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Introduction

The new Web is a very different thing. It is a tool for bringing together the
small contributions of millions of people and making them matter.

—From Time, “Time’s Person of the Year: You,” by Lev Grossman, Dec. 13, 2006

| wrote in the introduction of our last landscape report, Perceptions of Libraries

and Information Resources (2005), that the report “didn’t challenge as much as it
confirmed” what we knew about library use, the library brand and the ever-growing
appetite for Internet information services. The Perceptions study confirmed our belief
that “Googling” and Internet search engines had gone from fads to phenomena to
infrastructure, and that libraries had to reach out to users on the Internet—not wait,
or hope, for users to find the library in the rapidly expanding universe of digital
information resources. With “books” as the dominant perception (brand) of libraries,
users were comfortable with the occasional trip to the library to find a book of
interest, but were more than comfortable substituting a visit to Yahoo! or MSN or
Google for a visit to the library to get quick access to digital information. And
information consumers were confident that what they found on the Internet was

as credible and as trustworthy as information obtained from a library.

Eighteen months later, the story is in many ways the same. Users remain confident
and comfortable with Internet information resources and libraries are still seen
primarily as a source of books. No surprise—and no retreat.

But of this report, Sharing, Privacy and Trust in Our Networked World, | must say

that our research doesn’t “confirm as much as it challenges” us to think about the
Internet beyond “the search.” What comes next? What will information access and
library services look like on an Internet that has moved beyond simple search,
beyond corporate Web sites, past the library Web site, and beyond the blog? What

is it that motivates, even inspires, millions of users to spend hours online, not
searching for information, but creating information, building content and establishing
online communities? What drives users to not only contribute information, but to
contribute “themselves,” creating detailed personal profiles on social sites and
sharing that information to establish new relationships with hundreds of new virtual
friends? No longer accurately defined as “information consumers,” Internet users are
becoming “information producers” and will soon be the primary authors, producers
and architects of information on the World Wide Web.

In less than 24 months, social sites like MySpace, Mixi, Facebook and YouTube have
built a new “social Web,” connecting communities of hundreds of millions of users,
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Introduction

across much of the industrialized world. In June 2007, the world’s top three social
sites (YouTube, MySpace, Facebook) attracted more than 350 million people to their
Web sites, according to comScore. And, in September 2007, five of Alexa’s global top
ten Web sites were categorized as “social Web sites,” a classification that did not
appear in our survey results when we last reviewed the information landscape in
2005.

We know relatively little about what these emerging social Web communities will
mean for the future of the Internet or the possibilities they hold for library services on
the Internet. So it was an easy decision to select exploration of online social spaces
as the primary area of research for this latest scan of the information landscape.
What was a bit more challenging was to settle on the relevant aspects of social
spaces to study. Much has already been researched and written about the top social
sites like YouTube and MySpace, their founders and financiers. And from what we
observed on the surface, it appeared that much of what is happening on social sites
is unrelated to education or to library services. Many information professionals

| spoke with about our plans to study social networking saw little merit, educational
or otherwise, in what is happening on these sites. This piqued our interest. So we
decided to construct a study that explored the social networking attitudes and habits
of both end users and librarians.

Our study explores four primary areas:
1) User practices and preferences on their favorite social spaces

2) User attitudes about sharing and receiving information on social spaces,
commercial sites and library sites

3) Information privacy; what matters and what doesn’t

4) Librarian social networking practices and preferences; their views on
privacy, policy and the potential of social networks for libraries

We were pleased to again partner with Harris Interactive to conduct our online
surveys. We surveyed over 6,100 users, ages 14 to 84 from Canada, France,
Germany, Japan, the United Kingdom and the United States. While we surveyed

users in Canada, the United Kingdom and the United States for previous reports,

we were excited to expand our studies and learn more about online attitudes and
practices in Germany, France and Japan for the first time. We conducted these
surveys in German, French and Japanese. We also polled 382 U.S. library directors.
Unfortunately, the lack of an available online research pool of library directors
outside the United States limited our survey to U.S. directors, a shortcoming we hope
to reverse in future reports.

The report begins with a review of “Our Digital Lives” in 2007. Use of standard
Internet services (e-mail, search, online banking, etc.) is now widespread and
strikingly uniform across age groups, geographies and communities (i.e., urban,
suburban, rural) in the six countries surveyed. In fact, our findings suggest that it is
no longer very interesting to differentiate the habits of experienced (digital natives)
and novice (digital immigrants) Internet users. Nearly 90% of Internet users in the
geographies surveyed have been online four years or more and a quarter of users
have been online for a decade. The Internet is now familiar territory, and users are
looking for “what’s next.”
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Today, the term

social
networking

is being used in
new ways, but the
concepts behind it—
sharing content,
collaborating with
others and creating
community—are not
new.

Introduction

We review the origins of social networking in “Our Social Spaces” and explore the
use of social networking and social media sites across the six countries. Twenty-eight
percent (28%) of the online population surveyed have used a social networking site
in the last 12 months. We review users’ top motivations for selecting social sites,
what information they share, why they share, who they share with and why they
leave.

Much of our research concentrated on learning more about user attitudes regarding
privacy and trust online. In “Privacy, Security and Trust,” we explore social sites and
how user privacy and participation practices on these sites differ from participation
on commercial sites and library sites. We report concerns, and lack of concern, about
Internet privacy and security in general. What does information privacy mean to
users, and are their views changing? What are the implications for library services
and the promise of privacy?

In the chapter “U.S. Library Directors,” we compare and contrast U.S. librarian online
habits and attitudes with habits and attitudes of the U.S. general public. Our survey
finds that while librarians are using the same Internet resources as the general online
population (often at higher rates), their practices and attitudes about sharing, privacy
and trust differ substantially from the populations they serve.

We asked both users and library directors to share their thoughts about the potential
of combining the benefits of social spaces with the offerings of their libraries in
“Libraries and Social Networking.” What could social space(s) tailored for library
users, maybe largely built by library users, look like? Can/should the library provide
new services via social spaces that foster collaboration, community and trust across
the information landscape?

And finally, in-depth interviews with information services professionals across a
broad spectrum of the community were conducted to gain personal insights into
social networking, trust and privacy online. These early adopters of social networking
have been working collaboratively on the Web for many years, and they shared with
us both the practical and theoretical issues at stake. Selections from over 200 pages
of interviews can be found in “Beyond the Numbers.”

So what will come next? What will information access and library services look like
on an Internet that has moved beyond simple search, beyond corporate Web sites,
beyond the blog and beyond the traditional library Web site? We hope the findings
challenge our views of the role of “social” networks in the future of libraries. We also
hope that the user viewpoints revealed in the survey guide us as we build policies
and practices affecting access, privacy, sharing and participation to serve users who
are now both borrowers, and builders, of information in our networked world.

Ul %)

Cathy De Rosa

Vice President for the Americas and
Global Vice President of Marketing
OCLC
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Methodology

OCLC commissioned Harris Interactive, Inc. to field a blind study targeting two
primary audiences: the general public in six countries and library directors in the
United States. Harris drew a sample for the general public survey from the Harris Poll
Online (HPOL) panel and from members of online research panels managed by Harris
partner vendors. OCLC supplied Harris with a random sample of U.S. library directors.

A total of 6,545 respondents were surveyed between December 7, 2006 and
February 7, 2007. Respondents were 14 years or older.

The online survey for the general public was open to panelists in Canada, France,
Germany, Japan, the United Kingdom and the United States. The survey was
conducted in English in Canada, the United Kingdom and the United States. The
survey was conducted in French in France, German in Germany and Japanese in
Japan.

Harris used the HPOL for Canada, the United Kingdom and the United States samples
and executed samples from vendor partners in France, Germany and Japan. A total

of 6,163 members of the general public in the six countries completed the survey.
The following table shows the total general public respondents by country, age and
gender. Survey respondents were age 14 or older in Canada, Japan, the United
Kingdom and the United States. Due to local parental permission laws for surveys in
France and Germany, the youngest age of survey participants was 15 years of age.

