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Project: Streaming Service
Research Objective: Yahoo is considering offering streaming service. We would like to explore the viability of offering a streaming entertainment service. 
Part 1
1) [bookmark: _GoBack]Who are the main competitors in the streaming services?
[image: ]Streaming services provide online entertainment in the form of movies, television shows, music, videos, and other original content. Within each entertainment category, there are a number of prominent providers that dominate the market share for the streaming services. In terms of video streaming services in the US, YouTube is by far the leading provider in terms of the average number of users per month (163.75 million users). The second and third largest providers are Netflix and Hulu, with 46.55 and 26.48 million monthly average users, respectively. This information was gathered from Statista. 










In terms of video subscription services (i.e. paid access to streaming service content), Netflix owns the largest market share, with 60.2 million subscribers. Hulu and Amazon each have approximately 26 million subscribers, while all other video subscription services accounted for ≤5 million subscribers. Please see below for the graph provided from Statista. 
[image: ]
Music is another major category of streaming services entertainment. While Apple and Spotify lead the way, accounting for 24% each of mobile reach, the distribution among the major competitors is much less skewed than described above for video streaming and video subscription services, as evidenced in the graph below. Again, this information was derived from Statista.
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1. Which segment(s) of our customers would be interested in this service?

In order to identify a potential target market for a Yahoo Streaming Service, a Simmons crosstab was run. Various age cohorts were compared to streaming service usage/habits. Clear trends in the use of video streaming services emerge when assessing usage by age group. When evaluating usage of Netflix (including Netflix services requiring a monthly fee for access), Amazon Prime Instant Video, YouTube, and Hulu, survey respondents 18-24, 25-34, and 35-44 years of age were much more likely than the general US population to report using these services within the past 30 days. The ranges were 21%-72% more likely for Netflix (with 31%-57% for fee-based services), 38%-56% more likely for Amazon Prime Instant Video, 25%-39% more likely for YouTube, and 26%-89% more likely for Hulu. The one exception to this trend was the 18-24 year old cohort who were 19% less likely than the general US population to use the paid Amazon Prime Instant Video service. The 45-54 year old cohort had generally consistent usage rates as the overall US population, though some noticeable differences are evident in Netflix and Hulu (≈11% and 21% less likely to use these services). The older age groups (55-64, and 65+ years of age) were substantially less likely to use video streaming services relative to the general population. The most extreme percentages were seen for respondents 65+ years of age, who were 60%, 49%, 55%, and 67% less likely to use Netflix, Amazon Prime Instant Video, YouTube, and Hulu in the past 30 days. Furthermore, among users of Netflix, YouTube, and Hulu, it is clear that the younger age groups are overwhelmingly more likely than the overall population to use these video services at a high frequency within a 30 day interval (i.e. 6 to 16 times per month); the older age cohorts were far less likely to use these services on a consistent basis (0 to ≤5 times per month). MRI was used to highlight insights specific to movie streaming services. According to the database, 28% and 22% of movie streamers were ages 25-34 and 35-44 respectively. These were the highest reported percentages among all age cohorts. Older age groups were significantly less likely to stream movies. Just 8.92% and 6.47% of movie streamers are members of the age groups 55-64 and 65+ respectively in the continental US. 
When evaluating trends in streaming music services by age group, it is clear that younger age groups are more likely to subscribe to such services. Survey respondents 18-24, 25-34, and 35-44 years of age were far more likely than the general US population to subscribe to Spotify, Pandora, iHeartRadio, or Apple Music. The highest numbers are among 18-24 year old respondents, who were 155%, 56%, and 124% more likely to use Spotify, Pandora, and Apple Music than the general population. iHeartRadio was more popular among 25-34 and 35-44 year olds, with such users being 22% and 51%, respectively, more likely to use these services. When specifically assessing paid subscriptions to Spotify and Pandora, the youngest users (18-24 years of age) were 211% more likely than the general population to use Spotify but were 22% less likely to use Pandora. On the contrary, respondents 25-44 years of age were as or more likely to use these paid services. All Simmons crosstabs are included at the end of this paper. 
[image: ]Based on the data presented above, it is clear that streaming services are very popular among the US population. According to Statista, as of May 2020, an estimated 62% of adults were reported to be a current subscriber to one or more streaming services and an additional 10% indicated that, while not a current subscriber, had been a subscriber in the past. The probability of subscribing to one or more streaming services is highly correlated with age. 

In particular, the probability of subscribing to one or more services declines significantly as age increased. Statista data suggests that as of 2017, approximately 23% of survey respondents 18-29 years of age indicated that they were not currently subscribed to a streaming service, while this figure more than doubles to 55% and 68% for respondents 55-64 and 65+ years of age, respectively. Older survey respondents were also less likely to subscribe to multiple services.
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1. What content is most desirable for our audience (e.g. original content, movies, TV shows, etc.)

In evaluating whether Yahoo should invest in developing streaming services, it is important to understand the current typical Yahoo user. According to Simmons data, among those who indicated that Yahoo was their primary search engine, the majority of respondents were ≥45 years of age (18.9% 45-54 years of age, 21.4% 55-64 years of age, and 19.7% 65+ years of age). In particular, the 45-54 and 55-64 year old age cohorts were 9% and 26%, respectively, more likely to Yahoo as their primary search engine relative to the general US population, while respondents 18-24 years of age were 34% less likely to use Yahoo as their primary engine. Of note, 35-44 and 45-54 year olds were roughly 25% more likely to use Yahoo as a secondary search engine than the general US population. Data from SRDS, which pools data from ComScore, supports these findings as it found older age demographics not only to have higher internet usage rates but to also use Yahoo services more often in comparison to younger age cohorts. 
Ultimately, the older age demographic that Yahoo search engine appeals to are not a significant users of streaming services. According to a telephone survey conducted among senior citizen by the Communications Law and Policy Institute at New York Law School and Older Americans Technology Services, 75% of respondents indicated they were motivated to use the internet to communicate with family and friends, 58% were motivated by shopping online for products/services, and 53% were motivated by access to health care and medical information. Only 17% of respondents indicated that the ability to watch television shows, movies, and other videos was a motivating factor in internet usage. 
Similar conclusions are obtained via Simmons data when considering the attitudes and beliefs about the internet and entertainment sources among older age demographics. Specifically, older age groups indicated that the internet was a primary source of entertainment at much lower rates than the general US population and, in accordance, CDs and DVDs remain as more viable options for the mode of entertainment consumption for older age groups relative to the overall population. Television remains a primary source of entertainment for older age groups; for example, respondents 55-64 years of age are 29% more likely than the US population to cite television as the primary source of media entertainment. Older respondents were also much more likely than younger age groups to report that their internet activity was below or far below average. Please see the Simmons crosstab provided at the end of this paper. 
Based on the research findings, Yahoo faces several challenges in establishing itself as a source of media entertainment. Firstly, the primary users of Yahoo are older (45+ years of age) and primarily use the internet for communication and information purposes rather than for entertainment. Secondly, there are significant barriers to entry as there are many video and music services already available on the market. Particularly in the case of video services, there are a few suppliers who dominate the market, making it difficult for a new company to attract customers and gain market share. Yahoo will likely need a very targeted approach to reach its key demographic or will need to focus on attracting younger users who are more inclined to use streaming services to its platform.
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Part 2:
I. Survey Questions (Sample Size: 32)

