‘d,. fv?/‘\DlO'S PREMIER MANAGEMENT & MARKETING MAGAZINE™

! =R lspmnmam

Vol XXIX, No. 6 APRIL 7, 2014 PUBLISHED BI-WEEKLY WWWR

What Is
Nielsen’s
Plan For

Radm"

PLUS

After Nearly Shutting
Down, WSHU Turns 30




Wy

7‘,,. a ; ‘ ?P
THE FUTURE OF MUSI

W@\Wﬁ Cueryliing wusic liconsing Should be_and wor




FOREGAST

2808185

Save The
Date

Radio’s Premium Networking Event

e st ————— e ————

www.radioinkforecast.com

€
STREAMLINE




O REASONS
DAVE RAMSEY

Makaes It Easy for You to Win

. No Affidavits

. Local Sales Support
. No Outside Barter

. Custom Endorsements

1

p
3
4
5. No Make Goods

Life-Changing Content That’s Easy to Air THE

The Dave Ramsey Show not only gives listeners compelling content they can DAVE

relate to, but it also changes lives. The by-product is unparalleled word of mouth

and increased ratings and revenue for our affiliates without the typical hassles of RAM s EY
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Is Nielsen Committed To Radio?

TO REACH ME, WRITE
B. Eric Rhoads, Publisher
RADIO INK

1901 S. Congress Ave,,
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Boynton Beach, FL 33426
Phone: 561-655-8778
Fax: 561-655-6164
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facebook.com/eric.rhoads
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in the headline. “Why else would Nielsen buy
Arbitron?”
Since the purchase of Arbitron so far, I've seen little real
evidence that Nielsen is committed to radio. To be fair, the
company hasn't had much of a chance yet; the purchase
only closed in September. But there are rumors afoot that
the Advisory Board meetings are soon to be discontinued,
that support of industry events and organizations will
be curtailed, and that this could become just another
example of a giant monolithic organization that wants
to reap the rewards without putting something back into
the community.
Arbitron was probably the most hated orga-
nization ever to serve radio. Though image
campaigns and personnel changes over the
years were designed to overcome memories
of thuggish practices, overpriced services, and
lack of responsiveness, Arbitron never changed
much from the days when it was known as ARB
— the time many feel it was at its worst. Arbitron
kept sample sizes low, didn't seem to care about
customer service, routinely ignored complaints
and concerns, and avoided modern technol-
ogy as long as possible — until it could invent

a proprietary technology that reduced sample
sizes even further, allowed it to keep panels in
place for longer periods of time, and, as a side

effect, disadvantaged certain dayparts and formats. Though
Arbitron had some wonderful people, those people had to
do business as instructed.

Nielsen, on the other hand, has a great reputation. It’s
adored by media buyers, and no one seems to question its
data. Nielsen even committed two years to a failed attempt
to win support in the radio industry with its own radio
ratings service. And when that failed, it did what any self-
respecting giant company would do: bought its competi-
tor, cleaned house, and is making noise about being better
than Arbitron was ever willing to be.

Many wondered if Arbitron’s much-touted PPM rat-
ings were truly accurate, especially since there were MRC
accreditation problems — problems that never seem to
have been corrected. And we all watched PPM destroy
formats and dayparts and turn many markets upside down.

The elephant in the room was whether Arbitron, sup-
ported almost entirely by radio, was somehow manipu-
lating the numbers to be sure radio ratings would stay
acceptable no matter what — even at a time when many
believed listeners were making a dramatic shift to stream-
ing services. If the PPM had immediately reflected a severe
drop in listening overall, radio might very well have found
it no longer needed to support Arbitron.

Will Nielsen be better? Frankly, it shouldn’t be that
hard to improve on Arbitron’s performance. But one

(1 O f course,” you say in response to that question

pril 7, 2014

would hope it turns out to be significantly better, with
extended measurement, better samples, more credibility,
and of course measurement across the digital landscape.
Radio is in a quandary when it comes to ratings. There is
only one primary ratings service, and if it screws up, radio
loses. From Nielsen's perspective, if radio doesn’t turn out
to be a good business, I suppose it can simply move on
and focus on its other customer bases without, relauvely
speaking, the business being much of a loss. And radio
would be left without a primary ratings service, leaving it
highiy vulnerable.
The reality is that Nielsen offers a tremendous
amount of hope because of its credibility, its
reputation for positive business practices, and
its wide ratings platform. But a new elephant in
the room is digital ratings, and whether services
like Pandora will be included so there can be
an accurate portrayal of listening across
all platforms, reflecting reality and
using exactly the same metrics.
That would prevent Pandora
or others from promoting
their own internal num-
bers, or at least let radio
show advertisers more
credible  numbers
from Nielsen.
Radio might find
itself able to prove its
claim that digital listen-
ing levels are very low in
the grand scheme of things. Or the opposite could turn out
to be true. What matters is that audio listening is reflected
properly. If broadcast or streaming radio find themselves
with fewer listeners than they'd believed, it's best to know
so they can fight harder for their respective positions.
Will Nielsen be good for radio? Is it committed to
radio? As my wife always says, “Don't tell me you love me,
show me. Words are only words unless supported by
actions.” Most of us remember a time when there was an
industry-wide, orchestrated effort to find alternatives to
Arbitron unless it started listening to radio. The end result
was the development of the Arbitron Radio Advisory Board
and much greater involvement in industry events and
forums. At least Arbitron pretended it was prepared to step
up. Nielsen is being judged on all that now. Though it has
no competitors and thus has giant leverage over radio,
Nielsen needs to become a part of radio’s community in
order to have radio’s full support and belief. INK
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Radio’s Unused Strength

QUICKREAD

* People pay
attention to the
things that give
them a sense of
identity, purpose,
and adventure.

* Most people will
purchase what
feeds their sense
of identity —
things that remind
themselves and
the world of what
they are.

* Radio has the
ability satisfy
that hunger for
identity. But
does it have the
courage?

Their team gives them identity, purpose, and adven-
ture. Political parties, too, give their members identity,
purpose, and adventure. Religious organizations and book
clubs give their followers identity, purpose, and adventure.
A grandmother adores her grandchildren because they
give her identity ... purpose ... and adventure.

Radio alone among the media has the ability to rein-
force identity, provide purpose, and advocate adventure.

But rarely does radio tap in to this power.

The Straight Dope (Cecil Adams) is an online answer man
famous for providing insight into complex issues. Here's
a question posted on his message board that he hasn't yet
found time to answer, so I'll do my best to fill in for him:

“Why is Jimmy Buffett such a popular touring artist?
He's had only a few hits, but he sells out every concert.
Here in the Cincinnati area, his concerts are the first
ones to sell out every summer at Riverbend and he has a
huge fan base of Parrotheads. He even has his own satel-
lite radio station and a restaurant connected to his fame,
Cheeseburger in Paradise. So what makes him a permanent
tour draw over a thousand other musical acts who have
had the same level of radio success? Is it that he’s success-
fully marketed his tours as a ‘brand’ featuring the concept
of mellow music, good times, and summer drinking? Is it
the constant touring? Is it dumb luck?”

My answer: Jimmy Buffett is an icon because he gives
his audience identity, purpose, and adventure. Buffett is
Captain Jack Sparrow, a lighthearted, good-timing cartoon
pirate. He is sunshine and sand and bikinis and beer. He is
freedom from worry. He is innocent mischief,

Jimmy Buffett represents a specific way of looking at
the world. You agree with him or you do not.

The Grateful Dead also represented a clearly defined
worldview, and their iconic status, like Buffett's, rose far
above their talent.

Most radio stations allow themselves to be passively
defined by their playlists. They lack the courage to plainly
say, “This is what we stand for. This is what we believe in.
This is how we see the world.”

Most advertising is weak because it isn't written to
persuade. It’s written not to offend. Most radio stations feel
generic for precisely the same reason. By trying to include
everyone, the station attracts no one very strongly.

People pay attention to whatever gives them a sense of
identity, purpose, and adventure. We define ourselves by
our alliances. Radio, when it is courageous, steps forward
and raises a flag to rally the members of a tribe.

Rush Limbaugh raised a flag, and it seems to have
worked out pretty well for him.

Each of us is on a treasure hunt. The differences that
separate us are found primarily in the things we value.

The fans of a sports team are the members of a club.
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Abraham Maslow believed a third of our society lives
below the search for identity or above it. Those who live
below the search are focused on securing food, shelter,
and safety. This is their economic reality. Those who live
above the search have a clear sense of identity and they
know their purposes precisely. This is their emotional real-
ity. Those who live above the search have adventures that
depend on nothing outside themselves.

People who live below — or above — the search for
identity are effectively immune to advertising. The first
group can't afford what you're selling and the second
group doesn't care. These people are rarely prospective
customers.

Fortunately for businesses everywhere, two thirds of
us buy what we buy to remind ourselves — and tell the
world around us — who we are. These two thirds of soci-
ety are the backbone of the economy. We have needs that
have not been met, hungers that have not been satisfied,
dreams that have not been fulfilled.

Radio stations have the power to meet those needs,
satisfy those hungers, and fulfill those dreams.

But do they have the courage? WK

Roy H. Williams is president of Wizard of Ads Inc. E-mail: roy@wizardofads.com.
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7 Steps To Generating
More Quality Appointments

toughest part of the sales process today is setting

quality appointments. It makes sense. There are more
people selling out there than ever before, so when you
pick up the phone and make that call, the odds are not in
your favor.

