TV VIEWERS

49% NG M A|
51% I - MALE
23% I ? - 17
23% I S - 34
21% I 35 - 49
20% I 50 - 64
14% I 65+
16% I HISPANIC
73% I \)\/HTE
13% I BLACK, AFRICAN-AMERICAN
6% Il ASIAN OR PACIFIC ISLANDER

ONLINE VIDEO VIEWERS

47% I MALE
53% I [ MALE
14% I 2 - 17
27% I 5 - 34
28% I 35 - 49
22% I 50 - 64
10% Il 65+
12% I HISPANIC
78% I \\/HITE
11% Il BLACK, AFRICAN-AMERICAN
3% W ASIAN OR PACIFIC ISLANDER

SOCIAL NETWORK/BLOG VISITORS

46% NG MALE
54% I FEMALE
13% Il 2-17
27% I S - 34
28% I 35 - 49
22% I 50 - 64
9% Il 65+
12% Il HISPANIC
79% I \\/HITE
10% I BLACK, AFRICAN-AMERICAN
3% B ASIAN OR PACIFIC ISLANDER

Audience Composition %

Read as: Forty-nine percent of U.S. TV viewers are male

Source: Nielsen

3

AN IN-DEPT
LOOK AT THE U.S.
DIGITAL CONSUMER

TABLETS ARE THE ONLY TABLET OWNERS
MALE I 53 %
FEMALE I 47 %
13-17 1%
18-34 I 33%
35-49 I 29%
50-64 I 1%
65+ Il 7%
HISPANIC I 15%
WHITE I 60%
BLACK, AFRICAN-AMERICAN I 11%
ASIAN OR PACIFIC ISLANDER [ 9%

DIGITAL CATEGORY
WHERE MALES MAKE
UP THE MAJORITY

SMARTPHONE OWNERS

MALE I 50 %
FEMALE NN 50 %
13-17 6%
18 - 34 I 39 %
35-49 N 30%
50 - 64 I 20%
65+ Il 6%
HISPANIC I 17%
WHITE I G196
BLACK, AFRICAN-AMERICAN M 12%
ASIAN OR PACIFIC ISLANDER I 6%

Audience Composition %

Read as: Fifty-three percent of U.S. tablet owners are male



