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About the Study:

The most essential research on broadband and broadband video today has to do with the
connections between the people, the technology and the competing media brands in this
emerging space. Broadband technologies, and the alternative and portable media
platforms enabled by broadband, are growing in consumer acceptance and usage— with
important implications for media companies, content developers and advertisers.

What are consumers’ attitudes towards and actual consumption of
broadband-enabled and cross-platform content and services,
particularly as they relate to attitudes towards and consumption of your
media brands?

This cutting-edge research endeavor will uncover key learnings about today’s broadband
consumers, who will be surveyed, and then segmented and analyzed by their
Broadband lifestyles, marrying:
Broadband technology ownership, usage and content viewing;
Socio-economic level, lifestyle, ethnic and other demographics;
Television and Internet content preferences;
Relationships to major media brands;
.. and other attitudinal information

..to create tangible and workable

e Making Connections: Consumer Broadband Lifestyles” logo/ title, Segmentation titles and Broadband Lifestyles name
and concept are the intellectual property of Horowitz Associates and cannot be used without permission.
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You will obtain unique, benchmark intelligence on these core

Young adults whose lifestyles center around
communicating with friends and family, taking and viewing photos, downloading
and listening to music, browsing the Internet, and viewing/creating user-
generated content. They like and aspire to have the latest technology gadgets,
as much for status symbols as for the technology they offer. A variety of video
and other content is consumed on portable technology. For this group, it's all
about staying connected and being “hip.”

Twenty-something and beyond broadband users
who have entered the workforce armed with technology, tools, knowledge and
access to information. They rely on their broadband devices not only to keep up
with their social lives but also to stay ahead of the game work-wise (news, stock
market, emalil, etc.) even while they are not at work.

These tech-savvy
young Latinos, Blacks and Asians and Whites are always connected to friends
and family via cell phones, text messaging and IM. They are heavy users of
portable devices like iPODs and PSPs. Broadband video and games are rapidly
becoming part of their everyday media consumption. These multicultural young
people are very into exploring and redefining their identities that include and
embrace their American and ethnic influences. They are at once culturally and
digitally fluent: They enjoy socializing, going out, consuming and participating in
popular culture; they enjoy strong ties to their families and communities.

In these homes and among women, broadband services and
technology represent convenience, connections, education and entertainment.
Broadband and portable technologies are not just tools; they are part of the
family’s lifestyle. Broadband is essential to keeping organized and keeping
connected, so features like text messaging, checking email on portable devices
and using the cell phone are invaluable assets for their busy lives.

These are TV sports fans — men — who consume
and keep up with their sports, teams and colleagues at all times and on all
devices. It is news, highlights and information, not events. They are very
information and communication oriented, not that tech oriented.
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Methodology:

To address the full complexity of this research endeavor, and to provide
the most groundbreaking intelligence on this market,

A Quantitative (Online) Survey of Broadband Users:
= 2,200 online surveys conducted nationally among consumers 16+;

= 1,000 general market interviews, plus quotas by ethnicity of 400 Hispanic, 400
Black/African-American, and 400 Asian broadband consumers to provide analysis by
ethnicity;

= Broadband users— who have broadband access to the Internet at home, work or
school on a regular basis;

= Consumers with the following devices will be included in the sample: HDTVs, DVRs,
video-enabled cell-phones, video iPODs/MP3s, Blackberries, PSPs, PMPs.

Broadband Lifestyles Segmentation Analysis of survey data including:
= Content preferences and viewing;
= Technology ownership, usage and penetration profiles;
= Major media brand affinities;
= Lifestyle and attitudinal insights;
= Demographic profiles, including analysis by ethnic group;
= And more.
A Qualitative Videography of Broadband Lifestyles Segments:

= Visual examples of what consumers in some of these segments actually do with their
broadband devices and content, not just what they say about it!

Deliverables:
Input on the survey questionnaire for charter subscribers;

The detailed data tabulations from primary research and segmentation of broadband
consumers;

A written, interpretative management report with charts and graphs;
A topline Power Point of the findings;
A DVD of the videography.

