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Melissa Rocks The House!

Melissa Etheridge broLgnt dcwvn the house at the Gentury
Plaza Hotel last weekend -0 clc se R&R Convention '99.
Etheridg2’s set
included tracks from
her upceming Island;
Def Jam album. The
show vas opened by
multiple Grammy
Award winner
Shawn Colvin.
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Ertegun Earns Humanitarian Awartd

Also at Convencion '99: Atlantic Records founder Ahret
Ertegun was awarded R&R'’s annual Humanitarian Avard.
Full coverage
of the
convention
panels,
speakers and
performances
begins on the
next page.
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Impacting CHR/Pop
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Early Rotation On:
WFLZ/Tampa
KIHT/Salt Lake City
WDRQ/Detroit
WAPE/)Jacksonville
WXYV/Baltimore
Y100/Miami
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ADDED THIS WEEK AT:

: MINNEAPOLIS

= (1102/CINCGINNATI KDWB/

WZPL/INDIANAPOLIS WROX/NORFOLK
...AND MANY MORE!!

P R O MISES

b/w P A P E R S U IN - EXCLUSIVELY FOR ROCK RADIO

R&R Rock® R&R Active Rock© R&R CHR/Pop® -

NOW ON OVER 50 POP STATIONS INCLUDING: j

WXKS/BOSTON WPRO/PROVIDENCE KCHZ/KANSAS CITY KRBE/HOUSTON
KMXV/KANSAS CITY  WXYV/BALTIMORE WXSS/MILWAUKEE WNCI/COLUMBUS
WKRZ/SCRANTON KALC/DENVER WNNK/HARRISBURG WXYV/BALTIMORE

FROM THE NEW STUDIO ALBUM :
HEH U P H O R I A

TOP 15 SOUNDSCAN DEBUT - OVER 90,000 SOLD!!
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management » marketing ¢ sales

So the latest edition of Star Wars comes
out, and it's a bonanza for radio. Not! The
George Lucas phenomenon generated So
much word of mouth, practically no
advertising was bought to promote the
movie. And because most other studios
chose not to go up against The Phantom
Menace with movies of their own, all the
studios have been quiet the past few
weeks. Not that it matters much to radio
anyway, considering how stingy the
studios are with the medium. MMS Editor
Jeff Axelrod takes a close look at
entertainment industry ad spending in
this month’s “X-Ray.”

Pages 10-16

CONVENTION SNAPSHOTS!

No doubt about it, the format sessions
were the stars of R&R Convention '99.
From Randy Michaels’ grand entrance at
the CHR session to the indelible superstar
AC session to the Alternative Rate-a-
Record, there were plenty 0’ memories to
go around. Check out the pix on the
pages of R&R’s format editors this week.

|____IN THE NEWS

= Arbitron to expand Personal
Portable Meter test in England

= Supreme Court overturns decades-old
ban on casino advertising

= CD Radio announces receiver
deal with Ford

« Kirk Stirland appointed President
of WOR Radio Network

* Barry Drake named CEO of
Sinclair Radio & TV

Page 3

[ THIS #] WEEK|

CHR/POP
* RICKY MARTIN Livin' La Vida Loca (C2/Columbia)

CHR/RHYTHMIC
112 Anywhere (Bzdf Boy/Arlsta)

URBAN
 CASE Happily Ever After (Def Jam/IDJMG)

URBAN AC

* MAXWELL Fortunate (Rock Land/Interscope/Columbia)

COUNTRY
« GEORGE STRAIT Write This Down (MCA}

AC
« PHIL COLLINS You'll Be In My Heart (Hollywood)

HOT AC ,
* RICKY MARTIN Livin’ La Vida Loca (C2/Columbia)

NAC/SMOOTH JAZZ
* ROGER SMITH Off The Hook (Miramar)

ROCK
» DEF LEPPARD Pramises (Mercury/IDJMG)

ACTIVE ROCK
* BUCKCHERRY Lit Up (Dream Works)

ALTERNATIVE
« RED HDT CHILI PEPPERS Scar Tissue (Warner Bros.)

ABULT ALTERNATIVE
* TOM PETTY & THE HEARTBREAKERS Room. .. (Wamer Bros.)

NEWSSTAND PRICE $6.50

TH[ I/vousm Y’s N[WSPA P[R

www.rronline.com

JUNE

18, 1999

Owens Joins (:Iear Channel

By ApaM JacoBson
R&R RADIO EDITOR
jacobson@rronline.com
Veteran Jacor Com- |
munications program- |
ming executive Tom ¢
Owens has just added a |
few hundred radio sta-
tions to his list of re-
sponsibilities. Owens,
who served as Sr. VP/
Programming for Jacor
prior to its acquisition

by Clear Channel Communi-

7 cations, will now serve
in a similar capacity at
Clear Channel. He’ll
report to Radio Divi-
Fl sion President Randy
Michaels. with whom
Owens has worked for
more than a decade.

“Tom’s one of the
most creative program-
mers I've ever met. He’ll
Owens

OWENS/See Page 21

B ‘Embracing change’
the dominant theme

over the past weekend that
Broadcast.com founder
Mark Cuban, Clear Channel
Radio President Randy
Michaels and author/strate-
gic thinker John Parikhal
were spotted huddled togeth-
er in deep discussion about
social and industrial change.
But there is clear evidence
that they are of the same
mind.

All three highly effective
and successful people were
featured speakers at R&R
Convention "99 in Los Ange-
les, and all three gave mov-
ing and enlightening disser-
tations on the need to em-
brace change ... and to start
by expanding your horizons.

During a Friday morning
CHR session, Michaels told

CONVENTION/See Page 22

At R&R Convention 99 (from top
left): Randy Michaels gets a lift
into CHR session, keynoters
Tommy Lasorda, Mark Cuban,
Rev. Jesse Jackson, John
Parikhal; entertainers Shawn
Colvin and Melissa Etheridge;
recording industry superstars
Phil Spector, Joe Smith and Ah-
met Ertegun.

There were no reports.

R&R Convention *99: A Glimpse Into The Future Of Radio

Costello Appointed
Reprise SVP/Promo

By STEVE WONSIEWICZ
R&R MUSIC EDITOR
swonz@rronline.com

Reprise Records has named
Phil Costello Sr. VP/Promotion.
Based in Los
Angeles, he re-
ports to Presi-
dent Howie
| Klein.

“Phil is one
of the most re-
spected, effec-
tive and best-
loved execu-
tives in the
business to-
day,” Klein
said. “His enormous energy is

COSTELLO/See Page 36

Costello

Listeners Want Better Ads, Not Fewer
B R&R study finds audience cares about quality

BY JEREMY SHWEDER
R&R WASHINGTON BUREAU
Jjshweder @ rronline.com

Most people in the radio in-
dustry know that spot loads
are increasing at many sta-
tions, but few know how that

~ trend is affecting listeners and

listening trends.
To that end, R&R recently

. commissioned a spot lead

study from Edison Media
Research and Arbitron to
unearth how listeners are re-
acting to increased ads. The
study, titled “Will Your Audi-
ence Be Right Back After
These Messages?” was pre-
sented during last week’s

R&R Convention and had
some notable results. Some
major trends identified in the
study include:

* 42% of listeners surveyed
believe spot loads in radio
have increased, but listeners
generally believe their favor-
ite radio station has not add-
ed more commercials.

= Though many people in
the industry believe listeners
hate commercials, survey re-
spondents for the most part
say they find commercials in-
formative. Eight of 10 people
say listening to commercials

SPOTS/See Page 21

Steal Takes VP/PD
Post At KPWR/L.A.

By Tony Novia
R&R CHR EDITOR
tnovia@rronline.com

Clear Channel/Dallas Direc-
tor/Programming & Operations
Jimmy Steal
has been ap-
pointed VP/
PD at CHR/
Rhythmic
KPWR (Pow-
er 106)/Los
Angeles, ef-
fective July 6.
Steal replaces
Steve Smith,

tho ) exn.te.d -Steal
mmis to join
AMFM as a St. VP/Programming.

STEAL/See Page 21

Check out R&R's new-look website: www.rronline.com
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Someday we’ll know

from the million-selling album
Maybe you'se been brairwashed too.