Total General Public Respondents
By Gender, Age and Country

Total
General United United
Public Canada States Jap France Germany Kingdom
Total Respondents 6,163 921 1,801 804 821 846
Age
14/15t0 21 20% 15% 21% 27% 14% 17% 10%
22t0 49 53% 51% 49% 54% 68% 62% 51%
50+ 27% 34% 30% 19% 18% 21% 39%
Gender
Male 51% 48% 49% 54% 53% 52% 55%
Female 49% 52% 51% 46% 47% 48% 45%

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007.
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Methodology

Demographics of Survey Respondents

General Public Ty 51% Male 49% Female

United
Kingdom
Lerman Y. - s

8%
College Students

31%

Suburban

20%
14to0 21

27%
50+

33% Rural

22 to 49

24% Male 76% Female

Public 54% Acaemic 30%

Statistical margin of error +/- 1.3% at the 95% confidence level for the general public survey.
Age, gender, education and income data are representative of the online population for the general public.
Statistical margin of error +/- 5% at the 95% confidence level for the U.S. library director survey.
Library director data have not been weighted.
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Methodology

OCLC surveyed U.S. library directors as a separate sample audience. Harris
Interactive mailed 4,000 postcards to U.S. library directors inviting participation

in the survey. Each invitation included the online survey URL and unique log-in
information to verify each respondent’s completion. The online survey consisted of
the same questions as administered to the general public with additional questions
relevant to library professionals. In total, 382 library directors from academic, public,
community college, K-12 school and special libraries completed the survey online.

The collected general public survey data have an overall statistical margin of error
of +/- 1.3% at the 95% confidence level for the online population in the countries
surveyed. The online population may or may not represent the general population of
each country surveyed. The collected librarian survey data have an overall statistical
margin of error of +/— 5% at the 95% confidence level for the U.S. online population.

Based on statistics from www.internetworldstats.com, the following table shows the
percentage of residents in the countries surveyed who have Internet access (the
online population). The table also provides Internet access growth over the last seven
years.

Internet Users from Internet World Stats

United
Canada United States JELEL] France Germany Kingdom
Population (2007 est.) 32,440,970 301,967,681 128,644,345 61,350,009 82,509,367 60,363,602
Internet users 22,000,000 210,575,287 86,300,000 32,925,953 50,426,117 37,600,000
iF:f;gg;tél‘,z‘o‘;f;g;mm;‘ess 67.8% 69.7% 67.1% 53.7% 61.1% 62.3%
User growth (2000-2007) 73.2% 120.8% 83.3% 287.4% 110.1% 144.2%

Table content is based on data at www.internetworldstats.com, accessed September 24, 2007 from data last updated June 30, 2007.

The table below details how often respondents visited the library in person or online
in the last 12 months. Respondents were then asked to identify the library that they
use primarily (e.g., public, college/university, community college, school, corporate,
other) and were asked to answer all library-related questions with that library in
mind.

Library Visits in the Last 12 Months

By Country

Total

General United

Public | Canada | States France |Germany | Kingdom
Daily 1% 2% 2% 2% 0% 0% 1%
Weekly 9% 12% 10% 6% 9% 7% 8%
Monthly 13% 12% 14% 11% 16% 11% 12%
Several times a year 26% 26% 32% 17% 19% 17% 24%
Once a year 7% 7% 7% 6% 4% 7% 9%

I have not been to a library and/or library Web site in the
last 12 months but have visited in the past

I have never been to the library and/or library Web site 17% 10% 7% 40% 29% 22% 11%

27% 31% 28% 18% 23% 36% 35%

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 855.
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All general public survey data were weighted demographically to be representative of
each country’s online population. Question wording may introduce some error or bias
into opinion poll findings.

Percentages in data tables may not total 100 percent due to rounding or question
format. Respondents were sometimes asked to select all responses that may apply or
were not required to answer the question.

A total of 83 questions were included in the survey. The survey included a series of
branching questions such that a participant’s response to a question could lead to a
series of follow-up questions. The survey also asked open-ended questions to ensure
that respondents had the opportunity to provide input in their own words. This report
includes samples of the verbatim comments.

The survey results included 29,000 verbatim responses to 19 questions. Over 14,000
survey responses to seven questions were categorized by the OCLC Market Research
team and presented in the report as tag clouds. Tag clouds are visual representations
of data that present the most frequently expressed opinions in relatively larger font
text and less frequently expressed opinions in smaller font text. Verbatim responses
from questions are also presented in the margins of selected sections of the report.
All verbatim comments are presented as entered by survey respondents, including
spelling, grammatical and punctuation errors.

The OCLC market research team analyzed and summarized survey results to produce
this report. The team performed correlation and regression analyses on several
interrelated questions to elicit additional information from the data.

OCLC market research staff conducted interviews with information professionals and
researchers who represent academic, public and special libraries and commercial
organizations. OCLC staff also conducted three focus group sessions with graduate
and undergraduate university students, and members of the general public. Focus
group participants included staff from Rafiel’s Signature Salon, a hair salon in
Columbus, Ohio, U.S., and undergraduate students and graduate students at
McMaster University in Hamilton, Ontario Canada. The participants discussed their
use of social networking tools and the roles such tools play in their lives. Their views
are incorporated into the report.

Terms

Social Networking Sites: Web sites primarily designed to facilitate interaction
between users who share interests, attitudes and activities, such as Facebook,
Mixi and MySpace.

Social Media Sites: Web sites that allow individuals to share content they
have created, such as YouTube (video sharing) and Flickr (photo sharing). While
interaction occurs on social media sites, the primary purpose of the site is to
publish and share content.

Commercial Sites: Web sites used for browsing and purchasing goods and
services.

xiv Sharing, Privacy and Trust in Our Networked World



Nearly
90%

of the total
general public

have used the
Internet for four
or more years.

Over o
50%

of the total

general public
have used the
Internet for

seven years or
more.

Our Digital Lives

... Look at 2006 through a different lens and you’ll see another story,

one that isn’t about conflict or great men. It’s a story about community
and collaboration on a scale never seen before. It’s about the cosmic
compendium of knowledge Wikipedia and the million-channel people’s
network YouTube and the online metropolis MySpace. It’s about the many
wresting power from the few and helping one another for nothing and how
that will not only change the world, but also change the way the world
changes.

—From Time, “Time’s Person of the Year: You,” by Lev Grossman, Dec. 13, 2006

The Internet has come of age.

Distinctions between the attitudes and behaviors of younger people who have grown
up with personal computers and Internet technology and those born before the
Internet era are no longer easy to classify. The rapid adoption of Internet applications
and the duration of Internet use by users of all ages suggest that the time may have
arrived when it is no longer fruitful to create comparisons between attitudes and
habits of individuals born before personal computers were widespread and those
born after.

Scholars, press and librarians have spent a fair amount of time researching
differences in behavior, attitudes and skill sets between “digital natives”—mostly
children and young adults born after 1980 and raised with access to computer
technology and the Internet—and “digital immigrants”—that is, everyone else.
Purchasing behaviors, learning styles, work and communication habits have been
studied and analyzed between these two groups. Research suggests that these two
groups analyze and process information differently. There is nothing in our research
to suggest that this conclusion is not valid, nor that age differences in the use and
adoption of Internet tools do not exist. Our research and other current studies

do suggest, however, that due to the widespread adoption of digital technologies
over more than a decade, the behaviors and attitudes of these two technology
generations are beginning to converge—that many digital immigrants are now fully
indoctrinated into the culture. Since the publication of the OCLC membership report
Perceptions of Libraries and Information Resources in 2005, usage of many Internet
activities has grown substantially in the three countries surveyed in both 2005 and
2007—Canada, the United Kingdom and the United States. Search engine use has
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Our Digital Lives

gone from 71% to 90%. E-mail use has grown from 73% to an outstanding 97%. And Perceptions to
the use of blogs, a newly discovered communication medium for many in 2005, has .
grown from 16% to 46% in 18 months. The unfortunate exception is the use of library Sharmg eee

Web sites; usage has dropped from 2005 to 2007.

