


Introduction

All full-power U.S. television stations are required to discontinue use of their analog signals and operate in
a digital-only environment effective February 17, 2009. The Digital Television (DTV) Transition will free up
analog frequencies for public safety communications and advanced wireless services, while enabling improved

television picture and sound quality.

Nielsen is positioned to provide the industry with ongoing
analyses about the digital readiness of U.S. households at the
national level and in local markets as we approach the transition
date. The readiness data in this report are based on Nielsen'’s
National People Meter (NPM) panel, which is projectable to
total U.S. television households, and Nielsen's local metered
panels, which are projectable to their respective television
household populations.

It is also important to identify the amount and origin of viewing
to sets that are currently not ready for the DTV Transition to
better understand the potential impact to audience levels.

In other words, this report provides estimates of how much
viewing would be lost if the DTV Transition occurred today

and, as a result, certain television sets could no longer receive
broadcast television signals.

It is imperative to note that as we get closer to the DTV Transition
date, households will upgrade their television equipment at an
accelerated rate. Therefore, this analysis does not suggest that
viewing in February 2009 will be impacted to the same degree as
it would be if the transition occurred today. Nonetheless, this
paper provides relevant insight on today's state of readiness that
can inform actions of television programmers, distributors and
others involved in the DTV Transition.

Our definitions for the readiness status of sets and households
are as follows:

+ Ready Set - a television set that is connected to a cable
service, satellite service, or a digital converter box, or a
television set that has an internal digital tuner

* Unready Set - a television set that does not meet the
above conditions and is therefore not capable of receiving
digital broadcast television signals
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» Completely Ready Household - a household that has
all Ready Sets

+ Partially Unready Household - a household that has at
least one Ready Set and at least one Unready Set

» Completely Unready Household - a household that has
all Unready Sets

Some highlights of our findings, as of April 30, 2008, include:

* 9.4% of U.S. households are Completely Unready for
the DTV Transition.

+ 12.6% of U.S. households are Partially Unready for
the DTV Transition.

* Daily tuning within a Completely Unready household is 6.9
hours on average. This represents fewer tuning hours than
that of a Completely Ready household, which is 8.7 hours
on average.

* Viewing to Unready Sets currently accounts for 7.5%
of all television usage during the total day.

* Viewing to Unready Sets currently accounts for 81% of all
television usage during primetime.

* Viewing to Unready Sets currently accounts for 17.0% of
the primetime Persons 2+ rating for English-language
broadcast networks.

* Viewing to Unready Sets currently accounts for 26.8% of
the primetime Persons 2+ rating for Spanish-language
broadcast networks.
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The February 2009 Digital Television Transition

The Digital Readiness of Total U.S.
Households and Local Market Households

Digital Readiness of Total U.S. Households

9.4% of U.S. households are Completely Unready, and 12.6%
of U.S. households are Partially Unready for the DTV Transition,
according to Nielsen's National television ratings panel.
Furthermore, 16.5% of all television sets in the U.S. are
Unready Sets. Within Partially Unready households,
approximately one in three television sets are Unready Sets.

Please note that Nielsen initially released data regarding the
digital readiness of households and sets in February 2008.
Since then, Nielsen has made modifications to its calculation
of Unready Sets and Households allowing us to provide a more
accurate picture of the digital readiness of U.S. households.
These changes, among other things, include using an average
week, rather than a single day, and using installed homes,
rather than intab homes, to determine the readiness status of
households and sets.

Table 1. Percentage of U.S. Households that are Completely
Ready, Partially Unready and Completely Unready (based on
NPM Sample as of April 30, 2008)

% of HHs that % of HHs that
are Completely

Unready

% of HHs that
are Partially
Unready

Market

are Completely
Ready

Total U.S. 78.0% 12.6% 9.4%

Digital Readiness of Households in Local Markets

Households in each of Nielsen's 56 local metered markets show
a wide range of digital readiness. For example, 18.3% of house-
holds in the Milwaukee DMA are Completely Unready; this is
more than fifteen percentage points greater than the penetration
of Completely Unready households in the Hartford & New Haven
DMA, which has only 31% Completely Unready households.

