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Introduction

The goal of this research is to set universe estimates for digital place-based
video by benchmarking the size and profile of total viewers across the
United States. The persons estimates are projected against U.S. residents
aged 18 or older and the demographic profiles focus on those who recall
seeing a digital video display in specific environments in the past 30 days.

These video displays, in most cases, broadcast advertising and content
specially created for the out-of-home environment and are distinct from
network or cable TV viewing away from home.

The report includes:

e Total number of video display viewers in the past 30 days

e Demographic profiles of viewers including gender, age, household
income, education, and presence of children under 18 in the household

e Geographic distribution of viewers

e Breakout data for 10 different venue categories

Data Source

The research in this report was conducted by Scarborough Research:

e Market/Release: Scarborough USA+ (Current 6 Months Only)
2012 Release 1

e 77 local markets and additional sample for representative total
U.S. coverage

e Representative sample of persons aged 18 and older
e RDD telephone (landline and cell phone) sample recruitment

e Survey booklet data collection method

Please note: Arbitron has released digital video studies in the past. The
findings in the current report are derived from a new data source with
different sampling methods, a new definition of viewership, and focuses
on a specific set of venues. Therefore, this report CANNOT BE
TRENDED with previous Arbitron digital video studies.

2013 Arbitron Inc. All rights reserved.
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Universe Estimates and
the Media Plan

Arbitron uses these universe
estimates to provide insight
and perspective into the
audience estimates we
produce for individual
networks.

The statistics allow us to
evaluate a network’s size
and share in relation to the
medium’s potential reach
overall.

The universe estimates and
viewer profiles also help
advertisers and agencies
make informed decisions on
which networks to include in
their media plans.

The Importance of
Sampling

Scarborough uses a two-part
survey which includes both a
telephone-based sample
(landline and cell phone) as
well as a follow-up booklet to
illustrate a comprehensive
portrait of the American adult
consumer.

So, unlike Internet panels
that can exclude 23% or
more of the U.S. population
that does not regularly
access the Internet, these
universe estimates provide a
more complete picture of the
total market without
undercounting or excluding
entire segments of the
population.
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Public Venues Examined

Here is the list of venue categories profiled in the report:

Airports

Doctors’ Offices/Hospitals

Gas Stations

Grocery Stores

Health Clubs/Fitness Centers

Office Building Elevators

Office Building Lobbies

Restaurants/Bars

Retail Stores

Shopping Malls

2013 Arbitron Inc. All rights reserved.

Why Break Out Individual
Venues?

Think of venues almost like
TV programming genres or
radio station formats; in most
cases, the content is
designed to appeal to a
specific audience. The same
is true for certain venue
categories. The types of
people reached most
frequently in an office
building elevator may be
quite different from those
reached in a doctor’s office.

Universe estimates and
profile breakouts for
individual venue categories
help advertisers and media
planners select networks
with the heaviest
concentration of their target
consumers.
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Definition of Terms

Age:
Average:

Children:

Education:

Geography:

Income:

Index:

Reach:

Gender:

Viewer:

The age composition of viewers.
Average U.S. residents aged 18 or older.

The percentage of viewers who have one or more children
in each age group living in their home.

The highest completed level of education for viewers.

Home DMA® (markets) for viewers ranked grouped by
population size.

The approximate total household income from all sources
before taxes for the group.

Compares the demographic composition of viewers to the
composition of the U.S. population as a whole.

The number of U.S. residents who have watched a video
display at a specific venue type. This number represents
unique people in the population and is NOT an ad
impression. The total ad impressions these people
represent would vary based on the frequency of their
viewing and the number of ads in rotation.

The gender composition of viewers.

U.S. residents aged 18 or older who viewed a video
display at the specific venue referenced in this report
in the past 30 days.

2013 Arbitron Inc. All rights reserved.
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Exposure vs. Viewers

The audience estimates in
this report represent the
number of people who
specifically recall viewing a
digital video display at a
venue. It is possible to have
been in the proximity of a
screen (exposed) without
noticing it.

How to Use an Index

An index of 100 means the
group has the same
demographic composition as
the nation on average.

