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Media Landscape
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Total public radio audience at all-time high

Public Radio Cume Trend 28,744,600
1997-2008 1
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After a small increase in 2006, the nationwide Cume for public radio climbed another 3% in Spring 2007 to 27,963,300 persons in an average week. 

Cume Rating for CPB stations has recovered some to 11.1% of the US Population. The greatest penetration reported was 11.3% in 2003.

CPB-Stations (P12+, Mon-Sun 6a-12m) have recovered to a 5.0% share of listening nationally.  The estimate is just a fraction below the Spring 2003 share peak.

AQH Persons (think Listener-Hours) for CPB-Stations has grown 3% since Spring 2006, after three straight years of decline.

In the meantime, while the number of persons 12+ residing in the Arbitron nationwide geography is still growing, use of radio continues to decline.  

In 2007, just 92.6% of the population tuned in radio in an average week.  This cume's time spent listening to radio, on average, was 18.8 hours per week -- even shorter than a year ago. �
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PBS Prime Time Ratings

The decline in PTV ratings and OTA only
households have similar trends

PBS Prime Time Ratings vs.
% OTA only Households
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PBS Primetime ratings average:

2000: 2.0		

2001: 1.9			

2002-2005: 1.7 

2006: 1.5		

2007: 1.4		

2008: 1.2

Average yearly decline (CAGR) = -6.2%



PBS Note: Nielsen began a switch to digital meters in 2005 which required all PBS stations to encode their broadcast signal in order for their viewing to be counted toward these daypart ratings. Many stations did not abide by this request and even today we have just 182 stations encoding, reaching 86% of the U.S. The inability to measure the full audience has hampered the PBS rating during the past three seasons.



%  OTA only Households		

2000: 22%		

2001: 21%		

2002: 20%		

2003: 17%�2004: 19%			

2005: 17%		

2006: 18%		

2007: 17%		

2008: 13%

CAGR= -6.4%	�
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More people watch cable programming and fewer
watch broadcast TV programming each year

_ _ [ ] Cable Network
Share of Primetime TV

Households . Broadcast Network
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Source: Nielsen *compounded annual growth rate
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DTV transition story

While more people are watching TV, fewer are watching broadcast [networks]

Cable driving viewership growth

Cable network viewing CAGR ’00-’08 = 4%

Broadcast network viewing CAGR ’00-’09 = -3.1%

�
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The percent of OTA only households was nearly
cut in half between 2000 and 2008

% of TV households that are OTA Only HH
cable/satellite subscribers or OTA only

Cable/Sat Subscribers
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2000: % OTA = 23%; Cable/Sat = 77%

2008: % OTA = 13% Cable/Sat = 87%�


Millions

New technologies are emerging
but radio remains strong
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THIS WILL CONTINUE FOR FORSEEABLE FUTURE�(New technologies will not immediately replace radio)



235 million people use over-the-air radio each week (Source: Arbitron RADAR 97, June 2008 Radio Listening Estimates).

one billion radios – 12-14 radios per household



Internet Radio

54 million users a month (Source: Edison Media)

Podcasts

23 million have listened (Source: Edison Media)

Satellite Radio

18.6 million subscribers (Source: Sirius XM)

Digital Radio/Secondary Audio Channel

750,000 projected sales of receivers, revised estimate, VERY optimistic  (Source: Edison Media) 
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Watching TV at home is still
predominant platform for viewing

Number of hours spent viewing TV/video per user
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Media companies are pushing their content on the “3 Screens”�	TV (Cable & Broadcast)�	Internet�	Mobile video

Viewership on each platform was at an all-time high in 3Q 2008

However, networks have yet to create a viable business model for online viewing



Time watching video per month for Q3 2008:

TV (in home): 142.5 hours – users per month = 282 million

Video on phone: 3.5 hours – users per month = 10 million

Video on internet: 2.5 hours – users per month = 121 million

Internet viewing is complementary to and, in some cases, adding viewers to TV

In fact, the heaviest users of internet are also the heaviest viewers of television

Assuming identical CPMs for web video and TV, and after accounting for lost affiliate fees, a 30-minute program on the web with two minutes of advertising yields approximately 1/8th as much revenue per viewer than TV

