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Veronis Suhler sees 

 

'02 return to growth 

 

Radio industry revenues 

 

should grow 9.1% in 2002, 

 

after slipping 0.7% this 

 

year, according to the just-

off-the-presses annual 

 

"Veronis Suhler Communi-

cations Industry Forecast." 

 

When all is said and 

 

done, Veronis Suhler is ex-

pecting 2001 local ad rev-

enues for the radio indus-

try to be flat with last year 

 

at $14.65B, national spot 

 

down 3.5% at $3.57B and 

 

network radio down 0.5% 

 

at $715M. That would put 

 

the total industry at 

 

$18.94B, off 0.7% from the 

 

2000 total of $19.07B. 

 

(Note: Veronis Suhler's es-

timates tend to be a bit 

 

lower than the total indus-

try estimates of the Radio 

 

Advertising Bureau.) 

 

Veronis Suhler's 

 

radio forecast 

 

Year Local Spot Net Total 

 

2001 0.0% -3.5% -0.5% -0.7% 

 

2002 8.8% 10.6% 7.2% 9.1 % 

 

2003 7.9% 9.9% 7.1% 8.3% 

 

2004 9.3% 10.1% 7.6% 9.4% 

 

2005 7.9% 9.8% 7.2% 8.2% 

 

`01-'05 6.7% 7.2% 5.7% 6.8% 

 

Source: Veronis Suhler's IS" annual 

 

Communications Industry Forecast 

 

CCU GM's talk about selling 

 

without the numbers 

 

Page 6 

 

There is still plenty of 

 

shopping opportunities. 

 

Page 8 

 



Radio Business Report 

 

Voice Of The Radio Broadcasting Industry 

 

Radio News 
 

F 

 

August 6 2001, Volume 18, Issue 32 

 

BPA International membership 

 

applied for September 2000 

 

Executive Editor  Jack Messmer 

 

Managing Editor  Dave Seyler 

 

Senior Editor  Carl Marcucci 

 

Production  Michael Whalen 

 

VP Administration  Cathy Carnegie 

 

FCC Research Consultant  Mona Wargo 

 

Administrative Assistant  April Olson 

 

Publisher Jim Carnegie 

 

VP/GM, Associate Publisher  Ken Lee 

 

Senior Account Executive  John Neff 

 

Account Executive  June Barnes 

 

Editorial/Advertising Offices 

 

6208-B Old Franconia Road 

 

Alexandria, VA 22310 

 

PO Box 782 Springfield, VA 22150 

 

Main Phone:  703/719-9500 

 

Editorial Fax:  703/719-7910 

 

Sales Fax:  703/719-9509 

 

Subscription Phone:  703/719-7721 

 

Subscription Fax:  703/719-7725 

 

Email Addresses 

 

Publisher JCarnegie@rbr.com 

 

Editorial RadioNews@rbr.com 

 

Sales:  KLee@rbr.com 

 

JNeff@rbr.com 

 

Nashville Sales Office 

 

June Barnes 

 

Phone:  615/360.7875 

 

Fax:  615/361.6075 

 

Email:  JBames@rbccom 

 

02001 Radio Business Report, Inc. Material may not be 

 

reproduced without permission. All content may not be 

 

reproduced, photocopied and/or transmitted without written 

 

prior consent.Any violations will be dealt with legally. 

 

Printed in USA. 

 

Radio Business Report is published weekly by Radio 

 

Business Report, Inc. Publishers of Radio Business Report, 

 

The Source Guide, www.rbr.com and the Information 

 

Services Group database. 

 

Subscription rate: One year $220. 

 

RBR Family of Products 

 

io Business Report 

 

V60 er no rr �wrerr� rrro• 

 

RBR RAD11(3111 

 

ON 

 

VW111Wi.1'bl'rO0M 

 

Radio Business Report 

 

Nb M lr Y� \Muir rY�' 

 

Ds8 Daily in-1 

 

r 

 

2 

 

Source Guide 

 

and Directory 

 

the All-Radio Yearb 

 

DAILY NEWSCAST 

 

o-0 

 

Radio Business 

 

Report, 

 

Lrsten Now 

 

"The consolidation wave 

 

driven by the 1996 Telecommu-
nications Act has crested, but left 

 

in its wake fewer, larger and 

 

more sophisticated radio groups 

 

that can offer one-stop shop-
ping in a given market to local 

 

merchants, regional advertisers 

 

and national marketers," Veronis 

 

Suhler's analysts wrote. Thus, 

 

they said, the new, concentrated 

 

groups have been able to cut 

 

costs and invest in more effec-
tive sales and marketing efforts. 

