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Key findings

– 32% of MENA Internet users buy products or services online.
– 32% of all Middle East & North Africa Internet users surveyed buy products or services 

online, compared with 62% in the UK (UK ONS August 2010).

– GCC Internet users lead online shopping in MENA region.
– 43% of Internet users surveyed in the GCC bought products or services online, 11% 

higher than the MENA average, with 11% shopping online more than 3 times per month.

– Male and female online shoppers have different purchasing profiles.
– While all online shoppers surveyed share similar online buying habits, there are 

differences in habits such as an increased preference for buying clothing and 
accessories by female shoppers and for buying electronic equipment by male shoppers.

– Consumption of media by MENA Internet users during the Muslim holy 
month of Ramadan varied only slightly compared to July.
– The Effective Measure | Spot On PR survey did find differences in media consumption 

habits during Ramadan (end August), compared to July 2010, but all variances were less 
than 5.5% plus or minus.

Source: Effective Measure / Spot On PR



Survey methodology

– The Effective Measure | Spot On PR survey was carried out between July 
26th and September 1st, 2010.

– The survey was conducted online via Effective Measure survey technology 
(active across more than 100 websites in MENA).

– The sample was randomly selected via an intercept invitation which is 
activated approximately every 15th to 100th visitor to each site
(interception rate is linked to the volume to traffic visiting a website).

– No sample quotas were imposed for this survey, the intent was to
understand behaviors and attitudes of the general internet population.

– Total sample size was n=6998.



Demographics
of respondents



Demographics of respondents

Base: n=6998

North Africa (excl. 
Egypt), 13%

Egypt, 30%

Levant (Lebanon, 
Jordan, Syria), 7%

GCC, 49%

Residence location of respondents

Other countries, 2%

– Note: it should be noted that the sample configuration for the 'MENA' survey is not wholly 
reflective of country populations and the survey data is unweighted.  Countries categories in 
‘Other countries’ include Iran, Iraq, Sudan and Yemen. 



Demographics of respondents
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Manager or Senior Official (17%)
Professional (32%)
Associate Professional & Technical (10%)
Administrative & Secretarial (10%)
Skilled Trade (2%)
Personal Service (<1%)
Sales & Customer Service (5%)
Process Plant & Machine Operative (<1%)
Elementary school student (<1%)
Full time student (14%)
Retired (<1%)
Housewife/husband (2%)
Unemployed (4%)

OCCUPATIONGROSS HOUSEHOLD INCOME (US$ /YEAR)

5%5%



Demographics of respondents
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Demographics of respondents
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67% of Internet users surveyed
have a tertiary education

76% of users access the Internet
from their homes

No formal education

Primary

Secondary

Tertiary (graduate degree)

Tertiary (post graduate degree)

Trade/certificate
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53%

23%
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Online purchasing habits



Online purchasing habits (MENA)

Source: Effective Measure / Spot On PR

32% of MENA Internet users
purchase products online

1. Airlines tickets (19%)
2. Books (12%)
3. Computer software (12%)
4. Clothing/Accessories/Shoes (9%)
5. Hotel reservations/Tourism services (9%)
6. Electronic equipment - camera, music player, TV (9%)
7. Music (8%)
8. Videos/DVDs/Games (8%)
9. Computer hardware (7%)
10. Sporting goods (4%)

Top ten online purchases (MENA)

1 to 3 times
per month

3 to 6 times
per month

More than 6 times
per month

Total
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32%

4%

24%

4%

Q. How often do you purchase products online?



Online purchasing habits (GCC)

Source: Effective Measure / Spot On PR

31% of GCC Internet users
buy online at least 1X per month

1. Airlines tickets (31%)
2. Hotel reservations/Tourism services (15%)
3. Books (15%)
4. Computer software (14%)
5. Clothing/Accessories/Shoes (12%)
6. Electronic equipment - camera, music player, TV (11%)
7. Videos/DVDs/Games (10%)
8. Music (8%)
9. Computer hardware (7%)
10. Event/Concert/Sports tickets (5%)

Top ten online purchases (GCC)

1 to 3 times
per month

3 to 6 times
per month

More than 6 times
per month

Total

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

43%

5%

31%

6%

Q. How often do you purchase products online?



Online purchasing habits (Levant)

Source: Effective Measure / Spot On PR

20% of Internet users
in the Levant buy online

1. Books (13%)
2. Computer software (11%)
3. Music (8%)
4. Electronic equipment - camera, music player, TV (7%)
5. Airlines tickets (7%)
6. Computer hardware (7%)
7. Clothing/Accessories/Shoes (6%)
8. Videos/DVDs/Games (5%)
9. Hotel reservations/Tourism services (3%)
10. Home equipment - kitchen ware, furniture, etc. (3%)

Top ten online purchases (Levant)

1 to 3 times
per month

3 to 6 times
per month

More than 6 times
per month

Total
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Q. How often do you purchase products online?



