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Number of People Teens Shop With

“Including yourself, how many people are you here with today?”

People Teens Shopped With

Four People or More 27%
Three People 16%
Two People 40%
Alone 14%
Don’t Know 3%

Base: Persons between the ages of 14 and 17, exiting the malls.

A majority (83%) of EYE teens shop with someone else, rather than alone.

Twenty-seven percent of teens shop with groups of four or more people. Sixteen percent visit
malls with two other people, 40% shop with another person and just 14% go to the malls alone.

Teens are more likely to shop with someone else and with more people in general than adult
shoppers.* While only 59% of adult shoppers go to the malls with someone else, 83% of teens
visit malls with someone else. Forty-three percent of teens go to the malls in a party of at least
three people, while only 22% of adult shoppers do so.

Boys were more likely to shop with someone else in their group (88%), compared to girls (79%).
Girls were more likely to shop alone (17%) than boys (11%).

* See Appendix A: EYE Adult Shopper Profile by Arbitron, Methodology.
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Person Teens Shop With Most Often Versus Person Shopped With That Day

“Who do you go to the mall with most often?”
“Who are you here with today?”

80% 1 74%
66%
60% -
40% -
23%

0

20% | 18% 17% . 14%
10% 11% 12%
4%
0% : : : — .
Friends Boyfriend or Parent or Guardian Brother or Sister Alone
Girlfriend
W Shop With Most Often Shopped With Today

Base: Persons between the ages of 14 and 17, exiting the malls.

A majority (74%) of EYE teens go to the malls most often with their friends, and 66% of them
did so that day. Eighteen percent go to the malls most often with their boyfriends or girlfriends,
and 23% of teens did so on the day of the interview. Seventeen percent of teens go to the malls
most often with at least one of their parents, and 10% of teens did so that day. Eleven percent of
teens go to the malls most often with at least one of their siblings, and 12% shopped with their
siblings on the day of the interview. Only 4% of teens go most often to the malls alone; 14% of
teens went to the malls alone on the day of the interview.

Teens are more likely to shop with someone other than an adult Shopper.* Only 4% of teens
usually go to the malls alone, while 29% of adults usually shop alone.

* See Appendix A: EYE Adult Shopper Profile by Arbitron, Methodology.
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Person Teens Shop With Most Often: Boys Versus Girls

“Who do you go to the mall with most often?”

80% 1 7304 75%

60% -

40% A

20% -

0% -
Friends Boyfriend or Parent or Guardian Brother or Sister Alone
Girlfriend
HBoys WGirls

Base: Persons between the ages of 14 and 17, exiting the malls.

Although both boys (73%) and girls (75%) shop most often with friends, girls are more likely to
shop most often with their family members than boys. Twenty-three percent of girls shop most

often with their parents, while only 10% of boys shop most often with their parents. While 16%
of girls shop most often with their siblings, only 6% of boys shop most often with their siblings.
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EYE Teens’ Weekly Incomes
“What is your weekly income, whether it comes from a job, gifts or an allowance?”

$30to Less
Than $50,
11%

Base: Persons between the ages of 14 and 17, exiting the malls.

Totals are subject to rounding.

More than one in five (21%) teens have a weekly income, whether it comes from a job, gifts or an
allowance, of $100 or more.

Teens’ average (mean) weekly income is $75.

©2009 Arbitron Inc. A, ARBITRON
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Person Who Buys Teens Things at EYE Malls
“Who usually buys you things at the mall?”

“Does your shopping
money come from...?”

My job: 52%
My parents: 40%

*QOther: Other Family Members or Someone Else

Base: Persons between the ages of 14 and 17, exiting the malls.

More than half (53%) of teens usually buy things for themselves at the malls. For four in ten
teens, it is usually their parents who buy them things at the malls. For the rest of teens (6%), it is
someone else, such as another family member, who usually buys them things at the malls.

Shopping patterns differ between younger and older teens. While about one-third (34%) of 14- to-
15-year-olds buy themselves things at the malls, almost two-thirds (63%) of 16- to- 17-year-olds
buy themselves things at the malls.
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Amount of Money Spent in EYE Malls

“Approximately how much money did you spend in the mall today, including anything
someone else paid for you?”

Nothing, 19%

toLess
Than $100,
10%

*DK: Don’t Know

Base: Persons between the ages of 14 and 17, exiting the malls.

More than three in four (77%) teens buy something each time they visit the malls. Nine percent
spend $100 or more; 10% spend anywhere from $50 to less than $100; 21% spend anywhere from
$20 to less than $50; and 37% spend less than $20.

