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Number of Paying Music Downloaders Increases 150% in First Half of 2004
An estimated 20 million Americans have now paid to download music

Quarterly digital music study, TEMPO: Keeping Pace with Digital Music Behavior,
suggests link between portable digital audio player ownership and increased fee-based downloading

November 8, 2004, New York, NY — In the midst of an increasingly crowded online music marketplace, Americans are
both experimenting with fee-based online digital music services and owning portable MP3 players in record numbers,
according to recently released research from global marketing research firm Ipsos-Insight.

Significant Growth in Fee-based Experimentation

New findings from TEMPO, the company’s quarterly study of digital music behaviors, reveal that in July of 2004, more
than one-third (35%) of American downloaders aged 12 and older had paid a fee to download music or MP3 files off of the
Internet, roughly a 150% increase over levels witnessed in late 2003 (compared to 22% in December 2003). This
translates into roughly 20 million people within the current US population (according to 2000 US Census figures).

“In the past year, we've witnessed the high-profile launches of many new online music services and download stores.
Combined with the RIAA’s ongoing campaign to curb file-sharing, this has prompted many increasingly digitally-
dependent consumers to experiment with the legitimate online methods of music acquisition currently available,” said Matt
Kleinschmit, Vice President for Ipsos-Insight, and author of the TEMPO research.

Thus far, adult downloaders aged 25 to 54 are most likely to have paid to download digital music (40% among 25 to 34
year olds; 46% among 35 to 54 year olds). Interestingly, downloaders aged 12 to 17 were the least likely of all American
downloader age groups to say they have paid for digital music (16%), perhaps reflecting the lack of non-credit card based
payment methods available on current fee-based services.

“While these data are a clear indication that American downloaders are embracing the concept of fee-based digital music
in growing numbers, existing music services have yet to truly penetrate the population of young file-sharing stalwarts,”
said Kleinschmit. “Given their age and associated financial or credit restrictions, increasingly youth-oriented service
features and purchase options may be beneficial in attracting this critical mass of future-generation digital music
purchasers.”

In addition, American males are moderately more likely than their female counterparts to have paid to download digital
music files off of the Internet: 37% of US males age 12 or older report having engaged in this activity compared to 30% of
American females. However, American females are gradually narrowing the gender gap, as current female fee-based
downloading experience levels have doubled compared to one year ago (compared to 15% in June 2003).

Portable MP3 Player Ownership Also Up

In addition to increased fee-based digital music acquisition, Ipsos-Insight’'s TEMPO study also found that those who have
downloaded music are also likely to own a portable digital audio player. One quarter (25%) of American downloaders
currently own a portable digital audio player, up from 16% in late December of 2003. These strengthened ownership
levels have been driven primarily by American youth (ages 12 to 17) and young adults (ages 18 to 24), both of whom
roughly doubled their proportion of portable MP3 player owners since late 2003. Further, One out of seven (14%)
Americans ages 12 and older currently own a portable digital audio player, compared to only 8% in December 2003.

“These findings not only support the notion that portable MP3 players are an increasingly critical item in the digital music
enthusiasts’ toolkit but, more importantly perhaps, they suggest that these devices may be in fact fueling experimentation
with the expanded suite of fee-based online digital music offerings,” said Kleinschmit. “For competing services in an
increasingly crowded and commoditized market, this is critical: these devices appear to have the potential to provide both
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a gateway to an associated fee-based digital music service as well as a means of building loyalty and retention to a
service that is most compatible with the consumers’ chosen device.”

Methodology

Data on music downloading behaviors was gathered from TEMPO: Keeping Pace with Digital Music Behavior, a
quarterly shared-cost research study by Ipsos-Insight examining the ongoing influence and effects of digital music around
the world.

Data for this release were collected between June 24th and 28th, 2004, via a nationally representative US sample of
1,114 respondents aged 12 and over. With a total sample size of 1,114, one can say with 95% certainty that the results
are accurate to within +/- 2.94%.

To learn more about the methodology of TEMPO, please visit www.ipsos-insight.com/tempo.cfm
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Ipsos-Insight

Ipsos-Insight, the flagship marketing research division of Ipsos in the U.S., has industry specialists serving companies in
the following categories: consumer products; technology and communications; health and pharmaceutical; financial
services; cable, media and entertainment; agrifood; energy and utilities; and lottery and gaming.

Ipsos-Insight provides custom and tracking research services to domestic clients, as well as U.S.-based multinationals. It
offers concept and product testing, package testing, attitude and usage studies, omnibuses, tracking systems, brand
equity, price optimization and segmentation, marketing models, advanced analytics, and global research. Ipsos-Insight is
an Ipsos company, a leading global survey-based market research group.

To learn more, please visit www.ipsos-insight.com.

Ipsos

Ipsos is a leading global survey-based market research company, owned and managed by research professionals. Ipsos
helps interpret, simulate, and anticipate the needs and reactions of consumers, customers, and citizens around the world.

Member companies assess market potential and interpret market trends. They develop and build brands. They help
clients build long-term relationships with their customers. They test advertising and study audience responses to various
media. They measure public opinion around the globe.

Ipsos member companies offer expertise in advertising, customer loyalty, marketing, media, and public affairs research,
as well as forecasting and modeling and consulting. Ipsos has a full line of custom, syndicated, omnibus, panel, and
online research products and services, guided by industry experts and bolstered by advanced analytics and
methodologies. The company was founded in 1975 and has been publicly traded since 1999. In 2003, Ipsos generated
global revenues of $644.2 million U.S.

Visit www.ipsos.com to learn more about Ipsos offerings and capabilities.
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