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PPrreeffaaccee  

In 1997, state competent departments decided through discussion to let China Internet 

Network Information Center (CNNIC) organize relevant Internet entities to jointly carry out 

Internet development survey. Ever since then, CNNIC has published 30 statistical reports on 

Internet development in China, and this report is the 31
st
 report. Internet has become a key sector 

that affects the development of our society and economy and changes people's lifestyle. All the 

reports of CNNIC have witnessed the whole development process of Chinaôs soaring Internet 

industry. With precise and objective data, the reports provide significant basis for government 

departments and companies to understand the development of Internet in China and make 

relevant decisions. Therefore, they have attracted much attention from all circles and have been 

cited widely both at home and abroad.  

Since 1998, CNNIC has been issuing the Statistical Report on Internet Development in 

China every January and July by convention. The continuous survey and study on the scale of 

Internet users, structural features, access modes and network applications were provided in the 

31
st
 report, which follows regular contents and style.  

Data collection in this Report also received great support from the government, enterprises 

and all walks of life. All surveys went smoothly under the guidance of the Ministry of Industry 

and Information Technology, and data collection of basic resources was completed in time with 

the close cooperation of Internet organizations, survey websites and media. We hereby express 

our sincere gratitude to all of them. Meanwhile, we would like to extend our sincere thanks to 

Internet users who have participated in our 31
st
 statistical survey on Internet development.  

 

                                       China Internet Network Information Center 

January 2013    
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AAbbssttrr aacctt  

1. Basic Information 

Ǹ By the end of December 2012, China has had 564 million Internet users, with a total of 50.9 

million new ones. The Internet penetration rate of 42.1%, a growth of 3.8% compared with 

the end of 2011.  

Ǹ By the end of December 2012, China has had 420 million mobile Internet users, 64.4 million 

more than that at the end of 2011. Among all the Internet users, those using mobile phones to 

access Internet increased from 69.3% at the end of 2011 to 74.5%.  

Ǹ The rural Internet users accounted for 27.6% of the total in China, reaching 156 million, 

which rose slightly compared with the figure in 2011, with an increase of 19.6 million over 

the end of 2011.  

Ǹ The ratio of Internet users using desktops dropped to 70.6% by nearly 3% over the end of last 

year. The ratio of Internet users using laptops dropped slightly to 45.9% compared with the 

figure at the end of last year. The ratio of Internet users using mobile phones rose quickly 

from 69.3% to 74.5%.  

Ǹ China had a total of 13.41 million domain names, including 7.51 million ñ.CNò domain 

names, a proportion of 56.0%, and 280,000 ñ.ѐ ò domain names. The total number of 

websites, namely the number of websites registered by the registrants of website domain 

names (including accessions both from home and abroad) continued growing, reaching 2.68 

million.  

Ǹ By the end of December 2012, the ratio of the interviewed small- and medium-sized 

enterprises (SMEs) depending on computer-based offices reached 91.3%, and that having 

access to Internet 78.5%. The penetration rate of fixed broadband hit 71.0%, the proportions 

of online sale and online purchase 25.3% and 26.5% respectively, and the ratio employing 
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internet to carry out marketing and promotion 23.0%.  

 

2. Trends and Features  

The growth of Internet users continued the slow-down tendency, and mobile phone 

Internet users kept growing vigorously  

In 2012, the Internet penetration rate reached 42.1% in China, rising 3.8% over the previous 

year. The growth extent further contracted compared with the last year. Mobile phone Internet 

users hit 420 million, growing at the annual rate of 18.1%. Of all Internet users, the proportion of 

those using mobile phone to access the Internet kept rising, further strengthening its position as the 

top Internet access terminal. However, compared with PC Internet users (including both desktops 

and laptops), the scale of mobile phone Internet users still had a big gap to fill.  

The growth rate of .CN domain names attained 112.8%, accounting for more than half 

of the total number of domain names across China.  

By the end of December 2012, China has had a total of 7.51 million .CN domain names, a 

big increase of 112.8% compared with the same period of last year, accounting for 56.0% of the 

total number of domain names in the country. The number of .COM domain names hit 4.83 

million, accounting for a proportion of 36.0%.  

Users of microblog kept growing, and mobile users saw a gradually dominating trend  

By the end of December 2012, China has had a total of 309 million microblog users, an 

increase of 58.73 million. Of the internet users, microblog users accounted for 54.7%, up by 6% 

over the end of last year. A considerable number of users accessed microblogs and published 

microposts via mobile phones. By the end of 2012, the mobile phone microblog users has hit 202 

million, namely 65.6% of microblog users used their mobile phones to access microblogs.  

Online shopping and group shopping kept growing at a high rate  

By the end of December 2012, China has had a total of 242 million online shoppers, and the 

utilization ratio of online shopping rose to 42.9%. Compared with 2011, online shoppers grew by 

48.07 million at a rate of 24.8%. Against the background that the growth of Internet users slowed 
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down gradually, the application of online shopping still kept a momentum of rapid growth. The 

absolute growth of Internet users outperformed that in 2011, 4% higher than the growth rate in the 

same period of last year. China had a total of 83.27 million group shopping users, and the 

utilization ratio rose to 14.8% by 2.2% over the end of the 2011. The number of group shopping 

users increased by 28.8% across the year, keeping a relatively high growth rate.  

E-commerce applications on mobile phones witnesses an all-round significant growth in 

utilization ratio  

E-commerce applications witnessed fast development in the field of mobile phone terminal, 

growing in an all-sided manner. Compared with 2011, the proportion of mobile phone Internet 

users shopping online via mobile phones grew by 6.6%, and the total number was 2.36 times as 

great as that at the end of last year. In addition, the proportion of mobile phone group shopping 

users in the total number of mobile phone Internet users went up 1.7% over the end of last year, 

that of mobile phone online payment up 4.6%, and that of mobile phone online banking up 4.7%. 

The users of the three mobile applications all grew by more than 80%.  

