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House of Blues rejects Anschutz

The Rocky Mountain News reports 5/17
that the House of Blues board of direc-
torshas rejected Phil Anschutz’'s Con-
certs West bid to take over its chain of
nightclubs, amphitheaters and concert
booking. Now, both Concerts West and
Clear Channel Entertainment are both
out of the running. Fred Rosen’s
Key3Media and Entercom are the two
final contenders to buy the nation's sec-
ond-biggest concert company.

Orban/CRLI reworks debt

Orban/Circuit Research Labs Inc.
(O:CRLI) has once again reworked the
terms of the debt it owes Harman Inter-
national (N:HAR) from two years ago,
when CRLI acquired Orban for $10.5M
For the second time, Orban/CRLI has
gotten Harman to rewrite the terms of two
notes for $5M and $3.5M. It's also gotten
several payment extensions along the
way. As things stand now, the notes,
which accrue interest at 12% (originally
8%), won't be due until 12/31/03.

Jimmy de Castro gets Award

Jimmy deCastro wilireceive the 2002
Lifetime Achievement Award from the
Radio Broadcasters of Chicagoland at
the seventh annual Achievement in Ra-
dio Awards (AIR). The AIR Awards, which
recognize excellence in local radio and
benefit the March of Dimes, will be held

11/ 7 at the Hyatt Regency Chicago.

Howard Holder dies at 85

Howard Randolph Holder, Clarke
Broadcasting’s Chairman since 1990
and former President of the Georgia
Broadcasters, died at 85 years of age
on 5/6. The Athens, GA resident had
extensive experience in radio, begin-
ning at WHBF in Rock Island, IL in 1939
After service in WWII (‘41-'45), he was
an announcer at WOC-AM in Daven-
port, 1A, 1946-47

Rick Sanchez joins HBC for radio show

Rick Sanchez, the former WSVN-TV
Miami anchor and new MSNBC morning
anchor has signed with Hispanic Broad-
casting (HBC) for a new weekday radio
show. Sanchez will host “Buenas Tardes
America” on Hispanic's WQBA-AM, Mi-
ami and WADO-AM, New York from 3pm
to 5pm. The show focuses on current
events and issues that affect Hispanics.

TV, radio workers get job aid in AZ

Arizona Governor Jane Hull signed
into law 5/22 a bill restricting broadcast
stations' ability to impose contract
clauses that keep employees from go-
ing to work for other outlets. The bill
(SB1042) allows TV and radio staffers to
seek work at another station if their con-
tracts are not renewed or they are fired.
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Hollings Kkills
mergerreview
proposal

Sen. Ernest Hollings (I>-SC) was suc-
cessful in his attempts to quash an inter-
agency agreement proposal between
the DOJ and FTC that would put all
media mergers under the DOJ’s Antitrust
Division (RBR 3/25, p. 2). The Bush
administration dropped the controversial plan 5/20. The DOJ and FTC wrote
Senate committees that they would abandon the agreement that would deem
which agency should review mergers in specific industries. DOJ would have
authority over mergers in the Internet, software, telecommunications, media
and entertainment industries; the FTC would review mergers in health care,
energy, computer hardware, automotive and biotechnology.

The administration’s notice came just days before a Senate Appropriations
subcommittee chaired by Hollings was scheduled to consider budget items for
both agencies. Hollings had threatened to cut the agencies budgets if they
carried out the agreement. The senator was against the agreement because it
gave oversight of media and entertainment mergers to DOJ instead of the FTC,
an independent agency with members from both parties.—CM

Ernest Hollings

CARP rejected; 30 days until final decision

The US Copyright Office has rejected the CARP panel’s royalty fee recommen-
dations. A final determination will be made by 6/20
Digital Media Association Executive Director Jonathan Potter commented that
Librarian of Congress James Billingham's rejection of the proposed rates “offers
hope that the final royalty will be more in line with marketplace economics.
RBR observation: The rejection of the CARP proposal may have saved
hundreds of webhcasters

XM’s repeaters
under bipartisan
congressional scrutiny

The NAB and other broadcasters’ lobby:
ing efforts may have finally paid off—
with bipartisan support at that. Two
Congressmen—Energy & Commerce
Committee Chairman Billy Tauzin (R-
LA) and Committee member Gene Green
(D-TX)—fired off a letter to FCC Chair
Michael Powell 5/22, objecting to XM
Satellite Radio’s patented technology that
would allow it to transmit local content
from its terrestrial repeater network. At
issue are XM’s permanent repeater license applications.

From the letter: “XM has received a patent on technology allowing them to
convert a terrestrial repeater into essentially a low power radio station allowing
it to insert locally flavored programming in direct violation of their license. We
beleive the FCC needs to closely examine this possibility before making
permanent any license for XM’s terrestrial repeaters Specifically, the FCC should
ascertain the exact location of every repeater, the interference issue justifying
its existence, and an explicit statement acknowledging that said repeaters will
never be utilized to feed locally differentiated programming.”

“We're obviously pleased to see members of Congress raising questions about
what appears to be a very disingenuous ploy by the satellite radlio folks to explore
local programming options,” NAB spokesman Dennis Wharton tells RBR.

RBR observation: Amazing that this is what it may take to finally get the
FCC to address the repeater issue. The Commission all but ignored NAB’s
filings on the matter, and all the press on it as well. BTW, RBR already has
the database of these repeaters if anyone is interested. Call April Olson @
703-719-9500 to order your market repeater report. —CM

Billy Tauzin
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Feingold introducing bill to
quash industry practices

The Chicago Tribune reports 5/23 that Sen. Russell
Feingold (D-WI) will introduce a bill likely next
month to curtail or eliminate a number of industry
practices that he says have led to higher concert
ticket prices and homogenized radio programming
that features only the most financially-backed art-
ists. The statement comes as the industry is already
under scrutiny from legislators including Rep.
Howard Berman (D-CA), who are calling for the
tide of consolidation that has concentrated power
in a handful of conglomerates, particularly Clear
Channel Communications, to be reversed

“It is striking the
range of people that
radio deregulation has
affected negatively in
different parts of the
music industry and the
economy, Feingold
said. “It's a sign of how
offensive this system
has become. The rea-
son I have put it high
on my agenda is the
range of people it has
affected: artists, con-
sumers, labor groups,
concertgoers and every person who listens to radio.
This is an antidemocratic trend, because a free society
is made up of a variety of voices. So to have music
homogenized and controlled by a few big companies
is a significant issue in a democracy and a culture..”

An unprecedented. coalition of musicians, artists,
union groups, retailers and labels have joined Feingold
and other politicians to call for sweeping changes in
an industry. The group, which launched the cam-
paign 5/24 (after our deadline for this issue) will
release a joint statement signed by “10 of the major
organizations representing the musicians and indus-
try that seek major changes in how music reaches
listeners over the radio,” said the Trib. The group will
also call for reform of “legal” payola (labels funnel-
ing promotional money to stations through indie
promoters in exchange for airplay consideration).
Since ‘96, concert ticket prices have risen 61%
Feingold’s office told the Trib, whereas the con
sumer price index has risen only 13%

Russell Feingold

Reactions from the CARP rejection

The NAB and Arbitron have both issued state
ments on yesterdays (RBR.com 5/21) news that
the US Copyright Office/Librarian of Congress
has rejected the ridiculous CARP royalty recom
mendations (RBR 2/25, p.2)

“NAB is pleased the Librarian of Congress has
rejected the rates and terms recommended by the
Copyright Arbitration Royalty Panel for the use of
sound recordings for webcasting,” says NAB's Jeff
Baumann. “We are hopeful the Librarian’s final
determination will result in rates and terms that reflect
market reality.” Says Bill Rose, VP/GM, Arbitron
Webcast Services: “We are pleased about today’s

| decision and we are eager (o hear what the Librarian

of Congress will decide on 6/20. We are hopeful a
decision will be reached that will enable the webcasting
medium to continue is growth and reach its potential

| as an advertising medium”

The Media Audit

Sets The Pace In The Local Market Qualitative Audience Industry.

¢ The Media Audit added questions for local media website ratings in 1998.
e Two years before any other qualitative service followed suit.

If you are looking for innovative leadership
Call us: 1-800-324-9921
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Promotions

Bryan Farrish Radio Promotion
in Sherman Oaks (Los Angeles)
has a part-time opening for a
promotions person to work from
our office, assisting our other
promoters. If you are not in LA,
please forward this to an associ-
ate in LA who may be interested.

Promote our client syndicated
talkshows to commercial radio
for clearances. Promote our cli-
ent indie artists to commercial
radio, for airplay.

Experience. Any of the
following: Talkshow affiliate rela-
tions, Indie record promotions,
Statiqn on-air, Station sales, Sta-
tion promotions, Station program-
ming, Label radio promotions.

To apply: Call 818-905-8038 x27

Clear Channel creates
"“Clear Channel Advantage"”

Clear Channel is reconfiguring
its ad sales divisions to leve;
age cross-platform or multi
platform deals for advertisers
The new unit, Clear Channel
Advantage, will sell adverti
ers 1 sh ppPIn

all of its properties including
radio, TV, outdoor and live
entertainment. Clear Channel
$ also merging part of CC En
tertainment, which sells local
sponsorships, into the
company’s radio-sales group
(see other story)

Says CCU President/COO
Mark Mays: “Clear Channel Ad
vantage leverages the power of
Clear Channel’s unique national
tootprint with our unparalleled
multi-platform advertising op
portunities. The Clear Channel
Advantage advertiser may now
exploit any combination of ra
dio, TV outdoor and entertain
ment advertising or marketing
opportunities across geogra
phies as custom as a single
market, a regional trading area,
the entire country, or globally
Clear Channel Advantage is
poised to reach into every divi
sion of Clear Channel and ex
tract the right mix of advertis
ing—whatever the combination
of platforms—to maximize sales
for our clients

Clear Channel Advantage
staffers will report to CC Radio
President/COO John Hogan.

New Jersey cluster 0K'd,
Copps dissents

In a tliree-to-one decision, the
FCC has approved multiple deals
by Charlie Banta’s Millennium
Radio Group to acquire WADB-
AM, WOBM-AM & FM, WJLK-FM
& WBBO-FM in the Monmouth

Ocean Counties Arbitron market
in New jersey. The Commission’s
Republican members accepted
Millennium’s argument that the
market has a high percentage of
listening to out-of-market stations

lessening concerns about market
contentration

Michael Copps

The FCC’s lone Democrat
Michael Copps, disagreed. ‘I
cannot support the grant of
these transactions, which would
result in one owner owning
five stations in the Monmouth
New Jersey area, with a total of
63.8% of the advertising rev
enues in the market,” Copps
wrote. “While most listeners
may listen to out-of-market sta
tions, these stations do not pro-
vide the local coverage that
makes radio unique

TM Century reports (2
revenues down

M Century (Q:FMCH) reported
that net revenyes were down 12.79

10 $2.1M In its fiscal O2 I
ended 3/

! s that occurr n
September 11, 2001 and the sub

sequent effect on the advertising
incdustry had a continuing impac
onsecond quarter revenues for all
product lines, which historically
derived approximately 50% of rev
enue from barter agreements,” the
company said

Music service revenues were
down 15.6%, jingle revenues
dropped 21.3%, comedy network
revenues were down 27.4%. lHow
ever, production library revenues
increased 12.9%

TM Century’s net loss for the
quarter was $250K, compared to
loss of $223K a year earlier

CC Radio and CC
Entertainment merge local
and regional sales

Clear Channel President and COO
Mark Mays announced 5/21 the
merger of its local and regional
sales teams of the Radio division
with the local and regional Music
Group sales teams of CC Enter
tainment, effectively immediately.
Says Mays: “The combined sales
team will provide unprecedented
access for our advertisers to the
unique opportunities of our radio
and live music advertising plat
forms. |The move] offers the
Company’s sales executives the
opportunity to continue their pro-
tessional development, asihey gain
integraled sales experience while
learning other sides of the busi
ness.’

