





-l EMPOWERING BROADCASTERS TO SERVE, LEAD AND ACHIEVE
I Founded by the National Association of Broadcasters (NAB) in 1994, the NAB Education Foundation (NABEF) is
— a nonprofit organization dedicated to serving broadcasters and the public interest by supporting and advocating
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community service, diversity, education and other broadcasting initiatives. NABEF is the only foundation in America
that provides support, programs and resources for broadcasters at every career level and in every job function

of the broadcasting industry. Led by a volunteer board of directors, the foundation receives contributions from
industry and philanthropic sources, which are matched by NAB.

Expanding diversity in broadcasting is at the heart of our mission. Graduates of our career advancement programs
increasingly fill positions in broadcasting from entry level to executive level, and several have become

station owners.

We are equally committed to promoting public service and honoring local stations for the extraordinary ways
they serve their communities. Collectively, the value of public service broadcasters provide on an annual basis
has exceeded $10 billion in a single year. We work to ensure that the next generation of broadcasters carries

on this legacy.
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EXPANDING DIVERSITY

To keep pace with the changing needs and sensibilities
of an increasingly diverse population, NABEF has
designed a career advancement educational pipe-
line for women and people of color from entry-level
to station ownership.

The NABEF Media Sales Institutes (MSI) is a 10-day
intensive sales training program for recently graduated
college communications students. The program is
taught by industry professionals at three universities:
Howard University, Florida A&M University and the
University of North Texas. On the last day of the pro-
gram, students make sales presentations to recruiting
companies looking to fill entry-level positions. A
vast majority of MSI graduates are hired for media
sales positions. Today, the Media Sales Institutes are

“By learning from my mentor’s
experiences, it helps and
motivates me even more to
grow in this business.”

— Justin Thwaites,
WHUR 96.3 FM, Washington, DC

a nationally recognized model for establishing part-
nerships between educational institutions and the
media industry.

The Connections Mentoring Initiative is a premier
leadership development and mentoring fellowship
program created to prepare talented and diverse
broadcasters for the next phase of their careers.
Connections links senior level broadcast mentors
with women and people of color who are their com-
panies’ emerging leaders. Protégés work with their
mentors to create a career development strategy,
which they implement over the course of a year.
They also expand their industry knowledge and
receive career development advice from their men-
tors. In turn, the mentors gain insight into the issues
facing the protégés while contributing to the future
of the industry.



The NABEF Professional Fellowship program
awards eight fellowships each year to women

and people of color to attend the NAB Executive
Development Seminar — a course designed to
increase managerial effectiveness and help broadcast
managers and executives advance in their careers.
The fellowships are awarded to individuals who have
demonstrated promise for future advancement in the
industry.

The Broadcast Leadership Training (BLT) program
is the nation’s only executive MBA-style program
designed to enable talented senior level broadcast
executives who aspire to advance as group executives
or station owners — particularly women and people
of color — to be exposed to the fundamentals of
purchasing, owning and successfully operating radio
and television stations.

The curriculum is tightly focused on broadcast station
ownership and operation. Topics include developing
a business plan, securing financing, identifying and
evaluating stations, negotiating the deal, closing/
takeover, working effectively with the Federal
Communications Commission (FCC), performance
management and operating for success. The
prestigious BLT faculty includes broadcasters, FCC
staff, leading communications attorneys, members
of the Wall Street and banking communities and
academic faculty from leading universities.

The program celebrated its tenth anniversary in 2010
with 169 graduates, 29 of whom are currently or have
been station owners and more than 60 who have
been promoted to more senior executive positions.

Women and minorities comprise 51 percent and
33 percent respectively of the U.S. population, yet
few own radio or television stations. The NABEF
BLT program is directly addressing this issue.
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PROMOTING AND HONORING

COMMUNITY SERVICE

Every day, local radio and television stations raise
money for, and awareness about, people in need
and charitable causes. From hurricane relief efforts
to blood drives to children’s reading programs,
stations provide a lifeline to their communities. On
one special night each year, NABEF honors broad-
cast stations for their outstanding public service and
highlights their efforts before members of Congress,
the FCC, corporations and radio and television
executives from across the nation.

NABEF’s highly coveted Celebration of Service to
America Awards are presented in various categories
and not only honor stations for bettering the lives of
others, but also establish incentives for stations to
work even harder to meet the overwhelming needs
of people in their local communities.

