Argentina’s Internet Economy

'— Compatrison of Internet economy with
o 201 6 i traditional industry sectors (percentage
T\ | ofGDP)
GDP contribution LI Manufacturing
($billions) ¥ Wholesale and retail trade
; Real estate
Government E Agriculture, forestry, and hunting
201 0 sp e'ndlng Education and health services
T%Téq" Logistics and communication
. Public administration
L Financial transactions
Investment ---- 3 ; .
: : Construction
Consumption -- i | Community services
£ Mining
Net exports - : Hotels and restaurants
Percentage of GDP ! Utilities
Argentina m Argentina Fishing
G-20 G-20 P nternet

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; INDEC; CACE; IEMR; company reports; World Bank; World Trade Organization; AméricaEconomfa; BCG analysis.
Note: Some columns may not add up to total contributions due to rounding.

The Internet’s Impact on Commerce in Argentina

®
o
[N $9 Research online,
billion : purchase offline
$2 (2.9%) 2010
billion :
(1.4%) ' $568
o / E $9 per
Online 2016 i Dbillion online
retail 2010 L (5.9% of user
i total retail)
Total :
retail !

Percentage of total advertising expenditures in 2010

&
=

Television Newspaper Out-of-home Magazine Radio Online Online

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; INDEC; CACE; IEMR; company reports; World Bank; World Trade Organization; AméricaEconomfa; BCG analysis.
Note: Percentages may not total 100 due to rounding.
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Australia’s Internet Economy

Compatrison of Internet economy with
traditional industry sectors (percentage
of GDP)

wa‘
\

Real estate

Financial services
and insurance
Wholesale and retail trade

Manufacturing
Mining

GDP contribution :
Construction

($billions)

Government
=== spending --------

Professional, scientific,
and technical services
Health care

Logistics
Public administration
Education and training

Information and telecommunications
i Administration
Hotels and restaurants
i Agriculture
! Utilities
i Arts, entertainment, and recreation

Percentage of GDP

Australia a

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Australian Bureau of Statistics; Forrester Research; IEMR; Australian Communications and Media Authority; company reports; National
Broadband Network; BCG analysis.

Note: Some columns may not add up to total contributions due to rounding.

Australia

G-20 G-20 : Internet

The Internet’s Impact on Commerce in Australia

®
NN L2
$38 .
Ea. Research online,
$20 f(’élgg'} purchase offline
billion b
(5.8%) :
g $38 $2,302
° . 33 per
online 2016 : billion online
retail 2010 L (10.9% of user
i total retail)
Total ]
retail

Percentage of total advertising expenditures in 2010

®
-

Television Newspaper Radio Magazine

Out-of-home Online

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Australian Bureau of Statistics; Forrester Research; IEMR; Australian Communications and Media Authority; company reports; National
Broadband Network; BCG analysis.

Note: Percentages may not total 100 due to rounding.
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Brazil’s Internet Economy

1 Comparison of Internet economy with

' a ' t;gditional industry sectors (percentage
A 4 . {0 GDP)

""""" o % '
GDP contribution o : 5 Public and personal
- 3 services
($billions) . o : )
Government : Manufacturing
p e'ndlng : Wholesale and retail trade,
Z : hotels, and restaurants
ot : : Real estate and business
""" g oL : services
Investment ---=" o 89 Public administration
: ; Financial services and insurance
Consumption --- i Agriculture
Construction
Net exports -------- . ) I Logistics
Percentage of GDP | Wi
Brazil g Brazil i Electricity, gas, and water
G-20 G-20 ' Internet

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Brazilian Census Bureau (IBGE); EC; IMRG; ITU, U.K. Office for National Statistics (ONS); IE Market Research; CETIC; Teleco; CGI/ICT;
Faraban; BCG analysis.

Note: Some columns may not add up to total contributions due to rounding.

The Internet’s Impact on Commerce in Brazil

" )]
4 |
L‘A $36 | Research online,

billion : purchase offline

$15 (4.3%) 2010

billion ' :

(3.1%) 5 o
[ ] 4 : $19 per
Online 2016 i billion online
retail 2010 L (4.0%of user

i total retail)

Total !
retail

Percentage of total advertising expenditures in 2010

Television Newspaper Magazine Radio Out-of-home Online Online

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Brazilian Census Bureau (IBGE); EC; IMRG; ITU, U.K. Office for National Statistics (ONS); IE Market Research; CETIC; Teleco; CGI/ICT;
Faraban; BCG analysis.

Note: Percentages may not total 100 due to rounding.
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Brazil’s Consumers Benefit from the Internet

4 -

i

Annual value What dO E-mail
consumers 7
value?
R 152 :
$1.472 i General search
) i
Perceived 2
value H
Cost Online banking

and investing

Percentage of people willing to give up a key lifestyle habit instead of the Internet for a year

Y;ﬂﬁﬁ'll'ﬂ'

8

78

Satellite Alcohol Fast food Coffee Chocolate  Exercise Car Sex Shower
navigation

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Brazilian Census Bureau (IBGE); EC; IMRG; ITU, U.K. Office for National Statistics (ONS); IE Market Research; CETIC; Teleco; CGI/ICT;
Faraban; BCG analysis.

Note: Due to rounding, perceived value does not total consumer surplus plus cost.

The Internet’s Impact on Small and Medium Enterprises (SMEs) in Brazil

C
SMES’ percentage of
O

Historical three-year sales growth Percentage of SMEs that added
of SMEs (percentage)? : jobs during the last three years?

98 95

private-sector
employment

High-Web

; 77
Medium-Web

Low-Web and
No-Web

SMES’ percentage of GDP Medium- Low-Web and

Web No-Web

Intensity of Web usage (percentage of SMEs using the Internet for a business activity) . lzigh-l}/VVeé?
ow-Wei
74 73 50
H 3 H l l 3 38 1 0
Website Online Search Blogging Social E-commerce Recruitment  Finance Paymg E+ procurement
advertising engine networking suppliers

optimization

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Brazilian Census Bureau (IBGE); EC; IMRG; ITU, U.K. Office for National Statistics (ONS); IE Market Research; CETIC; Teleco; CGI/ICT;
Faraban; BCG analysis.

