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Five time Grammy® award winner Al Jarreau, one of the
most widely recognized and sophisticated vocalists in
contemporary music, has released his first studio recorded
album in over 6 years. :

The first singles from his debut release on GRP,
Tomorrow Today:

& LAST NIGHT
 impacting UAC January 31*

& JUST TO BE LOVED
* impacting NAC January 31*
| AC February 28*

' Produced by Paul Brown
. Management: Bill Darlington

. © 2000 The Verve Music Group.

A Division of UMG Rsoonds. inc.

A Unbvarset Music Company

visit us at wWww.grp.com

invision Siver Award — Best Music Site
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This Is Not The Way
To Become The Hottest
Radio Exec In Town!'

- llr _-'"_-

~ was at hand So. Bob ~he|.whnmou
dealed. He negotlatad He ca]oled
often he said, "Hey, lunch is on me.” BFﬁ
just before the Big Event, the boss
called and said, “Where are the stickers?'
“No problem,” cried Bob as he scanned the

Yellow Pages and made some quick calls.

“Sure, we do Stickers,” was all he ever ,!.J

heard. He'd save a few dollars, anda hefo
he’d be. Then came the Big Day and the
stickers were late. The COlOF'S were
weak, they peeled and they cracked. ng . -_ ]
sponsors got hot. His boss just sizzled. '

) SN

.So next time you see a flash In o

C

Don't Get Burned. Call CGI First.
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Rivers Relinquishes AMFM's CPO Chair

By Ro~N RODRIGUES
R&R EDITOR-IN-CHIEF
ronr@rronline.com

I (
1, e .
anagement ¢+ marketing ¢+ sales

g first of R&R'’s semiannual Marketing
heme issues appears this week. It ali
ticks off in our Management, Marketing
& Sales section, where we spotlight two
marksting vehicles: from the sublime
(BMW's use of radio to promota its new
products) to the flamboyant (Hershey’s
huge traveling “Kissmobile”). This week’s
MMS section also has the added bonus of
articles from three management experts:
Dick Kazan, Chris Witting and a
Perspective piece from Roger Wimmer.

Steve Rivers, one of the architects of AMFM’s
corporate structure, announced he will step. down.
from his position as Chief Programming Officer at
the end of the month. David Lebow, who is Rivers®
partner in AMFM’'s Office of Product & Strategy.
will continue 10 oversee the division.

Rivers stressed that the decision to step down was
his alone, and that he will have a continuing role at

- AMFM as a consultant and advisor on special
projects. He joined the company when AMFM, then
known as Evergreen Media. purc¢hased Pyramid

RIVERS/See Page 42
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Warner also will have the
right to another 8% of the
venture if EMI stock reaches
£9 within three and a half
years of the deal’s comple-
tion. The company, which
will remain publicly traded.
will be listed on the London
Stock Exchange.

E-gads. Just when many
people had thought the mar-
riage of e-commerce and the
traditional record business
had reached a crescendo
when America Online an-
nounced that it planned to buy
Time Warner two wecks ago

The dispute between Sinclair
Broadcast Group and Emmis
Communications over seven St.
Louis broadcast outlets has
ended up where many disputes
do: in the courts.

Sinclair last week filed a law-

"

make mone Page 85 (R&R 1/14), here comes an- Time Warner President Ri- el o we
D Pormiss y w—_— Pag 95 other blockbuster deal. This - . Berry chard Parsons and EMI suit in the Circuit Court of Bal-
510N METRGINY ge time it's Time Wamer and EMI Group. which  Group Chairman Eric Nicoli will serve as co- | timore County against both
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© Mel liberman, Robert Bowlin,
Rick Dobbis take new
positions at Sony Music

® R.J. Curtis joins KZLA/LA.
for the third time

® Mike Fowler becomes VP/GM
of WIMK/Chicago
Page 3

THiS #] WEEK

CHR/POP _
o SAVAGE GARDEN | Knew | Loved You (Columbia)

CHRARHYTHMIC
+ DESTINY'S CHILD Say My Name (Columbia)

* o DESTINY'S CHILD Say My Name (Columbia)

URBAN AC

="« ANGIE STONE No More Rain... (Arists)

"+ DOGE CHICKS Cowboy Take MeAway (Monument)
A : i
»SAMGE GARDEN | Knew | Loved You (Columbia)
HOT AC s, o i
« SANTANA UROB THOMAS Smooth (Arists)
- NAC/SMOOTH JAZZ

« DAND DENOIT Miles ARer Dark (GRP/VMG)

o BETALLICA No Leat Clover (EMMIMEEG)
) ROCK
« METALLICA No Leat Clover (Elekra/EEG)
| RNATIVE
© BLINK-182 Al The Small Things (MCA)

" ABIRLY ALTERNATIVE
o R.E.8, The Great Beyond (Warner Bros.)

MTE

NEWSSTAND PRICE $6.50

are merging their music operations in a 50-50
joint venture that will create one of the world’s
largest record companies, valued at around $20
billion.

Under terms of the deal, announced in Lon-
don on Monday (1/24), Time Wamer will pay
EMI shareholders one British pound (£1) per
share (just over $1 billion in total) and will con-
trol six of the 11 seats on the board of the new

Chairman of Wamer EMI Music. Wamer Mu-
sic Group Chairman/CEO Roger Ames will be
CEO, and EMI Recorded Music CEO Ken
Berry will be COO. The company will be
based in New York: its non-U.S. operations —
such as EMI’s retail chain, HMV — will be lo-

cated in London.
The combined company will have around
TW-EMI/See Page 38

Emmis and former Sinclair CEO
Barry Baker, claiming that Baker
had no standing to assign his
rights to the six St. Louis radio
stations and one TV station to
Emmis. On Jan. 19, a day after
the suit was filed. Emmis said it
would file a countersuit against
Sinclair. Sinclair has also asked
the count for a $40 million cash

and Metallica.

Citadel Continues
Spree With $176M
Bloomington Buy

If the radio industry was any-
thing like the hit TV game show
Who Wanes 1o Be a Millionaire,
Citadel Communications CEO
Larry Wilson would certainly be
playing the part of host Regis
Philbin.

These days Wilson seems to .

be making lots of radio people
millionaires. He was at it again
this week, buying Bloomington
Broadcasting for $176 million
cash. The deal gives Citadel 20
stations in five new markets, in-
cluding Grand Rapids: Colum-
bia, SC; Johnson City-
Kingsport-Bristol; Chattanooga,
TN; and Bloomington, IL.
Bloomington President Ken
Maness will join Citadel in a se-
nior management role. Citadel

CITABEL/See Page 42

Among artists involved in the Time Wa

A

rner-EMI deal are Madonna, Smashing Pumpkins, Garth Brooks

settlement from Emmis.

At issue is the fate of WRTH-
AM. KIHT-FM. KPNT-FM.
KXOK-FM. WIL-FM. WVRV-
FM and KDNL-TV in St. Louis.
In June. Emmis bought the right
to purchase those stations from
Baker. who had a clause written
into his contract saying he could

EMMIS/See Page 42

More Than A Thousand LP-100s To Be Granted

B Commission votes 3-2 in favor of low-power; NAB looks to ‘undo damage’

FCC Chairman Bill Kennard and Commis-
sioners Susan Ness and Gloria Tristani sur-
prised no one last week when they voted in
favor of a plan-that'will dot America with per-
haps more than 1,000 100-watt FM stations
— and even more 10-watt FM outlets — that
will be licensed to community-based groups,
schools, universitics and church organizations.
Their goal, they said, is to “promote access 10
the media by all Americans.”

Licensing could begin as early as May,
when the FCC plans to establish a five-day
“open window” for applications for the non-
commercial, nontransferable licenses. Li-
censes will be awarded on a point system for
applicants that show established community
roots or length of local residence, the number
of proposed hours of service and the amount
of proposed locally produced programming.
Applicants must produce a minimum of eight
hours of local programming and must operate
at least 36 hours a week. They will be subject

LPFM/Ses Page 8

FCC Passes New EEQ Rules

If at first you don't succeed, try, try again. FCC Chair-
man Bill Kennard apparently took those words to
heartin his formative years, and last week he spear-
headed the commission’s effort to enact new EEO
rules that repiace the ones deemed unconstitutional
by a DC Appeals Courtin 1998.

The new rules, passed by a margin of 4-1, with
Commissioner Harold Furchtgott-Roth dissenting,
require broadcasters to do outreach to a variety of
community organizations when looking to fill a job
| opening.The new rules differ from the ones that were
| ruled unconstitutional because they do not require
a broadcaster to hire a staff that mirrors the racial
makeup of the community it serves.

» Instead, the EEO regulations give broadcasters
some flexibility in choosing how 1o best conduct out-
| reach. The new regulations merely require broad-

casters 10 reach out o minorities and women in hir-

ing for openings. Stations can either send vacancy
| announcements to recruiting organizations that ask
EEQ/See Page 42
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Radio's most comprehensive and accurate business coverage begins on Page 4
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Curtis Returns To
KZLAL.A. As OM/PD

KCYY/San Antonio OM R.J.
Curtis is returning to Los Ange-
les as OM/PD
of Bonneville
Country outlet
KZLA. a station
he previously
worked for be-
tween 1980-87
and 1993-95.
{ The PD post
has been open
since Bill Fink
resigned five
months ago.

*We are very excited to have R.J.
head KZLA's programming team.”
VP/GM Dave Ervin commented.
“His talent and knowledge of the
L.A. and Orange County market
will be a great asset. as will his 20+
years in the Country radio format.”

