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Low power, high anxiety

by Frank Saxe

Members of all 50 state broadcasting
associations knocked on doors and
met with their congressional repre-
sentatives last week. But the hot topic
was not what Congress or the Presi-
dent have been up to, but rather,
word the FCC is considering licens-
ing low-powered stations.

The proposed rule making would
allow one AM and FM one-watt sta-
tion in each market, and many broad-
casters view it as new competition.
“We already have 120 stations, we
don’'t need anymore,” says Jose Ribas
Dominicci, executive director, Radio
Broadcasters Assoc. of Puerto Rico.

Licensing microbroadcasters is
seen by many as a legalization of
pirate radio stations. The FCC shut
down 97 pirate radio stations in 1997,
although it is estimated there are
more than 200 still on the air.

“People just want to speak to their
community. We ought to figure out

what our options are,” says FCC Chair
Bill Kennard (D). But he adds, “I am
not ready to support it.”

Mass Media Bureau Chief Roy
Stewart says the Commission is hoping
to reverse some of consolidation’'s im-
pact, “so it's just not just the big people
that get to speak, it's the little people
that get to speak in America too.”

Distribution and policing must still
be worked out. One consideration is
lastyear's Balanced Budget Act which
dictates available broadcast spectrum
be auctioned.

While micros took center stage, the
battle cry for 1998 was public service,
and how much broadcasting gives
free of charge every year. “The best
defense is a good offense,” said NAB
President Eddie Fritts at NAB’s State

Leadership Conference. By pointing |

out what radio and TV stations al-
ready do for their communities, Fritts
thinks radio could stave off a call for
free time.

Revving up the revenues: 1998 picks up where 1997 left off

by Dave Seyler

Radio stations in RAB's 100 measured markets hauled in $407.8M in January, besting
1997’s total by more than $30M for the month, an 8% improvement. Local was up 7%,
while national ‘continued its run of double-digit increases with a gain of 12%.

Regionally, the trend of across-the-board increases continued, although there were
a couple of potholes in the results. The Southeast registered a mere 1% increase in local
revenue, and the Southwest bumped up its national total by a paltry 2%. Still, these
results are improvements on what was a record revenue year, and are more than offset

by more robust increases elsewhere.

RBR observation: RAB for the first time released monthly dollar figures for its
measured markets, rather than just the percentages, we feel in part due to persistent
begging and whining from your friends at RBRA.

Publishers of Radio Business Report, Mid-Week News Brief, the Source Guide, Manager's Business Report
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Pacing shows continued strength

Radio continuestokeep pace withlastyear’s
strong demand. While March is slightly be-
hind lastyear's pace, both Apriland May are
pacing ahead of last year. As of March 1,
April is 44.1% sold and May is 34.1% sold,
according to the latest RBA/Miller Kaplan
forward pacing report.

RBR observation: Keep in mind that
last year was a record year, particularly
national. As the RAB revenue figures indi-
cate (see related story, below), some re-
gions are showing only small 1-2% in-
creases, yet those increases are on top of
last year's stellar increases. —KB

RBR/Miller Kaplan
Market sell-out

| percentage report
1998 1997

71.2%
44.1%
34.1%

73.7%
39.4%
32.2%

April

Tribune deadline approaches

As the clock ticks toward the March
22 deadline when Tribune Co. (N:TRB)
isrequired to sell off either WDZL-TV
or the Ft. Lauderdale Sun-Sentinel, it
appears as though Tribune will win
some additional breathing room. RBR
sources say the FCC will give Tri
bune a temporary cross-ownership
waiver until the Commission fin-
ishes its biennial review of the regu-
lation. “We're still hopeful,” says Tri-
bune VP Shaun Sheehan. Tribune
bought the station in 1996 as part of
the $1.13B Renaissance Communi
cations group deal. —FS

Subscription Cost $220.00

and the Information Services Group database. Material may not be reproduced without permission.
EDITORIAL/ADVERTISING OFFICES: 6208-B Old Franconia Road, Alexandria, VA 22310 (or) P.O. Box 782, Springfleld, VA 22150
Main Phone: 703/719-9500 « Editorial /Sales Fax: 703-719-7910 « Subscription Phone: 703-719-7721 + Subscription Fax: 703-719-7725¢
Advertising sales information: Ken Lee 703-719-9500+ Fax 703-719-9509
Email the Publisher: JCRBR@aol.com ¢ Email Editor: Kbachman@aol.com* Email Editorial: radiobiz@aol.com ¢ Email Sales: KenLeeRBR@aol.com

3/9/98 RBR




More Hill heat for FCC

by Frank Saxe

More battle lines are being drawn
between Congress and the new FCC.
This time it is Rep. John Dingell (D-
MI) giving the verbal spanking to new
Chair Bill Kennard (D).

“In terms of substance, the current
Chairman may be a few affiliates short
of a network,” cracked Dingell at last
week's NAB State Leadership Confer-
ence. He thinks the Commission has
squandered an opportunity to clean
up a mess left by former Chair Reed
Hundt. “The Commission has chosen
to not only perpetuate, but actually
increase bureaucracy in virtually ev-
ery area the Congress had intended
to eliminate it.”

Dingell, a member of the House
Commerce Committee, points to
Kennard’s backing of free or reduced-
price air time for candidates as an
example. “It appears that, like his
predecessor, Chairman Kennard has
an extremely expansive view of the
FCC’s power, so long as it comports
with his view of the public interest.”

Clinton craves radio & TV time

by Frank Saxe

The McCain-Feingold Bill may be
dead, but that is not stopping Presi-
dent Clinton from trying an end run
around Congress to get radio and TV
stations to give free or reduced price
air time to candidates.

“I applaud your previous decision
to take the next steps toward provid-
ing such free and reduced rate time,”
Clinton wrote to FCC Chair Bill
Kennard (D) Feb. 27, just one day
after the McCain-Feingold bill died.
Kennard is proposing the FCC look
at using the public interest standard
to pass such requirements onto
broadcasters.

Kennard defended his support dur-
ing an NAB speech last week. “Con-
gress and the courts have made it clear
the FCC has the authority,” said
Kennard, who has heard from more
than 80 congressmen backing free time.

“Try to ignore those letters because
they have a conflict of interest,” re-
sponds Stan Statham, executive di-
rector, California Broadcasters Asso-
ciation.

4

AMFM tops the charts with Casey Kasem

by Katy Bachman and Carl Marcucci

Casey Kasem's exit from Westwood One (O:WONE) to Chancellor's (O:AMFM) AMFM
Radio Nets proves that consolidation is rewriting the rules of syndication. Ready-made
distribution of stations can attract major talent, such as Kasem, who had been with
Westwood since founder Norm Pattiz lured him away from ABC in 1988.