The merged sales force will
report to CC Radio President/COQO
John Hogan. CC Entertainment
will maintain a national sales and
marketing group to sell and ser-
vice advertisers for national con-
cert, theatrical and family tours
and motor sports events, and na-
tional marketing relationships as-
sociated with the division’s live
entertainment venues

Pinnacle Holdings
announces Nasdaq
delisting notification

Tower site manager Pinnacle
Holdings (O:BIGT) announced
5/21 it received an anticipated
Nasdaq Staff Determination that
the Company failed 10 comply
with the minimum $1 bid price
rule requirement. Its common
stock will be delisted from
Nasdaq at the opening of busi-
ness on 5/24. The Company also

Washington Beat
CCU forms “CCPAC"

Clear Channel snnounced the formation of its employee-sponsored
Clear Channel Political Action Committee (5/20). CCPAC’s purpose
will be to communicate the company's positions on key governmen
tal and regulatory issues. CCPAC will operate within the traditional
Political Action Committee guidelines supponting initiatives and
candidates who favor the Issues that will help the COMPANy grow its
business and compete fairly in its industries

Says CCU Chalrman/CEO Lowry Mays: “T am pleased 10 announce
the formation of the Clear Channel Political Action Committee, a move
that | believe is long overdue. We understand the importance of our
relationship with government on the local, state and federal levels is
critical to the success of our company. The new CCPAC will give us the
tools to work on issues that are Important to us."—CM

House to hold webcast
royalty hearing 6/13
The House Copyright Subcommitiee may further clarify issues on
webcast royalties for the US Copyright Office, which will make the key
recommendations to Librarian James Billington. Afier tuming down the

CARP recommendations (RBR.com 5/21), Billington's final determina-
tion on rates and terms for the webcast industry will be made 6/20

RBR Stats

FCC releases new station totals
From June 30, 2001 to Dec. 31, 2001

AM stations 4,772 up 45
FM commercial stations 6,089 up 38
FM educational stations 2,259 up 25
commercial VHF stations 576
UHF commercial 740
VHF educational 125
UHF educational 254.
VHF LPTVs 535
UHF LPTVs 1649.

announced that the terms of an
amended and restated master
lease agreement between it and
Arch Wireless Holdings were
confirmed by the U.S. Bankruptcy
Court. Arch Wireless filed Chap
ter 11 on 12/6/01. The amended
lease agreement provides Arch
with flexibility to rationalize its
network while guaranteeing the
Pinnacle a minimum monrthly
rent. Pinnacle also announced
that it has entered into a memo
randum of understanding to settle
the consolidated securities class
action lawsuit that is currently
pending against Pinnacle, CEO
Steven Day, former CFO Jef-
frey Card, former CEO, Robert
Wolsey and other current and
former directors of Pinnacle

NAB objects to new
complaint system

The NAB has told the FCC that it
should not include complaints
about indecency and other pro
gramming in the Commission’s
proposed unified system for pro
cessing informal complaints from
the public. In a formal filing, the

NAB says the proposed “one
size fits all” system just won't
work with programming com
plaints. For one thing, there’s
no provision to attach tapes or
transcripts to the form. The
NAB says there’s no evidence
that there’s anything wrong
with the current system and
that programming related com
plaints by their nature require
Commission review and aren’t
going to be resolved by staff
negotiations between the com
plainant and the broadcaster
Also, the NAB warned that if
programming complaints are
routinely processed like other
complaints it could add to pub
lic confusion over the FCC's
authority to regulate content
beyond indecent and obscene
broadcasts. In other words, a
broadcast programming com
plaint simply can’t be handled
in the same way as a complaint
abour telephone billing

NAB’s filing notes, however,
that the proposed unified system
might be just fine for dealing with
technical complaints involving
broadcasters —JM
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These windows vary slightly due to format, but it is a

known fact that all stations have three to five months each
year where i tremendous pressure on their .nventory
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THE Parr-don the interruption

n"ss Russ Parr joins the largest African American radio network company
to make urban radio history.Welcome Russ and Olivia.

To get Russ Parr on in your market, call:

RN
W

WITH MORNING SHOW Glenn Bryrant Vice President Operations = 412.456.4038 AMERICAN
j/ Anita Parker-Brown Senior Director, Affiliate Relations - 2 | 2.883.2114 URBAN RADIO
Zl’ld Lénore Williams Manager Program Operations - 4| 2.456.4098 NETWORKS

5/27/02 www.rbr.com




News Radio:

While News and

John Rosso

betrween the Fall and Winrer books

It looks like News/Talk in general seems to have given buck a lot of what it gained in the Fall, which, | don’t
think was a surprise to anybody. | would say aftiliate counts haven’t really grown significantly in the last month
or s0,” John Rosso, SVP Affiliate Relations, ABC Radio Networks. tells RBR A lot of News/Talk stations kept some

f their increases. WABC is a good example, where they had a great Fall book. Winter was down a little bit [4.0

0 3.9], but they didn't give it all back

News product
4t musiIC stations

mber of music-intensive stations have added news product since the
the providers. Of course, it’s not just about 9/11 anymore—news
N faster now than ever. “Based on the world’s current volatility, Americans
1y abreast of local and national news has increased and many find themselves
ning into News/Talk radio” says Howard Goldberg, SVP, Radio, Scarborough
] arch. “Non-News/Talk format stations are now considering their options o provide
ners with news and information that they had once not offered in the past. This will
n additional emphasis on the News/Talk format stations to meet the program-
ming needs of their core listeners
Tom Callahan, GM of AP Radio, says more than
150 inusic stations have signed up for AP Network

News—its tlexible, live audio 24 hour network-
since 9/11. With 600 current affiliates, APNN has
growth since that day. “While I would say
e intensity of new affiliations has leveled off,

st are ever-mindful of the fact that this issue of
crisis coverage has not gone away and everyone
ibers what happened that first week or weeks

y didn’t have coverage,” Callahan says.

And as we have been reminded time and time

again—ijust when we least expect it if something
: v make sure the industry is
covered
Mz us AP affiliates increased their
se Before many were getting drive
t ’s, now they’re getting it 24 hours or
th etting our audio actualities services- Tom Callahan
S Bank and Prime cuts. Those are4hings that

re moving,” Callahan adds

n today’s world where everyone is so focused on the boitom line, there’s a natural
knee-jerk reaction to cut back on news and other programming and focus on selling. Bui
there’s some basics of the business that can’t be ignored. On 9/11 much of the radio
industry was caught with its pants down

It was terrible. You work so hard to build an audience, in any sized market, and then
just to say, ‘Hey, go to television,” or ‘We'll even simulcast television on our station.’ I think
that many stations, because they were not prepared for this coverage, or in all fairness,
because they were advised by someone that ‘news is not important to this format,” were
poorly mislead. And I think that unfortunately many stations, they didn’t want to do this
but had to acquiesce to television—acquiesce their brand, their audience and really turn
it over to television. I'm sure many programmers regret doing that,” Callahan explains.

He adds, “We're just saying protect your brand, protect your audience. I would say the
best way to describe this is long-term insurance for any broadcaster, and that’s really hov
we're positioning it: Is there a crisis today? No. But if something happens, are you
prepared, are you ready? And are you going to turn over your listeners to a TV station as

4 www.rbr.com

Riding the 9/11 wave

Kk listening across the country cooled off a bit after the
historic ratings of the 9/11 charged Fall book, most stations carrying the
formats were still up in the Arbitron Winter ‘02 book compared to Winter ‘01
he Winter numbers show All-News ratings typically leveled off or dropped
toa degree. Without the immediare danger of another crisis (well, it depends
on rhe day...), the need for news becomes less of a priority again for some
listeners. Among some selected All News stations, in NY, WINS-AM dipped
froma 4.8t04.0and WCBS-AM d opped from 3.6t0 2.6. Tn LA, KNX-AM was
up from 2.4 to 2.5 and KFWB-AM was down from 2.1 (0 J
Chicago took a dive down from 6.2 t0 5.1, and
of a point. WW]-AM Detroit was down three tenths of a point. KYW-AM
Philadelphia dropped 1.1 and WTOP-A/FM Washinglon continues to be the
#1-rated station there in the morning and drive dayparts, dropping only

RE/ oolree
Group Directory

The RBR Group Directory is the easiest way to get all the facts plus in:
about all the radio groups. You will get up-to-date information about eac
corporate structure, stations they own, formats in each market and key
people (including mailing location and email addresses along with fax/pht

By Carl Marcycgj

A tremendous Fall book

‘The Fall book was indeed incredible, considening |
the survey perlod didn't stan until 9/20/01, Accond.
ing to lnerep, the aumber of listeners 1o All-News
stadons reached their highest levels then in (2 years, |
On averuge, in the Top 10 markels, towal AQH
listening rose 17% over the Summer ‘01 book. Cumge
for All News increused by 16% over same period.,
Overall, 23% of P12+ lsieners in the Top 10 metros
tuned in to All News radio during the survey period
In-car AQH listening to All News was up 25% during
the Fall '01 book. Tn-office listening was up 15%. On
a clay-part basis, weekend listening was up an
impressive 25%, while combined drive times In
creased 16%. Infinity’s WIBBM-AM Chicago saw the
greatest increases, with AQH up 29% and cume up
29% as compared 10 the Summer book. Infinity's
WCBS-AM NY was up 32% in AQH and 18% in
cume; its WINS-AM was up 20% in AQH and 26%
incume. Overal}, eightoutof the top ten(New York
Chicago, San Francisco, Philadelphia, Detroit, Bos
ton, DCand Houston) markets showed double-digit
increases in either cume, AQH, or both:

WBBM-AM
| WGN-AM was up a tenth

opposed 1o letting them hear it directly from you
through the radio?”

I think now we have seen that there are FM
stations that want 10 have a form of crisis coverage
should, God forbid, another crisis occur of the
magnitude of 9/11. And that’s the business we’re
in,” ABC Radio Neltworks President Traug Keller
tells KBR. “We have been investment spending
over the last three years in our news product
because that is the engine that drives the bus. And
at times like this when there is war or the threat
of war, or a heinous act of terrorism, the country
is searching for answers and information. I think
we found that after 9/11, where we saw an
exiraordinary number of the commercial radio
stations taking our news, there was a recognition on the part of news directors and
PDs that it does, in fact, matier where you get your news

"Since September the 11", we've seen a tremendous increase in music-intensive
radio stations picking up news and information. Obviously, on the day of the attacks
themselves, there were a lot of siations in a variety of formats that immediately
swilched 1o an All-News product,” says VP Radio, ABC News Chris Berry. “There
were a number of siations that are already ABC Radio News affiliates, but maybe hadn't
utilized their association with ABC 1o pick up special coverage. li’s not just about
marketing top and bottom of the hour newscasts. We were (alking 1o more music
oriented stations, providing them with information—not only on our special reports
or status reports, but also on some of the longer form coverage that we’re doing on
briefings and even one-hour specials that we're doing in the evenings

“It reinforces raclio’s position as the first place people go to hear about breaking news
I think long-term it’s good for the industry to have more information, even on the music
intensive stations. If all you are is a jukebox, somebody can buy a jukebox and replace
you,” Rosso warns.

He also says i’s not that easy to put a number on how many stations have added news
affiliations or news product. Affiliations with large syndicators often come with a
package deal—if a station takes one product, they have rights to others in the porifolio
‘I would say that there are probably in the hundreds of music stations that are now
carrying some news product using the existing ABC affiliations that they have. In terms
of new affiliations, it would be probably 75+ How many of them now are using the news
programming that they have already been entitled to for a long 1ime, or using more of
it is hard for us to track because we really don’t have any system that can tell us what
a station is using and not using unless it's gol a commercial embedded in it

And what Rosso has seen in the smaller and some medium markets is stations flipping
format into News/Talk at a faster rate than in the past: “This is just anecdotal, but just from
the day-to-day flow of business, | think we’re seeing an increased interest in News,/Talk
with companies that maybe have underperforming AM stations. It might be their tertiary
signal in a market. They’re saying, I can put on a bunch of syndicated Talk shows and
a syndicated News network. It will cost me very little 10 run because I'm not going to do
any local news, but it’s going to o better for me than whatever I'm running now

AP launched a one-minute newscast in March. It runs at :58 past the hour and stations
because it’s only :55, have the ability for local station ID and sponsor IDs. “It’s really a very
compelling, one-minute headline updates thatare delivered in a very contemporary style

@aide

Traug Keller

Reserve your RBR Group Directory
today for the pre-publication price
of only $89. Each additional copy is
only $32; so everyone in your
company can have their own copy.

Call April Olson at

703.719.9500
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SEAN
ANNITY

Getting It Right Across America

Hannity Continues To Get Listeners Tuned In!

