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Wiggin is one of the U K @esding media law firms. Recognisedby many asthe best in
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Clients include six of the major US film studios, BBC Films, ITV, Channel 4, Five,
Endemol, MySpace, UEFA, Manchester Utd, EMI Music, the British Phonographic
Industry, FACT, MPA, Condé Nast, HBO, Shazam Sony Computer Entertainment, Time
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WWW.wiggin.co. uk

Entertainment Media Research is E ur o pferénsost research consultancy for
entertainment and music. It was founded in 1997 by the former Head of Music
Information at MTVEurope 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 and technology
providers in the entertainment industry.
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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 1,592 UK respondents, representative
of the national demographic conducted in May 2010

A The survey was commissioned by Wiggin

A Readersare welcome to use data in this report but such use must acknowledge the 2010
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 music and entertainment

For more information, please contact:

Wiggin

WWW. wiggin. co. uk

+44 (0) 1242 224114

Alexander Ross,Partner d Musicand Technology alexander.ross@wigginco. uk
SarahYoung, Marketing and BusinessDevelopment Manager sarah.young@wigginco. uk

Entertainment Media Research

www. entertainmentmediaresearch .com

+44 (0) 207 240 1222

RussellHart, CEO russell. hart@entertainmentmediaresearch .com

ShaunAustin, Senior ResearchManagershaun austin@entertainmentmediaresearch.com

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

Male 1519
Male 20-24
Male 25-34
Male 3544
Male 45-54
Female 15-19
Female 20-24
Female 25-34
Female 35-44
Female 45-54
London
South
Midlands
North

Wales
Northern Ireland
Scotland

Weighted
base

Weighted
%

MEDIARESEARCH

Sample has been weighted to
reflect the national
demographics of the UK

50% male

50% female
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Social network monetisation

Remarkably, 1 in 2 Facebook users (48% are 0 f a af @ 6rand on Facebook and among teenagers this rises to 69%
On average Facebook users are 6 f a wfs303 brands; amongst male teenagers this rises to over 5 brands and
amongst female teenagers it rises to over 7 brands.

This indicates that although the primary reason to use Facebook is to interact with personal friends (57% it is a
great place for brands to connect with this highly sought-after market. The main motivation of consumers to
become 6 f a onfsadbrand is to keep up to date with news from the brand (44%), but surprisingly 29% say they
become fans to provide support to a brand. 21% become fans because a friend suggested they become a fan,
demonstrating the importance of word of mouth recommendation .

Table showing top reasonsfor becoming a fan:

Total M15-19 | M20-24 | M25-34 | M35-44 | M45-54 | F15-19 | F20-24 | F25-34 | F35-44 | F45-54
To keep up to date with news 44% 29% 44% 37% 45% 63% 48% 49% 42% 47% 50%

Provide support to a brand 29% 32% 30% 31% 20% 11% 46% 38% 25% 26% 26%
Friend suggested 27% 23% 34% 29% 12% 12% 47% 40% 27% 23% 22%

The survey reveals that there is real potential to convert this popularity into commercial gain. 1 in 5 social network
users (22% say they would definitely / almost certainly add a widget to their social network profile to promote
products they personally endorse in exchange for a small reward. Amongst those with a profile on Facebookthe figure
rises to 25% Amongst male teenagers this rises to 42% while 32%of males aged 25-34 and 1 in 4 of 35-44 year old males
say they would definitely or almost certainly do so. Amongst females at least 1 in 5 20-34 year olds would
definitely/certainly do so.

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

% Definitely / Almost certainly 22% 42% 32% 32% 24% 13% 24% 25% 21% 11% 11%
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The Inevitable growth of Facebook

In 2009, 54%of consumers had a profile on Facebook and by 2010 this hasrisen to 62% The biggest growth is amongst
teenagers din 2009 51%o0f male teenagers had a profile on Facebookand in 2010 this hasrisen to 75% There is a similar
uplift amongst female teenagers (61%in 2009 compared to 83%in 2010). However there are also considerable increases
amongst older demographics. Amongst 25-34 year old males, the figure rose from 53%in 2009to 74%in 2010 and males
aged 45-54 years old have increased from 29%in 2009 to 43%in 2010.

This continuing growth in F a ¢ e b anarkeb share reflects a fundamental preference by almost 1 in 2 consumers (47%
for a single social network on which they can do everything. The majority of males (56% aged 15-34 agree with this as
do the majority (54% of females of the same age.

Over the year the major casualties have been Bebo, down 15%over the last 12 months, Friends Reunited down 20%and
MySpacedown 14% This material decline hasbeen apparent since 2008, which suggeststhat some of these sites may be
living on borrowed time .

Frequency of Facebookuse has also risen. 71%of Facebookusersnow visit the site at least once a day vs 63%in 2009.

%have a profile on Facebook 2009 2010
Total

Malesaged 15-19

Malesaged 20-24

Malesaged 25-34

Malesaged 35-44

Malesaged 45-54

Femalesaged 15-19
Femalesaged 20-24
Females aged 25-34
Femalesaged 35-44
Females aged 45-54
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Intended paywall pricing for news content —
appears overpriced ———

The Digital Entertainment Survey established that over 90%of consumers are not willing to pay for accessto news
sites at the £1 per day / £2 per week price points announced by News International .

For 7 out of 10 of consumers (71% the primary reason why they a r e nnfetested at these price points is because
0 t h eig emough free news content on the internet sothey d o ni@eed to p a y Only 10%say they would pay, but
the content would have to exclusive, and 9%would insist that the news content comprised expert opinion .

Would definitely pay £1 for Would definitely pay £2 for

1 days access 1 weekds acces Notwilling tojpay to access

BBC

The Times Online
The Guardian

The SundayTimes
The Daily Telegraph
The Daily Mail

The Financial Times
The Economist

The Independent
The Sun

The Survey reveals the price consumers say is reasonable for access to unlimited content from a well respected
newspaper website. The price point most consumers consider reasonable is £1 per week. However this is not a unifying
price point since 48%still consider this to be unreasonable. Clearly, by halving the price point announced by News
International the proposition appears to attract a massmarket, but to what extent consumersare actually prepared to
purchase at that level and whether this is a viable businessmodel remains to be seen.
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Micro payments hit the right
notes for music lovers

This survey explores ¢ o n s u nmlingness to pay small sums (between 10-20p) to have content streamed to them
without ads, as an alternative to paying a subscription, or a higher fee nearer £1. The results are surprisingly positive.
The willingness to pay was highest for TV programmes at 32% The research also shows that 28% of people would be
willing to pay small sums (10-20p) to have albums streamed to them without ads and 21%would be willing to do the
same for music videos. Those who own mobile devices most capable of consuming such content (such asiPhone, Nseries
phone or ebook reader) have the highest propensity to pay. Those who regularly/occasionally pirate content also have a

significantly higher propensity to pay for this content.

B Yes would definitely pay a fee of between 10 -20p No would not be prepared to pay for this
Full-length TV programmes (excl BBC) 68%
Streamed Music Albums 72%
Streamed Music videos 79%
Solo player games 81%
Multi-player games 81%
Electronic versions of magazines 85%
Electronic versions of newspapers 87%
Video sports bulletins 90%
Video news bulletins 91%

( MEDIARESEARCH
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Mobile Is a promising revenue platform
for magazines

Although interest in online-only magazinesis limited to 1 in 10 consumers, nearly 1 in 2 consumers (4699 want to be
able to accessmagazine articles online or through a mobile device aswell as having the traditional paper magazine. It
is therefore positive news that 15%of all consumers say they would definitely pay 10-20p to accesselectronic versions
of magazinesthat can be read on a mobile device. Amongstmale teenagers this risesto 30%and for males aged 20-24 it
is 22% Amongstfemales, 1in 5 25-34 year olds are interested .

1in 6 (1799 of those currently reading magazinessay they would definitely pay 10-20p to accesselectronic versions of
magazines online but online versions would also encourage 7%of those consumerswho rarely read physical magazines
(20%of all consumers)to do so if required to pay a nominal sum.

Although the total average interest level is 15%amongst those with the devices i.e. smart phones capable of accessing
this content, the propensity to pay is more than double at 35% amongst iPhone owners. Given the rate of growth in
smart phone ownership the trend appears particularly positive.

% of all consumers definitely prepared to pay 10 -

Electronic versions of magazines . :
20p to read an online magazine

iPhone
iTouch

Technology owned / can access

NseriesNokia phone
Ebookreader
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The 1Pad could be the death of the
ebook reader

9%of all consumers say they will definitely or probably buy an iPad in the next 12 months. Keenest groups are males,
particularly those aged under 24. Unsurprisingly, First Adopters are likely to be first in the queue for purchasing the iPad
031%o0f them saythey will definitely / probably purchase.

Whilst owners of other Apple products are much more likely to purchase the iPad, the appeal spreads much wider with
1in 3 owners of NseriesNokia phonesfor example sayingthey will definitely or probably purchase the iPad.

A surprising finding is that nearly 1 in 2 (45% current owners of ebook readers intend to purchase an iPad. This suggests
that a significant proportion of ebook devices may be prematurely discarded.

% Definitely / Probably | | How consumers would use iPad | % of likely iPad purchasers
purchase an iPad

Browsing the web
Emailin
First <

Streaming music/iTunes
Early

Place on adoption Reading ebooks

curve

Wait
Playing games
After Ll

Streaming video/iTunes
Not

. Word processing
iPhone

Accessingsocial network sites

iPod w/ video
Using applications

Technology owners /
can access

iTouch

Show off to friends

Nseries Nokia phone :
P Controlling your other pc/mac

platforms

Ebookreader
Not sure

None of these
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The need for regulation of the internet?

Parents might be concerned to know that over a third (34% of teenage boys on Facebookd o ndare who has accessto
their personal information, and even 1 in 6 (1799 of teenage girls think the same way. Given that 84%of teenagers use
Facebook and 83% of those who do check their profile at least once per day, the mass of up to date personal
information that is being made available to others constitutes a serious potential risk.

Furthermore, a third of teenage boys and a quarter of teenage girls have been exposed to unwanted indecent images
through the internet . This should come as no surprise given the high usagerate amongst teenagers of unregulated sites
such as Chatroulette .com that encourage pornography without regard for user protection .

( MEDIARESEARCH
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3D TV is the hottest new piece of —
entertainment technology —

The research also explored the appeal of new TV technology given the choice of IPTV, HDTV and the emergence of
3DTV Fuelled by the successof Avatar and the broadcast of the big football gamesin 3D, the research reveals that
people are already moving towards 3DTV, with 24% of people saying that they would opt for a 3DTV next time they
purchase a television .

The cost of paying for all devices to watch content in 3D does remain an obstacle for the majority of consumers
however 8 14%of all consumers say they will definitely or probably pay more than £2,000 to purchase all the required
equipment. However, amongst First and Early adopters interest is surprisingly high d 38%of first adopters and 27% of
early adopters say they will definitely or probably purchase. Amongst those currently paying to receive TV, purchase
propensity is considerably higher.

%  Definitely / Probably
purchase

First
Early

Place on adoption curve Wait
After
Not
Satellite TV
Cable TV
Freeview

Technology own / can access Freeview + TopUp
Sky+
Blu-ray player
iPhone
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Piracy

44%of those who download unauthorised content would be willing to pay a small monthly fee in order to carry on using
their favourite site, rising to 51%of 25-35 year old males. Most (59%) thought £3-£3.50 a reasonable fee.

