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Secretary 
Federal Communications Commission 
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Suite 110 
Washington, D.C. 20002 

Re: Biennial Review - Radio Multiple Ownership Rules 
MB Docket No. 02-277, MM Docket No. 01.317, MM Docket No. 00-244 

Dear Ms. Dortch: 

On behalf of Saga Communications, Inc., transmitted herewith is the original and four 
copies of Comments in connection with the above-referenced proceeding. As noted below, we 
are hand serving copies on Chairman Powell, all of the Commissioners and the Chief of the 
Media Bureau. 

If any question arises in connection with this submission, please contact undersigned 
counsel. 

Counsel for 
Saga Communications, Inc. 

GSS/sls 
cc: The Honorable Michael K. Powell 

The Honorable Kathleen Q. Abernathy 
The Honorable Michael J. Copps 
The Honorable Kevin J. Martin 
The Honorable Jonathan S. Adelstein 
Kenneth Ferree, Esquire (Chief, Media Bureau) 
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EX PARTE COMMUNICATION 

The Honorable Michael K. Powell 
Chairman 
Federal Communications Commission 
445 1 2 ‘ ~  Street, S. W. 
Washington, DC 20554 

Re: Biennial Review - Radio Multiple Ownership Rules 
MB Docket No. 02-277, MM Docket No. 01-317, MM Docket No. 00-244 

Dear Chairman Powell: 

This letter is written on behalf of our client, Saga Communications, Inc. (“Saga”), 
and addresses Item No. 1 (Media Bureau - the 2003 Biennial Regulatory Review of the 
Commission’s Broadcast Ownership Rules) on the Commission’s Agenda for the June 2, 
2003, meeting (See Commission Meeting Agenda, released May 23,2003, which found it 
in the public interest to extend the sunshine period to permit exparte presentations to 
continue through Friday, May 30,2003). 

Directly or through subsidiaries, Saga is the licensee of 46 commercial FM and 
26 commercial AM radio stations, many in small and medium size markets. Saga is a 
publicly-traded company and its stockholders could be injured by action that the 
Commission is contemplating. Saga is deeply concerned that the Commission is 
preparing to change the market definitions used to interpret Title 47 C.F.R. Section 
73.3555. Published reports (Broadcasting and Cable, May 19, 2003) indicate that the 
Commission is considering abandonment of the signal contour method used to determine 
the number of stations in radio markets and replacement of that method with a new 
method that would be based on information supplied by BIA (Broadcast Investment 
Analysts) andor Arbitron. 
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Saga has reviewed a letter dated May 23,2003, addressed to you from Edward 0. 
Fritts, President and CEO of the National Association of Broadcasters (“NAB”), of which 
Saga is a member. Saga fully endorses the position taken by Mr. Fritts in that letter; i.e., 
that the contour-based market definition of a radio market should be retained with the 
modifications suggested by Mr. Fritts. The NAB has suggested a reasonable plan for 
dealing with (a) the so-called Pine BZufSanomaly by not including in the count of stations 
making up a radio market those stations owned by a proposed transferee that would not 
be counted towards that entity’s local ownership limits, and (b) the “large signal” 
anomaly by excluding from the count of stations in a market any station whose 
transmitter site is more than 58 miles from the area of common overlap of the stations 
being acquired. The NAB president also suggests grandfathering in perpetuity all 
existing station clusters, and applying any new market definition prospectively. 

Replacing the current contour overlap standard with a standard based on Arbitron 
data could do irreparable harm to companies like Saga because a revised standard could 
reduce the permissible number of stations in some of the markets where licensees have 
acquired stations under the current rules. Those licensees could find themselves with 
non-complying clusters under revised rules. 

Saga believes that the current method, based on predictable signal strength criteria 
modified as suggested by the NAB would address the Commission’s concerns and could 
be defended in court since the market definitions are based on physical knowable criteria, 
].e., signal strength. In contrast, Arbitron ratings reports were never designed for the 
purpose the Commission may be considering. These reports were developed as a tool for 
the sale of radio advertising, not to define radio markets for concentration of media 
purposes. The attached “Description of Methodology” from a Winter 2003 Arbitron 
report provides ample evidence why the Commission should not rely on Arbitron reports 
to define radio markets. In short, while Arbitron Reports are excellent for the purpose for 
which they were designed, reliance on Arbitron data to define markets is an inherently 
unreliable prospect. Additionally, many commercial radio stations are not located in 
Arbitron markets, which will force the Commission to develop some other definition to 
count the number of stations in those markets. 