The construction of Internet infrastructure for SMEs required further improvement 

and the application level of Internet needed further enhancement  

At present, the Internet penetration rate among SMEs in China still remained at a low level, 

and the broadband construction needed to be pushed forward further. Meanwhile, compared with 

the penetration rates of online purchase and online sale of some member countries at the end of 

2011 published by OECD, the portion of online sale among SMEs in China was 25.3%, and that 

of online sale was 26.5%, both remaining at a low level. Apart from lacking the information-based 

driving force, Chinaôs SMEs had a limited understanding to online purchase, and the environments 

of laws and regulations and systems of logistics and payment could only provide restricted 

supports, so we still lagged far behind the world advanced level in terms of the penetration rate of 

online purchase.  
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CChhaapptteerr  II  IInnttrroodduuccttiioonn  

I. Survey Methodology 

(I) Survey on Individual Internet Users 

1.1 Survey Population 

Permanent residents at the age of 6 or above who have fixed-line telephones 

(including home phones, PHS and dormitory telephones) or mobile phones.  

 

Ǹ Sample size 

Totally 60,000 survey samples in which 30,000 for fixed-line telephones and the other 

30,000 for mobile phones, covering 31 provinces, autonomous regions and municipalities 

directly under the Central Government in Mainland China. 

 

Ǹ Division of survey population  

 

 

A

   

B

   

C
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The survey population can be divided into three categories:  

Subpopulation A: Survey subpopulation using fixed-line telephones (including 

residents with home phones, PHS users, students with dormitory telephones, and other 

users with dormitory telephones);  

Subpopulation B: Survey subpopulation with mobile phones; 

Subpopulation C: Survey subpopulation with both fixed-line telephones and mobile phones 

(there is overlap between subpopulation A and subpopulation B, the overlapped part is 

subpopulation C), C=AžB. 

 

1.2 Sampling method 

CNNIC surveys subpopulation A, B and C. Double sampling is adopted for the survey 

so as to cover more Internet users. The first sampling frame is subpopulation A, the 

people with fixed-line telephones. The second sampling frame is subpopulation B, the 

people with mobile phones.  

For the survey population with fixed-line telephones, stratified two-stage sampling is 

adopted. To ensure the sufficient representativeness of samples, the whole country is 

divided into 31 tiers according to the province, autonomous region and municipality 

directly under the central government and the sampling is made independently at each 

tier.  

The self-weighted sampling method is adopted for each province. The sample sizes 

are allocated for each district, city and prefecture (including the governed districts and 

counties) in accordance with the proportion of the people at the age of 6 or above in the 

city covered by fixed-line telephones in the total population covered in the whole province.  

Sampling in subpopulation B is similar to that in subpopulation A. The whole country 

is divided into 31 tiers according to the provinces, autonomous regions and municipalities 

directly under the central government, and sampling is made independently in each tier. 

Samples are allocated in accordance with the proportion of the residents in each district or 

city to make the sample allocation in each province conform to the self-weighting method.  

To ensure the residence fixed-line telephones are taken in almost identical 

opportunities in each district, city or prefecture, that is, the local number with more 
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residence fixed-line telephones will more likely be taken, and for easier operability in the 

visit and implementation work, the residence fixed-line telephone numbers in each district, 

city and prefecture are taken according to the following procedures:  

The survey of the subpopulation with mobile phones is to take all mobile phone local 

numbers in each district, city and prefecture; then certain 4-digit numbers are generated 

randomly in combination with the valid sample size in each district, city or prefecture, and 

then combined with the mobile phone numbers in each district, city or prefecture to form a 

number library (local number + the random 4-digit number); randomly order the number 

library; dial and visit the randomly ordered number library. Survey of the subpopulation 

with fixed-line telephones is similar to that of the subpopulation with mobile phones: a 

random number is generated to form a telephone number with the local number, then 

these numbers are dialed and visited. To avoid repeated sampling, only the people with 

fixed-line telephones are visited. 

 

1.3 Survey method 

The computer-assisted telephone interviewing (CATI) system is adopted for the 

survey.  

 

1.4 Differences between survey population and targeted population 

A study for the population who are not covered by telephones in 2005 by CNNIC 

shows that Internet users are very few in this subpopulation. Currently, the subpopulation 

is downsizing gradually with the development of our telecom industry. In this survey, there is 

an assumption, i.e.   

Internet users who are not covered by fixed-line telephones and mobile phones are 

negligible.  

 

(II) Enterprise Survey 
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2.1 Survey target  

The target population of telephone survey is small and medium-sized enterprises with 

legal personality in Mainland China, excluding privately-owned businesses.  

 

2.2 Sampling method 

Stratified random sampling is adopted in the survey. The sampling size in each 

province is based on the economic census data and random sampling is carried out in 

accordance with the enterprise yellow page data of each province. The number of final 

valid samples is 4,500.  

 

2.3 Implementation method of the survey  

The method of telephone survey (CATI) is adopted in this project. The methods for 

controlling the randomness and accuracy are as follows:  

1) Calls are made from 9 am to 6 pm on working days.  

2) The SME libraries are visited by random dialing by province, city and industry. After 

the survey is accomplished, the telephone investigation company is asked to provide the 

detailed dialing information of all the phones for random checks.  

3) To avoid the randomness being influenced by the put-through rate, numbers that 

cannot be connected will be dialed for at least three times.  

4) To avoid the influence of investigatorôs personal perspective to the investigation, it 

is stated that items that are not needed to be read out cannot be given any prompt and the 

questions should be asked properly.  

5) After telephone survey, the data are pre-processed to check the logical relation 

between the value of a variable and the variable itself. Unqualified samplings shall be all 

deleted.  

 

(III ) Online Survey 

Online survey focuses on the use of typical Internet applications. CNNIC conducted 
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online survey from November 1 to December 31, 2012. The questionnaire is on the 

CNNIC website, and the links are available on government websites and major websites 

of China. Internet users voluntarily participated in and filled out the questionnaire. After the 

questionnaires were returned, questionnairesô validity was verified and invalid 

questionnaires were sieved out by special techniques. Totally 157,172 valid 

questionnaires were received.  

 

(IV ) Automatic Online Search and Data Report 

Automatic online search is used to conduct technical statistics about quantity of 

domain names and websites, and their geographical distribution. Statistical data for 

reporting mainly includes the number of IP addresses and international Internet 

bandwidth. 

 

4.1. Total number of IP addresses 

The data of IP addresses counted by provinces come from the IP address databases 

of Asia-Pacific Network Information Center (APNIC) and CNNIC. Registered data that can 

clearly distinguish the provinces of the addresses in each database can be added 

respectively by provinces to generate data of each province. As address allocation is a 

dynamic process, the statistical data are only for reference. The Ministry of Industry and 

Information Technology, as the national competent department of IP addresses, will 

require our IP address allocation organizations (such as China Telecom) to report the IP 

addresses they own biannually. To ensure accuracy of IP data, CNNIC will compare and 

verify APNIC statistical data and the reported data to confirm the final quantity of IP 

addresses.  