 

After dealing with this year's 

 

tough advertising environ-
ment—after experiencing ex-

ceptional growth last year be-
fore dot-com spending 

 

dropped off—Veronis Suhler 

 

expects radio to get right back 

 

on track. "We expect to see 

 

solid, albeit slower, growth in 

 

total radio advertising expen-
ditures over the forecast pe-
riod," the forecasters wrote. 

 

"We project that radio advertis-

ing expenditures will rise at a 

 

compound annual rate of 6.8% 

 

from 2000 to 2005, reaching 

 

$26.5B in 2005. This compares 

 

with the 11% growth achieved 

 

in the 1995-2000 period." 

 

Veronis Suhler, based in New 

 

York, is a merchant banking 

 

company which specializes in 

 

media, communications and 

 

information companies. JM 

 

Can WEVD 'FAN 

 

the flames in NYC 

 

Sports derby? 

 

Walt Disney (N:DIS) subsid-

iary ABC Radio has found a 

 

home for its ESPN Radio Net-
work in the Big Apple. An 

 

LMA/option deal with Jewish 

 

newspaper publisher The For-
ward Association gives ABC 

 

the 1050 kHz perch of WEVD 

 

upon which to launch the ser-
vice in the nation's largest ra-
dio market. Launch date is to 

 

be 9/1. The option portion of 

 

the deal gives ABC two years w 

 

buy the station for $78M. 

 

ESPN will be the second chal-

lenger to Sports radio icon-

WFAN, the Viacom/Infinity 

 

KVIA) institution which is 

 

widely credited with being the 

 

first station in the US to adopt 

 

the format full time. 620 kHz 

 

WJWR-AM has been running a 

 

Sports format as an O&O of 

 

One-on-One Sports since 1997. 

 

One-on-One was sold lock, 

 

stock and barrel to Paul Allen's 

 

Vulcan Radio late last year for 

 

$100M (RBR 12/18/00, p. 5, 14). 

 

One-on-One has since been 

 

renamed the Sporting News 

 

Radio Network. 

 

ESPN is no stranger to WEVD. 

 

The network's Dan Patrick is 

 

already holding down middays 

 

on the station. He marked his 

 

one-year anniversary with the 

 

station 7/31. WABC/WQEW 

 

President/GM Tim McCarthy 

 

will run the station. 

 

The station joins 24/7 ESPN 

 

O&Os in Los Angeles, Chicago, 

 

Dallas and Pittsburgh. It also 

 

becomes the 180th ESPN full-
timer and its 450th affiliate. 

 

RBR observation: The deal 

 

will give ABC a unique 

 

superduopoly operation. As far as 

 

O&O's go, ABC only has an old-
fashioned AM-FM combo (WABC-
AM, WPLJ-FM). In addition to the 

 

LMA of WEVD, there is the LMA 

 

with the New York Times (N:NY
-
1) 

 

for WQEW-AM, which ABC is us-

ing as a platform for its Radio 

 

Disney network. This is in all prob-
ability the only 3-Am, 1-FM, 2-LMA 

 

superduopoly in the US.—DS 

 

Consumer spending up, 

 

but not by much 

 

The only way out of the current 

 

recession, or economic malaise 

 

(if you don't like the "R" word), 

 

is to increase spending by Ameri-
can consumers. That's why the 

 

Bush Administration is so keen 

 

on putting cash back in con-
www.rbr.com 

 

sumers' hands with the tax re-
bate checks now in the mail. 

