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a Elton’s Road

e To El Dorado

The legendary Elton John
returns with “Someday

. Out of the Elue,” the first
single release from the
soundtrack of The Road tc
El Dorado (DreamWorks).
John has tcpped R&R's
AC chart 21 times since
1976.
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Welcome To The Talk Radio Seminar

As the format’s best and brightest gather in Wash-
ington, DC, R&R News/Talk Editor Al Peterson takes
a closer 100« benind the scenes with some of the
executives and talent wio make Talk one of
Emerica’s most listened-to, passionate and contro-

rff[,ﬂﬂﬂffﬂ)”f MWSPAP[R versial formats. Our 2000 Talk special, “The Many

www.rronline.com Faces of Ta k Redio,” begins on Page 25.

LET BLOOMBERG RADIO
ADD TO YOUR BOTTOM LINE.

Almost half of your audiznce’s
wealth is tied up in the stock
market, according to the Federal
Reserve. Between 401(k)s, day
trading, and just plain investing,
Americans more than ever reed to
know how their money’s doing,
minute by minute, right now.

erg L.P. 65682-0200

When news breaks, markets
move and money flows.

And nc one follows the money
better than ELOOMBERG®
RADIO NETWORKS.

* BLOOMBERG® Market
Minute —60-second report

* BLOOMBERG® Morning News
60-minute newsmagazire

* BLOOMBERG® Urban Report
60-second report

* NEGOCIOS BLOOMBERG®
60-second report

For more information call
Bloomberg Media Distribution
at 212-318-2201.

Bloomberg

RADIO NETWORKS
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Follow-up to the multi-format smash

“GOT YOU (WHERE | WANT YOU)”

ON YOUR DESK NOW
PLAY IT NOW

Produced by Chris Goss for Monkey Productions
M xed by Holmamn and Paul Palmer

www.traumarecords.com www dvinyl.com Trd"MA %3
Fr.m the new a'hum ,o‘_._tta My_ wav ©2000 frauma Records. All rights reserved.
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management + marketing + sales

[n this industry there's plenty of
competition among employers to hire the
best talent in the business. This week The
Harvard Business Review analyzes the
issue of why your best employees may be
tempted to jump ship, what you can do the
stem the turnover and how you can
prepare for the inevitability of defections.
Also, Dick Kazan talks to Century 21's top-
selling realtor of the '90s to find out how
she sustains her phenomenal success.
Pages 10-14

2000 R&R INDUSTRY
ACHIEVEMENT AWARD
BALLOT INSIDE

It’s that time again! An official nomination
ballot for this year’s awards can be found
in this week’s issue. People may nominate
themselves and/or their companies, and
nominations may be for any radio station
or record label — regardless of market
size or R&R reporting status. And
remember, the deadline for ballot
submissions is Friday, March 10. Good
luck!

Page 57

= Jeff Dinetz named EVP/
c0-C00 at NextMedia

= Denis Curley rises to GOO,
Chris Ackerley now co-Pres.
at Ackerley Group

= Edgar Pineda upped to
OM at KSSE/L.A.

= Pio Ferro joins WRTO/Miami
as PD/afternoons

= Garolyn Giibert elevated to
Critical Mass Media EVP/GM

Page 3

CHR/POP

*'N SYNC Bye Bye Bye (Jive)
CHR/RHYTHMIC

« DESTINY'S CHILD Say My Name (Columbia}

URBAN

(THIS #] WEEK |

Y's NEWSPAPER

By JEREMY SHwEDER
R&R WASHINGTON BUREAU
jshweder@ rronline.com

After waiting almost five
months for Clear Channel to
announce its valuable spinoffs,
what’s the harm in waiting an-
other four weeks?

Clear Channel executives
broke their silence this week
about the much-anticipated di-
vestitures from the merger with

FEBRUARY 25, 2000

Spinoffs Are A Month Away

B The wait continues, as Clear Ch. Q4 revs double

AMFM, as company CEO
Lowry Mays said he expected a
full station-by-station announce-
ment within four to six weeks.
Clear Channe! is spinning off
more than 100 stations worth
over $4 billion in order to com-
ply with DOJ and FCC owner-
ship guidelines.

The merger with AMFM “is

CLEAR CHANNEL/See Page 18

B Proposal for alliance falls
flat at record RAB meeting

By RoN RobriGLES & Jer+ AXELROD

R&R STAFF WRITERS

mailroom@ rronline.com

DENVER — Fresh off a year of 15%
growth and now claiming a record 8.2%
of all U.S. advertising expenditures. the
radio industry is enjoying a sense of con-
fidence that probably hasn’t been seen
since the days before television. This con-
fidence was nowhere more evident than at
RAB2000, the annual convention of radio

this year -— a record crowd.

To be sure, some of that success has
come from the “dot-com” sector. The dot-
coms advertise on the radio, and radio
drives traffic to their websites.

So. many RAB attendees were no doubt
very interested in hearing from the king of
all dot-coms, America Online. AOL alone
has 21 million subscribers. It and its divi-
sions, including CompuServe and
Netscape, generate hundreds of millions of
page views on behalf of AOL’s e-commerce
partner sites. But attendees were mortified
when they actually heard what the com-
pany had to offer.

AOL’s Charles Warner, himself a radio

Highlights from RAB2000 (I-r): RAB Pres./CEO Gary Fries declares radio’s ad share hit 8.2%;
Clear Channel's Randall and Mark Mays show off their “Radio Executives of the Year” awards from
Radio Ink; retail expert Peter Glen wows the crowd.

veteran, spent much of a 30-minute speech
touting the superior market research that
has made his company the No. 1 online
service. He then invited the radio industry
to tap into that might by partnering with
AOLs Digital City — that’s the local con-
tent service that will expand throughout the
country this year.

If radio stations would promote AOL's
Digital City, Warner said, AOL, in return,
would give stations access to its 21 mil-
lion households and 42 million users. Sta-

tions would get a “keyword” on AOL and
be promoted on their local Digital City
site.

Curiously missing from Warner’s pro-
posal, however, was any kind of financial
arrangement. So Emmis Communications
Chairman Jeff Smulyan stepped up to a
microphone and asked Warner, “We in this
room gave our content away (o
Broadcast.com. and they got $5 billion out

RAB/See Page 56

« D'ANGELO Untitled {How Does...) (Cheeba Sound/Virgin) |

URBAN AC
« JOE | Wanna Know (Jive)

COUNTRY
« TIM McGRAW My Best Friend (Curb)

AG
* SAVAGE GARDEN | Knew | Loved You (Columbia)

HOT AC
« SANTANA f/ROB THOMAS Smooth (Arista}

NAC/SMOOTH JAZZ
* RICHARD ELLLIOT On The Fly (Blue Note)

ROCK
« AC/DC Stiff Upper Lip (EastWest/EEG)

ACTIVE ROCK
* METALLICA No Leaf Clover {Elektra/EEG)

ALTERNATIVE
« RED HOT CHILI PEPPERS Otherside (Warner Bros.)

ADULT ALTERNATIVE
« TRACY CHAPMAN Telling Stories (Elektra/EEG)

NEWSSTAND PRICE $6.50
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Hearing Raises
More Questions On
Low-Power FM

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

Rep. Ed Markey found him-
self in an odd position last
Thursday. Sitting to the left of
House Communications Sub-
committee Chairman Billy
Tauzin, who had called a hear-
ing on the FCC’s plan to launch
low-power radio service,
Markey told FCC Deputy Chief
of Engineering & Technology
Bruce Franca that “usually when
the FCC appears before the
committee, it’s for dragging its
feet, not for moving too quickly.”

