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Northern Public Radio’s listening area covers an ex
Northern lllinois and the Wisconsin Stateline.

WNIJ is 89.5 FM — Rockford, DeKalb
Classical WNIU is 90.5 FM (105.7 in Rockford)

Our “repeater” signals are:

WNIE (89.1) in Freeport ... WNIW (91.3) in LaSalle ...

Visit our websites for additional information:

www.northernpublicradio.org

WWW.Wnij.org

WWW.WNiu.org

pansive portion of

WNIQ (91.5) in Sterling
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Public radio’s value proposition is wholly distinct from commercial radio in a handful of
very important ways.

Favorable association for sponsors
Corporate sponsors benefit from their connection to public radio. Listeners agree that
public radio sponsors are more credible than commercial advertisers.

KMy opinion of a company is |
moie positive when I find out it 80% agree
supports public 1adio |

Favorability and purchase preference among listener s

Public radio listeners are more likely to take a direct action as a result of sponsorship,
acting on their preference to do business with partners of their station.

When price and quality are |
equal. | prefer to buy products -
from companies that support 75% agree

publicradio

Passion so strong, it translates into financial sup port
Listeners love Northern Public Radio programming—and they validate this passion

with their checkbooks each year, accounting for about 39% of the station’s annual
budget.

SOURCE: NPR & Jacobs Media Underwriting Study, Summer 2007



National Public Radio programming attracts an audienc e most notably
distinguished by its educational attainment and pro fessional success. Listeners
are your choice consumers, savvy business leaders, and influentials who are
active in their communities.*

LIFESTYLES of the NPR listener vs. the average American :

u.s. NPR
Adults  Listener
51% 71% - vote
18 21% - participate in fundraising
26% 44% - attend theater / concert / dance
25% 47% - visit zoos / museums
48% 62% - dine out
36% 54% - read books
41% 54% - follow a regular fitness program
17% 24% - swim
27% 38% - walk for exercise
4% 9% - practice yoga
23% 36% - own financial securities
14% 28% - own stock or bond mutual funds
9% 18% - own common or preferred stocks
13% 23% - have IRA retirement savings
15% 22% - have 401k retirement savings
73% 88% - own computers
28% 49% - shop on the internet
54% 70% - travel domestically
24% 38% - traveled internationally within the past 3 years

*SOURCE: MRI, Doublebase 2006
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EDUCATION

B NPR News Audience

B Classical Audience College
B Total US Adults Degree

Post
Graduate
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WNIJ Listeners Outperform The Average!

By far, the
highest in the

market
57% of WNIJ listeners 18 or older have earned a co llege degree

WNIJ listeners are 2.5x more likely to have a coll  ege degree than
the average radio listener in the market...

NATIONAL SOURCE: MRI, Doublebase 2006

LOCAL SOURCE: Arbitron — Radio Research Consortium, Inc., Rockford TSA, Mon-Sun 6a-12m,
Spring 2008. Arbitron data are estimates only.
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EMPLOYMENT

B NPR News Audience
B Classical Audience
@ Total US Adults

Professional/Managerial

Business Purchases
$1,000 and up

Business
Owner/Partner

0% 10% 20% 30% 40% 50%

Work is very important to most NPR listeners. They are 39% more likely than the

average American to consider their work a “career,” not merely a “job.”

NPR listeners are more likely than the average Amer ican to be supervisors with

company purchase decision-making authority.

Approximately 1 in 10 public radio listeners are bu siness owners or partners.

SOURCE: MRI, Doublebase 2006
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HOUSEHOLD INCOME  (HHn

B NPR News Audience
B Classical Audience HHI $75 000+
H Total US Adults

HHI $100,000+

/

0% 10% 20% 30% 40% 50% 60%

WNIJ / WNIU Listeners Are Affluent!

51% of WNIJ listeners (age 35+) have household inco mes of at
least $75,000 and are 58% more likely to come from  a $75k

household than the average radio listener in the ma  rket

53% of WNIU listeners (age 35+) have household inco mes of at
least $75,000 and are 54% more likely to come from  a $75k

household than the average radio listener in the ma  rket

NATIONAL SOURCE: MRI, Doublebase 2006

LOCAL SOURCE: Arbitron — Radio Research Consortium, Inc., Rockford TSA, Mon-Sun 6a-12m,
Spring 2008. Arbitron data are estimates only.
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BY THE NUMBERS

WNIJ, (including regional repeater stations, WNIE, WNIQ, and WNIW)
reaches 75,800 listeners each week

WNIU reaches 42,400 listeners each week

Combined, the stations of Northern Public Radio rea ch 104,200
listeners each week

SOURCE: Arbitron — Radio Research Consortium, Inc., Rockford/Chicago Cume Persons 12+ in TSA,
Mon-Sun 6a-12m, Spring 2008. Arbitron data are estimates only.
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With media habits continuing to change , general radio listening is
“down,” while public radio listening is “up!”

SOURCE: Arbitron — Radio Research Consortium, Inc., Rockford TSA, Mon-Sun 6a-12m,
Spring 2008. Arbitron data are estimates only.



Locul Avdience Shapshot

AGE

WNIJ’s audience covers a wide range of age groups, with 68% of
listeners between 35 - 64.

WNIU'’s audience skews slightly older, with 88%  of listeners age 45
and up.

Listeners By Age Group Listeners By Age Group

SOURCE: Arbitron — Radio Research Consortium, Inc., Rockford TSA, Mon-Sun 6a-12m, Spring 2008.
Arbitron data are estimates only.
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Srime Liseening

National Public Radio’s two major news productions
start and wind down each business day on 89.5 WNIJ

For more than two decades, NPR's Morning Edition has
prepared listeners for the day ahead with up-to-the-minute
news, background analysis, commentary, and coverage of
arts and sports. Morning Edition — with hosts Renee
Montagne and Steve Inskeep - draws public radio's
largest audience, airing locally between 5 and 9 am daily.

Many listeners wind down their weekday with All Things
Considered, broadcast from 3 to 7 pm on WNIJ. NPR’s
longest-running production continues today with hosts
Robert Siegel, Michele Norris, and Melissa Block
presenting the program's trademark mix of news,
interviews, commentaries, reviews and offbeat features.
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