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PBS KIDS is looking for...

A sponsor to partner with PBS KIDS, the
undisputed leader in children’s
programming, across all platforms toward
our mission of engaqging parents and
empowering children in school and life.



PBS KIDS delivers...

For the 12th year in a row, ’

PBS KIDS won MOre
EmmyAwards for
children's programs than any other

o

media ce MTIpAITY.
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An unparalleled brand

Percent saying "agree strongly/somewhat” on a 4-point scale (disagree strongly, disagree somewhat,
agree somewhat, agree strongly)
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Considers PBS KIDS to be Hf

Ahead of all educational media

Which one of the following media brands or companies do you believe is
the most educational for children?

PBS KIDS 21%
National Geographic Kids 14%
Discovery Kids 13%
Leapfrog 10%
Disney 9%

Nickelodeon 6%

Scholastic 5%

Nick Jr. 5%

Fisher Price 3%

0% 5% 10% 15% 20% 25%

Source: December 2009 GfK Roper Public Affairs & Media . Q}



An integrated offering
Across all brands & platforms
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The PBS KIDS Audience
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The PBS KIDS audience
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An influential audience
The PBS KIDS audience is...

Educated DHIELEL

« 40% have a college or graduate « 89% more likely to be a member
degree of a charitable organization**

 97% more likely to take adult » 66% participate in some
education courses political activity

Power Moms

PBS KIDS is their #1 online » 56% research major purchases
destination* online**

63% more likely to spend a lot of » 44% say other people often come
time with their kids to them for advice before making

h
78% consider themselves head of S =1ase

the household**

o)

Source: comScore, Plan Metrix, January 2010 *Source: Nielsen VideoCensus, Feb 2009
3.0

**Source: MRI Doublebase 2009
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An audience of “"Power Moms"’
Decision makers and influencers

Engaged with their kids

More than 3 times as likely to have children ages 3-5
63% more likely to spend a lot of time with their kids

55% say their children have a significant say in brands they
choose

Engaged as consumers

78% consider themselves head of household
56% research major purchases online

44% say friends, family and colleagues often come to them for
advice before making a purchase

Sources: comScore, Plan Metrix, January 2010; MRI Doublebase 2009
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Engaged and influenced parents
Parents of kids 12 and under favor PBS

Percent of parents who visited more than

one site saying "l turn to
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35% of parents supervise their kids the whole
time they are on PBSKIDS.org

76% of parents agree that companies that
support PBS KIDS are trustworthy

77% of parents agree that companies that
support PBS KIDS are good corporate citizens

80% of parents would choose to purchase a
product from a company that supports PBS

PBSKIDS.org Nickjr.com Disney.com Nick.com all thinqs beinq equal
e 70% of parents agree that companies that
support PBS KIDS have high quality products
and services
Source: GfK Roper OmniTel, 7/23-25. 7/30-8/1. 2010; agree = agree somewhat, agree strongly &6 =
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A proven platform for sponsors
The “halo effect” of PBS KIDS

Viewers support PBS' corporate sponsors

« 50% have purchased a product or service from a company because
they appreciated their involvement with the community or
charitable affiliations

Viewers buy from PBS corporate sponsors

« 85% would choose to purchase a product or service from a PBS
KIDS sponsor, all other things being equal

 31% have purchased a company's products or services because
they sponsored PBS KIDS programs

PBS
*Source: Omnitel, Nov 2008 . Q}
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An exclusive partnership




Profiling the partnership

Integrated, exclusive, unprecedented

PBS Platforms

Partnership Placements

Online e Exclusive sponsorship of PBSKIDS.ORG, with
additional recognition on PBSParents.org and PBS.org

Mobile e Sponsorship of PBS Photo Factory App included on
opening screen and About screen

Television e Cross-promotion of the sponsorship in PBS KIDS
national TV programs, with possibility of additional on-
air sponsorship opportunities

Live Events * Major live event sponsorship opportunities including
the National Book Festival with the Library of
Congress, among others

Custom e Other creative opportunities where sponsor and PBS

Opportunities

missions and interests align

= G
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Launch page sponsorship
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Content Pages Sponsorship

PBS KIDS & PBS KIDS GO!

MOBILEE
& DOWNLOADS

Download PBS KIDS
games, podcasts,
wallpapers and
ringtones you and
your kids can enjoy
together on your
mobile device.

GAMES @O("@Of‘)@tﬁlﬁﬂ I‘

DU000
MMM ::

About the Content Pages

e These are the areas most
visited by parents

Opportunity includes:

e Exclusive sponsorship of
interactive games pages,
mobile pages, video
player, & search pages
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Video sponsorship
PBS KIDS video player

e

This video player experlence X
is made possible by:

O,

TARGET

RELATED SEND TO ABouT
kem A ST Bl S @TH!E\HDED

I

EE

LEGO) |

*Source: The Platform, December 2009-March 2010

About the PBS KIDS

video player:

e Averages 63 million
streams per month*

e Features hundreds of
video clips and dozens
of full-length episodes

Opportunity includes:

e Exclusive sponsorship
of PBS KIDS video
player

e Custom video intro
sequence featuring
sponsor recognition

)
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Co-branded bridge page

UD TO SPONSOR PRS KIDS

: Jl'‘L-""".."'--«..,-...J'' 1

PBS KIDS and
Crayola encﬂur.’!fﬁ'-
Ing eroativity and
|_1|l:F:|Iur.'1li-nn (3]
Kids everywhera.

WIEIT THE
CRAYOLA
WEBSITE
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PBS KIDS Photo Factory App
On the iPhone & iPhone Touch

About the App

e Kids can add PBS KIDS
frames and their
favorite characters to
photos

Opportunity includes:
e Sponsorship recognition
of PBS Photo Factory

. . App included on opening
pbskids.org/mobile screen and About screen

Sponsored by:

Cheerios

20



PBS Parents site

A complement to PBS KIDS

Lo in fo My PRS Porewite, (g Account? Son Up Today!]

Reading on a Shoestring

Lunch Lab Activities

7 Mesio heakhy
¢ ] eabng fun with
i Fezry's Lunch

OBlogs
Supersisters

Musslc and Kids

My chilidren
fave music.
‘When Ethan

was born, 1 used to play

Tough times may be causing your family to cut
back, but chidren's books don't have to be
dropped from your budget! Borrowing from the

kerary i only one option. Learm more ways to

Dealing with Drama

Find ot what to
do if wour chald
5 & drama

quaai. Hois,

Bocklights
Litgracy ‘Lights from the
Kidltosphers: Mardh 33
} Last wesk |
J shared soma
firfkes from the

i
: § =ave while keeping your lods covered n books.

Wrist Wranglers
Fromte

¢ fnendsho mih

ifus poriable
crinfl. Harg,

Craft Apparent with
Vickie Howell
Chiming In

Saring has
TR (simost)
- sprung which

*Source: comScore, Plan Metrix, March 2010

Mol Pogislisd Contant
1. Curious GRoras
2. Dingsgur Tran

3. Telefubbies

4. Bebwean thea Licns
5. Fun gnd Gamssg

= Chikd Development Trackar
— Activity Saarch
— Boakfinder

About PBS Parents

e A leading source for
parents and teachers of
preschool children

e Over 500,000 uniques
and 2 million page views
per month¥*

Opportunity includes:

e Sponsorship within PBS
Parents, partner site to
PBS KIDS

e 728x90, 300x250 and
160x600 units, which
provide more space for
creative messaging and
call to action directly to
parents

)
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