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RAB 2017 REVENUE AND
EXPENSE BREAKDOWN

RAB operates the trade association in a responsible and
fiduciary manner with oversight by RAB’s Executive Committee.
The association strives for efficiency and fiscal rigor to ensure
the annual budget is leveraged for member services and
advocacy on behalf of the radio medium.

Technology enables more audio to be consumed across multiple platforms. Most important,
this is not at the expense of AM/FM over the air -- as 247.4 million people tune in to radio every
week, making it the #1 reach medium!
Radio delivers results for its advertisers. With better data and insights available we are able to
prove not only radio’s impressive reach but also its ability to drive a return on specific ad spend.
Radio has a great story to share with our advertiser and marketing partners, and it’s a story we
are proud to tell.
In 2017, RAB’s advocacy efforts continued to step up and amplify radio’s unique attributes
and mass appeal across various constituencies.

Other 0.5%
Meetings 2%

Online Ads 0.2%
We’re committed:
•		 To promoting radio with significance and relevance among key advertising
decision-makers and influencers.
•
To creating and purveying content to educate all constituents in a powerful way.
•
To leveraging traditional and non-traditional platforms to deliver the message.

Prof Dev 7%
Digital Services 10%

REVENUE

Dues 80.3%

The Radio Matters initiative continues to showcase the strengths of radio in impactful
ways, including new primary research highlighting radio’s ability to drive a dramatic
increase in internet search activity across various categories of business.
As we look to this coming year, we want each and every one of you to know how
honored we are to represent America’s radio broadcasting community as we
share an overview of our efforts to help ensure radio’s success in the future.

Technology 6%
Professional
Development 7%
Membership 8%

General
Admin 45%

Digital Services 9%
Mktg / Bus Dev /
Research 25%

EXPENSE

The Radio Advertising Bureau is the not-for-profit trade association
representing America’s broadcast Radio industry. Our primary objective is to
drive revenue growth through advocacy, providing the tools and resources to
help the industry attract new sales talent to the medium and enhance industry
professionalism through training and support.

The state of radio today is stronger than ever.

Erica Farber
President & CEO
Radio Advertising Bureau

Ginny Morris			
Chair, RAB
Chair and CEO,
Hubbard Radio, LLC.
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Source: Nielsen Audio, RADAR 135, December 2017, (P12+, Monday-Sunday 24-Hour Cume Estimates)

More than three-fourths of respondents in the 2017 Member survey let us
know they’re aware of RAB’s advocacy efforts. And regardless of market
size, members believe it is important to grow an association to promote
radio. The promotion of radio is integral to every RAB touchpoint from
business development to digital services. Our Radio Matters initiative
which launched two years ago continues to be the overarching strategy
in which we communicate and position radio’s attributes.
Radio Matters is embedded into the large majority of RAB’s marketing and
communication resources which include: the weekly Radio Impact Reports
blog, weekly Radio on Main Street Podcast, Radio Sales Today newsletter, the
new Advertiser Sizzle video available for download on RAB.com, and various
sales materials.
In the Radio Impact Reports blog we cover everything from the latest
research such as ROI and data attribution to technology trends, including
NextRadio and podcasting, on-air personalities and their relationship with
listeners, to case studies featuring local and national clients and advertiser
conference takeaways.
In the Radio on Main Street Podcast we hear from multiple voices
shaping advertising and radio today, from marketers to broadcasters,
technologists and researchers.

ADVERTISER ADVOCACY
In 2016, the issue of a somewhat broken media supply chain began to rear its
ugly head and in 2017 the path to recovery began. Marketers large and small
started rethinking the reality and limitations of their shift to digital in prior years
and began a return to traditional, transparent and safe environments for their
brands to reach the masses.
Radio is the trusted, accountable and results-driven medium that reaches and
engages more target consumers each week than any other medium – that’s
RAB’s message among advertisers and agencies throughout the year. We
continue to deliver that message using all of our platforms, resources and
relationships, and by leveraging a key “mass reach” affiliation.
In 2017, RAB signed on to become a thought leader partner with the Association
of National Advertisers (ANA). The ANA comprises 50,000 individuals from
more than 1,000 leading companies representing 15,000 brands that collectively
spend $400 billion in marketing and media annually. Our thought leader
partnership with the ANA allows the RAB access, involvement, and networking
opportunities across a variety of ANA member touchpoints where we are able to
share the radio message. These touchpoints include:
•
•

Both forums allow us to have a more meaningful conversation and
dig a little deeper into radio’s rich and powerful story.
We invite you to join the conversation and engage with us.
• Sign up for the Radio Impact Reports blog.
• Subscribe to the Radio on Main Street Podcast
at rab.com or in the iTunes Store and Google Play.