Teens spend on average (mean) $33.18 per EYE mall visit. Teens visit malls on average 4.65
times per month. Therefore, teens spend $33.18 x 4.65 times = $154.29 per month at malls.

Mean weekly income of teens is $74.79, or $299.16 per month. Teens spend $154.29 per month
at malls. Therefore, teens spend $154.29/$299.16 = 52% of their incomes at a mall.

Teens spend on average (mean) $154 per month at EYE malls, which is approximately
52% of their total incomes.

“Did you spend more than intended to spend, exactly the amount intended to spend, or
less than intended to spend?”

Almost one in five (18%) teens spent more at the mall than they had intended to spend.

Base: Persons between the ages of 14 and 17, exiting the malls

“And approximately how much more did you spend?”

Teens, who spent more than the amount they intended to spend, spent on average
(mean) $24 more than they had intended.

Base: Persons between the ages of 14 and 17, exiting the malls, who spent more than the amount they intended to spend
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Reasons for Going to the Malls and Follow-Through

“Thinking about coming to the mall today... Did you intend to...?”
“And did you do that?”

78% of teens who did
not intend to purchase

90% 1 84% 84% still bought something.

62%

60% - 58% 56%

30% A

0% . , , . .
Browse, Hang Eat/Drink Buy Something  See a Movie Buy Something Go to an Event,
Out, Socialize on Sale i.e.,Concertor
Seasonal
HIntended Did It That Day Entertainment

Base: Persons between the ages of 14 and 17, exiting the malls.

The majority of teens who go to the malls to browse, hang out and socialize make purchases at
the malls. When asked, “Approximately how much money did you spend in the malls today,
including anything someone else paid for you?” 78% of teens who went to the malls to browse
and socialize said they spent at least something.

Although just 6% of teens went to malls with the intention of buying something on sale, 18% of
them did end up buying something on sale that day.

Girls are more likely to make a purchase of either a regular item (64%) or an item on sale (25%)
than boys. Forty-seven percent buy something and 10% of them buy something because it was on
sale.

The majority of EYE teens go to malls to browse, hang out or socialize (84%), get something to
eat or drink (62%) or buy something (52%). The majority of teens did the things they intended to
do in the malls that day: 84% of teens hung out or socialized, 58% got something to eat or drink
and 56% bought something.

©2009 Arbitron Inc. ._ ARBITRON
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Items Teens Plan to Buy at EYE Malls in the Next Three Months

“Please tell me what items you plan to buy at the mall in the next three months.”

Clothing

Shoes, sneakers or footwear
Beverages

CDs or DVDs
Underwear, bras or PJs
Candy or chocolate
Electronic games

Other electronics

Gift cards

Make-up or cosmetics
Hair accessories

Bath or beauty supplies
Pocketbooks, bags or purses
Sporting goods
Sunglasses

Books

Costume or fake jewelry
Toys

Fine jewelry

Swimwear

Other items

Base: Persons between the ages of 14 and 17, exiting the malls.

Items teens plan to buy at the malls in the next three months include clothing (88%); shoes,

73%
62%
48%
42%
39%
39%
35%
34%
32%
30%
28%

26%
26%
26%
25%
25%
22%

88%

50% 75%

sneakers or footwear (73%); and beverages (62%). Other popular items teens plan to buy in the
next three months at the mall include CDs or DVDs (48%); underwear, bras or pajamas (42%);
candy or chocolate (39%); and electronic games (39%).

©2009 Arbitron Inc.
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EYE Teens Are More Likely to Be Early Adopters Than Average U.S. Teens

“Now think about when you buy or try NEW products or services compared to other
people you know. In general, would you say that you...?”

40% -
EYE teens are

5x as likely to 33%
be consumer

30% A trendsetters.

31%

20% 1

10% A

0% -

First to Try/Buy Try/Buy Before Others Try/Buy Same Time as Try/Buy After Others Last to Try/Buy
Others
mAverage U.S. Teens BMEYE Teens

Base: Persons between the ages of 14 and 17, exiting the malls.

EYE teens are more likely to be early adopters compared to the average American teenager.
According to the Arbitron Multimedia Study 2008*, nationally only 17% of teens are early
adopters, who try or buy new products and services either first or before most of the people they
know.

Forty-three percent of EYE teens are early adopters who buy or try new products or
services either first or before most of the people they know. Therefore, campaigns
directed at EYE teens target the consumer trendsetters who influence their peers and
push brands into the mainstream.

Teens who are early adopters, and try or buy things first or before others, are 56% female. Teen
early adopters also skew younger. Forty-three percent of early adopters are teens aged 14 to 15,
while only 37% of all teens are aged 14 to 15.