High-Web companies use a wide range of Internet tools to market, sell, and support customers, interact with suppliers, and empower employees; medium-
Web businesses market or sell goods or services online; low-Web businesses have a website or a social-networking site; no-Web businesses do not have a
website.
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Canada’s Internet Economy
(] . .
I ( Comparison of Internet economy with

traditional industry sectors (percentage
of GDP)

. . Financial services,
GDP contribution insurance, and real estate
($billions) Government Manufacturing

spending -------- Wholesale and retail trade
Health care and social services

Public administration

Construction
Education services

Logistics
Mining, oil, and gas extraction
Information and cultural industries
Administrative and support
Utilities
Hotels and restaurants

Percentage of GDP

Professional, scientific, and technical services
Canada :

Agriculture, forestry, and fishing
i Arts, entertainment, and recreation

G-20 G-20 ' Internet

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; eMarketer; Statistics Canada; Retail Council of Canada; Industry Canada; AXCO; IEMR; H2; BCG analysis.
Note: Some columns may not add up to total contributions due to rounding.

The Internet’s Impact on Commerce in Canada

@
I * [ $33 | Research online,

18 billion ' purchase offline
bﬁlion (5.3%) 2010
(3.4%) :
$2,082
e 2016 . plin
i :  billion online
Online ‘
retail 2010 i (11.3% of A
i total retail)
Total ‘
retail

Percentage of total advertising expenditures in 2010

News =

®
-

Television Newspaper Radio Magazine Out-of-home Online Online

=

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; eMarketer; Statistics Canada; Retail Council of Canada; Industry Canada; AXCO; IEMR; H2; BCG analysis.
Note: Percentages may not total 100 due to rounding.
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China’s Internet Economy

(] . .
" Comparison of Internet economy with
*’: traditional industry sectors (percentage
of GDP)
. [ ]
GDP contribution : Manufacturing
($billions) Agriculture, forestry, and fishing
G ; ¢ i Wholesale and retail
overnmen v
: » Mining
201 0 Spefldmg i Construction
. Logistics

! Financial intermediation
i Real estate

12

o . i Public and social organizations
; 55 Investment ---=" :  Eelaiia
62 Consumption ' : : ! Electricity, gas, and water
: ! Information and communications technology (ICT)
: H 1 Hotels and restaurants
197 IR Net exports -------- : ! B , ,
i § 1 Leasing and business services
5 . 1 Health care, social security, and social services
1 Services to households
Percentage Of GDP Scientific research and technical services
China :

1 Arts, entertainment, and recreation

G-20 G-20 ' Internet

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Chinese government; iResearch; China Information Almanac; BCG analysis.
Note: Some columns may not add up to total contributions due to rounding.

The Internet’s Impact on Commerce in China

(]
% [
*'* $176 ) H
billion ¢>46 Research online,
° (3.4%) billio:j: : purch%g 3ﬁ’llne
$10 ) 4.7%)
o e |
onli .4%) billion : 21
a0 - . $96 i
o 2016 billion ogéler;e
retgirlllég%C) 2010 i (4.2%of

i total retail)

Total retail

Percentage of total advertising expenditures in 2010

Television Newspaper Out-of-home Radio Magazine

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Chinese government; iResearch; China Information Almanac; BCG analysis.
Note: Percentages may not total 100 due to rounding.
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China’s Consumers Benefit from the Internet

®
- . . D

Annual value What do e Instant messaging
consumers

value? . . w

$598

Perceived
value

Online banking
and investing

Percentage of people willing to give up a key lifestyle habit instead of the Internet for a year

¢ s
R =R
8 8 8 79 78 56 45 36

Alcohol Coffee Chocolate Satellite Fast food Car Exercise Shower Sex
navigation

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Chinese government; iResearch; China Information Almanac; BCG analysis.

The Internet’s Impact on Small and Medium Enterprises (SMEs) in China

[ ]
* :  Historical three-year sales growth Percentage of SMEs that added
: SMES’ percentage of of SMEs (percentage)* : Jjobs during the last three years?
employmen% : : 97
: High-Web 90 <k
Medium-Web
: Low-Web and
No-Web
’ Medium- Low-Web and
SMES’ percentage of GDP 5 iWeb NoWeb
Intensity of Web usage (percentage of SMEs using the Internet for a business activity) . fzigh-‘}/VVeg
ow-Wei
H 3 0 6 3 0 3
Website Online Search Blogging Social E-commerce Recruitment  Finance Paying  E-procurement
advertising engine networking suppliers

optimization

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Chinese government; iResearch; China Information Almanac; BCG analysis.

*High-Web companies use a wide range of Internet tools to market, sell, and support customers, interact with suppliers, and empower employees; medium-Web
businesses market or sell goods or services online; low-Web businesses have a website or a social-networking site; no-Web businesses do not have a website.
This percentage reflects fewer than 10 responses from no-Web SMEs.
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France’s Internet Economy

Comparison of Internet economy with
traditional industry sectors (percentage

*-. | ofGDP)
0y Y °
GDP contribution P Real estate
($billions) Manufacturing
Government Wholesale and retail trade
sP e'ndlng Health care and social services
o i W Public administration
' Construction
i W Logistics
Investment - i [ Education
) £ Financial services
R Hotels and restaurants
] Agriculture
P RS e Food, beverages, and tobacco
Percentage of GDP | Metals
France France Utilities
G-20 G-20 5 Internet

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; EC; H2; IE Market Research; IDS; INSEE; company reports; Eurostat; Forrester Research; AXCO; BCG analysis.
Note: Some columns may not add up to total contributions due to rounding.

The Internet’s Impact on Commerce in France

C )
I K $27 $46 Research online,

billion :
billion (6.7%) pur Chggg 81711”6
(4.5%)
* o . $78
oﬁne 2010 2016 :  billion
retail (12.9% of
i total retail)
Total :
retail

Percentage of total advertising expenditures in 2010

%o
lne

Television Newspaper Magazine Out-of-home Radio

Online
Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);

Magnaglobal; CCB; EC; H2; IE Market Research; IDS; INSEE; company reports; Eurostat; Forrester Research; AXCO; BCG analysis.
Note: Percentages may not total 100 due to rounding.
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France’s Consumers Benefit from the Internet

@

D>—<]

Annual value What do < E-mail
consumers

value? :

$4, 453 - General search

Consumer
surplus

!

