Language Usage Weighting

Arbitron has performed detailed analyses of the
“variance and bias” trade-offs in the language
weighting model.

Our conclusion to date is that the current model
provides the best balance.

The two-way English-Spanish break captures the
large majority of differences in listening.

The existing language questions align well with actual
media use by language.
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Two-Way Break Captures Most Listening
Differences Across Age Demos

Mean Quarter-Hours of Spanish Format Listening by Language/Age/Gender
Los Angeles, Persons 12+
Diary Average of WI05-FA05
Spanish-Format Listening
Mean QH per Person by Language/Age/Gender
Los Angeles WI05-FAQS Average
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Current Language Question Distinguishes
Format Choices

Percentage of Listening to Hispanic Radio by Language Preference
Houston Metro, AQH Persons 6+
Feb 2008, Mon-Sun 6 AM-12 Mid

Language Preference % Listening to Hispanic Radio
All Spanish 70%
Mostly Spanish 64%
Both Equally 34%
Mostly English 39%
All English 5%
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Does the PPM methodology favor a white male?
Does PPM ‘“disadvantage” Hispanics and the
stations that target them and did PPM remove an
advantage that the diary had given to Hispanic
targeted stations?

A ARBITRON
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Radio Industry Objectives in Ratings
Measurement

NAB/COLRAM/Industry guidance froin 1988
Measure “exposure” not “listening”

Focus diary instructions on “all the stations you hear,
whether you choose the station or no”

PPM is designed to extend these meiasurement goals
to electronic measurement of Radio

If panelists comply, exposure credit is automatic, fair
and objective

—/—! ARBITRON
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Summary

Hispanic Spanish-dominants are among the most
compliant PPM panel members across all age groups.

Hispanic representation by Country of Origin and Cell-
Phone-Only status appears to be good.

PPM panels provide robust and reliable sample sizes
for Hispanic radio ratings.

PPM language questions and weighting procedures
minimize bias and maximize ratings reliability.

Electronic measurement of exposure to Radio is
consistent with the industry’s audience ratings goals.

ﬁ ARBITRON
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Attachment 7

SUMMARY OF ARBITRON OUTREACH INITIATIVES

Arbitron is committed to an outreach program that reaches a broad cross-section of
constituencies in an effort to promote the value of minority radio and provide a channel
of on-going communication. Qur commitment includes a combination of our talent and
resources, as well as sponsorship and conference participation.

Continued and varied initiatives have been implemented to support outreach
efforts:

» Internal Resource Assessment

»  External Input Sources

*  Chent Communications

»  Client Education Initiatives

*  Advertiser/Industry Qutreach Activities
» (Grassrools support and interaction

» Industry Association Interaction

Internal Resource Assessment

* Review of the resources led to two important changes:
»  Hiring of Manager of Multiethnic Advertiser Agency Outreach to focus on
targeted efforts in this area.
» Restructured resources that “touched” the minority marketplace under a
new Office of Multicultural Business Affairs.

External Input Sources

» Hired Equals Three Communications, Inc. to conduct a full review and evaluation
ol respondent materials in order lo provide recommendaticns for improved
programs aimed at continued response and participation by young Hispanic and
Black survey respondents.

»  Commissioned third party assessment of our minority representation from
Arizona State University’s Center for Community Development and Civil Rights
and Howard University Johnson School of Communications. Requested input on
ways to enhance our methodology and ideas to assist chients in the transition to
PPM data from the diary data.

ARBITRON
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Client Communications

= Monthly Client Briefings: started at the suggestion of Arbitron's Advisory
Council for greater transparency around panel metrics.
http://www.arbitron.com/downloads/monthlyppmeclientupdate. pdf

*  PPM Website: survey schedules, sample targets, and client briefing presentations
are made available for download.
http://www.arbitron.com/poriable _people meters/home.him

* PPM Pre-launch Breakfasts: localized event for clients und non-clients; take place
a month or two before the actual pre-currency mode for that market.

= Urban PPM Programmer’s Conlference took place early in the year; Urban Sales
and Hispanic Program Direclor conferences also scheduled for the Fall.
Clicnt Education luitiatives
*  PPM Website provides the PPM Training modules as well as an mvitation to sign

up for self-paced study.
htip://www.arbitron.com/portable people meters/ppm training.him

= Posting of Hispanic and Black Radio Today on our website readily available for
print or download. http:/www.arbitron.com/home/content.stm

= Development of Urban Radio in a PPM world through consortium of broadcasters
and consultancy by Mark O’Neill.
htip://www.arbitron.com/studv/urban_radio ppm.asp

= Dissemination of “Hispanic Radio and Urban Radio in a PPM World”
presentations in group settings as well as webex seminars.

