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Internet Ecosystem
Framework — CQ4 Trends
Strong, Though Slower...

eInternet user / usage trends remain strong, though
growth rates, at margin, are slowing:

In CQ4, there were an estimated 1,039MM global
Internet users; 209MM global broadband subscribers
(up 41% Y/Y); global search query volume (per
comScore) was up 28% Y/Y. Yahoo!'s average daily
page views rose 20% Y/Y while monetization (or
marketing revenue per 1,000 pages) increased to $3.02
vs. $2.57 Y/Y, though global unique visitor growth
slowed to 11% Y/Y vs. 17% in CQ3 and 22% in CQ2.
eBay’s units traded rose an estimated 21% Y/Y with
GMV up 22% Y/Y. VeriSign's global registry was up
30% Y/Y. Amazon.com’s units shipped were up 22%
Y/Y. PayPal payments rose 40% Y/Y and Apple
iTunes’ songs downloaded increased 289% Y/Y while
iPod units sold were up 273% Y/Y. Skype register
users increased 277% Y/Y.

*We drilldown on 34 Internet data points from 39
companies / agencies:

Our Internet Ecosystem Framework focuses on trends
for Internet users, Internet usage, online advertising,
ecommerce, digital media and WiFi / Wireless data.
The highlighted trends are key to watch through C2006
-- we remain upbeat about the outlook. We continue to
estimate annual global growth of 10-15% for Internet
users; 20-30% for usage and 30%+ for monetization.

eIndustry view is Attractive:

We maintain that investors still underestimate the
impact the Internet will have in changing business
process and consumer behavior on a global basis. We
continue to believe that, at the margin, online is gaining
share from offline, that this will occur for some time to
come, and should benefit the Internet leaders.

For more details on our industry view, please see our
2/14 note: Internet Trends — From Great to Very Good
(https://secure.ms.com/ER/ebs/2006/ny/mm/mmee021

406.pd).
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An Update from the Digital World — February 2006

Overview:

In our effort to determine the basics of the health, growth, and
direction of the Internet, we created the first iteration of the
Internet Ecosystem Framework in January 2001. It has been
frustrating that there’s no single, truly dependable global
source for Internet Usage/User data. However, with our
framework, updated in this report, we believe we have created
the best data set for determining Internet usage/user trends.
We have done this by compiling what we believe are the 34
most relevant publicly available metrics from 39 companies
and agencies (primarily US-based).
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Exhibit 1

