The Essentials

Household Income Defining Viewing:
Mean Age: 41.2 64% Parent $150K+ Kid-Focused Cable Networks
Mean HHI: $73,400 27% Grandparent $100-150K
Mean Kids in HH: 2.2 87510k . ggzjz g; g;‘qgi‘;";iﬁf‘uﬁts -
81% White/12% Black 26% have kids 2-5 $50-75K ’
30% have kids 6-11 $25-50K
64% Female 18% have kids 12-17 $25K

Age Distribution

. 23%
63% Married 179%
14%

38% Graduated High School
60% Employed FT/PT | 13% Graduated College
13% Homemakers 9% Have Graduate Degree 18.24 2520 30.34 35.39 40.44 45.49 50.54 55

What They Do

* Awkward, passionate, creative, stubborn » Often in the car with more than one person < Children’s Medicine
» American car companies set the standard + Games and Toys
* A car that works for the whole family is » Non-Alcoholic Beverages
+ Internet - Instant gratification; Informed consumer; ~ important * Retail
Ad receptive * Frozen Foods/Prepared Foods

* Fast Food Restaurants
- Eating fast food helps me stay in budget ~ * Cleaning Products

+ Indulge my kids with little extras * | frequently eat sweets _
« Provide my kids with things | didn’t have * | prefer fast food to home cooking
* Important that my family thinks I'm doing well * | often snack between meals

| like to try out new food products

My kids have a significant impact on brands | buy
| like to make a unique fashion statement

| always look for my favorite brands first

| like to experiment with new styles

« | always look out for special offers

« | tend to buy things spur of the moment

* | enjoy watching kids programs on TV with
my kids

» Ads help me pick products for my kids

» Enjoy reading ads in magazines

» The Internet is the new way | socialize/meet
others

* Internet is my prime source of entertainment

PAGE 9
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CABLE NETWORKS

TOON DISNEY
CARTOON
NICKELODEON
DISNEY CHANNEL
FAMILYNET

INSP

THE OUTDOOR CHANNEL
FINE LIVING

NICK AT NITE
BLOOMBERG

FUSE

G4

GAC

TVONE

SUNDANCE CHANNEL

MAGAZINES

FAMILY FUN
NATIONAL EXAMINER
GLOBE

PARENTS

NORTH AMERICAN HUNTER
REDBOOK

SOAP OPERA DIGEST
PARENTING
RUNNERS WORLD
BABY TALK

MARIE CLAIRE
COUNTRY HOME
TEXAS MONTHLY
COSMOPOLITAN
ELLE

TOP MEDIA QUINTILES

212

CABLE TV
OUTDOOR o
INTERNET AT WORK :| 112
INTERNET HOMEMWORK :| 109
RADIO ALL DAY 102
INTERNET ATHOME 97 [
TV EARLY & LATE FRINGE 96[
TVALLDAY 96 |:
TV PRIME TIME QZE
MAGAZINE 89 |:
NEWSPAPER E
ONLINE ACTIVITIES

VIDEO GAME NEWS

YELLOW PAGES

PLAY/ DOWNLOAD ONLINE GAMES
DOWNLOAD MUSIC FILES

DOWNLOAD OR LISTEN TO PODCASTS
BULLETIN/MESSAGE BOARDS

DIGITAL IMAGING/PHOTO ALBUMS ONLINE
BLOGS/BLOGGING

EMPLOYMENT SEARCH

WATCH VIDEOS, TV PROGRAMS/MOVIES
INSTANT MESSAGING (IM)