Internet access is now “standard equipment” for the majority of the general public
respondents in the countries surveyed. Respondents in these countries report long-
term Internet usage and experience. Nearly 90% of all respondents have used the
Internet for four or more years and over half have been using the
Internet for seven years or more. And, it is no longer just youth
who can be labeled as the experienced Internet users. The clear
majority of adults over the age of 50 have experience using the
Internet.

Used search
engines

o073 90
71%

Used online
bookstore

OCLC’s survey data also found that Internet usage is quite
similar across geographies, both by country, and by residential
community—urban, suburban and rural locales.

These findings prompt our belief that we may have arrived at a
tipping point in the digital evolution timeline. A tipping point that
may move the focus of Internet activities away from exploration
toward creation and mass contribution.

Respondents are moving from Internet visitors to developers,
creating their own digital experiences and communities.
Respondents reported using a vast array of Internet publishing
services, from blogging to building their own Web pages. Online
activities considered “emerging services” just a few years ago, such
as online banking and instant messaging, are now used by the
majority of respondents across most age groups and countries surveyed. For many of
all ages, the Internet has moved well beyond a specific tool used for spot reference.

Across the online population in the six countries and within the urban, suburban and
rural communities surveyed, Internet usage tenure and types of activities

respondents participate in are remarkably similar. Usage and interests across age Figures compare data from
OCLC’s 2005 report, Perceptions

groups also show interestingly consistent attitudes and behavior. And while usage 2 ;
.. . of Libraries and Information
and activity patterns are generally consistent across the parts of the world surveyed, Resources and OCLC’s 2007
differences between countries and age groups will be noted. report, Sharing, Privacy and
Trust in Our Networked World for
We begin our report with an update on the digital lives of the general public we the online populations surveyed

in Canada, the United Kingdom

surveyed in the six countries, their Internet tenure, activities and country differences. and the United States.
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Our Digital Lives

On Internet Time

The vast majority of the total general public surveyed are not new to the
Internet; 89% have used the Internet for four years or more, and nearly a
quarter have been online for more than a decade.

Internet use is now well-established among the general public respondents across all
countries surveyed. Nearly 90% of respondents have been using the Internet for four
years or more. Nearly a third have been online for four to six years and more than a
third have been online for seven to 10 years. Nearly a quarter of respondents (23%)
have been using the Internet more than a decade.

Length of Time Using the Internet
By Total General Public

Thinking of your overall usage of the Internet, how many years would
you estimate you have been using the Internet?

2% | don’t remember
1% less than 1 year
9% 1 to 3 years

4 years or more

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 525.
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Our Digital Lives

Tenure on the Internet was generally consistent among respondents across all
countries surveyed. Eighty percent (80%) or more of respondents in each country
have used the Internet for four years or more. The respondents in Canada and the
U.S. represent the most experienced group of Internet users, with more than a
quarter who have been online for more than 10 years.

Length of Time Using the Internet
By Country

Thinking of your overall usage of the Internet, how many years would
you estimate you have been using the Internet?

45% M Canada [
M United States —
M Japan

40%

35%

M France
30%

M Germany
M United Kingdom

25%

20%

15%

10%

Less than 1 to 3 years 4 to 6 years 7 to 10 years More than | don’t remember
1 year 10 years

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 525.

The results indicate that Internet tenure is not driven by just urban and suburban use.
There is little difference in the Internet tenure among the general public respondents in
urban, suburban and rural communities across the six countries surveyed. Over 50% of
respondents in all communities have seven years or more experience. Slightly fewer
respondents in rural communities report having been online for more than 10 years.

Length of Time Using the Internet
By Community

Thinking of your overall usage of the Internet, how many years would
you estimate you have been using the Internet?

45% mUban
40% Suburban ——
35% M Rural I
30%
25%
20%
15%
10%

5% -

0% -

Less than 1 to 3 years 4 to 6 years 7 to 10 years More than I don’t
1 year 10 years remember

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 525.
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Our Digital Lives

Exploring Internet tenure by age of respondent provided interesting results, perhaps
different than what might be expected. The most tenured group of Internet users
surveyed are those age 50+. Nearly a third (30%) of the most senior Internet users
have been online for more than a decade.

While a quarter (25%) of the general public respondents ages 22-49 have been
online more than a decade, the vast majority of this age group (91%) have been
online for four years or more, and nearly two-thirds have seven years or more years
of experience.

The youngest respondents surveyed (ages 14/15-21) are logically the least tenured
Internet users, yet over 75% have also been online for four years or more. For many
in this age category, this equates to living about a quarter of their lives online.

The data reveal the online population has very few novice Internet users; less than
3%, across all age groups and geographies surveyed, have been using the Internet
less than a year.

Length of Time Using the Internet
By Age
Thinking of your overall usage of the Internet, how many years would

you estimate you have been using the Internet?

50% -

45% 14/15t021|
221049
40% W50+ I
35%
30%
25%
20%
15%
10%
0% ‘ ‘ ‘
Less than 1 to 3 years 4 to 6 years 7 to 10 years More than I don’t
1 year 10 years remember

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 525.

Today’s Internet users are experienced users, who are becoming increasingly familiar
and comfortable on the Web. The Internet is not used only by the technologically
savvy, the youth or the urban population. And as tenure and familiarity grow, life
online is beginning to take a new shape.
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Life on the Internet

Searching for information, banking/investing, purchasing items, e-mailing
and instant messaging are now standard online activities conducted by
more than half of the total general public surveyed. Life online is moving
beyond browsing and searching to interacting, creating, collaborating and
community.

Life online incorporates a wide variety of activities. We asked respondents to indicate
which of 18 online activities they have performed in the last 12 months. These activities
were grouped into three categories: Browsing/purchasing, Interacting and Creating.

Browsing/purchasing activities: Activities considered as emerging several years ago,
such as online banking, have been used by more than half of the total general public
respondents. Over 40% of respondents have read someone’s blog, while the majority
have browsed for information and used e-commerce sites in the last year, a
substantial increase in activity as seen in 2005. While commercial and searching
activities have surged in the past two years, the use of the library Web site has
declined from our 2005 study.

Interacting activities: The majority of the respondents have sent or received an e-mail
and over half have sent or received an instant message. Twenty percent (20%) or
more of respondents have participated in social networking and used chat rooms.

Creating activities: Twenty percent (20%) or more of respondents have used a social

media site and have created and/or contributed to others’ Web pages; 17% have
blogged or written an online diary/journal.
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Our Digital Lives

Online Activities
By Total General Public

‘What types of online activities have you done or participated in during
the last 12 months? Please select all that apply.

0% 20% 40% 60% 80%

Used a search engine
Browsed for or purchased items online

Used an online banking or investment Web site
Browsed for or purchased books online

Read someone’s blog

Used an online question service

Searched or borrowed from library Web site

Read online (electronic) books

Sent or received e-mails
Sent or received instant messages

Used a social networking site

Used chat rooms

Used online dating sites

Used business-related social networking sites

Used a social media site
Created a Web page
Contributed information to others’ Web pages

Blogged or wrote an online diary/journal

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 530.

While usage among general public respondents across all countries surveyed was
generally consistent, there were also some interesting differences.

The Japanese respondents showed the largest variation in online activity usage when
compared to the other countries’ respondents. Overall, Japanese respondents were
least likely to have used most of the online activities evaluated, including e-mail and
search engines, and significantly fewer have used library Web sites in the last 12
months, at 12%. Their online activity exceeded the other five countries’ respondents
in three of the four “creating categories”: created a Web page, contributed to others’
Web pages, and blogged or wrote an online diary/journal.

The general public respondents in the U.S. had the highest usage (37%) of only one
online activity: social networking. Tied with France, the U.S. general public showed
the lowest propensity to have created a Web page, at 18%.

