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TAKING CARE OF TALENT

Talent development has been an important
topic for R&R editors lately. Al Peterson
tackles the subject in this week's News/
Talk/Sports section, and it comes from
quite a different perspective. Singer-
songwriter Christine Lavin has been
around for a couple of decades and
performs live some 120 times a year. Her
website features a list of tips for musical
performers and songwriters that could
very well have been directed toward N/T
air talent. See if you agree.

Page 16

IS DANCE SPINNING BACK?

It's b2en some time since dance music has
been a mainstay of the CHR format, but
could it be on its way back? The genre is
becoming popular at a number of stations
around the country, and this week Tony
Novia checks in with six prominent
programmers to get their views.

Page 28

« Dom Theodore, Rona Danziger
to new programming posts at
Clear Channel/Detroit

» NewRadio Group formed by
Mary Quass, Lindsay Wood Davis,
Tammy Gilmore

* Jack Myers, RAB predict rise
in radio revenue

= Dusty Hayes hired as PD
of KTTB/Minneapolis

+ Donald Lambert adds GM duties
at WBOB/Cincinnati

» |ndustry mourns Los Angeles radio
legend Al Lohman

Page 3

_THis #] WEEK |

CHR/POP f
« AVRIL LAVIGNE Sk8er Boi (Arista)
CHR/RHYTHMIC

* MISSf ELLIOTT Work It (Elektra/EEG)

URBAN

*LLCOOLJ Luv U Better (Def Jam/IDIMG)
URBANAC

* RUFF ENOZ Someone T2 Love You (Epic)
COUNTRY

« KEITH URBAN Somebody Like You (Capitol)

AC

« VANESSA CARLTON A Trousand Miles (A& M/interscope)
HOT AC

« AVRIL LAVIGNE Complicated (Arista)

SMOOTH JAZ

« EUGE 3RO0VE Slam Dunk (Warner Bros.)

ROCK

* NICKE_BACK Never Again (Roadrunner/IDJMG)
ACTIVE ROCK

* DISTURBED Prayer (Regrise)

ALTERNATIVE

« NIRVANA You Know You're Right (Geffen/interscope)
TRIPLE A

* U2 Electrical Storm (Interscope)

By Jerr GreEN
R&R FXFCUTIVE EDITOR
Jereen@ radioandrecords.com

Move over, Howard Stern.
It’s been a banner year for
bad-boy behavior, with Opie
& Anthony and Beau Duran
leading a parade of radio
stunts generating lawsuits.
suspensions, fines and firings
at a variety of radio stations.

In an attempt to raise the
bar — or even eliminate it en-
tirely — to get ratings, air
personalities seem willing to
risk not only their paychecks.
but also their stations’ reputa-
tions and, perhaps, even their
licenses.

While broadcasters gener-
ally accept and support the
notion of talent pushing the
content envelope to be com-
petitive, the line between pro-
vocative and precipitous pro-
gramming is fading fast. And
that could mean more trouble
ahead for stations and the
radio medium itself. which can
ill afford audience erosion, ad-
vertising cancellations and the

Can Outrageous Stunts Hurt
The Radio Industry’s Profile?

W Execs explore the delicate balance between
getting ratings and attracting advertisers

= |

Gehron Goldstein
cost of replacing self-destruct-
ing high-protile personnel.

Clear Channel/Chicago Re-
gional VP John Gehron is fa-
miliar with agencies’ sensitiv-
ity about exposing their clients
to criticism for being associ-
ated with controversial talent
and with the price paid for that
by radio. “At the local level
we all know about the ‘no-
Howard’ dictates,” he says,
“and there are many success-
ful, outrageous shows that
have very poor advertiser ac-
ceptance.

“Clearly, it affects our pro-
fessionalism as an industry

STUNTS/See Page 19

FCC Taps iBiquity’s IBOGC
As Digital Radio Standard

By Joe Howarn
R&R WASHINGTON BUREAU
Jjhoward@radioandrecords.com

As expected, on Oct. 10 the
four FCC commissioners voted
unanimously to adopt iBiquity
Digital’s in-band, on-channel
technology as the standard for
digital radio in the U.S. When
the official order was released
the next day, radio stations na-
tionwide were cleared to take the
historic step of implementing
digital operations.

In the order the FCC ad-
dressed IBOC’s implications for
AM radio, saying the limitations
of AM’s analog technology —
including its susceptibility to
noise and narrow bandwidth —
continue to undermine the viabil-
ity of the service.

“The record in this proceeding
presents compelling evidence
that AM IBOC — the only fea-
sible, near-term digital technol-
ogy option — has the potential to
revitalize AM broadcasting and
substantially enhance radio ser-
vice for the listening public,” the
agency said.

During the transition period
from analog to digital — which
FCC executives say will con-
tinue for the foreseeable future
— stations must transmit iden-
tical digital and analog signals.
In order to begin operations, sta-
tions must notify the FCC of
digital implementation or re-
quest a special temporary au-
thority to do so.

IBOC/See Page 13

CCTOBER 18, 2002
‘Power’ Surges In Summer

® Emmis performs well in top two markets

The summer 2002 Arbitron ratings for New York and Los Angeles
must have put a big smile on the faces of Emmis executives: CHR/Rhyth-
mic WQHT sclidified its hold on second place in New York with a 4.3-
4.8 move that widens the gap between it and Clear Channel Urban rival
WWPR — now fifth, behind Infinity’s WCBS-FM. And CHR/Rhythmic
KPWR (Power 106)/L.A. repeated its No. 1 performance with a 4.9-5.1
move 12+, as Country KZLA sees its best ratings in more than a year.