MOVIE INFORMATION/ REVIEWS/ SHOWTIMES
BANKING

REAL ESTATE LISTINGS

AUTO SHOPPING OR COMPARING

NEW MEDIA*
GAMES ON PORT DEVICE
THE CW 129 GAMES ON A COMPUTER
GAMES ON A CONSOLE
FOX 112 SOCIAL TAG/ BOOKMARK
SOCIAL NETWORKING SITES
ABC 111 MOVIES ONLINE
BLOGS
CBS :I 105 USED AN MP3 PLAYER
TV PROGRAMS ONLINE
NBC :I 105 ONLINE FORUM/MESS BOARD
MULTIMEDIA MESSAGE
MY NETWORK TV 67 PHOTO SHARING SITES
USED ADVR
pBS |53 USED GPS
TEXT MESSAGE

259

Source: Simmons Fall 08 NHCS, Full Year, A18+; *Simmons Fall 2008 New Media Study, Online Adults
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3 Renaissancers

Renaissancers are adults who set trends among their peers.
This group is into music, comedy and action-oriented video
games. They have eclectic social lives, particularly online,
and a keen sense of adventure. They enjoy going out with

their friends as much as they enjoy nature while hiking or
camping. Self-described TV addicts, this group is also
heavily into gaming and participates in many activities
online including watching TV shows and movies on the
Internet.

The Essentials

Household Income

Mean Age: 37.3 51% Parent 150K+ Defining Viewing:
Mean HHI: $66,900 20% Grandparent $100-150K Primetime Animated Sitcoms
. Mean # Kids in HH: 1.8 e « 3.2% of NTI Adults 18+

79% White/14% Black 15% have kids 2-5 $50-75K +3.9% of Simmons Adults 18+
19% have kids 6-11 $25-50K

66% Male 16% have kids 12-17 $25K Age Distribution

45% Married 7% AT% e

37% Never Married 19% Graduated High School = om T e o

68% Employed FT/PT 9% Graduated College
5% Have Graduate Degree 18-24 25-29 30-34 35-39 40-44 45-49 50-54 55+

What They Do

« Stubborn, excitable, awkward, demanding » SUVs match my active lifestyle » Snack Foods
» Pay extra for an engine with more » General Foods
horsepower * Financial Investments
« Internet - Instant gratification; Internet Activity; ~ * My car should express my personality * Non-Alcoholic Beverages
Smart Shopper * Possessive about my car * Automotive

* Electronics
» Family & Fast Food

« | have a keen sense of adventure « | prefer food cooked with a lot of spices Restaurants
« | am good at fixing mechanical things * There is nothing wrong with indulging in

« | like to do unconventional things fattening foods

« Money is the best measure of success * | enjoy eating foreign foods

* lam a TV addict

* | like the idea of a large selection of TV channels

* | spend less time reading magazines because of
the Internet

» The Internet changed the way | shop for products

* The Internet is my prime source of entertainment

« | rarely go shopping
« | shop for the best deal in electronic equipment
» Tend to spend money without thinking

