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Stations Competing For WARA�s Listeners
The Geographics of Competition

Uptown USA   Calendar 2000
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Weekly Audience: 412,600 Persons WABC−FM9 WDEF−FM835

Inside the MSA WABC−FM9 WDEF−FM836
Outside the MSA WDEF−FM729

Maryland WABC−FM9 WDEF−FM836
Pennsylvania WABC−FM6 WGHI−AM525
All Other States WDEF−FM139

County Seat Balance WABC−FM11 WDEF−FM939
County Seat HDBA WABC−FM10 WDEF−FM834
Suburbs North WGHI−AM733
Suburbs South WGHI−AM737
Boondox WABC−FM12 WGHI−AM728
Sticks WABC−FM10 WDEF−FM833
All Other Counties WDEF−FM6 WGHI−AM532

Zips 208.. WDEF−FM939
Zips 206.. WABC−FM11 WDEF−FM839
Zips 207.. WABC−FM12 WDEF−FM940
Zips 209.. WGHI−AM840
Zips 200.. WABC−FM12 WDEF−FM829
Zips 201.. WABC−FM18 WGHI−AM731
Zips 202.. WDEF−FM9 WGHI−AM842
Zips 203.. WABC−FM11 WDEF−FM1029
Zips 204.. WABC−FM8 WGHI−AM824
Zips 205.. WABC−FM9 WGHI−AM424
All Other 3−Digit Zips WDEF−FM6 WGHI−AM530

HOW TO READ   The vert ical marks show the loyalty
o f  each  aud ience  segment  to  WARA.   The  ends  o f
the horizontal bars show the loyalty of each audience
segment to the primary competitor (top bar) and secondary
competitor (bottom bar).  The call letters and actual per−
centages are displayed as numbers on the right side of the
page.  Competitors are not shown when sample is too small.

WHAT TO LOOK FOR   Competition for WARA�s listeners
varies across audience segments.  The intensity of competition
is gauged by a segment�s loyalty to the competitor relative to
WARA.  When a segment�s loyalty to a competitor is higher,
WARA is losing the battle for these shared listeners.  This
is shown in the graph by a bar passing through the mark.
Ideally, all bars would stop left of the marks.