“Anybody who knows about radio, knows about Chancelior. It's appealing to be with an
organization like that,” said Kasem about why he jumped to AMFM. “Chancellor has a
plethora of stations in the top 20 markets and that's really exciting. With that, you're on your
way to being number one already.

By signing with AMFM, Kasem instantly adds affiliates inthe top
20 markets including WBIX-FM New York, KBIG-FM Los Angeles
and KIOI-FM San Francisco. No doubt more Chancellor stations
are in line, not to mention Capstar.

This is the first syndicated programming AMFM has announced
since it signed on as a network Jan. 5 (RBR 1/12, p. 3-4) “This is
a great first show. It makes the statement we want to make,” said
David Kantor, SVP, Chancellor, AMFM Radio Networks. “We
plan to be the major player in personality-driven radio.” Kasem's
three long form programs and three short form features will all be
going to AMFM in the seven-year contract.

Kasem is expected to debut with more than 300 stations the weekend of March 28-29. His
M-F (5 min.) strip, “America’s Top Hits,” is expected to debut the following week. AMFM will
be reviving Kasem's brand name, “American Top 40." The name was once heid by ABC, and
has returned to Kasem following two years of inactivity. In additionto AT40for CHR (4 hours),
“The American Top 20” (3 hours) continues with AC and Hot AC versions.

Some Chancellor stations already carried Kasem through WW1. AMFM is offering
existing affiliates the chance to sign with AMFM “if they move quickly,” said Kantor. "We
want the very best affiliates in every market for Casey. If he has a good affiliate that's not
Chancellor, and that affiliate wants to sign up, we're going to take that station.

RBR observation: When AMFM can instantly add Chancellor affiliates in three top 20
markets, it doesn’t say a lot for Westwood One's distribution of this longstanding American

" icon of a show. With over 150 products it's hard to effectively market them all

This is the second blow to WW1 in days. Greg Batusic, president, announced his
resignation at the end of February

The two K's: Kanto & Kasem

Lawsuit throws cold water on AMFM
by Carl Marcucci

Practically stealing AMFM's thunder, Westwood One (O:WONE), the day after Chancellor's
AMFM Radio Networks announced it had signed countdown king Casey Kasem, filed
suit against Chancellor Media (O:AMFM), Kasem, and former WW1 attorney-turned
Kasem consultant Eric Weiss.

WW1 claims Kasem bolted before his $18M seven-year contract with WW1 was up Jan
1, 2000. Chancellor and Weiss are being sued for breach of fiduciary duty, tortious
interference with contract and unfair competition. WW1 seeks $10M and a permanent
injunction against the show airing with AMFM until the contract lapses.

Kasem and Weiss say not so, citing a clause in Kasem's WW1 contract that said Kasem
may exercise his right to terminate his contract if the network’s performance [read
revenues] fell below an agreed-upon benchmark.

“This lawsuit is ridiculous. His rights were crystal clear and he acted well within them,’
said Weiss. “The entire case, including the charges against me, reflect nothing more than
Westwood One’s desperation over losing their most popular radio personality on account
of their own failings and shortcomings.”

Kasem has retained Daniel Petrocelli and Robert Welsh of law firm Mitchell
Silberberg & Knupp. You may remember Petrocelli as the attorney who represented the
Goldmans in the civil suit against 0.J. Simpson.

RBR observation: R5R sources say the suit is unlikely to disrupt AMFM'’s schedule
to put Kasem on the air. AMFM is proceeding with cutting liners and jingles, and the
production staff is in place. However, with litigation in the picture, some affiliates may be
reluctant to sign with AMFM until the Superior Court of LA County rules.
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News Analysis

Should you worry about PUR trends?

by Katy Bachman

PURs (Persons Using Radio) are de-
creasing and that has some worried
radio may be heading down the same
path as network TV.

The first sign that PURs were on a
downward turn was in 1996. At that
time, a Katz Radio study found that
in Spring 1996, PURs were down only
4% in 12 years (RBR9/9/96, p. 13).

That slight loss has grown, setting
off alarm bells in some broadcast
circles. According to Duncan’s Ameri-
can Radio, PURs have dropped eight
years out of nine—a 9% loss. (See
graph, below). According to
Duncan’s, the trend seems to be
continuing, dropping 1.3% in Fall 97
from Fall 96.

Are listeners leaving the medium
in droves? Not really. It all depends
on how you look at it and where you
start the trend line. Start it at 1981
and PURs are up.

Keep it in perspective

Over time, one could make the argu-
ment that PURs have remained rela-
tively steady. “Declining 8% over 10
years is not a lot, considering that
most has occurred in age cells that
radio stations no longer target,” said
Gerry Boehme, SVP; Katz Media.
Katz's analysis shows total US PURs
at 16.3 in Fall 97, down from 16.5 in
Fall 84.

Yet radio—a mature medium—has
lost less of its audience than TV or
newspapers. And unlike other me-
dia, radio has already suffered its
fragmentation growing pains.

“Radio is a more sophisticated busi-
ness, focusing on programming and
marketing to its P1s,” said Boehme.

- We've Got Whatl 0]

As groups develop station synergies
within a market, stations are target
ing well-defined audiences. “Stations
could be delivering audiences better
than ever,” said Boehme.

But the pressures of consolidation
financing have also pointed stations
towards the 25-54 money demo, the
overwhelming choice of advertisers
and agencies. “Radio has essentially
decided that it will be a ‘mid-range
demo’ medium,” said J.T. Anderton,
VP/Managing Director, Duncan'’s
American Radio. Stations are less
interested in teens and 65+, PUR
demos that are down.

Good news for prime demos
Other demos, such as Men, are up.
Women demos are holding steady.
And they're listening longer. Katz found
that from Fall 84 to Fall 97, M25-34
TSLincreased from 23.3to 24.1; M35-
44 jumped from 21.6 to 23.8; and
M45-54 improved 20.6 to 22.9.
Instead of frequency hopping, lis-
teners are more loyal to their favorite
stations. What radio might be miss-

ing, suggests Boehme, is incidental
listening. That may not be necessar
ily bad for advertisers looking for
more efficient schedules.

Listening in certain locations is
also up. With more Women in the
workplace than ever before, at-work
listening has increased by 4% from
1988-1996, according to Arbitron.

Methodology matters

Methodology also effects the PUR
trend line. Arbitron has said that as it
improves the measurement tool, PURs
go up, as they did when Arbitron
introduced in-car and Working
Women in 1982 and added the at-
work location box in 1988. Another
upturn is expected when Arbitron
adds theat-work zip code box in 1999
(See related story, p. 7).

