2000
2003 115 ( 2004.05.07)

(37%)
(20%) (12%)
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10%

11%

12%
20%
13 2003
4% 2003 35%
) 2001 36% 2003 21

16 2001-2003
2001 2002 2003
(Display Ads) 36% 29% 21%
(Sponsorships) 26% 18% 10%
(Classifieds) 16% 15% 17%
(Keyword Search) 4% 15% 35%

(Slotting Fees) 8% 8%

3%

50
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(Internet Advertising Bureau 1AB) 1996
2001 (Interactive Advertising Bureau)

IAB 150
75%
AOL DoubleClick MSN Google Overture
Yahoo! The Walt Disney Internet Group

IAB
1996 12 |IAB
(The Codlition for Advertising Supported Information &
Entertainment CASIE)
(Newspaper Association of America NAA)

NAA ( 17)
17
(Pixel)
(Full Banner) 468* 60
392*72
(Full Banner with Vertical Navigation Bar)

(Half Banner) 234*60
(Square Button) 125*125

(Button #1) 120*90

(Button #2) 120*60

(Micro Button) 88*31
(Vertica Banner) 120* 240
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IAB 2002 4
(Weinreb
2002.04)

(visitor)

cookies

(nonhuman activity)

Nielsen//NetRatings 2003 7

MSN Yahoo!
Google(1998 9 )
18
()

MSN 83,844 1.58:07
Y ahoo! 82,852 2:32:37
Microsoft 79,755 0:34:17
AOL 68,228 8:41.06
Google 44,229 0:26:28
eBay 39,304 1:44:54
Amazon 35,582 0:16:55
Real 32,376 0:33:05
Lycos Networks 31,077 0:15:53
M apQuest 25,456 0:12:13

Nielsen//NetRatings(2003.07)
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DoubleClick 24/7 Media AdSmart Flycast
Cybereps  AdForce DoubleClick  24/7 Media

1. DoubleClick( )

1996
DoubleClick
DART(Dynamic Advertising Report and Targeting)
DoubleClick
? (DoubleClick
TechSolutions) (DoubleClick Media)
DART 2003 11
Double Click DART Enterprise
51 Double Click
Clickm@iler
1999 7 DoubleClick 5.3
(Net Gravity) Net Gravity
DoubleClick
Net Gravity DoubleClick

Net Gravity

DoubleClick

2002 6 Hinet
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2. 24/7 Media

1997 12
2001 2417
DoubleClick
24/7 Connect 2001 2417
2001 7
(metrics)
(
19)
19
Engage I/PRO ABVS CASIE
Web Trends BPA International IAB
Marketwave Engage I/PRO
Net. Genesi's
Media Metrix
Nielsen//NetRatings
iamasia
(2000)
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Engage I/PRO 1994

BPA
International
( )
ACNielsen 1999 3
1999 9 NetRatings
AC Nielsenn eRatings.com
ACNielsen//NetRatings NetView @Plan AdReevance WebRF
2001 10 Nielsen/NetRatings Media

Metrix
(Maddox 2001.11)

1999 iamasia

1. ABVS(Audit Bureau of Verification Service)

(ABC Audit Bureau of Circulation)

2. BPA International

1931
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3. Engagel/PRO

Engage I/PRO
(Unique
Vigtor)
(CASIE) (IAB)
1994
IAB
1997
9 IAB (IAB Online Advertising Effectiveness Study)
96% 4%
(Rogero  2001.01)
DoubleClick 2003
0.62% 2003 0.79%
0.44% (rich media) (norn-rich
media)
DoubleClick 2003

1.24% 0.27% DoubleClick
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1.0%

0.8%

0.6%

0.4%

0.2%

0.0%

DoubleClick (view-through rates) 2002
42% 45%
DoubleClick
E o |

0.77% 0.75%

0. 60l % 206 63%

0.54%

0.

