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INTRODUCTION

Overview

The UK Internet User Monitor has three objectives:

1.
2.
3.

To profile UK Internet users on a regular and rigorous basis.
To allow UK Web sites to compare their users with the UK average.
To allow UK Web sites to compare their users with similar sites in their respective industries that took part in the survey.

The UK Internet User Monitor is based on an online survey, conducted over a four-week period on a regular basis. This is weighted according to an offline
poll to give figures reliable at a UK level. Forrester Research conducts the survey with the participation of a number of UK Web sites. The 16th such survey
was carried out in October 2006 and is described in this document.

>
>

>

>

The research ran between October 1% and December 1%, 2006 and 106 Web sites participated.

The UK Internet User Monitor combines offline mail-out survey research with online polling on a number of UK sites. We carried out 4,010 mail-out
surveys (via TNS) and 60,570 online surveys. We then weighted the online results according to the offline responses.

The number of people in the UK age 16 or above is 46 million. The number of frequent users of the Internet, those that use it several times per week or
more often, is 25.2 million (Forrester's Consumer Technographics® Q2 2006 European Study). This group of 25.2 million frequent Internet users is the
universe for this survey.

The next wave is planned for May 2007, with results available in June 2007.

Offline research

We commissioned TNS to manage a mail-out survey as part of Forrester's Consumer Technographics product. These interviews were used to determine
what proportion of UK adults are Internet users, regular Internet users, and their demographics. This data was then used to weight the online research data.

Online research

Forrester Research carried out an online interview of 60,570 UK users of the Internet. We used this interview to provide a profile of Internet users, their
behaviour and their attitudes to their future use of the Internet. The interview was linked to a number of UK Web sites; we randomly selected users of these
sites via pop-up technology and invited them to participate.
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METHODOLOGY

The Invitation

Internet users visiting participating sites were randomly shown a layer invitation, inviting them to take part in the research. The participating sites needed to
put a small piece of JavaScript code into the source code of their Web pages. This code then interacted with the UK Internet User Monitor's servers. We
asked sites to run the code over a four-week period from November 1st to December 1st.

Forrester Research determined what fraction of visitors (not visits) should see the pop-up window. This fraction was set according to the traffic levels of the

host site and the responsiveness of its users. Cookies were used to prevent one visitor seeing the pop-up invitation twice. Users that did not accept cookies
(estimated at around 6% of visitors in the UK) were not invited to participate.

Questionnaire design

Questionnaire design has two objectives: to ask as many questions as possible, while minimizing the time each user spends filling in the questionnaire. The
guestionnaire comprised around 80 separate questions. These questions were dynamically compiled into a questionnaire, such that most respondents
answered around 40 questions. The questionnaire was then delivered via a number of pages, several questions at a time. Users were asked to volunteer an
email address for follow-up research.

Questions fell into three categories:

» Questions answered by all respondents: for example, demographic details.

» Questions answered by a subset (around a quarter) of respondents: for example, media or personal finance behaviour.

» Questions answered only by qualifying respondents: for example, the questions about the most recent online purchase were only asked of people who
have made an online purchase.
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Weighting

The data in this report has been weighted to provide information about frequent UK Internet users. This has been done as follows:
» Indexed using offline research: Our offline research provides a statistically robust picture of what fraction of the UK population uses the Internet

frequently. It also tells us what this fraction looks like, with demographic information. These figures have been used to balance our Internet-based
numbers.

Respondent bases

The UK-level respondent base for each question is shown immediately below the question text on each chart, and the site-level respondent base is shown
below that. The total number of respondents to the survey was 60,570. Where the base is less than 60,570, this indicates that either a subset of respondents
or only qualifying respondents have answered. The number of respondents who answered on each site is a similar subset or reduced number.

The only exceptions to this are the two questions asked at the beginning of the survey about the country the respondent is in at the time of filling out the
survey (Question 1.03) and the residential status of those respondents not in the UK at that time (Question 1.04). The data shown here is from all
respondents who answered these questions, and is unweighted. Respondents who answer that they are outside the UK in Question 1.03 are routed through
to Question 1.04 and then to the end of the questionnaire, as the UK Internet User Monitor is an analysis of UK-based Internet users.