One change in methodology actu-
ally depressed PURs. Arbitron Radio
GM Pierre Bouvard warned broad-
casters that PURs would take as much
as a one point hit with the Qualitative
Diary, added Fall 1995.

“Right now were in a transition
phase; groups are still putting
superduopolies together,” says
Boehme. That, coupled with some
upcoming methodology changes, and
PURs could very well be ready to
reverse the trend.

Are PURSs rising or declining?
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u're Listening For!

JONES RADIO NETWORK
24 Hour Programming ¢ Syndicated Programs ¢ Specials

Call Michael Henderson Director of Affiliate Sales 303-784-8700
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Radio brings home
at-work listeners

“At work listening—I live and die by it
everyday,” says one GM expressing
just how important it is for radio
stations to nab ears between 9A and
5P. From faxes to computer software
applications, stations are hoping to
entice listeners to tune them in while
at work.

Ever since Arbitron added the at-
work check box to its diary in 1988,
at-work listening has been part of
station marketing. Now, Arbitron is
preparing to add an at-work ZIP code
box to its diaries, to better track
listening habits. (see diary page, be-
low) A study last Summer found 90%
of people knew their office’s ZIP code.
Arbitron General Manager Pierre
Bouvard says they also determined
that whenever they asked for a
diarykeeper’'s at-work ZIP, daytime
listening PURs went up. “It prompted
people to remember they listen at
work,” says Bouvard. The question is
expected to become part of the diary
in early 1999.

“Where is your best growth oppor-
tunity? To work the cume you already
have, and through marketing to try to
get them to listen longer,” says Reg
Johns, president, Fairwest Direct.
He believes Arbitron’s “Radio Goes to
Work” study, released last October,
has let out the secret of how impor-
tant the 9-to-5 daypart is—which will

We asked some of the big players
in the at-work marketing field to de-
scribe some of their more popular at-
work marketing programs.

Take radio to work & win
Impact Target Marketing has had to
change with the times, says its Presi-
dent, Eric Corwin. Its initial focus
was at-work telemarketing with di-
rect mail following up those calls.
“With all the competition for those
AQH in the workplace, it's more criti-
cal that you do more than
telemarketing,” says Corwin, adding
Impact sends mailings to listeners at
work and at home, since home is
where the diary is.

But Impact’s latest and most suc-
cessful push has been for its “Take
radio to work and win” campaign
which does not focus on recruiting
new listeners, but on taking cume
and driving TSL. (See picture, p. 10)
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by Frank Saxe

Here is how it works. A station
promotes an 800 number to get game
pieces by fax-on-demand. Then the
station calls out the winning numbers
four or five times during the day at pre-
announced times. “We get listeners to
recruit co-workers,” says Corwin.
“What occurs with this kind of cam-
paign is you have people in the work-
place helping each other out, and we
end up penetrating that office.”

Chancellor's WASH-FM Washing-

| ton, DC has been running the pro-

motion for more than two years dur-
ing Fall and Spring books, and has
more than 110,000 people playing
in the DC metro. Has the contest

' helped? GM Mark O’Brien says

WASH-FM had a 2.5 share before
they used it, and now they average a
5.5 share. As an AC station, O'Brien
says at-work listening is key. “The
best way for me to drive ratings is to
dominate the people at work, that's
what we do at an AC station, so I
concentrate most of my efforts at the
9-to-5 period.”

Continued on page 8

Quick questions

What is your age?
[

years

Are you male
or female? mark @ one

D Male Female

Are you employed,

a8 cither full ime or
part ﬁme? Mark (1) one.
T |

s | —I No

I If yes: Ilow_man; hours p; -
week are you usually employed?

Arbitron is adding

lead to more stations fighting for in-

Mark (x) one. I
office ears.(see sidebar, p. 10) '

lLess 350r

Where do you live? the at work ZIP code

Cit than 35 more i \ari
There are nearly a dozen market- C;Z“[y 1 [ | LIS d|a”?S oy
ing and research companies helping & ke ‘ | . ' , | early 1999, which
stations reach at-work listeners. Still, "Zip . m&t s S'V’Sri‘.f code at your usual | could lead to a jump

in reported at work

| listening.

dio stations have yet to go after the — —

at-work listener. 95% of those YOur OpiniOn Count&

reinterviewed said they had not been
called at work to participate inaradio | Use this space to make any comments you like about specific stations,
announcers or programs.

contest, 92% had not received a radio
station fax at work, 88% had not
received mail. In fact, 91% had not
been contacted by a radio station
regarding at-work listening.

the Arbitron study indicates few ra- ’ | ‘

© Arbirton, 1998
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Continued from page 7

The DMR mix

“Since Arbitron’s At-Work study came
out, there has been an increased
interest in at-work marketing,” says
Jay Williams, Jr., CEQ, Direct Mar-

keting Results (DMR), whose com-
pany averages 65-75 stations during
any given rating period. “People’s
perception of at-work listening is in-
variably in an office environment.
People think offices are 30, 40 or 50
people. The reality is that the basic
at-work office location is a retail store,
a service station, a fast food restau-
rant—where people are racking up
huge TSL at work,” says Williams.
“We've gone through a total revolu-
tion of where people work. We still
have that mentality of tall office build

ings, but the average office has fewer
than seven people in it.” Williams
says research has shown which of-
fices lean toward which formats. For
example, Oldies formats do better in
blue-collar work environments.

Williams thinks direct mail pieces
can be an effective tool for increasing
at-work listening. “Mail is personal by
definition, so it has advantages over
faxes,” says Williams. He says mailings
give color and graphics plus the ability
to insert anything inside the envelope,
like a bounce back card, a magnet or a
CD. “Mail is perceived, not as an inva-
sion, but as an event.”

DMR also has a fax program, but
Williams concedes its effectiveness is
less than telemarketing and mailers.
“Faxes work to maintain a relation-
ship with an established listener, as
long as that subsequent fax contains
new information. So if you're going to
send faxes, you better have something

(o

Fairwest Direct's Rewards program turns listeners workplace computer into a
“virtual TV spot” and also can be sold to advertisers for non-traditional revenue.

new to say,” says Williams. There are
drawbacks to faxes. They can be seen
as work by some, and can even create
stress instead of being welcome. DMR
has conducted studies and found some
people react very negatively to receiv-
ing a radio station fax.

The Rewards program

Whatis Fairwest’s trump card? Tech-
nology. After spending 20 months
designing and writing software, the
company has recently launched its
screen saver with a brain called “The
Listen-At-Work Rewards Program.”

