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Ten Years 01 Big Hits _ ) ’ : _ Joyner Proves Power Of Radio

“That's the Way It Is” by Celine Dion racks up 97 first- / A / / ABC Radio Networks morning man Tom loyners
, week adds at R&R ‘ ) d . crusade to convince '
| AC. It's a new i ] = ' CompUSA to use minority
| recording from her : ‘ N meaia bore fruit this week
forthcoming \ - ) when the computer chain
greatest hits GO, ‘ » agreed to make key
Al the Way ... A X ; : " changes in its advertising
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“Phil Vassar’s CD is truly brilliant, innovative music. |
literally listen to it everyday. | love it! And I'm adding it.”
— Eric Logan, OM wWQYK Tampa

“Un(blanking)believable! Phil Vassar is in a class by
himself” —Johnny Gray, MD WKHX Atlanta

“Everything music should be. Emotion, Passion and
Honesty. It's a musical masterpiece.”
—Bob McKay, PD WKIS Miami

“It is feel good music, and it makes me smile and want
to sing along.”
— Robynn Jaymes, PD/MD WYYD Roanocke

“His sounds moves him several notches above many of
the other “sound alike” new artists.”
—Ken Johnson, PD WXTU Philadelphia

“No wonder Phil’'s the songvwvriter of ‘99.
He may be the artist of 2000... This is a hit!”
— Bill Hagy, OM WXBQ Tri-Cities

“From the very first note on Phil Vassar’'s ‘Carlene,’
you know something special is about to happen.
Quite simply if you don’t hear it, you need new ears!”
—John Marks, PD KWNR/KFMS Las Vegas

you know his hit songs,
now-get ready for his hit single.
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Early Rock Add! -
KDKB

| tom petty and the heartbreakers. th1s one s for me

n echo. produced by tom petty and mike campb eas: end, fony

Going For Adds This Week!
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NEW NEEDS FOR
SELLING CELLULAR

It's no surprise to anyone in the radio
industry that cellular communications
companies have spent a healthy amount
of their advertising budget with radio. But
have those ad dollars kept pace with
radio’s overall growth this year? MMS
Editor Jeff Axelrod set out to find the
answer. Also this week: Dick Kazan
discusses some secrets on making the
best first impression, and in “Innovation
Station” John Lund checks on how
Internet-friendly your station is.

Pages 12-18
SWING, SINATRA & STANDARDS

Twentysomething men

| in Houston are attending
swing events in $600
zoot suits. The rapidly
growing baby boomer
population is once again
embracing the hits that
made MOR the format
to beat. Discover why

| Adult Standards (not

= “Nostalgia”) is poised to
become a growth format for the 21st
century in R&R’s first-ever Adult
Standards column, by Radio Editor Adam
Jacobson.

le s

Page 32

= Bill Fortenbaugh named
VP/KRG Corporate, Bob McCurdy
now Sentry Radio Pres.

« Jeff Wayne becomes Jones
Int'l Networks Pres./CO0
Page 3

THIS #] WEEK |

CHR/POP

« LOU BEGA Mambo No. 5 (A Little Bit 01...) (RCA)

CHR/RHYTHMIC

* JUVENILE Back That Thang Up (Cash Money/Universal)

URBAN
« IDEAL Get Gone (Noontime/Virgin)

URBAN AC
= BRIAN McKNIGHT Back At One (Motown)

COUNTRY
» MARTINA McBRIDE | Love You (RCA)

AC
* PHIL CDLLINS You'll Be In My Heart (Hollywood)

HOT AC
» SANTANA 1/RDB THDMAS Smooth (Arista)

1 NAL/SMOOTH JAZZ
+ DAVE KOZ Together Again (Capitol) .

ROCK
« CREED Higher (Wind-up)

ACTIVE ROCK
« CREED Higher (Wind-up)

ALTERNATIVE

* BUSH The Chemicals Between Us (Trauma)

ADULT ALTERNATIVE
« STING Brand New Day (A&M)
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Wall St. Welcomes Radio Unica

M Issue soars whopping 71% in IPO debut,
underscoring faith in Spanish-language sector

By JEFFREY Y ORKE
| R&R WASHINGTON BUREAU CHIER
yorke @rronline.com

A rocket scientist would have a hard time §
figuring out what the World Wrestling Fed-
eration. Martha Stewart’s Omnimedia and
| Radio Unica have in common. But a Wall
! Street analyst could tell you the connection:
| All three of their share prices soared after
their initial public offerings were launched
on Tuesday.

Radio Unica’s 6.84 million shares (about
29% of the company) had been priced at
$16 apiece on Monday by lead underwriter Salomon Smith
Bamey. Prelaunch institutional interest was strong — the is-
sue was about 14 times oversubscribed — and the shares

/

/ IPO/See Page 24

Blaya

Cox Exits L.A. As Hispanic
Buys KACE & KRTO

In late August Cox Radio agreed to acquire 14 stations from AMFM
in exchange for $3 million and Cox’s crown jewels: KFI-AM & KOST-
FM/Los Angeles. At the time Cox said it would leave Southern Cali-
fornia altogether when its Urban Oldies combo — KACE-FM/
Ingtewood and KRTO-FM/West Covina — was divested at a later
date. That deal happened last week, as Hispanic Broadcasting agreed
tc? pay $75 million cash for the combo. HISPANIC/See Page 24
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What’s Useful To ’Net Users?

M Local info, coupons top Wimmer-Hudson list

By Ron RoprIGUES
R&R EDITOR-IN-CHIEF
ronr@rronline.com

A new study of Internet users
has once again shown that visi-
tors to radio station websites
want continuously updated com-
munity events information and
retailer coupons more than any
other features.

A Wimmer-Hudson research
project. conducted for Sinclair
Broadcasting. asked a variety of
questions of 1.419 respondents
aged 16-64 who listen to radio at
least one hour a day. When the
panel was asked to rank the use-
fulness of various website fea-
tures on a 1-10 scale. they re-
sponded in this way:

76
74

Info about locat events
Coupons for discounts
{strongest with women and
AC, Country listeners)
Concert tickets for purchase
Local movie schedule

Lyrics of songs
Artist links (strongest age
16-29)
Audio from station
Weather maps (strongest 25-
44, soft AC)

Live video fromthe radio
studio

Free e-mail service (strong
35-49, AC, Country)

Audio from an out-of-town
station

Screensavers of artists for
download

WEB/See Page 22

7.2
6.9
6.8
6.6

6.5
6.4

6.2

5.9

5.8

55

‘Noncommercial’ Redefined

B Pubcasters take cues from commercial radio

By MAT1 SPANGLER
R&R WASHINGTON BUREAU
spangler@rronline.com:

Just like your average Willie
Loman. Bob Williams submits
avails to agencies broken out by
daypart. He’ll e-mail them infor-
mation on his stations’ program-
ming. AQH. cume. etc. He
makes commissions off sales for
his clients — which generally
range about $300-$1.000 per
unit. In fact. with one exception,
Williams' company appears on
the surface to look like any other
rep firm.

The difference is that he rep-
resents public radio stations.

Three years ago Williams left
National Cable Communica-
tions. the cable industry rep firm
he founded. At the request of re-
gional public radio network Pa-

cific Mountain, he started up
National Public Broadcasting.

Before NPB came along. Wil-
liams told R&R. National Pub-
lic Radio might “facilitate™ the
sale of time on several of its af-
filiates (called “member sta-
tions’ in pubcaster parlance). For
the most part, however, NPR
only sold inventory for its na-
tional programming, which in-
cludes Morning Edition and All
Things Considered.

Today NPB has about 50 cli-
ents, including NPR and Public
Radio International niember sta-
tions. NPR member station
WHY Y-FM/Philadelphia signed
up with NPB because. as Direc-
tor/Marketing Allen Murphy told
R&R. it found that public radio’s

PUBLIC/See Page 22

Discrimination
Study Set By FCC

The FCC will soon probe its
own corridors to look for evi-
dence of discrimination in order
to bolster initiatives that promote
minority and female ownership
of radio and TV stations. The
commission has sanctioned a
study that will determine
whether it was a past participant
in private market discrimination
against broadcast license appli-
cants.

The agency will interview at
least 100 people from minority-

Spanish Surges In Summer 99

Stations en Espariol continued their dramatic rise in the top
radio markets nationwide, with Los Angeles outpacing the
nation: The market’s 10 rated Spanish-language stations
now account for a whopping 25.4% of all radio listening.
Among the big winners is Liberman Broadcasting, whose
Regional Mexican FM combo KBUA-FM & KBUE-FM
soared 3.1-3.8. Its KKHJ-AM (La Ranchera) climbed 1.4-
1.6, more than tripling its ratings since summer '98. in the
Big Apple, SBS’ WSKQ-FM (Mega 97.9) has a firm grip on
second place 12+ and 25-54. Meanwhile, Mega's WAMG-
AM/Boston climbed 1.0-1.3 for its highest ratings to date.

New York Los Angeles

and female-owned businesses Sp'99 Su'99
(as well as small firms) that tried | WLTW-FM (AC) 54 6.1
to buy or sell broadcast licenses | WSKQ-FM (Tropical) 4.8 5.1
from 1950 to the present. Fed- WQHT-FM (CHR/Rhy) 54 48
eral contractors who can conduct | WHTZ-FM(CHR/Pop) 4.6 4.7
the study are currently being | WKTU-FM(CHR/Rhy) 45 43
sought. WCBS-FM (Oidies) 42 42

Such an inquiry is necessary WBLS-FM (Urban) 36 36
thanks to recent case law. In | WINS-AM (News) 3.7 36
1995 the Supreme Court said WXRK-FM (Alternative) 3.8 3.6

WOR-AM (Talk) 28 33!

that whenever a federal agency
or program employs a race-

FCC/See Page 22
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Sp '99 Su '99
KSCA-FM (Reg.Mex.) 6.2 6.0
KLVE-FM (Spanish AC) 59 5.9
KIIS-FM (CHR/Pop) 47 48
KROQ-FM (Alternative) 3.7 4.0
KPWR-FM (CHR/Rhy) 4.0 3.9
KBUA/KBUE (Reg.Mex.) 3.1 3.8
KFI-AM (Talk) 33 35
KKBT-FM (Urban) 30 33
KTWV-FM (NAC/SJ) 29 33
KOST-FM (AC) 35 30

COMPLETE RESULTS FROM 10 MAJDR MARKETS: PAGE 34

Register Now For The R&R Talk Radio Seminar: Page 31 or www. rranline.com/convention

Joyner, CompUSA
Reach An Accord

For Tom Joyner, the Comp-
USA story is a “good news, bad
news” epic.
For nearly
three months
the ABC Ra-
dio Networks-
syndicated [#
host has been
hammering
away at the
national com- |
puter store [N
chain, trying
to shake loose
a promise that it wouid recognize
the spending power of African-
Americans and make a commit-
ment to advertise in black media.

On Tuesday (10/19) — fol-
lowing a Saturday meeting in
Dallas with Joyner and his
twice-weekly sidekick from
BET, Tavis Smiley — Comp-
USA President/CEO James

Joyner

JOYNER/See Page 35



www.americanradiohistory.com

SSO11

(}V@ e

Breaking out of Europe, Bosson (pronounced bo-sahn”)
releases the first single trom his highly anticipated
debut album coming February 2000.

"We Live” was a major International hit single.
It was added as an importat KIS-FM (Los Angeles) and
is already a proven hit with Top 10 Callout research!!!

Producad by Bosson, Thomas Gustafsson & Hugo Lira. Mixed by Joakim Styrén for 10} Komntuntkation at Jam Lab Stadio 3
Management: Terry and Anthony Anzaldo/Good Guy Entertainment

hollywoodandvine.com m
@199 Capitol Records, bne,

wnany amoricanradiobicton: com
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Fortenbaugh To KRG
Corp. VP; McCurdy
Named Sentry Pres.

Bill Fortenbaugh. most recently
President of Katz Radio Group's
Sentry Radio. has been named VP
of KRG's corporate sector.
Fortenbaugh joined KRG in 1970
as an AE with Katz Radio and has
been with the company for
29 years. Concurrently. Bob
McCurdy has been selected 1o suc-
ceed Fortenbaugh as Sentry Radio
President. McCurdy. a 19-year
company veteran. was most re-
cently Exec. VP of the Katz Radio
Group and previously held the Sen-
try President post.

KRG President Stu Olds. to
whom both report, commented,
“We are thrilled to have Bill join
the KRG corporate team. The ben-
efit of his expertise. gained over
three decades at the Katz Radio
Group, will be a tremendous asset
to this area. The start of a new bud-
get year combined with Bob
McCurdy’s considerable experi-
ence with our company makes the
timing of this transaction perfect.