So it was ironic that the FCC
was about to be scolded for, as
FCC Commissioner Harold
Furchtgott-Roth testified, “a rush
to judgment” in attempting to
launch LPFM. Experts, foes and
proponents alike testified during
the nearly three-hour session, but

LPFM/See Page 56

A Gelebration Of
Pollack’s 20 Big Ones

B Part One Of A Two-Part Series

series we trace the
company from its
humble beginnings
¥ in 1980 to its inter-
i national clientele to-
day. Because of
Pollack’s heritage at
‘Rock, we’ll share
Part One of the
PMG story in this
week’s Rock col-
umn. And because
his stations have
grown to include Alterna-
wide. A consultant to MTV tives, Part Two will appear in
in the U.S., Europe and other  next week’s Alternative col-
territories, he also advises umn.
VHI and Feed The Monster
(an Internet company that
builds radio station websites)
and has several film credits
among his many notable ac-
complishments.

In this first of a two-part

By CyNpEE MaXWELL
R&R ROCK EDITOR
max@ rronline.com

This year Pollack
Media Group Chair-
man/CEO Jeff Pol-
lack observes his
20th anniversary as a
consultant. Since he
founded the com-
pany, his business
has grown to include
more than 100 radio
stations and networks world-

Pollack

R&R: What were the cir-
cumstances that led to vour
moving from being a PD to
a consultant?

See Page 120

. Daily fax, online access nd e-mail updates: It’s all in R&R'’s VIP Subscription Package

www.americanradiohistorv.com

Sirius, XM Agree
On Unified Standard

Sirius Satellite Radio and
XM Satellite Radio an-
nounced a crucial agreement
last week that will allow con-
sumers to listen to either ser-
vice on a single radio. Until
last week the competing satel-
lite radio broadcasters had been
developing separate standards
for reception of their satellite
broadcasts despite an FCC
mandate that both signals be
unified in one receiver.

“This standard is good news
both for consumers and for the
category,” Sirius CEO David
Margolese and XM CEO Hugh
Panero said in a joint statement.
“This will allow for reduced sub-
scriber acquisition costs, more
satellite radios in the market-
place and a simplified choice for
consumers.”

The agreement between the
companies also means an end to
a lawsuit filed by Sirius against

SATELLITE/See Page 16
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The new single from their forthcoming album m{uto'wn

8121567632

New This Week:
WKSL WFLY WBHT WST™W WAOA
WERZ WKSZ WAYV WHTF KISR
WKMX WJYY KJIYO  and many more...
Already On:
WKFS WNCI WQZQ KQKQ WNTQ WWHT KHTE KKRD WSSX
WYKS WAEZ KSBM WXLK WJWJS KSXY WXYK KISX WRTS
WSPK WJBQ WVS3 WFHN WGLU KISR WWCK and many more...

“l love this record so much and il is already p:cking up early phones.”
-Dan Mason, PD-WAKS/Cleveland

UNIVERSAL
- REZCEOL

www.mytown.ie

Managed by: Eamonn Maguire at Principle Managemest, New York & Dublin
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Ackerley Resets
Management Tier

The Ackerley Group has re-
aligned its executive tier, promoting
Denis Curley from co-President/
CFO to co-President/COO and
Chris Ackerley trom Exec. VP/
Operations & Development to co-
President. Chris Ackerley assumes
his post from Ginger Ackerley, who
will continue as co-Chairman of the
company’s board of dircctors and
retain other company duties.

Meanwhile, Terry Macaluso be-
comes Exec. VP/Corporate Devel-
opment, Keith Ritzmann is numed
Sr. VP/Chief Technology Officer,
and Dave Reid is now President/
AK TV Group and Sr. VP/AK Me-
dia Group.

“The Ackerley Group is commit-
ted to identifying the people, strat-
egies and investments that will con-
tinue to build outstanding media
and entertainment companies now,
and well into the future,” said
Chairman/CEO Barry Ackerley.
“Our management structure has
evolved to leverage our strong
emerging leadership and create the
most effective organizational struc-
ture to help the company reach its
maximum operating potential.”

Besides the radio segment, which
owns and/or operates five radio sta-
tions in Seattle-Tacoma, The
Ackerley Group comprises an out-
door media segment, a television
broadcasting segment and a sports/
entertainment segment.

Critical Mass Ups
Gilbert To EVP/GM

Clear Channel Communications
has promoted Carolyn Gilbert
from Exec. VP/Research Opera-
tions to Exec. VP/GM for the radio
research and marketing company
Critical Mass Media. She suc-
ceeds John Martin, who was re-
cently named to hcad Clear
Channel’s Website Services Group.

“Carolyn will be a tremendous
leader for Critical.” Martin said.
“To whom do you think | have del-
egated all these years?”

Gilbert added. “The team at Criti-
cal Mass is one of the most dedi-
cated and passionate groups of
people in the industry. I'll be de-
pendent on them as we move
through this time of what we've
come to fondly call *bone-breaking
change.™

Gilbert started WEBN/Cin-
cinnati’s in-house research

company in 1981 and became a |

charter member of Critical Mass
Media in 1987. “Carolyn Gilbert?
She’ll be great.” Clear Channel Ra-
dio President and CMM founder
Randy Michaels said. *She’s been
running the place for ycars anyway
.. she just never told John.”

There They Go Again

Sixpence None The Richer recently played The Tonight Show With Jay
Leno for the third time this year. In conjunction with the show, KBIG/
Los Angeles brought five contest winners to meet the band and sit in
on the taping. Hoping “Kiss Me" snags Grammy gold are (I-r) KBIG
PD Jhani Kaye; Sixpence guitarists Sean Kelly and Matt Slocum, vo-
calist Leigh Nash and bassist Justin Carey; KBIG GM Ed Krampf and
APD/MD James Baker; and Sixpence drummer Dale Baker.

Another Dinetz For NextMedia

Jeffrey Dinetz has joined
NextMedia Group as
Exec. VP/co-COO. He
shares COO duties with
President/co-COO Skip
Weller.

“Having worked with and
known Jeff for almost 10
years, I now have the perfect |
partner to complement me in |-
running this operation.” |
Weller commented. “We
share [NextMedia co-
founders] Carl Hirsch’s and Steven
Dinetz’s vision of having a company
whose foundation for success begins
and ends with its employees.”

Jeffrey Dinetz, the nephew of

company CEO Steven Dinetz. was

Dinetz

previously a VP with Con-
noisseur Communications,
k| which has now been taken
over by Cumulus Media.
He was also formerly GM
at WHTZ (Z100)/New
York.

worked for Connoisseur,
where T came away with
the knowledge 1 needed to
better understand what it
takes to compete in mid-
sized markets,” Jeftrey Dinctz said.
I am thrilled to be working along-
side Skip Weller, operating what
will grow to be a formidable com-
pany with the talent and experience
it takes to be successtul in radio.”

“I am grateful to have

Pineda Promoted To OM For KSSE/L.A.

Edgar Pineda probably knows
more about KSSE-FM (Super
Estrella 97.5)/Los Angeles than
most of the other station staffers. In
1995. when the station was still
owned by El Dorado Communica-
tions and known as KVAR-FM. the
eager Pineda obtained an internship
and quickly picked up various op-
erational skills at the station.

Now he’s been appointed OM for
the Riverside-licensed 72kw Span-
ish Contemporary station, which
Entravision will acquire following
its merger with EXCL Communi-
cations. Pineda formerly served as
Systems Coordinator and succeeds
David Haymore, who has taken
OM dutics at the company's
KVBC-FM/Las Vegas.

The move should prove to be fairly
easy for Pineda. “It’s just a name
change.” he tells R&R. "T'll be do-
ing the same thing I've always been

doing.” His duties include engineer-
ing. coordination of the systcms that
make the studios perform at maxi-

mum quality and coordination of

promotions. Pineda has also taken
on Internct oversight responsibili-
ties for KSSE and will continue
music scheduling for KSSE and
Spanish Contemporary sister
KSES-FM/Monterey-Salinas.

