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The Grand Rapids ðKalamazoo -Battle Creek DMA 

is ranked as the 39 th largest market in the U.S. and 

encompasses 14 counties in West Michigan, 

stretching 150 miles from Oceana to St. Joseph.  

The DMA is composed of two SMSAõs,  Grand 

Rapids (Kent -Ottawa -Muskegon -Allegan counties) 

in the north and Kalamazoo (Kalamazoo -Calhoun 

counties) in the south.

The market is hyphenated with a preponderance 

of the population and retail sales in the northern 

tier and concentrated in the Grand Rapids SMSA 

(KOMA).  The Grand Rapids SMSA fully exceeds 

57% of the market composition in population but 

over 70% in retail sales and WZZM 13 is the sole 

provider of a grade A signal to four of the northern 

most counties including the marketõs 4th largest, 

Muskegon County.

Population Distribution by County

Kent 31%

Ottawa 12%

Muskegon 9%

Allegan 6% 

KOMA 58%

Population by Gender

Female 53%

Male 47%

West Michigan Total Employment

Grand Rapids SMSA 71%

Kalamazoo SMSA 24%

SMSA Total Retail Sales (Billion)

Grand Rapids $10.4

Kalamazoo $  3.6

Population by Age                                       

18+ 1,429,000

18-49 869,000

25-54 801,000

35-64 750,000

50+ 560,000

Population by Education

Some High School 9%

High School Graduate 38%

Some College 34%

College Graduate 19%

òItõs a good place to do business because 

people want to live here,ó said Susan Shannon, 

the business advocate for the city of Grand 

Rapids. Now a diversified market, Grand Rapids 

was once the furniture capital of the U.S. before 

World War II. Its broad economic base consists 

of manufacturing, service, medical, and retail.

Grand Rapids, Kalamazoo, Battle Creek DMA

Source: NSI 2008
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Grand Rapids, Kalamazoo, Battle Creek DMA

West Michigan Market Snapshot:

Source: Media Audit Survey ïGrand Rapids DMA 2009



%-Adults Reached Yesterday

Television is the most authoritative, 

exciting, influential and persuasive 

communication channel, according 

to TVBõs Nielsen Media Survey.  

Consumers rely on television as the 

primary source of instant and timely 

information affecting their lives and 

the communities in which they live.  

Every day, television is viewed 264 

minutes on average for news, 

information and entertainment.  

Whether itõs the presidential debates, 

the Super Bowl, an international crises 

or critical weather threats, more 

viewers access television more than 

any other medium to be informed and 

entertained.  

Televisionõs combination of site, sound 

and motion creates the most powerful 

and effective marketing platform for 

products, services, events and the 

advocacy of issues.  The accessibility 

of free over -the -air broadcast 

programming will continue to make 

television the most effective and cost 

efficient choice to reach consumers.  

The Power of Television:

Source: TVB, Nielsen Media Research Custom Survey 2008

Time Spent Yesterday ïin minutes
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The Power of Television:

Media Perception - Most Authoritative Media Perception - Most Exciting

Media Perception - Most Influential Media Perception - Most Persuasive

Source: TVB, Nielsen Media Research Custom Survey 2008
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The Power of Television:

Source: TVB, Nielsen Media Research Custom Survey 2008

Adults Primary Source For News Where Adults Turn For Breaking News

Where Adults Turn For Weather, Traffic, and Sports
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The Power of Television:

Source: Media Audit Survey 2009 ïGrand Rapids/Kalamazoo DMA
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Media Consumption Analysis ïAdults 18+ in the Grand Rapids DMA 
spend more time watching television than any other medium!



Gannett Co., Inc. is a leading international news and information company. In the United States, the 

company publishes 85 daily newspapers, including USA TODAY, and nearly 900 non -daily publications. 

Along with each of its daily newspapers, the company operates Internet sites offering news and 

advertising that is customized for the market served and integrated with its publishing operations. USA 

TODAY.com is one of the most popular news sites on the Web. The company is the largest newspaper 

publisher in the U.S. 