Since we are going to talk about “quality appointuments,”
let’s make sure we're all talking about the same thing here.
I define a quality appointment as a scheduled meeting,
either in person or over the phone, at which the agenda
includes one or more of the following: finding needs, get-
ting an assignment, presenting ideas, or selling solutions. An
appoinument without an agenda is not a quality appoint-
ment. Neither is a call with the purpose of “checking in,”
“following up,” or “stopping by You will certainly have
those meetings, but they cannot be defined as “quality.”

So why is setting a quality appointment so hard? In
an effort to better understand that, we studied the sales
process and figured out exactly where the process is bro-
ken. We learned that most sellers maintain a lengthy list of
about 120 prospects and attempt to contact each prospect
once or twice over the period of about a month. Sellers
reported landing as many as five or six appointments using
this method, which seemed pretty good to them.

I hate to rain on anyone’s parade, but let’s do the math
here: Two hundred and forty attempts, resulting in only six
appointments.

There’s a much better way.

Ask almost anyone in sales, and you'll hear that the

Generate more quality appointments with three steps:

1. Select really good prospects. Instead of including
just about everyone on your list, make a list of the pros-
pects that best meet your ideal customer profile.

2. Plan your approach wisely. Instead of smiling and
dialing, earn an appointment and make the prospect want
to meet with you by doing some meaningful research and
developing a strong valid business reason to meet.

3. Don't give up. Show up on your prospect’s radar
screen through persistent efforts. One or two calls a month
just won't cut it.

The Don't Give Up Approach

The typical prospect is bombarded by 25 to 30 sales-
people each day. They are overwhelmed, and with the
advent of e-mail and voicemail, it’s easier than ever for
them to dodge calls. After all, isn’t that what you do when
a solicitor calls you at home in the evening?

The “Don’t Give Up” approach works around that.
Warning: While it is simple to understand, it takes great
discipline.

www.radioink.com
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You will have to commit to the following:

 Seven attempts in 16 days.

+ Increased focus — calling on only the very best prospects.

* Excellence in preparation, professionalism, and persis-
tence. Your phone calls, voicemails, e-mails, and letters
must reach the highest quality standards, and your prep
work and professionalism need to shine through during
every attermnpt.

—~

Here's what your “Don'’t Give Up” process might look
like:

Day 1. Start by sending an e-mail, and attach a testimo-
nial or case study. Mention that you will call at a specific
date and time.

Day 3. Call at the time you said you would call, and be
prepared to leave a voicemail. Follow up by sending your
personal marketing resume.

Day 6. Make another call, and this time have some
research ready to share.

Day 7. Send a letter and restate your valid business
reason to meet.

Day 11. Send another e-mail, and this time speak to the
process you follow to help people to get results.

Day 12. Call again and let the prospect know that if you
don't hear from them soon, you will need to bring your
ideas to others.

Day 16. Send one last e-mail. Give them a few times
they can reach out to you.

Let’s say you follow this “Don’t Give Up” approach with
35 good prospects, reaching out to each one seven times
over the next 16 days. Our research shows that your total
of 245 attempts will reap the reward of 12 quality appoint-
ments — twice as many as you would have gotten the old
way. And you would avoid burning through 120 potential
prospects, easily leaving you with another 35 accounts to
focus on next.

The “Don’t Give Up” approach is not about making
fewer calls. It is about applying more focus to your calls to
get better results. Commit to it in its entirety, and enjoy
watching your quality appointments increase. BNK

Matt Sunshine is EVP of the Center for Sales Strategy. E-mail: matisunshine@csscenter.com.

MATTSUNSHINE
SALES

QUICKREAD

® Most
salespeople use
a call schedule
that nets them
five or six quality
appointments
after about 240
calls.

= A “Don't Give
Up" approach

can double the
number of quality
appointments, but
it takes discipline
and must be fol-
lowed consis-
tently.

= This approach
involves much
more frequent
contact with
fewer and more
carefully selected
prospects.
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NEIL GALLAGHER MIKE ANTHONY

ADVERTISING

number one

reason for listener tune-out
in radio was once bad songs. Radio addressed
that problem years ago with professional music research.
The number two reason for tune-out has been bad
commercials — so it follows that the most important
innovation in the coming years will be the professional
testing of radio media campaigns.

Following are the new 10 Commandments for doing
it right:

1. Thou shalt not worship false “experts.” Radio’s
clients routinely rely heavily on self-proclaimed “experts”
for recommendations on how to advertise their products
and services. These recommendations are gospel to clients

— even if the results of their campaigns are unsatisfactory.
These “experts” regularly tell us what constitutes good
advertising. Unfortunately, simple research usually proves
them wrong. We all see this repeatedly.

2. Thou shalt honor thy clients and thy station’s
programming. Radio must become the best medium at
delivering results for clients if it is to prosper among today’s
myriad sexy media choices. Both clients and stations must

“win” in order for a transaction to be successful. Bad
commercials are a major tune-out for radio stations and
don’t work for their clients. Good commercials work for
clients, sound good on the radio, and generate countless
client renewals and referrals.

3. Thou shalt not covet advertising awards. They look
good on the walls and are often used as sales tools — but
they don’t mean much beyond that.In a lot of cases, “good”
commercials don’t convey the message clients are trying
to send to potential customers, send messages that are
not attractive to those customers, or are simply disliked
by listeners.

4.Thou shalt not accept bad business. Too small a budget
or too big a spend on your station screws your clients. Too
little investment, and the campaign will be ineffective; too
big, and the client misses getting even more results by adding
another station or medium to the mix. The need to reach
quota or make a commission check should never supersede
your client’s campaign performance.

5. Thou shalt determine thy client's true USP. The
reasons your salesperson or client believes people choose
a product or service are not always accurate. Clients often
tell listeners that customers choose them because of “their
people.”They are usually wrong. If a commercial’s unique
selling proposition does not provide a major “benefit
sought” by the customer, it simply won't work.

6. Thou shalt ensure the message givenis the message
received. Here's the critical lesson that is most relevant
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for radio sales today. Programmers thought their stations’
music was great, then discovered through research that,
from the audience’s perspective, it wasn't that good after
all. The same occurs now with commercials: The message
clients think is being delivered to their customers isn't the
message received.

7. Thou shalt test thy commercials. The same lesson
radio learned many years ago about programming music s
relevant for radio sales departments today: Stations should
look at song selection only from the target audience’s
perspective. In the future, commercials should be similarly
tested to determine if the message sent is the one received,
is strategically correct and enticing enough that customers
will actually respond to the offer, and is illustrative of the
target’s thoughts about the brand — both positive and
negative. It’'s a new, strategically significant arena.

8. Thou shalt optimize all thy campaigns. “Average
frequency” of a campaign is misleading. Therefore, it's
important to perform a frequency distribution analysis
for campaigns to optimize the number of people who are
effectively exposed to a commercial.

9. Thou shalt admit when thou hath not the proper
skills. If you don’t know how to analyse commercials
properly for their effectiveness and schedule optimization,
get help from someone who does.

10. Thou shalt ensure that thy radio campaigns deliver
on their promise. Again, radio must be the best medium
atdelivering on its promise to generate the best results for
clients.This is critical considering all the newer digital and
social marketing initiatives available to your clients and

bombarding their target consumers. The future of radio
depends on it.

The single thing that will have the most significant impact

On improving your station's relevance to the listener and

generating more revenue is professional testing of radio
media campaigns. INIC

Neal Gallagher and Mike Anthony are co-owners of the Neal Gallagher Company.

www.radioink.com




ince coming to the NAB in 2009, President and CEO

Gordon Smith has built a reputation among many in

his broadcast constituency for savvy and determined
leadership. Here, he shares some of his goals — and one
that’s not on his radar — over the coming years.

What are the biggest issues facing radio broadcast-
ers over the next three years?

There is an ongoing debate within our industry about
whether radio’s future is radio chips on mobile devices or
online streaming. I think that’s a choice every broadcaster
will have to make individually. NAB’s role is to ensure
regulators and lawmakers provide for both platforms to
thrive.

Broadcasters’ deal with Sprint has put the NextRadio
app on millions of smartphones and drawn rave consumer
reviews. This could provide a template for working with
other wireless carriers to equip millions more radio-
capable mobile devices. From a public-safety perspective
alone, this would be a valuable resource during an emer-
gency when the power goes out and wireless networks
are congested.

Streaming apps have also become popular with listen-
ers and a strong competitor to music services like Pandora
and Spotify. There have been over 300 million downloads
of iHeartRadio alone. The Copyright Royalty Board will
be setting new streaming rates at the end of 2015, and
there has been a push by record labels to impose onerous
charges on radio stations for their online streams. NAB
strongly opposes any effort to inflict costly streaming rates
that threaten the future of radio stations’ online streaming
services.

Efforts to institute a performance tax on radio stations
are also a constant threat to our industry. We will con-
tinue to educate members of Congress about the harmful
impact a performance royalty would have on radio’s ability,
especially small and independent stations, to serve their
local communities.

The FCC’s quadrennial review of media-ownership
rules is also woefully late. NAB believes a comprehen-
sive review of the books would reveal many out-of-date
regulations in today’s world. The radio-newspaper cross-
ownership ban is an example. If a radio station wants to
buy a newspaper in its market and save journalism jobs
and preserve investigative reporting, why would the FCC
oppose that?

