HDTV and 3D TV 2011

A survey of 1,302 households throughout the U.S.

Ninth Annual Study

Ownership of high definition (HD) television sets has grown significantly
over the past few years, and HDTV sets are now in over two-thirds of all
households in the US. This study tracks findings from previous years to
better understand how HD sets and programming have evolved over time;
where HDTV stands today; and how the markets for HDTV and 3D TV may progress in the future.

Consumer data discussed in this report are based on a telephone survey of 1,302 adults, age 18+ from
throughout the United States distributed and weighted to best reflect the demographic and geographic makeup
of the U.S.
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This study can be purchased individually or as part of a Strategic
Advisory Service.

For more information on this and our other research programs, visit us
on the web at www.LeichtmanResearch.com or contact us at (603) 397-
5400 or via email at Info@LeichtmanResearch.com.
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