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HIGHLIGHTS
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Power Of Branded TV Content v. Other Media

e Digital video has grown but represents only a nominal share of total video time
e TV dominants over 90% of total video time among both young and old.
e TV's investment into its programming continues to climb- another $200 Billion
projected in the next four years.
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e Newspaper circulation on a steep decline
e Online readership is down double digits among A13-54.
e Online revenue is not covering print ad losses. For every digital dollar gained,
15 print dollars lost.
e TV offers around the clock premium news outlets.
e Newspapers have a modest call to action whereas TV drives viewers online
and to purchase goods

SYIATIA-YIANN

e Radio cumes have shrunk — down across the board
e Time spent with radio on a steady decline...Consumers spend 2X the time
with TV than listening to the radio.
e Online radio listernership is down double digits among A13-49.
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e Magazine subscription and sales are down
e Time spent with magazine on a decline — down 35% and represents a nominal
share compared to time spent with TV.
e Ad revenue projected to decline 15% in next 4 years.
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TECH GROWTH
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Growth In Technology Drives Choice; Smart TV
and Tablets Have Doubled
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78% YOY Growth
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Enabled Tablet Subscription  Smartphone PC With Broadband DVR Game DVD Player i
Smart TV VoD Internet Internet Console &
13% 46% 40% 75% 81% 78% 49% 46% 81% =

Penetration Levels
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Source: Nielsen Total Audience Report 3Q14 v year ago
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TIME SPENT: DIGITAL VIDEO V. TV
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Digital Video Has Grown But Still Only Represents
A Nominal Share of Total Video Time
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Daily Time Spent With Digital Video v. TV Screen
(Hrs:Min)
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A18-49 A25-54
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Majority of Time Spent Watching Video is On The TV
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Source: Nielsen Total Audience Report 3Q14




TIME SPENT BY SCREEN

TV Is Still Dominate Viewing Screen Among Both Young and Old;
88% of Total Video Time Is Spent With TV Among A18-49

Monthly Time Spent (Hrs:Min)

TV Share of TV Internet Mobile
Total Video Video Video
P2+ 92% 141:19 10:42 1:46
P18-49 88% 119:33 13:48 2:07
P25-54 91% 133.56 12:40 1:42
P2-11 94% 106:27 6:22
P1217 94% 89:13 6:17
P18-24 83% 91.32 16:05 3:06
P25-34 87% 112:33 14:59 2:02
P35-49 91% 136:32 12:14 1:36
P50-64 95% 177:14 9:00 1:03
P65+ 98% 211:31 4:34 0:24

Source: Nielsen Cross Platform Report 3Q14; Total video=TV; internet video and mobile video
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NEWSPAPER CIRCULATION

With Steep Newspaper Circulation Losses
Expected In The Near Future, How Many More
Newspapers Will Fold?

SNOISO¥3 NIFHIS
Y3dYdSMIN - SRR

NINO
43dYdSMIN

Newspaper Circulation
(in Millions)
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2009 2011 2013 2015 2017 2019
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NEWSPAPER ONLINE

NIFHIS

Are Readers Migrating To Online? Online Newspaper Readership
1s Down Double Digits Among A13-54
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% Change In Online Newspapers

Total Unique Visitors (Nov'14 v '13) 79, *Only One Third (33%)
Of A18+ Read/Looked
Into Any Electronic
Version Of Newspaper
Last Month
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In Fact, Online Revenue Growth Is Not Covering Print Ad Losses

4%

For Every Digital Ad
Dollar Gained,
15 Print Ads Lost
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B Print |l Online
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Source: online newspaper readership=comscore; revenue= SNL Kagan; total print+online; * MRI Doublebase 2014




NEWSPAPER REVENUE

Total Newspaper Ad Revenue Is Projected To Continue
Its Decline — Down Another $988 Million In The Next

Four Years

Total Daily Ad Revenue (Print/Online)

(in Millions)

$23,941

$20,733

$19,161

$18,330

$18,173

2011 2013 2015 2017 2019

Source: SNL Kagan Media Trends
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NEWSPAPER TIME SPENT

TV Branded News Networks Provide The Latest
Ground Breaking News Around The Clock

M oow o 2 oavm HE

AMERICA
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...and Consumers Spend Significantly More Time

With TV Branded Content
TV Viewing 279 min 2
Newspapers 29 min .
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Source: Statista.com
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NEWSPAPER UNDER-DELIVERS A18-34

Missed Opportunity For Advertisers Targeting
A18-34 As Newspaper Under-Delivers Younger
Consumers; TV Has 2x As Many

Newspaper Reader Television Viewer

A18-24 A18-24
6% Al18-34 13% Al18-34
2534 [ 16% nos3a [ 31%

10% 18%

6 out of 10 readers
Are over b0+

Source: MRI Doublebase 2014
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NEWSPAPER MODEST CALL TO ACTION

Newspapers Have a Modest Call to Action; TV Ads Drive
Viewers Online and Move Products Off The Shelves
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Actions Taken As A Result Of I-_\ctions Taken While
Reading Newspaper/Last Month Watching Television (A18-49)...