Online purchasing habits (North Africa)

Source: Effective Measure / Spot On PR

19% of Internet users
in the North Africa buy online

1. Computer software (9%)
2. Books (7%)
3. Clothing/Accessories/Shoes (7%)
4. Computer hardware (6%)
5. Music (6%)
6. Electronic equipment - camera, music player, TV (6%)
7. Airlines tickets (6%)
8. Videos/DVDs/Games (5%)
9. Automobiles & Parts (3%)
10. Hotel reservations/Tourism services (3%)

Top ten online purchases (N. Africa)

1 to 3 times
per month

3 to 6 times
per month

More than 6 times
per month

Total

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

19%

3%

14%

2%

Q. How often do you purchase products online?



Frequency of online purchasing (GCC)

Bahrain Kuwait Oman Qatar Saudi
Arabia

UAE

13% OF QATAR INTERNET USERS & 12% OF SAUDI INTERNET USERS MADE 
PURCHASES ONLINE MORE THAN THREE TIMES PER MONTH

Source: Effective Measure / Spot On PR

50%

40%

30%

20%

10%

1 to 3 times per month 3 to 6 times per month More than 6 times per month



Types of online activity most pursued (MENA)

Use Twitter type sites
Purchase products or services

Visit social networking site(s)
Search for information about hobbies

Email
Search for info about products you plan to purchase

Visit travel related sites
Look for a job

Look for information about health and medicine
Play games online

Look at news and weather sites
Look at entertainment-based sites
Look at business related websites

Look for educational content
Other

0% 25% 50% 75%

What type of activities do you do most often do online?
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Types of products purchased online (Male)

Airlines tickets
Computer software

Books
Electronic equipment (camera, music player, TV)

Hotel reservations/Tourism services
Computer hardware

Clothing/Accessories/Shoes
Videos/DVDs/Games

Music
Automobiles & Parts

Sporting goods
Home equipment (kitchen ware, furniture, etc)

Event/Concert/Sports tickets
Sports Memorabilia

Groceries

0% 25%

What kind of products have you purchased online in the last 3 months? (top 15 answers)

Source: Effective Measure / Spot On PR

Male responses
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Types of products purchased online (Female)

Clothing/Accessories/Shoes
Airlines tickets

Books
Hotel reservations/Tourism services

Computer software
Music

Cosmetics/health supplies
Videos/DVDs/Games

Electronic equipment (camera, music player, TV)
Home equipment (kitchen ware, furniture, etc)

Computer hardware
Event/Concert/Sports tickets

Toys/Dolls
Groceries

Automobiles & Parts | Sporting goods (both 2%)

What kind of products have you purchased online in the last 3 months? (top 15 answers)

Source: Effective Measure / Spot On PR

Female responses
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Media consumption



Audience share of media & Internet by time of day
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Audience share of TV viewing

Source: Effective Measure / Spot On PR
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Audience share of print media

Source: Effective Measure / Spot On PR
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Audience share of Internet 

Source: Effective Measure / Spot On PR
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Credits & copyright



About Effective Measure

Effective Measure provides cutting edge
digital audience measurement, website
rankings, Internet demographics and
market intelligence for website publishers,
agencies and digital marketers. 

Effective Measure’s patent-pending digital helix methodology overcomes 
problems with cookie deletion and unique visitor audience calculation.  The 
solution increases visitation, client visibility and advertising revenue by 
providing independent third-party analytics to publishers and advertisers 
around the world.  

For more information on Effective Measure contact:

Brendon Ogilvy
m +97150 298 0775
e  brendon.ogilvy@effectivemeasure.com
w www.effectivemeasure.com

mailto:brendon.ogilvy@effectivemeasure.com
http://www.effectivemeasure.com/


About Spot On Public Relations

Spot On Public Relations helps build brands online
and offline. With 15 years track record in the Middle
East, Spot On helps clients create clear propositions,
integrate online/offline strategies and engage
effectively with the audiences they want to talk to.

Spot On Public Relations is the Middle East network partner of Brodeur
Partners and a founder member of the Middle East Public Relations 
Association (MEPRA).

For more information on Spot On PR contact:

Carrington Malin
t  +971 4 3491686
e carringtonm@spotonpr.com
w www.spotonpr.com

mailto:carringtonm@spotonpr.com
http://www.spotonpr.com/


Quoting this report

– This survey report  is published under the
Creative Commons Attribution-No Derivative
Works 3.0 United States Licence.

– You are free to share this work (to copy,
distribute and transmit the work). 

– You’re also welcome to quote any part of this report attributing any quoted 
information to “Effective Measure | Spot On PR”, “Effective Measure and 
Spot On PR” or “Effective Measure / Spot On PR”. Thanks!

http://creativecommons.org/licenses/by-nd/3.0/us/
http://creativecommons.org/licenses/by-nd/3.0/us/
http://creativecommons.org/licenses/by-nd/3.0/us/

	Key findings
	Survey methodology
	Demographics of respondents
	Demographics of respondents
	Demographics of respondents
	Demographics of respondents
	Online purchasing habits (MENA)
	Online purchasing habits (GCC)
	Online purchasing habits (Levant)
	Online purchasing habits (North Africa)
	Frequency of online purchasing (GCC)
	Types of online activity most pursued (MENA)
	Types of products purchased online (Male)
	Types of products purchased online (Female)
	Audience share of media & Internet by time of day
	Audience share of TV viewing
	Audience share of print media
	Audience share of Internet 
	About Effective Measure
	About Spot On Public Relations


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken voor kwaliteitsafdrukken op desktopprinters en proofers. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents for quality printing on desktop printers and proofers.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /NoConversion
      /DestinationProfileName ()
      /DestinationProfileSelector /NA
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


