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More Evolution Than Revolution
Most Consumers Ambivalent About Emerging Digital Video Choices

While new ways of accessing digital media are intriguing to some members of the online public, most prefer to wait and
see

New York, NY, May 31, 2006 — Online American consumers are generally cautious when it comes to trying new ways to
access digital content, according to Ipsos, the global survey-based market research firm. Indeed, most consumers appear
reasonably satisfied with their existing options for accessing digital video. They consider emerging options potential
additions, not replacements, for existing options. Only a minority of Americans is open to just-emerging ways of accessing
digital video content via the Internet.

Survey respondents were presented with a series of entertainment consumption methods across various content types
(for example, “listen to music on CD”). For each activity, respondents indicated whether they expect to do this more often,
about the same amount, or less often a year from now (they also could indicate they would not expect to do a given
activity a year from now). There is little variation (ranging from 8% to 12%) in the proportion expecting to use each
method less often in the next year, so results focus on the varying proportions expecting more use of the different
methods (see Chart 1).

“It's pretty clear to us that most consumers lean toward the path of least resistance — involving the smallest amount of
learning and behavior change,” says Todd Board, SVP of Ipsos Insight's Technology & Communications practice. “Our
findings also suggest that early experiences with content obtained from the Internet and consumed on portable devices
has not been all that users had hoped for.”

Respondents were asked how seriously they would consider each of five hypothetical models for consuming video
content — all involving Internet content access, and varying in terms of cost, duplication rights, and presence of
advertising. About 10 percent of online American consumers said they are open to each of the five models (see Chart 2).

“While only about one-tenth would seriously consider any one of these, it's not the same one-tenth from one model to the
next, so there is somewhat broader potential than the figure suggests,” says Board. “Among potential early adopters for
web-driven video content, we already see differences in the priority placed on cost, absence of ads, and ability to make
limited copies.”

The findings also indicate a leaning toward several of the models among parents, perhaps because fewer trips to the
video store might be welcome. Owners of portable MP3 players, DVRs (e.g., TiVo), and media hubs reported higher-than-
average interest in most of the models.

“There has never been more consumer-friendly technology, including technology for accessing, sharing, and consuming
digital media,” says Board, “so this explosion of new options comes at a time when most consumers feel they already
have enough. Relatively few of them have the time or interest in exploring these new video consumption models, or clear
sense of the best way to do that.”

More choices are often viewed by technology marketers as unquestionably positive, Board notes.

“The reality is that consumers mostly want a balance between enough choice and not too much to choose from,” says
Board. “That’s the sweet spot. Of course, major players in this space have to work together to frame these choices for
consumers, and avoid overwhelming them.”
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Methodology

This study was conducted with a representative sample of 1,063 online adults from the entire U.S. online adult population
(18+). This yields results which are accurate to within +/-3.01% at the 95% confidence level. Data were gathered using the
Ipsos U.S. Online Express from April 6-10, 2006.
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About Ipsos Insight

Ipsos Insight is a marketing research consultancy that provides solutions to Fortune 500 companies in the areas of market
assessment, brand management, innovation and new product development. Our industry experts combine the discipline
of marketing with the science of marketing research to offer expert consultation and strategic advice that builds powerful
brands.

Our client service teams specialize in consumer products, technology, communications, health, pharmaceuticals, financial
services, entertainment, retail, foodservice, agrifood, energy, utilities, and lottery and gaming. Ipsos Insight is an Ipsos
company, a leading global survey-based market research group.

To learn more, visit: www.ipsosinsight.com.

About 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 responses 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, 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 2005, Ipsos generated global revenues of
€717.8 million ($853.8 million U.S.). Visit www.ipsos.com to learn more about Ipsos’ offerings and capabilities.

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

Ipsos is listed on the Euronext Paris Premier Marché, and is part of the SBF 120 and Next Prime Indices as well as
eligible to the Deferred Settlement System (SRD). Euroclear code 7329, Reuters ISOS.LN, Bloomberg IPS FP

Page 2