Internet Ecosystem Framework - Overall Internet Market Data

Est.
Metric C2003E C2004E C2005E
Share Q1:03 Q2:03 Q3:03 Q4:03 Q1:04 Q2:04 Q3:04 Q4:04 Q1:05 Q2:05 Q3:05 Q4:05 Comments
|Overal| Internet Market Data
Global Internet Users (MM) 90% - - - 761 796 833 871 901 939 975 1,011 1,039 While user growth rates are slowing,
Y/Y Growth - - - 38% - - - 18% 18% 17% 16% 15% | absolute rates remain healthy. Page
QIQ Growth - - - - 5 5 5 3 4 4 4 3 view growth (usage) is key to monitor.
North America 25% - - - 203 208 214 219 224 228 232 237 241 Market at hefty 75% penetration in 2005...
Y/Y Growth - - - 14% - - - 10% 9% 9% 8% 8%
Q/Q Growth - - - - 3 3 3 2 2 2 2 2
Europe 26 - - - 196 206 217 228 236 245 254 263 271 Market at 42% penetration in 2005...
YIY Growth - - -- 25% - - - 20% 19% 17% 15% 15%
QIQ Growth - - - - 5 5 5 4 4 4 4 3
China 10 - - - 80 83 87 90 94 98 103 107 111
YIY Growth - - - 35% - - - 18% 18% 18% 19% 18%
Q/Q Growth - - -- - 4 5 3 4 4 5 4 4
Japan 8 - - - 64 66 68 71 73 75 77 80 82
YIY Growth - - - 21% - - - 14% 13% 13% 13% 12%
Q/Q Growth - - - - 3 3 3 3 3 3 3 3
Asia-Pacific (excl. China, Japan 16 - - - 112 119 127 136 141 153 166 180 189
Y/IY Growth - - -- 29% - - - 26% 29% 31% 32% 34%
Q/Q Growth - - - - 7 7 7 4 9 8 8 5
Asia-Pacific (incl. China, Japan) 34 - - - 255 268 282 297 308 326 346 367 382 Market at 12% penetration in 2005...
YIY Growth - - - 29% - - - 21% 22% 23% 24% 24% | Asia-Pacific likely to remain fastest
Q/Q Growth - - - - 5 5 5 4 6 6 6 4 growing large market.
Latin America 5 - - -- 39 41 43 45 47 47 48 49 50 Market at 11% penetration in 2005...
YIY Growth - - - 23% - - - 19% 15% 12% 8% 6%
Q/Q Growth - - - - 5 5 5 4 2 2 2 1
Rest of World 10 - - - 67 72 ke 83 87 94 95 96 97 Market at 5% penetration in 2005...
YIY Growth - - -- 52% - - - 29% 30% 23% 16% 12%
Q/Q Growth - - - - 7 7 7 5 8 2 1 1
Global Broadband Subscribers
Primarily Residential (000's) (a) 100% 69,585 78,609 88,046 96,309 112,051 123,286 133,992 147,699 165,803 178,471 192,796 208,979 209MM global broadband subscribers
Y/Y Growth 92% 90% 79% 70% 61% 57% 52% 53% 48% 45% 44% 41% | (up 41%+ Y/Y)in CQ4:05. Sub/user
Q/Q Growth 23 13 12 9 16 10 9 10 12 8 8 8 multiplier could be 2.0x+. Broadband
users more active than narrowband users.
North America 26% 22,607 24,336 26,649 28,880 31,540 33,505 36,153 38,740 41,699 43,788 46,797 49,848
YIY Growth 47% 43% 45% 41% 40% 38% 36% 34% 32% 31% 29% 29%
Q/Q Growth 10 8 10 8 9 6 8 7 8 5 7 7
Europe 29 16,363 18,543 20,951 24,693 28,572 32,376 36,237 42,225 47,738 51,624 55,436 60,301
YIY Growth 331% 318% 158% 148% 75% 75% 73% 71% 67% 59% 53% 43%
Q/Q Growth 64 13 13 18 16 13 12 17 13 8 7 9
Japan 12 9,397 10,939 12,256 13,641 14,917 16,238 17,304 18,295 19,488 20,428 21,398 22,346
YIY Growth 143% 119% 100% 75% 59% 48% 41% 34% 31% 26% 24% 22%
Q/Q Growth 20 16 12 11 9 9 7 6 7 5 5 4
Asia-Pacific (excl. Japan 30 19,762 23,132 26,243 26,836 34,426 38,090 40,645 44,115 52,032 57,228 63,157 69,896 S. Korea is most penetrated global
Y/Y Growth 58% 66% 70% 58% 74% 65% 55% 64% 51% 50% 55% 58% | broadband market and serves as model
Q/Q Growth 16 17 13 2 28 11 7 9 18 10 10 11 market for what may occur with ramp.
Latin America 3 1,457 1,659 1,947 2,259 2,596 3,077 3,653 4,324 4,847 5,403 6,008 6,588
YIY Growth 83% 69% 73% 73% 78% 85% 88% 91% 87% 76% 64% 52%
Q/Q Growth 12 14 17 16 15 19 19 18 12 11 11 10

Source: Company reports, Morgan Stanley Internet Research.
* ltalicized values represent Morgan Stanley Internet Research estimates.

(a) Morgan Stanley estimates updated 02/24/06; R. Bilotti, S. Flannery, P. Marsch, M. Kim, N. Sebrell, B. Swinburne, L. Choi.
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Exhibit 2
Internet Ecosystem Framework - Internet User and Usage Data Points

Est.
Metric C2003E C2004E C2005E
Share Q1:03 Q2:03 Q3:03 Q4:03 Q1:04 Q2:04 Q3:04 Q4:04 Q1:05 Q2:05 Q3:05 Q4:05 Comments
|Internet User Data Points
Yahoo! (Meeker/Pitz) - Global

Global Monthly Unique Visitors (000's) (a) 38%| 232,000 236,000 245,000 263,000 343,760 355,042 378,306 410,510 428,927 431,513 442,203 456,308 Growth rates for unique visitors are slowing.
Y/Y Growth = 15% 20% 22% 23% 48% 50% 54% 56% 25% 22% 17% 11%

Q/Q Growth = 9 2 4 7 31 3 7 ) 4 il 2 3
VeriSign (Kuper) - Global

Global Registry (000's) (b) ~95%)| 26,600 27,500 28,700 30,400 32,300 34,000 36,100 38,400 41,472 44,375 45,706 50,000 Strong Y/Y global domain name growth
YIY Growth - (3%) 1% 4% 18% 21% 24% 26% 26% 28% 31% 27% 30% | assisted by monetization opportunities
Q/Q Growth -- 3 3 4 6 6 5 6 6 8 7 3 9 for websites.

SBC+Verizon+BellSouth (Flannery) - U.S.

Digital Signal Lines, Level 0 (DS-0) (000's) (c) 83% 186,714 190,978 196,307 201,582 208,833 214,555 221,207 228,967 239,145 246,973 258,184 268,462 Measures rising use of high capacity
YIY Growth - 12% 11% 11% 11% 12% 12% 13% 14% 15% 15% 17% 17% | circuits by ILEC customers for their
Q/Q Growth - 3 2 3 3 4 3 3 4 4 3 5 4 broadband needs. Growth rate accelerating.

