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Please note: the following applies to all Arbitron PPM data used throughout this book.

PPM ratings are based on audience estimates and are
the opinion of Arbitron and should not be relied on
for precise accuracy or precise representativeness of a
demographic or radio market.

vi TABLE OF CONTENTS

© Radio Dimensions 2013, Media Dynamics, Inc., 2012; www.MediaDynamicsinc.com. Reproduction of any part of this publication, including illegal photocopying,
electronic and/or fax distribution, will be held as an intentional violation of the copyright laws unless specific authorization is given by the publisher.