Curtis, who starts Feb. 7, told
R&R, “I'll miss Cox. Working for
them has made me a better broad-
caster. and | hope to apply what
I've learned here to make KZLA
cven better. There are a lot of very
special things about going back to
KZLA. I've spent 10 of my 22

CURTIS/Ses Page 20

Curtis

Beyond's Call Of
Duty: Silva Named
VP/Nat’l Promotion

Beyond Records has tapped
George Silva as VP/National
Promotion.
Based in Los An-
geles. Silva will re-
port to Head/Pro-
motion Jack Satter.

“I am thrilled
to be working
with Jack Satter
again.” Silva said.
“Jack and 1
worked together
at EMI Records.
launching
Roxette and The Red Hot Chili
Peppers among others. It was also
during that time I first met [Be-
yond founder] Allen Kovac, and |
am flattered to be a part of his
tcam here at Beyond Music. Allen
has always been an innovator in
bringing new concepts lo an in-
dustry that needs fresh ideas.”

SIVA/Ses Page 20

For The Record

WPW Broadcasting Presi-
dent/CEO David Madison
was incompletely identified in a
recent article on small radio
groups (R&R 1/14). R&R apol-
ogizes for the emor.

Several R&R statfers were fortunate enough to catch former Roxy Mu-
sic frontman Bryan Ferry at a recent gig in L.A. Hanging out backstage
are (I-r) R&R GM Sky Daniels, R&R’s Dawn Garrett, Ferry, R&R'’s
Missy Hafftey and Jessica Gilbert-Harrell and Virgin's Jeffrey Naumann. I

liberman: Sony Music Ent. Vice Chair
I Bowlin, Dobbis take top Intemational posts

Sony Music Entertainment has
promoted a trio of its most senior
executives, elevating Mel Ilber-
man to SME Vice Chairman, Rob-
ert Bowlin 10 Sony Music Intema-
tional Chairman and Rick Dobbis
10 SMI President.

*Mel llberman’s contributions to
the growth and expansion of Sony
Music Entertainment have been
immcasurable.,” SME Chairman/
CEO Thomas Mottola said. *Dur-
ing his tenure as Chairman of Sony
Music Intemational, Mel was one
of the chief architects of our global
expansion. His new role will enable
him to work even more closely
with me in developing the overall
“strategic direction of the company.
as well as managing Sony Music
Entertainment’s day-to-day opera-
tions in a wide array of arcas. Mel
will play a key role in helping tran-
sition the company into the digital
era.

“The promotion of Bob Bowlin
recognizes the significant role he
has played in the development and

Nl

Mike Fowler, most
recently VP/GM for
AMFM’s Rhythmic Oldies
WUBT-FM/Chicago, has
been named to a similar
post for Infinity/CBS’
crosstown Oldies WJMK-
FM. Fowler, who will ar-
rive at WIMK on Feb. 4,
replaces Weezie Kramer,
who resigned earlier this
month to join Entercom as
a Regional VP in Chicago
(R&R 1/14).

“We think Mike has the leader-
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expansion of Sony Music Intema-
tional. Working closely with Mel.
Bob has contributed to the near
doubling of Intemational's sales, an
increase of 30% in market share,
and to the establishment of opera-
tions in Indonesia, India. the Phil-
ippines and a cooperative arrange-
ment in China. He has also played
a key role in identifying and devel-
oping new sources for local reper-
toire. and in helping to establish an
infrastructure through which local

SONY/See Page 22
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ship skills and the Oldies
market knowledge to be a
great success at WIMK.”
Infinity/CBS co-COO John
Gehron told R&R. “He's a
terrific manager, and we're
glad to have him.”

Fowler spent the last five
years s VP/GM for
WUBT (The Beat) and its
predecessors, WWBZ and
WRCX. His 24-year radio
career includes stints as
VP/GM for KZOK/Seattle
and GSM for WKQX/Chicago.
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Farmclub Calls Up Schuon As Pres./C00

| Universal Music Group
has  appointed Andy
Schuon as the first Presi-
dent/COO for its new
online record company.
Jimmy and Doug’s Farm
club.com. Based in Los
Angeles. he reports to |
Interscope-Geffen-A&M
i co-Chairman Jimmy lovine,
| who also serves as Jimmy
| and Doug's Farmclub.com
Chaiman/CEO. The label's
website and TV program, which will
be televised on the USA Network,
officially debuts on Monday (1/31).
“Jimmy and Doug’s Farmclub.com
is about discovering and-developing

When one thinks of the major
forms of media, it's usually radio,
television and newspapers that are
top-of-mind. However, magazines
and altemmative news publications
remain a vital and successful sector
of the information business — and
radio executives have taken notice.

On Monday (1/24), Emmis
Communications announced that

v

E-maid

OPPORTUNITIES/MARKETPLACE: 310-788-1621
EDITORIAL, OTHER DEPTS:
WASHINGTON, DC BUREAU:
NASHVILLE BUREAU:

Schuon

dio I GoT e Press.
B Emmis owns L.A.; Craven, Thompson buy weeklies

artists on- and off-line by in-
tegrating the community
power of the Internet with
traditional entertainment out-
lets.” lovine said. “It's a new
formula that requires some-
onc like Andy. who has been
a visionary in developing
and packaging new pro-
gramming for record labels.
cable network music chan-
nels and radio stations. We're
glad 1o have connected with
such a talented executive.”

Schuon noted, 1 am thrilled 1o be
a part of this very entrepreneur-
ial and forward-thinking music

SCHUON/See Page

ESSee o W

it had purchased Los Angeles maga-
zine from The Walt Disney Co. for
an undisclosed price. The maga-
zine, with a circulation of 180,000,
becomes Emmis’ sixth print prop-
erty. The deal teams the Southem
California publication with such
high-profile glossies as Texas

PUBLICATIONS/See Page 22
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AMFM Forms Strategic
Alliance With Traffic.com

[J New service uses radar sensors to determine travel times

By Mart Seaxciir & JEwRey YORKE
R&R W ASHINGTON BUREAU CHIEFR
yorke@rronline.com

AMFM and Traffic.com will jointly put the pedal to the metal
in Philadelphia in April, when all six AMFM stations in the mar-
ket will debut Traffic.com’s new high-tech “real traffic, real time”
service. The service strategically places radar-based sensors along
travel routes; data from the sensors is then used to estimate travel
times. That information, coupled with conventional “incident” or
“event” reports of stalled vehicles, closed roads and emergency
services, will be provided to AMFM’s audience. The stations cur-
rently use event reports filed by Westwood One's Metro Networks

and/or Shadow Traffic.

“It's part of the changing technol-
ogy and changing business opportu-
nities. We have to re-examine the way
we do things.” AMFM VP/Media
Partnerships Gary Lee told R&R. The
service will receive AMEM inventory
in exchange for the reports. while
AMEM gets warrants o purchiase an
equity position in Traftic.com.

Lee said AMFM is looking at new
wavs to present the information. and
he believes that current radio traftic

reports are “filled with jargon. and are
outmoded and meaningless. We'd like
to give the presentation an overhaul.”

But AMFM hasn’t necessarily hit
the brakes with the Westwood One-
owned companies. It may be that
we continue with some presence of
Metro and/or Shadow. We are not
going 1o cut of! our nose to spite our
face. We are looking at blending the
Tratfic.com relationship with exist-
ing relationships.”

Lee is mum on industry rumors °

that AMFM is negotiating a deal that
could put Metro Source, the digital
“newsroom in a box.” into many
AMFM stations.

Traffic.com. which counts a num-
ber of high-ranking former Shadow
employees among its management,
could begin its national rollout as
early as March in Pittsburgh, where
it is talking with a group of stations,
confirms company spokesman Jim
Smith.

The upstart company. backed by
Intemet Capital Group. TL Ventures
and Bessemer Venture Partners. could
expand to as many as 10 markets by
vear's end and is expected to grow
into more than 40 AMFM markets
during the next few vears. Smith said
the technology is capable of extend-
ing specific and personalized com-
muting infornration to subscribers v
e-mail. cell phones and paging units.

Kennard’s Agenda 2000

] Streamline merger reviews, pare down FCC

By Jerenmy Suwenek
R&R WASHINGTON BURFAU
Jsinwveder@rronline.com

FCC Chairman William Kennard can already check two items
off his “'to do™ list for the year 2000.

Last week the FCC voted to adopt
new EEO rules and approved the
country’s first LPFM service. two of
Kennard's highest priorities. That
leaves the streamlining of mergers and
revamping of the FCC's licensing
bureau among Kennard's top desires
for the rest of the year.

The FCC chairman looked back
at 1999 and laid out his strategy for
the coming year last week in a sort
of “State of the FCC™ speech. This

is the third consecutive yéar
Kennard has made such a speech.
Kennard said that he would be fo-
cusing on telephone and broadband
issues. but also touched on some
points that could affect the radio
industry.

Quicker Merger Reviews

The FCC will continue to make
merger reviews a priority. Kennard
said. and he expected that several

 EARNINGS

in1998.

evenues atTribune's (NYSE: TRB) four radio outlets in Chicago and
from $52.6 million in '98, while EBITDA fel 7%, to $17.7 million from $19.1 million. Fourth-quarter numbers were
slightly more attractive: Revenues grew 11%, to $13.3 million from $12 million, while EBITDA increased $5.4 million
from $5.1 million. By contrast, Tribune's TV group — which benefited from high growth at its WB network affiliates —
saw 15%-19% cash fiow and revenue gains for the quarter and year. PaineWebber analyst Lee Westerfield told R&R
that radio also suffered in comparison to TV due to higher promotional costs and the disposal of WQCD-FM/New York

major mergers. including the Viacom-
CBS deal. would be reviewed by the
first or second quarter of this year.
The FCC is trying to review all merg-
ers within six months. Kennard said.
and the agency recently created a spe-
cial merger review team to stream-
linc mergers. R&R asked Kennard
when he expected to complete the
review of the Clear Channel-AMFM
merger. but he said he could not give
a definitive answer.

