CANADIANS & SOCIAL NETWORKING SITES
7 million+ can’t be wrong — Facebook

continues to take Canada by storm
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Canadians and Facebook Survey (December 2007)

@;}Ng Introduction & Methodology

e ZINC Research and its partner, online research
specialists, Dufferin Research recently conducted an
online poll of online Canadians usage of social
networking sites.

e Areas investigated include:
% Sites used;

» Time spent at sites; and

% What sites are used for.

e Data collection was conducted via online panel of 1,200

L)

>

L)

L)

>

respondents..
% Census representative — Data weighted by region, age and
gender.
e Field dates: November 19-23 and December 14-19,
2007.

e The survey was fielded exclusively in English.

e Caution should be used when examining sub-samples,
as the margin of error increases with smaller base sizes.
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Canadians and Facebook Survey (December 2007)

7zINnc  Awareness of Social Networking Websites
" Canada* - Members/Interest/Aware of & not joining

“Have you heard of any of the following social netwo rking websites?”

% indicating that they were aware of a specific sit ~ e**

Facebook 51% 93%

MySpace 16% 16% 88%

MSNSpaces 16% 67%

Yahoo360 7% 8% 51%

Hi5 9% 4% 41%

Friendster KX 34%

Bebo 3% 5% 33%

B Currrently member #

LinkedIn 29% B Not member/Considering joining

@ Heard of/Not interested in joining

Base: All respondents (n=1,200)

* Composite of “currently a member of,’ “not a member but may consider in the future” and “heard of but not interested in joining.” S c da Vv omni (D ber 2007)
ource: Canada vVoyageur Omni (December

# Maybe more reflective of sample online population.
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r Canadians and Facebook Survey (December 2007)

¥ ZINC Canada: Facebook Members within Urban Centres
" A Surprising Level of Adoption

B Facebook Members (thousands) 0O 2006 Population (thousands)
5,406

Proxied Penetration Rates* (%)

Based on similar approach - much higher

incidence than U.S. urban centres. 3,666
27% 30% 29% 23% 19% 23% 12% 48%
2,236
1,107 1,050 1,020 1,158
>>° 330 I:I 301 | I 162 - m ﬁ 184 382
Vancouver Calgary = Edmonton  Winnipeg Toronto Ottawa Montreal Halifax

Notes: *Facebook members can only be part of asing le city network, but do not necessarily reside ther e. Ottawa’s population is actually the Ottawa-
Gatineau CMA. Sources: Facebook City Networks; Stat  istics Canada 2006 Census. Facebook members as of Dec 29 2007. Note, already out of date.
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Canadians and Facebook Survey (December 2007)

¥ ZINC Facebook Membership: Canada
~ " Profile: Region*

“Which of the following social networking sites are you a member of?”

% of segment that are a member of Facebook

Total Respondents 51%
Region

Manitoba/Saskatchewan 59%

Ontario 53%

Quebec 39%

Atlantic 71%

Base: All respondents (n=1,200); Source: Canada Voyageur Omni (December 2007)

# Maybe more reflective of sample online population.
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Canadians and Facebook Survey (December 2007)

" ZINC Facebook Membership: Canada
~ " Profile: Age, Gender & Education#

“Which of the following social networking sites are you a member of?”

% of segment that are a member of Facebook

Total Respondents 51%

Age

18 to 34 Years 74%

3510 54 Years 47%

55 Years+ 37%
Gender
Male 45%
Female 57%

Education_

52%
54%

High School or Less

College/Technical School

University+

47%

Base: All respondents (n=1,200); Source: Canada Voyageur Omni (December 2007)

# Maybe more reflective of sample online population.
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" ZINC Facebook Membership: Canada

“Which of the following social networking sites are you a member of?”

% of segment that are a member of Facebook

Total Respondents

Household Income

<$50,000
$50,000 to $74,999
$75,000+

44%

Household Size

1 person
2 persons

3 persons+

Children at Home

Yes

No

51%

56%

51%

54%

54%

57%
54%

Canadians and Facebook Survey (December 2007)

Profile: Household Income, Size and Children at Home#

Base: All respondents (n=1,200); Source: Canada Voyageur Omni (December 2007)

# Maybe more reflective of sample online population.
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Canadians and Facebook Survey (December 2007)

Membership to Social Networking Sites

ZINC
’ Canada*

“Which of the following social networking sites are you a member of?”

SEPTEMBER 2007 NOVEMBER 2007 DECEMBER 2007
Currently a member of Currently a member of Currently a member of
Social Networking Site Social Networking Site Social Networking Site

34% 59% 63%
66% 41% 37%
NOT a member of Social NOT a member of Social NOT a member of Social
Networking Site Networking Site Networking Site

Over the 4 months of 2007 the number of online Cana  dians currently a member of a social

networking site grew from 1 in 3 to over 3 in 5.

