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A Quick Marketing Reference

A quick reference for population and marketing statistics,

expenditures, media efficiency benchmarks and
202006s exclusive medi a

Retail sales data, marketing communications and advertisi

/
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USA Bpulation

Global Population Projections (Millions)

~

i USA share of world population shrinking

REGION 1990 2000 2004 2010E
World Population 5278 6081 6347 6840
USA Population 249 281 293 310
USA % Increase -- 13.1 4.3 5.5
USA % World 4.7 4.6 4.6 4.4

Source: US. Census, ASU Seidman Research Institute, -2008

USA Population (Millions)

Census % Ch.
Data 1990 2000 2005 2010E +a

Total Population 249 282 295 310 24.1
Households 92 105 110 116 25.0
Families 65 72 77 81 24.6
Males 121 138 145 152 25.6
Females 128 144 150 157 22.7
Ageb6 19 20 20 21 10.5
Under 18 63 72 66 64 1.6

18+ 186 209 215 235 26.3
18-34 70 66 67 68 2)

3554 63 72 85 86 36.5
55+ 52 59 63 78 50.0
White* 200 229 237 245 225
Black 30 36 38 40 33.3
Asian/Islands 7 18 20 23 2285
Hispanic Origin 22 36 42 48 118.1
Northeast 51 54 56 57 11.8
Midwest. 60 65 67 67 11.6
South 85 103 110 115 35.3
West 53 66 69 72 35.8

Source: U.S. Census.  *Includes whites of Hispanic origin
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More Demoguzhics

Adult Demographics

TOTAL ADULT! MEN WOMEN

# US ADULTS (MM) 221.8 107.4 114.5
MARITAL SATUS
Single 24.0% 26.2 21.9
Married 56.6 59.5 53.9
Divorced/Sep. 194 14.3 24.3

HH INCOME
< $20K 13.0 9.9 15.9
20299K 9.5 8.7 10.2
$30 39.9K 9.0 8.8 9.3
$40K+ 68.5 72.4 64.6
$50K+ 59.9 63.7 58.4
$75K+ 40.9 43.9 38.0
EDUCATION
Did not Grad H.S. 13.2 14.0 12.5
U.S. Grad 324 324 32.3
Some College 20.9 19.9 21.8
College Grad+ 26.9 27.2 26.7
Source: SMB

2010 USA Household Statistics (Millions)

Number % US

Totd 117 100
TV Households 116 99
Multi Set HH 94 72
HD TV 47 41
Any Cable/DBS 104 90
Satellite TV 33 28
Digiital Cable 51 44
DVD Player 101 88
Broadband (P2+) - 64
DVR 37 32
Mobile Plone Users 13+ 223 -

HH w/PC 81 73
Internet Access at Home 80 72

Source: Nielsen, US Statistical Afastt
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Top 30 DMAs

T Geographic market areas vary widely in size and buying power

% TV Retall Buy
Rank DMA HH $/HH % Ch.  Power
1 New York 6.8 $32.8 17.7 7.8
2 Los Angeles 5.0 37.7 28.2 5.6
3 Chicago 3.1 27.8 16.8 35
4 Philadelphia 2.7 36.6 13.1 2.8
5 San. Fran/SJ 2.3 41.7 31.7 3.1
6 Boston 2.2 41.6 24.5 2.6
7 Dallas/FW 2.1 39.8 29.8 2.4
8 Washington DC 2.0 33.4 17.4 2.3
9 Atlanta 1.8 38.2 25.3 1.9
10 Detroit 1.8 39.9 22.8 1.9
11 Houston 1.7 36.2 28.9 2.0
12 Seattle/Tacoma 1.6 37.5 35.9 1.9
13 Tampa/St Pete 15 314 17.8 1.3
14 Minneapolis/ SP 15 43.6 28.7 1.7
15 Cleveland 1.4 33.9 18.8 1.3
16 Phoenix 14 39.5 30.0 15
17 Miami/FL 1.4 35.4 11.8 1.4
18 Denver 1.3 38.3 25.9 1.4
19 Sacramento 1.2 33.6 LS 1.2
20 Orlando 11 34.2 19.2 11
21 Pittsburgh 1.1 28.8 9.8 1.0
22 St Louis 11 33.3 17.8 1.0
23 Portland, O 1.0 39.5 24.9 1.0
24 Baltimore 1.0 33.2 21.0 1.0
25 Indianapolis 1.0 35.1 19.3 1.0
26 SanDiego 9 37.8 33.2 1.0
27 Hartford/NH .9 34.2 12.8 1.0
28 Charlotte 9 34.1 23.1 .8
29 Raleigh/Durham 9 32.9 20.3 .8
30 Nashville .8 35.4 30.97.8 .8

Source: TVB, Claritas, projecteeyBar growth in sales

Table eads:New York DMA is 6.8% of total US households, has an average $32,500
retail sales per household with a projected 17.7% growth rate and a Sales
Management Buying Power Index of 7 .Bigher than its 6.8 share of households



Retail Sales bfegment
(Trilions $)

-

Total 2010 Retail Sales up an estimated 6% (Census data)
Winners: Gas stations and non store retail

Losers: Furniture. Department stores, electronics & appliances,
general merchandise and eating & drinking places

—_—C =

2010E %Ch.

Total Retail Incl. Food Service $3,221 6.3
Motor Vehicle & Parts Dealers 573 9.2
Auto & Other Motor Vehicle 514 10
Furniture/Furnishings 67 2.3
Building Materials/Supply Dealers 217 4.4
Grocery Stores 436 2.3
Gas Stations 322 17.7
Sporting Goods/Hobby/@ks/Music 61 3.7
Department Stores 127 -0.7
Electronics & Appliances 72 3
Food & Beverage 436 2.3
Health & Personal 194 2.3
Clothing/Accessories 151 4.4
General Merchandise 432 3
Eating & Drinking 355 2.6
Non Store Retail 253 131

Source: US Census



Seasonalityof Retail Sales

% of BiMonthly Salesby Retail Category

CATEGORY | JF MA MJ JA SO ND
Bldg Supply 13 17 19 18 17 15
Clothing 12 16 16 16 16 22
Computer 18 17 16 14 17 18
Department 13 15 16 16 16 24
Drug 15 16 17 16 16 19
Eat/Drink 15 17 17 17 17 17
Furniture 15 16 16 17 17 19
Grocery 15 16 17 17 17 18
Appliances 15 16 18 17 17 19
Auto 16 18 18 18 16 15
Electronics 16 15 14 16 15 25
Sport Goods 13 16 16 18 15 21

Geography oRetail Sales

Category Development Index

Auto Eat/ Computer | Dept.
Dealers| Grocery | Drink Equip Stores
New York 79 117 106 109 74
Los Angeles 109 108 102 133 118
Chicago 85 94 113 172 134
Philadelphia 102 121 102 143 116
Dallas/FW 114 75 110 82 59
San Francisco 73 139 121 137 59
Atlanta 194 97 107 82 83
Boston 99 137 137 118 92
Houston 118 99 93 80 78
Phoenix 117 102 99 165 100
Detroit 103 80 74 74 90
Minneapolis 94 102 103 116 146
USA 100 100 100 100 100

Source: TVB/US Census
TableReads: Perapita sales at automotive & parts dealers in New York is below
average (79% of the national average),
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Advertising Expenditure Trends

(Billions of Dollars)

2000 2005 2009E

Broadcast Television 33,557 35,591 27,789
Network Broadcast TV 13,583 15,529 13,334
Network T\t Olympics 785 0 0
National Syndication 2,162 2,152 1,792
Local Broadcast TV 16,352 17,485 11,751
Location TV Political 676 424 912

Cable Television 12,176 18,665 20,149
National Cable TV 9,660 15,291 17,187
Local Cable TV 2,491 3,322 2,787
Local Cabl&V- Political 25 53 175

Radio 19,884 20,179 14,062

Network/Satellite Radio 1,065 1,161 1,091
Local Broadcast Radio 18,819 19,018 12,971

Digital/Online 8,068 12,556 22,844
National Digital/Online 5,657 3,807 5,578
Local Digital/Online 1,843 2,253 3,403
Direct Online Media 568 6,496 13,863

Paid Search 116 5,142 10,873
Internet Ydow Pages 91 601 1,368
Lead Generation 361 753 1,622

Newspapers 48,671 47,407 25,806
National Newspapers 2,165 1,527 912
Local Newspapers 46,506 45,880 24,894

Magazines 21,648 21,279 15,511

Directories 12,382 13,503 10,712

Direct Mail 16,585 20,567 19,176

Outdoor 5,235 6,301 6,075

Total w/Olyps & Political  $178,206 $196,048 $162]123
10

2010E
29,048
12,999
488
1,672
11,499

2,390
21,492
18,050

2,915

527
13,447

1,082

2,366
24,612

5,637

3,532
15,443
12,149

1,524

1,770
23,429

876
22,553
14,553
10,175
19,575

6,079

$162,409



MarCom Spending Trends

(Millions $)

% % Ch.

2008 2009 Total vs. 08

Advertising 246 254  32.7% 3%
Traditional Media 190 188 24.0% -1%
Product Placement 10 12 4.9% 20%
Online 21 27 10.5% 29%
Video Games 1 2 0.7% 100%
Movie Screen 1 1 0.4% 0%
Custom Publishing 23 24 9.5% 4%
Promotion 529 522 67.3% 1%
Direct Marketing 177 174 22.4% -1%
Trace Promo/Slotting Allow 167 162 20.9% -1%
Consumer Promo/Incentive: 140 141 18.2% >1%
Event Marketing 20 21 2.7% >1%
Other 21 19 2.5% -1%
Public Relations 4 5 0.6% 25%
Total MARCOM 775 776 100.0% >1%

/ On Integrated Marketings \

"Because th purpose of business is to create a customer, the
business enterprise has twand only twe-basic functions:
mar keting and innovation. fi Maf
results; all the rest are costs. Marketing is the distinguishing, uniqu
function of he business."

11%

K i Peter Drucker j
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AdvertisingSales Ratios
Selected Sectors

Ad-Sales Ratio] % Ad Growth | % Sales Growth

Consumer Prod. 7.4 10.4 8.8
Health Care 3.1 5.9 7.7
Retail 1.7 3.9 4.7
Financial Svs 1.3 1.8 .6
Transport/Travel 1.9 5.7 4.4
Services* 2.9 3.5 8.0
Wholesale 4 3.9 9.2

Avg. Sector 2.0 2.7 55

Source: Advertising Age/Schoenfeld Estimates

Example of Using A/S Ratios

The advertising/sales ratio is the advertising expenditure as a
percentage of total sales.

As seen in thelzove table, &erage A/S ratios vary significantly by
Market sector. They also vary by company depending on its
financial situation angbhilosophyof advertising.

To calculate a budget using an A/S ratio, multiply sales dollars
times the A/S ratio as showelow:

Sales $100,000,000
A/S Ratio x .074
ResultingBudget $7,400,000
,2dz YIe sAaK (2 O2YLI NB @&2dzQNB

competitors.To calculate an A/S ratio, divide budget by sales as
shown below:

Budget $7,400,000
Sales $100,000,000
A/S Ratio .074

12



Number of Media Outlets

Medium Number of Outlets | Source
Television Stations 1363 TVB
VHF 578
UHF 775
Cable Networks 535 CAB/Media Post
National 81
Regional News 27
Regimal Sports 13
Magazines 19,419 Directory of Mags.
Consumer 6734
Business 12,685
Newspapers 8974
Morning 850
Evening 570
Sunday 850
Weekly 6704
Outdoor Locations 406,000 Ent/Media/Adv. Bk.
30 Sheet Locatian 210,000
8 Sheet Locations 140,000
Bulletin Locations 56,000
Radio Stations 10,754 RAB
Country 2088
News/Talk 1375
Oldies 684
Adult Contemporary 625
Hispanic 789
Websites 182,000,000 Netcraft

13




2011 Meda Market Outlook

2011 Media Market Outlook

Media costs in 2011 will be driven by supply and demand

If the economy improves, causing budget increases, prices would
likely rise and vice versa.

At this time, we do not believe that the economic indicators
support significantly higher demand, although some industry
segments like automotive may try to play catch up.

Assumptions

X

Prior to 2009, manyyears of positive economic perfmance
fueled increasedadwertising expenditures angdrice increases
Assume sloveconomic growthand high unemploymenuill
continue in 201while unemployment remains high

Business faces uncertainty on taxes, the impact of health care
legislation and Cap & Trade, and appear to be reluctant to hire.
Inflation will likely remain verylv

Medla Supply & Demand

Media costs in 2011, as alwaysllwe a function of supply &
demand and will vary by medium.