 

The Commerce Department 

 

reported 7/31 that consumer 

 

spending rose 0.4% in June—a 

 

bit better than the 0.3% rise for 

 

May, which economists had 

 

expected to see repeated for 

 

June. Nonetheless, concerns 

 

remain that round-after-round 

 

of layoff announcements could 

 

take their toll on consumer con-
fidence and erase all doubt about 

 

whether the US is in a recession. 

 

Less important in many ways 

 

than the actual health of the US 

 

economy is the public percep-
tion of how healthy the economy 

 

is. Confident consumers spend 

 

money, while pessimistic con-
sumers keep their wallet closed. 

 

So the latest monthly report on 

 

consumer confidence from The 

 

Conference Board is not good 

 

news for advertisers or broad-
casters. The Conference Board's 

 

Consumer Confidence Index 

 

slipped to 116.5 in July after 

 

rising a bit to 118.9 in June. (The 

 

index uses a 1985 base of 100.) 

 

"The moderate decline in con-
fidence signals slow economic 

 

growth ahead," said Lynn Franco, 

 

DirectorofThe Conference Board's 

 

Consumer Research Center. In 

 

addition to a decline in the overall 

 

index, the latest survey, conducted 

 

by Interpublic Group's KIPG) 

 

NFO WorldGroup, also found that 

 

11.2% of consumers now expect a 

 

deterioration in business condi-

tions, up from 10.9% a month 

 

earlier. Those who expect busi-
ness conditions to get better was 

 

unchanged at 17.2%. 

 

RBR observation: Broad-
casters—and all other sellers of 

 

advertising—can only hope that 

 

the tax rebates and the Federal 

 

Reserve's interest rate cuts suc-
ceed in boosting economic con-
fidence and slowly but surely 

 

put the economic on an up-
ward curve after bottoming out 

 

right on the edge of a full-

fledged recession. JM 

 

8/6/01 RBR 

 



The NAB Radio Show 

 

& NAB Xstream 

 

Joint Keynote 

 

Walter Mossberg 

 

Columnist, 

 

The Wall Street Journal 

 

Presenter - Revolutionize 

 

Your Brand 

 

Tom Asacker 

 

Author/Founder. 

 

The Center for 

 

Sandbox Wisdom 

 

NAB Radio Show Group Executive Super Session 

 

Moderator 

 

Eric Rhoads 

 

Publisher/Owner 

 

Radio Ink and Streaming 

 

Magazine. 

 

Alfred Liggins 

 

President/CEO 

 

Radio One, Inc. 

 

NAB Radio Show Super Session -

What Women Want: 5 Steps to Better Ratings 

 

John Parikhal 

 

CEO, Joint 

 

Communications 

 

Laura Ivey 

 

Manager, National Radio 

 

Sales, Arbilron 

 

The NAB Radio 

 

Show Keynote 

 

Tom Peters 

 

Author and 

 

Management Expert 

 

NAB National Radio 

 

Award Recipient 

 

Larry Wilson 

 

PreSident/CEO 

 

Citadel Communications 

 

Corporation 

 

Co-hosts of NAB Marconi Radio 

 

Awards Reception, Dinner & Show 

 

Tim and Willy 

 

Morning Hosts, KNIX. Phoenix 

 

Lew Dickey 

 

President/CEO 

 

Cumulus Media, Inc. 

 

Randall Mays 

 

Executive VP/CFO 

 

Clear Channel 

 

Communications 

 

Joan Gerberding 

 

President, Nassau 

 

Media Partners 

 

Bob Neil 

 

President/CEO 

 

Cox Radio 

 

Find Out Where Radio Is Heading 

 

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

 

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

 

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

 

Questions? Call 1-800-342-2460. 

 

September 5 — 7, 2001 

 

Ernest N. Morial Convention Center 

 

New Orleans, LA 

 

New From NAB, a Show Focused on Streaming Technologies 

 

NABS(  

 

adcasting on the Internet 

 

Your NAB Radio Show credentials grant you access 

 

to NAB Xstream - giving you unprecedented net-

working opportunities and exposure to a broad range 

 

of education and exhibits. 

