Urban Radio in the PPM™ World:

Applying Lessons Learned in Philadelphia and Houston to
Planning for 2008 PPM Conversion

Joanna Douglas
PPM Implementation Team



What a Difference A Day Makes

“What PPM adds is that you can really identify
who iIs listening to a particular station and who
IS not. That means that radio stations can now
prove things to advertisers that could not be
demonstrated with diary data. "For example, the
theory that you could reach the African-
American audience with general market stations.
It cannot be done. And now we can show that,"

Rick Cummings, RBR 10/8/07




What People Are Saying About
PPM Conversion

...If you are not the champion of this data,
you will be the victim of it. PPM gives us

=¥ the ability to understand the unique value

of each station.

Paul Hunt
VP/Media Director
Burrell Communications Group

From the Power of Urban Radio Symposium in New York, 9/20/07



Urban Radio Update
Our Agenda for today

Review PPM data trends Philadelphia and
Houston

Take a closer look into cause of one stations
ratings growth

Insight into Buy/Sell process in a PPM World
Preparing for PPM in 2008

Review what resources available to aid in your
transition




Philadelphia PPM Trend

Persons 18-49 AQH Rating, Monday-Friday 6a-7p
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WBEB-FM WMMR-FM WRFF-FM WMGK-FM WDAS-FM WXTU-FM WBEN-FM WOGL-FM

MARCH 2007 1 18 0.3 1 0.7 0.8 0.7 0.8
APRIL 2007 1.1 1.8 0.2 1 0.8 0.7 0.7 0.6
MAY 2007 1 17 0.4 0.9 1 0.6 0.8 0.6
JUNE 2007 1.1 1.3 0.9 0.8 11 0.6 0.6 0.6
JULY 2007 1.1 1.2 0.9 0.9 0.8 0.7 0.7 0.6
AUGUST 2007 1.2 1.2 1 0.9 0.8 0.7 0.6 0.6
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Philadelphia PPM Trend

Persons 18-49 AQH Rating, Monday-Friday 6a-7p
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WIOQ-FM WYSP-FM WRDW-FM KYW-AM WIP-AM WRNB-FM WUSL-FM WPHI-FM
MARCH 2007 0.5 0.4 0.4 0.6 0.4 0.3 0.6 0.5
APRIL 2007 0.5 0.4 0.5 0.6 0.5 0.3 0.5 0.4
MAY 2007 0.6 0.4 0.5 0.5 0.5 0.4 0.5 0.4
JUNE 2007 0.7 0.4 0.5 0.5 0.5 0.4 0.5 0.5
JULY 2007 0.6 0.4 0.4 0.5 0.4 0.4 0.5 0.4
AUGUST 2007 0.5 0.5 0.5 0.5 0.4 0.4 0.4 0.4
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Houston PPM Trend

Persons 18-49 AQH Rating, Monday-Friday 6a-7p
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KTBZ-FM KLTN-FM KRBE-FM KODA-FM KKRW-FM KBXX-FM KMJQ-FM KHMX-FM

MARCH 2007 1 11 0.8 0.8 0.6 0.7 0.6 0.7
APRIL 2007 0.9 1 0.9 0.7 0.6 0.7 0.6 0.7
MAY 2007 1 0.9 0.8 0.6 0.6 0.7 0.6 0.7
JUNE 2007 1 0.8 0.8 0.7 0.7 0.7 0.6 0.6
JULY 2007 1 0.8 0.8 0.8 0.7 0.7 0.7 0.7
AUGUST 2007 1 0.8 0.7 0.7 0.8 0.7 0.6 0.6
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Houston PPM Trend

Persons 18-49 AQH Rating, Monday-Friday 6a-7p
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KILT-FM KOVE-FM KKBQ-FM KLOL-FM KHTC-FM KHPT-FM KTIM-FM KSBJ-FM KPTY-FM

MARCH 2007 0.4 0.8 0.7 0.6 0.5 0.5 0.7 0.5 0.5
APRIL 2007 0.4 0.7 0.6 0.6 0.4 0.4 0.5 0.5 0.5
MAY 2007 0.4 0.6 0.5 0.6 0.4 0.4 0.4 0.5 0.5
JUNE 2007 0.6 0.6 0.6 0.5 0.6 0.5 0.4 0.4 0.4
JULY 2007 0.6 0.6 0.5 0.5 0.5 0.5 0.4 0.4 0.3
AUGUST 2007 0.6 0.6 0.5 0.6 0.5 0.5 0.4 0.4 0.4
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Persons 18-49 AQH Rating, Monday-Friday 6a-7p
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MARCH 2007 0.7
APRIL 2007 0.8
MAY 2007 1
JUNE 2007 11
JULY 2007 0.8
AUGUST 2007 0.8




All Listening Is Created Equal, No
Matter the Measurement Device

Let’s review the basics of what comprises a radio rating point:

Cume -the number of different listeners for a radio station
Time Spent Listening - average amount of time a person listens

to a station.

These two elements create the Average Quarter Hour rating.
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The Real Story

go—=4d We Will Explore What’s Happening in More
'@ e Detall...

