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WHAT EMRC
‘==~ ACCREDITATION
s MEANS
The Arbitron Radio Service has been
accredited by the Electronic Media Rating
Councif since 1968. To merit continued EMRC
accreditation, Arbitron (1) adheres to the
Council's Minimum Standards for Broadcast
Rating Research; (2) supplies full nformation
to the EMRC regarding all details of its opera-
tion; (3) conducts its measurement service
substantially in accordance with representa-
tions to its subscribers and the Council and
(4) submits to, and pays the cost of, thorough
ongoing audits of accredited Arbitron ser-
vices by CPA firms engaged by the EMRC. In
addition to sizable annual audit charges,
Arbitron provides office and file space for
EMRC auditors as well as considerable staff
and computer time involved in various
aspects of these inspections.

Further information aboutthe EMRC's
accreditation and auditing procedures can
be obtained from the Executive Director,
Electronic Media Rating Council, 509
Madison Avenue, Suite 1112, New York, New
York 10022.
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PREFACE

This report is a compilation of radio audience
estimates designed to represent radio listen-
ing during a typical week for this market for
the Fall 1991 survey period. The surveysto
which the Metro Audience Trends estimates
apply are identified in the Metro Audience
Trends section of this report. The estimates
are based on listening information recorded in
seven-day diaries by persons 12 years of age
and older. All audience estimates are approxi-
mations subject to statistical variations related
to sample size and other limitations. The
reliability of audience estimates cannot be
determined to any precise mathematical
value or definition.

This report is intended to furnish radio sta-
tion, advertiser and agency clients of Arbitron
with an aid in evaluating radio audience size
and composition. Arbitron attempts to provide
herein a summary description of methodology
that may be understood by all who use the
report. A more detailed description of Arbitron
methodology can be found in a separate
pubfication, available to all syndicated radio
report subscribers, entitled Radio Description
of Methodology.

WARNING

All Arbitron audience estimates and Arbitron
maps are copyrighted. The willful, unautho-
rized use of any Arbitron audience estimate or
map constitutes copyright infringement which
could subject the infringer to civil damages of
up to $50,000 and criminal penalties of up to
one year imprisonment and a $25,000 fine
pursuant to Chapter 5, Sections 504 and 506
of Title 17 of the U.S. Code.

PLEASE NOTE/Users of this report should become familiar with the sections of this report entitled
the Description of Methodology (Pages ii-iv) and Limitations (Page iv, Paragraph 46). Further,
instructions for estimating reliability and effective sample bases for this report may be found on
Page v. See Page 2A for the Table of Contents and survey schedule for this market.
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Population Estimates and Tabulated (In-Tab) Diaries by County

Estimated v Estimated
Persons 12+ HDA Persons 12+ HDA
Area Population In-Tab  County/Split County ST Bik/Hisp Area Population In-Tab County/Split County ST Bik/Hisp
MTA 56,500 62 DELAWARE OH TA 21,200 50 HOCK 1 NG OH
MTA 86,700 105 FAIRFIELD OH T 24,700 24 JACKSON OH
MTA 808, 600 1,001 FRANKL N OH B TA 39,800 37 KNOX OH
MTA 106,400 » 156 LICKING OH T 35,000 20 LOGAN OH
MTA 31,400 38 MADISON OH TA 52,200 65 MARION OH
MTA 41,000 40 PICKAWAY OH TA 11,400 33 MORGAN OH
MTA 26,800 44 UNION DH TA 22,800 27 MORROW OH
T 51,700 19 ATHENS OH T 67,400 42 MUSK | NGUM OH
T 30,100 36 CHAMPAIGN OH TA 25,500 37 PERRY OH
TA 28,800 37 COSHOCTON OH TA 20,000 33 PIKE OH
TA 39,100 19 CRAWFORD OH T 104, 200 72 R1CHLAND OH
TA 22,600 18 FAYETTE OH TA 58,500 52 ROSS OH
TA 25,700 26 HARDIN OH T 9,100 7 VINTON OH
T 29,700 31 HIGHLAND OH T 18,000 14 WYANDOT OH

by

Metro Combined High Density Ethnic Area(s)

t
Totat Ethnic
In-Tab  Est. Pop. 12+ in-Tab Ethnic Pop. 12+
HDBA 81 64,800 47 53,900
HDHA

M-METRO COUNTY T-TSA COUNTY A-AD{ COUNTY

HDA - High Density Area (Black or HispaniC) REM - Remainder portion of
geographic split county (generally nonmetropolitan according to the OMB)

FOR TOTAL METRO IN-TAB COUNTS FOR APPLICABLE ETHNIC GROUPS
PLEASE SEE PAGE 3A OR 5B

These population estimates are based upon 1990 U.S. Bureau of the Cénsus estimates
updated and projecied 10 January 1, 1992, by Market Statistics based on data from Sales

and Marketing Management’s 1991 publication of "Survey of Buying Power,” and other
informational sources. (See Page 5B for important Clarifications.)
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Population Estimates and Sample Distribution by Sex-Age Group

Metro Survey Area

Total Survey Area

Est. Pop.

% Military % College

Group Quarters

coLumMBUS,

Total Persons 12+

OH

1,157,400

a)

2P5!

. Est. Pop. % Unwgt. % wgt. Est. Pop. % Unwgt. % Wgt.
Estimated % Tot. In-Tab In-Tab In-Tab Estimated % Tot. In-Tab In-Tab  In-Tab
Population Pers. 12+ Sample  Sampl Sample Popuilation  Pers. 12+ Sample Sampie p
Men 12-24 142, 300 12.3 147 10.2 12.3 Men 12-24 231,200 12.2 211 9.8 12.2
Men 18-24 85,800 7.4 85 5.9 7.4 Men 18-24 133.600 7.1 116 5.4 7.1
Men 25-34 129,800 11.2 146 10.1 11.2 Men 25-34 197.200 10.4 207 9.7 10.4
Men 35-44 110,000 9.5 137 9.5 9.5 Men 35-44 175, 800 9.3 194 9.0 9.3
Men 45-49 39,500 3.4 70 4.8 3.4 Men 45-49 66, 100 3.5 85 4.0 3.5
Men 50-54 31,700 2.7 42 2.9 2.7 Men 50-54 54,900 2.9 68 3.2 2.9
Men 55-64 51, 300 4.4 85 5.9 4.4 Men 55-64 88, 800 4.7 128 6.0 4.7
Men 65+ 53.700 4.6 41 2.8 4.6 Men 65+ 101,900 5.4 80 3.7 5.4
Men 18+ 501, 800 43.4 606 41.9 43.4 Men 18+ 818, 300 43.2 878 40.9 43.2
Women 12-24 135,900 11.7 157 10.9 11.7 Women 12-24 220,500 11.6 244 11.4 11.6
Women 18-24 82,700 7.1 85 5.9 7.1 Women 18-24 128,900 6.8 124 5.8 6.8
Wwomen 25.34 128,800 11.1 177 12.2 11.1 Women 25-34 194,700 10.3 249 11.6 10.3
Wwomen 35-44 114,500 9.9 181 12.5 9.9 Women 35-44 180,500 9.5 248 11.6 9.5
Women 45-49 41,900 3.6 54 3.7 3.6 women 45-49 68,900 3.6 79 37 3.6
women 50-54 34,400 3.0 49 3.4 3.0 women 50-54 57,900 3.1 81 3.8 3.1
Women 55.64 56, 300 4.9 89 6.2 4.9 women 55-64 97,400 5.1 149 6.9 5.1
women 65+ 87,300 7.5 71 4.9 7.5 Women 65+ 159, 100 8.4 122 at/ 8.4
Women 18+ 545, 900 47.2 706 48.8 47.2 Women 18+ 887,400 46.8 1,052 49.0 46.8
Persons 18+ 1,047,700 90.5 1,312 90.7 90.5 Persons 18+ 1,705,700 80.0 1,930 80.0 90.0
Teens 12-17 109,700 9.5 134 9.3 9.5 Teens 12-17 189,200 10.0 215 10.0 10.0
Black Persons 12+ 132,000 11.4 138 9.5 11.4
Hispanic Persons 12+ ETHNIC CONTROL PROCEDURES NOT APPL |ED
Total Persons 12+ 1,157,400 1,446 Total Persons 12+ 1,894,900 2,145
Diary Placement and Return Information Area of Dominant Influence
Est. Pop. % Unwgt. % wgt.
Estimated % Tot. In-Tab in-Tab in-Tab
Metro ADI TSA Population Pers. 12+  Sample Samp Sampie
Listed Residences in Designated Sample 978 1,251 1,457 Men 18-24 107, 100 7.0 103 5.5 7.0
Unlisted Residences in Designated Sample 602 727 815 Men 25-34 164,700 10.8 185 9.8 10.8
Total Residences in Designated Sample 1,580 1,978 2,272 Men 35-44 143,900 9.4 175 9.3 9.4
Men 45-49 53,200 3.5 83 4.4 Jats)
Listed Estimated Persons 12+ in Designated Sample 2,137 2,725 3,176 Men 50-54 43,500 2.9 61 3.2 2.9
Unlisted Estimated Persons 12+ in Designated Sample 1,344 1,623 1,834 Men 55-64 70,200 4.6 107 58 4.6
Tolal Estimated Persons 12+ in Designated Sampie 3,481 4,348 5,010 Men 65+ 78,300 5.1 65 3.5 5.1
Men 18+ 660, 900 43.3 779 41.4 43.3
Listed Contacts (homes where telephone was answered) 915 1,180 1,373
Unltsted Contacts (homes where telephone was answered) 577 695 777 Women 18-24 103, 300 6.8 107 5.7 6.8
Total Contacts (homes where lelephone was answered) 1,492 1,875 2,150 Women 25-34 161,900 10.6 221 11.8 10.6
women 35-44 147,500 9.7 229 12.2 9.7
Listed Homes in Which Dianes Were Placed 740 957 1,109 Women 45.49 55,500 3.6 70 37 3.6
Unlisted Homes in Which Diaries Were Placed a51 545 609 Women 50-54 46,200 3.0 66 3.5 3.0
Total Homes in Which Diaries Were Placed 1,191 1,502 1,718 Women 55-64 76.500 5.0 127 6.8 5.0
women 65+ 123,300 8.1 94 5.0 8.1
Listed Individuals Who Were Sent a Diary 1,638 2,109 2,446 Women 18+ 714,200 46.8 914 48.6 46.8
Unlisted Individuals Who Were Sent a Drary 1,015 1,227 1,383
Total Individuals Who Were Sent a Diary 2,653 3,336 3,829 Persons 18+ 1,375, 100 80.2 1,693 90.1 90.2
Listed Individuals Who Returned a Usable Diary (in-Tab) 951 1,247 1,438 Teens 12-17 149,900 9.8 187 9.9 9.8
Unlisted Individuals Who Returned a Usable Diary (In-Tab) 495 633 707
Total Indiviguals Who Relurned a Usable Diary (In-Tab) 1,446 1,880 2,145 Total Persons 12+ 1,525,000 1,880
Sampie Target 1,430
In-Tab/Target index 101
Metl’o Persons LIVIng in GI'OUp Quarters These population estimates are based upon 1890 U.S. Bureau of the Census estimales
updated and projected 1o January 1, 1992, by Markel Stalistics based on data from Sales
% Other and Marketing Management’s 1981 publication of "Survey of Buying Power,” and other

