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8890 of back-to-class
consumers say the Coronavirus
will affect their shopping
in some form this year
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Back-to-Class Spending is Expected to Hit Record High

Total Expected Spending, Billions
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90% of Moms Will Spend the Same or More
This BTS Season

Compared to last year, do you expect to spend
more or less on BTS shopping in 20207

More

About the Same

Less

Will likely NOT make
any BTS purchases

| edia
Source: Field Agent Back to School: Coronavirus Insights — Survey taken June 2020. K-12 moms are respondents. | /B olutions



Back-to-School/College Shopping Starts in Advance

% of Shoppers Shopping During Each Time Period

68%
62%

540/ 56 /0
38% 39%
33%
24%
16%
° 129% 13%
“ ..
Earlier than July First 2 weeks of July  Last 2 weeks of July First 2 weeks Last 2 weeks September
of August of August
= Back-to-School Shoppers = Back-to-College Shoppers

Local

Source: 2020 Deloitte — “Back to College Market Study” report; “Back-to-School Shopping” report. % of active BTS/BTC shoppers during noted period. IVB Media

]
"Out of $__ you plan to spend on back-to-school/college shopping, how much do you plan to spend during the following periods?” I Sontions



1/3 of Moms Plan to Shop Earlier Than Last Year

Compared to last year, when do you expect to shop for
school supplies and/or attire for the 2020 BTS season?

Earlier About the

33% Same Time
47%0

Not Applicable
3%

- Local
13 Me .
Source: Field Agent Back to School: Coronavirus Insights — Survey taken June 2020. K-12 moms are respondents. | Solutions



Unknown Reopening Plans Impact Consumer Spending

Back-to-school & college consumers with most of their
shopping still left to do said it was because they...

54%
40%
30%
10%
Do not yet know what Expect to receive the lists  Expect to receive the lists Already received lists of
they will need by the end of this month by the end of August required school supplies

“ I,;,.
Source: NRF 2020 Back-to-School/College Spending Survey Soutio
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Moms of K-12 Students are Changing
the Way They Shop Due to the Pandemic

How do you expect your BTS shopping to differ from last year?

Purchasing more cleaning/sanitizing products for school 46%
Being more cautious when in stores 44%
Buying face masks, sanitizer, and items to combat COVID-19 43%
Spending less time inside stores 39%
Not taking kids to stores 37%

Making more purchases online 36%
Kids not trying on clothes before purchasing
Using store pickup more

Shopping in stores at different times of the day 27%
Visiting fewer stores in general 26%
Buying more foods/snacks for at-home consumption 23%
Buying more items for packed lunches 20%

Being more price sensitive 17%
Stocking up more on school supplies/materials 16%
Being less brand conscious when making purchases 13%

Purchasing more school supplies in general 11%

- Local
T Markatin 9
Source: Field Agent Back to School: Coronavirus Insights — Survey taken June 2020. K-12 moms are respondents. I Solutions



Only 27% of Parents Feel Safe Sending
Their Kids Back in August or September

When you think you will personally feel safe sending your children back
to school for in-person classes next school year?

27%
17%
o
14% 15%
. . )
August or Later in Sometime in Sometime in Not any time in
September the fall the winter the spring the next school year

Source: Echelon Insights, a polling and survey firm, conducted weekly surveys of N = 500 parents of public school students in grades K-12. The ] I‘ kfecé’i'a_ 10
. . Marketing
surveys lasted roughly two months, from April 27 until June 18. I
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School Start Dates Vary from City to City

State’s Most Populous City 2020 School Start Date & Learning Plan

Seattle, WA
9/2
- Portland, OR
State's Most Populous City 9/2 '

Public School Fall 2020 Boise, ID
Plan to Start the School Year 8/27
|:| In-Person Learning
[ 1 Hybrid Learning e saltLake

. . City, UT
|:| Online Learning 2‘,’19
Los Angeles,
[ Jmp cA
8/18
; Phoenix, AZ
8/17

Anchorage, AK< 8/20
Honolulu, HI 8/17
D.C. 8/31

All dates & methods of reopening are subject to change. Updated 8/11/2020.