Section 73.3555 of the Rules and Section 202 of the Telecommunications Act of 
1996 establish limits on the maximum number of stations in which an entity may hold an 
attributable interest in terms of brackets; i.e., radio markets of 14 or fewer stations 
(Bracket 1); 15-29 stations (Bracket 2); 30-44 stations (Bracket 3);  and markets of 45 or 
more stations (Bracket 4). Each bracket, in ascending order, permits the ownership of 
more stations in that market than in the previous bracket, up to 8 stations in Bracket 4. 
The table’ in footnote 1 compares the number of stations in selected radio markets as 

I Following is an illustrative table that depicts the number of permissible stations in four of the Arbitron 
rated radio markets where Saga owns stations using the Arbitron data contrasted with the number of 
stations computed using the contour method. The  dates shown correlate to the multiple ownership studies 
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determined by the contour method with the number of stations listed in Arbitron reports 
as those stations that are “Home to the Arbitron Radio Market Area.” In each market, the 
change in definition would result in a downgrade in the bracket for that market. Thus, 
were the Commission to require divestiture of non-complying clusters upon sale, i t  could 
do real economic harm to companies like Saga that have developed acquisition and 
operational strategies based on the existing multiple ownership rules. 

Saga urges the Commission to keep its current method of defining radio markets, 
or, in the alternative, to revise those definitions to address its concerns using the proposal 
made in Mr. Fritts’ letter. 

Very truly yours, Gb----& 
Gary S.  Smithwick 
Counsel for 
Saga Communications, Inc. 

GSSIss 
Cc: The Honorable Kathleen Q. Abernathy 

The Honorable Michael J. Copps 
The Honorable Kevin J .  Martin 
The Honorable Jonathan S. Adelstein 
Kenneth Ferree, Esquire (Chief, Media Bureau) 

submitted when Saga was acquiring stations in those markets. Because each is case-specific, Saga’s 
acquisition of additional stations in those markets might change the station counts under the current rules 

Radio Market Stations in Market Per “Home to 
Radio Market” List Contour Method 

Stations in Market Per 

Columbus, O H  27 (Bracket 2) 
Des Moines, I A  2 1  (Bracket 2) 
Manchester, NH I 1  (Bracket 1) 
Champaign, IL 13 (Bracket 1) 

34 (November 2002) (Bracket 3 )  
33 (September 1996) (Bracket 3) 
20 (August 1997) (Bracket 2) 
16 (February 2000) (Bracket 2) 



Methodology 

Description of Methodology 

The Ionwins. Dfscriptim of Methoddo~y is appk 
cable tu the data and estimates contained in the 
'Listener Estimates" section of this repm. A more 
detadcd dcsni&on of Arbitrm methoddogy can be 
found in a separate publication titled Arbrfron Radb 
D~scnptio~~ of Mclkodolugy and in other associztcd 
relevant d m t s .  madeadable by Arbitrm toall 
Arbitrni~yndi~tedRadioRepatJu~bers.lnthe 
evmt that the separate publication titled Arbihon 
Xodw Ihcriplwn of Mafkodology conllicts with the 
D̂mip!iondMethddogy"printed herein,thelat- 

t a  is consided lhc more m t  Deaipim d 
Methoddqy. 

1. Ths MarMlAn Arbitron Kadio Mar& can be 
c m d  of up to three geographic areas:theMetro 
Suvey Area (Metro), the Total Area (EA) 
and the Designated Market Area (DMAB% 
arrasarecwnposedofcountiesand/acountyquh 
lents (alsoknownassamplingunits). Acountyyiva. 
lent gene& consists of an independent cby M 
geographic split pxticm of a whole county-. A g a  
mphicsptacounty is definedasmeor morezipcades 
within a cam@ and is based MI zip code infrdmation 
frwn Census 2Mx) data, as updated anrmally by 
aaritas. Inc 
a. Metro Suntev Area (Metro) 
lhe Metro Swvey Area is the primary repatingarea 
oflocalradiaArbitronRdioMetrosgenerallycm 
s p d  tothefederalgovenunent'sWkedManage- 
m a t  and Budmt's (OMB) Metmalitan Areas. A 
radio Metro &y d&te frrm its.reap4ve OMB 
riefhith due to topographical, samphg, or &her 
ccmsidmtions. 'Ihe OMB updates its Metrapditnn 
Areas every 10 years. based on the new decennial 
census data. 

