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Radio Reaches 93% of All Consumers Every Week

Americans are big fans of Radio! Despite increasing demands on our time from all quarters
— and despite ever-expanding media choices — an impressive 93 percent of all Americans
age 12 and older tune in to Radio for information, entertainment or discussion over the course

of each and every week!

Average Weekly Reach: Persons

12+ 92.9%

18+ 93.1%

18-34 93.8%

25-54 95.3%

35-64 94 9%

65+ 86.5%

Source: RADAR © 93, June 2007 © Copyright Arbitron
(Monday-Sunday, 24 Hours, based on Weekly Cume)

Total U.S. 12+ Listening Audience

232,958,000

Source: RADAR ® 93, June 2007, © Copyright Arbitron
(Monday-Sunday 24-Hour Cume Estimate)

Radio’s Weekly Reach

Read: Radio reaches 93.0% of persons 12 and older each week.
Persons Teens
12+ 92.9% 12-17 91.0%

(Men [N Vomen NN
18+ 93.1% 18+ 93.2%
18-34 92.8% 18-34 94.9%
25-54 94.8% 25-54 95.7%
35-64 94.8% 35-64 95.0%
65+ 87.8% 65+ 85.6%
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Source: RADAR © 93, June 2007 © Copyright Arbitron
(Monday-Sunday, 24 Hours, based on Weekly Cume)

Radio Audience



Radio’s Weekly Reach

Even with the explosion of new media, Radio remains relevant. Radio has retained 86 percent of

its TSL (time-spent-listening) levels 1996.

Hours Spent Listening

Base: 0 Hours; Top: 23 Hours; Interim Points: 10 Hours / 20 Hours
Fall 1996 22:15
Fall 1997 21:45
Fall 1998 21:30
Fall 1999 20:40
Fall 2000 20:30
Fall 2001 20:00
Fall 2002 20:00
Fall 2003 19:30
Fall 2004 19:30
Fall 2005 19:15
Fall 2006 19.00 (86% of TSL of base year)
g J

Source: Fall 1996-2006 Arbitron American Radio Trends Time Spent Listening Estimates. Monday-Sunday 6:00am-Midnight, Persons 12+.
Based on Arbitron’s 94 Continuous Measurement Markets.

Radio Audience



Radio Reaches 72% of All Consumers Every Day z

Radio is a daily habit for Americans of all ages. Listening to our favorite Radio programs is

as much a part of our daily routine as taking our vitamins, working out, or going to work or

school. On any given day, close to three-quarters (72 percent) of the 12+ population makes

time for Radio listening. %

Average Daily Reach: Persons

12+ 72.4%

18+ 73.2%

18-34 71.6%

25-54 75.4%

75.9%

35-64

65+ 67.8%

Source: RADAR © 93, June 2007, © Copyright Arbitron
(Monday-Sunday, 24 Hours, based on Daily Cume)

Radio’s Daily Reach

Read: Radio reaches 72.4% of persons 12 and older each day.

Persons Teens

12+ 72.4% 12-17 65.5%
(Men TN \omen
18+ 73.3% 18+ 73.1%

18-34 70.4% 18-34 72.8%
25-54 75.3% 25-54 75.6%
35-64 76.2% 35-64 75.7%
65+ 69.1% 65+ 66.9%

Source: RADAR © 93, June 2007, © Copyright Arbitron
(Monday-Sunday, 24 Hours, based on Daily Cume)

Radio Audience




Weekdays and Weekends, Radio Delivers

Weekdays and weekends, Americans young and old find reasons to tune in to Radio at all hours
of the day and night. To make sure their messages get maximum exposure, smart advertisers
can run their ads anytime throughout the broadcast day to take advantage of Radio’s wide access

to all segments of America’s consumer base.

Average Weekly Reach: Persons

Mon-Sun

6-10a _80‘3%
Mon-Sun

10a-3p —80'4%

Mon-Sun

37p 80.8%

Mon-Sun

Tomid 53.0%

Mon-Sun o
mid-6a i

- J

Source: RADAR ® 93, June 2007 © Copyright Arbitron (Monday-Sunday, 24 Hours, based on Weekly Cume)

Radio’s Weekly Reach by Daypart

Read: Each week from 6-10a.m., Radio reaches 80.5% of persons 12 and older.