]Vf\/ﬂbéxﬁl:ﬂﬂ Persons 12+ Monday-Sunday 6a-Mid

March 07 June 07
Cume| 681,100 764,800

AQH Rtg 5 7

S 4:01 4:45

Rank 5 3
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Market Cume Levels Consistent
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Philadelphia Metro, January-June 2007 Mon-Fri 6a-12m
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Higher Market Listening Levels
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WDAS’ Cume Has Steadily

Increased over the Past 4 Months..
What's the Effect on Diary Ratings Leader,
WDAS?

—&— Average Weekly
Cume

= Average Daily
1,000,000
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Philadelphia Metro, January-June 2007 Mon-Su 6a-12m, P6+, Avg Weekly, Avg Daily Cume




...Time Spent Listening Has Also

Increased

What's the Effect on Diary Ratings Leader,
WDAS?

——AWTE =—E—ATE

6:00
4:48 —¢
3:36 ——/’/
2:24

[ {3 —l—
1:12
0:00 . . .

MARCH 2007 APRIL 2007 MAY 2007 JUNE 2007
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Net Effect of Increased Cume and TSL
IS Steady Increase Average Persons
Trend

35,000 - 32,400
30,300

30,000 - 27,800
25,200

25,000 - At h

5th
20,000 7th 5th

15,000 A
@ 10,000 -

5,000 A
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Persons 6+, AQH Persons, Mon-Fri 6a-12m, March to June 2007




Similar Trend in P25-54

20,000 1
18,000 -+
16,000 A
14,000 A
12,000 A
10,000 {
8,000
6,000
4,000 1
2,000 +

....and Returns to Rank Position Pre-PPM

2nd 2nd
8 Rating 9 Rating
5th
6th .7 Rating
6 Rating
MARCH 2007 APRIL 2007 MAY 2007 JUNE 2007

Persons 25-54, AQH Persons, Mon-Sun 6a-12m, March to June 2007
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WDAS Average Persons Trend
Similar Increase for Multiple Demo
Groups
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#== Increases In Every Weekday
‘a2 Daypart March to June

+25%

Mo-Fr 6A-10A Mo-Fr 10A-3P Mo-Fr 3P-7P Mo-Fr 7P-12A

O MARCH2007 ® APRIL 2007 ® MAY 2007 O JUNE 2007

Persons 6+, AQH Persons, March to June 2007
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Su 6A-10A Su 10A-3P Su 3P-7P Su 7P-12A

O MARCH2007 ® APRIL 2007 B MAY 2007 O JUNE 2007

Persons 6+, AQH Persons, March to June 2007
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OK, WDAS Has Increased In All
Demo Targets and All Dayparts...

s this real?
DId 1t come from another station?
How did they do it?




No Major Decrease in Sharing with Core
- Audience Competitors
_ ‘ African American Person Age 35-54

*Note Slight Difference of Sharing with General market, WBEB

March April May June
WUSL-FM
(Urban AC)

50% 55% 61% 60%

WPPZ-FM
(ContpInsp), g o0 0000 83% 00 000360meeeedld,,,, 44%

WISX-FM
(Rhythmic AC)

33% 34% 42% 33%

Source: March to June 2007 PPM, Philadelphia Metro, Avg Wkly Cume %, Black P35-54, M-Sun 6a-Mid
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Is the Increased WDAS Listening

Coming from a Competitor?
Persons 6+, M-Su 6a-Mid, Rating

LINIINTIRTIIN |

WBEB-FM WDAS-FM WIOQ-FM WRDW-FM  WPHI-FM (Rhy ~ WRNB-FM WPPZ-FM  WISX-FM (Rhy  WUSL-FM
(AC) (Urban AC) (Pop CHR) (Rhy CHR) CHR) (Urban AC)  (Contp Insp) AC) (Urban Contp)

||:| JANUARY 2007 (hase) B FEBRUARY 2007 O MARCH 2007 B APRIL 2007 O MAY 2007 B JUNE 2007 |

Source: Jan to June 2007 PPM, Philadelphia Metro, AQH Rtg, P6+, M-Sun 6a-Mid
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Is the Increased WDAS Listening

Coming from a Competitor?
Persons 25-54, M-Su 6a-Mid, Rating

LHNLINITRIT]

WBEB-FM WDAS-FM WUSL-FM  WISX-FM (Rhy  WIOQ-FM  WPHI-FM (Rhy  WRNB-FM WPPZ-FM WRDW-FM
(AC) (Urban AC) (Urban Contp) AC) (Pop CHR) CHR) (Urban AC)  (Contp Insp) (Rhy CHR)

||:| JANUARY 2007 (hase) B FEBRUARY 2007 O MARCH 2007 B APRIL 2007 O MAY 2007 B JUNE 2007 |

Source: Jan to June 2007 PPM, Philadelphia Metro, AQH Rtg, P25-54, M-Sun 6a-Mid
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What We Know So Far

WDAS has increased AQH audience (by
both cume and TSL increases) in almost
every demo and daypart combination

Duplication remains consistent, with WBEB
sharing decreasing in WDAS core demo

So...how is the station increasing?




Remember Your Ratings Basics
Cume + TSL = AQH Ratings

What did you listen to?

