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Who is BIA Financial Network?

BIA Financial Network, Inc., (BIAfn), is the leading provider of financial
Intelligence and investment resources to the media, technology,
telecommunications and related industries.

BIA provides expert financial, strategic and operational advisory
services and investment resources that enable its clients to build
enterprise value and increase operational efficiency.

BIA acquired The Kelsey Group - leading provider of research, data
and analysis on print and electronic Yellow Pages, local search, small-
business marketing and local media.

BIA provides clients with detailed research, financial solutions and
digital strategies, and has several divisions designed to meet the
financial, strategic and marketing needs of your organization.



BIA Strategic Methodology

Media Ecosystem

*Establishing the context for
your company.

*Where are you trying to
play?

*Who is your competition?
*Who are/could be your
partners?

*Market dynamics impacting
your company

Strategic Assessment
» Vision

* Mission

» Core competencies

+ SWOTs

 Strategic plan

Road Map &
Implementation

*Road map
*Business plan
*Product portfolio
*Team leadership
*Metrics
*Execution

Corporate Growth
and Value Creation

*Capital strategies
*Required investments

*M&A strategies
*Timing and exits




Mobile Ecosystem

Bandwidth




Mobile Trends

Search

Video

Social Networking
Interactive

Location Based Service
Instant Messaging
SMS/MMS

Smart Phone
Connected

Data plans

IPhone

Presence

Broadband

Interactive

Web

Fixed Mobile Convergence
Mobile web

Channels

Ad Networks

3G/3.5G/4G



Broadcaster Strategies in Mobile

It's 2008, and we're talking | =

about “broadcast” being —

mobile??!! = |
DV

Mobile TV

Broadcaster — MPH
Telco carrier — 3G/4G
MediaFLO USA

Mobile Radio ‘
AM/FM/IBOC on mobile devices ==




Mobile/Handheld Digital TV

BIAfn estimates that broadcast
television could reap an
additional $2 billion in annual
revenue by 2012.

Delivering content to mobile and
handheld devices

Industry standard needs to be
adopted and technology
deployed quickly.

Revenue split:
Local stations - $1.1 billion

TV networks and syndicators - $900

million

AboutBIA  Advisory Services  Data & Analysis | Publications ' News & Events = M
Industry Briefs & Reports

Study of the Impact of Multiple Systems for
Mobile/Handheld Digital Television

Richard V. Ducey, Ph.D., Chief Strategy Officer
Mark Fratrik, Ph.D., Vice President

On Demand Webinar - Click to Listen
Cashing In on Mobile Digital Television’s Enormous Opportunities

NAB's FASTROAD Technology advocacy program commissioned the study of the impact
of multiple systems for Mobile/Handheld DTV from BIA Financial Network with support
from Law and Economics Consulting Group (LECG).

BlAfn performed research by conducting extensive executive interviews with companies
involved in all aspects of the M/H DTV senvice and reviewing publicly available information.
The report assesses the various business implications under different scenarios and
provides BIAfr's financial estimates for incremental revenues and total station values from
the introduction of M/H DTV senice.

The full report is available for download at www.nabfastroad.org or by clicking now.
A summary is also provided below.

B AB TECHNOLOGY ADVOCACY PROGRAM

=~ FASTROAD

5 for Television and Radio On Al Devices.




US Mobile Broadband Usage

Percent of Index
Household Mobile Mobile Broadband
Income Broadband
vs. Total Internet*
Computers
Total
0,
Households 100.0% 100
$0 -
24,999 5.5% 59
$25,000- B [ [ome/Personcl
$49,999 15.3% 80 B Work
$50,000-
$74,999 27.9% 97
$75,000-
$99,999 15.2% 93
More than
$100,000 36.1% 137

10



Nielsen’s “Three Screen Report” May 2008

Table 1

Overall Usage Number of Users 2+, Per Month (in 000's)

May '08 May ‘07 Yo Diff
Watching TV in the home* 282,348 278,400 1.4%
Watching Timeshifted TV* 63,265 46,632 35.7%
Using the Internet** 161,690 154,134 5%
Watching Video on Internet** 118,673 n/a n/a
Using a Mobile Phone® 217,076 n/a n/a
Maobile Video Subscribers Watching 4400 n/a n/a