Newspaper publishing operations in the United Kingdom, operating as Newsquest, include 17 paid -for 

daily newspapers, almost 300 non -daily publications, locally integrated Web sites and classified business 

Web sites with national reach. Newsquest is the second largest regional newspaper publisher in the U.K. 

In broadcasting, the company operates 23 television stations in the U.S. with a market reach of more than 

20 million households. Each of these stations also operates locally oriented Internet sites offering news, 

entertainment and advertising content, in text and video format. Through its Captivate subsidiary, the 

broadcasting group delivers news and advertising to a highly desirable audience demographic through 

its video screens located in elevators of office towers and select hotels across North America. 

Gannettõs total Online U.S. Internet Audience in January 2008 was 25.8 million unique visitors, reaching 

about 15.9% of the Internet audience, as measured by Nielsen//NetRatings. 

Complementing its core publishing and broadcasting businesses, the company made several advances 

in its digital strategy through key business acquisitions. These include PointRoll, which provides online 

advertisers with rich media marketing services; and Schedule Star, a company that manages 

HighSchoolSports.net, an online site serving the high school sports audience, and manages the Schedule 

Star solution for athletic directors. Also enhancing our digital strategy are our investments and partnerships 

in such companies as CareerBuilder, for employment advertising; Classified Ventures, for auto and real 

estate ads; Metromix, a platform for local entertainment Web sites; Topix.net, a news content aggregator; 

ShopLocal, a provider of online marketing solutions for local, regional and national advertisers; 4INFO, a 

leading mobile media and advertising company; ShermansTravel, an online travel service; and more. 

Corporate Ownership - GANNETT
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The ABC network, one of the original òBigThreeótelevision programmers, continues to
reign as a leading source of quality news, information and entertainment

programming . Owned by The Disney Company, the ABC network is one of several
premiere entertainment networks and properties held by Disney. Resources from ESPN,
A&E, The History Channel, E! , Lifetime, Toon Disney and a host of theme parks and
resorts are all assets that are used to bolster the reach and appeal of the ABC Network .

ABC continues to be one of the most watched networks for primetime, news and sports

programming . Extreme Makeover Home Edition, Desperate Housewives, Greyõs
Anatomy, Dancing with the Stars, Private Practice, and Lost are among the most
successful prime programs reaching targeted consumers .

Network Affiliation - ABC
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respected, and watched team of anchors, 

meteorologists, and reporters. 

Lee Van Ameyde Juliet Dragos           Lauren Stanton           Derek Francis             Valerie  Lego

WZZM 13 News Anchors:

George Lessens         Joe Kopecek Hally Vogel            

WZZM 13 Meteorologists: Take Five & Company:

Stephanie Webb, Catherine Behrendt, & Tara Kuhnlein
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WZZM 13 ïPeople Make the Difference 

WZZM 13 Viewer Snapshot

Source: Media Audit Survey ïGrand Rapids DMA 2009
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ranked 39th largest in the United States. There are two distinct and widely

separated population centers separated by 50 miles. The northern population

encompasses 60% of the population and 68% of total retail sales.

ÇKent, Ottawa, and  Muskegon counties account 

for 52% of the entire 14 county population in the 

Grand Rapids ðKalamazoo ðBattle Creek DMA. 

ÇKent, Ottawa, and Muskegon counties 
combined enjoy a higher median HH Income in 
comparison to the southern sector of the DMA, 
Kalamazoo, Calhoun and Van Buren counties.

ÇKent, Ottawa, and Muskegon counties have 
shown a larger population growth since 2000 in 
comparison to the southern sector of the DMA, 
Kalamazoo, Calhoun, and Van Buren counties.    

WZZM 13 is the only station to fully cover the most populous, wealthy, and 
growing counties in the Grand Rapids -Kalamazoo -Battle Creek DMA. 

When buying Grand Rapids ðKalamazoo ðBattle Creek 

DMA, make sure to focus your media buy on the northern 

tier of the market.  Why focus resources on Kent, Ottawa 

and Muskegon counties?  Consider these facts:
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wzzm13.com is an extension of the WZZM 13 News brand . Every month over
500,000 unique visitors come to wzzm13.com for news, weather, and local
information . The traffic growth on wzzm13.com has been exponential,
demonstrating the consumerõsshift in media consumption .