Billings, MT
8/24

Cheyenne,
WYy
8/24

/ Denver, CO
8/24

Albuquerque,

NM
8/12

Portland, ME
Fargo, ND ) 8/31
9/2 Minneapolis, Burlington,
| MN ‘ VT Manchester, NH 9/9
Sioux Falls, 9/8 Milwaukee, Detrdit NY, NY 9/ 8; Boston, MA 9/10
7D "WI 8/17 MI ! 9/8 Providence, RI 8/31
8/27 \ .
Des Moines, LU Philadelphia, Bridgeport, CT 9/1
\ Columbus, PA s
Omaha, NE 8;‘2‘ s OH 18./3 ~ Newark, NJ9/8
8/18 ' Indian: 9/8 B;gn;(;;e, Wilmington, DE 9/1
. Chicago, 8;2 Charleston, ‘
: CIL WV yiraini
5 ginia Beach,
Kansa; /%ty’ £s ~\9/ . Louisville, KY 9/8 VA9/8
9/28. Charlotte, NC
Oklahoma tie Rogs Nash;;l‘lte, TN | 8/17
City, OK AR Charleston; SC
8/31 . - 8/21
’ 8/24 Birmingham, Atlanta,
Jackson . GA
‘ Ms 8/24 8/24
Houston, TX New - 8/
8/26 Orleans, B
LA .
8/4-8/11 Jackslc:):wlle,
8/20

- Local
| | Media 11
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School Start Dates & Guidelines Vary by City & State

Click Here to Get to the TVB's COVID-19 States School Fall Reopening
State-by-State Summary

TVBS% COVID-19 States School Fall 2020 Reopening Summary

This excel sheet summarizes each state's guidelines as well as how the most populous city in each state are reopening their schools.
Note: In almost all zases, state reopening guidelines are only guidelines and are not mandated by the state. It is up to each individual school district within a state to make a determination on how to open their schools.

online

Updated August 11th, 2020
State’s Most Populous City City Public School Does the Does the
Populous City Public School Plan To Start The State’s State’s
Public School New Fall 2020 School Year (In- Guidelines | Guidelines
Original Fall |School Start Date Person, Online include In- | include
State’s Most | 2020 School | If Delayed Due to [Learning. Hybrid of in-| Person Online
State | Abr. | Populous City Start Date COVID-13 person and online) | Learning? | Learning? State’s Guidelines for Fall 2020 School Year
Birmingham City Schools will use online learning for the first 3 weeks of the school year starting on 8/24. At the end of the 9 weeks, the Birmingham City
School District will reevaluate conditions as to whether to move forw ard with additional remote learning plans or to pivot to in-personfin-school learning. The
Alabama aL Birmingham 812412020 812412020 Online learning Y Y rest of the state's local school districts will make their own determinations on how students will return to school in the fall. The state has issued guidelines!a
roadmap that includes 3 options (in-person, online, and a hybrid). For each scenario, the state has documented a set of guidelines for educators to follow for
best practices.
Alaska hasissued guidelines for the reopening of schools which is scheduled for 8120120, There are three risk assessment classifications (Low, Medium,
Blaska aK Brchiorage 81812020 812012020 Hybrid of in-person and v v High) that shfauld be .uset:l to de-telmlne which melho.d or co.ml:.)lnatlonlof methods sho.uld be us‘ed forK-12 sT:hoo.Iln.g. in Alask.a. High risk |ncl-udes more
online remote learning, social distancing, and other capacity restrictions for in-person learning. Medium and low risk prioritize safe in-person learning methods with
less dependence or no provision for online learning.
The Arizona Department of Education released guidance for reopening schools for the 2020-2021 school year. The guidance includes screening students
before entry, face covering requirements, smaller class sizes, and the elimination of communal dining halls. Gov. Doug Ducey (R) ordered public schools to
reopen for on-site learning on August 17 for students who have nowhere else to go. Superintendent Kathy Hoffman clarified that the order meant each
e az Phosnix aHTIZ020 aHTIZ020 Hybrid of in-person and v v schoc_)l district must open at. le.ast one site fo.r.stt.,ldent.s to go, but did r.10l have to open every st.:z!'\ool of require every .teacher to.wo.rk in-person. The o
online superintendent recently said in a letter that "Arizona is not currently in a place to resume traditional in-person learning. Every indicator show s there is high
community spread across the state. As school leaders, we should prepare our families and teachers fo the reality that it is unlikely that any school comminity
will be able to reopen safely for traditional in-person or hybrid instruction by August 17th.” However, the governor hasn't changed the trajectory of the
previuosly announced school reopening plan.
For 2020-2021, Arkansas schools willimplement a blended learning system that delivers curriculum, instructions and assessment through multiple methods
Arkansas AR Little Rock 8312020 B12412020 Hybrid of in-person and v v with flexibility built into the framework. Depending on the course of the virus, the state has established levels of response that examine different factors

