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INVITATION TO PARTICIPATE 01 March 2010

These materials contain the instructions for preparing your input to the 2010 Edition of the Media/Advertising
Compensation Survey. Initiated in 2008, this study has been designed to collect and analyze key information and roles
found within the advertising and media industry in both the on-line internet sector as well as the traditional advertising
sectors of broadcast, publishing and advertising firms. At Western Management Group, we are looking forward to working
closely with you over the coming months to ensure the continued success of this survey in 2010.

Positions covered include Account Management, Sales, and other support functions. This survey also collects and reports
data for Total Cash in the form of Base Pay, Bonus, Cash Incentives, as well as Target Incentive data. Data is collected
on an incumbent basis to ensure a complete picture of all compensation elements and true percentile analysis.

We would like to thank Google, our survey sponsor, who has helped considerably with the development of this survey.
The schedule for this survey is:

1 April 2010 Effective date of data
1 May 2010 Deadline for submission of data to WMG
July 2010 Distribution of final report to participants

Thanks to the survey sponsor, all participants will receive a copy of the Standard Report at No Cost, with results
provided through our on-line DataCentral® reporting system, where you can download Standard Reports in both PDF and
XLS formats. Custom and Comparison reporting capabilities are available at an additional cost for those who need to
compare their data to that of others, or would like to run reports on selected sets of participants. Be sure to review the
various DISCOUNTS that we offer to help moderate your costs this year. The results are NOT available to non-
participants.

In order to ensure that participating companies will be able to use this data for salary planning purposes, participants will
need to meet the 1 May input deadline. If you anticipate having difficulty in meeting this deadline, please contact us
directly.

All of the Policy & Practice information covered in this survey is collected and analyzed on our web site at PolicyCentral®.
You can logon at www.wmgnet.com to report and access this information. If you are a previous participant in any WMG
survey, your policy information may already be entered in PolicyCentral. Just logon, review and update them as
necessary.

Western Management Group is a consulting firm whose practice, since 1972, has been exclusively oriented to the
development and conduct of third party, specialized compensation surveys. All data received by Western Management
Group is safeguarded in accord with the highest professional standards. You may be assured that no company will have
independent access to your data. All data for this survey will remain confidential and will not be divulged to any outside

party.

We invite and welcome your participation and trust that the resulting report will be of considerable value in the analysis of
your compensation programs. Should you have any questions regarding the survey, please feel free to contact us directly:

Tim Schwarzer Steve Treder Toni McGrath
408.399.4900 x222 408.399.4900 x225 408.399.4900 x229
tim@wmagnet.com stevet@wmgnet.com toni@wmagnet.com

237 West Main Street | Los Gatos, CA 95030-6818 | te/: 408 399 4900 | fax: 408 399 4901 | www.wmgnet.com
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KEY SURVEY FEATURES

Previous Year Total Targeted and Total Actual Cash Compensation as well as Current Year Total Targeted Cash
Compensation.

Geographic breakouts of data for major regions, state, and over 100 major metropolitan areas throughout the
country.

Fifty-seven participants were included in the 2009 edition.

The study will be covering more than 50 positions this year, each with detailed job descriptions.

NEW FOR 2010!

Expanded Survey Results Options - You now have three reporting options, all available with full-year on-line
access through DataCentral®. You can access DataCentral on a 24x7 basis and get immediate results.
Uploadable job descriptions in Excel, Word and Adobe Acrobat are also provided at no additional cost. Three
subscription levels are available: Standard Reports, Comparison Analysis Reports and Custom Results Generation.

Data Layout/Revised Fields - Data elements collected for this survey have been streamlined to make
participation easier. Please see the Survey Data Elements section for full definition of details.

International version of the Media/Advertising Sales survey — if you participate in both the international AND
the U.S. version of this survey, you will receive a 10% discount off the fees for the international results.

Several new jobs have been added for this year. Please be sure to review the new titles and descriptions
before determining your job matches.

Job 1018 National Account Manager — No staff responsibilities
Job 1020 National Account Manager — Staff responsibilities
Job 2501 Media Buyer/Planner - Entry

Jobs 3002 — 3003 Sales Administrator/Support Specialists
Jobs 3021 — 3022 Sales Administration Managers

Job 3133 Ad Operations Trafficker - Career

Jobs 3221 — 3222 Sales Training Managers

Jobs 3311 — 3313 Sales Forecast Analysts

Jobs 3321 — 3322 Sales Forecast Analyst Managers

Job updates/changes

Job 3001 Previously Titled “Account Coordinator”. New Title “Sales Administrator/Support Specialist 1
Job 3011 Sales Assistant. New job code - 3000
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SALES COMPENSATION PLAN DESIGN SURVEY

In partnership with The Alexander Group, we bring you this break-through survey to gather and report sales
compensation plan design features. Don't miss this opportunity to see a side-by-side comparison of your plans with those
of other leading companies.

The

NS ecd FY10SalesComp PlanExchange Survey© $500 Off
Group, !”L The Only Surveythat Provides Side-by-Side Plan Detail Comparisons

SALES GROWTHN CO

Would you like to benchmark how your sales incentive plan design compares to other Media Advertising
companies? YWhat measures dothey use? Do they cap their plans? How much do they pay their top
performers? How frequently do they pay? ... and 34 other plan design detail questions. Learn how to receive
a $500 discount to The Alexander Group's break-through plan design survey offered to Western Management
Group's survey participants. Go to http:/iwww.salescompsolutions.com/iwmg.html to learn more. Or,
contact Rachel Parrinello, Director, at 415-276-5664 or rparrinello@alexandergroupinc.com.

SURVEY SCHEDULE

Our schedule calls for the production and distribution of this year’s survey in JULY 2010. In order to meet this output
schedule, it is extremely important for you to submit your information to us as soon as possible, so we may audit and
verify your entries, and have ample time to clarify any data or policy questions with you.

The schedule for this study is:

1 April 2010 Effective date of data

1 May 2010 Deadline for submission of data. Earn a $50 discount for “on-time” data
1 July 2010 Order your DataCentral® Reports early and earn a $50 Discount

July 2010 Production and distribution of reports to participants

SURVEY FEES - order your results early and receive a $50 Discount!

The report fees for your company will depend on the level of subscription you choose. All participants will receive
Standard Report access at No Cost this year, thanks to Google, our survey sponsor. New for 2010 we are offering
FULL YEAR access to the survey results via our DataCentral online survey report tool, no matter which level of access
you have chosen. The three options offer you the choice of the complexity of analyses, comparisons, and customization
of results from the survey database. With all levels of subscription, you have access to the results in PDF and XLS
Formats, including uploadable versions.

DataCentral® Subscription Level Fee

Standard Report Option FREE
Comparison Report Option $ 500
Custom Report Option $ 1,000
Hard Copy of Standard Report $ 175
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SURVEY DISCOUNTS

You can earn $150 in discounts this year toward a printed Standard Report or a Comparison or Custom reporting option!
$ 50 On-Time Discount if you submit your pay data by 1 May 2010

$ 50 Early Order Discount if you place your report order by 1 July 2010

$ 50 Previous Participant Discount for all 2009 Media/Advertising Sales Compensation Survey Participants

10% Participate in both the International AND International editions of the 2010 Media/Advertising Sales
Compensation Surveys and receive a 10% discount off the fees for the International survey results.
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SURVEY RESULTS - DataCentral® SUBSCRIPTION LEVELS

There are three levels of results access available depending on your needs...whether you only need the Standard Report
in PDF or XLS format covering all of the participants and all of the jobs, or complex reporting “drill-down” capabilities.
Regardless of the level chosen, all participants will receive a FULL YEAR of 24x7 access to DataCentral® to download
your reports online, and get immediate results. You may also upgrade from at anytime during the year to a higher-level
of subscription, should your needs change. All three levels described below will provide the analyses in both PDF and XLS
Formats.

STANDARD REPORT OPTION

Download the full survey Standard Report which contains ALL data from ALL participants. Your data is included in
the computation of job data statistics and totals. Available in both Adobe Acrobat and Excel formats, at no additional
cost.

e Job Descriptions: Uploadable job descriptions in Excel, Word and Adobe Acrobat are also provided at no
additional cost.

e Summary Report: Displays the employee weighted or simple average of each pay element for each survey
job.

e Detail Report: For each survey job, displays employee weighted averages, simple averages and percentile
data for each pay element as well as base-to-bonus earnings mix data, FLSA status percentages, and LTI
percentage breakouts.

e Breakout Report: For each survey job, displays averages of each pay element broken out by Product Sector,
Geographic Area and Company Revenue.

e Uploadable Excel Report: Provides a job-by-job spreadsheet report with all of the major statistics and pay
elements laid out in a readily uploadable format for third party analysis software.

COMPARISON REPORT OPTION

With the Comparison Report Option, your data and comparison statistics are displayed separately, and you may
choose to include or exclude your own data from the market results calculations, plus you have the ability to filter
and compare your data to ALL data from ALL participants, or a Geographic area, or a Media Sector of your choice.

