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PREFACE

This report is a compilation of radio audience
estimates designed to represent radio listening
during an average week for this market for the
Winter 1995 survey period. The surveys to 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 approximations subject to statistical
variations 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 station,
advertiser and agency clients of Arbitron with an
aid in evaluating radio audience size and compo-
sition. Arbitron attempts to provide herein a
summary description of methodology that may be
understood by all who use the report. Amore
detailed description of Arbitron methodology can
be found in a separate publication, available to all
syndicated radio report subscribers, titled
Description of Methodology for Radio.

WARNING

All Arbitron audience estimates and Arbitron
maps are copyrighted and confidential. The
unauthorized use of any Arbitron audience
estimate or map constitutes copyright
infringement which could subject the infringer to
civil damages of up to $100,000 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. All users of
this report are referred to Restrictions on Use of
Report (Page iii, Paragraph 21).

DMA® s aregistered service mark of A.C. Nielsen
Company, and is used pursuant to a license from
A.C. Nielsen Company.

PLEASE NOTE/Users of this report should become familiar with the sections of this report titled
Description of Methodology (Pages i-iv) and Limitations (Page iii, Paragraph 16). 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, In-Tab Distribution and Sample Information

Metro Survey Area
Est. Pop.

% Unwgt.

% Wgt.

Estimated % Tot. in-Tab In-Tab In-Tab
Population Pers. 12+ Sample Sample Sample
Men 12-24 1,204,800 12.5 775 12.1 12.5
Men 18-24 712,500 7.4 435 6.8 7.4
Men 25-34 1,121,500 11.6 689 10.7 11.6
Men 35-44 954, 200 9.9 601 9.4 9.9
Men 45-49 378,500 3.9 211 3.3 3.9
Men 50-54 288, 300 3.0 196 3.0 3.0
Men 55-64 399, 100 4.1 261 4.1 4.1
Men 65+ 461,800 4.8 307 4.8 4.8
Men 18+ 4,315,900 a4.7 2,700 42.0 44 .7
Women 12-24 1,077,800 11.2 836 13.0 11.2
Women 18-24 614,200 6.4 463 7.2 6.4
Women 25-34 1,016,100 10.5 702 10.9 10.5
Women 35-44 955,400 9.9 682 10.6 9.9
Women 45-49 390, 300 4.0 256 4.0 4.0
Women 50-54 296, 500 3.1 237 3.7 3.1
Women 55-64 432, 300 4.5 266 4.1 4.5
Women 65+ 680, 300 7.0 408 6.3 7.0
Women 18+ 4,385,100 45.4 3,014 46.9 45.4
Persons 18+ 8,701,000 90.1 5,714 88.9 90.1
Teens 12-17 955,900 9.9 713 11.1 9.9
Black Persons 12+ SEE PAGE 5B FOR INFORMATION
Hispanic Persons 12+ 3,427,200 35.5 2,162 33.6 35.5
Total Persans 12+ 9,656,900 6,427
Diary Placement and Return Information
Metro
Estimated Residences in Designated Sample - Listed 2,290
Estimated Residances in Designaled Sample - Unlisted 5,446
Estimated Raesidences in Designated Sample - Total 7,736
Estimated Persons 12+ in Dasignated Sample - Listed 5,365
Estimated Persons 12+ in Designated Sample - Unlisted 13,885
Estimated Persons 12+ in Designated Sample - Total 19,050
Contacts (homes where telephone was answered) - Listed 2,228
Contacts (homes where telephong was answered) - Unlisted 5,216
Contacts (homes where telephone was answered) - Total 7,444
Homes in Which Diaries Were Placed - Listed 1,567
Homes in Which Diaries Were Placed - Unlisted 3,483
Homes in Which Diarigs Were Placed - Total 5,050
Individuals Who Were Sent a Diary - Listed 3,686
individuals Who Were Sent a Diary - Uniisted 8,797
individuals Who Were Sent a Diary - Total 12,483
individuals Who Returned a Usable Diary (In-Tab) - Listed 2,043
Individuals Who Returned a Usable Diary (In-Tab) - Unlisted 4,384
Individuals Who Returned a Usable Diary (In-Tab) - Total 6,427
Sample Target 6,030
Metro In-Tab/Target Index 107
Metro Persons Living in Group Quarters
Estimated % Other
Population % Military % College Group Quarters
Total Persons 12+ 9,656,900 -1 4 1.7

These populalion estimates are based upon 1990 LS. Bureau of the Census estimates
updated and projected to January 1, 1995, by Market Statistics based on data from Sales
and Marketing Management’s 1994 publication of “Survey of Buying Power,” and other
informatianal sources. (See Page 5B for important clarifications.)




