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Grand Rapids, Kalamazoo, Battle Creek DMA

The Grand Rapids 9 Kalamazoo -Battle Creek DMA

is ranked as the 41st largest market in the U.S. and ol tds a good place to do bt
LIJ encompasses 14 counties in West Michigan, people want to I|ive here,?¢
_I stretching 150 miles from Oceana to St. Joseph. the business advocate for the city of Grand
The DMA is composed of t wo Ramfs Newa diversiiad market, Grand Rapids
— Rapids (Kent -Ottawa -Muskegon -Allegan counties) was once the furniture capital of the U.S. before
u in the north and Kalamazoo (Kalamazoo -Calhoun World War 11. Its broad economic base consists
O counties) in the south. of manufacturing, service, medical, and retail.
The market is hyphenated with a preponderance West Michigan Total Employment
D: of the population and retail sales in the northern Grand Rapids SMSA 71%
tier and concentrated in the Grand Rapids SMSA Kalamazoo SMSA 24%
D_ (KOMA). The Grand Rapids SMSA fully exceeds
55% of the market composition in population but SMSA Total Retail Sales (Billion)
over 70% in retail sales and WZZM 13 is the sole Grand Rapids $10.4
I_ provider of a grade A signal to four of the northern Kalamazoo $ 3.6
LIJ most counties incl uhdargesy t he marketds 4
Muskegon County. Population by Age
! o 18+ 1,494,242
Population Distribution by County 1849 873,799
D: Kent 30% 2554 878,920
Ottawa 13% 3564 854,758
< Muskegon 9% 50+ 620,443
Allegan 6%
2 KOMA 58%
Population by Education
Population by Gender Some High School 4.5%
Female 50.9% High School Graduate 37.6%
Male 49.1% Some College 25.3%
College Graduate 22.5%
Advanced Degree 7.7%

Source: Media Audit 2011
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Grand Rapids, Kalamazoo, Battle Creek DMA

West Michigan Market Snapshot:

Repart: TARGET QUICK PROFILE

arket: GRAND RAPIDS, M -- DhA for APR-RAY 2011
Bases: ADULTS AGE 15+

Target: ADULTS AGE 15+

Base Population: 1,494 243

THE MEDIA AUDIT

% in Target: 100.0

Al Groups
TOTAL

Target Persons: 1,494 243

Target Profile

Age Analysis

Gender Profile

Total Income: $92,457,791,250 g2t
21-24
Mean Income: $61,876 25.34 MALE 49.1%
Mean Age: 46 35-44 22.9%
45-49
. T
Home Owners: 77% 50.54
Mean Home Value: $162,887 B E FEMALE 50.9%
65-74
Mean Miles Past Week: 204 75+
| |
1 1
0 35 0 65
Ethnicity Profile Education Profile
< 15K 4.8%
WHITE 81.6% H.S. OR LESS
15K-25K
BLACK 5.9% 25K-35K 15.9% H.S. GRADUATE 37.6%
35K-50K 20%
HISPANIC 6% SOME COLLEGE
S50K-75K 17.8%
ASIAN | 0.9% T5K-100K COLLEGE DEGREE
100K-150K
OTHER 5.5% ADVANCED DEGREE
150K+
| { |
0 95 0 35 0 50

Source: Media Audit Surveyi

Grand Rapids DMA2011




The Power of Television:

Television is the most authoritative,

exciting, influential and persuasive 8o.5 % Reached Yesterday

Persons 18+

67.5
28.6
| 14.3
|t e S T T L

Television Newspapers Radio Magazine’s Internet Mobile

communication channel, according
t o T WM&l €omparison Study.
Consumers rely on television as the
primary source of instant and timely
information affecting their lives and
the communities in which they live.

Every day, television is viewed 319

minutes on average for news,

information and entertainment.

Whet her 1 tds the presi
the Super Bowl, an international crises

or critical weather threats, more

viewers access television more than 319.2
any other medium to be informed and
entertained.