New York

Station (Format) Sp 02 Su'02
WLTW-FM (AC) 6.4 6.2
WOHT-FM (CHR/Rhy) 43 48
WHTZ-FM (CHR/Pop) 4.2 47
WCBS-FM (Oidies) 4.1 45
WWPR-FM (Urban) 42 4.1

Station (Format) Sp 02 Su 02
WGN-AM (N/T) 6.4 6.0
WGCI-FM (Urban) 47 52
WBBM-AM (News) 49 4.8
WBBM-FM (CHR/Rhy) 40 43
WNUA-FM (Sm. Jazz) 4.8 42

Chicago Philadelphia |

RATINGS/See Page 13

Station (Format)

Sp'02 Su'02
KPWR-FM (CHR/Rhy) 49 51

KROQ-FM (Ait.) 43 49
KIIS/KVVS (CHR/Pop) 40 48
KFI-AM (Talk) 38 45

KTWV-FM (Sm. Jazz) 34 3.6

Station (Format) Sp '02 Su ‘02
WBEB-FM (AC) 71 69
WDAS-FM (Urban AC) 6.5 6.8
KYW-AM (News) 58 6.7

WUSL-FM (Urban) 60 55
WIOQ-FM (CHR/Pop) 57 5.2

COMPLETE RESULTS FROM 10 MAJOR MARKETS: PAGE 18

ALL MARKETS, ALL THE TIME: www.radioandrecords.com

Radio Sellers Gould Get Tax Break

™ Bill encourages cash sales to small firms

Although the current
Senate session is drawing
to a close, on Tuesday
Sen. John McCain in- |
troduced a bill that will | e
provide a tax break to §
companies that sell assets
to small or minority-
owned businesses. The
bill is the latest congres-
sional attempt to give
larger companies an in-
centive to sell to their
smaller counterparts, which
sometimes face barriers to entry
due to such issues as access to
capital.

McCain

The Telecommunica-
tions Ownership Diver-
sity Act of 2002 proposes
to amend existing tax law
to offer a tax break to
companies that strike
cash deals to sell assets to
small companies instead
of using stock swaps,
which many larger com-
panies favor.

“The tax code makes
cash sales less attractive
to sellers than stock swaps,”
McCain said in introducing the

MCCAIN/See Page 13

B 11 rise to RVPPs

By Apam JacossoN

R&R RADIO EDITOR

ajacobson@radioandrecords.com
Eleven more Clear Chan-

nel executives have been pro-

Martin Roberts

moted to Regional VPs/Pro-
gramming: Michael Martin,
Northern California trading
zone; Jeff Wyatt, Washing-
ton/Baltimore; Ken Charles,

RVPP/See Page 12

Clear Channel Boosts Key Executives

M Ryan to VP/AC post

By Km Ketry
R&R ACJHOT AC EDITOR
kkelly@radioandrecords.com

Jim Ryan has been pro-
moted to the newly created
position of
VP/ AC Pro-
gramming for {§
Clear Chan- |
nel Radio.
Ryan will con-
tirue as OM/
PD of thel
cempany’s
WLTW/New
Yerk.

“Jim’s achievements at
WLTW are unprecedented,
leading the station to its high-
est market-share accomplish-
ments in history,” Clear

RYAN/See Page 12

- Ryan

Summer Arbitron results are rolling. Same-day results from www.radioandrecords.com
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Theodore, Danziger
Elevated At Clear
Channel/Detroit

Clear Channel/Detroit has pro-
moted Dom Theodore from PD of
CHR/Pop WKQI
o the newly creat-
ed position of OM
of that station as
well as Sports/Talk
WDFN and News/
Talk WXDX. At
the same time.
WXDX PD Rona
Danziger has
added program-
ming duties for
WDFN, replacing
Gregg Hanson. who exited earlier
this month to join Infinity’s cross-
town Sports/Talk WXYT.

“Dom’s work in building WKQI

Theodore

into the city’s premier CHR station |

is inspiring.” Clear Channel/Detroit
Regional VP/Programming Darren
Davis said. “His creative, savvy ap-
proach to posilion'}ng, branding and
street warfare makes him the perfect
choice to lead WDFN & WXDX.”

Theodore said, “1 am looking for-
ward to working with Rona and the
amazing staff at WDFN & WXDX,
as well as our corporate team of
Darren Davis and Gabe Hobbs.
This 1s a new and exciting challenge
— and they’re even throwing in
Red Wings season tickets. Who can
beat that?”

Of Danziger, Davis said, “Rona’s
buttoned-up, tireless approach to

DETROIT/See Page 13

B96/Minneapolis
‘Hires Hayes As PD

Dusty Hayes has been named PD
of Radio One’s
CHR/Rhythmic
KTTB (B%)/Min-
neapolis. Hayes
most recently held
a similar post at

town WXPT.
“Radio One is
fast becoming a
4 company on the
move,” Hayes told

Hayes

R&R. “When I |

was going through the process of
getting this job. I would ask other
people about the company. and ev-
eryone 1 talked to had great things
to say. Steve Woodbury has been
the GM in this market for a long

time. He knows this market and has |

a great reputation, so it was a real-
ly great fit.”

Hayes, who has programmed for
more than 20 years, has worked at
KBFM/McAllen. WABB/Mobile
and KAMX/Austin. He also signed
on CHR/Rhythmic KQBT/Austin.
From there. he joined WXPT,
which was Modermn AC at the time
and later flipped to an "80s format.

“I’ve been around the block.”
Hayes said. “They ve already done
a remzarkable job with this station.
I’'m just here to keep the radio sta-
tion cn track and take it to the next
level. I'm glad to get back into a
new-music format after spending
two years doing '80s music.”

Infinity’s cross- |

e

e g

R Lt

AR R

A brand-new radio company,
aptly named NewRadio Group.
recently made headlines by ac-
quiring its first set of stations —
22 AM and FM properties in the
upper Midwest. from Bruce
Buzil's Marathon Media. But
there’s more to the story of New-
Radio Group than that transac-
tion.

NewRadio Group is the real-
ization of what Lindsay Wood
| Davis, the company’s COO/
Managing Partner, calls *a life-
long dream.” Davis, who also
serves as Exec. VP of the RAB,
told R&R how NewRadio came
into existence. “I was Sr. VP/
Sales for Capstar’s Central Star
Communications, while Mary
Quass was President/CEQ, and
Tammy Gilmore was CFO,” he
said.

The three enjoyed working to-
gether, but, following Capstar’s
1988 merger with Chancellor
Media, they went their separate
ways. But, Davis said, they
made a pledge to someday work
together again.

After 23 years in traditional ra-

| NewRadio Group Reunites
Quass, Davis & Gilmore

Davis

Quass

dio, including many years as
Presideny/CEOQ of Quass Broad-
casting, Quass, in 2000, became
COO of Victory Radio, an Inter-
net radio firm. Concurrently, she
maintained her role as President/
CEO of Quass Communications,
which consulted radio stations.
Two years later, Quass has found
herself back in the broadcasting
game — and with Davis and
Gilmore, as promised. Quass is
President of NewRadio, and Gil-
more is CFO.