Persons ee

6-10A  10A-3P  3-7P  7P-Mid Mid-6A 6-10A 10A-3P  3-7P  7P-Mid  Mid-6A
12+ 80.3% 80.4% 80.8% 53.0% 252%|12-17 71.7% 676% 771% 629% 20.8%
Men

6-10A 10A-3P  3-7P  7P-Mid Mid-6A 6-10A 10A-3P 3-7P  7P-Mid Mid-6A
18+ 80.8% 80.2% 81.2% 51.7% 28.9% | 18+ 81.5% 83.3% 81.2% 521% 22.6%

18-34 77.7% 781% 80.9% 57.2% 29.0% | 18-34 81.4% 84.0% 84.8% 60.6% 22.3%
25-54 84.1% 80.8% 84.6% 53.2% 31.5% |25-54 85.8% 851% 858% 54.6% 22.7%
35-64 84.6% 81.9% 84.3% 51.4% 31.6% | 35-64 84.8% 84.4% 842% 52.0% 24.0%
65+ 740% 792% 70.3% 41.0% 18.8% |65+ 722% 78.0% 66.9% 39.4% 19.5%

Persons

6-10A 10A-3P  3-7P  7P-Mid Mid-6A
18+ 81.2% 81.8% 81.2% 51.9% 25.6%
18-34 79.5% 81.0% 828% 58.9% 25.7%
25-54 85.0% 829% 852% 53.9% 27.1%
35-64 849% 833% 84.4% 51.7% 27.7%
65+ 729% 785% 68.3% 40.1% 19.2%

Source: RADAR © 93, June 2007, © Copyright Arbitron (Monday-Sunday, based on Weekly Cume for daypart)

Radio Audience









Radio Reaches TV Viewers and Light TV Viewers

Most consumers today have access to a great number of channels via cable or satellite TV delivery,

and now the Internet, MP3 players, and even mobile phones are getting into the business of

delivering program content. Add to that TiVo and other personal video recording devices altering
the landscape of viewing — what’s a TV advertiser to do? Buying Radio in addition to television

enhances your chances of reaching TV and non-TV viewers, even during TV’s “prime” time!

Radio Reaches TV Viewers and Light TV Viewers

Radio reaches 83.0% of the 24.9% of adults who watch TV 7-9 a.m., and reaches 84.3% of
the 75.1% of adults who don’t watch 7-9 a.m.

Radio reaches 81.4% of the 27.7% of adults who watch TV 9 a.m.-4 p.m. and reaches 85.0%
of the 72.3% of adults who don’t watch 9 a.m.-4 p.m.

Radio reaches 81.2% of the 28.6% of adults who watch TV 4-5 p.m. and reaches 85.1% of
the 71.4% of adults who don’t watch 4-5 p.m.

Radio reaches 83.6% of the 45.4% of adults who watch TV 5 p.m.-prime, and reaches 84.3%
of the 54.6% of adults who don’t watch 5 p.m.-prime.

Radio reaches 86.1% of the 60.7% of adults who watch primetime TV, and reaches 80.7% of
the 39.3% of adults who don’t watch primetime TV.

Radio reaches 85.4% of the 29.2% of adults who watch late evening local news, and reaches
83.4% of the 70.8% of adults who don’t watch late evening local news.

Source: The Media Audit — Year Dec. 2005/Dec. 2006 84-Market Report (Based on Daily Television Viewing estimates)

Radio is Strong During TV’s Primetime

[Persons [N Ven [N \Vormen I
12+ 53.0% | 12+ 52.2% |12+ 53.8%
12-17 62.9% | 12-17 55.9% | 12-17 70.2%
18+ 51.9% | 18+ 51.7% | 18+ 52.1%
18-34 58.9% | 18-34 57.2% | 18-34 60.6%
25-54 53.9% | 25-54 53.2% | 25-54 54 .6%
35-64 51.7% | 35-64 51.4% | 35-64 52.0%
\65+ 40.1% | 65+ 41.0% | 65+ 39.4%)

Source: RADAR © 93, June 2007, © Copyright Arbitron (Monday-Sunday 7p.m.-midnight Cume Audience)

Radio is Strong During TV’s Primetime

\ J

Source: RADAR © 93, June 2007, © Copyright Arbitron (Monday-Sunday 7p.m.-midnight Cume Audience)

Media Mix
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Reach & Frequency are Key to Successful Radio -
=&

GRPs do not explain how many people are reached, or what their average exposure
is. Reach and frequency show both parameters. Therefore, the combination of reach

and frequency can tell the user if his/her Radio campaign was reaching enough of the

target audience effectively and whether the average listener was exposed to the message an adequate

number of times.

