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In the Matter of:

Determination of Royalty Rates and Terms
for Transmission of Sound Recordings by
Satellite Radio and "Preexisting"
Subscription Services (SDARS III)

Docket No. 16-CRB-0001 SR/PSSR
(2018-2022)

UNOPPOSED MOTION FOR LEAVE TO CORRECT
THE WRITTEN DIRECT TESTIMONY OF RAVI DHAR, Ph.D.

SoundExchange, Inc., the Recording Industry Association of America ("RIAA"), Sony

Music Entertainment ("Sony"), Universal Music Group ("UMG"), Warner Music Group

("WMG"), the American Association of Independent Music ("A2IM"), the American Federation

of Musicians of the United States and Canada ("AFM"), and the Screen Actors Guild and

American Federation of Television and Radio Artists ("SAG-AFTRA") (collectively,

"SoundExchange"), through their undersigned counsel, respectfully move for leave to submit the

attached corrected version of the written direct testimony of Ravi Dhar, Ph.D.

Sirius XM and Music Choice (the "Services") have indicated, through their counsel, that

they do not oppose this motion. Counsel for SoundExchange provided these corrections to

counsel for the Services via email correspondence on March 28, 2017. The corrections are

minor and non-substantive. They correct inadvertent technical errors in Tables 20 through 27 of

Dr. Dhar's report, in which certain figures were inaccurately transcribed. Attachment A

highlights the figures that have been corrected. These transcription errors have no effect on Dr.

Dhar's analysis or conclusions, which refer to the correct figures, and they do not appear
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elsewhere in Dr. Dhar's report. The documents and information produced to the Services

pertaining to Dr. Dhar's report also are not affected by the errors.

The public and restricted versions of Dr. Dhar's corrected testimony accompany this

motion as Attachments B and C. SoundExchange respectfully requests that the Judges grant the

motion and replace the previously submitted testimony with the corrected versions.

Respectfully submitted,

e

David A. Handzo (DC Bar 384023)
Steven R. Englund (DC Bar 425613)
Jared O. Freedman (DC Bar 469679)
JENNER k BLOCK LLP
1099 New York Ave., N.W., Suite 900
Washington, D.C. 20001
(v) 202-639-6000

(0 202-639-6066
dhandzo jenner.corn
senglund@jenner.corn
jfreedman@jenner.corn

Counselfor SoundExchange, Inc., the Recording
Industry Association ofAmerica, Sony Music
Entertainment, Universal Music Group, 8'amer
Music Group, the American Association of
Independent Music, the American Federation of
Musicians ofthe United States and Canada, and the
Screen Actors Guild andAmerican Federation of
Television and Radio Artists

March 30, 2017
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Table 20: Weighted Responses for Sirius XM Sirius Select Subscribers

Unweighted Age-gender-region weighted Rake-weighted

Price
Number of

Respondents
Continue Cancel

Number of
Continue Cancel

Respondents
Number of

Continue Cancel
Respondents

S 11.49

5 12.99

5 14.49

5 15.99

S 17.49

5 18.99

5 20.49

509
427
384
313

263
183

159

390
343
259
209
140
122

92

82

43

71

50

80
24

38

502.8
425.9
384.0
313.1
263.7
177.8
153.9

387.3
343.5
257.4
207.6
134.1

117.1

87.2

76.9
41.9
70.9
49.4

85.9
23.9
38.2

513.1
431.6
388.8
318.1,
266.8
186.0,,

161.4

395.0
348.2'i

263.5;
212.1
143.2"

124.6i

94.1'1.4
42.8,

70.8,

51.2.'0.9,

24.6
38.0
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Table 21: Weighted Responses for Sirius XM Sirius Select Subscribers Switching to On-Demand and Not-On-Demand Music
Streaming Services

Price Cancel

Unweighted

Cancel and Switch
to

On-Demand

Cancel and Switch
to

Not-On-Demand
Cancel

Age-gender-region weighted

to
On-Demand

to
Not-On-Demand

Cancel and Switch Cancel and Switch
Cancel

Rake-weighted

Cancel and Switch Cancel and Switch
to to

On-Demand Not-On-Demand

5 11.49 82

5 12.99 43

5 14.49 71

5 15.99 50

5 17.49 80

5 18.99 24

5 2049 38

17

11

25

22

17

5

13

11

7

10

8

8

5

5

76.9
41.9
70.9
49.4
85.9
23.9

38.2

15.3

11.0
25.4

21.3
18.8
4.9
14.6

9.9

6.4

9.2
7.6

9.8
4.5
4.8

81.4
42.8

$
0.8'1.2'0.9.

24.6,
38.0

17.4
11.1
25.5
22.5

17.3
5.2
13.0

11.3
6.8
10.0
8.1

8.5
5.0
5.0

Table 22: Weighted Responses for Sirius XM Trial Subscribers

Unweighted Age-gender-region weighted Rake-weighted

Price
Number of

Respondents
Number of Number of

Subscribe Not Subscribe Subscribe Not Subscribe Subscribe Not Subscribe
Respondents Respondents

5 11.49

5 12.99

5 14.49

5 15.99

5 17.49

5 18.99

5 20.49

503
352
310
225

185

158
140

280
246
184
165

135
122
108

151

42

85
40

27

18

16

502.9
350.3
305.8
222.1
181.2
153.9

134.3

278.3
243.1
181.4
161.3
131.4
117.0
104.6

152.5
44.5
83.7
40.9
27.2
19.6

14.7

506.6
356.8
314.3
229.2:

188.5'161.1

142.8

285.4
251.9
188.67

169,0'38.6,

125.3.

111.1'49.8

42.5r

85.1&

40.7„.

,27.4

18.3,
15.6.
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Table 23: Weighted Responses for Sirius XM Trial Subscribers Switching to On-Demand and Not-On-Demand Music Streaming
Services

Price Cancel

Unweighted

Cancel and Switch
to

On-Demand

Cancel and Switch
to

Not-On-Demand
Cancel to

On-Demand
to

Not-On-Demand

Age-gender-region weighted

Cancel and Switch Cancel and Switch

Cancel

Rake-weighted

Cancel and Switch
to

On-Demand

Cancel and Switch
to

Not-On-Demand

5 11.49 151

S 1299 42

5 14.49 85

S 15.99 40

S 17.49 27

S 18.99 18

S 20.49 16

7

6

30
18

11

8

7

15

7

9

8

7

5

2

152.5
44.5
83.7
40.9
27.2

19.6
14.7

8.2

7.8
28.1
19.8

11.9
94
6.8

14.7
7.4
10.4

7.5

6.7
5.2
1.7

149.8

42.57

85.1,

40.7;,

27.4,

18.3,

15.6

7.4
6.3

30.7
18.5

11.5
8.3

7.0

14.9

7.1
9.4
8.4

6.9
5.2
2.0

Table 24: Weighted Responses for On-Demand Paid Subscribers (Apple Music and Spotify Premium)

Unweighted Age-gender-region weighted Rake-weighted

Price
Number of

Respondents
Continue Cancel

Number of
Continue Cancel

Respondents
Number of

Continue
Respondents

Cancel

5 699
5 799
5 899
$ 9.99

S 10.99

S 1199
5 12.99

504
484
455
422
391

324
287

474
432
385
358
274
245
221

20
29

33

31

67

37

29

512.0
490.2
461.6
428.3
395.4
329.8
288.3

480.4
437.4
387.5
359.9
275.0
242.7
218.2

21.8

28.7
33.2

32.9
65.6

41.4
30.5

519.1
498.5
468.6
434.6
402.9
334.3
296.3

488.1
445.0
396.3
369.1
282.6
252.5
227.9

20.6
29.8
34.0
31.7
68.6
37.9

29.8
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Table 25: Weighted Responses for On-Demand Paid Switching to Not-On-Demand Music Streaming Services and Sirius XM

Unweighted Age-gender-region weighted Rake-weighted

Price Cancel
Cancel and Switch Cancel and Switch

to to
On-Demand Sirius XM

Cancel to
On-Demand

to
Sirius XM

Cancel and Switch Cancel and Switch
Cancel

Cancel and Switch Cancel and Switch
to to

On-Demand Sirius XM

S 699
5 799
5 899
S 999
S 10.99

S 11.99

S 1299

20

29

33
31
67

37
29

6

12

12

9

28

18

10

11

7

11

13

12

7

8

21.8
28.7
33.2
32.9
65.6
41.4
30.5

6.5

11.6
11.9

9.5

26.9

20.3
10.2

11.4

6.7
11.4

13.2
11.8
5.9
7.9

20.6
29.8
34.0
31.7

68.6
37.9
29.8

6.1

12.3

12.4
9.2

29.1
18.5

10.3

11.3

7.0
11.4
13. 2

12.3
7.3

8.3

Table 26: Weighted Responses for Not-On-Demand Paid Subscribers (Pandora One)

Unweighted Age-gender-region weighted Rake-weighted

Price
Number of

Respondents
Continue

Number of Number of
Cancel Continue Cancel Continue Cancel

Respondents Respondents

S 349
5 399
5 4.49

5 499
$ 5.49

5 599
5 6.49

499
477
459
417
396
346
325

461
446
382
362

303
296
254

22

18

42

21

50
21

35

504.1
481.0
462.6
419.0
397.2
347.4
326.0

465.8
450.1
382.8
362.1
303.8
297.2
253.6

23.1

18.4
43.6
21.8
49.8
21.4
36.4

512.5
489.6
471.2

428~,
,406.6

355.~
333.6,

473.3
458.Q

392.1'71.~7

310.~7

303,5
260.6.

22.9
18.4

,43.0,

21.5j

51.5
21.6.

35.9~
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Table 27: Weighted Responses for Not-On-Demand Paid Switching to On-Demand Music Streaming Services and Sirius XM

Unweighted Age-gender-region weighted Rake-weighted

Price Cancel to
On-Demand

to
Sirius XM

Cancel and Switch Cancel and Switch
Cancel

Cancel and Switch
to

On-Demand

Cancel and Switch
to

Sirius XM

Cancel
Cancel and Switch

to
On-Demand

Cancel and Switch
to

Sirius XM

S 3.49 22

S 3.99 18

S 4.49 42

S 4 99 21

S 549 50

S 599 21

S 649 35

6

6

16

14

16

6

16

9

4

10

3

7

5

11

23.1
18.4

43.6
21.8
49.8
21.4
36.4

6.3
6.9

16.1

14.8

14.9

6.8
16.7

9.5

3.1

10.6

2.7

7.4
4.8
11.7

22.9
18.4

43.0
21.5,

21.6
35.9

6.3

6.0
16.6
14.4

16.7

6.1

16.4

9.4
4.3

10.1

3.0

7.3

5.1

11.4

Table 28: Weighted Responses for On-Demand/Not-On-Demand Free Subscribers

Unweighted Age-gender-region weighted Rake-weighted

Percent Number of
Discount Respondents

Continue with Number of
Subscribe

Free Respondents
Continue with Number of

Subscribe
Free Respondents

Continue with
Subscribe

Free

10'09o

30'Yo

501
347
322

154
25

11

285
268
257

524.5
365.2
340.6

159.3
24.6
11.7

300.8
281.5
269.0

510.1
352.6
327.3

157.5
25.3
10.9

289.9
271.9
261.5

141



Attachment B



Public Version

Before the
UNITED STATES COPYRIGHT ROYALTY JUDGES

Washington, D.C.

In the Matter of:

Determination of Royalty Rates and Terms
for Transmission of Sound Recordings by
Satellite Radio and "Preexisting"
Subscription Services (SDARS III)

Docket No. 16-CRB-0001 SR/PSSR
(2018-2022)

CORRECTED WRITTEN DIRECT TESTIMONY OF

Ravi Dhar

George Rogers Clark Professor of Management
Yale School of Management

March, 2017



Public Version

TABLE OF CONTENTS

I. Qualifications.

II. Background And Purpose of the Report

III. Summary of Opinions

IV. Survey Methodology.

V. Survey Population.

VI. Screening Criteria.

10

. 13

Vll. Survey Rollout . 18

VIII. Key Survey Questions.

A. Sirius XM Sirius Select Subscribers

. 19

19

B. Sirius XM Free Trial Period Subscribers.

C. Paid On-Demand Music Streaming Service Subscribers

D. Paid Not On-Demand Music Streaming Service Subscribers

E. Free Ad-Su orted Users of On-Demand or Not On Demand Music Streaming

Services (Spotify/Pandora)

22

.. 29

33

IX. Survey Results

A. Sirius XM Sirius Select Subscribers..... 36

B. Sirius XM Trial Subscribers

C. On-Demand Paid Subscribers (Apple Music and Spotify Premium)

D. Not-On-Demand Paid Subscribers (Pandora One)

E. Subscribers to Free On-Demand or Not On-Demand Music Services (Spotify or

Pandora)

38

.40

. 42

44



Public Version

LIST OF APPENDICES

Appendix A: Curriculum Vitae of Ravi Dhar.

Appendix B: Testimony in Past Four Years

45

55

Appendix C: Materials Reviewed. 57

Appendix D: Survey Questionnaire 59

Appendix E: Survey Screenshots.

Appendix F: Screening Statistics.

Appendix G: Survey Weighting

88

134

135



Public Version

I. QUALIFICATIONS

1. My name is Ravi Dhar. I am the George Rogers Clark Professor of Management and

Marketing at the Yale School of Management, and the Director of the Yale Center for
h

Customer Insights at the School of Management at Yale University in New Haven,

Connecticut. I also have an affiliated appointment as a Professor of Psychology at the

Department of Psychology at Yale University and serve on the editorial board of

leading consumer research journals, such as Journal of Consumer Psychology, Journal

of Consumer Research, Journal of Marketing, and Marketing Letters. I am the past

Associate Editor of Journal of Marketing Research, the past Area Editor of Marketing

Science, and the past Associate Editor of Journal of Consumer Research.

2. I hold a Ph.D. and M.S. in Business Administration from the University of California at

Berkeley. My doctoral dissertation ("Consumer Preference for a No-Choice Option" )

was focused in the area of consumer decision-making. I have published more than

sixty papers in journals, proceedings, and as book chapters, including in the leading

marketing, psychology, and management journals, including among others, the

Harvard Business Review, Journal of Behavioral Decision Making, Journal of Business,

Journal of Consumer Psychology, Journal of Consumer Research, Journal ofMarketing

Research, Journal of Personality and Social Psychology, Management Science,

Marketing Science, Organizational Behavior and Human Decision Processes, and Sloan

Management Review.

3. Several of my publications were also considered for research awards such as the Paul

E. Green Award ("The Effect of Forced Choice on Choice," Finalist in 2004) and the

William O'Dell Award ("Consumer Choice Between Hedonic and Utilitarian Goods,"

Winner in 2005; "Making Complementary Choices in Consumption Episodes:

Highlighting Versus Balancing," Finalist in 2004; "The Effect of Forced Choice on

Choice," Finalist in 2008; "Preference Fluency in Choice," Finalist in 2012). The William

O'Dell Award is presented to the Journal of Marketing Research article that has made

the most significant, long-term contribution to marketing theory, methodology,

and/or practice. The Paul E. Green Award is presented to the Journal of Marketing
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Research article that shows or demonstrates the most potential to contribute

significantly to the practice of marketing research and research in marketing. I have

been awarded the 2012 Distinguished Scientific Contribution Award from the Society

of Consumer Psychologists, which is given annually to honor a scholar who has made

significant and lasting contributions in the field of consumer psychology. A detailed

listing of my educational background and publications is set forth in the curriculum

vitae, which is attached as Appendix A.

4. My fields of expertise are consumer and customer behavior, consumer psychology,

branding, marketing management, marketing strategy, survey methodology and

evaluation. In my work as a marketing professor and as a consultant to major

corporations, I have conducted, supervised, and/or evaluated more than 250 surveys,

as well as analyzed questions relating to different aspects of consumer behavior. Most

of my research focuses on consumers'ecision making—the manner in which

consumers acquire and process information when forming product perception and

preferences, the effect of product attributes and information presentation on

consumer purchase and consumption decisions, and the effect of different marketing

mix activities (such as promotions and advertising) on consumer buying decisions.

S. My teaching responsibilities at Yale University's School of Management include two

doctoral courses that examine advanced research topics in the area of consumer

behavior, judgment, and decision-making. I teach or have taught several different

courses for graduate students who are enrolled in the MBA program or the Executive

MBA program at Yale: Consumer Behavior, E-Business and Marketing, Marketing

Strategy, Marketing Management, Marketing of Financial Services, and Strategic

Marketing Leadership. I have given seminars to mid-level and senior-level executives

in more than a dozen countries in North and South America, Asia, and Europe. I have

also worked as a consultant or adviser to companies on marketing-related issues in

different types of industries (e.g., consumer products, high technology, health, and

financial services).
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6. I have served as an expert witness on marketing research issues in a variety of'itigationmatters. A list of cases in which I have testified as an expert, at trial or at

deposition in the preceding four or more years is attached as Appendix B.

7. I am being'compensated for my work on this case at $795 per hour. My compensation

is not contingent upon the conclusions I reach or on the outcome of this matter.

8. In forming my opinion, I reviewed materials provided to me by counsel as well as other

materials, listed in Appendix C, academic research on the principles of consumer

information processing and decision making, the survey results discussed below, and

the other documents discussed in this report. In addition, I relied on my education,

training, and experience, on general principles of marketing research and survey

research, as well as consumer information processing and decision-making.

9. I reserve the right to supplement my testimony and this report in response to any

further information provided by the parties, and/or in light of additional documents

or testimony brought forth through the ongoing discovery in this proceeding, at the

hearing, or otherwise, which may be brought to my attention after the date of my

signature below.

BACKGROUND AND PURPOSE OF THE REPORT

10. I understand that this proceeding will determine the royalties that Sirius XM will pay

to copyright holders for the right to publicly perform sound recordings on its service.'

have been asked by Counsel for SoundExchange, Inc. ("SoundExchange") to conduct

a survey to measure the preferences of subscribers to certain music services who

would choose to cancel their subscriptions at a given price. The survey measures

whether the subscribers would instead prefer to subscribe to another music

I am aware that rates will also be set in this proceeding for the "preexisting subscription
services" or "PSS," which are among the services providing music channels included in an
existing cable or satellite TV subscription. Such services were included among certain of the
potential survey responses described below, but my analysis does not otherwise address the
PSS.
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subscription service. Specifically, Sirius XM subscribers surveyed were current paid

subscribers to the Sirius Select packagez and current users of a free trial subscription

to Sirius XM (typically available with certain new or used car purchases).

11. In addition to examining these behaviors for Sirius XM Satellite Radio subscribers, I

was also asked to examine similar preferences of subscribers who would choose to

cancel their subscription to certain music streaming services. Specifically, these

services include the following categories of music streaming services, represented by

the most popular brand(s) within the category.

a. Paid subscriptions to certain On-Demand music streaming services (Spotify

and Apple that represent approximately 12 million paid On-Demand music

streaming subscriptions);4

b. Paid subscriptions to certain Not On-Demand music streaming services

(Pandora One with almost four million paid subscribers);

12. I was also asked to measure preferences of consumers who use certain free, ad-

supported music streaming services. The survey measures whether those users would

subscribe to a corresponding subscription music service at a given price. Specifically,

these services include the following music streaming services, represented by the

most popular brand that offers a free, ad-supported account.

My analysis of paid Sirius XM subscribers was limited only to those respondents subscribing to
the Sirius Select package, which I understand is one of the most popular subscription packages.

Purchasers and lessees of new cars or trucks with satellite radio-enabled radios generally receive

trial subscriptions of between three and twelve months. See Sirius XM Holdings, inc., Form 10-K

filed with the Securities and Exchange Commission for the Period Ending December 31, 2015, p.

22, 40.
4 Cowen & Co. estimate that Spotify and Apple Music have approximately 8 and 4 million paid

subscribers respectively in the U.S., approximately 75% of the 16 million subscriptions to On-

Demand music streaming services. Patrick Seitz, "Streaming Music Leader Spotify Challenged by

Apple, Amazon, Pandora," Investor's Business Daily, June 29, 2016, accessed October 17, 2016,
htt: www.investors.com news technolo click streamin -music-leader-s oti -challen ed-

b -a le-amazon- andora ?ven=yahooCP&src=AURLLED&yen= ahoo.

Pandora 2016 Annual Reportfor the Fiscal Year Ended December 31, 2015, at p. 46, accessed
October 17, 2016, htt: investor. andora.com hoenix.zhtml?c=227956& = rox .
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a. Free, ad-supported users of the On-Demand music streaming service Spotify

were asked about whether they would subscribe to Spotify Premium at

various price points. (Free-ad-supported Spotify represents approximately 24

million users in the U.S.)

b. Free, ad-supported users of the Not On-Demand music streaming service

Pandora were asked about whether they would subscribe to Pandora One at

certain prices. (Free, ad-supported Pandora represents over 80 million

unique monthly users.)z

13. In this context, I conducted a survey to determine who would continue or cancel their

subscription to Sirius XM or one of the music streaming services at price levels that

varied by approximately ten, twenty, or thirty percent from the standard price of a

service that they reported to use. Respondents who indicated that they would cancel

their service at a given price were asked whether they would instead subscribe to a

different subscription music service.

14. This report presents the details of the survey that I supervised and the conclusions I

have reached based on the data collected.

Spotify is the only major On-Demand music streaming service that offers a free, ad-supported
tier. As noted in Footnote 4, Spotify is reported to have approximately 8 million paid subscribers
in the U.S. Spotify has approximately three times as many free, ad-supported users as paying
subscribers worldwide. Applying this ratio applies to the U.S., implies Spotify has approximately
24 million free, ad-supported users in the U.S.

Pandora 2016 Annual Report for the Fiscal Year Ended December 31, 2015, at p. 46, accessed
October 17, 2016, htt: investor. andora.com hoenix.zhtml?c=227956& = ro

The survey I designed, which asked respondents whether they would continue subscribing to a

given service at alternative price points, uses a common method of ascertaining respondents'illingness

to pay for a product or service. See, e.g., Robert J. Dolan and John T. Gourville,
"Principles of Pricing," Harvard Business School Case 9-506-021, April 3, 2009.

Respondents were screened for qualification as a current user for each one of the Sirius XM and
music streaming services, but only asked about a single service in the main survey. Respondents
who were asked about their subscriptions to a music streaming service (Apple Music, Spotify
Premium, or Pandora One) were told to assume that all music streaming services in that
category had the same monthly subscription price when providing their preferences for
switching among subscription.music services.
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15. The design, execution and analysis of the survey followed accepted scientific

standards of my profession and were consistent with the principles for survey

research discussed in the Federal Judicial Center's Manual for Complex Litigation (4th,

Section 11.493)', as well as guidelines set forth in the Reference Guide on Survey

Research." To illustrate:

a. The survey population was properly chosen and defined;

b. The sample chosen was representative of that population;

c. The questions asked were clear and not leading;

d. The data gathered were accurately reported;

e. The data were analyzed in accordance with accepted statistical principles;

f. The process was conducted to ensure objectivity;

g. The survey was conducted by qualified people following proper interview

procedures.