In an unique leadership structur-
ing, Edgar will continue to report to
KSSE PD Haz Montana, who told
R&R, “This position is geared for
the day-to-day operation of station

planning. As OM. he’s doing all of

those things that he had already been
doing, but he has some morc author-
ity now and is in a better corporate
position. It’s wonderful to recognize
Edgar for all he’s contributed to Su-
per Estrella, and he’ll work closely
with me (o make sure it’s the tight-
est station in Los Angeles.”
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'Hughes Heads To WZGC/Atlanta As GM

Michael Hughes has been |
named GM of Infinity’s
Classic Rock WZGC (Z93)/
Atlanta, effective March 1.
He succeeds Gary Lewis,
who cxited Feb. 8.

Hughes was previously in
Atlanta as Director/Opera-
tions for crosstown com-
petitor WKLS. He left in
April 1997 to join KLOL/
Houston as PD. He rose to
Director/Operations for the
station and later to Director/Rock
ng amming of AMFM, where he

Hughes

oversaw 15 major-market
Rock stations.

“I'm very excited to return
to a place 1 called home for
seven years,” says Hughes.
“While it’s tough to leave
AMFM, the prospect of
leading Z93 and working
with [Infinity Sr. VP] Bill
Figenshu and the fine
WZGC staft is something 1
cagerly anticipate. We will
hit the ground running.”

HUGHES/See Page 18

Ferro PIJ As WRTO/Mlaml

Pio Ferro. who most re-
cently served as PD of His-
panic Broadcasting’s Span- |}
ish AC KLVE-FM/Los An-
geles. has accepted similar
duties for the company’s
Tropical WRTO-FM/
Miami-Ft. Lauderdale.

Ferro left KLVE late last
year to return to South
Florida, where his son and
other tamily members are
based. After a short break
from day-to-day programmir.g du-

Ferro

Goes ‘Salsa’

ties he joined Hispanic’s
Miami team and immedi-
ately began a reimaging
project for "RTO, which has
lagged behind crosstown
SBS rival WXDIJ-FM in the
war for Tropical listeners.
On Feb. 12 Ferro pulled the
plug on WRTO's “La 98"
and its recurrent-heavy mix
of salsa and merengue and
replaced it with a laugh

FERRO/See Page 56
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Analyst Report Says

Radio Lagging On The ’Net

[ Audio streaming, not ‘dot-com’ advertising, key to future growth

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

Just as the radio industry was patting itself on the back for
garnering an increase in “dot-com” advertising, one media ana-
lyst last week announced some sobering, yet partially optimistic,

news.

“We believe that the radio industry
has been slow to embrace the web,”
said Robertson Stephens analyst Wil-
liam Meyers in a report on the
industry’s position on the Internet.
According to Meyers and his team,
only 45% of radio stations have
websites, and only 33% of those sites
offer web streaming. As the radio in-
dustry seems to be thriving in every
other way, the Robertson Stephens
report comes as a kind of wake-up
call. The good news, according to
Meyers, is that radio has a strong
chance of catching up to and overtak-
ing web competitors.

By all accounts, radio has been one
of the prime beneficiaries of increased
advertising by web-based companies.
Infinity chief Mel Karmazin said last

week that his company’s bottom line
was helped last year by dot-com ad-
vertising, adding that the growth of
Internet businesses had led to more
competition and more advertising in
all sectors. “It has created demand
from all types of advertising catego-
ries,” Karmazin said.

But Meyers finds that radio execu-
tives have become too preoccupied
with pulling in ad dollars from web-
based companies through traditional
means. The next major revenue
stream in the industry, he says, is
webcasting.

“The opportunity for radio goes
well beyond dot-com advertising,”
Meyers wrote. “The potential to ex-
pand radio’s listenership base beyond
the local market, develop multiple

revenue streams beyond commercial
inventory, generate e-commerce, sell
classified ads and garner a host of
nontraditional revenues, in our view,
is far greater than increasing radio’s
share of the domestic advertising
pie.”

Radio At A ‘Turning Point’

Radio is clearly lagging behind
many Internet start-up companies in
terms of streaming content, accord-
ing to the Robertson Stephens report.
Companies like Launch Media and
Spinner.com, among others, are of-
ten providing commercial-free, per-
sonalized music on the web and are a
direct threat to radio’s web growth.
However, Meyers believes that radio
has “inherent advantages™ over
Internet webcasters. He believes that
radio is not in danger of being
“*shelved like so many LPs and 8-tracks

NET/See Page 8

Dr. Joy Browne
Relationship Doc

The Dolans
Consumer Survival

‘ Bob Grant

Lets Be Heard

Joan Rivers
Can We Talk?

Com

World Class Talk

dy with
Conscience

212-642-4533
worradionet.com

www.americanradiohistorv.com

ooooooo

.Ahalysxt

b
# s SRRy

Still High On Clear Channel, AMF|
Last week’s news that AMFMVice Chairman Jim de Castro would leave

the company was expected by many analysts, and most stock-watchers
believe that both Clear Channel and AMFM will now see rebounds. Pru-
dential analyst James Marsh raised Clear Channel from “accumulate” to
“strong buy,” with a 12-month price target of $109. Meanwhile, Schrodar &
Co. analyst Niraj Gupta said de Castro leaves behind “a strong and deep
management team at AMFM,” and recent weakness in the shares of AMFM
and Clear Channelis“overdone”

Redstone On Merger: ‘Extremely Optimistic’

v iacom Chairman Sumner Redstone said last week that he is“extremely
optimistic” that the merger with CBS will close as expected in March or
April. The comments came during a conference call to discuss Viacom’s
Q4 earnings, likely the last such call before the merger.

22 Seattle Metro Reporters To Join Union

R eporters at Metro Networks in the Seattle-Tacoma area have filed a
petition with the National Labor Relations Board that will eventually
allow them to join AFTRA, according to AFTRA-Seattle Exec. Director John
Sandifer. Sandifer told R&R that the employees just want to make sure
they “have a voice in the workplace” and that the union may eventually deal
with issues such as pay increases and severance policies. About 50 AFTRA-
represented Metro and Shadow Broadcast employees in Chicago protested
last week to demand yearly pay hikes from new parentWestwood One.

Doyle Rose To Sell 25,000 Emmis Shares

0s Angeles-based Doyle Rose, who serves as Radio Division Presi-

dent of Emmis, filed to sell the shares Feb. 14, according to the Secu-
rities & Exchange Commission. Based on Emmis’ value at the close of
trading that day, Rose will gross almost $2.77 million from the sale.

American Tower Raises Nearly $440 Million

R adio and communications tower company American Tower said 'ast
week that it had completed a private placement of $450 miilion worth
of convertibie notes, with net proceeds to the company of $438.3 million.
The proceeds will be used to repay bank debt and to pay for further acqui-
sitions.

TrafficStation To ‘Feed The Monster’

.A.-based TrafficStation will create personalized traffic and travel infor-
mation via the Internet and wireless communications devices for Feed
The Monster Media, a developer of major-market radio station websites.

DC Law Firms Merge

C ommunications law specialist Fisher, Wayland, Cooper, Leader &
Zaragoza is merging with the much larger law firm Shaw Pitman, the
companies announced last week. Fisher, Wayland is heavily involved in
radio applications, and the 35-lawyer Washington, DC firm said that it will
continue to work on FCC issues even after merging with 330-person Shaw
Pitman.

Citadel Denies Reports 0f Cumulus Deal

I n a rare move last week, Citadel “departed from its continuing policy of
not commenting on market rumor or speculation” and issued a press
release stating that recent published reports suggesting that Citadel was
working on a deal to buy Cumulus were“unfounded and without basis" The
release continues, “Citadel has no present intention to undertake any such
discussions.”

Citadel also announced that its annual shareholders’ meeting will be
held May 24 in Las Vegas.

