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About RealNetworks

Connect and Enjoy.

People are drawn to great entertainment and we make
it easier for consumers to enjoy the content they love
on the devices and platforms they choose. At
RealNetworks, we believe that everyone deserves to
enjoy the entertainment they crave — wherever and
whenever they want.

real Utilize the RealNetworks’ global audience of 44M and

allow consumers to share and experience your
products with innovative 360° sponsorship programs.

RealNetworks includes leading properties in music,
entertainment and games:

o0 < L e ARhapsody.com
N A GameHouse.com
AFilm.com
A RealPlayer

Source:
Nielsen NetView Dec 2010
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The Real Value

Committed to providing quality access to entertainment content,
RealNetworks’ properties are the destinations for consumers to Simplify,
Connect and Enjoy.

Broaden the scope of your campaign beyond traditional advertising programs
while reaching a global audience of 44 million consumers. In a competitive
publisher landscape, RealNetworks distinguishes itself with a unique suite of
key differentiators.

A Dedicated design resources
A Enhanced reporting and in-depth analytics
A In-house editorial staff

Source:
Nielsen NetView Dec 2010
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About Rhapsody

Unique Audience: 4.4M

Gender: 47%F/53%M

Age: 18-49 = 71%; 21-49 = 62% 25-54 = 60%
Rhapsody is the premiere digital music *HHI: Median = $61K

subscription service in the United States.
Combining a library of 11 million songs,
award-winning editorial, and a suite of
applications across the PC, Mac, Mobile and
home electronics spaces, Rhapsody gives its
users unlimited access to music, and

unlimited means to discover it. c R hopsod)/

As an advertising platform, Rhapsody offers
turnkey solutions across multi-platform
channels including integrated editorial, live
events and more.

Source:
comScore December 2010
*Nielsen @plan Rel4 2010 Rhapsody Original featuring Michelle Branch presented by Kotex
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Rhapsody Consumer Profile

Tapped into the latest mobile technology trends, Rhapsody users are tech savvy
the Rhapsody audience owns a smart music enthusiasts who have it
phone, an iPad, and an MP3 device. together. Out and about, they're

investing time and money to keep
current on their continually-evolving

They spend heavily on music and live events social scene.
and frequently attend live concerts.

Our listeners are twice as likely to have c R hOpSOdy

streamed a live concert online.

Seen as opinion leaders amongst their peers, our
audience is more likely to provide
frequent advice on music, websites,
electronics, bars and restaurants.

Source:
Nielsen @plan Rel4 2010, 101+ index
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Rhapsody Sponsorship Opportunities

From existing major music events and festivals to events
customized for your business, Rhapsody offers exclusive

content and live event opportunities.

Rhapsody TV

With programs such as Rock Star Guide to the Galaxy and

On the Record, Rhapsody TV delivers some of today’s

hottest acts with exclusive, behind-the-scenes video content

and insight not found anywhere else.

Rhapsody Editorial

Align your brand with our award-winning editorial team as
they add their voice to some of the hottest topics throughout

the year.

RealNetworks Confidential

Rhapsody Rocks O.A.R presented by Coors Light
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About GameHouse

Unique Audience: 5.3M

Gender: 62%F/38%M
Age: 18-49 = 58%; 21-49 = 52% 25-54 = 53%
*HHI: Median = $53K

gamehouse

GameHouse is a leading casual games
publisher across social, online and mobile
platforms with exciting advertising and
sponsorship programs in some of the most
popular devices and products including
Facebook, iPads, iPhones and Android
phones.

We will take your brand beyond the banner
by integrating your products into some of the
best titles on the market such as the Twilight
movie series, Collapse!, UNO, NCIS, the
A-Team and more.

RealNetworks Confidential

Source:
comScore December 2010
*Nielsen @plan Rel4 2010
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GameHouse Consumer Profile

Home is a primary focus for
GameHouse gamers — a majority
still have kids at home, entertain
there and make the grocery
decisions for the household.
GameHouse provides them a
place to unwind and take a break
from their daily responsibilities.

game

Marketplace masters, our gamers are the main
grocery decision makers and frequently

provide recommendations on household
products, beauty and fashion.

The majority of our audience has at least two
children at home.

Keeping in touch with friends and family is key. By
posting photos, links and playing social

games on multiple social networking profiles,
they are able to stay connected.

The GameHouse audience wants games on the
go and is more likely to download and play
games on their mobile devices.
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Source:
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