Video on a Mobile Phone®

Table 2

Time Spent in Hours:Minutes Per User 2+, Per Month

May '08 May '07 Yo Diff
Watching TV in the home* 127:15 121:48 4%
Watching Timeshifted TV* 5:50 3:44 56%
Using the Internet™** 26:26 24:16 9%
Watching Video on Internet** 2:19 n/a nfa
Mobile Video Subscribers Watching 315 n/a n/a

Video on a Mobile Phone”




Going Mobile
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Going Mobile
Sprint TV

Watch shows, sports, news, movies and more.

o
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Capitol Broadcasting unveils
live, mobile TV

By RICK SMITH
WRAL.com Business Editor

RALEIGH, N.C. — Almost 12 years to the day
that WRAL-TV went “live” as the first commercial
high-definition station in the nation, parent
company Capital Broadcasting unveiled Monday
the first test of mobile TV technology in Maorth
Carolina.

‘I thought it was about time we did something
else,” said a smiling Jim Goodmon, Capitol's chief
executive officer, in a demonstration for Capital
employees at the WRAL-TV studios.

Utilizing a variety of mobile phones equipped with
special chips and antenna developed by LG
Electronics, Goodmon showed a live digital signal

B video

» TV coming to mobile phones

B siideshows

# Capitol Broadcasting unveilz live, mokile TV
©2 Related Links

* How Mobile TV Works
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Wil customers pay for device independent services?

Alcatel/Lucent 2007
US/Canada survey

Customers willing to

pay.
$30-$50 more for
services on whatever
device they’re using

Personalized to them

Change an instant message
session to a voice call or video
conference call.

Convert a voice call to a video
conferencing session.

Switch between an IM session with
the "boss" and a voice call with a
"customer.”

Share real-time streaming video
and pre-recorded video clips while
on a voice call.

Browse the Web while on
conference call; add Web sharing.

Send/receive voice mail, video mall
or e-mail while on a voice call.

15
10/2/2008



Location Based Service  ®CBS mohile
loopt

Mohile Location-Based Service (LBS) Users Worldwide,
2007-2012 (millions and % change)

B zo07 189

FEITO 61.2 (224.1%)

FE 124.0 (118.8%)

EX O 5 3 ¢0.7%

E Y o (52 5%)

2012 486.0 (47 7%)

Note! mohile-phone-based LBS only: excludes personal navigation devices
and telematics applications
Source; eMarketer, September 2008

(Hdsod Wil eMarketer.com




Mobile and Local Search

“Mobile and local are
iInherently related and
many of the adoption
Increases and product
developments expected in
mobile will involve local
search.”

- Michael Boland, BIA/Kelsey

Slifter mobile includes:
local product search, prices
and images, maps, a
personalized Shopping List
and more!
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US Mobile Web Display Advertising

Sizing the US Mobile Web Display Advertising Opportunity
Source: Yankee Group, 2008

Total Mobile Web
Display Advertising
Revenue (in Billions

of US Dollars)

0.0

—m—
Effective CPM
{in US Dollars)

bt

2007 2008 2009 2010 2011 2012

MNote: eCPM represents the average. Pricing levels vary
considerably



Mobile Analytics

admob

Register | Log In

A Kooyl

Home | Features | HowitWorks | Try Live Demo

Mobile Analytics Made Easy

All you have to do to get started is install a code snippet onto each page you want to analyze and
AdMob does the rest. Here is how it works:

TapTap - Dashboard

VWhen a mobile device
requests a page from your site,
your server passes analytics

related data to AdMob AdMob then processes your

data and makes it available
on analytics.admob.com

_— Your server




Changing business models for wireless
carriers

72% - collaborating with external partners

53% - 3" party access to SMS, voice, location

46% - media and entertainment

41% - differentiate network connectivity/bandwidth

40% - IT infrastructure services and management

33% - advertising

13% - all operational activities only with internal resources.



Leverage the network for wireless apps

Location

Presence

Subscriber data
Network coverage and availability
Customer reach

Service quality

Product and services innovation

Scalable infrastructure

Ease of use

Collaboration culture

Device control and access

Customer service

Brand



Summary

Broadcasters entering
mobile video

MPH
Carriers
3'd parties

Growing use of mobile
video

Revenue models
Advertising
Subscription
E-commerce

Ad networks emerging
for mobile

Growth area for
broadcasters

Three screen strategy



The Carrier
Experience and
the Future of
Mobile

Mead Eblan
Mobile Broadband Consultant
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Overview

The carrier experience
Plans with mobile video
Case Discussion: AT&T

Purpose: Provide a high-level overview of the ‘three-
screen’ carrier strategy behind the consumption of
digital media across TV, PC and mobile devices