WABC-AM New York 224%
KABC-AM . Los Angeles 133%
KSFO-AM . San Francisco 124%
WMAL-AM Washington 131%
WSB-AM Atlanta. . 127%
WCBM-AM. Baltimore 136%
KPAM-AM Portland OR 1125%
KSL-AM . Salt Lake City 131%
WDBO-AM Orlando 132%
KXLY-AM Spokane .. 147%
WTKG-AM Grand Rapids 1325%
KERN-AM Bakersfield 185%
Source: Arbitron Winter 2002 v. Winter 2001, Metro, AQH Share, Adults 25-54, station exact times.
Make the Right Choice

Call ABC Radio Networks

(212) 735-1700

@RADI O NETWDR KS
america listens to abc THE SEAN HANNITY SHOW
www.hannity.com



News/Talk by the numbers

Accordingto arecentstudy by S arborough Research,

* Currently, 22% of American Adults 18+ listen to News/Talk
* St. Lowis, Milwaukee and Seattle are the highest rankers, with 40% : D : "
39% and 37% respective Adults 18+ listening {0 News/Talk ' o use
* The lowest markets are Honolulu with 9% and Memphis at 10%

* The median age of News/Talk listeners is 52 d care : ina cri
* 24% of the 45-54 group are most likely to listen v Ito do a sewvic AEADUUSY. |
K-y S ! D¢ 1al
* 47% of the 55-64 are most likely to listen e e e
* Seniors 65+ are 50% more likely to tune in ot MR rsiCaliahas
* Younger adults are less likely to tune in, with only 3% between 18 x , irgest distribn
24 and 11% between 25-34 hews US for radio, offerin adio
. d / d ( 5, D 'S al )
* 52% of listeners are white-collar workers News, ( ' - ?
1 . . Radio News, has added more than 100 new
* 82%that have post-graduate degrees are more likely to tune in than music-intensive affiliates since 9/11. “Re Joel Hollander
the market average member, we decided after September 11 aduct fo o st
e 37% of people with household incomes of $250K+ listen (RBR.com 9/12) for 72 hours to give our | 1p.100rotal include T new
, L " . ferings to non-affiliates for free :
e 80% of News/Talk r. li : - MR B8 offerings
, , alk radio lisfencts own theu ova I?eSIdences Westwood One CEO Joel Hollander tell L,;(egfof AP, mus i\ 2
* Listeners who own a second home are 34% more likely to tune in RBR. “And what that has done forusinreturn | o 5 a0 o e oo
to News/Talk than the market average. is we have signed up over 100 new affiliates ' -

the quick-read, so to speak. “They're

lne sty (O]

We put together a limited-inventory news
cl

more u‘upuu nt to affl]lall LAl "ld

E T W o [ K , y

WS od 9/11
Ps
‘ stati yantin 0 N¢
type of news product and news pres

fibeee Stati Liv &D—_ ;Week- ence,” Hollander explains
L ]
Nearing 200 Stations * 9/11’s effect on the stock market

Nominated Radio & Records 2001 and economy also caused a surge in
News/Talk Personality of the Year

demand for financial news program
ming. The attack on the WTC was not
just an attack on the WTC, it wa
literally an attack on Wall Street

The whole incident made people
tense—about their lives, security, per
, sonal safety. And after personal
\ safety, the next thing people worry
I

about is their financial safety—pro
viding for their families,” says Andy

Denemark, VP Programming, United
Stations Radio Networks
1 1 = i ~ O

U (0]

ism, but there sure is a bumpy bunch
of stocks out there. We've been do

i Lou Dobbs nancia
I Reports’ for a y :
b Il
"’ Citadel’s Top Syndicated Host we've had three big surges in terms
LIVE Weekdays Spm-7pm EST, 2pm-4pm PST of interest in that feature. One was
L | B ] the initial launch, a second was last

May a year ago when Lou went back
on CNN, and the third surge was
after 9/11." The show currently has
734 affiliates

ABC Radio Networks will soon com
plete a network redundancy project
(RBR 1/21, p.14) for its uplink facil
ity/network operations center in New
] York so it can continue to distribute
Incredible Topics F B news products and services out of DC
or Dallas, should there be an event
that would prohll)]t use there

American Urban Radio Networks
(AURN) currently offers its affiliates
American Urban News and SBN News
Says AURN President Jay Williams
That news product is available to them
100% of the time. We have a lot of
affiliates, many of which are music
intensive stations. However, they were
not using the news product. Post-9/11,
we've seen is a rise in them utilizing the
news product

Williams says stations across the coun
try including WWRL-AM New York
. . WOL-AM Washington, WAMO-FM Pitts
Other Fine TRN programs available: burgh, KJLH-FM LA and WHAT-AM Phila

f : delphia h It added extensive addi
 peezers  MOTORTREND  FIGHT BACK: SRR e
ON WATCH Radio Magazing David Horowitz the[News NG  cxamples These r

) ar
added the much needed information
that their audiences wanted to know

= =

e
CONGRESSMAN
WINN HOST

Credible Journalism

Evenings/Overnight

The Most Consistently Amazing

WEEKDAYS . !
Information on Radio

| Sur12om EST
' 6am9am PST

Talk Radio Network www.talkradionetwork.com 888-383-3733

www.rbr.com 5/27/02
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Red flag lands in the Big Easy

The recently-announced cash-swap deal in which Clear Channel
(N:CCU) and Wilks Broadcasting propose to exchange FMs in New
Orleans (RBR 5/20, p.6) has the FCC reaching for its hanky. One half
of it does, anyway. The part where Clear Channel sends KKND-FM to
wilks did not get a red-flag notice. However, the part where Wilks sends
WRNO-FM to Clear Channel did receive the flag.

On the face of it, this appears to be another ludicrous flag-throwing
Clear Channel will go from two AMs and five FMs to: two AMs and five
FMs. Wilks will go from four FMs to: four FMs

Borh FMs are 100 kw stations with nearly identical tower heights.

Look at the latest Arbitron report for the market and the flag makes

. even less sense. Classic Rock WRNO-FM pulled a 3.6 12+ in the winter

y

=

2002 survey, while Alternative KKND-FM pulled a 3.9. CCU actually
comes out on the short end of the stick. Look back to the fall and the gap
is even greater: WRNO garnered a lackluster 3.3 rating to KKND’s 5.1
However. Clear Channel obviously values the 99.5 mHz facility-
enough to kick in $12.5M to effectuate the swap. The difference is its
city of license, which is New Orleans, right in the thick of the market.
It is also a full Class C. 106.7 KKND is licensed to Port Sulphur, and
despite the fact that its technical parameters are a close match to those

of WRNO. it is licensed as a slightly-less-desirable Class C1

Bottom line: 1) This deal does not change the count of any ownership
groups in the market; 2) Whatever the disadvantages of the KKND
signal, they are not so great as to prevent the station from outperforming
WRNO in the ratings; and 3) There is no real point to subjecting the two
radio companies and the American taxpayers to the costs of reviewing
this relatively minor transaction.—DS

Island FM brings $1M

A Puerto Rican station station owner is island-hopping to become a
group owner. Richard & Rita Friedman’s Pan Caribbean Broadcasting
de P.R. Inc. is paying Jonathan Cohen’s Benjamin Broadcasting Corp
$1M for WVPI-FM Charlotte Amalie, US Virgin Islands. The Friedmans
already own WMDD-AM Fajardo, Puerto Rico.

Salem adds an Island AM

Salem Communications (O:SALM) is expanding its Honolulu
superduopoly with the addition of KJPN-AM. Herbert Nishida’s Inter
national Communications Corp. is being paid $650K for the 940 kHz
signal. The addition will give Salem four AMs and one FM in Honolulu

Cumulus raises $199.2M

Cumulus Media (O: CMLS) announced 5/23 it has raised $199.2M, in
offering 11.5M shares of its Class A Common Stock. Underwriters picked
up the 1.5M-share greenshoe from Cumulus’ add-on stock offering. As
previously noted by RBR (although not announced by the company), the
selling shareholders were The State of Wisconsin Investment Board
(920,000 shares) and ING Capital (30,552 shares). Cumulus plans to use
$55.6 million of the proceeds for the previously announced buy of Wilks

ANALOG AND DIGITAL
ROUTERS

SWITCHERS
DISTRIBUTION SYSTEMS
INTERCOM SYSTEMS

IFB SYSTEMS
MIX-MINUS SYSTEMS

ENGINES FOR CONTROL SURFACES
AUTOMATION SOFTWARE
SOFTWARE CONTROL PANELS

HARDWARE CONTROL PANELS

SAS

SIERRA
AUTOMATED
SYSTEMS

2625 No. San Fernando Blvd. Burbank, CA 91504 818-840-6748  sasaudio.com

5/27/02

MEDIR MARKETS AND MONEY

Broadcasting, and to use the balance for general corporate purposes.
Deutsche Bank Securities acted as lead underwriter for the offering,
which was co-managed by Bear, Stearns & Co. Inc., CIBC World Markets
Morgan Stanley, Robertson Stephens, SunTrust Robinson Humphrey,
UBS Warburg, Robert W. Baird & Co. and Jefferies & Company.—CM, JM

Mixed quarter for NextMedia

still-young NextMedia (public bonds) reported revenue and cash flow
gains for Q1, but those gains were all due to acquisitions and growth in its
radio properties. The company is continuing to deal with a drag from its
outdoor division—a media sector that's recovering more slowly than radio.
On a pro forma basis, Q1 radio net revenues rose 9.7% to $13.6M and
cash flow rose 20% to $4.2M. But outdoor revenues declined 17.6% to
$5.6M and cash flow dropped 55.2%to $1.3M. That left pro forma revenues
for the entire platform flat at $19.2M and cash flow down 14.1% to $5.5M.
Actual net revenues were up 32.4%t0 $19.2M and cash flow grew 22.2%t0 $5.5M.
In announcing those results, Chairman Carl Hirsch and CEO Steve
Dinetz hailed NextMedia's radio division for “industry leading” results, but
lamented the situation for outdoor: “The outdoor advertising environment
has not shown significant signs of improvement, we have our management
and people in place and we are implementing our local sales strategy.

Revenues down, cash flow up at Jones

Jones Media Networks (public bonds) is continuing to see cash flow
lenefits from last year’s jettisoning of some of its less profitable radio
shows and addition of some new ones. While Q1 radio revenues were
down 5% to $9.4M, EBITDA shot up 89% to $800K. Now, with the ad
market improving, the company is expecting to see Q2 radio revenues
rise 15% to $24M and for EBITDA to grow 438% to $7M.

Jjones Radlio Networks President Ron Hartenbaum told analysts he is
encouraged by the improvement he’s seeing in the network radio ad
market. “Despite the network radio upfront being delayed several weeks,
we were able to deliver some solid network radio results in the first quarter
We're optimistic about the second quarter, as we have experienced solid
bookings in the scatter market. We remain cautiously optimistic that the
advertising marketplace will continue to show signs of improvement in the
second half of 2002, assuming economic conditions continue to improve.

For all of Jones Media Networks—including radio, cable and satellite
services—Q1 revenues were flat (up $49K) at $1 8.6M, but EBITDA from
continuing operations increased 206% to $2.9M

One final note: Jones has dismissed Arthur Andersen as its auditor.
From now on, its books will be reviewed by KPMG

By Jack Messmer

| HAMMETT & EDISON, INC. |

CONSULTING ENGINEERS
| RADIO AND TELEVISION

Serving the broadcast indusiry since 1952

| Box 280068 * San Francisco 94128 |

HE

707/996-5200

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

|
|
|

@ Mona Wargo

Independent Research g

Analyst/Consultant for Broadcast
and Telecommunications |

Phone: 703/243-9352
Fax: 703/243-5795
Skypager: 800/759-8888,
PIN# 1207582
email: mwrsrch@erols.com
1600 North Oak St. #1401} Arlington, VA
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The Index moved down 265

6.169 for the week to 260

close 5/22 at 274.096. 255
5/1 5/8

5/22

from

KBL Broadcasting
Corporation

for

$750,000

William L. Whitley of Media Services Group’s Dallas
office exclusively brokered this transaction.
(972) 231-4500 or whitleytx@cs.com

Raman
Communications I, Ltd.

has agreed to purchase the assets of

KHDY-FM

Plainview, Texas

Visit our new website!

Media Services Group

www.mediaservicesgroup.com

Nl

www.rbr.com
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AFTRA says “No” to CCU

AFTRA members at three Clear
Channel NY stations have peti-
tioned the company to drop voice
tracking there, claiming voice
tracking is a “disservice” to listen-
ers. WKTU-FM, WLTW-FM and the
new WWPR-FM all have expired
AFTRA contracts and the union is
negotiating new deals.

