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❚ MEDIA❚ MARKETPLACE

AM Drive (6a-10a) 75%

Midday (10a-3p) 70%

PM Drive (3p-7p) 70%

Evening (7p-Mid) 45%

Radio Usage
COMMUTING T I M E

Less than 10 minutes 11%

10 - 19 minutes 15%

20 - 29 minutes 14%

30 - 59 minutes 17%

60+ minutes 4%

Don’t commute 4%

MODE OF T R AV E L

Drive (not carpool) 92%

Carpool 10%

Public Transit 23%

Out-of-Home

Cable, Non ADS 68%

Digital Cable 45%

Cable with pay 37%

Alternate Delivery Sys. 21%

Cable Penetration

Any Daily 66%

Any Sunday 53%

Online (past 30 days) 22%

Newspaper Readers

Cable modem 33%

DSL 27%

None 21%

Dial-Up 17%

Other 5%

Web Connection

Early AM (5a-9a) 20%

Early Fringe (4p-6p) 40%

Early News (6p-6:30p) 50%

Prime Access (7-8p) 54%

Prime 55%

Late News (11p-11:30p) 37%

Television Usage

2006  2 007 % CHG

Newspaper $285.0 $285.2 0%

Spot Television $439.2 $281.0 -36%

Radio $139.1 $160.8 16%

Outdoor $61.8 $69.9 13%

Local Magazine $5.6 $5.5 -2%

Total: $930.7 $802.5 -14%

NEWSPAPER, OOH AND WEB: SCARBOROUGH NEW YORK, 2007; RADIO: ARBITRON

FALL 2007, PERSONS 12+; CABLE: NIELSEN; TV:NIELSEN NOV. 2007 LIVE+7

SOURCE: NIELSEN MONITOR-PLUS

© 2007, BORRELL ASSOCIATES

Local Ad Revenue (Mil)

SQAD Cost Per Point TV Monitor

LOCAL N AT ’ L T O TAL  S H A R E

Pureplay $74.2 $297.0 $371.2 68.3%

Newspaper $43.5 $12.6 $56.1 10.3%

Magazines $1.2 $48.1 $49.3 9.1%

Television $6.5 $33.1 $39.6 7.3%

Directories $13.0 $8.5 $21.5 4.0%

Radio $2.1 $1.3 $3.5 0.6%

Other Print $1.8 $0.2 $2.0 0.4%

Total $142.3 $400.8 $543.1 0000

Local Online Ad Revenue (Mil)

SQAD Cost Per Point Radio Monitor

COLOR KEY
TRENDING UPWARD

TRENDING DOWNWARD

SOURCE: SQAD Q1 2008

SOURCE: SQAD Q1 2008

TV E A R LY E A R LY L AT E
P 2 5 - 5 4 AM NEWS PRIME N E W S

Mar 279 344 602 408

Feb 271 327 584 395

Dec 294 361 676 420

Sep 254 299 562 357

R A D I O
P 1 8 - 4 9 AM DRIVE M I D D AY PM DRIVE

Mar 268 255 272

Feb 261 247 268

Dec 273 253 285

Sep 288 251 299