Time Spent Yesterday
(In Minutes)
Persons 18+

Tel evisionds coightpbi nati o
sound and motion creates the most
powerful and effective marketing
platform for products, services, events
and the advocacy of issues. The
accessibility of free over -the -air
broadcast programming will continue
to make television the most effective
and cost efficient choice to reach
consumers.
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Television Newspapers Radio Magazines Internet Mobile

Source: TVB Media Comparisons Study 2010
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The Power of Television:

Media Perception- Most Authoritative

Magazines Internet pgpijle

10.8% 4.4% 0,10

Radio
8.6%

Television
60.8%

Newspapers |
15.4%

Media Perception- Most Influential

Magazines Mobile
2.0% Internet 0.9%
Radio 4.5%
3.8%
Newspapers
3.1% Television

85.7%

Media Perception- Most Exciting

_ Internet Mobile
Magazines 450, 0.4%
6.0%

Radio
0
3:2% Television
Newspapers 83.4%
2.5%

Media Perception- Most Persuasive

Mobile
) Internet g 9oy
Magazines 3 goy )

6.1%
Radio Television
6.0% 78.1%
Newspapers
5.1%

Source: TVB Media Comparisons Study 2010



The Power of Television:

Adults Primary Source For News Where Adults Turn For Breaking News
Internet Mobile
Internet Mobile 16.1% 0.8%
17.4% 1.1%
Newspapers
1.2%
Newspapers Radio 3.9%
10.2%

Television
63.9%

Radio 7.5%

Where Adults Turn For Weather, Traffic, and Sports

Internet Mobile
15.6% 2.0%

Newspapers
3.7%

Radio 9.6%
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Source: TVB Media Comparisons Study 2010




The Power of Television:

Daily Media Usage 1 Al8+

Internet Radio
25% 29%

Billboards
8%

Newspaper \
7%

Television
31%
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Media Consumption Analysisi Adults 18+ in the Grand Rapids DMA
spend more time watching television than any other medium!

Source: Media Audit Survey2011 1 Grand Rapids/Kalamazoo DMA



Corporate Ownership- GANNETT

Gannett Co., Inc. is a leading international news and information company. In the United States, the
company publishes 85 daily newspapers, including USA TODAY, and nearly 900 non -daily publications.
Along with each of its daily newspapers, the company operates Internet sites offering news and

advertising that is customized for the market served and integrated with its publishing operations. USA
TODAY.com is one of the most popular news sites on the Web. The company is the largest newspaper
publisher in the U.S.

Newspaper publishing operations in the United Kingdom, operating as Newsquest, include 17 paid -for
daily newspapers, almost 300 non -daily publications, locally integrated Web sites and classified business
Web sites with national reach. Newsquest is the second largest regional newspaper publisher in the U.K.

In broadcasting, the company operates 23 television stations in the U.S. with a market reach of more than
20 million households. Each of these stations also operates locally oriented Internet sites offering news,
entertainment and advertising content, in text and video format. Through its Captivate subsidiary, the
broadcasting group delivers news and advertising to a highly desirable audience demographic through

its video screens located in elevators of office towers and select hotels across North America.

Gannettds tot al Onl ine U.S. |l nternet Audience in Januar
about 15.9% of the Internet audience, as measured by Nielsen//NetRatings.

Complementing its core publishing and broadcasting businesses, the company made several advances

in its digital strategy through key business acquisitions. These include PointRoll, which provides online
advertisers with rich media marketing services; and Schedule Star, a company that manages
HighSchoolSports.net, an online site serving the high school sports audience, and manages the Schedule
Star solution for athletic directors. Also enhancing our digital strategy are our investments and partnerships
in such companies as CareerBuilder, for employment advertising; Classified Ventures, for auto and real
estate ads; Metromix, a platform for local entertainment Web sites; Topix.net, a news content aggregator;
ShopLocal, a provider of online marketing solutions for local, regional and national advertisers; 4INFO, a
leading mobile media and advertising company; ShermansTravel, an online travel service; and more.
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Network Affiliation - ABC

The ABC network, one of the original 0 BiTd r etedegision programmers, continues to
reign as a leading source of quality news, information and entertainment

programming . Owned by The Disney Company, the ABC network is one of several
premiere entertainment networks and properties held by Disney. Resources from ESPN,
A&E, The History Channel, E!, Lifetime, Toon Disney and a host of theme parks and
resorts are all assets that are used to bolster the reach and appeal of the ABC Network .