Schedule:
Survey Data Collection: October/November 2006.
Segmentation and Videography: January/February, 2007.
Report: March, 2007.

Horowitz Associates, Inc. Market Research and Consulting 3
1971 Palmer Avenue, Larchmont, NY 10804 Phone: 914-834-5999 Fax: 914-834-5998
www.horowitzassociates.com info@horowitzassociates.com




Chapter 1.
1.1
1.2
1.3
14

Chapter 2.

Chapter 3.
3.1
3.2
3.3
3.4

Chapter 4.

4.1
4.1.1
4.1.2
4.1.3
414

4.2

4.3

4.4

4.5

Chapter 5.
5.1
5.2
53
5.4

Chapter 6.

6.1

6.2

6.3
6.3.1
6.3.2
6.3.3
6.3.4

6.4

Table of Contents

Background and Methodology .......ccccoeiieiiiieciee e 8
2 72T (0 | (01U o S USS 8
V= daToTo (o] o]0 V2SS UP USRI 8
Reading thiS REPOI......c.iie et nne e 9
Proprietary RIGNTS ........coiiiiieice e 9
Summary and IMpPlICAtIONS...........coiiiiiee e 10
Penetration of Broadband Services and Handheld Devices............ccccccoennee. 21
Broadband Penetration on PC and Handheld Devices (Q.6-7)......c.cccccvevvrvernenne. 21
Penetration of Handheld Devices (Q.6, 15) ....ccccuviiirniniiiieieee e 22
Technology Devices Respondents Could Not Do Without (Q.16)..........ccccevenee. 23
Technology Respondents Are Thinking About Buying (Q.17) .....cccocvvvviviiinnnnn, 25
Internet Usage and Usage of Handheld DevViCes...........cccovereeivnniienieneennnnn, 27
INTEINET USAJE ...ttt 27
Average Number of Hours on the Internet (Q.8-9)......cccccevviiivieviiieceece e, 27
Web Sites Most Often Visited (Q.10)......ocueiiiiriiiierie e 29
Top of Mind Web Sites for Specific Fields (Q.11)......ccccccevviveiieereeeceeir e, 31
Activities Done Online, Including Broadband Video (Q.12, 13, 14) ......cccecuneee. 31
Cell Phone Usage (Q.20-21) .....cueiveieiiecieeriesiee e see e see e e sae et snaesne e 42
iPod/MP3 Player Usage, including Broadband Video (Q.22) .......cccooovvverivenenne 44
PSP Usage, including Broadband Video (Q.23-24).......ccccccevevveieiiveieeieinesieanns 46
PDA Usage, including Broadband Video (Q.25).......cccovueviiieienienienie e 48
TV Viewing and Broadband Video Watched..............cccocoiiiniinnninnn, 50
Favorite TV/Cable Channels (Q.18) ......cccoouriiriiiiiiieeee e 50
Viewership of Specific Channels (Q.19) ... iieiieie e 51
Favorite SNOWS (Q.19A) .. .o e 53
TV Shows Watched Online or Discovered Online (Q.13p, 14h) ......ccccvevveienen, 55
Profile of Broadband USEIS.........ccoiiiiiiiiiiiiiieieee s 56
Lifestyle Profile (Q.27, 32) ..ot 56
Telecommunication and Electronic Devices and Services (Q.15).......c.ccoecveuenen, 61
Origin and Language Profile of Broadband USers..........cccccevevivenviiinnveiesiennnn, 63
Hispanic Origin and Language Profile (Q.5, 28, 29, 30)......cccccvvviiieiiiiiriieienn 64
Asian Origin and Language Profile (Q.4, 28, 29, 31).....ccccccvvvivveieeeceese e 65
African American Origin and Language Profile (Q.27, 28, 29) .....cccccvvevveinnnnn, 66
White/Non-Hispanics Language Profile (Q.28, 29) ......ccccevevevivevece e, 66
Demographic Profile (Q.1, 2, 3, 28, 33-40) .....ccoeiiiiieiiiie e 66

© 2006 Horowitz Associates, Inc.



