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Wiggin is a boutique law firm working exclusively in the media sector. Recognisedby many
as the best in the media business, Wiggin is a specialist in film, music, sport, gaming,
technology, broadcast and publishing, and has earned an international reputation for fresh
thinking and innovative approaches.

The 85-strong firm takes instructions from broadcasters, regulatory bodies, production
companies, telecommunications companies, film studios, record labels, publishers and TV
channels.

Clients include Al Jazeera, Bauer, BBCFilms, the British Phonographic Industry, BT, Channel
4, Columbia Pictures, Condé Nast, Five, HBO, Macmillan, Manchester United FC, Paramount
Pictures, SonyComputer Entertainment, Time Warner Books, Trinity Mirror, 20th Century Fox
Film Corp, Virgin Media and Warner Brothers.

WWW.wiggin.co.uk
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Entertainment Media Researchis E u r o goeethast research consultancy for entertainment
and music. It was founded in 1997 by the former Head of Music Information at MTV Europe in
anticipation of the digital entertainment revolution .

Today, Entertainment Media Researchis an international business headquartered in London
serving the entertainment, media and advertising industries.

We combine quantitative research skills with entertainment sector expertise and branding
consultancy to offer a unique and powerful service to brands in the entertainment industry.

www . entertainmentmediaresearch .com
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Introduction and methodology

A A comprehensive audit of entertainment and digital activity in the UK today, investigating
the behaviour, trends, preferences and attitudes acrossall forms of entertainment activity

A The findings are based a large-scale online survey of 1,608 UK respondents, representative
of the national demographic conducted in January 2008

A The survey was commissioned by Wiggin

A Readersare welcome to use data in this report, but such use must acknowledge the 2008
Digital Entertainment Surveyfrom Entertainment Media Researchand Wiggin asthe source

Pleasenote that percentages may not add exactly due to rounding

All research, analysis and reporting conducted by Entertainment Media Research,
Europeds number 1 musréesearclaagehcyent ert ai nment

For more information, please contact:

Wiggin

WWW. wiggin. co. uk

+44 (0) 1242 224114

Alexander Ross,Partner d Musicand Technology alexander.ross@wigginco. uk

Helen Foord, Marketing and BusinessDevelopment Manager helen.foord@wiggin. co. uk

Entertainment Media Research

www. entertainmentmediaresearch .com

+44 (0) 207 240 1222

RussellHart, CEO russell. hart@entertainmentmediaresearch .com

Steve Evans, Director of Research steve.evans@entertainmentmediaresearch.com

Patrick Johnston, Head of BusinessDevelopment patrick .johnston@entertainmentmediaresearch .com
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Sample profile

Number of Weighted Weighted Sample has been weighted to
interviews base % reflect the national
Male 15-19 demographics for the UK

Male 20-24

Male 25-34

Male 3544

Male 45-54

Female 15-19 50% male
Female 20-24

Female 25-34

Female 35-44

Female 45-54

London 50% female
South

Midlands

North

Wales

Northern Ireland

Scotland
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The activities audited

Gaming

Gambling

Social networking and
communications

Print, novels and
publishing

Radio

Piracy

Movies

Television

Mobile

Music and
podcasts

Play online computer gameson the PC

Play online computer gameson a console

Subscribeto an MMORP®@nline game like World of Warcraft, EverQuestetc
Play gameson your mobile phone

Play gamesusing a handheld device like a PSP,Nintendo DSetc

Play computer gameson the PCthat are not online

Buyvideo games

Play online poker for money

Play the National Lottery

Payto play online bingo

Gamble on sites such as Betfair .com, Ladbrokes com, paddypower.com or another similar site

Browse social network sites like Myspace, Bebo and Facebook
Useinternet chatrooms

Chatting on Instant Messenger

Listen to music streamed from sites like Myspace, Bebo or Facebook
Write on your own blog

Readother peoples'blogs

Makingcalls using Skype or another application over the Internet
Usebluetooth technology or applications

Readmagazines

Readnewspapers (the normal print version)
Readpaperback or hardback books/ novels

Visit newspaper websites

Reade-books/novels downloaded from the Internet
Listen to audio books (usually narrated by the author)

Listen to radio streamed over the Internet
Listen to normal radio (not streamed over the internet)

Download unauthorised movies or tv programmes using filesharing sites like BitTorrent, Limewire or Pirate Bay

Download unauthorised music using filesharing sites like BitTorrent, Limewire or Pirate Bay

Download unauthorised gamesor software applications using filesharing sites like BitTorrent, Limewire or Pirate Bay

Watch pirate DVDsof movies
Swaphard drives with friends to share entertainment content like music and movies

Goto the cinema

Rent DVDs

Watch pay-per-view movies via Skyor cable television

Watch pay-per-view movies over the Internet

Watch full movies on streaming sites like DailyMotion, YouTube, Tv-Links etc
Watch movies on Blu-ray disk

Watch movies on HD-DVDdisk

Buy an authorised digital download version of a movie

Watch recorded television

Watch television on your PCvia a PCtv-card or USBtuner

Watch full tv programmes on streaming sites like DailyMotion, YouTube, Tv-Links etc
Watch Skyor other television service you need to pay a subscription for

Usingyour mobile phone to surf the Internet
Listen to radio on your mobile phone

Subscribeto a paid monthly music download service

Listen to podcasts

Subscribeto a paid-for podcast

Listen to music streamed from sites like Myspace, Bebo or Facebook

MEDIARESEARCH

In the following graphs, the description of
each activity has been highly paraphrased.

A full text description of each activity is
provided in the list on the left.

The full report includes in -depth coverage
of all these activities.



Entertainment activity audit

Top 25 of 49

Question: Please tell us whether you do any of these leisure activities?
Base: All respondents (1,608)

®m Regularly = Occasionally m Rarely ®No but plan to in next 6 mths = No and no plan to ® Unfamiliar

Listen to radio (not online) 51% 23%  NIR2%2%4 09396
Read paper/hardback books 47% 25% 5% 194 190
Watch Sky/other subscription TV 45% 10%5%% 32% )
Read newspapers (printed) 41% 28% PE7%9194. 192/
Read magazines 35% 32% IN20%W1°4 0926

Browse social network sites 34% 19% II5%M3% 24% B%

Play the National Lottery 34% 17% INI9%W3% 25% 2%

Watch recorded television 32% 25%  IN209%W4% 17% 3%
Chatting on Instant Messenger 32% 21% WNI6%M3% 25% 4%
Visit newspaper websites 24% 26%  IN25%WN2% 19% 4%

Use bluetooth technology/applications 21% 24% I8 T% @ 22% 8%
Play offline games on PC 21% 26%  INI9%W2% 26% 5%
Go to cinema 21% 37% N28% 390 %00

Play online games on the PC 20% 21% NI9Y%M3% 32% 5%

Listen to radio streamed online 18% 26%  N24%W4%  23% B%
Play games on handheld device [lENAZE  17% INNGN6E% 39% 5%
Rent DVDs [INELZ 20% |N26Y6MNA% 32% 3o

Buy video games [EELZ 25%  IN249%6WWN3% 31% 24

Stream music from social networks |[IEEAZY  16% ININYGEEYo 44% 8%

Play online games on a console [V 12% HIBY6N8Y 47% 8%
Play games on your mobile [EWAZY  20% | 2VYGN2Y% 34% 4%

Use internet chatrooms I 14% 200608 48% 6%

Making calls w/ Skype/other online  [IEIZ 9% MIOGN1IB% 52% 8%
Using mobile to surf Internet  IEIZA 12% IN2IGENGE% 48% 6%
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This chart (continued overleaf) provides a
comprehensive  breakdown of current
entertainment activities. The information is
analysed by demographic, by crossover
(activity by activity) and by technology owned
in the appendix. This data is then re-presented
in specific sections throughout this report,
providing a contextual back-drop to each
activity analysed.

The ranking of activities on the left showsthat
whilst all the discussion nowadays is of digital
media, traditional media still reigns supreme in
¢ o n s u meisure dime, with radio, TV and
print at the top of the list.

But there is a major caveat here. Traditional
media ranks highest among the total UK
sample, but when activity is analysed by age, a
very different picture emerges.

The presence in 6" place of browsing social
networks (such as Facebook and Myspace) is
revealing. It goesto show just how embedded
social networks have become in c ons u me
leisure lives, and how social networking has
become truly mainstream.



Entertainment activity audit

26 to 49

Question: Please tell us whether you do any of these leisure activities?

Base: All respondents (1,608)

m Regularly = Occasionally m Rarely ® No but plan to in next 6 mths

Listen to podcasts

Read other peoples' blogs 17% IN28%N3%
Filesharing music 10%NIY%R2% 55%
Listen to radio on mobile phone 13% IA%N5% 54%
Watch PPV movies via Sky/cable ' 14% IN20%6M85%
Watch movies on HD-DVD disk &% 9% ISY6Ni8vcm 51%
Watch full tv progs on streaming sites 12% INE5%M 6% 53%
Watch full movies on streaming sites  [[% 10% NG % 58%
Online gambling &% 7%I8%8% 68%
Filesharing movies / programmes [ %% 7%0I0%8% 61%
Watch pirate DVDs of movies [ 8% INIGY6N2% 61%
Subscribe to MMORPG online game [sVA%%6% 61%
Watch TV on PC via twcard/USB tuner [ 7% I006N1I2% 58%
Write on your own blog % 8% NI0N6 % 63%
Pay to play online bingo "%}6%8%8% 68%
Swap hard drives to share content FYAYSO%64% 63%
Listen to audio books fm 8% N1IB%1 6% 57%
Read e-books/novels downloaded iﬂ 8% 12%! 8% 56%
Subscribe paid mthly music d/l service 7EBY6I% 74%
Buy authorised digital download movie 7¥6%G%I0% 66%
Filesharing games / software "WAYGIEY% 70%
Watch PPV movies over Internet eF4%%67% 69%
Play online poker for money ¢16%6%8% 71%
Watch movies on Blu-ray disk E54%6N15%M 59%
Subscribe to paid-for podcast B%4% 7%

( MEDIARESEARCH

No and no plan to m Unfamiliar

14% NI9%W11%

49%

The chart on the left shows less regular
activities, becoming more and more niche as
we read down the list.

Taking the list as a whole across all 49
activities, we appreciate the competition for
time and money. Time is finite, even for the
most ardent early adopter.

What the list also reveals is the myriad of ways
in which consumers choose and prefer to
consume content dwhether it is legal or illegal,
whether it is traditional or digital, and whether
it is downloaded or streamed. This report
investigates all of these behaviours and
preferences in detail .

The data shown is a snapshot as of early 2008.
The survey also examines and predicts future
intentions across all of these activities. The
future intention analysis is provided in its own
section.

Base: Q3, All respondents (1,608)

9



High definition movie disks predicted —
to lead new entertainment growth ———

% of total UK sample intending to start

Top 25 of 49
in the next 6 months

24%

Watch movies on next generation disk
Making calls w/ Skype/other online 13%
Watch TV on PC via twcard/USB tuner
Listen to podcasts
Buy authorised digital download movie
Read e-books/novels downloaded
Play online games on a console

Use bluetooth technology/applications

12%
11% The chart showsthe ranking of the top 25 highest
intentions for take-up.

9%
Many factors will intervene betweenr espondent s

8%
stated intentions to start such activities and
conversion to actual behaviour. Therefore, we

8%
7% would recommend more attention is paid to the
rank order of intention rather than the specific

percentage.

Subscribe paid mthly music d/I service 7%
Write on your own blog 7%
. . . Looking at the top of the list, it is clear that new
Watch full movies on streaming sites 7% format movie disks are creating the most interest
Watch PPV movies over Internet 7% among consumers
Watch full tv progs on streaming sites 6% Other activities with strong growth prediction
Listen to audio books 6% incIudg making calls vig Skype (or similar) and
Play games on handheld device o watching TV on the PCvia a tv-card or tuner.
Using mobile to surf Internet 6%
Subscribe to MMORPG online game 5%
Listen to radio on mobile phone 5%
Watch PPV movies via Sky/cable 5%
Swap hard drives to share content 4%
Subscribe to paid-for podcast 4%
4%

Listen to radio streamed online
Rent DVDs I

Watch Sky/other subscription TV 4%
4%

Watch recorded television
All other activities <4% new uptake
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Technology and devices owned

Question: Please tick which of the following devices you currently own or are considering to own

% Own/
Access

Base: All respondents (1,608)
mOwn

Digital Camera (not on mobile)
Mobile phone access the Internet
Wireless network at home
Freeview (but not Top Up)
Basic mobile phone
DVD Recorder
Mobile phone w/ media player
Satellite television / Sky
Personal digital music plyr (excl iPod)
HD-ready tv set
iPod
External HDD to store media
Windows Media Center
Cable television
Sky +
Freeview plus Top Up
Nintendo Wii
DVR ie HDD recorder (excl Sky+)
Nonportable DAB radio
Computer with TV viewing card
Portable DAB radio
iPod with video
Xbox 360
Personal video plyr, excl video iPod
An HDDVD Player
Playstation 3
iPhone / N95 or similar
PDA/Blackberry
iPod with touchscreen
An e-book reader
Blu-ray player (not PS3)
Apple set top box

Can accessH Plan to buy ® Don't have or plan to buy
3% 7% %NS %M

62% 6%0IEANIN25

50% 5YNI0Ya N34 Y

47% 6%0NSYa N30 7o

43% 59/ A% AT Y.

41% %% 38%

41% 5946 6 Yo

37% 6% NS 0.

34% 7% TS 3%
32% LAY/ Y ¥ L, B
30% 7% a5 6 e
27% 8% NS5
28% 59/6H0Ya NS 7 e
27% AYEZII e 3
19%  JS% LB
1900 KSPZ B G
16% WLl A0 B G
17% QG0 P B G
18% ISUZ i G
170 ESUZ B GRE
1506 L% e B G
14% JIP% e/l A

1300 3 L
1300 L
{7 5. G G G 8 Y/
L1 6/ 7 3
WUASEI2% 7%
Q00 2t
L7/ 0/
A4/ B S 3 Y
14 2
1A/ B B
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79%
68%
56%
53%
49%
48%
46%
44%
40%
39%
36%
35%
33%
31%
25%
24%
24%
24%
23%
22%
21%
20%
20%
18%
16%
16%
16%
13%
10%
9%
7%
6%

WIGGIN

As we have seen, consumers today are
involved in a myriad of different leisure
and entertainment activities .

| t therefore unsurprising to see just
how much technology and how many
devices are owned by UK consumers,
with digital cameras, mobile phones
and wireless networks being the most
prevalent.

Not all of this technology is equally
distributed across consumers and the
ownership (or access)to some is highly
correlated with age. The full report
provides a breakdown by demographics.

11



A major digital divide in the UK today

€ which i f bridged
The survey reveals an astonishing divide in digital entertainment
take-up and technology ownership between consumers of different
ages Furthermore, there is a substantial proportion of consumers
that feel left behind. All this adds up to a significant untapped

market for digital technologies and services.

To illustrate the divide, the leisure world of the teenager could not
be more different from the older consumer. For the teenager,
digital entertainment and communications is at its heart whereas
the older consumer is still far more reliant on traditional media.
This is also reflected in marked differences in the technology owned
by younger and older consumers Younger consumersare much more
likely to be hooked up to the digital world, with next generation
games consoles, wireless networks, advanced mobile phones and
digital music players.

This divide is also apparent in attitudes towards technology. Whilst
young males are much more likely to love new technology, older
consumers, particularly females, are more likely to state they feel
confused about what digital opportunities are available and they
feel they are getting left behind. Put into context, around 3 in 5
older female consumers are confused with all the technology out
there and around 1 in 2 often believe they are getting left behind.

It highlights that not everyone is moving at the same pace when it
comes to embracing (or even understanding) new digital media and
entertainment opportunities . A fairly massive chunk of the market
hasimportant barriers to overcome before electing to adopt.

These barriers include awareness, understanding and acceptance.
Providers wishing to maximise take up of new technologies should
not underestimate the extent to which they need to educate a
substantial tranche of the market. But more often than not, new
technology is riddled with jargon and a fair amount of prior
assumed technical know-how. This only adds to the barriers facing
many consumers There is a much bigger market available for

consumer technology and digital media if these barriers are

overcome. Total agree Total M15-19 M20-24 M25-34 M35-44 MA45-54 F15-19 F20-24 F25-34 F35-44 FA45-54
Love new technolog 73%  72% _ 68%  66%  61%
36% 28% 39% 27% 34% | 39%  43%  57%  60%  58%
Getting left behind | 41% | 31%  28%  42%  29%  41% | 40%  34%  49%  49%  54%

( MEDIARESEARCH

of fers ri

c h

opport unmit=s=—ss

i

or

ol |

Browse social network sites
Chatting on Instant Messenger
Play online games on a console
Stream music from social networks
Play games on your mobile
Play games on handheld device
Subscribe to MMORPG online game
Use bluetooth technology/applications
Play offline games on PC
Play online games on the PC
Buy video games
Use internet chatrooms
Watch full tv progs on streaming sites
Watch Sky/other, pay subscription
Read magazines
Listen to normal radio 40% |
Read paper/hardback books 48%
51%
50%

Read newspapers (printed)
Play the National Lottery

m Strongly agree

I love new technology

| get confused about all the different and new
technology out there

| often think I'm getting left behind with all this

new technology and media available D

% Regularly do this activity

57%

55%

®m Males aged 1519
Males aged 4554

Agree mDisagree mStrongly disagree

12



7 out of 10 say they would cease pirating
If they received a warning from their ISP

e ———
The survey revealed a range of attitudes towards

piracy and what would dissuade consumers from
acquiring unauthorised content.

m Strongly agree = Agree B Disagree m Strongly disagree  Total
Agree

50% -l 70%
- .
3% -l 6%
49% -I 62%

Would stop d/l unauthorised content if received

One of the most compelling reasons to quit would an email/call from ISP

be if a consumer received a cease and desist

warning notification from their ISP 7 out of 10

currently accessing unauthorised content state they Would stop d/l completely if thought better
would stop if this happened. Interestingly, some of chance of being caught

the most likely to be dissuaded are teenagers (78%

for male teenagers and 75%for female teenagers).

| believe it's very unlikely 1 will be caught d/I

Nonetheless people are concerned about stories of unauthorised content

prosecution, and nearly 2 in 3 say they would stop if
they felt there was more chance of being caught,

and over half are put off pirating by news stories. Get concerned about stories in news about

eople being prosecuted
Fear over being caught is a strong impetus to quit, peop gp

but over 2 in 3 believe it is very unlikely they will

ever be caught downloading. People are concerned Would keep on d/I even if were more stories
about stories of prosecution, but they d o n lielieve about prosec'n because little chance of being 39% 51%
they will be caught in the first place. caught

Base: All pirating content (520)
Indeed 1 in 2 say they would keep on downloading
even if there were more stories about prosecution

. . Total agree Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24* F25-34 F35-44 FA45-54**
because they perceive only a small chance of being Would stop if ISP
caught. For male teenagers, it is even less effective, email/call 70°/ 8%  68%  72%  57%  60% | 75%  63%  84%  65% *

with nearly 2 in 3 saying they would continue Stop completely if
downloading. better chance of 66% | 65% 65% 69% 60% 60% 68% 65% 75% 68%

being caught

Very unlikely | will

All of this makes a more direct ISPwarning strategy
more attractive to discourage digital piracy.

680/ 76% 75% 66% 65% 67% 69% 7% 64% 63% **
be caught

Concernedabout
stories in news about | 62% 60% 60% 65% 50% 48% 73% 76% 67% 57% *k
prosecution

Would keep dfl eve” 65%  52%  46%  43%  49% | 48%  75% 57%  34%
if more stories

*Caution dlower base ** Base too low to show

( MEDIARESEARCH 13



Social networks have the potential to
become major content distribution platforms

Current usage levels
Base: All respondents (1,608)

u Regulgrly %Regularly by demographics
Occasionally M15-19 M20-24 M25-34 M35-44 M45-54
m Rarely

= No but plan to in next 6mth
No and no plan to
m Unfamiliar

Potential for content distribution

Base: All using social networks (1,031) m Strongly agree Agree

I've streamed video through a social networking site 23% 29%
Potential main way to access video/music, if player good 23% 27%
Interested in chat about what's shown as video streamed 22% 26%
Interested using as serious media player to stream music 18% 23%

Interested using as serious media player to stream tv progs 19% 22%
Interested using as serious media player to stream movies 17% 21%

10%  13%

Interested using embedded online gambling applications

% Total agree Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Potential main
way to access 27% 35% 40% 30% 22% 25% 32% 35% 27% 15% 17%

content

( MEDIARESEARCH

55% 59% 33% 24% 13%
F15-19 F20-24 F25-34 F35-44 F45-54 females use social networks regularly .
64% 68% 47% 21% 12%

Usage of social networks is nhow mainstream. Usage

remains highly correlated with age, but even 1 in 8

45-54 year olds regularly use them. Among

They a r e radassing fad: the survey reveals that
the emotional attachment is very strong and likely
growth is high acrossall demographics.

Whilst most social networks already have the capability
to stream content, the survey reveals the potential to
become more significant media players and means of
distributing content.

Tellingly, 1 in 4 users (279 agree that social networks
have the potential for them to be the main way in which
they access video and music and many more are
interested in using social networks to access content.
Acceptance is even higher among the under 25s (up to
40%for males aged 20-24).

The ability of social networks to create an interactive
and participative environment together with the content
offering is a major draw d over 1 in 4 see the benefit in
being able to chat with others or interact with the
content asit is being streamed.

With over 60% of the under 25s regularly using social
networks, why not take the content to them?

teenagers, over half of males and two thirds of

14



Significant impact of social networks

on content discovery and purchase behaviour
1
Social networks are having a major influence on ]
content discovery: 30% of users at least occasionally Question: Please tell us Wh'ether you ® Regularly
search them for new music and around 1 in 4 find out haye don(? any of the_ fo”f_’W'”g when Occasionally
about movies or television programmes through peer using SOC"T’“ netyvorklng sites = Rarely _
recommendation. Nearly 1 in 2 female teenagers Base: All using social networks (1,031) = No, but interested to start Regularly/
search for music on social networks. No and it doesn't interest me Occasionally

It does not stop at mere content discovery. Around 1 in Searched for new music
5 say that they have actually purchased music based on

peer recommendation from a social network and the

same proportion have searched social networks for Found out about a movie that someone
music to purchase. recommended

19% - 41% 30%
oo IR e o
T

The potential for social network sites to be content Found out about tv prog that someone
discovery tools and, even more potently, retail recommended

environments is clear. Site operators and channel

owners need to make the process of discovery to

purchase conversion as easy, intuitve and as 6 soci al Searched for music to purchase
network -f r i e ragpbsgilie.

50% 21%

Found out about a book/magazine that
someone recommended

Purchased song/album discovered or

0,
recommended by friend on social network 2l 18%

% Regularly / occasionally Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 FA45-54
44%  36% _ 33% _ 30% _ 22% 24% __ 27% _ 17% __ 22%
38%  34%  29%  20%  13% 30%  25%  15%  20%
33%  37%  28%  18%  13% 250  18%  11%  14%

Searched for music to purchase 26%  36%  30%  21%  13% 22%  19%  13%  12%

Found out about recommended

o 28%  26%  25%  12%  12% 27%  22%  13%  20%
fe‘ifgﬁsg dsgd”g’a]l:’ignmdd'sco"ered or 19%  31%  25%  14%  13% 21%  16%  11% 8%

( MEDIARESEARCH
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Social networks are an essential
place to be for brands

Keeping with the theme of following the consumer where they

spend a considerable and increasing proportion of their available

leisure time, i t Bossurprise that brands are interested in using Question: How much do you agree or disagree with the
social networks to interact with consumersand for advertising. following statements about social networking sites?

. . Base All using social networks (1,031
The survey reveals that a substantial proportion of consumers are g ( )

generally receptive towards brands being more involved in social . .

networks: just under 1in 5 would even add brandsasaé f r i an d & = Strongly agree ' Agree W Disagree ® Strongly disagree © Not sure Total
their profile . Again, showing receptiveness, over 1 in 4 agree that A—gree
they would rather be served better targeted ads, even if that

meant the use of certain personal cookie data. Andjust over 1in 5 Better targeted ads than generic even if

sometimes click on the ads served on social network sites. use personal data 21% 21% 26%

Crucially, younger consumers are the most receptive to brand
involvement: around 1 in 4 teenagers would add a brand as a
6 f r i axdhadodind 3 in 10 among 20-24 year olds.

All this showsthat social networking sites do have an audience for | sometimes click on ads in social
brands and for advertising. Of course there are a significant network sites

number of consumerswho are not receptive, but these figures are

encouraging nonetheless.

€0 19% 11% 229%

The survey predicts continuing strong expansion in social

networks. If social networks expand into media distribution then

there is an even stronger case for brands to get directly in front of I' would add brands as a ‘friend" on my § 16%
consumers in an environment in which they are spending an social network sites

increasing amount of leisure time.

16% 20%

Brands need to consider carefully what role to play in social

networks and consider a much stronger role than mere % total
banner advertising . agree Total M15-19 M20-24 M25-34 M35-44 MA45-54 F15-19 F20-24 F25-34 F35-44 F45-54
Better
. . . 0, ) 0, 0, 0, 0, 0, 0, 0, 0,
The more creative and closely fitted to the social s e SO 2 ZEW0 e i e — AV

networking environment, the better. | t @& Place where Chckon ads 31% 31% 27% 15% 15% 29% 28% 23% 14% 13%
participation and interaction between peers is the norm, Add brandsa

something that ought to be reflected in the style of content G ERY A e e L AT B s —_—
offered by brands. If content is sufficiently compelling, it

hasthe potential to be distributed by usersthemselves.

( MEDIARESEARCH 16



Social networks are reconfiguring

work and leisure patterns
e ———
e and traditional media is being sacrificed E—
The survey reveals that the growth of social networks is Questlc_)n: Tlhmk about the tlmke you shpend on sqmal networks. I—(|jow wo#ld you say f
demonstrably at the expense of other activities and soci a .n et wor ,S ; .a ve I mpacte t e amount 0
media. Base: All using social networks and doing activity
. o ) . o % Net
The main activites 0sacr i Bre cdeihSwork or m Spent less time due to social networks = No impact ®More time ~ More/Less
homework, watching broadcast television, reading print, -
visiting other websites, playing games (and the list goes Do homework/work for business at home 7% 5 -14%
On)i' 'Il'radittiolna! . medilazo/sugferi df&;oportionqtely 8(:; Watching television 78% 5% -12%
particular television -12% books -10% magazines -8% . o 100
newspapers-7% DVDs-5%). _ Reading bgoks 82% 4% 10%
_ _ Browsing other websites 75% 8% -9%
Among _teenagers (who are much more into social Playing video games 81% 5% 8%
networking than other age groups), the impact on other . . 8 ) 0 0
activities is even more prominent. Among female Spending time W_'th my fam_'ly 83% A% -8%
teenagers, for example, there is a -32% net less time Reading magazines 83% 4% -8%
spent on homework/work, -21% net less time spent Exercising / Doing sport 83% 5% -7%
watc.hing broadcast television and -14%net lesstime spent Reading newspapers 84% 4% “7%
reading books. On the other hand, among female Doina hobby / arts / craft 820 6% 20
teenagers, there is a net +19%increase in the time spent oing hobby ars_ crats 0 o
listening to music. Clearly young females are very happy Watching DVDs 84% 8 5%
using social networks and listening to music at the same Download unauthorised TV/Movies 85% 6% -3%
time. Listening to the radio 84% ™ 3%
Whilst most other activities see a drain from social Going to the cinema 87% 6% -2%
networking time, Fhe si_tes are actual_ly encouragi_ng the Attend cultural events (theatre, é 87% 6% -1%
spregd and_llstenlng time for music _(unsurprlsmg as Download unauthorised music 85% 7% 1%
hearing music can add to, rather than distract from, the S di . ith friend 0 +1%
social network experience). pending time with friends — ant 0
Whilst social networking is | ing g — Socialising / Going out 82% e +2%
ilst social networking is impacting time spent wi e Listening to music 78% 13% +5%

close family, it is encouraging socialising and spending
time with friends, as you might expect from a 6 soci al &
network of friends and acquaintances. Netmore/less Total M15-19 M20-24 M25-34 M35-44 MA45-54 F15-19 F20-24 F25-34 F35-44 FA45-54
All this adds weight to the potential for using social -30% _ -18% 1% -8% z4% z32% _ -13%  -19% 1% -4%
networks as a means of distributing content, for which Watch tv 10%  -11% -10% _ -10% 1% 21% 1% 18% -16%  -11%
there is a clear and receptive audience Readbooks -19%  -14% 5% 7%  -2% | -14%  -15%  -12%  -11% _ +2%
' -16%  -13%  -5% -5% -5% -8%  -15%  -14%  -11% 0%
-10%  -9%  -12% 7% 7% | -3%  -12%  -10% 2%  -6%

-12% 9% -3% -6% 3% | -17%  -9% -6% -6% 0%

+11%  +4%  +3%  +8% 1% | +19% 5% -3% -1% +9%

=
~
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In an increasingly digital world, traditional media
IS still the most emotionally engaging

A revealing analysis is to understand not only how many consumers are involved in a specific activity,

The activities that

emotional

generate
attachment are

the highest

relatively
traditional : reading printed books, watching
Sky/subscription television and listening to
the radio.

Whilst much attention is placed on digital
entertainment trends, it is still the traditional
media to which consumers are the most

emotionally attached.

The graph (below right) shows that 53% of
those reading books would never stop or
would hate to stop 0 this is the highest
emotional attachment of all 49 entertainment
activities measured. It is followed closely by
watching Sky television (51% and listening to
radio (43%.

But the emotional attachment for traditional
media tends to be highly correlated with age.

Supporting  their behaviour patterns,
teenagers have a much higher level of
emotional attachment to digital

entertainment activities .

there are some activities that
many consumers engage in that generate
relatively little emotional attachment, such

Interestingly,

as newspaper websites and streamed radio.
On the other hand, there are activities that
few consumers currently engage in (like

watching Blu-ray movies or playing MMORPG

games) that generate a great deal of

emotional attachment .

The entertainment activities with the lowest
level of emotional attachment are gaming on
mobile phones, reading blogs and podcasts.

C
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but also how emotionally attached
usersare to it. In other words, to what degree is each activity embedded in their lives and to what extent would they hate to give it up.
Man Radio
Y ¢ Books,
i Newspapers
Magazines:<
il Cinema
< Sk}{)/
> Social “Recorded TV SUbSC: etV
s Newspaper networks
j Fifes Lottery ¢ <Chat on M
< | ¢
g _
5 Streamed Blueéooth ¢Play offline games
[a] radio
=
g <Play online games
2 1
@ 4 Buy games
3 Rent DVDs ve
< | Mobile ¢
9 WEMES 4 Handheld games
> | ¢ Music from
= 4 social networks
=] Read
g blogs )
x ¢ <Chatr00ms ¢g)nlme console games
X e Mobile . PPV - Key to unlabelled activities
) < 4 Mobile radio Filesh:
’Eggs internet ¢ music 1 8Fileshare movies/ TV
N 8 P 6 * < Skype 2 dWrite own blog
Qudli(o ; 3 5 HD-DVD 3 dOnline gambling
00KS .
eBooks< p < Sf P . online 40TV viaPC
1 Online bingo ¢ « ¢ poker ) Rent 'VLMORPGS 5 8 Buy movie download
Swap HDD: music . . .
oy one p2p Blu-ray 6 dWatch movies on streémlng sites
software ¢ _ 7 dWatch pirate DVDs
P st 8 8Watch full TV progs on streaming sites
Few i . T '
Low . - High
Attachment Among Those Doing Activity 9
m Addicted/never stop = Hate to stop ®Uncomfortable ® Easily stop
Read paper/hardback books 30%  [N2AYENINTTT24%
Watch Sky/other subscription 36% [ 26% @ 22%
Listen to normal radio 33%  [I2BOANIN20%
Base: all doing activity
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Setting the scene for on -demand:
usage and familiarity

1
Question: Some companies have already started
"on demand" services in the UK. Are you familiar

\tl;?th t?e ;O”OV/\AI:PQ ser:jnc?s( 1&1238?0 you use any of % Regularly/

ems ase: respondents (1, .

Usage of on-demand services ranges widely with Occasionally

YouTube being used at least occasionally by 37% of YouTube 19% MB%8%  33% 37%

tL;Ktconsumerds_ffThe table beIO\;v rLghtddemonstrrzla_tes Virgin Media 5% 50% 20%

at usage differs enormously by demographics,

with most services correlated with age and with a 40D (from Channel 4) i 8% 30% e 15%

male bias. BBC iPlayer O/S%66% 37% 13%
Google Video F8vde%il 34% 13%

Out of the on-demand services offered by the major ITV.com 8% 48% 12%

UK broadcasters, Channel 46 s40D service is a

; i | 39% |
marginal leader of the pack. However, it must be 42% 3% 11%

Sky Anytime
m Already use regularly

noted that this is a snapshot as of January 2008 and Lovefilm % 46% 9% Use occasionall

the BBChad only just begun to seriously push its Yahoo! Video 350 9%  mUse once or twic):le

iPlayer service, having spent several months in beta . .

testing gsp MSN Video 35% 8% = Intend to start using

' Veoh [I'l 15v NENENNE7EN 69 | Notuse, butfamiliar with it
. m Not use & never heard of it

Such services offer an unprecedented level of Metacafe [I'll 17% INZ7EEE 5%

consumer cor_1tro| over content and, f_or_the BBCand AOL Video I'mm 34% 5%

ITV at least, is free to consume, albeit it does come TV f Aople iT - . 5 0

with  DRM restrictions. Such services also offer progs from Apple | u_nes a3 o S%

relatively high quality video output, in contrast Top Up TV Anytime 'l 45% 5%

with the current low resolution offering from Joost [I'EN 18% 4%

YouTube BT Vision s 55% 4%

Other than YouTube and the offerings from the Apple TV [FIl"730% 4%

major UK broadcasters, the main issue facing Break.com [l 15% NG 1%

providers is lack of familiarity . Consequently, the  Tiscali TV (frmrly Homechoice) —[I40% 4%

current level of intended take-up is low but we Cinema Now [l 19% 0

would expect this to change significantly over the . 0 5 3%

medium term as Apple, "Kangaroo" and Google in Funny or Die [l 14% 7N 3%

particular invest more heavily in raising mass

market awareness :)Js:a:g:g’l‘lgy/ Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 FA45-54
65%  65%  47%  38%  27% | 53% _ 51% _ 35% _ 20% __ 15%
17%  27%  22%  18%  18% | 17%  21%  20%  20%  21%
28% 21% 22% 13% 12% | 23%  30% 14% 9% 8%

BBC iPlayer 22% 18% 22% 13% 12% 14% 14% 13% 6% 6%
Google Video 38%  32%  21%  10% 7% 13%  12%  10% 5% 1%
14%  19%  16%  10% 7% 12%  16%  12%  10%  11%
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Interest in on -demand content is strong

é

but

The graph shows the level of consumer demand for different
types of content. The clear leader is recently released movies
with 84%interested and almost 50%definitely interested . In our
opinion a key driver is consumer demand to watch movies on
the platform of their choice.

Ap p | reder announcement of movie rentals and purchase
through iTunes may well be one way of fulfilling this latent
demand.

Opportunities clearly exist in other sectors. The music industry
should take note of high levels of demand to watch live music
concerts (and recorded gigs as well) and comedy is notably
popular.

| t éstablished that high levels of demand exist for on-demand
content but what about consumer willingness to pay for any of
it? Is there a viable businessmodel?

Before investigating willingness to pay (see overleaf), we look
at preferences for subscription with unlimited content versusa
la carte PPVversusfree ad-supported models.

The free ad-supported model wins hands down with 70%stating
they would rather put up with the ads and receive the content
for free than pay for it. Amongstthe two other options, there
is little to separate them in terms of preference.

We then asked consumers who originally chose the free model
to choose between the two paid models. Again there is little to
divide them but the PPVoption receives slightly more consumer
support.

What this suggestsis that both types of pay to view models can

find their own market as long as the payment terms and
content on offer are sufficiently attractive .

MEDIARESEARCH

consumers have a strong pref-er=e=pce—+o¥f

W

Question: Given the choice, which, if any, of the following types of
content would you be interested in wat
Base: All respondents (1,608) m Definitely Somewhat  m Not interested
Top movies only just released on DVD 36% 16%
Recent movies out for few months 41% [16%
TV comedy programmes 44% 21%
Live music concerts 42% T 28%
TV drama programmes 46% L 25%
Live sporting events 26% e 48%
US progs not yet shown on British tv 40% T 33%
Stand-up comedy 43% O 30%
Documentaries 46% L 28%
Recorded music concerts 44% 32%
Music videos 42% 3%
Classic movies from years past 46% o 33%
News / current affairs 42% 3%
Soap operas 28% k4%
Reality TV shows 27% 9%
Recorded sporting events 0 31% 11—
Adult material (18+ only) 1100} 24% e 66% ]
Question: Which one of the foll owing
demanddé content i f y 0 u BaseeAlr&pontiemts(1Go8)d t 0O

m For free, but it would have adverts
that you couldn't skip past

A reasonable monthly subscription
to watch unlimited content

m A reasonable fee for every
programme you watch and you only
pay for what you watch

Question: And if watching "on demand" content wasn't free, which of these two
would be most appealing to you, if forced to choose? (Among only those who prefer for
free.)

A reasonable monthly subscription
to watch unlimited content

43%
A reasonable fee for every

programme you watch and you only
pay for what you watch
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High interest in on -demand content does not
Necessarily translate into willingness to pay

é and |ive music

The relationship between interest in on-demand
content and the willingness to pay for it is not
necessarily linear. In other words, there is content
that is in high demand that consumers would be
unwilling to pay for.

Whilst demand for recently released top movies is
high and there is a high willingness to pay for
them, content such as comedy programmes, which
are in high demand, attract a relatively poor
willingness to pay. There is also a high willingness
to pay for adult material, live concerts and live
sporting events.

This analysis showsthat the demand for content is
not a reliable indicator of likely revenue, however
counter-intuitive  that sounds Consequently, a
winning business proposition needs to supply
content that people not only want but for which
they are willing to pay.

Given the relative successand familiarity of PPV
on-demand models for live sporting events and
movies, i t t@Argalising to see the level of demand
and preparednessto pay for live music concerts.

As the music industry seeks new revenue streams,
the survey reveals an excellent opportunity in
paying for live concerts via on-demand channels.
Only movies and live sporting events are ahead in
terms of willingness to pay. Being 6 | i is @itical :
consumers are significantly less willing to pay for
recorded concerts.

Therefore, with high demand and high willingness
to pay, live concerts represent an exciting new
revenue stream for the music industry and others
wanting to take advantage of the boom in the live
music scene

C
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e Venu=e= g

concerts ar e a potentlal
Demand Versus Willingness to Pay
Higher]
_ Top movies
Live sporting just out on DVD
events< ¢
1=
S_,_) 4
c
o
O]
£
3 Recent movies
7 <out for few months
g Live
£ | <concerts
)
%)
2 Adult
'_ .
o material P
c
o
S
<
>
nﬂf g Recorded US programmes
P concerts notyeton UKTV
2 ¢ ¢
@
8 Recorded Drama
" . .
5 spor s< Classic mowes< Stagd-up <programmes
o% ] P Soaps< p <Comedy
Reality TV Documentaries programmes
<
News/
current affairs
Lower T T T T T T T Hiaher
Level of Deman g
Definitely/Likely to

. : Total
consider paying for

54%
45%
Recent movies 46%
33%

55% 55% 46% 53% 51% 59% 52% 43%
58% 57% 48% 48% 43% 50% 47% 45%
47% 42% 32% 42% 43% 47% 41% 37%
39% 47% 41% 41% 43% 39% 33% 44%

M15-19 M20-24 M25-34 M35-44 MA45-54 F15-19 F20-24 F25-34 F35-44 F45-54

63%
63%
59%
41%

21



Project OKangarood i1 s the
content pull for IPTV

As of February 2008, there is much anticipation in the
media industry of the joint venture between the BBC,
ITV and Channel 4 for a single platform on-demand
service, codenameddo Kangar ooo

Consumerswould find such a service highly attractive .
52%o0f consumerssaid they were more interested in this
service compared to other currently available services.
The increased level of interest is even stronger among
young males (over 2 in 3 are more interested) .

The reason for the heightened interest is, of course, the
breadth of content available. When consumersare asked
if any particular provider sparks their interest in the
service, the BBCleads the three broadcasters in terms
of interest in the respective content of each channel.
That said, just under half were equally keen on content
from all three of the broadcasters and content from all
is the real driver of interest.