$4,788

Perceived
value

$335 Online banking

and investing

Cost

Percentage of people willing to give up a key lifestyle habit instead of the Internet for a year

—0% & » I &
86 77 69 66 61 42 23 16

Fast food Satellite Alcohol Chocolate Coffee Exercise Car Sex
navigation

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; EC; H2; IE Market Research; IDS; INSEE; company reports; Eurostat; Forrester Research; AXCO; BCG analysis.

The Internet’s Impact on Small and Medium Enterprises (SMEs) in France

Historical three-year sales growth

cagin e Percentage of SMEs that added
0 s (percentage

Jjobs during the last three years?

87
. :
Medium- Low-Web and
Web No-Web

SMEs’ percentage of
private-sector
employment

Q0

SMES’ percentage of
private-sector turnover

96

High-Web

Medium-Web

Low-Web and
No-Web

Intensity of Web usage (percentage of SMEs using the Internet for a business activity) - /zigh-ll/vVef
ow-We
78
Website . . . . ) .
Online Search Blogging Social E-commerce Recruitment  Finance Paying  E-procurement
advertising engine. networking suppliers
optimization

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; EC; H2; IE Market Research; IDS; INSEE; company reports; Eurostat; Forrester Research; AXCO; BCG analysis.

1High-Web companies use a wide range of Internet tools to market, sell, and support customers, interact with suppliers, and empower employees; medium-Web
businesses market or sell goods or services online; low-Web businesses have a website or a social-networking site; no-Web businesses do not have a website.
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Germany'’s Internet Economy

i Comparison of Internet economy with
- i traditional industry sectors (percentage
of GDP)
GDP contribution . . Real estate
($bitlions) Gouernm'e'n't Manufacturing
201 0 seend:ng Wholesale and retail trade
e 14 o : Health care and social work
Public administration
Logistics
T%’g" Education
' 1| Construction
t| Financial services
L I utilities
Percentage of GDP Hotels and restaurants
Germany a Germany Mlnlng
G-20 G-20 Internet

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; EC; Eurostat; Forrester Research; H2; IE Market Research; AXCO; DB Research; FBS; GfK; IDC; BCG analysis.
Note: Some columns may not add up to total contributions due to rounding.

The Internet’s Impact on Commerce in Germany

$68 Research online,
$38 billion : purchase oﬁ’lme
billion (11.7%) : 2010
(7.1%) ;
> ® s e
o i PO
i . Dbillion online
P 2010 2016 . tlly
i total retail)
Total :
retail ;

bllllon

Newspaper Television Magazine  Out-ofhome Radio Online Online

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; EC; Eurostat; Forrester Research; H2; IE Market Research; AXCO; DB Research; FBS; GfK; IDC; BCG analysis.
Note: Percentages may not total 100 due to rounding.
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Germany’s Consumers Benefit from the Internet

D>—<]

Annual value What do ' E-mail
consumers 4

$3,857 General search

Perceived

Online banking
and investing

Percentage of people willing to give up a key lifestyle habit instead of the Internet for a year

-‘ﬁ&“g'
89 77 77 70 55 45 23 16 10

Fast food Satellite Alcohol  Chocolate Coffee Exercise Car Sex Shower
navigation

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; EC; Eurostat; Forrester Research; H2; IE Market Research; AXCO; DB Research; FBS; GfK; IDC; BCG analysis.

The Internet’s Impact on Small and Medium Enterprises (SMEs) in Germany

®
SMESs’ percentage of :  Historical three-year sales growth Percentage of SMEs that added
- priu%te—sectogr f : of SMEs (percentage)* : Jobs durﬁ;g he last three years?
employment : E
; : 93
§ High-Web § 82
§ Medium-Web : 57
: Low-Web and 5
: No-Web :
) 5 ; High- Mediym- Low-Web and
SMES’ percentage o : g
priuate—gector tu'rgnmﬂer : : eb Web No-Web
Intensity of Web usage (percentage of SMEs using the Internet for a business activity) . Tigh-J/VVef
ow-wei
d- O H H B: O
12 [E5 50 -
H H l 2 0 . 7 7. Ko
Website Online Search Blogging Social E-commerce Recruitment  Finance Paying  E-procurement
advertising engine. networking suppliers

optimization

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; EC; Eurostat; Forrester Research; H2; IE Market Research; AXCO; DB Research; FBS; GfK; IDC; BCG analysis.

1High-Web companies use a wide range of Internet tools to market, sell, and support customers, interact with suppliers, and empower employees; medium-Web
businesses market or sell goods or services online; low-Web businesses have a website or a social-networking site; no-Web businesses do not have a website.
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India’s Internet Economy

‘_ 20 1 6 Comparison of Internet economy with
@ traditional industry sectors (percentage
[N ne 11 of GDP)
. (]
. Agriculture
G DI.J gontnbutlon - fogrestry, and fishing
($billions) g g Financial services,

real estate, insurance,
and business services

201 0 Government Hotels and restaurants
spending

0

o Manufacturing
e 2 o-" ; : Social and personal services
i 12 o-nnnn Investment ---="
14 ®----- Consumption ---- : Construction
41 Omomom: Net exports -------- ° Logistics and communications
booers )
’ i Mining
Percentage of GDP :
India India : Utilities
G-20 G-20 ’ Internet

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; H2; Reserve Bank of India; Indian government; Telecom Regulatory Authority of India; NASSCOM; MediaNama; Trendstream; BCG
analysis.

Note: Some columns may not add up to total contributions due to rounding.

The Internet’s Impact on Commerce in India

C ]
:
$84 Research online,
billion purchase offline
(4.5%) : 2010
$7 .
billion :
(0.9%) : $6 $78
o / . per
Online 2016 : billion online
retail 2010 i (0.8% of user
i total retail)
Total :
retail

Television Newspaper ~ Out-of-home Radio Magazine Online Online
Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; H2; Reserve Bank of India; Indian government; Telecom Regulatory Authority of India; NASSCOM; MediaNama; Trendstream; BCG
analysis.
Note: Percentages may not total 100 due to rounding.
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India’s Consumers Benefit from the Internet

®
®
Y
Annual value What do E-mail
consumers 7
value?

$414 BPE 346 B g —

Consumer ’ General search
surplus ?