Demand is measured by increases or decreases in total advertising
budgets

Tin 2010, spending was up 4%, according to one reseatobér

all agree on the numbers) vs. 2009, buoyed by the Olympics and
the $3 billion spent on mid term elections; neither of these factors
will affect demand in 2011.

There are at least two camps: the meggency camp is predicting

a strong 2011, based ondreased spending in 2010 and positive
signals from their clients

The other camp is sidfitantly more pessimistic, offering

spending forecasts ranging frodecreases to less than a 2%
increase.

Demand is also adversely affected by the huge diversions of
budgets from traditional to marketing services media (Jack Myers)

14



Media Efficiency Benchmarks

CPM Comparison

Medium Men Women

Network Television :30

Early Morning $19.50 $12.50

M-F Daytime - 8.50

Early News 14.50 11.50

Prime Time 30.00 25.00

Late Night 25.00 22.00
Spot TV

Daytime -- $8.75

Early Fringe 12.00 10.00

Late Fringe 15.00 13.00
Cable Network :30

Prime Time (avg.) $20.00 $16.00
Radio

Network :3 22.00 21.00

Spot :60 12.00 12.75
Magazines (P4C)

aSyaaqQ $30.00 --

Newsweeklies 21.00 --

Mass 19.00 12.00

22YSyQa Ct -- 17.00

22yYSyQa {S -- 15.00
Newspapers (1/4 page) $65.00 $75.00
Outdoor (30 sheet) $4.00 $450
Internet $3.50* $3.50*
(Banner/Display)

F.FASR 2y d&aAyidSNDa efbsed téibdrd SINE

GKS2NBGAO t ¢

Source: 2020 estimates. Data shown as general benchmarks; actual CPMgy witipending

on specific mediaehicles

15



2
Television

The Television Marketplace in 2011

A synthesized media planning reference for network, spot, and gable
television for the 2022011 broadcast year. Data on audiences,

costs research alerts, with historical CPM benchmarks are included
al ong ws exdhsive T/ 2n@rket outlook for 2Q.

16



Advantages

98% reach potential, including upscale demographics

X

X X X X

Exposure frequency opportunity

Television

Sight/Sound/Motion and intrusiveness can increase message impact
High geographic flexibility (tianal, regional, DMA, cable systems)

Further targeting flexibility via selection of dayparts, programs, markets

Disadvantages
High cost to achieve effective reach/frequency

—( = = = —C

-

Less targetable than some other media, e.g., magazines, radio, internet
High cldter & competitive activity

Declining effectiveness and commercial audiences
Increased commercial zapping with growth of DVR penetration
Production and talent costs can be very high

TV Universe
TV HH % % % %HD
(MM) Cable ADS DWR Capable
2010 116 90 31 34 46
2000 101 69 11 NA NA
1990 92 56 - NA NA
% Ch. +26 25 +181 +++ NA
Source: Nielsen, TVB
TV ExpendituregBillions)

Network Spot Local Syndicated Cable
201CE $15.5 $11.5 NA $1.7 $21.5
1990 10 8 8 1 3

% Ch. +55 +44 NA +170 +617
Sour@: LNA, Magna Global, 2020 estimates
TV Reach Potentla

Reached Yesterday Adults A2554 HH $50K+

2010 90% 88% 8%
Avg. Hours Spent 4.4 45.1 3.8
2008 90% 90% 94%
Avg. Hours Spent 4.4 4.1 3.8

Source: Nielsen Media Research/T2@.0




TV Usage Trends

Persons Using Television (PUT)
1 The following table shows the average percentage of households
or persons with TV setsn by month.

I Demonstrateseasonality oprimetime viewing by month as well
as differences ohousehold vs. TV usage by age group

I Istelevision viewing in decline? HUTS/PUTS stable since 2001

Average Prime Time Viewing Levels by Month

HH
Month Households A 1834 A2554 A55+ Index
September 58% 30% 37% 51 99
October 60 32 39 52 103
November 61 32 40 53 103
December 59 31 39 53 101
January 62 32 41 55 101
February 62 33 41 56 105
March 59 30 38 52 103
April 58 29 37 51 101
May 57 29 36 50 98
June 55 27 35 48 94
July 54 26 33 47 91
August 55 28 34 48 94
12-Mo. Avg 59 30 38 52 100

Source: Nielsen

Primetime HUT/PUT Treds
HUTS/PUTS by Age

HH Al1834 A2554 AS5+
2001 59.1 31.6 39.4 51.1
2003 59.4 30.7 39.1 51.6
2005 60.0 31.1 39.5 51.7
2007 58.9 31.1 38.0 50.5
2008 59.5 31.4 38.7 51.6
2009 58.6 30.4 37.9 51.5

Source: Nielsen
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Television Rating Benchmarks

All Time Highest Rated Programs

Program HH Rating Share %
M*A*S*H (Final2/28/83) 60.2 77
Dallas (11/21/80) 53.3 76
Fugitive (Final 8/27/67) 49.9 72
Gone with the Wind 47.5 70
Bob Hope (1/15/70) 46.6 64
2010 SupeBowl 46.4 68
ABC Theatre (11/23/83) 46.0 62
Roots Mini Series 45.6 varied
Cheers Final (5/20/93) 45.5 64
Ed Sullivan/Beatles 45.3 60
Beverly Hillbillies (1/8/64) 44.0 65.0
Bob Hope 1/14/71) 43.0 61
Academy Awardg4/7/70) 43.4 78
Thorn kirds (3/29/83) 43.2 62
Movie/Airport (11/11/73) 42.3 63

Selected PrimdRatings, 2009/201@eaon

Program HH Rating A2554 Rating
Super Bowl 45.1 40.6
NFC Championship 30.7 23.8
Academy Awads 23.7 15.5
NFL Playoff #2 18.1 13.1
Winter Olympics (Opa Ceem.) 17.8 11.3
AFC Division Playoff 17.0 '12.5
Grammy Awards 14.8 11.0
World Series #4 (Fox) 13.5 8.4
American Idol (Wed) 13.2 8.4
NCIS 11.4 5.6
CMA Awards 10.5 6.3
The Mentalist 10.5 5.4
Dancing w/Stars 10.4 5.0
Golden Globe Awards 9.9 6.5
Undercover Boss 9.8 7.3
Csl 9.7 5.2
NCIS:LA 9.7 4.8
NFL Regular Season 9.1 6.2
Despeate Housewives 8.8 5.8

19



2009/2010 Season Top Syndicated Programs

Program HHRating A 2554 Rating
Wheel of Fortune 5.7 1.8
Jeopardy 4.9 1.7
Two & Half Men 4.3 2.6
Judge Judy 4.2 1.7
Entertainment Tonight 3.5 1.6
CSIENY 3.1 1.4
Family Guy 3/1 1.9
Oprah 3.1 1.3
Everybody Loves Raymond 3.0 1.7
Law & Order 3.0 1.3

2009/20010 Seasor Top Cable Programs

Program HHRating A 2554 Rating
WWE Entertainmet 3.2 NA
Burn Notice 2.8 NA
NCIS 25 NA
Psych 2.4 NA
White Collar 2.4 NA
h ¢ w Fok Kletvs Network) 2.2 NA
Secret Life/Teens 1.9 NA
I-Carly 1.8 NA
Penguins of Madagascar 1.8 NA
Sponge Bob 2.4 NA

2009/2010 Season Evening News

Program HH Ratiny A2554 Rating
ABC World News 5.1 1.7
CBS Evening News 3.9 1.4
NBC Nightly News 5.7 2.1
CN\N 4 A
Fox News 15 .5
HLN A4 A
MSNBC 5 2

fiEvery ime you thinktelevisionhas hit its lowest ebb, a negrogram
comes along to make you wonder where you thought the ebhbowas.

--Art Buchwald
20
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Television CPM Homes Trends

I The following table shows CPM trends for network and spot
television by daypart.

I As forecast in the 2010 Thumbnail Media Planner, prices
measured by CPM, generally f@ll2010 vs. 2009 ademand
dropped due to budget cutbacks

I Network & spot primetime CPMs ta increased about 5% per
year, whileM-F daytime CPMisave increased abow% per year.

I Advertisers pay a premium for geographic targeting; Spot

television CPMs have risen slightly faster than network CPMs

CPM Trends by Daypart

1990 2000 2004 2007 2008 2009 2010E

Network

Prime $9.74 $13.42 $19.85 $22.87 $2622 $22.72 19.74
Index 100 138 204 235 269 233 202
M-F Day  2.46 4.35 4.59 6.47 6.53 7.51 6.50
Index 100 177 187 263 265 305 265
E. News 5.41 5.89 5.85 7.37 8.17 7.21 6.53
Index 100 109 108 136 151 133 121
Late 6.97 9.15 10.87 10.83 11.46 9.45 9.13
Index 100 131 156 155 164 136 131
Spot

Prime $11.56 $24.55 $27.27 $34.12 $2767 $30.33 $26.76
Index 100 207 234 295 239 262 231
M-F Day  4.07 6.34 5.54 6.66 6.22 7.66 7.35
Index 100 156 136 164 149 188 180
E. News 573 1135 1035 1135 996 11.11 9.14
Index 100 198 181 198 174 194 160
Late Eve  6.27 1153 10.00 12.33 10.35 12.09 10.25
Index 100 184 159 197 165 193 163

Source: TVB/Nielsen Media Research, February each year

What causes CPMs to
go up and down?
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20102011 Television Season
Ratings, Unit Prices & CR&r 25 Programs

A2554  Cost/:30
Program Network  Rating (000) CPP
1 Idol FOX 12.0 $400.0 $33,333
2 Sunday Nite éotball NBC 8.2 415.0 $50,609
3 Dancing w/Stars ABC 6.0 204.8 34,130
4 Glee FOX 5.1 272.7 53,470
5 Two & Half Men CBS 5.9 206.7 35.030
6 NCIS CBS 5.5 150.7 27,400
7 Big Bang Theory CBS 5.5 195.1 35,470
8 Modern Family ABC 5.4 193.6 35,850
9 DancingResults ABC 5.1 167.8 32,900
10 Undercover Boss CBS 4.7 152.8 32.500
11  Desperate Houseiwes ABC 4.9 210.1 42,860
12 DNBeQa !yl ABC 5.3 222.1 41,900
13 NCIS.LA CBS 4.8 154.7 32,230
14  Criminal Minds CBS 4.8 128.5 26,800
15 Hawaii 50 CBS 4.7 1339 28.500
16  Survivor CBS 4.9 153.6 31.350
17  Mike & Molly CBS 4.9 189.2 38,600
18 Amazing Race CBS 4.4 114.6 26,050
19 126 L aSidx CBS 44 141.8 35.300
20 House FOX 4.3 226.2 52,600
21  Mentalist CBS 4.3 156.1 36,300
22 Csl CBS 4.2 147.7 25,170
23 Castle ABC 8.5 134.2 38,300
24 Lie to Me FOX 2.0 100.8 50,400
24 60 Minutes CBS 9.0 98.1 10,890
25 College Football ABC 3.5 92.2 26,340

Source: Advertising Age, TVB, 2020 Estimates

2010/2011 Television Season
What is the best buw this list ofprograms?

What is the worst buy?

How can you téP

22



Forecasting Future Ratings

The Formula

I When buyingime in broadcast or cable medithe buyermust
speculateon the size and characteristics @fture advertising
audiences

I Similar to a stock market analyst projecting the future
performance of individual stocks.

I The formula for projecting future ratings is:

Rating = Share x HUTS or PUTS

I Rating is the percentage of a universe (e.g., USA households or a
demographic group)A 10household rating means that 10% of
the homes were tuned to a program at the average time.
T {KINBX Aa SIOK LINPINIYQa LISNOSyi
onemillion households are watching television and 100,000 are
g GOKAY 3 t N2 3INI Y10% fL00j00F0/4,900,00004 & K

Steps to Forecastg Future Ratings
1 ¢ Determine the HUTS/PUTS for the day and time period from historical
viewing levels (Nielsen Media Research)

2 ¢ Estimate the share of audience you believe a program should get,
considemg its historical share trends and competitive programs in the
time period.

3 ¢ Multiply the estimated share times HUTS/PUTS = Rating
4 ¢ Rating x universe = number of viewers

5 ¢ Viewers x demographic percentages = number of viewers by
demographic grop

Example
20 % Share X 50% HUTS = 10 Rating X 116 million homes = 11.6 million
homes X number of demographic viewers/set = audience reached



New Television Research

Thereare several recent and important studies on television audience
measurement which aeertisers and buyers should be aware of.