Includes all of the above reports from the Standard level PLUS

e Market Comparison Report: The Market Comparison Report displays how your company compares to the
market in graphic and tabular formats.

CUSTOM REPORT OPTION

The Custom Report Option offers detailed and full customized reporting capability. ldeal for participants who need
reports based on a selected set of participants or to meet specific criteria. You have complete control and flexibility
in defining your own reports.

Custom Percentiles

Standard Deviations

Weighted and Simple Averages
Data Aging

And much more!

Company Selections

Company Size by Revenue or Employment
Media Sector

Geographic Metro Area

Data Elements and Statistics Calculations

Includes all of the above reports from the Standard and Comparison levels PLUS

e Uploadable Excel Breakout Report: Similar to the Uploadable Excel Report above, PLUS adds the ability to
split the results into categories such as Geography, Media Sector, Revenue and also allows you to select a
specific set of participants to be included.

For a live demonstration of the power, flexibility and capabilities of DataCentral go to www.wmgnet.com and log on to
DataCentral with the User Name: DEMO and the Password: DEMO, or call Toni McGrath 408 399 4900 ext 229 for a
guided tour.
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REPRESENTS: Employee Weighted Average

2009 Plan Year

2010 Plan Year

Sample Size

Base Sales Bonus/ Total Total Base Pay Sales Bonus/ Total
Pay Incentive/ Non-Sales | Targeted Cash Incentive/ Non-Sales | Targeted
WMG Job Title Commissions Variable Earnings Earned Commissions Variable Earnings No. of No. of_
Earned Cash Targeted Cash Employees Companies
Earned Targeted
1001 Media Sales Acct Exec-Entry $46,572 $31,648 $9,677 $93,253 $78,442 $53,657 $31,553 $12,649 $84,308 191 16
1002 Media Sales Acct Exec-Interm $50,879 $37,109 $7,060 $89,999 $85,070 $49,328 $47,836 $27,481 $96,580 819 29
1003 Media Sales Acct Exec-Career $63,388 $62,695 $5,642 $114,307  $88,192 $65,840 $55,540 $10,842 $117,524 3262 43
1004 Media Sales Acct Exec-Sr/Exp $95,473 $117,327 $21,464 $179,003 $174,957  $98,156 $93, 740 »+7,970 $178,163 724 29
1005 Media Sales Acct Exec-Cons $115,477 $127,391 $13,403 $202,681 $228,770 $117,890 $l 522 $33,502 $209,415 81 7
1017 Media Key Acct Mgr-No Staff $98,494 $131,941 $5,741 $204,519 $214,725  $96,541 104,665 $40,000 $203,033 89 8
1019 Media Key Acct Mgr 1-Staff $103,878 $59,051 $165,763 $162,929 %[ F126 $73,563 $183,929 15 5
1021  Media Sales Acct Mgr 1 $92,826 $55,523 $10,052 $157,543 $132.7% $54,009 $65,927 $17,514 $159,156 611 24
1022  Media Sales Acct Mgr 2 $134,957 $82,444 $17,354 $230,713¢ € 10 81 $138,304 $95,150 $21,850 $231,637 325 31
1023  Media Sales Acct Mgr 3 $186,013 $108,688 $90,222 $295, 59 | $292,052  $192,090 $119,498 $93,924 $295,339 256 35
1024  Media Sales Acct Mgr 4 $254,359 $148,974 $115,654 $ 12,624 $398,047 $264,045 $173,257 $130,030  $417,933 143 29
2000 Inbound Media Sales Associate $34,881 $11,868 $40,584 $45,019 $38,761 $12,677 $50,296 83 7
2001 Inside MS Acct Exec-Entry $26,688 $23,121 203 $53,985 $30,444 $27,064 $19,446 $4,685 $56,077 224 6
2002 Inside MS Acct Exec-Interm $37,795 $32,103 $5,166 $63,507 $65,272 $37,922 $27,823 $6,715 $65,102 239 13
2003 Inside MS Acct Exec-Career $35,513 $36,236 $728 $62,954 $71,170 $36,321 $29,797 $63,366 121 6
2021 Inside MS Acct Mgr 1 $74,201 $39,574 $15,429 $117,536 $109,362  $75,215 $48,055 $20,447 $118,436 101 11
2022  Inside MS Acct Mgr 2 $119,366 $108,690 $37,000 $174,807 $217,815 $123,015 $75,261 $38,200 $186,945 7 5
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Report ID = 2009 Detail MS

1001 Media Sales Account Executive - Entry
2009 Plan Year

western
management
group

r\-«

/A"

2/22/2010 09:27:35 AM

2010 Plan Year

Base Pay Sales Bonus/ Total Total Base Pay Sales Bonus/Non- Total
Incentive/ Non-Sales Targeted Cash Incentive/ Sales Variable | Targeted
Commissions Variable Earnings Earned Commissions Cash Targeted Earnings
Earned Cash Targeted
Earned
90th Percentile $59,000 $52,388 $23,250 $115,800 $110,411 $86,750 $66,560 $117,238
75th Percentile $50,033 $37,076 $11,000 $106,505 $85,885 $58,484 $28,500 $100,701
50th Percentile $43,563 $27,612 $8,863 $101,325 $73,453 $47,659 $28,500 $75,634
25th Percentile $40,299 $22,569 $3,606 $76,000 $66,620 $41,328 $20,212 $69,116
10th Percentile $33,775 $17,628 $2,077 $59,225 $56,830 $32.900 $11,117 $64,028
Number Of Employees 139 136 13 42 139 b 183 34 188
Employee Weighted Average $46,572 $31,648 $9,677 $93,253 $78,442 $53,657 $31,553 $84,308
Number Of Companies 14 12 5 9 Z 16 13 4 14
Company Weighted Average $54,138 $31,716 $7,402 $89724 33,820 $59,883 $38,582 $95,571
Actual Incentive Leverage - Average 85.9% 14.1% 100.0%
Planned Incentive Leverage - Average 64.8% 35.2% 100 0% 73.9% 26.1% 100.0%
Actual Earnings/Target - Average 102.7%
Percent of Employees Exceeding Target
Percent of Companies Providing Sales Incentive 78.€ 5 86.4%
Percent of Employees Receiving Sales Incentive 93.5% 90.2%
Percent of Companies Providing Non-Sales Variable Cash 9.1% 9.1%
Percent of Employees Receiving Non-Sales Variable Cash 8.1% 9.4%
Non-Sales Variable Cash Percent of Total Survey Earnings 1.1% 1.3%
Non-Sales Variable Cash Paid to Receiving Employees-Average 3.2% 2.8%
FLSA Status Percent Exempt: 86.39% Percent Non-Exempt: 13.61%
Percent of Total Employee Eligible for LTI Stock Option: 1.05% Long Term Cash: 0.52% Both Stock & Cash: 0.0%

Empty Cell = No data or insufficient data for analysis.



2010 Media Advertising Sales Compensation Survey

Breakout Report

Report ID = 2010 Breakout Media/Ad

1002 Media Sales Account Executive - Intermediate
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REPRESENTS: Employee Weighted Average

2009 Plan Year

2010 Plan Year

Sample Size

Base Sales Total Total Base Sales Total
Pay Incentive/ Bonus/Non- | Targeted Cash Pay Incentive/ Bonus/Non- | Targeted
Commissions Sales Earnings Earned Commissions Sales Earnings .
Farned Variable Targeted Variable Eml\:J(I)(.))(/)efes Colr\ln%a%fies Rl?llggxe
Cash Cash
Earned Targeted
Media Sector
Entertainment/Broadcast $53,955 $49,562 $4,208 $107,694 $97,860 $57,644 $63,092 $3,774 $119,523 141 7 123.8%
Media Sales
Printing/Publishing Media $50,601 $31,430 $83,785  $80,901  $45,874 $49,335 $20,000 $94,902 321 10 98.3%
I

\?Vif)?lnternet Media Sales $49,530 $34,503 $17,519 $84,937  $80,537  $49,149 $41.002 246,790 $89,825 357 17 93.0%
Geographic Region
MW - Midwest $46,525 $33,511 $4,500 $86,252  $78,304  $47,02 746,638 $26,698 $93,408 199 17 96.7%
NE - Northeast $62,970 $45,046 $8,028 $106,425 $104,799 | 360,873 $50,357 $22,606 $110,468 210 19 114.4%
NW - Northwest $48,365 $29,821 $79,314 $70, 04 247,843 $31,668 $79,512 51 5 82.3%
PA - California/Nevada $60,933 $37,494 $7,796 $98.740 SL32 $57,031 $50,695 $27,509 $107,635 88 15 111.4%
SE - Southeast $48,006 $38,746 $2,000 38,1 9 $86,084  $40,976 $60,243 $29,378 $100,995 114 8 104.6%
SW - Southwest $38,073 $30,761 $.7,832  $67,578  $39,883 $43,343 $30,000 $83,226 85 7 86.2%
Company Revenue
$500 to $999 Million $42,879 $30,797 $70,035  $72,336  $54,838 $31,199 $84,424 58 5 87.4%
$1.0 to $4.999 Billion $52,056 $32,706 $11,092 $89,325  $83,536  $54,799 $42,411 $96,929 151 8 100.4%
$5.0 to $9.999 Billion $60,563 $46,546 $6,750 $114,172 $102,588 $62,875 $58,189 $9,509 $120,480 143 5 124.7%
Total Job
Overall National Average $50,879 $37,109 $7,060 $89,999 $85,070  $49,328 $47,836 $27,481 $96,580 819 29 100.0%

Empty Cell = No data or insufficient data for analysis.
Note: No breakout data is displayed where less than 5 companies are reporting to any region, sector or revenue cut. All data for this job is used when
calculating the relative index. Relative Index is calculated against Total Cash Earned.
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MARKET COMPARISON REPORT
REPORT ID = Sample

1001 MEDIA SALES ACCOUNT EXECUTIVE - ENTRY
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Report analysis based on the Total Compensation of 4 Employee(s) from
My Company and 306 Employees from 56 other companies.