Modern Aduit Aimplay 33*
Adult Top 40 Airplay 40*

Most Added Mainstream Top 40
#1 Callout WTMX/Chicago

Now Playing:
Y100 WKFS KSLZ
WPRO WXSS KQakKQ
KHTS WZHT WKRZ
WTWR WNCI WwaQza
and many more!

Producsd & Arranged by Gregg Alexander
Manegemerd: Steve Jensen and Martin Kirkup/
Direct Management Group, Inc.

www. lewradicals.com

Mainstream Top 40
Rhthmic Top 40 Air
Crossover A:rplay i

Over 4400 BDS smm \ I
audience FeaGhaliug me It's rea
39 M'""m! : F 1 e 3 he first single from IT'S REAL,
2o - - m‘ o the highly anticipated follow-up to their
Top 5 Callout - 4 millionSelling debut album, Love Always
KQKS Z95. 7 : IT'S REAL - June 22nd

KUBE KXJM KG = " : Also features the R&B smash “Life”

Management: DEVOUR ENTERTAINMENT
Single produced by Rory Bennett & JoJo Hailey
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Stirland Appointed
WOR Network Pres.

Longtime network radio veteran
Kirk Stirland has been named to
= the newly created
position of Pres-
ident of the
WOR Radio
Network.
Stirland joins
the Buckley
Broadcasting-
owned operation
from his most re-
cent position as
VP/Sales for DG
Systems. !
Buckley Radio Exec. VP Joe
Bilotta commented, “Kirk Stirland |
brings a broad view of the network |
radio business to the WOR Radio
Network. He has the experience,
vision and ideas that will lead the
network to its next phase of
growth.”

Prior to joining DG Systems,
Stirland held management positions
with Westwood One, Unistar and
NBC. Over his decade-long career
with Unistar and the Westwood
One networks, Stirland rose from |
advertising sales positions to be-
come Sr. VP/Szles and was even-
tually named Sr. VP/Affiliate
Relations. Stirland’s resumé also

STIRLAND/See Page 20

Stirland

|

Drake Now CEQ Of
Sinclair Radio, TV

Barry Drake, former chief of
Sinclair Broadcast Group’s radio
division, has been named CEO of
both the radio and TV units. The |
move came just two days after Sin-
clair announced it may spin off or
sell its radio division.

Both announcements followed a
four-month period of management
turbulence at Sinclair that saw
former TV/radio head Barry Baker
leave (in February) for USA Net-
works, and radio Chairman Kerby
Confer step down (in April). Mean-
while, Singlair’s stock plummeted
from a Dec. 31 high of $19.56 to
$11.06 on April 15, before re-
bounding to close up 38 cents at
$15.63 on Tuesday.

Drake-told R&R he would like to
cultivate some of the strategies suc-
cessfully depleyed within the radio
group — such as direct selling to
advertisers and events marketing —
to turn around the ailing TV divi-
sion.

“He is excellent at driving top-
line results and has always shared
Sinclair’s historical focus on oper-
ating margins,” Sinclair CEO Dav-
id Smith said of Drake. “Given to-
day’s electronic media marketplace,

DRAKE/See Page 20 !
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Leading The Way

A w—

story on Page 1.

R&R Convention '99 saw a host of live performances and panel-led sem-
inars, among them the Group Heads Session pictured here. Taking the
stage at the Century Plaza Hotel are (I-r) AMFM’s Ken O'Keefe, Clear
Channel’s Randy Michaels, Citadel Media’s Larry Wilson, Cumulus Me-
dia's Lew Dickey and Connoisseur Communications’ Jeff Warshaw. See

Arbitron Set To Expand Its Audience

Arbitron is set to enlarge its au-
dience measurement study of radio
and television ysers in Manchester,
England. The company will elec-
tronically track the minute-by-

| minute viewing and listening hab-

its of 300 people in the British city
for five months, beginning in July.

The measurements will be detect-
ed by a Personal Portable Meter, a
pocket-sized device that can pick
up inaudible signals embedded in
the audio portion of both radio and
TV programs. The meter i$ also
able to detect Internet and other
digital media signals. Arbitron’s
initial test inctuded 50 people in 23

| Manchester-area homes and comy-

menced in November *98 under the
auspices of London-based Conti-
nental Research, Arbitron’s Europe-
an subsidiary.

T

Supreme Court Overturns

 Measurement Testing In UK Next Month

“With the explosion of today’s
entertainment and information tech-
nologies, digital TV, satellite radio
and Internet audio and video, the
industry needs a new audience

measurement system that is capa- |

ble of tracking how individuals use
all types of electronic media,” Ar-
bitron VP/Int’] Business Develop-
ment Jay Guyther said.

The agreement of broadcasters to
encode their signals is essential to
the study’s viability. Eight out of
nine commercial radio stations
agreed to cooperate. Additionally,
television stations BBC1, BBC2,
Channel Four, Granada TV and ca-
ble’s Carlton Food Network —
which represent 85% of market
viewership — agreed to encode
their signals.

ARBITRON/See Page 21

B How much radio will gain still a crap shoot

BY MaTT SPANGLER
R&R W{\SH[NGTUN BUREAU
spangier@rroniine.com

The Supreme Court’s reversal of
the 65-year-old ban on broadcast
advertising of casinos this week
was hailed as a First Amendment
triumph. But observers were cau-

| tious about whether the decision

would represent a revenue jackpot
for radio and TV stations.

The ban “is so pierced by exemp-
tions and inconsistencies that the
Government cannot hope to exon-
erate it,” wrote Justice John Paul
Stevens in delivering the opinion of
the high court, which unanimous-
ly overturned the law. He pointed
out the inconsistency of past legis-
lation that exemnpted state-run lot-
teries and Indian casinos from the
ban. Since 1988 the ad ban has ap-

plied mostly to private casinos.

While at press time the FCC had
not decided how it would imple-
ment the ruling (it could order en-
forcement of the ban to cease in
Louisiana or nationwide), Greater
New Orleans Broadcasting Assn.
Exec. Director Don Cooper told
R&R that the law was “struck
down as unconstitutional,” and its
effect would be to legalize casino
advertising across the land.

He called the decision “a tremen-
dous vindication of a five-year bat-
tle.” GNOBA first challenged the
ban in 1994 in federal district court
in New Orleans. The court ruled
against the association — a deci-
sion upheld by the 5th Circuit Court

GAMBLING/See Page 20
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Have You Tried Satellite Radio Lately?
' Ford will install CD Radio receivers in 2001

Satellite-to-car broadcaster CD
Radio announced Tuesday that it
has struck a deal with the Ford Mo-
tor Co. to have the auto manufac-
turer install radios capable of re-
ceiving the digital satellite radio
service in all seven Ford lines:
Ford, Lincoln, Mercury, Mazda,
| Jaguar, Austin Martin and Volvo.
The new receivers will be available
in car models as early as the first
quarter of 2001.
| Announcement of the deal comes
a week after XM Satellite Radio, the
other major digital satellite broad-
caster, said it had struck a financial
and manufacturing deal with Gener-
al Motors, the world’s largest auto-
| mobile manufacturer, to distribute
XM receivers in its products. How-
ever, XM does not expect to launch
its satellite service until late 2001,
nearly a year after CD Radio plans
to have satellites beaming down 100
channels of commercial-free music
and sponsored news/talk, informa-
tion and business channels at a cost

of $9.95 per month to subscribers.

“Our objective is to have every
car already on the road and every

| car coming off an assembly line ca-
pable of receiving the CD Radio
signal,” said CD Radio Chairman/
CEO David Margolese. “With this
agreement, Ford and CD Radio
usher in a new era of commercial-
free music and innovative news,
talk and entertainment radio pro-

gramming for motorists across the
u.s”

Ford President/CEQ Jac Nesser
said, ““CD Radio has a unique sys-
tem that will offer our customers
customized, commercial-free lis-
tening choices across the country at
any time. This partnership is all
about Ford Motor Co. being the
leader in bringing new value and
services to our customers. Our ob-
jective is to become the world’s
leading consumer company that
provides automotive products and
services.”

Mike Ledford, Director/Telemat-
ics at Ford, said, “The CD Radio
service will bring to radio what ca-
ble networks have brought to tele-
vision, and we will deliver it to our
customers first”

Although both CD Radio and
Ford described their relationship in
press statements as “exclusive,”
Margolese explained to R&R that
exclusivity “just means that, for the
first model year, 2001 through
March 2002, we have exclusivity
with Ford. They are exclusive to us,
but we are not exclusive to them.
We can deal with whomever we
want.”