 

NAB Xstream Keynote 

 

Hilary Rosen 

 

President/CEO, 

 

Recording Industry 

 

Association of America (RIAA) 

 



Radio One heats up 
 

in Hotlanta 

 

Mableton, GA has taken on new 

 

significance for Radio One 

 

(O:ROIA). It is the site of a CP 

 

for WAMJ-FM (the former 

 

WAWE-FM), and an LMA with 

 

Mableton Investment Group will 

 

give Radio One access to 83% of 

 

the African-American popula-
tion in the Atlanta market. Ra-
dio One's $30K-per-month rent 

 

check will give it a fourth FM. 

 

This is Radio One's second 

 

recent deal in the market. It 

 

purchased WPEZ-FM from US 

 

Broadcasting LP for $55M. WPEZ 

 

is changing its city of license 

 

from Macon to Hampton GA to 

 

move into the Atlanta market 

 

(RBR 7/2, p.13). 

 

The stations will join two 

 

-already there: WHTA-FM is us-
ing a Hip Hop format, and WJZZ-
FM (WAMJ-FM not too long ago) 

 

is running Smooth Jazz. 

 

Formats for the two newer 

 

stations are still on the drawing 

 

board. Said Radio One CEO 

 

Alfred C. Liggins, "The eco-
nomics of this agreement are 

 

highly favorable to the com-

pany and we are eager to 

 

announce our full program-

Radio News 
 

ming line-up for all four of 

 

these stations before the end 

 

of the year."—DS 

 

Court rules against 

 

broadcasters on 

 

streaming 

 

US District Court Judge Berle 

 

Schiller has ruled (8/1) 

 

against lead plaintiff 

 

Bonneville International, rep-
resenting hundreds of broad-

casters, on paying royalty fees 

 

for streaming on the Internet. 

 

Bonneville petitioned a judi-
cial review of the Copyright 

 

Office's (RBR 12/18/00, p.4) 

 

decision in favor of the RIAA 

 

to charge streaming fees. The 

 

lawsuit had sought to have 

 

the court rule that Internet 

 

streaming of AM/FM broad-
casts was covered by the same 

 

exemption from performance 

 

royalties that already applies 

 

to their terrestrial broadcasts. 

 

Judge Schiller made the lack 

 

of a clear distinction between 

 

"AM/FM streaming" and 

 

webcasting as a deciding fac-
tor: "While AM/FM streaming, 

 

due to the potential harm it 

 

could have on record sales is 

 

more similar to webcasting 

 

than ... over the air broadcast-

ing, the fact that AM/FM sta-
tions are subject to limitations 

 

imposed by the FCC makes 

 

AM/FM streaming different 

 

from what Congress originally 

 

referred to as `webcasting.' The 

 

unique aspects of AM/FM 

 

streaming combined with an 

 

ambiguous, conflicting statute, 

 

as well as no reference by 

 

Congress regarding AM/FM-

streaming, is overwhelming 

 

evidence that Congress did not 

 

address the issue of whether 

 

AM/FM streamers should be 

 

exempted from section 106 

 

public performance right." 

 

NAB President/CEO Eddie 

 

Fritts made a statement of 

 

regret for the decision. "Broad-

casters, record companies and 

 

consumers have long enjoyed 

 

a symbiotic relationship 

 

whereby airplay on radio sta-
tions benefits all parties... 

 

We're disappointed that this 

 

unique relationship will be dis-

rupted by the court ruling. 

 

Broadcasters currently pay in 

 

excess of $300M annually in 

 

music licensing fees ... any ad-
ditional fee ... would be unfair 

 

and unreasonable." 

 

An appeal of the decision is 

 

expected. NAB says it is "re-

viewing its options."--CM 

 

XM's Terrestrial 

 

Network draws We 

 

Because XNI Satellite Radio 

 

(O:XMSR) will operate with two 

 

satellites, rather than Sirius Sat-
ellite Radio's (O:SIRI) three, it 

 

will need a good deal more 

 

terrestrial repeater support in 

 

downtown areas. Satellite To-

day has reported AT&T, 

 

BellSouth, Metricom, Verizon 

 

Wireless and WorldCom have 

 

asked the FCC to deny XM's 

 

request for a Special Temporary 

 

Authorization that would allow 

 

operation of its terrestrial re-

peater network while awaiting 

 

final commission approval. 

