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Borrell: Traditional media controls half of all local digital advertising.  One-third of the 
$104 billion spent on local advertising last year was sold by online companies.  That’s 
according to Borrell Associates data which shows that when the web advertising sold by 
radio and other local media is factored-in, digital’s share is far greater.  “Traditional media 
controls half of all digital advertising,” firm president Gordon Borrell says.  “So it still controls 
about three-quarters of all local advertising because they’re selling quite a bit of digital in 
the marketplace.”   The digital evolution means some ad formats have cooled while others 
have become must-buys.  Spending on targeted banner ads has doubled, for instance.  “If 
you’re running run-of-site banners, people don’t care anymore, they want them targeted,” 
Borrell says.  His firm projects digital video spending will jump 50% this year.  At the same 
time paid search is fading with marketers forecast to cut spending 5.7% on the format this 
year.  Email marketing is also said to be cooling while digital audio remains a tough sell.  “In 
all the surveys of small and medium size businesses we’ve done, we haven’t seen anybody 
asking for streaming audio advertising — it’s just not big to them,” Borrell says.   Overall, 
Borrell projects local advertising spending will increase 5.8% to $110 billion in 2015.  “There 
is a slight rise, but it’s not bouncing back to where it should be,” he says, pointing out that’s 
still below 2005 levels.   “Classic advertising [growth] has flattened,” Borrell says.  “Advertisers are spending a lot more on 
promotions, which is marketing, but it’s not classic advertising.”  Spending data shows local promotional budgets overtook 
local ad budgets in 2007, following a similar milestone in national advertising recorded two years before that.   These trends 
and the future of local media will be the focus of Borrell’s Local Online Advertising Conference, March 2-3 in New York.  
Inside Radio readers can save $100 on their registration fee by using the promo code “Inside100.”  Details HERE.

How’s Business? First quarter is off to a slow start.  The polar vortex of 2014 hasn’t returned, but the chill in first quarter 
ad sales appears to have blown in again.  Several radio group heads say they’ve seen an unexpectedly slow pace of activity 
across local markets in all four corners of the country.  Forward pacing data can be unreliable, particularly in the lighter 
revenue months of first quarter.  But the amount of money put on the books in January fell short of a year ago.  “It’s scary,” one 
group head says.  The data seen by Inside Radio suggests industry revenue is pacing mid-single digits behind 2014.   NRG 
Media COO Chuck DuCoty, who says his company shook off a slow January and has seen business improve in February 
and March, says one factor for last month’s softness may have been the calendar.  Most sales reps didn’t begin hitting the 
street until January 5 because of how the New Year’s holiday landed, cutting nearly a week from the month’s sales effort.

Radio markets are more intertwined than ever.  Radio has traditionally served as an early-warning system for what’s 
happening in the economy since it’s a lot easier to buy or cancel a radio spot than a multi-million dollar television campaign.  
And while Friday brought an encouraging jobs report from the government, retail sales numbers have been softer than 
expected — even with falling gas prices.  Radio remains at the whim of consumer sentiment.   “Advertisers are not going to 
spend a lot of money to start new campaigns unless they think they can get sales from it,” BIA/Kelsey chief economist Mark 
Fratrik says. “So, local markets have seen less than spectacular growth.”   The U.S. may have the strongest economy in the 
world at the moment but the economic recovery is still not at the level that America had become accustomed to. What’s 
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exacerbating things for radio is that the slower ad market comes at a time of bigger change.   It’s why Fratrik thinks when 
one market sees a pullback in business, it’s no longer isolated to one geographic region of the country.  “You can say that 
the economy is in the doldrums, but underlying that tepid growth there is all this additional competition for listeners and 
advertisers — and that hits every market equally,” he says.  Fratrik says there are still some optimistic signals for radio, such 
as how strong sales have been in the automotive sector, which traditionally is among the industry’s biggest advertisers.  BIA/
Kelsey forecasts radio revenue will grow 2% in 2015.