» Advertising
* Direct Mail

® Events

» Contests

These two estimates
combine to
give you...
Murkehng Frogrun‘umng

* Compelling Content

AGH Persons
~ Market Total AGH Persons

© 2007 Arbitron Inc.



ta= TWO Ways to Increase TSL
3 Have people return more often
» Increase Occasions

Have people spend more time with you
» Time Spent Per Occasion



WDAS Listeners Tune In More days
than Other Stations In Philly

And The Number of Days is Steadily
Trending Up

April May June

Persons 12+, AQH, Mon-Fri 6a-12m, June 2007
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WDAS Increased their TSL by Having
Listeners Return to the Station More
Often, and Spend More time While
There.

[0 March
H April
B May
[1June

10 A 53 6.3 6.5 7.9
Jlien I
0

Tune Ins Time Spent Per Tune In

T

Source: March to June 2007 PPM, Philadelphia Metro, 12+ M-Sun 6a-Mid




How Does the WDAS Up-Trend

Compare to Competitor Tune Ins
In a League All Their Own

B January O February B March O April B May O June

3_ -

2_ -
1 4 -

0 I T T T T T 1

WBEB-FM WDAS-FM WUSL-FM  WISX-FM  WIOQ-FM WPHI-FM  WRNB-FM WPPZ-FM WRDW-FM
(AC) (Urban AC) (Urban (Rhy AC) (Pop CHR) (RhyCHR) (Urban AC) (Contp (Rhy CHR)
Contp) Insp)

Source: March to June 2007 PPM, Philadelphia Metro, 12+ M-Sun 6a-Mid
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And Time Spent Per Tune In

B January O February B March O April B May O June

60

40 -
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10 - T

0 I T T T T T 1

WBEB-FM WDAS-FM WUSL-FM WISX-FM  WIOQ-FM  WPHI-FM WRNB-FM WPPZ-FM WRDW-FM
(AC) (Urban AC) (Urban (Rhy AC) (Pop CHR) (Rhy CHR) (Urban AC) (Contp (RhyCHR)
Contp) Insp)

Source: March to June 2007 PPM, Philadelphia Metro, 12+ M-Sun 6a-Mid
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Time Spent Listening Trend
Increase Due to P1 TSL Increase

P1TSL

10:45

3:30

: 4:45
4:00 4:30

[0 March
H April
B May
[JJune

Total 6+TSL




Almost EVERY Quarter-Hour

Increased for WDAS

——  MARCH 2007

APRIL 2007
—+—  MAY 2007

JUNE 2007

+

A
/
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40,000

30,000

m Mo-Su 11:15P-11:30P
m Mo-Su 10:30P-10:45P
m Mo-Su 9:45P-10P

m Mo-Su 9P-9:15P

m Mo-Su 8:15P-8:30P

m Mo-Su 7:30P-7:45P

m Mo-Su 6:45P-7P

m Mo-Su 6P-6:15P

m Mo-Su 5:15P-5:30P

m Mo-Su 4:30P-4:45P

m Mo-Su 3:45P-4P

m Mo-Su 3P-3:15P

m Mo-Su 2:15P-2:30P

m Mo-Su 1:30P-1:45P

m Mo-Su 12:45P-1P

m Mo-Su 12P-12:15P

m Mo-Su 11:15A-11:30A
m Mo-Su 10:30A-10:45A
m Mo-Su 9:45A-10A

m Mo-Su 9A-9:15A

m Mo-Su 8:15A-8:30A

m Mo-Su 7:30A-7:45A

m Mo-Su 6:45A-7A

[ Mo-Su 6A-6:15A

Philadelphia, Metro, PPM, June 07, P6+ AQH Persons, M-Su 6a-Mid
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_ What's It All Mean, Joanna?

Ratings basics still the same

WDAS Increased it’s Ratings by
Programming to PPM Data and focusing
on Radio Programming Basics

» ...Get More People to Listen More Often



Selling and Buying Beyond The
Rating Point

Buying and Selling Radio With Electronic Ratings



S You Should Not Procrastinate Your

B P San Francisco

&= PP\ Preparation!

= Your time is now for 2008

Philadelphia

Houston

New York
Los Angeles H

Chicago

Dallas
Washington
Detroit

Atlanta
| 2008




Business Lessons Learned From
Philadelphia and Houston

Compression requires stations (and
buyers) to evaluate MORE information to
differentiate stations

Rank position means less

Implications: Scarborough qualitative
and Socioeconomic information take on a
far greater role in helping distinguish
between stations

© 2007 Arbitron Inc.




/ Rank Positions “Classify” Top 15
Stations in Philadelphia

August 07, Persons 25-54 6a-7p

AQH
Persons AQH Rtg%
WBEB-FM (Adult Contemporary) 28,700 1.3
WMGK-FM (Classic Rock) 23,400 11 } 2 Way Tie for 2nd
WMMR-FM (AOR) 23,300 11
WDAS-FM (Urban AC) 22,600 1
WRFF-FM (Alternative) 18,800 0.9
WXTU-FM (Country) 17,400 0.8
WOGL-FM (Classic Hits) 15,600 0.7
KYW-AM (All News) 15,200 0.7 3 Way Tie for 7nd
WBEN-FM (Adult Hits) 14,700 0.7
WIP-AM (All Sports) 12,000 0.6
WRNB-FM (Urban AC) 9,200 0.4 )
WYSP-FM (Talk/Personality) 9,000 0.4
WUSL-FM (Urban AC) 7,900 04 > 11WayTiefor7nd
WHYY-FM (News/Talk) 7,900 0.4

WISX-FM (Rhythmic AC) 7,900 0.4 —~

© 2007 Arbitron Inc.