including absentee trends and virus spread within communities to determine a response level. These levels include: Limited, Moderate, and Critical. Each
response level focuses on communication and tracing, considerations for school closure and recommendations for continued on-site school operations.

https://www.tvb.org/Public/Research/SeasonalRetailReports/BacktoSchool.aspx. Updated 8/11/2020

- Local
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https://www.tvb.org/Public/Research/SeasonalRetailReports/BacktoSchool.aspx
https://www.tvb.org/Portals/0/media/image/TVB_Analyses/BacktoSchool-2020_COVID19_school-reopening.xlsx
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Broadcast Television is
the Go-To Source For
COVID-19 Information

Solutions




Coronavirus Study: Broadcast TV Had The
Highest Reach Among These Platforms

Broadcast TV 81%

Social media 48%

Radio stations 41%

Cable TV 40%

Newspapers 26%

Newspaper web/apps 25%

Government websites 18%

Local broadcast TV stations web/apps 18%

Online news aggregator web/apps _ 18%

Cable TV web/apps 17% %0 Reached Yesterday

Adults 18+
Any other Internet web/apps _ 14%
National broadcast TV network web/apps 129%

Radio station web/apps - 6%

m Local
. . L . o 1 9 Medi
Source: TVB/Dynata Coronavirus Media Usage Study April 2020 P18+ N = 10,042 (10 states: California, Florida, Georgia, Illinois, Louisiana, Michigan, New Jersey, New I g/loglals%ri‘r;g 14
York, Texas, Washington) Q: Did you see/hear this source in the last 24 hours? (digital media comprised of computer/tablet/smartphone)



Which Source Do You Feel Gives You The Best
Information & Updates On The Coronavirus?

Broadcast TV News 54%
Cable TV news 27%
Government websites 15%
Social media 12%

Broadcast TV news web/apps 7%

National newspapers 7%

Local newspapers 70/0

Radio stations 6%
All other internet news web/apps - 5%

Cable TV news web/apps 3%
Natn'l/Local newspapers web/apps 3%

Radio station web/apps 1%

Source: TVB/Dynata Coronavirus Media Usage Study April 2020 Total P18+ N = 10,042 (10 states: California, Florida, Georgia, Illinois, Louisiana, Michigan, New Jersey, ' ‘ ',;/?g;'q
New York, Texas, Washington)Q8: Which source do you feel gives you the best information & updates on the Coronavirus as it pertains to preventive procedures, closures,

Marketing
. . . Soluti
cancellations, and local regulations? Respondents could select up to two choices. eutions



Local Broadcast TV News: #1 Trusted Source,
Local TV Websites/Apps: #1 Trusted Digital Source