How did radio’s Big Three markets do in 2014?   New York is joining Los Angeles and Chicago in reporting softer revenue 
last year. New York market revenue decreased 5.6% to $549.1 million with both local sales (-6.7%) and national spot (-15.7%)
posting year-over-year declines.   Previously released Miller Kaplan Arase & Co. figures showed Los Angeles market revenue 
slid 2% to $614 million last year, while No. 3 Chicago declined 10.4% to $376.2 million.  But Deborah Beagan, executive 
director of New York Market Radio Association (NYMRAD), says a deeper dive into the data shows there were several 
category victories in her city.  Insurance roared up by a robust 33%, led by State Farm.  And health care grew 9% over the 
prior year.  Beagan says two of the market’s top 10 market advertisers increased their spending by double digits.  The Tri-
State Ford Dealers Association grew its radio budget by 13% and Cablevision was up 31%.  The three major cell phone 
carriers were all among the market’s top five advertisers, with Verizon Wireless leading the way as it upped its spending by 
nearly a third, allocating $9 million to New York radio. But it wasn’t enough to unseat automotive, which held onto its spot as 
New York’s biggest category, accounting for 16.3% of 2014’s total radio spend.  Beagan says the early weeks of 2015 have 
her optimistic, despite a so-so January. “February and March are showing some traction and trending up,” she says.  

Grammys present a high profile stage for copyright reform and royalties. The Recording Academy used its high-
profile Grammys broadcast last night to announce the creation of The Grammy Creators Alliance, a coalition of artists and 
songwriters, which it will use to lobbying Washington as copyright reform efforts move forward. “For the artists, songwriters 
and producers, we must promise them that new technology and distribution will pay them fairly,” Recording Academy 
president Neil Portnow said.  The announcement came at the end of an award show, and while it failed to explicitly push 
for a performance royalty on radio, the news came after several off-camera celebrations during the weekend where a radio 
royalty wasn’t shied away from.  Rep. Jerry Nadler (D-NY) told a Grammy Foundation luncheon on Friday that the inability 
to collect a royalty on broadcast radio airplay is “incredibly unjust” and the “most glaring inconsistency and injustice crying 
out for legislative action.”   Nadler didn’t say whether he’d introduce a bill pushing for a radio royalty, but he urged the 
music community to join hands in order to improve its odds in Washington.  “We need more than a few artists, we need 
a movement,” he said.  That’s apparently begun with the Grammy Creators Alliance as artists including Maroon 5 singer 
Adam Levine, Alicia Keys, Lady Antebellum and Steven Tyler, among others, already support its mission.   “Music activism 
is coming at exactly the right time,” One Republic frontman Ryan Tedder said.  “With all the changes in how we listen to 
music and the review of copyright laws which are set by Congress — music creators and fans must speak out now.”   The 
Academy says the lobbying group will be managed by a “managers’ think tank.”  Immediate reaction on social media to the 
announcement was mixed at best, with plenty of pointed comments about how well artists are already paid for their work.  
“[The] Grammy Alliance is a fun way to say ‘change scares us please give us absurd amounts of money that artists only see 
a fraction of’,” wrote one commenter on Twitter, reflecting the general tone of many of the posts.

Cumulus puts Washington land on the block.  A 75-acre site in a prime location just outside Washington in Bethesda, MD 
has been the home of a four-tower array for WMAL (630) for more than 70-years.  But its radio use is coming to an end as 
Cumulus Media has put the land up for sale as part of an ongoing sell-down of noncore assets.   The company hasn’t said 
where WMAL will be moving.  Broker CBRE Group hasn’t listed an asking price in its public documents but the land could 
fetch as much as $50 million according to one veteran of Washington area real estate.   The property is zoned residential 
which means a real estate developer could easily subdivide the land to build 300 homes or more.  Cumulus has said it 
expects demand to be strong and believes it could have a buyer lined up by year’s end.   Meanwhile in Los Angeles, Cumulus 
expects to finalize the $125 million deal over the next year.  The company earlier sold its 1.59% stake in the San Francisco 
Giants for $13 million.  
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Moonves calls CBS merger speculation ‘a lot of noise’ and plays down deal possibilities.  “I want to be alone” may be 
Greta Garbo’s best-known movie line, but it may well be CBS chief Les Moonves’ refrain in the coming months.  “Right now 
we’re very happy in being alone,” he said Friday, damping down speculation CBS is ripe for a merger.  “There’s a lot of noise 
out there,” Moonves told CNBC.  His comments came after the New York Post reported Moonves was talking with bankers 
and private equity firms about bankrolling his potential buyout of National Amusements’ stake in CBS.  Some analysts are 
also pushing for a reversal of the 2006 split of CBS and Viacom.  “In terms of interaction, there isn’t a lot of crossover,” 
Moonves countered.  If anything, he seemed to suggest a combination with Time Warner would be a better fit.  “We are 
probably closer to Time Warner in many ways than any other media company,” he said, pointing to their alliances on the 
CW Network and sharing of NCAA television broadcasts.  But Moonves said what may make sense on paper isn’t likely to 
happen anytime soon.  “Both companies are doing extremely well on their own,” he said.  “Let’s just wait and see how the 
world progresses.”
 