In Houston, Only 5 Rank Numbers
Characterize the Top 15 Stations

August 07, Persons 25-54 6a-7/p

AQH Persons AQH Rtg%
KKRW-FM (Classic Rock) 22,900 0.9
KTBZ-FM (Alternative) 20,700 0.8
KODA-FM (AC) 19,500 0.8 } 2 Way Tie for 2nd
KMJQ-FM (Urban AC) 16,600 0.7
KHMX-FM (Hot AC) 16,100 0.6 ™
KOVE-FM (Spanish AC) 15,600 0.6
KLTN-FM (Mexican Regional) 15,300 0.6
KSBJ-FM (Contemporary )
Christian) 14,900 0.6 >* 7 Way Tie for 5th
KRBE-FM (CHR) 14,700 0.6
KHPT-FM (80’s Hits) 14,100 0.6
KHTC-FM (Classic Hits) 14,000 0.6 B 4
KBXX-FM (Rhythmic CHR) 13,600 58 —p
KKBQ-FM (Country) 13,300 0.5
KILT-FM (Country) 13,000 0.5 >*3Way Tie for 6th
KLOL-FM (Spanish

Contemporary) 12,100 05 —~

© 2007 Arbitron Inc.




Importance of Rank Number
Diminishes in PPM

Rank Can Change Without Significant Change In AQH Persons

20,000 1 KMJQ-FM AQH Persons 25-54

18,000 -

16,000 -

14,000 - 13,300 13.100 13,700 13.300 13,900

12,000 -~

10,000 ~

8,000 -

6,000 -

4,000 A

2,000 -

0 4

Houston
Mon-Sun 6a-12m
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Ratings Compression Chart

Difference in AQH rating points between the
#1 station and the #10 station.

- Philadelphia “Il Philadelphia
18-34 25-54
-- Diary PPM -Il- Diary PPM
= EEn e
M-F10a-3p -- 9 1.2 -ll- 1.2 1.0
M-F 3p-7p -- 13 1.0 -Il- 9 8
M-F7p-2m SRENE) 13| 5 [EENE 8| 3

Sat-Sun 6 .7 .n- 5 6

6a-7p

eDiary data based on last available survey in the
Market. PPM data based on August 2007




PPM Compresses Rank Positions
Not every .6 Rating is equal

Now what?

Do what you do now

» Understand more about your station

— Daypart shifts, audience composition, duplication,
gualitative information

Know how to position your station as
well in PPM as you do in Diary

Help Buyers go beyond the rating point
Ask Good Questions




Philly and Houston Business Questions

 Did the agency plan for PPM and the change in ratings
points that comes with it?

« How many surveys (months) are going to be used?

e |Is the agency now considering other dayparts because of
better efficiencies?

 Are buyers are looking at different daypart mixes.

» WiIll stations which were not considered for the business in a
diary world become a viable option?

» Are you looking beyond the rating point?




Y=

« Creative

WMMR-FM (AOR)
WIOQ-FM (Pop CHR)
WPPZ-FM (Cont Insp)

WYSP-FM (Talk)

WPHI-FM (R CHR)

WIS X-FM (Rhythmic AC)
WUSL-FM (Urban Cntpry)
WSTW-FM (Pop CHR)
WRNB-FM (Urban AC)
WRDW-FM (R CHR)

Percent Of AQH Audience With Teens in the HH

! Go Beyond The Rating Point and Rank Position

What's The Product? What's The

Market | 253

|31.5
| 131.9 .
| 132.4 ]
| |34.7
| 36.6
| | 37
| 137.5
| 139.3
| | 44.4
| | 44.8
0 10 20 30 40 50

Philadelphia Mon-Sun 6a-12m August 2007 PPM P 18+
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Reach? Frequency?
P25-54, Total and P1 Estimates

l Go Beyond The Rating Point and Rank Position
PN

=5, What Are The Goals of the Campaign?

Campaign Considerations;:
hich statiens will increase your reach 2

00k for Higher Turnover, Higher Cume Audience

hat statiorns canl you build freguency on?

....Look for Lower Turnover, Higher TSL

Philadelphia Mon-Sun 6a-12m August 2007 PPM P 125-54, P1

AQH AQH | PLAQH | Cume [ Cume |P1Cume
Station Format Rating | Person | Persons | Rating | Persons | Persons | Turnover | Avg TSL | P1TSL

WBEB-FM  AC 13 28,700 19800 346 750,300 198400  26.1 2:30 7.00
WMGK-FM  Classic Rock 11 23400 16400 241 522900 135800 @ 223 3:00 8:45
WMMR-FM  AOR 11 23,300 15600 211 456500 124,300 19.6 3:15 8:15
WRFF-FM  Alternative 0.9 18,800 12200 191 413,800 77,600 22 3:15 12:15

" WDAS-FM  Urban AC 1 22,600 16,900 148 320,500 118,100 142 5:00 10:00
b KYW-AM All News 0.7 15,200 9,100 209 452100 131,300 298 2:15 4:15
b WIP-AM All Sports 0.6 12,000 9,400 99 215100 80,200 17.9 3:15 7115
WRDW-FM  Rhythmic CHR 0.3 5400 1,000 154 333500 20,000 615 1:00 1:45

§ WXTU-FM  Country 0.8 17,400 12500 156 338,400 103,700 194 3:30 145

© 2007 Arbitron Inc.




