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WHY ADVERTISE?
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The advertising industry Is large and
growing. In the United States alone In
2005, spending on advertising
reached $144.32 billion, reported TNS
Media Intelligence.




Top Reasons to Advertise

. Advertise to Reach New Customers
. Advertise Continuously

_ Advertise to Generate Store Traffic and Make
More Sales

. Advertise to Keep a Healthy Positive Image
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http://sites.moneymailer.com/mmdo/advertise.html
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Advertising on Television

Advertising on TV is still the most cost effective
way to reach the most people.

Television Advertising is also crucial to building a
brand identity and achieving good brand
recognition in the marketplace.

When it comes to advertising, the public perceives
television ads as the most influential, authoritative,
exciting, and persuasive.

Television reaches more of
prospects each day than any other medium, and

adults spend significantly more time with television

than with other media, in almost every major
demographic segment.

Television Is the best form of controlled first
Impression. It incorporates sound, sight, motion
and emotion.




elevision vs. Radio ool
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Local businesses favor television as an
advertising medium over radio.

It is very difficult to get that kind of
Immediate and continuing response
from radio.

Radio takes more time, money and
patience while you wait for results.

Radio has a limited demographic.

Radio has longer breaks so people tend
to lose interest in the commercials.

Consumers can now get their music
from iIPods and other handheld devices.
Most new cars are equipped with
satellite radio.
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Television vs. Newspaper

Newspaper has declining
subscriptions, readers and
popularity.

It IS more expensive to advertise In
the newspaper.

You are placed next to your
competitors in the newspaper.
Television separates competitors
In ad placement.

Consumers must pay for the
newspaper but television is free.




Broadcast vs. Cable

Television Reach: Broadcast vs.Cable s While cable penetration (Wired
and unwired) currently stands at
approximately 86% of TV

7S households, no individual cable
e network comes to anything near
that by the end of an average
week. Not one cable network
tops 40%. By contrast, 4 of the 6
major broadcast networks reach
Cable Networks over 70%

Broadcast Affiliates Avg.Weekly Cume %

ABC
CBS
74.6%

FOX 70.0%

Among households, broadcast
accounted for 348 of the top 349
progr ams. ANnThese fI
demonstrate once again that
broadcast dominates the
television | andscape
Rohrs, TVB presiden@m
rated cable programs have
ratings so small that they would
be cancelled if they were on a
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Source: Mielsen Media Research Television Activity Report, First Quarter 2006,




By every measure, television remains the clear winner!

Television Advertising Has the Best
Perception Among Adults:
Most Authoritative

Television Advertising Has the Best
Perception Among Adults:
Most Influential

g Television
Magazines
3.5% G
Radio i
4.5%

Newspapers
6.6%

Television Advertising Has the Best
Perception Among Adults:
Most Exciting

Television Advertising Has the
Best Perception Among Adults:

Most Persuasive
Internet
Magazines 4.7% Television
9,0% 66.5%
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Newspapers
11.8%

Source: TVB, Nielsen Media Research Custom Survey 2006