I trust the News that I see/hear on this media source:
Percent Agree
78%

76% 76% 74%,

/1% \71%) 70% 70% 69%

67% 65%

Local Network Government Local Radio Cable Local National  National/Local Network Cable TV Radio All Other Social
Broadcast Broadcast websites  Newspapers Stations News TV News Newspapers Newspapers Broadcast TV News Stations Internet News Media
TV News TV News Channels Websites/Apps Websites/ News Websites/  Websites/ Websites/Apps

Apps Websites/Apps Apps Apps

Source: TVB/Dynata Coronavirus Media Usage Study April 2020 Total P18+ N = 10,042 (10 states: California, Florida, Georgia, Illinois, Louisiana, Michigan, New Jersey, ' ‘ k,?g;{}
New York, Texas, Washington)Q9: For each source, please indicate the extent to which you agree or disagree with the following statement: I trust the news I see/hear on

g/ltlzrli(ehng
this media source; Top 2 boxes shown olutions



What Are Your Reasons For Watching Local Broadcast
TV News As It Relates To The Coronavirus?

I want information that pertains to the area I live in 67%
I trust the news from my local broadcast station 45%
I wa_nt to klj(_)w the sta_tus of public/medical §ervices, curfews, school closings, business closings, 459
traffic conditions, public transit, local regulations

I feel my local broadcast station is looking out for what I need to know and will keep me safe 31%
I like that they are constantly updating and giving me the latest information 31%
I like that they are reporting from different neighborhoods affected 25%
I share information I get from my station with friends/family 20%
I like that they visually show areas affected 18%
I want to know how I can help 10%

“ Local
[ I Medi
Source: TVB/Dynata Coronavirus Media Usage Study April 2020 Total P18+ N = 10,042 (10 states: California, Florida, Georgia, Illinois, Louisiana, Michigan, New Jersey, I Mgrklgﬁng 17

New York, Texas, Washington) Q10: What are your reasons for watching local broadcast TV news as it relates to the Coronavirus? Soltions



Broadcast Websites Provide
Multi-platform Opportunities

DCBSNew York
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What Are Your Reasons for Using Local Broadcast TV
Websites/Apps as it Relates to the Coronavirus Pandemic?

% P18+

I trust the news from my local broadcast stations' website/app 53%
I wapt to knoyv the ;t_atus of pu.blic/me_dical services, ;urfews, school closings, business 50%
closings, traffic conditions, public transit, local regulations

I like that I can get at the information I need on my timetable 46%
I like that they are constantly updating and giving me the latest information 40%
I share information I get from my broadcast station's website/app with friends/family 31%
I like that I can access it wherever I am 28%
I downloaded the app from my local broadcast TV station specifically for situations like this 25%
I like getting the alerts 25%
I want to know how I can help 9%

Source: TVB/Dynata Coronavirus Media Usage Study April 2020 P18+ N = 10,042 I /B k/?ecgi'a

]
Q11: What are your reasons for using local broadcast TV news websites/apps as it relates to the Coronavirus? I Marketing 19



439%0 of Back-to-School &
College Consumers are
Planning to Shop
More Online

Solutions

—
Source: NRF 2020 Back-to-School/College Spending Survey




Back-to-Class Consumers Will Look to Shop Online
More than Anywhere Else This Year

Where Consumers Plan to Shop

Back-to-School Shoppers Back-to-College Shoppers

Online 55% Online 43%

Department store 37% Discount store

Discount store 36% Department store

. Office supplies
o
Clothing store _ 30% store

Office supplies _ 23% College
store bookstore
Electronics store _ 22% Clothing store

Local/small o .

business - 15% Electronics store

Source: NRF 2020 Back-to-School/College Spending Survey



Online Will See More of Parent’s Time and Budget

= 2019 m 2020

64%

37%

% of Parents Who Plan to Shop From Their Laptop % of Budget Spent on Digital Shopping