Chapter 7.  Segmentation of Broadband USErS.........cccccveveiieiiiie i 68

7.1 The Mavens and MaVETICKS .........ocuieiiiieiiie et ste e sae e erre e s erae s sbae e 70
7.2 The Connected MUILICUIUTAIS..........cooiviiiiiei e 73
7.3 The Broadband WOIKFOICE .........coiuiiiiiii ettt rae e 78
7.4 The WED IMOMS.....oviiiiiceii et e e e s bbae e e 81
7.5 The Sports-Gotta HaVe It .........c.ocveiieeciecece e 83
7.6 The NoN-Tech ULHITArIaNS .........ccoiiii it 85
7.7 Summary Profile of the Six Broadband User Segments..........ccccovvvvvevverieneennnnn, 87
(@4 gF=T o (= g T N o] o =T (o | SRS 100
QUESTIONNAIKNE ...ttt ettt e e et e et e e e et e e e ebb e e e bee e eabeeesabeeesabeeesabeeesabeeeasseeeseeesseeenn 100

© 2006 Horowitz Associates, Inc. -



Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:

Chart:

Chart:

Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:

Chart:
Chart:

10
11
12
13
14

15

16

17
18
19
20
21
22
23

24
25

Chart Index

Frequency of Specific Internet Activities — More Regular Activities ...... 12

Frequency of Specific Internet Activities — Less Regular Activities........ 13
Internet and Broadband Video Using Handheld Devices Among
Broadband USEIS..........ooiiiiiiiiieiesie e 14
Broadband User Universe: The SEgmMEeNtS........cccevvvvierveieiieseerieseennean, 15
Summary Demographic Profile of Broadband Users Segments............... 18
Frequency of Specific Internet Activities by Segments — More Regular
ACLIVItIES -WEEKIY BaSIS........oieeiiiieiiieiieee e 19
Frequency of Specific Internet Activities by Segments - Less Regular
Activities “WeeKIly BasiS.........ccoooviiiiiiiiesee e 19
Attitudinal Statements that Describe Respondents Regarding Technology
and Entertainment by Segments- 4/5 RatingsS..........ccoocvvverenieniiennniinnnn, 18

Broadband Penetration on PC and Handheld Devices by Sex and Age ... 21
Broadband Penetration on PC and Handheld Devices by Ethnicity......... 22

Penetration of Handheld Devices by Sex and Age .......ccccoovvvvvvvereivenenn, 23
Penetration of Handheld Devices by Ethnicity..........cccccceiiiiiiiiieiinnenn, 23
One Entertainment or Communication Device Would Choose to Keep for
One Year DY SeX and AQE.....cccooiiiieiiiieiierie et 24
One Entertainment or Communication Device Would Choose to Keep for
One Year by EtNNICILY ......cccooiiiiiiiecce e 24

New Technology Devices/Equipment for Entertainment or
Communication Plan on Buying in the Near Future by Sex and Age
(8= o <o ) SRS 25
New Technology Devices/Equipment for Entertainment or
Communication Plan on Buying in the Near Future by Ethnicity (Unaided)

................................................................................................................... 26
Average Number of Hours Spent on the Internet per Week by Sex and
AGE (UNAIAE) ... ottt 27
Average Number of Hours Spent on the Internet per Week by Ethnicity

(8 g E= U0 To ) SRRSO 28
Percentage of Internet Usage Spent for Personal Things and for
Work/School by Sex and Age (Unaided).........cccoveiiiienieniinniiie e 28
Percentage of Internet Usage Spent for Personal Things and for
Work/School by Ethnicity (Unaided) ........cccooeiiniiiieniieneeecee e 29
Websites Frequently Visit by Sex and Age (Unaided) ..........cccceevvvvennne. 30
Websites Frequently Visit by Ethnicity (Unaided)..........ccccceviviniiennnne 30