 

4.2. Total number of domain names and websites in China 

Total number of domain names and websites in China can be attained by adding the 

following two portions of data: 
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The first portion is the number of domain names and websites with ñ.CNò, which was 

obtained by CNNIC through automatic online search on computers; the second portion is 

the number of China gTLD and websites provided by domestic registries of top level 

domains. The data include: number of all gTLD and the relevant websites; number of 

gTLD classified by ñ.COMò, ñ.NETò and ñ.ORGò and corresponding websites; and number 

of gTLD classified by the province where the registrar is and corresponding websites.  

 

4.3. International Internet bandwidth 

The Ministry of Industry and Information Technology can obtain regularly the number 

of total bandwidth of Internet connecting Chinese carriers with other countries and regions 

through the report system of telecom enterprises. The reported data are included in the 

Statistical Report on Internet Development in China.  

 

II. Definitions of Terms in the Report 

Ǹ INTERNET USERS: Chinese residents at the age of six or above who have used 

Internet in the past 6 months.  

Ǹ Mobile INTERNET USERS: Internet users who have used mobile phones to 

access and surf Internet in the past 6 months, but not limited to those surfing Internet via 

mobile phones only.  

Ǹ Computer INTERNET USERS: Internet users who have used computer to 

access and surf Internet in the past 6 months, but not limited to those surfing Internet via 

computers only. 

Ǹ Rural INTERNET USERS: Internet users who have been living in rural areas 

of China in the past 6 months. 

Ǹ Urban INTERNET USERS: Internet users who have been living in urban 

areas of China in the past 6 months. 

Ǹ IP ADDRESS: as the basic resource in Internet, the IP address functions to 

indentify online computers, servers and other devices on Internet. Connection with the 
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Internet can be realized only when an IP address (in any form) is acquired.  

Ǹ DOMAIN NAME: Domain name in the Report only refers to the English domain 

name, which is a string comprised of numbers, letters, and hyphens (-) and separated by 

dots (.). It is a hierarchical structural Internet address identifier corresponding to the IP 

address.  The common domain names are divided into two categories: country code 

top-level domain (ccTLD), such as the domain names ended with ñ.CNò which represents 

China; and generic top-level domain (gTLD), such as the domain names ended with 

ñ.COMò, ñ.NETò and ñ.ORGò.  

Ǹ WEBSITE: It refers to the web sites with domain name itself or ñWWW. + domain 

nameò as the web address, including the web sites under our top-level domain name 

ñ.CNò and gTLD. The registrant of the website is within the territory of P.R.C. For example: 

for the domain name of ñcnnic.cnò, it has only one website and the corresponding web 

address is ñcnnic.cnò or ñwww.cnnic.cnò. Other web addresses like ñwhois.cnnic.cnò and 

ñmail.cnnic.cnò with such domain name as the suffix are regarded as different channels of 

the website.  

Ǹ Enterprises/ SMEs: The enterprises mentioned in this report all refer to 

small- and medium-sized enterprises (SMEs), and privately-owned businesses are 

excluded in accordance with the definition stated in the Regulations on the 

Standard for the Classification of Small- and Medium-sized Enterprises jointly 

issued by the Ministry of Industry and Information Technology, the National Bureau 

of Statistics of China, the National Development and Reform Commission and the 

Ministry of Finance. In the Regulations on the Standard for the Classification of 

Small- and Medium-sized Enterprises, SMEs are classified into three types: 

medium-sized, small-sized and mini-sized. The specific standards are stipulated in 

accordance with such indicators as enterprisesô practitioners, operating income 

and total assets and in combination with the industry characteristics.  

 

Ǹ Scope of survey: Unless otherwise expressly indicated, data in this Report only 

refer to mainland China, excluding Hong Kong, Macao and Taiwan.  

Ǹ Deadline of survey data: The deadline of the statistical survey data is 
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December 31, 2012.  
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CChhaapptteerr   II II     SSiizzee  aanndd  SSttrr uuccttuurr aall   

FFeeaattuurreess  ooff   II nntteerr nneett   UUsseerr ss  

I. Size of Internet Users 

(I) Overall Size of Internet Users 

By the end of December 2012, China has had 564 million Internet users, with a total of 

50.9 million new ones. The Internet penetration rate reached 42.1% in China, rising 3.8% over 

the previous year. The growth extent further contracted compared with the last year.  
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Figure 1 Size of Chinese Internet users and Internet penetration rate 
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After analyzing the willingness of non-Internet users to use Internet, it can be concluded that 

Internet development in China will keep the trend of slowing-down growth in the future. In the 

mid-year research conducted in 2011, 65.0% of non-Internet users said that it was sure or it was 

highly possible that they would not use Internet in the next six months; however, by the end of 

2012, the percentage had raised to 77.3%. In comparison, potential Internet users who do not use 

Internet currently but will consider it in the next six months only occupy 13.4%, keeping a 

gradually declining trend. The result indicates that potential Internet users who have intention to 

use Internet are gradually becoming Internet users while for those who have no intention to use 

Internet, there is not a remarkable increase in Internet-accessing intention.  
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Source: CNNIC Statistical Survey on Internet Development in China
 

Figure 2 Intention to use Internet in the future for non-Internet users 

 

Among non-Internet users with different intentions to use Internet in the future, they have 

different reasons for not using Internet. For those with strong intention to use Internet (i.e. 

potential Internet users), restrictions from life style (lack of time) and hardware condition (without 

device to access Internet, Internet is not available at the local area) are comparatively more 

apparent (see Figure 3). As the infrastructure construction for Internet is improving, charges for 

Internet access and Internet terminals gradually declines, restrictions can be removed in the 

external environment, thus the momentum for the growth of Internet users in the future lies mainly 
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in those potential users with the joint efforts from the government and Internet industry and the 

development of technology.  
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Figure 3 Intention to use Internet and reasons for not using Internet for non-Internet users  

 

For non-Internet users who have no intention to use Internet in the future, their main reasons 

lie in that they are ignorant of computer and Internet, or they are too old. It is a complicated 

situation: for some, applications on Internet are distant from their daily life, therefore, they do not 

have enough impetus to learn and accept new things and their demand for Internet is not strong; 

there is a technological threshold for using Internet, with requirements for certain knowledge and 

skills. No matter it is because the lack of demand, or because there is a threshold, the solutions for 

those problems not only lie in the measures of infrastructure construction and downturn of charges, 

but also innovation for the application of Internet, targeted service modes for different groups of 
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people, closer connection between online and offline worlds, and intelligent and easy Internet 

hardware.  