•

An interactive presence at their annual Masters of Marketing conference
A dedicated webinar focused on radio’s strengths entitled “RAB: Driving
ROI Through Radio,” that achieved a 3.5 content score (compared to an
ANA average of 3.1) and high praise from brand marketer attendees -“Good stuff that I did not already know.” “Nice new info about a more
traditional medium.”
A custom radio-focused newsletter distributed to the full ANA
membership that includes two national case studies and content 		
showcasing radio’s strengths.

•
•

A Q&A piece with Erica Farber posted for the full membership.
“Why Radio” information hosted in the ANA’s digital Marketing
Knowledge Center.

The RAB Business Development team works directly with advertisers and their
agencies to drive these points home, and we develop strategies and ideas that
create business for our members both nationally and locally. Clients we have
touched throughout 2017 include: Cambria, Checkers, Cleveland Clinic, CocaCola, Comcast, The Home Depot, Hunter Douglas, Invisible Fence, LifeLock,
Mastercard, Nature Box, NeighborWorks, O’Reilly Auto Parts, Procter & Gamble,
Six Flags, Sport Clips, Marriott Hotels, Sheraton Hotels, Aloft Hotels, Sam’s Club,
Solv Health, Target, T-Mobile, Unilever, U.S. Army and Walmart. Agencies that
we continue to work with include the biggest shops to the smallest: OMD, Spark
Foundry, Zenith, Carat, Group M, Horizon, Aegis Dentsu, Blue 449, The Richards
Group, Fitzgerald & Company, Wordsworth & Booth, Canvas, DeVito / Verdi and
Helix Education, just to name a few.
In fact, during the year the Business Development team took a cue from our
Professional Development team and began hosting webinars and in-person
training on behalf of agencies and advertisers. In October of 2017, RAB hosted
a planning, buying and leveraging Radio 101 session for an agency focused on
higher education clients across the country. And in December of 2017, RAB
hosted a training session entitled “5 Tips to Use Radio Advertising to Gain New
Customers” at the NeighborWorks National Training Institute, where thousands
of professionals from the NeighborWorks America network of affiliates and from
the broader housing industry gained certification across various disciplines.
Based on the success of these two sessions, we anticipate more to come
throughout 2018.

Like and Follow Us on Social Media:
@RadioAdv
Radio Advertising Bureau
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FACTS • EFFECTIVENESS • CASE STUDIES • CREATIVE • TOOLS • AD SPENDING • ASK RAB

Matter of Fact is the quarterly
newsletter that keeps the
advertising community in the
know about radio across different platforms. It has proven itself to be a
valuable marketing tool for our industry to communicate with a database of
nearly 3,500 national advertising prospects. Articles of focus have included
topics relevant to the needs of today’s marketers, including insights about
the “Mom” target audience, reaching sports fans and how to best engage
them, Artificial Intelligence today and what’s yet to come, and an exclusive
look at consumer intentions for the year-end holiday season. Matter of
Fact also shares the straight-up facts that position radio in the finest light
among the advertising community. From feature articles that convey the
fact that radio is the most trusted, accountable and results-driven medium to
“fun facts” that articulate radio’s indisputable strengths, marketers are able to
quickly discover new information about radio. To view the most recent edition
and archived issues of Matter of Fact and forward on to your local clients, visit
RAB.com and click “Radio Facts,” “Radio Matters,” “Matter of Fact.”

Our monthly e-publication, The Pitch is going into its 7th year. Most categories
published in 2014 or earlier were updated in 2017 and new categories of
business were added, bringing the total to over 180
categories available on The Pitch dropdown menu on
RAB.com. The Pitch remains one of RAB’s most
beloved products with nearly 900 page views
per month, and over 6,000 individual category
presentations downloaded throughout
the year.