Margolese also said CD Radio’s
deal with Ford does not prevent in-
teroperability, which means that the
same receiver is capable of airing

CD RADIO/See Page 20
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FCC Commissioners
Criticize Own Rules

[ Tristani, Ness blast the agency’s definition of a radio market

By JEREMY SHWEDER
R&R WASHINGTON BUREAU
Jjshweder@ rronline.com

The FCC’s definition of a radio market came under fire last
week from an unlikely source: Its own commissioners.

In a ruling on a transfer applica-
tion for WOW-AM & FM/Omaha,
the FCC granted the transfer, but
Commissioners Susan Ness and Glo-
ria Tristani stated that they oppose
the way the FCC defines a market.
Meanwhile, Commissioner Harold
Furchtgott-Roth used this case as an
example of how the FCC is improp-
erly looking at competition in a mar-
ket before granting a transfer.

At issue is the way that the FCC
defines a market when looking at
‘competition. Rather than using defi-
nitions accepted by most of the in-
dustry, the commission takes a broad-
er view: It counts any station whose
principal community contour inter-
sects any mutually overlapping sta-
tion in the area as part of the market.
This method generally creates mar-
kets much larger than the norm.

*“Our rules create unrealistic mar-
kets that do not exist anywhere but in
the halls of the FCC,” wrote Tristani
in a statement about the issue.

Omaha Market:
23 Stations Or 53?

In this case, Mitchell Broadcast-
ing of Iowa had challenged the trans-
fer of WOW-AM & FM from Great
Empire Broadcasting to Journal
Broadcast Group. The deal was part
of a $95.9-million, 14-station deal.

Under the rules of the Telecom-
munications Act of 1996, a group
can own up to eight stations in a
market if the market contains over
45 stations. In the case of Omaha,
BIA defines the market as having 23
stations. Under the FCC’s definition,
Omaha contains 53 stations. Because.
WOW-FM has 100kw, the FCC in-
cludes stations that are 50 miles out-
side of Omaha and are not broad-

casting into the city as part of Oma-
ha’s market.

For example, under the.current
FCC rules, tiny KDSN-AM/Denison,
IA, located approximately 60 miles
outside of Omaha with only 500 watts
of daytime power, would be consid-
ered a competitor to WOW-FM.

“No listener, advertiser or econo-
mist would consider these distant sta-
tions to be competitors in the Omaha
market,” wrote Commissioner Ness in

Our rules create
unrealistic markets
that do not exist
anywhere but in the

halis of the FCC.
— Gloria Tristani

her statement about the transfer.
“Without these distant stations, there
would be fewer than 45 stations in the
market, and Journal’s proposed com-
bination of eight radio stations would
not be approved under our rules.”
Both Tristani and Ness approved
the WOW transfer because it falls
within the rules as defined by the
FCC, but both said they would like
to see those rules changed.
“Today'’s order should not serve as
precedent for future commission ac-
tion in radio cases,” wrote Tristani.

“Instead, it is high time that the com-

mission revised its radio ownership
rules to incorporate a coherent and

consistent definition of a radio mar-
ket to ensure meaningful consider-
ation of market concentration.”
FCC Chairman Bill Kennard,
however, did not believe that this
case highlighted problems with the
FCC’s market definition. In a state-
ment responding to Tristani and
Ness, Kennard wrote, “I recognize
that the existing market definition
used by the commission in cases
such as this can sometimes lead to
anomalous results. But I don’t be-
lieve that the result in this case is
such an anomaly, and I assume my
colleagues’ concurrence in the re-
sults reached here reflects their
agreement with this view.”

Furchtgott-Roth Opposes

Antitrust Exams

Commissioner Furchtgott-Roth
also approved the transfer of
WOW-AM & FM, but wrote a
statement blasting the FCC’s prac-
tice of examining transfers for an-
titrust violations.

Furchtgott-Roth’s sentiments are
not new, but he reiterated his desire
for the FCC to let the Department of

Justice examine issues of competi-

tion, and for the commission to stick
to evaluations based strictly on num-
bers. “If a transfer complies with the
cut that Congress made in the Com-
munications Act, that should be the
end of the matter, as far as the FCC
is concerned, with respect to permis-
sible ownership levels.”

Currently, the FCC is overstepping
its authority by examining competi-
tive issues when looking at radio
transfers, Furchtgott-Roth said. The
policy of “flagging” a radio deal
based on ad revenue data particular-
ly irks the commissioner, who wrote,
“The FCC is attempting to impose its
own negative view of the effects of
consolidation on radio license trans-
fer applications.”
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NAB Backs New Estate Tax Protest Group

[J Bipartisan effort to reduce or eliminate taxation

By JEFFREY YORKE
R&R WASHINGTON BUREAU CHIEF
yorke@rronline.com

The NAB has become part of a coalition of businesses, orga-
nizations and individuals called Americans Against Unfair Taxa-
tion, unveiled Tuesday in Washington. The group is committed to
reduction and elimination of the “unfair double taxation of the
estate tax.” The NAB is a founding member, along with such
institutional participarits as the Grocery Manufacturers of Ameri-
ca, the International Franchise Association and the Food Market-
ing Institute, which have banded together to launch a nationwide
campaign.in support of the Death Tax Elimination Act, a bill in

Congress introduced by Representatives Jennifer Dunn and John

Tanner and supported by 185 members of Congress.

While the NAB declined to com-
ment on the legislation, a spokes-
woman with the anti-tax group told

R&R that the bill aims to protect
family-owned businesses, includ-
ing family-run radio companies,

that face inheritance taxes of up to
55%.

“It’s a tax collected upon death
that robs families of the economic
security they’ve worked so hard to
establish,” said spokeswoman Janet
Fallon. “In order to pay this hefty
sum, Americans are forced to liqui-
date their assets and sell family busi-
nesses.”

While a large number of privately
held radio stations across the coun-
try are owned by family operations,
reduction or elimination of the taxes
could also affect larger family-
owned radio groups such as Enter-
com, Radio One and Cox Radio.

www americanradiohistory com
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Clear Channel Gets Majority Stake
In French Outdoor Firm

lear Channel Communications purchased a 50.5% interest in Paris-

based Dauphin OTA last week for $250 miltion. Dauphin, with annual
sales of about $250 million, is the largest billboard operator in France and
ltaly and- the second-largest in Belgium and Spain. It also has a street
furniture operation in France. Clear Channel said it hopes to buy the rest of
the company, and plans a tender offer for the remaining Dauphin shares for
$154 a share. The purchase represented a 34% premium over Thursday’s

closing price, said Clear Channel, which already operates billboards in 26
countries and has large operations in the U.K., Scandinavia and Belgium.

FCC Eases Testing Burdens On AM Stations

he FCC has reduced the number of “proof of performance” tests that

the country’s 1,800-plus directional AMs must make to ensure their
antennas are operating as required. NAB Engineer Dave Wilson told R&R
that the association and CBS both asked the FCC last year to relax the
testing rules in light of new computer software that allows directional AMs
to verify with fewer field measurements that they aren't interfering with oth-
er stations. He said the new rules, adopted last month, could cut the num-
ber of man-hours for such tests in half.

XM Signs New Repeater Deal With Virginia Firm

M cLean, VA-based LCC International said last week it will design and
implement XM Satellite Radio’s nationwide network of terrestrial re-
peaters in all 70 markets in which XM is deploying them. LCC signed adealin
February that had them designing and building repeaters, which are needed to
fill in coverage in “urban canyons” and other areas that radio signals have
trouble reaching. The repeaters could be deployed in five markets by October.

FCC Flags Another Cumulus Deal In Laurel-
Hattiesburg, MS

he FCC said last week it would take a closer look at three Cumuius

purchases in the Laurel-Hattiesburg, MS market, and on Tuesday it
announced that another deal in the area will get close scrutiny. The $735,000
purchase of WMFM-FM/Laurel-Hattiesburg fromThomas Hickman would
give Cumulus over 40% of ad revenue in the market, according to BIA
estimates. The commission “flags” such purchases to give the public a
chance to comment on how the sale will affect competition in the market.

