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~ Area of Interest: Universe of 15,000 households (HHs)

•:• Total sample size of 250 respondents

•:• 95% Confidence Interval with ± 6.15 sample error)

• Results weighted to reflect Beverly Hills actual age distribution rom 2010

Census data.

• Respondents screened to ensure

•• Decision-maker for telecommunications and entertainment services in the

home

•:• Respondents with immediate family members employed by any of the

following were excluded:

• The City of Beverly Hills

• AT&T

• Time Warner Cable
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Incidence of Internet Households

• 86% of Beverly Hills households use the 11% 2%

Internet at home 1%

• Cable Modem and DSL have the vast
majority of market share at 94%

86%

No PC PC without Internet
Q19: “How likely are you to upgrade your

Internet service speed...” Dial Up Broadband

Internet Market Share
(Households)

Definitely Will 10% 2% 4%

Probably Will 14% 28%

Might/Might Not 17%

66%

Probably Won’t 27%

Definitely Wont 30%
Dial Up DSL Cable Modem Satellite I Other
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Monthly Internet Spend
• TWC and AT&T are the only two ISPs

with material market share in Beverly
40%

Hills ___________________

• Stated average monthly Internet spend 30%

is $39 per household 20%

10%

0% — — — —

$20 $30 $40 $50 >$50

Internet Access Provider

59%

34%

7%
2% 1%

2/11/2015 TWC AT&T Earthlink Clear Other



ncidence of No PC/No Internet by Income

No PC • PC No Internet

100%

Incidence of No PC/No Internet by Age

No PC • PC No Internet
80%

Internet Type by Age

Cable Modem DSL

80%

60%

40%

20%

0%
25-34 35-44 45-54
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~ The presence of a PC and use of
Internet in the home drops off at
lower income levels (non-pays)

~ Internet usage is prevalent across
all age groups

40%

30%

20%

10%—

0%
Upto$50k $50k- $lOOk- $150k-

$lOOk $150k $200k
> $200k

55 - 64

0%

65 - 74 25-34 35-44 45-54 55-64 65-74
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Number of Phone Lines in the Home

~ The average number of lines is:

•:~ All Households: 1.5 53%

•:• Wirefine Households: 1.6

• Wireless substitution is much lower than
the national average

• A further 7% of wireline phone users will 23%

drop for wireless in the next 12 months 15%
8%

Q13: “How likely are you to disconnect the
wired phone line and only use your cell...”

None 1 2 3 or More

Definitely Will 8% Households Without Wireline Phone Service
by Age

18%

Probably Will

Might/Might Not 8%
8%

6%
239/Probably Won t

2%
_________ 0

Definitely Wont ___________________________________________V
25-34 35-44 45-54 55-64 65-74
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Q9: “Who is your local phone service

~ AT&T still retains market share leadership provider?”

of the residential voice market

~ Stated residential spending on local
phone service averages about $35 25%

monthly per HH
63%

AT&T • Other No Wireline

Monthly Local Phone Spending

30%

20%

10%

0%
$20 $30 $40 $50 >$50 DK
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UR HAS~NG ~r:HA~/[OR

• 88% of households use traditional pay TV
(cable or satellite dish)

• In Beverly Hills today, 4% of households
are using online video

• Another 3% are using Off Air reception
without supplemental Pay TV service

• Stated average monthly spend:

•. Cable: $67

•:• Satellite: $71

Monthly Pay TV Spend

Q2: “For TV service, do you have...”

4% 6%

33% 55%

•Satellite Off Air

Other/None

Cable
Online

60%

50%

40%

30%

20%

10%

0%

z~
z~

z~
V

z~
/~

z —

$20 $40 $60

Cable

Satellite

$80 $100+ Don’t
Know2/11/2015
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Q3: “For cable, do you have...”

