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2006 ChoiceStream
Personalization Survey

Consumer Trends and Perceptions

The ChoiceStream Personalization Survey provides insight into consumers’
interest in, and perceptions of, personalization. The annual survey was first
fielded in May, 2004. Each subsequent survey includes the questions of the
previous year’'s survey as well as additional questions on topics considered
newly relevant to personalization. The 2006 survey adds questions on
personalization as it relates to social networking and targeted advertising as well
as personalization on television and mobile devices.

This initial survey research brief provides detailed information concerning the
major general findings of the study. Additional information on specific topics will
be made available soon.

Survey Overview and Respondent Profile

The survey was completed by 1,100 respondents who were invited to participate
via email by MarketTools, an online survey services provider. Respondents were:

e Adult Internet users, 96% of whom have made at least one online purchase
within the past 6 months

e U.S.residents
o Distributed across 4 age categories (18-24, 25-34, 35-49, 50+)
e 56% female; 44% male

The margin of error is +/- 3% with a 95% confidence level.

Key Findings

Key findings of the 2006 survey are listed below.

Interest in Personalization Remains Strong

e The 2006 survey finds 79% of consumers interested in receiving
personalized content, which is consistent with last year’s response of 80%.

o However, a significantly larger number of consumers are willing to
tradeoff privacy for personalization, as 57% are willing to provide personal
demographic information in exchange for personalized content in 2006 vs.
46% in 2005 (a 24% increase). And, 34% more consumers are willing to
allow Web sites to track their clicks and purchases.
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While interest in personalization remains high and consumers’
willingness to divulge information increases, concern about the
security of personal data is consistent year over year, with 62% of
consumers indicating concern in 2006 vs. 63% in 2005.

Interest Spreads beyond the Desktop to TV and Mobile Screens

The survey finds 45% of consumers dissatisfied with their onscreen TV
programming guide because it takes too long to sort through it to find
programming of interest.

Overall, 47% of consumers want a personalized TV program guide to
help them find shows and movies to watch. Interest in a personalized guide
varies significantly by age, with 62% o f 18-24 year olds indicating interest
and 37% of 50+ year olds.

Cable and TV operators are leaving money on the table as nearly 40% of
consumers indicate that they would ‘watch more VOD/PPV if it were easier to
find programming and movies that matched [their] tastes and interests.’

Mobile operators are leaving money on the table as well. 47% of
consumers indicate that they ‘would be more likely to download ringtones,
music or other content if they were presented with choices based on [their]
particular tastes and preferences.’

Consumers See Value in Personalization for Social Networking

75% of consumers indicate that personalization would improve their
social networking experience by introducing them to other members who
share their tastes and interests.

Not surprisingly, participation in online social networking varies greatly
by age, with 69% of 18-24 year olds participating and just 8% of 50+ year
olds.

Types of Content to be Personalized Are Consistent with
2005 Findings

The types of content consumers want personalized are relatively
consistent with the 2005 survey findings, with books, music and movies
being the most popular categories.

Interest levels in different types of content vary by age group. The top
three content areas for which younger respondents are most interested in
receiving personalized recommendations are music, DVDs and books.
Among 50+ respondents, interest in personalized recommendations of books
is of the greatest interest followed by travel and TV/movies.

Consumers Are More Willing to Pay Attention to Personalized
Advertising

More than a third of all respondents said they would be more willing to pay
attention to advertising if it was personalized based on personal tastes
and interests.
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A large majority of consumers are interested in personalized advertising
distributed through their television or online, but fewer want personalized
ads via their cell phones.

Interest in Music Personalization Remains High Overall

And it continues to reflect an age bias, with younger consumers indicating
greater interest than older ones.

Music retailers are leaving money on the table by not helping
consumers find music that matches their preferences. 28% of
respondents claimed that they would have bought more music if they had
been able to find more that they liked.

Movie Retailers Can Also Boost Revenue through Personalization

Movie retailers are leaving money on the table as well, with 34% of
consumers agreeing that the last time they went movie shopping they would
have bought more DVDs/videos if they had found more that they liked.

