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Digital sales training ramps up.  The number of radio sellers that carry Certified Digital Marketing Consultant stripes from 
the Radio Advertising Bureau grew 20% last year, when compared to 2013, a strong upward trend for an industry in need 
of better digital sales training.  While promising, the growth is from a relatively small base numbered in the hundreds, not 
thousands.  RAB SVP of professional development John Potter estimates that 10% of all radio sales people have completed 
one of its two digital sales certification programs during the past three years.  While iHeartMedia, Cumulus Media, Cox Media 
Group and others have their own digital sales training programs, a recent survey of radio managers showed a universal 
need for more training. Nearly all participating managers (96%) in the RAB-Borrell Associates survey said their sales teams 
could use more training on selling digital.   So why aren’t more people taking the RAB courses?  In a word, resources.  Potter 
says broadcasters cite expense and time as the biggest training hurdles.  “It reminds me of that old saying: ‘I don’t have time 
to sharpen the saw’,” he says.   The RAB offers two online courses: basic and advanced, both of which are being updated. 
Each involves 10 classes that encompass video, handouts, workbooks and quizzes. Each class takes at least 30 minutes 
to complete.  Certification, says Potter, “helps them prove they deserve to get the appointment because they have been 
accredited by the RAB as having a level of expertise in digital sales marketing.”  The Center For Sales Strategy and the 
Laredo Group also offer digital sales training for radio. 
 

Larger groups bring digital sales training in house.  Any broadcaster looking to develop or improve a digital sales training 
program could learn a lesson from Cox Media Group’s Local Solutions Academy.  With new sellers joining the company 
every week, it couldn’t wait until the next time a digital trainer would be back in town. Besides, digital sales managers were 
tired of having to repeat training every time a new seller came on board. Launched last July, the 13-hour hybrid program 
combines online teaching with face-to-face meetings. When a seller completes one of the seven course levels, the local 
digital sales manager gets a trigger to convene a face-to-face conversation with the seller.  Content for the training program 
was developed by an internal team of two, carefully vetted by subject matter experts. Materials site CMG examples and 
stories from it markets.  Designed for the company’s 650 sellers, the program is customized for each market. “Behavioral 
targeting or retargeting is no different in Seattle than Miami but our go-to-market strategy with that product may depend on 
the geographic region of our markets,” Cox senior director of digital sales and digital training Jeff Ulrich says.  The company’s 
multi-leg training stool also offers informational seminars for clients and monthly digital sales webinars for sellers, managers 
and support staff.  “It’s a continuous multi-platform effort to raise the digital awareness and acumen of our sellers and our 
managers,” Ulrich says. “You can’t just pick one way because not everybody learns the same way.”  The combination of 
training and employing a digital sales manager in each market has produced “significant revenue growth,” according to 
Ulrich, who reports feedback from sellers is “incredibly positive.”
 

A less formal approach to schooling sellers on digital.  You need to love your clients’ problems more than your own 
products.  That advice, offered at a recent Borrell Associates conference, helps explain how one broadcaster educates 
sellers about a digital world that is constantly changing.   Instead of schooling sellers on how to sell its digital products, 
Delmarva Broadcasting focuses on how to use digital to solve the problems of its customers and prospects.  “It’s as much 
about what’s going on in the world as it is about our stuff,” says Mark Weidel, who handles digital sales training for Delmarva 
Broadcasting as GM of its interactive division.   In weekly sales meetings, a digital sales manager or specialist will lead a 
discussion about specific client challenges and how to solve them. The meetings include success stories, case studies and 
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white-boarding sessions.  “It’s a lot about reinforcing what the products will do for somebody as opposed to here’s package 
du jour, go show it to everybody,” Weidel says.  The company uses the RAB’s digital training program for more rudimentary 
education and HubSpot to certify digital sales specialists in inbound marketing.  Digital specialists are also certified in 
Google Analytics.   Training helps circumvent one of the biggest client objections, the one that questions the wisdom of 
buying digital from a radio company rather than a digital-only company. “The ability to talk the talk and walk the walk is very 
important if you’re talking to somebody who may think they need to hire a digital expert as opposed to broadcasters,” Weidel 
says.  “Besides, a lot of these so-called experts are somebody’s uncle’s kid in his pajamas in the basement.”
   