Market Data

$41,444 $37,500 10.51% $3,044
$41,444 $40,998 1.08% $446

$41,444 $44,555 -6.99% ($3,111)
$65,998 $50,000 31.99% $15,998
$65,998 $57,650 14.48% $8,348
$53,721 $46,330 15.95% $7,391
$53,721 $46,417 15.73% $7,304

Emp Avg Variance % - Over/Under Salary Checkup

$80.000.00

$60.000.00

$40.000.00

$20.000.00

£0.00

50th

Percentile

b

0.000.00
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(#5.000.00)

Variance $ Amount

10th 25th S0th

75th S0th
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2009 PARTICIPANTS

Adconion

Akamai Technologies
American Medical Assoc
AOL

Bloomberg

CBS

Children's Miracle Network
Classified Ventures

Clear Channel

Cox Communications

Cox Enterprises (Parent Co.)
Cox Target Media

DirecTV

Disney Interactive Media Group
Dow Jones

Electronic Arts
Entertainment Publications
ESPN

Facebook

Fox Interactive Media

Fox Networks Group
Freedom Communications
Getty Images

Google

Harper Collins Publishers
IAC Search & Media
Insight Media

John Wiley and Sons

Journal Broadcast Group

11

western
management
group

Leo Burnett

Madison Square Garden
Media General

Metro New York
Monster Worldwide
MTV

Newsday

Orbitz Worldwide
Pandora Media
Primedia

Rainbow Media
Readers Digest

RH Donnelly

ROl Rocket

Sabre Holdings

Sage Publications
Sapient

Scripps Network
Seattle Times

Sirius Satellite Radio
The Arizona Republic
Time

Tribune

Turner Broadcasting Systems
Universal Music Group
Washington Post
White Pages

Yahoo

0
W
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SURVEY JOBS INDEX

Bolded jobs = new this year. “*” = change to job.

DIRECT SALES

Individual Contributors (No Staff Responsibility)
1001 Media Sales Account Executive - Entry
1002 Media Sales Account Executive - Intermediate
1003 Media Sales Account Executive - Career
1004 Media Sales Account Executive - Senior/Expert
1005 Media Sales Account Executive - Consultant
1017 Media Key Account Manager (No Staff Responsibility)
1018 Media National Account Manager (No Staff Responsibility)
Organizational Manager (Responsible for Staff)
1019 Media Key Account Manager 1(Staff Responsibility)
1020 Media National Account Manager 1 (Staff Responsibility)
1021 Media Sales Account Manager 1
1022 Media Sales Account Manager 2
1023 Media Sales Account Manager 3
1024 Media Sales Account Manager 4
INSIDE SALES

Individual Contributors (No Staff Responsibility)
2000 Inbound Media Sales Associate
2001 Inside Media Sales Account Executive - Entry
2002 Inside Media Sales Account Executive - Intermediate
2003 Inside Media Sales Account Executive - Career
2004 Inside Media Sales Account Executive - Senior/Expert
2005 Inside Media Sales Account Executive - Consultant
Organizational Manager (Responsible for Staff)
2021 Inside Media Sales Account Manager 1
2022 Inside Media Sales Account Manager 2

ADVERTISING SERVICES

Individual Contributors (No Staff Responsibility)
2501 Media Buyer/Planner - Entry
2502 Media Buyer/Planner - Intermediate
2503 Media Buyer/Planner - Career
Organizational Manager (Responsible for Staff)
2521 Media Services Manager 1
2522 Media Services Manager 2

12
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SURVEY JOBS INDEX - continued

SUPPORT

Individual Contributors (No Staff Responsibility)

*3000
*3001
3002
3003

Sales Assistant (Previously job code 3011)

Sales Administrator/Support Specialist - Entry (Previously Account Coordinator)
Sales Administrator/Support Specialist - Intermediate

Sales Administrator/Support Specialist - Career

Organizational Manager (Responsible for Staff)

3021
3022

Sales Administrator/Support Specialist Manager 1
Sales Administrator/Support Specialist Manager 2

Individual Contributors (No Staff Responsibility)

3101
3102
3103
3104
3105

Media Strategist/Account Manager — Entry

Media Strategist/Account Manager — Intermediate
Media Strategist/Account Manager — Career

Media Strategist/Account Manager — Senior/Expert
Media Strategist/Account Manager - Consultant

Organizational Manager (Responsible for Staff)

3121
3122
3123

Media Strategist Manager 1
Media Strategist Manager 2
Media Strategist Manager 3

Individual Contributors (No Staff Responsibility)

3131
3132
3133
3201
3202
3203

Ad Operations Trafficker - Entry

Ad Operations Trafficker - Intermediate
Ad Operations Trafficker - Career
Sales Trainer - Entry

Sales Trainer - Intermediate

Sales Trainer - Career

Organizational Manager (Responsible for Staff)

3221
3222

Sales Training Manager 1
Sales Training Manager 2

Individual Contributors (No Staff Responsibility)

3311
3312
3313

Sales Forecast Analyst — Entry
Sales Forecast Analyst — Intermediate
Sales Forecast Analyst — Career

Organizational Manager (Responsible for Staff)

3321
3322

Sales Forecast Manager 1
Sales Forecast Manager 2

13
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PolicyCentral® — ONLINE POLICIES AND PRACTICES RESOURCE

Compensation related policy and practices information from all of our surveys is collected and analyzed through our website at
PolicyCentral — your online source for compensation policy issues. Simply log on at www.wmgnet.com and click on
PolicyCentral to complete this portion of your survey.

BE-60 Benefits: Retirement Plans: 401(k) Type Plans

BO-25 Bonuses: Individual Performance (Except Sales)

ET-10 Employment Turnover/Reduction in Force

HO-15 Holidays: 2010

HO-16 Holidays: 2011

IN-10  Insurance: Accidental Death & Dismemberment (AD&D)

IN-15  Insurance: Group Life

IN-20  Insurance: Health & Medical

IN-30 Insurance: Long Term Disability (LTD)

IN-35 Insurance: Short Term Disability (STD)

PA-50 Pay Administration Methods

PA-55 Pay Increases: General and COLA’s

PA-60 Pay Increases: Merit Budgets & Plans

PA-75 Pay Range: Methods & Policies

PA-80 Pay Range: Percent Change

SA-10 Sales Incentive Plans (Not listed as a Core topic in PolicyCentral, but please complete this topic as it is
pertinent to this survey.)

We understand that it may require an initial investment of your time to enter your company’s data the first time for these
“Core Topics”, but once your data is in, updating it next year won't take as much of your time; you only need to review and
update your changes for “time sensitive” topics annually. All of your previous data is retained for modification, and if you are
in multiple WMG surveys, you only need to enter/update annually, and it covers all of your surveys, and you will be eligible for
multiple discounts!

Over 100 additional topics are also available and once you enter your own data on any topic, you can generate a report for
that topic.

In PolicyCentral you are able to customize your reports by selecting specific companies, product groups, survey groups,
geographic areas, and more. You can also receive reports in colorful graphics and uploadable spreadsheet format — all free of

any additional charge.

Enhanced Selection and Reporting Capability can be based on the following: (Data will not be displayed if there are less than
5 organizations reporting.)

e Industry e Age of Data

e Headquarters Location e  Specific Company Selections (5 company minimum)
e Size of Organization e Ability to Include or Exclude your own data

e  Employee Population e Tabular and Graphic Analysis/Display

e Annual $ Revenue e Results loadable to Excel formatted files

e  Specific WMG Survey
Participants

You can logon at www.wmgnet.com to report and access your PolicyCentral information. If you are a new participant, or
have misplaced your username and password, call or email Toni McGrath at 408 399 4900 ext 229 or toni@wmgnet.com .
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PREVIOUS JOB MATCH REPORT

If you were a participant in the 2009 Media/Advertising Sales Compensation Survey, you can access your previous job
matches and data by logging on at http://www.wmgnet.com . Once logged in, choose “My Recent Survey History” to access
your Previous Job Match Report and previous SmartScreen. They are also accessible from the 2010 SmartScreen. If you have
misplaced your username and password, call or email Toni McGrath at 408 399 4900 ext 229 or toni@wmgnet.com .

