Viewer “Loyalty” and
Awareness of Broadcast
Programming Online

Conducted at CBS Television City
October, 2007
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Objectives

e To gauge consumer loyalty to Broadcast
and Cable TV series.

* To understand perceptions of full-episode
video content and availabllity online.
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Presenter
Presentation Notes
Viewers have many more options today to watch their favorite television shows than they did 5, 10 or 20 years ago.  This study attempts to find out if and what new methods they’re using, with a particular focus on websites where many hours of prime time content are now available.


Methodology

 Fielded October 2007

 Computer aided survey was administered
to nearly 1,600 adults at the CBS
Television City research faclility in the
MGM Grand Hotel in Las Vegas
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Presenter
Presentation Notes
The study was fielded at CBS’s Television City complex at the MGM Grand Hotel in Las Vegas.  The total number of respondents approached 1,600.


Demographics

e 419% Male, 59% Female

o Skews slightly older with 27% younger
than 35, 72% 35+

e Upscale: 45% make 75K+

e 71% white, 64% married, 82% with at least
some college education
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Presenter
Presentation Notes
Compared to the U.S. population, the respondents tended to be more female as well as upscale.


~'When you miss an episode how do you get caught

up (favorite broadcast series)?

T ot [t [ remane [18%0 | 5% | 2% |
Sample Size: N= 1,599 659 940 410 764 395
Watch it using your DVR 29% 32% 27% 37% 30% 18%
Watch a rerun 26% 26% 26% 19% 26% 35%
I don’t do anything. |
wait for the next episode 13% 13% 12% 5% 13% 20%
Watch it on the internet 7% 7% 7% 16% 5% 2%
Watch it using your VCR 7% 5% 9% 4% 9% 8%
Ask a friend what you
missed 6% 4% 7% 6% 6% 7%
Wait for it to come out
on DVD 5% 5% 1% 7% 5% 3%
Read Summary 2% 0% 2% 0% 2% 2%
Watch it using VOD
service 1% 1% 1% 1% 1% 1%
Download and watch on
MP3 1% 2% 1% 2% 1% 0%
Other 4% 5% 4% 3% 4% 6%
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Presenter
Presentation Notes
Q7. Think back to (favorite broadcast series), when you miss an episode how do you typically get caught up?

 

Overall most respondents catch up with missed episodes by using their DVR or simply waiting for a repeat telecast.  Thirteen percent report not doing anything or just waiting for the next episode.  There was a marked difference by age, however.

Younger respondents (18-34s) are more likely use DVRs or the internet to catch up and don’t wait for reruns or the next telecast.

Older respondents (55+) were more likely to wait for a repeat or next episode, or even use their VCR to record a favorite broadcast show.

Newer time- and place-shifting options such as Video On Demand and MP3 players were not mentioned by many respondents.  This could be because favorites are not yet available on these platforms.



NOTE:  There were not enough 11-17 year old respondents to include in this table.




%hen you miss an episode how do you get caught
up (favorite broadcast series)? High Speed, MP3, DVR, PC,

iTunes HH

Sample Size: N= 1599 1203 906 734 1436 541
Watch it using your DVR 29% 34% 36% 59% 30% 40%
Watch a rerun 26% 25% 24% 15% 26% 20%
I don’t do anything. |
wait for the next episode 13% 11% 9% 6% 12% 7%
Watch it on the internet 7% 9% 10% 6% 8% 13%
Watch it using your VCR 7% 6% 5% 2% 7% 4%
Ask a friend what you
missed 6% 5% 4% 3% 6% 4%
Wait for it to come out on
DVD 5% 4% 5% 3% 4% 5%
Read Summary 2% 2% 2% 1% 1% 1%
Watch it using VOD
service 1% 1% 1% 1% 1% 2%
Download and watch on
MP3 1% 2% 2% 1% 1% 2%
Other 1% 3% 3% 2% 4% 2%
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Presenter
Presentation Notes
Q7. Think back to (favorite broadcast series), when you miss an episode how do you typically get caught up?



