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Methodology

Broad Online Survey
24-country exploration of usage and attitudes to
social media amongst millennials (n=11,300) OB
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Social Media Diaries Esxw--
90 social media users kept a 1-week diary of
their social media use as it related to TV
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Online Community Egge. Observational Social Timeline E=sm—
Participants (recruited in social media We friended/followed all participants on
friendship pairs/triads) commented on + their Facebook/Twitter accounts to

eachot her 6s posts, f ost e obsenvgthe social media habits
collaborative environment

Deep-Dive Online Survey L= O
5-country comprehensive online survey (n=5,240) to better understand social media
behavior, attitudes, and impact when it comes to TV and gaming
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The Lay of the Social Media Land
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Social media is a huge activity globally

(%

Of Millennials across the world
have a social media account

The Next Normal: 24 country VIMN survey of millenials aged 13-30; n=11,300
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Social media has a positive effect on the

{20AFf YSRAIF AYLI OGa Ay
Relationships with friencs | 75

Your social lifc G 7
Way you think about the World__ 54%
Relationships with sibling_ 47%
Work / professional Iife__ 44%

Your education I /4%

Your political involvement— 39%

The Next Normal: 24 country VIMN survey of millenials aged 13-30; n=11,300
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Unsurprisingly, Facebook continues to

dominate social media usage

In some countries, local
social networks play a
strong role:

Vkontakte 92%
Facebook 61%

Facebook 86%
Tuenti 60%

Facebook 95%
Orkut 70%

“ Il i

The Next Normal: 24 country VIMN survey of millenials aged 13-30; n=11,300

7 VIaCOM


/wikipedia/en/f/f3/Flag_of_Russia.svg
/wikipedia/en/f/f3/Flag_of_Russia.svg
/wikipedia/en/9/9a/Flag_of_Spain.svg
/wikipedia/en/9/9a/Flag_of_Spain.svg
/wikipedia/en/0/05/Flag_of_Brazil.svg
/wikipedia/en/0/05/Flag_of_Brazil.svg

However, there are some signs of US teens

falling out of love with Facebook

Most important social network (% of
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Source: Piper Jaffray & Co : Taking Stock with Teens Spring 2013; survey amongst 5200 US students average age 16
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When it comes to TV-related activities on

The Next Normal: 24 country VIMN survey of millenials aged 13-30; n=11,300
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Brazil embraces TV-related activities on

soclal media; Germany engages to a lesser

Average frequency of TV-related SM activities (weekly+)

< >
High Low
Engagement Engagement

nSometi mes |\
the contentd when it's not
for other friends or if | want

: : just a few friends to see it.
Germany behaviors and attitudes towards TV-related That way other social

social media activities tend to ,be gonseryatlve and media friends can't see it
more oOop@assive and feeldsbikle

\ I Petra, 26, Germany /

Q19.How often do you do the following TV-related activities on social media? Base: Total- US (n=1,134), UK (n=1,013), Germany (n=1,052), Russia (n=994), Brazil (n=1,046)
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On average, viewers engage in 10 TV-related

activities on social media a week

Weekly TV Show/Channel Activities on Social Media Sites*
(Global Averages shown; specific activities listed in white)

Interacting

Searching  sharing  Watching
560/, 0 0 Fun/Freebies

Friends, Fans

View comments Show info

Show schedules FOSt Fulleps Free stuff

Recommend Clips Quizzes

Links/lmages/| Trailers Competitions
Clips Games

Q19.How often do you do the following TV-related activities on social media?
Base: Total- US (n=1,134), UK (n=1,013), Germany (n=1,052), Russia (n=994), Brazil (n=1,046)
*Percentage represents amount of users who do at least one of the activity types on at least a weekly basis
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Kids are also engaging in a variety of TV-

related activities on social media

Weekly TV Show/Channel Activities on Social Media Sites*
(Global Averages shown; specific activities listed in white)

Interacting :
Sharing :
5204 Searching

45% 4300 W%tég}ng Fun/Freebies
Friends, Fans 0 29%
View Post Show info

comments Recommend  show Fulleps Free stuff

Links/Images/  schedules Clips Quizzes
Clips Trailers

Competitions
Games

KQ30. How often do you do the things below on social media? Base: Total (US=107) (BR=110) (UK=105) (GE=107) (RU=108)
*Percentage represents amount of users who do at least one of the activity types on at least a weekly basis
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Motivations of TV-related Social

e
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Three distinct motivations emerge for TV-
related SM use

¢ FUNCTIONAL

ARnSoci al medi a keeps you informed about
whatmaybe worth watching. o
- Marwa, 17, UK

