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Volume 18, Issue 33 

 

June bugaboo: 

 

Revenue records 

 

require red ink 

 

Radio's local business de-

clined 4% in June, and na-

tional slipped 20%, for a total 

 

loss of 8% over June 2000. 

 

The results for the month 

 

nearly match the results for 

 

the 2nd quarter and the year-
to-date, which both stand at 

 

a likewise 4% loss in local 

 

business, a slightly greater 

 

21% loss in national, and a 

 

likewise 8% loss overt. 

 

As for the immediate fu-

ture, radio is getting closer 

 

bit by bit to putting the tough 

 

comps of 2000 into the rear 

 

view minor. June 2000 was 

 

up 14% local, 14% national 

 

and 14% overall—good, but 

 

hardly in the 20-25% range 

 

of May and earlier. July 2000 

 

was up 11% local, 9% na-

tional and 11% overall. 

 

Looking a bit further 

 

ahead, total business in Au-

gust 2000 was up 10%; for 

 

September, when national 

 

business dipped into the 

 

negative column for the first 

 

time, the overall gain was 

 

only 3%. September, ladies 

 

and gentlemen, is when the 

 

tough comps will be going 

 

away for real.—DS 

 

The clouds seem to be 

 

clearing at Cumulus. 
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Natalie Swed Stone has tough 

 

love talk for radio. 
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Listen Now Q))) 

 

Cleap Channel claims 

 

win-win-win 

 

And the winners are: Clear 

 

Channel MCCU), Arbitron 

 

(N:ARB) and the entire radio 

 

industry. Neither Clear Chan-
nel nor Arbitron are going into 

 

the financial details of the 

 

settlement which was an-
nounced 8/6, ending a lengthy 

 

bout of negotiations. On the 

 

other hand, Clear Channel's 

 

Randy Michaels issued a re-
lease which had much to say 

 

about new ratings products 

 

which Arbitron will produce 

 

as part of the agreement. 

 

"Obviously, we negotiated 

 

the best deal possible for Clear 

 

Channel," said Michaels. 

 

"However, I am equally ex-
cited about the long-term in-

dustry benefits of a new re-

porting system for Arbitron 

 

data. We had several goals for 

 

this product." 

 

The new program will show 

 

a station's complete footprint, 

 

and will allow geographical 

 

station group marketing, both 

 

beyond the boundaries of its 

 

assigned Arbitron market. 

 

Randy Michaels 

 

"We are pleased that the 

 

negotiations are behind us and 

 

look forward to working closely 

 

with Arbitron to develop these 

 

new products. We believe the 

 

industry will ultimately benefit 

 

from this long, sometimes 

 

tedious process. We know 

 

Clear Channel will."—DS 

 

KM, Sirius at impasse 

 

over light bulb 

 

interference 

 

Lack of proper due diligence? 

 

The Wall Street ,Journal re-

ported XM Satellite Radio 

 

(O:XMSR) and Sirius Satellite 

 

Radio (O:SIRI) have run into a 

 

brick wall with a light bulb manu-

facturing company, Rockville, 

 

MD-based Fusion Lighting. The 

 

company's energy-efficient light 

 

bulbs, currently in beta test, cause 

 

significant interference with the 

 

satellite broadcasters' signals. 

 

Both XM and Sirius have lobbied 

 

the FCC to force Fusion to alter 

 

its light bulbs. While the FCC has 

 

tried for months to resolve the 

 

issue, Fusion says a redesign of 

 

the degree they are asking would 

 

put it out of business. 

 

Fusion currently is beta test-

ing about 2,000 bulbs in the US, 

 

Europe, Japan and other places. 

 

"They are generally used to light 

 

very large spaces—they are used 

 

in Washington to light the 

 

Smithsonian Air and Space Mu-
seum inside; at DOE headquar-
ters, they are outside," Kent 

 

Kipling, Fusion Lighting SVP 

 

Business Development, tells RBR. 

 

The bulbs are extremely en-

ergy-efficient and could poten-
tially be used for highway and 

 

street lighting. "One of the areas 

 

we see is a very big opportunity 

 

is street lighting; around build-

ings; security-type lighting. They 

 

are particularly efficient in pro-
ducing a blue-green light. When 

 

your eyes are dark-adapted, they 

 

are extremely sensitive to blue-

green light, so they need less 

 

light to see-hence, the efficiency." 

 

www.rbr.com 

 

Mpling says Fusion has 

 

worked with the FCC on the 

 

issue for a while. No ruling 

 

has been made by the Com-
mission so far. "We have very 

 

cordial relationships with the 

 

FCC, and quite frankly, I think 

 

we have a good shot at win-

ning at the FCC. Our lamps 

 

are driven by magnetrons, 

 

similar to what's in a micro-
wave. So it operates in the 

 

International ISM Band Gn-
dustrial-Scientific-Medical) at 

 

2.45 gHz. Quite frankly, satel-
lite DARS will have problems 

 

with microwave ovens interfer-

ing with them. If you pull into a 

 

McDonald's drive through, you 

 

are going to have the same 

 

problems," says Kipling. 

 

While the Commission has 

 

been cooperative, apparently 

 

the satellite operators haven't 

 

in resolving the issue. Will the 

 

bulbs actually cause the kind 

 

of problems XM and Sirius are 

 

claiming to the Commission? 

 

"We can't know because we've 

 

never had access to any of 

 

their receivers. We've offered 

 

to do joint tests with their re-

ceivers, but they have not 

 

agreed to it at this point," 

 

Kipling says. "We've been very 

 

open with them. "—CM 

 

Concept promoter takes 

 

CCU to court 

 

Denver Concert promoter "No-

body in Particular Presents" 

 

has filed suit against Clear 

 

Channel (N:CCU) and its four 

 

Denver FMs for alleged anti-
trust violations. Nobody in 

 

Particular says Clear Channel 

 

and its Clear Channel Enter-
tainment (formerly SFX Enter-

tainment), have been work-

ing to knock smaller promot-
ers out of business by deny-
ing entertainers radio time 

 

unless they sign exclusive in-
market promotion agreements 

 

with the company. The suit 
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The NAB Radio Show 

 

& NAB Xstream 

 

Joint Keynote 

 

Walter Mossberg 

 

Columnist, 

 

The Wall Street Journal 

 

Presenter - Revolutionize 

 

Your Brand 

 

Tom Asacker 

 

Author/Founder, 

 

The Center for 

 

Sandbox Wisdom 

 

Radio. 

 

hear and 

 

NAB Radio Show Group Executive Super Session 

 

Moderator 

 

Eric Rhoads 

 

Publisher/Owner 

 

Radio Ink and Streaming 

 

Magazine 

 

Alfred Liggins 

 

President/CEO 

 

Radio One. Inc. 

 

NAB Radio Show Super Session -

What Women Want: 5 Steps to Better Ratings 

 

John Parikhal 

 

CEO, Joint 

 

Communications 

 

Lauralvey 

 

Manager, National Radio 

 

Sales. Arbltron 

 

The NAB Radio 

 

Show Keynote 

 

Tom Peters 

 

Author and 

 

Management Expert 

 

NAB National Radio 

 

Award Recipient 

 

Larry Wilson 

 

PresidenVCEO 

 

Citadel Communications 

 

Corporation 

 

Co-hosts of NAB Marconi Radio 

 

Awards Reception, Dinner & Show 

 

Tim and Willy 

 

Morning Hosts, KNIX, Phoenix 

 

now. 

 

Lew Dickey 

 

President/CEO 

 

Cumulus Media, Inc. 

 

Randall Mays 

 

Executive VP/CFO 

 

Clear Channel 

 

Communications 

 

Joan Gerberding 

 

President, Nassau 

 

Media Partners 

 

Bob Neil 

 

President/CEO 

 

Cox Radio 

 

Find Out Where Radio Is Heading 

 

The NAB Radio Show - the largest event focused exclusively on Radio - delivers 

 

the expertise you rely on combined with the technology you can't afford to miss. 

 

For more details, or to register, visit www.nab.org/conventions. 

 

Questions? Call 1-800-342-2460. 