Other than streamlining mergers.

KENNARD/See Page 8
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~ ABC Drives Disney Profit

B Tribune radio growth slow compared to TV group; Arbitron gains in (4

iscal first-quarter profits at Walt Disney Co. (NYSE: DIS) were up 7%, the company said this week, as the
broadcast division, which includes radio and TV, drove the results. Net income rose to $515 million for the quarter,
or 25 cents per share, 5 cents more than First Call expectations. Last year at this time Disney had netincome of $470
million, or 23 cents per share. While Disney’s video and merchandise sales continued to suffer, the company said that
results from the broadcast side drove the growth in the first quarter. Revenue for Disney was up 5% to $6.8 billion, and
operating income was up 8% to $1.1 billion.

tbitron parentCeridian Corp. (NYSE: CEN) reported fourth-quarter net earnings of $36.5 million, or 25 cents per
share, compared to $39.8 million, or 27 cents per share, last year at that time. Net revenue was up, however,
jumping to $361 million from $309 miillion last year. Arbitron posted slightly increased resutts, as the segment gained
$57 million in net revenue, compared to $51.6 miflion last year in the fourth quarter. For the year, Arbitron had net
revenues of $215.4 miion, up nearly 11% from.1998 net revenue of $194.5 million. For the year, Ceridian had net
revenue increase 15% to 1.3 bilion, while eamings fell 21% to $149 milion.

Derwer rase only 2% in 1999, to $53.5 million

WWW americanradiohistorv com
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Four Groups File Against Clear Channel-
AMFM Merger

Four petitions to deny the Clear Channel-AMFM merger have been re-
ceived by the FCC since the commission opened the proceeding up to
public comment. The groups objecting range from local broadcasters wor-
ried about competition in their markets to industry groups that think Clear
Channel aiready controls too much. Clear Channel lawyers were expected
to reply this week. Here is a brief summary of each case:

© The National Hispanic Policy institute argues that Clear Channel, which
says it owns only 29% of Hispanic Broadcasting, actually owns more and
should have to divest stations in markets where both companies have in-
terests.The FCC allows up to 33% ownership before ownership becomes
attributable.

@ Roslin Radio Sates, a New York City-based national rep firm, wants
the FCC to force Ciear Channet to sever the ties between AMFM-owned
Katz Media and the 125 or so stations that Clear Channel divests. Roslin
says there will be less competition if Katz is allowed to represent both affili-
ated and unatffiliated Clear Channel stations.

© Mid Atlantic Network, which owns four stations in the Winchester, VA
market, wants the FCC to block the transfer or force Clear Channel to seff
WUSQ-FM/Winchester, because Clear Channel would control too much
ad revenue in the market.

© Fifth Avenue Broadcasting, which owns four stations in the Hunting-
ton, WV-Ashland, KY market, aiso wants the FCC to block the transfer of
10 AMFM-controlled stations, because the transfer would hurt competition.

Robert Iger Named Disney President

Wall Disney Chairman Michael Eisner has promoted ABC Group Chair-
man Robert lger to President/COO of Disney, working under Eisner.
That could propel ABC Broadcasting President Bob Callahan into Iger's
old slot or the vacant ABC Inc. President position, paving the way for ABC
Radio President John Hare to replace Callahan:

USA Digital Radio To Work On
Worldwide AM Digital Standard

SA Digital Radio, which is trying to create DAB technology for the U.S.,

said Monday that it was working with Digital Radio Mondiale, an inter-
national consortium of broadcast industry organizations, to develop a digi-
tal AM standard. “Our aim,” said Peter Senger, Chairman of DRM, “is to
ensure that a receiver bought anywhere in the world will work anywhete in
the world” A spokesman for USA Digital Radio toid R&R that many coun-
tries have already shown interest in using USADR's IBOC technology.

Real Networks Wins Injunction Against Streambox

eattie-based Streambox has been blocked from marketing and dis-

tributing its VCR and Ferret software, thanks to an injunction granted
last week in the same Seattle court that issued a restraining order against
the company in December. Streambox nonetheless hailed the decision as
“a big win ... for the entire Internet community,” because the company can
stilt distribute its Ripper software. Ripper aliows a user to convert audio
files from the Real Networks to the Windows Media Player format, VCR
records the files, enabling them to be saved on a hard drive or burned to a
CD, and Ferret permits visitors to Real's site to search Streambox’s data-
base of web music links instead of the Snap.com database. Real saidVCR
illegally records files that were only intended to be streamed, while Ferret
breaches Real's contract with Snap. A final ruling in the case could be
rendered in a year.

Regent Raises $136 Million In IPO Offering

ovington, KY-based Regent Communications raised $136 million with
an IPO Monday, selling 16 million shares as RGCI on the OTC ex-
change. Proceeds from the offering will be used to pay down debt and for
new acquisitions. On Tuesday the share price rose more than 41% to close
at $12 in the first day of public trading. Shares in the 42-station group opened
Tuesday at $10.50 — giving the company a market value of $312.3 million.

Continued on Page 8

R&R Radio Stock index

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

Change Since
‘Owe Year Agp (e Week Ago /180 (hee Yeur Age_ Ome Week Ago
Radio Index 27593 40687 39380  +4745% +3.2%
Dow Industrials 935883 1125171 1172298  +20.23%  4.02%
S&P 500 127964 144136 146520  +1264% -1.63%
T T e
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YOU SIT WAY BACK
IN YOUR CHAIR
AND SMILE...

It's a smile you feel. “YES!” You've just seen the advances from Arbitron and they
confirm what you already knew. Your decision to get a new research partner — one
who really understood what it took to win — has paid off big time. You prepared,
while others were sleeping. And the sound advice they gave your team in that
preparation made all the difference.

Life is good.

FIND OUT A LITTLE ABOUT US AT NO OBLIGATION.

Just tell us you'd like some free information about our firm
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 decide
if you'd like to consider working with us when you’re ready.

You can either call us at 719.540.0100 or e-mail us at information@moyes.com.
Your request for information will be treated with confidence.

Mike Shepard Bill Moyes Don Gilmore
Senior VP President Exccutive VP

Moyes Research & Strategy

| AMERICA’'S LEADING MARKET WARFARE STRATEGISTS_I

205 EAsT CHEYENNE MOUN
CoLorAaADO SPRINGS, CO
oo

719.540.01

TAIN
8090
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DEAL OF THE WEEK

* Bloomington Broadcasting

Stations
$176 million

TRANSACTIONS

Dollars This Week:  $244,277,500

(Last Year: $97,253,527) i
i

(Last Year: $8,337,527) |

s

Stations Traded This Year: 116
(Last Year: 102) |
Stations Traded This Week: 46

(Last Year: 17) |

Gitadel Bulks Up With Bloomington Buy

O $176 million deal nets 20 stations in five markets;
Clear Channel performs ‘Majac’ in the Southem Tier

" Deal Of The Week

Bloomington
Broadcasting Stations
PRICE: $176 million

TERMS: Asset sale for cash

BUYER: Citadel Communications
Corp., headed by CEO Larry Wilson. it
owns 196 stations. Phone: (702) 804-5200
SELLER: Bloomington Broad-
casting, headed by President Ken
Maness. Phone: (309) 829-1221

Winois

WJBC-AM & WBNQ-FW
Bloomington and
WBWN-FM/Le Roy
(Bioomington)

FREQUENCY: 1230 kHz; 101.5 MHz;
104.1 MHz

POWER: 1kw; 50kw at 466 feet; 25kw
at 328 feet

FORMAT: News/Talk; CHR/Pop;
Country

Michigan

WBBL-AM & WLAV-FW
Grand Rapids, WKLQ-FM/
Holland and WODJ-FMW/
Greenwville (Grand Rapids)

FREQUENCY: 1340 kHz: 96.9 MHz.
94.5 MHz; 107.3MHz

POWER: 1kw; 50kw at 489 feet; 50kw
at 500 feet; 50kw at 492 feet
FORMAT: Sports; AC; Rock; Oidies

South Carolina

WISW-AM & WOMG-FW/
Columbia, WLXC-FW/
Lexington and WTCB-FW
Orangeburg (Columbia)

FREQUENCY: 1320 kHz; 103.1 MHz;
98.5 MHz; 106.7 MHz

POWER: Skw day/2.Skw night; 6kw at
300 feet; 6kw at 328 feet; 100kw at 787
feet

FORMAT: Sports; AC; Urban AC; AC

Tennessee

WGOC-AM/Blountville,
WJCW-AM & WQUT-FW/
Johnson City and WKIN-
AM & WKOS-FW/
Kingsport (Bristol)
FREQUENCY: 640 kHz; 910 kHz;
101.5 MHz; 1320 kHz; 104.9 MHz
POWER: 10kw day/810 watts night; Skw
day/1kw night; 100kw at 1,500 feet; Skw
day/500 watts night; 2.74kw at 492 leet

i | FORMAT: Country; News/Talk; Rock;

| Talk/Sports; Oldies

| WGOW-AM & WSKZ-FW

| Chattanooga, WGOW-
FM/Soddy-Daisy and
WOGT-FM/East Ridge

' (Chattanooga)
FREQUENCY: 1150 kHz; 106.5 MHz;
102.3MHZ; 107.9 MHz
. POWER: 5kw day/1kw night; 100kw at
| 1,080 feet; 6kw at 285 feet; 2.85kw at
968 feet
FORMAT: Talk; Classic Rock; Talk/
| Sports; Oidies

|

| KVOK-AM & KRXX-FMW/
| Kodiak :

| PRICE: $500,000

TERMS: Asset sale for cash
| BUYER: Kodiak isiand Broadcasting
Partnership, headed by Richard Kale.
Phone: (206) 842-1436
SELLER: Cobb Communications
inc., headed by President Thomas
| Tierney. Phone: (907) 486-5159
FREQUENCY: 560 kHz; 101.1 MHz
POWER: 1kw; 3.1kw at 228 feet
FORMAT: Country. AC

. Arizona '

KTAN-AM & KZMK-FMW/
Sierra Vista and KWCD-
FM/Bisbee

PRICE: $2.95 million

TERMS: Asset sale for cash

BUYER: Commonweaith Communi-
cations LLC, headed by Dex ANen. it
owns eight other stations.