informational sources. (See Page 5B for important clarifications.)
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Facilities of Stations Listed in this Report

- —
Power (Watts)/HAA T (Meters) Freguency
AM-Day AM - Hight (AM in KHZ) Metwork
Station FM - ERP FM - HBAT {FM in MHZ} Affiliationts) City of License/ID County/Split County ST Sales Representative
| HOME TO ARBITRON RADIO WETHO AREA
WBBY-FM 2,600 110 103.9 NAC WESTERVILLE FRANEL 11 OH Hi&
WBNS-AM O0T 1,000 = 1460 APR cBs CoLUMBUS FRANKL i OH BANNER RADIO l
WBNS-FM 20,500 238 97.1 cBsS COLUMBUS FRANKL IN OH BANNER RADIO |
WCEZ-FM 6,000 87 107.9 IND DEL AWARE/ COLUMBUS DELAWARE OH N/A
WCKX-FM 3,000 91 106.3 NBN SBN LONDON/COLUMBUS MADISON OH N/A
WCLT-FM 50, 000 119 100.3 MBS NEWARK LICKING OH N/A
(S) WCOL-AM 1,000 1,000 - 1230 IND COLUMBUS FRANKL IN OH CHRISTAL RADIO
(S) WCOL-FM 22,000 230 92.3 IND COLUMBUS FRANKLIN OH CHRISTAL RADIO
(S) WHOK-FM 50,000 150 95.5 APR LANCASTER/COLUMBUS FAIRFIELD OH E&STWAN RADIO, INC
WLOH-AM 1,000 28 1320 APR LANCASTER FAVRFIELD OH EaASTHWAN A&DI0, INC
(S) WLVQ-FM 18,000 229 96.3 IND COLUMBUS FRANKL IN OH KalZ Hanig
WMGG-FM 20,000 238 99.7 IND COLUMBUS FRANKL IN OH Ea5TWAN RADIO, INC
WMN | -AM 1,000 500 920 MBS NBC COLUMBUS FRANKL IN OH Ea5TWAN RADIO, INC
(S) WNCI-FM 175,000 171 97.9 APR COLLUMBUS FRANKL IN OH MaJdOR MARKET RADIO, INC
WNKO-FM 3,000 91 101.7 CNN UNIULT NEWARE JHEATH LICKING OH KATZ & POWELL
WRFD-AM 9,000 880 IN COLUMBLS-WIRTHINGTN FRANKL IN OH N/A
WRVF-FM 3,000 100 98.9 CNN UPPH &HLHGTN/COLMBS FRANKL IN OH EASTMAN RADIO, INC
| (S} WRZR-FM 3,000 1 103.1 SMN JOHNS T OWNCOLUMBUS L ICKING OH N/A
WSNY-FM 22,000 230 94.7 IND COLLUMBLUS FRANKL IN OH MCGAVREN GUILD
WTLT-FM 3,000 100 107.1 ABC CIRCLEVILLE/COLUMBS PICKAWAY OH SCHUBERT RADIO GROUP
(S) WTVN-AM 5,000 5,000 - 610 AB COLUMBUS FRANKL IN OH KATZ RADIO
WVKO-AM 1,000 250 1580 SBN UNIPWR COLUMBUS FRANKL IN OH MCGAVREN GUILD
WWCD-FM 3,000 100 101.1 IND GROVE CTY/COLUMBUS FRANKL IN OH N/A
WWHT-FM 6.000 100 105.7 ABC MARYSVILLE/COLUMBUS UNION OH SCHUBERT RADIO GROUP
OUTSYIDE ARBITRON RADIO METRO AREA BUT HOME TO ADI-
@WD I F-FM 3,000 91 94.3 ABC MAR |ON MAR ION OH REGIONAL REPRESENTATIVES
GWFCB-FM 3,000 91 94.3 UNISUP CHILLICOTHE ROSS OH WALTON TIME SALES
GWKKJ-FM 50, 000 106 93.3 SMN CHILL ICOTHE ROSS OH REGIONAL REPRESENTATIVES
CGWMRN-~AM 1,000 1,000 1490 MBS UNISUP MARION MAR ION OH N/A
GWMRN-FM 25,000 104 106.9 MBS UNISUP MAR | ON MAR ION OH N/A
eWa10-FM 37.000 » 172 93.7 CNN MT VERNON KNOX OH N/A
GWTNS-FM 1,200 134 99.3 INO COSHOCTON COSHOCTON OH WALTON BROADCASTING SALES
OUTSIDE ARBITRON RADIO METRO AREA AND ADI - -
WAZU-FM 50,000 150 102.9 ABC SPRINGF IELD/DAYTON CLARK OH CHRISTAL RADIO
SWKXA-FM 20,000 134 100.5 ABC FINDLAY HANCOCK OH REGIONAL REPRESENTATIVES
WLW -AM 50,000 50,000 700 ABC CINCINNATI HAM ILTON OH EASTMAN RADIO, INC
GWYHT-FM 50, 000 113 105.3 IND MANSF IELD RICHLAND OH EASTMAN RADIO, INC
Footnote (#) Listed only in Metro and Tolal Survey Area (@) Listed only in Arga of Dominant Influence (S) Station subscriber as of release 1o print.
Symbols: < Cily of License/ID > indicates home listing by virtue of station’s chosen home Cily of identification rather than by station’s legally authorized City of
License. (See Paragraph 40 in the back of this report.)
|
| Network ABC/ABC Radio Network NBC/NBC Radio Network UNISUP/Unistar (Super)
Affiliation APR/Associated Press Radio Network NBN/National Black Network UNIULT/Unistar (Ultimate)
Abbreviations:  BRN/Business Radio Network SBN/Sheridan Broadcasting Network  UNIPWR/Unistar (Power)
CBS/CBS Radio Networks SMN/Salellite Music Network UPI/United Press International Radio Network
CNN/Cable News Network Source/The Source
CRC/Cadena Radio Centro SUN/Sun Radio Network IND/(Denotes stations not affiliated with any of the above networks.)
MBS/Mutual Broadcasting Sysiem Radio Network TALKNT/Talknet
The data above are the most Current data available | Reporting Standards for this survey (see Pars. 37-40 | City of License. Stations for which no Sales
to Arbitron as of this survey period. Stations are in the back of this report). The county or split county| Representative is on file are listed above by "N/A.”
listed only if they have met Arbitron’s Minimum listing reflects the geographic location of the station’s
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Metro Market Profile

The Arbitron Metro Market Profile provides information on demo-
graphics, socioeconomic characteristics, retail sales, consumer
spending, print media and passenger car registrations. A Metro
Ratings and Time-Spent-Listening (TSL) summary for all the 1991
radio markets is also included in this section.

