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Mobile listening is growing twice as fast as total streaming.  Despite Thanksgiving week listening 
declines, internet radio continued its sharp upward trajectory in November with 3.82 million Average 
Active Sessions in the U.S. during the Monday-Friday, 6am-8pm daypart and 3.16 million during 
the Monday-Sunday, 6am-midnight time frame. That’s a 24.5% weekday increase and a 26.9% 
total week surge when compared to November 2013.  The steady, ongoing shift away from listening 
on desktops in favor of mobile devices continued in November — year-over-year mobile listening 
grew twice as fast as total listening, up 50.7% in the weekday daypart.  More than two-thirds of all 
streaming listening now takes place on a mobile device (69.2%) up from 62.5% in January 2014.  
But some markets are more mobile-friendly than others.  Leading the list are Houston, where 79% of 
weekday webcast listening occurs on mobile devices.  Close behind are Los Angeles (76%), Dallas 
(76%), San Francisco (72%) and New York (71%).  

How do holidays impact online radio listening?  The Thanksgiving holiday took a bite out of internet radio listening in 
November.  Total Average Active Sessions fell 30% on Thanksgiving Day and Black Friday during the 6am-8p daypart, 
according to November webcast metrics released by Triton Digital. That contributed to an 11.3% drop during the week of 
Thanksgiving when compared to the prior week.  It was enough to depress November listening levels, compared to October, 
for 15 of the top 20 webcasters reported by Triton.  Only five measured streamers posted October to November gains and 
they were miniscule:  Pandora (.06%), EMF (.6%), Univision (.07%), Accuradio (.8%) and Radio One (.3%)  The turkey-week 
declines tilted more toward desktop listening and broadcast streams, both of which are popular in the workplace, where 
webcast consumption is most disrupted during holidays.  Desktop listening during the week of Thanksgiving dropped 24.3%.  
But mobile listening was off by only 0.9%, suggesting that consumers still found time to listen in environments when they’re 
not tethered to a computer.  Both pureplays and broadcasts streams lost listening during Thanksgiving week though at 
different rates. Pureplay listening was down 8.3% while broadcast streams declined 29.5%.   The majority of the top listened-
to formats were down 30% to 40% during the holiday week, with sports having the largest decline at 43.8%. Read Triton’s 
November Webcast Metrics HERE

Copyright report renews threat of radio performance royalty.  For decades the U.S. Copyright Office has backed the 
implementation of a performance royalty on broadcast radio, and it’s not wavering from that position as it wraps up a 
year-long review of the music industry.   What’s different about its sweeping 202-page report of recommendations is that 
Congress, for the first time in years, is looking at updating copyright law.  The Copyright Office has been holding hearings 
and collecting comments on the music industry since last March. After all that, it all but dismissed broadcaster assertions 
of a reciprocal promotional value to airplay, calling them “predictable,” and saying the “market-distorting impact” of FM/AM 
radio not paying “cannot be overstated.”  And the Copyright Office says the exemption 
is causing “harm” to competing satellite and internet radio providers, but offers no 
explanation for how it came to that conclusion.  Instead, it concludes streaming is now 
what matters.  “As consumer preferences shift away from music ownership, the potential 
for sales is becoming less relevant, and the promotional value of radio less apparent,” 
the report says.   The MusicFirst Coalition, which advocates for a radio royalty, views the 
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report as a “game changing moment” and it gives it fresh ammunition.  But the Copyright Office’s recommendation would 
need to be acted on in Congress, which has become a graveyard for performance royalty bills in recent years.  The National 
Association of Broadcasters all but dismissed the report, saying the Copyright Office continues to look at the issue through 
the lens of copyright owners.  “We’re pleased that Congress recognizes the unparalleled promotional value of broadcast 
radio, and has rejected a punitive new fee on local stations,” an NAB spokesman says.

