
Standard Rate and Data Service (SRDS): 
How To Use 
 
 

What is Standard Rate and Data Service Media Solutions (SRDS)? 

SRDS is the leading provider of media rates (ad prices) and related data for advertisers. 

It lists advertising rates, editorial or programming content, circulation and other basic 

information (e.g. how many years in business and the name of the owner) for a broad 

range of media selling advertising space. SRDS also contains selected demographic 

and market information for metropolitan areas and counties. 

 

Access/Location: 

Most SRDS media information (advertising costs and market data) are available at the 

website http://0-www.srds.com.maurice.bgsu.edu/library.  

• The home page links to very helpful user guides (Service Guides) that explain 

how to navigate the site, find information, and output it.  

• It also links to a glossary of technical terms  (e. g. bleed and ROP) 

• And it links to calculators for effectiveness measures such as CPM (Cost per 

thousand impressions) 

• Rather than prices, Radio and Television/Cable sections within SRDS give a 

single cost per point chart for all the stations in a metropolitan area like Toledo. 

These charts give you a ballpark idea of how effective placing your ads on 

stations in that geographic area will be.  

 

The library retains a print volume of media circulation data at REF HF5905.A57. 

 

http://0-www.srds.com.maurice.bgsu.edu/library


How Is SRDS Organized? 
BGSU library has access to the following SRDS Media Solutions online sections: 
 

 

 

 
A Word of Caution 
Use SRDS as a guide to estimating advertising costs, to locating information on the 
editorial treatment of advertisements, and to getting a general idea of demographics, 
employment, and other attributes of a specific market area. 
 

• Most media prices are subject to fluctuations based on changing audience 
ratings or circulation.  

• Rather than firm prices, Radio and Television/Cable sections within SRDS give a 
single cost per point chart for all the stations in a metropolitan area like Toledo. 
This chart gives you a ballpark idea of how effective your ads on stations in that 
geographic area will be.  

• Rates for virtually all types of media are negotiable, depending on the demand by 
advertisers for air time, digital space, or print space. In addition, various discount 
plans may be offered for customers contracting for a certain number of different 
ads or for multiple placements of the same ad over time. 

 



Newspapers: How to Interpret Rates 
 
SAU's and "Inches" 
Most newspapers use the Standard Advertising Unit (SAU) system in selling advertising 
space. This system utilizes 56 fixed sizes for broadsheet newspapers participating in 
the system and 32 for tabloids. 
 
The size of SAU's ranges from one column (2 1/16" wide) to six columns in width, and 
from 1" to 21" ("full depth") in depth. The chart below indicates the various sizes of 
SAU's for a broadsheet newspaper. For example, an SAU described as 2 x 3 is two 
columns  (4 ¼”) wide and 3" in depth.  
 
Note that the following chart indicates all 56 options for a broadsheet.  
 

 
 
Rates 
Some papers list their rates for each Standard Advertising Unit. However, because 
advertisers often buy space in bulk, most papers list their rates in terms of column 
inches (which are labeled "inches") rather than in terms of SAU's.  The basic rate is 
generally listed under the designation "SAU open, per inch." This is the rate you would 
pay if you bought one ad, one column inch in size, to run one time. 
 



• Column: One "inch" actually equals one column (2 1/16" wide) by one inch in 
depth or 2 1/16 column inches.  

• Quarter Page: An ad that fills one quarter of a page measures 3 X 10.5 or 31.5 
standard column inches.  

• Half page: A horizontal half page is 6 X 10.5 or 63 standard column inches. 
• Page: There are about 132 "inches" per page in a broadsheet newspaper. So an 

ad that fills an entire page is 6 X FD (132 in.) for a total of 792 column inches. 
• Rates are usually quoted in dollars per inch (i.e. column inch).  

 
Discounts for Bulk Purchases 
Often advertisers contract to buy a certain number of inches or pages over the course of 
a certain period of time, e.g., one month or a year. In such cases, the newspapers give 
a discount to the advertiser; and the dollar cost per inch decreases from standard rates. 
Usually the percentage of any available discounts is indicated following the standard 
rates. 
 
The example below shows excerpts from the Toledo Blade's entry retrieved from SRDS 
on 12/7/09. (Additional prices for inserts in plastic bags, color, etc. are also available at 
this link.) 
 
Sample Calculation from the chart: Total cost for 1/2 page (or 63 column inches) in 
black and white in the Sunday Blade is calculated at $179.14 x 63 = $11,285.82 
 

THE BLADE

Independently Owned 

541 N. Superior St., Toledo, OH 43660. Phone 419‐724‐6350. Phone 419‐724‐6000. Toll Free 800‐232‐7253. Fax 
419‐724‐6391. Classified Phone 419‐724‐6500. Classified Fax 419‐724‐6438.  
 