US Narrowband Subscribers (Bilotti) - U.S.

Total Subscribers (000's) 33% 37,076 35,883 34,964 34,526 34,107 33,226 32,089 31,514 30,736 29,645 28,776 28,085 Narrowband continues to lose share.
Y/IY Growth - (27%) (30%) (31%) (31%) (8%) (7%) (8%) (9%) (10%) (11%) (10%) (11%)

Q/Q Growth - (26) [©)] [©)] @ @ [©)] [©)] 2 2 4 (3 (2
|Internet Usage Data Points
VeriSign (Kuper) - Global

Average Daily DNS Queries (MM) (d) ~95% 7,500 9,000 10,100 10,000 12,000 12,500 13,600 14,300 14,600 14,601 14,400 14,850] DNS query growth decelerating due to
YIY Growth - 15% 25% 42% 33% 60% 39% 35% 43% 22% 17% 6% 4% | caching at the endpoints.

QIQ Growth - 0 20 12 (&N 20 4 9 5 2 0 (1) 3
Yahoo! (Meeker/Pitz) - Global

Average Daily Page Views (MM) - 1,865 1,914 2,041 2,114 2,413 2,504 2,760 2,727 3,070 2,961 3,219 3,283 Yahoo! may be best quarterly proxy for
YIY Growth - 36% 31% 36% 32% 29% 31% 35% 29% 27% 18% 17% 20% | global Internet usage growth. Y/Y
Q/Q Growth - 17 g 7 4 14 4 10 1) 13 4) 9 2 growth rates remain solid.

Media Metrix _(Meeker/Pitz) - Global

Estimated Digital Media Usage Minutes (MM) ~100%) - - - - -- -- - 2,465,704 2,888,680 2,881,306 2,950,789| 3,128,877
YIY Growth - - - - - - - - - - - - 27%

Q/Q Growth - - - - - - - - - 17% (0%) 2% 6%
eBay (Meeker/Pitz) - Global

Skype Registered Users (MM) - - - 0.5 2 4 7 12 20 33 43 53 75 Extraordinary growth - may be the fastest
YIY Growth - - - - - - - 2,427% 878% 696% 524% 359% 277% | product ramp in history...

Q/Q Growth - -- - - 345 103 66 68 72 65 31 23 42
Residential IP Telephony (Coleman/Flannery) - U.S.

Total Subscribers (MM) - 2,274 2,283 2,308 2,380 2,498 2,623 2,827 3,102 3,450 3,883 4,353 4,904 VolIP a strong component of packaged
YIY Growth - -- - - - 10% 15% 22% 30% 38% 48% 54% 58% | "triple-play" (voice-video-data).

QIQ Growth - - 0 1 3 5 5 8 10 11 13 12 13

Source: Company reports, Morgan Stanley Internet Research.

* |talicized values represent Morgan Stanley Internet Research estimates.

(a) Yahoo! stopped including Yahoo! Japan in Monthly Unique Visitors & Avg. Daily Page Views in CQ3:02; Historicals were only provided back to CQ1:01 accounting for the Q/Q decrease in Q1:01.

(b) VeriSign is the exclusive global registry for .com and .net domain names; The registry does not include the 7 new TLDs (.biz, .pro, .name, .info, .museum, .aero, and .coop ) approved by ICANN. Starting in CQ3:02, .org is not
included in VRSN registry

(c) Represents Top 3 U.S. suppliers.

(d) Includes subscribers under various unlimited pricing plans, bring your own access price plans, bundled broadband price plans, free trial, no or reduced cost member service retention programs, limited usage plans, OEM bundled
plans and bulk subscriptions sold at a discounted rate to AOL's selected strategic partners.
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Exhibit 3