The Arbitron study’s key findings

Arbitron’s “Radio Goes to Work” study,
released last October (RBR 9/29/97,
p.6), shows at work listening rose 4%
from 1988 to 1996, with at-work listen-
ing the place where people hear the
most radio, even above in-car listen-
ing. Since Fall 1988, at-work listening
has grown from comprising 25% of quar-
ter-hour listening to 29% in Fall 1996.
And 65% of respondents saidthey listen
to the radio at their primary job.

In reinterviews with 1,123 Spring
1997 diary keepers Arbitron found just

42% of the labor force works in an
office, although most workers are in
white-collar jobs. It also finds “9to 5” is
fiction, only four percent of workers
start and stop at these times.

As for radio in the workplace—65%
listen while at work, 63% deciding for
themselves what station to listen to and
61% leave the radio tuned to one sta-
tion, with only five percent frequently
changing the station.

Despite the perception AC is king of
at-work formats, that does not always

Basically, it is a screen saver that
flashes a station’s logo, a limited
amount of advertising partners, and
contests designed to increase in-of-
fice listening (see pic, above). “After
millions of calls over the last six years,
we've seen the inefficiencies of work-
place telemarketing. Even thoughit’s
the best thing as far as penetration,

Continued on page 10

©1997 The Arbitron Company

GOES @WORK

hold true. The study shows more than
70% of people pick a station because
of the kind of music played, but Clas-
sic Rock, AOR and Oldies also score
well with at-work listening. Religious,
News/Talk and Urban stations fare
the poorest.
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Want to Reach Peoy le

The Arbitron At-Work study* confirms the power of radio At-Work.

The At-Work audience is not only big, it's growing. And generating
At-Work listening is a "major opportunity for all formats," not just soft AC's. Perhaps that's because most

people choose for themselves what station to listen to At-Work.

Since 1987, DMR has been helping stations get to work. We find listeners At-Work no matter where
they work. A retail store, a fast food restaurant, a small office or a large corporation. We call them, we mail

them, we fax them. We even develop listener cards, pre-paid phone cards and other programs to reward their

listening and keep them loyal.

Businesses make a living by answering the phone, but unbelievably only 5% of people At-Work have ever
been called by a radio station!

Get to work. Make your first call today.

L2

DIRECT MARKETING RESULTS

Telemarketing, Direct Mail, Listener Cards, Database Management, Pre-paid Phone Cards, Card Machines.

Cincinnati, Ohio 513/665-3100 Fax 513/665-3120 * Wayland, Massachusetts 508/653-7200 Fax 508/653-4088

*Spring 1997 Arbitron At-Work Reinterview Study




Continued from page 8

you never get more than five percent
of the workplace,” says Reg Johns,
CEO, Fairwest Direct.

“There are more computers at the
workplace than receptionists and fax
machines, plus it's ongoing. It is a
one year program thatis already built-
out,” says Johns. Fairwest research
has found that only one-in-three
telemarketing calls are accepted,
while fax machines are quickly be-
coming junk mail sources, as compa-
nies such as AT&T and Minolta have
begun sending sales pitches via fax.

The Rewards program is distrib-
uted at computer store displays, by
mail or via a station’s Internet site.
Once it has been installed, it encour-
ages listening at certain times to get
points, which are saved in a cyber-
bank account, and can be traded in

for prizes—such as free movie tickets
at a participating theater. During key
ratings periods, prizes can be stepped
up. “We want to reward these people
for listening and for their participa-
tion in sales and station events,” says

- Johns. He believes the biggest feature

is copy-of-copy, where listeners are
encouraged to make copies for co-
workers and get more Rewards points.
“It finds your super P1l's and moti-
vates them to become sales people for
the station in their office.”

Another key ingredient is the abil-
ity to sell sponsorships to help defray
the program’s seemingly high price
tag. American Express has paid S1M
to be a co-sponsor in the top ten
markets, and has expressed interest
in expanding into the top 50.

WRMF-FM West Palm Beach has
been the test station for the Rewards

97./
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$10,000 IN CASH!

WASH-FM's "Take Soft Rock to Work and Win" Contest is back! Because you're a WASH-FM loyal
listener, you're receiving this game piece before we make this contest available to the general public.

Dear Maggie:

The winning number on this page is worth atleast $1,000 and as much as $10,000 in cash!
Bill & Kim in the morning will start calling out numbers on the radio March 9!

DON'T THROW AWAY YOUR CHANCE TO WIN $10,000!

Here's what to do:

1. REGISTER THIS GAME PIECE NOW. Follow the directions below. If you still have a game piece from the last
time we played, please discard #. This new game piece is good for the entire contest period from March ‘98 fo May '98.

2. LISTEN TO WASH at 97.1 FM. Starting March 9™ WASH -FM will announce winning numbers on the radio. If we
announce your winning number, call us back within 30 minutes at (202) 432-0097 and claim your cash!

3. DON'T MISS YOUR NUMBER. Listen to the WASH-FM Moming Show each weekday at aroug; lﬂ‘-‘—‘f

j-haqu what times to lisien each day to hear winning numbers annou—-'-nm's.&j—elnskt_o T
L b W

W( radios SO_juies

.

WASH-FM enrolled more than 110,000 people in its at work fax-based contest.
GM Mark O'Brien says it helped them grow from a 2.5 share to a 5.5 share.

program. Chris Gould, AE/New Busi-
ness Development, says American
Express’ sponsorship has also been
tied into cash giveaways. “Anytime we
give away a cash prize tied to the
Rewards program, it's an Amex gift
check.” A permanent place on a
listener’'s computer screen is also a
value-added selling tool to an adver-
tiser or created inventory, says Gould.

At work doesn’t

| Focusing on at work listening may be
- a waste of time, says Mark Heiden,

work: One view

president, Eagle Marketing. “We’re not
huge believers because it’s difficult to
penetrate the marketplace and find
theright people totalkto,” says Heiden,
adding, “We would rather find the right
people in their homes, those people
with diaries, and convince themto take
us to work.”

Heiden points out that Arbitron’s
study found 27% of listening comes at
work, s0 73% of station listening comes
from somewhere else, suchasathome
or in the car. In fact, at-work has the
lowest listening AQH by location. The
Arbitron recall study also found that
only 5% of diarykeepers were con-
tacted at work, or remember being
called—a pitiful number says Heiden,
considering the millions of dollars that
have been spent on at-work
telemarketing.

The larger the metro area, the more
likely at-work marketing is ineffective
says Heiden, because many people
travel from outside the DMA and won’t
even get a diary. “You could end up
spending a lot of money marketing to
people that never return diaries to
Arbitron, and with the shrinking bottom
line you need to be sure you're being
as effective as you can and hitting the
right people,” says Heiden.