WebRadio Signs E-commerce Deal

WebRadio.oom will now display song titles as they are played and allow
users to purchase CDs, thanks to a deal with San Jose, CA-based
GetMedia. WebRadio streams 90-plus radio stations without forcing users
to download a plug-in (such as RealNetwork’s ReaiPlayer), thanks to tech-
nology developed by WebRadio owner Geo Interactive.

RIAA Loses Round In Court To Diamond

U.S. Court of Appeals said Tuesday that Diamond Multimedia’s Rio

MP3 player does not qualify as a digital audio recording device under
the Audio Home Recording Act of 1992. And because of that, the Rio will
remain on the market. Last October the Recording Industry Assn. of Amer-
ica failed in its attempt to get a federal court to block the release of the
device.The appeals court declared the Rio is for playback only, and not for
the pirating of copyrighted music. The RIAA said it was disappointed by the
decision and is reviewing its options.

User-Friendly Version Of FCC
Manual Now Available

he FCC'’s new edition of The Public and Broadcasting, which stations
are required to keep in their public files, translates the commission’s
often esoteric regulations into plain English. An issues program list, for
example, is explained as follows: “Every three months all stations must
prepare and place in their file a list of programs that have provided their
most significant treatment of community issues during the preceding three
months. The fist must briefly describe both the issue and the programming
where the issue was discussed.”
The manual has also been updated to reflect changes in mass media
regulations since it was first published in 1974. For example, there are no

Continued on Page 8

R&R/Bloomberg Radio Stock Index

This weighted index consists of all publicly traded companies that derive
more than 5% of gross revenues from radio advertising.

. Change Since
One Year Ago One Week Ago  6/04/99 One Year Ago One Week Ago
Radio Index - 22246 30043 29670 +35.05% +1.26%
Dow Industrials ~ 8712.87 10,490.51 10,799.84  +20.40% -2.86%
S&P 500 1100.65 1293.64 1327.75 +1753% -2.57%
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THESE RADIO STATIONS ARE
TREMENDOUS WINNERS.

Why has an A.C. station like 99.9 KESZ in Phoenix moved from the #4 ranked station 25-54 Adults
to a strong #1 rank since we began working with them just 16 months ago? Why has an alternative
station like 107.7 WRAX (The “X”) in Birmingham more than doubled its ratings since we became
their partners and is now the #1 non-ethnic station among 18-49 Adults? Why does a long-time
country leader like WIVK in Knoxville, despite tough competitive attacks, retain the largest 25-54
adult share (23.1 share) of any country station in the top 90 U.S. markets?*

A common thread is in their strategic thinking. And the company that these stations — and dozens
of others in the top American metros — have chosen as partners for research and powerful strategic
thinking is Moyes Research Associates. Perceptual research and guidance in winning strategy is all
we do...it’s our sole focus.

Now, can we admit something? We can help many stations to move ahead and stay ahead, but, in
some situations, it’s just not a good “fit” for one reason or another. We're very up-front about that
early on, and, if we think it’s not a good fit, we'll tell you so and why...and we encourage you to do
the same with us. If you’d like to discuss your situation to see if we can be of help, just call and ask to
speak with either Bill Moyes, Mike Shepard, or Don Gilmore. We'll be happy to talk with you.

*All ranks and shares are from Fall 1998 Arbitron, Mon-5un, 6AM-Mid.

Mike Shepard Bill Moyes Don Gilmore
Senior VP President Executive VP

Moyes Research Associates

lAMERICA'S LEADING STRATEGIC ADVISORSJ

205 EasT CHEYENNE MOUN
CoLorRADO SPRINGS, CO
0

719.540.010

NO. I
FOIR

T 1

AITN
80906

STRATEGY
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RADIO BUSINESS

DEAL OF THEWEEK 1999 DEALS TO DATE
Dollars To Date: $1,709,243,489.41
(Last Year: $2,457,276,178)
o WINE-AM, WAXB-FM & ? . ,541,
WRKI-FMDanbury, CTand | "0 s This Week: - _$20,541, 260
WPUT-AM/Brewster, NY . . ]
$11. 925 million Stations Traded This Year: st v r588175)
Stations Traded This Week: 27
(Last Year: 47)
TRANSACTIONS

Aurora Lands Fairfield
County Quartet From Gapstar

WINE-AM & WRKI-FM/
Brookfield (Danbury), CT;
WPUT-AM/Brewster, NY;
and WAXB-FM/Patterson,
NY (Danbury, CT)

PRICE: $11.25 million

TERMS: Asset sale for cash
BUYER: Aurora Communications,
headed by President Frank Osborn.
Phone: (203) 921-0368

SELLER: Capstar Broadcasting
Corp., headed by President/CEO
Steve Hicks. Phone: (512) 340-7800
FREQUENCY: 940 kHz; 95.1 MHz;
1510 kHz; 105.5 MHz

POWER: 680 watts day/4 watts night;
29.5 kw at 637 feet; 1kw; 900 watts
at610 feet )
FORMAT: Country; Rock; Country;
Oldies

e, 2
WRLD-FM/Valley

PRICE: $680,000

TERMS: Asset sale for cash
BUYER: McClure Broadcasting
Inc., headed by President Charles

Four suburban New York stations fetch $11.25 million

McClure. He also owns five other
stations. Phone: (706) 327-1217
SELLER: Pearce Broadcasting
Company Inc., headed by President
Charles Reeves. Phone (334)756-
8742

FREQUENCY: 85.3 MHz

POWER: 6kw at 289 feet

FORMAT: Oldies

'K_

”’i‘i

KCBF-AM & KXLR FM/
Fairbanks

PRICE: $750,000

TERMS: Asset sale for cash
BUYER: New Northwest Broad-
casters Inc., headed by President
Ivan Braiker. It owns 48 stations.
Phone: (425) 401-8528

SELLER: Northern Radio &Televi-
sion Inc., headed by Chairman Rob-
ert Gottstein. Phone: (907) 562-
3456

FREQUENCY: 820 kHz; 95.9 MHz
POWER: 10kw; 25kw at 7 feet
FORMAT: Oldies; Classic Rock

KFAR-AM, KUWL-FM &
KWLF-FM/Fairbanks
PRICE: $2.8 million

TERMS: Asset sale for cash
BUYER: New Northwest Broad-
casters Inc., headed by President
Ivan Braiker. It owns nine other sta-
tions. Phone: (425) 401-8528
SELLER: Borealis Broadcasting,
headed by CEO Frank DelLong.
Phone: (907) 451-5910
FREQUENCY: 660 kHz; 103 9 MHz;
98.1 MHz

POWER: 10kw; 2.9kw at 24 feet;
28kw at 7 feet

FORMAT: News/Talk; Rock; CHR

0\.'\;\%'\‘ o-'\- -V ;Mtﬁ Wﬂwﬂw*
i ﬁ-ﬁm 3] ;m .n/ MW %?ﬁ s

WNFK-FM/Perry

PRICE: $135,000

TERMS: Asset sale for cash
BUYER: Power Country Inc., head-
ed by President Louis Bolton.
Phone: (904) 755-4012

SELLER: RAHU Broadcasting
Inc., headed by President Barbara
Hughes. Phone: (850) 584-2972
FREQUENCY: 92.1 MHz

POWER: 1.6 kw at 197 feet
FORMAT: Country

R

WSTT-AM/Tallahassee
PRICE: $300,000

TRANSACTIONS AT A GLANCE

¢ WRLD-FM/Valiey, AL $680,000

© KCBF-AM & KXLR-FM/Fairbanks, AK $750,000

o KFAR-AM, KUWL-FM & KWLF-FM/Fairbanks, AK $2.8 million
© WNFK-FM/Perry, FL $135,000

o WSTT-AM//Tallahassee, FL $300,000

® WZCM-AM/Young Harris, GA $11,260

¢ KUPN-AMMission (Kansas City), KS $550,000

© WKHW-FM/Pocomoke City, MD $700,000

* WPLB-AM/Greenvilie, Ml &WPLB-FM/L akeview, Ml $450,000
© FM CP/Starbuck, MN $60,000

© WONG-AM/Jackson, MS $50,000

°* WMFM-FM/Petal (Laurel-Hattiesburg), MS $735,000

® WKAJ-AM/Glens Falis, NY $100,000

© KHND-AM/Harvey, ND $200,000

© WHGB-FM/Murreil’s inlet, SC $70,000

® KVLF-AM/Alpine,TX No cash consideration

® KALT-AM & KPYN-FM/Atianta (Texarkana), TX $1 million

© WKHI-FM/Exmore, VA $700,000

TERMS: Asset sale for cash
BUYER: Marion Williams. Phone:
(219) 980-6305

SELLER: John Pembroke. Phone:
(850) 942-1806

FREQUENCY: 730 kHz

POWER: 5 kw day/27 watts night
FORMAT: Gospel

B

WZCM-AM/Young Harris

PRICE: $11,260

TERMS: Stock transfer agreement
BUYER: Shirley Miller. No phone
listed

SELLER:Young Harris Broadcast-
ing Inc., headed by President Mat-
thew Miller. Phone: (706) 379-1584
FREQUENCY: 770 kHz

POWER: 750 watts

FORMAT: Country

COMMENT: Shirley Miller will acquire
80% of Young Harris Broadcasting's
stock when the transaction is com-
pleted.