Internet Ecosystem Framework — Online Advertising and eCommerce Data Points

Est.
Metric C2003E C2004E C2005E
Share Q1:03 Q2:03 Q3:03 Q4:03 Q1:04 Q2:04 Q3:04 Q4:04 Q1:05 Q2:05 Q3:05 Q4:05 Comments
|Online Advertising Data Points
Internet Advertising Bureau (Meeker/Pitz) - US
Internet Advertising Revenue ($MM) ~100%| $1,632 $1,660 $1,793 $2,182 $2,230 $2,369 $2,333 $2,694 $2,802 $2,985 $3,125 $3,575 Online advertising growth remains very
YIY Growth - 7% 14% 24% 38% 37% 43% 30% 23% 26% 26% 34% 33% | strong. Trend should continue with
Q/Q Growth = 3 2 8 22 2 6 ) 15 4 7 5 14%| increasing seasonal impact.
Yahoo! (Meeker/Pitz) - Global
Avg. Mktg. Serv. Revenue / 1,000 Pages (RPM) - $1.40 $1.47 $1.55 $2.27 $2.20 $2.26 $2.30 $2.57 $2.45 $2.50 $2.58 $3.02 Inventory monetization continues to rise...
Y/Y Growth - 14% 24% 25% 62% 57% 53% 48% 13% 12% 11% 12% 17%
QIQ Growth - ) 5 5 47 [©) 3 2 12 (5) 2 3 17
Media Metrix_(Meeker/Pitz) - Global
Search Query Volume (MM) - -- - - - 21,963 25,902 29,470 33,504 37,319 40,297 39,591 42,904
Y/Y Growth - -- - - - - - - - 70% 56% 34% 28%
Q/Q Growth - - - - - - 18 14 14% 11% 8% (2%) 8%
|e-commerce Data Points
VeriSign / eBay (Kuper/Meeker/Pitz) - Global
Internet Merchant Transactions ($MM) (a) ~30%) $5,200 $5,800 $6,900 $7,700 $8,600 $8,500 $8,600 $9,500 $13,445 $14,145 $14,745 $15,645 Data from online retail partners
Y/IY Growth - 68% 71% 86% 71% 65% 47% 25% 23% 56% 66% 71% 65% | demonstrates strong demand for
Q/Q Growth - 16 12 19 12 12 1) 1 10 42 5 4 6 e-commerce.
VeriSign / eBay (Kuper/Meeker/Pitz) - Global
Payment Transactions Processed (MM) (a) -- 75 84 91 96 102 101 107 118 120 127 134 148
YIY Growth - 46% 45% 48% 42% 36% 20% 19% 23% 18% 26% 25% 25%
Q/Q Growth - 11 11 8 6 6 (1) 6 10 2 6 6 10
Amazon.com (Meeker/Pitz) - Global
Total Units Shipped (MM) 57 58 58 96 78 73 76 121 98 92 97 147 20%¢+ Y/Y unit growth for 16 quarters
YIY Growth - 35% 41% 36% 33% 36% 26% 30% 26% 26% 27% 28% 22% | demonstrates market strength.
Q/Q Growth - (21) 1 1 66 (19) @) 4 60 (19) (6) 5 52
eBay (Meeker/Pitz) - Global
Gross Merchandise Volume ($MM) = $5,317 $5,635 $5,775 $7,052 $8,039 $8,012 $8,307 $9,810 $10,602 $10,884 $10,800 $12,013 22%+ YIY growth impressive
Y/IY Growth - 71% 66% 53% 53% 51% 42% 44% 39% 32% 36% 30% 22% | considering scale, in our view.
Q/Q Growth = 16 6 2 22 14 0) 4 18 8 3 (1) 11
eBay (Meeker/Pitz) - Global
Estimated Units Traded (MM) (b) - 113 119 121 147 168 166 171 198 213 217 220 240 21%+ estimated Y/Y unit growth is
Y/IY Growth - 58% 56% 43% 47% 49% 40% 42% 34% 27% 31% 29% 21% | impressive, in our view.
Q/Q Growth - 13 5 2 22 14 1) 3 16 8 2 2 9
PayPal (Meeker/Pitz) - Global
Total $ Volume (MM) - $2,628 $2,843 $3,044 $3,711 $4,321 $4,350 $4,637 $5,607 $6,233 $6,471 $6,667 $8,114
Y/Y Growth - 80% 76% 70% 74% 64% 53% 52% 51% 44% 49% 44% 45%
Q/Q Growth - 23 8 7 22 16 1 7 21 11 4 3 22
PayPal (Meeker/Pitz) - Global
Total Payments (MM) == 51 54 57 68 79 78 83 100 110 113 iy 140 PayPal's ramp on and off the eBay
YIY Growth - 90% 86% 83% 74% 57% 45% 45% 46% 39% 46% 41% 40% | platform remains robust as demand for
Q/Q Growth - 29 6 7 19 16 2) 7 19 11 3 4 19 online payments rises.

