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" CLEVELAND

exciting times

From the excitement of the Lake Erie Harbor to the charm of Amish living, Northeast Ohio is
one of the most stimulating areas in the country.
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Market Demographics

DMA Rank 17th
DMA Population (Adults 18+) 2,996,478
% Change 1990-2006 6%
Population Density 499
Race Distribution & Ethnicity
White 82%
African American 14%
Asian 1%
Hispanic (Ethnicity) 3%
Median Age 39
Average Household Income $60,131
Average Vehicles 1.8
Total Vehicles 2,825,446
Market Pro les
Traveled 500 Or More Total Miles (mo) 39%
Household Plans To Buy Any New Vehicle Next Year 8%
Personally Attended/Visited Any Casino (yr) 25%
Plans To Buy Wireless/Cellular Service (yr) 5%
Personally Attended/Visited Live Theater (yr) 24%
Participated In Golf (yr) 18%
Bought Any Items On The Internet (yr) 40%
Usually See A New Movie Opening Weekend (yr) 6%

Did Not Read Any Daily Newspaper(s) (yesterday) 40%
Access Internet 65%

Market in Motion

Drive To Work Alone 92%
Carpool 3%
20+ Minute Commute 30%
Median Travel Time To Work One Way (minutes) 19

Available Products

Bulletins Premiere Panels
Premiere Squares Wallscapes
30-Sheet Posters Malls

Digital Outdoor Network Airports

visit our website: clearchanneloutdoor.com

Sources: 2000 Census; 2006 Census Estimates; 2007 Scarborough.




WHY CLEVELAND?

LATEST NEWS

e Continental Airlines Expansion at Cleveland Hopkins International Airport
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e  Professional Football Hall of Fame Game and Festival
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Source: 2006 King County Visitor Impact Study by CIC Research, Inc.
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2008 YEARLY EVENTS

January 2 - 6
Ohio RV Show
IX Center

February 2 - 10
Home & Garden Show
IX Center

February 15 - 17
Medina Ice Festival
Medina Square

February 23 - March 2
Cleveland Auto Show
IX Center

March 17
St. Patrick s Day Parade
Superior Avenue Downtown

May 22 - 26
16th Annual Great American Rib Cook Off
Estimated attendance over 120,000

June 20 - 22

Canton Blues Festival
Central Plaza Downtown

(@ CLEARCHANNEL*

June 23 - 28
Lorain International Parade
Lorain Palace Civic Center

June 26 - 28
26th Annual Grand Prix of Cleveland
Estimated attendance over 100,000

July 20 - 22
Puerto Rican Parade and Latino Fest
East 9th & Marginal

July 28 - August 3
World Golf Championship Bridgestone Invitational
Firestone Country Club

July 31 - August 3
Pro Football Hall of Fame Game & Festival
Estimated attendance over 700,000

August 28 - September 1
12th Annual Taste of Cleveland
Estimated attendance over 90,000

August 28 - September 1

Cleveland National Air Show
Estimated attendance over 100,000

visit our website: clearchanneloutdoor.com






YOUR STRATEGIC PARTNER

CONTINUOUS
PRESENCE

Outdoor gives you a continuous,
effective advertising presence in the
market place with extensive reach
and frequency. With its ability to
target quickly, accurately and cost
effectively, outdoor is an excellent
addition to the media mix.

Outdoor allows you to reach
customers that other media often
miss or do not reach effectively.

Outdoor creates a bold visual
impression which generates strong
impact, high awareness, image,
continuity and name recognition of
your advertising message.

This chart illustrates Dr. Walter
Dill Scott s research about the
effectiveness of the repetition.

His studies at Northwestern Univer-
sity indicate how quickly consumers
forget a message if not constantly
reminded.

(@ CLEARCHANNEL*

Source: Northwestern University, Dr. Walter Dill Scott

WHY OUTDOOR?

WHY REPETITION IS SO IMPORTANT
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YOUR STRATEGIC PARTNER

WHY OUTDOOR?

INCREASED MOBILITY Your consumers spend more time on the move.

The mobilization of America is not a new phenomenon. For years
the amount of time the average American spends on the go daily has
been steadily rising. Today we are at a point where, according to
sources, Nearly 80% of consumers are Gone From Home during a

majority of the day. *

This means that TV advertising, while a good start, is no longer
enough to reach a signi cant amount of consumers. With Outdoor,
however, you can reach consumers throughout their day, whether they
are traveling to work,

taking a stroll at lunch, going shopping, taking their children to the

park,

YOUR OPPORTUNITY Adults 18+ Gone from Home vs. In Home Media Time

80% —

70% —

60% —

50% —

40% —

30% —

20% —

10% —

0%

Time out of the Home

Time in the Home

1O|11|12|1|2|3|4|5|6|7|8|9|10|12L|2L2|1|2|3|4|5|6I

PM AM
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Sources: 2002 Simmons; 2002 Nielsen, *Lori Wellinghoff, Brand Building in the 21 st Century



YOUR STRATEGIC PARTNER

WHY OUTDOOR?