* See Appendix B for Arbitron Multimedia Study 2008 Methodology.
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Emotional State When Shopping at EYE Malls

“On a scale from 1 to 5, where’l’ means ‘strongly disagree’ and ‘5’ means ‘strongly
agree,” how much do you disagree or agree with the following statements?

Compared to other places and times, when shopping at the mall you feel...

Answer: Agree and strongly agree combined.”

90% -~

78%

68%
64%
60% J 57%
40%
30% ~
0% T T
Happy Carefree Excited Like Splurging Inspired

Key: More likely to be early adopters than all EYE teens.

Base: Persons between the ages of 14 and 17, exiting the malls.

More than three-quarters (78%) of teens feel happy when shopping at malls, when they compare
shopping at the malls with other places and times. About two-thirds of teens feel carefree (68%)
and excited (64%) when shopping at the malls, as compared to other places and times. Almost
three in five (57%) teens feel “like splurging” when shopping at the malls, and 40% feel inspired
when they are mall shopping.

Teens who feel “like splurging” are more likely to be early adopters. While 43% of teens are
early adopters who try or buy things first or before other people, almost half (49%) who feel like
splurging try or buy things first or before other people they know.

Although teens feel positive emotions while at the malls, younger teens aged 14 to 15 are more
likely to feel happy (83%) versus older teens aged 16 to 17 (75%), as well as excited (73% versus
59%) and carefree (71% versus 66%).

Although teens feel positive emotions while at the malls, girls are more likely than boys to feel
happy (83% for girls versus 72% for boys); excited (73% versus 53%); like splurging (64%
versus 49%); and inspired (51% versus 27%).

©2009 Arbitron Inc. '_ ARBITRON
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Behavioral Attributes of Mall Shopping
“On a scale from 1 to 5, where ‘1’ means ‘strongly disagree’ and ‘5’ means ‘strongly
agree,” how much do you disagree or agree with the following statements?
Answer: Agree and strongly agree combined.”
I enjoy mall shopping even when it is a necessity. 78%
The mall is a great place to spend time with a
boyfriend or girlfriend.
| often go to the mall with no specific puchase in
mind, but end up buying something.
| usually reward myself at the mall.
| like to "people watch" at the mall.
| can't resist a good offer or sale.
Being at the mall inspires me to try and buy NEW
things.
The mall is a place | go to enjoy time for myself.
Being at the mall gives me a sense of connection
with the community.
| am an impulse shopper.
0% 30% 60% 90%
Key: More likely to be early adopters than all EYE teens.
Base: Persons between the ages of 14 and 17, exiting the malls.
Seventy-eight percent of EYE teens enjoy mall shopping even when it is a necessity. Two-thirds
of teens think that a mall is a great place to spend time with a boyfriend or girlfriend. Almost two-
thirds of teens often go to the malls with no specific purchase in mind, but end up buying
something (62%) and also usually reward themselves at the malls (61%). More than half like to
“people watch” at the malls (55%), cannot resist a good offer or sale (54%) and are inspired to try
and buy new things when at the malls (53%).
Girls were most likely to agree with the statements that they “enjoy mall shopping even when it is
a necessity” (86%) and that they “often go to the mall with no specific purchase in mind, but end
up buying something” (72%). Boys were most likely to agree that a “mall is a great place to
spend time with a girlfriend or boyfriend” (71%).
Thirty-seven percent of teens consider themselves impulse shoppers. Teen impulse
shoppers are more likely to be early adopters. While 43% of teens are early adopters
who try or buy things first or before other people, 55% of teen impulse shoppers are
early adopters.

©2009 Arbitron Inc. '_ ARBITRON
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Frequent Teen Visitors Are More Likely to Be Early Adopters, Have Higher
Weekly Incomes and Buy Things for Themselves at the Malls

“Including today, how many times have you been to this mall in the past three months?”

All EYE EYE Mall Frequent
Criteria Teens Visitors*
Early Adopters (buy or try new things first or
before other people) 43% 53%
High Weekly Income ($30 or more per week) 45% 53%
Feel like splurging when shopping at the mall 57% 63%

Buy things themselves (versus someone
buying them things at the mall) 52% 59%

*Visited EYE malls at least once a week..

Base: Persons between the ages of 14 and 17, exiting the malls.