Renting or buying DVDs/videos at a local store remains the most
popular source for movies outside of a movie theater.

Detailed information concerning these and other findings is located in the
following sections of this document.
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Interest in Personalization

Interest in personalization continues to be strong with more
consumers willing to trade privacy for personalized content.

Overall, the survey found that 79% of consumers are interested in receiving
personalized content, which is consistent with previous years’ findings.

Percent of Consumers Interested in
Personalized Content by Age
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Also consistent with the 2005 study is the percentage of consumers concerned
that their personal data might not be secure with personalization. In 2006, 62% of
respondents overall indicated that they were concerned that their personal data
might not be secure vs. 63% in 2005.

It is interesting to note that even though concerns about the security of online
data remain high, more consumers are willing to divulge demographic data and
allow Web sites to observe purchase and click behavior in exchange for a
personally relevant experience. In 2006, 57% are willing to provide personal
demographic information in exchange for personalized content vs. 46% in 2005
(a 24% increase). And 34% more consumers are willing to allow Web sites to
track their clicks and purchases (43% in 2006 vs. 32% in 2005).

Also interesting is the fact that in both cases, the numbers for 2006 were roughly
equivalent to the results found two years ago in the 2004 survey. We believe that
the lower results from 2005 reflected the public’s temporary concern over high-
profile security problems which were reported within just days of fielding the
survey. As time passed and consumers continued to experience the problem of
‘superabundance’ of content, their willingness to trade off some measure of
privacy in exchange for relevance and convenience appears to be returning.
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Percent of Consumers Willing to Provide Demographic Data in
Exchange for Personalized Content
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Percent of Consumers Willing to Allow Web Sites to Track
Clicks and Purchases in Exchange for Personalized Content
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Overall, the number of consumers willing to provide preference information in
exchange for personalized content is relatively consistent year over year (63% in
2006 vs. 59% in 2005).
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Percent of Consumers Willing to Provide Preference
Information in Exchange for Personalized Content
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Consumers continue to be willing to spend time answering
questions about themselves in exchange for personalized content.

The survey found 58% of consumers would spend at least 2 minutes answering
questions about themselves and their interests in order to receive personalized
content, vs. 60% in 2005.

How Much Time Are You Willing to Spend
Answering Questions About Your Tastes and Interests
in Exchange for Personalized Content?
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As was the case in 2005, the responses to this question are divided along gender
lines. In general, women are more likely to spend time answering questions
about their tastes and interests than men.
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Personalization on TV and Mobile Screens

As consumer frustration with the never-ending tidal wave of digital
content grows, interest in personalization spreads beyond the
desktop to other consumer devices, such as TVs and mobile
phones.

In 2006, new survey questions were added to determine consumers’ interest in
personalization on devices and outlets outside of their computer desktops.
Overall, consumers do appear to be as overwhelmed with the content on their
TVs and mobile devices as they are with the content on their computers, and are
interested in personalization as a way to cut through the clutter in their lives.

The survey finds 45% of consumers dissatisfied with their onscreen TV
programming guide because it takes too long to sort through it to find
programming of interest.

And, 47% of consumers want a personalized TV program guide to help them find
shows and movies that match their individual preferences. Interest in a
personalized guide varies significantly by age, with 62% of 18-24 year olds
indicating interest and 37% of 50+ year olds.

Percent of Consumers Who Want a Personalized
On-Screen TV Program Guide
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Interest also varies by gender, with 50% of women indicating that they would like
a personalized guide and only 42% of men expressing interest.

TV and mobile operators are missing significant retail opportunities
by not making it easier for consumers to find content to buy.

The survey finds both mobile and TV operators leaving money on the table as
many consumers find it difficult to sort through the wide variety of available
content, products and services to find what interests them.
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Of the consumers who use VOD and PPV services, more than one third — 36% —
indicate that they would ‘watch more VOD/PPV if it were easier to find
programming and movies that matched [their] tastes and interests.’