*  On-going one-on-one meelings with clients 1o walk them through results and the
dynamics of PPM data.
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Advertiser/Industry Qutreach Initiatives
Key Advertiser Mcetings

= Active program targeted to top 10 leading radio advertisers.

Educational Handouts/Communications

» “Did You Know” ene-sheet includes information about Non-Discrimination
Provisions in Advertising Sales Contracts, Advertisement of Alcohol Products,
and Commercial Time in Children’s Programming.

Key Industry Presentations

*  Multicultural Media Expo- Los Angeles, CA, March 11, 2008
»  Panelist - “How to use radio to effectively reach Black and Hispanic
consumers.”

»  Target Market News Conference — Chicago, IL, July 1, 2008
» Panelist — “New Challenges for Urban Radio: PPM Solutions”

Grassroots Support and Interaction

* Qutreach and stronger relationships have been forged with various grassroots
organizations to include:
» National Association for the Advancement of Colored People
» National Urban League
» National Council of La Raza
» Rainbow/PUSH
» Arizona State University’s Center for Community Development and Civil
Rights
» Howard University Johnson School of Communications
» Latino Institute for Corporate Inclusion
» US Hispanic Leadership Institute

Industry Association Interaction:

= National Association of Black Owned Broadcasters (NABOB):
» Regular written and detailed sample performance status reports.
» Executive meetings every 2-3 months.
» Formal meetings have taken place since July 2007,
» Spring and Fall conference sponsorship and participation in discussion
panels.

S ARBITRON
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= Association of Hispanic Advertising Agencies (AHAA):
» Participating members in newly formed convergence of agency and
broadcaster PPM Advisory group.
»  Summer Conference participation and support.
» Panel formed over the Summer months,

* Spanish Radio Association (SRA)
» Association formed recently by broadcasters which are involved in a
dialogue with Arbitron on a number ot issues.
» Dialogue commenced over the course of the last couple of months.

* Minority Media and Telecommunications Council (MMTC)
»  Participated in annual Access to Capital conference in July 2008 1o discuss
PPM service and listened to concerns expressed by various atlendees.
« Panel: “Due Diligence and Research”

© 2008 Arbutron Inc. All Rights Reserved.
PPM™ 15 a4 mark of Arbitron Ine.
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| |-D\f-.-' KLOL/Hauston achievad rating success with the PPM
‘Mega’ Recipe F

ega Recipe For
Success

Jackie Madrigal

JMadrigal@RadioandRecords.com



LOL (Mega)/Houston is a prime example of a “yes we can”

reality in the newr world of the PPM, In a marker of nine

Hispanic stations, the Clear Channel Latn pop ouder has

ranked as the No. 1 Spanish-language station in 12+ for six of

the fast 100 PPM monthly reports, posting a 4.8 share m June.

B PD Omar Romero says the key to ereating a winning, sta
tion 1 a PPM market 15 cimple: Doa't be afraid of the new elecuonic measure-
ment system, understand how it works and make adjustments accordingly.

Learmng everyt ung about the PPM is cssen-
tal, Riomers <aws, including how o download the
mongs. why  you  shonldnt  ply SWECTETS
berween music, won promes sheuld be 20 s2c-
onds i lemeth (insead of one nenore) and how
liseeress mse radio nuch like shey use TV. Ary 21
well-versed m the new mungs methodology will
do quet fine, he says

“PPM
change thats going 1o min how we

nor 3 omegl, . crazy
oy radhe” Ramem save. o faer, &
can belp vour seation perform bee-
rer

1 vau krow how o use o and

mpeer et nevessary clanges

A Different Approach

Tt June 207, Howston becamie the
SUC L‘ﬂll.l INarket oy Cormet o ({i.‘ir)l.‘.‘ o mcters
Since then, Romem <ve KLOL has 'reabzed the
audience doesa’t listen o the radio s much s we
thouvghr, and the wav mzdiv approached lisreners
to attract them is not the way listeners concume
radio”” The «anon want through an 1mage
mak=over, e says, hecanse aggressive promotion
campagns that are effective in diary markets don't
pertorm as well e PPM markets, Addionally,
studies <how that when promas are o long, his-
teners perceive them as commerdals, he adds.
W abo adjusted the way our jocks returned
to the air after 1 spot ar 2 song, by seting appomt-
menes Pomere cays "Inastead of juse saving, °
have tekets to Man Anchony's concert, we now
s Do torget T have Mare Anthony tickets or

you ag 225

TV: }!l».\mnnnu.ﬂ spproach, where sewers |
are covtnually reminded  abour upcoming
programmng, s te best maodel for radwo to 1ol
loss, loomero savs, “Ser ap vour appomitments
at all Hmes” he says. Let people know what
vme something s happening. o they know