Respondents with access to faster internet connections and other technologies such as DVRs showed a much more proactive approach to staying current with favorite shows.  The DVR was, by far, the most important variable in helping fans stay current.  59% of all DVR owners rely on the device to help them catch missed episodes.  It is worth noting that MGM Grand respondents were more than twice as likely to have DVRs (46%) compared to the total U.S. (21%).



And having the iTunes software loaded on a home PC (34% of respondents) also was tied to a more proactive approach to staying on top of favorite shows.  That group scored the highest (13%) for using the internet to watch a missed show, but not necessarily via the iTunes store as we learned later.

 


o

Which of the following networks offer full length

episodes for free on their websites?

Age & Sex

Sample Size: N=| 1599 659 940 410 764 395
ABC 24% 22% 26% 33% 23% 18%
CBS 22% 22% 23% 24% 23% 20%
NBC 20% 22% 19% 27% 17% 19%
FOX 15% 18% 13% 18% 12% 17%
CwW 4% 4% 5% 8% 3% 1%
PBS 3% 4% 3% 2% 3% 6%
Don't Know 57% 55% 58% 48% 61% 58%

None of the
above 7% 8% 6% 4% 6% 12%

Confidential & Proprietary October 2007 1]1618611

Copyright © 2007 The Nielsen Company

Base = All Respondents (1,599)

@ & & @ @& & & & 0

v


Presenter
Presentation Notes
Q8. What networks offer full length episodes for free on their websites? (check all that apply)



Regardless of whether a respondent had a PC or high-speed internet connection, we asked all participants about unaided awareness of the availability of full-length shows on broadcast network websites.   More than one-half of all respondents (57%)  could not name a single network.



Again, younger viewers (18-34) were more likely to cite any network, with ABC consistently the most-mentioned.  CBS and NBC were close behind, while Fox was fourth.  35-54 year old respondents mentioned NBC as frequently as ABC.


o

Which of the following networks offer full length

episodes for free on their websites?
High Speed, MP3, DVR, PC, iTunes HH

Sample Size: N= 1599 1203 906 734 1436 541

ABC 24% 27% 29% 29% 25% 33%

CBS 22% 25% 24% 27% 23% 26%

NBC 20% 23% 24% 25% 21% 26%

FOX 15% 16% 16% 17% 15% 18%

CWwW 4% 5% 6% 7% 5% 7%

PBS 3% 3% 3% 3% 3% 3%

Don't Know 57% 56% 55% 54% 58% 51%
None of the

above 7% 5% 5% 5% 6%0 4%
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Presenter
Presentation Notes
Q8. What networks offer full length episodes for free on their websites? (check all that apply)



Respondents with iTunes were the ones most aware of online availability, followed by DVR and high-speed internet subscribers.  ABC was most recognized across all platforms with NBC and CBS virtually even. 




Have you watched full length episode

streamed online in the past 3 months?
Age & Sex

0)
6
35% -
30%7 250
25% -
20% -
15% -
10% -

27%

5% ~
0% -
Total US Male Female 18-34 35-54 55+ (395)
(1,599) (659) (940) (410) (764)
October 2007 niclsen

Base = All Resnondents (1.599)


Presenter
Presentation Notes
Q9. Have you watched a full length episode of a TV series streamed over the internet in the past 3 months?



Younger respondents (18-34) were considerably more likely to streaming an episode online during the previous three months compared to both 35-54s and 55+.  Males were slightly more likely to have watched than females. 


()

Have you watched full length episode

streamed online in the past 3 months?
High Speed, MP3, DVR, PC, iTunes HH

50%

45%
40% A
35% -
30% -
25% A
20% A
15% A
10% -

5%

0% -

39%

Total US High-speed MP3 Player A DVR Personal iTunes on

(1,599) Internet (906) Device computer home PC
(1,203) (734) (1436) (541)
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Presenter
Presentation Notes
Q9. Have you watched a full length episode of a TV series streamed over the internet in the past 3 months?