3 Copyright © 2008 The Nielsen Company. All rights reserved.

Table 2. Ten highest penetrations of Completely Unready
households among 56 local metered markets (based on local
metered samples as of April 30, 2008)

% of HHs that
Local Market are Completely
Unready

MILWAUKEE 18.3%
SALT LAKE CITY 18.0%
PORTLAND, OR 17.3%
HOUSTON 17.0%
MINNEAPOLIS-ST. PAUL 16.9%
DALLAS-FT. WORTH 15.7%
CINCINNATI 15.0%
ST. LOUIS 14.7%
TULSA 14.2%
ALBUQUERQUE-SANTA FE 14.2%

Table 3. Ten lowest penetrations of Completely Unready
households among 56 local metered markets (based on local
metered samples as of April 30, 2008)

% of HHs that
Local Market are Completely
Unready

HARTFORD & NEW HAVEN 31%
NEW YORK 3.8%
ATLANTA 41%
FT. MYERS-NAPLES 4.4%
BOSTON (MANCHESTER) 4.5%
WEST PALM BEACH-FT. PIERCE 4.5%
CHARLOTTE 4.6%
PHILADELPHIA 5.2%
NEW ORLEANS 5.5%
WASHINGTON, DC(HAGRSTWN) 5.5%

The attached Excel file provides digital readiness data for sets
and households at the national level and for all 56 local
metered markets individually.
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The February 2009 Digital Television Transition

Characteristics of Completely
Unready Households

Digital Readiness by Demographic Group

Males and Females ages 18-24 are the demographic groups that
would be most impacted if the DTV Transition occurred today.
While Males and Females ages 18-24 make up 4.9% and 4.6%,
respectively, of Persons 2+ in the Total U.S., these same groups
represent 6.2% and 5.5% of Persons 2+ in Completely Unready
households, resulting in indices of 120 and 127.

Digital Readiness by Household Characteristic

In terms of ethnicity, Hispanic households would be most
impacted if the DTV Transition occurred today. Although they
make up 11.3% of the Total U.S., Hispanic households currently
make up 19.9% of Completely Unready households. Moreover,
10.3% of Completely Unready households speak Only Spanish, a
penetration that is five times greater than that of Only Spanish
households in the U.S. In addition, 5.6% of Completely Unready
households speak Mostly Spanish, a penetration that is nearly
double that of Mostly Spanish households in the U.S.

When looking at the readiness status of households based on
the Age of Head of Household, younger households would be
the most impacted if the DTV Transition occurred today. In
future reports, we will explore more characteristics of
Completely Unready households, such as household income,
profession, and education level.

Table 4. Distribution of Persons 2+ within Completely Unready
households and Total U.S. households (based on NPM sample
during April 2008)

Distribution of Persons 2+

Demographic Within Within
Group Completely Total U.S.
Unready HHs HHs
Males 2-11 7.9% 7.4% 107
Females 2-11 8.4% 7.7% 109
Males 12-17 3.9% 4.3% 91
Females 12-17 4.8% 4.7% 102
Males 18-24 6.2% 4.9% 127
Females 18-24 5.5% 4.6% 120
Males 25-34 8.0% 6.9% 116
Females 25-34 7.1% 6.5% 109
Males 35-49 9.6% 11.2% 86
Females 35-49 10.6% 10.5% 101
Males 50-54 3.8% 3.9% 97
Females 50-54 3.5% 3.5% 100
Males 55-64 5.7% 6.3% 91
Females 55-64 51% 5.5% 93
Males 65+ 5.4% 6.6% 82
Females 65+ 4.6% 53% 87

Table 5. Distribution of various household characteristics in Completely Unready households and Total U.S. households (based on

NPM sample as of April 30, 2008)