Lawmakers are also looking at tax reform legislation,
and one proposal could have a devastating impact on
local advertising. Draft legislation now in Congress would
change how businesses deduct advertising expenses,
which could cause thousands of businesses to pull back
advertising dollars. With advertising on local radio having

www.radioink.com
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a stimulative impact of over $435 billion in GDP and gen-
erating over 600,000 jobs, any change to the deduction
of advertising expenses would cause serious harm not just
to the radio industry, but to America’s economy as well.

Where does AM revitalization stand today?

I'm grateful 1o FCC Commissioner Ajit Pai for cham-
pioning AM revitalization and applaud Commissioner
Mignon Clyburn for opening this proceeding while
acting chair. The FCC just finished its initial collec-
tion of comments on AM revitalization.
The NAB submitted comments on a
number of the commission’s propos-
als based on member input, including
the expansion of FM translators, the
elimination of the ratchet rule, and
modification of daytime and nighttime
coverage areas, among others.

AM radio stations are valuable
resources for communities throughout
the country. They are a source of infor-
mation during times of emergency and
significant job creators. They also pro-
vide greater diversity in media — about
two-thirds of minority-owned radio sta-
tions broadcast on the AM band.

Will the Local Radio Freedom Act
ever come up for a vote?

First, let me thank the over 215 representatives and
senators who have voiced their opposition to an onerous
performance tax on the local radio stations on which their
constituents rely NAB continues to urge lawmakers to
lend their support for the resolution.

Agreements reached in the past few years have radio
groups paying performance royalties to record labels in
exchange for lower streaming rates. These agreements
are a sign that the private market is working and heavy-
handed government intrusion would disrupt the free
marketplace.

Do you have any yearning to run for public office
again?

It was an honor to represent the people of Oregon, first
in the state legislature and then in Washington in the
Senate. I want to put the rumors to rest, though, and say I
do not have a desire to return to public office. I would
rather run for the border than for public office. I still have
a desire for public service, and I fulfill that by advocating
on behalf of America’s free and local broadcasters. INK

Debarah Parenti is EVP/GM for Radio Ink. E-mail: parenti@aol.com.
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tarting on page 14, you'll find our

interview with Farshad Family, Nielsen's

senior vice president, local media product
leadership. Radio falls under his purview.
Nielsen of course plays a vital role in the
financial future of the many medium- and
large-market radio stations that rely on accurate
ratings o tell their story with by-the-numbers
media buyers. Before our interview we asked
100 radio owners — some from our list of the
40 Most Powerful People in Radio list — as
well as general managers and market managers
in all market sizes what they need to see from
Nielsen in the years ahead to make this new
relationship a win-win for everybody. Here's
some of what they told us.

Listening of over 200 quarter-hours is considered “Super
Heavy." Obviously stations have Super Heavy listening,

which creates the P1 audience, but Nielsen should have

afail-safe system to flag listening beyond 200 quarter-

hours, which will drastically affect a book.

A deeper dive into language

How can Nielsen Audio help the industry better understand listening weighting. Right now
behavior? We need a deeper understanding of in-car listening, weekend Nielson will not language-
listening, cell phone usage, headphone usage. weight in markets with less

than 20 percent Hispanic.

Bring PPM to more markets, ASAP. Two different
methodologies is crazy. We have two different

currencies, and it makes it difficult to talk to media

buyers. We need uniformity.




A better job with language-of-preference research. They basically ask an open-ended
question: “What is your language of preference?” The answer they get more often than not is
English. Sometimes that's true, and sometimes it's because the respondents wants to fit in and
think it's the expected response, or the respondent is nervous and doesn’t want anyone visiting
them. I've proposed asking about language of preference, where they buy groceries, three
favorite TV shows, things like that. If the answers above are English, Ranchero Market, and

threg Univision novellas, do you think the English answer is actually correct?

I've had years of
frustration with the

arbitrary nature of the
beast. We are the

only business where

you can have a great

sales staff but not
look like it because of
the X factor, ratings.

Conversely, you can
have a mediocre staff
or worse, a bunch of

order takers, if you are
1 or 2 in the ratings

consistently. How

many good people
have lost jobs because

of poor ratings and
thus poor revenue?

When are the AM/FM ratings going to be one
number between on air and online? It doesn’t
matter if they are engaging in our audio content
on air or online: Listeners are listeners. We are
quickly moving past separating the two. Plus
we're too caught up in the semantics. We are in
the content business, and the device that people
choose to engage with our content is up to them.

In today's technology-driven environment for audience
measurement, transparency is key. We need knowledge of
Nielsen Audio's ideas for improvements and an in-depth look
at their challenges in our individual markets. Most of all, we
need Nielsen Audio to focus on accurately measuring our
listening when- and wherever it occurs.

The PPMs seem clunky and out of date. With the explosion
of over-the-air listening through mobite/portable devices, it
would make sense to embed a certain number of wireless
mobile devices with an encoder. We could greatly increase
the sample size as well, and it could simultaneously measure
on-air and online listening.



|t Takes Tenacity, unning And Sped
To Successtully Collect Elusive
Media Receivables.
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Szabo Associates, Inc.
3355 Lenox Road, N.E.. 9th Floor
Atlanta, Georgia 30326
404-266-2464
FAX 404-266-2165
www.szabo.com
info@szabo.com

Media receivables can be very tricky
to capture. They're quite skilled at
camouflaging themselves with excuses
and promises. A difficult economy
gives them even more cover to hide
behind. They're masters at delaying
tactics. Then before you know it,
they’re gone. Escaped. And you're left
with nothing.

That's why you need a professional.
One that knows the media collections
landscape better than anyone. That's
why you hire Szabo. Szabo Associates
wrote the book on recovering slow and
seemingly uncollectable media receiv-
ables when we became the first media
collections company over 40 years ago.
Our experience and history of
tenaciously tracking and retrieving
client’s money is unrivalled. Time-
tested instincts guide us in using the
right mix of subtlety and strength to
achieve your collections quickly and
effectively, without damaging valuable
business relationships.

We've honed our skills over time.
We've adapted to the changes in today’s
media, a rapidly moving target. Our
specialized divisions have expertise in
internet and social media, programming
syndication, and product licensing, as
well as all traditional media. Our
proprietary database, DebtorNet, has
data on over 500,000 agencies and
advertisers that have been placed for
collection. It is the most powerful
media collection resource in the
industry. No wonder so few accounts
escape us.

Are you swamped by slow and
no-pay accounts? Then move quickly.
Szabo can pick up the collections
process at any stage, but the earlier you
contact us, the better the results. So
hurry. The hunt is on.




In late 2012 ......

announced its plans to purchase
Arbitron, radio’s largest ratings ser-
vice, for $1.2 billion. In 2013, after a
somewhat lengthy regulatory review
by the feds, the transaction finally
closed in September. On hearing about
the deal, radio owners and managers
were hopeful that the much bigger
company, with a tremendous amount
of additional resources, would pro-
duce a better product for the industry.
But they were also concerned that a
company so large might swallow up
Arbitron, push radio aside, and not
put the necessary focus on improving
the technology and products radio
needs to help grow its revenue.

What the Nielsen hierarchy has
said so far has pleased many decision-
makers in our industry. Nielsen execu-
tives have stated how committed they
are to radio and how confident they
are in the sector. Right out of the gate
they announced a 6 percent sample
size increase in PPM markets, which
obviously rubbed radio the right way.
So far, so good. But we live in a “What
have you done for me lately?” society,
and with all the money radio stations
plow into the ratings service, they
want to see some action.

Nielsen has been working on sev-
eral new projects that will provide
stations with data on listeners they've
never had access to before. It's also
investing money in technology to
improve the core measurement ser-
vice while moving from diaries to
Web-based measurement in some of
the smaller markets. And, of course,
there’s the biggest project of them all,
and the one product the entire radio
industry has been waiting for: online
and cross-platform measurement.
When will Nielsen measure listen-
ing done on the Web, smartphones,
tablets, and headphones? And will
Nielsen measure Pandora?

Farshad Family is senior vice presi-
dent, local media product leadership
at Nielsen. He leads product strategy
for Nielsen’s local media business in
the USS., including local television and
audio audience measurement. In this
Q&A, he gets the radio industry up
to date on what Nielsen has in store
for radio.
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Nielsen is a much bigger company than
Arbitron. You have more resources.
If 'm a client, what can | expect from
Nielsen that | wasn't getting from
Arbitron?
| A couple of things. Nielsen made a
| big bet in radio and audio by acquiring
Arbitron. It’s a big business for us. We have
| a lot of confidence in the sector. That's
| why we made the investment. We want
to support the industry. That's why we are
(] making the investments in the core mea-
‘ surement service.
‘ We want to expand the service that
, we're providing to our clients. That's why
we want to move quickly and aggressively
into digital audio measurement. That’s why
we want to move quickly and aggressively
into making the link between what people
are listening to and the products and ser-
vices they are buying so that we can help
radio ad sales. It is a vote of confidence in
the sector. We want to continue to expand
our relationship with our radio clients.

What do you see as the measurement
challenges and opportunities for radio?

For us, there are three focus areas with
audio and radio. The first is, we want to
continue to invest in the core measurement
service we provide today and improve it.
Second, we know that measuring digital
audio is important, and we want to launch
that service.

The third focus area for us is linking
listenership data/audio data with purchase
data, or consumer transaction data, to help
our radio clients make a clearer case of the
ROI advertisers get with radio advertising,

Proving return on investment is one of
radio’s biggest challenges.