Facilities of Stations Listed in this Report

Power(Watts)/HAAT (Meters) Frequency
AM -Day AM - Night (AM in kKH2) Network City of License/
Station FM - ERP FM - HAAT (FM in MH2) Affiliation(s) Alternate City 1D County or Split County ST Sales Representative
HOME TO ARBITRON RADIO METRO AREA
(S) KABC-AM 5,000 5,000 790 ABC LLOS ANGELES LOS ANGELES CA KATZ RADIO
(S) KACD-FM 3,000 81 103.1 CBS ABC SNTA MONICA/NWPRT B LOS ANGELES CA CBS RADIO REPRESENTATIVES
(S) KBCD-FM 2,000 91 103.1 CBS ABC NEWPRT BCH/SNT MONC ORANGE CA CBS RADIO REPRESENTATIVES
(S) KACE-FM 1,650 113 103.9  APNET WESTWD INGLWD/LLOS ANGELES LOS ANGELES CA KATZ & POWELL
(S) KBIG-FM 105,000 881 104.3 IND LOS ANGELES LOS ANGELES CA CBS RADIO REPRESENTATI!VES
KBUE-FM 1,050 143 105.5 IND LONG BEACH/LOS ANGL LOS ANGELES CA IN HOUSE
(S) KCBS-FM 28,500 1,066 93.1 CBS LOS ANGELES LOS ANGELES CA CBS RADIO REPRESENTATIVES
KEZY-FM 2,500 101 95.9 ABC ANAHE IM ORANGE CA N/A
(S) KFI -AM 50,000 50,000 640  WESTWD LOS ANGELES LOS ANGELES CA CHRISTAL RADIO
KFSG-FM 54,000 146 96.3  APNET LOS ANGELES LOS ANGELES CA N/A
(S) KFWB-AM 5,000 5,000 980 CNN ABC LOS ANGELES LOS ANGELES CA GROUP W RAD!O SALES
KGFJ-AM 1,000 1,000 1230 AURN  WESTWD  LOS ANGELES LOS ANGELES CA ROSLIN RADIO SALES
KIEV-AM 15, 000 1,000 870  WESTWD CNN GLENDALE LOS ANGELES CA N/A
(S) KI1S-AM 5,000 5,000 1150 IND LOS ANGELES LOS ANGELES CA MCGAVREN GUILD
(S) KIIS-FM 8,000 902 102.7 IND LOS ANGELES LOS ANGELES CA MCGAVREN GUILD
KIKF-FM 3,000 75 94.3 IND GARDEN GROVE/L.A. ORANGE CA N/A
KYKF-FM 3,000 29 94.3 IND SN FRNANDO/SN CLRTA LOS ANGELES CA N/A
KJLH-FM 2,250 103 102.3 IND COMPTON LLOS ANGELES CA ROSLIN RADIO SALES
(S) KJQi-AM 5,000 5,000 1260 IND SAN FERNDO/LS ANGLS LOS ANGELES CA CONCERT MUSIC BROADCAST SALES
(S) KOJY-AM 25,000 360 540 IND COSTA MESA ORANGE CA CONCERT MUSIC BROADCAST SALES
(S) KKBT-FM 43,000 887 92.3 IND LOS ANGELES LOS ANGELES CA MAJOR MARKET RADIO, INC
KKGO-AM 2,100 1050  APNET FRAZ|ER PK/BAKRSFLD KERN WEST CA N/A
(S) KKGO-FM 18,000 880 105.1 APNET LOS ANGELES LOS ANGELES CA CONCERT MUSIC BROADCAST SALES
(S) KKHJ-AM 5,000 5,000 930 IND LOS ANGELES LOS ANGELES CA KATZ HISPANIC REPS INC
KKLA-FM 10,500 878 99.5 IND LOS ANGELES LOS ANGELES CA N/A
(S) KLAC-AM 5,000 5,000 570 IND LOS ANGELES/ANAHEIM LOS ANGELES CA EASTMAN RADIO, INC
(S) KLAX-FM 50,000 119 97.9 IND LONG BEACH/LOS ANGL LOS ANGELES CA SPANISH BROADCASTING SYSTEM
(S) KLOS-FM 61, 000 954 95.5 ABC LOS ANGELES LOS ANGELES CA KATZ RADIO
(S) KLSX-FM 21,000 915 97.1 IND LOS ANGELES LOS ANGELES CA MAJOR MARKET RADIO, INC
(S) KLVE-FM 29,500 914 107.5 IND LOS ANGELES LOS ANGELES CA CABALLERO SPANISH MEDIA, INC
(S) KMPC-AM 50,000 10,000 710  ABC LOS ANGELES LOS ANGELES CA KATZ RADIO
(S) KMQA-FM 2,300 100 98.3 IND W COVINA/LS ANGELES LOS ANGELES CA CABALLERO SPANISH MEDIA, INC
(S) KNX -AM 50,000 50,000 1070 CBS LOS ANGELES LOS ANGELES CA CBS RADIO REPRESENTATIVES
(S) KOST-FM 12,500 945 103.5 IND LOS ANGELES LOS ANGELES CA CHRISTAL RADIO
(S) KPWR-FM 25,000 925 105.9 IND LOS ANGELES LOS ANGELES CA D&R
(S) KRLA-AM 50,000 20,000 1110 IND PASADENA LOS ANGELES CA MAJOR MARKET RADIO, INC
(5) KROQ-FM 5,600 423 106.7 IND PASADENA/LS ANGELES LOS ANGELES CA INFINITY RADIO SALES
(S) KRTH-FM 51,000 954 101.1 IND LOS ANGELES LOS ANGELES CA BANNER RADI|O
(S) KSCA-FM 2,500 863 101.9 IND GLENDALE/LS ANGELES LOS ANGELES CA BANNER RAD!O
(S) KTNQ-AM 50,000 50,000 1020 CRC LOS ANGELES LOS ANGELES CA CABALLERO SPANISH MEDIA, INC
(S) KTWV-FM 55,000 863 04.7 IND LOS ANGELES LOS ANGELES CA GROUP W RADIO SALES
KVAR-FM 72,000 479 97.5 IND <RIVRSD/LS ANGELES> RIVERSIDE W. INNER CA N/A
KWKW-AM 5,000 5,000 1330 IND LOS ANGELES LOS ANGELES CA LOTUS HISPANIC REPS
KWVE-FM 50,000 151 107.9 IND SAN CLEMENTE ORANGE CA N/A
(S) KXED-AM 50,000 10,000 1540 IND LOS ANGELES LOS ANGELES CA SPANISH BROADCASTING SYSTEM
(S) KXEZ-FM 5,300 916 100.3 IND LOS ANGELES LOS ANGELES CA TORBET RAD!O
(S) KYSR-FM 75,000 360 98.7 IND LOS ANGELES LOS ANGELES CA TORBET RAD!O -
(S) KZLA-FM 18,500 956 93.9 IND LOS ANGELES LOS ANGELES CA EASTMAN RADIO, INC
OUTSIDE ARBITRON RADIO METRO AREA- === == — e e e e e e e e m e Bl
KFRG-FM 50,000 149 95.1 IND S BERNARDNO/RIVERSD SAN BERN. W. INNER CA MAJOR MARKET RADIO, INC
KGG|-FM 2,550 562 99.1 ABC RIVERSDE/S BERNARDN RIVERSIDE W. INNER CA MCGAVREN GUILD
KWNK-AM 5,000 1,000 670  ABC WESTWD  <SIM! VAL/SN FRNDO> VENTURA EAST CA MCGAVREN GUILD
XTRA-AM 50,000 50,000 690 ABC WESTWD  <TI1JUANA/SAN DIEGO> MEXICO MX MAJOR MARKET RADIO, INC
Footnote (#) Listed only in Metro and Total Survey Area < > Indicates metro home status is based on station’s Alternate City ID,
Symbols: (@) Listed only in Designated Market Area rather than on station’s legally authorized City of License
(S) station subscriber as of release to print
Network ABC/ABC Radio Network CRC/Cadena Radio Centro TARN/Talk America Radio Network
Affiliation APNET/Associated Press Radio Network  1BN/independent Broadcasters Network UPi/United Press International Radio Network
Abbreviations: AURN/American Urban Radio Network PRN/Peoples Radio Network USA/USA Radio Netwark
BRN/Business Radio Network SBUSA/Sports Byline USA WESTWD/Westwood One Radio Network
CBS/CBS Radio Networks SMN/ Sateilite Music Network 1-ON-1/0ne-on-One Sports Radio Network
Cl\ilgé\ihéesgvvsg?kOne CNN Plus gﬁgﬁgua/\g:dsig”sg?w(g:f Source Radio Network IND/{Denotes stations which have not reported t¢ Arbitron an
TALKNT/Talknet affiliation with any of the above networks.)

of License. Stations for which no Sales Represen-
tative is on file with Arbitron are listed above by
”N/A.”

The data above are the most current data provided
to Arbitron as of this survey period. Stations are
listed only if they have met Arbitron’s Minimum

Reporting Standards for this survey (see paragraphs
7-10 of this report). The county or split county listing
reflects the geographic location of the station’s City

LOS ANGELES w‘, WINTER 1995




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 1995
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

LOS ANGELES

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 supplied for each data source.