For $19 million, Quass’ new
group is receiving three AMs

NEWRADIO/See Page 13

By Jor HowarD
R&R WASHINGTON BUREALU
Jhoward @ radioundrecords.com

Recent financial results from the
RAB, along with forecasts trom
two industry observers. offered
some good news about the financial
outiook for the radio industry.

Tre latest Jack Myers Report
forecasts industry ad spending will
improve 3.5% this vear. to $19 bil-
lion. and will make up 12% of the
ovcrall ad-spending pie. Myers,
wha has provided business-to-busi-
ness research for and about the me-
dia industry since 1982, predicts ra-
dio ad spending will grow another
3% in 2003, to $19.6 billion. and
ancther 6% in 2004, to $20.8 bil-
lion

For the entire media landscape,
Myers predicts new advertising
spending will grow 1% this year,
2% next year and 5% in 2004.
What's more. the report says ad
spending in traditional media this
year has been significantly stronger
than projected. even before the
Sept. 11 terrorist attacks. and is
slightly better than what was fore-
cast as recently as July.

Heavy local political spending,
Q4 pressure in the scatter market for
broadcast and cable television net-
works and fewer advertiser cancel-
latinns are combining to ensure a
\ “strong year-end finish for the
J broadcasting industry,” Myers said.

Adding credibility to that forecast

Radio Ad Spending Expected
To Grow Annually Through 04

W Report predicts 3% gains this year and next;
RAB says Sept. revenue is up 17% from last year

were figures the RAB released for |
September’s radio ad sales. which |
rose dramatically. According to the
group. business rose 17% last
month compared to September |
2001. when the industry and the
world were devastated by the terror-
ist attacks. RAB President/CEO
Gary Fries said certain markets ex- |
perienced even more dramatic in-
creases. Washington. DC, for exam-
ple. was up 27%.

Big Apple Pacings
Up Dramatically

The city that was most ravaged by
the Sept. 11 terrorist atiacks is also
on pace to post improvement. Mer-
rill Lynch analyst Jessica Reif Cohen
said in a recent report that radio ad
sales in New York City are pacing up
23% for September. 20% for Octo-
ber and a staggering 30% for No-
vember vs. last year’s numbers.

“We believe underlying advertis-
ing trends are a combination of both
supply and inventory constraints. as
well as increased demand.” she
said. though she cautioned that the
next few weeks will provide clari-
ty regarding cancellations of upfront
ad buys for Q1.

Meanwhile, respected portfolio
manager David Sowerby predicted
that radio will experience a 6%-8%
revenue gain in 2003.

Additional reporting by Ron Ro-
drigues.

www americanradiohistory com
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IN MEMORIAM
L.A. Radio Legend Al Lohman Dies

By AL PETERSON
R&R NEWS/TALK/SPORTS EDITOR
alpeterson@radioundrecords.cor

kley, at KLAC/Los Angeles. The
duo went on to become arguably
the most successful radio
team in L.A. history.

After four years at KI.AC
Lohman and Barkley
moved. in 1967, to cross-
| town KFWB. where they
stayed for a year until that
station went all-News in
1968. Next, the pair segued
to KF1. where Lohman and
Barkley entertained a gen-
eration of morning radio
listeners with their cast of
characters from the mythi-
cal Pine City. which including farm
reporter Maynard Farmer, food critic

Al Lohman. who part-
nered for more than 20
years with Roger Barkley
to form one of Southern
California radio’s most
legendary and successtul
morning teams, died Oct.
13 in Palm Springs. CA af-
ter a long battle with blad-
der cancer. Lohman was
69.

Before he moved to Los
Angeles in the early 1960s.
Lohman’s radio career
took him from Omaha to Wichita.
Denver. Dallas and New York City.
where he worked at WABC. In
1963 he was first teamed with Bar-

Lohman,
circa 1981

LOHMAN/See Page 13

Salem/Cincy Expands Lambert’s Duties

Donald Lambert. currently GM of Salem’s Christian Talk WTSJ/Cin-
cinnati. has added similar duties for the company’s ESPN Radio affiliate
WBOB/Cincinnati. Lambert will now oversee all local advertising sales,
staffing. promotions and operations at WBOB.

“Salem is always looking for ways to draw upon our seasoned executives
to build out our station clusters.” Salem Sr. VP/Special Projects George Tou-
las said. “Don has been an integral part of Salem’s success in the Cincinnati
market, and we are confident of his ability to maximize the value of WBOB
as we integrate the station’s operations under one facility.”

A l4-year radio veteran, Lambert has been with Salem for five years.
Prior to joining the company he served as GM of several radio stations
owned and operated by Bethesda Christian Broadcasting.

“I am excited to be working with the staff at WBOB to enhance the sta-
tion’s presence in the Cincinnati marketplace.” Lambert said. “Salem has
assembled a strong sales teamn in this market, and I'm pleased that the com-
pany has the faith in me to lead this group.”
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FCC Filing Reveals Details
Of Failed SBS-HBC Merger

Radio Business

[ Analyst doubts deadline for Univision-HBC deal will be met

By Jor Howarn
R&R WASHINGTON BUREAU
Jhoward @radioandrecords.com

In a proposal code-named “Project Fiesta,” Spanish Broad-
casting System and Hispanic Broadcasting Corp. explored a
$1.5 billion merger that would have made SBS Chairman/CEO
Raul Alarcon and HBC President/CEO Mac Tichenor co-Chair-
men of a new group, dubbed in the proposal ““Salsa Radio.” SBS
included the proposal in a massive 841-page filing it submitted to
the FCC as part of its ongoing effort to block HBC's merger with

Univision.

Prepared by Credit Suisse First
Boston in April 2001, the merger pro-
posal used code names for both com-
panies to protect the secrecy of the
endeavor: HBC was called “Halcon.”
and SBS was referred to as “Salsa.”
Included was a letter from HBC to
SBS proposing the deal and outlining
what HBC called the “significant stra-

tegic merits” of such a merger. The
new group was to be headquartered in
Miami, with an accounting staft in
Dallas.