Disconnected Forces Converge

lecom Act
of 1996

ccess of
bscription
elevision

m Analog
o Digital

ellular
doption

3G /4G
onomics

>

Prior to 1996 telecommunications carriers were restricted from providing
content-related services

Since then operators have been slowly shifting away from the common
carrier model with network infrastructure pricing to multi-tiered/premium-
priced content discriminators

Deployment of regional basic-rate ‘advertiser-free’ cable offerings has
mushroomed to near-universal mode of television consumption

Cable operators now intruding on telecom services (VolP)

Content is increasingly digital and codec is as important as playback device.
RF and Television signalling both porting over to digital
The dominance of IP and reallocation of spectrum

Over 85% of US now using cellular phones
Cellular phone revenues now exceeding landline
Open Handset Alliance and Google’s Android platform

As voice pricing deteriorates, carriers need to seek out new sources of
revenue to more effectively monetize 3G network and spectrum investments



The Evolving Consumer

Mobility
Not restricted to space, time or place
The Ubiquitous Self

Consumption
Devices may merge, yet tastes are diverging
The Long Tail effect
Balkanization of the commons
Regular meals give way to snacking

Personalization
You are what you watch
Navigation is key
Experience is tailored
The Tribal Generation

...H;:._._' [ =

More Gawk, Less Talk.

The 4-Cs are Converging
Common platform for Content, Community,
Communications, and Collaboration
Open networks lead to open networking
Agnostic technologies blur the demarcation between 4-Cs
Social Networking a fabric, not a fad



Implications for the Carriers

Telecom Carriers
Telephony business models evaporated

Per-minute distance-sensitive billing
model is dead

VolP smoothed the way
for Video over IP

Broadband is commoditized

Competitive pricing is impacting network investment infrastructure Source: “Future Video”, http:/Awww.nativ.tv

Carriers are developing video services to retain customers and bolster revenues

Mobile Operators
Cellular services increasingly commoditized
Marketplace is saturated
UMA and VolIP over Wireless surfacing as additional threat to existing revenues

Mobile operators forced to consider video and mobile TV as a viable option to offset voice
revenue decline

Hopes are pinned on mobile video to help monetize investments in 3G spectrum
Throttled by Backhaul shows in pricing



Mobile TV not Sticking - Yet

Growth Currently not sustained

M:Metrics study commissioned by
Tellabs show new users sign up for
mobile TV services at a healthy rate

But, not enough to counteract those
leaving the services in droves

Similar experience in both Europe
and North America

Major reasons based on user
interviews:

Price

Quality
Reliability

Opportunity prevails: 60% would

sign up for mobile TV again if

service quality and reliability Source:

significantly improved http://www.tellabs.com/news/2008/nr02
1208.shtml




But Mobile Video Applications are

Examples of Consumer-driven “Off-Portal” Mobile video
applications, where user’s aren’t waiting or relying on Carriers for
content:

Flixwagon - live mobile streaming service for broadcasting live, uploading to
one’s blog, or archiving for later use

Qik - live mobile streaming service from one’s mobile phone to the world

JuiceCaster - upload videos and photos from mobile phone to a widget for
sharing on social networking sites, e.g. MySpace, Facebook.

Movino — An Open Source Application for live mobile video streaming onto
one’s blog or Web site over 3G or WiFi

Radar - instant picture and video sharing with friends and contacts for
community-oriented conversations

Shozu — connects one’s smart phone with on-line presence, and provides
single Ul to upload / download geo-tagged photos and videos between
social network sites and one’s mobile

Bambuser — turns mobile phone into live broadcast device onto website or
blog




Carrier Response: Three-Screen Service

What ‘Three Screen’ means...

Any service, application, or bundle providing access to digital
media across the Television, Computer and Mobile handset
landscape.

Three Screen Service delivers on the ‘digital lifestyle’ by
leveraging applications and content across TV, Internet, and
wireless landscapes.

And what it is not...

A Three Screen Strategy is NOT:

Merely a ‘Triple Play Strategy’ offering bundled billing across
television, Internet access and landline or cellular services.

A Three Screen Strategy is NOT:
A service focusing solely on repurposing content from television

and/or the Internet onto the ‘third screen’ of mobile/cellular devices. f_. = “~
What this means to the consumer...
Anywhere, anytime access to content across the screenscape N =/ r

from a single subscription service.

An experience that binds and ties across any and all devices
offering access to or consumption of digital content.