	Question Number
	Question

	1
	Do you use online streaming services?

	2
	How many times per month do you use streaming services?

	3
	Which of these video streaming services do you use? Check all that apply.

	4
	Which video streaming service do you use the most (select one)?

	5
	Which of these music streaming services do you use? Check all that apply.

	6
	Which music streaming service do you use the most (select one)?

	7
	What type of content do you stream most often?

	8
	Do you pay for a subscription to any streaming service?

	9
	What are you willing to pay monthly for access to a streaming service?

	10
	Select all streaming services you subscribe to. Check all that apply:

	11
	How often do you use Yahoo?

	12
	Would you subscribe to a Yahoo streaming service?

	13
	Choose the gender with which you identify.

	14
	What is your age?



II. Survey Results

1) Who are the main competitors in the streaming service? 

     From this questions I also intend to gain insight on the following:

· How much market share does each competitor have? 
· How many people are using these services and what demographic are they a part of? 
· Is there a high demand for streaming services?

Questions 3, 4, 5 and 6 from my Qualtrics survey address the research question of who are the main competitors in the streaming service and how much market share each competitor has. Of the 28 survey respondents who indicated that they use online streaming services (ie, responded “Yes” to Question 1), approximately 86% reported using YouTube, 54% reported using Netflix, 32% reported using Amazon Prime, and 21% reported using Hulu for video streaming services. Less than 10% of such respondents indicated using Vimeo or another video streaming service (see Figure 1). When asked to identify the single most frequently used video service, a similar trend was seen, with roughly 50%, 36%, and 14% of online streaming service users selecting YouTube, Netflix and Amazon Prime video services, respectively; no other video streaming service providers were indicated as being the most frequently used provider.
Figure 1 Video Streaming Services Used (Among Participants Who Use Streaming Services; N = 28)











	While the data above make it clear that in terms of video streaming services, a few key providers dominate the market, the music streaming industry is more competitive. Among the 28 online streaming service users surveyed, approximately 29% indicated using Apple Music and Spotify, while Pandora Radio, iHeartRadio, and Google Play Music were identified by 14% to 18% of the respondents (see Figure 2). Similarly, the distribution of the most frequently used music streaming service was relatively uniformly distributed across music streaming service providers. While Spotify was identified as the most frequently used music streaming service (25% of respondents), Apple Music and Pandora Radio were each selected by nearly 18% of respondents, followed by iHeartRadio (≈11%).

Figure 2 Music Streaming Services Used (Among Participants Who Use Streaming Services; N = 28)










	Question 1 addresses the research question of how many people are using online streaming services. Of the 32 survey respondents, 28 (87.5%; 95% confidence interval: 71.0% to 96.5%) use online streaming services. Cross tabulations of Questions 13 and 14 versus Question 1 (Table 1 and Table 2, respectively) provide insight into what demographics utilize online streaming services. Of the 21 female respondents, 17 (≈81%) reported using online streaming services; all male participants surveyed (n = 11) reported using online streaming services. In terms of the distribution of responses by age group, 14/17 = 82.4% of participants ≤34 years of age, 13/13 = 100% of participants 35 to 64 years of age, and 1/2 = 50% of participants ≥65 years of age indicated using streaming services. While the small sample size for participants ≥65 years of age precludes meaningful interpretation within this subgroup, it is clear that the majority of middle-aged and younger age groups use online streaming services.

	Table 1 Online Streaming Service Use by Gender

	Gender
	Do you use online streaming services?
	Grand Total

	
	Yes
	No
	

	Female
	17 (53.1%)
	4 (12.5%)
	21 (65.6%)

	Male
	11 (34.4%)
	0 (0.0%)
	11 (34.4%)

	Grand Total
	28 (87.5%)
	4 (12.5%)
	32 (100.0%)

	Note: All percentages are calculated out of the total number of survey respondents (32).



	Table 2 Online Streaming Service Use by Age Category

	Age Category (Years)
	Do you use online streaming services?
	Grand Total

	
	Yes
	No
	

	Less than 18
	2
	0
	2

	18-24
	6
	2
	8

	25-34
	6
	1
	7

	35-44
	2
	0
	2

	45-54
	3
	0
	3

	55-64
	8
	0
	8

	65 or older
	1
	1
	2

	Grand Total
	28
	4
	32



	The findings from Q1 make it clear that there is a high demand for online streaming services. Question 2 helps to quantify this demand by estimating how frequently the services are used on a monthly basis. Of the 28 online streaming services users, 13 (46.4%) reported using these services 10 or fewer times per month, and 6 (21.4%) can be considered “high frequency users” who use streaming services more than 20 times per month. Cross tabulations of Question 2 versus Questions 13 and 14 (Table 3 and Table 4, respectively) reveal trends in the frequency of streaming usage by gender and age group. The proportions of male and female participants in each of the streaming service frequency categories was similar, with the exception of the “More than 20” times per month category for which only 9.5% of female respondents selected versus 36.4% of male respondents. In terms of the frequency of use by age category, a clear difference between younger versus older respondents can be seen. Specifically, among the 17 respondents ≤34 years of age, 11 reported (64.7%) using streaming services at least 11 times per month, while among the 15 respondents >34 years of age, only 4 (26.7%) use these services 11 times or more per month.
	Table 3 Frequency of Streaming Service Use by Gender

	Gender
	How many times per month do you use streaming services?
	Grand Total

	
	0
	1-5
	6-10
	11-20
	More than 20
	

	Female
	4
	6
	3
	6
	2
	21

	Male
	0
	3
	1
	3
	4
	11

	Grand Total
	4
	9
	4
	9
	6
	32



	Table 4 Frequency of Streaming Service Use by Age Category

	Age Category (Years)
	How many times per month do you use streaming services?
	Grand Total

	
	0
	1-5
	6-10
	11-20
	More than 20
	

	Less than 18
	0
	0
	0
	1
	1
	2

	18-24
	2
	2
	0
	3
	1
	8

	25-34
	1
	1
	0
	2
	3
	7

	35-44
	0
	1
	1
	0
	0
	2

	45-54
	0
	2
	1
	0
	0
	3

	55-64
	0
	3
	2
	2
	1
	8

	65 or older
	1
	0
	0
	1
	0
	2

	Grand Total
	4
	9
	4
	9
	6
	32



	In terms of paid subscription services, there are many established competitors in the marketplace. In Question 10, survey respondents selected all online streaming providers to whom they subscribe to. Among the 19 people who indicated that they pay for streaming services (Question 8), nearly 90% reported subscribing to Netflix. Approximately 58% subscribe to YouTube and 37% to Amazon Prime, Apple Music, and Pandora Radio; nearly one third of respondents who pay for streaming services subscribe to Hulu. These percentages also reveal that people who pay for streaming services are often subscribers to multiple platforms (see Figure 3).


