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Table 1

TV, 2HZA, Zurd

Overall Usage Number of Users 2+ (in 000's) — Monthly Reach

% Diff

2Q09 1Q09 2Q08 Yrto Yr
Watching TV in the home® 284,396 284,574 281,746 0.9%
Watching Timeshifted TV® 82,297 79,533 62,240 322%
Using the Internet™* 191,035 163,110 159,986 19.4%
Watching Video on Internet** 133,962 131,102 119,164 12.4%
Using a Mobile Phone® 233,722 230,436 221,651 0.5%
Mobile Subscribers Watching
Video on a Mobile Phone? e B3 A A%
Source: The Nielsen Company

Table 2

Monthly Time Spent in Hours:Minutes Per User 2+

% Diff Yrto Yr

Absolute Diff Yrto Yr

2003 10 i (2Q09 to 2Q08) (2Q09 to 2Q08)
Watching TV in the home* 141:03 153:27 139:00 15% 2:02
Watching Timeshifted TV* 7:16 813 6:05 19.5% 1
Using the Internet** 26:15 29:15 26:29 -0.9% 0:14
Watching Video on Internet** ER 3:00 2:12 455% 0:59
obile Subscribers Watching 215 337 337 10.0% 022

Video on a Mobile Phone*

Source: The Nielsen Company

Editor's Note: TV viewing patterns in the U.5. tend to be seasonal, with TV usage higher in the winter months and lower in the summer months

leading to a decline in quarter to quarter usage, yet increasing from 2Q08 to 2Q09.

How to Read Table 2:

Asof 2Q09 the 290 million
people in the U.5. with TVs
spend on average 141 hours:
3 minutes each month tuning
into television. June 2009
data (used in this reportin
place of 2Q09) shows that
134 million people watching
video on the Internet spent
onaverage 3 hours:11
minutes during the month
doing so. As of 2Q09 the 15
million people subscribing to
mobile video in the U.5. spend
onaverage 3 hrs:15 minutes
each month watching video
ona mobile phone.



Table3

Monthly Time Spent in Hours:Minutes 2Q 2009

K21 T A18-24  A25-34  A3544  AASS4 ASS.64  AGSs
OnTraditional TV* 10151 10109 10849 1IN 13638 15659 17834 197:44
Watching Timeshifted TV* 526 454 533 1022 9:59 819 8:05 356
Using the Internet** 444 1022 2609 3400 3305 30:35 2655 217
Watching Video on Internet** 1:48 2:41 511 442 327 3:00 1:56 113
mggeoi”ab;::;ffp‘::;ﬂi"g nfah  630M 315 210 253 210 210 nfa®
Source: The Nielsen Company
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Table 4 Table 5
K2-11 T12-17 A18-24  A25-34  A35-44  A45.-54  AS5-64 A65+ F2+ M2+
OnTV* 10% 6% 8% 12% 14% 7% 15% 18% onTV* 54% 46%
On the Internet** 6% 8% 9% 15% 19% 21% 13% 9% On the Internet** 54% 46%
OnMobile Phones® ~ n/a*  19%M 2% 2% 20% 1% 5% 1% On Mobile Phones* - —
Source: The Nielsen Company Source: The Nielsen Company
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Persons 2+ Watching TV and Using the Internet
Simultaneously At Least Once Per Month — June 2009 °°°

P2+
% of Persons Using TV/Internet Simultaneously 56.9%
Estimated Number of Persons Using TV/Internet Simultaneously (000) 128,047
Time Spent Simultaneously Using TV/Internet Per Person in Hours:Minutes 2:39
Average % of TV time Panelists spent also using the Internet 27%
Average % of Internet time Panelists spent also using TV 27.9%
Source: The Nielsen Company
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FOOTMOTES FOR CHARTS ABOVE:

® TV in the Home includes those viewing at least one minute (reach) within the measurement period. This includes Live viewing plus any playback within the measurement period;
Timeshifted TV is playback primarily on a DVR but including playback on services like Start Over as well as playback from a DVD recorder or VOD

* TV in the Home includes Live usage plus any playback viewing within the measurement period. Timeshifted TV is playback primarily on a DVR but including playback services like
Start Over as well as playback from a DVD recorder or VOD.

** Internet figures are from home and work. Hours:minutes for Internet and video use are based on the universe of persons who used the Internet/watched online video. All Internet figures
are monthly averages over the course of the quarter. Due to enhancements to Nielsen MetView and Nielsen VideoCensus, Q2 2009 figures are based on June 09 monthly metrics only.
Trending of previously-reported data with current results may show percentage differences attributable to these product enhancements and should only be compared directionally
Quarterly averages will resume with Q3 2009.

* The average monthly unique users of mobile phones and mobile video in 2Q 2008, 1Q 2009 and 2Q 2009, projected based on Nielsen TPG surveys,Nielsen TPG Flowshare and CTIA
projections of U.S. wireless subscriptions. Video user projection, time spent and composition data based on survey analysis of past 30 day use during the period. The mobile video
audience figures in this report include mobile phone users who access mobile video through any means (including mobile Web, subscription-based, downloads and applications).
Projection of all subscribers is based on persons 2+. Projection of mobile video viewers, and all other mobile video estimates, based on subscribers 13+,

~# Nielsen Mobile's survey reports mobile video usage for those users 13 and older. Thus, 12-7 is T13-17 for all mobile data.

°® A65+ base size too small to report mobile video hours:minutes

°e=Figures are from Mielsen's TV/Internet Convergence Panel, a sample of 1000 homes and approximately 2800 people (ages 2+) where both TV and Internet are electronically measured.
PCs owned by the household are measured, including laptops. PCs owned by an employer are NOT included. The panel is primarily comprised of Forced Turnover Households (FTO)
from Nielsen's Mational TV panel and is therefore not a probability sample or projectable to the total U.S. population. MOTE: Simultaneous users are those that simultaneously used
the TV and the internet for at least one minute during the month. TV in the Home includes those viewing at least one minute (reach) within the measurement period. This includes
Live viewing plus any playback within the measurement period; Timeshifted TV is playback primarily on a DVR but including playback on services like Start Over as well as playback
from a DVD recorder or VOD. Simultaneous Users are weighted to the sum of weights of Internet homes in Nielsen's National TV sample. Weighting has not been applied to the other
statistics. June 2009 is 6/1/09 — 6/28/09.
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