Retail sales up 1.2%

Broadcasters and advertisers
should geta psychological boost
from a 5/14 government report
which showed April retail sales
up 1.2%—the biggest one-month
jump in six months. That was
about double what economists
had been expecting and far more
than the meager 0.1% rise in
March. Higher gasoline prices
were a factor, but even with pump
sales excluded, retail sales were
up a full 1%.

IBiquity to build experimental AM

Ibiquity Digital has applied to the
FCC for an experimental station on
640 AM in Frederick. If approved,
the station will operate with 4000-
watts during daytime hours

Warnecke upped at MediaCom

Matthew Warnecke, Director, Net-
work Radio Services, National Broad-
cast, was upped to Director, Network
and Spot Radio Services, National
Broadcast at MediaCom 5/1

PPM to add 6-11 demo

Arbitron’s Personal People Meter
(PPM) system will add a children’s
demo to radio ratings—the 6-11
year old category will be measured
because that demo is already mea-
sured for TV, which is measured as
part of the meter service

Wimmer’s heart surgery a success

| visited with Roger Wimmer yes-
terday, a day after his open-heart
surgery. The miracles of modern
medicine!" stated Matt Hudson.
Wimmer is recovering at Porter Hos-
pital in Denver (Englewood), CO.

Tim Spengler upped at Initiative

Tim Spengler, EVP/Director of Na-
tional Broadcast Initiative Media,
N.A.in LA, is taking over all of the
agency’s national broadcast busi-
ness. The duties had been split
with Arthur Schriebman, EVP EVP/
Director of National Broadcast for
Initiative MediaN.A.inNY. Spengler
is moving to NYC in the promotion.

Hiwire signs WarpRadio.com

Hiwire announced 5/14 it will provide
audio ad insertion, ad tracking and
ad sales for all of WarpRadio.com’s
200+ streaming radio stations

I

The RBR Group Directory is the easiest way to get all the facts pl
about all the radio groups. You will get up-to-date information about
corporate structure, stations they own, formats in each market a_-
people (including mailing location and email addresses along with fax/|
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3 Revenues were back up in March

After a dip in February, radio revenues rebounded in March with a 1% gain over the previous
year, according o monthly figures from the Radio Advertising Board. That 1% gain was across
the board—Iocal, national and combined.

Through the first quarter of 2002, radio revenues were down 1%. Local sales were off 1%, but
national spot was up 1%. Total radio revenues had been up 1% in January, but down 5% in February
(due primarily to TV stations not advertising during the Winter Olympics

“History has shown that Radio is the most resilent of all advertising media and the first
medium to post positive growth foltowing a downturn,” declared RAB President &
CEO Gary Fries. “Radio’s cross-section of advertising categories makes it less vulnerable
to unexpected fallouts from one or two advertising sectors. Radio is positioned for steady
recovery as we approach the end of 2nd Quarter and move into 3rd Quarter."—JM

Gary Fries

Sirius has 100 channels, 412 subscribers

Sirius Satellite Radio (O:SIRI) finally launched on Valentine’s Day and last week (5 14) reported results for its first quarter with real
paying subscribers—412 of them. CEO Joe Clayton told Wall Street analysts he expects that to grow to “several thousand” in Q2and
assured them that Sirius is on track to meet expectations of 100-150K subscribers by year end. He announced that Sirius would begin
marketing its service last Wednesdlay (5/15) in 10 more states—Alabama, Indiana, Kentucky, Michigan, Mississippi, Ohio, Tenne
Texas, West Virginia and Wisconsin—brining the total to 28 states.

“The clock really starts ticking for us on July first—with national service availability, with the commencement of our advertising
program and with improved equipment availability. Then it's a whole new ballgame for Sirius Satellite Radio,’ Clayton declared

with its 412 paying subscribers, Sirius booked its first-ever revenues in Q1—$4K in subscriber payments and $34K (minus $5K in
agency fees) from advertising.

RER observation: There’s no way to calculate the CPM on those ad sales, but the advertisers as a group paid $84 per subscriber over that
month and a half period that Sirius was in operation. Wouldn't it be cheaper to send each a bouquet of flowers and a talking card?—JM

Jury orders ABC to pay Radio Aahs $9.5M

A jury has awarded Children’s Broadcasting Corp., (CBC) the parent of the old “Radio Aahs” kids net $9.5M. The whole drama began
in ‘96 when ABC backed out of its deal with Radio Aahs and then launched “Radio Disney. CBC sued, and in ‘98 a jury awarded Radio
Aahs principal Chris Dahl a $20M verdict that never went into force because the judge rejected the verdict. That decision was reversed
last year in appeals. The Star-Tribune says the recent $9.5M award was based on a narrower range of allegations—breach of contract
and misappropriation of trade secrets. ABC may appeal. —CM

| Jack Myenrs’ new forecast

J;ICk M}Te;s

turns blll h' Sh Yr. 2002 Yr.2002 Projected Yr.2003

forecast forecast 2002revs. forecast

on 12/01  on 5/02 on 5/02 on 5/02

The most bearish of R3KX’s panel of fore- L == ~ 3 -

0, 0, -

casters (KBR 1/14, p. 8) is now predicting _Newspapers ! - 20% -5.0% $42.18 1.0%

a growth year for radio and even slightly Broadcast TV Networks -4.0% -2.0% $15.8B 2.5%
positive results for TV. Jack Myers is now -

National/Local Spot TV -9.5% 4% $19.88 1.0%

predicting that radio revenues will grow
4% this year, after previously forecasting a
4% decline. For TV he’s still expecting the big four networks (o —— i

& . pecting (he big . Radio 40%  4.0%
be down 2%—half of the 4% loss he’d previously been looking ! A 1 L e =,
for. He expects national and local spot TVio be up 49, rather than Yellow Pages
down about 9.5%. And although the dollars are much smaller | e— W

I . L. o B Consumer Magazines

Myers is expecting a dramatic improvement for TV syndication— — — = -
up 5% instead of down 120. All in all, that would give the

Broadcast TV Syndication ~ -12.0% 5.0% $2.78 3.0%

$19.18 3.0%

-3.0% 3.0% $14.0B -1.0%

7.0%  -6.0% $1528  2.0%

Network Cable TV -6.0% 4.0% $12.6B 9.0%

roadcast TV industry a gain of 1.5% for 2002. i lto_caI/Re_gional Cable TV T50% 3.0% $4.08 12.0%
Myers released his revised outlook for all media (5/13) as he } —— — - -
issued a projection that the TV, cable and syndication upfron L Online 10.0% 4.0% $4.58  15.0%
will finish with a gain of 3.8%. He expects the TV networks to | Outdoor 10% 1.0%  $5.2B 2.0%
gain 1% (but with CBS the only one of the big four to post again) T T e —— -
Total US Media -5.7% -0.4% $155.08 2.2%

cable to rise 5% and syndlication to jump 11.8%.

The former bear says his conversion is based on continu:
ing evidence of improving ad market conditions. “However
we remain cautious based on indications that the stock
market and general economy are not sufficiently recovered,
and marketers remain reluctant to commit to significant
increases in ad spending. Consumer spending remains strong
even in the face of declining consurmer confidence, escalating
war in the Mideast, continued threats of terrorist actions.
degenerating confidence in corporate accounting and repoit
ing, and advancing aclions by New York Stale Attorney
General Elliot Spitzer against research analysts for major
investment firms,” Myers said in his new analysis. “Unless

r)r ‘el (" /_/ | Reserve your RBR Group Directory

;_\) D L_/_fl[,, e | | today for the pre-publication price
5 of only $89. Each additional copy is
Group Directory

Source: Jack Myers LLC

these negative forces, and unforeseen future events, ultimately cause
the economy to reverse itself and tail back into a recession, marketers
can be expected 10 equal their 2001 advertising investments in 2002
slightly increase their commitments in the Upfront market, and plan
for 2 10 4 percent spending increases overall in 2003.”

Myers noted that radio is looking particularly strong Among all
media. radio has shown the most impressive resiliency, and is forecast
to recover from a nearly 4% loss in revenues last yeas 10 a gain of 4%
in 2002.” (Note: Myers' final estimate of last year’s decline, -3.6%, is
much less than that of RAB, -7.4%)—IM
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If you re a oy
radio station or oo
group looking to ‘ |
fill a key position
or someone looking to make
a change, RBR is now offer-
ing a free service
Just submit your job
pening or situation wanted,
in 30 words or less, to
production@rbr.com Your
listing will be posted on our |
website, RBR.COM, and sent
out coast-to-coast via RBR’s
Daily Email Service.

Sales Executive

Sales professional with
minimum 2-3 years suc-
cessful sales experience
for full-time position.
Music-oriented format in
diverse university, small
town and rural market.
Salary plus commission
depending upon abilities
and experience.

Send resume to:

Larry Williams, General
Manager

WWHP 98.3 FM

407 N. Main Street
Farmer City, IL 61842

or email resume
in .txt or html format to:
wwhp@farmwagon.com

S&P still concerned
about Interep

Despite Interep's (C:IRFP) sale of
$SM in new securities (5/13, p. 2).
Standard & Poor's is keeping the
rep company on it CreditWarch
list with negative implications

Although this issue very mod
estly improves Interep’s cash bal
ances, it is not clear that rhe
company's existing liquidity wil|
be sufficient ro meet all of is
operating and financial needs while
cashflow remains depressed,” sai
S&P analystSteve Wilkinson. “Near
term liquidity continues to be the
overriding credit concern in light
of the soft advertising environ
ment and Interep’s high level of
financial obligations

S&P said whether Interep can
move ot of the CreditWatch list
“will be resolved based on
Interep’s ability to secure addi-
tional capital to meet its near
term obligations and improve its
EBITDA exclusive of contract ter
mination revenue.”"—JM

Cumulus raising cash
on Wall Street

Cumulus Media (O:CMLY) is selling
more stock to re-stoke its coffers.
Deutsche Bank Securities is currently
pricing an offering of 8.6M shares.
That would total around $163M.
More than 830K of the shares being
sold are coming from two selling
shareholders. A concurrent SEC fil-
ing by Cumulus indicated that three
shareholders might be selling part of
their stakes—BA Capital, the State of
Wisconsin Investment Board and
ING Capital —]M

Non-competes on way
out in Arizona

The Arizona House of Represen-
tatives approved a bill which will
add Arizona to the growing list of
states banning non-compete
clauses in broadcast employment
contracts. The measure had al-
ready passed the state Senate, but
goes back for a final vote by the
upper body of the Arizona legis:
lature before going to the desk of
Gov. Jane Hull. Broadcasters had
lobbied against the measure, while
labor unions had pushed it.—Jm

Disney under IRS audit

The Walt Disney Co. (N:DIS) re-
vealed 5/15 in an SEC filing that
its tax filings are being audited by
the IRS for three years of the past
decade and that the auditors are
challenging some of Disney’s tax
accounting practices.

“The Internal Revenue Ser
vice (IRS) is currently examin-
ing the Company’s federal in
come tax returns for 1993
through 1995. While the audit
is not complete, the IRS has
recently indicated its intention
to challenge certain of the
Company’s tax positions. We
believe that the Company’s tax
positions comply with appli
cable tax law and intend to
defend the Company’s positions
vigorously. The ultimate dispo-
sition of these matters could
require the Company to make
additional payments to the IRS.

Nonetheless, we believe that th
Company has adequately pro
vided for any foresecable pay
ments relited to these matters
and conscquently do not antic
ale any maierial carnings im
pact from the ultimate resolu
tion of these marters,” Disney
said in its SEC 10-Q

Wire service repons of the TRS
action hud little impact on Disney's
stock price, which closed up 10 cents
for the clay (5/15) at $24.50—JM

DO0J says "No” to CCU's
plan to buy House of Blues

The Rocky Mountain News
ports (5/14) the plan to merge
Clear Channel and 1HOB Concerts
the two largest concert companies
in the nation, didn't pass muster
with federal antitrust laws, accord
ing to the Department of Jusrice
With potential antitrust investiga
tions and a federal lawsuit filed by
Denver promoter Nobody in Par
ticular Presents, the proposal was
dismissed, sources told the paper.

The proposed deal involved sell
ing off assets in certain markets to
help pass DOJ scrutiny. Clear Chan
nel would buy a few select HOB
venues and properties in certain
markets and leave the bulk of the
company (o Concerts West. The
deal was deemed inadequate, and
CCU would have had to sell off
nearly as many assets as it was
acquiring in order 10 go through,
sources said.