If a single platform is launched, it is likely to be much
more successful than standalone platforms from the
three broadcasters. It potentially provides the stimulus
for mass market adoption for IPTV and encouragement
of a greater drive for consumersto get such content on
their main television set (over 3 in 4 show a strong
preference for downloaded content to be viewed on the
main television set).

Based on the survey findings that many consumers are
confused by technology (see story on the digital divide),
we would suggest that the optimal solution is a single
platform rather than a portal to multiple platforms that
might require potentially unnecessary multiple desktop
applications.

MEDIARESEARCH

Question: BBC, ITV and Channel 4 will soon be launching a single online service
that will allow you to download/stream content from all 3 providers on the

one platform. How would you describe your interest in this service compared

to the current services that are available?  (All respondents)

® Much more interested

More interested
m Neither more nor less interested
H |ess interested

Much less interested

%Much more or more interested
Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

68%  70%  59%  53%  52% 60%  48%  40%  40%

Question: Thinking again about this service, which one of the providers are you most
interested in seeing content from? (Al respondents)

All of them equally BBC Channel 4 None of them TV

Question: Given a choice, would you prefer to watch the content you download or
stream on you computer screen or on your main television screen? (All respondents)

2!
H Always want to watch on the main television set

Mostly want to watch on the main television set
B On main television set and computer screen equally
B Mostly want to watch on my computer screen
Always want to watch on my computer screen
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Video streaming sites are impacting the amount

of scheduled television watched
|
Video streaming sites like YouTube have become Question: What impact would you say has watching clips/programmes on
phenomenally popular. One question to ask is whether YouTube (and similar sites) had on how much
such sites have drained potential viewing time from "liveod we mean you watch the same time as

scheduled/broadcast television. Base: All watching streamed video (864)
For the vast majority (79% it has had no impact.

However, there are nearly 1 in 5 (18% who state they H It's made me watch much less
are watching less scheduled television because of 'live'/scheduled television
watching streamed video. The net balance is -15%

towards less live/scheduled television. It's made me watch less

'live'/scheduled television

Male teenagers are most likely to be sacrificing m It has not changed how much

scheduled television for streamed video (with a net live'/scheduled television | watch

result of -26%towards less live/scheduled television),

closely followed by females aged 20-24 (-23%). H It's made me watch more
'live'/scheduled television

| t ifteresting to see a net negative balance acrossall

demographics, although it does tend to be more It's made me watch much more

pronounced among the under 35s. live'/scheduled television

What the results show is that sites like YouTube are
having a major impact for some. Not for most, but for
some. In particular, male teenagers and females aged
20-24 are more likely to shift their viewing behaviour
away from the tube to the online stream.

Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54
Muchless | 5% | 14% 8% 4% 4% 1% 4% 3% 6% 4% 4%
13% 17% 16% 21% 9% 10% 14% 20% 12% 4% 5%
This reinforces a general trend seen in the report of No change 64% 69% 72% 85% 87% 78% 77% 78% 91% 88%

younger consumers shifting away from mainstream 4% 3% 204 204 1% 3% 0% 204 1% 3%

media to digital alternatives . 1% 1% 20 0% 0% 1% 0% 1% 0% 0%

-26% -17% -22% -11% -10% | -14% -23% -15% -7% -6%
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Digitally recorded television is seriously

affecting advertising reach

For commercial broadcasters reliant on advertising
revenue, one of the challenges presented by on-
demand viewing, such as that offered by Sky+,
Windows Media Center and digital video recorders, is
that it puts the viewer in control, able to bypass
advertising segmentswith the fast-forward button .

Out of those consumers with the technology, only 4%
watch only live/scheduled broadcasts, and a further
38% watch mostly live/scheduled broadcasts. This
means the majority watch an amount of recorded
television which they control, and 1 in 4 watch mostly
recorded programming.

When watching recorded commercial television, the
level of ad avoidance is astoundingly high. Just under
half fast forward past the adverts 0 a bflthe t i meAo

further 1 in 3 skip the adverts 0 mo ©ftthe t i me 6

Only 6%rarely or never fast-forward past the adverts.
This behaviour is fairly consistent across all
demographics and is certainly not only early-adopter
behaviour. Added to this, 2 out of 3 respondents in the
UK agree with the statement 0 kctively try to avoid as
many television ads as p os s i $hébweng that ad
avoidance in the digital ageis a real issue.

Advertising embedded in content by means of overlays
and top-tail programme sponsorship activity is much
less vulnerable to suchtrends.

MEDIARESEARCH

L] L3
Question: Which one of the following best describes your tv viewing? WIGGIN
Base: All with ability to record television digitally (737)

0

g ® Only watch programmes | record
Mostly watch programmes | record

m Recorded & live equally

® Mostly watch live programmes
Only watch live programmes

Question: When you watch programmes with adverts which you have
recorded, how often, if at all, do you fast forward past the adverts?
Base: All with ability to record television digitally (737)

m All the time

Most of the time
® Some of the time
= Rarely

Never

Question: How much do you agree or disagree with the following statement:

ol actively try to avoid as many t el
Base: All respondents (1,608)

m Strongly agree
Agree

m Disagree

m Strongly disagree

evision
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Mobile entertainment:
perceived barriers stifling consumer demand

It seemsinevitable to many that mobile internet will become
a major digital entertainment platform but the reality today
is quite different .

The survey reveals that only 11%currently accessthe internet
from their mobile devices and only a modest 20% are
extremely or very interested in doing so in the future.
Indeed, almost 1in 2 just a r e nindetested .

Whilst not everyone would be expected to convert to mobile
internet (significant proportion of consumers only want voice
and text), such levels seem low given the wide array of
entertainment  opportunities .  Intriguingly, even early-
adopting male teenagers d o ndppear particularly interested
(only 9%are extremely interested) .

On a more positive note, interest in using the mobile for
emailing is stronger with 17% considering it very important
and a further 31% somewhat important. However, it still
shows that there i s ny8&ttmass market demand for online
connectivity when on-the-go.

There are a number of reasons, the most important of which
is the perceived cost of data charges This was identified by
almost 50% of respondents and helps explain why only 10%
consider music downloading to mobile and 7%video streaming
to mobile to be important features.

The second barrier is perceived speed 1 in 5 consider the
connection speed to be too slow to make mobile internet a
viable option. This is more a technical barrier that can be
overcome over time but i t d@mainly an obstacle right now.

Reflecting the lack of activity, many web sites ar e ryétt
properly configured for mobile internet, which is highlighted
as a main barrier for 1in 4 consumers

Various other reasonswere given but only 10%of respondents
stated there were no barriers for them, indicating the scale
of the problem.
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Question: How interested, if at all, are you in accessing the
Internet from a portable device when you are on -the-go?

m Extremely interested
Very interested

u Somewhat interested

u Not very interested
Not at all interested

Base: All respondents (1,608)

23%

12%

M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 FA45-54
Extremely 9%  18%  14% 9% 4% 8%  10% 5% 5%
Not at all 15%  11%  12%  23%  31% 15%  22%  30%  39%

Question: Please tell us how important, if at all, the following functions
are on a mobile phone for you personally Base: All respondents (1,608)

Ability to play music 3%
Has 4GB memory to store music /video 29%
Has 16GB memory to store music/video 28%
Access Internet & has Internet browser 30%
Can send & receive emails 31%
Hasa large screen 37%

Ability to play video

Can sync with your music library

Itis a 3G phone

Ability to d /l music directly to mobile
Play high quality games

Ability to stream video directly to mobile
Hasa touchscreen

Can play online poker for money

Can make gamblingbetsonline

m Very important
Somewhat important

Question: What do you consider are the main barriers for you
using a portable device to access the Internet when on -the-go?

Base: All respondents (1,608)
Cost of data charges

Slow speed of accessing websites

Just not interested

Many sites not configured for portable devices
Cost of hardware /portable device

Worried about deavice baing stolen

Difficulty in using device

There are no barriers for me




At present, only a minority of consumersregularly
download content to their mobile.

Among mobile downloaders, music, ringtones and
games are the most regularly downloaded content
types.

Video content, especially full length content, has
yet to really take off. Demand for video content
has an audience, but is much less strong than
music. However, we would expect that as mobiles
become more sophisticated media players with
better storage and the cost of data charges
decreases, demand would increase accordingly.

At present, more needs to be done to convince
consumers of the benefits of mobile video content
to stimulate demand and barriers such as cost
need to be removed.
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Demand for mobile entertainment
needs a significant boost

WIGGIN
Question: How often, if at all, do you download /

stream the following to your mobile phone?
Base: All mobile owners (1,433)

m Regularly = Occasionally mRarely mOnly once or twice = Never

63%
56%

Stream or d/I music
Download ringtones
64%
70%
74%

Download games to play

Download software applications

Stream or d/l music videos

Stream or d/l clips from TV programmes 78%
77%
79%
81%
79%

Stream or d/l movie trailers

Stream or d/I full length TV programmes
Stream or d/l full length movies

Stream or d/I clips from sporting events

Question: You said that you do not stream or download the following content to your
mobile phone. How keen, if at all, would you be to start doing these things in the future?
Base: All mobile owners not doing activity

m Very keen = Somewhat keen ® Not that bothered ® Not interested at all

Stream or d/l music

Download games to play

Stream or d/l music videos

Download software applications
Stream or d/I full length TV programmes
Stream or d/I full length movies
Stream or d/l clips from sporting events
Stream or d/l clips from TV programmes
Stream or d/l movie trailers
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With cost, technical and familiarity barriers overcome,
mobile content has much more potential

Question: How much do you agree or disagree with this statement:

0l believe the mobile phone of the fWUtivxreiliwi
media device as well as hone to make call
Whilst there is not at present overwhelming demand Base: All respondents (1,608)
for content other than music and ringtones on = Strongly agree
mobile devices, consumers do tend to agree that Agree
their mobile will eventually become their main m Disagree
portable media device. m Strongly disagree
49%
Another way of looking at consumer demand for
mobile or portable content is to investigate which
activities consumers would ideally like to do when Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54
travelling and have time to accesscontent. 21% 2304 2204 19% 14%

Strongly disagree 11% 5% 5% 10%  18% | 10% 7% 10%  11%  11%

| t 8lear that music is the preferred choice. This
supports the music strategies of the major mobile
providers. Question: When commuting between home and work / college which
activities would you ideally like to engage in to pass the time?

Radio on the mobile is also in very high demand and Base: All respondents (1,608)

constitutes a significant opportunity for the ~ Listen to music 50%
traditional radio industry to increase its listening Listen to the radio
hours. This is particularly true of the 25-34 year old Send text messages

Read a book / magazine

Chat with someone
Other than generally being social and Phone a friend
communicating, there is also a reasonable level of Read a newspaper

demand for surfing the internet and emailing. As _ Surfthe internet
Write / read your emails

segment.

phones become more connected online, we would Sleep
expect familiarity and demand to increase for Tidy your text box, personal organiser
online activities . Play games on your mobile
\(ideo content h_owever, i_s much onver dovyn the PI;rswpseaarsgcialfne?tvcork\t/vehbseite ‘
list. Lessthan 1 in 10 are interested in watching TV Watch music videos
on the mobile. This level of demand may be Listen to a podcast
depressed as consumersare simply unaccustomed to Watch news clips
it. There definitely appears to be an education Interact with a social network website
barrier to overcome. Watch TV programmes on mobile
Do nothing

Watch movie trailers

Watch movies on mobile

Watch clips from TV programmes
Watch sports clips
Purchase music downloads

Make bets on an online betting website

Play online poker for money
( MEDIARESEARCH Pay to play online bingo
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Newspapers and magazines:

the impact of websites on printed sales

As newspaper and magazine brands increase their online
activity, one important consideration is what impact this has
had on the purchase levels of the printed versions.

30%of those visiting newspaper sites state they have stopped
buying or are buying less newspapers currently . Among males
aged 25-34, the proportion is even higher (42%). For
magazines, the impact is still negative, but less prominent

(229%.

But, of course, the online versions present their own revenue
streams and there is other news to balance out the negative:
firstly, for over half (51%), visiting the online newspaper
sites has had no impact on their print purchase propensity
(62% for magazines), and, even more encouragingly, 17% of
online newspaper visitors never bought the printed version in
the first place (13%for magazines)

Therefore, such sites are opening up newspaper and
magazine brands to a new, previously untouched audience
and potential additional advertising revenue.

Some of the major lures to newspaper sites, in addition of
course to the latest news, are reviews, archives and multi -
media. This highlights that newspaper sites are (and also
have much greater potential to be) much more than up-to-
date news repositories. Demand for multi -media content is
high (58%at least sometimes view video clips for example on
newspaper sites), suggesting that consumers are seeking a
multi -media as well as a reading experience. The same is
true for magazine websites.

MEDIARESEARCH

Question: To what extent, if any, has visiting newspaper
websites affected your purchases of printed newspapers?

Base: All ever visit newspaper sites (1,243)

m Have stopped buying printed newspapers
Buy printed newspapers less now

m Never bought printed newspapers anyway

® Not changed how often buy printed newspapers
Buy printed newspapers more often now

Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Stopped or
buying less

33% 32% 42% 29% 25% 23% 28% 29% 31% 27%

Question: To what extent, if any, has visiting magazine
websites affected your purchases of printed magazines?
Base: All ever visit magazine sites (1,088)

m Have stopped buying printed magazines
Buy printed magazines less now

m Never bought printed magazines anyway

m Not changed how often buy printed magazines
Buy printed magazines more often now

Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

anﬁfce?ecs); 31%  29%  34%  19%  19% | 25%  18%  21%  13%  16%




Can the e-Book reader do for books

what the iPod did for music?

One of the major obstacles for an e-Book reader device is
the incredibly strong emotional attachment to the printed
book. At present, this contributes to the limited (but still
viable) market potential of the e-Bookreader.

e-Books do have an audience, but for most consumers they
are unappealing. Of course, this may change as familiarity
and acceptance increases and more compelling devices are
launched. Increasing familiarity is an important step in
generating demand.

Whilst only 9% of consumers find the e-Book 0 v e
a p p e a l thisndpes constitute a viable niche market for e-
Books and we would suggest that this is a base level which
will only increase as familiarity and acceptance increases.
But for most people at this time, the printed book remains
one of the highest emotionally attached media we measured,
so such innovations are likely to be somewhat slow in
catching on in the mainstream.

What is interesting is that, whilst the appeal of the e-Book
device as a whole is more limited, the appeal of its
individual features is much stronger. 76%find its battery life
appealing, 66% for a non-glare page-like screen, 67% for
portability, 67%for its light weight, 65%for storage capacity,
63% for its potential for downloading and connectivity . At
the moment the sum of its parts is greater than the whole.

This would indicate strongly that the more consumers
understand about e-Books, the more they are receptive
towards them. It illustrates a great benefit in closing the
familiarity gap to boost interest. This is further highlighted
that by the fact that 17% state they would definitely or
almost certainly buy an e-Book reader once they are made
aware of all its features (nearly doubling its potential
market) .

MEDIARESEARCH

e ———
Barrier: very strong emotional attachment to paper books
Base All book readers

m Addicted/would never stop
Hate to stop

®m Uncomfortable to stop

m Easily stop

53% would
never or

hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

43% 62% 41%  45%  54% 56%  57%

Appeal level of the e -Book

Base All respondents

| Very appealing
Appealing

m Unappealing

m Very unappealing

Appeal of e -Book reader functionality
Base All respondents

Battery lasts for days w/o recharge 38% 118%™ 16%
Screen has no glare / page-like to read 40% 19% " 16%
They are portable 42% T17%" 16%

Device is light in weight to carry around 42% 7% 16%
Can store hundreds of books in memory 41% 200%™ 16% !
Connect online, d/l from extensive library 41% 271%™ 16%
Can play mp3 files & store music in drive 40% 22% " 17% |
Has a built-in search function 44% 221%™ 16%

Has a pagesize screen-size 42% 224%™ 16% |

Same size as a regular paperback 40% 27% 0 17% |

m Very appealing = Appealing ®m Unappealing ® Very unappealing
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Video gaming:
value for money versus volume

The market for next generation consoles is yet to reach its full
ownership potential, constrained by pricing and value issuesrather
than interest levels or preferences for pc gaming.

The main reason, acrossall three consoles, is a perception they are
too expensive. This is a concern felt most strongly about the
Playstation 3 (46%) and least for the Wii (38%). | t rib surprise then
that around 1 in 4 are waiting for a price reduction before buying.
Of course, following the businessmodel of previous consoles, it is
likely there will be on-going price reductions and this is only good
news in stimulating the market.

The next most prevalent reason is the perception that the games
are too expensive. Again, this applies slightly more strongly for the
Playstation 3 (35%).

Despite the above, among non-owners, the Playstation 3 is
marginally ahead of the Xbox 360 in terms of purchase intentions
(9% and 6% respectively) but both trail the Wii which has a 15%
planned purchase level among non-owners.

As we have seen, cost is a real issue for consumers (for the
hardware and for the games). Asa general attitude, 84%of gamers
agree that 6 g a nmeeestoo e x p e n and3and4 think that some
games can be finished too quickly for their price. This raises
guestions over the perceived value of gamestoday. 1 in 2 agree
that introducing a multiplayer element would increase the
longevity of the game (and presumably its perceived value).

When looking at general attitudes towards gaming, i t &varth
noting that 1 in 2 gamers are concerned about the realism of
violence in some games These feelings are particularly strong
amongst older female gamers (63%of females aged 35-44 and 69%
of those aged 45-54).

( MEDIARESEARCH

1
Reasons for not purchasing a next generation console
Base All non owners
Playstation 3 Xbox 360 Nintendo Wii
Not interested in gaming 27% I 27% I 24%
Console too expensive 46% 42% 38%
Play PC games instead 22% I 21% I 19%
Games too expensive 35% 32% 30%
Waiting for price reduction 23% 17% 23%
Heard bad reviews/reports B 43 W 4%
Waiting for good games B 4% B 5%
Don't know enough about it I 13% I 10%
Don't like the brand Il 9% Il 5%
Unreliable H 6% B 3%
Don't need one I 143 123
It's inferior to others Il 6% Il 5%
| prefer PC gaming 19% 193 163
Concern w/ backwds compatibility B 5% B 4%
Plan to buy, not done so yet W 6% B 15%
Other 9% . 9%
General attitudes towards video gaming Total
Base All video gamers agree
Games are too expensive 43% BEEE 5400
Some can be finished too quickly for price 53% EEEE .0
Frustrating some only avail. on certain consoles 50% EEE o
Should have multiplayer to increase longevity BEEE o0
Too much emphasison graphics, not playability B 50
Prefer simple games than complex 42% EEEEE s4v
=) Concerned about realism of violence in some 32% TN 0%
Classic arcade games from 80s are still the best 34% A 26%
Really only interested in single player games 32% EETNEEE 42%
Been tempted to buy console for excl. games 265 EEETEI 34%
Unimpressed by graphics/quality of next gen 233 SETNTSEE  29%
Next gen consoles makes owning PC less impt 205 EEEzEE  05%
Interested using mobile to manage games 195 T 22%

mStrongly agree

Agree mDisagree mStronglydisagree
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The activities audited

Gaming

Gambling

Social networking and
communications

Print, novels and
publishing

Radio

Piracy

Movies

Television

Mobile

Music and
podcasts

Play online computer gameson the PC

Play online computer gameson a console

Subscribeto an MMORP®@nline game like World of Warcraft, EverQuestetc
Play gameson your mobile phone

Play gamesusing a handheld device like a PSP,Nintendo DSetc

Play computer gameson the PCthat are not online

Buyvideo games

Play online poker for money

Play the National Lottery

Payto play online bingo

Gamble on sites such as Betfair .com, Ladbrokes com, paddypower.com or another similar site

Browse social network sites like Myspace, Bebo and Facebook
Useinternet chatrooms

Chatting on Instant Messenger

Listen to music streamed from sites like Myspace, Bebo or Facebook
Write on your own blog

Readother peoples'blogs

Makingcalls using Skype or another application over the Internet
Usebluetooth technology or applications

Readmagazines

Readnewspapers (the normal print version)
Readpaperback or hardback books/ novels

Visit newspaper websites

Reade-books/novels downloaded from the Internet
Listen to audio books (usually narrated by the author)

Listen to radio streamed over the Internet
Listen to normal radio (not streamed over the internet)

q MEDIARESEARCH

Download unauthorised movies or tv programmes using filesharing sites like BitTorrent, Limewire or Pirate Bay

Download unauthorised music using filesharing sites like BitTorrent, Limewire or Pirate Bay

Download unauthorised gamesor software applications using filesharing sites like BitTorrent, Limewire or Pirate Bay

Watch pirate DVDsof movies
Swaphard drives with friends to share entertainment content like music and movies

Goto the cinema

Rent DVDs

Watch pay-per-view movies via Skyor cable television

Watch pay-per-view movies over the Internet

Watch full movies on streaming sites like DailyMotion, YouTube, Tv-Links etc
Watch movies on Blu-ray disk

Watch movies on HD-DVDdisk

Buy an authorised digital download version of a movie

Watch recorded television

Watch television on your PCvia a PCtv-card or USBtuner

Watch full tv programmes on streaming sites like DailyMotion, YouTube, Tv-Links etc
Watch Skyor other television service you need to pay a subscription for

Usingyour mobile phone to surf the Internet
Listen to radio on your mobile phone

Subscribeto a paid monthly music download service

Listen to podcasts

Subscribeto a paid-for podcast

Listen to music streamed from sites like Myspace, Bebo or Facebook

This section outlines the incidence,
frequency and future take -up of 49
different entertainment, leisure and digital
activities.

In the following graphs, the description of
each activity has been highly paraphrased.

A full text description of each activity is
provided in the list on the left.
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Entertainment activity audit

Top 25 of 49

Question: Please tell us whether you
do any of these leisure activities?

m Regularly

Listen to radio (not online)
Read paper/hardback books
Watch Sky/other subscription TV
Read newspapers (printed)
Read magazines
Browse social network sites
Play the National Lottery
Watch recorded television
Chatting on Instant Messenger
Visit newspaper websites
Use bluetooth technology/applications
Play offline games on PC
Go to cinema
Play online games on the PC
Listen to radio streamed online
Play games on handheld device
Rent DVDs
Buy video games
Stream music from social networks
Play online games on a console
Play games on your mobile
Use internet chatrooms
Making calls w/ Skype/other online
Using mobile to surf Internet

Occasionally = Rarely m No but plan to in next 6mth

No & no plan to = Unfamiliar

51% 23% IR2%2%4.0Y3%

47% 25%  15%194. 1920

45% 10%05%% 32% 4%

41% 28% ENI7% 194 192

35% 32% N20%W194.092%6
34% 19% INIS%E8% 24% 8%
34% 17% INI9%W3% 25% 2%
32% 25%  N20%W4% 17% 3%
32% 21% II6%N3% 25% 4%
24% 26%  N250602% 19% 4%
21% 24%  NIBYeWMT7% @ 22% B%
21% 26%  INIO%N2% 26%  B%
21% 37% 286890 %0
20% 21% N19Y%6M3% 32% 8%
18% 26%  IN24%W4% 23% B%
WL 17% NNI7Y%6M6% 39% 8%
15% 20% N26%6N4% 32% 3o
13% 25%  N249%6WN3% 31% &0
WA 16% NNE7Y%6N3% 44% 8%
(WL 12% W1I3%0"8% 47% 8%
W 20% N27%NN2% 34% 4%
I 14% I209%6WN3% 48% 6%
I 9% 0% 13% 52% 8%
L7 12% 2096886 % 48% 6%

WIGGIN
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This chart (continued overleaf) provides a
comprehensive breakdown of current
entertainment  options. The information is
analysed by demographic, by crossover
(activity by activity) and by technology owned
in the appendix. This data is then re-presented
in specific sections throughout this report,
providing a contextual back-drop to each area
analysed.

The ranking of activities on the left showsthat
whilst all the discussion nowadays is of digital
media, traditional media still reigns supreme in
¢ o n s u meisure dime, with radio, TV and
print at the top of the list.

But there is a major caveat here. Traditional
media ranks highest among the total UK
sample, but when activity is analysed by age, a
very different picture emerges.

The presence in 6" place of browsing social
networks (like Facebook and Myspace) is
revealing. It goesto show just how embedded
social networks have become in c ons u me
leisure lives, social networking has become
truly mainstream.

Base: Q3, All respondents (1,608) 34



Entertainment activity audit

26 to 49

Question: Please tell us whether you
do any of these leisure activities?

m Regularly = Occasionally mRarely = No but plan to in next 6mth

Listen to podcasts
Read other peoples' blogs
Filesharing music
Listen to radio on mobile phone
Watch PPV movies via Sky/cable
Watch movies on HD-DVD disk
Watch full tv progs on streaming sites
Watch full movies on streaming sites
Online gambling
Filesharing movies / programmes
Watch pirate DVDs of movies
Subscribe to MMORPG online game
Watch TV on PC via twcard/USB tuner
Write on your own blog
Pay to play online bingo /6%38%8%
Swap hard drives to share content "PAYGOYEA%
Listen to audio books ilﬂ 8% NIIBY%N6%
Read e-books/novels downloaded iﬂ 8% 12%"" 8%
Subscribe paid mthly music d/l service EBY%6I%
Buy authorised digital download movie 56%GN9%!
Filesharing games / software "WAYGIRY%
Watch PPV movies over Internet eF4%%67%
Play online poker for money F6%688%
Watch movies on Blu-ray disk hs_
Subscribe to paid-for podcast B%4%

109%NI%R2%

7 10% M%7 %
517 7%08%8%

V% 7YaN9%3%

Y7 8% IN16%2%
TA%YS%

UL 7009% 1 12%
Y, 8% MI0% 7%

13% I4%N5%
' 14% IN20%5%
% 9% 8% 18%
12% IN15%N 6%

q MEDIARESEARCH

No & no plan to mUnfamiliar

14% NI9%W11%
17% N28% 3%

55%

54%
49%
51%
53%
58%

68%
61%
61%
61%
58%
63%
68%
63%
57%
56%
74%
66%
70%
69%
71%
59%
7%

The chart on the left shows less regular
activities, becoming more and more niche as
we read down the list.

Taking the list as a whole across all 49
activities, we appreciate the competition for
time and money. Time is finite, even the most
ardent early adopter.

What the list also reveals is the myriad of ways
in which consumers choose and prefer to
consume content dwhether it is legal or illegal,
whether it is traditional or digital, and whether
it is downloaded or streamed. This report
investigates all of these behaviours and
preferences in detail .

The data shown is a snapshot as of early 2008.
The survey also examines and predicts future
intentions across all of these activities. The
future intention analysis is provided in its own
section.

Base: Q3, All respondents (1,608) 35



Comparing extremes

Teenage males versus males 45 -54

% Pts difference

mM1519 M4554 between the 2
groups
Browse social network sites +42%
Chatting on Instant Messenger +40%
Play online games on a console +26%
Stream music from social networks +19%
Play games on your mobile +17%
Play games on handheld device +16%
Subscribe to MMORPG online game +15%
Use bluetooth technology/applications +13%
Play offline games on PC +13%
Play online games on the PC +13%
Buy video games +11%
Use internet chatrooms +11%
Watch full tv progs on streaming sites +11%
Watch Sky/other subscription 47% -12%
Read magazines -13%
Listen to normal radio 57% -17%
Read paper/hardback books 8% -17%
Read newspapers (printed) 51% -19%
Play the National Lottery 50% -40%

% Regularly

q MEDIARESEARCH

For the UK as a whole, we see that traditional media
ranks highest in terms of activity . But when we cut the
analysis by demographics, a very different picture
emerges.

By comparing two extremes (teenage and older males
for example), we see just how different are their
patterns of behaviour. Indeed, these two groups are
living on two different planets when it comesto leisure
and digital lifestyle, the differences are that marked.

The nature of the differences are what one would
expect: teenage males are much more attracted to
digital activities and video gaming.

Teenage consumption of traditional media is still
relatively high ( i tnétsas if they have been totally
abandoned by any means). But consumption levels trails
that of the older male by a substantial margin.

Of course this has important implications as teenage
ma | eleBaviour is likely to remain digital going
forward. They are unlikely to revert to traditional
media as their behaviour patterns are established and
founded in the digital world.

This means that, going forward, traditional media will

find itself increasingly squeezed by its digital
competitors and alternatives .

Base: Q3, All not doing activity
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Top 25 activities of teenage males

Chatting on Instant Messenger
Browse social network sites
Listen to normal radio
Watch Sky/other pay subscription
Use bluetooth technology/applications
Play online games on a console
Read newspapers (printed)
Play offline games on PC
Read paper/hardback books
Play online games on the PC
Watch recorded television
Go to cinema
Play games on handheld device
Stream music from social networks
Read magazines
Play games on your mobile
Buy video games
Listen to radio streamed online
Use internet chatrooms

Subscribe to MMORPG online game

Filesharing music

Visit newspaper websites

Using mobile to surf Internet

Listen to radio on mobile phone
Watch full tv progs on streaming sites

% Pts difference
to total UK sample

+29%
+21%
-11%
-10%
+13%
+21%
-9%
+11%
-16%
+10%
-5%
+6%
+10%
+12%
-14%
+9%
+7%
-1%
+8%
+12%
+7%
-10%
+5%
+5%
+7%

61%
55%
40%
35%
34%
33%
32%
32%
31%
30%
27%
27%
27%
24%
21%
21%
20%
17%
17%
17%
15%
14%
13%
13%
13%

% Regularly

q MEDIARESEARCH

When we look specifically at the rank order of
activities for teenage males, we see just how
different is their behaviour.

Traditional media remains important but i t dear
that social communications and networking are far
more important in their lives, taking up much of
their time.

Important  information  for advertisers and
providers wishing to access teenagers. As leisure
behaviour differs so greatly by demographic,
companies should tailor their communications
strategy accordingly. Companieswanting to access
teenage males, for example, ought to consider
how to incorporate social media, gaming and
online in general into the communications mix.
Relying too heavily upon traditional media would
appear to miss a great opportunity for this
particular demographic.

A full breakdown of activity by the full range of
demographics is provided on the following pages

Base: Q3, M1519
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% Do regularly
Listen to radio (not online)

Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Read paper/hardback books

\Watch Sky/other subscription

Read newspapers (printed)

Read magazines

Browse social network sites

Play the National Lottery

\Watch recorded television

Chatting on Instant Messenger

Visit newspaper websites

Use bluetooth technology/applications

Play offline games on PC

Go to cinema

Play online games on the PC

Listen to radio streamed online

Play games on handheld device

Rent DVDs

Buy video games

Stream music from social networks

Play online games on a console

Play games on your mobile

Use internet chatrooms

Making calls w/ Skype/other online

Using mobile to surf Internet

Listen to podcasts

Read other peoples' blogs

Filesharing music

Listen to radio on mobile phone

\Watch PPV movies via Sky/cable

\Watch movies on HD-DVD disk

\Watch full tv progs on streaming sites

\Watch full movies on streaming sites

Online gambling

Filesharing movies / programmes

\Watch pirate DVDs of movies

Subscribe to MMORPG online game

\Watch TV on PC via tvcard/USB tuner

\Write on your own blog

Pay to play online bingo

Swap hard drives to share content

Listen to audio books

Read e-books/novels downloaded

Subscribe paid mthly music d/I service

Buy authorised digital download movie

Filesharing games / software

\Watch PPV movies over Internet

Play online poker for money

\Watch movies on Blu-ray disk

Subscribe to paid-for podcast




% Do regularly Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Listen to radio (not online) -11% -3% 0% +7% +4%
Read paper/hardback books -16% -16% -10% -4% +11%
\Watch Sky/other subscription -10% -15% +1% +11% +3%
Read newspapers (printed) -9% -2% 0% +3% -5%
Read magazines -14% -12% -5% -2% +6%
Browse social network sites 21% +25% -1% -10% -13%
Play the National Lottery -24% -18% -6% +6% +14%
\Watch recorded television -5% -7% -2% +6% +6%
Chatting on Instant Messenger +2% +10% -3% -9% -9%
Visit newspaper websites -10% -1% +8% +2% 0%

Use bluetooth technology/applications +13% +1% +7% +4% -5%
Play offline games on PC +11% +4% +2% +5% -2%
Go to cinema +6% +2% 0% +2% -1%
Play online games on the PC +10% +2% -2% -2% +3%
Listen to radio streamed online -1% 0% +3% +3% -1%
Play games on handheld device +10% -1% +1% -2% +1%
Rent DVDs -6% +3% +8% -1% -1%
Buy video games +7% +4% +8% -3% +3%
Stream music from social networks +12% +11% +2% -4% -7%
Play online games on a console +21% +7% +3% -2% -4%
Play games on your mobile +9% +6% +1% -3% -5%
Use internet chatrooms +8% +2% +4% -2% -4%
Making calls w/ Skype/other online -1% +2% +3% +2% 0%

Using mobile to surf Internet +5% +5% +5% 0% -3%
Listen to podcasts +4% 0% +4% 0% -3%
Read other peoples' blogs +3% +3% +3% -1% -4%
Filesharing music +7% +6% -1% -1% -5%
Listen to radio on mobile phone +5% +6% +2% -3% -5%
\Watch PPV movies via Sky/cable +1% +3% +4% +1% -3%
\Watch movies on HD-DVD disk 0% +2% +1% -3% -2%
\Watch full tv progs on streaming sites +7% +8% +1% -2% -3%
\Watch full movies on streaming sites +7% +8% +3% -3% -5%
Online gambling -3% +2% +2% +4% -4%
Filesharing movies / programmes +4% +4% +2% +2% -4%
\Watch pirate DVDs of movies +1% +6% +2% -3% -2%
Subscribe to MMORPG online game +12% +5% +1% -1% -3%
\Watch TV on PC via twcard/USB tuner +4% +4% +2% +1% -1%
\Write on your own blog +4% +2% +2% -3% -2%
Pay to play online bingo +1% +4% +1% +1% -2%
Swap hard drives to share content +2% +7% +2% -1% -3%
Listen to audio books +2% +3% 0% -2% -1%
Read e-books/novels downloaded +4% +1% +3% -3% -2%
Subscribe paid mthly music d/I service +2% +5% +1% -3% -3%
Buy authorised digital download movie +3% +6% +3% -2% -3%
Filesharing games / software +3% +6% +1% -1% -2%
\Watch PPV movies over Internet +2% +4% +4% -2% -2%
Play online poker for money +2% 0% +4% 1% -1%
\Watch movies on Blu-ray disk +2% +4% +2% -2% -2%
Subscribe to paid-for podcast +3% +4% +1% -2% -2%

shown as relative to total
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Activity versus attachment

e———
I
q MEDIARESEARCH

A revealing analysis is to understand not only how many consumersare involved in a specific activity, but also how emotionally attached usersare to it. In other
words, to what degree is each activity embedded in their lives and to what extent would they hate to give it up. A summary of all activities is shownin the grid
and the charts that follow provide a full breakdown.

There a few things to note about this
analysis. Firstly the relationship between the
level of activity (vertical axis) and emotional See page over for the full -

attachment to the activity (horizontal axis) Man blown version of this grid oRadio
is not linear. This means there are some | Newspapers

activities that many consumers do, but they Magazines

generate relatively little emotional ¢
attachment o such as newspaper websites
and streamed radio. On the other hand, J Cinema
there are activities that not many people do N
(like watching Blu-ray movies or playing
MMORPGames) that generate a great deal
of emotional attachment .

Books
<

4 b Sk?g
(S Recorded TV su sc: eTV
Newspaper networks )
oS <Lottery ¢ Chaton IM

Streamed Blue;ooth 4 Play offline games
The activities that generate the highest radiog
emotional attachment are relatively
traditional : reading printed books, watching
Sky/subscription television and listening to

the radio.

<Play online games

& Buy games
Rent DVDs
Mobile ¢
games ¢ Handheld games

¢ Music from
4 social networks
¢

Read
blogs
¢

A second tranche of activities such as Instant
Messaging, Blu-ray, MMORPGsyecorded TV,
newspapers, magazines and cinema also P vobile . PP% < woie radio reshare Key to unlabelled activities

generate a great deal of connection, but pod intemet ¢ ) misic 1 3Fileshare movies / TV
Skype

Online console games
<Cha\trooms ¢ 9

% Regularly / Occasionally Doing Activity

they differ widely in the proportions of 8 6 o ¢ 2 3Write own blog
consumersactive in each area. Audio . 3442 HOOVD 3 60niine gambling
eBooks , POOKS ¢ s( 48TV viaPC
¢« « G onne MMORPG -
Lo . . 1 ine binao € ¢ poker S 5 dBuy movie download
Activities with the lowest levels of emotional Oonline bingo = e, ¢ o mme ®4 OBy mOvie FowrTe
8 . . Swap HDD oo Blu-ray 6 0 Watch movies on streaming sites
commltm_ent include podca_sts, reading blogs PPV online sofware 4 7 8Watch pirate DVDs
and playing games on mobile phones These Egédcasts 8 dWatch full TV progs on streaming sites
are the activities that users could most Few . ‘ . :
. . R R . L . e High
readily give up without feeling the pain. ow Attachment Among Those Doing Activity 9

Base: Q58, All respondents (1,608) 41



Activity versus attachment

Radio
Many ¢ Books,
| Newspapers
Magazines<
- Cinema
<<. b S TV
subscribe
2 Social Recorded TV y
S networks
2 Newsp _Per y ¢
sites Lottery Chat on IM
< | ¢ ¢
g
S Streamed BIuegooth <¢Play offline games
O radio
> ¢
g <PIaLy online games
9
9 ¢ Buy games
8] Rent DVDs
Q | Mobile ¢
9 games ¢ Handheld games
> | ¢ Music from
= social networks
=] Read ¢
(=) blogs
&" Chatrooms {_Online console games
N , .
S :‘d Mobile . PPY% @ Mobile radio Fileshare Key to uhlabelled actllvmes
T oasts internet music 1 dFileshare movies / TV
¢ 8 p 6 ¢ ¢ Skype 2 dWrite own blog
Qudli(o , 3 5 HD-DVD 3 8Online gambling
eBooks , POOKS ¢ ¢ .
¢ < 54 ¢ 1 Online 49TV via PC
] Online bingo ¢ <5 pokgr Rent <MMORPGS 5 dBuy movie download
Swap HDPS< p;p [nusic ¢ Blu-ray 6 dWatch movies on streaming sites
PPV online software @ 7 dWatch pirate DVDs
Eggiasts 8 dWaitch full TV progs on streaming sites
FeW T T T T T T T T
Low . . High
Attachment Among Those Doing Activity N L



Emotional attachment to activity

Top 25 of 49

Question: Which of these activities would you find it
really hard to give up and which could you stop easily?

m Addicted/never stop Hate to stop mUncomfortable  m Easily stop

30%

Read paper/hardback books 724% & 24%
36% [726% @ 22%

Watch Sky/other subscription

Listen to radio (not online) 33%  INZEVaEmN29%
Chatting on Instant Messenger 22% IZ28YAENNIN38%emmmm
Watch movies on Blu-ray disk 26% 28739 %
Read newspapers (printed) 27% 2G40 Y
Subscribe to MMORPG online game 22% INZ28YaMNNN39%emmn
Go to cinema 26% N2006MNTTN38%

Watch recorded television 23% IZOVGATIN39vemmn

Read magazines 24% NS 0YANNTTN39%

Subscribe to paid-for podcast 22% IS0
Subscribe paid mthly music d/I service 21% INSEVAEENTN38%emn
Browse social network sites 19% 2776 3%emmmm

Play offline games on PC 21% IZ2EYaENNN4yemmmmn
Filesharing games / software 22% N2V Yemmn
Making calls w/ Skype/other online 20% INZOVAENTN43%
Play online poker for money 21% IZEYVANNNA 7Y
Watch movies on HD-DVD disk 21% INSIYNNTA3%
Filesharing music 19% 27NN 7Y

Play games on handheld device 19% IEN28VGNNTN46%
Buy video games 20% IZ8VAEENATYemn

Filesharing movies / programmes 19% 200646 %
Play online games on a console 17% 257G s1emm
Play online games on the PC - 17% 249

Play the National Lottery 19% IEZ7YGEENNs0%mmmmmm

WIGGIN

[ ¢ MEDIARESEARCH

% Regularly/

occasionally
doing this
72%
55%
73%
53%
8%
69%
9%
59%
57%
67%
5%
7%
53%
47%
8%
17%
9%
15%
18%
34%
38%
12%
24%
40%
50%

This provides the full breakdown of the
emotional commitment to each activity
represented in the preceding grid, ranked by
descending order of emotional commitment .
It continues on the next page.