 

September 5 — 7, 2001 

 

Ernest N. Morial Convention Center 

 

New Orleans, LA 

 

New From NAB, a Show Focused on Streaming Technologies 

 

NABS(�jream 

 

adcasting on the Internet 

 

Your NAB Radio Show credentials grant you access 

 

to NAB Xstream - giving you unprecedented net-

working opportunities and exposure to a broad range 

 

of education and exhibits. 
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NAB Xstream Keynote 

 

Hilary Rosen 

 

President/CEO, 

 

Recording Industry 

 

Association of America (RIAA) 

 



also accuses C(;t i of, limiting 

 

the ad tin)c .1\,111able to No-

body in Particular Oil its 1)c11-
ver stations, relleging on a ticket 

 

giveaway promotion and charg-
ing excessive ad rates. 

 

Nobody in Particular seeks 

 

unspecified damages that 

 

would be later determined 

 

in a trial by jury. The com-

pany has promoted and pro-
duced concerts for Pearl Jam 

 

and the Neville Brothers, 

 

controls lease rights to 

 

Denver's Ogden and Blue-
bird theaters, and has pro-
moted and produced shows 

 

at Red Rocks Amphitheatre. 

 

"We believe the allegations 

 

are false. We compete hard, 

 

but fairly in all of our mar-

kets, and we've done noth-

ing wrong," says Randy 

 

Palmer, CCU VP Communi-
cations. "And we will vigor-
ously defend ourselves in 

 

court. We prefer to fight these 

 

battles in the marketplace, 

 

instead of court. But those 

 

that can't win in the market-

place seem to use litigation 

 

as a second level of defense, 

 

and it's a shame." 

 

Clear Channel acquired SFX 

 

last year for $3.2B.—CM 

 

Radio News'' 
 

Times hits Mel 

 

for stock sales 

 

Welcome to celebrity status, Mel. 

 

While those of us in radio have 

 

considered Mel Karmazin a 

 

major figure for a couple of 

 

decades, it's only recently that 

 

he's become famous enough to 

 

the general public that he ought 

 

to be invited to sit in one of the 

 

squares on Viacom's (N: VIA) 

 

"Hollywood Squares." He's now 

 

famous enough that the New 

 

Talk Power 

 

York Times ran a story specu-
lating on why The Len Master 

 

(no, the Gray Lady didn't use 

 

that nickname) had sold about 

 

$35M of his Class B (N:VIAb) 

 

Viacom stock. The Times ap-
parently didn't search further 

 

and find, as we did, that 

 

Karmazin had also sold about 

 

$15M in Westwood One 

 

(N:WON) stock—a company 

 

managed by Viacom. 

 

RBRobservation: There are 

 

many reasons to sell stock, in-

cluding taxes, estate planning 

 

and asset diversification. Any of 

 

those could apply to Karmazin's 

 

situation and he, rightly so, isn't 

 

talking about his personal fi-
nances. Both he and new wife 

 

Teri (who, by the way, is a 

 

terrific person and probably bet-
ter than Mel deserves) have vir-

tually all of their net worth 

 

wrapped up in Viacom stock 

 

after years of hard work to build 

 

Infinity/CBS/Westinghouse/ 

 

Viacom. $50M makes a dent of 

 

78 million boomers are asking "what's next?" Weissbach takes them on a quest 

 

for answers. He is trailblazing nighttime talk and another way Jones Radio 

 

Networks delivers radio power. 

 

R A  O 1 0  

 

NETWORKS. 

 

Call Amy Bolton, JRN News & Talk, 800.611.5663 

 

Music 

 

lJaypart 24 Hour program—,,g Research 

 

Fersonai�aes Formats News & Telk E r. P— n 

 

dh M   40 

 

JONES RADIO NETWORKS 

 

Seattle 800.426.9062 Denver 600.609.5663 Na— York 1388.644.8255 pxesraiJu cur, 

 

less than 101%, in Mcl " Viacom/ 

 

Westwood One hr,ldings of over 

 

a half-billion dollars, so he's 

 

hardly taking his money out of 

 

this business. Besides, the ganlc• 

 

has never been about money 

 

for Mel, anyway. Not that he 

 

doesn't like to be paid for his 

 

achievements—he's just more 

 

focused on over-achieving in 

 

everything he does.—JM 

 

More had economic news 

 

Two new reports offer no evi-
dence that the US economy is 

 

beginning an upturn. The Fed-
eral Reserve's "Beige Book," 

 

released two weeks before each 

 

Fed meeting, shows weakness 

 

in all 12 Federal Reserve Bank 

 

districts. Manufacturing is down 

 

across the board and most of 

 

the regional Fed banks also re-

port softer retail sales. 

 

An analysis by Dean Baker 

 

of the Financial Markets Cen-
ter—a nonprofit organization 

 

4 www.rbr.com 
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which monitors Fed activities— 

finds one "bright side" in the 

 

Beige Book—the Dallas Fed-

eral Reserve Bank noted that 

 

"activity to support the energy 

 

industry and electric utility de-

regulation has helped keep [law] 

 

firms busy, along with increased 

 

bankruptcies and litigation." 

 

Another report out last week 

 

from the US Department of La-

bor showed a 33,000-person 

 

increase in the number of Ameri-

cans applying for unemploy-
ment benefits. That weekly rate 

 

is somewhat volatile, however, 

 

and the trend from a four-week 

 

moving average of jobless claims 

 

was more positive, with unem-

ployment claims at their lowest 

 

level since late March. JM 

 

Moody's sees Cox debt 

 

outlook as negative 

 

Moody's Investors Service has 

 

changed its the debt ratings 

 

outlook for Cox Enterprises Inc. 

 

(CEI) and its two majority-
owned public companies, Cox 

 

Radio (N:CXR) and Cox Com-

munications MCOX), from 

 

"stable" to "negative." In all, the 

 

Cox entities have about $13.58 

 

in outstanding debt. 

 

"Moody's believes that, de-

spite the fact that CEI's and 

 

Cox Radio's newspapers, 

 

television and radio stations, 

 

and auto auctions business 

 

are all well managed, they 

 

still are faced with secular 

 

and cyclical pressures dur-

ing the current economic 

 

downturn. The downturn is 

 

already resulting in lower 

 

advertising revenues for the 

 

newspapers and television 

 

stations. A protracted down-

turn, particularly if the more 

 

severe effect on national 

 

advertising moves into local 

 

advertising as well, could im-

pact the radio operations 

 

which make the bulk of their 

 

revenues from local market 

 

advertising," the debt rating 

 

firm said, in part. (For more 

 

detail, see RBR.com 8/6 news). 

 

RBR observation: Could we 

 

have a show of hands, please? 

 

How many of you think that, 

 

short of the collapse of the 

 

8/13/01 RBR 

 

in a steep decline in the number 

 

of online music providers during 

 

the past 12 months. Add to that 

 

dynamic significant licensing fees 

 

and the results are sure to be an 

 

on-line distribution system that 

 

is no different than the extraordi-

narily consolidated recording 

 

industry that exists today. For all 

 

but a few of the most successful 

 

musical artists that will be an 

 

opportunity lost that will haunt 

 

them for a very long time." 

 

LMiV is the joint Internet ef-

fort by Emmis, Bonneville, 

 

Jefferson-Pilot and Corus to es-

tablish an industry-owned net-

work that provides content, tech-

nology, and marketing to local 

 

member station websites.—CM 

 

Radio News 
 

United States government, 

 

there is even the slightest 

 

chance of the Cox Family ever 

 

defaulting on its bonds or bank 

 

debt? This Moody's note could 

 

create an opportunity for some-

one to pick up some bargains 

 

in the bond market, but only if 

 

it has any impact on the vari-

ous Cox securities. JM 

 

Swarbrick responds to 

 

court ruling 

 

Jack Swarbrick, LMiV CEO, 

 

tells RBR he isn't too happy 

 

about the recent US District 

 

Court ruling against broadcast-

ers on streaming (RBR.com 8/ 

 

2). While broadcasters were just 

 

beginning to solve the ad in-

sertion issue created by AFTRA, 

 

this latest decision makes 

 

broadcasters pay to stream 

 

their content—effectively mak-

ing streaming an expensive 

 

proposition that broadcasters 

 

will turn away from altogether. 

 

It not only hurts broadcasters 

 

and listeners, but the artists as 

 

well, laments Swarbrick, "We 

 

are disappointed but not sur-

prised by the decision ... [the] 

 

point is that the remarkable 

 

promise of the Internet as a 

 

method for increasing the chan-

nels of distribution for musical 

 

artists is about to be lost forever. 

