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Radio Report Card—Straight A’s Again In Reach, Time. If Nielsen’s quarterly Total Audience studies are to be viewed 
as a report card for the media industry, then radio continues to score the kind of high marks that should be piquing the 
interest of Ivy League-type advertisers. Time Spent Listening remains strong and consistent in the Third Quarter Report 
Nielsen released Thursday. Adults who tune to radio spent an average one hour and 49 minutes a day with AM/FM in the 
third quarter, compared to 1:51 in the same period in 2014 and 1:55 in 2013. Radio’s six-minute TSL decline in two years is 
a veritable blip compared to the 20-minute drop in live TV over the same two-year period. Radio’s 
monthly reach in the third quarter once again puts it in the front of the class. AM/FM reached 
236,019,000 adults in the quarter, ranking No. 1 among all media and ahead of Live+DVR/Time-
shifted TV, which had an adult cume of 221,767,000. The new report shows that not all TV viewers 
are created equal. According to the data, 20% of viewers account for 53.4% of all TV viewing. 
Put another way, one-fifth of all TV viewers (the heaviest TV consumers) will be exposed to 53.4% of every advertiser’s 
paid gross impressions while another one-fifth (the lightest TV viewers) will be exposed to only 1.2% of their paid gross 
impressions. “If any advertiser hopes to reach all of their current customers and potential customers, TV is not capable of 
accomplishing that alone,” says Bob McCurdy, president of sales consultancy Upping the Volume and former president of 
Katz Marketing Solutions. Efficiency Expert—Radio is, according to McCurdy, the master at increasing marketing 
efforts; go to InsideRadio.com.

Radio Appeal Is Equal Among Income Levels. Radio could position itself as America’s equal opportunity media channel 
based on Nielsen’s latest Total Audience report. Examining media habits based on different economic levels, it shows radio 
has a startlingly similar proportion of use for all income groups. AM/FM accounts for 20% of total media time among adults 
with household incomes less than $25K, 22% of those in the $25K-$50K range, 23% for $50K-$75K and 22% for $75K+. 
“Radio shows the least difference between high-income and low-income users throughout the day,” Glenn Enoch, senior VP 
Audience Insights, Nielsen, said in the report. There’s a much greater usage differential based on income among TV viewers. 
TV has a greater proportion of usage among lower income adults, making up 53% of total media usage in households with 
incomes less than $25K and 44% among those with incomes of $75K or greater. Conversely, the percent of total media 
usage among adults going to digital devices rises in lockstep with income. Penetration is the main driver—it’s greatest 
among high-income adults and the greater usage among lower-income adults doesn’t offset lower ownership. 

Earn Less? Spend More (Time) On Devices—Nielsen. Although people with higher incomes tend to have more access 
to tech gadgetry, consumers that earn less actually spend more time with the media they buy. That’s a top finding from 
Nielsen’s third-quarter Total Audience Report, which focused on media habits in 
different economic levels. The report looked at 10 different devices/services and found 
that penetration followed the same pattern in every instance—homes with higher 
incomes had more devices/services. That doesn’t mean, however, that the occupants 
are using them. In one of the report’s more surprising findings, adult users in lower-
income households that have these devices or services post greater usage—among 
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both traditional and emerging media. “We expected high-income households to own more devices, but we did not anticipate 
that low-income consumers of all devices had greater usage,” Glenn Enoch, senior VP Audience Insights, Nielsen, said 
in the report. “The media behavior of low-income adults may be concentrated in fewer devices, resulting in more minutes 
for [each] device, while high-income adults distribute their time among more devices.” The report also looked at how the 
economics of connecting with media played out over multicultural lines, concluding that money is a great equalizer. Adults 
in each income group have the same pattern of ownership of devices/services regardless of race or ethnicity and usage 
plays out in a similar manner across incomes. For example, when looking at adult users of multimedia devices, Black homes 
making under $50,000 averaged more than 33 monthly hours in Q3 2015, Hispanic homes notched about 27 hours, and 
Asian-American homes posted 41 hours. In homes of these same ethnicities that made over $50,000, the monthly time 
spent with multimedia devices shrinks to 20 hours (Black), nearly 19 hours (Hispanic) and 25 hours (Asian-American).