An index above 100 means
that venue attracts more
people with that
characteristic than we would
expect to find in a random
sample of the total U.S.
population; an index under
100 means the venue under-
delivers people with that
characteristic.

For example: The total U.S.
population of persons aged
18 or older is composed of
48% men; those who have
watched a digital video
display in an office building
elevator in the past 30 days
are 58% men. Therefore, an
office building elevator
delivers a high concentration
of male viewers and its
index is expressed as 119
[58% + 48% = 119].

The goal of indices is to
identify venues that attract a
high concentration of certain
consumer targets.

%) Scarborough.
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Media Reach

46% U.S. Adults Viewed. Any Venue. 30-Day Period.

Video displays are seen by over 108 million U.S. residents aged 18 or older during a 30-day period in any
of the 10 venue types examined in this report. Restaurant and bars top the list with nearly one quarter (24%)
of adults having viewed a video display there in the past 30 days. Grocery store and medical office video

displays each reached approximately 39 million (or 16%) adults in the past 30 days.

108,317,544 Viewers (46% of U.S. adult population)

Restaurants/bars

Grocery stores

Doctors' offices/hospitals
Retail stores

Gas stations

Shopping malls

Health clubs/fitness centers
Airports

Office building lobbies

Office building elevators

0%

Persons Estimate

2%

17%
16%
14%
13%
13%
7%
6%
6%
10% 20%

% of U.S. Adult Population

Venue

Restaurants/bars
Grocery stores

Doctors' offices/hospitals
Retail stores

Gas stations

Shopping malls

Health clubs/fitness centers
Airports

Office building lobbies
Office building elevators

2013 Arbitron Inc. All rights reserved.

30-Day Reach

57,789,000
39,286,000
38,654,000
32,982,000
30,678,000
30,252,000
15,503,000
13,620,000
13,351,000

5,134,000

£ ¥

30-Day Reach—Across the 10 Examined Venues

24%

30%
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Media Viewer Profile

Gender-Balanced. Age 18-34. Affluent. Educated. Have Children. Nationwide.

Video display viewers are gender-balanced and skew towards the 18- to 34-year-old age range.

Viewers are 20% more likely to have a household income of $100,000 or more compared to average
Americans and 16% more likely to have a four-year college or higher degree. They are also more likely to

have children.

Video display viewers are distributed across the country with a minor concentration in the
top 10 U.S. markets.

GENDER

AGE

INCOME

EDUCATION

CHILDREN

GEOGRAPHY

Men
Women

18-24
25-34
35-44
45-54
55+

Under $25,000
$25k < $50k
$50k < $100k
$100k or More

Some College or Associates Degree
4-Year College Degree or Higher

Age 5 and Under
Age 6-11
Age 12-17

Top 10 DMA
11-20 DMA
21-30 DMA
31-40 DMA
41-50 DMA
51+ DMA

2013 Arbitron Inc. All rights reserved.

% Viewers
51%
50%

15%
22%
20%
19%
25%

14%
30%
33%
23%

31%
30%

21%
21%
21%

33%
14%
9%
7%
6%
31%

Index

104
96

125
122
113
101

72

81
92
106
120

105
116

117
116
112

108
98
94

101
97
95

ARBITRON
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Airports

Men. Age 25-54. Affluent. Educated. Top 10 Markets.

Video displays in airports are seen by nearly 14 million U.S. residents aged 18
or older during a 30-day period. Viewers skew male and tend to be in the
25- to 54-year-old age range.

Airline travelers are over twice as likely to have a household income of $100,000 or more compared to

average Americans and are nearly twice as likely to have a four-year college or higher degree.

Airport video display viewers are heavily concentrated in the top 10 U.S. markets.