Journal and Scripps set shareholder vote.  It won’t be the “big day” in the pending nuptials of Journal Communications and 
E.W. Scripps, but March 11 will certainly be a pivot moment for their merger.  That’s the date the two companies will put their 
combination to a shareholder vote.  They’ll occur simultaneously — Journal’s in Milwaukee and Scripps in Cincinnati.  The 
three-step deal will actually require shareholders to first approve the spin-off of each company’s print assets into the newly-
created Journal Media Group.  And then they’ll need to okay the tax-free merger of the remaining broadcast holdings into 
Scripps.  Journal shareholders will also cast a non-binding, advisory vote on the payment of golden parachutes to company 
executives, some of whom will be out of a job when the deal closes.  When the dust settles, current Journal shareholders 
will own about 31% of Scripps, and Scripps stock owners will receive a $60 million dividend.   The Federal Communications 
Commission, Department of Justice and Securities and Exchange Commission have each cleared the deal so a closing 
is likely to occur in the second quarter.  The two companies expect to rack up millions of dollars in costs — $20 million at 
Journal and $32 million at Scripps — paying advisors, attorneys, filing fees, and other costs to get the deal done.

Thin public file leads to fat fine for Oregon stations.  A lack of multiple issues and program lists in the public file at five 
Oregon stations from 2008 through 2011 will cost Pacific Empire Radio $25,000 in fines.  The FCC has upheld the penalty 
against the stations, which the Enforcement Bureau says could have totaled twice as much under the agency’s rules.  Pacific 
Empire had argued the public file requirement violated federal law governing small business, contending the agency’s rules 
are outdated and irrelevant.  But the FCC says the defense has “no merit” and ordered Pacific Empire to pay up within 30 
days.  The stations include “The Rock 98.7” KUBQ, the oldies simulcast of “The Boomer 95.3 and 105.9” KKBC-FM (95.3) 
and KRJT (105.9) and the “Super Talk” simulcast of KLBM (1450) and KBKR (1490) in the Baker-La Grande, OR area.
 

Inside Radio News Ticker...Staples targets small biz with radio…The proposed Staples-Office Depot merger could mean 
one less retail advertiser, but for now Staples is returning to radio with a new ad targeting small business customers.  The 
“Make More Happen” branding campaign features the “Staples Guy,” who helps small business customers.  The ads started 
airing yesterday (Feb 8) on radio, as well as broadcast and cable TV networks, digital and social media…BlogTalkRadio 
hires programming strategist…The quickly evolving podcasting business has led BlogTalkRadio to bring a veteran of radio 
and television onboard as a programming strategist.  Denise Oliver will help develop spoken work programming and form 
content partnerships.  Oliver is a network radio veteran — she worked at ABC Radio Networks, Westwood One and United 
Stations Radio Networks.   But her biggest impact may have been introducing Howard Stern and Robin Quivers and bringing 
them to “DC101” WWDC, Washington.  Andy Toh, BlogTalkRadio’s chief architect and general manager, says Oliver’s years 
in radio will help him add the “flair and structure needed to attract and engage listeners” of the eight-year old platform...Read 
more People Moves HERE.
 

Correction:  A story in Friday’s Inside Radio incorrectly reported Lincoln Financial Media posted an operating loss in 2014.  
It should have said parent Lincoln National recorded a $28 million loss related to the pending sale of the media division to 
Entercom.
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Media Monitors Adds More Muscle 
with MM Analytics 

 » Not only did Media Monitors create 
a graphically stunning new tool for 
advertisers and stations, but the power 
of the MM Analytics dashboards will 
help you truly understand what is 
happening in your market. 