The Canadian respondents reported the highest usage of a library Web site and the
lowest usage of browsing for or purchasing books online.
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The German respondents were more likely to have used chat rooms and online
question services, and to have browsed for or purchased books online, while
significantly less likely to have read a blog. German and French respondents were
among the least likely to have used a social networking site during the last 12
months, at 13% and 10%, respectively.

Most respondents have not used an online dating service; overall usage was less
than 10%. The highest usage of online dating sites was among the French general
public, at 17%.

Downloaded Music

0% 20% 40% 60%

80%

The French and the Canadian general public respondents were the most likely to have
sent or received instant messages. The lowest level of use of social networking and
social media sites was among the French general public at 10% and 19%,
respectively.

The U.K. general public respondents reported the highest levels of e-mail and search
engine use. They also had the greatest propensity to have browsed for or purchased

items online and used online banking/investment sites. W Canada M United States M United Kingdom

Source: Sharing, Privacy and Trust in Our
Networked World, OCLC, 2007, question
1220. This question was directed to the

Harris HPOL only, so respondents in

Japan, France and Germany were not

asked.

26%

of Japanese respondents have
contributed to others’ Web pages,

the highest rate of any country surveyed.

69%

have used

search engines,
th lowest of any country.
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Online Activities—Country Highlights
What types of online activities have you done or participated in during
the last 12 months? Please select all that apply.

Il Canada M United States [l Japan [M France [ Germany [ United Kingdom

Online banking Browsed for or purchased books
Canada
34 /o United Kingdom
I T T I I I I I I I I I I 1 I I
of UK. 0% 10% 20% 30% 40% 50% 60% 70% 0% 10% 20% 30% 40% 50% 60% 70%
respondents ) _ _ )
. The U.K. (72%) and Canadian (71%) general public ~ The German general public were the most likely to
us ed asocia l respondents were most likely to have used online have browsed for or purchased books online (69%).
. o banking or investment services. (Total=58%) (Total=56%)
media site,
the hig hest rate o fany Sent or received instant messages Used a social networking site
country surveyed. Canada

United States

France

| I | I T ] T ] T T T T
0% 10% 20% 30% 40% 50% 60% 70% 0% 10% 20% 30% 40%

The Canadian and French respondents were the ~ The American general public were most likely to
most likely to have sent or received an instant have used a social networking site (37%); France
message, at 71% each. (Total=51%) (10%) and Germany (13%) were least likely.

(Total=28%)

Created a Web page Used a library Web site

United States

France
1 /o I T ] T ] 1 ] I T T T T T T
; 0% 10% 20% 30% 0% 10% 20% 30%
The general public respondents in the U.S. Japan’s general public were significantly less
OfFren.Ch and (18%) and France (18%) were the least likely to  likely to have borrowed items or searched on a
Canadian have created Web pages. (Total=20%) library Web site (12%). (Total=20%)
respondents have
Browsed for or purchased items online Read someone’s blog
sentor
received instant
messages.
United Kingdom
I T T T T T T T T T | T I T T I
0% 20% 40% 60% 80% 0% 10% 20% 30% 40% 50%
The general public in the U.K. (90%) were most The general public in Germany were
likely to have browsed for or purchased items significantly less likely to have read
online. (Total=77%) someone’s blog (26%). (Total=45%)

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 530.
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Online Activities
By Country

What types of online activities have you done or participated in during
the last 12 months? Please select all that apply.
M Canada [ United States M Japan M France [ Germany M United Kingdom

Used search engines Used a social media site

100%
80% — '7 Canada: 31%
United States: 32%

60% — Japan: 22%

40% — ‘ France: 19%

‘ Germany: 23%
20% — . ]
—— United Kingdom: 34%
0% —

Used chat rooms Sent or received e-mail Read online books

25%
.@ o0 a4
18%

15%

10% <
5%
0% 25 75% 100% 0%

Used business-related social networking sites

10%
0%

Contributed information to another’s Web page

Used online dating sites
20%

15% —. é
10% ——. *—
5% ?
0%

Blogged or wrote an online diary/journal

Used an online question service

50%

Canada: 17% 7'

United States: 19% —' 40% —
Japan: 21% ——— 30% —|
France: 15% 20%

Germany: 5% —————=——() 10% —
—@ |

United Kingdom: 12%

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 530.
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Usage of online
activities is
remarkably
similar

by the general
public respondents

across urban, suburban
and rural communities.

Our Digital Lives

When comparing online activity by geographic community, we saw remarkable

consistency among the general public respondents across the urban, suburban and

rural online population.

Online Activities
By Community

‘What types of online activities have you done or participated in during
the last 12 months? Please select all that apply.

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Browsing/purchasing activities

Used search engines

Browsed for or purchased items online

Used an online banking or investment Web site

Browsed for or purchased books online

Used an online question service

Read someone’s blog

Searched for or borrowed items from the library Web site

Read online (electronic) books

Interacting activities

Sent or received e-mails

Sent or received instant messages
Used a social networking site
Used chat rooms

Used online dating sites

Accessed business-related social networking sites

Creating activities

Used a social media site
Blogged or wrote an online diary/journal
Created a Web page

Contributed information to others’ Web pages

M Urban
Suburban
M Rural

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 530.
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Online activities can no longer be characterized by just searching or browsing. Usage
is evolving to interacting, and quickly to creating and sharing content. In the first
years of the Internet, posting online content was done by a Webmaster. Creating a
Web page required a certain knowledge of complex technological concepts and tools.
Services today have made it possible for almost any Internet user to post a blog entry
or to build a Web page or engage in a social networking community; the composition
of online activities is changing.

Creating Web Pages

The top reason for creating a Web page is to communicate

with friends and family. of the total

It is estimated that there are over 22 billion Web pages on the Internet today. And general public

more and more, these Web pages are being built by end users and their primary have created a
motives are not commercial, but communication. Web page

To communicate with friends and family (37%) is the top reason among the total
general public for creating a Web page. To write a blog and/or diary/journal (28%),
to share photos (27%), to promote and sell products (21%) and to publish writing
or music (19%) are also key motivations. Personal Web sites often combine aspects
of social networking (to write diaries and share photos and music), social media

(to share photos and music) and commercial (to promote or sell products) sites.

Respondents are sharing content using multiple avenues. Of the total general public

surveyed who have used a social networking site (28%), 47% have also created a
Web page.
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As we compare the general public respondents across the six countries surveyed, we
see many similarities as well as some interesting variances as to why they created a
Web page.

Half of the respondents in Canada and Germany created a Web page to communicate
with friends and family, the highest rate among respondents in the countries
surveyed. The Canadian respondents were also the most likely to have created a Web
page to share photos.

Over half of the Japanese respondents (53%) created a Web page to write a blog
and/or diary/journal, a rate significantly higher than the general public in the other
countries surveyed.

The American, Canadian and German respondents were the most likely to have
created a Web page to promote or sell products, at 26% each.

Reasons for Creating a Web Page
By Country

Earlier you mentioned that you created a Web page(s)/site(s).
Why did you create the Web page(s)/site(s)?

Base: Respondents who have created a Web page/site.

Total

General United United
Public | Canada States Japan France [Germany Kingdom

To communicate with friends and family 37% 50% 36% 28% 43% 51% 33%

To write a blog and/or diary/journal 28% 23% 21% 53% 25% 11% 23%
To share photos 27% 53% 31% 13% 44% 22% 30%
To promote and sell products 21% 26% 26% 11% 11% 26% 18%
To publish my own writing or music 19% 16% 15% 26% 19% 26% 14%
To share information about homework 7% 6% 10% 4% 5% 6% 5%
To share information about online games 7% 9% 3% 11% 17% 7% 5%
To share videos 6% 10% 8% 2% 11% 4% 8%

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 820.
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Responses by age group highlight interesting motivational differences for creating
Web pages. The general public ages 14/15-21 and age 50+ show the largest
differences in motivations for creating a Web page.

To communicate with friends and family was the top reason cited by the 14/15-21
and 22-49-year-olds, at 41% and 36%, respectively.

The top reason cited among the 50+ age group was to promote and sell products
(36%).