Rounding of percentages

The underlying data has been calculated to one decimal place. On the charts, these figures are rounded to the nearest percent. As a result, on single-answer
charts the percentages may not total 100 because of rounding, and the bars representing the same amounts may not be the same size.
On multiple-answer charts, multiple responses were accepted. The percentages, therefore, usually add up to more than 100%.

Social grade

The process by which a respondent’s social grade is determined is complex and requires a greater number of questions than are possible within the
constraints of the UK Internet User Monitor. The social grade breakdown that appears as Question 1.19 is an estimate and is derived from questions about
work status and work type.
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Technographics Segmentation

Forrester distinguishes three dimensions in its Technographics segmentation (Questions 1.20 to 1.24) that lead to 10 distinct consumer segments, each
showing important differences in the use of certain products (see figure below).

The three segmentation dimensions are:
» Technology attitude: This defines the consumer’s interest in and aspiration to master new technical products or services (optimist/pessimist).
» Income: This determines whether consumers have the means to buy or use new technological products (high income/low income).

» Primary motivation: This determines what drives consumers in their daily lives and what makes them use technology products and services in particular
(career/family/entertainment).

Attitude Income Primary motivation
g 0 4 .
[ $n
Career F;mily Entertainment

High Fast New Age Mouse
19 Forwards Nurturers Potatoes
Techno- Digital Gadget
My i s . Media
High Handshakers Traditionalists
Low Sidelined Citizens
Technology Pessimists

UKIUM Citation Policy

For all public citations of the UK Internet User Monitor, please refer to the “FORRESTER RESEARCH UK INTERNET USER MONITOR
CITATION GUIDELINES” document that accompanies this site report.
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Site report charts
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Each chart in this document conforms to a standard layout. This layout is shown below (this chart is an example and does not represent accurate data):
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Participating sites

The sites that contributed respondents are listed below and are grouped by the industry vertical they were placed in:

Auto

Msn.cars
Parkers.co.uk
Theaa.co.uk-roadside

Theaa.co.uk-routeplanner

Finance
Money.guardian.co.uk
Msn-investing
Msn-total money
Theaa.co.uk-lending
Thisismoney
Tiscali.co.uk-money

Health
Goodhealth
Msn-health
Netdoctor.co.uk

Women

Cosmogal.co.uk
Cosmopolitan.co.uk
Emap new woman
Getlippy.com
Handbag.com

Entertainment
Arts.guardian.co.uk
Emap maxemap
Film.guardian.co.uk
Iccheshireonline
Ichuddersfield
Icliverpool

Icmidlands

Icnewcastle
Icnorthwales

Icscotland

Icsoutheast

Icteesside

Icwales
Lastminute.com-lifestyle
Msn-computing
Msn-games-hp
Msn-movies

Msn-total entertainment
National-lottery.co.uk
Radiotimes.com
Screenselect.co.uk
Sky.com-news-showbiz
Tescodvdrental.co.uk
Thisislondon

Tiscali.co.uk-entertainment

Topgear.com

Retail

Additions-direct
Diy.com
Ivillage.co.uk
Littlewoods.com
Marshall ward
Sony.co.uk

Sports

Cricinfo.com
Football.guardian.co.uk
Skysports.com

Travel

Baa.com
Lastminute.com-travel
Msn-travel

Thisis network
Travel.guardian.co.uk

Portals
Ask.co.uk
Blueyonder.co.uk
Msn-homepage
Tiscali homepage
Tiscali-broadband
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News
Channel4.co.uk
Dailymail
Dailyrecord.co.uk

Environment.guardian.co.uk

Guardian.co.uk
Jobs.guardian.co.uk
Manchesteronline.co.uk
Metro

Mirror.co.uk

Msn-news
Observer.guardian.co.uk
People.co.uk
Politics.guardian.co.uk
Sky.com-news
Society.guardian.co.uk
Sundaymail.co.uk
Sundaymirror.co.uk