Household Characteristic % of Completely Unready HHs % of Total U.S. HHs Index
Age of Head of Household: <35 years 26.0% 211% 123
Age of Head of Household: 35-54 years 41.2% 41.2% 100
Age of Head of Household: 55+ years 32.8% 37.6% 87
Race of Head of Household: Black 16.3% 121% 135
Race of Head of Household: Non-Black 83.7% 87.9% 95
Ethnicity Head of Household: Hispanic 19.9% 11.3% 177
Ethnicity Head of Household: Non-Hispanic 80.1% 88.7% 90
Household Language Spoken: Only Spanish 10.3% 2.0% 509
Household Language Spoken: Mostly Spanish 5.6% 2.9% 194
Household Language Spoken: Equal Spanish/English 0.4% 2.2% 17
Household Language Spoken: Mostly English 2.6% 2.4% 107
Household Language Spoken: Only English 81.1% 90.5% 920

The attached Excel file provides further detail on the characteristics (including race, ethnicity, language spoken, and age of head of
household) of Completely Unready households at the national level and for all 56 local metered markets individually.
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The February 2009 Digital Television Transition

Analysis of Viewing to Unready Sets

This section provides a set-level analysis of current viewing
levels to Ready Sets and Unready Sets. The purpose of this
set-level analysis is to understand the amount of viewing that
would be lost if the DTV Transition occurred today and, as a
result, Unready Sets could no longer receive broadcast television
signals. Again, please note that as we get closer to the DTV
Transition date households will upgrade their television
equipment at an accelerated rate. Therefore, this analysis does
not suggest that viewing in February 2009 will be impacted to
the same degree as it would be if the transition occurred today.
Nonetheless, this paper provides relevant insight on today's state
of readiness that can inform actions of television programmers,
distributors, and others involved in the DTV Transition.

Average Tuning Duration by Household
Readiness Status

Average tuning durations were analyzed for Completely Ready,
Partially Unready and Completely Unready households.
Completely Unready households spend fewer hours tuning

to television compared with Completely Ready and Partially
Unready households. The average daily tuning in a Completely
Unready household is currently 6.9 hours, while the average
daily tuning in a Completely Ready household is 8.7 hours and
in a Partially Unready household is 9.0 hours.

The difference between these numbers is expected, given two
important factors. First, most Completely Ready and Partially
Unready households subscribe to cable and satellite services
and therefore have access to many more channels. Second,
Completely Ready households have more television sets, an
average of 3.3 sets per household, while Completely Unready
households have an average of 2.7 sets per household.

In Partially Unready households, a significant percentage of
average daily tuning is to Ready Sets (versus Unready Sets)-5.2
hours versus 2.9 hours. This is likely because Ready Sets tend
to be located in common viewing areas within the home.

In addition, it is likely that after February 17, 2009 viewing to
Unready Sets would switch over to a Ready Set already present
in the household, or the Unready Set(s) would be properly
upgraded by the household.

Table 6. Average daily household tuning durations in Completely
Ready, Partially Unready, and Completely Unready households
(based on NPM sample during April 2008)

Household Digital
Readiness Status

Average Daily
Tuning Per HH

Completely Ready 8.7 hours
Partially Unready 9.0 hours
Completely Unready 6.9 hours

Table 7. Average daily set tuning durations in Partially Unready
households (based on NPM sample during April 2008)

Set Digital Readiness Status

Average Daily Tuning Per Set

Ready Sets

5.2 hours

Unready Sets

2.9 hours

Table 8. Average number of television sets in Completely Ready,
Partially Unready and Completely Unready households (based on

NPM sample during April 2008)

Household Digital
Readiness Status

Completely Ready

Average # Sets Per HH

3.3 sets

Partially Unready

4.7 sets

Completely Unready

2.7 sets
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The February 2009 Digital Television Transition

Audience Composition of Viewing to Unready Sets

Persons Using Television (PUT) levels for Ready Sets and Unready Sets were analyzed for select demographic groups and dayparts.
Viewing to Unready Sets comprises anywhere from 7.0% to 10.7% of total viewing depending on the demographic and daypart. In
primetime, Teens and Persons 18-34 are the demos with the highest percentage of their viewing (9.2% and 8.4% respectively) going
to Unready Sets. For the total day, Persons 35-54 is the demo with the highest percentage of its viewing (7.8%) going to Unready Sets.