RETURN ON Like all business decisions, advertising is an investment with an
INVESTMENT expected return. Our research department utilizes the same resources
Reach more consumers, used by large advertising agencies to plan media buys for large
more often, for less. companies. Resources such as Media Market Guide; Telmar Print

Planning System and the Gallop Math Model are provided to you free
of charge when planning your outdoor campaign. In the charts shown
below, we use our research systems to demonstrate Clear Channel

Outdoor s effectiveness in the most common forms of advertising mea-

surement: reach, frequency and cost-perthousand-impressions.

Reach Frequency CPM
80% 10X 10
70%
8X 8

00% $7.37
50% 6X 6
40% 1 42.4% 10
30% H 4X17 4.3x 4
20% 2XH 2H
10% [

0% 0X 0

7 quarter page insertsions in The Cleveland Plain Dealer over a
4-week schedule period.

Newspaper

53 spots scattered over 5 dayparts (early fringe, early news, prime
time, late news, late fringe) over a 4-week schedule period.

Television

H B F [

Radio 300 spots scattered over top 5 stations (Monday-Friday, 6am-mid-
night) over a 4-week schedule period.
Outdoor #25 showing of 30-sheet posters (57 poster panels) over a 4-week
schedule period.
r
;g CLEARCHA&IT\D{E;{J@ visit our website: clearchanneloutdoor.com

Source: Media Market Guide; Media Master; Telmar Print Planning and TV Plan Systems; Gallop Math Model



YOUR STRATEGIC PARTNER
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WHY CLEAR CHANNEL OUTDOOR?

THE INDUSTRY LEADER

In 1901, Clear Channel Outdoor
began as Foster and Kleiser Signs Inc..

i

Makas E'.é..é'xk“.ru&
M} VERICHROME F | LM !
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Clear Channel Outdoor is boldly pulling away from the pack.
Business Week Online

As your consumers continue to gain mobility, most advertising media

are losing strength due to the increasing distractions. Fragmentation

occurs as your target audience gains too many choices from satellite

TV and radio as well as millions of websites and hordes of junk mail.

11

Only Clear Channel Outdoor allows you to reach more customers

than other media that often miss or do not reach them at all. We lead

the industry in nding new ways to reach them with new inventory

and initiatives such as multicultural marketing, new products and new

digital technology.

We offer you a more continuous, more effective advertising presence
with extensive reach, frequency and impact. We also offer more
products and

resources than our competitors, giving you the ability to target audi-

ences quickly, accurately, and cost effectively.

To reach your target audience more effectively and ef ciently choose

Clear Channel Outdoor. With over 100 years of commitment and cus-

visit our website: clearchanneloutdoor.com



YOUR STRATEGIC PARTNER
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SALES & MARKETING
RESEARCH TOOLS

We utilize the latest research from
these sources, among others,
to be your ultimate strategic

business partner.

Business Data

Census Data

Lifestyle Market Analyst
Mapinfo

Media Comparisons
Mediamark Research
Mosaic Clusters

Pro les

Scarborough

TNS Media Intelligence

(@ CLEARCHANNEL*

Options

Clear Channel Outdoor dominates with an unprecedented inventory
of bulletins, wallscapes, posters, transit shelters, newsrack displays
and commuter bus sides all in key areas. This, in addition to our abil-
ity to custom tailor your campaign through research, means you can
target your audience more effectively.

Experience

As the long-standing leader in the market, Clear Channel Outdoor
offers the distinct advantage of experience. In management, in sales
and in our production crews, we have many veterans of the industry
- people who continue to set the standards for quality and service.

Credibility

Our commitment is to provide the most detailed and accurate repre-
sentation of outdoor advertising s performance abilities. We utilize
standard accepted formulas for reach, frequency and GRP delivery
statements. In addition, our per-unit and average circulation gures
are authenticated by the Traf ¢ Audit Bureau, an independent agency
with membership consisting of advertisers, advertising agencies and
outdoor companies.

Marketing Services

The success of your advertising efforts is important to us. To this end,
we provide custom marketing research, demographic and geographic
market studies, pre- and post-buy analysis, promotion tie-in assistance,
consumer research, graphic design and creative services, computer-
ized media planning, and more.

Research

Clear Channel Outdoors state-of- the-art Pro les database offer
advertisers information unlike any out-of-home company. Pro les can
analyze all U.S. markets. Clear Channel Outdoors advanced com-
puter mapping can de ne where a target audience lives and where
their interests take them. From examining demographic pro les, socio-
economic information or the consumer s buying power, Clear Chan-
nel Outdoor provides research data that will make any out-of-home
purchase a smart, effective purchase.

Client Success Stories

visit our website: clearchanneloutdoor.com
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YOUR STRATEGIC PARTNER

4

ONLINE RESOURCES

(@ CLEARCHANNEL*

Online Rate Card

http://www.clearchanneloutdoor.com/rates

This web-based program allows the user to view all markets, products
and ethnicities for rate and GRP allotments. In addition it allows
filtering for GRP and ethnicity levels and provides a listing of DMA
rankings.