13,620,000 Viewers (6% of U.S. adult population)

GENDER

AGE

INCOME

EDUCATION

CHILDREN

GEOGRAPHY

Men
Women

18-24
25-34
35-44
45-54
55+

Under $25,000
$25k < $50k
$50k < $100k
$100k or More

Some College or Associates Degree
4-Year College Degree or Higher

Age 5 and Under
Age 6-11
Age 12-17

Top 10 DMA
11-20 DMA
21-30 DMA
31-40 DMA
41-50 DMA
51+ DMA

2013 Arbitron Inc. All rights reserved.

% Viewers
57%
43%

12%
22%
21%
21%
24%

8%
19%
33%
41%

28%
49%

19%
18%
18%

41%
17%
11%
8%
5%
18%

30-Day Reach

Index

117
84

101
122
121
113

71

44
59
106
209

93
187

103
100
96

132
119
116
102
91
57

A ARBITRON
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Women. Age 25-44. Moms. Nationwide.

lean towards the 25- to 44-year-old age range.

Doctors’ Offices/Hospitals

} Video displays in doctor's offices or hospitals are seen by nearly 39 million U.S.
A 1\//‘ residents aged 18 or older during a 30-day period. These viewers skew female and

These women are far more likely than the average American to have a child in their household, particularly

children aged five or younger.

The doctor's office/hospital visitors are evenly distributed across the country with a minor skew to mid-tier

markets.

38,654,000 Viewers (16% of U.S. adult population) 30-Day Reach

% Viewers Index

GENDER Men 41% 85

Women 59% 114

AGE 18-24 12% 104

25-34 20% 112

35-44 20% 112

45-54 19% 103

55+ 29% 85

INCOME Under $25,000 16% 91

$25k < $50k 33% 100

$50k < $100k 32% 103

$100k or More 20% 103

EDUCATION Some College or Associates Degree 32% 107

4-Year College Degree or Higher 28% 106

CHILDREN Age 5 and Under 23% 127

Age 6-11 22% 117

Age 12-17 22% 116

GEOGRAPHY Top 10 DMA 32% 103

11-20 DMA 13% 93

21-30 DMA 9% 97

31-40 DMA 8% 107

41-50 DMA 7% 111

51+ DMA 31% 98

2013 Arbitron Inc. All rights reserved.
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Gas Stations

Men. Age 18-34. Affluent. Educated. Top 10 Markets.

Video displays at gas stations are seen by nearly 31 million U.S. residents aged
18 or older during a 30-day period. These viewers skew male and over index
most heavily among the 18- to 34-year-old age range.

These drivers are 28% more likely to have a household income of $100,000 or more compared to average
Americans and are 10%-12% more likely to have an associates or college degree.

Gas station video display viewers are heavily concentrated in the top 10 U.S. markets.

30,678,000 Viewers (13% of U.S. adult population) 30-Day Reach
% Viewers Index
GENDER Men 58% 119
Women 42% 82
AGE 18-24 18% 151
25-34 26% 147
35-44 21% 117
45-54 19% 101
55+ 17% 49
INCOME Under $25,000 14% 83
$25k < $50k 28% 87
$50k < $100k 33% 106
$100k or More 25% 128
EDUCATION Some College or Associates Degree 33% 110
4-Year College Degree or Higher 29% 112
CHILDREN Age 5 and Under 24% 136
Age 6-11 25% 133
Age 12-17 22% 118
GEOGRAPHY Top 10 DMA 42% 138
11-20 DMA 15% 107
21-30 DMA 8% 79
31-40 DMA 6% 84
41-50 DMA 5% 84
51+ DMA 24% 74

2013 Arbitron Inc. All rights reserved.
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Grocery Stores

Gender-Balanced. Age 18-34. Have Children. Top 10 Markets.

Video displays in grocery stores are seen by over 39 million U.S. residents
aged 18 or older during a 30-day period. These viewers are almost evenly divided
by gender, but heavily over index among the 18- to 34-year-old age range.

These shoppers are far more likely to have children in their home than average Americans, especially small
children aged five or younger.

Grocery store video display viewers are distributed across the country with a minor concentration in the top
10 U.S. markets.