We want to take our audio listening
data and link it to different data sets,
based on the category we're talking about.
The first proof of concept we did linked
the audio data with credit card transac-
tions. The proof of concept focused on
categories like quick service restaurants or
movies or retail — essentially anywhere
you could use your credit card. What we
are able to show is, people who listen to
a certain format, what kind of behavior
they exhibit when it comes to going to
the movies or when it comes to spend-
ing money at quick service restaurants.
We were able to highlight which formats
deliver audiences that spend more money
at the movies compared to another. Our
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data is granular enough that we can drill
down to station-level information and
look at it from that perspective.

The second one we're working on
is related to auto. Obviously, auto is an
extremely important category for radio.
We know one of the links we need to
make is the link between what people
are listening to and their auto-ownership
characteristics. When a radio client is
going to a particular auto brand and mak-
ing a pitch for why their station or cluster
of stations is important, they can show
the type of auto-ownership characteristics
that audience has. I should say that all
this linking abides by all of our privacy
guidelines and it is all anonymized data.
We take privacy very seriously. All of those
safeguards are in place. This is all report-
ing that is done on an aggregate level. No
individual information is compromised.

“NIELSEN MADE
A BIG BET IN
RADIO AND AUDIO
BY ACQUIRING
ARBITRON. IT’'S A
BIG BUSINESS FOR
US. WE HAVE A LOT
OF CONFIDENCE IN
THE SECTOR.”

Is this something you plan to do a cer-
tain number of times a year?

It’s at concept stage. We are eager to
get this information out to our clients and
have them give us feedback. We will be
looking to productize it so they will have
regular access to it on an ongoing basis. We
haven't figured out the details in terms of
what the rhythm of it is going to be, but
we want it to be easy to access. We want
to give them the ability to slice and dice
the information, because obviously every
company, every radio station, will want to
develop their own ad sales strategies and
attack different categories. We really need
to provide a product that has enough scale
and flexibility to serve our various clients.

You said Nielsen wants to continue to
invest in and improve the core measure-

ment service. Can you be more specific?

When it comes to the PPM sample,
we’ve announced a couple of things. First,
we seek to improve the stability of our rat-
ings. We want to do that by expanding the
sample size where the need is the greatest.
Across the entire PPM footprint, we're going
to implement a 6 percent increase in the
panel size. That panel increase is going to
be focused primarily in some of the smaller
markets (numbers 31 to 48). In some of
those markets the increase is going to be
somewhere around 20 percent, or as high
as 20 percent. That larger sample is going
to help increase the stability of the ratings.

The second thing we want to do is
improve the utility of our ratings when it
comes to doing analysis on some of the
minority audiences. We're looking to do a
sample increase, or what we call a “booster
sample,” for the minority demographics
in some of our larger markets, probably
focused in the top 20. We haven't figured
out the numbers exactly; we're still working
through the math. It’s going to be focused
on the Hispanic demographic, the black
demographic, and potentially some of the
younger demos. The booster sample would
allow greater granularity of analysis. You will
be able to drill in more. And, because it will
be a larger sample size, it will also help the
stability of the ratings.

The third thing we announced for the
overall improvement to the core measure-
ment is improving the encoding monitoring
service. Obviously, the transmission that
happens from the individual stations has to
be encoded with the Nielsen Audio code so
that the PPM can pick it up. We've gotten
feedback from some clients that they would
like an improvement on monitoring of that
encoding, in case it does go offline and it's
not working, they get alerts more quickly,
because it is so vital for ratings purposes. We
are working on that as well.

Do you know if there is going to be
any increased cost to stations with
the additional samples and additional
products?

I don’t have any specific costs to share
with you. I think one of the guiding prin-
ciples for us is we want to earn our fees
when it comes to the services we provide
to our clients. We take it very seriously
that we have to demonstrate the value that
we are bringing to the table. That is how

we approach any pricing discussion or any
fee discussion.

www.radioink.com
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About the Hispanic and African-
American sample size: How close do
you think Nielsen is to getting that
right?

As of today, we do a good job of repre-
senting the Hispanic and African-American
audiences from a sample-representation
point of view, in terms of the makeup of the
sample. The reason we would do this booster
sample is to allow greater granularity of
analysis for these specific demographic slices
of the market.

I would have to rely on my measurement-
scientist colleagues to probably give you
more detailed answers, but that would be my
high-level take on it.

Do you think PPM is the way we're
going to be measuring radio into the
next 10 or 20 years? Or is something
better going to come along?

Part of that answer will have to be related
to how consumers consume audio content.
We know that they are using digital plat-
forms more. That is one of the reasons that
digital audio measurement is a top priority
for us in 2014. We are keen to provide cover-
age of that platform as soon as possible. The
guiding principle there is we want to follow
the consumer. If the consumer is embracing
those platforms, then we want to do that.

If you are asking me what is going to
happen in [0 to 20 years, it is impossible
to predict. If it is on digital platforms, it is
going to be a different approach, and I can
talk a little bit more about that. If it is an
over-the-air environment, I am sure by then
we will have moved on to more advanced
measurement techniques, beyond PPM. We
are always working on improving our mea-
surement tools and techniques in our R&D
labs. We would expect our technology to
advance.

Do you expect there will be changes in
the diary markets?

This spring, we are doing our next test of
our electronic diary, which is a Web-based
platform for collecting the same informa-
tion that is today collected via paper. Our
plan there is to slowly, over time, migrate
more and more over to an electronic mode
of collecting that data. I know we are fairly
advanced in our testing of this. If this test
goes well this spring, we will want to start
moving it into production in our diary
markets soon. I don’t have an exact timeline
to share with you, but we want to move as
quickly as possible to, again, adapt to what
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“] THINK ONE
OF THE GUIDING
PRINCIPLES FOR

US IS WE WANT TO
EARN OUR FEES
WHEN IT COMES TO
THE SERVICES WE
PROVIDE TO OUR
CLIENTS.”

is relevant to the marketplace and how con-
sumers want to interact with us.

We wouldn’t do a wholesale change
overnight. I see it as a slow migration. For
certain demographics and certain markets,
the paper diary still works quite well.
But, as you might expect, for some of

the younger demos, we might have bet-
ter success using an electronic means for
collection.

Does that allow you to do more sam-
pling in a specific market, or would it
still be the same amount?

We haven't figured out sample size yet. It
is 100 early to tell.

Do you plan to add any more PPM
markets?

No plans currently to go beyond the
48. It’s a question we've been asked fairly
frequently. It's an economics question. If we
think there is client demand and our clients
can support that level of service in a market,
then we would love to expand. But currently,
there are no plans.

The big question, of course, is the

digital ratings and measurement on

so many new and different platforms.

What is Nielsen's goal there for radio?
The approach that we’ve started to
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sketch out and share with the industry is,
we want to measure audio consumption
at the point where it happens. What that
means is, we have a meter, a digital meter
if you want to call it that, a software-devel-
opment kit. It’s essentially lines of code, or
software that we want to ask our clients to
put into their apps, to put in their players
that they have on their websites. That will
allow us to measure consumption as it’s
happening, at the point it's happening, and
will also allow us to measure it on what we
call a census basis.

We would not rely on samples for the
digital listening. We would be collecting it
on a census basis — a census approach is
different than the traditional approach. We
feel strongly that measuring consumption
at the point at which it happens, and the
idea of putting our SDK into the various
players or apps that our clients have, is
different from taking the approach where
you rely on server logs from back-end
systems. We know it's important to be
able to link a reliable demographic to that
listener.

There, we want to leverage existing
Nielsen infrastructure where the digital
measurement that we provided with video
space — infrastructure that leverages
technology called OCR, online campaign
ratings. That is a product we have in the
digital space and video space that’s already
used to measure digital media consump-
tion. It gets demographics from our data
partners. We are able to tie demographics
to audio consumption that we pick up
through our meter and then are able to
report that in a format that the industry
is able to use.

If I'm listening to a radio station on
my phone, through the station app
or iHeartRadio, how are you going to
know what my demographic is?

We have developed a proprietary way
that allows us to connect with third-party
data partners to provide us with demo-
graphics. Others in the digital space have
demographic information, and we are able
to leverage that.

To keep it simple and not get too
technical, I will use a PC example. As you
go through different websites and click
around the Web, you are leaving a cookie
trail. One of the ways in which people are
identified on the Web is through cookies.
That is one mechanism that our third-
party data partners can use to identify your
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“WE KNOW THAT THE
AUDIO LANDSCAPE IS
CHANGING. KEEPING
WITH OUR MANTRA
OF FOLLOWING THE
CONSUMER, WHETHER
ITS BROADCASTERS OR
DIGITAL PURE-PLAYS,
WE WANT TO BE ABLE
TO MEASURE IT ALL.”

demographic. Again, all privacy-protected.
I can't stress this enough — we take pri-
vacy very seriously. This is all done at an
aggregate level. We don't ever drill down
to an individual person. We aggregate on a
level to say all males 18-49, or all persons
25-54.

What if | delete my cookies regularly?

We don't rely solely on third-party part-
ners. We also have to come up with our own
calibration methods to account for instances
where a person that consumes a piece of
content was not identified. There is addi-
tional calibration that we have to do on top
of some raw data that is collected from our
third-party partners.

So if I listen on my phone, my iPad,
my computer — if I'm using the station
player, I'm going to be recorded?