Figure 3 Streaming Services Subscribed To (Among Participants Who Pay for Streaming Services; N = 19)



















2) Which segment(s) of our customers would be interested in this service?
In order to understand what segment of the Yahoo customer base would be interested in a Yahoo online streaming service, it is necessary to understand the demographics of Yahoo’s current customers. This information can be found in Question 11 and cross tabulations of Question 11 with Questions 12, 13, and 14. Overall, only 10 (31.3%) of the 32 people surveyed reported using Yahoo on a consistent basis (either monthly, weekly, or daily). The 10 users were evenly split by gender (Table 5). There is some evidence that female users are more likely to be high-volume users of Yahoo (4 of the 5 female Yahoo users identified as being a daily user, while only 1 of the 5 male users responded as such). When looking at the distribution of Yahoo users by age group, it is clear that older people tend to use Yahoo more than younger people; of the 10 Yahoo users, 7 were ≥45 years of age or older while the remaining 3 were between 18 to 34 years of age (Table 6).

	Table 5 Yahoo Use by Gender

	How often do you use Yahoo?
	Gender
	Grand Total

	
	Female
	Male
	

	Never
	16
	6
	22

	Monthly
	0
	2
	2

	Weekly
	1
	2
	3

	Daily
	4
	1
	5

	Grand Total
	21
	11
	32



	Table 6 Yahoo Use by Age Category

	How often do you use Yahoo?
	Age Category (Years)
	Grand Total

	
	Less than 18
	18-24
	25-34
	35-44
	45-54
	55-64
	65 or older
	

	Never
	2
	7
	5
	2
	2
	3
	1
	22

	Monthly
	0
	0
	0
	0
	0
	2
	0
	2

	Weekly
	0
	0
	0
	0
	1
	1
	1
	3

	Daily
	0
	1
	2
	0
	0
	2
	0
	5

	Grand Total
	2
	8
	7
	2
	3
	8
	2
	32



	It is also important to estimate the number of potential customers for a Yahoo streaming service, that is, the number of participants who would likely use such a service if it were available. Question 12 reveals that only 5 (15.6%) of the 32 survey respondents indicated that they would use a Yahoo streaming service if it were available. When looking at a cross tabulation of Questions 11 and 12 (Table 7), one participant who reported never using Yahoo indicated that they would use a Yahoo streaming service (this person also reported using YouTube, Netflix, and Other video services and Pandora Radio and Google Play Music services, is a subscriber to at least one paid streaming service, and uses streaming services 6 to 10 times per month); the remaining 4 respondents who indicated they would use a Yahoo streaming service were all current daily users of Yahoo.

	Table 7 Willingness to Subscribe to a Yahoo Streaming Service by Current Yahoo Usage

	How often do you use Yahoo?
	Would you subscribe to a Yahoo streaming service?
	Grand Total

	
	No
	Yes
	

	Never
	21
	1
	22

	Monthly
	2
	0
	2

	Weekly
	3
	0
	3

	Daily
	1
	4
	5

	Grand Total
	27
	5
	32



	These findings suggest that only very high current users of Yahoo (which may have a large older female constitution) would likely be interested in a Yahoo streaming service, while casual users may not have much interest. 
3) What content is most desirable for our audience (e.g. original content, movies, TV shows, etc.)?
Question 7 and 9 (in conjunction with Questions 13 and 14) address the type of content that is most desirable for the current Yahoo customer base. The current female Yahoo users indicated that Movies and Music were the type of content they most commonly streamed, while original content was the type of content most frequently streamed by the male Yahoo users (Table 8). Trends in the type of content preferred are also seen by age group (Table 9). Younger age groups (respondents <45 years of age) cited movies and TV shows as their most frequent types of content streamed, while older respondents (≥45 years of age) were more inclined to select music and original content.

	Table 8 Type of Content Streamed by Gender (Among Yahoo Users; N = 10)

	Survey Respondents Who Use Yahoo

	What type of content do you stream most often?
	Choose the gender with which you identify.
	

	
	Female
	Male
	Grand Total

	Movies
	2
	0
	2

	Music
	2
	1
	3

	None
	0
	1
	1

	Original content
	0
	3
	3

	TV shows
	1
	0
	1

	Grand Total
	5
	5
	10



	Table 10 Type of Content Streamed by Age Category (Among Yahoo Users; N = 10)

	Survey Respondents Who Use Yahoo

	Age Category (Years)
	What type of content do you stream most often?
	Grand Total

	
	Movies
	TV shows
	Music
	Original content
	None
	

	18-24
	1
	0
	0
	0
	0
	1

	25-34
	1
	1
	0
	0
	0
	2

	45-54
	0
	0
	1
	0
	0
	1

	55-64
	0
	0
	2
	3
	0
	5

	65 or older
	0
	0
	0
	0
	1
	1

	Grand Total
	2
	1
	3
	3
	1
	10




III. Conclusions

Among the 28 respondents who use streaming services, 19 (67.9%) indicated that they currently pay for subscription services (per Question 8). While this shows that there is a high percentage of participants who are willing to pay for streaming services, this may not hold for the current Yahoo customer base, for which only 4 out of 10 indicated they would subscribe to a Yahoo streaming service if it were available (Table 11). 
	Table 11 Willingness to Subscribe to a Yahoo Streaming Service by Current Yahoo Usage Frequency (Among Yahoo Users; N = 10)

	Survey Respondents Who Use Yahoo

	How often do you use Yahoo?
	Would you subscribe to a Yahoo streaming service?
	Grand Total

	
	No
	Yes
	

	Daily
	1
	4
	5

	Monthly
	2
	0
	2

	Weekly
	3
	0
	3

	Grand Total
	6
	4
	10


Interestingly, of these 10 participants, 6 indicated that they are subscribers to one or more streaming services (4 of which subscribe to 3 or more services according to Question 10), which implies that while 60% of users are current streaming service subscribers, a much lower percentage of 40% are open to a Yahoo-provided service.
	If Yahoo were to provide a service, the previous findings suggest that this service would be most appealing to current high-volume users of Yahoo (ie, daily users), which primarily consists of older and female demographics. Another important aspect of the service that would need to be determined would be the appropriate price point for the streaming service. Among current Yahoo users, younger age groups are more willing to spend higher amounts than older age groups; no one above the age of 34 was willing to spend more than $20 on a monthly streaming service subscription, and 4 of the 6 respondents ≥45 years of age were only willing to spend less than $10 on such services (Table 12). There is some evidence however that female users are more likely to spend more money on subscription services than male users (all female users were willing to spend at least $10 while only one male user responded similarly) (Table 13).
	Table 12 Willingness to Pay for Streaming Services by Age Category (Among Yahoo Users; N = 10)

