Understanding Viewership behavior in the
Newly introduced Markets

Assam, Bihar & Mah LC1
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Session Flow

A CSPenetration in New Markets as compared to HSM and
other markets

A Composition of Demographics within New markets as
compared to other markets

A How is the Viewership from New markets different from the
neighboring strata
d Quantum of Viewing
d Content preference
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The new markets (Bihar 1Mn+, Assam 0.5Mn+ and Mah LC1)
constitute 4.1% of the All India CS Universe

Universe Sizes of Markets (in 000s) and their Contribution to All India Universe

Universe Size Share%
Market
C5 4+ MNCS 4+ All 4+ CS 4+ MNCS 4+ All 4+
MMumbai 15904 663 16566 9.3 1.8 8.4
Delhi 14650 1646 15297 9.1 4.6 8.3
Calcutta 10877 1367 12244 8.7 3.8 6.2
UP .1 to L hMn. F9l14a ZE1E 11732 4.9 10.6 5.9
Guj L mn.+ (Including Ahmedabad) FTTFLS 3106 10821 AE 2.0 5.5
UPR 1 pma+ T2 24927 9588 4.5 8.7 4.9
Chennai 6920 = 9238 4.3 0.0 3.5
AP .1 to 1 M. a505 363 a263 4.0 1.0 3.5
PHCHP .1 to 1nn. (Including PCHP .1 to 1 NWn.) 6436 1299 FF35 4.0 3.6 3.9
Hyderabad B37E 128 8565 4.0 0.5 3.3
Bangalore 0348 231 8580 3.9 0.6 3.3
T .1 to 1 MMin. aoos 179 8lEs8 3.7 0.5 3.1
KAR .1 to 1 Mn. 5899 SB0 8485 3.7 1.6 3.3
MAH .1 to 1 RN S803 2849 8652 3.6 7.9 4.4
F«.-'].&Hrgs‘t o o e Ir‘nc:ludir‘ng :'ur‘lg': 5382 2037 019 3.3 ] A1
MAHA L C A5449 2879 7529 2.9 8.0 3.8
PHCHP 1 nn.+ (Including Punjab Lvin.+) 3993 231 A5 2.5 0.6 2.1
Guj .1 to 1 Mn. 3280 1132 A2 2.0 3.1 2.2
Kerala .1 to 1 M. 3222 517 3739 2.0 1.4 1.9
WeE . Lto 1 MWn. 3114 Al 3558 1.9 1.2 1.8
Rajasthan .1 to 1 M. 3075 1871 4946 1.9 5.2 2.5
MNP 1 M.+ 300 1227 4235 1.9 3.4 2.1
MP L1 to 1 MNn. 2901 1504 4405 1.8 4.2 2.2
Thlrest 1 Mn.+ 2510 29 2539 1.6 0.1 1.3
APrest 1 Mn_+ 2424 el 24568 1.5 0.1 1.3
Orissa .1 to 1 Mn. 1903 1077 2980 1.2 3.0 1.5
Chattisgarh .1 to 1Mn. 1779 1230 3009 1.1 3.4 1.5
Rajasthan 1 Mn+ 1577 1081 2657 1.0 3.0 1.3
Bihar 1hmn.+ 1377 S0 1917 0.9 1.5 1.0
Kerala 1 M.+ 1078 115 1193 0.7 0.3 0.6
WBrest 1 M.+ 871 A2 1292 0.5 1.2 o.F
Assamm Shm.+ 522 331 254 0.3 0.9 [
All India 161283 35041 197323 100 100 100

Source: NRS 2006 (For 2007 -08) & TAM Listing Exercise (2009)
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Maharashtra LC1

Compared with Mumbai, Mah 1Mn+ &
Mah .1 to 1Mn
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What is the size of MahLC1 and the
guantum of TV consumption?
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Mah LC1 constitutes 15% of Maharashtra

Universe Sizes in Maharashra Strata (in Millions)
G54 NCGS&+ Al

Source: NRS 2006 (For 2007 -08)
& TAM Listing Exercise (2009)
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Sampling as well as consumption levels of Mah LC1
are higher than that of Mah 1 Mn+

TV Reachf% and Time Spent (in Mins)

Mumba N I T T
Migh 1+ oo oom % m
Mih 1ol Mn R

Source: TAM Peoplemeter Systems  T6:C54+  Time Period: Wk 1t0 52009
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Analyzing the Content & Daypart
Preferences across Strata
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Compared to Mah .1 to 1Mn, share of Marathi Channels is lesserin Mah LC1
whereas Hindi Movies garner higher share than Marathi GEC inMah LC1