DATA CONFIDENTIALITY AND SECURITY

e Participation in the survey implies agreement to share data with all other participants in the WMG Media/Advertising
Sales Compensation survey on a mutual exchange basis, providing that the normal data confidentiality and security
provisions are met. In order to protect the confidentiality of the data there are several additional safeguards in
effect.

e No company identification will be associated with any data or reports generated from the database, except a
participant's own data and reports.

e All reports and data presentations are available only in "aggregate" form and display summary information only.
e To ensure confidentiality, reports will NOT be produced for any participant unless the following criteria are met:
0 Report requests should contain a minimum of five or more survey participants, in addition to the requester.

o No reports on individual jobs will be produced in which data from any single company (other than the
requestor) represents over 33.3% of the total data in a given job OR if there are less than five companies
(including your own) reporting data on a given job.

SmartScreen® - DATA ENTRY SIMPLIFIED

A pre-formatted SmartScreen® Excel template is available to simplify your data entry. The SmartScreen template is an
Excel based application that provides a flexible/user friendly interface to input, validate and securely submit your survey data.
SmartScreen also provides you with an import capability and validity checking for those with large files for submission. You
can “cut & paste” into it from your other internal data sources. The spreadsheet will highlight data that is not formatted
correctly and/or data that does not fall within specified reasonable limits on each job. You are able to verify your data before
submitting it to WMG, thus greatly increasing the validity of the data. It is available at no additional cost.

You can download the SmartScreen Excel template from:

http://www.wmgnet.com/DNN/Portals/0/MS/MS10SS.xls

Once you have entered your data, performed the “Validate Pay Data” function of your SmartScreen and saved your data on
your computer, you can submit your SmartScreen as follows:

e Save the SmartScreen file to a location of your choice on your computer. Click on the “SUBMIT” tab and follow the
easy steps to upload directly and securely to the WMG website. This is your most secure method to submit your
data, as it is sent in an encrypted format.

OR

e Save the SmartScreen file to a location of your choice on your computer. Attach the completed file to an e-mail

message and send to Toni McGrath at toni@wmgnet.com .

When your SmartScreen data is received in our office, it is reviewed and edited for completeness, reasonability and validity
prior to acceptance and use in the survey database. All data is passed against complex edit standards that have been
designed to identify questionable data entries and job matches. All data entries that do not meet this check will be brought to
your attention for verification and must be either substantiated or eliminated.

We strongly recommend that you keep a file copy of all information submitted to the survey for reference should we need to
contact you for verification, and as a protection against loss. If you need assistance interpreting the input requirements,
matching your jobs to the survey classifications or completing your SmartScreen please call or email Toni McGrath at 408
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399 4900 ext 229 or toni@wmgnet.com .
SmartScreen® - LAYOUT AND SPECIFICATIONS

Participants with large data files are advised to format them as specified below and import to the SmartScreen template for
validation prior to submission to WMG. Please call Toni McGrath at 408 399 4900 ext 229 if you have questions about the use
of the SmartScreen, if you have a data file exceeding 65,000 records, or for proper formatting of your file.

Report annual dollars, whole numbers — DO NOT include cents

If you have used formulas to calculate fields, convert the formulas to “values” prior to uploading to SmartScreen
When entering ZIP Codes, use the five digit ZIP code; DO NOT include the four digit extension

DO NOT include decimals, dollar signs ($) or cents — These will be formatted for you

DO NOT add columns of information not defined on the Record Layout below

DO NOT use any field delimiters

DO NOT include or add hidden columns, or change the order of the columns

DO NOT assign a password to the document. You can use the “Submit” tab to directly and securely upload your file

Column Survey Data Element Definitions Page

A. WMG Survey Job Code 17
B. Job Focus Code 17
C. Company Job Code 17
D. Company Job Title 17
E. Company Pay Grade 17
F. Record 1.D. 17
G. Media Sector 18
H. FLSA Status 18
l. ZIP Code — Work Location 18
J. Long Term Incentive Eligibility Code 18
K. Base Pay (Annual Rate as of 01 April 2009) 19
L. Sales Incentives & Commissions Earned in most recently completed Plan Year (2009) 19
M. Bonus/Non-Sales Variable Cash Earned in most recently completed Plan Year (2009) 20
N. Total Targeted Earnings for most recently completed Plan Year (2009) 20
0. Base Pay (Annual Rate as of 01 April 2010) 20
P. Sales Incentives & Commissions Targeted for current Plan Year (2010) 21
Q. Bonus/Non-Sales Variable Cash Targeted for current Plan Year (2010) 21
R. Comments 21
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SURVEY DATA ELEMENTS

Below are the definitions of each item on the SmartScreen®, listed in order by column.

Data Effective Date for the survey is 1 April 2010. Data reported should reflect policies and compensation in effect on 1 April
2010. All employees submitted must be on Active Pay Status as of 1 April 2010. EXCLUDE those who are on LOA, disability,
sabbatical, or similar non-active status. Report data for each individual employee matched to the survey job.

A. WMG SURVEY JOB CODE:

Each Job Description or Position in the survey has been assigned a specific Job Code. For each record you enter, you
must match the employee to an associated Job Code. Only job codes from the survey Job Descriptions are valid and
MUST be entered for each employee record. See Job Matching section below regarding matching of multiple levels in
a job family and blended jobs. Refer to the accompanying descriptions for detailed job content and to verify job
matching requirements and scoping factors. The employee should perform at least 80% of the content of the job to
be reported as a match to it.

B. JOB FOCUS CODE:

Identify the type of selling role the employee performs in your company. If the type of selling role is unknown, use
“CO = Combination of Existing and New Accounts” as the default value. The following positions have job focus
codes: 1001-1005, 1017-1020, 2001-2005 and 2021-2022. Job Focus Codes are not necessary on other jobs.

NA = New Accounts

EA = Existing Accounts

CO = Combination of New and Existing Accounts

ZZ = Unknown

C. COMPANY JOB CODE:

If your company uses a job numbering system, indicate your internal company job code that corresponds to your
title. This information will help you document your job matches and entries for future reference, as well as simplifying
the updating of your data in subsequent cycles of this survey.

D. COMPANY JOB TITLE:

Enter your internal company job title for each job reported. Titles that are longer than 50 characters will be
truncated. Please abbreviate where possible.

E. COMPANY PAY GRADE:
Enter your internal pay grade to which this job is assigned in your pay structure.
F. RECORD 1.D.:

Enter a unique identifying number for each employee (row) reported by your organization to enable internal tracking
and verification of data.

You may use any scheme meeting your own needs which will allow you to associate the data with your own

employee and provide for easy reference should we need to contact you to clarify, audit, or verify your input data.
Please DO NOT submit Social Security numbers or any identification you would consider to be confidential.
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SURVEY DATA ELEMENTS (continued)

G.

MEDIA SECTOR:

Designates the Media Sector that best describes the medium in which the employee is working.

AV = Advertising Agency Media Sales (i.e. WPP, J. Walter Thompson)
EM = Entertainment/Broadcast Media Sales (i.e. CNBC, Time Warner — HBO, Fox)
PP = Printing/Publishing Media Sales (i.e. Washington Post, Time Warner — Fortune Magazine)

WB = Web/Internet Media Sales (i.e. Google, Expedia)

FLSA STATUS:

Indicates whether employees are recognized/classified as either exempted from, or eligible for, overtime payments in
accordance with the Fair Labor Standards Act.

N = Non-Exempt
E = Exempt

ZIP CODE — WORK LOCATION:

Enter the 5-digit Postal ZIP Code of the WORK LOCATION of the employee. Leading zeroes are acceptable. (e.g.
01776) The “work location” may be the Company Headquarters, Regional Office, Remote Center, Sales Office, or the
Employees’ home office, depending on where the employee spends the bulk of their time. Report location that best
represents the employees’ work location. Do not report the 9-digit Postal ZIP Codes. Report U.S. locations only.

LONG TERM INCENTIVE ELIGIBILITY CODE:

Indicates whether the incumbent is currently eligible or not eligible for Long Term Cash Incentives (beyond annual
Profit Sharing Programs) or Stock Option/Grant Programs including, but not limited to:

Incentive Stock Options

Non-Qualified Stock Options

Phantom Shares — Appreciation Only

Phantom Shares — Full Value

Restricted Stock/Restricted Stock Units (RSU'’s)
Stock Appreciation Rights (SAR'’s)

Performance Units

Performance Shares/Performance Share Units
Other similar stock based incentive/award programs

NOTE: Excludes Employee Stock Purchase programs

0 = Employee is NOT eligible to receive either stock options or grants or other long-term cash incentives.