Bulletin Inventory Search

http://inventory.clearchannel.com

An exclusive Clear Channel Outdoor application designed to
provided on-line access to photos and maps of all Clear Channel
Bulletins, Wallscapes, Premiere Squares and Spectaculars. Please
contact your Clear Channel Outdoor representative for a log on and
password. You will need to provide your email address.

MOVI" Presenter

http://www.clearchanneloutdoor.com/resources

Movi, a Clear Channel Outdoor creation, allows clients to view
prospective creative in a virtual outdoor setting. Creative is viewed
at several distances to test readability, contrast and impact. The
latest version 2.0 includes a version for Mac OS9, OSX and also
Microsoft Windows.

13

Fast Pitch

Another application exclusive to CCO, Fast Pitch is an internal

web based proposal generation system. This program delivers

real time availability for every division and market allowing local
CCO Account Executives the ability to create multi or single market
programs without having to contact individual markets for current
rates and availability. Fast Pitch also contains maps, product sheets,
market information, shipping information and product specifications.
Inventory availability is updated daily directly from each division s
scheduling system.

WebPOP

http://webpop.clearchannel.com

This proprietary program takes Clear Channel to a new standard
of customer service unmatched in the Outdoor industry. \WebPOP
allows CCO customers the ability to monitor the installation of their
campaigns as well as view photographs and Proof of Performance

visit our website: clearchanneloutdoor.com



YOUR STRATEGIC PARTNER

MULTI-CULTURAL
MARKETING

When it comes to advertising, you have to
know the heart of your target market. Clear
Channel Outdoor knows this more than any
other out-of-home media company. We have
launched a strategic initiative nationwide to
keep your company ahead of the curve when
addressing the Hispanic, African American
and Asian Markets.

Clear Channel Outdoor uniquely positions
itself to be your strategic partner and tap into
the overwhelming positive multi-cultural
response to our medium. From geographi-
cally targeting our inventory of structures to
enlisting the leadership of our own specialists
in analyzing and identifying with various
markets, your message will reach a uniquely
receptive audience.

Your business now has the local partner it
needs to excel at capturing the multicul-
tural markets. Contact your Clear Chan-
nel account executive today to develop your
outdoor strategy for capturing the various
multicultural markets nationwide.

(@ CLEARCHANNEL*

Free Interest Checkin
Yep, 'm smiling.

YRAERAEES
WG WA LK

626-456-2222

~N@CHE DE LA D1@sA«

POF, BOCK eN ESPANOL, ErGGArTON ¥ MaS

visit our website: clearchanneloutdoor.com
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BULLETINS

Provides continuity of an advertising message throughout the year.

& CLEARCHANNEL
—

(@ CLEARCHANNEL*

041679

Rotary Bulletin

A standardized 14 x 48 bulletin that is moved to different locations in
a market at xed intervals, usually every 60 or 90 days. A rotary bulletin
program can provide balanced reach in a market.

Permanent Bulletin

A bulletin that remains permanently located at a speci ed site throughout the
term of a contract, usually for long periods. A permanent bulletin program
can build strong brand recognition in speci ¢ market areas.

Benefits
Rotating delivers high frequency at each location.
Builds reach over an extended period of time.
Provides continuity of an advertising message throughout the year.
Sustains name and image awareness.
Assures dominance in selected areas.

Distribution
Positioned on highly visible, heavy traf c locations such as expressways,
primary arteries, and major intersections.

Size
Rotary Bulletin Size: 14’ h x 48" w
Permanent Bulletin Size: Variable

Extensions
Extensions break the boundary of a bulletin s standard rectangular
dimensions and improve viewer attention.
They can extend 5*2 on the top, 2 on the sides and 1 on the bottom.
Some locations have unique extension requirements, consult with your
account executive before producing artwork.

Contract Term
Typically purchased 16 weeks or longer.
Purchased individually or by daily gross rating points.

visit our website: clearchanneloutdoor.com
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BULLETINS

...largest inventory of bulletins in the Cleveland, Akron and Canton markets.
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ESPECIALLY PREPARED FOR
TYPICAL #25
BULLETINS

O  Bulletins

Created: 11/9/2007

Miles

BURKE LAKEFRONT

]
CUYAHOGA COUNTY i
Nl

HARLAN AIRFIELD

S
~WELTZENSKYPARK?

WADSW(??TH I\iUNI

)

WAYNE COUNTY
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" 30-SHEET POSTERS )

Targets speci ¢ audiences demographically and geographically.

74‘ PICKUPSTIX.COM

Benefits
Targets specific audiences demographically and geographically.
Creates rapid consumer top-of-mind awareness.
Provides continuous presence, up to 18 hours every day, resulting in
high frequency multiples.
Maximizes brand awareness and is ideal for new product/service
introductions.
Stimulates sales near point-of-purchase locations.
Provides efficiencies to media plans by lowering cost per thousand
impressions.

Distribution
Widely distributed throughout markets reflecting consumer traffic
patterns.
Located in commercial areas on primary and secondary arteries.
Available in most Clear Channel Outdoor markets.

Size
Copy Area: 10 5 hx22 8 w

Contract Term
Typically purchased four weeks or longer.

\g CLEARCHANIT}I&{J@ visit our website: clearchanneloutdoor.com
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