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TV-Radio
Arbitron PPM® Panel
(n~ 70,000)

TV-PC
comScore Panelists
within STB Subscribers
(n~ 35,000)

TV-PC-Phone-Tablet
Subset of TV-PC Panelists
using Home WiFi
(n~12,500)

Calibration Panel
Subset of Arbitron
PPM® Panel

PC-Smartphone-Tablet
comScore MediaMetrix
Multiplatform

(n~ 2,000) (Census)




FEDERAL TRADE COMMISSION

FEDERAL TRADE COMMISSION

FEDERAL TRADE COMMISSION

FTC Seeks Public Comment on Nielsen Holdings N.V. and
Nielsen Audio, Inc.’s Application to Sell its LinkMeter
Technology and Related Assets to comScore, Inc.

 For vour e orAnoH

January 24, 2014

TAGS: Techaoiogy | Buwreau of Competton | Compettion | Merger

The Federal Trade Commission is sesling pubiic comment on an apphicatica by Nisisen Holdegs NV and Nialsen
Audio. Inc. (collectwely, Niolsen) requesting FTC approval to sell €5 LenkMeter cross-platform audience measuring
senices to comScore, Inc. . and to enter other g the The desture is required

wu«lhmmdﬂcmmhgch:mmxmdmsxwmde e would lessen competition
0 C055-PLIOM BUGHACE MERILIEMEnE SENICES

According 10 the FTC s September 2013 complart, at the time of the acquistscn, Nielsen and Arbtron were both
deveioping nationsl syndicated cross-platkem sudiace measwrement semces, which allow Judiences to be
measured accurately across multipie ewing platiorms, such as TV and coline. The complant alleges that the
eheunation of Sture competition between Nielsen and Artstson in this market woudd increase the kikelihood that
Nielsen would exercise market power and Skely cause advertisers, ad agencies, and programeners 10 pay moce for
nationsl syndicated cross-platiorm audience Moasrement SeMMCes

The proposed order requires Neaisen 10 sell and Scense, for at least eight years, cortain assets refated to Arbitron's
cross-platiorm audience measwrement semices 10 an FTC-approved buyer Accordingly, i s pettion Nielsen is
seeking FTC approval to divest the LinkMeter assets, icense cerain assets and capabiities, and pronde

Q and seraces 10 S The pettion datsls why Nielsen believes that comScore would be an
appeopriate party to acquere these assets

FTC Puts Conditions on Nielsen's Proposed $1.26 billion
Acquisition of Arbitron

FTC Order Protects Competition for National Syndicated Cross-platform Audience
Measurement Services

 FOR RELEASE

Saptember 20, 2013

TAGS: Technclogy | Bureau of C I G

1 Merger | Horz
[ceeractod]

Media research company Nigisen Hoidings N V. has agreed 10 settie Federal Trade Commissson charges that is
proposed acquisiion of Artitron Inc. may substantally lessen competiton. Nelsen will Gvest and hcense assets
and inteliectual proparty needed 10 develop national syndcated cross-platform asdonce measurement semices.

Niolsen and Arbaron are developing national syndicated cross-platform acdience measwrement senices, which
sllow audh 10 be y actoss muliple platforms, such as TV and coline. According to the
FIC's . the of Rture betwoen Nislsen and Arbitron would likely cause advedtisers,
ad spancies, and programmecs 10 pay mMoce for NItICAN SYNGICMEd Coss-pLatiorm J00HNCE MEBIUNMINt SeniCes

“Effective merger enforcement rogures that we look carehdly at ikely competitve efects that may be st around
the comer,” sied FTC Charwoman Edith Ramirez. i this matter, the evidence peovided us with a strong reason to
Bebeve thit absent 3 remady, the deal was bicaly 10 harm emerging COMPELRIcn in the aea of c10ss-platicrm
audience measurement *

The propesed order setthng the FTC's complant i designed 10 address the competane concems rased by
Noelsen's acquistion of Arbetron Rt requires Niolsen to sell and hoense, Sor at loast eight yoars, Certan assets
relatad to AIBRION's CI08S-pLaIcem BUGHNCH MERSUNEINt S8nAces 10 an FTC-approvwd buyer, withe thiee
menths. Under the order, the ncquirer will get everything it needs to repicate Arbitron’s partCipation @ a national

FTC Approves Final Order Settling Charges that Nielsen
Holdings N.V.’s Acquisition of Arbitron, Inc. Was
Antlcompetltive

February 23, 2014
TAGS: Bureau of Competition | Competition

Following a publc comment petiod, the Federal Trade Commissicn has approved a Snal consent otder setthng
charges that Nielsan Heldings N V.'s acquisition of Artren Inc. was anticompetane,

According to the FTC's Sapteendar 2013 compiaint. 3 the teme of the acquisition, Nislsen and Arbron were doth
developing national syndicated cross-platform sudence measurement sendces, which aliow sudences 1o be
Measured ccurately across mulipie wewng platforms. such a5 TV and ontne. The compiaint alieges that the
wimastion of future compettion between Nielsen and Ataron in this market would mcrease the bkelhood that
Nalsen would exercise market power and likely cause advertisers, 33 agencies, and programmers to pay more for
national syndcated cross-platform audence measurement secices.