Technology.guardian.co.uk

Thesun.co.uk
Timesonline.co.uk

Lifestyle
Msn.lifestyle
Babyexpert

Goodhousekeeping.co.uk

Menshealth.co.uk
Runnersworld.co.uk

Youandyourwedding.co.uk

Music
Capitalfm.com
Choicefm.co.uk
Emap mojo
Emap g
Hit40uk.com
Msn-music
Theonenetwork
Xfm.co.uk
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Email offers are a great way to find out about Nnew products OF ProMOLIONS ...........uuiiiiieiiiiiiiiiir e e e e e e s eeaaeees Q.4.07.1
| find email with graphiCs AttrACIVE 10 A ... ittt e e e s ettt e e e eab bt ettt e e e e e essaab bbbt et e eeeeeessannnbbenreeeeeeeesaanne Q.4.07.2
| prefer promotional €MAIS 10 ONIINE AUS ......oooiiiiiii et e oo sttt et e e e e e ab bbb et et e e ee e e s s e a b bbbt et e eeeeeessanabbenreaeeeeeessanne Q.4.07.3
| delete most promotional emails WithoUt reading tNEM ... e et e e e e e e s s st b b e e eeeeeeesaanees Q.4.07.4
| sometimes forward promotional €mMails t0 MY FHIENUS .......ooiiiiiii e e e e e e e s s bbb r e e e e e e e s s sbabb e b e e eeeeeeesaanne Q.4.07.5
| want to be able to control the frequency of receiving PromotioNal EMAIIS .........coooiiiiiiiiiiiiii e Q.4.07.6
L0 R ST TS 1 = VL= Q.4.08.1
=TS0 g =TI =Y Q.4.08.2
Which of the following do you enjoy dOiNG N YOUT SPAIE tIMIE: ....uuuiiiieiiiiiiiiiiiiee et e ettt e e e e s st e e e e e e s s s bbb e et teeeeesssabbbbeeeeaaeeeeessssnbbneees Q.4.09
Which of the following life events do you expect to happen in the next 12 MONTNS: ........cciiiiiiiiiii e Q.4.10
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5. MEDIA