RAB produced the 26th annual Radio Mercury Awards, presented by Hubbard Radio
in partnership with iHeartMedia, celebrating and honoring the best radio creative and
audio spots of the past year. It is truly a labor of love for the RAB staff which spends
nearly a year planning for the Call for Entry and the actual production of the event,
which took place on June 1, 2017 at Stage 48, an event space located in
midtown Manhattan.
The Awards event was presided over by Chief Judge Mark Gross, founder and
Creative Director at Highdive Advertising, who, along with an impressive Final
Round Jury, selected 115 Finalist spots that were created by agencies of all sizes,
as well as radio stations, production companies and students. The winners were
thrilled and honored to be holding the world’s most prestigious radio advertising
award as well as some cash awards.
The 2017 $50,000 Best of Show award was bestowed upon The Richards Group
for their Motel 6 Campaign. The Radio Marketer of the Year award was presented
to T-Mobile, joining leading advertisers such as Coca-Cola, Subway, GEICO,
Target, Macy’s, Chase and McDonald’s, who have received the award previously.
The Radio Mercury Advisory Council continues to guide the Awards competition
and enables us to enhance the program from year to year. The Radio Mercury
Awards provide radio with an opportunity to foster more meaningful
relationships with the creative minds in the advertising and radio communities,
share best practices and help to raise the caliber of audio creative.

Why Radio is the place to get all the
information needed to prove radio’s
important role in Americans’ lives as
well as in a media plan.
In July of 2017 we relaunched a brand new Why Radio micro-site. Utilized by
advertisers, agencies, radio sellers and managers, it receives the most engagement
and interaction on RAB.com.
This website is inclusive of RAB’s extensive marketing and research. With sections
covering facts, effectiveness, case studies, creative and more, the new version of
Why Radio is focused on the latest research and insights underscoring radio’s
powerful story. With a fresh new look and functionality, Why Radio has been
redesigned with today’s on-the-go sales and marketing professionals in mind.
The site responds intuitively to any screen, allowing users the ability to access
radio stats and insights in an easy-to-read format whether on a desktop, laptop or
mobile device, including tablets and smartphones. Visit www.rab.com/whyradio
and while you are there, be sure to take a free tour.
This past year, RAB released a landmark study, Radio Drives Search, which
delivered quantifiable proof of radio’s ability to not only drive search, but push that
lift in search. As one of the most-asked questions posed to the RAB (“Does radio
drive search?”) by members, advertisers and agencies, we can now answer with a
resounding YES! Radio drives a 29% lift in incremental search.

Other findings from this study include:
• Radio’s ability to drive 228% more search activity than TV.
• Radio’s effectiveness at driving search during weekdays.
• Key creative factors in ads can impact that lift in search.
As the case with all RAB materials, we created additional tools for our members
to aid them in not just understanding the study, but also how to present the study.
The Account Executive’s Handbook for Radio Drives Search was created with
separate notes that explain why key elements of the study are important, what
those elements mean and how to present them. This handbook, along with an
on-demand webinar available to RAB members, provides sellers an edge over
their competitors.
The RAB Business Development team has been rolling out the study to
advertisers, marketers and radio professionals. Our goal is to make the study
ubiquitous within radio and the advertising community.
Now in its fifth year, the Borrell Associates Benchmarking: Local Radio Stations’
Online Revenue report, done in partnership with the RAB, continues to provide
radio stations with a barometer for new revenue opportunities, specifically in
digital, and includes viewpoints of radio sellers by local businesses.
In 2017, the weekly Prospecting Indicator Report was revised to include advertisers
that placed dollars on Cable and Broadcast TV. Including these two additional
media sectors provides sellers the opportunity to target businesses and/or
categories airing on competitive media – providing a “true” prospecting tool.

Finally, we are continually updating the case
study section on RAB.com and our “Why
Radio” website, and remain abundantly
grateful to members willing to share
their stories which allow us the
opportunity to shine a spotlight
on their success.
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ENHANCING INDUSTRY
PROFESSIONALISM
RAB Professional Development programs enhance the professionalism of
thousands of radio salespeople and managers through a variety of platforms:
in-person training, online training/certification, state association and station
group events, live webinars, and now, new seller assessments.