KKBQ-FM (Country)

KRBE-FM (CHR)

KHMX-FM (Hot Ac)

KTRH-AM (News/Talk)

KOVE-FM (Spanish
Oldies)

Go Beyond The Rating Point and Rank Position

Who Is the Target?

Age Composition Differences

EEEEN [ e—
o s
B EEEN e
[ [ |
B ——

0% 20% 40% 60% 80% 100%
16-11 W 12-17 W 18-24 125-34
B 35-44 W 45-54 M 55-64 1 65+

Source: PPM, Houston-Galveston, March 2007, Mon-Sun 6AM-12Mid, Persons 6+.
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Go Beyond The Rating Point and Rank Position

Does a Station Reach the Same
Demographic at All Times?

100 -
90
80
70 A
60 -
50 - 41.8
. 426 _
40- m .
0 I
H

%
B |
|

N |
|

m12-17 W 18-24 0 25-34 [135-44 W 45-54 H 55-64 W 65+

Source: PPM, Houston-Galveston, KJHZ, June 2007, AQH Audience Composition,
Mon-Fri 6AM-11PM, Persons 12+, © 2007 Arbitron Inc.




Go Beyond The Rating Point and Rank Position

What About Ethnic Targets?
Language?

AQH Audience Composition

100 H

20 - 42.9

55.2

39.2

39.3

10.5

317 339

31.6

30.9 B1.

30.6

AN

AN

AN

AN

™
AN

L)

AN

35.6
2 5. 6.
& R

o)Q/ Q/
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Y

@O' @0, @0' @O' @0, @0' @0' @O' Qo’((&

R R

S

N
AN X
SRS

]

Black

Hispanic

Other

Source: PPM, Houston-Galveston, KIHZ, June 2007, AQH Audience Composition,

Mon-Fri 6AM-11PM, Perso

ns 12+.
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Go Beyond The Rating Point and Rank Position

Understand Your Station’s Core

Audience
AQH Audience Composition by Hours Spent Per Week

B Other
B Hispanic

100% - O Black

90% -

80% -

70% A

60% A

50% -

40%

30% -

20% A

10%

0%

0-1 '1-2 '2-4 '4-12

* The higher hours spent with a station, the more the audience looks like the ‘core’ audience

Source: PPM, Houston-Galveston, KODA, June 2007, AQH Audience Composition,
Mon-Sun 6AM-11PM, Persons 6+. © 2007 Arbitron Inc.
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Go Beyond The Rating Point and Rank Position

Demonstrate To An Advertiser How
To Build Reach and Frequency On

01

2 03

004 B 5+

272,854

115,633

8,585

52,574

0

9,72

187,267

141,989

11,185

3,750

2,34

WIOQ-FM

Persons 25-54, May 2007, M-S 6a-12m

KYW-AM



Go Beyond The Rating Point and Rank Position

Who is the Product Intended For?

Radio Continues to Flourish as a Working Person’s Medium

= 12:15
= 11:00
©
]
S 8:30
=3 7:30
LLI
()
=
=
=)
3
=
o
<C
P25-54 Market P25-54 Employed P25-54 Employed P25-54 Not
Average Full Time Part Time Employed

" Source: PPM, Houston-Galveston, May 2007, Mon-Fri 6AM-12Mid, Persons 25-54.

Note: Market average based on market average weekly.
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Mo-Fr 11:45P-12A

Mo-Fr 11:15P-11:30P

Mo-Fr 10:45P-11P

© 2007 Arbitron Inc.

Mo-Fr 10:15P-10:30P

Mo-Fr 9:45P-10P

Mo-Fr 9:15P-9:30P

Mo-Fr 8:45P-9P

Mo-Fr 8:15P-8:30P

1

Mo-Fr 7:45P-8P

Mo-Fr 7:15P-7:30P

Mo-Fr 6:45P-7P

?

Mo-Fr 6:15P-6:30P

Mo-Fr 5:45P-6P

Mo-Fr 5:15P-5:30P

Mo-Fr 4:45P-5P

Mo-Fr 4:15P-4:30P

| Dollars

Mo-Fr 3:45P-4P

Mo-Fr 3:15P-3:30P

Mo-Fr 2:45P-3P

Mo-Fr 2:15P-2:30P

ItIONa

Mo-Fr 1:45P-2P

Mo-Fr 1:15P-1:30P

Are there Alternatives for
18 in a Row Brought to You Commercial Free By...