Base: Q7, All doing activity

43



Emotional attachment to activity

26to 49

Question: Which of these activities would you find it
really hard to give up and which could you stop easily?

m Addicted/never stop

Write on your own blog

Watch TV on PC via tv-card/USB tuner
Online gambling

Use bluetooth tech'y/applications
Buy authorised digital download movie
Watch full movies on streaming sites
Watch PPV movies over Internet
Watch pirate DVDs of movies

Swap hard drives to share content
Use internet chatrooms

Rent DVDs

Listen to radio on mobile phone
Stream music from social networks
Watch full tv progs on streaming sites
Pay to play online bingo

Watch PPV movies via Sky/cable
Listen to radio streamed online

Visit newspaper websites

Using mobile to surf Internet

Listen to audio books

Read e-books/novels downloaded
Read other peoples’' blogs

Play games on your mobile

Listen to podcasts

Hate to stop mUncomfortable mEasily stop

18% 2SN,
18% BTN 7.
18% NSO/ e———
18% 2O
18% 287N S0
167 S 7 .
17% B2 e

147 IS4
15% 2GR nS4
16% 2GS 47—
167 2G4

7 157 SIS 67—
Z 147 IESO/ERNS e
i 167 2SS 67—
i 15% NS 7.
7 15% 2SS 7.
¥ 15% SIS 7 m—
2 137 I s a e
i 13% 2GS 7 .
i 127 2N
i 117% 227 e S
i 107 GG e 67—
¥ 10% IN22Zes e

%
—
%

% Regularly /
occasionally
doing this

13%
12%
13%
46%
9%
16%
8%
13%
8%
23%
35%
20%
29%
18%
11%
22%
44%
50%
20%
12%
12%
25%
32%
22%

WIGGIN
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Base: Q7, All doing activity
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% Would never stop or hate to stop
Read paper/hardback books

Male

Female

15-19

\Watch Sky/other subscription

Listen to radio (not online)

Chatting on Instant Messenger

\Watch movies on Blu-ray disk

Read newspapers (printed)

Subscribe to MMORPG online game

Go to cinema

\Watch recorded television

Read magazines

Subscribe to paid-for podcast

Subscribe paid mthly music d/I service

Browse social network sites

Play offline games on PC

Filesharing games / software

Making calls w/ Skype/other online

Play online poker for money

\Watch movies on HD-DVD disk

Filesharing music

Play games on handheld device

Buy video games

Filesharing movies / programmes

Play online games on a console

Play online games on the PC

Play the National Lottery

\Write on your own blog

\Watch TV on PC via twcard/USB tuner

Online gambling

Use bluetooth tech'y/applications

Buy authorised digital download movie

\Watch full movies on streaming sites

\Watch PPV movies over Internet

\Watch pirate DVDs of movies

Swap hard drives to share content

Use internet chatrooms

Rent DVDs

Listen to radio on mobile phone

Stream music from social networks

\Watch full tv progs on streaming sites

Pay to play online bingo

\Watch PPV movies via Sky/cable

Listen to radio streamed online

Visit newspaper websites

Using mobile to surf Internet

Listen to audio books

Read e-books/novels downloaded

Read other peoples' blogs

Play games on your mobile

Listen to podcasts

* Base <50

** Base too low to show
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New uptake =

Top 25 of 49
%of total UK sample intending to start
in the next 6 months C MEDIARESEARCH
Watch movies on next generation disk 24%
Making calls w/ Skype/other online

Watch TV on PC via twcard/USB tuner
Listen to podcasts

13%
12%
7 Included in the audit of current activity is a
11% measure of what activities will be taken up in the
next 6 months. The chart shows the ranking of
the top 25 highest intentions for take-up.

Buy authorised digital download movie 9%
Read e-books/novels downloaded 8%
Play oniine games on a console LT Aol i Mol
Use bluetooth technology/applications 7% consumers
Subscribe paid mthly music d/l service 7%
Write on your own blog 7%
Watch full movies on streaming sites 7%
Watch PPV movies over Internet 7%
Watch full tv progs on streaming sites 6%
Listen to audio books 6%
Play games on handheld device 6%
Using mobile to surf Internet 6%
Subscribe to MMORPG online game [llEEZ)
Listen to radio on mobile phone 5%
Watch PPV movies via Sky/cable 5%
Swap hard drives to share content 4%
Subscribe to paid-for podcast 4%
4%

Listen to radio streamed online
Rent DVDs |

Watch Sky/other subscription TV LA
47

Watch recorded television
Base: Q3, All respondents (1,608)

4%




New uptake

26 of 49

Play the National Lottery
Play online games on the PC
Play online poker for money

Read other peoples' blogs

Browse social network sites
Stream music from social networks
Filesharing movies / programmes

Chatting on Instant Messenger

Buy video games

Use internet chatrooms

Go to cinema

Online gambling

Pay to play online bingo

Play games on your mobile

Play offline games on PC

Watch pirate DVDs of movies
Listen to radio (not online)

Visit newspaper websites

Filesharing games / software
Filesharing music

Read newspapers (printed)
Read paper/hardback books

Read magazines

%of total UK sample intending to start
in the next 6 months

3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
2%
2%
2%
2%
2%
2%
2%
1%
1%
1%

WIGGIN
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Base: Q3, All respondents (1,608)
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Predicted change in activity among users =

Top 25 of 49
Question: You said that you do these activities. In the next 12
months, will you do these more or less or at the same rate as now? % Net q MEDIARESEARCH
o Ne
mDomore = Nochange mDoless  morel/less
Watch movies on Blu-ray disk 43% 53% o +39%
) ) To better understand future trends we can also
Making calls w/ Skype/other online 39% 54% B2 +33%  look at the predicted change in behaviour
Watch movies on HD-DVD disk 35% 62% Wo  +31% an:pqg consumers already engaged in specific
activities .
Read paper/hardback books 31% 65% P +28%
' : : 0 0 +26% For users of each activity, we asked whether
Use bluetooth tech y/apphcapons 29% 68% o +26% o would do more, less or whether there
Go to cinema 29% 67% PBhr +25% would be no change in that particular activity .
. The chart on the left ranks all the activities by
0 0, +240
) _ Write on y.OUI’ own b_IOg 33% S7% 0% 24% the level of net increase in activity (and it
Subscribe paid mthly music d/I service 32% 59% B0 +23%  continues onthe page overleaf).
. . . - 5 +920
Buy authorised digital download movie 29% 64% B +23% Watching movies on the new high definition
Watch TV on PC via twcard/USB tuner 29% 64% B +22% disks are among the activities showing the
. . highest level of increased intended usage
- 0 0 0
Subscribe to pald for pOdcaSt 30% 60% oY  +20% among those owning the players. | t dss clear
Watch full tv progs on streaming sites 27% 65% B% +19%  that there is more demand for VOIP and
Watch PPV movies over Internet 29% 61% mOp, +19%  uetooh technology.
Listen to radio on mobile phone 26% 66% B% +18% But one general finding worth mentioning is
. that consumers state they will increase their
0
Listento podcasts 26% 64% % +17% activity acrossall but two of the 49 activities .
Listen to radio streamed online 22% 73% Bl +16%  Considering how squeezed ¢ o n s u mime %6
. . 0 already, this is potentially unreasonable and
Stream music from social networks 22% 72% BY% +16%  erhaps even impossible. It shows consumers
Read e-books/novels downloaded 24% 67% B8 +15%  have a hunger to be more active but are
i . i potentially unrealistic about wh a t f@asible.
Watch full movies on streaming sites 23% 69% B +15%  Also some activities may be more reflective of
Browse social network sites 2304 69% B% +15% human nature (the intention to read more and
. pirate movies less, for example) than a truly
Play games on handheld device 24% 68% B0 +15%  accurate picture of future trends.
Using mobile to surf Internet 26% 62% % +15% :
. . 0 We therefore recommend that more emphasis
Listen to normal radio 17% 80% ?o +14% is placed on the order of the list rather than
Watch recorded television 20% 73% B +14% take the net increased figures at face value.
18% 7% 8 +13%

Visit newspaper websites
Base: Q6, All doing activity 49



Predicted change in activity among users

26 to 49
Question: You said that you do these activities. In the next 12
months, will you do these more or less or at the same rate as now? % Net C MEDIARESEARCH
® Do more No change mDo less @
Watch Sky/other subscription TV 78% 88 +13%
Chatting on Instant Messenger 72% B% +13%
Read magazines 79% 88 +11%
Listen to audio books 69% e +11%
Play online poker for money 55% s +11%
Filesharing games / software 64% s +11%
Play online games on a console 68% % +11%
Read newspapers (printed) 79% 8 +11%
Swap hard drives to share content 70% s +10%
Buy video games 72% B +9%
Play the National Lottery 78% B +9%
Read other peoples' blogs 76% B% +8%
Subscribe to MMORPG online game 61% e 7%
Online gambling 69% % 7%
Watch PPV movies via Sky/cable 73% s +7%
Play online games on the PC 75% B% 6%
Play offline games on PC 78% B% +6%
Filesharing movies / programmes 65% s 3%
Pay to play online bingo 62% gV +3%
Use internet chatrooms 71% s 2%
Rent DVDs 68% MSA 2%
Filesharing music 69% S 0%
Play games on your mobile 73% A 2%
Watch pirate DVDs of movies 68% OV %

Base: Q6, All doing activity )
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% Net more or less
\Watch movies on Blu-ray disk

+3%%

Male
+3%

Female

+41%*

+33%

+41%

+39%*

*%

Making calls w/ Skype/other online

+33%

+31%

+46%

+43%

+26%

+33%

+24%

\Watch movies on HD-DVD disk

+31%

+34%

+3%

+37%

+26%

+33%

+26%

Read paper/hardback books

+28%

+25%

+28%

+32%

+33%

+26%

+21%

Use bluetooth tech'y/applications

+26%

+30%

+30%

+27%

+25%

+25%

+28%

Go to cinema

+25%

+24%

+31%

+33%

+25%

+23%

+21%

\Write on your own blog

+24%

+26%

+24%

+24%

+20%

+2%

+22%*

Subscribe paid mthly music d/I service

+23%

+15%

**

+40%*

+17%

*%k

*%

Buy authorised digital download movie

+23%

+26%

+7%*

+36%

+38%

+16%

-1%*

\Watch TV on PC via twcard/USB tuner

+22%

+24%

+17%

+23%

+20%

+22%

+26%

Subscribe to paid-for podcast

+20%

+19%

*k

+37%*

+18%*

*%k

*%

\Watch full tv progs on streaming sites

+1%

+22%

+9%

+27%

+2%

+15%

+13%

\Watch PPV movies over Internet

+1%

+21%

+11%*

+41%*

+28%

-3%*

*%

Listen to radio on mobile phone

+18%

+18%

+1%

+25%

+24%

+15%

+5%

Listen to podcasts

+17%

+17%

+11%

+17%

+18%

+22%

+12%

Listen to radio streamed online

+16%

+18%

+17%

+13%

+21%

+15%

+15%

Stream music from social networks

+16%

+15%

+16%

+16%

+15%

+12%

+22%

Read e-books/novels downloaded

+15%

+13%

+6%

+20%

+19%

+12%

+17%

\Watch full movies on streaming sites

+15%

+15%

+5%

+30%

+20%

+7%

+7%*

Browse social network sites

+15%

+14%

+21%

+20%

+16%

+13%

+8%

Play games on handheld device

+15%

+16%

+4%

+23%

+22%

+17%

+6%

Using mobile to surf Internet

+15%

+16%

+12%

+33%

+13%

+7%

+13%

Listen to radio (not online)

+14%

+14%

+24%

+20%

+13%

+12%

+10%

\Watch recorded television

+14%

+14%

+15%

+20%

+16%

+11%

+10%

Visit newspaper websites

+13%

+13%

+1%

+14%

+10%

+13%

+13%

\Watch Sky/other subscription TV

+13%

+13%

+10%

+20%

+16%

+9%

+10%

Chatting on Instant Messenger

+13%

+11%

+18%

+10%

+10%

+13%

+13%

Read magazines

+11%

+10%

+22%

+14%

+12%

+9%

+6%

Listen to audio books

+11%

+10%

+6%

+28%

+6%

+12%

+10%

Play online poker for money

+11%

+10%

+11%*

+20%

+25%

-9%

-9%*

Filesharing games / software

+11%

+8%

+1%*

+13%

+22%

+3%*

*%

Play online games on a console

+11%

+12%

+9%

+15%

+14%

+7%

+10%

Read newspapers (printed)

+11%

+12%

+22%

+15%

+8%

+10%

+7%

Swap hard drives to share content

+10%

+4%

+5%

+17%

+14%

+13%*

*%

Buy video games

+9%

+10%

+4%

+17%

+20%

+7%

-2%

Play the National Lottery

+9%

+8%

+23%

+1%

+15%

+4%

0%

Read other peoples' blogs

+8%

+7%

+10%

+16%

+6%

+8%

+1%

Subscribe to MMORPG online game

+7%

+8%

-10%

+2%

+9%

+6%

*%

Online gambling

+7%

+8%

+4%

+10%

+7%

+6%

+5%*

\Watch PPV movies via Sky/cable

+7%

+8%

+11%

+17™%

+8%

+5%

-3%

Play online games on the PC

+6%

+9%

+1%

+13%

+9%

+7%

+2%

Play offline games on PC

+6%

+8%

+3%

+12%

+7%

+7%

+4%

Filesharing movies / programmes

+3%

+2%

-1%

+14%

+7%

-1%

-16%*

Pay to play online bingo

+3%

+1%

**k

+1%

+15%

-8%

-21%

Use internet chatrooms

+2%

+2%

-4%

+6%

+6%

+1%

-2%

Rent DVDs

+2%

+2%

+6%

+15%

+5%

-2%

-10%

Filesharing music

0%

-2%

+4%

+16%

+10%

-17%

-18%

Play games on your mobile

-2%

-2%

-1%

+5%

+3%

-8%

-7%

\Watch pirate DVDs of movies

-6%

-8%

0%

+11%

+3%

-17%

-28%

* Base <50

** Base too low to show
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Technology and devices owned

Question: Please tick which of the following devices
you currently own or are considering to own

m Own

Digital Camera (not on mobile)
Mobile phone access the Internet
Wireless network at home
Freeview (but not Top Up)
Basic mobile phone

DVD Recorder

Mobile phone w/ media player
Satellite television / Sky
Personal digital music plyr (excl iPod)
HD-ready tv set

iPod

External HDD to store media
Windows Media Center

Cable television

Sky +

Freeview plus Top Up

Nintendo Wii

DVR ie HDD recorder (excl Sky+)
Non-portable DAB radio
Computer with TV viewing card
Portable DAB radio

iPod with video

Xbox 360

Personal video plyr, excl video iPod
An HD-DVD Player

Playstation 3

iPhone / N95 or similar
PDA/Blackberry

iPod with touchscreen

An e-book reader

Blu-ray player (not PS3)
AppleiTV set top box

Can access mPlan to buy mDon't have or plan to buy

3% 7% G5

2% 6% G257

50% 5% D
6% IS S
5% A —
7% IR
41% 5% N e

37% 6% IS0

347, 7% NS

32% 6% IS ——

307% 7% s —

27% 8% s 5 —
287 5% DS 7 —
27% 4%6%  63%

7 60 e —

6% IS e 7 —

8% IS g —

(VAT o I s
(57 5 e s ——
iVA7E 5% H0 e s ——
(7 6% IS s e
A 6% I e —
6% N 73—
5% N7 s —
73 5% e s ——
(7 6% I 73—
i 5% e 3 —
o A R -1 S
00 Y - T
G I . .
Ave 8%

-

=

= S 'L N

% Own/
access

79%
68%
56%
53%
49%
48%
46%
44%
40%
39%
36%
35%
33%
31%
25%
24%
24%
24%
23%
22%
21%
20%
20%
18%
16%
16%
16%
13%
10%
9%
7%
6%

WIGGIN

[ ¢ MEDIARESEARCH

As we have seen, consumers nowadays
are involved in a myriad of different
leisure and entertainment activities .

| t therefore unsurprising to see just
how much technology and devices are
owned by UK consumers, with digital
cameras, mobile phones and wireless
network being the most prevalent.

Not all of this technology is equally
distributed across consumers and the
ownership (or access)to some is highly
correlated with age.

A breakdown of incidence by age is
provided overleaf.

Base: Q17, All respondents (1,608)
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Technology and devices owned
by demographics

[ ¢ MEDIARESEARCH

% Own / access as if own Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Digital Camera (not on mobile)
Mobile phone that can access Internet
Wireless network at home

Freeview (but not Top Up)

Basic mobile phone

DVD Recorder

Mobile phone w/ media player
Satellite television / Sky

Personal digital music plyr (excl iPod)
HD-ready tv set

iPod

External HDD to store media
Windows Media Center

Cable television

Sky +

Freeview plus Top Up

Nintendo Wii

DVR ie HDD recorder (excl Sky+)
Non-portable DAB radio

Computer with TV viewing card

Personal video plyr, excl video iPod
An HD-DVD Player

Playstation 3

iPhone / N95 or similar
PDA/Blackberry

iPod with touchscreen

An e-book reader

Blu-ray player (not PS3)

Apple iTV set top box




Technology and devices owned
by demographics

[ ¢ MEDIARESEARCH

% Own / access as if own Total M15-19 M20-24 M25-34 M35-44 MA45-54 F15-19 F20-24 F25-34 F35-44 F45-54
Digital Camera (not on mobile) -3% -1% -4%
Mobile phone that can access Internet +6% +6% +1%
Wireless network at home +20% +6% 0%
Freeview (but not Top Up) +5% +12% -3%
Basic mobile phone +6% +1% -1%
DVD Recorder 0% -10% -1%
Mobile phone w/ media player +10% +17% +4%
Satellite television / Sky +5% 0% +4%
Personal digital music plyr (excl iPod) +17% +13% +4%
HD-ready tv set +6% -1% +8%
iPod +12% +20% +5%
External HDD to store media +4% +14% +4%
Windows Media Center +9% +3% -2%
Cable television +1% +16% 0%
Sky + +6% +5% +8%
Freeview plus Top Up +3% +9% +6%
Nintendo Wii +10% +16% +5%
DVR ie HDD recorder (excl Sky+) +4% +4% +2%
Non-portable DAB radio +9% +10% +9%
Computer with TV viewing card +9% +10% +9%
+5% +8% +4%
+17% +12% +7%
+1%% +14% +5%
Personal video plyr, excl video iPod +8% +12% +6%
An HDDVD Player +8% +11% +6%
Playstation 3 +14% +13% +6%
iPhone / N95 or similar +11% +15% +7%
PDA/Blackberry +7% +4% +6%
iPod with touchscreen +11% +15% +3%
An e-book reader +11% +10% +5%
Blu-ray player (not PS3) +7% +13% +5%
Apple iTV set top box +7% +12% +6%




Comparing extremes

Teenage males versus males 45 -54

EM1519

Xbox 360
Wireless network at home
Mobile phone w/ media player
Personal digital music plyr (excl iPod)
iPod
iPod with video
Mobile phone that can access Internet
iPhone / N95 or similar
Playstation 3
Nintendo Wii
An e-book reader
iPod with touchscreen
Satellite television / Sky
Apple iTV set top box
Non-portable DAB radio
Blu-ray player (not PS3)
Sky +
An HDDVD Player
Personal video plyr, excl video iPod
PDA/Blackberry
Freeview plus Top Up
Computer with TV viewing card
DVR ie HDD recorder (excl Sky+)
External HDD to store media
Portable DAB radio
Windows Media Center
HD-ready tv set
Cable television
Basic mobile phone
Freeview (but not Top Up)
Digital Camera (not on mobile)
DVD Recorder

M45-54

3004 |
13%

54%
36%
0,
31% ’
2800°]
28%
0,
18% ’
55%
9% =
— 2000 ]
18%
0%
5%
6%
A90,
0, 0]
1%
20%
3%
20%
13%
16%
12%
0,
21%
0, 0
25%
8%
23%
9%
34%
I 0
22%
49%
38%
45%
42%
0, 0
29%
0 0
54%
8%
59%
6%
81%

489

“55%

% Own/access as if own

Difference
between the 2

groups

+26%
+22%
+20%
+20%
+20%
+19%
+19%
+18%
+18%
+16%
+15%
+15%
+14%
+12%
+12%
+11%
+11%
+11%
+10%
+8%
+6%
+6%
+5%
+5%
+4%
+4%
+3%
+3%
+1%
-1%
-5%
-T%

q MEDIARESEARCH

We saw earlier that when we compare two age
extremes (for example, male teenagers to males 45-
54), the pattern of entertainment and leisure activity is
markedly different . The sameis true for technology and
device ownership.

The teenage male is much more likely to be an early
adopter and subsequently much more likely to own
more devices. Indeed there are only three pieces of
technology that the older male is likely to own and they
are all mainstream devices found in the home.

Technology much more likely to be owned by teenagers
include gaming consoles (particularly the Xbox 360),
wireless networks, advanced mobile phones, personal
digital music and media players.

| t Gteresting to see that out of the three gaming
consoles, the Wii is less severely biased by age as the
Xbox 360.

I t also very revealing to see the extent to which
teenagers have the capability to carry a great deal of
portable content on their person 6 whether i t Gussic
and video on their iPods, content on their media player
enabled mobile phones or on their cutting edge
portable devices such as the iPhone or Nokia N95.
Whether these devices are actually used to gain access
to content when on-the-go is explored in a later
section. Just because people have accessto technology,
d o es méah it is necessarily used to the fullest
extent.

Base: Q3, All M1519 and M4554
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Technology adoption curve

43% q MEDIARESEARCH

This analysis further  highlights how
adoption of technology and devices differs
by age.

The standard technology adoption curve is
shown in the graph on the left, with first
adopters representing only 4%of the total
First Early Majority Late Very late/ and early adopters another 22% But

adopter adopter adopter adopter never among teenage males, the proportion  of
first and early adopters is substantially

G & G G G boosted.

Reading down the age brackets, i t desr
45% 9% 6% 100% to see that technology adoption is highly
correlated with age, as one would expect.

35% 11% 7% 100%

34% 10% 9% 100% Technology adoption also differs by
gender, with males much more likely to
1% 18% % 100% adopt earlier than females.

47% 19% 13% 100%

Indeed, even teenage females are
relatively unlikely to be first adopters (this
44% 18% 10% 100% is very much male-biased), although they
are likely to be early adopters compared
to older females.

51% 14% 8% 100%

44% 24% 13% 100%
43% 24% 21% 100%

45% 20% 24% 100%

Base: Q62, All respondents (1,608) 57



Attitudes towards technology

Question: How much do you agree or disagree with these statements?

m Strongly agree Agree  mDisagree  mStrongly disagree Total

Agree

| love new technology

| get confused about all the different 350 .
and new technology out there 0 43%
| often think I'm getting left behind
with all this new technology and 34% 41%
media available

Total agree Total

Get confused

Getting left behind

M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54
Love new technology 80% 81% 82% 75% 75% 73% 72% 68% 66% 61%

36% 28% 39% 27% 34% 39% 43% 57% 60% 58%

31% 28% 42% 29% 41% 40% 34% 49% 49% 54%

q MEDIARESEARCH

The technology adoption analysis shows
important age and gender biases The
underlying attitudes illustrated in the graph
on the left provide more explanatory depth
to those findings.

Young males are much more likely to agree
that they 0 L o mewvt e ¢ h n o and @dgro
consumers, particularly females, are more

likely to be confused about what is
available and to believe they are getting

left behind.

Put into context, around 3 in 5 older
female consumersare confused with all the
technology out there and around 1 in 2
often think they are getting left behind.

These findings demonstrate that not
everyone moves at the same pace when it
comes to embracing (or even
understanding) new digital media and
entertainment  opportunities. A fairly
massive chunk of the potential market has
important barriers to overcome before
electing to adopt o the barriers of
awareness, understanding and acceptance.
Providers wishing to maximise take-up of
new technologies should not underestimate
the extent to which they need to educate a
substantial tranche of the market. But
more often than not, new technology is
often riddled with jargon and a fair amount
of prior technical know-how is required in
order to adopt. This only further adds to
the barriers facing many consumers

Base: Q58, All respondents (1,608)
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Incidence of different ways
of accessing video/television/movie Content

m Regularly

Occasionally m Rarely = No, but plan to

Watch recorded television

Watch PPV movies via Sky/cable

Watch full tv progs on video streaming sites

Watch full

movies on video streaming sites

Watch TV on PC via twcard/usb tuner

Watch PPV movies over the Internet

% Regularly

Full movies streamed 13%

TV via PC
PPV online

Total
25%
10%
14%
14%
9%

%

30%
11%
7%
9%
7%
7%

8%

9%
5%

38%
8%
4%
3%
6%
1%

No & no plan to start

35%
4%
2%
3%
3%
1%

2o
7 -

26%
4%
14%
12%
4%
4%

5

49%

53%

8%

58%

69%

33%
12%
7%
%
5%
6%

28%
9%
8%
5%
4%
6%

38%
4%
3%
1%
4%
1%

B Unfamiliar

M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Watch recorded TV 27%
PPV via Sky/cable
TV progs streamed 13%

29%
6%
3%
1%
3%
1%

—
I
MEDIARESEARCH

Before assessingthe state-of-the-market for
on-demand services, i t @ath looking at
the ways in which consumers access video
content. Six main ways of watching video
content are set out in the graph on the left .

Just under 1 in 3 consumerswatch recorded
television at a time that suits them (with
over 1 in 2 watching at least occasionally).
Previously this was only possible with the
cumbersome VHS cassette, but consumers
are now are able to record directly to hard
disk recorders, via Sky+, via the PCand via
Media Center.

The substantial demand for VOD applies to
all demographics and represents very good
news for on-demand providers.

It is also interesting to see that new take-
up for TV content on the PCis relatively
high, with 12% of the total UK sample
stating they are planning to access TV via
their PCin the next 6 months.

One of the key findings is the anticipated
growth in the incidence if consumers using
PCsto accessTV. 12%of the sample stated
they plan to do soin the next 6 months.

Base: Q3, All respondents (1,608)
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On-demand:

provider usage and familiarity

Question: Some companies have already started "on
demand" services in the UK. Are you familiar with the

following services and do you use any of them?

YouTube

Virgin Media

40D (from Channel 4)

BBC iPlayer

Google Video

m Already use ITV.com
regularly Sky Anytime

Use occasionally Lovefilm
Yahoo! Video
m Use once or twice MSN Video
Veoh

® Intend to start Metacafe
using AOL Video
Not use, but TV progs from Apple iTunes

familiar with it Top Up TV Anytime

Joost

BT Vision

Apple TV
Break.com
Tiscali TV (frmrly Homechoice)

Cinema Now

Funny or Die

m Not use & never
heard of it

% Regularly/

occasionally
19% @8%% 33% 37%
13981 50% 20%
Yal%6%  30% 16%
JYE%  37% 13%
89@%  34% 12%
798%% 48% 12%
42% 11%
P e 46% 9%
35% 9%
35% 8%
| 15% A7 6%
L Bd  72% IR
34% 5%
33% 5%
45% 5%
B 18% 77N 4%
55% 4%
30% 4%
B 1527 4%
40% 4%
I 19% 3%
N 4% N7 3%

[ ¢ MEDIARESEARCH

Usage of on-demand services ranges widely with
YouTube being used at least occasionally by 37%of
UK consumers The page overleaf demonstrates
that usagediffers enormously by demographics.

Out of the on-demand services offered by the
major UK broadcasters, Channel 46 €OD service is
a marginal leader of the pack. However, it must be
noted that this is a snapshot as of January 2008
and the BBChad only just begun to seriously push
its iPlayer service, having spent several months in
beta testing.

Such services offer an unprecedented level of
consumer control over content and, for the BBC
and ITV at least, is free to consume, albeit it does
come with DRM restrictions. Such services also
offer relatively high quality video output, in
contrast with the current low resolution offering
from YouTube

Other than YouTube and the offerings from the
major UK broadcasters, the main issue facing
providers is lack of familiarity . Consequently, the
current level of intended take-up is low but we
would expect this to change significantly over the
medium term as Apple, "Kangaroo"and Google in
particular invest more heavily in raising mass
market awareness

Base: Q13, All respondents (1,608)
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On-demand: provider usage —
and familiarity by demographics ——
q MEDIARESEARCH

65% 65% 47% 38% 27% 53% 51% 35% 20% 15%

17% 27% 22% 18% 18% 17% 21% 20% 20% 21%
40D (from Channel 4 28% 21% 22% 13% 12% 23% 30% 14% 9% 8%

BBC iPlayer 22% 18% 22% 13% 12% 14% 14% 13% 6% 6%

38% 32% 21% 10% 7% 13% 12% 10% 5% 1%
14% 19% 16% 10% 7% 12% 16% 12% 10% 11%
13% 17% 18% 11% 9% 11% 15% 9% 8% 4%
11% 14% 14% 10% 7% 8% 13% 13% 5% 3%
12% 20% 14% 5% 7% 15% 12% 10% 3% 1%
14% 14% 11% 4% 5% 11% 13% 10% 4% 3%
20% 14% 11% 1% 2% 11% 13% 6% 1% 2%
15% 14% 10% 3% 3% 3% 11% 4% 1% 0%
7% 9% 10% 2% 3% 10% 10% 5% 3% 1%
8% 13% 10% 2% 1% 8% 7% 5% 2% 1%
5% 11% 10% 2% 2% 3% 7% 6% 3% 1%
2% 7% 4% 0% 1%
8% 8% 8% 2% 2% 3% 8% 5% 3% 2%
6% 12% 10% 1% 1% 3% 8% 6% 2% 0%
9% 9% 8% 1% 2% 3% 7% 5% 1% 0%
6% 9% 9% 1% 2% 6% 6% 6% 1% 1%
6% 10% 8% 1% 1% 3% 7% 5% 0% 0%
10% 11% 7% 1% 1% 2% 6% 4% 1% 0%

Usageof on-demand services is correlated with age. For instance, 2 out of 3 males and 1 in 2 females under 24 regularly use YouTube Having said that, over | in 4
males 45-54 also regularly use it. Asone might expect, teenagers are the heaviest users with YouTube, 40D, iPlayer, as well as streaming sites such as Veoh and
Metacafe.

One major provider that bucks the youth trend is ITV, whose on-demand services are as much used by consumersin their 20s as they are by teenagers, most likely
reflecting the older demographic reach of the channel.

Going forward, is it reasonable to suggestthat consumer control is essential for video servicesto prosper?
The answer is probably yes and no. The evidence strongly suggeststhat the major traditional UK broadcasters can thrive in an on-demand environment as long as

they offer quality content. Indeed, apart from YouTube, it is the major broadcasters that are capturing on demand usage even though such services are relatively
still really in their infancy. Equally, it is difficult to suggestthat Y o u T u grenthswill fail to continue apace for the foreseeable future .
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Multi -platform on-demand

Question: BBC, ITV and Channel 4 will soon be launching a single online service that will allow

you to download/stream content from all 3 providers on the one platform. How would you
describe your interest in this service compared to the current services that are available

(All respondents)

® Much more interested
More interested
®m Neither more nor less
m Less interested
Much less interested

%Much more or more interested
M15-19 M20-24 M25-34 M35-44 WMA45-54 F15-19 F20-24 F25-34 F35-44 F45-54
70%

Total

63%

59% 53%

52%

52%

60%

48%

40%

40%

Question: Thinking again about this service, which one of the providers are you

most interested in seeing content from?

All of them
equally

BBC

% Mostinterest Total

All equally

40%
28%
19%

34%
22%
32%

44%
23%
16%
11%

Channel4
9% 9%

(All respondents)

Channel 4

49%
25%
8%
4%

None of them

56%
23%
4%
3%

42%
19%

29%
4%

33%

19%

32%
6%

50%
12%
18%
11%

51%
18%
9%
11%

M15-19 M20-24 M25-34 M35-44 MA45-54 F15-19 F20-24 F25-34 F35-44 F45-54

48%
18%
4%
7%

q MEDIARESEARCH
?

There has been considerable discussion recently of
a possible single platform for on-demand content
from the BBC, Channel 4 and ITV, codenamed
0Kang.ail ¢ dos yet known exactly how this
would sit with each pr o v i dxistng $ervices as
little information on the service has been released.

We asked UK consumers whether such a service
interested them. The result is clear: over half
stated that t h e yh®dmore interested in this
compared to other available services. Asone would
expect, interest spikes with younger consumers,
particularly younger males.

The reason for the boost in interest is, of course,
the breadth of content available. When consumers
are asked if any particular provider sparks their
interest in the service, nearly 1 in 2 state they
want the content from all the providers rather than
any single broadcaster. That said, interest is
slightly more driven by content from BBC and
Channel 4 rather than ITV where providers have
been singled out.

We would argue that such a service would maximise
its appeal if it comprised a single platform, rather
than a portal to multiple platforms, thereby
avoiding unnecessary multiple desktop applications.
For the early adopter, this might not be a problem
but mass market adoption generally requires a
lower hurdle of ease of use.
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On-demand content preferences
Question: Given the choice, which, if any, of the following types of N
content would you be interested in watching =>-~~- A~ —-~"3H==
MEDIARESEARCH

m Definitely Somewhat m Not interested
4800 | 36% - 16%

Top movies only just released on DVD The graph left shows the level of consumer demand

Recent movies out for few months 43% | 41% G (. jifferent types of content. The clear leader is
TV comedy programmes 3000 | 44% 206  (ccently released movies with 84% interested and
Live music concerts 309 | 42% 28V aimost 50%definitely interested . In our opinion a key
TV drama programmes 200h | 46% 250 driver is consumer demand to watch movies on the
Live s . . 0 platform of their choice.
porting events L/ 26% GG
US progs not yet shown on British tv 2/0%0 40% BN | | ccew announcement of movie rentals and
Stand-up comedy 2000 43% INNBQUGEEE | chase through iTunes may well be one way of
Documentaries 2600 | 46% 28 YGE  fulfilling this latent demand.
Recorded music concerts 2300 | 44% - 32%
Music videos 2300 | 42% 350 Opportunities clearly exist in other sectors. The music

46% . 330% industry should take note of high levels of demand to
0 watch live music concerts (and recorded gigs as well)

42% I ov— g comedy is notably popular.
28% NG
| 404 | 27% SOV  Demand for different types of content are strong
130/ | 31% SV ACT0SS gll demographics, but the expected variation
NLZ 0 24% NGy Y 29° S there aswell.

Classic movies from years past
News / current affairs

Soap operas

Reality TV shows

Recorded sporting events
Adult material (18+ only)

% Definitely interested Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54
53% 55% 47% 46% 32% 53% 57% 52% 51% 49%
50% 42% 44% 42% 26% 47% 47% 51% 45% 43%
42% 51% 41% 32% 21% 38% 51% 39% 27% 31%
40% 43% 29% 32% 21% 38% 36% 27% 27% 26%
29% 24% 28% 21% 16% 28% 41% 34% 34% 35%
37% 47% 43% 39% 33% 10% 20% 17% 20% 15%
42% 38% 31% 26% 7% 35% 50% 36% 21% 15%
44% 48% 31% 24% 16% 34% 34% 31% 17% 15%
25% 31% 30% 28% 20% 26% 25% 28% 24% 28%
28% 27% 22% 26% 17% 27% 26% 23% 20% 23%
36% 26% 24% 18% 14% 34% 33% 23% 19% 18%
18% 24% 26% 21% 15% 25% 21% 23% 22% 22%
22% 20% 23% 20% 16% 16% 19% 19% 19% 24%
17% 22% 15% 5% 4% 22% 41% 26% 26% 22%
18% 19% 11% 9% 5% 18% 20% 21% 17% 9%
23% 24% 23% 18% 10% 9% 10% 10% 8% 6%
32% 25% 19% 10% 13% 10% 10% 8% 2% 2%

Base: Q11, All respondents (1,608) 64



On-demand: willingness to pay

Question: Which one of the following ways would you VmosiiliNp
demanddé content i f yoQ@aiwsgohdetsyf orced to choos C MEDIARESEARCH

m For free, but it would have adverts that
you couldn't skip past

A reasonable monthly subscription to watch

unlimited content | t &stablished that high levels of demand

exist for on-demand content but what about
consumer willingness to pay for any of it? Is
there a viable businessmodel?

B A reasonable fee for every programme you
watch and you only pay for what you watch

Before investigating willingness to pay, we
look at preferences for subscription with
Preference M15-19 M20-24 M25-34 M35-44 MA45-54 F15-19 F20-24 F25-34 F35-44 FA45-54 unlimited content versus a la carte PPV
72%  66%  66%  65%  71% | 73%  78%  74% versus free ad-supported models.

13%  22%  22%  19%  14% | 10%  12%  13% | 12%  11%

15%  12%  13% _16% __ 14% 18% ___18% The free ad-supported model wins hands
down with 70%stating they would rather put
up with the ads and receive the content for
free than pay for it. Amongstthe two other

Question: And if watching "on demand" content wasn't free, which of these two options, there is little to separate them in
. . terms of preference.
would be most appealing to you, if forced to choose ? (Only among those who prefer for free)

We then asked consumers who originally
chose the free model to choose between the
two paid models. Again there is little to
divide them but the PPV option receives
slightly more consumer support.

A reasonable monthly subscription to watch
unlimited content

0,
m A reasonable fee for every programme you 43%

watch and you only pay for what you watch What this suggestsis that both types of pay

to view models can find their own market as
long as the payment terms and content on
offer are sufficiently attractive .

Forced preference ~ M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Monthly subscription 45% 41% 42% 31% 43% 48% 28% 38% 52% 53%

55%  59%  58%  69%  57% | 52%  72%  62%  48%  47%
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Question: Which would you be willing to pay to watch assuming that the
foll owing werendt available for free?somewh: )
(Asked among those interested in type of content) ( MEDIARESEARCH
. . . . . .. %Definitely/
m Definitely consider pay = Likely consider m Unlikely m Definitely not Likely
Top movies only just released on DVD 600 | 37% EPYENN20% M  53%
Live sporting events [ 80/ | 34% 2 ESVNN20em  52%
Recent movies out for few months KL% 34% NSN3 Y5eE  43% In order to explore willingness to pay, we
Live music concerts KNl 30% DS 23 40% need to consider different types of content.
Adult material 24% IEEEZGYAEEETIN30%E  35% The graph on the left highlights that different

types of content generate markedly different
levels of willingness to pay.

21% ST, 28%
21% IASYETIN30%em 28%

Recorded music concerts
US progs not yet shown on British tv

Recorded sporting events [{%1718% IIGY/NNNE0NE 24% Wh a tirdesesting is that willingness to pay is
Classic movies from years past [{l% 18% IIIINNSYNNNNNEEYE 24% not necessarily directly linked with the level
Stand-up comedy [F%Z"17% IEEEEEGYIEENEIYoEE  23% of demand for content. This is best illustrated

in the grid overleaf.

) 18% NGYNNN32% . 23%
% 14% YN n39% . 21%
U 15% I TN32%mmm 21%
7 14% N2 TN38 e 20%
. 15% G333 20%
L/ 11/ 16%

TV drama programmes
Soap operas
TV comedy programmes
Reality TV shows
Documentaries

News / current affairs

9% Definitely/Likely consider paying Total M15-19 M20-24 M25-34 M35-44 MA45-54 F15-19 F20-24 F25-34 F35-44 F45-54
54%  63%  55%  55%  46% | 53%  51%  59%  52%  43%
' 45%  63%  58%  57%  48% | 48%  43%  50%  47%  45%
46%  59%  A7%  42%  32% | 42%  43%  47%  41%  37%
33% 41%  39%  47%  41% | 41%  43% 39%  33%  44%
42%  40%  37%  26%  31% | 32%  40%  53%  23%  30%
27%  27%  36%  26%  28% | 34%  25%  32%  19%  26%
33%  45%  32%  23%  17% | 33%  36%  25%  25%  16%
28%  34%  30%  18%  21% | 36%  29%  28%  12% _ 16%
31%  34%  32%  15%  21% | 29%  30%  22%  17% __ 23%
26%  29%  29%  17%  17% | 35%  37%  25%  17%  11%

ogrammes 27% 33%  26% 18% 16% 25%  33% 21% 18% 23%
Soapoperas | 21% | 26% 30%  31% 8% 18% 28% 19% 22% 19% 13%
20%  33%  27% 16% 13% 26%  29% 24% 15% 13%
26%  36%  21%  11%  31% | 27%  27%  18%  12%  12%
22%  26%  27%  17%  15% | 26%  25%  22%  15% _ 18%

News / current affairs 26% 29% 23% 8% 12% 22%  29% 15% 9% 10%

Base: All interested in content type 66




Demand versus willingness to pay

Higher

% Willingness to Pay Among Those Interested in Content

This grid clearly reveals the relationship between
demand for content and willingness to pay for it
i s nriedessarily linear. Content such as comedy
programmes are high in demand but t h e r [#lé s
appetite to pay for them. This contrasts with adult
material which received low stated demand (in our

survey at least) but a relatively high preparedness
to pay for it.