Yes. We would pick up that listening
wherever it’s happening. Smartphones,
tablets, Android, iOS — all the different
flavors that are out there. As long as our
meter is in there, we would be able to
pick up that listening. We're taking the
same exact approach on the video side.
You may or may not have seen some of
the headlines around what we are doing
in the TV space, but we've announced that
we can give mobile TV ratings starting
in fall of 2014. Obviously some of the

details are different, but the basic concept
is the same.

Wha_t if I have a local station on, but I'm
outside doing yard work? And for three

hours I'm not even really listening, but
the station is recording me.

That gets down to editing and crediting
rules for how we give credit to stations
for listening. Some of those — we haven't
worked through all of that. You are right,
there will have to be some edits that hap-
pen to all the data that we pick up. Again,
we are going to have a lot of raw listening
data coming in to us. We will have to apply
some rules against it before we aggregate it
into ratings data.

So let's say you have the online rat-
ings from the embedded players and
you also have over-the-air ratings. How
are you going to put it all together so
a salesperson can go to an advertiser
and say, “These are the real numbers”
in a way the advertiser can understand
it?

Again, we are still working through the
details, but the way we want to approach
this is for content that is simulcast, same
content and same commercial load, wher-
ever it is broadcast, whether it is through
an app or a website, wherever it might be,
we measure that through our new digital
measurement means and then we make it
additive to our existing number that we
produce so that our radio clients can show
the total audience to advertisers.

Of course, they can break it out if they
want to, but we know it will be important
for it to be additive and to be able to talk
about one number, if it is a pure simulcast.
We know, obviously, there is content that
won't necessarily be simulcast, that will be
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dynamically surveyed out. We want to treat
those separately We want to show them
different streams. I think our radio clients
want to monetize those differently because
the commercial load is different. We will
split that out and report it separately. But
if it is a pure simulcast, we do want to be
able to make it additive so that it is simple
to talk about.

Does podcasting and content not
broadcast over the air fit into any
of what you are looking at with
online ratings?

That is not immediately at
the top of our list for things we
are tackling right out of the gate.
We want to tackle content that
is broadcast either on a simulcast
basis, or even with dynamically
inserted ads. Based on our assess-
ment of all the content that is out
there and the advertising inventory
that our clients will want to be able to
monetize, we want to be able to focus
our efforts there first, and then branch
out from there and capture other fla-
vors of audio content that are out there.

How do you provide the stations
the ratings if they are not simulcast-
ing the signal 100 percent?

We will still measure it. We will split
it out as a separate line and show it as a
separate entity, if you will, as a separate
channel, but we will still provide the mea-
surement.

How do Pandora and iHeartRadio and
the online pure-plays fit into this? Is it
going to be for everybody when it is
ready?

One of the things we have been say-
ing fairly consistently from when the
acquisition closed was that we want to
measure audio in a comprehensive man-
ner, in a holistic manner. We know that the
audio landscape is changing. Keeping with
our mantra of following the consumer,
whether it's broadcasters or digital pure-
plays, we want to be able to measure it
all. So this approach of measuring digital
would also work for players like Pandora.
We would also look to have our meter in
various Pandora applications so we can
understand the size of their audience as
well, and be able to report them separately.
They are not a broadcasting medium.
They provide a one-to-one experience,
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with dynamically inserted ads. We would
report them just like we would other radio
clients that provide a dynamically inserted
ad experience.

“OBVIOUSLY, AUTO
IS AN EXTREMELY
IMPORTANT
CATEGORY FOR
RADIO. WE KNOW
ONE OF THE
LINKS WE NEED
TO MAKE IS THE
LINK BETWEEN
WHAT PEOPLE
ARE LISTENING
TO AND THEIR
AUTO OWNERSHIP
CHARACTERISTICS.”
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If they are not simulcasting, if they
are inserting ads, will something be
provided to Pandora that includes the
radio stations?

Right now we’re working through the
exact reporting mechanics of where the
data will show up and how it will look.
We haven’t sorted that out. In terms of
approach, what we are thinking is that
there is one treatment for broadcast con-
tent, one-to-many, in the simplest terms.
Then there is different treatment for one-
to-one content.

When do you think it is going to
be ready?
In the first half of this year,
2014, we want to be working with
our radio clients to get them to start
to install our meter, test our meter,
understand how the SDK works, and
to work through some of the technical
details and the engineering details, get
them comfortable with it. Once we get
through that, then to be able to start to
produce reports from it.

I won't share exact dates with you,
because we haven't buttoned it up yet,
but we do want to come out with a more
formed timeline soon, so that the indus-
try gets a sense of where we are headed
for the rest of 2014. We do want to move
fast. We know there is a lot of interest in
this topic, so we are moving as quickly
as we can.

Do you think this additional measure-
ment will bring us to the conclusion
that there are more radio listeners

out there than the industry is getting
credit for? And will it will lead to more
revenue?

In terms of audience size, we don't
really know until we measure. Because
there is the hypothesis that the audience
is migrating and that it'’s growing, yet to
be measured. I haven't seen any data on it.
You would think that then they will be
able to keep up with audiences and be
able to have independent, third-party,
verified data that shows the size of that
audience. I would think that should be
able to help them in their ad sales story. I
would think it should be beneficial. BNK
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and Dean Goodman of Digity to be the three biggest players
purchasing stations in the year ahead. That's according
to nearly every broker we spoke to in our annual Special Report
on mergers and acquisitions in the radio industry. While radio’s
biggest companies continue to pay down debt and figure out how
to spin off stations they paid too much for before the economy
tanked, Wilson's, Warshaw's, and Goodman's companies are
well positioned financially to grow and are finding multiples to be
in a very affordable range. So what are those multiples? Is now the
right time for first-time buyers to jump in? Where is the financing
coming from? And should the FCC get involved to help the radio

I ook for Larry Wilson of L&L, Jeff Warshaw at Connoisseur,

i ’

CRYSTAL BALL

HERE'S OUR 2014 PANEL OF BROKERS:

Larry Patrick, Managing Partner, Patrick Communications
Elliot Evers, Managing Director, Media Venture Partners
Doug Ferber, CEQO/CCO, DEFcom Advisors

Doyle Hadden, President, Hadden & Associates

Robert L. Heymann, Director, Media Services Group/Chicago
Ed Henson, President, Henson Media

industry in any way? To answer those questions:

Radio Ink: How were the last 12
months? Both on the broker side and
at your stations, being that you also
own and operate stations.

Patrick: Well, on the brokerage side, we
had a pretty darn good year. I would mark
the year as a solid B+. A good year. On the
radio side, I think we were steady — up a
little bit. We operate in small markets out
in the Rocky Mountain region, and we're
fortunate on one hand that we're sort of
the dominant players in most of our mar-
kets. We've had good relationships with
most advertisers for 15 years now. I would
say, overall, the M&A activity is looking
much brighter than it has for a while.

Certain things that I look for: the for-
mation of new groups, or the expansion of
current groups. You see Digity, with Dean
Goodman, suddenly make a big acquisi-
tion, and I know there’ll be some more for
him coming shortly. You see Jeff Warshaw’s
Connoisseur buying more stations. Our
phone has been ringing pretty heavily,
from two different groups that have 20
stations-plus and want to grow. They've
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been cautiously quiet for several years,
watching the economic storm swirl about
them. But they're confident now that
things are good; they realize pricing is way
down from where it had been and prob-
ably isn't going to escalate dramatically.
And this is probably a good time to get in.

Radio Ink: Were you surprised with
what you saw in the last year, or was it
as expected?

Patrick: I think it was as expected. We
took a big tumble five years ago, and
we're steadily climbing back up. The pace
of movement forward is up a little bit, not
dramatically, from where it was 12 months
ago. But again, Wall Street is being a
lictle bit more supportive of some of these
broadcasters and the groups. And I think
that, if we were crawling, then we started
to walk, and then maybe we can get into a
light jog here going forward.

Evers: I was not surprised. Pleased,
would be the word. The multiples are
not good, but the key event is that seller
expectations have now come into line with

buyer willingness. There’s been a fairly
significant number of deals done. That is a
notable contrast to three years ago, when
the lenders who have been financing the
industry’s growth and consolidation were
waiting, hoping for higher multiples or
different outcomes. We're coming into the
sixth year of this workout phase and there
are not that many names left that are over-
levered and need to sell.

Ferber: 1 wasn't really surprised. I
thought by now there would be more stuff
sold. Right after the crash, if you talked to
the bankers that were worried about their
loans during 2009 and 2010, they said not
much was going to happen until 2013.
Everything is still kind of being pushed
back. Business is what it is, where some of
these companies are slow- or no-growth.

Hadden: It was anticipated, with the
economy turning around and a lot of
changes going on at the FCC — but
mainly, the confidence of the buyers in
picking up some of these stations that
have been spun off by consolidation. It all
relates to the economy and the availability,
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think in "11 and "12 and "13 it
came back gradually. Last year it
came back very strong, and this
year is going to be even better.

Heymann: 1 think it was about
as expected. There weren't any
major bombshell divestitures or
acquisitions.

Henson: The activity is not the tide
lifting all boats. I think you have pockets
of activity. I think it is not like it was, obvi-
ously, 10 or 15 years ago, where there was
a lot of activity across the board. I think
you see certain buyers out there buying
things, and they are creating a lot of activ-
ity. What I see is strategic sales going on.
I see people wanting to buy a station to
expand their group or to supplement their
group, with the synergies of their group. I
don't see as many people out there build-
ing groups as we did 10 or 15 years ago.

