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Television and the Internet



ROGER’S INNOVATION ADOPTION CURVE

Internet Video Goes Mainstream
ADOPTION CURVE

2 ½ % 
Innovators

16% 
Laggards

34% Late 
Majority

13 ½ Early 
Adopters

34% Early 
Majority



Internet Video Goes Mainstream

TOTAL ADULTS – SPRING 2006

“TV Centric”

“Fully Connected”

“Web Centric”

24%
DIGITAL TV, NO BROADBAND 

25%
DIGITAL TV AND BROADBAND 

16%
BROADBAND, NO DIGITAL TV

Source: MRI, Spring 2006

“Old School”

BROADBAND, NO DIGITAL TV

35%
NO DIGITAL TV, NO BROADBAND 



Internet Video Goes Mainstream

TOTAL ADULTS – FALL 2008

“TV Centric”

“Fully Connected”

“Web Centric”

22%
DIGITAL TV, NO BROADBAND 

38%
DIGITAL TV AND BROADBAND 

15%
BROADBAND, NO DIGITAL TV

Source: MRI, FALL 2008

“Old School”

BROADBAND, NO DIGITAL TV

25%
NO DIGITAL TV, NO BROADBAND 
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Internet Video Goes Mainstream
CHANGE – Spring 2008 vs. Spring 2006

Source:  MRI, Spring 2008 vs Spring 2006
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Internet Video Goes Mainstream
GROWTH OF “FULLY CONNECTED”

Source:  MRI, Spring 2008 vs Spring 2006
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Internet Video Goes Mainstream
BROADBAND PENETRATION – May 2009

Broadband, 
68.4%

Non-
Broadband, 

31.6%

Source: Nielsen

68.4%



Internet Video Goes Mainstream
Simultaneous TV and Internet Use

May 2009

Persons 2+ 30.2%

Persons 12 - 17 39.5%Persons 12 - 17 39.5%

Persons 18 - 34 32.7%

Persons 35 - 54 30.8%

Persons 55 - 64 33.8%

Persons 65+ 24.8%

Source:  Nielsen Convergence Panel



Internet Video Goes Mainstream
BROADBAND PENETRATION – May 2009

� Broadband penetration- 68.4%

� Streaming Population- 133.8 Mill

Source: Nielsen

– 69.4%- Broadband Population

– 46.2%- Total U.S. Population



Internet Video Goes Mainstream
YEAR-TO-YEAR STREAMING GROWTH BY DEMO
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Source: Nielsen VideoCensus, Combined Home and Work
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Internet Video Goes Mainstream
In the past 3 months, have you used any of the foll owing 
technologies to watch digital video?

All

Total A 18-34 A 35-54 A 55+
Sample Size: N= 3461 704 1732 995

Computer with Internet access 67% 85% 67% 53%

TV with VOD Capabilities 45% 49% 45% 43%

TV with DVR/TiVo 60% 65% 60% 55%

TV with Video Extender Device 5% 12% 5% 2%

Age

Source: CBS Entertainment Panel Survey, July 2009

TV with Video Extender Device 5% 12% 5% 2%

TV with Gaming Device (PS3, X-Box 360) 8% 16% 8% 2%

Mobile Phone 12% 22% 12% 6%

MP3 Player 11% 19% 11% 4%

Portable Gaming Device 2% 4% 2% 1%

None of these 11% 4% 10% 18%



Internet Video Goes Mainstream
TELEVISION VIEWING PLUS STREAMING - CUME AUDIENCE

98.3%

1.1% 1.7%

98.9%
40%

60%

80%

100%

Source: Nielsen People Meter, Video Census May 2009  Data

0%

20%

40%

Total U.S. HHLDS Broadband HHLDS

TV Streaming
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The DVR… The Broadcast Networks’ New Friend…
TELEVISION VIEWING BY DEMO TREND

2007-08 vs. 2001-02 2008-09-to-date vs. 
2007-08-to-date

Households +8% +1%

Children +7% +1%

Teens +8% -1%

Source:  NTI, Broadcast Year Averages

Teens +8% -1%

Adults 18+ +8% +2%

Adults 18-34 +8% N.C.