Sideline the courts and put us in charge, Copyright Office concludes.  The performance 
royalty debate has dragged on for decades but there’s a less sexy section of the Copyright Office’s 
report on the music business that could have a bigger impact on broadcasters.   It recommends 
shutting out the federal rate courts from the ASCAP and BMI rate-setting procedures.  Instead, it 
believes the Copyright Royalty Board is better suited for dictating what stations pay to songwriters.   
“It seems only logical to consolidate the music rate-setting proceedings in a single specialized 
tribunal,” the Office concludes.  To force the hand of music users, such as radio, it also proposes 
doing away with interim rates which allow stations to keep playing records while a rate battle 
plays out.  With the threat of losing its music, the Office argues, it would give the performance 
rights organizations more leverage. ASCAP president Paul Williams says he’s encouraged the 
Copyright Office sees the music licensing system as unresponsive and in need of reform.  “The report emphasizes how 
the current system undervalues musical works,” he says.  It’s also particularly well-timed since the Department of Justice is 
currently examining the 70-year consent decrees governing ASCAP and BMI.   If the DOJ goes along with the proposal, the 
switch could cost the radio industry hundreds of millions of dollars.  That’s because the rate court judges have in recent years 
been far friendlier to broadcasters, most recently slashing what stations pay and putting massive multi-million dollar refunds 
in company’s pockets.  The CRB, on the other hand, is best known for establishing streaming royalty rates so high that most 
webcasters said they would have gone out of business if they had been actually required to pay them. 
 

ESPN shakes up affiliate model with new ‘Hometown’ sales alliance.  The station-network relationship may never be the 
same if a new ESPN sales initiative plays out like the sports network expects. The just-launched division Hometown, being 
carved out of ESPN’s national sales group, will create what amounts to a multiplatform unwired network as it sells marketers 
local market reach.  “We’re targeting national advertisers who spend dollars at the local level,” SVP of multimedia sales 
Wendell Scott says. The plan is to present advertisers with a menu of ESPN’s national, regional and local assets — from 
network radio and TV programming, to regional TV sports networks, to local radio and websites.  “We’re not just finding a 
new way to re-write the same local dollars that radio affiliates would do on their own, it’s a combination of putting together 
multiplatform assets at the market level,” Scott says.  For affiliates, Hometown presents a new way to produce revenue and 
gain access to marketing budgets that no station alone could secure.  ESPN declined to say how the revenue will be divided, 
but Scott says reaction among its more than 500 affiliates is encouraging.  “We will be bringing them into significantly more 
discussions and give them more opportunity to work on more business,” Scott says.  Hometown’s introduction comes ahead 
of the redesign of ESPN.com, which will feature new “clubhouse pages” with geo-targeting capabilities and enhanced 
personalization of the fan experience.  “The amount of dollars being spent locally has continued to grow, and technology 
has led to local advertising being a little more personal and one-to-one than in the past,” Scott says. Based in New York, 
Hometown will be led by Matt Genova, vice president of Multimedia Sales, and senior director JonPaul Rexing.

Up quarter for Lincoln Financial Media.  In what’s certain to be its final full year in radio, Lincoln Financial Media reports 
fourth quarter revenue increased 5.6% to $19 million, making it the best three-month period for all of 2014.  For the year, 
Lincoln Financial Media revenue declined 5.6% to $68 million and the division posted a $28 million loss.  Entercom is 
awaiting FCC approval to move forward with its $105 million deal to buy Lincoln Financial Media’s 15 stations in Atlanta, 
Miami, San Diego and Denver.  Entercom said when it announced the deal that it expected to begin operating the stations 
under a time brokerage agreement in late-January following a Department of Justice antitrust review.  However that timeline 
appears to have been pushed back.  Barring any unexpected hurdle, the sale is expected to close by the end of June.
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Today’s launch of ‘Real 92.3’ sets stage for hip-hop showdown in L.A.  The urban radio hole 
in Los Angeles was filled this morning with the arrival of “Real 92.3,” which ousted iHeartMedia’s 
rhythmic oldies “Hot 92.3” KHHT.  The hole wasn’t exactly gaping — Emmis rhythmic CHR 
“Power 106” KPWR has long filled it with a mix that leans more rhythmic and pop for a market 
that is 43% Hispanic and only 7.2% African-American.  “The all-new Real 92.3 will be L.A.’s new 
home for real hip-hop and R&B,” iHeartMedia SVP of urban programming Doc Wynter declared 
in a statement announcing the flip.  “It’s what L.A. listeners have been waiting for.”  Wynter is 
programming the new station, while continuing in his company-wide role.  “Real 92.3” is the 
latest in a series of recent urban launches from the company that have included Miami and 
Houston.   Apart from Nielsen surveys affected by Christmas programming, “Power” is L.A.’s 18-
34 leader.  The new station will likely shave some of its quarter hours, while perhaps elevating 
iHeart CHR sister KIIS-FM (102.7) in the ranker. Grabbing listeners from “Power” would become easier with veteran L.A. 
personality Big Boy in mornings.  The longtime “Power” morning man has told Emmis he plans on defecting to iHeart, a 
move Emmis is attempting to block with a breach of contract lawsuit against the personality and a court injunction that seeks 
to prevent him from making the move.  Big Boy’s contract with Emmis expires February 28, right around the time “Real 
92.3” should be wrapping up its introductory commercial-free “10,000 joints in a row.”  Greg Ashlock, president of iHeart’s 
Southern California region, called the new station “an exciting and robust addition” to its L.A. brands. 
 