For areas that do not have an OMMef" 
Metrcmlitan Area Arbitron usuallv defines the 
Metro'Sunw Area.to indude the c$nty(ies) of the 
majority of the local am stations'dty(ies) of license 
Additiody, Arbibm may consider such factas as: 
the bistoikal market defiition(s), local trade and 
canmuting panems. local radio listening patterns, 
and inwt frcin its subscribers 

changes to an existing Metro de fdon  will be 
ansideredbyArbitronupmpcnreceiptcdafd~est 
fmn at least 75 p m t  of wkaibiw statim wmen. 
IftherearefRverthanfaSuh~stationownm 
ma &t, therequest must be made by all s u b a 6  

More a famal quest  is fM. Arbiiron win 
provide a s u b s a i i i  station mer with rqmts that 
wiU allow a subsaiher to determine the unnmuting 
and available listenership data for misting Metro 
cmmties and any county contiguous to the current 
Metro. (cmnplele lirrcxrrslip dala may mt be r d y  
auailabk for dual*@ Meho redqfiniiwn rqwis) 

N O n  All misting Metro counties and all c a m  
tiesadycenttoatisting M e t r o c o u n ~ a r e s u b j ~  to 
theMetroevaluationTheIhefwoaiteriathat detemine 
whether duatedcmmtiesare includdintk Metm 
defhitim are: (i) at least 55.0 percent of listening 
qwterhuv from the mty must be aedaed to 
&sting Metro staticas, and (ii) at least 15.0 w e n t  
of crmmutlng frwn the county must be into the 
existingMetro. (See lheArbi tnmRadb~t ion  d 
Methoddogy. QurpmOne,'Thc Market Changcslo 
Maho S u w  Area Defini twnr .*forfutUei t fm 
tioa and criloia for adjwmt Metro and dual& 

i W S h & X l O W W l 3 f M h & C n t O ~  

Metro redefinihhWMetro evaluation results are 
f i i  -and automatic. This rule a#fdia even 7 !be 
svnluatwn finds lhaf on6 or more countia ShmJd bc 
remudfrom lbe misling Metro. Gmnges in Metro 

rwMin in effect for at least three (3)years. 
gewaptw implemented thmugh this pmcess win 

b. Total Survev Area (TU) 
TheTSAofanArbitrmRMarketisdesignedto 
provide a canpre-e measure of list& to 
Metrelicensed radio statmns. The TSA is crmposed 
of the Metro and any additio~I m t i e s  (a county 
equivalents) that meet ceriain CriteIia for indusim 

TSA dd'ms are based on historical radio 
listeningpattems andareupdated bienniaUy based on 
the syndicated diary datp used fa the most recent 
Cam@ Coverage study Iduding any extra sample 
used fa CustcanSwvey Area Repats (CS4Rs)l. The 
speCa~ cnterhforadding. retaining, adeletingnm- 
M e t r o T S A c o u n t ~ a r e ~ ~ e d i n a ~ t e w b ~ .  
tirm titled Arbitron Radw Desrripti, of MeWloD 
and in other asscciated relevant docwnents. 
e. Ds&ated Market Area IDMA*) 
The DMA is crmposed of rmntieo andfa county 
equivahts, and is Mid and updated mually by 
Nelsen Media Research. Inc.. based on histotical 
television viewing patterns. A county or countv 
ewkalent is assigned exdusively to one DMA 

Arbitrm reports radio listening estimates fa 
theTop.53 DMAs (ranked mTV househdds) in the 
Radio Market Reperts of all Arbiirm standard radb 
mark whme Metros are kcatedwihin the DMA 
and whose names are contained in the DMA m. 