For more information on WZZM 13 online advertising 
opportunities, visit our online media kit:

www.wzzm13.com/WZZMSalesIntroduction.asp

INTERNET

Contact WZZM13 today to learn how you can benefit from online marketing .

Interested in Online Rates? Call : (616) 559-1384

Online Advertising Opportunities :

-Banner Ads ðCPM

-Page Sponsorships / Page Take-Over

-Streaming Video

-ABC Video Player

-Email Marketing

-Desktop Sponsorship

-Contests

-And Much More!

2008 Online Monthly Statistics:

Unique Visitors 515,000

Visits 1,283,000

Page Views 5,270,000

http://www.wzzm13.com/WZZMSalesIntroduction.asp


IN
T

E
R

N
E

T
wzzm13.com Online User Snapshot

Source: Media Audit Survey ïGrand Rapids DMA 2009

INTERNET:
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WZZM 13 Niche Web Sites:
Niche websites allow advertisers to reach a very targeted consumer . These sites are

geared towards a demographic consumer base that controls a significant amount of

purchasing power .

Moms Like Me (momslikeme .com) is a social networking website that

creates an outlet for moms to connect . The website is a collaborative

effort between WZZM13 and dozens of Gannett properties .

Contact WZZM13 today to learn how you can reach consumers through these niche websites .

Interested in Niche Website Rates? Call : (616) 559-1384

Highschoolsports .net is your online destination for local high school sports

scores, video, pictures, and camaraderie . You can also check the

schedule of your favorite school to make sure you never miss a game!
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Moms Like Me:

Source: Media Audit Survey ïGrand Rapids DMA 2008

Moms Like Me Online - User Snapshot
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In December of 2004, WZZM 13 launched the first 24 -hour digital weather channel in 

Michigan.  The 13 Weather Network can be seen on WZZM DT 13 -2, on both Comcast 

(channel 298) and Charter (channel 247) digital cable, and streamed online at 

wzzm13.com.  The Weather Network offers on demand LOCAL weather by recognized and 

trusted meteorologists.  

13 Weather Network 

Advertising Opportunities:

ÇCommercials to run on the       

13 Weather Network on WZZM DT 

13-2, Comcast digital channel 298, 

Charter digital channel 247, and 

streamed online at wzzm13.com.

ÇRotating logo placement on the 

bottom right corner of the 13 

Weather Network.

ÇPre-Roll commercial on 

wzzm13.com preceding the live 

streaming of the WZZM 13 

Weather Network

Currently there are over 100,000 subscribers to the digital tier on Comcast                        

and Charter cable.  HDTV sales continue to increase and currently over 25 percent                  

of West Michigan homes already have a high definition television.

Local Market Research:                                                                                       

Based on a local market third-party survey conducted on July 10, 2006                                    

of 260 Comcast and Charter cable subscribers in KOMA,  83 percent of the 

respondents had heard about the 13 Weather Network and of those people,                            

67 percent of them had watch the product within the past month.

Source: Survey USA conducted on 7/10/06 in Kent, Ottawa, Muskegon, and Allegan counties

WZZM 13 Weather Network
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Source: Media Audit Survey ïGrand Rapids DMA 2009

Weather Network Viewer Snapshot
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Take Five

Healthy You

TAKE FIVE & Company is a locally produced lifestyle and entertainment 

show that airs on WZZM 13 weekdays between 9 -10am.  Take Five offers 

the opportunity for advertisers to speak directly to their customers via 

paid segment sponsorships.  Segments last 3 -4 minutes and allow 

sponsors to present information in a live interview format.  Take Five also 

offers òtheme weeksó that focus on specific topics each month.