Source: Company reports, Morgan Stanley Internet Research.
* Italicized values represent Morgan Stanley Internet Research estimates
(a) VeriSign sold its payments / vendor business to eBay. Transaction closed 11/05.
(b) Based on estimated ASP from Morgan Stanley Research eBay notes.
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Exhibit 4

Internet Ecosystem Framework — eCommerce (continued from previous page) and Digital Media Data Points

Est.
Metric C2003E C2004E C2005E
Share Q1:03 Q2:03 Q3:03 Q4:03 Q1:04 Q2:04 Q3:04 Q4:04 Q1:05 Q2:05 Q3:05 Q4:05 | Comments
|e—commerce Data Points (cont.)
CheckFree (Meeker/Pitz) - Global

Est. Average Monthly Transactions Processed (MM) -- 37 40 42 46 51 55 69 73 78 82 89 90
Y/Y Growth - 36% 38% 31% 32% 36% 37% 62% 58% 54% 48% 29% 23%

Q/Q Growth - 7 7 5 10 9 9 25 7 7 4 9 2
Yahoo! (Meeker/Pitz) - Global

Fee Paying Customers (000's) - 2,900 3,504 4,213 4,900 5,800 6,400 7,600 8,400 8,900 10,100 11,400 12,600 Strong growth for Yahoo!'s fee paying
YIY Growth - 364% 242% 172% 123% 100% 83% 80% 71% 53% 58% 50% 50% | customers has surprised many on the
Q/Q Growth - 32 21 20 16 18 10 19 11 6 13 13 11 upside -- primary services include broadband.

Yahoo! Japan - Japan

Total e-commerce Transactions Enabled (¥MM) -- ¥108,500  ¥119,300 ¥125200 ¥148,100 ¥150,000 ¥152,300 ¥157,500 ¥187,300 ¥184,000 ¥182,300 ¥182,160 | ¥213,440
YIY Growth - -- - 47% 44% 38% 28% 26% 26% 23% 20% 16% 14%

QIQ Growth - 5 10 5 18 1 2 3 19 2 (1) (0) 17
U.S. Department of Commerce - U.S.

US Retail e-commerce Transactions ($MM) (a) - $15,261 $15,913 $16,773 $21,174 $19,635 $19,839 $20,599 $26,216 $24,037 $24,769 $25,809 $32,083 Online share gains from offline continue
YIY Growth - 29% 28% 27% 25% 29% 25% 23% 24% 22% 25% 25% 22% | in commerce. Penetration still quite low.
Q/Q Growth - (10) 4 5 26 [%) 1 4 27 (8) 3 4 24
e-commerce as % of Retail Sales -- 2.05 1.93 2.01 2.40 2.44 2.24 231 274 2.80 259 2.69 3.18

|Digital Media Data Points
RealNetworks (Meeker/Pitz) - Global

Paid Subscribers (000's) - 1,000 1,000 1,150 1,300 1,300 1,400 1,550 1,550 1,850 2,000 2,200 2,250 Online demand for music / video
YIY Growth - 67% 33% 35% 44% 30% 40% 35% 19% 42% 43% 42% 42% | (sports, news, entertainment) remains
Q/Q Growth - 11 0 15 13 0 8 11 0 19 8 10 2 impressive, in our view.

iPods (Runkle) - Global

Total Cumulative Units Sold (000's) 668 972 1,308 2,041 2,848 3,708 5,724 10,304 15,615 21,770 28,221 38,415

Units Sold (000's) -- 78 304 336 733 807 860 2,016 4,580 5,311 6,155 6,451 10,194
YIY Growth - 267% 315% 250% 246% 326% 281% 338% 405% 448% 487% 393% 273%

Q/Q Growth - 13 46 35 56 40 30 54 80 52 39 30 36
iTunes (Runkle) - Global

Total Cumulative Songs Downloaded (MM) - 6 12 29 58 83 130 207 323 463 565 806

Songs Downloaded (MM) 65% - 5 6 17 29 25 47 77 115 140 102 242 1 billion songs have been downloaded
Y/Y Growth - - - - - - 1,409% 1,003% 614% 452% 458% 334% 289% | from the iTunes Music Store, as of
Q/Q Growth - -- - 115 146 101 42 57 59 56 44 22 43 02/23/2006.

Yahoo! (Meeker/Pitz) - Global

Streaming Video Sessions (MM) -- 289 281 317 418 397 683 789 917 - - 1,600 -- Points to the strength of, and consumer
Y/Y Growth - 857% 285% 165% 113% 37% 143% 149% 119% - - 103% - interest in, on-demand multimedia...

Q/Q Growth - 47 @3) 13 32 5) 72 16 16 - - - -
TiVo - Global

Subscribers (000's) 703 793 1,002 1,332 1,596 1,884 2,303 3,001 3,695 3,574 4,008 4,892 Metric for determining momentum in Digital
YIY Growth - - - - 113% 127% 138% 130% 125% 132% 90% 74% 63% | Digital Video Recording (DVR); "last 10 feet"
Q/Q Growth -- 13 13 26 33 20 18 22 30 23 @) 12 22 from the computer to the TV...

XM Radio & Sirius (Swinburne) - US

Satellite Radio Subscriptions (000's) - 551 797 1,079 1,621 2,032 2,581 3,178 4,372 5,219 6,232 7,209 9,241 Robust growth - indicator of momentum of
YIY Growth - 623% 483% 434% 367% 269% 224% 194% 170% 157% 141% 127% 111% | compelling, always-on subscription services...
Q/Q Growth -- 59 45 35 50 25 27 23 38 19 19 16 28

Source: Company reports, Morgan Stanley Internet Research.