“Sentry Radio has been the most
successful independent start-up rep-
resentation firm over the last 25
years. Under the initial direction of
Bob and the leadership of Bill for
the last three years, Sentry has seen
an expanded sales force. increased
client base and top-notch perfor-
mance. Bob’s return to Sentry will
assure that continued success.”

KATZ/See Page 35

Sinclair/St. Louis
Promotes Saunders;
Schell Now WIL PD

Matt Saunders has been elevated
from GSM 1o GM for Sinclair’s
Nostalgia WRTH-AM. Classic
Hits KIHT-FM and Country WIL-
FM in St. Louis. He succeeds Lon
Bason. who recently left for the VP/
GM post at KLIF-AM & KPLX-
FM/Dallas (R&R 10/15).

At the same time. programming
veteran and former WKKX/St. Louis
OM Russ Schell has been named PD
for WIL. He succeeds Bob Barnett,
who left for the AMFM/Nashville
OM post (R&R 8/20).

Saunders has spent the last de-
cade in St. Louis radio sales and
sales management positions — the
last four years at the Sinclair trio.
Schell has been a Corporate PD for
the Zimmer Radio Group over the
last year. His programming history
also includes stints in Atlanta, Nor-
folk and Indianapolis and the VP/
Network Operations post for the
Interstate Radio Network.

SINCLAIR/See Page 35 ‘

WKQX/Chicago’s syndicated host Mancow Muller got a dose of
surburbia’s dark side when cast members of the critically acclaimed
film American Beauty dropped by. Smiling like they're famous or some-
thing are (I-r) cast members Wes Bentley and Kevin Spacey, Muller,

and cast members Thora Birch and Mena Suvari. ,

Premiere Buys MJI Broadcasting

B Clear Channel net to also distribute Dees countdown |
on Clear Channel’s KIIS-FM/Los
Angeles to 2005. No price was an-
nounced on the CD Media deal.
Premiere also bought the Satellite
Comedy Network, a CD Media
z== property.
| Just as new radio station
| ownership rules created
| under the Telecom Act of
| 1996 changed the land-
scape for radio owners. ra-
dio in 1999 is a somewhat
different animal for net-
works. As groups such as
Clear Channel. ABC and
Infinity grow larger. their
multitudes of stations need
altfordable programming.
Networks like Premiere

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

Merger mania, which reached an
apex with the $23 billion merger of
Clear Channel and AMFM this
month (R&R 10/8). is not EEE
exclusive to radic station [S
owners.

Radio program suppliers |8
are also getting in the act.
merging networks at a
rapid pace. Just last week
(10/13) Clear Channel’s
Premiere Radio Net-
works bought out MJI
Broadcasting for an undis-
closed price. And one day
later Winstar Radio Net-
works acquired SFX Radio

Dees

Network’s syndicated radio prep
services. also for an unnamed price
(see story. Page 20).

Premiere also made other moves
last week. signing a deal with CD
Media to distribute and manage ad
sales for The Rick Dees Weekly Top

need to be able to provide the hun-
dreds of Clear Channel stations with
a variety of programming. In this
case. the purchase of MIJI gives the
network more music programming.

Consolidation among radio net-
works seems to be moving parallel

40. That arrangement coincides

with a new contract keeping Dees PREMIERE/See Page 35

Abrams’ New Beat: WYAP/Atlanta’s PD

Cox Radio has promoted WBHK/Birmingham PD Mike Abrams to a
similar post at new CHR WYAP (The Beat)/Atlanta. Abrams is the first
staffer hired since Lori Rechin-Sheridan was named VP/GM at the
station’s start-up (R&R 10/1).

“T am honored to receive this promotion,” Abrams told R&R. “Cox is a
great company and one of the few that really cares about the two most
important things: people and the product. We are going to dominate in
Atlanta — there is no ‘second best’ — and we are going to do every-
thing we can to become the No. 1 18-34-year-old station in the city.”

Abrams’ programming career includes stops at WQHT/New York,
KKFR/Phoenix, KSXY/Reno. WHTZ/N.Y. and WAPP/N.Y. He said *YAP
plans to hire an airstaff as soon as the hundreds of tapes it received are
reviewed, adding that “consultants Steve Smith and Bill Tanner have joined |
our team.”
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Jones Int’l Lifts Wayne To Pres./C00

Jeffrey Wayne has been elevated to President/COO of Jones Interna-
tional Networks. which owns Jones Radio Networks and MediaAmerica
and recently agreed to acquire Broadeast Programming. He most recently
served as President of Jones™ cable programming unit.

Wayne succeeds Glenn Jones. who remains Chairman of the company.
“Jones International Networks is now in the hands of a talented execu-
tive with a proven track record of success in the programming distribu-
tion and ad sales businesses.” Jones remarked. “We are particularly de-
lighted 10 name one of our vwn as President.”

Before joining Jones. Wayne was VP/Programming for the Providence
Journal Co.’s Broadcast Division. which had interests in The Television
Food Network and America’s Health Network. He alse served as Presi-
dent of TV Food Network and spent 17 years with Providence Journal's
cable TV unit, Colony Communications.

Strategic Media Appoints Richman HI1

Deborah Richman has been named COO for Strategic Media Re-

'~ search. She joins the research firm from her VP post at Encore Media

Group, home of Encore, Starz! and 11 other thematic multiplex channels.

“Radio has established the best programming models,” Richman com-
mented. “The digital cable world should watch closely and take a page
out of radio programming, where format proliferation feels familiar and
simply works.”

Richman has over 15 years’ experience in research and TV and once
worked for Nielsen Media Research. She was also VP/Marketirg & Prod-
uct Management for Ameritech Library Services.

In her new job she will focus on effective methodologies for research-
ing listeners and viewers. ““We must explore new trustworthy and reliable
ways to gauge attitudes. perceptions and behaviors,” she said. “The web
is not a panacea. but could augment callout and auditoriumi methodolo-
gies in the new research mix.”
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What They Own Abroad

announcing another intemationai deal, but details weren'’t available.

Company International Holdings

C lear Channel Communications isn't just a domestic giant — the San Antonio-based broadcaster is an interna-
tional powerhouse as well. But it isn't the only giobal player, as demonstrated by the chart below. The list excludes
television holdings, such as Viacom's MTV Europe. At press time Emmis Communications was on the verge of

Clear Channel Communications

50% of APN, with 240 stations in Australia and
New Zealand; minority or majority stakes in 12
stations in the UK.,
Norway; U.K.-based Clear Channel Radio Sales;
More Group (European outdoor company)

Denmark, Czech Republic,

Metromedia International

stations)

15 stations in Russia, Germany, Republic of
Georgia, Hungary, Estonia, Czech Republic and
Latvia {majority stakes in all but the Estonian

Saga Communications

50% of Finn Midill, with six FMs in Iceland

Cumulus Media

100% of GEM Radio Networks, with five stations
in the Eastern Caribbean

Emmis Communications

54% of Slager Radio in Budapest

CBS

Some outdoor holdings in U.K_, Holland and
France through TDI

McCain, NAB Big Recipients

0f Radio Political Contributions

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

Radio’s biggest names haven’t held back when it comes to
political contributions, spreading the wealth among both Repub-
lican and Democratic candidates and to political action commit-
tees, according to Federal Election Commission records. A quick
survey by R&R showed that radio’s financial leaders support a
wide range of candidates.

A sampling of who radio’s mov-
ers and shakers are supporting: CBS
chief Mel Karmazin has given $9.500
in the past three years: $1.000 to
Senator John McCain — the maxi-
mum allowed per candidate each

year from an individual — and
$5.000 to the NAB political action
committee. the maximum allowed
per year to a PAC. Clear Channel’s
Lowry Mays donated only $2.250,
but his son, Mark Mays. has given

$9.500. including $7.500 over three
years to the NAB PAC. $1.000 for
George Bush’s presidential cam
paign and $1.000 to McCain
AMFM’s Tom Hicks has given
$41.200. spread over numerous can-
didates and party groups. For those
who are interested in more details.
information on all individual and
committee contributions is avail-
able at the FEC website at iitp.//
herndon!.sdrdc.com/fecimg/
querv.html

BUSINESS
BRIEFS

Bloomberg

Arbitron Signs Taylor Nelson Sofres

A rbitron has entered a 20-year agreement with Taylor Nelson Sofres to
permit the international media research and TV audience measure-
ment company to use Arbitron’s patented Portable PeopleMeters technol-
ogy — but only in a set-top device and only in the United Kingdom. The
audio-encoding technology in a pager-sized portable meter continues to
be tested among 300 users in Manchester, England.

Taylor Nelson Sofres Director Mike Kirkham said Arbitron’s technology
is“a superior and proven encoding system” and “provides one of the most
reliable and affordable solutions for identifying the source of a programin
this hybrid broadcasting environment.” Arbitron President Steve Morris said
the agreement is the first step in establishing the Arbitron encoding system
as a global solution for tracking radio and television audiences in the emerg-
ing digital era. Arbitron is talking with U.S. radio executives about the pos-
sibility of testing the long-awaited PPMs as early as mid-2000, but no firm
decisions have been reached, spokesman Thom Mocarsky told R&R.

AMFM Shareholders Drop LIN TV Suit

S hareholders of Chancelior Media (now AMFM) last week opted to drop
their lawsuit in the Wilmington, DE Chancery Court. The suit had been
aimed at blocking the company's planned $1.67 billion acquisition of LIN
TV.The shareholders were angry over the company’s $1.67 billion bid for
another Hicks, Muse, Tate & Furst operation and had charged that Chan-
cellor was “grossly overpaying” for the TV group. Chanceilor's insurance
company has agreed to pay the shareholders’ lawyers up to $285,000 in
fees and expenses to end the haggling. Chancellor’s legal team has ar-
gued since last year that the claim was rendered moot when the company
backed away from the TV deal.

Meanwhile, AMFM has offered to pay $1,162 for each $1,000 in princi-
pal to those hoiding Capstar’s 10.75% senior subordinated notes due 2006.
The offer, which is being managed by Deutsche Bank Securities, expires
on Oct. 26.

AMFM Names Prospective GCC Board Members 7

MFM last week named prospective board members for the combined

Clear Channel-AMFM board of directors. The merger allows Clear
Channel to name eight board members and AMFM to name five. However,
should Clear Channel choose to name only seven board members, AMFM
would be limited to four. In papers filed with the SEC, AMFM supplied a list
of prospects for five seats, including guaranteed seats to current board
members Tom Hicks, Perry Lewis, former American Airlines Chairman

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 10/8/99 One Year Ago One Week Ago

Radio Index 17998 35214 36745  +95.66% -4.17%
Dow Industrials  8452.29 10.019.71 10,649.76 +18.54% -5.92%
S&P 500 1070.67 124741 133602 +16.51% -6.63%
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<dhe perféct fee shot IEyou cardaifoutdoors. the ature Dalley
ﬁuqugrﬂgpn. thasf coveredPlaces1ogo, hps. technigues and the
Sates! qear=-tREk asthe Trosh oiTand The-blue skes
No cash or barter, no product plugs
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www americanradiohistorv.com


www.americanradiohistory.com

The Bad News:

It's probably the most expensive music test
you'll ever use to build your ratings.

The Good News:

It's worth every penny.

INX combines the power of TargetPerfect™
active/passive core analysis with the ability to
reach all your Hot Zips all over the metro through
total random sampling. Like no other test ever
devised, INX lets you see clearly the route to
bring the ratings home, song by song. If you’d
like to learn about the INX test and how it works
(without obligation), just call us at 719-579-9555
or e-mail us at freeinfo@musictec.com and we’ll
send you the information.

