
S t a t istical annex284

S E C T IO N  TH R E E  
I N T E R N E T

Some def ini t io ns

Host: An Internet host is a computer connected to the
Internet that can both access and be accessed,
i.e. deliver information.

Internet: The Internet is a global network of networks
enabling computers of all kinds to directly and
transparently communicate and share services
throughout much of the world (see Chapter 11).
Because the Internet is an enormously valuable
enabling device for so many people and
organizations, it also constitutes a shared global
resource of information, knowledge, and means
of collaboration, and co-operation among
countless diverse communities (Internet Society
[www.isoc.org]).

Subscriber: Someone who is paying for dial-up or
leased line access to the Internet.

User: This is an indicator in which the lack of
definition limits usefulness. A user could be
someone who has used Internet once, someone
who has used the Internet at least once during
a certain period, or someone who uses it every
day.

Who is  connected to  Inte rnet?

G e o g r a p h i c a l l y

In global terms, which means asking which countries
are connected, the answer is simple: almost all
countries. According to the ITU (Dec. 1998) only three
countries did not have any access, locally or otherwise,
to the Internet: Democratic People’s Republic of Korea,
Iraq and Tokelau, the two former by choice and the
latter due to its size. This does not mean, however,
that access possibilities are equal. There are great
disparities between high- and low-income regions.

Figure A.1 ➝ Distribution of Internet hosts, July 1998

Source: Adapted from RIPE (www.ripe.net).

Figure A.2 ➝ Estimated number of persons on-line, 
in millions, August 1998

Source: Various; compiled by Nua Internet Surveys, 1998.
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Figure A.3 ➝ Estimated number of hosts, in millions, 1995–1998

Source: Network Wizards (www.nw.com).

Figure A.4 ➝ Total number of installed PCs, home and professional, in millions, 1991–1996

Source: GkF, Inteco/BIPE Conseil.
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Gender  di f ferences in  Inte rnet  use
Internet use is largely male dominated, but to a
varying degree from country to country. According
to the ITU, ‘Women have a number of disadvantages
compared to men that inhibit their accessibility of the
Internet. Multiple demands as both homemakers and
workers gives women less time to both access and
acquire the experience and knowledge for successfully
using Internet.’ Furthermore, girls make up only a

small percentage of students in computer science
classes. Girls are significantly more likely than boys
to enroll in clerical and data-entry classes, while boys
are more likely to enroll in advanced computer science
and graphics courses. Girls use computers less often
outside of school, with the result that boys enter the
classroom with more prior experience of computers
than girls (American Association of University Wo m e n
(AAUW), 1998).

Figure A.5 ➝ Total number of installed home PCs, in millions, 1991–1996

Source: GkF, Inteco/BIPE Conseil.

Figure A.6 ➝ Estimated percentage of female Internet users for selected countries, 1998

Source: Compiled from various sources (available at www.nua.ie/surveys/index.cgi).
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In te rnet t ra f f i c

Of the traffic over the Internet, the traffic on the Wo r l d
Wide Web (WWW) is by far the largest. The diagram
below shows the estimated traffic in 1998 by type of
service and a forecast for the year 2003.

P u rchas ing  on  the  In te rnet

Use of the Internet, and primarily the WWW, as a
market place, is steadily evolving. According to
Nielsen Media Research, around 26% of the Net users
in Canada and USA have purchased something via
Internet. During 1998 the products most sold where
the following:

Product Estimated % of Net users  who purchased

Books 7.1 
Hardware 5.6
Software 5.1
Travel 3.6
Clothing 3.5

According to this survey the gender distribution of
purchasers were 71% male and 29% female.

Table A.8 ➝ Worldwide Internet 
and intranet pro d u c ts and services, 
1996 and 2000, in millions of $

Product/Service 1996 2000 1996/2000 
CAGR (%)

Internet access 3,149 11,300 37.6
Personal computers 5,511 16,200 30.9
Network computers 706 15,440 116.3
Servers 2,247 13,150 55.5
Network equipment 3,500 10,300 31.0
Software 916 12,221 91.1
Services 2,477 13,770 53.6
Total 18,506 92,381 49.5

Source: International Data Corporation, 1997
(www.idcresearch.com/f/idcf.htm).

P u rchasing  for the  Inte rnet:  
Worldw ide  M arket  Fore c a s t

Ta b l e A.8 shows estimates for products and services
that are purchased primarily to enable access to
information and applications through the Internet or
a corporate intranet, not for general use. (CAGR stands
for Compound Annual Growth Rate.) 

Figure A.7 ➝ Estimated percentage distribution of traffic on the Internet, 1998, and forecast for 2003

Source: Data Monitor on Nua Internet Surveys, 1998.