	Survey Respondents Who Use Yahoo

	Age Category (Years)
	What are you willing to pay monthly for access to a streaming service?
	Grand Total

	
	Less than $10
	$10-20
	More than $20
	

	18-24
	0
	0
	1
	1

	25-34
	0
	1
	1
	2

	45-54
	0
	1
	0
	1

	55-64
	4
	1
	0
	5

	65 or older
	0
	1
	0
	1

	Grand Total
	4
	4
	2
	10




	Table 13 Willingness to Pay for Streaming Services by Gender (Among Yahoo Users; N = 10)

	Survey Respondents Who Use Yahoo

	What are you willing to pay monthly for access to a streaming service?
	Choose the gender with which you identify.
	Grand Total

	
	Female
	Male
	

	Less than $10
	0
	4
	4

	$10-20
	3
	1
	4

	More than $20
	2
	0
	2

	Grand Total
	5
	5
	10
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WEBSITES - # TIMES VISITED LAST 30 DAYS: NETFLIX.COM: 16 OR MORE Horizontal % 100% 21.7% 28.5% 22.2% 14.9% 7.3% 5.4%

WEBSITES - # TIMES VISITED LAST 30 DAYS: NETFLIX.COM: 16 OR MORE Index

100 186 163 135 86 43 27

WEBSITES - # TIMES VISITED LAST 30 DAYS: NETFLIX.COM: 6 - 15 Sample 1,379 220 268 255 260 204 172

WEBSITES - # TIMES VISITED LAST 30 DAYS: NETFLIX.COM: 6 - 15 WEBSITES - # TIMES VISITED LAST 30 DAYS: NETFLIX.COM: 6 - 15 Weighted(000) 14,809 3,184 3,652 2,886 2,183 1,450 1,454

WEBSITES - # TIMES VISITED LAST 30 DAYS: NETFLIX.COM: 6 - 15 Vertical % 6.1% 11.3% 8.6% 7.2% 5.2% 3.5% 3%

WEBSITES - # TIMES VISITED LAST 30 DAYS: NETFLIX.COM: 6 - 15 Horizontal % 100% 21.5% 24.7% 19.5% 14.7% 9.8% 9.8%

WEBSITES - # TIMES VISITED LAST 30 DAYS: NETFLIX.COM: 6 - 15 Index

100 184 141 118 85 58 49

WEBSITES - # TIMES VISITED LAST 30 DAYS: NETFLIX.COM: 1 - 5 Sample 1,464 138 236 237 331 279 243

WEBSITES - # TIMES VISITED LAST 30 DAYS: NETFLIX.COM: 1 - 5 WEBSITES - # TIMES VISITED LAST 30 DAYS: NETFLIX.COM: 1 - 5 Weighted(000) 13,931 1,737 3,466 2,536 2,536 2,064 1,591

WEBSITES - # TIMES VISITED LAST 30 DAYS: NETFLIX.COM: 1 - 5 Vertical % 5.8% 6.1% 8.2% 6.4% 6.1% 5% 3.3%

WEBSITES - # TIMES VISITED LAST 30 DAYS: NETFLIX.COM: 1 - 5 Horizontal % 100% 12.5% 24.9% 18.2% 18.2% 14.8% 11.4%

WEBSITES - # TIMES VISITED LAST 30 DAYS: NETFLIX.COM: 1 - 5 Index

100 107 142 110 105 87 57

VIDEO STREAM/DWNLD SERV-USED LST 30 DAYS: NETFLIX (MONTHLY FEE) Sample 7,114 1,069 1,446 1,388 1,349 1,056 806

VIDEO STREAM/DWNLD SERV-USED LST 30 DAYS: NETFLIX (MONTHLY FEE) VIDEO STREAM/DWNLD SERV-USED LST 30 DAYS: NETFLIX (MONTHLY FEE) Weighted(000) 75,281 13,140 20,660 16,297 11,441 7,985 5,758

VIDEO STREAM/DWNLD SERV-USED LST 30 DAYS: NETFLIX (MONTHLY FEE) Vertical % 31.1% 46.5% 48.9% 40.9% 27.4% 19.4% 11.9%

VIDEO STREAM/DWNLD SERV-USED LST 30 DAYS: NETFLIX (MONTHLY FEE) Horizontal % 100% 17.5% 27.4% 21.6% 15.2% 10.6% 7.6%

VIDEO STREAM/DWNLD SERV-USED LST 30 DAYS: NETFLIX (MONTHLY FEE) Index

100 149 157 131 88 62 38

DIGITAL MUSIC SERVICES-USED LAST 30 DAYS: AMAZON PRIME MUSIC Sample 1,398 129 258 343 313 202 153

DIGITAL MUSIC SERVICES-USED LAST 30 DAYS: AMAZON PRIME MUSIC DIGITAL MUSIC SERVICES-USED LAST 30 DAYS: AMAZON PRIME MUSIC Weighted(000) 14,824 1,507 3,532 4,309 2,670 1,717 1,090

DIGITAL MUSIC SERVICES-USED LAST 30 DAYS: AMAZON PRIME MUSIC Vertical % 6.1% 5.3% 8.4% 10.8% 6.4% 4.2% 2.3%

DIGITAL MUSIC SERVICES-USED LAST 30 DAYS: AMAZON PRIME MUSIC Horizontal % 100% 10.2% 23.8% 29.1% 18% 11.6% 7.4%

DIGITAL MUSIC SERVICES-USED LAST 30 DAYS: AMAZON PRIME MUSIC Index

100 87 136 176 104 68 37

DIGITAL MUSIC SERVICES-PAY SUBSCRIPTION: AMAZON PRIME MUSIC Sample 640 *53 145 155 146 89 *52

DIGITAL MUSIC SERVICES-PAY SUBSCRIPTION: AMAZON PRIME MUSIC DIGITAL MUSIC SERVICES-PAY SUBSCRIPTION: AMAZON PRIME MUSIC Weighted(000) 6,890 *704 1,920 1,791 1,312 864 *299

DIGITAL MUSIC SERVICES-PAY SUBSCRIPTION: AMAZON PRIME MUSIC Vertical % 2.9% *2.5% 4.5% 4.5% 3.1% 2.1% *0.6%

DIGITAL MUSIC SERVICES-PAY SUBSCRIPTION: AMAZON PRIME MUSIC Horizontal % 100% *10.2% 27.9% 26% 19% 12.5% *4.3%

DIGITAL MUSIC SERVICES-PAY SUBSCRIPTION: AMAZON PRIME MUSIC Index

100 *87 159 158 110 74 *22

VIDEO STREAM/DWNLD SERV-USED LST 30 DAYS: AMAZON PRIME INSTANT VIDEO (ANNUAL FEE) Sample 2,444 191 483 577 493 394 306

VIDEO STREAM/DWNLD SERV-USED LST 30 DAYS: AMAZON PRIME INSTANT VIDEO (ANNUAL FEE) VIDEO STREAM/DWNLD SERV-USED LST 30 DAYS: AMAZON PRIME INSTANT VIDEO (ANNUAL FEE) Weighted(000) 25,470 2,420 6,139 6,539 4,650 3,101 2,620

