











The social networking phenomenon is
dramatically changing the way people
behave and, consequently, offers new
challenges and opportunities to the
global media and advertising industry
alike. Social network and blogging sites
now account for almost 10% of all
Internet time yet remains, with a few
exceptions, a largely un-monetised form
of media. The industry is still in its
infancy in regards to successfully
adapting its traditional ‘modus operandi’
to take advantage of this fundamental
change in consumer behaviour.

Whilst social networks provide significant
competition for traditional publishers in
terms of consumer attention, they also
provide significant opportunities.
Publishers can improve engagement with
their own audiences - by tapping into
consumers’ increasing desire to create
content — and can use social media to
syndicate their content beyond its
traditional confines to a much wider
audience.

The Industry faces a huge predicament.
The factors behind Facebook’s stunning
growth — a focus on connecting through a
simple and relatively advert-free design —
haven't attracted ad revenues consummate
with the size and engagement levels of its
audience. On the other hand, MySpace’s
audience is flattening but its ad model -
built around a richer content offering,
more in line with traditional online
publishing — is doing better at attracting
ad revenues.

A magic formula to overcome this
predicament and effectively monetise
online’s most heavily used sector,

hasn’t yet been found. However, a major
ingredient will be a fundamentally new
approach to the online ad model in
terms of both ad units and ad inventory.

This will involve a substantial trial and
error process and is only achievable if the
social networks, advertisers and their
agencies work more closely together.
Whatever the successful ad model turns
out to be, the messaging will have to be
authentic and humble, and built on the
principle of a two-way conversation -
not a push model — that adds value to

the consumer.

If this magic formula is found, the
benefits could be truly incredible, having
the potential to transform the potency
of advertising across all forms of media
to connect with target audiences and
overcome the current distrust consumers
have with advertising.
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About this report: The data and insights contained in this report come from the following Nielsen Online solutions.

NetView: The Industry Benchmark for
Internet Audience Measurement
NetView tracks usage across Web sites and
digital applications to deliver high-quality
audience data and analytics. Through
metered measurement of representative
panels of Internet users, NetView reports
industry-standard metrics—including
unique audience, page views and time
spent—as well as loyalty indicators,
demographic information and other key
insights into online activity and consumer
behaviour.

AdRelevance: Accurate Intelligence about
Online Advertising Activity

AdRelevance is the only online advertising
measurement system that mimics actual
Internet population usage by automatically
adjusting itself to traffic patterns. An
intuitive, award-winning interface enables

easy access and customization of
AdRelevance data. Whether you buy,

sell, create or analyze online advertising,
AdRelevance provides actionable, timely
information to build effective and efficient
online marketing strategies

and ad campaigns

Custom Research & Analytics: Linking
Consumer Attitudes and Behaviours for
Breakthrough Online Insight

Nielsen Online’s powerful survey and
research capabilities, e-commerce tracking,
demographic information and in-depth
analysis enable you to successfully
maximize your global Internet marketing
investment and understand how consumers
respond to products, services, brands and
promotions — both online and off.

For more information on the report, or any of these solutions, please contact:

International:

USA:

BuzzMetrics: The global standard in
measuring consumer-generated media
(CGM)

With solid data-mining technology, superb
research and Nielsen’s unrivalled experience in
media measurement and client services,
BuzzMetrics helps today’s companies, brands
and business professionals better understand
the influence and impact of CGM on products,
issues, reputation and image.

Digital Strategic Services: Strategies and
Tactics to Manage Online Exposure and
Grow Brand Advocacy

Digital Strategic Services is a full-service
CGM consultancy that gives you the
resources, analysis, advice and tactics to
proactively exploit today’s digital opportu-
nities, so your brand’s advocacy-building
program can reach its full potential.
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About Nielsen Online: Nielsen Online, a service of The Nielsen Company, delivers comprehensive, independent measurement

and analysis of online audiences, advertising, video, consumer-generated media, word of mouth, commerce and consumer

behavior. With high quality, technology-driven products and services, Nielsen Online enables clients to make informed business

decisions regarding their Internet, digital and marketing strategies. For more information, please visit www.nielsen-online.com.

Also, visit our blog at www.nielsen-online.com/blog.

About CR-Nielsen: CR-Nielsen, partner of ChinaRank, is the Nielsen Company’s joint venture in China. CR-Nielsen is focused
on providing scientific and comprehensive traffic data analysis services, including online marketing analysis, online advertising

delivery, marketing intelligence, competitive analysis, client orientation, website operation and other data services for commercial

use. For more information, please visit www.cr-nielsen.com.

About The Nielsen Company: The Nielsen Company is a global information and media company with leading market

positions in marketing and consumer information, television and other media measurement, online intelligence, mobile measurement,
trade shows and business publications (Billboard, The Hollywood Reporter, Adweek). The privately held company is active in more
than 100 countries, with headquarters in New York, USA. For more information, please visit www.nielsen.com.
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