Online Training & Accreditation
RAB provides six online training programs that offer certification
upon successful completion:
1.
2.
3.
4.
5.
6.

Radio Marketing Professional – RMP (Fundamentals of Sales)
Certified Radio Marketing Consultant – CRMC (Advanced Radio Sales)
Certified Digital Marketing Consultant – CDMC (Digital Sales)
Certified Radio and Integrated Marketing Consultant – CRMCi
(Advanced Integrated Marketing)
Certified Radio Sales Manager – CRSM (Sales Management)
Certified Professional Commercial Copywriter – CPCC (Effective Copywriting)

In-Person Training
In-person training is a combination of open sessions for new sellers and/or a
refresher course for senior sellers and certification for Radio Sales Managers. We also
participated at state broadcast conventions and individual company events. In 2017,
our in-person training sessions were conducted in Orlando, Florida, Phoenix, Arizona,
Minneapolis, Minnesota, and Irving, Texas. Additional one-day classes were conducted
in Jacksonville, Florida, Las Vegas, Nevada, and Dubuque, Iowa. Our participation at
State Broadcast Association conventions included Illinois and Ontario, Canada. We
led station group training in Hays, Kansas, and Salt Lake City, Utah. We also presented
at the St. Jude Children’s Research Hospital – Celebration of Hope, and the Atlanta
University Consortium’s Media Sales Institute.

Rising Through the Ranks

RAB Assessments

RAB’s annual Rising Through the Ranks women’s management program
continues as one of the RAB’s most popular in-person training sessions.
Promoting the value of equal opportunities in radio, this year’s session
graduated 28 talented radio sales, programming and management
professionals. The 2017 sessions were conducted in partnership with BMI
and Mentoring and Inspiring Women in Radio.

An important part of the RAB mission is to provide the tools and resources
to help the radio industry attract new sales talent and enhance industry
professionalism through training and support. In keeping with this focus,
RAB announced a new initiative in October 2017.

Live Webinars
RAB offers monthly webinars on timely and relevant topics of interest to
our members, plus special webinars on research and time-sensitive issues.
Members can purchase these on a month-to-month basis or on an annual
basis. Plus our management-focused webinars every other month continued
in 2017. Because we encourage on-going, consistent training, we offer
a discount to those who buy an annual plan that includes all 12 monthly
webinars. For 2017, we increased our annual contracts again. This year
we have 10 State Associations and 68 station groups on webinar annual
contracts. On our seller webinars, we average 3.4 people per connection.

RAB partnered with Dr. Tony Alessandra, CEO of Assessments 24x7 LLC. This
company offers a variety of proven talent-hiring strategies and evaluation
procedures for sales professionals. RAB is now offering members the
opportunity to use the Executive Summary Sales assessment bundle, which
provides managers with three key hiring assessments: The DISC profile, The
Motivators, and the Hartman Value Profile. Detailed information including a
sample report, a video explanation of the executive sales bundle and pricing
details are available at www.rab.com/assessments. Early feedback on the use
of RAB Assessments has been extremely positive. When asked if the RAB
Sales Assessment Bundle helped in making a hiring decision, one manager
said: “Absolutely; it’s almost a bit overwhelming the amount of information
you get, but it will sure help me avoid hiring mistakes in the future.”

In 2017, 209 people attended our in-person courses including a record 44 students
for the Sales Fundamental course in Minneapolis. This represents a 31% increase in
attendance over the previous year.
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ENHANCING
OUR PRODUCTS
AND SERVICES
In 2017, RAB released a complete update to the Account Manager user interface.
Redefining the user experience with new menus, bright, engaging screens and
state-of-the-art design, this update also brings Account Manager in line with
current device technology. Today, users engage with technology on countless
different devices from every conceivable location. Now, Account Manager is
with them every step of the way. In 2017, we also released updates that allow
Account Manager to work in lockstep with MS-Outlook email and calendar and
debuted a new set of manager and AE dashboards that provide a clearer picture
of performance and sales process analytics. With more than 5,000 subscribers,
every single day thousands of radio managers and account executives use RAB
Account Manager to minimize frustration and maximize results.