Thirty-nine percent (39%) of the 14/15-21-year-olds created a Web page to write a
blog and/or diary/journal, a rate nearly three times that for age 50+ (14%).

To share photos was among the top three reasons for creating Web pages for each of
the age groups surveyed. Nearly a quarter of the respondents surveyed ages
14/15-21 created a Web page to publish their own writing or music.

Reasons for Creating a Web Page
By Age

Earlier you mentioned that you created a Web page(s)/site(s).
Why did you create the Web page(s)/site(s)?

Base: Respondents who have created a Web page/site.

Age

14/15  Ase

to21  22to 49 |Age 50+
To communicate with friends and family 41% 36% 34%
To write a blog and/or diary/journal 39% 26% 14%
To share photos 29% 29% 18%
To promote and sell products 3% 25% 36%
To publish my own writing or music 24% 17% 16%
To share information about homework 9% 7% 5%
To share information about online games 12% 6% 1%
To share videos 11% 5% 4%

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 820.

Collaborating and sharing of content online is expanding from e-mail and instant
messaging to include the creation of Web pages and other social sites.
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Our Digital Lives

Online Addresses

Most Internet users surveyed have multiple online addresses, at least one
instant messaging account and between two and four e-mail accounts.

The individuals in the online community surveyed have multiple digital addresses.
Approximately three-quarters of the total general public surveyed (72%) who have
sent or received an e-mail have more than one e-mail address; most have between
two and four and 12% have five or more. The general public respondents in France
and Germany are more likely than those in the other countries surveyed to have five
or more e-mail addresses.

Half of the total general public who indicated they have sent or received an instant
message have at least one instant messaging (IM) account. More than a third have
multiple IM accounts. The German general public are significantly more likely to have
more than one IM account.

Online Addresses
By Country

How many e-mail addresses do you have?
How many IM (instant messaging) accounts do you have?

Base: Respondents who have sent or received an e-mail and/or instant message.

0% 10% 20% 30% 40% 50% 60% 70%

M Total General Public M Canada M United States
M Japan M France ™ Germany M United Kingdom

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, questions 535 and 540.
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The more tenured the Internet user, the more likely he or she is to have multiple
e-mail accounts. Over 60% of the general public surveyed who have used the
Internet for four years or longer have two to four e-mail addresses; those who have
been using the Internet for longer than 10 years are more likely to have five to nine
e-mail accounts.

Number of E-Mail Accounts and Internet Tenure
By Total General Public

Thinking of your overall usage of the Internet, how many years
would you estimate you have been using the Internet?
How many e-mail addresses do you have?

Base: Respondents who have sent or received an e-mail.

70%
M Less than one year
60% M 1 to 3 years
o M 4 to 6 years
E 50% M 7to 10 years
] M More than 10 years
£ 40%
-—
S}
@ 30%
©
[%2]
= 20%
10%
0%

None 1 2to4 5t09 10 or more
Number of e-mail addresses

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, questions 525 and 535.
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Cell Phone Usage

The majority of the general public surveyed have cell phones and more than
three-quarters use them for more than just talking.

For many, cell phones have become as important a digital communication and
content transmission device as the personal computer. According to the International
Telecommunications Union (ITU), the ownership of cell phones is strong in all
countries represented in our study, and in some instances has approached or
exceeded one cell phone per user.

Our survey data on the online population show similar usage rates. Eighty-nine
percent (89%) of the general public surveyed have cell phones. The German general
public have the highest penetration of cell phone ownership, at 96%, and Canadian
respondents have the lowest, at 78%, which is significantly less.

More than three-quarters of the general public respondents use their cell phones for
more than just placing calls. Over half are “texting,” using text messaging services,
and over a third use their phones to take or send photos. About a quarter of all
respondents have downloaded or used ringtones.

While the ownership of cell phones is high among the total general public respondents
in all six countries surveyed, those in Japan are significantly more likely to use
multiple services available on their cell phones. The Japanese general public use
their cell phones for many of the services that were once considered the domain of
the personal computer, including text messaging (68%), sending e-mails (55%),
searching the Internet (40%) and recording or downloading music (20%). As noted
earlier in this report, while the Japanese general public were less likely to have
participated in several of the online activities evaluated, they are using the cell
phone for some of the same digital services.

Cell Phone Feature Usage

Which of the following functions/features do you use
on your cell phone? Please select all that apply.

0% 10% 20% 30%  40% 50% 60% 70% 80% 90% 100%

Download/use ringtones
Send e-mails
Download/play games
Search the Internet
Record/download music
Record/download videos

Download/use ringback tones

Instant messaging

" Total General Public
® Japanese Respondents

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 945.
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The American and Canadian respondents report the lowest use of cell phone features
and are the most likely to use their cell phones only to make and receive calls.

Text messaging on cell phones is highest among the U.K. and German respondents,
at 78% and 73%, respectively.

Cell Phone Use
By Country

Which of the following functions/features do you use on your cell phone?
Please select all that apply.

W Total General Public
M Canada

M United States

M Japan

M France

I Germany

B United Kingdom

|' 1
Own Use text Takeorsend Download/use  Call/receive
cell phone messaging photos ringtones calls only

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 945.
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Reading—Print and Online

The general public respondents have read more in the last year. Twenty-eight
percent (28%) of the total general public spend over 10 hours per week
reading online and/or print materials. Thirty-five percent (35%) read 11 or
more books per year.

While it is evident respondents are spending time online and engaging in many
activities on the Web, they are still reading. Whether online or in print format,
respondents read and indicate that they are reading more.

U.S. reading rates have increased in the past 50 years. A 27-month study conducted
by the Social Science Research Council in 1948 found that about half (48%) of the
U.S. population indicated that they read no books peryear. Another 18% read just
one to four books per year. Our 2007 survey results show increased reading levels
among respondents in the U.S. Forty-one percent (41%) read two to ten books a year.

Forty-three percent (43%) of Japanese respondents have read 11 or more books
during the past 12 months, tied with the U.K. as the highest rate among respondents
across the countries surveyed. Thirty-one percent (31%) of the U.S. general public
surveyed have read 11 or more books in the past 12 months.

Number of Books Read Annually
By Country

Approximately how many books have you read or listened to in the past 12 months
(e.g., print books, electronic books, electronic audiobooks, books on tape, etc.)?

Total [ Less than 2
2t010
General =n 1020
Public 211030
Il More than 30
50% |
40%

Canada United lapan France Germany United
States Kingdom

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 510.
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Respondents are reading books, magazines and digital content on the Web. More
than a quarter of the total general public surveyed (28%) read 11 or more hours a
week.

More than a third of the general public in Canada and the U.K. read 11 or more hours
per week, the highest rates among respondents in the countries surveyed. The
majority of the general public in Japan and France spend 10 hours or less a week
reading, the lowest rates among respondents in the countries surveyed.

Time Spent Reading Per Week
By Country

Overall, how much time do you estimate you spend reading on a weekly basis
(including books, magazines, online Web sites, blogs, etc.)?

70% -
M Total General Public
60% M Canada -
M United States
50% M Japan -
M France
40% 1 Germany -
M United Kingdom
30%
20% -
10% -
0% -
Fewer than 5t0 10 11t0 20 21to0 30 More than
5 hours hours hours hours 30 hours

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 515.
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The general public are reading more compared to a year ago. Approximately a quarter
of the total general public surveyed reported the time they have spent reading, in any
format, print or digital, has increased in the last 12 months. This increase was fairly
consistent across all countries, with more general public in Canada reporting an
increase in reading (26%), and the respondents in Germany reporting the lowest
increase, at 19%.

In no country did the general public report larger decreases in reading than
increases; only Japanese respondents reported no growth in reading.

Change in Reading
By Country

During the last 12 months, has the amount you have read in any
format increased, decreased or remained the same?

80% -
M Total General Public
70% M Canada r
M United States
60% M Japan i
50% M France L
™ Germany
40% M United Kingdom

Increased Remained the same Decreased

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 520.