Frequent teen visitors (who visited malls at least once a week) account for 37% of teen shoppers.
More than half (53%) of frequent teen visitors are early adopters who try or buy things first, or at
least before others, while 43% of teens are early adopters. Frequent teen visitors have a high
weekly income compared to teens: 53% of frequent teen visitors have an average (mean) weekly
income of $30 or more, while only 45% of teens have an average weekly income of $30 or more.
Frequent teen visitors are more likely to “feel like splurging” (63%) versus all teens (57%) and to
buy themselves things at the malls (59%) versus someone else buying them things, as compared
to teens who buy themselves things at the malls (52%).

T
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B. EYE Mall Media

Eyelite Visibility

“Please take a look at this picture. Have you noticed standing displays such as these
with advertising in the mall today?”

Base: Persons between the ages of 14 and 17, exiting the malls.

Eighty-four percent of teens noticed Eyelites in the malls that day.

Teens who shop in a group are more likely to notices Eyelites. Eighty-nine percent of teens who
shop with someone else noticed Eyelites.

Teens who visit a greater number of stores are also more likely to notice Eyelites than all teens.
While teens who visit seven stores or more comprise only 26% of all teens, almost all of them
(91%) notice Eyelites.

©2009 Arbitron Inc. ARBITRON
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Eyelite Attributes
“Do you feel these standing displays are...”

100% -
86%
75% -

50%

25% -

0% -+

Eye-catching Helpful Attractive Annoying

Base: Persons between the ages of 14 and 17, exiting the malls AND noticed Eyelites.

A majority of EYE teens who noticed Eyelites thought that Eyelites were eye-catching (86%),
helpful (78%) and attractive (72%). Only 16% of teens thought that Eyelites were annoying.

- I
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Engagement With Eyelites

“On a scale from 1 to 5, where ‘1’ means ‘strongly disagree’ and ‘5’ means ‘strongly
agree,” how much do you disagree or agree with the following statements?

Answer: Agree and strongly agree combined.”

| have seen at least a few

0,
Eyelites at the mall today. 74%

l I

Eyelites stand out among
OTHER advertising in the
mall.

59%

1

Mall advertising reminds me
about things | need to buy
that are NOT sold at the mall.

39%

1

Eyelites are more relevant to
what's on my mind than
similarads on the street.

38%

1

Advertising on Eyelites is

0,
often relevant to me. 34%

I would consider buying
products or services that are
advertised on Eyelites.

33%

I l

0% 20% 40% 60% 80%

Base: Persons between the ages of 14 and 17, exiting the malls AND noticed Eyelites.

Almost three in four (74%) EYE teens who noticed Eyelites saw at least a few Eyelites at the
malls that day. Fifty-nine percent of teens thought that Eyelites stood out among other advertising
in the malls. Thirty-nine percent of teens who noticed Eyelites were reminded by mall advertising
about items they needed to buy that were not sold at the malls. Thirty-eight percent of teens
thought Eyelites were more relevant to what was on their minds than similar advertising on the
street. More than one-third (34%) of teens thought advertising on Eyelites was often relevant to
them. One-third of teens would consider buying products or services advertised on Eyelites.
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Aided Advertising Recall

“In the common area of the mall today, do you recall seeing any advertisements,
promotions or messages on these standing displays for...?"

60% -~

53% 52%

40%

20%

0%
90210 Blue Man Group Sephora Puma The TV show,

Bleepin' Best of
‘08

Base: Persons between the ages of 14 and 17, exiting the malls AND noticed Eyelites.

More than half (53%) of EYE teens who noticed Eyelites in the malls that day recalled seeing
advertising for the TV show 90210 on Eyelites on an aided basis; 52% recalled seeing an ad for
the live show Blue Man Group; 45% recalled seeing an ad for the cosmetics store Sephora; 41%
recalled seeing an ad for Puma sneakers; and 14% recalled seeing advertising for the TV show
Bleepin’ Best of *08 in the malls that day.

©2009 Arbitron Inc. A ARBITRON
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Visually Aided Advertising Recall

“Do you specifically recall seeing this ad in the mall today?” (The picture of each ad copy
is shown.)

58%

60% -~

40%

20%

0%
90210 Blue Man Group Sephora Puma The TV show,
Bleepin' Best of
‘08

Base: Persons between the ages of 14 and 17, exiting the malls AND noticed Eyelites.

More than half (58%) of all EYE teens who noticed Eyelites in the malls that day recalled seeing
advertising for the TV show 90210 on Eyelites on a visually aided basis; 55% recalled seeing an
ad for the live show Blue Man Group; 54% recalled seeing an ad for the cosmetics store Sephora;
44% recalled seeing an ad for Puma sneakers; and 29% recalled seeing advertising for the TV
show Bleepin’ Best of "08 in the malls that day.

