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Syndication Fridays:

Delivering Weekend Shoppers

A Marketers face new challenges in the current economy
I Today consumers have changed behaviors
A Focus on the essentials
A Make lists and stick to them
I Reaching them before they make their shopping decisions is imperative
I Friday and Saturday are their key shopping days

ASyndlcatlon Dominates this Key Shopping Period
I Top rated programming across all key marketing targets
I Higher Friday ratings than network prime
I Higher reach than all network prime combined
I Half the cost of network prime
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Todayos Shrewd Cons
Making Lists, Smaller Trips, Less Impulsive

94% of Americans prepare a written shopping list

72% Never or Rarely Deviate From lIt.

"I:he majority pf US shoep_lng trips are | -islsen
Asmal l o or ni mmedi a d dr

Impulse purchases fell nearly 50%;
from 29% to 15% from 2009 to 2010.
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Friday/Saturday Spending +30%

Presidential Approval Congress Unemployment — Government

Average Daily Spending By Day of the week

$73 $76
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Sunday Monday Tuesday  Wednesday  Thursday Friday Saturday

Gallup Daily tracking
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Gallup, 10/23/09
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Syndication Kicks Off The Weekend

Dominating Friday Television

# of Shows in Top 10 On Fridays
C3 Ratings Rank
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Higher Reach Than All of Network Prime

Friday

Adults 18-49 Reach
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Syndication:
Higher Rated Than Friday Network Prime

A18 -49 Fridays

Two And A Half
Men-SYN

Family Guy-SYN

How | Met Your

‘ 1.9
Mother-SYN

Judge Judy ‘ 1.9

The Office-SYN ‘ 1.8

Everybody Loves
Raymond

‘ 1.5
King Of The Hil ‘ 1.4
Wheel Of Fortune ‘ 1.3

Maury ‘ 1.3

1.2
That 70's Show 1.2

1.2

Fiends

Network Prime Avg
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Syndication: Top Rated for Young Adults

A18 -34 Fridays

Family Guy-SYN

Two And A Half Men-
SYN

Office-SYN

How | Met Your
Mother-SYN

King Of The Hill

That 70's Show

Everybody Loves
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Friends
Maury
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Everybody Hates Chris
Network Prime Avg
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Syndication: Delivering More Moms On Fridays

Moms Fridays

Two And A Half
Men-SYN

Judge Judy

Family Guy-SYN

Wheel Of Fortune

Maury

How | Met Your
Mother-SYN

Entertainment
Tonight

Network Prime Avg
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Retallers Know Value: Syndication!

CPM Comparison
Adults 18-49 Cost Index

220

100

Syndication Network Prime

Source: CPM Comparison KantarStradegy
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Syndication Delivers Lo

& Shopping Opinion Leaders

125 . @® Howl Met
Your Mother ® Entertainment
Tonight
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O ° [ SyﬂdlC&thﬂ Index: Times Shop ped Llast3® dags: 1+ n
® ® Network Index: My family/friends often ask for and trust my advice on Shopping.

How | Met Your Mother Indices slightly unstable due to low base
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Source: MRI Fall 2010.
® Shopped 2+ times in the last 30 days