Digital sales training: Make it relatable to sellers.  Radio groups that have created formalized digital sales training programs 
share a teaching philosophy that uses easy-to-understand conversational language. That means explaining concepts like 
audience extensions, retargeting and geo-fencing in terms the average seller can understand.   “Our sellers appreciate that 
there’s a team of people who took the time to look at the world through their eyes and talk to them in terms they can relate 
to,” Cox Media Group senior director of digital sales and digital training Jeff Ulrich says. Keeping course materials fresh and 
updated is also critical.  The research department at the Radio Advertising Bureau scours some 200 publications a month 
that cover digital marketing.  “Anyone trying to help sales people with training has to keep up with what’s going on in the 
industry,” SVP of professional development John Potter says.  Repetition is also seen as key. It’s not enough to explain a new 
product or concept once and expect sellers to immediately grasp it, according to Mark Weidel, general manager of interactive 
at Delmarva Broadcasting.   So is top-down support for training programs.  “Everybody has to care and believe,” Ulrich says. 
“That really has made the difference.”  And while formalized training is great, trainers need to get their hands dirty.  “You can 
train in classrooms and on webinars but the best way is in the car, accompanying the seller on client calls,” says Mike Blinder, 
president of digital sales trainers the Blinder Group. “In battle, isn’t the sergeant in the field with the troops?”
 

Zenith predicts mobile streaming ad dollars to double in 2015.  Within the next three years, two-thirds of all advertising 
dollars earmarked for internet radio will target mobile listeners.  That’s according to the team of forecasters at the media 
agency ZenithOptimedia.   By their analysis, just 24% of online radio ad buys last year went toward reaching mobile 
streaming listeners.  But this year that figure is forecast to jump to 57%.  And by 2017, Zenith estimates 65% of all streaming 
audio ads will target smartphones, tablets and in-dashboard listeners.  “As digital streaming continues to grow, it presents 
increasing opportunities for deeper engagement and creative solutions,” the report says.   As a result Zenith thinks desktop 
ad dollars could take a hit this year. But as more money goes toward streaming, that segment is likely to see renewed growth 
in the coming years.  Overall, Zenith forecasts radio streaming ad dollars will total $1.19 million this year, a 12% increase 
compared to a year ago.  And it sees the rate of growth accelerating over the next two years.  It forecasts the segment will 
increase by 14% next year and then 16% in 2017 when it predicts total streaming ad spending will reach $1.58 billion. 

Traditional radio also expected to grow.   It’s not just digital radio billings that ZenithOptimedia expects will increase.   It 
also predicts a “very slight” 1% increase in over-the-air radio spending this year, estimating total revenue will hit $17.6 billion.  
“Categories such as automotive aftermarket, insurance, retail, and restaurants are expected to invest more than in previous 
years,” the forecast says.  Zenith projects that level of radio spending will hold steady in 2016 and 2017.   Beyond radio, the 
agency’s forecast team expects total U.S. ad spending to climb 3.7% this year.   “While we are well past the worst of the 
economic downturn, economic growth remains sluggish,” they point out, but add, “The American economy is slowly picking 
up in 2015.”  Local television is expected to see nearly the same growth as radio — Zenith estimates local spot TV billings 
will increase 1.5% this year, with political spending the big reason why it gives a growth edge to TV in 2016.  But forecasters 
also note a development which could help both radio and television by the time the year ends.  “The growth of political action 
committees has led some analysts to predict that 2016 political spend could start as early as fourth quarter,” the report says.
 

Nielsen integrates third streaming provider.  Nielsen’s digital radio ratings are unlikely to be in the market until later 
this year, but the effort to merge broadcast and streaming listening data is progressing.  Nielsen is currently working with 
about 30 different companies, including broadcast groups and third-party vendors, quietly piecing together broadcast and 
online listening.   Streaming service provider TuneGenie is the latest to make public the fact that it has integrated Nielsen 
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measurement software into its mobile audio player.  The meter will feed listening data to Nielsen, which will crunch the 
numbers and report them to any subscribing station, giving its subscribers a way to see what impact streaming is having on 
ratings.   Even though they’re from two different methodologies, the data is presented in unified traditional radio metrics like 
share and time spent listening for stations doing a 100% on-air/online simulcast, making it easier for stations to sell from.  
TuneGenie says it spent a year integrating Nielsen’s software and making required changes that allow for a one-size-fits-
all streaming player display.  “One ubiquitous user experience now matters,” CEO Jeffrey Specter says.  “We believe our 
clients will see greater ratings and revenues.”  TuneGenie client Connoisseur Media has thrown its hand up and become 
the first company to publicly state its streams are now measured by Nielsen. “Radio’s revenue sweet spot is local reach, 
and streaming increases our stations’ reach,” Connoisseur Media SVP Michael Dufort says. “Nielsen is now making it much 
easier for us to monetize that additional reach.”  Previously, Wide Orbit and Jacapps also integrated Nielsen’s software into 
their streaming platforms.  Nielsen EVP Matt O’Grady says the company is moving forward on a “holistic and comprehensive 
view of the audio marketplace” but offers no specific timetable when its webcast ratings will go live.