PAGE 11
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3 Renaissancers

ADULT SWIM 448
COMEDY CENTRAL

THE SCIENCE CHANNEL
NICKELODEON

CARTOON NETWORK

SPIKE

NICK AT NITE

FX

SCI-FI CHANNEL

VH1

SPEED

NATIONAL GEOGRAPHIC CHANNEL
TV LAND

TBS SUPERSTATION

HISTORY

MAGAZINES

MAD MAGAZINE
PETERSEN'S HUNTING
GUNS & AMMO

HOT ROD

MAXIM

ROAD & TRACK

MEN'S HEALTH
PLAYBOY

POPULAR MECHANICS
OUTDOOR LIFE
ENTERTAINMENT WEEKLY
POPULAR SCIENCE
CAR AND DRIVER
ROLLING STONE
FIELD & STREAM

TOP MEDIA QUINTILES

INTERNET HOME/WORK

INTERNET AT HOME

TV ALL DAY |

CABLETV

TV PRIME TIME

TV EARLY & LATE FRINGE
RADIO ALL DAY
MAGAZINE

NEWSPAPER

OUTDOOR

INTERNET AT WORK 49

ONLINE ACTIVITIES

VIDEO GAME NEWS/ REVIEWS/ CHEAT CODES
DOWNLOAD MUSIC FILES

WATCH VIDEOS, TV PROGRAMS/MOVIES
CHAT FORUMS

PLAY/ DOWNLOAD ONLINE GAMES
BLOGS/BLOGGING

YELLOW PAGES

OTHER ACTIVITIES

EMPLOYMENT SEARCH

REAL ESTATE LISTINGS

AUCTIONS

MOVIE INFORMATION/ REVIEWS/ SHOWTIMES
SPORTS

RESEARCH/EDUCATION

FINANCIAL INFORMATION/STOCK TRADING

*
NETWORK PRIME NEW MEDIA
i GAMES ON A COMPUTER
FOX | 174 MOVIES ONLINE
i GAMES ON A CONSOLE
THE CW | 162 TV PROGRAMS ONLINE
. BLOGS
IoN | 143 VIDEO SHARING SITES
1 GAMES ON PORT DEVICE
PBS | 140
| SOCIAL NETWORKING SITES
i TV NETWORK SITES
NBC | 112 ONLINE FORUM/MESS BOARD
. TEXT MESSAGE
CBS ] 103 INSTANT MESSENGER
y MAGAZINE SITES
ABC

USED GPS

174

164

Source: Simmons Fall 08 NHCS, Full Year, A18+; *Simmons Fall 2008 New Media Study, Online Adults

PAGE 12




The Essentials

Household Income

Mean Age: 59.2 53% Parent $150K+ Defining Viewing:
Mean HHI: $77,400 55% Grandparent $100-150K Cable News Networks

Mean # Kids in HH: 1.8 75-100K
80% White/10% Black | 4% have kids 2-5 o " 6.1% of NTI Adults 18+

* 6.4% of Simmons Adults 18+

8% Hispanic 8% have kids 6-11 $25-50K
54% Female 9% have kids 12-17 $25K Age Distribution
60% Married 64%
16% Widowed 33% Graduated High School
50% Employed FT/PT | 15% Graduated College % 2% 1% 8% 7% 7%
32% Retired 16% Have Graduate Degree 18-24 25-29 30-34 35-39 40-44 45-49 50-54 55+

What They Do

Personality Autos Top Categories
» Amicable, refined, sophisticated, conventional * Normally buy cars brand new * Automotive

* My car should have many safety * Home Improvement
Psychographic Profile features * Travel
« Newspaper Involvement; Religious Conservative * | prefer driving a luxury vehicle * Pharmaceuticals

* Alcoholic Beverages

Attitudes/Opinions Food * Retalil
« | am interested in international events * I try to include plenty of fiber in my diet
« My faith is really important to me « | prefer foods without artificial additives
« Itis more important to do duty than enjoy life * | like the trend towards healthier fast
« It is worth paying extra for quality items food

* Nutritional value is important in the
Shopping foods | eat

« Itis important to look attractive to others

« | stick with styles that have stood the test of time
* | have a conservative dress style

» By goods produced by own country when | can
* | prefer to shop alone

 Usually willing to shop new stores

* | don’t buy unknown brands to save money

* | buy recycled paper products

Media/Internet

* | read a newspaper most days

* Rely on the newspaper to keep
informed

« Advertising to kids is wrong

* Rely on TV to keep me informed

» Value the local newspaper because it
covers local news

PAGE 13
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CABLE NETWORKS TOP MEDIA QUINTILES
CNBC MAGAZINE | 161
CNN HEADLINE NEWS NEWSPAPER 156
MSNBC CABLETV :l 112
CNN (CABLE NEWS NETWORK) i
FOX NEWS CHANNEL TV EARLY & LATE FRINGE :| 105
BLOOMBERG TELEVISION OUTDOOR 95[
THE WEATHER CHANNEL |
AMC TV ALL DAY 92 |:
INSP TV PRIME TIME 78
GSN
TV GUIDE NETWORK RADIO ALL DAY " |
TCM INTERNET ATHOME 69
HGTV =
BBC AVERICA INTERNET HOMEMORK 65 ]
MOVIE CHANNEL INTERNET AT WORK E

