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MIW analysis: Little progress in closing radio’s gender gap.  The best radio management opportunities for women continue 
to be in sales and the worst in programming, according to the annual gender analysis released today by the Mentoring and 
Inspiring Women in Radio (MIW) Group.  Last year, three in ten 
U.S. broadcast stations (30.4%) had a woman sales manager 
— 31.6% in the top 100 markets.  Both numbers inched up 
slightly from 2013 but haven’t substantively changed in the 
past decade.  Radio’s glass ceiling for women is most firmly 
in place on the other side of the building.  Women currently 
program just 11.2% of stations, up only fractionally from eight 
years ago (10.7%).  The silver lining is that more women are 
being hired as program directors in the top 100 markets 
where they now represent 12.2% of programmers, up more 
than one full percentage point from 11% in 2013.  

Less than one in five stations has a woman in charge.  In radio’s corner office, there were slightly fewer women holding 
the general manager position last year (17.4%) than in 2013 (17.8%).  That’s just 2.5 percentage points higher than a 
decade ago, according to the Mentoring and Inspiring Women in Radio (MIW) Group, underscoring the difficulty women 
experience in rising through the ranks.  But it gets worse in the top 100 markets, where the numbers aren’t keeping up with 
the national average.  Last year 16.2% of stations in top 100 markets were managed by women, down from 17.7% in 2013. 
MIW spokesperson Kay Olin thinks the biggest hurdle for women isn’t getting promoted, it’s finding the job opening as station 
payrolls shrink.  “There is less opportunity and less women in position to mentor other women,” Olin says. The MIW group 
of top-level female broadcasters uses its influence and resources to help women in radio develop strong management and 
leadership skills.  Olin says its latest report conveys another reminder “that we all can make a difference through mentoring 
and nurturing future leadership.”  MIW has been tracking radio’s gender makeup for 15 years, using station data provided 
by Inside Radio/M Street Corp. 

Inside Radio analysis: AC exits Holiday book in stronger shape than last year.  January’s annual ratings reset put AC 
stations in a stronger position than one year earlier, a promising start for a format that sunk to record low ratings in 2014.  
The average AC station’s 6+ share was 5% higher in January 2015, compared to one year earlier, in the first batch of PPM 
reports issued yesterday by Nielsen. That’s the same year-over-year percentage growth that all ACs exhibited in the Holiday 
2014 survey, suggesting that programmers succeeded in efforts to recycle some of their Christmas cume into January.  With 
AC at its lowest 6+ numbers ever in PPM measurement last year, the bigger January start couldn’t have arrived at a better 
time.  The average AC station’s 6+ share in markets released yesterday grew 5.8-6.1 (Jan 2014-Jan 2015).  But some had 
much larger gains.  In New York, “106.7 Lite FM” WLTW grew 6.5-7.4 year-over-year.  In 
Los Angeles, iHeartMedia sister “Coast 103” KOST jumped 4.7-5.6.   That kept KOST at 
No. 1 in January, a position typically held by either CHR KIIS-FM or hot AC “104.3 My FM” 
KBIG.  Only one AC didn’t do better than last January:  “More FM” WBEB in Philadelphia, 
which had an exceedingly high 8.8 last January.  When non-AC stations that went all-
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Christmas are factored in — like CBS Radio classic hits KLUV and Salem contemporary Christian KLTY in Dallas — the 
average all-holiday station started 2015 with ratings 7% higher than one year earlier.  The year-over-year improvement is 
likely a halo from the strong ratings the stations posted in the Holiday survey, when listening to Christmas stations was so 
high it actually lifted total radio industry usage over prior year levels. 
 