By now. of course, most in the in-
dustry know that HBC chose instead
to join forces with Spanish-language
cable-TV powerhouse Univision.
And while Univision has repeatedly

said it intends to close the HBC
merger by year’s end. CIBC World
Markets analyst Jason Helfstein ques-
tions whether that will be possible.

Helfstein said in a recent report that
conversations he's had with Washing-
ton. DC attorneys have led him to
believe that the FCC and Department
of Justice reviews of the deal will not
allow a closing this year. though he
does believe that the merger will ul-
timately be approved.

Helfstein said the FCC’s review of
the National Hispanic Policy
Institute’s petition to deny the
Univision-HBC merger — as well as
the recent departure of the head of the
DOJ’s antitrust division — could also
contribute o a delay in closing.

P

Blg clty Stock Slldes 0n Default Warningﬁ

[J Bankruptcy may be an option for Spanish-language broadcaster

By Anam JacossoN
R&R RADIO EDITOR
ajacohson @ radioandrecords.com

It’s been a tough week for Big City Radio. First came the
FCC’s Oct. 9 announcement that a plan submitted by Big City to
upgrade Spanish Contemporary KLY Y/Los Angeles had been de-
nied. One day later Big City stock slid to just 10 cents a share
after the broadcaster admitted that it couldn’t pay the interest on
its bonds by Oct. 15, the final day of a 30-day grace period it had
taken advantage of in the hope that it would be able to secure

funding to make the payment.

Big City’s troubles began with the
FCC’s rejection of a complicated se-
ries of requests that would have
awarded the broadcaster an improved
signal for KLYY. Big City offered its
plan as a counterproposal 1o a petition
submitted by Helen Jones to place a
class A signal at 104.1 MHz in
Murrieta. CA. Rather than awarding
Jones that facility, Big City suggested
that the FCC instead allow Big City

to move its KSYY/Fallbrook. CA
from 107.1 MHz to 104.1 MHz.
Such a move would theoretically
have allowed Big City’'s KLYY —also
at 107.1 MHz — 1o upgrade from a
class Ato a class BI facility. But, Big
City said. in order for that upgrade to
occur. the FCC would have to approve
the exchange of KYOR/Palm Springs.
CAs class B facility in Yucca Valley.
CA foraclass Bl signal in Desert Hot

Springs. CA. Furthermore, Big City
suggested that. to accommodate Jones’
request for a station in Murietta. a class
A at 96.9 MHz be created in that city.

Big City argued that an upgraded
KLYY would fall within the permis-
sible short-spacing for adjacent stations
KROQ/Los Angeles (at 106.7 MHz)
and KLVE/Los Angeles (at 107.5
MHz). But the FCC disagreed and said
that such a plan would. in fact, increase
possible interference for KROQ and
KLVE. The commission denied Big
City’s proposals and awarded Jones the
Murrieta facility at 104.1. Shares in
YFM dipped 15 cents, to 80 cents a
share. in that day’s trading.

The next day Big City issued a for-
mal announcement confirming the

BIG CITY/See Page 6

BUSINESS BRIEFS
Viacom Board Approves Stock Buyback

iacom’s board of directors has approved a $3 billion stock buyback.

The company said it will acquire the stock from time to time and that
the new repurchase will begin after the completion of an earlier, $2 billion
program under which about $1.8 billion in Viacom stock has been pur-
chased since February 2001. Viacom said it will finance the new pur-
chase program with cash flow generated by company operations.

In other news, Viacom has pledged $120 million in ad space for an HIV
and AIDS public-education campaign. In the first year of the multiyear
effort, PSAs on Viacom's radio, TV, outdoor. online and print properties
will direct individuals seeking help to a website and a toll-free number.
The PSAs will be made available rights-free to other media outlets. Viacom
Chairman/CEO Sumner Redstone said, “Viacom is proud to join the fight
against the ignorance, apathy and inaction that allow the epidemic to
spread.” The campaign is being produced in partnership with Kaiser Family
Foundation and will kick off on Jan. 6, 2003.

Lowry Mays Ups Stake In Clear Channel

lear Channel Communications Chairman/CEO Lowry Mays ac-

quired more than 20 million additional shares of Clear Channel stock
through 4-M Partners, for which he was a managing member. That part-
nership was dissolved on Aug. 22, and all of its stock was transferred
directly to Mays. As of last week, Mays controlled 31.7 million shares of
Clear Channel stock, representing a 5.2% stake.

Beasley Predicts Q3 Will Outpace Guidance

Beasley Broadcasting said last week that it expects to exceed its
earlier third-quarter guidance of $27.5 million in actual revenue and
$8 million in broadcast cash flow, as well as its predicted after-tax cash
flow of 12 cents per share. For the quarter ended Sept. 30, the company
also expects to surpass its same-station guidance, which called for flat
revenue compared to year-ago levels and an increase of approximately
8% in BCF. Beasley is scheduled to release its Q3 results on Oct. 30.

Advertisers Gall For PPM, Cleaner Airwaves

S everal advertisers called for radio to adopt the Portable People Meter
in presentations at the RAB board meeting in Atlanta this week. Re-
lief from spotioad congestion and less “bad taste” in programming also
led the wish lists in presentations by such major advertisers as Coca-
Cola, Cingular and Home Depot. Clients asked radio for better account-
ability and post-analysis, for competitive media intelligence and for support

R&R Stock Index

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

Change Since

jostimi 10462 10711702 T/H T 10M4/02-10/11/02

R&R Index 200.87 189.39 186.30 -7% -2%
Dow Industrials 941045 7528.40  7850.29 -17% +4%
S&P 500 1097.43 800.58 83533  -24% +4%
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Analysts Mixed On Gumulus

Two Wall Street analysts issued reports on Cumulus Media
recently, but with very different messages. While one applauded
the company’s focus on small-town markets, the other won-
dered how much growth potential there is in Cumulus’ station

portfolio.

Initiating coverage, RBC Capital
Markets’ David Bank said Cumulus
is “the only major radio group exclu-
sively focused on smaller markets,
where the competition is less sophis-
ticated and the environment is more
favorable.”

Bank gave high marks to the
company’s cluster strategy, noting that
none of Cumulus’ 40 market clusters
contributes more than 5% of the
company’s total revenues. He said,
“Cumulus should be able to weather

the storm of weakness in any given
market without an overall negative
impact on its operations.”