Which weekday papers do you read at least three tiMeS PEI WEEK: .......oo i eeiieiii ettt e e e e e e e e e e e e e s s sanbeneees Q.5.01
Which Sunday papers do you read at least three times Per MONTN: .. ... i e e e e e e sab e Q.5.02
HOW OfteN O YOU FEAA NEWS ONIINME? ... ittt ettt ettt e e s s e s b e bttt e e e e e e 4 s s bbbt bttt e e e e e st b bbb et ee e e e e e e s aanb b bbb et eeeeaeessannbbbbnebeeeeaeessannnns Q.5.03
NEeWS WED SItES USEA IN thE PASE 4 WEEKS: ..ottt ettt e e e s o s et b ettt e e e e e e e e bt tbe ettt e ee e e e s aaab b bbe et et e e aeeesaassbbnneneeeeeeensannnns Q.5.04
TOP Media SOUICES fOI DIEAKING NMEWS: ..o iiiii ittt e e e ettt e e e e s e s s bbb ettt e ee e e e aaas bttt e e e e e e s sbb bbbt et e e e e e ea s nbb bbbt et eeeeeessnnnnbbeees Q.5.06.1
TOP MEAIA SOUICES TOI DUSINESS NMEWS ....cceiii ittt e e et et e e e e e e et e et e e e e s e st b b e teeetaeeaeaas s bb st e e e e e e s sbb b bae et aeeeeea s nebbbae et aeeeeaesennnnbenees Q.5.06.2
TOP MEAIA SOUICES TOI SPOITS NMEWS ...eiiiiiiiiiiiiitiieittte e et ettt e e e e e s s s bbbt ettt eae e s e s s ab bbbttt teaeeeesas s be et aeeeea s sbb b bee et e e e e e e e snbb b bee et eaeeeessnnnnbbenes Q.5.06.3
o] B L=To L E- WY o T Ul od =Tl (o] x| =T [ S SO PPRPPPR Q.5.06.4
Top media SOUICES fOr CONSUMET EIECIIONICS. . .. . iiiiie et iiiiiittee et e e e e ies ettt e e e e s s e s tear e eeeeaaeassaaatsaaeaeeaaeaassasssebaeeeeaeeesassassssbanaeeaaeeasssnnnnseenees Q.5.06.5
Top media sources for Noliday INFOMMALION ..........uuiiiiiii et e e e e s e e s e et e e e e as s ab b ba e et eaaeeeassassbbbaeeeaeeeeeesannsnrreeees Q.5.06.6
Lo o R =T [P T 0T U o= T3 (o] g o] o1 PRSP Q.5.06.7
TOP Media SOUICES fOI PrOPEITY AUS ...vvveiiieeeeiiiiitiitiettee e et tss bttt et eae et saa e teaaeeeaaaeeassas et eaeeeaaeaeesassbeeeaaaeeassassssbaneeeaeeeeassansstbanneeaaeeassansnnsrenees Q.5.06.8
Top media SOUrCeS fOr PEIrSONAI FIMANCE ... .....cc ittt e e e e e e s s e ettt e et e eee e e e s s abe bt aaaeeas s ssbtbaeeeeaaeeeassannsbbaeaeeaaeeessannnnsennees Q.5.06.9
Hours per weeks spend on: Reading PAPEr NEWSPBPEIS ......ceuieeiiiiuuttttiteeteeaeaauttteseteeaeeaasaastbeeeaeaaassaaasaasteaesesaasbaaetrtetaaesesaaasanrreeeeeaeess Q.5.07.1
Hours per week spend on: Reading PAPEr MEAGAZINES........uueitiaai ittt ee e e e e sttt e e e s s aatbbe et eeeeasaaaaa b beee et aeseaaasbbbebeeeteaesesaaasbnnrreeeeaeaess Q.5.07.2
Hours per week SPend ON: WALCHING TV ... ittt ettt et e e e e e o et bbbttt et e e e e eatbbee b e et et e e e s s aasn b bbe b et e e e e e e e e aannsbnbbreeeeaeeeas Q.5.07.3
Hours per week spend on: LiSteNING 10 the FAAIO . ....oiiiiiiiiiiiie ettt e e e e e e ettt e et e e e s s et bbb b e ee e e e e e e s aansbbbbbreeeaaeeeas Q.5.07.4
Hours per week spend 0N: PErsONal INTEIMET LUSE .........uuiiiiiiiie ottt e e e s sttt e e e e e s s s st ettt e et ee e s s aa b bbb b b eeeeaeeesaaassbbbbreeeeaeeeas Q.5.07.5
Hours per week spend 0n: WOrK-related INTEIMET USE ........uuiiiiiiiiiiiiiiii et e e e s st e et e e e s s e bb et et e et e e e e s aaasbbbbbreeeeaeeeas Q.5.07.6
Hours per week spend on: Playing video games (PC OF CONSOIE) ......uuuuiiieeiiiiiiiiiiiietee e e s isiiiteteee e e e e st ee s s e e e s s assbbanseeeeaeesesaassssnsneeeneeeeens Q.5.07.7
Which type of Magazing d0 YOU [IKE 10 FEAT: .........uuuiiiiiie ittt e e e e e e st et e e e e s s s bbbt e e ae e e e e s s b bbb et et aeeeaesssasbbbbeesaaeeeeessasssrnnees Q.5.08
What is the home page on the PC that YOU are CUITENLY USING? ...ciieiiiiiiiiiiiiiiie ettt e e st a e e e e e st e et aeeeaesssaabbtaeeeaaeeeeessansseeneees Q.5.09
Please indicate how often you watch Internet (Streaming) VIAEO? ... ..uviiiee i oot ee e ceete e e e e e s e ae e s s s st ba e eeeeaeessaasnsaaeaeeeeaaessaanns Q.5.10
Frequency of watChing OVET the INTEIMEL: ........iiiii e e e s e e e e e s s e e e e e e e e st b aar e e aaaeeeessassbaaereaaeeeanes Q.5.11.1t0 Q.5.11.10
How often do you: Read product reviews from other customers (€.g. Cia0.CO.UK) ....iiiieiiiiiiiiiiiiiee e e e et re e e e e e e s reeaae e Q.5.12.1
How often do you: Write a customer review Of & COMPANY OF PrOUUCT.........oiiiiuutiiiitt e ee ittt e e e e e e e e e s s s e bae b e e e e e e e e s aasbbnnneeeeeeeaeas Q.5.12.2
How often do you: Use a price comparison site (e.g. Kelkoo) to cOmMpPare ProdUCTS..........cuuuuiiiiiieiiiiiiiiiiie e Q.5.12.3
How often do you: Read discussion forums or BUIEtiN DOAIAS ...........oviiiiiiiii e Q.5.12.4
How often do you: Post a comment to a discussion forum or BUlletin DOAId ... Q.5.125
How often do you: Visit social networking sites (e.g. MySpace or Friends ReUNIted)..........c.uuviiiiiiiiiiiiiiiiiiiiee e Q.5.12.6
How often do you: Read blog (Web l0g) contributions from OtNEIS ..........oiiiiiiiiii e Q.5.12.7
How often do you: Post comment t0 Other PEOPIE’S DIOGS. ......coii it e e e s e e e e e e e s s bbb b e eeaaeee s Q.5.12.8
How often do you: POSt COMMENTS 10 *YOUT OWN DIOQ . ....uuiiiiiiiiiiiiiiiii ettt e et e e e e e e s s et e e e ae e e s aa st bbe b e eeeaaeeesaassssbbbeeeneaeeens Q.5.12.9
How often do you: LiSten t0 OF WALCN POUCASTS ........uuuiiiiiieeie ittt ie e e e e e sttt e e e e e e s s sttt eee e s s e e bbbt e eeeeeeessaastbbbaeeeeeaaessaassssbsaeeeeaaeens Q.5.12.10
How often do you: Read articles delivered DY RSS fEEUS ........ccuiiiiiiiei e e e e s s e bbb e e e e e e e s e st bbb rreeeaaaeeas Q.5.12.11
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6. PERSONAL FINANCE