Source: Nielsen; Bernstein Research�


Expected Downturn in Commercial
Advertising Revenue in 2009

Newspaper down 17%

Magazine down 15%

Radio down 13%

Broadcast TV networks down 10%
Cable networks down 3%

Internet up 6.1% (down from 16% over
previous 5 years)

Source: Barclays Capital
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EVERYTHING IS DOWN



Internet advertising growing, but growth has slowed  (16% 02-07; 6.1% est. 2009)  --  Dec. 08 estimates

Online revenue still 1/8th of per viewer television ad revenue   

Estimated 2009 ad revenue:

Newspaper: $28.7 billion

Magazine: $10.8 billion

Radio: ~$16 billion

Broadcast TV: $14.5 billion

Cable Networks: $20.2 billion

Internet: $25.1  (includes search) billion

�


®

Millions

PBS prime time national underwriting flat
but major PBS series underwriting down
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Total includes Icon, Plus, “Other Prime Time”, NBR; does not include Kids and Pledge

New programming outside of Icon have not generated revenue (no new underwriting) – i.e. Wired Science; American Family (couldn’t cover costs)

Core programming – those shows that our audience love – has seen nearly a 50% drop in underwriting

*Free Programming ???

*2008 incl. The War, Carrier

 

2004 - $86,191,678 	

2005 - $78,255,390 	

2006 - $84,317,950 	

2007 - $80,449,709 	

2008 - $86,981,896 



Funding for major national series is declining  

Major series include: American Experience, Am Masters, Antiques Road Show, Great Perf, Masterpiece Theatre, Nature, NewsHour, NOVA, and Washington Week

*Most valued by viewers 

Amount in millions

2004 - $32.45 	

2005 - $26.53 	

2006 - $29.17 	

2007 - $19.72 	

2008 - $18.75 

�


Public radio station-generated underwriting
has been consistently trending upwards
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PR local underwriting trending up through 2008 – expected to decline dramatically in 2009

�


National sponsorship relies on
several hard-hit sectors

PBS program funding by sector, FY2008*
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65% OF SPONSORS IN DIRE FINANCIAL STRAITS 



Funding for all general audience programming including Kids�


NPR Sponsorship Revenue by Major
Category FY2008

Financial, 43%

All Other, 43%

Media (Movies,
Books, Music, TV,

etc.), 20%
Automotive, 10%

Source: NPR
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*** All Other is a broad range of categories including: Retail, Technology, Medical, Pharmaceutical, Nonprofits, Transportation/Logistics, Energy, and others. No one of these categories amounted to 10%.�


Station Data



PTV Financial Assessment Goals

* To identify public television licensees
affected by economic downturn

e To determine common causes and trends



S
PTV Financial Assessment Process

 Analyzed financial risk factors:
— Current Ratio
— Debt Ratio
— Operating Results Ratio

e Utilized 2007 & 2008 audited financial data
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Presentation Notes�
Spring/Summer 2008 - Saw signs of a few stations reporting dire financial stress 

September 2008 - Began assessment focusing on liquidity, debt and net assets  

January 2009 - Updated assessment with 2008 financial data

�


Moderate Good

Fragile

PTV Financial Assessment Findings

Univ.=18 Com.=11 Com.=8 Com.=4
Com.=10 Univ.=11 Univ.=8 Univ.=3
State=1 State=4 State=5 State=3
Com.=14 Univ.=7 Com.=6 State=5
Univ.=5 Com.=5 Univ.=3 Com.=3
State=0 State=0 State=3 Univ.=0
Com.=11 Com.=5 Com.=1 Com.=4
Univ.=1 Univ.=5 Univ.=1 Univ.=1
State=0 State=1 State=0 State=0
$0-$5 $5-$10 $10-$25 Over $25

Total Station Revenue in Millions
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Number based on FY07 because last year of all station data. Community licensee overrepresented in Fragile



Station Totals: 173

C= 88 (51%)

U= 63 (36%)

S=22 (13%)