1 = Employee /S eligible to receive stock options or grants.

2 = Employee /S eligible to receive long-term cash incentives.

3 = Employee /S eligible to receive BOTH stock options or grants and long-term cash incentives
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COLUMN & DATA FIELD DEFINITIONS (continued)

K. BASE PAY (ANNUAL RATE AS OF 01 APRIL 2009):

Please indicate ANNUAL full-time “Base” compensation. Base Pay is the fixed portion of the employee's income,
independent of any earned commissions or incentives, bonuses, performance awards or other compensation.
Includes recoverable and non-recoverable draws. For employees who receive 100% of their earnings as sales
incentives or commissions, base pay will be zero.

Report the Actual Base Pay Rate (not target) as of 01 April 2009.

Where a geographical differential and additional month/s pay is treated as a part of base pay, include it in base pay.
If the geographic differential is a separate, “at risk” pay premium or element, exclude it from base pay and report it
in the "Bonus/Non-Sales Variable Cash” field.

L. SALES INCENTIVES AND COMMISSIONS EARNED IN MOST RECENTLY COMPLETED PLAN YEAR (2009)

Includes the Sales related incentive portion of the employee's income and is generally specified in a Sales Incentive
Plan/Program. Such items are paid as incentive to reward or motivate individuals or groups. Sales incentives may
fall under several categories:

e They may be earned on a regular basis as commissions; commission overrides or sales related incentives based
on quantitative performance items such as sales dollars/units/ad space.

e Or, they may be payments based on qualitative or judgmental measures related to sales activity or group
performance.

e Team Incentives are included and must be individualized: e.g. a $50,000 team incentive paid to five team
members = $10,000 “Individualized” incentive paid to each employee.

The incentives reported are actual dollar amounts earned in 2009 (whether paid or not), rather than targeted
commission rates and are expressed in annual dollar amounts. May include amounts earned for performance in
2009, but not actually paid until 2010. The value of the Incentive may be zero if the employee did not earn any
incentives in 2009.

Enter the TWELVE-MONTH TOTAL dollar amount earned for the entire, FULL year of 2009.

INCLUDES: EXCLUDES:

Earned Sales Incentives Commission Target Figures

Earned Commissions Cash Profit Sharing

Earned Commission Overrides Non-Sales Related:

Quota Achievement Bonus Cash Performance Awards

Product Sales Related Bonus Cash Bonus Payments

Sales Contest Cash Awards MBO Plan Payments

Discretionary Sales Related Bonus Non-Cash Awards (Merchandise, Trips, Etc.)

Sales Related MBO's
Cash SPIF's or Equivalent
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COLUMN & DATA FIELD DEFINITIONS (continued)

M. BONUS/NON-SALES VARIABLE CASH EARNED IN MOST RECENTLY COMPLETED PLAN YEAR (2009):

Represents the actual cash earned for individual, group, team or company performance based on achievement of a
defined target for the most recently completed full PLAN YEAR (the default value will be the calendar year 2009).

Includes all cash awards for performance. Excludes profit sharing, gain sharing, long-term incentives and any
deferred compensation. All amounts represent pre-tax, pre-401(k) deferral amounts. Includes all cash payments
such as MBO, Spot Awards, discretionary bonus, non-sales incentives, product promotion awards and other
performance based awards. Excludes hiring bonus, deferred compensation, relocation assistance and the like.

Does NOT include partial year payments. If bonus/variable pay amounts are for less than a full year:

e Pro-rate for the typical, full-year variable performance earnings

OR

[ Do not report any amount

N. TOTAL TARGETED EARNINGS FOR MOST RECENTLY COMPLETED PLAN YEAR (2009):

Do not report for employees who do not carry a quota, or are paid on a Straight Salary Basis.
Planned dollars delivered for 100% Quota Achievement for the individual employee in the 2009 Plan Year. Includes
Base Pay + Targeted Sales Incentives/Commissions + Targeted Bonus/Non-Sales/Variable Pay.

0. BASE PAY (ANNUAL RATE AS OF 01 APRIL 2010)
Base Pay is the fixed portion of the employee's income, independent of any earned commissions or incentives,
bonuses, performance awards or other compensation. Includes recoverable and non-recoverable draws. For
employees who receive 100% of their earnings as Sales Incentives or Commissions, Base Pay will be zero.
Report the Actual Base Pay Rate (not target) as of 01 APRIL 2010.
Where a geographical differential is treated as a part of base pay, include it in base pay. If the geographic

differential is a separate, “at risk” pay premium or element, exclude it from base pay and report it in the "Bonus/Non-
Sales Variable Cash" element.
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COLUMN & DATA FIELD DEFINITIONS (continued)

P. SALES INCENTIVES AND COMMISSIONS TARGETED FOR CURRENT PLAN YEAR (2010):

Includes the Sales related incentive portion of the employee's income and is generally specified in a Sales Incentive
Plan/Program. Such items are paid as incentive to reward or motivate individuals or groups. Sales incentives may
fall under several categories:

e They may be earned on a regular basis as commissions; commission overrides or sales related incentives based
on guantitative performance items such as sales dollars/units.

e Or, they may be payments based on qualitative or judgmental measures related to sales activity or group
performance.

e Team Incentives are included and must be individualized: e.g. a $50,000 team incentive paid to five team
members = $10,000 “Individualized” incentive paid to each employee.

Report the TARGETED Sales Incentive/commission amount that would be paid, assuming 100% of sales target
achievement. These are expressed as the TWELVE-MONTH TOTAL annual dollar amounts for the PLAN YEAR 2010.

INCLUDES: EXCLUDES:

Earned Sales Incentives Commission Target Figures

Earned Commissions Cash Profit Sharing

Earned Commission Overrides Non-Sales Related:

Quota Achievement Bonus Cash Performance Awards

Product Sales Related Bonus Cash Bonus Payments

Sales Contest Cash Awards MBO Plan Payments

Discretionary Sales Related Bonus Non-Cash Awards (Merchandise, Trips, Etc.)

Sales Related MBO's
Cash SPIF’s or Equivalent

Q. BONUS/NON-SALES VARIABLE CASH TARGETED FOR CURRENT PLAN YEAR (2010):

Applies to all employees who receive bonus/non-sales incentive/variable pay.
Represents the targeted cash to earn for individual, group, team or company performance based on achieving a
defined target for the PLAN YEAR 2010.

Includes all potential cash awards for performance. Excludes profit sharing, gain sharing, long-term incentives and
any deferred compensation. All amounts represent pre-tax, pre-401(k) deferral amounts. Potential cash payments
include MBO, Spot Awards, discretionary bonus, non-sales incentives, product promotion awards and other
performance based awards. Excludes hiring bonus, deferred compensation, relocation assistance and the like.

R. COMMENTS:
Enter information which will help to explain where data has been derived, or why the value of a field is outside of the

audit limits. The information entered here is only visible to your company and WMG, and is not distributed to other
participants.
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JOB MATCHING

All employees submitted to this survey must be on active pay status as of 01 April 2010 and on local pay. EXCLUDE those
who are; contractors, interns, on a leave of absence, long term or short term disability, sabbatical, or similar non-active status,
and DO NOT REPORT EXPATRIATE EMPLOYEES.

Step 1 — Functional Category

The survey is designed to collect data on multiple levels of individual contributors, plus first, second, third, and fourth level
management positions. For this Media / Advertising Survey the sales positions have been broken into three functional
categories:

e Direct Sales: Actively prospects, cultivates and maintains client relationships through direct contact. Utilizes all forms of
person to person approaches such as client visits, phone, mail and email.

e Inside Sales: Actively prospects, cultivates and maintains client relationships through remote contact by phone, mail
and email. Inside Sales personnel rarely visit visits with clients.

e Advertising Services: Provides media strategies design to increase ROI (revenue on investment). The individuals have
the knowledge of the technology and media markets, they integrate campaigns to suit the marketing aims and budget of
the customers. This is applicable to all forms of media from print to online, outdoor and broadcast.

e Support: Provides logistical and technical support to the sales force. These individuals are not directly responsible for
selling, but rather for providing the operational means and tools which allow the sales force to concentrate on selling
effectively.

Please note that your company may go to market through more than one of these functional categories;
therefore, you may have employees within more than one functional category. Report each employee to the
single most appropriate functional category which represents that employee’s predominant role.

Step 2 — Job Family

Match the incumbent to the relevant job family based on the job description.

Example: Based on the job description, is your incumbent a “Media Sales Account Executive” or a “Media Key Account
Manager”?

A general job description is provided for each job covered in the survey. These descriptions are prepared to reflect the normal
range of duties, skills, responsibilities, supervision and requirements found in the level of job specified. It is not intended that
the description list every specific task that might conceivably be assigned to that job. Rather, it is a general indication of the
scope and complexity of the job. Thus, it is unlikely that your jobs will be exact matches to the job descriptions.