Radio One’s ‘Boom’ is more like a boomlet in latest ratings.  Radio One CEO Albert Liggins may have wanted to lower 
expectations for the company’s classic hip-hop brand when he told analysts last week that the format “takes off like a rocket 
and then the ratings come down to Earth.”  The company’s three “Boom” stations fell further from the stratosphere in January 
PPM ratings released yesterday by Nielsen.  Houston’s “Boom 92” KROI — which made the biggest initial burst, tripling its 
share in one month — posted a third consecutive monthly down trend.  KROI has lost one third of its 6+ AQH share in three 
surveys.  After debuting with an explosive 3.2 in November, Houston’s “Boom” is now more like a boomlet, trending 2.9-
2.5-2.0.  In Dallas, “Boom 94.5” KSOC is back to the 2.6 share it had in September — before Radio One morphed it from 
urban AC “K-Soul 94.5” to classic hip-hop.  KSOC peaked in December with a 3.4.  Philadelphia’s “Boom 107.9” WPHI-FM 
is the only one to maintain its market position.  After debuting with a 3.8 in December, it has held 3.9-3.7.   Liggins said that 
although he expects ratings to fall back, Radio One remains committed to making classic hip-hop part of its typical urban 
radio cluster.  

Not so big debut for Chicago’s ‘Big 95.5.’  Rome wasn’t built in a day and neither are powerful radio brands. That was 
reaffirmed by the debut ratings book for iHeartMedia’s Chicago country upstart.  “Big 95.5” WEBG  debuted with a 1.0 share 
6+, down from the 1.6 farewell book left by predecessor regional Mexican “El Patron 95.5” WNUA.  Still, “Big” did manage 
to ding CBS Radio’s “US 99.5” WUSN.  The heritage country radio brand had a 3.3 in January, down from November’s 
4.1, before the holiday format disrupted country listening.  That’s the lowest non-holiday share for WUSN in at least a year.  
Promising “Chicago’s most commercial-free hit country,” WEBG bowed January 5, four days into the January survey, which 
covers January 1-January 28.  Visit StationRatings.com for more January PPM results.  

Court upholds Katrina damages ruling for Cumulus.  The Louisiana Court of Appeals has upheld 
nearly all of an $11.8 million awarded to Cumulus Media from its insurance company for Hurricane 
Katrina related damage.   However, the three-judge panel said Axis Reinsurance Company is off the 
hook for a quarter of that award — $2.95 million — for the time being.  The court said the jury’s “bad 
faith” penalty against the insurer to cover legal expenses was premature since Cumulus offered no 
evidence detailing how much was spent on legal fees during the nearly decade-long legal fight.  The 
judges sent that back to a lower court to decide.   The ruling is a fresh reminder of how much the 
market’s stations struggled after the August 2005 storm.  In the aftermath of the hurricane, then-Citadel Broadcasting owned 
KKND (102.9) was off the air for 134 days.  Cluster-mate KMEZ (106.7) was dark for 32 days.  And sister WRKN (92.3) 
was silent for 17 days.  Making matters worse for the cluster was Entercom and Clear Channel stations largely remained 
on the air, pulling listeners away. Citadel filed a business interruption insurance claim with Axis, which agreed to pay only 
$1.94 million, arguing the policy didn’t cover more losses since it determined the cluster’s listeners were not its customers.  
A lawsuit was filed and after a six-day trial in November 2013, the jury handed Cumulus an across-the-board victory, going 
beyond what the company’s lawyers sought.  A month later the trial judge rejected Axis’ request for a new trial.  

Radio royalty supporters hope offense is best defense.   Looking to blunt the impact of a lobbying blitz next week by 
broadcasters, the music community is stepping up its outreach on Capitol Hill this week.  The latest example is the grassroots 
musicians group which calls itself the Content Creators Coalition.  It has fired off a letter to lawmakers asking them to refuse 
to sign a circulating resolution opposing a performance royalty on broadcast radio.   While it breaks new ground in the 
decades-old debate, the artists group says radio gets “an unwarranted special privilege” and the current law needs to be 
changed. Meanwhile the pro-royalty Music First Coalition says “thousands” of letters have been sent to Congress during 
the past three weeks with a similar message.   But Congress is currently on recess and most members won’t return to 
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Washington until next week.  That’s when the National Association of Broadcasters’ annual State Leadership Conference 
will include several days of lobbying by station owners and managers.

