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Background

The European Interactive Advertising Association (EIAA) was formed in 2001 to 
act as a common, pan-European voice for the interactive advertising industry

Members are:

EIAA has made significant investment in research, particularly in the areas of 
media consumption, media spend and advertising efficiency

As part of this commitment to research, the EIAA has for the past five years 
conducted a large scale study of media consumption habits in Europe

SPA has conducted the survey since 2005
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OVERALL PROJECT OBJECTIVEOVERALL PROJECT OBJECTIVE

The broad aim of this study is to measure and track changes in media 
consumption patterns by various demographic segments and nationalities.  

This work will show when, why and how often people are using different media 
– in particular use of the Internet for content, communication and commerce

The broad aim of this study is to measure and track changes in media 
consumption patterns by various demographic segments and nationalities.  

This work will show when, why and how often people are using different media 
– in particular use of the Internet for content, communication and commerce

Research objectives
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Presentation agenda

1. Introduction
Background
Research Objective
Methodology & Sample

2. Main Findings
Our Use of the Internet 
A New Breed of Super User
The Broadband Landscape
Our Relationship with the Internet

3. Key Findings
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Within each territory 
quotas were set to ensure 
our sample was 
representative of each 
market. 
Quotas were applied on:

age, gender, education and 
regional distribution within 
countries

Within each territory 
quotas were set to ensure 
our sample was 
representative of each 
market. 
Quotas were applied on:

age, gender, education and 
regional distribution within 
countries

TOTAL SAMPLETOTAL SAMPLE

Belgium - 500
Netherlands - 501

Scandinavia
Sweden - 333
Norway - 333
Denmark - 334

Germany – 1009

Italy – 1000

Spain – 1008

France – 1000

UK – 990
7008 interviews across 10 
European countries
7008 interviews across 10 
European countries

Methodology & sample
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Methodology & sample

7008 Computer Aided Telephone Interviews (CATI) were conducted by Synovate on behalf 
of SPA and the EIAA in 10 countries across Europe

A sample size of 7008 provides accurate data to ± 1.1 – 0.8% at the 95% confidence level

Fieldwork took place in all territories between 3rd – 28th September 2007

Interview length ranged from 25-30 minutes

The application of quotas ensured that representative samples were achieved in each 
country

quotas on age, gender, education and regional distribution

Results at the total level were weighted to take into account the different country’s 
population sizes. Using 2007 data from the UN the following weighting matrix was 
developed

Country UK France Germany Italy Spain Belgium Netherlands 
 

Sweden
 

 
Norway

 
Denmark Total 

Total weight 17% 18% 23% 17% 12% 3% 5% 2.5% 1 % 1.5% 100% 
 

 

Country UK France Germany Italy Spain Belgium Netherlands 
 

Sweden
 

 
Norway

 
Denmark Total 

Total weight 17% 18% 23% 17% 12% 3% 5% 2.5% 1 % 1.5% 100% 
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OUR USE 
OF THE INTERNET 
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Weekly internet use grows 6%

Internet users across our 10 countries have increased in number by 6% year-on-year 
to 169 million users per week 
Internet users across our 10 countries have increased in number by 6% year-on-year 
to 169 million users per week 

Adults Typically Online Each WeekAdults Typically Online Each WeekTotal Adult EuropeansTotal Adult Europeans

2006 2007296m

159m 169m +6% 2006-7145m

2005

Q1a/2a/3a. In a typical 7 day week, that is Monday to Sunday, can you tell me if you use the internet?
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Proportion of users: NL tops Euro league

More than 8 in 10 adults are going online each week in the Netherlands
Germany contributes most to the total (43.2m) 
More than 8 in 10 adults are going online each week in the Netherlands
Germany contributes most to the total (43.2m) 

Q1a/2a/3a. In a typical 7 day week, that is Monday to Sunday, can you tell me if you use the internet?