So what now? HORB’s assets may
be divided up between CCU and
Phil Anschutz’s Concerts West.
Anschutz would end up owning
most of HOB, including its concert
division and its line of nightclubs.
HOB's hoard of directors requested
more time in a conference call 5/13
to discuss a tentative offer from
Entercom, which has proposed to
buy HOB in conjunction with LA
music mogul Howard Kaufmann.
His clients include The Backstreet
Boys, Jimmy Buffett, Lenny
Kravitz and Aerasmith. They would
become co-owners of the HOB chain.

According to Amusement
Business, Clear Channel Enter-
tainment grossed $1.22613; HOB
$173.8M and Concerts West
$30.555M in the period from
12/11/00-12/3/01. —CM

OMD in talks with Disney,
Viacom for $1B cross-
platform deals

The Wuall Street Journal reports
OMD USA, the media-buying arm
of Omnicom Group, is in dis
cussions with Disney for a deal
that calls for OMD 1o place more
than $1B ad dollars across
Disney’s ABC-TV stations, ESPN,
A&E Networks, Lifetime Televi

sion, Buena Vista Television
ABC Radio and Disney’s print
publications and Internet prop-
erties. OMD clients include ad

vertisers Pepsi and Gillette. ABC
is overseeing the negotiations
If the Disney deal is completed,
it will be the largest cross-plal

form deal 1o date, besting
Viacom’s deals with Procter &
Gamble ($300M), Snapple
($15M), The Waull Street Jowrnal
and most recently, Monster.com
($15M) (RBR.com 4/30)

www.rbr.com

RBR News Briefs

Mays, Karmazin, Dickey added to FCC council

Clear Channel Chairman/CEO Lowry Mays, Viacom President Mel
Karmazin and Cumulus Chalrman/CEQ Lew Dickey are among the
41 newest members of the FCC's “Media Security and Reliability
Council." The Commission createdthe councll as a forumto develop and
| ensure “the robustness and security of the broadcast and mutti-channet
video programming distribution industries
Thecouncillschaired by Tribune President/COO Dennis Fitzsimons
and will hold its first meeting 5/17. Other members include Eddie
Fritts, Susquehanna Radio President/CEQ Peter Brubaker, Radio
One Chair/tounder Cathy Hughes, Emmis Chairman Jeff Smulyan
NPR President/CEO Kevin Klose, Hispanic Broadcasting President/

CEO Mac Tichenor and XM President/CEO Hugh Panero

CM

Homeland Security chief to keynote NABEF confah

President George W. Bush's Director of Homeland Security
Tom Ridge, will be the keynote speaker for the 2002 Service to
America Symposium next month (6/10) in Washington, DC. The
annual symposium sponsored by the National Association of
Broadcasters Education Foundations (NABEF) will focus this year
on how broadcasters, government agencies and nonprofit organi-
zations can work together in the face of tragedy. WNBC-TV New
York President and GM Dennis Swanson will join representa-
tives of the Salvation Army, American Red Cross and the Pentagon
on one panel looking at the aftermath of 9/11

Former NYC Mayor Rudolph Giuliani will also be on hand when
local broadcasters are recognized for community service atan evening
banquet sponsored by NABEF and Bonneville International.—JM

Radio-Mercury awards finalists named

| The RAB's 11th annual Radio-Mercury Awards finalists were an-
nounced 5/10. A total of fifty-nine finalists from the General, Hispanic
and Station-produced categories will compete for the $100K Grand
Prize. Cliff Freeman and Partners has six entries in the General
category final round, with Arnold Worldwide next at five and DDB
Chicago and Goodby, Silverstein and Partners at four each. The five
Radio-Station Produced Category finalists include Entercom-Portland,
Talk KLSX-FM LA, Rose City Radio-Portland, Next Media's WZSR-FM
Crystal Lake, IL and Zimmer Radio Group, Carterville, .. —CM

RBR Stats

Month LOC;|
f—January +17%
. February 6%

March  +1%

Ql 1%
 Source: RAB

However, OMD is reportedly
also working on another $ 1B cross:
platform Viacom deal that would
include CBS, UPN, MTV Networks,
BET, CBS and UPN TV siations,
syndicator CBS Enterprises, Infin
ity Radio, Viacom Outdoor and
Internet properties. —CM

Canada to charge royalties
for streaming

The Canadian Federal Court of
Appeals has ruled that Cana
dian copyright law applies to
Internet audio transmissions
even if they originate from out
side the country. The ruling
paves the way for Canada to
charge royalties to webcasters
that are not based in the coun-
try but can be accessed therein
The RIAA counterpart organi-
zation in Canada is “CRIA,” The
Canadian Recording Industry

Natl. To'EaI
+1% +1°/;>
1% 5%

__+1% +1%
+1%

-1%

Association. CRIA has won the
appeal after a lower court had
ruled against ir. In the appeal
the CRIA argued that Internet
transmissions of music to end
users in Canada qualify as “com
munications to the public” and
are covered by Canadian copy-
right law even if they originate
outside Canada: “The case sets
an important precedent for the
international recording indus-
try in three main ways: It sup
ports the licensing of internet
transmissions of music in each
country to which they are trans-
mitted; It helps local record
companies, artists and authors,
in all countries where the trans
missions are received, to get
paid; and it discourages the
development of offshore piracy
havens, whereby internet ser
vices could evade copyright li
censing in a country by moving
outside of its borders.” —CM

5/20/02



Webcasters, labels speak to
Senate Judiciary Committee

The Senate Judiciary Committee met 5/15 with both sides of the webcaster royalty
debate to discuss rates for Internet radio. The hearing came a week before the US
Copyright Office is expected to decide (5/21) on the rates, proposed by the CARP
panel (RBR 2/25, p.2): 0.14 cents per listener per song for Internet-only webcasters
and 0.07 cents per song for simulcast streaming of terrestrial signals. The webcaster
side thinks a fair deal would be 3%-4% of revenues for royalty fees

Some of the comments from the 5/15 meetings:

Frank Schliemann of OnionRiverRadio.com: “We will be bankrupted by
royalties...Please help these calamitous rates from being implemented.. The suggested
rate would require a small webcaster like Onion River Radio to pay out 78% of its total
revenues for royalties...[I] would be forced to pay more royalties as I gained more
listeners... A better model would be the arrangement worked out with songwriters,
where radio stations pay 3.5% of revenues.”

Arbitron Webcast Services VP/GM Bill Rose mentioned Arbitron-Edison’s [nternel

studies that show webcasting is growing rapidlly but still in its infancy compared to other
media. He said if broadcast radio had had to face fees similar to the CARP royalties when
it began, it's highly unlikely it would have grown into the industry it is today.
RIAA Chairman/CEO Hilary Rosen: “The arbitra-
tors had access to a huge amount of confidential
financial data about the webcasting and recording
businesses. They did their homework. They looked
at large and small companies, their costs, their
financial projections, their forecasting statements,
their IPO offerings, etc. In other words, the CARP
had a lot more information about the webcasters’
ability to pay than this hearing could ever unveil...In
the end, if Congress believes a subsidy for webcasters
is appropriate, it should not come on the backs of
the individual creators and companies who pro-
vide the webcasters with the key component of
their business. Perhaps other subsidies, such as tax
breaks, would be more appropriate...It was the webcasters who insisted upon a per
use fee (except at the very end of the process after final rates were proposed), and
several webcaster witnesses, including their principal economic expert, testified
against the adoption of a percentage of revenue rate. In the end, the CARP (relying
in large part on the webcasters’ expert witness) concluded that a percentage of
revenue metric was inappropriate for several reasons.”

Meanwhile, Orrin Hatch (R-UT), the top Republican on the committee, told
Committee Chairman Patrick Leahy (D-VT) he was preparing legislation that would
not address the royalty issue but would encourage online music services by giving
them access to out-of-print music, among other things. Leahy said he would work to
develop Hatch'’s proposal but had not reached any conclusions about the royalty rate.

Said Leahy: “Now that the finding has been
reached, and is being reviewed by the Librarian  §
of Congress, the industry is in an uproar.
Nobody seems happy with the outcome of the
arbitration and all the parties have appealed.
The recording industry and artist representa-
tives feel that the royalty rate...is too low (o
adequately compensate the creative efforts of
the artists and the financial investments of the
labels. Many of the webcasters have declared
that this per-performance approach, and the
rate attached to it, will bankrupt the small
operations and drain the large ones. Such an
outcome would be highly unfortunate not only
for them but also for the artists, the labels and
the consumers, who all would lose important
legitimate channels to connect music and music
lovers online...Moreover, independent of the
substantive outcome, I have heard complaints
from all sides about the fairness and compleleness of processes and procedures
employed in the arbitration. Indeed, the concerns of many small webcasters were
never heard, since the cost of participating in the proceedings was prohibitively
expensive and their ability to participate for free was barred by procedural
rules...All of which brings me to the question I want each of our witnesses today
to consider: Why can’t everyone, Congress and artists and labels and webcasters
alike, take the CARP as a genuine learning experience, and sit down to determine
what is the next best step? If the parties can avoid more expense and time and
reach a negotiated outcome more satisfactory to all participants, that would surely
be preferable to rampant dissatisfaction.”—CM

Hilary Rosen

Patrick Leahy
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Broadcasters tell FCC
to leave radio limits alone

As the FCC wrapped up the comment period for its review of local radio ownership limits
several broadcasters joined the NAB (RBR 5/13, p. 1) in suggesting that the FCC should
keep its hands off the limits that Congress set in 1996.

Echoing NAB'’s stance that the FCC has no legal power to change the limits set in the
1996 -Telecommunications Act, Cumulus Media (O:CMLS) insisted that the evidence
presented to the FCC demonstrated that consolidation had had “no adverse effects on
competition or diversity in local radio markets.”

Cumulus said that the FCC would be ill-advised to accept the proposal of the National
Association of Black Owned Broadcasters (NABOB) that it change its method of defining
local markets from contour overlaps to the markets used by Arbitron. Cumulus noted that
Arbitron changes market boundaries from time to time and that the list of stations reported
for each market changes frequently.

In its reply comments, NABOB insisted that the NAB and various broadcasters were
wrong—that the FCC does indeed have the authority to change the local radio limits
NABOB insisted that the FCC and federal courts have historically interpreted the “public
interest” provisions of the 1934 Communications Act as giving the FCC broad powers and
that nothing in the 1996 Telecommunications Act changed that

While broadcasters presented evidence that consolidation has increased programming
diversity by increasing the number of different formats available in most markets, NABOB
said that missed the point. “The First Amendment requires that the American public receive
its news and information from a variety of antagonistic sources. This can only ecome from
broadcast voices controlled by diverse competing owners,” NABOB said

While opposing any numerical decrease in local ownership limits, Radio One (O:ROIA)
did agree with NABOB's call for the FCC to take action to promote minority ownership
Radio One backed NABOB in calling for the FCCto stop granting waivers that all roups
to exceed ownership limits for months and sometimes years while seeking spin-off buyers
And the nation’s largest Black-owned radio group broke ranks with other large
broadcasters in backing the FCC's red-flagging of deals for consolidation scrutiny. Radio
One even suggested that the flagging be tightened from the current standard of one owner
with 50% of revenues or two with 70% to 40% and 60%, respectively

Viacom (N:VIA) said that a study submitted by the Minority Media and Telecommuni
cations Council proved the opposite of what MMTC said it did. Rather than demonstrating
that minority ownership has suffered since 1996, Viacom said the study demonstrated that
the number of minority-owned stations has risen more than 50% since 1997. And whi
the number of minority owners has decreased somewhat, Viacom said consolidation has
had less of an impact on minority owners than on the radio industry as a whole
Specifically, it noted that while the total number of radio owners has dropped 25% since

| 1996, the number of minority owners has only declined 17%.

Although the FCC’s comment cycle is officially closed, the Future of Music Coalition told
rhe Commission that it had gotten a grant from the Rockefeller Foundation to study the
impact of radio consolidation on playlist rotations and survey the general public about the
state of US radio. The Coalition said the results would be available late this year

Clear Channel (N:CCU) denied allegations by AFTRA that consolidation has led to maj
broadcast groups dictating music playlists. In addition to its formal comments the nation’s
largest radio group included a
letter (right) signed by Clear

[

i 4
‘ Cl'lannel' I<'f1d.|o CEO Randy || QCLEARCHANNEL
' Michaels insisting that “our local "aDIO L el
program directors build their || api 19,2002

own music databases and create
their own music logs based on
the characteristics and tastes of
their local audiences and their
individual market dynamics.”