According to eMarketer, mobile commerce (m-commerce) is expected to grow
to $146B in 2018. It’s essential for broadcasters to offer advertisers effective and
secure m-commerce products that can power mobile strategies and drive sales
while also helping to build strong local brands. We’re thrilled to bring GoCart
to market.

RAB.com
Last year, RAB released a major update to one of our key member touchpoints,
RAB.com. In 2017, this new design was expanded to become the new focal point
of the Radio Matters initiative. Housed in the Radio Facts section of RAB.com,
Radio Matters includes links to the Radio Impact Reports blog, the Radio on
Main Street Podcast, the Matter of Fact newsletter and the current Radio Matters
sizzle video. This is also the section where visitors can download the latest Radio
Matters one-sheets, read Radio in the News and access the Radio
Matters PowerPoint deck.

TM

Just in time for 2018, RAB is now delivering a mobile-first, e-Commerce product
for RAB members and their local advertisers. This latest tool from RAB enables
radio stations to accept trade dollars in the form of products/services and convert
them into ad revenue that can be used to supplement spot and digital advertising
budgets. Built on RAB’s ezAuction’s time-tested ecommerce infrastructure,
GoCart intuitively responds to any device, from desktop computers to tablets
and mobile phones. It features new instantly-redeemable mobile certificates,
options to engage and share specific items with social media audiences, and new
branding and promotional opportunities for stations and advertisers. It also offers
the ability to post an item in GoCart and place it anywhere on the web, including
station and advertiser websites with buy-it-now functionality and real-time
inventory controls.
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Radio Sales Today

CONFERENCES AND EVENTS
In September, Austin welcomed the
Radio Show to town where nearly 2,000
attendees had the pleasure of enjoying a
three-day conference packed with true
Texas hospitality.
139 students from 46 colleges and universities in 21 states participated
in the Student Scholars program, marking a new record high for the
Radio Show. Underwritten by broadcasters who sponsor the Student
Scholars annually, this program truly sets the Radio Show apart as a
great recruiting and marketing opportunity for the next generation of
radio broadcasters.

The Radio Show featured a full lineup of education and training
sessions, music and entertainment, an impressive Marketplace featuring
the latest in technology, and lots of networking opportunities. Thanks
to Steering Committee Chair Mike McVay, Cumulus Media/Westwood
One EVP, the Radio Show, produced in collaboration with the NAB,
delivered on its promise of being Radio’s Ultimate Destination.
The conference closed on a high note with the Music & Mimosas
session featuring performances by Drake White, Temecula Road, My
Jerusalem, and an intimate chat and performance by certified superstar
Demi Lovato. Various advertisers were also in attendance at the Radio
Show including Blue 449, Carat, Comcast, NeighborWorks, P&G, Spark
Foundry, T-Mobile and others, who were energized and inspired by all
that is happening in radio. Select conference sessions including many
of the keynotes and the entire Sales & Marketing track were streamed
live and made available for on-demand viewing through 2017.

Radio Sales Today, the publication delivered Monday through Friday to thousands
of radio professionals before they start their day, continues to provide readers
with feature articles and research reports to help in their marketing to ad
categories that have traditionally been the industry’s strongest, as well as to
new businesses that offer additional sales potential.
Another popular feature of Radio Sales Today is the Daily Sales Tip, written
by RAB staffers, various contributors from within the radio sales community,
and other nationally-recognized marketing consultants. In addition, each issue
includes an RAB News segment, which offers information on RAB training
options, available research reports, and other learning opportunities.
Radio Sales Today’s engagement numbers continue to be ‘best in
class.’ It’s an important touchpoint for RAB.
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The Membership team provides
an individualized and customized
approach for RAB’s members.
One of the many benefits of Membership is having access to a live member
response team. The Member Response team is available to field questions
ranging from insights to website navigation through phone, email or web
chat. Fielding over 300 requests a week -- 80% of members surveyed have
consistently agreed the information provided has or will lead to closing a
deal and additional revenue.

EXECUTIVE COMMITTEE

BENEFITS OF
MEMBERSHIP
The Member Benefits presentation is continuously updated as new
and updated resources are made available. Since they’ve been offered,
thousands of webinars have been conducted and on a weekly basis several
Member Benefits presentations are shared with member stations from all
size markets.