16. In the remainder of this report, I describe the protocol used to implement the survey

and present my findings. Section III presents a summary of my opinions and findings

in this matter. Section IV describes the survey methodology used to determine (i) the

preferences of subscribers of Sirius XM and the other music streaming services for

those who would choose to cancel their subscriptions at a given price and (ii) the

preferences for subscribing to another music subscription service among those who

would choose to cancel their subscriptions at a given price. Section IV also describes

the methodology used to determine the preferences of users of the free, ad-

supported music streaming services for subscribing to the corresponding ad-free

music subscription music service at a given price.'z Section V describes how the survey

Federal Judicial Center, Manual for Complex Litigation, Fourth Edition, Section 11.493.

See, e.g., many of the recommendations in Shari Seidman Diamond "Reference Guide on Survey
Research," Reference Manual on Scientific Evidence, Third Edition, Federal Judicial Center, 2011,

p. 359-423.

By corresponding ad-free music service, I mean that respondents who used the free, ad-

supported version of Spotify were asked about whether they would subscribe to Spotify
Premium at various price points, and respondents who used the free, ad-supported version of
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population and the survey sample were chosen and defined. Section Vl sets forth the

screening criteria used to qualify respondents for participation in the study. In Section

Vll, I discuss the survey rollout, and in Section Vill, I describe the key survey questions.

Finally, Section IX presents my findings on respondents'references for switching to

another music service for subscribers who would choose to cancel a given music

service subscription.

SUMMARY OF OPINIONS

17. Based on the results of the study I conducted, and my education, background,

professional experience, analysis, and review of relevant materials in this case, it is

my opinion that the survey results described below and related empirical conclusions

concerning the preferences of subscribers to certain music services who would choose

to cancel their subscriptions at a given price and whether they would instead

subscribe to another music subscription service are supported with a high degree of

scientific certainty. It is also my opinion with a high degree of scientific certainty that

the survey reliably measures the preferences of users of free, ad-supported music

streaming services for subscribing to a subscription music service at a given price.

18. An Internet survey was conducted under my direction between September 14 and

September 22, 2016 to measure (i) the preferences of subscribers who would choose

to cancel their subscriptions at a given price; (ii) the preferences for subscribing to

another music subscription service among those who would choose to cancel their

subscriptions at a given price; and (iii) the preferences of users of free, ad-supported

music streaming services, and whether they would subscribe to a corresponding

subscription music service at a given price.

19. The survey was carefully designed and executed, adhering to scientific principles of

survey research to ensure reliability and validity of the results. In total, 2,602

Pandora were asked about whether they would subscribe to Pandora One at various price
points.



Public Version

respondents completed the survey and their responses were analyzed and are

reported below.

20. The survey results demonstrate that 76/0 of Sirius XM Sirius Select subscribers would

cancel their subscriptions to Sirius XM at various prices between $ 11.49 and $20.49

per month. Of the 76/0 who would cancel their subscription to Sirius XM Select at any

of the price levels examined, the data show that 22/0 of Sirius XM Select subscribers

would switch to a paid On-Demand music streaming subscription, and 11/0 would

switch to a paid Not-On-Demand music streaming subscription.'a

21. The survey results also demonstrate that 44% of subscribers to the On-Demand music

streaming services Apple Music and Spotify Premium would cancel their subscriptions

at various prices between $6.99 and $ 12.99 per month. Of the 44/0 who would cancel

their subscription to the On-Demand music streaming services Apple Music and

Spotify Premium at any of the price levels examined, the data show that 14/0 would

switch to Sirius XM and 19/0 would switch to a Not-On-Demand music streaming

service.

22. Likewise, 51% of subscribers to the Not-On-Demand music streaming service Pandora

One would cancel their subscriptions at various prices between $3.49 and $6.49 per

month. Of the 51/0 who would cancel their subscription to Pandora One at any of the

price levels examined, the data show that 10/0 would switch to Sirius XM and 16/0

would switch to an On-Demand music streaming service.

23. Among users of free, ad-supported music streaming services, 38% indicated that they

would subscribe to a subscription music service if the price was discounted between

10% and 30% below the standard price for the subscription. 51/0 of those respondents

would not subscribe to a subscription music service if the price was discounted

between 10/0 and 30/0 below the standard price for a subscription.

The results reported here are unweighted figures. In Section IX, I report figures using alternative
weighting methods.



Public Version

IV. SURVEY METHODOLOGY

24. In implementing the survey, I was assisted by the Brattle Group, an economic

consulting firm, and the Target Research Group, a marketing research company with

extensive experience in conducting surveys.'4 Both the Brattle Group and Target

Research Group worked under my direction to implement the online survey, including

the management and coordination of the data collection, and to conduct the

empirical analysis supporting my opinions in this report. Their compensation is not

contingent upon the conclusions I reach nor on the outcome of this matter.

25. To ensure objectivity, it is standard practice to conduct research in a double-blind

manner (i.e., both the interviewer and the respondent are blind to the sponsor of the „

survey and its purpose).'he survey replicated double-blind conditions. The survey

questionnaire did not provide any information on the sponsor of the survey or about

its underlying purpose. The full sequence of survey questions is presented in Appendix

D, with screenshots of the programmed survey presented in Appendix E.

26. The survey questions were tested to ensure that respondents understood and could

respond accurately to the questions.

27. Respondents were instructed, "If you don't know an answer to a question or if you

are unsure, please indicate this in your response. It is ver im ortant that ou do not

guess" (underline in original).'8.
In addition, th'e survey used quasi-filters (i.e., explicitly included the response option

of "Don't know/unsure"), which substantially decreases any potential concern that

the respondent will feel pressure to provide an answer when they areunsure.'4

The survey was programmed and hosted by CarbonView Research
(http://www.carbonview.corn) under my direction and the guidance of the Brattle Group and
the Target Research Group.

Shari Seidman Diamond, "Reference Guide on Survey Research," Reference Manual on Scientific
Evidence, Third Edition, Federal Judicial Center, 2011, p. 410-411.

Shari Seidman Diamond, "Reference Guide on Survey Research," Reference Manual on Scientific
Evidence, Third Edition, Federal Judicial Center, 2011, p. 390.
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29. Respondents were also given an option to choose "Other" when the options provided

might not include their specific response to a question. Those who chose "Other"

were asked to specify an answer to'the question in a free-response text box. There

were relatively few such responses; all such responses were included verbatim and

were reviewed by the Brattle Group and by me personally.

30. When presenting respondents with a set of options in a closed-ended question, it is

generally good practice, depending on the types of options, to randomize the answer

options in order to control for possible order effects.'7 Accordingly, I randomized

response options so that different respondents saw the options in different orders,

where it was appropriate. There are standard exceptions to the randomization rules.

For example, certain options—such as "Other," "None of the Above," and "Don'

know/unsure"—always come last in order for the question to preserve logical flow.

31. The survey has two parts: a screening questionnaire, and a set of main survey

questions. Respondents were screened for qualification as a current user for each one

of the services of interest (Sirius XM Sirius Select or trial subscription; Apple Music;

Spotify; or Pandora), but only asked about a single service in the main survey.'s is

best practice, respondents who qualified for more than one service were randomly

assigned to a set of questions in the main survey about just one of their services.

V. SURVEY POPULATION

32. One of the first steps in ensuring that the survey results are meaningful is the selection

of the appropriate target population or universe.'he universe is that segment of

the population whose beliefs and opinions are relevant to the issues in the case. The

survey universe for this study is defined as U.S. adults (18 years of age or older) who

Shari Seidman Diamond, "Reference Guide on Survey Research," Reference Manual on Scientific

Evidence, Third Edition, Federal Judicial Center, 2011, p. 395-396.

Specific screening questions are outlined in Section Vl: Screening Criteria.

Shari Seidman Diamond, "Reference Guide on Survey Research," Reference Manual on Scientific

Evidence, Third Edition, Federal Judicial Center, 2011, p. 376.

10
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have Sirius XM Satellite Radio or who use certain On-Demand or certain Not-On-
/

Demand music streaming services.'or users of paid subscriptions to Satellite Radio,

an On-Demand service or. Not-On-Demand service, only primary decision makers

(those who made a decision by themselves or played a major role in the decision)

were included as part of the respondent population."

33. In order to survey relevant individuals, I designed an Internet survey that'screened

potential respondents to determine if they were members of the appropriate

population. The sampling frame for any survey (i.e., the source from which the sample

is actually drawn) should closely approximate the underlying population. An lnternet-

based survey offers this capability and many'other advantages over different

recruiting methodologies, such as broad geographic reach to areas of the U.S. where

recruiting via mails or other face-to-face methods would not be feasible. Internet

surveys also allow respondents to review instructions or a list of alternatives, as I

discuss below. At present, 88.5% of U.S. households have Internet access;" by

contrast, 52% of households have a landline phone. Moreover, Internet surveys are a

The On-Demand music streaming services were Apple Music, Spotify Premium, and the ad-
supported version of Spotify; the Not-On-Demand music streaming services were Pandora One
and the ad-supported version of Pandora. Respondents who had more than one category of
service, (e.g., Satellite Radio and Apple Music) qualified for the survey and later were randomly
placed into a cell and asked about only one service.

As discussed in Paragraph 43, I also screened out respondents who work for certain employers
or in certain industries.

See, e.g., Shari Seidman Diamond, "Reference Guide on Survey Research," Reference Manual on
Scientific Evidence, Third Edition, Federal Judicial Center, 2011, p. 401; Gelb, G., and Gelb, B.,

"Internet Surveys for Trademark Litigation: Ready or Not, Here They Come," The Trademark
Reporter. Vol. 97, 2007; Isaacson B., et al., "Why Online Surveys Can Be A Smart Choice in

Intellectual Property Litigation," IPL Newsletter (ABA Section of Intellectual Property Law) Vol.

26, No. 3, 2008; Poret, H., "A Comparative fmpirical Analysis of Online versus Mall and Phone
Methodologies for Trademark Surveys," The Trademark Reporter. Vol. 100, 2010; Simonson, A.,
"Online Interviewing for Use in Lanham Act Litigation," Intellectual Property Strategist Vol. 14,
2007.

htt: www.internetlivestats.com internet-users-b -count (accessed October 14, 2016).

11
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widely accepted form of market research.24 Courts have accepted the findings of

Internet surveys in a broad range of cases, including surveys that I have personally

designed for a number of different cases.

34. In my experience, a properly designed Internet survey is representative of the target

population and can be used to draw valid statistical inferences of the target

population. In this case, the target population in this survey included respondents

who are users of Internet-based services, making an Internet survey a natural venue.

35. The Internet survey was conducted by contracting with one of the numerous

companies that have pre-recruited potential respondents who have indicated their

willingness to participate in market research surveys. For this study, participants were

recruited from the panel maintained by Survey Sampling, Inc. ("SSI"), a highly

experienced and well-established firm that maintains a variety of panels with over six

million panelists in the United States and 11.5 million panelists worldwide.'o draw

statistical inferences for a target population, I ensured the representativeness of the

survey population by "click-balancing" the inbound sample (i.e., targeting a

representative sample from the market research panel based on the distribution of

individuals by validated demographics) to the U.S. Census data. The demographic

variables used for balancing were gender, age, and Census region, and the resulting

survey population was within 3% of the U.S. Census.

36. During the survey invitation process, SSI included a link to the online survey. This link

contained an embedded identification number to ensure that only invited

'4 Blumberg, Stephen J., and Luke, Julian V. "Wireless Substitution: Early Release of Estimates From

the National Health Interview Survey, July-December 2015," National Center for Health

Statistics, May 2016, p. 2.

See Appendix 8 for some recent examples.

htt s: www.surve sam lin .com knowled e-center anels-res ondent-ex erience last
accessed: September 27, 2016.

U.S. Census Bureau, "Annual Estimates of the Resident Population: April 1, 2010 to July 1, 2015,"

Population Division, June 2016, accessed October 17, 2016,
https://www.census.gov/popest/data/state/asrh/2015/SC-EST2015-AGESEX-CIV.html.
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respondents could answer the survey, that each respondent could only complete the

survey once, and that only one member per household could complete the survey.

37. Respondents who qualified and completed the survey were provided with a reward'alued

between $1 and $2. In my experience, such honoraria are common in survey

research and do not influence the accuracy of the responses.

Vl. SCREENING CRITERIA

38. At the beginning of the survey, respondents were screened to determine whether

they qualified for any of the following services:

a. Paid subscription to Sirius XM's Sirius Select service and have made the

decision themselves or who played a major role in deciding whether to

subscribe to Sirius Select;

b. Current trial subscription to Sirius XM;

c. Paid subscription to the On-Demand music streaming service Apple Music

and have made the decision themselves or who played a major role in

deciding whether to subscribe to Apple Music;

d. Paid subscription to the On-Demand music streaming Service Spotify

Premium and have made the decision themselves or who played a major role

in deciding whether to subscribe to Spotify Premium;

e. User of the free, ad-supported version of the On-Demand music streaming

service Spotify;

f. Paid subscription to the Not-On-Demand music streaming service Pandora

One and have made the decision themselves or who played a major role in

deciding whether to subscribe to Pandora One;

g. User of the free, ad-supported version of the Not-On-Demand music

streaming service Pandora.

13
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Respondents who reported using one or more of the services were selected to answer

questions about one of the servicesused.'9.

As noted above, respondents who had a paid subscription to one of the qualifying

services were separately asked about their role in the decision to take a subscription

for each music service (Sirius XM's Sirius Select, Apple Music, Spotify Premium, or

Pandora One) (Q53 and Q55). Respondents were allowed to continue the survey and

answer additional questions about a particular service only if they made the decision

themselves, or if they played a major role in deciding whether to subscribe to that

particular service (Q53 and Q55).

40. After respondents read a brief, standard introduction about how to navigate the

survey, assuring them of confidentiality, and instructing them not to guess when

answering questions, respondents were prompted with a CAPTCHA challenge to

ensure that their responses were not computer-generated.'1.

After completing the CAPTCHA challenge, respondents were asked for their gender

(Q30) and age (Q35). Answers to these questions were used to validate that the

respondent who was invited to the survey was indeed the person taking the survey.

Survey responses were mapped to panel data and any respondent with a data conflict

on these questions was terminated from the survey.

Respondents were screened for all the services they could potentially qualify for. After the initial

screening, each respondent was randomly assigned to only one of the qualifying music service
cells.

A CAPTCHA challenge refers to a program that protects websites against bots (i.e., computer-
generated responses) by generating and grading tests that humans can pass, but current
computer programs cannot. The acronym CAPTCHA stands for Completely Automated Public

Turing Test To Tell Computers and Humans Apart. See, e.g., CAPTCHA, "CAPTCHA: Telling

Humans and Computers Apart Automatically," http://www.captcha.net, visited on September
28, 2016.
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42. Respondents were then queried as to the type of electronic devices they were using

to complete the survey, allowing only those with desktop, laptop, or tablet computers

to continue (Q40).'3.

Respondents were then asked a standard industry exclusion question (QSO), screening
t

out any respondents who indicated that they, or other members of their household,

were employed by a Market Research Company or Public Relations Agency, for a

Satellite Radio company, Streaming Music company, for Apple, Google or Amazon, or

for a company that creates music such as a Recording Studio, Record Company, or a

Music Publisher. Respondents who indicated that they, or a member of their

household worked for one of those types of firms were terminated from the survey.

44. Next, in screening question Q51, respondents were asked about the music services

they currently have, including all subscriptions—free, trial or introductory, or paid.

Only those respondents indicating that they used Satellite Radio (Sirius XM) or a Music

Streaming Service (e.g., Apple Music, Spotify or Pandora) were allowed to continue.

45. Respondents were screened about the types of Sirius XM services or Music Streaming

Services they currently had. Respondents were screened for all the services for which

they could potentially qualify. After the initial screening, each respondent was

randomly assigned to only one of the qualifying music service cells: Sirius XM (Sirius

Select) or Sirius XM free trial, or one of the other five categories of music streaming

services (paid subscription to Spotify or Apple Music, use of free, ad-supported

Spotify, subscription to Pandora One, use of free, ad-supported

Pandora).s'espondents

taking the survey on a smartphone, or on any other mobile device besides a
desktop, laptop or tablet computer, were informed, "This survey is not formatted for viewing on
smartphones and other mobile or electronic devices. Please return to the survey, using the same
link, from a desktop, laptop or tablet computer." Respondents were not permitted to take the
survey with a smartphone because respondents may have needed to access information through
a pop-up window, which would not display well on smartphones.

In the survey 1,413 respondents qualified for multiple cells. For example, 41%%d of respondents
indicated having a paid subscription to Sirius Select also indicated having a paid subscription to
at least one On-Demand streaming music service (Apple Music or Spotify Premium) or to
Pandora One. l

15
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46. The next screening question (Q52) was only presented to respondents who responded

that they currently have some type of Sirius XM subscription. They were asked if their

Sirius XM subscription was a paid subscription, part of package from DISH network, or

a free Trial Period subscription.s~ Trial subscribers qualified to potentially be asked

about a Sirius XM Trial subscription in the main survey. Paid Subscribers were asked

two additional screening questions, to specify the specific subscription package

(Q52.2), and indicate their involvement in the decision to purchase Sirius XM (Q53).

Sirius XM subscribers with the "Select" package, who made the decision themselves

or who played a major role in deciding whether to subscribe to Sirius Xiyl, qualified to

potentially be asked about a paid Sirius XM "Select" package subscription in the main

survey.

47. Respondents who reported currently using a music streaming service were asked the

next screening question (Q54). They were asked to identify which of the following

streaming music services they currently have:

a. Paid subscription to Apple Music

b. Paid subscription to Spotify Premium

c. Free, ad-supported version of Spotify

d. Paid subscription to Pandora One

e. Free, ad-supported version of Pandora

f. A music streaming service not listed above (those who chose this option

were asked to identify the service)

Those who only had Sirius XM as part of a bundled DISH package were not eligible to be asked
about Sirius XM in the main questionnaire.

I included only subscribers to the Sirius XM Sirius Select package, which I understand is one of
the most popular subscription packages.

16
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48. Respondents who reported being users of the free, ad-supported versions of Spotify

and/or Pandora qualified to potentially be asked about that service in the main

survey. Paid Subscribers to Apple Music and/or Spotify Premium were asked an

additional screening question to indicate their role in the decision to purchase a

subscription to Apple Music and/or Spotify (Q55). Those who made the decision

themselves or who played a major role in deciding whether to subscribe to that

particular service qualified to potentially be asked about a paid subscription to Apple

Music or Spotify Premium in the main survey. 's noted above, respondents who

qualified for more than one service were randomly assigned to a set of questions in

the main survey about just one of their services.,

49. Lastly, as a quality control measure, respondents were asked to confirm that they

understood and agreed to the following instructions before being assigned to a track

of questions about a specific service in the main questionnaire (Q140).

~ Please take the survey in one session without interruption.

~ While taking the survey, please do not consult any other websites or other

electronic or written materials.

~ Please answer all questions on your own without consulting any other

person.

~ If you normally wear glasses or contact lenses when viewing a computer

screen, please wear them for the survey.

Only those respondents who answered affirmatively that they understood and agreed

were allowed to proceed to the main survey.

s4 A total of 48 respondents indicated that they currently had both paid and ad-supported account
to Spotify (21 respondents), to Pandora (24 respondents), or both (3 respondents), without
qualifying for another cell (e.g., a subscription to Apple Music). These respondents were
terminated from the survey.

17
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VII. SURVEY ROLLOUT

50. The survey was conducted from September 14 through September 22, 2016. To

ensure that the survey operated properly, I extensively tested the links, skip logic,

randomization of cell assignment and response options, and screening questions. The

Brattle Group, at my direction, also performed extensive testing on these features of

the survey.

51. A total of 15,904 potential respondents who are representative of the general

population responded to an invitation to take the survey and began the survey's

screener. Those entering the survey had a personally encoded link that established

survey security, ensuring that respondents could not take the survey multiple times.

Appendix F provides screening statistics including the reasons that potential

respondents were terminated from the survey.

52. Ultimately, 2,602 qualified respondents completed the survey. Of these, I removed 86

respondents who completed the survey in what I judged to be too little time or too

much time. The remaining 2,516 respondents constituted the final sample, and were

asked about one of the services they reported using. Table 1 shows the number of

respondents who were asked about each service.

Specifically, I removed five respondents who completed the survey in less than one minute and

81 respondents who took more than 20 minutes to complete the survey. The results are similar

if I include only 95/o of the respondents, removing the 2.5/o who took the greatest amount of

time to complete the survey and the 2.5/o who took the least amount of time to complete the
survey.

18
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Table 1: Survey Respondents by Service

Sirius XM Select
Sirius XM Trial

On-Demand Paid (Apple Music and Spotify Premium)
Not On-Demand Paid (Pandora One)
On-Demand and Not On-Demand Free (Pandora and Spotify)

509
503
504
499
501

Total Respondents 2,516

VIII. KEY SURVEY QUESTIONS

53. Respondents who qualified for the survey were asked a series of questions about one

of the services they used. The specific set of questions for each service is outlined

below.

A. SIRIUS XM SIRIUS SELEcT SusscRIBERs

54. Sirius XM paid subscribers to the Select package started the main questionnaire by

being introduced to definitions of music services (Q200), and were asked to confirm

that they understood the descriptions of all three of these services (Q201). The exact

text read by the respondent is as follows (bold in original):

There are three types of music services you can subscribe to which are
defined below. Please keep these definitions in mind when responding
to questions in this survey.

Satellite Radio (Sirius XM) which is broadcast nationwide via satellite,
thus allowing the listeners to hear the same stations anywhere in the
country. It is available by subscription, offers commercial free music as
well as sports, news, talk, and other programming, and offers
subscribers more stations and a wider variety of programming options
than AM/FM radio. Satellite radio can be listened to through receivers
built into a vehicle or portable receivers.

On-Demand music streaming services which allow listeners to choose
the specific song, artist, or playlist they wish to hear, in addition to
playlists provided by the service. On-Demand music streaming
services include Apple Music, Google Play, Rhapsody/Napster,
Spotify, Tidal, and others.

Not-On-Demand music streaming services which do not allow listeners
to choose the specific song or artist they wish to hear, but instead

19
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provide a pre-programmed list of songs based on listener preferences.
The specific selection and order of songs remains unknown to the
listener (i.e. no pre-published playlist). Not-On-Demand music
streaming services include Pandora One, Slacker Radio, and
Rhapsody UnRadio.

Only those who answered affirmatively proceeded to be asked the next set of

questions.

55. Respondents were then informed that "The next few questions will be about your

Satellite Radio subscription. If you have more than one paid subscription to Sirius XM

Satellite Radio, please answer the following questions based on the one you have the

~lon est." And then told "yoo will be presented with several different monthly prices

for a single Sirius XM Satellite Radio subscription. This amount may be higher or lower

than the amount you currently pay for your Sirius XM Satellite Radio subscription"

(Q202, bold and underline in original).

56. Next, respondents were asked a set of ~uto seven questions about whether they

would continue their current subscription to Sirius XM at certain monthly subscription

prices (Q203-Q203.6). These monthly prices started at thirty percent below the

standard subscription $ 15.99 price of the Sirius Select Package, and increased in

increments of approximately 10/0, as outlined in Table 2.