Demand for content is not therefore a reliable
indicator of revenue prospects, however counter-
intuitive that sounds

Adult
material ®
Recorded
concerts
©
Recorded ) _
sports e Classic mowese
PN SoapsQ
Reality TV
¢
News/

current affairs

Live sporting
events ®

Live
concerts
¢

US programmes

not yet on UK tv
AL

Stand. Drama
tand-up programmes
¢ ¢

Documentaries

eComedy
programmes

~ Top movies
just out on DVD
¢

Recent movies

<>out for few months

Lower

Level of Demand

Higher



On-demand:
Interest In different methods of
receiving on -demand content

Question: How interested are you, if at all, in each of the following ways of
receiving the programmes/movies "on demand"?

m | already do this
® Somewhat interested

Extremely interested
Not very interested

m Very interested

= Not at all interested o4, Extremely/

very interested

D-loaded to PC, streamed wireless to TV _ 13<V 28%
D-loaded to your home PC ¥ 110/_ 14% 25%
Streamed to home PC _ 14% 23%

Via other set top box [kl '90/_ 14% 20%

Via Sky [FEevdiive 16% 15%E N 19%

Via Xbox360 console ' 18% 11%

Via Playstation3 console 0- 18% 11%

Via Apple TV set top box 0- 19% 10%

Via BT Vision - 21% 10%

Streamed to mobile phone - 19% 9%
Downloaded to mobile phone - 20% 9%

WIGGIN

[ ¢ MEDIARESEARCH

So, there is clear demand for on-demand
video content and there are consumers
willing to pay for it. Another key issueis how
consumersaccessesthat content.

There are a multiple ways of delivering
content 0 through the PC (streamed or
downloaded), via set-top boxes, via media
extender devices (like a games console) and
via networked mobile devices.

All this choice presents a confusing picture to
the average consumer, particularly those
older and female. The problem s
exacerbated by the requirement in many
cases for new devices and knowledge of
home networks and expertise in shifting
content between devices. This can present a
challenge to even fairly experienced techies.
It is interesting to see that whilst consumers
are keen on the wireless method, few
actually do it dindicating technical know-how
barriers.

The solutions that generate the most interest
are those involving the PCrather than a set-
top box or gaming console 8 most likely as
they entail using technology already owned.
The solution with the greatest interest is
downloading content to the PCand wirelessly
streaming it to the TV. Getting the content
on the main TV in the living room is a winning
solution, particularly given the incidence of
large-screen TV ownership.

Base: Q9, All familiar with  method
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On-demand:
Interest In different methods of
receiving on -demand content « eDARESEARCH

Question: How interested are you, if at all, in each of the following ways of
receiving the programmes/movies "on demand"?

Already do Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

17%  12%  13% 9%  12% | 9% 9%  15%  11%  12%
D-loaded to your home PC 19%  16%  15%  11% 7% 10%  14%  10% 4% 2%

Streamed to home PC 25% 11% 15% 10% 7% 9% 16% 8% 3% 3%

D-loaded to PC, streamed wireless to TV 10% 7% 13% 3% 2% 1% 8% 4% 2% 1%

Via Xbox360 console 7% 4% 5% 1% 0% 1% 4% 5% 1% 0%

Via Playstation3 console - 8% 3% 6% 2% 2% 1% 3% 4% 0% 0%
Streamed to mobile phone 6% 5% 5% <1% 1% 1% 9% 3% 1% 0%
Downloaded to mobile phone 7% 6% 6% 1% 0% 1% 7% 4% 0% 0%

Via Apple TV set top box 5% 3% 3% 1% 0% 1% 3% 3% 2% 0%
Via BT Vision 3% 7% 3% 1% 0% 2% 6% 4% 1% 2%

Extremely/very interested Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

31%  36% 35% 27% 19% | 20%  33%  19% | 18%  18%
4% 33%  31%  28%  17% | 27%  26%  22%
24% _ 25%  21%  22%  14% | 24%  29% _ 19%
20%  28%  24%  18% 9% | 28%  25%  25%
23% _ 26%  21% 8% 4%

Base: Q9, All respondents excluding those unfamiliar with method 69



On-demand:
Interest In different methods of —
receiving on -demand content ] osmesogon

Question: How interested are you, if at all, in each of the following ways of We can further explore means of access by

receiving the programmes/movies "on demand"? looking exclusively at those who already have
the means of accessing on-demand content

. . . through their ownership of compatible
m | already do this Extremely interested  m Very interested devices.

® Somewhat interested Not very interested m Not at all interested 9% Extremelv/
V. . .
Whilst very few consumersin the survey own

Very Interested an Apple TV set top box, this together with
Sky account for the highest incidence of user

access Owners of next-gen games consoles
24% B 47% like the Xbox 360 and PS8 are also accessing
content and an even higher proportion are

interested in doing so. Again, this shows clear
and healthy demand for on-demand content.

0 0 0 Relatively few consumers with  wireless
- 16% Al 18% 34% networks actually stream their content from
their PCto their main television screen. This

i s nsérprising as without the know how, the
cables and the right devices and software, it is

not an easy installation. Importantly, the
proportion of people wanting to do this is very
e 16% -11 32% high eg there is a ratio of over 4:1 of people
wanting to do this compared to those already

doing it.

Those already wirelessly streaming content to
15% S 130 3204 the te]evnsmn are much more likely lto be ear!y
adopting young males, whereas interest in
doing so extends across a wide-range of

demographics, indicating widespread demand.
At the moment there appear to be far too

many barriers for it to take-off. Television sets
16% R 17% 31% with bUIIt-.In W|reless. streamlr)g capability is
one potentially attractive solution.

Base: Q9, All owning relevant device 70

Via Apple TV set top box

(Among owners of Apple TV set top box)

Via Xbox360 console
(Among owners of Xbox 360)

D-load to PC and streamed wireless to TV
(Among owners of wireless network)

Via Sky
(Among those with Sky)

Via Playstation3 console
(Among owners of PS3)



Impact of video streaming sites
on scheduled television

Question: What impact would you say has watching clips/programmes on
YouTube (and similar sites) had on how much "live television you watch. By
o | i wve dean you watch the same time as scheduled by the broadcaster.

mt's made me watch much less
'live'/scheduled television

It's made me watch less
'live'/scheduled television

m |t has not changed how much
'live'/scheduled television | watch

mIt's made me watch more
'live'/scheduled television

It's made me watch much more Equates
to -15%

'live'/scheduled television
net less

More or less scheduled Total M15-19 M20-24 M25-34 M35-44 MA45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Much less scheduled 14% 8% 4% 4% 1% 4% 3% 6% 4% 4%
Less scheduled % 17% 16% 21% 9% 10% 14% 20% 12% 4% 5%

Not changed 64% 69% 72% 85% 87% 78% 7% 78% 91% 88%

More scheduled 4% 3% 2% 2% 1% 3% 0% 2% 1% 3%
Much more scheduled 1% 4% 2% 0% 0% 1% 0% 1% 0% 0%

26% -17% -22% -11% -10% | -14% -23% -15% -7%  -6%

e———
I
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Streaming video sites like YouTube have
become phenomenally popular. | t thesefore
important to understand whether such sites
have cannibalised viewing time from
scheduled/ broadcast television .

Across the total sample there has been no
discernible impact for the majority of people
(79%. However, there are nearly 1in 5 (18%
who state they are watching less scheduled
television because of watching streaming
video. The net balance is -15%

This loss occurs across all demographics
although it does tend to be heavier among
the under 35s.

Male teenagers are much more likely to
sacrifice scheduled television for streamed
video (with -26%net less). Females aged 20-
24 are also disproportionately high.

Base: Q21, All watching streamed video (864)
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Time-lapsed
TV viewing and
advertising behaviour
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Television viewing behaviour for those
with Sky+ or Media Center

e———
I
q MEDIARESEARCH

Question: Which one of the following best describes your tv viewing?

0 For commercial broadcasters, one of the
)

challenges presented by on-demand content
that puts the viewer in control is advertising
and the ability of the consumer to bypass it
with the fast-forward button .

®m Only watch programmes | record
Mostly watch programmes | record

m Recorded & live equally
| t Bnportant therefore to identify just how

much television programming is recorded and
how much is watched on schedule among
those who use Sky+or Media Center.

® Mostly watch live programmes
Only watch live programmes

For these consumers, nearly a quarter of their
viewing is recorded, allowing them to skip the
adverts if they so wish. While some of the
respondent bases at demographic level are
low, i t iBteresting that for males aged 25-34,
this increases to over 40% of their viewing
time.

TV Viewing Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Only recorded 10%  11% 9% 3% 1% | 5% 7% 5% 2% 1%
Mostly recorded 1%  21%*  33%  19%  13% | 12%  21%  12%  23%  10%
8

350  A7%*  30%  30%  37% | 29%  40%*  44%  36%  33%

43%  19%*  25%  42%  48% | 48%  33%*  33%  33%  54%
2% 2% 3% 6% 1% | 6% 0% 7% 5% 2%

* Base under 50

Base: Q19, All with Sky+ or Windows Media Center (737) 73



Ad avoidance when watching recorded

television on Sky+ or Media Center

Question: When you watch programmes with adverts which you have

recorded, how often, if at all, do you fast forward past the adverts?

m All the time

Most of the time
E Some of the time

m Rarely
Never

Ad avoidance Total

20

q MEDIARESEARCH

In the survey, nearly half of those watching
recorded programmes using Sky+ or Media Center
fast forward past the adverts all the time. A further
1in 3 skip the ads most of the time.

Just 2%stated they never skip the ads.

This behaviour is fairly consistent across all
demographics.

M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

All the time 51%

Most of the time

30%

Some of the time 18%

* Base under 50

0%
2%

39%*

34%*

21%*
6%*
0%*

37%

41%

16%
4%
2%

50%

25%

16%
8%
2%

43%

33%

21%
3%
0%

41%

26%

23%
3%
7%

49%*
44%*
5%+
206
0%*

43%

44%

10%
0%
3%

50%

31%

12%
4%
2%

Base: Q18, All with Sky+ or Windows MediaCenter (737)

60%
27%
7%
3%
2%
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Ad avoidance In general

Question: How much do you agree or disagree with the following statement:
try

~

ol actively

m Strongly agree
Agree

m Disagree

m Strongly disagree

41%
Agreement Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54
60%  61%  70%  63%  65% | 53%  62%  64%  66%  62%
Strongly agree only 200 21%  24%  26%  26% | 18%  16%  21%  23%  25%

to

avoi

d

aéd? many

t el

e———
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Nearly 2 out of 3 of the total sample agree they
avoid as many ads as possible and this level of
agreement is fairly evenly distributed across
demographics.

Perhaps encouragingly, there is no indication here
that younger consumers are more ad-averse.
Indeed, it is female teenagers who show the least
agreement with the statement.

However, as a whole, it further highlights a general
negativity towards television advertising, which is a
real issue where more and more consumption is at
the control of the consumer, making avoidance of
the traditional ad-break increasingly  easy.
Advertising embedded in  content through
watermarks and sponsorship are less vulnerable to
such behaviour.

The survey also reveals that ad avoiders are more
likely owners of more advanced technology (eg
external hard drives), They are also generally
hungry for different types of content.

Base: Q58, All respondents (1,608)
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Deep profiling of ad avoiders

. ——
Average = 21% Difference Wi G G i N

Write own blog +21%

Subscribe to paid-for podcast +20% q MEDIARESEARCH
Listen to audio books +16%
Watch TV on PC via PC tvcard +15%
Watch pirate DVDs of movies +15% Average = 21%Diﬁerence

Using mobile phone to surf web +15%

Subscribe to paid monthly music d-16 +14% o External hard drive o
Download unauthorisedé +13% ] Portable DAB radio +6%
_ Read e-books +13% 5 DVR (excluding Sky+) +6%
%)_) Subscribe to an MMORPG onhng game +13% S An iPhone/Nokia N95 6%
Download unauthorised movies/tv +12% ©
9 Swap hard drives +12% v PDA/Blackberry +6%
CI>.) Play games on PG not online +11% ) An e-book reader +5%
e Play onll_ne poker fo_r money +11% PC with TV viewing card 5%
Making calls using Skype +11% N ]
X Buy video games +11% = Personal digital music player (not é +4%
- WatchPPV_ movigs over Intern'et +11% e iPod with touchscreen +4%
E Buy authorised digital _d -1 movie +10% W A Blu-ray player (not PS3) 4%
) Download unauthorised music +9% 7))
=~ Watch movies on Blu-ray disk +9% o HD ready TV set +3%
Y= Watch PPV movies via Sky/cable +9% = An HDDVD Player +3%
P_ay to play online bingo +9% 'C_J Sky + 8%
Play online games on a console +8% ) s
n Gamble on internet +8% =, Satellite TV (monthly subscription & +3%
(T) Play games on mobile phone +7% 83 Playstation 3 +2%
= Watch recorded television +7% e Non-portable DAB radio 2%
= Read books / novels +6% o )
- Listen to radio streamed over Internet +6% E Freeview *2%
= Read other peoples blogs +6% O Windows Media Centre on homeé +2%
= Listen to podcasts 6% Q Phone that can make calls/text, & 2%
6 Stream music +5% .
c Stream full TV programmes +5% I Phone also media player 1%
o Listen to radio on mobile phone +5% Apple TV set top box +1%
) Play games using handheld device +4% o Personal digital video player, & +1%
N Use bluetooth +4% = .
- Watch movies on HDDVD disk +3% ﬁ DVD Recorder 1%
= Read magazines 3% 2 iPod +1%
=) _ Go to cinema 3% GC) iPod with video +1%
I Use internet chatrooms +3% E ) 1us Tob Up TV Subs@ .
Browse social network sites +2% = reeview (plus Top Up TV subseé 1%
Play National Lottery +2% O Phone that can access Internet 0%
S
Rent DVDs 2% ) Digital Camera (not on phone) 0%
Chatting on IM +2% = Wirel int t network at h .
Play online games on the PC 2% = ireless internet network at home 0%
Visit newspaper websites +2% ; Xbox 360 0%
A itream full movies +2% ) Nintendo Wii 0%
W iption TV
atch Sky/subscription +2% T Cable TV 0%

+1%
0%

Listen to radio (not online)
Read newspapers
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Download Or stream preference

Question: Given a choice, would you prefer to download content at a higher
resolution whenever you want, or would you prefer to stream lower
resolution content that you watch immediately and doesn't take up spaceon
your hard drive? Pleasetell usfor each of the following types of content...

m Prefer to download to own m Prefer to stream m Just not interested

Music 20%

Movies 23%

Television programmes 37% _

Audio books

Adult material

Sporting events

Movie trailers

WIGGIN

q MEDIARESEARCH

There are a variety of means of providing
consumers with digital content. One major
issue is whether to allow consumers to
download content (with or without DRM
restrictions) or to stream content (at a
potentially lower resolution) for immediate
consumption.

The survey found that consumer
preference to download to own or to
stream is highly dependent on the nature
of the content.

In order to look at the preference ratio
more clearly, the next slide re-presents
the same data excluding any consumers
that simply are not interested in
downloading or streaming in the first
place.

Base: Q8, All respondents (1,608)
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Download Or stream preference

Excluding 0Just not interestedo

Question: Given a choice, would you prefer to download content at a higher resolution

whenever you want, or would you prefer to stream lower resolution content that you (
watch immediately and doesn't take up space on your hard drive? Please tell us for each

of the following types of content...

MEDIARESEARCH

m Prefer to download to own Preferto stream
Music 27%
. By stripping out the uninterested, we
Movies 35% can see the preference for downloading
or streaming more clearly .
Games 37%

The vast majority of consumers want to
own the music they download. The
absolute opposite is true for movie
trailers. The degree to which consumers
want to download to own is correlated
with the emotional connection to the
content. Music and movies are things
that people really want to own.

Audio books

Adult material
Television programmes
Music videos

Sporting events
Of course, this analysis is a
generalisation. We know the movie
rental market has succeeded for a long
time. | t Wa@e a case that in principle,
people want to own the movies they love

0,
A)sshown.as Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54 and are content to rent the rest.
download:stream

73:27 | 7723 8317 7426 72:28 7129 | 76:224 7822 7129  68:32  62:38 On'the other hand, music rental models
65:35 | 59:41 67:33 6832 68:32 62:38 | 61:39 6832 6832 6337 54:46 have worked less well. This analysis
63:37 | 69:31 74:26 70:30 65:35 62:38 | 56144 68:32 5545 5248 5347 shows music audio is the media that

consumers want most to own while

Audio books 56:44 42:58 44:56 61:39 58:42 53:47 44:56 65:35 63:37 59:41 53:47 streaming is fine for music videos.

Movie trailers

50:50 37:63 49,51 47:53 4150 | 31:69 52:48  34:66 47:53  37:63
40:60 4456 50:50 48:52  38:62 | 32:68 4852 39:61  40:60  42:58
4258 32:68 2872 35:65 4159
29:71 2476  34:66 27:73 31169 | 4357 47:53 2872 19:81  22:78
26:74  21:79 2872  16:84 2377 | 14:86 2476  18:82 892  12:88

Base: Q8, All interested in each content type 79



Computer screen
versus main TV screen

Question: Given a choice, would you prefer to watch the content you download

or stream on your computer screen or on your main television screen?

2%

m Always want to watch on
the main television set

Mostly want to watch on the
main television set

® On main television set and
computer screen equally

® Mostly want to watch on my
computer screen

Always want to watch on my
computer screen

Preference Total

Always on main TV 26% 26% 36% 40% 42% 29%
Mostly on main TV 33% 40% 39% 32% 35% 38%

25% 17% 20% 20% 16% 20%

Mostly on computer 13%
Always on computer 3% 3% 2% 2% 3% 4%

15% 3% 6% 5% 8%

30%

42%

18%

6%

4%

46%

37%

11%

5%

1%

53%

31%

11%

3%

2%

52%

29%

12%

6%

1%

q MEDIARESEARCH

Once consumers gain access to digital video content,
one of the big questions is how they wish to view it.

The results show a massive preference to view
downloaded or streamed video content on the main
television. 76%of consumers want to always of mostly
use the main television set. Lessthan 1 in 10 want to
view it always or mostly on the computer screen.

Interestingly, it is the older market and females over
35 in particular that show the greatest demand for
content on the main television screen. Males under 24
are more content watching content mainly on the
computer screen.

Consumer demand therefore clearly exists but the
issue, as identified in the previous chapter, is that i t
unacceptably complicated in most cases to get the
content from the PCto the main television set.

Those providers who can offer ease of use can expect
to find a receptive audience.

M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Base: Q10, All respondents (1,608)
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Monthly paid music

download subscription

Current and intended usagelevels

m Regularly
Occasionally

® Rarely

= No but plan to in next 6mth
No & no plan to

m Unfamiliar

74%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

30% never
or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

32% 25% ** 28%* 33% ** **

* Caution dlow base
** Basetoo low to show

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
6% 9% 5% 1% 3%
F15-19 F20-24 F25-34 F35-44 F45-54
5% 8% 6% 1% 1%

Future usage among subscribers

m Do more
No change
m Do less

Equates
to +23%
net more

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+15%  +38% ** +40%* +17% *x **

* Caution dlow base
** Basetoo low to show

e———
I
q MEDIARESEARCH

As well as video, we also looked at accessing
music. We saw earlier that music generates
exceptionally high emotional attachment and
i t dbmething that consumerswould prefer to
own than rent. This then explains the
relatively low take-up of monthly paid music
download subscription services at 4% Usage
of such services is heavily biased towards the
under 35s.

However, among the relatively small number
of users, there is a high emotional connection
to the service. 30%never want or would hate
to stop. In context, out of the 49 activities
surveyed, this level of emotional connection
just qualifies for the top quartile of activities
by emotional connection.

Growth prospects are somewhat prosaic. Just
7% of the total state they are going to start
using such services in the next 6 months. Out
of the 49 activities surveyed this is in the
lower half when ranked by future uptake.

One of the key obstacles hitherto is that
rented music is lost when the subscription
ends. Music is something consumers really
want to own and this then represents a true
obstacle for such services thriving .

Although such a model is wrought with issues,
any provider able to provide a service that
allows consumers to keep the music post
subscription may have a winning proposition.
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Deep profiling of monthly subscribers

t0O musicC service

m Total UK Rent music

Watch PPV movies over Internet
Buy authorised digital download movie
Read e-books/novels downloaded
Watch PPV movies via Sky/cable
Pay to play online bingo
Use bluetooth technology/applications
Watch full tv progs on streaming sites
Stream music from social networks
Listen to podcasts
Watch TV on PC via twcard/USB tuner
Play games on your mobile
Listen to radio on mobile phone
Watch movies on HD-DVD disk
Watch full movies on streaming sites
Swap hard drives to share content
Filesharing games / software
Buy video games
Listen to radio streamed online
Use internet chatrooms
Read other peoples' blogs
Write on your own blog
Listen to audio books
Play online games on the PC
Rent DVDs
Watch movies on Blu-ray disk
Watch recorded television
Making calls w/ Skype/other online
Using mobile to surf Internet
Play games on handheld device
Go to cinema
Watch pirate DVDs of movies
Subscribe to paid-for podcast
Play offline games on PC
Play online games on a console
Online gambling
Visit newspaper websites
Subscribe to MMORPG online game
Read newspapers (printed)
Play the National Lottery
Chatting on Instant Messenger
Filesharing movies / programmes
Play online poker for money
Read magazines
Browse social network sites
Filesharing music
Listen to radio (not online)
Watch Sky/other subscription TV
Read paper/hardback books

UK average

How their activity differs from

59%

70%

60%

59%

58%
62%

62%

73%

58%
61%

60%

61%

76%
68%
66%

67%
65%

76%
70%
70%

Difference
+56%
+51%
+50%
+49%
+49%
+49%
+48%
+48%
+47%
+47%
+47%
+46%
+45%
+45%
+45%
+45%
+45%
+44%
+43%
+43%
+43%
+43%
+42%
+42%
+41%
+41%
+41%
+41%
+41%
+40%
+40%
+40%
+39%
+38%
+38%
+37%
+37%
+35%
+34%
+34%
+34%
+34%
+32%
+31%
+28%
+25%
+25%
+23%

L (

m Total UK = Rent music
iPod with video
Apple TV set top box
An HD-DVD Player
Blu-ray player (not PS3)
An e-book reader

UK average

Computer with TV viewing card
iPod with touchscreen
Personal video plyr, excl video iPod
Xbox 360
Playstation 3
Sky +
iPhone / N95 or similar
PDA/Blackberry
Nintendo Wii
Portable DAB radio
DVR ie HDD recorder (excl Sky+)
Cable television
Freeview plus Top Up
Non-portable DAB radio
iPod
Pers dig music plyr (not iPod)
Windows Media Center
Mobile phone w/ media player
External HDD to store media
Satellite television / Sky
HD-ready tv set
Freeview (but not Top Up)
DVD Recorder
Basic mobile phone
Mobile phone access the Internet
Wireless network at home

How their ownership of technology differs from

Digital Camera (not on mobile)

MEDIARESEARCH

Difference
+51%
+49%
+49%
+48%
+48%
+47%
+46%
+46%
+45%
+45%
+44%
+44%
+44%
+43%
+43%
+42%
+42%
+41%
+40%
+39%
+38%
+37%
+35%
+34%
+33%
+29%
+29%
+27%
+24%
+17%
+17%

+8%
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Watching brand new movies
Question: How do you watch brand new movies? Please look at the
list and tell us whether you access them in the following ways. q MEDIARESEARCH
mAll thetime = Mostly mOccasionally mRarely = Never % All the
time/mostly

Watch it in the cinema

25% [NSTANNNT6%T 12%  36%
0 Another way of understanding content
26% _ 15% 34% access preferences is to look at a specific

examples d in this case how consumers wish

23% _13% 31% to watch brand new movies. There are

currently five main ways this happens

Wait for it to show on terrestrial tv

Buy it on DVD

Wait for it to show on sat/cable (not PPV) A 21% IEEN2%E  32% 29%
Rent it on DVD WRTESEN  30% 25%  ovels of demand for nonmainstream means
Wait for PPV service like Sky Box Office etc §o% INSINIG 56% D% o ey Syound L 10 use PRV
Unauthorised filesharing / BitTorrent 72% 8% Whilst only 1 in 20 (699 buy legal downloads,
Stream it from a video streaming site 69% 6% ?ned 3?;°ﬁ25v§;rﬂiur3§¥iﬁﬂii':??”f’vi;eiﬁﬂg
Buy authorised digital download 73% 6% anmearg(Ij. for digital - versions of movies in

Download from newsgroup / forum site 77% 5%

And, of course, the highest demand for
digital versions of movies is from the
younger respondents. At present, young
people are much more likely to obtain their

Allthe time/mostly ~ Total ~ M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54 _ .

- . Y . Y . 0 . . . . . movies from unauthorised sources but they
S50 || en  Emno  Siho Ao be || c  CA S &5 S are also among the most likely to purchase
Terrestrial TV 33%  29%  30%  36%  39% | 27%  41%  33%  32%  36% legal versions. This is a clear indication to
Buy DVD 43%  42%  32%  23%  28% | 34%  43%  27%  28%  29% movie studios to invest more seriously in
Cable/Sat (not PPV) 359%  29%  33%  28%  27% | 26%  32%  25%  27%  28% legal digital download solutions.

Rent DVD 27%  35%  33%  21%  16% | 31%  24%  31%  23%  18%
12 1

18%  19%  13% 7% 3% | 7%  16% 8% 4% 1%
13%  17%  11% 2% 1% | 6%  14% 6% 2% 1%
9%  14% 8% 2% 1% | 6%  10% 7% 3% 1%

Base: Q16, All respondents (1,608) 84



Profiling cinema attendance

Current and intended attendance levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth
No & no plan to

m Unfamiliar

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

32% never
or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

31% 34% 42% 25%  31% 35% 29%

9%

%Regularly by demographics

M15-19 M20-24 M25-34 M35-44 M45-54
27% 23% 21% 23% 17%
F15-19 F20-24 F25-34 F35-44 F45-54
31% 19% 23% 20% 17%

Future usageamong cinema goers

m Do more
No change
m Do less

Equates
to +25%
67% net more

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+24%  +27% | +31% +33% +25% +23% +21%

MEDIARESEARCH
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Profiling authorised movie downloaders

Current and intended viewing levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth
No & no plan to

m Unfamiliar

66%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

22% never

or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

23% 19% 23%* 28%  29% 11%  11%*

* Caution dlow base

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
7% 10% 7% 2% 1%
F15-19 F20-24 F25-34 F35-44 F45-54
2% 5% 6% 1% 1%

Future usageamong downloaders

m Do more
No change
m Do less

Equates
to +23%
net more

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+26%0  +18% | +7%* +36% +38% +16% -1%*

* Caution dlow base

MEDIARESEARCH
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Deep profiling of authorised =
movie downloaders ———

m Total UK Buy Movie Download

Difference
Play online games on a console 70% +58%
Stream music from social networks 68% +56% ( MEDIARESEARCH
Watch movies on HD-DVD disk 60% +53%
Buy video games 65% +52% :
Subscribe paid mthly music d/l service 55% +51% D) = Total UK = Buy Movie Downloads Difference
Watch PPV movies over Internet 54% +51% e)) An HD-DVD Player +59%
Using mobile to surf Internet 58% +50% E Blu-ray player (not PS3) +56%
Listento racio on mobils phone. o S iPod with video
58% +50% }
() Listen to radio streamed online 67% +49% © Freeview plus Top Up +54%
% Watch PPV movies via Sky/cable 56% +49% N\ Personal video plyr, excl video iPod +54%
E Watch full tv pll’Dogs on Istrear?ing k?_ites 550 +49% D) iPod with touchscreen +53%
ay to play online bingo 53% +49% .
(.>5 Play offline games on PC 70% +49% Portable DAB radio +51%
% Rent DVDs 64% +49% e An e-book reader +51%
3 Listen to podcasts 57% +49% o Computer with TV viewing card +50%
Watch full movies on streaming sites 54% +48% &=
L2 PDA/Blackberry +50%
c Use bluetooth technology/applications 69% +48% n Aople TV set top b
i = pple set top box +50%
@) Go to cinema 68% +47% <)
: Read e-books/novels downloaded 51% +47% = Xbox 360 +50%
Filglsharing games / softwabr'le 51% +47% S Playstation 3 +49%
ay games on your mobile 59% +47% > . .
Swap hard drives to share content 50% +46% (@) iPhone / N95 or similar +49%
Q Watch TV on PC via twcard/USB tuner 50% +45% O Nintendo Wii +46%
ttq:') Making calls w/ Skygilgéhnei; or;l;?:es 52% +44% 8 Sky + +A5%
S Listen to au diogbooks 8% +222f’ c External HDD to store media +44%
47% +43% .
> Watch movies on Blu-ray disk 45% +42% 8 DVR ie HDD recorder (excl Sky+) +44%
*§ Subscribe to paid-for podcast 44% +42% = Non-portable DAB radio +44%
= Use internet chatrooms 50% +41% "'5 Cable television a1
O Watch pirate DVDs of movies | 45% +40% ) 0
@®© Play online games on the PC [ 60% +40% o iPod +39%
— Play games on handheld device [ 57% +40% c Mobile phone w/ media player +36%
8 V'the on your ownbb!tc>g aa% +39% n Pers dig music plyr (not iPod) +35%
— isit newspaper websites 62% +38% feh) . -
. . . Satellite television / Sky o
Filesharing music 45% +37% (- +32%
% ~ Online gambling 43% +37% < Windows Media Center +32%
T Play online poker for money 39% +36% o HD-ready tv set +82%
) Watch recorded television 67% +35% — Freeview (but not Top Up) +28%
Filesharing movies / programmes 40% +35% 5 °
Subscribe to MMORPG online game —— +35% - DVD Recorder +28%
Brc_)wse social network sites 69% +35% + Mobile phone access the Internet Q%" +24%
Chatting on Instant M_es_senger | 66% +34% ; Basic mobile phone 1%
Watch Sky/other subscription TV ~[re———"—" 6% +31% (@) )
Read newspapers (printed) [ee— 209 +20% T Wireless network at home +18%
Play the National Lottery 59% +25% Digital Camera (not on mobile) 84% +5%
Read paper/hardback books 71% +24%

Listen to radio (not online) 72% +21%



Profiling PPV movie online purchasers

Current and intended viewing levels

m Regularly
Occasionally

® Rarely

= No but plan to in next 6mth
No & no plan to

m Unfamiliar

69%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

20% never

or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

23% 18% 15%* 35%* 26%  10%* **

* Caution dlow base
** Basetoo low to show

%Regularly by demographics

M15-19 M20-24 M25-34 M35-44 M45-54
5% % 7% 1% 1%
F15-19 F20-24 F25-34 F35-44 F45-54
4% 6% 6% 1% 1%

Future usage among viewers

m Do more
No change
m Do less

Equates
to +19%
net more

61%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+21%  +17% | +11%* +41%* +28% -3%* *

* Caution dlow base
** Basetoo low to show

MEDIARESEARCH
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Deep profiling of online PPV purchasers

UK average

How their activity differs from

m Total UK

Stream music from social networks
Watch PPV movies via Sky/cable
Subscribe paid mthly music d/I service
Read e-books/novels downloaded
Listen to radio on mobile phone
Watch movies on HD-DVD disk
Watch full movies on streaming sites
Use bluetooth technology/applications
Listen to radio streamed online
Rent DVDs
Buy authorised digital download movie
Using mobile to surf Internet
Listen to podcasts
Watch full tv progs on streaming sites
Play games on handheld device
Watch pirate DVDs of movies
Watch TV on PC via tvcard/USB tuner
Go to cinema
Play games on your mobile
Swap hard drives to share content
Listen to audio books
Filesharing games / software
Play online games on a console
Use internet chatrooms
Read other peoples' blogs
Visit newspaper websites
Filesharing music
Write on your own blog
Read magazines
Making calls w/ Skype/other online
Pay to play online bingo
Buy video games
Watch movies on Blu-ray disk
Read newspapers (printed)
Play online games on the PC
Subscribe to paid-for podcast
Play the National Lottery

PPV online

Chatting on Instant Messenger |
Subscribe to MMORPG online game
Watch recorded television
Play offline games on PC
Filesharing movies / programmes
Online gambling
Browse social network sites
Play online poker for money
Listen to radio (not online)
Read paper/hardback books
Watch Sky/other subscription TV

Difference

78%
2%
64%
63%
65%
64%
63%
7%
74%
71%
59%
62%
62%
60%
71%
59%
59%
74%
65%

57%
57%
57%

64%
61%
60%
73%

56%
53%

83%

55%
51%

49%

47%

60%

86%
65%

76%
74%

73%

71%

+66%
+65%
+60%
+59%
+57%
+57%
+57%
+56%
+56%
+56%
+55%
+54%
+54%
+54%
+54%
+54%
+54%
+53%
+53%
+53%
+53%
+53%
+52%
+52%
+52%
+49%
+48%
+48%
+48%
+47%
+47%
+47%
+46%
+45%
+45%
+45%
+42%
+42%
+42%
+41%
+40%
+40%
+37%
+37%
+35%
+33%
+24%
+22%

UK average

How their ownership of technology differs from

m Total UK
iPod with touchscreen
An e-book reader
Apple TV set top box
An HD-DVD Player
Playstation 3
iPod with video
PDA/Blackberry
Blu-ray player (not PS3)
iPhone / N95 or similar
Sky +
Freeview plus Top Up
Computer with TV viewing card
Portable DAB radio

Personal video plyr, excl video iPod

Xbox 360
Nintendo Wii
Cable television
Non-portable DAB radio
Mobile phone w/ media player
Windows Media Center
Pers dig music plyr (not iPod)
iPod
DVR ie HDD recorder (excl Sky+)
External HDD to store media
DVD Recorder
Satellite television / Sky
Basic mobile phone
HD-ready tv set
Wireless network at home
Freeview (but not Top Up)
Mobile phone access the Internet
Digital Camera (not on mobile)

L (

PPV online

—
I
MEDIARESEARCH

Difference
+57%

+57%
+57%
+56%
+56%
+55%
+55%
+55%
+54%
+53%
+51%
+51%
+50%
+50%
+50%
+47%
+46%
+43%
+42%
+41%
+40%
+40%
+38%
+36%
+35%
+31%
+29%
+28%
+23%
+22%
+14%

+8%
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Profiling those watching full movies —
from streaming sites —

Current and intended viewing levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth
No & no plan to

m Unfamiliar

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

21% never
or hate to

stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

22% 20% 27% 21%  25% 17% 7%*

* Caution: low base

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
13% 14% 9% 3% 3%
F15-19 F20-24 F25-34 F35-44 F45-54
12% 7% 5% 1% 1%

Future usage among streamers

m Do more
No change
m Do less

Equates
to +15%
net more

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+15%  +15% +5% +30% +20%  +7%  +7%*

* Caution: low base

MEDIARESEARCH
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Deep profiling of those streaming movies

from UK average

How their activity differs

m Total UK Stream Movies

Watch full tv progs on streaming sites
Stream music from social networks
Read other peoples' blogs
Watch movies on HDDVD disk
Listen to radio streamed online
Watch TV on PC via twcard/USB tuner
Use internet chatrooms
Watch PPV movies over Internet
Browse social network sites
Go to cinema
Using mobile to surf Internet
Play games on your mobile
Making calls w/ Skype/other online
Filesharing music
Listen to radio on mobile phone
Write on your own blog
Rent DVDs
Play online games on the PC
Play online games on a console
Swap hard drives to share content
Buy authorised digital download movie
Subscribe to paid-for podcast
Use bluetooth technology/applications
Play offline games on PC
Read e-books/novels downloaded
Subscribe paid mthly music d/I service
Watch recorded television
Buy video games
Play games on handheld device
Watch pirate DVDs of movies
Filesharing games / software
Listen to podcasts
Pay to play online bingo
Chatting on Instant Messenger
Watch PPV movies via Sky/cable
Visit newspaper websites
Filesharing movies / programmes
Subscribe to MMORPG online game
Read newspapers (printed)
Read magazines
Watch movies on Blu-ray disk
Listen to audio books
Online gambling
Play online poker for money
Play the National Lottery
Watch Sky/other subscription TV
Listen to radio (not online)
Read paper/hardback books

60%
64%

53%

69%
55%

Difference

+54%
+52%
+38%
+38%
+35%
+35%
+35%
+35%
+35%
+34%
+33%
+32%
+32%
+32%
+32%
+32%
+32%
+31%
+31%
+31%
+31%
+31%
+30%
+30%
+30%
+30%
+30%
+30%
+30%
+29%
+29%
+29%
+28%
+28%
+28%
+27%
+27%
+26%
+25%
+25%
+25%
+25%
+21%
+20%
+12%
+11%
+11%
+11%

L (

mTotal UK = Stream Movies
An HD-DVD Player
Blu-ray player (not PS3)
Computer with TV viewing card
Portable DAB radio
iPod with video
Personal video plyr, excl video iPod
iPod with touchscreen
iPod
Playstation 3
iPhone / N95 or similar
Xbox 360
Pers dig music plyr (not iPod)
Apple TV set top box
An e-book reader
Mobile phone w/ media player
Freeview plus Top Up
Cable television
Non-portable DAB radio
Windows Media Center
Sky +
PDA/Blackberry
External HDD to store media
Nintendo Wii
DVD Recorder
HD-ready tv set
DVR ie HDD recorder (excl Sky+)
Basic mobile phone
Satellite television / Sky
Wireless network at home
Mobile phone access the Internet
Freeview (but not Top Up)
Digital Camera (not on mobile)

How their ownership of technology differs from UK average

—
I
MEDIARESEARCH

Difference
+36%

+34%
+33%
+32%
+32%
+32%
+30%
+29%
+29%
+29%
+29%
+29%
+28%
+27%
+27%
+26%
+25%
+25%
+25%
+24%
+24%
+21%
+21%
+21%
+20%
+19%
+18%
+13%
+13%
+12%
+11%

+8%
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Profiling physical DVD renters

Current and intended renting levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth 32%
No & no plan to

m Unfamiliar

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

20% never
or hate to

stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

19% 21% 24% 16%  24% 20% 16%

%Regularly by demographics

M15-19 M20-24 M25-34 M35-44 M45-54
9% 18% 23% 14% 13%
F15-19 F20-24 F25-34 F35-44 F45-54
14% 16% 18% 14% 12%

20%

Future usage among renters

m Do more
No change
m Do less

Equates
to +2%
net more

68%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+2% +1% +6% +15% +5% -2%  -10%

MEDIARESEARCH
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Deep profiling of physical DVD renters

UK average

How their activity differs from

m Total UK DVD Renters

Go to cinema
Read paper/hardback books
Visit newspaper websites
Read magazines
Buy video games
Play games on handheld device
Listen to radio streamed online
Watch movies on HD-DVD disk
Watch PPV movies via Sky/cable
Watch recorded television
Read newspapers (printed)
Listen to radio (not online)
Stream music from social networks
Using mobile to surf Internet
Watch full tv progs on streaming sites
Making calls w/ Skype/other online
Listen to podcasts
Listen to radio on mobile phone
Watch PPV movies over Internet
Use bluetooth technology/applications
Play offline games on PC
Watch TV on PC via twcard/USB tuner
Play the National Lottery
Play online games on a console
Play games on your mobile
Use internet chatrooms
Watch full movies on streaming sites
Read other peoples' blogs
Watch pirate DVDs of movies
Play online games on the PC
Pay to play online bingo
Listen to audio books
Buy authorised digital download movie
Online gambling
Swap hard drives to share content
Read e-books/novels downloaded
Subscribe paid mthly music d/I service
Watch movies on Blu-ray disk
Subscribe to MMORPG online game
Write on your own blog
Subscribe to paid-for podcast
Browse social network sites
Chatting on Instant Messenger
Filesharing games / software
Play online poker for money
Filesharing music
Filesharing movies / programmes
Watch Sky/other subscription TV

69%

65%

Difference

+29%
+22%
+21%
+20%
+20%
+18%
+17%
+17%
+16%
+16%
+15%
+14%
+14%
+14%
+14%
+13%
+13%
+13%
+13%
+12%
+12%
+12%
+12%
+11%
+11%
+11%
+11%
+11%
+11%
+11%
+11%
+11%
+11%
+10%
+10%
+10%
+10%
+10%
+10%
+10%
+9%
+9%
+9%
+8%
+7%
+6%
+6%
+4%

m Total UK Rent DVDs

iPod with video

iPod

Personal video plyr, excl video iPod
Pers dig music plyr (not iPod)

iPod with touchscreen

UK average

Computer with TV viewing card

An HD-DVD Player

Playstation 3

Mobile phone w/ media player
Freeview (but not Top Up)
HD-ready tv set

Nintendo Wii
Portable DAB radio

iPhone / N95 or similar
PDA/Blackberry

An e-book reader

Blu-ray player (not PS3)

Apple TV set top box

Digital Camera (not on mobile)
Wireless network at home

External HDD to store media
Freeview plus Top Up

Non-portable DAB radio

Mobile phone access the Internet

Basic mobile phone
Cable television

How their ownership of technology differs from

Satellite television / Sky

Windows Media Center

Xbox 360

DVR ie HDD recorder (excl Sky+)

DVD Recorder
Sky +

L (

—
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Difference
+15%
+14%
+14%
+13%
+13%
+13%
+13%
+13%
+12%
+11%
+11%
+11%
+10%
+10%
+10%
+10%
+10%
+10%
+10%
+10%
+10%
+10%

+9%
+9%
+9%
+9%
+7%
+7%
+7%
+5%
+5%

+4%
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High definition
movie disks

WIGGIN
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Player ownership incidence

Question: Please tick which of the following devices you
currently own and are considering to own

mOwn = Can access mPlan to buy mDon't have or plan to buy

An HD-DVD Player

Playstation 3

Blu-ray player (not PS3)

Own/access as if own Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

HD-DVD player 24% 27% 22% 10% 13% 24% 18% 15% 12%

Playstation 3 30% 29% 22% 12% 12% 17% 26% 16% 9%
Blu-ray player 14% 20% 12% 2% 3% 9% 12% 6% 3%

WIGGIN

q MEDIARESEARCH

When we look at ownership incidence
within the general population, we see the
two formats are neck-and-neck (when we
include Playstation3).