Adults 35-54 +8% +1%

Adults 55-64 +9% +3%

Adults 65+ +3% +3%



The DVR… The Broadcast Networks’ New Friend…
COMMERCIAL EXPOSURE INCREASES

Daily Minutes Exposed To Commercials
50.5

50.0
51.2

43.2

50.8

+1.3%
+1.6%

42.9 43.2

Total Persons P18-34 P25-54

May-08 May-09

Source: NTI, Total Day. Commercial viewing data based on Nielsen N-Power, week starting 
4/28/08 for May '08 estimates & 4/27/09 for May 09 estimates, program data, all viewing sources.

+0.6%



The DVR… The Broadcast Networks’ New Friend…
SUMMER DVR PLAYBACK GROWS

4.9

3.9

Source:  NTI 

3.9

Summer 2008 Summer 2009

+25%



The DVR… The Broadcast Networks’ New Friend…
SUMMER DVR PLAYBACK 

25%

0

0

0

Source: CBS TV CITY SURVEY July 2009 

9%

0

0

Recorded over 3 days ago Recorded over 7 days ago



The DVR… The Broadcast Networks’ New Friend…
SUMMER DVR PLAYBACK 

Full Series 
Recording, 

55.0%

Individual 
Recording, 

Source: CBS TV CITY SURVEY July 2009 

Recording, 
45.0%



The DVR… The Broadcast Networks’ New Friend…
Do you currently have programs on your DVR that wer e recorded more
than 3 months ago?

All

Total A 18-34 A 35-54 A 55+
Sample Size: N= 216 49 116 48

Age

Sample Size: N= 216 49 116 48

No 47% 37% 47% 56%

Yes 53% 63% 53% 44%

Source: CBS Entertainment Panel Survey, July 2009



The DVR… The Broadcast Networks’ New Friend…
In the past month, have you played back one or more  programs on 
your DVR that were recorded more than 3 months ago?

All

Total A 18-34 A 35-54 A 55+
Sample Size: N= 2174 462 1117 580

Yes 57% 60% 59% 51%

Age

Yes 57% 60% 59% 51%

No 38% 35% 37% 45%

Not sure 4% 5% 5% 4%

Source: CBS Entertainment Panel Survey, July 2009
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Online Video… The Pros Take Over
What type of video did you watch?

2008 2007 2006

Short Clips
34% 47% 61%

Full Programs Full Programs 
6% 8% 9%

A Combination of Clips or Programs 
60% 44% 30%

Source:  CBS Television City Groups, July



YouTube 89%

Network Television Sites 53%

Cable Television Sites 25%

Online Video… The Pros Take Over
On What Sites Do You Normally Find This Video?

Google Video 21%

Source:  CBS Television City Groups, July

Note: Hulu = 15%



Online Video… The Pros Take Over
PC Viewing: Video downloaded or streamed from the I nternet

All

Total A 18-34 A 35-54 A 55+
Sample Size: N= 2316 597 1167 523

User-Generated Video 83% 88% 82% 76%

Age

Source: CBS Entertainment Panel Survey, July 2009

User-Generated Video 83% 88% 82% 76%

Free Professional Quality Video 71% 77% 72% 63%

Paid Professional Quality Video 13% 20% 13% 7%



Online Video… The Pros Take Over
INTERNET STREAMING USAGE – May 2009

� The average streamer:

– Is exposed to 75.1 streams 

Source: Nielsen

– Spends 2 mins/30 seconds with each stream

– Spends 189 minutes/month streaming



Online Video… The Pros Take Over
Growth in Long Form Video Streaming Online

+150%

Long Form Video Streaming

Source:  Nielsen, June 2009 vs 2008

+36% +32%

Unique Viewers Time Spent Viewing Length of Average
Occurrence



Online Video… The Pros Take Over
Growth in Long Form Video Streaming Online

19%

27%

Long Form As A Percent of All Online Video Streamin g

Source:  Nielsen, June 2009 vs 2008

19%

2008 2009



Online Video… The Pros Take Over
What kinds of television programs do you stream or download and 
watch on a personal computer?