Big opening at Univision after No. 2 executive resigns.   Univision Communications’ second in command, senior executive 
vice president and chief financial officer Andy Hobson, has made a surprise exit.  Hobson was with the company since 1993 
and had been in his most recent position since 2005, remaining in the post after a group of private equity firms bought the 
Spanish media giant in 2007.  “We thank Andy for his numerous contributions to the company over many years,” CEO Randy 
Falco said in a statement.  No reason for Hobson’s departure was given and a company statement said he “played a notable 
role” in the company’s growth.  That included its $3 billion buyout of Hispanic Broadcasting Corp. in 2002 that made Univision 
the largest operator of Spanish-language radio stations.  Before joining Univision, Hobson was a principal at Chartwell 
Investment Partners, where he was instrumental in the 1992 leveraged buyout of Univision.   Hobson’s exit came just days 
after Univision reported its 2014 earnings.  It also comes on the heels of Hobson’s acknowledgement on a conference call 
that the company’s private equity owners are likely to seek an exit in their holdings, likely through a public offering in the next 
12 to 18 months.  “It’s as certain as death that one day they will sell their ownership interest in Univision,” Hobson said.   For 
now, Univision EVP of finance and chief accounting officer Peter Lori will serve as interim CFO while the company conducts 
a search for a new chief financial officer.  “I am pleased that we have a first class financial team in place and I am confident 
Univision is in a strong position, financially and operationally, and has a great future ahead,” Falco says.

Townsquare expands syndication with ‘Pop Crush Nights.’  Townsquare Media is handing over nights on 38 of its CHR 
and hot AC stations to a new syndicated show that grew out of a website.  “Pop Crush Nights” takes its name from the pop 
culture and music destination Popcrush.com, one of 16 pureplay web brands the company has developed since its inception 
in 2010.  Hosted by personality Lisa Paige, the show replaces a mix of local and syndicated programming that had been 
running on the stations.  Paige has worked at a string of major market CHRs, including “Z100” WHTZ, New York; WFLZ, 
Tampa: “Q102” WIOQ, Philadelphia; and “92.3 Now” WNOW-FM, New York.  Townsquare says the show will feature music 
and trending entertainment and music information.  “Pop Crush Nights” follows similar centralized night shows Townsquare 
has developed for its country and rock stations.  In 2012, it launched “Taste of Country Nights,” followed by last year’s 
“Loudwire Nights.”  Both leveraged national websites to create daypart shows that could be distributed across similarly-
formatted stations.   Townsquare SVP of programming Kurt Johnson says the latest offering “strengthens our brands across 
our terrestrial, digital and live events platforms.”  All three shows are available in syndication to stations outside Townsquare 
through Compass Media Networks.   They’re part of a night-time radio syndication trend that includes such shows as 
Cumulus Media’s “Nash Nights Live” and iHeartMedia’s “Sixx Sense.”   “Pop Crush Nights” will based at Townsquare’s 
studios in New York and Dallas.

‘Franken FMs’ fight to hold onto their radio audience.  They’ve despairingly been called “Franken FMs” but like Mary 
Shelley’s creature, low-power TV stations using their channel 6 dial position to go after radio listeners live on.  The Federal 
Communications Commission has begun a formal review to determine whether to keep in place the ad hoc rules that permit 
the cross-media service. So far, opinions are mixed.   Murray Hill Broadcasting — owner of WGWG-LP, Chicago and WLFM-
LP, Cleveland — says holding off the guillotine for the LPTVs “clearly serves the public interest” by delivering “invaluable 
programming” to local audiences.  It points out its “87.7 La Mega” is one of the only Spanish-language stations in northeast 
Ohio and that it carries the play-by-play of the Cleveland Cavaliers in Spanish.  It also notes that the smooth jazz format 
that earlier aired on WGWG-LP in Chicago was at one point the second-most listened-to station in Chicago among African 
Americans aged 35-64.  “Without the availability of 87.7 FM, these diverse ethnic audiences would not have access to an 
important news and entertainment resource,” Murray Hill manager Lawrence Rogow writes in a filing with the Commission.  
There are currently 16 LPTVs targeting radio listeners.

