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KKND and WMTI Dramatically Outperform the Market in Delivering
FULL-SERVICE RESTAURANT DINERS

FREQUENT FULL-SERVICE RESTAURANT DINERS h

MARKET INDEX = 100 100

KKND-FM

WMTI-FM

2-Weeks Evening Meal Sit-Down Restaurant 4+ Times

Source: The Media Audit New Orleans Aug-Oct 2006
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Music that syings

KKND and WMTI Qutperform the Market in Delivering
FREQUENT WINE CONSUMERS

FREQUENT WINE CONSUMERS h

MARKET INDEX = 100 100

WMTI-FM

KKND-FM
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Past 2-Weeks Drank Wine on 3+Days

Source: The Media Audit New Orleans Aug-Oct 2006


http://www.rockincountry1067.com/�

Mart!ﬂ 1061

Music that swings

Report:
hdarket:
Bazes:
fediia:

MARKET INDEX, MULTIPLE TARGET SINGLE MEDIA REPORT
MEW ORLEAMS, LA for AUG-OCT 2006

ADULTS AGE 15+

WTI-FRA

THE MEDIA ALDIT

Cume Index
Total Adults

WMTI Outperforms in Delivering Upper Income New Orleans i

MARKET INDEX = 100

ANNUAL HOUSEHOLD INCOME--$150,000 OR MORE

ANNUAL HOUSEHOLD INCOME--$75,000 PLUS

ANNUAL HOUSEHOLD INCOME--$100,000 PLUS

100

232

250

Source: The Media Audit New Orleans Aug-Oct 2006
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Music that swings

Report:
Market:
Bases:
ez

MARKET INDEX, MULTIPLE TARGET SINGLE MEDIA REPORT THE MEDI& ALDIT Cume Incles:
MEW ORLEANS, LA for AUG-OCT 2006 Tatal Adults
ADULTS AGE 18+

Wb TI-Fi

AFFLUENT WHITE COLLAR WORKER--FAMILY INCOME $100K+

WMTI Listeners are AFFLUENT...both White Collar & Blue Collar h

MARKET INDEX = 100 100

244

AFFLUENT BLUE COLLAR WORKER--FAMILY INCOME $75000+ 233

Source: The Media Audit New Orleans Aug-Oct 2006
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Music that swings

WMTI Super-Serves the Restaurant Diner Prime Demo — Adults 25-54.
* 62.6% of Frequent Full Service Restaurant Diners are Age 25-54.
* 69.4% of WMTI-FM Listeners are Age 25-54.

100

2-WEEKS EVENING MEAL SIT-DOWN
RESTAURANT 4+TIMES

62.6

32.4

4.9

1 1 |
BELOW TARGET IN TARGET (25-54) ABOVE TARGET

100

20.4

10.2

| | |
BELOW TARGET IN TARGET (25-54) ABOVE TARGET

Source: The Media Audit New Orleans Aug-Oct 2006
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Music that swings

WMTI-FM is More Targeted in Reaching Frequent Full-Service
Restaurant Diners

WMTI-FM 294

WLMG-FM 152

Source: The Media Audit New Orleans Aug-Oct 2006



BOCKIN
Country 106.7

KKND Outperforms the Market in Upper Income New Orleans i

MARKET INDEX = 100 100

ANNUAL HOUSEHOLD INCOME--$75,000 PLUS 304

ANNUAL HOUSEHOLD INCOME--$100,000 PLUS

400

Source: The Media Audit New Orleans Aug-Oct 2006
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Country 106.7

KKND Listeners are 172% More Likely to Be AFFLUENT
WHITE COLLAR

MARKET INDEX = 100 100

AFFLUENT WHITE COLLAR WORKER--FAMILY INCOME $100K+ 272

Source: The Media Audit New Orleans Aug-Oct 2006
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BOCKIN
Country 106.7

KKND Super-Serves the Restaurant Diner Prime Demo — Adults 25-54.
* 62.6% of Frequent Full Service Restaurant Diners are Age 25-54.
* 66% of WMTI-FM Listeners are Age 25-54.

2-WEEKS EVENING MEAL SIT-DOWN

RESTAURANT 4+TIMES
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BELOW TARGET IN TARGET (25-54) ABOVE TARGET BELOW TARGET IN TARGET (25-54) ABOVE TARGET

Source: The Media Audit New Orleans Aug-Oct 2006


http://www.rockincountry1067.com/�

BOCKIN
Country 106.7

KKND is More Highly Targeted in Reaching Full Service
Restaurant Diners

KKND-FM 553

WNOE-FM 113

Source: The Media Audit New Orleans Aug-Oct 2006
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