Which of the following IS YOUr MaIN DANK? ..........e ettt e e e e s ettt e e e e e e s s b bbb e et et e e e e e e e s aab bbb et e eeeeeeensannnbeneees Q.6.01
Which financial ProAUCTES 0O YOU NAVE: .......coiiiiiiiiiiiiie ettt e e e e oottt e e e e s aa e e ettt e e e e e e e s s bbbt ettt eee e e e e s s aabb b bbbt eeaeeeeessnnnbbbeeees Q.6.02
Which financial products have you researched 0N the PAST YEAI:.........oii i e e e e e e e e s saneeeee s Q.6.03
Which financial sites have you used t0 reSEarCh ONIINE: ...........uii i et e e e e e s s s s bbb eeeaeeeeesssnbbbeeees Q.6.04
Which products have you bought or applied for onling in the PASE YEAI: ........uuiiiiiiiiiiiiiie e e e r e e e e e e s sabereeees Q.6.05
Websites visited When reSEarChing ONIINE: ............ciiiiiiii e e et e e e s s r bbbt e e e e e e e e s s b bbb ettt aeeeaeessabbbbbeeeeaeeeeessansbebneees Q.6.06
WEDSItES DOUGNE INSUIANCE FTOM: .. uuiiiiiiiiiiiiiii ittt e e e e e e et e e e e e e e s sttt e et eaeeeeessaab b b e e et aae e e e e nss b bee et eeeeaeeasnns b bbeeeeaeeeeesssnstbtnneeenss Q.6.07
A0V )Y (1o Yo 10 lo F=Yo (o Lo oo |t Co TN o]0 ) VAR T YU = g = USRS Q.6.08
Do you use online/Internet banking on a PC (e.g., to check your account balance, transfer money or pay billS)? ........ccccccviiiiiiiiiniiinns Q.6.09
How often have you used onling BanNKING FECENTIY? ........uuiiiiiie ittt e st e e e e e e s e ettt e e eeeeeeessaastaaaseeeeeaeessaasnssnsaeneeaenssaasns Q.6.10
Why do YOU NOt DANK ONIINE (BNYMOTE):..eiiiiiiiiiiiieii ittt e e e sttt e e e e e e e s s et e et taeaeaaa s saa bt ae et aaeaesaas st e aeeeaaeeaeessnssttaeeeaaeeeesssannsstaneseaaeeeessasssrnnnes Q.6.11
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HOW OLD ARE YOU?

