Panel-Based Online Audience Measurement

comScore World Metrix ® for Brazil

Powered by a global panel of approximately 2 million consumers, comScore World Metrix — our company'’s flagship
international service — delivers highly accurate and comprehensive audience ratings and estimates. Using its panel-
based methodology, World Metrix reports on people, not machines. This provides the most accurate demographic
view of Internet users, allowing clients to analyze their online efforts and compare them to competitors. comScore is
regarded as the world leader in online audience measurement, with no background in radio nor television, and boasts
a strong reputation the world over in terms of methodology, product development and online consumer research.

World Metrix ® Brazil — Key Benefits:

Targets specific online audiences in order to improve advertising and marketing efficiency

Ability to analyze data from a unique 6-tier hierarchy for over 13,000 reportable entities in Brazil
Uses accurate and detailed demographic data to strengthen sales and partnership proposals
Identifies and studies competitors’ online activities to formulate strategies to gain market share
Utilizes panel-based methodology to provide greater insights into visitation and content consumption
of actual people, not machines

World Metrix ® Brazil — Key Features:

Detailed demographic and behavioral data 15-months of historic data for trend analysis

15 years and older, home and work locations Pending 3-month average visitation feature
World-class reporting, interface and functionality (expected to increase reportable entities by 70%)
Monthly data on 37 countries (7 in Latin America) Campaign Reach/Frequency analysis

Analysis of international and global audiences Unduplicated audience calculation across

6-tier hierarchy for reporting complex properties specific demographics

110+ content categories and sub-categories Analysis of sources and losses of traffic

Snapshot of Top Sites within the Community Category for Brazil, August 2008
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Panel-Based Online Audience Measurement

Multi-country and Worldwide Metrics

comScore’s unrivaled international coverage allows web properties to consistently monitor and better understand their
global audience and, most importantly, their audience outside of Brazil. comScore World Metrix reports monthly on 37
countries, seven in Latin America, and offers five regional aggregates that include thousands of panelists from countries

not reported individually within the service.

Multi-country analysis of international audience for selected property, August 2008

Unigue Audience Segmentation Based on Online Behavi  or

comScore’s Segment Metrix divides the online audience in to Heavy (top 20%), Medium (next 30%) and Light users
(bottom 50%). Within the World Metrix service, users can better understand the online behavior of their audience, and
that of their competitors, by seeing where they index in a specific category of online content based on monitored
behavior. Forinstance, 45.6% of the visitors to the example property below fall in the top 20% in terms of total Internet
use. In addition, 33.4% of this property’s audience are considered by comScore to be heavy consumers of

Conversational Media.

Segment Metrix analysis of randomly selected property, August 2008

Organized for Relevant Reporting and Efficient Analy  sis

comScore proactively works with publishers and media companies worldwide to make sure they are correctly
tracked and reported within the World Metrix service. Currently more than 1,000 leading organizations rely on
comScore’s online audience measurement services, including more than 200 agencies worldwide.

To receive more information on comScore’s internati onal audience measurement services, please visit
www.comscore.com, or email Brazil@comscore.com
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