BIA/Kelsey’s Fratrik—Digital Is a Station’s Ally. BIA/Kelsey’s senior VP and chief economist Mark Fratrik has some 
advice for stations looking to grow revenue in 2016—go digital or go home. To show meaningful growth requires stations 
to leverage assets they already have, such as local sales forces, to attract new advertisers to digital product offerings. 
“Certainly, online advertising for radio stations is going to increase,” Fratrik tells Inside Radio in an exclusive interview. 
BIA/Kelsey estimates those online ad revenues are increasing 12%-13% over last year. Digitally 
aggressive broadcasters, such as Townsquare Media and Entercom, are deriving a “much higher” 
percentage of revenue from digital than the industry average of 4%-5%, Fratrik adds. Central to 
growing ad dollars is using digital as “a proving ground and early start” for clients who can’t afford 
an effective on-air schedule. “They should constantly look for new and growing businesses that 
may be too small right now to spend money on radio,” Fratrik says. “They could be emphasizing 
digital offers and, as that company grows, they may move into radio. Stations need to constantly 
monitor new businesses.” Fratrik sees a positive prognosis for radio in the healthcare category with 
hospitals, practitioners, dentists, doctors and medical practices spending additional ad dollars as 
they become more like competitive businesses. “They need radio sales people to help them along,” Fratrik advises. Car 
dealers, meanwhile, are looking for the optimum advertising mix, he says. “I’m bullish radio will maintain its position in the 
local media marketplace,” Fratrik says. “It is important that stations emphasize that it is more complementary with online 
and that these advertising media can work effectively together, as opposed to one being a substitute for each other.” Read 
“On The Inside With Mark Fratrik” on p5.

Dems Take On Gun Control Through Radio. With gun control remaining one of the nation’s most pressing hot-button 
political issues, the Democratic Congressional Campaign Committee (DCCC) it taking action of its own. It has committed 
to a series of radio ads slamming vulnerable Republicans over their opposition to blocking people on the FBI’s terrorist 
watch list from buying a weapon. The DCCC’s initial buy will run in 10 battleground Congressional districts in Florida, New 
Jersey, Virginia, Colorado, Arizona, Nevada, California, Illinois and New York, according to a story in Huffington Post. The 
15-second ads will air during drive times, focused on “calling out the Republicans representing those districts for voting 
to keep allowing suspected terrorists to buy assault rifles,” the story says. The ads will also provide a phone number for 
constituents to call their representative. Meredith Kelly, national spokeswoman for the DCCC, declined to say how much is 
being spent on the radio ad campaign; however, she told Huffington Post, “These radio ads are the first of many, aimed at 
ensuring that constituents in these districts are aware that their Republican representative voted multiple times to protect 
suspected terrorists’ access to guns.” The DCCC’s spend arrives amid an already robust political ad forecast for radio. As 
Inside Radio reported in September, media consulting and research company Borrell Associates predicted that for the first 
time, radio will grab more than $1 billion in political spend through this election cycle. For calendar year 2016 alone, radio’s 
slice of the political ad pie is set to total $827 million, up from $809 million for 2012, the last presidential year. In 2012, radio 
earned 8.6% of the total political spend. In 2016, Borrell’s estimate is 7.3%.
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Emmis To Take Stock After NASDAQ Warning. Emmis Communications 
received a compliance warning from NASDAQ on Monday, Dec. 7 
because the price of its common stock on the exchange has closed below 
$1 for 30 consecutive business days. The warning 
has no immediate impact, and the company’s stock 
will continue to trade on the NASDAQ Global Select 
Market. But Emmis has until June 6, 2016 to regain 
compliance with the requirement that its stock closes 
at a buck a share or higher for at least 10 consecutive 
business days. Short of that, the company’s stock 
will be delisted, unless Emmis requests a hearing 
or elects to move to NASDAQ’s lower-profile Capital 
Market. In an 8-K filing with the Securities & Exchange Commission, 
Emmis said it will actively evaluate and monitor its stock price between 
now and June 6, and consider implementing a reverse stock split if the 
price doesn’t regain compliance.