~ Beverly Hills digital video penetration:

~ 86% among all Pay TV users 15%

~ 68% among Cable TV users

• High definition service is 63% of pay TV
users

85%

• Uptown estimates a further 7% of pay TV
users will upgrade to HD in the next 12
months (05):

na og Cable • igital Cable
•:~ Definitely Will: 2%

•:• Probably Will: 13% Incidence of High Definition TV

•:• Might/Might Not: 17% (among all pay W users)

7%

93%

High Def Standard Def Don’t Know

2/11/2015 10



UPTOWN i
S F R V I C F S. L LC

Q7: “Do you some imes watch W online.
• Over-the-Top (OTT) or online TV viewing

has recently become a material substitute
service for traditional cable TV with a 31%

majority of households using OTT

• Among younger households, up to 9% are
using OTT as a substitute service 69%

• Uptown estimates a further 7% of pay TV
users in Beverly Hills will ‘cut the cord’ in
the next 12 months

Yes • No Don’t Know

Households Watching TV Online In Place of Pay TV Likelihood of Cancelling Pay TV for OTT

9% by Age (among all pay W users)

6% Definitely Not 48%

5%
Probably Not 28%

3%3%
Might/Might Not 11%

0% 0% 0% Probably 6%

25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 Definitely 6%

2/11/2015 Online • Off-Air
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~ Across all households in Beverly Incidence of Triple Play Bundle
Hills, 35% have all 3 services from a
single provider

~ Bundling is very important for 1 in 4 29%

households 36%

Importance of Having All 3 Services from a Single Provider
(Among All Respondents) 35%

• Longmont Beverly Hills

30%

25% 24% Have All 3 Services From Multiple
22%23/’o Providers

19% 18% Have All 3 From Single Provider
15%

13%
11% Do Not Have All 3 Services

Very Somewhat Neither Somewhat Very
Important Important Unimportant Unimportant
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• There is a 58% incidence of Home
Security/Monitoring in Beverly Hills Incidence of Home Security System

5%

37%

58%

Have Do Not Have Don’t Know

2/i 1/2015



PTOWN ..~AT[SFACT~ON RATINGS
SERVICES.LLC

Satisfaction Rating by Service/Service Provider
(Mean Rating on a 1-10 Scale)

8 6.6 5 9 6.1 7.1 7.6

6

4

2

0
Cable TV Satellite TV Non-Pay TV DSL Cable Modem Telephone Water

Satisfaction Rating by Service/Service Provider
(Percent Rating a ‘9’ or ‘10’)

500/ ____________ 45% ____0

40% __________ 34% ____

30% Li~
16% 16%

2°/

1OY:~

Cable TV Satellite TV Non-Pay TV DSL Cable Modem Telephone Water
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9

€ The chart below compares the results of this study

completed similar quantitative research:

Northern Ohio (2) Washington (state)

Southern Ohio Wisconsin

Georgia Oklahoma (2)

Tennessee (3) Michigan

Satisfaction Rating by Service/Service Provider
(Mean Rating on a 1 to 10 Scale)

8

7

6

5

Cable Satellite TV DS L Cable Modem Telephone Utility

with 22 other markets where Uptown has

North Carolina

Kansas (2)

New York

Kentucky

Oregon

Alabama

Arkansas

Colorado (2)

4

~ [1’
I~ r~
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• The incidence of dissatisfied consumers (those who rated their satisfaction from 1 to 5 on a
scale up to 10)

•:• All TV: 31%
•:• All Internet: 37% (new high)
•:~ Telephone: 28% (new high)
•:• Utility: 23% (new high)

50%

Incidence of Dissatisfied Users by Service
(Percent Rating Between a ‘1, and ‘5’ on a 1-10 Scale)

40%

30%

20%

10%

0%

Video Internet Telephone Utility
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• Across providers, price is the greatest source of service dissatisfaction, but most notably with
Pay TV...

Satisfaction Rating by Service/Service Provider
(Mean Rating on a 1-10 Scale)

10

8~ 7.4
7.1

6.6
6.3

5.8 5.8
6 5.6 5.7

53 5.45.2 5 5.1

4
Cable TV Satellite TV Non-Pay TV DSL Cable Modem Telephone Water

Customer Service Service Value
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~ While reliability and price are always important, Internet speed has dramatically increased in
importance over the last several years. Bundling and Brand are secondary in importance to
other attributes...

Importance Rating of Select Broadband Service Attributes
(Mean Rating on a 1-5 Scale)

4.9
5.0 4.5 4.6 4.6

V
4 /7

zz~- —_________

2.6

/zzz~

I, ~

Brand Service Bundle Price Customer Service Internet Speed Reliability
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~ Question 40: “What aspect of Internet speed is most important?”

Importance of Internet Speed on Download vs. Upload

65%

30%

7 2%

Download Most Important Upload Most Important Both Important
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• Increased Internet speed dominates the wish list for services improvement as Internet speed
has gained importance...

Q39: “What would you like to see most improvedfrom your current broadband services?”