* ltalicized values represent Morgan Stanley Internet Research estimates.
(a) Goods/services where order is placed or price/terms of sale are negotiated over Internet, extranet, EDI network, e-mail, or other online system. Payment may or may not be made online. Does not include travel, financial
services, or event tickets. eBay GMS added in CQ3:00.
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Exhibit 5

Internet Ecosystem Framework - WiFi/WLAN & Wireless Data Points and Digital Media Data Points

Est.
Metric C2003E C2004E C2005E
Share Q1:03 Q2:03 Q3:03 Q4:03 Q1:04 Q2:04 Q3:04 Q4:04 Q1:05 Q2:05 Q3:05 Q4:05 Comments
|WIiFi/WLAN & Wireless Data Points
Access Points/Bridges/NICs/Client Devices - U.S.
802.11b, 802.11g, 802.11a, Multimode - (000's) ~89% 5,120 6,345 7,710 9,580 10,162 9,333 11,090 11,579 12,340 11,960 13,525 14,002 | WiFi growth remains impressive - 20%+ Y/Y...
Y/Y Growth = 101% 121% 81% 91% 98% 47% 44% 21% 21% 28% 22% 21%
Q/Q Growth = 2 24 22 24 6 ®) 19 4 7 3) 13 4
NTT DoCoMo (iMode) (Tanaka) - Japan
Wireless Data Subscribers (000's) 2% 37,758 38,648 39,739 40,335 41,077 41,723 42,362 43,027 44,021 44,658 45,139 45,616| Asia-Pacific is leader in wireless trends.
YIY Growth - 17% 15% 14% 11% 9% 8% 7% 7% 7% 7% 7% 6%
Q/Q Growth - 4 2 2.8 15 1.8 1.6 15 1.6 23 14 11 11
Mobile Data Association (Werner) - UK
SMS Messages (MM) - 4,900 5,015 5,100 5,480 6,380 6,290 6,473 6,970 7,310 7,751 8,067 8,872] Mobile messaging growth remains robust.
Y/IY Growth - 23% 25% 22% 18% 30% 25% 27% 27% 15% 23% 25% 27%
Q/Q Growth - 5 2 2 7 16 1) 3 8 5 3 2 6

Source: Company reports, Morgan Stanley Internet Research.
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GSI COMMERCE, Intuit, Microsoft, priceline.com, Yahoo!.

Within the last 12 months, Morgan Stanley has either provided or is providing non-investment banking, securities-related services to
and/or in the past has entered into an agreement to provide services or has a client relationship with the following companies
covered in this report: CNET, eBay, Intuit, Microsoft, priceline.com.

The research analysts, strategists, or research associates principally responsible for the preparation of this research report have
received compensation based upon various factors, including quality of research, investor client feedback, stock picking,
competitive factors, firm revenues and overall investment banking revenues.

An employee or director of Morgan Stanley & Co. Incorporated and/or Morgan Stanley DW Inc. is a director of Microsoft, Yahoo!.

Morgan Stanley & Co. Incorporated makes a market in the securities of Amazon.com, CNET, drugstore.com, eBay, Google, GSI
COMMERCE, Intuit, Microsoft, priceline.com, Yahoo!.

Certain disclosures listed above are also for compliance with applicable regulations in non-US jurisdictions.
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Different securities firms use a variety of rating terms as well as different rating systems to describe their recommendations. For
example, Morgan Stanley uses a relative rating system including terms such as Overweight, Equal-weight or Underweight (see
definitions below). A rating system using terms such as buy, hold and sell is not equivalent to our rating system. Investors should
carefully read the definitions of all ratings used in each research report. In addition, since the research report contains more
complete information concerning the analyst's views, investors should carefully read the entire research report and not infer its
contents from the rating alone. In any case, ratings (or research) should not be used or relied upon as investment advice. An
investor's decision to buy or sell a stock should depend on individual circumstances (such as the investor's existing holdings) and
other considerations.

Global Stock Ratings Distribution

(as of February 28, 2006)

For disclosure purposes only (in accordance with NASD and NYSE requirements), we include the category headings of Buy, Hold,
and Sell alongside our ratings of Overweight, Equal-weight and Underweight. Morgan Stanley does not assign ratings of Buy, Hold
or Sell to the stocks we cover. Overweight, Equal-weight, and Underweight are not the equivalent of buy, hold, and sell but
represent recommended relative weightings (see definitions below). To satisfy regulatory requirements, we correspond Overweight,
our most positive stock rating, with a buy recommendation; we correspond Equal-weight and Underweight to hold and sell
recommendations, respectively.