Reach and frequency (R&F) — An industry-accepted method of judging the potential effectiveness of a
Radio advertising schedule. R&F reflects “how many” people have heard a commercial and “how often”
the average listener heard it. Both of the components (reach and frequency) are crucial for a successful

Radio campaign.

Reach — The number of different people who hear a commercial campaign. Each person reached is counted
only once regardless of how many times he or she is exposed to a given schedule. Reach is expressed

as the percent of the target audience reached with a given Radio schedule.

Frequency — The average number of times a person in the target audience is exposed to a given schedule.

A user who wishes to hold GRPs constant can affect his/her reach and frequency. Since GRPs are equal
to reach multiplied by frequency, if reach is increased, frequency will decline. Conversely, if GRPs are

constant and frequency is increased, reach will decline.

The ratio of reach to frequency can be manipulated in different ways:

To increase reach and decrease frequency:
* Increase the number of stations used and decrease the number of messages per station.

+ Utilize new dayparts on existing stations.

To increase frequency and decrease reach:
+ Decrease the number of stations used and add spots on the remaining stations.

* Decrease the number of dayparts used.



There’s a Format for Everyone

Generations of Americans have enjoyed Radio over the years, and Radio remains a medium that’s

enjoyed by people of all ages. Different age groups favor different Radio formats, of course, so \3‘
R

check the following pages to determine which programming has the most appeal to the demographic 3

group that’s most likely to buy your product or service. Keep in mind that these are broad format
definitions that may contain many program niches and that format shares will vary by market and

region across the country.

There’s A Format For Everyone

Read: The News/Talk/Information format enjoys a 17.6% share
of Radio listening among all persons age 12 and older.

12+
News/Talk/Information (All News, All Sports, All Talk, News/Talk) 17.6%
Adult Contemporary (AC, Hot AC, Modern AC, Soft AC) 14.8%
Hispanic (All Varieties) 11.2%
Contemporary Hit Radio (CHR, Pop CHR, Rhythmic CHR) 10.7%
Urban (Urban AC, Urban Oldies, Urban) 10.1%
Country (Classic Country, Country, New Country) 9.2%
Rock (‘70s, Active Rock, AOR, Classic Rock) 7.3%
Oldies (‘70s Hits, ‘80s Hits, Classic Hits, Oldies, Rhythmic Oldies) 5.4%
Alternative (AAA, Alternative, New Rock) 3.4%
Religion (All Varieties) 2.9%
Adult Hits 2.6%
New AC/Smooth Jazz (Jazz, NAC) 2.6%
Classical 1.1%
Adult Standards (Easy Listening, MOR, Nostalgia, Variety) 0.9%
Remaining Formats 0.1%

o _/

Source: Arbitron Format Trends Report, Fall 2006; 94 Continuous Measurement Markets;
Monday-Sunday 6AM-Midnight, Average Quarter Share for Demographic

Radio Formats




There’s a Format for Everyone

There’s A Format For Everyone

Read: The Contemporary Hit Radio format enjoys a 39.5% share
of Radio listening among persons age 12-17.

12-17 Share
Contemporary Hit Radio (CHR, Pop CHR, Rhythmic CHR) 39.5%
Urban (Urban AC, Urban Oldies, Urban) 16.1%
Adult Contemporary (AC, Hot AC, Modern AC, Soft AC) 9.3%
Hispanic (All Varieties) 8.8%
Country (Classic Country, Country, New Country) 6.3%
Rock (‘70s, Active Rock, AOR, Classic Rock) 5.9%
Alternative (AAA, Alternative, New Rock) 5.3%
News/Talk/Information (All News, All Sports, All Talk, News/Talk) 2.5%
Oldies (70s Hits, ‘80s Hits, Classic Hits, Oldies, Rhythmic Oldies) 2.0%
Religion (All Varieties) 1.9%
Adult Hits 1.2%
New AC/Smooth Jazz (Jazz, NAC) 0.6%
Adult Standards (Easy Listening, MOR, Nostalgia, Variety) 0.0%
Remaining Formats 0.1%