M PP A CCT ratings and revenue

AR 5 ET listeners with proven tools of the industry

/
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AR K ETI1 N 5 tolisteners with proven ratings methodology

Impact Target Marketing
Telemarketing ¢ Impact Videomail*™® e 800/900 Phone Technology 1-800-3IMPACT
Direct Mail ¢ Get-On-The-Phones" e Celebrity Call™ e Fax -based Campaigns (346-7228)
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e’re not nuts!

We offer the same great
products, service and support
to customers of all sizes.

Prophet Systems has enjoyed phenomenal growth in
recent years. We hear the competition may be hinting
that we don’t offer the same great service to small and
midsize organizations that is enjoyed by our large super
groups. It’s simply not true. Could it be they are jealous
of our great product line, tech support and WAN?

Radio is our life. Your business is important.

Give us a call. You won’t regret it. ® ] "

Sales: (800 6584403 | m,"f‘

Prophet S I Support: (308) 284-8450 fk
bl Sales & Support Fax: (308) 284-4181 -.c____ .3_“

AudioWizard™ for Windows -

E-mail: sales@prophetsys com
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Cumulus expanding on the plains and coastal Maine

Cumulus Media is continuing to
gobble up superduopolies and create
new ones. In the latest deals, Cumu-
lus is adding 25 stations and six new
markets in Minnesota and lowa from
Jim Ingstad’s group (and likely an-
other four stations) and expanding
it's Augusta-Waterville, ME holdings
with Tryon-Seacoast Communica-
tions’ four stations.

In the Ingstad deal, Cumulus is
picking up stations outside Arbitron-
rated markets. Four are in Roches-
ter, MN, which recently ceased being
an Arbitron market. The chart, at
right, shows how the other 21 sta-
tions match up as a superduopoly,
two double duopolies and two FM
duopolies.

Cumulus already owns one Au
gusta-Waterville station, WTOS-FM, and
one of its two Bangor stations, WQCB-
FM, also puts a signal into the market.
Now the fast-growing group has snared
Tryon-Seacoast's WFAU-AM, WABK-
FM, WKCG-FM, WIGY-FM & WCME-
FM for $3.75M. Tryon-Seacoast's
superduopolywas created by the merger
of Jeff Fisher’'s Kennebec-Tryon Com-
munications and William Devine’s
Seacoast Broadcasting.

For anyone who's somehow missed
our repeated listings of Cumulus’
principals: Cumulus Media is headed
by Richard Weening and Lew Dickey
Jr.; its operating unit, Cumulus
Broadcasting, is headed by William
Bungeroth and Richard Bonick Jr.

A
: Star
\/Media

Group, Inc.

Capstar Broadcasting Corporation

has agreed to transfer the following stations

to

Chancellor Media Corporation

KODA-FM, KQUE-AM and KKRW-FM Houston
KTXQ-FM and KBFB-FM Dallas
KPLN-FM and KYXY-FM San Diego
WDVE-FM, WXDX-FM, WJ]JJ-FM and WVTY-FM Pittsburgh

Approximate Value
$637,500,000

“Radio’s Full Service
Financial Specialists”

>
/A
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\\! 5080 Spectrum Drive, Suite 609 East ® Dallas, TX 75248  (972) 458-9300

by Jack Messmer

The Ingstad deal was brokered by
Elliot Evers and George Otwell of
Media Venture Partners and the
Tryon-Seacoast sale by George
Silverman of George Silverman &
Associates.

RBR observation: Look for

Ingstad’s Bismarck, ND stations to
also go to Cumulus soon, taking the
total price tag to around $50M. We
hear it's an 11-times multiple.

Rochester, MN
KWEB-AM
KRCH-FM

KMFX-AM & FM

New Ulm, MN
KNUJ-AM & FM
KNSG-FM

Mankato, MN
KYSM-AM & FM
KXLP-FM

Faribault, MN
KDHL-AM
KNFX-AM
KQCL-FM
KQPR-FM

Owatonna & Waseca, MN
KRFO-AM & FM
KOWO-AM
KRUE-FM

Mason City, |IA
KGLO-AM
KCHA-AM & FM
KIAI-FM
KLKK-FM
KCZE-FM
KCZY-FM
3/9/98 RBR



Business Report

Gray cashes out Busse

Gray Communications Systems (N:GCS)
has a$112M deal to acquire all of the stock
of Lawrence Busse's Busse Broadcast-
ing Corp. Busse owns KOLN-TV (Ch. 10,
CBS) Lincoln, NE, its satellite station KGIN-
TV (Ch. 11, CBS) Grand lIsland, NE and
WEAU-TV (Ch. 13, NBC) La Crosse-Eau
Claire, WI. Once the deal closes, Albany,
GA-based Gray will own 11 TV stations.

Paxson on CP binge

Paxson Communications (A:PAX) is not
only working to build a new nationwide TV
network, Pax Net, for launch this August,
it's also going to be building some new TV
stations. Paxson announced that it has
deals to buy construction permits for new
stations in Albuquerque, NM; Syracuse,

NY; Davenport, IA; Spokane, WA; Des
Moines, IA; Mobile, AL and Shreveport, LA.

The Syracuse deal was brokered by
Larry Patrick of Patrick Communica-
tions. Seller Herbert Washington's Syra-
cuse Minority TV Inc. will be paid $5.75Min
a two-step buyout.

Meanwhile, Paxsonalso acquired WFHL-
TV (Ch. 23) Champaign-Decatur, IL, a sta-
tion which is already on the air, for $9.25M
from alocal Religious programmer, Decatur
Foursquare Broadcasting Inc. Broker:
Randy George, Sterling Associates

According to Paxson, Pax Net is now set
to launch with 74 O&Os and affiliates cov-
ering more than 72% of US TV households.

Spartan adds Mobile

The Brown Family's Spartan Communi-
cations is adding its sixth TV station (plus
four full-power satellites) with an $84M deal
to buy WKRG-TV (Ch. 5, CBS) Mobile, AL.

Pulitzer stations on the block

Pulitzer Publishing Company’s (N:PTZ)
stock price soared (see page 14) after
the company announced that it had
hired Huntleigh Securities Corp. and
Goldman, Sachs & Co. to shop its
radio and TV stations. Pulitzer re-
cently reported (RBR2/16, p. 13) that
its broadcast division had cash flow of
$105.6M in 1997 on revenues of
$227M. A multiple of 15 would put the
potential sale price a bit over $1.5B.
The company’s only standalone ra-
dio operation is KTAR-AM, KMVP-AM
& KKLT-FM Phoenix. It recently added
All News AMs to its TV stations in
Louisvilleand Winston-Salem and owns
standalone TVs in seven other cities.