The data in this section are reported for the Metro Survey Area as
defined by Arbitron for this Market Report. However, for Metros

COLUMBUS, OH

comprised of a portion of one or more counties, these data may not
be representative of the actual Metro Survey Area.

This Market Profile section is provided to assist radio stations and
advertisers in evaluating media opportunities. A brief description of
each set of data is provided. However, for your convenience in ob-
taining additional information regarding the data contained in these
pages, please refer to the contact suppiied for each data source.

Metro Area Lifestyle Profile by PRIZM® Groups

Census and hundreds of millions of actual consumer purchase records to
classify each neighborhood in the U.S. into one of 40 distinct PRIZM clusters.
Among the characteristics analyzed are income value and type of housing,
marital status, presence and ages of chiidren in a household, ethnicity,
urban-suburban-town-rural location, age, sex, occupation, level of education,
as well as new car registrations, magazine subscriptions, real estate trans-
actions, and financial data. Claritas updates PRIZM annually.

The PRIZM system provides marketers with a way to identify and target
key consumer segments. There are 40 unigue clusters organized into twelve
groups. Each group is identified by a group code which denotes a basic
neighborhood type. (U1-U3 groups are Center-City Urban; S$1-S4 groups
are Fringe Suburban; T1-T3 groups are New Satellite Suburbs and Towns:
and R1-R2 groups are Town and Farms in Rural Areas.) When linked to
market and radio measurement data, this geodemographic model produces
descriptive audience information.

The twelve PRIZM groups are described above. Each PRIZM group’s com-
position in this metro for persons 12+ is compared to the group’s national
composition. The index compares the metro market’s composition for each
group with the national composition. An index of 100 indicates that the
market has the same percent concentration as the nation; an index of 200
means that the market’s composition is twice that of the nation.

For more information about Claritas, please call (703) 683-8300. PRIZM and
Claritas are registered trademarks of Claritas Corporation.

National Metro Index of
Group Description % Persons 12+ % Persons 12+  Concentration

St Educated, affluent executives and professionals, elite metro suburbs 4.84 4.48 a3

S2 Pre and post-child families and singles, upscale, white-Collar suburbs 7.15 8.08 113

S3 Upper-middle Class, child raising families, outlying, owner occupied suburbs 13.32 14.91 112

u1t Educated, white-collar singles and couples in upscale, urban areas 6.64 15.62 235

T Educated, young, mobile tamilies, exurban suburbs and boom towns 12.14 10.04 83

S4 Middle-class, post-child families, aging suburbs and retirement areas 6.19 0.00 o

T2 Middle-class, child raising, blue-collar families, remote suburbs and towns 9.50 20.83 219

u2 Mid-scale families, singles and elders in dense, urban rowhouse & highrise areas 6.46 7.19 11t

R1 Rural towns, villages, farms and ranches, agrarian middle America 6.32 2.26 36

T3 Mixed gentry and blue-collar labor, low-mid mill and factory towns 10.69 7.55 71

R2 Landowners, migrants and rustics in poor rural towns, farms and uplands 9.17 1.35 15

u3 Mixed, unskilled service and labor in aging, urban rowhouse and highrise areas 7.58 7.69 to1
PRIZM® Metro Effective Buying income*
PRIZM® is a market segmentation system developed by Claritas Corporation Effective Buying Income (EBI) ($000) $18,747,219
to help marketers target consumers and profile markets and audiences by Median Household EBI $28,503
litestyle. Claritas analyzes key demographic characteristics from the U.S. EBI per Household $35,412

“EBI represents disposable personal income (including group quarters), minus
any compensation paid to military or diplomatic personnel stationed overseas.

Metro Retail Sales Data ($000)

Total Retail Sales $10,567, 421
Retail Expenditures per Household ($) $19,961
Food Stores $1,700,547
Supermarkets $1,616,128
Eating & Drinking Piaces $1,094,796
General Merchandise Stores $1,412,344
Department Stores $1,155,624
Apparel and Accessories Stores $501,352
Automotive Dealers $2,506,238
Building Materials & Hardware Stores $524,975
Drug Stores $348,834
Furniture and Appliance Stores $234,171
Radio, TV & Music Stores $175,092

Top Ten Employer Industries

The Top Ten Employer Industry Classifications are defined below by a
Federal Government Census calied STANDARD INDUSTRIAL CLASSIFICATION
(SIC). SIC’s are sorted by the primary activity of individual business
establishments based on the 1989 County Business Pattern Reports of the
U.S. Census.

# of % of
Empioyer Employees Total
Sales Data 1) HEALTH SERV)CES 54, 103 9.8
_ 2) EATING AND DRINKING PLACES 42,715 7.7
Effective Buying Income, Total Retail Sales, Retail Expenditures and eleven 3) BUSINESS SERVICES 40,727 7.4
categories of store sales have been compiled by Market Statistics and 4) WHOLESALE TRADE-DURABLE GOODS 24,100 4.3
furnished to Arbitron. These data, based on Sales and Marketing Manage- 5) INSURANCE CARRIERS 21,110 3.8
ment’s 1991 publication of “Survey of Buying Power” (12/31/90 estimates), g; asgg{‘ftb;ggﬂg :g?lf‘*ﬁcmﬂs 13'2?51, g;
are arranged according to Arbitron’s Fall 1991 Metro definitions. 8) ENGINEERING & MANAGEMENT SERVI 17:225 31
NOTE: Although the total population of a given geographic area will include 9) WHOLESALE TRADE-NONDURABLE GOO g Sl
At 3 10) FooD STORES 15,747 2.8
those residing in group quarters, household totals will not. Therefore, cal-
culations of per-household income and retail sales do not adequately reflect | toraL METRO EMPLOYEES 554, 100
an area’s true residential makeup.
TOP 10 TOTAL EMPLOYEES 268,669 48.5%
ARBITRGN
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Metro Market Profile (continves).

Metro Census Data

Market Statistics has furnished Ethnic Popuiations, Household Data, Retaii
Sales and Employer Industries to Arbitron on a county level, using Fall 1991
Metro definitions. Most data are based on the 1990 Census; exceptions and
clarifications are noted in the text below. For further information, contact
your Arbitron representative.

Metro Ethnic Populations are reported for all Standard and Condensed
Markets. Ethnic sampling procedures need not be in place. The percent for
each demo is based on persons 12+. Ethnic population information is based
on the 1990 Census, updated to 1/1/92.

Metro Ethnic Population

Blacks %o Hispanics %
PERSONS 12+ 132,000 100.0 9,200 100.0
TEENS 12-17 16,200 12.3 1,000 10.9
MEN
18-24 10,900 8.3 1,000 10.9
25-34 15,500 1.7 1,600 17.4
35-44 11,700 8.9 700 7.6
45-49 3,600 2.7 200 2.2
50-54 2,900 2.2 200 2.2
55-64 5,200 3.9 300 3.3
65+ 4,700 3.6 200 2.2
WOMEN
18-24 10,400 7.9 800 8.7
25-34 16,200 12.3 1,400 15.2
35-44 13,200 10.0 900 9.8
45-49 4,200 3.2 200 2.2
50-54 3,800 2.9 200 2.2
55-64 6,100 4.6 200 2.2
65+ 7,400 5.6 300 3.3

For each of the foliowing Census categories, the Metro % is applied to the
Metro popuiation 12+ to determine Metro Total. For split county metros, the
Metro % represents the whole county(ies) Census category distributions.

1. Total Households are based on 1990 Census data, updated to 1/1/92.

2. income by Households are grouped into eight discrete income cate-
gories. The income reported is disposable total household income or income
after personal taxes, non-tax payment and personal contributions for Social
Security are deducted. 1980 Census-based Metro percents are appiied to
1990 households, updated to 1/1/92. Median income is shown tor all Metro
householids (1980 based, updated to 1/1/92).

COLUMBUS, OH

3. Value of Owner-Occupied Housing Unlts are estimates of the number
of owner-occupied housing units falling into six value groups. For the 1990
Census data, this figure includes single family condominiums. However, this
census figure excludes mobile homes, housing units located on 10 or more
acres, housing units located on commercial property and two housing units
sharing the same address. The median value for all owner-occupied units in
the Metro is shown (1990 Census).

4. Monthly Contract of Renter-Occupied Housing Units are the number
of rented housing units grouped into six monthly contract groups. This
census excludes no-cash rental units, Median rent is shown for all rented
units in this Metro (1990 Census).

5. Household Size categories are based on 1990 Census data, updated
to 1/1/92.

6. Seasonal Housing Units are defined as housing units used or intended
for use only during certain seasons of the year; they are not included in the
total household base (1990 Census).

7. Educationrepresents the education levels of all persons 25+ (1980 Census).

8. Colleges and Universities are taken from the most current available
survey of colleges and universities conducted by the National Center for
Education Statistics. Oniy students enrolled in an accredited degree program
are included in the enroliment tigures. Percentages for the tull-time enroll-
ment are based on total enroliment.