Table 2: Prices Offered to Sirius XM Subscribers

Question
Q203
Q203.1
Q203.2
Q203.3
Q203.4
Q203.5
Q203.6

Sirius XM (Select Package)
Relative to Standard Price

30/0 below standard price
20/0 below standard price
10/0 below standard price

standard price
10/0 above standard price
20/0 a bove stand a rd price
30/0 a bove stand a rd price

Monthly Price

$ 11.49

$ 12.99

$ 14.49

$ 15.99

$ 17.49

$ 18.99

$20.49

57. Specifically, they were asked in Q203 "If right now you were to be charged $ 11.49 per

month for the same Sirius XM Satellite Radio subscription you currently have, would

you ...'? Continue to subscribe to Sirius XM Satellite Radio, Cancel your subscription to
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Sirius XM Satellite Radio, or Don't know/unsure" (bold in original). Respondents who

answered they would continue to subscribe or chose the "Don't know/unsure" option

were asked Q203.1, a parallel question with a monthly price of $12.99, and so forth,

until they chose the "Cancel your subscription" option, or until they were asked

Q203.6, whether they would continue to subscribe to Sirius XM if the subscription

price were $ 20.49 per month.

58. For the price level at which a respondent selected "Cancel your subscription" option,

a respondent was then asked, "You mentioned that you would cancel your

subscription to Sirius XIVI if you were charged [PRICE AT WHICH THE RESPONDENT

CHOSE TO CANCEL THE SERVICE] per month. Keeping in mind all other music services

you subscribe to, would you or would you not subscribe to a paid music service in

place of Sirius XM? This would only include a new subscription, and would not include

a music service that you.currently subscribe to." The response options were

randomized and included the following: "Yes, I would subscribe to an On-Demand

music streaming service like Apple Music or Spotify at $9.99 per month", "Yes, I would

subscribe to a Not-On-Demand music streaming service like Pandora One at $4.99 per

month", "No, I would not subscribe to a paid music service in place of Sirius XM", and

"Don't know/unsure" (Q210, bold and underline inoriginal).a'9.

Those who said they would not subscribe to a paid music service in place of Sirius XM

were asked "You mentioned that you would not subscribe to a paid music service in

place of Sirius XM. What else, if anything, would you do instead of a in for a

subscription to Sirius XM?" (Q210.1, bold and underline in original.) Their options

included the selection of all that apply from the following: "I would purchase CDs

4

The order of the Continue and Cancel options were randomized across respondents. Half of the
respondents always saw "continue" first, and half always saw "cancel" first.

When answering this question, respondents could click on a link that said "Click'here if you want
to review the music services definitions" (bold in original).

Respondents who said they would subscribe to an On-Demand service, or a Not-On-Demand
service (as well as those who said they were unsure or did not know) were thanked for their time
and completed the survey.
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and/or music downloads", "I would listen to free music", "Other (Please specify—you

will not be constrained by the size of the box)."

60. Lastly, those who said they would listen to free music were asked "How would you

listen to free music instead of Sirius XM Satellite Radio" (Q210.2), and asked to pick

all that apply from the following answer options, which were presented in randomized

order.

Free Not-On-Demand internet radio with ads (e.g., Pandora; or AM/FM radio
stations over the internet)

Free On-Demand music services with ads (e.g., free, ad-supported Spotify)

Free On-Demand music video sites with ads (e.g., YouTube)

Music channels included in an existing cable or satellite TV subscription (e.g.,
Music

Choice)'M/FM

radio or AM/FM HD radio

Music obtained through Peer-to-Peer file sharing or free download sites

Borrow CDs, vinyl or tapes from friends or a library

Continue listening to the music collection I already own

Other (Please specify—you will not be constrained by the size of the
box)

Don't know/unsure

B. SIRIUs XM FREE TRIAL PERIQD SUBscRIBERs

61. Free Trial Period Sirius XM subscribers started the main questionnaire by being asked

how long they have had their Trial Period subscriptions to Sirius XM Satellite Radio

(Q500.1). Respondents who reported having a trial subscription for over 12 months

were terminated from the survey."

Services like Music Choice were included among the free music options both here and below,
even though one might view the service as paid for as a small part of the respondent's cable or
satellite television subscription payment, because these services could be accessed by the
respondent for no incremental charge.

As noted in Footnote 3, the length of time of trial subscriptions ranged from three to 12 months.
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62. Respondents were then introduced to definitions of music services (Q500.2), and

were asked to confirm that they understood the descriptions of all three of these

services (Q501). The exact text read by the respondent is as follows (bold in original):

There are three types of music services you can subscribe to which are
defined below. Please keep these definitions in mind when responding
to questions in this survey.

Satellite Radio (Sirius XM) which is broadcast nationwide via satellite,
thus allowing the listeners to hear the same stations anywhere in the
country. It is available by subscription, offers commercial free music as
well as sports, news, talk, and other programming, and offers
subscribers more stations and a wider variety of programming options
than AM/FM radio. Satellite radio can be listened to through receivers
built into a vehicle or portable receivers.

On-Demand music streaming services which allow listeners to choose
the specific song, artist, or playlist they wish to hear, in addition to
playlists provided by the service. On-Demand music streaming
services include Apple Music, Google Play, Rhapsody/Napster,
Spotify, Tidal, and others.

Not-On-Demand music streaming services which do not allow listeners
to choose the specific song or artist they wish to hear, but instead
provide a pre-programmed list of songs based on listener preferences.
The specific selection and order of songs remains unknown to the
listener (i.e. no pre-published playlist). Not-On-Demand music
streaming services include Pandora One, Slacker Radio, and
Rhapsody UnRadio.

Only those who answered affirmatively proceeded to be asked the next set of

questions.

63. Respondents were then informed that "The next few questions will be about what

interest, if any, you may have in purchasing a paid subscription to Sirius XM Satellite

Radio at the end of your Trial Period subscription to Sirius XM Satellite Radio. You will

be presented with several different monthly prices for a paid subscription to Sirius

XM Satellite Radio" (Q502, bold in original).

64. Next, respondents were asked a set of ~uto seven questions about whether they

would convert their Sirius XM subscription at certain monthly subscription prices

when their trial period ends (Q503 through Q503.6). These monthly prices started at
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thirty percent below the standard price for a Select package subscription, and

increased in 10% increments, as outlined in Table 3.

Table 3: Prices Offered to Sirius XM Trial Subscribers

Question
Q503
Q503.1
Q503.2
Q503.3
Q503.4
Q503.5
Q503.6

Sirius XM (Select Package)
Relative to Standard Price

30% below standard price
20% below standard price
10% below standard price

standard price
10% above standard price
20% above standard price
30% a bove stand a rd price

Monthly Price

$ 11.49

$ 12.99

$ 14.49

$ 15.99

$ 17.49

$ 18.99

$20.49

65. Specifically, they were asked in Q503 "At the end of your trial period, if you were

offered a subscription to Sirius XM Satellite Radio at the price of $ 11.49 per month,

would you or would you not subscribe to the service" (bold in original). Answer

options included: "Yes, I would subscribe to the service," "No, I would not subscribe

to the service", or "Don't know/unsure" (underline in original).4'espondents who

answered they would subscribe or chose the "Don't know/unsure" option were asked

the next in the series of questions, and continued to be asked Q503.1, a parallel

question with a monthly price of $ 12.99, and so forth until they chose the "No, I would

not subscribe" option or until they were asked Q503.6, whether they would subscribe

to Sirius XM if the subscription price were $20.49 per month.

66. For the price level at which a respondent selected "No, I would not subscribe" option,

a respondent was then asked, "You mentioned that you would not subscribe to Sirius

XM at the end of your trial period if you were charged [PRICE AT WHICH THE

RESPONDENT CHOSE NOT TO SUBSCRIBE] per month. Keeping in mind all other music

services you subscribe to, would you or would you not subscribe to a paid music

service in place of your trial subscription to Sirius XM? This would only include a new

4'he order of the Continue and Cancel options were randomized across respondents. Half of the
respondents always saw "continue" first, and half always saw 'cancel" first.
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subscription, and would not include a music service that you currently subscribe to"

(Q510, bold and underline in original). The response options were randomized and,

included the following: "Yes, I would subscribe to an On-Demand music streaming

service like Apple Music or Spotify at $9.99 per month", "Yes, I would subscribe to a

Not-On-Demand music streaming service like Pandora One at $4.99 per month", "No,

I would not subscribe to a paid music service in place of Sirius XM when my trial period

ends", and "Don't know/unsure" (Q510, bold and underline in original).4z

67. Those respondents who said they would not subscribe to a paid music service in place

of their Trial Period subscription were asked "You mentioned that you would not

subscribe to a paid music service in place of your Trial Period subscription to Sirius

XM Satellite Radio. What else, if anything, would you do instead of a in for a

subscription to Sirius XM Satellite Radio?" (Q510.1, bold and underline in original.)4s

Their response options were randomized and included the selection of all that apply

from the following: "I would purchase CDs and/or music downloads", "I would listen

to free music", "Other (Please specify—you will not be constrained by the size of the

box)", "None of the Above", and "Don't know/unsure".

68. Lastly, those who said they would listen to free music were asked "How would you

listen to free music instead of paying for a subscription to Sirius XIVI Satellite Radio?"

(Q510.2, bold in original), and asked to pick all that apply from the following answer

options, which were presented in randomized order.

~ Free Not-On-Demand internet radio with ads (e.g., Pandora; or AM/FM radio
stations over the internet)

~ Free On-Demand music services with ads (e.g., free, ad-supported Spotify)

~ Free On-Demand music video sites with ads (e.g., YouTube)

4'hen answering this question, respondents who wanted to see the definitions of the services
again could click on a link that said "Click here if you want to review the music services
definitions" (bold in original).

43 Respondents who said that they would subscribe to an On-Demand service, or a Not-On-
Demand service (as well as those who said they were unsure or did not know) were thanked for
their time and completed the survey.
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Music channels included in an existing cable or satellite TV subscription (e.g.,
Music Choice)

AM/FM radio or AM/FM HD radio

Music obtained through Peer-to-Peer file sharing or free download sites

Borrow CDs, vinyl or tapes from friends or a library

Continue listening to the music collection I already own

Other (Please specify—you will not be constrained by the size of the
box)

o, Don't know/unsure

C. PAID ON-DEMAND IVIUs!c STREAMING SERVIcE SUBscRIBERs
h

69. Subscribers to paid subscriptions to On-Demand music streaming services

(specifically, Apple Music or Spotify Premium) started the main questionnaire by

being introduced to definitions of music services (Q300), and were asked to confirm

that they understood the descriptions of all three of these services (Q301). The exact

text read by the respondent is as follows (bold in original):

There are three types of music services you can subscribe to which are
defined below. Please keep these definitions in mind when responding
to questions in this survey.

Satellite Radio (Sirius XM) which is broadcast nationwide via satellite,
thus allowing the listeners to hear the same stations anywhere in the
country. It is available by subscription, offers commercial free music as
well as sports, news, talk, and other programming, and offers
subscribers more stations and a wider variety of programming options
than AM/FM radio. Satellite radio can be listened to through receivers
built into a vehicle or portable receivers.

On-Demand music streaming services which allow listeners to choose
the specific song, artist, or playlist they wish to hear, in addition to
playlists provided by the service. On-Demand music streaming
services include Apple IVlusic, Google Play, Rhapsody/Napster,
Spotify, Tidal, and others.

Not-On-Demand music streaming services which do not allow listeners
to choose the specific song or artist they wish to hear, but instead
provide a pre-programmed list of songs based on listener preferences.
The specific selection and order of songs remains unknown to the

26



Public Version

listener (i.e. no pre-published playlist). Not-On-Demand music
streaming services include Pandora One, Slacker Radio, and
Rhapsody UnRadio.

Only those who answered affirmatively proceeded and be asked the next set of

questions.

70. Respondents were then informed that "The next few questions will be about your

[Apply Music or Spotify Premium] streaming service subscription," (bold in original)

and told "You will be presented with several different monthly prices for a

subscription to [Apply Music or Spotify Premium]. This amount may be higher or

lower than the amount you currently pay for your subscription to [Apply Music or

Spotify Premium]" (Q302, bold in original).

71. Next, respondents were asked a set of ~uto seven questions about whether they

would continue their current subscription to Apple Music or Spotify Premium at

certain monthly subscription prices (Q303 through Q303.6). These monthly prices

started at thirty percent below the standard price for the subscription, and increased

in 10% increments, as outlined in Table 4.

Table 4: Prices Offered to On-Demand Music Streaming Services

Apple Music/Spotify Premium
Question
Q303
Q303.1
Q303.2
Q303.3
Q303.4
Q303.5
Q303.6

Relative to Standard Price
30% below standard price
20% below standard price
10% below standard price

standard price
10% above standard price
20% a bove sta nda rd price
30% above standard price

Monthly Price

$6.99

$7.99

$8.99

$9.99

$ 10.99

$ 11.99

$ 12.99

72. Specifically, they were asked in Q303 "If right now you were to be charged $6.99 per

month for the same [Apple Music or Spotify Premium] subscription you currently

have, and you knew that all other On-Demand music streaming service subscriptions

were also $6.99 per month, would you ...? Continue to subscribe to [Apple Music or

Spotify Premium], Cancel your subscription to [Apple Music or Spotify Premium], or
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Don't know/unsure" (bold and underline in original).44 Respondents who answered

they would continue to subscribe or chose the "Don't know/unsure" option were

asked Q303.1, a parallel question with a monthly price of 57.99, and so forth, until

they chose the "Cancel your subscription" option, or until they were asked Q303.6,

whether they would continue to subscribe to that service if the subscription price

were $ 12.99 per month.

73. For the price level at which a respondent selected "Cancel your subscription" option,

a respondent was then asked, "You mentioned that you would cancel your

subscription to [Apple Music or Spotify Premium] if you were charged [PRICE AT

WHICH THE RESPONDENT CHOSE TO CANCEL THE SERVICE] per month, and you knew

that all other On-Demand music streaming services were also [PRICE AT WHICH THE

RESPONDENT CHOSE TO CANCEL THE SERVICE] per month. Keeping in mind all other

music services you subscribe to, would you or would you not subscribe to a paid music

services in place of [Apple Music or Spotify Premium]? This would only include a new

subscription, and would not include a music service that you currently subscribe to"

(Q310, bold and underline in original). The response options included the following:

"Yes, I would subscribe to a Not-On-Demand music streaming service like Pandora

One at $4.99 per month", "Yes, I would subscribe to Sirius XM satellite radio at $ 15.99

per month", "No, I would not subscribe to a paid music service in place of [Apple Music

or Spotify Premium]", and "Don't know/unsure" (Q310, bold in original).4s

74. Those who said they would not subscribe to a paid music service in place of [Apple

Music or Spotify Premium] were asked "You mentioned that you would not subscribe

to a paid music service in place of [Apple Music or Spotify Premium]. What else, if

The order of the Continue and Cancel options were randomized across respondents. Half of the
respondents always saw "continue" first, and half always saw "cancel" first.

4'hen answering this question, respondents could click on a link that said "Click here if you want
to review the music services definitions" (bold in original).

28



Public Version

Premium]'?" (Q310.1, bold and underline in original.)4s Their options included the

selection of all that apply from the following: "I would purchase CDs and/or music

downloads", "I would listen to free music", "Other (Please specify—you will not be

constrained by the size of the box)", "None of the Above", and "Don't know/unsure".

75. Lastly, those who said they would listen to free music were asked "How would you

listen to free music instead of [Apple Music or Spotify Premium]" (Q310.2, bold in

original) and asked to pick all that apply from the following answer options, which

were presented in randomized order.

~ Free Not-On-Demand internet radio with ads (e.g., Pandora; or AM/FM radio
stations over the internet)

~ Free On-Demand music services with ads (e.g., free, ad-supported Spotify)

~ Free On-Demand music video sites with ads (e.g., YouTube)

~ Music channels included in an existing cable or satellite TV subscription (e.g.,
Music Choice)

~ AM/FM radio or AM/FM HD radio

~ Music obtained through Peer-to-Peer file sharing or free download sites

~ Borrow CDs, vinyl or tapes from friends or a library

~ Continue listening to the music collection I already own

~ Other (Please specify—you will not be constrained by the size of the
box)

~ Don't know/unsure

D. PAID NOT ON-DEMAND MUSIc STREAMING SERYIcE SUBscRIBERS

76. Respondents who were paid subscriptions to Not-On-Demand music streaming

services (specifically, Pandora One) started the main questionnaire by being

introduced to definitions of music services (Q400), and were asked to confirm that

46 Respondents who said they would subscribe to an On-Demand service, or a Not-On-Demand
service (as well as those who said they were unsure or did not know) were thanked for their time
and completed the survey.
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they understood the descriptions of all three of these services (Q401). The exact text

read by the respondent is as follows (bold in original):

There are three types of music services you can subscribe to which are
defined below. Please keep these definitions in mind when responding
to questions in this survey.

Satellite Radio (Sirius XM) which is broadcast nationwide via satellite,
thus allowing the listeners to hear the same stations anywhere in the
country. It is available by subscription, offers commercial free music as
well as sports, news, talk, and other programming, and offers
subscribers more stations and a wider variety of programming options
than AM/FM radio. Satellite radio can be listened to through receivers
built into a vehicle or portable receivers.

On-Demand music streaming services which allow listeners to choose
the specific song, artist, or playlist they wish to hear, in addition to
playlists provided by the service. On-Demand music streaming
services include Apple Music, Googie Play, Rhapsody/Napster,
Spotify, Tidal, and others.

Not-On-Demand music streaming services which do not allow listeners
to choose the specific song or artist they wish to hear, but instead
provide a pre-programmed list of songs based on listener preferences.
The specific selection and order of songs remains unknown to the
listener (i.e. no pre-published playlist). Not-On-Demand music
streaming services include Pandora One, Slacker Radio, and
Rhapsody UnRadio.

Only those who answered affirmatively proceeded to be asked the next set of

questions.

77. Respondents were then informed that "The next few questions will be about your

Pandora One streaming service subscription." And then told "You will be presented

with several different monthly prices for a subscription to Pandora One. This amount

may be higher or lower than the amount you currently pay for your subscription to

Pandora One" (Q402, bold in original).

78. Next, respondents were asked a set of ~uto seven questions about whether they

would continue their current subscription to Pandora One at certain monthly

subscription prices (Q403 through Q403.6, bold in original). These monthly prices
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started at thirty percent below the standard price for the subscription, and increased

in 10% increments, as outlined in Table 5.

Table 5: Prices Offered to Not-On-Demand Music Streaming Services

Pandora One
Question
Q403
Q403. 1

Q403.2
Q403.3
Q403.4
Q403.5
Q403.6

Relative to Standard Price
30% be I ow sta n d a rd price
20% below standard price
10% below standard price

standard price
10% a bove sta nda rd price
20% a bove sta nd a rd price
30% above standard price

Monthly Price

$3.49
$3.99
$4.49
$4.99
$5.49
$5.99

$6.49

79. Specifically, they were asked in Q403 "If right now you were to be charged $3.49 per

month for the same Pandora One subscription you currently have, and you knew that

all other Not-On-Demand music streaming service subscriptions were also $3.49 per

month, would you ...? Continue to subscribe to Pandora One, Cancel your subscription

to Pandora One, or Don't know/unsure" (bold and underline in original).4'espondents

who answered they would continue to subscribe or chose the "Don'

know/unsure" option were asked Q403.1, a parallel question with a monthly price of

$3.99, and so forth until they chose the "Cancel your subscription" option, or until

they were asked Q403.6, whether they would continue to subscribe to Pandora One

if the subscription price were $6.49 per month.

80. For the price level at which a respondent selected "Cancel your subscription" option,

a respondent was then asked, "You mentioned that you would cancel your

subscription to Pandora One if you were charged [PRICE AT WHICH THE RESPONDENT

CHOSE TO CANCEL THE SERVICE] per month, and you knew that all other Not-On-

Demand music streaming services subscriptions were also [PRICE AT WHICH THE

RESPONDENT CHOSE TO CANCEL THE SERVICE] per month. Keeping in mind all other

4'he order of the Continue and Cancel options were randomized across respondents. Half of the
respondents always saw "continue" first, and half always saw 'cancel" first.
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music services you subscribe to, would you or would you not subscribe to a paid music

service in place of Pandora One'? This would only include a new subscription, and

would not include a music service that you currently subscribe to" (Q410, bold and

underline in original). The response options included the following: "Yes, I would

subscribe to an On-Demand music streaming service like Apple Music or Spotify at

$9.99 per month", "Yes, I would subscribe to Sirius XM satellite radio at $15.99 per

month", "No, I would not subscribe to a paid music service in place of Pandora One",

and "Don't know/unsure" (Q410, bold and underline inoriginal).'1.

Those who said they would not subscribe to a paid music service in place of Pandora

One were asked "You mentioned that you would not subscribe to a paid music service

in place of Pandora One. What else, if anything, would you do instead of a in for a

subscription to Pandora One" (Q410.1, bold and underline in original.)'heir options

included the selection of all that apply from the following: "I would purchase CDs

and/or music downloads", "I would listen to free music", "Other (Please specify—you

will not be constrained by the size of the box)", "None of the Above", and "Don'

know/unsure".

82. Lastly, those who said they would listen to free music were asked "How would you

listen to free music instead of Pandora One" (Q410.2, bold in original), and asked to

pick all that apply from the following answer options, which were presented in

randomized order.

~ Free Not-On-Demand internet radio with ads (e.g., Pandora; or AM/FM radio
stations over the internet)

~ Free On-Demand music services with ads (e.g., free, ad-supported Spotify)

~ Free On-Demand music video sites with ads (e.g., YouTube)

When answering this question, respondents could click on a link that said "Click here if you want
to review the music services definitions" (bold in original).

Respondents who said they would subscribe to an On-Demand service, or a Not-On-Demand

service (as well as those who said they were unsure or did not know) were then thanked for

their time and completed the survey.
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~ Music channels included in an existing cable or satellite TV subscription (e.g.,
Music Choice)

~ AM/FM radio or AM/FM HD radio

~ Music obtained through Peer-to-Peer file sharing or free download sites

~ Borrow CDs, vinyl or tapes from friends or a library

~ Continue listening to the music collection l already own

~ Other (Please specify—you will not be constrained by the size of the
box)

~ Don't know/unsure

E. FREE AD-SUPPORTED USERS OF ON-DEMAND OR NOT ON DEMAND

MUSIC STREAMING SERVICES (SPOTIFY/PANDORA)

83. Respondents who reported using free, ad-supported music streaming services

(Pandora and Spotify) started the main questionnaire by being screened on time spent

listening to the service each week (600.1). Respondents who listened for less than an

hour per week were not included in the survey as "users" of the service because they

may have signed up for an account at some point in the past, but were not likely to

be current and/or active users of the service.

84. Respondents using the free version of Pandora were then told that "The next few

questions will be about what interest, if any, you may have in purchasing a paid

subscription to Pandora. A paid subscription to Pandora would allow you to listen to

music ad-free, with more skips, and with fewer timeouts. You will be presented with

several different monthly prices for a paid subscription to Pandora" (Q603, bold in

original).'5.

Respondents were then instructed that "The next few questions will be about what

interest, if any, you may have in purchasing a paid subscription to Spotify. A paid

Respondents who indicated that they had both a paid subscription to Pandora One and a free
Pandora account were not asked questions about Pandora. Only S%%uo of respondents that
completed the survey indicated that they had both free and paid Pandora.
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subscription to Spotify would allow you to listen to music ad-free, with unlimited

skips, offline, with high quality audio, and to play any track. You will be presented

with several different monthly prices for a paid subscription to Spotify" (Q603, bold

in original). '6.

Next, respondents were asked a set of ~uto three questions about their willingness

to subscribe to a paid subscription to [Pandora or Spotify] at certain monthly prices

(Q603.1 through Q603.3, bold in original). These monthly prices started at ten percent

below the standard price for the subscription, and decreased in 10% increments, as

outlined in Table 6.