The Ultimate Music Test

INX'is a product of Music-Tec ® America’s #1 Music Testing Company
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Radio Business

DEAL OF THE WEEK |

" 1999 DEALS TO DATE

Dollars To Date:  $26,991,853,028
(Last Year: $8,256,820,969)
o KACE-FM & KRTO-FM/  Dollars This Week: ~ $114,825,500
Los An.ye.les i (Last Year: $22,217,000)
$75 million ' Stations Traded This Year: 1,495
‘ (Last Year: 1,768)
. Stations Traded This Week: 29
' (Last Year: 21)
TRANSACTIONS ;

Hispanic Broadcasting
Lands Los Angeles Duo

C1 Gox departs Southern Galifornia for $75 million with sale

"TRANSACTIONS AT A GLANCE

® WVNA-AM & FM/Tuscumbia (Muscle Shoals), AL $5 million

¢ KLXR-AM/Redding, CA $125,000

® KQOD-FM/Stockton $5.14 million

® WLVJ-AM/Royal Paim Beach (West Palm Beach), FL $3,945,500
& KUMU-AM & FM/Honolulu $3.365 million

& WBNL-AM & FM/Boonville (Evansville), IN $400,000

® WVXI-FM/Crawfordsville, IN $400,000

& WFPC-FM/Petersburg, IN $450,000

& WHLY-AM & AM CP/South Bend, IN $250,000

® KICD-AM & FM and KIGL-FM/Spencer, 1A $6.4 million

® KUSZ-FM/Proctor (Duluth), MN $1 million

o KKAQ-AM & KKDQ-FM/Thief River Falls, MN $620,000

® WWKZ-FM/Aberdeen (Tupelo), MS $2.925 million

® WHB-AM/Kansas City $8 million

® WCIE-AM/Spring Lake (Fayetteville), NC $45,000

® WJRM-AM/Troy, NC $60,000

® WEZG-FM/Jefferson City (Knoxville), TN $300,000

® WREJ-AM/Richmond $600,000

® WCSW-AM &WGMO-FM/Shell Lake, W1 $800,000 .

of KACE & KRTO: Cumulus adds three in Dixie

KACE-FM/Inglewood &
KRTO-FM/West Covina
(Los Angeles), CA

PRICE: $75 million

TERMS: Asset sale for cash
BUYER: Hispanic Broadcasting
Corp., headed by President McHenry
Tichenor. It owns 43 stations, includ-
ing KTNQ-AM, KLVE-FM & KSCA-FM/
Los Angeles. Phone: (214) 525-7700
SELLER: Cox Radio Inc., headed by
CEO Robert Neil. It owns 72 stations.
Phone: (404) 843-5000
FREQUENCY: 103.9 MHz; 98.3 MHz
POWER: 1.65kw at 390 feet; 650 watts
at971 feet

FORMAT: Urban Oldies; Urban Oldies

Weening. It owns more than 250 sta-
tions, including WLAY-AM & FM and
WKGL-FM/Muscle Shoals. Phone:
(414) 615-2800

SELLER: E. H. Darby. Phone: (256)
383-3500

FREQUENCY: 1590 kHz; 100.3 MHz
POWER: 5kw day/1kw night; 100kw at
246 feet

FORMAT: News/Talk/Sports; Classic
Rock

BUYER: AMFM Inc.,headed by Presi- |

dent Jim de Castro. It owns over 450
other stations nationwide, including
KJAX-AM/Stockton. Phone: (512) 340-
7800

SELLER: Carson Group Inc., headed
by President Susan Carson. Phone:
(209) 462-5367

FREQUENCY: 100.1 MHz

POWER: 6kw at 285 feet

FORMAT: Oldies

KLXR-AM/Redding

PRICE: $125,000

TERMS: Asset sale for cash

BUYER: Michael Quinn. Phone: (530)
244-5082

SELLER: Four Rivers Broadcasting
Inc., headed by PresidentJohn Power.
It owns five other stations. Phone: (602)

WLVJ-AM/Royal Palm
Beach (West Palm
Beach)

PRICE: $3,945,500

TERMS: Stock purchase agreement
BUYER: James Crystal Inc., headed
by President James Hilliard. It owns

FREQUENCY: 640 kHz
POWER: 7.5kw day/460 watts night
FORMAT: Religious

KUMU-AM & FM/
Honolulu

PRICE: $3.365 million

TERMS: Asset sale for cash

BUYER: Emerald City Radio Part-
ners LP, headed by President Paul
Robinson. It also owns KHLO-AM &
KKBG-FM/Hilo, KKLO-FMAolcano and
KLEO-FM/Hahaluu. Phone: (202) 326-
5240

SELLER: PacificWest Broadcasting
Corp., headed by President Jeff
Coelho.

FREQUENCY: 1500 kHz; 94.7 MHz
POWER: 10kw; 100kw at 78 feet

1

interests in WEOA-AM, WABX-FM,
WIKY-FM & WJPS-FM/Evansville.
Phone: (812) 424-9911

SELLER: Norman Hall, President of
Boonville Broadcasting Co. Inc,
Phone: (812) 897-2080
FREQUENCY: 1540 kHz; 107.1 MHz
POWER: 250 watts; 3kw at 185 feet
FORMAT: Country; Nostalgia
BROKER: American Communica-
tions Partners

WVXI-FM/Crawfordsville

PRICE: $400,000

TERMS: Asset sale for cash
BUYER: Key Broadcasting Inc.,
headed by President Terry Forcht. It
owns 19 other stations, including
WCVL-AM & WIMC-FM/Crawfordsvilie.
No phone listed.

N g . el five other stations, includingWDJA-AM, =~ FORMAT: Nostalgia; B/EZ SELLER: Xavier University. It owns
- L . e | | seven other stations.

WVNA-AM & FM/ FREQUENCY: 1230 kHz WJINA-AM, WRLX-FM & WRMF-FM/ | | - Sl

ia (M | POWER: 1kw | West Palm Beach. Phone: (561) 432- | L. .} | FREQUENCY: 106.3 MHz
Tuscumbia (Muscle Lt g 5100  WBNL-AM & FM/ - POWER: 3.4kw at 440 feet

2 | | - :

Shoals) 9 ' SELLER: Carl Auel, Scott Smith & ; . FORMAT: Misc.
PRICE: $5 million } Robert Jones, principals of South Boonville (Evanswlle) ‘ BROKER: Thoben-Van Huss & Asso-
TERMS: Asset sale for cash KQOD-FM/Stockton Florida Radio Inc. Auel has interests ~ PRICE: $400,000 ciates

BUYER: Cumulus Media Inc.,headed |

in six other stations. Phone: (561) 688-
by Exec. Vice Chairman Richard ‘

9585

TERMS: Stock purchase agreement ‘
BUYER: John Engelbrecht. He has

PRICE: $5.14 million

TERMS: Asset sale for cash Continued on Page 8

Ilsteners most interested in?

( { , It's food! Eating healthy is a national obsession and Total Nutrition N
~ will help your listeners eat right. Breaking news, diet tips facts an

j + ideas to help listeners of all ages stay healthy and strong

' No fads, no cure-alls, no weird science. just solld_quo
explained by leading experts. News everyone can use: b

www.to_takereal com/RM/.
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SHOUL'
RESEARCH P ’TNER'?

Why has CHR. SuperStatmn Kiss 108, Boston regamed pre-eminent leadershm in'its target demo
- of 18-49 Women with a stunning three point share lead over the #2 statlon in that demo and almost

a five point lead over its format rival?*

Why has Country station’ KKCS ‘Colorado Sprmgs ‘moved from a néck-and-neck: race W1th its
country rival to almost a 2:1 lead among 25-54 Persons since we became their Iesearch partner?*

Why have AC station B-101, Philadelphia, and many others with: whom we work aleveloped such

i commandmg leads book after book with 25-54 Women?*

,_.a

F[ND OUT A LITTLE ABOUT US AT NO OBLIGATION

]ust tell us you’d lzke some free mformatzon about our fzrm o

and our research, the way we work, and how we've helped clients, .
and we'd be glad to send it — with no strings attached. Then, you deczde 4
1f you'd lzke to consider working wtth us when you're ready -

You can either call us at 719.540.0100 or e- -mail us at mformatwn@moyes com. |
. Your request for 1rformat10n will be treated with confidence. S

=

" .*Ranks and shares are from Spring 1999 Arbitron, Mon-Sun,‘ EAM-Mid, : ‘ ' . L

A Mike Shepard ~ -~ : Bil{ Moyes =3 ! :  Don Gilmorz
Senior VP it President : Exec utzve vr

Moyes Research Associates

AMERICAS LEADIN(J STRATEG[L ADVISORS

205 EAastT  CHEYENNE MoOUuUNTAIN BLVD.
CoLORADO SPEINGS, CO 82906 .

719.540.0109

FOR

STRATEGY
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EARNINGS

cents per share.

Radio Business

Broadcasting Pushes Tribune Earnings Up 31%

W Arbitron numbers up slightly in 3; NYT profit jumps

P rudential Securities broadcast analysts raised their 1999 and 2000 EPS estimates for Tribune Co. (NYSE: TRB)
to $1.55 from $1.50 and $1.80 from $1.70, respectively, to reflect the strong third-quarter resuits and the strength
of the broadcast unit. They also raised their target to $60 from $59 and reiterated their “strong buy” recommendation.

The Chicago-based group’s four radio and 18 TV outlets are being credited with fueling the company'’s stellar
performance, which exceeded expectations as operating profits grew to $109 million, or 40 cents a share, from $83
million or 30 cents per share in the same period last year. Third-quarter revenue rose aimost 11%, to $836.7 million
from $757.1 million. Broadcast and entertainment operating profits were up 40% to $97 million for the quarter.

Tribune exceeded analysts’expectations, pegged at 38 cents a share in a survey by First Call/Thomson Financial.
The per-share results reflect a two-for-one common stock split, effective Sept.9.

“Our broadcasting group again outperformed the industry, leading Tribune to a record third quarter. All of our busi-
ness groups have contributed to a great year so far and are well-positioned for solid long-term growth,” said John W.
Madigan, Tribune Chairman, President and CEQ. The company will also pay a dividend of nine cents per share on
Dec. 9 to those who hold stock by Nov. 26.

evenues for Arbitron crept up to $54.3 million from $52.6 million last year, while revenues increased to $158.4
million for the first three quarters of *99, up from $142.9 million last year. Parent company Ceridian Corp. (NYSE:
CEN) reported a third-quarter revenue rise, to $337.3 million from $286.1 million, and a gain to $380.9 million in the
nine-month period from $852.5 million in '98. Ceridian came in exactly at First Call consensus analysts’ estimate of 24

he NewYorkTimes Co., (NYSE:NYT) owner of two radio stations, had total revenues increase to $730 milfion in
Q3, up 7% from $683 million the previous year. Profit from operations was up 15%, to $63.5 million in Q3. From the
broadcast division alone, the company had revenues of $35 million, up only 1% from the previous year. Operating
profit in the broadcast division was up nearly 3% to $10 million in Q3.

et revenues for Real Networks (Nasdaq: RNWK) gained 97% in the third quarter, to $34.9 miflion from $17.7
million in ‘98, while they rose 92% for the first nine months of '99, to $87.8 million from $45.8 million last year. At
five cents per share, Real also came in a penny ahead of analysts’ estimates.

Transactions
Continued from Page 6

WFPC-FM/Petersburg

PRICE: $450,000

TERMS: Asset sale for cash
BUYER:The Original Co.Inc., headed
by PresidentMark Lange. It owns three
other stations, including WAQV-AM/
Vincennes and WWBL-FM/Washing-
ton. Phone: (812) 882-6060

SELLER: Pike Broadcasting Inc.,
headed by President Michael Voyles.
Phone: (812) 354-9922
FREQUENCY: 102.3 MHz

POWER: 3kw at 321 feet

FORMAT: Country

WHLY-AM & AM CP/
South Bend

PRICE: $250,000
TERMS: Asset sale for cash
BUYER: Artistic Media Properties
Inc., headed by Arthur Angotti. It owns
seven other stations, includingWNDU-
AM & FM/South Bend. Phone: (317)
594-0600
SELLER: Times Communications
Inc., headed by William Dobslaw.
Phone: (219) 234-1580
FREQUENCY: 1580 kHz; 1620 kHz
POWER: 1kw day/500 watts night;
10kw day/1kw night
FORMAT: Nostalgia; N/A

e §& SR
§¢¢§$§&§U§;& ? %eggﬁm»»&gm

Al

KICD-AM & FM and
KIGL-FM/Spencer

PRICE: $6.4 million

TERMS: Asset sale for cash

BUYER: Saga Broadcasting Corp.,
headed by CEQ Edward Christian. it
owns 42 other stations. Phone: (313)
886-7070

SELLER: lowa Great Lakes Broad-
casting Co., headed by President Wil-
liam Sanders. Phone: (712) 262-1240
FREQUENCY: 1240 kHz; 107.7 MHz;
104.9 MHz

POWER: 1kw; 100kw at 310 feet; 25kw
at 279 feet
FORMAT: Nostalgia; Country; AC

KUSZ-FM/Proctor

(Duluth)

PRICE: $1 million

TERMS: Asset sale for cash

BUYER: NB Il LLC, headed by Aian
Brill. He owns 15 other stations, includ-
ingWEBC-AM, KKCB-FM & KLDJ-FM/
Duluth. Phone: (812) 423-6200
SELLER: Befera Broadcasting Inc.,
headed by President Frank Befera.
Phone: (218) 728-3006
FREQUENCY: 107.7 MHz

POWER: 7.7kw at 912 feet

FORMAT: Classic Hits

KKAQ-AM & KKDQ-FM/
Thief River Falls

PRICE: $620,000

TERMS: Asset sale for cash

BUYER: lowa City Broadcasting Co.,
headed by President Tom Ingstad. it
also owns KTRF-AM/Thief River Falls.
Phone: (612) 938-0575

SELLER: Ault Marketing Inc.,headed
by PresidentEverett Ault. Phone: (218)
681-4900

FREQUENCY: 1460 kHz; 99.3 MHz
POWER: 2.5kw day/150 watts night;
18kw at 388 feet

FORMAT: Country; Country
BROKER: McCoy Broadcast Broker-
age

G %
R v

-
s oaﬁ.}; §b$§ v&%&aﬁ*ﬁ
Fani b

it
e
gswxwxéw i g i Eureb )

WWKZ-FM/Aberdeen
(Tupelo)

PRICE: $2.925 million

TERMS: Asset sale for cash

BUYER: Cumulus Media inc., headed
by Exec. Vice Chairman Richard
Weening. it owns over 250 stations.
Phone:; (414) 615-2800

SELLER: Broadcasters & Publishers
Inc.,headed by President Dean Pearce.