Sharing, Privacy and Trust in Our Networked World 1-21



Our Digital Lives

Our results also show those who use social sites spend more time reading than non-
social site users. Nearly seventy percent of the general public who use social sites
read five hours or more per week compared to 55% of the general public who do not
use these sites.

Time Spent Reading
By Total General Public

Overall, how much time do you estimate you spend reading on a weekly basis
(including books, magazines, online Web sites, blogs, etc.)?

B Use social networking/social media sites
B Don’t use social sites

Fewer than 5to 10 11t0 20 21t0 30 More than
5 hours hours hours hours 30 hours

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 515.

Summary

Respondents are participating in a variety of Internet activities: browsing/purchasing,
interacting and creating content.

The majority are experienced Web users; most have been online for four years or
more. The activities are expanding as they move from browsing to borrowing to
creating Web content. These digital activities are largely PC-based today, but the use
of cell phones for sharing and creating digital content is on the rise.

Respondents read and indicate that the amount they are reading has increased.

Digital activities are not replacements for reading but perhaps increase the options
for expanding communication and sharing content.
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“Who knows ... that a day may not come when the dissemination of
knowledge, which is the vital function of libraries, will be realised by
libraries even by means other than those of the printed book?”

—S. R. Ranganathan, The Five Laws of Library Science, 1931

Social Networking
History and Background

The practice of using social communities to establish and enhance relationships
based on some common ground—shared interests, related skills ora common
geographic location—is as old as human culture. As early as the time of Plato in
400 B.C., scholars and philosophers studied and analyzed the formation and
interaction of groups of people.

Wikipedia defines a social network as “a social structure made of nodes (which are
generally individuals or organizations) that are tied by one or more specific types of
relations, such as values, visions, idea[s], financial exchange, friends ...”

Today, the term social networking is being used in new ways, but the concepts
behind it—sharing content, collaborating with others and creating community—are
not new. What is different is simply the availability of the digital medium, which
makes contributing materials and connecting with other people faster, easier and
more accessible to a wider population than ever before.

What do we mean by social sites?

Social networks are Web sites “designed to allow multiple users to publish content
themselves,” according to the Free On-line Dictionary of Computing as linked from
Dictionary.com. The published information may be on any subject and may be for
consumption by a select number of friends, employers, employees, etc., or for
general consumption by anyone on the Web. Social networking sites “typically allow
users to create ... ‘profile[s]” describing themselves and to exchange public or private
messages and list users or groups they are connected to in some way.”

Wikipedia provides a more social, less utilitarian definition: “A social network service
focuses on the building and verifying of online social networks for communities of
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people who share interests and activities, or who are interested in exploring the
interests and activities of others, and which necessitates the use of software. Social
network services are primarily Web-based and provide a collection of various ways
for users to interact, such as chat, messaging, e-mail, video, voice chat, file sharing,
blogging, discussion groups and so on.” Cell phone technologies are also enabling
the creators of social networking. Social networks include commercially published
content or editorial content, or may be entirely user driven. Content is text, images,
video or any other media.

Social sites on the Web are a natural extension of mailing lists (listservs) and bulletin
boards, and are similar to wikis—a type of site whose content can be edited by
anyone with access. Social sites often allow users to publish comments on others’
submissions.

Different social sites have different emphases. For example, Classmates.com—one

of the first social networking sites—focuses on listing former acquaintances and
reuniting them; MySpace began as a music-oriented site; LinkedIn aims to connect
business professionals; and del.icio.us, StumbleUpon and Digg are used to exchange
links to favorite Web sites. According to the Wharton School’s online business journal
Knowledge@Wharton, there were over 300 social networking sites in 2006.

Social connections or social networking often are not the central function of a site,
but a side-effect of bringing together people with shared interests. For example,
Slashdot is a site devoted to information technology news but has built a strong
social connection across users. In other instances, the community aspect of a site
can become more important than the original purpose. Flickr, which began as a utility
for an online game, morphed into a photo-sharing and management site.

In this report we will review two types of social sites, social networking and social
media sites. We use the term “social networking” to describe sites primarily designed
to facilitate interaction between users who share interests, attitudes and activities,
such as Facebook and MySpace. We use “social media” to refer to sites that allow
individuals to share content they have created, such as YouTube (video sharing) and
Flickr (photo sharing). While interaction occurs on social media sites, the primary
purpose of the site is to publish and share content.

Social sites do not just have various social features; their essence is social. Their
central value is as a platform, their functions are social and they enable personal and
group connections at levels never before seen in the history of telecommunications.
There is no MySpace without the individual contributions of millions with their
personal home pages and walls of messages, photos and personal profiles. There

is no YouTube without users’ contributed videos. There is no Wikipedia without its
thousands of authors and editors.

Social Web sites are online bazaars where large numbers of people connect,

communicate and share content and build community through the use of social
software technology.
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Social Sites—Their Growth and Influence

Created in 1995, Classmates.com is often considered the first social networking
site, and had approximately 40 million members in June 2007, according to the
Classmates.com site. Other social sites quickly followed, including Facebook,
eHarmony, Snapfish, LinkedIn and Friendster to name just a few. MySpace was
launched in 2003, Facebook and Mixi in 2004 and YouTube in 2005.

According to Alexa, YouTube, MySpace, Orkut, Wikipedia and Facebook—all social
sites—rankin the top 10 global Web sites.

Alexa Top 10 Global Web Sites

% of global
Traffic users who  Page views
Rank Name: url visit site per user
1 Yahoo: www.yahoo.com 25.9 13.8
2 MSN: www.msn.com 24.4 6.9
3 Google: www.google.com 24.2 6.1
4 YouTube: www.youtube.com 12.9 12.4
5  Windows Live: www.live.com 17.8 5.9
6  MySpace: www.myspace.com 4.9 36.0
7 Orkut: www.orkut.com 2.9 33.1
8  Baidu: www.baidu.com 4.5 12.8
9  Wikipedia: www.wikipedia.org 6.6 5.2
10  Facebook: www.facebook.com 2.6 32.0

Source: Alexa, September 9, 2007. Traffic rank is based on three months of aggregated historical traffic data
from millions of Alexa Toolbar users and is a combined measure of page views and users (reach).
Page views per user presented are Alexa’s three-month average.
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Social sites are among the top 10 most trafficked Web sites across all countries
surveyed.

Alexa Top 10 Web Sites
By Surveyed Country

Canada United States Japan
Facebook facebook.com Yahoo! yahoo.com  Yahoo! Japan yahoo.co.jp
Google Canada  google.ca  Google google.com  Google Japan  google.co.jp
Yahoo! yahoo.com MySpace myspace.com FC2 fc2.com
Google google.com  YouTube youtube.com Mixi mixi.jp
MSN msn.com Facebook facebook.com  YouTube youtube.com
YouTube youtube.com MSN msn.com  Rakuten rakuten.co.jp
Windows Live live.com  eBay ebay.com Livedoor livedoor.com
Wikipedia wikipedia.org  Windows Live live.com  Nicovideo nicovideo.jp
MySpace myspace.com  Wikipedia wikipedia.org  Google google.com
MSN Canada msn.ca Craigslist craigslist.org  Goo g0o.ne.jp
France Germany United Kingdom
Google France google.fr Google Germany google.de Google UK google.co.uk
Skyrock skyrock.com  eBay Germany ebay.de  Yahoo! yahoo.com
MSN msn.com  Google google.com  Facebook facebook.com
Yahoo! yahoo.com  Yahoo! yahoo.com  Google google.com
Windows Live live.com  YouTube youtube.com  MSN msn.com
Free free.fr  Wikipedia wikipedia.org  eBay UK ebay.co.uk
Google google.com  GMX gmx.net  BBCNewslineTicker  bbc.co.uk
Dailymotion dailymotion.com  Studiverzeichnis = studiverzeichnis.con ~ YouTube youtube.com
YouTube youtube.com  MySpace myspace.com MySpace myspace.com
eBay France ebay.fr ~ MSN msn.com  Windows Live live.com

Source: Alexa, September 9, 2007. Traffic rank is based on three months of aggregated historical traffic data
from millions of Alexa Toolbar users and is a combined measure of page views and users (reach).
Page views per user presented are Alexa’s three-month average.
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According to HitWise, social sites now capture one out of every 20 Web visits. In

just a few short years, social sites have gone from niche to mainstream—a part of
everyday life for millions of Internet users. And momentum continues to build as

more people gather online to meet like-minded folks, pushing usage of social sites
closer and closer to the use rates of major Internet portals and commercial sites.
While marquee Internet properties such as Google, Microsoft and Amazon are growing,
social sites like Facebook, Flickr, MySpace, YouTube and Wikipedia are experiencing
tremendous traffic growth.

comScore Top Search Engines and Social Sites
By Growth

Note: Unique visitors (in 000s), sorted by growth rate.