Table 6: Prices Offered to Free Ad Supported Music Streaming Services

Question

Q603.1
Q603.2
Q603.3

Q603.1
Q603.2
Q603.3

Relative to Standard Price
Pandora

10% below standard price
20% be low sta n d a rd p rice
30% below sta nda rd price

Spotify
10% below standard price
20% below standard price
30% below standard price

Amount

$4.49
$3.99
$3.49

$8.99

$7.99
$6.99

87. Specifically, they were asked in Q603.1 "If right now you were offered a paid

subscription to [Spotify or Pandora] at [INSERT "Monthly price with 10% discount"

FROM CHART], would you or would you not subscribe to the service" (bold in

original). 'espondents who answered they would not subscribe, or chose the "Don'

know/unsure" option were asked Q603.2, a parallel question with a monthly price

20% below the standard price for the subscription; respondents who still answered

they would not subscribe, or chose the "Don't know/unsure" option were asked

Respondents who indicated that they had both a paid subscription to Spotify Premium and a free
Spotify account were not asked questions about Spotify. Only 5.7 percent of respondents that
completed the survey indicated that they had both free and paid Spotify.

The order of the Subscribe and Not Subscribe options were randomized across respondents. Half

of the respondents always saw "subscribe" first and half always say "not subscribe" first.
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Q603.3 a parallel question with a monthly price 30/o below the standard price for the

subscription. Respondents who answered that they would subscribe at any price

offered were thanked for their time and completed the survey.

IX. SURVEY RESULTS

l
88. In this section, I summarize the key findings of my survey. The findings report (i) the

prices as which various consumers would choose to cancel their music service

subscriptions and (ii) their preference to subscribe to another music service for those
I

who would choose to cancel a given music service subscription.

89. In addition to reporting the number (or percentage) of respondents who responded

to the questions in the survey, to ensure accurate representation of the U.S. adult

population, the survey responses were also weighted by these three variables: age,

gender, and Census region. Applying these weights did not affect my conclusions. A

description of the weighting methods and the weighted survey responses are

presented in Appendix G.

90. A bootstrapping procedure was used to estimate the precision of, and create a

confidence interval around, each one of the reported survey results. A set of 1,000

independent "resamples" were generated by randomly selecting respondents with

replacement from the original, full-sample of survey respondents. Sampling weights

were adjusted by age, gender, and Census region for the resampling. The variation in

these 1,000 weighted estimates derived from each of the 1,000 "resamples" forms

the basis of the standard error calculations for results reported below.

This approach follows the recommendations of the American Association for Public Opinion
Research. The text follows closely American Association for Public Opinion Research, "AAPOR

Guidance on Reporting Precision for Nonprobability Samples," 2016, p. 1-2.

s4 As noted by the American Association for Public Opinion Research, the confidence interval
assumes that the weighted estimates are approximately unbiased, which is based on the
assertion that any differences between the survey sample and the target population on key
survey outcomes are corrected by the sampling weight. See American Association for Public
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A. SIRIUS XM SIRIUS SELEcT SUBscRIBERS

91. Of the 509 paid subscribers to Sirius XM Select, 388 (76% of the sample) indicated that

they would cancel their Sirius XM subscription at various price points between $11.49

and $20.49 per month. 92 respondents (18% of the sample) indicated that they would

continue their subscription to Sirius XM Sirius Select at a price of $20.49 per month.

The remaining 29 respondents (6% of the sample) did not report a preference. The

distribution of responses is shown in Table 7."

Table 7: Sirius XM Sirius Select Subscribers

Price
Number of

Respondents
Continue Cancel

$ 11.49

$ 12.99

$ 14.49

$ 15.99

$ 17.49

$ 18.99

$ 20.49

509
427
384
313
263
183
159

390
343
259
209
140
122
92

82
43
71
50
80
24
38

Opinion Research, "AAPOR Guidance on Reporting Precision for Nonprobability Samples," 2016
p. 2.

I note that 196 respondents (39%) indicated that they would cancel their subscription to Sirius
XM when the price was below the $15.99 standard price of Sirius Select. This result is consistent
with the marketplace practice of offering discounts to subscribers from the "sticker price" for a

number of reasons, including to subscribers who purchase longer-term subscription plans,
subscribers who have multiple subscriptions, and for customer acquisition and customer
retention. l
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92. Of the 388 respondents who indicated that they would cancel their Sirius XM

subscription, 110 (22/0 of the sample) indicated that they would instead switch to an

On-Demand music streaming service, while 54 (11/0 of the sample) indicated that they

would instead switch to a Not-On-Demand music streaming service. The distribution

of responses for this set of respondents is presented in Table 8.

Table 8: Sirius XM Sirius Select Subscribers Switching to On-Demand and Not-On-
Demand

Price

Cancel and Cancel and
Switch to Switch to Not-

Cancel On-Demand On-Demand

$ 11.49

$ 12.99

$14.49

$15.99

$17.49

$ 18.99

$20.49

82
43
71
50
80
24

38

17
11

25

22
17

5

13

11
7

10

8

8

5

5

93. The estimated proportion of the Sirius XM Sirius Select subscribers who indicated that

they would cancel their Sirius XM subscription, and instead switch to an On-Demand

music streaming service, is between 21.6/0 and 22.2/0 when survey responses are

weighted using alternative weighting methods. Similarly, the estimated proportion of

those who indicated they would cancel their Sirius XM subscription and instead switch

to a Not-On-Demand music steaming service is between 10.3/0 and 10.7/0 when

survey responses are weighted using alternative methods. Table 9 presents estimated

proportions and their respective 95/0 confidence intervals.
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Table 9: Sirius XM Sirius Select Subscribers Switching to On-Demand and Not-On-
Demand Music Streaming Services- Estimated Proportions and Confidence Intervals

Baseline 9$SS Cl Werehted 9SSS a Ra'ted 9SSC Cr Bootstrap 9SSC CT

Cancel 76.2ss 72571 79.9Yi 77AYA 73Pr ~ 80.7Yi 76.3Yi 72.7Yi 80SYA 76.9Yi 732% 80N

Cancel and Switch
To On-Demand

Cancel and Switch
To Not On-Oernand

2h6Yi 18SYA 23.2Yi 22ASC 18SYi 23.831 21.8te 18.3SC 2SAYi 22.2Yi 18.711 ~26.7'0.6Yi

79SS ~ 13.3te 10AYi 7.7Yi 139Yi 10 73i 8.0Yi 13AYi 10.316 7.6'/i ~ 129Yi

B. SIRIUS XM TRIAL SUBscRIBERs

94. Of the 503 respondents who reported having a trial subscription to Sirius XM, 379

(75% of the sample) indicated that they would not purchase a paid subscription to

Sirius XM at various price points between $11.49 and $20.49 per month. 108

respondents (21% of the sample) indicated that they would purchase a paid

subscription to Sirius XM at a price of $20.49 per month. The remaining 16

respondents (3% of the sample) did not report a preference. The distribution of

responses for Sirius XM Trial Subscriber sample is presented in Table 10.

Table 10: Sirius XM Trial Subscribers

Number of
Price Subscribe Not Subscribe

Respondents

$ 11.49

$ 12.99

$ 14.49

$ 15.99

$ 17.49

$ 18.99

$ 20.49

503
352
310
225
185
158
140

280
246
184
165
135
122
108

151
42
85
40
27
18
16

56

38



Public Version

95. Of the 379 respondents who indicated that they would not purchase a subscription to

Sirius XM, 87 (17/o of the sample) indicated that they would instead subscribe to an

On-Demand music streaming service, while 53 (11/o) indicated that they would

instead subscribe to a Not-On-Demand music streaming service. The distribution of

responses for this set of respondents is presented in Table 11.

Table 11: Sirius XM Trial Subscribers Switching to On-Demand and Not-On-Demand

Price

Not Subscribe Not Subscribe
and Switch to and Switch to

Not Subscribe On-Demand Not-On-Demand

$ 11.49

$ 12.99

$14.49

$15.99

$17.49

$18.99

$20.49

151
42
85
40
27
18
16

7

6

30
18

11

8

7

15

7

9

8

7

5

2

96. The estimated proportion of the Sirius XM Trial Subscribers who indicated that they

would not purchase a subscription to Sirius XM, and instead switch to an On-Demand

music streaming service is between 17.3/o and 18.5/o when survey responses are

weighted using alternative weighting methods. Similarly, the estimated proportion of

those who indicated they would not purchase a subscription to Sirius XM, and instead

switch to a Not-On-Demand music streaming service, is between 10.5/o and 11.1/o

when survey responses are weighted using alternative methods. Table 12 presents

estimated proportions and their respective 95/o confidence intervals.
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Table 12: Sirius XM Trial Subscribers Switching to On-Demand and Not-On-Demand
Music Streaming Services — Estimated Proportions and Confidence Intervals

Baseline 95% 0 Weighted 95% Cl Raked 95% 0 Bootstsao 95% a

Cancel

Cancel and Switch
To On-Demand

Cancel and Switch
Zo Not-On-Demand

75.3% 71.6% 79.1%i

17.3%i 14.0% ~ 20.6%

10.5% 7,9% - 13.2%

76.2% 72.5% ~ 79.9% 75.1%i 70.6% ~ 79.6% 75.9% 72.1% 79.7%

18.3% 14.9% ~ 21.6% 17,7%i 14.4% ~ 21.0% 18,5%i 15AÃC 22.0%

10.6% 7,9% ~ 13.3% 10.6% 7.9% 13.3% 11.1%i 8.3%i 13.9%

C. ON-DEMAND PAID SUBSCRIBERS (APPLE MUSIC AND SPOTIFY

PREMIUM)

97. Of the 504 respondents who reported being paid subscribers to On-Demand music

services, 246 (49/0 of the sample) indicated that they would cancel their On-Demand

music service subscription at various price points between $6.99 and $ 12.99 per

month. 221respondents (44/0 of the sample) indicated that they would continue their

subscription to their On-Demand music service at a price of $ 12.99 per month. The

remaining 37 respondents (7/0 of the sample) did not report a preference. The

distribution of responses is shown in Table 13.

Table 13: On-Demand Paid Subscribers (Apple Music and Spotify Premium)

Price
Number of

Continue
Respondents

Cancel

$ 6.99

$ 7.99

$ 8.99

$ 9.99

$ 10.99

$ 11.99

$ 12.99

504
484
455
422
391
324
287

474
432
385
358
274
245
221

20
29

33
31
67

37
29

98. Of the 246 respondents who indicated that they would cancel their On-Demand

subscription, 95 (19/0 of the sample) indicated that they would instead switch to a

I analyzed the responses of Apple Music subscribers and Spotify subscribers separately. Their

responses to questions related to canceling their subscriptions and to questions about whether
they would switch to another subscription service were similar across the two services.
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Not-On-Demand music streaming service, while 69 (14%0 of the sample) indicated that

they would instead switch to a Sirius XM paid subscription. The distribution of

responses for On-Demand Paid Subscriber sample is presented in Table 14.

Table 14: On-Demand Paid Switching to Not-On-Demand and Sirius XM

Price

Cancel and Cancel and
Switch to Not- Switch to Sirius

Cancel On-Demand XM

$6.99

$7.99

$8.99

$9.99

$ 10.99

$ 11.99

$ 12.99

20
29
33
31
67

37

29

6

12

12

9

28
18

10

11
7

11
13

12

7

8

99. The estimated proportion of respondents who reported being paid subscribers to On-

Demand music services and indicated that they would cancel their On-Demand music

service subscription, and instead switch to a Not-On-Demand music streaming
l

service, is between 18.8/0 and 18.9% when survey responses are weighted using

alternative weighting methods. Similarly, the estimated proportion of those who

indicated they would cancel their On-Demand music streaming service and instead

switch to Sirius XM is between 13.3/0 and 13.7% when survey responses are weighted

using alternative methods. Table 15 presents estimated proportions and their

respective 95% confidence intervals.

Table 15: On-Demand Subscribers Switching to Not-On-Demand Music Streaming
Services and Sirius XM — Estimated Proportions and Confidence Intervals

BaseBne 95% Q Wet8hted 95% a Raked 95% a Bootstrap 95% ct

Cancel

Cancel and Switch
To Not-On-Demand

Cancel and Switch
To Si34ius XM

48.8'Yi 44A'Yi 53.2%

18.8% 15.4% 22.3%

13.7A 10.7% 16.7Yi

49.6% 45.3% 54.0Yi 48.7% 44.4Yi ~ 53.0Yi 49.8% 45.3'Yi ~ 54.2%

18.9Yi 15.5% ~ 22.3% 18.9% 15.5A ~ 22,2% 18.8Yi 15.3% ~ 22.3A

13.4Yi 10AYi ~ 16.3Yi 13.6'%0.7Yi ~ 16.6% 13.3% 10.3Yi 16.3%
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D. NOT-ON-DEiviAND PAID SUBSCRIBERS (PANDORA ONE)

100. Of the 499 respondents who reported being paid subscribers to the Not-On-Demand

music service Pandora One, 209 respondents (42/0 of the sample) indicated that they

would cancel their Not-On-Demand music service subscription at various price points

between $3.49 and $6.49 per month 254 respondents (51/0 of the sample) indicated

that they would continue their subscription to Pandora One at a price of $6.49 per

month. The remaining 36 respondents (7/0 of the sample) did not report a preference.

The distribution is shown in Table 16.

Table 16: Not-On-Demand Paid Subscribers (Pandora One)

Price
Number of

Respondents
Continue Cancel

$ 3.49

$ 3.99

$ 4.49

$ 4.99

$ 549
$ 5.99

$ 6.49

499
477
459
417
396
346
325

461
446
382
362
303
296
254

22
18

42
21
50
21
35

101. Of the 209 respondents who indicated that they would cancel their Not-On-Demand

subscription, 80 (16/0 of the sample) indicated that they would instead switch to an

On-Demand music streaming service, and 49 (10/0 of the sample) indicated that they

would switch instead to a Sirius XM paid subscription. The distribution of responses

for On-Demand Paid Subscriber sample is presented in Table 17.
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Table 17: Not-On-Demand Paid Switching to On-Demand and Sirius XM

Price

Cancel and Cancel and
Switch to Switch to Sirius

Cancel On-Demand XM

$3.49

$3.99

$4.49

$4.99

$5.49

$5.99

$6.49

22
18

42
21
50
21
35

6

6

16
14
16

6

16

9

4
10
3

7

5

11

102. The estimated proportion of respondents who reported being paid subscribers to the

Not-On-Demand music streaming service Pandora One and indicated that they would

cancel their Not-On-Demand music streaming service subscription, and instead switch

to an On-Demand music streaming service subscription, is between 16.0/o and 16.6/o

when survey responses are weighted using alternative weighting methods. Similarly,

the estimated proportion of those who indicated they would cancel their Not-On-

Demand music streaming service subscription and instead switch to Sirius XM is

between 9.4/o and 9.9/o when survey responses are weighted using alternative

methods. Table 18 presents estimated proportions and their respective 95/o

confidence intervals.

Table 18: Not-On-Demand Subscribers Switching to On-Demand Music Streaming
Services and Sirius XM — Estimated Proportions and Confidence Intervals

Baseline 95SS 0 Weighted 95SS 0 Raked 9514 0 Bootstrap 95SS 0

Cancel

Cancel and Srrdtch

To On-Demand

Cancel and Switch
To Sirius XM

41.9Yi 37.6Yi ~ 46.2'2.6Yo 38.2Yi ~ 46.9Yi

16APA 12.8Yi ~ 19.3Yi 16.4A 13.1A 19.6A

9.8Yi 7,2Yi ~ 12.4Yi 9.9Yi 7.3Yi ~ 12.5Yi

41.8Yi 37.6Yi . 46.1Yi 42.4Yi 38.1Yi ~ 46.8Yi

16.1st 12,9sc ~ 19.3Yi 16.6Yi 13.2Yi 20grYi

9.9Yi 7.3Yi ~ 12AYi 9.4Yi 6.9Yi 12.0Yi
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E. SUBscRIBERS To FREE ON-DEMAND OR NOT ON-DEMAND MUS!c

SERYIcES (SPOTIFY OR PANDQRA)

103. Of the 501 respondents who reported being users of free, ad-supported On-Demand

or Not-On-Demand music services, 190 (38/0 of the sample) indicated that they would

purchase a paid subscription if the price was discounted between 10/0 and 30/0 below

the standard price for the subscription. Of the remaining 311 respondents, 257 (51/0

of the sample) indicated that they would not purchase a paid subscription if the price

was discounted between 10/0 and 30/0. The remaining 54 respondents (11/0 of the

sample) did not report a preference. The distribution of responses for On-Demand or

Not-On-Demand Free Subscriber sample is presented in Table 19.

Table 19: On-Demand/Not-On-Demand Free Subscribers

Percent Number of
Discount Respondents

Continue with
Subscribe

Free

100/0

200/o

30o/0

501
347
322

154
25
11

285
268
257
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MIT*
National University ofSingapore
New York University*
Northwestern University*
Ohio State University
Pennsylvania State University
Stanford University*
Texas Ad'cM University
Tilburg University
Tulane University
University ofAlberta
University ofBritish Columbia (planned)
University ofCalifornia, Berkeley~
University ofCalifornia, Los Angeles*
University ofCalifornia, San Diego
University ofChicago*
University ofDelaware
University ofColorado
University ofFlorida
University ofHouston
University ofIllinois, Urbana-Champaign*
University ofMiami
University ofMaryland
University ofMassachusetts, Amherst
University ofMichigan*
University ofNorth Carolina*
University ofPeking*
University ofPennsylvania*
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University ofRotterdam~
University ofTexas, Austin
University ofUtah
University ofToronto*
University of Vienna
8"ashington University, St. Louis*

Conference Presentations (Over 150 presentations at conferences, consortiums, keynotes,
symposiums, workshops, etc.) Recent presentations include:

Keynote Addresses to Practitioners, Various Events
Choice Symposium
CEO Roundtables, New York and New Haven
CMO Roundtables, Various Organizations
ACR
Informs
Judgment and Decision Making
Behavioral Decision Research in Management
Society of Consumer Psychology
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Appendix B: Testimony in Past Four Years

1. Moab Industries, LLC v. Ch sler Grou LLC (Deposition and Trial)

2. In Re: ~Tro icana Orange Juice Marketing and Sales Practices Litigation (Deposition)

3. FTC v. Amazon.corn, Inc. (Deposition)

4. Ericsson,etal.v. TCLCommunication Technolo Holdin s Ltd. etal. (Deposition)

5. Parallel Network Licensing v. International Business Machines Co oration
(Deposition)

6. Select Comfort Corp. v. Tem ur Seal and Mattress Firm Holdin Co . (Deposition)

7. Exxon Mobil Corporation v. FX Networks LLC et al. (Deposition)

8. Pla tex Products LLC v. Munchkin, Inc. (Deposition)

9. Francisco Marty, et al. v. Anheuser-Busch Cos. LLC (Deposition)

"! (

11. Suarez v. Anheuser-Busch Cos. LLC (Deposition)

12. SIMPLEAIR, INC., vs. ~Goo le et al. (Deposition and Trial)

13. Jahnathan and Trude Yarger v. ING Ban sb dlblal ING DIRECT (Deposition)

14. Laplant v. The Northwestern Mutual Life Insurance Com an (Deposition)

15. MobileMedia Ideas LLC v. HTC Corporation and HTC America, Inc. (Deposition)

16. Johns v. Ba er Co oration and Ba er Healthcare LLC (Deposition)

17. FTC, et al. v. Russell T. Dalbe et al. Deposition)

18. Finjan Inc. v. McAfee Inc. et al (Deposition)

19. Sexy Hair Concepts, LLC v. Conair Co oration (Deposition)

20. In Re: POM Wonderful LLC Marketing and Sales Practices Litigation (Deposition)

21. Paone v. Microsoft Corporation (Deposition)

22. USA v. HER Block, Inc. (Deposition)

23. Mattel vs. MGA (Deposition)
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25. Hansen Bevera e Com an v. Cytosport, Inc (Deposition)

26. Autodesk Ino. v. Dassault Systemes SolidWorks Corporation (Deposition)
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Appendix C: Materials Reviewed

American Association for Public Opinion Research, "AAPOR Guidance on Reporting

Precision for Nonprobability Samples," 2016.

Blumberg, Stephen J., and Luke, Julian V. "Wireless Substitution: Early Release of

Estimates From the National Health Interview Survey, July-December 2015," National

Center for Health Statistics, May 2016.

CAPTCHA, "CAPTCHA: Telling Humans and Computers Apart Automatically,"

http://www.captcha.net, visited on September 28, 2016.

Diamond, Shari Seidman, "Reference Guide on Survey Research," Reference Manual on

Scientific Evidence, Third Edition, Federal Judicial Center, 2011.

Dolan, Robert J. and Gourville, John T., "Principles of Pricing," Harvard Business School

Case 9-506-021, April 3, 2009.

Federal Judicial Center, Manual for Complex Litigation, Fourth Edition, Section 11.493.

Gelb G. and Gelb, B., "Internet Surveys for Trademark Litigation: Ready or Not, Here

They Come," The Trademark Reporter, Vol. 97, 2007.

Isaacson, B., et al., "Why Online Surveys Can Be A Smart Choice in Intellectual Property

Litigation," IPL Newsletter (ABA Section of Intellectual Property Law) Vol. 26, No. 3,

2008.

Odyssey, "Can Improvements Be Made In The Rate Of First-Time Trialers Conversion To

Self-Pay," presented to Sirius XM, September 16, 2015.

Pandora, "Pandora 2016 Annual Report for the Fiscal Year Ended December 31, 2015,"

accessed October 11, 2016,

http://investor.pandora.corn/phoenix.zhtml?c=227956&p=proxy.

Poret, H., "A Comparative Empirical Analysis of Online versus Mall and Phone

Methodologies for Trademark Surveys," The Trademark Reporter, Vol. 100, 2010.
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Seitz, Patrick, "Streaming Music Leader Spotify Challenged by Apple, Amazon, Pandora,"

Investor's Business Daily, June 29, 2016, accessed October 11, 2016,

http://www.investors.corn/news/technology/click/streaming-music-leader-spotify-

challenged-by-apple-amazon-pandora/?ven=yahooCP&src=AURLLED&ven=yahoo.

Simson, A., "Online Interviewing for Use in Lanham Act Litigation," Intellectual Property

Strategist, Vol. 14, 2007.

Sirius XM "2015 Customer Experience Survey Presentation Deck," (SXM DIR 00023611-

SXM DIR 00023667, at 3614 and 3615).

Sirius XM "2015 Customer Experience Survey Report," (SXM DIR 00023890-

SXM DIR 00024062)

Sirius XM, "2015 Customer Experience Survey Report," (SXM DIR 00023726-

SXM DIR 00023889)

Sirius XM, "2015 Results & 2016 Budget," January 26, 2015 (SXM DIR 00021472-

SXM DIR 00021524).

Sirius XM, "Special Offers for Returning Listeners," accessed October 11, 2016, available

at https://www.siriusxm.corn/turnitbackon.

Sirius XM Holdings, Inc., Form 10-K filed with the Securities and Exchange Commission

for the Period Ending December 31, 2015.