Emmis Stock Splits Today

mmis stock was set to begin trading at a split-adjusted price today (2/

25). The company announced Tuesday that the shareholders had ap-
proved an increase in the number of Emmis authorized shares, paving the
way for the 2-for-1 split. It was to be the first split in Emmis history.

New York Times, Ackerley Declare Dividends

he New York Times Co., which owns two New York City radio stationsin
addition to its publishing empire, last week declared a regular quarterly

Continued on Page 8

R&R 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 2/11/00  One Year Ago One Week Ago
Radio Index 24390 35048 387.24 +43.70% -9.50%
Dow Industrials  9306.58 10,219.52 10,425.21 +8.93% -1.97%
S&P 500 1238.33 1346.09 1387.12 +8.70% -2.96%
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What’s BuyMedia.com done

for your station lately?

BuyMedia.com Performance

Last Year
$1 million a.day
30,000 station orders

This Year

00 million ,
%55,0004» station orders

BuyMediazom is bringing in it’s the same way you’ve always
big-time revenue for radio anz TV done business, only with less work
stations aross the country. Buyers 2N your part. Best of all, the sales

in 900 cit es use our site to gan commission is just 3% on all orders. )
access to your station. From there, BuyMediacom is a superstar on ycur BuyMediaecom

otfice, and you close the deals. Easy. fzx machine. You might be surprised.
Almost toc easy.
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DEAL OF THE WEEK 2000 DEALS TO DATE

Dollars To Date: 3688, 880,087
(Last Year: $647,009,535) °
o WBYA-FM & WVOM-FM/ Dollars This Week: $17, 665,000
Bangal; ME (Last Year: $37,570,000) :

$4.025 million Stations Traded This Year: 216
(Last Year: 196)
Stations Traded This Week: 20

(Last Year: 5)
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Maine Moon Song Sings

Farewell To Radio

[ Bible Braadcastmg sells two in Texas; Horizon lands FM in Oregon

s
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WBYA-FM/Searsport and
WVOM-FM/Howland
(Bangor), ME

PRICE: $4.025 million

TERMS: Asset sale for cash

BUYER: Communications Capital
Managers, headed by Michael
Oesterle. He owns 10 other stations.
Phone: (517) 351-3222

SELLER: Moon Song Communica-
tions Inc., headed by President Jerry
Evans. Phone: (207) 942-3311
FREQUENCY: 101.7 MHz; 103.9 MHz
POWER: 1.35kw at 699 feet; 54kw at
1,509 feet

FORMAT: Adult Alternative; Talk
BROKER: George Silverman & Assoc.

FM CPlLompoc (Santa
Maria)

PRICE: $525,000

TERMS: Asset sale for cash

BUYER: Bathysphere Broadcasting
LP, headed by Clifford Burnstein. It
owns 16 other stations, including
KSMA-AM, KSNI-FM & KXFM-FM/
Santa Maria. Phone: (559) 434-1715

SELLER: McRae Media Corp.,
headed by President Stuart McRae.
Phone: (817) 424-2336
FREQUENCY: 106.7 MHz

POWER: 1.1kw at 1,069 feet
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FM CP/Five Points

PRICE: $405,000

TERMS: Asset sale for cash

BUYER: Southern Broadcast Group
LLC, headed by Michael Oesterle. It
owns 10 other stations. Phone: (517)
351-3222

SELLER: Carol Jean Lamons. Phone:
(904) 755-9259

FREQUENCY: 106.5 MHz

POWER: 4.9kw at 328 feet

WKXF-AM & WXLM-FM/
Eminence

PRICE: $600,000

TERMS: Asset sale for cash

BUYER: Commonwealth Broadcast-
ing Corp., headed by President Steven

Newberry. It owns 24 stations, includ-
ing WCND-AM & WTHQ-FM/Shelby-

ville & WFKY-AM/Frankfort. Phone:
(270) 659-2002

SELLER: Cross Country Communi-
cations Inc., headed by President
George Zarris.

FREQUENCY: 600 kHz; 105.7 MHz
POWER: 320 watts; 3kw at 328 feet
FORMAT: Country; Religious

b

KDUZ-AM/Hutchinson and
KKJR-FM/Dassel

PRICE: $2 million

TERMS: Asset sale for cash

BUYER: lowa City Broadcasting Co.,
headed by President Tom Ingstad. He
owns 20 other stations. Phone: (612)
377-4199

SELLER: North American Broad-
casting Co. Inc., headed by President
Laurence Graf. Phone: (320) 587-2140
FREQUENCY: 1260 kHz; 106.9 MHz
POWER: 1k day/64 watts night; 7kw at
554 feet

FORMAT: News/Talk; Hot AC
BROKER: JimWychor

KDJS-AM & FM/Willmar

PRICE: $1.15 million
TERMS: Asset sale for cash

TRANSACTIONS AT A GLANCE

® FM CP/Lompoc (Santa Maria), CA $525,000
: ® FM CP/Five Points, FL $405,000
© ® WKXF-AM &WXLM-FM/Eminence, KY $600,000
® KDUZ-AM/Hutchinsonand KKJR-FM/Dassel, MN $2 million
® KDJS-AM & FM/Willmar, MN $1.15 million
® KDJR-FM/De Soto, MO $310,000
® WJIV-FM/Cherry Valley, NY $1.3 million
® WENY-AM & FM/Elmira, NY $1.5 million
® KWCO-AM/Chickasha, OK $200,000
® WQAK-FM/Bend, OR $3.45 million
® WSEV-AM/Sevierville and WDLY-FM/Gatlinburg (Knoxville),TN

$1.45 million

® KYFA-FM/Amarillo and KYFT-FM/Lubbock, TX $750,000

BUYER: lowa City Broadcasting Co.,
headed by President Tom Ingstad. He
owns 20 other stations. Phone: (612)
377-4199

SELLER: KANDI Broadcasting Inc.,
headed by President Perry Kugler.
Phone: (320) 231-1600
FREQUENCY: 1590 kHz; 95.3 MHz
POWER: 1kw day/89 watts night; 50kw
at 492 feet

FORMAT: Oldies/Talk; Country

KDJR-F M/De Soto

PRICE: $310,000

TERMS: Asset sale for cash

BUYER: Grizzly Broadcasting Trust,
headed by Dorothy Stein.

SELLER: Schafermeyer Broadcast-
ing Corp., headed by President Kim
Schafermeyer. It also owns KHAD-AM/
De Soto.

FREQUENCY: 100.1 MHz

POWER: 2kw at 400 feet

FORMAT: Adult Alternative
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WJIV-F M/Cherry VaIIey

PRICE: $1.3 million
TERMS: Asset sale for cash

BUYER: Midwest Broadcasting
Corp., headed by JonYinger. It owns
two other stations. Phone: (248) 477-
4600

SELLER:WJIV Radio Inc., headed by
Floyd Dykeman. Phone: (51&) 437-
1251

FREQUENCY: 101.9 MHz

POWER: 50kw at 1,024 feet
FORMAT: Religious

BROKER: John Pierce & Co.

WENY-AM & FM/Elmira

PRICE: $1.5 million

TERMS: Asset sale for cash

BUYER: White Broadcasting LLC,
headed by Kevin Lilly.

SELLER: WENY Inc., headed by
Howard Green. He owns five other sta-
tions. Phone: (607) 739-0344
FREQUENCY: 1230 kHz; 92.7 MHz
POWER: 1kw; 1.2kw at 716 feet
FORMAT: Talk; AC

BROKER: Dick Kozacko of Kozacko
Media Services
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KWCO- AM/Chlckasha
PRICE: $200,000

Continued on Page 8

M 25-54

Proven talk

CO
RADIO, %

Los Angeles *KFI 3pm
A 2554 29t03.3
M25-54 2.5to 3.1
W25-54 3.4to 3.6

San Francisco KSFO
A 25-54 0.8to 1.5
1.1t02.2
W25-54 0.4t00.7

(AQH Share, Arbitron Su-Fa’99)

Up!