(% of Adults)...
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75%

Look up information online
about an advertisement
currently watching
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Shopped At
Advertised Store

Purchased Adv
Product

Cut Ad Out For
Later Reference

- 65%

Requested Add'l 2 Shop online or purchase

Info On Product 2 something they have seen
on a show / advertisement
they are currently watching
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Source: MRI Doublebase 2014

CAB 2013 Custom Study; Video Nation: Anytime, Anywhere, Anyplace
600 How often do you do each of the following while watching television? Please think about these activities as directly related
to the show or an advertisement you are watching.

STVL40d A

o
=
o
(<2
=
=
=
=
=
o
=
=
(2}
=
o
o
o
=
=
m
=



SIHOMHIIH

NEWSPAPER CATEGORY SPENDING
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TV Viewers Spend More On Products/Services &
Are More Likely To Purchase Big Ticket Items

SNOISO¥3
Y3dYdSMIN

NINO
43dYdSMIN

Index To General Population

=
=
It
-—
m
=
2
=
e
m
=
=

Example of Some Categories... Tvlr\llciliv)\(:er Rl\égv&rzfa;ﬁ(ejre )

In Home Shopping $150+/ past 6 months 107 92 1
Foreign Vacations/ past year 131 89 §
Men'’s Clothing Big Ticket $500+/past year 120 85 %
Health/Beauty aides $300+/past year 104 92 %
Women'’s Clothing Big Ticket $500+/past year 121 92 %
Shoes $100+/past year 112 99 %
Sports/Recreation $250+/past year 112 97 §
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Source: MRI Doublebase 2014; index to gen pop
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RADIO CUMES; ONLINE

Radio’s Audience Continues To Shrink —
All Dayparts Down

Percent Cume Adults 18+ by Daypart (Weekday)

6am-10am 10am-3pm 3pm-7pm 7pm-12m 12m-6am
ST r—
-1%
-2%

-4%

-10%

Are Consumers Migrating to Digital? Online Radio
Is Down Double Digits Among 13-49 Year Olds

% Change in Online Radio Total Unique Visitors ( Nov ‘14 vs. '13)

Al13-24 Al13-17 Al18-24 A50+ A35-49 A50+

Source: Radio cumes= MRI Doublebase 2014 v 2003
Source: comscore; radio category ( defined group in comscore...includes Pandora, iHeartRadio, tunin, AOL Radio
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RADIO V. TV TIME SPENT

Time Spent With Radio On A Steady Decline;
A12-24 Spend 2X The Time Viewing Television
Than Listening To The Radio

Avg Time Spent Per Day: A18+

2:51
2:47
3Q12 3Q13 | 3Q14

Weekly Time Spent In Hours: Min

P2+x P18+ CH2-11 T12-17 A18-24  A25-34 A35-49 A50-64 A65+

RADIO 12:26 12:58 N/A 7:23 10:30 11:35 13:48 14:57 12:06

TV 30:17 32:45 22:41 19:12 17:34 23:09 29:41 39:23  47:13

Source: Nielsen Cross Platform; 3Q14
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RADIO CATEGORY SPENDING

TV Ranks Top For Entertainment & Keeping Up To
Date On Information

Media Psychographics (% comp A18+)
A Good Source of Learning
Pure Entertainment

Keeps Me Informed/Up To Date

Relaxes Me

Keeps Me Up-to-date w/ Latest Styles

TV Viewers Are Much More Likely To Purchase Products

Index
TV Viewer Radio Listener
Foreign Vacations Spent $8K+ 109 99
Domestic Vacations Spent $5K+ 115 102
Women’s Clothing $300+ 113 99
HH Furnishings low ticket $500+ 116 108

Source: 2014 MRI Doublebase; Vert % media psychographics; Spending = index to gen pop
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RADIO REVENUE

NIFHIS
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Radio’s Revenue Is Projected To Remain Relatively Flat
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Online/Mobile Radio Revenue

(in millions) =
[l Broadcast Radio [l Satellite Radio [l Online and Mobile %
S
$19.2 $19.4 $20.2 $20.3 $21.2 §§
1,666 =
1,119 1,370 3

905
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2012 2013 2014 2015 2016
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Source: Pew Research; revenue forecast= Veronis Suhler Stevenson Communication Industry Forecast 26th Edition
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MAGAZINE SUBS
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Magazine Circulation Decline Steepens -
Down 11% In Single Copy Sales
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15 of The Top 25 Consumer Magazines Have Lost Circulation
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Magazine Subscription Magazine Single Copy Sales
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2013 264,871,370 201:‘ 22,336,481

