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Study objectives

ATo size, scale, qualify and compare
media usage patterns across cross
sections of the population:

AGender

AGeneration

ABlogging focus

AMedia channel preference

ATo show the purchasing
behavior of social media users
ABloggers
ASocial Networking
AOnline vs. offline media
consumption & influence




Methodology

Samples :
Two data samples collected and c
AU.S. Total Online Population , survey fielded on Nielsen

Online panel. Results weighted by age to be representative of
US online characteristics

ABlogHer Network sample , survey fielded across 2,500
blogs and 20MM+ audience
Age:
AMen and women 18-76, with segmentation for
A Millenials (18 -25)
AGen X (26-42)
A Boomers (43-61)
A Seniors (62-76)
Size (n)
AUS Online, N=1,373 women and 379 men
ABIogHer, N= 1,782 women and 94 men

Survey Design, Methodology and Data Analysis
AConducted with consultation from Customerimpact




Core findings and summary

A BlogHer Network users choose blogs as preferred media source for
product purchasing information
Only internet search ranks higher

A More women on the BlogHer network turn to blogs to find out about new
products (59%) vs social networks (20%)

A 77% of the BlogHer Network women also turn to blogs to get information , far
more than they turn to social networks (37%)

A BlogHer users are more active with the top social media platforms than
the average online woman
A 8x more likely to read blogs daily, 7X more likely to Twitter daily and 30% more
likely to use Facebook daily

A Social Media Usage continues to grow
73% percent of online adults participate
media users turn to social media more often than traditional media sources
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If size matters, social media is huge in the U.S.

Size of Social Media Users Online

*Active social media use defined as 1x weekly or
more for Blog reading, writing, commenting or
Message Board reading or commenting,
Facebook, Twitter, Linked in or other social
networks

m Social Media Users
® Light or Non-Users

Three Quarters  of the Online Population are
Frequent Social Media Users*

A163.8 million = Total U.S. Adult Online Population
87.1 million = Women online 18 -76

A126.9 million* = Total U.S. Social Media Users
67.5 Million = Women using Social Media
Weekly or more often

ASocial media adoption did not vary by gender: Men
participate at the same rate as women

activity for women at

77.5%

Source: Social Media Matters 2010, BlogHer Inc., Nielsen US Total Online Population sample, N = 1,752;

Total online raw numbers based on Nielsen Online @Plan
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Third -party source confirms:
Social media has grown sharply year over year

+50% +51%
Social Networking Sites Blogging Sites
(Millions) (Millions)
186.5
200 150 =
150 100 -
100 -
50
50
0 0 -
®Mar-09 ®Mar-10 ®Mar-09 ®Mar-10

8
Source: comScore Media Metrix, US, March 2009 and March 2010




Blogging Activity Skews to the Younger
Demographics

Participating in Activity Weekly or More
Responses Calculated to show Percentage by Age Segmentation

Read Blogs Write Blogs

® Millennial
18-26

m Gen X 26-
42

Boomers
43-61

W Seniors 62-
76

One third are 18 -25 Nearly one half are 18 -25

e _______________________________________________________________________________________________________________________________________________________________________
Source: 2010 Social Media Matters; Blogher Inc.; Nielsen Total US Online population; Read Blogs = 629; Write Blogs = 249
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