Bank also credited Cumulus for
“consistently improved profitability”
and its efforts to strengthen its balance
sheet. He assigned an “‘outperform’ rat-
ing to the stock at a target price of $20.

Meanwhile, Wachovia Securities
analyst Jim Boyle recently down-
graded his rating on Cumulus from
“buy” to “hold,” explaining that Cu-
mulus shares have a fair valuation fol-

lowing a rapid price improvement. In-
deed, the issue has appreciated 23%
in Q3, compared to a 3% decline for
the radio sector overall. While Boyle
said he still expects Cumulus to beat
its Q3 guidance, he believes the
company’s growth is “just not fast
enough to warrant a premium.”

Boyle added that, despite Cumulus’
cost-cutting efforts and its continued sta-
tion purchases, its leverage-ratio target
has climbed to or above private-market
value. “Cumulus’ turnaround was bet-
ter than expected,” Boyle said, “but we
believe that Cumulus’ markets are un-
likely to grow as fast as their large-mar-
ket brethren.” He added, however, that
**Cumulus should benefit from the posi-
tive radio long-term trends.”

TRANSACTIONS AT A GLANCE

All transaction information provided by
BIA’s MEDIA Access Pro, Chantilly, VA.

¢ WPIK-FM/Summerland Key, FL $1.5 million
® KFMV-FM/Franklin (Lafayette), LA Undisclosed

Full transactions listings, posted daily, can be found at
www.radioandrecords.com.

DEAL OF THE WEEK

o WWDR-AM & WDLZ-FM/Murfreesboro and
WRMT-AM & WSAY-FM/Rocky Mount, NC
$4.3 million

BUYER: First Media
SELLER: R. Gordon Finney

2002 DEALS TO DATE
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Cumulus Deal In Florida’s Panhandle Gets Red Flag

Cumulus Media’s planned $30 million acquisition of WFTW-AM, WKSM-FM, WNCV-FM, WYZB-FM & WZNS-
FM/Ft. Walton Beach, FL from Holladay Broadcasting is being scrutinized by the FCC over ownership-share
and revenue-concentration concerns. According to spring 2002 Arbitron data, Clear Channel owns five stations that
rate in the Ft. Walton Beach market.

LPFM Advocate Seeks Extension Of Rules Review

Saying the topic is “very important for the future of broadcasting, as well as for the future development of Ameri-
‘ can democracy,” Nickolaus Leggett — an inventor and electronics technician who was among the original
petitioners for low-power FM service — is asking the FCC to extend the comment deadline for its review of media-
ownership limits. Noting that the FCC'’s review notice contains hundreds of questions, Leggett says the current time
frame isn'tlong enough for parties to adequately address the issues; he would like the time extended from 60 to 180
days for comments and from 90 to 270 days for reply comments. The FCC hasn't yet responded to Leggett’s
request, and, as of now, the first round of comments on ownership rules is due by Dec. 2, and reply comments are
due Jan. 2. The comment cycle was launched Oct. 1, when the FCC released 12 reports from its media-ownership
working groups.

Grass-Roots Effort Underway To Support Media Limits

mong the first parties to file comments in the FCC's review of media-ownership limits are 467 people who have

signed identical letters urging FCC Chairman Michael Poweil to “strengthen — not repeal — the few remaining
rules that prevent near-total concentration of ownership in the clutches of a few corporations.” The letter goes on to
say that the media limits are “crucially important if we are to protect our nation from the very real dangers of media
monopolies.” It's unclear what group, if any, is leading the letter-writing campaign.

Commissioners Square Off On Indecency Enforcement

D uring a presentation by the FCC’s Enforcement Bureau at the commission’s Oct. 10 open meeting, Commis-
sioner Michael Copps reiterated his belief that the responsibility for supplying tapes or transcripts of indecent
broadcasts is too often placed on complainants, rather than on stations or the FCC. Chairman Michael Powell
countered that the FCC's rules do not require tapes, pointing out that the commission launched an investigation into
Opie & Anthony’s now-infamous Sex for Sam broadcast without a tape or a transcript. While Copps acknowledged
that example, he said that there is still a perception that the onus is on the complainant. Powel! said the FCC “will
work on the perception” but reiterated that complainants are not, in fact, required to supply tapes or transcripts with
indecency complaints.

MMTC Criticizes Revocation Of Delta Radio CP

he Minority Media & Telecommunications Council this week criticized the FCC's recent decision to revoke Delta

Radio’s construction permit for a new Greenville, MS station after Delta failed to make its final auction payment.
The MMTC supported Delta’s argument that a pending challenge had kept the CP grant from becoming final,
crippling the broadcaster’s ability to secure financing. The FCC has maintained that auction winners must submit
payments even if pending challenges threaten their permits, but the MMTC said that the commission hasn’t consid-
ered the “strategic incentive” such a policy creates: Losing auction bidders, the MMTC claims, may file petitions to
deny solely to keep a winning bidder from being able to get financing. “A losing bidder will realize that, as a practical
matter, a petition to deny will make it imprudent for any rational businessperson to actually build out the permit and
serve the public,” the MMTC said. “No one in her right mind would build on a nonfinal grant.”

FCG Steps Up RF Enforcement

M edia Bureau Deputy Chief Linda Blair said this week that her office is planning to increase enforcement of its
radio-frequency radiation guidelines for towers. The guidelines, she told R&R, include not just rules concerning
tower fences, but ensuring that frequency levels are within approved limits. During a presentation to FCC commis-
sioners this week Blair said that in the past 12 months Enforcement Bureau field agents have inspected more than
3,000 antennas, resulting in 71 fine proposals totaling approximately $1 million.

FCC Adds Nagle To Legal Ranks

Pau| Nagle has joined the FCC’s Office of Legislative Affairs as an attorney and adviser focusing on broadband-
! network issues. Nagle comes to the FCC from the Washington, DC law firm of Wilkinson Barker Knauer, where
{  he has worked since June 1999.
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$4,811,474,069

 Stations Traded This Quarter:

' Dollars to Date:
" Dollars This Quarter:

Stations Traded This Year:

(Last Year: $3,860,861,228)

$33,633,000

(Last Year: $477,504,373)

641

(Last Year: 1,046)

51

(Last Year: 171)
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Continued from Page 4

for the RAB-Arbitron Radio Ad Effectiveness Lab project. Additionally, they'd
like radio to explore text messaging and provide “value creation” with ad
schedules.