9. Occupation data represent the number of persons 16+ that are employed
in each of six occupation categories. A total of the six categories is shown.
Percentages are based on totai persons 16+ (1980 Census). Occupations
inciuded in each category are listed below:

Managerial/Executive, administrative and managerial occupations;
professionals; specialty occupations.

Technical/ Technicians and related support occupations, sales and
administrative support positions, including cierical.

Service Worker/Private household occupations, protective service
occupations and other services.

Farm Worker/Farming, forestry and fishing occupations.
Precision Production/ Craft and repair occupations.

Operators/Machine operators, assemblers, inspectors, transportation and
material moving occupations, handlers, equipment Cleaners and laborers.

10. Farm Population/ Estimate represents all persons living on a tarm
located in the Metro (1980 Census).

11. Transportation to Work information is based on estimated employed
persons 16+. Percents are calculated on all persons 16+ (1980 Census).

12. Car Ownership by Household/ Total households are distributed into
one of tour Car Ownership categories. Percentages are based on total
1/1/92 household estimates.

Metro Total Metro % Metro Total Metro %
1» Total Households 535,500 100.0 6» Seasonal Housing Units 2,228 .4
2» income of Households 7» Education Persons 25+
Under $10,000 80,798 15 .1 Elementary 0-8 Grd 87,227 12.3
10,000-14,999 50,312 9.4 High-Schoot 1-3 yr 114,637 16.3
15,000-19,999 53,086 9.9 High-School Grad 273,254 38.7
20,000-29,999 98,269 18.3 College 1-3 yr 102,172 14 .4
30,000-39,999 85,636 16.0 Coliege 4+ 129,021 18.3
40,000-49,999 . 60,520 1.3 Total Persons 25+ 706,311 100.0
50,000-74,999 77,451 14.5
75,000+ 29, 428 5.5 8» Colleges & Universities 21
Median income $28,503 Total Enroliment 89,197 100.0
Full Time Enroliment 62,479 70.0
3> value of Owner-
Occupied Housing Units 9» Occupation
Less than $30,000 11,661 2.2 Managerial 137,979 24.3
30,000-49,999 46,666 8.9 Technical 188, 740 33.2
50,000-74,999 85,606 16.3 Service Worker 71,343 12.6
75,000-99,999 56,695 10.8 Farm worker 8,727 1.5
100,000-149,999 42,898 8.2 Precision Production 65,055 11.5
150,000+ 24,808 4.8 Operators 96,227 16.9
Median Value $76,600
4> Monthly Contract of Renter- 10» Farm Population 22,411
Occupied Housing Units
Less than $150 17,398 3.3 11 » Transportation to Work
150-199 9,457 1.8 Public 22,890 4.2
200-299 46,003 8.7 Driving to Work 388,753 70.6
300-399 63,000 12.1 Car Pool 100,070 18.2
400-499 39,730 7.5 Other 38,406 7.0
500+ 23,785 4.6
Median Rent $343
12» Car Ownership
5» Household Size by Householid
1 Person 137,300 25.6 0 Cars 52,000 9.7
2 Persons 173,600 32.5 1 Car 194,700 36.4
3-4 Persons 176,500 32.9 2 Cars 200,000 37.3
5+ Persons 48,100 9.0 3+ Cars 88,800 16.6
ARBITRGN
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Metro Market Profile (continuea)

CoLUMBUS, OH

Metro Ratings and Time Spent Listening Summary
Persons Men women
12+ 12-24 25-54 35-64 12-24 25-54 35-64
MON-SUN 6AM=M (D N
AQH RTG 15.2 12.5 16.7 15.7 14.6 16.0 15.7
CUME RTG 95.3 96.8 96.6 95.1 97.9 98.2 96.5
TSL (hr:min) 20:15 16:15 21:45 20:45 18:45 20:30 20:30
MON-FRI 6AM-10AM
AQH RTG 22.8 15.9 25.4 24.6 19.4 25.3 25.7
CUME RTG 81.7 68.7 86.4 84.0 84.2 89.8 87.0
TSL (hr:min} 5:30 4:30 6:00 5:45 4:30 5:30 6:00
MON-FR1 10AM-3PM
AQH RTG 19.9 12.6 23.9 21.8 12.9 22.5 21.2
CUME RTG 70.2 59.2 75.3 70.7 57.5 77.9 72.9
TSL (hr:min) 7:00 5:15 8:00 7:45 5:30 7:15 7:15
MON-FRI 3PM-7PM
AQH RTG 17.6 13.7 21.3 19.2 17.0 18.7 18.0
CUME RTG 78.5 70.7 85.6 82.7 84.4 82.4 79.7
TSL (hr:imim) 4:30 4:00 5:00 4:45 4:00 4:30 4:30
MON-FRI 7PM-MID
AQH RTG 8.2 10.0 7.9 6.5 14.1 6.5 5.9
CUME RTG 56.0 70.8 55.2 49.9 77.8 55.9 51.2
TSL (hr:mim) 3:45 3:30 3:30 3:15 4:30 3:00 2:45
WEEKEND 6AM-MID
AQH RTG 11.4 11.7 10.4 10.9 12.1 11.2 11.8
CUME RTG 79.2 76.9 78.3 76.3 82.9 83.7 82.8
TSL (hr:min) 5:15 5:30 4:45 5:15 5:15 4:45 5:00
Newspaper and Magazine Circulation
Newspaper and magazine circulation data, as of October 1991, were obtained Magazine Circulation % Magazine Circulation %
from the Audit tl)?,ureau of Circulations’ Daeta Bank Service, 900 North Meacham
Road, Schaumburg, Illinois 60173, (708) 605-0909, and are Copyright 1991,
Audit Bureau of Cigculations (ABC);( unauthorized copying or rggrigting of this ETRRHIOME S2ia70 ok el a0 7,201 Do
information is prohibited. BOYS LIFE 7.328 1.4 CHNG TIMES 5,787 1.1
Newspaper circulation figures represent average estimated paid circulation COSMORITAN 16,936 3.2 CTRY LIVNG Benlad 3.0
reported to and covered by the latest available Audit Report. Publications re- EBONY 11,732 2.2 FAMLY CRCL 30,051 5.7
ported have a Metro circulation of at least 1%, Arbitron may have adjusted the Ak gNDV”N 6.480 Dt fUECORSIEM 9,185 Jary
ABC Newspaper Circulation data for Metros comprised of a portion of one or L 11,901 2 GLOBE 6,858 1.3
more Counties, to reflect as closely as possible the newspapers’ circulation in GOL;ED'GST 9,631 1.8 GD HSEKPNG 30,469 5.8
the Arbitron defined Metro area. (NOTE: The adjusted figures may not represent | HM_MECHANX 5.475 Bl LS HOME JN 29,260 5.5
the newspapers’ total circulation.) Combined circulation for AM newspapers SURE (s Hots MCCALLS 21720 a2
that publish updated editions throughout the day are reported under the AM MODR MATUR 106,399  20.1 MONEY 9.583 1.8
column, and are noted with an asterisk (*) in the PM column. Magazine CirCu- NATCRENSE 154557 Zlol HATERGED OSSO Lol
lation figures are the latest paid circulation for a single issue NEW WOMAN Eg2sg Held ALl 35S 238 Lol
’ 1001 |1DEAS 9,580 1.8 OUTDR LIFE 6,824 1.3
Paper AMCirc. % PMCirc. % PARENTS 12,022 2.3 PENTHOUSE 5,069 1.0
PEOPLE 19.079 3.6 PLAYBOY 21,254 4.0
CHILLICOTHE GAZETTE 192 - POP MECHAN 7.881 1.5 POP SCIENC 8,898 1.7
COLUMBUS DISPATCH 234,422 44 PREVENT ION 17,151 3.2 RDRS DIGST 87.915 16.6
LANCASTER EAGLE-GAZETTE 16,654 3 REDBOOK 23,685 4.5 ROLLNG STN 7,864 1.5
MARION STAR 528 - SEVENTEEN 9,460 1.8 SMTHSON | AN 12,766 2.4
MOUNT VERNON NEWS 424 - SP OP DGST 8.988 1.7 SOU LIVING
NEWARK ADVOCATE 22,054 4 SPORTS ILS 26,595 5.0 STAR 15,534 1 2.9
SPRINGF 1ELD NEWS-SUN 493 - SUNSET 382 .1 TEEN 6,453 1.2
WASHINGTON USA TODAY 15,468 3 TIME 26, 806 5.1 TRVL LSURE 4,604 .9
TV GUIDE 91,382 17.3 US NWS&WR 13,016 2.5
us 7,864 1.5 WOMANS DAY 27,176 5.1
Passenger Car Reglstratlons
The Metro Share of New Private Passenger Car Registrations is supplied by the
Motor Statistical Division of R. L. Polk and Co. Polk prepares monthly reports
(actual Counts) of new cars registered in each state. Percentages are listed for
American car manufacturers and the five leading imports. The top imports are
determined through nationwide ranking. Fleet, other commercial or govern-
ment registrations are not included. Figures shown are for January through
June of the 1991 model year. Further automotive statistical information may
be obtained from the Motor Statistical Division, R. L. Polk and Co., 1155
Brewery Park Blvd., Detroit, Michigan 48207, (313) 393-0880.
Manufacturer 1991 Model Year %
Chrysler Corporation 9.9
Ford Motor Company 15.0
General Motors Corporation 35.8
Honda 12.3
Mazda 3.1
Mitsubishi 1.8
Nissan 4.2
Toyota 11.6
Other 6.3
Total 100.0
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Policies and Procedures for Special Station Activities and Rating Distortion

In accordance with EMRC and industry
guidelines, Arbitron provides the following infor-
mation relating to Rating Distortion, Rating Bias
and Extemporaneous Comments to advise
Arbitron clients about Special Station Activities
Policies and Procedures and to assist in making
evaluations of the reported audience estimates
contained herein. Such activities or occurrences
may or may not have an effect on listening and/
or the recording thereof and Arbitron makes no
attempt to assess their impact.