C
90210 s scucs TUES 8 ST 53 Norh y L A7 1AM 2 i Foot Locker
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C. Fashion and Beauty
Fashion and Beauty Attitudes

“On a scale from 1 to 5, where ‘1’ means ‘strongly disagree’ and ‘5’ means ‘strongly
agree,” how much do you disagree or agree with the following statements?

Answer: Agree and strongly agree combined.”

Dressing fashionablyis importantto me. 70%

Hair is justas important as my clothes. 68%

What | wear defines me.

Everytime | step out of the house, | make ita
point to look good.
| like to stand out by dressing differently than
my friends.

I have a daily skin regimen and | stick to it.

I like to change my fragrance choice often. 1 36%
I like to try new beauty products. 1 30%
I am label-conscious. 1 27%
| take myfashion inspiration from celebrities. 1 23%
| like to dress like my friends. 20%
Ofl%) 25I% 50I% 75I%
Key: More likely to be early adopters than all EYE teens.

Base: Persons between the ages of 14 and 17, exiting the malls.

For the majority (70%) of EYE teens, dressing fashionably is important. Sixty-eight percent of
teens think that hair is just as important as their clothes. Sixty-two percent of teens think that what
they wear defines them. Fifty-eight percent make it a point to look good every time they step out of
their homes, and more than half (52%) like to stand out by dressing differently than their friends.

Teens who are label-conscious and like to try new beauty products and change their fragrance
choices often are more likely to be early adopters. Fifty-four percent of teens who are label-
conscious, 53% of teens who like to change their fragrances often and 51% of teens who like to
try new beauty products are early adopters versus 43% of all teens.

Fashion-forward teens were more likely to recall Puma advertisements on Eyelites. About half
of teens who said “what they wear defines them” (51%), that they like to stand out by dressing
differently than their friends (50%) and who “make a point to look good each time they step out
of the house” (49%), recalled Puma advertising on Eyelites on a visually aided basis.

©2009 Arbitron Inc. ARBITRON
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Fashion and Beauty Attitudes: Girls Versus Boys

“On a scale from 1 to 5, where ‘1’ means ‘strongly disagree’ and ‘5’ means ‘strongly
agree,” how much do you disagree or agree with the following statements?

Answer: Agree and strongly agree combined.”

S . 76%
Hair is justas important

as my clothes.

. . . 73%
Dressing fashionablyis

importantto me.

What | wear defines me.

Everytime | step out of
the house, | make ita
point to look good.

0% 20% 40% 60% 80%

HBoys HGirls

Base: Persons between the ages of 14 and 17, exiting the malls.

Although all EYE teens think that dressing fashionably and looking good are important, girls are
more likely to think that hair is just as important as their clothes (76%) than boys do (58%). More
teen girls also agree that dressing fashionably is more important to them (73%) than do boys
(66%).

Girls were more likely to recall seeing a Sephora advertisement than boys. While 46% of
boys recalled seeing a Sephora advertisement on the Eyelites on a visually aided basis,
61% of girls recalled seeing a Sephora ad.
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D. Consumer Electronics

Cell Phone Ownership

“Do you own a cell phone or a smartphone?”

Base: Persons between the ages of 14 and 17, exiting the malls.

Eighty-six percent of EYE teens own a cell phone or a smartphone.

©2009 Arbitron Inc.
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New Cell Phone Shopping

“When do you expect to get a new, or your first, cell phone or smartphone?”

2%

60%

40%

20%
12%

0%

Within the Next Within the Next Within the Next Withina Year More Thana Do NotPlanto
Month Three Months Six Months Year Get One

Base: Persons between the ages of 14 and 17, exiting the malls.

A majority of teens expect to update their cell phone every six months. One in five EYE teens
expect to get a new, or their first, cell phone or smartphone within the next month. Thirty-seven
percent of teens expect to get a new cell phone within the next three months, and more than half
(54%) expect to get one within the next six months. Seventy-two percent expect to get a new cell
phone or smartphone within a year. An additional 18% expect to get a new cell phone in more
than a year.

More than half (58%) of all teens who expect to get a new, or their first, cell phone or
smartphone within the next year cannot resist a good offer or sale, while 42% consider
themselves impulse shoppers.
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Shopping for a New Cell Phone Provider
“When do you plan to get a new wireless provider?”

60% -
51%

40%

32%

20%

0%

Within the Next Within the Next Within the Next Within a Year More Thana Do NotPlan to
Month Three Months Six Months Year Get One

Base: Persons between the ages of 14 and 17, exiting the malls.