The description should be used as a reference and guide to the general level of skill required for the performance of the
typical duties listed. As a basic guide, you should have a minimum of an 80% confidence level that your job is a match. Pay
particular attention to the exclusions and qualifying remarks in some descriptions.

DO NOT DOUBLE-MATCH AN INDIVIDUAL EMPLOYEE

If your employee performs a combination of duties from two or more survey job levels or groups, pick the one survey job
where at least 80% of the survey job content fits the employee. DO NOT match the same employee to more than one survey
job level or group. If no survey job represents at least 80% of the duties of the employee, DO NOT REPORT that employee.

“If in doubt, leave it out”

22



P

cor
201

JO

. western .
edia ﬁ N

vertising i s y
npensation survey goUP 1 .

0 US Edition

B MATCHING (continued)

Step 3 — Job Level

Assign an appropriate job level to the incumbent based on job skills, complexity, knowledge, supervision and experience.
Detailed descriptions of job levels can be found within the job descriptions.

Example: Is your Media Sales Account Executive performing at an “Intermediate” or “Career” level?

Job Level Definitions:

Entry Level- Little to no experience. Has basic knowledge to meet non-complex job requirements. May be a recent
graduate or an individual moving from one functional area to another within the company. Requires supervision and
training. O to 2 years of experience.

Intermediate Level - Includes those with previous experience and full knowledge to meet job requirements. Requires
supervision and some training. 2+ years of experience.

Career Level — Qualified, experienced professional with full knowledge to meet job requirements. Normally represents
the bulk of job family population. Requires little supervision. 4+ years of experience.

Senior/Expert Level - Additional specialized knowledge and experience. Viewed as expert in given market by
company. May provide work leadership and mentoring to lower level professional and support staff. 6+ years of
experience

Consultant Level Additional specialized knowledge and expertise. Viewed as expert in given market by company and
external clients. May provide work leadership and mentoring to lower level professionals and support staff. Progression
to this level is not typical, but rather is limited to defined business requirements. 10+ years of experience.

Manager 1 — Has full management responsibility to direct, support and supervise assigned personnel to achieve revenue
and expense objectives for department. Develops and solidifies strong relationships with clients and prospects. Helps
resolve problems and participates in contract negotiations with key clients. Assists in; planning sales strategy, mentoring
and training the sales team.

Manager 2 — Has primary responsibility for supervision and development of first level managers. Plans and directs
organizational effort to achieve revenue and expense objectives. Develops and solidifies strong relationships with clients
and prospects. Helps with most difficult customer problems and facilitates important contract negotiations with key
clients. Recommends, plans and implements strategy. Develops and monitors the training and mentoring of assigned
staff.

Manager 3 — Has primary responsibility for supervision and development of a regional office or large geographic region.
Plans and directs organizational effort to achieve revenue and expense objectives. Establishes and maintains strong
relationships with key clients and prospects. Helps with most difficult customer problems and facilitates important
negotiations. Contributes to the growth and strategic direction of the company in geographic area.

Manager 4 — Has primary responsibility for leading and developing multiple regional offices or has national responsibility.
Establishes both short and long term strategic plans for the business. Increases revenue and grows new business.
Establishes and maintains strong relationships with customers. Explores and evaluates business development and
strategic partnership opportunities on a multi-regional or national basis. Responsible for the growth and strategic
direction of those areas.

MULTIPLE LEVEL MATCHING

Your job family may have more, or less levels than are identified in the survey. Review the content of the survey description
to determine if two or more of your levels may need to be combined for reporting to a given survey level.

Example: The survey has five levels of Individual Contributor Media Sales Account Executives. Your company has six. Upon
review of the survey descriptions, you may determine that your 3rd and 4th level would be best reported to the 3rd level in
the survey. Therefore, combine your 3rd & 4th level and report both in the 3rd level of the survey.

Conversely, if you have two levels, and the survey has five, try to allocate your employees among the five survey levels based
on job content, experience, and complexity, where possible, but do not force fit.
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DIRECT SALES
JOB FAMILY: MEDIA SALES ACCOUNT EXECUTIVE

FUNCTIONAL DUTIES AND RESPONSIBILITIES. Responsible for generating and growing revenue by selling advertising space to new or existing clients in one or more geographic areas or within a media
specialty. Grows client base through pro-active prospecting, lead qualification, developing and solidifying strong client relationships. Identifies and overcomes client concerns, issues and objections and
closes new accounts. Creates unique solutions as required by individual client needs.

Do not match Inside Sales people to this job family; please match those roles to the 2001 - 2005 job family.
NOTE: * Indicates Job Update; Bold indicates New Job.

NOTE: Indicate the appropriate Job Focus Code in column “B” for each employee.

NA = New Accounts

EA = Existing Accounts

CO = Combination of New and Existing Accounts
ZZ = Unknown

Typical
Job Minimum Minimum Experience
Code Typical Knowledge, Skills, Activities & Responsibilities Education Experience Level
1001 Medja Sales Account Executive — Entry Bachelor Degree 0-2 year 1+ years
Entry Level. Basic knowledge of advertising media and basic sales techniques. May include individuals in transition to the sales  or equivalent
function from other areas within the company. Excludes those who are solely dedicated to Inside Sales (see 2XXX job series). experience
1002 Medja Sales Account Executive — Intermediate Bachelor Degree 2 + year 4+ years
Includes those who have advanced beyond the Entry Level. Full knowledge of advertising media and standard sales techniques.  or equivalent experience
Excludes those who are solely dedicated to Inside Sales (see 2XXX job series).
1003 Medja Sales Account Executive — Career Bachelor Degree 4 + years 6+ years
Qualified, experienced professional with full knowledge of advertising media standard sales techniques. Normally includes the bulk  or equivalent experience
of job population. Default match level, if unable to break out multiple job levels. Excludes those who are solely dedicated to Inside
Sales (see 2XXX job series).
1004 Medja Sales Account Executive — Senior/Expert Bachelor Degree 6 + years 8+ years
Additional specialized knowledge of advertising media and how to optimize marketing spends. Viewed as expert in given market by  or equivalent experience
company. May provide work leadership and mentoring to lower level Account Executives and support staff. Excludes those who are
solely dedicated to Inside Sales (see 2XXX job series).
1005 Medja Sales Account Executive — Consultant Bachelor Degree 10+ years 12+ years

Additional specialized knowledge of advertising media and how to optimize marketing spends. Viewed as expert in given market by  or equivalent experience
company and accounts. May provide work leadership and mentoring to lower level Account Executives and support staff.

Progression to this level is not normal or automatic, but rather is limited to defined business requirements. Excludes those who are

solely dedicated to Inside Sales (see 2XXX job series).
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DIRECT SALES

JOB FAMILY: MEDIA KEY & NATIONAL ACCOUNT MANAGEMENT

FUNCTIONAL DUTIES AND RESPONSIBILITIES: Manages ongoing research and tracking initiatives for key clients in conjunction with internal research partners and agencies.
opportunities to enhance media effectiveness through development of plan optimization.

implementation of added-value opportunities on a broad range of media categories. May manage budgets and payment process for clients’ invoices.

NOTE: Indicate the appropriate Job Focus Code in column “B” for each employee.

NA = New Accounts

EA = Existing Accounts

CO = Combination of New and Existing Accounts
ZZ = Unknown

Responsible for establishing high-impact and integrated communications programs.

Explores
Ensures proper

Typical

Job Minimum Minimum Experience
Code Typical Knowledge, Skills, Activities & Responsibilities Education Experience Level
1017 Medlia Key Account Manager — No Staff Responsibilities Bachelor Degree 7+ years 10+ years

Responsible for several important advertising accounts of multi-regional scope (or national scope, but not having  or Master Degree or

the volume of a designated national account). May coordinate cross-functional resources (sales, marketing, finance)  equivalent

assigned to such higher-value accounts. REPORT INCUMBENTS WITH FORMAL STAFF MANAGEMENT  experience

RESPONSIBILITIES TO JOB #1019.
1018 National Account Manager 1— No Staff Responsibilities Bachelor Degree 7+ years 10+ years

Responsible for a single account of national scope, or a limited few such accounts. Includes those  or Master Degree

with major “Mega-Account” responsibilities. May coordinate cross-functional resources (sales, or equivalent

marketing, finance) assigned to such highest-value accounts. REPORT INCUMBENTS WITH FORMAL  experience

STAFF MANAGEMENT RESPONSIBILITIES TO JOB #1020.
1019 Medlia Key Account Manager 1 — Staff Management Responsibilities Bachelor Degree 7+ years 10+ years

Responsible for several important accounts of multi-regional scope (or national scope, but not having the volume of a  or Master Degree or

designated national account). Directs cross-functional resources (sales, marketing, finance) assigned to such higher-value  equivalent

accounts. REPORT INCUMBENTS WITHOUT FORMAL STAFF MANAGEMENT RESPONSIBILITIES TO JOB #1017. experience
1020 National Account Manager 1 — Staff Management Responsibilities Bachelor Degree 7+ years 10+ years

Responsible for a single account of national scope, or a limited few such accounts. Includes those
with major “Mega-Account” responsibilities. May coordinate cross-functional resources (sales,
marketing, finance) assigned to such highest-value accounts. REPORT INCUMBENTS WITHOUT
FORMAL STAFF MANAGEMENT RESPONSIBILITIES TO JOB #1019.
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DIRECT SALES
JOB FAMILY: MEDIA SALES ACCOUNT MANAGEMENT

FUNCTIONAL DUTIES AND RESPONSIBILITIES: Manages, develops, motivates and trains the direct media sales account executive team. Develops, presents and implements innovative strategic
sales plans. Coordinates and works with internal partners in an effort to meet the operational needs of each account. Evaluates and determines the appropriate marketing and promotional
approaches to grow the business and increase sales. Manages many processes including client relationship management, operations, sales forecasts, budgets and project management.
Responsible for sales targets, and sales employee development.