McGavren Guild and Local Focus unite sales teams.   Nearly two years after McGavren Guild Media parent Genesis 
Media Holdings bought the small market-focused rep firm Local Focus, the companies are combining their sales operations 
into what is being branded Gen Media Partners.   The umbrella group will also include for the first time its other ad selling 
divisions, including political-focused Commercial Media Sales, network-focused HRN Radio Network, the experiential 
marketing unit The Event Shop, School Sports Media, and the outdoor-focused MG Malls.  Together the collective sales 
force of about 50 account reps will look to not only grow traditional radio revenue but also bring non-users to its platform 
of more than 1,000 stations.   “The days of repackaging existing avails for share and calling that new business are over,” 
says McGavren Guild-Local Focus CEO Kevin Garrity, who’ll lead Gen Media Partners.  The company says that although 
salespeople from its two rep firms will now work more closely together, it will keep the two operating units intact.   Gen Media 
Partner’s launch has its roots in the integration which began last summer when the non-sales operations of McGavren Guild 
and Local Focus were reorganized and streamlined.  Garrity believes the new structure better sets up the rep firm for how 
advertising is bought and sold today.   “As we move into the future, our radio partners will see more cross-platform selling, 
more new business, more revenue generation, and more technologically advanced buying and selling tools,” he noted.

Ex-FCC insider casts doubt on impact of downsizing plan.   Sixteen field agents on duty across the entire country.  That’s 
how few staff could be left on the job, according to former FCC chief of technical analysis Bob Weller.  Now serving as vice 
president of spectrum policy for the National Association of Broadcasters, Weller is casting doubt on the agency’s pledges to 
maintain its current enforcement effectiveness as it looks to close all but eight field offices and cut field enforcement staff by 
almost two-thirds.  “There is still time for the FCC to reverse course and rethink its proposal to gut the field offices,” he writes 
in a blog post.   FCC chair Tom Wheeler thinks the current team of field agents is “too large and too inefficient” to maintain 
and he’s contemplating replacing them with a Maryland-based strike force that could be deployed into a city if interference 
problems pop up.  “We need to make sure that in a flat or reduced budget that we’re spending our money efficiently,” 
Wheeler told a congressional hearing.  But taking into account training, travel and vacation time, Weller thinks the FCC 
will be stretched thinner than it’s letting on.  “How can the FCC reasonably expect to keep on top of all these transmitters 
and ensure the safety of Americans with a day-to-day crew of perhaps 16 field agents nationwide,” he writes.  According to 
Weller, the already over-taxed Enforcement Bureau largely ignores any complaint that’s not considered a threat to public 
safety.  He predicts interference complaints will continue to grow as the FCC embraces more spectrum sharing among 
various technologies.  “That means disrupted emergency and AMBER Alerts, unreliable police and fire communications, 
riskier air travel and a host of other scary possibilities,” Weller says. 

Smulyan says new law could hurt Emmis recruitment efforts.  Indiana’s controversial new Religious Freedom Restoration 
Act has brought criticism from corporate America.  Emmis Communications CEO Jeff Smulyan is among the executives asking 
state leaders to modify the law, which some believe can be used to discriminate against gays and lesbians.  Indianapolis-
based Emmis is sitting alongside companies like Eli Lilly, Angie’s List and Anthem Health Insurance in a rare outcry of 
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corporate activism.  The nine companies say they are “deeply concerned about the impact it is having on our employees 
and on the reputation of our state.”   Already one Indianapolis conference has been called off.  Governor Mike Pence — a 
former radio talk show host — says he’s open to “clarifying” the law but doesn’t think it needs to be repealed.  Twenty states 
have religious freedom laws.   National Religious Broadcasters president Jerry Johnson has called the “attack” on Pence 
“unfounded and disturbing,” adding, “Powerful liberal lobbies claim to champion tolerance, but the exact opposite is on full 
display this week.”In a memo to Emmis employees, Smulyan acknowledges his position “may not be universally popular” but 
said he believes it’s the right thing to do. “Any legislative action — in Indiana or beyond — that hampers our ability to attract 
the most qualified, innovative thinkers in our industry is action that we are determined to fight,” he says.