Table 9. Average daily PUT levels to Ready Sets and Unready Sets and percentage of PUT to Unready Sets (based on NPM sample during
April 2008)

Set Digital T12-17 P18+ P18-34  P35-54 P55+
Readiness Status
Ready Sets 17.3 11.9 11.8 18.9 15.3 181 23.3
M-Su 6a-6a Unready Sets 1.4 1 0.9 1.5 1.2 1.5 1.8
Ready Sets 12.3 10.9 51 13.3 9.3 12.9 17.8
M-F 7a-10a Unready Sets 1.2 1 0.5 13 0.9 13 1.6
Ready Sets 13.2 10 6.1 14.5 11.5 12.4 20
M-F 10a-430p Unready Sets 1.2 0.9 0.5 13 11 13 15
Ready Sets 24.6 18.9 17.8 26.4 18.6 22.8 383
M-F 630p-7p Unready Sets 2.2 1.6 1.7 2.4 1.8 2.2 33
Ready Sets 34.6 20.8 241 383 29.4 374 481
M-Sa 8p-T1p Unready Sets 3 1.9 2.4 33 2.7 33 3.9
& Su7p-11p
Ready Sets 18.2 76 13.2 20.6 20.2 20.7 21
M-F 1130p-Ta Unready Sets 17 0.9 15 19 1.8 2 1.9
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The February 2009 Digital Television Transition

English-Language and Spanish-Language As depicted in Table 10, the percentage of primetime broadcast

Broadcast Network Viewing network rating going to Unready Sets ranges from 14.8% to
32.5%, depending on the demographic. For example, 17.0% of

the primetime Persons 2+ rating for English-language broadcast
networks is currently going to Unready Sets. For Spanish-lan-
guage broadcast networks, 26.8% of the primetime Persons 2+
rating is going to Unready Sets. As previously mentioned, it is
important to note that a portion of this viewing to Unready Sets
is taking place in Partially Unready households; it is likely that
after February 17, 2009, this viewing would switch over to a
Ready Set already present in the household or the Unready
Set(s) would be properly upgraded by the household.

In addition to analyzing total usage of Unready Sets, we also
looked at primetime ratings of individual broadcast networks
coming from Unready Sets and the contribution of this viewing
to total network audience levels. In this paper, these ratings are
summarized into two groups: English-language broadcast
networks and Spanish-language broadcast networks. The
analysis focuses on broadcast network viewing only because
Unready Sets are, by definition, sets that receive over-the-air
programming only.

Table 10. Average viewing levels (Average Audience %) to Ready Sets and Unready Sets in primetime to English-language broadcast
networks combined and Spanish-language broadcast networks combined and % of average viewing to Unready Sets (based on NPM
sample during April 2008)

Digi
Sl P2+ C2-11  T12-17 P18+ P18-34 P3554 P55+
Readiness Status
Ready Sets 12 3.4 4.4 13.4 75 13.4 191
English-language
Broadcast Unready Sets 2.3 11 1.8 2.6 17 2.6 33
Ready Sets 13 11 0.9 1.4 1.8 13 11
Spanish-language Unready Sets 0.5 0.5 0.4 0.5 07 0.5 0.2
Broadcast
Networks**
* Networks included: ABC, CBS, NBC, FOX, PAX, MNTV, CW, PBS
** Networks included: UNIVISION, TELEMUNDO, TELEFUTURA, AZTECA, MTV TR3S

Nielsen will continue to provide ongoing insight about the digital readiness of U.S. households and viewing to Unready Sets in order
to prepare television programmers, distributors and others involved in the DTV Transition, as we get closer to February 17, 2009.
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