Nielsen Commercial Audiendgatings(C3)

T ' ROSNIAASNE KIFI@S f2y3 0SSy 02yO0
provide measurement of audiences to programs, tdatnot
measure commercial audience (exposure to commesgial

I Nielsen began offering commercial ratings (C3) in October 2007.
C3 ratings are supposed to better measure how many sets are
tuned at the time a commercial airs, including live audience and
DVR replays.

I For example, if a program averaged a 3.5 C3 ratirgrating
reflects a measurement of viewing at the time the commercial
airs within a program whether seen live or replayed on a DVR
within three days of air.

I Initial findings were that C3 ratings were only about 3% less than
the traditional average mingt ratings.

I However, some research indicates that®80% of commercials
are fast forwarded upon replay. As DVR penetration continues to
increase, this will further decrease commercial exposure.

Beyond CPMs and CPP to Ad Exposure

i We strongly support NielseQa STFF2NIlia (G2 YSI ad
audience.The whole point is to expose consumers to a
commercial, not just a prograntowever, the question of
commercial exposure goes beyond audience fall off during breaks
or DVR playbacks and commercial zapping.
I Manyother factors affect whether consumers will be exposed to a
commercial: viewer attention levels, viewer involvement,
commercial positioning in a pod, presence of competitive
commercials, and so on.
I Some planners use attention levels from syndicated redetoc
adjust audience forecasts and compare audience delivery on an
FGGSyaAz2y T R2dzaiGSR o0lairad {aw. Q
variation in viewer attention bgaypart,program type andy
individual program. For example:
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% Fully Attentive

NBC Todaghow 13%
Young & Restless 54
CBS Evening News 37
CBS Survivor 67
Csl 71
CBS 60 Minutes 43

Set Top Box DatéSTB)

There is annitiative gettingunderway, involving several
industrygroupsto harness television set topathin orderto

provide more detailedand accurate audiendaformation.

As television habecome digital and viewinggcatters to

devices ranging from computer screens to cell phones,

old forms of measurementdve had difficulty keeping up.

Data fromthe millions of setop boxes promises to provide

more accurate and granular information about TV viewing.

Most agree that much work still needs to be done bef&EB data
could be considered a viable alternative to the current TV ratings
system.

Seveal companies are either investigating STB data products,

or are already providing data to clients, including Rentrak, Kantar,
TNS TIVO, and Nielsen.

Proponents oSTB data likehe largesample sizes which

Are significantly larger than current natial andlocal samples and
could provide accurate data for smaller geographic areas as well
as purchasing and demographic groups.

Out of Home Viewing

Arbitron TelevisiofARB)s using theiPortable People Meter
(PPM system to measure out of homaewing in restaurants and
bars.

Of interest to media buyers and sellers alike is tinat t
workplace, airportsand viewing irother peoples/ homes, will
increase the size of the measured TV audience.

25



Network TV

Availabilities

T Major over the air etworks: ABC, CBS, NBC, Fox, KaWT

(formerly WB and UPN), Univision (Spanish), Telemundo (Spanish)
Plus syndicated networks

:30 commerciat, basic unit of sale/longer and shorter spots
available

All dayparts (early AM, daytime, early evening, primetigte.)
Programming which targets diverse target groups

—_—C = —_—C —C

Network Coverage

# HH Weekly HH

Network Language| Affiliates | Coverage Reach
ABC English 226 97% 71%
CBS English 215 97 75
NBC English 229 97 72

Fox English 223 96 70

CwW English 204 94 41
MNT English 162 89 32
Univision Spanish 46 50 NA
Telemundo Spanish 46 45 NA

Broadcast Network vs. Cabkeudiences

HH Rating Share
Broadcast Networks 26.9 38.5%
Independents 1.0 1.4
Ad Supported Cable 35.1 50.3
Public 1.2 1.8
Pay Cable 3.0 4.4

Commecial Mix(TVB)

:10s/:15s :30s :60s+

2000 33% 59% 8%

2008 41 51 8




Network Market Outlook

I Depending on whose numbers one looks at, network TV revenues
G Pmo O0AffAZ2YI KIFI@SyQi OKIFy3SR
i 2011 is also estimated at about $13 billion perhaps onldokne
side.
I Heavy competition within the insurance, auto, telecom sectors
could drive demand up for broadcast and cable network TV
audiences, provided that they deliver good programming this
season.
I Interestingly, the 2012011 upfront market was extremely
strong, reportedly registering 20% CPM increases (which makes
no sense to us), followed by a strong scatter market
I Positive factors for network have included increased spending
from companies like Ford.
I Some believe television viewing is buoyed by the econAs the
economy limps along, people have less discretionary spending
and stay home to watch TV
i HnuHnQa /tt SadAayldaSa
assumes selecting cost efficient programs.

&adzyS | a

2011Network TV Cost Estimatgs30 HH CPP)

Daypart 24" Qtrs 153" Qtrs Avg. A2554
Prime $22,500 $19,500 $36,500
Early News 10,500 9,200 21,600
Late Night 18,000 15,600 28,000
M-F Daytime 6500 5950 10,900
Syndi. Prime 19,000 17,500 29,000

Source: 2020 Estimates
Table Reads: The prie time cost per HHating point in the 2° or 4" quarter is projected at

$22,500.

2011 Cost Estimates (Avg. Cost/:30)

Daypart HHRating CPP Cost/:30
Prime 6.0 20.750 $124,500
Early News 4.0 9.000 36,000
Late Night 3.0 17,500 52,500
M-F Daytime 2.0 6200 12,400
Sports 2.5 18,000 45,000

Source: 2020 Estimates
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SpotTelevision

Availabilities

Can buy spots on local TV stations in 211 DMAs

Over 1300 network affiliates, independent stations, as well as
local cable systems

Programming may be network, locafiyoduced or syndicated
Spots may run between programs rather than in program

Commercial MiXTVB)

:10s/:15s :30s :60s+
2000 13% 81% 6%
2008 16 77 7

Spot Television Dayparts

Daypart Time Typical Programming
Early AM 6-9A Kids, info

Morning 9A12P News, talk, court
Afternoon 12R4P Soaps, game shows
Early fringe 4P6P Game shows, news

Early news 6P-7P Local & network news
Prime access 7P-8P SitComs, game shows
Prime time 8-11P Entertainment

Late News 11-11:30P Local News

Late Fringe 11:30R 1A Talk, Comedy, Syndication

2011 Market Outlook

I For spot television2011will offer no speciabr incremental
revenue opportunities such ake Olympicsor elections (majority
of $3 billion spendin 2010was in spot television)

-_

Demand on a lcad market basis will be very much tied to the sales

performance of auto dealers and other retail sales.

I Following a stronger auto market in 2010, dealers will spend on a

per unit sold basis, so increased car sales are agueisite to
increased ad dolls.
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2011:

We forecast a moderate 7.5% decrease in spot TV spending in
2011 which shold drive prices down for competemiegotiators.
Retailers will spend more if businesssirong, but will likely not
spend more if the economic outlook and sales do not improve.
bSGy { LG ¢+ gAfft oS | 0dz2SNRa

30 Cost ProjectiongQume A2554 TRPS)

Use the following data to forecast cost of a spot TV schedule.
Calculate the cost per 1% of U.S. and project it out to the
percentage of households/sales you want to reach.

Early
DMAs % US TV Hi  Prime News Late | M-F Day
Top 10 32.8 $20,000 $8,850 $8,950 $5950
Top 20 46.9 26,800 12,400 | 11,600 7,650
Top 30 56.4 29,200 14,500 14,00 9,100
Top 40 63.5 31,600 16,000 | 15,350 | 10,050
Top 50 69.3 33,000 16,900 | 17,670 | 11,600
Top 60 74.2 34,400 18,150 19,050 12,400
Top 70 78.0 36,000 19,050 | 19,500 | 12,650
Top 80 81.4 37,200 19,500 | 19,800 | 12,800
Top 90 84.3 38,100 20,300 | 19,900 | 13,000
Top 100 87.1 39,100 20,500 | 20,000 | 13,300

Source: Industry sources and 2020 estimates

Cost per :30 Spot

The actual cost per :30 spot in a market will vanyntarket,

daypart, station, program, timing, and supply & demand
conditions.

As an example, if you bought a spot in each of the top 10 markets,
the average cost per spot might approximate:

Avg HH HH
Top 10 DMAs Rating CPP Cost/:30
Prime 5.0 $20,000 $100,000
Daytime 2.0 5050 11,900
Early news 4.0 8850 35,400
Late Night 4.0 8950 35,800
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Cable Televisio

Availabilities

1 80+ ad supported cable networks

1 10,000+ individual cable systems

Local cable interconnects (networks of local cable systems)
Loca cable systems to cover communities

Network reruns& increasinghoriginal programming

—_—C —C —C

Ad Sujported Cable Overview

Cable Audience Situation 2009
TotalCable T\Household Penetration 90%
Ad Supported Network Penetration 69%
Share of HH ¥ivingc total day 45
Share of HH Viewingprime time 48
Weekly TV HH Reach 82%

Source: TVB, CAB

Cable TV Reach Potential

I Inthe average week, cable television (all channels) reaches an
estimated 84% of all TV households vs. 94% for traditional
broadast networks.

I Many believe thatCable TV canow deliversufficientlyhigh reach
that it could be considered as an alternative to broadcast

I DA@GSYy OlFoftSQa Oz2ai STFFAOASyOe
cable plan may provide reach comparable to broast

CableWeekly Reach (HH
ABC/CBS/NBC 94%
All Cable Channels 84
TBS 37
TNT 36
USA 38
ESPN 36
FOXNews Channel 30
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Broadcast vs. Cable Cumes

MYTH: Cable reach is too limited to use as a primary medium
TRUTH: Can achieve comparable readirdadcast or cable.

Target Broadcast Cume Cable Cume
Adults 1834 54% 58%
Adults 1849 60 64
Adults 2554 85 68
Teens 1217 43 62
Children 611 36 63

Source: TVB, CAB, 2020 estimates

SelectedCable Networlks- Audience Composition

% % 18 | 25 | 35 | Med
Network Descriptin Men | Women 34 54 64 $$
A&E Movies, Dama,Bibliog. 47 53 36 57 60 $60
BET Black Entertainment 48 52 53 57 41 46
BRAVO Entertainment 40 60 32 60 55 59
CNBC Business/Finance 54 46 24 56 49 73
CNN 24 Hour News 51 49 22 53 56 69
COMEDY Original comedy 59 41 46 62 49 69
DISNEY Family 37 63 41 63 38 60
ESPN Sports 72 28 32 57 53 73
FOOD NET | Food/Cook/Lifestyle 36 64 30 59 59 69
FOX BIZ Business/Finance 80 20 32 58 52 78
FNC Fox News Channel 51 49 20 53 58 68
FX Movies, OriginaProgs. 56 44 44 63 50 67
GOLF CH. Live Golf, Instruction 77 23 19 46 54 87
HALLMARK]| Orig. Movies/Specials 33 67 14 45 59 53
HISTORY History 62 38 28 56 57 69
HGTV Home & Garden TV 35 65 23 63 64 78
HLN Headline News 55 45 15 58 64 69
HSN Home Shopimg Net. 27 73 20 | 54 | 62 70
LIF [ATSGAYSk22 27 73 27 | 56 | 57 56
MSNBC News & Talk 52 48 23 58 60 72
MTV Music/Pop Culture 49 51 66 59 33 61
NAT GEO | Exploration/Culture 59 41 26 58 58 70
NICK NITE | Comedy/Family 39 61 44 71 50 56
NICHELOD.| / KA f Pid@ame & 42 58 45 | 66 | 50 61
OXYGEN Personalities 26 74 34 61 56 59
QVvC Shopping Network 23 77 13 47 63 61
SPEED Motor Sports 78 22 33 62 58 51
SPIKE TV | Variety of Prog./Men 70 30 43 62 51 62
SYFY Science Fiction 60 40 30 62 45 61
TBS Gen. Entertain/Mvies 51 49 37 62 53 67
TNT Drama/Entertain 52 48 31 58 55 65
USA Original Movies/Drama 51 49 33 59 55 65
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RecentCable TV Research

How People Use Television

I SRI/Knowledge Network study conducted for CAB found that
GGSt SOA AR 2 Y hekeds ndiihéeréhZekertvehgssh € ¢
advantage for broadcast television in terms of recall and other
traditional measures. Hencehe One TV Worldnoniker.