SELLER: DB Broadcasting LLC,
headed by Marvin Strait. Phone: (520)
458-4313

FREQUENCY: 1420 kHz; 100.9 MHz;
92.3MHz el
POWER: 1.5kw day/500 watts night;
3kw at 46 feet; 50 watts at 2,217 feet
FORMAT: Talk/Sports; Hot AC; Country
BROKER: Kalil & Co.

KAYR-AM/Van Buren
(Fort Smith)

PRICE: $160,000

TERMS: Asset sale for cash

BUYER: Cumulus Media, headed by
Vice Chairman Richard Weening. it

. owns over 300 other stations, including

KBBQ-FM, KLSZ-FM & KOMS-FMFort
l Smith and KZRA-AM, KFAY-AM & FM,
KAMO-FM, KKEG-FM & KMCK-FM/
Fayetieville. Phone: (414) 615-2800
| SELLER: LKR Communications Inc.,
| headed by Larry Ruth. Phone: (501)
474-3422
FREQUENCY: 1060 kHz
POWER: 2.5kw
FORMAT: Religious

1
‘ California

KIEZ-AM/Carmel Valley
| (Monterey-Salinas)
PRICE: $700,000
| TERMS: Asset sale for cash
l BUYER: Rodriguez Communica-
| tions, headed by President Marcos

= = 1
2000 DEALS TO DATE B

Dollars To Date: $361,932,528 |

1

* FM CP/Wallace, 1D $50,000

TRANSACTIONS AT A GLANCE

® KVOK-AM & KRXX-FM/Xodiak, AK $500,000

© KTAN-AM & KZMK-FM/SiorraVista snd KWCD-FM/Bisbee, AZ $2.95 milion |
® KAYR-AM/Van Buren (Fort Smith), AR $160,000

© KIEZ-AM/CarmeiVatiey (Monterey-Salinas), CA $700,000

© WLVS-AM/LakeWorth (West Paim Beach), FL $400,000

© WOCA-AM/Ocala (Gainesville), FL $742,500

¢ KKAY-Fi/Donaldsonville (Baton Rouge), LA $1.2 million
* WRCA-AM/Waitham (Boston), MA $6 mitlion

® FM CP/Faribault, MN $2.2 milkon
® KARP-FW/Glencos, MN $20 million
© KATK-AM & FM/Carisbad, NM $475,000

© WENE-AM &WMRV-FMEndicott, WBBI-FMEndweill, WKGB-FW
Susquehana and WMXW-FM/Vestal (Binghamton), NY $20 million

* WBRQ-FMW/Cidra (Caguas), PR $3.6 million

© KLNT-AM & KNEX-FM/Laredo,TX $3 million

© KSAH-AM/Universal City (San Antonto), TX $5 million
* WZZI-FM/NVinton (Roanoke), VA $1.3 million

idaho

FM CP/Wallace
PRICE: $50,000
TERMS: Asset sale for cash

BUYER: CSN Intemational, headed
by President Charles Smith. it owns
13 other stations. Phone: (714) 979-

| 0706

Rodriguez. It owns four other stations. |

| Phone: (214) 630-9400
SELLER: Wagenvoord Advertising
Group, headed by President Dave
| Wagenvoord. It owns three other sta-
| tions, including KNRY-AM/Monterey-
Salinas. Phone: (727) 410-2166
FREQUENCY: 540 kHz
POWER: 10kw day/500 watts night
FORMAT: Talk
| BROKER: John Plerce & Co. and
| Force Communications

WLVS-AM/Lake Worth
(West Paim Beach)

PRICE: $400,000

TERMS: Asset sale for cash

BUYER: Radio Fiesta Inc., headed by
President James Johnson. Phone:
(561) 625-5900

SELLER: Goldcoast Broadcasting
Co., headed by Jerry Phillips. Phone:
(901) 683-9040

FREQUENCY: 1380 kHz

POWER: 1kw day/103 walts night
FORMAT: Tejano

WOCA-AM/Ocala
(Gainesvilie)

PRICE: $742,500

TERMS: Asset sale for cash

BUYER: Westshore Broadcasting
Ine., headed by President Ronald
Roseman. He owns two other stations.
Phone: (813) 576-2234

SELLER: Grester Ocala Brosdcast-
ing Corp., headed by President Rob-

.| ort Hauck. Phone: (352) 732-8000

FREQUENCY: 1370 kHz
POWER: Skw day/30 watts night
FORMAT: Talk

BROKER: Hadden & Assoc.

SELLER: Hawkeye Radio Properties
Inc., headed by President Dale
Ganske. He has interests in one other
station. Phone: (608) 831-8708
FREQUENCY: 97.7 MHz

POWER: 50kw at 922 feet

Louisiana

KKAY-FW

| Donaldsonvilie (Baton

Rouge)

PRICE: $1.2 million

TERMS: Asset sale for cash

BUYER: Guaranty Broadcasting Co.,
headed by President George Foster.
It owns 10 other stations, including
WDGL-FM &WXCT-FM/Baton Rouge.
Phone: (225) 383-0355

SELLER: LaFourche Valley Enter-
prises inc., headed by President Kay
LeBlanc. Phone: (225) 473-6397
FREQUENCY: 104.9 MHz

POWER: 6kw at 299 feet

FORMAT: Oldies

WRCA-AM/Waltham
(Boston)

PRICE: $6 miltion

TERMS: Asset sale for cash

BUYER: Beasley Broadcast Group,
headed by CEO George Beasley. it
owns 36 stations. Phone: (941) 263-
5000

SELLER: Add Radio Group, headed
by President Peter Arpin. it owns three
other stations, including WLYN-AM.
Phone: (617) 492-3300
FREQUENCY: 1330 kHz

POWER: Skw

FORMAT: Spanish Misc. (brokered)
BROKER: Bergner & Co.

wWWW americanracronistory ceorrn
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Minnesota

FM CP/Faribault

PRICE: $2.2 miflion

TERMS: Asset sale for cash

BUYER: Milestone Radio 11 LLC,
headed by President Daniel Peters. it
owns two other stations. Phone: (801)
| 304-5800

SELLER: James Ingstad. Phone:
(701)237-3775

| KARP-FM/Glencoe
‘ PRICE: $20 million
TERMS: Asset sale for cash
BUYER: Biue Chip Broadcasting,

S| | headed by CEO Ross Love. It owns

16 other stations. Phone: (513) 679-
{ 6006
SELLER: Linder Broadcasting
Group, headed by CEO John Linder.
It owns 13 other stations. Phone: (507)
345-4537
FREQUENCY: 96.3 MHz
POWER: 29.5kw at 584 feet
FORMAT: Country
BROKER: JimWychor Communica-
tions

New Mexico

KATK-AM & FM/
Carisbad

PRICE: $475,000

TERMS: Asset sale for cash

BUYER: Stubbs Broadcasting Co.,
headed by Don Stubbs. Phone: (970)
264-5360

SELLER: Radio Carisbad Inc.,
headed by President Steve Swayze.
Phone: (505) 855-2151

FREQUENCY: 740 kHz; 92.1 MHz
POWER: 1kw day/250 walts night; 3kw
at 285 feet

FORMAT: Adult Standards; Country
BROKER: Explorer Communications

WENE-AM & WMRV-FW/
Endicott, WBBI-HFW
Endwell, WKGB-FW
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How Doing 10r 2 Music
Tests Per Year Gan Be Hurting
Your Ratings

£ More frequent music testing identified as key to success of
Philadelphia’s #1 rated 25-54 station*

important investment we make to ensure high levels of listening is with our

0 ur philosophy at B-101 is that TSL is to be guarded at all costs. The single most

library music testing.

We test and freshen the library
very regularly. This allows us
10 move a certain number of
songs from Power to Secondary
and vice versa. Some songs
usually fall out and some songs
always find their way from the
shelf to the air. Frequent testing
should really be the rule and
not an option, particularly for
any gold-based station. The
way music is moving these

days. and as listeners’ (astes
evolve at an unbelievable pace,
stations just can't sit for five
or six months and let the music
mix get stale. When it does,
the listeners can’t put their
finger on it, but it just sounds
old and repetitious.

Here's the worst part of
letting your music get stale:
there is a real opportunity for
fatigue with heavy listeners

(core P-1’s) when stations go
more than a couple of months
without a music test. And. it's
important to remember that
it's your core that gives you
on average 75% of your quarter
hours (higher on most ACs).
When you are only playing 400
or 500 songs at a time, it
really shouldn’t be the same 400
or 500 for more than a couple
of months in a row, especially

*

“Here’s the worst part of
letting your music get stale:
there is a real opportunity
for fatigue with heavy
listeners (core P-1's)... it's
important to remember
that it's your core that
gives you on average 75%

of your quarter hours...”

—_——

if you are in a tough battle
with other stations in your
format. If you're not in a direct
format battle it still can sub-
optimize ratings. It's just not
great to listen (for long periods
of time, especially) to a station
that sounds tired and stale. We
believe this so strongly that we
do five tests a year now using
Music-Tec. We've been using
Music-Tec tests for 12 straight

books (over three years) and
have gone up in share in our
target every year. Our music
NEVER gets stale. | know that’s
not affordable for every station,
but before you spend money on
TV and outside advertising.
you've got to get your product as
sharp as it can be. That means at
least three tests per year.