Connect with Member Response:
Phone 800-232-3131, email memberresponse@rab.com, or live chat on
RAB.COM, weekdays from 7am to 5pm CST.
We are here to better understand your needs and
answer any questions. Just Ask RAB.
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BOARD OF DIRECTORS

We encourage you to reach out to the Member Response team and
schedule your team’s presentation, where you can learn how to leverage the
latest research and tools available to you at the click of a mouse.

Ginny Morris
Hubbard Radio
RAB Chair

Susan Larkin
Entercom
Communications
RAB Vice Chair

Mike Hulvey
Neuhoff
Communications
RAB Finance Chair

Hartley Adkins
iHeartMedia, Inc.
Immediate
Past Chair

Erica Farber
Radio Advertising
Bureau

Bill Hendrich
Cox Media Group

Rolland Johnson
Three Eagles
Communications

Weezie Kramer
Entercom
Communications

Christine Travaglini
Christal Radio +
Katz Partnerships

Bud Walters
The Cromwell Group

Steve Wexler
The E.W. Scripps
Company

Pat Walsh
Emmis
Communications

Brian Beasley, Beasley Media Group
Bruce Beasley, Beasley Media Group
Joe Bilotta, JMB Solutions, LLC
Pierre Bouvard, Cumulus | Westwood One
Jonathan Brewster, Cherry Creek Radio, LLC
Michael Carter, Carter Broadcast Group, Inc.
Richard Chapin, Chapin Enterprises
Don Curtis, Curtis Media Group
Darren Davis, iHeartMedia, Inc.
John Dille, Federated Media
Mitch Dolan, Times-Shamrock Communications
John Douglas, AIM Broadcasting, LLC
Mike Dowdle, Bonneville International Corp.
Paul Fiddick, Emmis International
Skip Finley, Noepe Communications, LLC

Mark Gray, Katz Media Group
Suzanne Grimes, Cumulus | Westwood One
Erik Hellum, Townsquare Media
Jim Higgins, United Stations Radio Networks
Drew Horowitz, Hubbard Radio
David Kantor, Reach Media
Brad Kelly, Nielsen Audio
David Kennedy, Aspire Ventures
Warren Lada, Saga Communications
Jerry Lee, MoreFM, WBEB
Dave Martin, StateNets Radio
Bill McElveen, Alpha Media
Robert Meisse, Mid-State Multimedia Group
Bob Philips, Entercom Communications

Scott Herman
SHH Media
Management

Mary Quass, NRG Media
Tony Renda, Renda Broadcasting
John Rosso, Triton Digital
Art Rowbotham, Hall Communications, Inc.
Dave Santrella, Salem Radio
Ivan Shulman, United States Traffic Network
Jeff Smulyan, Emmis Communications Corp.
Peter Smyth
Mike Tarter, Forcht Broadcasting
Charles Warfield, YMF Media, LLC
Jeff Warshaw, Connoisseur Media, LLC
Sabina Widmann, Univision Radio
Phil Zachary, Entercom Communications
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WHY RADIO
MATTERS
2017 has truly been unprecedented with constant change beginning in January with a new administration in Washington DC, through the Fall with
devastating hurricanes and wildfires, the Las Vegas shooting, sports stories told on and off the field, and many more experiences affecting our local
communities. Radio was there for each and every news story, doing what radio does best – live broadcasting.

Radio is proud to be a constant in the ever-changing, fast-paced lives of our
listeners. We are committed to our communities and to delivering live and local
radio. And that truly matters to our listeners and our advertisers.
This is the very essence of radio – anything and everything is possible with radio and that is due in part to the unique connection that radio has with
its communities. It is strengthened by the bond between the listener and radio’s on-air talent. Because radio delivers.

•		 The #1 Reach Medium -- touching more Adults 18+ than TV or smartphones. *
•		 Radio Drives Search -- when radio is used in a campaign, radio lifts brand search by
		 29% on average -- across various categories. †
•		 Radio Delivers -- across 23 categories radio delivered an average $10: $1 ROI. ††

And because Radio Matters!
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*

(Source: The Nielsen Comparable Metrics Report, Q1 2017)

†

(Source: RAB: Radio Drives Search, Sequent Partners, Media Monitors & In4Mation Insights, 2017)

††

(Source: Nielsen Catalina studies 2014-2016)

