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audience exceed e-mail audience

Audience by Subcategory
= 1ea ‘ Videos/Movies Percent Change by Segment
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YouTube 5,490,204 35.5% 0.2% 58.1%
Hulu 373,290 490.4% 7.1% 3.9%
Yahoo! 203,628 -8.1% -12.2% 2.2%
Fox Interactive Media 201,362 -38.8% -3.0% 2.1%
Nickelodeon Kids and Family Network 175,917 15.9% -10.3% 1.9%
MSN/Windows Live 164,422 9.8% -2.7% 1.7%
ABC.COM 148,830 144.8% -15.9% 1.6%
MTV Networks Music 143,356 359.6% 15.7% 1.5%
Turner Sp.or.ts and Entertainment 130,559 60.0% 51% 4%

Digital Network

CNN Digital Network 112,469 32.7% 8.7% 1.2%

Ztz: Nielsen Online(2009b)
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