Arbitron’s original policy statement dated
May 20, 1977, has been updated by Policies
and Procedures releases of February 1978,
December 1981, January 1987, February
1988 and handbooks of May 1985, March
1987 and June 1990. For further guidance on
this subject, please refer to the most recent
publication entitled Rating Distortion and Rating
Bias distributed to all radio stations June 1990.

Special Station Activities/All complaints as
they relate to Rating Distortion, Rating Bias and
Extemporaneous Comments must be in writing
from an identified source (e.g., station, repre-
sentative, agency, network or person), accom-
panied by evidence such as newspaper clipping,
air-check tape or direct-mail advertisement.
Arbitron reserves the right to consider informa-
tion received anonymously. Alt complaints
should be addressed to: Radio Special Station
Activities Committee, Radio Policies and Pro-
cedures, The Arbitron Company, 312 Marshall
Avenue, Laurel, MD 20707. The initiation of an
inquiry is solely within the discretion of the
Arbitron Special Station Activities Committee or
Executive Management. Arbitron will accept
complaints up to the day after the last day of the
survey.

a. Rating Distortion/Any action(s) which may
result in manipulated, altered and/or inflated
audience estimates. These activities include,
but are not limited to, activities which Arbitron
believes might (a) cause diarykeepers to falsify
their listening records without causing a
corresponding change in actual listening, or
(b) affect the way in which diarykeepers record
or report their listening, or (c) encourage diary-
keepers to use their diaries for anything but the
recording of actual listening, or in any manner
inconsistent with the diary instructions, or
(d) confuse diarykeepers such that they may
misreport their listening. This may be accom-
plished through diarykeeper solicitation or
through improper promotional activities.

The following categories and examples are
illustrative only and are not all-inclusive:

1. Diarykeeper Solicitation is a direct attempt by
the station to encourage the recording and/or
reporting of listening other than actual listening.
It may take the form of a public or private appeal
for diarykeepers to surrender their diaries or to
misreport—in any way—their actual listening to
any station. Diarykeeper Solicitation may
include breaches of diary security, whereby a
station learns the identity of diarykeepers or
gains access to or influence over current survey
diaries.

2. Improper Promotional Activities which do not
directly appeal to survey participants may
nevertheless cause diarykeepers to misreport
or falsify their listening record—possibly as a
result of diarykeeper confusion or manipulation.
Improper Promotional Activities include, but are
not limited to, contests which may look like a
survey,; contests which offer prizes based on
amounts of listening recorded or claimed;

attempts to cause diarykeepers to lose their

anonymity; promotional ‘time sheet' and/or
"“payroll” activities where winners are paid
according to claimed listening; or promotions
which might cause a diarykeeper to surrender
adiary in trade for a prize or for cash.

Rating Distortion is sometimes confused with
"hypoing.”" However, whereas Rating Distortion
involves activities that may cause diarykeepers
to report or record more or different listening
than actually occurred, "“hypoing” refers to
station activities designed to cause more actual
listening. Rating Distortion is a violation of
Arbitron’s policies. Hypoing is not.

Arbitron may delete from its reports,
computer tapes or other services the audience
estimates for stations that have engaged in
Rating Distortion activities. Arbitron may place
the station’s audience estimates at the bottom
of each page below a distinguishing line and/or
place a note on Page 5B. When a station's
audience estimates are deleted or listed below
the line for Rating Distortion activities, a notice
will appear on the cover of the applicable
Arbitron Radio Market Report(s) and the
station's activities will be noted on Page 5B.
Appropriate notice may be made for other
applicable services.

b. Rating Bias/Announcements or statements
on-air, in print or in any other medium which
encourage participation in current or future
surveys or in any way alert, sensitize or remind
listeners of current or future surveys. These
activities may interfere with the objectivity or
conduct of the survey.

They are generally preplanned, repeated or
stylized promotional messages which may
(1) alert listeners to the survey, regardless of
whether the words **Arbitron™ or “‘diary’’ are
used, or (2) urge listeners to "'be accurate’* in
reporting their listening. Rating Bias includes
promotional activities which contain language
or graphics suggestive of the survey. Rating
Bias may also take other forms, such as a con-
test or research activity if, in Arbitron's opinion,
the activity may sensitize the diarykeeper.

Sourcing of previous survey information in
the form of advertising which notes a station's
performance in prior surveys, as permitted by
contractual agreement with Arbitron, does not
constitute Rating Bias.

For stations determined to have engaged in
Rating Bias activities, Arbitron will, for applicable
Radio Market Reports, (1) place a note on Page
5B and may also (2) place a cover notice and
may (3) place the station’s audience estimates
at the bottom of each page below a distinguish-
ing line. Additionally, appropriate notice may be
made for other applicable services.

¢. Extemporaneous Comments/A type of
reference on the air or in print that mentions or
alludes to a current or future Arbitron survey,
diary(ies) or radio rating(s). As the name implies,
these are generally one-time-only, spontaneous
remarks which may have been intended as
humorous.

If a station’s activity has been reviewed and
determined to be an extemporaneous com-
ment, Arbitron will report the station's call letters
and a brief description of the activity on Page
5B of the applicable Radio Market Repori(s)
and may also result in a Report Cover note or
below-the-line listing. Additionally, appropriate
notice may be made for other applicable
services.

General Information/With respect to Rating
Distortion, Rating Bias and Extemporaneous
Comments:

ARBITRGN
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a. Stations in both syndicated markets and
nonsyndicated areas are subject to citation for
activities which take place four weeks prior to or
during any 12-week period for which sample
has been placed in the local area. Note that in
all cases, complaints must be received by the
day after the last day of the applicable quarterly
survey period.

b. Stations are subject to citation for activities
which are conducted during the period from
four weeks before the start of the survey
through the last day of the survey. Incon-
tinuous measurement markets, stations could
therefore be subject to citation for the same
activity in two consecutive market reports,
depending on the timing and severity of the
activity.

€. A simulcast station which is cited for engag-
ing in a Special Station Activity also may cause
the station with which it is simulcast to be so
cited.

Arbitron reserves the right to use any available
means to draw attention to any station activity
which, in Arbitron’s opinion, has the potential to
affect the survey or its results even though such
activity does not meet any of the specific criteria
stated above. Arbitron further reserves the right
to take stronger action depending upon the con-
tent, context, frequency or repetition of the activity.

INDUSTRY STATEMENTS

"The American Association of Advertising
Agencies (AAAA) Media Research Committee
opposes any attempt in any medium to distort
results of any audience measurement survey . . .
By encouraging daily recording or reporting of
radio listening activity, [stations] may be sensi-
tizing the public and thereby contributing to
ratings distortion or inflation. The AAAA Media
Research Committee takes violations of rules
against distorting practices, as described by
rating services, seriously."’

"The Arbitron Radio Advisory Council
(ARAC) is very concerned about the continued
practice of station activities that are intended to
distort ratings data . . . we strongly recommend
that Arbitron take serious action against anyone
who violates the accredited standards.
Likewise, special treatment should be taken
when judging stations that repeatedly break this
policy after prior warning.”’

""The National Association of Broadcasters
(NAB) is joined by the Electronic Media Rating
Council (EMRCY) in condemning the activities
engaged in by some broadcast stations that
intentionally distort [or bias] legitimate audience
surveys . . . practices specifically targeting
survey respondents severely detract from the
reliability and the validity of audience research.
Stations that engage in these practices
negatively affect the research results, which in
turn influences the credibility and value of audi-
ence research in an increasingly competitive
media marketplace.”

“The Radio Advertising Bureau (RAB) Goals
Committee condemns any practices by radio
stations designed to intentionally bias or cause
distortion of the listening estimates reported by
the ratings companies . . . they harm the
credibility and value of the audience research,
thereby impairing the ability of advertisers to
buy efficiently and intelligently to the detriment
of alf radio stations, [and] the ratings companies
have adopted stern policies against these
activities."