 

The continuing high cost of 

 

streaming has, by itself, resulted 
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USE THE LOGIC OF A GOOD 
 

SPOT TO MAKE A GOOD 

 

SALES PRESENTATION 

 

By Paul Weyland 

 

If you know the psychological 

 

elements of a good broadcast 

 

spot, then you also know the 

 

basic elements of a good, logi-
cal direct client sales presenta-
tion. The three biggest reasons 

 

we're not selling more local 

 

direct business are: 

 

A We're not getting appointments. 

 

B. Our sales pitches are frag-
mented, cliched and illogical. 

 

C. We're not being clear enough 

 

in asking for the business. 

 

A good radio spot is the essence 

 

of practicing psychology with-
out a license on a massive scale. 

 

Every word must count in a :60 

 

or :30 spot. Every concept must 

 

count in a presentation to a 

 

client. We can learn a lot about 

 

how to make better sales pre-
sentations from the elements of 

 

an excellent spot. 

 

1. ALWAYS USE A HEADLINE TO 

 

GET ATTENTION. 

 

The average person (including 

 

you) is exposed to a minimum 

 

of 2,500 commercial impres-
sions per day. Think about all 

 

of the brands, logos, commer-
cials, ads and sales pitches that 

 

you are exposed to in a given 

 

day. If we devoted our full 

 

attention to each impression 

 

we would go crazy. So our 

 

subconscious minds block out 

 

a vast majority of the pitches 

 

Sales 

 

we're inundated with, but we 

 

pay careful attention to those 

 

things we're really interested in 

 

and can relate to. 

 

That's why a good spot al-

ways targets a segment of lis-
teners immediately with some-

thing that the listener can ab-

solutely relate to. For example, 

 

if listeners have a problem 

 

with burglaries in their neigh-
borhood, then logically they'll 

 

be far more likely to listen 

 

carefully to a spot that imme-

diately addresses home bur-

glary and security devices. 

 

Newspapers use headlines for 

 

a reason ... to get your attention 

 

so that you'll read the article. 

 

Good radio spots use head-
lines as well, to break through 

 

the clutter and get the atten-
tion of those people who will 

 

buy "X" product or service 

 

from somebody this week. 

 

Remember that your po-
tential client is exposed to at 

 

least as many commercial im-

pressions in an average day 

 

as your average listener. Ven-
dor sales pitches, including 

 

your call, also count as im-

pressions. So you must use a 

 

good headline to get your 

 

client's immediate attention 

 

or you probably won't get an 

 

appointment. That's why 

 

"Hello, my name is and 

 

I'm with radio station WXYZ 

 

and I just wanted to take a 

 

little time to talk about your 

 

advertising" doesn't work 

 

anymore. (See RBR article, 

 

"10 Ways to Sell More Effec-

tively in a Soft Economy" by 

 

Paul Weyland in the 6/18 is-
sue for examples of better 

 

opening headlines.) 

 

Nowadays if a commercial 

 

is not outstanding, it won't 

 

stand out at all. The same goes 

 

with salespeople. How do you 

 

as a salesperson stand out from 

 

the clutter of all of the other 

 

vendors that approach your 

 

client on a weekly basis? 

 

2. EXPLAIN BENEFITS AND 

 

RESULTS IN LANGUAGE THE 

 

AUDIENCE CAN UNDERSTAND 

 

AND RELATE TO. 

 

The presentation phase of the 

 

selling process is the time to 

 

show your prospective client that 

 

your marketing knowledge and 

 

advertising expertise make you 

 

a valuable resource to his busi-
ness. It's just like the "meat" of a 

 

good spot. From the perspective 

 

of a listener or your client, it 

 

must be relevant and address the 

 

issue of "What's in it for me?" 

 

Chest-beating cliches in spots, 

 

like "Best service in town... We're 

 

number one...Our mechanics are 

 

all A.S.S. certified... Family owned 

 

and operated... You'll love our 

 

beautiful and spacious 

 

showroom ... Our goal is to sell 

 

300 units ... You'll love our loyal, 

 

friendly employees" etcetera, do 

 

nothing to entice a listener to 

 

become a customer. What the 

 

listener is really interested in is, 

 

-How would I benefit from do-

ing business with that adver-
tiser? What does A.S.S. certified 

 

mean to me? I don't care if 

 

they're family owned and oper-
ated. I just want to make sure I'm 

 

getting the best deal." My CD. 

 

-Direct Selling Step-By-Step" 

 

deals with spot cliches and the 

 

direct selling process in depth. 

 

Be careful that you're not 

 

doing the same mindless cliche 

 

chest-beating in your sales call. 

 

Information to a client like. 

 

-We're number one ... We've got 

 

a 3.9 rating ... We've got the best 

 

morning show in town and we've 

 

got 25 thousand watts of power" 

 

means nothing to a direct client 

 

without explaining how that in-
formation directly relates to profit 

 

for your customer. 

 

It is during this phase of the 

 

sale that you could be demon-

strating your skill at calculating 

 

return on investment, explain-
ing the difference between a 

 

good and bad schedule, how to 

 

tell the difference between a 

 

good and bad spot, or how to 

 

ferret out potential marketing 

 

problems before a campaign 

 

begins. Add elements that the 

 

client can absolutely relate to in 

 

your presentation and drop the 

 

obscure, empty cliches. 

 

3. MAKE YOUR CALL-TO-ACTION 

 

CRYSTAL CLEAR. 

 

In a great spot, the call-to-action 

 

is simple and direct. We don't 

 

confuse the listener with too 

 

many things to do. We don't 

 

mention a phone number just 

 

one time. We don't follow our 

 

call-to-action with a stupid, cliche 

 

slogan. Assuming we've done a 

 

good job getting the attention of 

 

the narrowcasted listener and a 

 

good job explaining how the 

 

listener directly benefits from 

 

doing business with our client, 

 

all that's left to do is make it as 

 

easy as possible for that listener 

 

to do business with our client. 

 

Your call-to-action in a sales 

 

presentation should be just as 

 

simple. You need to make it as 

 

easy as possible for your client to 

 

do business with you and your 

 

station. Make absolutely sure that 

 

your close is direct and uncom-

plicated. "Mr. Client, this process 

 

is very easy. Here's all I need for 

 

you to do so that we can get 

 

started" is a good example of a 

 

way to finish your presentation. 

 

Remember that objections are a 

 

good thing. Objections mean that 

 

your client still has questions that 

 

you have not sufficiently answered. 

 

Make your answers simple and 

 

clear. You won't make the sale 

 

until you're both on the same page. 

 

Also remember to always ask for a 

 

long-term schedule. If you don't 

 

ask for one, you won't get one. 

 

Paul Weyland is president of 

 

Paul Weyland Training Semi-
nars. He can be reached at 

 

(512) 236-1222 or by email at 

 

weyland@swbell. net 

 

s 

 

www.rbr.com 
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NYMRAD reports petailep 

 

return to radio 

 

New York Market Radio says 

 

that 19 of 25 top retail adver-

,kisers have upped their radio 

 

6, budgets over Y2K levels, some 

 

of them dramatically. Here are 

 

�E the top eight:—DS 

 

r 

 

Rank Retailer Increase 

 

1 General Nutrition 1305.7% 

 

2 Toys R Us 1295.9% 

 

3 Home Depot 91.7% 

 

4 Today's Man 88.1% 

 

5 Radio Shack 56.9% 

 

6 Kmart 52.7% 

 

7 IKEA 46.5% 

 

8 Tower Records 45.9% 

 

Source: NYMRAD 

 

Hogan's heroes? 

 

CCU promotes, hunts 

 

fop Hispanics 

 

Clear Channel (N:CCU) Se-

nior VP John Hogan has 

 

been named President and 

 

COO of Clear Channel Ra-

dio. This is the second-in-

command slot vacated by 

 

Kenny O'Keefe, who retired 

 

6/30. He will move into the 

 

office next to CEO Randy 

 

Michaels, overseeing the 

 

1,200+ radio stations in the 

 

Clear Channel portfolio. 

 

Another Senior VP is add-

ing responsibilities. Jerry 

 

Kersting has been named 

 

Chief Financial Officer. Join-

ing him will be Jeff Rice 

 

as VP/Finance and Jane 

 

Stephens as Controller. 