Go Beyond The Rating Point and Rank Position

WRDW-FM, Quarter-Hour Persons 6+

Add

I T T T T
) o o @) o
] S S ] S
S S S S S
o Lo o 0 o
52} Nl S — —




! Go Beyond The Rating Point and Rank Position

=1 IS There A Sponsorship Opportunity?
s . The WRDW-FM Cash Call.

Bl Cash call hours

70000 -
60000 -
50000 -
40000 -

30000 -

20000 -

10000 -

Mo-Fr Mo-Fr Mo-Fr Mo-Fr Mo-Fr Mo-Fr Mo-Fr Mo-Fr Mo-Fr Mo-Fr Mo-Fr Mo-Fr Mo-Fr Mo-Fr Mo-Fr Mo-Fr Mo-Fr Mo-Fr
B6A-7TA T7A-8A BA-9A 9A- 10A- 11A- 12P- 1P-2P 2P-3P 3P-4P 4P-5P 5P-6P 6P-7P 7P-8P 8P-9P  9P- 10P- 11P-
10A 11A 12P 1P 10P 11P 12A

M-F 6a-12m April 16"- May 18™
Cume Persons 6+
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Selling and Buying Beyond
The Rating Point

Buying and Selling Radio With Electronic Ratings



Preparing for PPM in 2008
Starts with Planning Season

What's the Planner/Buyer Message”?




S You Should Not Procrastinate Your

B P San Francisco

&= PP\ Preparation!

= Your time is now for 2008

Philadelphia

Houston

New York
Los Angeles H

Chicago

Dallas
Washington
Detroit

Atlanta
| 2008




The Message to Planners
“Different Scale, Same Result”

SAME SPEED DIFFERENT MEASURE

// * 75 Miles Per Hour
5 s .
By 7 « 120 Kilometers Per Hour

S
//' =
10 s

\\\\\\'\Hll”fl//

35

\ 50 0 G5 =
JOO 1 9S8SElL - =
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Planners Want to Prepare By

Evaluating Other Markets
AQH Ratings by Daypart

Persons 12+

M-F 6A-10A 71 64 68
M-F 10A-3P 80 74 77
M-F 3P-7P 83 77 80
M-F 7P-12Mid 73 85 79
oy 6A- 85 95 90
M-Su 6A-12Mid 79 77 78

Philadelphia Metro, RMR Qualified Stations only, January 2007 PPM vs.
Fall 2006 Diary

© 2007 Arbitron Inc.




Conversion Factor Diary to PPM
Rating Point Conversion

Philly: 100 Diary GRPs = 80 PPM GRPs
Houston: 100 Diary GRPs =70 PPM GRPs

Here's How to Adjust the Ratings in Philadelphia and
Houston-Galveston Using the Portable People Meter

Philadelphia

MoerFri | MoerFri | Mom-Fri | SakSem

BT ETTET T SA-T0A | T0A-3P | 3PTP | SA-1ZM
12-17 TBens .74 1 54 T
18-34 “Aomen el .85 L8O 21
Kan 58 73 Bz 1.14
Parsons A5 Pt B2 1.03
18-49 “Women hd 71 7B S
Kan 72 (B3 20 1.1%
Parsons K1 75 L0 1.05
25-54 ‘Women KT 71 .81 o2
Kan F7 22 21 1.0
Parsons T2 B2 B8 e

Houston-Galvesion
Mor-Fri | MonFri | MonFri | SatSen

Damagraphic GA-TOA | TOAAP | IRTP | SA-TZM
12-17 ®eans T 1.0 0 S
18-34 “Women 53 A5 1] a8
Man 78 .88 87 ]
Parsons il e - 93
18-4% “Women 55 A1 e B35
Kan T 20 o8 1.05
Persons A2 71 el -
25-54 “Women S T L8O Rl
Kan s Rer ) 1.15 1.10
Parsons 58 -B1 ae 1.0

b= Far additional conversions from these markets or
future PPh markets, contact your Arbitron acomint
TANATET.

Portable Poopl-a Maoter TRP
Conversion Tables

1. Using a particular demao
and daypart, start with diary
ThPs. Bxampls (Using FPhila-
delphia hen, 18-49, Mon-Fri,
10A-3P) Start with 100 TRPs
jor insert the TREPs yon meed
for this demmaoi.

2. Multiply that figure by
the appropriate conversion
figure from the Philadelphia
or Houston-Galveston table.
Multiply by 0.83 jobtainsd
from the Philadelphia charti.

1. The resulting figure is youar
PPM target rating point. The

result is 83 PPM target ratings
points equals 100 diary targst

ratings points for this daypart,
demno and markst

For Fhilodalphio, e conwerson foctor
was derved by dhiding aprll 2007 PRMA
A:2H by spring Sunimer-Fal 2008 diory
A2H 1sing he Top 10 FRAA AGQH sholons
for e ghran doypeort and demeograp hic
combinoticn vsed For ke colculaton.

For Howslon-Solvesion, the oonvarsion
foctor war derivad by dividing tay 2007
FRid &0H by WinkerEpring-Summer-Fal
2000 diory AGH using the Top 10 PR
A:2H shafions for he ghsn doyport ond
o ke combination |10 spols on
-auchq:hﬂulm with squeal dbll'buﬂ wihis

Your Market??

