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MEREDITH CORPORATION
REPORTS RESULTS FOR THE
SECOND QUARTER AND FIRST SIX
MONTHS OF FISCAL 2008

Publishing quarterly profit grows nearly 30 percent on strong
advertising performance

DES MOINES, IA, (Jan. 22, 2008) — Meredith Corporation (NYSE: MDP), one of the nation's leading
media and marketing companies, today reported fiscal 2008 second quarter net earnings of $36
million, or $0.75 per share, compared to net earnings of $35 million, or $0.72 per share, in the year
ago period. Earnings per share, excluding the $0.02 impact of discontinued operations, were $0.73,
equal to the prior-year quarter. Revenues were $396 million.

“Our magazine, integrated marketing and online businesses delivered strong results during the
second quarter, as we continued to capitalize on the strength of our brands and ability to consistently
deliver valuable audiences to our advertising and marketing partners,” said Stephen M. Lacy,
Meredith’s President and Chief Executive Officer. “Our success at overcoming the dual challenge of
an off-political year at our television stations and higher postal rates speaks directly to the breadth
and strength of our media properties and marketing capabilities.”

For the first six months of 2008, earnings per share were $1.43, up 7 percent from the $1.34 per
share earned in first half of fiscal 2007. Net earnings increased 6 percent to $69 million. Revenues
were $800 million. Strong Publishing Group performance more than offset the cyclical decline in
Broadcasting Group results due to the lack of political advertising.

OPERATING HIGHLIGHTS

Publishing

Publishing operating profit increased nearly 30 percent over the prior-year quarter to $45 million and
operating profit margin increased nearly 3 percentage points. Publishing revenues rose 5 percent to
$309 million and advertising revenues rose 8 percent, led by More (+30%), Parents (+17%), Better
Homes and Gardens (+9%) and Family Circle (+8%) magazines.

"Our core magazine business continued to outperform the industry during the quarter, highlighting our
leadership in the women’s service field and the momentum of our parenthood titles,” Lacy said.
“Additionally, our custom marketing and online businesses continue to post impressive revenue
growth, partially offset by continued weakness at Meredith Books.”

Circulation contribution and margin increased in the quarter. Circulation revenues declined, due
primarily to the transition of Parents, Family Circle and Fitness magazines to the Meredith direct-to-
publisher model.

For the first six months of fiscal 2008, publishing operating profit grew 22 percent to $100 million and
operating profit margin increased 2 percentage points. Publishing revenues rose 6 percent to $638
million and advertising revenues grew 11 percent.

Meredith’s consumer magazines continue to demonstrate powerful and enduring consumer appeal.
According to recently released data from Mediamark Research and Intelligence, Meredith’s large
subscription magazines have a readership of nearly 100 million consumers, equal to levels five years
ago. This is in sharp contrast to trends in the print industry, particularly newspapers and news weekly
magazines, which have experienced significant readership declines in recent years.

In October, Better Homes and Gardens was named 2007 Magazine of the Year by Advertising Age,



and More magazine was named runner-up on its 10-title A-List. Meredith captured the top two spots
for the first time in the award’s history.

Second quarter revenues at Meredith Integrated Marketing rose more than 50 percent and operating
profit increased more than 60 percent. Results included increased contributions from three marketing
acquisitions over the last year: Genex, New Media Strategies and Directive. On a comparable basis,
revenues and operating profit each rose 15 percent.

Second quarter revenues at Meredith Interactive Media rose more than 25 percent, benefiting from
the redesigns of BHG.com and Parents.com, and strong performance at Meredith’s niche enthusiast
sites. The number of unique visitors averaged 10 million and page views averaged nearly 150 million
per month during the quarter. The average time spent on the sites per visitor grew 5 percent to 12
minutes. The total number of videos viewed rose 75 percent to 2.7 million.

Broadcasting

Broadcasting operating profit declined to $28 million from $40 million, and revenues decreased 16
percent to $88 million in the second quarter. For the first six months, operating profit declined to $41
million from $58 million, and revenues decreased 13 percent to $162 million.

These results reflect the cyclical decline in political advertising. Net political revenues were $22 million
less than the prior-year quarter, and $30 million less than the prior-year fiscal first half. Non-political
advertising revenues grew 6 percent in the quarter, and 4 percent in the first six months of the fiscal
year.

"We were particularly pleased to deliver strong non-political advertising gains,” Lacy said. “Our
investments in local news and non-traditional sources of revenue - including our unique Cornerstone
programs, the Internet and our video initiatives - are delivering strong growth.”

Broadcasting continued to strengthen its news position in the November ratings book. Highlights
included:

» Meredith’s CBS affiliate in Hartford and its Fox affiliate in Portland, Oregon, had outstanding books.
Both were the top-rated stations across all news time periods.

» Meredith’s Fox affiliates in Greenville, Las Vegas and Portland posted strong growth in morning
news, which is the fastest-growing daypart in terms of viewers and advertising revenues. Morning
news now accounts for one-third of news revenues across the Broadcasting Group, up from 25
percent three years ago.

Broadcasting online revenues rose 50 percent during the quarter. The number of average unique
visitors rose six-fold to 3 million per month, reflecting ongoing investments in technology, content,
promotions and sales related activities. The number of videos streamed on Broadcasting’s sites
nearly doubled to 1.5 million per month.

