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Study objectives

To compare and trend media usage patterns across
cross -sections of the population:

To show the purchasing behavior of social media users
To gauge the level of relevance and passion among different types of media

To probe how users feel aboutt e ¢ h n o | ptaceyndtiseir lives and understand their
other social and political concerns
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Methodology

Samples: Two data samples collected,
compared in 02.2011

U.S. Total Online Population: survey fielded on Nielsen Online panel

BlogHer Network sample: survey fielded across 2,500 blogs & 25MM+ audience

Age: Men & women 18 -76, with segmentation for
Millenials (18-27) / Gen X (28-45) /| Boomers (46-64) / Seniors (65-76)

Sample Size (n)
US Online: N=1,254 women and 517 men (1,771)
BlogHer: N= 2,763 women and 98 men (2,861)
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Core findings & summary

Blogs and Facebook have joined the ranks of mainstream
media, showing continued modest growth.

Everyone is an early adopter , thanks to mobile devices

Adoption rates of new services and tools are high, but volatile

Blog recommendations lead to good product experience

Positive experiences translates into trust
Familiar bloggers rule, and are even more engaging than celebrities

Technology & media  are good things.
But passion doesnod6t al ways foll ow usage

We use different media for different purposes
We consume some media regularly without really loving it

Economic concerns  are still paramount

Interestingly: BlogHers report substantially less unemployment,
and substantially more self-employment
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everyone is an early adopter



More than Three Quarters (78%)

of the online population are frequent social media users

164 million:  Total U.S. Adult Online Population
87 million:  Women online 18 -76

128 million:*  Total U.S. Social Media Users

69 million:  Women using Social Media Weekly +
80 million:  Women using Social Media Monthly +

55 million:  Women reading blogs Monthly +

Source: Social Media Matters 2011, BlogHer Inc., Nielsen US Total Online Population sample, N = 1,771, 8)B1 H
Weekly or more Social Media Activity; Total online raw numbers based on Nielsen Online @Plan I~ Og er
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Blog usage continues to rise

at the same rate as social networking

Blogs Social Networks

[200MM]

JAN 2010 / JAN 2011 JAN 2010 / JAN 2011

Sour ce: comScore Media Metri x, Jan 610, Jan 0611; uns [ i tors |
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The changing face of

Watch TV Offline

Use Facebook _

Listen To Radio Offline _ 82
Read Print Newspaper _52 61

Read Online News ‘55 76
vouTube DY
Smart Phone Mobile & Apps ‘42 57

Read Blogs | 94
Social Media Games* r21 39 ) )
Message Boards -31 41 0 TOTAL U.S. ONLINE POP

P —— 0 siconceonun

Source: 2011 Social Media Matters: U.S. Total Online Population Sample vs. BlogHer Network sample \O’)Bl H
*Social Media Games (e.g. Farmville); Nielsen US Total Online N = 1,771; BlogHer sample N = 2,881 I~ Og er
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The general population:

Online media continues to grow steadily

Use Facebook %8}‘1) [100%]

2010
You Tube 5011

2010
Read Blogs 5

Social Media Games* %8}‘13

Watch TV / Media Online %8}‘1)

: 2010
Online Message Boards 5

Twitter %8}(1’

) 2010 15 o TOTAL U.S. ONLINE POP
Smart Phone Mobile & Apps 5011 h 42

Source: 2011 Social Media Matters: U.S. Total Online Population Sample (o)
*Social Media Games (e.g. Farmville); Nielsen US Total Online N = 1,771 in 2011, 2010, N = 1,752 beBlogHer
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BlogHer audience as early adopters:

More volatility in usage patterns

Use Facebook 2571 [100%]

2010
You Tube 5011

2010
Read Blogs 5

Watch TV/media Online 3319

. 2010
Twitter 5011

Message Boards %8}?

Smart Phone Mobile & Apps %8}?

. ®
Social Media Games* 501 01 { BLOGHER SAMPLE }

Source: 2011 Social Media Matters: U.S. Total Online Population Sample vs. BlogHer Network sample 8)Bl H r
*Social Media Games (e.g. Farmville); Nielsen US Total Online N = 1,771 BlogHer sample N =2,881 I~ Og €
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What weodor e Ewgoneis am garly adopter

Women have an ever increasing appetite for media. Despite
few declines in usage, we have made time for new choices.
Mobile is driving early adoption & rapid abandonment.