KUPN-AM/Mission
(Kansas City)
PRICE: $550,000

TERMS: Asset sale for cash
BUYER: HME Communications
inc., headed by President George
Hochman. Phone: (501) 521-5128
SELLER: Sinclair Communica-
tions Inc., headed by David Amy. It
owns 50 other stations. Phone: (410)
467-5005

FREQUENCY: 1480 kHz

POWER: 1kw day/500 watts night
FORMAT: Misc.

WKHW-FMIPocomoke
City

PRICE: $700,000

TERMS: Asset sale for cash
BUYER: Great Scott Broadcasting,
headed by President Faye Scott. It
owns 11 other stations, including
WOCQ-FM/Berlin. Phone: (610) 326-
4000

SELLER:Transmedia Inc., headed
by President James Layton. Phone:
(410) 957-4300

FREQUENCY: 106.5 MHz
POWER: 1.8kw at 341 feet
FORMAT: Oldies

Continued on Page 8

at Emerson College

TOM SHOVAN SCHOLARSHIP FUND

Emerson College is the nation’s only institute of higher education devoted exclusively to the
interdisciplinary study of communication and performing arts. This scholarship fund dedicated

to longtime radio figure Tom Shovan will make a critical difference in the lives of financially
needy, talented students by providing them with the resources they need to complete their
studies and to begin to make their mark in the world of professional broadcasting which
meant so much to Tom.

D Yes, I would like to make a donation to the Tom Shovan Scholarship Fund
() $25* () $50 () $100 Other

Mail your donation to: The Tom Shovan Scholarship Fund
Emerson College - Office of Institutional Advancement, 100 Beacon St., Boston, Mass. 021161596
Please make checks payable to: Emerson College

We'll miss you big guy!

* Donations of at least $25 can receive copies of the memorial tribute to Tom along with the video of the service itseif. To receive your videos call Barry O'Brien at (202)463-0426.

www americanradiohistorv com
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YOU MAY NOT BE MISUNDERSTOOD

Y Y V VY YV YV VYV Y

Y

Y

>

AFTER ALL!

YOUR SHOW IS HEAVY PERSONALITY

YOU HAVE BIG RATINGS — NO — HUGE RATINGS

YOU ARE PART OF ATEAM OR ALONE

YOUR PD. DOESN’T THINK YOU PLAY ENOUGH SONGS

YOUR G.M. APOLOGIZES FOR YOU AT THE COUNTRY CLUB
YOUR COMPETITION WOULD THROW A PARTY IF YOU LEFT TOWN
YOU HAVE NO NEED FOR MUSIC ROTATIONS OR LINER CARDS

IF YOU AND YOUR SHOW LEFT - THE STATION WOULD BE
JAMMIN’ SOMETHING NEXT BOOK

YOU DON’T JUST HAVE LISTENERS - YOU HAVE FANS

YOU GENERATE PRESS - GOOD & BAD
NO ONE UNDERSTANDS YOU - EXCEPT THE LISTENERS

Drop us a note and tape of your show. Don’t cut it up — send us a FULL SHOW. Then
tell us why we should get excited about hiring you or your whole show. Maybe you're
the next generation of personality radio. Maybe we will hire you and put you on a really

BIG station in a really BIG market. Maybe you'll tell us you'll work your butt off but
really — IT JUST COMES NATURALLY.

ty

9

i
Ill///{{I

Bill Figenshu — Infinity Broadcasting
A Really BIG Division of CBS
51 W. 52nd St., 17th Floor
New York, NY 10019
(212) 975-6055
figradio@aol.com
We believe in equal opportunity. Don't let it stop you!

iy

Corporation
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TRANSACTIONS

Continued from Page 6

WPLB-AM/Greenville &
WPLB-FM/Lakeview

PRICE: $450,000

TERMS: Asset sale for cash
BUYER: Stafford Broadcasting,
L.L.C., headed by sole proprietor
John Stafford. Phone: (616) 754-
9303

SELLER: Kortes Communications
Inc., headed by President Jeffrey
Kortes. Phone: (616) 754-3656
FREQUENCY: 1380 kHz; 106.3 MHz
POWER: 1 kw day/500 watts night;
3 kw at 328 feet

FORMAT: Nostalgia; Country

FM CP/Starbuck

PRICE: $60,000
TERMS: Asset sale for cash
BUYER: Digital Broadcasting Co.,
LLC, headed by Managing Member
Terrance Moore. Phone: (612) 921-
5898
SELLER: Jerry Papenfuss. He
owns KAGE-AM & KAGE-FM/Wi-
-nona, KBEW-AM & KBEW-FM/Blue
Earth, KBRF-AM & KBRF-FM/Fergus
Falls, KIJK-AM & KJJK-FM/Fergus
Falls, KWNO-AM/Winona, KPRW-
FM/Perham and KWNO-FM Rush-
ford. Phone (507) 452-4000
FREQUENCY: 97.3 MHz
POWER: 50kw at 492 feet

WONG-AM/Jackson

PRICE: $50,000

TERMS: Asset sale for cash
BUYER: Marion Williams. Phone:
(219) 980-6305

SELLER: John Pembroke. Phone:
(850) 942-1806

FREQUENCY: 1150 kHz

POWER: 500 watt day/19 watts night
FORMAT: Gospel

WMFM-FM/Petal (Laurel-
Hattiesburg)

PRICE: $735,000

TERMS: Asset sale for cash
BUYER: Cumulus Media Inc., head-
ed by Executive Chairman Richard
Weening. It owns over 200 other sta-
tions. Phone: (414) 615-2800
SELLER:Thomas Hickman Ill, head
of Hickman Broadcast Services
Inc. No phone listed

FREQUENCY: 106.3 MHz
POWER: 1.8kw at 400 feet
FORMAT: Soft AC
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WKAJ-AMISaratoga
Springs (Glens Falls)

PRICE: $100,000

TERMS: Asset sale for cash
BUYER: The Anastos Broadcast
Group Inc., headed by President
Ernest Anastos. It also owns
WQAR-FM/stillwater (Giens Falls).
Phone: (914) 273-8816

SELLER: New Paltz Broadcasting
Inc., headed by President William
Walker. It also owns WWLE-AM/
Cornwall (Newburgh-Middietown).
Phone (914) 691-2850
FREQUENCY: 900 kHz

POWER: 250 watts day/47 watts
night

FORMAT: Nostalgia

KHND-AM/Harvey

PRICE: $200,000

TERMS: Asset sale for cash
BUYER: Two Guys Broadcasting
Inc., headed by President Dick
Knaup. Phone: (701) 324-4848
SELLER:Two Rivers Broadcasting
Inc., headed by PresidentRoberting-
stad. It also owns KQDJ-AM & KXGT-
FM/Jamestown, KAOC-FM/Cavalier,
KQZZ-FM/Devils Lake and KYNU-
FM/Canington. Phone (701) 845-1490
FREQUENCY: 1470 kHz

POWER: 1kw day/160 watts night
FORMAT: Country

WHGB-FM/Murrell’s Inlet
PRICE: $70,000

SR e

_RADIO BUSINESS _

TERMS: Asset sale for cash
BUYER: Radio Training Network,
Inc., headed by President James
Campbell. it owns five other stations,
including WAFJ-FM/Belvedere and
WLFJ-FM/Greenville. Phone: (941)
644-3464

SELLER: Appalachian Education-
al Communication Corporation,
headed by President Kenneth Hill.
It owns two stations. Phone: (423)
878-6279

FREQUENCY: 88.3 MHz

POWER: 500 watts at 98 feet
FORMAT: Religious
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KVLF-AMIAIplne

PRICE: No cash consideration
TERMS: Stock transfer agreement
BUYER: Gene Hendryx Jr. Phone:
(915)837-2144

SELLER: Forrest Hendryx. Phone:
(915)837-2144

FREQUENCY: 1240 kHz

POWER: 1kw

FORMAT: Nostalgia

COMMENT: Gene Hendryx Jr. will
acquire 55% of Big Bend Broadcast-
er's stock when the transaction is
completed.