2 hmplino targns 
a h . ~ t a b l ~ l a t h e M e u o a n d , a ~ p ~ l e , r h e n u n  
MetmTS4 and/orthe DMA. Sample largetsarerhen 
e m b W  f~ each sampling unh pqxmnal to its 
perjons lZ*papllaucn in dr respenive survey area 
sum to minLnwn sample qirmwnrc fa Radio 
h t y  Coverape. ?he amcunt d mqleariered is 
duanbed  by dindinv thesampingunii urge by the 
erpaed tale d m s e b a s e d  mpwicussurvey(sJ 
sample perfumam and other f a d u s  

ForeachlZweeksurwy~,anewwnpleof 
telephone numkn is canpurerselected far each 
samphgunit throughthe useolasystematicintmvd 
random selecrion technique. Listed and unlisted tele 
phone n b  are rand& generated using the 
random digit dd W D J  technique. Sample RDD 
numbers are generated lmn telephone -hundred 
blocks" con- at least IO listed rcidential 1de 
phonenwnbersbajedoncurrent telephmelisthgsas 
provided and updated by Swvcy Sampling. Inc (SI). 
~ c s e q u a l i r y ~ h u n d r e d b l ~ ~ ~ t h e s a m p l e  
frame fa each sampling unit. Known residenrd 
mum and address  are appended to sample tele 
p h e  numbers nci istedin current tdephedirrcto 
I%. K n m  nwesidenlial telephone numbers (e&. 
businesses. institutions) are excluded frwn the 
sample fm. The sample of t e !+me nwnben is 
then randomly divided into apprmhtr ly  equal 
weekly gnups l a  diary placenrnt e. 

U a n e d  la additimd samplearises after the 
&naI sample has been dected by the cunputer. 
then such a&JitmaI wnpk is gcnedy selected in 
the samemanner and fmn tlesamesample lrameas 
the u- unlple. 
3. A M m n  Radio Ustening D i a q f i  Arbitrm 
radio survey is h predacd  reli~hon+placed mail 
survey. The survcy instnuneot, Arbuon's sevenday 

radio listening diary, is selfadministered and d e  
signed to be personally l n a i m k l  by all individuals 
~ Y e a r s o f a g e a n d o ~ d e r ( ~ ~ t ) m e a c h s a m p k  
househdd up to a maximum d nine persms The 
okry contalns a v i n g  number of questions (de 
pending M the market/market segment) regardiug 
socioeconomic characteristics of the survey 
partidpant($. BilinHual (SpanishEngW$ disk are 
provided toall sunrq. partidpants in the Metro of a 
Hispanicconhdled market whohave identifid them 
seh4sasH@inrespmetoanethnicity question 
or frcin whcm ethnic information was not obtained. 
and to any others indicating a preference for a b i b  
@diary. 

provided to encowage respondent cccpmt~on. 
4 Diaq Placament and RelrleuaVlnitial contad 
with listed sample households is by mail, informing 
themof their selection and that an interviewer wiU be 
d i n g  to reqmt  their cmperation in the survey. 
Initial contact with unlisted sample households is by 
telephone, whenaninterviewer d s  torequet & 
pation in the survey. 

Arbitrm interviewen d seleaed telephme 
nwnhersto: ascertainthepsibiiofamedia 

determine the number of Perxns E+ living in the 
h a u s e h d d a t t h e t i m e o f t h e p l a ~ ~ a n d , w h e  
applicable, determine the race/ethnicity and demo 
gra&icsofthehousehdr/includingndudingknguageprefer 
ene (Spani&English)ofindMddreaidents.Hcuse 
hddswithmmthannine pxm 12 years of ageand 
ddennd~tedhwsehold.areine!jgiilefor 
SWeypartidPation. 

Intetviewmareinstructedtomakeanumkrof 
attempts to reach evey telephme number in the 
sample.Thesea@emptsaremadeat differenthausof 
the day and evening. Arbitron then sends diaries 
d i r d y  tocmmtingsample households. 

In addition to followup by mail from Arbitrrm, 
the interviewers are directed to make further 
cmtact(s) with amsenting sample househdds by 
telephone to: make sure the diaries have been 
received; assist tnembers of the househdd in under- 
standhg the diarie3' plrpose: answer any questims; 
d d  the o k r y k w  to return their disk aftq 

tim in the survey. 
b p k t  instn~ctions are provided to each mter- 

r i ~ e r , a n d v a l i d a t w n c a r e r e ~ l y c o n d u ~ e d  
to help ensure that instrudions are being prwly  
followed. 