modermnfamily
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Lee VanAmeyde  Juliet Dragos Lauren Stanton Derek Francis Valerie.ego Jen Pascua

WZZM 13 Meteorologists: Take Five & Company:

PP

George Lessens Joe Kopecek Aaron Ofsayer
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Catherine Behrendt & Stephanie Webb




WZZM 1371 On

Your Side

WZZM 13 Viewer Snapshot

Report: MEDIA QUICHK PROFILE

Market: GRAND RAPIDS, Ml -- DMA for APR-MAY 2011
Bazes: ADULTS AGE 18+

ez C13WWEIIM ABC TOTAL

Baze Population: 1,494 243

THE MEDI& ALIDIT

%% in Medis: 502

All Graups (Cume)
TOTAL

Media Persons: 750,520

Audience Profile {(Cume) i

Age Analysis (Cume)

Gender Profile {Cume) i

Total Income: $43,381,996,250 fli:20
21-24
Mean Income: $57,803 2534 MALE
Mean Age: 49 35-44 23.8%
45-49
Home Owners: 82% 50.54
Mean Home Value: $166,519 HSE FEMALE 56.8%
65-74
Mean Miles Past Week: 179 75+
{ |
0 35 T0
Ethnicity Profile {Cume) i Annual Income (Cume) i
< 15K
WHITE 85.1% H.S. OR LESS
15K-25K
BLACK 7.9% 25K-35K H.S. GRADUATE 33.8%
35K-50K 22.1%
HISPANIC | 3.7% SOME COLLEGE
S50K-75K 20.7%
ASIAN | 0.4% 75K-100K COLLEGE DEGREE
100K-150K
OTHER [§ 2.9% ADVANCED DEGREE
150K+
| { |
0 100 0 35 0 45

Source: Media Audit Surveyi Grand Rapids DMA2011




The Grand RapidsdKalamazoo &Battle Creek market is a hyphenated market and
ranked 41st largest in the United States. There are two distinct and widely
separated population centers separated by 50 miles. The northern population
encompasses 60% of the population and 68% of total retail sales.

WzzZMJ32 Coverage Area
* MANISTEE

When buying Grand Rapids dKalamazoo dBattle Creek
DMA, make sure to focus your media buy on the northern
tier of the market. Why focus resources on Kent, Ottawa

WEXFORD | MISSAUKEE [ROSCOMMON

i MASON
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and Muskegon counties? Consider these facts:

LAKE

C Kent, Ottawa, and Muskegon counties account

@ Ludington

OSCEOLA

CLARE

GLADWIN

—

for 52% of the entire 14 county population in the - B N S
Grand Rapids dKalamazoo dBattle Creek DMA. O™ — =

e “":VW MONTCALM

Mustsoss - RATIOT
C Kent, Ottawa, and Muskegon counties % me o [ svete
combined enjoy a higher median HH Income in it | Ropids | tens
comparison to the southern sector of the DMA, —DMA omwa| @ T
Kalamazoo, Calhoun and Van Buren counties. @ Holland_|
Lighter Gray Hastings

C Kent, Ottawa, and Muskegon counties have

shown a larger population growth since 2000 in
comparison to the southern sector of the DMA,
Kalamazoo, Calhoun, and Van Buren counties.

Represents Actual ‘"‘:"‘ °
Coverage Area

(Broadcast,Cable
and Satellite)

EATON

ALLEGAN BARRY

°
South Haven
Kalamazoo

VAN BUREN
KALAMAZOO

°
Battle
Creek
CALHOUN

BERRIEN CASS ST. JOSEPH

BRANCH

WZZM 13 is the only_station to fully cover the most populous, wealthy, and

growing counties in the Grand Rapids

INGHAM

JACKSON

LLSDALE

-Kalamazoo -Battle Creek DMA.




INTERNET

wzzm1l3.com is an extension of the WZZM 13 News brand . Every month over
500,000 unique Vvisitors come to wzzml3.com for news, weather, and local
information . The traffic growth on wzzml13.com has been exponential,
demonstrating the ¢ o n s u mshift i media consumption .