All

Total A 18-34 A 35-54 A 55+
Sample Size: N= 2229 606 1122 476

Missed episodes of shows I watch on TV 88% 89% 88% 86%

Episodes of TV shows I do NOT watch on TV 27% 36% 26% 20%

Age

Episodes of TV shows I do NOT watch on TV 27% 36% 26% 20%

Episodes of TV shows I have ALREADY watched on TV 16% 21% 16% 11%

Episodes of past shows that are not on TV now 39% 44% 40% 31%

None of these 4% 2% 4% 7%

Source: CBS Entertainment Panel Survey, July 2009



��������
�	�����
����
����� �����
��



	� "

Television and the Internet

����
����� �����
��


	� "



A New Broadcast Network Television Model?
CURRENT MODEL

Ad Value

Live 10 Minutes of Ads = 20 Ads x .95 19.0

DVR Playback 10 Minutes of Ads = 20 Ads x .44 8.8

On-Line Streaming 2 Minutes of Ads = 4 Ads x 1.00 4.0



A New Broadcast Network Television Model?
ONLINE STREAMING SCENARIO

Ad Value

Scenario #1 4.5 Minutes of Ads = 9 Ads x 1.00 9.0

Scenario #2 4.0 Minutes of Ads = 8 Ads x 1.20 9.6

Scenario #3 3.5 Minutes of Ads = 7 Ads x 1.40 9.8



A New Broadcast Network Television Model?
ONLINE STREAMING SCENARIO

Ad Value

Scenario #4 6.5 Minutes of Ads = 13 Ads x 1.50 19.5

Scenario #5 5.0 Minutes of Ads = 10 Ads x 2.00 20.0



A New Broadcast Network Television Model?
If you were going to watch a TV program online and were presented
with the following two options, which option would you choose?

All

Total A 18-34 A 35-54 A 55+
Sample Size: N= 3495 711 1742 1012

Age

Source: CBS Entertainment Panel Survey, July 2009

Sample Size: N= 3495 711 1742 1012

Watch the program without commercials for $1.99 8% 4% 8% 9%

Watch the program with commercials for free 92% 96% 92% 91%



A New Broadcast Network Television Model?
Currently, most TV programs offered on the Internet for free contain 
fewer commercials than when the programs are seen on TV. 

If a program that you wanted to watch were offered free on the Internet
but contained the same amount of commercials that t he program has
when seen on TV, would you…

All

Total A 18-34 A 35-54 A 55+
Sample Size: N= 3223 681 1597 916

Age

Source: CBS Entertainment Panel Survey, July 2009

Sample Size: N= 3223 681 1597 916

Still watch for free 96% 94% 96% 97%

Pay $1.99 to watch without commercials 4% 6% 4% 3%



A New Broadcast Network Television Model?
BROADCAST ONLY – U.S. PENETRATION TREND
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A New Broadcast Network Television Model?
ONLINE “AUTHENTICATION”

� Must have authentication to access 
� Who provides authentication?
� iTunes sells programs at $1.99 per episode – commercial free� iTunes sells programs at $1.99 per episode – commercial free
� Networks/Stations derive revenues from authentication process



A New Broadcast Network Television Model?
ONLINE DIRECT TO TV



A New Broadcast Network Television Model?
SUMMARY

� Online/VOD “second” window provides more ad revenue than 
DVR playback

� Authentication gives broadcast networks access to potential 
second revenue streamsecond revenue stream



Television and the Internet:
a marketing symbiosis

COMMENTS?

QUESTIONS?
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Television and the Internet
CANADIAN SEX ACTS.ORG



Television and the Internet
GOOGLE TRENDS – MARCH 23, 2009



Television and the Internet
ACADEMY OF COUNTRY MUSIC AWARDS – Internet Traffic

� All-time record traffic for CBS.com
– 1.65mm daily visitors *

� All-time record traffic for ACMAs on CBS.com
– (+79% unique vs last year)

� All-time record votes for ACMAs� All-time record votes for ACMAs
� 30k users registered to play the “Pick the Winner” 
� In the first hour of this year’s broadcast, there were nearly as 

many visits to CBS.com as the entire day in 2008 
– (600+k in hour 1 of 2009 vs. 700k for the entire day in 2008)

Source:  CBS Interactive *Omniture



On-Demand TV Advertising AnalyticsOn-Demand TV Advertising Analytics

Evian Case Study 
Prepared for CBS 
7/31/09
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:60 sec. viral :60 sec. viral 
online online 
launch (6/29) launch (6/29) 

:30 sec.                       :30 sec.                       
TV launch TV launch 
(7/20) (7/20) 

33 mil 33 mil 
online online 
views in 4 views in 4 
weeksweeks

launch (6/29) launch (6/29) (7/20) (7/20) 
weeksweeks
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Launch: 6/29/09

Total # of online views since launch (4 weeks): 33 mil 

# of websites linking to evianliveyoung.com: 553  
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Consumers rate the TV spot as highly attention-getting, likeable, 
effective in communicating Evian’s new brand-building efforts (Change) 
and overall highly persuasive and watchable (ACE). 

