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Exclusve And Heavy Listeners Can
Make Or “Break” A Station
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In-Car ListenersBuild Cume,
At-Work ListenersBuild QHR

Composition By Location
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Thursday Listening LevelsDon't Show Huge * Spike”

% of Cume By Day National Average
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Previously, people thought Thursday listening
levels were huge (due to Diary starting on that
day). 240,000 diarykeepers show steady levels
across each weekday. Slight changes to these numbers
may create major changesin
ratings.
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Direct and Strategic Marketing Can Really Pay Off
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Duplication IsA Way Of Life

% Duplication With Top Competitor
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P1 ListenersBuild Advertising Frequency

WMMM

15% of WMMM's audience duplicateswith WDDD
while 20% of WDDD's audience duplicateswith WMM M.
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Format Comparisons

All A/IC NTS Oldies AOR Country
% of QHRs
P1 Qhrs 72 72.8 72.5 66.4 70.6 75.7
P2 Qhrs 18 16.6 18.5 20.8 18.3 16
P3 Qhrs 6 6.5 5.9 7.4 6.6 5.2
Exclusive 18 14.6 15.9 16.6 18.5 27
Heavy 40 42.2 34.7 34.7 40.9 44
Location QHRs
Home 32 26.4 43.6 27.9 26.2 32
In Car 30 25.4 36.6 35.8 31 33.8
At Work 36 46.6 18.8 34.4 39.5 32.3
Avg Days 3 3.2 3.9 3.1 3.4 3.7
Avg Occ. 6 5.8 5.2 5.4 6.4 7.2
Avg TSL 34 34 32 28.1 32.1 39.4
TSL/Occ. 6 5.8 5.2 5.2 5 5.5
Median Age 40 38.8 56.3 42.5 28.7 41.5
% Dup w/ Top
Competitor 35 32.7 28.3 30.1 46.7 34.4
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