Defining the Semantic Screen

The Semantic Screen is about common formats for
integration and combination of digital content drawn from
diverse sources, allowing the consumer to start off in one
screen, and then move through an unending set of devices
connected not by wires but by the experience.

Mead Eblan, Mobile Broadband Analyst

Uses include, but not limited to:

Interactive Gaming Eye on the Future

Interactive Advertising

AT&T plans to make advertising a “key revenue stream”

Per Yankee Group, advertising will be a key revenue source
for service providers, especially with the capability to target
consumers more effectively through addressable advertising

HD On Demand
Caller ID on the TV
Enhanced personalization with per user customization

True integration across telecommunications services



AT&T Case Study

A Carrier's Approach: AT&T

Leveraging its local access, Internet access, and
AT&T Mobility services with AT&T Homezone and
U-VerseTV

Three-Screen focus: The TV, The PC, and the
Wireless handset

Positioning itself around the ‘digital lifestyle’
Touting the benefits of ‘anytime, anywhere’
Promoted through Masters Golf Tournament
Advertising deal with Chase Card Services
Partners include Vongo, MobiTV, TotalVid, Akimbo

Platform for a ‘quad-play’ of services: voice, video,
broadband and wireless

Three-Screen strategy is motivated to differentiate
itself from cable service providers

Plans to spend about $4.6 billion on its Project
Lightspeed initiative to reach nearly 19 million
homes in its legacy 13 state territory by EOY2008.

Source: AT&T Collateral, “Delivering the Digital Lifestyle”



AT&T’s Three-Screen Offering

The Breakdown

Content experience across the Screenscape
Creating pull and push between screens

Single universe for advertising across three galaxies

AT&T Uverse TV
AT&T HomeZone
AT&T | DirecTV
AT&T Yahoo

Over 320 Channels
Over 26 HD Channels
VOD

DVR

Web and Remote Access

AT&T Yahoo High-Speed
Internet Access

Downloadable film and
television content

Content deals with
TotalVid, Vongo, MobiTV

Entertainment and Sports
portals (Blueroom.att.com)

Source: AT&T Collateral, “Delivering the Digital Lifestyle”

Cingular (now AT&T
Mobility)

MobiTV, offering live
sports, news and
entertainment

iPhone integration

Content deals with major
broadcasters (NBC, CNBC,
ABC, Fox, Discovery, etc.)

Home Monitoring Service

AT&T Unity calling plan



So What does it All Mean?

Accessing the Screenscape
Understanding your customers

Young Influentials, Business Makers, Mobile
Moms, Urban trendsetters, Techno Sophisticates

Tailoring their experience across all three screens
Understanding the content and production ecosystem
Value pricing replaced by price on value

The Springboard — grab and share consumers

Understanding its Implications
3G Economics and the Imminent Chokepoint
Proprioception impacting applications
User Interface and Navigation — the greatest challenge

Matching the right content to the audience via the right
device at the right time

Lean Forward (LF) or Lean Back consumption (LB):
Escape (LB)
Educate (LF /LB)
Absorb (LF / LB)
Enlighten (LF)
Interact (LF)
Experience (LF)



Convergence of Goals

What s in it for the Carrier?

Extend market reach
Access to advertiser model

Increase value and extend
brand

Maintain control of mobile video
applications & content

Bring content to 3G/4G services

Increase data ARPU

What s in it for the Content

Partner?

Deeper wireless / mobile play
Additional venue for ad-insertion
Bandwidth capacity

Potential for 4G partnering

Differentiate against competition



The OMVC
Perspective

Anne Schelle
Executive Director
Open Mobile Video Coalition

October 8, 2008



Open Mobile Video Coalition
800+ TV Stations and Growing ...

Dispatch Broavcast Group

POST NEWSWEEK b weemny T
NN N SaaEEvVE
- Medea

TELEMURIDS

800+ TV Stations, 4 Networks, ~100MM Homes Passed,
Public and Commercial Stations, NAB / MSTV / ATSC C oordination

*Estimate, based on reported 25 minutes per session, 1-2 sessions per day
Source: Press releases, OECD Communications Outlook 2007, Mediametrie, MMRI, Japan Statistics Bureau