81
78

74
66

65
63

61
58

57
51

37

Netherlands  11.0m 

Norway  2.9m 

Sweden  5.6m 

Belgium  5.7m 

Denmark  2.9m 

UK  31.7m 

Germany  43.2m 

France  30.1m 

Europe  169m 

Spain  17.6m 

Italy   18.6m 
 

 

Netherlands  11.0m 

Norway  2.9m 

Sweden  5.6m 

Belgium  5.7m 

Denmark  2.9m 

UK  31.7m 

Germany  43.2m 

France  30.1m 

Europe  169m 

Spain  17.6m 

Italy   18.6m 
 

 

2007 
Millions
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More Germans online than anyone else

Increased competition within 
the broadband market, brought 
about by LLU is helping to 
drive broadband growth

Deutsche Telekom’s 
dominance is increasingly 
being challenged by rival 
suppliers like Alice, United 
Internet and Arcor

Price comparison sites are 
the 2nd most popular genre of 
website with 53% using at 
least once a month

This is in line with consumer 
messaging that is frequently 
cost focussed, particularly 
for food and electronics

Germany’s status as Europe's 
most populous country means it 
contributes the highest number 
of weekly internet users of any 
country

43.2m makes it Europe’s 
largest online market 

Germany’s widespread roll out 
of DSL connections has until 
recently limited uptake of 
Broadband (>500mbps), this 
appears to be changing with 
increased use of high 
bandwidth activities e.g. 
downloading video helping to 
drive Broadband penetration 37% of Germans use Social 

Networking sites
MySpace and StudiVZ are the most 
popular sites while Facebook, which 
has been growing rapidly across 
Europe, has not yet made major in 
roads into the German market (Circa 
177,000 users in July 2007)

Source: comScore World Metrix
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6 million more women online

Increases in women using the internet mean they are closing the gap on men 
The demographic with the highest rate of increase is the Silver Surfers (55+), up 12% 
year-on-year 

Increases in women using the internet mean they are closing the gap on men 
The demographic with the highest rate of increase is the Silver Surfers (55+), up 12% 
year-on-year 

Older Europeans 
Online (55+)

+12%

Women Online

+8%
Universe of 

Internet Users 
Grows 6% 

year-on-year 

Up 6 million to 81.4m weekly users

Up 3 million to 28.6 users

Q1a/2a/3a. In a typical 7 day week, that is Monday to Sunday, can you tell me if you use the internet?
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Internet users online for almost 12 hours

Amount of time spent online has increased at a faster rate than other media since 
2005 – up to 11.9 hours per week
Hours spent by women and ‘Silver Surfers’ have grown by more than a fifth 

Amount of time spent online has increased at a faster rate than other media since 
2005 – up to 11.9 hours per week
Hours spent by women and ‘Silver Surfers’ have grown by more than a fifth 

2005

2007

Average hours spend 
online per week: 

10.2

Average hours spend 
online per week: 

11.9

+17%

Female use expressed as 
hours per week has 

grown 21% since 2005

‘Silver Surfers’ (55+) 
growth of 23% since 
2005 in hours spent

Across 5.5 days

Q4. In a typical seven day week, on how many days do you use the internet?
Q5ai – Q5aiii. In a typical seven day week, approximately how many hours do you tend to spend using the internet?
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16-24 yrs internet use almost ubiquitous

16-24 year olds now go online more frequently than they watch TV, for the first time  
They’re also spending 10% more time online than watching TV – nearly 15 hours per week 
16-24 year olds now go online more frequently than they watch TV, for the first time  
They’re also spending 10% more time online than watching TV – nearly 15 hours per week 

9 in 10 16-24 year olds are online each week9 in 10 16-24 year olds are online each week

13.4 Hours Per Week13.4 Hours Per Week

Across 5.7 Days Per WeekAcross 5.7 Days Per Week

14.7 Hours Per Week14.7 Hours Per Week

Across 5.9 Days Per WeekAcross 5.9 Days Per Week

16-24 year olds spend 
24% more time using 

the internet than 
Europeans as a whole 

16-24 year olds spend 
16% less time watching 
TV than Europeans as 

a whole

Trend likely to 
continue following 

year-on-year growth 
every year since 2004

Watch TVWatch TV Use InternetUse Internet

Q4. In a typical seven day week, on how many days do you use the internet / TV?
Q5ai – Q5aiii. In a typical seven day week, approximately how many hours do you tend to spend using the internet / TV?
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A NEW BREED OF 
SUPER USER 
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3 in 10 count as heavy users

48.5 million internet users now spend more than 16 hours a week on the web 
In Italy and Sweden, more than a third of all users qualify as heavy online users 
48.5 million internet users now spend more than 16 hours a week on the web 
In Italy and Sweden, more than a third of all users qualify as heavy online users 

29%

Heavy
Users

of Euro internet 
users online for 

16 hours +

Where Are They?Where Are They? Who Are They?Who Are They?