Unica adds Bay signal

Joaquin Blaya’'s Radio Unica is gain-
ing another O&O for its Spanish News/
Talk network with a deal to buy KIQI-

RBR’s Deal Digest

AM San Francisco. The 10kw station
has been programming to Bay area
Hispanics for years and is being sold
by Oro Spanish Broadcasting Inc.

Marathon into Idaho

Chris Devine's and Bruce Buzil's Mara-
thon Media is acquiring Kent
Frandsen's double duopoly in the
Pocatello-Idaho Falls market. Marathon
will pay $4.5M for the stock of Western
Communications, licensee of KECN-
AM, KICN-AM, KLCE-FM & KCVI-FM.
Long-time GM Jim Burgoyne will have
an equity stake in the new owner and
stay on to run the operation. Broker:
Greg Merrill, Media Services Group

BU buys into Providence

Boston University is expanding its New
England radio empire witha$1.975M
deal to buy WRCP-AM Providence,
RI. BU already owns WBUR-FM Bos-
ton and WBUR-AM on Cape Cod.

Mike Craven’s and Jim Thompson's Hibernia group is buying WRDM-AM Hartford |

for $1.6M as another Radio Disney affiliate. Broker: Biernacki Brokerage...James
Haber's JC Acquisition LLC is acquiring WABZ-FM Charlotte-Albemarle, NC in a
$1.275M stock deal with William and Linda Norman. Broker: Doyle Hadden,
Hadden & Associates; Larry Patrick, Patrick Communications...But that's not all!
Haber is then selling WABZ to Susquehanna Radio for $1.65M, cash for assets. Broker:
Larry Patrick, Patrick Communications... Scott Parker’s Alpine Broadcasting is
duoping in Sun Valley-Ketchum, ID by purchasing KSKI-FM for $300,000. Broker: Greg
Merrill, Media Services Group... Vermont Broadcast Associates is buying Northeast
Kingdom Broadcasting's WSTJ-AM & WNKV-FM St. Johnsbury, VT for $630,000.
Broker: Kevin Cox, Media Services Group... Alliance Broadcasting (O:RADO) is
buying WOTS-AM Kissimmee, FL for $450,000... Journal Broadcast Group is adding
Desert West Air Ranchers’ KLQB-FM as its fourth Tucson signal. Broker: Kalil & Co.

3/9/98 RBR
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SOLD!

WWDC-AM/EM, Washington,
DC, from Capitol Broadcasting
Company to Chancellor
Media Corp., Scott
Ginsburg, President
and CEQ for a total consid-
eration of $72,000,000.

Charles E. Giddens

represented the buyer.

RANDALL E. JEFFERY
RANDALL E. JEFFERY, JR.
407-295-2572

ELLIOT B. EVERS
415-391-4877

GEORGE I. OTWELL
513-769-4477

BRIAN E. COBB
CHARLES E. GIDDENS
703-827-2727

RADIO and TELEVISION
BROKERAGE * APPRAISALS

'V
1

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO « CINCINNATI
SAN FRANCISCO

Subject to F.C.C. approval
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Y&R files IPO for $350M

Young & Rubicam Inc., the world's fifth largest advertising
and marketing company, has filed to sell $S350M of stock
to the public. The shares will be traded on the New York
Stock Exchange with the symbol “YNR.”

In addition to its full-service ad agency, Y&R, the com
pany owns Wunderman Cato Johnson, a direct marketing
and sales promotion firm; Burson-Marsteller, specializing
in public relations and “perception management”; Landor
Associates, branding consultation and design; and Sudler
& Hennessey, a healthcare communications firm.

Employee-owned for its first 73 years, Y&R recapital-
ized in 1996, with Hellman & Friedman Capital Partners
and senior Y&R managers investing $242M in new capi-
tal. They also took on a $700M credit facility, of which
$330.6M in debt was outstanding at the end of 1997.
Hellman & Friedman will sell an unspecified portion of its
stake as part of the IPO.

Y&Rhad $1.38B in revenueslast year, up 13% from '96.
Cash flow (EBITDA), however, slipped 5.4% to $139.4M.
The company doesn’t currently pay a dividend on its
stock, but says it plans to begin paying regular quarterly
dividends in the final quarter of this year. Lead underwrit-
ers: Donaldson, Lufkin & Jenrette; Bear, Stearns & Co.

Big City raising big bucks

Stuart Subotnick’s and Mike Kakoyianis’ Big City Radio
(A:YFM) is going back to Wall Street to sell seven-year
senior discount notes. The amount of the offering hasn't
yet been disclosed and the notes won't ever be registered
for public trading. Proceeds from the sale will be used to
pay down debt and fund future acquisitions.

Veronis, Suhler now a trio

Some investment firms have more “partners” than anyone
could keep track of, but not Veronis, Suhler & Associates.
Since the firm was founded in 1981 the only partners have
been John Suhler and John Veronis.

To that list they have now added a third name: Jeffrey
Stevenson. He's managed the firm’s investment funds,
VS&A Communications Partners, since 1989.

Chancellor by the numbers

With stations being bought, sold and swapped so fre-
quently, it's hard to keep up to date on the financial
picture for major radio groups. An update on Chancellor
Media (O:AMFM) appeared in its recent filing to sell 16M
additional shares (RBR 3/2, p. 12).

On a pro forma basis, including all announced transac-
tions through the $72M WWDC-AM & FM DC acquisition
(RBR 2/23, p. 12) and $637.5M SFX reshuffling (RBR 3/
2, p. 12), Chancellor said it would have had net revenues
of $724.4M for the first three quarters of 1997, with
broadcast cash flow of $303.5M. Full year figures includ-
ing the pending acquisitions aren't yet available, although
Chancellor has already reported 1997 results for its
existing station line-up (RBR 2/23, p. 13).
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March 4—RBR Stock Index 1998

