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Over 90% Of All Television Households Are
Reachable With Cable Programming

Cable HH Penetration %

92/93 94/95 96/97 98/99 00/01 02/03 04/05 06/07 08/09 09/10

< cCAB Source: CAB Analysis of Nielsen NTAR; (ocisep)



With Digital Evolution, Time Spent With TV Has
Continued To Increase

Monthly Time Spent With TV In HH
(HRS:MIN Per User P2+)

154:05 158:25 158:47
| 4Q10 | 1Q10 | 1Q11 |

Consumers Are Adding Video Platforms, Not Replacing Them

( CAB Source: Nielsen Cross Platform Report; 1Q11



Viewers Spend Double The Time With Cable
Programming

Total Day HH: Avg Weekly Time Spent Viewing (In Hours)

35.2 35.2 35.9

33.9

'06-'07 '‘07-'08 '‘08-'09 '09-'10 '10-'11

B Ad-Supported Cable B Broadcast 7

Source: Total day = M-Su 6a-6a live+7. 9/20/10-5/26/11 v prior years.
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Each Season, Primetime Vi ewer sO0 Speni
Watching Broadcast

Primetime HH: Avg Weekly Time Spent Viewing (In Hours)

8.1
27 7.9 7.9

'‘06-'07 '‘07-'08 '08-'09 '‘09-'10 '10-'11

B Ad-Supported Cable B Broadcast 7

Source: CAB analysis of Nielsen time period level data: Live+7. Prime = M-Sa 811p & Sun 7-11p. 9/20/10 -5/26/11
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More Time Spent Translates Into Higher
Rati ngse
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Ad-Supported Cable Accounts for 60% of All
Television Viewing

Household Primetime Share Levels
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—&— Ad-Supported Cable --=--Broadcast

< cCAB Source: CAB Analysis of Nielsen Galaxy time period level data. M-Sa 811p & Su 711p; LIVE+SD 9/20/10 -5/26/11 v prior years.
Bdcst 7 except starting 09/10 season since nielsen no longer measured net.



e And Generates A Broader G

Household Primetime
Share Levels

Ad-Supported Cable 60.3

Broadcast 6 Affils 38.5

21.8 Gap

_( CAB Source: CAB Analysis of Nielsen Galaxy time period level data. M-Sa 811p & Su 711p; LIVE+SD 9/20/10 -5/26/11.




e And Cabl e Ratings Cont i

Ad-Supported Cable HH Primetime Ratings

Ad-Supported Cable
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_( CcCAB Source: CAB Analysis of Nielsen Galaxy timeperiod data. MSa 811p & Su 711p. 9/21/09 -5/26/10 v.

prior years.
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é A mo Rlg Key Demographic Groups

Ad-Supported Cable Primetime Ratings
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—QI.-\B Source: CAB Analysis of Nielsen Galaxy time period level data. M-Sa 811p & Su 7-11p. 9/20/10 -5/26/11 v. prior years




In Contrast, Broadcast Ratings Continue To
Decline

Broadcast 6 Primetime Ratings

A18-49 Al18-34 == A25-54 - CH2-11 = T12-17 = P18-24 = P25-34

-49% -56% -45% -58% -62% -56% -54%
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_( CAB Source: CAB Analysis of Nielsen Galaxy time period data. MSa 811p & Su 7#11p. 9/20/10 -5/25/11 v. prior years. Broadcast 7 unt il 09/10
when Nielsen stopped measuring.




Cabl eds Ratings Growth H
Medi um To Lead Across Th
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At the Turn of the Century, Broadcast was the
Dominant Viewing Source on Ratings

1999 /2000 TV RATINGSCABLE v. BROADCAST 7

HH P25-54 M18-34 F18-24
TOTAL DAY 7-NET 7-NET CABLE 7-NET
EARLY MORNING 7-NET 7-NET CABLE 7-NET
DAYTIME 7-NET 7-NET CABLE 7-NET
EARLY FRINGE 7-NET 7-NET CABLE 7-NET
PRIMETIME 7-NET 7-NET 7-NET 7-NET

LATE NIGHT 7-NET 7-NET CABLE CABLE

WEEKEND DAY CABLE CABLE CABLE CABLE

QAB

Source: CAB analysis of Nielsen Galaxy Live+7 Ratings.



Today, Cable Dominates Across The Board

Qi—\B

2010/ 2011 TV RATINGSCABLE v. BROADCAST 6

HHLD
TOTALDAY | CABLE
EARLY MORNING CABLE
DAYTINE CABLE
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P30+
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B-NET
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CABLE
CABLE

F18-4
CABLE
CABLE
CABLE
CABLE
CABLE
CABLE
CABLE

P21
CABLE
CABLE
CABLE
CABLE
CABLE
CABLE
CABLE




Il n t he Ear !l y 649 ONse, t wro5r % soof
Programs Earned a 5.0 A18 -49 Rating or Higher

Al8-49 % of Total
Rating Programs

> 195%

Total 101 100%
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Today, 94% of Big-4 Nets Primetime Programs

Earn Below a 5.0 A18-49 Rating

Al18-49
Rating

Total

92/93 % of Total 10/11 % of Total
Season Programs Season Programs
1 1% 0 0%

7 7% 0 0%

68 67% 6 1%

25 25% 91 94%
101 100% 97 100%
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Why Ad-Supported Cable?

A Follow the migration to where the viewers are
A World class brands & original content
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Cable Delivers the Best Known Video Brands
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Cable Delivers Original Content Daily
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