MAGAZINES ONLINE ACTIVITIES

KIPLINGER'S PERSONAL FINANCE FIN INFO STOCK TRADE

BARRON'S MEDICAL SVCS INFO

BUSINESS WEEK TRAVEL INFO/ RESER

MONEY MAGAZINE REAL ESTATE LISTINGS
ARTHRITIS TODAY

FORBES READ MAGS/PAPERS

THE AMERICAN LEGION NONE

AARP, THE MAGAZINE SEND E-GREETINGS

PREVENTION NEWS/WEATHER
FORTUNE

CONSUMER REPORTS RESEARCH/EDUCATION

SMARTMONEY E-MAL

SUNSET MAKE A PURCHASE

NEWSWEEK BANKING

THE ECONOMIST
GOURMET MAGAZINE
LADIES' HOME JOURNAL
BON APPETIT

LISTEN TO SATELLITE RADIO
GATHER SHOPPING INFO
YELLOW PAGES

NETWORK PRIME NEW MEDIA*
1 USED GPS
PBS 141 pROF NETWORKING SITES
1 NEWSPAPER WEBSITES
ION 121
| USED CELL PHONE
ABC ] 101 SATELLITE RADIO
| INTERNET RADIO
cBS 98[ MADE CALL THRU PC
= PODCASTS
NBC 97|: TV REDIRECTOR
7 RSS FEED
MY NETWORK TV 88 I: R
Fox 85 TV NETWORK SITE
| PHOTO SHARING SITE
THE CW Eﬁ VIDEO SHARING SITE
. DWNLD TV SHOW! MOVIE

Source: Simmons Fall 08 NHCS, Full Year, A18+; *Simmons Fall 2008 New Media Study, Online Adults
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5 For Better Or Worse

These self-described TV addicts spend a lot of time with media.
They are heavy users of magazines, radio and especially cable
television. Programs that have anything to do with weddings are
their particular weakness. This group, made up predominantly of
women, says that money is the best measure of success and they

like to shop. Every season they want the latest fashions and every
couple of years they need a new car.

The Essentials

Mean Age: 42.5
Mean HHI: $73,100

Household Income
Defining Viewing:
Women Cable Networks

54% Parent

31% Grandparents
Mean # Kids in HH: 1.8
10% have kids 2-5
15% have kids 6-11
12% have kids 12-17

$150K+

$100- 150K

$75-100K

« 2.8% of NTI Adults 18+

62% White/28% Black « 2.2% of Simmons Adults 18+

13% Hispanic

84% Female

48% Married

29% Never Married
64% Employed FT/PT

$50-75K

$25-50K

<$25K

Age Distribution

25%

17%
l 0% g 10% 3% g 1% I

18-24 25-29 30-34 35-39 40-44 45-49 50-54 55+

32% Graduated High School
16% Graduated College
6% Have Graduate Degree

What They Do

» Dominating, vain, refined, awkward, excitable » Choose a car mainly on looks
» Options on a car impress me
* Like a new car every 2-3 years

* My car should express my personality

* Health & Beauty

* Frozen Foods

* Cleaning Products

* Non Alcoholic Beverages
* Snack Foods

* Pets & Pet Food

Internet - Instant Gratification; Internet Activity;
Investment Leader; Health & Image Leader

* I'm usually quick to try new nutritional
products

« | often eat store-made pre-cooked meals

« | prefer fast food to home cooking

| am currently dieting

» Money is the best measure of success

« | find that | am easily swayed by others

* | like to do unconventional things

* | enjoy taking risks

* Home décor is a particular interest of mine

» Ads help me pick products for my kids
* Most magazines are worth the money

» Fashion mags help choose which clothes to buy .
* | remember advertised products when