New Portable People Meter research was released by Arbitron at the
Advertising Research Foundation’s Week of Workshops last week, show-
ing that some audience compositions are quite similar when measured by
the PPM and by the conventional diary method. Using the diary, women
18+ comprise 66% of the AC audience, while PPM data shows they make
up 62% of AC listeners. For Rock, men 18+ make up 70% of the audience
as measured by the diary and 68% with the PPM, while 40% of the Urban
audience comes from 18-34s with both measurement methods.

Although there are fluctuations within particular demos, Arbitron said that
these findings debunk the notion that, because the PPM picks up passive
listening, stations could get credit for listeners who didnt — and wouldn’t —
choose them. As it headed into the meeting of the ad hoc industry commit-
tee on the PPM at the RAB board meeting this week, Arbitron said it is
working on five priorities: response-rate improvement, a Hispanic “recruit-
ment agree” test, understanding differences in moming drive, continued joint
TV analyses with Nielsen and additional PPM panels, including a second
Philadelphia panel and a second market for a Hispanic study.

In other Arbitron news, the company has mailed the ballots for its Radio
Advisory Council. Forty-five candidates are on the ballot, which went to
Arbitron client stations in the five formats that have board seats open: AC
in continuous markets; Black/Urban in all markets; and AOR, Country and
News/Talk in noncontinuous markets. All ballots must be fax-dated or post-
marked no later than Oct. 25, and election results will be announced at the
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Nov. 3-6 council meeting.

Continued on Page 13

Big City

Continued from Page 4

FCC’s denial of the upgrade proposal,
and, in that announcement, offered in-
vestors a double dose of bad news: Big
City said it would be unable to make
an interest payment on its 11.25% se-
nior discount notes due 2005 — a pay-
ment originally due Sept. 15.

By Oct. 10, with the clock ticking
on its 30-day grace period, Big City
had failed to secure funding to make
the payment. As R&R went to press
on Oct. 15, it was not known if Big
City had made an unexpected last-
minute payment or if it was preparing
to suffer the consequences of a default.

Inits Oct. 10 statement Big City said

it was considering either an asset sale
or a restructuring of the notes, but the
company could not commit as to
whether it would ultimately decide to
act on either or both of those options.
If it chooses neither course, Big City
said it may seek bankruptcy protection
under federal law.

That news sent Big City stock spi-
raling southward for the sécond straight
session: By 2:30pm ET YFM shares
had dipped 44%, to 45 cents. By the
end of the day the stock had tumbled a
whopping 88%, to just 10 cents per
share. On Oct. 15 Big City’s stock sat
atapaliry 35 cents, after a brief rebound
to 50 cents aday before. The company’s
stock is off 68% year-to-date; its all-
time high was $13, in May 1998.
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Living Log
No more copying log out and
into the stucio. All schedule
changes are immediate.

Internet Voice Tracking

Use top talent from across
town or around the wo*ld

24 Hour Support

The average RCS support call is
answered by a real human being in |2 5
seconds.™ If you have a quastion, we've
got the answer no matter what time.
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based on more than 27,000 calls.

See the difference, hear the difference, get the best!

SRR N 2= Master Control is Selectorgsmart. Call, click or email now:
For live-assist, automation, satellite, - 914-428-4600
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sSound Software Internet and remote broadcastlng §
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Management - Markelting - Sales

Fads Vs. Trends: Making
The Future Work For You

1 What's a passing fad and what's a genuine trend?

By John Parikhal

he entertainment business is a seductive world where fads and trends collide. It’s a world
where today’s Britney Spears is tomorrow’s Paula Abdul and where the legendary Mickey
—— Mouse has lost it to a sponge on Nickelodeon. But our success often hinges on our ability to
ride trends for the long haul while jumping on and off fads as they occur. If we win, we win big.

It we miss, it hurts.

Disney is in chaos be- ——
cause it missed a trend
Nickelodeon is riding.
ABC is a mess because it |
bet too heavily on the Mil-
lionaire fad. Wall Street is
in well-deserved disgrace
because it peddled the fad
of looking for instant rich-
es but didn’t provide real
value.

If you wore a headband
in the "60s, slid into platform shoes
in the *70s, bought a time-share va-
cation in the "80s or day-traded in the
’90s, you're probably ready for the
nextnew fad. But if you’re still hold-
ing on to shares of HereTodayGone
Tomorrow.com, you're also aware of
how fast a fad can fade.

If You Saw It Coming,
It’s A Trend

You may be wondering where
fads and trends intersect. Knowing
the ditference between a fad and a
trend is more important than ever
now that consolidated companies
have to perform more eftectively and
look toward building longer-tcrm
brands with their properties.

That said, fads are important to
some formats. CHR/Pop and other
youth-based formats are expected to
deal with the exciting, flash-in-the-
pan fads. For many years record com-
panies could count on selling singles
when the latest fad hit the market-
place. If you're really good with fads
— if you can capitalize on them and
get them to market quickly — stick
with them. If you’re not, you'd be
better off focusing on trends.

Twelve years ago | wrote in a col-
umn for R&R, “The Hispanic pop-
ulation is growing so quickly that it
will attect media and marketing for
years to come.” | wasn’t particular-
ly smart to notice that; the trend was
predictable from demographics. You
could bet on it.

John Parikhal

= But over the past three
years many analysts and
media barons have sudden-
ly discovered Hispanic peo-
- | ple. and “Hispanic-ization”
| is the new fad. Now there’s
too much focus on what
Hispanic opportunities can
do for your business, out of
all proportion with reality.
Fourteen years ago |
wrote in R&R about the
aging population: “Census data
shows the population is aging and
the majority of Americans will soon
be middle-aged or older.” As people
getolder, they become slightly more
resistant to new ideas and new mu-
sic. That should mean that the grow-
ing older audience will show a
general tendency toward oldies mu-
sic, nostalgia and conservatism. This
is a trend.

*

Tech-savvy
youngsters will
demand convenience,
connection and
control from their
media.

T

And what have we seen recently?
Spanish-language stations are often
tops in their markets, and the top new
25-54 format in America is a “70s-
driven version of Oldies.

