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Working With Arbitron’s  
Copyrighted Estimates
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Inside Your Station 
You may use the estimates in the ordinary 
course of business. Knock yourself out. You 
can print, swap, share, and post any estimate 
that you’re licensed to within your station. Just 
make sure an overzealous colleague doesn’t 
take that sheet off the bulletin board and fax 
it to a buddy at another radio station across 
town. Just in case one of your internal sheets 
sneaks out the back door, be sure to include 
the appropriate copyright notice on whatever 
you route around the station.

Never share your password to your Arbitron 
data on my.arbitron.com. Treat your password 
with the same care as you do the PIN number 
to your personal bank account. 

In a One-on-One Pitch to an Advertiser
You have a right to quote any estimate in 
eBook or your Arbitron software. After all, 
this is why you’ve invested in your Arbitron 
license agreement. You can share any and 
all estimates for your station and any other 
station in your market when you are trying to 
pitch that 52-week morning-drive package. 
Just remember, the Federal Trade Commission 
requires that every estimate you cite is properly 
sourced. You have to list the survey period, the 
survey area, the demographic, the daypart, and 
the estimate cited, along with our copyright 
notice; for example, “© 2012 Arbitron Inc.”

Pitch to a Targeted List of Advertisers 
Like a one-on-one pitch, sending information 
to a targeted list of advertisers is what you 
want your Arbitron license agreement for. 
Use the same guidelines as the one-on-one 
pitch, except that you should strengthen the 
copyright notice. This is a sample phrase to 
use as your copyright notice on mailers and 
pitch sheets: “© 2012 Arbitron Inc. May not be 
quoted or reproduced without the prior written 
permission of Arbitron.”

Print Ads
Who wouldn’t want to take credit for your 
accomplishments by crowing “We’re number 
one!” when you’ve earned top honors in your 
target demographic? Just remember, there 
are unauthorized groups out there who just 
might be able to take advantage of their strong 
position as #2 or #3 if you print a top 10 ranker 
in the body of your ad. Forgo that ranker—it 
gives 90% of your ad space to your competi-
tion. Talk about your station, your audience, 
and your position in the marketplace. And 

As an authorized user to Arbitron’s radio 
market reports, you have access to one 
of the most effective sales, marketing, 
and programming tools available to a 
radio station. You also have an obligation 
to keep these data out of the hands of 
unauthorized stations. After all, why 
should a competing station get for free 
what you pay Arbitron for?

Here are some guidelines that will help 
you get the most out of your investment 
in your Arbitron license agreement 
while you fulfill your obligation to keep 
Arbitron estimates from the prying eyes 
of those who are not authorized to use 
Arbitron data.

To understand the rationale behind 
these do’s and don’ts, think about who 
will have access to the information 
you are distributing. The broader the 
audience for your communication, the 
fewer specific estimates you can publish. 
And always remember to include the 
copyright notice and the proper  
sourcing of the estimates on every  
piece you produce.
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don’t forget the copyright notice and the  
proper citation. 

On Your Own Air 
Keep your claims simple and honest. Document 
your claims, but don’t bore your listeners with 
more data than necessary. And don’t give your 
competition a free ride by talking about their 
ratings on your station’s air.

Local Newspapers
Arbitron provides licensed trade press and 
local newspapers with access to estimates for 
subscribing stations for Monday-Sunday, 6am-
Midnight for Persons 6+ in PPM markets and 
Persons 12+ in Diary markets. We maintain 
that any specific estimates beyond Persons 
6+ and 12+ for authorized stations exceeds 
the bounds of the “fair use” clause in the 
Copyright Act that permits bona fide news 
organizations to publish limited portions of 
copyrighted works for purposes of criticism, 
comment, news reporting, teaching, scholar-
ship, or research. 

Arbitron constantly receives complaints from 
authorized stations about reporters who print 
too much data. The source of this excessive 
information is usually an authorized station 
that has simply sent a reporter an Arbitrends, 
PPM Weekly, or other report packed with every 
available demo and daypart that the report 
specs allow.

You can give a reporter anything you’d like 
about your own station, but limit your analysis 
of specific estimates for other stations to 
characterizations. When providing unauthor-
ized station estimates as proof of market rank, 
those stations estimates need to be classified as 
off the record. Discrete demographic rankers 
at a market level are for background and 
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verification only. Check with your Arbitron 
representative if you have questions about what 
is OK to send to the press. For example:

We really soared in the ratings and our 
competition tanked.

My station rose to number 1 in adults 25-54 
in morning drive. 

To be sure, it takes more effort to distill the 
numbers from your ranker into observations 
that give the reader an insight into the 
dynamics of the radio audience. However, 
when you take the time to put the numbers in 
perspective for a reporter, the resulting article 
will be better for your efforts, particularly if 
your local reporter is overworked (always!) or 
knows little about radio ratings.

If you absolutely feel that you must share a 
market ranker for a discrete demo or daypart 
with a reporter, be sure to label the ranker 
“For Background Only.” This puts reporters on 
notice that they can’t take the “easy way out” 
and just print the ranker. They must analyze 
and characterize the data in the same manner 
we’ve prescribed above.

Your Station’s Website 
If your website is open to public access, you are 
limited to citing only the Persons 6+ or Persons 
12+ estimates for your station. You should 
not publish estimates of other stations in the 
market on your website. 

If portions of your website are password-
controlled for advertisers, then you have more 
leeway within the guidelines for a pitch to 
targeted advertisers.

Blogs, Chat Rooms, Facebook, Tweets
Talk all you want about your station, but don’t 
cite any rankers with estimates except for 
Persons 6+ for PPM markets or 12+ for Diary 

continued...



markets showing ONLY authorized stations. 
Rankers for authorized stations without 
estimates are okay. Remind your employees 
that social media content that mentions your 
station is not the same as information they 
would share with their friends and can be 
viewed as ratings bias (http://www.arbitron.
com/downloads/piracyposter.pdf).

Important tip: A number of broadcasters have 
been embarrassed by the words and comments 
of overzealous and misguided station 
employees. Remember, as management you are 
responsible for the actions of your employees.

Protect Your Investment in Arbitron
If you are planning to use Arbitron estimates 
in a medium or manner not covered by these 
guidelines, here are two questions you should 
ask yourself and principles you should keep in 
mind:

1. “How easily can an unauthorized station get 
access to what I am publishing?” The easier 
it is for an unauthorized group to read about 
its estimates and the estimates of other 
stations in the market, the less you should 
publish. After all, unauthorized stations are 
not entitled to our estimates.

2. “How clear is it to a reader that the estimates 
are the copyrighted property of Arbitron 
and can only be used by authorized users of 
Arbitron audience estimates and data?” If an 
unauthorized station were to somehow gain 
access to a ranking report you provided to an 
advertiser, the copyright notice will warn the 
station that these estimates aren’t free for the 
taking.

If you have any questions, please contact your 
Arbitron representative. If you need more 
guidance on how best to work with the local 
press, feel free to call Kim Myers, Senior 
Manager, Media Relations, at (410) 312-8500 or 
email press@arbitron.com.

© 2012 Arbitron Inc. 
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