I Study found that viewers search for what to watch without regard
to origin, whether a broadcast or ciboutlet.

I Many cable channels have loyal viewers, just like TV networks or
channels do.

I Cable channels can achieve high raaelven without the
inclusion of broadcast.

I Is broadcast more effective than cable? Studies of viewer

attention to programs find thiacable is as effective as broadcast

and other studies find no correlation between rating size and

commercial recall.
Source:2020 estimates, CAB, varistiglies

Unaided Recall Study

Nielsen conducted a study of commercial recall in cable vs.
broadcast pogramming

No difference in recall was found

Channel surfing during breaks is comparable

Commercial recall is affected by length of commercial pod and
position within the pod (as was found with broadcast).

—_—C —C - -

Cable Market Outlook

I Continuing previous trendsdarevenues in cable television have
surpassedevenues in broadcast network TV by a wide margin.

I Cable revenues are forecast at $20+ billion vs. $13 billion on the
traditional broadcast networks.

I Cable is increasing its shareté TVmarket vs. broadcast
television for a variety of reasons including the following.

I Intimes of increased concerns about cost efficiency and getting
GKS Y2ad aoly3a F2N GKS 06dz01z¢ O

T /ofS GFENRSGA Ylye FdzRASyOSa (K
nature, fnance, news and politics, and so on.
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I Inorder to attract larger, quality audiences, cable programming

has improved dramatically, including a lot of original
programming.

I Cable is at the forefront of new addressability targeting

methodologies while bioadcast is stuck with their old low tech
distribution model.

I We estimate an averadge? increase in cable TV prices as the

industry attempts to close the gap with broadcast network
pricing.

2011 Cable T80 Cost Projections

I The cost of commercial spots cable TV vary widely, from as
little as $2,000 or less to nearly $1 million for a major
special/sports event

premium channels; spots on the higher rated
TNT and ESPN channels may cost §2#%000 per :30,
depending on audience size.

i In general, cable spots will cost $3685000 + and $10,000+ on

I Itis a mistake to measure cable TV ad costs by the cost per spot

ratherthan the cost per point (CPP) paid based on the total
market (Beware: cable networks often report ratings based on
their coverage areas rather than totaBJdwhich means that a
spot with a 1 rating in 50% of the country really has a .5 total US
rating).

T Cc2tft26Ay3a INB HAHNQA&
points on the larger networks/channels.

LINE2SOlA2Y

Estimated 2011Prime Time :30 CPR, Major Nets

2" 4" Qtrs 153" Qtrs
HH CPP $19,500 $17,500
A2554 CPP 29,000 26,250

Cable TelevisiorPricing

As demand has increasedtiable TVcost

efficienciesare closing the gapit

h

broadcastelevisionefficiencies (CPM/CPP)
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Radio

Radio Outlook in 2011

A synthesized planning guide for network and spot
radio for 2011. Data on audiences, costs,
& research are included along with our exclusiv
\ 2011 market forecast and projected costs /
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Advantages

Radio

1 Demographic targeting by radio format

T . dAfR KAIK FNBIljdzsSyoe
Lower CPMs and out of pocket costs
Reach impulse buyers out of home

—_—C —C
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Disadvantages

—_—C —C —C

news/talk and sports)

gAUK |

2y h & WérchandisBy dpportubie® Y 2

I Audience fragmentatiog over 10,000 stationdividing up the
available listening audience.

Results in small ratings for most stations
Acquiring significant reach may require use of many stations
Low attentionlevels, especially for music formats (higher for

I Lack of visuals restriccommunication and use of sensory

appeals.
T Smaller coverage areas vs. television, requires more stations to
cover a DMA
I wkRA2Q& RIAf& NDBdeChirtbeldowd o0 S
Radio Expenditures
Network National Spot Local Spot
2010E 1.1 NA 12.3
1992 A4 15 6.9
% Ch. +670 NA +44

Source: RAB/CM

O0Reached Yesterda&yby Radio

T Nielsen reports lowepercentage of people listening toadio
48 SalSNRI & o¢

Year Adults Adults 25F54 HH$ 50+
2008 73% 82% 81%
2010 61 67 62

Source: Nielsen, TVB
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Market Outlook

I  Forecasts of radio volume in 2011 vary from no growth to 4%
growth. Since there will be no election spending in 2011, we
predict that the radio marketrd prices will be relatively flat vs.
2010.

In a recessionary economy and compared to television, some
0StASPS NI RA2Qa af2¢g LINROS&aé | N
Since 80% of radio spending is local, the radio business in 2011

will be driven by changes in retail sales autiomotive sales in
particular. (As mentioned previously, auto dealers determine
budgets primarily on a per unit sold basis).

I For many national advertisers, the concern continues as to how
cost effective radio is due to low listener attention levels and
huge commercial clutter.

| 2020hdziif 221Y 0dz22SNEQ YINJ] Sl
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AudienceCompositionby Format

Format P12+ M 2554 W2554 P65+
A/C 14.0 10.3 21.2 10.9
Alternative 3.4 4.6 3.2 0.3
CHR 10.9 7.2 10.7 0.9
Classical 1.0 0.5 0.6 3.3
Country 9.7 8.2 10.5 11.3
Adult Standards 1.0 0.3 0.3 4.8
Smooth Jazz 2.8 2.3 2.7 4.6
News/Talk 17.4 20.1 8.2 42.2
Oldies 55 5.6 5.6 4.7
Religious 2.7 1.8 3.7 3.9
Rock 7.9 14.4 5.9 0.8
Spanish 11.0 12.5 12.0 6.9
Urban 9.8 8.4 12.1 4.1

Source: Arbitron

Why is radioadvertisingsometimesalled
fiTheatre of the Min@d?
Is it?
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Where Listening Occurs

Daypart Home Car Work Other
Mon-Sun 610 AM 3% 35% 23% 3%
M-F 610 AM 38 38 23 1
M-F 10A¢ 3PM 29 30 39 2
M-F 37PM 31 45 22 2
M-F 7P- Midnight 58 28 10 4
Weekend 48 38 10 4

Source. RAB andirbitron

Network Radio

Avalilabilities
Approximately 33 national radio networks are available to

advertisers

Each network has a format, e.g., Adult Contemporary
:60 or :30 commercials are available

Reach Potential of Radio Networks

Adults 18+ Adults 1849 Adults 2554
All Networks 72% 74% 74%
Topl0Radio Networks
AQH
Network Format | Target 1849 | Cume

1 | Dial Global Complete | Popular A1849 2.6 9.7
2 | Dial Global Contemp. | Popular A2554 2.6 9.7
3 Dial Global Adult Powerl News/Talk| A2554 2.2 7.3
4 Dial Global Female Talk W2554 1.8 NA
5 | Dial Global Music & Entf Country A2554 1.8 12.9
6 Premiere Emerald Plus| CHR/Rock| A1849 1.7 NA
7 Premiere Mod. Woman| AC/Urban | W2554 1.7 6.6
8 Premiere Male Focus | Rock M18-49 1.7 12.6
9 Premiere Emerald CHR/Rdc | A1849 1.7 4.7
10 | CMN Prestige Jazz/AC | A2554 1.6 6.5
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2011 Cost Estimates.60 CPP
:60 Cost per Point (CPP)

Coverage* A 2554 M25-54 W25-54

National $9,000 $8,700 $8,100

*Caution: actual coveragmay range from under 50% to over 90%, depending on the
network. **Assumes a daypart mix

Spot Radio

Availabilities

i 10,000+ stations/about 50 per average DMA

i Basic unit of sale is a :60 commercial, although :30s maybe
purchased, often at 80% of the mireutate

i Dayparts Sold: morning and afternoon drive time, daytime, night,
weekend

1 Sponsorshipsften available of program or sports events

i Station merchandising and promotion & use of good on air talent
available

Common Dayparts

Buy time during desiiek dayparts on desired stations
Dayparts vary in audience size and demographics
Assuming that there are availabilities on the desirtatisns,
buyers maypurchasewhatever mix of dayparts they need to
meet audienceconcentration reach & frequency and sb
efficiency goal$or the schedule.

—_—C —C —C

Daypart Description Target
M-F 6A10A Morning Drive Any

M-F 10A3P Daytime Women
3-7 PM Drive Any
6A-TP ROS Any

7P- Mid Evening P1234
Sa/Sun 10AP Weekend Shoppers

38




CommonRadioFormats

Share of
Format Target Audience (12+)
Adult Contemporary Women 13
Contemporary Hit Young Women 1
News/Talk/Sports P45+, men 7
Country Slightly female 9
Oldies P12+ 6
AOR Men 1834 4
Classic Rock Men 3554 11
Alternative Slightly male 3
Adult Standards P65+ 3
Spanish Hispanics 8
Urban Teens, 1824 10
Religious Psychographic 3

Portable People Meters

Accurate measurement of radio audiences has long been a
problem or an issue to buyers

Arbitron hasnow rolled out its Portable People Meters (PPMSs) to
the top USmarkets, while diaries continue to be used in smaller
markets.

Personal People Meters are devices carried by people in

I NDPAGNRBYQa &l YLX Sa gKAOK | dzi2Yl
Arbitron computers what radio the respondent has on (does not
record commeril exposure or response).

PPMs will be a good business develop tool for radio as they will be
able to better measure true audiences, which are higher than
those measured by the diary system.

Radio

Radio Audience Measurement
audiences are measured wWiople meters and diaries.

Why are radio audiences so difficultdocuratelymeasure?
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2011Spot Radio Cost Estimates (:60 ¢PP

i Use the following data to quickly cost out a schedule in the top

10-200 metro marketdy multiplying the CPP times thiesired
number of TRPS (adults, men, women)

I If your goal is to support a given percentage of the population,
e.g., 15%, calculate the cost of reaching 1% in the appropriate

market group and multiply it times the desired coverage

percentage.

% CPP CPP CPP
Metros | USTVHH| A2554 M25-54 | W2554
Top 10 26 $4600 $4400 $5000
Top 20 35 6600 5450 6200
Top 30 42 8000 7050 8550
Top 40 47 8600 8850 10100
Top 50 50 10300 9700 10950
Top 60 54 11100 10600 11900
Top 70 56 11600 10900 12400
Top 80 59 12300 11400 13000
Top 90 60 13650 11950 13850
Top 100 62 13000 12200 14000
Top 150 69 15300 14300 16200
Top 200 72 16200 15200 17700

Based ora daypartmix. Assumes no price increase in 2011

HOW TO READIhe cumulative cost per point (e.g., A2%) in the top 10 ratro

areas, accounting for 26% of total US households is $4600. If you wish to buy a
schedule of 500 A254 TRPs in these marketdilizinga typical daypart mix, the
total cost would be $2.3 million (500 TRPS x $4600 per TRP).

A Media Brain Twiser
If the total cost was the same
would you rather have 1000 TRPS in radio or
500 TRPS in television?
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A4
Magazines

la

A Quick Consumer Magazine Reference
A gquickconsumer magazineeferencencluding reach
potential magazine researcBD11 market outlook
and cost estimatder 75 magazines
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Magazines

Availabilities

—_—C - —_—C —C

17,000 magazines = a magazine for every interest

Ad Units Available fractional and full pages, spreads, cover
gatefolds, preprinted inserts, advertorials, etc.

Cobration: B/W, 4C, 2C, 3C, 5C, matched colors

Positioning: inside page,”cé 3%or back cover, opposite relevant
editorial

Special editorial sections and tie ins

Geographic Editionsnational, regions of US, individual markets,
test market editions (someagazines

Some demographic editions

Advantages

—C = —C —(

—C m—C = = =—C

Choice of broad or selective reach

Target special interest audiences & psychographics
Creative flexibility

Geographic flexibility

Potential for relevant context

Great for considered purchase products anddurots requiring
more explanation & information

Appetite appeal

Coupon and promotional opportunities

Help to balance frequency distribution/reach lighter TV viewers
Add synergies to media mix

Placing URL in ad increases website visits

Disadvantages

—_—C —C -

Selecive perception; not intrusive; easy to skip ads
Builds reach more slowly than broadcast media
Lack of immediacy

Not intrusive

Long lead times for closing
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Reach Potential

1 According to Nielsenht percentage of every demographic group
G NBI OKS Rines pesterdasd FRSONB I aSR RNI Y

vs. 2008.
Reached Yestelay % Adults | % A2554 | % HH $50+K
2008 50 48 56
2010 29 28 41
2010- Hours Spent 3 3 3

Source: Nielsen, TYB0082010

Magazine Recall by Type of Ad

Type of Ad Recall Index
Fdl page 100
Inside Front Cover 112
Back Cover 100
Multi Page Units 115
Two Page Spread 117
Less than Full Page (Fractional Page) 81
Four Color 110
Spot Color 102
Black and White 87
First Half of Magazine 100
Second Half of Magazine 98

New Magame Research

The magazine industry continues to sponsor research which will persuade
advertisers to include magazines in their media mix, e.g., along with
television and online advertisin§ollowing are two examples.