Survey Sampling International, LLC, https://www.surveysampling.corn/knowledge-

center/panels-respondent-experience/, Accessed September 27, 2016.
S

U.S. Census Bureau, "Annual Estimates of the Resident Population: April 1, 2010 to July

1, 2015," Population Division, June 2016.

United States Internet Users http://www.internetlivestats.corn/internet-users/us/,

Accessed October 14, 2016.
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Appendix D: Survey Questionnaire

¹16075 MUSIC SERVICE STUDY

Max N=500

SPECS

CELL |.: Sirius XM paid subscribers (max N=500)

CELL 2: Apple Music: Interactive music streaming service paid subscribers

CELL 3: Spotify Premium: Interactive music streaming service paid subscribers

CELL 4: Pandora One: Non-interactive music streaming service paid subscribers (max

N =500)

CELL 5: Free Pandora:
CELL 6: Free Spotify
CELL 7: Free trial subscription to Sirius XIVI (e.g., new car buyers) (max N=500)

NOTE: QUESTIONNAIRE WILL BE PROGRAMMED.
INTERVIEWING WILL BE SELF-ADMINISTERED ON-LINE.
ALL INSTRUCTIONS SHOULD BE LEFT JUSTIFIED ON SCREEN.

-SCREENER-

INTRODUCTION
~Q
Thank you for your willingness to participate in this study. The responses you
give to these questions are very important to us. If you don't know an answer to
a question or if you are unsure, please indicate this in your response. it is very
im ortant that ou do not uess.

Your answers will be kept in confidence. The results of this study will not be
used to try to sell you anything.

When you are ready to get started, please click on the arrow below. This survey
should take between 5 and 7 minutes to complete.

CAPTCHA SEQUENCE
{PROGRAMMER: PIPE IN ONE RANDOMLY SELECTED WORD FROM LIST.
CONFIRM THAT WHAT THE RESPONDENT TYPES IN MATCHES THE
PIPED-IN WORD FOR SPELLING AND CASEj
So that we can confirm that you are actually a person, please type the following
word into the text box below. Please enter it exactly as shown, including upper
and lower case letters.

TEXT BOX:

{PROGRAMMER: IF THE WORD DOES NOT MATCH ON THE FIRST TRY,
ASK Q.20.j
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{PIPE IN A DIFFERENT RANDOMLY-SELECTED WORD. CONFIRM THAT
WHAT THE RESPONDENT TYPES IN MATCHES THE PIPED-IN WORD FOR
SPELLING AND CASEj
~Q
Please type the, following word in the text box below. Please enter it exactly as

-shown, including upper and lower case letters.
TEXT BOX:

{PROGRAMMER: IF THE WORD DOES NOT MATCH, TERMINATE.j

SCREENING SECTION
~Q
In what state do you live?
Please select one answer.

{INSERT DROP DOWN LIST OF 50 STATESj

{PROGRAMMER: GENDER DESIGNATION MUST MATCH PANEL DATA—IF
NOT, TERMINATEj
~QU
Are you...
Please select one answer.
1: Male
2: Female

{PROGRAMMER'GE DESIGNATION MUST MATCH PANEL DATA—IF
NOT, TERMINATEj
~Q
Which of the following includes your age?
Please select one answer.

1: Under 18 {TERMINATEj
2: 18-34
3: 35-44
4: 45-54
5: 55+
6: Prefer not to answer {TERMINATEj

{PROGRAMMER: RANDOMIZE FIRST FOUR CHOICESj
~Q
What type of electronic device are you using to complete this survey?
Please select one answer.

1: Desktop computer {SKIP TO Q.50j
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2: Laptop computer {SKIP TO Q.50j
3: Tablet computer (e.g., Apple iPad, Kindle Fire, Samsung Galaxy Tab,

Motorola Xoom) {SKIP TO Q.50j
4: Smartphone (e.g., Apple iPhone, Samsung Galaxy S4, HTC One) {ASK

Q.45j
5: Other mobile or electronic device {ASK Q.45j

{IF "SMARTPHONE" {PUNCH 4) OR OTHER MOBILE OR ELECTRONIC
DEVICE" (PUNCH 5) SELECTED IN Q.40, PIPE.)
~Q
This survey is not formatted for viewing on smartphones and other mobile or
electronic devices. Please return to the survey, using the same link, from a
desktop, laptop or tablet computer.

{PROGRAMMER: RANDOMIZE CHOICES 1-6; IF ANY ITEM 1-5 SELECTED,
TERMINA TE. RESPONSE MUST BE EITHER PUNCH 7 "NONE OF THE
ABOVE" OR PUNCH 6 SELECTED EXCLUSIVELY TO CONTINUEj

Do you or does anyone in your household work in any of the following areas?
Please select all that apply.

1: For a Satellite Radio company?
2: For a Streaming Music company, such as Pandora or Spotify?
3: For Apple, Google or Amazon?
4: For a company that creates music such as a Recording Studio, Record

Company, or a Music Publisher?
5: For a Market Research Company or Public Relations Agency?
6: For an Internet Service Provider?
7: None of the above {SINGLE RESPONSE)

{PROGRAMMER: ROTA TE CHOICES 1, 2, AND 3, ANCHOR CHOICES 4 AND

5j
{PROGRAMMER: IF CHOICE 1 IS NOT SELECTED, SKIP TO Q54j
PROGRAMMER: IF CHOICE 3 IS ONLY CHOICE SELECTED TERMINA 7

~Q
Which, if any, of the following services do you currently have? This includes all

subscriptions — free, trial or introductory, or paid. Please select all that apply.

1: Satellite Radio (Sirius XM)
2: Music Streaming Service (e.g., Apple Music, Spotify or Pandora)
3: Broadband Internet (e.g., cable, fiber optic or DSL)
4: None of the above tTERMINATE]
5: Don't know/unsure P ERMINATE]
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{PROGRAMMER: ASK Q52 IF OPTION 1 SELECTED IN Q51j
{PROGRAMMER: AFTER ASKING Q52, SKIP TO Q52.1 IF QN~OPTION 1

SELECTED IN Q52j
i(

Which of the following Sirius XM satellite radio subscriptions do you currently
have? Please select all that apply.

1: A paid subscription to Sirius XM satellite radio —Cell 1

2: A subscription to Sirius XM as part of package from DISH network
[TERMINATE FROM CELL 1 IF ONLY OPTION CHOSEN IN Q52 AND
OPTION ¹2 NOT CHOSEN IN Q51]
3: A free Trial Period subscription to Sirius XM satellite radio (e.g., available with
the purchase of some new cars)—Cell 7 [IF ONLY OPTION CHOSEN, SKIP TO
Q54]
4: Don't know/unsure |TERMINATE FROM CELLS 1 AND 7]

{PROGRAMMER: ASK Q52.1 IF OPTION 1 SELECTED IN Q52j
~Q
If you have more than one paid subscription to Sirius XM satellite radio, please
answer the following questions based on the one you have the ~Ion est.

I

{PROGRAMMER: INCLUDE IMAGE FROM
http://www.siriusxm.corn/ourmostpopularpackages

TOGETHER WITH Q52.2j
~Q
Which of the following is your Sirius XM Satellite Radio subscription package?
Please select one answer.

1: Select
2: All Access [TERMINATE FROM CELL 1]
3: Mostly Music [TERMINATE FROM CELL 1]
4: Other (Please specify—you will not be constrained by the size of the box)

[TERMINATE FROM CELL 1]
5: Don't know/unsure [TERMINATE FROM CELL 1]

{PROGRAMMER: ASK Q53 IF OPTION 1 SELECTED IN Q52.2j
~Q

= Who made the decision to get this paid subscription to Sirius XM satellite radio?
Please select one answer.

1: I made the decision myself—Cell 1
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2: I played a major role in the decision—Cell 1

3: I played a minor role in the decision P ERMINATE FROM CELL 1]
4: I was not involved in the decision at all [TERIVIINATE FROIVI CELL 1]
5: Don't know/unsure P ERMINATE FROM CELL 1]

{PROGRAMMER: ASK Q54 IF OPTION 2 SELECTED IN Q51j
{TERMINATE IF OPTION 2 ONLY SELECTED IN Q51 AND OPTIONS 6-7
SELECTED IN Q54j (ROTATE SPOTIFY, APPLE AND PANDORA, BUT KEEP
PAID AND FREE IN TANDEM, ANCHOR 6 AND 7j
(IF OPTIONS 2 AND 3 BOTH CHOSEN, TERMINATE FROM CELLS 3 AND 6
AND DO NOT ASK Q55j
(IF OPTIONS 4 AND 5 BOTH CHOSEN, TERMINA TE FROM CELLS 4 AND 5
AND DO NOT ASK Q55j
~Q
Which, if any, of the following streaming music services do you currently have?
Please select all that apply.

1: Paid subscription to Apple Music—Cell 2
2: Paid subscription to Spotify Premium—Cell 3
3: Free version of Spotify—Cell 6
4: Paid subscription to Pandora One—Cell 4
5: Free version of Pandora—Cell 5
6: Other (Please specify—you will not be constrained by the size of the box)

P ERMINATE FROM CELLS 2-6]
7: Don't know/unsure P ERMINATE FROM CELLS 2-6]

{PROGRAMMER: ASK Q55 FOR EACH OPTION 1, 2, 4 IF SELECTED IN

Q54j
~Q

Who made the decision to get a (INSERT SELECTED OPTION FROM Q54)?
Please select one answer.

1: I made the decision myself
2: I played a major role in the decision
3: I played a minor role in the decision |TERIVIINATE FROM CELLS 2-4]
4: I was not involved in the decision at all [TERMINATE FROM CELLS 2X]
5: Don't know/unsure tTERMINATE FROM CELLS 2-4]

~Q
Before continuing, please carefully read these instructions.

o Please take the survey in one session without interruption.
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~ While taking the survey, please do not consult any other websites or other
electronic or written materials.

~ Please answer all questions on your own without consulting any other
person.

~ If you normally wear glasses or contact lenses when viewing a computer
screen, please wear them for the survey.

Select one answer.
P

1: I understand and agree to the above instructions
2: I do not understand or do not agree to the above instructions

g ERMINA TE)

QUALIFICATIONS FOR EACH CELL:

CELL 1: Sirius XM paid subscribers [PUNCH 1 OR 2 IN Q55 FOR OPTION 1

IN Q52.2]

CELL 2: Apple Music: Interactive music streaming service paid subscribers
[PUNCH 1 OR 2 IN Q55 FOR OPTION 1 IN Q54]

CELL 3: Spotify Premium: Interactive music streaming service paid
subscribers [PUNCH 1 OR 2 IN Q55 FOR OPTION 2 IN Q54]

CELL 4: Pandora One: Non-interactive music streaming service paid
subscribers [PUNCH 1 OR 2 IN Q55 FOR OPTION 4 IN Q54]

CELL 5: Free Pandora: [OPTION 5 SELECTED IN Q54]

CELL 6: Free Spotify [OPTION 3 SELECTED IN Q54]

CELL 7: Free trial subscription to Sirius XM (e.g., new car buyers) [OPTION 3
SELECTED IN Q52]
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QUESTION 150—CELL ASSIGNMENT CRITERIA FOR INCLUSION

IF ONLY ONE CELL QUALIFIED FOR, APPLY TO THAT CELL.

IF MORE THAN ONE CELL QUALIFIED FOR, APPLY RANDOMLY TO A
CELL QUOTA.

IF THE RANDOMIZATION ASSIGNS A CELL THAT IS ALREADY
FILLED/CLOSED, THEN ASSIGN RANDOMLY TO ANOTHER OPEN
CELL THAT RESPONDENT IS ALSO QUALIFIED FOR.

ONCE A CELL IS FILLED/CLOSED, IT SHOULD BE REMOVED FRO
THE RANDOMIZATION ASSIGNMENT.

IF DO NOT QUALIFY FOR ANY OF THE 7 CELLS, TERMINATE.
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Music Survey

CELL 1: SXM subscribers-ASK Q200 THROUGH Q220

~Q
There are three types of music services you can subscribe to which are defined
below. Please keep these definitions in mind when responding to questions in
this survey.

Satellite Radio (Sirius XM) which is broadcast nationwide via satellite, thus
allowing the listeners to hear the same stations anywhere in the country. It is
available by subscription, offers commercial free music as well as sports, news,
talk, and other programming, and offers subscribers more stations and a wider
variety of programming options than AM/FM radio. Satellite radio can be listened
to through receivers built into a vehicle or portable receivers.

On-Demand music streaming services which allow listeners to choose the
specific song, artist, or playlist they wish to hear, in addition to playlists provided
by the service. On-Demand music streaming services include Apple Music,
Google Play, Rhapsody/Napster, Spotify, Tidal, and others.

Not-On-Demand music streaming services which do not allow listeners to
choose the specific song or artist they wish to hear, but instead provide a pre-
programmed list of songs based on listener preferences. The specific selection
and order of songs remains unknown to the listener (i.e. no pre-published
playlist). Not-On-Demand music streaming services include Pandora One,
Slacker Radio, and Rhapsody UnRadio.

~Q
Do you understand the descriptions of all three of these services described
above? Please select one answer.

1: Yes, I do understand the descriptions of all three services +(ASK Q202)
2: No, I do not understand the descriptions of all three services-& (TERMINATE)
3: Don't know/unsure + (TERMINATE)

~QS
The next few questions will be about your Satellite Radio subscription. If you
have more than one paid subscription to Sirius XM Satellite Radio, please
answer the following questions based on the one you have the ~Ion est.

You will be presented with several different monthly prices for a single Sirius XM
Satellite Radio subscription. This amount may be higher or lower than the
amount you currently pay for your Sirius XM Satellite Radio subscription.
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SERVICE

Sirius XM

PRICE AMOUNT
$11.49
$12.99
$14.49
$15.99
$17.49
$18.99
$20.49

(PROGRAMMER: RANDOMIZE ANSWER CHOICES 1 AND 2. ANCHOR
OPTION 3. KEEP THIS ORDER FOR ALL "CONTINUE/CANCEL"
QUESTIONSj
~Q
If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 1 FROM CHART BEFORE Q~203 per month for the same Sirius XM
Satellite Radio subscription you currently have, would you...? Please select
one answer.

1: Continue to subscribe to Sirius XM Satellite Radio -&(ASK Q203.1)
2: Cancel your subscription to Sirius XM Satellite Radio-& (SKIP TO Q210) {SET
SWITCH PRICE=PRICE 1}
3: Don't know/unsure +(ASK Q203.1)

~Q
If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 2 FROM CHART BEFORE Q~203 per month for the same Sirius XM

Satellite Radio subscription you currently have, would you...? Please select
one answer.

, 1: Continue to subscribe to Sirius XM Satellite Radio—&(ASK Q203.2)
2: Cancel your subscription to Sirius XM Satellite Radio+ (SKIP TO Q210) {SET
SWITCH PRICE=PRICE 2}
3: Don't know/unsure -&(ASK Q203.2)

~Q
If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 3 FROM CHART BEFORE Q~203 per month for the same Sirius XM

Satellite Radio subscription you currently have, would you...? Please select
one answer.

1: Continue to subscribe to Sirius XM Satellite Radio+(ASK Q203.3)
2: Cancel your subscription to Sirius XM Satellite Radio+ (SKIP TO Q210) {SET
SWITCH PRICE=PRICE 3}
3: Don't know/unsure +(ASK Q203.3)
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~Q
If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 4 FROM CHART BEFORE Q~203 per month for the same Sirius XM
Satellite Radio subscription you currently have, would you...? Please select
one answer.

1: Continue to subscribe to Sirius XM Satellite Radio+(ASK Q203.4)
2: Cancel your subscription to Sirius XM Satellite Radio-& (SKIP TO Q210) (SET
SWITCH PRICE=PRICE 4}
3: Don't know/unsure +(ASK Q203.4)

~Q
If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 5 FROM CHART BEFORE Q~203 per month for the same Sirius XM
Satellite Radio subscription you currently have, would you...? Please select
one answer.

1: Continue to subscribe to Sirius XM Satellite Radio+(ASK Q203.5)
2: Cancel your subscription to Sirius XM Satellite Radio-& (SKIP TO Q~210 (SET
SWITCH PRICE=PRICE 5}
3: Don't know/unsure -&(ASK Q203.5)

~Q
If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 6 FROM CHART BEFORE Q~203 per month for the same Sirius XM
Satellite Radio subscription you currently have, would you...? Please select
one answer.

1: Continue to subscribe to Sirius XM Satellite Radio+(ASK Q203.6)
2: Cancel your subscription to Sirius XM Satellite Radio-& (SKIP TO Q210) (SET
SWITCH PRICE=PRICE 6}
3: Don't know/unsure +(ASK Q203.6)

If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 7 FROM CHART BEFORE Q~203 per month for the same Sirius XM
Satellite Radio subscription you currently have, would you...? Please select
one answer.

1: Continue to subscribe to Sirius XM Satellite Radio-&(SKIP TO Q220)
2: Cancel your subscription to Sirius XM Satellite Radio-& (ASK Q210) (SET
SWITCH PRICE=PRICE 7}
3: Don't know/unsure -&(SKIP TO Q220)

PROGRAMMER: FIRST ROTATE THEN GROUP OPTIONS 1 AND 2. THEN
ROTATE GROUPED OPTIONS 1 AND 2 AND OPTION 3 IN THE SAME
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SEQUENCE AS OTHER "YES — NO" QUESTIONS IN THE SURVEK
ANCHOR OPTION 4
{INSERT link to definitions provided in Q200. It should say, "Click here if
you want to review the music services definitions."

You mentioned that you would cancel your subscription to Sirius XM if you were
charged DNSERT SWITCH PRICE] per month. Keeping in mind all other music
services you subscribe to, would you or would you not subscribe to a paid music
service in place of Sirius XM? This would only include a new subscription, and
would not include a music service that you currently subscribe to. Please select
one answer.

1: Yes, I would subscribe to an On-Demand music streaming service like Apple
Music or Spotify at $9.99 per month +(SKIP TO Q220)
2: Yes, I would subscribe to a Not-On-Demand music streaming service like
Pandora One at $4.99 per month -&(SKIP TO Q220)
3: No, I would not subscribe to a paid music service in place of Sirius
XM+(SKIP TO Q210.1):
4: Don't know/unsure -&(SKIP TO Q220)

{PROGRAMMER: ROTATE OPTIONS 1 AND 2. ANCHOR OPTIONS 4 AND 5.
KEEP OPTIONS 4 AND 5 EXCLUSIVE)
~Q
You mentioned that you would not subscribe to a paid music service in place of
Sirius XM. Whatelse, ifanything, would you do instead of a in fora
subscription to Sirius XM? Please select all that apply.

1: I would purchase CDs and/or music downloads+(SKIP TO Q220 IF
CHECKED WITHOUT 2)
2: I would listen to free music -&(ASK Q210.2)
3: Other (Please specify—you will not be constrained by the size of the box)

(SKIP TO Q220 IF CHECKED WITHOUT 2)
4: None of the Above -&(SKIP TO Q220)
5: Don't know/unsure -&(SKIP TO Q220)

{PROGRAMMER: RANDOMIZE OPTIONS 1-8. ANCHOR 9 AND 10. KEEP
OPTION 10 EXCLUSIVE)

You said that you would listen to free music. How would you listen to free music
instead of Sirius XM Satellite Radio? Please select all that apply.
1. Free Not-On-Demand internet radio with ads (e.g., Pandora; or AM/FM radio

stations over the internet)
2. Free On-Demand music services with ads (e.g., free, ad-supported Spotify)
3. Free On-Demand music video sites with ads (e.g., YouTube)
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4. Music channels included in an existing. cable or satellite TV subscription (e.g.,
Music Choice)

5. AM/FM radio or AM/FM HD radio
6. Music obtained through Peer-to-Peer file sharing or free download sites
7. Borrow CDs, vinyl or tapes from friends or a library
8. Continue listening to the music collection I already own
9. Other (Please specify—you will not be constrained by the size of the box)

10. Don't know/unsure

Those are all the questions I have. Thank you for your time.
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Cells 2 AND 3: ON-DEMAND (INTERACTIVE) SUBSCRIBERS (SPOTIFY
PREMIUM OR APPLE MUSIC)-ASK Q300 THROUGH Q320

~Q
There are three types of music services you can subscribe to which are defined
below. Please keep these definitions in mind when responding to questions in

this survey.

Satellite Radio (Sirius XM) which is broadcast nationwide via satellite, thus
allowing the listeners to hear the same stations anywhere in the country. It is
available by subscription, offers commercial free music as well as sports, news,
talk, and other programming, and offers subscribers more stations and a wider
variety of programming options than AM/FM radio. Satellite radio can be listened
to through receivers built into a vehicle or portable receivers.

On-Demand music streaming services which allow listeners to choose the
specific song, artist, or playlist they wish to hear, in addition to playlists provided
by the service. On-Demand music streaming services include Apple Music,
Google Play, Rhapsody/Napster, Spotify, Tidal, and others.

Not-On-Demand music streaming services which do not allow listeners to
choose the specific song or artist they wish to hear, but instead provide a pre-
programmed list of songs based on listener preferences. The specific selection
and order of songs remains unknown to the listener (i.e. no pre-published
playlist). Not-On-Demand music streaming services include Pandora One,
Slacker Radio, and Rhapsody UnRadio.

~Q
Do you understand the descriptions of all three of these services described
above? Please select one answer.

1: Yes, I do understand the descriptions of all three services +(ASK Q302)
2: No, I do not understand the descriptions of all three services-& (TERNIINATE)
3: Don't know/unsure + (TERMINATE)

The next few questions will be about your [INSERT SERVICE] streaming service
'ubscription. You will be presented with several different monthly prices for a

subscription to [INSERT SERVICE]. This amount may be higher or lower than
the amount you currently pay for your subscription to [INSERT SERVICE].
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SERVICE

Spotify Premium

PRICE AMOUNT
$6.99
$7.99
$8.99
$9.99

$10.99
$11.99
$12.99

Apple Music

$6.99
$7.99
$8.99
$9.99

$ 'I 0.99
$11.99
$12.99

{PROGRAMMER: RANDOMIZE ANSWER CHOICES 1 AND 2. ANCHOR
OPTION 3. KEEP THIS ORDER FOR ALL "CONTINUE'/CANCEL"
QUESTIONSj
~Q
If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 1 FROM CHART BEFORE Q~303 per month for the same [INSERT
SERVICE] subscription you currently have, and you knew that all other On-
Demand music streaming service subscriptions were also [INSERT AMOUNT
CORRESPONDING TO PRICE 1 FROM CHART BEFORE Q~303 per month,
would you...? Please select one answer.

1: Continue to subscribe to [INSERT SERVICE] +(ASK Q303.1)
2: Cancel your subscription to [INSERT SERVICE] -& (SKIP TO Q310) (SET
SWITCH PRICE=PRICE 1)
3: Don't know/unsure -&(ASK Q303.1)

~Q
If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 2 FROM CHART BEFORE Q~303 per month for the same [INSERT
SERVICE] subscription you currently have, and you knew that all other On-
Demand music streaming service subscriptions were also [INSERT AMOUNT
CORRESPONDING TO PRICE 2 FROM CHART BEFORE Q~303 per month,
would you...? Please select one answer.