One in 10 EYE teens expect to get a new wireless provider within the next month. Eighteen
percent expect to get a new wireless provider within the next three months and 23% expect to get
one within the next six months. Thirty-two percent expect to get a new wireless provider within a
year. An additional 17% expect to get a new wireless provider in more than a year.

Six in 10 teens who plan to get a new wireless provider within the next year cannot resist
a good offer or sale, while 46% consider themselves impulse shoppers.

©2009 Arbitron Inc. A ARBITRON
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Recent Cell Phone Activities

“Which of the following activities have you done on your cell phone or smartphone in the
past three months?”

Took a photo or video of an item to discuss with a

%
friend. 69%

{

Purchased an item. 34%
Visited a specific store's Web site. - 27%
Gave mynumber to a store to receive promotions. 21%
Responded to an advertising message to textto 17%
win or become a part of a promotion.
Used coupons | received on my cell phone. 7%
25% 50% 75% 100%

Base: Persons between the ages of 14 and 17, exiting the malls AND own a cell phone or a smartphone.

Sixty-nine percent of EYE teens took a photo or video of an item on their cell phones or
smartphones in the past three months to discuss with a friend; 34% purchased an item on their
cell phones in the past three months; 27% visited a specific store’s Web site on their cell phones;
21% gave their numbers to a store to receive promotional materials; 17% responded to an
advertising message to text to win or become a part of a promotion; and 7% used coupons they
received on their cell phones or smartphones in the past three months.
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Interest in Cell Phone Activities
“Are you very, somewhat or not at all interested in using your cell phone to get...?
Answer: Very and somewhat interested combined.”

75% -+
59%

50%

25%

0%

Offers for Free Music or Information on Information on Mall or Coupons
Games Promotions and Sales Store Events

Base: Persons between the ages of 14 and 17, exiting the malls AND own a cell phone or a smartphone.

Almost three in five (59%) EYE teens who are cell phone or smartphone owners are very
interested or somewhat interested in getting offers for free music or games on their cell phones;
35% of them are interested in getting information on promotions and sales on their cell phones;
32% of them are interested in getting information on mall or store events on their cell phones; and
25% of those who are cell phone owners are interested in receiving coupons on their cell phones
or smartphones.
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Portable Media Player Ownership

“Do you own an iPod®, MP3 player or other portable media player?”

Base: Persons between the ages of 14 and 17, exiting the malls.

Eighty-four percent of EYE teens own an iPod, MP3 player or other portable media player.
More than half (53%) of teens who own an iPod, MP3 player or other portable media

player cannot resist a good offer or sale, while 37% consider themselves impulse
shoppers.
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Downloading TV shows, Movies or Video Podcasts to a Cell Phone or a
Portable Media Player

“Have you ever downloaded TV shows, movies or video podcasts to a cell phone, iPod,
MP3 player or other portable media player?”

Base: Persons between the ages of 14 and 17, exiting the malls AND own either a cell phone or a portable media player.

More than three in five (61%) EYE teens who have either a cell phone or a portable media player
have downloaded TV shows, movies or video podcasts to a cell phone, iPod, MP3 player or other
portable media player.

Teens who download TV shows, movies or video podcasts are more likely to be early adopters.
While 43% of all teens are early adopters who try or buy things first or before other people, 50%
of teens who download TV shows, movies or video podcasts are early adopters.

More than half (53%) of all teens who download TV shows, movies or video podcasts
cannot resist a good offer or sale, while 36% consider themselves impulse shoppers.
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E. Entertainment

Frequency of Going to a Movie Theater

“How many times have you gone to see a movie at a movie theater in the past three
months?”

*Other: Have not gone in the past three months
Base: Persons between the ages of 14 and 17, exiting the malls.

Totals are subject to rounding.

A majority of EYE teens go to a movie theater at least once a month.
Ninety-two percent have gone to see a movie at a movie theater in the past three months.

Eighteen percent of teens have gone to see a movie seven or more times in the past three months;
42% have gone anywhere from three to six times; and 32% have gone once or twice.
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Frequency of Going to Live Events

“How many times have you been to live events either at the mall or outside the mall,
such as music concerts, theater, sports or comedy in the past three months?”

Once, 15%

*DK: Don’t Know

Base: Persons between the ages of 14 and 17, exiting the malls.

Fifty-nine percent of EYE teens have been to live events either at the mall or outside the mall,
such as music concerts, theater, sports or comedy, in the past three months. Seventeen percent of
teens have been to a live event four times or more in the past three months; 11% have been to a
live event three times; 16% have been to a live event twice; and 15% have been to a live event
just once.