Metro Area Lifestyle Profile by PRIZM® Groups

PRIZM® is a market segmentation system developed by Claritas/NPDC, Inc.
to help marketers target consumers and profile markets and audiences by
lifestyle. Claritas analyzes key demographic characteristics from the U.S.
Census and hundreds of millions of actual consumer purchase records to
classity each neighborhood in the U.S. into one of 62 distinct PRIZM clusters.
Among the characteristics analyzed are income value and type of housing,
marital status, presence and ages of children 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 62 unique clusters organized into 15
groups. Each group is identified by a group code which denotes a basic
neighborhood type. (U1-U3 groups are Metro Urban; C1-C3 groups are
Second Cities; $1-83 groups are Fringe Suburban; T1-T3 groups are New
Exurban Suburbs; and R1-R3 groups are Towns and Farms in Rural Areas.)
When linked to market and radio measurement data, this geodemographic
model produces descriptive audience information.

The 15 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 ot the nation.

For more information about PRIZM, please call (703) 812-2700. PRIZM is a
registered trademark of Claritas/NPDC, Inc.

Sales Data

Total income, Total Retail Sales, Retail Expenditures and eleven categories
of store sales have been compiled by Market Statistics and furnished to
Arbitron. These data, based on Sales and Marketing Management’s 1994
publication of “Survey of Buying Power” (12/31/93 estimates), are arranged
according to Arbitron’s Winter 1995 Metro definitions.

NOTE: Although the total population of a given geographic area will include
those residing in group quarters, household totals will not. Therefore, cal-
culations of per-household income and retail sales do not adequately reflect
an area’s true residential makeup.

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

S1  Elite Suburbs - superrich, executive, upscale white-collar couples, empty-nesters 8.35 18.24 218
Ul Urban Uptown - elite, upscale, bohemian singles & couples; established immigrant fam. 4.28 19.61 459
C1 2nd City Soclety - upscale executive & young upscale white-collar; affluent retirees 4.61 4.35 94
T1 Landed Gentry - elite exurban, small-town executive & young mid-class-town families 6.54 0.86 13
S2 The Affluentials - upwardly mobile young singles & couples; white-collar suburban fam. 9.69 11.69 121
S3 Inner Suburbs - empty-nesters, mobile city singles, blue-collar fam. & aging couples 6.68 1.56 23
IJ2 Urban Midscale - white-collar urb. couples; mid-income immigr.; Afr.-Am. & Hisp. fam, 8.36 33.58 402
C2 2nd City Centers - mid-level couples; mid-income families & college town singles 9.25 0.30 3
T2 Exurban Blues - yng. mid-class, blue-collar families in mid-size towns; G families 6.59 0.15

R1  Country Famllles - midscale couples, rural, white-/blue-collar, kids, farm families 5.57 0.09 2
U3 Urban Cores - ethnically mixed singles; Hisp. sngls. & fam,; inner-city solo-parent fam. 4.75 9.58 202
C3 2nd Clty Blues - low-inc. older sngls., cpls. & fam.; low-inc. Hisp. fam.; Afr.-Am. svc. wrkr. . 5.51 0.00 o}
T3 Workling Towns - older families, mill towns, low-inc. blue-collar, town seniors 7.74 0.00 0
R2 Heartlanders - rural farm town & ranch families, farm dwellers & tenants 3.45 0.00 0
R3 Rustic LIving - moderate blue-collar farm fam.; low-inc, older cpls., remote older families 8.63 0.00 0

PRIZM® Metro Income?

Total Income ($000) $258, 282, 830
Median Household Income $49, 650
Income per Household $66,426

*Income represents pre-tax personal income as defined by the Department of
Commerce, Bureau of Economic Analysis.

Metro Retail Sales Data ($000)

Total Retail Sales $88,773,426
Retail Expenditures per Household ($) $22,831
Food Stores $15,824,678
Supermarkets $14,557,697
Eating & Drinking Places $9, 109, 445
General Merchandise Stores $10,980, 868
Department Stores $8,233,435
Apparel and Accessories Stores $5,131,334
Automotive Dealers $19,566,505
Building Materials & Hardware Stores $4,123,767
Drug Stores $3,091,798
Furniture and Appliance Stores $2,105,131
Radio, TV & Music Stores $2,768, 128

Top Ten Employer Industries

The Top Ten Employer industry Classifications are defined below by a
Federal Government Census called STANDARD INDUSTRIAL CLASSIFICATION
(SIC). SIC’s are sorted by the primary activity of individual business
establishments based on the 1991 County Business Pattern Reports of the
U.S. Census.

# of % of
Employer Employees Total
1) HEALTH SERVICES 378,112 8.1
2) BUSINESS SERVICES 330,726 7.1
3) EATING AND DRINKING PLACES 301, 101 6.4
4) WHOLESALE TRADE-DURABLE GOODS 231,078 4.9
5) ENGINEERING & MANAGEMENT SERVI 188,208 4.0
6) TRANSPORTATION EQUIPMENT 174,137 3.7
7) MOTION PICTURES 142,156 3.0
8) WHOLESALE TRADE~NONDURABLE GOO 141,814 3.0
9) SPECIAL TRADE CONTRACTORS 135,843 2.9
10) DEPOSITORY INSTITUTIONS 132,697 2.8
TOTAL METRO EMPLOYEES 4,684,017
TOP 10 TOTAL EMPLOYEES 2,155,872 46.0%

ARBITROGN

AA A\MITAITTI™ DY

CE oeRoN —4



Metro Market Profile continved)

Metro Census Data

Market Statistics has furnished Ethnic Populations, Household Data, Retail
Sales and Employer Industries to Arbitron on a county level, using Winter
1995 Metro definitions. All data are based on the 1990 Census; updates 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 1/1/95. For more information on ethnic
populations, please see page 5B.

Metro Ethnic Population

Blacks % Hispanics %
PERSONS 12+ 812,400 100.0 3,427,200 100.0
TEENS 12-17 85,800 10.6 468,500 13.7
MEN
18-24 56,900 7.0 345,800 10.1
25-34 87,900 10.8 515,500 15.0
35-44 75,200 9.3 336,100 9.8
45-49 29,400 3.6 103,800 3.0
50-54 23,700 2.9 69,000 2.0
55-64 31,800 3.9 91,300 2.7
65+ 32,200 4.0 74,900 2.2
WOMEN
18-24 55,900 6.9 283,800 8.3
25-34 94,800 11.7 421,700 12.3
35-44 88,600 10.9 315,900 9.2
45-49 34,500 4.2 105,500 3.1
50-54 26,300 3.2 74,400 2.2
55-64 38,100 4.7 107,000 3.1
65+ 51,300 6.3 114,000 3.3

For each of the following Census categories, the Metro % is based upon the
Metro Total Households estimate, 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 1/1/95.