o /

There’s A Format For Everyone

18-24 Share
Contemporary Hit Radio (CHR, Pop CHR, Rhythmic CHR) 24.9%
Hispanic (Al Varieties) 15.8%
Urban (Urban AC, Urban Oldies, Urban) 14.3%
Adult Contemporary (AC, Hot AC, Modern AC, Soft AC) 10.7%
Rock (‘70s, Active Rock, AOR, Classic Rock) 8.8%
Country (Classic Country, Country, New Country) 8.4%
Alternative (AAA, Alternative, New Rock) 6.2%
News/Talk/Information (All News, All Sports, All Talk, News/Talk) 3.8%
Oldies (70s Hits, ‘80s Hits, Classic Hits, Oldies, Rhythmic Oldies) 3.0%
Adult Hits 1.7%
Religion (All Varieties) 1.4%
New AC/Smooth Jazz (Jazz, NAC) 0.7%
Classical 0.1%
Adult Standards (Easy Listening, MOR, Nostalgia, Variety) 0.1%
Remaining Formats 0.1%

g _J

Source: Arbitron Format Trends Report, Fall 2006; 94 Continuous Measurement Markets;
Monday-Sunday 6AM-Midnight, Average Quarter Share for Demographic

Radio Formats



There’s a Format for Everyone

There’s A Format For Everyone

Read: The Hispanic format enjoys a 17.6% share of
Radio listening among persons age 25-34.

25-34 Share
Hispanic (Al Varieties) 17.6%
Contemporary Hit Radio (CHR, Pop CHR, Rhythmic CHR) 14.7%
Adult Contemporary (AC, Hot AC, Modern AC, Soft AC) 14.6%
Urban (Urban AC, Urban Oldies, Urban) 11.6%
News/Talk/Information (All News, All Sports, All Talk, News/Talk) 9.9%
Rock (‘70s, Active Rock, AOR, Classic Rock) 8.6%
Country (Classic Country, Country, New Country) 7.5%
Alternative (AAA, Alternative, New Rock) 5.4%
Oldies (‘70s Hits, ‘80s Hits, Classic Hits, Oldies, Rhythmic Oldies) 3.1%
Adult Hits 2.9%
Religion (Al Varieties) 2.1%
New AC/Smooth Jazz (Jazz, NAC) 1.2%
Classical 0.3%
Adult Standards (Easy Listening, MOR, Nostalgia, Variety) 0.2%
Remaining Formats 0.1%

\C _J

There’s A Format For Everyone

35-44 Share
Adult Contemporary (AC, Hot AC, Modern AC, Soft AC) 16.5%
News/Talk/Information (All News, All Sports, All Talk, News/Talk) 15.1%
Hispanic (Al Varieties) 12.4%
Urban (Urban AC, Urban Oldies, Urban) 10.7%
Rock (‘70s, Active Rock, AOR, Classic Rock) 10.2%
Country (Classic Country, Country, New Country) 8.6%
Contemporary Hit Radio (CHR, Pop CHR, Rhythmic CHR) 7.9%
Oldies (‘70s Hits, ‘80s Hits, Classic Hits, Oldies, Rhythmic Oldies) 4.7%
Adult Hits 4.0%
Alternative (AAA, Alternative, New Rock) 3.7%
Religion (Al Varieties) 3.0%
New AC/Smooth Jazz (Jazz, NAC) 2.4%
Classical 0.5%
Adult Standards (Easy Listening, MOR, Nostalgia, Variety) 0.2%
Remaining Formats 0.1% |

Source: Arbitron Format Trends Report, Fall 2006; 94 Continuous Measurement Markets;
Monday-Sunday 6AM-Midnight, Average Quarter Share for Demographic

Radio Formats




There’s a Format for Everyone

There’s A Format For Everyone

Read: The News/Talk/Information format enjoys a 19.0% share of
Radio listening among persons age 45-54.

45-54 Share
News/Talk/Information (All News, All Sports, All Talk, News/Talk) 19.0%
Adult Contemporary (AC, Hot AC, Modern AC, Soft AC) 17.3%
Country (Classic Country, Country, New Country) 9.7%
Rock (‘70s, Active Rock, AOR, Classic Rock) 9.4%
Urban (Urban AC, Urban Oldies, Urban) 9.4%
Oldies (‘70s Hits, ‘80s Hits, Classic Hits, Oldies, Rhythmic Oldies) 8.5%
Hispanic (Al Varieties) 8.0%
New AC/Smooth Jazz (Jazz, NAC) 3.9%
Contemporary Hit Radio (CHR, Pop CHR, Rhythmic CHR) 3.8%
Religion (All Varieties) 3.6%
Adult Hits 3.3%
Alternative (AAA, Alternative, New Rock) 2.7%
Classical 0.9%
Adult Standards (Easy Listening, MOR, Nostalgia, Variety) 0.4%
Remaining Formats 0.1%