37%

36%

32%

31%

30%

29%

29%

26%

23%

20%

Italy

Sweden 

France

Norway

UK

Spain

Belgium 

Denmark

Germany

Netherlands

6.9m6.9m

9.6m9.6m

9.5m9.5m

2.0m2.0m

0.9m0.9m

5.1m5.1m

1.7m1.7m

9.9m9.9m

0.7m0.7m

2.2m2.2m

40%

34%

24%

20%

32%

25%

16-24

25-34

35-54

55+

Men

Women 

13.5m13.5m

15.9m15.9m

28.1m28.1m

13.4m13.4m

5.7m5.7m

20.4m20.4m

Q5ai – Q5aiii. In a typical seven day week, approximately how many hours do you tend to spend using the internet?
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Italians embrace the web

Italy’s online News and Banking sectors 
are now catching up with their northern 
European equivalents

Should drive increases in internet use going 
forward as these are key web activities across 
Europe

Italians once online thoroughly 
embrace the web with more than a 
third (37%) or 6.9m being online for 
16 hours +

Driven by Communication & 
Entertainment

Significant challenges exist in 
broadband roll-out, chiefly because 
of the landscape in some areas

Maximum penetration of just 89%

Relationships with traditional 
media are not reducing to 
the same extent as seen 
across Europe

Internet use levels at work 
have now fallen every year 
since 2004, due in part to 
employer restrictions for 
personal use

Italian 16-24 year olds show the way 
for the future – time spend online 
equal to TV

40% of Italian internet users 
communicate via social networking 
sites at least once a month
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Nordics provide most everyday users

Almost half (47%) of European internet users now go online everyday of the week Almost half (47%) of European internet users now go online everyday of the week 

Go online
66%

63%

58%

58%

55%

Norway

Denmark

Sweden

France

Netherlands 

Where? (Top 5)

52%

42%

59%

48%

43%

42%

Men

Women

16-24

25-34

35-54

55+

Who? 

Go online

Go online

Go online

Go online

Go online

Go online

Q4. In a typical seven day week, on how many days do you use the internet?
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THE BROADBAND 
LANDSCAPE 
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Broadband penetration reaches 8 in 10

Broadband penetration increases again with 8 in 10 Euro users now enjoying a high 
speed connection where they access most (their main point)
Broadband penetration increases again with 8 in 10 Euro users now enjoying a high 
speed connection where they access most (their main point)

Most likely group to 
use Broadband

85% of men
87% of 25-34 year olds

66%

81%75%

56%

2004 2005 2006 2007

Broadband Penetration: EuropeBroadband Penetration: Europe

(%)

QC3. Thinking about the place where you use the Internet the most, do you have a broadband connection?
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Europe’s broadband champion

UK leads Europe on 
broadband with 92% of users 
having a high speed 
connection (+10% 2006-7)

Driven by increased competition

Brits make more purchases online than any 
other nation. 

Driven by positive consumer outlook, 
sustained economic growth and well 
developed digital media sector

More than half (53%) intend to 
upgrade to broadband in the next 6 
months. 

Driven by aggressive marketing, heavy 
competition, falling prices

What are Brits doing online?

67%67%

61%61%

53%53%

62%62%

58%58%

Type of Websites

Web Activities
89%89%

54%54%

40%40%

88%88%

43%43%

News

Local Information

Banking & Finance

Travel

Music

Email

Search

Social Networking (net*) 

Downloading Music

Listening to Radio

* Net: creating and sharing content / communicating via social networking sites / creating personal profiles
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OUR RELATIONSHIP 
WITH THE INTERNET 
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Search remains key

Key Web 
Activities 

Used

42% now communicate 
through social networking 

sites 
(increasing to 66% 

amongst 
16-24 years olds)