San Diego KFMB

Up Coast to Coast

Clark Howard

#1 Talker in Los Angeles*and
now a hit Coast to Coast!

www americanradiohistorvy com

Atianta WSB

Up 14% A 2554 10to1.9 Up 90% A 25-54 8.4t0 10.7 Up 27%

Up 24% M35-54 1.5to 1.4 M25-54 9.8to 13.3 Up 36%

Up 6% W25-54 0.5t02.3 Up 360% W25-54 6.9t08.0 Up 16%
_ Phoenix KTAR _Milwaukee WTMJ

Up 88% A 2554 50to52 Up 4% A25-54 4.1t0o5.1 Up 24%

Up 100% M25-54 77t084 Up 9% M 25-54 5.1t05.8

Up 75% W25-54 15t01.8 Up 2% W 25-54 3.0to 4.3
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Want to know what
all this
really means?

Unless you know how to use it, research is useless. That’s where
Strategic Media Research can help. Because you get a lot more
than Just reams of data from us. You get actionable, customized
solutions that will help you succeed. To find true meaning, call
312.726.8300 or visit us online at www.strategicmediaresearch.com.

wWww.americanradiohistorv.com
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What's New. What’s Now. What’s Next.”



www.americanradiohistory.com

8 ® R&R February 25, 2000

s R S

R R

'NET

Continued from Page 4

after the introduction of [cassettes]
and compact discs.”

Those advantages include strong
brand identity, an alrcady-existing
infrastructure and an established and
often loyal audience. Clear Channel
nets about 100 million listeners per
week, while Infinity pulls in about
55 million. With an audience that
large, the ability to drive people to
websites is strong.

Some companies have already re-
alized the potential. Karmazin's CBS
and Infinity are at the forefront of
the Internet movement in radio. Not
only has CBS/Infinity invested in
various Internet companies, but In-
finity has about 82% of its stations
on the web, according to Robertson
Stephens. Few of those stations are
streaming audio, but Meyers believes
that will soon change. He said the
upcoming merger with Viacom could
spur on an Infinity.com venture
linked to the MTVi, the MTV web-
site.

Clear Channel is also pursuing an
aggressive web strategy, with 65%
of its stations on the Internet and 62%
of those stations offering streaming
audio. By the end of the year Clear

Channel expects to have all of its sta-
tions on the Internet. Clear Channel
is also running Internet-only radio
station KIISFMi. which plays music
before it hits the airwaves.

Citadel Communications recently
announced a venture with Broadcast-
AMERICA.com to stream 47 Cita-
del stations beginning in March. Fol-
lowing that initial trial, Broadcast-
AMERICA com could stream all of
Citadel’s nearly 200 stations by next
year. Emmis Communications has
also been active in building an
Internet strategy. currently putting
together a joint venture with other
radio and TV groups called the
Local Media Internet Venture. The
companies will pool their resources,
and Meyers expects more details on
the venture in the next couple of
months.

Overall, while Meyers thinks
some radio companies are moving
ahead on the Internet, most of the
industry has been slow to react.
Those companies that don’t catch
up. he said, “will ultimately find
themselves more reliant on tradi-
tional advertising, more apt to lose
share to stations with wider distri-
bution, and going without the growth
and high-margin opportunities atten-
dant with Intemet advertising and e-
commerce.”

|

tin. Phone: (405) 224-1560

Radio Business
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or April.

 Saga Exceeds Estimate In Q4

B Viacom beats the Street

Saga Communications Inc. (AMEX: SGA), which owns 45 radio stations in the U.S., reported fourth-quarter rav-
enues of $24.4 miilion, up 21% from fast year, and had broadcast cash flow of $9.1 million, a rise of 24% from last
year. Saga had earnings of 16 cents per share for the quarter, blowing past the expectations of the one First Call
analyst who predicted Saga results. That estimate was for 11 cents per share. For the year, Saga had earnings of 51
cents per share, 5 cents better than the First Call prediction. 1999 revenues were $90 million, up 19% from 1998, and
BCF for the year was $33.5 million, up 23% from 1998,

Viacom Inc. (NYSE: VIA), which is in the process of buying CBS, beat analyst expectations by 5 cents per share in
the fourth quarter, The media company reported earnings of 19 cents per share for the quarter, outdoing first Call
estimates. Revenue forViacom hit $3.57 billion, up 6.8% from the previous year. Cash flow for the quarter was up 18%
to $595 million. Viacom and CBS expect to report unified earnings next quarter, as the merger could close in March

“

POWER: 1kw day/250 watts night
FORMAT: Country

Transactions
Continued from Page 6

TERMS: Asset sale for cash

BUYER: Tyler Enterprises LLC, | '

headed by Ralph Tyler. It also owns [
KTUZ-FM/Chickasha. Phone: (405)
632-6766

SELLER: Martin Communications
Inc., headed by President Robert Mar-

FREQUENCY: 1560 kHz

C

L O S E

D

BATHYSPHERE BROADCASTING

NN

Cliff Burnstein, President

has agreed to acquire

and

KSNI-FM

SN\

KSMA-AM

Santa Maria, California

for

$3,750,000 +

BAYLISS BROADCASTING

from

NN

PATRICK

(410) 740-0250, www.patcomm.com

Alice Bayliss, Owner

Patrick Communications was proud to serve
as the broker in this transaction.

COMMUNICATIONS

NS

s

WQAK-FM/Bend
PRICE: $3.45 million
TERMS: Asset sale for cash
BUYER: Horizon Broadcasting
Group LLC, headed by Bill Ackerley.
It owns four stations. Phone: (206) 390-
4571

SELLER: JJP Broadcasting Inc.,
headed by Juan Rodriguez. Phone:
(787) 753-7910

FREQUENCY: 105.7 MHz

POWER: 40kw at 590 feet

FORMAT: Oldies

BROKER: Andrew McClure of The
Exline Co.

s

|

WSEV-AM/Sevierville an
WDLY-FM/Gatlinburg
(Knoxville)

PRICE: $1.45 million

| TERMS: Asset sale for cash

BUYER: East Tennessee Radio LP,

- Bloomberg

Continued from Page 4

‘ headed by Paul Fink. It owns four sta-

tions. Phone: (706) 278-5511
SELLER: Dollywood Broadcasting
Co., headed by Roderick Orr. Fhone:
(417) 334-6012

FREQUENCY: 930 kHz; 105.5 MHz
POWER: 5k day/150 watts night; 530
watts at 1,056 feet

FORMAT: Country; Country

Gl i o

KYFA-FM/Amarillo and
KYFT-FM/Lubbock

PRICE: $750,000

TERMS: Asset sale for cash

BUYER: Educational Media Founda-
tion, headed by President Richard
Jenkins. It owns 10 other stations.
Phone: (800) 434-8400

SELLER: Bible Broadcasting Net-
work, headed by Loweli Davey. Fhone:
(806) 788-1909

FREQUENCY: 91.9 MHz; 90.9 MHz
POWER: 5kw at 236 feet; 2.25kw at 292
feet

FORMAT: Religious; Religious
BROKER: John Pierce & Co.

 BUSINESS
 BRIEFS

dividend of 10.5 cents per share of class A and class B common stock. The
dividend is payable March 17 to New York Times sharehotders of record as

of March 1.

Ackerley, the 25-year-old Seattle radio, TV and outdoor company, will pay
2 cents per share, the company’s sixth cash dividend in as many years.The
dividend is payable April 14 to all stockholders of record as of March 23.