RBRobservation: Does that
also apply to Talk program
ming, Randy? To date, not one
of Clear Channel’s stations has
signed on for Westwood One’s
(N:-WON) new Talk show fea
turing Bill O’Reilly. One RBR
source says some of CCU’s GMs
are not happy that they're not
being allowed o take the hot
test new Talk product in years.
“O'Reilly is up to like 230 sra
tions now, so how could there
be 230 stations that want the
show and not one is airing with
a company that owns 1,200 sta
tions? It just doesn’t make sense,
the source noted.—JM, CM

Federal Communications Commission
445 12° Strect, SW
Washington, DC 20554

Re Rules and Policies Concerning Multiple Ownerahip of©
Radio Brondcast Stations in Local Markets
MM Docket Nos, 01-317 and 00-244

1.adies and Gentlemen

I am the Chairman & CEO of Clear Channe) Communications, Inc., Radio Division (“Cleas
Channel”) 1 und d that, in filed in the abo fe d rule making p

the American Federation of Tolevision and Radio Atists ("AFTRA") has stated that targo rdio
group owners, including Clear Channel centrallze the process of musio selection on their
stations and develop uniform “national play lists” which they dictate to their local stations  With
respect to Clear Channel, nothing could be furthes from the truth

di

The scloction of music and the development of playllsta on Cloar Channel‘s stations are the
responsibitity of our program diroctors Uslng musio scheduling software which they are free to
select, our local program directors build their own musio databases and create thetr own music
logs based on the characteristios and tastes of their local audiences and their Individual market
dynamics Clear Channel headquarters obviously monitors the performance of its stauons, and
in canos where stations are struggling 1o appeal 10 thelr target audicnco, local program directors
may be assisted by tho company's “brand managers gencrally program disectors of similarly
formatted stations In large markets), who will provide ddeas and suggoutions and share nu
databascs and logs with the struggling station, Clear Channel hesdquarier, however, does not
distribute gundelines for playtiats to fts staions, and it centainly does not develop and imposc
lis stations any sort of “national play lis1”" Each local market is too differont In its demographic
and tastes for such a atrategy 1o succoed. In short. AFTRA’s statements regarding Clear
Channel’s process of musie sclection are simply wrong.

Very unily yours,

RandyMlickasls, CEO
Clear Channe! Communications, Inc., Radlo Division

Clewr Channot Hadie 30 1L WpreeConted Dlvd (129 Moo o Cavingu, KY 41001 ¢ Phoos: §3% 438 1267 o Fag 492 6309348

Read this book before you buy or sell

a radio station and save yourself legal
troubles down the road. That's why it's
being called " A safety guide for station
sellers and buyers."

This book, chock full of information,
warnings and advice, could save you
thousands of dollars in legal fees. Invest now
and get this tremendous resource for

only $69 from RBR Books.

April Olson at
703-719-9500

www.rbr.com



The Dial-Global merger:
New grown-up on the block

Several well-known names in radio are now under one umbrella changing the landscape for media buyers. Excelsior Radio

Networks acquired Dial Communications and merged Dial with its Global Media Division in carly April (RER 4/8

12). The

new national sales rep. division, Dial Communications-Global Media (Dial-Global) is headed up by principals/co-Presidents

David Landau, Jeffrey Gasman and Ken Williams. Dial Global is a $50M (est. 2002 revs Y company with a combined client
roster of 40 radio programs/production companies

David Landau

vid Landau and a few key industry buyers for their take on the new combined entity going

ward. The company recently finished a two-day national sales meeting. “We had people from

ver the country fly in to NYC. We all came away really excited here,” says Landau. “The thing

t made it attractive for us is that Dial was strictly a national representation firm and this provided

vith a programming and affiliate arm. The partners and myself have a lot of contacts all

roughout the radio business and we get a lot of calls. However, we didn’t have the programming

r production expertise and we didn’t have the affiliate expertise. And now, by combining with
xcelsior, with Larry Kahn and his group, it really gives us a lot of clout in the marketplace.”

He adds, “We're all very sales and marketing driven. Kenny is out of the West Coast. He's

Excelsior is a subsidiary of Franklin Capiral (A:FKL) and was formed last summer by Franklia
Sunshine Wircless and Change Technology Partners from the purchase of Winstar Radio Networks
Winstar Global Media and Winstar Rudio Productions. “The investor group that put the companies
together had experience in the radio industry,” said Spencer L. Brown, Excelsior's VP and an SVP
it Franklin Capital. “We both owned stations and were a happy victim of consolidation And we see
the same potential, both on the station side of things, which won't aftect us, but also on the network
side where we could be the consolidating industry. We really wanted to be the consolicktor rather
than have the industry consolidate around us. So we saw this as a time where we could acquire
particularly Global Media and what was the Winstar Radio Networks, at a very advantageous price
Thar would allow us to basically get in the game ar a good entry point. And | think what Dial does
IS pul a little mear on the bones, and also we're bringing on a very strong management tcam

Excelsior/Dial-Global reps over 25 clients, including Jefferson-Pilot Radio Network (“Bob
& Sheri’), Mann Group, Dave Koz, The PGA, Waiu Media, “The Countdown” and “Gospel
Traxx” hosted by Walt “Baby” Love, Stephan Productions and Wall Street Journal Reports
Excelsior's production division produces/distributes 50 programs and services. Dial has 20+
clients, including 60 Second Inc., WOR Radio Network, Multi-Net Marketing, TM Century, NBG
Radio Networks and TRN’s Michael Savage Show

So what's on tap for Dial-Global? RBR interviewed

By Carl Marcuccl

'not to RADAR...

really an expert at systems and organizing the company, and he’s very involved with the talent.
Jeffrey is very involved in talent and operations and I'm involved in marketing strategies ancl
ales. We all work together as a team.’

Indeed, Dial-Global is steeped in marketing and sales expertise. Landau was President of
Unistar; Williams and Landau were involved in Multiverse, as original investors in Dr. Laura; and
Gasman formed Dial in’89. In 11/00, Landau and Williams became partners in the company after
leaving EVP/Sales slots at Premiere.

-

Ken Williams

. I Jeffrey Gasman
Global was a heritage syndication company that ffrey

was set back a bit after its parent, Winstar, declared

bankruptcy (RBR 4/23/01, p.16). Says Landau: “There was really nothing wrong with Global
as an organization. The problem with Global is the parent company Winstar, which went
from $6B markel cap a year ago to $40M. They’ve got great systems and we’re keeping them
intact. We're going to keep the sales and traffic stafts intact. Their clearance depariment is
the best in the business, and we’re keeping that intact. I’s a very significant group of
people. We have six full-time people in the clearance-affidavit department, and there’s
affidavit research. We feel that there are synergies involved with the two companies and
we're going to be able 1o bring our marketing and our systems expertise with the
combination and create a lot more value.”

With that added value and critical mass, Dial-Global has already become the focus of radio
groups looking to launch their talent nationwide. “I also think there’s opportunity for the
remaining syndication to get involved with the groups, because they’re looking to roll out their
talent on a national level,” Landau says. “We've received a lot of calls, and I think there’s an
opportunity there for us to get involved in that.”

To RADAR or

n a recent interview (RBR 4/22
n.4), MindShare USA SVP, Director
of Radio Negotiations Reyn Leutz
lobbied for Dial-Global to have is
products RADAR-rated

“You know the cost prohibitions regard-
ing RADAR,"” responds Landau, “RADAR
is a very expensive and very technical
business (o get involved in. The compa
nies that are involved in it are Clear
Channel, Westwood and ABC. These are
multi-billion dollar organizations. We're
still an entrepreneurial company.”

Nevertheless, Landau is going to
look into it: “IU's a very expensive sitii:
ation, but I do think there's an opportu-
nity. I'd like to talk to Arbitron about it—
It’s no longer RADAR, i's now Arbitron
involved—and see if there’s some way
for us 10 take a look at it.

Sponsorships

Previous to the merger, Global didn't |
have a sponsorship merchandising per- '
son that just sold sponsorship pack- |
ages. That's all about to change inabig |
way. “| think there are some great
sponsorship opportunities. We're go-
ing to roll out a person to sell sponsor
ships with merchandising packages to
clients,” Landau explains. “We're go-
ing to get people more involved with |
our clients in terms of getling more |
person-to-person and added value op- |
portunities. There’s a lot of room for
that. That’s been truly a hallmark of
Dial more than a lot of other compa-
nies—to gel involved with the talent |
onaone-on-one situation and see how
we can get involved in other projects |
that the talent is involved in.

The buyers’ forum:
What about Dial-Global?

The participants:

Matt Feinberg VP/Manager of Radio, National Broadcast, Zenith Media

Natalie Swed Stone, Managing Partner/Director of National Radio Services, OMD USA
Matthew Warnecke, Director, Network and Spot Radio Services, MediaCom

Jeni Cramer, Media Manager, Advertising Services Department, Warner-Lambert
Consumer Group, Division of Pfizer Pharmaceuticals

What do you think of the Dial-Global merger?

Feinberg I think it makes sense for Dial and Global to keep alive in the radio marketplace
They both have an array of properties of varying strengths and by bringing them together
they get to weed out the weaker properties and strengthen the strong properties and

compete in 2 marketplace that's getting increasingly competitive and increasingly smaller

There are bigger playcrs but fewer of them.

They’ve both been around a long time. With David Landau and Ken Williams, they bring
a lot of experience and a success record. And Dial has been around a long time. 1 knew

research or upgrades?

Sandy Gasman, who started the company years ago.

swed Stone 1 think it’s better for them, obviously. There’s less compeltition in the
marke(place—they don’t have (o compele against each other. From their vantage
point, it’s positive. From our vantage point, I think we’ll have to wait and see. Will
they do anything differently? Will they allocate more resources (0 systems or

The Media Audit

Sets The Pace In The Local Market Qualitative Audience Industry.
e The Media Audit has been providing two reports per year in all major markets since 1971.

e Twenty-five years before anyone else followed suit.

If you are looking for innovative leadership
Call us: 1-800-324-9921

www.rbr.com
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warnecke | think that mergers are
always neither 100% of the best or
100% of the worst. It's up 10 this new
entity to put together good looking,
efficient, strong station lineup nel

works, which is, of course what will
get us to purchase them. It remains to
be seen how they can leverage the
economies of scale 10 the audience
that we as media buyers try to deliver
The proof is in the pudding. I'm
actually hoping that this makes for a
stronger overall network. | hope they
succeed like gangbusters.

Cramer: These are companies we
have done business with for a long
time. I think it’s a good move on the
investment company’s part, and 1
think it's going to be a stronger
company in the end. If they already
have networks that are 600-800 sta

tions, that’s pretty significant. So is
it going to make them bigger or
better? It all depends on how they
reconfigure themselves in the end

What do you think of the
packages they're offering?

Feinberg [ think the strength of them
being able to do this is they will he
able to customize, if you will, net-
works to different advertisers’ needs
which 1think is the strength of some of
the non-RADAR rated properties. Hope-
fully, they will be able to package
networks together that fit our needs
They will have more resources

I think this will put them more in
the lines of the MediaAmericas, who
do a very, very good job of address-
ing advertisers’ needs. Whereas
sometimes if you’re with the other
old line networks, they're locked
into their lineup. They can’t change,
so if it doesn’t meet your clients’
criteria, nobody can do anything
about it. Our buys are so complex
nowadays, and I think the industry

Cis going towards this, it has become
much more sophisticated. The plan-
ning process is a much more intense
process, where all of the brand
people—buying and planning—are
all involved in it. So [ think this will
help, once Dial-Global truly merges
organically, it will be good

Dial-Global is going to offer
creative sponsorship
opportunities. Do you think
the comhbined entity could
offer worthwhile options
for your clients?