~~ Of mMdWj W V t S  are 

~ ~ ~ ~ t f M ~ p a ~ h t h t ? S U l V e y ;  

theSUIVCfWeek;andth?,nktheIUfMth&@dpa 

5. Processing ol MsrlailArbitrm ma!m reascrr 
able efforts to utilize all returned diaries. However. 
s ~ m e  returned diaries are detennined by A r b h  to 
be unusable. Ammg these that are unusable are 
diaries that Arbii determines: are incmplete: are 
pos&dand/oranivebeforeaafte~establishd 
dates; or that atherwise lack essential Infomation. 
The total numbernfintab diaries may differ fmm the 
wktarget. 

Usabk diaries are prepad for cmputer pro 
cessing in accwdance with procedures listed in 
A r b i i c b y  Fpncessingmanualsandinctheraso 
datedrelevant documents.Thelisteninginformation 
in thediariesisthenccn&wtanVxlteredsothat certain 
V d i t i W  and edits can be made.These'dude 
asaiptim prmxdtms, the allocation of credit for 
a h a t e d  call letters, and other analyses and 
pretabulatiul~!irm" 

M3 FALL 2002 
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6. Oetermining Audience Estimated 
a. satnble Balunciq 
The weight& system used by Arbitrcn, sample baL 

desisned to mnpMsate fa disprcpyihate ir&b 
from specad margbal classes. Marginat weighting 
mfansthattin-tabdareweightedtorepmdthe 
population fa each specad marginal &SS. The 
number of gecgtaphix marginal classes (ea., COUR 
tieS,rounty epuivalentsacmtyclusters)willvary. 
ThenumberofsadagenwghdarginaldassesBgenerall 
16.lnadditim.marketsthatareracean~or~ 
cmtrolled are sample balanced sothat hbdiar ie s  
fromtherace/ethnicgare weighted t o m s e n t  
thepopllationofthatm/etinkgmp,Asaresultd 
this d a t i v e  a P m - m s ~ - ~  Value 
~WDV)isdeterminedfaeachin.tabdiary.TheFTDV 
is the nwnber of p e r s ~ s  that diary is estimated to 
represan 
A Cume PmmEstimata 
stafbo Cume Persms estimaLeare determinedby 
summingthePF’DVsfaeachdiary in whicha statim 
received listmingcredit for the time the statim is m 
the air within a daypart W V s  are sunmdfor all 
marieSwithin theparticulardmgmphkgxq (ea., 
MenLB34,B1xu~s2554).thenmdedtohuodreds. 
C.- ffw fAQH)PmmESfinota 
Statim AQH Rmcns estimates are determined by 
multiplying. fa each diary. the numher of quarter- 
hcurs d listening toa statim fa the time the s t a h  
ismtheairwithinadaypartbythatdiw/sPPDV.The 
result of this multipkatim is s a  for all diaries 
with inthepxkbbd~phicgroup ,  thendivided 
bythenumberofquarterhaursthestahismtheair 
wahin the same daypart. then m d d  to hundrrda 

andng, is an itaative marginal weighting techliqw 

d 4Book and 2-Book A w a p  
48mkandZBdAveragesareapplkabktoGmtinw 
011s Measurement and Fall/Spring markets, 
respectivehr. &bok and %Book Aveanes are aver- 
ages of &ded audience estimates ?a the total 
demcwaphic grcup and daypait far each a m b l e  
surwy. A 48mk a Z W  Averageis det&ed fa 
a statim if the statim is rrportedin the apj&xble 
R a d i o M a r k e t R ~ f a e s c h m e y i n ~ u d e d m t h e  
aveage. A zem value is used fa survey(s) fa which 
anestimatedllnotappearfaastationrWedinthe 
Radio Market RW. A 4-W a Z8mk Average is 
not s h m i f a  statim is not remrted f a m e  or mae 
d the surveys to be average&‘ 
a Rounding 
R m d i n ~  ocaus at d o u s  stages in the determina- 
tion of audience estimates at demographic and 
d a y p a i t s ~ m l e v e l s  
f. Broadcast Hwn 
Q Local time daferenceswithina market that mer- 
lapstimezmesareaecouoledforbyadjustingtot 
timeobservedbythe~tyofccuntiesmtheMetm 
ofthemarketbingmasureileasurrdO0gonesetofsign- 
dsipcdf times fcra station is used in &termin& 
audienceestimatesfaa&mcit.Arhitmws 
the s i g l m / M t i m f f  repartkdfar the mth 
closest to Decmberand the shortest brcadcast day 
within that mmth as praided by the affected radio 
station. ( i i  Audience estimates are adjusted fa the 
statim’s broadcast schedule as reported to Arbirm. 
However, when a statim changes &mn/.ign-df 
time(S) during an A r b i  m e y  paiad the tLnes 
used in determining audience estimates are based m 