VIDEO STREAM/DWNLD SERV-USED LST 30 DAYS: AMAZON PRIME INSTANT VIDEO (ANNUAL FEE) Vertical % 10.5% 8.6% 14.5% 16.4% 11.1% 7.5% 5.4%

VIDEO STREAM/DWNLD SERV-USED LST 30 DAYS: AMAZON PRIME INSTANT VIDEO (ANNUAL FEE) Horizontal % 100% 9.5% 24.1% 25.7% 18.3% 12.2% 10.3%

VIDEO STREAM/DWNLD SERV-USED LST 30 DAYS: AMAZON PRIME INSTANT VIDEO (ANNUAL FEE) Index

100 81 138 156 106 72 51

ACTUAL WEBSITES USED/VISITED LST 30DAYS: YOUTUBE.COM Sample 10,994 1,441 1,967 1,998 2,172 2,017 1,399

ACTUAL WEBSITES USED/VISITED LST 30DAYS: YOUTUBE.COM ACTUAL WEBSITES USED/VISITED LST 30DAYS: YOUTUBE.COM Weighted(000) 113,208 18,373 26,827 23,294 19,634 14,964 10,116

ACTUAL WEBSITES USED/VISITED LST 30DAYS: YOUTUBE.COM Vertical % 46.8% 65% 63.5% 58.4% 47% 36.4% 20.9%

ACTUAL WEBSITES USED/VISITED LST 30DAYS: YOUTUBE.COM Horizontal % 100% 16.2% 23.7% 20.6% 17.3% 13.2% 8.9%

ACTUAL WEBSITES USED/VISITED LST 30DAYS: YOUTUBE.COM Index

100 139 136 125 100 78 45

WEBSITES - # TIMES VISITED LAST 30 DAYS: YOUTUBE.COM: 16 OR MORE Sample 2,989 584 657 594 491 390 273

WEBSITES - # TIMES VISITED LAST 30 DAYS: YOUTUBE.COM: 16 OR MORE WEBSITES - # TIMES VISITED LAST 30 DAYS: YOUTUBE.COM: 16 OR MORE Weighted(000) 32,845 7,133 8,544 7,544 4,879 2,912 1,833

WEBSITES - # TIMES VISITED LAST 30 DAYS: YOUTUBE.COM: 16 OR MORE Vertical % 13.6% 25.2% 20.2% 18.9% 11.7% 7.1% 3.8%

WEBSITES - # TIMES VISITED LAST 30 DAYS: YOUTUBE.COM: 16 OR MORE Horizontal % 100% 21.7% 26% 23% 14.9% 8.9% 5.6%

WEBSITES - # TIMES VISITED LAST 30 DAYS: YOUTUBE.COM: 16 OR MORE Index

100 186 149 139 86 52 28

WEBSITES - # TIMES VISITED LAST 30 DAYS: YOUTUBE.COM: 6 - 15 Sample 2,653 272 479 472 558 519 353

WEBSITES - # TIMES VISITED LAST 30 DAYS: YOUTUBE.COM: 6 - 15 WEBSITES - # TIMES VISITED LAST 30 DAYS: YOUTUBE.COM: 6 - 15 Weighted(000) 26,001 3,387 6,599 5,020 4,567 3,968 2,459

WEBSITES - # TIMES VISITED LAST 30 DAYS: YOUTUBE.COM: 6 - 15 Vertical % 10.8% 12% 15.6% 12.6% 10.9% 9.7% 5.1%

WEBSITES - # TIMES VISITED LAST 30 DAYS: YOUTUBE.COM: 6 - 15 Horizontal % 100% 13% 25.4% 19.3% 17.6% 15.3% 9.5%

WEBSITES - # TIMES VISITED LAST 30 DAYS: YOUTUBE.COM: 6 - 15 Index

100 111 145 117 102 90 47

WEBSITES - # TIMES VISITED LAST 30 DAYS: YOUTUBE.COM: 1 - 5 Sample 2,688 151 324 422 623 636 532

WEBSITES - # TIMES VISITED LAST 30 DAYS: YOUTUBE.COM: 1 - 5 WEBSITES - # TIMES VISITED LAST 30 DAYS: YOUTUBE.COM: 1 - 5 Weighted(000) 26,062 2,122 4,664 4,891 5,406 5,009 3,970

WEBSITES - # TIMES VISITED LAST 30 DAYS: YOUTUBE.COM: 1 - 5 Vertical % 10.8% 7.5% 11% 12.3% 13% 12.2% 8.2%

WEBSITES - # TIMES VISITED LAST 30 DAYS: YOUTUBE.COM: 1 - 5 Horizontal % 100% 8.1% 17.9% 18.8% 20.7% 19.2% 15.2%

WEBSITES - # TIMES VISITED LAST 30 DAYS: YOUTUBE.COM: 1 - 5 Index

100 70 102 114 120 113 76

ACTUAL WEBSITES USED/VISITED LST 30DAYS: HULU.COM Sample 1,386 272 381 269 238 130 96

ACTUAL WEBSITES USED/VISITED LST 30DAYS: HULU.COM ACTUAL WEBSITES USED/VISITED LST 30DAYS: HULU.COM Weighted(000) 16,779 3,583 5,535 3,476 2,282 935 969

ACTUAL WEBSITES USED/VISITED LST 30DAYS: HULU.COM Vertical % 6.9% 12.7% 13.1% 8.7% 5.5% 2.3% 2%

ACTUAL WEBSITES USED/VISITED LST 30DAYS: HULU.COM Horizontal % 100% 21.4% 33% 20.7% 13.6% 5.6% 5.8%

ACTUAL WEBSITES USED/VISITED LST 30DAYS: HULU.COM Index

100 182 189 126 79 33 29

WEBSITES - # TIMES VISITED LAST 30 DAYS: HULU.COM: 16 OR MORE Sample 365 73 116 78 *60 **21 **17

WEBSITES - # TIMES VISITED LAST 30 DAYS: HULU.COM: 16 OR MORE WEBSITES - # TIMES VISITED LAST 30 DAYS: HULU.COM: 16 OR MORE Weighted(000) 4,321 813 1,551 1,094 *532 **150 **181

WEBSITES - # TIMES VISITED LAST 30 DAYS: HULU.COM: 16 OR MORE Vertical % 1.8% 2.9% 3.7% 2.7% *1.3% **0.4% **0.4%

WEBSITES - # TIMES VISITED LAST 30 DAYS: HULU.COM: 16 OR MORE Horizontal % 100% 18.8% 35.9% 25.3% *12.3% **3.5% **4.2%

WEBSITES - # TIMES VISITED LAST 30 DAYS: HULU.COM: 16 OR MORE Index

100 161 205 154 *71 **20 **21

WEBSITES - # TIMES VISITED LAST 30 DAYS: HULU.COM: 6 - 15 Sample 257 *57 73 *39 *51 **22 **15

WEBSITES - # TIMES VISITED LAST 30 DAYS: HULU.COM: 6 - 15 WEBSITES - # TIMES VISITED LAST 30 DAYS: HULU.COM: 6 - 15 Weighted(000) 3,641 *891 1,311 *401 *613 **227 **199