Frequency of Specific Internet Activities — More Regular Activities ...... 33
Frequency of Specific Internet Activities — Less Regular Activities........ 34
Frequency of Specific Internet Activities by Sex and Age — More Regular

ACtIVItIeS — WEEKIY BaSIS........ccoiiiieiiiriecie e 36

© 2007 Horowitz Associates, Inc. 2



Chart:

Chart:

Chart:

Chart:

Chart:
Chart:

Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:

Chart:

26

27

28

29

30
31

32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48

49

Frequency of Specific Internet Activities by Sex and Age — Less Regular

ACLIVItIES — WEEKIY BaSIS......ccviieiieiiieie et 37
Frequency of Specific Internet Activities by Sex and Age — Less Regular
ACLIVItIES — WEEKIY BaSIS......ccvieeiiieieeie et 38
Frequency of Specific Internet Activities by Ethnicity — Less Regular
ACLIVItIES — WEEKIY BaSIS......ccveeeiieiiieie et 39
Incidence of Having or Doing Specific Activities Online by Sex and Age..
................................................................................................................... 40

Incidence of Having or Doing Specific Activities Online by Ethnicity ... 41
Frequency of Using Cell Phone for Specific Activities by Sex and Age —

MONENIY BASIS .....veivieiiieitiee et 42
Frequency of Using Cell Phone for Specific Activities by Ethnicity —
MONENIY BASIS ...ttt 43
Frequency of iPod or MP3 Player for Specific Activities by Sex and Age —
MONENIY BASIS .....veeieeiiieiiiee et 44
Frequency of iPod or MP3 Player for Specific Activities by Ethnicity —
MONENIY BASIS .....veeieeiiieiiiee et 45
Frequency of Using PSP to Perform Specific Activities by Sex and Age —
MONENIY BASIS ....veiiieiiieitieie et 46
Frequency of Using PSP to Perform Specific Activities by Ethnicity —
MONENIY BASIS ...ttt 47
Frequency of Using Blackberry or Other PDA for Specific Activities by
Sex and Age — MoNthly BaSiS........ccooviiiiiieiiniesienisee e 48
Frequency of Using Blackberry or Other PDA for Specific Activities by
Ethnicity — Monthly BasiS .........ccocoiiiiiiiiiieieeese e 49
Favorite TV Channel (Unaided) by Sex and Age — Top Mentions .......... 50
Favorite TV Channel (Unaided) by Ethnicity — Top Mentions................ 51
Frequency of Watching Specific TV Channels by Sex and Age — Weekly
BaSHS ..ttt bbb ae e 52
Frequency of Watching Specific TV Channels by Ethnicity — Weekly
BaSHS ..ttt bbb ee e 53
Favorite Shows on TV by Sex and Age (Unaided) — Top Mentions........ 54
Favorite Shows on TV by Ethnicity (Unaided) — Top Mentions.............. 54

Attitudinal Statements that Describe Respondents Regarding Technology
and Entertainment by Sex and Age — 4/5 Ratings — Describes Me Well . 57
Attitudinal Statements that Describe Respondents regarding Technology
and Entertainment by Ethnicity — 4/5 Ratings — Describes Me Well ....... 58
Frequency of Doing Specific Leisure Activities by Sex and Age — Weekly

SIS ..ttt 59
Frequency of Doing Specific Leisure Activities by Ethnicity — Weekly
BaSHS ..ttt bbb e e 60
Specific Entertainment, Communication Devices and Services Personally
Have at Home by SeX and Age .......cccovevviieiieie e 61

© 2007 Horowitz Associates, Inc.