Bubba Out At WBRN? In (Brand) Name Only. The personality at the 
center of an unprecedented ratings scandal may still be in morning 
drive, but the branding for his flagship radio station no longer carries his 
name. Beasley Media Group has rebranded “Bubba 98.7” WBRN Tampa 
as “98.7 No Rules Rock.” The change is an about-face from an initial 
strategy that wrapped the entire station around its star morning show. 
That, of course, was before allegations emerged of ratings tampering 
by the host, leading to the station being delisted by Nielsen for two 
consecutive months, along with a $1 million suit filed against Bubba 
the Love Sponge (Todd Clem). Beasley has also made airstaff changes 
outside of morning drive. The personalities the station added in February, 
made up entirely of Bubba sidekicks—Manson (noon-3pm), Ned (3pm-
7pm) and 25 Cent (7pm-midnight)—aren’t on the air and are no longer 
listed on its website. Beasley isn’t commenting on the changes. “No Rules 
Rock” has been part of the station’s positioning since it launched nearly a 
year ago. WBRN also uses the slogan, “BTLS Mornings, No Rules Rock 
All Day.” Ratings for Bubba’s morning show on WBRN have been strong. 
He ranked second among men 25-54 in Nielsen’s November survey with 
a 7.4 share, second only to “Orlando & The Freak Show” on Beasley 
rhythmic CHR sister “Wild 94.1” WLLD. 

Millennials On Web At ‘Almost Constant’ Rate. As Millennials continue 
to multitask at a mind-blurring pace, a new study from Pew Research 
Center reveals that their eyes are almost always on the Internet. The 
organization’s findings suggest to radio that a strong online presence 
on websites, social media and smartphone apps will keep stations 
top of mind—whether the radio is on or not. The fact tank found that a 
massive 36% of 18-29-year-olds say they are online “almost constantly,” 
while 50% search the Web “multiple times per day.” Pew attributes the 
increase to the rise in mobile usage. Among all adults, 73% are online 
at least once per day, while 42% report logging on at least several times 
a day. And for those 65+, only 6% are online “almost constantly,” while 
24% report going online multiple times per day. That compares with 
teens, who are more likely than adults to go online at least daily—92% 
vs. 73%, respectively. Taking academics into account, 29% of adults 
with a college education or higher go online almost constantly, and 89% 
go online daily. To contrast, 14% of adults with a high school education 
or less report such active online behavior. This is the first time Pew has 
included “almost constantly” as a response option when asking about 
frequency of Internet use among adults. With nearly three-quarters of 
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Americans now using a smartphone, tablet or other mobile device to tap into the Web, 87% among them are online daily, 
while 27% are online almost constantly. Even without a smartphone, 65% of those surveyed are online daily, while 8% 
report they go online “almost constantly.”

NextRadio Cards Excel In Click-Through Test. A recent three-month test on two TagStation-licensed radio stations 
showed an average interactivity rate of 1.8% for NextRadio Cards, compared to average display ad click-through rates of 
.020%. Used to promote station or advertiser initiatives, the cards display information under music or program schedule 
information on the Now Playing screen inside the NextRadio app. TagStation parent Emmis Communications says they 
operate like a billboard and provide an additional way to present station and advertiser messaging by complementing the 
app’s enhanced ads with a richer content experience for the consumer. Emmis says the test results support the hypothesis 
that consumers will scroll down in the app to see what additional content they can uncover. In a news release, Paul Brenner, 
president of NextRadio, said the test results “start to shape what stations can offer to their advertisers or can help with 
station promotions, app awareness and other messages they want to get to their listeners.”

Univision Gives Entravision’s García Local Reins. Univision Digital has recruited multimedia exec Hilda García from 
Entravision Communications for the newly created position of VP, Digital Local Media. Univision’s local publishers ¬from 
TV and radio¬ will report to García, who is responsible for establishing editorial vision and guidelines and directing day-
to-day editorial operations. As primary liaison between Univision Digital’s local and national teams, García will be tasked 
with aligning local digital quality standards, strategy and direction with those of its national team, the company said in a 
news release. She’ll spearhead the development of digital and radio content with a local perspective for major Hispanic 
communities across the U.S. in addition to establishing and implementing social media strategies. Based in Miami, García 
reports to Borja Echevarria, VP and editor in chief, Univision Digital, and to Kevin Mills, VP of digital strategy. Before joining 
Univision Digital, García was VP of multimedia content and community development for Entravision. Before that she worked 
for the U.S. Hispanic media company ImpreMedia, first as news director and subsequently as VP of multiplatform news and 
information. She also held multimedia director roles at El Universal newspaper in Mexico City and El Nuevo Día in Puerto 
Rico, and was general Web editor for Mexican editorial company Grupo Expansión. 