At present, ownership has a slight male bias
and is stronger among the under 35s.
Indications here that it is still an early
adopter market and yet to breakout into
the mainstream.

However, plans to purchase a player (either
of them) are relatively high. Of all the
devices and activities measured in this
report, demand for HD-DVDand Blu-ray top
the list.

This research also shows that the battle to
win generation war is having substantially
negative effects from a consumer
perspective. This is explored in more detail
on the following page.

Base: Q17, All respondents (1,608)
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New disk purchase barriers

Question: Why have you not yet bought a Blu -ray or
an HD-DVD player? Please select all that apply

Players are too expensive

Waiting for price of players to come down

Happy with DVD quality

Haven’t really thought about it

Waiting to see which of the two will win out before buy
Don't yet have tv that would show increase in quality
Movies available are too expensive

Have too many movies on DVD format to change
Waiting for player that records as well as play

Aren't yet enough movies to buy on new formats

Not that interested in movies

Not that impressed by the quality

q MEDIARESEARCH

The vast majority are yet to own a next-
generation player. Whilst demand for the
devices and demand for watching next-gen
movies is relatively high, the research
reveals serious barriers to take ownership
out from its early adopter core and into the
mainstream.

Firstly, asall early adopters are aware, the
price of the players is perceived to be too
high. This is a barrier that will become less
and lessimportant asthe cost of production
decreasesand is passedonto the consumer.

But there are also non-price related
barriers. Around 1 in 3 are content with DVD
quality and 1 in 4 d on own a TV that
would show the quality benefit .

But of more concern to the industry as a

Barrier Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54 whole is the 1 in 4 (27% that are waiting to

54%  42%  42%  45%  39%
42%  30%  33%  A7%  39%
43%  36%  41%  37%  28%
24%  31%  17%  20%  29%
29%  18%  34%  39%  32%
35%  32%  21%  27%  26%

33%  29%  24%  24%  26%
25%  11%  19%  16%  10%
1% 7%  12%  19%  19%
200  17%  14%  11%  14%
12% 2% 3% 7%  11%
14%  11% 4% 3% 3%

39%
28%
32%
37%
17%
18%
20%
22%
15%
19%
10%
6%

41%
29%
46%
23%
20%
25%
22%
17%
4%
16%
7%
4%

42%
28%
34%
30%
17%
27%
21%
22%
12%
8%
4%
3%

36%
34%
31%
37%
24%
22%
17%
16%
16%
9%
10%
3%

33% see which of the two formats will 0 wi
33% before they consider purchasing. The battle
54% itself is depressing sales.

33%
23%
22%

Consumersneed a clear messageon the way
forward. The next page illustrates even
more clearly that concerns over spending a
16% substantial  amount on a potentially
15% obsolete format is real concern.

12%

14%

11%

1%

Base: Q60, All familiar, but not yet owning (1,457)

no
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Concern over purchasing
a technology becoming obsolete

q MEDIARESEARCH

Question: How much do you agree or disagree with this statement:
ol 6m put off buying a newaypeHD®YD)ti on di sk player (Bl u
because | dondt want to buy something that may become obso

m Strongly agree
We have seenthat whilst demand is high, there are
barriers to mainstream take up of next gen disk
players, with 1 in 4 consumers waiting for a
resolution of the format war.

Agree
m Disagree

m Strongly disagree
When we ask consumers directly whether they

agree with the statement o | Opui off buying a
new generation disk player becausel d o nwant to

buy something that may becomeo b s o | wé se&
over 3in 5in agreement.

Whilst this is a leading question, the strength of
agreement shows that the format war certainly is
depressing the consumer appetite to go out and
purchase these devices. Until there is more clarity
in the market, levels of new uptake will not reach
their full potential .

Agreement Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

strongly agree 200 12%  21%  18%  19% | 8% 9%  20%  15%  23%

45%  39%  4T%  A2%  49% | 49%  54%  44%  43%  42%

24%  37%  29%  30%  23% | 32%  29%  26%  31%  25%

Strongly disagree 12% 1% 4%  10% 9% | 11% 8%  10%  11%  10%

64%  52%  68%  60%  68% | 57%  63%  64%  58%  65%
Total disagree 36%  48%  32%  40%  32% | 43%  37%  36%  42%  35%

Base: Q58, All respondents (1,608) 97



Profiling Blu -ray movie watchers

Current and intended watching levels

m Regularly
Occasion'y

m Rarely

m No but plan to in next émth
No & no plan to

m Unfamiliar

59%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

33% never
or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54
33% 33% 35%* 37% 35% 31%* ks

* Caution dlow base
** Basetoo low to show

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
5% 7% 5% 1% 1%
F15-19 F20-24 F25-34 F35-44 F45-54
2% 5% 5% 1% 1%

Future usage among Bluray viewers

m Do more
No change
m Do less

Equates
53% to +39%
net more

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+3%  +38% | +41%* +33% +41% +39%*  **

* Caution dlow base
** Basetoo low to show

MEDIARESEARCH
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Deep profiling of Blu-ray watchers

UK average

How their activity differs from

mTotal UK = Blu-ray

Watch movies on HD-DVD disk
Buy video games
Using mobile to surf Internet
Rent DVDs
Watch PPV movies over Internet 56%
Use bluetooth technology/applications 73%
Play online games on a console 64%
Buy authorised digital download movie 56%
Watch TV on PC via twcard/USB tuner 56%
Subscribe paid mthly music d/I service
Play games on handheld device
Stream music from social networks 61%
Play games on your mobile 61%
Listen to podcasts 56%
Read other peoples' blogs 56%
Use internet chatrooms 57%
Listen to radio on mobile phone
Watch PPV movies via Sky/cable
Watch full movies on streaming sites
Play offline games on PC
Go to cinema
Subscribe to paid-for podcast
Watch full tv progs on streaming sites
Read e-books/novels downloaded
Filesharing games / software
Listen to radio streamed online
Making calls w/ Skype/other online
Watch pirate DVDs of movies
Swap hard drives to share content
Visit newspaper websites
Listen to audio books
Watch recorded television
Write on your own blog
Read magazines
Pay to play online bingo
Subscribe to MMORPG online game
Play the National Lottery
Filesharing music
Filesharing movies / programmes
Play online games on the PC 57%
Read newspapers (printed)
Chatting on Instant Messenger
Online gambling
Play online poker for money
Watch Sky/other subscription TV
Browse social network sites
Listen to radio (not online)
Read paper/hardback books

70%
2%

62%

68%

67%

67%
67%

61%

66%

74%

2%

66%

62%
73%
68%

76%

7%

76%

Difference
+63%
+59%
+54%
+53%
+53%
+52%
+52%
+52%
+51%
+51%
+50%
+49%
+49%
+48%
+48%
+48%
+47%
+47%
+47%
+46%
+46%
+46%
+45%
+45%
+44%
+43%
+43%
+43%
+43%
+42%
+42%
+42%
+42%
+41%
+41%
+38%
+38%
+37%
+37%
+37%
+36%
+34%
+34%
+33%
+31%
+28%
+22%
+21%

L (

m Total UK = Blu-ray
Playstation 3
iPod with video
An e-book reader
An HDDVD Player
Apple TV set top box
iPod with touchscreen
Personal video plyr, excl video iPod
Blu-ray player (not PS3)
iPhone / N95 or similar
Xbox 360
Nintendo Wii
Computer with TV viewing card
PDA/Blackberry
Non-portable DAB radio
Portable DAB radio
Sky +
HD-ready tv set
DVR ie HDD recorder (excl Sky+)
Cable television
iPod
External HDD to store media
Freeview plus Top Up
Mobile phone w/ media player
Windows Media Center
Freeview (but not Top Up)
Pers dig music plyr (not iPod)
DVD Recorder
Satellite television / Sky
Wireless network at home
Basic mobile phone
Mobile phone access the Internet
Digital Camera (not on mobile)

How their ownership of technology differs from UK average

MEDIARESEARCH

Difference
+64%
+55%
+55%
+55%
+54%
+52%
+51%
+51%
+50%
+49%
+47%
I
+45%
+44%
+44%
+44%
+42%
+38%
+37%
+35%
+35%
+35%
+33%
+33%
+33%
+32%
+28%
+26%
+22%
+18%
+16%

+5%
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Profiling HD -DVD movie watchers

Current and intended viewing levels

m Regularly
Occasionally
m Rarely
m No but plan to in next émth
No & no plan to
m Unfamiliar
51%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

26% never
or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

31% 22% 32% 22%  35% 20% 23%

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
7% 9% 8% 4% 5%
F15-19 F20-24 F25-34 F35-44 F45-54
8% 8% 8% 5% 8%

Future usageamong viewers

® Do more
No change
m Do less

Equates
to +31%

()
62% net more

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+34%  +28% | +3% +3™% +260 +33% +26%

MEDIARESEARCH
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Deep profiling of those watching

HD-DVDmovies

differs from UK average

How their activity

mTotal UK =HDDVD

Rent DVDs 55%
Go to cinema 59%
Read magazines

Stream music from social networks

Watch full movies on streaming sites

Use internet chatrooms

Listen to radio streamed online

Play online games on a console

Using mobile to surf Internet
Use bluetooth technology/applications 51%
Read e-books/novels downloaded
Watch PPV movies over Internet
Buy video games
Visit newspaper websites 53%

Swap hard drives to share content

Buy authorised digital download movie
Watch movies on Blu-ray disk

Play games on your mobile

Listen to audio books

Watch recorded television
Read other peoples' blogs
Play games on handheld device

Watch full tv progs on streaming sites
Play online games on the PC

Listen to radio on mobile phone

Read paper/hardback books

Watch TV on PC via twcard/USB tuner
Pay to play online bingo

Subscribe paid mthly music d/I service

Making calls w/ Skype/other online
Watch PPV movies via Sky/cable
Chatting on Instant Messenger 55%
Watch pirate DVDs of movies

Write on your own blog

71%

60%

2%

Play offline games on PC [
Subscribe to paid-for podcast L5
Listen to podcasts  [™®..u3106
Play the National Lottery =~ [e—— .70

Read newspapers (printed)
Filesharing games / software
Listen to radio (not online)

Browse social network sites

Online gambling

Subscribe to MMORPG online game

Filesharing movies / programmes

Play online poker for money

Filesharing music

Watch Sky/other subscription TV

73%

Difference

+40%
+38%
+36%
+35%
+33%
+33%
+32%
+31%
+31%
+30%
+30%
+30%
+30%
+29%
+29%
+29%
+29%
+28%
+28%
+28%
+28%
+27%
+27%
+26%
+26%
+25%
+25%
+25%
+25%
+24%
+24%
+23%
+23%
+23%
+23%
+23%
+23%
+23%
+22%
+22%
+22%
+21%
+21%
+20%
+18%
+17%
+17%
+13%

L (

mTotal UK =HDDVD
An HD-DVD Player
HD-ready tv set
Computer with TV viewing card
Freeview plus Top Up
PDA/Blackberry
Personal video plyr, excl video iPod
iPod with touchscreen
DVR ie HDD recorder (excl Sky+)
Portable DAB radio
Playstation 3
An e-book reader
Blu-ray player (not PS3)
iPod with video
DVD Recorder
Apple TV set top box
iPhone / N95 or similar
Freeview (but not Top Up)
Xbox 360
Sky +
Nintendo Wii
Cable television
Non-portable DAB radio
External HDD to store media
Windows Media Center
Mobile phone w/ media player
iPod
Mobile phone access the Internet
Basic mobile phone
Pers dig music plyr (not iPod)
Wireless network at home
Satellite television / Sky

How their ownership of technology differs from UK average

Digital Camera (not on mobile)

MEDIARESEARCH

Difference
+58%
+36%
+30%
+29%
+29%
+28%
+28%
+27%
+27%
+27%
+27%
+27%
+27%
+26%
+25%
+25%
+24%
+24%
+23%
+23%
+22%
+22%
+21%
+20%
+18%
+17%
+15%
+13%
+13%
+11%

+9%

+7%
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Profiling recorded television viewers
Current and intended viewing levels C VEDIARESEARCH
%Regularly by demographics
= Regularly M15-19 M20-24 M25-34 M35-44 M45-54
Occasionally 27%  25%  30%  38%  35%
m Rarely

F15-19 F20-24 F25-34 F35-44 F45-54

m No but plan to in next émth 6% 33% 8% 38% 0%

No & no plan to
m Unfamiliar

Emotional attachment Future usageamong viewers

m Addicted/would never stop

Hate to stop . EO rr;}ore
m Uncomfortable to stop - Dg f:esa;nge

m Easily stop

32%never
or hate to
stop

Equates
to +14%
net more

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

30% 34% 31% 29%  32% 33% 33%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+14%  +14% | +15%% +20% +16% +11% +10%
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Profiling Sky/subscription TV viewers

Current and intended viewing levels

m Regularly
Occasionally

m Rarely

m No but plan to in next 6mth ' 32%
No & no plan to

m Unfamiliar
10%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

51% never

or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

48% 54% 55% 46% 50% 51% 55%

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
35% 30% 46% 56% 47%
F15-19 F20-24 F25-34 F35-44 F45-54
37% 39% 45% 48% 45%

Future usage amongviewers

m Do more
No change
m Do less

Equates
to +13%
net more

78%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+13% +12% | +10% +20% +16% +9%%  +10%

MEDIARESEARCH
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Deep profiling of subscribers

UK average

How their activity differs from

m Total UK

Watch recorded television
Play the National Lottery
Play offline games on PC
Listen to radio (not online)
Read paper/hardback books
Use bluetooth technology/applications
REELENELEVAN N
Read newspapers (printed)
Play games on handheld device
Watch PPV movies via Sky/cable
Go to cinema
Play online games on a console
Visit newspaper websites
Play online games on the PC
Buy video games
Pay to play online bingo
Play games on your mobile
Using mobile to surf Internet
Online gambling
Filesharing movies / programmes
Watch pirate DVDs of movies
Play online poker for money
Listen to radio streamed online
Stream music from social networks
Use internet chatrooms
Making calls w/ Skype/other online
Read other peoples' blogs
Filesharing music
Listen to radio on mobile phone
Watch full tv progs on streaming sites
Subscribe to MMORPG online game
Watch PPV movies over Internet
Watch movies on Blu-ray disk
Subscribe to paid-for podcast
Listen to audio books
Read e-books/novels downloaded
Subscribe paid mthly music d/I service
Buy authorised digital download movie
Chatting on Instant Messenger
Rent DVDs
Watch full movies on streaming sites
Swap hard drives to share content
Filesharing games / software
Listen to podcasts
Watch movies on HD-DVD disk
Watch TV on PC via twcard/USB tuner
Write on your own blog
Browse social network sites

Sky/cable

Difference

+12%

+10%
+8%
+8%
+7%
+7%
+7%
+6%
+6%
+6%
+5%
+5%
+5%
+5%
+5%
+3%
+3%
+3%
+3%
+3%
+3%
+3%
+2%
+2%
+2%
+2%
+2%
+2%
+2%
+2%
+2%
+2%
+2%
+2%
+2%
+2%
+2%
+2%
+1%
+1%
+1%
+1%
+1%
+1%
+1%
+1%
+1%
+1%

to Sky

m Total UK
Satellite television / Sky

Mobile phone access the Internet
Cable television
HD-ready tv set

UK average

Mobile phone w/ media player
Nintendo Wii

Digital Camera (not on mobile)
Wireless network at home

Pers dig music plyr (not iPod)

Computer with TV viewing card
iPod with video

iPod

External HDD to store media
Portable DAB radio

Non-portable DAB radio

iPod with touchscreen

Personal video plyr, excl video iPod
Playstation 3

iPhone / N95 or similar
PDA/Blackberry

Blu-ray player (not PS3)
An e-book reader
Apple TV set top box
Basic mobile phone
Freeview plus Top Up

How their ownership of technology differs from

Freeview (but not Top Up)

Sky +

DVD Recorder

Xbox 360

Windows Media Center

DVR ie HDD recorder (excl Sky+)
An HD-DVD Player

L (

Sky/ cable

MEDIARESEARCH

Difference
+27%

+14%
+10%
+8%
+7%
+6%
+6%
+6%
+6%
+4%
+4%
+4%
+3%
+3%
+3%
+2%
+2%
+2%
+2%
+2%
+1%
+1%
+1%
+1%
0%
0%
0%
-1%
-1%
-2%
-3%

-7%
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Profiling PPV movies

Current and intended viewing levels

m Regularly
Occasionally
m Rarely
m No but plan to in next émth
No & no plan to
m Unfamiliar 49%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

19%never
or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

21% 16% 25% 22%  22% 13% 14%

on Sky/Cable viewers

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
8% 10% 11% 8% 4%
F15-19 F20-24 F25-34 F35-44 F45-54
4% 12% 9% 4% 6%

Future usageamong viewers

m Do more
No change
m Do less

Equates

to +7% net
more

73%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+8% +5% +11% +17™% +8% +5% -3%

MEDIARESEARCH
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Deep profiling of those watching PPV
movies via Sky/Cable

differs from UK average

How their activity

mTotal UK = PPV Sky et al

Use bluetooth technology/applications 56%
Play games on handheld device 529
Stream music from social networks 6%
Read magazines | 68%
Watch Sky/other subscription TV~ [se———"|
Watch recorded television
Listen to radio on mobile phone
Visit newspaper websites
Rent DVDs
Go to cinema
Watch PPV movies over Internet
Use internet chatrooms
Listen to radio streamed online
Read newspapers (printed)
Using mobile to surf Internet
Buy video games
Watch pirate DVDs of movies
Play the National Lottery 60%
Swap hard drives to share content
Play offline games on PC
Subscribe paid mthly music d/I service
Buy authorised digital download movie
Play online games on a console
Making calls w/ Skype/other online
Listen to podcasts
Online gambling
Read e-books/novels downloaded
Filesharing games / software
Watch full tv progs on streaming sites
Chatting on Instant Messenger
Play games on your mobile
Pay to play online bingo
Listen to audio books
Watch full movies on streaming sites
Read other peoples' blogs
Watch movies on HD-DVD disk
Subscribe to MMORPG online game
Subscribe to paid-for podcast
Watch TV on PC via twcard/USB tuner
Write on your own blog
Play online poker for money
Watch movies on Blu-ray disk
Read paper/hardback books
Play online games on the PC
Filesharing music
Listen to radio (not online)
Filesharing movies / programmes
Browse social network sites

65%

69%

65%

67%

78%

Difference

+35%
+35%
+34%
+33%
+33%
+33%
+33%
+32%
+32%
+31%
+30%
+29%
+29%
+28%
+27%
+26%
+26%
+26%
+25%
+24%
+24%
+24%
+24%
+24%
+24%
+24%
+23%
+23%
+23%
+22%
+22%
+22%
+22%
+21%
+20%
+20%
+20%
+20%
+19%
+19%
+19%
+19%
+18%
+18%
+17%
+16%
+16%
+13%

L (

H Total UK PPV Sky et al
Sky +
An HD-DVD Player
iPod with touchscreen
Portable DAB radio
Cable television
Satellite television / Sky
Playstation 3
iPhone / N95 or similar
Nintendo Wii
PDA/Blackberry
An e-book reader
Computer with TV viewing card
Blu-ray player (not PS3)
DVD Recorder
Freeview plus Top Up
Apple TV set top box
Non-portable DAB radio
iPod with video
Xbox 360
Personal video plyr, excl video iPod
HD-ready tv set
Windows Media Center
DVR ie HDD recorder (excl Sky+)
External HDD to store media
iPod
Mobile phone w/ media player
Pers dig music plyr (not iPod)
Wireless network at home
Mobile phone access the Internet
Basic mobile phone
Digital Camera (not on mobile)
Freeview (but not Top Up)

How their ownership of technology differs from UK average

MEDIARESEARCH

Difference
+32%

+32%
+29%
+28%
+28%
+27%
+26%
+26%
+25%
+25%
+25%
+25%
+24%
+23%
+23%
+22%
+22%
+22%
+22%
+21%
+21%
+20%
+20%
+19%
+17%
+17%
+17%
+12%
+8%
+8%
+7%

+3%
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Profiling those watching full TV —
programmes from streaming sites =

Current and intended viewing levels

[ ¢ MEDIARESEARCH
%Regularly by demographics
= Regularly M15-19 M20-24 M25-34 M35-44 M45-54
Occasionally 13%  14% 7% 4% 2%
m Rarely

F15-19 F20-24 F25-34 F35-44 F45-54

m No but plan to in next émth 14% — 8% 3% 3%

No & no plan to
m Unfamiliar

53%

Emotional attachment Future usageamong viewers
m Addicted/would never stop m Do more
Hate to stop No change
m Uncomfortable to stop m Do less

m Easily stop

19% never
or hate to

stop Equates

to +19%
net more

%Never or hate to stop by demographics %Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54 Male Female 15-19 20-24 25-34 35-44 45-54

20% 18% 25% 20%  21% 13% 15% +22%  +16% +9% +27% +2% +15% +13%
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Deep profiling of those streaming TV

mTotal UK = Stream TV

Watch full movies on streaming sites +47%
Stream music from social networks 58% +46% ( MEDIARESEARCH
Chatting on Instant Messenger
Watch recorded television
Read other peoples' blogs
Watch TV on PC via twcard/USB tuner
Browse social network sites
Play online games on the PC
Play offline games on PC
Rent DVDs
Go to cinema
Filesharing music
Making calls w/ Skype/other online
Use bluetooth technology/applications
Write on your own blog
Watch PPV movies over Internet
Listen to radio streamed online
Play games on your mobile
Listen to radio on mobile phone
Pay to play online bingo
Subscribe paid mthly music d/I service
Buy authorised digital download movie
Using mobile to surf Internet
Play games on handheld device
Use internet chatrooms
Watch movies on HD-DVD disk
Visit newspaper websites
Buy video games
Play online games on a console
Watch PPV movies via Sky/cable
Filesharing movies / programmes
Watch pirate DVDs of movies
Swap hard drives to share content
Read newspapers (printed) 65% +24%
Filesharing games / software +24%
Read magazines 59% +24%
Listen to audio books +2206
Read e-books/novels downloaded 2206
Subscribe to paid-for podcast +22%
Watch movies on Blu-ray disk +21%
Listen to podcasts +21%
Online gambling +20%
Subscribe to MMORPG online game +20%
Play online poker for money +18%
Read paper/hardback books 64% +17%
Watch Sky/other subscription TV 59% +14% Digital Camera (not on mobile)
Play the National Lottery
Listen to radio (not online)

—
1

I
Difference

71% +39%
70% +38%
+36%
+36%
70% +36%
+34%
+33%
+33%
+32%
+32%
+31%
+30%
+30%
+29%
+29%
+29%
+29%
+28%
+28%
+28%
+28%
+27%
+27%
+27%
+26%
+26%
+26%
+26%
+25%
+25%
+25%

mTotal UK = Stream TV
Computer with TV viewing card
iPod with video

Difference
+29%

+29%
Personal video plyr, excl video iPod
An HDDVD Player
Playstation 3
Sky +
An e-book reader
Blu-ray player (not PS3)
Xbox 360
Mobile phone w/ media player

+28%
+27%
+27%
+26%
+26%
+26%

+25%

UK average

+24%
iPod with touchscreen +23%
Freeview plus Top Up
Nintendo Wii
PDA/Blackberry
Apple TV set top box
DVR ie HDD recorder (excl Sky+)

External HDD to store media

+23%
+23%
+23%
+23%
+22%
+22%
Windows Media Center

iPod

iPhone / N95 or similar

Pers dig music plyr (not iPod)
Cable television

Portable DAB radio
Non-portable DAB radio
Basic mobile phone

Freeview (but not Top Up)

+21%
+21%
+20%
+20%
+19%
+18%
+18%

+16%

How their activity differs from

+15%
Wireless network at home +13%
Mobile phone access the Internet
DVD Recorder
HD-ready tv set

Satellite television / Sky

+12%
+12%
+12%

+11%

How their ownership of technology differs from UK average

+6%

+13%
2% +11%
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Profiling those watchin —
TV on PCvia TV-Card/USBtuner —

Current and intended viewing levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth
No & no plan to

m Unfamiliar

58%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

23% never

or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54
27% 16%* 30% 20% 30% 20% 15%

* Caution: low base

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
9% 9% 7% 6% 3%
F15-19 F20-24 F25-34 F35-44 F45-54
4% 5% 4% 4% 3%

Future usage amongviewers

m Do more
No change
m Do less

Equates
to +22%
net more

64%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+24%  +18%* | +17% +23% +20% +22% +26%

* Caution: low base

MEDIARESEARCH
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Deep profiling of those watching TV on PC

How their activity differs from UK average

m Total UK

Watch full tv progs on streaming sites
Stream music from social networks
Watch full movies on streaming sites
Listen to radio streamed online
Rent DVDs
Making calls w/ Skype/other online
Listen to podcasts
Watch PPV movies over Internet
Play offline games on PC
Watch recorded television
Read e-books/novels downloaded
Go to cinema
Subscribe paid mthly music d/I service
Use bluetooth technology/applications
Buy authorised digital download movie
Using mobile to surf Internet
Watch movies on HD-DVD disk
Buy video games
Visit newspaper websites
Play games on handheld device
Play online games on a console
Read other peoples' blogs
Listen to radio on mobile phone
Write on your own blog
Listen to audio books
Subscribe to paid-for podcast
Watch movies on Blu-ray disk
Play online games on the PC
Watch pirate DVDs of movies
Swap hard drives to share content
Watch PPV movies via Sky/cable
Use internet chatrooms
Pay to play online bingo
Play games on your mobile
Read magazines
Filesharing games / software
Subscribe to MMORPG online game
Chatting on Instant Messenger
Filesharing music
Online gambling
Filesharing movies / programmes
Play the National Lottery
Read newspapers (printed)
Read paper/hardback books
Browse social network sites

TVviaPC

Play online poker for money
Listen to radio (not online)
Watch Sky/other subscription TV

a1 ‘

24%

53%
55%

57%

53%

58%
68%

57%

55%

57%

50%

51%

63%

59%

58%
64%
70%
7%

2%
59%

Difference

+47%
+43%
+40%
+39%
+38%
+38%
+38%
+38%
+37%
+36%
+36%
+36%
+35%
+34%
+34%
+34%
+34%
+33%
+33%
+33%
+32%
+32%
+32%
+32%
+32%
+32%
+31%
+31%
+31%
+31%
+30%
+29%
+29%
+29%
+28%
+28%
+27%
+27%
+27%
+25%
+24%
+24%
+23%
+23%
+23%
+21%
+21%
+14%

How their ownership of technology differs from UK average

L (

ETotal UK =TV via PC
Computer with TV viewing card
Windows Media Center
iPod with video
External HDD to store media
Personal video plyr, excl video iPod
An e-book reader
DVR ie HDD recorder (excl Sky+)
iPhone / N95 or similar
PDA/Blackberry
Apple TV set top box
Portable DAB radio
Xbox 360
An HD-DVD Player
Pers dig music plyr (not iPod)
iPod with touchscreen
Blu-ray player (not PS3)
Sky +
Freeview plus Top Up
Non-portable DAB radio
Cable television
Mobile phone w/ media player
DVD Recorder
Playstation 3
iPod
Freeview (but not Top Up)
Nintendo Wii
HD-ready tv set
Basic mobile phone
Mobile phone access the Internet
Wireless network at home
Satellite television / Sky
Digital Camera (not on mobile)

MEDIARESEARCH

Difference
+61%

+44%
+41%
+40%
+37%
+37%
+36%
+36%
+35%
+34%
+33%
+33%
+32%
+31%
+31%
+30%
+29%
+29%
+29%
+29%
+28%
+26%
+26%
+25%
+24%
+23%
+21%
+19%
+15%
+15%
+14%

+7%
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Usage of social networks

Current and intended usagelevels C VEDIARESEARCH
%Regularly by demographics
m Regularly M15-19 M20-24 M25-34 M35-44 M45-54
Occasion’y 55%  59%  33%  24%  13%
m Rarely 24% F15-19 F20-24 F25-34 F35-44 F45-54

m No but plan to in next émth
No & no plan to
m Unfamiliar

64% 68% 47% 21% 12%

Usageof social networks and communities is
now mainstream with an average of 1in 2 at
least occasionally using them. Usage does
remain highly correlated with age but even 1
in 8 45-54 year olds regularly use them.

Emotlonal attaChment Future usageamong users Among teenagers, over half of males and
two thirds of females use social networks
m Addicted/would never stop

regularly. As we have seen, for teenagers

Hate to stop - Eg 2:10;: e they take up a great deal of their available
m Uncomfortable to stop g leisure time and they are having a serious
. m Do less impact on the consumption of other

u Eamly StOP activities and media, particularly traditional

media.

Social networks a r e nafpassing fad: the
emotional attachment and likely future
usage are also very strong with a net 1 in 6
saying they are going to use them more.

29% never
or hate to
stop

Equates
to +15%
net more

%Never or hate to stop by demographics %Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54 Male Female 15-19 20-24 25-34 35-44 45-54

25% 34% 44%  40%  31% 20% 18% +14%  +17% | +21% +20% +16% +13% +8%

113



Awareness and usage

Question: Do you ever use any of the following websites?

m Yes - have profile = Yes, browse mNo, don't use mNever heard of it

Facebook 16%  IN2EN6%
Myspace [ | b/ T i
Friends Reunited [ 33%  10%
YouTube % 7% 5%

Bebo 49, e 46 15%

MSN Spaces % 3% 29%
MSN Groups Y 45 22%
Yahoo! Groups 4% 4% 26
Faceparty 7 7% ST .
WAYN 7 67 IS e 7.

hi5 o WP VI T

Flickr [ 33 4%

Last.fm I 7% I
Second Life [ 6% HIEEED s

LinkedIn |4 I G 8 A ——
Piczo |5 S I 31—
StumbleUpon & 5 I 5 —
Pandora 5 7 I e 5 A ——
del.icio.us  Ei S I 5 —
TagWorld A ———
Daily Motion R A ———
Xanga FS%—
reddit A ———
Metacafe R I
Digg R A —————

Tioti F4%—

Daily Episodes k4 I 7 ——
Nuzizo ;4%—

WIGGIN

[ ¢ MEDIARESEARCH

There are many social networks out there.
The top five according to consumers are
Facebook, Myspace, Friends Reunited,
YouTube (which qualifies as it has a
community element) and Bebo.

Facebook is a remarkable success When
consumers were asked, Facebook elicited
the highest proportion of those with a
profile and also the highest profile to
browsing ratio. According to this sample, it
has overtaken Myspace Awarenessof both is
incredibly high & only around 6-7% have
never heard of these communities.

Base: Q20, All respondents (1,608) 114



Awareness and usage by demographics

% Have pr o Total

3
Friends Reunited 206 0% 5% 4% 7% 0% 6% 0%  51% 7%

6
3 3
1 2
4.
3
2

6%
pgg | 2% |
Daily Episodes

5
6
5
4
2

5
3
4 28
1% 5% 1% 4% 4% 56% 29% 8% 3% 5%
3 2
2 3
2

9%
10%
10%

9%

6%

5%
10%

4%

7%

4%

5%

7%

5%

3%

7%

6%

4%

4%

3%

14%
16%
8%
9%
5%
6%
4%
4%
5%
5%
4%
6%
6%
4%
6%
4%
4%
4%
4%

15%
10%
11%
10%
7%
10%
6%
8%
6%
8%
4%
6%
5%
6%
5%
4%
5%
5%
4%

10%
8%
12%
7%
8%
9%
1%
6%
3%
1%
1%
0%
0%
1%
0%
1%
1%
0%
0%

&
3
3
2
1
1
1
1

5%
4%
8%
2%
9%
3%
1%
1%
1%
1%
1%
1%
0%
0%
1%
0%
0%
0%
0%

6 4
1

9%
16%
9%
6%
1%
1%
15%
1%
6%
1%
4%
0%
4%
0%
0%
0%
0%
0%
1%

11%
12%
8%
8%
10%
4%
8%
6%
3%
5%
9%
4%
5%
4%
4%
5%
4%
4%
1%

11%
9%
6%
4%
3%
6%
4%
4%
4%
4%
4%
2%
2%
5%
2%
2%
1%
3%
2%

1
1

5% 2% 8% 2% 2% 3% % 7% 9% 1%

3%
1%
2%
2%
5%
3%
0%
1%
1%
1%
0%
1%
0%
1%
0%
1%
2%
0%
0%

3
2
4
1
1
1
2
1

M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 FA5-54
4%  62%  56%  49%  37% | 53%  72%  73%  53%  33%
2

Myspace | awe | 63% 3%  20%  43% 3% | 60%  43%  34%  26%  28%

3% 2% 5% 5% 6% 6% % 5% 0% 1%

1
1

5 4 2 7
2 4 3
3 4 5
2 1 1
1 1 2 1
1 1 1
1 2 1

1 1 1
9%  13%  14%  20%  19% | 6%  14%  14%  10%  16%
1%  10% 9% 5% 9% | 11%  24% 8% 4% 6%

5%
5%
4%
0%
2%
2%
0%
0%
1%
0%
1%
0%
0%
0%
0%
0%
0%
0%
0%

q MEDIARESEARCH

Usageof these networks differs markedly by
demographic.

Facebook is relatively strong across all
demographics, only slightly weaker among
45-54 year olds.

Myspace, on the other hand, has more of an
age bias in its user base.

As to be expected, Bebo also has a major

age bias with teenagers by far the most
likely user demographic.

Base: Q20, All respondents (1,608)
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Deep profiling of social networkers

u Total UK Social networkers

How their activity differs from UK average

Chatting on Instant Messenger

Stream music from social networks
Use bluetooth technology /applications
Read other peoples’blogs

Go to cinema

Playonline gameson a console

Play games on your mobile

Use internet chatrooms

Playonline gameson the PC |

Listen to radio streamed online
Play games on handheld device

Watch full tv progson streaming sites :

Listen to normal radio

Using mobile to surf Internet

Listen to podcasts

Filesharing music

Listen to radio on mobile phone
Read magazines

Watch full movies on streaming sites
Filesharing movies / programmes
Write on your own blog

Read paper/hardback books
Playoffline gameson PC

Making calls w/ Skype fotheronline
Watchpirate DVDs of movies

Swap hard drives to share content
Read e-books/novelsdownloaded
Watch recorded television

Buy video games

Visit newspaper websites

Rent DVDs

Watch PPV movies over Internet

Pay to play online bingo

Buy authorised digital download movie
Watch movies on HD-DVD disk
Subscribe to MMORP G online game
Read newspapers (printed)

Listen to audio books

Subscribe paid mthly music d /1 service
Filesharing games / software
Subscribe to paid-forpodcast

Watch PPV movies via Sky/cable
Watch TVon PC via tv-card /USB tuner
Playonline poker for money

Online gambling

Watch movies on Blu-ray disk
WatchSky/other, pay subscription
Play the National Lottery

305

S

Difference

+24%
+18%
+11%
+10%
+9%
+9%
+9%
+9%
+8%
+8%
+8%
+7%
+7%
+6%
+6%
+6%
+6%
+6%
+6%
+6%
+6%
+5%
+5%
+5%
+5%
+5%
+5%
+5%
+5%
+4%
+4%
+4%
+4%
+4%
+4%
+4%
+3%
+3%
+3%
+3%
+3%
+3%
+3%
+3%
+2%
+2%
+2%
-6%

How their ownership of technology differs from UK average

C

m Total UK Social networkers

Mobile phone w/ media player
iPod
Wireless network at home
Mobile phone access the Internet
External HDD to store media
iPhone / N95 or similar
Personal digital music plyr (excl é
Personal video plyr, excl video iPod
iPod with video
An HDDVD Player
Freeview (but not Top Up)
Computer with TV viewing card
Nonportable DAB radio
Freeview plus Top Up
Satellite television / Sky
Xbox 360
Playstation 3
Nintendo Wii
iPod with touchscreen
Portable DAB radio
Blu-ray player (not PS3)
Digital Camera (not on mobile)
An e-book reader
Sky +
Apple iTV set top box
Windows Media Center
PDA/Blackberry
HD-ready tv set
DVR ie HDD recorder (excl Sky+)
Cable television
DVD Recorder
Basic mobile phone

Difference

+9%
+9%
+7%
+6%
+6%
+6%
+5%
+5%
+5%
+4%
+4%
+4%
+4%
+4%
+3%
+3%
+3%
+3%
+3%
+2%
+2%
+2%
+2%
+2%
+2%
+1%
+1%
+1%
+1%
+0%
+0%

+0%

MEDIARESEARCH
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General attitudes towarads
social networks

Question: How much do you agree or disagree with the WiGGiN
following statements about social networking sites? (¢ MEDIARESEARCH

m Strongly agree = Agree m Disagree m Strongly disagree = Not sure Total

agree
I only have 'friends' that | know and like m 40% 0% 61%
There are a number of important

findings to consider.

Just 60% claim to only have friends

49% they know and like in social

networks, meaning many have

strangers or new 0 f r i eon dhei®

profile. This presents interesting

0 possibilities for brands and
28% entertainment providers.

Using social networks is addictive

Social networks impact amount of work get done in day

Social networks are addictive 0 nearly
1 in 2 users say so. As indicated

2204  above, social networks engender a
high emotional attachment and many
consumers are spending more and
more time in them. This suggests
important new opportunities eg the

21% potential to expand social networks
into being serious media players and
using them as part of a content
distribution model.

I've arranged to meet someone met through a site

Social networks are a fad that will soon be over

I've used social network sites for work/career 19%

This findings support the hypothesis
that social networks are a time drain.
Over 1 in 4 say that using social
networks impacts the amount of work
169% they get done in a day. Partly in
mitigation, just under 1 in 5 have
used social networks for their work or
career.

I'm competitive about how many 'friends' have on profile

I've bought music through a social networking site 11%

Base: Q22, All using social networks (1,031) 117



Expansion as a serious media player

Question: How much do you agree or disagree with the : :
following statements about social networking sites? WIGGIN

[ ¢ MEDIARESEARCH

m Strongly agree = Agree m Disagree m Strongly disagree = Not sure Total

agree
More and more time is being spent in

social networking communities. Many
of them have the capability of
Potential main way access video/music, if player good % 23% 18% 279, streaming video and music. This
analysis explores the potential for

social networks to expand to be
serious media players and means of
distributing content.