A third of those engaged in piracy (34% have indicated that they will do nothing to change even if the most direct
action of internet account 0 s u s p e nssniplemeated under the DEA Whether this figure will hold when measures
begin to be introduced is open to question. However, 22%of all respondents said DEAmeasures would lead them to
take an active role in monitoring the use of their internet account (29%of females aged 35-44 said they would do this,
while males of the same age were apparently less concerned: only 15%say they would actively monitor the use of their
account).

25%o0f those polled saythat the most effective and fair way to stop piracy is to block accessto unlawful websites. This
figure risesto 33%among teenage males.

( MEDIARESEARCH
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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 = Occasionally ®mRarely mNo but plan to in next 6mth No & no plan to ®Unfamiliar
Watch regular scheduled tv 66 21% I8Y8Hk0
Listen to radio (not over internet) %% 24%  FMY2% 0%3%0
Log in to social network sites 48% 18% WO%2% 17% 4%
Read books / novels 48 24%  INIS%I3%Y8BY200
Watch Sky / tv service you need to pay subscription 43% 11% 5%4% 31% B%
Watch recorded television 42% 23% INISY%W4% 14% 3%0
Read magazines 4% 32% N20%W2%4.092%0
Watching catch-up TV over internet 00/ 31% INI7%W4% 15% 4%
Chat on Instant Messenger 0/ 22% INIOYam3% 28% 8%
Go to cinema 04 40% 26 %N3Y8 Y290
Play online games on PC 0% 22% I8 %WN3% 30% 7%
Listen to radio over Internet 30/ 29% oYema%  23% 8%
Play games on social network sites 30/ 15% N14%93% 43% 1%
Use mobile device to surf Internet 80/ 17% IIEY%N5% 38% 6%
Play games using handheld device 30/ 21% INE7Y%W4% 35% 6%
Use internet chatrooms / foums % 22% INI9Y%3% 33% 1%
Play games mobile phone / other mobile device 6% 24%  INI9%MW38% 32% 6%
Rent DVDs 6% 18% IN23%6MN4% 34% 6%
Use free apps on phone / iphone AZM 14% M9Y%5% 47% 10%
Play online games on a console % 18% W14%N5% 39% 9%
Listen to music streamed from sites Wl 17% II6Y%N4% 40% 9%
Watch full tv progs on streaming sites % 16% IISY%E8% 47% 8%
Read other peoples' blogs [ENOFZ 20% 28640 37% T%
Listen to radio on mobile phone T 15% INGYaN6% 45% 8%
Watch movies on Blu-ray disc  [IEEZA 12% IBY6N12%1 51% 9%
Watch webisodes on internet S 49598% 62% - 23%
Play pirate copies of games ;ﬁSO/-/o 71% - 13%

WIGGIN
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This slide shows the activities done most

regularly by consumers

Unremarkably watching regular scheduled
TV and listening to radio top the list.

More surprisingly the 39 most regular
leisure activity is logging in to social
network sites. There are just as many
people regularly doing this as reading
books. This clearly indicates the extent
to which older consumers & particularly
older females & are now using social

networks.

Other activities

done regularly include Chatting on IM,

digital entertainment

Playing online PC games and playing
gameson a handheld device.

Base: Q3, All respondents (1,592)
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Entertainment activity audit

26 to 49

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

m Regularly = Occasionally ®mRarely mNo but plan to in next 6mth No & no plan to

Swap files w/ friends to share music & movies 15% II5%E5% 47%
Use paid apps on phone / iphone i 8% IY%A% 61%
Watch full movies on streaming sites v 12% I2%15% 54%
Watch video content through game console 12% Fi%%4% 56%
Watch video blogs 16% INI8Ya4% 41%
Watch PPV / On-demand movies via Sky 14% IG5 % 48%
Search music on sites linking to unauth content % 11%M9%2% 55%
Play computer games I've downloaded 6% 11 % MI@0%A% 58%
Watch authorised digital d/I of movie % 9% NIMY%616% 58%
D/l unauth music using filesharing sites % 8% HYB% 55%
Watch tv on PC  [il% 10%N8%a6% 58%
Read e-books [{¥¥% 11% MI0YEN10% 49%
Rent Blu-ray Discs [51% 8% 6II0% 59%
Watch content in 3D (films & TV progs) % 16% IIGY%em13%" 38%
Purchased digital content for use in computer game % 10908%64% 60%
Search for movies on sites linking to unauth content % 109%:18%8% 549%
Write your own blog  [§% 100066 % 59%
D/l unauth movies / tv progs using filesharing sites % 8%,H9%B% 58%
Search for games on sites linking to unauth content  [§1% 8% 8% (S101%))
Purchased prepaid points cards for console game  [51% 7 %A% 60%
Watch PPV / On-demand movies over Internet % 9% H9%16% 61%
Subscribe to MMORPG online game 1% 6 YB%6% YA
Subscribe to paid monthly music d/I service EESO/-‘ 70%
D/l unauth games / software using filesharing  75%898% 67%
Watch webisodes on internet ‘EQSO/-/O 61%
Watch mobisodes {B‘ESO/-/O 62%
Play pirate copies of computer games  :E4 Y586 71%

m Unfamiliar

e———
I
[ ¢ MEDIARESEARCH

This slide showsthe rest of the activities

done regularly by consumers

Base: Q3, All respondents (1,592)
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% Do regularly

Watch regular scheduled television

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 internet)

Log in to SN sites

Read books / novels

\Watch Sky / other subscription TV

\Watch recorded television

Read magazines

\Watch catch-up TV over internet

Chat on IM

Go to cinema

Play online PC games

Play games using handheld device

Listen to radio streamed over Internet

Use mobile phone to surf Internet

Play games on social network sites

Use internet chatrooms

Rent DVDs

Play games on mobile phone

Use free apps on phone / iphone

Play online console games

Listen to music streamed from

Read other peoples' blogs

Stream full TV progs

Listen to radio on mobile phone

Swap hard drives

Watch movies on Blu-ray disc

\Watch PPV movies via Sky/Other

\Watch video content through game console

Stream full movies

Search for music on sites linking to unauth. content

Use paid for apps on iphone / phone

\Watch video blogs (Vlogs)

Purchased digital content for use in a computer game

Readebooks d/ |1 dded from Internet

Fileshare music

Rent Blu-ray Discs

\Watch TV on PC via a PCTV-card / USB tuner

Buy auth. digital d/I version of movie

Watch content in 3D (films and TV programmes)

Play games downloaded digitally

Purchased prepaid points cards for console game system

\Write your own blog

Fileshare movies

Search for games on sites linking to unauth. content

Search for movies on sites linking to unauth. content

\Watch PPV movies over Internet

Subscribe to MMORPG online game

Fileshare games

Subscribe to paid monthly music d/I service

Watch webisodes

Watch mobisodes

Play pirate copies of computer games




Tracking those regularly doing

each activity
Top 20

Watch regular scheduled television
Listen to normal radio (not internet)
Log in to SN sites
Read books / novels
Watch Sky/Other subscription TV service
Watch recorded TV
Read magazines
Watch catch-up TV over internet
Chat on IM
Go to cinema
Play online PC games
Listen to radio (over Internet)
Use phone to surf Internet
Play games using handheld device
Use internet chatrooms
Play games on mobile phone
Rent DVDs
Use free apps on phone / iphone
Play online console games

Listen to music streamed from SN's

m 2008 = 2009 m2010

o'

% Regularly

66%
66%

WIGGIN

MEDIARESEARCH
This slide tracks those
regularly doing each

activity from 2008 to 2010.

There are considerable

increases for  watching
content on demand, such as
6 wat credordegl T Vénd
6wat c AV prggrammes

over the internet .

There are also notable

increases in surfing the
internet on a mobile device

and mobile apps.

Chatting on Instant

Messenger has seen a
decrease over the last two

years.

Base: Q3, All regularly doing each activity (bases differ)
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Tracking those regularly doing
each activity

WIGGIN

m2008 =2009 m2010 C MEDIARESEARCH
Stream full tv progs -
prog o oLzu This slide tracks the rest of
Read other blogs Tourm the activites for those
. . . 290 |
Listen to radio on mobile phone A - regularly doing each
Watch movies on Blu-ray i 6% - activity from 2008 to 2010.
. . . 4%, |
Swap hard drives with friends 3% The theme of content on
Use paid apps on phone / iphone % — demand continues with the
Stream full movies - increase of streaming full
Watch video content through games console 6% TV programmes.
Search for music on sites linking to unauth. Content % - continues to increase year
. . 405 ]
' (') .
Buy auth dig'l d/I movie —_— on year
. . 300 |
[ 1
Fileshare music </ ——
U0 |
Watch TV on PC [0/ ——
' 4%, |
Read e-books d/I'd from Internet R
Rent Blu-ray discs L7 -
Search for movies on sites linking to unauth. Content 4% -
. 00 |
Write own blog —
Fileshare Movies/tv progs ,
Search for games on sites linking to unauth. Content 4% v
. 304 |
Watch PPV movies over Internet 2% - vm
Subscribe to MMORPG online game ‘m‘v“" 6%
Subscribe to paid monthly music d/I service ‘
. 400 |
| 30p
Fileshare games L/ ——
Watch webisodes -
Watch mobisodes -

% Regularly

Base: Q3, All regularly doing each activity (bases differ)
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Biggest movers 2009 / 2010 —
Those doing each activity regularly —_—
% point increase from 2009 to 2010 (¢ MEDIARESEARCH

Watch catch-up TV over internet
This page shows which activities have
. enjoyed the biggest absolute increases
Use internet chatrooms over the last year.
Regular viewing of Catch-up TV has
grown by 10%points.

Use phone to surf Internet

Watch recorded TV Interestingly recorded TV has also seen

in increase, further evidence that
- t to watch content on-
Use free apps on phone / iphone consumers wan .
PP P P demand, when they want it.
With the iPhone available on more
mobile networks and other handset
manufacturers launching their own
smartphones it is consistent to see
internet usage on the mobile phone
also increasing.

Stream full tv progs
Play games on mobile phone
Listen to music streamed from SN's
Listen to normal radio (not internet)
Watch movies on Blu-ray
Use paid apps on phone / iphone
Buy auth dig'l d/l movie

Watch TV on PC

Search for music on sites linking to unauth.
Content

Go to cinema

Base: Q3, All respondents (1,592) 22
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Future IntentioNs  (Among those doing each activity) __

Top 25

Question: And in the next few months do you expect that you'll be L ( MEDIARESEARCH

being doing these activities more or less often than now?
% doing each

_ ) activity
® Do more in next 12 mths No change m Do less in next 12 mths
Watch movies on Blu-ray disc 41% 56% i 28% Amongst those who do each activity
) N o we asked them whether they expect
Rent Blu-ray Discs 4% 58% 8% 20% to be doing more or less of those
Write your own blog 32% 60% 8% 24% activities in the foreseeable future .
Watch content in 3D 0 0 TY% 0
_ & 61% 37% Watching movies in High Definition
Use mobile to surf Internet 32% 63% 6% 50% tops the list with 41% of Blu-Ray
Read paperback or hardback books 20/ 66% 26 87% users saying they will do more of it in
) . . the next 12 months, whilst 34% of
Watch mobisodes 31% 63% B 12% those renting Blu-ray discs say they
Go to the cinema 0% 64% 6% 87% will watch more of them in the next
Read e-books/novels on the Internet 29% 63% ' 8% 27% 12 months.
Watch catch-up TV over internet 28% 67% ® 77% We have highlighted 3D technology
Use free applications on mobile 28% 67% 50 38% and' surfing the |nterne_t on mobll_e
) ) ) ) devices as key trends this year dso it
Subscribe to paid music service 300 61% BE  13% unsurprising to see consumerswill be
Watch video content on game console 27% 66% 7% 30% doing more of this in the next 12
months.
Brought prepaid points cards for console 690 64% 190 19%
Watch TV on PC via a PC tvcard 26% 67% 7% 24% Traditional media is still holding its
Watch webisodes on the internet 6% 66% 8% 14% own amongst all the new technology
' ) and digital activities 0 32% of those
Play pirate copies of computer games 2500 60% - 14% 12% reading books say they will be doing
Watch authorised digital movie 04 67% 8% 26% more in the next 12 months, whilst
) N 30%of cinema goers say they will go
Watch full movies on streaming sites ? 67% 90| 31% more in the next 12 months.
Use paid for applications on mobile 25% 65% 11%l 23%
Listen to radio streamed over Internet 249 71% B% 67%
Listen to music streamed from sites 24% 70% 6% 46%
Watch recorded television 249% 72% s 80%
Watch Pay movies over Internet 23% 66% 11%l 23%
Bought digital content for game 2 67% [10% 23%

Base: Q6, All doing each activity (bases differ) 24



Future intentions

26to 52

Question: And in the next few months do you expect that you'll be

being doing these activities more or less often than now?