Radio Unica: 2000 Revenue Pacing

At Record Levels

hairman/CEO Joaquin Blaya reported Tuesday that the Miami-based
Spanish-language network has “made tremendous inroads in the mar-

N ot 9

ketplace” since its founding in 1997 and its initial public offering in Octobar
1999. He continued, “We're already experiencing sales levels for the year
2000 that are pacing at several times those of 1999 Preliminary results for
the quarter ending Dec. 3 indicate revenues of about $5.1 million, up 183%
compared to $1.8 million in the same period of 1998. Revenues for the year
are expected to total about $16.2 million, a 98% increase over 1998 rev-
enues of $8.2 million, the company said. No preliminary profit or loss rz-
sults were released. Official earnings results were scheduled for release
Thursday (2/24).

Magnitude Network Joins iCAST

o nline broadcaster Magnitude Network has paired with iCast Music,
and Magnitude’s broadcasting services, as well as its 200+ radio sta-
tion affiliates, will be available through iICAST Music (www.icast.com). Both
companies are majority-owned by CMGI.iCAST Music will offer a stream-
ing solution to expand its affiliate radio station network.

Continued on Page 18

—
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YOUR uUNIQUE PRODUCT
mMAKES PEOPLE TUNE IN.

mp3radio.com will crank
up the power of your web site and
IT WON'T COST YOU CASH
OR COMMERCIALS!

YOU'RE THE BOSS.
It's your site with your branding.
We just enhance your web site with
unigue and compelling reasons for
your listeners to visit!

ks You enjoy NEW WAYS TO
GENERATE REVENUE plus red hot
local promotional opportunities from
mp3radio.com!

“

No one on your staff has to
lift a finger. WE DO ALL THE WORK,
updating and adding fresh information
daily, driving listeners to your site
again and again!

The power of mp3radio.com
is format exclusive in each market.
Join our list of over 150 affiliates who
have TAKEN THE LEAD over their
competitors in the race for web
dominance.

So call 404-979-7832 or e-mail
josh.gertz@mp3radio.com

OUR UNIQUE PRODUCT
MAKES THEM LOG ON.

r--—--> for Radio and the Internet.
The Next Step |

(9

mp3radio.com

wWww.americanradiohistorv.com
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* RAB: Banking on radio results, Page 12

® Mark Your Calendars, Page 14

management mar'ke'ting -

— MANAGEMENT|

“To talk to someone who does not listen is
enough to tense the devil.”
— Pearl Bailey

sales

A MARKET-DRIVEN APPROACH
TO RETAINING TALENT

. In radio we tend to think
of talent as the guy or gal
behind the microphone. But whether we are discuss-
ing programming, sales or management, the most
valuable asset a radio company has is the talent of
the people it employs.

At one time or another you may have found some
of the most talented people in your organization
working for somebody else. You took the necessary
steps (signing bonus, buyout of stock options or a
rich compensation package) to lure those people
away from their former employers and get them into
the fold of your organization. While you were engaged
in these delicate negotiations, other companies were
looking at your employees, rifling through your
talent to find the best candidates for their positions.

In a recent edition of The Harvard Business Review,
Peter Cappelli, the George W. Taylor Professor of
Management Studies at the Wharton School in
Philadelphia and the author of The New Deal at Work:
Managing the Market-Driven Workforce (Harvard
Business School Press, 1999), examines this practice
of open-season hunting of other companies’ talent.
Cappelli documents that poaching employees, oncea
rarity, is now a common practice, creating the need
for a market-driven approach to retaining talent.

Successful managers today must accept the twin
realities that the marketplace, intense with demand
for talent, will drive the outflow of your employees
more than any in-house incentives will retain them,
and that the new goal of talent retention is to control
who leaves and when, rather than if, they go.

Writes Cappelli, “If managing employee retention
in the past was akin to tending a dam that keeps a
reservoir in place, today it is more like managing a
river. The object is not to prevent water from flowing
out, but to control its direction and speed.”

GOLDEN HANDCUFFS

Many companies have adopted policies of
“golden handcuffs” to lock in their most valuable
employees. For example, ABC (pre-Disney) used to
offer “shadow stock” to key position players that
would disappear if the employee left the company
before an extended period of employment. The
problem with pay-based deferred-compensation
packages today is that they are now routinely
countered by “golden hellos” — buyouts by the
recruiting company of whatever losses the talent
would suffer. Alex Mandl was the heir apparent to
the CEO of AT&T in 1996 when Associated
Communications (now Teligent) lured him away
with a $20 million signing bonus that offset the $10
million in stock options he was forfeiting by leaving
the telecommunications giant. In 1993 IBM was
hemorrhaging talent. It was being grabbed by
competitors despite immense amounts of unvested
stock options. IBM Chairman and CEO Lou Gerstner
discovered his talent pool was draining away
because of the declining price of IBM stock in the
preceding years. With worthless stock options,
disgruntled employees had no incentive to stay for

the long haul. Frequently
ineffective and sometimes
counterproductive, deferred-
compensation packages are
nonetheless necessary be-
cause they have become the
norm of the marketplace, and the market is a
ruthless dictator whose laws are always enforced.

Given the futility of deferred compensation,
managers should look to control other factors to
inhibit the outflow of talent. United Parcel Service
realized that it was losing its most valuable players,
delivery personnel, at a higher rate than was healthy
forits business. Despite high wages, the drivers were
dissatisfied with one aspect of their job: loading the
trucks. With critical skills in areas such as route
knowledge and customer interaction requiring a
significant investment on the part of UPS, the
company needed drivers to stay for extended
periods of employment. UPS wisely split off the
responsibility for loading the trucks to a newly
created position. Despite high turnover in the new
position, UPSwas able to minimize the loss of its key
front-line people. The turnover rate leapt to 400%
per year, but was relocated to amanageable sector of
the UPS work force. Smart radio managers will
minimize job dissatisfaction by realigning job design
to keep critical people in place, thereby increasing
talent retention.

Another method of maximizing talent retention
is to rethink your hiring practices. Typically, a
manager will hire the best and brightest person
available for a job, inadvertently picking the very
person who will be most attractive to a poacher.
When you only hire the very best, suddenly your
entire talent pool is vulnerable. Microboard
Processing, a Connecticut-based assembler of
electronic components, hires one-third of its
assemblers from high-risk categories, including
former addicts — people with criminal records. The
company starts the new recruits in low-risk jobs such
as landscaping to establish their viability for more
demanding and highly skilled jobs. The result of this
unconventional wisdom is a core of workers who are
grateful for the opportunity and loyal to Microboard.
Architectural Support Services discovered that
employee morale had disintegrated when it hired
only the textbook “best” recruits. When it created a
more talent-diverse work force by recruiting from
community colleges as well as prestigious four-year
colleges, the design company built a more loyal and
committed work force.

COMMITMENT, NOT LOYALTY

While loyalty to the company is a desirable
attribute in aworker, whata manager really needsis
commitment to the job. With a tight labor market,
the forces outside of your control that can take away
key personnel wjll be impossible to deny. Managers
must channel those forces into paths that they can
regulate. One way to create a sense of commitment
to thejob inemployees is to make their work project-
oriented. When employees have control over a piece
of work, they have a commitment to seeing it done
well. The success of their project enhances their
reputation; the failure of the project tarnishes their
sheen. Team-building is another way to establish job

Continued on Page 12
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FOCUS, AND YOU CAN SELL!

“I was the fourth of 11 kids, raised in a
two-bedroom, one-bath house. My mom
had 11 kids in 15 years, so we were all home. We learned that
where there’s a will, there’s a way. Even in high school, | always
worked two jobs. | worked as a school secretary, and | worked at
the dime store. It's what you condition yourself to do.”

This is how Marty Rodriguez, Century 21°s top sales agent,
describes her childhood. Marty has been the company’s top
domestic agent every year from 1990 through 1999 — and No. 1
worldwide four times — in a system that has over 100,000
salespeople in 25 countries. She and | met in her Glendora
headquarters, a Mediterranean-style, 11,000-square foot office
building at the base of the lush green hills of the San Gabriel
Valley, about 30 miles east of Los Angeles. | asked her to share
the secrets that have made her
such a phenomenal salesperson.