EMF: LPTVs on FM have some merit.  Murray Hill has some support for its pro-low-power TV arguments from Educational 
Media Foundation, which despite owning more than 300 full-power radio stations and several hundred FM translators, also 
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leases a LPTV carrier signal.  Since 2010 it has bought time on Venture Technologies Group’s KBKF-LP to bring its “K-Love” 
format to San Jose.  “This station has been successful in reaching the listening audience in San Jose and beyond,” it tells 
the Commission. EMF says it “fully supports” the FCC allowing LPTVs to continue operating as de facto FMs, claiming they 
allow “diverse, niche radio programming” to reach new audiences.  But EMF thinks regulators should explicitly state that the 
LPTV service is secondary to any noncommercial FM operating at the low end of the FM band.  In the past, FMs have had 
to protect full-power analog channel 6 operations.  The upcoming repacking of the television dial after the 2016 TV incentive 
auction could see some LPTVs relocated off channel 6 to other spots on the analog TV dial.  EMF proposes any station that’s 
shifted be allowed to continue providing a complementary audio service at 87.7 FM.  It compares it to how FMs that make 
the switch to digital get HD2 side-channels.

NPR: LPTVs targeting radio listeners is a ‘misguided’ idea.  Giving low-power television stations that target FM listeners 
a new lease on life not only presents “significant” technical challenges, it also has bigger policy implications. So says 
National Public Radio in a 17-page  takedown of the idea. The pubcaster calls “misguided” attempts to allow the situation 
to continue past the DTV conversion, suggesting that the FCC instead allow traditional FM radio stations to step in and 
use the spectrum.  “The Commission could license many more FM radio stations to use the same amount of spectrum to 
offer a multiplicity of such services,” it writes in a filing.   Engineers agree the 6 MHz of spectrum used by low-power TV 
stations could accommodate many more FMs that use less bandwidth, although the exact number would depend on the 
market.   NPR is so far one of the few broadcasters to go public with its belief that the FCC should pull the plug on LPTVs 
“masquerading” as FMs, as it puts it.  If the status quo is allowed to continue, at the very least new interference rules should 
be adopted to give FMs a larger protected contour, it argues. While a proceeding has been opened, NPR calls the discussion 
over whether to allow LPTVs to remain on channel 6 to target FM listeners “premature” and suggests any decision be put off 
indefinitely until the broadcast auction and repacking process has been completed.   It’s a timeline that realistically stretches 
into the 2020s.  For now, the FCC has said LPTVs can remain on the air past September 1, which had previously been their 
sunset date. (MB Docket No. 03-185) 

Inside Radio News Ticker…Radio Disney tally grows…What’s a Miami AM worth? The Walt Disney Company’s just-filed 
sale of “Radio Disney” station WMYM, Miami (990) is offering a big clue.  Actualidad Radio Group will pay $2.1 million for 
the 5,000-watt station.  Disney earlier announced spin-offs of stations in New York, Detroit and Houston as it refocus on a 
strategy of distributing its children’s network on the web…Wireless ad spending ramps up…Four of radio’s biggest-volume 
advertisers last week were wireless companies.  Media Monitors’ Spot Ten ranker shows the category brought more than 
140,000 ads to stations it tracks.  Verizon Wireless aired the most, and was No. 3 behind Geico and Walgreens.  MetroPCS 
was No.8 as Boost Mobile and AT&T Wireless rounded out the top 10.  Not far behind were Sprint (No. 12) and T-Mobile 
(No. 17)…Leykis: my podcast is profitable…Longtime radio talker Tom Leykis is shedding some light into the economics 
of podcasting.   He reveals his four-person company turned a $2,500 profit last year on $527,000 in revenue.  The numbers 
may not be big, but Leykis tells USA Today, “It’s a start.”  Leykis turned to podcasting in 2012 after he found broadcast doors 
closed.  He says the audience for his daily three-hour (6-9pm ET) show increased 65% last year despite charging an $11 
subscription fee…People Moves...There’s a new afternoon show in Phoenix.  Read the latest People Moves HERE.
 