Question 1.01: How old are you?
Base: All UK Internet users (60,570)
Site: Yoursite.com (3,127)

Less than 16 years old (1)

0%
0%
5%
16 to 17 years old (2)
12%
14%
18 to 24 years old (3)
13%

20%

2510 34 years old (4)

14%

24%

19%

19%

44 to 54 years old (6)
18%

12%
55 to 64 years old (7)
14%

7%
65 years old or older (8)
9%

|

1 2 3 4 5 6 7 8 | Total [Mean
Weight 165 | 21 |29.5[39.5]| 495|595 70
All UK Internet users 0% | 5% | 14% | 20% [ 24% | 19% | 12% | 7% |100%] 40.0
Yoursite.com 0% | 12% | 13% | 14% [ 19% | 18% | 14% | 9% |100%] 40.3
Difference 0% | +7% | -1% | 6% [ -5% | -1% | +2% | +2% | 0% | +0.3
Index - 240 | 93 70 79 95 [ 117 | 129

Source: Forrester Research UK Internet User Monitor 2006 Wave 2 © Forrester Research 2006



ARE YOU:

Question 1.02: Are you:
Base: All UK Internet users (60,570)
Site: Yoursite.com (3,127)

52%

Male (1)

44%

Female (2)

56%

1 2 | Total
All UK Internet users 52% | 48% |100%
Yoursite.com 44% | 56% |100%
Difference -8% | +8% | 0%
Index 85 | 117

Source: Forrester Research UK Internet User Monitor 2006 Wave 2 © Forrester Research 2006



WHICH COUNTRY/REGION/TERRITORY ARE YOU IN RIGHT NOW?

Question 1.03: Which country/region/territory are you in right now?
Base: All Internet users (142,022)
Site: Yoursite.com (7,151)

71%

UK (1) 81%

13%
USA @) F

8%
Other European country (excluding the UK) (3) 5'

3%
Canada (4) ];I

2%
Australia & New Zealand (5) ?o/

%

1%
Asia (excluding India) (6) }1
1

%
Africa (7) 2

1%
South & Central America (8) %lo/

1%
Middle East (9) }

0
India (10) :|
1%

1%
Other (11) }

1 2 3 4 5 6 7 8 9 10 11 | Total

All Internet users 1% | 13% | 8% | 3% | 2% | 1% | 1% | 1% | 1% | 0% | 1% |100%
Yoursite.com 81% | 5% | 5% | 1% | 1% | 1% | 2% | 0% | 1% | 1% | 1% |100%
Difference +10%|[ -8% [ -3% [-2% [-1% [ 0% [+1% [-1% [ 0% [ +1% [ 0% [ 0%
Index 114 [ 38 63 33 50 [ 100 [ 200 0 100 - 100

Source: Forrester Research UK Internet User Monitor 2006 Wave 2 © Forrester Research 2006



WHICH OF THE FOLLOWING BEST DESCRIBES YOUR CURRENT RESIDENTIAL STATUS?

Question 1.04: Which of the following best describes your current residential status?
Base: All non-UK Internet users (41,467)
Site: Yoursite.com (1,335)

68%

I am not a UK resident/citizen (1)
_550/0

14%

| am a UK resident/citizen working abroad (i.e., an

10%

2%
I am a UK resident/citizen travelling for pleasure (3)
4%
1%
I am a UK resident/citizen travelling on business (4)
2%

14%

Other (5)
30%

1 2 3 4 5 |Total
All non-UK Internet users 68% | 14% | 2% | 1% | 14% |100%
Yoursite.com 55% | 10% | 4% | 2% | 30% |100%
Difference -13% | -4% | +2% | +1% [+16%| 0%
Index 81 71 | 200 | 200 | 214

Source: Forrester Research UK Internet User Monitor 2006 Wave 2 © Forrester Research 2006



HOW MANY PEOPLE LIVE IN YOUR HOUSEHOLD, INCLUDING YOURSELF?

