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North American Service Provider
Macro Financial Trends
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OpEx Ratio
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Catching Market Transitions
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Consumer Internet Video Composition:
Video traffic increasingly driven by live video and TV
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Consumers are Widely Embracing Internet Video
Content

Watching Internet Video (by Age)
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Watching Internet Video (by Content)
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1. Video Goes Everywhere

Consumers Often Choose Alternative Devices,
Even When TV Is Available

Reasons for Watching Computer Video
75% of respondents watch When At Home

video on computers (averaging
1 hour, 45 minutes each week)

More control over WHEN | watch 41%
0 .

6 63% of the time at home Better for multi-tasking 38%
d 93% of 18- to 24-year-olds | :

watch video on a Computer (2 Better content choice 26%

hours, 45 minutes each week) Deviceis available 24%
40% of respondents watch Portability 18%
video using portable devices other 13%
(54 minutes each week)
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home Better video experience 10%
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1. Video Goes Everywhere

Living Situation
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1. Video Goes Everywhere:
Considerations

Determine what your strategy will be for content
distribution

A Content management (CDNSs) key to handle the increased traffic of video
and provide basis for wholesale VAS

NTV Everywhereo options ar

Advanced advertising creates possibilities for
monetization

DRM - Growing openness to collaboration across the
value chain (e.g., Canoe, DECE, App Stores)
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Public Cloud Services Revenues Description and Examples
Forecast $B in 2013
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