Digital isn’t enough at Reno college.  They want FM.   Millennials may be a digital-native generation, but the web alone 
apparently isn’t satisfying their radio hunger.  The latest example comes from the University of Nevada at Reno, where 
students will broaden the reach of their “Wolf Pack Radio” in an unusual FM extension.   Progressive Leadership Alliance-
owned adult alternative “Radio Free Nevada” KXNV (89.1) will carry several student-produced shows.    KXNV is a new 
Class C2 station that signed on in November.   Before the shows air on the signal WPR will first review and edit them to 
make sure the language doesn’t violate FCC rules.  WPR station manager Tom Snider says even though students were 
streaming and had a carrier current AM station, they wanted a way to reach more people on radio.  “This is us slowly inching 
into becoming 100% FM and just working with as many people in the community as we can,” he tells the Nevada Sagebrush.
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CarPoint: Radio’s Digital Solution

Automotive dealers are spending more on digital 

each year, while radio spending has decreased. 

CarPoint will help you reverse the trend.

CarPoint combines the power of radio with digital 

to produce new and used car leads for dealers that 

advertise on your station. It’s a  PROVEN program 

developed for Radio BY Radio.

What is CarPoint?

CarPoint is a station-branded, turn-key lead 

generation system that connects your listeners to 

the automotive dealers who advertise with you.  

Car Point offers accountability. We know radio 

works. Now radio can deliver sales leads directly 

to dealers.

How well does 
it work?

“Car Point has been 

a huge success for 

us up-selling existing 

dealers and bringing on 

new ones.”  — Sound 

Communications, NY

 

California: Station group 

saw auto revenue increase by 40%!

It’s easy to get started with 
CarPoint 

•	 Get up and running in 2 weeks

•	 Market exclusive

•	 100% barter

Dealer dollars are going 
digital. Get your share. Call 
today for more information.

Rob Koblasz

Phone: 1-800-735-0060

Email: Rob@sunfunmedia.com

carpointmedia.com

DEALER DOLLARS ARE POURING INTO DIGITAL...
YOU CAN COMPETE!
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PROGRAM DIRECTOR - HOUSTON
93.7 The BEAT KQBT Houston is looking for a Program Director 
who will oversee and approve all on-air aspects.  Candidate will need 
to possess abilities to maintain and build ratings as well as assist the 
sales department in generating revenue.  
 
For a full list of qualifications and responsibilities, or to apply now, visit
www.iHeartMedia.com  

iHeartMedia is an equal opportunity employer and 
will not tolerate discrimination in employment on 
the basis of race, color, age, sex, sexual orientation, 
gender identity or expression, religion, disability, 
ethnicity, national origin, marital status, protected 
veteran status, genetic information, or any other 
legally protected classification or status.

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.

MANAGER, CLIENT SOLUTIONS - CHICAGO
iHeartMedia in Chicago seeks a Manager, Client Services. This position will lead or collaborate in 
ideation and development of strategic marketing programs for national advertising clients supporting 
iHeartMedia’s sales team. The Manager, Client Solutions will utilize understanding of multi-media assets 
to create large-scale and compelling national programs that win business.

This position will provide program ideation support to assigned sales teams and high-priority clients to help 
formulate innovative marketing strategies and promotional campaigns.  The manager will h]lp develop 
and write integrated marketing proposals (radio, events, digital, outdoor) for clients in partnership with 
relevant divisions of iHeartMedia

Candidates should have at least 6 years of relevant work experience in Media, Marketing 
or a related field. Preferred experience including radio planning or sales marketing, 
account strategy or media agency experience. Minimum Bachelor’s degree in related 
fields, such as Marketing, Business or a related field.

For a full list of qualifications and responsibilities, or to apply for this position, please 
CLICK HERE. iHeartMedia is an equal opportunity employer.

DIGITAL SOLUTIONS SALES - ANY U.S. LOCATION
Triton Digital’s Publisher Development Team is responsible for 
building Triton’s audio publisher network through the direct-sale and 
licensing of Triton’s AMP Platform and Triton’s Audio Platform.

Success in this digital solutions role will require proven talent in 
sales, a knowledge & passion for digital media, as well as the ability 
to manage through a complex sales process. Strong communication 
& presentation skills are essential as well as an entrepreneurial desire 
to help prospective and current clients grow their business with Triton 
solutions.  E.O.E.

If the description above depicts you, 
send resume to: jobs@tritondigital.com

tritondigital.com/about-us/careers 
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