1: Continue to subscribe to [INSERT SERVICE] -&(ASK Q303.2)
2: Cancel your subscription to [INSERT SERVICE] -& (SKIP TO Q310) {SET
SWITCH PRICE=PRICE 2}
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3: Don't know/unsure -&( ASK Q303.2)

~N».
If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 3 FROM CHART BEFORE Q~303 per month for the same [INSERT
SERVICE] subscription you currently have, and you knew that all other On-
Demand music streaming service subscriptions were also [INSERT AMOUNT
CORRESPONDING TO PRICE 3 FROM CHART BEFORE Q~303 per month,
would you...? Please select one answer.

1: Continue to subscribe to [INSERT SERVICE] -&(ASK Q303.3)
2: Cancel your subscription to [INSERT SERVICE] + (SKIP TO Q~310 {SET
SWITCH PRICE=PRICE 3}
3: Don't know/unsure -&(ASK Q303.3)

~Q
If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 4 FROM CHART BEFORE Q~303 per month for the same [INSERT
SERVICE] subscription you currently have, and you knew that all other On-
Demand music streaming service subscriptions were also [INSERT AMOUNT
CORRESPONDING TO PRICE 4 FROM CHART BEFORE Q~303 per month,
would you...? Please select one answer.

1: Continue to subscribe to [INSERT SERVICE] -&(ASK Q303.4)
2: Cancel your subscription to [INSERT SERVICE] -& (SKIP TO Q310) (SET
SWITCH PRICE=PRICE 4)
3: Don't know/unsure +(ASK Q303.4)

If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 5 FROM CHART BEFORE Q~303 per month for the same [INSERT
SERVICE] subscription you currently have, and you knew that all other On-
Demand music streaming service subscriptions were also [INSERT AMOUNT
CORRESPONDING TO PRICE 5 FROM CHART BEFORE Q~303 per month,
would you...? Please select one answer.

1: Continue to subscribe to [INSERT SERVICE] -&(ASK Q303.5)
2: Cancel your subscription to [INSERT SERVICE] + (SKIP TO Q~310 (SET
SWITCH PRICE=PRICE 5]
3: Don't know/unsure -&(ASK Q303.5)

~Q
If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 6 FROM CHART BEFORE Q~303 per month for the same [INSERT
SERVICE] subscription you currently have, and you knew that all other On-
Demand music streaming service subscriptions were also [INSERT AMOUNT
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CORRESPONDING TO PRICE 6 FROM CHART BEFORE Q~303 per month,
would you...? Please select one answer.

1: Continue to subscribe to [INSERT SERVICE] -&(ASK Q303.6)
2: Cancel your subscription to [INSERT SERVICE] + (SKIP TO Q310) {SET
SWITCH PRICE=PRICE 6)':

Don't know/unsure +(ASK Q303.6)

~QU S ION».
If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 7 FROM CHART BEFORE Q~303 per month for the same [INSERT
SERVICE] subscription you currently have, and you knew that all other On-
Demand music streaming service subscriptions were also [INSERT AMOUNT
CORRESPONDING TO PRICE 7 FROM CHART BEFORE Q~303 per month,
would you...? Please select one answer.

1: Continue to subscribe to [INSERT SERVICE] +( SKIP TO Q320)
2: Cancel your subscription to [INSERT SERVICE] -& (SKIP TO Q310) {SET
SWITCH PRICE=PRICE 7)
3: Don't know/unsure +(SKIP TO Q320)

PROGRAMMER: FIRST ROTATE THEN GROUP OPTIONS 1 AND 2. THEN
ROTATE GROUPED OPTIONS 1 AND 2 AND OPTION 3 IN THE SAME
SE UENCE AS OTHER "YES — NO" UESTIONS IN THE SURVEK
ANCHOR OPTION 4
{INSERT link to definitions provided in Q300. It should say, "Click here if
you want to review the music services definitions."
~Q
You mentioned that you would cancel your subscription to [INSERT SERVICE] if

you were charged [INSERT SWITCH PRICE] per month, and you knew that all
~ other On-Demand music streaming service subscriptions were also [INSERT

SWITCH PRICE] per month. Keeping in mind all other music services you
subscribe to, would you or would you not subscribe to a paid music service in
place of [INSERT SERVICE]? This would only include a new subscription, and
would not include a music service that you currently subscribe to. Please select
one answer.

1: Yes, I would subscribe to a Not-On-Demand music streaming service like
Pandora One at $4.99 per month -&(SKIP TO Q320)
2: Yes, I would subscribe to Sirius XM satellite radio at $15.99 per month
+(SKIP TO Q320)
3: No, I would not subscribe to a paid music service in place of [INSERT
SERVICE]+(SKIP TO Q310.1):
4: Don't know/unsure -&(SKIP-TO Q320)
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(PROGRAMMER: ROTATE OPTIONS 1 AND 2. ANCHOR OPTIONS 4 AND 5.
KEEP OPTIONS 4 AND 5 EXCLUSIVEj

You mentioned that you would not subscribe to a paid music service in place of
[INSERT SERVICE]. What else, if anything, would you do instead of a in for a
subscription to [INSERT SERVICE]? Please select all that apply.

1: I would purchase CDs and/or music downloads-&(SKIP TO Q320 IF
CHECKED WITHOUT 2)
2: I would listen to free music -&(ASK Q310.2)
3: Other (Please specify—you will not be constrained by the size of the box)

(SKIP TO Q320 IF CHECKED WITHOUT 2)
4: None of the Above -&(SKIP TO Q320)
5: Don't know/unsure +(SKIP TO Q320)

{PROGRAMMER: RANDOMIZE OPTIONS 1-8. ANCHOR 9 AND 10. KEEP
OPTION 10 EXCLUSIVE)
~Q
You said that you would listen to free music. How would you listen to free music
instead of (INSERT SERVICE FROM Q302)? Please select all that apply.

1. Free Not-On-Demand internet radio with ads (e.g., Pandora; or AM/FM
radio stations over the

internet)
2. Free On-Demand music services with ads (e.g., free, ad-supported
Spotify)
3. Free On-Demand music video sites with ads (e.g., YouTube)
4. Music channels included in an existing cable or satellite TV subscription
(e.g., Music Choice)
5. AM/FM radio or AM/FM HD radio
6. Music obtained through Peer-to-Peer file sharing or free download sites
7. Borrow CDs, vinyl or tapes from friends or a library
8. Continue listening to the music collection I already own
9. Other (Please specify—you will not be constrained by the size of the box)

10. Don't know/unsure

~Q
Those are all the questions I have. Thank you for your time.
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Cell 4: NON-INTERACTIVE SUBSCRIBERS (PANDORA ONE)-ASK Q400
THROUGH Q420

~QO
There are three types of music services you can subscribe to which are defined
below. Please keep these definitions in mind when responding to questions in
this survey.

Satellite Radio (Sirius XM) which is broadcast nationwide via satellite, thus
allowing the listeners to hear the same stations anywhere in the country. It is
available by subscription, offers commercial free music as well as sports, news,
talk, and other programming, and offers subscribers more stations and a wider
variety of programming options than AM/FM radio. Satellite radio can be listened
to through receivers built into a vehicle or portable receivers.

On-Demand music streaming services which allow listeners to choose the
specific song, artist, or playlist they wish to hear, in addition to playlists provided
by the service. On-Demand music streaming services include Apple Music,
Google Play, Rhapsody/Napster, Spotify, Tidal, and others.

Not-On-Demand music streaming services which do not allow listeners to
choose the specific song or artist they wish to hear, but instead provide a pre-
programmed list of songs based on listener preferences. The specific selection
and order of songs remains unknown to the listener (i.e. no pre-published
playlist). Not-On-Demand music streaming services include Pandora One,
Slacker Radio, and Rhapsody UnRadio.

~Q
Do you understand the descriptions of all three of these services described
above? Please select one answer.

1: Yes, I do understand the descriptions of all three services -&(ASK Q402)
2: No, I do not understand the descriptions of all three services+ (TERMINATE)
3: Don't know/unsure -& (TERMINATE)

~Q
The next few questions will be about your Pandora One streaming service
subscription. You will be presented with several different monthly prices for a
subscription to Pandora One. This"amount may be higher or lower than the
amount you currently pay for your subscription to Pandora One.
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SERVICE

Pandora One

PRICE AMOUNT
$3.49
$3.99
$4.49
$4.99
$5.49
$5.99
$6.49

(PROGRAMMER: RANDOMIZE ANSWER CHOICES 1 AND 2. ANCHOR
OPTION 3. KEEP THIS ORDER FOR ALL "CONTINUE'/CANCEL"
QUESTIONSj
~Q"
If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 1 FROM CHART BEFORE Q~403 per month for the same Pandora One
subscription you currently have, and you knew that all other Not-On-Demand
music streaming services subscriptions were also [INSERT AMOUNT
CORRESPONDING TO PRICE 1 FROM CHART BEFORE Q~403 per month,
would you...? Please select one answer.

1: Continue to subscribe to Pandora One +(ASK Q403.1)
2: Cancel your subscription to Pandora One -& (SKIP TO Q410) (SET SWITCH
PRICE=PRICE 1}
3: Don't know/unsure -&(ASK Q403.1)

~Q
If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 2 FROM CHART BEFORE Q~403 per month for the same Pandora One
subscription you currently have, and you knew that all other Not-On-Demand
music streaming services subscriptions were also [INSERT AMOUNT
CORRESPONDING TO PRICE 2 FROM CHART BEFORE Q~403 per month,
would you...? Please select one answer.

1: Continue to subscribe to Pandora One -&(ASK Q403.2)
2: Cancel your subscription to Pandora One -& (SKIP TO Q410) (SET SWITCH
PRICE=PRICE 2)
3: Don't know/unsure +(ASK Q403.2)

~Q
If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO

'RICE 3 FROM CHART BEFORE Q~403 per month for the same Pandora One
subscription you currently have, and you knew that all other Not-On-Demand
music streaming services subscriptions were also [INSERT AMOUNT
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CORRESPONDING TO PRICE 3 FROM CHART BEFORE Q~403 per month,
would you...? Please select one answer.

1: Continue to subscribe to Pandora One -&(ASK Q403.3)
2: Cancel your subscription to Pandora One + (SKIP TO Q410) {SET SWITCH
PRICE=PRICE 3)
3: Don't know/unsure +(ASK Q403.3)

~Q
If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 4 FROM CHART BEFORE Q~403 per month for the same Pandora One
subscription you currently have, and you knew that all other Not-On-Demand
music streaming services subscriptions were also [INSERT AIIOUNT
CORRESPONDING TO PRICE 4 FROM CHART BEFORE Q~403 per month,
would you...? Please select one answer.

1: Continue to subscribe to Pandora One +(ASK Q403.4)
2: Cancel your subscription to Pandora One -& (SKIP TO Q410) {SET SWITCH
PRICE=PRICE 4)
3: Don't know/unsure -&(ASK Q403.4)

~Q
If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 5 FROM CHART BEFORE Q~403 per month for the same Pandora One
subscription you currently have, and you knew that all other Not-On-Demand
music streaming services subscriptions were also [INSERT AMOUNT
CORRESPONDING TO PRICE 5 FROM CHART BEFORE Q~403 per month,
would you...? Please select one answer.

1: Continue to subscribe to Pandora One +(ASK Q403.5)
2: Cancel your subscription to Pandora One + (SKIP TO Q410) {SET SWITCH
PRICE=PRICE 5)
3: Don't know/unsure -&(ASK Q403.5)

~Q
If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 6 FROM CHART BEFORE Q~403 per month for the same Pandora One
subscription you currently have, and you knew that all other Not-On-Demand
music streaming services subscriptions were also [INSERT AMOUNT
CORRESPONDING TO PRICE 6 FROM CHART BEFORE Q~403 per month,
would you...? Please select one answer.

1: Continue to subscribe to Pandora One -&(ASK Q403.6)
2: Cancel your subscription to Pandora One + (SKIP TO Q410) {SET SWITCH
PRICE=PRICE 6)
3: Don't know/unsure -&(ASK Q403.6)
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~Q
If right now you were to be charged [INSERT AMOUNT CORRESPONDING TO
PRICE 7 FROM CHART BEFORE Q~403 per month for the same Pandora One
subscription you currently have, and you knew that all other Not-On-Demand
music streaming services subscriptions were also [INSERT AMOUNT
CORRESPONDING TO PRICE 7 FROM CHART BEFORE Q~403 per month,
would you...? Please select one answer.

1: Continue to subscribe to Pandora One -&(SKIP TO Q420)
2: Cancel your subscription to Pandora One -& (SKIP TO Q410) (SET SWITCH
PRICE=PRICE 7)
3: Don't know/unsure +(SKIP TO Q420)

PROGRAMMER: FIRST ROTATE THEN GROUP OPTIONS 1 AND 2. THEN
ROTATE GROUPED OPTIONS 1 AND 2 AND OPTION 3 IN THE SAME
SE UENCE AS OTHER "YES — NO" QUESTIONS IN THE SURVEy;
~H
(INSERT link to definitions provided in Q400. It should say, "Click here if
you want to review the music services definitions."

You mentioned that you would cancel your subscription to Pandora One if you
were charged [INSERT SWITCH PRICE] per month, and you knew that all other
Not-On-Demand music streaming services subscriptions were also [INSERT
SWITCH PRICE] per month. Keeping in mind all other music services you
subscribe to, would you or would you not subscribe to a paid music service in

place of Pandora One? This would only include a new subscription, and would
not include a music service that you currently subscribe to. Please select one
answer.

1: Yes, I would subscribe to an On-Demand music streaming service like Apple
Music or Spotify at $9.99 per month -&(SKIP TO Q420)
2: Yes, I would subscribe to Sirius XM satellite radio at $15.99 per month
+(SKIP TO Q420)
3: No, I would not subscribe to a paid music service in place of Pandora
One+(SKIP TO Q410.1):
4: Don't know/unsure +(SKIP TO Q420)

(PROGRAMMER: ROTATE OPTIONS 1 AND 2. ANCHOR OPTIONS 4 AND 5.
KEEP OPTIONS 4 AND 5 EXCLUSIVEj~N
You mentioned that you would not subscribe to a paid music service in place of

0 .Wh t I „il ytii g„dy ~id i f
subscription to Pandora One? Please select all that apply.
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1: I would purchase CDs and/or music downloads-&(SKIP TO 420 IF CHECKED
WITHOUT 2)
2: I would listen to free music -&(ASK Q410.2)
3: Other (Please specify—you will not be constrained by the size of the box)

(SKIP TO Q420 IF CHECKED WITHOUT 2)
4: None of the Above -&(SKIP TO Q420)
5: Don't know/unsure -&(SKIP TO Q420)

(PROGRAMMER: RANDOMIZE OPTIONS 1-8. ANCHOR 9 AND 10. KEEP
OPTION 10 EXCLUSIVE)
~Q
You said that you would listen to free music. How would you listen to free music
instead of Pandora One? Please select all that apply.

1. Free Not-On-Demand internet radio with ads (e.g., Pandora; or AM/FM
radio stations over the

internet)
2. Free On-Demand music services with ads (e.g., free, ad-supported
Spotify)
3. Free On-Demand music video sites with ads (e.g., YouTube)
4. Music channels included in an existing cable or satellite TV
subscription (e.g., Music Choice)
5. AM/FM radio or AM/FM HD radio .

6. Music obtained through Peer-to-Peer file sharing or free download
sites
7. Borrow CDs, vinyl or tapes from friends or a library
8. Continue listening to the music collection I already own
9. Other (Please specify—you will not be constrained by the size of
the box)
10. Don't know/unsure

~QN
Those are all the questions I have. Thank you for your time.
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CELLS 5 AND 6: FREE AD-SUPPORTED MUSIC STREAMING SERVICE
USERS PANDORA OR SPOTIFY-ASK 600 THROUGH Q620

~Q
The next few questions will be about your free [INSERT SERVICE] streaming
service subscription.

~Q
You indicated that you currently use the free version of [INSERT SERVICE] to
listen to music. This free version is ad-supported and limits your ability to skip
songs.

How often, on average, do you use the free version of [INSERT SERVICE] to
listen to music? Please select one answer.

1: less than an hour a week [TERMINATE]
2: 1-5 hours per week
3: More than 5 hours per week
4: Don't know/unsure

SERVICE
Monthly price Monthly price

with 10% with 20%
discount discount

Monthly price
with 30%
discount

Paid version features

Pandora

Spotify

$4.49 per
month

$8.99 per
month

$3.99 per
month

$7.99 per
month

$3.49 per
month

$6.99 per
month

ad-free, with more skips, and
with fewer timeouts.
ad-free, with unlimited skips,
offline, with high quality
audio, and to la an track.

~Q
The next few questions will be about what interest, if any, you may have in

purchasing a paid subscription to [INSERT SERVICE]. A paid subscription to
[INSERT SERVICE] would allow you to listen to music [INSERT "Paid Version
Features" FROM CHART BEFORE Q~603.1 . You will be presented with several
different monthly prices for a paid subscription to [INSERT SERVICE].

{PROGRAMMER: ROTATE ORDER OF OPTIONS 1 AND 2, BASED ON
ORDER OF PRIOR "YES/NO" QUESTIONS)
~Q
If right now you were offered a paid subscription to [INSERT SERVICE] at
[INSERT "Monthly price with 10% discount" FROM CHART BEFORE Q~603,
would you or would you not subscribe to the service? Please select one
answer.

1: Yes, I would subscribe to the paid service +(SKIP TO Q620)
2: No, I would continue using the free service only -'& (ASK Q603.2)
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3: Don't know/unsure -&(ASK Q603.2)

{PROGRAMMER: ROTATE ORDER OF OPTIONS 1 AND 2, BASED ON
ORDER OF PRIOR "YES/NO" QUESTIONS j
~Q
If right now you were offered a paid subscription to [INSERT SERVICE] at
[INSERT "Monthly price with 20'/0 discount" FROM CHART BEFORE Q~603,
would you or would you not subscribe to the service? Please select one
answer.

1: Yes, I would subscribe to the paid service +(SKIP TO Q620)
2: No, I would continue using the free service only + (ASK Q603.3)
3: Don't know/unsure -&(ASK Q603.3)

{PROGRAMMER: ROTATE ORDER OF OPTIONS 1 AND 2, BASED ON
ORDER OF PRIOR "YES/NO" QUESTIONS)
~Q
If right now you were offered a paid subscription to [INSERT SERVICE] at
[INSERT "Monthly price with 30'/o discount" FROM CHART BEFORE Q~603,
would you or would you not subscribe to the service? Please select one
answer.

1: Yes, I would subscribe to the paid service -&(SKIP TO Q620)
2: No, I would continue using the free service only + (SKIP TO Q620)
3: Don't know/unsure -&(SKIP TO Q620)

~Q
Those are all the questions I have. Thank you for your time.
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Cell 7: SXM Trial Subscription holders-ASK Q500 THROUGH Q520

~Q
The next few questions will be about your Trial Period subscription to Sirius XM
Satellite Radio.

~Q
You indicated that you currently have a Trial Period subscription to Sirius XM
Satellite Radio. How long have you had your Trial Period subscription to Sirius
XM Satellite Radio? Please select one answer.

1: Less than 1 month
2: More than 1 month but less than 3 months
3: More than 3 months but less than 6 months
4: More than 6 months but less than 12 months
5: More than 12 months [TERMINATE]
6: Don't know/unsure

~Q
There are three types of music services you can subscribe to which are defined
below. Please keep these definitions in mind when responding to questions in

this survey.

Satellite Radio (Sirius XM) which is broadcast nationwide via satellite, thus
allowing the listeners to hear the same stations anywhere in the country. It is
available by subscription, offers commercial free music as well as sports, news,
talk, and other programming, and offers subscribers more stations and a wider
variety of programming options than AM/FM radio. Satellite radio can be listened
to through receivers built into a vehicle or portable receivers.

On-Demand music streaming services which allow listeners to choose the
specific song, artist, or playlist they wish to hear, in addition to playlists provided
by the service. On-Demand music streaming services include Apple Music,
Google Play, Rhapsody/Napster, Spotify, Tidal, and others.

Not-On-Demand music streaming services which do not allow listeners to
choose the specific song or artist they wish to hear, but instead provide a pre-
programmed list of songs based on listener preferences. The specific selection
and order of songs remains unknown to the listener (i.e. no pre-published
playlist). Not-On-Demand music streaming services include Pandora One,
Slacker Radio, and Rhapsody UnRadio.

~Q
Do you understand the descriptions of all three of these services described
above? Please select one answer.
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1: Yes, I do understand the descriptions of all three services +(ASK Q502)
2: No, I do not understand the descriptions of all three services-& (TERMINATE)
3: Don't know/unsure + (TERMINATE)

~Q
The next few questions will be about what interest, if any, you may have in

purchasing a paid subscription to Sirius XM Satellite Radio at the end of your
Trial Period subscription to Sirius XM Satellite Radio. You will be presented with
several different monthly prices for a paid subscription to Sirius XM Satellite
Radio.

SERVICE

Sirius XM

Price AMOUNT
$11.49
$ 12.99
$ 14.49
$15.99
$17.49
$18.99
$20.49

(PROGRAMMER: ROTATE ORDER OF OPTIONS 1 AND 2, BASED ON
ORDER OF PRIOR "YESINO" QUESTIONS)
~Q
At the end of your trial period, if you were offered a subscription to Sirius XM
Satellite Radio at the price of [INSERT Price 1 FROM CHART BEFORE Q~503
per month, would you or would you not subscribe to the service? Please select
one answer.

1: Yes, I would subscribe to the service +(ASK Q503.1)
2: No, I would not subscribe to the service+ (SKIP TO Q510) {SET SWITCH
PRICE=PRICE 1)
3: Don't know/unsure +(ASK Q503.1)

(PROGRAMMER: ROTATE ORDER OF OPTIONS 1 AND 2, BASED ON
ORDER OF PRIOR "YESINO" QUES TIONS)~O
At the end of your trial period, if you were offered a subscription to Sirius XM
Satellite Radio at the price of [INSERT Price 2 FROM CHART BEFORE Q~503
per month, would you or would you not subscribe to the service? Please select
one answer.

1: Yes, I would subscribe to the service +(ASK Q503.2)
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2: No, I would not subscribe to the service+ (SKIP TO Q510) (SET SWITCH
PRICE=PRICE 2)
3: Don't know/unsure +(ASK Q503.2)

(PROGRAMMER: ROTATE ORDER OF OPTIONS 1 AND 2, BASED ON
ORDER OF PRIOR "YESINO" QUESTIONS)

At the end of your trial period, if you were offered a subscription to Sirius XM
Satellite Radio at the price of [INSERT Price 3 FROM CHART BEFORE Q~503

per month, would you or would you not subscribe to the service? Please select
one answer.

1: Yes, I would subscribe to the service +(ASK Q503.3)
2: No, I would not subscribe to the service+ (SKIP TO Q510) (SET SWITCH
PRICE=PRICE 3)
3: Don't know/unsure +(ASK Q503.3)

(PROGRAMMER: ROTATE ORDER OF OPTIONS 1 AND 2, BASED ON
ORDER OF PRIOR "YESINO" QUESTIONS)
~Q
At the end of your trial period, if you were offered a subscription to Sirius XM

Satellite Radio at the price of [INSERT Price 4 FROM CHART BEFORE Q~503

per month, would you or would you not subscribe to the service? Please select
one answer.