Respondents with iTunes had the highest percentage of watching an episode online in the past three months.  (This doesn’t mean, however, that they used iTunes to watch the show.)  High-speed internet subs weren’t much different that the Total U.S.




o

When you watch full episodes streamed on the
Internet, what sites do you go to?

Age & Sex

Sample Size:

N= 395 180 215 161 176 45
ABC.com 50% 43% 56% 52% 52% 36%
NBC.com 41% 43% 38% 50% 37% 31%
CBS.com 37% 38% 36% 32% 43% 33%
FOX.com 24% 31% 18% 24% 24% 27%
YouTube 17% 20% 14% 25% 10% 4%

iTunes 15% 17% 13% 20% 12% 4%
CWTV.com 8% 8% 7% 10% 5% 2%
BitTorrent 6%0 8% 4% 10% 3% 0%

PBS.org 3% 4% 2% 2% 4% 4%
Other 15% 18% 13% 16% 12% 24%
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Presenter
Presentation Notes
Q10. When you watch full episodes streamed on the internet, what sites do you go to?



Among the 25% which had gone online to watch a full-length episode, the free network sites dominated.  One-half of all “streamers” went to ABC.com to watch shows, the most of the broadcast networks.  Women were more likely than men to stream via ABC, probably a reflection of the ABC content.  Men were much more likely than women to go to Fox.com.



ABC also managed to attract middle-aged adults as much as the younger demo (52% for both groups).  CBS actually did best with 35-54s while most of the other sites fared best among 18-34s.


o

When you watch full episodes streamed on the

Internet, what sites do you go to?
High Speed, MP3, DVR, PC, iTunes HH

Sample Size: N= 395 337 292 219 363 211
ABC.com 50% 53% 53% 55% 51% 57%
NBC.com 41% 42% 43% 47% 42% 44%
CBS.com 37% 39% 40% 44% 38% 40%
FOX.com 24% 22% 25% 27% 23% 23%
YouTube 17% 18% 20% 18% 18% 26%

iTunes 15% 15% 19% 20% 15% 26%
CWTV.com 8% 8% 10% 11% 7% 11%
BitTorrent 6% 7% 8% 6% 6% 10%

PBS.org 3% 3% 3% 3% 3% 3%
Other 15% 14% 13% 9% 15% 11%
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Presenter
Presentation Notes
Q10. When you watch full episodes streamed on the internet, what sites do you go to?



Presence of technologies wasn’t as pronounced here compared to earlier questions.  ABC consistently attracted more than 50% of all those with iTunes, DVRs and high-speed internet connections.  



Respondents with iTunes overwhelming cited the free websites as their first choices to watch full-length episodes, well above iTunes itself in most cases.


Summary

 We saw a notable difference in the top two
approaches in catching up on current episodes
of favorite series: watching via DVR (29%) and
wailting for reruns (26%)

e Younger respondents are more proactive about
staying caught up with their favorite TV series
and are more likely to stream video online to
stay up to date.

 DVR owners are the most loyal to their favorite
series, using the device to catch up on missed
episodes
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Summary

* Presence of other technologies are indicators of
series loyalty

— Those with iITunes on their home PC are more likely
to stay in touch with their favorite TV series (though
not necessarily via that portal)

« Males are slightly more proactive about staying
caught up with their favorite TV series.

* |ncome is not a driving factor in series loyalty

e Younger respondents (<35) are more likely to
stream video online to stay up to date.
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Summary (continued)

« Awareness of full-length eps on individual
broadcast network websites averaged slightly
above 20%

e 25% say they have watched a full-length
episode streamed online in the past three
months, led notably by 18-34 year olds (39%)

 ABC was the most popular destination for
watching full-length eps (50%) among the major
broadcast nets, followed by NBC and CBS (41%
and 37% respectively)
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