Since | wrote those columns, an-
other trend has exploded: a baby
boomlet that is putting pressure on
schools, property taxes and housing

while opening a monster youth mar-
ket the likes of which hasn’t been
seen since the '60s. This boomlet
means that today's most youth-driv-
en radio formats have a great future.
Of course, when they start doing
really well, Wall Street will call pro-
grammers geniuses for giving their
customers what they want.

Don’t Bully The Boomlet

This new baby boomlet will also
contain a nasty surprise for the bul-
lies who are still operating in the old
entertainment economy. Tech-savvy
youngsters will demand conve-
nience, connection and control from
their media. If they don’t get those
things, they will appropriate the en-
tertainment themselves and format it
the way they want it.

While entertainment-industry lob-
byists try to figure out how to restrict
what their customers can have and
do, others (like Apple Computer) are
trying to give customers what they
want. The bullies will have to figure
out how to do that if they want to ride
the new youth trend.

If the same amount of energy and
brainpower now aimed at denying
customers the convenience, connec-
tion and control they want from their
entertainment were applied to figur-
ing out how to give them those things
— and then figuring out how to
make money from it — everybody
would be better off.

Caught By The Buzz

When it’s so important, why don’t
we see trends as clearly as fads?
Why do we get caught up in the
short-term buzz of tads when the
long-term money is made by riding
trends?

The relationship between fads and
trends often isn’t obvious. Fads are
more exciting, more extreme and
more tangible than the trends they
represent. For example, *80s tormats

www americanradiohistorvy com

Crocodile Dundee
Extreme hairstyles
Shock radio
Marijuana

Crocodile Hunter
Tattoos

Reality TV
Herbal remedies

How To Tell A Fad From A Trend

¢ You can't miss a fad. You can miss a trend.

* You can't predict a fad. You can predict a trend
¢ Fads explode. Trends emerge.

* A fad is a blip on the surface of a trend.

Sensitive “he-men”

Increased self-expression
Upping the ante in entertainment
Holistic worldview

were a fad, but Oldies formats are
part of an ongoing trend. The Os-
hournes on MTV is a tad, but video
biographies are part of a trend.

*

Beware of pop
futurists! A really
good trendspotter
should make you

uncomfortable, not
comfortable.

T e —

How can we get better at spotting
trends and avoiding the pitfalls of
tads? First, beware of pop futurists!
A really good trendspotter should
make you uncomfortable, not com-
fortable. That’s why you should
watch out for a lot of the predictions
made by pop futurist Faith Popcorn.
Although she is brilliant at coining
new words, like cocooning, it’s risky
to bet on her trends. For example, the
word cocooning is used more than
ever as proof of a trend that Ameri-
cans are staying home more — but
itisn’t true!

Americans eat outside the home
more than ever. They spend more
time in cars and less time in their
homes. They spend more time at
their kids® soccer games and less
time in front of the stove. It’s true that
people are trying to make their
homes more comfortable. but that
doesn’t mean they spend all their

time there. They may want to co-
coon, but they aren’t doing it. Focus
your media energy on out-of-home
customers (who aren’t cocooning),
and you’ll see opportunities galore.
And read really smart futurists, like
Watts Wacker.

Second, if you suddenly get real-
ly excited about something new, it
could be a fad. Check yourself. If
“everybody” is suddenly excited, be
doubly careful. Remember day trad-
ing, the "80s format and “unlocking
shareholder value™?

Third, forget this alphabet-gener-
ation nonsense (Generation X, Gen-
eration Y and so on), and check out
demographic statistics once a year.
What you’ll see will amaze you. For
example, entertainment focuses a lot
on youth, but 20 million baby
boomers have already turned 50, and
another 20 million will turn 50 in the
next tive years. That's 40 million
people in a 10-year age cell!

The polarizing demands of a much
younger (and more ethnic) audience
and a much older (and whiter)
boomer audience will have program-
mers’ heads spinning, but these cir-
cumstances will provide a huge
opportunity for those who surf the
trends while enjoying the fads.

Just for fun, I have updated the
fads and trends list | presented in
R&R 14 years ago (see box, above).
Fads change. Trends endure.

John Parikhal, CEO of Joint
Communications, is a global
leader in media strategy and
implementation. His company
specializes in identifying, cap-
turing and keeping audiences.
He can be reached at 203-656~
4680 or parikhal @ aol.com.
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The Portable People Meter
Is Your Friend

he Portable People Meter will be the best thing ever for radio revenues and for driving up

X radio’s pathetically low rates.

When Arbitron begins
sending People Meter ratings
reports to agencies, the re-
ports will show média buy-
ers the same-time, same-day,
same-city ratings for broad-
cast TV, cable TV and radio.
That will be a very good mo-
ment for radio, because it
will show, for example, that
from 6-10am in New York,
CNN averages about 30,000
viewers, while WINS aver-
ages 1.5 million listeners.

The reports will prove that most
radio stations have more listeners in
their home markets than cable chan-
nels Fave viewers in the same mar-
kets. Obviously, these new ratings
reports will be a powerful tool for
solving radio’s bigg]est sales problem:
rates that are so low relative to audi-
ence size that advertisers think there’s
something wrong with radio.

Thirty Years Of Field Tests

There is nothing mysterious about
the People Meter or its panel-based
sampling method. All your diary-vs.-
meter questions have already been
answered in a study commissioned by
the Association of Independent Tele-
vision Stations in the mid-1980s. The
association put diaries and meters in
the same households in 14 cities for
one month. What did it discover?

In every city:

* Meters showed more homes using
television for more hours than the di-
aries.

* Maters showed higher viewership
among 18-24 men.

* Meters showed all independent
stations had 8%-30% more viewers.

» Meters showed an increase in car-
toon and kid-show viewership and a
decline in news viewing.

» Meters showed viewers watching
syndicated Cheers reruns on indepen-
dent stations, but they wrote in their
diaries that they watched the show on
the NBC aftihiate. (Of course, NBC
spent millions to brand Cheers as be-
longing to the network.)

Ask your friend in TV about what
happens when a market switches from
diaries to meters. The data is bounti-
ful. The results consistently show
more hours of viewing. Indies go up.
Kids® viewing goes up.

What About Those
Spooky Panels?