Better, Meredith’s daily lifestyle television program that runs across the Company’s station group and
is in syndication to three non-Meredith stations, is off to a strong start. It won its time period in
Hartford and has strong ratings in both Greenville and Portland. Content from the Better show is also
available online at www.better.tv and www.parents.tv, Meredith’s broadband video channels.

Last month, Meredith parenthood video content launched across Comcast Corp.’s cable systems on a
new video on demand channel branded Parents TV. It reaches more than 12 million households, and
Meredith and Comcast share the advertising revenues.

OTHER FINANCIAL INFORMATION

Meredith generated more than $41 million in free cash flow during the quarter. The Company
repurchased approximately 490,000 shares in the quarter as part of its ongoing share repurchase
program, compared to 88,000 shares in the prior-year quarter. For the first six months of fiscal 2008,
Meredith repurchased 1.4 million shares, compared to approximately 1.1 million shares in all of fiscal
2007.

Meredith retired $40 million of debt during the quarter. Total debt was $420 million as of December
31, 2007, versus $475 million as of June 30, 2007. The weighted average interest rate was 5 percent
on December 31, 2007.

All earnings per share figures in the text of this release are diluted. Both basic and diluted earnings
per share can be found in the attached statement of earnings.



OUTLOOK
Meredith continues to expect fiscal 2008 earnings per share to range from $3.50 to $3.55.

Publishing advertising revenues and Broadcast pacings for the fiscal third quarter are currently down
slightly, compared to the prior-year quarter.

Meredith expects to report earnings per share of approximately $0.98 in the fiscal third quarter. The
Company continues to absorb an annualized postal rate increase of more than $13 million in fiscal
2008.

A number of uncertainties remain that may affect our outlook as stated in this press release for
results in the third quarter and full fiscal year. These include overall advertising volatility; the
performance of the Company’s retail businesses; the amount of political advertising revenues
generated at the Company’s broadcast television stations; and paper prices and postal rates. These
and other uncertainties are referenced below under “Safe Harbor” and in certain of the Company’s
SEC filings.

CONFERENCE CALL WEBCAST

Meredith will host a conference call on January 22, 2008, at 11 a.m. EST (10 a.m. CST) to discuss
fiscal second quarter results. A live webcast will be accessible to the public on the Company’s web
site, www.meredith.com, and a replay will be available for one week after the call. A transcript will be
available within 48 hours following the conference call on www.meredith.com.

RATIONALE FOR USE AND ACCESS TO NON-GAAP MEASURES

Management uses and presents GAAP and non-GAAP results to evaluate and communicate the
performance of the Company. Non-GAAP measures should not be construed as alternatives to GAAP
measures. EBITDA and free cash flow are common supplemental measures of performance used by
investors and financial analysts. Management believes that EBITDA and free cash flow provide
additional analytical tools to clarify the Company’s results from core operations and delineate
underlying trends. Meredith does not use EBITDA or free cash flow as a measure of liquidity or funds
available for management’s discretionary use because they include certain contractual and non-
discretionary expenditures.

Reconciliations of non-GAAP to GAAP measures are included in the attached tables. The attached
consolidated financial statements and reconciliation tables will be made available on the Company’s
web site, www.meredith.com/investors/index.html. Please click on “Non-GAAP/GAAP Reconciliation.”

SAFE HARBOR

This release contains certain forward-looking statements that are subject to risks and uncertainties.
These statements are based on management’s current knowledge and estimates of factors affecting
the Company’s operations. Statements in this announcement that are forward-looking include, but are
not limited to, the statements regarding broadcasting pacings and publishing advertising revenues,
along with the Company’s earnings per share outlook for the third quarter and all of fiscal 2008.

Actual results may differ materially from those currently anticipated. Factors that could adversely
affect future results include, but are not limited to, downturns in national and/or local economies; a
softening of the domestic advertising market; world, national or local events that could disrupt
broadcast television; increased consolidation among major advertisers or other events depressing the
level of advertising spending; the unexpected loss or insolvency of one or more major clients; the
integration of acquired businesses; changes in consumer reading, purchasing and/or television
viewing patterns; increases in paper, postage, printing or syndicated programming costs; changes in
television network affiliation agreements; technological developments affecting products or methods
of distribution; changes in government regulations affecting the Company’s industries; unexpected
changes in interest rates; and the consequences of acquisitions and/or dispositions. The Company
undertakes no obligation to update any forward-looking statement, whether as a result of new
information, future events or otherwise.

ABOUT MEREDITH CORPORATION

Meredith (www.meredith.com) is one of the nation’s leading media and marketing companies with
businesses centering on magazine and book publishing, television broadcasting, integrated marketing
and interactive media. The Meredith Publishing Group features 25 subscription magazines — including
Better Homes and Gardens, Ladies’ Home Journal, Family Circle, Parents, American Baby, Fitness



and More — and publishes approximately 180 special interest publications under approximately 80
titles. Meredith owns 13 television stations, including properties in top-25 markets Atlanta, Phoenix
and Portland, OR. Additionally, Meredith has an extensive online presence that includes more than 40
web sites and two broadband channels — Better.tv and Parents.tv.

Meredith Integrated Marketing has established marketing relationships with some of America’s
leading companies. Meredith’s consumer database, which contains approximately 85 million names,
is one of the largest domestic databases among media companies and enables magazine and
television advertisers to conduct precise targeted-marketing campaigns. Meredith publishes four
Spanish-language titles, making Meredith the leading publisher serving Hispanic women in the United
States.
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