Genre Preferences in Maharashtra

Genre H5M Mumbai Mah imn+ Mah.1to 1Mn Mah LC1
Hindi GEC 36.9 29.2 29.3 29.6 32.2
Hindi Movies 15.7 11.9 16.6 16.1 24.4
Marathi GEC 5.0 18.2 19.1 20.5 15.1
Cable 8.3 8.1 7.1 8.2 4.8
Kids 5.8 7.0 3.4 3.5 41
Hindi News 6.3 6.1 5.3 5.4 4.1
Music 3.2 4.0 4.2 1.8 3.3
Marathi Movies 0.6 1.7 2.0 3.7 2.8
Sports 2.5 3.2 3.5 1.5 2.6
Infotainment 1.1 1.3 1.3 0.9 1.9
Marathi News 0.6 1.8 3.1 1.8 1.6
Other Regional 8.7 3.0 0.7 1.9 1.2
Religious 0.7 0.4 0.5 0.5 1.0
English Movies 0.7 1.3 1.0 0.6 0.5
Others 1.2 1.2 0.9 1.1 0.3
English Entertainment 0.2 0.3 0.2 0.3 0.1
Business News 0.6 0.5 0.4 0.4 0.1
English News 0.5 0.6 1.3 0.3 0.1

Source: TAM Peoplemeter Systems  Market: HSM TG: G54+ Time Period: Wk 1 to 52009

fueling media insights that businesses T M

DIA RESE




Fragmentation in Mah LC1 is lower than the higher Strata

No. of Channels Contributing to 80% of Viewership
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Afternoon consumption of TV in  Mah LC1 is significantly
higher than HSM as well as Mah.1-1 Mn

Dayin life on TV
Mah .1to 1 Mn Mah LC1 H5M

TR %%
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Source: TAM Peoplemeter Systems TG:CS 4+ Time Period: Wk 1-5 2008
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How different is the profile of Mah LC1 when
compared to Mah .1 to 1IMn?
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TV Viewing is skewed towards CS 35+ in HSM and Mah .1 to 1Mn but the
audience profile is proportionate to the Universe proportionsin Mah LC1

Age Profile
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Source: TAM PecoplemeterSystems Time Period: Wk 1 to 5 2009

fueling media insights that businesses T M




SEC CDE Proportions of Mah LC1 are higher than Mah .1 to 1Mn

SEC Profile
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Contribution of Males to viewership is higher in Mah LC1
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Source: TAM PecoplemeterSystems

Universe TV Viewership

Mah .1 to 1 Mn
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To Sum Upé

A The consumption levels of Mah LC1 and the other Strata are
similar whereas the preferences on TV are different

A Marathi GEC share is higher than that of Hindi Movies in all
Maharashtra strata except for Mah LC1

A Hindi Channels (GEC, Movies & News) garner a share of
more than 60% in Mah LC1
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Assam .5Mn+

Compared With WB
1Mn+ & WB .1 to 1Mn
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What is the size of Assam .5Mn+ andthe quantum
of TV consumption?

fueling media insights that businesses T \M



The C&S & NCSUniverse proportions of Assam .5Mn+ are
similar to that of WB 1Mn+

Universe Sizes in WB and Assam (in Millions)

087 042 L.25

022 .33 0.8

Source: NRS 2006 (For 2007 -08)
& TAM Listing Exercise (2009)
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Assam. 5 Mn + 060 s We e klower tharebatk dtrata o§ WB, the
consumption levels are comparable to other Markets

TV Reachh and Time Spent in Mins)

Assam 5 Mt




Analyzing the Content and Daypart
Preferences
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Consumption of Assam .5Mn+ Is spread across different
genres o more than that of HSM and West Bengal

Genre Preferences in WB and Assam .5Mn+

Genre HSM WB 1Mn+ WB.1to1Mn  Assam . Mn+

Hindi GEC 36.94 3416 19 61 40 05
Hindi Movies 157 1302 1177 16.59
Morth East Regional 0 0 ' 0 b.a7
Kids 5 32 | 7.36 : 378 6.83
Cable 9.3 5.31 12.41 555
Music 3.19 275 1.50 5.06
Bengali Regional 55 5 24 59 : 42 91 5 373
Hindi News 6.53 3.33 148 33