 

Both XM and Sirius have ap-
plied. Comments are due at the 

 

FCC by 8/21 with 10 additional 

 

days for replies. 

 

The wireless carriers say XM's 

 

recent request for 778 repeat-
ers in 61 markets is well be-

yond its previous proposal for 

 

150 repeaters in 50 cities. The 

 

temporary authorization would 

 

supersede the wireless carri-
ers' claims to place antennas at 

 

numerous sites.—CM 

 

Unsigned Mancow 

 

returns to airwaves 

 

Conservative shock-jock Eric 

 

"Mancow" Muller has returned 

 

to the airwaves, while continu-

ing contract negotiations with 

 

Emmis (O:EMMS). "While no 

 

definitive agreement has been 

 

The Media Audit 
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reached, lawyers for both sides 

 

worked through the weekend 

 

and will continue until a defini-

tive agreement is finalized. The 

 

parties hope to reach agreement 

 

in the next two weeks," a 7/30 

 

Emmis press release indicated. 

 

Mancow returned to host his 

 

syndicated program from 

 

Emmis' WKQX-FM Chicago. 

 

Emmis spokesperson Kate 

 

Healey had told RBR an an-

nouncement was imminent 

 

(RBR.com 7/27).—CM 

 

Viacom outdoor 

 

operations merge, 

 

invest indoors 

 

Viacom's (N:VIA) two outdoor 

 

divisions, TDI and Infinity Out-

door, are coming together un-
der the same umbrella. The new 

 

entity will be known as Viacom 

 

Outdoor, and will be run by 

 

President/CEO Wally Kelly, 

 

who was heading up Infinity 

 

Outdoor. He'll report to Farid 

 

Suleman, President/CEO of 

 

Infinity Broadcasting Corp. 

 

A pending deal to sell el-
ements of TDI to Interep 

 

was not consummated (see 

 

boxed item, p.12) 

 

Meanwhile, Infinity Outdoor 

 

has bought a 4.3% equity stake 

 

in GenesisIntermedia Inc. 

 

Of primary interest to Infin-

ity is GenesisIntermedia's 

 

Centerlinq subsidiary, which 

 

provides interactive marketing 

 

and collects consumer data in 

 

shopping malls. Infinity Out-
door and Centerlinq entered 

 

into a co-marketing agreement 

 

last year.—DS . 

 

Liddy negotiating 

 

new contract with 

 

Westwood One 

 

G. Gordon Liddy is currently 

 

under contract negotiations-
with Westwood One (N:WON) 

 

and possibly others. His full 

 

contract is up with Westwood 

 

in six-eight months, according 

 

to Infinity sources. This, on 

 

top of the surprise news from 

 

the Washington Post that he 

 

has been fired from flagship 

 

WJFK-FM in Washington. He 

 

8/8/01 RBR 
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may be switching his flagship 

 

and DC affiliation to Clear 

 

Channel's WTNT-AM soon 

 

(RBR.com 7/21). 

 

Are you afraid of losing him 

 

to Premiere or another syndi-
cator? "No," responded the In-

finity source. 

 

So you think he will stay? "Yes." 

 

Indeed, Premiere sources 

 

later confirmed they aren't go-
ing after Liddy, especially since 

 

his conservative show would 

 

have to switch airtime, as not to 

 

compete with Rush Limbaugh. 

 

Liddy has 160 affiliates. 

 

"Bottom line—[Are we] go-
ing to try and keep him? 

 

Yeah," says the Infinity 

 

source. "They [Liddy and his 

 

staff] are very p-ed off at 

 

[Infinity Regional VP] Ken 

 

Stevens for not telling him. 

 

He didn't tell them and they 

 

had to find out through the 

 

press—which is a really wrong 

 

thing to do. Ken totally mis-
handled the situation." 