the s ig~~~~/s@df h a i n e f f e c t  m the last day of 
theswey perixlasrepatcdto ArbitmL (~v)statims 
brcadcasling fa less than an entie repated dayw 
~indicatnlintheRadioHepartbyafmtnot~symbd 
next tothr sratim’s call lenersoraudienceesties 
fa the apphble daypari(s). (v) statims bmdcast. 
ing for less Ihananenliredaypart nust bem the air 
foraminLnumoffauquanwbmwhdayofthe 
apphble daypart in ada lo  be wed in that 
d a y w .  (vi)stationsshoddnotayArbiVminlniting 
ufany clunaesinthestatiaissigrm/sig&f &(s) 
as~aJth~acurbutno la ter lhantkdayaf ter  
the last day d the survey. 
g. Technkal Dffkuhk  
Geneally, nu adjustrrlents are made to e i k  d h y  
enlrits w plblished audience cjthnara fa periods of 
technral Wiw. The naaticnd t e h d  d i f f i d  
t i t s  in the5peci.d Naices‘ssttonof this repn is to 
assis( usersof thisrrpn in making t k i i  om d u b  
tim d clu. audienoe estiwtes Arbivrnwill accep( 
~ f a m a ~ m I e c ~ d t i ~ u p t o t h e d a y a f t e r  
the last day dthe swey. 
h . S t a ~ o # t ~ A i r h ~ n ~  
No a*rtments are made to the reported estimates 
fa a statim that does nd broadcast fa the entire 
survey Since the time a statim is off the air is 
aunted as m list@ m the lZweek avmge, he 
r w e d ~ t ~ f a a s t a t i m t h a t i s m t h e a i r l e s s  
lhao the entire survey period cadd undnstate the 
audiencefwthetimethrsLationismtht.air. 

7. Mtalr tor Rspatlng SatbmlTobektedm an 
Arbitrm Hadio Market Rem. a radio s r a h  IUM 
w e  in systematr reg& commercial bmadcast- 
ins puma111 tothe authaity d the FederalcanmU- 
htimsGnunksica ( F M a  &rappqx+ategui. 
emmentalautharity.CaOletterdesignatimsexced 
ingfaucharactersareshMenedtofaucharacters 
GeneraUy. r w e d  Can letters are the FGauho 
rkedcalllenersineifect m the last day of the survey 
as repated to Arbifrm. In he wmt a s t a h  has 
chxwdcalllettersduringthesw~y paid.clu.fk~ 
call letters Qtedintherepyt mtkmefftx~ m the 
last day d Ihesurvcy.withtkrtalim’s~eviouscall 
lenen notcd unmrdiateiy below them 

Arbtrmmahtainsacall letter histcry bavdm 
inffamatim prwided by radio statim. the FCC and 
& UXLRXS. In threvent of exL.harucesof frequen 
CUS brtwern stations in a market, the call Mers 
under which audience atimares are published in tlis 
repar are based m Arbih’s  verifraun and inter. 
pretatiun of information from variws relevant 
scurces. which include the FCC and the affected 
statimsSpgificsrqwdinghabnvearektedinthe 
spffial N ~ s e c u m o f t h i s r e p y t .  