42%
Increased Internet Speed

29%
Lower Prices

29%
Reliability

15%
Customer Service

6%
TV Channel Selection

4%
Nothing

2/11/2015
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Q39: “What would you like to see most improved
from your current broadband services?”

Beverly Hills I Longmont

42%
ncreased Interne peed 29%

29%
Lower Prices 49%

29%
Reliability 16%

4%
Nothing 15%

15%
Customer Service 90/

6%
Channel Selection 6%

2/11/2015
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~ Question 37: “In your opinion, is the availability of low-cost, high-speed Internet important
to the future local economy?”

Importance of Having Low Cost High-Speed Internet

79%

12%

1%

Very Important Somewhat Neither Somewhat Very Unimportant
Important Unimportant

2/11/2015
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• About two-thirds of respondents support or are neutral to paying a monthly $5 surcharge to
help fund the new fiber network...

Q41: “Would you support adding a $5 monthly fee to your water bill to partially fund the
construction and operation of this network for the first 3 years of operation?”

• Def. Purchase Internet All Respondents

62%

I would support 48%

13%

I would be neutral 18%

25%

I would not support 34%
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~ 65% of respondents indicated they would definitely or probably switch to the FTTP system
for Internet service...

Q32-35: “How likely would you be to subscribe to [insert service] if it were 10% less than
[insert incumbent provider] charges?

100%

75%

50%

25%

0%
Internet Phone Video Home Security

Definitely 38% 32% 26% 11%

• Probably 27% 26% 25% 19%

Might/Might Not 16% 20% 24% 28%

Probably Not 8% 11% 11% 15%

Definitely Not 7% 8% 10% 23%

Dont Know 4% 3% 5% 4%
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• Uptown uses a ‘Likert Scale’ with Overstatement Adjustment
+ Conservative research techniques from the Packaged Goods sector

+ Clearly specify purchase intent vs. “interest” and removes overstatement bias

• Example: “How likely would you be to subscribe?”

•. Definitely Would 21.5% x 70% = 15.0%

•. Probably Would 35.6% x 30% = 10.7%

•. Might/Might Not 20.0% x 10% = 2.0%

•. Probably Would Not 10.4% 27.7% = Penetration Estimate

•• Definitely Would Not 4.4%

•:• Don’t Know 8.1%

Residential Small Business

de 27.7% 0%

Internet 36.3% 30%

Telephon 31.9% 25%

Home Security 0 (16.1%~ 0%
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~ The majority of respondents, when given the choice, would prefer to receive high speed
Internet from a new service provider...

Q36: ‘~4mong the following list of potential providers, who would you prefer to receive high-
speed Internet service from?”

All Respondents • Def. Purchase Internet

66%

46%

21% 20%

11% 12% 10%
6o 0 3%

AT&T TWC The City A provider that is Don’t Know
new to the area
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Q36: ‘~4mong the following list of potential providers, who would you prefer to receive high-
speed Internet service from ?“

Longmont • Beverly Hills

52%

46%

~ 1 0

19% ‘~‘“‘°

119’ 12% 12% 09% 1O,~ 8%

Incumbent Telco Incumbent Cable The City A provider that is Don’t Know
new to the area
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I MARK[NG

Penetration estimates are strong for all 3 services compared to the other markets for which
Uptown has completed quantitative forecasting...

50%

40%

20%

Terminal Penetration by Service
The City

10%

0%

Video Internet Phone

‘~ 0 ~ O~ ‘~- ~‘~
~ /~\~/,,~~~

(Across all Tested Price Points)

30% A
A

A A

A

2/11/2015 29



~fERI3U Li~ER~PTOWN
S E R V I C E S. L LC

Internet Penetration
(By Month Since Launch)

45%

40%

A A
35%

30%

25%

20%
-

F

15%
/7

10%

5% 1
0%

0 6 12 18 24 30 36 42 48 54 60 66 72 78 84 90 96 102 108

Month

=Sallisaw, OK ~—~Morristown, TN ===Pulaski, TN Wilson, NC Tullahoma, TN

—Murray, KY ===Columbia, TN —Bristol, VA The City
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30%

Phone Penetration
(By Month Since Launch)

.

25%

20%

15%

10%

0%
48 60 66

Month

78 84 90 96

Sallisaw ~Morristown Pulaski Wilson ~—~Tullahoma, TN Bristol, VA The City

A

0

February 15 Confidential. Not for Disclosure


