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APPENDIX A - WHY ONLINE IS SCREWING WITH THE TV AD MODEL A - 1 

1. Viewership: Many Predict TV Consumption Will Shrinb 

TIme spent with media - US 

• Nol-M.O.IL. . ｾｾ＠

Hours 
ｓｑｕｲｾｾＺ＠ if."" :".(I'lEn s....,"IEY De.in'.t;g r.'.<i! ﾣＧｾＡＢ［［ﾷＮＧ［ＨｊＮＧｃｯｯｮＢＢ＠ .. r;(>m ""-{ Me.;iu) ｾｯ＠ .ry:'f'I.A:.'o.1l .. n;:;,;ol 

_:tiltlc.a.CIt_ July 2006, Data Overview "The State Of Consumers And Technology: Benchmark 2006" 

Gen Yers spend more time online every week than they do 
watching television 

IIln a typical week, how many hours do you spend doing each of the following?" 
o Using the Internet !ill Watching movies on video or DVD fIJ Playing video games 0 Reading newspapers 
o Watching TV 0 Listening to the radio III Reading magazines 

ｇＨｬＧＱＺｾｾＩ＠ I 12.ll 10.6 7.2 lsi 

ｇＨｾＷｾｨＩ＠ ＱｾＹＮｳＱＮ＠ 11.2 8.1 2.0 I 
. ｾｾ＠

Younger ｂＨｾｾ［ｾＩ＠ I '; .' 7.71 12.1 8.0 2.91 

Older ｾｾ［ＧＺｾ［Ｉ＠ i· 6.61 13.7 6.9 wi 3.61 

Seniors I· ﾷＳｾＱ＠ 144 57 :0.6 531 
(62+) . •.• 

(bars may not add up to totals because of rounding) Base: North American households 

Source: Forrester's North American Consumer Technology Adoption Study 2006 Benchmark Survey 

Total 
hours 
spent 

43.2 

39.1 

38.0 

38.0 

36.1 

16 

14 

12 

10 

8 

6 

4 

2 

o 

For younger users, the Internet displaces TV 

Gen 
Yers 

Time spent using the 
Internet per week 

Gen 
Xers 

Base: North American households 

Younger 
Boomers 

Older 
Boomers 

Seniors 

Source: Forrester's North American Consumer Technology Adoption Study 2006 Benchmark Survey 
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APPENDIX A - WHY ONLINE IS SCREWING WITH THE TV AD MODEL A - 2 

1. Viewership: But we Have A Problem Even if it Doesn't 

ｴｾｾＧｍＢｾ＠ ·''lt5Mn .. -]''''i 

Media Consumption is Growing. New Media is growing faster than TV. 

Problem: If there are more "impressions" split among same Ad Dollars. 

TV can grow Ratings and Still Shrinb as % of Total Media Consumption. 

Change In Media Usage by Medium 
Num ber of Hours per 

(1998 vs. 2008 Projected) Person per Year 

4000

1 

716 3,774 -3,500 

3,000 J 
2,917 

141 

2,500 

2,000 

I - _ Radio (inciudingsateilite) 

1,500 

1,000 

500 

0 
1998 Growth In Traditional Growth In New 2008 

Media Media 

ＷＡＡｬｾＢｬＱＱＡｩｬＡＡｊＡＡＡｪ＠ pm 
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APPENDIX A - WHY ONLINE IS SCREWING WITH THE TV AD MODEL A - 3 

20,000 

15,000 

10,000 

5000 

Daily Reach (per million) 
youtube.Gom 

®2C05;..lel<ll 

, .! ' Feb ' M" ' , , , I 1 ar ' , , 
Apr 

2C05."'.pr 22 

Debatable: The Profitability of 
Many New Media Business Models. 

Not Debatable: That almost 
no one cares. 

Rumormonger: Facebook turned down 
Yahoo's $1 . .:1- billion 

YouTube Nearly Doubles Traffic In May 

MySpace Rules the Web 
>- }- :. Traffic P-attenl5' 

MTV NETWORKS I 
mtvn.com 



A-509

'" Q) 
:J c: 
Q) 
::> 
Q) 

0:: 
C) 
c: .- X '" .-
"t 
Q) 
::> 

'"C « 

Highly Confidential 

Q) 
c: .--c: 
0 
Q) 

E .-
I-. 
M 

X 

. ... 

!fJ 
0:: 
0 
X 
I-
W 
Z 
> 
I-
ｾ＠

E c 
u c: 
> 
E 

VIAO 1497268 



A
-510

I 
cO" 
::J 

-< 
o 
o 
ｾ＠
0.: 
CD 

ｾ＠

ｾ＠

< 
5> 
o 
ｾ＠

CO 
-.....J 
I\) 

0"> 
CO 

APPENDIX 8 - WHY ONLINE VIDEO ALONE IS NOT THE ANSWER - VIEWERSHIP 8 - 1 

"More TV" Online HAS NOT Increased Unique Users 

Despite the online video explosion, we've seen modest 
online growth (excluding ｎｩ｣ｾＩＮ＠

14000 

12000 
til ... 
0 

,1:: 10000 
til :;: 

8000 Q) 
::::s 
C" 

All Networks 
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---.- MTV Suite 

--VH1 

CMT 

Nickelodeon 

-.- NeoPets 

----I Film 
6000 '2 

:::l 

S 4000 
0 
I-

I ｾ＠ ］ｾ･ｭｾ､ｙｃ･ｲｲｴｲ｡ｬ＠

=-=: ! -.. --- Noggin 
2000 - -- - -- - - __ ｾ［［＼ＭＫＭＫＭＭＭＢＧＧＧＧＧＧｆ］］Ｋ］］ｾｉ＠

; ＭｾＭＭＭｾＭＭＭＭＭＭＭＮ＠

o ＭＫＭＭＭｾ］ＢＭＭｾｾＭＭＭＭＧＭＭＭｾＺＺＭＧＭＭＧｲＭＭＧＭＭｾＺＺ＠ • 
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APPENDIX 8 - WHY ONLINE VIDEO ALONE IS NOT THE ANSWER - VIEWERSHIP 8 - 3 

We won't get TV-Sized Audiences on Our Sites 

Time Spent Online (Per User) is a Fraction of TV Time Spent (Per Viewer) 

Time Spent - On Air vs. Online 

21:36:00 -

19:12:00 

16:48:00 

14:24:00 
1: 
8. 12:00:00 
en 
CI) 

9:36:00 E 
t= 

7:12:00 

4:48:00 ----- ＭＭＭＭＭｾＭＭＭＭ .. 
-------

2:24:00 

0:00:00 

ｾＦｾＦｾＣｾＦｾＣｾＦｾＦＣＦｾＣｾＦ＠ｾｯ＠ 00 0 ｾ＠ ｾｯｾｯ＠ ｾＢｯ＠ CJ CJ :-\.. t-.,. ｾＮ＠ ｾｲｶﾷ＠ ｾＮ＠ ＪＭｾ＠ -<;: ｾＮ＠ Cj #. ｾｶ＠ :<;-..... 
Ｐｾ＼ＺＩ＠ Ｐｾ＠ .$- ｾ＠ ｾｾ＠ ｾｯ＠ ｾﾫＩＬｧＮＢ＠ ｾ＠

Brands (On-Air and Online) 

(Average viewer during ABC.com "test" watched 5 min or less video) 

MTV NETWORKS I 
mtvn.com 



A
-513

I 
cO" 
::J 

-< 
o 
o 
ｾ＠
0.: 
CD 

ｾ＠

ｾ＠

< 
5> 
o 
ｾ＠

CO 
-.....J 
I\) 

-.....J 
I\) 

APPENDIX 8 - WHY ONLINE VIDEO ALONE IS NOT THE ANSWER - VIEWERSHIP B - 4 

We won't win with Volume 

Mostvaewed ｾ＠ I ｾＡ＠ ｾ＠ I AI Time 

Iil .. 
Evoilltlon of lTance Pokemoll Thelile 
I,," ｾ＠
AddNl'3mc:nnsego 03:14 Cit;:,., ,l.,I1ded'1marthego 
ｆｲｯｭＮｾ＠ ａ､ｲｪ･､･ｭｃｬｬＧｬｴｬＢｬＤＮｾ＠ AUcle<d.41Mfl11w.!jJO ｆｲｏｍＱｾ＠

"IIeWS' 29,740,361 Ftom 'l:mash Fr>=. ｾ＠ \''''W!; 1,569,57J 
ＪＪＪＪｾ＠ \'Iew:>c.14,S11,s:30 VIeI"{$6,430,191 **** __ 
35548r6iio1s ****, ＪＪＪＪｾ＠ 2230rallrtgB 

45094ra1hgs 13181 rsings 

Video91·2001100 

Added'11monthotll!l!lO 
rlDITtWB 
V!ews:7,5O'l,11J5 

***" 234mratiniJll 

cw_ Ｎｾ＠
ｾｾ＠ 1I!!itm. U!..Ih1U..Nitli ｾ＠
MOVIE! 01:1$ 05:l'I .1:105 ... :n 
11:11 AdlJ'>CI6monti1salJO Jl.dQ,-\d 7 rnonIhs 16I!jJO ａｯｩＮｘｾ＠ 10mDflttlsago Ad(ject:1roonihs6llJO 

｟ｴｲｾｾｾ｟＠ Ｍｾ｟ｾｾＭｾｾｩＰｾｾＺＺＭｾ＠ -=- ｾＱｾｾｾ］ＭＭＭ］｟ｾｾｾｾＵＭ］｟］ＭﾧﾧｾｾｾＭｾＭＭ
"/101"15"7.011,634 ****, ****'i ****__ ＪＪＪＪｾ＠****.., 6677nl:ngs S1676rlllllings 239a!1rtangs 508Srllllngs 
11159ralio1s 

13 
ａｾ｣Ｚｉ･ＺｉＮＺＷｭｯｲｇＧｬｳｯｧｯ＠

A<.$df:<.19mor1ml:l1lD ａ｜ｬＨｬｾ･ｴｔｬｏｦＱＱｬＧＱｳｬｬｬＡｪｊｏ＠ ｆＢｬｯｭｾ＠
Fro",: Nlkesoccer Atid • .!Q SmOl1thsago from: 8l()OdTemhle:;t ll..rJOOd 8 months fVJ Views; 5,56;),009 

'.11<;",,:;;8,241,491 ｆｲｯｭＮｾ＠ VIf.)WSS,962,406 ｲｬｯｭＺｾ＠ ***'" ****'1 View!<'S,129,393 ****1. Vie'l'/$"5,G15,914 25337ratlgs 

600DI'trtIngs ****11 3622rt1!Flg! **** ___ 
9862 ｲＢＧｾ＠ 2012 rlIill'lgS 

MTVN produces about 50 hours per 
month of original content (excluding 
faRe news and live events) ... 

... while YouTube's content library 
grows by over 2000 hours per cia" 

AND WE HAVE TO RE-THINK 
WHAT WORKS ... 

Of YouTube's top 100 viewed clips 
of all time, nearly ALL are user-
generated 
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APPENDIX 8 - WHY ONLINE VIDEO ALONE IS NOT THE ANSWER - VIEWERSHIP 8 - 40 

MTVN Original Content 

Available Today 2007 2007 Current - Long & Short -
I 

via Archive Premieres 1 000/0 of on ai r 

MTV 330 10** 
12.5 new hours / month 

(10Spot and daytime) 

VH1 100 10 to 12 6-8 hours / month 

Comedy 328 6 to 8 20 hours / month 

Spike 42 6 to 8 5 hours / month 

Logo 32 4 2 new hours / month 

CMT 25 4 1 hour / month 

TheN 96 4 to 6 Included 

BET 150 8 TSO 

Total 1103 54 to 62 45 to 50 I Month 
(exci. TBOs) 

ＢｾｗＢＡｲＢ＠ ＢﾷＧｷｲｾﾣＮ［ＨＢｾＧｱ･Ｗ＠ ';-'7 f p" '171"
0

" MTV NETWORKS I 
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APPENDIX 8 - WHY ONLINE VIDEO ALONE IS NOT THE ANSWER - VIEWERSHIP B - 5 

"More TV" Online HAS NOT Crushed Our Competitors 

"Super-niche" online video providers-such as Heavy 
and ｂｲ･｡ｾＭ｡ｲ･＠ generating more traffic than we are. 