How did she get into sales?
“My husband Ed was doing
B fixer-uppers, and he knew that |

could sell. He pushed me into real
gstate. | got my license and started selling in 1978. Ed and | were
partners with his sister and mom in a Mexican restaurant. | would
waitress, keep the books and do payroll.

“White | was still working at the restaurant, | started with a
Century 21 broker. Ed and [ also had two kids, who were 5 and 2.
In sales, | was just OK. When you're not 100% focused, you're
not going to give it your best. In 1981 we sold our interest in the
restaurant, and | started to focus more on real estate. | was
working with a partner the first six years, and it was great,
because we both had kids. But then her problems began to
become mine, so we went our separate ways. | hired a very
capable woman to help me with the kids to make sure they were
being well taken care of.

“Then in 1984 | focused on sales. The more you focus, the
better you learn your business. And when you put the hours in,
things happen. My most productive years were in the downturn of
the real estate market, from 1990 to 1997, because you really had
to know how to sell and know your market really well. From
1984-89 the market was driving you, because it was so strong.
Salespeoplte were order-takers. But from 1990-97, you had to
drive the market. The economy was weak, real estate prices were
dropping, and some homeowners were losing their houses.”

How did she sell so successfully in such an adverse market?
“You capture the sales that are still there to be sold. You dc so
with honesty and sincerity. | know where the market is, because |
study it every day. | tell my customers, ‘These are the facts,’ and
they trust that I’ll guide them the right way. You treat them the
way you'd want to be treated. Many salespeople look to see
what’s wrong with their spouses, their work, and they conduct
business the same way. They don’t succeed because they don't
think about what'’s right.

“I work every year like it's my first year in real estate, with the
same excitement and enthusiasm of a person new to any
business. Combine that with the knowledge you've accumulated
through the years, and it becomes the key to success.”

Next week: Rodriguez shares a series of additional sales and
business tips that could make a dramatic difference in what you
can accomplish in your career.

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. E-mail your comments or questions to him at
rkazan@ix.netcom.com.
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A MARKET-DRIVEN APPROACH TO RETAINING TALENT

Continued from Page 10

commitment. Members of a team are less likely to
abandon their teammates than they are to leave a remote
and unfeeling entity like a corporation.

Perhaps the most effective method of dealing with the
loss of certain talent positions is to accept its inevitability
and, by incorporating it into the management mind-set,
control the outflow of key personnel. It is common for
investment banks to have terminal positions — jobs
whose end dates are fixed by management — at the
junior analyst position. The advantages of these short-
term relationships are clear. Those accepting the position
comprehend precisely what is expected of them: Work
hard and then, after a set period of time, leave. A young
or inexperienced person gets solid credentials and a time
line upon which to plan the next step in a career. The
company has a cycle of hiring that is systematic, making
job turnover into a corporate capability. Cappelli notes,
“Not only are [short-term] employees committed to the
companies during their tenure, but their positive feelings
after they leave pay additional benefits to the companies
— influencing word-of-mouth reputation, facilitating
future business deals (why not deal with companies you
know and like?) and creating a pool of future recruits.”

Another way to embrace the inevitability of talent
outflow isto let somebody else deal with it. By outsourcing
certain job functions, the problem of talent retention is
transferred to a company that may be better suited to
recruiting, training and maintaining that pool of talent. If
outsourcing is not an option, consider cross-training
individuals to minimize dependence on any one person
or persons. With so many stations now operating in
clusters, it makes sense to pull a Rock Jock in for talk
stints to more fully develop your breadth of talent.

COOPERATE WITH COMPETITORS

With the talent war raging, it is understandable that
companies view retention and recruitment as a fierce
competition, but a precedent has been set where
competitors can share resources for mutual benefit. In the
1950s companies like Lockheed, McDonnell-Douglas and
Northrop competed fiercely for government contracts.

Win the contract, and the company would be scrambling
to hire the skilled workers necessary to fulfill it. Lose the
contract, and the company was faced with the unsavory
prospect of losing important skilled workers who would
be difficult to replace. From this external market force, a
new concept of “lending” employees was brought forth.
For example, if Lockheed lost a contract, it would lend a
team to Northrop to work on the project. The end result
was that Lockheed, as Capelli writes, “retained its
investment in key employees, maintained its capability to
bid on future contracts and broadened the experience of
its leased employees.”

A similar innovation has created one of the most
successful launches of talk product in history. The Cox
radio group, feeling the inevitable market force of radio
syndication pulling on two of its top talents, responded
by “lending” them to syndication. In ajoint venture with
MediaAmerica (now part of the Jones Radio Network),
Cox dedicated two of its local Atlanta stars, Neal Boortz
and Clark Howard, who both pull down double-digit
shares in Atlanta on home-based WSB-AM, to the
syndication package, along with The Motley Fool and
Handel on the Law. Boortz and Howard each create four
hours of talk Monday through Friday, with two hours
strictly local and two heard across the country as well as
onWSB. Jones, which also offers competing talk product,
fulfills the talent positions of marketing and sales. The
end result? In one year the four shows are now cleared on
a total of 320 stations and in nine of the top 10 markets.

In the very near future, as the lines blur between
media and the talent vacuum exerts ever-increasing
market force, the companies that abandon old-line
thinking about talent and adopt creative ways of
managing, retaining and releasing talent will have the
capability to win the talent wars.

Paul Woodhullis President of Media Syndication Services,
an independent affiliate marketing and radio syndication
consulting company. MSS owns the rights to Harvard
Business School Publishing’s /deas@Work, which is
available on a barter basis. For more information on the
program or on Peter Cappelli’s article, call (202) 544-4457
or e-mailwoodhull@erols.com.

RADIO GETS RESULTS

SUCCESS STORIES FROM THE RAB

SMALL-TOWN BANK
CASHES IN WITH RADIO

SITUATION: When you're the hometown bank, it pays to advertise where
the locals will hear about you. That's the lesson Clearfield Bank and
Trust learned when it launched a radio advertising campaign on WDSN-
FM/Reynoldsville, PA. The bank sought a hometown, community-
oriented image for its DuBois branch. The DuBois Branch, less than 10
years old, competes with banks that have been in the area much longer.

OBJECTIVE: Clearfield Bank and Trust wanted to enhance its image as a
true local bank. Management hoped to tell the community about the
bank’s full range of services, and particularly hoped to increase
awareness of its commercial and business banking services.

CAMPAIGN: WDSN crafted a solid campaign built around a high-profile
news sponsorship for Clearfield Bank and Trust. The bank now zlso
sponsors thrice-weekly “Business Clinics™ and other financial features
on WDSN. These sponsorships are supported by approximately 50
prerecorded commercials each month.

RESULTS: Clearfield Bank and Trust managers saw an immediate
increase in business following the launch of the campaign. Customers
often comment on the commercials and news programming spansored
by the bank. The success of this campaign proves how a small-town
business can use radio to get big-city advertising results.

—— RABTOOLBOX ——

More marketing information and resources from the RAB

MEDIA TARGETING 2000

More than a third (39%) of adults 18 or older with checking accounts
eam more than $50,000 per year, and 35% are college graduates.
Seventy-seven percent own their homes, and 33% have children living
at home. This group spends an average of 47% of its daily media time
with radio.

INSTANT BACKGROUND — BANKS

Where people keep most of their savings, according to a 1999 survey
commissioned by the Strong mutual fund group: Bank checking
account, savings account or CD, 50.7%; mutual funds, 14.7%; stocks
or other investments, 13.1%; athome, 5.1%,; IRA, 0.9%; 401(k), 0.8%,;
all over/other, 2.9%; nowhere/don't save, 1.3%; don't know/refused,
10.5%. {Investor’s Business Daily, 1999)

RABCATEGORYFILES

“The Federal Reserve, in a report to Congress this summer, found that
ATM fees charged by banks and savings and loans increased
significantly from 1997 to 1998, as did the number of institutions
offering free checking. The central bank also found that in 1998, as in
previous years, most of the fees charged by big banks operating in
several states — including those created by mergers — were
significantly higher than those levied by smaller banks.” (Dallas
Moming News, 1999)

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

REGISTER NOW FOR THIS THREE-DAY KAGAN CONFERENCE!