Radio Ink: What are the multiples in
20147

Patrick: The YMF deal in New York City
was seven times. I'm not seeing too much
higher than that anywhere. Larry Wilson
bought a very solid cluster in San Antonio
and paid 6 1/4 times. Dean Goodman is
looking at deals mostly in the 5 1/2-
times range, if he can get them. And
I think what we're seeing is smaller
markets are going to be in the five
range, maybe a little better; mid-
dle markets are going to be in
the six range; and the big stuff
is now in the seven range.
And maybe if something was
something extraordinary, you
could do a little better than
that. But I think you've got
pretty disciplined buyers that
aren’t willing to go back to the
days of 10- and 12- and 14-
times, like we used to have.

Evers: About six times. I would
say that the midpoint, or the point
of equilibrium, where deals are gen-
erally happening, is 6- to 6 1/2-times.
Sometimes it is 5 or 5 1/2 for lesser-
quality assets, but 6 is really the right
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“WE TOOK A BIG TUMBLE
FIVE YEARS AGO AND
WE’RE STEADILY CLIMB-
ING BACK UP. THE PACE OF
MOVEMENT FORWARD IS UP
A LITTLE BIT, NOT
DRAMATICALLY,
FROM WHERE
IT WAS 12
MONTHS AGO.”
Larry Patrick

number when you are looking at the
industry globally.

Ferber: Six and change. In 2003 guys
were buying at 12-times. Today, and this has
held up pretty well, anything that was pur-
chased pre-crash — and really there wasn't
any activity in "06-'07, is now worth about
25 percent of what you paid for it.

Hadden: If you're Larry Wilson buy-
ing, youre at 5 and 6. But if you're

“UNFORTUNATELY, | DON'T
SEE A LOT OF NEW NAMES
COMING INTO THE INDUSTRY,
YOUNG BROADCASTERS,
WHETHER FIRST-TIME OWNERS
OR OTHERWISE, BECAUSE IT’S

SO DIFFICULT TO
RAISE CAPITAL.
1 WOULD LIKE TO
SEE MORE OF
THAT.”
lliot Evers

Heymann: That’s a terrific
question, and a question I think
all buyers and sellers would like
to get a handle on. It's my opin-
ion that the multiple range for

cash-flowing radio properties —

particularly FM — is in the 6 to

7 1/2-times range. There are some
sellers who still have a mindset that
their “baby” is worth more than the
reality of what the market is telling other
potential buyers and sellers. As a result,
there are still some holdouts. Which is
fine. That’s their prerogative; they own the
stations, they can do anything they want
with them. I think that as time goes on,
however, sellers will see what the actual
multiples turn out to be of closed transac-
tions, and they will get more comfortable

with this new reality in 2014.

Henson: If you are in a small or medium
market, 8-times is pretty much a non-
starter. At 8 times, you would have to have
a lot of other things to justify a multiple
like that, whether it's great growth poten-
tial, they just got another FM station,
something like that. Five and a half to 7
is the range. A lot of the deals that I do
or that I see are not necessarily multiple-
driven.

Radio Ink: Where are buyers get-
ting money these days?
Patrick: In the small and
medium deals, they're being
created like they did years ago
— sellers are having to help
finance pieces of it. In the
bigger deals, they are finding
some people who are bring-
ing in money who haven't
necessarily been in broad-
casting heavily. Some equity
players are coming in — either
back in or coming in for the
first time.
Larry Wilson has gotten a sig-
nificant influx of equity investment
from a very strong partner who has not
really been a broadcaster in the past, but
they believe in him and his story. So,
if you're going to pay 6-times, you're
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b S ool
with or financing — some-

one takes a note or a consulting
agreement.

Once you get bigger, once
you get to, say, Jeff Warshaw’s
size, and you've got an equity
player with you and you start pro-
ducing very solid cash flow, then
you're able to grow to buy Nassau,
to buy Buckley, on the strength of
your own balance sheet and the fact that
you've got excess buying capacity based
on the performance of your other stations.

Evers: That is an interesting evolu-
tion in the industry. We've seen a rota-
tion from growth-oriented private equity
shops, the Alter Communications of the
world, Arlington Capital, names like that,
into yield-oriented vale investors. As the
multiples in the industry have come down,
the industry is still throwing off signifi-
cant amounts of cash and cash flow. We are
seeing family offices and hedge funds who
are looking for yield replace the growth-
oriented equity shops.

Ferber: When you talk to the banks that
go to the conventions, they say they are
doing deals. But it has to be $50 million of
loan value, and it equates to about a mil-
lion-dollar deal, and all the moons have
to line up. It's got to be perfect. So that
doesn't leave really any available financing
for the lower market. Other than Summit
Media, I don’t know of any other loan
generated on any kind of scale other
than that.

Hadden: We've had a couple
of clients who have gone to
Wells Fargo and also other pri-
vate sources to get money. The
financing has eased up a bit.
When you see Wells Fargo doing
it, you know others are going to
follow suit as well.

Heymann: Money sources,
either debt or equity, if they see
good opportunities in a growing
industry, will gravitate there and make
lending or equity investments in that
industry. The problem with broadcasting,
particularly radio in America in 2014,
is that there is no growth in the overall
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“PRICES HAVE NEVER BEEN
BETTER. WHEN YOU FIND
THE MERCHANDISE IS ON

SALE, YOU START RUNNING

TO THE STORE SO YOU GET

THAT MERCHAN-
DISE AT THE

BEST PRICE.”

— Doyle Hadden

industry revenues, other than nice growth
in the online/digital areas. But with spot
radio down, and that constitutes the over-
whelming majority of revenue that a station
receives, even with significant growth in
online/digital, that still doesn’t equate to
overall increases in industry revenue. And
o, money sources will continue to not be
very enthusiastic about investing or lending
to an industry with little or no growth.
Henson: You still see people trying to
get their first station. I think it is always

“TODAY, AND THIS HAS
HELD UP PRETTY WELL,
ANYTHING THAT WAS

PURCHASED PRE-CRASH IS

NOW WORTH ABOUT

25 PERCENT OF

WHAT YOU PAID
FOR IT.”

— Doug Ferber

with can get :
the most important thing i
confidence in the individual.

I still see local bank financing

in these small and medium mar-
kets. I think people talk multiples,
and certainly in a lot of the bigger
markets, bigger deals are multiple
driven. But I don't find that to be the
case so much in the small and medium
markets. It's not the driving factor.

A friend of mine bought a group of sta-
tions. I was asking him what the multiple
was, and he said, “Ed, I really don’t know.
We just negotiated a price.” I think I find
that to be the case in some smaller-market
deals. People are aware of the multiples,
but it is basically just what they can nego-
tiate.

Radio Ink: Is now the right time to get
into radio ownership?

Evers: If you have access to capital,
now is a good time. But if you don't have
access to capital, it's pretty tough for a
first-time buyer. The industry has been
battered around pretty good. You would
have to have a relationship with a family
office or a value-oriented hedge fund. It
is a management-intensive business, so
if you are an experienced manager in the
industry and you think you can add value,
it’s a great time to be a buyer. But getting

the access to capital in this climate is

very difficult.

Ferber: I would be a buyer. I think

the business is still a great busi-

ness. It’s resetting. We're in a time

of new media and change; the

landscape is different. But I think

what we're finding is that if radio

can keep up with things techno-

logically, getting in smartphones,

etc., that’s really going to be key

in the long run because you've

got to be able to receive radio on

the same platform as the Internet.

Let's assume that happens: Radio will
be very healthy for a long time.

Hadden: Absolutely, absolutely. First-time

buyers or those people who want to expand

their groups, it could not be a better time

www.radioink.com




operationally able io increase
the profitability of the station,
you're still facing overall flat
revenue into the future for the
entire industry.

Henson: An owner, in addition
to paying the bills, wants a station to
do three things. In addition to paying
the bills, you want to be able to pay a
manager, pay debt, and pay dividends. It’s
been my experience that in most small or
medium markets, you can do two of the
three. You can’t do all three. There’s just
not enough volume there. If you have an
y owner-operator in a town of 10,000 peo-
ple, then the manager can be the owner,
and so paying the manager is the same
as paying a dividend. Then you can just
pay your debt and pay a manager/owner/
operator, and that model works. I think it
still works and is a good opportunity for
people who want to have more security
in their life.

Radio Ink: Who do you think is going
to be the player we see the most over
the next 12 months? Who's really
going to be active?

Patrick: 1 think you're going to see
Larry Wilson be very active. I think you're
going to see Jeff Warshaw be very active.
I think Townsquare will continue to
grow. I don’t think any of the big
guys are going to have a lot of
room to maneuver. I've always
respected Jeff Smulyan at Emmis.
Now they've done a huge deal,
which certainly solidifies them
in New York for a very long
time. I think the Summit Media
people who bought the old Cox
stations are interesting.