Online_Advertising _Opportunities :
-Banner Ads 0 CPM

-Page Sponsorships / Page Take-
Over -

s|
about ULORIC

-Streaming Video
-ABC Video Player

-Email Marketing
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-Desktop Sponsorship

-Contests 2011 Online Monthly Statistics:

-And Much More! Unique Visitors 730,000
Visits 1,500,000
Page Views 4,700,000

Contact WZZM13 today to learn how you can benefit from online marketing .
Interested in Online Rates? Call: (616) 559-1384




INTERNET:

wzzml3.com Online User Snapshot

Report: MEDIA, GILICK PROFILE

arket: GRAMND RAPIDS, Ml -- DA for APR-MAY 2011
Bases: ADULTS AGE 16+

Media: WEZZMH 3000

Base Population: 1,494 243

THE MEDI& AUDIT

% in Media 21.5

All Groups (Cume)
TOTAL

Media Persons: 320,525

Audience Profile {Cumie) i

Age Analysis {Cume)

Gender Profile {Cume) i

Total Income: $20,924,793,000 ey
21-24
Mean Income: $65,282 25.34 21.4% MALE
Mean Age: 42 35-44 20.7%
4549
- D),
Home Owners: 90% 50.54
Mean Home Value: $180,927 HEE FEMALE 60.1%
65-74
Mean Miles Past Week: 205 75+
| |
1 1
0 35 0 75
Ethnicity Profile {Cume) i Education Profile (Cume) i
< 15K
WHITE 84.6% H.S. OR LESS
15K-25K
BLACK [|3.2% 25K-35K H.S. GRADUATE 35.5%
T 35K.50K
HISPANIC T.2% SOME COLLEGE
S50K-75K 22.9%
ASIAN I 3.1% 75K-100K COLLEGE DEGREE
95 100K-150K
OTHER | 1.8% ADVANCED DEGREE
150K+
| | |
0 100 0 35 1] 50

Source: Media Audit Surveyi Grand Rapids DMA2011
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WZZM 13 Niche Web Sites:

momslike@.;—om

A GANNETT COMPANY

Moms Like Me (momslikeme .com) is a social networking
website that creates an outlet for moms to connect . The website
is a collaborative effort between WZZM 13 and dozens of
Gannett properties .

Moms|l i keme. com assi sts ma

A With things to do and places to go
with their families.

A By being a place to share information
and connect with other moms.

A By being a resource
and services.

for local products

Contact WZZM 13 today to learn how you can reach

consumers through momslikeme .com .

Interested in momslikeme .com? Call: (616) 559-1384

lama | Omucmone-  Cups | Poke | Events

mﬂmslikcmon' whete Grow ter Grand Bapids

moms meet

The Daily Buzz

IE’HCJ&

W Can'tStap Dt gt Gat Whatame you
Talbireg Abo ut The Spport i epert Feacng?
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| The Bachelor Finale - what did you think?

oan'lnomeone ey pos ed 1 - bul | can bellew Jake picke ..
v e —— 2

Sp ring Cleaning!

]I Hi sunshire and warmn wealermabes me wanl ko skl some sedou..
. S e =

. Mational Wal-vart boycott after ezt dichigan man fired
for medical marijuana

The Wiing o a cancer palen In e s | chigan cuer be use cTmedica..
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Today's Poll

What other social networking
sites do wou visit on = daily
basis?
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Hot Topict
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Moms Like Me:

Moms Like Me Online- User Snapshot

Repart: MEDIA QUICK PROFILE

Market: GRAND RAPIDS, MI--Dhds, for APR-tAY 2010
Bases: ADULTS AGE 15+

ez FACRMSLIKEME COM

Biase Populstion: 1,489 616

THE MEDIA ADIT

% in Media: 2.5

All Groups (Cume)
TOTAL

Media Persons: 37 345

Audience Profile (Cume) i

Total Income: $2,213,045,750
Median ncome: $58,665
Median Age: 33

Home Owners: 91%

Gender Profile (Cume) i

MALE

Age Analysis (Cume)

25-34 54.5%

35-44

45-49

50-54
Median Home Value: $133,479 FEMALE 85.1%
Median Miles Past Week: 50 95-64
| |
100 0 70
Ethnicity Profile {Cume) i Education Profile (Cume) i
< 15K
H.S. OR LESS 10.3%
WHITE 86.3% 15K.25K
25K-35K H.S. GRADUATE 10.1%
35K-50K T
BLACK 5.2% SOME COLLEGE 30.9%
50K-75K 55.8%
OTHER | 8.5% LUOKJo0H T
ADVANCED DEGREE | 1.2%
150K+
| | |
0 100 0 70 0 60