/ RADIO DAY ONE — TUESDAY, MARCH 14

» CONSOLIDATION & CLUSTERING: The Latest On
Size, Markets & Multiples

> RADIO REVENUE & CASH FLOW: Delivering On
The Potential Of Multiple In-Market Ownership

> REGULATION 2000: What Changes Are In Store
In Washington

» TRENDS IN CAPITAL FORMATION:
Bonds, Banks & Equity

RADIO DAY TWO — WEDNESDAY, MARCH 15

» THE FUTURE OF RADIO IN THE AGE OF DIGITAL
MEDIA & THE INTERNET

> SMALL & MID-MARKET CLUSTERING:
High-Voltage Growth Potential

» CASE STUDY: Buying A Mid-Market Radio Statioy

ACQUISITIONS

RADIU'T AND FINANCE

TUESDAY-THURSDAY, MARCH 14-16 o THE PARK LANE HOTEL, NEW YORK

Confirmed Radio Conference Speakers, March 14-15:

C Radio Day One Keynote Speaker: Jeff Smulyan, Chairman & CEO, EMMIS Communications )

* Lewis Dickey, Executive Vice Chairman, Cumulus Media
¢ Larry Wilson, Chairman & CEO, Citadel Comm. Corp.
¢ Doyle Rose, Radio Division President, EMMIS Comm.
* Terry Jacobs, Chairman & CEO, Regent Communications
* Richard Ferguson, Vice President & COQ, Cox Radio
* Allen Shaw, President & CEQ, Centennial Broadcasting
* Peter Handy, Mng. Director & Co-Founder, Star Media Grp.
* Carl Goldman, President, Gold Coast Broadcasting
¢ Paul Rothfuss, President, Sabre Communications
* Cliff Boyd, President, Cowboys Broadcasting LLC )
¢ Hugh Panero, President & CEO, XM Satellite Radio, Inc.
¢ Denise Sutton, Chairman & CEO, WarpRadio.com
¢ Sam Bush, CFO, Saga Communications
* Steve Dawson, Executive VP & CFO, Radio Unica
¢ Michael Weiss, Sr. VP/Strategic Development, TuneTo.com
¢

» David Allen, VP/High Yield, Morgan Stanley Dean Witter

* Niraj Gupta, Vice President, Schroder & Co., Inc.

* Mark Leavitt, Managing Director & Group Head/Media,
Entertainment & Communications, Prudential Securities

* Drew Marcus, Managing Director & Co-Head/Global
Research, Deutsche Banc Alex. Brown

* Joel Hartstone, Mng. Dir., Stonegate Capital Group LLC

* John (Grif) Johnson, Jr., Partner, Paul Hastings,
Janofsky & Walker

¢ John Feore, Member, Dow, Lohnes & Albertson

¢ Barry Skidelsky, Attorney

* Lee Shubert, Attorney, Rosenman & Colin, LLP

... and more to be announced!

REGISTER TODAY!
Call: (831) 624-1536

* Eric Straus, General Manager, Straus Media
* Douglas Roper, Managing Director/Media & Telecom Group,
Banc of America Securities

seminars@kagan.com

ony Cassara, Pres., Paramount Stations Gr www.kagan.com

TV Keynote Speaker, March 16: >
p.
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MARK YOUR CALENDARS

Important dates and events in the coming months

e February 27-March 1 — 42nd Annual NARM Convention.
Marriott Rivercenter & Riverwalk, San Antonio; (856)
596-2221.

¢ March 1-4 — 31st Country Radio Seminar. Renaissance
Hotel Convention Center, Nashville; (615) 327-4487.

* March 15-19 — South By Southwest. Austin, TX; (512)
467-7979.

* March 24-26 — NAB Education Foundation seminar;
“Making News.” Swiss Hotel, Atlanta; (202) 775-2559.

* March 26 — 72nd Annual Academy Awards. Shrine
Auditorium, Los Angeles; (310) 247-3000.

* March 30-June 21 — Spring Arbitron.

e April 1 — Producer’s Workshop 2000. Empire Hotel, New
York; (212) 580-3385.

o April 7-10 — Broadcast Education Assn. Convention. Las
Vegas; (202) 429-5354.

* April 8-13 — NAB2000. Las Vegas; (202) 429-5420.

o April 17— AWRT’s Gracie Allen Awards. Hudson
Theatre, New York; (703) 506-3290.

¢ May 10-12 — New Business Development Conference.
Embassy Suites Biltmore Hotel, Phoenix; (425) 747-0647.

e June 12 — NAB Education Foundation Service to America
Summit. Ronald Reagan Int'l Trade Center, Washington;
(202) 775-2559.

¢ June 12-17 — International Country Music Fan Fair.
Tennessee State Fairgrounds, Nashville; (615) 244-2840.

* June 14-17 — PROMAX Conference & Exposition 2000.
New Orleans; (310) 788-7600.

¢ June 15-17 — R&R CONVENTIGN 2000. CENTURY PLAZA
HOTEL, LOS ANGELES; (310) 553-4330.

e June 29-September 20 — Summer Arbitron.

* July 11 — Major League Baseball All-Star Game. Turner
Field, Atlanta.

¢ July 13-16 — The Conclave 25th Learning Conference. City
Center Marriott, Minneapolis; (612) 927-4487.

e July 22-25 — NAB Executive Development Seminar for
Radio Broadcasters. Georgetown University, Washington;
(202) 775-3511.

* August 15-17 — NAB/Latin America Broadcasting Confer-
ence. Loews Miami Beach Hotel, Miami; (202) 429-3191.

* September 15-October 1 — 2000 Olympics. Sydney,
Australia.

* September 20-23 — NAB Radio Show. Moscone Center,
San Francisco; (202) 429-4194.

¢ September 21-December 13 — Fall Arbitron

MARKETING

FINGER-CLICKIN’

CI.ASSICAI. DONE WITH CLASS

Classical stations are
known for their loyal
audiences. A look at
KING/Seattle’s website
(www.king.org) pro-
vides some insight into
one of the very simple
reasons why: customer
service. On its home
page, KING offers lis-
teners the opportunity to sign up for a “personalizec
playlist.” Listeners tell the station their favorite composers,
and the station will e-mail them a reminder the day before
one of their works will be played. Granted, not many sta-
tions outside the Classical format plan their playlists weeks
inadvance, but there are certainly applications for other for-
mats. (What if you told listeners when your station was add-
ing a new record from a favorite artist?)

KING also gives web-surfing listeners a Java-scripted
“mini-window” — made small so that you can keep it open
as you work on other things — that gives the current hour’s
playlist, plus links to contests and advertisers.

Not surprisingly, the site also acts as a clearinghouse for
information on cultural events of interest to the station’s lis-
teners. It also offers an in-studio camera to show live perfor-
mances and a classical music e-tail store.

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 Axeirod at
Jjaxelrod@rronline.com with “FCG Site” in the subject line.

Fo RWA R D Sales & Promotion Planning Calendar

Mar. 26 - April 1 Art Week, National Agriculture Week, American Chocolate Week
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National Nougat Day Lazy Moocher's Day
Make Up Your Hotiday Corkscrew patented
Day (1860)

Braveheart wins Best The Godfather wins
Picture Oscar (1996) the Oscar for Best

Actor Leonard Nimoy Picture (1973)
born (1931)

National Black Forest

Picture Oscar (1977)
Washing machine
patented (1797)
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March 26-April 1
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National Lemon Chiffon

Cake Day Cake Day
Defy Death Today Day Rainman wins Best
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