1: Yes, I would subscribe to the service +(ASK Q503.4)
2: No, I would not subscribe to the service+ (SKIP TO Q510) (SET SWITCH
PRICE=PRICE 4)
3: Don't know/unsure —&(SKIP TO Q503.4)

(PROGRAMMER: ROTATE ORDER OF OPTIONS 1 AND 2, BASED ON
ORDER OF PRIOR "YESINO" QUESTIONS)~D
At the end of your trial period, if you were offered a subscription to Sirius XM

Satellite Radio at the price of [INSERT Price 5 FROM CHART BEFORE Q~503

per month, would you or would you not subscribe to the service? Please select
one answer.

1: Yes, I would subscribe to the service +(ASK Q503.5)
2: No, I would not subscribe to the service —& (SKIP TO Q510) (SET SWITCH
PRICE=PRICE 5)
3: Don't know/unsure —&(SKIP TO Q503.5)
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(PROGRAMMER: ROTATE ORDER OF OPTIONS 1 AND 2, BASED ON
ORDER OF PRIOR "YES/NO" QUESTIONSj
~Q
At the end of your trial period, if you were offered a subscription to Sirius XM
Satellite Radio at the price of [INSERT Price 6 FROM CHART BEFORE Q~503

per month, would you or would you not subscribe to the service? Please select
one answer.

1: Yes, I would subscribe to the service +(ASK Q503.6)
2: No, I would not subscribe to the service-& (SKIP TO Q510) (SET SWITCH
PRICE=PRICE 6)
3: Don't know/unsure -&(SKIP TO Q503.6)

(PROGRAMMER: ROTATE ORDER OF OPTIONS 1 AND 2, BASED ON
ORDER OF PRIOR "YESINO" QUESTIONSj
~Q
At the end of your trial period, if you were offered a subscription to Sirius XM
Satellite Radio at the price of [INSERT Price 7 FROM CHART BEFORE Q~503

per month, would you or would you not subscribe to the service? Please select
one answer.

1: Yes, I would subscribe to the service -&(ASK Q520)
2: No, I would not subscribe to the service-& (SKIP TO Q510) (SET SWITCH
PRICE=PRICE 7)
3: Don't know/unsure -&(SKIP TO Q520)

(PROGRAMMER: ROTATE CHOICES 1 AND 2, AND THEN ROTATE 1 AND 2
SEQUENCE WITH 3. ANCHOR 4j
(INSERT link to definitions provided in Q500. It should say, "Click here if
you want to review the music services definitions."(Q~
You mentioned that you would not subscribe to Sirius XM at the end of your trial
period if you were charged [INSERT SWITCH PRICE] per month. Keeping in
mind all other music services you subscribe to, would you or would you not
subscribe to a paid music service in place of your trial subscription to Sirius XM?
This would only include a new subscription, and would not include a music
service that you currently subscribe to. Please select one answer.

1: Yes, I would subscribe to an On-Demand music streaming service like Apple
Music or Spotify at $9.99 per month -& (SKIP TO Q520)
2: Yes, I would'subscribe to a Not-On-Demand music streaming service like
Pandora One at $4.99 per month + (SKIP TO Q520)
3: No, I would not subscribe to a paid music service in place of Sirius XM when
my Idei period ends-& (SKIP TO Q~510.1:
4: Don't know/unsure + (SKIP TO Q520)
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(PROGRAMMER: ROTATE OPTIONS 1 AND 2. ANCHOR OPTIONS 4 AND 5.
KEEP OPTIONS 4 AND 5 EXCLUSIVE)~QN 1

You mentioned that you would not subscribe to a paid music service in place of
your Trial Period subscription to Sirius XM Satellite Radio. What else, if

anything, would you do instead of a in for a subscription to Sirius XM
Satellite Radio? Please select all that apply.

1: I would purchase CDs and/or music downloads-& (SKIP TO Q520 IF
CHECKED WITHOUT 2)
2: I would listen to free music -& (ASK Q510.2)
3: Other (Please specify—you will not be constrained by the size of the box)-

(SKIP TO Q520 IF CHECKED WITHOUT 2)
4: None of the Above + (SKIP TO Q520)
5: Don't know/unsure+ (SKIP TO Q520)

{PROGRAMMER: RANDOMIZE OPTIONS 1-8. ANCHOR 9 AND 10. KEEP
OPTION 10 EXCLUSIVE)
~Q
You said that you would listen to free music. How would you listen to free music
instead of paying for a subscription to Sirius XM Satellite Radio? Please
select all that apply.

1. Free Not-On-Demand internet radio with ads (e.g., Pandora; or AM/FM
radio stations over the internet)

2. Free On-Demand music services with ads (e.g., free, ad-supported
Spotify)

3. Free On-Demand music video sites with ads (e.g., YouTube)
4. Music channels included in an existing cable or satellite TV subscription

(e.g., Music Choice)
5. AM/FM radio or AM/FM HD radio
6. Music obtained through Peer-to-Peer file sharing or free download sites
7. Borrow CDs, vinyl or tapes from friends or a library
8. Continue listening to the music collection I already own
9. Other (Please specify—you will not be constrained by the size of the box)

10. Don't know/unsure

~Q
Those are all the questions I have. Thank you for your time.
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Appendix E: Survey Screenshots

The following screenshots show the sequence of questions a respondent who is asked

about a paid subscription to Sirius XM Sirius Select and who would continue to subscribe

at all price points between $ 11.49 and $ 20.49.

m surveycactoaveacora tc

C ID survey.carhodvtew.com a.tcpecw los: e t.
spps bi Suggested Sms

ses - a~. 4 L~J ~o@eQ el

quaetroos 'omments I haad halp

Thank you for your willingness to participate in this study. The responses you give to these questions are very Important to us. If you don't know an
answer to a question or If you are unsure, please Indicate this in your response.

Your answers will be kept in confidence. The results of this study will not be used to try to sell you anything.

When you are ready to get started, please click on the arrow below. This survey should take between $ and 7 minutes to complete.

Please continue when you are ready.

carbonview
+Sole Carhortvtew fu.'see ch, tie.
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1 va wrveycsnsuvwxwccm X

C Ot survey.carbonwew.corn . t202Ksso ~

::: Apps tt| Suyewtvd Sess

Li Ut-.fM

cue bans I comments i need help

oNNlu BRI

So that we can confirm that you are actually a person, please type the following word into the text box below. Please enter It exactly as shown,
including upper and lower case letters.

Please type the code above.

carbonview
+2ela Cavbonvvew Research. tnc.
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Q (I) survey&afbonffew.com r.ffpa6826'6,, llp

& swfs«fnf sn«

la.l ~s~+
*

questions I comments I need kelp

In which state do you Ilvel

Please select one answer.

Please select your answer

Alabama
Alaska
Aflcofhl
Arkansas
Cali(ornla
Colorado
Confle&tl&ut
oeiaware
District o( Columbia
a(of(de
Gears(a
Howell
idaho
illinois
indiana
iowa
Kaflsas
K«ltu&k'f
l.ouisiana

I

carbonview
@2616 Calborwiew Research in&
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LJ Mt.-~t

C C Or survepcarhonwew.corn 's-ue.a.'.FS ar

appr g Svggrsrsa Srrw

rluestions I comments I need help

Are you...

Please select one answer.

Male

r Female

carbonview
Oeota c artronvien tcesearch, tnc
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w wrvvyxvnvvvvu xorr x

E 0 (D survey carbonwew corn v.v pqvs:class vso,

:":; apw tp neo«uusxvv

Lml LJ+M
*

quesbons I comments l need help

Which of the following includes your age?
Please select one answer.

Under 18

18- 34

35-44

45-54

55+

Prefer not to answer

carbonview
+2016 tarbonvlew Iles arch Inc
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Q  survey«eibolmew.com „r, guiaigoyssesls

;;: Agps tts suggested srtes

+wl ~$~)

ouestiorts I coiieslents I steed neip

What type of electronic device are you using to complete this survey"

Please select one answer.

i Tablet computer (e.g., Apple ipad, Kindle Fire, samsung Galaxy Tab, Motorola xoom)

Desktop computer

Laptop computer

Smartphone (e.g., Apple iPhone, Samsung Galaxv Sa. HTC One)

Other mobile or electromc device

carbonview
+goto cadmnvlew neeeaich Inc.
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Ir m suoeyxsexxmmxuv x

C 8 surveyxarbonwew com w «ipecSZO'ao ssp

::: epps ffh svoosswd sess

Oueshons comments I need help

Do you or does anyone In your household work In any of the hyllowlng areasy

please select all that apply.

For a company that creates music such as a Recording Studio, Record Company, or a Music publisher)

For a Streaming Music company. such as Pandora or Spotify)

For a Market Research Company or Public Relations Agencyp

For Apple. Gangle or Amazon?

For a satellite Radio companyz

For an internet Serwce Providerz

None of the above

carbonview
el zola carbonview Research, lnr.
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'W svneyaadrormewcwr X

Q (() surveycarbonwewcom r ~ pa S)P'av asr:

:;; apps [5 asap vt 0- &nender, ~~ Dmnnp Dvecrwns r- Q wp vtO- Ewsnded Q Ne Tao Q w.ld ood Renra's't weather stverash a IQ Deosn Myown Ewy fsl lss vvrvw Gold Hvs

rprestiofl~ I cotrlfnorrts I creed he!p

yyhfch, if any, of the following services do you currently havel This Includes all subscriptlons - free, trial or introductory, or paid.

Please select all that apply.

Music streaming service (e.g.. Apple Music, spotrfy or Pandora)

satellite Radio (sirius xM)

Broadband internet (e.g., cable. fiber optic or tysk)

NOne Of the above

Don t know/unsure

carbon view
4 Eata Carbonv few ltesearch, inc.
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ic J +bldg~
C 8 survey carbonnew.corn . ~ p ceasefI'o
fyl Swfpsscsd Si«

quesbons I comments I riced help

Which of the following Sirius XM satellite radio subscriptions do you currentlyhave'lease

select all that apply.

i A paid subscnption to sinus xM satelhte radio

A subscnption to Sirius XM as part of package from DISH netwosk

A free trial subscnptlon to slrlus xM satellite radio (e g., available wnh the purchase of some new cars)

Dont know/unsure

carbonview
iooala Caibmr Sew Raseamn. inc.
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g&, ~la~
Q (ft surveycareoavrewcom ra . parlact " ssp

;;; apps ta svggeurd sass

quesomw I cermrwuts I need rmlp

if you have more than one ttfttd subscription to sirius xM satellite radio, please answer the following questions based
on the one you have the htii
Please continue when you are ready.

carbonview
CO2016 Carhouvlew Ilesearch, lnc.
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%U«eysaes«nurse« x

C Ot survey carbon&le«rom a npacdlyo'EE a n.

tn Apps bs suoysn«r sa«

LILmgfWQ

questions 'omments 'eed help

Which of the following Is your Sirius Xfef Sateillte Radio subscription package7

Select
MONTHLY

15"

O 0
MONTHLY

All Access 19"I  
156+ Cnsnn«s

MONTHLY

Mostly Music 10"

 00
Vials Mostly Muuc Channel Lmeup

Lrtenonuu oner&pe ledd $4«ol

rsn«d Stem CsmnmussF ee Musr Cnmmt ~

E «es s Am&scud&etna Muoc cn&nnsrs

2AO Comesy Cnu«els

Honsrd Slam

Esciue«anuebsdreled MuocC&snnels

Eu«y hFL 6«m 2ary Com«ly Chu«els

Ev«y HFL 6&no

Eu«y HASCABB lore

MLBB NBA, snd NHLB Games

Please select one answer.

Select

All ACCeSS

MoStly Music

Other (Please specify-you will not be constrained by the site of the box)
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KILw&M
0 Q survey caiuonwew.mm w r pcss2o'I sip

Appi tas Suspcsire Sl\w

quesoons I comments I need help

Who made the decision to get this paid sutiscription to Sirius XM satellite radio?

please select one answer.

I made tlie decision myself

I played a malor role in the decision

I played a minor role in the decision

I was not involved in the decision at all

, I Don't know/unsure

carbonview
ditoto canrwwiew nesaanh, inc.
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'W dvivryxadrommrxarr X

C- C Cg iwvey carbonnew rom,i . P 'Sahib

L~l L~gt~

quesbons ! comments I need heip

Before continuing, please carefully read these Instructions.

Please take the survey in ggg session without Interruption.
While taking the survey, please do not consult any other websites or othei electronic or wiltten materials.
Please answer all questions on your own without consulting any other person.
If you normally wear glasses or contact lenses when viewing a computer screen, please wear them for the survey.

Please select one answer.

I understand and agree to the above instmctions

I do not understand or do not agree to the above instructions

carbon view
Ci20lb Carbonview Research, tnc
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, Q Lmmf~g

C (D survey.ter ttnnutew.tom:ms, pesg2itgsv esp

.':: Apps b( Suggested Sees

queseans 'omments 'eed help

There are three types of music services you can subscribe to which are defined below. Please keep these deRnittons in mind when responding to
questions In this survey.

Satellite Radio (Sirius XM) which Is broadcast nationwide via satelgte, thus allowing the listeners to hear the same stations anywhere in the
country. It is available by subscription, offers commercial free music as well as sports, news, talk, and other programming, and offers
subscribers more stations and a wider variety of programming options than AM/FM radio. Satellite radio can be listened to through receivers
built into a vehicle or portable receivers.

On-Demand music streaming services which allow listeners to choose the specific song, artist, or playllst they wish to hear, In addition to
playllsts provided by the service. Ort-Demand nntsic streaming services in«lude Apple Music, Gangle Play, Rhapsody/Napster,
Spotify, Tidal, and others.

Not-On-Demand music streaming services which do not allow listeners to choose the specific song or artist they wish to hear, but instead
provide a pre-programmed list of songs based on listener preferences. The speciRc selection and order of songs remains unknown to the
Rstener (i.e. no pre published playlist). Not-On Demand music streaming services include Pandora One, Slacker Radio, and
Rhapsody UDRadio.

Do you understand the descriptions of all three of these services described above?

Please select one answer.

Ves. I do understand the descnpttons of ail three services

ffo, I do not understand the descripuons of aa three services

Don't know/unsure

carbonview
O2016 Cethpnltiew Iteepefeh, Inc,
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senerxsnxxmmxon x

E. Q Ol sunevceibon|nmsxom,e s psesstl1'-",;

apps Q nep cp-snmoso ~~cnnmlo sshsms

'k

CI oep»s-tnsnsse l5 sle teo D wsemmelumsh g wsmtm.lwmwus gs osshmuso t~ @ tsswhsecsse e

Suesnons 'omments i need help

The next few questions will be about your Satellite Radio subscription. If you have more than one paid subscription to Sirius XM Satellite Radio,
please answer the following questions based on the one you have the~
You will be presented with several different monthly prices for a single Sirius XM Satellite Radio subscription. This anlount may be higher or
lower than the amount you currently pay for your Sirius XM Satellite Radio subscription.
please continue when you are ready.

carbonview
+101a Cerbonview neseenm, lns
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'W wmeveadvvmnewevm S

C ID rurvevcarbonwewcom . cipeulgri'ssaip

::: appv bf Svggeiied Srw

Li Li&~

qvevhnns I comments I need help

If lsght now you were to be charged $ 11.49 per month for the same Sirius XM Satellite Radio subscription you currently have, would you...:

Please select one answer.

Continue;o subscnbe to Sirius XM Satellite Radio

Cancel your subs«rlption to Sirius XM Satellite Radur

Oon't knowiunsui e

carbonview
O2016 Carbomiiew Research tnc
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e Q l Qi survey.carbonnew.com mr?p i.r 'ss sip

II': apps bt svssssisd sess

L".l L~df~
*

ouestions I comments I need help

If right now you were to be charged S12.99 per month for the same Sirius XM Satellite Radio subscription you currently have, would you... ?

please select one answer.

continue to subscnbe to sinus XM satellite Radio

Cancel your subscription to Sirius XM Satelbte Radio

Don t know?unsure

carbonview
itr2016 Carbonview Researrh, tnc.
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g m svr cycrmorrwrw.caw x

C- C 8 surveycarbonwewcom ., pu'rsioissri

bt srrsssruo 1 ur

Lit l L~~ga wd3wi

cluestioris I comments I rwed betp

If right now you were to be charged S14.49 per month for the same Sirius XM Satellite Radio subscrlptlon you currently have, would you... 7

Please select one answer.

continue to subscnbe to sirius xsl Satenite Radio

cancel your subscnptlon to sirius xte satellite Radio

Doll t know/unsure

carbonview
l02016 Cerbonwew Resilafcn, tnc.
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'w vvh'vycvnvvmmccn a

E. C Oi iurveycaibonviewcom. „-v p+:."» 16» vvp.

:-.": appi IR swwnvp sevi

L&f LL+J~

qvecuonc i comments I need help

If dght now you were to be charged 5 IS.99 per month for the same Sirius XM Satellite Radio subscription you currently have, would you... ?

Please select one answer.

Continue to subscnbe to Sinus XM Satelnte Radio

Cancel your subscription to Sirlua XN Satellite Radio

Don't know/unsure

carbonview
Oaals Caibonvlew Resepirii, inc.
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L~f L~Sg~
Q) survey«arbomhewcom, pq-:i ':= r p

I',I appr tt'r Sueertrd Shrs

queshons I comments I need help

If right now you were to be charged $ 11.49 per month for the same Slrtus XM Satellite Radio subscription you currently have, would you .. ?

Please select one answer.

Continue to subscnbe to Srrlus xM Satellrte Radio

Cancel your subscnptron to sirius xM Satellite Radio

Don't know/unsure

carbonview
SSROla Carbonview Research, inc.
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P m rvrverssnxvmvncom X

C III survey «arbonvievv.com: » 'p 'SS O:, S inn.

::: Appi Itij svggeiivs 5 iei

Lm,l +mQ~

questons I comments l need help

If right now you were to be charged $ 18.99 per month for the same Slrlus XM Satellite Radio subscription you currently have, would you... 7

Please select one answer.

Continue to subscnbe to Sirius XM Satelhte Radio

Cancel your subscnption to Sirius XM Satelbte Radio

Don't knowirunsui e

carbonview
+2016 CarbOnvlen Reaeartn, rnC
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jlllvcycseNmrewcrm l(

C (D rurveycarbonnew.com a , pa cari'aa scc

:„'per th rsscrtce secs

Lml ~ Jell

questions I comments l need help

If right now you were to be charged $ 20.49 per month for the same Slrlus XM Satellite Rad)o subscrlptlon you currently have, would you... I

Please select one answer,

conunue to subscribe to Sirius xsl satellite Radio

cancel your subscnptlon to slrlus xst satelhte Radio

Dont know/unsure

carbonview
esaolo carbonvfew lu'search, tnc.
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umsyxsleolmt soft X

C SD survey.csrrmmsew.corn,vrx p
' tasse sso

i.": epps trt Suggested Sm

Li¹M

quesoans I comments I need help

Those are all the questions I have. Thank you for your time.

Please contmue when you are ready.

carbon view
|Ogala Carhonview Research, Inc.
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The following screenshots show the sequence of questions a respondent who is asked

about a paid subscription to Sirius XM Sirius Select and who would choose to cancel at

$ 15.99.
'0 nlrrsres lrorrasncws X

C C ID sunray.carhonwew.com .; cuss'rl r. s c,

Sl Arrpr td susessrsa secs w wnsrcs rrsrrnnnc,

L@t ~fg

euesoons l cornrnencs I need help

Thank you for your willingness to participate in this study. The responses you give to these questions are very Important to us. If you don't know an
answer to a question or If you are unsure, please indicate this in your response.

Your answers will be kept In conAdence. The results of this study will not be used to try to sell you anything.

When you are ready to get started, please click on the arrow below. This survey should take between 5 and 1 minutes to complete.

Please conlmue when you are ready.

carbonview
Oaara Careen 'e eeeearsl . ~
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~vrvsy&vlftxrnwr &ow x

tD ~y o m~.&o~ »w'cosspottv srp~

:„appr tpl Svpprrrsussv& w sv~.&wtxvwww,«

LI ~t:-t~

questions I cerements I need neip

8 I 8 c 2 o kv

So that we can confirm that you are actually a person, please type the following word into the text box below. Please enter it exactly as shown,
Including upper and lower case letters.

Please type the code above.

carbonview
O2016 Carbonvlew Research. Inc.
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J m mnsyxanxxnwwxom X

C C OI srrveycalbonrlewcom 'afparsfc,v alpl

Aalu g SU99sruusuw 'w mnsyc&ollwswcc

Qsl Lmm~Q

quest ons I comments I need help

In which state do you flyer

Please select one answer.

Please select your answer ~

Alabama
Alaska
Anzolsl
Arkansas
California
Colorado
Connecdcut
oefaware
Dlsbfct of Cokxnbla
Florida
Georgia
Hawaii
Idaho
Illinois
Indiana
Iowa
Kansas
Kentucky
touislana

carbonview
Ifr fete Csrbonviow Resaamh, inc.
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w Qlnsycslhorruvwccvl X Lgl ~0~2

E C S sun ey.carhomnew.corn * v, rn=.aaeearr aso.

„. apps g suegvrrso srrm vo survsyxuuomuncc

queshons I comments I need help

Are you...

Please select one answer.

Stale

, Female

carbonview
CI2016 Carhonview Research, ax
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ff ss sunsycsdmrmvwcom x
v

C Cg survey cprhornnew corn rrn, purrataaae esp r

:;: sppr hf svspwrsd smn vp sur sycsdrumrnvzc

+f L~~II l8wgpei

questions I convnents I need help

Which of the following Includes your age?

Please select one answer.

under 18

18" 34

) 35-44

45. 54

55+

i Prefer not to answer

«arbonview
1220th caroorwrew Research. Inc
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Q Q sun eycaibonwsw.com ms'p-Kaa 'I; sid

apni tp ssggssiwi ssw w mwsyssexsswwx

qusshons 1 comments I need help

What type of electronic device are you using to coinplete this survey:

Please select one answer.

Laptop «omputer

: Oesktop computer

Tablet computer (e.g., Apple IPad, Kindle Fire. Samsung Galaxy Tab, Motorola Xoom)

smartphone (e.g., Apple iPhone, samsung Galaxy 54, ltTc one)

Other mobde or electronic device

carbonview
+7ola caibonwew Rss sich, inc.
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m mivsyimrhssvsnzen X

Qi Sursey.sarbpmnen.cpm r, O p4682etsi, »ipi

spiv fh suspense sass m ssl syss40mmvs

questions I comments I need help

Do you or does anyone in your household work in any of the following areas,

Please select all that apply

For Apple, Google or Amazony

For an Internet Service Prowdery

FOr a COmpany that creates music such as a Recordmg Studio, Record Company, or a Music Publisher?

For a satellite Radio «ompany7

For a Market Research Company or Public Relations Agencyy

For a Streaming Music company. such as Pandora or Spotiry?

None of the above

carbonview
Oadls Carbonvlew Research, Inc.
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sol sycsrbollvosrcorr X

C 01 survey.csrtmnwew.corn r ~ . -'X)SSs*o

Appi Ip'vaestse S rss w Qllvsycsesvme c.

L&) Wg~)

auesboos I comments I need help

Which, If any, of the following services do you currently have7 This Includes all subscriptions - free, trial or introductory, or paid.

please select all that apply.

Broadband Internet (e.g., cabie. aber optic or DSL)

Satellite Radio (Sirius XM)

Music Streaming Service (e.g., Apple Music, Spotify or Pandora)

( i None of the above

, Don't know/unsure

carbon view
+2016 Cscboowew Research. In;.
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i ey.csqssrmneesm x

C 8 survey caibonnewcom, „ ip Xk k Iaikssp.