\C /

There’s A Format For Everyone

55-64 Share
News/Talk/Information (All News, All Sports, All Talk, News/Talk) 26.8%
Adult Contemporary (AC, Hot AC, Modern AC, Soft AC) 17.0%
Country (Classic Country, Country, New Country) 11.7%
Oldies (‘70s Hits, ‘80s Hits, Classic Hits, Oldies, Rhythmic Oldies) 9.2%
Hispanic (Al Varieties) 7.5%
Urban (Urban AC, Urban Oldies, Urban) 7.4%
New AC/Smooth Jazz (Jazz, NAC) 4.7%
Rock (‘70s, Active Rock, AOR, Classic Rock) 4.7%
Religion (All Varieties) 3.8%
Classical 3.7%
Adult Hits 2.0%
Contemporary Hit Radio (CHR, Pop CHR, Rhythmic CHR) 1.7%
Adult Standards (Easy Listening, MOR, Nostalgia, Variety) 1.2%
Alternative (AAA, Alternative, New Rock) 0.2%
Remaining Formats 0.1%

. J

Source: Arbitron Format Trends Report, Fall 2006; 94 Continuous Measurement Markets;
Monday-Sunday 6AM-Midnight, Average Quarter Share for Demographic

Radio Formats




There’s a Format for Everyone

There’s A Format For Everyone

Read: The News/Talk/Information format enjoys a 41.0% share of
Radio listening among persons age 65+.

65+ Share
News/Talk/Information (All News, All Sports, All Talk, News/Talk) 41.0%
Adult Contemporary (AC, Hot AC, Modern AC, Soft AC) 13.1%
Country (Classic Country, Country, New Country) 11.5%
Hispanic (Al Varieties) 6.5%
Oldies (‘70s Hits, ‘80s Hits, Classic Hits, Oldies, Rhythmic Oldies) 4.7%
Adult Standards (Easy Listening, MOR, Nostalgia, Variety) 4.4%
Urban (Urban AC, Urban Oldies, Urban) 4.3%
Classical 4.1%
Religion (All Varieties) 3.7%
New AC/Smooth Jazz (Jazz, NAC) 3.5%
Adult Hits 0.9%
Contemporary Hit Radio (CHR, Pop CHR, Rhythmic CHR) 0.9%
Rock ('70s, Active Rock, AOR, Classic Rock) 0.8%
Alternative (AAA, Alternative, New Rock) 0.4%
Remaining Formats 0.2% !

Source: Arbitron Format Trends Report, Fall 2006; 94 Continuous Measurement Markets;
Monday-Sunday 6AM-Midnight, Average Quarter Share for Demographic

Radio Formats



Radio Format Analysis

Radio offers something for everyone! Popularity of Radio programming has varied over the years.

licensed in the United States today.

Below is a list of the current most popular formats airing on over 10,600 commercial stations™ |

Radio’s Most Popular Formats

Radio Formats

1 Country 2037
2 News/Talk 1359
3 Latin/Hispanic 721
4 Oldies 720
5 Adult Contemporary 631
6 Sports 553
7 CHR (Top 40) 474
8 Classic Rock 459
9 Adult Standards 372
10 Hot AC 369
11 Religion (Teaching, Variety) 304
12 Rock 279
13 Soft AC 262
14 Classic Hits 258
15 Black Gospel 256
16 Southern Gospel 208
17 Adult Hits 188
18 Urban AC 165
19 Contemporary Christian 152
20 R&B 135
21 Modern Rock 123
22 Alternative Rock 122
23 Ethnic 109
24 Jazz 77
25 Pre-Teen 57
26 R&B Adult/Oldies 43
27 Variety 36
28 Gospel 30
29 Classical 24
30 Easy Listening 19
31 Modern AC 18
32 Other/Format Unavailable 9
Total Commercial Stations in Operation 10569
An additional 379 stations are licensed under construction permits for
future operation; 130 stations are currently dark/off the air.
Number of stations on the air broadcasting in HD 995
\ Number of streaming radio stations 3815 j

Source: M Street Corp., © 02/07