3 Types based on Factor Analysis. Data shown is for TV show motivations; TV channel motivations showed the same pattern.

Q26Whichof t he following —are the reasons you use social media for TV show re'ﬁlﬁfﬁm
14



Functional Motivations <

Use SM for TV-related
activities t

B A Stay up-to-date on the latest
news 45%

Meet Guy Code's sister! Girl Code premieres April 23 at

10:30/9:30c on MTV. Sneak peek the code makers and breakers A Kn ow When Sh OWS are com | ng

here: http://on.mtv.com/YdE30a

back on 44%

A Get exclusive info 37%

d : :
“| follow TV chagne:f:r:‘d A Watch exclusive video 36%
on Face 00 :
"5\"\1,\(/)'\}(,:; \argely becauser:t A Get clues about
helps remind me whe next 36%

a new show | want to s€€

. - be on.”
@ isgoing E_O\\/\'\ke 5. U.S., 35+
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APosting on soci al
what you like with others makes you feel

Use SMforTV-r el at ed act]like youbdrane. pume.thing. fo
1 Jesse R, U.S., 18-24
A Share taste / recommend

shows to friends 34%

Anteracting with public, stars,
charactersé makes
special and makes me look forward
t o it e motedhan justtad\h
s h o vegerybody comes together
to watch and talk abouti t € mu c

nicer than watching normal TV."
T Oakley, 14, UK

A Connect withd©é
U Friends/Family 36%

U TV show 28%

u Fans 28%

U Actors 20%

U Characters 20%

Al post stuff [ onlwvsaptc i

other peopleto knowwholamand what
i Miriam B., U.S., 18-24
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&in%PlayGamesé

ing games 25%
ATaking quizzes/polls 24%

Rewar ds é
A Getting free stuff 25%
A Entering competitions 23%

17

Shake It Up
October 22 %%

Congratulations again to D)'s Mix, the winner of this year's
Make Your Mark: Shake It Up Dance Off! Keep an eye out
for them in an upcoming episode of Shake It Up!

Watch this video from DJ)'s Mix: http://di.sn/fcdl

Like - Comment - Share

5 513 people like this.

L) View previous comments

Abigail Dixon | voted for them 2 win !l
16 hours ago via mobile - Like

Abigail Dixon Sorry the other Crile but dj mix was cool
16 hours ago via mobile - Like

‘ ‘Write a comment...

ViaCOM



eThe functi onal motil v a
than the social ones

Why do you use social media for TV activities?
(Global Average shown)

42%
To connect wit(r)l 58%

other people To get TV content

& info
—

More Functional
(63% vs. 57%
other countries)*

*Average of the shown countries versus average of remaining/other non-flagged countries

Q30. Which statement best describes why you primarily use social media for TV-related activities? Select one. Base: Total- US (n=1,134), UK (n=1,013),
Germany (n=1,052), Russia (n=994), Brazil (n=1,046)
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Kids are also driven by the same
motivations with functional the strongest

Top 5 motivations for using social media for F¥ated
activities:

1. Connect with friends/family: 49%
2. Get Info about show characters: 49%
3. Know when shows are coming back on: 48%

4. Get clues about what will happen next: 47%

5. Play games: 44%

KQ35. Why do you use social media to do things that have to do with TV shows or channels? Do you use social media to...? Base: Total (US=107) (BR=110) (UK=105) (GE=107) (RU=108)
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Users nli keo to get mo
as for social reasons

wSFaz2ya F2NI EA{AYy3T ¢+ &aK?2

More show info  ps 40%
Let others know you enjoy it g ———— 300,
See conversation about it s ———————— 250/
Encourage others to waiCh s —— 3110/
Get schedule info e 31%
Find out what will happen next  pssn 2994
Easy access to this show g 28%
Exclusive info  pmns 279
Encourage ot her ! ma . 23%
Get the show to contact you s 21%
OTIVATION KEY,
Enter contests S 13% %unctional

. ] ommunal
Fill out your profile/feed p——— 18% 5t E-ld ¢
Don't have to visit the show's site g 18%

*Sum of all mentioned Likes at Q31 for: shows, channels, actors/actresses, characters o R o L R
voH® tfSlaS tAad dzZlJ 42 FALDS ¢+ aKz2ga e2dz OdzZNNBy Ut e reétlhah §sBaws [Hedse énteGtdge2zhatyou arsS nffost adiive dith brésockalyfired
vood 2KF{G FINB GKS YIAYy NBlFLazya ¢gKe &2dz atA1S¢ Yy oLb{ abBl!dm{S? v dE wh ay 1OALDK{ ¢ Sef 9S-Ooli . 1hf - €
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Users Afoll owo to get

view conversation around the show

21

wSI az2ya FT2N aRofALdSINKE &aK26a
] 359
e 3399
. 32%
e 3190
e 319
e 319
T 299
e 27%
e 26%
e 249
I 23% OTIVATION KEY
unctional
I 0 3% %"mmma‘
T 229%