Nearly married, Scripps pays millions to shareholders.   Forget champagne, it’s like a $60 million wedding gift to itself.  
That is how much the E.W. Scripps Company will pay out in a special dividend to shareholders ahead of tomorrow’s planned 
nuptials with Journal Communications.  Scripps shareholders are also receiving shares in the newly-created Journal Media 
Group, which will become the home of the two company’s print assets.   Journal shareholders also receive shares in the 
new Journal Media Group.  With shareholder and regulatory approval in hand, there’s little in the way of Scripps and Journal 
closing their three-step merger tomorrow.  Scripps will continue to trade under the symbol “SSP” on the New York Stock 
Exchange, while starting tomorrow the new Journal Media Group will begin trading under the symbol “JMG.”
 

Top artists catch streaming ‘Tidal’ wave.   The streaming landscape has a noteworthy new entrant as the artist-owned 
Tidal has gone live.  With a cavalcade of top-selling artists filling the stage, the message was a shot across the bow of 
streaming outlets like Spotify and Pandora.   Speaking for the musicians, Alicia Keys told reporters they see Tidal as a way 
to “promote the health and sustainability” of music as streaming royalty checks offer little compared to what music sales once 
did.  “We believe it is in everyone’s interest — fans, artists and the industry as a whole to preserve the value of music and to 
ensure a healthy and robust industry for years to come,” she said.  Music mogul Jay Z recently bought the Swedish service 
for $56 million and brought on investors ranging from Beyonce, Rihanna, Nicki Minaj and Madonna to Kanye West, Jason 
Aldean, Usher and Coldplay.  The service will cost $10 or $20 per month — the higher fee for better sound quality — and 
unlike most other streaming services Tidal won’t offer a free option, meaning it’s less likely to compete with broadcasters’ 
digital streaming.  But Keys suggested when the artists have a new release, it’s likely to first show up on Tidal.  More than an 
artist folly, they want to create a “sound business enterprise,” she said.  Now live in 31 countries, Tidal reportedly has about 
540,000 subscribers.   It remains to be seen how fast star power will help grow that number, and the effort by some of music’s 
wealthiest artists is being sharply critiqued on social media.

Inside Radio News Ticker…New EAS glitch: report…It appears something may have gone wrong during a regional 
activation of the Emergency Alert System yesterday.  Television viewers took to social media complaining that an 11am ET 
alert froze their television screen and scrolled several state names under the words “emergency alert” for roughly 10 min-
utes.  Viewers were never told it was a test activation.  Infowars says the errant test ran in California, Connecticut, Indiana, 
Kentucky, Maryland, Massachusetts, New Jersey, North Carolina, Rhode Island, South Carolina, Virginia, and Washing-
ton, DC…First signs of spring on radio…In some parts of the country it’s still more winter-like than spring, but on radio 
there are hints of the seasonal change. The Home Depot jumped to No. 2 last week on Media Monitors weekly Spot Ten 
ranker, airing 44,721 ads on stations it tracks.  Further back is Scotts, which ran 4,679 ads promoting its lawn and garden 
care products.  Media Monitors says Geico remained radio’s biggest-volume advertiser last week. Read the weekly Spot 
Ten ranker HERE…NPR still talking with union… t’s down to the wire for NPR and the National Association of Broadcast 
Engineers and Technicians/Communications Workers of America (NABET-CWA).   Public radio engineers’ current contract 
expires at midnight tonight and at last word there’s been no agreement.   The main sticking points are tied to how health 
care benefits are determined.  The union says the roughly 125 employees it represents have been wearing red to work 
each day in a show of solidarity.  The last deal reached in 2010 specified a no-layoff clause for reasons other than budget 
or programming changes…Davenport leaves Salem board…Salem Media Group board member David Davenport will 
give up his seat when shareholders select new directors at their annual meeting May 19.  Davenport, 63, is former presi-
dent of Pepperdine University.  He’s been on Salem’s board since 2001.   More People Moves at InsideRadio.com.
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  Sony launches Spotify-powered PlayStation Music.  Sony has launched PlayStation Music, making Spotify the backbone 
of a new global music service that targets Sony’s 64 million active PlayStation Network users.  The service makes it easier 
for gamers to enjoy their favorite tracks while playing their favorite games.  PS4 and PS3 gamers can link their accounts 
with Spotify, making it easy to subscribe to Spotify’s premium service.  Users will be able to create a music collection and 
listen to playlists and on all Spotify-supported devices.  The service will also become available on Sony-manufactured Xperia 
smartphones and tablets. “We’re bringing back that magic of gaming with music — all in a beautifully designed and smooth 
experience that looks great on the big screen,” Spotify chief product officer Gustav Söderström said in a statement.   
The Conclave puts 2015 Rockwell winner to a vote.   The Conclave is going democratic and putting up to a vote who should 
win this year’s Rockwell Award.  That’s the organization’s annual lifetime achievement award.  In the past a committee 
picked the winner, but board chair Lori Lewis says they concluded it’s important for the industry to have a say.  “Conclave is a 
celebration of radio, so everyone should take part in this prestigious award,” Lewis says.  This year’s nominees include radio 
production pro Ann DeWig, NRG Media CEO Mary Quass, Emmis CEO Jeff Smulyan, and consultant Dan Vallie. Voting will 
continue on TheConclave.com through April 30.  This year’s Rockwell Award will be presented during The Conclave’s 40th 
anniversary conference to be held July 16-17 in Minneapolis.   Last year’s recipient was Hubbard Radio CEO Ginny Morris.