Chart:

Chart:

Chart:
Chart:

Chart:

Chart:
Chart:
Chart:
Chart:
Chart:
Chart:

Chart:
Chart:
Chart:

Chart:

Chart:
Chart:
Chart:
Chart:
Chart:

Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:
Chart:

Chart:
Chart:

50

51

52
53

54

55
56
57
58
59
60

61
62
63

64

65
66
67
68
69

70
71
72
73
74
75
76
77
78
79
80
81

82
83

Specific Entertainment, Communication Devices and Services Personally

Have at Home by EthNiCIty .......ccocvvieiiiiicc e 62
Incidence of Speaking Another Language and Usage at Home by Ethnicity
................................................................................................................... 63
Incidence of Speaking Spanish at Home by Sex and Age..........cccccveeue. 64
Statements that Describes Respondents’ Hispanic Heritage — 4/5 Ratings —
Describe Me WEll ..........ooi e 65
Statements that Describe Respondents’ Asian Heritage — 4/5 Ratings —
Describes Me WEILL.........ooiiee e 66
Demographic Profiles ... 67
Broadband User Universe: The SEgmentS........cccevreenininsenneeiie e, 69
Broadband Lifestyle of Mavens and Mavericks............ccccvveviveiesinnnnnn, 70
Viewership of TV Channels by Mavens and Mavericks ............cc.ccocue..e. 71
I.C.E. Profile of Mavens and Mavericks...........ccovriiiieninieninieeeen, 72
Broadband Video Usage on Handheld Devices by Mavens and Mavericks
................................................................................................................... 72
Demographic Profile of Connected Multiculturals by Ethnicity/Race..... 73

Broadband Lifestyle of the Connected Multiculturals by Ethnicity/Race 74
Internet and Broadband Video Usage on Handheld Devices by Connected

Multiculturals by EthniCity/RaCe .........ccoveieiieiececee e 74
Viewership of TV Channels by Connected Multiculturals by
EtNNICITY/RACE......ccie e 75
I.C.E. Profile of Connected Multiculturals by Ethnicity/Race ................. 77
Broadband Lifestyle of the Broadband Workforce...........c.ccccoevveveiinnenn, 78
Viewership of TV Channels by the Broadband Workforce...................... 79
I.C.E. Profile of the Broadband WOorkforce ...........cccccocevvnininiiinnnninnnn, 80
I.C.E. Profile of the Broadband Workforce -Weekly PDA Usage for
SPECITIC ACHIVITIES ...t 80
Broadband Lifestyle of Web MOMS...........cccoveviiiiiiciec e, 81
Viewership of TV Channels by Web Moms...........ccccociiniiiiiiciciee, 82
I.C.E. Profile of Web MOMS ........ccooiiiiiiiiiiceeec e 83
Broadband Lifestyle of Sports-Gotta Have It..........ccccooovevviininenenienen, 83
Viewership of TV Channels by Sports-Gotta Have Its............c..ccccvennenne. 84
I.C.E. Profile of Sports-Gotta Have ItS..........ccccoeiiiiniiininceeee, 85
Broadband Lifestyle of Non-Tech Utilitarians ..........c.cccccocevveieeieiienenn, 85
Viewership of TV Channels by Non-Tech Utilitarians ..............cccccccuen.... 86
I.C.E. Profile of Non-Tech Utilitarians...........ccccovvviiiiieniininniieieeen, 87
Penetration of Handheld Devices by Segments..........c.ccocvvvvviiieiieicnnennn. 88

Average Number of Hours Spent on the Internet per Week by Segments 88
Percentage of Internet Usage Spent for Personal Things and for

WOTK/SCNOOI ... 89
Websites Frequently Visit (Unaided) by Segments...........ccccoovviiiieienen. 89
Frequency of Specific Internet Activities by Segments — More Regular

ACLIVItIES -WEEKIY BAaSIS.......cveiveieiiiiiiiiiiieeeee e, 90

© 2007 Horowitz Associates, Inc.