It owns six other stations. Phone: (601)
693-2381

FREQUENCY: 105.3 MHz

POWER: 27.5kw at 672 feet
FORMAT: CHR/Pop

:ﬁ%

WHB-AM/Kansas City
PRICE: $8 million

TERMS: Asset sale for cash

BUYER: Union Broadcasting Inc.,
headed by President Chad Boeger. it
also owns KCTE-AM/Independence.
Phone: (816) 836-8326

SELLER: KANZA Inc., headed by
President Mike Carter. it owns two

other stations. Phone: (660) 542-0404
FREQUENCY: 810 kHz

POWER: 50kw day/5kw night
FORMAT: Country/Talk

WCIE-AM/Spring Lake
(Fayetteville)

PRICE: $45,000

TERMS: Asset sale for cash

BUYER: Colonial Radio Group Inc.,
headed by Jeffrey Andrulonis. It also
owns WFAI-AM/Fayetteville. Phone:
(910) 494-1230

SELLER: W&V Broadcasting, headed
by President William Hollingsworth.
Phone: (910) 875-6225
FREQUENCY: 1450 kHz

POWER: 1kw

FORMAT: Religious

WJRM-AM/Troy

PRICE: $60,000

TERMS: Transfer of control

BUYER: John Mcintyre. Phone: (910)
428-9959

SELLER: Linda Norman, President of
Montgomery Broadcasting Inc. She
owns two other stations. Phone: (704)
983-1580

FREQUENCY: 1390 kHz

POWER: 1kw day/35 watts night
FORMAT: Country

www americanradiohistorv.com
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Continued from Page 4

Robert Crandall andWashington political insiderVernon Jordan. If AMFM
names only four members, Tom Hicks would be guaranteed a seat, and
Lewis, Crandall and Jordan would get two seats among them. In either
case, the final seat would go to Michael Levitt or to either Lawrence Stuart
or Jack Furst, both Hicks, Muse, Tate & Furst principals.

FCC Denies Petitions for West Coast Stations

he FCC will not reconsider Gloria Grace Burdefte's petition — which it

had already considered and denied — to transfer KALI-AM's license
back to her or to her father, Robert Burdette's, estate. The original calls, KRRA,
were held by Robert Burdette years ago, but were soid to El Dorado Broadcast-
ing with a 30-year lease for the station property inWest Covina, CA. Multicultural
Radio Broadcasting had bought the station and taken control when, after the
deadline, Burdette filed with the FCC to have the license returned to her, and
later filed a “reconsideration petition” after that was denied.

The FCC last week also denied a petition for the KOLA-FM and KCAL-
FM licenses sought by Joseph Jones, possibly ending a seven-year series
of requests, petitions and license challenges for KCAL-FM/Redlands, CA
and KOLA-FM/San Bernardino. On June 3 Jones filed his most recent
request for application review of the stations’ current owners, SBR Broad-
casting (KCAL) and Inland Empire Broadcasting (KOLA). Although the FCC
had earlier rejected his allegations of wrongdoing by the parties, Jones
asked that his arguments be reconsidered. The FCC found that “Jones’
arguments were thoroughly considered and properly resolved by the staff,
and we uphold the staff decision ... There is no reason to disturb it

FCC Proposes New RF Emission Standards

he FCC last week proposed to swap its existing RF emission limits for

global standards. The NAB had wanted to tighten the standards, but
the commission said the association’s study of interference to AM recep-
tion from, for example, nearby computers, looked at worst-case assump-
tions. The FCC said, on the other hand, that its standards are designed to
control interference from a computer to a neighbor’s radio.The FCC did not
propose to change the emission standards for carrier current systems such
as those found on many college campuses.

FCC Grants Cal-Nev-Ari, NV FM Outlet

iny Cal-Nev-Ari, NV has a population of 350, a double row of mobile

homes, an airstrip, an RV park and, soon, an FM radio station. The
frequency allotment from the FCC didn’t come easy, however: In 1995 the
commission said Cal-Nev-Ari didn’t qualify as a community because it had
no local government, Chamber of Commerce, Rotary Club, etc. In protest-
ing the decision that same year, a petitioner said there was no station any-
where near the town. In reversing the ruling last month, the FCC pointed
out thatin 1990, Semora, NC, which has 150 people and no local govern-
ment, was given an FM license.

Pahrump, NV CP Nets $172,250 In FCC Auction

ut the winning bid by Ramona Lee Hayes-Bell could be contested by
fellow bidders Milton Bozanic and Pahrump Valley Broadcasters.
Bozanic and Pahrump Valley were originally set to bid on the CP in Auction
25, scheduled for Sept. 28, and had their $16,000 down payments to the
FCC by the Sept. 13 deadline. Hayes-Bell's cash transfer for the same
auction reached the commission 10 days late, and she was found not quali-

- fied to participate. She attributed the delay to the Nevada State Bank and

asked for a waiver of the upfront payment rules. The FCC granted the
request despite the oral objection by Bozanic's lawyer, and moved the auc-
tion to Oct. 6. Hayes-Bell’s bid won in the 15th round but now is“subject to
the commission’s ultimate disposition of any petition relating to the rein-

statement of her short-term application,” the Feds said.
Continued on Page 35

WEZG-FM/Jefferson |

City (Knoxville)

PRICE: $300,000

TERMS: Asset sale for cash

BUYER: Bristol Broadcasting Co.
Inc.,headed by W.L. Nininger. ltowns
11 other stations. Phone: (540) 466-
4151

SELLER: Eaton Govan & Berton
Cagle. Phone: (423) 929-3300
FREQUENCY: 99.3 MHz

POWER: 940 watts at 653 feet
FORMAT: CHR/Pop
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WREJ-AM/Richmond

PRICE: $600,000
TERMS: Asset sale for cash
BUYER: Radio Richmond 1540 Inc.,

headed by President Michael Ma-

-zursky. ltalso ownsWHAP-AM WLEE-
AM, WRJR-AM & WVNZ-AM/Rich-
mond. Phone: (804) 643-0990

SELLER: Fifteen Forty Broadcast-

| ing Corp., headed by President

Walton Belle. Phone: (804) 264-1047
FREQUENCY: 1540 kHz

POWER: 10kw
FORMAT: Religious

T ‘*?* T
L e
WCSW-AM & WGMO-
FM/Shell Lake

PRICE: $800,000

| TERMS: Asset sale for cash

BUYER: Zoe Communications Inc.,
headed by President Michael Oberg.
Phone: (612) 595-4918

SELLER: Charles Lutz. Phone: (715)
468-2123

FREQUENCY: 940 kHz; 95.3 MHz
POWER: 1kw; 2.55kw at 509 feet
FORMAT: Country; Religious
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— The Bad News:

It's probably the most expensive music test
you'’ll ever use to build your ratings.

The Good News:

It's worth every penny.

INX combines the power of TargetPerfect™
active/passive core analysis with the ability to
reach all your Hot Zips all over the metro through
total random sampling. Like no other test ever
devised, INX lets you see clearly the route to
bring the ratings home, song by song. If you'd
like to learn about the INX test and how it works
(without obligation), just call us at 719-579-9555
or e-mail us at freeinfo@musictec.com and we’ll
send you the information.

The Ultimate Music Test

INX'is a product of Music-Tec ® America’s #1 Music Testing Company
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FORA SONG 10 BE
SUCCESSFUL, i1 NEEDS
AN INCREDIBLE HOOK.
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mp 3radio.com-

THE SAME GOEs
FOR YOUR WEB siITE.

mp3radio.com builds reach for radio station web sites like nothing else.
Listeners will visit — and keep coming back — for free MP3.com tunes, including songs
from the local artists in your market. mp3radio.com is customized to your format and
opens doors to all sorts of star-artist events. Always under your station’s brand. Best of
all, the deal allows you to maintain control of your website and brand, while putting dollars

in your pocket. Interested? Call 404-979-7832 or e-mail josh.gertz@mp3radio.com.

----> for Radio and the Internet.

r
1
1
1
1
1

The Next Step

-------------------------------------- - = o = ad
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» Radio listeners: Bigscreltl'sp;n-defs;’Pég»g 17
¢ Cellular ad spending by market, Page 14
© RAB: One cellular success story, Page 14

Although cellular communi-

cations companies spend a
healthy amount of their ad-
vertising budget with radio,
those ad dollars haven’t kept pace with radio’s over-

“MMS Editor
jaxelrod@rronline.com

management

SALES}

R&R INDUSTRY X-RAY:
CELLULAR COMMUNICATIONS

B Radio faces challenge of sustaining its share

~marketing

|

sales

*When you make the finding yourself — even if

you're the last person on Earth to see the light —

you'll never forget it.”
— Carl Sagan

For men, security is still the top draw (48%), but
business calls (35%) are much closer behind.?

For those who already own phones, you'll have to
think about what would motivate them to change
providers. For most, it’s pretty obvious: In a late "98

all growth in 1999. That’s a testa-
ment to radio’s success in helping
build the cellular business, but
it'’s also a sign that we may need
to do business differently with
cellular companies in the future.

Radio Spending Profile

Of the money spent advertising
cellular communications in all
media, how much goes to radio?

survey 68% of cell phone users said
they’d switch for a discount of 20%
or more.’ Another significant stat:
45% of customers have had to call
their providers’ customer service
departments with billing concerns.*

What are some of the things

Radio has done an excellent job

current customers would c]mnge

heavy radio listener is likely to

of driving its Pls to cell phone Highest market
companies, in part because the Average
Lowest market

0,
SlbEe about their service? They want
24.2% 1 . -
ower prices (27%), clearer and
12.4%

more reliable calls (18%), new and

have a greater need for a cell phone
(see Page 17). The problem is that
we're reaching the end of the
initial selling phase. 12%
About half of the most active

radio listeners already have cell 1999 YTD": 6.6%

. i o
phone service, and onlv about 6% “Through 6/30/99

have indicated their desire to buy a
cell phone in the next year!

* 1999 YTD* appliances/electronics
category radio growth rate: 2.7%
* 1999 YTD* overall radio growth rate:

¢ Cellular communications as a
percentage of total radio expenditures,

Source: Miller, Kaplan, Arase & Co. LLP

innovative services (13%) and
reliable customer service (11%).
Both groups are interested in flat-
rate services (39%) and plans that
don’t have roaming charges (35%).’
How can you hit both groups?

You might suggest an ongoing

image campaign stressing the
benefits of the cellular  service

Combine this with the long-term
service plans that most companies have with their
customers, and you're faced with fewer potential
prospects with a very limited window of opportunity.

What does this mean? Well, with the market semi-
cellular
companies to get two sets of messages out. For the

saturated, vou'll need to work with
minority who don’t vet own phones, you'll need to
stress the benefits of having a phone. For those who
have phones, you'll need to work with companies to
stress the value of switching providers.

First of all, what’s important to the nonowners? That
depends on the target. Among women, a whopping
71% say they buy cell phones for security reasons, with

work calls (21%) and personal calls (12%) far behind.

\
\
TOP-"GELL'ING MARKETS -
18+ cell phone ownership
Market
Detroit 58.7%
Chicago 56.4% =
Charlotte 54.9%
Atianta 52.7%
;| Greensboro 52.2%
Austin 51.2%
Baltimore 50.9%
| ¥ | Washington 50.3%
' | Raleigh-Durham 50.2% |
Sacramento 49.7%
| Nat'l Average 45.0% |

Source: Scarborough 1999
| Release 1 survey

(tailoring it, of course, to vour

audience). Then, one week out of each month,
supplement those ads with a campaign that asks, “Is it
about time to change vour cell phone company?” and
gives listeners a compelling reason to do so.

The cell phone market is maturing. If you want
revenues from this sector to increase, vou'll have to
show them vou understand and can help them

through this phase.

! Scarborough 1999 Release 1

% Yankelovich Partners, 1999

3 Claritas, 1998

* The Yankee Group, 1999

? Hart Research Associates, 1999

" SELL CELLS HERE!

