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J.D. Power and Associates Reports:
While Viewing of Paid Video via Tablets and Wireess Phones I ncreases, Viewing via Computers Declines

WESTLAKE VILLAGE, Calif.: 21 June 2012 — As paid video content becomes more availablaliffarent
distribution channels, tablet and wireless phomsving usage has increased, while PC/Mac-viewingaibas
decreased from 2011, according to the J.D. PowgtAssociates 2012 U.S. Residential Pay-to-View itid
released today.

The study, now in its second year, provides unigamghts concerning attitudes, viewing preferenbe$avior
patterns, awareness and experiences among pagwoecustomers of the major home television and vekreice
providers in the United States.

The study finds that 18 percent of customers usletsfor viewing paid video content, making théra tnost-
often-used handheld device, up from 11 percen@iti2Usage by wireless phone customers increasés to
percent, up from 14 percent in 2011. Overall, 2&@et of video service customers watch paid cordard
handheld device. PC/Mac viewing of paid contentdedined to 39 percent from 48 percent in 2011.

“Customers are becoming more comfortable viewimirtpaid content on a smaller screen, such aslet @b
mobile phone,” said Frank Perazzini, director tédcemmunications at J.D. Power and Associates. “The
convenience of the device, as well as the avaitglaf the content, has made it much easier to ipee video
on a variety of devices. However, the desire tactvavents and video content as it happens igps#ilalent, as
more than 50 percent of viewers watch live televiggrogramming.”

The study measures customer satisfaction with dlyet@-view service experience across seven factors:
performance and reliability; variety of videos/pragming provided; ease of use; cost of serviceposr

service; billing; and offerings and promotions. @alksatisfaction with pay-to-view video serviceopiders
averages 750 (on a 1,000-point scale), up fromii72811.

Generation Gap

The study finds a stark difference in the usagevaating practices of paid content by Gen Y andyBBbomet
customers, yet finds a minor difference in thetrséaction levels. For instance, satisfaction wiitleo service
providers among Gen Y customers has declined tpdts2n 18 points from 2011, while satisfaction agion
Baby Boomer customers is 748, an increase of I1®pbiom 2011. Among Gen Y customers, satisfadtias
declined in part due to lower ratings for cost@fvice and customer service, while satisfactionragr®aby
Boomer customers has increased due to higher safiimdilling, ease of use and variety of videosgwamming
provided.

“Baby Boomers are more becoming more comfortabth paid video technology and, as a result, are o
more satisfied with the services available,” sadaRzini. “Conversely, Gen Y customers are alrdadyliar

1 J.D. Power and Associates defines generationapgras Pre-Boomers (born before 1946); Baby Boo(i&®6-1964); Generation X
(1965-1976); and Generation Y (1977-1994).
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with the technology and not only demand a highlle¥service from video service providers, but adse quick
to seek alternatives when they believe they coaldtfa better experience elsewhere.”

The study also finds that when selecting a videvice provider, 21 percent of Gen Y customers agrsi
mobility a factor, compared with only 9 percenBafby Boomer customers, further highlighting thdetiint
needs of these two generations.

Customers Spend More Timewith Gaming Consoles

Nearly one-fourth (23%) of customers view paid eomtvia gaming consoles, compared to those who pead/
content via handheld devices (29%). However, custerwho view content on a gaming console watctéuss
per week, compared with 5.3 hours on a PC/Machdu8s on a wireless phone; 4.5 hours on a musyepland
4.4 hours on a tablet.

“These findings illustrate that while customersraggate the convenience and value that gaming ¢esiso
provide, the TV screen is still a preferred viewmgdia,” said Perazzini. “On the other hand, averagwing
times for mobile devices and computers are likeigacted by battery life and screen size.”

The 2012 U.S. Residential Pay-to-View Study is Haseresponses from 4,097 U.S. households thahatesl
video service providers, including Amazon, Apple, Bfockbuster/Blockbuster Express, Google TV, Hdlull
Plus, Local Video Stores, Netflix and Redbox. Thalg was fielded in April 2012.

About J.D. Power and Associates

Headquartered in Westlake Village, Calif., J.D. Boand Associates is a global marketing informasiervices
company providing performance improvement, sociedlia and customer satisfaction insights and saistio
The company'’s quality and satisfaction measurenagt®ased on responses from millions of consumers
annually. For more information aar reviews and ratingsar insurancehealth insurangeell phone ratingsand
more, please visiDPower.comJ.D. Power and Associates is a business unihefMcGraw-Hill Companies.

About The McGraw-Hill Companies

McGraw-Hill announced on September 12, 2011, i@ntion to separate into two public companies: MaGr
Hill Financial, a leading provider of content anthbytics to global financial markets, and McGrawkHi
Education, a leading education company focusedgtablearning and education services worldwideQdaw-
Hill Financial's leading brands include StandardP&or’'s Ratings Services, S&P Capital 1Q, S&P Indjd@latts
energy information services and J.D. Power and éiases. With sales of $6.2 billion in 2011, the @aation
has approximately 23,000 employees across more2@@woffices in 40 countries. Additional informatics
available ahttp://www.mcgraw-hill.com/
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