* Rank is from Spring 1999 Arbitron,
Mon-Sun, 6AM-Mid, 25-54 Persons.

America’s #1 Music
lesting Gompany

If you’d like to find out why more radio stations trust Music-Tec to do more music
testing than any other research company in America, we’'d be glad to give you the
information free of charge or obligation. Just call us at 719-579-9555 or e-mail us at
freeinfo@musictec.com and we’ll send it to you. If you have specific questions, you can
ask those too. The more you know about top quality library music testing, the more

you’ll want to move up to Music-Tec.
Music-Tec

WWW americanradiohistorv com
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LPFM

Continued from Page 1

to standard indecency rules, but they
will not be required to keep a puhlic
file or adhere to standard main stu-
dio rules.

The plan — unveiled last week at
the FCC commissioners’ monthly
meeting, after having been scratched
from December’s agenda — is
reconfigured substantially from the
one originally proposed a year ago.
The changes — the biggest of which
is dropping plans for 1.000-watt li-
censes — came after a series of field
tests were conducted by the FCC and
a varicty of special interest groups.
Those groups included the NAB,
which filed an exhaustive, foot-thick
report that detailed a slew of inter-
ference claims and possibilities —
which the NAB still contends will
surface when the first switch is
thrown by an LPFM licensee.

A Numbers Game

Allotment of the new stations will
be based on spacing on the dial and
the distance between stations. While
the commission first propased drop-
ping the second- and third-adjacent
protections, it agreed to drop only
third-adjacent protections and main-
tain the first and second. A 20-kilo-
meter buffer between LPFMs will be
established when issuing licenses.
Those two restrictions combined will
fikely result in no LP-100s in New
York City. Los Angeles, Chicago or
San Diego. Four cach could be
awarded in Miami and Dallas, with
three in DC, two in San Francisco and
one in Philadelphia. The FCC engi-
neering staff could not provide a com-
plete national breakout of possible
market locations for LP-100s this
week.

Ten-watt licenses, or LP-10s, wil
be awarded after the first round of
100-watt licenses are issued. The
commission expects to conduct a
third round of licensc-issuing. again
for LP-100 outlets. at some point in
the future.

LPFM underwriting will mirror
that of current noncommercial sta-
tions. All licenses will be for eight
years and nontransferable, and no
current commercial or noncommer-
cial broadcasters need apply. But ap-
plications from pirates who quit
broadcasting within 24 hours of their
FCC wamings will be considered.

During the first two years ficens-
ees may own only one LPFM. After
two years they can own five licenses.
After three years they can own 10
nationatly. Four-fetter calls will have
“LP" appended (example: WXXX-
LP).

Before the May window is open.
the FCC expects to distribute a soft-
ware package to help guide new ap-
plicants through the licensing process
and tell them where LPFMs will be
available. In fact. within hours of the
FCC'’s vote. hundreds of women and
minorities who had previously voiced
an interest in becoming broadcasters

received an ¢-mail from the FCC alert-
ing them to the new LPFM service.

FCC Panel Not Unified

As expected., Commissioner
Harold Furchtgott-Roth voted against
the plan, mostly based on potential
interference to established signals.
He added that initiating the new ser-
vice was “entirely irresponsible.
Such actions harm existing license-
holders, not to mention the listening
public. This entire proceeding has
been marked by a rush to judgment.”
Also voting “nay.” Commissioner
Michael Powell said LPFM would
cause “‘economic harm™ to small
broadcasters, particularly women
and minorities: “The threat is not
trivial.”

The FCC's historic action drew an
unusual crowd. It wasn’t the usual
suits filling the seats at the
commissioncr’s meeting, but an ar-
ray of advocacy groups and former
radio pirates. A light snow descended
on Washington, DC carly that mom-
ing, pushing the meeting back for a
half-hour and leading one self-
proclaimed former pirate to worry
that the vote on LPFM would be can-
celed. “We're all such conspiracy
theorists,” said Pete Tridish of the
Prometheus Radio Project. “When
we saw the snow today. we figured
the NAB controlled the weather.”

Bonior Applauds
LPFM Service

In registering her “yes” vote on the
proposal. Tristani exclaimed, “It's a
great day for the American radio lis-
tening public.” Her sentiments ech-
oed on Capitol Hill just a few hours
later, when Democratic Whip David
Bonior of Ohio, a longtime proponent
of LPFM. applauded the FCC actions.
Bonior said LPFM “wiil provide tre-
mendous opportunities for educa-
tional institutions, local governments,
churches. community groups and
emerging artists — without interfer-
ing with existing commercial stations.
The FCC, and its Chairman, William
Kennard. should be commended for
doing their job — protecting the pub-
lic interest. I suppont their efforts to
make the vision of community radio
a reality.”

However, other legislators on the
Hill continued to be miffed by the
FCC'’s action. Peggy Pecterson, a
spokeswoman for Rep. Mike Oxley.
told R&R that Oxley was “open™ to
LPEM, but he had great concern about
interference to established radio sta-
tions. Late last ycar Oxley introduced
the Radio Preservation Act to prevent
and/or abotish the establishment of
LPFM service. Introduced by a bipar-
tisan group of six representatives, that
legislation had backing from more
than 30 lawmakers by the end-of the
week. Peterson said. and suppont was
picking up steam.

On Monday (1/24). Consumer
Electronics Assn. President/CEO
Gary Shapiro said, “We share the
FCC’s worthy commitment to pro-
mnoting greater access to the air-

- e N

Cutlnuﬂnn m.l

Research Director at WorldFinance.com, told Reuters. Kenan Pollack, Money Director at Hoovers Online, de-
scribed Regent's performance as “supply and demand curves at work,” meaning the large size of the offering pre-
vented the shares from enjoying a dramatic first-day “pop”

latest financing round.

Command Audio Gets $56-Million Infusion

itty-five weeks after announcing its plan to provide audio on demand over a $200 hand-held wireless receiver,

Command Audio said this week that it has received an additional $56 miilion in venture capital. The service
debuted in Denver and Phoenix in December, and the closely held Redwood, CA company hopes to expand to other
cities this year. CEO Don Bogue said Motorola and a Chase Manhattan Corp. affiiate were among the investors in the

i

For a $12 monthly subscription fee, Command Audio plans to offer an array of programming, including National
Public Radio newscasts and magazine shows and Dr. Laura Schiessinger. its original round of financing came in |
1998 from such groups as Vuican Ventures, an investment company owned by Microsoft co-founder Paul Allen. l

Four Radio Groups lavest In eTour

usquehanna Radio, Jefferson-Pilot, Barnstable Broadcasting and Beasley Broadcasting all said last week that

they had cut equity-for-advertising deals with eTour, an Internet company that helps users surf the web. The radio |
groups will receive stock in the company for about $10 million worth of advertising among the four companies. |
Michael Bergner, who brokered the deali, toid R&R that this deal was special, because the four radio groups weren't
invasting as a consortium, but as individual investors, meaning they each thought eTour had great potential.

S 2 S35

ABC News, NY Times Partner On Web Campaigm Coverage

ome ABC News Radio election coverage will be culled for Political Points, a webcast appearing on ABCNEWS.com

: and New York Times On The Web (www.nytimes.com) through the Novernber election. ABC and the New York
Times say the programming — which will be webcast live middays — is designed to bridge the gap between the
morning New York Times and Good Morning America and the evening World News Tonight. ABC would not comment

on whether reporters will receive compensation for the extra work.

NBG Prepares To Jump To Nasdaq

BG Radio Network is hoping to jump from the volatile OTC Bulletin Board tp the more-respected Nasdaq ex-
change, but first the company needs to be trading at $4 per share. Currently the radio programming company is
trading at around $3 per share, which is why the Portiand-based group has hired OTC Financial Network to directa
shareholder-relations marketing campaign. Fred Coombes of NBG Radio toid R&R that he's hoping that the com-
pany can make the jump to the Nasdagq by early March.

waves. Unfortunately, we have
found that the method chosen by the
commission — specifically. the re-
movai of third-adjacent channel pro-
tection — may result in interference
to existing FM radio service and
would adversely affect consumers’
investment in the 710 million FM
receivers currently in use in the U.S.
These new FM stations will cause
interference that may hinder the in-
troduction of terrestrial digital au-
dio broadcasting.”

‘A Sad Day For Radio
Listeners’

NAB President/CEO Eddie Fritts,
who has been working in overdrive
for the past 18 months trying to en-
lighten. influence. delay and then
stop Kennard's efforts, was prepared
for the vote. He immediately issued
this statement:
sen advancement of social engincer-
ing over spectrum integrity. It’s a sad
day for radio listeners. NAB will re-
view every option to undo the dam-
age ‘caused by low-power radio.”

An NAB spokesman said no law-
suit had been prepared, but that NAB
legal experts were reviewing the
commission’s proposal and would
take action from there.

— Jeffrey Yorke

Kennard
Continued from Page 4

adding a new LPFM service and
creating fresh EEO rules, Kennard
did not call for many changes that
would affect the radio industry. He
did say that he hoped to continue
changing the FCC into a “faster,

flatter, more functional agency.”
Specifically, Kennard said he

wanted to combine the FCC’s licens-

ing bureaus into a single agency, much

as the enforcement bureau was trans- *

formed in 1999 into a single entity
covering the entire communications
industry.