New App Buy Is Easy Pray For Salem. As Christian-focused Salem Media Group continues to expand its digital portfolio, 
online division Salem Web Network has purchased the assets of the Instapray App. The platform allows iOS and Android 
users to add prayer requests, share them with a global network and receive notifications as “their prayers are prayed over,” 
the network says. Launched in mid-2013, Instapray has facilitated 50+ million prayers around the world. The acquisition of 
Instapray adds to Salem Web Networks’ portfolio of Christian websites and apps, which it says reaches 25 million monthly 
unique visitors and 37+ million Facebook fans. In all, its holdings include 117 radio stations, 
a publishing arm, nationally syndicated radio programming and national websites—including 
popular conservative sites townhall.com and hotair.com. “We are pleased to have Instapray 
join our mobile audience and to be able to take the app to its next level of growth,” said Rick 
Killingsworth, executive VP at Salem Web Network. “By leveraging our existing audience and 
resources, we can provide an even greater tool for people to come together in prayer and encouragement.” Instapray CEO 
and founder Fryderyk Ovcaric added in a release, “This acquisition is a clear strategic fit for both the Instapray and Salem 
audiences, allowing our platform to grow even faster while continuing its mission to connect people all over the world in love, 
mutual respect and support.” As Inside Radio previously reported, while Salem’s integral business remains radio, its name 
change to Salem Media represents the group’s continuing efforts to diversify revenue opportunities beyond the airwaves. 
The company now books one-third of its revenue from non-radio business.
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On The Inside With... Mark Fratrik
Heading into 2016, broadcast radio 
is facing intense competition for 
audiences and advertising dollars, 
and BIA/Kelsey’s senior VP and chief 
economist Mark Fratrik says radio 
stations have to push harder to get 
their share. He tells Inside Radio how 
they can keep pace—and thrive.

IR: How do you see the advertising 
market performing in 2016, and, in 
particular, how will broadcast radio 
fare?  
[2016] is going to be a decent year for 
overall advertising, in part because of 
political. That’s primarily in TV and a 
little bit for cable, but [less] for radio. 
In some areas it might be [more]. Overall, we expect 
advertising revenue to increase 3.7% in 2016. Over-the-
air, local radio will go up 1.5%.  

IR: Why do you think radio is lagging behind?
Radio is facing incredible competitive pressures from 
other audio entertainment and information sources. It is 
challenged to maintain its audiences. And radio is also 
facing a lot of competition from other advertising media, 
including local cable, online and Pandora. So radio has 
this dual competitive threat on their audiences, as well 
as their selling of advertising. With respect to political, 
it has always been a challenge for radio. Every even-
numbered year and presidential year, there is always 
a lot of hope for radio to garner some of the amazing 
amount of dollars and share the benefits that their TV 
brethren stations get. But it doesn’t seem to click as well. 
There are ads placed on certain types of radio stations 
targeting certain demographic groups, but it doesn’t 
have same broad appeal to campaigns as local TV 
stations. So the bigger increases for local TV stations, 
as well as local cable systems, which are increasingly 
getting political dollars, as well as growth of other new 
media, is boosting the overall 3.7% increase, which is 
higher than over-the-air radio’s revenues.

IR: Where do you see opportunities for radio stations 
to grow revenue? 
Certainly, online advertising for radio stations is going 
to increase. We estimate that radio stations’ online ad 
revenues are increasing 12%-13% over last year. A lot 
of radio stations realize that for really strong growth, 
they have to be in other areas. Primarily, that means 

online. The core radio business is 
paramount and the core business 
leads radio stations to get into 
these other areas. They can take 
advantage of the assets they 
have, like their local sales force. 
Radio stations can do this. Look at 
some companies, like Townsquare 
Media or Entercom, where their 
percentage of revenue coming 
from digital is much higher than the 
industry’s average 4%-5%.  I think 
radio stations should be focusing 
their efforts on digital. They should 
also constantly look for new and 
growing businesses that may be too 
small right now to spend money on 

radio. They could be emphasizing digital offers and, as 
that company grows, they may move into radio. Not only 
thinking about digital as being an additional service, 
but also a proving ground and early start for some 
businesses that can’t afford effective radio schedule. 
Stations need to constantly monitor new businesses. It 
means keeping an ear to ground.