® Do more in next 12 mths

Listen to radio on your mobile phone
Watch tv on streaming sites
Search for games that link to unauthorised content
Play games downloaded digitally
Search for movies that link to unauthorised content
Play online games on a console
Play games using handheld device
Subscribe to an MMORPC
Watch TV service you pay for
Download unauthorised games using filesharing sites
Read other peoples' blogs
Rent DVDs
Play games on social network sites
Watch Pay movies via Sky or cable
Chat on Instant Messenger
Log in to social network sites
Listen to normal radio
Read magazines
Download unauthorised movies using filesharing
Search for music that link to unauthorised content
Watch scheduled television
Download unauthorised music using filesharing
Play online games on the PC
Watch video blogs (Vlogs)
Play games on your mobile phone
Swap hard drives to share music & movies

Use internet chatrooms

No change

0,
0
0,
0,
0,
[0
0,

0

04

04
000
0%
000
0%
000
90/
90/

Q04

71%
70%
62%
2%
67%
69%
71%
64%
74%
67%
2%
66%
69%
70%
72%
74%
7%
76%
66%
70%
78%
66%
75%
73%
74%
70%
75%

q MEDIARESEARCH

% doing each

activity
m Do less in next 12 mths

41%
41%
19%
27%
22%
47%
56%
16%
60%
15%
52%
57%
47%
38%
64%
76%
85%
87%
21%
27%
95%
Ay
60%
41%
58%
37%
58%

This slide shows the other activities
that consumers expect to be doing
more or less of in the next 12
months.

There are no activities which show a
strong net negative figure but there
are a few that appear to have
stabilised. These are downloading
unauthorised music, swapping hard
drives and use of internet chatrooms.

Base: Q6, All doing each activity (bases differ)

25
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Technology ownership
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Technology owned

Top 20 of 34

Question: Please tick which of the following devices you currently
own or are seriously considering buying in the next few months

® Own this

Access as if my own
®m Don't own but will get in next 6 mths
m Don't own & will not get in next 6 mths

Digital Camera

Mobile phone with Internet

Basic Mobile phone

Freeview (No subscription channels)
Mobile phone (also media player)
DVD Recorder

Satellite television

iPod

Digital music player (excluding iPod)
Sky +

Non-portable DAB radio

Cable television

Portable DAB radio

iPod with video

Digital video player, excluding iPod

iPhone

iTouch

PDA/Blackberry
Nseries Nokia phone

Freeview (plus subscription channels)

71% 69@% N I7% N

61% 648 IN26%

58% 5% N34

56% 69BYIIIINS3% N

52% 7Y N3

39% (7L O
35% 596 NS
34% 5%7% = 54%
32% 59@% NS 7%
29% 5%/%  59%
23%  [LZr L
23%  BEZ-U/ VO
19% BI7 1 BN T
17% [SLZr47/ N

1106787517/ B 17
1106[RZ 7 B (L
10061747/ 0
CIZ15%88% 77—
90670751/ L
17 7B s 0.

WIGGIN

[ ¢ MEDIARESEARCH

This slide profiles the technology
devices owned by consumers

Apart from a mobile phone the
device with the highest ownership is
a digital camera - 71% of consumers
say they own one.

The iPhone is the device in greatest
demand with 14% of respondents
intending to acquire in the next 6
months.

Base: Q20, All respondents (1,592)
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Technology owned

21to 34

Question: Please tick which of the following devices you currently A\adlelelly
own or are seriously considering buying in the next few months qC MEDIARESEARCH

® Own this
Access as if my own
®m Don't own but will get in next 6 mths
m Don't own & will not get in next 6 mths
This slide showsthe other technology

devices that consumers own and plan
to acquire in the next 6 months.

A wireless internet network at home

A 'high definition' ready television set
Nintendo Wii

An external hard drive to store media
Windows Media Centre (can record tv)
DVR (Digital Video Recorder)
Xbox 360

Computer with TV viewing card
A Blu-ray player

TV which can access the internet
An e-book reader

Apple TV set top box
Slingbox
3D TV

Base: Q20, All respondents (1,592) 28



Consumer spend with £1,500 budget

Question: Imagine that you have up to £1,500 of your own hard -earned cash to spend on consumer technology in the next 12 months. —
Which of the following items would you buy? Please note you can choose any combination, you cannot spend more than £1,500 and you . .
do not have to spend the whole amount . WIG G I N
32" HD Ready T\* £500 26% L MEDIARESEARCH
12 megapixel digital camera - £100 25%
Apple iPhone 3GS- £440 24% We asked consumers how they would spend a

budget of £1,500 of their own money over

Video camera - £150 20% the next 12 months
iPad - £500 17% '
iPod - £170 16% HD Ready TV was the most popular item,
High-end Home Cinema- £550 15% followed by a 12 megapixel digital camera
High-end Blu-ray player - £300 13% and a £150 video camera.
Nintendo Wii - £270 13%
External hard drive - £60 13% Apple prOdUC{ﬁ ?}f}‘z YS%ngogUG'gf thim%]gstt
consumers wi i
PS3- £270 — popular followed by the iPad.
3D Ready TV- £1,100 11%
BlackBerry Bold 9700- £400 10% Conversely, despite  positive  consumer
LED TV- £750 10% reviews HTC phones appear to be struggling
Budget Blu-ray player - £100 9% to generate any notable consumer interest .
Internet enabled TV - £650 Q0%
Budget Home Cinema- £200 9%
Wireless hard drive - £200 8%
Webcam camera- £20 7%
Basic small HD TV- £150 7%
High-end portable speakers - £250 7%
Wireless home music streamer - £300 7%

Xbox 360- £250 7%
Sony eReader- £280 6%
Mid range Portable speakers- £100 6%
Other digital music player - £50 5%
Nokia N90O- £430 WD
Nokia 5530 Xpress Music £200 |[lEEA
Budget Portable speakers- £15 [l
Amazon Kindle - £320 [IEIA
HTC Desire- £450 |iEX
Palm Pre - £450 ¥
LG BL40 Chocolate- £400 ¥
HTC HD2 £450 [m
HTC Hero- £400

HTC Legend- £370 Base:Q21, All respondents (1,592) 29



Consumer spend with £1,500 budget

Question: Imagine that you have up to £1,500 of your own hard -earned cash to spend on consumer technology in the next 12 months.
Which of the following items would you buy? Please note you can choose any combination, you cannot spend more than £1,500 and you do not
have to spend the whole amount

[ ¢ MEDIARESEARCH

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

32" HD Ready T+ £500

12 megapixel digital camera - £100
Apple iPhone 3GS- £440

\Video camera - £150

High-end Home Cinema- £550
Nintendo Wii - £270

High-end Blu-ray player - £300
External hard drive - £60

3D Ready TV- £1,100

PS3- £270

BlackBerry Bold 9700 - £400

LED TV- £750

Internet enabled TV - £650
Budget Home Cinema- £200
Budget Blu-ray player - £100
Wireless hard drive - £200

Basic small HD TV- £150

Xbox 360- £250

Wireless home music streamer - £300
High-end portable speakers - £250
\Webcam camera - £20

Sony eReader- £280

Mid range Portable speakers - £100
Other digital music player - £50
Nokia 5530 Xpress Music £200
Nokia N900- £430

Amazon Kindle - £320

Budget Portable speakers - £15
Palm Pre - £450

LG BL40 Chocolate- £400

HTC Desire- £450

HTC Hero- £400

Base: Q21, All respondents (1,592) 30



Appeal of new TV technologies

Question: If you were to purchase a new TV, which of the following types
of TV would appeal to you the most?

q MEDIARESEARCH
m [PTV (TV which also delivers content Last year IPTV was heralded as the 6 ne x t
from the internet) t hi ring©V technology by manufacturers.
This year consumers appear to have moved
on to 3D technology; the rate at which
) consumers have expressed their interest in
3D TV (Can watch in 3D when 3D technology may take manufacturers by
connected to a 3D content supplier or surprise.
special 3D Blu-ray/DVD player)
24% HDis still the preferred technology of choice
. for the majority of consumers but amongst
®HD TV (Can watch in HD when . First Adopters and those owning new
connected to a HD content supplier or technology devices the preference shifts
Blu-ray disc player) towards 3D.
First adopters also show more preference to
[ |
Not sure IPTV, however it still remains the least
preferred technology of all 3.
Those likely to replace their TV in the

immediate future are more likely to opt for
HDTV, whereas those likely to replace their
TV in the next 6 824 months are more likely

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

IPTV 0 0 0, 0 0 0 0 0, 0 0, 0
11%  16%  14%  18%  13% | 11%  15%  12%  11%  16% to prefer a 3D TV,
4

3DTV 33%  31%  34%  25%  16% | 27%  27%  21%  21%  17%
6

3
HDTV 43%  37%  36%  42% 550 | 40%  39%  45%  36%  34%
Not sure 14%  16%  17%  15%  17% | 23%  18%  22%  33%  33%

Place on adoption curve | Technology owned / can access | When likely to buy new TV
. . Not in
. . . Satellite Cable . Freeview Blu-ray . Next 6-12
0, o
% most appealing Total First Early  Wait  After (\[o] v Y Freeview + Topup y+ player iPhone 6mths  mths 1-2yrs for?jti?:ble

IPTV 24% 13%  15%  11%  11% | 15%  14%  16% 19%  16% 16%  20% | 18%  13%  16% 13%
3DTV 41% 37%  19%  19%  17% | 30%  29%  24% 34%  32% 37%  37% | 22%  36%  31% 8%

1 3 1
HDTV 26% 39%  48%  42%  27% | 38%  39%  41% 33%  36% 35%  31% | 54%  40%  40% 41%

Not sure 9%  11%  18%  28%  45% | 17% = 18%  19% 15%  16% 11%  11% | 6%  12%  12% 28%

Base: Q22, All respondents (1,592) 31



When purchase next TV

Question: When are you likely to purchase your next TV?

m Within the next 6 months
Within the next 6 -12 months

m Within the next 1 -2 years

m Not in the foreseeable future

Not sure

q MEDIARESEARCH

This slide indicates when consumers are
likely to purchase their next TV.

7% of consumers say they will replace their
TV in the next 6 months while 19% say they
will do soin the next 6-12 months.

A higher proportion of females and older
males say they unlikely to purchase a new TV
in the foreseeable future .