39,286,000 Viewers (17% of U.S. adult population) 30-Day Reach
% Viewers Index
GENDER Men 52% 107
Women 48% 93
AGE 18-24 18% 154
25-34 25% 139
35-44 20% 116
45-54 18% 94
55+ 19% 56
INCOME Under $25,000 17% 98
$25k < $50k 32% 99
$50k < $100k 31% 101
$100k or More 20% 103
EDUCATION Some College or Associates Degree 32% 108
4-Year College Degree or Higher 26% 98
CHILDREN Age 5 and Under 24% 136
Age 6-11 23% 123
Age 12-17 23% 124
GEOGRAPHY Top 10 DMA 37% 119
11-20 DMA 14% 95
21-30 DMA 8% 88
31-40 DMA 7% 97
41-50 DMA 5% 88
51+ DMA 29% 91

2013 Arbitron Inc. All rights reserved.
/\ ARBITRON W% Scarborough.
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| Health Clubs/Fitness Centers

Gender-Balanced. Age 18-34. Affluent. Highly Educated. Have Children.

10

Video displays in health clubs and fitness centers are seen by nearly 16 million U.S.
residents aged 18 or older during a 30-day period. These viewers are almost evenly

divided by gender, but heavily over index among the 18- to 34-year-old age range.

Health club goers are 46% more likely to have a household income of $100,000 or more compared to

average Americans and are 47% more likely to have a four-year college or higher degree.

These fitness-minded people are more likely to have children in their home than average Americans,

especially small children aged five or younger.

15,503,000 Viewers (7% of U.S. adult population)

GENDER

AGE

INCOME

EDUCATION

CHILDREN

GEOGRAPHY

Men
Women

18-24
25-34
35-44
45-54
55+

Under $25,000
$25k < $50k
$50k < $100k
$100k or More

Some College or Associates Degree
4-Year College Degree or Higher

Age 5 and Under

Age 6-11
Age 12-17

Top 10 DMA
11-20 DMA
21-30 DMA
31-40 DMA
41-50 DMA
51+ DMA

2013 Arbitron Inc. All rights reserved.

% Viewers
52%
48%

20%
26%
21%
17%
16%

10%
25%
36%
28%

31%
38%

22%
21%
21%

37%
15%
10%
7%
6%
27%

30-Day Reach

Index

107
93

170
147
117
90
48

58
78
118
146

105
147

123
115
114

119
105
103
91
92
83

A ARBITRON
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~ Office Building Elevators

Men. Age 18-44. Very Affluent. Highly Educated. Top 10 Market Dominant.

Video displays in office building elevators are seen by over five million U.S.

-8 <= residents aged 18 or older during a 30-day period. These viewers skew male and
tend to be in the 18- to 44-year-old age range.

These business professionals are over twice as likely to have a household income of $100,000 or more
compared to average Americans and 74% more likely to have a four-year college or higher degree.

Office building elevator video display viewers are heavily concentrated in the top 10 U.S. markets.

5,134,000 Viewers (2% of U.S. adult population)

GENDER

AGE

INCOME

EDUCATION

CHILDREN

GEOGRAPHY

Men
Women

18-24
25-34
35-44
45-54
55+

Under $25,000
$25k < $50k
$50k < $100k
$100k or More

Some College or Associates Degree
4-Year College Degree or Higher

Age 5 and Under
Age 6-11
Age 12-17

Top 10 DMA
11-20 DMA
21-30 DMA
31-40 DMA
41-50 DMA
51+ DMA

2013 Arbitron Inc. All rights reserved.

% Viewers
58%
43%

17%
24%
24%
21%
14%

11%
18%
30%
41%

29%
45%

21%
21%
19%

57%
13%
7%
5%
4%
14%

30-Day Reach

Index

119
82

140
137
136
111

42

64
55
98
212

99
174

117
114
102

186
88
74
70
65
44
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Office Building Lobbies

Men. Age 18-44. Very Affluent. Educated. Have Children. Top 10 Markets.

12

Video displays in office building lobbies are seen by over 13 million U.S.

residents aged 18 or older during a 30-day period. These viewers skew male and
tend to be in the 18- to 44-year-old age range.

These business professionals are 55% more likely to have a household income of $100,000 or more
compared to average Americans and 38% more likely to have a four-year college or higher degree. They are

also more likely have young children at home.