WEBSITES - # TIMES VISITED LAST 30 DAYS: HULU.COM: 6 - 15 Vertical % 1.5% *3.2% 3.1% *1% *1.5% **0.6% **0.4%

WEBSITES - # TIMES VISITED LAST 30 DAYS: HULU.COM: 6 - 15 Horizontal % 100% *24.5% 36% *11% *16.8% **6.2% **5.5%

WEBSITES - # TIMES VISITED LAST 30 DAYS: HULU.COM: 6 - 15 Index

100 *209 206 *67 *97 **37 **27

WEBSITES - # TIMES VISITED LAST 30 DAYS: HULU.COM: 1 - 5 Sample 419 66 95 86 76 *56 *40

WEBSITES - # TIMES VISITED LAST 30 DAYS: HULU.COM: 1 - 5 WEBSITES - # TIMES VISITED LAST 30 DAYS: HULU.COM: 1 - 5 Weighted(000) 4,596 978 1,173 1,106 632 *385 *321

WEBSITES - # TIMES VISITED LAST 30 DAYS: HULU.COM: 1 - 5 Vertical % 1.9% 3.5% 2.8% 2.8% 1.5% *0.9% *0.7%

WEBSITES - # TIMES VISITED LAST 30 DAYS: HULU.COM: 1 - 5 Horizontal % 100% 21.3% 25.5% 24.1% 13.8% *8.4% *7%

WEBSITES - # TIMES VISITED LAST 30 DAYS: HULU.COM: 1 - 5 Index

100 182 146 146 80 *49 *35

VIDEO STREAM/DWNLD SERV-USED LST 30 DAYS: HULU Sample 1,789 324 480 352 298 206 129

VIDEO STREAM/DWNLD SERV-USED LST 30 DAYS: HULU VIDEO STREAM/DWNLD SERV-USED LST 30 DAYS: HULU Weighted(000) 20,573 3,732 7,021 4,355 2,950 1,602 913

VIDEO STREAM/DWNLD SERV-USED LST 30 DAYS: HULU Vertical % 8.5% 13.2% 16.6% 10.9% 7.1% 3.9% 1.9%

VIDEO STREAM/DWNLD SERV-USED LST 30 DAYS: HULU Horizontal % 100% 18.1% 34.1% 21.2% 14.3% 7.8% 4.4%

VIDEO STREAM/DWNLD SERV-USED LST 30 DAYS: HULU Index

100 155 195 128 83 46 22
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AGE: 65+

Sample 25,160 2,221 3,080 3,451 4,469 5,259 6,680

Total Weighted(000) 241,693 28,284 42,262 39,877 41,732 41,111 48,427

Vertical % 100% 100% 100% 100% 100% 100% 100%

Horizontal % 100% 11.7% 17.5% 16.5% 17.3% 17% 20%

Index 100 100 100 100 100 100 100

Sample 2,159 613 563 407 320 182 74

DIGITAL MUSIC SERVICES-USED LAST 30 DAYS: SPOTIFY Weighted(000) 23,431 6,993 7,382 4,634 2,605 1,375 443

Vertical % 9.7% 24.7% 17.5% 11.6% 6.2% 3.3% 0.9%

Horizontal % 100% 29.8% 31.5% 19.8% 11.1% 5.9% 1.9%

Index

100 255 180 120 64 34 9

Sample 573 171 184 106 76 *31 **5

DIGITAL MUSIC SERVICES-PAY SUBSCRIPTION: SPOTIFY Weighted(000) 6,180 2,250 2,165 984 541 *217 **22

Vertical % 2.6% 8% 5.1% 2.5% 1.3% *0.5% **0%

Horizontal % 100% 36.4% 35% 15.9% 8.8% *3.5% **0.4%

Index

100 311 200 97 51 *21 **2

Sample 5,726 868 1,163 1,153 1,120 898 524

DIGITAL MUSIC SERVICES-USED LAST 30 DAYS: PANDORA Weighted(000) 60,111 10,984 15,826 13,547 9,228 6,950 3,575

Vertical % 24.9% 38.8% 37.4% 34% 22.1% 16.9% 7.4%

Horizontal % 100% 18.3% 26.3% 22.5% 15.4% 11.6% 5.9%

Index

100 156 151 137 89 68 30

Sample 368 *34 73 72 67 82 *40

DIGITAL MUSIC SERVICES-PAY SUBSCRIPTION: PANDORA Weighted(000) 3,997 *365 829 921 723 702 *458

Vertical % 1.7% *1.3% 2% 2.3% 1.7% 1.7% *0.9%

Horizontal % 100% *9.1% 20.7% 23% 18.1% 17.6% *11.5%

Index

100 *78 119 140 105 103 *57

Sample 5,886 897 1,241 1,209 1,177 884 478

ONLINE ACTIVTIES-USED/VISITED LST 30DAYS: LSTN/INTRNT-ONLY RADIO STNS(PANDORA,ETC) Weighted(000) 64,054 11,619 17,588 14,285 10,070 7,022 3,469

Vertical % 26.5% 41.1% 41.6% 35.8% 24.1% 17.1% 7.2%

Horizontal % 100% 18.1% 27.5% 22.3% 15.7% 11% 5.4%

Index

100 155 157 135 91 64 27

Sample 3,065 474 743 685 610 392 161

ONLNE ACTV-USED MOBILE/HNDHLD LST 30DAYS: LSTN/INTRNT-ONLY RADIO STNS(PANDORA,ETC) Weighted(000) 35,097 6,213 10,903 8,478 5,361 2,949 1,193

