BEYOND 4=}

www.beyondroi.com

Online Advertising Reboom

July 2004

eMarketer projects that US online advertising spendill hit $9.1 billion this year —
$1 billion more than its previous high in 2000tte height of the dot-com boom.

According to eMarketer's just released report, pdr&ling in the US, after the
precipitous 15.8% drop in 2002 for US online adnsjpeg, the path back has been more
like Lance Armstrong cycling the Alps in the Towr Brance — steep and rapidly
upwards. With a 20%-plus growth rate last year, thedsame expected this year and
next, eMarketer sees Internet ad spending surga$sih billion by the end of 2005.

"The interactive ad industry is growing, and brcaadis the driver” says eMarketer's
Senior Analyst, David Hallerman, author of the mept®ur research shows that high-
speed users spend more time and money online. Mbtdband usage reaching critical
mass, companies are now investing more heavilypid gearch and rich media
advertising while spending less on other forms etiia.” eMarketer is not the only
researcher predicting growth. Most other leadirsggagchers support eMarketer's view.
Predictions made in 2003 by Forrester ResearchPgret Jaffray both indicate online ad
spending in the US should rise by 20% or more ©42@ more recent projection by
Universal McCann, whose chief forecaster Bob Caenlieen analyzing ad spending
since the Truman Administration, also has this ‘gdaternet ad spending at the 20%
mark.
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Though paid search leads all media among markeigirse, accounting for nearly 40%
of online ad spending, eMarketer predicts that nedia will see increasingly high
growth as more companies invest in online brandgprtunities such as display ads.

"High-speed access improves everyone's online e, enabling the use of more
complex graphics, allowing access to content onadehand generally making the
Internet more useful in every-day life,” says Malldrman.

Industry leaders cited in the report say that reresrto fund online ad growth will come
from newspaper and television advertising budgetsyell as overall increases in ad
spending.

The New York Times Company is an example. With praps in newspapers, television,
and interactive media, the company announced ie that ad revenues in the first half of



2004 versus the same period in 2003 grew by j@86&cross the company and 0.8% in
the newspaper group while revenues in the TimegdDigjvision soared by 39.8 percent.
Mr. Hallerman says, "Without question, network ¥&eon and newspapers' piece of the
ad spending pie will be cut in the next three we fyears, with some suggesting it could
be by as much as 30% or 40% percent."