The development of next generation Internet and mobile Internet brings opportunities for the 

fulfillment of those changes. In 2012, the Chinese Government formulated a series of policies for 

the research, development and application of these technologies: in February, the path and 

timetable for the development of IPv6 were finalized; in March, the Ministry of Industry and 

Information Technology held a meeting on the popularization and speed acceleration of broadband 

and proposed the strategy of ñBroadband Chinaò; and in May, the 12
th
 Five-Year Development 

Plan for Communications Industry was issued, which set development targets and plans for new 

services such as popularization of broadband, Internet of things, and cloud computing. 

Accelerating the application of new technologies, these policies will boost consecutive innovation 

of Internet.  

 

(II) Size of Mobile phone Internet users 

By the end of December 2012, China has had 422 million mobile phone Internet users, 64.4 

million more than that of the end of 2011. Among all the Internet users, those using mobile phones 

to access Internet increased from 69.3% at the end of 2011 to 74.5%.  
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Figure 4 Size of mobile phone Internet users 

 

The size of mobile phone Internet users increased sharply in 2012, surpassing the number of 

users who use desktops in the middle of the year. Meanwhile, as the majority of mobile phone 

Internet users use feature phones rather than smart phones, they are left behind by users with PC 

terminals in terms of time spent on Internet, depth of application, and abundance in functions.  

The meanings of fast penetration of mobile Internet lie in that, on the one hand, it brings a 

great upsurge of mobile Internet innovation. Smart mobile terminals where smart phones play the 

main role provide large innovation space for practitioners in Internet with its novel terminal 

interactive mode and usage environment and habit. A large amount of popular mobile applications 

appeared in 2012 and attracted more and more Internet users to access into mobile Internet. On the 

other hand, the development of mobile Internet makes it possible to use Internet for people and 

areas where Internet access and terminal availability are limited, including residents living in 

distant rural areas, migrant workers, and groups with low income and poor education background. 

Terminals that are inexpensive and easy to operate meet their primary demands to use Internet, 
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and boost further popularization of Internet. With the prices for smart terminals decreasing, a huge 

amount of low-end smart phones were introduced to the market. And as the rate for traffic flow 

decreases, these groups of people would turn to smart phone users gradually. Great potentials wait 

ahead for the mobile Internet market, especially with people who were not able to access to 

Internet in the age of traditional Internet.  

 

(III) Size of Internet Users in Provinces  

The sizes of Internet users in 31 provinces (municipalities directly under the central 

government and autonomous regions) in the Mainland China experienced growth at different 

levels in 2012 where Guizhou, Anhui, Guangxi and Jiangxi, provinces with lower penetration rate 

of Internet, witnessed the highest growth. While the growth rates in Beijing, Shanghai, and 

Guangdong, where the penetration rate were comparatively high, slowed down.  

By the end of 2012, 8 provinces and municipalities had Internet users accounting for at least 

half of their residents. Among which, the penetration rate of Internet in Beijing and Shanghai 

attained to about 70%, reaching the level of countries with high penetration rate such as North 

American countries, most Western European counties, Japan and South Korea. And penetration 

rate in Guangdong, Fujian, Zhejiang and Tianjin reached about 60%. In Liaoning and Jiangsu, it 

attained 50% in 2012, sharing a similar level with Russia and Brazil, two emerging market 

economies. In terms of the growth rate of Internet users, except in Tianjin, the growth rates in 

other 7 provinces were below the national average level.  

The penetration rates in Shanxi, Hainan, Xinjiang, Qinghai, Hebei, Shaanxi, Chongqing, 

Ningxia, Shandong and Hubei were between 40% and 50%. Specifically, the penetration rates in 

Hebei and Ningxia grew by over 4%, making them top two with the highest growth rate.  

However, Internet penetration rates in Inner Mongolia, Jilin, Heilongjiang, Guangxi, Hunan, 

Tibet, Sichuan, Anhui, Gansu, Henan, Guizhou, Yunnan, and Jiangxi were all below 40%, 

indicating that penetration rate in different regions and areas differs a lot from each other.  

 

Table 1 Size of Internet users and penetration rate of Internet in provinces (municipalities directly 
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under the central government and autonomous regions) of the Mainland China between 2011 and 2012 

Province Size (10,000 

persons) 

Penetration 

rate  

Growth rate Ranking of 

penetration 

rate 

Ranking of 

growth rate 

Beijing 1458 72.2% 5.8% 1 27 

Shanghai 1606 68.4% 5.3% 2 29 

Guangdong 6627 63.1% 5.2% 3 30 

Fujian  2280 61.3% 8.5% 4 23 

Zhejiang 3221 59.0% 5.5% 5 28 

Tianjin  793 58.5% 10.3% 6 18 

Liaoning 2199 50.2% 5.1% 7 31 

Jiangsu 3952 50.0% 7.2% 8 25 

Shanxi 1589 44.2% 13.1% 9 13 

Hainan 384 43.7% 13.6% 10 12 

Xinjiang  962 43.6% 9.1% 11 21 

Qinghai 238 41.9% 14.7% 12 9 

Hebei 3008 41.5% 15.9% 13 7 

Shaanxi  1551 41.5% 8.6% 13 22 

Chongqing 1195 40.9% 11.9% 15 16 

Ningxia 258 40.3% 24.5% 16 1 

Shandong  3866 40.1% 6.7% 17 26 

Hubei 2309 40.1% 8.5% 17 24 

Inner 

Mongolia 
965 38.9% 12.9% 19 14 

Jil in 1062 38.6% 10.0% 20 20 

Heilongjiang 1329 34.7% 10.2% 21 19 

Guangxi 1586 34.2% 17.2% 22 4 

Hunan 2200 33.3% 13.6% 23 10 

Tibet 101 33.3% 12.7% 23 15 

Sichuan 2562 31.8% 14.9% 25 8 

Anhui  1869 31.3% 17.9% 26 3 

Gansu 795 31.0% 13.6% 27 11 

Henan 2856 30.4% 10.6% 28 17 

Guizhou 991 28.6% 17.9% 29 2 

Yunnan 1321 28.5% 15.9% 30 6 

Jiangxi 1267 28.5% 16.5% 30 5 
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The whole 

country 
56400 42.1% 9.9% - - 

 

(IV) Size of Rural Internet Users 

By the end of December 2012, the rural Internet users accounted for 27.6% of the total in 

China, reaching 156 million, which rose slightly compared with the figure in 2011, with an 

increase of 19.6 million over the end of 2011.  
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Figure 5 Urban-rural structure of Internet users  

 

In recent years, changes of urban-rural structure among Internet users have remained stable. 