2012 266,491,439 2012 25,046,464

INIMOIQ 0IAYY  NOILIY OL T1¥D

2011 264,680,170 2011 27,611,276

2010 265,128,146 2010 30,539,330

Source Ass of magazine media.MPA Information Center, calculations based on AAM Publishers data. Note: Total same magazines (359 in all) published in each of
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MAGAZINE TIME SPENT
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Time Spent With Magazines Is Down 35%;
Represents Only 5% Of Total Media Time While
TV Garners Half
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Avg Daily Minutes Avg Daily Minutes

29

37
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e TV Viewing e Radio e Comp Internet
e Magazine Newspapers

Source: all time spent on medium; Statista.com;
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SIHOMHIIH

MAGAZINE REVENUE
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In A Decade Magazine Ad Revenue Has Fallen 24%,
With a Projected $1.4 Billion Additional Loss
Expected In Next Four Years

Print Consumer Magazine Ad Revenue (in millions)
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13,145
$12,028 J $12,640
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$10,671
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2004 2014 2016 2018

...and Ad Pages Will Continue To Decline

2006 2008 2010 2013

2012 2013 %Change

E\ABLIURENTI SANS INIZYOYN  AL'A0IQYY “JNIL

Ad Pages 151,942.8 145,712.9 -4.1%

INININYYD0Yd

Source: SNL Kagan Media Trends
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SIHOMHIIH

MAGAZINE CATEGORY SPENDING

Consumers Turn To Television For Entertainment &
To Keep Up To Date On Information

Media Psychographics (% Comp A18+)
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A Good Source of Learning B Magazine

[ Y
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Pure Entertainment 83
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Keeps Me Informed/Up To Date
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Relaxes Me

A Good Escape

TV Viewers Are Much More Likely To Purchase Products

Index to Population

E\VARLIURENTI SANS NIZYOYA  AL'AOIQYY JNIL  3INIMDIQ 0IYY  NOILY OL T1v¥D

TV Viewer Magazine Reader
Auto purchase/lease $50K+/ year 108 87
Foreign vacations $1K+/year 131 62
Health/Beauty aids $300+/year 104 61
Clothing $3K-+/year 128 66 3
Shoes $100+/year 112 76 o2
HH Furnishings big ticket $2500+ 106 81 =2

STVL40d A

Source: 2014 MRI Doublebase;vert %; index to pop spending= light tv viewer and light magazine reader
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TV PGM INVESTMENT

Power of Branded TV Content: TV’s Investment
Into Its Programming Will Continue To Grow -
$200 Billion More In Next Four Years:

TV Programming Investment $39.4
(in BiIIions) $36.8
$34.2
$31.4
$29.2
$26.6
$24.3
$21.9
$20.0
$15.6
$14.3 $14.9 14.3
$12.7 $12.3 $13.4 $12.8 $137 ’
2010 2011 2012 2013 2014 2015* 2016* 2017* 2018*

B Cable M Broadcast

Source: SNL Kagan Media Trends; Cable investment into original pgm.
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SIHOMHIIH

TIME SPENT TV+WEB V. PORTALS+FB
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Power Of Branded TV: Consumers Spend 76% of
Their Total Video Time With Ad-Supported TV,
Only 14% With The 4 Portals+Facebook
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Monthly Time Spent (December 2014)

(Average mins per visitor, Hrs: Mins)

NIEN
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Ad-Supported Video + Internet Total Ad-Supported TV Brands 4 Portals + FB
(Hrs: Mins) (Cable + Systems + Broadcast: TV+ Web) (Hrs: Mins)
(Hrs: Mins)

All Activity:
Video, Search,
E-mail, Mobile,

Social, etc.

Combined
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Source: Nielsen Npower Live+7 October 2014 P2+, CAB analysis of comScore duplicated December 2014 data. Cable Television represents all measured
Ad-Supported Cable nets; Cable network websites represents 61 cable network websites . Broadcast Television represents FOX, CBS, NBC, ABC, iON and CW
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CONTACT US

CableNation

CABLETELEVISION ADVERTISING BUREAU

If you would like additional video advertising information, insights or analysis
please visit our website at www.thecab.tv or feel free to contact us directly:

Sean Cunningham Danielle DeLauro
President & CEO SVP Strategic Sales Insights
212-508-1223 212-508-1239

seanc@cabletvadbureau.com danielled@cabletvadbureau.com
Jason Wiese Evelyn Skurkovich
VP Strategic Insights Sr. Director, Strategic Insights
212-508-1219 212-508-1220
jasonw@cabletvadbureau.com evelyns@cabletvadbureau.com

W U ike u
Follow us on and like us on
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