2. Housseholds by Income are grouped into eight discrete income categories.
The income reported is pre-tax personal income as defined by the Department
of Commerce, Bureau of Economic Analysis. Personal income includes wages,
salaries, proprietor's income, rental income, dividends paid by corporations,

LOS ANGELES

interest income from all sources and transfer payments (such as pensions
and welfare assistance). Also included are the value of employer benefits,
such as contributions to pension funds, and imputed rental income of owner-
occupants of housing units (income data are 1990 Census-based, updated to
1/1/94). Total 1/1/95 households are used in the percent calculations.
Median Income is shown for all Metro households.

3. Value of Owner-Occupied Housing Units 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 1/1/95.

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. Education represents the education levels of all persons 25+ (1990 Census).

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

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 total persons 16+ (1990 Census).

10. Farm Population /Estimate represents all persons living on a farm
located in the Metro (1990 Census).

11. Transportation to Work information is based on estimated employed
persons 16+. Percents are calculated on the sum of employed persons 16+
(1990 Census).

12. Time of Departure to Work information is based upon estimated
employed persons 16+ who work away from home. Percents are calculated
with the sum of all employed persons 16+ who work away from home.
Average Travel Time to Work is based on travel time to work for all
estimated employed persons 16+ who work away from home (1990 Census),

13. Car Ownership by Household /Total households are distributed into
one of four Car Ownership categories. Percentages are based on total
1/1/95 household estimates.

Metro Total Metro % Metro Total Metro %
1P Total Households 3,888,300 100.0 7» Education Persons 25+
Elementary 0-8 Grd 985,438 14.1
2P Households by Income High-School 1-3 yr 932,605 13.4
Under $10,000 305,927 7.9 High-School Grad 1,433,780 20.6
10,000-19,999 409,792 10.5 College 1-3 yr 1,977,969 28.4
20,000-29,999 416,833 10.7 College 4+ 1,639,090 23.5
30,000-39,999 421,461 10.9
40,000-49,999 403, 861 10.4 8P Colleges & Universities 114
50,000-74,999 791,579 20.3 Total Enroliment 740,113 100.0
75,000-99,999 484,852 12.5 Full-Time Enrollment 311,755 42 .1
100,000+ 653,995 16.8
Median Income $49,650 9p Occupation
Managerial 1,564,437 28.5
3P value of Owner- Technical 1,798,738 32.7
Occupied Housing Units Service Worker 657,940 12.0
Under $50,000 20,215 .5 Farm Worker 72,261 1.3
50,000-74,999 20,457 .6 Precision Production 596,127 10.8
75,000-99,999 58,668 1.5 Operators 806, 761 14.7
100,000-149,999 199,872 5.2
150,000-249,999 591,984 15.6 10» Farm Population 1,200
250,000+ 721,304 18.8
Median Value $234,600 11 » Transportation to Work
Public 299,413 5.6
4» Monthly Contract of Renter- Driving to Work 3,866,051 71.6
Occupied Housing Units Car Pool 814,194 15.1
Under $200 66,132 1.8 Other 414,251 7.7
200-349 139,800 3.6
350-499 361,030 9.5 12> Time of Departure to Work
500-649 504,587 13.2 Depart 6:00AM-6:29AM 519,703 9.9
650-749 273,419 7.2 Depart 6:30AM-6:59AM 569,781 10.9
750+ 483,278 12.7 Depart 7:00AM-7:29AM 811,442 156.5
Median Rent $601 Depart 7:30AM-7:58AM 676,855 12.9
Depart 8:00AM-8:29AM 620,763 11.8
5» Household Size Avg Travel Time to Work (mins) 26
1 Person 911,200 23.4
2 Persons 1,138,200 29.3 13 » Car Ownership by Household
3-4 Persons 1,221,400 31.4 0 Cars 387,300 10.0
5+ Persons 617,500 15.9 i Car 1,346,700 34.6
2 Cars 1,423,600 36.6
6P Seasonal Housing Units 12,008 .3 3+ Cars 730,700 18.8
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Metro Market Profile ccontinues

LOS ANGELES

Radio Ratings and Time Spent Listening - Metro Totals
Persons Men women
12+ 12-24 25-54 35-64 12-24 25-54 35-64
MON-SUN G6AM-MID
AQH RTG 17.7 15.4 18.9 18.3 17.1 18.0 17.3
CUME RTG 96.0 96.9 96.6 95.8 98.5 97.0 96.7
TSL (hr:min) 23:15 20:00 24:45 24:00 22:00 23:30 22:30
MON-FR! G6AM-10AM
AQH RTG 25.4 18.6 28.8 28.4 20.3 27.4 26.4
CUME RTG 84.0 80.5 86.2 85.3 86.5 86.3 85.7
TSL ¢(hr:min) 6:00 4:45 6:45 6:45 4:45 6:15 6:15
MON-FRi 10AM-3PM
AQH RTG 24.5 16.5 27.5 26.7 17.1 27.4 26.3
CUME RTG 76.9 71.1 76.0 75.2 74.9 80.7 79.3
TSL (hr:min) 8:00 5:45 9:00 9:00 5:45 8:30 8:15
MON-FR| 3PM-7PM
AQH RTG 20.5 18.2 23.1 21.4 21.7 21.1 19.8
CUME RTG 81.8 82.6 83.5 81.6 88.9 83.6 81.2
TSL (hr:min) 5:00 4:30 5:30 5:15 4:45 5:00 5:00
MON-FRI 7PM-MID
AQH RTG 9.1 13.0 8.7 7.7 14.4 7.0 6.4
CUME RTG 56.3 70.4 55.1 51.5 76.9 52.3 47.4
TSL (hr:min) 4:00 4:30 4:00 3:45 4:45 3:15 3:15
WEEKEND 6AM-MID
AQGH RTG 13.0 12.9 12.3 12.4 14.8 12.2 12.2
CUME RTG 80.1 81.9 78.4 78.5 83.8 81.0 79.8
TSL (hr:min) 5:45 5:45 5:45 5:45 6:15 5:30 5:30
Newspaper and Magazine Circulation
Newspaper and magazine circulation data, as of November 30, 1994, were Magazine Circulation % Magazine Circulation %
obtair%ed froméhg Ahudit %ureaulllof Circulation(s’ D?ta Bangk Service, 900 North
Meacham Road, Schaumburg, lllinois 60173, (708) 605-0909, and are Copyright
1995, Audit Bureau of Circulations (ABC); unauthorized copying or reprir?tingg BTR HOME 216,520 5.6 BON APETIT 72,366 1.9
of this information is prohibited. BOYS LIFE 36,093 .9 COSMOPLTAN 115, 306 3.0
Newspaper circulation figures represent average estimated paid circulation CTEYYL IVNG 53' 136 1.3 EiONY oy 83,444 2.1
reported to and covered by the latest available Audit Report. Publications re- FAMLY CRCL 137,180 3:5 M HNDYMN 24,242 -6
ported have a Metro circulation of at least 1%. Arbitron may have adjusted the FIELD STRM 23,442 -6 GLAMOUR 102,225 2.6
ABC Newspaper Circulation data for Metros comprised of a portion of one or GOLF DIGST 50,045 1.3 GOLF MGZNE 46.608 1.2
mare counties, to reflect as closely as possible the newspapers’ circulation in GD HSEKPNG 100, 924 2.8 JET 42,548 1.1
the Arbitron defined Metro area. (NOTE: The adjusted figures may not represent K1PL INGERS 41,346 1.1 LS HOME JN 136,618 3.5
the newspapers’ total circulation.) Combined circulation for AM newspapers LIFE 84,238 2.2 MCCALLS 114,454 2.9
that publish updated editions throughout the day are reported under the AM MODR MATUR 671,485  17.3 MONEY 79,070 2.0
column, and are noted with an asterisk (*) in the PM column. Magazine circu- NA‘;LWENQR 11;'850 2.9 NAT GEOK 296,176 7.8
lation figures are the latest paid circulation for a single issue. NEW WOMAN 62,512 1.6 NEWSWEE 144,727 3.7
OUTDR LIFE 18,381 .5 PARENTS 56,776 1.5
Paper AM Circ. % PM Circ. % PENTHOUSE 70,091 1.8 PEOPLE 192,745 5.0
PLAYBOY 132,474 3.4 POP MECHAN 48,885 1.3
DAILY VARIETY 20,498 1 POP SCIENC 18,005 .5 PREVENT | ON 102,370 2.6
INLAND VALLEY DAILY BULLETIN 22,211 1 RDRS DIGST 443,565 11.4 REDBOOK 79,391 2.0
LA OPINION, LOS ANGELES 95, 157 2 ROLLNG STN 55,750 1.4 SELF 57,621 1.5
LONG BEACH PRESS-TELEGRAM 123,252 3 SESAME ST 42,711 1.1 SEVENTEEN 61,063 1.6
LOS ANGELES DAILY NEWS 184,343 5 SMTHSONI AN 90, 255 2.3 SP OP DGST 45,216 1.2
LOS ANGELES TIMES 907,916 23 SOU LIVING SPORTS ILS 106,838 2.8
ORANGE COUNTY REGISTER 336,692 9 STAR 117,720 3.0 SUNSET 189,746 4.9
PASADENA STAR NEWS 42,039 1 TEEN 36,478 .9 TIME 199,286 5.1
SAN GABRIEL VALLEY TRIBUNE 57,188 1 TV GUIDE 654,586 16.9 US NWS&WR 84,443 2.2
SAN PEDRO NEWS PILOT 15,278 - WOMANS DAY 117,431 3.0 WORKBASKET 18,695 .5
SANTA MONICA OUTLOOK 25,672 1
THOUSAND OAKS STAR AND NEWS CH 1,991 -
TORRANCE DAILY BREEZE 80,722 2
USA TODAY 37,774 1 : "
WHITTIER DAILY NEWS 17,749 - 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 reporis
(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 1994 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 1994 Model Year %
Chrysler Corparation 3.8
Ford Motor Company 16.2
General Motors Corparation 18.0
Honda 19.3
Mazda 3.3
Mitsubishi 1.8
Nissan ' 8.1
Toyota 17.3
Other 12.2
Total 100.0
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Policies and Procedures for Rating Distortion and Special Station Activities