Special Notices and Station Activities

THE MARKET

METRO DEFINITION/ The Arbitron radio
metro definition of this market conforms to the
Metropolitan Statistical Area implemented by
the U.S. Office of Management and Budget in
June 1983.

Tiend analyses may be affected by any change
in definition. However, there are no changes in
the metro definition for the reporting periods
covered by the Metro Audience Trends section
of this report.

POPULATION ESTIMATES/ Effective with the
Fall 1991 survey, populations for this report are
Market Statistics 1/1/92 whole county
population estimates [1990 Census-based].

For split county populations, where applicable,
the 1/1/92 [1990 Census-based] whole county
populations are allocated to the respective split
counties based on Market Statistics 1991 zip
code population estimates [1980
Census-based].

THE SAMPLE

METRO SAMPLE TARGET INCREASE/
Effective with the Fall 1991 survey, the Metro
sample target increased from 1,365 to 1,430 in *
order to reflect the second half of the ten
percent Metro Sample Target Increase which
was announced to subscribers in December,
1989. The first half of the increase was
implemented with the Fall 1990 survey.

THE STATIONS

»
MEW STATIONS, CALL LETTER CHANGES,
AND TREND DATA/

Current Former Prior On-Air Date/

Call Call Trend Date of

Letters Letters Data Change

WRVF-FM  WXMX-FM Summer 1991 November 15, 1991
Spring 1991
Winter 1991
Fall 1980

WRZR-FM  WXLE-FM Winter 1991 May 10, 1891
Fall 1990

Stations are identified in this report under their
current call letters and the audience estimates
reflect listening recorded for the new and, if
applicable, the old call letters. The Trends
section displays trend data pertaining to both
the old and the new call letters. Survey dates
will be listed in the "Prior Trend Data" column
whenever trend information exists for a station
fhat has changed call letters. The date of the
call letter change will also be included in order
to identify which call letters were in use during
a particular survey. Audience estimates for any
new stations beginning broadcast activities
during the survey are reported for an “average"
week of the twelve week period, including
those weeks when the station was not on the air.

COLUMBUS, OH
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Metro Audience Trends”
PERSONS 12+

MONDAY-SUNDAY _ 6AM-MID MONDAYaFRIDAY  6AM-10AM
FALL WINTER SPRING SUMMER FALL FALL WINTER SPRING SUMMER FALL
90 91 91 91 91 90 91 91 91 91
WVKO w—
SHARE 4.4 3.3 2.7 3.3 2.5 4.8 2.1 2.4 3.1 2.3
AQH(00) 79 58 50 61 44 132 58 65 77 62
CUME RTG 7.3 6.0 7.1 6.1 5.9 5.2 4.0 3.6 3.7 3.5
WWCD
SHARE 1.5 1.2 2,9 2.6 1.6 1.3 .8 2.1 1.4 1.0
AQH(00) 27 21 53 48 26 36 22 55 35 26
ﬁH¥E RTG 2.8 4.0 5.6 4.8 5.2 1.8 1.5 3.1 2.3 2.4
SHARE . 2.2 4,6 2.3 3.5 .. 1.8 3.0 1.6 2.3
AQH(00) i 39 86 42 62 . 50 79 39 60
CUME RTG . 6.5 10.1 8.4 11.0 * 3.6 5.4 4.0 5.5
T 11 e e e Y I R I I R
SHARE . .3 * .3 b N * 52
AOH( oo ) . 6 - . 6 * 3 - 5
CUME RTG .8 ORI 1.0 . .2 . .5
SHARE 2.9 1.7 1.6 2.1 2.2 1.4 .8 1.1 1.3 1.5
AQH(00) 52 30 30 39 39 39 22 28 32 39
CUME RTG 8.1 5.7 5.7 519 6.4 2.6 2.0 1.8 2.2 2.5
! )
}
B
k
i
o
TOTALS
AQH RTG 16.0 15.8 16.5 16.3 16.2 24.2 24.5 23.7 22.3 22.8
AQH(00) 1803 1775 § 1859 1833 1764 2723 2757 2666 2501 2639
CUME RTG 96 .1 96.4 95.7 95.0 95.3 83.1 83.4 81.7 80.2 81.7
Footnote Symbols: * * Station(s) not reported this survey. + Station(s) reported with difterent call letters in prior surveys - see Page 58.
ARBITRGIN
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* See page Iv Restrictions On Use Of Report for restrictions on the use of Trends data.
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AR,

Footnote Symbots: * * Station(s) not reported this survey. + Station(s) reported with ditferent call letters in prior surveys - see Page 5B.

OH

COLUMBUS,




WVKO
SHARE
AQH(00)
CUME RTG

WWCD
SHARE
AQH(00)
CUME RTG

WWHT
SHARE

AQH(00)
CUME RTG

AQH( 00)
CUME RTG

TOTALS
AQH RTG
AQH(00)
CUME RTG

CcoLuUMBUS,

Metro Audience Trends*
PERSONS 12+

* See page iv Restrictions On Use Of Report for restrictions on the use of Trends data.

MONDAY-FRIDAY _ 10AM-3PM MONDAY-FRIDAY _ 3PM-7PM
FALL WINTER SPRING SUMMER FALL FALL WINTER SPRING SUMMER FALL
90 91 g1 91 91 90 91 91 91 91
3.2 2.7 2.1 2.5 2.7 4.2 3.0 2.2 2.7 2.3
78 64 49 63 62 86 62 48 57 46
4.0 3.4 2.9 3.2 2.8 4.7 3.3 3.3 3.4 |7 2.8
1.7 1.4 2.9 2.6 1.2 2.0 2.1 3.2 2.6 2.0
41 34 69 64 27 42 43 72 55 41
1.7 1.8 3.2 3.0 2.4 2.0 2.7 4.0 3.1 3.0
. 1.8 3.2 2.2 2.2 . 2.3 5.6 2.2 4.2
. 43 76 54 50 i 48 124 47 85
. 3.1 4.7 4.4 4.2 . 4.4 6.8 4.3 6.7
- .‘ LB LA .2 L] .4 L - .7
- 3 LB LB 4 LA 8 - - 14
LB .3 LB LA .4 LA .5 LR LB .9
3.3 2.5 1.7 1. 3.8 3.0 2.3 1.5 1.5 2.6
79 59 40 41 87 61 49 33 32 52
2.9 2.7 2.1 2.6 3.5 3.4 3.2 2.4 3.0 3.3
L
21.4 21.2 211 22.0 19.9 18.4 18.6 19.8 18.9 17.6
2406 2383 2376 2472 2298 2067 2089 2223 2120 2032
71.8 72.2 71.5 74.0 70.2 80.4 82.1 80.6 80.4 78.5
Footnote Symbois: * * Station(s) not reported this survey. <+ Station(s) reported with different call letters in prior surveys - see Page 58.
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Footnote Symbols: * * Station(s) not reported this survey. <+ Station(s) reported with different call letters in prior surveys - see Page 58.
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* See page Iv Restrictions On Use Of Report for restrictions on the use of Trends data.
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OH

COLUMBUS,




WVKO
SHARE
AQH(00)
CUME RTG

WWCD
SHARE
AQH(00)
CUME RTG

WWHT
SHARE

AQH(00)
CUME RTG

AQH(00)
CUME RTG

TOTALS
AQH RTG
AQH( 00)
CUME RTG

COLUMBUS,

Metro Audience Trends”

PERSONS 12+

MONDAY-FRIDAY _ 7PM-MID WEEKEND _ 6AM-MID
FALL WINTER SPRING SUMMER FALL FALL WINTER I SPRING SUMMER FALL
90 91 91 91 91 90 91 | 91 91 91
4.5 4.7 3.1 3.6 2.2 5.3 4.9 3.9 4.8 2.8
43 39 3 39 21 69 63 56 67 37
2.7 2.2 3.1 2.5 1.7 4.8 4.5 4.6 4.6 3.6
1.6 1.1 3.7 4.0 2.7 1.0 .9 2.8 3.0 1.4
14 9 37 43 26 13 11 41 41 19
1.6 1.6 3.4 2.5 2.8 1.3 2.0 3.9 3.2 2.7
* 4.6 8.6 2.3 5.8 .. 1.9 5.4 3.2 4.6
* 38 85 25 55 b 24 78 45 60
* 3.4 5.1 3.3 5.8 . 3.1 6.7 5.1 6.9
» . 5 » | LR 1 . 1 L] . 7 L) LR . 3
" 4 L] L 1 0 LS g LI L 4
- . 4 - l L] . 4 L] . 7 - " - . 4
7.2 1.9 3.8 .3 2.2 1.7 1.3 1.2 2.2 .9
68 16 38 67 21 22 17 17 31 12
4.7 1.8 2.5 3.2 2.0 3.6 2.2 2.1 3.1 1.8
|
|
|
8.4 7.3 8.8 9.5 8.2 11.6 11.3 12.9 12.4 11.4
948 822 991 1070 948 1306 1274 1452 1388 1318
57.8 56.2 60.2 59.8 56.0 81.1 80.5 82.4 80.8 79.2
Footnote Symbois: * * Station(s) not reported this survey. + Station(s) reported with difterent call letters in prior surveys - see Page 58.
ARBITRGN
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* See page Iv Restrictions On Use Of Report for restrictions on the use of Trends data.
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CUME RTG