In addition to recognizing stations for community

service, a Leadership Award is presented to a public
figure outside the broadcast industry in recognition
of their humanitarian work. Past Leadership Award
recipients have included former U.S. presidents and
first ladies, as well as other high profile figures such
as Quincy Jones and Sir Elton John. A Samaritan
Award is also given to public figures within the
broadcast community. Proceeds from the annual
event support NABEF’s educational programs

and fellowships.

INSPIRING STUDENTS TO SERVE

NABEF also kindles the humanitarian spirit of college
communications students so that future broadcasters
will continue the long tradition of making a differ-
ence one community at a time.

The Call to Service Collegiate Competition chal-
lenges college students to develop a community
service initiative and partner with a local broadcaster
to execute it. Students whose projects are judged

to have provided the greatest service are awarded
scholarships and funding for a charity of their choice.
Participants of the winning initiative, including
broadcast partners, are widely recognized for

their efforts.

PROMOTING THE FIRST AMENDMENT

The First Amendment is the bedrock of broad-
casting, and we believe it is important to remind
America’s journalism students of the importance of
free speech at the beginning of their careers.

Each year, NABEF's Freedom of Speech PSA
Contest challenges students to create public service
announcements (PSAs) for radio and television that



highlight the freedom of speech. Hundreds of
students from across the country participate in
the contest each year and produce creative
PSAs to remind us of the importance of this
fundamental freedom.

Student winners are awarded scholarships and their
winning entries are distributed to radio and television
stations nationwide for airing.

BUILDING CAREERS

NABEF Career Fairs offer college students and
entry-level job seekers opportunities to meet with
recruiters from top media companies.

The foundation hosts an annual spring Career Fair
during the NAB Show in Las Vegas in partnership
with the Broadcast Education Association (BEA)
and the Radio Television Digital News Association
(RTDNA). A second career fair is held each fall
during the Radio Show.

Job seekers may also post their resumes free
of charge at NABEF's job databank, the NABEF
Broadcast Career Link.
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2009 Television Market Revenues
(in millions)
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The Relationship between Market Size and Advertising Revenue per TVHH

The chart above illustrates the importance of market size to the ability of

television stations to attract advertising revenues. For instance, New York is the largest



TV market in the U.S., at approximately 7.3 million TV Households. Based on the New
York DMA'’s total 2009 broadcast television advertising revenues of $1.070 billion, the
average TV Household in the market was worth $147 in annual revenue. In contrast,
the average TV Household in Indianapolis, the No. 25-ranked TV market, was worth
only $126 in annual revenue, and this figure continues to decline in a manner directly
related to market size, from No. 50 Memphis (annual revenues of $120 per TVHH), to
No. 100 Fort Smith-Fayetteville-Springdale-Rogers, AR ($115/TVHH), to No. 200
Ottumwa, 1A — Kirskville, MO ($85/TVHH).

In other words, not only are smaller TV markets more challenged in the
advertising marketplace simply because they have fewer eyeballs to sell to prospective
advertisers, but also, the viewers they do have are valued less by advertisers on a per

household basis than are those in larger markets.



Cable Share of Local TV Revenues,

2003 vs. 2008
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Growth of Cable Share of Local Television Ad Revenues

As demonstrated in the chart above, local cable increased between 2003 and

2008 in its share of local television market advertising. In Top 10 Nielsen markets, the

average share of local television advertising garnered by local cable grew from

approximately 17.4 percent of market TV ad revenues in 2003, to 24.3 percent—or

approximately $1.5 billion in total local cable ad revenues in these markets—in

2008.

To put this figure into context, the average of $150 million per market in local cable ad




revenues is the equivalent of more than two additional television stations in each
market, based on 2008 average station ad revenues” in these markets.

Comparable situations also have occurred in smaller markets. For instance, in
markets ranked 11 through 25, local cable’s average share of the television ad pie
increased nearly as much as it did in the Top 10 markets, rising from 16.7 percent of
local market TV ad revenues in 2003 to 21.8 percent in 2008. Similar to the Top 10
markets, local cable advertising’s annual revenues of approximately $50 million per
market in DMAs 11-25 represents roughly the equivalent of an additional 1.5 television
stations in each of these markets, based on average annual station revenues.
Likewise, local cable’s average market share also grew by approximately one-third in
Markets 26 through 50, and Markets 51 through 100.

In short, these figures point to an ongoing erosion of advertising market share
from local broadcast stations to local cable in recent years, a circumstance that further

challenges the financial health of local television broadcasting.

* Source: BIA Media Access Pro.