'.\'l'u'ﬂ o tune w lts nat g 't'\'l-.:
secren”” Ao refrn from trying to
“buv™ hsteners with money give-
awavs m every davpart, becase the
audience will only tune in when
the promonoon s tiking place. he
save, Instead, pwve themt com
peling content all the tane.

Romere @ys the BPM has also
chonvn that muse 14 g sanon’s muost
unportant element; the jocks s an
additional mgredient 1 alwavs use thes analog.
wiath my jocks: The muae is che atrcratt, wiule the
jocks are the fhighr atzendzns, whose job s o tell
the passengers what the weather s and help them
have an emjovable Highr. But the arcraft 15 wha
is gowng to get you to vour destination.”

Wiale Hispamc broadcasters and some gener- |
al market companies that own Hispame cuter
have voiced concerms thar the PPM hasn ade-
quarely represected Hispanics wi it samples and
that thar could neganwvely affect Spansh hinguage
radio, Romwern says the PPM Las been good tor
his stavnon “The numbers are there w prove i,
he @y Wihale PPM tan't exact, the information
on Hispanies and haw vour sator i perforn-

me that we now &t on J weekly basis is much
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‘While PPM
isn't exact,
the
information
on Hispanics
and how
your station
is performing
that we now
get on a
weekly basis
s much

ter than
what we had
before.’

—0mar Romeio

‘Until New
York, Los
An_geles and
hicago
throug ?h
process,
we're on an
island a
we're going
to stay on
an island
until the big
money
comes out
of the blg
markets.
—Charle Wilkinsan

berter than whar we had before”

Higher Cost-Per-Point

KLOL GM Charae Wilkinson savs the stition
didn’t 1ace many challenges converung to the
PPM . The stuaons 25-54 AQH posons grew
2%, from 700 m the wanter 117 diars -based
survey (when e was o Lt rhvthm stanon) w
13,6000 45 the June PPM repore Sull, he sovs he
van't spesk o the pnpact the PPM may have m
other markers, especially when it conves to adver
asing, undl the rest of the councry is on the same
retings poaving fiell.

“Unal New Yors, Los Angeles and Chicago go
through this proces, we're on an wland, and we'se
going 10 sty oo an island voul the big money
comes out of the byg sarkes. Then we can com
pare apples ro appdes.” Wilkirson swys. Those mar-
kees, along warth (v others, are scheduled to con-
VeIt [0 eedtromc medsurcniant neXt montn

Wilkinson admits thae Mega experienced 3
shahe loss in busines bevanse some agenoes hive
130t .\c.qim’ 4] }?i.',h:r cosbv-por-point i'lnu;:in
on by the PPM. That won't changs anntl those
agencies have 4 poin: of reterence frons the res.
o the country: he savs, At that pome, Wilkinson
15 bopetul the gquestion of why cost-per-pomt in
the diary world s lower than with the PPM wall
2O awWay

Owerall, the loss hasi'’t besn a mager issue, be
wys, In iy, the staoon picked up wome new
chents dhunks o waproved raings.

Wilkinson capeess KLOL's growth o con-
tnue because the saton 1 musiz-tocused
and “we're giving the hsteners exactly what
they want.”

While Mewa proves that Latn radio sucvess s
posible with the PPM. the gquestion remains
Cana Spavsh-language stanon rank No. | m the
weneral market snderthe PPM o has often beer
the case wath the diany? Speaking solele tor
Mega. Ronmwro says the answer is “definitelyy
especially if the stanon has all the TV sputs, ull-
boards and big-morey pivesways some ol 1

Compentor: havz. .
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STATEMENT
Mr. George Ivie, Executive Director and CEO
Media Rating Council, Inc.

Hearing — Overcoming Barriers to Communications Financing

Federal Communications Commission
July 29, 2008

Chairman Martin and distinguished Commissioners, my name is
George [vie and for the last eight years [ have served as Executive
Director and CEO of the Media Rating Council (MRC). T would like to
thank the Commission for the opportunity to participate in this

afternoon’s hearing on Communications Financing.