= B @ '

Online banking
and investing

$494

Perceived
value

Percentage of people willing to give up a key lifestyle habit instead of the Internet for a year

'z—ﬁ ® |

63

6 33

71 3

Satellite Alcohol Fast food  Chocolate Coffee Exerc:se Car Shower Sex
navigation

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; H2; Reserve Bank of India; Indian government; Telecom Regulatory Authority of India; NASSCOM; MediaNama; Trendstream; BCG
analysis.

The Internet’s Impact on Small and Medium Enterprises (SMEs) in India

SMES’ percentage o Historical three-year sales growth Percentage of SMEs that added
% pr/u%te Sectaqr f of SMEs (percentage)* Jjobs durﬁ:g he last three years?
employment

100

98
. :
Medium- Low-Web and
Web No-Web

High-Web
Medium-Web
: Low-Web and 5
No-Web

SMEs’ percentage of GDP

Intensity of Web usage (percentage of SMEs using the Internet for a business activity) - /Zigh-ll/vVei?
ow-We
H H I I H H . 1 H —
Website Online Search Blogging Social E-commerce Recruitment  Finance Paying Eprocurement
advertising engine networking suppliers
opt/m/zat/on

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; H2; Reserve Bank of India; Indian government; Telecom Regulatory Authority of India; NASSCOM; MediaNama; Trendstream; BCG
analysis.

1High-Web companies use a wide range of Internet tools to market, sell, and support customers, interact with suppliers, and empower employees; medium-Web
businesses market or sell goods or services online; low-Web businesses have a website or a social-networking site; no-Web businesses do not have a website.
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Indonesia’s Internet Economy

2 1 i Comparison of Internet economy with
- i traditional industry sectors (percentage
.. i of GDP)
2 k : .
GDP contribution Manufacturing
($billions) : :
: : ; Agriculture
Gouerréjment : : E
201 0 sP e'n ng ] : Hotels and restaurants
' Mining
Construction
Services
: Financial services, real estate,
L : : and business services
Logistics and communications
Percentage of GDP : g
el Indonesia . Electricity, gas, and water

G-20 G-20 Internet

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Magnaglobal; CCB; APEC; PTIK; Nielsen; IDC; Statistics Indonesia; H2;
Indikator TIK 2010; BCG analysis.
Note: Some columns may not add up to total contributions due to rounding.

The Internet’s Impact on Commerce in Indonesia

4
$2 Research online,
billion : purchase offline
$0.4 (0.3%) 2010
billion ‘
(0.1%) /S : -
] - $1 per
Online 2016 i billion online
retail 2010 i (0.3%of user
! total retail)
Total ‘
retail

Percentage of total advertising expenditures in 2010

@
a

Television Newspaper Out-ofhome  Magazine Radio Online Online

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Magnaglobal; CCB; APEC; PTIK; Nielsen; IDC; Statistics Indonesia; H2;
Indikator TIK 2010; BCG analysis.
Note: Percentages may not total 100 due to rounding.
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Indonesia’s Consumers Benefit from the Internet

Annual value What do
consumers
value?

$364

Consumer
surplus

$459

Perceived
value

94

Cost

Online banking
and investing

IIMV

it e

78 76 75 73 52
Alcohol ~ Chocolate ~ Shower Satellite Coffee Fast food Exercise Car Sex
navigation

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Magnaglobal; CCB; APEC; PTIK; Nielsen; IDC; Statistics Indonesia; H2;
Indikator TIK 2010; BCG analysis.
Note: Due to rounding, perceived value does not total consumer surplus plus cost.

The Internet’s Impact on Small and Medium Enterprises (SMEs) in Indonesia

®
(
- SMES’ percentage o Historical three-year sales growth : Percentage of SMEs that added
pr/u%te Sectaqr f of SMEs (percentage : jObS durﬁlg he last three years?
employment :

I-livgh- Medium- Low-Web and
eb b

§ High-Web
Medium-Web
: Low-Web and
No-Web

SMEs’ percentage of GDP

Web No-We
Intensity of Web usage (percentage of SMEs using the Internet for a business activity) - "Zigh-v?//ef
ow-We
100
79 75 6 63
H I I l 10 7 8l o 3
Website Online Search Blogging Social E-commerce Recruitment  Finance Paying  E- procurement
advertising engine networking suppliers

optimization

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Magnaglobal; CCB; APEC; PTIK; Nielsen; IDC; Statistics Indonesia; H2;
Indikator TIK 2010; BCG analysis.

'High-Web companies use a wide range of Internet tools to market, sell, and support customers, interact with suppliers, and empower employees; medium-Web
businesses market or sell goods or services online; low-Web businesses have a website or a social-networking site; no-Web businesses do not have a website.
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Italy’s Internet Economy

1° i Comparison of Internet economy with
l ( i traditional industry sectors (percentage
of GDP)
GDP contribution gﬁglbejg%gss services
($billions) Manufacturing

Government Wholesale and retail trade

" spending =vvtoe Public administration and defense

: Health and social work

Construction

Education
Travel and tourism
Restaurants
Agriculture

Utilities

Logistics

Percentage of GDP
Italy

Communications

H

H

H

H

H

H

H

H

i Financial services
H

'

H

L

H

1

1

i Mining

G-20 G-20 ' Internet
Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Italian National Institute of Statistics (Istat); Politecnico di Milano (Polimi); Confindustria; Forrester Research; company reports; Assinform;

BCG analysis.
Note: Some columns may not add up to total contributions due to rounding.

The Internet’s Impact on Commerce in Italy

@
1 4

Research online,

$20 billion purchase offliné
billion (8.0%) | 2010
(3.4%) :

5 $1,499
® . $48 per
Online 2016 i billion online
retail 2010 : (8.4% Of user

i total retail)
Total :
retail ‘

Percentage of total advertising expenditures in 2010

Television Newspaper Magazine Radio Out-of-home

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Italian National Institute of Statistics (Istat); Politecnico di Milano (Polimi); Confindustria; Forrester Research; company reports; Assinform;
BCG analysis.