Assessing Ad Impact

The Magazine Puishers Association has published a new compilation and
analysis of 39 cross media studies by Dynaggcland Cross Media
Research, companieghichspecializesAssessing Ad Impact: How TV,
Online and Magazines Contribute Throughout the Purchase Funnel

Not surprisingly, the analysis concludes that magazines in combination
with television were more effective in driving more favorable attitudes



and behavior than television alone or television in combination with
online.

Marketing Mix Modeling & Media hputs

Advertisers use marketing mix models to guide media investments and
predict future results.The MPA worked with a variety of outside media
and research organizations to develop more precise media ingautsh as
magazine audience accumulation datto bestpredict marketing results

2011MagazineMarket Outlook

I Magazines suffered a 7% decline in revenues in 2010

T In2011 revenue forecasts for magazines againdown across

the board amonghe majorforecasters.

2011 ceclines range froml% to-4+%.

Important to lodk at individual magazines sorn&whom will have

a good year and others not so good.

Magazines will attempt to pass along their cost increases to
advertisergdespite their performance in the media marketplace.
Advertisersshauld scrutinize whether rate increases are justified.
Advertisers can alsattempt to negotiate more cost effective

cross platform deals which involve not only the magazine but also
other media properties owned by the parent.

4 E N

Should you use magazis@
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AGreat pitching always
beats great hitting.
And vice versa 0

k --Casey Stengel /
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LeadingMagazines by Category

Total Audience & Costs

(000)

Cost Total Median HH CPM
Magazine Circ PAC  Adults Age Income Circ.
Automotive
Car & Driver 1286 $187 10841 374  $75.7 $145
Hot Rod 652 92 6554 39.1 552 141
Motor Trend 1096 165 7607 38.8 71.4 151
Road & Track 690 81 5338 41.8 82.8 118
Business/Money
Entrepreneur 618 84 2238 41.9 78.9 136
Forbes 937 115 5499 44.7 95.0 123
Fortune 877 119 4017 43.4 99.2 136
Inc. 721 74 1465 41.7 87.8 103
Kiplingers 821 68 2363 55.1  102.9 83
Money 1945 202 7650 48.1 925 104
Wall Street Jrnl 1673 224 3395 50.1 138.0 132
Computer
PC World 541 NA 3962 39.7 77.3 NA
Entertainment
People 3656 267 44707 40.9 69.1 73
TV Guide 3012 135 18002 44.8 47.8 45
Ethnic Interest
Black Enterprise 507 42 3890 41.5 51.8 83
Ebony 1315 61 7836 40.7 43.5 46
Je 887 30 7543 42.0 41.5 34
Latina 524 43 2831 &5.8 41.6 82
Family/Parenting
American Baby 1986 194 6697 30.2 48.8 97
Parenting 2203 9393 33.7 57.5
Parents 2205 168 15379 33.9 61.5 76
Scholastic Parent. 1375 105 7785 34.6 51.8 76

Food




BonAppétit
Cooking Light
Food & Wine
General Interest
bl dQf DS:
Readers Digest
Smithsonian
Health
Prevention
aSyQa | S|
Weight Watchers
Home

BH& G

Country Living
House Beauitul
Mature

AARP the Mag
aSyQa
Maxim

Playboy

Popular Mech
Popular Science
News

Time

Newsweek

US News & WR
Regional
Midwest Living
Southern Living
Sunset

Sports

ESPN the Mag
Field & Stream
Golf Digest

Golf Magazine
Outdoor Life
Sports lllustrated

1335
1852
999

4463
8005
2054

3254
1800
1257

7626
1620
842

24184

2438
2338
1164
1255

3445
2523
1486

990
2906
1239

2044
1516
1593
1399

879
3239

113
115
87

205
242
136

135
177
72

466
59
121

532

158

94
126
115

288
165
90

125
179
160

216
134
167
142

67
336

6502
11397
7776

31649
30527
6851

10340
11876
10488

4934
11198
6242

35230

12805
8436
8791
7129

20172
16429
11208

4050
16034
4925

14702
9115
6008
5577
5641

21012

48.9
48.3
44.5

46.7
82,9
53.0

53.9
38.3
44.7

48.9
51.2
53.3

62.1

29.7
35.4
45.3
43.8

47.3
48.0
50.8

52.2
51.2
51.9

32.4
45.9
48.8
48.2
45.5
39.3

91.2
80.8
83.1

69.2
61.2
64.9

64.9
82.3
64.0

66.1
60.4
71.1

57.9

69.5
59.0
70.0
74.3

75.6
79.0
76.3

69.8
72.6
73.6

67.4
58.7
94.9
92.5
57.4
72.8

85
61
87

46
30
66

42
98
57

61
36
84

22

65
40
108
92

84
65
61

126
62
129

106
88
105
102
76
104




Travel

CNZ2 YYSNR:
ConceNastTravel
bl G4§Qf DS:
Travel & Leisure
22YSyQa
Cosmopolitan

Family Circle
Glamour

Good Housekeep
Martha Stewart
Oprah

Redbook

2 2YI| P&a

695
800
699
1021

2625
3829
2329
4614
1972
2270
2202
3910

101
73
112

216
255
201
345
158
151
148
299

2431
3429
7519
4877

18401
19591
12310
24205
10976
15338

8466
20633

48.4
49.1
42.2
49.1

31.2
51.6
34.7
51.6
48.2
45.9
47.5
50.6

77.0
105.8
70.0
97.5

61.5
58.7
68.3
61.0
74.3
72.8
68.5
58.1

126
104
110

82
67
86
75
80
67
67
76

Source: MRPlus, 2010

Will Magazines Survive?

Want More Info on Magazines?

Get

MZFOR0AL1 Magazine Handbook

The latest Handbook provides 27 new pieces of -{bandy
research and 60 pages of updated cohten the power of
magazine advertising all in one ea®yaccess guideYou will
find the latest research and data on:

X X X X X X

Advertising effectiveness

Digital trends
Reader engagement

Readership
Circulation trends
Editorial diversity
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5
Newspapers

A Quick Guide to Newspapers

A reference for newspapers, traditionally the #1 local
advertising medium. This section includes an overview, audiernce
and readership data as well as many cost benchmarks.
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Newspapers

Availabilities
1 National newspapers (e.g., Wall Street Journal, USA Today)
i Dailies & Sunday editions
Weeklies & suburban papers
Free/rack distributed
Sections of newspapers: main news, sports, business, home, life,
special sections
Creative units: Full and fcional pages in one inch increments,
free standing inserts, polybags
Geographic Flexibility: full run vs. zones
Color: Most newspapers now offer quality four color

—_—C = - —_—C —C —C

Advantages

T News environment provides sense of immediacy for retailers

T Immediate distributbn and readership for announcements/news
Local market and zone flexibility
Consumers shop ads to identify who offers the best deals
Can often target zip codes with free standing inserts & samples
Short closing dateg can get ad in paper quickly

—C = —C =

Disadvanages

1 High out of pocket cost and high CPMs

T 100%+ premium for national advertisers
Broad, older audience; not as targetable as many other media
Declining circulation
High advertising clutter makes it difficult to be seen
High logistics: differing mechaniaaquirements; complex rate
cards, rigid policies, etc.

—C = —C —(

Market Outlook

1 The newspaper market has already shed 38% of its revenue since
2005 and some forecast another 16% loss in revenue until 2012
1 The outlook for newspaperworsens as readers go to frepline
sources
49
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newspapers are concerned with bankruptcy.

I Consequentlyadvertisingspending outlook in 2011 is fairly bleak
0KS ySéalLl LISNEQ LRAYD

i As shown blow, circulation continues to decline even for the

most important papers in the country, an average of 14% for the
selected newspapers.

—_—C —C

Bright spot = online
Newspaper readership is also seen as declining as shown in the

biannual TVB/Nielsen research resul

Circulation Trend€ Major Newspapers

2009 2010 % Change
Newspaper Circulation | Circulation | Circulatian

New York Times 1,000.0 928.0 -7.2
NY Daily News 633.0 544.0 -8.8
NY Post 625.0 508.0 -19.1
LA Times 739.0 658.0 -11.0
Chicago Tribune 516.0 466.0 -9.7
Chicago Sun Times 313.0 276.0 -17.1
Philadelphia Inquirer 441.0 362.0 -17.9
San Francisco Chronicle 339.9 252.0 -25.7
Boston Globe 324.0 264.0 -18.5
Dallas Morning News 339.0 264.0 -22.1
Washington Post 623.0 583.0 -6.4
Atlanta Journal/Const 275.0 211.4 7.4

Total 6167.0 5316.0 -13.8

NewspaperReach Potential

2008in all demographic groups
i Highest incidence of readership among higher income adults

I Nielsen data reports huge drop in newspaper readersa{io vs.

Read Yesterday % Adilts | % A2554 | % HH $50K+
2008 64% 56% 69%
2010 39 33 38
2010- Avg. Hours Spent .5 A4 .8

Source: Nielsen, TVB, 20082810
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Section Readership

News | Business| 9 y (i | Sports | Food | Classified
Adults 90% 62% 68% 61% 57% 55%
Men 89 67 62 76 49 57
Women 91 66 74 48 66 53
National Newspapers
Full Circulation | Page B/W$
(000) (000) CPM
USA Today 1900 $120 63.15
Wall Street Journal 1722 223 129.50
New York Times (M) 928 142 153.00
Newspaper Distributed Magazines
Est. Circulation| EstCostP4C

(000) (000) CPM
USA Weekend 23,400 619 $26.45
Parade 33,000 960 29.09
NY Times Magazine 1,688 107 63.39
LA Times Magazine 400 29 72.50

USSPI (Suburban Press)

—C = —C —(

newspaper

insertion orders and distribute prirmaterials

Suburban newspapers generally exclude the core city area
May be used to target suburbameas rather than whole market
Audiences tend to be higher income, better educated

Issue is often whether they are read as thoroughly as a good daily

I May be ordered as a network buy through USSPI who will issue

# DMAs 60+
Total Circulation 14.9 million
Cost P B/W $1,331,000
CPM $99.32
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Free Standing Inserts

—_—C —C

Newspapes routinely distributénsert free standing inserto
full circulation area, zone, or zips containing tlesiredtarget
households

Slect zip codes where insert to be dropped

Inserts may be supplied or printed by the newspaper

Cost of Free Standing Insert CPM
Insertion in Newspapers 30+
Printing(Variable) $250:500+
Shipping & Misc. 20
Total $300$550

In addition, adveiisers may participate in an insert supplied by
Valassis, Carol Wright, or another insert printer/distributor. These
FANYA& LINAYd YR RAAGNAROGdzGS | RGOS

Dally Newspapers Estimated2011Costs

—_—C -

It would cost over $2 millimto run a ¥4 page newspaper ad in the
top 100 DMAs (87% of US)ssuming a Sunday insertion.
Weekday circulation and costs are lower

Determining ad size and weekday vs. Sunday decisions are
important to accurate cost and audience delivery estimates

Cost %P B/W Sunday

DMAs % US HH (000)
Top 10 32.8 $675
Top 20 46.9 1020
Top 30 56.4 1250
Top 40 63.5 1350
Top 50 69.3 1460
Top 60 74.2 1575
Top 70 78.0 1700
Top 80 81.4 1840
Top 90 84.3 2000
Top 100 87.1 2160
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Selected Daily Newspapers
National Ad Rates

Table ReadsA 1000 column inch ad in the New York Times would
cost $119,600, based on the national open rate (1000 inches x
$1196 per inch = $119,600).