It connects to the rapid urbanization advanced by our country. Permanent population in urban 

areas surpassed that in rural areas in 2011, making the urbanization rate break the threshold of 

50%. Rural population have declined to 657 million from 728 million in 2008, therefore, the 

percentage of rural Internet users did not increase remarkably. Currently, gaps remain in Internet 

penetration rate in rural and urban areas: by the end of 2012, the rate among urban residents has 

reached about 60% while it was 23.7% in rural area. However, the growth rate in rural area has 

become slightly higher than that in urban areas starting from 2011. The trend of enlarging gaps of 

Internet penetration was over, reflecting achievement of the popularization work in rural area.  
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Figure 6 Urban-rural Internet penetration rate and urbanization progress 

 

II. Attributes of Internet Users 

(I) Gender Structure 

As of the end of December 2012, the sex ratio of Internet users was 55.8:44.2, similar to that 

of 2011. Gaps remain in use rate of Internet for male and female residents.  
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Figure 7 Gender structure of Internet users  
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(II) Age Structure 

Percentage of Internet users between the age of 10 and 19 has declined from 26.7 % in 2011 

to 24.0%, relating to the population decline of that age. Besides, percentage of Internet users 

above the age of 40 increased at different levels for different age sections. And penetration speed 

of Internet among these groups accelerated. 
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 Figure 8 Age structure of Internet users 

 

(III) Education Structure 

Internet penetration rate among people with high school and junior college degree and above 

education background has attained a comparatively high level, and among people with junior 

college degree and above in particular, was saturated. The growth momentum of Internet users is 

from people with low education background. By the end of 2012, percentage of Internet users with 

the education background of elementary school and below has grown up to 10.9%.  

 



 

25 

 

8,5%

35,7%

33,3%

10,5%
11,9%

10,9%

35,6%

32,3%

9,8%
11,3%

0%

10%

20%

30%

40%

Elementary 

education and 

below

Junior high 

school

Senior high/ 

vocational 

secondary 

school/ 

technical 

school

Junior college University and 

above

Education structure of Internet users

2011 2012

Source: CNNIC Statistical Survey on Internet Development in China

                   Figure 9 Education structure of Internet users  

 

(IV) Occupational Structure 

As Internet penetration rate among students stays at a high level and high school and 

elementary school students decline each year, students, as the largest group of Internet users, has 

dropped to 25.1% in 2012. Percentage of people of individually-owned business/ freelancers 

ranked the second, reaching 18.1%. In companies and enterprises, managers account for 3.1% and 

general employees account for 10.1% in all Internet users. And among party and government 

organs and institutions, the leading cadres and common clerks account for 0.5% and 4.2% 

respectively. And professional technicians take up 8.1%.  
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Figure 10 Occupational structure of Internet users  

(V) Income Structure 

Internet users with monthly income of above RMB 3,000 increase steadily, accounting for 

28.8%, which is 6.5% higher than the end of 2011. 

                                                        
1 Among which, students' income includes living expenses provided by their families, salary from work-study 

program, scholarship and other income. Farmersô income includes living expenses from their offspring, income 

from agricultural production, and government subsidy. The jobless, unemployed and laid-off peopleôs income 

includes living expenses from their offspring, relief fund, subsidy, pension and basic living allowance from 

government. The retired peopleôs income constitutes of living expenses from their offspring, and retirement 

pension. 
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Figure 11 Structure of monthly income of Internet users 

III. Access Modes 

(I) Internet Access Devices 

The ratio of Internet users using desktops dropped to 70.6% in 2012 by nearly 3% over the 

end of last year. The ratio of Internet users using laptops dropped slightly to 45.9% compared to 

the figure of the end of last year. The ratio of Internet users using mobile phones rose quickly from 

69.3% to 74.5%. 
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Figure 12 Internet access devices 

(II) Locations to Use Internet 

As more and more homes become Internet accessible, 91.7% of Internet users went online at 

home at the end of 2012, a 2.9 percent growth compared to that of the end of last year. It showed 

that household Internet access rate was on the rise. Percentage of Internet users who access to 

Internet at Internet bar or computer room at school dropped considerably, among which using 

Internet bar dropped 5.5% and using public computer room at school dropped 3%. Decline of use 

rate of public places with Internet access devices is the inevitable result of higher possession of 

personal Internet access devices and improvement on the condition of Internet access.  
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         Figure 13 Locations for Internet users to surf Internet with computers 
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(III) Online Duration 

Weekly average of time spend online in 2012 was 20.5 hours, 1.8 hours more than that of 

2011.  
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Figure 14   Average weekly online duration of Internet users 

CChhaapptteerr   II II II   BBaassiicc  II nntteerr nneett   RReessoouurrcceess  

I. Overview of Basic Resources 

China had 331 million IPv4 addresses and 12,535/32s of IPv6 addresses at the end of 

December 2012.  

Total domain names were 13.40 million, among which ñ.CNò domain names reached 7.51 

million, a 112.8% growth and took up 56.0% of all domain names in China. And the number of ñ.

ѐ ò domain names reached 280,000.  

There were altogether 2.68 million websites, a 16.8% growth compared to that of the same 

time last year. 

International Internet bandwidth reached 1,899,792 Mbps, with a growth rate of 36.7% to 

that of the same time last year.  

