Headquarters

97 Libbey Industrial Parkway
Suite 300

Weymouth, MA 02189
Phone: 781-616-2100

Fax: 781-616-2121

E-mail: info@infotrends-rgi.com
www.infotrends-rgi.com

Europe

3" Floor, Sceptre House
7-9 Castle Street

Luton, Bedfordshire,
United Kingdom LU1 3AJ
Phone: +44 1582 400120
Fax: +44 1582 411001

E-mail: info@infotrends-

rgi.com

Japan

Hiroo Office Building
1-3-18 Hiroo Shibuya-ku
Tokyo 150-0012 Japan
Phone: +81 3 5475 2663
Fax: +81 3 5475 2710

E-mail: gsm@gsm.to
WWW.gsm.to

This material is prepared specifically for
clients of InfoTrends/CAP Ventures. The
opinions expressed represent our
interpretation and analysis of information
generally available to the public or
released by responsible individuals in the
subject companies. We believe that the
sources of information on which our
material is based are reliable and we
have applied our best professional
judgment to the data obtained.

Internet Imaging Trends SAMPLE

October 2005

2005 Online Photo Services End User Survey
Analysis

Table of Contents

EXECULIVE SUMMAIY ..eviiiiiiiiiiiiiie e ee e e e e s e e e e e e e s st n e e e e e e e s ennnnaees 5
KeY HIghlIGhES e e e e e 6
INEFOAUCTION L. s e 11
End User Study Methodology ......c.cevviiiiiiiiiiiiiieie e 11
Banner Point DefinitioNs .....c..uuviiiiie e 13
DEMOGIaphiCS ..ooiiiiiie it 15
Demographic Comparison of Online Photo Service Members vs.

NON-MEMDIEIS. ..cei ittt et e e s et e e s e ebe e e e enees 21
Demographic Comparison of Interested Vs. Non-Interested Non-members 25
Demographic Profile of Those Who Have Ordered Prints Online................. 26
Household Technology Ownership and Usage..........cccovvvieeeiiiiineiiniiee e 29
Technology Ownership of Online Photo Service Members and

NON-MEMDIEIS. ... e e e e e e 37
Photo Storage and Archival ... 39
Where Digital Photos Are Printed ..o 43
Use of Online Photo ServiCes ......cccciiiiii i 45
Experience with Using an Online Photo SEervice..........ccocvvivniiieeniiiieeee, 45
Choosing an Onling PhOtO SEIVICE .........ooccvviiiiiei e 49
Frequency and Level of Online Photo Service Usage.........cccccccvveeeeiinnnee, 55
Premium Memberships ... 60
Photo Sharing........cocuiiiiiie e e e e e 65
Photo Management and EditiNg...........cccciviiiriee i cciiveeee e 69
Satisfaction and Interest in Online Photo Service Features ............ccccoeeuneee. 71
Print and Photo Merchandise Sales...........ccccciiiiiiiii e 73
Net-to-Mail and Net-to-Retail ..o 88
Satisfaction with Online Photofinishing ..o 94
Future Online Photo Service USage...........uuviiiiiiiiiiiiiie e 97
Non-Members’ Interest in Online Photo Services.......ccccccovvviivieerieee i, 98
Comments and Suggestions for Online Photo Service Vendors......... 103
ReCOMMENTALIONS ...uiiiiiiiie e e e 103
1070 1 1o] [ 1] Lo [ SRRSO 105
CroSS-TabUlatioNS ......eeiiiiiiiee e 105

© InfoTrends/CAP Ventures, October 2004 www.infotrends-rgi.com



End User Research Internet Imaging Trends

Table of Fiqures

Figure 1. What are the main factors preventing you from using an online photo service?............ccccceeeeen... 6
Figure 2: What is the brand or name of the online photo service you use most often? ..............cccccvveeeeenn. 7
Figure 3: Why do you upload photos to an online photo SErVICE? ...........eeiiiiiiiiiis v 8
Figure 4: About how many times per year do you order prints online? How many prints do you order each

time you order prints online? How many prints have you ordered online in the past 3 months?........... 8
Figure 5: How much value do you place on the folloOWING?........coo i 9
Figure 6: If given a choice by your online photo service, which would be your preferred method for receiving