Source: 2020 Deloitte — “Back-to-School Shopping” report. % of active BTS shoppers during noted period. —— /B c



Moms Anticipate to Shop Online This Year

Approximately what percentage of school supplies do you estimate
your household will purchase ONLINE for BTS 20207

15%

14% 14%

12% 12%

9% 9%
7%

5%

2%
1%

0% 1-5% 6-10% 11-20% 21-30% 31-40% 41-50% 51-75% 76-95%  96-100% Not
Applicable
Y Media 53

I Marketing

Source: Field Agent Back to School: Coronavirus Insights — Survey taken June 2020. K-12 moms are respondents. Solutions



Moms Chose Amazon as the 2020
Top Online Retailer for School Supplies

Which ONLINE RETAILERS do you expect to purchase school supplies
from for the 2020 BTS season?

Amazon 70%
Walmart 65%
Target 449%0
Staples 13%
Office Max/Office Depot 13%
Sam's Club 8%
Walgreens 8%
Ebay.com 6%
Costco YA

CVS WLV

“
13 edia
Source: Field Agent Back to School: Coronavirus Insights — Survey taken June 2020. K-12 moms are respondents. I olutions



Online Shopping Appeals to Higher Income Shoppers

% of Income-level’s Preferred Retail Format

41%

35%

24%
. ]
Online Only Mass Merchants
= Below 50K = Above 100K
. . . . . . . . - Local
Source: 2020 Deloitte —"Back-to-School Shopping” report. “Which type of retailer will you shop the most electronic gadgets at during this BTS i ) mgﬁ(-gﬁng
season?” Solutio



Broadcast Television
Delivers Online Shoppers

Solutions




Among Online Shoppers, TV Has Highest Reach of Ad
Supported Platforms — Broadcast Leads the Way

% Reached Yesterday
Adults 18+ Online Shoppers

Television (Broadcast/Cable)

Broadcast TV

Email

Social Media

Search

Radio

Cable TV

Streaming TV

Streaming Video Other Than TV/Movies
Newspapers

Broadcast TV News Websites/Apps

TV Program or Movie Using Streaming Video
Magazines

Internet-Radio

Digital Newspaper

Cable News Channels' Websites/Apps
Digital Magazine

| 81%

I 79%

| 75%
61%

| 59%
T 53%
| 40%
34%

26%
24%

| 22%
| 20%

17%
13%
- ]15%

Source: GfK TVB Media Comparisons Study 2020. M-S 5A-1A. Persons 18+ Plan in the next month, to do any shopping online (n=1,602): Yes. Online/internet
platforms such as email, social media, internet radio and websites, are totaled for any online device-PC, Smartphone and Tablets. Broadcast TV News Websites/Apps

includes local TV station & network websites/apps for news/weather/sports.

TvB

Local
Media
Marketing
Solutions
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Online Shoppers Spend the Most Time with Television
of All Ad Supported Platforms

Daily Time Spent Yesterday (In Hours:Minutes)

Television (Broadcast/Cable)

Broadcast TV

Cable TV

Social Media

Email

Streaming TV

Radio

Search

Streaming Video Other Than TV Programs or Movies
TV Program or Movie Using Streaming Video
Internet-Radio

Newspapers

Broadcast TV News Websites/Apps
Magazines

Digital Newspaper

Cable News Channel’s Websites/Apps

Digital Magazine

Online Shoppers

| 5:05

3:21

| 1:08

| 1:04
| 1:02

I 0:36

] 0:36
| 0:29

I 0:15

] 0:13

] 0:11

| ]0:08

7] 0:08

] 0:07

] 0:02

Source: GfK TVB Media Comparisons Study 2020. M-S 5A-1A. Persons 18+ Plan in the next month, to do any shopping online (n=1,602): Yes. Online/internet
platforms such as email, social media, internet radio and websites, are totaled for any online device-PC, Smartphone and Tablets. Broadcast TV News Websites/Apps

includes local TV station & network websites/apps for news/weather/sports.