 

The source also confirmed 

 

Opie and Anthony will be on 

 

WJFK, and Liddy on WTNT 

 

within a month—possibly as 

 

soon as 8/6. Negotiations with 

 

`TNT and Liddy were continu-

ing at press time.—CM 

 

Arbitration begins over 

 

web royalties 

 

The music industry and 

 

Webcasters have their first day in 

 

court 7/30 over establishing roy-
alty rates and fees for Internet 

 

broadcasts. The dispute over rates 

 

www.rbr.com 

 

has been ongoing since the pas-

sage of the Digital Millennium 

 

Copyright Act of '98. The act gave 

 

the record companies the right to 

 

charge a performance royalty for 

 

webcasts, but did not set any 

 

amount. The recording industry, 

 

represented by the RIAA, is ask-

ing for a rate of .004 cents per 

 

song streamed, about 15% of the 

 

revenue earned by webcasters 

 

who stream copyrighted record-

ings. Webcasters, represented by 

 

the Digital Media Association, are 

 

asking for .0015 cents per listener 

 

hour—about 1/30th of what the 

 

RIAA is asking. 

 

With such a huge discrep-
ancy, it should be an eventful 

 

six month arbitration process. 

 

The hearings include testimony 

 

from 60 witnesses, including 

 

the RIAA's Hilary Rosen, musi-

cians, reps from Sony, Warner, 

 

Bertelsmann's BMG, Vivendi 

 

Universal and EMI; broadcast-
ers including Clear Channel and 

 

Infinity; and Internet-only 

 

webcasters such as Spinner, 

 

Launch, Live365.com and MTVi. 

 

The three-member federally-

appointed copyright arbitration 

 

panel "CARP," is chaired by Eric 

 

Van Loon, a mediator from 

 

"JAMS," an Irvine, CA-based in-

dependent dispute-resolution 

 

firm. The others are Curtis von 

 

Kann, a retired DC Superior 

 

Court judge and Jeffrey Guhn, 

 

a former Maryland administra-
tive law judge. 

 

The CARP panel is expected 

 

to reach a decision by the end 

 

of January, which will then be 

 

reviewed by the Copyright Of-
fice and the Librarian of Con-

gress and finalized by the end 

 

of March or April 2002.—CM 

 

Brill gets S1.1M 

 

judgement against 

 

competitor 

 

Brill Media is trumpeting a court 

 

victory (7/31) in Reading, PA, 

 

where a Berks County jury 

 

awarded Brill $1.1M in damages 

 

from the Reading Eagle Com-

pany—ownerof WEEU-AM Read-

ing and the Reading Eagle news-

paper. 

 

The jury held that the Read-

ing Eagle Company had en-

gaged in unfair trade prac-
tices in 1990 by hiring away 

 

three employees from Brill's 

 

WAGO-AM (now WIOV-AM) 

 

Reading after getting an in-

side look at WAGO's books 

 

under a confidentiality agree-
ment while discussions were 

 

underway for the WEEU 

 

owner to acquire WAGO. The 

 

sale talks never got to the 

 

point of a contract, but the 

 

Reading Eagle Company then 

 

hired GM David Kline and 

 

two account executives away 

 

from WAGO to work at WEEU. 

 

Although Alan Brill is cel-

ebrating victory, he told RBR 

 

that he doesn't expect to see 

 

any of the money soon. Sure 

 

enough, in the Reading 

 

Eagle's own story on the jury 

 

verdict, company president 

 

William Flippin is quoted 

 

as saying that he is disap-
pointed in the verdict and 

 

that it will be appealed. JM 

 

It takes a Lifetime to 

 

figure out where 

 

women are 

 

Women's cable network Life-
time has successfully cap-
tured enough of the female 

 

audience to rank #1 among 

 

basic cable networks in 

 

primetime. But it has not 

 

gone unnoticed by Lifetime 

 

EVP Rick Haskins where 

 

women are during the day-
time, according to an article 

 

in Advertising Age. 

 

"Radio is a great place to 

 

reach women. It's the #1 

 

source of media from 6A to 6P 

 

for women," Haskins noted. 

 

Is a Lifetime radio network in 

 

the offing?—DS 
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In the wake of ongoing Clear 
 

Channel-Arbitron negotiations 

 

for the 130 markets the nation's 

 

largest broadcaster says it won't 

 

be subscribing to, we asked GMs 

 

in those markets about their 

 

contingency plans. 