*Very similar to Nielsen LPM

eBottom line; same audience
same results.

*CPP will continue to be
driven by supply and
demand, ratings, and market
factors.

ARBITRON

« portable people meter




= Two Schools of Thought
#==l; 2008 Planning: GRP (TRP) change

To sustain GRP levels in a PPM market it
will likely require more spots

» Station/Daypart mix, and Demo will determine how
much more

» This will bring you even more reach than before

Buying to budget will bring you the same
results, same reach, but lower GRPs.

» Reach will be about even, same audience same
results. Same as what you've BEEN getting.

» Actually takes you less GRPs to achieve diary
reach.




How to Start the PPM Discussion....

PPM data may show some daypart
differences in comparison with the diary.

Would you be willing to consider a redistribution of
dayparts to reevaluate your schedules?

How willing are you to revamp your schedule to
make it more effective for your client?



Another Suggestion to Start Your
PPM Conversation

CPP changes are anticipated with
electronic measurement. It was seen with
the LPM Television conversion and the
same will happen with PPM and Radio.

How Is your planner prepared to adjust to these
changes?

|s there something | can provide when the pre-
currency data releases?




Preparing for PPM as Currency

Tools to Help Broadcasters and Agencies

Transition to PPM




Training Available Today

Website www.arbitron.com
» Self paced
» Videos (English & Spanish)
» Live PPM Mondays
Live via web
» Existing PPM Monday schedule
» Customized for specific organization
On site
Dedicated web page: www.arbitron.com/ppm_(city)
Rep Firm Training
» On-going
Market wide presentations
» Broadcaster/Arbitron co-presentations
» Local agencies, Rep Firm, National Buyers
» Market wide ‘orientation’

© 2007 Arbitron Inc.




Market-Specific Web Sites

e
s ra
s R e =
4

&"*1”;.‘:" il Bt | kel | ahe B
b - —— -
e - The Prrtable Recele Mater

e
e

B 5o FPH ks e o
-

nmy [
4 a1

Programming Web Site

- ; oo
o T e

PPM (Portable People

Meter™
Mt d pene
« How does PPM affect me?

Studies and Data

Media and consumer
studies

American Radio Listening
Trends

Topline ratings

Station Information

PD Advantage® Software
Surveys and Schedules
Data delivery dates

« Red Book/Blue Book
Survey schedule

Market definitions

Metro map

Schedule a diary review
Survey bulleting

Whal's coming up

Training and Support
» Purple Book

« Online fraining

« Whotocall

e Schedule 2 diary review

Updates

ARBITRON

oy

H23a4

o Project Apollo Case Study at the 4

LANDLINES
DISAPPEAR FROM
ONE IN EIGHT HOMES
— Arbitron Should be
Worried About This!

Tue 30 Jan 2007

Posted by gmarince under Methodoloay
No Comments

© Ask Gary 3 Question
© About Gary

An alarming e-mail with the above warning came through
afewweeks ago, and I'm assuming the writer was just now
confronting a reality that researchers have been dealing with
for years - cell phone-only households.

This email is the perfect opportunity to remind our clients that
b »

Arhitron ic 2 laader in cell racagrch To

Training Calendar

Philadelphia PPM | Radio Stations

1. What are the data release dates for Philadelphia?
January pre-currency PPM data release February
28. February pre-currency PPM data release March
28. March CURRENCY PPM data release April 25,

2. What can pre-currency data be used

[and not be used) for?

The January and February pre-currency data are to
be used for analysis and comparison purposes only.
Stations and agencies MAY NOT use these data to
conduct transactional business. Our agencies that
subscribe to PPM will also be reviewing the pre-

Frequently Asked Questions About the PPM”

6. Can | use the pre-currency data when

currency data kick in?

Once the March PPM data release on April 25 and
become currency, subscribers will be able to use
January and February data for averaging.

7. Are everyone's AQH Ratings going to decline in
PPM?

No. Certain stations saw increases in AQH Ratings,
some saw no changes and others saw decreases.
The changes vary by format, daypart, demo and
market.

A ARBITRON ﬁ
Arbitron Philadelphia Schedule
Feb 26th PPM January Comparison data released: Feb 28th ~==CONTAC T==--
Monday Tuesday Wednesday  Thursday Friday [ BrendanKane |
Jeff Davidson Philadelphia Philadelphia Philadelphia Philadephia  Philadelpt ol (203) 521-3215
Jenny Tsao X X il i i i il i office (212) 887-1310
Tasia Marfin In Office In Office: In Office In Office In Office [ ]
13-9277
ARBITRON 87-4676
e A\; Arbitron Houston Schedul avideon ]
Jeff David reltron Aousion schedule E35-1163
Brendan K 87-1307
Jacquelyn Bul r Fortune
p74-1549
March 12 PPM April Pre-Currency data released: May 23 i nitly
May 21, 2007 . y Tsac
Jeff David Monday Tuesday Wednesday  Thursday FEriday E5G14
J Jennifer Wagner X X Houston Houston Houston
acquelyn Bul I T % % Houst Houst, Houst FEE—S?BD
Jennifer For enny Isao louston louston louston Douglas
Jacquelyn Bullerman In Office In Office In Office In Office In Office
Cyes, 2y Monday Tuesday Wednesday Thursday Friday
Jennifer Wagner Houston Houston X X X
Tasia Martin X X Houston Houston Houston




Materials to Help Conversion:

PPM Conversion Conversations

Talk to your Client

Conversation Starters #3

» PPM data may show some daypart differences

in comparison with the diary. Would you be
willing to consider a redistribution of dayparts

to reevaluate your schedules? How willing are
you to revamp your schedule to make it more
effective foryour client?