 



 

30 

 

Table 2   Comparison of China Internet basic resources from 2011-2012 

  
December 

2011 

December 

2012 
Annual growth  

Annual 

growth rate 

IPv4 330,439,936 330,534,912 94,976 0.0% 

IPv6 (/32s) 9,398 12,535 3,137 33.4% 

Domain name 7,748,459 13,412,079 5,663,620 73.1% 

Wherein, .CN Domain name 3,528,511 7,507,759 3,979,248 112.8% 

Wherein, .ѐ Domain name ð 283,484 ð ð 

Website 2,295,562 2,680,702 385,140 16.8% 

   Wherein, .CN website 951,609 1,036,864 85,255 9.0% 

   Wherein, .ѐ  website ð 4,095 ð ð 

International Internet bandwidth (Mbps) 1,389,529 1,899,792 510,263 36.7% 

II. IP Addresses 

China has had 12,535/32s IPv6 addresses by the end of December 2012, a remarkable 33.4% 

growth compared to that of the same time last year and ranking the third worldwide. According to 

Notice on the Development Proposal of the Next Generation Internet in the 12
th
 Five-Year Period, 

small scale commercial pilots of IPv6 will be gradually carried out before the end of 2013. It is to 

form the commercial modes and technology evolution path and make preparation for the overall 

deployment of IPv6. Plentiful address resource is the foundation for the smooth implementation of 

that process.  
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Figure 15 Number of IPv6 addresses in China 

Total number of our IPv4 addresses remained, which was 331 million at the end of December 
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2012.  

 

Figure 16 Changes of IPv4 addresses resources in China 

III. Domain Names 

The total number of domain names increased to 13.41 million as led by the great growth 

of .CN domain name. The growth rate reached 73.1% compared to that of the end of last year.  

Table 3  Number of domain names in each category 

 Number Proportion in total domain names 

CN      7,507,759 56.0% 

COM      4,834,690 36.0% 

NET      629,154 4.7% 

ѐ        283,484 2.1% 

ORG    145,414 1.1% 

Others        11,578 0.1% 

Total 13,412,079 100.0% 

 

China has 7.51 million .CN domain names as of the end of 2012, increasing by 112.8% 

compared to that of the same time last year and accounting for 56.0% of all China domain names. 

And .COM domain names were 4.83 million, taking up 36.0%. Beside, number of .ѐ  domain 

names reached 280,000.  
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Table 4   Number of domain names in each ñ.CNò category 

 Number Proportion in total CN domain names 

cn          6,158,126  82.0% 

com.cn          1,059,202  14.1% 

net.cn            126,059  1.7% 

org.cn             58,117  0.8% 

gov.cn             52,889  0.7% 

adm.cn             45,588  0.6% 

edu.cn              4,026  0.1% 

ac.cn              3,711  0.0% 

mil.cn                 41  0.0% 

Total          7,507,759  100.0% 

 

IV. Websites 

China has had 2.68 million websites by the end of June 2012. The number has increased 0.38 

million in the year with the growth rate of 16.8 %.  

 

Figure 17 Number of Websites in China 

Note: Websites with the domain name of ñ.EDU.CNò are excluded. 

                                                        
2 Websites whose domain names registrants  are within the territory of the P.R.C.  
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V. Webpages  

By the end of 2012, China has 122.7 billion webpages, growing by 41.7% compared with 

that of 2011.  

 

Figure 18 Number of Webpages in China 

 

Average number of webpages of a single website and average number of bytes of a single 

webpage in 2012 remained the growth momentum in 2012, indicating that the content on the 

Internet was more abundant: average number of webpages of a single website reached 45,800, a 

21.4% growth to the same period last year; and average number of bytes of a single webpage was 

42KB, a 10.2% growth.  

 

Table 5 Number of Webpages in China 

 Unit  2011 2012 
Growth 

rate 

Total number of 

webpages  

   86,582,298,393 122,746,817,252 41.77% 

Static webpages  

   59,364,979,522 60,379,347,181 1.71% 

Proportion in total 

webpages  68.56% 49.19% 

ð  

Dynamic webpages  
   27,217,318,871 62,367,470,077 129.15% 

Proportion in total 31.44% 50.81% ð  

                                                        
3 Data source: Baidu.com, Inc. (Beijing) 
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webpages  

Size of the webpage 

(total byte)  

KB  3,313,529,625,009 5,140,463,284,447 55.14% 

Average webpages of 

each website  

   37,717 45,789 21.40% 

Average bytes of each 

webpage  

KB  38  42  10.21% 

 

VI. International Internet Bandwidth 

By the end of December 2012, China has had 1,899,792 Mbps of international Internet 

Gateway bandwidth, up 36.7 % in the whole year. 

 

 

Figure 19 Changes of Chinaôs international Internet gateway bandwidth 
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Table 6 International Internet gateway bandwidth of major backbone networks 

  International Internet bandwidth (Mbps) 

China Telecom    1,048,848  

China Unicom      586,279  

China Mobile      206,563  

China Education and Research Network       35,500  

China Science and Technology Network       22,600  

China International Economy and Trade Net            2  

Total 1,899,792 
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CChhaapptteerr  IIVV  IInntteerrnneett  AApppplliiccaattiioonnss  

ooff  IINNTTEERRNNEETT  UUSSEERRSS    

I. Overall Condition of Internet Applications 

The use of internet applications in 2012 had a similar tendency to that in 2011. The 

utilization ratio of instant messaging, No. 1 internet application, kept rising, e-commerce 

applications were rapidly developing and the utilization ratios of traditional internet applications 

such as e-mail and forum/BBS were on a decline.  

Users of microblog kept growing, and mobile users saw a gradually dominating 

trend  

The number of microblog users reached 309 million in 2012, a 58.73 million increase over 

the end of 2011. The rapid expansion of microblogs had come to an end, but the annual growth 

was still as high as 23.5%. A considerable number of users accessed microblogs and 

published microposts via mobile phones. By the end of 2012, the mobile phone microblog 

users has hit 202 million, namely 65.6% of microblog users used their mobile phones to 

access microblogs.  

Online shopping and group shopping kept growing at a high rate  

Online shopping users reached 242 million, and the utilization ratio increased to 42.9%. 

Online shopping users increased by 48.07 million, or 24.8%, compared with 2011. Against the 

background that the growth of Internet users slowed down gradually, the application of 

online shopping still kept a momentum of rapid growth. The absolute growth of Internet 

users outperformed that in 2011, 4% higher than the growth rate in the same period of last 

year. The number of group shopping users was 83.27 million, increasing the utilization ratio to 

14.8%, a 3.3% growth over the end of 2011. The increase in the number in a year was as high as 

28.8%.  