Chart:
Chart:
Chart:
Chart:
Chart:
Chart:

Chart:
Chart:

Chart:

Chart:

Chart:

Chart:

84
85
86
87
88
89

90
91

92

93

94

95

Frequency of Specific Internet Activities by Segments - Less Regular
ACtiVities “WeeKIlY BasiS.........ccoviieiiiiecieciee e 91
Incidence of Having or Doing Specific Activities Online by Segments .. 92
Frequency of Using Cell Phone for Specific Activities by Segments...... 93
Frequency of Using iPod or MP3 Player for Specific Activities by

Segments — Monthly Basis.........c.cccevvieiiiiiicc e 93
Frequency of Using PSP to Perform Specific Activities by Segments —
MONENIY BASIS ....vveiveiiieiiieie e 94
Frequency of Using Blackberry or Other PDA for Specific Activities by
Segments- MONthly BaSIS ......ccccviiieiieeiieie e ss e s se e 94
Favorite TV Channel (Unaided) by Segments — Top Mentions............... 95
Frequency of Watching Specific TV Channels (Aided) by Segments —
WEEKIY BASIS ...ttt et 95
Attitudinal Statements that Describe Respondents Regarding Technology
and Entertainment by Segments- 4/5 RatingsS........c.ccooovvveerenieniiennniennnn, 96
Frequency of Doing Specific Leisure Activities by Segments — Weekly
BiSIS .ttt ettt re e 97
Specific Entertainment, Communication Devices and Services Personally
Have at Home by SEgmeNntsS........cccooveiiiiiiii e 98
Demographic Profile by Segments ..., 99

© 2007 Horowitz Associates, Inc.



	Broadband Lifestyles Segmentation Making the Connection Prospectus 2
	BLISSReport from HorowitzAssociates.pdf
	Chapter 1.  Background and Methodology
	1.1 Background
	1.2 Methodology 
	1.3 Reading this Report
	1.4 Proprietary Rights

	Chapter 2.  Summary and Implications
	Chapter 3.  Penetration of Broadband Services and Handheld Devices
	3.1 Broadband Penetration on PC and Handheld Devices (Q.6-7)
	3.2 Penetration of Handheld Devices (Q.6, 15)
	3.3 Technology Devices Respondents Could Not Do Without (Q.16)  
	3.4 Technology Respondents Are Thinking About Buying (Q.17)

	Chapter 4.  Internet Usage and Usage of Handheld Devices
	4.1 Internet Usage 
	4.1.1 Average Number of Hours on the Internet (Q.8-9)
	4.1.2 Web Sites Most Often Visited (Q.10)
	4.1.3  Top of Mind Web Sites for Specific Fields (Q.11)
	4.1.4 Activities Done Online, Including Broadband Video (Q.12, 13, 14)

	4.2  Cell Phone Usage (Q.20-21)
	4.3  iPod/MP3 Player Usage, including Broadband Video (Q.22)
	4.4  PSP Usage, including Broadband Video (Q.23-24)
	4.5  PDA Usage, including Broadband Video (Q.25)

	Chapter 5.   TV Viewing and Broadband Video Watched
	5.1 Favorite TV/Cable Channels (Q.18)
	5.2 Viewership of Specific Channels (Q.19)
	5.3 Favorite Shows (Q.19A)
	5.4  TV Shows Watched Online or Discovered Online (Q.13p, 14h)

	Chapter 6.  Profile of Broadband Users
	6.1 Lifestyle Profile (Q.27, 32)
	6.2  Telecommunication and Electronic Devices and Services (Q.15)
	6.3  Origin and Language Profile of Broadband Users
	6.3.1 Hispanic Origin and Language Profile (Q.5, 28, 29, 30)
	6.3.2 Asian Origin and Language Profile (Q.4, 28, 29, 31)
	6.3.3 African American Origin and Language Profile (Q.27, 28, 29)
	6.3.4 White/Non-Hispanics Language Profile (Q.28, 29)

	6.4 Demographic Profile (Q.1, 2, 3, 28, 33-40)
	7.1 The Mavens and Mavericks
	7.2  The Connected Multiculturals
	7.3 The Broadband Workforce
	7.4  The Web Moms
	7.5 The Sports-Gotta Have It
	7.6 The Non-Tech Utilitarians
	7.7 Summary Profile of the Six Broadband User Segments

	Chapter 8.  Appendix