NAB applauds reintroduced patent reform bill.  It wasn’t so long ago that patent fights wouldn’t draw attention from the 
radio industry, but today new legislation going after so-called patent trolls is being welcomed by the National Association of 
Broadcasters.  The bipartisan bill would make it harder for patent-holding companies to use what supporters say are abuses 
of the system to go after companies in every sector of the economy, including radio.  The proposed Innovation Act would 
force the entity bringing the lawsuit to identify who the actual owner of the patent is, with the goal of keeping patent trolls 
from hiding behind a web of shell companies.  It would also require a court to make a decision about whether a patent is 
valid early in the litigation process to keep expensive lawsuits from dragging on for years. “These bad actors are engaging 
in legalized extortion,” says House Science Committee chair Lamar Smith (R-TX), who is co-sponsoring the bill.  With 
patent-related lawsuits pending against several radio groups on their use of digital radio technology and storage of music on 
automation system hard drives, the NAB has come out in favor of the bill.  “Broadcasters support legislative efforts to curb 
abusive patent practices that harm our nation’s economic growth and cost jobs,” EVP Dennis Wharton says in a statement.  
Dozens of trade groups and companies have also lent their voice to the cause. By one tally, patent-related lawsuits cost 
small business $29 billion a year. The bill passed the House in 2013, and is likely to now get action in the Senate with 
Republicans in control of the process. 

Equipment maker Orban consolidates operations.  The manufacturer of Optimod processors is leaving its long-time Bay 
Area offices behind.   Orban USA says to improve operating efficiencies it will consolidate worldwide engineering operations 
in Scottsdale, AZ and Ludwigsburg, Germany.  The move will mean the Bay Area office, which Bob Orban created when he 
formed the company in 1970, is being closed down.  The San Leandro, CA engineering team had already largely embraced 
telecommuting in order to avoid notoriously bad East Bay traffic.  The company says only four of its eight local staffers 
remained at the office.   It’s unclear how many positions are being eliminated as part of the moves.  “We will still have 
many of our same team of engineers and developers,” CEO C. Jayson Brentlinger says in a statement.  “Although they are 
separated by geography, online communication will allow them to use their time most productively and efficiently.”  The shift 
to Scottsdale puts the engineering team within a short drive from Orban’s Tempe, AZ corporate offices.  Orban has been a 
division of Tempe-based Circuit Research Labs since 2000.

Ad sales slow for Pandora.  Pandora executives are blaming weaker than expected national ad sales efforts during the final 
weeks of 2014 for delivering fourth quarter revenue that came up short of expectations.   The webcaster says it saw a big 
pullback in retail, telecom and consumer electronic advertising from Black Friday through Christmas.  “Whether the drop in 
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December was just part of an overall decrease in their spending during this period or if there was some reallocation is not 
clear,” CEO Brian McAndrews said yesterday.   But suggesting the pool of advertisers may not be as deep as some believed, 
Pandora said those three categories alone accounted for 22% of its ad billings in the quarter.  “The weakness was purely 
in national budgets” CFO Mike Herring said during a conference call with analysts, adding that its local ad sales remained 
“solid” during the quarter, nearly doubling what it billed a year earlier.  He also told investors the company is in another local 
hiring blitz as it looks to expand its local sales force beyond the current 37 markets.  Overall, Pandora says it closed 2014 
with $732.3 million in advertising revenue with local sales now contributing nearly one of every four ad dollars.  But the 
company is forecasting slower than expected revenue growth in 2015 and that caused its stock price to plunge.  It dropped 
as much as 22% in after-hours trading late yesterday. Pandora also reported its total active users were 81.5 million at the 
end of fourth quarter, an increase of 6.5% versus three months earlier.   