Office building lobby video display viewers are heavily concentrated in the top 10 U.S. markets.

13,351,000 Viewers (6% of U.S. adult population)

GENDER

AGE

INCOME

EDUCATION

CHILDREN

GEOGRAPHY

Men
Women

18-24
25-34
35-44
45-54
55+

Under $25,000
$25k < $50k
$50k < $100k
$100k or More

Some College or Associates Degree
4-Year College Degree or Higher

Age 5 and Under

Age 6-11
Age 12-17

Top 10 DMA
11-20 DMA
21-30 DMA
31-40 DMA
41-50 DMA
51+ DMA

2013 Arbitron Inc. All rights reserved.

% Viewers
59%
41%

17%
29%
24%
18%
13%

13%
25%
32%
30%

33%
36%

24%
23%
20%

39%
14%
10%
7%
6%
25%

30-Day Reach

Index

122
79

145
161
134
95
38

74
77
105
155

113
138

136
124
108

127
95
99
90

104
78
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Restaurants/Bars

Gender-Balanced. Age 18-34. Affluent. Educated. Nationwide.

13

Video displays in restaurants and bars are seen by nearly 58 million U.S. residents
aged 18 or older during a 30-day period. These viewers gender-balanced (leaning

slightly male) and heavily over index among the 18- to 34-year-old age range.

Restaurant and bar patrons are 27% more likely to have a household income of $100,000 or more compared
to average Americans and are more likely to have a college degree.

Restaurant and bar video display viewers are distributed across the country.

57,789,000 Viewers (24% of U.S. adult population)

GENDER

AGE

INCOME

EDUCATION

CHILDREN

GEOGRAPHY

Men
Women

18-24
25-34
35-44
45-54
55+

Under $25,000
$25k < $50k
$50k < $100k
$100k or More

Some College or Associates Degree
4-Year College Degree or Higher

Age 5 and Under
Age 6-11
Age 12-17

Top 10 DMA
11-20 DMA
21-30 DMA
31-40 DMA
41-50 DMA
51+ DMA

2013 Arbitron Inc. All rights reserved.

% Viewers
53%
47%

17%
23%
20%
19%
22%

13%
28%
35%
25%

32%
31%

20%
21%
20%

32%
14%
9%
8%
6%
31%

30-Day Reach

Index

109
92

142
128
114
99
64

74
86
113
127

109
117

111
114
110

104
96
96

109

105
96
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Retail Stores

Men. Age 18-34. Upscale. Have Children. Nationwide.

) ] |
L

heavily in the 18- to 34-year-old age range.

14

- Video displays in retail stores are seen by nearly 33 million U.S. residents aged 18
VA or older during a 30-day period. These viewers skew male and over index most

Shoppers are 12% more likely to have a household income of $100,000 or more compared to average
Americans and are more likely to live in a household with children.

Retail store video display viewers are distributed across the country.

32,982,000 Viewers (14% of U.S. adult population)

GENDER

AGE

INCOME

EDUCATION

CHILDREN

GEOGRAPHY

Men
Women

18-24
25-34
35-44
45-54
55+

Under $25,000
$25k < $50k
$50k < $100k
$100k or More

Some College or Associates Degree
4-Year College Degree or Higher

Age 5 and Under
Age 6-11
Age 12-17

Top 10 DMA
11-20 DMA
21-30 DMA
31-40 DMA
41-50 DMA
51+ DMA

2013 Arbitron Inc. All rights reserved.

% Viewers
56%
44%

18%
24%
19%
18%
21%

14%
31%
33%
22%

35%
27%

21%
22%
22%

32%
14%
9%
7%
6%
32%

30-Day Reach

Index
115
86

153
135
110
97
60

83
95
107
112

116
104

117
119
117

103
97
99
96

106
98
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Shopping Malls

Gender-Balanced. Age 18-34. Affluent. Have Children. Top 10 Markets.

15

Video displays in shopping malls are seen by over 30 million U.S. residents aged
18 or older during a 30-day period. These viewers skew slightly male and over

index most heavily in the 18- to 34-year-old age range.

