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http://allthingsd.com/20130210/study-online-media-pays-off-for-consumers-more-than-offline/

13/02/11 @A VSA VAT A TDEINTITISA VAT« T LY EEEICMIEZ R

EXHIBIT 1 | U.S. Consumers Receive Significant Surplus from Both Online and Offline Media
r
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Sources: BCG ULS. Media Consumer Survey (Movember 2012); BOG analysis.

EXHIBIT 2 | Consumers Perceive Widely Varying Surplus by Category of Online and Offline Media

Annual consumer surplus
e USE per connected consymer in the LLS,
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Sources: BCG LLS, Media Consumer Sunvey (November 2012); BCG analysis.
Mote: Due to rounding, categories above total 3968 (online) and 5903 (offline} rather than the tree values of $567 and 3904,
*Exarmples of UGL are YouTube and Wikipedia,
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EXHIBIT 3 | Consumers Are Using More—and More Types of—Devices
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Sources: BCG U5 Media Consumer Survey (Mowernber 2012); BCG analysis.
Note: Due to rounding, percentages do not always total 100,
Distribution of devices owned, broken down by device type (8.g., 34% of people who own two devices own a desktop).

EXHIBIT 5 | Adding More Devices Leads to Higher Perceived Value of Media
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Sources: BCG LS. Media Consumer Sunvey (Movember 2012); BCG analysis.

3/4



13/02/11 @A VSA VAT A TDEINTITISA VAT« T LY EEEICMIEZ R

EXHIBIT 4 | Consumers Manage Their Media Consumption Across a Proliferating Set of Devices
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Sources: BCG U.5. Media Consumer Survey (November 2012); BCG analysis,
Mote: Due to rounding, percentages do not always total 100.
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