 

Dave Reinhart, 

 

VP/GM, Market Manager, 

 

Clear Channel Radio, 

 

Tampa 

 

Tom Glade, 

 

VP/GM, Market Manager, 

 

Clear Channel Radio, San 

 

Antonio 

 

Mike Glickenhaus 

 

VP/GM, Market Manager, 

 

Clear Channel Radio FM 

 

Stations, San Diego 

 

How are you planning for the possibil-
ity that your stations will no longer be 

 

able to use Arbitron ratings? 

 

Reinhart Negotiations between my com-

pany and Arbitron are continuing as I write 

 

this. I'm reasonably confident a solution is 

 

not far off, but at Clear Channel Tampa we 

 

are prepared to sell without Arbitron for as 

 

long as necessary. Our sales staffs have been 

 

trained "in house" in the ways to sell without 

 

ratings numbers. We have already put this 

 

plan into action and we are pleased with the 

 

early results. Our personalities are well known 

 

by the buyers and clients in the area. There's 

 

no reason to depend on numbers when a 

 

sales rep can pull out a photo of a well 

 

known personality and ask the client, "How 

 

would you like this personality to be the 

 

spokesperson for your product or service?" 

 

That's when numbers shrink in importance. 

 

Qualitative information from Media Audit will 

 

also help us to survive without ratings material. 

 

Glade I have been with Clear Channel in 

 

San Antonio for slightly over six weeks. 

 

The Clear Channel San Antonio market is in 

 

good shape. The radio stations were sub-
scribers to Arbitron for only the last three 

 

years. We have several veteran sales people 

 

who have sold these properties without 

 

s 

 

GM TalkbaCk 
 

Arbitron in the past. We are taking advant t' 

 

of the veterans' knowledge and confidence. 

 

The Clear Channel Radio stations in San 

 

Antonio are some of Clear Channels "legacy" 

 

properties. All of our stations have solid 

 

market positions and have great track records 

 

of delivering results for the advertisers. 

 

We have been preparing for this challenge for 

 

several weeks. Each of the stations have devel-

oped and are developing strong sales stories 

 

which are backed by the positive success of the 

 

stations. We plan to take advantage of the strong 

 

relationships we have established with our clients. 

 

We will be responsible to help the adver-
tisers find good reasons to buy us. Our history 

 

of delivering success to their past investments 

 

and our understanding of the medium will 

 

give them the best reasons to continue to buy 

 

us. I honestly believe that our sales people 

 

will become better marketers as a result of the 

 

challenge of selling without an over-depen-
dence on the "numbers." 

 

We have access to Media Audit and will 

 

continue to use it in order to strengthen 

 

our sales story. 

 

Glickenhaus I don't think you prepare over-

night to sell without ratings or to sell with 

 

them for that matter. That training and under-

standing of what is important to our advertis-

ing partners or potential advertising partners 

 

starts from the moment our sellers step into 

 

our building. We make sure all our sellers are 

 

prepared to talk about our clients' business 

 

and what they need to move the needle at 

 

their businesses. We teach each of our sellers 

 

how to size up the needs of our clients and 

 

then how to tap into our resources. We stress 

 

that what we really are is a marketing solu-
tions company with many tools available to 

 

get results. We teach each of them about the 

 

resources we have as a company in our 

 

market including CC Outdoor and CC Enter-
tainment and Premiere Traffic as well as our 

 

websites and events just to name a few. We 

 

make sure what the client understands is what 

 

we are working towards is making their cash 

 

register ring. A rating point never walked in 

 

anywhere and bought anything. 

 

Many of our sellers have been in situations 

 

where Arbitron for one reason or another was 

 

not available to them for a period of time so 

 

this is not the hardest challenge they have 

 

faced. Our clients have all been told what is 

 

going on and they are really being very 

 

understanding of what we are dealing with 

 

and in fact have been appreciative of our 
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position and some of the things we have been 

 

asking for. Our sellers arc being armed wiili 

 

success stories and qualitative inf
-
Ormation. 

 

Media Audit has been very helpful and we 

 

have always used their information in the San 

 

Diego market and it is very well accepted. 