For consumers who download and access Internet content via their phones, a full
47% indicate that they ‘would be more likely to download ringtones, music or
other content if they were presented with choices based on [their] particular
tastes and preferences.’ It is interesting to note that this number climbs to 63%
for the 18-24 year old demographic, which is likely the primary target for this type
of merchandise.

Social Networking and Personalization

Consumers recognize the value of personalization as a means to
finding other members in their networks who share their tastes and
interests.

75% of consumers believe that personalization would improve their social
networking experience by introducing them to other members with similar
interests and preferences.

Usefulness of Social Networks Introducing You to Members
Who Share Your Tastes and Interests
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Not surprisingly, participation in online social networking varies greatly by age,
with 69% of 18-24 year olds participating and just 8% of 50+ year olds.

Percent of Consumers Participating in Social Networks
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Types of Content to be Personalized

Overall, the types of content consumers want personalized are
generally consistent with the 2005 survey findings.

Books and music continue to be the most frequently requested content
categories for personalization.

What Types of Content Would You Like Personalized?
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Content categories for which interest declined significantly include Web search
results, which declined from 22% in 2005 to 9% in 2006 and News, which
declined from 22% in 2005 to 11% in 2006.

Content categories which saw significant increases in the demand for
personalization include DVDs, which increased 33% from 2005.

Interest levels in different types of content vary by age.

The top three content areas for which younger respondents (18-24 year olds) are
most interested in receiving personalized recommendations are music (40%),
followed by DVDs (25%) and books (21%). Among older respondents,
particularly those in the 50+ category, interest in personalized recommendations
of books is of the greatest interest (31%), followed by travel (17%), and
TV/movies (14%).

What Types of Content Would You Like Personalized?
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Personalized Advertising

Personalized, one-to-one advertising via TV and the Internet will win
consumer mindshare.

This year’s survey includes new questions on personalization as it relates to
targeted advertising. More specifically, the survey asks a series of questions to
determine if consumers would pay more attention to ads if they were
personalized based on the consumer’s individual preferences. The survey also
asks respondents how useful it would be to receive personalized advertising via
a variety of different media or electronic devices.
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Overall, 38% of all respondents said they would be more willing to pay attention
to advertising if it was personalized based on personal tastes and interests.
Interesting, though not surprising, is the fact that the percentages vary by age,
with younger consumers more interested in personalized advertising than older
ones.

Percent of Consumers More Willing to
Pay Attention to Ads if They're Personalized
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When broken down by advertising medium, the results show a large majority of
consumers interested in personalized advertising distributed through their
television or online, but much fewer interested in receiving personalized ads via
their cell phones.

Percent of Consumers Interested in
Receiving Personalized Ads Via ...

24%
20%

109

Television Intemet Mobile Phone

The low mobile numbers might reflect the fact that accessing content and
merchandising through mobile phones and other WAP devices is still an
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emerging business in the U.S. and many consumers are not yet familiar or
comfortable with it. In fact, according to the survey, only 21% of U.S. consumers
who own a mobile phone ever use it to access the Internet or download content.

Music Personalization and Purchasing

Interest in music personalization remains high overall and continues to reflect an
age bias, with younger consumers indicating greater interest than older ones.

Percent of Consumers Interested in
Music Personalization by Age
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A large number of consumers are already buying music online. 53% of
respondents indicated that they had purchased at least some of their music
online over the past six months, up from 45% in 2005.

When asked how they intend to buy music over the next six months, an even
larger number—63%—indicated that they will buy at least some online.

While more consumers are buying music online in 2006, the amount they spend
has decreased from the 2005 report. In 2006, slightly more than 30% of
consumers who bought music online spent at least $16 per month on music vs.
nearly 40% in 2005.
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Amount Spent Buying Music Online in a Typical Month

53%

02005
25% W 2008

20% 1 606 17%

1096

%0 $1-15 $16-30 $31-45 More than $45

Music retailers can drive revenue by helping consumers find more
music they’ll like.