Note: Percentages may not total 100 due to rounding.
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Japan’s Internet Economy

¢ i Comparison of Internet economy with
. traditional industry sectors (percentage
:  ofGDP)
H °
GDP contribution : ; Public and
($billions) e S ; : personal services
: i : Manufacturing
201 0 Government 3 : ] . . .
e spending ¢ : : : Real estate and business services
32 : : Wholesale and retail trade,
! 80 ' : : hotels, and restaurants
' o i Public administration
TOTAL Omesess Investment " Logistics and communications
2 ) Construction
! .- Consumption ---- : : oo )
: : : i Finance and insurance
Ymes —7 oo Net exports -------- e Electricity, gas, and water
Percentage of GDP Agriculture
Japan Japan i i Mining
G-20 G-20 E Internet

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Japanese government; IDC; FCR; Nomura Research Institute; Nielson; Japan External Trade Organization (JETRO); Dentsu; BCG analysis.
Note: Some columns may not add up to total contributions due to rounding.

The Internet’s Impact on Commerce in Japan

C )
. $'1$8 : Research online,
b?lﬁgn [(’é{gf%' i purchgse 3ﬁ‘line’
(4.3%) ' :
$1,387
() ' 2016 i $.139 per
Online i billion online
retail 2010 L (6.7% of user
i total retail)
Total :
retail

Percentage of total advertising expenditures in 2010

e

Television Newspaper Out-ofhome  Magazine Radio Online Online

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Japanese government; IDC; FCR; Nomura Research Institute; Nielson; Japan External Trade Organization (JETRO); Dentsu; BCG analysis.
Note: Percentages may not total 100 due to rounding.
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Japan’s Consumers Benefit from the Internet

® - . DX

Annual value What do E-mail
consumers 7
value?

$1,446

Perceived
value

Online banking
and investing

Percentage of people willing to give up a key lifestyle habit instead of the Internet for a year

s iﬁﬂ - liil@&f; '| P v ‘!!i i
8 8 85 74 70 60 56 44 17

Satellite Chocolate  Fast food Coffee Alcohol Exercise Sex Car Shower
navigation

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Japanese government; IDC; FCR; Nomura Research Institute; Nielson; Japan External Trade Organization (JETRO); Dentsu; BCG analysis.

The Internet’s Impact on Small and Medium Enterprises (SMEs) in Japan

[ ]
SMESs’ percentage of i  Historical three-year sales growth Percentage of SMEs that added
® priu%te-secto%f f : of SMEs (percentage)* : Jobs durﬁlg he last three years?
employment : :
: , 94
: 53| High-web : 73
—4 | Medium-Web 54
Low-Web and
: No-Web b
SMEs’ percentage of : : . .
rivate-sector turnover : ! High- Medium- Low-Web and
. : : eb Web No-Web
Intensity of Web usage (percentage of SMEs using the Internet for a business activity) L fzigh-x/Vef
ow-We
88 56
7 12 9 m 2 56 B4 51 B
Website Online Search Blogging Social E-commerce Recruitment  Finance Paying  E-procurement
advertising engine networking suppliers

optimization

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Japanese government; IDC; FCR; Nomura Research Institute; Nielson; Japan External Trade Organization (JETRO); Dentsu; BCG analysis.
*High-Web companies use a wide range of Internet tools to market, sell, and support customers, interact with suppliers, and empower employees; medium-Web
businesses market or sell goods or services online; low-Web businesses have a website or a social-networking site; no-Web businesses do not have a website.
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Mexico’s Internet Economy

()
Bk

Comparison of Internet economy with
traditional industry sectors (percentage

of GDP)
GDE gontnbutlon P ' : Manufacturing
($billions) 8 !
! : ; Hotels and restaurants
Government ! :
spending : : Financial services,
e ! insurance, real estate,
. ! and business services
. : Mining
Investment ---- : Construction
Consumption --- : Logistics and communications
o :
Net exports -------- : ‘ ,
: | Public and personal services
: Agriculture, forestry, and fishing
Percentage of GDP Wi :
Mexico + Electricity, gas, and water
G-20 G-20 * Internet

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Banco de México; INEGI; company reports; BCG analysis.
Note: Some columns may not add up to total contributions due to rounding.

The Internet’s Impact on Commerce in Mexico

C ]
l ( $10 Research online,

billion purchase offline
$2 (1.6%) 2010

%”3'%, /7 E
0 5

’ : $706

- Y 2016 L pe

i i billion online
Online :

eial 2010 L (5.8% of user

i total retail)

Total
retail

billion

Television Radio Out-ofhome  Newspaper Magazine Online Online

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Banco de México; INEGI; company reports; BCG analysis.
Note: Percentages may not total 100 due to rounding.
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Russia’s Internet Economy

¢ 2 0 1 6 Compatrison of Internet economy with
i traditional industry sectors (percentage
L 5 - ofeom
GDP contribution ‘ - N : Ir/ggzc;fetsrggzeand
($billions) peL : Processing
Gouem’ment Real estate
spending : ! Mining
% 3 Logistics and communications
. Public administration
o i Construction
: Investment ---* " Financial services
Energy, gas, and water
Consumption ---= Agriculture
% Net exports -------- o Health care
: +| Education
Percentage of GDP Hotels and restaurants
Russia Russia Fishing
G-20 G-20 E Internet

Sources: Economist Intelligence Unit (EIU); Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Central Control Directorate (GKU); ITU; Datamonitor; HSE; InSales; IDC; TNS; company reports; BCG analysis.
Note: Some columns may not add up to total contributions due to rounding.

The Internet’s Impact on Commerce in Russia

C
- $43 Research online,
billion : purchase offline
$12 (3.2%) 2010
billion ‘
E ' : $670
() /7 : $33 per
Online 2016 i billion online
retail 2010 i (4.8%of user
! total retail)
Total ‘
retail

Percentage of total advertising expenditures in 2010

@
—2
|

Television Out-ofhome  Newspaper Magazine Radio Online

Sources: Economist Intelligence Unit (EIU); Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Central Control Directorate (GKU); ITU; Datamonitor; HSE; InSales; IDC; TNS; company reports; BCG analysis.
Note: Percentages may not total 100 due to rounding.
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Russia’s Consumers Benefit from the Internet

@
- o
consumers
Annual value value?