I've streamed video through a social networking site

Interested in chat about what's shown as video streamed 26%

The headline finding in this analysisis
that over 1 in 4 (27% agree that
social networks have the potential to
be the main way in which they access
video and music, aslong asthe player
23%  was up to scratch. Many more are
interested in using social networks to
accesscontent.

Interested using as serious media player to stream music

If following the consumer, why not
2294  place content where the consumer is
spending a considerable and
increasing amount of their available
leisure time. This analysis shows that

social networks have a serious
. . . . 0 0 potential for content distribution .
Interested using as serious media player to stream movies 17% _ 19% 20% Over a quarter also see the benefit in
being able to chat or interact with
whatever content is being streamed.
Interested using embedded online gambling applications '10_ 12% 13%

Base: Q22, All using social networks (1,031) 118
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Social networks, brands and advertising

Question: How much do you agree or disagree with the
following statements about social networking sites?

m Strongly agree = Agree m Disagree ® Strongly disagree = Not sure
Total

agree

It's a good idea that advertisers on these

networks deliver targeted ads rather than
generic ads even though it means storage and
use of my personal data and preferences

v 21% 21% 26%

| sometimes click on ads in social network sites 11% 22%

| would add brands as a 'friend' on my social network sites 16% 19%

Base: Q22, All using social networks (1,031)

WIGGIN
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Keeping with the theme of following
the consumer to where they spend
leisure time this analysis showsthat a
substantial proportion of consumers
are receptive towards the concept of
brands being more involved in social
networks.

Over 1 in 4 agree that they would
rather be served with better targeted
ads, even if it means the use of
certain personal cookie data. Just
over 1 in 5 sometimes click on the
ads served on social networking sites.

Showing the true receptiveness of
consumers, just under 1 in 5 would
add a brand as a 6 f r i em such
sites.

All this shows that social networking
sites do have an audience for brands
and advertising. Of course there are
proportions of consumersthat are not
at all receptive, but these figures are
encouraging nonetheless.
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Attitudes towards social networks .
by demographics =——

[ ( MEDIARESEARCH

% Total agree Total M15-19 M20-24 M25-34 M35-44 MA45-54 F15-19 F20-24 F25-34 F35-44 F45-54

56% 60% 63% 62% 48% 65% 61% 68% 61% 61%
60% 59% 54% 36% 30% 59% 67% 56% 40% 38%
wn o am wn om | wn s ww n i
W% % m% 16 I | a%  aw % 1% o
35% 40% 30% 22% 25% 32% 35% 27% 15% 17%
42% 34% 30% 25% 23% 29% 30% 19% 16% 20%
38% 30% 32% 23% 22% 33% 28% 22% 10% 23%
34% 32% 32% 16% 22% 35% 26% 18% 11% 13%
son s on n oo | s aw i v i
A% % oM 1% 1w | 2% 2a% 2w % 13
25% 32% 29% 19% 20% 17% 28% 20% 15% 12%
% o % % 1ok | 1% 2w zom 2% o
24% 33% 31% 17% 14% 30% 25% 17% 6% 10%
24% 31% 27% 11% 11% 23% 28% 25% 7% 10%
ow ow  a% tw iow | Tw o tn un o
28% 25% 25% 5% 5% 15% 25% 20% 5% 9%
% 2% 2w 12%  ew | we 1% o w6 ow
% ze 1% % % | 2% 1% % & 1%

Base: Q22, All using social networks (1,031) 120



Impact of social networks
on content discovery and purchase

Question: Please tell us whether

you have done any of the following
when using social networking sites

Searched for new music

Found out about a movie that someone

recommended

Found out about tv prog that someone

recommended

Searched for music to purchase

Found out about a book/magazine that
someone recommended

Purchased song/album discovered or
recommended by friend on social network

% Regularly / occasionally
Searched for new music

Total

Found out about recommended movie
Found out about recommended tv prog

Searched for music to purchase

Found out about a recommended
book/ mag

Purchased song/alpum discovered or 18% 19% 31%
recommended by friend

20%

m Regularly
Occasionally
m Rarely
m No, but interested to start Reqularly/
No and it doesn't interest me occasionally
o0 JEEORRS o1% oon
1oos OB w0 oo
46% 22%
50% 21%
46% 20%
50% 18%

M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54
44% 36% 33% 30% 22% 48% 24% 27% 17% 22%
38% 34% 29% 20% 13% 30% 30% 25% 15% 20%
33% 37% 28% 18% 13% 25% 25% 18% 11% 14%
26% 36% 30% 21% 13% 22% 22% 19% 13% 12%

28% 26% 25% 12% 12% 22% 27% 22% 13% 20%

25% 14% 13% 25% 21% 16% 11% 8%

MEDIARESEARCH

This analysis shows the degree to
which social  networks are
influencing content discovery and,
most importantly, content
purchase.

Social networks are certainly
influencing content discovery with
30%at least occasionally searching
for new music and around a
quarter finding out about movies
or TV programmes through peer
recommendation.

It d oes mtdptat mere content
discovery. Around 1 in 5 say that
they have actually purchased
music based on a peer
recommendation from a social
network and around the same
proportion have searched social
networks looking for music to
purchase. The link between its
utility as a content discovery tool
and purchase is clear. Content
providers need to make the
process of discovery to purchase
conversion as easy, intuitive and as
0 s o metveotk
possible.

Base: Q23, All using social networks (1,031)

friendéasy?o
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Question: Think about the time you spend on social networks. How would you C MEDIARESEARCH
say soci al net works have I mpacted the amount of time you wu
m Spent less time due to social networks = No impact mMoretime % Net
more/less
Do homework/work for business at home 17% B -14%
Watching television 78% B -12% This analysis shows that the success of
] social networks at the expense of other
Reading books 82% &/ -10% activites and traditional media in
Browsing other websites 75% B 9% particular
Playing video games 81% 5% -8% '(I'h(i:j m:in activli(t)ies a:fehc_ted l;a)tre c\j/vorkt
an omework), watcning roaacas
Spending time with my family 83% &M, 3% television, reading print, visiting other
Reading magazines 839, ' 80/ sites, playing gamesand the list goeson.
(4] - 0
s . Whilst social networks are impacting time
Exercising / Doing sport 83% B % spent with the family, they are
: _70, encouraging socialising and spending time
Readmg NEWspapers 84% l 7% with friends, as you might expect from a
Doing hobby / arts / crafts 82% BE 7% 6socimetwdrk of friends and
. acquaintances. Social networks are also
Watching DVDs 84% B 5% encouraging the spread and listening of
Download unauthorised TV/Movies 85% B 3% musie
Listening to the radio 84% B 3%
Going to the cinema 87% BE 2%
Attend cultural events (theatre, galleries.. 87% B 1%
Download unauthorised music 85% B 1%
Spending time with friends 82% B +1%
Socialising / Going out 82% |E 2%
Listening to music 78% EEE 5%

Base: Q24, All using social networks and doing activity 122



Impact of social networks
on other leisure activities
by demOgrapthS q MEDIARESEARCH

Net more or less Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Do homework/work for business at -30% -18% -7% -8% -4% -32% -13% -19% -7% -4%

-10% -11% -10% -10% -7% -21% -7% -18% -16% -11%
% -19% -14% -5% -7% -2% -14% -15% -12% -11% +2%

-16% -13% -5% -5% -5% -8% -15% -14% -11% 0%

-14% -15% -9% -11% -9% -16% -12% -1% -5% +10%
-19% -7% -12% -5% -2% -22% -14% -4% -6% +4%
-10% -9% -12% -7% -7% -3% -12% -10% -2% -6%
-5% -7% -3% -7% -4% -19% -11% -11% -4% -6%
-12% -9% -3% -6% -3% -17% -9% -6% -6% 0%
-5% -10% -8% +2% -7% -17% -5% -11% -8% +2%
-10% -4% -2% -3% -6%

- -5% -7% -1% +3% -6% -4% -5% -6% -8% +4%
-6% -1% -7% +2% 0% -3% -71% -5% -3% +5%

- 0% -5% -3% 0% -1% +2% 0% -5% -3% -2%

-1% -8% -4% -2% +1% 0% -2% 0% -2% -2% +5%

-8% -7% -8% -4% +1%

W
RN

+1%  -6%  +W% 4% 2% | 3%  -6%  -9%  -4%  +11%
2% 8% 1%  +T%  +2% | 2% 206 +1% 1%  +1%
+8% +1% -4% +2% +3% +2% 5% +7% -1% +4%
+11% 4% 4% +8%  -1% | +19% 5% 3% 1%  +9%

When we breakout the impact of social networks, we see marked differences by demographics. For teenagers (who are the most emotionally attached
to social networks), the impact on other activities and media is even more prominent. Among teenage females, for example, there is a -31%net less
time spent on work/homework . There is also a major negative impact on traditional media 0 again for teenage females there is a -21%net less time
spent watching broadcast television and -14%net less time spent reading books. On the other hand, among female teenagers, there is a net +19%
increase in time spent listening to music.

Again, this reinforces the belief that it makes senseto intercept the consumer in such places, providing even more weight for the potential of such
communities to be usedto distribute content.
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Streaming music from social networks

Current and intended streaming levels

m Regularly
Occasionally
m Rarely
m No but plan to in next émth
No & no plan to
m Unfamiliar 449

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

19% never
or hate to
stop

%Would never stop or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

21% 19% 25% 24%  24% 13% 11%

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
24% 23% 14% 8% 5%
F15-19 F20-24 F25-34 F35-44 F45-54
30% 20% 15% 5% 5%

Future usage among streamers

m Do more
No change
m Do less

Equates
to +16%
net more

72%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+15%%  +17% | +16% +16% +15% +12% +22%

MEDIARESEARCH
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Deep profiling of those streaming music

on social networks

UK average

How their activity differs from

m Total UK Stream Music on Social Networks

Browse social network sites
Chatting on Instant Messenger
Go to cinema
Use bluetooth technology/applications |
Read magazines |
Listen to radio streamed online

Use internet chatrooms
Play games on handheld device
Play games on your mobile
Watch full tv progs on streaming sites
Read other peoples' blogs
Listen to radio on mobile phone
Watch full movies on streaming sites
Visit newspaper websites
Watch recorded television
Watch PPV movies via Sky/cable
Watch PPV movies over Internet
Using mobile to surf Internet
Watch movies on HD-DVD disk
Rent DVDs
Read newspapers (printed)
Play online games on a console
Watch TV on PC via twcard/USB tuner
Swap hard drives to share content
Read e-books/novels downloaded
Buy authorised digital download movie
Play online games on the PC
Listen to podcasts
Watch pirate DVDs of movies
Write on your own blog
Listen to radio (not online)
Buy video games
Filesharing music
Making calls w/ Skype/other online
Subscribe to paid-for podcast
Pay to play online bingo
Listen to audio books
Subscribe paid mthly music d/I service
Filesharing games / software
Filesharing movies / programmes
Subscribe to MMORPG online game
Watch movies on Blu-ray disk
Play offline games on PC
Play online poker for money
Read paper/hardback books
Online gambling
Watch Sky/other subscription TV
Play the National Lottery

82%
73%

58%

66%

Difference

+48%
+41%
+2%%
+26%
+25%
+25%
+25%
+25%
+24%
+24%
+23%
+23%
+23%
+22%
+20%
+20%
+1%
+18%
+18%
+17™%
+17%
+17™%
+17%
+17™%
+16%
+16%
+16%
+16%
+16%
+16%
+15%
+15%
+15%
+14%
+14%
+14%
+14%
+14%
+14%
+13%
+13%
+12%
+11%
+10%
+%
+8%
+5%
+4%

L (

H Total UK = Music netwk
iPod
An HDDVD Player
iPhone / N95 or similar
Mobile phone w/ media player
Playstation 3
iPod with touchscreen
Portable DAB radio
Blu-ray player (not PS3)
External HDD to store media
Freeview plus Top Up
Personal video plyr, excl video iPod
iPod with video
Xbox 360
Pers dig music plyr (not iPod)
Sky +
An e-book reader
Apple TV set top box
Computer with TV viewing card
Non-portable DAB radio
Windows Media Center
PDA/Blackberry
Mobile phone access the Internet
Freeview (but not Top Up)
Cable television
Nintendo Wii
HD-ready tv set
Satellite television / Sky
DVR ie HDD recorder (excl Sky+)
DVD Recorder
Wireless network at home
Basic mobile phone
Digital Camera (not on mobile)

How their ownership of technology differs from UK average

Difference

+19%
+19%
+18%
+18%
+17%
+17%
+16%
+16%
+15%
+15%
+15%
+15%
+15%
+14%
+14%
+14%
+14%
+14%
+13%
+12%
+12%
+11%
+11%
+11%
+11%
+10%
+9%
+9%
+7%
+7%
+4%

+2%
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Printed newspaper reading

Current and intended reading levels

m Regularly
Occasionally

® Rarely

= No but plan to in next 6mth
No & no plan to

m Unfamiliar

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

33% never
or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

32% 34% 27% 27%  34% 33% 38%

11%

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
32% 39% 41% 44% 51%
F15-19 F20-24 F25-34 F35-44 F45-54
27% 29% 40% 36% 53%

Future usage among readers

m Do more
No change
m Do less

Equates
to +11%
net more

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+12%  +10% | +22% +15% +8% +10% +7%
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Visit newspaper websites

Current and intended visit levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth
No & no plan to

m Unfamiliar

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

18% never
or hate to

stop

%Would never stop or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

17% 19% 14% 20%  24% 16% 16%

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
14% 23% 32% 26% 23%
F15-19 F20-24 F25-34 F35-44 F45-54
11% 24% 23% 24% 30%

Future usage among visitors

m Do more
No change
m Do less

Equates
to +13%
net more

77%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+13%  +13% | +19% +14% +10% +13% +13%
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Deep profiling of newspaper website visitors

differs from UK average

How their activity

mTotal UK = Paper Sites

Read newspapers (printed)
Read magazines
Watch recorded television
Go to cinema
Listen to radio (not online)
Read paper/hardback books |
Listen to radio streamed online
Rent DVDs
Play the National Lottery
Use bluetooth technology/applications
Using mobile to surf Internet
Stream music from social networks
Listen to podcasts
Buy video games
Watch PPV movies via Sky/cable
Making calls w/ Skype/other online
Read other peoples' blogs
Watch Sky/other subscription TV
Play offline games on PC
Play games on handheld device
Play games on your mobile
Listen to radio on mobile phone
Chatting on Instant Messenger
Play online games on the PC
Use internet chatrooms
Watch movies on HD-DVD disk
Watch full tv progs on streaming sites
Read e-books/novels downloaded
Watch PPV movies over Internet
Watch pirate DVDs of movies
Watch TV on PC via twcard/USB tuner
Swap hard drives to share content
Listen to audio books
Play online games on a console
Watch full movies on streaming sites
Online gambling
Filesharing movies / programmes
Write on your own blog
Subscribe to MMORPG online game
Watch movies on Blu-ray disk
Subscribe to paid-for podcast
Pay to play online bingo
Subscribe paid mthly music d/I service
Buy authorised digital download movie
Filesharing games / software
Browse social network sites
Play online poker for money
Filesharing music

Difference

+25%
+22%
+19%
+18%
+17%
+16%
+15%
+13%
+13%
+12%
+12%
+11%
+11%
+11%
+10%
+10%
+10%
+9%
+9%
+9%
+8%
+8%
+7%
+7%
+7%
+7%
+7%
+7%
+7%
+7%
+7%
+6%
+6%
+6%
+6%
+6%
+6%
+6%
+5%
+5%
+5%
+5%
+5%
+5%
+5%
+5%
+4%
+3%

L (

ETotal UK = Paper Sites
iPod with video
Computer with TV viewing card
PDA/Blackberry
Freeview (but not Top Up)
External HDD to store media
Non-portable DAB radio
Portable DAB radio
Digital Camera (not on mobile)
iPod
iPhone / N95 or similar
Pers dig music plyr (not iPod)
DVD Recorder
HD-ready tv set
Windows Media Center
Sky +
Freeview plus Top Up
Personal video plyr, excl video iPod
Wireless network at home
Basic mobile phone
An e-book reader
Apple TV set top box
Xbox 360
An HD-DVD Player
iPod with touchscreen
Blu-ray player (not PS3)
Nintendo Wii
DVR ie HDD recorder (excl Sky+)
Playstation 3
Cable television
Satellite television / Sky
Mobile phone w/ media player
Mobile phone access the Internet

How their ownership of technology differs from UK average

Difference
+10%

+9%
+9%
+9%
+8%
+8%
+8%
+8%
+7%
+7%
+7%
+6%
+6%
+6%
+6%
+6%
+6%
+6%
+5%
+5%
+5%
+5%
+5%
+5%
+5%
+4%
+4%
+4%
+4%
+3%
+2%

+2%
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Impact of websites on purchase
of printed newspapers

q MEDIARESEARCH

Question: To what extent, if any, has visiting newspaper
websites affected your purchases of printed newspapers?

® | have stopped buying
printed newspapers

| buy printed newspapers

less now

® | never bought printed
newspapers anyway

® It has not changed how often
| buy printed newspapers

| buy printed newspapers

more often now

Stopped buying/buying less
Stopped buying
Buying less

Never bought anyway

As newspapers increase their online
activity, one important analysisis to assess
what impact this is having upon the
purchase levels of the printed version.

30%of those visiting newspaper sites state
they have stopped buying or are buying
fewer printed newspapers Among males
aged 25-34, the proportion is even higher
(429%).

That said, 17% never bought printed
newspapers in the first place and for this
group, such sites are opening up newspaper
brands to a new audience.

Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

33%  32%  42%  29%  25% | 23%  28%  29%  31%  27%
7% 9% 9% 10% 6% | 4% 7% 7%  14% 8%

260 22% 33% 19%  19% | 20% 20% 22% 17%  19%

31%  16%  15%  14%  15% | 37% 17% 17%  14%  15%

33%  49%  43% 56% 58% | 38% 56% 51%  52%  57%

2% 4%  <1% 1% 2% | 2% 0% 3% 3% 1%

Base: Q30, All ever visit newspaper sites (1,243)
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UK newspaper websites

visited regularly

Question: Which sites do you visit most regularly? Please select all that apply

The Sun Online
Times Online

Daily Mail

Guardian Unlimited
Telegraph.co.uk
Mirror.co.uk
Metro.co.uk

News of the World
The Independent
FT.com

Daily Express

The Observer
Sunday Mirror.co.uk

Megastar (Daily Star)

6%

4%

2%

10%

10%

8%

8%

12%

21%

21%

20%

14%

14%

Regularly Total

4%
Mirror.co.uk 14%
2%
8%
S

Ii

=

Daily Express 8%
6%

T
T

unday Mirror.co.uk| 4%

31%

MEDIARESEARCH

M15-19 M20-24 M25-34 M35-44 MA45-54 F15-19 F20-24 F25-34 F35-44 F45-54

35%
23%
22%
22%
12% 14%
18% 12%
12% 8%
11% 11%
12% 10%
8% 15%
14% 9% 9%
6% 8% 8
8% 4%

32%
17%
16%
15%

34%

N
Q
>

N [N
Rle
> |

14%

Il e I
g I
SR

N
ey
X

10%

38% 33%
24% 25%
20% 20%

19%
15%

40%

20% 21% 20%

15% 19%
12% 10%
17% 9%

10%
14%
11%

26%
21%
11%
22%
11%
15%
14%

32%
15%
13%
22%
9%
11%
17%

26%
23%
20%
18%
15%
15%
7%

28%
25%
33%
22%
15%
16%
9%

8% 9% 13% 12% 13% 8% 9%
9% 11% 15% 14% 9% 9% 8%
10% 10% 5% 14% 4% 7% 2%

8% 7% 5% 6% 6% 6% 11%
% 4% 6%

3% 1%

7%
6%

4%
5%

6%
1%

4%
1%

5%
3%

Base: Q29, All visiting UK newspaper sites (1,243)
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Impact of websites on purchase

of printed newspapers by sites visited

Visitors to Stopped
newspaper /Buy
websitesé Less

SundayMirror.co.uk* 53%*

Stopped
buying

9%*

FT.com 44% 8%
Daily Express 40% 6%
Metro.co.uk 38% 9%

Mirror.co.uk 36% 10%

Daily Mall 35%

7%

News of the World 33% 5%

Guardian Unlimited 32%

5%

Telegraph.co.uk 31% 7%

Times Online 31%

6%

The Sun Online 29% 9%

The Independent 29%

2%

The Observer 24% 1%

* Caution dbase under 50 (49)

Buy less

44%*

36%

34%

29%

26%

28%

28%

27%

24%

25%

20%

27%

23%

Never
bought

11%*
10%
10%
20%
15%
12%

9%
16%
17%
14%
13%
18%

19%

\[o]

changed

33%*

43%

44%

40%

46%

51%

56%

49%

51%

53%

57%

51%

49%

Buy
more

3%*
3%
5%
3%
2%
3%
3%
3%
1%
1%
2%
2%

7%

~

Wh a tirtesesting is to analyse the impact
by visitors to newspaper websites.

Visitors to sites such as The Observer exhibit
a much lower tendency to buy fewer
newspapers compared to those who visit The
SundayMirror ..
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Newspaper sites

content usage and demand

Question: When visiting newspaper websites, what do you tend to look at?

mAlways = Sometimes mNever, but would liketo  mNever and not interested ~ EVer

look at : .
ook al This analysis reveals the lure to

35% 6% 0% drive consumers to newspaper

websites.
BN28%N 8%

Of course the latest news is the
_ 66% most important content but there is

strong demand for reviews, archive

_ 58% material, video, commentary, audio
and reader feedback.
HOGNNNSAN 56%
This highlights that newspaper sites
-_ 51% have the potential to be much more
than up-to-date news repositories.
11%  40%

49% Demand for video and audio, for
example, is relatively high, meaning
consumers are seeking a multi-
media rather than a straight-

The latest news
Reviews

Archive material
Video clips

Editorial / commentary

Audio clips

Comments/feedback from other users

Always look at Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 FA45-54 forward narrative experience.
Latest news

i
Archive material 16% 9% 10% 5% 6%

ideo clips 7% 12% 12% 3% 8% 12% 11% 10% 2% 3%
itori 16% 8% 16% 9% 8% 11% 8% 9% 9% 12%
udio clips 9% 11%  10% 3% 5% 4% 7% 8% 1% 1%
omments/feedback 12% 8% 11% 2% 3% 6% 7% 10% 4% 5%
Daily Daily Guardian Daily News of Sunday Daily The The The Sun Times
e el Express Mail FT.com Unlimited Metro Mirror the World Mirror* Telegraph Independent Observer Online Online

atest news 63%  64%  62% 59% 59% 59% 60% 56% 53% 67% 65% 56% 66%
i 21%  15%  19% 17% 14% 12% 16% 26% 12% 18% 29% 11% 15%
ditorial 23%  14%  22% 22% 13% 11% 15% 22% 14% 25% 34% 8% 17%

ips 15%  10%  16% 8% 10% 13% 16% 24% 8% 9% 19% 10% 6%

Audio clips 19% 9% 16% 7% 9% 12% 16% 27% 6% 9% 14% 7% 7%
Archive material 15%  13%  17% 17% 13% 8% 11% 26% 10% 18% 28% 7% 12%
Comments/feedback 16%  12%  11% 9% 10% 9% 12% 22% 8% 11% 18% 7% 9%

* Caution dbase under 50 (49)

Base: Q31, All ever visit newspaper sites (1,243)
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Magazine websites visited regularly

Top 30

Question: Which sites do you visit most regularly? Please select all that apply

BBC Top Gear Magazine
FHM
LY/ S
Glamour
Cosmopolitan
National Geographic
Kerrang!
Heat
Empire
Marie Claire
New Woman
Nuts
Hello!
Maxim
Computeractive
Zoo
PC Pro
Total Film
Mens Health
OK! Magazine
INANES
Closer
Time Out
Chat
The Economist
Loaded
Elle
Vogue
Q
T3

AWEVE Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54
17% 2% 6% 9% 9% 9%

25%  20%
19%  21%
6% 9%
2% 5%
2% 5%
0 Ge 4% 3%
16% 4%
8% 6%
9% 9%
4% 2%
1% 0%
15%  13%
5% 3%
1 0,

0

8% 6%

14% 14%
1% 3%
4% 4%
16%  15%
5% 5%
8% 2%
4% 3%
3% 2%
3% 3%
6% 7%
12% 3%
4% 7%
3% 7%
o | a4 | % 1%
2% 10%

24%
19%
10%
5%
6%
9%
4%
8%
7%
4%
4%
11%
5%

5%
11%
4%
10%
8%
3%
4%
3%
6%
5%
6%
8%
3%
4%
4%
4%

20%

21%

11%
1%
1%
7%
3%

0,

10%
2%
2%

12%
1%

8%
8%
11%
6%
10%
2%
3%
1%
8%
1%
8%
7%
1%
2%
4%
7%

q MEDIARESEARCH

14% 4% 4% 4% 3% 3%

14% 19% 5% 4% 6% 6%

0% 22% 25% 14% 11% 11%

1% 21% 21% 12% 12% 10%

12% 5% 0% 10% 10% 12%
6%

7% 89 3%
10% 14% 11% 8% 15%
1% 6% 12% 14% 13% 13%
7% 0% 2% 1% 1% 4%
1% 12% 6% 10% 8% 16%
0% 2% 1% 1% 3%
14% 0% 0% 7% 3% 5%
6% 0% 3% 1% 1% 3%
17% 0% 3% 3% 1% 7%
5% 5% 4% 5% 4% 7%
7% 0% 3% 1% 1% 0%
1% 9% 8% 9% 8% 10%
3% 5% 5% 8% 9% 6%
0% 8% 8% 12% 5% 10%
4% 3% 1% 2% 6% 9%
1% 2% 6% 12% 5% 9%
3% 4% 1% 2% 3% 4%
8% 1% 0% 2% 1% 1%
1% 12% 10% 6% 4% 6%
0% 16% 10% 4% 1% 8%
7% 10% 4% 3% 3% 3%
3% 0% 4% 2% 2% 5%

Base: Q32, All visiting magazine sites (1,088)
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Impact of websites on purchase
of printed magazines

e———
I
q MEDIARESEARCH

Question: To what extent, if any, has visiting magazine
websites affected your purchases of printed magazines?

m | have stopped buying

printed magazines
Aswith newspapers, we can see the extent to which
visiting magazine websites has affected purchase

| buy printed magazines levels of the printed version.

less now
The first thing to note is the impact is less
pronounced for magazinesthan for newspapers For
over 3 in 5 there is no impact at all. The proportion
that have stopped buying or are buying less
magazinesis 22%(compared to 30%for newspapers).

m | never bought printed
magazines anyway

Males are slightly more likely than females to have
stopped buying or buying less of the printed
versions.

m |t has not changed how
often | buy printed
magazines

| buy printed magazines
more often now

Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

31% 29%  34%  19%  19% | 25%  18%  21%  13%  16%
Stopped buying 6% 3% 6% 4% A% | 4% 4% 3% 2% 4%
2506 26%  28%  16%  15% | 21%  14%  18%  11%  12%

23%  17%  15%  14%  12% | 14% 7%  10%  14% 9%
40%  46%  48%  63%  68% | 60%  72%  66%  70%  74%
6% 8% 2% 4% 2% | 1% 4% 4% 3% 1%

Base: Q33, All ever visit magazine sites (1,088) 136



Magazine sites —
content usage and demand —
Question: When visiting websites of magazines, what do you tend to look at? ( MEDIARESEARCH
m Always Sometimes m Never, but would like to m Never and not interested | ELkef
look at
Thelatest news oo I e e e

to newspapers Predominantly

55% - 74% i _t theslatest news - more than a
third of consumers always looking

at the latest news.

49% _ 61% Reviews are also popular, with

just under 1 in 5 (199 always

looking at reviews.

There is not much separating the

other types of content on

58% _ 67% magazine websites, but archive
material and editorial content
also play their part.

Comments/feedback from other web users % 47% _ 56% _
As with  newspapers, t her e

considerable consumer appetite
for magazine websites to become
multi -media experiences.

Reviews

Editorial / commentary

Video clips

Archive material

54%

Audio clips 46%

Always Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 FA45-54

44%  22%  32%  36%  32% | 31% 27%  38%  30%  41%
27%  13%  24%  21%  15% | 19% 21% 21%  10%  22%
16% 4%  20% 10%  11% | 11% 17% 14% 7%  13%

20% 20% 14% 9%  11% | 11% 14% 9% 3% 2%
120 11% 14% 6% 8% | 6%  12% 9% 3% 2%

Base: Q34, All ever visit magazine sites (1,088) 137



WIGGIN

o o Books

( MEDIARESEARCH

138



Reading paper/hardback books

Current and intended reading levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth
No & no plan to

m Unfamiliar

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

53% never

or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

43% 62% 41%  45%  54% 56% 57%

1%

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
31% 31% 37% 43% 48%
F15-19 F20-24 F25-34 F35-44 F45-54
43% 50% 55% 58% 55%

Future usage among readers

m Do more
No change
m Do less

Equates
to +28%
65% net more

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+25%  +30% | +28% +32% +33% +260 +21%

MEDIARESEARCH
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Barrier to e

-Books:

attachment to paper books

Question: How much do you agree or disagree with this statement:
ce

Ol Om not i

nteeBoaks e ader ndawni

attached to paperbacks and hardbacks ¢ ?

Amongq the to

tal sample (1,387)

m Strongly agree

Agree
m Disagree

m Strongly disagree

Total
Strongly agree 23%
Strongly disagree 8%

11% 12%
9% 10%

20%

12% 12% 9%

13%

because

8%

Among those unlikely to purchase e-Book reader (669)

m Strongly agree

Agree
m Disagree

m Strongly disagree

42%

10%

M15-19 M20-24 M25-34 M35-44 MA45-54 F15-19 F20-24 F25-34 F35-44 FA45-54

17% 11% 22% 21% 23% 22%

8%

q MEDIARESEARCH

More than half of the sample agree that
they are not interested in e-book readers
because they are too attached to
paperbacks and hardbacks. Even the usually
early adopting male teenager has a high
level of emotional attachment to the
printed book.

Among consumersthat are currently unlikely
to buy an e-book reader, more than three
quarters agree they are not interested
because they are too attached to
paperbacks and hardbacks.

Base: Q58
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Listen to audio books

Current and intended listening levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth
No & no plan to

m Unfamiliar

57%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

16% never
or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

15% 19% 20% 18%  20% 10% 17%

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
6% 7% 4% 2% 4%
F15-19 F20-24 F25-34 F35-44 F45-54
2% 9% 6% 3% 3%

Future usage among listeners

m Do more
No change
m Do less

Equates
to +11%
net more

69%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+10%0  +13% +6% +28% +6% +12% +10%

MEDIARESEARCH
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Deep profiling of audio book listeners

How their activity differs from UK average

m Total UK Audio books

Listen to podcasts
Read e-books/novels downloaded
Listen to radio streamed online
Watch PPV movies over Internet
Watch movies on HDDVD disk
Rent DVDs
Stream music from social networks
Play games on handheld device
Play games on your mobile
Watch PPV movies via Sky/cable
Read magazines
Go to cinema
Swap hard drives to share content
Filesharing games / software
Making calls w/ Skype/other online
Listen to radio on mobile phone
Watch TV on PC via twcard/USB tuner
Subscribe paid mthly music d/I service
Buy authorised digital download movie
Watch recorded television
Read paper/hardback books
Use internet chatrooms
Filesharing music
Subscribe to MMORPG online game
Pay to play online bingo
Visit newspaper websites
Play online games on the PC
Filesharing movies / programmes
Using mobile to surf Internet
Watch full tv progs on streaming sites
Watch full movies on streaming sites
Watch pirate DVDs of movies
Listen to radio (not online)
Use bluetooth technology/applications
Buy video games
Play online games on a console
Read other peoples' blogs
Write on your own blog
Subscribe to paid-for podcast
Watch movies on Blu-ray disk
Online gambling
Play offline games on PC
Play online poker for money
Play the National Lottery
Chatting on Instant Messenger
Browse social network sites
Read newspapers (printed)
Watch Sky/other subscription TV

29%

61%

60%

60%

59%
55%
56%

60%

60%

67%

74%

70%

84%

85%

Difference

+53%
+53%
+49%
+44%
+43%
+41%
+41%
+41%
+40%
+40%
+39%
+39%
+39%
+39%
+38%
+38%
+38%
+38%
+38%
+38%
+37%
+37%
+37%
+37%
+37%
+36%
+35%
+35%
+35%
+35%
+34%
+34%
+34%
+33%
+33%
+33%
+33%
+32%
+32%
+30%
+29%
+28%
+26%
+25%
+23%
+22%
+19%
+15%

L (

mTotal UK = Audio books
iPod with video
An HD-DVD Player
An e-book reader
PDA/Blackberry
Blu-ray player (not PS3)
iPhone / N95 or similar
iPod with touchscreen
Cable television
Freeview plus Top Up
Xbox 360
iPod
Computer with TV viewing card
Apple TV set top box
External HDD to store media
Portable DAB radio
Personal video plyr, excl video iPod
Nintendo Wii
Non-portable DAB radio
Playstation 3
DVR ie HDD recorder (excl Sky+)
DVD Recorder
Mobile phone w/ media player
HD-ready tv set
Sky +
Pers dig music plyr (not iPod)
Windows Media Center
Basic mobile phone
Freeview (but not Top Up)
Mobile phone access the Internet
Wireless network at home

How their ownership of technology differs from UK average

Satellite television / Sky
Digital Camera (not on mobile)

Difference

+48%
+44%
+42%
+41%
+37%
+36%
+36%
+35%
+35%
+33%
+32%
+32%
+32%
+31%
+31%
+31%
+30%
+30%
+28%
+27%
+26%
+26%
+25%
+25%
+24%
+22%
+20%
+18%
+12%
+10%
+9%

+4%
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Read e-Books / download novels

Current and intended reading levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth
No & no plan to

m Unfamiliar

56%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

15% never
or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

16% 15% 18% 16%  20% 12% 13%

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
8% 5% 7% 1% 4%
F15-19 F20-24 F25-34 F35-44 F45-54
3% 7% 5% 2% 2%

Future usage among readers

m Do more
No change
m Do less

Equates
to +15%
net more

67%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+13% +18% +6% +20% +1% +12% +17%

MEDIARESEARCH

143



Deep profiling of e-Book readers

How their activity differs from UK average

mTotal UK = eBooks

Listen to podcasts
Use internet chatrooms 62%
Listen to audio books
Listen to radio streamed online
Watch PPV movies over Internet
Watch movies on HD-DVD disk
Stream music from social networks 60%
Making calls w/ Skype/other online
Using mobile to surf Internet
Swap hard drives to share content
Subscribe paid mthly music d/I service
Play online games on a console
Use bluetooth technology/applications
Visit newspaper websites
Go to cinema
Play games on your mobile
Buy authorised digital download movie
Watch TV on PC via twcard/USB tuner
Play games on handheld device 59%
Play online games on the PC 61%
Read other peoples' blogs
Watch PPV movies via Sky/cable
Watch full movies on streaming sites
Filesharing games / software
Listen to radio on mobile phone
Buy video games
Subscribe to MMORPG online game
Pay to play online bingo
Rent DVDs
Watch pirate DVDs of movies
Browse social network sites
Filesharing movies / programmes
Write on your own blog
Play offline games on PC
Chatting on Instant Messenger
Read paper/hardback books
Watch full tv progs on streaming sites
Subscribe to paid-for podcast
Watch recorded television
Filesharing music
Watch movies on Blu-ray disk
Read magazines
Read newspapers (printed)
Play online poker for money
Listen to radio (not online)
Online gambling
Play the National Lottery 59%
Watch Sky/other subscription TV 61%

71%

67%
82%

65%

66%

2%

78%

Difference

+55%
+53%
+53%
+51%
+49%
+48%
+48%
+45%
+45%
+45%
+45%
+45%
+44%
+42%
+42%
+42%
+42%
+42%
+42%
+41%
+41%
+41%
+41%
+40%
+40%
+39%
+39%
+39%
+38%
+37%
+37%
+36%
+36%
+35%
+35%
+35%
+35%
+34%
+33%
+33%
+32%
+31%
+31%
+28%
+27%
+27%
+25%
+16%

L (

mTotal UK = eBooks
An HDDVD Player
An e-book reader
Computer with TV viewing card
PDA/Blackberry
iPod with video
iPod with touchscreen
Apple TV set top box
iPhone / N95 or similar
Portable DAB radio
External HDD to store media
Freeview plus Top Up
Blu-ray player (not PS3)
Personal video plyr, excl video iPod
Sky +
DVR ie HDD recorder (excl Sky+)
Cable television
Xbox 360
iPod
Nintendo Wii
Non-portable DAB radio
Mobile phone w/ media player
Windows Media Center
HD-ready tv set
Playstation 3
Freeview (but not Top Up)
Pers dig music plyr (not iPod)
DVD Recorder
Wireless network at home
Mobile phone access the Internet
Basic mobile phone
Satellite television / Sky
Digital Camera (not on mobile)

How their ownership of technology differs from UK average

MEDIARESEARCH

Difference
+51%

+49%
+48%
+47%
+46%
+43%
+42%
+42%
+41%
+40%
+40%
+40%
+38%
+38%
+38%
+38%
+36%
+36%
+36%
+33%
+32%
+32%
+32%
+32%
+30%
+30%
+29%
+23%
+20%
+18%
+18%

+11%
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Appeal of concepts

e-Books

Question: How appealing do you

find the concept of the "e -book"? m Very appealing

Appealing

An e-book is the digital version of a m Unappealing

conventional printed book that you can
download to a home computer?

m Very unappealing

Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Very appealing 10% 14%  11% 5% 7%
Very unappealing 19% 18% 22% 20% 30%

Audio-books

Question: How appealing do m Very appealing
you find the concept of the Appealing
coaudi o book"? i

m Unappealing
An audio book is an audio version ® Very unappealing

normally narrated by the author that you
can download or buy on CD.

Total
Very appealing 10% 17% 9% 6% 6%
Very unappealing 23% 21% 24% 20% 25%

8%

22%

7%
22%

10%
33%

10%
31%

10%
29%

10%
27%

8%
32%

10%
29%

10%
31%

M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

9%
30%

q MEDIARESEARCH

e-Booksdo have an audience but for most
people they are currently unappealing.

Only 9% find the e-Book concept O very
appe alalthoggh @nother 30%do find

it 0appedl Malegaged 20-24 finding

the concept most appealing.

One of the issues is a relative lack of
familiarity . The earlier analysis showed
12% totally unfamiliar with the concept
and we would expect that a significant
proportion of the 56% who said they had
no interest in the concept were also
unfamiliar .

If we compare the current appeal of the
e-Book with audio books which is a well
established market, then the appeal for
e-Books is on a par and therefore
somewhat encouraging.

For most people at this time, the printed
book remains one of the highest
emotionally -attached media we
measured, so such innovations are likely
to be somewhat slow in catching on in the
mainstream.

Base: Q25, All respondents (1,608) 145



Appeal of specific e-Book factors

Question: An e-book reader is a portable device that can store books in the same way WIGGIN
that an iPod can store music. Here are some specifications of such devices - please tell C MEDIARESEARCH

us whether you find these appealing or not?

% Very appealing
(among those with strong
purchase intent)

mVery appealing = Appealing mUnappealing mVery unappealing

Battery lasts for days w/o recharge 38% - 63% .
Whilst the appeal of the overall e-
Book concept is limited, the
. appeal of the specific features of
Screen has no glare / page-like to read 40% - 63% an  e-Book reader are much
stronger.
They are portable 42% - 63% This would suggest that the more
consumers understand about e-
Books, the more they are likely to
s . . b tive .
Device is light in weight to carry around 42% - 66% © fecepive
Can store hundreds of books in memory 41% _ 64%
Connect online, d/l from extensive library 41% _ 60%
Can play mp3 files & store music in drive 40% _ 53%
Has a built-in search function 44% _ 54%
Has a page-size screen-size 42% _ 50%
Same size as a regular paperback 40% _ 47%

Base: Q26, All respondents (1,608) 146



e-Book Reader purchase consideration

Question: If the price were reasonable, how likely, if at all, would you be to purchase an
e-book reader in the next 6 months?

q MEDIARESEARCH

(Note this question was asked after respondents were informed of all its functions and capabilities)

m Definitely will consider
Almost certainly will consider
m Likely consider
m Unsure whether would consider
Unlikely to consider
m Definitely will not

Total M15-19

Definitely/Almost Certainly 20%

Definitely consider 8% 8% 12%

| t Brgy been considered whether an e-Book can do for
books what the iPod did for music (and also the dangers
of piracy in making available digital versions of books).