 

Meanwhile, six-year 

 

Clear Channel (N:CCU) vet-

eran Peter Milian has 

 

been named VP of Hispanic 

 

Business Development for 

 

Clear Channel Outdoor. 

 

The multimedia giant 

 

couldn't help noticing the 

 

rapid growth of the His-

panic population in the US. 

 

With billboard operations 

 

in 45 markets, including 

 

nine of the top ten His-

panic markets, CCU is mak-

ing them a target via what 

 

is being called a Hispanic 

 

Marketing Initiative, which 

 

Milian will spearhead.—DS 
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Watch Out, Next Year is Coming 

 

By Natalie Swed Stone 

 

Most forecasters are of the opinion that 2002 will be a better year 

 

in advertising—and a better year in advertising is usually better for 

 

all concerned—for most media outlets, including radio. 

 

Most forecasters did not predict that 2001 would prove to be as 

 

soft as it is—and they have continually revised forecasts downward 

 

over the course of this year. Clearly, no one knows. 

 

What we do know is that there will be a next year and it will be 

 

here soon—just as in 2000, this "2001" was on its way. It seems that in 

 

today's business climate with pressures to return profits daily, monthly, 

 

very few are focused on the next quarter, let alone the next year. 

 

The problem with this is that next year is inevitably arriving and few are prepared to "buck 

 

a trend." Last year's contributions to the current softness in radio include: 

 

1) Very little new business effort on the part of radio suppliers. 

 

2) Very little flexibility on the part of radio suppliers to accommodate advertisers' specific needs. 

 

3) Very little enticement in the way of creative opportunities/ideas. 

 

4) Very little research being disseminated. 

 

5) Very little value-added opportunities. 

 

Basically, while everyone was busy "writing business," there was very little real selling going on. 

 

Selling is really two things: 

 

1) The sharing of information about whatever it is you're selling—yes, as positively as possible, and, 

 

2) An indication to the buyer that you really want their business. 

 

Anyone who lived during the last year knows both of these were either lacking or nonexistent. 

 

Therefore, in my view, the selling that is currently going on now in 2001 is necessary, refreshing, and overdue. 

 

Advertisers will respond not only now, but, I believe, will be positively inclined for next year as well. 

 

However, all of the greatest selling in the world will not bring the listeners back if you lose 

 

them because of decisions made to: 

 

1) Impose no limit on commercial clutter. 

 

2) Program only against competition and cannibalize the audience, rather than build one. 

 

3) Bore the listener with sameness and copycat programming. 

 

4) Offend their tastes and sensibilities. 

 

5) Contract song playlists rather than expand them. 

 

Next year is coming—satellite radio will be one year older, the Internet will be that much more 

 

familiar to young and older consumers alike. In some ways, it is too late to change radio's image 

 

for some consumers, and some of the resultant media usage. There is a huge change coming— 

and no one knows exactly what it will look like. But with every passing day, we continue to shape 

 

it—with what is programmed, what is sold and what is heard. 

 

Next year is coming and there are some positive signs ahead—national programming will flourish 

 

because of consolidation and there may finally be some real opportunities for cross-media deals. 

 

A word of caution: National advertisers will become international advertisers. They will have 

 

more muscle and high expectations. And they will have standards—regarding programming 

 

content and commercial clutter, but more important, they will have an infinite array of choices 

 

and perhaps more sophisticated media buying assessment tools. And consumers will increasingly 

 

be given choice and control over the what, the when and the how. 

 

The radio medium is at a crossroads--does it continue along its current path and let the hot new 

 

media move in or does it work on reshaping its image and future? Only time will tell. But those who 

 

have interests beyond today will in the long run serve their-companies most beneficially. After all, 

 

radio groups should be asking themselves the basic business questions. First, how do we attract 

 

and retain customers (listeners and/or advertisers)? Then, how do we get them to use more? 

 

Natalie is Managing Partner, Director of National Radio Services, OMD USA. 

 

She can be reached at 212-415-2981, or natalie.swedstone@OMDUSA.com. 
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Dickey and Cumulus: 

 

making the grade 

 

Interview 

 

A few weel%` ,, Cumulus 

 

Medics (O;CMLS) CEO Lew 

 

DickeyJr. told a Deutsche Banc 

 

Alex. Brown conference that 

 

after rebuilding from last year's 

 

sales and management disas-
ters, he'd give Cumulus' sales 

 

organization a C+ (up from a D-
) and the rest of the organiza-
tion a B- (RBR 6/11, p. 14). To 

 

begin this interview, RBR asked 

 

for a report card update. 

 

Where do the grades 

 

stand today? 

 

As we head into August, I would 

 

say that the rest of the organiza-
tion I would raise from a B- to a 

 

solid B. Definitely leaning on a 

 

B, B+. I think we've made a great 

 

deal of headway on our expense 

 

reduction and a program that 

 

we've put into place. The cost 

 

structure of this business was 

 

dramatically out of line with a 

 

Citadel or a Clear Channel. We 

 

now have a cost structure that 

 

we feel is just about there. We've 

 

got few more things to do on 

 

tweaking to get it fully in line. 

 

But, it's just about there and 

 

we're very pleased with that. 

 

Our controls are in place on all 

 

of the systems for credit collec-
tions; and our accountability,sys-
tems and our basic controls that 

 

we've worked very hard to put 

 

in place in the last 12 months. 

 

I would say on the other side 

 

of the ledger, the product side, 

 

we really haven't had any prob-
lems there. I would always give 

 

our product a B+, A-. We've 

 

always got room for improve-
ment, so above an A- is pretty 

 

tough in our camp. But, our 

 

programming has done an ex-
cellent job and has really helped 

 

lead the way for this company. 

 

In most of our largest markets, 

 

so far in aggregate, we've had 

 

positive increases on our ratings. 

 

That gets tougher and tougher to 

 

do when you have as many 

 

radio stations as we do in each of 

 

our markets. 

 

Switching over to the sales 

 

side—as you know, the rev-
enue problems in the past were 

 

8 

 

what really got this company 

 

into trouble—a total lack of dis-

cipline on the sales side and 

 

chasing after bad business that 

 

resulted in a large write-off in the 

 

third quarter of last year. It had 

 

been a problem for us and it was 

 

really ingrained in the culture. 

 

We've worked very hard to im-

prove the quality of our revenue 

 

streams. I believe the stats were 

 

that 8% of our money was 

 

uncollectable in '99 and 5% of 

 

our money we did not collect in 

 

2000 and we're already, this year, 

 

under 2% for the year. Our goal 

 

is to get to less than 1%. So, 

 

we've made great strides there 

 

as well. 

 

On the Miller, Kaplan front, 

 

which is all we really have to 

 

measure our progress on the 

 

sales side in terms of revenue 

 

shares, we were just about flat 

 

in the second quarter—within a 

 

10`' of a point—we were virtu-

ally flat. The measured markets 

 

between Miller, Kaplan and 

 

Hungerford represent about 

 

two-thirds of our revenue base. 

 

So its pretty much a proxy for 

 

what we're doing in the com-

pany. I would give that an aver-

age score, so we can call that a 

 

C, C+, because we expect to do 

 

better than that, especially when 

 

you consider that our ratings 

 

have been increasing. 

 

What did it take to reverse 

 

the problems that you had 

 

before? Was it changing 

 

people, or did you just 

 

change their minds? 

 

It's a little bit of both. A lot of 

 

both, I should say. We switched 

 

out a great majority of our Mar-
ket Managers from the previous 

 

regime and about half of our 

 

regional staff. What we've also 

 

done, we've created a zero toler-
ance plan for any kind of rev-
enue recognition to insure that 

 

the business is squeaky clean. 

 

Every time we booked a dollar it 

 

was recognized—or we sold 

 

anything, it was recognized ex-

actly in the period. If we were 

 

going to err in any direction, we 

 

would err on the side of conser-
vatism. That was really the harsh 

 

medicine that I put in place. As 

 

soon as I got in there and found 

 

out what some of the habits and 

 

culture were, and put that dic-
tum in place immediately. By 

 

and large most of the people 

 

understand that that is the way 

 

we need to be and should be 

 

doing business. In some instances 

 

it may put us at a disadvantage 

 

against some of our peers out 

 

there that may take business that 

 

we won't take today and partici-
pate in some NTR type revenue 

 

events that we won't do, because 

 

we feel that it's a distraction. We 

 

feel that, at the end of the day, it's 

 

not a real profitable business. 