AU radio starims, m e r c i a l  and nmMmmer 
cial &e, are mured  *the same melhoddogy 
andareincludedinM~TSAand/aDMATotalr 
AUammrraalstatimsareeduatedusingtheMini 
mum Repating standards (MRS) as drscnhd in 
ParagraphsSand9. Nmmmmercialstatimsarenot 
e f i g l b ~ t o b e l i s t e d i n t ~ a n d ~ n o t c m s i d e r e d  
inMRSwdutium F a r e p a t q u a k l m t i o n p ,  
stahsarecmsiderdumnvraal ’ orncmcamnd 
basedmtheir starus as of thelast day d the survey 
as repned to ArbiWn Audience estimates fa a 
statimthal dmnot meet MRSmot be Obtainedin 
anyarayfmmtheaudiencees~tesplbti3hedinthis 
repat. including the Targc~ Listener Trmds -ti 
mates from pia survey periads H m ,  individual 
audience e s h r e s  fa commerdal statims (hat do 

not meet MRS for this repat and nmcwmnmial 
statim may be abtaind thrcugh other Arkitrm 
Services for which the stations sualiry. 
6. Minimum Reporting Standards (MRS) for 
llonrlmulust s w l o n r / A  c m & I  station that 
does not simulcast with another statim is included in 
this report if it has met ddthefonwing Minimum 
Repating %dads for the Metro a, if applicable, 
the DMA ammg Persms U+duringthe Mmday- 
SuodaY GAM-Midnightdaypaitfathecurrent swey 
ofthemarket 
a. The statim must have received uedit fa five or 
moreminutesdlisteninginaquarterhaurinatleast 
10 intab Metro diaries (10 intab DMA diaries fa 
DMA qualification). and 
hThe statim must have a Mea0 olme rating of 
0.495 a greater (DMA Cume rating of 0.495 a 
greater fa DMA qdfkatiw), and 
C. The statim must have a Metro Average Quarter- 
H w  rating of 0.05 a greater (DMA Average Quar. 
ter-Ha~~tingd0.05agreaterfaDMAq~m- 
ti4 far the tLM the statim is on the air during the 
Mmdaysunday GAM-Midnight daypart for the CUP 
rentsweyofthemarket. 
9. Minlmum Reporling Standards (MAS) tor 
Simulcast SWimolMRS fa S i c a s t  stations are 
E e n e r a n y b a s e d o n t h e p o f q w e r b m t k  
Mmday&~nday SRM-Midnight daypart (whenkth 
statim are m the air simultan&) that the two 
statim3 d c a s t  fa evay week of the current 
swwy: 
a. 9.49 percent (r less - Each statim must in- 
dentiy meet the criteria used for noniiuleast 
s t a h s .  (See m p h  6.) 
h 9.50 percent to 90.49 percent - If me of the two 
statim3 meetsall MRS criteriad€xtikiinPdIa. 
-8, thesermd station is includedin the rrpatif 
it (SmeetstheuiteriaofParagraphs8(a)and(b)d 
(i$achieiesanAverageQmrter.Hcurrathgaf 0.05~ 
@eaterforany medthefaubasicMmday-Friday 

7pM-Midnight. 
fi 90.33pacentagreater-IftheranbinedaudRnce 
d the stations is s f f i i t  to meet all deria d 
Paragragh 8, then these staticasdlbe listed in the 
rewrt even urmgh the stations might not meet the 
MRSuiteriaifconsideredindividdy, soloogaseach 
stahRceivedamentiminatMmeirAabctaiy 
in the appkabk s!uvey area anytime d e  the 
24hau/7day survey week 
lO.HonrerndOutsidsSms!AnyMetmq~- 
iogstation that is lirrnsed to a aty lmtedwithinthe 
Metroofamarket, a tha t  l!asrequestedMetrohome 
statusandisreeagnizedunderAMnn’spolidgd 
pncedures as having an acceptable aitemate dty 
kld ier ,  is listed in the market repat as a h e  
statim. 

Stations that meet Arbitrm’s simulcasting 
criteria (simulcast crmbos) may be tmted as home 
statioos.althcughcnlymeofthetwostatimsishme 
to an Arbitron Metro. Statim in a simukast rranho 
that are hame to d#en?ntArbihm radio Metros can 
ci-acse to be listed “ahethe-line” as home in both 
wtm’ Metros. 

AU other statims xe &died as autside 
statims. F a  rqxats mtainhg a DMA section. aut- 
sidestatimsaref&cladiedh (a)outsidethe 
Metrobut hcmetotheDMA.a (b)cutsidetheMetro 
and the DMA.Within each m c l a s s i f m t i m ,  
U S  statimsarektedalphabethliy followed by nm- us. statim3 listed aIphatEtkaliy. 

dam, it, w-mm, ~ O A M ~ M .  ~PM.~FM. 
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