IR: You mentioned that radio has a difficult time 
attracting political ad spending. What are the 
obstacles?  
You would think because of radio’s ability to target 
certain audiences, political campaigns would 
gravitate to certain kinds of stations. But it just hasn’t 
happened. TV works well, and now online can really 
target demographic groups. The common belief is that 
everyone who watches local or national news goes 
to vote. Campaigns know that. You’d think that would 
transcend a little and transfer over to all-news stations. 
In some areas, it is successful, but it hasn’t [caught] 
the fancy of political campaign managers….There are 
exceptions to this, especially when you go to more local 
campaigns who might not have finances to mount an 
aggressive TV campaign. They tend to use radio more, 
especially if you can get a radio station whose coverage 
patterns mirror a particular local jurisdiction. I think 
because of the ability to target demographically and to 
have specific geographic reach, radio stations should 
continue to try.

The Local Advantage — Fratrik says that playing up 
radio’s local strengths is key to topping the competition; 
read the exclusive story at InsideRadio.com
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LSM & DSM — BALTIMORE

Hearst is one of the nation’s most 
diversified media, information and 

technology companies and we 
believe in impactful live and local 
radio. Our Baltimore stations are 
news/talk powerhouse WBAL-

AM and the legendary 98 ROCK, 
and we are the flagship for the 

Baltimore Ravens and Navy 
Football. We need both a Local 
Sales Manager and Digital 
Sales Manager who share 

our desire to combine superior 
local content with exceptional 
sales leadership.  Our team 
is determined and energetic, 
and our work environment is 

respectable with a high standard 
of excellence. To Apply and Learn 

more about Hearst and these 
leadership opportunities: 

CLICK HERE     EOE

TWO POSITIONS AVAILABLE — BEASLEY MEDIA GROUP
Director of Sales (DOS) / Las Vegas, Nevada 

Director of Sales (DOS) / Fayetteville, North Carolina   
            
The Director of Sales manages sales activities of the following revenue lines: radio, digital, live events 
and our line of interactive products. This individual will manage and oversee the daily operations of the 
market’s integrated sales department. The successful Director of Sales will develop strategies to attain 
sales revenue and market share goals within the market.  

  The ideal candidate will: 
• Lead the local sales team in creating value and delivering results for advertisers;
• Develop and implement strategic integrated sales plans;
• Maintain a weekly on-street presence, meeting with key clients;
• Demonstrate ability to innovate and change quickly, based upon market and industry needs.

 
  Qualifications:

• Proven advertising industry experience including but not limited to:
 TV, Radio, Print, Digital ad products
• Track record of leading sales teams to meet and exceed revenue goals  
• 3+ years of overall advertising sales experience
• 3+ years of sales management experience 

Contact the following parties no later than January 8, 2016. 
Send cover letter and resume to:    

Heather Monahan heather@bbgi.com 
and Kim Barber kim.barber@bbgi.com 

Beasley Media Group, Inc. is an Equal Opportunity Employer.

qualGENERAL SALES MANAGER  — FORT WAYNE, IN
Are you driven to be the very best?

Are you a passionate natural born leader?
Do you enjoy coaching sales people to be successful?

If you answered “YES” to those three questions, you could be our 
next General Sales Manager, and you need to contact us NOW!

Federated Media is a true media company comprised of Radio, 
Newspaper, Entertainment and Digital Solutions in Northern Indiana. 
Federated Media Fort Wayne is now welcoming applications for a 
GSM opening in their six station cluster.  Federated Media Fort Wayne 
provides a unique growth oriented environment focused on providing 
solutions for our Clients, backing our sales teams with comprehensive 
resources and capabilities including the Center for Sales Strategy 
(CSS) Customer Focused Selling and Talent Focused Management.

Send resume to Jim Allgeier:
jallgeier@federatedmedia.com  

Confidentiality assured.  

Federated Media is an Equal Opportunity Employer.
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