Search is still the most 
undertaken activity 

87%

Web based email is 
used each month by 

81% of online 
Europeans

Hotmail

Q7b. Which of the following types of web activities do you use at least once a month?
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Growth areas in internet activities 

Top 5 
Growth 
Areas

Top 5 
Growth 
Areas+150%

Watching Film, TV or 
Video Clips

+42%
Ratings & Reviews 

+18%
TV & Film Downloads

+15%
P2P File Sharing

+17%
Podcasting

Q7b. Which of the following types of web activities do you use at least once a month?
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Social networking: Relevance is key

Relevance 26%

Personal Details 12%

Too Complicated 7%

For Youngsters 3%

Of the proportion of users that do not use social networking sites to communicate, a 
lack of relevancy is the main reason
Of the proportion of users that do not use social networking sites to communicate, a 
lack of relevancy is the main reason

Q7bv. You’ve said that you do not currently use the internet to communicate with your friends or family via social network 
sites and you do not have a personal profile page on any such site. Why is this? 
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News remains core to driving internet use

News 65% Local Information 52% Travel 51%

Holidays 46%

Music 46%

An easy accessible source of instant information, results in the internet being a 
perfect format for delivering news and local information
An easy accessible source of instant information, results in the internet being a 
perfect format for delivering news and local information

Q7a. Which of the following types of websites do you visit at least once a month?
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Entertainment sites show growth

Gambling/betting 
(+25%)

Films (+12%)

Gaming sites 
(+11%)

Women’s 
sites (+8%)

EntertainmentEntertainment PracticalitiesPracticalitiesQuality TimeQuality Time

Family & 
kids (+9%)

Technology 
(+3%)

Local information (+2%)

Price comparison 
sites (+16%)

News (+3%)

Health (+3%)

Entertainment is a key area of growth on the web
Price comparison sites also show strong growth as they become increasingly mainstream
Entertainment is a key area of growth on the web
Price comparison sites also show strong growth as they become increasingly mainstream

Q7a. Which of the following types of websites do you visit at least once a month?
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Reliance on internet activities

83% of Europeans said they couldn’t live without one activity on the internet 83% of Europeans said they couldn’t live without one activity on the internet 

32% said they couldn’t 
live without email

25% said they couldn’t 
live without search

7% said they couldn’t live 
without Instant Messenger

6% said they couldn’t 
live without 

communicating via 
social networking sites

Q7bi. And of the ones that you have used, which of the following web activities that you undertake monthly could you not 
live without?
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TV Viewing down as Europeans move online

62% said they now use other types of media less now that they’re online, illustrating the 
direction advertisers need to move in if they are to keep in contact with their market
62% said they now use other types of media less now that they’re online, illustrating the 
direction advertisers need to move in if they are to keep in contact with their market

96% of online Europeans do 
something less because they’re online

40%40% 29%29% 28%28%30%30% 29%29%

21% even 
sleep less

Q20b. Which of the following do you less often (not through the internet) as a result of using the internet?
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ONLINE PERCEPTIONS 
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Efficiency is key online perception

InternetInternet TVTV

Provides what you want 
quickly/saves time 

(70%)

Keeps you ahead 
of the game 

(48%)

Puts you in control
(44%)

Keeps you ahead of 
the game 

(18%)

Would be lost without 
it (23%)

Features ads from 
favourite forward 
thinking brands 

(39%)

Puts you in 
control
(22%)

The internet’s immediate accessibility of information help perception of being able to 
provide Europeans what they want and to help them stay ahead of the game
The internet’s immediate accessibility of information help perception of being able to 
provide Europeans what they want and to help them stay ahead of the game

Q5g. Which one type of media do you think fits best with this statement?

Would be lost 
without it (32%)

Based on users of all media
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KEY EUROPEAN FINDINGS
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Key European findings

169 million people now online across 10 
European markets
Internet use stretches ahead of TV amongst 
youth audience 
16-24 year olds now spend 10% more time 
online than watching TV
Uplift in online driven by rising use amongst 
silver surfers and digital women 
Internet users on average spending nearly 12 
hours per week online and nearly a third (29%) 
spending upwards of 16 hours online
Internet users access the internet 5.5 days per 
week 
Social networking sites now visited by 42% of 
internet users
8 out of 10 Europeans connect to the internet 
via a broadband connection