The finad ceder setthing the FTC's chaeges tequeres Noalsen 10 sall and kcanse. for 3¢ least eght years, Cortan
2350ls related to Arbitron’s cross-platform audience measurement senices 1o an FTC-approved buyer, The FTC s
cumontly sesking publc comment on Nislsen's requast for agency apgroval to sell ks LinidVieter technology and
related data nghts and assets to comScore, Inc

The Commission vote approwing the final consent order was 2:1.1, wath Commissicner Wiight voting no and
Commussioner Ohausen recorded 2s recused. One comment was recenved dunng the publc comment penod and
the FTC staf sent a resporse posted heto. (FTC Fio No. 131-0038. the staff contact is Cathenne Sanchez, Bureas
of Compatition, 202-326-3325@)
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. Agreement for Continued Delivery of
Project Blueprint Data

Continuing QA work with comScore

Participating with other CIMM members
in Phase 2
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All demos average around 3 platforms

Total U.S. Media Platform Exposure (Avg Week)

. 25% 0
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Source: Project Blueprint September 2013 ==. ' '




% of Population by Platform Usage (Avg Week)

m Other

mAIlS

m TV-PC-S'Phone

B TV-PC-Tablet-Radio
B TV-S'Phone-Radio

M TV-PC-S'Phone-Radio
B TV-PC-Radio

B TV-Radio

P18-34 P35-49 P50+ M18-34 M35-49 M50+
Source: Project Blueprint September 2013 ==r ' '



90.0%

ESPN reached, on average,
36% of men daily

ESPN content was W Avg Day
consumed by 106 million 36.1% m Avg Week
™ Month

men 18+ in September
2013

Males 18+ (% Pop.)

ce: Project Blueprint September 2013

[ —— | o N



ESPN Daily Reach Build

olo (Millions)
To take advantage of O
X

ESPN’s total Reach, 6. » Added Reach-
an advertiser needs Radio

m Added Reach-
to place messages Digital
across all platforms TV

Men 18+
42 million total Reach
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9/16/2013 MNF Reach Build (Millions)

ESPN non-TV
\)
>
X

platforms add reach
beyond television
during live events

m Added Reach-Radio
B Added Reach-Digital

BTV

Men 18+
is of Nielsen and Project Blueprint data, 9/16/2013 27.5 mi"ion total ReaCh
12A time period on all other platforms
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* QOver the course of a month, 50% of men who consume ESPN content do so on
more than one platform

m All Platforms
m Dig+Radio

® TV+Radio

m TV+Dig

® Radio Only
M Digital Only
BTV Only

Day Week Month

Source: Project Blueprint September 2013
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About half of all users during
September 2013 were multi-
platform users

However, multiplatform users
did most of the consumption

Source: Project Blueprint September 2013 (users/usage in total month)
Users% = % of total users; Usage% = % of total minutes

50%

Users
M18+

84%

Usage
M18+

B 4+ Platforms
m 3 Platforms
M 2 Platforms

m 1 Platform
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Multiplatform Users Consume More Hours

Avg hr:min per User (M18+)
Multiplatform users consume 30:57

more ESPN content across 27:26
different platforms, increasing the
total time spent with ESPN media.

4:43

1 Platform 2 Platforms 3 Platforms 4+ Platforms
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Source: ESPN XP Tracker: 2012-2013 Total Ad Awareness

CROSS-PLATFORM RESEARCH

Ad Awareness

81% 85% 87%

77% 80%
66% 72%

63% — 64%
55% /
y
50%
M
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We Stand At The Crossroads

Period of unprecedented change in behavior
Siloed measures are limited

Project Blueprint reveals the Big Picture

...and we all need it!
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We All Need This

Advertisers/Agencies
Actual exposure for multiplatform campaign planning

Programmers

Need to understand how to grow and serve their
audiences

Everyone
Because we’re falling behind the consumer
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g Follow us on Twitter!
@ESPNResearch
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