Find out what will happen next

See conversation about it

Get schedule info

Let others know you enjoy it

Learn more about it

Exclusive info

Easy access to this show
Encourage others to watch
Encourage ot hers

Get the show to reach out to you

Fill out your profile/feed

Enter contests At f-fuld é

Don't have to visit the show's site

*Sum of all mentioned Follows at Q41 for: shows, channels, actors/actresses, characters, directors/producers/etc.

vond tfSFrasS fAad dzZd G2 FALS ¢+ aK26a& e€2dz OdzNNBy (i f & oréthad 6 shaws pleae gntet thoselydu e the riogt AcBvvith.y £ & 2 v ¢
vimd 2KFG FNB GKS YIAYy NBlFaz2ya &2dz a¥F2tt26¢ QYyw oLb{9wCahB{29dz BWHaXOKwW{ ¢ &SY¢ ¢2K! LI,
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There is a high expectation for the functional
after nAli kingo or nf ol

EilAMost Important Things to Receive After Liking/Following

Global averages for top 2 box ratings shown.
Q36 How important is it to you that you receive each of the following from a TV show/channel after you 'like' it on Fécebodk 8 SY W[ A1 SQ ¢+ aK2gak OKFyySta ¢!
Q44 How important is it to you that you receive each of the following from a TV show/channel after you 'followt i6dn G G SNK . I aSY WwWC2f{f26Q ¢+ AK25ak OKIl yy
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The main barriers to engaging in TV-related
activities are around personal preferences

Barriers to engaging in TV-related activities Global
Average
(Top 5 shown)

|t ds more of a per: 37%

- #lreason_> I donot want to revea 0
47% preferences 36%

350 —> It has spoilers 2599
Anything related to TV would seem out of place 24%

Thereds not enough content 20%

Q25. You mentioned you are not doing any TV related activity on the following social media websites/services. Whioliaitg $tatements best describe the reason why? Plea
select all that apply for each website/servi&ase: Facebook (n=644), YouTube (n=525), Twitter (n=570), Google+ (n=548), Instagram (n=474), Pinterest (n=480),58)mblr (n=
MySpace (n=456), Tagged (n=220), TheFancy (n=156), MeetMe (n=181), Bebo B#&ZHthose aware who don't use the site foW
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Viewers can Aunl i keo d
falling to meet their expectations

nuUnl |

36%
32%

30%
28%

27%

Global

27%
26%
21%

Q37. Have you ever done any of the following on Facebook before? Select all that apply. Base: FB Users

24

ke becauseeé

Di dndot nwemrec h a

Di dndot get any val
Show/channel clogged feed
Disagreed with show/channel post

Show was cancelled

Di dnbédat Hdrkef ansd po
To avoid spoilers

Di dnot want ot her s

voy®d® 2 K& RAR &2dz ddzyf A1S¢ | ¢+ &aK2g 2N OKIyySt oS¥F2NBRHOARUESDHG | £ GKFG | LILIK VIHC@‘I\?I‘



TV Viewing & Social Media
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Social medla IS a top source for new TV

= 54%
+
promos

O hd s
friends, family, WOM

SOCIA
-C e MEDIA
50% discover

shows through
social media

Initial Discovery Source

(

of New TV Shows

Top 4 shown; HAAIIl t

39%

WEBSITE

5

37%

channel / network

12 sources total were asked of respondents

*Average of other 4 countries
Q 48. How often do you discover new TV shows through each of the following sources?

Base: Total (n=1,134 US) (n=1,013 UK) (n=1053 GE) (n=1045 BR) (=994 RU)
26
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Amongst kids, social media iIs also an

Important source for new TV show discover

0 . .
o, 91% Initial Discovery Source
friends, family, WOM

of New TV Shows
9 ™V | 88%
——

(Top 4 shown; AA | ot
promos

SOCIA
e MEDIA 74%

WEBSITHS

69%

channel / network

12 sources total were asked of respondents

Q 47. How often do you find new TV shows from each of the things below? Base: Total (n=107 US) (n=105 UK) (n=107 GE) (n=110 BR) (n=108 RU)
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Social media leads to live TV viewing; and

36 Click-through

(web)

A usually access soual medla
because

53%

i ve Ynu showo
" og

orkut

Click-to

(live viewing /
¥ connected TV)

KOHTaKTe

show because

4 7%

(Global Average)

Q 56. When you watch live TV (that is, watch shows and other programs when they first air, not repeats, recorded programs,
DVDs, or downl oads) and access soci al medi a at the same time about that TV show, ae