Betore joining the MRC, I worked at Emst and Young as the lead
partner on all MRC audits. Including my eight years as Executive
Director, | have 25 years of experience in auditing audience
measurement service methodologies and have presided over and

conducted hundreds of audits of such services.




Forty-five years ago, Congress addressed the issue of the accuracy
and reliability of audience research in a lengthy set of hearings
commonly referred to as the Harris Commmittee Hearings. At that time,
after extensive testimony and careful consideration, Congress reached
three basic conclusions: First, that there was a need for professional,
independent review of audience measurement services. Second, that
industry self-regulation — rather than the heavy hand of direct
government regulation — was the best means of assuring the quality and
accuracy of audience rating data; and, third, through the federal laws
regulating anti-competitive conduct and deceptive practices, the federal
government retained the means to deal with the most serious potential

abuses.

The MRC is the product of those deliberations. For the past forty-
five years, our mission has been defined by the goals that Congress set.
Our membership is open to any marketer or media organization that
relies on, or uses media research — including general media buyers and

sellers as well as African-American and Hispanic oriented broadcasters.




Our membership totals 116 organizations today, an all-time record for

size and diversity.

Just as Congress envisioned, our only business is to review and
accredit audience measurement services through rigorous audits. An
MRC audit includes an independent, detailed, and objective examination
of each aspect of the operations of a measurement service. One of the
hallmarks of our auditing procedures is that any research organization
that voluntarily requests an audit of its service by the MRC must be
totally transparent to us. Accordingly and as discussed with the
Commission Staff prior to this hearing, we must adhere to certain

confidentiality guidelines.

We are entirely independent of the audience measurement services
we review. We are a not-for-profit organization, and the only funds we
accept from the services are the amounts necessary to defray the costs of
the audits, which are performed by nationally recognized, independent

CPA firms.



The MRC employs stringent safeguards to assure that accreditation
decisions are based only on merit, including voting policies, staff-
executed process controls and ultimately conflict resolution and formal

appeal procedures, if necessary.

We appreciate the Cominission’s interest in the merits of Arbitron’s
PPM services and, of particular importance, its concern that Arbitron’s
PPM services — or any company’s service — may fail to accurately
register the radio listening exposure of racial and ethnic minorities.
From the standpoint of MRC’s role and mission and what we are
qualified to observe, | see two distinct issues:

o First, whether the PPM technology itself is an improvement in

terms of measurement accuracy, and

o Second, how this technology is being implemented in the markets

of interest to assure a representative sample of users that comply
with the PPM methodology to capture the preponderance of their

radio exposure.



Related to the first issue...a broad industry consensus exists that
electronic measurement such as that enabled by Arbitron’s PPM
technology is a significant step forward in terms of capturing listener
exposure. Not to say that electronic measurement is perfect, but it is
broadly considered better than the current hand-written, recall-based

diary technique when implemented properly.

1 want to emphasize that these two techniques (diary versus PPM} do
measure very differently, and therefore audience changes do occur

purely as a result of measurement mode.

In the second area, however...the implementation details...the MRC
has important ongoing concerns. As you are aware, Arbitron is actively
trying to address these concerns and has publicly acknowledged that
fact, and the MRC will continue to seek the necessary methodological

and performance improvements.




Monthly Average Quarter Hour estimates from Arbitron’s Houston
PPM Service have been accredited by MRC. Subsequently introduced
PPM Services (which have several significant methodological
differences from Houston), including Philadelphia and New York where
audits have been completed, have not yet achieved accreditation.

Several other PPM Services that are nearing introduction by Arbitron are
being audited at this time. Also, there are other data-types which are
used by the marketplace in all of these markets that have not been
submitted to the accreditation process, such as weekly data and minute-

level data.

In closing, the MRC has strived over four decades to be faithful to the
mission that Congress has defined for us. As recently reaffirmed by the
FTC and the U.S. Department of Justice, we believe we conduct our
mission well and we believe we focus appropriately on the areas of
adequate representation and fairness in the audience measurement

services we audit.



Our goals for our ongoing interaction with Arbitron are to maintain
their un-diverted attention on the audit and methodological 1ssues we
raise, encourage them to complete audits and obtain timely accreditation
of each PPM market, particularly for Philadelphia where radio industry
ad negotiations are based solely on PPM data, and seck to ensure the
audit and accreditation of all significant data-types. We believe this
serves our mission of securing valid, reliable and effective audience

research for our industry.

I would be happy to answer any questions you may have.