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

\Within the next 6 months 11% 10% 10%
\Within the next 6 -12 months

Not in the foreseeable future 27% 21% 28%

| 19% [ 17%  20% | 24%  24%  16%
Within the next 1 -2 years 32%  28% | 24%  23%  19% | 27%

5%
16%

21%
45%
14%

Base: Q22, All respondents (1,592)
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IPad purchase propensity

Question: How likely are you to purchase an iPad in the next 12 months?

q MEDIARESEARCH

m Definitely will
9%of all consumerssay they will definitely or
probably buy an iPad in the next 12 months &

Probably will there is a stronger preference amongst
males, particularly those aged under 24.
®m Undecided Unsurprising, First Adopters are likely to be

first in the queue with 31% of them saying
they will definitely or probably purchase.

= Probably will not Owners of other Apple products are much
more likely to purchase the iPad but the
appeal is not restricted to Apple fans 91 in 3
owners of Nseries Nokia phones say they will
definitely or probably purchase the iPad.

36%

Definitely not

Perhaps the most surprising finding is that
owners of ebook readers are likely to ditch
those products in favour of the iPad 0 45%of
ebook readers say they will purchase an iPad.

m Never heard of it / Don't know enough about it

% Apply Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 FA45-54

Definitely / Probably 16% 20% | 12% 15% 6% | 7% 7% 8% 4% 6%
Probably not / Definitely not 64%  55% | 56% 62% 71% | 73% 72% 56%  61%  63%

Place on adoption curve | Technology owned / can access
iPod w/ Nseries Ebook
% Apply Total First Early Wait After Not | iPhone video iPod iTouch Nokia Blu-ray reader
phone

Definitely / Probably 31% 21% 5% 3% 4% | 36% 23% 16% 36% 33% 31%  45%
Probably not / Definitely not 38% 48% 67% 72% 70% | 35% 50% 57% 33% 38% 39% 31%

Base: Q24, All respondents (1,592)



IPad uses

Question: What things would you mainly use your iPad for? Please select all —

that apply. ) WIGGIN
% Apply

q MEDIARESEARCH

Browsing the web ) o
The appeal of the iPad appears to lie in the

range of available functions & 65% of likely
purchasers say they will use the iPad to surf
the web, 48%say they will use it for emails
while 46% say they will use it to stream
music and read ebooks.

Emailing

Streaming music/iTunes

Reading ebooks

Playing games

Streaming video/iTunes

Word processing

Accessing social network sites

Using applications

Show off to friends

Controlling your other pc/mac platforms

Not sure

None of these

Base: Q25, Definitely/Probably purchase iPad in the next 12 months (150) 34



3D TV purchase propensity

Question: In order to watch TV in 3D in your home, you will need to buy a 3D ready TV, a 3D
Blu-ray DVD player and special 3D glasses. Will you be prepared to purchase all 3 items
(currently over £2,000 for all 3) in order to watch 3D TV in your own home?

m Definitely will

Probably will

® Undecided

® Probably will not

Definitely not

38%

m Never heard of it / Don't know enough about it

% Apply Total

% Apply Total

% Apply Total

Definitely / Probably 31% 29% 18% 4%

Probably not / Definitely not

Definitely / Probably 20%
Probably not / Definitely not 48%  48% | 53%

q MEDIARESEARCH

14%of all consumers say they will definitely
or probably purchase a 3D TV and all of the
necessarykit required to view 3D content.

Purchase propensity is much stronger
amongst males under 45 years old.

The strength of interest is underlined by First
and Early adopters whose level of interest is
striking & 38% of First Adopters say they will
purchase a 3D TV with all the gear as will
27%o0f Early Adopters.

Amongst those consumers currently paying to
receive TV through satellite, cable or
Freeview top-up there is also a considerably
higher purchase propensity. Amongst Blu-ray
player owners purchase propensity is higher
still at 38%

M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 FA45-54

First

Next
6mths

47%

23% 21%

21%
53%

Place on adoption curve

Early Wait

47% 66%

After

Definitely / Probably 38%  27%  10% 5% 6%
Probably not / Definitely not 28%

74%

7%

(\[o]3 |

66%

When likely to buy new TV

6-12 mths

46%

1-2 yrs

55%

Notin
foreseeable

Future

78%

9% 13%

Satellite
TV

20%
58%

Cable
TV

24%
51%

15% 8%

75% 64% 60% 60% 66% 71%

8%

Technology owned / can access

Freeview

14%
63%

Freeview Blu-ray
+ Topup Sy player
36% 21% 38% 39%

37% 55% 36% 34%

iPhone

Base: Q22A, All respondents (1,592)
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Cloud services

WIGGIN
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Preference

Question: If you could choose would you prefer to have the following types of content on your own private
computer or stored "in the clouds"?

m Prefer to have stored on my computer

Prefer to have stored "in the clouds"
m Prefer to have stored on both my computer and "in the clouds"
m Not sure

Personal documents

4% 9% 15%
8% NS 18%
7% I 15%
10% [E2%0 " 18% |
12% [NSYEINI7%
16% [NEA%N23%

Work documents

My personal music, photos and videos
Software my computer uses to run
Back-ups for all files on my computer
Games

% Prefer to have stored
0in the cloudsbo

Personal documents 10% 6% 8% 7% 2% 2% 5%

Work documents 16% 12% 11% 10% 7% 4% 9%

Total

Personal a/v content 19% 8% 10% 9% 4% 4% 12%

Software computer uses to run 14% 11% 15% 9% 6% 11% 16%
Back-ups for all files on computer 30% 12% 18% 11% 9% 7% 15%
(Games | 16% | 1% 18% 16% 14% 10% 21% 25%

Games

% Prefer to have stored

Both oin the ¢ T

(O

Personal documents 9% 15% 11% 10% 8% 10% 12%

14% 22% 17% 14% 10% 25% 22%

Personal a/v content 26% 22% 20% 16% 14% 17% 24%

Work documents

Software computer uses to run 8% 13% 10% 10% 13% 18% 22%
Back-ups for all files on computer 15% 23% 18% 18% 20% 30% 30%

Games

f othe-clomu @

9% 14% 16% 15% 12% 15% 19%

oqnd 6 n

q MEDIARESEARCH

The arrival of cloud technology does
not appear to be greeted with much
enthusiasm. Consumers seem to
overwhelmingly prefer the more
familiar and conservative option of
local storage.

—+

Having said that, just under 1 in 3
(31% consumers would prefer their
back-up files to be stored in the
clouds or in the clouds and on their
computer.

Games is the other area where there
appears to be potential for cloud
services & 30% would prefer to have
games stored in the clouds or both in
the clouds and on their computer.

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

3% 1% 3%

7% 5% 5%

7% 5% 4%
10% 5% 9%
13% 5% 7%
20% 12% 12%

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

10% 5% 9%
18% 9% 9%
21% 10% 14%
13% 13% 11%
19% 16% 15%
15% 10% 16%

Base: Q13 All respondents (1,592)



Why interested In storing files
oudso

% apply

oin the ¢l

Files available if problem with my computer
Take up less storage space on computer
Use multiple computers & want to access files wherever | am
Like the fact someone else is responsible for storing my files
Only pay for storage space | need
Paying a monthly fee is cheaper than buying extra storage
Other
Not sure

None of these

% Prefer to have stored
0in the cloudsboé

Files available if problem with PC
Take up less storage space on PC
Use multiple PCs & want to access

Total

62%
55%
36%
33%
14%
6%

64%
48%
39%
31%
15%
9%

70%
43%
30%
24%
18%
14%

Like someone else is responsible
Only pay for storage | need

Paying a monthly fee is cheaper

1

________ ]

q MEDIARESEARCH
The main attractions (o]

consumers about cloud technology
is having the files available if there
is a problem with the computer
(65% and to free-up computer
storage space (51%).

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

65%
60%
38%
20%
16%
3%

61%
44%
17%
31%
17%
6%

62%
53%
18%
29%
21%
5%

59%
52%
36%
21%
14%
8%

71%
45%
34%
24%
20%
9%

68%
54%
50%
23%
15%
8%

67%
52%
47%
19%
20%
10%

Base: Q14, All interested in cloud services (737)
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Why not interested in storing files

ol n the cloudsb?d SiN
% apply [ ¢ MEDIARESEARCH

I'm concerned about the security of my files
The main reasons for the lack of
interest amongst those  not
interested include security issues,
cost and trust.

| don't want to pay a monthly fee to store my files

I don't trust anyone else with my personal files
50% of respondents said they are
concerned about the security of
their files and 1in 2 d o nwWant to
pay a monthly fee to store their
files. 44% say they d o n drtst
anyone else with their personal
files.

| want to have control over where the files are being stored

| prefer to know exactly where my files are

| don't need to access my files away from my computer

It sounds too complicated for me

I'm not interested in making copies of my files

Other

Not sure

None of these

0,
% Prefer to have stored ) Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 FA45-54
oin the cl oudsbé

Concerned about securit 60% 519% 46% 46% 539% 57% 58% 56% 42% 51%
Dondt trust ot hftess wit 58% 45% 46% 54% 56% 62% 48% 49% 43% 48%
Dondt want t deeatyre files n t 39% 49% 37% 40% 50% 57% 58% 40% 39% 46%

Want to have control over where files are stored 39% 37% 35% 39% 44% 52% 43% 34% 39% 43%

Prefer to know exactly where files are 43% 42% 36% 36% 49% 47% 38% 36% 40% 37%

Don6t need to access fi 28% | 19% 26% 23% 29% 38% 27% 21% 22% 34% 32%

Sounds too complicated 17% 11% 12% 9% 8% 28% 19% 16% 19% 26%
Not interested in making copies of files 6% 11% 14% 10% 15% 16% 9% 8% 10% 12%

Base: Q14, All not interested in cloud services (1,476) 39
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Interest in platforms for
watching content

Question: Which platform are you interested in watching movies/TV ~ programmes on?

m | already do this
Extremely interested/Would want to do this
® Very interested
B Somewhat interested
Not very interested
E Not at all interested
m Don't understand this/Unfamiliar

Sky

Home computer

[EEN
3
!

] 120 I

Virgin Media

a
i
[EEN
5
>
!
S

Other set top box not shown in this list

[
®
>

12%

Playstation3 console

o]
5
3
RS
S

D/l to pc & streamed wirelessly to tv

-
o
)
-
3
EX
3
S

Mobile phone

a
i
=
2
>
I
>

Xbox360 console

Q (e})
S S

BT Vision 19%

Apple TV set top box 15%

WIGGIN

[ ¢ MEDIARESEARCH

1 in 4 consumers currently watch
movies/TV  programmes on their
home computer and a further 7%say
they download content to their
computer and wirelessly stream it to
their TV.

1 in 4 (23% of consumers are
interested in  watching content
wirelessly streamed from pc to TV &
the most interest of all platforms.
Interest is mainly being driven by
males under 35.

A full demographic breakdown is
shown on the next page.