Typical

Job Minimum Minimum Experience
Code Typical Knowledge, Skills, Activities & Responsibilities Education Experience Level
1021 Medja Sales Account Manager 1 Bachelor Degree 5 + years 9+ years

First Level Full Management responsibility. Directs and supervises assigned media sales personnel to achieve revenue  or Master Degree

and expense objectives for a particular set of accounts or geographic areas. Develops and solidifies strong client  or equivalent

relationships and prospects. Helps with customer problems and participates in negotiations with key clients. Assists  experience

in planning sales strategy and mentoring/training the Sales Team.
1022 Medja Sales Account Manager 2 Bachelor Degree 8+ years 12+ years

Second Level Full Management Responsibility. Primarily responsible for supervision and development of first level  or Master Degree

media sales account managers. Plans and directs organizational effort to achieve revenue and expense objectives.  or equivalent

Develops and solidifies strong relationships with clients and prospects. Helps with most difficult customer problems  experience

and facilitates important contract negotiations with key clients. Recommends, plans and implements sales strategy.

Develops and monitors the sales training and mentoring of assigned sales staff. May be titled Director, but not a

requirement to match to this job.
1023 Medja Sales Account Manager 3 Bachelor Degree 12+ years 15+ years

Third Level Full Management Responsibility. Primarily responsible for supervision and development of a regional sales or Master Degree

office or large geographic region. Plans and directs organizational effort to achieve revenue and expense objectives. or equivalent

Establishes and maintains strong relationships with key clients and prospects. Helps with most difficult customer experience

problems and facilitates important negotiations. Contributes to the growth and strategic direction of advertising sales

team. May be titled Director or Vice President, but not a requirement to match to this job.
1024 Medja Sales Account Manager 4 Bachelor Degree 15+ years 17+ years

Fourth Level Full Management Responsibility. Has primary responsibility for leading and developing a
regional/national media sales group. Establishes both short and long term strategic plans for the business. Increases
revenue and grows new business. Establishes and maintains strong relationships with advertising directors and/or
publishers. Explores and evaluates business development and strategic partnership opportunities. Responsible for the
growth and strategic direction of advertising sales. Very often this position is titled Vice President, but not a
requirement to match this job.
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INSIDE SALES
JOB FAMILY: INBOUND MEDIA SALES ASSOCIATE

FUNCTIONAL DUTIES AND RESPONSIBILITIES: Fields incoming inquiries from potential advertising customers, qualifies prospect and answers all questions. Is able to create simple media
solutions to meet immediate prospect queries and close new business. Develops strong client relationships. Transfers questions to the sales team for more complex enquiries. Can identify

customer needs and make recommendations accordingly.

If actively prospecting via outbound telephone calls, please match to the 2001 - 2005 job family.

Typical
Job Minimum Minimum Experience
Code Typical Knowledge, Skills, Activities & Responsibilities Education Experience Level
2000 Inbound Media Sales Associate Bachelor Degree 0 -2 years 1+ years

Has little to no experience. Typically is a recent graduate or recently moved from another area of the business into  or equivalent
sales. Requires much supervision and training on sales techniques, prospects’ products and company. Passes on  experience
more complex and larger prospects to sales teams.
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INSIDE SALES
JOB FAMILY: INSIDE MEDIA SALES ACCOUNT EXECUTIVE

FUNCTIONAL DUTIES AND RESPONSIBILITIES: Responsible for generating and growing revenue by selling advertising space to new or existing clients via telephone or email. Grows client base
through pro-active prospecting, lead qualification, developing and solidifying strong client relationships. Identifies and overcomes client concerns, issues and objections and closes new accounts.
Creates unique media combinations and solutions as required by individual client needs.

Do not match Direct Sales people to this job family,; please match those roles to the 1001 - 1005 job family.
NOTE: Indicate the appropriate Job Focus Code in column “B” for each employee.

NA = New Accounts
EA = Existing Accounts

CO = Combination of New and Existing Accounts
ZZ = Unknown

Typical
Job Minimum Minimum Experience
Code Typical Knowledge, Skills, Activities & Responsibilities Education Experience Level
2001 Inside Media Sales Account Executive — Entry Bachelor Degree 0-2 year 1+ years
Entry Level. Basic knowledge of advertising media and basic sales techniques. Typically a recent graduate but may also  or equivalent
include individuals in transition to the sales function from other areas within the company. Requires much supervision  experience
and training on sales techniques, prospects’ products and company. Excludes those who are solely dedicated to Direct
Sales (see 1XXX job series).
2002 Inside Medla Sales Account Executive — Intermediate Bachelor Degree 2 + year 4+ years
Includes those who have advanced beyond the Entry Level. Includes those who have previous sales experience. Full  or equivalent
knowledge of advertising media and standard sales techniques. Requires supervision and ongoing training and  experience
development. Excludes those who are solely dedicated to Direct Sales (see 1XXX job series).
2003 Inside Medlia Sales Account Executive — Career Bachelor Degree 4 + years 6+ years
Qualified, experienced professional with full knowledge of advertising media and nonstandard sales techniques.  or equivalent
Requires little supervision. Continues to develop complex knowledge of sales techniques and products. Normally  experience
represents the bulk of inside media sales account executive job population. Default match level, if unable to break out
multiple job levels. Excludes those who are solely dedicated to Direct Sales (see 1XXX job series).
2004 Inside Media Sales Account Executive — Senior/Expert Bachelor Degree 6 + years 8+ years
Additional specialized knowledge of advertising companies’ products and how to optimize their marketing spends.  or equivalent
Viewed as expert in given market by company. Requires no supervision. May provide work leadership and mentoring  experience
to lower level inside account executives and support staff. Excludes those who are solely dedicated to Direct Sales (see
1XXX job series).
2005 Inside Media Sales Account Executive — Consultant Bachelor Degree 10+ years 12+ years

Highly specialized knowledge of advertising companies’ products and how to optimize their marketing spends. Viewed  or equivalent
as expert in given market by company, industry and external clients. May provide work leadership and mentoring to  experience
lower level inside account executives and liaise with senior management on specialized projects and clients.

Progression to this level is not typical, but rather is limited to defined business requirements. Excludes those who are

solely dedicated to Direct Sales (see 1XXX job series).
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INSIDE SALES
JOB FAMILY: INSIDE MEDIA SALES ACCOUNT MANAGEMENT

FUNCTIONAL DUTIES AND RESPONSIBILITIES: Manages, develops, motivates and trains the inside media sales account team. Develops, presents and implements innovative strategic sales
plans. Coordinates and work with internal partners in an effort to meet the operational needs of each account. Evaluates and determines the appropriate marketing and promotional approaches
to grow the business and increase sales. Manages many processes including client relationship management, operations, sales forecasts, budgets and project management. Responsible for sales
targets, and inside sales employee development.

NOTE: Indicate the appropriate Job Focus Code in column “B” for each employee.

NA = New Accounts

EA = Existing Accounts

CO = Combination of New and Existing Accounts
ZZ = Unknown

Typical

Job Minimum Minimum Experience
Code Typical Knowledge, Skills, Activities & Responsibilities Education Experience Level
2021 Inside Media Sales Account Manager 1 Bachelor Degree 5 + years 9+ years

First Level Full Management Responsibility. Directs and supervises assigned inside media sales personnel to achieve  or Master Degree

revenue and expense objectives. Supervises daily call activity and shares responsibility for reaching sales goals.  or equivalent

Develops and solidifies strong client relationships and prospects. Helps with customer problems and participates in  experience

negotiations with key clients. Assists in planning sales strategy and mentoring/training the inside Sales Team.
2022 Inside Medlia Sales Account Manager 2 Bachelor Degree 8+ years 12+ years

Second Level Full Management Responsibility. Has primary responsibility for supervision and development of first level
inside media sales account managers and possibly senior and consultant level inside sales account executives. Plans
and directs organizational effort to achieve revenue and expense objectives. Develops and solidifies strong
relationships with clients and prospects. Helps with most difficult customer problems and facilitates important contract
negotiations with key clients. Recommends, plans and implements sales strategy and inside sales training.
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ADVERTISING SERVICES
JOB FAMILY: MEDIA BUYER/PLANNER
FUNCTIONAL DUTIES AND RESPONSIBILITIES: Develops media strategies to increase ROl (revenue on investment). Is well versed in all media market sectors, can develop and implement

campaigns to suit the marketing and budget goals of customers. Prepares and presents media recommendations to clients and participates in vendor selection process. Negotiates with vendor
for the purchase, placement and scheduling of media time and space. Monitors and analyzes campaigns on a daily basis.