Consumers are Watching Mobile Video Today

Mil Users
40

35
30
25
20 Portable system
15
10

Built-in system

Cellphones PMPs Laptops Cars

Note: Watch at least once a week
Source: CEA, Nielsen, Choicestream



200 Million Portable Video Devices

Will Be Sold in 2008

2008E
Units Sold: 150 mil

% Video
Capable: 5%

Source: Gartner, IDC, Jupiter, Forrester, CEA

50 mil

715%

40 mil

100%

10 mil

713%

39



Consumers Want More Mobile Television

% Point Difference Between Activity’s Current Use and Future Interest

Watch TV Programming
Watch Movies

Listen to Audio Books
Watch Music Videos
Watch Home Movies
View Digital Photos

Listen to Other Content
Play Games

Listen to Podcasts

Listen to Music

Source: CEA, The Future of Portable Entertainment Devices, May 2006

+30

40



Digital Broadcast Delivers a Demand for
Consumer Choice

41



Mobile DTV Delivered to Multiple
Devices

NAB TV Board 6-10-08

42



Mobile DTV Advantages over Mobile Video

Mobile DTV Mobile Video
Operator Broadcaster Cellular Provider
Architecture Broadcast channel dedicated Point-to-point channel shared

to TV with other voice/data

Availability Always 100% Depends on number of users
Simultaneous User Unlimited <25 per cell*
Capacity
Est. Network Cost/Hr <$0.01 $4**
Content Local and National National only

*Based on 7.2 Mbps (theoretical max) HSDPA, assuming 300kbps video stream, no other data users on cell sector
**Excludes spectrum cost. Assumes $0.03 per MB for HSDPA
Source: Qualcomm, Nortel



M/H Approach Leverages Broadcaster Assets

Spectrum

Content

Customer
Relationships

Promotional

Public Safety

Comments

2000+ stations with 6Mhz

All stations broadcasting in digital

Almost twice the 700 Mhz spectrum being auctioned,
valued at $19.5 billion and counting

[Top 30] watched shows in 2007 were broadcast shows
Broadcasters own local content

High degree of trust for local TV news
Most consumers know their local station before the
network

Broadcasters reach ~100% of consumers

Mobile extends reach of public safety infrastructure to
more places and times



High Cost if Mobile DTV Launch is Delayed (BIA Study)

Launch by Launch by Launch by
Feb 2009 Late 2010 2012
2012 receiver base 155 mil 77 mil 15 mil
Incremental mobile $2.0 bil $1.1 hil $0.2 bil
ad revenues
Incremental market
cap for stations from ~$9 bil ~$5 bil $750 mil

mobile ads

3 year delay results in 90% loss

Source: Study of the Impact of Multiple Systems for Mobile/Handheld Digital Television, Jan 14, 2008, BIA

45



Many Paths to Prosperity for Mobile DTV

Potential
Description Mkt Size

Ad-supported Incremental viewing of existing

Mobile TV programming $2-5 billion
* New ad avail opportunities
« Capability for interactive advertising

Pay Mobile TV Subscription television for “cable $3-5 bhillion
channels”
« PPV/VOD

— Channels

— Shows

— Events

— Clips

Other « Datacasting (e.g. for navigation TBD
devices)

*Ad market forecast from BIA/NAB 2008 study, pay market based on Juniper 2006 study



Stay Tuned:

2008 2009
Q2 Q3 Q4 Ql Q2 Q3 Q4

ATSC M/H - Physical Layer consensus (LG/Samsung MPH Collaboration Announced

Standard
Process: * S4 Recommendation to TSG

Candidate Standard Ballot 9/25

» Candidate Standard Period
(6 mo/OMVC testing for ATSC)

* TSG Proposed Standard Ballot
(~6-8 weeks)

« ATSC member vote Final Standard
(~4 weeks)

OMVC Supervised Testing for ATSC M/H
1. Model System Deployment
2. SFN Testing

Initiatives: OMVC Testing October—June to

include Model Test System

(Showcase M/H Product for 2009)

ES
Consumer Trial (Consumer Trials )
(Working system and consumer
NAB form factor devices by NAB 2009)

Broadcaster Build out and Launch
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Question and Answer Session

We will now hold a Q&A Session with our speakers.

This webinar will be available for on-demand viewin g on our website at:
http://www.bia.com/webinars

To submit questions, please use the Question and An swer box on your
screen. To e-mail questions or to suggest a topicf  or future webinars,
please contact us at: webinars@bia.com

SPECIAL ANNOUNCEMENT:
BIAfn has acquired THE KELSEY GROUP.
Visit our website http://www.bia.com to learn more about how

BIA's expanded consulting and advisory services can
benefit your business.