Daily Traffic Rank Trend 
mtv.com comedycentral. com rnetacafe. com ':O:'I-n 

br ea k co ITI 

100 

ｾＫＭＺｾＭＮＭＭＭＭＭＭＭ .. ＭＭＭＭｾＭ［ｾｾｾ］ｾｾｾＭＭＭＭＭＭｾ＠ ｾＭＭＭＭＭＭｾＭＭ

I 
------------------------- ,.- .j • ＬＬＢＺＺＺ］ＺＺＺ］ＭＺＺＺＺ］ＭＭ］］ＺＺＮＺ［［［ｾｾ＠1 000 F- ... J J ｾＭＭＭＮＮＮ＠ __ -. -..... ＭＮＭＭ］］］］ＭＭＭＭＭＭｾＭ ----}-_./ 

ｾ＠ '-- --.J-.. ＭＮＭＮＭ［ＺＮｾ＠ ｾ＠ _ ----.--._-__ ｾｾＭＭＭＭＮＭＭＭＭｾＭＭＮＮＮ＠
Ｎ｟ｾＮｲ＠ ·---.. i .... --....--::--:-" .. -------- "'- --.-----.........-

--_.-_. I ＢＭｾＭ .•••• ... r 
_- I .- 'C" ,,"1 

.. ..-'-"'-- ｾｔＧＭＧＭＭＭＭＧ＠ \ .. , /i 1 r' (-, . .J 
ＢＧＭｾＭｾ＠ ＯＭｾ｟ＯＧ＾ＭＮＭＭＭＨ＠ Ie 

! l f 
II II II ｾ＠

1 OOrOOO ｾＮＮＮＮ＠ 'o, ,I 

Oct 2006 Jan Apr Jul 
AlelG3 2006 sap 22 

Get more traffK: Irformatbn at Alexa .com 
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APPENDIX 8 - WHY ONLINE VIDEO ALONE IS NOT THE ANSWER B - 7 

Online Ad Loads are a Fraction of TV 

Online Ad Loads = 1/3 to 1/4 of On-Air Ad Loads 

On-AI. Ad Avails per 22 Minute Episode 
Less Affiliate & Total Minutes 

Ad Minutes Marketing Total :30 Avails 

On-Air 8 (2) 6 12 
-

Sh •• t-P.rm Online Ad Avails per 22 Minute Episode 
Clips Per Episode :15 to :30 Spots/Clip Total :30 Avails 

Clips 3 1 3 

Pall-Length Online Ad Avails per 22 Minute Episode 
Pre-Roll Additional :15 to :30 Spots/Clip Total :30 Avails I 

Full-Length 1 1 Ad Every 7 Min 4
1 
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APPENDIX 8 - WHY ONLINE VIDEO ALONE IS NOT THE ANSWER 8 - 8 

Online CPMs are High on our Sites, Poor elsewhere 

MTVN Sites: Target Video CPM of --$35 

Syndicated Video: Net Effective Video CPM of $9 

TABLE: NET EFFECTIVE CPM FOR SYNDICATED VIDEO 
" ＭｾＢ＠ ｾＭＭｾ＠ . ｾ＠ - - .- - ｾ＠ . ,- ｾＭ - - - - . -- "._-- - .. - . ". Ｍｾ＠ ＬＬｾＭＭＮｾ＠ ＭＢＭＭＭＮＭＮＬＬＭＭＭｾ＠

0/0 of Total Effective 
Traffic Source Traffic (PM Rev Share (PM 

Yahoo/Portals 300/0 25 500/0 12.5 

Video Aggregators 300/0 15 700/0 10.5 

HyperDistribution 200/0 10 700/0 7.0 

Viral 200/0 5 1000/0 5.0 

Weighted Online Average CPM 

MTV NETWORKS I 

- "--_ .... 

Weighted 
(PM 

3.751 

3.15 I 

1.40 

1.00 

$ 9.30 I 

mtvn.com 
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APPENDIX 8 - WHY ONLINE VIDEO ALONE IS NOT THE ANSWER B - 9 

Per Episode Watched: On-Air> MTVN Sites> Syndication 

Impact of Ad Loads and CPMs 

TABLE: NET REVENUE PER 22 MINUTE EPISODE (OR RELATED CLIPS) 
--

Advertising Sales Ad Revenue 

Traffic Source Ad Load Effective (PM Per Episode 

MTVN On-Air 12 $ 10 -18 $ 180 -216 

MTVN Sites - Today 4 $ 35 $ 140 

Online Syndication 4 $ 9 $ 36 

o !'if!t:' T rnrnmmg1JF ｲｆｾ［［ｱＺＡＡｮ＠ "T 77'·'7 pc T 71 7 ' -' 

ｾ＠ MTVNETWORKSI 
-.....J 
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APPENDIX 8 - WHY ONLINE VIDEO ALONE IS NOT THE ANSWER B - 10 

"More TV" Online Doesn't Bring BoeR the Buzz 

The Broadcast NetworRs are putting content online, 
launching their own video sites and partnering with portals. 

Availability Full-length content continues to grow online, yet 
ABC found the average online user watched only 5 minutes 
of their 44 minute episodes. 

Coogle, YouTube, MySpace-the folRs with the Mojo aren't 
providing content-they are connecting people to it. 

MTV NETWORKS I 
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APPENDIX 8 - WHY ONLINE VIDEO ALONE IS NOT THE ANSWER 8 - 11 

SideBar: Why License Fees are Anathema to Ubiquity 

License Fees are anathema to Online Distributors 

• In the offline world, we partner with G.telleepe •• to enable them to charge fees to consumers 
for access to our content • 

• In the online world-unless users are charged an admission tee-content is .. tree" 
• Admission fee models have largely failed-they chili con.umptlon-in medium mart:?ed by 

unllmltecl content p.oulcle •• (no distribution costs = low barriers to entry) who are in a 
con.tant m •• llet.h •• e b.ttle. (low switching costs). 

• Moreover, in an online world that is increasing "open"-where sites deep lint:? into other sites, 
where search generates 30+% of traffic-content th.t hlcle. be.oncl aclmlt.lon fee ••• e 
ue •• cllfflcult for u.e •• to set to [e.g., WSJ online-one of the most successful premium 
destination-suff-ers· tremendous loss ·of CIflciHary troffk ·andcanstantly battle . amount of· open-
to-web content vs. premium walled garden]. 

• End Result: Content is EITHER free but ad-supported with broad distribution OR 
Premium and ad-free with a much narrower subscription base. 

Online, you pay to get distribute (i.e., Traffic costs money) 
• An extension of the above: When content is free, those who have excess traffic charge to share 

it. For non-relevant content, this is called advertising. For relevant content, it is usually a 
revenue share ranging from 30% to 50% of ad revenues generated from such content. See 
Appendix: More is Worse for Online "Distributors." 
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APPENDIX 8 - WHY ONLINE VIDEO ALONE IS NOT THE ANSWER 8 - 12 

The closed circuit is dying ... 

The ·CI •• eel Cl,eulttt = video distribution only through Broadcast TV or MVPDs. 

Broadcast 

Wirel." 

Data 
(PC) 

Television 
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APPENDIX 8 - WHY ONLINE VIDEO ALONE IS NOT THE ANSWER 8 - 13 

New Distribution Systems have no Gatebeepers ... 

The ·Open Clrcalt tt = Gateways (access is no longer an issue) 

I. Direct 

Wireless 

Dato 
(Pc) 

Ie. Direct/via 
lelev,;ion ｴＧｾｾｬ･､＠

device 

Id. Direct via pee,. 
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APPENDIX 8 - WHY ONLINE VIDEO ALONE IS NOT THE ANSWER 8 - 15 

We'd need to nearly match the number of streams we are doing today via 
HyperSyndication-or Inc ....... , h.lf via Yahoo-in order to mabe an 
incremental $10M in online advertising revenue via Video Syndication. 

Video Streams on Distributed Sites Required to Generate $10 Million for MTVN* 

Rev Effective Streams 0/0 of MTVN 
Traffic Source (PM Share (PM to Hit $10M Annual 

Streams* 

Viral (Embedded) $ 5 1000/0 5.0 2,OOOMM 1100/0 
-- -- - - -- - - - -- ---

HyperDistribution** 10 700/0 7.0 1,428MM 790/0 

Video Aggregators 15 700/0 10.5 952MM 530/0 

Yahoo/Portals 25 500/0 12.5 800MM 440/0 

*Excludes iFilm and Gametrailers 
**Assume 0% ad skip vs. current -25% ad skip 

MTV NETWORKS I 
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APPENDIX 8 - WHY ONLINE VIDEO ALONE IS NOT THE ANSWER 8 - 16 

Online "Distributors" Hate Ubiquity 

As the number of distributors grows, online content becomes less valuable to each distributor 

• Online distributors value content only to the extent that a consumer spends incremental time 
with that distributor by consuming the content (which 11111. I. lIIonellzed with advertising). 

• As the number of sites offering our content increases: 
• a given consumer is more libely to have already consumed that content somewhere else; 
• decreased consumption = less advertising revenue = lower incentive to use precious real 

estate to promote content instead of something which distributor can better monetize. 
• Don't Forget: This same "devaluation" can affect MTVN sites-i.e., cannibalization-as we are 

also a direct distributor of our content (through our sites). 

Example: 
• Yahoo cangeneraUygenerateatleast $1.3M promoting content areas on the 'lahooHomePage 
• If Yahoo is the ONLY or A PRIMARY place to get that content, users will clicl:?-thru to that content 
• But, if consumers are libely to have already been exposed, clicb-thrus value (and value to Yahoo 

to promote drops preCipitously) 

Click-Thru on Uniques Users to Revenue per Total Revenue 

MTVN Distribution Strategy Yahoo Homepage Yahoo Comedy Unique User from Promotion 

Yahoo Exclusively 5.00% 1,250,000 $ 3.00 $ 3,750,000 

MTVN sites + Yahoo 2.00% 500,000 $ 3.00 $ 1,500,000 

Broad Distribution 0.50% 125,000 $ 3.00 $ 375,000 

\.fEf

F
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APPENDIX C - ONLINE AD SALES MONETIZES TIME ONLINE-NOT JUST STREAMS C - 1 

910/0 of Online Ad Revenues from Non-Video 

To generate an additional $10M from our sites we'd only 
need to increase traffic by an aelelilional 5%. 

2006 Projected Online Ad Revenues 
. -. - - - -.. - - , - . 

Video Non-Video Video as % of 
Advertising Advertising Total Online 

$ 15M $ 145M 9.4% 
------

ｾ｟ｬ＼ＱｩｉｔｮｮＧＢ＠ "P MTV NETWORKS I 
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APPENDIX C - ONLINE AD SALES MONETIZES TIME ONLINE-NOT JUST STREAMS C - 2 

Portfolios are as Good as Portals 
We can sell Horizontally-across brands and sites-to meet advertiser-driven metrics 

MTVN Games/Entertainment 
70 Younger Male 

M 60 

a 
I 
e 
I 
F 

50 
e 
m 
a 
I 
e 
% 40 

30 

22.6 27.6 

Younger Female 

Median Age Line represents total internet median age 

SpikeTV.com 

.. Games/E,"*ertainment 

•• I Gametrailers.com 

I. AtomFilms.com 

TVland.com 

32.6 37.6 42.6 

Older Male 

ｾ＠
Left/Right = younger/older 
Top/Bottom = Male/Female 
Size of bubble = Unique Visitors 

47.6 52.6 

Median Age Older Female 
Source: Comscore/MMx Aug 06, US Only MTV Networks RESEARCH Ii PLANNING 

,m;q TOItTr"'·rr· ＢｔＧｉＧｉｾＢＢ＠ '" ."hr'·· .,. ,. MTV NETWORKS I 
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APPENDIX C - ONLINE AD SALES MONETIZES TIME ONLINE-NOT JUST STREAMS C - 3 

Performance Beats Buzz 

Ope •• llon.1 I.cellence 
• Opllllliae .elllnil 1111. to generate more higher value impressions 
• Determine opll ..... p.icin •• 1.lIclll.e to both drive revenue and maximize impact of 

house ads 
• Explore and expand p •• lne •• hip. with technology providers, traffic drivers and inventory 

managers to m •• imlaa ,ielel on every impression 
• Leverage our c.o ••• lle con.llme. In.l.hl. - these are the game changers; shared data 

drive audience insights which drive advertiser commitments 
• Establish leadership in IInowleel.e of online .lIellence. through data mining 

P.oclucl 
• 'c.le matters - for our sites and for content experiences outside our sites 
• Get the .... Ic. - frequency capping, sequential messaging, targeting, reporting 
• Cross-networi:? cI.l. capture 
• Inventory oplllllla.llon and yield management 
• Innovation and .peecl to mari:?et 

P.cll.,lng 
• OWN 1IIIIIIi-pl.lfo.m and convergence in the mari:?etplace 
• Power in numbers - ho.laonl.' •••• e •• llon according to advertiser-desired, data-driven 

characteristics 

MTV NETWORKS I 
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APPENDIX D - UNDERSTAND THE ONLINE CONSUMER D - 1 

Qualitative Analysis-Understanding Why and How 
Getting t ••• e.t u.e. e.pe.lence •• nllne A wl.ele •• 
Continuous usability testing (including multivariate testing) 

Persona-driven search, brand and competitive analysis 
Behavioral user experience heuristic analysis 

Reality mapping for attracting and retaining consumers 
Experience-based planning (relationships, dependencies, scenarios, features) 

E.pl •• ln. new .n" p •• 'lt ... le .... n .. ·c.n.ume •• el.tlon.hlp. 
Virtual world development 

Influencer, 'Net Promoter' activation 
Games' play and extending into new affinities 

External partnerships value creation 
Acquisition support (forward-facing, integration-minded) 

I"entl'wln. new, .wn."le .evenue c.nt.I"ut ••• 
ROI excellence 

Social media expansion (brands, franchises, behaviors) 
Lifetime value exploration (portfolio, mindset-based) 

ｾｶｭｎＧﾷﾷＢｾ｟Ｑｩ＿｟ＧｩｲＧＮﾷ＠ 7 T .. . Y MTV NETWORKS I 
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APPENDIX E - FOLLOW THE ONLINE CONSUMER E 

"It's not just about bringing people to the site, it's about keeping them 
engaged, enticing them to share and create their own content, and making 
sure they come back./I 

Lloyd Braun, Head of Yahoo Media Group 
Business Week, March 13,2006 

MTV NETWORKS I 
mtvn.com 



A
-533

I 
cO" 
::J 

-< 
o 
o 
ｾ＠
0.: 
CD 

ｾ＠

ｾ＠

< 
5> 
o 
ｾ＠

CO 
-.....J 
I\) 

CO 
I\) 

I 

APPENDIX E - FOLLOW THE ONLINE CONSUMER - COMMUNITY E - 1 

Communications are 400/0 of All Online Activity 

Total Time Spent Online Ac.oSS ALL Use.SI 
(Millions of hours) 

Total % - 39% of Time Spent on 
Commerce 

Communications 

Content 

Search 

Total 

170/0 

39% 

50/0 

1000/0 

I Video = < 5% of Content Time Spent. 