E-commerce applications on mobile phones witnessed an all-round significant 
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growth in utilization ratio 

E-commerce applications witnessed fast development in the field of mobile phone 

terminal, growing in an all-sided manner. Compared with 2011, the proportion of mobile 

phone Internet users shopping online via mobile phones grew by 6.6%, and the total 

number was 2.36 times as great as that at the end of last year. In addition, the proportion 

of mobile phone group shopping users in the total number of mobile phone Internet users 

went up 1.7% over the end of last year, that of mobile phone online payment up 4.6%, and 

that of mobile phone online banking up 4.7%. The users of the three mobile applications 

all grew by more than 80%.  
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 Table 7 Usage of Network Applications in China from 2011 to 2012 

 2012 2011  

Application  
Number of users 

(in 10,000) 

Internet 

usersô 

utilization 

ratio  

Number of users 

(in 10,000) 

Internet 

usersô 

utilization 

ratio  

Annual 

growth rate 

Instant messaging 46775 82.9% 41510 80.9% 12.7% 

Search engine 45110 80.0% 40740 79.4% 10.7% 

Online music 43586 77.3% 38585 75.2% 13.0% 

Blog/Personal 

space 
37299 66.1% 31864 62.1% 17.1% 

Online video 37183 65.9% 32531 63.4% 14.3% 

Online game 33569 59.5% 32428 63.2% 3.5% 

Microblog  30861 54.7% 24988 48.7% 23.5% 

Social networking 

website 
27505 48.8% 24424 47.6% 12.6% 

E-mail 25080 44.5% 24578 47.9% 2.0% 

Online shopping 24202 42.9% 19395 37.8% 24.8% 

Online literature  23344 41.4% 20268 39.5% 15.2% 

E-banking 22148 39.3% 16624 32.4% 33.2% 

Online payment 22065 39.1% 16676 32.5% 32.3% 

Forum/BBS 14925 26.5% 14469 28.2% 3.2% 

Travel booking 11167 19.8% 4207 8.2% ĺ 

Group shopping 8327 14.8% 6465 12.6% 28.8% 

Online stock 

investment 
3423 6.1% 4002 7.8% - 14.5% 

 

(I) Acquisition of Information 

1. Search engine 

The number of users of search engine was 451 million in China by the end of 2012, 

representing an increase of 43.7 million over the end of 2011 and an annual growth rate of 10.7%, 

                                                        
4 In the report, definition of travel booking covers booking air tickets, hotel, train tickets, and travel routes via 

Internet, which is different from that in the previous report. Booking train tickets is added in the report. 
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and 80.0% of the internet users used search engine. As a basic application on the internet, search 

engine is an important tool for internet users to obtain information. Its utilization ratio had kept 

around 80% since 2010, making it the No. 2 application on the internet.  

The use of search engine entered the stage of stable development on the whole, and this 

market gradually shifted its emphasis from the sole increase of number of users to the 

improvement of user experience. The new competition in 2012 drove the existing search engine 

companies to develop, promoting the development of the whole search engine market. On one 

hand, the search engine industry strengthened self-discipline and sorted out the search results 

which reduced false information and dangerous links and increased the access security; on the 

other hand, the search engine companies increased input in technology, improved search quality 

and incorporated the personalized and social networking elements in an effort to display the search 

results in an intelligent manner.  

 

Figure 20 Number of Users and Utilization Ratio of Search Engine in China from 2011 to 2012 

 

(II) Business Transactions 

1. Online shopping 

The number of online shopping users reached 242 million and utilization ratio of online 

shopping rose to 42.9% by the end of December 2012. There was a growth of 48.07 million, or 

24.8%, in the number of online shopping users compared with 2011.  

While the growth of number of internet users gradually slowed down, there was a sharp 

 

(10,000 persons) 
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growth in online shopping. The growth in number of online shopping users in 2012 was 14.63 

million more than that in 2011 and the growth rate was 4% higher than the same period of 2011. 

The growth and growth rate in 2011 were 33.44 million and 20.8% respectively. Now, the 

residentsô consumption played a more important role in driving the development of national 

economy and online retailing gave an impetus to the increase of consumption. The mobile online 

shopping became an important driving force in the increase of number of online shopping users. 

The number of mobile online shopping users increased by 136.5% annually in 2012 to 55.5 

million. The increase of usersô purchase power and the combination of online consumption habit 

and the forms of mobile and social online shopping promoted the growth of online retail market. 

The frequent promotion of e-commerce companies offering low prices also stirred up the interest 

of users, leading to the surge in number of online shopping users.  

The market structure was in a rapid optimization stage while the online shopping users 

rapidly increased in number. The main B2C e-commerce companies implemented the strategy of 

establishing an open platform, and there was competition as well as cooperation between the 

companies. The traditional companies became an important part of the market and strengthened 

their position in the market. However, the problems of online shopping fraud, user information 

leakage, and disordered competition of companies were more prominent in 2012 due to the 

industryôs regulation measures that lagged behind the market development, and this industry was 

in a stage where many conflicts existed.  
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Figure 21 Number of Users and Utilization Ratio of Online Shopping in China from 2011 to 2012 

 

2̈ Group shopping 

The number of users of group shopping was 83.27 million by December 2012, and the 

utilization ratio increased by 3.3% to 14.8% compared with the end of 2011. The users of group 

shopping increased by 28.8% in a year and the growth rate of users was still high.  

2012 was a year when the group shopping industry changed its strategy from expansion to 

the maintenance of status quo, and the main service providers sought to make progress while 

maintaining stability. The closing of quite a number of group shopping websites put a stop to the 

craze for overnight success in group buying business, but this consumption model was already 

well known by the users and performed well in e-commerce and travel booking market. Old brand 

e-commerce companies and emerging service providers of group shopping already had a stable 

customer base locally in the fields of e-commerce, group shopping of goods and travel booking. 

Very notably, the performance of non-independent group shopping websites backed by old brand 

e-commerce companies or other internet service companies was quite eye-catching, and these 

websites continuously generated value for the sellers and had better marketing capability in 

addition to the isolated group shopping activities by taking advantage of the platform.  

The group shopping industry will have diversified development in the future while it gets 

more concentrated and the group shopping service will further integrate with the other internet 

services. The mobile group shopping is still an important growing sector. The users of mobile 

group shopping increased by 88.8% to 19.47 million in 2012.   
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Figure 22 Number of Users and Utilization Ratio of Group shopping in China from 2011 to 2012 

 

3̈Online Payment 

The number of users and utilization ratio of online payment were 221 million and 39.1% 

respectively by December 2012. There was a growth of 53.89 million, or 32.3%, in the number of 

users of online payment compared with 2011.  