In terms of purchase consideration the analysis shows
that the e-Book market is still relatively niche despite
the relatively high levels of appeal for its functionality .
17% stated they would definitely or almost certainly
consider a purchase. Demand peaks with males 25-34

There is a viable audience but there is still a long way to
go to make the e-Bookreader a mainstream device.

F15-19 F20-24 F25-34 F35-44 F45-54

21% 22% 18% 14% 11%
7% 9% 8% 7% 6%

15% 17% 25% 30% 34%

Definitely will not consider 25% 19%

Base: Q27, All respondents (1,608) 147
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Importance of mobile functions

Question: Please tell us how important, if at all, the following
functions are on a mobile phone for you personally

m Very important
Somewha_t important
= Not at all imporant o
Unfamiliar with concept important
Ability to play music 31% 22N 53%
Has 4GB memory to store music/video 29% OB 49%
Has 16GB memory to store music/video 28%  REZSTLY:  46%
Access Internet & has Internet browser 30% EEEZETNSY 47%
Can send & receive emails 31% 22  48%
Has a large screen 37% A 2AS % 53%
Ability to play video 27% A 39%
Can sync with your music library 25% 2SN 32% 5%  38%
It is a 3G phone 23% SN 8%  34%
Ability to d/| music directly to mobile 25% GRS 35%
Play high quality games 20% 2Ty 28%
Ability to stream video directly to mobile 20% 2SN 40% % 27%
Has a touchscreen 22% SN 36% 1% 28%
Can play online poker for money §7% e 8% 10%
Can make gambling bets online i 7% [ EECEN 8%  10%

WIGGIN

q MEDIARESEARCH

As mobile phones evolve into

converged communication and
entertainment devices, understanding

the importance of the different
functions to consumers becomes all
the more interesting .

The most important function for

consumers was the ability to play

music. Linked to this is the

requirement  for relatively large
storage capacity. Over 1 in 3

consumers want it to sync with their

existing music library. This presents

many compatibility issues if mobile

providers wish to advance their own

proprietary libraries/players as the
leading music player remains iTunes.

All the functions are important to

some. What this analysis
demonstrates is a considerable
demand for mobile phones as media
playing devices with sufficient storage

to keep the content portable.

Base: Q44, All respondents (1,608)
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Importance of mobile functions
by demographics

Question: Please tell us how important, if at all, the following [ MEDIARESEARCH
functions are on a mobile phone for you personally

Very important Total M15-19 M20-24 M25-34 M35-44 MA45-54 F15-19 F20-24 F25-34 F35-44 F45-54
The ability to play music 36% 26% 25%
Has large memory to store music & video (4GB) 21% 25% 23%
Has verylarge memory to store music & video (16GB) 19% 24% 21%

It can access the Internet and has an internet browser 21% 21% 25%
You can send and receive emails 18% 17% 19%
It has a large screen 17% 18% 19%
The ability to play video 26% 17% 15%
You can sync your phone with your music library 17% 16% 16%
Itis a 3G phone 15% 14% 19%
The ability to download music directly to mobile 14% 10% 12%
Play high quality games 15% 12% 12%
The ability to stream video directly to mobile 13% 15% 10%
It has a touchscreen 11% 10% 9%
You can play online poker for money on the mobile 10% 5% 5%

You can make gambling bets online 6% 8% 3%

Very/Somewhat important M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54
The ability to play music 55% 44% 33%
It has a large screen 53% 43% 48%
Has large memory to store music & video (4GB) 50% 34% 28%
You can send and receive emails 47% 37% 39%
It can access the Internet and has an internet browser 48% 33% 35%
Has very large memory to store music & video (16GB) 49% 33% 30%
The ability to play video 41% 22% 17%
You can sync your phone with your music library 41% 29% 21%
The ability to download music directly to mobile 37% 27% 23%
Itis a 3G phone 30% 23% 22%
Play high quality games 26% 14% 15%
It has a touchscreen 26% 18% 24%
The ability to stream video directly to mobile 29% 11% 10%
You can play online poker for money on the mobile 10% 3% 2%
You can make gambling bets online 9% 2% 3%

Base: Q44, All respondents (1,608) 150



Mobile phone preference

Forced single choice

Question: Which one of the following mobile phones would you most prefer to have?

One designed just for talking and texting
One that incorporates as many functions as possible

One designed for talking, texting and email

One that surfs the internet like a high-speed computer

One that combines dig music plyr w/ video/TV viewing

Most prefer

Surfs Internet at high
speed

Music/video/TV

1
6
E
Playing games 8% 6% 3%

One that is also a digital music player

One that is also a video / TV player

One designed for games playing

Total

0%
%
%

<1% 2%

23%
10%

6%
1%

13%
7%

5%
4%

10%
8%

4%
3%

14%
6%

2%
<1%

26%

M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

20% 10% 7%  10% 6%

- 8% 12% 19% 9%  10%
| 6% | 6% 8% 10% 8% 4% | 10% 3% 8% 4% 3%

% 6% 6% 3% 2%

10%
8%

2%
2%

q MEDIARESEARCH

The 6 i d enaobilé phone means different
things to different people.

For 1 in 4, all they wish for is a simple
phone for talking and texting. Of course,
this means that 3 out of 4 people are
seeking much more than this from their
mobile.

Indeed, other than a simple phone, the next
most popular type is a device that
incorporates as many functions as possible.
Out of the other options, i t dear there is a
high level of demand for the mobile phone
as a functioning media playing device. At
present there appears to be more demand
for music than video based content.

Online connectivity is another draw. At
present the demand for this is more driven
by the wish to communicate via email rather
than entertainment content but opening up
the mobile to online does create a whole
range of content opportunities (which are
investigated in more detail below).

Base: Q43, All respondents (1,608)
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Downloading / streaming
content to mobile phone

Question: How .
: . . %Re g/ ¢ MEDIARESEARCH
often, if at all, do m Regularly = Occasionally m Rarely = Only once or twice = Never ~, . . 5 «

you download / —
19%

stream the following Stream or d/l music  [F% 13% NI2SGY% 63%

to your mobile Download ringtones 12:12% GRS 56% 16%
phone? Download games to play 75/:12% EI29EI0Y% 64% 16%
Download software applications /8% NMEIE% 70% 12%
Stream or d/I music videos L/ 8% NNIEAY% 74% 11%

Stream or d/I clips from TV programmes 6% I0%E% 78% 9%

Stream or d/I movie trailers  £6%00E4% 77% 9%

Stream or d/I full length TV programmes 79% 9%

Stream or d/I full length movies 81% 9%

Stream or d/I clips from sporting events 79% 8%

% Regularly/occasionally M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

32%  20%  18%  15%  11%

26%  25%  22%  15%  12% | 16%  18%  17%  10%  10%
8 1

Total

S 19
Stream or d/l clips from TV progs 18%  22%  17% 6% 5% % 16% 0% 5% 0%
Stream or d/l_movie trailers 16%  21%  18% 4% 4% 12%  16% 9% 3% 1%

3% 1%

Stream or d/I full length TV progs 20%  24% 16% 5% 3% 10%  16% 9%

Stream or d/I_full length movies 16%  20%  17% 5% 2% 9% 17%  10% 3% 0%
Stream or d/I clips sport 8% 14% 20% 18% 7% 3% 8% 16% 9% 3% 0%
. Network
0,
4 ReguRieesE ey et 3 (Three) 02 Orange T-Mob  Vodafone Virgin LG Motorola
Stream or d/l_music 32% 21% 14% 21% 17% 18% 21% 13%

17% 27% 14%
15% 21% 10%

27%  18%  11% 18% 15%
Download games to pla 28% 18% 11% 16% 13%
20%  14% 8% 15% 11% 13% | 18% 10%
27%  12% 7% 10% 12% 9% 20% 10%

16% 11% 7% 9% 10% 8% 16% 7%
21% 10% 5% 9% 10% 6% 16% 7%
16% 9% 5% 8% 10% 11% 16% 7%
10% 16% 6%
10% 5% 8% 8% 6% 17% 6%

16% 8% 6% 8% 10%

Stream or d/I clips sport 17%

Nokia
17% 20% 22%
15%
15%
11% 10% 12%
11%

9% 8% 8%
8% 7% 9%
9% 7% 8%
8% 8% 8%
8% 6% 8%

Currently only a small minority of
consumers regularly  download
content to their mobile.

Music and ringtones are the most
popular content types downloaded
with gamesnot far behind.

With many  mobile
companies launching music
services we expect music to
overtake ringtones in the near
future (see page below).

phone

Video content and especially full
length movies and TV programmes
have yet to really take off.

Handset

Samsung  Sony Ericsson

16%
17%

19%
16%

10% 10%

Base: Q45, All mobile owners (1,433)
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Interest in  downloading or streaming
content among current non

Question: You said that you do not stream or download the following content to your mobile L (

-USers

phone. How keen, if at all, would you be to start doing these things in the future?

m Very keen Somewhat keen

Streamor d/l music B}

Download ringtones

Download games to play

Streamor d/l music videos %11%

Download software applications

Streamor d/l full length TV programmes

Streamor d/l full length movies

Streamor d/| clips from sporting events

Streamor d/l clips from TV programmes

Stream or d/l movie trailers

m Not that bothered

19%

18%

7 14%

7 11%

m Not interested at all

WIGGIN

In terms of future activity, consumers
currently show relatively limited interest in
starting to use their mobiles for downloading
or streaming. For instance just 5% of those
people not currently downloading music to
their mobiles state that they are very keen to
start. This suggeststhat the market is unlikely
to grow significantly in the near future .

We expect that as mobiles become more
sophisticated media players with better
storage and the cost of data charges
decreases activity levels will increase
accordingly.

Base: Q46, All currently not doing these activities

MEDIARESEARCH
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Belief iIn the mobile phone as —
consumersomain portable media device ——

q MEDIARESEARCH

Question: How much do you agree or disagree with this statement:

o0l believe the mobile phone of the future wil/| be

my mai n
media device as well as a phone to make calls 6 ?

Whilst there is not at present overwhelmin
m Strongly agree l [ p verwhelming

demand for content other than music and

Agree ringtones on mobile devices, consumers do
; tend to agree that their mobile will
lD1sagree eventually become their main portable
. media device.
m Strongly disagree

49%

Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54
Strongly agree 17% | 21%  23%  22%  19%  14% | 13%  23%  19%  11%  14%
Strongly disagree 11% 5% 5%  10%  18% | 10% 7%  10%  11%  11%

Base: Q58, All respondents (1,608) 154



Playing games on a mobile phone

Current and intended play levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth ' 34%
No & no plan to

m Unfamiliar

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

13% never
or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

14% 12% 18% 17% 15% 9% 7%

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
21% 18% 13% 9% 4%
F15-19 F20-24 F25-34 F35-44 F45-54
15% 22% 17% 7% 7%

Future usage among players

m Do more
No change
m Do less

Equates
to -2%
net less

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

-2% -2% -1% +5% +3% -8% -7%

MEDIARESEARCH
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Listening to radio on a mobile phone

Current and intended listening levels

m Regularly
Occasionally
m Rarely
m No but plan to in next émth
No & no plan to
m Unfamiliar
54%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

20% never
or hate to

stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

22% 17% 23% 18%  29% 13% 13%

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
13% 14% 10% 5% 4%
F15-19 F20-24 F25-34 F35-44 F45-54
10% 11% 12% 3% 4%

Future usage among listeners

® Do more
No change
m Do less

Equates
to +18%
net more

66%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+18%  +19% | +19% +25% +24% +15% +5%

MEDIARESEARCH
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Portable device preferences

Prediction of number of devices

Question: In the next couple of years or so, which one of the following do you think best applies to you?

®

m | think | will be carrying more portable
devices on my person

I think I will be carrying the same number
of portable devices on my person

m | think | will be carrying less portable
devices on my person 68%

Preference Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

32%  25%  24%  19%  17% | 34%  30%  28%  15%  12%
54%  67%  64%  68%  73% | 57%  67%  64%  75%  77%

14% 8%  12%  13% 9% 9% 3% 8%  11%  11%

Preference for carrying more or less devices

Question: Which one of the following best applies to you?

m | would rather have many portable
devices that are the best of their type

| would rather have fewer portable
devices that can do more than one thing

75%

Preference Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

37%  30%  34%  19%  25% | 28%  23%  31%  21%  12%

63%  70%  66%  81%  75% | 72%  77%  69%  79%  88%

As more portable devices enter the market,
there is a question as to whether consumers
will carry more devices that are specialised or
carry fewer, more converged devices.

Whilst most consumers (68%) believe they will
carry about the same number of devices, more
believe they will be carrying more devices
rather than fewer.

This finding sits exactly opposite the majority
preference: 3 out of 4 consumerswould rather
carry fewer devices that can do more than one
thing.

There are however some telling differences by
demographic. There is a strong correlation
between age and belief that people will carry
more devices on their person. Around 1 in 3
teenagers believe this will be the case and is
much higher than for consumersover 35.

Teenage males in particular are much more
likely to express a preference to want to carry
more devices that are the best of their type
even though the majority would still prefer to
carry fewer.

Base: Q50, All respondents (1,608)

q MEDIARESEARCH
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Consumer activity when on -the-go

MEDIARESEARCH

Question: When commuting between home and work / college which activities P

would you ideally like to engage in to pass the time? Please tick all that apply

Listen to music
Listen to the radio
Send text messages
Read a book / magazine
Chat with someone
Phone a friend
Read a newspaper
Surf the internet
Write / read your emails
Sleep
Tidy your text box, personal organiser
Play games on your mobile/etc.
Prepare for the
Browse a social network website
Watch music videos
Listen to a podcast
Watch news clips
Interact with a social network website
Watch TV progs on mobile
Do nothing
Watch movie trailers
Watch movies on mobile
Watch clips from TV progs
Watch sports clips
Purchase music downloads
Make bets on an online betting website
Play online poker for money
Pay to play online bingo

38%
37%
36%
29%
28%
27%
23%
22%
20%
19%
14%
14%
10%
10%
10%
9%
8%
8%
7%
7%
7%
6%
6%
5%
3%
2%
2%

50%

Another way of looking at consumer demand for mobile or
portable content is to investigate which activities consumers
would ideally like to do when travelling and have time to
accesscontent.

I t @desar that music is the preferred choice. This supports the
music strategies of the major mobile providers.

Radio on the mobile is also in very high demand and
constitutes a significant opportunity for the traditional radio
industry to increase its listening hours. This is particularly true
with the 25-34 year old segment.

Other than generally being social and communicating, there is
also a reasonable level of demand for surfing the internet and
emailing. Asphonesbecome more connected online, we would
expect familiarity and demand to increase for online
activities .

Video content however, is much lower down the list. Lessthan
1in 10 are interested in watching TV on the mobile. This level
of demand may be depressed as consumers are simply
unaccustomed to it. There definitely appears to be an
education barrier to overcome.

Base: Q47, All respondents (1,608)
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Consumer activity when on -the-go

—
I
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Question: When commuting between home and work / college which activities P
would you ideally like to engage in to pass the time? Please tick all that apply

% apply Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

isten to music 50% 67% 57% 53% 47%  37%
isten to the radio 44%  37%  42%  39%  29%
end text messages 41% 49% 38% 33% 24% | 49% 52% 41%  35%  29%

48% _49% _ 40% _ 36% _ 37%
Chat with someone 41%  45% 34% 23%  28%
hone a friend 44%  35%  30%  25%  22%
Read a news 27%  32%  25%  25%  26%

f the internet 34%  32%  32%  24%  15% | 32% 26%  27%  13%  16%

e / read your emails 23% 19% 30% 17% 16% 28% 30% 26% 16% 20%
2 20
9
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leep 36% _ 34%  22%  12% _ 11%
idy your text box, personal organiser 18% 31% 21% 18%  16%
lay games on your mobile/etc. 19% 25%  14% 9% 9%
repare for the d 20% 12% 12% 13% 11% | 21% 25%  10% 11%  12%
rowse a social network website 27%  19%  10% 6% 5%
23% 6% _10% 4% 9%
isten to a podcast 18% 9% 8% 7% 4%
ips 9% _10% 7% 5% 9%
nteract with a social network website 14% 15% 9% 6% 5% | 19% 12% 9% 3% 3%
programmes on mobile 9% 9% 8% 3% 6%
4% 8% 5% 9% 9%
9%  14% 11% 7% 1% | 14% 9% 5% 2% 7%
11% 12% 11% 6% 3% | 10% 7% 6% 2% 6%
clips from TV programmes 9% 14% 9% 5% 3% | 9% 5% 8% 3% 6%
1% 5% 4% 1% 2%
urchase music downloads 8% 9% 7% 2% 3%
i 2% 5% 6% 3% 2% | 3% 5% 1%  <1% 2%
lay online poker for mone 1% 9% 6% 1% 2% | 4% 2% 1% 0% 1%
ay to play online bingo 2% 8% 4% <1% 0% | 3% 3% 3% 0% 1%

T |

i)
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Devices carried when on -the-go

Question: Which, if any, of the following devices do you
usually carry around with you in the following situations?

® Travelling to and from work/school/college

Mobile phone

iPod/MP3 player

Laptop

PDA/Blackberry
Personal gaming system (like PSP)
Personal CD player

Portable video player (e.g. Archos)
Personal DVD player

An iPhone

M 7%

I 13%

19%

12%

B 6%

12%

B 5%

8%

B 2%

6%

B 2%

8%

B 3%

5%

Other M 5%

3%

Dislike carrying any devices with me F

17%
15%

32%

At other times

0
I 31%

67%

M15- M20-
Work/college  Total 19 24

68%  77%
49% _ 43%
13%  14%
6% _ 14%
8%
10%
11%
9%
10%
12%

M25-

68%
44%
26%
12%
11%
8%
11%
9%
7%
12%

9%
4%
3%
3%

14%

10%
10%
5%
iPhone 7%
12%

. M15- M20- M25-
At othertimes  Total 19 2 34 m

58% _ 67% _55%
40% _44% _41%
Laptop 23%  21%  24%
25%  17%  17% 8%
12%  14%  14% 7%

13%  10% 6%
17%  10% 8%
12% 9% 6%

9% 9% 4%
10%  16%

2%

Personal DVD 12%

9%
6%
6%
16%

M35-
74%

27%
15%

<1% 2%
16%
M35-
69%

32%
17%

18%

~

M45-  F15- F20- F25- F35-
66%
27%
7%
4%
6%
5%
3%
3%
2%
21%

68%
19%
8%
3%
2%
2%
<1%
1%
<1%
22%

65%
22%

76%
50%
12% | 10%
4% 7%
3% 7%
3% 4%
3% 2%
4%
4%
10%

83%
42%
18%
10%
12%
11%
6%
9%
7%
7%

1%
22%

M45-  F15- F20- F25- F35-
Bz 19 24 34 44
63% | 66% 77% 68% 70%
30% | 46% 30% 32% 24%
18% | 32% 16% 16% 17%
5% 19% 10% 14% 10%
7% 12% 3% 7% 4%
4% | 20% 7% 8% 7%
8% 10% 2% 5% 5%
4% 14% 1% 5% 5%
2% 11% 1% 5% 3%
16% | 7% 12% 16% 17%

Base: Q48, All respondents (1,608)

F45-

16%
5%
3%
2%
2%

23%

F45-
54
76%
19%
12%

MEDIARESEARCH
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Using the mobile to surf the internet

Current and intended usage levels

m Regularly
Occasionally
m Rarely
m No but plan to in next émth
No & no plan to
m Unfamiliar 48%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

17% never
or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

21% 12% 27% 11%  20% 14% 13%

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
13% 13% 13% 8% 3%
F15-19 F20-24 F25-34 F35-44 F45-54
6% 14% 10% 5% 3%

Future usage among mobile surfers

m Do more
No change
m Do less

Equates
to +15%
net more

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+16%  +14% | +12% +33% +13% +7% @ +13%

MEDIARESEARCH
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Deep profiling of those accessing web from
mobile phone

from UK average

How their activity differs

m Total UK Mobile web

Use bluetooth technology/applications 66%
Play games on your mobile 49%
Visit newspaper websites 59%
Watch recorded television | 65%
Listen to radio streamed online ~ [se— 51%
Read magazines [e—————= 67%
Listen to radio on mobile phone

Go to cinema
Chatting on Instant Messenger
Buy video games
Play online games on a console
Stream music from social networks
Rent DVDs
Use internet chatrooms
Read newspapers (printed) 66%
Listen to radio (not online) | 76%
Play offline games on PC [semm— 46%
Play online games on the PC [ 45%
Listen to podcasts
Read other peoples' blogs
Watch PPV movies via Sky/cable
Watch movies on HDDVD disk
Browse social network sites
Making calls w/ Skype/other online
Online gambling
Play games on handheld device
Read e-books/novels downloaded
Buy authorised digital download movie
Watch PPV movies over Internet
Filesharing music
Watch full movies on streaming sites
Watch full tv progs on streaming sites
Watch pirate DVDs of movies
Watch TV on PC via twcard/USB tuner
Swap hard drives to share content
Write on your own blog
Watch movies on Blu-ray disk
Filesharing games / software
Filesharing movies / programmes
Pay to play online bingo
Listen to audio books
Subscribe paid mthly music d/I service
Subscribe to paid-for podcast
Watch Sky/other subscription TV
Subscribe to MMORPG online game
Read paper/hardback books
Play online poker for money
Play the National Lottery

62%

59%

61%

62%

Difference
+45%
+37%
+35%
+33%
+33%
+32%
+31%
+30%
+30%
+30%
+29%
+28%
+27%
+27%
+25%
+25%
+25%
+25%
+25%
+25%
+25%
+25%
+25%
+24%
+24%
+24%
+23%
+23%
+23%
+23%
+23%
+22%
+22%
+21%
+21%
+20%
+20%
+20%
+19%
+19%
+18%
+18%
+17%
+16%
+16%
+15%
+15%
+15%

L (

m Total UK = Mobile web
Mobile phone w/ media player
iPhone / N95 or similar
iPod with video
An HD-DVD Player
External HDD to store media
Sky +
PDA/Blackberry
Mobile phone access the Internet
iPod
Nintendo Wii
DVR ie HDD recorder (excl Sky+)
Portable DAB radio
Computer with TV viewing card
HD-ready tv set
Personal video plyr, excl video iPod
iPod with touchscreen
Xbox 360
Satellite television / Sky
Blu-ray player (not PS3)
Playstation 3
DVD Recorder
Non-portable DAB radio
Pers dig music plyr (not iPod)
An e-book reader
Wireless network at home
Freeview (but not Top Up)
Windows Media Center
Apple TV set top box
Freeview plus Top Up
Cable television

How their ownership of technology differs from UK average

Digital Camera (not on mobile)
Basic mobile phone

MEDIARESEARCH

Difference
+38%
+36%
+32%
+31%
+28%
+28%
+28%
+28%
+26%
+26%
+26%
+25%
+25%
+23%
+22%
+22%
+22%
+21%
+21%
+21%
+20%
+20%
+20%
+19%
+19%
+19%
+18%
+17%
+16%
+10%

+9%

-2%
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Incidence of portable online access

Question: Do you ever access the Internet from a portable device?

All respondents

H Yes, often

Yes, sometimes

E Yes, rarely
E No, never

Total

16% 17% 17% 12% 6% 9% 20% 9% 7% 8%

3%  41%  31%  19%  16%
23%  20%  25%  29%  22%
26%  21%  27% __ 41% __ 56%

Question: Which portable devices do you use to access the Internet?

M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 FA45-54

74% 79% 73% 59% 44% 63% 76% 54%  45% 33%
arel

Among those ever access internet from portable device

Mobile phone
Sony Playstation PSP

Blackberry

Total
Mobile phone
Sony PSP

Blackberr

iPhone

Other

M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

61%
25%
5%
5%
10%

PDA

80%
17%
11%
3%
12%

7%

15%

13%
9%
7%

82%
7%
12%
3%
0%

71%
6%
12%
4%
0%

25%
28%
37%

73%
7%
5%
7%
5%

27%
29%
24%

76%

80%
5%
11%
8%
5%

23%
22%
46%

82%
9%
10%
5%
7%

13%
25%
55%

78%
6%
6%
4%
3%

3%
21%
67%

72%
3%
9%
1%
2%

q MEDIARESEARCH

Most commentators expect mobile internet to
be huge in the future. However, this survey
reveals some concerning issues relating to
consumer demand and barriers that need to be
overcome before mobile internet can start to
reach its potential .

The current incidence rate is low. Just 11%
currently access mobile internet on a regular
basis although the rate rises to 17% for 20-34
year old males.

As, relatively speaking, mobile internet is in its
infancy, such levels are understandable.

What is perhaps more concerning is the lack of
prospective  consumer demand which is
somewhat surprising. Over the next two pages
we explore why this is the case and what needs
to happento stimulate demand.
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Interest In accessing the internet

using portable devices

Question: How interested, if at all, are you in accessing the
Internet from a portable device when you are on

m Extremely interested

Very interested

B Somewhat interested

= Not very interested

Not at all interested

Total

Extremely interested
Not at all interested 23%

-the-go?

8%
23%
12%

WIGGIN

q MEDIARESEARCH

Here we can immediately see the lack of interest for
online on-the-go. Only 20% are extremely or very
interested which is a relatively low level of definitive
interest. Just under 50% are not very interested or
not at all interested .

Whilst not everyone will convert to mobile internet (a
significant proportion only want mobiles to call and
text), such levels seem low given the wide range of
opportunities that exist with the technology.

Wh a te@es more intriguing is that one would expect
higher levels of interest among early adopting
teenagers. This is not the case Interest is higher
among males in their 20s rather than teenagers.

M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

9%
15%

18%
11%

14%
12%

9%
23%

31%

21%

15%

22%

30%

4% 4% 8% 10% 5% 5%

39%

Base: Q53, All respondents (1,608)
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Perceived barriers to accessing the
iInternet using a portable device

q MEDIARESEARCH
Question: What do you consider are the main barriers for you using a portable
device to access the Internet when on -the-go? Please tick all that apply

Cost of data charges 48%
The survey reveals some of the key reasonswhy demand

for mobile internet is not as high as might be expected.

Slow speed of accessing websites Firstly, a significant proportion (25% are simply not
interested . This we would expect given the incidence of
consumers who simply want phones for calling and

Just not interested texting .

There are however, a whole range of other reasons for

Many sites not configured for port. devices suppresseddemand.

Cost is a major issue - the cost not only of the hardware
(mentioned by 1 in 4 consumers) but also of data charges
(Lin 2 consumers) As the cost of internet -enabled
hardware comes down, this might become less of an issue
but consumers clearly need more reasonably priced data
tariffs to stimulate their interest.

Cost of hardware/portable device

Worried about device being stolen

There are other barriers. 1 in 5 consider the speed of
access to websites to be too slow to make mobile
internet a viable option. This is more a technical barrier
that can be overcome over time but it is certainly a
barrier right now.

Difficulty in using device

There are no barriers for me

Total M15-19 M20-24 M25-34 M35-44 MA45-54 F15-19 F20-24 F25-34 F35-44 F45-54
55%  57%  54%  49%  47% | 48%  46%  47%  45%
45%  47%  38%  38%  30% | 35%  35%  31%  25%
19%  15%  15%  23%  37% | 23%  24%  22%  30%

Many sites not configured for portable devices 27% 38% 32% 27% 23% 20% 21% 21% 17%

2806 20%  25%  22%  22% | 31%  21%  22%  19%
24%  13%  14%  13%  17% | 37%  25%  23%  17%
8%  11%  12%  10%  10% | 13%  16%  15%  11%
12%  10% 8%  10% 7%
Base: Q54, All respondents (1,608) 167
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Usage of Bluetooth

Current and intended usage levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth
No & no plan to

m Unfamiliar

22%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

22% never

or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

25% 20% 30% 14%  24% 19% 26%

technology and apps

%Regularly by demographics

M15-19 M20-24 M25-34 M35-44 M45-54
34% 22% 28% 25% 21%
F15-19 F20-24 F25-34 F35-44 F45-54
30% 13% 22% 16% 10%

Future usage among users

m Do more
No change
m Do less

Equates
to +26%
net more

68%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+30% +22% | +30% +27% +25% +25% +28%

MEDIARESEARCH
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Deep profiling of Bluetooth users

How their activity differs from UK average

Watch full tv progs on streaming sites

Watch full movies on streaming sites
Watch TV on PC via twcard/USB tuner

Subscribe paid mthly music d/I service
Buy authorised digital download movie

m Total UK Bluetooth Users

Listen to radio streamed online
Listen to radio (not online)
Play games on your mobile
Using mobile to surf Internet
Browse social network sites
Stream music from social networks
Play games on handheld device
Watch recorded television
Chatting on Instant Messenger
Play online games on a console
Watch Sky/other subscription TV |
Read magazines |
Visit newspaper websites |
Listen to podcasts
Read newspapers (printed)
Go to cinema
Listen to radio on mobile phone
Watch PPV movies via Sky/cable
Play offline games on PC
Use internet chatrooms
Buy video games
Swap hard drives to share content
Play online games on the PC
Read paper/hardback books
Making calls w/ Skype/other online
Filesharing music
Filesharing movies / programmes
Watch pirate DVDs of movies
Watch movies on HD-DVD disk

Watch PPV movies over Internet
Rent DVDs

Read other peoples' blogs

Read e-books/novels downloaded

Pay to play online bingo
Play online poker for money
Watch movies on Blu-ray disk
Write on your own blog
Play the National Lottery
Listen to audio books
Filesharing games / software
Online gambling

Subscribe to MMORPG online game
Subscribe to paid-for podcast

37%

48%

68%

Difference

+19%
+17%
+17%
+17%
+16%
+15%
+15%
+14%
+14%
+14%
+14%
+13%
+13%
+13%
+12%
+12%
+12%
+12%
+11%
+11%
+10%
+10%
+10%
+9%
+9%
+9%
+9%
+9%
+9%
+9%
+9%
+8%
+8%
+8%
+8%
+8%
+8%
+8%
+7%
+7%
+7%
+7%
+7%
+6%
+6%
+6%
+6%
+6%

L (

E Total UK = Bluetooth
Mobile phone w/ media player
Mobile phone access the Internet
External HDD to store media
Windows Media Center
HD-ready tv set
iPhone / N95 or similar
Wireless network at home
iPod with video
Pers dig music plyr (not iPod)
Computer with TV viewing card
An HD-DVD Player
DVD Recorder
Xbox 360
Personal video plyr, excl video iPod
Satellite television / Sky
iPod
iPod with touchscreen
Nintendo Wii
DVR ie HDD recorder (excl Sky+)
Portable DAB radio
Freeview (but not Top Up)
Sky +
An e-book reader
Non-portable DAB radio
Playstation 3
PDA/Blackberry
Cable television
Blu-ray player (not PS3)
Apple TV set top box
Freeview plus Top Up
Digital Camera (not on mobile)
Basic mobile phone

How their ownership of technology differs from UK average

MEDIARESEARCH

Difference
+23%
+20%
+18%
+16%
+15%
+15%
+15%
+14%
+13%
+13%
+13%
+12%
+12%
+12%
+10%
+10%
+10%

+9%
+9%
+9%
+9%
+8%
+8%
+8%
+8%
+8%
+7%
+7%
+7%
+6%
+5%

-6%
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Bluetooth Incidence and intentions

Question: Do you use or plan to start using Bluetooth technology or applications?

® Yes- regularly use
Yes- occasionally use

m Yes- rarely use

= No - but plan to start in next 6 months
No - and no plans to start

m Not at all familiar with this

Base: Q3, All respondents (1,608)

Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54
10%
9%
14%

34% 22% 28% 25% 21% 30% 13% 22% 16%
6% 2% % 10% 8% 5% 8% 7% 7%

Not at all familiar 3% 1% 3%

5% 6% 5% 1% 7% 8%

Question: What, if at all, Send/receive pictures with friends/family/colleagues
do you use Bluetooth Exchanging data with others
technology for? Hands free headset on my mobile phone
Sync apps on my phone, PDA, laptop, other device
Wireless keyboard/mouse/other wireless device on PC
Exchanging business cards or contact details
Wireless controller on my gaming console
Have the technology but don't use it

Printing or faxing documents
Base: Q61, All Bluetooth Users (1,032) Other

q MEDIARESEARCH

More than 1 in 5 claim to use Bluetooth
regularly and a further 1 in 4 (24% use it
occasionally.

Overall incidence of those using Bluetooth
technology is 64% 7% claim to plan start
usingit in the next 6 months.

46%
42%
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Playing offline PCgames

Current and intended play levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth
No & no plan to

m Unfamiliar

26%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

29% never

or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

30% 27% 34% 25%  28% 26%  32%

%Regularly by demographics

M15-19 M20-24 M25-34 M35-44 M45-54
32% 25% 23% 26% 19%
F15-19 F20-24 F25-34 F35-44 F45-54
18% 18% 16% 19% 22%

Future usage among gamers

m Do more
No change
m Do less

Equates
to +6%
net more

78%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+8% +5% +3% +12% +7% +7% +4%

MEDIARESEARCH
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Deep profiling of offine PCgamers
e———
I
m Total UK Offline PC Gamers Difference
Play online games on the PC 48% +28%
Buy video games 33% +20% ( MEDIARESEARCH
Play online games on a console 28% +16%
Watch Sky/other subscription TV 61% +16% .
Play games on handheld device [mm——_,.,, +15% I - T(.)taI.UK Offline Gamers Difference
Read paper/hardback books —[Fe—— +14% o)) Computer with TV viewing card +12%
Watch recorded television +13% E External HDD to store media +12%
Listen to radio streamed onling +13% ) Windows Media Center +11%
Play games on your mobile +13% = ) )
(O] Use bluetooth technology/applications +11% © Mobile phone w/ media player +10%
% Go to cinema | +11% X Mobile phone access the Internet +10%
(T.) Read magazines [me— +10% D) Sky + +10%
Visit newspaper websites +10%
(.>5 Watch full tv progs on streaming sites | +10% E ] ) bvDb Re.corder 9%
N Subscribe to MMORPG online game +10% o Pers dig music plyr (not iPod) +9%
) Making calls w/ Skype/other online +9% Y— Satellite television / Sky +8%
Using mobile to surf Internet +9% . .
E Rent DVDs oot ﬂ . Nintendo Wii +8%
) Watch PPV movies via Sky/cable 9% HGZJ DVR ie HDD recorder (excl Sky+) +8%
q: Chatting on Instant Messenger +8% = iPod with video +8%
Watch full movies on streaming sites +8% o Xbox 360 +8%
Watch TV on PC via twcard/USB tuner +8% > . . .
0 Pay to play online bingo 8% > Personal video plyr, excl video iPod +8%
CT.) Buy authorised digital download movie +8% Q PDA/Blackberry +7%
4= Read newspapers (printed) +7% o Portable DAB radio +6%
S Stream music from social networks +T% - .
Use internet chatrooms Y < iPod +6%
> ! ! +7% &) .
= Watch movies on HD-DVD disk 7% ) Cable television +6%
> Read e-books/novels downloaded +7% h Playstation 3 +6%
"6 Watch PPV moyies over Internet +7% "'5 iPhone / N95 or similar 5%
(] Listen to podcasts +7%
Read other peoples' blogs 7% o An e-book reader +6%
sCT—) Listen to radio on mobile phone +7% c Non-portable DAB radio +5%
Write on your own blog 7% n
E Browse social network sites +7% E . HDready et o
; Play the National Lottery 1% c iPod with touchscreen +5%
@) Swap hard drives to share content +6% ; Blu-ray player (not PS3) +5%
T Subscribe paid mthly music d/I service +6% (@] Wireless network at home +5%
Filesharing games / software +6% — Freeview (but not Top Up) +5%
Online gambling +6% =
Play online poker for money +6% g An HDDVD Player +4%
Watch movies on Blu-ray disk +6% + Apple TV set top box +4%
Suﬂi?erl:]);aot?a%?cl)d(-rf]%rt g(r)]ﬁﬁ:?t ’;:ZZ % Digital Camera (not on mobile) +4%
Filesharing music 5% T Basic mobile phone +2%

+5% Freeview plus Top Up
+5%
+5%

Filesharing movies / programmes
Watch pirate DVDs of movies
Listen to audio books

+2%
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Playing MMORPGsubscription games

Current and intended play levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth
No & no plan to

m Unfamiliar

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

32% never
or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54
32% 32% 40% 29%* 34% 29%* *x

* Caution dlow base
** Basetoo low to show

61%

%Regularly by demographics

M15-19 M20-24 M25-34 M35-44 M45-54
17% 10% 6% 4% 2%
F15-19 F20-24 F25-34 F35-44 F45-54
3% 10% 4% 2% 2%

Future usage among players

m Do more
No change
m Do less

Equates
to +7%
net more

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+8% +6% -10%  +29%* +9%  +6%* *

* Caution dlow base
** Basetoo low to show

MEDIARESEARCH
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Playing games on a handheld device

Current and intended play levels

m Regularly
Occasionally
m Rarely
m No but plan to in next émth
No & no plan to 39%
m Unfamiliar

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

25% never

or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

26% 25% 32% 31% 27% 25% 13%

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
27% 16% 18% 15% 11%
F15-19 F20-24 F25-34 F35-44 F45-54
21% 21% 21% 18% 10%

Future usageamong players

m Do more
No change
m Do less

Equates
to +15%
net more

68%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+16%  +14% +4%  +23% +22% +17% @ +6%

MEDIARESEARCH
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Deep profiling of those playing games
on a handheld device

mTotal UK = Hand games

differs from UK average

How their activity

Buy video games
Play online games on a console
Read magazines
Play online games on the PC
Use bluetooth technology/applications

Play offline games on PC |

Go to cinema
Stream music from social networks
Watch recorded television
Chatting on Instant Messenger
Rent DVDs
Watch Sky/other, pay subscription
Play games on your mobile
Watch PPV movies via Sky/cable
Browse social network sites
Read newspapers (printed)
Listen to radio on mobile phone
Use internet chatrooms
Visit newspaper websites
Listen to radio streamed online

Listen to podcasts |

Listen to radio (not online)

Play the National Lottery

Watch full tv progs on streaming sites
Watch PPV movies over Internet

Using mobile to surf Internet

Watch pirate DVDs of movies

Swap hard drives to share content
Watch movies on HD-DVD disk

Watch full movies on streaming sites
Listen to audio books

Read e-books/novels downloaded
Read other peoples' blogs

Watch TV on PC via twcard/USB tuner
Read paper/hardback books

Making calls w/ Skype/other online
Online gambling

Subscribe paid mthly music d/I service
Filesharing games / software

Watch movies on Blu-ray disk
Filesharing music

Play online poker for money

Pay to play online bingo

Buy authorised digital download movie
Filesharing movies / programmes

Subscribe to MMORPG online game

Write on your own blog

Subscribe to paid-for podcast

38%
34%

40%
41%
40%
40%

56%

Difference

+25%
+22%
+21%
+20%
+20%
+19%
+19%
+19%
+18%
+18%
+17%
+17%
+16%
+16%
+16%
+15%
+15%
+14%
+13%
+13%
+13%
+12%
+12%
+11%
+11%
+11%
+11%
+11%
+10%
+10%
+10%
+10%
+10%
+10%
+9%
+9%
+9%
+9%
+9%
+9%
+8%
+8%
+8%
+8%
+7%
+7%
+7%
+7%

How their ownership of technology differs from UK average

L (

H Total UK Hand games
Nintendo Wii
Playstation 3
HD-ready tv set
Xbox 360
Personal video plyr, excl video iPod
iPod with video
iPod with touchscreen
Mobile phone w/ media player
Windows Media Center
Mobile phone access the Internet
Pers dig music plyr (not iPod)
iPod
Computer with TV viewing card
DVD Recorder
Satellite television / Sky
External HDD to store media
Cable television
Sky +
Freeview plus Top Up
DVR ie HDD recorder (excl Sky+)
Portable DAB radio
An HD-DVD Player
An e-book reader
iPhone / N95 or similar
PDA/Blackberry
Blu-ray player (not PS3)
Wireless network at home
Apple TV set top box
Non-portable DAB radio
Freeview (but not Top Up)
Digital Camera (not on mobile)
Basic mobile phone

MEDIARESEARCH

Difference
+22%

+18%
+17%
+16%
+15%
+14%
+14%
+14%
+14%
+14%
+13%
+13%
+12%
+12%
+11%
+11%
+11%
+11%
+11%
+10%
+10%
+10%
+10%
+9%
+9%
+9%
+9%
+8%
+8%
+6%
+5%

-2%
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Buy video games

Current and intended purchase levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth 31%
No & no plan to

m Unfamiliar

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

25% never

or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

26% 22% 29% 27%  26% 22% 22%

%Regularly by demographics

M15-19 M20-24 M25-34 M35-44 M45-54
20% 17% 21% 10% 9%
F15-19 F20-24 F25-34 F35-44 F45-54
5% 19% 10% 16% 5%

25%

Future usage among purchasers

m Do more
No change
m Do less

Equates
to +9%
net more

72%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+10% +9% +4% +17™% +20% +7% -2%

MEDIARESEARCH
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Playing online games on a console

Current and intended gaming levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth
No & no plan to

m Unfamiliar
47%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

24% never

or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

28% 19% 29% 21%  27% 21% 22%

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
33% 19% 15% 10% 7%
F15-19 F20-24 F25-34 F35-44 F45-54
8% 15% 11% 8% 6%

Future usage among gamers

m Do more
No change
m Do less

Equates
to +11%
net more

68%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+12% +9% +% +15% +14% +7%  +10%

MEDIARESEARCH
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Perception of next generation consoles

aso must Ohtems e

WIGGIN

q MEDIARESEARCH

Question: For each of these next generation consoles, how would you rate each of them on
a scale of 1 to 7, where 7 is "A must have item"and 1 is "Completely uni mportant o?

demographics (although it is more of a
dead heat among Malesaged 25-34).