SiriusXM’s ad revenue tops $100 million for the first time.  Subscriber growth 
may grab the headlines, but for radio the real SiriusXM Radio metric that matters is 
arguably the one related to advertising.  And the satcaster says 2014 was an even 
better year on that front.  SiriusXM’s total ad revenue jumped 13% to $101 million.   
The company tells investors it not only sold more commercial time, but it did so at a 
higher rate.   It also forecasts advertising revenue will continue to grow in 2015 as it 
adds more non-music channels to the lineup.  Music stations remain ad-free.   Overall, 
revenue was better than expected in the fourth quarter and SiriusXM closed the year with $4.2 billion in revenue, a 10% 
gain over 2013.  Its year-end subscriber figure climbed to 27.3 million, pushed forward by strong auto sales. CEO Jim Meyer 
told investors on a conference call yesterday that satellite radio has become a standard in the new digital dashboard.  But 
he still sees FM/AM radio, not all the other features in the connected car, as its biggest rival.   “Our main competition has 
been and will remain free ad-supported entertainment. This doesn’t change in the connected vehicle,” he said. “So our focus 
will continue to be on convincing people to pay for a premium experience with great content that is extremely easy to use.” 
To add more subscribers, the company has ripped a page from the cell phone industry playbook and has begun testing 
family plans.  Meyer says that 80% of U.S. households have more than one vehicle, but so far only about one-in-five of their 
subscribers have another car in the family with satellite radio.  “That to smells like opportunity,” he said.

SiriusXM chief: We’re not giving up on Hispanics.  Eddie “Piolín” Sotelo’s 11-month venture into satellite radio came to 
an abrupt end last September, and one of the best-known Hispanic radio personalities is now back on broadcast radio.  But 
Sirius XM radio executives say even though their Sotelo plan didn’t work out, they aren’t ready to concede the Latino market.   
“We haven’t given up on Hispanic — that’s simply not true,” CEO Jim Meyer said yesterday.  “What I will tell you is we tried 
some things and they didn’t work.  We thought Piolín would be something that we could monetize — and it didn’t work, so 
we cut our losses.” In a call with analysts, Meyer called Sotelo a “great talent.” But after two decades on broadcast radio 
he said Sotelo’s fans weren’t willing to begin paying a monthly subscription fee to hear his show.  SiriusXM president and 
chief content officer Scott Greenstein says the satcaster is now using a Latin crossover artist-driven strategy, pointing to the 
new channel programmed by Pitbull as a model.  “You should expect other major Latin artists that cross-over to be part of 
this process, because that is more consistent and a natural fit with our existing programming lineup,” he said.  Greenstein 
believes that Spanish-language broadcasts of sports — including NFL, Major League Baseball and soccer — are also 
attractive to the Hispanic market.  SiriusXM has created a $5.99 per month discount tier of Hispanic-targeted programming. 

Here’s what American Tower is getting for $5.06 billion.  The deal-making path in the rapidly consolidating tower business 
once again leads to American Tower, which has just struck its biggest-ticket acquisition to date.  The company has hatched 
a $5.06 billion deal to buy 165 towers from Verizon Communications, and gain access to an additional 11,324 towers across 
all 50 states.  The deal will give American Tower exclusive leasing rights on those locations for 28 years.  It will also have 
purchase options for some towers at the end of the lease. Some of the towers may have FM potential with the average height 
of the towers coming in at 190-feet.   The Verizon assets bring American Tower up to nearly 100,000 tower sites worldwide.
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Nielsen sells an $800 million stake to Singapore fund.  The private equity investors who control Nielsen have sold a 5% 
stake in the company to GIC, the sovereign wealth fund controlled by the Southeast Asian nation of Singapore, which paid 
$822 million for its holding. GIC already owned a piece of the ratings and consumer research company, and its move to 
upsize that stake by about 18.79 million shares was disclosed in a regulatory filing in New York.   The deal puts the overall 
value of Nielsen at more than $16.7 billion.   In a separate move, Nielsen says it has appointed former Unilever chief 
operating officer Harish Manwani to its board of directors.  He’ll be paid $80,000 and get stock worth $135,000 per year.

Inside Radio News Ticker…Jimenez goes national in SBS return…A month after disappearing from Univision Radio’s “X 
96.3” WXNY, New York, Luis Jimenez has returned to the Spanish Broadcasting System fold.  SBS says Jimenez will host 
morning drive on “Amor 93.1” WPAT-FM.  “I’m excited to be back home at SBS,” Jimenez said in the announcement.  He’s 
well known inside SBS after he co-hosted the “El Vacilón de la Manana” wake-up show on sister WSKQ from 1993 until 
2007. SBS CEO Raul Alarcon calls Jimenez “a uniquely gifted entertainer” and says the broadcaster  plans to syndicate his 
new show on the company’s Aire Radio Networks…Staggs named Disney’s No. 2…ESPN Radio and Radio Disney parent, 
the Walt Disney Company, has promoted theme parks chief Tom Staggs to chief operating officer.  The position is seen as 
Disney grooming Staggs to take over for CEO Bob Iger when he retires in June 2018.  A 25-year Disney veteran, Staggs 
called it a “privilege to step into this role.”  His new $2 million a year contract — not including bonuses, stock awards and 
other perks — expires the same day as Iger has said he’ll step down…People Moves…Phoenix market talk veteran Rob 
Hunter jumps to “News Talk 550” KFYI.  And CHR “Wild 94.9” KYLD, San Francisco hires Gabby Diaz as the station’s new 
night personality.  Check out the latest People Moves HERE.

