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J.D. Power and Associates Reports:
Consumers Express High Level of Interest in Digital Lifestyle Packages

Consumers Are Most Likely to Select a Cable Pravide
To Aggregate Television, Internet, Home Securitgt Energy Management Technologies

WESTLAKE VILLAGE, Calif.: 26 October 2012 — Consumers are interested in digital lifestylesafigs that
aggregate a wide array of service types—such astéhecommunications, cable, Internet, home ségsgistem
and home energy management—and are comfortablegsing these services from one company, according t
the J.D. Power and Associates 2012 Digital Lifes§tudy" released today.

The inaugural study examines customer brand loypitypensity to subscribe to and preferences foresgtion
of their telecommunications, entertainment and hemargy management services from one provider.rieefé¢o
as a digital lifestyle service package, this ind¢ign of services is invoiced on a single bill atidws customers
to digitally monitor and control several aspectshgir lives simultaneously from their computehandheld
device, such as smartphone, game console or tablet.

While a majority of consumers are open to offeritige incorporate a wide array of service typethefoffering
focuses heavily on a particular type of serviceytprefer purchasing such product from a venddn experience
in that service field.

“Consumers are looking for a way to consolidateiong and to manage their lives with easy-to-ugéal
packages,” said Frank Perazzini, director of teleoainications at J.D. Power and Associates. “Thieaige for
consumers is finding an economically attractiveviserpackage that meets the feature and functioeeds of
their household.”

Among study respondents, 45 percent indicate treyldwchoose a digital lifestyle package from a egibbvider,
while 19 percent would select a telecommunicatammpany; 17 percent a security provider; and 10gydran
energy provider. While cable-based digital lifestphckages are preferred on an overall basis ateey
particularly appealing to individuals and familresiting an apartment or home. Renters choose a patvider
48 percent of the time, compared with 43 percermraphomeowners.

In addition, rather than rent a lifestyle packagerf a provider, 6 percent of respondents indidatg tvould
rather purchase a system from a home electroniberae improvement retailer and install it themsglviche
study finds that Gen X and Ger! ¥onsumers are among those most willing to tackle-a-yourself project
rather than having the system professionally itesdal

“The opportunities associated with home automatégmesent a tremendous opening for several indgstigaid
Perazzini. “Companies that are first to marketpised to gain the most from the convergence aethe
technologies. The key to the success of theserattpackages will be minimizing customer discatfioring

1 3.D. Power and Associates defines Generation Xwuoers as born 1965-1976, and Generation Y consumsdsorn 1977-
1994,
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the transition process—no surprise charges andmpiomises in service, particularly where at lsashe of the
existing service must be moved from another proyisléch as a security alarm company.”

“Our research indicates that energy managememcgrbing an important pillar in the market for digjiifestyle
services,” said Christopher Perdue, director ofstihart energy practice at J.D. Power and Associdtbsse
services may draw new customers, increase reteatimmg current customers, and lead to new recurring
revenues. There is huge value in information, aadyrtompanies are looking at ways to leverage coasdata
to drive the next wave of energy management saistio

While digital lifestyle packages are likely to affe variety of pricing options and payment plans)ajority of
consumers would prefer a pricing plan that offelewer price up front and a monthly fee, as oppdseahigher
price up front with no monthly fee or to pay nothimp front but pay a monthly fee.

The 2012 Digital Lifestyle Study is based on regasnfrom more than 18,000 online panelists who are
responsible for making their household decisiogarging home telecommunications, security and gnerg
services. The study was fielded in October 2012.

About J.D. Power and Associates

Headquartered in Westlake Village, Calif., J.D. Boand Associates is a global marketing informasiervices
company providing forecasting, performance improseinsocial media and customer satisfaction insightl
solutions. The company’s quality and satisfacti@asurements are based on responses from millions o
consumers annually. For more information on caiergs and ratings, car insurance, health insurasetephone
ratings, and more, please vidibPower.comJ.D. Power and Associates is a business unihefMcGraw-Hill
Companies.

About The McGraw-Hill Companies

McGraw-Hill announced on September 12, 2011, tisntion 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 focusedgitatlearning and education services worldwideGdaw-

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 dates. With sales of $6.2 billion in 2011, the @mation
has approximately 23,000 employees across more2@@woffices in 40 countries. Additional informatics
available ahttp://www.mcgraw-hill.com/
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No advertising or other promotional use can be nwdile information in this release without the esgs prior
written consent of J.D. Power and Associatesw.jdpower.com/corporate
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