* Every season | buy the latest fashions

* | am first among my friends to try new styles

« Often buy clothes | really don’t need

« Often go out of my way to try new stores

* | prefer to shop with my friends

*» People come to me for advice on clothes to buy

shopping

* lam a TV addict

« | like to hear about products/services by
email

PAGE 15
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5 For Better Or Worse

TVPRIME TIME 89[ |

MAGAZINES ONLINE ACTIVITIES
LATINA STYLE LISTEN TO SATELLITE RADIO
MODERN BRIDE SEND ELECTRONIC GREETING CARDS
BRIDE'S LISTEN/TRADITIONAL RADIO STATIONS
TOWN & COUNTRY EMPLOYMENT SEARCH
ESSENCE VIDEO GAME NEWS/ REVIEWS/ CHEAT CODES
METROPOLITAN HOME LISTEN TO INTERNET ONLY RADIO STATIONS
ELLE DECOR CHAT FORUMS
WEIGHT WATCHERS MEDICAL SERVICES AND INFORMATION
SOAP OPERA WEEKLY DIGITAL IMAGING/PHOTO ALBUMS ONLINE

VIBE

HOME

EBONY

GLOBE

SOAP OPERA DIGEST
GOURMET MAGAZINE

YELLOW PAGES

BULLETIN/MESSAGE BOARDS
INSTANT MESSAGING (IM)
DOWNLOAD OR LISTEN TO PODCASTS
BLOGS/BLOGGING

SHOPPING: MADE A PURCHASE

NETWORK PRIME NEW MEDIA*
i MULTIMEDIA MESSAGE
ION |435 PHOTO SHARING SITES
. SOCIAL NETWORKING SITES
MY NETWORK TV | 338 TEXT MESSAGE
] INTERNET RADIO
THECW 226 BLOGS
) ONLINE FORUM/MESS BOARD
PBS 181
| INSTANT MESSENGER
ABC :I 141 MAGAZINE SITES
i GAMES ON PORT DEVICE
NBC :I 135 USED AN MP3 PLAYER
. MADE CALL THRU PC
FOX :I 134 USED CELL PHONE
1 NEWSPAPER SITES 99
CBs ES TV ONLINE 9

CABLE NETWORKS TOP MEDIA QUINTILES
WE TV -
FAMILYNET CABLE TV ] 265
TV ONE MAGAZINE | s
FINE LIVING 1
144
STYLE RADIOALLDAY |
INSP TV EARLY & LATE FRINGE 125
SUNDANCE CHANNEL NEWSPAPER e
P TVALLDAY | |12t
BLOOMBERG |
OXYGEN INTERNET HOME/WORK 121
IFC INTERNET AT HOME 120
LIFETIME MOVIE NETWORK v
DIY (DO-IT-YOURSELF) OUTDOOR :|
DISCOVERY HEALTH INTERNET AT WORK 95|
MTV2

Source: Simmons Fall 08 NHCS, Full Year, A18+; *Simmons Fall 2008 New Media Study, Online Adults
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The Essentials
Mean Age: 44.6 44% Parent

Household Income
$150K+

Mean HHI: $96,700 29% Grandparent $100- 150K
Mean # Kids in HH: 1.9 $75-100K
87% White 6% have kids 2-5 $50-75K
11% Hispanic 14% have kids 6-11 §25-50K 27%
59% Male 13% have kids 12-17 s

52% Married

33% Never Married 25% Graduated High School
72% Employed FT/PT | 509, Graduated College

Defining Viewing:

Comedy-Oriented Cable
Programs

*4.0% of NTI Adults 18+
* 3.3% of Simmons Adults 18+

Age Distribution
29%

17% Have Graduate Degree 18-24 25-29 30-34 35-39 40-44 45-49 50-54 55+

What They Do

» Open-minded, smart, funny

* Internet Activity; Internet Research/Info
Gathering; Internet Involvement

| like to do unconventional things

* | am interested in international events

* | am interested in other cultures

« | like control over people and resources

* | use the Internet to help plan shopping trips

* | only go shopping to buy things | really need

* | would pay more for environment friendly
products

* | like to drive faster than normal

« Foreign cars are higher quality than

American
* Prefer driving a luxury vehicle

» A vehicle that is fun to drive is the most

important feature

* | enjoy eating foreign foods

* When | shop for food | look for organic

products

* There is nothing wrong with indulging in

fattening foods

« | prefer foods cooked with a lot of spices

* Electronics

» Video Games

» Automotive

* Alcoholic Beverages
* Financial Services

* Travel

« | prefer fast food over home cooked meals

* Rely on the radio to keep me informed
* | expect advertising to be entertaining
* | like the idea of a large selection of TV

channels

Source: Simmons Fall 08 NHCS, Full Year, A18+; Nielsen NTI
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CABLE NETWORKS

COMEDY CENTRAL
IFC

TCM

ADULT SWIM

SPIKE

MSNBC

TRAVEL CHANNEL
SUNDANCE CHANNEL
NATIONAL GEOGRAPHIC
BBC AMERICA

HISTORY

VERSUS(VS)

OTHER

AMC

CNN

MAGAZINES

THE NEW YORKER
WIRED

THE ECONOMIST
SCIENTIFIC AMERICAN
ROLLING STONE
MAXIM

HEMISPHERES (UNITED AIRLINES)
SMITHSONIAN

HOT ROD

TIME

GQ

PLAYBOY

CONSUMER REPORTS
METROPOLITAN HOME
BUSINESS WEEK

NETWORK PRIME

PBS 146
ION 124

ces :| 105
Fox :| 105
NBC 1100
ABC 93 I:-

THE CW

66
MY NETWORK TV |63

TOP MEDIA QUINTILES

INTERNET AT WORK
CABLE TV

INTERNET HOME/WORK
INTERNET AT HOME
NEWSPAPER

TV PRIME TIME

TV ALL DAY

TV EARLY & LATE FRINGE
OUTDOOR

MAGAZINE

RADIO ALL DAY

LISTEN TO PODCASTS
CHAT FORUMS
REAL ESTATE LISTINGS
BLOGS/BLOGGING
MOVIE INFORMATION
LISTEN TRAD RADIO
INSTANT MESSAGING
SEND E-GREETING
DIGITAL PHOTOS
READ MAGS/PAPERS
INTERNET RADIO
MESSAGE BOARDS
OTHER
RESEARCHED
MEDICAL SERVICES

PODCASTS

USED RSS FEEDS

SOCIAL TAG/ BOOKMARK
PROF NETWORKING SITES
DWNLD TV SHOW MOVIE
ONLINE FORUM/MESS BOARD
BLOGS

INSTANT MESSENGER
VIDEO SHARING SITES
USED ADVR

INTERNET RADIO
NEWSPAPER SITES
MAGAZINE SITES

PHOTO SHARING SITES
VISITED TORRENT SITES

165
158

148

|

91|:

ONLINE ACTIVITIES

NEW MEDIA*

215
210
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Source: Simmons Fall 08 NHCS, Full Year, A18+; *Simmons Fall 2008 New Media Study, Online Adults




	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Slide Number 33
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Slide Number 38
	Slide Number 39
	Slide Number 40
	Slide Number 41
	Slide Number 42
	Slide Number 43
	Slide Number 44
	Slide Number 45
	Slide Number 46
	Slide Number 47
	Slide Number 48
	Slide Number 49
	Slide Number 50
	Slide Number 51
	Slide Number 52
	Slide Number 53
	Slide Number 54
	Slide Number 55
	Slide Number 56
	Slide Number 57
	Slide Number 58
	Slide Number 59
	Slide Number 60
	Slide Number 61
	Slide Number 62
	Slide Number 63
	Slide Number 64
	Slide Number 65
	Slide Number 66
	Slide Number 67
	Slide Number 68
	Slide Number 69
	Slide Number 70
	Slide Number 71