Market/ Households Open
Newspaper (000) M/E Circulation Cost/Inch
New York 6937

New York Times M 928 $1196
NY Daily News M 544 837
NY Post M 508 873
Newsday M 357 745
Los Angeles 4410

LA Times M 658 972
Orange Co. Register M 212 382
Chicago 3502

Tribune M 466 755
Sun Times M 276 632
Philadelphia 2230

Inquirer M 362 615
San Francisco 1600

SF Chronicle A 252 613
Oakland Tribune M 93 252
SF Examiner M 106 33
Boston 1710

Globe M 264 577
Herald M 138 386
Dallas/FW 2237

Dallas Morning News M 265 650
Fort Worth Star/Tel M 167 429
Washington DC 2027

Washington Post M 583 856
Washington Times M 67 108
Miami/FL 2157

Herald M 182 263

Atlanta 1900




Journal Constitution
Detroit
News/Free Press
Houston
Chronicle

Seattle
Times/Post Intell.
Tacoma Tribune
Minneapolis/SP
Minn. Tribune

SP Pioneer Press
Tampa/St. Pete
Tampa Tribune
St. Pete Times
Cleveland

Plain Dealer
Phoenk

Arizona Republic

Riverside/San Bern.

Press Enterprise
St. Louis

Post Dispatch
San Diego
Union Tribune
Baltimore

Sun
Pittsburgh
Post Gazette
Denver

Post

Portland, O
Oregonian
Cincinnati
Enquirer Post
Sacramento
Bee

Orlando
Sentinel
Kansas City
Star

San Atonio
Express News

211

438

384

264
91

305
185

240
153

271

317

402

214

243

187

184

341

249

169

218

181

216

152

566

727

676

426
163

318
232

640
435

473

495

651

1275

459

328

303

400

264

351

333

325

530

347




Las Veqgas
Review

Columbus, O
Dispatch
Indianapolis, IN
Star
Charlotte
Observer
Austin, TX
American Statesman
Norfolk
Virginia Pilot
Providence
Journal
Nashville
Tennessean
Milwaukee
JournalSentinel
Jacksonville, FL
Times Union
Louisvile
Courier Journal
Richmond
Times Dispatch
Memphis
Commercial Appeal
Oklahoma City
Daily Oklahoman
Hartford/New Haven
Hartford Courrant
Buffalo
News

710
ME
709
M
688
M
676
M
651
M
643
M
628
M
619
M
616
M
519
M
507
M
500
M
498
M
463
M
472
M
457
A

176

176

202

168

141

165

107

132

191

110

177

133

142

147

144

166

225

225

323

336

223

246

286

346

347

236

318

211

285

385

260

282

oNewspapers are an opt in media

--NewspapeAdvertising Association

in an opt out wort 0
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6
Digital

-

A Quick Digital Reference

A synthesized refemee for various internet

Advertising forms.Includes data on penetratipaudiences,

usagepour exclusive 2011 market outlook,
and cost benchmarks.

J
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Digital Media

Availabilities

There are many ways to advertise on the internet. Some of thegadi
forms include:

I TheWebsiteltself ¢!  O2 Y LI y & Qgenemlbtbedt 4ingl& A a
most important asset on the internet. The majority of internet
marketing activitiesisuallyfocus on driving people to the
website

I Search Engine OptimizatiofBEOY; Strategies and tactics
employed to help the search engines find a site in a search,
including work on the website itself arekternalactivities which
gAft NIXAasS I 6SoarisSoa asSlkNOK N

I Paid Search(47% or spend§ Advetiser Pays search engines for
key wordtraffic directed to! R @ S NIvdbsit& AsEbénts for
47% of ad expenditures on the internet.

I DisplayAds& Banners(23% of spend); Advertisements and
banners displayed omillions ofwebsites. May be used to
genaate traffic to website or fobranding purposes
(effectiveness of display ads in branding is an open jssue
Accounts for xx% of ad expenditures on internet and

I Email( % of spend} Commercial email is still an important

channel, especially f&ERM puposes. However, pam laws finit

its use in creating new customers

Blogsc Blogs

Mobile ¢ The fastest growing, albeit still small, form of internet

advertising takes many formsfrom texting to viewing videos and

programs

I Social Mediag Social media havbecome a major advertising
platform through membership activities af@PC advertising, e.qg.,
advertisers can buy text ads targeted to certain groups, similar to
Google or other PPC search engines.

I Rich Media & Videg Rich media and video are fast grogin
creative applications which increase internet ad effectiveness.

—_—C -
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Gamingg By advertising in games, advertisers hope to bihikr
imageand relationshipwith hi8ghly targeted groups, especially
young consumers.

Advantages

—_—C —C —C -

Engagement with the consuer: All forms of internet advertising
target highly selective audiencgseopleactually interested in
product/service or offer

Interactivity ¢ Most advertising on the internaiffers the
potential for two-way communication with customers arebsite
visitors.

Metrics to measure resulténcluding website visits, pages visited,
time spent, conversion

Customer Relationship Management (CRMpmmunicate
inducements, offersprivate customer offers.

Growing number of creative options.

Flexible ate options (e.g., CPC vs. CPM)

High reach potential

Disadvantages

—_—C =

Difficulty inintegration of offline and online media
Determiningthe role of internet vs. traditional advertising.g.,
are display ads on websites the best choicedfad NI Yy RA y 3 ¢ K
Limited creative/message flexibility
Limited branding potential?

Email spamming laws

Market Outlook

Even the web was hit by the recession, just not as bad as other
media

All forecasters believe that the internet will enjoy the greatest
revenue growth of any medm in 2011, ranging from +B80% or
higher. Given that the total ad spending will not increase much if
at all, this means that increased internet spending will come out
of the budgets for traditional media.

The greatest growth will be in paid search (48Rtotal internet),

plus increased spending in social media (Facebook hit $1 billion in
revenues), Mobil still in its infancy, grew 40% to $800 million,



while display has struggled, unable to convince advertisers that it

is a great medium for branding.

compete with search for dollars.

Internet Reach Potential
T Internet reach potential up slightly vs. 2008
T Largest increase in daily hours spent on internet
i Users are younger, higher income

I However, technology will create new display forms to better

O0Reache Yesterday Adults A25-54 HHI $50K+
2008 66% 75% 85%
2010 68 73 70
2010¢ Avg. HrsSpent 2.6 2.6 2.7
Hrs. % Ch. Vs. 2008 +60 +55 +50

Source; TVB/Nielsen Media Research, 2008 & 2010

Internet User Universe

1 77% of total USA populatiarses the internet
1 Higher percentage of teens & adults use
Internet Users Internet
(Millions) % Penetration

USA 239.8 77.3%

North America 266.2 774

Total World 1970.6 28.8

Source: Internet World Stats, 2010

Internet User Demographics
T Internet use demographics vary by wherthe netis used

I At work users most upscale

% Home Use| % Work Use | % Other Use
Men 49 50 48
College Grad 37 48 34
Age 1834 34 33 58
Age 55+ 22 15 12
Prof/Mgr 33 53 29
$75K+ HHI 36 42 27

Source: MRI, 2009
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Search Enginé®hare ofGlobalSearches

-

D 2 2 Jdlofaaminance continues with 85 searches
i Searches on AOL, MSN, Adlammet

July 2005 | July 2006 | Aug 2009 2010
Google 46% 49% 68% 85%
Yahoo 23 24 8 6
MSNBing 13 10 3 3
Baidu - - - 3
AOL 5 6 1 0.4
Ask 2 3 1 0.6
Source:Doul@Click 20082009; NetMarketShare, 2010
ISP Trends
Millions of Subscribers
2005 2006 2007 2009
1 | AOL 23.4 18.6 10.9 8.1
2 | Comcast (BB) 7.7 9.0 12.4 14.4
3 SBC (DSL) 6.0 7.4 7.4 na
4 | Eathlink 5.4 5.3 4.3 3.3
5 | Roadrunner 45 5.4 7.5 8.4
6 | Verizon 4.1 5.7 7.7 8.3
7 United 3.1 2.8 2.0 1.6
8 | Cox 2.8 3.1 na na
9 Bell South 2.4 3.1 na na
10 | Charter (BB) 2.1 2.3 2.6 2.8
Source: ISP Planet
Strategc Considerations
Revenues by Pricinglodel
2006 2008 2009 2010
CPM 48% 39% 37% 35%
Performance 47 57 59 61
Hybrid 5 4 4 4

* First six months 2010. SourcABl
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Internet Ad Revenues

T Key word search largestethod of internet advertising47% $)

i Display advertising growing agam23% of total

Sponsorships and classifieds have declined in share of spend
Rich media growing due to growth of internet video

Long term decline for email revenues

—_—C —C -

2002 2006 2008 | 2009 | 2010¢
REVENUB) $6.0 $16.0 | $219 | $22.7 | $12.2
Keyword Search 15% 40% 41% 47 47
Display Ads 29 21 21 22 23
Sponsorship 18 4 3 2 2
Classifieds 15 20 17 10 10
Slotting Fees 8 <1 <1 <1 <1
Rich Media 5 6 8 11** 11**
Interstitial 5 - - - -
Email 4 1 2 1 1
Lead Gen NA 7 8 6

*First six months** Includes digital video  Source: AB

Internet Ad Revenues by Business Category
i Source of internet ad revenues is fairly stable

I Retail remains the #1 category, followed by telecom, financial
services, automotive and computing

Category 2008 2009 2010*
Retail 21% 20% 20%
Telecom 15 16 14
Financial Svs 13 12 12
Automotive 12 11 11
Computing 10 10 10
Consumer Pkdsoods 7 6 8
Leisure/Travel 6 6 7
Entertainment 4 4 4
Health 4 4 5
Media 3 4 4
X First six months Source: AB.
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Where do InternetAd BudgetsCome From?

x  To fund internet advertising programs, budgets are diveftet
both traditional advertising, especially print, as well as
reallocation of digital budgets

Budget 2006 2008
Magazines/Prit 20 32
Website Development 15 22
Direct Mall 16 17
Web DisplayAds 6 15
Newspaper Ads 13 15
TV Advdising 13 13
Conferences 8 11
Affiliate Marketing 10 9
Radio na 9

Source: SEMO Advertiser Surveys, 2006 & 2008

Search
SEQFree Traffic)

1 Search engine optimizatio(SEQ is the process of imprawj the
visibility of a web site or a web page in seaestginesvia the
"natural” or unpaid ("organic" or "algorithmic") search results
Other forms of search engine marketing (SEM) target paid listings.

Paid Search
1 Googl&€ &arket share has increased 80.2%of searchspending
in Q3 2010
i Yahod &hare has declined from a high of 22% to4%8in GBW m n
1 Bing share stable at 6.486searchspend

Organic vs. Paid SearcfOneBenchmark

20 times more traffic from organic search

Conversion rates highestoim PPC traffic (average 1.5%)
Customers for life better from Organic traffic

Work hard to generate good ROI from Paid

—_—C m—C —C —(



Search = 47%

of Internet Ad
Spend

vl"
~ B Er1 -

“YOU'VE STUMPED ME WITH THAT QUESTION,
| THINK THAT'S SOMETHING YOU NEED TO GOOGLE, "

Estimated 2011 CostsPaid Search

1 Google, Yaho®ingand others auction key words &dvertisers
who pay the search engine a sjfecamount for each click
through to thel R @ S NJveb &its.NXD a

T ¢KS KAIKSNI GKS FROSNIAASNRa 0 dzR
Y2NB fA(1Ste Ad Aa dGKFG GKS &SIEN
R Ay &SFNOK NBadzZ G6a FyR #KAOK

T Rankid RSLISYR& 2y 6KSGKSNI Yy | R@S

competitive with what other advertisers have bid.
The lowest bids on a key word range from $.01 to $.10 per click
Some high demand key words cost many dollars per click

—_—C —-—C
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Examples of CPC Searaigihes

CPC Minimum

Search Engine Bid Comments
Google AdWords $.05 Few keywords @ $.05
Yahoo Search .10 Distant 2% to Google
Bing .05 Distant 3rd
7 Search .01 35 of top 150 engines
Enhance .03 Visible in top 50% of CP
Miva .01 Formerly FindWhat
Kanoodle .05 Net Zero, Dogpile

Examples of Search Term Bids on Yahoo, 2009

Search Term 1 Position 2" Position | 5™ Position
Hotel $2.00 $1.30 $1.13
Car Rental 1.50 1.50 1.25
Computer 8.50 2.01 1.00
Bicycle .39 .38 .18
Auto .98 .98 .96
Viagra 1.69 1.68 .88
Sopranos .88 .62 A1
Subaru 1.02 1.02 1.01
Real Estate 2.27 2.16 2.11
Star Bucks .30 21 .14

Display Ads & Banners
Most Effective AdSizes

I Half bannersandrectanglesare more effective than ads that
frame the page such as leaderboads angkskapers

T Ads with rich media and video have highest impact

1 Worst performance with simple flash

Display Ad Format Aware Impact
Rectangle (180x150) 4.6%
Half Banner (234x60) 4.4
Medium Rectangle (200x250) 2.7
Large Rectangle (336x280) 2.3
Wide Skyscizer (160x600) 2.0




Leaderboard (728x90) 1.9
Skyscraper 120x600) 1.9
Half Page Ad 300x600) 1.8
Full Banner (468x60) 1.6

Button 120x90) -0.6

Source:Dynamic Logic

Estlmated CostsDisplay Ads & Banners
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Display ads and banners may be purchased fronvididal

website owners, networks, or exchanges.