Communication 

- Communication tied 
with Content as the 
Dominant Online 
Activity 
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APPENDIX E - FOLLOW THE ONLINE CONSUMER - COMMUNITY E - 2 

Communications are 67% of Teen Online Activity 

Teens Age 12 to 17 
Top Categories - Average Minutes Per Visitor 
February 2006 vs. February 2005 

Year over Year Percentage of 
Grawth Time Scent 

Instant Messenger r 410/0" / 400/0, ............. 
Email , 330/0 t t 140/0 I 
Discussion/Chat \... 46%/ \. 13% / 
Retail ｾＯｯＧ＠ no 
Online Gaming .. 42% . 7% 

Auctions 11 % 5% 

Entertainment - Kids -29% \ 5% 
Gaming Information 20% \ 4% 

Community - Teens -35% \ 4% 

Sports 73% \ 3% 

Total 190/0 \. 100% ..... ｾ＠
ｾ＠ -""",.------

MTV NETWORKS I 

67% Total 
ime Spent = 
munications 

Growth in 
munications 
over last 12 

months 
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APPENDIX E - FOLLOW THE ONLINE CONSUMER - COMMUNITY E - 3 

ｕｾＡｾ＠

YouTube is a Social Networb & MySpace runs Videos 

"YouTube is BOTH a video 
viewing site and social 
networi:?ing site: 

[it] allows users to create 
their own profiles, post 
videos, and comment on 
-- -------------- ----- ---- ------- - - ------ --- ---

each other's posts." 
Hitwise, May 2006 

Top Video Sites 

Ranll Name Domain 

MarLet Share of US Internet Visits 
0.110" 

0.15" 

0.14" 

0.12" 

0.10" 

..... 0.0810" 
o. OS" 

0.010" 

0.04" 

0.02" 

:: I 0.034" 

:; :::::::::: ...... - 0.023" -7-. 
ｾ＠ ＨｉｾｬｉＨＱＲＴｾＧ［＠

18 25 04 11 18 25 01 08 15 22 29 010 13 20 
FEB FEB "AR "AR "AR "AR APR APR APR APR APR "AY "AY "AY 

.. 111111. VOUlUBE. CO" .. IJ IDS .11¥SPACE. COI1 .. IJ IDEO. SEARCH. VAHOO. COI1 II IJ IDEO. GOOGLE. COI1 

1I1I1I1I.GROUPER.COI1 - - - ----

CHART OF lliE IIEEKL Y ALL SITES I1ARKET SHARE IN ' ALL CATEGOR IES', BASED ON \ ISITS. 
TII1E PER 10DS REPRESENTED II Illi BROKEN LINES IND ICATE INSUFFIC lENT DATA. 
GENERATED ON = OS/26/2 0 06. COPVR IGHT 2006 (C) , H ITII ISE PTV L TO' • 

Aue.ageVblt 
Ma.llet 'ha.e Length 

1 YouTube WWW.,outube.colII 42.e4°tO IJ,20 

Note: Recent 
Comscore 
Video 
Report 
shows lower 
ratings 

2 _,'pace Vieleo. uicl •• m,.pace.colII 24.22% 4,41 

MTV NETWORKS I SET t 
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APPENDIX E - FOLLOW THE ONLINE CONSUMER - COMMUNITY E - 4 

Its Not About the Tools-Its How You Use Them 

Context Will Rule the Next Generation of Social Networbs 

the next wave of successful social networbing (and user-
generated content) communities will come from major media 
websites and other content providers that offer their audiences 
conte.t ... llp specific reasons to aggregate. 

Eric Alterman 
CEO, Kicl:?Apps 

-Exomple!C-elbert -Gr-een-S€reenGhGl-lenge·_· 
Content Creation is Not Just "Cats urinating in toilets" 

• 88 Unique Mashups of Colbert fighting Bears, Monsters 
• 7K Reviews and Ratings by viewers of Mashups 
• 1.7 Million Video Streams on YouTube Alone 

MTV NETWORKS I 
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APPENDIX E - FOLLOW THE ONLINE CONSUMER - COMMUNITY E - 5 

A (Baber's) Dozen Ways to enable the User to Engage 

UGC 

Conlenl 

Made for 
Web 

Parallel 
Storylines 

Extras, 
Outtakes 
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APPENDIX E - FOLLOW THE ONLINE CONSUMER - COMMUNITY E - 6 

Newspapers Lessons - The First Internet-Disrupted Media 

As newspaper publishers become convinced current online growth rates will not counteract the 
downward spiral of print readership and ad revenues, more and more solutions are being brought to the 
table. 

Niche. user-generated and data-driven content as well as more targeted and cost-per-action advertising 
are among the recommended ways newspapers can open up new revenue streams. 

"We need to move from the old monolithic business model ... to a diverse and growing portfolio," declared 
Steve Gray, managing director of API and Newspaper Next. 

The recommended "portfolio solution" encompasses an array of free and paid products beyond just news. 

"The online strategy chosen by most newspapers -- essentially reproducing the newspaper online -- falls 
into a common disruption trap .... attempting to reproduce the old product in the new technology, and 
thereby missing many of the best new opportunities," notes the recently-released "Newspaper Next: The 
Transformation Project" report. 

Serving niche audiences through vertical content is one obvious way newspaper companies can offer 
contextually-targeted advertising. The report suggests categories such as entertainment, travel and high 
school sports, as well as even more ad-themed verticals like autos, homes and coupons. 

Data-driven information resources and opportunities for users to create content are also recommended. 
For example, E.W. Scripps Company's naplesnews.com, the Web edition of Florida's Naples Daily News, 
has searchable databases for local team and athlete comparisons. And sites like Enterprise NewsMedia's 
Plymouth, MA-based WickedLocal provides news content and lets users write blogs, join in discussion 
forums, and submit photos. 

The American Press Institute (API)/lnnosight Report 

ｾ＠ II If "' 
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APPENDIX E - FOLLOW THE ONLINE CONSUMER - COMMUNITY E - 7 

Our Audience Will Mabe Content for us-and watch it 

By enabling our audiences to communicate through our platforms, we harness 
very powerful new content that we can monetize 

}ATe 'rx," Ｍｾ＠ , 

Web content creation 
POSTED A SLOG 

_us 8% 

• Australia 4% 

ADDED INFORMATION TO OWN WEBSITE 

US ｲＴｱｩｾＧ＠

__ Australia 10% 

ADDED INFORMATIONTO ,A. WORK OR 
GROUP WEBSITE OR A BLOG 

_US ｲＳｾＺＱ＠

Australia 16% 

SHAREDONTHE INTERNETCREATEDCONTENT 
SUCH AS PHOTOS, V1DWS, WORDS 

US ＲＶｱＬｾＬ＠

• User-generated video is not the only form of consumer content 
• Blogs, Tags, Posts (Message Boards), Photos are significant 

contributions made by users 
• Moreover, the younger the audiences, the more litlely to 

engage in online content creation-nearly 500/0 of all online 
users between 18 and 29. 

Web content creation by age 

'ill,' 

ｾＮ＠ HI 

Australia 29% , ｩＭＲｾ＠ l(H9 SO-'S4 ｾｓＫ＠

ACE 

SctJrce; A:-n.·inre .... ilff' &A:n.en'ccn Lire- ｾＧＬＧＢｃｽ･ＮＭｴＬｾｃＧｦ｣ｏｪｊ＠
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APPENDIX E - FOLLOW THE ONLINE CONSUMER - COMMUNITY E - 8 

And More Community is a Free Lunch 

TheN initiated Community Features in Profile Pages: Traffic grew 
dramatically with NO adverse impact to content consumption. 

i 1,250,000 11---------------------------------. 

:; 
m r ｾ＠.(p 1,000,000 j /'" 
ｾ＠ .1 , 

A. Ｏｾ＠ ./ \\. . .. -._-."' ..... ---'. 

750,000 ｲｾｾ＠ ｾＬ＠ ＯｾｴＭＭＭｾＮｶＭＧ＠ ＭＮＭＮ［ＺＮＬＺ［Ｚｾ＠ .. ｾＺＮＺＺ［＠
"'--I' I ＮｖＧＭｾＮ＠

500,000 -

I 
I 
I 
I 
! 
ｾ＠

.250.000 -t:::::--- ｾ＠ I ＮＯＧＮＮＮＮＬＮｾＮＭＭ_ .... _._ -;:..r . 
__ .- _ _ ___ - __ . ___ ... -. J " 

o Ii, iii i , iii 

17 19 21 23 25 27 29 3 5 7 '9 11 13 15 17 19 21 

Aug 

Most Popular Site Sections ＱＴＢＮｾ＠ a SCI 1QD6 - Tue. 22 Aug. 2006 
• games mb ｾ＠ • profile J 
• media player • ntv 

G,rar.oh: Generated by SiteCetalys.1 \.iSIng Report ａｾ･ｬ･ｲ｡ｴ｣｣Ｇ＠ at IJfl:50 r'M EDT, 23 Aug 2006 
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APPENDIX E - FOLLOW THE ONLINE CONSUMER - COMMUNITY E - 9 

Community increases Uniques (Viral Distribution) 

Let the Audience be the evangelist. 

Letting Others Know About Online 
Video Is Common 

::-.Jever 
32--"<> 

Rarely 
30 % 

Frequently 
996 

Occasionally 
2996 

ｾＭＮ＠ ﾷｦｾ｝＠ MTV NETWORKS I 
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Community and Frequency 
ＢＭｷＫ･ＢｗＧＢＢｷＢＬＣＢＬＢＧｷＬＬＪＬＬＬｾＬＬＬＬＬＬＬＢＢＬＢＧＧＧＧ｟ＧＧＧＧＧＬＧＧＧＧＬＢＧＧＧＧＧＧＧＧＬＧＧｫＬＬＢＧＧＬＧＧ［ Ｇ［ＢＢ［ＢＢＢＢＢＢＢＧ［Ｇ＠

Communications, social networking, and game playing are the most common daily activities 
(sorted by % dOing activity daily of those that do it at all) 

More do 
activity 

daily 

Base: North American online households 
Source: Forrester's North American Consumer Technology Adoption Study 2006 Benchmark Survey 

ＲｊｪｩａＮｾ＾ｬｩｩ＠ n " l'll !!iJ ; 7" 
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APPENDIX E - FOLLOW THE ONLINE CONSUMER - EXPERIENCES E - 12 

Even for those who have been on the Web the 
longest (18-34), uncontexted TV content provides no 
added value to users. 

Jupiter, 2006 

Experiences, not content, will be the basis of success for 
media companies -going forward. Media outlets have 
great expertise in creating one-size-fits-all experiences 
- liRe mabing a movie, producing an album, or 
filming a TV show. However, content experiences of 
the future will differ in many ways. 

Forrester, 2006 

［Ｚｾｾｾｾ［ｾＺ［ｾＥｾｓ｢ｾＱＬｾｾｾＱﾣｴＺＱ［ｫｾｾｾＱｾｍｻｧｚｲｩｾｴｫ＿ｾｾｲＮｴｬｦｾ［Ｇ｜｜ｾＥ＿［Ｚｩｴ＿ｾｾＢｗｴｻＵＬｦｩｩｦｫｲｾＱｦＱｾｾｊｾｦｾｾﾧＧｾｾｾｾｩ＠
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APPENDIX E - FOLLOW THE ONLINE CONSUMER - EXPERIENCES E - 13 

The Web Has Dispersed Traditional Audience Clusters 

"What we are experiencing in fragmentation is a little libe the aftermath in the Big Bang 
theory. After the "bang," all of the matter in the universe was deconstructed and 
dispersed. Over time, the pieces re-grouped in new, meaningful ways-- planets, stars, 
moons, et cetera. 

Similarly, the introduction and adoption of digital technologies in our sOciety has effected 
a deconstruction and dispersion of audiences across channels. The fear among media 
practitioners evolves from the disorder, the change in how we understand our ｵｮｩｶ･ｲｳ･ｾ＠
the media-scape, and the implications on our business models. The opportunity -- in fact, 
the silver lining -- is in the discovery of new patterns that may ultimately prove more 
compelling for consumers and more instructive and efficient for advertisers. 

Let me put it more simply. Fragmentation is just an opportunity to 
re-aggregate audiences in more meaningful ways." 

