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THE LOCAL RADIO STATION PROFILES AND TRENDS FOR 2014 AND BEYOND

With the entry of new and innovative digital media outlets, more choices are now
available to local and national advertisers to get their messages out to existing and
potential new clients. At the same time, many more opportunities now exist for the
public to receive audio entertainment programming and news and information. In the
face of this incredible competition from all sides, local radio stations, for the most
part, are surviving and in some instances thriving. The radio industry still maintains a
position in these local marketplaces (both for listeners and advertisers) and is well
positioned to compete in these new marketplaces.

This report describes the local radio station industry that finds itself in this incredibly
complex and competitive marketplace - audience levels, revenues, technology
advancements, new competition. The report also reviews the recent radio station
trading activity, analyzing the total number and dollar value of all radio stations that
have been sold in recent years and the values of publicly held radio stations groups
and private radio station values.

After reviewing all of this information on the local radio station industry, we conclude
that local radio stations can prosper in this tougher environment. It certainly will be
challenging given the new and increasingly stronger competition they face. Yet, with
the assets they have in hand, these radio stations can expand their offerings in their
local markets. So long as they and their staffs understand that there is a different
marketplace in 2013 and that they have to be flexible in how and what they offer,
many of these radio stations should continue to be noticeable forces in these local
marketplaces.

In summary, the report covers the following topics:

e Overall industry growth

e Radio's position in the new media marketplace

e Recent audience shares and revenue histories of local radio stations

o Radio advertisers - their trends and buying habits

e Competition for advertisers

e Technology changes in radio, including HD Radio™, Cell phone chips, FM
translators, and streaming

e Competitive threats to local radio stations

o The sales transformations and expanding opportunities of local radio stations
to compete in the new marketplace

e Station trading activity, including prices and values of stations and public
companies

o How consolidation will affect the radio industry

o Digital sales transformation playbook
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