\/griSing

NAB 2007
Broadband Opportunities &
Challenges

Jeff Richards
Vice President, Digital Content Services

Where it all comes together.”




Key Points for Discussion

3 Key Trends in the Digital Media Marketplace

1. The Rush to Quality

2. The Shifting Distribution Landscape
3. Restoring the Value of the Digital Asset
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VeriSign: A Global Media Enablement Leader

\Y[e]e]I[= Broadband

Video content delivery platform for
consumer and enterprise
applications

Mobile services: music, commerce,
messaging and personalization

1 billion accessible mobile

subscribers globally Largest secure, controlled peer to

peer network in the world

75+ direct carrier connections for

- 30+ million PC peer client
SMS, PSMS, content delivery downloads acropss U.S. and UK

400,000+ mobile content catalog

iterms 20,000+ pieces long-form video

content

7+ years of commercial experience : :
7 years of commercial experience
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Broadband Content: Here and Now

+ All the BBC’s popular TV shows are
made available online at the time of
original broadcast

+

AOI Hi-Q and In2TV: 100’s of shows and
programs from Warner Bros,
Nickelodeon, Comedy Central, A&E,
MTV; mix of business models
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Channel 4: VOD to PC, TV and mobile,
free subscription and “catch up” of time
shifted content
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Jamie's Great Escape

Sky Anytime

Your Sky. On demand

10 DAYS... |
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Sky Anytime: Cross-medium service free
to premium satellite subscribers; recently
downloaded one millionth movie
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The Rush to Quality
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Clear and Present Challenges

+ Cost Effective vs. Profitable
Moving from cost centers or marketing expenses to P&L'’s
Managing the remix of content licensing
Settling on a business model(s): ad supported, pay per view, subscription

Content Quality — Not about short fuzzy content... in most places
Delivering TV/DVD/HD Quality Content
Optimize delivery for wide range of uses

Scalability - Meeting the 5x-10x-10x scalability challenge in less than 2
years

5x higher encode rate; 1.5-3Mbps instead of 300-600kbps

10x more views; millions per day

10x in average video length; 22-44 minutes instead of 1-3 minutes

Managing the End User Experience
Path to the Plasma TV
Disc space usage
Local content management (consumer desktop)

You have a global audience...
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Online Video Users by Device
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Enabling the “Three Screen” Experience

Lmericor | TV Campaigns Mobile Storefront [yoTE
\,]Cé"‘»{i Voting, Polling - 0 ‘ Contestant Voice Tones | *meg %!
- Sweepstakes Performance Ringtones *%

Broadcast Integration : Contestant Graphics

Internet VOD
HD Broadcast Replays
Contestant Profiles
HD Performance Archive
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Distribution Models

+ Arguably “clear as mud” today
Broadcasters
Studios
Telcos
REIENES
New “Channels”

How will broadcasters support affiliates?

Traditional models of geography and time are
rapidly becoming outdated

Will need to look for new connections to “local
audiences

Content owners “going direct”

The role of advertising

The role of retailers / etailers

And...The economics




Restoring the Value of the Digital Asset

Fundamental challenge to restore the value of the digital asset

We rode the DVD wave...Now we're riding the digital wave...
And it looked a lot better on a disc at $19.99

Lack of portability, interoperability

Lack of true “ownership”

Poor user experience

Long download times

How do | get it to my tv? What about my other tv?

An overall inferior experience




Restoring the Value — The Opportunity

Deliver television-quality video

Create an enjoyab

e user experience

Make It easy to use

Make it portable

Think through the economics

Understand friend vs. foe




Near-term Business Models

+ Free
Easy to understand, click and watch

PBS, BBC

+ Pay
PPV, Subs, Burn and Go etc
MLB, Sky, Starz, MTV

+ Ad-supported
CPM
AOL, Channel 4

Leading organizations are experimenting with a mix of models. With the
right technology, monitoring and feedback is instan t.




Online Video by Revenue Model
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What's at Stake

- # Downloads/WK. | @ $4 (Rental) @ $20 (Purchase)

Pirates of the Caribbean = 923,192 $ 3,692,768 18,463,840
The Benchwarmers 909,294 $ 3,637,176 18,185,880
Talladega Nights 905,610 $ 3,622,440 18,112,200
Barnyard 894,952 $ 3,579,808 17,899,040
Superman Returns 883,785 $ 3,535,140 17,675,700
V for Vendetta 878,325 $ 3,513,300 17,566,500
The Devil Wears Prada = 864,970 $ 3,459,880 17,299,400
Inside Man 861,549 $ 3,446,196 17,230,980

Final Destination 861,384 $ 3,445,536 17,227,680
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The Break-Up 828,803 $ 3,315,212 16,576,060

Total 8,811,864 $ 35,247,456

&

176,237,280

Source: BigChampagne, one week in August 2006, US only
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Thank You

Jeff Richards
Vice President, Digital Content Services
jrichards@verisign.com

Where it all comes together.”