In accordance with EMRC and industry guide-
lines, Arbitron provides the following information
relating to Rating Distortion and Special Station
Activities to advise Arbitron clients about appli-
cable policies and procedures and to assist
Report users in making evaluations of the audi-
ence estimates contained herein.

Arbitron's original policy statement dated May
20, 1977, has been updated by Arbitron releases
of February 1978, December 1981, January 1987,
February 1988, June 1992 and handbooks of May
1985, March 1987 and June 1990, distributed to
all radio stations.

As a practical matter, Arbitron's published
guidelines cannot describe all possible station
activities. Therefore, in order to avoid possible
citation, stations are advised to submit planned
activities to Arbitron for a confidential prereview.

RATING DISTORTION is defined as: Any station
activity which Arbitron believes may affect the way
in which diarykeepers record their listening without
causing corresponding changes in actual listening;
or, which has the potential to result in a station
having access to current survey diaries and/or the
identity or whereabouts of current or future
diarykeepers; or, which may resultin a diary being
used by any person, in any manner, for any
purpose, other than those originally intended by
Arbitron. ARBITRON MAY DELIST FROM ITS
REPORTS, COMPUTER TAPES AND OTHER
SERVICES THE CALL LETTERS AND AUDIENCE
ESTIMATES FOR STATIONS THAT ARBITRON
DETERMINES HAVE ENGAGED IN RATING
DISTORTION ACTIVITIES.

Rating Distortion may take the form of
Diarykeeper Solicitation, Improper Promotional
Activities or other means. The following catego-
ries and examples are illustrative only and are not
all-inclusive:

Diarykeeper Solicitation is any attempt by, or
on behalf of, a station to directly encourage the
recording 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 (e.g., overstate, under-
state, misstate) - their actual listening to any
station. Diarykeeper Solicitation includes at-
tempted breaches of diary security, whereby a
station has the potential to learn the identity of
diarykeepers or to gain access to, or influence
over, current or upcoming survey diaries.

Improper Promotional Activities are those
which may not directly appeal to diarykeepers but
which may nevertheless cause diarykeepers to
misreport their actual listening - possibly as a
result of diarykeeper confusion or manipulation.
Improper Promotional Activities include, but are
not limited to, contests which may cause
diarykeepers to misreport their actual listening by
offering prizes based on amounts of listening
recorded or claimed; attempts to cause
diarykeepers to lose their anonymity; promotions
which might cause a diarykeeper to surrender a
diary in trade for a prize or for cash.

Rating Distortion is sometimes confused with
Hypoing. Rating Distortion involves station
activities that may cause diarykeepers to report
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.

RATING DISTORTION VIOLATIONS may result
in: the station's call letters and audience esti-
mates being delisted from the applicable
report(s) and other services; or the station’s call
letters and estimates being placed at the bottom

of each page below a distinguishing line (“below-
the-line"); and/or the activity being noted on Page
5B of the Report and possibly also on the cover of
the Report. Appropriate notice may also be made
for other applicable services.

SPECIAL STATION ACTIVITIES generally fall
into one of two categories: Rating Bias and
Extemporaneous Comment(s):

Rating Bias is defined as: Any announcement,
statement or activity which could alert, sensitize
or remind diarykeepers or potential diarykeepers
about past, current or future surveys in any way
which might affect participation in a current or
future survey. Such activities may interfere with
the objectivity or conduct of the survey and may
take the form of announcements or statements on
air, in print or in any other medium.

Rating Bias activities include survey announce-
ments which may be preplanned, repeated or
stylized messages which may alert listeners to the
survey, regardless of whether the words
“Arbitron” or “diary” are used, and/or may urge
listeners to “be accurate” in reporting their
listening. Rating Bias also includes activities
which contain language or graphics suggestive of
the survey. Rating Bias may also take other forms,
such as a contest or research activity if, in
Arbitron's opinion, the activity may sensitize the
diarykeeper to Arbitron surveys.