KALT-AM & KPYN-FM/
Atlanta (Texarkana)

PRICE: $1 miliion

TERMS: Asset sale for cash
BUYER: Dominion Media, headed
by President Duane Miller. Phone:
(713)291-0100 L
SELLER: ARK-LA-TEX Broadcast-
ing, headed by President David
Wommack. Phone: (903) 796-2817
FREQUENCY: 900 kHz; 100.1 MHz
POWER: 1kw; 50kw at 492 feet
FORMAT: Gospel; Gospel
BROKER: BillWhitley of Media Ser-
vices Group

WKHI-FM/Exmore

PRICE: $700,000 -
TERMS: Asset sale for cash
BUYER: Great Scott Broadcasting,
headed by President Faye Scott. It
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Continued from Page 4
references to the now-defunct Fairness Doctrine. The public can access
the manual via www.fcc.gov.

FCC Forms To Be Phased Out ilext Month

he FCC's new Form 314 (application for station or construction permit

salefand Form 316 (application for pro-forma transfer of station or CP)
became available from the commission on Tuesday. Use of these forms,
which replace many of the “narrative” questions of the old forms with sim-
ple yes or no questions, will be mandatory as of July 15.“Old versions will
be automatically returned,”the FCC warned.

Kennard, Sutton To Take Part In Minority

Ownership Conference

CC Chairman Bill Kennard, Inner City Broadcasting Chairman Percy

Sutton and Radio One Chairwoman Cathy Hughes were slated to at-
tend this week’s Citizenship Education Fund conference on the financing
of minority broadcasting ventures. Rev. Jesse Jackson, who heads up the
fund, said this week’s New York confab “is not just for the littie guys;” but“for
the majority players who will learn more about a growing untapped market,
the underserved markets in the brown and black communities.” Brokers
Larry Patrick and Steve Pruett of Communications Equity Associates will
take part in a panel session on“broker-dealer relationships”

Cleveland Pirate Ordered To Cease And Desist

espite several warnings from agents of the FCC's Detroit field office in

the past three years, Jerry Szoka — owner of the Cleveland nightclub
The Grid — has continued to operate his illegal station of the same name at
96.9 MHz. Last week the commission said he must “cease and desist”
broadcasting and fined him $11,000. Szoka will likely have 30 days to ap-
peal the order, at the end of which time the FCC may take him to court in
Cleveland.

Hyde Bill: Listening To
Tina Turner May Be A Crime

he House is expected to vote later today on iegislation recently intro-
duced by Rep. Henry Hyde that may subject retailers to criminal penal-
ties for selling violent or sexually explicit music, movies or video games to
minors. House EntertainmentTask Force member Mark Foley opposes the
bill and says its language, which describes sexual material as a “detailed
verbal description” of masturbation or intercourse and violent material as a
description of“sadistic or masochistic flagellation by or upon a person;’ means
store owners could be sent to jail for five years for selling offending records.
Foley usedTina Turner’s “Rock Me, Baby” (which “depicts sexual material)
as an example of an offending song. Hyde spokesman Mike Connolly telis
R&R, however, that the legislation targets violent movies and video games

more than music. The proviso is part of an overall “juvenile justice bill”
Continued on Page 36

owns 11 other stations, inciuding
WOCQ-FM/Berlin. Phone: (610) 326-
4000 -

SELLER: Bay Star Communica-
tions, Inc., headed by President

James Layton. Phone: (410) 957-

4300

FREQUENCY: 107.5 MHz
POWER: 50kw at 282 feet
FORMAT: AC

wwWw americanradiohistorv com
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Your Wide Area
Networkability Is Limitless

4
4

e r e i

" = P ~
h | %’4-44444444444'1#‘4‘

ENCO The demands of today’s fast paced broadcast marketplace
DAD___32

Alpro?%  require maximum utilization of resources to achieve cost
Digital Audio

Delivery System effective performance. Thanks to the latest advances in

digital technologies, multiple broadcast facilities can now
seamlessly share audio inventories, news, scheduling and
billing data, and often consolidate other redundant functions.

All of this is possible by combining the advantages of
non-proprietary products such as the ENCO DAD,,,32
Digital Audio Delivery System with Wide Area Network
(WAN) architecture. Audio production may now occur

from virtually anywhere within a group, information
flow is automatically managed between multiple remote
locations, and transfer schedules are configured to take
advantage of varying tariffs for maximum efficiency and
cost control. next level solutions
WIRELESS
The ENCO DAD,, 32 Digital Audio Delivery System provides
a powerful professional audio management tool for both B I G B et T
live assist and automated on-air operations, production, GOVERNMENT

and inventory control. Support of Wide Area Networking B et B R Ny BRiR T

[jARRIS

is inherent with DAD,,,32, providing capabilities to take full
advantage of distributed data and group interconnectivity.

1-800-622-0022 » www.harris.com

www americanradiohistorvy com
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. Scarborough: Listeners love movies, Page 14

¢ Screen scene: Coming to theaters near you, Page 16

* RAB: Radio saves drive-in from extinction, Page 12

rkéting sales

Hey, broadcasters! George

B’ 'b” Axelrod Lucas would like to thank
MMS Editor
jaxelrod@rroniine.com you all. Thanks to the tre-

mendous word-of-mouth
generated in part by personalities and features on
radio and TV, was a single cent spent advertising
Star Wars: Episode I — The Phantom Menace on
either medium?

The anticipated success of Star Wars triggered a
domino effect that most likely changed your
station’s revenue mix in May.

'SALESK

R&R INDUSTRY X-RAY:
ENTERTAINMENT

B This summer’s reel big question: Star Wars, the revenue menace?

“There’s no business like show business,
like no business I know.”
— Irving Berlin

five movies amonth or more, 58% are single and 51%
are 18-34! So such formats as CHR, Urban
Contemporary, Alternative, Rock and Hot AC would
seem to be natural targets for movie advertising.

This notion is backed up by the Scarborough
Research data on Page 14, which shows that frequent
radio listeners are much more likely than TV viewers
to be among the most active moviegoers. Those are
the people Hollywood needs to reach most. While
only 28% of Americans see an average of a film a
month, these frequent filmgoers account for 81% of
the total box office numbers!?

Studios, reluctant to open against
the prequel, rescheduled major
releases so that they wouldn’t go
head-to-head with “the Force.”
Thus, there were few movies
opening that month, and the
biggest one of ‘em all wasn't

Radio Spending Profile

 Of the money spent advertising
entertainment (movies, con-
certs and theater) in all media,
how much goes to radio?

So why isn't radio getting more
movie dollars? The movie busi-
ness certainly isn’t hurting — 1.48
billion tickets were sold last year,
creating a record gross box office
total of $6.95 billion 2

1 can offer one reason ... and an

advertising!

Highest market

inviting solution to clearing that

Unfortunately, the Star Wars

juggernautis notjustan anomaly — Ao ags

movie studios spend a minuscule |

Lowest market

29.3%

°° obstacle. Newspapers make a
18455 | killing with movie listings, even
10.0%

though newspaper readership is

part of their advertising budgets
withradio. According to Competi-
tive Media Reporting figures, only
$25.2 million — 1.8% of the major
studios” ad spending — went to |
radio in 1998. By comparison, they
spent 14 times that amount on

* 1998 entertainment category radio
growthrate: 15.1%
 * 1998 overall radio growth rate: 12%
* Entertainment as a percentage of total
radio expenditures, 1998: 2.5%

Source: Miller, Kaplan, Arase & Co. LLP

on the decline. In fact, 68% of
filmgoers say they found out
theater show times from newspa-
pers. So now that radio broadcast-
ers are also in the Internet
business, why aren’t we working
j with the studios and other part-

newspapers and 29 times as much
onnetwork TV. In fact, all forms of TV account for all
but 24% of movie spending!