Music retailers are leaving money on the table by not helping consumers find
music that matches their preferences. When asked to consider their most recent
music purchase, 28% of respondents claimed that they would have bought more
music if they had been able to find more that they liked.

Movie Buying and Renting

Movie retailers are leaving money on the table as well, with 34% of consumers
agreeing that the last time they went movie shopping they would have bought
more DVDs/videos if they had found more that they liked. Among 18-24 year
olds, the number was even higher at 46%.

Renting or buying DVDs/videos at a local store remains the most
popular source for movies outside of a movie theater.

When asked ‘Where do you go to get movies to watch outside of a movie
theater?’ 56% responded that they rent or buy movies at a local store, 36% buy
DVDs online, 25% rent DVDs from an Internet DVD rental service (e.g., Netflix,
Blockbuster Online) while 20% watch Pay-per-view or Video-on-demand.
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Where Consumers Get Movies to Watch

Outside of a Movie Theater
T0%
B0%% 57% e
50%
43%
i 3% [ 2005
090 W 2006
3% 250k
20% 2% oo,
20090 | 18% 17%
109
0%
Rent Buy Rent Buy ‘Watch Pay- TiVo Only watch
DVDsfvideos DVDsfvideos DWDshideos DVDsiideos Par-View or maovies in a
onlina (a.g., onlina at a stora at a stors Video on theater
Metflix) Darmand

About ChoiceStream, Inc.

ChoiceStream is the premier personalization solution provider for the world’'s
largest entertainment, e-retail, TV and mobile brands, including AOL, Yahoo!,
DirecTV and Overstock.com. In today’s marketplace of ‘superabundance,
ChoiceStream’s RealRelevance®™ Platform restores control to consumers by
delivering personally relevant choices when and where they want it
ChoiceStream’s RealRelevance Platform accurately presents consumers with
their favorite music, movies, news, sports, and products wherever they are:
online, using a mobile device, or watching television. For consumers,
ChoiceStream’s technology delivers on the promise of instant gratification. For
content providers, ChoiceStream’s solution produces measurable business
results and a powerful approach to building lifetime customer loyalty. For more
information, please visit our Web site at www.choicestream.com.



	2006 ChoiceStream Personalization Survey
	Consumer Trends and Perceptions
	Survey Overview and Respondent Profile
	Key Findings
	Interest in Personalization Remains Strong
	Interest Spreads beyond the Desktop to TV and Mobile Screens
	Consumers See Value in Personalization for Social Networking 
	Types of Content to be Personalized Are Consistent with 2005 Findings
	Consumers Are More Willing to Pay Attention to Personalized Advertising
	Interest in Music Personalization Remains High Overall 
	Movie Retailers Can Also Boost Revenue through Personalization

	 Interest in Personalization
	Interest in personalization continues to be strong with more consumers willing to trade privacy for personalized content.
	Consumers continue to be willing to spend time answering questions about themselves in exchange for personalized content.

	Personalization on TV and Mobile Screens
	As consumer frustration with the never-ending tidal wave of digital content grows, interest in personalization spreads beyond the desktop to other consumer devices, such as TVs and mobile phones.
	TV and mobile operators are missing significant retail opportunities by not making it easier for consumers to find content to buy.

	Social Networking and Personalization
	Consumers recognize the value of personalization as a means to finding other members in their networks who share their tastes and interests.

	Types of Content to be Personalized 
	Overall, the types of content consumers want personalized are generally consistent with the 2005 survey findings.
	Interest levels in different types of content vary by age.

	Personalized Advertising 
	Music Personalization and Purchasing
	Music retailers can drive revenue by helping consumers find more music they’ll like.

	Movie Buying and Renting
	Renting or buying DVDs/videos at a local store remains the most popular source for movies outside of a movie theater.

	About ChoiceStream, Inc.



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken voor kwaliteitsafdrukken op desktopprinters en proofers. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents for quality printing on desktop printers and proofers.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /NoConversion
      /DestinationProfileName ()
      /DestinationProfileSelector /NA
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