18+ cell phone ownership

Source: Scarborough 1999
Release 1 survey

Market
Wilkes-Barre 32.2% -
Buffalo 34.3% §
Charleston 351% oo
Lexington, KY 36.0% T
Grand Rapids 36.3%
Louisville 36.3%
Albany, NY 36.5%

%: San Antonio 36.7%

§ Albuquerque 36.9%

g Wichita 37.2%
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"MANAGEMENTF——
SECRETS T0 BUSINESS SUCGESS

“Prosecutor Marcia Clark was
: playing it sweet. ‘| hope | haven't
done anything to offend you,” she inquired while questioning
an elderly prospective juror during 0.J. Simpson’s murder
trial in 1995. ‘Well,” the woman replied tartly, ‘your skirts are
way too short.”™ Clark and everybody else in the courtroom
laughed. But at that moment renowned jury consultant Jo-
Ellan Dimitrius, working with Simpson lawyer Johnnie
Cochran, knew Clark had put herself at a distinct disadvan-
tage. Her clothing was making an unfavorable impression.
In the last 16 years Dimitrius has helped lawyers select
jurors in over 600 trials. Her cases include those of Rodney
King, Reginald Denny, John Du Pont, the McMartin Pre-
school and the “Night

THE RDAD TD  Stalker,” Richard Ramirez.

She and attorney Mark
»E““ { :

. Mg Vazzarella have written a
5 5 LJ E B ESS | popular book, Reading
People, and | spoke to her,
seeking advice that could benefit you.

| asked what is the best way to make a favorable
impression. “We've done a national study of over 500 people
nationwide, from all walks of life, all ethnicities, every type of
demographic you can think of,” Dimitrius explains. “The No. 1
factor that will create a positive impression the first time you
meet someone is not what most people would think, which is
eye contact. It's a smile.

“After the smile, it's all about energy. Energy is critical.
It's infectious. If you have two people you're interviewing for
a potential job, the one with more positive energy is likely to
be chosen. People like to be around those with a bounce to
their stride vs. someone who shuffles along with their head
hung. You may be scared to death inside, but you cannot
show that to others, whether it's at a job interview, a
stockholder's meeting or to a jury. People treat those with
positive energy better.

“Another one you wouldn’t guess that’s very important is
posture. People with erect posture are viewed as having
more credibility than someone with poor posture. It's a
matter of keeping your shoulders back, not hunched
forward. Combine that with a high level of positive energy
and a big smile, and you can easily envision someone who's
successful or soon will be.”

Integrity is also essential — what are some of the signs
that indicate to Dimitrius when someone isn't being honest?
“There's a fascinating study in the New England Journal of
Medicine that says when people are not forthcoming, their
nasal tissue actually swells, causing an itchy feeling. It
creates a sensation in the nose, a physiological response
that brings a repeated gentle rub. Bill Clinton and Monica
Lewinsky inappropriately rubbed their noses.

“In my experience, a person's lies are often revealed by
lack of eye contact or rapid side-to-side eye movement.
Another indicator is contradictions in their statements, which
become apparent if you're asking a series of guestions with
some returning to the same points. Take notes, writing their
exact words. When you fater read those notes, you'll often
see discrepancies. In any case, the telltale signs of dishon-
esty are usually there if you're paying attention.”

Next week: Dimitrius will share a valuable observation
from the Francis Ford Coppola v. Warner Bros. trial and offer
additional advice.

' People, 6/15/98

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
consulting to business owners and employees. £-mail your comments or
questions to him at rkazan@ix.netcom.com
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WHERE WILL YOUR AUDIENCE
BE TOMORROW?

Real gambling has nothing on
the radio industry.

Your odds in any shell game are
probably much better than the odds
of consistently guessing where your
audiences tastes are headed tomorrow.

That’s why so many top-rated
stations rely on Coleman to make
sense of uncertainey:. Stations like
KROQ in Los Angeles, WBMX in
Boston, Hot 97 {WQHT) in New Yook,
K595 {K5TP) in Minneapolis, and
EYGO in Denver.

Diflferent formats each. But vear

Ell-ll:‘.l" ":.-'L\.H]'._ 1,hE‘. WIATINETS 11 Lhrir [[]H.rl;'{r_'.LS.

How do they do it? By building a
sustainable hrand.

I1's mete than just research. Numbers
alone can't eliminate guessing. Deeper
audience insights can. Coleman has
developed a proprietary approach that
shows stations how to link their “sound”
to identifiable format trends. Through
research rechniques such as Format
Coalition Analysis™ and FACT" that lead
to Caleman’ action-ortented process
known as “The Plan.” you consistently get
deeper msights into where your andience is
going — and why And we've been doing it
tor more than twenty years.

1-919-571-0000

With Coleman, you're not just
buying numbers, You're getting the
trend analysis and deeper insights that
can lake a lot of the guesswork out of
building a loyal audience.

Imagine how much more fun this
business could be if you spent less
time second-guessing and more time
building a brand.

FORMATS, TRENDS, BRANDING.

RESEARCH TRIANGLE PARK - LOS ANGELES - HAMBURG  GERMANY

www americanradiohistorv.com
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MEDIA ADVERTISING BY MARKET SUCCESS STORIES FROM THE RAB
M 1999 YTD Spending (Jan.-June 1999, in thousands of dollars) REMOTE MOVES MOBILE PHONES
. . - . SITUATION: How do you respond when a big new competitor moves into
Cellular/Digital Cellular/Digital 8
iy Ry ooniiptal  feris i | your marct? Toepope Gl Ore 1 Rchmond, Sk bk y
Market Newspaper v Newspaper TV Market Newspaper TV Newspaper TV launching a targeted and highly effective radio marketing campaign.
1 o B Cellular One was experiencing siow sales when a nationwide celiular
@lbuquerqugr 1283 R i 00 PiuRBaEpChsSt MT 2 864;; 24792 1283 i competitor entered the marketplace. The company needed a quick burst of
Atlanta 49656 34725 842 8 0.0 Nashvilte 1,568.5 2251 168.3 0.0 advertising to sign up available customers before the new competitor '
‘ ) _ . could grab those prospects.
Baltimore 32529 1,014 7274 00  NewOrleaps 8844 520.% 0% 2414 OBJECTIVE: Cellular One wanted to motivate prospects to activate new
cellular phone service before their new competitor could get a foothold in
Boston 50212 41772 7147 0.0 New York 1105068 66110 192.7 0.0 the marketplace.
Buffalo 18288 4384 =BTy 128 Norlolk 837.3 400.3 5633 0.0 CAMPAIGN: WRSL-AM & FM/Stanford, KY launched a saturation schedule
- g ' ‘ il ) of 100 high-energy commercials in less than a week. The station also
Charlotte 20969 12567 352.8 0.0 Oklahoma City 1,668.2 274.6 15.7 1.8 promoted a live remote from the Cellular One store featuring the lowest
— - . y ) - % _ prices of the year, a free phone and no activation charges.
Chicage-« M7 00538 A0 00 ‘onando 28696 “H5T9E 68.6 20 RESULTS: Cellular One sold an impressive number of new activations
Cincinnati 1566.0 15763 744.9 0.0 Philadelphia 49748 43937 358.0 0.0 even before the live remote WRSL broadcast. The radio campaign
attracted new customers to the Cellular One store from throughout the
Cleyelang 2,117.0 - 3,1235 106.1 04  Phoenix 286860 21413 = 31534 0.0 listening area. Based on this very positive outcome. Cellufar One has
’ . ) ' become a regular advertiser on WRSL. Store managers credit the results
Columbus 12804 20272 2215 00  Pittsburgh 881.2 8752 155.3 0.0 of this aggressive radio campaign with securing Cellular One a solid
— . ' ) position in this competitive marketplace.
Dallas-Ft. Worlh 4,986.4% 2,943.2 507.2 174 Fortiand 4658 AAD6H 400:5 R g
Denver 38053 16874 42993 0.0 Providence 1,203.8 943.0 199.7 0.0 : HAB TUUI_BUX
Detroit; 3,089.2 13,5092 71,1831 04 Ralgigh-Durfiant 990,2  B34Y 5547 0.8 More marketing information and resources from the RAB
Grand Rapids 3545 7899 1222 76  Sacramento 10931 8491 7111 0.0 FROM MEDIA TARGETING 2000
Nearly half (48%) of those who purchased a cellular telephone in the
Ereensborg i73.5 354.0 442.0. 130  SaitLake City BaL 4 855 8 2756 ‘B8.7 past 12 months earn over $50.000 a year, and 29% are college
. graduates. Seventy-seven percent own their homes, and 46% have
Greenville-Spartanburg 776.3 5654 248.0 0.0 San Antonio 2,469.3 598.2 0.0 0.0 children living at home. This group spends an average of 50% of its
: y daily media time with radio.
Harrisbur 1012 4483 2049 00  SanDie 15148 12597 8851 00
Harggbus i San Diago a ? INSTANT BACKGROUND — CELL PHONES
Hartford 1.609.2 5549 119 00 San Francisco 10,177.8 1.473.1 24016 343.7 According to a 1999 survey, when it comes to specific price
v ) ) ) . elements, wireless users are most interested in finding a service plan
Houston BR0.7 24759 400 3575  S¥atile 15537 ~ 2.058% 4535 0.0 that has a flat rate with no difference between peak and off-peak
. . - . hours (39%) and in getting a plan that does not charge for roaming
Indianapolis 1,967.7 990.7 587.3 00 St Louis 2496.8 15335 0.0 0.0 outside of the home service area (35%). (Hart Research Associates,
Kansas City 23440 8400 12592 00  Tampa-St. Petersbufgd 5131 21448 49 00 EEs)
RAB CATEGORY FILES
Los Angeles 9.0695 17,8958 14924 16094  washington, DC 48967 22019 666.7 0.0 “The cellular — or, more accurately, wireless — telecommunications
. » industry is best charactenzed as growing rapidly in customers and
Louisville 14,1342 2494 341.3 0:0 West PalniBeach 1,388.8 462.4 0.0 0.0 revenues, while the average cost to consumers continues to drop.
R ; According to data from the Cellular Telecommunications Industry
MEmMpHES 1.386.2 193.1 il 010 Wilkes Barre-Scranton 0.0 229.5 0.0 0.0 Association, there were nearly 70 million cellular subscribers at the
Miami-Ft.-kauderdale:8,62r4 28618 =529  BHE Total Top 50 1553484 89,6924 308078 2,67F% end of 1998, .alnd |pdustry revenues totaied more than $33 billion, up
: from $482 million in 1985, the first year the number was recorded by
Milwaukee 33929 908.6 405 0.0 Source: Competitive Media Reporting the CTIA" (Link, July/August 1999)
: For more information, call RAB's Member Service HelpLine at (800) 232-
3131 or log on to RadioLink at www.rab.com.

v Totally FREE
_ ~ Monthly Revenue

O Increase Revenue Free Website

Free e commerce
© Increase Audience 12 Free Dial Ups Free Hosting

o Increase Top of Mind-Share
10,000
o At No Cost To You Monthly Revenue $1(?OO to $ .

Call us or visit our website for more details

mediahub networks 'I~-877-42_4-I-IIIB'I www.mediahub.net
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Maximi$er®, QuaLITAP™ and RetailDirect® are marks of The Arbitron Company. TAPSCAN® is a re

TAPSCAN helps j}ou do more of
what you do best — sell!

Want to spend more time selling? Then check out TAPSCAN®! TAPSCAN now includes data and
features previously available only in Maximi$er® software. That’s right — the comprehensive
data of Maximi$er plus the speed and ease of TAPSCAN! The result? Your sales staff spends less
time on the computer and more time writing business.

TAPSCAN now runs: QUALITAP' now runs:
s Counties and zips » Instant Qualitative Profiles
s Ethnic breakouts = RetailDirect® data

= Nonstandard dayparts

Coming in TAPSCAN and QUALITAP this October:

s Socioeconomic demos (income, education, presence of children, household size)
= Age 21+ demos (crucial for beer and wine advertisers)
= Qualitative diary data (qualitative data for markets measured twice a year)

To see how the new TAPSCAN can help you focus more on sales and spend less time on your
computer, contact your Arbitron representative.

ARBITRUJIN

A Ceridian Company

WwWww.americanradiohistorv.com

www.arbitron.com
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Your Wide Area
Networkability Is Limitless

A

A |
A |
. l
q% Prrrrr e (S
' ¥

ENCO The demands of today’s fast paced broadcast marketplace require maximum

DADPR032 utilization of resources to achieve cost effective performance. Thanks to the
Digital Audio

. latest advances in digital technologies, multiple broadcast facilities can now
Delivery System

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.

The ENCO DAD,,,32 Digital Audio Delivery System provides a powerful .