Sourcing of previous survey information in the
form of advertising which promotes a station's
success in prior surveys, as permitted by contrac-
tual agreement with Arbitron, does not constitute
Rating Bias. Note, however, that references to a
station's performance in prior surveys in the
context of appeals for support are not protected
under this guideline, and may, in fact, be viola-
tions of Arbitron's guidelines on Rating Bias.

Extemporaneous Comment(s) is defined as:
A type of reference on the air or in any other
medium which mentions or alludes to a past,
current or future Arbitron survey, diary(ies) or
radio ratings in any way which might sensitize
diarykeepers to a current or future survey or
which may affect the way in which diarykeepers
report their listening in a current or future survey.
As the name implies, these are generally one-
time-only, spontaneous remarks which may have
been intended as humorous.

SPECIAL STATION ACTIVITIES VIOLATIONS
may result in: the station’s call letters and esti-
mates being placed at the bottom of each page
below a distinguishing line (“below-the-line");
and/or the activity being noted on Page 5B of the
Report and possibly also on the cover of the
Report. Appropriate notice may also be made for
other applicable services.

GENERAL INFORMATION with respect to Rating
Distortion and Special Station Activities:

a. Complaints should be in writing, accompanied
by evidence such as an aircheck tape, direct-
mail advertisement or newspaper clipping.
Complaints will be accepted up to the day after
the last day of the survey, and should be ad-
dressed to: Radio Special Station Activities
Committee, Radio Station Relations, The Arbitron
Company, 9705 Patuxent Woods Drive,
Columbia, MD 21046-1572.

b. The initiation of an inquiry is solely within the
discretion of Arbitron.

¢. Arbitron will review activities conducted at any
time (not just during, or four weeks prior to, a
survey) for compliance with these guidelines if, in
Arbitron's judgment, the activity has the potential
to undermine the credibility of the survey. The
same activity could be subject to citation for two
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or more consecutive surveys, depending on the
timing and severity of the activity.

d. Activities by stations not meeting Arbitron's
Minimum Reporting Standards for a syndicated
Market Report may still be subject to citation in
any applicable custom report or other Arbitron
service.

e. Activities cited for one simulcast station may
also be cited for the other simuicast station.

f. Activities found to be in violation of these
guidelines may or may not have actually affected
reported listening. Such an effect would be
virtually impossible to prove or disprove and
Arbitron makes no attempt to do so. Activities
violating these guidelines are inherently detrimen-
tal to the broadcast, advertising and audience
measurement industries because the fact that
such activities occurred undermines confidence
in audience estimates.

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
undermine the credibility of the survey even
though such activity does not meet any of the
specific criteria stated above. Arbitron further
reserves the right to take other appropriate action
depending upon the content, 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 sensitizing the
public and thereby contributing to rating distor-
tion 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 (EMRC) 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 audience 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 effi-
ciently and intelligently to the detriment of all radio
stations,... [and] the rating companies have
adopted stern policies against these activities."




Special Notices and Station Activities

THE MARKET

METRO DEFINITION/ The radio metro definition
of this market is Arbitron defined. It does not
conform to the Metropolitan Statistical Area
implemented by the U.S. Office of Management
and Budget in January 1993.

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

POPULATION ESTIMATES/ Effeclive with the
Fail 1994 survey, populations for this report are
Market Statistics' 1/1/95 whole county population
eslimales [1990 Census-based].

For split county populations, the 1/1/95[1990
Census-based] whole county populations are
allocated to the respective split counties based
on Market Statistics' 1994 zip code population
estimates [1990 Census-based].

METRO ETHNIC CONTROLS/ Black and
Hispanic Differential Survey Treatments used in
the Meiro Survey Area. All Melro counties,
including HDBA and/or HDHA splits, receive the
same ethnic sampling procedures.

Hispanic persons/households may be of any race
{White; Black; American Indian; Eskimo or Aleut;
Asian or Pacific islander). For purposes of
Arbitron reports and publications, Hispanic
person/households that are Black are not
included in Black universe estimates; Hispanic
persons/households of all races are included in
eslimates of Hispanic listening and universes.

METRO TARGET INCREASE/ Effective with
the Winter 1994 survey, all Continuous
Measurement markets received a 15% in-tab
target increase. Prior to the Winter 1995 survey,
as part of the proposed 70% Metro target
increase, 67 markets, which supported the
increase, received an additional 15% increase,
for a total increase of 30%.

Effective with the Winler 1995 survey, these 67
Conlinuous Measurement markets have received
an additional 20% increase ( for a total of 50% ).
The 70% proposed increase for Continuous
Measurement markets will be phased in over a
three-year period, with 1994 being the first year.

The Los Angeles markel received an additional
20% Metro target increase effective Winter 1995
(for a total increase of 50% over their Fall 1993
Metro target). However, the entire amount of the
increase was allocated to Los Angeles County.

LOS ANGELES

PARTIAL METRO ETHNIC CONTROLS/ The
table below contains the ethnic population and in-
tab for that portion of the Metro for which ethnic
controls apply, as well as the ethnic population
and in-1ab for the total Metro. Note: Estimates in
the Ethnic Composition sectlion of the repon are
based on the total Metro ethnic in-1ab.

THE STATIONS

NEW STATIONS, CALL LETTER CHANGES
AND TREND DATA/

Black
Persons 12+
Controlled Metro:
Population:
Total 7,509,000
Ethnic 775,500
Percent 10.3
In-tab;
Total 5,236
Ethnic 603
Percent 1.5
Excluded
Countjes: Orange, CA
Total Metro
(Controlled and Non-Controlied):
Ethnic Population: 812,400
Ethnic In-tab: 626
- L ] A .
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Current Former Prior On-Air Date
Call Call Trend Date of
Letters Letters Data Change
KACD-FM  KAJZ-FM  Winter 1994 June t, 1994
KBCD-FM  KBJZ-FM  Winter 1994 June 1, 1994
KBUE-FM  KNAC-FM  Fall 1994 March 6, 1995
Summer 1994
Spring 1994
Winter 1994
KSCA-FM  KLIT-FM Spring 1994 September 1, 1994
Winter 1994
KVAR-FM  KHTX-FM February 13, 1995

Stations are identified in this report under their
current call letlers, 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 that has
changed call letters. The date of the call letter
change will also be included in order 1o identify
which call letters were in use during a particular
survey.

No adjustments have been made to the reported
estimates for a station that was not broadcasting
for the entire survey period. Since the time a
station was off-air is counted as zero-listening in
the 12-week average, the reported estimates for
a station that was on the air less than the entire
survey could understate the audience for the time
that it was on the air.

TECHNICAL DIFFICULTY/ The following
station(s) reported to Arbitron that they
experienced reduced power (REDUCED),
intermittent power (INTERMIT), signal
interference (SIG INTRF), or were off the air
(OFF) for five or more continuous minutes in a
quarter-hour during the survey period. No
adjustments are made to either diary entries or
reported audience estimates for periods of
technical difficulty.