Programmers should never pro-
gram to the lie that they can “maxi-
mize cume” that is, get the
audience to listen longer. Diaries
can’t measure that, for one stupidly
obvious reason: Diaries are mailed
back each week. Yobir cume is in the
mail. A new sample each week de-

Walter Sabo

mands vigilant cume-build-
ing strategies.

The reason Arbitron has to
gather as large a diary sam-
ple as possible is that the di-
ary uses unaided recall. It
doesn’t measure listening. It
can’t. Never could. It mea-
sures what people remember
and are willing to admit to in
writing. What’s in your med-
icine cabinet? Are you will-
ing to admit it in writing, sign
your name and mail it in — for a
buck? Thought so.

The diary method assumes correct
recall of station names, universal own-
ership of atomic clocks and a willing-
ness to admit in writing to all listening.
More shockingly, it assumes everyone
can spell.

Strangely, most stations have mar-
keted to these lies. Their advertise-
ments tell people to listen, rather than
to do what we really want them to do,
which 15 “Remember to write it down
so you don’t forget.” (Yes, you can use
that line in your advertising.)

\

Predictions

People Meter panels will match the
measurement system used by Niel-
sen for TV and in its consumer pack-
aged-goods research. The meter is
understood and respected by the ad-
vertising community. Here’s what the
Portable People Meter will do:

* Moming drive numbers will go
down slightly. All your memory jog-
gers. on and off the air, point to morn-
ing drive. That’s all you’ve reminded
listeners. to think about when they fill
out their diaries. Nights and weekends
are memory orphans.

* Weekends and nights will go up.

* Male 18-24 cume will increase.

« Howard Stern, CHR, News and
Country will show higher cumes.

* [Lite ACs, Talk, Dance and Urban
will show increased time spent listening.

« lazz, NPR and Classical cume
will 1ank.

* I'he average number of stations
sampled will double in all cities. Dia-
ries show that people can remember
about th-ec stations a week. Three sta-
tions wi.l continue te hold the major-
ity of time spent listening, but three
or for more will start showing as hav-
ing beer sampled.

* Wornen 45-34 cume will decline
5%-10%.

By Walter Sabo

* Spotloads will go down. The evi-
dence will be overwhelming that too
many spots cause too much tune-out.
Lower spotloads will drive much
higher rates. (The result will be bet-
ter-quality clients, lower churn, better
sales personnel and improved collec-
tions.)

Bang For Your
Marketing Buck

The People Meter will give you an
immediate measure of the impact on
listening levels of external advertising
and on-air contesting. Prediction: Ex-
ternal advertising investment will in-
crease. Thank God. It will be no
problem to increase the now-impov-
erished marketing budget because
you'll be commanding much higher
ad rates.

Stations that have good product but
weak on-air ID and no advertising can
expect an increase in time spent lis-
tening. People who write down for-
mats they don’t listen to — like Jazz
— just to appear cool will decline.
Listening some people are hesitant to
admit to in writing — like Howard
Stern and relationship call-in shows
— will soar.

Stations with good product and
consistent external advertising will
increase share more than they would
have with diary methodology. That's
because the diary doesn’t measure lis-
tening, and most radio advertising
asks people to listen, rather than to
remember.

PPM Presents No Downside

Liabilities? Compared with unaided-
recall paper diaries, there are none. The
paper diary has a return rate of less than
40%. Half the diaries returned are
thrown away because people can’t
spell. Diaries cannot measure listening.
The raw data has never supported the
rigorous analysis you've wasted mon-
ey doing. (Your kitchen has three
clocks, all set to ditterent times. Which
do we use to determine if you listened
at 9:55 or 10:057) Arbitron’s own in-
tervention studies show that many di-
aryvkeepers fill out the diaries on the
first and last dav of the week.

Sure, it would be ideal if the meter
could easily measure headphone lis-
tening. But a measurement of 98% of
actual listening with a meter vs. a top-
of-mind guess on paper is better for
the business.

Waltar Sabo has led consulting firm Sabo Media since 1984. His team
includes a number of major media companies, including Millennium
Broadcasting and Standard Broadcasting, and all 100 channets of
Sirius Satellite Radio. Before starting his own company, Sabo was VP/
GM cf ABC Radio Networks and Exec. VP in charge of NBC-owned FM
stations. Reach him at 212-681-8181 or walter@sabomedia.com.
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- Novembher
Promotional Galendar

American Diabetes Month
Aviation History Month
Diabetic Eye Disease Month
Epilepsy Awareness Month
| Am So Thankful Month
International Drum Month
International Impotence Education Month
Lung Cancer Awareness Month
National Adoption Month
National AIDS Awareness Month
[ National Alzheimer’s Disease Month
National American Indian Heritage Month
| National Author’'s Month
National Family Caregivers Month
i National Healthy Skin Month
National Hospice Month
| National Marrow Awareness Month
Orphan Disease Month
National Peanut Butter Lovers Month
| Vegan Month

National Family Literacy Day
Vinegar Day

National Fig Week

World Communications Week

Write Your Epitaph Day
Sadie Hawkins Day
National Split Pea Soup Week
Kid’s Goal-Setting Waek
Etection Day
National Young Readers Day
National Men Make Dinner Day
Cook Something Bold and Pungent Day
National Ampie Time Day
National Parents as Teachers Day
Pursuit of Happiness Week
10-16  National Hug a Veteran Week
11 Veterans Day
12 Chicken Soup for the Soul Day
13 World Kindness Day
14 National American Teddy Bear Day
15 America Recycles Day
16 International Day for Tolerance
17 Homemade Bread Day
17-23  American Education Week
17-19  National Donor Sabbath
18-24 National Children’s Book Week
19 Have a Bad Day
19 National Community Education Day
19-25 National Family Caregivers Week
21 Great American Smokeout
24-30 National Family Week
24-30 National Game and Puzzle Week
24-Dec. 1 National Bible Week
27 What Do You Love About America Day
28 Thanksgiving Day
28-Dec. 1 MADD’s Tie One on for Safety
29 Black Friday
29 Electronic Greetings Day
30 Computer Security Day
30-Dec. 7 Hanukkah
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Management Marketing Sales

‘Gall Me After The First
0f The Year’

As we head toward the end of
the year, you'll be encounter-
ing this year-end objection:
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