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CBS Network. UPN Network. MTV, 190 Infinty rado 38 T ations” SuoROIes % | ot jargest ISP inworld, Time Warner  HBO, CNN, WB Production:
md::":v Land, g:\‘"LNN g‘““‘* \n41  Miami, Pitsourg. Stations i,,'ﬁs 37 million customers Cable: 108 Network, Cinemax.  Warner Brothers

. , Movie 3 -Of “h'“m Of top 20 TV markets Internet users; million cable TBS, TNT, Court Studios, Castle Rock
Sundance Channel, FLIK, BET, cities. CompuServe, Netscape  households TV, Cartoon Network  Entertainment, HEO
Comedy Central :g“ had 6 of top CNN Headiine News,  Productions,
Paramount pictures, MTV Films, stations - - TW Sports New Line Cinema and
Nickelodeon Films, Contentwile.com, TV. Turner Productions

Magazines: Time, Life, Fortune,
Sports I, Money, People, Entert.
Weekly, In Style, Southern
Living, Popular Science. Music

Nickelodeon Books, Simon & Schuster,
Famous Music Publishers, Pocket Books,
Star Trek Franchise, Scribner, Touchstone,

The Free Press, MTV Books,  Radio Statons

Spelling Entertainment, Big Ticket TV, - labels: Atlantic, Rhino, Elektra,
Viacom Productions, Kingworld Warmner Bros , London-Sire, Tommy
Productions

Boy, Columbia House, Time Life
Music Books: Time Life, Book-of-
the-Month Club, Little, Brown & Co ,
Bulfinch Press, Back Bay Books,
Warner Books

Qo 22 TV Stations: including duopolies
ngw InNY, L A Chicago, Dallas, Wash.
! T _ Minn, Houston, Orlando, Phoenix
Fox Broadcasting. Fox News Chan ,
Fox Kids, Fox Sports, Health Netw ,
I < = Goograpnic, TV Guide Chan
Fox Sports Radio, Golf Channel
Clear
Channel -ComiF S

10 TV stations: NY, LA, Chic.,
Philly., S F., Houston, Raleigh,
Fresno, Fint, Toledo

53 radio stations: including

6 in Minn_, 5 in Chicago, 5 in
Dalias, 3 in Wash., 3 in Detroit,
and 3 In Aianta.

ABC Network, Disney Channel, _
ESPN, ASE, Soaphet, History

Channel, Lifetime, E!
Disney Pictures, Touchstone, Hollywood

Pictures. Caravan. Miramax. Buena Vista -
Magazines: Discover, Disney, ESPN, Talk

US Weekly Books Disney, Hyperion, Talk/

Miramax Newspapers County Press (M), Oakland
Press (MI), Narragansett Times, St Louis Daily Record
Music: Buena Vista, Hollywood, Lyric Street Sports: Anaheim
Ducks and Angels Internet. NFL com, NASCAR com,
ABCNews com

ers and magazines:
NY Post, TV Guide, The
Woeekly Standard.

Books: Harper Collins, Regan Books,
Amistad Books, Wiliam Morrow &

(Content  RedioTV Sistons  Producton/Promoton -

Premier Radio Network Sports: LA Dodgers, LA Kings, LA

Clear Channel is world's leading 36 TV stations in 28 cities in More than 1,200 radio stabons.  gyngjcates over 100 programs m'F':Y Krl'cks, NY R;‘”“-
event promoter, 66 million tix in NY, CA, WA, OH, AK, duopolies  ~ 3 ;‘L %‘;ﬁ‘ﬁg :‘:oa-fmm Including Limbaugh, Laura R stval Records, Mushroom
26,000 events in 2001. SFX In Memphis, Pensacola, Litte Rock, ~ - Slessinger, Rick Dees, Carson >

represents Hundreds of athietes:  Jacksorwlle, Harrisburg (w/ CMA) - Reach 54% of ail 18-49 yr. olds Daly, produces Clear Channel | 'Merketing: News America Marketing
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IN PLATO'S CAVE, PRISONERS HELD BY CHANS
WATCHED SHADOW FUFFETS MOVE ON A CAVE WALL.

THERE ARE TWO DIRECT WAYS IN WHICH WE CAN CONTROL THE MEDIA.

L. OWNERSHIP - WE DIRECTLY CONTROL THE
| SUR COMPANIES’, AFFILIATES' AND SLIBSITHARIES' MEDIA OUTLETS.

THEY CONFUISED THE SHADOWS FOR REALITY.

Tooay, THE FRISONERS HAVE DROFFED TH
YET THEY ARE STILL WATCHING SHADOWS ON A WALL.
THE MEDIA MANUFACTURES REALITIES AND CFINIONS.

EIR CHAINS,

IN THE LINITED STATES
TODAY, THE MAJORITY
OF MEDIA OUTLETS
ARE OWNED BY A HANDFLIL

THE MEDIA TELLS Us
WHAT IS REAL...

— - 'i

WHEN VIEWING TV, THE BRAIN
ENTERS ALPHA-MOUE, IT'S NEITHER
THINKING NOR RESTING.

WHAT THE MEDIA
DOESN'T SHOW LS...

TELEVISION HAS PARTIZLULARLY
INTERESTING GUALITIES....

CUR PRODUCTS ARE SHOWED N
SCENES WHICH CREATE A POSITIVE
RESPONSE IN THE VIEWER.

PURING THIS TIME, WE FEED THEM DISINFO, PROPAGATE OUR COVER-LPS AND |
CREATE DIVERSIONS. THE VIEWERS ARE EF

FECTIVELY LINDER MASS HYPNOSIS,

- -r W

AL
I THUIS, WE CAN EASILY
FILTER INFORMATION AND
MOLD IT TO BE COMPATIELE
WITH OLR ORTER'S GOALS.

\ AND MOVIES,

ﬁ;u SUMPLE DIVERSIONS.
LIKE THE ANCIENT ROMANS
WHO USED BREAD AND CIRCUISES,
WE LISE THE MEDIA TO KEEP THE
POPLILATION ENTERTAINED AND

AWAY FROM THE REAL 5SUES.

THESE MANUFACTURED REALITIES
HAVE THE EFFECT OF MAKING
ORDINARY LIFE SEEM DULL.

HOPEFULLY, WHILE SHOPPING, |1l
THESE POSITIVE FEELINGS WILL |
| BE TRIGGERED,

ALL ALONG, THE THE IPEA 15 THAT THEY
VIEWERS ARE ALWAYS || [ WILL ALwaYS REMAN AND NEVER PLAYERS.
SPECTATORS. SPECTATORS. ..