2/25 3/4  Net Pct 3/4

Company Mkt:Symbol  Close Close Chg Chg Vol (00)
Ackerley N:AK 20.062 19.812 -0.250 -1.25% 177
Alliance Beg 0:RADO 0500 0531 0.031 6.20% 260
Am. Radio Sys.  N:AFM 59.125 59.000 -0.125 -0.21% 817
AMSC 0:SKYC 8375 7.750 -0.625 -7.46% 78
Belo Corp. N:BLC 54.750 53.500 -1.250 -2.28% 678
Big City Radio AYFM 9.750 10500 0.750 7.69% 78
CBS Corp N:CBS 30875 32062 1187 384% 25290
CD Radio 0:CDRD 16.312 15.875 -0.437 -2.68% 695
Ceridian N:CEN 47187 47000 -0.187 -0.40% 4953
Chancellor 0:AMFM 44937 44937 0000 000% 11438
Childrens Bcg.  0:AAHS 3.250 3437 0187 575% 156
Clear Channel N:CCU 89562 92.000 2438 272% 3418
Cox Radio N:CXR 43937 43.312 -0625 -142% 247
DG Systems 0:DGIT 3375 3625 0250 7.41% 840
Disney N:DIS 111.250 106.062 -5.188 -466% 36214
Emmis Bcg. 0:EMMS 47.875 49625 1750 3.66% 252
Faircom 0:FXCM 0.812 0937 0.125 15.39% 50
Fisher 0:FSCI 132.000 131.000 -1.000 -0.76% 0
Gaylord N-GET 33500 34562 1062 317% 952
Granite 0:GBTVK 11875 12125 0.250 211% 613
Harris Corp. N:HRS 50.375 50.125 -0.250 -0.50% 1072
Heftel Beg. 0:HBCCA 47250 47500 0250 0.53% 746
Jacor 0:JCOR 59.250 57.437 -1813 -3.06% 4011
Jeff-Pilot N:JP 83.000 83312 0312 0.38% 1918
Jones Intercable  Q:JOINA 16.750 17.000 0250 1.49% 740
Metro Networks ~ O:MTNT 35687 38750 3.063 858% 392
NBG Radio Nets  O:NSBD 1.750 1500 -0.250 -14.29% 0
New York Times  N:NYT 66.000 63.437 -2563 -3.88% 4639
News Comm. O:NCOM 1.375 1500 0125 9.09% 135
Otter Tail Power  0:0TTR 37.750 37.562 -0.188 -0.50% 197
Pacific R&E A:PXE 3625 3875 0.250 6.90% 30
Pulitzer N:PTZ 66.187 80.062 13.875 20.96% 389
RealNetworks 0:RNWK 14687 16.000 1313 894% 1893
Saga Commun.  A:SGA 20.000 20.500 0500 250% 207
SFX Beg. 0:SFXBA 92.750 92.375 -0.375 -0.40% 911
Sinclair 0:SBGI 57500 56.125 -1.375 -2.39% 1380
SportsLine USA  0:SPLN 21812 26.812 5.000 22.92% 1932
TM Century 0:TMmCI 0562 0.500 -0.062 -11.03% 0
Triathlon 0:TBCOA 10.500 10.750 0.250 2.38% 65
Tribune N:TRB 64.687 66.125 1438 2.22% 2947
Westower AWTW 20.125 20125 0.000 0.00% 77
Westwood One  O:WONE 31562 31750 0.188 0.60% 631
WinStar Comm.  O:WCII 38.687 39.000 0313 081% 7371

Clear Channel expands overseas

Clear Channel Communications (N:CCU) is greatly ex-
panding its already substantial overseas operations with
a $735.7M deal to buy More Group Plc. The British-based
outdoor advertising company has 90,000 billboards in 22
countries. More Group had 1997 revenues of $238M and
pre-tax profits of S42M.
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McCoy Broadcarst Brokerage, Inc.
REAL RESULTS.

. Under Contract!

KKNN 95.1 FM
KEXO 1230 AM
KQIL 1340 AM
Grand Junction, CO

JosEpH BENNETT McCoy, 111
CoLORADO SPRINGS, COLORADO
719-630-3111 PHONE
719-630-1871 Fax

Cash In On Communications...
FOR SALE:
TWO FM'S
ONE AM

Las Veags Area $4 million

NF&A

Norman Fischer & Associates, Inc.
Media Brokerage * Appraisals « Management Consultants
2201 N. Lamar, Ste. 204 « Austin, Texas 78705 « (512) 476-9457
www.2i.com/nf&a/

| HAMMETT & EDISON, INC.

CONSULTING ENGINEERS
RADIO AND TELEVISION

Serving the broadcast industry since 1952...

| Box 280068 * San Francisco ¢ 94128

HE 707/996-5200
()

202/396-5200
engr@h-e.com

STATIONS FOR SALE
Beautiful Shenandoah Valley Location

www.h-e.com
with AM/FM Combo.
FM Upgrade to 25KW
$1.3 Million

Successful Western NC FM with
Terrific Signal and Positive Cash Flow
$750,000

Confidence - Trust - Results

svovoe YRR

Media Brokerage - Valuations - Financing - Consulting
(319) 3550327 FAX (919) 355-8386
Zoph Potts Tom Snowden Ray Bergevin

Greenville, North Carolina

The fast READ

Jor
The fast TRACK
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The deals listed below were taken
from FCC filings made public during
the week from Wednesday, Feb. 25
through Tuesday, March. 3. RBR’s
Transaction Digest reportson all deals
that involve assignment of a station
license (FCC Form 314) and substan-
tial transfers of control of a licensee
via a stock sale (FCC Form 315), but
not internal corporate restructurings
(FCC Form 316). All deals are listed in
descending order of sales price.

$17,812,000—* KJR-AM & FM &
KUBE-FM Seattle, redemption of general
partnership interest of Century Management
(George Kriste, Lance Anderson, Michael
“O’'Shea” Williams) in New Century Seattle
Partners LP and transfer to new licensee KJR
Radio Inc. (Barry Ackerley), a subsidiary of
The Ackerley Group (N:AK). $16.962M cash,
cancellation of $260K debt owed by New
Century Arizona LLC, plus transfer of
Ackerley's 14.4% equity interest in New Cen-
tury Arizona LLC (owner of four stations in the
Phoenix market). Double duopoly with
KHHO-AM. Note: Although Ackerley owns
KVOS-TV (Ch. 12, Ind.) Seattle, the station is
licensed to Bellingham, WA and does not
cover Seattle with its Grade A contour, thus
no cross-ownership waiver is required.

$900,000—* KSKI-FM Sun Valley ID from
E-DA-HOE Inc. (W. Clint Stennett) to Alpine
Broadcasting LP (Scott Parker). $75K es-
crow, balance in cash at closing. DBuopoly
with KECH-FM Sun Valley ID. Broker: Greg
Merrill, Media Services Group

$850,000—* WVIV-FM Jackson (Pearl MS)
from Rainey Day Broadcasting Inc. (Bobbye
Imbragulio) to Proteus Investments Inc.
(Michael T. McRee, John H. Williams). $13K
downpayment, balance in cash at closing.
Duopoly with WTYX-FM. JSA since 11/1/97.