Swed Stone [ have encouraged them
to allocate some resources behind pro
motion, to have a promotional depart
ment. I have tried 10 encourage them,
now that they may have a little more
_depth in the company, 10 do some
different kinds of things—be more cre
ative: look at offering sponsorships/tie-
, ins with venues; come to us with cre.
ative ideas, (which isa big thing for us)
' There is room for them to upgrade in
that area as well. Research is one issue
creativity, ideas and promotions are
another issue
I think that syndicators have cer-
tainly benefited from a lack of inven
tory in the network radio market
,Place generally. Buyers have money

15/20/02

to spend, larger networks run out of inventory, and everybody
gels bought eventually. But, the question is: do you wanl 10
risk getting bought later, or do you want to secure your place
early? Getting bought first necessitates some creative ideas,
some leadership. They've let the networks lead, with research,
with ideas, with everything—and that has worked for them.
But if they ever want to compete with the networks on a
different level, then they certainly have to step up in all areas.
Billings is one measure of acceptability in the marketplace;
there are other yardsticks by which to be measured.
Warnecke [ think that is a good idea. For
all of the purported strength in this return-
ing economy, advertisers are still appre-
hensive about departing from an all-tele-
vision mix. Anything that we as an indus-
try can do to help show the strength of
raclio, iU’s consistency and its ability to
deliver an audience time and time again,
will be a great thing for Landau and all of
our agencies to do.

Should Dial-Global and Excelsior hecome RADAR rated?
Would it change the way you buy them?

Feinberg If they became RADAR-rated properties, then they
definitely gain a little more credibility in the marketplace. It’s
hard to say if we would buy “more” of them, because every
buy is different. I'm not one to say unilaterally that a network
is going to get our business. It just depends on if they fit
whatever the strategy of the particular campaign we’re in-
volved in. When nets join RADAR, often their numbers go
down. We just put it in perspective. We are pretty much in

agreement that the Arbitron Nationwide ratings that are used by
non-RADAR-rated properties are pretty much inflated. That’s gen-
erally reflected in the cost.
Swed Stone As I've suggested, the networks
tend to lead, and if you want to be in that
league, then there are certain things that you
do in order to be there. It’s not just about the
billings that you generate, it's about the
quality and services that are delivered such
as research, systems, accountability and added
value. I's up to them to determine what level
they choose to achieve

Unfortunately, sometimes what
happens is companies wait and are not motivated to change things
until they see a decline in business. We saw that two years ago
Business was great, but it didn’t stay great and because some
companies were complacent, they weren’t able to stay ahead of the
curve. I think that one should prepare. It may not always remain a
saturated marketplace. What if there are new competitors tomorrow,
like an AOL or somebocdly else? Then what happens to those who are
not as creative, let’s say, or whose systems aren’t indeed advanced,
research isn’t as strong as it should be? Then an AOL could come in
and take advantage of that. It’s important for serious, long-term
suppliers to ensure they’re as strong as they can be, because things
can and will change.

And so the message to Dial-Global is: 1+1 should equal 3 or
higher. We need to see how Dial-Global gets to 3 from here and
if they want to. When two companies merge and have a vision,
the result should be a totally different company—not two compa
nies glued together. We need to see if Excelsior has a vision
Certainly, the buyers need to help raise the bar for our clients
sake, and we will continue to do that
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Big City reducing red ink, but problems continue

?ig Sit)\r- Radio (A:YFM) used less r.e_d ink in writing its Q1 financial report. Net revenues were $3.4M—down
9.2% flom 4 year ago. lowever, if you exclude the $1.1M contributed rhe previous year by the company'’s

Phoenix stations, which were sold 1o Hispanic Hroadcasting (N:LISP) last full, same-station revenues were
up 9.5%. Although broadcast cash flow remained negative, that negative number improved from $ 1.44M last
year ($1.38M without Phoenix) to $844K in the first quarter of rhis year

But while Big City’s operating results are improving, it still faces a cash crunch. A semi-annual $9.8M cash
interest payment on its bonds will be due 9/15, but the company had only $6.6M in cash on hand on 3/31
the remaining proceeds from its $34M Phoenix sale. As Big City has noted repeatedly in its SEC filings, its
financial problems “raise substantial doubt about the Company'’s ability 10 Cénlinue as a going concern

Meanwhile, Big City faces yet another probiem. The rules of the American Stock Exchange require listed
companies to have an audit commitiee with at least three members all outside directors. But Big City's
seven-member Board of Diregtors has only two members who aren’t officers of the company-—Michael
Boyer (CFO of American Saw and Manufacturing Co.) and Leonard White (CEO of Rigel Enterprises and
former head of Orion Pictures). Executive VP Sylvia Kessel had previously served as the third member,
although last year’s proxy statement acknowledged that she wasn'’t eligible underthe AMEX'srules. The other
four directors are Chairman Stuart Subotnick, his wife Anita (the co-founders and principal owners)
Presidentand CEO Charles Fernandez and Executive VP and General Counsel David Pershing. Thisyear’s
proxy states that Big City is trying to find a third independent director 10 serve on its board and audit
committee. It has until 6/30 to come into compliance with the exchange's listing rules.

The audit committee shortcoming isn't the only problem, though. Big City noted that its reduced shareholdlers’
equity, losses from continuing operations and net losses also put it in jeopardy of losing its AMEX listing.

RBR observation: Unless he wants to sell off more stations, it appears that Stuart Subotnick will have
to put more of his own money into Big City to make that September bond interest payment. That might not

€ easy to do though, since Subotnick’s other companies aren’t doing well either.

Triad expands Fargo cluster

David Benjamin is expanding Triad Broadcasting’s superduopoly in
Fargo, ND with a deal to buy an AM and JSA its FM sister. Under terms
of the contracts with Thomas Vertin and Robert Comstock, Triad
will pay $1.2M to acquire KBMW-AM, licensed 10 Breckenridge, MN,
from WB Broadcasting. That will expand Triad’s cluster to two AMs and
four FMs in the Fargo market.

At the same time, Vertin and Comstock are buying out the
interests of Dean Aamodt and Jay Schuler in Guderin Broadcasting,
the licensee of KGWB-FM, Wahpeton, ND—just across the Red River
from Breckenridge, MN. They have apptlied 1o the FCC to relocate
KGWB to Triad’s Wolverton, MN tower that’s currently used by KLTA-
FM & KPFX-FM, move from 107.1 mHz to 106.9 mHz and upgrade from
Class A to Class C2. They’re also entering the station into a JSA with

David Benjamin
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By Jack Messmer

Triad. If, within the next three years, FCC rules are changed to allow
Triad 10 acquire a fifth FM in the Fargo market, it will have an option
to buy KGWB, with the price set by a formula that’s not being disclose
at this time. Broker: Johnson Communications Properties

RBR observation: It'sa strerch to say that KBMW-AM is in the Fargo
market, but it will expand Triad’s coverage to the south and should
continue (1o do well serving the Breckenridge-Wahpeton area. KGWB-
FM should be a fully viable Fargo station after its signal upgrade.

CCU to pay $12.5M in Big Easy swap

| We now know the financial terms of Clear Channel’s (N:CCl)) deal to

swap to a better signal in New Orleans. CCU will pay Jeff Wilks® Wilks
Broadcasting $12.5M as the cash kicker in a swap of CCU’s current

| KKND-FM (106.7 mHz) for Wilks’ WRNO-FM (99.5 mHz). Wilks bought

WRNO and KMEZ-FM last year for $23M
RBR observation: Although both stations in this swap are 100kw, the
99.5 facility is a full Class C licensed 10 New Orleans, while the 106.7

| signal is a Class C1 licensed 1o Port Sulphur. As a result of the swap, CCU

will get a signal that covers more land (and people) and less water. Wilks
will still have four stations in the New Orleans market and CCU seven.

Wichita price tag is $2M,;
Sacramento on hold

Entercom’s (N:ETM) latest SEC filing has put a price tag on its pending
sale of KQAM-AM Wichita, KS to Disney’s (N:DIS) ABC Radio to
become a Radio Disney O&O. Entercom will receive $2M for the
station, still leaving it with six stations in the market.

Entercom’s SEC filing also revealed that Ed Stolz, as expected, has
appealed a state court order to sell KWOD-FM Sacramento to Entercom
for $25M under a 1996 letter of intent and that the appeals court has
issued a temporary stay of the lower court order. An appeals court
hearing is set for this week (5/21).

New St. Louis AM brings $1.625M

A move-in AM in the St. Louis markel has sold for $1.625M. KRFT-AM
licensed to De Soto, MO, had been a Skw daytimer on 1190 kHz, with
its transmitter well south of St. Louis. It’s still a daytimer and srill on
1190, but it now has a new 10kw, four-iower array just across the river
from St. Louis in Illinois.

The buyer is All Sports Radio LLC, headed by Gregory Marecek, which
already owns KFNS-AM & FM. Seller The Ratu Corp. is headed by Jerome
Friemel. Broker: John Saunders (seller); Bill Cate, Sunbelt Media (buyer)

Small Town on air in second market

Small Town Radio (O:MOLY) has LMA’d WSBI-AM Static, TN, giving it
a second station on the air and broadcasting its programming. The first
was WDGR-AM Dahlonega, GA. The company said WSBI already gets
into the Cookville, TN Arbitron market and, once a 10kw upgrade is
built, will hit eastern portions of the Nashville metro as well. WDGR is
heard in the Northern suburbs of Atlanta.

The suburban-Atlanta-based company has deals pending to buy
both stations and several others, but has yet to close any of those
purchases. As of 5/14 it withdrew a financing plan that it had been
pending SEC approval since last September, citing “unfavorable market
conditions.” That financing plan would have had Small Town Radio
exchange new stock for cash from a Bermuda company to close each
purchase—with the Bermuda company then selling the stock in the
public market (RBR.com 10/9/01).

Meanwhile, the company is going ahead with a shareholder vote on
a proposed one-for-18 reverse stock split and reincorporation in
Nevada (from Colorado), although the annual meeting has been
rescheduled to 5/28 from the original date of 5/3.

The company, headed by President Donald Boyd, also announced
that Michael Cobb has been named CFO.

RBR observation: Wasn’t Small Town launched with a business
plan to serve markets ouiside the Arbitron-rated markets? So why is the
company bragging about what Arbitron markelts its signals are penetrat-
ing? Besides, that Nashville claim is a bit of a streich, anyway

‘Sale bill in Billings is $125K

A construction permit fora new 1kw AM in the Billings, MT market has
been sold for $125K. The buyer is not one of the markel’s current
owners, but a newcomer, Hi-Line Radio Fellowship Inc., headed by
Roger Lonnquist. The seller was Palmetto Radio Group. The new
station will be licensed to Lockwood, MT and operate on 1450 kHz.
Broker: American Media Services

Revenues up double digits for Unica

Q1 revenues shot up 45% to $8.2M at Radio Unica (O:UNCA). That big
jump includes MASS Promotions, which the company acquired in Q2
of last year—but even without MASS Radio Unica’s radio revenues were
up 18% 1o $6.7M. Cash flow, however, remains negative. EBITDA for
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Q1 was $2.7M, a 45% reduction in red ink from a year earlier.

In his 5/13 conference call, CEO Joaquin Blaya noted proudly that
radio revenues beat even the high end of the 15-17% guidance that he
had previously given Wall Street. He added that same station radio
revenues were up 20

‘Following the difficult year that we had in 2001, and particularly the final
six months, we were quite pleased with this performance. When compared
to the low to middle single digits revenue growth of most of our competitors,
and the radio industry, we are proud of what we accomplished.”

Blaya said he remains optimistic about 2002 and noted that advertiser
interest in Radio Unica’s national Spanish Talk network continues to
grow. He assured analysts that the company is continuing to work on
raising revenues and reducing costs to go cash flow positive and he noted
that the company is working on something to improve its balance sheet.

For Q2, Radio Unica is expecting radio revenue growth of 5-7% and
total revenue growth of 8-10%.

Newly-public LIN
up for Q1

In its first quarterly report since its
second PO (5/3), LIN Television
Corp. (N:TVL) reported pro forma
Q1 revenues up 5.8% to $76.4M
and broadcast cash flow up 19.7%
to $24.9M. That includes results
for the Sunrise group, which was
actually acquired in conjunction
with the 1PO.

Actual revenues were up
7.7% fo $58M and BCF gained
25.1% to $22M.

Since the company is still in
its post-IPO “quiet period,” CEO
Gary Chapman was reserved in
his 5/14 conference call. Never-
theless, he did indicate that things are looking up

‘“We're optimistic that there will be a rebound in the overall
advertising market during the remainder of 2002,” he said. Chapman
also expressed hopes that expected relaxation of ownership limits will
accelerate station trading activity. “We hope to be an active participant
in industry consolidation,” he noted.