 

You said a C+ for sales, 

 

what still remains 

 

to be done? 

 

We've got some staffing to com-

plete. We're understaffed in a 

 

number of our markets that, 

 

over time, we will continue to 

 

bring more talented reps into 

 

the company and increase our 

 

coverage across all of the ac-
counts. We have to do a better 

 

job in this company of selling all 

 

of the assets in each cluster, 

 

rather than what we call the 

 

"big dogs" in each of our clus-
ters. Which in each of our mar-
kets we have the #1 or #2 rated 
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radio station and. two of the iul) 

 

five. It's the two that may not I>e 

 

in the top five that are in the 

 

next five that need to be sold 

 

equally as aggressively. That's 

 

where we really have a lot of 

 

upside left in this company. I 

 

like to tell all of the guys that if' 

 

we just owned the #3 & #4 FMs 

 

that we have in the market, 

 

we'd be doing a lot better with 

 

them—because we'd have more 

 

focus on them. Well, there's no 

 

reason why we can't do that, 

 

owning all four of them. That's 

 

what we have to keep every-
body focused on. 

 

How do you have your 

 

sales teams set up for 

 

selling multiple stations 

 

within a market? 

 

I don't know if anybody has the 

 

right answer to that. We've gone 

 

back and forth. I've seen it done 

 

effectively where you have a 

 

team for every single asset. In 

 

your larger markets, you can af-
ford to do something like that. 

 

I've also seen it done successfully 

 

where you have one team combo 

 

selling everything. So, I don't 

 

think the verdict is out on that in 

 

terms of the absolute best way to 

 

do it. It's situational as well, based 

 

on the past experience in that 

 

market. My own personal thought 

 

is that you've got to have at least 

 

two teams in every market—just 

 

to be able to create some rivalry 

 

within each cluster and to be able 

 

to have more reps advocating 

 

fewer stations and putting more 

 

focus on them. In about two-
thirds of our markets we're run-

ning with about two teams. Each 

 

team represents about three as-
sets in the market—a couple of 

 

FMs and an AM. 

 

How do you motivate the 

 

sales people to sell some of 

 

the lesser ranked stations? 

 

That's exactly the problem. What 

 

you have to do is have quotas 

 

on the lesser stations. First of 
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Media Services 

 

Group 
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Lew Dickey 

 

and 

 

Cumulus 

 

Media, Inc. 

 

on their continued growth 

 

and success in the industry! 

 

Join us in New Orleans 

 

at the NAB! 

 

Gall Media Services Group to set 

 

up a confidential appointment. 

 

Tom McKinley, San Francisco South 

 

(415) 924-2515 

 

Austin Walsh, San Francisco North 

 

(415) 289-3790 

 

Bill Whitley, Dallas 

 

(972) 231-4500 

 

Bill Lytle, Kansas City 

 

(913) 498-0040 

 

Bob Maccini, Providence 

 

(401) 454-3130 

 

Greg Merrill, Salt Lake City 

 

(435) 753-8090 

 

George Reed, Jacksonville 

 

Eddie Esserman 

 

(904) 285-3239 

 

Mitt Younts, Richmond 

 

(804) 282-5561 

 

Media Services Group 

 

www.mediaservicesgroup.com 
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all, you have to work very hard in 

 

training with your sales staff to 

 

make sure they understand the 

 

value. I think that's perhaps the 

 

number one reason it isn't done. 

 

Because not enough time is 

 

spent—and I'm not just speaking 

 

With our company, I'm talking 

 

about all companies—in sales 

 

meetings and in training, making 

 

sure that reps understand the 

 

value of all the stations they have 

 

in their cluster. Management 

 

doesn't, in many instances, do a 

 

good enough job of holding their 

 

feet in the fire, making sure that 

 

all of the stations are on the buy, 

 

making sure that the proposals 

 

include all of the stations, and 

 

that we're not so quick to cave in 

 

and let some of the stations get 

 

taken off of the buy. In this 

 

environment it's very difficult, 

 

because virtually all of the buys 

 

are coming in a lot shallower than 

 

they used. to. They'll only be 

 

buying four or five stations deep 

 

today—which even compounds 

 

that challenge when you're try-
ing to get, say a #5, #7, or #8 radio 

 

station on the buy. You have to 

 

be creative. You have to use the 

 

value of all of your points. 

 

How are you targeting 

 

newspapers, which prob-
ably take around 50% of 

 

the total ad spending in 

 

your markets? 

 

I frankly think it's a little more 

 

than that. I think it's more like 

 

55%. Their reach continues to 

 

decline. Their demos continue 

 

to age. If newspaper was sold 

 

with the same parameters as 

 

radio is sold-18-49 or 18-34 or 

 

25-54—their cost per thousands 

 

would go to stratospheric lev-
els. They would go $50-60 a 

 

thousand. And radio's in there 

 

beating it out at $5-6 a thou-
sand. Newspaper is an inher-

ently inefficient buy for virtu-

ally any advertiser. Unless the 

 

advertiser absolutely—on a price 

 

item basis—has to display mul-

tiple items on a given ad, only 

 

direct mail and newspaper 

 

would be a direct medium for 

 

that. Otherwise, it virtually 

 

makes no sense. To see any 

 

kind of image advertising in the 

 

newspaper today is ridiculous, 

 

0 
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because you can't reach enough 

 

frequency to make it impactful. 

 

At Cumulus, we're probably in 

 

the first or second inning in 

 

terms of putting together a com-

pany-wide comprehensive anti-

newspaper campaign. We've got 

 

a long way to go with this 

 

company and we're going to be 

 

working on it quite a bit through-
out this year. We're having all of 

 

our managers come to Atlanta 

 

in the fall and we'll be spending 

 

a lot of time on it. We'll unveil 

 

a lot of initiatives in that area. 

 

But, we've got a long way to go 

 

there. It's an inefficient market. 

 

It's starting to move. Just sheer 

 

market forces are starting to 

 

drive it more in our direction 

 

and the consolidation of radio is 

 

starting to take hold in the 

 

advertiser's mind. But, it's going 

 

to take some time. I've said 

 

before, I think it's a three to five 

 

year process before you really 

 

start to see some true market 

 

forces balance out and create 

 

more of an efficient advertising 

 

market based on the reach and 

 

frequency of the audience. 

 

Have the newspapers 

 

become aware of what's 

 

being thrown at them now 

 

and are they fighting back? 

 

I think they're fighting back by 

 

working feverishly to relax cross 

 

ownership.. I think they'd like to 

 

get back into our business. 

 

Whether or not that happens, I 

 

don't know. I see that Sen. Hollings 

 

is vehemently opposed to it and is 

 

working very hard to delay any 

 

action in that area. But, I don't 

 

know. I'm not an expert on gov-
ernmental affairs and it remains to 

 

be seen what ends up happening. 

 

Young people are not read-

ing newspapers today and as a 

 

result their demos continue to 

 

age and newspapers are be-

coming less relevant in today's 

 

society. It's reaching a very nar-

row core group of people. Al-

beit, it's a very good audience, 

 

but it's a very small audience. 

 

It's a very inefficient buy for a 

 

great deal of the mass advertis-
ers. I think as time goes on, that 

 

really is the only true card that 

 

they have to play is "if you can't 

 

beat them, join them" and they'll 

 

try to get into our business. 

 

You announced, back in 

 

January, a new stock plan 

 

for your employees. How 

 

has that been received? 

 

I think it's being received very 

 

well. You can do the math. Our 

 

stock purchase plan takes the 

 

price at the beginning of the year, 

 

January 1, or the close of the year, 

 

December 31' or the business day 

 

there of and takes the lower of the 

 

two and then takes a reduction on 

 

that by 15%. That's the price at 

 

which people can buy shares. The 

 

number, I think, for Cumulus this 

 

year is around $3.20. At the end of 

 

the year anybody who—and all of 

 

our employees are eligible to do 

 

this—set aside a portion of their 

 

income, gets to buy shares. I be-
lieve it's up to 15% of their income, 

 

with a cap of $2,500. Our stock is 

 

trading at roughly four times that 

 

amount now. If the stock goes up 

 

between now and the end of the 

 

year, it could even increase that. 