Question 1.05: How many people live in your household, including yourself?
Base: All UK Internet users (60,566)
Site: Yoursite.com (3,127)

13%

11%

35%

33%

N
~
2

20%

21%

w
@
)

19%

19%

I
=

12%
5 or more (5)
16%

1 2 3 4 5 | Total [Mean
Weight| 1 2 3 4 6
HAII UK Internet users 13% [ 35% | 20% | 19% | 12% [100%| 2.9
Yoursite.com 11% | 33% | 21% | 19% | 16% |100%| 3.1
Difference 2% | 2% | +1% | 0% | +4% | 0% | +0.2
Index 85 | 94 [ 105 | 100 | 133

Source: Forrester Research UK Internet User Monitor 2006 Wave 2 © Forrester Research 2006



HOW MANY CHILDREN (AGED UP TO AND INCLUDING 18) ARE THERE IN YOUR HOUSEHOLD?

Question 1.06: How many children (aged up to and including 18) are there in your household?
Base: All UK Internet users living in a household bigger than one (52,512)
Site: Yoursite.com (2,776)

57%

50%

18%

19%

16%

18%

8%

2%

3%

5 or more (6)
2%

1 2 3 4 5 6 | Total [Mean
Weight 1 2 3 4 6
All UK Internet users 57% | 18% | 16% | 6% | 2% | 1% |100%| 1.9
Yoursite.com 50% | 19% [ 18% | 8% | 3% | 2% |100%| 2.0
Difference T% | +1% | +2% | +2% | +1% | +1% | 0% | +0.1
Index 88 | 106 | 113 [ 133 [ 150 | 200

Source: Forrester Research UK Internet User Monitor 2006 Wave 2 © Forrester Research 2006



HOW OLD ARE YOUR CHILDREN?

Question 1.07: How old are your children:
Base: All UK Internet users with children (22,701)

Site: Yoursite.com (1,379)

Less than 1 year old (1)

1to 4 years old (2)

5to 9 years old (3)

10 to 15 years old (4)

16 to 18 years old (5)

19%

23%

25%

31%

46%

50%

1 2 3 4 5 |Total
All UK Internet users 9% | 23% | 31% | 46% | 37% [145%
Yoursite.com 11% [ 19% | 25% | 50% | 41% [147%
Difference +2% | -4% | -6% | +4% | +4% | +2%
Index 122 | 83 81 109 | 111

Source: Forrester Research UK Internet User Monitor 2006 Wave 2

37%

41%

© Forrester Research 2006



WHAT IS THE GROSS (BEFORE TAX) ANNUAL INCOME OF YOUR HOUSEHOLD?

Question 1.08: What is the gross (before tax) annual income of your household?
Base: All UK Internet users (60,567)
Site: Yoursite.com (3,127)

Less than £5,000 (1)

£5,000 to £9,999 (2) %
1

£10,000 to £14,999 (3) |

£15,000 to £19,999 (4)

£20,000 to £24,999 (5) |

£25,000 to £29,999 (6) i

£30,000 to £39,999 (7) i

£40,000 to £49,999 (8) i

£50,000 to £69,999 (9) [

£70,000 to £89,999 (10) ;l

£90,000 to £109,999 (11)

£110,000 or more (12)

I'd prefer not to answer this question (13)

1 2 3 4 5 6 7 8 9 10 11 12 13 | Total [Mean

Weight| 2500 | 7500 [12500{17500{22500|27500|35000{45000{60000{80000} 0000d! 2000(

All UK Internet users 2% | 3% | 5% | 6% | 7% | 7% | 11% | 9% | 10% | 5% | 2% | 3% [ 30% [100% (41533
Yoursite.com 4% | 5% | 7% | 6% | 8% | 6% | 9% | 7% | 6% | 3% | 2% | 2% [ 36% [100% (35343
Difference +2% | +2% | +2% | 0% | +1% | -1% | 2% | 2% | -4% | 2% | 0% | -1% | +6% | 0% [|-6190
Index 200 | 167 | 140 | 100 | 114 | 86 82 78 60 60 | 100 | 67 [ 120

Source: Forrester Research UK Internet User Monitor 2006 Wave 2 © Forrester Research 2006
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