 

Figure 23 Number of Users and Utilization Ratio of Online Payment in China from 2011 to 2012 

 

The rapid growth of number of online payment users was attributable to the prosperity of 

online consumption. With the rapid development of Chinaôs online retail market, the types of life 

services for which payment could be made online kept expanding and the transaction scale kept 

increasing, leading to the popularity of online payment. The convenient forms of payment such as 

express payment and Katong (card-through) payment made payment more operable which led to 

popularity of online payment among more people. The establishment of technical standards of 

mobile payment and the efforts made by companies in payment business in mobile payment 

resulted in the rapid growth of number of mobile online payment users. The number of mobile 

online payment users reached 55.31 million by December 2012, and the annual growth rate of 

users was 80.9% and utilization ratio of mobile online payment was 13.2%.   

In 2012, the Peopleôs Bank of China continued to issue the Payment Business License, 

promulgated the administrative measures of business segments and permitted third-party payment 
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companies to engage in the payment and settlement business of traditional financial field. While 

the market supervision was improved and the market was segmented, an industrial pattern was 

formed that included payment companies, traditional banks, e-commerce giants and 

telecommunication operators. The service providers and modes of payment will be more 

diversified in the future and the risks of online payment will be greater; therefore, efforts should 

be made to improve government supervision policies, strengthen cooperation among companies 

and improve consumersô sense of security so as to improve the online payment security.  

 

4̈Travel Booking 

The number of internet users that had booked air tickets, hotels, train tickets and travel 

itinerary on the internet by the end of December 2012 was 112 million, accounting for 19.8% of 

the total number of internet users. The proportion of Chinese internet users who had booked air 

tickets, hotels, travel itinerary and train tickets online were 9.0%, 7.2%, 5.4% and 14.0% 

respectively.  

 

Figure 24 Number of Users and Utilization Ratio of Online Travel Booking in China from 2011 to 

2012 

 

As online booking of train ticket gained instant popularity, the number of users who booked 

                                                        
5 In the report, definition of travel booking covers booking air tickets, hotel, train tickets, and travel routes via 

Internet, which is different from that in the previous report. Booking train tickets is added in the report. 
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train tickets online increased substantially to 78.97 million. The users who booked air tickets, 

hotels and travel itinerary online were relatively limited groups of people compared with other 

applications, and the penetration rate was still low and there was plenty of room for the users of 

these applications to grow in number. The rapid growth in the residentsô demand in leisure travel, 

expansion of high-speed rail network and availability of more choices of tourist routes will lead to 

more online travel booking and drive the growth of travel booking market.  

 

Figure 25 Utilization Ratios of Travel Booking Services of China's Internet Users in 2012 

 

The travel booking industry went through a profound transformation due to the use of mobile 

internet, and the companies were improving their services in mobile travel services to improve the 

customer experience of wireless travel services. As travel booking service and mobile internet had 

inherent connection, wireless travel services closely connected with such applications as LBS, 

group shopping and mobile payment, and there will be more application settings and the online 

travel service industry will mature.  

 

(III) Communication 

1. Instant Messaging 

The number of instant messaging users in China was 468 million by the end of December 

Utilization Ratios of Travel Services Booking of Chinaôs Internet Users in 2012 

Online air ticket booking 

Online train ticket booking 

Online hotel booking 

Online travel itinerary booking 

Source: CNNIC Statistical Survey on Internet Development in China 
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2012, representing a growth of 52.65 million, or 12.7%, compared with the end of 2011. The 

utilization ratio of instant messaging was 82.9%, up by 2% over the end of 2011.  

The utilization ratio of instant messaging declined from 2007 and picked up in 2010, and 

since the end of 2011, instant messaging had become No. 1 application on China's internet. The 

utilization ratio of instant messaging products continuously increased as the products met the 

demands of users, and the continuously innovated mobile instant messaging products attracted 

increasingly more users.  

The instant messaging industry had developed for years. With the constant improvement of 

product functions by the manufacturers, the instant messaging products met increasingly more 

demands of people and became more appealing to users, and the products therefore became an 

important communication tool for people in daily life.  The instant messaging products on 

smartphone brought more vitality to the instant messaging market. The mobile instant messaging 

industry rapidly developed with the popularity of smartphones, especially the sale of the 

smartphones of RMB 1000 or so. The mobile instant messaging products changed peopleôs way of 

socializing, and the integration of OTT service and O2O model made them more than just a 

chatting tool. The research and development of new technologies of mobile instant messaging 

products led to the growth in the number of mobile instant messaging users which then led to the 

growth in the number of instant messaging users.  

 

Figure 26 Number of Users and Utilization Ratio of Instant Messaging in China from 2011 to 2012 

 

2. Blog/Personal Space 

The number of users of blog and personal space was 372 million by the end of December 

Number of Users and Utilization Ratio of Instant Messaging from 2011 to 2012 

Source: CNNIC Statistical Survey on Internet Development in China 
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2012, representing an increase of 5435 compared with the end of 2011. 66.1% of the internet users 

used blog and personal space, up by 4% compared with the end of 2011.  

The space websites such as Qzone had similar basic functions to those of blog websites at the 

early stage of development, and they were the same type of internet application. In recent years, 

the space websites were transformed to social networking websites through redesign and therefore 

met the demands of internet users for socializing; therefore, the number of users was on the rise. 

Meanwhile, the number of blog users was on a year-on-year decline, and the development model 

was transformed from grassroots to elite. Blogs of some ñsuper-bloggersò and specialized blogs 

were viewed by many and were influential, while microblogs and social networking websites 

which were more interactive were chosen by normal users as a way to communicate and reflect on 

life. Only 24.8% of the internet users were still using blogs which were 140 million by the end of 

December 2012.  

 

3̈Microblog 

The number of microblog users was 309 million by the end of December 2012, representing a 

growth of 58.73 million, or 23.5%, over the end of 2011. 54.7% of the internet users microblogged, 

up by 6% compared with the end of 2011.  

 

Figure 27 Number of Users and Utilization Ratio of Microblog in China from 2011 to 2012 

 

Microblog became a mainstream application used by China's internet users after the 
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