 

We also have what I believe to 

 

be the best stock option program 

 

in the business. We drive the stock 

 

option program down from cor-

porate to the sales mangers and 

 

the operations managers and our 

 

regional business managers out in 

 

the field. We've got several layers 

 

deep in the management of our 

 

company who are awarded stock 

 

options. The option plan is the 

 

best in the country because of the 

 

way it vests. You hear a lot about 

 

cliff vesting and five-year vesting 

 

programs. We vest in four years, 

 

not five, and we vest quarterly. So 

 

every 90 days 1/16'h of your four-

year grant vests. I've just heard too 

 

many stories of people who are 

 

staying at companies because of 

 

vesting. For instance, folks that we 

 

www.rbr.com 

 

were trying to recruit were staying 

 

at companies Ixcause they had 

 

another two years left in their cliff 

 

vesting and they were just kind of 

 

Putting the tune in and didn't w,,rnt 

 

to leave when they had those 

 

options there. It just hit me at that 

 

stage. I never want anybody work-

ing for our company who isn't 

 

enthusiastic about our company's 

 

prospects and definitely wants to 

 

be there—not just waiting around 

 

for their options to vest. So, you're 

 

always 90 days away from your 

 

next vesting schedule at our com-

pany. We want people who really 

 

want to be in our company and 

 

aren't just waiting for options to 

 

cliff vest. 

 

What are your goals for the 

 

rest of the year? 

 

To continue on with all of the 

 

plans and our operating strategy 

 

that we've put in place going 

 

into this year. Like I said at the 

 

onset, I think we've made a great 

 

deal of progress everywhere 

 

except the sales side of the busi-
ness. All of our systems, the 

 

controls, the corporate overhead 

 

structure is exactly where it needs 

 

to be and functioning very effec-

tively. The programming and 

 

marketing continue to be a stand 

 

out for our group, and to con-
tinue on with that and improve it 

 

wherever we can. I think over 

 

the next few months you're go-
ing to see the majority of our 

 

focus on improving our local 

 

sales efforts and trying to cap-
ture more market share. 

 

Has that had a big impact 

 

on your recruiting efforts? 

 

It's definitely helped our recruit-

ing effort. But it would be difficult 

 

to isolate it to one recruiting effort 

 

like that. You have to look at it all 

 

in total and take a look at the 

 

various compensation plans we 

 

have with our stock purchase 

 

program, our stock option pro-
gram, and the benefits program 

 

that we have in our company. 
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HOW MUCH LOCAL DIRECT BUSINESS ARE 
 

YOU SELLING IN THIS SOFT ECONOMY? 

 

WOULDN'T YOU LIKE TO BE SELLING MORE? 

 

With Paul Weyland's NEW 10-step DIRECT SELLING method, a slow economy is 

 

no longer a legitimate excuse for not selling more local direct business. 

 

r 

 

"...The results of your seminar were quite amazing. In a period of five business days, I 

 

showed your presentation to 4 non-radio advertisers. I closed three of them for a total of 

 

$31,400 in new business. In all three cases, at the end of the meeting they were sold." 

 

-Gary Evans, Account Executive 

 

"I just got back home after the best day of training I can remember. No, I'm not blowing 

 

smoke ... You've done a wonderful job summing up what we should be doing every day. The 

 

best part, it's simple ... so I can remember it and retell the story. I've been through a lot of good 

 

training over the last decade, but usually it's somewhat intangible so I leave and can't remem-

ber what I was excited about. I spend the majority of my time with local direct clients and you 

 

hit it on the head with the psychology of what we do. Thanks for a great day." 

 

-Whitney Dodson, Account Executive 

 

"Thank you very much for the very powerful sales seminar. The staff has been talking about 

 

it all afternoon and they are extremely excited and feel as if they have been given sight, and 

 

frankly they have. Keep up the good work and thanks again." 

 

- Chris Jones, Sales Manager 

 

You value reading RBR sales columnist PAUL WEYLAND and you take his ideas 

 

to your sales meetings. HELLO ... He's even BETTER IN PERSON. 

 

Generate more local direct revenues without FLOGGING your salespeople. STOP 

 

EMPLOYEE TURNOVER. Watch your boss SMILE. Give your sellers the right 

 

tools to work with and WATCH THEM SELL. 

 

It's RELEVANT, it's LOGICAL, it's ENTERTAINING and it WORKS. 

 

PaulS `I`G 

 

SEMINARS 

 

ani 

 

SALES VIAKKF."I'I 

 

Ask how to get Weyland's CD, 

 

"DIRECT SELLING STEP-BY-STEP". 

 

Paul Weyland is president of Paul Weyland 

 

Training Seminars. He can be reached at 

 

N J 
(512) 236-1222 or by email at weyland@swbell.net 

 

Call or email for available dates, bio, course syllabus and references. 

 



Phone call for Talk America 

 

A big money player is about t 

 

'get into the radio network busi 

 

Hess. IDT Corp. (N:IDT) i 

 

'poised to buy Talk America 

 

'Radio Networks. The all-stock 

 

deal is expected to total around 

 

$2-3M—pocket change for I DT, 

 

a long distance phone com-
pany which had revenues ofs 

 

$1.0913 for its 2000 fiscal year. 

 

Talk America President Paul_ 

 

Lyle confirmed that his board o 

 

directors had approved 

 

merger, but votes were still be-
ing gathered from shareholder 

 

Talk America had announce 

 

a merger deal back in Apr 

 

(RBR.com, 4/16) with a tin 

 

record company, Open Do 

 

Online (O:NTER), but that tran 

 

action never closed. Now 

 

appears the radio network i 

 

teaming up with a compan 

 

that has the cash to make it 

 

serious challenger to Westwoo 

 

One (N:WON) and Clea 

 

Channel's (N:000) Premiere. 

 

edia Markets
-
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RBR News Analysis 

 

Q2 mostly a downer 

 

Radio companies have wrapped 

 

up their reporting on Q2 and, 

 

with the exception of the small 

 

market players and Religious 

 

specialist Salem Communica-
tions (O:SALM), it was not a 

 

quarter to remember with fond-
ness. A few other companies 

 

managed to squeeze out posi-
tive same-station revenue num-
bers for the quarter, but most of 

 

the big players had to pull out 

 

their red ink pens. 

 

Now that the tough comps 

 

from last year's first half dot-
com bubble are past, the ques-

tion to be answered soon is 

 

whether the recovery is at 

 

hand ... or still just over the hori-
zon. Despite claims by several 

 

group heads that demand ap-
pears to be tightening, there's 

 

not much real evidence to indi-
cate an upturn—nor any to indi-
cate that things are getting worse. 

 

Flat is better than down, but 

 

it's nothing to celebrate. 

 

CCU pro forma radio 

 

revs off 6% 

 

Clear Channel Communications 

 

(N:CCU) reported that pro forma 

 

revenues for its radio group 

 

were down 6% for Q2. That 

 

beat the broader industry's 8% 

 

Larry Wilson, Chairman, of 

 

Citadel Communications 

 

has agreed to transfer the assets of 

 

WFPG-AN11FN1, WPUR-FNI 

 

and the LMA of WKOE-FN,l 

 

serving 

 

Atlantic City, New Jersey 

 

$19,400,000 

 

te) 

 

Millennium Radio Group 

 

a joint venture of 

 

U BS Capital Americas 

 

and 

 

Mercury Capital Partners 

 

Star 

 

Media 

 

Group, Inn. 

 

"Radio's Full Service 

 

Financial Specialists" 111 

 

5080 Spectrum Drive, Suite 609 East * Addison, TX 75001 • (972) 458-9300 

 

I 
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drop, but the radio shortfall in-
creased to 7.1% when its net-
work operation, Premiere Ra-
dio Networks, was included. 

 

Including recent acquisitions, 

 

Clear Channel Radio revenues 

 

were up 96% to $941M and 

 

EBITDA rose 99% to $405M. 

 

"We have seen the demand 

 

start to tighten," Clear Channel 

 

President Mark Mays assured 

 

Wall Street analysts in the 

 

company's conference call. He 

 

predicted higher prices for in-

ventory in Q3 and Q4. 