Evers: I think Larry Wilson will
continue to be a presence. He’s
got a major equity commitment
from a large shop. Larry is an expe-
rienced operator with a great manage-
ment team. He already has the Triad assets

and the Border assets in San Antonio. I
think he will continue to be an active
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‘] THINK YOU SEE CERTAIN
BUYERS OUT THERE
BUYING THINGS, AND THEY
ARE CREATING A LOT OF

ACTIVITY. WHAT | SEE IS
STRATEGIC SALES
GOING ON.”
— Ed Henson

player. Larry’s target goal, I think, it to
have $100 million of broadcast cash flow.
There is not question that L&L and Larry
Wilson will continue to be significant. I
think Dean Goodman, same comment. He
has capital that likes what he’s done. You
will see Jim Ingstad, people like that, com-
ing back in, opportunistically for markets
they feel comfortable with. It appears that
Summit, Carl Palmer, is going to be active.
Unfortunately, I don’t see a lot of new
names coming into the industry, young
broadcasters, whether first-time owners or

“] THINK THAT, IF WE WERE
CRAWLING, THEN WE
STARTED TO WALK, AND
THEN MAYBE WE CAN GET
INTO A LIGHT JOG HERE
GOING FORWARD.”
— Larry Patrick

, s that it?" Th
well, 'f'éah. In a climate like this
a lot of times, the first group
that’s really serious is probably
the best prospect. Whereas when
times were really good, when you
could put together some really
good auctions, you'd know you
have, five or 10 really good prospects
that are bidding on it. You'd get five or
10 guys submitting letters of intent. You'd
put them on the phone and youd see
what comes out. You're able to do multiple
rounds. The buyers in today’s market know
that there aren’t many guys out there. It
depends on the deal, but Larry and Jeff
have got the ability to close on almost
anything.

Hadden: Larry Wilson is probably one
of the best. Clear Channel is trying to
sort through a lot of their inventory to
see what they can and can'’t use. The odd-
est thing right now with some of these
Christian groups that own AM stations is
that they’re looking to buy FM translators
to pair up with them. So that’s been a
hotspot here with us recently.

Radio Ink: What are your thoughts on
the FCC and whether it can or should
do anything that would help the radio
industry?
Evers: I have worked with the NAB and
some industry groups to try to get the
AM/FM subcaps removed. A lot of
people don’t know what the subcaps
are. In a larger market, you could
have five FMs and three AMs. That’s
something we have lobbied to get
rid of as part of the quadrennial
review, so you could have, for
example, eight FMs. You would
still have a limit of eight stations,
but instead of five and three, you
could have eight in any service.
I acknowledge it would not do
great things for the AM band. The AM
band, there is too much distribution in
American radio to begin with. Frankly, if
you eliminated daytimers — a bunch of, if
you will, underbrush on the AM band — 1
think we would have a healthier industry.

April 7,2014 | RADIO INK | 23




-

ularly

e pe

rsonally, Fwould like 1o see the
commission embrace. Thus far,
they have not.
There are just too many
radio stations in America
chasing too few dollars. You
have kind of low-end AM
players driving rates down
and cluttering up the band.
That’s not good. In the world
of Internet and cable com-
petition that is completely
unbridled and unregulated, to
have these restraints — why five
and three? Why not eight in one
service? That's a specific initiative,
the removal of the sub caps, that I
would think would be quite doable for
the FCC. Having said that, based on how
Chairman [Tom] Wheeler is approaching
the television industry and his, in my
view, excessive regulation of the TV guys,
I have very little hope that anything like
that comes to pass, any time soon. But that
would be something very specific.

Heymann: T would love to see the FCC
have a better understanding of the indus-
try theyre responsible for regulating. They
need to understand the realities of what
a broadcaster is facing in their market in
2014. For example, Commissioner Ajit
Pai, to his great credit, has been advocat-
ing improving or trying to help the AM
service — he came out for that a year ago
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“MONEY SOURCES, IF THEY
SEE GOOD OPPORTUNITIES
IN A GROWING INDUSTRY,
WILL GRAVITATE THERE. THE
PROBLEM WITH BROADCASTING,
PARTICULARLY RADIO IN 2014, IS
THAT THERE IS NO GROWTH IN THE
OVERALL INDUSTRY REVENUES,
OTHER THAN NICE
GROWTH IN THE
ONLINE/DIGITAL
AREAS.”
— Robert L. Heymann

— and yet we have not seen any concrete
steps that the FCC has done to really help
an AM broadcaster, other than some pro-
posals. And so, while talk is great, I would
really love to see the FCC take definitive
action to help the American broadcaster.

I would love to see more deregulation.
Recently the commission came out and
took the stance that they’re not going to
relax the cross-ownership rule. Dave
Oxenford, the noted FCC attorney, made a

the money and a psh'
example of the FCC not
really having a  good
understanding  of  the
economic realities of the
industry that they're char-
tered to regulate. INK
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BROKERS' PANEL:

ELLIOT B.EVERS

eevers@mediaventurepartners.com

DOUG FERBER
doug@defcomadvisors.com

DOYLE HADDEN
haddenws@aol.com

ED HENSON
eddhensoni@cs.com

ROBERT L. HEYMANN
robertheymann@comcast.net

LARRY PATRICK
larry@patcomm.com

IDEAS You

Wish

Youd

Thought Of

Boston GM-

“I've already used 4 of
your Ideas...they work!”

For your own money making copy log on to:

www.starpublishingcompany.com

www.radioink.com




Trade Ad Spots
for Hot Spots

Vacations — 100% Trade

Over 900 stations
use our vacations
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STATIONPROFILE
WSHU/LONG ISLAND

WSHU Celebrates 30 Years —
After Almost Folding

radio station WSHU for 32 years now — which
is amazing in itself, since the university came
very close to giving the license away. A group of local
businessmen were set to take over the station, but the
deal fell through, and Lombardi says WSHU was left
with the license but not a lot of ideas. It took him
18 months to raise enough money ($300,000) to
bring in the minimum number of employees to get
CPB-qualified and to join National Public Radio. That
was in 1984.
Today, WSHU has a $5 million operating budget,
31 full-time employees, and seven part-timers. The
news department has five full-time reporters, two

G eorge Lombardi has been at Long Island public

WSHU

Public Radio Group
L ]

www.wshu.org

Top management (i-r): WSHU rJews Director Nagﬁ Starobin, ¢
b T

el
Morning Edition local hosts, two All Things Considered hosts, L. GM George Lombardi, MD Kath‘hemington. PDM Kused and

and a news director. And Lombardi says he’s still in
growth mode: “Over the next few years, as part of
a capital campaign, in addition to
new facilities, we are hoping to add
more beat reporting. We would have
reporters with maybe only two topics
they are responsible for — education
and economy or government and
whatever.”

The capital campaign Lombardi
refers to is for $9 million-$9.5 mil-
lion, a long way from his $300K days.
If the goal is reached, WSHU will
build a new building. Station licensee
Sacred Heart University is willing to
put up $2.5 million, so WSHU has to
raise the rest from the community and grants.

The community support for WSHU is outstanding. The station
receives no cash from the university; it pays rent and reimburses the
school for electricity and other expenses. Lombardi says, “We are,
for all practical purposes, pretty much financially independent. That
means we are raising that $5 million budget ourselves.”

The WSHU mission is to be a vital resource for news, infor-
mation, and cultural programming, and to make a difference.
Lombardi points out that his team is working hard every day to
grow the news department and to be more local and more visible.
He says, “We are right now working out of an old house that was
converted into studios. We are looking to build a new facility. We
are looking to upgrade to fully digital control rooms. We are look-
ing to do a better job to have more facilities that would allow us
to do more customized programming, so that we could be more
parochial on each of our different frequencies at times, giving
more local programming rather than having everything linked to
one signal.”

]
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Development Director ilian I{v\%erson.

/

As Lombardi has witnessed over three
decades, employees at noncommercial
public radio stations are a special breed.
But, he says, some turnover was bound to
happen sometime. “This is the first year
we have actually had some real turnover,”
he notes. “Typically we would hire one
to two employees a year — one as a roll-
over and one as a new employee, maybe.
Maybe three, two new employees and
one rollover, every year, if someone left

i for whatever reason. This is the first year

‘ L where three people have retired and two
B of our younger staff have actually used the
educational benefits provided by the university and have gotten mas-
ter's degrees in their respective fields and moved on to new things.

“This year, we actually have two new positions created, but five
vacancies created. This is the largest turnover we have ever had, When
we sat down to talk to a consultant about planning for our capital cam-
paign, one of the questions was about the longevity of the people that
work here. So we added up the length of time every one of our full-
time employees had worked here, and we came up with an average of
17.25 years. Of course, that just got blown out with five people leaving.

“People who are here are really dedicated to what we're doing,
they really care about what we're doing, and I have made it a lifelong
project with me, to get this done.” BNK

WSHU is an NPR affiliate that carries many familiar NPR programs,
classical music, and in-depth national and local news. It can be heard
on WSHU 91.1 FM, WSUF 89.9 FM, WQQQ 103.3 FM, WYBC 1340 AM,

WSHU Fairfield County Public Radio (1260 AM, 1350 AM, and 1400 AM)
and www.wshu.org.

www.radiolnk.com
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Jeff Littlejohn

on receiving the

2014 NAB Radio Engineering
Achievement Award
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CONVERGENCE

Wednesday, June 4
8 a.m.-noon
Exhibit setup

Noon-1 p.m.
Registration (Exhibit Area)

1-1:15 p.m.
Opening Entertainment
Brent Cobb

1:15-1:30 p.m.
Opening Remarks
Enc Rhoads

1:30-2:45 p.m.
Keynote

2:45-3:30 p.m.

Delivering Mobile Consumers to the
Cash Register

Today's consumers want it all -- and
want it now. Mobile devices allow
critical interaction to occur anytime and
anywhere. And transaction marketing

is becoming more common. The goal

1s getting your audience to respond
and engage with your client's offers.

It's critical to a successful marketing
partnership and demonstrates your sta-
tion's ability to move the needle at the
cash register for your advertisers -- and
you. How do you *mobilize™ the power
of your audience with mobile applica-
tions that create better, more targeted
and more efficient opportunities for your
station and your clients?