13 On Your Sidelines

HEALTHY YOU is West Michiganõs first and only locally produced 

Health show.  The show, hosted by WZZM 13 Health Reporter, 

Valerie Lego, has been recognized and highly regarded by 

some of the areas most prominent health industry leaders.  The 

showõs content varies each week featuring segments that 

reach a broad base of viewers.  Stories range from new 

technological advances on the òHilló to how to keep fit during 

the holidays.  As the West Michigan Health industry continues 

to grow, WZZM 13 will be dedicated to providing health news 

and information relevant to our viewers and our community

WZZM 13 brings you live action of 13 area high school football 

games each week beginning in late August for 12 

consecutive weeks.  WZZM 13 Weather Football Forecast and 

Sports personalities appear live from featured games each 

week.  Watch your favorite team, player, cheerleading 

squad, and marching band give their best performance on 

WZZM 13 ON YOUR SIDELINES every Friday at 11:15pm!

Contact WZZM13 today to learn how you can reach consumers through our local programs .

Interested in Local Program Rates? Call : (616) 559-1384



P
E

R
S

O
N

A
L

IZ
E

D
 P

R
O

D
C

U
T

S
 

WIRELESS DELIVERY

ÅPDA Download
ÅCell phone
ÅBlackberry

ÅM.WZZM13.COM

ÅCustomized Daily Emails
ÅCustomized Personal Forecast Page

ÅDesktop Application

ÅAudio and Video podcasts available
on wzzm13.com, itunes, and yahoo

Contact WZZM13 today to learn how you can reach consumers through our personalized products .

Interested in Mobile or Personalized Product Rates? Call : (616) 559-1384



Sound decisions are contingent on sound research . When it comes to making decisions that will best

position your company for growth, the best research tools can help to focus and identify the most

effective strategies . WZZM 13 retains some of the most comprehensive research tools available .

Nielsen Steller :

WZZM 13 subscribes to Steller, a product of Nielsen Media Research that provides geographic ratings.  

Every advertiser has a unique geographical trade zone, therefore, many advertisers are not interested in 

reaching the entire DMA.  Nielsen Steller allows WZZM 13 to analyze geographical ratings and make 

program recommendations based on geographical viewing habits.

Media Audit :

WZZM 13 subscribes to Media Audit, a third party research company that provides qualitative local

market data . Every year, Media Audit surveys the entire DMA to obtain information through an open -

ended questionnaire . Thismethodology allows for the most accurate and non -biased responses. Each

questionnaire must be completed in itõsentirety for the data to be qualified providing statistically

accurate data within a minimal margin of error.
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Contact WZZM13 today to learn how we can put

these resources to work for your company .

Research Questions? Call : (616) 559-1384

Research
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The one constant throughout WZZM 13's entire history in West Michigan is the stationõs

commitment to serve the local community . It is WZZM 13õsmission to listen to the

community and identify unique ways to address the most important needs . Key partners

help to make these community initiatives successful . WZZM enables key partners to be

recognized for their mutual commitment in serving the West Michigan community .

Friends for Life is an on -going station initiative to educate women on

preventative steps that can be taken to address breast cancer . The program

emphasizes the importance of screenings, self examinations and the life-saving

potential of early detection . Partners have been successful in their support of this

very worthy community effort .

Toys for Tots is a signature campaign of the United States Marine

Corps designed to provide children in need with toys during the

holidays . Every year WZZM supports this project with considerable

resources on -air and on -line. The stationõscommitment enabled

dramatic increases in the number of toys donated in West Michigan .

WZZM regularly collects more that 30,000 toys every year .

Community Service

13 Food for Families , a partnership with Spartan Stores, was

developed to address the fight against hunger . The inaugural

campaign, launched in July 2001, raised 152,900 pounds of

food for local pantries in West Michigan . Since then, we have

consistently raise over 200,000 pounds of food each year .

13 Healthy Heart is a year -long awareness campaign designed to 

educate women of the risks of Heart Disease.  The program focuses on 

different health heart issues and preventative measures.