 

For the whole company, Q2 

 

net revenues were up 126% to 

 

$2.213 and EBITDA gained 63% 

 

to $611 Vii. Once again, CEO 

 

Lowry Mays and associates beat 

 

the Wall Street consensus for 

 

after-tax cash flow. This time 

 

Clear Channel topped the ex-

pectation by a penny per share, 

 

posting 75 cents against last 

 

year's 73 cents and the First 

 

Call/Thompson Financial con-
sensus of '4 cents. 

 

Westwood gains with 

 

new advertisers 

 

Westwood One (\:\\ ON) told 

 

Wall Street that it posted its 16`h 

 

straight quarter of EBITDA 

 

,Irowth by attracting new adver-
tisers to replace lost dot-com 

 

business. In his conference call 

 

with analysts, CEO Joel Hol-
lander listed some of those 

 

new advertisers: Body Solutions, 

 

Circuit City, Krispy Kreme 

 

Donuts, Southwest Air-
lines, TemperPedic Bedding, 

 

MasterCard, Ethan Allan Fumi-
ture, Hewlett Packard, TNT and 

 

CNN. For Q2, WWI posted net 

 

revenues of $133.7M, off about 

 

2% from a year ago, but EBITDA 

 

rose 5% to $45AM. 

 

Responding to often-heard 

 

rumors, analysts wanted to know 

 

if WWI is in the market to buv 

 

a radio group. CFO Farid 

 

Suleman—who's also CEO of 

 

Viacom's (NXIA) Infinity, which 
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is WW1's managing shareholder—didn't 

 

rule out buying a medium-to-small market 

 

radio group to enhance WW1's national 

 

coverage, but didn't make that any higher 

 

priority than acquiring other accretive busi-

nesses. Most recently, though, WWI man-

agement hasn't found anything else it wants 

 

to buy—at least not at an attractive price— 
so the company has continued to buy back 

 

its own stock. He reported that WWI bought 

 

back 1.3M of its own shares in Q2 and has 

 

already bought back an additional 1.1M 

 

shares so far in Q3• 

 

But the question about buying an O&O 

 

group came up again just a few minutes 

 

later. "If something made sense down the 

 

road in smaller markets, we would look at 

 

it," said Hollander. 

 

Hollander also sought to downplay the 

 

concerns that some analysts voiced about 

 

WW1's financial exposure to Clear Chan-

nel, should Clear Channel seek to cut all ties 

 

to outside providers in favor of its own 

 

Premiere Radio Networks and Premiere 

 

Traffic Network. Hollander assured the 

 

analysts that WWI continues to do business 

 

r with CCU stations with many of its prod-
s ucts, and noted that Premiere does the 

 

;? same with Infinity's stations. He complained 

 

(i that the rivalry between the two companies 

 

has been "blown out of proportion" by 

 

rr� some trade press reports. 

 

Having lost a number of CCU's big-

gest market stations to Premiere's new 

 

traffic service, Suleman surprised some 

 

conference call participants by say-

ing, "If ever there was a good time that 

 

they would have done this to us, it is 

 

now." Asked to explain, Suleman noted 

 

that by losing the CCU stations' inven-

tory in this tough advertising environ-

ment, it was easier for WW1's Metro/ 

 

tihadow unit to sell out the remaining 

 

inventory in those markets. 

 

For many more quarterly 

 

reports, plus conference call 

 

replays, visit RBR.com. 
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Who is 
 

right? 

 

Gary or 

 

Bill ? 

 

When RAB reported (page 1) that June radio revenues were down 

 

8%, President Gary Fries gave it a positive spin. "Radio's core 

 

business remains solid," he declared. "Radio's foothold remains in 

 

the local marketplace where business is currently healthier than on 

 

the national front. As national stabilizes, all indicators point to a 

 

turn toward positive growth for radio in the fourth quarter of 2001." 

 

At Lehman Bros., analyst Bill Meyers takes issue with such Q4 

 

optimism. He noted that while June's 8% decline was a bit of an 

 

improvement over May's minus-9%, the target for June was much 

 

lower. "Specifically, the June 2001 results [-8%] compared with June 

 

2000 growth of 14%," Meyers wrote in a research note. "By comparison, 

 

the May 2001 decline of 9% compared with substantially greater growth 

 

in May 2000 [est. 25%]. Put simply, the comps were much easier." 

 

Meyers doubts the often-heard scenario that radio will resume 

 

"normal growth" of 7-8% in 2002. He's projecting 6%, but admits 

 

there's not much to hang that on. Despite the easy comps, the Lehman 

 

Bros. analyst notes that deterioration of rates in the TV and cable 

 

upfront sales season doesn't offer support to radio rates. "Given lack 

 

of pricing power, we anticipate radio growth lower than the industry's 

 

historical 8% figure," wrote Meyers. "With murky business visibility 

 

beyond September/October, we recognize that our 6% projection has 

 

little quantifiable basis and may prove aggressive." 

 

The Radio 

 

IndeXTM 

 

The Radio IndexTM 

 

is flat-lining. The 

 

Index went up and 

 

down to close 8/8 at 

 

221.499, down 3.885 

 

for the week. 
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KCAL(AM), Riverside-San Bernardino, CA 

 

from Entravision Communications Corporation 

 

to Lazer Broadcasting 

 

for $2,350,000 

 

MVP represented Entravision. 
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McCoy Broadcast Brokerage, Inc. 

 

REAL, RESULTS. 

 

Undcr Contract!  

 

KTFA 92.5 FM 

 

BcatinioHl, TX 

 

JOSEPH BENNETT MCCOY, III 

 

COLORADO SPRINGS, COLORADO 

 

719-630-3111 PHONE 

 

719-630-1871 FAX 

 

HAMMETT & EDISON, INC. 

 

CONSULTING ENGINEERS 

 

RADIO AND TELEVISION 

 

Serving the broadcast industry since 1952... 

 

Box 280068 • San Francisco • 94128 

 

707/996-5200 

 

202/396-5200 
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Read about these 

 

transactions and 

 

more 

 

at our website 

 

rbrcom 

 

The place for 

 

leading industry 

 

news and 

 

information 

 

Hear the news delivered by RBR's 

 

own Jack Messmer. Go to PbP.com 

 

and click the logo shown below to 

 

hear your daily newscast. 
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Transaction nigest

")

 

 

by Dave Seyler & Jack Messmer 

 

The deals listed below were taken from recent FCC filings. 

 

RBR'sTransaction Digest reports on all deals that involve assignment of a station license (FCC Form 314) 

 

and substantial 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. Broker credits are 

 

based on contracts filed with the FCC. 

 

$35,800,000 KJUN-FM Portland OR (Tillamook 

 

OR) from 1liunderegg Wireless LLC (Lance Ander-

son, mgr) to Canon Broadcasting Inc., a subsidiary 

 

of Salem Communications (O:SALM) (Edward 

 

Atsinger et al). $600K escrow, balance in cash at 

 

closing. Duopolywith KPDQ AM & FM. KJUN has 

 

a CP to change city of license to Scappoose OR, 

 

which will move it into the Portland market. LMA to 

 

begin 9/1/01. Broker. Gary Stevens & Co. (seller). 

 

$4,000,000 WEGF-FM cp Macon (Montezuma 

 

GA) from Broadcast Equities Corp. (James Popwell 

 

Sr.) to U.S. Broadcasting L.P. (Douglas Grimm et 

 

al). $250K escrow, balance in cash at closing. 

 

Superduopoly with WMAC-AM, WDDO-AM, 

 

WDEN AM & FM, WMKS-FM, WMGB-FM & 

 

WAYS-FM. PossibletempomrryoverlapwithWPEZ-
FM, which is being sold to another owner (Radio 

 

One, O:ROIA) and moved to another market 

 

(Atlanta) (RBR7/2, p.13). Buyer requested that this 

 

transaction be granted contingent on the sale and 

 

relocation of WPEZ in the event that one or the 

 

other has not occurred by the time this transaction 

 

is considered. WEGF-FM CP is for 95.1 mHz. 

 

$900,000 KSOK AM & FM Arkansas City-
Winfield KS from Sherman Broadcast Group 

 

Inc. (Donald R. Sherman) to Cowley County 

 

Broadcasting Inc. (William B. Wachter, Will-
iam Docking, RobertJ. Strand, John H. Wachter, 

 

Andrew S. Wolfson, Bradley E. Snow). $50K 

 

escrow, $350K cash at closing, $500K note. 