 » In this dashboard (graph:1A), you 
can see Category Share within Quick 
Service restaurants. You can quickly 
determine Instances by Account: See 
where the spots ran and a get a quick 
comparison of last year — this year by 
client.

 »  Daypart distribution (graph:1B) gives you a 
dynamic way to see what advertisers landed in a 
daypart. By understanding how an advertiser buys 
their time, a radio sales executive can better meet 
their client’s needs.

These are just some of the questions this innovative 
way of data mining can deliver: 

 » What is the advertising activity for each account 
in my category? 

 » What is the share of media for a given account 
for a given period and the same period in the 
previous year? 

 » What is the media outlet distribution for my 
accounts? 

 » Who is advertising with my competition but not 
with me?

Contact us now for more information.

(graph: 1A | Enlarge)

(graph: 1B | Enlarge)

Great ideas and products featured in Must Read Monday come from innovative companies, sponsors and our greatest 
resource-our readers! If you have a success story or idea to share, email: MRM@insideradio.com.
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MORE OPPORTUNITIES 
@ INSIDERADIO.COM >>

KRNB AFTERNOON 
DRIVE PERSONALITY

Are you a multi-dimensional, 
superstar media personality? 
Do you “live” and “breathe” the 
“Smooth R&B” 25-54 lifestyle?  
Can you captivate listeners 
on-air, on social media and in-
person? Have you mastered PPM 
and appointment listening?  Do 
you seek every opportunity to 
engage listeners where they live, 
work and play? If so, Service 
Broadcasting may have a rare 
career opportunity for you. 
 
Our new KRNB Afternoon Drive 
Personality must know how to 
connect emotionally with listeners 
to positively impact ratings and 
relationships. This is a position for 
an “entertainer,” not a jock. 

Send your mp3, resume, 
references and social media 
links to: SBG HR Manager

Debbie Henry at 
jobs@KRNB.com

No phone calls please. E.O.E.

DIRECTOR - STRATEGIC INITIATIVES
iHeartMedia, Inc. seeks a Director, Strategic Initiatives. This 
position will drive the development and implementation of diverse 
company strategic initiatives, will link and align the efforts of diverse 
groups across the organization and be a change agent making sure 
“things happen”.  Given our extensive presence throughout the US, 
this role will require regular travel to various company operations.

The Strategic Initiative Office is a team of the CEO which provides 
thought partnership, project management and analytical support to a 
large number of divisions within the company. The SIO partners with 
key stakeholders, from private equity owners and the executive team 
to regional/functional teams in highly visible strategic and operational 
initiatives targeting critical value drivers for the company. 

The ideal candidate will have demonstrable success in helping develop 
revenue enhancement and cost reduction strategies, and being part of 
large-scale change programs in multi-site, decentralized businesses.

A background in consulting, particularly with 
a firm focused on strategy, operational 
transformation and change management, is ideal.

For a full list of qualifications and 
requirements or to apply for this 
position, please CLICK HERE.

iHeartMedia is an equal opportunity employer.

MARKET MANAGER & SALES EXECUTIVES
Nashville/Memphis/Kansas City/Ft. Wayne/Modesto/

Fresno/Lincoln/Omaha

Bott Radio Network a national leader in quality Christian Talk Radio 
is seeking an experienced Market Managers & Sales Executives 
in several markets. The ideal candidate will have at least five years’ 
prior experience in sales management and outside sales. Candidate 
must have a proven sales in achieving team goals and individual sales 
goals. Must have superior leadership and communication skills, and 
the ability to train and develop top performing sales people to grow 
local and regional revenue. Must be skilled at prospecting, qualifying 
and closing new accounts, while servicing existing accounts, including 
effective scheduling, copywriting, exceptional account service and 
computer skills. Radio experience is preferred. If your experience is 
a good match, send your resume and cover letter to: 
 
Pat Rulon 
10550 Barkley
Overland Park, Kansas 66212

Or you may fax to Pat Rulon at 913.642.1319,
or email: prulon@bottradionetwork.com                   E.O.E.

PLACE YOUR 
JOB OPENING HERE!

EMAIL: 
ADS@INSIDERADIO.COM 

RADIO PROS 
FOUND HERE!
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