Fortunately, the segment isn’'t a total loss,
because concerts and theater- also factor into the
entertainment category, bringing radio’s average
take in the category to 18.1%. Music radio, of course,
is a natural recipient of concert ad spending. After
all, promoters are able to target active music listeners
in the artists’ home formats.

The demographics of active moviegoers are also
favorable to several radio formats. The most active
moviegoers are young singles — of those who go to

-

ners to put movie listings on our
station websites? Why aren’t we selling tickets to
shows on our station websites?

There’s plenty of traditional and nontraditional
revenue to be had by being more aggressive in our
partnerships with both movie studios and theater
chains. Use your promotional power and your Internet
abilities to create a total selling package that uses your
station’s resources to generate a buzz and sell tickets.
Good luck ... and may the Force be with you!

' Simmons 1998 data
2 Motion Picture Association of America figures, 1999

|
1
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A BUSINESS STRATEGY
WORTH COPYING!

How do you run a successful
business? | asked the founder and
chairman of Kinko's, Paul Orfalea, who
replied, “You take care of the workers, and they'll take care of you.
People are a lot more competent than they give themselves credit
for, and if you put them in the right environment, they rise to the
level.of trust you give them. Manage the environment and not the
people.’

How does Orfalea do that? In part by providing his “co-workers”
{(employees) with extensive training, profit sharing, an attractive
401(k) plan, excellent health and child care benefits, scholarship
programs and a level of respect seldom seen among retailers. But
the most important element: “We're good listeners. We built a
culture of listening. Our philosophy is that we're a family, we openly
communicate and it's all right to make mistakes. You've got to listen
with your eyes also. | can tell a good store by the spark in the co-
worker's eyes.”

The result is that Kinko's recruits and retains outstanding

employees, which is what makes
< - e them So successful. As
THE RDA [BRERR Orfalea says, “I'm a firm
£ R . Deliever that happy fingers

S_‘ U C CE 55 | ring happy registers.”

How successful is

Kinko's? When people refer to
business service stores, they use the company name as a.generic,
just as they might say “Jello” for gelatin or “Xerox” for photocopy.
Headquartered in Ventura, CA, Kinko’s has 907 stores nationwide
and 53 overseas, with 25,000 co-workers and estimated revenue of
$1 billion. Last year they made over 13 billion photocopies — more
than 2 copies for every person on earth. Orfalea’s ownership is
worth about a quarter of a billion dollars.

Is Orfalea a genius? If so, it wasn't apparent when he flunked
the second grade and was later put in a third grade class for
retarded students. He struggled academically and graduated from
high school with a D average. It wasn't until years later that the
the cause of his problems was discovered: He's severely dyslexic.
Even now, he has difficulty reading and writing, and to this day, he
says, “I don’t know how to use a computer or run a single
machine at Kinko’s."

When Orfalea started the company in 1970, he just wanted to
own his own little business rather than work for someone else. “|
sold film developing like Fotomat, photocopying and stationery,
notebooks and pens.” Because of his curly red hair, people called
him “Kinko”; that became the name of his company.

The first Kinko's was started in back of a hamburger stand “right
next to the UC Santa Barbara campus,” Paul said. it was only 100
square feet, which.is so tiny (about the size of an office cubicle) that
during business hours, he had to roli the copy machine outside.

“The second one was in Irvine. It was in a garbage roomin a
restaurant. The guy said, ‘OK, I'll take the dumpster out.' | paid the
guy $80 a month. It was right next to UC Irvine and next to a post
office. It was perfect.” Paul controlled his costs by securing cheap
space, and his convenient locations made it easy for customers to
do business with him. These are key ingredients in the success of
any business.

Orfalea had no formal business training, and | asked what his
biggest fear was in starting the company. He said, “That | was going
to fail. | knew my costs, could assess risk and had intuition, but |
was insecure — | was only 22 years old.” Given your maturity and
the resources you have, think of what you can attain by applying
yourself using the knowledge Orfalea shared with you today.

Next week, I'll tell you a secret to business success from Sam
Walton, who built Wal-Mart into the world's biggest retailer.

By Dick Kazan

Dick Kazan is a successful entrepreneur who founded one of the largest
computer leasing corporations in the United States. He created and hosts
The Road to Success, the first radio talk show to offer on-air business

consuiting to business owners and employees. E-mail your comments or

questions-to him at rkazan@ix.netcom.com.
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B 1998 Media Spending (in thousands of dollars) SUCCESS STORIES FROM THE RAB
Concerts/Theater Movies
Market Newspaper TV Newspaper TV -
.. paper o | RADIO RESCUES DISAPPEARING DRIVE-IN
:gta';?r:\;' 5 O'g_ i;g:%g ggggg glggg4 a SITUATION: How did radio help save a great American tradition in one small
Boston 15,0126 2483.8 13:554_3' 1{936.1 community? The Twin Drive-In theater in Longview, WA was about to be
- Buffalo 00 1,259.8 1,881.6 F0745 converted into an RV campsite when KLYK-FM personalities brought the
Charlotte 00 614.9 9512 873.8 situation to the attention of their listeners. Their response — and the
Chicago 2B.678.4 _B4429 26,577.7 23,1508 opportunity that reaction created for the property’s owner — truly
Cincinnati 0.0 1,405.4 1,158.6 1,584.0 demonstrates the power of radio advertising.
Cleveland 0o 1225.0 3,266.9 H4738 OBJECTIVE: The goal of this impromptu campaign was to convince the new
Columbus 0.0 1,132.9 1,571.5 1,715.4 owner to keep this popular community landmark open as a functioning
gh"T_laes';Ft, Worth g ;ég l “%3;2?8 g-gggg ’;v?gg;% drive-in theater. Listeners started a petition drive, and the movement
Enve - 281 RESIEE I 7127 included a friendly on-air debate between the property owner and those who
Detroit ##0.0 3,360 10477087 7.8528 hoped to preserve the drive-in. R
Grand Rapids 0.0 956.3 1,033.1 12925 ) h A" .
_#Greénshoro 0.0 3840 3308 08.8 CAM'PAIGN:.KLYK listeners and on-air pers_,onalltres brqught the issue to
Greenville-Spartanburg 0.0 246.9 621.8 3410 public attention and generated enough excitement to give the new owner a
Harrisburg 0.0 2973 471.6 5734 positive and profitable alternative to closing the theater.
Hartford 1,643.6 1,423.5 1,152.1 3,194 1 RESULT: Based on this outpouring of community support, the new owner
Houston 11 1,841.3 8,901.6 ¥,537.3: worked with KLYK to promote Tuesday through Saturday movies at the
Indianapolis 0.0 739.0 2,113.3 2,748.6 Twin Orive-In. The theater has worked out co-op promotional agreements
-Kansas City =0.5 e meleh ] 8528 1,5479 with KLYK and is now actively advertising movie screenings. Local citizens
Los Angeles 58,068.2 59834 76,668.5 52,449.9 are excited about the possibility of keeping the drive-in, and both the owner
Louisville 0.0 553.2 1,252.1 «£38.6¢ and listeners were impressed with the results of this listener campaign.
Memphis 0.0 475.3 1,263.9 467.2 ] = o
Miami-Ft. Lauderdale 45428 2,016.7 7,0994 10,360.5 P e =
Milwaukee 0.0 1,157.2 1,4145 1,668.0 E BAB Iﬂnla ﬂx R r
Minneapolis-St Paul §.029:6 19:0 7507 % 77722 — e R
Namf?" — . %o % 307 4 1 335 1& 1.176.%% More marketmg mformatmn and resources from the RAB
T o SR Ly a0 FROM MEDIA TARGETING 2000 -
New York 14,719.7 15,905.3 39 234.9 55,176.5 Nearly hatf (45%) of le who h toth B tth
Horfolk 400 753.2 .048.0 1562.1 early half (45%) of people who have gone to the movies in the past three
Oklahoma City 0.0 317.9 20723 1165.3 months earn more than $50,000 a year, and 31% are college graduates.
-Orlando a.0 41,4216 2,635.1 3,872.1 Almost three fourths (73%) own their own homes, and 37% have children
Philadelphia 7,304.8 21327 10,766.5 17,0083 living at home. This group spends an average of 48% of its daily media time
Phoenix EEEa 1,634.3 5323 8,086.3 with radio.
Pittsburgh 0.0 1.358.8 1,662.6 3:497.2 INSTANT BACKGROUND - MOVIE THEATERS
¥ m ar L0144 1.506.8 23,0058 Primary reasons for selecting one theater over another that is playing the
Prowdence 09 Lesgs e AL same film: Proximity to home, 27%; ticket prices, 23%; show times, 22%;
~Raleigh-Dyrhmm 0.0 3171 5257 1,281.0 - [ Y A ’ ’ ! ’ ! !
Sacramento 1277.2 2,343.4 4.670.3 quality of theater, 21%.
Salt Lake Cily 0.0 939.0 23628 " RABCATEGORYFILES
San Antonio 0.0 1,678.6 1,724.4 “Websites for movies are becoming more and more efaborate, but do they
San Diego 3,364.4 37298 88344 actually get people into theaters? Who knows? Though ticket sales would
San Francisco 20,975.5 20,257.9 22,521.7 seem to be the best measurement of how weli a site works, Columbia
gfa:!le. 05 6’059'% 1 0—2’3‘;2 TriStar and Buena Vista are the only studios interviewed for this story that
Ta}n: au- '&. Petershirg 976,;& ‘897 :23;?07/“ 2’933(1 sell tickets gn the sites. ‘Our No. 1 'goal isto drive_people to thethegtert(_) see
Washington, DC 12,908 5 2, 1805 11,689.1 15.536.0 the moyle, says VIra quenstem, VP/Marketing ‘for Columb@ TriStar
West Palm Beach 842.9 660:% 683.1 7T Interactive. ‘To achieve this, from any page on our site you can click on the
Wilkes Barre-Scranton 0.0 270.0 318.6 158.2 button, enter yourZIP code, find the show time and actuatly buy the ticket.”
Total Top 50 196.008.8 88,7415 322,379.6 364,978.1 — Susan Kuchinskas, AdWeek (2/8/99).
Source: Competitive Media Reporting ' For more information, call RAB’s Member Serwce HelpLine at (800) 232-
3131 or log on to RadioLink at www.rab.com.

