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[o"S \Safe Harbour Disclosure
—

To the extent any statements made in this presentation contain information that is not historical; these
statements are forward-looking statements within the meaning of applicable securities laws. These forward-
looking statements related to, among other things, our objectives, goals, strategies, intentions, plans,
estimates and outlook and can generally be identified by the use of the words such as "believe", "anticipate",
"expect", "intend", "plan”, "will", "may" and other similar expressions. In addition, any statements that refer
to expectations, projections or other characterizations of future events or circumstances are forward-looking
statements. Although Corus believes that the expectations reflected in such forward-looking statements are
reasonable, such statements involve risks and uncertainties and undue reliance should not be placed on
such statements. Certain material factors or assumptions are applied in making forward-looking statements
and actual results may differ materially from those expressed or implied in such statements. Important
factors that could cause actual results to differ materially from these expectations include, among other
things: our ability to attract and retain advertising revenues; audience acceptance of our television programs
and cable networks; our ability to recoup production costs, the availability of tax credits and the existence of
co-production treaties; our ability to compete in any of the industries in which we do business; the
opportunities (or lack thereof) that may be presented to and pursued by us; conditions in the entertainment,
information and communications industries and technological developments therein; changes in laws or
regulations or the interpretation or application of those laws and regulations; our ability to integrate and
realize anticipated benefits from our acquisitions and to effectively manage our growth; our ability to
successfully defend ourselves against litigation matters arising out of the ordinary course of business; and
changes in accounting standards. Additional information about these factors and about the material
assumptions underlying such forward-looking statements may be found in our Annual Information Form.
Corus cautions that the foregoing list of important factors that may affect future results is not exhaustive.
When relying on our forward-looking statements to make decisions with respect to Corus, investors and
others should carefully consider the foregoing factors and other uncertainties and potential events. Unless
otherwise required by applicable securities laws, we disclaim any intention or obligation to publicly update
or revise any forward-looking statements whether as a result of new information, events or circumstances
that arises after the date thereof or otherwise.
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Successful year in TV!

1. Strategic initiatives
2. Growth
3. Cost control



Strategic Initiatives

A Strengthened competitive position with Women
A Successful integration of Nelvana with TV
A Significant co-view revenues on YTV




Growth

A HBO and Movie Central
A New networks i CosmoTV, VIVA, TELETOON Retro
A Kids merchandise - Bakugan




Cost Control

Extraordinary focus on efficiency

A Process and system redesign
A General restraint
A Program acquisition synergies




Positive Signs

A Customer confidence is building
A Movie Central subscribers
A Revenue diversity at Corus Kids
A Portable People Meters:
A Specialty viewing from 53% to 60%

A Corus Women +28%
A Corus Kids +55%

Source: BBM Canada 8/31/09 1 9/13/09
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Agenda

A Corus Kids networks i growing airtime revenues

A Corus Kids portfolio i seizing opportunities




PPM Better Captures
Kids Viewing Behavi
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Corus Kids Family Channel
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y Corus Kids Networks
(o' | Account for All Purchasable Ratings

Share of Purchasable Kids 2-11 Ratings i Total Canada Winter/Spring 2009

FOX

CTV 0.1%

0.1%

TELETOON
47%

Source: BBM Nielsen Media Research i Total Canada: Winter/Spring 2009 (January 5, 2009 1 May 24, 2009 i 20 weeks). Share for each broadcaster calculated from total
weekly kid ratings in kid-targeted programs



PPM Reveals Co-Viewing to be Significantly
(oS \Larger than Previously Reported

... more in line with our own market research into parental viewing behaviour
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\ TV is Second to Eating Dinner as the Most
[0"Js \Common Daily Family Activity

AHow often does your family do the foll owi
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Source: YTV Observer Research Report, Summer 2009; Decode Research



Recall DOUBLED When Co-Viewing
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Source: YTV Observer Research Report, Summer 2009; Decode Research



Implications for Growing Airtime Revenues

A Kids market
A Food advertising remains under pressure
A Toy and Entertainment categories are growing

A Family Co-View market
A Aggressively telling our story to agencies and clients

A New category development

A Expect modest growth in airtime revenues on Corus Kids networks



Introducing Nickelodeon

A Americads #1 kids network is coming
A Launching Monday, November 2, 2009 to 2.4 million households

A Launching Nickelodeon enables us to offer exclusive
programming on Nick, allowing YTV to expand its family offering
whil e keeping the Nick ratingso dri




4 p.m.to 6 p.m.

nickelodeon.