P
E

R
S

O
N

N
E

L
Sales Management
Kim Krause

General Sales Manager

(616) 559-1392

kkrause@wzzm13.com

Chris Legg

Local Sales Manager

(616) 559-1384

clegg@wzzm13.com

Tim Siegel

Regional Account Manager

(616) 559-1390

tsiegel@wzzm13.com

Paul Mack

Regional Account Manager

(616) 559-1387

pmack@wzzm13.com

Rob Byrne

Integrated Marketing Manager

(616) 559-1382

rbyrne@wzzm13.com

Media Specialist
Chris Morse

Emerging Media Specialist

(616) 559-1357

cmorse@wzzm13.com

Sales Consultants
Bernie Gorter

Mulit -Media Advertising Consultant

(616)  559-1388

bgorter@wzzm13.com

John Carpenter

Mulit -Media Advertising Consultant

(616) 559-1385

jcarpent@wzzm13.com

David Pomper

Multi -Media Advertising Consultant

(616) 559-1383

dpomper@wzzm13.com

Danielle Doucette
Multi -Media Advertising Consultant

(616) 559-1475 

ddoucette@wzzm13.com

James Ducey

Multi -Media Advertising Consultant

(616) 559-1409

jducey@wzzm13.com

Traffic
Deb Hudelson

Traffic Manager

(616) 559-1391

dhudelso@wzzm13.com

Theresa DeBoer

Local Traffic

(616) 559-1366

tdeboer@wzzm13.com

Sales Service
Kristy Lecceadone

Executive Sales Assistant

(616) 559-1381

kleccead@wzzm13.com

Lucas Meschke

Multi -Media Sales Research Specialist

(616)559-1358

lmeschke@wzzm13.com

Denise Carpenter

National Sales Assistant

(616) 559-1368

dcarpent@wzzm13.com

General Management
Janet Mason

President/General Manager

(616) 559-1350

jmason@wzzm13.com

Production
Dan Wetterman

Senior Sales/Projects Producer

(616) 559-1386

dwetterm@wzzm13.com

Michele Miller

Web Administrator / Online Producer

(616) 559-1386

mmiller2@wzzm13.com



Adjacency

A commercialor programthatimmediatelyfollows or precedesanotheron thesameTV station.

Advertising Weight

A measureof advertisingdelivery,normallystatedin termsof numberof commercials,homesreached,targetaudience

impressions,andgrossratingpoints.

Affidavit

A notarizedstatementfrom a televisionstation that confirms the commercialactually ran at the time shownon the

station'sinvoice.

Affiliate

A local televisionstationfrom which networkprogrammingcanbeviewed.

AudienceComposition

Thedistributionof a station'saudiencesby demographicgroup.

AudienceDuplication

Theextentto which theaudienceof onestationis exposedto thatof another.

AverageQuarter-Hour Audience

Estimatednumberof peoplewho watcha programor stationfor a minimum of five minuteswithin a specificquarter

hour.

BroadcastCoverageArea

Thegeographicareathatreceivesa signalfrom anoriginatingtelevisionstation.

Campaign

A specificadvertisingeffort onbehalfof a particularproductor servicewhich extendsfor a specifiedperiodof time.

Category Killers

A termusedto describea largeretail storededicatedto onecategoryof merchandise,alsocalledSuperstores.

Commodity

Productsold by tradesat lessthanpurchasedfor. Usually sold andpromotedwith productwhich hashigh margin. For

example,coffee is often a commodityitem sold at a loss,but sold and promotedwith a creamerwhich holds a high

margin.

Confirmation

A statement(verbalor written) given to advertisingagenciesby a network,station,or rep firm whenacceptinganorder

for acommercialand/ormediaschedule.

Broadcast Terms
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Competitive Media Reporting (CMR)

Publishesactivity reportsandestimatesof advertisingdollarsspentin the varioussegmentsof televisionthroughtheir

"MediaWatch"monitoringservice.

Co-Op Advertising

TV advertisingpaidfor jointly by a manufacturerandretailer.

Cost-Per-Rating Point (CPP)

Usedby mostmediaplannersin developingandallocatingmarketbudgetsandsettingratingpoint goals. It is definedas

thecostof reachingonepercentof thetargetaudiencewithin a specifiedgeographicarea

CostPer Thousand(CPM)

The cost of reaching1,000 homesor individuals with a specific advertisingmessage. CPM is a standardadvertising

measureto comparethe relativecostefficiencyof different programs,stations,or media. (Seethe trendsdatingbackto

1965here.) Theformula:

CPM=
Media Cost

----------------------
X 1000

Est. AudienceDelivery

Coverage

Thepercentageof homesor personsreceivinga particularbroadcastsignalwithin a specificgeographicarea.