Kennard also expected to com-

plete a two-year review of the
FCC's broadcast ownership rules
by March. CBS and other TV
groups have been pestering the
FCC to loosen the ownership rules
for TV, but Kennard said that the
agency would act cautiously when
it comes to altering any of the cur-
rent ownership regulations,

R —

Transactions

Continued from Page 6
TERMS: Asset sale for cash {
BUYER: Ciear Channel Communica-
tions Inc., headed by CEO Lowry
Mays. it owns 830 stations in the U.S.
Phone: (210) 822-2828
SELLER: Majac of Michigan Inc.,
headed by Marc Steenbarger. Phone:
(607) 785-3131
FREQUENCY: 1430 kHz; 105.7 MHz; |
107.5 MHz; 92.5 MHz; 103.3 MHz |
POWER: 5kw; 35kw at 571 feet; 1.1kw |
at 545 feet; 3kw at 709 feet; 600 watts | [
at 1,014 feet
FORMAT: Sports; CHR/Pop; Country;
Rock; Oldies
BROKER: Kalll & Co.

[ PuertoRico |

“This FCC has cho- |

|

WBRQ-FM/Cidra '
(Caguas)

PRICE: $3.6 million

TERMS: Asset sale for cash

BUYER: Arso Radio Corp., headed by
CEO Jesus de Soto. He owns 11 other
statins, including WLEY-AM, WNEL-
AM, WUNO-AM, WFID-FM,WPRM-FM
& WZAR-FM/Puerto Rico. Phone: (787)
744-3131 |
SELLER: American National Broad-
casting Corp., headed by Miguel
Maldonado. Phone: (787) 720-7444
FREQUENCY: 97.7 MHz

POWER: 4.4kw at 899 feet

FORMAT: Spanish AC

KLNT-AM & KNEX-FW/ ;
Laredo |
l
l

PRICE: $3 million
TERMS: Asset sale for cash
BUYER: Rodriguez Communice-

tions, headed by President Marcos
Rodriguez. It owns four other stations.
Phone: (214) 630-9400

SELLER: Rio Grande Media Inc.,
headed by President Miguel Villarreal
Jr. Phone: (210) 820-3505
FREQUENCY: 1490 kHz; 106.1 MHz
POWER: 1kw; 6kw at 174 feet
FORMAT: Talk; Spanish Contemporary
BROKER: Gammon Media Brokers

KSAH-AM/Universal City
(San Antonio)

PRICE: $5 million

TERMS: Asset sale for cash

BUYER: Rodriguez Communica-
tions, headed by President Marcos
Rodriguez. it owns four other stations.
Phone: (214) 630-9400

SELLER: Ganadores Corp., headed
by President Miguel Villarreal Jr. He
owns two other stations. Phone: (210)
820-3505

FREQUENCY: 720 kHz

POWER: 10kw day/890 watts night
FORMAT: Regional Mexican

| WZZI-FMNVinton

(Roanoke)

PRICE: $1.3 million

TERMS: Asset sale for cash

BUYER: Travis Media LLC, headed by
KarenTravis. it owns one other station.
Phone: (540) 344-2800

SELLER: Carouse! Entertainment
LLC, headed by Edwerd Hale. Phone:
(540) 344-2800

FREQUENCY: 101.5 MHz

POWER: 628 watts at 706 feet
FORMAT: Country

BROKER: Blackbum & Co.

WWW armericariracnornsionnveeerm
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FOR AN AﬁTIST TO
HITIT BIG, THEY'VE
cotr 10 STAND OUT.

THE SAME GoOEs
FOR YOUR WEB sITE.

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 web site and brand, while putting dollars in your pocket.
Interested? Call 404-979-7832 or e-mail josh.gertz@mp3radio.com.

mp3radio.com-

r----= for Radio and the Internet.

The Next Step

WwWww americanradiohistorv com
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'FOR MORE INFORMATION, CALL
~ THE TRS HOTLINE AT 310/788-1696

."f.r ‘Grand Hyatt at Washington Centes

1000 H Street NW
Washinaton. DC 20001

rY YN T LY

202/5. DAN RATHER

12:00PM
REGISTRATION OPENS

3:00-5:00PM
ANNUAL TALK RADIO ROUNDTABLE

An interactive session featuring a distinguished panel of some of Talk
radio’s biggest leaders.

6:00-8:00PM
OPENING TALKTAIL RECEPTION

FRIDAY, FEBRUARY 25, 2000
8:30-9:00AM
CONTINENTAL BREAKFAST

9:00-10:30AM

GENERAL SESSION
Opening Remarks and Annual White House Briefing

Featured Speaker: Dan Rather/CBS News

10:45AM-12:00PM
CONCURRENT SESSIONS
e What Every Talk PD Should Know About Sales

Learn to better function outside of programming to help your station’s
marketing and sales efforts.

* The Talk Innovator’s Summit

Our annual salute to some of the News/Talk trailblazers who are breaking -

ali the ruies — and winning while doing it!

12:15-1:45PM
LUNCHEON
Featured Speaker: Mitch Albom/ABC/Radio Today

2:00-3:15PM
CONCURRENT SESSIONS

* Crisis Management 101

When an unexpected crisis or breaking news occurs, preparatlon and
planning will define how well your station will respond to the needs of
listeners.

o FM Talk: It Ain’t Your Father’s Radio Station

Come see how this new generation of talkers will impact your market and
the future of Talk radio.

MITCH ALBOM DONIMUS  COKIE ROBERTS

3:30-4:45PM
CONCURRENT SESSIONS

" o The High-Tech Talk Show of Tomorrow

New equipment, gadgets and technologies and revolutionary new
competition from the Internet and Digital Satellite Radio — it’s all part of
Talk radio in the new millennium.

 National Shows, Local Dollars
Are you maximizing the local revenue potential of your nationally syndicated
shows?

5:00-6:00PM
TALK RADIO HAPPY HOUR

9:00-11:00PM
TALK RADIO CIGAR SMOKER

'SATURDAY, FEBRUARY 26,2000

8:30-9:00AM
CONTINENTAL BREAKFAST

9:00-9:45AM

GENERAL SESSION
With featured speaker

10:00-11:15AM
Financial Survival For Busy

Talk Radio Professionals
In this exclusive TRS 2000 seminar, The Dolans will teach you five money
moves you can make today to reach your financial goais.

11:30AM-12:45PM

Managing In The New Cluster Environment

In an industry where yesterday’s competitor is today’s partner, how do you
successfully manage the merging of different corporate cultures,
philosophies, etc? Come learn how you can develop new synergistic
strategies that will maximize your market cluster's clout and revenue.

1:00-2:30PM

R&R’S TALK RADIO
LIFETIME

ACHIEVEMENT
AWARD LUNCHEON =,

el i G

Special Guest:
Cokie Roberts/ABC News
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THE GRAND HYATT, WASHINGTON, DC

e RS TR
SEMINAR ——

registration BEFORE JANUARY 28, 2000 $385

FAX THIS FORM BACK TO 310-203-8450 JANUARY 29 - FEBRUARY 18, 2000 $425 ‘;m:'“&?"‘::r-

OR MAIL TO: _ Please print carefully or type in the form below. AFTER FEBRUARY 18, 2000 February 15, 2000

R&R Talk Radio Seminar Full payment must accompany registration
10100 Santa Monica Bivd., 5th Floor form. Please include separate forms for each ON-SITE REGISTRATION ONLY $475

Los Angeles, CA 90067-4004 registration. Photocopies are acceptable.
OR REGISTER ONLINE AT www.rronline.com
MAILING ADDRESS

METHOD OF PAYMENT

PLEASE ENCLOSE SEPARATE FORMS FOR EACH INDIVIDUAL REGISTRATION

Amount Enclosed: $

Naes Q visa Q MasterCard QO American Express Q oscover [ Check
Account Number |

Title
Expiration Date
Cali Letters/Company Name | 11 ]

Streot Month  Date Signatur=

City Print Cardhoider Name Here

QUESTIONS? Call the R&R Talk Radio Seminar

Hotline at 310-788-1696
l” ’ [Z | The Grand Hyatt, Washington, DC

‘st i We look forward to hosting you for R&R TALK RADIO

reESaen SEMINAR 2000 in the nation's Capital at The Grand Hyatt A liaal JALICRACIOSEMULSTERRIC

at Washington Center, located in the heart of downtown Washington, DC. The Grand Single ( 1 person) $159/night

Hyatt is conveniently located 15 minutes from the Ronald Reagan Airport, and i

within walking distance of the White House, Ford's Theatre and Lincoln Museum. Double ( 2 people) $179/night

The US Capitol, Smithsonian, Vietnam Memorial and more are located nearby. {

» To confirm your room reservation, please contact The Grand Hyatt. Guarantee your Suites $475-1 000/night

arrival with a major credit card, or you may send two night’s deposit. Deposits will

be refunded only if cancellation notification is received by The Grand Hyatt at least 7 FOROTEALBSSEHVAREN; FLEASE SALL

days prior to arrival. * Reservations requested after January 25, 2000 or after room 202-582-1234 or 800.'233'1 234

block has been filled are subject to availability and may not be available at the Or mail to: The Grand Hyatt at Washington Center

convention rate. * Check in time is 3:00 pm; Check out time is 12 noon. 1000 H Street NW, Washington, DC 20001
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* Win by knowing psychographics, Page 16

* Advance your radio knowledge, Page 18

*RAB: 10 minutes of fame and fortune, Page 14

M

marketing

management

{ MARKETING P

“1 don’t know the key to success, but the key to failure

is to try to please everyone.”
— Bill Cosby

sales

RADIO AS MARKETING PARTNER:
A TALE OF TWO VEHICLES

BBMW recruits radio stations, jocks for an ‘X’-cellent adventure

Welcome to R&R’s first

" Jotf Axelrod Marketing theme issue of
e E";“ o The 21st century. In many

of the format editors’ col-
umns this week you'll find helpful advice on how
to market your radio stations. In this section
we're taking a slightly different approach: We're
going to discuss radio’s strengths as a marketing
partner. You'll find two stories of major compa-
nies that sought radio’s help in gaining expo-
sure ... and were thrilled with the results.