Base: Q16, All respondents (1,592)
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Interest in watching content —
on different platforms =

[ ¢ MEDIARESEARCH

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

34% 24% 29% 32% 33% 26% 29% 31% 31% 30%
43% 30% 22% 20% 21% 32% 35% 29% 14% 21%
12% 18% 17% 16% 19% 14% 19% 13% 16% 17%
13% 11% 9% 13% 9% % 11% 8% 6% 13%
21% 17% 15% 8% 6% 7% 13% 7% 4% 2%

Xbox360 console 10% 14% 9% 5% 6% 3% 12% 9% 4% 0%
D/l to PC & streamed wirelessly to TV 10% 7% 11% 7% 6% 6% 15% 8% 4% 2%

Mobile phone 10% 8% 11% 7% 5% 6% 5% 9% 4% 5%
7% 7% 4% 3% 4% 1% 3% 4% 4% 1%

Apple TV set top box 5% 5% 1% 1% 1% 2% 2% 1% % 1%

% extremely / very interested Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54
38% 29% 31% 24% 18% 22% 24% 26% 14% 15%

18% 23% 25% 17% 12% 18% 21% 13% 13% 11%
20% 23% 16% 15% 8% 13% 14% 12% 8% 6%
24% 24% 17% 13% 6% 10% 15% 12% 11% 3%
14% 19% 15% 12% 7% 9% 13% 11% 8% 5%
22% 15% 14% 15% 5% 4% 12% 14% 6% 2%
24% 10% 14% 15% 7% 7% 8% 10% 9% 3%

Xbox360 console 15% 14% 12% 12% 3% 7% 9% 12% 4% 6%
16% 11% 11% 12% 6% 5% 11% 9% 6% 5%

Apple TV set top box 16% 13% 16% 8% 3% 6% 7% 11% 5% 3%

% not very / not at all interested Total M15-19 M20-24 M25-34 M35-44 MA45-54 F15-19 F20-24 F25-34 F35-44 FA45-54

63% 48% 64% 66% 75% 67% 56% 60% 73% 76%
55% 46% 53% 64% 80% 66% 56% 58% 73% 78%
56% 49% 54% 66% 77% 63% 58% 58% 70% 70%
37% 45% 45% 58% 78% 66% 54% 529% 72% 77%
42% 44% 45% 60% 78% 58% 59% 55% 68% 77%
41% 42% 48% 49% 67% 58% 47% 46% 56% 60%

49% 32% 43% 47% 58% 54% 44% 48% 55% 60%

D/l to PC & streamed wirelessly to TV 33% 24% 30% 44% 60% 40% 30% 31% 56% 53%

30% 31% 28% 39% 47% 33% 34% 32% 44% 48%

9% 16% 26% 37% 46% 17% 21% 28% 49% 39%
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Content willing to pay for

Question: Please look at the following list of content available through the internet
without adverts and state which you think you would definitely be prepared to pay a small
fee of between 10p - 20p to watch / listen to without adverts
B Yes would definitely pay a fee of between 10 -20p
No would not be prepared to pay for this

Full-length TV programmes (excl BBC) m 68%
Streamed Music Albums _ 72%
Streamed Music videos _ 79%
Solo player games _ 81%
Multi-player games _ 81%
Electronic versions of magazines that _ 85%
can be read on mobile device
Electronic versions of newspapers that _ 87%
can be read on mobile device
Video sports bulletins L% 90%
Video news bulletins _m 91%

q MEDIARESEARCH

This slide explores the propensity for
consumers to make micro-payments
for different types of content
without adverts. The majority of
consumers are unwiling to pay for
content even at the level of 10-20p.

Preparedness to pay is highest for
full -length TV programmes with  32%
saying they would definitely pay a
fee of between 10-20p.

A relatively high proportion of
consumers (28% are prepared to pay
a small payment for streaming music
albums.

Those who own mobile devices most
capable of consuming such content
(such as iPhone, Nseries phone or
ebook reader) have the highest
propensity to pay.

Those who regularly/occasionally
pirate content also have a
significantly higher propensity to pay
for this content.

Base: Q17, All respondents (1,592)
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Question: Please look at the following list of content available through the internet
without adverts and state which you think you would definitely be prepared to pay a small
fee of between 10p - 20p to watch / listen to without adverts C MEDIARESEARCH

% would definitely pay fee of b/w 10 -20p Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

45% 43% 28% 29% 28% 42% 39% 33% 24% 31%
28% 35% 28% 29% 21% 40% 27% 32% 23% 26%
30% 26% 24% 24% 16% 24% 21% 25% 14% 19%
42% 30% 18% 21% 11% 23% 18% 19% 14% 12%
39% 36% 21% 24% 10% 25% 14% 18% 10% 9%

30% 22% 14% 17% 13% 17% 8% 19% 12% 7%
26% 22% 16% 16% 9% 13% 11% 12% 10% 6%
15% 18% 12% 14% 7% 9% 7% 8% 7% 4%
11% 18% 10% 11% 4% 11% 10% 6% 8% 3%

Place on adoption curve

Technology owned / can access

. INEEES
% would definitely pay fee of b/w 10 -20p Total First Early ~ Wait  After Not | iPhone “?/(i)dde\(l)w iPod iTouch Nokia Blu-ray Ezzzl:
phone
43% 39%  32%  29%  19% | 51% 44% 39% 51%  48%  50%  56%
35% 34%  27%  27%  17% | 47%  41%  38%  42%  39%  43%  47%
36% 27%  19%  20%  14% | 44% 34% 29%  39%  36%  38%  46%
33% 27%  16%  15%  12% | 37% 33% 27%  35%  39%  39%  45%
37% 29%  16%  11%  12% | 40% 31% 25%  37%  39%  39%  42%
33% 20%  15%  10% 6% 35% 27% 21%  34%  36%  34%  42%
32% 17%  13% 9% 6% 33% 26% 20%  34%  31%  31%  42%
24% 16% 6% 7% 8% 29%  19%  15%  30%  29%  25%  36%
27% 13% 6% 4% 5% 26%  19%  14%  28%  26%  23%  34%
Pay n n . .
. Pirate Fileshare Search on sites linking to unauth ...
internet
Total Yes No Any MO.I\_I\'/e E Music [CEIES Music Movies Games

45% 50% 48% 52% 47% 46% 51%
37% 39% 39% 43% 39% 37% 39%
33%  38% 37% 41% 36%
18% 21%| 33% 36% 37% 37% 34%
33% 37% 39% 40% 35% 35% 41%

Electronic versions of magazines 15% 15%| 29% 35% 31% 41% 33% 37% 34%

Electronic versions of newspapers 13% 15%| 27% 34% 31% 38% 29% 34% 32%
Video sports bulletins 10% 10%| 22% 32% 28% 35% 24% 27% 31%

Video news bulletins 9% 9% | 19% 28% 26% 32% 22% 24% 25%

Base:Q17, All respondents (1,592) 45



Preferred devices for content
Video Content

Question: And which devices would you prefer to consume this content on?

Full-length TV programmes (excl BBC) Video news bulletins
(508) (136)
PC / Laptop PC / Laptop 51%
TV iPhone / other Smartphone _ 30%
iPhone / other Smartphone v _ 16%
iPod Other Mobile device _ 15%
E-book reader / iPad E-book reader / iPad _ 10%
Other Mobile device iPod _ 9%
Other Other _ 1%

WIGGIN

[ ¢ MEDIARESEARCH

Video sports bulletins

(155)
PC / Laptop
iPhone / other Smartphone
TV
iPod
E-book reader / iPad
Other Mobile device

Other

This slide looks at which platforms those willing to pay for video content without adverts prefer to consumeit on.

Full-length TV programmes has the highest proportion of consumers interested in watching over the internet. 69% would prefer to watch full -length TV

programmes on a PC/ Laptop while 35%would like to watch it on a TV and 28%would like to watch it on an iPhone/ Smartphone.

For video and sports bulletins, just over half would prefer to seethe content on their PC/ Laptop and a third on their iPhone / Smartphone.

Base: Q18, All respondents willing to pay for content (bases shown in brackets above)
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Preferred devices for content

Electronic Magazines / Newspapers I
WIGGIN
Question: And which devices would you prefer to consume this content on? [ ¢ MEDIARESEARCH
Electronic versions of magazines Electronic versions of newspapers
(239) (212)
PC / Laptop PC / Laptop 54%
iPhone / other Smartphone iPhone / other Smartphone 399%

E-book reader / iPad E-book reader / iPad 21%

iPod iPod 12%
Other Mobile device Other Mobile device _ 12%
Y v _ 10%

Other Other _ 1%

This slide looks at which platforms those willing to pay for electronic magazinesand newspaperswithout adverts would prefer to consumeit on.

Electronic versions of magazines attracts marginally more consumerswilling to pay than newspapers 58%of these would prefer to read electronic versions of

magazineson a PC/ Laptop while 44%would like to read them on an iPhone/ Smartphone and 22%on an ebook reader / iPad.

A similar pattern exists for electronic versions of newspapers

Base: Q18, All respondents willing to pay for content (bases shown in brackets above)
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Preferred devices for content

Music —
WIGGIN

Question: And which devices would you prefer to consume this content on? [ ¢ MEDIARESEARCH

Streamed music albums Streamed music videos
(442) (342)
PC / Laptop PC / Laptop 65%
iPhone / other Smartphone iPhone / other Smartphone 33%
iPod iPod | 20%
TV TV 19%

Other Mobile device Other Mobile device 8%

E-book reader / iPad E-book reader / iPad 7%

Other Other | 3%

This slide looks at which platforms those willing to pay for streamed music without adverts would prefer to consumeit on.

Streamed albums has a higher proportion of consumers interested in listening over the internet . 67%of those consumerswilling to pay to listen to streamed
albums without adverts would prefer to listen on a PC/ Laptop; 32%on an iPhone/ Smartphone and 24%on an iPod.

This is the first substantial evidence in our annual survey that mobile phones are finally being accepted as dedicated music players and in this regard it is
important to note the preference for listening to music on a phone over the iPod

A very similar pattern exists for streamed music videos.

Base: Q18, All respondents willing to pay for content (bases shown in brackets above)
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Preferred devices for content

Gaming —
WIGGIN
Question: And which devices would you prefer to consume this content on? [ ¢ MEDIARESEARCH
Solo player games Multi-player games
(301) (298)

PC / Laptop PC / Laptop 71%

iPhone / other Smartphone iPhone / other Smartphone 2904

Other Mobile device TV | 10%

Pod iPod 9%
v Other Mobile device 8%

E-book reader / iPad Other 7%

Other E-book reader / iPad 5%

This slide looks at which platforms those willing to pay for gameswithout adverts would prefer to play them on.

64%would prefer to play Solo player games and 71% Multi-player games on their PC/ Laptop. Remarkably, nearly a third of those willing to pay for games
would prefer to play them on their iPhone/ Smartphone.

This further emphasisesthe versatility of the iPhone/ Smartphonesand how they are integrating into multiple aspects of consumerslives.

Base: Q18, All respondents willing to pay for content (bases shown in brackets above)
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Usage of social network sites

Question: Do you ever use any of the following sites? Please tick all that apply.

m Yes & have a profile Yes, but only browse m No, don't use m Never heard of it
Facebook 9% YN A%,
YouTube T I7% ™ 6%

Friends Reunited [s0% T 15%
Twitter 12% INSEY e
Myspace s . 14%

Yahoo! Groups 12% gy 31—
Bebo 9% NG Yo,

Last.fm 11% I g v~

Flickr g 30%

LinkedIn 6% I s 27—

MSN Spaces 9% I o™

his SIS 59% ]
StumbleUpon 5o e 2
Home geg%e T e e2%w

WAYN I8 % T 64% ]
Second Life e 851%
Piczo QQIIIIT29% s 63% ]

Digg [ERGY IE s c —

reddit BRI G 2y

Daily Motion ie'8% ISy G2y ——
Metacafe BRGNS NGE
del.icio.us Q2% 6% ]
Faceparty QeI 61% ]
Tioti ermm23% = %
Pandora YeIR27% e 65% ]
Chatroulette 6% ISy NG
Foursquare J84%ARGY NGO/ ——
TagWorld Gy S G oy —
Xanga 84 G/

Daily Episodes 104/ 2SN G OV ——
Nuzizo 849 o=

WIGGIN
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While 78% of consumers visit YouTube making
it the most visited site only 1 in 3 (34% are
registered users

Facebook which attracts 71% of consumers of
whom 87% have a profile, continues to
dominate the social network arena.

MySpace and Friends Reunited receive
approximately half the total usage of
Facebook and only have a third or less of its
number of userswith profiles.

