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New Television Landscape A
Audience of national TV stations. % Share. Ind. 4+

=>» Loss of Generalists’ audience
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New Television Landscape A
Audience Distribution. %Share. Ind. 4+

=» Significant fragmentation in audience of non-generalist TV
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New Television Landscape A
Advertising Rating. Ind. 4+

=» Progressive drop in advertising rating (% of population that sees a spot)
=» To amuch lesser degree in generalist TV
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New Television Landscape

TV consumption per viewer
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New Television Landscape
Advertising sales unit in TV

» GRP -

REACH x FREQUENCY

-

3 |
y i el
..“ ‘i!!: -

Example 1 300 GRP’s Example 2 300 GRP’s
75% of the population 30% of the population
4 times on average 10 times on average

A




New Television Landscape A
Contribution of reach per media platform

> FREQUENCY =» REACH
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http://www.plus.es/codigo/television/plataformas/digitalplus/portada2.asp
http://www.cadenaser.com/index.html
http://www.elmundo.es/diario/
http://www.localiacordoba.com/index3.htm

New Television Landscape A
% Reach performance according to average rating

=» Campaigns lower than <2 ratings show significantly lower reaches
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New Television Landscape A
% spots according to advertising rating. Ind.4+

=» There shall be an increasing % of spots with a low advertising rating
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New Television Landscape
How does this scenario affect reach?

Audiovisual Nature

Contributes great deal of awareness
Reliable measurement
Lowest CPT

- Quick penetration

- - = Maximum REACH

Share = 45.9%



New Television Landscape A
How does this scenario affect reach?
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New Television Landscape A
Generalists TV audience share and ad spend in Spain

=»Audience loss of the generalists channels
=>» The ad spend share remains constant and is higher than the audience share

H % AUD.
E - % Ad Spend

1998-Sept '05

79,3

T RR— -

76,3 758 (6,3 76,5 /6,5 75,8 4
— - :

68,8 68,7 68,3

J l l LLI

1998 1999 2000 2001 2002 2003 2004 2005

SOURCE: TNS + Infoadex + MKTG Forecas t. ATRES advertising a




New Television Landscape

Average CPT for Slots/Programs of US Channels in 2004

=» Prime time strength

=» Premium value of top reach programs
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ATRES advertising Strategy A
> TODAY = ATRES advertising STRATEGY
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ATRES advertising Strategy A

Impact on Antena 3 Sales Policy

Slots according Groups according to
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ATRES advertising Strategy A

Impact on Sales policy of Antena 3

NOW
TARGET
e REACH
PROFILE
. TARGET
% TOP RATING
PROFILE




ATRES advertising Strategy A
Strategy Goals

- Raise reach concept through price

= Make it our own

>Put up entry barrier for new operators
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