Teens who go to live events either at the malls or outside the malls at least once a month are more
likely to be early adopters. Fifty-three percent of teens who go to live events at least once a month
are early adopters who try or buy things first or before others, while only 43% of teens are early
adopters.

Teens who go to live events at least once every three months were more likely to recall
Blue Man Group advertising on Eyelites. More than half (53%) of teens who went to a
live event in the past three months recalled Blue Man Group advertising on Eyelites on a
visually aided basis.
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Types of Live Events Teens Like to Go To

“What types of live events do you like to go to? Is it a particular music concert, theater,
sports or comedy?”

75% -~

60%

50%

25%

0% -

Concerts Sports Theater Comedy

Base: Persons between the ages of 14 and 17, exiting the malls.

A majority (60%) of EYE teens like to go to concerts or other music events. Twenty-two percent
like to go to sports events, such as basketball and baseball; 10% like to go to live theater; and 5%
like to go to live comedy shows.

Teens who like to go to music concerts were more likely to recall Blue Man Group
advertising on Eyelites. More than half (53%) of teens whose favorite type of live event is
a music concert recalled Blue Man Group advertising on Eyelites on a visually aided
basis.

Live Event Boys Girls
Concert 51% 66%
Sports 32% 14%
Theater 6% 14%
Comedy 7% 4%

Totals are subject to rounding.

Although a music concert is a top live event both teen boys and girls like to go to, girls prefer
concerts (66%) and theater (14%) compared to boys. Only 51% of boys like to go to music
concerts and only 6% like to go to theaters. Teen boys prefer sports (32%) more than girls (14%).
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F. Video Games

Video Game Console Ownership
“Do you own any of the following video game consoles?”

60% -
53%

40%

20%

0%

Playstation Xbox Gameboy Nintendo Wii PSP Nintendo DS Other
Gaming
System

Base: Persons between the ages of 14 and 17, exiting the malls.

Eighty-five percent of EYE teens own at least one video game console.
Teens own on average two game consoles (Mean 2.26 game consoles).

More than half (53%) of teens own Playstation video game consoles; 40% own Xboxes; 32%
own Gameboys; 31% own Nintendo Wiis; 26% own PSP video game consoles; 24% own
Nintendo DS games; and 20% own other video gaming systems.

Boys are more likely to own a game console than girls. While more than three-quarters (78%) of
girls own at least one video game console, 95% of boys own at least one game console.
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Number of Video Games EYE Teens Own

“How many video games do you own?”

DK, 2%

Base: Persons between the ages of 14 and 17, exiting the malls, who own video game consoles.

Almost one in five (21%) teens own 40 or more video games; 23% own anywhere from 20 to 39
video games; 25% own anywhere from 10 to 19 video games; and 29% own less than 10 video
games.

Mean number of video games teens own is 24 games.

Teen boys who own video game consoles own on average (mean) 29 games (median 20 games).
Teen girls who own video game consoles own on average (mean) 19 games (median 10 games).
Older teens (16- to 17-year-olds), who own games consoles own on average (mean) 15 games,
versus younger teens (14- to 15-year-olds), who own on average 22 games.
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Frequency of Buying or Renting Video Games

“How often do you buy or rent video games?”
Base: Persons between the ages of 14 and 17, exiting the malls, who own videogame consoles.

50% 1

40% A

29%

30% -

20% -

10% A

AtleastOnce 1to3Times 6tol1l1Times 1to5 Times Less Than DK
Per Week Per Month Per Year Per Year Once Per Year

Totals subject to rounding.

A majority of EYE teens buy or rent video games at least once a month. Seven percent rent or
buy video games at least once per week; 26% buy or rent video games one to three times per
month; 18% rent or buy video games anywhere from six to 11 times per year; 19% rent or buy
video games anywhere from one to five times per year; and 29% buy or rent video games less
than once per year.

Buy or rent video games Buy or rent video games
Console Brand  at least six times per year at least 12 times per year
Playstation 56% 34%
Xbox 59% 40%
Gameboy 50% 36%
Nintendo Wii 50% 26%
PSP 65% 47%
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When Plan to Buy a New Game Console or Upgrade Current One

“When do you plan to purchase a new game console or upgrade your current game
console?”

50% - 47%
40% 37%
30%

20% -

10% -

0%

Within the Next Within the Next Within the Next Within a Year More Thana Do NotPlan to
Month Three Months Six Months Year Get One

Base: Persons between the ages of 14 and 17, exiting the malls.

Sixteen percent of EYE teens plan to purchase new game consoles or upgrade their current game
consoles within the next month. Twenty-nine percent plan to purchase new game consoles within
the next three months and 37% plan to purchase new game consoles within the next six months.
Forty-seven percent of teens plan to purchase new game consoles within a year from now.