ARBITRON
o o moriohle people e

& D007 Arbironing

© 2007 Arbitron Inc.




Attend PPM 104

To Better Understand What Agencies Are Hearing
about PPM

Sign up on www.arbitrontraining.com

Planning & Buying
in a PPM World

Tasia Martin
PPM Training Specialist

AARBITRON




Sharing the PPM Message

Broadcast Group Involvement is Key

Broadcast Groups who
are currently
coordinating a market
Specific PPM Message:
NYMRAD, Chicago Ad
Club, D.R.A.G,
PROradio, S.C.B.A.

Why Portable People Meter Matters to
Philadelphia Advertisers

= With PPM, Radio holds itself more accountable
» Reliability
— PPM data is more sfable so you can be more assured that the
differences yol see in the ralings from survey fo survey are the
resuit of changes in lisfening.
» Credibility
— With the PPM, Ipeop.fe don't need fo remember fo tell us what the
were lisfening fo. All they have to do iz take PEA with them and |
takes care of the rast.
— PPM aufomatically detects the sfafions people are exposed fo,
storas the information and sends it back fo Arbitran
» Timely
— PPM data is refreshed each month s0 you can get a faster read on
changes in the markef

— You wont have to waif several months to know the resulfs of your
schedule

Y ARBITROM
O 2007 Arbderza Ins v




Promoting the New Cost-Per-Point

Ad campaign NP ORTANT AR RN SERVIEE ADVISONY
When Planning and Buying the

*AdAge, AdWeek, Top 10 Radio Markets for 2008,
BrandWeek and Consider This Formula:
Mediaweek 70 PPM (Meter) GRPs
pressions in Con Equal
other ad trades, W00 Diary GRPs
websites ¢
distribution to Romermber: 70PM (Mete) GRPs ca equal 100 Diary GRPs,
agencies “%IRADIGh o At
throughout Q4

© 2007 Arbitron Inc.




Promoting the New Cost-Per-Point

Brochure

» Heavy distribution to
ad agencies

» Stations Iin all PPM
markets to receive

copies 7
» Wide distribution at 4 W | _.
conventions, trade Planning & Buying Radio
shows Advertising in a PPM World
» Order more hard How 70 Mefer Target Rating Points
copies from your Can Equal 100 Diary Ratfing Points

Arbitron AM

Download: www.arbitron.com/2008mediaplan




Market-Focused Web Sites

= Access Links From Arbitron.com
> New York Metro

» Www.arbitron.com/ppmny
Nassau-Suffolk (Long Island)
» Www.arbitron.com/ppmnynassau

Middlesex-Somerset-Union
» www.arbitron.com/ppmnymiddlesex

AARBITRON

investors newsroom | about Arbitron | careers
training & support | who to call site index | home

search for: | | in |er|tire site

PRI HOME ﬁ The Portable People Meter

MEXT GENERATIOM ELECTROMIC RATINGS™

PPM RADIO
I e New Study: All P1s Are Not
PPM DATA & % Created Equal
DELIVERY SCHEDULE » - ﬁ Learn more in P1s in the PPM™ Waorld:

Insights Inta the Listeners Who Matter
O\ e 48 Nost (PDF) os22.7

TRAINING & SUPPORT
12 3 4 More News...

[OPPORTUNITIES FOR TV

MULTIMEDIA
MEASUREMENT

PPM TECHNOLOGY Planning & Buying Radio Advertising in
a PP World
PPM R&D HISTORY o

s Monr CEP agoals will chanoe in an

PPM Markets
Chicago
Houston
Los Angeles
Middlesex-Somerssg
Union

Massau-Suffolk
Mew York
Philadelphia

Riverside-San
Bernardino




New PPM Messaging Campaign
i@« Begins September 07

| " Series of ads to run in Agency publications

You Can' .
& Rol A




Converting to PPM as Currency Recipe

For Success
General Observations

Broadcasters who are having an easier time with
PPM conversion are...

» Talking to their clients. Strong relationships make tough
conversations easier.

» Attending and conducting training internally and externally.

» Working with local broadcaster group to develop cohesive
message.

» Have Research Directors

» Keeping very detailed logs of market and station events for
future opportunity

» Anticipating shifts in market listening

» Understanding and applying PPM programming messages
before market converts to electronic measurement

© 2007 Arbitron Inc.




Urban Radio in the PPM™ World:

Applying Lessons Learned in Philadelphia and Houston to
Planning for 2008 Conversion to PPM

Joanna Douglas
PPM Implementation Team

PPM ratings are based on audience estimates and are the opinion of Arbitron and should not be relied on
for precise accuracy or precise representativeness of a demographic or radio market.

© 2007 Arbitron Inc.