When BMW first introduced its Z3 roadster, the
company and promo agency TMPG teamed up to
bring the vehicle to consumers’ attention through
a series of radio promotions. Did it work? If it
hadn’t, do you think they would have come back
for more? Just last month BMW made radio a focal
point of its pre-launch program for the new X5
sport activity vehicle.

"We're trying to expose people to the X5 in
some unexpected ways,” explains BMW Man-
ager/Marketing Communications Baba Shetty.
“Rather than buying media time and packaging a
message for stations to play, we allowed stations
to come up with promotional ideas.

“We had a lot of confidence that we had a really
good story to tell, so what we've done is given a lot
of the DJs the opportunity to get behind the wheel
of an X5 and spend some time with it.”

They were among the first, especially since the
company wouldn’t start advertising the vehicle
through traditional avenues for another month.

“Everything is based on the excitement of having
access to a really great product very early in its
launch,” Shetty says. “People hadn’t seen the Z3
or X5 before, so it’s a really exciting thing for us to
do.

“When we allow the DJs to have some
exposure to the product, most of them have a
spontaneous enthusiastic reaction. That’s kind of
the reaction we wanted them to convey on the
radio. You really get authentic people ... this
wasn’t a script. It’s a little bit of an adventurous
program. We lose control of the message, but
we're very confident that people will respond
enthusiastically.”

One of the advantages in using radio was that
BMW was able to tailor its approach to the most
likely buyers in its key markets. “Our sales tend to
be skewed toward most of the top markets in the
country, so we bought in 12 major metros, and in
many of those we purchased more than one

Continued on Page 14

KISSMOBILE, RADIO SHARE SWEET SYNERGY

Hershey’s has two large “Kissmobiles,” and last year they
“kiss-crossed” America, making more than 500
appearances, giving away more than 3 million pieces of
chocolate and raising plenty of money for local children’s
charities. And they couldn’t do it without radio.

“Crew members tell me that when they're in amarket
and they're on a radio station, people come up and say,
‘I heard you on the radio? | heard you on the radio!"” says

Hershey's Kissmobile visits Chicago.

Joft Corder, Director/Marketing for project coordinator
Marketing Werks. “They always hear about us on the
radio. When we get, ‘We saw you on TV,’ that's usually
the folks who happen to see it on the local news. That's
just one hit. On radio, it's shared; it's repeated
throughout the day. We get tangible results with radio
marketing — it's obviously the reach.

“Our media strategy is a triad — print, TV and radio.
And | would really hold radio on an even keel with TV,
even Surpassing itiin certain elements.”

Radio is “more creative, more effective and also
more quick to react,” says Corder, who also praises its
flexibility. “Radio is really our creative friend in
marketing the Kissmobile. With radio, you can do fun
contests; you can personalize the Kissmobile and
humanize it. You can't necessarily do that with TV. You
can't do the active contesting on TV. You can't
necessarily get in it, do a live remote from it, describe
what it’s fike to drive in the Kissmobile and throw Hugs
and Kisses to kids. On TV, 'doing that live is very
difficult.” !

Continued on Page 14

—{MANAGEMENT}H———

BUILDING A CORPORATE ‘CULTURE’

_ " ch m Picture a little farm nestled on a hillside,

among green meadows with trees whose
leaves sway gently in the breeze. In this pastoral New Hampshire
setting, Stonyfield Farm was started by two men in 1983. Today
this company is the fifth-largest yogurt maker in the United States,
with $56 million in annual sales and 155 employees.

The founders were Gary Hirshberg, an environmental activist
who’d run nonprofit organizations, and Samuel Kaymen, a
biochemist who'd become a farmer and yogurt maker. | spoke with
Hirshberg, the firm's President/CEQ, to learn some of the secrets to
their success.

“We began as a nonprofit. We ran a little farming school. My
partner made a spectacular yogurt, and | kept encouraging him to
go into business. We launched the yogurt operation as a means of
supporting the farm school. We started with a world-class product

and a mission: ‘You can do well by
5 doing good.’ You're not success-
AR ISR EIRYNBREN 1, if you only hit one of them.
Iz Ll That's our whole strategy. To
S U C [: [Sle=}=l§ make.a ton of money is not
enough. If we are accomplishing
wonderful things for the environment but
not making a lot of money, we're equally unsuccessful, because the
only ones who'll want to copy us are those who already believe.” As
a result, Stonyfield is involved in numerous environmental causes,
to which it donates 10% of its profits, and it uses state-of-the-art
processes to eliminate or recycle much of its own corporate waste.

Where did Stonyfield’s start-up financing come from? “The early
money came from a group of Catholic nuns. The Sisters of Mercy
loaned us $35,000 at very low interest rates. They were trying to
help little businesses like ours get started. In about two months we
burned through the money. From there, | raised $200,000 from
family, friends and angel investors. We went from nuns to angels. It
took eight years until we made a profit. We made a lot of business
errors. Samuel and | were completely broke.”

What was the secret to their success? “Quality, quality, quality. |
can't emphasize that enough. If you're going up against the big
guys, your product has to be better. Also, by partnering with
environmental causes and organizations we establish a bond of
loyalty and trust with our consumers. Loyalty is what this game is
all about. If you can retain your customer, that’s one less customer
you have to go out and secure. We sell to an educated consumer
who cares about the environment and the health of their communi-
ties. If we. can demonstrate convincingly that we are actively
working in support of thiose interests, we add value to the relation-
ship. If all we did was good things for the environment, but our
yogurt was no good, no one would buy it."

Customer loyalty is essential to you, too, because it's far easier
and less expensive to keep the listeners and advertisers you have,
Happy listeners and advertisers also help by telling others about
you. Does Stonyfield use radio? Most of its business comes from
word of mouth, but Hirshberg explains, “We have found it neces-
sary in new markets to explore radio, TV and print. We know that
radio builds awareness, though we don’t know if it builds sales.”
(Radio, what do you think? How could radio deliver to Gary’s
bottom line?)

What other business advice does Gary offer you? “Determina-
tion is everything. Believe in yourself and never, ever compromise
on your quality. Superior quality gets you to the starting line, but is
not necessarily a guarantee of success. You need to constantly
innovate to stay one step ahead of your competition.”

Dick Kazanm 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. E-mail your comments or questions to him at
rkazan@ix.netcom.com.
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mteruchve pluyllst

ﬂnweb-bnsed
etemalquesuon "what wos tho song

LICK2HEAR is o powerful and important addition to our
web site. It provides Arrow listeners with the opportunity to find

out the name of a song or band the station has played géer the

lost couple of days. Perhaps as important, it helghte the
interactivity and troffic fo our web poge, it's a gréat service for

our listeners and we tumed it into o profitable ales opportunity

for Arrow 93 FM. CLICK2HEAR is yet anogtier useful ond Iucraﬂve
service from the brilliant minds of Pressloff Inferactive Revenue.™®

Dave Van Dyke - Vice President/General Managemdrrow FM, Los Angeles

..becouse it's whot your lisieners want,
your odvertisers nee

PRESSLAFEF

INTERACTIVE REVENUE

ety i Sgn up for CLICK2HEAR before March

and receive your first monfh

s
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PRESSLAFF INTERACTIVE REVENUE: |
DAT-©-BASE™® RadioPHONE Interactive Voice Response System™e Interactive Recruitment Servuce -

Contact Ruth Presslaff: ruth@presslaff.com or call 310-792-6060 NOW www.pressloff.com
21250 Hawthome Boulevard, Suite 545, Tomance, (A 90503
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RADIO AS MARKETING PARTNER:
A TALE OF TWO VEHICLES

Continued from Page 12

station,” Shetty says. “When we started, we had kind
of a ‘dream list’ of stations to hit the demographic
targets we were trying to reach. We also keep in mind
psychographic targeting, thinking about the station
and whether it fits well with BMW."”

One of the key elements to the promotion, of
course, is the air talent involved, and they were
another factor in BMW’s buying strategy. “The Djs
we’re using have all carved out a niche in their local
markets, and they really do have a following. One of
the things we're definitely relying on them for is to
know their listeners and their markets even better than
we can.”

Once stations had been contacted and signed on
with the project, they were given virtually total
freedom to design their own approach to it. “We're
looking for promotions that are going to have an
impact on our target audience. We actually have a
contest for the radio stations that are participating.
Whichever has, in our opinion, the best promotion
wins an X5. It's an additional way to motivate
stations.” (And a vehicle retailing for nearly $50,000 is
great incentive!)

Shetty displays complete confidence in the
stations’ ability to do a top-notch marketing job: “The

first time we did it [with the Z3], we were very
surprised by what people came up with. I guess at this
point we expect a pretty high level of enthusiasm and
creativity.”

The question remains: Since cars are so often
advertised visually, why go to radio first? Shetty
believes there’s a certain mystique that's built up
when somebody’s favorite radio personality commu-
nicates his or her feelings about the car. “One of the
things we want to do is get people curious enough that
they’ll seek out this product. These days it's pretty
easy to go onto the BMW website and say, ‘I want to
check out this thing they’ve been talking about on the
radio.” As more of the cars get out onto the road, and
as the traditional advertising breaks, I think there will
be a connection — ‘Oh, yeah, that’s what I heard my
favorite DJ talking about.’