Unimportant =» Must have
m1 2 m3 m4 5 m6 m7/
Average
out of 7 ) .
- One way of understanding the relative
position of the players in the next
. . generation console battle is to ask
Nintendo Wii 1% 14% 4.0 consumers the extent to which they
consider each to be a 0 mu shtav e 6
item.
The Nintendo Wii is a fairly clear
winner in terms of being considered a
0 mu shave.6 The Xbox 360 and
Playstation 3 are roughly on a par.
Xbox 360 12% 13% 35 The Wii is ahead across all

Playstation 3 3.6

Average Total MI1519 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54
4.6 4.1 3.5 3.6 3.5 3.7 3.1 3.4 3.1

Base: Q40, All respondents (1,608)

180



Reasons for not purchasing a

next generation games console

Among non-owners

Question: You said earlier that you didn't own a next generation games console like a

Playstation 3, Xbox360 or a Nintendo Wii. What are the reasons why you haven't bought...?

Not interested in gaming
Console too expensive

Play PC games instead
Games too expensive
Waiting for price reduction
Heard bad reviews/reports
Waiting for good games
Don't know enough about it
Don't like the brand
Unreliable

Don't need one

It's inferior to others

| prefer PC gaming

Concern w/ backwds comp'y
Plan to buy, not done so yet
Other

Playstation 3

46%

Xbox 360

I 27

I 2%

B 21
I 329
i

B

B

B 3

B s

Nintendo Wii

I 24%

I 38%

I 1o

q MEDIARESEARCH

This analysis provides explanations asto why
non-owners have not yet purchased a next
generation gamesconsole.

One reason of course is that t h e y &impy
not interested in gaming, d o n ieeéd one or
prefer PCgaming.

The major reason however, is a perception
across all three consoles, that they are too
expensive. This is a concern felt more
strongly for the Playstation 3 and least for
the Wii. Almost 1 in 4 consumersare awaiting
a price reduction .

It is highly likely that price reductions will
occur and this is only good news in
stimulating the market.

The next most important reason is the
perception that games are too expensive.
Again, this perception is felt slightly more
strongly for the Playstation 3.

The Wii generates the highest purchase
intention (15%), followed by the Playstation 3
(99 and then the Xbox 360 (6%).

Base: Q39, All not owning next gen console (982)
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caAdS>U J 0 C
» a a 0 otfa O . 4 Vi A4 Vi 4 0 . Vi 4 4/ Vi 4
Not interested in gaming 27% 21% 22% 15% 22% 30% 23% 30% 31% 33% 33%
Console too expensive 46% 69% 71% 41% 44% 41% 53% 50% 49% 40% 45%
Play PC instead 22% 37% 10% 16% 28% 25% 27% 25% 17% 16% 21%
Games too expensive 35% 69% 46% 39% 36% 34% 39% 23% 35% 25% 34%
\Waiting for price reduction 23% 38% 51% 26% 24% 17% 25% 19% 22% 17% 21%
Heard bad reviews 5% 16% 13% 9% 3% 5% 7% 5% 5% 2% 2%
\Waiting for good games 6% 23% 5% 9% 5% 2% 8% 5% 5% 4% 4%
DK enough about it 11% 9% 0% 13% 11% 10% 16% 10% 10% 13% 13%
Dondt | i ke the 5% 16% 3% 5% 6% 6% 6% 2% 3% 3% 3%
Unreliable 4% 13% 0% 7% 2% 4% 5% 5% 4% 5% 2%
Dondt need one 16% 29% 9% 13% 16% 11% 21% 15% 23% 16% 14%
Inferior to others 5% 14% 0% 6% 6% 3% 9% 7% 3% 4% 2%
Prefer PC 19% 36% 9% 17% 20% 29% 19% 16% 15% 14% 16%
Concern w/_backwds comply 7% 22% 8% 12% 6% 10% 10% 5% 5% 4% 4%
Plan to buy, not done so yet 9% 23% 24% 11% 9% 7% 6% 4% 10% 5% 5%
e ao otfa O . 4 Vi 44 4 V| 0 . Vd| V| 44 4 V|
Not interested in gaming 24% 17% 24% 12% 20% 28% 17% 25% 28% 29% 29%
Console too expensive 38% 39% 42% 30% 34% 31% 61% 45% 41% 38% 42%
Play PC instead 19% 28% 15% 17% 24% 23% 21% 23% 14% 11% 18%
Games too expensive 30% 41% 28% 32% 32% 27% 41% 19% 33% 23% 33%
\Waiting for price reduction 23% 26% 28% 28% 20% 14% 31% 24% 28% 20% 24%
Heard bad reviews 4% 19% 5% 6% 2% 4% 10% 2% 6% 3% 0%
\Waiting for good games 5% 5% 6% 10% 2% 2% 14% 5% 4% 4% 4%
DK enough about it 10% 13% 3% 9% 10% 11% 11% 4% 10% 10% 11%
Dondt | i ke the 5% 22% 6% 8% 4% 5% 9% 0% 7% 4% 1%
Unreliable 3% 16% 3% 4% 3% 4% 3% 0% 4% 3% 1%
Dondt need one 12% 15% 5% 11% 13% 8% 24% 10% 15% 12% 10%
Inferior to others 5% 23% 6% 13% 3% 2% 10% 0% 6% 2% 2%
Prefer PC 16% 30% 6% 16% 16% 27% 22% 14% 13% 11% 14%
Concern w/_backwds comply 4% 10% 0% 6% 3% 7% 10% 2% 4% 4% 2%
Plan to buy, not done so yet 15% 13% 19% 14% 16% 11% 15% 18% 19% 20% 11%
box360 ota 9 0-24 4 Vi 45-54 9 0-24 / Vi 45-54
Not interested in_gaming 27% 19% 24% 13% 22% 32% 27% 30% 30% 33% 34%
Console too expensive 42% 57% 56% 38% 40% 37% 54% 47% 41% 40% 43%
Play PC instead 21% 37% 10% 17% 26% 24% 24% 23% 14% 16% 20%
Games too expensive 32% 60% 33% 34% 34% 30% 36% 23% 32% 23% 31%
\Waiting for price reduction 17% 28% 31% 28% 17% 10% 21% 11% 13% 12% 16%
Heard bad reviews 4% 20% 5% 9% 1% 5% 10% 5% 4% 2% 2%
Waiting for good games 4% 15% 3% 10% 1% 3% 10% 5% 4% 2% 4%
DK enough about it 13% 19% 7% 12% 11% 10% 23% 9% 12% 14% 13%
Dondot | i ke the 9% 25% 13% 12% 8% 9% 16% 7% 10% 5% 4%
Unreliable 6% 24% 6% 10% 5% 6% 15% 2% 4% 2% 3%
Dondt need one 14% 25% 13% 13% 12% 10% 22% 14% 19% 14% 11%
Inferior to others 6% 24% 9% 8% 5% 6% 19% 10% 4% 3% 2%
Prefer PC 19% 35% 14% 17% 19% 28% 30% 16% 13% 14% 15%
Concern w/_backwds comply 5% 14% 6% 8% 4% 9% 6% 7% 2% 3% 3%
Plan to buy, not done so yet 6% 7% 6% 14% 6% 3% 4% 4% 5% 5% 2%




General attitudes towards gaming

Question: Please look at the following list and tell WIGGIN
us whether you agree or disagree with each [ ¢ MEDIARESEARCH
Strongl A Di Strongly di Ao
H Strongly agree gree MDisagree ®u Strongly disagree aqree
Games are too expensive 84% We saw above that cost is an issue for gamers. For
example, 84%of gamers agree that games are too
Some can be finished too quickly for price 74% expensive and three quarters think that some

games can be finished too quickly for their price.
This raises questions over the perceived value of
Frustrating some only avail. on certain consoles 73% gamestoday.

Whilst i t Gimportant for consoles to have
59% exclusivity on games and franchises to support
hardware sales, many consumers find it frustrating
they cannot get such games for their own console.

Should have multiplayer to increase longevity

Too much emphasis on graphics, not playabilit 0
P grap play y 55% That said, a remarkable 1 in 3 say they have been
tempted to buy a console for these exclusive titles
Prefer simple games than complex 54% which supports an exclusivity strategy.

There are some interesting underlying attitudes
50% towards the games themselves. Just over half
consider there is too much emphasis on graphics
quality than playability and exactly half are
concerned about the realism of violence in some
games (these feelings are strongly felt among older
42% females, potentially mothers of gamers, rather

than young male gamers).

Concerned about realism of violence in some

Classic arcade games from 80s are still the best 46%

Really only interested in single player games

Been tempted to buy console for excl. games 34% There is little agreement that the next gen consoles

makes owning a PC less important . They are not

perceived as a PCreplacements.

Unimpressed by graphics/quality of next gen 2004

Whilst only 1 in 5 are interested in using the mobile
Next gen consoles makes owning PC less impt ¢ 250 to manage elements within games (like inventories,
for example), there is an audience for such
innovation and interest is much stronger among
22% young male gamers.

Base: Q38, All gamers (1,384) 133



Potential gaming business
model concepts

WIGGIN
q MEDIARESEARCH

Question: Please look at the following list and tell
us whether you agree or disagree with each

m Strongly agree = Agree m Disagree ® Strongly disagree Total

agree
Prefer buy physical disk than digital d/l version m 43% 67% Here is consumer reaction to various ideas to

innovate in the video gaming market.

Firstly, a significant proportion (44% are
interested in downloading gamesand additional
44% content (episodes, items, levels etc.) but 2in 3

Like idea of "episodic" content to d/I a 39%
gamersprefer the physical disk

Offering downloadable games or other content
that can be burned to disk would therefore

Pay for extra content (levels, items) to d/I 35% 42% appear to be a viable route, particularly if it
comeswith original artwork .
There is certainly a much wider market for
digital download gaming than has been opened
I'd buy more if could download them easily 31% 38% up hitherto and it seemsthere are many more

opportunities to provide additional content.

One thing that should be considered is value for
money for downloads. Aswe saw earlier, there

230 is a general concern over the value of games,
so any episodic/content which consumers have
to pay for beyond the cost of the game needs
to be carefully priced to avoid further erosion
of value perceptions.

Prefer buy digital d/I than have physical disk 19%

Interested using mobile to manage games 19% 22%

Base: Q38, All gamers (1,384) 184



Attitudes towards gaming
by demographics

[ ¢ MEDIARESEARCH

Own/Have access to

Total agree Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54 X360 PS3

Games are too expensive

Some can be finished too quickly for

Frustrating some only avail. on certain
consoles

Prefer buy physical disk than digital d/I
version

Should have multiplayer to increase
longevity

Too much emphasis on graphics, not
playability

Prefer simple games than complex

Concerned about realism of violence in
some

Classic arcade games from 80s are still
the best

Like idea of "episodic" contentto d/I

Pay for extra content (levels, items) to
d/l

Really only interested in single player
games

I'd buy more if could download them
easily

Been tempted to buy console for excl.

Unimpressed by graphics/quality of
nextgen

Next gen consoles makes owning PC les
impt

Prefer buy digital d/I than have
physical disk

Interested using mobile to manage

: Q38, All gamers (1,384) 185



Consumer preference of single —
versus competitive console platform =——

q MEDIARESEARCH

Question: Which one of these two options would be your
preference for the next generation of games consoles?

Amongq all respondents

® There should be a single
platform so all games are
available to everyone

42%
Companies should compete for What do consumers think of the next
the best platform and let generation console battle? Is it better to
consumers decide which is best have a single platform and single market t_o
open up games to everyone or is
for them competition better and  consumers
determine the winner?
Gamers are split down the middle on this
question.
Among gamers
B There should be a single platform
so all games are available to
everyone
45%

Companies should compete for
the best platform and let
consumers decide which is best
for them

186



Interest iIn games based
on TV programmes

Question: How interested, if at all, would you be in playing games

that are based on or form part of top television programmes?

m Definitely would buy

Very interested

B Somewhat interested

® Not very interested

Not at all interested

Preference Total

q MEDIARESEARCH

There is a modest level of interest in games based
on top television programmes. Of course this is only
interest in principle and the real level of demand
would depend on the TV programme in question.

Among regular games purchasers, interest is
significantly boosted: around 1 in 3 would definitely
buy or would be very interested to buy television-
basedetitles .

M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 FA45-54 Buy video games regularly

4% | 6% 7% 8% 2% 2% 4% 9% 5% 1% 2% 15%
17%
46% _ 30% _ 45%  35% _ 21% 35%
26% 20%

Not at all interested 11%  19%  12%  27%  32%
Def buy/Very int. 22% _ 22% _ 20% 8% 9%

Not very/at all int. 49%

32%

48%

34%

57%

64%

11%

19%
33%

12%

21%
38%

22%

17%
48%

26%

9%
51%

33% 13%

6% 32%
60% 33%

Base: Q42, All respondents (1,608)
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B — NeXt generation

games consolesas
media devices
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consoles as media devices ———
. . MEDIARESEARCH
Question: Do you ever use your games console to do any of the following? «
®m Regularly = Sometimes ®m No, but plan to in next 6 mths ®No & don't plan to Tuo—stgl Next generation consoles (such as the
— Playstation 3 and Xbox 360) have the
Playamovie DVD 58% capability to be used as serious media
devices as well as gaming machines.
Play other gamers over the Internet 41% This is borne out by consumer usage of
next generation gaming consoles 58% of
the sample use them as a DVDplayer and 1
. in 3 usethem to get online.
Use it to surf the Internet 33% n s g '
Only a minority have used their console for
. video streaming but intentions to do so
Play next gen movie on Blu-ray/HD-DVD 31% are strong. Nearly as many intend to start
asare currently doing so.
Stream movies/progs directly from 24%
Internet onto the console's HD 0 Intentions to use consoles to play media

are strong across the board. Playstation 3
. owners are much more likely in general to
Stream movies/progs from PC  EeEZ 24% use their device as a media player and this
is most notable in terms of watching Blu-
ray movies and streaming content.

Total use Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19* F20-24* F25-34 F35-44 F45-54

71%  60%  69%  55%  54% | 60%  59%  57%  49%  45%

tream movies/progs from PC 40%  43%  38%  16%  13% | 22%  35%  27% 7% 1%

Total use Total Oown Wii Own Xbox 360 Own PS3

lay a movie DVD 50% 74% 76%
39% 58% 56%
se it to surf Internet 6% 9% 6%

3 3 4
30% 39% 56%
25% 34% 42%

tream movies/progs from PC 26% 34% 37%

Base: Q35, All owning next gen console (626) 139



Importance of using console

as a media device —

q MEDIARESEARCH

Question: How important, if at all, is your games console
for watching media (movies, programmes etc) in general?

m Vitally important nowadays
Very important

We have seen a healthy appetite for
: consumers to use their next generation
| - .

Somewnhat Important consolesas media devices.

= Not very important
This is shown again here in this analysis. 1
in 3 say that it is vitally or very important
for their games console to be a media

Not at all important

21% device in addition to gamesplaying. A
further 1 in 3 consider it somewhat
important .

Total M15-19* M20-24* M25-34 M35-44* MA45-54* F15-19* F20-24* F25-34* F35-44* F45-54* Wi Xbox 360 PS3

Vitally important 120 13% | 18%  17% 8% 0% 4% 20%  20% 4% 8% | 13%  15% 15%
Not at all important 3% 4% 8% 9% 18%  11%  11%  14%  17% | 10% 8% 6%

* Caution dbase under 50

Base: Q36, All using next gen console as a media device (431)
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Reactions to Xbox Live and Sony Home
type of services

L (

WIGGIN

Question: Sony PlayStation will soon release "Sony Home" and Xbox have their "Xbox Live" services. These allow consumers with access to
these services to download new games or levels as well as download video content and purchase online goods and services. Plea se take a

look at the following and tell us whether you agree or disagree with the following.

B Strongly agree = Agree B Disagree® Strongly disagree Total Own Own
agree Xbox360 PS3

They are a great idea WY o 69% 84% 83%

5
3
>

Interested to d/I new levels/items in existing games 38% 49% 74% 75%

Interested to d/l new games using this 36% 45% 2% 72%

Interested to watch tv progs/movies d/l via service 32% 41% 59% 65%

If good, it could become main way access video 29% 36% 55% 63%

I'm very familiar with these services 26% 35% 71% 66%

Interested to pay d/l new movie to own via service 27% 34% 53% 61%

Interested to pay to rent new movie d/Is via service 26% 32% 50% 58%

Interested in using as online shopping channel 25% 31% 46% 57%

Services like Xbox Live and Sony
Home propose to open up an
exciting online world to owners of
next generation consoles

Consumerreaction is very positive
with over 2 in 3 gamers and over
80% of next generation console
owners considering the concept a
great idea.

Wh a tnioe, 1in 2 Xbox 360 and
PS8 owners state an interest in
paying to download movies via
their consoles

Base: Q37, All gamers (1,384)

MEDIARESEARCH
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Reactions to Xbox Live and Sony Home

type of services

L (

Question: Sony PlayStation will soon release "Sony Home" and Xbox have their "Xbox Live" services. These allow consumers
with access to these services to download new games or levels as well as download video content and purchase online goods
and services. Please take a look at the following and tell us whether you agree or disagree with the following.

Any agree Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

They are a great idea 78% 86%
Interes_ted to d/l new 49% 65% 7204
levels/items in existing games

Intgreste;d to d/l new games 45% 62% 68%
using this

76%

57%

56%

64%

49%

42%

61%

42%

39%

Interested to watch tv 41% | 59%  66%  52%  38%  34%
progs/movies d/l via service

If good, it cou_ld become main 36% 49% 57% 5206 33% 28%
way access video

services

I'm very familiar with these 57% 71% 28% 34% 28%

Interested to pay dfl new 34% | 38%  59%  49% 3206  24%
movie to own via service

Interested to pay to rent new 32% | 39%  58%  44%  27% = 23% | 33% = 41%  31%  22%  17% 50% 58%
movie d/Is via service

Interes_,ted in using as online 31% 38% 5206 41% 29% 2306
shopping channel

66%

48%

44%

32%

78%

56%

56%

40%

68%

45%

43%

28%

63%

35%

34%

31%

22%

20%

23%

21%

Own/Access Own/Access
Xbox PS3

57% 84% 83%

36% 74% 75%

31% 72% 72%
24% 59% 65%

19% 55% 63%

19% 71% 66%

23% 53% 61%

16% 46% 57%

Base: Q37, All gamers (1,384)

MEDIARESEARCH
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Gambling activity

Question: Please tell us whether you do any of these leisure activities?

m Regularly
Occasion'y

m Rarely

E No but plan to in next 6mth
No & no plan to

m Unfamiliar

Play the National Lottery “ 17% H/o

Gamble on leading online betting sites ﬁ?%./o 68%
Pay to play online bingo " 60/./0
Play online poker for money & 60/"/0

% Regularly Total

Play National Lottery 10%  16%  28%  40%  50% | 10%  19%
Gamble betting sites 3% 8% 8%  10% 1% | 2% 7%

68%

71%

Pay to play online bingo 50 8% 5% 5% 4% 206 9%

% Ever
25% i/o 69%

21%

14%

M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54
28% 48% 44%

2% 1%
2% 3%

Play online poker 5% 3% 1% 4% 2% | 1% 4%

2% 0%

q MEDIARESEARCH

Base: Q3, All respondents (1,608) 194



Play the National Lottery

Current and intended play levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth
No & no plan to

m Unfamiliar

25%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

24% never

or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

22% 25% 26% 17%  26% 24% 24%

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
10% 16% 28% 40% 50%
F15-19 F20-24 F25-34 F35-44 F45-54
10% 19% 28% 48% 44%

Future usage among players

m Do more
No change
m Do less

Equates
to +9% net
more

78%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+8% +9% +23% +19% +15% +4% 0%

MEDIARESEARCH
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Online gambling

Current and intended online gambling levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth
No & no plan to

m Unfamiliar

68%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

23% never

or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

25% 18% ** 21%  23% 23%  22%*

* Caution dlow base
** Basetoo low to show

%Regularly by demographics
M18-19 M20-24 M25-34 M35-44 M45-54
3% 8% 8% 10% 7%
F18-19 F20-24 F25-34 F35-44 F45-54
2% 7% 6% 2% 1%

7%

Future usage among players

m Do more
No change
m Do less

Equates
to +7% net
more

69%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+8% +4% ** +10% +7% +6%  +5%*

* Caution dlow base
** Basetoo low to show

MEDIARESEARCH
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Deep profiling of online gamblers

differs from UK average

How their activity

m Total UK Online gamble

Using mobile to surf Internet 43%
Watch PPV movies via Sky/cable 41%
Go to cinema 54%
Watch Sky/other subscription TV | 7%
Read newspapers (printed) [re————— 73%
Play the National Lottery —[me——— 65%
Listen to radio streamed online

Rent DVDs
Play online poker for money
Play games on handheld device
Visit newspaper websites
Watch recorded television 61%
Buy video games
Pay to play online bingo
Swap hard drives to share content
Listen to podcasts
Subscribe paid mthly music d/I service
Play online games on the PC
Watch movies on HD-DVD disk
Buy authorised digital download movie
Use bluetooth technology/applications
Play offline games on PC
Watch PPV movies over Internet
Play online games on a console
Listen to radio on mobile phone
Filesharing games / software
Making calls w/ Skype/other online
Watch full tv progs on streaming sites
Watch full movies on streaming sites
Watch TV on PC via twcard/USB tuner
Use internet chatrooms
Listen to audio books
Read magazines
Watch pirate DVDs of movies
Subscribe to paid-for podcast
Stream music from social networks
Play games on your mobile
Read other peoples' blogs
Read e-books/novels downloaded
Filesharing music
Write on your own blog
Watch movies on Blu-ray disk
Listen to radio (not online)
Filesharing movies / programmes
Subscribe to MMORPG online game
Read paper/hardback books 60%
Chatting on Instant Messenger
Browse social network sites

68%

Difference

+35%
+34%
+33%
+32%
+32%
+31%
+31%
+30%
+30%
+30%
+29%
+29%
+28%
+27%
+27%
+27%
+26%
+25%
+25%
+25%
+24%
+24%
+24%
+24%
+24%
+23%
+23%
+23%
+22%
+22%
+22%
+22%
+21%
+21%
+21%
+20%
+20%
+20%
+20%
+18%
+18%
+18%
+17%
+17%
+17%
+13%
+13%
+13%

L (

H Total UK Online gamble
Pers dig music plyr (not iPod)
Non-portable DAB radio
An HDDVD Player
iPod with touchscreen
PDA/Blackberry
Blu-ray player (not PS3)
Sky +
Nintendo Wii
iPod with video

from UK average

External HDD to store media
An e-book reader
iPod
Mobile phone w/ media player
Satellite television / Sky
Cable television
Xbox 360
Computer with TV viewing card
Basic mobile phone
Portable DAB radio
Freeview plus Top Up
Playstation 3
iPhone / N95 or similar
Windows Media Center
DVR ie HDD recorder (excl Sky+)
Personal video plyr, excl video iPod
Apple TV set top box
DVD Recorder
HD-ready tv set
Mobile phone access the Internet
Wireless network at home
Digital Camera (not on mobile)
Freeview (but not Top Up)

How their ownership of technology differs

MEDIARESEARCH

Difference
+26%

+26%
+24%
+24%
+24%
+24%
+23%
+23%
+23%
+21%
+21%
+21%
+20%
+20%
+20%
+20%
+20%
+19%
+19%
+19%
+19%
+18%
+18%
+16%
+16%
+16%
+13%
+13%
+12%
+9%
+7%

+6%
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Playing online bingo for money

Current and intended playing levels

R larl %Regularly by demographics

[ |

OEQU §1r y T 6% M18-19 M20-24 M25-34 M35-44 M45-54

- R;:?:ls;ona y 5% 8% 5% 5% 4%

m No but plan to in next émth F119 F224 F234 F344 F454
0 0 (1) (1) 0

No & no plan to
m Unfamiliar

68%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

19% never
or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

25% 13% ** 15%  23% 15% 10%

** Basetoo low to show

Future usage among players

m Do more
No change
m Do less

Equates
to +3% net
more

62%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+1% +5% ** +19% +15% -8% -21%

** Basetoo low to show

MEDIARESEARCH
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Deep profiling of those playing online

bingo

How their activity differs from UK average

EmTotal UK = Online bingo

Play online games on the PC
Play the National Lottery
Play online games on a console
Buy authorised digital download movie
Watch full tv progs on streaming sites
Subscribe paid mthly music d/I service
Play offline games on PC 59%
Play online poker for money
Listen to radio streamed online
Rent DVDs
Stream music from social networks
Play games on your mobile
Use internet chatrooms
Making calls w/ Skype/other online
Read e-books/novels downloaded
Filesharing games / software
Listen to radio on mobile phone
Watch movies on HDDVD disk
Watch PPV movies over Internet
Swap hard drives to share content
Watch PPV movies via Sky/cable
Watch full movies on streaming sites
Listen to audio books
Go to cinema
Watch recorded television
Read other peoples' blogs
Filesharing music
Use bluetooth technology/applications
Read newspapers (printed)
Buy video games
Using mobile to surf Internet
Online gambling
Subscribe to paid-for podcast
Listen to podcasts
Watch TV on PC via twcard/USB tuner
Read magazines
Write on your own blog
Play games on handheld device
Filesharing movies / programmes
Subscribe to MMORPG online game
Watch pirate DVDs of movies
Chatting on Instant Messenger 60%
Read paper/hardback books
Watch movies on Blu-ray disk
Visit newspaper websites
Browse social network sites 59%
Watch Sky/other subscription TV
Listen to radio (not online)

70%

65%

73%

65%

74%

69%
73%

79%

Difference

+50%
+45%
+40%
+40%
+39%
+39%
+38%
+38%
+37%
+37%
+37%
+37%
+37%
+37%
+36%
+36%
+36%
+36%
+36%
+35%
+35%
+34%
+34%
+33%
+33%
+33%
+33%
+32%
+32%
+32%
+32%
+32%
+32%
+31%
+31%
+30%
+30%
+30%
+29%
+29%
+28%
+28%
+27%
+27%
+26%
+25%
+24%
+22%

H Total UK Online bingo

An HD-DVD Player
Apple TV set top box
An e-book reader
Xbox 360
iPod with touchscreen
Freeview plus Top Up
Computer with TV viewing card
Playstation 3
iPod with video
PDA/Blackberry
Blu-ray player (not PS3)
Nintendo Wii
iPhone / N95 or similar
Sky +
Personal video plyr, excl video iPod
Portable DAB radio
Windows Media Center
iPod
Mobile phone w/ media player
Cable television
Basic mobile phone
HD-ready tv set
Satellite television / Sky
DVR ie HDD recorder (excl Sky+)
Non-portable DAB radio
Freeview (but not Top Up)
Pers dig music plyr (not iPod)
DVD Recorder
External HDD to store media
Mobile phone access the Internet
Wireless network at home

How their ownership of technology differs from UK average

Digital Camera (not on mobile)

L (

MEDIARESEARCH

83%

Difference
+35%

+33%
+32%
+31%
+31%
+30%
+30%
+30%
+30%
+30%
+30%
+28%
+28%
+27%
+26%
+25%
+25%
+24%
+24%
+20%
+20%
+20%
+19%
+19%
+19%
+19%
+18%
+16%
+15%
+13%
+11%

+4%
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Playing online poker for money

Current and intended playing levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth
No & no plan to

m Unfamiliar

71%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

28% never
or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

28% 25% 22%* 25%  30% 30%  26%*

* Caution dlow base

%Regularly by demographics
M18-19 M20-24 M25-34 M35-44 M45-54

5% 3% 7% 4% 2%
F18-19 F20-24 F25-34 F35-44 F45-54
1% 4% 5% 2% 0%

Future usage among players

m Do more
No change
m Do less

Equates
to +11%
net more

55%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+10%  +13% | +11%* +20% +25% -9% -9%*

* Caution dlow base

MEDIARESEARCH

200



Deep profiling of online poker players

UK average

How their activity differs from

m Total UK

Pay to play online bingo

Online gambling 54%

Play online games on the PC

Play online games on a console

Watch PPV movies via Sky/cable 49%

Use bluetooth technology/applications

Online poker

61%
Play games on handheld device 56%
Buy authorised digital download movie
Stream music from social networks 50%
Play games on your mobile 50%
Play offline games on PC 58%

Use internet chatrooms
Listen to radio on mobile phone
Subscribe paid mthly music d/I service
Play the National Lottery
Listen to radio streamed online 54%
Swap hard drives to share content
Filesharing games / software
Buy video games 49%
Making calls w/ Skype/other online
Using mobile to surf Internet
Listen to podcasts
Watch PPV movies over Internet
Watch recorded television
Read e-books/novels downloaded
REELENELEVAN N
Read other peoples' blogs
Go to cinema 54%
Watch movies on HD-DVD disk
Watch full tv progs on streaming sites
Watch full movies on streaming sites
Filesharing music
Watch Sky/other subscription TV
Filesharing movies / programmes
Watch pirate DVDs of movies
Write on your own blog
Listen to audio books
Rent DVDs
Watch TV on PC via twcard/USB tuner
Subscribe to MMORPG online game
Subscribe to paid-for podcast
Watch movies on Blu-ray disk
Read newspapers (printed) | 70%
Visit newspaper websites ~[f—— 5206
Browse social network sites ~[e——= 60%
Listen to radio (not online) 74%
Chatting on Instant Messenger 54%
Read paper/hardback books 62%

71%

7%

Difference
+51%
+48%
+47%
+47%
+42%
+40%
+39%
+39%
+38%
+38%
+37%
+37%
+37%
+37%
+37%
+36%
+36%
+36%
+36%
+36%
+35%
+35%
+35%
+34%
+34%
+34%
+34%
+33%
+33%
+33%
+33%
+33%
+32%
+32%
+32%
+32%
+32%
+31%
+31%
+30%
+30%
+29%
+29%
+28%
+26%
+23%
+22%
+15%

How their ownership of technology differs from UK average

L (

= Total UK Online poker
Playstation 3
PDA/Blackberry
iPod with touchscreen
Xbox 360
An HD-DVD Player
iPhone / N95 or similar
Apple TV set top box
iPod with video
Sky +
Computer with TV viewing card
Nintendo Wii
An e-book reader
Blu-ray player (not PS3)
Non-portable DAB radio
Freeview plus Top Up
Satellite television / Sky
Portable DAB radio
Mobile phone w/ media player
Basic mobile phone
DVR ie HDD recorder (excl Sky+)
Windows Media Center
Cable television
Pers dig music plyr (not iPod)
iPod
Personal video plyr, excl video iPod
DVD Recorder
HD-ready tv set
External HDD to store media
Wireless network at home
Mobile phone access the Internet
Freeview (but not Top Up)
Digital Camera (not on mobile)

MEDIARESEARCH

Difference
+39%
+39%
+39%
+39%
+38%
+38%
+38%
+38%
+36%
+36%
+35%
+35%
+35%
+34%
+32%
+31%
+30%
+30%
+29%
+29%
+29%
+29%
+29%
+28%
+28%
+22%
+21%
+20%
+19%
+16%
+14%

+8%
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Listening to broadcast radio

Current and intended listening levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth
No & no plan to

m Unfamiliar

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

43% never
or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

42% 43% 34% 29% 43% 48% 47%

10%

1
[ ¢ MEDIARESEARCH
%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
40%  48%  51%  58%  57%
F15-19 F20-24 F25-34 F35-44 F45-54
46%  39%  50%  55%  46%
Future usage among listeners
m Do more
No change
m Do less
Equates The good news for radio is that 14%
to +14% more people intend to listen more to

net more the radio in the future .

80%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+14%  +14% | +24% +20% +13% +12% +10%
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Listening to online streamed radio

Current and intended listening levels C VEDIARESEARCH
%Regularly by demographics
= Regularly M15-19 M20-24 M25-34 M35-44 M45-54
Occasionally 17%  18%  21%  21%  18%
m Rarely 23%

F15-19 F20-24 F25-34 F35-44 F45-54
26% 18% 17% 17% 12%

m No but plan to in next émth
No & no plan to
m Unfamiliar

While streamed / internet radio is less
emotionally engaging than traditional
radio (57% could easily stop Vs 29%

. . respectively) a net 17% more people
Emotional attachment Future usage among listeners intend to listen more in the future to
streamed radio compared to 14% to

m Addicted/would never stop = Do more traditional - radio.

Hate to stop
m Uncomfortable to stop
m Easily stop

No change
m Do less

18% never
or hate to
stop

Equates
to +16%
net more

73%
%Never or hate to stop by demographics %Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54 Male Female 15-19 20-24 25-34 35-44 45-54
18% 18% 20% 16% 20% 18% 17% +18% +15% +17% +13% +21% +15% +1%%
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Listening to podcasts

Current and intended podcast listening levels

m Regularly
Occasionally
m Rarely
m No but plan to in next émth
No & no plan to
m Unfamiliar 38%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

13% never
or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

12% 14% 19% 13% 14% 10% 7%

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
12% 8% 12% 8% 7%
F15-19 F20-24 F25-34 F35-44 F45-54
10% 7% 9% 5% 3%

Future usage among listeners

® Do more
No change
m Do less

Equates
to +17%
net more

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+17%  +16% | +11% +17% +18% +22% +12%
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Incidence of accessing
unauthorised content

m Regularly
Occasionally

m Rarely

= Never, but plan to start
Never, no plans to start

m Unfamiliar
Watch full tv progs on video streaming sites* 53%
Filesharing unauthorised music g 55%

Watch pirate DVDs of movies 61%

Watch full movies on video streaming sites* 58%
Filesharing unauthorised movies/programnmes 61%
Swap hard drives with friends to share content* 63%

Filesharing unauthorised games/software 70%

* Not necessarily piracy or copyright infringement

% Regularly Total
13% 14% 7% 4% 2% 14% 7% 8%
15% 14% 7% 7% 5% 16% 13% 10%
6% 11% 7% 2% 1% 8% 9% 9%

13% 14% 9% 3% 3% 12% 7% 5%
9% 9% 7% 7% 3% 7% 12% 6%
6% 11% 6% 3% 3% 7% 10% 5%
7% 10% 5% 3% 1% 4% 8% 5%

%Ever

M15-19 M20-24 M25-34 M35-44 MA45-54 F15-19 F20-24 F25-34 F35-44 F45-54

3% 3%
3% 1%
3% 2%
1% 1%
1% 1%
1% 1%
2% 0%

e———
I
q MEDIARESEARCH

Piracy is of course a critically important
issue for digital content. This analysis
places each type of content activity in
context.

Streaming full tv programmes is the
most regular unauthorised activity
(albeit there are many legal routes and
the results may be overstated).

The incidence of music piracy is well
documented but the scale of movie
piracy may come as a surprise. Nearly 3
in 10 have watched pirated DVDsand
roughly the same proportion have
viewed movies on streaming sites
(which, whilst there are legal sites
available, are more likely than not to
be unauthorised).

Whilst most of the publicity about
piracy is focused on peer-to-peer
filesharing, streaming and direct
download sites are also a significant
issue.

Incidence of piracy is much stronger
among younger consumers, particularly
males under 25. For example around 1
in 7 young males fileshare music.

It is worth noting that nearly 1 in 5
share their hard drives with friends.

Base: Q3, All respondents (1,608) 208



Pi1 r a attduded towards piracy

Question: Please look at the following list and tell us whether you agree or disagree with each

q MEDIARESEARCH
m Strongly agree = Agree mDisagree ® Strongly disagree Total
agree
Legal d/l sites don't have the range of illegal ones 46% - 70%
Here are some underlying attitudes
towards piracy.
Can get what | want a lot faster compared to legal sites 47% 68% Pirates perceive legal sites d o nf@ave
the range of content of illegal ones
| (70% and take longer to acquire
content (68%. That it is free is, of
Would stop d/l unauthorised content if received an course, the main reason why piracy is
email/call from ISP 20% 50% - 70% so rife but perceptions of a lack of
choice in legal sites is a contributory
7 factor .
Would stop d/I completely if thought better chance of 19% 47% 66% Pirates are typically media heavy

being caught consumers and purchase considerable
quantities of legal content in addition
to unauthorised content. Nearly 2 out
64% of 3 pirates claim they would pay for
legal downloads if what they wanted

was available.

Would pay for legal d/Is if they had what | wanted 16% 48%

In terms of deterring piracy,
68% unauthorised downloaders concede
that one of the most compelling
reasons to quit would be the receipt
of a cease and desist warning from
62% their ISP 7 out of 10 would stop if
this were to happen.

| believe it's very unlikely | will be caught d/I

unauthorised content 15% 53%

Get concerned about stories in news about people o .
being prosecuted 13 49%

Fear of being caught is also a strong
deterrent in theory but 2 in 3 believe
it is very unlikely they will ever be
caught.

Would keep on d/l even if were more stories about 129 39%

0
prosec'n because little chance of being caught 51%

Seeing news stories about people being prosecuted puts

[0)
me off doing it 57%

46%

"

Base: Q55, All pirating content (520) 209



Pi r a attieuded towards piracy —
by demographics NiIGGIN

[ ¢ MEDIARESEARCH

Question: Please look at the following list and tell us whether you agree or disagree with each

Any agree Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24* F25-34 F35-44  FA45-54**
_Legal d/I sites don't have the range of 70% 79% 70% 55%
illegal ones
Can get what | want a lot faster
68%
compared to legal sites

\Would stop d/I unauthorised content

0,
if received an email/call from ISP e

\Would stop d/I completely if thought 66%
better chance of being caught

\Would pay for legal d/lIs if they had 64%
what | wanted

| believe it's very unlikely | will be 68%
caught d/I unauthorised content

Get concerned about stories in news
62%
about people being prosecuted

Would keep on d/l even if were more
stories about prosec'n because little 51%
chance of being caught

Seeing news stories about people
57%
being prosecuted puts me off doing it

*Caution dlower base
** Base too low to show

Base: Q55, All pirating content (520) 210



Piracy ofilesharing music

Current and intended filesharing levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth
No & no plan to

m Unfamiliar

55%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

25% never

or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

27% 24% 34% 30% 31% 13% 16%

%Regularly by demographics

M15-19 M20-24 M25-34 M35-44 M45-54
15% 14% 7% 7% 5%
F15-19 F20-24 F25-34 F35-44 F45-54
16% 13% 10% 3% 1%

Future usage among filesharers

m Do more
No change
m Do less

Equates
to <1%
more

69%

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

-2% +3% +4% +16% +10% -17% -18%

MEDIARESEARCH
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Piracy ofilesharing movies and TV

Current and intended filesharing levels

m Regularly
Occasionally

m Rarely

m No but plan to in next émth
No & no plan to

m Unfamiliar

61%

Emotional attachment

m Addicted/would never stop
Hate to stop

m Uncomfortable to stop

m Easily stop

25% never

or hate to
stop

%Never or hate to stop by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

25% 24% 24%  31% 25% 22%  18%*

* Caution dlow base

%Regularly by demographics
M15-19 M20-24 M25-34 M35-44 M45-54
9% 9% 7% 7% 3%
F15-19 F20-24 F25-34 F35-44 F45-54
7% 12% 6% 1% 1%

Future usage among filesharers

Equates

to +3%
net more

%Net more or less by demographics
Male Female 15-19 20-24 25-34 35-44 45-54

+2% +5% 1% +14%  +7% -1%  -16%*

* Caution dlow base

MEDIARESEARCH
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