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Understanding consumer behavior
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Cross-platform is the new norm

* Myth busting: Debunking Media Myths

« How We Consume Media - Yesterday vs. Today
— Where are we going? How did we get here?

— Co-Viewing: Are we watching alone or are we watching as a
household?

— But, viewers aren’t just watching TV anymore




Is the Internet killing TV? No!

During 2Q 2011, P18+ are viewing 40 additional minutes of TV a week
compared to last year
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Are people cutting the cord? No!

More than 91% of TV households pay for a TV Subscription

< 1 /Oof TV households are cutting the cord
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® 39 4% No change 3.3% Dropped Broadband
6.4% Swapped cords 0.9% Cut the cord

Cable Homes with Broadband in the Nielsen National People Meter sample:
comparing September 2010 and September 2011
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Are people giving up their TV sets? No!

Only 3% of Homes don’t have a TV

o Status Lifestage

% « Lower income e« Lower tech « Younger « Recent college graduate
* Younger * Rural * Single * Urban
Why Households are going without a TV:

. « Watching on a DVD or VCR * Expense

% » Watching on a computer * Lack of interest in TV programming

 Watch TV at a friends or relative’s home
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Where are we going?
How did we get here?
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The evolution of TV
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(41% color)
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Today
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Close-up on device transformation
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Consumers take control of their viewing

DVRs are in nearly 40% of households and timeshifting continues to grow each year
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DVRSs — No need to choose!

Video On Demand and Online are adding to Flexibility

In 2006, just 2.2% of P18-49
watched two shows that aired
in the same time period. But as
DVR penetration grew allowing
for viewing “on your time”, 7.0%
of viewers watched two shows
that aired in the same time
period.

2006

American Idol and NCIS, Tuesday 8p

% of Audience Duplication, Time Period: May 2006,May 2011
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Co-Viewing: Are we watching alone or are
we watching as a household?
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Co-Viewing makes a comeback in Primetime

Percent of Co-Viewing behavior by gender
Females 18-49

65 ® \ales 18-49
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Co-Viewing — more adults watch DVR
with others than alone USA}EALMS

DVR Co-Viewing, A18-49

Avg. Day Reach(%)

On my own Partner or Spouse My children Other People

Source: Media Behavior Institute Copyright © 2011 The Nielsen Company. Confidential and proprietary



But, viewers aren’t just watching
TV anymore.
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TV viewing coexists with daily life activity  sapaénpdints

40

30 -

20

Avg. Day Reach (%)

During Prime 70% of
viewers are doing

another life activi

Total TV Concurrent With Life activity, Adults 18-49

——=Total TV
Total TV & Other Activities

At noon over B0 % of TV

viewers are also doing
At Bam almost all viewing

TV are doing another
activi

something else
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Hourly Reach - TV vs. Online - weekdays
P18-49 — May 2011
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3rd week of May — 5/09 — 5/15/11
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Hourly Reach — TV vs. Online — weekends
P18-49 — May 2011
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Weekend allows for more TV use during daytime EA
USA ch Points

50 Media Usage By Time of Day In Weekdays, A18-49
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What are people doing when they are watching TV today
VS. yesterday?




What are the companion media activities
for TV viewers? USA}E,@WS

% of DVR vs. Live TV Viewers Concurrent with other media, A18-49

N Live TV

Social Print Mobile Talk Internet Mobile Text Emails Mobile App/ Radio Traditional
Networking Web Media Online

Source: Media Behavior Institute Copyright © 2011 The Nielsen Company. Confidential and proprietary



Simultaneous usage example: mentions of
“X-Factor” on Facebook

On- Air

17x peak during live airing

Second peak during prime
time the following evening
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How do we know cross-platform is the new norm? }zA
Daily concurrent media usage of TV viewers USA Teuch Points

Watching TV and another media, Adults 18-49
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TV viewing Is integrated into viewers’
dally life activity USA Telch Points

Total TV Contiguous With Life Activities, Total Adults

Nothing in particular

50
Sleeping or napping

“ Relaxing

= Commercial services

Community organizations or clubs
W Religious or spiritual activity
™ Studying or education

" Shopping

w
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" Hobbies or pastimes

W Sports or exercise

W Care of elderly or others
¥ Childcare

B \Washing or dressing

Avg. Day Reach (%)
]
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= Traveling or commuting

10 = Housework or chores

W Socializing

™ Preparing food or cooking
® Eating or drinking
= \Waorking
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Multiplatform use: what does it mean?

Using the internet to comment on viewing adds value
to the content and the advertising

Enhance the viewing experience watching the NFL draft
on ESPN and visiting the ESPN.com site

Viewers are more engaged watching a big event live and
commenting on Facebook, Twitter etc.

Some big events nearly 4 times more simultaneous usage
than other viewing experiences




Using all the tools to engage the viewer

Understand the Environment

Evaluate the total viewing
experience

While TV is most used,
Other media provide added
engagement and opportunity

Understand the Consumer

The consumer is not thinking
either or

Consumers have it all so
need to reach them on the
devices when and where
they are engaged




Cross-Platform is the New Norm

Questions?

Pat McDonough
Senior Vice President Insights & Analysis, Nielsen
patricia.mcdonough@nielsen.com

#Nielsen
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