28 ViaC



The show plays a key role in driving viewers

to soclial media

Drivers to using social media from live TV
(Top 6 prompts across countries shown)

Someone | was watching the

V)
show with 34%

Someone texted me 30%

Q58. Now, please think about the times when you access a social media website/service because of something you see on a live TV show. Who or what typically
prompts you to access a social media website/service while you are watching a live TV show?
Base: Usually accessing SM because of something they saw on live TV (n=343 US) (n=290 UK) (n=282 GE) (n=577 BR) (n=316 RU)
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eand the soci al medil a

show can drive live tune-in

Drivers of live tune-in from social media

someone commented about the show — 43%

someone posted a show video clip

someone "liked" the show

show promo

show post

someone recommended the show — 33%

Q 57. Who or what typically prompts you to tune into a live TV show on a social media website/service?
Base: Usually tuning in because of SM (n=343 US) (n=290 UK) (n=282 GE) (n=577 BR) (n=316 RU)

30
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The social media presence of a TV show

can also drive live tune-in for kids

Drivers of live tunein from social media

someone commented about the sho_ 41%

someone "liked" the show

show post

show promo

I—— 37%
34%

28%

someone recommended the showll 27%

someone posted a show video cl_ 22%

Q 57. Who or what typically prompts you to tune into a live TV show on a social media website/service?

Base: Usually tuning in because of SM (n=343 US) (n=290 UK) (n=282 GE) (n=577 BR) (n=316 RU)

31
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Posts & comments on social media can lead

to a flocking effect that inspires live tune-in

A flood of enthusiastic posts lead to increased hype
and othersodo desire to

)

/ﬁ Wactually go and meet up at a\
house...10 to 15 of us watching
Breaking Bad because of all of our
posts on Facebook...It's more of a
social watch than just dny $how.o

\ I Eddie P, U.S., 18-24

Q19. Howoften do you do the following Fxélated activities on sociahedia? Base: Total (Millennials n=573; Gen Xers n=561) /HQ4&ften do you discover new TV shows through each of the
following sources? Bas€otal (Millennial;n=573; Gen Xers n=561 Q56 When you watch live TV (that is, watch shows and other programs when they first air, not repeats, recorded programs, DV
or downloads) and access social media at the same time about that TV show, are you...? Base: Access TV show relatbftilleoniattn=398; Gen Xer£=368)
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/5% watch the show more after liking or

following

2 1 OK G(GKS akKzg Y2NFB
Live on TV I %,

Reruns I 37%

Youtube NN 37%
Recording NN 35%
Channel website NN 34%

On Demand NN 29%

Legal downloads (e.qg. iTune_ 24%

Vv Ho® 2KSy @22dz &GFNI dafAlAy3IéE 2N aF2ft2Ay3TE | ¢+ &K26T OKIyyStz OKFENIOGSNE F OG2NE LIN
does that typically affect how often you do each of the following related to watching the TV show? Base: Total (n=669)
33 VIaCOM



éand they al so engage

show/channel via various digital platforms

Social media page Website Download the app
41% 39% 27%

Q24. still thinking about when you start 'liking' or 'following' a TV show, channel, character, actor, producer, et@lomestaj howdoes that typically affect how often you do
each of the following other activiti®sBase: Follow/Like a TV show (US=609) (
34 VIaCOM



Almost half use social media with TV i and

43% do so related to the show

Use social media while watching TV

Use social media about the show being
watched
10%

All the time

Q53. How often do you access social media websites/services while watching live TV i that is, while watching shows and other programs when they first air (not repeats, recorded

programs, DVDs, or downloads)? Q54. And, how often do you access TV show related content or post/interact about a TV show on social media websites/services while watching that
very show live on TV i that is, while watching an episode of that very show when it first airs (not a repeat, recorded episode, DVD, or downloads)? Base: Total (n=1,134 US) (n=1,013

UK) (n=1053 GE) (n=1045 BR) (=994 RU)
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Social Gaming and TV
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On average, most people learn about the
TV-related game they play from 2 sources. - _

Most common sources:

1) Friends/Family (30%)

2) Social media (29%)

3) TV promo (23%)

4) Gaming site (22%)

5) TV show/channel site (21%)

invite on Facebook. | noticed it more and more when

my friends would post to their walls about things they

did inthe g a me é tnfadetme click to see what it was
\_ aboutand I lovedi ti.B@L., US., 18-24

~

(fi| originally got I nt afoedduX

No

Brazilians are the exception with
an average of over 3 sources

Q73. How did you first learn about this TV sh@lated social media game that you play most offéBase = Social Gamers (2402 UK) (n=378 GE) (n=509 BR) (n=5p8 RU VI a CO M
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