Typical

Job Minimum Minimum Experience
Code Typical Knowledge, Skills, Activities & Responsibilities Education Experience Level
2501 Medlia Buyer/Planner — Entry Bachelor Degree 0-2 years 1+ years

Recent graduate with no previous professional experience but may also include individuals in transition  or equivalent

to the advertising services department. Understands the role of media in advertising. Has the ability to  experience

manage small accounts. Develops an understanding of clients’ products and business objectives.

Develops relationships with media owners, creative agencies and research companies. Requires much

supervision and training.
2502 Media Buyer/Planner - Intermedjate Bachelor Degree 3+ years 5+ years

Develops unique and strategic media plans, including exploration of venues that utilize emerging technology to support  or Master Degree

client objectives. Reviews media content requirements to identify possible media venders, based on vender capabilities  or equivalent

for print, voice, video, direct mail, catalog and/or internet applications. Collects and analyzes rate information.  experience

Prepares and presents media recommendations to management. Participates in vender selection process. Negotiates

with vender sales representatives for the purchase, placement and scheduling of media time/space. Makes

recommendations to optimize campaign results for maximizing revenue.
2503 Media Buyer/Planner - Career Bachelor Degree 5+ years 7+ years

Develops unigue and strategic media plans, including exploration of venues that utilize emerging technology to support  or Master Degree
client objectives. Reviews media content requirements to identify possible media venders, based on vender capabilities  or equivalent

for print, voice, video, direct mail, catalog and/or internet applications. Collects and analyzes rate information.  experience
Prepares/presents media recommendations to management. Participates in vender selection process. Negotiates with

vender for the purchase, placement and scheduling of media time/space. Reviews placement to ensure it meets

specifications. Mentors junior level media buyers/planners. Track media expenditures to ensure budget compliance.
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ADVERTISING SERVICES

JOB FAMILY: MEDIA BUYING/PLANNING MANAGEMENT

FUNCTIONAL DUTIES AND RESPONSIBILITIES: Manages, develops and trains the media buying/planning team to increase ROl (revenue on investment).
sectors, and manages the development and implementation of campaigns to suit the marketing and budget aims of customers.

management, operations, sales forecasts, budgets and project management. Responsible for sales targets, and employee development.

Is well versed in all media market

Manages many processes including client relationship

Typical

Job Minimum Minimum Experience
Code Typical Knowledge, Skills, Activities & Responsibilities Education Experience Level
2521 Medja Services Manager 1 Bachelor Degree 8+ years 10+ years

First Level Full Management Responsibility. Requires expert knowledge of media industry trends and opportunities to or Master Degree

ensure a maximum return on media costs. Seeks, identifies and proposes strategic opportunities to improve cost or equivalent

effectiveness of media plans. Reviews new media opportunities for incorporation in marketing plans. May report to experience

second level of advertising or marketing communications management or senior executive. Directs and manages

active relationship with agencies-of-record (AOR) to ensure that agency media contacts receive proper marketing

direction. Provides liaison and reviews media plans to ensure they reflect business strategies and advertising

objectives. Supports corporate goals and strategies for network, cable, syndication, spot, print, radio, internet and

similar opportunities. Develops budgets with management.
2522 Medja Services Manager 2 Bachelor Degree 10+ years 12+ years

Second Level Full Management Responsibilities. Normally directs and manages thru first level management positions.
Requires extensive knowledge of media utilization and placement to ensure a maximum return on media costs.
Develops, coordinates and executes media commitments. Investigates, develops and implements new/interactive
media opportunities. Understanding of domestic and global aspects of media placement may be required. Plans,
organizes, directs and coordinates with agencies-of record (AOR) in the formulation of long-term buying strategies for
network, cable, syndication, spot, print, radio, internet and similar opportunities. Advise management on relevancy
and practicality of recommended media strategies, tactics and recommended alternatives. Ensure proper staffing
levels and budget performance. Develops long-term budgets with marketing management. May report to third level of
advertising or marketing communications management or senior executive.
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SUPPORT

JOB FAMILY: SALES ASSISTANT

FUNCTIONAL DUTIES AND RESPONSIBILITIES.: Supports the daily administrative activities of the sales team. Evaluates client needs and directs queries to the appropriate sales person.

Coordinates general administrative tasks and logistics as required.

Typical
Job Minimum Minimum Experience
Code Typical Knowledge, Skills, Activities & Responsibilities Education Experience Level
*3000 Sales Assistant (Previously job code 3011) High School Graduate 0-2 years 1+ years

Supports the Sales Team by scheduling meetings, assisting clients, coordinating travel and assisting with other general
administrative tasks. Answers heavy volume of phone calls on a daily basis. Helps prepare sales presentations.
Maintains sales agreements and sales orders. Assists with research projects. Helps to resolve scheduling issues.
Requires much supervision and training.

JOB FAMILY: SALES ADMINISTRATION

or equivalent
experience

FUNCTIONAL DUTIES AND RESPONSIBILITIES: Coordinates scheduling and promotions to ensure client satisfaction and project completion. Assists sales team in maintaining and nurturing client
relationships. Coordinates with other internal partners to ensure account needs are met on all levels. Accurately understands, assesses and analyzes customer needs and requirements. Works

with sales team and other departments to assist in the creation of client proposals, presentations, and media plans.

Typical

Job Minimum Minimum Experience
Code Typical Knowledge, Skills, Activities & Responsibilities Education Experience Level
*3001 Sales Administrator/Support Specialist — Entry (*Previously Account Coordinator) Bachelor Degree 0-2 years 1+ years

Responsible for providing account support to Sales Team. May have moved into this job from the Sales Assistant or equivalent

position. Tracks and compiles reports on revenue trends and opportunities for growth. Provides status on completion experience

of campaigns. Interfaces with finance for client billing and financial data reporting. Assists with general administrative

tasks. Requires much supervision and training.
3002 Sales Administrator/Support Specialist — Intermediate Bachelor Degree 3+ years 5+ years

Includes those who have advanced beyond the Entry Level. Full knowledge of required tasks. Responsible or equivalent

for providing account support to Sales Team. Tracks and compiles reports on revenue trends and experience

opportunities for growth. Provides status on completion of campaigns. Interfaces with finance for client

billing and financial data reporting. Assists with general administrative tasks.
3003 Sales Administrator/Support Specialist - Career Bachelor Degree 5+ years 7+ years

Qualified and experienced with full knowledge of required tasks. Requires little supervision.
Responsible for providing account support to Sales Team. Tracks and compiles reports on revenue
trends and opportunities for growth. Provides status on completion of campaigns. Interfaces with
finance for client billing and financial data reporting. Assists with general administrative tasks. May
provide leadership to lower level employees.
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SUPPORT

JOB FAMILY: SALES ADMINISTRATION MANAGEMENT

FUNCTIONAL DUTIES AND RESPONSIBILITIES. Directs, supports, and supervises assigned Sales Administration staff. Oversees coordination of schedules and projects to ensure satisfaction for

all internal departments.

Maintains and develops relationships with other internal departments to ensure account needs are met on all levels. Accurately understands, assesses and analyzes

department needs and requirements. Thoroughly understands the sales process and all internal partners’ requirements that affect the sales administration staff.

Typical

Job Minimum Minimum Experience
Code Typical Knowledge, Skills, Activities & Responsibilities Education Experience Level
3021 Sales Administration Manager 1 Bachelor Degree 7+ years 10+ years

First Level Full Management Responsibility. Direct, support and supervise assigned Sales Administration or equivalent

personnel to achieve revenue and expense objectives for department. Develops and solidifies strong experience

relationships with internal sales departments. Helps resolve problems and participates in coordination of

all activities within the department. Responsible for managing within budget, and training and

mentoring of assigned staff.
3022 Sales Administration Manager 2 Bachelor Degree 12+ years 15+ years

Second Level Full Management Responsibilities. Normally directs and manages thru first level
management positions. Has primary responsibility for supervision and development of first level
managers. Plans and directs organizational effort to achieve business and expense objectives. Develops
and solidifies strong relationships with internal organizations, specifically sales. Helps with most
difficult customer problems. Recommends, plans and implements strategy. Responsible for developing
organizational budget. Develops and monitors the training and mentoring of assigned staff.
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