ｾ＼ＭＭＭＭＭ ﾷＭｗﾷｾＭＭＧﾷ＠ ＭｾＧＺ｝｝＠ -, I 
ｾｾｾｾｾｴｭ＿ＣﾧｸＦｗﾥｦｭｾｾｾｾﾥＱｬｦｦＧｙｮｔｲｊ＠ "Ti." MTV NETWORKS 
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APPENDIX E - FOLLOW THE ONLINE CONSUMER - EXPERIENCES E - 14 

The "Focused" Approach Can Build a Meaningful Audience 

ｾ＠ Technorati" 
Blogs and MSM 

I::: ii; ;;i;; iii : t ＺＺＺＺＺｾＺＺｩ＠ :: ;-: t: :::;; : 1$1&" . lilllUUi Q u ' Washington Post LIlli New York Times 
. ___ . __ ｾＮ＠ _____ " __ ". _____ ... _ .. , __ ._. __ ._ .. _ .. ,, .. _ .. _ .. _____ ... _ ...... __ Ｎｾ＠ __ Tahoo t\lews 

e:r==::I:%;;S:l:::m:::'.::.:i::a;:nBBC 

ｾ＠ . ,,'.. , - . &ie.. I Wired News 
ｾ＠ Boing Boing ::: ::::::::: ::: . :::: ::: ｾＺＺ＠ :::y 

ｾ＠ News.com 
Reuters 
SF Gate 

fJ ｍｾｯｮ＠ = Mainstream Media 
: DailKos 
I jnst'!rwnd it 
I Ｌｾｔｩｭ･ｳ＠ Red 810g 

Glzmodo 
I FA.R.K 

r:::::::::::::::::::C:::::: Shinbun 
. $. ; _t. ;, .$.;;' National Review 

Engadget 
·,Boston.com 
ESPN 
PBS 

The Times 
Ｌ｟ｾＮ｟ｾ｟ｾＮ＠ ｾ＠ Talking Points Memo 
i NPR 
! ｄ｡ｹ･ｮ･ｾｃＵ＠

Binary Bonsai r-__ IiSlSI._ The fc:onomist 
Common Dreams 
Eschaton 

o 10,000 20,000 30,000 40,000 50,000 

MTV NETWORKS I 
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APPENDIX E - FOLLOW THE ONLINE CONSUMER - EXPERIENCES E -15 

Programming (1) Content + (2) Software + (3) Navigation for Specific Effects. 

Opportunities: 

Content 

• Reactions - attitudinal/intellectual/emotional 
Example: anti-authority Jacbass Portal "I selection 

Story telling 
techniques 

Tools and 
features 

• Interactions - with content, functionality, community 
Example: "in control" of my video on Horizontal Platform 

• Activity - passive vs. full immersion 
Site navigation Example: Watching TV vs. Networbed Video Game 
Interaction with 
audience 

The JacRpot: Satisfying Experiences that are 
otherwise absent from Consumers' Lives 

And it worRs: 

Star Tribune created online version of 
newspaper edited for young adult experience-

result outstripped traditional by a 2.1 ratio. 

HiUh 

(l) 

11 
::J 
2 
c1i 
c o 
U 
co 
Cl. 

E 

Low 

ooks out for people like me 

A credible. safe place 

'lakab liiO e be :9 'fIm1iJred for me Guides me to other media 

rI,'ly guilty pleasure Gives. me something to talk about 
A walj to fIll my time 

Tries to persuade me 

Too much 

Worries me 

Rille Experience Presence 

Low Priority 
Experiences 

Annoved by the ads 

C.(IHHHOn 
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APPENDIX E - FOLLOW THE ONLINE CONSUMER - EXPERIENCES E - 16 

"Disney.com, when it relaunches in early '07, will 
create a customized point of entry so the 
experience matches the age and interests from 
pre-school up." 

PaidContent.org, 9/20/06 

MTV NETWORKS I 
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Vieleo it 
ｾ＠ ........ 

Experience 

Consumer-Regulateel; 
full con.u .. er accett 

We get: 
• More Engagement (Time) 
• Ability to guide/drive usage 

nocont .. mer 
entr" 

• A Full experience 
around a passion 
(e.g. music, politics) ｾ＠
• Initiated by trusted 22 
entities-brands, n 
franchises, :::t 
characters S 

- experIences that 
go well beyond 
our video (e.g., we 
are now the voice 
of Political Satire) 

ｩｴｦ｟ｫｭｾｍＮｾｾｾ｟ｾｊｬｩｦｪＧﾷｏ［ＡＢｔｌｔｲｙｮｩｄＱｩｮｮｦｬｕｩＷＬＮＧﾷｲ＠ 7 ｊｾＮＺ＠ MTV NETWORKS I 

Vieleo 

Experience 
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APPENDIX E - FOLLOW THE ONLINE CONSUMER - EXPERIENCES E - 19 

They want to Control their Video 
• Breadth of Content 

• Personalization, Interactivity 
• Ability to Create, Edit, Mash-up 

Today they go to: YouTube If we Build It: Feed/iFilm 
YOU(MIIIIBloadCJst Yourself 

ｾＡｾｉｖｊ･ｷｬｮｧｈｬｳｴＢｲｬＡＺｩＡｴＡＡＮｬＡ､ｬｌＡＡＡ＠

S",d,'o,I¢OlIeftg_ Ａｾ＠

tl!!..t!!..!. ｾ＠ f!.1!J!:!!l! §a.!!..u ｾ＠ Ile!.<t!!! 
ｾＱｾＱｾＱｾＱｾｉｍｩｓｕｾｾｃｏｬｴｴｬｵＢﾷｲｾｬｾ＠

WINNER 
ｓ･ｾｬ＼｢ｍＮ､ｬｦｬＮＧＧＺＮ＠ ___ ｖｬ､ＮｏＧｵｵｨｦｯｲﾷｵＮＧＢＮｲｴｾ＠ ______ ｾｾ｟＠

ＢｾｾｾｾｩＺＺ［ＧＺＺｾＺＺＺＧＺＧＺＭＭＭＭ
***** m_ 

ｾＧ＼｜ＡＮＡＺｈｅｎｏｏｬｉｬｅｒｔｇｒｅｅｎｓｃｒｅｅｎｃｈａＱｬｅｴｫｩｅ＠

, ' . Ｖｯｴｭｬｩ｡･ｨｬＤＮｬｨ･ｮｲＸｬ､｡ｒｬｨ｡ｴｊ｡｢｢ｾｲｯｮｉｨｂ･ｭ｡ｬｬｬＧ｡ｹＢ｡ｬｴ｡ｬｬ･ｲｬｮＦｾｄｮ＠
｡｢ｯｵｴｨｾｦＧｬｬｉｬｉｉｨ｡ｶ･ｲｬｧｴｴｳｦｯｬＡｨｬｮｧｳＮ･ｶ･ｮｬｨｯｵｰｴｬｨｯｹｳｨｏｗＦ､｡｣ｬｬＩＩ＠

tromft8aklrapliodsOJII •.. plu611h1I11oyoUhiYlllobeanamarican 
CltIzen .. bah.welltrs(,OO"'!l 

ｔ｡ｧｳＺ］ｾｾｾｾｾｴＡＡＡｉｬ＠
ＢＮＢＢＢＢＢ｟ｉｉｧｏＢＨＭｉｉｉＬｾＬＮＬＮｾ＠

ｮＢＢＬｾ＠

\"'..., ＱＸＱｾＱＱ＠

***** -,-
ｾ
Ｎｾ＠

"';t ... ' ThI$lsrrl)'utond ... ｮ［ｉｾｮ＠
ｴＮＡＡｉｭｉｊｭﾣｬｬＡｬｬｬＺＡｬＮｾ｡ｬｬＧＡｮＡｚｮｬｬｗｴｴＡｬ＠

.>i:cingular ｾ［［［ＺＮＬＮＮｷｾＢＢＢｯｧｑ＠ ＼ｬＨＢＢＢＢＢｦＮｾ＠

Ｍ｜ｩｾｾｾ＠ ＬﾣｾｬＪｾ＠
ｾｲｴｖｏＮｃＢＢＧｔｉｏｬｩｬ＠

ｒ｟ｾ＠

't 

.!-L 

ｾ＠- ....... 

］］ｾＡｾｅＺ］ＺＺｾｾＺｾ＼ＺＺｉｾＺＺＺｾｾｾｾｾｾｾ･ｯｮ･＠ ］･ｮｬｳｾ＠

ｾ［ｾｾｾ｣ＺＺＺＺ＠ ｾ＠ ｾ＠ mMl m m ｾ＠
｟ＧＺＺＺＢＢｌＢＢＧＭＮｾ｟｟｟｟｟｟＠ _ ___ ｾｶｴｗｬｨａｮ｟ｦｾＮｾｇｦ＠

rG 
: " .... 

ｨｾ［ｾｾｴｾ＠
, 'r> 

.,.tI1!. 1(,0')·1 ｩＺｩｬＺＧｊｾＧ＠iii: ｜ｏｊｾＢＢＢＢ＠

•

UllbnAta 
DanotScenes 
s"·",P",,D 
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Ｎ
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APPENDIX E - FOLLOW THE ONLINE CONSUMER - EXPERIENCES E - 20 

They want to Go Deep 
• Full access, immersive experiences 

• To interact, to shape, to identify with Franchises 

Today they go to: UnOfficial Fan Sites If we Build It: ?? 

Ａｃｴｩｾｈｮ＠ (:.1'10 ....... 11 ..... RI" 
Think YOll Kno ... Kristin C .. ".II .. n? ｔＮｾﾷＮ＠
Our Kristin Ca\'ailMI Quit How 
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APPENDIX E - FOLLOW THE ONLINE CONSUMER - EXPERIENCES E - 21 

"Design [must] lead users to community. [Creators must] analyze what community means to the organization 
and its constituents. Virtually live through the consumer to understand how they move through the site to 
understand how the idea of community should manifest itself. 

Message boards and other interactive community forums can't be located in just one area, on a separate subsite 
- they must be woven community features throughout the site -- no matter where someone is on the website, 
she should easily find her way to a chat room, message board or other appropriate tools." 

Production capabilities are 
extremely high based on capital 
investment and expertise. 

Annotation is commentary 
on and reference to existing 
information and ideas. 

Marry the Unique Elements of 
Professional Content with 
the Power of Community 

"People who need People," CIO 

Professionalism is a 
characteristic of mainstream 
media cuts both ways - there are 
clear standards and a high 
degree of talent, yet 

alism is a box th 

Self-exposure is a more powerful 
driver of social media than self-
expression. The exhibitionism and 
associated voyeurism of blogs and 
social networks are a key factor 
driving participation. 

Future of Media 2006, Future Exploration Network 
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APPENDIX F - TV IS STILL TV F - 1 

TV provides a crucial distinction-and critical advantage. 

• TV initiates behavior and induces shared passions and 
experiences 

• MTVN consistently demonstrates unparalleled creative 
leadership 

• We are the Inventors of breabthrough genres and content 
• We Innovators of popular culture 
• Our audiences want deep tailored "Experiences" that are easy to 

use--not just more content 
• Watching an event as it happens gives an indescribable jolt to 

those most engaged - quicbening their concentration, giving 
them a sense of participation 

MTV NETWORKS I 
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APPENDIX F - TV IS STILL TV F - 2 

"The rate of change is larger for new media (Internet and e-mail) than the rate 
of decrease for traditional media. In other words, growth happens faster than 
decline. 

This goes a long way towards explaining why we can have overall increases in 
media consumption: new habits are acquired while old habits are maintained. 

Traditional media seems to be able to retain or even grow users in core 
areas. For example, TV was up in primetime, radio was steady or up in 
drivetimes, and newspapers were up in the morning. 

It mabes sense that traditional media will compete hardest to retain users in 
their most successful time periods." 

Jay Newell 
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APPENDIX F - TV IS STILL TV F - 3 

Time Spent on MTVN Nets Still Beats Even Top Internet Sites 

Time Spent - MTVN vs. Selected Online 

21 :36:00 

19:12:00 

J: 16:48:00 -c 
ｾ＠ 14:24:00 
... 
ｾ＠ 12:00:00 -c 

9:36:00 Q) 
c. 
en 
Q) 7:12:00 
E 
j:: 4:48:00 

2:24:00 

0:00:00 

ｾ＠ Ｍｾ＠ ｾ＠ ｾ＠ ｾ＠ ｾ＠ ｨｾ＠ # ｾ＠ ｾ＠ ｾ＠ ｾ＠ # 
ｾｶ＠ ｯｾＢ＠ ｾ＠ _ ｾ＠ ｾＧｻ＠ . ｾ＠ -tX-V ｾＧＢ＠ " ｾ＠ ｲＭＮｾｦ｢］＠ !& ｾｯ＠

(j ｾＮ＠ .., 0 ｟ｾ｜ＮＮＱ＠ 00 ｾＰ＠

ｾＢＢＧ＠ <<,if 0" 

4.# 
MTVN Brands vs. Sites 
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APPENDIX F - TV IS STILL TV F - 4 

Cultural Activators: 

• They give audiences something to do - some activity, some roles 
and goals, some meaningful form of participation. 

• This can be literally the case in terms of the mechanisms of 
participation that surrounds reality television or computer 
games. 

• Or it can simply be the show embeds lots of secrets and thus 
opens itself up to a prolonged process of decryption, as seems to 
be the case of Lost 

Almost all TV attracts Culture-it tabes a unique show to 
activate it. 
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APPENDIX F - TV IS STILL TV F - 5 

Initiation: Colbert films himself in mocb light-saber fight in front of green screen. 