Statlon Atfected Date and Time Problem

KGGIFM  SU  01/15/95 02:03P TO

MO 01/16/95 11:51A OFF
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Metro Audience Trends*
PERSONS 12+

MONDAY-SUNDAY  6AM-MID MONDAY-FRIDAY  6AM-10AM

WINTER SPRING SUMMER FALL WINTER WINTER SPRING SUMMER FALL WINTER
94 94 94 94 95 94 94 94 94 95

KABC
SHARE 3.8 3.5 3.7 3.2 2.6 5.1 4.8 5.5 4.7 4.0
AQH(00) 655 602 635 553 448 1290 1174 1279 1154 982
CUME RTG 8.7 9.1 9.4 7.5 7.1 5.3 5.1 5.7 4.8 4.3

+KACD
SHARE 5 .5 .3
AQH(00) 64
CUME RTG .5

+KBCD
SHARE
AQH(00)
CUME RTG

KACE
SHARE
AQH(00)
CUME RTG

KBIG
SHARE
AQH(00)
CUME RTG

+KBUE
KNAC
SHARE
AQH(00)
CUME RTG

KCBS-FM
SHARE
AQH(00)
CUME RTG

KEZY
SHARE
AQH(00)
CUME RTG

KFI
SHARE
AQH(00)
CUME RTG

KFSG
SHARE
AQH(00)
CUME RTG

KFWB
SHARE
AQH( 00)
CUME RTG

KGFJ
SHARE
AQH(00)
CUME RTG

KIEV
SHARE
AQH(00)
CUME RTG

KIIS
SHARE
AQH(00)
CUME RTG

KIIS-FM
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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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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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KLAX

SHARE

AQH(00)

CUME RTG
KMQA

CUME RTG

AQH(00)
KNX

SHARE

CUME RTG

AQH(00)
KOST

SHARE

SHARE

AQH(00)

CUME RTG
KPWR

CUME RTG

SHARE
AQH{(00)
CUME RTG
KRLA
SHARE
AQH(00)
KROQ

SHARE
AQH(00)
CUME RTG

AQH(00)

CUME RTG
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* See page ili Restrictions On Use Of Report for restrictions on the use of Trends data.
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KWKW
SHARE
AQH(00)
CUME RTG

KWVE
SHARE
AQH(00)
CUME RTG

KXED
SHARE
AQH(00)
CUME RTG

KXEZ
SHARE
AQH(00)
CUME RTG

KYSR
SHARE
AQH(00)
CUME RTG

KZLA
SHARE
AQH(00)
CUME RTG

SHARE
AQH(00)
CUME RTG
KGGI
SHARE
AQH(00)
CUME RTG
KWNK
SHARE
AQH(00)
CUME RTG
XTRA
SHARE
AQH(00)
CUME RTG

TOTALS
AQH RTG
AQH(00)
CUME RTG

Metro Audience Trends”
PERSONS 12+

MONDAY-SUNDAY ~ 6AM-MID MONDAY-FRIDAY ~ 6AM-10AM

WINTER SPRING SUMMER FALL WINTER WINTER SPRING SUMMER FALL WINTER

94 94 94 94 95 94 94 94 94 95
1.1 1.1 1.0 1.5 1.6 .9 1.0 1.2 1.5 1.8
186 193 173 251 275 234 239 269 374 437
3.2 3.4 3.1 3.7 3.0 1.6 1.6 1.4 1.6 1.6
.5 .4 .3 > > .4 .4 .3
82 64 58 *x * 92 101 68
1.7 1.3 1.1 * .7 7 .6
1.4 1.3 1.0 2.2 1.2 1.3 1.1 1.0 1.8 1.3
232 220 177 375 211 317 278 240 448 314
2.3 2.5 2.2 3.0 2.1 1.3 1.3 1.2 1.8 1.1
1.8 1.8 2.1 1.9 2.1 1.7 1.6 2.0 1.8 1.7
307 302 351 323 364 422 401 458 442 420
6.2 6.2 5.9 5.7 6.7 2.9 2.9 2.7 2.9 3.0
2.5 2.8 2.7 2.6 2.5 2.0 2.3 2.2 2.0 2.2
433 471 460 436 429 500 570 505 500 529
9.4 9.3 9.6 8.8 8.3 4.6 4.4 4.3 4.1 4.2
2.3 2.9 2.5 2.3 2.8 2.2 2.7 2.7 2.3 2.8
391 488 422 395 476 544 655 617 563 683
5.6 6.7 5.9 6.0 6.6 3.1 3.8 3.5 3.3 3.7
* .3 > .3 . > .3 *x .2 .2
* 58 *x 50 51 * 66 *x 55 57
* 1.4 *x 1.4 1.5 > .7 » .5 .8
.4 .4 .5 .3 .4 .2 .2 .2 .2 .2
62 60 79 56 74 59 47 55 49 52
2.5 2.1 3.0 2.3 2.3 .9 .7 .9 .8 .6

A
1 1 6 1 1 5 13 1
1 A 1 1
.7 .7 .7 .7 .7 .5 .4 .5 .5 .4
122 116 120 114 125 129 108 112 115 102
2.1 2.7 2.7 2.5 2.7 .9 1.0 1.0 1.1 1.0
17.6 17.6 17.6 17.7 17.7 25.9 25.4 23.9 25.3 25.4
17036 17055 17038 17071 17066 25127 24676 23217 24427 24507
96.4 95.6 95.1 96.2 96.0 85.0 83.6 81.0 83.7 84.0
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 12+