VH1 expands radio presence with network relaunch.  The VH1 Radio Network is being relaunched with a fresh infusion 
of new programming culled from the Viacom-owned cable TV network, along with new distribution and sales partners.  Sun 
Broadcast Group Sun will handle advertising and affiliate sales for the rebooted VH1 Radio, which is expanding its services, 
adding more content and targeting more formats.  It will offer long-form shows and daily and weekly features for CHR, hot 
AC, rock and classic rock stations. Affiliates will also have access to VH1 audio archives, radio tours, event coverage and 
content from such VH1 franchises as “VH1 Top 20 Video Countdown” and “VH1 Storytellers.” VH1’s radio presence never 
went away though it has been relatively low profile lately, with “On Tap” hosted by Nik Carter its only branded radio offering.  
That show will continue to be distributed by KMG Networks with ad sales handled by AdLarge Media.  Central to the revived 
network will be radio content based on VH1 brands, such as “VH1 Radio News Briefs,” “This Day In Music,” “VH1 Radio 
Movie Minute,” “VH1 Throwback Thursday” and “Post This Audio.”  

New York’s Angie Martinez to video stream live on Mobli app.  Fans of Angie Martinez can now see the high-profile New 
York radio personality in action — as well as hear her.  Interviews and behind-the-scenes content from her radio show, heard 
on iHeartMedia’s urban stations in New York and Miami, will be streamed live on Mobli for fans that subscribe to her channel 
on the video and photo sharing app. The Leonardo DiCaprio-backed startup allows broadcasting and social sharing of live 
video streams from within the app. It’s been used by music artists to engage with followers and provide access and materials 
to fans.  SVP of major market programming Thea Mitchem says it will allow Martinez and iHeartMedia “to extend our reach to 
new platforms and further share our original content each day.”   Known for interviews with superstar guests, Martinez joined 
“Power 105” WWPR-FM, New York last June after 18 years on the air at crosstown Emmis rhythmic CHR “Hot 97” WQHT.  
She’s also heard in middays on urban sister “103.5 Beat” WMIB, Miami.

Radio rallies Missouri city for injured cop.   Once again showing the power of radio to rally a community, Journal Broadcast 
Group’s Springfield, MO cluster brought out thousands of local residents yesterday to a local mall.  That’s where the stations 
had set up the Back The Blue fundraiser to raise money for Springfield Police officer Aaron Pearson, who suffered career-
ending injuries when he was shot while responding to a call last month.  So far $12,595 has been collected, according to 
Journal.  “To see the response that we received on such a frigid day to help those in need is truly moving and makes us proud 
to be a part of it,” operations manager Valorie Knight says.  Journal says two advertisers, Hurts Donut and McDonald’s, also 
stepped up by donating treats for listeners who filled the mall’s parking lot.
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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.

qual GENERAL MANAGER - MINNESOTA
Rare GM opening for Hubbard radio in northern Minnesota!

Hubbard Broadcasting, Inc. is looking for an energetic, motivated 
and creative manager to lead our five radio stations in Bemidji, MN.  
As GM you will oversee sales, marketing and operations of KZY 95.5, 
Z99, KB101, WQXJ 104.5 and KBUN.  The last management team 
was in place for over 25 years so it’s a rare opportunity to lead our five 
strong brands in a robust and competitive market.  Sales background 
is preferred but not required.  The opportunity provides the best of 
both worlds—small market localism with major market resources.

We can’t wait to hear from you!  
Send letter & resume to: Dan Seeman,

dseeman@hbi.com
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 

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.

http://www.insideradio.com
http://www.insideradio.com
http://www.insideradio.com
https://iheartmedia-openhire.silkroad.com/epostings/index.cfm?fuseaction=app.jobinfo&jobid=4487&source=ONLINE&JobOwner=997180&company_id=16586&version=1&byBusinessUnit=NULL&bycountry=0&bystate=0&byRegion=&bylocation=&keywords=4923&byCat=&proximityCountry=&postalCode=&radiusDistance=&isKilometers=&tosearch=yes&city=