Shoppers are 29% more likely to have a household income of $100,000 or more compared to average
Americans and are more likely to have children at home, especially young children.

Shopping mall video display viewers are concentrated in the top 10 U.S. markets.

30,252,000 Viewers (13% of U.S. adult population)

GENDER

AGE

INCOME

EDUCATION

CHILDREN

GEOGRAPHY

Men
Women

18-24
25-34
35-44
45-54
55+

Under $25,000
$25k < $50k
$50k < $100k
$100k or More

Some College or Associates Degree
4-Year College Degree or Higher

Age 5 and Under
Age 6-11
Age 12-17

Top 10 DMA
11-20 DMA
21-30 DMA
31-40 DMA
41-50 DMA
51+ DMA

2013 Arbitron Inc. All rights reserved.

% Viewers
54%
46%

19%
25%
20%
18%
18%

13%
29%
33%
25%

32%
30%

23%
24%
23%

37%
15%
9%
6%
5%
27%

30-Day Reach

Index
111
89

163
139
115
98
52

76
89
107
129

107
113

131
129
124

121
105
95
87
85
84
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Appendix

U.S. Average

237,024,884 Viewers (100% of U.S. adult population)

GENDER

AGE

INCOME

EDUCATION

CHILDREN

GEOGRAPHY

Men
Women

18-24
25-34
35-44
45-54
55+

Under $25,000
$25k < $50k
$50k < $100k
$100k or More

Some College or Associates Degree
4-Year College Degree or Higher

Age 5 and Under
Age 6-11
Age 12-17

Top 10 DMA
11-20 DMA
21-30 DMA
31-40 DMA
41-50 DMA
51+ DMA

2013 Arbitron Inc. All rights reserved.

% Viewers
48%
52%

12%
18%
18%
19%
34%

17%
32%
31%
19%

30%
26%

18%
18%
19%

31%
14%
10%
7%
6%
32%
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About Arbitron Inc.

Arbitron Inc. (NYSE: ARB) is an international media and marketing research firm serving the media—
radio, television, cable and out-of-home; the mobile industry as well as advertising agencies and advertisers
around the world. Arbitron businesses include: measuring network and local market radio audiences across
the United States; surveying the retail, media and product patterns of U.S. consumers; providing mobile
audience measurement and analytics in the United States, Europe, Asia and Australia, and developing
application software used for analyzing media audience and marketing information data.

The Company has developed the Portable People Meter™ (PPM ™) and the PPM 360™, new technologies
for media and marketing research.

Through its Scarborough Research, Arbitron provides additional media and marketing research services to
the broadcast television, newspaper, and online industries.

The Arbitron Out-of-Home division provides training, consumer behavioral data, audience profiles, and
analysis software for out-of-home media.

Arbitron research studies about cinema advertising, the outdoor industry, and traditional and nontraditional
media can be found on the company’s website at www.arbitron.com and can be downloaded free of charge.

About Scarborough

Scarborough (scarborough.com, info@scarborough.com) measures American life. Our consumer insights
reflect shopping patterns, media usage across platforms, and lifestyle trends for adults. Media professionals
and marketers use Scarborough insights to make smarter marketing/business decisions on things like ad
placement, multicultural targeting, and sponsorship opportunities. The company’s core syndicated
consumer insight studies in 77 Top-Tier Markets, its Multi-Market Study and its national USA+ Study are
Media Rating Council® (MRC) accredited. Other products and services include Scarborough Mid-Tier
Local Market Studies, Hispanic Studies and Custom Research Solutions. Scarborough measures 2,000
consumer categories and serves a broad client base that includes marketers, advertising agencies, print and
electronic media (broadcast and cable television, radio stations), sports teams and leagues and out-of-home
media companies. Surveying more than 210,000 adults annually, Scarborough is a joint venture between
Arbitron Inc. (www.arbitron.com) and The Nielsen Company (www.nielsen.com).

Portable People Meter™, PPM™ and PPM 360™ are marks of Arbitron Inc.
Media Rating Council® and the “double checkmark” logo design are registered marks of the Media Rating Council.

2013 Arbitron Inc. All rights reserved.
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