Result: (on YouTube ALONE) 
• 88 Unique Mashups of Colbert fighting Bears, Monsters, the Star Wars Kid 
• 7K Reviews and Ratings by viewers of Mashups 
• 1.7 Million Video Streams (approx same number of mash-up streams as 

monthly streams of Colbert clips on Motherlode) 

Initiation: Colbert urges viewers to vote for him on online poll to name new 
bridge in Hungary. 

Result: Colbert leaps to first place with over 17M votes (leads second-leading 
votegetter by over 15M votes). 

- -

Initiation: Colbert encourages viewers to change Wibipedia entries to say the elephant population had tripled in 
the last six months. ["Any user can change any entry, and if enough other users agree with them it becomes true. 
If only the entire body of human bnowledge worbed this way."] 

［ＮＮｾＮｾ＠ .. ＢＺＮｾ＠ ... Result: Under deluge of changes from audiences, Wibipedia 
bans further changes to Elephant entry. 

1(- I'! Due to recent vandalism, editing of this article by anonymous or newly registered users is currently disabled. 

• Such users may discuss changes, request unprotection, or create an account. 
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APPENDIX F - TV IS STILL TV F - 6 

Audiences are aoing Online while Watching TV 

• 16% of ALL online usage occurs in front of the TV 

• 66% of Users regularly/occasionally watch TV while online 

And they are loobing online for MORE from Us 

• 60%of Users visitwebsites of TV showswhiiethey are watching 

• 80% of Users visit the websites-at some point-of the television 
networRs and/or programs they watch 

MTV NETWORKS I 
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APPENDIX F - TV IS STILL TV F - 7 

Initiate with TV, Enable with Online 

Online is the New Watercooler 

• 54% of Users would consider participating in online 
communities, discussion groups, chat rooms or blogs about T 

• 13% of Users currently DO! 
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SUMMARY NUMBER SUMMARV 

(!) Inillate with Oil. F.anchbes/B.ancls/Content 

@ Engage with 
- Create 
- Edit 
-Mix 
- Upload 
- Personalize 

@ Enalale 

@ Enable COlllmllnlcatlon 
(UnTethe. Content) 

- Share 
- Embed 

ｾ＠

MTV NETWORKS I 

-Comment 
- Post 
-Add 
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APPENDIX G - Some Thoughts on How We Do It G-1 

Increase Uniques 
1. SEO - Approve Budget and Keep Implementation GOing 
2. Enable .. Email or 1M A Friend" on Every File 
3. Syndicate and LinR-BacR-You Tube and Others 
4. Clean out the Video Search Noise 
5. Go Viral-With a Plan 

Increase Frequency (aRa Change Consumption Patterns) 
1. Alerts (e.g., Let Users RIJOW when new content is available) 
2. BooRmarRs (e.g., "BooRmarR this page") 
3. Get into Daily Consumption: Instant Messenger, Widgets & Modules 

Increase Time Per Session 
1. Get Search WorRing on Our Sites 
2. Program Baseline Community 
3. Enable Tagging 

MTV NETWORKS I 
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APPENDIX G - Some Thoughts on How We Do It G-2 

It's the Most Popular Way 
to Share Video 

You(mmr Broadcast Yoursel! 

Home Videos 

DARIA 

Ra1etllisvhlen 

***** 7 ratings 

P1eas:e[gg)alo 
ratetmvideo. 

Most Recent ｾ＠

L ＹＮｾｶｾ＠ .. ｴＲＢｦＮＮＢ＿ｙＢｾｉＡｾ｟ｾ＠
.A.ddlo Groups 

X ｙＡＢｾｾＮ＠ a_s ＱｾｾＢ･ｰＮｌｾｅＮｲＢｾＮｴＢｾ＠

ｾ＠ I My Account I VIE'WlngHislorv I ｾ＠ I h9.9.J.rJ. 

ｓ･｡ｵＺｨＱｾＱ＠ : ____ ＮｾＢ＠ ___________ , _______________ 1 I SeEl!ch I 

Channels Groups Ca'e(!ories Upload 

Top Rated I MostDisCllssed I Top Favorites Most Linked I Recently Featured 

Views: 2,262 

ｃｑｮｬｬｮ･ｮｴｾ［＠ 2 

ｆＮｬｉｉｾｬｴ･､Ｚ＠ 15tlmes 

Honol&: 0 

Link5tO show 
Ihis vide-o:" -

Added Augllet 25, 2016 
nom Sliulokho 

Ｍ｣ＮＮ｡ＧｴﾢＹ＼ＧｉＭｙＭＭｾ＠

Dalia 
t.:12' 

ｾｊｩＧｩ［｝ｩｔｷ＠

Frorr, CmonsterBM 
l/iew::l.2232 

U:3$ . """ 
:.- ［ＺＭｲｯｭｾ＠

ＭＮｾ＠ .. ｾ＠.. 

ｾ＠
SUPdbowl 
Ot:H 
FrDrR sotisun 

E-mail Is The Most Widely Used 
Method For Sharing Online Videos 

ｬＺＺＮｬｉｬｊＡｾ＠ them the address of the Web site where I found Ii 480/0 

FOf","ud iln e-fl!<1P I received containing a !ink. to the Ｎｖｩ､･ＰｬＺＺＺ］ＺＺｾｾｲ＠
! 

Use the "Send to a friend" ｏｐｾｏｉＱ＠ prO'lkled on the ,Ideo player page 310t 
Call my friends on the phone and tell ;:hem about the video 31 ｾ＠

ＱｾＥ＠ I 

44% 

Download the \l1deo and send ii 3S an a-mall attachment 

Post a hnk to tne video on nw personallJloQ 

Burn the vldeo to l CD or DVD and clrcutlte it 

Put Up the video on my own '¥"Jeb site 

00'/0 20% 40% 60% 

Put a "Share" or 
"Email" Button 
every time we run 
a video clip 

MTV NETWORKS I 
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APPENDIX G - Some Thoughts on How We Do It G-3 

Distribute Content with Focus to Drive Traffic Bacb 
1. Call-To-Action on Our Sites 
2. Leverage Content Mix that Generates Awareness 

Yoummr Broadca,t Yourself 
ｾ＠ I MyAGCOuntl vlewmgHlsloD' I!::!!W! 1.b!&lQ 

__ .. _____________ .. ___ ... J I Search I 

ｾ＠ Videos Channel" ｾ＠ Ciltegorlus ｾ＠

Most Recant I tv!ostVlewed I TapReled I MoslDlscussed I TopFavorltit$ I MostUnked I Re(9ntlyFaaty[ed 

RJte this 'JIlleo 

***** ＱｴＱＴｲ｡Ｑｩｬｾ＠

ＺＺｾｾｾ＠

ｾＭＭＬ＠ S<NeloFavorlles Views: 289,879 

ｾｾＢｾＩﾣＮｑＮｲＮＮｏＧｊｊＱＮｓＮ＠

ｩＮＺｦＮｾ＠ ﾧＮｾｾｉ･｟ｙｉＮＲｾＲＮ＠

ｾｪ＠ ﾧｊＲＢＱＮｾＱｾＲＧＮＹＮ＠ Links 10 ｾｨｯｷ＠
ﾣＡｾＮｾＮ＿ｾ＠ ＱＮｮＮｊＮｰＧｾＡＮｃＡｐＧＡｾＧＡＡｾ＠ lhi& \/Ideo: 

Commeltt$ & Responses 
PltSI;'JVldMReslJ(lIiSe 

ｲＮＬ＿ＬＮｾＮｾｬｊｾｅ＠ ｣Ｂ＿ｮｬＡＡＮＡｾ＠

Stephan Colbartnghts Iha StarWari>- kid .•• ＨｾｯｲｾＩ＠

Td<Js .:1lli!tD. ｾ＠ M ｾ＠ ＨＬＡＡＹＡＧｾＩ＠

uru. 

Click to Vote on 
Green Screen 
Finalists. 

Colbert Puts Grizzlies on Notice 

Colbert Spollings 
m\:'$':0'.i! ｍｯｲ･ｲｲｯｭｾ＠

ｾ＠ ｾＭＭＭＭＭＭＭＭＭＭＭＭＭＭＭＭＭＭＭＭＭＭＭＭＭＭｾ＠SI'IowIlg1-20of 14aQ47 ｾ＠

II ... st.8PII9nC(jlbert'llS..st<lr 
. Ｚｾｓｋｬ､＠

ｾ［ｾｾ｟｜ｾ＠
.:<IIowPt"Y'ng 

StephellColbertvsMI!lV 

ｾＵｓ＠
ｾｾＺｾ｣］ＢＢＬｲ･ｮ＠

... m .k L STEPHEN COLBERT 
｟ｬｍｾｌｌｅｈｇｅ＠

jij 
fritt.wIll"lll 

ｾ＠
ｾ＠
_1," 

ｦＧｗｌｾ＠

What if: 

Y()uTLIbeCr()ve Traffic 
to Us? 

Video Aggregates 
generated new users? 
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mtvn.com 



A
-567

I 
cO' 
::J 

-< 
o 
o 
ｾ＠
0.: 
CD 

ｾ＠

ｾ＠

< 
5> 
o 
ｾ＠

CO 
-.....J 
W 
I\) 

0"> 

APPENDIX G - Some Thoughts on How We Do It G-4 

Yahoo, Coogle, MSN, UnCut - All the "Search Engines" already have our 
content - why send users to us? We need to give them a reason 

ｾｯｯ＠ ........... ＧｾＧＢＧＧＢＧＢ＠'< a\ '.m ':::" 

｣ｾｾｭ＠ Ｚｩ［ｾｾｾＺＺｩＺＺ［ｾｾＺＢｾＢ＠ ._ ... e., ｾＭＺＺＭ ._. !'r' , \ \GC:': .. _..... , 

Comedy Central 

f'Ii Ｚ［ＺｩｾＧ［ｾｴｾＺＺＺ［ｾ［［ＺＺＮＺＺＺ［［Ｚﾷ＠ ｾｾＺ＠

.... "_"'",, .... _. Ii! ｧｾＺＺＬＺＺＺＺＺｦｩＬ［ＺＺＺＺＺＺＺＬＺ［ﾷ［［Ｚ［Ｚ［Ｎ［ＺＺＧＧＧﾷ＠ :::: 
R ＺｾＺＺＺＺＮＲﾷｩｅｾ［ＬﾷＺＺＺＮｾＺ［ＮＺｾＭＢ＠ '::, 
m ｾ［［［ＺＺＺｾ［ＺＺＺＬ［Ｚ［＠ ....... " .. ,.;:: 
f!!i ＡＺＺＺＺＺＺＺＺ［Ｎ［ｾ［ｾ［ＺＺ［ＺＮＢＬＺＬＺＺＢＬＺＺＮＭＢＢ＠ ＬｾｾＺ＠

r;a ｾｅｾＺＬＺＧｩＺＺｾＺＺＺＺＺ［ＢﾷＢＧＭＬＬﾷｾﾷｶＮ＠ ｾＺＮ＠

!In!! ｾ［ＺＲｦＬ［ｾｳＺ［ｾ［Ｌｾ＠ .. " "" 

-［ＺＬ［ＢＢＮＧＮＺＢ［ＺｾＢＧＢＢＢＧＧＢＧ＠ ... 

ＺｾｾＺ＠ -'·····' .. Ｍ］ｦＧｩｳＺｾ［ｾＺＬｾｾｾ＠ .... - ［ｾ＠. ｾＮ＠

rill ｦﾧＧＺ［［ｾＺｾ［Ｚ［ＺＧＧＢ［ﾷＺﾷＧＧＧＧＧﾷﾷＧＧ＠ :. 

Daily Motion 

Because if you search 
"South ParR" on Yahoo 

Video: 

we're Just a IinR 
--one of 22--

--that gets rotated--

So its Rind of hard to 
find us. 