In its relatively short lifespan Twitter has
grown by attracting 31%of consumersof whom
61% have a profile on the site. Consequently,
Twitter is now bigger than Bebo and Yahoo!
Groupsand has more members than MySpace

Base: Q26, All respondents (1,592)
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g |
Question: Do you ever use any of the following sites? Please tick all that apply.
q MEDIARESEARCH
% any yes Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54 Facebook generally has a
90% 81% 80% 77% 75% 87% 87% 86% 69% 65% higher proportion of female
83% 78% 83% 67% 54% 86% 87% 82% 68% 52% _ ,
Friends Reunited 12% 16% 30% 44% 44% % 21% 38% 47% 46% users. This applies for all
50% 45% 45% 38% 24% 42% 49% 37% 22% 15% age groups except 25-34
50% 41% 38% 34% 21% 37% 36% 34% 22% 18% year olds where male usage

31% 27% 31% 33% 30% 9% 25% 28% 20% 18%
35% 43% 27% 20% 16% 25% 25% 25% 11% 5%
31% 25% 29% 25% 15% 24% 26% 27% 13% 11%
52% 29% 22% 19% 7% 36% 26% 20% 12% 7%
37% 24% 21% 18% 6% 16% 23% 14% 11% 8% 3 social network sites for
18% 13% 21% 20% 12% 2% 14% 13% 11% 6% male teenagers despite talk
20% 20% 20% 11% 3% 6% 16% 14% 5% 1% ——

29% 22% 17% 13% 4% 10% 16% 7% 4% 1%

25% 19% 14% 11% 5% 7% 11% 8% 4% 3%

26% 16% 15% 11% 4% 4% 7% 8% 3% 0%

21% 18% 13% 11% 3% 4% 10% 9% 3% 2%

20% 12% 13% 10% 2% 2% 11% 11% 4% 1%

20% 16% 11% 9% 4% 6% 6% 8% 5% 1%

15% 13% 10% 8% 2% 20% 12% 9% 3% 1%

Digg | 8% | 20% 19% 13% 10% 3% 4% 9% 8% 4% 1%

35% 21% 11% 8% 1% 15% 7% 6% 3% 0%

24% 12% 11% 8% 2% 4% 10% 7% 3% 0%

19% 16% 12% 8% 3% 4% 8% 8% 2% 0%

19% 14% 15% 7% 2% 3% 8% 10% 3% 1%

24% 13% 11% 9% 2% 5% 9% 6% 4% 1%

23% 11% 9% 8% 1% 3% 9% 6% 2% 1%

15% 11% 10% 10% 1% 2% 6% 6% 2% 0%

16% 11% 9% 8% 1% 1% 6% 6% 3% 1%

Xanga | 6% | 16% 8% 9% 8% 2% 5% 8% 7% 2% 0%

19% 13% 9% 8% 1% 3% 8% 5% 3% 0%

19% 10% 11% 8% 0% 2% 5% 6% 2% 0%

is about the same.

Bebois still one of the top

Base: Q26, All respondents (1,592) 52



Tracking usage of social network sites

Question: Do you ever use any of the following sites? Please tick all that apply.

% have a

profile on Total 2008 Total 2009 Total 2010

site

55% 54% 62% +8%
32% 27% 34% +7%
Friends Reunited 36% 25% 20% -5%

39%
24%
14%

WAYN 9%

StumbleUpon 4% 5% 4% -1%
9% 4% % -1%
Second Life 6% 4% % -1%

4% 4% % %

3

3

Digg | 2% 4% 3% 1% |
3 -1

Del.icio.us 3%

2% 3% 2% -1%

Pandora | 4%

Nuzizo | 2%

21%
13%
11%

5%

3%

3%

3%

18%
11%
13%

4%

3%

2%

2%

% pts
Diff
(09-10)

-3%
-2%
+2%

-1%

0%

-1%

-1%

q MEDIARESEARCH

The 2009 Digital Entertainment Survey
predicted that all major social
networks would struggle apart from
Facebook and Twitter .

The predictions were correct in that
over the year Facebook usage grew
from 54%to 62%and Twitter from 11%
to 19%

Conversely, MySpace declined from
21% to 18% Friends Reunited from
25%to 20%and Bebo from 13%to 11%

Base: Q26, All respondents (1,592)
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Frequency of checking

social network sites (1) I
Question: How frequently do you check your social network profile? C :Erllgsilla:
® Whenever | receive a notification Once a day or more freq m A few times a week
m About once a week About once a fortnight m A few times a month
m Less frequently m Never %Use

As well as having the most usage,
Facebook also has the most active

Facebook -Sm 2% users.
Faceparty 1% 4280080 15% 7% 54% of Facebook users check their
pp—— prote orce e or o eorty
Daily Episodes -— 6% other major social networks.
reddit D 13% s BNENEl  16% | 7%
Pandora D 13%  sv NI 12% 7%
Second Life 5% 6% oAl 15% T  s%
Tagworld [ 16% | 7%3400H008 13% 6%
Foursquare 89 796 <o AR 0%

Digg | 10% 4%oB0dNE0el  20% @ 8%

Home IS0 5% 6o AMENT2%N s
Xanga 7N 77 SRS 6%
Twitter [10% 9% sodlio% NI 13% < 31%
del.icio.us _4_ 7%
Tioti INE7aN 6% 7o- NN o
Chatroulette 9% 8w 6% 9% A 18% 8%
MSN Spaces 2960 6% 5oV W6 16%
Metacafe (10% 9% e EEON  24% | 9%
WAYN 9% 5T Il 8% | 8%

hi5 11%

Base: Q27, All respondents using each site (bases differ) 54



Frequency of checking
social network sites (2)

Question: How frequently do you check your social network profile?

m Whenever | receive a notification Once a day or more freq m A few times a week
m About once a week About once a fortnight m A few times a month
m Less frequently = Never

%Use

Piczo

StumbleUpon

Daily Motion 20% -_ 10%
Yahoo! Groups 19% -S‘V_ 26%
Last.fm 15% -6%_ 21%

Bebo 14% .6%_ 20%

Friends Reunited 6%.50/— 35%

WIGGIN
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Although Friends Reunited is used by
35%of people surveyed it is the least
frequently checked & 41% of its users
check their profiles less frequently

than a few times a month and just 6%
do so at least once per day.

MySpace users are amongst the least
frequent visitors to their own profile
pages & just 15%do so at least once
per day.

Base: Q27, All respondents using each site (bases differ) ss



Frequency of checking
- n e———
social network sites =—
Question: How frequently do you check your social network profile? C VEDIARESEARCH
% whenever receive Total Total Facebook has more users checking their
notification or once a 2009 2010 Male Female 15-19 20-24 25-34 35-44 45-54 profile on a daily basis This hasincreased
day or more from 63%in 2009 to 71%in 2010 which is
69% 72% 83%  83% 74%  63%  56% the biggest increase of all sites tracked,
34%  43%  38%  35%  32% in fact most of the sites have shown a
53%  27% | 21% 37% 51% 47%  ** decrease.
35%  28%  21%  27%  12%* . .
46% 27% 42% A6%* 43% 33% K% This slide also hlghllghts the allure of
7%  31%  21%  24%  23% Facebook amongst older respondents. 56%

of 45-54 year olds check their profile

25%  16% | 38%  32%  20%  15%  12%

1% 18% — 9 16%  20%  18% whenever they receive a notification or

on a daily basis This is significantly
higher than for any of the other social
network sites.

*+ Base too low to display * Caution low base (between 30 and 50) Base: Q27, All respondents using each site (bases differ) sg



Brand pages on Facebook

Question: Are you a fan of any brands/businesses on Facebook?

q MEDIARESEARCH

Almost 1 in 2 (48% Facebook users are a
o0 f amféat least 1 brand or business on
Facebook and on average wusers are

® Yes, more than 10 connected with 3 brands.

Yes, between 7 and 10 Across all age groups females are generally
more likely to be fans of a brand. Teenagers
are fans of more brands than any other
demographic group with teenage females

fans of 7 brands on average.

H Yes, between 4 and 6

" Yes, between 2 and 3 Given the Ilevel of connection between

consumers and brands on Facebook and the
particularly high acceptance by notoriously
hard to reach teenagers, Facebook
represents an exciting new engagement
platform .

Yes, 1
®m Not a fan of any brands

m Unfamiliar with becoming a fan of a brand

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

Fan of at least 1 brand 69%  54%  48%  41%  26% | 68%  58%  56%  41%  33%
Not a fan of any brands 24%  41%  48%  48%  63% | 25%  37%  35%  49%  52%

Unfamiliar with becoming a fan of a bran 7% 5% 4%  11%  11% | 7% 5% 9% 9%  14%

Average number of brands fans of

Base: Q34, All who use Facebook (1,139) 57



Reasons why fan of brand on Facebook

Question: Why are you a fan of brands / businesses on Facebook?

q MEDIARESEARCH

% Apply

The top reason for becoming a fan of a brand
is to 6 Ke auyp to date with n e w §rém
brands. This is therefore primarily about
staying connected with already well known
brands.

Keep up to date with news
Provide support to a brand
Friend suggested | 'Become a fan'
Saw another friend become a fan However, 3 of the top 5 reasonsfor becoming
a fan of a brand on Facebook are socially
motivated 0 6 driend suggested | become a
f a rarid 6 s aanother friend become a fand

This is primarily about sponsored discovery of
newer or lesser engaged brands.

See what others are saying about a brand
Get product ideas from the brand
Provide feedback on their products

Great forum to talk to like -minded people , , ) )
This social aspect applies particularly to 15

34 year olds and females. However, it also

They provide links to interesting websites
applies to over 1 in 5 women aged 35-54.

Be associated with ‘cool' brands

They have cool apps or games on page
None of these

Other

% Apply Total M15-19 MZ20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

29% 44% 37% 45% 63% 48% 49% 42% 47% 50%
32% 30% 31% 20% 11% 46% 38% 25% 26% 26%
23% 34% 29% 12% 12% 47% 40% 27% 23% 22%
31% 27% 24% 8% 18% 42% 21% 13% 18% 12%
16% 23% 22% 19% 26% 23% 22% 15% 19% 30%
21% 17% 29% 19% 7% 13% 19% 19% 11% 35%
14% 6% 13% 21% 14% 18% 17% 22% 11% 18%
11% 16% 15% 17% 4% 18% 22% 13% 13% 14%
7% 21% 11% 16% 1 19% 14% 19% 19% 5%
28% 15% 15% 5% 4 25% 11% 4% 6% 8%
13% 11% 14% 5% 12% 9% 14% 8% 6% 17%
2% 3% 3% 6% 8% 5% 3% 10% 8% 3%
8% 7% 7% 3% 3% 11% 4% 3% 7% 6%

Base: Q29, Fans of brands onFacebook (548)  s5g




Question: What types of brand pages are most appealing on Facebook?
m Very appealing = Appealing ® Neither appealing nor unappealing = Unappealing = Very unappealing [ ¢ MEDIARESEARCH

%Appealing

appealing comprise the expected list

of high profile brands such as TV
hows, entertainment services, major

31% 9 44%  SNOWS ’
? 12% ° brands and fashion brands. However,
the list also includes a high incidence

of  more prosaic items such as

local businesses(28%).