;:.'pps trf Suppesieq Sees w mi eysnsseneem

Lcsl lmi~ag

questions i comments I need help

Which of the following Sirius XM satellite radio subscriptions do you currently have':

Please select all that apply.

A paid subscription to sinus y.M satellite radio

A subscription to Sirius XM as part oi package fram DISH network

A ln.'e trial subscription to sirius xM satellite radio (e g., available wrth the purchase or some new cars)

Don t know/unsure

carbonview
ipaola carbonview neseaich, tnc.
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L~l Ltgg Wsel

C Ol runny.careen«en.cnm a . na&S'ir2,

::: appr tn caeeanra Sn« 'w raneraannnwamcc

questions i comments I need help

If you have more than one paid subscriptlon to Sirius XM satellite radio, please answer the following questions based
on the one you have the LoOt.
Please Continue when you are ready.

carbonview
4201& Cartranvraw llesearch, inc
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m mrvaycamomuncom x

C 8 survey.carhomnevv.com repeic n sr, acp,

::: Aran fh Susycrul Snn 'm unvayaa~r

4! i=fcf~

quesuons I cmmvmnm I need halp

Which of the following Is your Sirius XM Satellite Radio subscription package?

Select
MONTHLY

15"

O 0
MONTHLY

All Access 19"

O  
Slee AR Access Charnel Lineup

1soa Chumra

MONTHLY

Mostly Music 10"

 00
Leven pnuu OnlheApp (aue Sa vvoiC~ taupe Chemec

am+usus Arcevoad calve Mua . ovsvneu

Trey Ccvnaey Chauaea Emhmm Arlnaoednarad Mane Channels

Emy Nn. Gona 24/7 Conady Channau

Enny S ASCARS Race

MLGS NGA anrlNHLS Genes

PGA TOURS Crnerase

please select one answer.

Select

All ACCeSS

Mostly Music

other (Please specify-you will not be constramed by the site of the box)
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L&J L~diMH
C 0 survey.caihonvrew.com «v, pcssso'6 sin.

::: apse 5 svssensd sess 'w svnwymwomwc-

quevtrons I comments, need help

Who made the decision to get this paid subscription to Sirius XM satellite radio?

Please select one answer.

I made the decision myself

I played a malor role in the deoslon

I played a mmor role ln the decisron

i I was not involved rn the decision at all

i Dorl't know/unsure

carbonview
oaois carlionviaw Research, inc.
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'0 cvncyccmNvm carl'

Q (P curvey.carbonwew.com en pc-CÃ1 d mm

:: appc trt svssccccd secs w cvr cyccarorme c

4*I L~~Ntwt~

questions I comments i need help

8efore continuing, please carefully read these instructions.

Please take the survey In gite session without interruption.
While taking the survey, please do not consult any other websites or othet electronic or written materials.
Please answer all questions on your own without consulting any other person.
If you normally wear glasses or contact lenses when viewing a computer screen, please wear them for the survey.

Please select one answer,

1 understand and agree to the above mstructtons

1 do not understand or do not agree to the above rnstructtons

carbonview
gable canmnview rtesearch Inc.
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m smaraaewmwwawa xJ
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appi fa( Saeawwa Saw w r4maraaewmww»

Lml ~B~

quashons I «ommehts I need help

There are three types of music services you can subscribe to which are defined below. Please keep these deflnibons in mind when responding to
questions m this survey.

Satellite Radio (Sirius XM) which is broadcast nationwide via satellite, thus allowing the listeneis to hear the same stations anywhere in the
country. It is available by subscription, offers commercial free music as well as sports, news, talk, and other programming, and offers
subscribers more stations and a wider variety of programming options than AM/FM radio. Satellite radio can be listened to through receivers
built into a vehicle or portable receivers.

~ On-Deinmid music streaming services which allow listeners to choose the specific song, artist, or playlist they wish to hear, in addition to
playlists provided by the service. On-Demand music streaming services include Apple Music, Gangle Play, Rhapsody/Napster,
Spotify, Tidal, and others.

Not-On-Demand music streaming services which do not allow listeners to choose the specific song or artist they wish to hear, but instead
provide a pre-programmed list of songs based on listener preferences. The specific selection and order of songs remains unknown to the
listener (l.e. no pre-published playllst). Not On Demand music streaming services include Pandora One, Slacker Radio, and
Rhapsody UnRadio.

Do you understand the descriptions of all three of these services described above?

Please select one an wer.

ves, l do understand the descriptions of all three services

i No, I do not understand the descnptions of all three services

Don t know/unsure

carbonview
esdiri Cartwnviaw Research, Inc
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runny canxlllucwroln x

C- C Or surrey &arbomnew.com r ~ ~&26tar ssnr

:-. apps Q nop r10- snrnosd ~ txnws orrcnorn t: Q slop 10- tnnwad Q Nor tao Q wsdnond eanrals '
*

pp tuw ur thw bs. 9 tss wnca sero rrud.

quasbons I comments ! need help

The next few questions will be about your Satellite Radio subscription. If you have more than one paid subscription to Sirius XM Satellite Radio,
please answer the following questions based on the one you have the ~l

You will be presented with several different monthly prices for a single Sirius XM Satellite Radio subscription. This amount may be higher or
lower than the amount you currently pay for your Sirius XM Satellite Radio subscription.
Please contmue when you are ready.

carbonview
+Zola Carbonvlaw rtesaarch Inc
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umvruueuuwwwcum u

Pi inner.carbon«en.com ruupssssocss aio.

::: appi ttf Suppviiid Se« 'w iu vrcudwumwcc

L~l LL+JAksl

queseons l comments ! need help

If right now you were to be charged S 1 lung per month for the same Sihus XM Satellite Radio subscription you currently have, would you... 1

Please select one answer.

Continue to subscnbe to Sinus XM Satellite Radio

Cancel your subscription to Sirius XH Satelhte Radio

: Don't knowlunsure

carbonview
622016 Caibonvlew Research. tm.
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questions I cemments 'eed help

If right now you were to be charged $ 12.99 Der month for the same Sirius XM Satellite Radio subscription you currently have, would you... ?

Please select one answer.

i Continue to subscnbe to Sinus XM Satellite Radio

Cancel your subscription to Sinus XM Satellite Radio

Don't know/unsuie

carbonview
Dante carbonview Research, Inc.
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i ~ I ~m. 8 gsi Sssii

C Q survey.carhonwew.com ~ v p-'SSCOCSS svp.

: Appr I
v Suggested Sees w wrvsrcvewrvwvc

qvesbons .'omments l need help

If right now you were to be charged S14.49 per month for the same Sirius XM Satellite Radio subscription you currently have, would you... ?

Please select one answer.

t contrnue to subscribe to sirius xst satellite Radio

Cancel your subschpuon to sirius xht satellite Radio

Don't know/unsure

carbonview
clgola cartwnview Research, inc.
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LWdlmlgf~

C g) SurVey,Carte««eW.SOm..v,p hae?O'Se Sip

'.;: Apps th suggested sees ea «meyeeetemmvae

euestlone I comments I need heip

If right now you were to be charged S15.99 per month for the same Sirius Xpl Satellite Radio subscription you currently have, would you... ?

Please select one answer.

continue to subscnbe to sinus RM satellite Radio

cancel your subscnptlon to sinus RM satenite Radio

Doii't know/unsure

carbonview
clgota carbo«slew Re\«arch. Iflc.
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You mentioned that you would cancel your subscription to Sirius XM If you were charged 915.99 per month. Keeping in mind all other music
services you subscribe to, would you or would you not subscribe to a paid music service in place of Sirius XM T This would only include a new
subscription, and would not include a music service that you currently subscribe to.

Click iIyjp If you want to review the music services definitions.

Please select one answer.

Yes, I would subscnbe to an on-Demand music streaming seivs«e like Apple Music or spobfy at S9.99 per month

i Yes, I would subscribe to a Not-On-Demand music streaming service kke Pandora One at 94.99 per month

No, I would Dot subscribe to a paid music service in place of slrhis xss

Don't knowiunsure

carbonview
Crab is Caibonview Rmeamh, inc.
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'w celery.&a&orner&ecol x

C Qi sureey&e&bunnew&om m .p& /a20'S6e&p.

':: Appc fyi suggested s &ec w ee&eey.&eruemeee«.c

Qi Lm~df~

questions I comments l need help

You mentioned that you~ a subscription to Sirius XM?

Please select all that apply.

to a paid music service in place of Sirius XM. What else, if anything, would you do~f
I i would purchase CDs and/or music downloads

l would listen to free music

f 'ther (Please specify-you will not be constrarned by the size of the box)

None of the Above

Don't know/unsure

carbonview
Cgpte Cerbunview neeearch. In&.
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t~ I ~ijtmC)mlt

E Q (t) survey &arbomsew corn,x x, r 4SS2D'S sip

:;. Apps g ssssssiss ssm m mxxsrxsexxvmsxs

oussoons comments i rmsd help

You said that you would listen to free music. How would you listen to free music instead of Sirius XM Satellite Radio':

Please select all that apply.

j
Borrow CDs, vinyl or tapes from fnends or a library

IH Music obtained through Peer-to-Peer file shanng or free download sites

l~ Free on-Demand music video sites with ads (e.g., YouTube)

continue listenrng to the music coaection l already own

Free On-Demand music serv«es with ads (e.g., free. ad-supported Spotify)

Free Not-On-Demand internet radio with ads (e.g., pandora; or AM/FM radio stations over the internet)

AM/FM radio or AM/FM HD radio

Music channels included in an existing cable or satelbte Tv subscription (e.g., Music choice)

Other (Please specify-you will not be constrained by the size of the box)

Don't know/unsure

carbonview
C 2016 Csibonvlsw eeseaim, Inc
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quesoons I comments I need help

Those are ail the questions I have. Thank you for your time.

Please conunue when you are ready.

carbonview
g seta Carbonvien eesesrch, Inc.
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Appendix F: Screening Statistics

Question Description Total

Q25
Q30

Q35
QSO

Q51

Q52

Q52.2
Q52.2, Q54
Q52.2, Q54
Q52.2, Q54
Q52.2, Q54
Q52.2, Q54
Q52.2, QSS 2
Q52p2,QSS 4
Q54

Q54
Q54
Q54
Q54

Q53

Q53, Q54
QSS 1

QSS 1,Q54
QSS 2

QSS 2,Q54
QSS 4

Q140
Q201
Q301
Q401
Q600
Q500
Q501

CAPTCHA

Gender - Panel Gender Mis.Match
Age: Panel Age Mis.Match or Under 18/Refused
Industry Security Question
Service Subscdiption Question (i.e, no subscriptions)
Sirius XM Subscription (Trial from Dish and no other subscription)
No Cells Qualified ("NOC")

NOC, Respondent had other Sirius Subscription Type
NOC, Respondent had other Sirius Subscription Type, "Other" Streaming Service

NOC, Respondent had other Sirius Subscription Type, "Don't Know/Unsure" Streaming Service

NOC, Respondent had other Sirius Subscription Type, Checked both Free and Paid Spotify

NOC, Respondent had other Sirius Subscription Type, Checked both Free and Paid Pandora
NOC, Respondent had other Sidius Subscription Type, Checked both Free and Paid Spotify and Pandora
NOC, Respondent had other Sirius Subscription Type, Did not make decision for Spotify Premium
NOC, Respondent had other Sirius Subscription Type, Did not make decision for Pandora One
NOC, Checked Both Free and Paid Spotify
NOC, Checked Both Free and Paid Pandora
NOC, Checked Both Free and Paid Spotify and Pandora
NOC, "Other" Streaming Service
NOC, "Don't Know/Unsure" Streaming Service

NOC, Respondent did not make decision for Sirius XM

NOC, Respondent did not make decision for Sirius XM, Don't Know/Unsure Streaming Service

NOC, Respondent did not make dedsion for Apple Music

NOC, Respondent did not make decision for Apple Music, Checked both Free and Paid Pandora

NOC, Respondent did not make decision for Spotify Premium
NOC, Respondent did not make decision for Spotify Premium, Other Streaming Service

NOC, Respondent did not make decision for Pandora One
Qualified Cells Filled

Non.Agreement with Survey Instructions
Did Not Understand Service Descriptions - Cell 1

Did Not Understand Service Descriptions - Cell 2/3
Did Not Understand Service Descriptions - Cell 4
Listen to Free Pandora/Spotify Less than an Hour per Week (Cells 5/6)
Sirius XM Trial Period has been More than 12 Months
Did Not Understand Service Descriptions - Cell 7

2,092
225
528
388

5,811
55
11

729
25
11

9
4

2

2

1

21
24

3

159
40
24

1

7
1

12

1

7

2,350
4

2
3 ~

0
129

16
11

TotalTerminates 12,708

Note: Gender and age'categories are based on panel gender and age fields. One respondent was
terminated because the panel gender and age were both NA.
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Appendix G: Survey Weighting

1. To ensure accurate representation of the U.S. adult population, the survey responses

were weighted by age, gender and the U.S. Census region.

2. The first weighting procedure involved calculating the proportion of each age-gender-

region group in the U.S. Census and in the survey sample. The ratio of these two

proportions was then used to construct weights for each age-gender-region group,

and adjust the survey sample for discrepancies with the U.S. Census. Each respondent

was assigned a weight based on the age-gender-region group he or she belonged to,

and these weighted responses were then aggregated and analyzed. The weighted

survey responses are presented in the middle panels of Table 20 through Table 28.

3. The second weighting procedure used in this survey is generally referred to as "raking"

or calibration. Rather than calculating the individual weights for each age-gender-

region group, a set of independent weights for each category was calculated: one for

age groups, one for gender groups and one for region groups. The weights were then

used to adjust the survey sample. After initial adjustment, the modified survey sample

was again compared with the U.S. Census, and the new set of category weights was

calculated. These new weights were then compared with the previous set of weights,

and if deemed sufficiently close, the process was stopped. Otherwise, the adjustment

and re-weighting process continued, until weight convergence was achieved. After

the final set of weights was calculated and the survey sample was adjusted, weighted

survey responses were aggregated and analyzed. The weighted survey responses are

presented in the right panels of Table 20 through Table 28.

For the U.S. residents aged 18 and over. See U.S. Census Bureau, "Annual Estimates of the
Resident Population: April 1, 2010 to July 1, 2015," Population Division, June 2016.

Survey sample refers to the 15,903 respondents that clicked into the survey.
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Table 20: Weighted Responses for Sirius XM Sirius Seiect Subscribers

Unweighted Age-gender-region weighted Rake-weighted

Price
Number of

Respondents
Continue Cancel

Number of Number of
Continue Cancel Continue Cancel

Respondents Respondents

5 11.49

5 12.99

5 14.49

5 15.99

5 17.49

5 18.99

$ 20.49

509
427
384
313
263
183

159

390
343
259
209
140
122
92

82
43
71
50
80
24
38

502.8
425.9
384.0
313.1
263.7
177.8
153.9

387.3
343.5
257.4
207.6
134.1
117.1
87.2

76.9
41.9
70.9
49.4
85.9
23.9
38.2

513.1
431.6
388.8
318.1
266.8
186.0
161.4

395.0
348.2
263.5
212.1
143.2
124.6
94,1

81,4
42.8
70.8
51.2
80.9
24.6
38.0
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Table 21: Weighted Responses for Sirius XM Sirius Select Subscribers Switching to On-Demand and Not-On-Demand Music
Streaming Services

Prke

unwelchted

Cancel and Switch
Cancer to

On.Demand

Cancel and Switch
to

Not&n-Demand

Ageeender-region welShted

Cancel and Switch Cancel and Switch
Cancel to to

On-Demand Not-On-Demand

Rake-welchted

Cancel and Switch
Cancel to

On-Demand

Cancel and Switch
to

Not&n-Demand

$ 11A9

$ 12.99
$ 14.49

$ 15.99

$ 17A9

5 18.99

$ 20.49

82
43
71
50
80
24
38

17

11
25
22

17
5

13

11

7
10
8
8
5
5

76.9
41.9
70.9
49.4
85.9
23.9
38.2

15.3
11.0
25.4
21.3
18.8
4.9
14.6

9.9
6.4
9.2
7.6
9.8
4.5
4.8

81A
42.8
70.8
51.2
80.9
24.6
38.0

17.4
11.1
25.5
22.5
17.3
5.2
13.0

11.3
6.8
10.0
8.1
8.5
5.0
5.0

Table 22: Weighted Responses for Sirius XM Trial Subscribers

Unweighted Age-gender-region weighted Rake-weighted

Price
Number of

Subscribe Not Subscdibe
Respondents

Number of
Respondents

Number of
Subscribe Not Subscribe Subscribe Not Subscribe

Respondents

5 11.49

5 12.99

5 14.49

5 15.99

5 17.49

5 18.99

5 20.49

503
352
310
225
185
158
140

280
246
184
165

135
122
108

151
42
85
40
27
18
16

502.9
350.3
305.8
222.1
181. 2

153.9
134.3

278.3
243.1
181.4
161.3
131.4
117.0
104.6

152.5
44.5
83.7
40.9
27.2
19.6
14.7

506.6
356.8
314.3
229.2
188.5
161.1
142.8

285.4
251.9
188.6
169.0
138.6
125.3
111.1

149.8
42.5
85.1
40.7
27.4
18.3
15.6
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Table 23: Weighted Responses for Sirius XM Trial Subscribers Switching to On-Demand and Not-On-Demand Music Streaming
Services

unweighted Agogender.region weighted Rake-weighted

Price Cancel
Cancel and Switch Cancel and Switch

to to
On-Demand Not4ht-Demand

Cancel
Cancel snd Switch

to
On-Demand

Cancel and Switch
to

Not.on-Demand
Cancel

Cancel and Switch
to

On-Demand

Cancel snd Switch
to

Not42n-Demand

5 11.49

5 12.99

5 14.49

5 15.99
5 17.49

5 18.99
5 20.49

151
42
85
40
27
18
16

7
6

30
18
11
8
7

15

7
9
8
7
5
2

152.5
44.5
83.7
40.9
27.2
19.6
14.7

8.2
7.8

28.1
19.8
11.9
9.4
6.8

14.7
7,4
10.4
7.5
6.7
5.2
1.7

149.8
42.5
85.1
40.7
27A
18.3
15.6

7.4
6.3
30.7
18.5
11.5
8.3
7.0

14.9
7.1
9A
8A
6.9
5.2
2.0

Table 24: Weighted Responses for On-Demand Paid Subscribers (Apple Music and Spotify Premium)

Unweighted Age-gender-region weighted Rake-weighted

Number of Number of Number of
Price Continue Cancel Continue Cancel Continue Cancel

Respondents Respondents Respondents

5 6.99
5 7.99
5 8.99
S 9.99
5 10.99

S 11.99
5 12.99

504
484
455
422
391
324

287

474
432
385
358
274
245
221

20
29
33
31
67
37
29

512.0
490.2
461.6
428.3
395.4
329.8
288.3

480.4
437.4
387.5
359.9
275.0
242.7
218.2

21.8
28.7
33.2
32.9
65.6
41.4
30.5

519.1
498.5
468.6
434.6
402.9
334.3
296.3

488.1
445.0
396.3
369.1
282.6
252.5
227.9

20.6
29.8
34.0
31.7
68.6
37.9
29.8
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Table 25: Weighted Responses for On-Demand Paid Switching to Not-On-Demand Music Streaming Services and Sirius XM

Unweighted Agegender-region weighted ttake-weighted

Price
Cancel and Switch

Cancel tn
On-Oemand

Cancel and Switch
tu

Sirius XM

Cancel and Switch
Cancel tn

On-Demand

Cancel and Switch
tn

Sirius XM

Cancel and Switch
Cancel tn

On-oemand

Cancel and Switch
to

Sirius XM

5 6.99
5 7.99
5 8.99
5 9.99
5 10.99

5 11.99
5 12.99

20
29
33
31
67
37
29

6
12
12
9
28
18
10

11

7
11
13
12

7
8

21.8
28.7
33,2
32.9
65.6
41.4
30.5

6.5
11.6
11.9
9.5
26.9
20.3
10.2

11A
6.7
11A
13.2
11.8
5.9
7.9

20.6
29.8
34.0
31.7
68.6
37.9
29.8

6.1
12,3
12.4
9.2
29.1
18.5
10.3

11,3
7.0
11.4
13.2
12.3
7.3
8.3

Table 26: Weighted Responses for Not-On-Demand Paid Subscribers (Pandora One)

Unweighted Age-gender-region weighted Rake-weighted

Price
Number of

Respondents
Number of Number of

Continue Cancel Continue Cancel'ontinue Cancel
Respondents Respondents

5 349 499 461

5 3.99 477 446

5 4.49 459 382

5 4.99 417 362

5 5.49 396 303

5 5.99 346 296

5 6.49 325 254

22
18
42
21
50
21
35

504.1
481.0
462.6
419.0
397.2
347.4
326.0

465.8
450.1
382,8
362.1
303.8
297.2
253.6

23.1
18.4
43.6
21.8
49.8
21.4
36.4

512.5 473.3 22.9
489.6 458.0 18.4
471.2 392.1 43.0
428.2 371;7 21.5
406.6 310.7 51.5
355.2 303.5 21.6
333.6 260.6 359
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Table 27: Weighted Responses for Not-On-Demand Paid Switching to On-Demand Music Streaming Services and Sirius XM

Unweighted Age-gender-region weighted Rake-weighted

Price Cancel to
On-Demand

to
Sirius XM

Cancel and Switch Cancel and Switch
Cancel

Cancel and Switch
to

On-Demand

Cancel and Switch
to

Sirius XM

Cancel and Switch
Cancel to

On-Demand

Cancel and Switch
to

Sirius XM

5 3.49 22

5 3.99 18

5 4.49 42

5 4.99 21

5 5.49 50

5 5.99 21

5 6.49 35

6

6

16

14

16
6
16

9

4

10

3

7

5

11

23.1
18.4
43.6
21.8
49.8
21.4
36.4

6.3
6.9

16.1
14.8
14.9
6.8

16.7

9.5
3.1

10.6
2.7

7.4
4.8
11.7

22.9
18.4
43.0

21.5
51.5
21.6
35.9

6.3
6.0
16.6
14.4
16. 7

6.1
16.4

9.4
4.3
10.1

3.0
7.3
5.1

11.4

Table 28: Weighted Responses for On-Demand/Not-On-Demand Free Subscribers

Unweighted Age-gender-region weighted Rake-weighted

Percent
Discount

Number of
Respondents

Continue with
Subscribe

Free
Number of

Subscribe
Respondents

Continue with
Free

Number of Continue with
Subscribe

Respondents Free

1036

2036

3056

501
347
322

154

25

11

285

268
257

524.5
365.2
340.6

159. 3

24.6
11.7

300.8
281.5
269.0

510.1
352.6
327.3

157.5 289.9
25.3 271.9
10.9 261.5
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Exhibits Sponsored by Ravi Dhar

Exhibit No.
SX Ex. 034

Description
[Redacted]

Designation*
Restricted

SX Ex. 035
SX Ex. 036
SX Ex. 037
SX Ex. 038
SX Ex. 039

[Redacted]
[Redacted]
[Redacted]
[Redacted]
[Redacted]

Restricted
Restricted
Restricted
Restricted
Restricted

*Exhibits designated Restricted are omitted from this pub! ic version in their entirety.
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Attachment C



Attachment C is restricted in its entirety

and is therefore omitted from this public version.