Coverage Universe  Investment Banking Clients (IBC)
% of Total % of Rating

Stock Rating Category Count % of Total Count IBC Category
Overweight/Buy 744 36% 276 40% 37%
Equal-

weight/Hold 937 45% 323 47% 34%
Underweight/Sell 400 19% 95 14% 24%
Total 2,081 694

Data include common stock and ADRs currently assigned ratings. An investor's decision to buy or sell a stock should depend on
individual circumstances (such as the investor's existing holdings) and other considerations. Investment Banking Clients are
companies from whom Morgan Stanley or an affiliate received investment banking compensation in the last 12 months.

Analyst Stock Ratings
Overweight (O). The stock's total return is expected to exceed the average total return of the analyst's industry (or industry team's)
coverage universe, on a risk-adjusted basis, over the next 12-18 months.

Equal-weight (E). The stock's total return is expected to be in line with the average total return of the analyst's industry (or industry
team's) coverage universe, on a risk-adjusted basis, over the next 12-18 months.

Underweight (U). The stock's total return is expected to be below the average total return of the analyst's industry (or industry
team's) coverage universe, on a risk-adjusted basis, over the next 12-18 months.

More volatile (V). We estimate that this stock has more than a 25% chance of a price move (up or down) of more than 25% in a
month, based on a quantitative assessment of historical data, or in the analyst's view, it is likely to become materially more volatile
over the next 1-12 months compared with the past three years. Stocks with less than one year of trading history are automatically
rated as more volatile (unless otherwise noted). We note that securities that we do not currently consider "more volatile" can still
perform in that manner.

Unless otherwise specified, the time frame for price targets included in this report is 12 to 18 months.

Analyst Industry Views
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Attractive (A): The analyst expects the performance of his or her industry coverage universe over the next 12-18 months to be
attractive vs. the relevant broad market benchmark, as indicated below.

In-Line (1): The analyst expects the performance of his or her industry coverage universe over the next 12-18 months to be in line
with the relevant broad market benchmark, as indicated below.

Cautious (C): The analyst views the performance of his or her industry coverage universe over the next 12-18 months with caution
vs. the relevant broad market benchmark, as indicated below.

Benchmarks for each region are as follows: North America - S&P 500; Latin America - relevant MSCI country index; Europe - MSCI
Europe; Japan - TOPIX; Asia - relevant MSCI country index.

Stock price charts and rating histories for companies discussed in this report are available at
www.morganstanley.com/companycharts or from your local investment representative. You may also request this
information by writing to Morgan Stanley at 1585 Broadway, (Attention: Equity Research Management), New York,
NY, 10036 USA.

Other Important Disclosures

For a discussion, if applicable, of the valuation methods used to determine the price targets included in this summary and the risks
related to achieving these targets, please refer to the latest relevant published research on these stocks. Research is available
through your sales representative or on Client Link at www.morganstanley.com and other electronic systems.

This report does not provide individually tailored investment advice. It has been prepared without regard to the individual financial
circumstances and objectives of persons who receive it. The securities discussed in this report may not be suitable for all investors.
Morgan Stanley recommends that investors independently evaluate particular investments and strategies, and encourages
investors to seek the advice of a financial adviser. The appropriateness of a particular investment or strategy will depend on an
investor's individual circumstances and objectives.

This report is not an offer to buy or sell or the solicitation of an offer to buy or sell any security or to participate in any particular
trading strategy. The "Important US Regulatory Disclosures on Subject Companies” section lists all companies mentioned in this
report where Morgan Stanley owns 1% or more of a class of common securities of the companies. For all other companies
mentioned in this report, Morgan Stanley may have an investment of less than 1% in securities or derivatives of securities of
companies mentioned in this report, and may trade them in ways different from those discussed in this report. Employees of
Morgan Stanley not involved in the preparation of this report may have investments in securities or derivatives of securities of
companies mentioned in this report, and may trade them in ways different from those discussed in this report. Derivatives may be
issued by Morgan Stanley or associated persons.

Morgan Stanley & Co. Incorporated and its affiliate companies do business that relates to companies covered in its research
reports, including market making and specialized trading, risk arbitrage and other proprietary trading, fund management, investment
services and investment banking. Morgan Stanley sells to and buys from customers the equity securities of companies covered in
its research reports on a principal basis.

With the exception of information regarding Morgan Stanley, reports prepared by Morgan Stanley research personnel are based on
public information. Morgan Stanley makes every effort to use reliable, comprehensive information, but we make no representation
that it is accurate or complete. We have no obligation to tell you when opinions or information in this report change apart from
when we intend to discontinue research coverage of a subject company. Facts and views presented in this report have not been
reviewed by, and may not reflect information known to, professionals in other Morgan Stanley business areas, including investment
banking personnel.

