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THE Burson-Marsteller, The Aspen Institute and TIME surveyed 3,000 adult Americans to
understand the size and composition of the On-Demand Economy in the United States
0 N D EMAN D and to provide insights into trends surrounding the On-Demand Economy and its partici-
- pants (both workers and users). The research was conducted online by Penn Schoen

ECONOMY SU RVEY Berland from November 16-25, 2015. The margin of error for the total general population
sample is £1.79%.

BURSON-MARSTELLER
THE ASPEN INSTITUTE For more information, see burson-marsteller.com/OnDemand
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About Burson-Marsteller
Burson-Marsteller is a leading global strategic communications and public relations firm, operating in 110 countries

across six continents with 73 offices and 85 affiliate offices. Burson-Marsteller is a part of Young & Rubicam Group, a
Burson-Marsteller  subsidiary of WPP. burson-marsteller.com.

THE ASPE&\ISTITUTE About The Aspen Institute
The Future of Work Initiative at the Aspen Institute is a year-long nonpartisan effort to identify concrete

FUTURE OF ways to strengthen the social contract in the midst of sweeping changes in the 21st-century workplace
and workforce. As part of the effort, the Initiative will focus on how best to advance and protect the

WO I{ I( economic interests of Americans in the rapidly growing on-demand economy.
aspeninstitute.org/policy-work/future-of-work
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About Time Inc.

Time Inc. (NYSE:TIME) is one of the world's leading media companies, with a monthly global print audience

I IME of over 120 million and worldwide digital properties that attract more than 140 million visitors each month,
including over 60 websites. Our influential brands include People, Sports lllustrated, InStyle, Time, Real
Simple, and Southern Living, as well as more than 50 diverse titles in the United Kingdom.
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About Penn Schoen Berland

PENN Penn Schoen Berland (PSB), a member of Young & Rubicam Group and the WPP Group, is a global

research-based consultancy specializing in messaging and communications strategy for blue-chip corpo-
SCH 0 EN rate, political and entertainment clients. PSB’s operations include over 200 consultants and a sophisticat-
BERLAND ed in-house market research infrastructure with the capability to conduct work in more than 90 countries.

psbresearch.com. psbresearch.com.