@ BLOGHER SAMPLE
o TOTAL U.S. ONLINE POP

q¢ 8¢

LOCATION MOBILE SMART PHONE
APPS GAMING & APPS ONLINE COUPONS

Source: 2011 Social Media Matters: U.S. Total Online Population Sample vs. BlogHer Network sample Nielsen US Total O)Bl H
Online N = 1,254; BlogHer sample N =2,881; *Location Apps reflect Men and Women in General Population \J, Og er
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blog recommendations help



Women trust information & advice from familiar bloggers

NnHow often do you trust the I nf
you get from Bl ogs you are f a

OF ACTIVE
88% BLOG READERS

47% 97%

BOTTOM 3 BOX: TOP 3 BOX:
SELDOM/NEVER ALL THE TIME/
FREQUENTLY/
o) SOMETIMES
53% o
TOP 3 BOX: 3 /0
ALL THE TIME/
FREQUENTLY/

BOTTOM 3 BOX:

SOMETIMES SELDOM/NEVER

|:° TOTAL U.S. ONLINE POP i| |:® BLOGHER SAMPLE :|

Source: 2011 Social Media Matters: U.S. Total Online Population Sample vs. BlogHer Network sample (o)
Nielsen US Total Online N = 1,254 BlogHer sample N =1,995 Ix)BlogHer
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Over half of U.S. women blog readers have

purchased a product based on a blog recommendation

NHave you ever made a purcha
recommendation from a bl o

53% OF ACTIVE

BLOG READERS

24% 80%

YES YES
76% 20%
NO NO

{o TOTAL U.S. ONLINE POP j| |:® BLOGHER SAMPLE i|

Source: 2011 Social Media Matters: U.S. Total Online Population Sample vs. BlogHer Network sample (o)
Nielsen US Total Online N = 1,254 BlogHer sample N =1,991 Ix)BlogHer
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General population: Positive past experiences build trust

AWhy do you trust the adyv
recommendations from Bl og

“l was satisfied with the results
of past product purchases based
on blog recommendations”

|:° TOTAL U.S. ONLINE POP i|

“l feel | know the blog writer like
a friend”

“The blogger | follow has
similar opinions”

“I've been reading the blogger
| follow for a long time and we
have similar taste”

“l know more about my favorite
blogger than random friends
on facebook”

Source: 2011 Social Media Matters: U.S. Total Online Population Sample (o)
Nielsen US Total Online N =1,254 72> BlogHer

© 2011 Social Media Matters Social Study by BlogHer, Inc. Co-sponsored by Ketchum,



General population readers turn to bloggers re: media & tech

Top 3 Box (All the time/Frequently/Sometimes)
Turning to blogs for reviews and recommendations

|:° TOTAL U.S. ONLINE POP :|

B CONSUMER ELECTRONICS

COMPUTER
= HARDWARE/SOFTWARE

MOVIES

TELEVISION

]
A CLOTHING/SHOES
-

Source: 2011 Social Media Matters: U.S. Total Online Population Sample (o)
Nielsen US Total Online N = 1771; Top 5 out of 17 product categories Ix)BlogHer
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Blogs and Internet search are the primary influence

for BlogHer community purchasing decisions

How influential are the following resources when it comes to providing information for
helping with a purchase decision?

internet Search | 38 [100%]
Blogs | 75
Company Website [N 66
User Generated Reviews [ 58

Social Networks [N 55

Print Magazines [ 46
Message Boards [ 40 Top 2 Box:

Television _ 3 6 All The Time/Frequently

Print Newspaper [N 20 { @ BLOGHER SANPLE }

Source: 2011 Social Media Matters: BlogHer sample, N = 1,980
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BlogHer: Personal affinity builds trust

AWhy do you trust the adyv
recommendations from Bl og

@ BLOGHER SAMPLE “The blogger | follow has
similar opinions and attitudes”
“l feel | know the blog writer like
a friend because we have so much
in common”

“I’ve been reading the blogc?er
| follow for a long time and we
have similar taste”

“l have purchased products before
based on blogger’s recommendation
and have been satisfied”

“l know more about my favorite
blogger than random friends
on facebook”

Source: 2011 Social Media Matters: BlogHer sample, N = 1,143
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Bl ogHer 6s audience turns

but also personal items, like food, clothing, beauty

Top 3 Box (All the time/Frequently/Sometimes)
Turning to blogs for reviews and recommendations

Source: 2011 Social Media Matters: BlogHer sample , N = 1,963; Top 6 out of 17 product categories
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