TvB

Local
Media
Marketing
Solutions
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Television Ads Are The Top Medium That Influences
Purchase Decisions For Online Shoppers

(%)
Advertising medium which you feel most influences you to make a purchase decision

Online Shoppers

Television 24.2%
Social Media 18.0%

Email | 10.8%

Search 8.6%
Direct Mail 7.7%

Newspapers | 7.2%

Broadcast TV News Websites/Apps [ ] 5.7%
Non-TV/Movie Streaming Video (YouTube) | 4.7%

Radio | 4.0%
Magazines | 2.6%

Internet-Print 2.5%
Streaming TV programs or movies 1.5%

Cable TV News Websites/Apps | | 1.1%
Out-of-Home/Billboards [ ] 0.9%
Movie Theater [J 0.5%

Source: GfK TVB Media Comparisons Study 2020. Persons 18 + Plan in the next month, to do any shopping online (n=1,602): Yes. Includes only those who chose a -l-\ Local
media. Q1 - Please select the one type of advertising medium which, you feel, most influences you to make a purchase decision? Broadcast TV News Websites/Apps Marketing
includes local TV station & network websites/apps for news/weather/sports. Sotions



For Online and In-Store Shoppers,
Television Ads Are Motivation To Do Further Research Online

Has an advertisement on television motivated you to go the Internet to find out more
information about that product or service?

Percent Yes

599, 61%
54%

Adults 18+ In-Store Shoppers Online Shoppers

Source: GfK TVB Media Comparisons Study 2020. Persons 18+ Plan in the next month, to do any shopping in a retail store (n=1,625) or online —HJB

Local
Media
Marketing
Solutions

(n=1,602): Yes. Includes only those who answered. Q3 - Has an advertisement on television motivated you to go the Internet to find out more Y
information about that product or service? I

30



“Have TV ads influenced your search selections?”

Moms A18-24

Source: GfK TVB Purchase Funnel 2019. A18-24, N = 619; Moms (Women 18+ with presence of any children), N= 1,362.

QA10 “*When doing an online search, how often, if at all, have TV ads you have seen influenced you in some ways in your search?” (Yes = combination of Every LY
time, Most of the time & Sometimes) Among those who do online searches.

Local
Media
Marketing
Solutions
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Online Shoppers say Local Broadcast Television News

Is Most Involved In The Community

Which source of news do you feel is the
most involved in your community?

Online Shoppers

Cable News Channels
0.7%

" sNaatioenil</I\_lzgz;[A . Local Broadcast TV
W, I
P p1.0% PP NENS

o)
All Other Internet News 44-9 Yo

Web/Apps
Local Newspapers

1.6%
Public TV News PAVIPA)

Network Broadcast TV News
2.2%

Web/Apps
6.5%
Radio Stations
8.6%

Social Media
9.0%

Source: GfK TVB Media Comparisons Study 2020. Persons 18+ Plan in the next month, to do any shopping online (n=1,602): Yes. Includes only those who chose
a media. Q8 - And, which source of news do you feel is the most involved in your community?

TvB

Local
Media
Marketing
Solutions
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Retailer: Broadcast had about Double
Cable’s Lift Rate in Website Traffic

Conversion Lift Rate to Website

40.8

29.8
21.9

43,608M
Impressions

31,803M

12,518M

Impressions Impressions

Total TV Campaign Cable TV Broadcast TV
Broadcast+Cable
Source: TVB Data Plus Math Attribution Study 2020, Measured 4 months July-October -n ﬁgﬁjlgﬁn



Broadcast Delivered About Double The Web
Conversion Rate With Half Frequency of Cable