 

LMA in place. Includes right of first refusal to 

 

buy KSJM-FM Winfield KS. 

 

$600,000 KOLX-FM Fort Smith AR (Bailing) 

 

from Toccoa Falls College (Wayne Gardner, 

 

EVP) to Prime LLC (Jerry Patton, Norman 

 

MacChristian). $60K down payment, balance 

 

in cash at closing. Combo with KFI'W-AM, 

 

which is being acquired in a separate transac-
tion from a different seller. LMA in place. 

 

$425,000 KPMO-AM & KMFB-FM 

 

Mendocino CA from George Anderson to 

 

Four Rivers Broadcasting Inc. (Alta Cali-
fornia Broadcasting Inc., Redwood 

 

Microcap Fund Inc., John C. Power, J. 

 

Andrew Moorer et al). $5K deposit, $120K 

 

cash at closing, $300K note. Also, buyer 

 

will place $65K into escrow account which 

 

will be used for improving facilities and 

 

equipment, and to relocate studios. Money 

 

not used from this account will be consid-
ered a loan from buyer to seller, and any 

 

loaned money will be credited as early 

 

payment on the $300K note. LMA since 4/5. 

 

$400,000 WTAL-AM Tallahassee from John 

 

H. Wiggins to Live Communications Inc. (R.B. 

 

Holmes Jr.). $10K down payment, $30K es-

crow, $310K cash at closing, $50K non-com-

pete. Broker: Kempff Communications (seller). 

 

$116,050 KAOX-FM Kemmerer WY from 

 

Jimmy Ray Carroll to Jerrold T. Lundquist. 

 

Form of cancellation of debt owed to buyer. 

 

Duopoly with KMER-AM Kemmerer and 

 

KDWY-FM Diamondville. 
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Mixed quarter 

 

for Cumulus 

 

Despite the lack of any dot-

com tough comps for its me-

dium and small markets, Q2 

 

revenues were still dragged 

 

down for Cumulus Media 

 

(O:CMLS) by the nationwide 

 

economic softness. Net rev-

enues were off 12.1% to $7.6M 

 

but broadcast cash flow in-

creased 11.6% to $18AM. Af-

ter-tax cash flow per share 

 

increased two cents to seven 

 

cents per share. On a same 

 

stations basis, Cumulus said 

 

Q2 revenues were down 4.4% 

 

and cash flow up 26.9%. 

 

"Cumulus' expense base 

 

is now beginning to align 

 

more closely with that of 

 

our peers," CEO Lew Dickey 

 

Jr. said of the structural re-

organization that Cumulus 

 

has gone through over the 

 

past year. "This fiscal disci-

pline continues to serve us 

 

well as we navigate a par-
ticularly difficult advertising 

 

environment." 

 

While we were interviewing 

 

Dickey for this issue (pages 8-

10), we couldn't pass up the 

 

opportunity to ask what he 

 

sees now in the transaction 

 

marketplace: Although you're 

 

mostly focused on operations 

 

now, where are multiples and 

 

how big is the gap between 

 

buyers and sellers? 

 

"You're right on opera-
tions. I spent fully 75% plus 

 

of my time on operations and 

 

in the details every day," 

 

' Dickey replied; "On the M&A 

 

front, we have done a few 

 

things. You know we did 

 

obviously the big deal with 

 

Clear Channel that enabled 

 

us to close on Connoisseur 

 

on time and avoid a liquidity 

 

deal there. That was when 

 

we were really in the market. 

 

Since then I've sold a couple 

 

of stations. We sold one FM 

 

in Saginaw and one other 

 

one to raise a few dollars. It 

 

didn't cost the company any 

 

cash flow. In terms of buy-
ing, we've made a couple of 

 

announcements. We've 

 

bought some strategic fill in 
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stations inside markets we 

 

already operate. Those 

 

worked out very well for us. 

 

We haven't really been in the 

 

general market to go out and 

 

buy clusters that have been 

 

shopped. But I do see books 

 

and I stay on top of it, be-

cause I need to stay very 

 

current with that when we do 

 

get back into that mode again. 

 

Based on what I see and what 

 

I hear, the multiples have not 

 

come down that much. I think 

 

in the Halcyon days they were 

 

north of 20. You don't see 

 

that anymore. But, you don't 

 

see them south of 15 either, 

 

for the most part." 

 

"As you know, we're in 

 

Houston now and trying to go 

 

into Kansas City and those are 

 

markets 10 and Kansas City is 

 

market 30. We're trying to do 

 

as much in the top 100 as we 

 

can now, which is really our 

 

focus. But in the top 100 mar-

kets, certainly a 15 multiple is 

 

the norm at this stage in the 

 

game. It's really driven for a 

 

couple of reasons. Number 

 

one, it's all supply and de-

mand. The buyers in the mar-

ket are pretty well-heeled 

 

compared to the last down-

turn, say 10 years ago." 

 

Disney in same boat as 

 

everyone else 

 

The Walt Disney Company 

 

(N:DIS) may have a far-flung 

 

media empire reaching far be-

yond broadcasting to all sorts 

 

of entertainment businesses— 
even a cruise line. But that 

 

doesn't give the company a 

 

better crystal ball to predict 

 

what's going to happen with 

 

the economy and ad spend-
ing. In Disney's conference call 

 

with Wall Street analysts, Jes-
sica Reif-Cohen of Merrill 

 

Lynch asked Disney President 

 

Bob Iger for his take on the 

 

outlook for radio. "Radio is 

 

down, Jessica, not as much as 

 

some of our other broadcast 

 

businesses, but it is definitely 

 

suffering from the economic 

 

downturn as well. It's difficult 

 

to tell, going forward, what 

 

that business looks like. At the 

 

moment we don't see much of 

 

a turnaround, but it definitely 

 

has bottomed out, as far as we 

 

can see it. There's not much 

 

more to say than that." 

 

Radio, of course, is just a tiny 

 

part of the Disney empire and, 

 

for quarterly reporting purposes, 

 

is lumped in with the ABC Tele-

vision Network, the O&O TV 

 

stations, ESPN and all of Disney's 

 

other cable investments—a sec-

tor Disney calls "Media Net-

works." For the company's fis-

cal Q3, which ended 6/30, Me-

dia Networks revenues dropped 

 

6% to $2.113 and operating in-

come plunged 29% to $470M. 

 

CLEAR CHANNEL 

 

has acquired 

 

KXEW-AM/KOHT-FM 

 

KTZR-AM 

 

Tucson, Arizona 

 

from 

 

ART LABOE 

 

for 

 

$17,000,000 

 

The undersigned acted as exclusive broker 

 

in this transaction and assisted in the negotiations. 

 

r 

 

Kalil & Co., Inc. 

 

3444 North Country Club Tucson, Arizona 85716 (520) 795-1050 

 



In Today's.Media Jungle, 

 

You Can't Afford NotTo Change. 
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Szabo Associates, Inc. 

 

3355 Lenox Road, N.E., 9th Floor 

 

Atlanta, Georgia 30326-1332 

 

Phone: 404-266-2464 

 

Fax: 404-266-2165 

 

E-mail: info®szabo.com 

 

Website: ww",.szabo.com 

 

In the fast-paced 

 

world of media, you have 

 

to keep improving just to 

 

keep up. You ought to 

 

expect the same from your 

 

collection service. 

 

At Szabo Associates, we're improv-
ing as you improve. As the first and 

 

largest media collection firm, we're 

 

providing more specialized service 

 

than ever. We've created separate 

 

divisions dedicated to each individual 

 

medium. No one else focuses so 

 

sharply on your individual needs. 

 

This know-how helps us offer 

 

value-added services you won't find 

 

anywhere else. Szabo clients have 

 

free use of the world's best database 

 

on advertisers and agencies, an 

 

unequaled library of media informa-
tion, proprietary management reports, 

 

international collection services, and 

 

much more. 

 

In today's media credit jungle, 

 

choosing the wrong guide can get 

 

you in trouble in a hurry. Since 1971, 

 

Szabo has helped more than 6,400 

 

clients find their way to faster, more 

 

substantial settlements. Choose the 

 

collection service the others try to 

 

follow. Because in a business as tough 

 

as yours, you need a different breed 

 

of collection service. 

 