Unique Visitors
Jun-06  Jun-07  Growth rate

YouTube 49,371 188,981 282.8%
Facebook 14,083 52,167 270.4%
Flickr 15,893 29,861 87.9%
Photobucket 18,162 33,587 84.9%
MySpace 66,401 114,117 71.9%
Wikipedia 127,982 208,120 62.6%
Google 453,963 544,783 20.0%
Amazon 129,320 145,947 12.9%
eBay 186,462 207,376 11.2%
Microsoft 499,540 529,156 6.0%
Yahoo! 480,933 471,924 -2.0%

Source: comScore World Metrix, June 2007.

Our Favorite Sites

Over three-quarters of Internet users surveyed report having used a
commercial Internet site in the past year. Amazon, eBay and Rakuten are
among the most used commercial sites. Over a quarter of Internet users have
used a social site, with YouTube, MySpace and Mixi among the favorites.
Most favorites are common across countries and age groups.

Commercial sites have been available on the Internet for close to a decade and
are now regularly used by millions of shoppers worldwide. A review of the most
frequently used commercial sites provides insights into usage and preference of
commercial and social sites.

While the social networking and media sites are relatively new, these sites command
a significant, and growing, portion of Internet activity and account for some of the
most popular sites on the Web. The following section reviews the use, attraction,
familiarity of and sharing occurring on commercial sites and social sites.
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Our Social Spaces

Commercial Sites

More than three-quarters of the total general public surveyed (77%) have browsed for
or purchased items on a commercial site in the last 12 months. A few commercial
sites dominated among these respondents. Amazon and eBay were the most

used commercial sites among the total general public surveyed, at 51% and 50%,
respectively. In France, Canada, the U.S., Germany and the U.K., Amazon and eBay
were also the top two commercial sites used by the majority of the shoppers. Usage
of Amazon and eBay was particularly high among shoppers in Germany and the U.K.
Unique among the Japanese respondents was the usage of Rakuten; it was the most
used commercial site, followed closely by Amazon.

iTunes was used by shoppers in all six countries surveyed, ranging from 5% in Japan
to 19% in the U.S. and 22% in the U.K. Library Web site usage was reported at rates
ranging from 6% in France to a high of 16% among Canadian respondents. While
relatively low, usage exceeded visits to many major corporate sites.

Commercial site usage was split across vendors for shoppers in Canada, Japan and
the U.S., where six or more vendors were used by 10% of respondents. Walmart.com
was used by a large number of respondents in Canada (25%) and the U.S. (41%);
Yahoo! Auction and Yahoo! Shopping were used by nearly a third or more of the
Japanese respondents but did not make the list in any other country.

Favorite Commercial Sites
By Total General Public

Below is a list of Web sites commonly used to browse for and/or purchase
music, movies, books and other retail items (e.g., clothing, electronics, etc.).
Please select all the Web sites you have used in the past 12 months.

Base: Respondents who have used a commercial site and/or the library Web site.

com Yo Son 41
amazon. Amazon.com  Frodat Cabegones

Total General Public

Amazon 51%
eBay 50%
Walmart.com 22%
iTunes 16%
Barnesandnoble.com 13%
Rakuten 11%
Alibrary Web site* 11%
Amazon.jp 10%
Netflix 9%
Blockbuster.com 7%

Note: The chart shows the top 10 sites.
1Library Web site was grouped with commercial sites to provide a view of relative usage.

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 770.
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Favorite Commercial Sites

By Country

Our Social Spaces

Below is a list of Web sites commonly used to browse for and/or purchase
music, movies, books and other retail items (e.g., clothing, electronics, etc.).
Please select all the Web sites you have used in the past 12 months.

Base: Respondents who have used a commercial site and/or the library Web site.

[ —

ey BREGET | WA | SAT | AR

b R

W T L

o

Canada

q eBay
Amazon
Walmart.com
iTunes
Alibrary Web site!
Blockbuster.com
Barnesandnoble.com
Netflix
Other?

France

Amazon

eBay

iTunes

Alibrary Web site!
Other?

] RSN

57%
41%
25%
20%
16%
11%
5%
3%
34%

62%
62%
14%
6%
39%

OBLES | rasrsmes oeuvesy

United States
Amazon

eBay

Walmart.com
Barnesandnoble.com
iTunes

Netflix

A library Web site*
Blockbuster.com
Rhapsody

Germany

eBay

Amazon

iTunes

Alibrary Web site!
Walmart.com
Other*

41%
25%
19%
18%
13%
12%
5%

83%

81%

12%
9%
5%
26%

Japan

Rakuten
Amazon.jp

Yahoo! Auction
Yahoo! Shopping
TSUTAYA Online
7dream.com

A library Web site’
Goo shopping
iTunes

aeonshop

United Kingdom
Amazon

eBay

iTunes

A library Web site?
Blockbuster.com
Other®

Commercial sites with 3% or more penetration among commercial sites users are presented in the chart.

! Library Web site was grouped with commercial sites to provide a view of relative usage across countries.
Commercial sites provided verbatim by respondents in the “Other” category include the following and are
listed in order of highest frequency. 2 Chapters.Indigo and FutureShop. 3 Fnac, alapage, Cdiscount, Price
Minister, Virgin, 2xMoinsCher.  Weltbild, buecher.de, buch.de. 5 Play.com, CDWOW!, HMV.

64%
55%
36%
30%
18%
13%
10%
6%
5%
4%

82%
74%
22%
9%
5%
27%

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 770.
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Our Social Spaces

Amazon and eBay were the top used commercial sites among shoppers across
geographies, as well as among the three age groups. iTunes ranked third among the
14/15-21-year-olds.

Favorite Commercial Sites
By Age

Below is a list of Web sites commonly used to browse for and/or purchase
music, movies, books and other retail items (e.g., clothing, electronics, etc.).
Please select all the Web sites you have used in the past 12 months.

Base: Respondents who have used a commercial site and/or the library Web site.

Age 14/15 to 21 Age 22 to 49 Age 50+

Amazon 57%  Amazon 65%  Amazon 56%
eBay 40%  eBay 53%  eBay 49%
iTunes 23%  Walmart.com 23%  Walmart.com 25%
Walmart.com 15%  iTunes 16%  Barnesandnoble.com 14%
Library Web site! 13%  Rakuten 13%  iTunes 10%
Barnesandnoble.com  11%  Library Web site? 12%  Library Web site! 9%
Rakuten 10% Barnesandnoble.com 12%  Netflix 9%
Netflix 7%  Netflix 9% Rakuten 9%
Blockbuster.com 6%  Blockbuster.com 8% Blockbuster.com 7%
Yahoo! Auction 5%  Yahoo! Auction 8%  Yahoo! Shopping 5%

Note: The chart shows the top 10 sites.
1Library Web site was grouped with commercial sites to provide a view of relative usage across age groups.

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 770.

Usage by age is very similar for the most frequently used commercial sites. The
majority of Amazon and eBay use is from users ages 22—-49. More than half of
Amazon users are ages 22-49 (58%), a quarter are 50+ (26%) and 16% are ages
14/15-21; 58% of eBay users are ages 22-49, 27% are 50+ and 15% are ages
14/15-21.

