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Categorizing the viewing landscape
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Measure all content whether it is ad supported or not.

How to assess the value of a property

MSO and MPVDs want payment for distribution

Media properties want fair market value for their content1

2

3

4

How to monetize content?

maximum flexibility for measuring both programming and commercials
to reflect consumers who watch wherever, however, and whenever.Need
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How consumers access content



Debunk some myths about consumer
viewing.
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Is the Internet killing TV in the U.S ? No!
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During 2Q 2011, P18+ are viewing 40 additional minutes of TV a week
compared to last year

H
H

:M
M

 P
er

 W
ee

k

Source: Nielsen



8

Copyright © 2011 The Nielsen Company. Confidential and proprietary.

89.4% No change
6.4% Swapped cords

More than 91% of TV households pay for a TV Subscription

Cable Homes with Broadband in the Nielsen National People Meter
sample: comparing September 2010 and September 2011

Are people cutting the cord in the U.S.? No!

3.3% Dropped Broadband
0.9% Cut the cord

<1%of TV households are cutting the cord

Source: Nielsen



Viewing across screens,
measurement & monetization
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What’s driving TV growth?

97%

P2+

Monthly Time Spent in Hours:Minutes

Monthly Time Spent in Hours:Minutes

Watching TV
in the Home

2Q11 146:20

2Q10 143:37

Y-O-Y +2:43

Watching
Timeshifted TV
(All TV Homes)

2Q11 10:30

2Q10 9:27

Y-O-Y +1:03

37%

P2+

Source: Nielsen Quarter 2  2011 Cross-Platform Report
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Total use of TV over time - Households
Distribution % of Total Minutes across Total Day
First Four Weeks of the Broadcast Season

Source:  Nielsen, Total Day is Mon-Sun 6A-6A
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Video On Demand:
Untapped revenue opportunity

Different
delivery

mechanism

Different
monetization

model

Different
measurement
requirements

Key Issue: Blending into currency



What is Over The Top?
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What is Over The Top (OTT)?

• Internet-
enabled TV

• Connected TV
Devices

• Gaming
Consoles
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Are you playing a game?
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Two current business model evolutions

16
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How is Netflix impacting content?

"When you add Netflix into the mix," he said, "ratings become
less important because we have a new revenue stream that
enables us to make more high-quality programming.”

"For us, the focus has been, how do we maximize the value of
serialized dramas, which had limited value in the distribution system
that existed before Netflix"

“Under the new CW deal, Netflix could pay anywhere from
$150,000 to slightly more than $700,000 an episode for
series, depending on a show's popularity and how long
it has been on the air”

Impact on
Ratings

Impact
On Content
Valuation

Impact on
Pricing

Leslie Moonves CBS Chief Executive

Bruce Rosenblum, President, Warner Bros

WSJ.com



What about mobile & Tablets?
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Source: International Telecommunication Union

Mobile is the fastest growing technology in
history
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Monetization of Mobile

*Smartphone defined as a video and Internet enabled cell phone
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Monetization of Tablets

Tablets iPads

5.9% 4.8%

Source: Nielsen

Tablet penetration based on penetration
National People Meter 10/18/11
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Summary

•Consumers are continually looking for new
options BUT, they are willing to pay for Content

•Flexible measurement & cross platform
commercial identification

•Media companies & Content distributors have
value & negotiation challenges

•Convenience is King
–DVR, Video Game Consoles, APPs, VOD
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Summary

•How Many Guides?
–Live TV, DVR, VOD, Netflix, Hulu, Gaming
Online and Off…

•Best Screen Still Matters!