“Radio works very effectively for our objective in
this case, which is to create real grass-roots excitement
and get a buzz going for a new product before it hits
showrooms. Radio’s really good at doing that. It’s a lot
of effort on our part to coordinate getting all of these
X5s out to radio stations and monitoring what
happens, but we really do think it's worthwhile.

“Obviously we think it works, because it's the
second time we've done this.”

KISSMOBILE, RADIO SHARE SWEET SYNERGY

Continued from Page 12

The station also benefits, Corder adds, by attaching itself to
a truly local fund-raising effort. “Every nickel, every dime we
raise stays in the market. Our main mission is raising as much
money for and awareness of the Children's Miracle Network as
we can, so we don't have a budget to purchase local airtime.
What we do have is the Kissmobile, which we can offer to
stations to use at whatever remotes they've set up.

“It's kind of a symbiotic relationship. The station likes
using the Kissmobile as a draw to their events or as a

numbers-builder. We, in turn, need the exposure to
generate awareness about our fund-raising efforts. if they
want to sell a remote to one of their clients and promise that
the Kissmobiie will be there, they can do that. We have no
problems with that, because we're getting our message out.
Everybody wins.”

If you're interested in a Kissmobile promotion, check its
2000 schedule at www.hersheys.com/kissmobile or call
(888) 499-KISS.

RADIO GETS RESULTS

SUCCESS STORIES FROM THE RAB

SITUATION: Brokers Transaction Services competes against both local
financial services firms and the big national companies. A member of
the Southwest Securities Group, Brokers offers a wide range of financial
and investment services. it has been in business in Shekdon, IA for more
than 10 years and has used print and direct mail advertising.
OBJECTIVE: Managers at Brokers Transaction Services hoped to
position the company as financial experts, not just another stockbroker.
They needed to build credibility, awareness and sales.

CAMPAIGN: KIWA/Sheldon created a 10-minute Saturday moming
show featuring Brokers’ Randy Byers. who answered callers’ questions
about financial topics and encouraged them to contact Brokers for more
information.

RESULTS: Byers reports that about 75% of the new customers who
come to his office heard about Brokers on KIWA. He says that radio has
generated outstanding results for him. Byers no longer uses newspaper
ads and has concentrated his ad budget on radio and direct mail.

— RABTOOBON—

More marketing informstion and resources from the RAB
MEDIA TARGETING 2008

More than half (57%) of adults 18+ who own mutual funds, stocks
and bonds and municipal bonds eam more than $50,000 a year,
and 45% are college graduates. Eighty-four percent own their
own homes, and a third have children living at home. This group
spends an average of 45% of its daily media time with radio.
INSTANT BACKGROUND — STOCKBROKERS

The combined assets of mutual funds in the U.S. — including
stock funds, hybnid funds, taxable bond funds, municipal bond
funds, taxable money market funds and tax-free money market
funds — increased to $5.769 trillion in March 1999, 2.6% higher
than the previous month and 15.8% greater than the total for
March 1998. (investment Company Institute, 1999)

RAB CATEGORY FILES

“There are four major forces reshaping the financial services
industry. They are: 1) Lively capital markets — in 1998 the stock
market continued its roller-coaster ride, and that volatility will
continue for some time. 2) Globalization — Merger activity
reached a fever pitch in 1998, with one multimillion-dollar deat
following another. 3) Consumer expectations — financial-
services conglomerates are attracted to one another's customer
databases like moths to light. Cross-selling is the reason. There is
also a counterforce at work: A surge of interest in community
banks. 4) Technology — tech trends affecting the financial
services industry include the Y2K bug, the effect of the Internet on
finance and the advent of online investing.” { Trend Letter, 1999)

For more information, call RAB's Member Service HelpLine at
(800) 232-3131 or log on to RadioLink at www.rab.com.

EventTape' « BunchaBanners™ ¢ FlashBags” ¢ BumperStickers ¢ Ponchos

FirstFlash!

6209 Constitution Drive * Fort Wayne, IN 46804
Fax: (219) 436-6739 » www.firstflash.com

1-800-21-FLASH

-

The BEST
VARIETY

of the 70s, 80, 90s,
and Today,.

www.weid.com

(1-800-213-5274)

WAV e aT21dTab= i a0l
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Tréckiﬂ&' Trends:
Single Femaje

28 years old.

Has a roommate,
Listens to alternative
rock and dance music,

Enjoys streaming

audio from the net.,

Has 8 unpaid

parking tickets,

Want to know what
all this
really means?

Unless you know how to use ity research is useless, That'’s e'u T"'\"o
%P dSe®a tlll

where Strategic Media Research can help, Because you get a

lot more than Jjust reams of data from us., You get actionable,

customized solutions that will help you succeed, To find media researc
true meaningy call 312.726.8300 or visit us online at What's New. What's Now. What's Next.
wwwe.strategicmediaresearch.com.
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THE THREE FORGES OF PROSPERITY

W Part three: Psychographics

.' m mn Want to become more suc-
cessful? Apply the third

force of prosperity: psychographics. It's the study
of people’s attitudes, opinions and activities. Atti-
tudes are often formed in youth, which is why dif-
ferent generations tend to have different outlooks.
Ann Clurman, a marketing expert at Yankelovich
Partners Inc., says, “It goes beyond the fact that
we’re of a certain age. It means there are experi-
ences that happen to us when we are coming of
age, and these experiences act as a sort of genera-
tional filter through which we view the world.”

Clurman suggests you study the core values that
your product represents, then determine the appeal
to different generations. You can market across gen-
erations, but it requires a very thoughtful approach.

Be careful not to pigeonhole activities favored by
generations, either. Not every Gen Xer is into com-
puters, while some “Matures” love nothing better
than surfing the ‘Net. Many Gen Xers want to be
entrepreneurs, but so do many baby boomers.

Big companies spend time and money asking
questions about the future. Faith Popcorn is a futur-

ist who foresaw a key change in people’s behavior:
cocooning (more folks staying at home for meals and
entertainment, rather than going out). This trend has
affected a number of businesses, such as video stores
and grocery delivery services. Spot such changes by
reading about new trends or even by watching the
changing interests of those around you.

Tom Stemberg predicted the growth of home of-
fices when he founded the first discount office sup-
ply store, Staples, in 1986. Chances are you have
shopped at Staples or a store like it. Today Staples
has hundreds of stores and sales in the billions.
Stemberg was in the right place at the right time: In
1989, 28 million people were working at home. By
1996 the number had risen to 40 million! Ask your-
self how people’s activities may change in the next
five to 10 years. How can you use these trends to
your benefit?

One trend that appears to be a safe bet is people’s
attitude toward time. Everyone wants to save time,
because time is the one thing that money cannot buy.
In 1982 less than 30% of American homes had mi-
crowave ovens. By 1992 over 80% of homes had mi-
crowave ovens. That is incredible growth for a rela-

tively expensive product, especially since the micro-
wave doesn’t do a great job of cooking food. But it
does one thing very well: It saves time.

Successful businesses often seek ways to save time
for their customers. For example, I noticed that Suc-
cess magazine’s annual review of top franchises is
loaded with names such as Candy Express, Heel
Quik, Check Express and Fastsigns. Is there a way
to apply the factor of time-saving to your plan?

It is not always possible to maximize the power
of all the forces of prosperity; sometimes you are
forced to compromise. While the demand to save time
is always high, so is the demand for quality. For ex-
ample, research on broadcast news reveals that us-
ers not only want high-quality news coverage, they
also want it fast. Inmediacy wins in the news busi-
ness, but it must be combined with quality. No one
wants to get the story first if it's wrong! These twin
demands make broadcast news highly stressful, but
potentially lucrative for those who best balance these
two factors. If you can legitimately deliver a product
that meets high standards in both these ways, you.
will greatly improve your chances for success.

Learn all you can about psychographics, and let
this force lead you to greater prosperity!

Chris Witting’s Success Journal is heard on hundreds of
stations. For free syndication-advice, visit Syndication.net at
www.syndication.net. This article was adapted from 27-Day
Countdown to Success, available at (800) 743-1988.

FO R WA R [D Sales & Promotion Planning Calendar _

Feb. 27 - Mar. 4 TV Turn-Off Week, American Camping Week

Feb. 27-March 4

- ® ®

National Kahlua Day National Chocolate
People magazine debuts Souffle Day Day
(1974) First televised
Elizabeth Taylor born basketball game
(1932) (1940)
Chelsea Clinton born Last episode of
(1980) M*A*S*H airs (1983)

National Surf And Turf

Upon the advice of an
astronomer, Julius
Caesar adds an extra
day to the Julian
calendar every four

Salem witch hunt begins
(1692)

Ohio becomes the 17th
U.S. state (1803)

Charles Lindbergh Jr.
kidnapped (1932)

(1847)

(1931)

years (45 BC)

The late Alexander

“Star Spangled Banner”
officially becomes U.S.
national anthem

D L4 3

Drink Too Much Wine National Poundcake
Graham Bell born Day Day

U.S. postage stamps, Hug A G.I. Day
then costing a penny, Microphone invented
were first sold (1908) (1877)

Actor John Travolta Walt Disney's
born (1954) Cinderella premieres

(1950)
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www.americanradiohistory.com

EMMIS COMMUNICATIONS: WQHT-FM - New York WRKS-FM — New York WQCD-FM - New York KPWR-FM - Los Angeles WKQX-FM — Chicago KSHE-
FM - St. Louis WXTM-FM — St. Louis WKKX-FM — St. Louis WNAP-FM ~ Indianapolis WENS-FM - Indianapolis WTLC-FM - Indianapolis WIBC-AM —
indianapolis WTLC-AM - Indianapolis WTHI-FM - Terre Haute, IN WWWR-FM, - Terre Haute, IN WTHI-AM - Terre Haute, IN  WCGA - WCGA-AM - 