MTV NETWORKS I 
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APPENDIX G - Some Thoughts on How We Do It G-s 

Identify Destinations! Applications Used Most Frequently 
and get integrated: 

1. Email 
2. Instant Messaging (Modules, Bots) 
3. Personalized Home Pages (Feeds, ｗｩＢＢｎｯＫｾ＠

Or Go ｓｴｲ｡ｩｧｨｴＭｴｯＭｴｨ･Ｍｄ･ｳｾｴｯｰ＠

ｃｩｊｾﾣｾｩｬﾧ｜ｴｾｾｾｔ［ＵＺＬＧｾＵＧ＠ 55, . ,57 'i MTV NETWORKS ｾｾｾｾＢｾＧＵＵ］］ｩＧ＠ I 

1:2 Buddies (6/11) 

,.ZolaOrAOL 
ｒｊｉＱＢｍ･Ｌ［ｾＢｧ･ｲ＠

'WSJOl)!ine 
Smart ... Chlld 

ｾ＠ graceaMIucy 
\'iSJ 

1:2 Recent Buddies (0/31 

1:2 Offline (8114) 

mtvn.com 
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APPENDIX G - Some Thoughts on How We Do It G-6 

Do Simple Things (not as lame as Yahoo's) 
And Put it on the Front Page 

ｗｾ｢＠ Images Video Audio 

Search: ｉｉＭＭ］ｾ］］］ｾｾ］］ＭＭｾＺＭＭｾ］］ＭＭＧＭＧＭＭＭＧｃｾｾｾｾＺＺｊ＠
ｍｹｙ｡ｨｯｯｬｬｾ＠

ｾ＠ yahoo! AruiWer.;i1 Ask a qUestion I Answer question:> 

a Autos 

.. Fantasy MLB 

CiI Finance 

\i' Fntsy Sports 

Ii Gomes 

(9 GeoCities 

• Groups 
C$ Hotlobs 

a Maps 

(i Movies 

ｾ＠ Music 

• More Ji:orllJ, 1'Ir"ld 10.::; .. 1 ｲ･ｳｯ｜ｊｲ｣ＬＬｾ＠

III ［ｾｉｾＧＺｾｾＧ｢ｾｉＺｾｴＺｾｾｮｾｾｾ＿＠ to Ml ［ｾ［ｴ＠ ｩｾｾｯ＠ ｴｾｲｾｯｾ［［ＺＬｾｲｫ･ｴ＠

m ｾｔｵｈｾＺｾＺｦＡｾＺｴＺｉｾｬｮｬｳ＠ and 
• 

See Woodw<lrd ｖｾＬ＠ INhlte 
ｈｯｵｾ･＠ '60 MIr.uteJ' ... Ideo 

ｃｈｅｾＷＭｾｾＭｾｾＺｾ＠
CqNFlqURE YOURS NOW ·)i •.. f . ｾ＠ .-

A'rnERlCA. ME,E1YOUR TRUCK :»' ｾＬ＠ '-2' 

",Isltchevy.com . Ad F!!!!!!dback 

--.Per-SOfl-otl-----_ ｾＭＡｬｬ｟ＡｽＮＡｾ｟Ｇｩｾｖｬｩｓ＠ -L ｗ＿ｾｬ､＠ ＮｾｾＭｾＮｾＡ＠ Ｎ｟Ｑｾｾ｟＠ ｾＱｉｬｳｩ､｡ｙ｡ｨｗＩｴｓｬｬｏｊｬｰＮｩＱＱＹｾ｟Ｎ｟Ｎ＠ ____ _ 

Q photos 

'bI Real Estate 

(j Shopping 

fi) sports 

J! Tech 

(j Travel 

It .. 
｟ｾｾｉｯｷ＠ ＡＮＬｾｾｾ｟＠

I ｾｾｩｾｩｾ｟ｾｯｾｾｓＬｾｾＤＭＢｬ＠

SllI,,1I Business 
• Web Hosting 

• Domain Namefi 
• Sell Online 
.. Search Listings 

Featured Services 

.. Downloads 

.. Health 
.. Kids 

• Mobile 

• Three ｾｉｲｬｳ＠ killed at Amish school 0 Community stunned 

• U.S. urges RUSSia, Georgia to tone down rhetOriC 
.. Brazil's Lula in high-stakes battle in runoffvo1e 
• LeUer cntlClzed al·Qaida head In Iraq 
.. CDC: Black lung disease on rise In Virginia 
• Aliilska storm cracks iceberg In Antarcllca· study 
.. Prosecutor: Steroids story cont<1ins 'Inaccuracies' 
• NFL· MLB NCAA Foolb.1I . Golf· NASCAR 

N'iilWIi : Poplilar- I HUlfinQliIi 

MarkBb: Dow: -0.1% Nasdaq: -0.9% 

M.:uketlll<lce 

i ｃＭｾｩｾｾ｢､ｂ＠ I Mortgage rates near 39-yr lows 

t ｰｾｾｮｴｉＮｬ＠ ｾＺｾｾｾｯｯｾｾｃｯ［＿ｧｾ［ｾ｣ｾｉＺｾ･ｮｾＺｽｾ［Ｚｾ［ｬｾｮｬｨ＠ Think you 

Halloween costumes for the entire family * Shop Costume Express . 

Attractive card for ugly credit" Our MasterCard is the 1st step 10 bUild 
or re-build credit. 

What's your credit score 5607 678? 7207· See It $0 

!.A' i •. Check oul tile H. ott,' est PI,Odticts i ;:::-.0 i MP!3 pliill''OIr,: Clothmo; DVD plil';JOIrs 
! : HilndbiilOjJ:;: TVI' J'OIwE!lry 

i. .... i Find Products: : ___ ｾ＠ ____ ｾｊ＠ ｾ＠

Yahoo! Pulse 

Got GalYle7 Video GZlf1lCS YZlhool Users VVant 

• Ge.lls of War 

" NBA Liv. 07 

.. WWE Sru01ckd{)wu lIS. R.1W 

.. Mario vs. Donkey Kong 2 

.. FOIZ.lIYlOtuISIJOlt 2 

Ｎｾ＠ MOr"lll Popular- Gama" 

ask. l1li answer. _ discover. _ 

ｾ＠ ｌＬＬＧ｟ｾ｟＠

Open QlJ11!.tlon 

A<.<..,p!iIIY ＮｕｇＧｎｻＡｉｾ＠

II. ］ｾｾＮｾＮｨＮｾｦ｣ＭＺＺＺ［ｾＺｉｾｮＺｾｾ＠
I,'. ＱｨＦＱｊＧＮＦｳｯｦｳｯｭｾｮｾｰ･ｯｪＺＬｉＦ＿＠

--

Ｌｾ＠ ＧｾｾｾＮｾＺＺｾＺＺｾＺＺｾ［［Ｂｾ＿ｾｾﾷＺｾｩＺＢｾｩＧＺＺＺＺ［ｚＬ＠

III 

I 

t1 .--- ＭｾＬＮｾＢＭｾＮＭＭ .. " ...... 
"".""".,' ｾ＠ .... '" ＮＬＬｾＮＬＮＬ＠ ............... ,,'.,J.< 

• 
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APPENDIX G - Some Thoughts on How We Do It 0-7 

/ ｾ＠ ｾ＠
Unique Users I X I Frequency I X I Time/Session J 

r····················································· ..................................................... ＨＡＵﾷﾷｰﾷｾﾷｾｾｦｾﾷｩｩｾﾷﾷｏｦﾷﾷｅｾｾｾﾷ［ｩｾｾｾｾｾﾷﾷﾷﾷﾷﾷﾷﾷﾷﾷﾷﾷﾷﾷﾷﾷﾷﾷﾷﾷﾷﾷ＠ ...................................................... ·············································1 
ｾ＠ ................................................................................................................................................................................................................................................................................................................................. : 

..................... L. ............................................................................... .r ............................................ ｾ＠ ..................................................................................................................................................... . 
<::::..... ! \31 Community & Applications 

..............• 1"" .•.................................... ··········································L ............................................................................................................................................................................................................ : 
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APPENDIX G - Some Thoughts on How We Do It G-9 

11 Laguna Beach ............... - ... ｾｉｉＭ LagunaBeach.com - For SuperFans 

GOB.OAD 
(TRL ｾ＠ MTV owns Music 

i 
The Daily Show Comedy Central owns Fabe News 

ｦＣｾ＠ .. "9 Social Engagement as +- BII Social Engagement as Application (X-Fire) 
Destination 

OLD NEW 

• Identify Key Audiences within Demo or Affinities • Own the Horizontal (Music, FaRe News) 
• Manage by continuing to super-serve within • Own Depth (Enable the Laguna SuperFan) 

respective areas • Own the Occasion (Teen Angst) 
• And Liberate Ourselves from Destinations-we can have 
applications do the worR (see X-Fire) 
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APPENDIX G - Some Thoughts on How We Do It G-l0 

OLD 

• Balance Consumer Engagement and 
Advertiser Needs by creating/acquiring 
Conlenl designed for 10-foot experience 

• Experiment, Test, Revise to maximize loyalty 
and engagement 

• Build and maintain brands' strength and 
integrity with audience 

NEW 

Create the Experience. that have been identified-while 
they are still on the Drawing Board: 
(1) Premium and Low-Cost Pro Content 
(2) Applications/Products 
(3) Community and Communications 
(4) How the experiences are IinRed across mobile/TV/online 
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APPENDIX G - Some Thoughts on How We Do It G-ll 

G'?..!o>gle 

ｭｳｮｾ＠ 'YA.Eoor ＮｴｴａｏｬＮｉｍｉＮｮｬｾ＾ｮｬｩ＼ｲ＠

.... I11III Ｂｙｩｬｈｏｏｲｍｅｳｳ･ｲＺＡｾ･Ｌｾ＠
Youimmr _S;:,GUBA msnY.Me$Wlger 

Google ｾｬ＠

_msn" - -" BlogliJJesl,lt, 
:: Plucl<.. 

Online Marketing 

'W1WW?Wl1!@ ｾｾ＠

ｔｵｲｾ＠ ｾ＠

re\j!j"''';'''Jtf 
.111\. ｾ＠III ｾ＠

-Each-1Ofo increase of Traffic to Our Sites = ＤＲｍﾷＨ｡ｴ｣ｵｲｲ･ｮｴｳ･ｮＭｴｨｲｯｵｧｨｳＦｾｃｐｍｳＩ＠
OLD 

• Broadly Distribute Video Content through Access 
Providers 

• Maintain relationships and awareness of core 
brands strength and emerging brands oppty's 

• Develop solutions (mart:?eting, local ad sales, 
consumer awareness) for subscription products 

• Develop New Products to Enable 
• Wort:? with Existing Distributors Across Platforms 

NEW 

Connecting Online Audiences with MTVN Experiences 
• Coordinated Approach to Partnerships that Increase 

Traffic to Content (wherever that content resides) 
• Syndicate Video that DRIVES TO EXPERIENCES 
• Aggressively pursue relationships that enable Video + 

Display and/or Community Monetization 
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APPENDIX C - Some Thoughts on How We Do It G-12 

..... ... . 

OLD NEW 

• Selling Advertising within Video Content • Selling throughout Medium-Video, Text, Applications 
• Selling Brands as surrogates for targeted reach • Selling Targeted Reach directly-across brands and sites 

within demographics or affinity groups (demos, behaviors, experiences) 
• Interruptive Advertising with premium CPMs • Increasingly integrated-not interruptive-advertising and 

(excellent monetization and appropriate for monetization 
captive Lean-Bad? Mass Audiences) • Portfolio-based approach where scale matters (more 

• Ratings Driven traffic across sites/demos/experiences) 
• Performance-Driven 
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APPENDIX G - Some Thoughts on How We Do It G-13 

5. Research = Tabing Advantage of New Media Tracbing 

• 

• 

O[D· 

• Reporting the usage of TV channels and websites I. 
• Reconciling actual vs projected delivery of 

audience reach 

• Field ad effectiveness surveys off our sites to 
provide advertiser with empirical proof of positive 
value gained in-environment • 

NEW 

Individual user data now tracRable for full 
monetization purposes 

Employing adaptive consumer feedbacR 
mechanisms in the process of creating multi-screen 
experiences ensure that consumers playa meaningful 
role 

Tangible benefits that come from the awareness and 
understanding of how consumers are literally tal Ring 
about our franchises and relevant partners gives us 
the chances to develop specific, necessary content 
that will most appeal 

Intangible returns from even negative perception 
gives us an opportunity to develop good will and 
better meet the needs of our partners 
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APPENDIX H - SYNDICATE FOR TRAFFIC - OWN ALL INVENTORY FOR $ H - 1 

Video + Display Advertising (Example: Yahoo & Comedy) 

06 Comedy Yahoo Total @50% Rev Share @70% Rev Share I 
Traffic Source Revenue Traffic* Revenue MTVN Revenue MTVN Revenue 

Yahoo - Comedy (Year 1) $15MM 101%** $15MM $7.5MM $10.5MM 

Yahoo - Comedy (Year 2) $15MM 169%** $25MM $12MM $17.5MM 

Yahoo - Comedy (Year 3) $15MM 241%** $36MM $18MM $25MM 

Total Yahoo - Comedy $37.SMM $S3MM 
- - -- - -- -- .. _--------------------------- --

"As 00/0 of 2006 ComedyCentiol.comTraffic 
**Reflects MTVN Revised Traffic ASRS. Yahoo Traffic Projections were 71%, 162% and 222% (for total of $34M over 3 years) 

Distribution Implications - Pursue Relationships that Enable Video + Display Monetization 

Cood Revenue Potential: Significant lift over current run rate. 

Incremental Traffic Potential: Possible incremental traffic to 
ComedyCentral.com. 

Awareness: Cood mechanism for increasing linear awareness. 

CONS 

Community: Yahoo will ｬｩｾ･ｬｹ＠ build community features 
around ｣ｯｮｴ･ｮｴＭｲｩｳｾ＠ mitigated somewhat if MTVN is focusing 
on "Experience" development Ｈｓｵｰ･ｲｭ｡ｲｾ･ｴ＠ metaphor) 

Cannibalization: Possible ｲｩｳｾ＠ of cannibalization of 
ComedyCentral.com traffic. 
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APPENDIX H - SYNDICATE FOR TRAFFIC - OWN ALL INVENTORY FOR $ H - 2 

Pure Video "Syndication" 
Rev Effective Projected % of MlVN Current Incremental 

Traffic Source CPM Share (PM Streams Annual Streams Revenue 

Viral (Embedded) S 5 100% 5.0 300MM 17% $l.SMM 

YouTube* 8 70% 5.6 l,OOOMM 55% $S.6MM 

HyperDistribution** 10 70% 7.0 45MM 2% $O.3MM 

Video Aggregators 15 70% 10.5 250MM 14% $2.6MM 
. 

Portals (AOL, MSN) 25 50% 12.5 800MM 17% $3.8MM . 