Consumer Ratings of the Evian TV Spot 

842
796

900

796

661

605

300

400

500

600

700

800

Attention Likeability Change ACE

Sample size: 520 consumers,  Age: 16-49, M&F (50/50)Scale: 1-950 

Source: Ace Metrix (www.acemetrix.com)

YTD ’09 average of 
beverage ads: 439  
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This ad really stands out and catches your attentio n. Makes you want to 

watch it over and over again. (M/16-20)

Absolutely the BEST thought-out commercial I have s een in decades. 

Very funny, very entertaining, makes me want to buy  evian, and i wish i 

could show all my friends and family that commercia l!!  Absolutely 100% 

excellent. This commercial is unforgettable and gua ranteed to boost excellent. This commercial is unforgettable and gua ranteed to boost 

evian sales!! Way to go!! (F/21-35) 

I don't know how they do that, but that was one of the best commercials 

I've seen in a long time! (M/36-49)



Television and the Internet
Activities on the Internet during the average week

Visited a Chat Room

Sent/Received Email
Used Search to Obtain Information
Played Games On-Line
Obtained Latest News/Current Events

2008 2007 2006
8% 10% 4%

96% 99% 96%

94% 95% 95%

47% 44% 39%

76% 84% 71%

Obtained Sports News/Info
Visited Network TV/Show Site
Downloaded Music
Visited On-Line Blogs
Wrote in Own On-Line Blog
Watched On-Line Video
Visited Social Networking Site

47% 51% 39%

58% 55% 40%

50% 51% 35%

25% 28% 26%

8% 14% NA

60% 61% 44%

55% 45% NA

Source:  CBS Television City Groups, July 2008
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Television and the Internet
ALL-TIME TELEVISION VIEWING TREND
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Television and the Internet
Have you ever watched an episode of a continuing te levision series
on the Internet before you watched any episode of t hat program on TV?

All

Total A 18-34 A 35-54 A 55+
Sample Size: N= 3495 711 1742 1012

Age

Sample Size: N= 3495 711 1742 1012

No 78% 64% 79% 88%

Yes 22% 36% 21% 12%

Source: CBS Entertainment Panel Survey, July 2009



have you then later watched one or more episodes of  that show on TV?

Television and the Internet
When you watch an episode of a continuing television series
on the Internet before you watched any episode of that program on TV:

All

Total A 18-34 A 35-54 A 55+
Sample Size: N= 762 254 369 124

Age

Sample Size: N= 762 254 369 124

No 28% 19% 31% 39%

Yes 72% 81% 69% 61%

Source: CBS Entertainment Panel Survey, July 2009



Television and the Internet
If you were going to watch a TV program online and were presented
with the following two options, which option would you choose?

All

Total A 18-34 A 35-54 A 55+
Sample Size: N= 3495 711 1742 1012

Age

Source: CBS Entertainment Panel Survey, July 2009

Sample Size: N= 3495 711 1742 1012

Watch the program without commercials for $1.99 8% 4% 8% 9%

Watch the program with commercials for free 92% 96% 92% 91%



Television and the Internet
Currently, most TV programs offered on the Internet for free contain 
fewer commercials than when the programs are seen on TV. 

If a program that you wanted to watch were offered free on the Internet
but contained the same amount of commercials that t he program has
when seen on TV, would you…

All

Total A 18-34 A 35-54 A 55+
Sample Size: N= 3223 681 1597 916

Age

Source: CBS Entertainment Panel Survey, July 2009

Sample Size: N= 3223 681 1597 916

Still watch for free 96% 94% 96% 97%

Pay $1.99 to watch without commercials 4% 6% 4% 3%



Television and the Internet
PRIMETIME – TOP 20 SHOWS STREAMED

Source:  July 2009 CBS Entertainment Panel Survey



The DVR… The Broadcast Network’s New Friend…
PRIMETIME – TOP 20 SHOWS BY DVR PLAYBACK

Source:  NTI, Live+7 vs. Live Program for Persons 2 +; 2008-09 Season