3:30-408
Online Content Innovation: Playing
Offense for Audience Growth -~
A radio content renaissance is
underway, or the most part, it's not
happening oadcast radio. Borrell
Associates p ts TSL for pureplay
mobile senﬂces‘u | grow by 38% over
the next four years -- while broadcast
radio declines 42% over the same pe-

u're | nljing a broad-
edia company,
vation means
increasingly
broadcast-
e above
xisting
media

ficro-

audience and fan needs, and becomes
their go-to source -- and vice versa. But
the promise of social media has some
unexpected glitches that can actually
prevent your station from the exposure
desired, due to changes in systems and
damaging data farms. Find out what
your social media may be lacking and
how to take it to the next level when
our panel lays out strategy designed

to guarantee increased engagement
success.

4:40-5:25 p.m.
Keynote

5:25-6 p.m.
Fourth Annual Convergence Awards

6-7 p.m.
Opening Reception

Thursday, June §
7:45-8:30 am.
Continental Breakfast

8:30-9:05 a.m.

Multi-Platform Content Engagement
Tools and Strategies

How do you successfully distribute con-
tent across multiple platforms without
developing individual versions for every
device? For example, a mobile strategy
might neglect a broadcast platform, and
vice versa. Creating clean basic content
that can be used across multiple
platforms calls for fresh thinking about
the best ways to integrate across dif-
ferent platforms, including social media
and e-mail campaigns Unless you are
‘convinced you've perfected the art, this
is a session you won't want to miss!

8:05-9:45 a.m.

Digital Advertising: The-Keq to
Unlocking Dollars, From the
Perspecti =

In the world of advertising, if it's not

linked to digital mgdiﬂ,%
countable, or if it granular

measurement, it's
panef brings adverti
frank and detailed discu
clients want from your di
and what advertisers need in general

to enhance and increase therr return on.
their investment ﬁﬂﬁlem What do they
ced mqmaﬂly from radl*shﬁ)ns n

2014 Agenda

9:45-9:50 a.m.
InfoPod

9:50-10:25 am.

Tech Investors Reinvent Radio
Silicon Valley's smartest minds have
reinvented products that have revolu-
tionized the world. What if those same
minds reinvent radio? We've assembled
a panel of experts to offer ideas on how
they think radio should respond in to-
day's environment. This session will be
like Shark Tank for radio and chances
are it will not be what you believe or
want to hear, but some will take these
golden nuggets and reinvent the busi-
ness from the inside out.

10:25-10:45 a.m.
Break

10:45-11:15 am.
Keynote

11:15-11:50 a.m.

Digital Sales Strategies to Grow
More Revenue: What We've Learned
About What Works and What Fails,
and Why Some Are Seeing Signifi-
cant Digital Growth While Others See
Little

Before your sellers get through the
door, chances are that prospects
already know all about them, your com-
pany, and what it offers. That's because,
like you, today's clients enjoy access
to data -- lots of data! Digital has truly
changed the sales landscape and the
“rules of engagement.” Yest &37, it
took an average of three calls to make
the sale. Today, it takes 10. How can
seflers get in front of prospects those
10 times before decisions are made?
When you are no longer the primary
information provider, how do you re-
define your role as marketer and more
effectively interact with client through

~ social media -- the uitimate anti-sales
‘tool? This panel offers 10 key social

media strategies for building stronger
client rela 7ps that lead to bigger,

Keynote

el

work. Smart traditional media operators
have learned to integrate digital assets
to maintain viability and success among
audiences and advertisers. They have
done it by redefining their role with both
advertisers and consumers. They know
they are no longer the “final conver-
sation” with consumers. They have
recast their media as a digital driver,
directing traffic to online platforms, and
in the process, they've strengthened
relationships by embracing and helping
enhance the digital experience. This
session will tell you how those tradi-
tional media are adapting and aligning
their media to better compete for bigger
revenue shares in the future.

2:05-2:45 p.m.
Keynote

2:45-2:50 p.m.
InfoPod

2:50-3:10 p.m.
Break

3:10-3:43

Innovators and Inventors: Looking
Ahead on the Digital Highway
Convergence 2014 puts the spotlight
on a few select companies whose
strategles and imagination are ahead
of the curve, providing solutions and
roadmaps that will be driving many

of tomorrow's platforms and adapted
technologies. They'll give you a look at
what's new on the horizon, and you'll
have the chance to follow up later for
information you may want to take back
to your company.

3:45+4:20 p.m.

How Radio’s Automotive Dominance
Will Change: What You Need to Know
to Take Advantage of Changes on
the Auto Dashboard

Radio has always owned the car and
about 50 percent of listening, but now
the dashboard and connected car are

changing consumer behaviors. Learn L y
what Apple, Google, and others have

planned for the car, how technology " \ ‘
impacts how users use their radio and -

how your station needs to adapt ir
order to maintain your dominance. €
how the connected car will ?mpact ad
s and how we se
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JEFFSMULYAN
GUEST EDITORIAL

Why Radio Needs The FM Chip
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six years ago, when the question was asked: “Why is FM

deactivated on smartphones in the United States?” As I've
come to understand the issue, I have become a passionate
advocate, and I've been incredibly gratified by the indus-
try's support of this effort. Here are a few reasons it's by far
the most important issue for our industry:

Igot involved in the FM chip activation issue more than

1. Our over-the-air signal is still the source of almost
all of our profitability. Streaming solutions are important
for all of us to try, but the fact remains that after all these
years, streaming is simply not profitable. As one of my
friends says, “Every time we take an over-the-air listener
to streaming, we convert a 40 percent margin customer to
a zero margin customer —or worse!” Remember, the FM
chip simply turns a smartphone into a portable radio. All
of the costs associated with Internet streaming no longer
stand between us and our listeners!

2. We can win the portability battle. Twenty-five years
ago, 40 million Walkmans were sold each year. Today, the
portable radio is nearly extinct. The reality is that the only
portable device 300 million people carry is a cellphone,
and every smartphone made has a radio built in. We must
get them activated so everyone will have a radio with
them at all times. One of the most fascinating things in
the Coleman Research study conducted for the NAB was
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that younger listeners had no idea that radio could be por-
table, and they loved the idea. It's hard for those of us who
grew up with transistor radios and Walkmans to imagine,
but a new generation of listeners doesn’t understand the
concept. Research indicates that data costs and less battery
drain are very important to our audiences, but the most
important factor is that radio can now be viewed as por-
table by people who didn’t know that was feasible.

3. Technology is shifting in our favor. As the American
public realizes there is a cost to the data they use (as carri-
ers shift to metered pricing), they undersiand that listen-
ing to streaming radio is not free. We know that billions
of hours of local radio are listened to in the data networks.
This is millions of dollars our listeners are paying to hear
what could be heard for free.

4. We can create an interactive experience that is
compelling and cool. The most rewarding experience
we have seen since we created NextRadio is the universal
view that its interactivity is compelling for our listeners.
When they can rate music, enter contests, share music,
buy songs, get concert tickets, and download coupons, we
know that they have a much more enjoyable experience
with us and they listen longer. Research indicates that our
NextRadio listeners find radio is “cool again,” something
our industry desperately needs.

We are certain that NextRadio is an idea whose time
has come, a tuner of the future that brings full interactiv-
ity to every station and, hopefully, every listener. Since our
launch with the first of the 30 million Sprint phones, we
have been ecstatic about the listener satisfaction. We've also
been amazed that automakers see NextRadio as the interac-
tive answer to our dashboard issues, and that tablet makers
will be including NextRadio as well. We have deliberately
launched almost solely by word of mouth. Now we are
ready to test advertising and increase our outreach. We are
going to be aided by our friends in public broadcasting to
drive home the point that activating the chip is important
for everyone. We need to deliver the message to every lis-
tener that there is a free way to listen to radio on their smart-
phones, and we need to mobilize them to demonstrate the
demand for our terrestrial signal in every smartphone.

If radio is in every smartphone in America in a few
years, and if our industry rises to the challenge of deliver-
ing the experience that today’s radio listeners really want,
we will have the transformation all of us desperately seek.

If we work together, we will put the NextRadio system
over the top! INK

Jeff Smulyan is Chairman and CEO of Emmis Communications.

www.radicink.com




- ”—-‘

-
m——

J -] | &
SHINING

Do or 105 in New .

York has ﬁ .
Breakfast Clubin
Rt —

P——
_.——-—l'
L
— -
e —

i

Marc McEwen, who
 went C hor

Mboto cot

f American

write on:
Photo by Danny Clinch

April 7,2014 | RADIO INK | 31
www.radioink.com




T he ;
®
Honoring the best in programming for, by and about women. £

THE 39TH ANNUAL GRACIE AWARDS GALA
TUESDAY, MAY 20, 2014

BEVERLY HILTON HOTEL - BEVERLY HILLS, CA

Tickets available at www.thegracies.org
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This event is made possible through the generous support of the 2014 Sponsors
(as of 3.25.14):

Hair Care Sponsor: Sexy Hair
Automotive Sponsor: Ford | Lincoln

President’s Circle Sponsors:
CNN, Cox Media Group, Crown Media Family Networks,
NBC Entertainment & Universal Television, and NBC Sports Group

Producer Sponsors: HBO, Katz Media Group, NAB, NCTA
and The Wall Street Journal

Publication Sponsors: Broadcasting & Cable, Multichannel News and Radio Ink
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