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OAK NATIONAL BANK

Review of Media Coverage
April 2006

Report Period

This Review of Media Coverage summarizes data derived from the analysis of news
coverage received by Oak National Bank during the April 2006 analysis period. As part of
its analysis, BurrellesLuce MediaMeasurement developed data detailing the story volume,
audience reach and advertising value equivalence of Oak National’s general news
coverage. The various media categories provided coverage during these time frames:

Daily NEWSPAPEIS. .. uiiiii ettt ettt e st e e e sre e s te e s aeeens Feb. 24 to April 26
NoN-Daily NEeWSPAPEIS ...iviiiiiiiiiiie it viene s s e s a s e s ann s raneans March 12 to April 7
ConsumeEr MagazZiNEesS........cooeeiiienieiieeiee e March and April issue dates
Trade MagazinesS......ccccceevev e .February, March and April issue dates
L =] o SRS .Feb. 1 to April 27
BLIC=1 =72 11 o o TSR March 29 to April 15
2= T [ o TSR March 29 to April 20

Oak National was not mentioned in connection with a special event during the April
report period.

- continued -
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Story Volume and Distribution by Media Type

Story frequency increased 200 percent. Story volume rose sharply during the April
2006 report period, when 294 articles were evaluated, compared with a modest 98
previously.

Volume growth was the result of a dramatic rise in the number of news cycle items that
were reported by electronic media sources during the period under review. Quadrupling
their output of bank-related stories from 56 to 202, Cyber sources produced a hearty
two-thirds of the volume. This publicity included postings in prominent outlets like
IWON.com, Marketwatch, New York Times, and the Washington Post.

A significant increase in bank references was also noted in the daily-newspaper sector,
which generated 19 percent of the total volume. Dailies upped their coverage from 16
stories in March to 56 in April. Highlights of the coverage included multiple mentions in
the Los Angeles Times, News Journal (DE), and Wall Street Journal; and a single story in
USA Today.

Consumer magazines also contributed to the upsurge, raising their output of stories from
2 to 8. Highlights of the coverage included a pair of items in both Black Enterprise and
Woman’s World magazine. They were joined by single m4entions in Kiplinger’s Personal
Finance and Money Magazine.

Oak National also received greater play from non-daily newspapers and trade magazines.
Non-daily mentions increased from 4 to 7, thanks largely to regional outlets in Delaware,
Massachusetts, Pennsylvania, and Wisconsin. Trade publications also carried 7 stories
during the same period, compared with 3 in March. Two of the April items appeared in
American Banker.

In addition, the bank’s 5 mentions on radio during April represented a substantial
increase from the single mention in each of the three previous months. Three of the
April mentions were broadcast by KNX 1070 Newsradio in Los Angeles.

On the negative side, television coverage of Oak National dropped from 16 mentions to
9. Highlights included coverage on MSNBC-TV’s MSNBC News Live, WNYW-TV’s Ch 5
(Fox) Good Day New York, and WNBC-TV’s Ch 4 (NBC) Today in New York.

-continued-
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Impressions

Audience approached 35 million. The increase in story frequency also resulted in
greater exposure for the bank in April, as the size of its audience! swelled from roughly
13,600,000 impressions to 34,650,714.

Nowhere was the increase more apparent than in the consumer-magazine sector, where
readership jumped from 120,000 impressions to 8,426,863 in April (representing 24
percent of the total reach). Highlights of the coverage included two articles in Woman’s
World, which generated 3.3 million impressions; 1 story in Money Magazine, which added
2 million impressions; and a mention in Bottom Line-Personal magazine, which
contributed another 1.5 million impressions.

The daily-newspaper sector also gave a significant boost to the audience total. Dailies’
readership increased from some 9.4 million impressions to 15,523,038, which
represented 45 percent of the total audience. Highlights of this coverage included 3
articles in the Wall Street Journal which were seen by nearly 5.5 million readers; 6
stories in the Los Angeles Times that reached over 3 million subscribers, and a story in
USA Today that was potentially seen by another 2.2 million readers.

Internet stories also helped to elevate the audience numbers in April. Here, readership
increased from 2.1 million impressions to 9,239,538,> representing 27 percent of the
total audience. Two articles in the digital edition of the New York Times represented 20
percent of the total audience, or more than 2 million readers. They were joined by stories
posted on IWON.com and Marketwatch.com, which contributed 2.0 million and 1.1 million
impressions, respectively.

The bank’s trade and non-daily newspaper audiences also expanded. Trades, for
example, registered 103,510 impressions in April, compared with 33,510 in March, and
non-dailies secured 100,752 impressions, up from the 15,500 they posted the prior
month.

Both the television and radio audiences contracted during the April period. Television
totals fell from 1.5 million impressions to 1,007,813, and radio listenership dropped from
382,000 to 249,200.

- continued -

! Total audience equals the aggregate print circulation, visitors to media Web sites, and television and radio
audience of the media outlets that carried stories mentioning Oak National; the sum is expressed as total
impressions.

2 As BurrellesLuce MediaMeasurement can provide circulation (impression) data for only 3,300 consumer Web

sites at this time, the actual number of persons exposed to stories about Oak National was higher than the
number shown in this report.
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