: . . . _ next level solutions
professional audio management tool for both live assist and automated on-air
operations, production, and inventory control. Support of Wide Area Networking T FdEldE S &
is inherent with DAD,, 32, providing capabilities to take full advantage of

distributed data and group interconnectivity. BROADCAST
GCGOVERNMENT

NETWORK SUPPORT

RIS

1-800-622-0022 » www.harris.com

www americanradiohistorv com
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management = marketing « sales

RADIO LISTENERS ARE BIG CELLULAR USERS

It makes perfect sense, doesn’t it? Many of the heaviest radio listeners do a lot of listening in the car,
which makes them perfect candidates to be heavy cellular phone users as well. On the other hand,
heavy TV viewers would tend to spend a lot of time at home and have less of a need for cell phones.
Scarborough’s figures, representing the top quintile of each medium’s users, definitely reflect that
theory.

MONTHLY CELL PHONE SPENDING HABITS

(based on index, average=100)

RADIO LISTENERS NEWSPAPER READERS TV VIEWERS
Less than $30 |1n1 | Less than $30 |111 [ Less than $30 Igz
$30-$49 111 $30-$49 108 $30-$49 92
$50-$74 $50-$74 107 82
[ $75- 124 | $75-399 118 | $75-$99 80

$100-$149 $100-$149 107 | $100-$149 |88
| $150 or more —|123 [ $150 or more lws ~$150 or more I78

The numbers tell the story: Radio listeners are, by far, the heaviest users of cell phones. And it’s not
just a limited number of heavy users that are skewing the results for radio: Among these heavy
media users, 49.4% of the radio audience uses a cell phone, compared to 48.9% of newspaper pa-
trons and only 40.1% of TV watchers. Nor is it a phenomenon that is limited to a single region —
among the 25 largest cellular service providers nationwide, there is not a single one for whom heavy
radio listeners are not above-average customers. In fact, among heavy media users, radio listeners

are the top customer group for 19 of these providers. Source: Scarborough 1999 Release 1 survey

MARKETING
FINGER-CLICKIN"’

GETTIN’ JIGGLY WIT IT

While FCG’s web-watch-
ing eyes continue to scan
for significant applica-
tion and design innova-
tions on radio websites [
{your suggestions are al- 1
ways appreciated), we i
find little things that ==
amuse us. For example, the menu options on the
WHYI/Miami website (www.y-100.com).

At first it seems like an average menu — good de-
sign, pleasing to the eye, with options surrounding
the main frame both vertically and horizontally. But
then, when you decide to choose an option and move
your cursor to click it, surprise! The type starts danc-
ing like the proverbial cat on a hot tin roof!

The site itself has a database-building member-
ship feature, giving station loyalists a customized
Y100 home page, and a large photo gallery that
shows off the station’s star power with tons of shots
of celebrity visits. There’s also a scrolling ticker of
local news headlines and a message board.

What makes your website “finger-clickin’ good"? E-mail a short explanation and/
or screen shot along with an active URL to MMS Editor Jeff Axelrod at
jaxelrod@rronfine.com with “FCG Site” in the subject line.

FOURWEEKS FORWARD _sales & Promotion Planning Calendar

Nov. 21-27 Make Up Your Own Week Week, National Cookie Week, National Home Care Week, National Adoption Week

November 21—27

273

D 24 25,

World Hello Day Start Your Own Opera Day Venus Day Catnip Day
National Stuffing Day Country Day Be a Big Help Day Festival of Silence National Parfait Day
First manned hot-air National Go for a Ride National Cashew Day Merrymaking Day Nationat speed limit of
balloon flight (1783) Day First jukebox opens for National Rifle 55 mph set (1973)
Roast Turkey Day business (1889) Association founded Joe DiMaggio born
(1871) (1914)

Festivatl of Big Talk
Shopping List Day
National Cake Day
Thanksgiving made a
federal holiday
(1941)

Solemn Day

Pins and Needles Day
National Bavarian
Cream Pie Day

RADIO FESTIVAL

THE MUSEUM OF TELEVISION & RADIO

Seminars sponsored by Interep Interactive

October 25 to
November b

1999

Bits, Bytes, and Broadcasting:

Radio on the Internet
Wednesday, October 27; 6:00 to 7:30 p.m.
Webcast provided by Yahoo! Broadcast.

Chuck Armstrong, E.V.P/Chief Marketing Officer, AMFMinteractive,

Dave Herman, Program Dir., eYada.com; Len Jordan, Sr. V.P, Media Systems,
RealNetworks; Peggy Miles, Pres., Intervox Communications; Bill Pearson, Pres.,
RadioWave.com; Todd Schmidt, Pres./CO0, Magnitude Network; Brian Smith,
Seeing Ear Theatre; Greg Verdino, V.P./Gen. Mgr,, Internet Information Services,
Arbitron New Media

ON THE INTERNET

Funding for this Festival is generously provided by

The Digital Revolution:

Radio for a New Century

Tuesday, November 2; 6:00 to 7:30 p.m.

David Margolese, Chm./CEO, CD Radio; Hugh Panero, Pres./CEQ, XM Satellite
Radio, inc.; Ron Rodrigues, Ed.-in-Chief, &R, Robert Struble, Pres./CEQ,
USA Digital Radio, Inc.; William Suffa, V.P. of Strategic Development, Clear
Channe! Radio

CBS Ranio/

ARIEISHING: INFINITY BROADCASTING CORP.

DIGITAL REVOLUTION

THe EDWARD AND PATRICIA

INTER
EREF MCLAUGHLIN FOUNDATION

25 West 52 Street, New York, NY 10019 ¢ www.mtr.org ® Festival Hotline 212/621-6709

www americanradiohistorv com
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STATION

HOW INTERNET-FRIENDLY

IS YOUR STATION?

Here are 10 ways to make
By John Lund the radio/Internet marriage
work for your station and assure the two media
are joined at the hip:

Are you easy to find? Your station web address
should be simple and easy to remember. One sta-
tion in the South had a 38-character address! Now
that other domain address extensions are opening
up (like “dot-fm”), there’s no excuse for giving lis-
teners carpal tunnel syndrome.

Why keep your website a secret? Sell your web
address at least hourly; give listeners a reason to
use it. If a web address relates to a morning show
bit, include a link that morning. Provide a benefit
for trying your website by paying off with content
or contests. If your midday talent mentions a fa-
vorite chili recipe, post it or make it available by
e-mail.

Be quick to load. Compare your download
speed to your competitors’. Your page should load
more quickly, and the first thing to appear should
capture the surfer’s attention. Give them some-
thing to look at while the rest of the graphics load.
Most of all, don’t overload graphics — you may
have a T1, DSL or cable modem, but most people
are loading at 28.8k.

Stodgy is out. If your home page can be de-
scribed as “very corporate” or “classy,” chances
are it’s too stiff and dull. Lifeless pages with no
movement and a lot of copy are B-O-R-I-N-G! Good
radio is ear candy; the Internet must be eye candy.

Keep it timely! I randomly tried tive radio
websites, and all five had out-of-date staff lineups.

The radio/Internet marriage, part 3

More
websites include breaking news

importantly, great
about artists” live appearances
online, important world events,
tc.

Be interactive. The Internet al-

o

lows increased contact with lis-
teners and advertisers. Use your
website’s advertiser section to
tell your ratings bencfits, and include a client suc-
cess story. Provide online registration for your
major promotion. Explore private web contesting
that forces listening. Make it fun for your core lis-
tener to revisit the site time and again.

Invite listener e-mail ... and read it regularly.
Always reply, even by using a form e-letter.

Surf for prospects. Sometimes a nonadvertiser
will try radio to promote his or her website. The
Internet business category is radio’s No. 1 area
for new business. Also, post station staff open-
ings on your website.

Provide interesting links. They are like good
on-air bits. Tease, provide content, and invite the
viewer back with a return link.

Always recycle back to programming. The
Internet is a secret weapon for maintaining or
increasing TSL by always bringing people back.
With the proper “shell,” talent can input and
tease upcoming songs or contests right from the
studio. Give surfers a reason to tune in to 'Net
audio or your on-air signal. Make your radio
station and the Internet one medium.

John Lund is president of The Lund
Consultants to Broadcast Manage-
ment and Lund Media Research, a
full-service radio consulting and
research firm with offices in San
Francisco and Tampa. He may be
reached at (650) 692-7777 or at
lundradio@aol.com.

HOME INTERNET ACCESS SURGES

Is your radio station or website ready for a global audience?
A multinational survey of Internet users has revealed that the
number of people who access the Internet from home has
soared. This is particularly true in Europe, where Internet reach
has doubled. The survey also found that American home users’
preferred activity isn't doing research or shopping, but sending
and receiving e-mail.

The PricewaterhouseCoopers Gonsumer Technology Survey
found that between 1998 and this year, home Internet access
increased by nearly 60% in the U.S., to 43%, and nearly
doubled in the UK., to 24%. American consumers spend more
than twice as much time online as their European counterparts;
5.3 hours in a typical week, compared to an average of 2.4
hours in Europe. In addition to the U.S. and the U.K., this year’s
survey included consumers from France and Germany. PWC
polled approximately 800 adults in each of the four countries.

For nearly haif of U.S. consumers (48%), e-mail has
surpassed research (28%}) as the primary reason to go online.
Those figures were essentially reversed from the 1998 survey.
In Europe the English continue to use the Internet equally for e-
mail (39%) and research (38%), while both the Germans and
Feench primarily go online for research purposes. German users
are the most likely among the four groups to access the
Internet for oniine banking or investing.

“Global convergence companies must continue to aggres-
sively integrate their online and offline strategies to keep up in a
fully connected digital future where consumers no longer
recognize a distinction between commerce and e-commerce,”
said Frank Doyle, Leader of the Technology, infoComm and
Entertainment Group at PricewaterhouseCoopers.

The survey aiso sounded a warning to some traditional
media, because time online continues to rise at its expense.
Asked what they would do if the Internet did not exist, the
majority of American (70%) and European (67%) consumers
said they would watch television or read. The French were the
only group to indicate that they would listen to music (22%) or
go to the movies (12%) were they not online, and they would
also spend more time on sports or other social pursuits such as
being with their families or eating out.

Additional results will appear in the next “Digital Bits.” Full
results of the 1999 PricewaterhouseCoopers Consumer
Technology Survey can be purchased for $300. Call (212) 597-
3737 or e-mail convergence@us.pweglobal.com.

hear. here._

reach more listeners.
increase market share.

generate revenues.

Unlimited Bandwidth « Unlimited Streams

contact: Affiliate Relations Department
888.643.6782 e sales@webradio.com

www.webradio.com

WwWww . americanradiohistorv.com
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Mul’rimedig Broadcasting

= RealPlayer

ol fle Yew Qpont Presels Sies Heb
>||.;" ......................................................

Gato Barbieri

Your Favorite OnLine Mus:c Stove l Order it

From production to
programming to broadcast,
Dalet allows stations to
increase efficiency,

Among our references : Emmis,

m streamline operations, and Journal, ABC, Radio Unica, Sinclair,

: reduce costs Crawford, CNN Radio, BBC (UK),
i . o | CBC (Canada). Etc.
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Symonds Adds WPXY/
Rochester OM Duties

1 Danger ahead for PD
post at Cox’s CHR/Pop

Dave Symonds, who serves as
PD for Infinity Broadcasting’s AC
WRMM-FM/Rochester, NY, has
added OM duties for CHR/Pop sis-
ter WPXY-FM. Concurrently.
WPXY Asst. PD/MD Mike Dan-
ger — who recently acquired the
role of interim PD — has officially
been named WPXY’s PD. Both
take on responsibilities previously
held by Clarke Ingram, who left the
company earlier this year and be-
came PD for W]JJ/Pittsburgh last
month (R&R 9/3).

“Over the last two months Dave
has worked closely with Mike on
refocusing WPXY. as well as devel-
oping our fall marketing cam-
paigns,” said GM Kevin LeGrett, to
whom both report. “Dave’s proven
leadership, passion for the CHR
lormat and ability to work with on-
air talent will be a major resource
for the station.

“Mike’s musical ear. passion and
dedication will provide ‘98 PXY"
with the focus and leadership it needs

It’s All About Tracie

Capitol artist Tracie Spencer celebrates her gold single “It's All About
You (Not About Me).” Sharing in Spencer's Midas touch are Capitol VP/
R&B Promotion Unice Rice (I) and David Linton, Capitol’s Sr. VP/ R&B
1\ L Promotion and Marketing.

as we move into the new millennium.
He joined the station in 1997 and has
been an invaluable part of the station.
Whether anchoring WPXY’s night-
tume shift or working as the MD or
APD, Mike has been tremendously
successful. Mike’s programming
skills and music industry relation-
ships have always been a major as-
set for ’PXY. Now being able to tap
mnto his vision and leadership will be

more! Betty
a's best-known,

| cove rs. food and cooking trends, wh \
o in the supermarket, mealtlme tdeas -
that save you time and money,
plus hints on how to celebra

instyle.

