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Syndicated TV has remained
relatively steady in recent years,

accounting for 3.9 percent
of TV:ad spend in 2007 After recovering from a dip in 2009,

and 3.3 percent in 2011 spending rebounded in 2010 and

SYNDICATED TV 2.4B remained flat in 2011

Spot TV reached its
recent height in 2008,

when ad spend SPOTTV N[

generated $25B — ML F Y] 21.1B

CABLETV

grew 16 Percenti LANGUAGE 4
fromayearago NETWORKTV ~ 513.3M
SPANISH Spending on cable TV has
LANGUAGE increased steadily
CABLETV over the last few years
| up 42 percent since 2007
Saw the largest increase in spending and is now on par with network TV
year-over-year out of all television types

up 24 percent from 2010
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AN IN-DEPTH LOOK AT AUDIENCES YOY % CHANGE

AND ADVERTISING Overall, the amount of national TV ad units
BY MEDIATYPE rose 14% fiom 2010 to 2011 oAb oE
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consumers' appetite for television

up 4.5 percent from 2010, with
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and network TV seeing double
digit growth (up 24% and 16%, In the U.S., ad spending increased 2 percent from 2010.
respectively). Though print makes

up a significant share of annual ad

spend--accounting for 25 percent- Restaurant TV COMMERCIAL LENGTH*
-more is spent on TV than all other Direct Response — va Share of All Commercial Units
i $1.98B Allstate
platforms combined. $1.7B
Dish Network
Auto Insurance B $265.0M $239.5M 2009 2010 2011
1.98B
S1OZB $2781M $1 1B
Automotive RBMEDepot . 33% 33% 34%
Department Store $3.4B $283.2M AT&T
Comcast
Motion Picture $3.5B $4.2B $315.6M $702 2M
k Servi :
(Rgeusltcaurgrr]\glsce Walmart Verizon Wiréless 46% 48%
Automotive Dealership $3.5B $326.3M
S;"gB ol DIRECTV $4148M
. Pharmaceutica Geidl

$3.6B $335.7M
Telephone Services / Wireless State Farm

The average length of a TV
commercial in 2011

Read as: In 2011, $10.2 billion was spent on Automotive advertising
* AT&T Wireless Web Access, Verizon Wireless Web Access, Geico Auto Insurance, State Farm Auto Insurance, DIRECTV Satellite Services, Wal-Mart Dept Store,
Comocast Xfinity, Home Depot Home Improvement, Dish Network Satellite Services, Allstate Auto Insurance
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