Cumulative Audience(CUME)

It is the total non-duplicatedaudiencefor one or a seriesof telecasts,programs,messages,or time-periods. It is

expressedasa percentageof a given universe. A householdor personis countedonceno matterhow manytimesthe

telecasthasbeenviewed. This alsois knownasreach,netunduplicatedaudience,or netreach.

Broadcast Terms
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http://www.tvb.org/search/docs/build_frameset.cgi?url=/tvfacts/trends/media/index.html&my_section=tvfacts


Demographics

Audiencecompositionbasedonvarioussocioeconomiccharacteristicssuchasage,sex,

income,education,householdsize,occupation,etc.

DesignatedMarket Area (DMA)

Representsan exclusivegeographicareaof countiesin which the homemarketstationsareestimatedto havethe largest

quarter-houraudienceshare(asdefinedby Nielsen).

Direct BroadcastSatellite (DBS)

A televisiontechnologythat deliverssignalsdirectly from a satelliteto a homethroughthe useof a small (usually18")

dish.

Direct Response

Advertising that seeksdirect and prompt responsefrom the viewer, by meansof exhibiting telephonenumbers,box

numbers,or othermeansof gettingtheviewerto orderor inquireaboutobjectsshown.

Discretionary Funds

All funds(vendor,specialevent,promo,marketdevelopment)thata manufacturermayprovideto a retailer.

Efficiency

Therelationshipof mediacostto audiencedelivery.

Exposure

A person'sphysicalcontactwith anadvertisingmediumor message. It canbein a visualand/oranaudioform.

Flight

A schedulingtacticthatalternatesperiodsof advertisingwith periodsof noactivity.

Free StandingInsert (FSI)

Couponcarrierusuallydeliveredin Sundayeditionpaper.

Frequency

The averagenumberof timesan accumulatedaudiencehasthe opportunityto be exposedto advertisements,a particular

program,or programschedule,within a measuredperiodof time.

GrossRating Points (GRP)

The sum of individual telecastratings on a total programbasisor advertisercommercialschedule,without regardto

duplication. For example,10announcementseachwith a 10 ratingwouldproducea total of 100GRPs.

Broadcast Terms
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High Definition Television(HDTV)

Various technicalsystemsproviding a finer and wider TV picture and usually twice as many scanninglines as

standardTV. Providesthehighestquality pictureandsoundsimultaneouslywith a substantialdatadeliveryservice.

HouseholdsUsingTelevision(HUT)

The percentageof all televisionhouseholdsin a surveyareawith one or more setsin useduring a specific time

period.

IndependentStation

Stationsnot affiliated with anynetworkïusuallyrefersto commercialstationsonly.

Lead-in

A programthatimmediatelyprecedesanotherprogramon thesamestationor network.

Local Marketing Agreement(LMA)

An agreementbetweentwo ownersin whichonemarketsandsellsadvertisingfor theother.

Local Spot

Theadvertisingpurchasedin a marketandaimedonly at theaudiencein thatmarket. (SeeSpotTV)

Make-good

A spotofferedby a stationin placeof a regularlyscheduledannouncementthatdid not run or wasimproperlyaired.

Metro Area

A U.S. Governmentdefinition; countiesthatcompriseeachStandardMetropolitanStatisticalArea.

Multiple Station Operator (MSO)

A companywhich ownsnumerouscablesystemsthroughoutthecountry.

National Spot

A form of broadcastadvertisingin which nationaladvertisers,throughtheir agencyor buying service,selecttheir

own marketsandstations. Thestationusuallyhasa contractwith a rep firm to representit to adagencies. (SeeSpot

TV).

Network

A connectingsystemwhich allowssimultaneoustelecastingof a singleoriginationby a numberof stations.

NielsenMedia Research(NMR)

A firm involvedin local andnationalmeasurementof theTV audience; alsoinvolvedin otherresearchactivities.

Broadcast Terms
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