ASK BETT BETT

RADIO S

HOW

even more valuable for the station.”
LeGrett added that Danger will re- |
tain his noon-2pm airshift and will
commence the search for a new |
APD/MD. ‘
In other station news, WPXY has |
retained Bill Richards & Associates
as its consultancy. The company |
will work closely with Symonds
and Danger in all programming and |
music-related capacities.

WwWWW . americanradiohistorv.com

UPDATE

Brake Becomes Dir./Gommunications For AMFM

risti Brake has been appointed Director/Communications for AMFM

Inc., effective Nov. 1. Based in Chicago, Brake will serve as the liaison

between AMFM'’s corporate staff and station employees. She will also contrib-

ute to acommunications team that includes AMFM Radio President/CEO Jim

de Castro andVP/Marketing Beverly Tilden, as well as outside public relations
and advertising firms.

“As AMFM continues to grow, so does the importance — and challenge
— of keeping our 12,800 employees informed,” de Castro commented.“I'm
counting on Kristi to make that happen. She has the energy and experi-
ence we need.”

Brake joined AMFM from eNashville, a country music/lifestyle website start-
up, where she served as Director/Editorial Content. Prior to that she was Sr.
Manager/Marketing at Mercury/Nashville. Before spending time at Capitol/Nash-
ville and Asylum Records, Brake was an Associate Editor at R&R.

Winstar Buys SFX’s Syndicated Prep Services

instar Radio Networks has purchased SFX Radio Network’s syn-
dicated prep services for an undisclosed price. Winstar already pro-
duces and distributes Sports and Urban programming, while its Global Media
division serves as a syndicated radio ad sales group. Now it will establish
“Winstar Radio Services” through its acquisition of SFX’s radio prep services,
which serve more than 500 affiliates and include daily faxes, e-mails and satel-
lite transmissions that target Rock, Urban, Country and “youth” formats.
“Adding this service to our business is a key component of Winstar Radio
Networks’ overall growth in the radio industry and enhances Winstar Radio
Networks'overall plans for syndication in the Internet environment,” saidWinstar

" Broadcasting's

President Michael Ewing.

SFX’s parent company, SFX Entertainment, has focused mostly on con-
cert promotion/production and venue operation since Robert Sillerman sold
SFX Broadcasting’s radio stations to Capstar in 1997.

Cox/Tampa Trio Taps Tuuri As New VP/GM

WDUV-FM & WWRM/Tampa GSM Howard Tuuri has been el-
evated to VP/GM of the Easy Listening-AC combo, as well as Cox Old-
les sister WFJO-FM. He succeeds Jim Prain. who leaves to start his own

online sales training business.

“I'm very excited about having Howard aboard as GM,”

Group VP Rich Reis.

remarked Cox

“His success as WWRM GSM will be a great

springboard for him to succeed in his new position. He and the VP/GM
of our other four Cox/Tampa properties. Jay O’Connor, have already be-
come great working partners in this important market.”

Tuuri joined Cox/Tampa in 1994 as WSUN-AM, WCOF-FM &
WWRM’s Sales Manager. He became WWRM’s GSM four years ago.

NAC/SJ Returns To Albany On WZMR

Two weeks after Clear Channel’s
decision to discontinue the heritage
NAC/Smooth Jazz programming on
crosstown WHRL-FM, Albany
WZMR-FM/
Albany-Schenectady-Troy has
flipped from Pop/Alternative to
NAC/Smooth Jazz. The new format
debuted Monday under Director/
Programming Pat Ryan, who will
remain with the station in his present
capacity.

Ryan told R&R the company’s
decision to adopt the NAC/Smooth
Jazz format discarded by its cross-
town rival was a simple one. “The
public outcry in the two-week pe-
riod when the Jazz station was off
the air was tremendous. Every day
a letter to the editor would appear in
any of the region’s daily newspa-
pers. We signed on at 6am Monday,
[10/18] and at 6:30am aired our first
‘we’re here’ promo. We put my di-
rect line on the air for listener com-
ments, and the phone hasn’t stopped
ringing yet. We logged over 150
calls in the first 24 hours, and every
call has been returned. It’s amazing
that they took WHRL off the air.
Thank you, Clear Channel!”

Albany Broadcasting VP/Pro-
gramming Michael Morgan added,
“The opportunity knocked, and we
were more than glad to jump into the
format. It seems Clear Channel has
all of the rock pie in the market, so
we’ll let them take that, and we’ll
use this as a good complement for
our Urban, Soft AC, News and heri-
tage CHR/Pop stations.”

Although Ryan has a Rock pro-
gramming background, he does
have some experience in Jazz and
began his radio career as the host of
crosstown WQBK'’s former Horizon
program. He went on to become PD
of WKLL/Utica-Rome, NY and
WBEC-AM & FM/Pittsfield, MA.
Ryan is presently assembling an
airstaff. which he hopes to debut on
Monday (10/25), and 1s still build-
ing a music library. A forthcoming
website will also feature audio
streaming.

WZMR airs on 104.9 MHz and
recently moved its tower into the
metropolitan area from Johnstown,
NY. The station will also receive a
call letter change: Ryan would not
state it the station would seek the
WHRL calls.
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Public

Continued from Page 1

audience matched up perfectly with
“dot-com” customers, Miramax
movie fans, etc.

“This is a white-collar
listenership,” Williams said. “It is a
listenership to die for.” o

He added that if every
public radio station in the
top 30 markets filled all of
its avails (yes, they refer to
them that way) in any
given year, it could be a
$50 million business.

But Williams says the
$18 billion commercial ra-
dio industry has nothing to
fear from its noncommer-
cial brethren. The ad pie
merely contracts to absorb
the extra inventory.

The white-collar, affluent, edu-
cated public radio demographic is
not a shock to most on the commer-
cial side. Nor is the fact that public
radio eats away at a significant por-
tion of the industry’s most desirable
audience. In markets with brain
trusts, like Washington, DC, public
stations regularly trounce commer-
cial stations in the ratings, while in
other markets, like New York and
Los Angeles, listeners tune more
into for-profit stations (see accom-
panying chart). What may surprise
some, however, is that the noncom-
mercial salespeople are taking a
few cues from the other side.

Take Jack Gilmore, Director/
Corporate Marketing for NPR. For
a quarter-century he sold for com-
mercial WBAL-TV/Baltimore, then
left three years ago to join the
pubcaster’s underwriting staff.
(Like him, Murphy also has a TV
sales background.)

Sales responsibilities are divided
among seven reps, who are tasked
with sales regions (West Coast,
Midwest, etc.). Like their member
stations and competition (such as

Williams

PRI), they first approach potential
underwriters by educating them on
the value of associating themselves
with the fine programming public
radio offers. It’s a “quid pro quo”
arrangement, outgoing WAMU-
FM/Washington GM Kim
Hodgson told R&R; underwriters

- don’t give out of the good-
ness of their hearts.

That hook is supple-
mented by presentations
that outline listener
demographics, Arbitron
and Simmons numbers,
etc. The public world even
has its own not-for-profit
research consulting firm,
the Radio Research Con-
sortium, which culls share
and ratings data from
Arbitron and processes
them into printed reports and soft-
ware packages. Those might dem-
onstrate a station’s Pl composition
on a given week compared with
morning drive, for example.

The sales staffers let underwrit-
ers know that their gifts will be
acknowledged with on-air credits
— and this is where sales depart
from the norm. Public radio ads,
now called “enhanced underwrit-
ing,” are strictly governed by FCC
regulations. In their credits, stations
are allowed to include slogans,
store location, brand and trade
names and “value-neutral descrip-
tions.” They can’t include prices or
comparative or qualitative descrip-
tions of products or services.

Since the commission has
cracked down on infractions in
recent months, public stations have
had to be doubly careful. The NPR
legal eagles must pore over all ad
copy, Gilmore notes, and any po-
tentially objectionable wording
(“best,” “better,” “first,” etc.) must
be corrected.

Public radio’s inventory is more
finite than commercial radio’s as
well. NPR offers nine 10-second

credits daily on Morning Edition
and All Things Considered. PRI
provides eight 10- to 15-second
credits per program hour, though it
tends to sell its avails in annual
packages that range from $30,000
to $1 million. Merck, for example,
might buy four credits per hour for
an entire year.

One of the innovations Gilmore
brought to NPR from the other side
was the CBSI traffic system. Many
public radio stations have adopted
this method of managing and fore-
casting inventory, he added, which
has made the process much more
efficient.

Stopgap Funding

“When Newt Gingrich said
we're going to zero out the Corpo-
ration for Public Broadcasting, that
became a wake-up call to stations
to pursue more corporate under-
writing,” RRC President Craig
Oliver told R&R. That was in
1994, when the Republicans were
taking over Congress and scaring
the daylights out of public stations
by threatening to cut out all fund-
ing to the CPB.

Those wamnings were never acted
upon, but nevertheless public radio
stations — which are currently
slated to receive about $33 million
in fiscal year 1999 from the CPB
— began beefing up their under-
writing efforts. The CPB even set
up a “Future Fund” designed to
spawn underwriting initiatives.

Over the past six years, accord-
ing to a recent piece on PRI’s Mar-
ketplace, corporate contributions to
public radio rose 700%. NPR says
that 21% of its total budget comes
from corporation and association
grants; more than half of its fund-
ing is derived from fees paid by
member stations. PRI pulls in about
a quarter of its budget from under-
writers. Pacifica, the other large
public radio network, proudly re-
nounces corporate underwriting

FCC

Continued from Page 1

based policy — such as programs de-
signed to boost minority broadcast
ownership — the policy must be
shown to “serve a compelling gov-
emmental interest.” This interest, the
court had said in an earlier case, must
be to correct some past discrimina-
tion by the federal entity.

“In the historical record,” Minor-
ity Media & Telecommunications
Council attorney David Honig told
R&R, “there’s abundant proof that
the FCC deliberately ratified and vali-
dated discrimination by its licensees
with overwhelming negative conse-
quences on minorities getting li-
censes.”

Honig cites as one example a 1955
case in which the commission
awarded a TV license to a segrega-
tionist Shreveport, LA theater owner.
Though an attomey representing Af-
rican Americans seeking the license
had argued the FCC should consider
the white applicant’s racist views in
determining whether he was fit to
hold a license, the commission de-
cided to defer to the state’s own Jim
Crow laws.

In effect, Honig said, *‘the commis-
sion was saying that segregation

should be embedded in the Commu-
nications Act.”

Another regulation unfair to mi-
norities, he said, was the 1965
“Ultravision rule,” which said that an
applicant had to demonstrate he
could run a station for a year with-
out generating any revenue in order
to obtain a license. (The rule was
repealed by the commission in 1981.)

Tell It To The Judge

The numbers seem to back up the
FCC’s complicity in the unequal dis-
tribution of broadcast licenses. In the
1950s, for instance — when the cost
of running a radio outlet was roughly
the same as a local newspaper —
there were hundreds of African-
American weeklies across the coun-
try, but only a handful of minority sta-
tions.

The proportions didn’t get much
better over the years. In 1973 —
when the DC Circuit Court of Ap-
peals ordered the FCC to begin tak-
ing race into account in its awarding
of licenses — minorities owned 11
radio stations and one TV outlet. This
increased to 60 radio stations by
1978, when the commission adopted
its tax certificate and “distress sale”
policies. Today minorities control
only 2.1% of radio and TV stations.

Honig’s only quibble with the
study is that the FCC should inter-
view former staffers — who would
have working knowledge of any po-

__ wsbreakers

tentially discriminatory policies — |

instead of applicants who may have
been ignorant of the process.

Helgi Walker, Sr. Legal Advisor for
FCC Commissioner Harold
Furchtgott-Roth, is suspicious of the

motives behind the study. She told |
R&R that its conclusions and those |

of similar inquiries must be applied
solely to broadcast auctions, as pre-
scribed by the Communications Act.

Furthermore, Furchtgott-Roth has
consistently spoken out against race-
based commission policies, claiming
that the Supreme Court has not found
programming diversity — to which
ownership diversity would presum-
ably lead — to be “‘a compelling gov-
emment interest.”

A similar study released earlier this
year looked at discrimination by ad-
vertisers against minority-owned or

- -formatted stations. However, the
commission “has yet to stem this
massive flow of dollars away from
minorities,” MMTC said.

At press time the FCC had not de-
termined a timetable for completion

of the inquiry.
— Matt Spangler

www.americanradiohistorv.com

a comparison of spring '99 rat-
ings for public stations (in
bold) and commercial sta-
tions in select major markets.
Public stations’ summer '99
ratings were not available at
R&R's press time.