$737,000—* KGFY-FM Stillwater OK from
Frank Gentry d/b/a Gentry Media to Mahaffey
Enterprises Inc. (John & Fredna Mahaffey).
$36.25K escrow, additional $688.75K incash
at closing, $12K under consulting agree-
ment. Duopoly with KSPI-AM & FM Stillwater
OK. Broker: Whitley Media

$630,000—* WSTJ-AM & WNKV-FM
St. Johnsbury VT from Northeast Kingdom
Broadcasting Inc. (Eric H. Johnson) to Ver-
mont Broadcast Associates Inc. (Bruce A.
James). $31.5K escrow, balance in cash at
closing. Duopoly with WGMT-FM Lyndon
VT. Broker: Kevin Cox, Media Services Group

$500,000—KLIK-AM Jefferson City MO
from Zimmer Radio of Mid-Missouri Inc.
(Jerome, John, James & Donald Zimmer) to
MVP Radio Inc. (David & Thomas Zimmer).

by Jack Messmer & Dave Seyler

$500K cash. Creates combo with KATI-FM
California MO.

$450,000—KWYD-AM Colorado Springs
from Patrick Communications Il LLC (Ed-
ward J. Patrick) to Pilgrim Communications
Inc. (P. Gene Hood, Randy Hood). $20K
escrow, balance in cash at closing. Broker:
Jody McCoy, McCoy Broadcast Brokerage

$400,000—KINN-AM & KzZZX-FM
Alamagordo NM from KINN Inc. (Howard &
Mary Ann Jacob)to KZZXInc. (Vera Vaughn,
David Nicholson). $400K in cash for real
estate, license and seller's 70% interest in
partnership which operates this combo. The
other 30% is already owned by Vera Vaughn.

$350,000—WPIQ-AM Brunswick GA from
IQ Radio Inc. (Larry Hickerson) to MarMac
Communications LLC (Gary Marmitt, Sharon
McKeand). $10K downpayment, additional
$153K in cash at closing, $187K note. LMA
since 2/6/98.

$275,000-WWSC-AM & WCQL-FM
Glens Falls NY from Normandy Broadcast-
ing Corp. (Christopher P. Lynch) to
Entertronics inc. (David Covey, William H.
Walker I11). $275K cash. LMA since 10/30/
91. Note: An FCC administrative law judge
ruled in 1992 that Normandy'’s 1991 license
renewal application should be denied. The
FCC's Review Board reversed that decision
in 1996 and a final ruling by the full Commis-
sion is pending.

$162,000—WLTC-AM Charlotte (Gastonia
NC) from Ford Broadcasting Inc. (Carl Ford)
to Frank Neely. $10K downpayment, $5K
credit for construction of building, additional
$73.5K in cash at closing, $73.5K note.

$125,000—KBMV-AM & FM Birch Tree
MO from Jack G. Hunt to Scenic Rivers
Broadcasting Inc. (Gerald & Lucie Staack).
$20K downpayment, balance in cash at clos-
ing. LMA since 1/21/98.

$120,000—WTAN-AM Tampa (Clearwater
FL)from George Bouris and Virginia Chagaris
to Wagenvoord Advertising Group Inc. (David
& Lola Wagenvoord). $40K escrow, balance
in cash at closing.

$50,000—KCCF-AM (new on 1100 kHz)
Phoenix (Cave Creek AZ), 51% stock owner-
ship of Cave Creek Broadcasting Company
Inc. from Peter V. Gureckis to Broadcast
Development LLC (David C. Lincoln, Lillian |
Howell, Ray Cox & others). Cash for stock. If
the stationis sold, Gureckiswill receive 5% of
all cash proceeds in excess of $4.5M. Ray
Cox will retain his 49% voting stock interest
and also has a non-voting interest in Broad-
cast Development LLC.
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Daypart Yield Analysis ¢

173100 Kos

Daypart Time Unils Amount

Yield

AvQ per Spot

Mon-Fri

Overnight 21 min 28 $826.00
W@;n,‘ 272 min 303 $28,669.00
Midday 305 min 321 $30,666 00
Adternoon 270 min 216 $27,330.00
Evening 296 min 323 $25,098.00

$39.43
$105 43
$100.58
$101.41
$84.79

$33.12
494 58
$395 54
$99.02
$77.70

Full Day

1248 $112,693.00

$36.79

Sat

Overnight 11min " $462.00
Morning 30 min 36 $2,623.00
Midday 27 rin 28 $2,226 00
Aternoon 31 min 32 $3,105.00
Evening 27 min 27 $1,915.00

$42.00
$7286
$79.80
$97.03
$70.93

$42.00
$67.43
$84.00
$101.80
$7093

Full Day 134

$10,331.00

$8265

Sun

Overnight 9 min 9 $378.00
Morning 21 min 21 $1,823.00
Midday 16 min 16 $1,273.00

$2,261.00

Adternoon 26 min 28

$42.00
$87.76
$79.66
$86.36

$42 .00
$89.90
$84 87
$86.96

Interface

What you wouldn’t give for a
powerful radio sales management
package. After all, you need to do
more than just manage client phone
numbers and callbacks. You need
hard sales data to help you make
hard sales decisions. You need easy-
to-use analysis tools for rewarding
top sellers and spotting those who
need a little help. You need sensible
handling for oversold schedules.

[s it too much to ask?

Not any more. It's all here in CBSI
Station Management Software.
These Windows™-based packages

are scalable for any size of operation,

from stand-alone stations to large

groups. And CBSI systems include
more sales management tools than
ever, giving you the power to add
revenue and productivity to your
station.

For sales reporting, you can’t beat
CBSI’s Clickthru Analysis™
capabilities. Just click through the
multi-layered reports and monitor
every aspect of your group or
station. Pinpoint trouble spots or
star performers with ease.

The Graphical Schedule Planner
enables you to make decisions about
how to handle bumped spots or
oversold situations in advance. And
the calendar-style interface puts an
end to the reams of printed reports.

| See us at NAB Booth RL-2615

ower..More Sales.

With CBSI’s new Integrated Sales
Manager, taking a sales proposal to
the contract and traffic stage is
paperless, efficient and just a click
away, even for reps dialing in from
the field. No more repeat data entry
or concerns about accuracy.

Contact us today to find out how

CBSI’s powerful station management
tools can build more sales for you.

Ee3]

Custom Business Systems, Inc.

Dynamic Business Solutions for Broadcasters

P.0. Box 67 * Reedsport, Oregon 97467
Phone 541 271-3681 « FAX 541 271-5721
1-800-547-3930

http://www.cbsi.org « info@cbsi.org