Cash flow becoming tighter 

Net assets dropping

Pledges (#s and dollars) down



December 2008 pledge results for �74 stations:

Total Dollars down 20% 

Number of Pledges down 11%

Total Minutes up 8% 



At least 30 stations are facing significant financial challenges

Budget size is not a factor

Community licensees overrepresented�


PTV Key Non-Federal Support

« Membership
o State

« Underwriting


Presenter�
Presentation Notes�
Community licensees depend heavily on membership revenue (b/c community licensees typically in larger population centers, access to people to increase membership)



State licensees & university depend heavily on state funding (b/c state networks in states w/ no major population center, rural population, depend on state for support)



The major producing stations depend on underwriting



ALL types of revenue will be decreasing simultaneously�


Public Radio Revenue Under Stress

Radio not Immmune to economic downturn

Underwriting down
— National level
— Local leve

Membership flat or down
State & University licensees support down
Endowment & investment revenue down




Potential Impact



Potential Revenue Declines

Potential 16% decline in Public TV revenue for FY09
($292 M)

Potential 13% decline in Public Radio revenue for FYQ09
($126 M)

Potential total revenue decline of
$418 M for FYQO9



Potential TV Revenue Declines

$ In Millions

Forecast Revenue
Revenue Source FY08* Change FY09 Change
CPB/Federal $371 1% $377 $5
State/Local $391 -15% $333 ($59)
Universities $161 -15% $136 ($24)
Foundations $106 -10% $95 ($11)
Corporate Underwriting $302 -25% $226 ($75)
Members $443 -20% $354 ($89)
All Other $98 -40% $59 ($39)
Total Revenue $1,873 -16% $1,581 ($292)

*Projected revenue
Source: AFR
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FY08 – AFR, 60% licensees reported

State/Local = gov’t (tax based revenue)



All other = endowment revenue, capital funds, realized/unrealized securities gains

All other FY08 = approx. 50% decline from FY07



Forecast Changes (%) based on: 

CPB/Federal = no recision 09

State/Local – NETA surveys, talking to stations

Universities, NETA surveys, talking to stations

Foundations – general philanthropic trends, talking to stations

Business – PBS, talking to stations

Membership – Dec pledge data, talking to stations

All other – general economic trends, talking to stations

�


Potential Radio Revenue Declines

$ In Millions

Forecast Revenue
Revenue Source FY08* Change FY09 Change
CPB/Federal $105 1% $107 $2
State/Local $48 -15% $41 ($7)
Universities $131 -15% $112 ($20)
Foundations $101 -10% $91 ($10)
Corporate Underwriting $207 -15% $176 ($31)
Members $319 -10% $287 ($32)
All Other $68 -40% $41 ($27)
Total Revenue $981 -13% $855 ($126)

*Projected revenue
Source: AFR
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FY08 – AFR, 60% licensees reported

State/Local = gov’t (tax based revenue)



All other = endowment revenue, capital funds, realized/unrealized securities gains



�


Potential Impact

Service reduction

Budget tightening

— staff reductions &/or hiring freezes
— cut/reduce local programs

— cut some national programs

Regional station networks under stress

— fuel/fixed costs (transmitter/tower leases, utilities, interconnection
& maintenance)

A few small to mid-sized institutional licensees decide to
stop station subsidy

— sell or outsource station (LMA; merger)
National organizations
Associations
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PROGRAM DEVELOPMENT

NO RISK CAPITAL �


Public Service Qutcomes

Preserve universal service
— Less overhead & infrastructure where possible

Support operational efficiencies

— Promote greater efficiency thru combined operations

— Combined backend, engineering, membership, on-
line

Preserve public service spectrum

— Where existing licensee goes dark

Promote diverse services in multi-station markets

— Promote a higher level of use, greater diversity of
service
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Preserve universal service 

Example: North Dakota/Prairie Public Radio; 

Support operational efficiencies

Examples: Iowa Public Radio; Coast Alaska; KQED/KTEH; Ideastream

Preserve public service spectrum

Example: Cincinnati Public Radio/WVXU

Promote diverse services in multi-station markets

Examples: MPR/WCAL; WHYY/WYBE

�


Outcomes
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