Fill out and return this form
fo request new listings for
your company in the all
new R&R Directory

PLEASE FILL OUT COMPLETELY :

ol o CONTACT & TITLE
Verification forms for
existing listings are in the
: COMPANY NAME
mail today to program
suppliers. All other
ADDRESS

companies with current
listings will receive
verification via fax in June. €Y
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MapMAKER™ s a service mark of The Arbitron Company.

You Might Be with MapMAKER

Rankers are great if you're a top station. But if you're not, you've probably lost a lot of business
you might have been right for. MapMAKER®™ 5.0 can help you get past the “top station” road-
block and get on the buy. MapMAKER replaces Metro- based rankers with something retailers

really respond to — retail trading area rankers (hstenmg ﬂu m P gmmer Rmﬁ

in retail trading areas). e Wb

Look at retail trading areas

UM Cale | MG |Sham]| Dume &
WARAAM 1 !

Retailers care most about those most likely to visit their ~ [1 | Veeseam 1sm 120 2 ~f, Mt Skl

. ) ) . . 1 WCCC-FM 200 64 17000 o
store — the folks in their retail trading area. Retailers — |[7]+ woooaw “mo s smo | C IR
. . . E WEEEFM ='Il.!'.l ":.; ::m 3: ‘ e Em%w .
make decisions based on retail trading areas every day. |’ Wocomw 0 b, i =| O Cobloms
I i 5 BWHHH.F” 1,000 Hﬂ i 14"00 :---......'....._' Y .:-u: .\,.. i -a\.-........ Gt

MapMAKER offers you a powerful solu-

9 WOJOEM B0 40 12600

tion to “top station only” sales situa-

tions because it positions your station in
a language that retailers understand —

retail trading areas.

To learn how to turn “You’re not top Using MapMAKER, WAAA
five” into “You’re in on the buy,” call

your Arbitron representative today.

a top station in this retailer's
trading area.

ARBITROIN

A Ceridian Company

www americanradiohistorvy com

demonstrated that they're actually

www.arbitron.com
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RADIO LISTENERS REALLY LOVE MOVIES

MOTION PICTURE ADVERTISING BY MONTH

50 — e

Who are the most frequent moviegoers? Radio listeners, of course. People who have seen more than i IR |
seven movies in the last three months are 16% more likely to be heavy radio listeners and 6% more s Sleletu] A
likely to be moderately heavy radio listeners. While those numbers slightly outpace newspaper 40 .s,mr.f@

readers, they’re light years ahead of TV viewers. So if studios are looking to court the most active
moviegoers, why are they spending so much money on TV?

Gt
S
-
@
4
o
-\\-
*
e
o

ESIEN ACTIVE MOVIEGOERS’ MEDIA HABITS n
NEWSPAPER USAGE TV VIEWING 20 = v
~ |16 [Heawy 116 Fﬁéaw ] 89 0
- !ndeml'e'y“e'aw% L VMDderat»eLymgw: 94 Jaln Fcl.h Mlar A;l)r MLV Jl:n Jl|l| At'ng St!,p OLt N(l)v Dtlec Jelm
[VeryLight o1 [Very Tight _ ) 104 ‘99

(Heavy = first quintile; moderately heavy = second quintile; very light = fifth quintile)

= WHERE FOLKS FLOCK TO FLICKS ... QUICKLY! , |

In general, heavy radio listeners are also extremely active moviegoers who try to catch new releases
as soon as they come out. In fact, heavy radio listeners are 17% more likely to see movies as soon as
they can. That especially holds true in the largest markets. The following are the 15 markets where
heavy radio listeners are most likely to see new movies within two weeks of their release.

CULTURAL EVENT ADVERTISING BY MONTH

11998

15 H’/\/\i//\.

Market Index Market Index Market Index Market Index =2  Nowspapers »
1 San Diego 144 5 Dallas-Ft. Worth 119 9 New Orleans 109 12 Washington 107 - ek @ Sout Thirvisar
2 Los Angeles 136 6 San Antonio 117 ' 10 Phoenix 108 (tie) Minneapolis 10 &
3 Houston 133 7KansasCity 113 | (tie) Miami- 14 Baltimore 106 . > ¢
4 Chicago 126 (tie) New York Ft. Lauderdale (tie) Sacramento G * o *
"
5 4 _J -
(Index: average=100) Source: Scarborough Research Corp. Release 1 Combined Study _,aln Féb M'a, A",, MLV _,Jn _,l',l Al',g Selp oLt Nov Déc _"'m
‘99
F O RWA R D Sales & Promotion Planning Calendar July 11-17
b ob b bt I A CLM 5 L) e e PR AT o iy
July 11-17 Mosquito Week, National Therapeutic Recreation Week
@ @ @ o is ic @
| National Cheer Up the National Pecan Pie Day National Ice Gream Day Pandemonium Day National Tapioca International Juggling Crank Call Day
Lonely Day Steel Day National French Fries Grand Marnier Day Pudding Day Day National Peach Ice
Swimming Pool Day The first Etch-A- Day Woody Guthrie born Respect Canada Day Corn Fritters Day Cream Day
National Blueberry Sketch goes on sale Go West Day (1912) First duck-billed First parking meter Wrong WBY_DfIY
Muffin Day (1960) Fool’s Paradise Day platypus arrives in the installed (1935) Joe DiMaggio’s 56-
Babe Ruth’s first major First minimum wage U.S. (1922) game hitting streak
league game (1914) established — 33¢ ends (1941)

(1933)

Maximize ldentity for
Remotes & Special Events

BANNERS

We have cost effective answers
for your promotional needs!

e Jumbo EventTape®
 BunchaBANNERS™
* BumperStickers

e FlashBags'"

e Ponchos

%

»
' ~ 58
5 QNI XA S
CopLEs S

FirstFlash!
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- oy
E 6209 Constitution Drive * Fort Wayne, IN 46804 PL::';!
@] 1-800-21-FLASH (1-800-213-5274) + Fax: (219) 436-6739  www.firstflash.com RECYCLE
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Edison Media Research conducts complete, custom
perceptual research and comes to your market for
a full presentation of the results in two weeks.

Two Weeks.

We’ve now been delivering on this promise for five years.

When you want to know what’s going on with your stations and
your markets you want to know now. That’s why we developed the
ability to turn around complete market studies in a fraction of the
time it takes most other companies. We d<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>