Others 123 0.77 166 29

Sports 251 5 277 ; 175 5 243
English Movies 0.72 0.6o 0.44 224
Infotainment 113 129 0.99 224
Religious 072 : 0.51 ; 0.16 : 0.68
other Regional 9 38 3 034 063
English MNews 0.46 0.21 023 0.55
English Entertainment 0.16 ' 0.11 0.1 ] 0.23
Business News 0.55 , 0.08 0.6 _ 0.07

Source: TAM Peoplemeter Systems TG: CS5 4+ Time Period: Wk 1 to 5 2009
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Fragmentation in Assam .5Mn+ is higher than WB 1Mn+ and

WB .1 to 1Mn

Mo. of Channels
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Source: TAM People meterSystems TG: CS 4+ Time Period: Wk1 to 5 20009
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Unlike other markets the primetime viewership buildup in Assam is
gradual. The viewership peak is lower than the other strata

Dayin lLife on TV
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Source: TAM Peoplemeter Systems TG:CS5 4+ Time Period: Wk 1-5 2009
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How different is the profile of Assam .5Mn+ when
compared to WB 1Mn+ & .1 to 1Mn?
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Across markets TV viewing is skewed towards older age groups whereas
In Assam it is skewed towards the younger age groups
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SEC ABOs share
of Assam .5Mn+ is aligned with the universe proportions
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Contribution from males is higher in Assam than WB

Gender Profile

H CS Males B CS Females
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To Sum Upé

A Viewership in Assam .5Mn+ is skewed towards younger age
groups

A Compared to HSM the viewership of Assam .5Mn+ is spread
across more Channel Genres

A Hindi Channels (GEC, Movies & News) are consumed the
maximum in Assam with about 60% share
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Bihar 1Mn+

Compared with UP 1Mn+
& UP .1to 1Mn
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What is the size of Bihar 1Mn+ and what is the
guantum of TV consumption?
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The C&S & NCS universe proportions of Bihar 1Mn+ are
similar to that of UP 1Mn+

Universe Sizes in UP and Bihar (in Millions}
Market

UP 1Mn+

U.ltodvn [ 790 © 3 - 1B

Binar IMn+ 1.38 1,54 1.92

T" M
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Though the Reach Levels are simil ai
are higher than that of both UP 1Mn+ and UP .1 to 1Mn

TV Reacthand Time Spent (1n Ming




Analyzing the Content and Daypart
Preferences
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Bhojpuri channels share is marginal compared to that of Hindi
Channels. About 70% of the TV viewing goes to Hindi Channels

Genre Preferenes in UP and Bihar 1Mn+

Genre HSM UP 1 MN.+ UPATO1MN.  BIHAR 1MN.+

Hindi GEC 3694 44 75 45 62 46 11
Hindi Maovies 15.7 16.59 21.08 1453
Cable 93 773 6 52 10.87
Hindi News 553 9.17 578 742
Kids 5.02 5.32 763 3.85
Music 3.19 343 348 3.35
Sports 251 293 21 3.15
Other Regional 14.71 219 1.8 263
Infotainment 113 125 125 19

Bhojpuri Regional 0.17 0.71 0.32 136
English Entertainment 016 0.08 0.07 121
Others 1.23 0.98 0.89 1.01
Religious 072 1.04 132 0.79
Business News 0.55 0.96 0.35 0.78
English Mavies 072 0.36 0.68 07

English News 0.46 05 0.14 0.21

source: TAM Peoplemeter Systems  TG: C5 4+ Time Period: Wk 1 to 5 2009

businesses TA M
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Bihar has the least fragmentation when compared with
HSM, UP 1Mn+ and UP .1 to 1Mn

No. of Channels Contributing to 80% Viewership
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Source: TAM People meterSystems TG: CS 4+ Time Period: Wk1 to 5 20009
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While the maximum viewership for UP.1tolMn is at 20:30, the
maximum viewing for Bihar 1Mn+ happens at 21:30

Dayin Life on TV
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Source: TAM Peoplemeter Systems TG:CS5 4+ Time Period: Wk 1-5 2009
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How different is the profile of Bihar 1Mn+
when compared to UP 1Mn+ &UP .1to 1Mn?
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Across markets TV viewing is skewed towards older age groups whereas

In Bihar 1Mn+ it is skewed towards the younger age groups
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Bihar 1Mn+, similar to UP 1Mn+ has a higher share of SEC AB than HSM
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