Total 1,895MM 1050/0 $13.8MM, 
*Assumes YouTube allows Pre-Roll 
*Projectionbasedon Current"Test" Levels 

Distribution Implications - Use to Monetize non-critical video and generate awareness 

Poor Revenue Potential: Assuming doubling streams, MTVN would generate incremental $13.8MM online. 

Incremental Traffic Potential: However, syndication may drive awareness of MTVN online offerings-
incremental traffic worth approximately $2M per incremental 1% increase in traffic. 

Awareness: Video Syndication retains significant value in generating awareness of new linear content and new 
online offerings-need to evaluate best mechanism for accomplishing. 
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Subject: RE: WSj- YouTube to Test Software To Ease Licensing Fights; 
VIACOM/GOOGLE mention 

From: "Bell, Alan - Paramount" <EX:/O=VIACOM/OU=PARAMOUNT/CN= 
RECIPIENTS/CN=ABELL> 

To: Lesinski, Thomas - Paramount 
Cc: Date: Tue, 12 jun 2007 15:48:03 +0000 

Google Video fingerprinting; No, but we are invited to join the test - Viacom is working on the agreement. Audible 
Magic, quite familiar, 

alan 

From: Lesinski, Thomas - Paramount 
Sent: Tuesday, june 12, 2007 8:09 AM 
To: Bell, Alan - Paramount 
Subject: FW: WSj- YouTube to Test Software To Ease Licensing Fights; VIACOM/GOOGLE mention 

Do you know about the specifics of this technology 
------ Forwarded Message 
From: "Brisbois, Mike - Paramount" <Mike_Brisbois@Paramount.com> 
Date: Tue, 12 jun 200706:27:39 -0700 
To: "Grey, Brad - Paramount" <bag@paramount.com>, "Moore, Rob - Paramount" <rsm@Paramount.com>, "Rich, 
Gerry - Paramount" <Gerry_Rich@Paramount.com>, "Rovins, jessica - Paramount" 
＼ｪ･ｳｳｩ｣ｾｒｯｶｩｮｳ｀ｰ｡ｲ｡ｭｯｵｮｴＮ｣ｯｭ＾Ｌ＠ "Lesinski, Thomas - Paramount" <Thomas_Lesinski@Paramount.com>, 
"Yamada, Sarah - Paramount" <Sarah_ Yamada@Paramount.com>, "Badagliacca, Mark - Paramount" 
<MarILBadagliacca@Paramount.com>, "Lesher, john - Paramount Vantage" <jHL@paramountvantage.com>, 
"Weston, Brad - Paramount" <Brad_Weston@Paramount.com>, "Bannister, Nancy - Paramount" 
<Nancy_Bannister@Paramount.com>, "Hill, janet - Paramount" <janeLHiII@Paramount.com>, "Sheldon, Monica -
Paramount" ＼ｍｯｮｩ｣ｾｓｨ･ｬ､ｯｮ｀ｐ｡ｲ｡ｭｯｵｮｴＮ｣ｯｭ＾Ｌ＠ "Martin Kelley, Katie - Paramount Vantage" 
<kmk@paramountvantage.com>, "Huntsberry, Frederick - Paramount" <FH@Paramount.com>, "Kaufman, Louise -
Paramount" <Louise_Kaufman@Paramount.com>, "McKee, Colleen - Paramount" 
<Colleen_McKee@Paramount.com>, "Geller, Rona - Paramount" ＼ｒｯｮｾｇ･ｬｬ･ｲ｀ｐ｡ｲ｡ｭｯｵｮｴＮ｣ｯｭ＾Ｌ＠ "Avery, Kelley-
Paramount" <Kelley-Avery@Paramount.com>, "Rehling, Tim - Paramount" <Tim_Rehling@Paramount.com>, 
"Ciccone, Brenda - Paramount" ＼ｂｲ･ｮ､ｾｃｩ｣｣ｯｮ･｀ｐ｡ｲ｡ｭｯｵｮｴＮ｣ｯｭ＾Ｌ＠ "Knittel, Marta - Paramount" 
＼ｍ｡ｲｴｾｋｮｩｴｴ･ｬ｀ｐ｡ｲ｡ｭｯｵｮｴＮ｣ｯｭ＾Ｌ＠ "Burrows, Meagan - Paramount" <Meagan_Burrows@Paramount.com>, "Meyer, 
Nick - Paramount Vantage" <nm@paramountvantage.com>, <tpress@dreamworks.com>, "Batista, Christine -
Paramount" <Christine_Batista@Paramount.com>, "Vollman, Michael - Paramount" 
<MichaeLVollman@Paramount.com>, "Waldman, David - Paramount" <David_Waldman@Paramount.com>, "Feola, 
Louis - Paramount" <LF@Paramount.com>, "Tharp, jim - Paramount" <jct@paramount.com>, "Rich, Victoria-
Paramount" ＼ｖｩ｣ｴｯｲｩｾｒｩ｣ｨ｀ｐ｡ｲ｡ｭｯｵｮｴＮ｣ｯｭ＾Ｌ＠ "Agulnek, Michael- Paramount" 
<Michael-Agulnek@Paramount.com>, "Gottesman, Stuart - Paramount" <StuarLGottesman@Paramount.com>, 
"Wright, Susan - Paramount" <Susan_Wright@Paramount.com>, "Prentice, Rebecca - Paramount" 
＼ｒ･｢･｣｣ｾｐｲ･ｮｴｩ｣･｀ｐ｡ｲ｡ｭｯｵｮｴＮ｣ｯｭ＾Ｌ＠ "Anderson, jon - Paramount" <jon-Anderson@Paramount.com>, "Cripps, 
Andrew - Paramount" <Andrew_Cripps@Paramount.com>, "Spendlove, Randy - Paramount" 
<Randy_Spendlove@Paramount.com>, "Bartok, Mike - Paramount" <Mike_Bartok@Paramount.com>, "Pinto, 
Charlie - Paramount" <Charlie_Pinto@paramount.com>, "Davidson, Eben - Paramount" 
<Eben_Davidson@Paramount.com> 
Cc: "Wilson, Shaleek - Paramount" <ShaleeILWilson@Paramount.com>, "Bosari, Louie - Paramount" 
<Louie_Bosari@Paramount.com>, "Ostensen, justin - Paramount" <justin_Ostensen@Paramount.com>, 
"cpark@dreamworks.com" <'cpark@dreamworks.com'>, "Salvato, Laura - Paramount" 
＼ｌ｡ｵｲｾｓ｡ｬｶ｡ｴｯ｀ｐ｡ｲ｡ｭｯｵｮｴＮ｣ｯｭ＾Ｌ＠ "Martinez, Claudia - Paramount Vantage" 
<Claudia.Martinez@paramountvantage.com>, "Summey, Chelsey - Paramount Vantage" 
<Chelsey.Summey@paramountvantage.com>, "Kolker, Samantha - Paramount" 
＼ｓ｡ｭ｡ｮｴｨｾｋｯｬｫ･ｲ｀ｐ｡ｲ｡ｭｯｵｮｴＮ｣ｯｭ＾Ｌ＠ "Timmerman, jody - Paramount" <jody_ Timmerman@Paramount.com>, 
"cschweitz@dreamworksanimation.com" <'cschweitz@dreamworksanimation.com'>, "dstromer@dreamworks.com" 
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<'dstromer@dreamworks.com'>, "Essel, Chris - Paramount" <Chris_Essel@Paramount.com>, "Woerner, Anita-
Paramount" ＼ａｮｩｴｾｗｯ･ｲｮ･ｲ｀ｐ｡ｲ｡ｭｯｵｮｴＮ｣ｯｭ＾Ｌ＠ "Witte, joan - Paramount" <joan_Witte@Paramount.com>, 
"Nguyen, Ngoc - Paramount" <NgocNguyen@Paramount.com>, "Godocik, john - Paramount" 
<john_Godocik@Paramount.com>, "Sumpter, Andrea - Paramount" ＼ａｮ､ｲ･ｾｓｵｭｰｴ･ｲ｀ｰ｡ｲ｡ｭｯｵｮｴＮ｣ｯｭ＾Ｌ＠ "Chu, 
Corie - Paramount" <Corie_Chu@Paramount.com>, "Arnold, Riki Leigh - Paramount" 
<RikLLeigh-Arnold@paramount.com>, "David, Elizabeth - Paramount" <Elizabeth_David@Paramount.com>, 
"Knudsen, Henrik A - Paramount" <HenriLA-Knudsen@paramount.com>, "Todd, Newell- Paramount" 
<NeweILTodd@paramount.com>, "Giovanni, Gina - Paramount" ＼ｇｩｮｾｇｩｯｶ｡ｮｮｩ｀ｐ｡ｲ｡ｭｯｵｮｴＮ｣ｯｭ＾Ｌ＠ "Styron, 
Amanda - Paramount" ＼ａｭ｡ｮ､ｾｓｴｹｲｯｮ｀ｐ｡ｲ｡ｭｯｵｮｴＮ｣ｯｭ＾Ｌ＠ "Valentino, Venessia - Paramount" 
＼ｖ･ｮ･ｳｳｩｾｖ｡ｬ･ｮｴｩｮｯ｀ｐ｡ｲ｡ｭｯｵｮｴＮ｣ｯｭ＾Ｌ＠ "Feinerman, Debbie - Paramount" <Debbie_Feinerman@Paramount.com> 
Conversation: WSj- YouTube to Test Software To Ease Licensing Fights; VIACOM/GOOGLE mention 
Subject: WSj- YouTube to Test Software To Ease licensing Fights; VIACOM/GOOGLE mention 

YouTube to Test Software 
To Ease Licensing Fights 
By KEVIN j. DELANEY 
june 12, 2007; Page B2 
SAN FRANCISCO -- Google Inc.'s YouTube says it will begin testing advanced video identifying technology to spot 
clips on the video-sharing site with media companies including Time Warner Inc. and Walt Disney Co. starting in a 
month. 

YouTube Partner Development Director Chris Maxcy in an interview said the company was building its own video-
fingerprinting technology, after concluding that existing technology from other providers wouldn't meet its needs. 
Video fingerprinting is based on the premise that any video content has unique attributes that allow it to be identified 
even from a short clip -- just as a human fingerprint identifies a person. 

YouTube and other video-sharing sites hope the technology will spot television shows and films posted by 
consumers without the content owners' permission, so the sites can remove them or share advertising revenue. 
Google Chief Executive Eric Schmidt has said that fingerprinting technology is key to resolving copyright battles 
between media and technology companies over online video, such as Viacom Inc.'s $1 billion suit against Google 
filed in March. Some media executives have accused YouTube of dragging its feet in implementing such technology 
in order to profit from copyright infringement as long as possible, a charge the video site has denied. 

A Disney spokeswoman confirmed its involvement in YouTube's planned video-fingerprinting test and said it is 
encouraged by the action. Time Warner declined to comment. 

Mr. Maxcy said YouTube has been using audio-fingerprinting technology from closely held Audible Magic Corp. of 
Los Gatos, Calif., to identify songs in clips uploaded by consumers since the beginning of the year in conjunction with 
its music-label partners. When a user tries to upload a video to YouTube, the fingerprinting technology checks to see 
whether its audio matches the fingerprint of music its partners have identified to Audible Magic. Mr. Maxcy said "the 
overwhelming majority of the time" when there's a match, the labels license the music to YouTube, which then can 
sell advertising when the clip appears and shares any ad revenue with the copyright holders. 

Mr. Maxcy said that YouTube uses audio fingerprinting to automatically block a clip from ever appearing on the site 
when a user tries to upload one that contains music the partner copyright holders don't want to appear. That blocking 
is known in the industry as "filtering," and some media companies have alleged in the past that YouTube was 
unwilling to filter. 

YouTube Product Manager David King said that it also intends to use video fingerprinting to automate the filtering or 
licensing of video clips. 

YouTube officials said they have already been testing their homegrown video fingerprinting technology in their labs. 
The test with content owners including Time Warner and Disney beginning in a month would also be in their labs, so 
it would not affect videos that users might see on the main YouTube site. YouTube CEO Chad Hurley has said the 
company intends to make the fingerprinting technology available to all content owners in the fall. 

--Merissa Marr in Los Angeles and Matthew Karnitschnig in New York contributed to this article. 
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Write to Kevin J. Delaney at kevin.delaney@wsj.coml 

URL for this article: 
http://online.wsj.com/articie/SBl18161295626932114.html <http://online.wsj.com/article/ 

SBl18161295626932114.html> <http://online.wsj.com/articie/SBl18161295626932114.html> 

------ End of Forwarded Message 
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1

UNITED STATES DISTRICT COURT

FOR THE SOUTHERN DISTRICT OF NEW YORK

VIACOM INTERNATIONAL, INC., COMEDY )
PARTNERS, COUNTRY MUSIC. )
TELEVISION, INC., PARAMOUNT )
PICTURES CORPORATION, and BLACK )
ENTERTAINMENT TELEVISION, LLC, )

)
Plaintiffs, )

)
vs. ) NO. 07-CV-2103

)
YOUTUBE, INC., YOUTUBE, LLC, )
and GOOGLE, INC., )

)
Defendants. )

___________________________________)
)

THE FOOTBALL ASSOCIATION PREMIER )
LEAGUE LIMITED, BOURNE CO., et al.,)
on behalf of themselves and all )
others similarly situated, )

)
Plaintiffs, )

vs. ) NO. 07-CV-3582
)

YOUTUBE, INC., YOUTUBE, LLC, and )
GOOGLE, INC., )

)
Defendants. )

___________________________________)

VIDEOTAPED DEPOSITION OF WARREN SOLOW
NEW YORK, NEW YORK

DECEMBER 18TH, 2009

JOB NO. 18304

A-585



450 Seventh Avenue - Ste 2803, New York, NY 10123 (212)705-8585

DAVID FELDMAN WORLDWIDE, INC.