5. BLACK/WHITE RATES 
            Mon‐Sat          Sun    
SAU open, per inch           134.88           179.14    
Full page rates            16,994.88          22,571.64    
 

CONTRACT RATES 
            Per inch      
            Mon‐Sat           Sun    
31"            132.19           175.56    
63"            130.31           173.27    
126"            128.43           170.97    
252"            126.97           168.43    
504"            124.17           165.99    
756"            124.00           165.17    
1,260"            123.24           165.09    
1,638"            122.88       164.64   
 

DISCOUNTS
Multi‐Insertion Discounts (pick‐up rates) 1st ad contract rate, 2nd ad 15% discount, 3rd ad and successive ads 25% 
discount. Discounts apply to ROP weekday ads only, (color and black & white with no changes). When a 
Sunday/Holiday insertion is involved, it will count as part of the sequential schedule but will not be discounted. 
Discounts apply to full run or two‐zone or more zone buys. For each ad series, at least one insertion shall be at 
regular non‐discounted rates. Ads shall run within a 7‐day period. 

 



Radio: How to Interpret Rates 
 
Standard Entry 
The AM/FM commercial station entry typically includes the station’s address, phone 
number, and web site, the program format (i.e. Oldies, Talk, Classic Rock), audience 
profile (e.g. persons 35-64), personnel contacts, network affiliation(s), special 
programming, facilities, and operating schedule. Program format and audience profile 
information is key for advertisers trying to reach their target customers. 
 
Using Estimated Rates for Planning 
Costs for radio advertising are subject to frequent fluctuation and are dependent on 
factors such as the time of day and day of the week when an ad runs along with the 
level of demand from advertisers for air time. The time of day is segmented into “day 
parts”, such as morning drive time (6 a.m. – 10 a.m.), mid-day (10 a.m. – 3 p.m., 
afternoon drive (3 p.m. – 7 p.m.), and evening (7 p.m. – 12 a.m.). 
 
Advertising costs are also contingent on a station’s audience ratings. Basically, the 
higher the ratings, the higher the advertising costs. Thus, a station’s price for advertising 
is listed as a cost-per-point figure (e.g. $50 per rating point).  
 
Actual advertising rates for radio are NOT listed in SRDS. SRDS does, however, 
provide some key figures used in media planning. The following example shows CPP 
for spot radio in the Toledo area. 
 
To calculate cost per point for ads on a specific station, it would be necessary to contact 
the station and get 1) the station’s audience rating along with 2) the exact price for an 
ad at that station to run at a certain time of day and on a date of your choice.  
 

  
 
 



Television/Cable: How to Interpret Rates 
 
Standard Entry 
Information is searchable by DMA (geographic television market) or by name of station, 
owner, and other access points -- including a link to “place-based” specialized media 
advertising options such as in-store, in-flight, movie/theater, and the like. Results 
screens from a DMA search contain a link to the market profile (demographics, 
employment, market rankings, and additional information for the market area), a 
stations listings link, and link to a map of the DMA. In addition it offers quicklinks direct 
to the profiles of specific area stations. 
 

• Each station entry typically includes address, phone numbers, e-mail address, 
name and title of contacts, day parts available, types of ads sold, and production 
specifications.  

• Click on the network affiliations link within an individual station listing to see the 
network programming line-up. 

 
 
 

 
 



Interpreting Estimated Rates 
As with radio rates, time of day is an important factor in determining the cost of a TV ad. 
Some of the “day parts” are defined as below: 
 
Day Part Eastern Time 
Prime access 7 pm – 8 pm 
Prime 8 pm – 11 pm 
Late News 11 pm – 11:30 pm 
Late fringe 11:30 pm – 1 am 
 
TV ad rates for a geographic area are listed as cost-per-point figures, much like radio 
advertising. Notice in the following chart for Toledo that the estimated cost-per-point 
varies by day part. Highest rates are in effect during prime time when television 
audiences are the largest. Actual advertising rates for television are NOT available in 
SRDS. SRDS offers only ballpark rates for making preliminary cost estimates.  
 

 
 

• Cost-per-Point levels are for 30 second spots; so for a 60 second spot, you 
would multiply by 2. 

• But spots under 30 seconds are priced differently and are not pro-rated.  
For a 10 second spot, multiply the CPP by .5. 
For a 15 second spot, multiply by .6-.8 as specified. 

 
To calculate cost per point for ads on a specific station, it would be necessary to contact 
the station and get 1) the station’s audience rating along with 2) the exact price for an 
ad at that station to run at a certain time of day and on a date of your choice. 
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