TV shows
Products | regularly purchase
Entertainment services

25% 13% 35% Male teenagers find entertainment
services most appealing while 51% of
25-34 year old women and 40%45-54

regularly purchase most appealing.
2o | 1 2
oo [N > v

20% 14%

Major brands

Fashion brands

Local businesses

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

ocal tradespeople 27% 24% 27% 26% 17% 26% 33% 27% 22% 23%

ocal businesses 29% 28% 30% 31% 14% 31% 33% 31% 23% 25%

roducts | regularly purchase 55% 45% 43% 36% 29% 66% 47% 51% 38% 40%

ashion brands 42% 35% 31% 24% 8% 60% 45% 44% 26% 27%

Major brands 59% 39% 40% 29% 16% 51% 38% 38% 26% 28%

harmaceutical brands 15% 15% 20% 14% 7% 18% 11% 14% 9% 12%

\V shows 76% 550 44% 38% 31% 70% 520 53% 37% 31%

ntertainment services 72% 51% 41% 36% 28% 61% 38% 43% 30% 32%

Base: Q30, All who use Facebook (1,139) 59



1
Question: What are the benefits to you of using social networks? Please select all that apply. ——
Diff. to
) 2009 q MEDIARESEARCH
Interact with personal friends +3%
Keep up to date w/ what friends are up to -1% Usersare most inclined to use social
i networks for communicating,
Look at my friends' photos -1% interacting  with and keeping up to
i date with friends.
Upload own photos to share w/ friends 0% , , )
i The biggest change in usage since
: 2009 is for organising personal events
0,
Make friends | +3% which is now done by nearly 1 in 4
Organise personal events +5% Hsers
. T More than 1 in 10 selected reasons
To play online games n/a involved interacting with brands.
Interact w/ people who share interests 0%
1 0 . . A 3
Blog / update people what I'm up to | +3% Activities to do with friends
: . B Activities to do with content
To access music / videos -39 . .
3% Activities to do with brands
Find out what's new in music & ent 0% @ Activities to do with work
Keep up to date with favourite brands n/a
Stay in touch w/ special offers from brands n/a
Receive promo benefits from companies n/a
To promote myself / my website 0%
To belong to a professional network -1%
For work purposes -1%
Other +1%

Base: Q31, Use social networks (1,432)



Benefits of using social networks

q MEDIARESEARCH

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

Interact with personal friends

Keep up to date w/ what friends are up to
Look at my friends' photos

Upload own photos to share w/ friends
Make friends

Organise personal events

To play online games

Interact w/ people who share interests
Blog / update people what I'm up to

To access music / videos

Find out what's new in music & ent

Keep up to date with favourite brands
Stay in touch w/ special offers from brands
Receive promo benefits from companies
To promote myself / my website

To belong to a professional network

For work purposes

% apply Total Bebo Facebook  Flickr ;;Lenr}tdesd Last.fm Linkedln Myspace Twitter YouTube

Interact with personal friends

Keep up to date w/ what friends are up to
Look at my friends' photos

Upload own photos to share w/ friends
Make friends

Organise personal events

To play online games

Interact w/ people who share interests
Blog / update people what I'm up to

To access music / videos

Find out what's new in music & ent

Keep up to date with favourite brands
Stay in touch w/ special offers from brands
Receive promo benefits from companies
To promote myself / my website

To belong to a professional network

For work purposes




Attitudes towards social networks

Question: How much do you agree or disagree with the following statements about social networking sites?

m Strongly agree Agree mDisagree u Strongly disagree Not sure

33% Ji65%8% 16%
30% 1% 11% 25%
27%  [NZE2%  18%
25% N2 10% 28%
28%  [N2ANNTT19% N 22%
26%  [N2A%NN T 12% 30%
24%  [NZSIINTN24%0 20%
23% [ZAT2ZI%NN 5%
23%  [N2S00NN19% 30%
23%  [NZSNN21% 27%
22%  [IN229%N20% 31%
19% [INZZAE A 18%
20% [NNZSOANINTT28% T 25%
19%  [N22%0MNT24% 30%
G2 14% [NZAGNINee% ] 17%
13% [NNZSATses I 18%
13% [N2A0ENIN s 16%

Only allow personal info to people / brands | trust

Prefer 1 SN that would enable me to do everything
I'm getting bored of social networks
Brands are intrusive on social networks
Like keeping up w/ latest deals from fave brands
Brands should provide info and nothing else
Discovered new brands through rec. from a friend
SN can be main way to access video & music
Brands | love should have own SN
Like when brands provide interactive games on SN
Brands should provide sales platform for products on SN sites
I've streamed video through SN's
Interested 'chatting' about video streamed over SN w/ others
Targeted ads better than generic ads on SN's
I've used SN sites for work/career
I've been exposed to unwanted indecent images
| don't mind who sees my personal information on fb

Work more relaxed abt use of FB now more companies using

Ive bought music through SN site <) 8% | SHUGIINN GO0 15%

Y%Agree

66%
47%
42%
36%
35%
33%
30%
29%
28%
28%
26%
26%
25%
24%
20%
18%
17%
15%
12%
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This slide shows attitudes towards
social networks and raises a number
of important issues

First is the issue of personal
information . Although 66% of users
agree they only allow personal
information to people / brands they
trust 17% say they d o n thind who
sees their personal information .
Amongst male teens this rises to 1 in
3 (34% which should be alarming.

Nearly 1 in 5 users say they have
been exposed to unwanted indecent
images on social network sites. This
rises to 36% of teen males and is
possibly related to the finding that
35% of them claim to have used
Chatroulette .

Since 2008 we have recorded the rise
of Facebook and the demise of the
other major social networks. This is
seemingly consistent with  the
preference of almost 1 in 2 users for
a single social network that would
enable them to do everything.

The full demographic breakdown is
provided on the next page.

Base: Q32, All who use social networks (1,432) 62



Attitudes towards social networks

Question: How much do you agree or disagree with the following statements about social networking sites?

[ ¢ MEDIARESEARCH

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

Only allow personal info to people / brands

67% 62% 60%
| trust

Prefer 1 SN that would enable me to do

. 58% 52% 38%
everything

I'm getting bored of social networks 45% 47% 38%
Brands are intrusive on social networks 42% 37% 40%

Like keeping up w/ latest deals from

K 37% 34% 38%
favourite brands

Brands should provide info and nothing else 34% 36% 40%

Discovered new brands through rec. from a

. 34% 30% 33%
friend

SN can be main way to access video &
music

Brands | love should have own SN 38% 29% 31%

Like when brands provide interactive games
on SN

50% 31% 30%

36% 31% 29%

Brands should provide sales platform for
products on SN sites

I've streamed video through SN's 46% 32% 25%

Interested 'chatting’ about video streamed
over SN w/ others

40% 28% 28%

38% 27% 28%

Targeted ads better than generic ads on
SN's
I've used SN sites for work/career 31% 26% 21%

I've been exposed to unwanted indecent
images

39% 35% 26%

27% 19% 15%

| don't mind who sees my personal

E . 23% 18% 23%
information on facebook

Work more relaxed about use of Facebook
now more companies using

I've bought music through SN site 21% 15% 12%

24% 18% 17%




Attitudes towards social networks

Question: How much do you agree or disagree with the following statements about social networking sites?

q MEDIARESEARCH

Social networks have profile on

% total agree Total Bebo Facebook Flickr RFe::fnTesd Last.fm Linkedln Myspace Twitter YouTube

Only allow personal info to people / brands |
trust

71% 83% 76%

Prefer 1 SN that would enable me to do
everything

I'm getting bored of social networks 36% 52% 40%
Brands are intrusive on social networks 36% 55% 43%

Like keeping up w/ latest deals from favourite
brands

Brands should provide info and nothing else 34% 49% 36%

Discovered new brands through rec. from a
friend

54% 67% 53%

37% 62% 40%

32% 58% 34%

SN can be main way to access video & music 33% 59% 30%

Brands | love should have own SN 30% 52% 29%
Like when brands provide interactive games on
SN

Brands should provide sales platform for
products on SN sites

I've streamed video through SN's 30% 50% 27%

Interested 'chatting' about video streamed over
SN w/ others

31% 52% 29%

29% 51% 28%

28% 54% 25%

Targeted ads better than generic ads on SN's 26% 52% 25%

I've used SN sites for work/career 21% 43% 21%

I've been exposed to unwanted indecent images 18% 36% 16%

| don't mind who sees my personal information
on fb

\Work more relaxed about use of FB now more
companies using

I've bought music through SN site 11% 35% 12%

18% 34% 20%

17% 39% 17%




Activities done on social networks

Question: Please tell us whether you do any of the following when using social networking sites.

m Yes, regularly Yes, occasionally mYes, rarely mNo, but I'd be interested to start

Find out about new website that a friend recomm.

Find out about a movie that someone recomm.

Find out about a television prog recomm. to you

Find out about new artist that friend recomm.

Find out about new service that friend recomm.

Search for new music

Find out about a brand that friend recomm. to you

Find out about a book/mag that someone recomm. to you

Search for music to purchase

Purchase a song/album you discov. or recomm. by a friend

19%

19%

42%

43%

43%

45%

46%

47%

49%

48%

54%

53%

No and it doesn't interest me

%Ever

46%

45%

44%

43%

41%

41%

39%

39%

33%

32%

WIGGIN
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Further evidence of how brands can
leverage social network sites is
provided here.

Word of mouth is an important
source of information for consumers

Nearly 1 in 2 users of social networks
have found out about a new website
from a f r i e medoBnmendation,
45% a movie, 44% a TV programme,
43% a new artist and 41% a new
service.

Base: Q33, All who use social networks (1,432)
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Activities done on social networks

Question: Please tell us whether you do any of the following when using social networking sites.

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

Find out about new website that a friend recomm.

Find out about a movie that someone recomm.

Find out about a television prog recomm. to you
Find out about new artist that friend recomm.

Find out about new service that friend recomm.

Search for new music

Find out about a brand that friend recomm. to you

Find out about a book/ mag that someone recomm.
to you
Search for music to purchase

Purchase a song/album you discov. or recomm. by a
friend

Social networks have profile on

% ever Total Bebo Facebook  Flickr RFenL?nr;?eSd Last.fm Linkedln Myspace Twitter YouTube
Find out about new website that a friend

recomm.

Find out about a movie that someone recomm.

Find out about a television prog recomm. to you
Find out about new artist that friend recomm.

Find out about new service that friend recomm.

Search for new music

Find out about a brand that friend recomm. to
you

Find out about a book/ mag that someone
recomm. to you

Search for music to purchase

Purchase a song/album you discov. or recomm.
by a friend




Social network sales widget

Question: There's some technology that allows you to put a widget on your social
network profile and when a friend clicks on the widget and purchases something, you
are then paid a reward (a small % of the sale). Would you be interested in promoting

some products that you rate highly through your social network profile in order to

receive a small financial reward?

m Definitely
Almost certainly

m Likely

= Unsure whether would or would not
Unlikely

m Definitely not

q MEDIARESEARCH

Recently Do mi nbaild s widget that could
be added to social networks and provide a
small reward for any associated purchases

The research indicates that this model has
potential .  While there are inevitably
consumers who are not interested in this
widget, 22%of social network users say they
are definitely / almost certainly interested .

Males are more interested in this concept
and teenage males are most interested 042%
say they are definitely / almost certainly
interested in doing this. Even 1 in 4 males
aged 3544 and 1 in 4 females aged 15-24
express great interest suggesting this could
be a viable new businessmodel.

The high number of users on Facebook and
the frequency with which they check their
profiles suggeststhat this would be the best
platform for this widget.

