Circulation

54,800 subscribers, qualified by their authority
to purchase and/or direct their company’s
business travel purchases, subscribe to

BTN. Made up of decision-makers, purchasers
and influencers, BTN's circulation covers

the vast majority of the most well-traveled
corporations across a diverse cross-section

of industries.
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BUSINESS CIRCULATION STATEMENT FOR THE 6 MONTH PERIOD ENDED DECEMBER 2002
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Reach the Desks of
Top Decision-Makers *

58% Executive Management

16% Travel Management *

13% Director/Manager/
Supervisor**

13% Senior Management

*Includes titles: Travel Manager/Supervisor/Coordinator,
Traffic/Transportation Manager, Supervisor, Coordinator,
Meeting/Conference Planner.

**|ncludes titles: Purchasing/Sales/Marketing /Department/Section

Director, Manager, Supervisor.

Through a highly selective
qualification process yielding
a proprietary group of unique
and unduplicated corporate
travel professionals, only
BTN delivers the proven
reach to those with the
ability and need to purchase
your products and services.

Circulation Analysis '

Corporate Subscribers 45,081
Owner/President/CEO ....cocevviuiiiiiiiiiiieeeeeees 15,839
Vice President/General Manager/Director ........ 7,575
Financial Officer/Director/Manager .................. 2,508
Travel Management ........cooviiiiiiiiiiiiiieiieeeenns 6,306
Purchasing Manager/Supervisor/Agent ............ 850
Sales/Marketing Director/Manager/Rep .......... 4,643
Department or Section Head/Supervisor............ 1,512
Other Management ......coouveeiiiiiiieiieeeee e 3,070
Administrative Assistant/Secretary .................. 2,131
Travel ABENt ... e 478

Commercial Travel Agent Subscribers 9,888

Total Qualified Circulation 54,800




BTN Delivers

54,800 qualified
business travel
buyers

Average annual
subscriber spending:
$4.8 million

88% coverage of Fortune
500; 75% coverage of
Fortune 1,000 companies

175,360 pass-along
readership

Consumer Publications

Trade Publications

Business Travel News

Commitment to Quality Circulation

A high quality circulation isn’t created over night. It’s the result of a
continual investment in quality editorial and a finely tuned audience devel-
opment strategy. BTN's unwavering commitment to providing advertisers
with the most qualified circulation of business travel buyers available,
means you’ll reach the nation’s most travel-intensive corporations.

Identified by function, not only by title, and qualified based on their ability
to purchase travel and meeting services for their company, subscribers
must renew on an annual basis, eliminating excess subscribers and
keeping BTN's circulation in check.

BTN Qualification Requirements

Involvement in planning meetings and business travel
Business trips arranged annually

Off-site meetings arranged annually

Annual travel expenditures

Setting corporate travel policies

Your Message Has More Impact in BTN

Reported Average Readership Levels >

B Advertising Editorial

100%

Meeting the Needs of an
Increasingly Powerful Audience v

Average Subscriber .
Travel/Meeting Expenditure *

$2.8 $4.1 $4.5 $4.7 $4.8
Million Million Million Million Million

1998 1999 2000 2001 2002



Audience Impact

5 .
= Corporate subscribers WhO S Readlng
purchase $179 billion Business Travel News

annually in transient, Busi Travel N hes 54.800 brofessional
meeting and incentive usiness lravel News reaches , professionals

travel products & services ° who span the entire spectrum of business travel buyers,
including senior travel managers and commercial travel
agents. BTN's 54,800 qualified decision-makers are
driving their company’s managed travel initiatives and
strategies. They are responsible for the purchase of
products and services necessary to meet these goals—
each spending an average of $4.8 million annually on
transient, meeting and incentive travel purchases.

= Subscribers arrange
business travel for more
than 8.6 million travelers * |

= 99% are involved in
purchasing meetings,
conferences and/or
incentive programs *

= Our subscribers

purchase over 851,000 The Average Subscriber is Involved
meetings per year ° in at Least 3 Travel Functions °

Corporate Subscribers [ Travel Agency Subscribers

Involved in setting corporate travel policies

Plan/arrange business travel for individuals

Select/recommend business travel vendor

—
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Manage a business travel cost center

Select meeting facilities/destinations
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Subscribers Personally
Responsible for Purchasing *

s Corporate Subscribers Travel Agency Subscribers
Facility Usage by I Corp u gency
Subscribers in 2002

Hotel Rooms
100% [~
Airline Tickets
80 - Car Rentals
Meeting Facilities
60 [~
Incentive Travel
40 Corporate Payment Cards
CRS
20 -
Aircraft charters
0 . )
Corporate Relocation Services
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2. Roper Starch Readership Report, November 2001
3. Hallmark Data Systems