Vertical % 14.5% 22% 25.8% 21.3% 12.8% 7.2% 2.5%

Horizontal % 100% 17.7% 31.1% 24.2% 15.3% 8.4% 3.4%

Index

100 151 178 146 88 49 17

Sample 5,272 789 1,001 1,000 1,066 877 539

ACTUAL WEBSITES USED/VISITED LST 30DAYS: PANDORA.COM Weighted(000) 55,397 10,676 13,540 11,377 9,359 6,804 3,642

Vertical % 22.9% 37.7% 32% 28.5% 22.4% 16.6% 7.5%

Horizontal % 100% 19.3% 24.4% 20.5% 16.9% 12.3% 6.6%

Index

100 165 140 124 98 72 33

Sample 1,266 213 268 270 235 184 96

WEBSITES - # TIMES VISITED LAST 30 DAYS: PANDORA.COM: 16 OR MORE Weighted(000) 14,131 2,560 3,541 3,611 1,952 1,860 607

Vertical % 5.8% 9% 8.4% 9.1% 4.7% 4.5% 1.3%

Horizontal % 100% 18.1% 25.1% 25.6% 13.8% 13.2% 4.3%

Index

100 155 143 155 80 77 21

Sample 1,137 157 230 200 227 197 126

WEBSITES - # TIMES VISITED LAST 30 DAYS: PANDORA.COM: 6 - 15 Weighted(000) 11,645 2,139 2,779 2,004 2,462 1,410 851

Vertical % 4.8% 7.6% 6.6% 5% 5.9% 3.4% 1.8%

Horizontal % 100% 18.4% 23.9% 17.2% 21.1% 12.1% 7.3%

Index

100 157 136 104 122 71 36

Sample 1,411 175 211 216 321 286 202

WEBSITES - # TIMES VISITED LAST 30 DAYS: PANDORA.COM: 1 - 5 Weighted(000) 14,137 2,387 3,169 2,466 2,640 2,130 1,347

Vertical % 5.8% 8.4% 7.5% 6.2% 6.3% 5.2% 2.8%

Horizontal % 100% 16.9% 22.4% 17.4% 18.7% 15.1% 9.5%

Index

100 144 128 106 108 89 48

Sample 1,605 188 289 342 384 268 134

DIGITAL MUSIC SERVICES-USED LAST 30 DAYS: IHEARTRADIO Weighted(000) 17,464 2,285 3,732 4,365 3,352 2,630 1,100

Vertical % 7.2% 8.1% 8.8% 10.9% 8% 6.4% 2.3%

Horizontal % 100% 13.1% 21.4% 25% 19.2% 15.1% 6.3%

Index

100 112 122 151 111 89 31

Sample 1,940 439 376 392 375 226 132

DIGITAL MUSIC SERVICES-USED LAST 30 DAYS: APPLE MUSIC Weighted(000) 20,266 5,313 4,840 4,504 2,941 1,702 966

Vertical % 8.4% 18.8% 11.5% 11.3% 7% 4.1% 2%

Horizontal % 100% 26.2% 23.9% 22.2% 14.5% 8.4% 4.8%

Index

100 224 137 135 84 49 24

Sample 437 115 92 92 76 *40 **22

DIGITAL MUSIC SERVICES-PAY SUBSCRIPTION: APPLE MUSIC Weighted(000) 4,452 1,479 1,171 949 530 *207 **117

Vertical % 1.8% 5.2% 2.8% 2.4% 1.3% *0.5% **0.2%

Horizontal % 100% 33.2% 26.3% 21.3% 11.9% *4.7% **2.6%

Index

100 284 150 129 69 *27 **13
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Total Sample 25,160 2,221 3,080 3,451 4,469 5,259 6,680

Total Total Weighted(000) 241,693 28,284 42,262 39,877 41,732 41,111 48,427

Total Vertical % 100% 100% 100% 100% 100% 100% 100%

Total Horizontal % 100% 11.7% 17.5% 16.5% 17.3% 17% 20%

Total Index 100 100 100 100 100 100 100

SEARCH ENGINE I CURRENTLY USE MOST OFTEN: YAHOO SEARCH Sample 2,432 136 251 319 445 605 676

SEARCH ENGINE I CURRENTLY USE MOST OFTEN: YAHOO SEARCH SEARCH ENGINE I CURRENTLY USE MOST OFTEN: YAHOO SEARCH Weighted(000) 20,854 1,617 3,394 3,338 3,935 4,463 4,106

SEARCH ENGINE I CURRENTLY USE MOST OFTEN: YAHOO SEARCH Vertical % 8.6% 5.7% 8% 8.4% 9.4% 10.9% 8.5%

SEARCH ENGINE I CURRENTLY USE MOST OFTEN: YAHOO SEARCH Horizontal % 100% 7.8% 16.3% 16% 18.9% 21.4% 19.7%

SEARCH ENGINE I CURRENTLY USE MOST OFTEN: YAHOO SEARCH Index

100 66 93 97 109 126 98

I CURRENTLY ALSO USE THIS SEARCH ENGINE: YAHOO SEARCH Sample 4,057 303 517 664 887 904 782

I CURRENTLY ALSO USE THIS SEARCH ENGINE: YAHOO SEARCH I CURRENTLY ALSO USE THIS SEARCH ENGINE: YAHOO SEARCH Weighted(000) 39,008 4,055 6,681 8,050 8,322 6,457 5,443

I CURRENTLY ALSO USE THIS SEARCH ENGINE: YAHOO SEARCH Vertical % 16.1% 14.3% 15.8% 20.2% 19.9% 15.7% 11.2%

I CURRENTLY ALSO USE THIS SEARCH ENGINE: YAHOO SEARCH Horizontal % 100% 10.4% 17.1% 20.6% 21.3% 16.6% 14%

I CURRENTLY ALSO USE THIS SEARCH ENGINE: YAHOO SEARCH Index

100 89 98 125 124 97 70
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ATTITUDES (LIFESTY/INTRNET)-AGREE A LOT: THE INTERNET HAS BECOME A PRIMARY SOURCE OF ENTERTAINMENT FOR ME PERSONALLY Sample 3,298 606 522 443

ATTITUDES (LIFESTY/INTRNET)-AGREE A LOT: THE INTERNET HAS BECOME A PRIMARY SOURCE OF ENTERTAINMENT FOR ME PERSONALLY ATTITUDES (LIFESTY/INTRNET)-AGREE A LOT: THE INTERNET HAS BECOME A PRIMARY SOURCE OF ENTERTAINMENT FOR ME PERSONALLY Weighted(000) 34,284 6,851 4,633 2,896

ATTITUDES (LIFESTY/INTRNET)-AGREE A LOT: THE INTERNET HAS BECOME A PRIMARY SOURCE OF ENTERTAINMENT FOR ME PERSONALLY Vertical % 14.2% 17.2% 11.1% 7%

ATTITUDES (LIFESTY/INTRNET)-AGREE A LOT: THE INTERNET HAS BECOME A PRIMARY SOURCE OF ENTERTAINMENT FOR ME PERSONALLY Horizontal % 100% 20% 13.5% 8.4%

ATTITUDES (LIFESTY/INTRNET)-AGREE A LOT: THE INTERNET HAS BECOME A PRIMARY SOURCE OF ENTERTAINMENT FOR ME PERSONALLY Index

100 121 78 50

ATTITUDES (LIFESTY/INTRNET)-AGREE A LOT: I MOSTLY DOWNLOAD/ STREAM MY ENTERTAINMENT RATHER THAN BUYING A CD OR DVD Sample 3,668 778 625 445

ATTITUDES (LIFESTY/INTRNET)-AGREE A LOT: I MOSTLY DOWNLOAD/ STREAM MY ENTERTAINMENT RATHER THAN BUYING A CD OR DVD ATTITUDES (LIFESTY/INTRNET)-AGREE A LOT: I MOSTLY DOWNLOAD/ STREAM MY ENTERTAINMENT RATHER THAN BUYING A CD OR DVD Weighted(000) 40,750 9,674 5,268 3,819