Retailer TV Campaign Frequency Vs. Conversion Lift Rate

Major Broadcast

Networks Frequency: 9.42 40.8

Ad Supported Cable

Networks Frequency: 18.9 21.9

TVB Data Plus Math Attribution Study 2020 Y Media
I g/lclirli(_eﬁng 34
olurions



The Pandemic has an Effect on
What's Being Purchased

Solutions




Technology Purchases Increase While Traditional Products Fall

Total Expected Spending, Billions

$26.8 $27.3 $27.8 $28.1
$20.1 $20.8 $21.1

$8.6
$6.7 $6.5 $6.7 o
[ ) ) e — "
2017 2018 2019 2020%*
essraditional Products «esTechnology Products essTotal
H A\ H " . . . . . I ‘ Local
Source: 2020 Deloitte —"Back-to-School Shopping” report. *Personal hygiene products and desk/tables were newly added in 2020, which is counted in 19 Media_ 36
the “traditional products” and “total” calculations. I Sontions



Major Shifts in Spending Between Purchases
% Change in Average Spending from 2019 to 2020

38%

4%

.

Electronic gadgets
& subcriptions

1 Computers & Hardware

-10%
-13%
H A\ H n” H . . I ‘
Source: 2020 Deloitte — “Back-to-School Shopping” report. Average spend includes only respondents who will purchase the above-mentioned category Y
or item. All currency values are in US dollar. I



Consumers Will Buy Electronics
Specifically to Accommodate E-Learning
Items Consumers Plan to Buy Specifically Due to e-learning
Laptop — 36%
Speakers/headphones | 22%
Electronics accessories [N 2 1%
Workbooks |G 17%
Desk or chair |GGG 17%
Calculator |GGG 7%
Printer | 17 %

Tablet || 15%

“ oca
1 9 edia
Source: NRF 2020 Back-to-School/College Spending Survey I olutions



Planned Household Spend by Category

Back-to-School Planned Spending Back-to-College Planned Spending
Per Household Per Household

Electronics
Electronics
Clothing & accessories

Dorm/apt. furnishings

Clothing

& accessories Food items

Shoes

Shoes Personal care items

School supplies

Gift cards
School supplies

College branded gear

- Local
[ Y Meci(iar 39
Source: NRF 2020 Back-to-School/College Spending Survey I Solutions



Coronavirus Will Not Stop Moms From
Purchasing New Clothes/Attire for the BTS Season

How likely are you to purchase clothes and/or footwear
for your kids during the 2020 BTS shopping season?

Completely Likely 63%

Very Likely 25%

Moderately Likely

9%
Not very Likely l 2%

Not at All Likely | 0%

- S ocal
T Markatin 40
Source: Field Agent Back to School: Coronavirus Insights — Survey taken June 2020. K-12 moms are respondents. I Solutions



However They're Shopping &
Whatever They're Shopping For,
. Broadcast TV Delivers

| Larger Audiences More Quickly

Solutions




Broadcast TV: Tops in Summer Ratings

# Of Top Rated Programs
Moms Adults 18-24

m Broadcast m Cable m Broadcast m Cable

5
L]

6
L]

4
N

5
n

Top 25 Programs  Top 50 Programs Top 25 Programs Top 50 Programs

Broadcast delivered 44 of the top 50 programs for for Moms
and 45 of the top 50 for A18-24

1 9
Source: Nielsen NPower 5/25/2020 - 7/19/2020. Broadcast (Includes Syndication) & Cable Live+1 Ratings. I



Broadcast Programs During the Summer
Far Outstrip Even Cable originals

1,569
# Broadcast & Syndication Programs with Higher Ratings than Cable
517 517
506
250 340 356 e

221
137 147
1.20 1.16

The Five-FXNC Tucker Carlson Rachel Maddow Deadline: White Cuomo Prime 90 Day Fiancé: The Challenge: Renovation Yellowstone- Snowpiercer- Cable Originals
Tonight-FXNC Show-MSNBC House-MSNBC Time-CNN Happily Ever Total Madness-MTV Island-HGTV Paramount TNT
After?-TLC

