main Representative: Rob Stanley, Managing Director,
Asia Pacific

Sebastien Caudron, Managing Director
Laurent Goirand, Production Manager

Griffin Tao, Business Director, Greater China
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SCMP.com

Travelzoo

www.scmp.com
Tel: +852 2565 2222

www.travelzoo.com.hk
Tel: +852 3180 9200

Main Representative: Kuok Hui Kwong, Executive
Director

Main Representative: Raymond Ng, Director

Ben Abbotts, Marketing Manager

Vincent Chung, Market Development Manager

Pen Kwok, Business Development Manager
David Savelson, Assistant Director, Multimedia

Samson Lai, Marketing Manager
Rainbow Lau, Producer

The Wall Street
Journal Asia
www.wsj-asia.com, www.chinese.wsj.com
Tel: +852 2573 7121

wwwins Consulting
www.wwwins.com
Tel: +852 2865 5880

Main Representative: Olivier Legrand, Marketing
Director

Main Representative: Garland Mak, Marketing Manager,
wwwins Consulting Hong Kong

Joe Spitzer, Director of Communications, Asia

Winnie Cheng, Marketing Associate, wwwins Consulting
Hong Kong

Shawn Hiltz, Senior Marketing Manager

Alvin Huang, Managing Director, wwwins Consulting
Beijing and Shanghai
Cindy Huang, Personal Assistant to Managing Director,
wwwins Consulting Taiwan

TBWA\Tequila

Universal McCann

WebDNA Interactive

ZUJI

www.tequila.com
Tel: +852 2833 2033

www.universalmccann.com
Tel: +852 2808 7818

www.Webdnainteractive.com
Tel: +852 2581 2916

www.zuji.com.hk
Tel: +852 2175 5772

Main Representative: Nathalie Gaveau, Interactive
Business Director

Main Representative: Adrian, Toy, Regional Interactive
Director, APAC

Main Representative: Simmy Lau, Sales Manager

Main Representative: Sean Seah, General Manager

Anna, Chan, Head of Search, APAC

Terry Fu, Project Manager

Albert Bagaman, Manager Partnerships & Media Sales

Leonard Chan, Chief Executive Officer

Kitty Pang, Marketing Manager

Rose, Du, Planning Director, China

❚ INDIVIDUAL MEMBERS
Adsperience
www.adsperience.com

Fluid
www.fluidhk.com

MRM Worldwide
www.mrmworldwide.com

SB Consulting
www.sbconsulting.com.hk

Representative: Simmy Lau, Sales Manager

Representative: Simon Squibb, Managing Director

Representative: Joan Deni, Managing Director South
Asia Region

Representative: Steve Bruce, Managing Director

AsiaPac Net Media
www.asiapac.com.hk

Forbes.com
www.forbes.net

Representative: Daniel Chan, Marketing Manager

NetInfinium
www.netinfinium.com

Tektronix
www.tektronix.com

forumline
www.forumline.com

Representative: Edwin Tay, Chief Executive Officer

Terramillem Capital
www.terramillem.com

Representative: Meraj Huda, Principal Consultant

OneXeno
www.onexeno.com

Representative: Rupert Purser, Executive Director of
New Media Ventures

Frenzoo
www.frenzoo.net

Representative: Ralph Szeto, General Manager

Representative: Felix Desjardins, Production Manager

Representative: Simon Newstead, Chief Executive
Officer

Oriented Media
www.orientedmedia.com

CA
www.ca.com

Gravitas
www.gravitas.com.hk

Black Box Productions
www.hiphop2china.com
Representative: Pierre Larochelle, General Manager
Black Box Productions
www.hiphop2china.com

Compass Edge
Representative: Anita Chan, Director

Representative: Ricky Chu, Sales & Marketing Director
G S Quantum Multimedia
www.gsqm.com

Connections Unlimited
www.kinzie.com

Representative: Gary Gopinathan

Representative: Kinzie, Digital Marketing Diva

Heidrick & Struggles
www.heidrick.com

Digital River
www.digitalriver.com

Representative: Sherman Chin, Principal

Representative: Elisa Funck, Director of Marketing

Iloho
www.iloho.com

Dow Jones Factiva
http://solutions.dowjones.com

Representative: Emma Torry, Head of Communications

Representative: Irene Leung, Marketing Manager, Dow
Jones Content Technology Solutions

Intel
www.intel.com

e-Crusade
www.e-crusade.com

Representative: Stephanie Silvester, Consumer Brand
& Campaign Manager, Asia Pacific

Representative: Venus Lee, Director

Isobar Global
www.isobar.net

Eight Partnership
www.eightpartnership.com

Representative: Barney Loehnis, Network Director, Asia

Representative: Louise Kristensen, Online Business
Director

Media Explorer
www.me.com.hk

EmporioAsia
www.emporioasia.com
Representative: Vincent Kobler, Chief Executive Officer

Representative: Davy Ma, Director
Method Media
www.method.com.sg

Representative: Matt Harty, Managing Director
Palava Digital
www.palavadigital.com
Representative: Napoleon Biggs, Director
Pilot Simple Software
www.pilot.com.hk
Representative: Tim Hay-Edie, Managing Director
Pixel Media
www.pixelmedia-asia.com

Tree & Me
www.treeandme.com
Representative: Andrew Harris, Director
USA Today
www.usatoday.com
Raymond Suen, Managing Director, Asia Pacific
WHO? Digital
www.whodigital.com
Representative: Julie Fitzpatrick, Business Director
Wunderman
www.wunderman.com

Representative: Kevin Huang, Chief Executive Officer

Representative: Michel Mommejat, Regional Network
Development Director

Quam (HK)
www.quamnet.com

Zed Digital
www.zenithoptimedia.com

Representative: Chris Justice, Managing Director

Representative: Ada Wong, General Manager

Reasonable Software House
http://reasonablespread.com
Representative: Alan Wo, Director
Reuters Group
www.reuters.com
Representative: Joachim Schmaltz, VP Reuters Media Asia
RMG Connect
www.rmgconnect.com
Representative: Daniel Ko, Managing Director - Greater
China

Representative: Martyn Tan, Media Director
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The Asia Digital Marketing Association (ADMA) has produced this Yearbook to provide basic information about
the digital marketing environments across key Asian markets. This Yearbook can also be downloaded as a
PDF file from our Web site at www.asiadma.com.
The ADMA has research, guidelines and case studies available for download on its Web site. Visit us at
www.asiadma.com where you can subscribe to our eNewsletter; keeping you appraised on digital
marketing – from events around the region related to digital marketing to informative articles on
the industry to online research being undertaken.

Asia Digital Marketing Association
Tel: +852 8100 9987
Fax: +852 2973 6900
Email: contact@asiadma.com
Web site: www.asiadma.com
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