Morgan Stanley research personnel conduct site visits from time to time but are prohibited from accepting payment or
reimbursement by the company of travel expenses for such visits.

The value of and income from your investments may vary because of changes in interest rates or foreign exchange rates, securities
prices or market indexes, operational or financial conditions of companies or other factors. There may be time limitations on the
exercise of options or other rights in your securities transactions. Past performance is not necessarily a guide to future
performance. Estimates of future performance are based on assumptions that may not be realized. Unless otherwise stated, the
cover page provides the closing price on the primary exchange for the subject company's securities.
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To our readers in Taiwan: Information on securities that trade in Taiwan is distributed by Morgan Stanley & Co. International
Limited, Taipei Branch (the "Branch"). Such information is for your reference only. The reader should independently evaluate the
investment risks and is solely responsible for their investment decisions. This publication may not be distributed to the public media
or quoted or used by the public media without the express written consent of Morgan Stanley. Information on securities that do not
trade in Taiwan is for informational purposes only and is not to be construed as a recommendation or a solicitation to trade in such
securities. The Branch may not execute transactions for clients in these securities.

To our readers in Hong Kong: Information is distributed in Hong Kong by and on behalf of, and is attributable to, Morgan Stanley
Dean Witter Asia Limited as part of its regulated activities in Hong Kong. If you have any queries concerning this publication, please
contact our Hong Kong sales representatives.

This publication is disseminated in Japan by Morgan Stanley Japan Limited; in Hong Kong by Morgan Stanley Dean Witter Asia
Limited (which accepts responsibility for its contents); in Singapore by Morgan Stanley Dean Witter Asia (Singapore) Pte.
(Registration number 1992062982) and/or Morgan Stanley Asia (Singapore) Securities Pte Ltd (Registration number 200008434H),
regulated by the Monetary Authority of Singapore, which accepts responsibility for its contents; in Australia by Morgan Stanley
Dean Witter Australia Limited A.B.N. 67 003 734 576, holder of Australian financial services licence No. 233742, which accepts
responsibility for its contents; in Korea by Morgan Stanley & Co International Limited, Seoul Branch; in India by JM Morgan Stanley
Securities Private Limited; in Canada by Morgan Stanley Canada Limited, which has approved of, and has agreed to take
responsibility for, the contents of this publication in Canada; in Germany by Morgan Stanley Bank AG, Frankfurt am Main, regulated
by Bundesanstalt fuer Finanzdienstleistungsaufsicht (BaFin); in Spain by Morgan Stanley, S.V., S.A., a Morgan Stanley group
company, which is supervised by the Spanish Securities Markets Commission (CNMV) and states that this document has been
written and distributed in accordance with the rules of conduct applicable to financial research as established under Spanish
regulations; in the United States by Morgan Stanley & Co. Incorporated and Morgan Stanley DW Inc., which accept responsibility
for its contents. Morgan Stanley & Co. International Limited, authorized and regulated by Financial Services Authority,
disseminates in the UK research that it has prepared, and approves solely for the purposes of section 21 of the Financial Services
and Markets Act 2000, research which has been prepared by any of its affiliates. Private U.K. investors should obtain the advice of
their Morgan Stanley & Co. International Limited representative about the investments concerned. In Australia, this report, and any
access to it, is intended only for "wholesale clients" within the meaning of the Australian Corporations Act.

The trademarks and service marks contained herein are the property of their respective owners. Third-party data providers make no
warranties or representations of any kind relating to the accuracy, completeness, or timeliness of the data they provide and shall
not have liability for any damages of any kind relating to such data. The Global Industry Classification Standard ("GICS") was
developed by and is the exclusive property of MSCI and S&P.

This report or any portion hereof may not be reprinted, sold or redistributed without the written consent of Morgan Stanley.
Morgan Stanley research is disseminated and available primarily electronically, and, in some cases, in printed form.
Additional information on recommended securities is available on request.
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Industry Coverage: Internet & Consumer Software

Company (Ticker) Rating (as of) Price (02/28/2006)

Mary Meeker

drugstore.com (DSCM.O) E (03/18/2002) $2.52
Amazon.com (AMZN.O) 0O-V (03/18/2002) $37.44
CNET (CNET.O) E (03/18/2002) $13.84
eBay (EBAY.O) 0-V (07/10/2002) $40.06
Intuit (INTU.O) O-V (03/18/2002) $48.61
Microsoft (MSFT.O) 0-V (03/18/2002) $26.87
priceline.com (PCLN.O) E (03/18/2002) $24.55
Yahoo! (YHOO.0) 0-V (03/18/2002) $32.06
Google (GOOG.0) O-V (09/28/2004) $362.62
Brian Pitz

GSI COMMERCE (GSIC.O) E (08/05/2005) $15.95

Stock Ratings are subject to change. Please see latest research for each company.
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