Base: All respondents (September, n=1,000; November and December, n=1,200); Source: Canada Voyageur Omnibus

# Maybe more reflective of sample online population, but growth trend reflective of Facebook member tracking.
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r Canadians and Facebook Survey (December 2007)

~ ZINC Membership to Social Networking Sites
""" Canada - The Dominance of Facebook*#

“Which of the following social networking sites are you a member of?”
[l Facebook

[l Al other Sites

September 2007 27% 34%

November 2007 46% 59%

December 2007 63%

Facebook has commanded over three-quarters of respon dents who

Indicate that they are a member of a social network  ing site.

Base: All respondents (September, n=1,000; November and December, n=1,200); Source: Canada Voyageur Omnibus.

. . . . ) * - Respondents can be members of numerous social networking sites.
# Maybe more reflective of sample online population, but growth trend reflective of Facebook member tracking.
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Canadians and Facebook Survey (December 2007)

¥ ZINC Hours per Week Spent on Facebook...
~ “Sticky”

“And how actively are you using that/these sites? Pl ease indicate, on average, how many hours aweekyo u spend using Facebook.”

Less than 1

0
hour 4%

1 hourto5

67%
hours

6 to 10 hours 17%
Mean number of hours spent per
week on Facebook:
More than 1 Canadian users: 5.7 hours per week.
ore than 10 11% P

hours

% of respondents indicating how many hours they spend on Facebook per week

Base: Respondents who are members of Facebook (Canada, n=614)
Source: Canada Voyageur Omni (December 2007)
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Canadians and Facebook Survey (December 2007)

¥ ZINC

“How important are the following aspects of social n

Usage of Social Networking Sites

D Very Important
. Somewhat Important

etworking sites to you...?”

Very Important/Somewhat Important

Staying in touch with Friends 54% 86%

Finding old friends 73%
General distraction/Stress reliever m 64%
Making new Friends m 47%
Playing online games m 42%

Sharing ideas/Blogging 39%
organizing sociaitre (12 _ [ 7"
Joining/Being part of communities 37%

Defining own identity m 31%
Promoting/Developing business m 26%

Dating

Base: Respondents that use/are registered on a social networking site (n=753); Source: Canada Voyageur Omni (December 2007)

5%

17%
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Canadians and Facebook Survey (December 2007)

" ZINC Usage of Social Networking Sites
- e Comparison of Facebook & Non-Facebook Users

“How important are the following aspects of social n etworking sites to you...?”

Very Important/Somewhat Important

Staying in touch with Friends _ 71% 680
- . 56%
Finding old friends _ 6%
E-mail/Chat [ 60% _
72%
General distraction/Stress reliever _&‘
64%
Making new Friends
Organizing social life
Sharing ideas/Blogging
Playing online games
Joining/Being part of communities
Defining own identity
ina/ lobing busi 38%
Promoting/Developing business 220/ B Not on Facebook (n=158)
0,
Dating 1 4102A) O Facebook Member (n=553)

Base: Respondents that use/are registered on a social networking site (n=711), Source: Canada Voyageur Omni (Nov 2007)
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Canadians and Facebook Survey (December 2007)

zinc Rating Facebook Relative to Other
~ Social Networking Sites

“Which of the following social networking sites are you a member of?”
“Do you consider Facebook to be...?”
Rating Facebook relative to
Members of or considering joining || other social networking sites
Facebook

63% Better than other social 41%
networking sites

About the same as other 290/
social networking sites 0

Not as good or worse that 50/
other social networking sites 0
No interest in joining or never Don’t know/Unsure - 2504
heard of Facebook

37%

Base: Members of Facebook and those who are notame  mber and

considering joining Facebook (n=755)
Base: All Respondents (n=1,200)

NET DIFFERENCE: +36 points

(Better than other sites minus not as good or worse than)
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Canadians and Facebook Survey (December 2007)

~ ZINC Perceptions Why Facebook is Better than
" Other Social Networking Sites

“Why do you think Facebook is better than other socia | networking sites?”

Total Mentions

Easy to use - User friendly / Simple to
use / Well organized & designed

Everyone’s on it - Broad network/
More people/Meet new people

Reconnect with old friends / Brings people
together / Stay connected / Find people

30%

23%

19%

Applications (e.g. chat, e-mail, file 0
& photo sharing, play games) 15%
Variety / Lots to do / Options / 0
Extensive range of activities 15% . i
5% mentions or less:
« Safety & Security features / Privacy /
Friends & Family on it _ 14% Control access
« Everything is there on one site
Popular / Free Service 11% * Express self online / Show interests /

Exchange ideas / Find like-minded

people & communities / Have own web
0 page

11% « Just better than other sites

 Scheduling events

Enjoyable / Fun

Appealing / Like site / Clean design

11%

/[ Interactive

Source: Canada Voyageur Omni (Nov 2007)
Base: Respondents who are members or are considering joining Facebook and see Facebook as better than other social networking sites (n=270)
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