® Cable Rating for A18+

To be read: Fox News Channel’s “The Five" had a 1.20 average A18+ rating in Summer 2020.
During the same time period, there were 137 Broadcast & Syndication programs that had higher average ratings

_— Local
b Markatin 43
Source: Nielsen NPower (5/25/2020 - 7/19/2020). Adults 18+. Live+1 Ratings I Solufions_



Broadcast TV’s Reach: Significantly Higher Than Cable

A18+ One Day Prime Reach

NBC Prime

CBS Prime 4.5

FOX Prime

ABC Prime

FXNC Prime 3.0

CNN Prime 2.3

HGTV Prime 2.1

MSNBC Prime 1.7

Hallmark Prime 1.6

Univision Prime

—— JB Local
i 9 Media

. . . Marketin

Source: Nielsen NPower. June 26 2019 Prime A18+ Live+1 Ratings. I Solutions
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“If you could choose only five networks,
which five would you choose?”

Out of 5 choices, the top 4 were Broadcast Networks

Moms 18+ A18-24
% Choose Network % Choose Network

Network Network Network Network Network Network Network Network Network Network
\\An A\ B" “C" “D" “E" \\A" n B" \\C" A D" w E"

@ BROADCAST NETWORK @) CABLE NETWORK

Source: GfK TVB Media Comparisons Study 2020. Respondents were given 50 choices of Broadcast and Cable Networks with an option to write in a IVB Mol 45
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Build Reach Quickly with Broadcast TV

Broadcast TV Reaches the Same Amount of Adults in 1 Day,
as Social Media does in a Month

@ ®CBS CW PRy
A18+ 760Gk !
FOX T ;QB% ‘ 59,506,000 Unduplicated Viewers ?:Af;‘:gav

1 . 1] 2[3[4]5]6]7
Time Frame gl 9[10(11[12/1314
Days 15(16/17/18[19]20(21
22(23[24(25(26]27]28
29

75 Programs on 7 Networks

6.1 Billion Videos
Nielsen 60 second viewer requirement ComScore 3 second viewer requirement

- TS ocal
Y Markein 46
Source: Feb 2020 Nielsen; Live+1. Comscore, People 18+, Data Source: VMX Desktop, 59,506,000 Unduplicated Viewers Solutions”



Broadcast Television Reaches the Same Amount of
Adults in 6 Days than YouTube Reaches in a Month

S ecBs cWw
FOX T D'B'% t YOU T“he

7 Networks 20,451 Channels
1] 2[3[4[5]6 1/ 2[3[4[5]6]7

T Eram 81 910/11/12/1314
€ Frame 1 c16/17(18/1920/21

Source: Feb 2020 Nielsen; Most Current, Live+1. ComScore, People 18+, Data Source: VMX Multi-Platform, 165,076,000 Unduplicated Viewers (YouTube number 19 kjg%l,r
excludes all Broadcast TV content). I Siutions



Summary

= The 2020-21 school year still has many uncertainties in light of COVID-19 regarding reopening
plans, shopping timelines, purchase trends and more.

= Even with so much left unknown, back-to-class spending is expected to be a record high of
$101.6 billion; with back-to-school spending expected to be $33.9 billion and back-to-college
$67.7 billion.

= Back-to-class consumers are planning to shop more online — Broadcast TV delivers these key
shoppers.

Online shoppers spend the most time with TV of all ad supported platforms

TV ads influence search selections and are motivation to do further research online. It is the top
advertising medium for purchase influence

= Among adults 18+ during this pandemic:

Broadcast TV has the highest reach (81%) among the different platforms measured including cable TV,
social media, and government websites

Respondents claimed Broadcast TV provides the best information & updates on the coronavirus
Local broadcast television news was the #1 trusted source, and its websites/apps were the highest

trusted digital source
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Thank You