811 41 5T PP PO PPPPPPP 10
Figure 7: Age Of RESPONUENES .......ciiiiiiiiiee ettt e e e e s e e e e e e e s e e aa e e e e e e e e e s s saatbeaeeeeessnnnrnrenes 15
Figure 8: Gender Of RESPONUENTS. ........uuiiiiiiiiei ettt e s b b e e s ae e snebe e e e e nees 16
Figure 9: Respondents’ Home State DY REQION.........ccooi i 17
Figure 10: Respondents’ Annual HouSehold INCOME ..........uuiiiiiiiiiiii e 18
Figure 11: Ages of Children in Respondents’ HOUSENOIAS .............uoiiiiiiiiiiiiiiiee e 19
Figure 12: How Respondents Describe Themselves as Photographers..........cccccveeeeeeeiiiccciiieeeee e, 20
Figure 13: Average Age of Online Photo Service Members and Non-Members..........cccccevviiieeevniieee e 21
Figure 14: Gender of Online Photo Service Members and Non-Members..........cccccceeeeviiiiiieeeee e 22
Figure 15: Ages of Children of Online Photo Service Members and Non-Members..............cccccoiiiiiinee 23
Figure 16: Type of Photographers, Online Photo Service Members vs. Non-members ........ccccccoevvevvnnee. 24
Figure 17: Age of Those Who Have Ordered Prints ONliNE.........c..oociiiiiiiiec e 26
Figure 18: Gender of Those Who Have Ordered Prints ONliNe ...........ccceeiiiiiiiiiniiiecee e 27
Figure 19: How Those Who Have Ordered Prints Online Describe Themselves

o ESR md a0 (0T | = ] 1= £ S 28
Figure 20: Technologies Used at HOME ...t e e 29
Figure 21: Operating Systems That Respondents Use at HOME..........cccccveeei i 30
Figure 22: Types of Printers Used at HOME...........uoiiiiiiiiiiecce e e e 31
Figure 23: Types of Internet Connection Used at HOME ...........ooouiiiiiiiiiiiii e 32
Figure 24: Types of Cameras Owned, 2004 VS. 2005 ..........uueeieieeiiiiiiiiiere e e e e siiirreee e e e e e s s ssnnrae e e e e e e s s e nnennnens 33
Figure 25: Types of Cameras Used Most Often, 2004 VS. 2005...........uuiiiiiiaiiiiiiiiiieeee e eiieieee e e 34
Figure 26: Type of Digital Camera USEa............uvuiiiieeiiiiiiiiieeeee e s et e e e e s e s s e e e e e e s snnnnre e e e e e e e s annnsnneees 35
Figure 27: Length of Time Camera Phone Owners Have Owned Their DeviCes..........ccoovuvviiieeiieiieiiiinns 36
Figure 28: Technologies Owned, Member vs. NON-MEMDET ........c..oiiiiiiiiiiiie e 37
Figure 29: Types of Internet Connections Used at HOME..........ccooiiiiiiiiiiiiie it 38
Figure 30: Type of Camera Used Most Often, by Members and Non-Members............occcuvvieeiiiiiiiniinnn. 39
Figure 31: Current Methods for Storing Digital PROtOS ..........ueeviiiiiiiiiiece e 40
Figure 32: Long-Term Plans for Storing Digital Photos, Members vs. Non-Members...........ccccccceeviiiinnnn. 41
Figure 33: When Respondents Plan to Follow Long Term Storage Plan ..........ccccoceviiiieiniiiee e 42
Figure 34: Locations Where Respondents Print Digital PhOtOS...........ccevviiiiiiiiiciiiieecec et 43
Figure 35: Locations Where Respondents Print Digital Photos Most Often........ 44

Figure 36: Whether Respondent Has Ever Uploaded Photos to an Online Service46
Figure 37: Historical Trend of Internet Users Who have Uploaded Photos to an

ONlINE PROLO SEIVICE ...ttt e et ettt e e e e e e s bbbt e e e e e e e e e snnbebeaaeeesannnereees a7
Figure 38: Length of Experience Using an Online PhoOto ServiCe...........cccoviiiiiiniiiii e 48
Figure 39: How Members Learned About Online Photo SErVICES ........ucevvieiiiiiiiiiiiiicce e 49
Figure 40: Name of the Online Photo Service Used MOSt OfteN ..........cccoviiiiiiiiiiiiciee e 50
Figure 41: Reasons Members Chose Their Primary Onling€ SErviCeS .........covvcviviieeieeeiiiiiiiieeee e e e e s e 52
Figure 42: Top Reasons Members Upload Photos to an Online Photo Service..........cccoooiiiiieiiiiiiiniinnnen. 54

Page 2 www.infotrends-rgi.com © InfoTrends/CAP Ventures, October 2004



Internet Imaging Trends End User Research

Figure 43:
Figure 44:
Figure 45:

Frequency of Uploads to Onling PhOtO SEIVICE.......ccoiiiiiiiiiiiiiie e 55
Why Some Respondents Will Not Upload AgaiN ............oooiiiiiiiiiieeiie e 56
Frequency of Visits to Online Photo Service to View, Edit, or Organize Pictures, or Order Prints