Source: Media Audit Surveyi Grand Rapids DMA2010




WZZM 13 Niche Web Sites:

HIGHSCHOOL |
-NET RE!JEMBER YOUR FR\IOF{ITE

SCHOOLS AND TEAMS)

2 S1GM WP TO CUSTOMIZE 3 !
> ™ ]

HighSchoolSports .net is the nation's #1 internet site devoted to
high school sports.

Massey Matchups

Hi ghschool sports.net al | g o B S
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A Follow their favorite high school sports e RO prroopser
teams- N : .- D Featurad News Source: TR
s i oe thrgams ’ (comcast
. i e MOST LIVE
A Upload user content to their schools SPORTS
page. &,
A Receive text alerts with the latest s | amane s | masansins | s |
scores from the schools they choose. e e e T
® B)

Contact WZZM 13 today to learn how you can reach
consumers through highschoolsports .net!

Interested in highschoolsports .net? Call: (616) 559-1384
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Highschoolsports.net:
Highschoolsports.net - User Snapshot

Report: WEDIL QUICK PROFILE

Market: GRAND RAPIDS, Ml -- DMA for APR-MAY 2011
Bases: ADULTS AGE 18+

edia: HIGHSCHOOLSPORTS NET

Base Population: 1,494 243

THE MEDI& AUDIT

o in Media: 56

Al Groups (Cume)
TOTAL

Media Persons: 54 373

Audience Profile (Cume) i

Age Analysis (Cume) i

Gender Profile {Cume) i

Total Income: $5,842,015,250 1820
21-24
Mean Income: $69,240 25.54 MALE
Mean Age: 35 35-44 32.7%
45-49
Home Owners: 85% 50.54
Mean Home Value: $169,734 R FEMALE 56.8%
6574
Mean Miles Past Week: 239 75+
| |
1 1
0 45 0 70
Ethnicity Profile (Cume) i Annual Income {Cume) i Education Profile {Cume) i
< 15K | 0.3%
. + H.S. GRADUATE 32.2%
WHITE 65.3% 15K.25K - 12%
25K-35K 9.6%
- SOME COLLEGE
35K-50K
HISPANIC
50K-T5K 26.1%
-+ COLLEGE DEGREE
T5K-100K 9.3%
OTHER 100K-150K 22.2%
ADVANCED DEGREE
150K+ 2.3%
| | |
1 1 1
0 80 0 40 1} 45

Source: Media Audit Surveyi

Grand Rapids DMA2011
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WZZM 13 Weather Network

In December of 2004, WZZM 13 launched the first 24
Michigan. The 13 Weather Network can be seen on WZZM DT 13

-hour digital weather channel in
-2, on both Comcast

(channel 298) and Charter (channel 247) digital cable, and streamed online at

wzzml3.com. The Weather Network offers on demand

13 Weather Network
Advertising Opportunities:

C Commercials to run on the

13 Weather Network on WZZM DT
13-2, Comcast digital channel 298,
Charter digital channel 247, and
streamed online at wzzm13.com.

C Rotating logo placement on the
bottom right corner of the 13
Weather Network.

C Pre-Roll commercial on
wzzml3.com preceding the live
streaming of the WZZM 13
Weather Network

LOCAL weather by recognized and
trusted meteorologists.

%ﬁ[ﬂlﬁm\ WZZM,3&COA9M? SIDE ,_,150— = AI\\N/IESTSiIOGAf\T

an DOPPLER RADAR

Ud
Musk od
Norton Sﬁores

) ' Red Hot Deal Days!

Hot Deals Hotc lors.

is is where the ticker would appear. This is where the ticker would 4
mon tue wed thu fri sat sun
Grand Rapids

7-Day Forecast ** ' *‘ m ‘( & ‘-

32/19 3219 32/19 3219 82/19 32/19 3219

Currently there are ov&r1,00@ubscribers to the digital tier
onComcast an€harter cable. HDTV sales continue to
increase and currently o) percent dVest Michigan homes
already have a high definition television