$1197 [ 002

Perceived surplus

value
$196

Percentage of people willing to give up a key lifestyle habit instead of the Internet for a year

‘gﬁ lﬂ!nvmj

88 85

Fast food  Satellite Alcohol ~ Chocolate Coffee Exercise Car Sex Shower
navigation

Sources: Economist Intelligence Unit (EIU); Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Central Control Directorate (GKU); ITU; Datamonitor; HSE; InSales; IDC; TNS; company reports; BCG analysis.
Note: Due to rounding, perceived value does not total consumer surplus plus cost.
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Saudi Arabia’s Internet Economy

1! — Comparison of Internet economy with

B traditional industry sectors (percentage

— of GDP)
GDP contribution i Oe Mining
($billions) '5 Public administration

‘ Nonoil manufacturing
Government
spending Wholesale trade and restaurants

Construction
g Financial services and real estate
Financial services nondwellings
Logistics and communications

Oil manufacturing

Agriculture, forestry, and fishing

Social services

Percentage of GDP

Saudi
Arabia

Saudi Electricity, gas, and water

Arabia Mining and quarrying (nonoil)

G-20 G-20 Internet

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD); CCB;
Saudi Arabia Central Department of Statistics and Information; Arab Advisors Group; Pyramid Research; IEMR; company reports; World Bank; BCG analysis.
Note: Some columns may not add up to total contributions due to rounding.

The Internet’s Impact on Commerce in Saudi Arabia

$15 Research online,
billion : purchase offline
$3 (8.0%) : 2010
o g @
.9%, :
Online ' $5 $r;1ezr4
retail 2016 . billion online
2010 (4.7% Of user
Total i total retail)
retail :

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD); CCB;
Saudi Arabia Central Department of Statistics and Information; Arab Advisors Group; Pyramid Research; IEMR; company reports; World Bank; BCG analysis.
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South Africa’s Internet Economy

N4 i Comparison of Internet economy with
> i traditional industry sectors (percentage
7~ N :  of GDP)

GDP contribution : Financial services, real

e N e i estate, and business services
($billions) 0 :

: 0 Manufacturing
Government ; ) o
spendmg i Public administration
Wholesale and retail trade,
_____ ’ : hotels, and restaurants
: Logistics and communication
: Investment --- : :
Personal services
Consumption ---- : i Mining
i 4 Construction
- Net exports :
Agriculture, forestry, and fishing

Percentage of GDP :

South i?gég Electricity, gas, and water

Africa a '

G-20 G-20 " Internet

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Statistics South Africa; IEMR; Pyramid Research; World Wide Worx; company reports; World Bank; World Trade Organization; BCG analysis.
Note: Some columns may not add up to total contributions due to rounding.

The Internet’s Impact on Commerce in South Africa

C
>>— -
A bﬁ4 Research o%lline,
illion purchase offline
$2 (1.5%) 2010
billion
(1.2%) / CYEr
o / 5 $2 per
oz 2016 . billion online
retail 2010 i (1.2% of user
i total retail)
Total :
retail

Television Newspaper Radio Magazine Out-of-home Online Online

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Statistics South Africa; IEMR; Pyramid Research; World Wide Worx; company reports; World Bank; World Trade Organization; BCG analysis.
Note: Percentages may not total 100 due to rounding.
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South Africa’s Consumers Benefit from the Internet

o

N
k What do . @
consumers E-mail

Annual value value?
® General search
$1,215
Consumer
surplus

$400 * Online bankmg

and investing

$1,615

Perceived
value

Percentage of people willing to give up a key lifestyle habit instead of the Internet for a year

‘fﬁ llgﬂ@

81

Satellite Fast food Alcohol Chocolate Coﬁee Exercise Sex Shower Car
navigation

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Statistics South Africa; IEMR; Pyramid Research; World Wide Worx; company reports; World Bank; World Trade Organization; BCG analysis.
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South Korea’s Internet Economy

@ y . Comparison of Internet economy with
Y S ! o .
. i traditional industry sectors (percentage
S of GDP)
GDP contribution ) Manufacturing
($billions) P 3 ' . .
; : Public and personal services
Government  ; ; : . )
2 01 0 spending : : i Real estate and business services
PRty 3 o : ' i1 Wholesale and retail trade, hotels,
: § « and restaurants
Investment ---  Finance and insurance
i Construction
nsumption ---- v s . . .
Consumptio : i Public administration
! Logistics
20 Net exports -------- 8 Agriculture
N . : :
Percentage of GDP i Electricity, gas, and water
South South : Mining
Korea a Korea ! :
G-20 G-20 5 Internet

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Korea National Statistics Office; IE Market Research; Bank of Korea; Korea Internet Security Agency (KISA); company reports; BCG analysis.
Note: Some columns may not add up to total contributions due to rounding.

The Internet’s Impact on Commerce in South Korea

///.‘%‘

> Rese%rch o%ine,
urchase offline
$23 U036
billign
S $1,099
[ ) $44 p[qr
Online 2016 billion online
retail 2010 (13.0% of user
i total retail)
Total
retail

Television Newspaper Out-of-home Magazine Radio Online Online

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Korea National Statistics Office; IE Market Research; Bank of Korea; Korea Internet Security Agency (KISA); company reports; BCG analysis.
Note: Percentages may not total 100 due to rounding.
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South Korea’s Consumers Benefit from the Internet
C ]
Y g N
9. Y. - )
Annual value What do ’
consumers

value? o o . @

$824

Perceived
value

Online banking
and investing

Percentage of people willing to give up a key lifestyle habit instead of the Internet for a year
&
=0T &e@4
il
84 83 74 70 69 50 43 41 25
Chocolate  Fast food Satellite Coffee Alcohol Exercise Car Sex Shower

navigation

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Korea National Statistics Office; IE Market Research; Bank of Korea; Korea Internet Security Agency (KISA); company reports; BCG analysis.
Note: Due to rounding, perceived value does not total consumer surplus plus cost.

