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. . : Advertising Age Readers
The Revolution Will Not Be Televised... . include key decision
It will be blogged, podcast, made into viral videwsl texted across all makers behind some of

today’s most powerful

platforms to reach consumers where they are mtssttafely captured. . e
digital companies:

Advertising Age'Multi-Platform Media Brands Special Report lets you
show marketers how you are vital in this new catkffiasolutions in getting

their brand message across. The report will cover... AOL Media Networks
MSN
How the large media operations are crossing into areas to Yahoo!
leverage their strengths Claria
. Experience
Insights from leaders at such powerhouses as EBB\W Jones, and FindWhat
Forbes who have taken traditional properties angkft new media Undertone Networks
options to grow revenue with their partners Google
. . . L . Specific Media
The latest in online, mobile and experiential testbgies that go
beyond the printed page Media Agency readers
* ok Kk Kk K OMD
Starcom MediaVest
In book and onlineAdvertising Ageffers total audience reach 02,000+ Universal McCann
advertising, marketing, and media professionalsvho rely on the magazine Carat -
. . L. . . MediaEdge:cia
for its insight into advertising and the broaderi@f marketing. Advertise Initiative
in theMulti-Platform Media Brands Special Report to show how you can MindShare
connect them through all video formats. ZenithMedia
i i . i Universal McCann
Sponsor the Multi-Platform Media Brands Special Reprt Online MPG

As thesole sponsorof theMulti-Platform Media Brands Special Report on
Advertising Age@nline (vww.adage.com your logo and banner ads And many more!
surround the content. You also receive logo exymeun all print and online
advertising promoting the report. Special Repartsopen to all visitors for
three months and to subscribers for a full year.

Bonus Distribution
MPA Kelly Awards Judging (Date TBD « New York, NY)

Source: ABC Consolidated Media Report, June 2006.
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