Having just rung the opening bell at the New York Stock Exchange
to celebrate the company’s week-and-a-half-old IPO, Chiapman noted
that the stock sale had put LIN in a strong financial position. The
company received gross proceeds of $430M from the public stock sale
$320M of that was used to reduce the company’s debt, leaving $881.5M
in debt outstanding. He also noted that LIN’s public stock should be
‘very useful” as a currency to offer potential sellers as the company
seeks acquisitions. LIN now has $129M in cash and an undrawn
revolving credit of $192M for making acquisitions

Chapman told analysts that Q2 pacings are ahead of Jast year. “Combined
with Sunrise we're close to a double-igit growth. We're please to see the
momentum building throughout the quarter—thar is, each subsequent
month—which is indicative of an advertising recovery. With the ongoing cost
controls, we expect to achieve double-digit growth in EBITDA”

Gary Chapman

Double-digit gains for Entravision

Radio has joined television is posting revenue and cash flow gains at
Entravision (N:EVC). For Q1, the Spanish media group saw nel revenues
rise 12% to $49.1M, pushing up broadcast cash flow by 13% to $12.2M.

Entravision’s first quarter results were highlighted by the performance
of our television and radio groups,” said CEO Walter Ulloa. “In television
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we recorded an industry leading 21% increase in revenues and a 23%
increase in broadcast cash flow, fueled by continued ratings strength at
our Univision stations. At our radio group we have clearly turned the
corner, capitalizing on the significant ratings gains from 2001 and a
strong sales effort. For the quarter radio revenues increased 17% and
broadcast cash flow was up 28%, well ahead of our expectations.”

wWhile radio revenues rose 17% to $14.8M and TV 21% to $24M,
outdoor revenues were down 12% to $5.7M and publishing slipped 2%
to $4.6M. Similarly, cash flow was up 28% for radio to $4M and up 23%
for TV to $7.9M, but outdoor dropped 89%to $95K and publishing cash
flow was off 27% to $231K.

For Q2, Entravision is expecting radio revenues to be up 12-14%, TV
15-18% and publishing flat to up 5%. Outdoor, however, is expected
1o see revenues decline 18-20%.

Fox net down, O&O
group up

Improved cash flow (EBITDA) at Fox
Television’s (N:FOX) O&O station group
more than counteracted a decline for
the Fox Network in the company’s fiscal
Q3, which ended 3/31.

In his 5/14 conference call with
analysts, Fox and parent company News
Corp. (N:NWS) CEO Rupert Murdoch
expressed frustration about his compa-
nies’ stock prices and declared that
things are looking up

“Not only is the company’s balance
sheet extremely strong, but the economy. It finally seems the advertising market

Rupert Murdoch

. isshowingsigns of retumn o health. Pmnot yet prepared to declare a permanent

“In the sale of KARA, MVP provided the knowledge
and the guidance that our Board of Directors and |
were seeking. We are very grateful to them for making

the sale process smooth, pleasant and profitable. It's a
delight to work with the MVP Team.”

Bob Kieve, President and General Manage:
Empire Broadcasting Corporation

end 1o the ad recession, but certainly a much stronger market than we were
experiencing even six months ago. It is visible at our television stations—the
pacings will be up in the low single digits—I think if you take out the Super Bowl
that [Pres | Peter [Chernin] mentioned, it’s very low single digits—but we have
been up every month this year and are staying that way this quarter. It's the
second consecutive quarter of positive pacings in nearly a year and a half of
negative growth. With six straight months of positive pacings, all  can say is that
everything is looking pretty good in June and July. It’s too early to say much

more than that, but it is also visible at the Fox Network. Scatier pricing today |

is running about 15% above upfront levels and cancellations are running 3-
4% below the customary rate. To be a little more specific, we're seeing real
increases in some of our major advertising categories—automobiles, fast food,
movies and certainly a strong return in wireless and retail. That, of course,
doesn’t cover all categories, but it does give us real hope for the upfront
campaign, which will be starting and selling over the next several weeks,”
Murdoch said.

Station revenues rose 35.9% to $435M and EBITDA gained 41.8% to
$173M. Even without the recently acquired Chris-Craft stations, the
company said pro forma revenues for the station group rose 27%.

While network revenues were up 29.8% to $553M, EBITDA turned
negative by $45M, compared toa positive $1M a year earlier. The company
blamed the drop on lower ratings and increased programming costs.

Fox Entertainment’s best results came from its movie studio, with revenues
up only 21% to $1.0713, but EBITDA up 200% to $180M, and cable TV, with
revenues up 37.2% to $435M and EBITDA up 137.1% to $83M. In all, the
company saw revenues rise 28% to $2.498 and EBITDA up 79.4%to $391M.

Fox handily beat the Thompson Financial/First Call consensus of net
income of four cents per share. The actual number was 13 cents. Its controlling
parent company, News Corp., had earnings of 18 cents per share, also beating
the consensus of 15 cents, CFO David DeVoe also advised analysts to adjust
their full-yeareamings expectations upward. He’s now expecling hottom-line
growth of 8-10% for News Corp. and 13-15% for Fox Entertainment.
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Handicapping the upfront
from Wall Street

As the TV networks—and then cable and syndicators—sell their next season to advertisers
investors are watching. 7VBR asked a couple of veteran Wall Street analysts for their
comments on what The Street is looking for this upfront.

Cheen:A more normal upfront

Wachovia Securities bond analyst Bishop Cheen has been crunching broadcast numbers
for the better part of two decades. From where he sits, this upfront season should bring
a return to more normal negotiations between buyers and sellers.

“CBS played tough last time. The conventional wisdom is that they will not play tough
this time, although Mel [Karmazin] tells anyone who wants to listen that it all worked
out fine—he did not have to severely discount his scatter,” Cheen told T7VBR. But while
the scatter market has been strong lately, Cheen notes that many observers think CBS had
to do some deep discounting to move its unsold inventory in the weeks following 9/11
“While it came back. we don't know how much was sold at the discounted rate,” he noted.

“The other wildcard to watch is the backlash. If you raise rates too much, there is
speculation that you will drive a significant amount of the budget into cable, which has—
just by its inherent nature—a much smaller rate structure compared to broadcast TV. CPMs
are much smaller on cable. It's going to be very dramatic to see, if the networks demand
too much of a rate increase, how the advertisers will respond,” Cheen said. “My guess is
that the rates will go up some single-digit number. Demand will be high. And both sides

will claim victory.”

What about ABC?

“God help ABC. Every year or two or three there’s always a network adrift. You and
I have been talking to each other for a long time and over the course of that we have tatked
about beleaguered NBC, beleaguered CBS and this year it's beleaguered ABC,” Cheen
noted.

“Clearly CBS’ demographics are going younger. Fox has got more sports to talk about.
NBC has got all of its high-end Emmy shows to talk about and its incredible success—the
afterglow of the Olympics...Poor ABC—you get the feeling that whatever they throw on
the wall is the program of the week.” Gone are the glory days of just three years ago, when
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ABC was the “Millionaire” network, he noted. “But this too shall pass. The press is going
to make it sound like ABC is going out of business—and it is not.

The Wachovia analyst predicts that demand will be good for both network TV and cable in this
upfront—that advertisers are more confident about the economy and ready to make commitments
‘It feels different to me than it felt in early May of 2001,” Cheen said. “It just feels different."—JM

Marcus: Expect a bullish swing

At Deutsche Bank Securities, Drew Marcus has
been valuing broadcasting stocks longer than most of
the broadcasting companies have had public stock
(and through several mergers and name changes by
his employer)

‘We're looking for the total upfront—including
everything, including the cable networks and every
thing—to be up 5% this year, versus being down 14% last
year—so, it will be an impressive, bullish swing,” Marcus
said. “We’re looking for the big four to be flat, the big six
to be up 3%, cable to be up 7% and Univision to be up
18%—so the whole thing total is up 5

Of course, within that “flat” forecast for the big
four networks, where will be winners—an e
will be losers. “We’re looking for the big vinner
to be CBS, up over 20%. NBC to be up ovér 10%. And then Fox and ABC eacht down
15-20%,” Marcus said.

ABC's current troubles are well known, so we decided to play devil’s advocate and ask Marcus
what his pitch would be if he were the one trying to sell ABC's ad inventory to advertisers

“I would assure them that we’re spending a lot of money to develop lots of pilots and thus hope to
have above-average success in our new shows. And I would pray to the TV viewing gods,” he replied

Is that prayer likely to work?

“TV programming is a tricky science, so it mighit work well as other things,” Marcus chuckled

Marcus is expecting advertisers to pay higher prices this year

“We see pricing, on average, up about 4-5%,” he said. “The advertisers realize it’s not a buyer
market like it was last year. Certainly the scatter, where all of the networks are having very healthy
scatter prices above last year, foreshadow a strong upfront. But I don’t think the advertisers have
conceded that it’s a sellers’ market yet. That is what the networks are claiming.”—JM

Drew Marcus

FCC getting tough on DTV laggards

TVBR News Briefs |

The Federal Communications Commission began a Notice of Proposed Rulemaking 5/16 to set penalties for TV stations that miss

digital conversion deadlines. The proposed penalties would begin with a letter of admonishment and gradually escalate to
revocation of the station’s DTV construction permit. In such an extreme case, the station might also have to face competing

applications if it eventually wants to switch to DTV on its original analog channel.

“It demonstrates that while there are opportunities for waivers, that the leash is short, as it must be,” said FCC Chairman Michael
Powell. “We’re not going to be unreasonable about it. The transition is complicated. There are bumps on the road that are beyond
people’s control.” The Chairman added that the FCC’s intention is that the transition continue “quickly but prudently.”

Univision claims bragging honors
in big three markets
Univision (N:UVN) says its O&Os beat all

comers, English and Spanish, to be number
one among Adults 18-34 in New York, Los

The FCC’s Media Bureau staff had praise for big four network affiliates in the top 30 markets for generally meeting the first DTV
deadlines in 1999, with only nine exceptions remaining today—a 92% completion rate. In each of those nine cases, the licensees were
unable to begin digital transmissions due to circumstances beyond their control, such as local zoning hang-ups. An order approved
5/16 by the Commission grants each of the nine an additional six-month extension. Five other top-30 market stations were chastised
however, for firing up only low-power DTV transmitters. Those minimal facilities were OK’d by the FCC for smalter markets and stations
last November, but today’s order spells out that they are not permitted for big-four network affiliates in the top 30 markets.—JM

Second station signs for Boston People Meters

Nielsen Media Research has finally signed a second commercial TV station for its local People Meter service in Boston, although all of the big
four network affiliates are still holdouts. Entravision’s (N:EVC) WUNI-TV (Ch. 27), a Univision affiliate, has joined independent WNDS-TV (Ch.
50) as a subscriber to the metered ratings service. Most Boston TV stations have been boycotting the switch from diaries to Nielsen’s electronic
set-top boxes, which took place nearly a month ago. Besicles the two stations who have now signed up, Nielsen is selling its Boston ratings
service to three cable channels—plus hundreds of ad agencies and advertisers who pay considerably less than station subscribers —JM

Clinton downplays TV talk show idea
Former President Bill Clinton has told NPR’s “The Tavis Smiley Show” that while the idea had some appeal, it’s unlikely he’ll do
a TV talk show. Clinton told Smiley the idea didn’t originate with either NBC or his own associates, but rather an outside group
of potential investors whom he didn’t identify. He did acknowledge having talks with NBC, but said no deal is emminent.
“I don’t know if it’s going to happen or not, but I'd be kind of surprised if it is, because I just sort of think that it may be hard
to make it work commercially, either for a network or private syndicators or anybody else,” Clinton sail. [
The former President did, however, seem intrigued by the idea of having his own TV show. “The appeal of it is that I could speak about the things | |
I care about in an environment where people would be free to listen in larger numbers than T could speak to (in personl,” he told Smiley —JM
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Angeles and Chicago in the March Nielsen
Sweep. That’s for the entire broadcast day
(and Chicago was a tie). In prime time,
Univision said, each was number two (also
a tie in Chicago).—JM

NBC offers to buy out
Telemundo bondholders

In accordance with “change of control”
provisions in the terms of the 10.5%
Senior Notes issued by Telemundo, Gen-
eral Electric’s (N:GE) NBC has offered to
buy back those $305M in outstanding
bonds of its new subsidiary, which oth-
erwise won’t mature until 2006. Under
the tender offer, Telemundo is offering
to pay $1,010 per $1000 face value. The
offer will expire 6/10.—JM

Viacom closes on second LA TV

Viacom (N:VIA) closed 5/15 on its $650M
purchase of KCAL-TV Los Angeles from
Young Broadcasting (O:YBTVK), giving
Viacom a second station in the nation’s
second-largest market. That sets a six-
month clock ticking for Viacom to divest
one radio station in the LA market.—JM
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