2

1

2 VIDEOTAPED DEPOSITION OF WARREN

3 SOLOW, held at the offices of Wilson,

4 Sonsini, Goodrich & Rosati, PC, 1301

5 Avenue of the Americas New York, New

6 York, pursuant to notice, before

7 Maureen Ratto, Registered Professional

8 Reporter and Notary Public of the State

9 of New York on December 18, 2009, at

10 10:10 a.m.

11

12

13

14

15

16

17

18

19

20

21

22

23

24

25
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450 Seventh Avenue - Ste 2803, New York, NY 10123 (212)705-8585

DAVID FELDMAN WORLDWIDE, INC.

3

1 A P P E A R A N C E S

2

3 FOR THE PLAINTIFFS:

4 JENNER & BLOCK, LLP

5 BY: SUSAN J. KOHLMANN, ESQ.

6 919 Third Avenue, New York, NY 10022

7 (212)891-1690

8 skohlmann@jenner.com

9

10 FOR THE DEFENDANTS:

11 WILSON, SONSINI, GOODRICH & ROSATI

12 BY: MICHAEL H. RUBIN, ESQ.

13 650 Page Mill Road, Palo Alto, CA 94304

14 650-849-3311

15 MRUBIN@wsgr.com

16

17

18

19

20

21

22

23

24

25
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450 Seventh Avenue - Ste 2803, New York, NY 10123 (212)705-8585

DAVID FELDMAN WORLDWIDE, INC.

4

1 VIDEOGRAPHER: This is DVD No. 1

2 of the video deposition of Warren Solow

3 in the matter of Viacom International

4 Inc., et al, versus The Football

5 09:25:06 Association Premier League Limited, et

6 al versus YouTube, Inc., et al.

7 This deposition is being held at

8 1301 Avenue of the Americas, New York,

9 New York on December 18, 2009 at

10 09:27:05 approximately 9:51 a.m.

11 My name is Manuel Abreu from the

12 firm of David Feldman Worldwide and I

13 am the legal video specialist. The

14 court reporter is Maureen Ratto, in

15 09:27:27 association with David Feldman

16 Worldwide.

17 Will counsel please introduce

18 themselves?

19 MR. RUBIN: Michael Rubin from

20 09:52:16 Wilson, Sonsini, Goodrich & Rosati for

21 defendants YouTube and Google.

22 MS. KOHLMANN: Susan Kohlmann,

23 Jenner & Block for the Viacom

24 plaintiffs.

25 * * *
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1 and other than reviewing the binder of

2 24-ish documents that was provided to

3 you, did you review any other materials

4 in connection with your preparation for

5 11:22:16 today's deposition?

6 A. No.

7 Q. Did you access any systems in

8 connection with today's deposition?

9 A. No.

10 11:23:05 MS. KOHLMANN: I'm going to

11 object.

12 THE WITNESS: Sorry.

13 MS. KOHLMANN: It's okay.

14 Q. Did you access any systems at

15 11:23:12 BayTSP in connection with your

16 preparation for today's deposition?

17 A. No.

18 Q. But you have the ability to do

19 so, don't you?

20 11:23:22 MS. KOHLMANN: Objection.

21 A. Not personally.

22 Q. You don't have a log-in and

23 password to any system at BayTSP?

24 A. If I do, I no longer remember

25 11:23:45 it.
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1 Q. When did Viacom first begin

2 sending DMCA takedown notices to

3 YouTube?

4 A. I'm not aware of the date of the

5 11:24:47 first notice sent to YouTube.

6 Q. Did Viacom hire any third

7 parties to assist in locat- -- strike

8 that.

9 Did Viacom hire any third

10 11:25:06 parties to assist in locating content

11 on YouTube?

12 MS. KOHLMANN: Objection as to

13 form.

14 A. Yes.

15 11:25:22 Q. Which third parties did Viacom

16 hire to assist in locating Viacom

17 content on YouTube?

18 A. BayTSP.

19 Q. Any others?

20 11:25:43 A. Auditude.

21 Q. Any others?

22 A. Staffing agencies.

23 Q. Can you identify the name of any

24 staffing agencies that were hired for

25 11:26:25 that purpose?
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1 A. Not as I sit here now.

2 Q. When did Viacom hire BayTSP to

3 assist in locating Viacom content on

4 YouTube?

5 11:26:49 A. I'm not sure of the exact day

6 that -- that that engagement began.

7 Q. When did Viacom hire Auditude to

8 assist in locating Viacom content on

9 YouTube?

10 11:27:14 A. In 2007.

11 Q. By October of 2006 Viacom was

12 working with BayTSP to locate and send

13 DMCA takedown notices regarding Viacom

14 content that had been located on

15 11:27:45 YouTube, right?

16 MS. KOHLMANN: Objection as to

17 form. You can answer.

18 A. By October of 2006 Viacom had

19 hired BayTSP to monitor and send out

20 11:28:05 takedown notices.

21 Q. So the answer to my question is

22 yes, right?

23 A. Yes.

24 Q. Several Viacom entities work

25 11:28:21 with BayTSP to locate their content on
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1 that they would be, but we want to

2 avoid any claim that they might be. I

3 think the most reasonable approach is

4 to move expeditiously through this. We

5 11:32:04 are, of course, willing to discuss

6 anything with you as we always are.

7 But I don't think it's going to be a

8 significant concern.

9 MS. KOHLMANN: Okay. Well, as I

10 11:32:15 said, I will allow Mr. Solow to testify

11 generally but if it goes too much --

12 into too much depth and beyond the

13 scope of the number 5 of the 30(b)(6),

14 I'm going to have to discuss it again.

15 11:32:29 You can answer.

16 A. Would you mind repeating the

17 question?

18 Q. Be more than happy to. You

19 can't recall it after that colloquy?

20 11:32:39 A. I don't want to attempt to.

21 Q. I think I'll just ask the

22 question again.

23 It's my tes- -- it's my

24 recollection of your testimony, and

25 11:32:50 please correct me if I'm wrong, that
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1 you indicated that the individual or

2 individuals at MTV who -- who were

3 responsible for directing BayTSP's

4 activities changed over time. Is that

5 11:33:09 right?

6 A. The primary point of contact

7 between Viacom and -- and BayTSP

8 changed over time, in some instances.

9 Q. Is there a distinction with

10 11:33:30 regard to the BayTSP Viacom

11 relationship between primary point of

12 contact and the individual at Viacom or

13 MTVN who directed BayTSP's activities?

14 MS. KOHLMANN: Objection as to

15 11:33:43 form. You can answer.

16 A. The person who articulated

17 direction to BayTSP changed over time,

18 as did the, potentially the makeup of

19 the people who had input into the

20 11:34:20 specifications that were provided to --

21 to Bay.

22 Q. At the beginning of the

23 relationship with BayTSP who at Viacom

24 had input into the specifications that

25 11:34:42 were provided to BayTSP?
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1 A. Primarily members of the legal

2 department.

3 Q. Can you identify them by name,

4 please?

5 11:35:10 A. I don't have direct knowledge,

6 specific knowledge, who those people

7 would be at a point in time.

8 Q. In October of 2006 who were

9 those people?

10 11:35:42 A. I hesitate because there would

11 be some level of assumption in my

12 answer.

13 Q. Was Michelena Hallie one of

14 those people?

15 11:35:56 A. Yes.

16 Q. Was Cindy Morales one of those

17 people?

18 A. Can you, again, define what one

19 of those people are, the definition of

20 11:36:16 that?

21 Q. Someone at Viacom or MTVN who

22 was providing specifications to BayTSP?

23 A. I don't believe Cindy would have

24 been one of those people.

25 11:36:38 Q. Was Adam Cahan one of those
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1 people?

2 A. Yes.

3 MS. KOHLMANN: Just to be clear,

4 you're talking October of 2006?

5 11:36:49 MR. RUBIN: October, 2006.

6 A. I would expect so, yes.

7 Q. Adam Cahan was not a member of

8 the legal department, was he?

9 A. No.

10 11:36:57 Q. And he wasn't a lawyer either,

11 was he?

12 A. No.

13 Q. A few moments ago you

14 articulated a distinction between those

15 11:37:09 who provided input into specifications

16 and those who served as points of

17 contact for BayTSP at MTV or at Viacom.

18 Other than Michelena Hallie and Adam

19 Cahan, who you've identified as people

20 11:37:27 who provided specifications to BayTSP

21 in the October 2006 time frame, can you

22 identify anyone else who either

23 provided specifications in that time

24 frame or served as a point of contact?

25 11:37:37 MS. KOHLMANN: Objection as to
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1 form.

2 A. I was considering the provision

3 of specifications as somebody who was

4 having point of contact. My separate

5 11:38:02 lives distinctions were there are

6 people who interacted with Bay directly

7 and then there were other people who

8 may have had input in what the

9 messaging to Bay would be.

10 11:38:16 Q. Okay. Thank you for the

11 clarification. So Ms. Hallie and

12 Mr. Cahan were points of contact

13 directly with BayTSP in that time

14 period?

15 11:38:36 A. I believe both of them had some

16 direct contact with BayTSP.

17 Q. Who at MTVN or Viacom more

18 broadly had input into what those

19 individuals were communicating to

20 11:38:51 BayTSP with regard to specifications?

21 In other words, where was the direction

22 actually coming from within Viacom?

23 MS. KOHLMANN: Again, I'll allow

24 Warren to answer the questions but it

25 11:39:06 does seem like we're way beyond the
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1 scope of the 30(b)(6).

2 You can answer.

3 A. I believe that there would be --

4 there were numerous people who would

5 11:39:28 have had input into the conversation

6 with BayTSP, but I do not have specific

7 knowledge of any moment where that

8 collaborative process took place and

9 who was at the table. Again, it would

10 11:39:49 be -- there would be some speculation

11 in my answer.

12 Q. You can't identify a single

13 individual at MTVN or Viacom other than

14 Ms. Hallie and Mr. Cahan who were

15 11:40:01 involved in the process in any way?

16 A. Involved in the process in any

17 way, yes, I can identify.

18 Q. Please do so.

19 A. Michael Fricklas.

20 11:40:19 Q. Was he providing direction?

21 A. I don't know that I could

22 characterize what he was providing.

23 Q. Michael Fricklas is the general

24 counsel of Viacom, is he not?

25 11:40:35 A. Yes, he is.
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1 Q. Please continue.

2 MS. KOHLMANN: Is there a

3 question pending?

4 MR. RUBIN: Yes.

5 11:40:46 Q. Please continue listing the

6 individuals that you're aware of

7 participating in contact or having

8 input into specifications with BayTSP

9 in the October, 2006 time frame?

10 11:40:58 A. Limiting it to the October time

11 frame, I'm not sure that I could -- I

12 think that there would be too much

13 speculation to list names of people.

14 Q. The mass takedown that

15 11:41:47 ultimately took place on February 2nd,

16 2007 resulted from a series of

17 directives that were provided by Viacom

18 to BayTSP. Isn't that right?

19 MS. KOHLMANN: Objection, vague.

20 11:42:03 A. Can you repeat that question,

21 please?

22 Q. Sure. The mass takedown that

23 ultimately took place on February 2nd,

24 2007 resulted from a series of

25 11:42:14 directives that were provided by Viacom
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1 to BayTSP. Isn't that right?

2 A. The mass takedown was

3 facilitated by instructions provided to

4 BayTSP.

5 11:42:46 Q. What do you mean facilitated by,

6 Mr. Solow?

7 A. They assisted in the -- the

8 work, the effort that resulted in the

9 takedown.

10 11:43:06 Q. BayTSP was acting at the express

11 direction of Viacom, right?

12 A. Yes.

13 Q. Every action they took with

14 regard to the mass takedown was at

15 11:43:17 Viacom's express direction, right?

16 MS. KOHLMANN: Objection.

17 A. That would certainly be Viacom's

18 assumption or hope.

19 Q. And the rules that led to what

20 11:43:38 content was included or excluded from

21 that takedown were set by Viacom, isn't

22 that right?

23 MS. KOHLMANN: Objection as to

24 form. You can answer.

25 11:43:48 A. Yes.
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1 Q. BayTSP did not determine the set

2 of rules that led to which content was

3 included or excluded from the mass

4 takedown on its own, did it?

5 11:44:06 A. That's correct.

6 Q. And the directives that

7 ultimately led to the February 2nd,

8 2007 mass takedown changed over time,

9 didn't they?

10 11:44:23 A. Yes.

11 Q. I'd like to introduce Exhibit 2.

12 (Exhibit 2 is received and

13 marked for identification.)

14 Q. Mr. Solow, Exhibit 2 is a

15 11:44:59 document BayTSP produced in this action

16 pursuant to YouTube's subpoena bearing

17 Bates number BAYTSP 004306300. Do you

18 see that?

19 A. Yes.

20 11:45:19 Q. I would describe the Bates

21 number process at the lower right-hand

22 corner, but you're well aware of it.

23 Do you recognize this document?

24 A. I do not.

25 11:45:37 Q. Have you seen it before?
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