Los Angeles

KSCA-FM 6.2
KLVE-FM 59
KIIS-FM 47
KCRU-FMW/KCRW-FM 43
Chicago
WGCH-FM 6.7
WGN-AM 6.7
WBEZ-FM 5.6

How Public Stations Stack Up

The following table provides |

Source: Arbitron, Radio Research Consortium

San Francisco
KQED-FM 8.0
KGO-AM 6.7

Philadelphia
WBEB-FM 70
WYSP-FM 6.0
KYW-AM 59
WJAZ-FM &WRTI-FM 59

Boston
WBUR-AM & FM 9.2
WBZ-AM 74
WXKS-FM 6.5
WGBH-FM 58

Washington
WAMU-FM 9.7
WETA-FM &WETH-FM 8.6
WHUR-FM 59

and receives most of its funding
from listener donations.

Donations generally account
for more than half of the budgets
for NPR and PRI affiliates as
well. WAMU, for instance, just
passed the million-dollar mark
for the first time in its latest
pledge drive.

Ironically that triggered a back-
lash from the Hill. Last year, Reps.
Ed Markey — who said he didn’t
like seeing Chuck E. Cheese and
Discovery Zone advertising during
children’s programming on public
TV — and Billy Tauzin drafted
public broadcasting reform legis-
lation. Among other things, this
bill would have trimmed under-
writing credits to 10 seconds. In
exchange, public stations would be
underwritten by a $5 billion to $9
billion “trust fund” made up of
spectrum fees paid by commercial
broadcasters. The latter, in turn,
would be absolved of their public

interest obligations.

The legislation was put on hold
last summer, when Congress got
wind that some public stations had
exchanged their fund-raiser lists with
the donor lists of political parties —
especially the Democrats. Tauzin
may soon investigate the matter.

Corporations are also much
less charitable than they were 20
years ago, when Morning Edition
went on the air, Gilmore pointed
out. Following a spate of merg-
ers and acquisitions, recessions,
etc., “everybody’s paying a lot
more attention to the bottom line
than ever before,” he said. It’s
not as easy as it used to be to
justify gifts to public radio to
shareholders.

While it may not be necessary to
mail your resumes to NPR yet, com-
mercial sales staffs beware: On the
way in to the Microsoft or Nissan
offices, you may brush by an under-
writing developer on his way out.

Web
Continued from Page 1
53 CDs or tapes for purchase
48 Video games
45 Sports team links
(strongest males 30-44)
4.0 Help-wanted ads
38 Links to politicians
38 Radio station logo
merchandise
32 Schoot iunch menus

The results are similar to those
achieved by Arbitron and Edison
Media Research in polls they have
conducted about web usage over
the last year. Elements in this study
that ranked above a 5.5 are worth
serious consideration, says
Wimmer-Hudson partner Matt
Hudson. Elements such as free e-
mail have been used by web por-
tals as a way to generate repeat vis-
its. (E-mail is the No. 1 reason
people log on to the web, accord-
ing to a separate study; details,
Page 18.)

But Hudson said the second-
ranked feature, couponing, can cre-

ate a strong bond between the
station, the listener and the re-
tailer. Plus, it can help answer
the age-old question of radio’s
effectiveness.

A finding that should be of great
concern to anyone who operates a
radio station website: About 59% of
the respondents who visited a radio
station website did so more than a
month ago; only 13% went to one
in the last week.

Among other findings in the sur-
vey:

* 87% of the respondents use a
computer either at work or at home.

* 55% didn’t know the speed of
their own modem (63% of women).

* 51% of men claim to have a
56k connection or better (22% of
women had a 56k ot better connec-
tion).

* Nearly two-thirds said they had
never made an online purchase.

* 54% of men in the sample vis-
ited a radio station website vs. 33%
of women.

For more information on the sur-
vey, contact Wimmer-Hudson at
(303) 763-4949.
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Newsbreakers

National Radio

* SYNDICATED SOLUTIONS launches
Healthline With Alan Pressman, a
weekly health advice talk show, airing
Saturdays 7-9am ET. Contact Marilyn
Wallack; (203) 921-1548.

In other news from SS, the company
has acquired the marketing rights to
The Group Room cancer support call-
in program, which airs Sundays 4-6pm
ET. Contact Marilyn Wallack; (203)
921-1548.

* DORFMAN MEDIA presents Millen-
nium Minutes, one-minute sound bites
that each cover a year of the 20th cen-
tury. The bites feature radio, TV, stage

~and historical sound clips; a page of
script is included. Available on CD.
Contact Jerry Seidman; (800) 332-
8515.

* KRIS STEVENS ENTERPRISES
announces the following Christmas ra-
dio specials: The Magic of Christmas,
featuring 12 hours of holiday music and
features; Christmas in the Air, with tra-
ditionat and contemporary holiday mu-
sic for AC and Soft Rock stations;
Christmas in the Country, featuring
country stars performing Christmas

tunes; and The 12 Hours of Christmas,
with seasonal hits from the '50s, '60s
and '70s, along with Christmas stories
and other features; (800) 231-6100.

* TALK RADIO NETWORKS has
signed a deal with BroadcastMusic.com
to stream the network’s talk shows, in-
cluding Bob Dornan, Lucianne Gold-
berg, Minyard & Minyard and Roger
Fredinburg.

Records

* PERI SHAMSAI
rises to Sr. Dir./Mar-
keting & Business
Affairs for BMG En- #
tertainment. Her
last position was as
Strategic Assistant
to the Chairman.

Shamsai

Industry

* MICHAEL WEISS joins TuneTo.com
as SVP/Strategic Development. He was
most recently VP/GM of WebRadio.com.

BiRTHS

WMMS-FM/Cleveland Dir./Pro-
motions and Munch on Sports
hostMark“Munth” Bishop, wife
Donna, son Christopher Max. Oct.
10.

CONDOLENCES

Retired WDBJ-AM/Roanoke
news anchor Joseph Mills, 82,
Oct. 9.

Longtime Florida broadcaster
Charles Parmelee, 69, Oct. 9.

* DEAN EISNER, VP/Business Devel-
opment & Planning for Cox Enterprises,
adds responsibilities for new business
media development.

* THE LOVETTE GROUP is launched
by former LaFace Records SVP/Busi-
ness & Legal Affairs Cliff Lovette and
former Untertainment/Undeas Records
Head/Business Affairs Marshal Hodge.
The company provides business and
legal affairs services to record labels
and music publishers.

Changes

National Radio: Doug Silver of Sil-
ver Broadcast Consultants is named
talent coach and programming con-
sultant for Fisher Entertainment’s
new FM Talk network ... Ellen
Ratner joins Talk America Radio
Networks as chief political corre-
spondent and news analyst.

PROS ON
THE LOOSE

Lee Cameron — Evenings,
Radio Disney (310) 217-7599;
leecameron@aol.com

News/Talk: KSTE-AM/Sacramento
announces its new lineup:
Armstrong & Getty (6-10am); Ed
Tyll (10am-noon); Dr. Laura
Schlessinger (noon-3pm); Mike
Gallagher (3-7pm); Best of Dr.
Laura (7-10pm); Best of Art Bell
(10pm-5am); and KSTE First Light
News (5-6am).

Rock: WAQX/Syracuse weekender
Jamie Lewis is promoted to nights ...
Former WKQQ/Lexington MD/co-
morming host Radioboy (a.k.a. Chris-
topher Calandro) segues to WKLS/
Atlanta as morning show producer for
The Regular Guys. Calandro will also
do a weekend shift ... Lauren Marks
joins KXFX-FM/Santa Rosa, CA as

producer of Matthew in the Morning
... WTAM-AM & WMVX-FM/
Cleveland’s Chris Duffy moves to
KDMX-FM & KEGL-FM/Dallas as
Imaging Director.

Records: Rob Schneck becomes
Mgr./Website for Arista Records ...
Edel America and Peer-Southern
Productions sign an agreement under
which peermusic artists will be mar-
keted and distributed on the Edel
America label in the U.S.

Industry: Composer/producer Rob
Rettberg signs a long-term agree-
ment with TM Century ... Jeff
Schock is named VP of All Access
Management.

PO

Continued from Page 1

opened Tuesday at $21.50. After
2.8 million shares were traded, the
issue shot up 71% to close at
$27.70. That raised about $109 mil-
lion for a company that has yet to
see positive cash flow.

Formed 18 months ago by
Joaquin Blaya, the former President
of Univision Holdings and former
CEO of Telemundo Group, Radio
Unica has assembled the nation’s
largest Spanish-language network. It
reaches nearly 80% of the U.S. His-

panic population, and it owns or has
pending deals on 16 stations in all of
the major Hispanic markets such as
Miami, New York, Chicago, Los An-
gels, Dallas. Houston and San Anto-
nio.

The Radio Unica network, with 34
affiliates. features around-the-clock
live and original programming hosted
by a number of popular Hispanic
television personalities. Many of the
programs are fully interactive talk
shows that allow listeners nationwide
to call in. Highly focused on sports,
Radio Unica has also acquired the ex-
clusive Spanish-language radio

Hispanic
Continued from Page 1

The combined signal coverage of
the KACE (103.9 MHz) and KRTO
(98.3 MHz) simulcast reaches most
of the L.A.basin and Inland Empire,
though both signals have difficuity
reaching the San FernandoValley.

Hispanic’s President/CEO
McHenry Tichenor has already
said that the stations will be refor-
matted to Spanish-language formats
when the deai cioses later this year.

" The duo gives Hispanic five stations

in the market, including four FMs. His-
panic also owns KTNQ-AM, KLVE-
FM & KSCA-FM.

“Acquiring and reformatting En-
glish-language radio stations to Span-
ish-language formats is an important
part of our strategy,’ Tichenor said.
“The acquisition of these radio stations
will aliow us to build a strong founda-
tion to serve our audiences and ad-
vertisers in this important market”

Hispanic Broadcasting said the deal
should cause it to incur operating

losses in the fourth quarter of 1999.
- Jeremy Shweder

broadcast rights to the 2000 and
2004 Summer Olympics, the 2000
NBA Finals and MLB All Star
Game, and various World Cup, Copa
America and Copa Oro matches
through 2002.

The company’s debut surprised
few on Wall Street. The U.S. His-
panic population is growing at a rate
at about 2 [/2 times faster than any
other, and its income level continues
to climb. “It underscores how hot the
Hispanic sector is, that’s for sure.”
Prudential Securities media analyst
James Marsh told R&R. “Although
the company does not have positive
cash flow, it is a tribute to Hispanic
broadcasting’s secular story. The
market has confidence in it.” For the
six months ended June 30, Radio
Unica reported $6.3 million in rev-
enues and $19.2 million in net
losses.

In related news:

* Moody’s last week assigned a
Ba3 rating to Spanish Broadcasting
System’s proposed $200 million of
guaranteed senior secured credit fa-
cilities due 2005 and a B3 rating to
its proposed $235 million of guaran-
teed senior subordinated notes due
2009. The ratings are subject to the
completion of an IPO, expected to
raise. about $280 million, and the re-
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NATIONAL /%
RADIO
FORMATS

ABC RADIO NETWORKS
(972) 991-9200

Classic Rock
Chris Miller
No Adds
Hot AC

Steve Nichols
No Adds

Starstation

Peter Stewart
No Adds

Touch

Ron Davis
THE ARTIST The Greatest Romance Ever Sold

ALTERNATIVE PROGRAMMING
Steve Knoll » (800) 231-2818
Gary Knoll

Rock

LIMP BIZKIT Re-Arranged

LYNYRD SKYNYRD Preacher Man

TOM PETTY/HEARTBREAKERS This One’s For Me
Alternative

FILTER Take A Picture

BECK Sexxfaws

CHR/HotAC

BLESSID UNION OF SOULS Standing At The Edge Of The .
STROKE 9 Little Black Backpack
Mainstream AC

BACKSTREET BOYS Larger Than Life
BARENAKED LADIES Get In Line

Lite AC

SARAH MCLACHLAN Ice Cream

K.0. LANG Anywhere But Here

NAC

DAVID BENOIT Miles After Dark

LEO GANDELMAN Rise

uc

CASE Think Of You
JAGGED EDGE He Can't Love U
MARY J. BLIGE Deep Inside

Soft AC

Mike Bettelli

CELINE DION That's The Way It Is
CHR

Josh Hosler
WILL SMITH Will2K
STROKE 9 Little Black Backpack

Hot AC

Josh Hosler

FIONA APPLE Fast As You Can
Urban Contemporary

Josh Hosler
BRANDY U Don’t Know Me (Like U Used To)
112 Love You Like | Did

Alternative

Teresa Cook

FILTER Take A Picture

RAGE AGAINST THE MACHINE Guerrilla Radio
SANTANA f/EVERLAS<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>