.............................................................................................................................................................. 58
Figure 46: Number of Photos Stored in Online Photo AIDUMS .........uuiiiiiiii e 59
Figure 47: Whether Members’ Online Services Offer Premium Memberships.......ccccccccovivciiiieviee i, 60
Figure 48: Share of Members Who Have Paid for Premium Membership ... 61
Figure 49: Features for Which Respondents Would Pay a Premium Membership Fee...........ccccocevennnn 62
Figure 50: How Much Non-Users of Premium Services Would Pay for Selected Services ....................... 63
Figure 51: Share of Members Who Have Purchased CDs, DVDs from Online Services to Backup.......... 64
Figure 52: Frequency with Which Members Share Online Photo Albums..........cccccceeeiiiiici e, 65
Figure 53: Number of People with Whom Members Share Photos at One Time ..., 66
Figure 54: Visiting an Online Photo Service to View Others’ Shared Photos...........ccocccveiiiiii e, 67
Figure 55: Names of Photo SErviCes VISIEA ..........coiiiiiiiiiiiiiiiic e e e e 68
Figure 56: Frequency with Which Respondents View Online Photo Albums that Have Been Shared with

11 0 TP PP PPRRTRN 69
Figure 57: Frequency of Use of Photo Software for Different Functions, Prior to Uploading..................... 70
Figure 58: Satisfaction with Features of Online Photo ServiCe..............ciiiiiiiiiiiiiiiie e 71
Figure 59: Interest among Members in Particular Online Photo Service Features ...........cccocoveveiviieeeennenn 72
Figure 60: Total Respondents Who Have Ordered Prints Online..........cccccoeeiiiiiiiiiiieee e 73
Figure 61: Members Who Have Ordered PrintS ONlNE ...........oioiiiiiiiiiiiie e 74
Figure 62: Members Who Have Ordered Prints from Pureplay vs. Retail Online Photo Services............. 75
Figure 63: Reasons Respondents Have Not Ordered Prints ONlNe ..........coooiiiiiiiiiiiiiiniiieeee e 77
Figure 64: Reasons Respondents Have Not Ordered Prints Online

(Users of Pureplay and Retail ONliNg SEIVICES) ........uiiiiiiiiiiiiiiie et 78
Figure 65: How Members Describe Their Online Photo Printing HabitS.............cccocceieiiiiiic e, 79
Figure 66: Frequency of Onling Print OrderiNg ........cooiiuerieiiiiie it 80
Figure 67: Average Number of Prints Ordered ONliNE............covvviii i 81
Figure 68: Number of Photos Ordered Online in the Last Month ... 82
Figure 69: Share of Prints that Respondents Pay FOr ...t a e 83
Figure 70: Share of Respondents Who Have Purchased Prepaid Print Plans............c.ccocccvvvieeeeee i, 84
Figure 71: Average Cost of Total Order, Before Shipping Charges .........cooovviiiiiiiie i 85
Figure 72: Average Sizes of Photos Ordered ONliNE............oooiieiiiiiiciiiiieice e e e 86
Figure 73: Photo Merchandise Purchased from an Online Photo Service ...........cccccveeiiiiiiiiiiiiiieee s 87
Figure 74: Share of Members Whose Online Service Offers Net-to-Retalil .........ccccceeeevviiiiiieini i, 89
Figure 75: Shares of Respondents Choosing to Net-to-Mail or Net-to-Retail Options

(Pureplay vs. Retail MEIMDEIS) .....cociiiiiiiiiiee ettt e e et e e s et be e e s s be e e e e enes 90
Figure 76: Preference for Net-to-Mail vs. Net-t0-Retail ...........ccooiiiiiiiiiiii e 91
Figure 77: Comparison of Net-to-Mail vs. Net-to-Retall..........coooeeiiiiiciiiiiiiie e 92
Figure 78: Opinions about Printing at Home vs. Printing ONliNe ... 94
Figure 79: Reasons for Not Printing All Digital Camera Photos Online............ccccvvveveieiiiicciieecc e 96
Figure 80: How Respondents Expect Usage of Online Photo Services Will Change Over 2 Years.......... 97
Figure 81: Interest Among Non-Members in Trying an Onling SErVICe .........ccvveiiiiieiiiiiie e 98
Figure 82: Factors that Are Preventing Non-Members from Using Online Services..........ccoccceeeeevvicinnnnen. 99
Figure 83: Online Service Features that Would Interest Current Non-Members............ccooeeeeeiiiiiiiinnnee. 100
Figure 84: Amount that Non-Members Would Pay to Access Selected Features..........cccccvvvveeeeeiiicvnnnen, 101
Figure 85: Pickup Methods Preferred by Interested NON-Members ... 102

© InfoTrends/CAP Ventures, October 2005 www.infotrends-rgi.com Page 3