  
Xaxis buys ActionX in nod to mobile’s programmatic eventuality.   Programmatic ad buying is slowly expanding into traditional 
media, like radio and television, but it’s moving a lot more quickly into mobile.  In a nod toward that trend, WPP’s Xaxis has 
struck a deal to buy the mobile app and cross-screen ad firm ActionX.   Its proprietary technology will be rolled into Xaxis, a 
move the companies say will make it easier for Xaxis users to buy mobile ad inventory programmatically.   By bringing more 
mobile capabilities in-house, Xaxis CEO Brian Lesser says the deal supports his company’s broader strategy “of developing 
new ways for brands to programmatically engage with consumers through proprietary media products.”   Terms of the deal 
weren’t released and ActionX’s current management team remains in place.  “The combination of our mobile-first platform 
with the products, client reach and scale of Xaxis is extremely powerful,” ActionX CEO Evan Schwartz says in a statement.    
While the primary focus for Xaxis so far has been on display and video advertising, it has partnered with Triton Digital to 
create Xaxis Radio to sell streaming audio commercials.   Meanwhile, a new Perceptions Group survey finds marketing 
executives expect 39% of all mobile ads to be bought programmatically this year.  And according to eMarketer, global mobile 
advertising is expected to approach $65 billion.  The Perceptions Group survey finds marketing executives expect 46% of 
their overall digital media buys this year will be made programmatically, a 21% increase from last year.  But the survey, first 
reported in Media Post, shows ad agency executives don’t expect as high a volume of programmatic ad buying as their 
clients.  They’re predicting programmatic buying will increase just 4% this year.
  http://www.mediapost.com/publications/article/246695/programmatic-buys-expected-to-jump-21-this-year.html?print
 
  Doug Murphy named Corus CEO.  Corus Entertainment is turning to a former Walt Disney Company executive as its 
new leader.  Doug Murphy has been named chief executive for the Toronto-based company, which owns 39 radio stations, 
many which cross the border into U.S. markets like Buffalo-Niagara Falls.   At Corus since 2003, Murphy previously was 
chief operating officer for its radio and television division.  It’s on his watch that Corus has been leading the charge to 
extend iBiquity’s In-Band On-Channel digital radio technology into Canada.  Corus also worked with the Broadcaster 
Traffic Consortium and Nautel to conduct a 2013 field test that used HD Radio to deliver location-based data services to 
automobiles.  Murphy succeeds Corus founding president and CEO John Cassaday, who has retired from the company after 
15 years in the position.

