GPS: 37.44307 N, 122.17152 W
L0 Location: Shoe Stare
B /X 5 Store special on hoots, wedges
1 I =
F Friends nearhy: 3

“‘-« He:tmeeﬂ]y:ﬁ mlnutes .'

Travel time to office: 14 minutes 5§
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How Do We Work?

Interpret’s consulting offers clients methodological
breadth and category depth

= We are agnostic in terms of research methods with a breadth of experience across a
multitude of methodologies

= We have a breadth of experience working with clients from all areas of the industry
(manufacturers, distributors, retailers and advertisers)

= We value a customized, personal relationship with each client so that results are
strategic and actionable, specific to each unique client relationship
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Breadth of Methodological Expertise
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: ? New Media Measure's™ Methodology

(US & UK presently)

Robust Sample Con5|s.t <l Adaptive Data
Tracking
« Online sample of 13 Quarters of data « Survey is adjusted
9,000 respondents measured starting quarterly to account
per quarter with Q1 2007 for market dynamics,
« People 12-65 * Fields quarterly at the media changes, new
representative of the end of each calendar technology, and new
US/UK population quarter media devices
and weighted to the « Multi-wave data * Full or partial data
most current census combinations and sets are available via
information trending are available online analysis tools
 Fresh sample  Data can be analyzed,
collected each calibrated or re-based
quarter to ensure in online portal.
sample quality and
objectivity

*US Methodology shown above, sample and collection varies slightly for UK
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New Media Measure's™
Release Schedule (us & uk presently)

US Study: 9,000+ Respondents per quarter

L Release L Release L Release L Release
Fielding Window Fielding Window Fielding Window Fielding Window

Q4 Survey Q1 Survey Q2 Survey Q3 Survey

UK Study: 5,000+ Respondents per quarter

L Release L Release
Fielding Window Fielding Window

Q4 Survey Q2 Survey

*US Methodology shown above, sample and collection varies slightly for UK

= media- 2 (B
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New Media Measure™ captures consumer behavior and attitudes across traditional
and emerging media. In addition, subscribers have access to demographics,
product consumption, retail behavior, and psychographics. These data can be

crossed allowing for in-depth analyses across varying business metrics. Data is
available in both the US and UK markets.

Measure and analyze data across DB ] LT Product
numerous media and product Consumption
categories Social Media
X Digital
~ Entertainment
_ . Video
Identify unique segments and target Gaming
audiences
[ | Mobile
: : : Traditional
Determine trends in consumption and ral\n;:i):a /H hold
A ouseho

forecast media interests

Consumption Technologies

Psychographics
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In-Depth Coverage of New Media
Vehicles

Entertainment e DVDs, ‘Blu.-ray discs, home-theater, c!igital !iving room, online service
e n/ subscriptions, handheld devices: this section covers them all,
onsumptio providing a robust picture of consumer technology trends and
L Household Technology market opportunities.
; : * This section profiles social network users, with particular emphasis
Social Networking/ Phig sgetian protiles gocigl k sens, with particyl hasi
b on cross-media consumption and emerging trends to help brands
Web 2.0 and business leaders navigate this dynamic space.

e Streaming and downloading of video and music is now

commonplace. Here, the differences between these behaviors are
. thoroughly explored, in order to identify viewers’ preferred digital
Entertainment features, their reasons for owning and renting digital files, and
other pertinent behaviors.

Digital Home

e An examination of cell phone users’ motivations for choosing their
current provider and device. Breakout of smartphone, multimedia
and basic phone users’ feature and mobile web usage. Both
advanced and casual mobile behaviors are tracked.

* From title ownership to casual game play, this section focuses on
Video Games gaming behaviors and ownership. Recent additions in this section
focus on online access and the changing gaming marketplace.

= media- c (B
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_ % Measuring Audience Reach Across Digital
\ Media and New Technology Platforms

Many in industry currently use disparate Multi-Source Data

Your
Brand

EARM
JILLE
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Measuring Audience Reach Across Digital
Media and New Technology Platforms

New Media Measure™ Single-Source Data
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smedia= i
2 measure terface

peared by Lake 3 Media

| New Media Measure

Home

| Applications Open All | Clase All Search = | | Open All | Close 4
. 1

Crosstab

Admin Tools

New Media Measure™
terface allows for instant
access to the database
through any browser on any
computer with an Internet
connection. The portal is
capable of in-depth
crosstabs as well as more
advanced Z-Axis analyses.

= media
= measure

Product Selection ( N8

New Media Measure™

Zmedia= i
2 measire Interpretations

The Transmedia Embrace

New Media Measure™
terpretations are monthly
syndicated research from
Interpret’s category experts,
providing in-depth analyses
on trends and market
information in Digital
Media, Mobile and Video
Games

Reporting

Media Consumption Psychographics

New Media Measure™
trend reports are robust
qguarterly data reports
focusing on 5 fast-evolving
and converging categories
of new media consumption:
Household Tech, Mobile,
Video Games, Social Media,
and Digital Entertainment.




@ What's New!

e Simplified User Interface

interface -vuwaeanas:

e In-system graphing and tables

AN

* Best aspects of Panels and Intercept testing in one place
e Non-Intrusive ad tracking via cookies

@& I I me ¢ 750,000 panelists

Weal-Time Media Evaluatiop

e Awareness, Experiences, Interest and Intention

3 D e Theatrical films, movie and TV consumption at home, cable and
premium participation, game systems owned, types of televisions
owned including specifications, home entertainment devices

Entertainment Study * 1,400+ Respondents, 3 Wave Trending )
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e Who Do We Work For?

Advertising/Media Planning Digital Media Mobile
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| % - Where Have I Heard Your Name Before?

(Click on any article image for full article)

VARIETY _ ——
e e e UL Y v

iy ey | Sevews | Bu | AgemDVD | Someney Geee | S DVD

Auds open to 3D TV

Consumers surveyed prefer the format

What Hulu Plus means to Netflix on ,-‘:.';" tonng teres
demand
(fam)

i Tmesw POWER TOOLS & .
SocialTimes  £OR FACEBOOK & GAamEDAILY

Consoles - Games Downloads Videos Scieens Cheals Reviews Proviews Fealures
HOME = SOCIAL GAMES = MARKETING VIRTUAL GOODS  WEB VIDEQ  JOBS
wars of Digital Disrupting Retall Unfounded,” says Interpret

o Fears of Digital Disrupting Retail GAMERS ¥
Study: Free Still Favorite Price for Mobile Apps Unfounded, says lnterpret
20, 2010 | By: ¥ =il

o 0 interpret
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http://content.usatoday.com/communities/technologylive/post/2010/06/what-hulu-plus-means-to-netflix-on-demand/1�
http://www.variety.com/article/VR1118024289.html?categoryid=3764&cs=1�
http://www.gamedaily.com/articles/news/fears-of-digital-disrupting-retail-unfounded-says-interpret/�
http://www.socialtimes.com/2010/07/study-free-still-favorite-price-for-mobile-apps/�
http://www.homemediamagazine.com/video-games/report-digital-distribution-not-affecting-game-industry-20657�

Yuni Hong Alex Place

Account Executive Account Executive
22 W. 23rd Street, 5th Floor 227 Broadway, Suite 300
New York, NY 10010 Santa Monica, CA 90401
yuni.hong@interpretllc.com alexandra.place@interpretllc.com
P: 646-205-4869 p: 310-255-0590 ext. 346
www.interpretllc.com www.interpretllc.com
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