May be purchased on a CPM basigften cost per click

CPMs may be as little as a dollar or less to many dollars

May also vary by product category as shown below

CPMs have declined as demand fell in 2009

Excep Food, Entertainment and Real Estate, the CPM rates for
display ads have declined across industries in the last three
quarters which is quite good news for online advertisers but not

so good news for web publishers and blog

Display CPM Comparisongy Pioduct Category

Q1 2009 Q2 2009 Q3 2009
Affluentials $8.03 $7.71 $7.73
Automotive 17.26 15.33 12.47
Beauty & Fashion 4.30 3.73 3.22
Business 6.01 6.26 5.68
Entertainment 5.76 6.53 7.07
Parenting 8.48 7.90 6.41
Sports 494 7.09 5.48
News 11.40 10.50 10.26

Other Online Ad Rateg Examples

Website Space Unit Pricing
Yahoo Home Page $60K/day
CBS March Madness | Ad $70 CPM

Hulu Video $30+ CPM
AOL Home Page Takeover | $500-700K/day
You Tube Roadblock $400K/day




Wall Street Journal Video $75100 CPM
Martha Stewart Living | Ad $25 CPM
Web MD Ad $40-60 CPM
Forbes.com Welcome Interstitial $90 CPM
Fast Company Welcome ad $125 CPM
Turner Networks All Day Roadblock $500,000
ESPN Brand Channel | Ad $22 CPM

Permission Email

Email

1 Mail to customers or peopleho have asked to receive malil

i Follow the law!

Spam is frowned upon
Representareported 1% of internet ad expenditures
Believe a lot of local emaipendingis not measured

Is email an effectivenarketing tool?

—C m—C —C —C

Benchmark#aVetrics

1 Email performance iBighly variable, depending on the mailing
list, the message, and the effectiveness of the creative.
That said, here are sonwverall benchmarks for email

performance:
Avg Delivery  94.8%
OpenRates: 22.1
Click Thru 5.3
House List: 20% open rate

6.4%click-through
1.7% conversion

Other Email Research

i 89% of retailers cited email is the most mentioned successful

tactic overall: Forrester Research and Shop.tRegtailing

Online 2009: Marketing Report' (2009)
i 33% of permissichased email recipientsay they

usually visit sites directly, insteadaicking on an email




link. (Epsilon2009.

I 67% of subscribers say they've purchased products offline
as a direct result of receiving an email from a retail
company. (Epsilon 2009)

i As adirect restibf receiving email, 82% of respondents
accessed their account via online customer service.
(Epsilon Oct 2008)

I As adirect result of receiving email, 71% of respondents
researched a specific offer onlind&psilon(Oct 2008)

i As adirect result of retving email, 63% of respondents
clicked a link in the email to learn mord=psilon(Oct 2008

i As adirect result of receiving email, 58% of respondents
gathered competitive informatior(Epsilon Oct 2008.

i As adirect result of receiving email, 4@f6espondents
typed or copied a URL directly into their browser.
(EpsilonOct 2008)

Email Costs
I The cost onemailor acampaign depends on whether the
advertiserismailingto a free house list or a rented list
(up to $300/M creativecosts, if ay, in writing and designing an
email, and distribution costdf they have the software to do so,
advertisers may send their own emails out, they work with an
email facilitdor like Constant Contact or may haae outsideparty
executethe physical méing.

i Ifalistis rented, the owner or rentavill likely insist ormailing.

Internet Video

Commercials on the Internet
I D223fSQa YJdZNDeKdr $1$ bilfiof is proof that
The video revolution is underway!
i Video reoresentsabout 6% of TV ad budgets but the growth
potential is huge.
Videoswith commercialsan be accessed in madifferent
ways: on websitesyn You Tubepn ISP home pages, on
siteslike Hulu which shows TV programdth commercials
integratedinto the video presentationand more
i Videos on You Tubendoften commercials, also migrate
To broadcast or cable television

—_—C -
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Ad dollars expected to hit $3 billion in less than three years
However, the inconvenience perceivbyg the insertion of
commercialswhich interrupt a consume® search/request
may hinder growth somewhat.

—_

ViewingLevels

Videos now reach the majority of the US populatérd
82% if nternet users watch videos online

Up 2 billion You Tube Videos viewed/day, 12.2
billion per year in the US

i Nearly 1 billion videos shown on Hupermonth

—_—C —C -

Viewed Internet VideogMM)

2006 2008 2010 | 201=
Online Video Viewery 114 154 175 190
Viewers % US Pop 40 53 59 62
Viewers % Net Users 63 80 85 88

Source: IAB, eMarketer

Variety of Content Viewes

i As shown in the following table,wide range of content is
viewedwith news and events #1 in percentage of users
62% reported viewing an ad
47% went to a website as a result
Time will tell whether a good advertising medilm

—_—C - —C

Content % Users
News & Events 61
Jdkes & Comedy 57
Movie Trailers 51
Music Videos 49
TV Shows/Clips 44
Entertainment News 41
User Generated 39
Viewed an Ad 62
Went to Website 47
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Social Media

Overview
i A global phenomenor$ociaMediaare characterized by
user generatedontent and interactiity.

Top Social Media Sites
T 9@SNERO2RE Q& VY diytdeSeNppear rddSonabie T F S NI

Active
Site Name Type of Site Users/Visitors
You Tube Video Share 2,000,000,000
Facebook Social 500,000,000
Linked In Business 60,000,000
MySpace SociaNetwork 60,000,000
Wordpress Blogiing 55,000,000
Yelp Share experiences| 30,000,000
about local biz

Twitter SociaNetwork 20,000,000
Blogger.com Blogging 19,000,000
Tagged Social Network 16,00Q000
Digg +20S 2y ¢ 10,000,000

Social Activities on Web

Social Activities %18-54s

Watch video clips online 59

Read blogs/weblogs 48

Visit friend® LJ 3S & 47

Read personal blogs 43

Share video clips w/friends 37

Visit photo sharing site 34

Manage profile onacial net 35

Upload photos to site 23

Download podcast 23

Source: Universal McCann



Advertising Availabilities

Following are several examples of advertisivgilabilities Irsocial
media. Keep in mind that the heart ofdlSocialNetworks is the free
materialposted byMembers.

Facebook

Put up your own free pages using a distinctive profile with
Relevant key words. Friends and visitors arrive from search
Queries.

Purchase CPC ads on Facebook similar to Google Adwords.
Faceboolwill place your adsn pages which match your

Target profile. Remember that Facebook has a great deal of
Information from the profile you have provided on your Facebook
Page.

Twitter

~

~

Similaradvertising opportunity to Facebook
Twitter is now acepting CP@ds

YouTube

Google sells advertising on You Tube in order to monetize its
$1.6 billion investment

Two ways to advertise on You Tube other than promoting your
Own videos.

1. Direct Advertising Plamg Video clips can be showardter 15
Seconds i user controlled environmenwhere ads can bee
Bypassed.

Investment:

- Minimum $50,000 over 90 days

- $175,000 for roadblock

- CPM: $20 (per 1000 ads displayed)

2. Google Adwordg; In signup, select You Tube as the placement
Tool for text ads on You Tube.

Rates:
$1.00 CPM for run of schedule placement (ROS)
$2.00 CPM for targeted categories




Lotami.com
1 Represents 20 social networks
i Offers standard text ads and rich media
1 Target by demographics, interests, behavioral

Friends Resources
T Many companies exist to figyou find friends

i Examples: weecha.com,tweetladder.com, etc.

Mobile Phone Advertising

Overview
1 Fastest growing category of internet advertising
More mobile phones in the world than PCs
Smart phones will acceleratgpportunities
Many posible advertising applications, still in shakeout
I Legal concerns: permission and privacy

—_—( —C -

Mobile Ad Spending

Year Est. Spend
(Millions) % Change

2009 416 30
2010 743 79
2011 1102 48
2012 1501 36
2013 2037 36
2014 2550 25

Source: eMarketer.com

Mobile Advertising Options
I SMS Text Ads

Video clips

GPdgeographic targeting)

Mobile web ads

Mobile flyers

—_—C —C =
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7
OtherMedia

A Guide to Other Media

Outdoor, direct mailand non traditional
Media. Audience dataesearchand
Creativemediaidess.
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Out of Home

DiverseAvailabilities

Billboardsg majority of outdoor
T 30 sheet posters (10x22), usually in town
i 8sheet (5x11°), often on buildings, ethic areas
T Bulletins(size from 10x25 to 20x60)
A May be permanent or Rotating
A llluminated for night visibility or not
1 Digital bulletins
Street Furniture
i Bench (2x6)
Transit
1 Transit Shelter (5.5x4)
T Bus (King = 2.5x12)
Alternative

T Mall (5x4)
T Kiosks
Spectaculars

1 If you candream it you can probably do it!

I Example Times Squaresoodyear Tire in Detroit

Advantagesof Billboards

—_—C -

98% reach potential

Geographic targeting

Variety of sizes and locations

Help to create simple awareness, e.g., of name
bSs a9e&Sa hysé
to audience exposure

NEaSINDOK YSGK2R2f

Disadvantage®f Billboards

i Even the largest outdoor boards often look like postage stamps to
passing traffic because they are so far away
i Majority of people passing an outdoor board do not notice it
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I Limited communication possiblmany advertisers do not follow
the KISS principle

I Alarge part bthe weakness of outdoor as an advertising medium

is not the fault of the medium, it is the fault of the creative

developed for outdoor.

—_

Much of the outdoor creative is ineffective due to too many
words, complicated graphics, too much to assimilate iraatfon

of a second!
Weekly Reah
Drivers/Passengers 96%
Pedestrians 79
Commuters 64
Outdoor Market Outlook

1 Growth in outdoor revenues is projected a736 in 2011

T Lorg term growth likely as there are so many forms of OOH

Placed based media could grow26%

tKS ySg a9e&Sa hyé¢ NBaSIFNOK gAlGK

spur buying

i Digital billboard availabilities should reach 3700 by 2014, selling at
2-3 times higher AR than traditional bulletins.

—_—C =

Estimated 2011Billboard Costs

Cost 100 TRP Cost 100
Rotary TRPS
DMAs % US HH Bulletins 30 Sheet
Top 10 32.8 $2660 $1431
Top 20 46.9 3900 1550
Top 30 56.4 4665 1870
Top 40 63.5 5250 2100
Top 50 69.3 5700 2300
Top 60 74.2 6140 2450
Top 70 78.0 6450 2575
Top 80 81.4 6750 2700
Top 90 84.3 6990 2800
Top 100 87.1 7250 2900




Rotary Bulletins

I Following table shows the number of boards, circulation
(millions), the four week cost, CPM and reach and frequency fo
showing in several major markets

Target: General market

100Adult GRPS per day

e

# 4wk | 4wk

Market Faces | Circ Cost | CPM| R F
Atlanta 53 88.3 | $156.4| $1.77 | 87% | 32
Chicago 134 175.6 | 670.0 | 3.82 88 32
Dallas/Ft. Worth 30 84.8 204.0 | 2.40 88 32
Houston 40 110.0 | 184.0 | 1.66 87 32
Los Angeles 253 355.6 | 1986.0| 5.58 87 32
New York (subs) 17 21.3 238.0 | 11.51| 87 32
Philadelphia 84 135.7 | 514.1 | 4.12 88 34
San Francisco 82 137.3 | 1492.0| 3.58 88 32
Washington/Balt.| 149 123.4 | 7504 | 7.91 88 32

Source: ClearChanheom

NewfiEyes Om Research
Historically, the advertising community has
viewedreportedoutdoor audiences with
justified skepticism.

Now, the outdoor industry appears to be getting
its act together with audience research which

surpasses what is available farost other media
The data, from the Traffic Audit Bure&UAB)

provides not only reach and frequency estimates,

but also estimates of how many eyeballs actually
wereactuallyfocusecon t he ad. Ni ef sen
Source:2020(Opinion)
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Direct Mall

Advantages

—_—C —C -

Targetingq unsurpassed ability to target consumers @most
any set of criteria; purchasing behavior, demographics,
psychographics, etc.