52

)

0. 40 %

14 2003

80%

DoubleClick 2003

(Www.iab.net)

AtlasDMT |AB

10.1%

57
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16%

2-3

Dynamic Logic

| 88%

| 72%

| 66%

| 61%

0%

(Dynamic Logic,2001.04)

Atlas DMT

20% 40% 60% 80% 100%
Dynamic Logic
(
(Cost per Click) (Cost per Action)
Atlas DMT

(Cost per Revenue)

Bha  (2002)
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Sung-Joon Yoon

2004 4 (20

(
) ( OKBANK Much )

2003 7 2004 6
3C
3C
3C (

http://www.insightxplorer.com/news/news_07_22.html)
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20

Y ahool

1
1 91.7% 70.2
2 88.3% 20.3
3 OKBANK 86.6% 339
4 Much 86.0% 27.2
5 85.4% 31.2
6 81.0% 16.0
I 80.0% 175
8 79.1% 14.4
9 77.1% 14.6
10 76.4% 17.7
(2004.06)
PChome MSN ( 21)
21
C )
1 Y ahoo! 94.1% 8,687
2 PChome 79.2% 7,311
3 MSN 78.9% 7,286
4 74.7% 6,895
5 72.9% 6,730
2003 6

(http:/mww.insightxplorer.com/news/news_07_15.html)
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2003 6

22) ARO 3
22
ARO (
1,771,465 98.07% 9,768
2 4 | 593,040 | 93.74% 9,337
3 144,442 | 71.87% 7,158
4 ISP 132,041 | 75.76% 7,546
81,147 | 54.59% 5,437
73111 | 51.39% 5,119
/ 72,614 | 68.41% 6,813
54,092 | 74.20% 7,390
45907 | 54.46% 5,424
10 33,821 | 49.17% 4,897
2003 6

(http:/Imwww.insightxplorer.com/news/news_07_15.html)

Y ahoo! PChome MSN
2003 11 962
1 Yahoo! 95
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Y ahoo!
4% 76% 2003

Y ahoo! ADSL
( 2004.01.16)
Y ahoo! 2003
1995 1 e
2003 2002
70 50% 60% e 25% 30%
10%  15%( 2003.01.17)
PChome Y ahoo!

2003.09.27) 2003

Y ahoo! (
2003.10.10)
MSN
MSN MSN Messenger
75.9% ( 2003 9 2003.11)

1998

62



23

PChome 1998 5
1995 1
Y ahoo! 2000 11
1998 11
MSN 2000 3
MSN Messanger
1998 8 (ASIAD Network)
Net Gravity Net
Gravity
1999 10 DoubleClick
DoubleClick Asia
1999 2 Hinet ( ) Hiad
Hinet
Net Gravity 5
Net Gravity
2002 8 Aboutweb

Aboutweb
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Aboutweb

0.4
ADCast 2001
2000
NetVdue 1999
Superpall 2000 10

Nielsen/NetRatings 2001 3

ACNielsen eRatings.com  NetVdue
lamasia
SuperPoll
ACNielsen eRatings.com Yahoo Lycos
NetVaue
M-digital

64

iamasia

Carat

iamasia



iamasa NetVaue

—SuperPoall 2003 4
(Internet Survey System)
(Internet Rating System)

2003 5
(ARO Pandl) NRC
CyberPanel-Japan panel
ARO®(Access Rating Online) 2003 6
(

24) CPM

(Bench mark)
> ARO (Reach)*

(Web Session Reach)* (Duration per Visit)
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24

CPM

(Unique Vigitors)

(Click)
(Cost Per Click)

MIC Online AD’99 1999.05 2000.07

1997  CIAB(Chinese Internet Advertising Bureau)

Rogero
( 2001.01)
Robbin Zeff 1. 2.
3. 4. ADCast

( 2003.05)

66



Y ahoo!

( 1996.09)

( 2003.11)

Visa

(
http://www.insightxplorer.com/epaper/epaper_200402_1.html)
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2001.02)
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Netwatch

2003
73 14
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1995 1994  Hot Wired ( )
1997
Y ahoo! MSN
MSN Google
t DoubleClick 24/7
Media AdSmart Flycast
Cybereps  AdForce
2.
1. 1.
2.ACNielsen  Netwatch Engage I/PRO
2. ABVS
1.1AB  96%
2. DoubleClick
L 1. 1AB 4%
2. Rogero 2. DoubleClick

AtlasDMT 80%

Dynamic Logic

AtlasDMT
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