Similar to Amazon and eBay, more than half (51%) of library Web site users are ages

22-49, but more of the younger age group (ages 14/15-21) (27%) and less of the of
the 50+ age group (22%) make up its usage base.
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Amazon Users
By Age

14/15t021 ™ 22to 49 ® 50+

Source: Sharing, Privacy and Trust
in Our Networked World, OCLC, 2007,
question 770.

eBay Users
By Age

14/15t0 21 ™ 22to 49 ® 50+

Source: Sharing, Privacy and Trust
in Our Networked World, OCLC, 2007,
question 770.

Library Users
By Age

14/15t021 ™ 22t0 49 ®m 50+

Source: Sharing, Privacy and Trust
in Our Networked World, OCLC, 2007,
question 770.



More than half

of social networking
users use

MySpace.

Our Social Spaces

Social Networking Sites

A significant portion of this study is aimed at providing a deeper understanding
of social sites and their similarities to and differences from other Web sites. We
explored two categories of social sites: social networking sites—sites primarily
created to allow users to interact while also publishing content, and social media
sites—sites that allow users to publish and share content. While interaction often
occurs on social media sites, the central function of the site is to share content.

MySpace is the most used social networking site (Alexa, September 2007) and was
also cited as the most used site among the total general public surveyed who have
used a social networking site, at 61%. Classmates.com came in a distant second,
at 24%.

Favorite Social Networking Sites
By Total General Public

Below is a list of social networking Web sites. Please select all the
Web sites you have used in the past 12 months.

Base: Respondents who have used a social networking site.

Total General Public
MySpace 61%
Classmates.com 24%
Facebook 22%
MSN Spaces 17%
Mixi 14%
Xanga 8%
Bebo 6%
Friendster 6%
myYearbook 4%
eHarmony 3%

Note: The chart shows the top 10 sites.
Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 605.
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Our Social Spaces

More than half of the social networking users surveyed had used MySpace in the past
12 months in all countries except Japan. Mixi was the most used social networking
site in Japan, where it was used by 91% of the Japanese social networking users.

While MySpace was overall the most used social networking site, respondents have also
used a variety of other sites. MSN Spaces had a usage penetration rate of nearly a third
or more among social networking users in all countries surveyed, except for the U.S. and
Japan. Facebook and Classmates.com were popular sites among social networking users
in Canada and the U.S., while these sites were lightly used in France, Germany and the
U.K. Just as Yahoo! Auction and Yahoo! Shopping were popular commercial sites in
Japan, Yahoo! Days also was used by Japanese social networking users (14%).

Usage of Social Networking Sites
By Country

0% 10% 20% 30% 40%

28%

of the total general
public surveyed

have used a social
networking site.

M Canada
M United States
M Japan

M France

[ Germany

M United Kingdom

Source: Sharing, Privacy and Trust in Our
Networked World, OCLC, 2007, question 530,
“What types of online activities have you done
or participated in during the last 12 months?

Please select all that apply.”
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Our Social Spaces

Favorite Social Networking Sites
By Country

Below is a list of social networking Web sites. Please select all the
Web sites you have used in the past 12 months.

Base: Respondents who have used a social networking site.

Canada United States Japan
MySpace 60% MySpace 75%  Mixi 91%
Classmates.com 52%  Facebook 31%  Yahoo! Days 14%
MSN Spaces 50%  Classmates.com 31%  MSN Spaces 12%
Facebook 20%  Xanga 11%  Cafesta 10%
Bebo 15%  MSN Spaces 10%  GREE 6%
Friendster 13%  Friendster 7%  MySpace Japan 3%
Xanga 6% myYearbook 5% CURURU 3%
eHarmony 6% Bebo 5%
Habbo Hotel 5%  eHarmony 5%
Faceparty 3%  del.icio.us 3%
Meetup 3%
del.icio.us 3%
France Germany United Kingdom
MySpace 70% MySpace 54% MySpace 72%
MSN Spaces 47%  MSN Spaces 31%  MSN Spaces 34%
Habbo Hotel 7% Classmates.com 15%  Bebo 22%
del.icio.us 5% Habbo Hotel 13%  Faceparty 14%
Facebook 3% Friendster 12%  Friends United 9%
Classmates.com 3% Meetup 8% Facebook 9%
Orkut 3% Facebook 8% Classmates.com 8%
Mixi 7% Habbo Hotel 7%
OUTeverywhere 7% Friendster 6%
Faceparty 7% OUTeverywhere 4%
del.icio.us 7%  del.icio.us 3%
Orkut 7%
Bebo 6%
myYearbook 6%
Cyworld 4%
Social networking sites with 3% or more penetration among social networking users are presented in the chart.
Social networking sites provided verbatim by respondents in the “Other” category include the following and are
listed in order of highest frequency by country. Germany: StudiVZ and StayFriends. France: Copains d’avant and His.

Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 605.
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Our Social Spaces

MySpace was the most used social networking site among social networking users
ages 14/15-21 and 22-49, while Classmates.com was the top used site among the

50+ age group.

Facebook was the second most used site among users ages 14/15-21, at 40%.
MySpace (62%) was dominant for respondents ages 22—-49; Classmates.com was the

second most used site, at 29%.

Favorite Social Networking Sites
By Age

Below is a list of social networking Web sites. Please select all the
Web sites you have used in the past 12 months.

Base: Respondents who have used a social networking site.

Age 14/15to 21 Age 22 to 49 Age 50+

MySpace 70%  MySpace 62%  Classmates.com 52%
Facebook 40%  Classmates.com 29%  MySpace 33%
MSN Spaces 18%  Mixi 16%  MSN Spaces 25%
Xanga 17%  MSN Spaces 14%  Mixi 9%
Mixi 13%  Facebook 14%  Yahoo! Days 5%
Bebo 11%  Friendster 8% eHarmony 3%
Classmates.com 7%  eHarmony 5% Friendster 3%
Habbo Hotel 5% Bebo 4% Bebo 2%
Friendster 4% del.icio.us 4% Facebook 2%
myYearbook 4% Faceparty 3% del.icio.us 1%

Note: The chart shows the top 10 sites.
Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 605.

MySpace and Mixi are both used heavily by social networking users under the age of
50 across the countries surveyed but used very little by social networking users over
age 50. Only 6% of MySpace users are age 50+. Mixi use is also concentrated in the
younger age groups. Only 7% of Mixi users are over the age of 50.

MySpace Users Mixi Users
By Age By Age

" 14/15t021 ®22t0 49 ™ 50+ 14/15t021 = 22t0 49 ™ 50+
Source: Sharing, Privacy and Trust in Source: Sharing, Privacy and Trust in
Our Networked World, OCLC, 2007, Our Networked World, OCLC, 2007,
question 605. question 605.

2-12 Sharing, Privacy and Trust in Our Networked World



Our Social Spaces

Social Media Sites

The most used social media site among the total general public was YouTube; more
than three-fourths of social media users have used YouTube in the past 12 months.
Yahoo! Photos came in a distant second, at 21%.

Favorite Social Media Sites
By Total General Public

Below is a list of social media Web sites. Please select all the
Web sites you have used in the past 12 months.

Base: Respondents who have used a social media site.

YouTube 77%
Yahoo! Photos 21%
Photobucket 20%
MySpace Videos 18%
Snapfish 17%
Flickr 12%
Kodak Gallery 11%
Imageshack 8%
Shutterfly 8%
Webshots 7%

Note: The chart shows the top 10 sites.
Source: Sharing, Privacy and Trust in Our Networked World, OCLC, 2007, question 710.

The majority of the social media users in all countries surveyed have used YouTube
in the past 12 months. Usage was very strong, ranging from 73% to 83% in each
country. Usage of all other social media sites was much lower. Yahoo! Photos was the
second most used social media site among social media users (21%) and showed
usage in all countries surveyed, ranging from 14% in Japan to 26% in Canada. GyaO
(44%) was the second most used social media site among users in Japan, behind
YouTube (83%).

Unlike social networking sites and commercial sites for which respondents showed
concentrated use in a relatively small number of s