MONDAY-FRIDAY  10AM-3PM MONDAY-FRIDAY  3PM-7PM
WINTER SPRING SUMMER FALL WINTER WINTER SPRING SUMMER FALL WINTER
94 94 94 94 95 94 94 94 94 95
KABC
SHARE 4.0 3.1 3.8 3.3 2.2 3.4 2.7 2.7 2.2 1.6
AQH(00) 953 733 807 766 523 663 520 516 440 325
CUME RTG 5.3 5.0 4.9 4.1 3.4 4.4 4.3 4.6 3.2 2.9
+KACD
SHARE .3 .7 .5 .5 .4 .4 .8 .7 .6 5
AQH(00) 82 176 131 109 103 86 164 135 118 94
CUME RTG .7 .9 .7 .8 .6 .7 .9 .9 .9 6
+KBCD
SHARE 1 .3 .2 .2 .1 1 .2 .2 .2 1
AQH(00) 16 61 52 37 17 18 44 34 32 21
CUME RTG .2 .4 .3 .2 .2 .2 .4 .3 2 .3
KACE
SHARE .6 .3 .4 .8 .8 .7 .4 .7 1.1 1.1
AQH(00) 152 62 100 192 196 138 73 130 223 217
CUME RTG 1.3 .8 .9 1.3 1.6 1.4 .9 1.2 1.5 1.6
KBIG
SHARE 4.4 3.8 4.4 4.7 4.0 3.9 3.3 4.0 4.2 3.4
AQH(00) 1060 887 1069 1101 939 756 639 779 843 674
CUME RTG 5.4 5.3 5.6 5.5 5.2 5.4 5.6 5.7 6.1 5.2
+KBUE
KNAC
SHARE .6 .7 .9 .7 1.1 .9 .9 .9 1.2 1.0
AQH(00) 145 175 216 1566 263 171 171 176 232 198
CUME RTG 1.0 1.5 1.7 1.5 1.8 1.5 1.7 1.5 1.9 1.7
KCBS-FM
SHARE 4.1 3.5 3.3 2.7 2.8 3.8 3.4 3.4 2.8 2.8
AQH(00) 986 823 798 626 655 739 658 650 551 559
CUME RTG 5.4 4.7 5.0 4.5 4.2 5.7 5.4 5.4 5.1 4.9
KEZY
SHARE .5 .6 .5 .4 .4 .5 .4 .5 .4 .5
AQH(00) 122 148 118 96 98 100 78 91 78 93
CUME RTG .8 1.0 1.0 .9 .9 1.0 .9 .9 1.2 1.1
KFI
SHARE 7.5 5.9 7.7 6.9 5.1 3.4 2.7 3.5 3.3 2.7
AQH(00) 1804 1392 1872 1600 1215 658 536 669 656 529
CUME RTG 8.1 6.7 8.4 7.4 6.6 4.5 4.2 5.3 4.5 4.3
KFSG
SHARE .4 .5 .2 .3 .3 .4 .2 e .4
AQH(00) 98 110 55 81 58 87 37 * 77
CUME RTG .5 .7 .5 .5 .5 .7 .5 > .7
KFwWB
SHARE 2.3 2.2 1.6 2.0 1.8 3.0 2.6 2.2 2.6 2.6
AQH(00) 559 519 388 467 427 594 512 4286 526 525
CUME RTG 6.2 5.5 5.0 5.2 5.2 6.4 5.7 5.5 6.0 5.8
KGFJ
SHARE .3 .2 .4 .4 .5 .3 .4 .4 .3 .3
AQH(00) 69 55 106 93 108 49 72 83 59 61
CUME RTG .6 .5 .7 .5 .4 .4 .5 .6 .4 .3
KIEV
SHARE .6 > 1.1 .8 .8 .2 .2 1 .2
AQH(00) 150 261 183 193 42 45 25 34
CUME RTG .8 > 1.2 .9 .9 .4 .4 .3 .3
KIIS
SHARE .| | 1 A
AQH(00) 12 9 4 25 1 12 6 4 22 4
CUME RTG .2 1 1 .2 A 1 A .2 .
KIIS-FM
SHARE 2.9 2.8 3.5 3.5 3.1 3.6 4.4 3.8 4.5 4.6
AQH(00) 687 669 841 819 739 708 864 741 889 920
CUME RTG 6.8 6.9 8.0 7.2 7.0 7.8 8.4 8.0 8.4 8.4
KIKF
SHARE .5 .6 .5 .5 .9 .4 .7 .5 .5 .8
AQH(00) 116 140 124 126 211 86 131 98 96 163
CUME RTG .9 .9 1.0 .9 .9 .9 .9 .9 1.0 1.0
KYKF
SHARE .4 .4 * e .3 .3
AQH(00) > > 99 95 * * 56 64
CUME RTG > > > .4 .4 . .4 .4
KJLH
SHARE 1.0 .5 .8 7 .5 1.0 .6 .8 .8 .7
AQH(00) 233 107 183 161 128 190 115 156 164 145
CUME RTG 1.5 1.1 1.4 1.3 1.2 1.8 1.3 1.5 1.4 1.4
KJQI
SHARE .6 1.2 .7 .7 .7 .6 1.0 .8 .8 .6
AQH(00) 143 283 166 163 164 119 193 163 155 122
CUME RTG 1.0 1.5 1.1 1.0 .9 .9 1.3 1.0 1.0 .8
KOJY
SHARE .3 .3 .2 .4 .2 .2 .2 .2 .2 .2
AQH(00) 72 66 42 88 50 47 43 35 42 30
CUME RTG .3 .5 .4 .5 .3 .4 .4 .3 .2 .3
KKBT
SHARE 2.6 3.2 2.7 3.0 3.1 3.5 3.9 3.3 4.2 4.4
AQH(00) 613 751 651 693 743 690 754 639 836 871
CUME RTG 4.6 4.5 5.1 5.0 5.0 5.6 5.1 5.0 5.8 6.0
Foolnote 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 ™

SUMMER
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SPRING
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MONDAY-FRIDAY

WINTER
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94
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CUME RTG

CUME RTG
KKLA

KKGO
SHARE
AQH(00)
CUME RTG

KKGO-FM
SHARE
AQH(00)

KKHJ
SHARE
AQH(00)

SHARE

AQH(00)

CUME RTG
KLAC

SHARE

AQH(00)

CUME RTG
KLAX

SHARE

AQH(00)

CUME RTG
KLOS

CUME RTG

CUME RTG
KMPC

SHARE
AQH(00)
CUME RTG
KLSX
SHARE
AQH(00)
KLVE
SHARE
AQH(00)

SHARE

AQH(00)

CUME RTG
KMQA

CUME RTG

CUME RTG
KPWR

CUME RTG
KOST

SHARE
AQH(00)
KNX
SHARE
AQH(00)
SHARE
AQH(00)

SHARE

AQH(00)

CUME RTG
KRLA
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* Soe page iii Restrictions On Use Of Report for restrictions on the use of Trends data.
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Footnate Symbals: * * Station(s) not reported this survey. - Station(s) reported with different call letters in prior surveys - see Page 5B.

CUME RTG
CUME RTG
CUME RTG

CUME RTG
KTWV

CUME RTG
KTNQ

CUME RTG
+KSCA

AQH(00)
CUME RTG
KROQ
SHARE
AQH(00)
KRTH
SHARE
AQH(00)
SHARE
AQH(00)
SHARE
AQH(00)
SHARE
AQH(00)
SHARE
AQH(00)
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KWKW
SHARE
AQH(00)
CUME RTG

KWVE
SHARE
AQH(00)
CUME RTG

KXED
SHARE
AQH(00)
CUME RTG

KXEZ
SHARE
AQH(00)
CUME RTG

KYSR

SHARE
AQH(00)
CUME RTG
KZLA
SHARE
AQH(00)
CUME RTG

AQH{ 00)
CUME RTG
KWNK

SHARE
AQH(00)
CUME RTG
XTRA
SHARE
AQH(00)
CUME RTG

TOTALS
AQH RTG
AQH(00)
CUME RTG

Metro Audience Trends*
PERSONS 12+

MONDAY-FRIDAY  10AM-3PM MONDAY-FRIDAY  3PM-7PM

WINTER SPRING SUMMER FALL WINTER WINTER SPRING SUMMER FALL WINTER

94 94 94 94 95 94 94 94 94 95
1.2 1.0 1.0 1.6 1.7 .9 1.1 1.0 1.2 1.4
288 231 241 365 414 170 208 195 243 268
1.7 1.8 1.8 1.9 1.7 1.4 1.5 1.5 1.4 1.<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>