More than half (53%) of teens who plan to purchase new game consoles or upgrade their current
game consoles within the next year cannot resist a good offer or sale, while 41% consider
themselves impulse shoppers.

Plan To Buy Or  Plan To Buy Or
Plan To Buy Or Upgrade inthe  Upgrade inthe Plan To Buy Or

Upgrade in the Next Three Next Six Upgrade in the
Console Brand Next Month Months Months Next Year
Playstation 22% 41% 52% 65%
Xbox 24% 41% 50% 60%
Gameboy 23% 43% 56% 69%
Nintendo Wii 21% 35% 47% 60%
PSP 33% 48% 54% 66%

Base: Persons between the ages of 14 and 17, exiting the malls, who own video game consoles.
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Appendix A:
EYE Adult Shopper Profile by Arbitron

Methodology

Arbitron conducted original research on behalf of EYE Mall Media to fully understand the EYE
shoppers’ consumer behavior, as well as their awareness and engagement with EYE mall media.
Arbitron conducted 1,020 exit-poll style interviews with adults aged 18 to 64 between November
13 and November 23, 2008. Interviewers approached respondents as they were exiting the malls
and asked them to participate in a short survey. Respondents were offered a cash incentive for
their participation.

The interviews were conducted across the following seven EYE malls:

e Los Cerritos Center—Cerritos, CA (Los Angeles DMA)

e Garden State Plaza—Paramus, NJ (New York DMA)

e Chicago Ridge—Chicago Ridge, IL (Chicago DMA)

e Arrowhead Towne Center—Glendale, AZ [Phoenix (Prescott) DMA]

e Shops at Sunset Place—South Miami, FL (Miami-Ft. Lauderdale DMA)

e South Towne Center—Salt Lake City, UT (Salt Lake City DMA)

e The Domain—Austin, TX (Austin DMA)

The data were weighted to account for varying response rates by demographic groups. Arbitron
recorded gender, approximate age and race of people who refused to participate in the study. By

adding demographics of the completed interviews with the estimated demographics of the
refusals, Arbitron was able to determine the EYE "population™ and weight data to this population.
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Appendix B:
Arbitron Multimedia Study 2008

Methodology

Arbitron, in conjunction with Edison Media Research, conducted a total of 1,857 telephone
interviews, from January 18 to February 15, 2008, with respondents aged 12 and older chosen at
random from a national sample of Arbitron’s Fall 2007 survey diarykeepers. In certain
geographic areas where a sample of Arbitron diarykeepers was not available (representing 8% of
the national population), a supplemental sample was interviewed through random digit dialing.
Arbitron Multimedia Study included interviews with 142 teens aged 14 to 17.
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Appendix C. EYE Mall Map

Eye Shop Locations

@ Simon Property Group @ Westfield
106 Malls 42 Malls

® The Macerich Company @ Independent I

56 Mals 47 Malls
NOTE - Dot locations aee indicatve onby and iy not b geographically socurto, As of Febngry 09 EYE™ 0 2000
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About Arbitron Inc.

Arbitron Inc. (NYSE: ARB) is an international media and marketing research firm serving the
media—radio, television, cable, online radio and out-of-home—as well as advertisers and
advertising agencies in the United States and Europe. Arbitron’s core businesses are measuring
network and local market radio audiences across the United States; surveying the retail, media
and product patterns of local market consumers; and providing application software used for
analyzing media audience and marketing information data. The company has developed the
Portable People Meter™, a new technology for media and marketing research.

Arbitron’s marketing and business units are supported by a world-renowned research and
technology organization located in Columbia, Maryland. Arbitron has approximately 1,900
employees; its executive offices are located in New York City.

Through its Scarborough Research joint venture with The Nielsen Company, Arbitron provides
additional media and marketing research services to the broadcast television, newspaper and
online industries.

Arbitron’s Out-of-Home division provides training, consumer shopping data and audience
profiles for out-of-home and outdoor media. Currently, more than 100 outdoor plants, place-
based media and thousands of agencies and advertisers utilize Arbitron Out-of-Home consumer
shopping data and software. The company is currently working with the industry to develop an
outdoor audience ratings service.

Credible third-party measurement helps advertisers justify their investment in the medium. The
Company’s 50+ years of audience measurement experience help sellers focus on selling the value
of their advertising rather than justifying the credibility of their measurement. Arbitron research
studies about cinema advertising, the outdoor industry, and traditional and nontraditional media
can be found on the Company’s Web site at www.arbitron.com and can be downloaded free of
charge.
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