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Syndication For The Holidays

A consumers seeking value

Economy weighing heavy on shoppers
Relying on discounts

Shopping closer to Christmasf or t he fAdeal so

ASyndi cationdbs ratings remain
Leads with 5 of the top 10 shows each weekday
Delivers prime ratings all month long
More efficient than network prime

Sstron

ASyndication()s vi ewers are active h

Top retailers

Purchasing electronics and jewelry
Gift card buyers

Online shoppers

Men: spending more, spending later



Winter Holiday Shopping

The Largest Shopping Event of the Year

Consumer Holiday and Event Sales
(in billions)

Back-to-School/

Winter College, $68.8
Holidays

/—Mother's Day, $16.3

) /—Valentlne s Day, $15.7

_—FEaster, $14.7
Father's Day, $11.1

_—Super Bowl, $10.1
\?—Halloween, $6.9

St. Patrick's Day, $4.1

Source: National Retail Federation, October 2011.



Holiday 2011.:

Consumers Feel the Pinch

The Consumer Confidence Index
IS the lowest It has been in over
two years.
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Source: wsj.com, August 30, 2011.



High Unemployment

Adds To Consumer Concern

Quarterly Unemployment Rates
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Source: BLS.gov, CBO.gov

. Months with an asterisk are projected.



Holiday Shopping:

| t 6s Al | About Decem

2010 Consumer Retail Sales by Month
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A More consumers looking for the best holiday deals
believe they're available in December (49%)
o A vs. Black Friday (33%) or Cyber Monday (18%)
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O ° : Source: Census.gov 2011.
. http:// www.census.gov/retail/mrts/www/data/excel/mrtssales92 -present.xIs

Pricegrabber, 2010.
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Gallup: Last Minute Holiday Spending

Increased 25% from 2008

GALLUP

Presidential Approval Congress Unemployment — Government

Consumer Spending by Weelk, 2008-2010

Weelly averages of self-reported average daily spending, in ULS. dollars
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MNote:

2010 data based on weeks ending Nov, 28, Dec. 5, Dec. 12, Dec, 19, and Dec. 26;
2004 data based on weels ending Nowv, 29, Dee. 6, Dec. 13, Dee. 20, and Dee. 27;
2008 data based on weels ending Nov. 30, Dec. 7, Dec. 14, Dec. 21, and Dec, 28

Gallup Daily tracking

GALLUP

. Source: Gallup 2011.
www.gallup.com/poll/145406/Upper -Income-Shoppers Lead-Strong-Christmas-Week-Spending.aspx
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Holiday 2011: An Entire Week of Shopping

Leading Into Christmas

Ideal for late shoppers
A This year, Christmas Eve is a Saturday

A There are 30 Shopping Days in 2011 (vs. 29 in 2010)
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Syndication in December:

Top Rated Shows Every Day

# of Shows in Top 10
Al18-49 C3 Ratings Rank

B Syndication
O CBS and a half
B FOX
B ABC
B NBC

Mon Tue Wed Thu Fri

- ’7:."/

° W, how i met your mother
o ° Source: Nielsen11/29/10-12/26/10 AAIGAA

. Live+3 Commercial Ratings A1849; Syndication, 5 Network Prime, Cable Prime
Excludes specials, sports and children's programming




Prime Network In December:

Forty Percent Repeats

B Repeats
@ First Run
December 2010
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. Source: Nielsen Npower 11/29/10-12/26/10, 5 Network Prime

Excludes Specials, Sports, and Children programming.



Pri medos Repeat

35% Lower Than First -Run

A18-49 C3 Rating

Network Prime Network Prime
First-Run Repeats
- ™
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o Source: Nielsen NPower 11/29/10-12/26/10 (B).
. ® 5 Network Prime A18-49 Live+3 Commercial Rating AA%, Repeats vs. NorRepeats.

Excludes sports, specials, children programming.



Syndication Delivers Prime Holiday Ratings
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Source; NielsenNPower 11/29/10-12/26/10 (B). A18-49 C3 GAA/AA%.
Excludes sports, kids and specials.