Message- Flexible message format can tell lengthy story
Response; Highly suited to promotions and offers

Results- Immediate & measured results

Disadvantages

—_—C —C —C

Cost, cost, cost! Compared to traditional diee or internet

Quality of mailing lists vary widely

Direct mail response variables are complex and requineh
analysis; many practitioners lack the knowledge to implement
effective direct mail programs; common sense solutions may not
work.

Consequentlynot all directmail programs achieve the response
goals.

Mail clutter & consumer resistance

Estimated Costs

The cost of direct mail programs varies widely due to the
particular mailing package, postage utilized, the cost of the list,
whether the mailings soloor shaed with other advertisers.
Following are some benchmark costs:

Solo CPM Coop CPM Postcard

List cost 0-$300+ NA $300
Mailing package 2505000 NA 100
Postage 440-2900+* NA 440*
Mail House 25 NA NA
Fulfillment 25 NA NA

Total 840-$8000+ 400+ $540840

Assumes first class postage (normally recommended)
Postcard is jumbo size
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Non Traditional Media

Advertorials

Advertorials are advertising sponsored sectionmagazines,
newspapers, or on the web which focus on a specific topic or
audience interest. An advertorial section could deal with the
results of testing new cars, an analysis of the best smart phone
options, cooking lite or thousands of other ideas. T

The advertising premise would be that associated ads could better
engage the audience in a highly relevant environment.

Barter

Companies with excess inventories may find it advantageous to
trade those inventories for advertising time or space. Advertising
media is one of the largest categories of business barter.

One can barter directly with individual media to trade inventory
for time or space. For example, a company may be able to trade
office equipment to a radio station in exchange for an appropriate
amount of advertising on the station.

Or, one can work through a reputable barter house which does
business with many media. While the barter house must be paid
a commission for transactions, this approach provides the
greatest number of potential bartedteals.

dzl T ¢ al NJ SGAy3

.F&aSR 2y GKS LINAYOALX S 2F 62NR
it to a whole new level through a well planned campaign to get
people talking about the product.

Buzz marketing may involve recruiting people to promote a
product or ®rvice in popular bars or events. For example, a
motorcycle manufacturer hired models to ride their bikes to

trendy bars and clubs in Los Angeles where they would strike up
conversations with other patrons.

Another example: a toy company hired fourth dfifth graders to
FOd +a GaSONBU F3ISyidatg
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Event Marketing

Event marketing is one of the fastest growing areas of marketing
communications Event marketing uses a variety of sports and
entertainment venues to promote their products. For example,
the autocompanies display their products at annual auto shows
in larger markets.

Companies also display and explain their products at sporting
events, fairs and festivals, air shows, and wherever large crowds
of people congregate.

Typically, ponsordip of anevent will include a sponsorship fee
paid to the promoter for rights and space and activation costs to
cover the cost of tents, personnel to man the exhibit, premium
giveaways, and so on.

Flyers

Sometimes we overlook the most obvious opportunities.
Adverising flyers, delivered to the front door of prospects, can be
a highly targeted, inexpensive mediunespecially for small
businesses who can have flyers distributed to the homes in their
Retail Trading Area.

Gas Station TV

Gas Station TV provides advsers with an additional opportunity
to have their commercials viewed while people are standing at
the gas pump. (gasstationtv.com)

Home Shopping Networks

QVC and HSN are hugeannels of distribution for many
companies. In fact, some companies sell tiggiods ONLY

through the home shopping networks.

To sell through these channels, they will first evaluate the product
for promotion on a program.

If acceptable to the network, there is no time cost to the
advertiser.

The products most likely to be acceptark those with a mass
market and which demonstrate well, and are topical or timely.
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Hot Air Balloons

i What would you be willing to pay for an ad on the front cover of a
magazine? Yauogo on hot air balloons could create some buzz

and free press exmure. Check out adventureballoon.com.

In-Store

I Reaching people at the point of sale can be extremely effective.

There are many media opportunities to reachsiore shoppers,
including merchandising displays, shelf talkeext purchase
couponscoupons on cash register tapes, in store video and

FdzZRA2X LINRPRdzOG &l YLX Ay3Z | Ra

intended to stimulatémmediateimpulse purchasing.

Micro-Encapsulation
1 If your product appeals to the sense of smell, consider micro
encapsulaibn of the odor to gain purchase consideration.
Perfumes, new car smedlly the smell of baking cookiesn be
powerful communications tools.

Opportunistic Buying
T ' ROSNIA&AAY3I GAYS FyR aLl OS

goes unsold.

normal rate. They make immediate buying decisions.

anything, you will be off the list of fire sale prospects.)

Product Placement

I Product placement involves getting a product shown or featured
in a television program or a movieor example, Chevrolet might

I To capitalize on the opportunity, many buyers hold back a portion
of their budgets to capitalize on distress selling at a fraction of the

I Itis smart to avise media and reps that you are interested in fire
sale opportunities (however, be warned that if you never buy

2y

- NS
spot in NCIS has no valuesignificant amount of time and space

want the Corvette portrayed as a tough and fast sports car hero in
a film which emphasizes scenes involving speed, handling agility,

and plain old coolness.
I Product placement is also oné the fastest growing areas of
marketing communication.
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FreePublicity
1 You can create free publicity if you have something worth saying
about your product.

I Publicity may take the form of newsworthy articles in magazines,
newspapers, broadcast maq or onlire.

I Getting free publicity requires a proactive approach to creating
interesting newsworthy content

I Consider staging PR events which will generate press coverage on
their own, e.g., a boat manufacturer may sponsor a boat race,
giventheir reputationfor superior technologywith prizes to
winners.

Publishing Magazines & Nevedters
1 Custom publishing is another growing area of marketing
communications. Many companies publish owner magazines as
LI NI 2F GKSANI /wa STTxmamoe !ffa
example; AAA publishes a localized travel magazine for its
members. Financial institutions utilize newsletters published on
and off line.

Remnants
i Remnants are the unsold time and space in the various media
vehicles. These may often be purch@der a small fraction of the
retail price.

I There are a variety of companies which specialize in selling
remnant space in broadcast, print, and online media.

Sampling

i {2YSGAYSaA LINBRdzOGA R2y Qi asStt o
how good it is or becausersew product is truly superior.

—_

When the product sells itself, it may be sampled in stores, by
mailed samples, at eventdirect mail or other means.

—_

Example: auto companies display their vehicles and offer test
drives at events where product specialistsamr question

Shared Mail Packages
1 There are many opportunities to participate in shared mail
packages with companies who pisrand distribute the packages:
Valassis, ADVO, and many others. Cost of the mailing is shared by



participating advertisers witl price tag much lower than a solo
mailing.

LeveragedTeIeV|S|on Special or Series

Sponsor a television special or series in which your product is the
hero of the program. Exanhgs:

A Chevrolet Camaro was the hero of the television series as the
OFNJ 20S@SR AlGa 26ySNRa O02YYlyRa
If you sell beauty aids, consider a beauty show or beauty

contests.

Or, Crock pot could sponsor a cooking show using the product.

Theatre Screen

-
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Advetising on movie screens is available on a national, regional,
or local market basis.

Offerings typically include cinema spot advertising, slides, lobby
and concessional promotions,

May be targeted geographically and by target audience

Large screen formahay require special production on 35MM
film to ensure quality

Screenvision is the largest seller of cinema advertising.

Wraps of Vehicles or Buildings

Need high visual impact? Light on words?

+SKAOE S GNI LA Ay D2dca Sruck dusiwitdLIA y 3
a highly graphic message

Wraps are even possible in high rise office buildings, e.g., Chrysler
uses highly impactful wraps on their office building in Michigan.

-

On Non Traditional Media: \

dmagination is the beginning of creation.
You imagine whayou desire, you will
createwhat you imagine,
and at last, you will create what you wll.

--George Bernard Shaw /
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Great Bugon
Non Traditional Media

N TIP-N-ROLL ™SS
R 24X46 « | 1195 i
o MESSAGE | A8 |/
BOARD SIGN =— %=

e
NO L
ROLL IN-0UT

Buy Now!
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Media
101

PPT presentation explains
the ABCs of
the New Media Planning & Buying

—_

Great for Client Orientations
Training & Classroom Instruction
125+ Slides, Customizable
Includes Presenter Notes

_( =—C =

Download at
www.AdMediaStore.com



http://www.admediastore.com/

8
Top 100 Market
Planner

-

Ia

OThe Odds of hitting youtargetgo up dramatically
when you aim at ito
Targets are often geographicakggmented.
The Thumbnail Media Planner isfast
top 100 markeReference.

\

85



Top 100

Rank DMA Population Households % USTV
(000) (000) HH
55 Albany-ShcenrTroy 1341.9 555.0 0.5
46 Albuguemue/Santa Fe 1743.6 662.4 0.6
9 Atlanta 5344.0 2205.5 1.8
53 Austin 1439.0 602.3 0.5
24 Baltimore 2753.6 1097.3 1.0
96 Baton Rouge 817.9 3225 0.3
40 Birmingham, AL 1773.4 723.2 0.6
5 Boston 6155.3 2372.0 2.2
49 Buffalo 1598.9 640.0 0.6
920 Burlington/Plattsburg 826.3 3275 0.3
88 Cedar Rapis/Waterloo 836.0 333.3 0.3
82 Champaign/Spring/Dec 945.7 378.2 0.3
64 Charleston/Huntington 1253.8 477.0 0.5
27 Charlotte 2491.9 1045.2 0.9
86 Chattanooga 877.4 347.4 0.3
3 Chicago 9407.6 3455.0 3.1
34 Cindnnati 2220.2 886.9 0.8
16 Cleveland/Ak/Canton 3928.8 1537.5 14
93 Colorado Springs/Pueb 813.0 316.6 0.3
83 Collumbnia SC 950.3 377.9 0.3
83 Columbus,, O 2131.9 898.0 0.8
7 Dallas/FW 5910.2 2378.7 2.1
95 Davenport/Roci Is. 781.1 308.4 0.3
59 Dayton 1201.9 531.4 0.5
18 Denver 3536.1 1431.0 1.3
73 Des Moines 1027.8 417.9 0.4
11 Detroit 5012.3 1938.3 1.8
99 El Paso 882.4 293.7 0.3
100 Evansville 718.0 280.9 0.3
65 Flint/Saginaw 1208.3 474.4 0.4
56 Fresno 1686.2 557.4 0.5
66 Ft Myers/Naples 9482 479.1 0.4
39 Grand Rapids 1938.5 734.7 0.7
69 Green Bay 1073.8 434.8 0.4

Notes: Markets are DMAs. Population and TV households based ¢
census projections. % US = the percentate of total US TV househt

byt DMA
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Market Planne

% % % % % % % % Wht
Cable ADS <18 1834 3564 pp ¢ Black Hisp. Collar
90 11 23 22 30 25 3.1 15 74
81 32 30 21 30 19 1.6 229 73
92 25 26 25 32 17 19.0 4.9 69
86 18 26 28 30 17 55 0.9 71
86 13 24 23 32 21 198 14 73
90 15 29 24 29 18 234 1.2 69
91 16 25 22 30 23 175 1.2 68
94 8 23 24 30 22 4.2 3.8 96
90 20 24 21 19 26 6.9 1.8 69
88 31 25 24 30 21 1.3 1.1 71
84 22 25 23 18 24 1.8 11 70
88 23 25 23 29 24 5.3 1.2 72
93 28 25 21 30 24 1.8 0.5 71
69 24 25 23 31 21 13.2 34 61
89 24 25 21 31 21 6.5 2.7 61
82 15 26 232 30 20 132 107 70
81 18 27 22 30 21 7.6 0.8 69
85 15 25 21 30 24 103 15 68
81 27 27 24 30 19 4.0 116 72
85 28 27 24 30 19 270 1.6 70
86 15 26 24 30 20 8.0 11 72
79 32 27 25 31 17 9.4 136 70
84 24 26 19 30 25 2.7 3.2 65
84 14 26 21 30 23 8.1 0.8 67
86 27 26 23 33 17 2.9 114 71
78 25 25 21 29 25 1.8 2.0 73
90 17 26 23 31 21 154 1.9 69
66 15 33 24 27 17 2.1 491 68
86 22 27 22 30 21 7.7 1.8 70
86 22 27 22 30 21 7.7 1.8 70
75 27 32 23 27 18 35 283 71
94 22 20 17 26 38 4.4 9.2 73
82 22 28 23 29 20 4.9 3.2 64
76 22 27 21 29 23 0,6 1.3 63
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