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

Definitely / Almost certainly 42%
Unlikely / Definitely not 19%

% ever Total

Bebo

Definitely / Almost certainly 42%

Unlikely / Definitely not 35%

19%

32% 32%
21% 25%

Facebook

25%

29%

24%
36%

Flickr

47%

18%

13%
49%

Social networks have profile on

Friends
Reunited

22%

36%

24% 25%
29% 29%

Last.fm

32%

21%
30%

LinkedIn

38%

21%

11% 11%
43% 50%

Myspace Twitter YouTube

35% 38% 31%

23% 23% 22%

Base: Q34, All who use social networks (1,432)
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Familiarity & usage of music sites

Question: How familiar are you with these music sites?

m Know the site and use it regularly
m Know the site but only use it rarely

Never heard of this site

Know the site and use it occasionally

m Know the site but never used it

Diff to

% Ever Use 2009

YouTube 31% INTOVGIINIBY%M 5%
Amazon 27% IS I8% 6%
Play.com 23% INIEATTN28% . 14%
iTunes 20%  (NISZANNINEs 9%
Myspace IS 3o 16%
Spotify [10%  30% 40%
Last.fm 1%  22% 52%
Limewire 8% INISYENNZ0Ye 35%
HMV Digital 9% NIVAINNEAY 41%
Yahoo! Music 8% IG5 % 42%
Bittorrent 7% 0N S3% 46%
MSN Music §lio 8% NGNS/ 46%
Napster Ele6% IGINNSE—. 24%
Nokia Music Store §l6% NSNS 45%
Tesco Digital 7% SN 29smn 53%
Pirate Bay §867% HSUGIINZOYcNNN 54%
Orange Music Store 6%V 54%
7digital oI I7% N 69%
Vodafone music 6% EUGIINNZOV;IN 57%
We7 B6%B%INI3%N 73%
T-Mobile Jukebox %6%  23% 63%
Bearshare 3¥4%GGINNISYNN 68%
Play Now Arena 6YiSVIINIcYcNN 71%
Emule / edonkey %6% 17% 71%
Tunetribe %5% 12% 76%
Orange Monkey 5% 68%
M Flow 859 SGNINYeN 78%
Muzu 9%5% 13% 76%
Q Tracks R4YGINISYN 76%

82%
76%
57%
56%
41%
30%
26%
25%
25%
23%
21%
20%
20%
18%
18%
17%
15%
14%
14%
14%
14%
13%
12%
12%
12%
11%
11%
11%
10%

+3%
+2%
-1%
+5%
-5%
+13%

+4%
+1%
+3%
n/a
+1%
0%
+1%
+4%
+1%
+1%
+2%
+2%
+1%
+4%
+3%
+3%
+1%
+1%
+3%
n/a
n/a
+2%
+1%

WIGGIN
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YouTube and Amazon are the most
frequently visited music sites, used
regularly by 1 in 3 consumers Both
benefit from the fact that they offer
more than just music.

Play.com and iTunes are in the
second tier of sites by usage
incidence. Nearly 1 in 4 use iTunes
regularly, up 5%points since 2009.

Spotify has recorded the biggest year
on year increase. In 2009 17% had
ever used the site and in 2010 this
has risen to 30% 1 in 10 now use it
regularly .

MySpaceis the music site which has
lost the most ground since 2009,
down 5%points in overall use.

A full demographic breakdown is
provided on the next page.

Base: Q7, All respondents (1,592) 69



Familiarity & usage of music sites

[ ¢ MEDIARESEARCH

% Use site

: Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 FA45-54
Regularly /Occasionally

Yahoo Music
Bittorrent

MSN Music

Pirate Bay

Tesco Digital
Napster

Nokia Music Store
Vodafone music
Orange Music Store

T-Mobile Jukebox
Play Now Arena (Sony Ericsson)

Base: Q7, All respondents (1,592) 70



Subscription to music services =——

Question: Do you pay a monthly fee (subscribe) to a music streaming
service such asSpotify or We7?

q MEDIARESEARCH
While 30% of consumers say they have ever
EYes 0 used Spotify (177%year on year rise) only 4%
25% 20% of all consumers say they pay a monthly fee
. to subscribe to it or any other music
No, but use the free service streaming service. 1 in 5 say they use a free
service and just 4% say they intend to start
. . subscribing in the foreseeable future .
®m No, but intend to start in next few months g

® No and don't intent to start

Never heard of it

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

Yes 4%  14% 5% 5% 3% | 2% 3% 2% 3% 1%
No, but use the free service 33%  32%  27%  20%  15% | 29%  30%  14%  13%  11%

No, but intend to start in next few months 6% 3% 5% 4% 3% | 5% 3% 6% 2% 2%

No and don't intent to 40%  37%  41%  51%  60% | 46%  45%  44%  48%  54%

Never heard of it 18%  14%  22% 20% 19% | 19%  19%  34%  34%  32%

Base: Q8, All respondents (1,592)
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Prefer own music/radio when away from
PC

Prefer to listen to music downloads/CDs
It's too expensive
Not interested in music streaming

Happy to listen to ads on free service

Can get music | want for free from other

donot

Question: Why do not you pay to subscribe to a music service? Please select all that apply.

subscri

37%

II

34%

33%

22%

0%

N

b e

L (

The reasonswhy consumersa r e métivated
to pay to subscribe to a music service are
shown on this page.

The top reason for not subscribing (379 is a
preference for own music or radio when
away from the PC.

Amongst consumers aged under 25, price is
the key deterrent .

1in 5 (20% of consumerssay they are willing
to listen to ads on the free service 9 this is
considerably higher amongst females aged
between 15 and 24 and males aged 20-24.

MEDIARESEARCH

t - o_—mUus

sites
Unfamiliar with music streaming _ 13%
Other F 2%
Total M15-19 M20-24 M25-34 M35-44 MA45-54 F15-19 F20-24 F25-34 F35-44 F45-54

34%
38%
42%
11%
30%
27%
2%

3%

29%
40%
35%
18%
23%
22%
8%
1%

42%
32%
29%
24%
24%
8%
7%
1%

46%
35%
26%
26%
10%
10%
8%
6%

36%
41%
59%
20%
35%
34%
20%
2%

35%
33%
42%
19%
33%
27%
8%
0%

35%
37%
35%
14%
19%
14%
17%
3%

37%
31%
21%
27%
14%
8%

14%
1%

36%
29%
24%
34%
12%
8%
26%
2%

33%
34%
57%
19%

I'm happy to listen to adverts on the free service 24%
| can get the music | want for free from other sites 31%

11%

2% 4%

I'm unfamiliar with music streaming
Other

Base: Q9, All that do not subscribe to music service (1,532) 72



Enticements to music subscription

Question: Would you pay a monthly fee of £5 -10 to subscribe to an ad -free music streaming
service if it offered any of the following extra services or benefits?

m Definitely Probably

Discounted gig/festival tickets

Priority tickets to gigs/festivals

The chance to attend exclusive gigs with
an artist

VIP areas within gigs/festivals

The chance to see your favourite artists
recording

The chance to win a meet and greet
session with your favourite artists

Purchasing albums before general release

Autograph sessions with your favourite
artists

g g

®m Maybe

1 1 1 1 1 1
[
]
>

® Probably not

14%

13%

[y
N
S

11%

=
3
B

10%

9%

Definitely not

33%

34%

34%

35%

35%

35%

35%

38%

22%

20%

20%

19%

17%

16%

15%

14%

%Definitely
[ Probabl

WIGGIN
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In order to investigate what might
entice consumers to pay for an ad-
free music streaming subscription we
put several additional services and

benefits to consumers We then
asked  which elements  would
encourage sign-up.

Discounted gig / festival tickets,

priority gig tickets and the chance to
attend exclusive gigs were the most
enticing benefits. However only 8%at
best of those who d o n @lteady
subscribe  would be  definitely
encouraged to do so.

Interestingly, amongst those that
currently use music streaming sites
Spotify and We7 the propensity to
subscribe as a result of receiving
these additional benefits increases
considerably.

There is a full demographic break
down on the next page.

Base: Q10, All that do not subscribe to music service (1,532)
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Enticements to music SUbSCI‘IptIOﬂ
e———
Question: Would you pay a monthly fee of £5 -10 to subscribe to an ad -free music streaming g
service if it offered any of the following extra services or benefits?
q MEDIARESEARCH

Music sites use
% Definitely / Probably Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54 Spotify We7

Discounted gig/festival tickets 47% 37% 24% 18% 8% 43% 30% 28% 13% 8% 40% 43%

Priority tickets to gigs/festivals 2%  28% | 21% 18% 10% | 38% 16%  27%  14%  10%  36%  42%
38%  28% | 22%  18%  10% | 38% @ 21% @ 27%  13% 9% 37%  40%

VIP areas within gigs/festivals 36%  28% | 21% 17% 8% 36% 19%  25%  11% 8% 30%  39%

;I'ehceo::(;ﬁnce to see your favourite artists 3 33% | 20%  18% 8% | 25%  19%  21%  10% 6%  29%  36%
O

The Chance. to er.] a meet and greet session with 16% 33% 25% 17% 14% 7% 35% 18% 21% 9% 6% 28% 39%
our favourite artists

Purchasing albums before general release 37%  27% 19% 15% 6% 22% 15%  19% 8% 4% 28%  39%

Autograph sessions with your favourite artists 16% 13% 4% 29% 14%  20% 8% 5% 25%  36%

Base: Q10, All that do not subscribe to music service (1,532)
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Question: Thinking about the following music sites you use, where do you use them? ( MEDIARESEARCH
% Use | Use athome | Useonthego [ Useatwork | N/A Some music sites are available on

mobile devices. This page looks at
where certain music sites are used.
YouTube

All the main music sites surveyed are
primarily used at home. This includes
the telecom brands which naturally
have a bigger share of the on the go

Myspace market.

iTunes

Spotify
Last.fm

Nokia Music Store

Orange Music Store

Vodafone Music
T-Mobile Jukebox
Play Now Arena

Muzu

Base: Q11, All respondents who know and use each site (base differs for each site) 75



Impact of streaming music on music =
purchase ==
Question: Would you say you buy more or fewer CDs / legal downloads as a P VEDIARESEARCH

result of using apps that stream / play music?

We asked consumers whether their
.. . purchasing behaviour has changed as a result
m Definitely buying more CDs of using music streaming services.

It appears the status quo has been retained .
The incidence of purchasing less music is
balanced by the rate of those buying more.
There are some differences by demographics;
for instance teenage boys claim to be buying
more music and teenage girls claim to be
buying less.

Probably buying more CDs
m Not sure

® Probably buying fewer CDs

Importantly, those people who are using sites
| devices linked to an ecommerce platform
generally seemto be buying more music. For
instance, those consumers using music sites
run by the telcos, iPhone users and Nseries
Nokia owners seemto be purchasing more.

Definitely buying fewer CDs

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

Net: Buying more 37%  27% | 25%  31%  27% | 22% = 21% = 24% = 20%  21%
Net: Buying less 27%  35% | 33%  18%  23% | 37%  36%  28%  18%  22%

ek FEY  CIEgs Vodafone T-Mobile
Total iTunes Myspace Last.fm Music Spotify We7 Now  Music . YouTube  Muzu
Music  Jukebox
Store Arena  Store

Net: Buying more 27%  34%  40%  43%  37%  46%  49%  49%  48% 50% 27% 49%
Net: Buying less 29%  29%  29%  25%  30% = 26%  24%  23% 25% 23% 27% 23%

Technology own Pay music subscription Apps downloaded in past 3 months
An Nseries iPod No but -
Total ANy iPhone  Nokia iPod w/ iTouch  Yes Use No None 1-5 6-15 16+
Pirate . to start
Phone video free
Net: Buying more 35%  42%  40%  29%  35%  41% 67%  35%  34% 20% 22% 37% 33% 30%
Net: Buying less 35%  24%  25%  27%  26%  25%  19%  34%  26% 24% 24% 29% 34% 31%

Base: Q12, All respondents (1,592)
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