AQH(00)
WBNS

SHARE

SHARE

AQH(00)

CUME RTG
WBNS -FM

CUME RTG

CUME RTG
WCKX

SHARE
AQH(00)
WCEZ
SHARE
AQH(00)

SHARE

AQH(00)

CUME RTG
WCLT-FM

SHARE
AQH(00)
CUME RTG

AQH(00)
CUME RTG

SHARE
WNCI

CUME RTG

AQH(00)
WNKO

SHARE

CUME RTG

AQH(00)
WRFD

SHARE

SHARE

CUME RTG

AQH(00)
+WRVF

WXMX

CUME RTG

AQH(00)
+WRZR

SHARE
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AQH(00)
WSNY

SHARE
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AQH(00)
WTLT

SHARE

CUME RTG

AQH(00)
WTVN

SHARE

FALL 1991
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* See page Iv Restrictions On Use Of Report for restrictions on the use of Trends data.
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Footrote Symbols: * * Station(s) not reported this survey. < Stalion(s) reported with different call l8lters in prior surveys - see Page 5B.

OH

SHARE

AQH(00)

CUME RTG
COLUMBUS,




Metro Audience Trends*
PERSONS 18-34

MONDAY-SUNDAY _ 6AM-MID MONDAY-FRIDAY _ 6AM-10AM
FALL WINTER SPRING SUMMER FALL FALL WINTER SPRING SUMMER FALL
90 91 91 91 91 90 91 91 91 9
WVKO
SHARE 4.7 5.4 .8 3.0 3.3 5.7 2.6 1.2 3.2 3.5
AQH(00) 36 35 6 23 23 61 25 12 30 35
CUME RTG 9.3 8.2 5.1 6.4 7.5 6.2 5.1 3.0 3.1 5.1
wWCD
SHARE 3.2 2.8 5.6 5.0 3.0 3.3 1.9 4.8 2.9 1.8
AQH(00) 25 18 44 38 21 35 18 49 27 18
CUME RTG 6.7 8.3 1.7 8.8 10.7 4.2 3.2 7.3 4.8 5.1
WWHT
SHARE e 2.4 6.4 2.4 4.1 * 1.7 4.6 2.2 2.3
AQH(00) . 16 50 18 29 * 16 47 21 23
CUME RTG , . 9.8 14.3 13.0 14.0 * 4.2 6.3 5.8 6.5
2V I Y I A IR AR IR R B R
SHARE L .5 L] - .7 L .1 - - .'3
AOH( 00 ) - 3 X3 * 5 - 1 * * 3
CUME RTG . 1.5 . * 1.8 . 1 * * .6
wLW "
SHARE 1.9 .8 1.0 1.7 1.6 .5 1 .7 1.2 1.0
AQH(00) 15 5 8 13 1" 5 1 7 " 10
CUME RTG 6.5 2.7 4.4 4.4 3.6 1.7 .7 .9 1.6 1.0
) ;
¢
4
TOTALS
AQH RTG 18.6 16.7 18.8 18.2 16.4 25.8 22.8 24 .4 22.8 23.2
AQH(00) 774 654 782 757 700 1072 946 1014 947 993
CUME RTG 98.3 97.0 97.7 98.8 97.0 85.1 81.4 84.3 83,1 83.0
Footnote Symbols: * # Station(s) not reported this survey. =+ Station(s) reparted with difterent call ietters in prior surveys - see Page 5B.
ARBITRGN
COLUMBUS, OH 13 FALL 1991

* See page Iv Restrictions On Use Of Report for restrictions on the use of Trends data.

Spualj adus|pny OJ1By I




PERSONS 18-34

Metro Audience Trends*

O OVN OOD =~ DO M=~ OO~ <O~ OO WO NOM MOY ~M0M O~ o~ Mt NN NO® NGO e
a o . . bk . 5 N e . 5 - - PR oy . o - .o - . . . <t . YRS . - - B Th
d-f N N - - - ™ N % - - <+ 0 ™ © N e~ O M~ - - w O N+ O+ - M - o
Hg - e e e - - -
a
|« MON —~e=Mm MOw <tMO ©OWn— N NOM IO e ONUD ~NWD ~OO w—ht ONDO OO0~ DM WDEOW ONN OO OND
e w . . o) .- - . .t ~t €« « « o~ O ce— s <t - - B . ‘NN - YAV Y- < - PR
MW1 - ™ = - < - ™ 0 o~ W o Ve =D = = OerlN =~ = = «~ N ® N 4 O N -~ &N =
a U9 - o~ - - - [4Y] -
m|w
> L) OON DO~ OO « ¢ ¢ NND ~OM 22O OO UMO NSt OO MM~ NO® « « ¢ NNW DON N DO~ NND M~
z .- PR « o« o ce— e ce— . . . <t o - . - - . . - « ¢ . . c— . . . L - - - .t
m Mm - ™ - - o - - - ™ - M © © o WM o © - -0 - N~ Mmoo ow W
- N - - N -
=la
[eg B
[T
)
>l NFO ONO OWN e e TON VAN M Or® WM « 14 OO MNUO ONO SO0 OO IO OO W~ OIO <O~
<(| w 8 5 5 B ce= - e e oes B e ™ - ™ « . oy - oS s — 5 B o~ 5 5 ~ - = S5
Ale- — - ™ Nt - <+ ~ 9 o NS <S-© e~ — ™ - ® M = o N <
= mg - N e - - N -
Ol ®
—-Oo~ NOO « e ¢ OMD ONO ~he ONN IDANN ¢ s ¢ FIDO ©OF~ OO~ N~ 0<XO N oMY OPDO NON ~Ov MO~
= -y - NCEE « a s - [ . 5 et - PN > B S .=t o~ . 5 ce— . b o B . ce— . . B - e -m
—Jofl o o ™ = © © - o - 0 O wvw © WM ~ < —_——O - - N D -~ N O © N < M
HQ - - N - - P
-
DOVO == OO <XIO ~OM OOD OO~ Mei~ <O ORI VIO WINWO OO OOWD MOD OO OOY OWON WO <2
a 5= b Bes B oSG B 5 .- 5SS D =g ‘o - L - T~ - Loy 5 . ‘o - . 5 . B [ ‘N - o - 5 5 =
d=l - &N - - - NS NN - 0 W ™ © Ve~ N © = + ¥ Mt O-< - -
HQ - - e - - - -
a
m| © MM~ Do NOY VOO N O —g s s OO MOO® DN NM MOeY OWNO VWO SO VOO ~~e O~N
Olw . . . et . ce— ce— . . et . et -+ o« o« o - - - . . B S NI . . . . .- - . . c— .
- W1 ™ ™ - N - ™ <+ © < 9~ W= =t - O~ N -~ - ™M - N NeOM N - N
A Ug - o - - - o~ - -
o«
=
(L] HWDO —QANN~ MOM e SO0 OND WDNO OOW W~ N el =D OY ~FO e OOOD IOD N MO NON ~eD
4 ce— . - B« BT T Y . . NI . . SO - o - . o~ . Ne) . . ™M - a a « . . ce— c—. o PR BRI
>In—l - ~n -~ N ™ - N oo~ - B 0 W © N O~ - NeO - M - N M - M MmO Mm
< mg - N - -~ -
[a]
c
[T
L
@ ™ - RN e e NOD MO —eM ~NMY MO e Ot OOt NOD NO o~ ~
>| & e T Tt QNG W e Tl sl T2 @Y Mo G agn Yo don --o age ooc oown
-~ - — (4] o~ o~ (4] (4] -t [ o o ™ -0 Me=m M—OQ - - ~t -t - — - o~ o~ o~
'a) Zo o ™
- e e e - - -
-
Z| =
= Vo) memd ODOM et NOD OWO Ntr —0O0 VMO ¢ ¢4 MM SOF OO~ OMO MmO LIRS OO IO NOM e~ O
— N - . . PR « ¢« . c— . .- S . N « a a W - Y- . . PR BV - . ce— . . . 0 o .M
Jof -~ ™ - = + M - - - - 0 &~ 0 © O © 10 - Nee - - - ™ - MO - N ™ =
rAMg - o~ - - [4Y] - -
(&) (&) (&) (&) (&) (&) (&) (&) (& (&) (0] (&) (&) (0]
~_~— ~FZ ~F —~— ~—F ~F ~—3 -—— —_— o~ —~— —~— —~— _— )m )m )m ).ﬁlu )m )m )m
oa oxy oo o oxy oo ox) o« o oo oa oo o o ow o oa oa o oo ox
MOE MOE.MOE MOE MOE.MOE EOE.EOE EOE EOE wo wo wo wo wo wo wxwe wo wo wo wo
~ ~ ~ ~ -~ -~ @ — @~ [ @~ C—Ww @~ W C—w, C—W_ @ —W o« —w w w
B3 g LN T X I TS I A I SIS ST ST 130 IS0 IS I SIS0 I oS ru S ST Ya T Y ST Y- ST Y Y
BHQUNHQUNHQUEHQUKHQULHQUOHQUOHQUOHQUOHQUVHQUGHQUNHQUCHQUKHQUFHQUV ICANIOCOZIOCDAXIOCD>»IOD
AP LOQ[ N LOQPN LOHN IOHYN A0HNIOHWIAOHNIDFTHIO 3w AV, B A0S NH IO NI0ZNI0Z N A0 N A0xFh I0FBA0LHP IO HIDL HIO
= = = = = = = = 3 = = W = = = = = = = =
+ +

FALL 1991

i

/TR,

14

* See page Iv Restrictions On Use Of Report for restrictions on the use of Trends data.