The Internet’s Impact on Small and Medium Enterprises (SMEs) in South Korea

()
Y N . L :
N SMESs’ percentage of :  Historical three-year sales growth Percentage of SMEs that added
\;.,;., priulz‘(te-sectégr f ] of SMEs (percentage)? : Jjobs durﬁ:g he last three years?
- employment : :
§ i 94 91
High-Web 70
: Medium-Web :
] Low-Web and 3
: No-Web :
SMES’ percentage of High- Medium- Low-Web and
gross industrial output : : eb Web No-Web
Intensity of Web usage (percentage of SMEs using the Internet for a business activity) - ’Zigh_v%?
ow-Wei
18 78 75
s Online Search Blogging Social E-commerce Recruitment  Finance Paying  E-procurement
advertising engine networking suppliers

optimization

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Korea National Statistics Office; IE Market Research; Bank of Korea; Korea Internet Security Agency (KISA); company reports; BCG analysis.
'High-Web companies use a wide range of Internet tools to market, sell, and support customers, interact with suppliers, and empower employees; medium-Web
businesses market or sell goods or services online; low-Web businesses have a website or a social-networking site; no-Web businesses do not have a website.
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Turkey’s Internet Economy

1 Comparison of Internet economy with
C* traditional industry sectors (percentage
_____ . of GDP)
R °
GDP contribution o Manufacturing
($billions) o Logistics

Government

2010 "

Ownership and dwellings
Wholesale and retail
Agriculture and fishing
Real estate
Public administration
Construction
Financial services
Education
Hotels and restaurants
Electricity, gas, and water
Health care and social work
Mining

JereT 3
.
’

-1 Osescase Net exports -------- o

Percentage of GDP
Turkey Turkey

G-20 G-20 ' Internet

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Turkish Statistical Institute; Turkish Telecommunication Authority; World Economic Forum; BCG analysis.
Note: Some columns may not add up to total contributions due to rounding.

The Internet’s Impact on Commerce in Turkey

C ]
E
$9 Research online,
billion : purchase offline
$2 (1.1%) 2010
billion :
(0.6%) / : i
() / E $3 7 per
Online 2016 i billion online
retail 2010 i (8.5%of user
! total retail)
Total ‘
retail

Percentage of total advertising expenditures in 2010

=

e

ews =

Television Newspaper Out-of-home Radio Magazine

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Turkish Statistical Institute; Turkish Telecommunication Authority; World Economic Forum; BCG analysis.
Note: Percentages may not total 100 due to rounding.
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Turkey’s Consumers Benefit from the Internet

[ ]
.
General search
Annual value What do
consumers
value? 4 g
$540 E-mail

Perceived
value

Online banking
and investing

Percentage of people willing to give up a key lifestyle habit instead of the Internet for a year

’Y-uﬁ IIQV

82 32 23 19

Satellite Alcohol Fast food Choco[ate Coﬁee Exerc:se Car Sex Shower
navigation

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Turkish Statistical Institute; Turkish Telecommunication Authority; World Economic Forum; BCG analysis.

The Internet’s Impact on Small and Medium Enterprises (SMEs) in Turkey

C* SMEs’ percentage of
private-sector
employment

Historical three-year sales growth Percentage of SMEs that added
of SMEs (percentage) . ; Jjobs during the last three years?

95
High-Web ot

: 78
Medium-Web

Low-Web and
No-Web

SMES’ percentage o High- Medium- Low-Web and
private- s%ctor turgnoujgr eb Web No-Web

Intensity of Web usage (percentage of SMEs using the Internet for a business activity) . /Zigh-l}/VVef
ow-We
()
HHI”.HH.“ . B,
Website Online Search Blogging Social E-commerce Recruitment  Finance Paying  E-procurement
advertising engine networking suppliers

optlmlzatlon

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; Turkish Statistical Institute; Turkish Telecommunication Authority; World Economic Forum; BCG analysis.

'High-Web companies use a wide range of Internet tools to market, sell, and support customers, interact with suppliers, and empower employees; medium-Web
businesses market or sell goods or services online; low-Web businesses have a website or a social-networking site; no-Web businesses do not have a website.
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The U.K. Internet Economy

_ 2016

Zala\

Comparison of Internet economy with
traditional industry sectors (percentage
of GDP)

Real estate and
business services

L
GDP contributi
contribution i Wholesale and retail

L Gouernr'r;ent :
($billions) spending :

g
g

Manufacturing

Financial services
Health care and social work

5 '

Investment - : Construction

i Education
: Public administration

Logistics
! Utilities
! Hotels and restaurants

Communications
i Mining
i Agriculture

Percentage of GDP
UK.

G-20 G-20 : Internet

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Eurostat; Organisation for Economic Co-operation and Development
(OECD); Magnaglobal; CCB; U.K. Office for National Statistics (ONS); H2; IMRG; IDC; GfK; IE Market Research; BCG analysis.
Note: Some columns may not add up to total contributions due to rounding.

The Internet’s Impact on Commerce in the U.K.

)
N LA
2 NN lﬁﬁiﬁ, : Research online,
$102 (23.0%) | BRI
billion :
Y E $1,641
o . 387 per
Online 2016 i billion online
retail 2010 ' (11.5% of user
i total retail)
Total :
retail ‘

Television Newspaper Magazine  Out-of-home Radio Online Online

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Eurostat; Organisation for Economic Co-operation and Development
(OECD); Magnaglobal; CCB; U.K. Office for National Statistics (ONS); H2; IMRG; IDC; GfK; IE Market Research; BCG analysis.
Note: Percentages may not total 100 due to rounding.

THE BOSTON CONSULTING GROUP ‘ 29



U.K. Consumers Benefit from the Internet

]

NY =~

Z1 N , ><]
Annual value What do s E-mail

consumers
value?

$3,753

Perceived
value

Online banking
Ce and investing

Percentage of people willing to give up a key lifestyle habit instead of the Internet for a year

~DE8=wY 1 o=
91 84 78 76 65 47 25 21

Fast food Satellite  Chocolate Coffee Alcohol Exercise Sex Car
navigation

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Eurostat; Organisation for Economic Co-operation and Development
(OECD); Magnaglobal; CCB; U.K. Office for National Statistics (ONS); H2; IMRG; IDC; GfK; IE Market Research; BCG analysis.

The Internet’s Impact on Small and Medium Enterprises (SMEs) in the U.K.