ATTITUDES (LIFESTY/INTRNET)-AGREE A LOT: I MOSTLY DOWNLOAD/ STREAM MY ENTERTAINMENT RATHER THAN BUYING A CD OR DVD Vertical % 16.9% 24.3% 12.6% 9.3%

ATTITUDES (LIFESTY/INTRNET)-AGREE A LOT: I MOSTLY DOWNLOAD/ STREAM MY ENTERTAINMENT RATHER THAN BUYING A CD OR DVD Horizontal % 100% 23.7% 12.9% 9.4%

ATTITUDES (LIFESTY/INTRNET)-AGREE A LOT: I MOSTLY DOWNLOAD/ STREAM MY ENTERTAINMENT RATHER THAN BUYING A CD OR DVD Index

100 144 75 55

ATTITUDES (MEDIA) - AGREE A LOT: TELEVISION IS MY MAIN SOURCE OF ENTERTAINMENT Sample 4,630 404 751 1,107

ATTITUDES (MEDIA) - AGREE A LOT: TELEVISION IS MY MAIN SOURCE OF ENTERTAINMENT ATTITUDES (MEDIA) - AGREE A LOT: TELEVISION IS MY MAIN SOURCE OF ENTERTAINMENT Weighted(000) 41,930 5,321 6,900 9,184

ATTITUDES (MEDIA) - AGREE A LOT: TELEVISION IS MY MAIN SOURCE OF ENTERTAINMENT Vertical % 17.3% 13.3% 16.5% 22.3%

ATTITUDES (MEDIA) - AGREE A LOT: TELEVISION IS MY MAIN SOURCE OF ENTERTAINMENT Horizontal % 100% 12.7% 16.5% 21.9%

ATTITUDES (MEDIA) - AGREE A LOT: TELEVISION IS MY MAIN SOURCE OF ENTERTAINMENT Index

100 77 95 129

SCALE 10-INTERNET ACTIVITY: FAR BELOW AVERAGE Sample 2,954 325 486 656

SCALE 10-INTERNET ACTIVITY: FAR BELOW AVERAGE SCALE 10-INTERNET ACTIVITY: FAR BELOW AVERAGE Weighted(000) 26,556 3,496 5,151 5,067

SCALE 10-INTERNET ACTIVITY: FAR BELOW AVERAGE Vertical % 11% 8.8% 12.3% 12.3%

SCALE 10-INTERNET ACTIVITY: FAR BELOW AVERAGE Horizontal % 100% 13.2% 19.4% 19.1%

SCALE 10-INTERNET ACTIVITY: FAR BELOW AVERAGE Index

100 80 112 112

SCALE 10-INTERNET ACTIVITY: BELOW AVERAGE Sample 3,304 378 597 752

SCALE 10-INTERNET ACTIVITY: BELOW AVERAGE SCALE 10-INTERNET ACTIVITY: BELOW AVERAGE Weighted(000) 30,265 4,372 5,460 5,831

SCALE 10-INTERNET ACTIVITY: BELOW AVERAGE Vertical % 12.5% 11% 13.1% 14.2%

SCALE 10-INTERNET ACTIVITY: BELOW AVERAGE Horizontal % 100% 14.4% 18% 19.3%

SCALE 10-INTERNET ACTIVITY: BELOW AVERAGE Index

100 88 104 113

SCALE 10-INTERNET ACTIVITY: AVERAGE Sample 5,508 739 988 1,250

SCALE 10-INTERNET ACTIVITY: AVERAGE SCALE 10-INTERNET ACTIVITY: AVERAGE Weighted(000) 53,227 8,151 9,084 9,933

SCALE 10-INTERNET ACTIVITY: AVERAGE Vertical % 22% 20.4% 21.8% 24.2%

SCALE 10-INTERNET ACTIVITY: AVERAGE Horizontal % 100% 15.3% 17.1% 18.7%

SCALE 10-INTERNET ACTIVITY: AVERAGE Index

100 93 99 110

SCALE 10-INTERNET ACTIVITY: ABOVE AVERAGE Sample 6,615 1,025 1,325 1,359

SCALE 10-INTERNET ACTIVITY: ABOVE AVERAGE SCALE 10-INTERNET ACTIVITY: ABOVE AVERAGE Weighted(000) 65,906 12,171 12,074 10,776

SCALE 10-INTERNET ACTIVITY: ABOVE AVERAGE Vertical % 27.3% 30.5% 28.9% 26.2%

SCALE 10-INTERNET ACTIVITY: ABOVE AVERAGE Horizontal % 100% 18.5% 18.3% 16.4%

SCALE 10-INTERNET ACTIVITY: ABOVE AVERAGE Index

100 112 106 96

SCALE 10-INTERNET ACTIVITY: FAR ABOVE AVERAGE Sample 4,208 879 836 716

SCALE 10-INTERNET ACTIVITY: FAR ABOVE AVERAGE SCALE 10-INTERNET ACTIVITY: FAR ABOVE AVERAGE Weighted(000) 44,034 10,300 7,774 5,356

SCALE 10-INTERNET ACTIVITY: FAR ABOVE AVERAGE Vertical % 18.2% 25.8% 18.6% 13%

SCALE 10-INTERNET ACTIVITY: FAR ABOVE AVERAGE Horizontal % 100% 23.4% 17.7% 12.2%

SCALE 10-INTERNET ACTIVITY: FAR ABOVE AVERAGE Index

100 142 102 72
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Steps Selection

Study: 2019 Spring GfK Reporter MRI

Category: Leisure/Sports

Question: Movie Viewing - Downloaded/Streamed

Base: Total Adults

Detail(s): Any Movie from the Internet

Target Base Total '000 UNW '000 % Detail % Target Index

Total 248,885 4,940 52,330 100.00 21.03 100

Men 120,167 2,534 25,307 48.36 21.06 100

Women 128,718 2,406 27,023 51.64 20.99 100

Educ: graduated college plus 79,281 2,145 20,358 38.90 25.68 122

Educ: attended college 70,694 1,718 16,146 30.85 22.84 109

Educ: graduated high school 71,543 815 11,833 22.61 16.54 79

Educ: did not graduate HS 27,366 262 3,993 7.63 14.59 69

Educ: post graduate 28,822 818 7,404 14.15 25.69 122

Educ: no college 98,909 1,077 15,826 30.24 16.00 76

Age 18-24 29,526 594 8,956 17.11 30.33 144

Age 25-34 44,726 1,310 14,925 28.52 33.37 159

Age 35-44 40,531 1,272 11,960 22.85 29.51 140

Age 45-54 41,994 852 8,435 16.12 20.09 96

Age 55-64 41,695 509 4,670 8.92 11.20 53

Age 65+ 50,414 403 3,384 6.47 6.71 32
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Most popular video streaming services in the United States as of September 2019, by monthly
average users (in millions)
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Leﬂding video subscription services in the United States in 2018, by number of subscribers (in
millions)
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