  
Pre-roll video goes interactive.  Pre roll video is so 2014.  That’s according to a new analysis by the video advertising 
company Innovid.  It found that interactive pre-roll ads are more likely to be viewed all the way through.  Its analysis shows 
an average completion rate of 77.7% for interactive pre-roll compared to 75.4% for standard video units.  It also brings 
the added allure of engagement with viewers.  Innovid says its review of the typical 15-second pre-roll ad had a 2.2% 
engagement rate compared to a 3.0% rate for 30-second ads.  Its findings were first reported by eMarketer
   
T-Mobile grabs top radio lobbyist.  One of radio’s top lobbyists is heading for the telecom industry.  IHeartMedia director of 
government relations Brendan Kelsay has joined T-Mobile where he’ll hold a similar role.  Kelsay had worked at iHeartMedia 
since February 2003.  The company will still have two Washington lobbyists, and according to Politico, relationships with a 
half dozen outside firms.   Kelsay made the move to radio after serving as an aide to Rep. John Dingell (D-MI), where he 
worked on media and telecommunications issues.  He earlier worked for California Democrat Vic Fazio. In an unrelated K 
Street move, Pandora is gearing up for an onslaught of copyright and music royalty battles in Washington with the hiring of 
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MORE OPPORTUNITIES 
@ INSIDERADIO.COM >>

OPERATIONS MANAGER
Digity LLC continues to grow and needs the best 

Operations Managers in the country! 

If you are an experienced, strategic, creative, organized brand 
manager with a can-do attitude, we want to talk to you. Applicants 
must be proficient in identifying new air talent, earns the respect 
of high profile morning teams, is excited about social/digital/events 
and develops ideas that are sellable not because he/she has to, but 
because he/she understands a full integration with sales is the key to 
success. The perfect candidate knows how to strategically program 
for ratings for both PPM/diary markets and is a leader who is ready 
to take on corporate responsibilities as well as manage a cluster of 
stations. 

Qualified candidates will have at least five years of proven success 
as a programmer, preferably in a PPM market. Candidates must be 
strategic and analytical but also must possess creativity and the 
instinct to win. OM must be proficient with RCS Selector, Adobe 
Audition, PPM Analysis Tool, Social Media platforms, Audio Vault, 
PD Advantage and Media Monitors. Find a full list of qualifications 
and responsibilities in our ad at insideradio.com.  Send resume to: 
OMJob@digity.me.  EOE

MARKET MANAGER 
COLORADO

Cumulus-Colorado Springs 
is searching for an exceptional 
Market Manager to guide our 
6 well positioned and impactful 
stations. The successful candidate 
will have a history of leading 
high performance sales teams, 
coaching good to great, and 
attracting sales all-stars.  Here’s 
your opportunity to join our 
growing company and become an 
integral part of our stellar team in 
Colorado Springs by contributing 
to their continued success.  
Not many better places to live 
and work than in the beautiful 
landscape of Colorado. 

Inquiries will be held in
the strictest confidence:

recruitment@cumulus.com
Equal Opportunity Employer

qual MEDIA ADVERTISING & SPONSORSHIP SALES
This is not a normal job-posting… because this is not a job!  We have 
“one” incredible opportunity available, that will change your life.  The 
only question is “Are you that person?” Ramsey Solutions has an 
opening for the right person who possesses as a minimum:
• Proven track-record of closing million dollar deals
• Ability to deliver results for your client b/c you seek the right solution
• Personal integrity that allows your to rise above your competition 
• Aptitude to hear the word “No” as an opportunity
• Fortitude to manage the resources of Radio, Video, Digital, Print, and 

Event Sponsorships to create unlimited earning potential
• Strong working knowledge of what we do and “Why” it works so well

This full-time position located in the Brentwood, 
TN provides the ability to represent all Dave 
Ramsey products. The opportunity to prove 
what you can do begins now!  

If you have what it takes to fill this “one” position then it’s your 
assignment to get our attention.  When we find this person we will 
commit to providing an incredible work environment, un-paralleled 
resources with a brand that delivers results, and the ability to control 
your own earning potential with no corporate imposed ceiling. 
Apply online at daveramsey.com/careers. EOE.

TUSCALOOSA, AL

WTBC-AM, FM translator 
and WNPT-FM for sale in 

Tuscaloosa, one of Alabama’s 
fastest growing cities and 
home to The University 
of Alabama…Roll Tide!

Heritage WTBC-AM 1230 is 
1-KW 24 hours, Translator FM  

at 100.1 W261BT, and 
WNPT-FM, 50,000 watts at 

102.9 FM offers solid footprint 
all over Tuscaloosa and 
West Central Alabama, 

over 12 counties. 

Motivated seller.  
Email:

johnsisty@gmail.com 
or call (205) 515-4451.
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