®
N L SMES’ percentage of Historiggsl At;t(ee— ear satles gowth : Pegcegtage thA[AE% ttf;;at addedl
S rivate-sector ] 0 s (percentage ! Jobs during the last three years
Z 1 1NN pemployment : o
§ High-Web 75
Medium-Web 51
; Low-Web and
No-Web
SMES’ percentage o High- Medium- Low-Web and
priuate—sezctor turgnouJ;r : eb Web No-Web
Intensity of Web usage (percentage of SMEs using the Internet for a business activity) ] IZigh-J/VVel?
ow-We
23 22 78
H H a-" 9! H H: B~ M @
Wittt Online Search Blogging Social E-commerce Recruitment  Finance Paying  E-procurement
advertising engine networking suppliers

optimization

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Eurostat; Organisation for Economic Co-operation and Development
(OECD); Magnaglobal; CCB; U.K. Office for National Statistics (ONS); H2; IMRG; IDC; GfK; IE Market Research; BCG analysis.

1High-Web companies use a wide range of Internet tools to market, sell, and support customers, interact with suppliers, and empower employees; medium-Web
businesses market or sell goods or services online; low-Web businesses have a website or a social-networking site; no-Web businesses do not have a website.
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The U.S. Internet Economy
) . .
: Comparison of Internet economy with

traditional industry sectors (percentage
of GDP)

Public administration
Real estate
Manufacturing
Wholesale and retail trade
Finance and insurance

Health care

: Oconoconocan Professional, scientific

» Information and technical services

: Construction

! Logistics

! Waste management

Accomodation and food services

GDP contribution
($billions) RS o

Government
. spending e

: i Mining
7 : | Utilities
11 Ozoocoos Net exports -------- . i Business services
; i Education
Percentage of GDP : ! Agriculture

U.Ss.

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; U.S. Bureau of Labor Statistics; U.S. Small Business Administration; PC; Forrester Research; H2; Fitch; World Economic Forum; BCG
analysis.

Note: Some columns may not add up to total contributions due to rounding.

i Arts, entertainment, and recreation

G-20 G-20 : Internet

The Internet’s Impact on Commerce in the U.S.

)
$252 $456 Research online,
billion billion : purchase offline
(5.0%) (7.1%) 2010
o ’ I . $482
Online 2010 2016 i billion
retail L (9.6 % of
: total retail)
Total !
retail ]

Television Newspaper Magazine Radio Out-of-home Online
Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; U.S. Bureau of Labor Statistics; U.S. Small Business Administration; PC; Forrester Research; H2; Fitch; World Economic Forum; BCG
analysis.

Note: Percentages may not total 100 due to rounding.
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U.S. Consumers Benefit from the Internet

!

General search

Annual value What do
consumers
value?

$3,000

Perceived
value

Online banking

Cost and investing

Percentage of people willing to give up a key lifestyle habit instead of the Internet for a year

-‘ﬁ |'E

84 83 7

Satellite Fast food Chocola te Alcoho[ Coﬁ‘ee Exerc:se Sex Car Shower
navigation

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; U.S. Bureau of Labor Statistics; U.S. Small Business Administration; PC; Forrester Research; H2; Fitch; World Economic Forum; BCG
analysis.

The Internet’s Impact on Small and Medium Enterprises (SMEs) in the U.S.

C
: SMES’ percentage o : Historical three-year sales growth Percentage of SMEs that added
prlu%te sectogr f : of SMEs (percentage) . ! Jobs dur§7g he last three years?
employment : E
: 24
High-Web 18
] Medium-Web 13
: Low-Web and
: No-Web
SMES’ percentage o High- Medium- Low-Web and
private- spector tuF%ou];r : eb Web No-Web
Intensity of Web usage (percentage of SMEs using the Internet for a business activity) L ’Zigha//VeéJ
ow-vve
63
MH..MH
et Online Search Blogging Social E-commerce Recruitment  Finance Paying  E-procurement

advertising engine. networking suppliers
optimization

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; U.S. Bureau of Labor Statistics; U.S. Small Business Administration; PC; Forrester Research; H2; Fitch; World Economic Forum; BCG
analysis.

1High-Web companies use a wide range of Internet tools to market, sell, and support customers, interact with suppliers, and empower employees; medium-Web
businesses market or sell goods or services online; low-Web businesses have a website or a social-networking site; no-Web businesses do not have a website.
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The Internet Economy in the EU-27
i Top ten national contributions to
201 6 i Internet GDP (percentage of the
i Internet GDP of the EU-27)
I i UK. 30.0

GDP contribution
$billions s
‘ ) Government Germany 16.1
2010 H
-o France 11.8
98 o
Italy 7.1

Netherlands 5.7

Spain 5.7
Sweden 5.0
Percentage of GDP Denmark 3.0
EU-27 EU-27
Poland || 2.4
Belgium | 2.0

G-20 G-20

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; BCG analysis.
Note: Some columns may not add up to total contributions due to rounding.

The Internet’s Impact on Commerce in the EU-27

C ] .
L, i Top ten national contributions to online retail (percentage
g i of total online retail for the EU-27
ir* . ** $.6.50 : f f )
289 billion UK. 35.1
Iﬁllion (10.8%) : Germany 13.3
(5.7%) . France 9.3
' Sweden 6.8
) ' : Italy 6.7
i : Spain 5.1
?gt[g?le 2010 2016 Netherlands 5.0
: Denmark 4.0
Total : Finland 2.4
retail : Ireland 2.3

Percentage of total advertising expenditures in 2010

$20 2%
billion CAG R

Television Newspaper Magazine  Out-of-home Radio Online

He
IM

Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);
Magnaglobal; CCB; BCG analysis.
Note: Percentages may not total 100 due to rounding.
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Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);

Magnaglobal; CCB; BCG analysis.

Note: The index is scaled so that the geometric mean is 100 for the 34 OECD member countries. The scores of several countries were derived due to lack of
complete data. The categories of Internet intensity-nascent natives, natives, players, and laggards—are illustrated in Exhibit 3 of this report. Graph excludes

Bulgaria, Cyprus, Latvia, Lithuania, Malta, and Romania.

How the EU-27 Economies Stack Up on the Components of BCG’s e-Intensity Index
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(a measure of Internet involvement
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Sources: Economist Intelligence Unit; Ovum; Gartner; Euromonitor International; Organisation for Economic Co-operation and Development (OECD);

Magnaglobal; CCB; BCG analysis.

Note: The indices were scaled so that the geometric mean is 100 for the 34 OECD members. The scores of several countries were derived due to lack of
complete data. Graph excludes Bulgaria, Cyprus, Latvia, Lithuania, Malta, and Romania.
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