AR

%mmw&mww"&wmﬁMmmWMGWSwww.+&wmmwmmdmmmmmmmwmmmwwgwwbwe%wsa

OH

coLuUMBUS,




Metro Audience Trends*
PERSONS 18-34

R
MONDAY-FRIDAY _ 10AM-3PM MONDAY-FRIDAY __ 3PM-7PM
- FALL WINTER SPRING SUMMER FALL FALL WINTER SPRING SUMMER FALL
90 91 91 91 91 90 91 91 91 91
WVKO
SHARE 3.4 4.7 .3 2.4 3.2 4.1 4.1 .6 1.9 2.3
AQH(00) 39 43 3 25 31 39 32 6 17 19
CUME RTG 4.8 5.3 1.2 3.1 3.2 6.5 4.8 2.1 3.2 3.4
wwCD
SHARE 3.5 3.0 5.3 5.1 2.4 4.2 4.5 5.3 5.0 3.9
AQH(00) 40 27 59 54 23 40 35 54 46 32
CUME RTG 4.2 3.9 7.0 6.2 5.2 4.9 5.6 8.8 5.9 6.0
WWHT
SHARE . 2.5 5.0 2.1 3.6 .. 2.2 7.2 2.1 4.1
AQH(00) . 23 56 22 35 . 17 73 19 34
CUME RTG . 5.8 8.3 6.3 6.7 . 5.8 10.1 6.1 8.5
-4 L O e e e e S IR
SHARE . .3 . . .3 . .6 ¢ ¢ 1.5
AQH( 00) . 3 .o - e 3 .o 5 . 1 2
CUME RTG i At i . .6 ¢ 1.1 . 1.5
SHARE 2.5 1.3 1.0 A 2.5 2.2 1.4 1.3 .8 1.6
AQH(00) 29 12 11 12 24 21 11 13 7| 13
CUME RTG 2.8 1.3 1.8 1.6 1.9 3.3 1.8 2.8 2.6 1.7
TOTALS
AQH RTG 27 .4 21.9 26.7 25.5 22.7 22.7 18.9 24 .4 22.0 19.2
AQH(00) 1138 909 1110 1061 969 943 784 1013 915 821
CUME RTG 80.9 74.6 80.4 79.1 78.2 90.3 85.2 89.2 89.3 82.9
Footnote Symbols: ¥ * Station(s) not reported this survey. <+ Statior(s) reported with difterent call letters in prior surveys - see Page 5B.
w ARBSITRGN
COoLUMBUS, OR 15 FALL 1991

* See page iv Restrictions On Use Of Report for restrictions on the use of Trends data.
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Metro Audience Trends*
PERSONS 18-34

MONDAY-FRIDAY  7PM-MID WEEKEND _ 6AM-MID

FALL WINTER SPRING SUMMER FALL FALL WINTER SPRING SUMMER FALL
90 91 N 91 91 90 91 N 9N 91
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Footnote Symbols: * * Station(s) not reported this survey. <+ Statior(s) reported with difterant cail ietters in prior surveys - see Page 5B.
COLUMBUS, OH 16 FALL 1991
* See page iv Restrictions On Use Of Report for restrictions on the use of Trends data.




Metro Audience Trends”
PERSONS 18-34

—ew
MONDAY-FRIDAY __ 7PM-MID WEEKEND _ 6AM-MID
FALL WINTER SPRING | SUMMER FALL FALL WINTER SPRING SUMMER FaLL
90 91 91 91 91 80 91 91 91 91
WVKO e
SHARE 5.1 8.2 1.9 2.4 2.6 5.5 8.8 1.3 5.0 4.0
AQH(00) 21 28 8 12 1 28 40 7 27 19
CUME RTG 3.5 3.6 2.4 2.8 2.3 5.9 6.8 2.1 4.6 ™ 4.6
WwWCD
SHARE 3.1 2.0 6.6 723 5.0 2.2 2.2 6.1 5.8 2.7
AQH(00) 13 7 27 36 21 1" 10 34 31 13
CUME RTG 3.8 3.6 7.1 5.3 5.8 3.0 4.8 8.1 6.1 5.8
WWHT
SHARE . 5.0 9.7 2.0 5.2 i 2.2 8.1 3.3 5.9
AQH(00) i 17 40 10 22 . 10 45 18 28
CUME RTG . 5.4 6.8 5.4 7.4 . 4.6 10.1 7.0 8.5
e R E i A N I I IR I
SHARE 6 . 2.4 * 1.1 * .6
AQH(00) * 2 * . 10 * 5 * . 3
CUME RTG 6 * * ot * 1.5 . . .8
SHARE 3.9 3 1.7 4.9 2.1 1.2 .4 7 1.9 .6
AQH(00) 16 1 7 24 9 6 2 4 10 3
CUME RTG 4.1 4 2.3 3.1 1.6 3.5 1.1 1.3 2.5 .8
! :
’
TOTALS
AQH RTG 10.0 8.3 9.9 11.9 9.8 12.3 10.9 13.3 13.0 11.2
AQH(00) 414 343 411 494 420 510 454 564 539 477
CUME RTG 67.5 62.2 69.4 69.4 65.5 84.6 82.2 84.3 83.6 78.6
Footnote Symbols: * * Station(s) not reported this survey. + Station(s) reported with ditierent call letters in prior surveys - see Page SB.
ARBITRGN
COLUMBUS, OH 17 FALL 1991

* See page iv Restrictions On Use Of Report for restrictions on the use of Trends data.
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PERSONS 25-54

Metro Audience Trends*
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Footnote Symbols: * * Station(s) not reported this survey. + Station(s) reported with different call letters in prior surveys - see Page 5B.
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Metro Audience Trends”*
PERSONS 25-54

MONDAY-SUNDAY  6AM-MID MONDAY-FRIDAY _ 6AM-10AM
FALL WINTER SPRING SUMMER FALL FALL WINTER SPRING SUMMER FaLL
90 91 91 91 91 90 91 91 91 91
WVKO =
SHARE 4.8 2.5 1.8 4.0 2.9 5.0 1.9 1.9 3.9 2.3
AQH(00) 50 26 20 42 30 81 32 31 59 37
CUME RTG 7.5 6.7 5.6 6.5 6.6 4.9 4.4 3.6 4.5 3.6
wwCD
SHARE 1.5 59 3.2 2.2 1.3 1.3 a 2.5 1.2 1.1
AQH(00) 16 9 35 23 13 21 12 40 19 17
CUME RTG 2.3 3.2 6.1 4.5 4.6 1.5 1.3 3.4 1.7 2.2
WWHT
SHARE .. 1.0 2.7 .9 1.8 .8 2.1 .5 1.3
AQH(00) .. 10 30 9 19 13 34 8 20
CUME RTG . 4.5 6.6 5.6 6.6 ¢ 2.3 3.4 2.4 3.3
7 (1 L N I R /Y Y N I IR
SHARE . 3 . * .4 a * * .2
AQH(00) bl 3 * 4 1 . ¢ 3
CUME RTG b 4 .9 * . .4
SHARE 3.7 1.9 2.0 1.9 2.7 1.5 7 1.1 1.4 1.7
AQH(00) 38 20 22 20 28 25 12 18 22 27
CUME RTG 9.4 6.8 6.9 5.8 7.2 3.1 2.7 2.2 1.7 3.1
LS
i
3
TOTALS
AQH RTG 16.9 16.7 17.8 16.9 16.3 26.6 27.4 26.2 24.8 25.3
AQH(00) 1038 1026 1092 1040 1030 1634 1686 1613 1523 1598
CUME RTG 97.5 97.2 97.3 96.1 97 .4 85.7 86.4 87.9 85.4 88.1
Footnote Symbols: * * Station(s) not reported this survey. <+ Statior(s) reported with ditferent call letters in prior surveys - see Page 58B.
ARBITRGN
COLUMBUS, OH 19 FALL 1991

* See page Iv Restrictions On Use Of Report for restrictions on the use of Trends data.
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~Metro Audience Trends*

PERSONS 25-54
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