 

We do understand for the more transac-
tional buyers this will be a little more challeng-
ing but not to the point where we can't 

 

function. When the transactional buyer in-
forms us of the parameters of their bury we 

 

make our best attempts to come to a fair 

 

agreement with the information we have at our 

 

disposal and with the history of our relation-

ship in mind as well. With the exceptional array 

 

of stations that we have I do not expect to lose 

 

any business or that advertisers will not buy our 

 

stations because we don't subscribe to Arbitron. 

 

How did you get into radio? 

 

Reinhart I've known that radio was what I 

 

wanted to do since I was 10 years old. I used 

 

to insist that my mother listen to me broadcast-

ing from the basement using walkie talkies. I'd 

 

play records, do the time and temperature, read 

 

weather forecasts from the newspaper and tell 

 

jokes. She insisted that she was always listening 

 

while doing household chores, but in my heart 

 

I knew better. It didn't stop me though. 

 

I started on the air while still in college in 

 

the 60's. Among my thrills was introducing the 

 

Beatles on stage and travelling for a short 

 

while with the Monkees while feeding reports 

 

back to WSAI Cincinnati. That's the station 

 

where Randy Michaels used to listen to me 

 

while riding the bus to junior high school. 

 

Now, of course, he's one of my bosses. 

 

Glade I have been in radio for over twenty 

 

years. I began at KSL in Salt Lake City, as a 

 

"Merchandising Specialist" and an entry level 

 

Account Executive. I was very fortunate to 

 

learn the strengths of radio with a powerful 

 

50,000-watt clear channel powerhouse. I 

 

have been fortunate to manage radio stations 

 

in Salt Lake City, Dallas and Washington DC. 

 

Glickenhaus I started in radio in the 

 

beginning of 1980 and am still with two of 

 

the stations I was with at that time. So I 

 

have watched the radio world change 

 

dramatically around and with me and stayed 

 

at the same place which was originally 

 

Noble Broadcast Group and which then 

 

became jacor in 1996 and then Clear Chan-
nel a few years later. I started in sales and 

 

sales management and have been a GM 

 

since 1988. It was basically love at first 

 

sight with the radio industry. 
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Spot buys: 

 

who's kidding 

 

who? 

 

by John Camilleri 

 

Last time, we looked at the criteria 

 

and planning parameters for a na-
tional buy. What are some of the 

 

factors we look at when we do a 

 

regional spot buy? What goes 

 

through our heads to make a deci-
sion whether a station makes the cut? 

 

First of all, one station alone 

 

does not make or break a buy. 

 

Whoa! Sure, not having the num-
ber one station makes for a chal-

lenging buy, but every station can 

 

be bought around, especially if it 

 

doesn't fit in the buy's criteria. 

 

Read below why what you think is 

 

a slam-dunk might not make it. 

 

Cell Distribution 

 

On an Adult 25-54 buy, for example, 

 

we'll look at how many points are 

 

delivered into the 25-34, 35-44 and 

 

the 45-54 cells. Many times what 

 

you think is a great buy on a CPP 

 

basis dumps a lot of points into a 

 

certain cell because there are a lot of 

 

competing stations pricing them-
selves to that demo. After that, we'll 

 

do a male/female TRP split to see 

 

how we are skewing. 

 

Drive time % 

 

For a traditional advertiser, a good 

 

buy has at minimum 50% of the 
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weight and more likely 65-75% of the 

 

weight in AM and PM drive. Pricing 

 

yourself in mid-day and weekends 

 

may not get you on if your drive is 

 

stratospheric. 

 

:103 vs :603 

 

It probably pays to run :10s at 50% 

 

the price of :60s on Information/Talk 

 

stations where a :10 has a good 

 

chance to stand out. On a music 

 

station, it might get lost with all the 

 

:60s and promo spots. The client's 

 

message has to be right, though, for 

 

a 25- or 30-word sales pitch. 

 

Frequency, Recency and # spots pep 

 

week pep station 

 

It's nice to have a low CPP, but if you 

 

are only running 5 spots a week, 

 

you're not doing anyone justice. Fre-

quency and recency go hand in hand. 

 

Of course, you can buy radio for 

 

reach, but big radio reach equals big 

 

bucks. If you want a big impact, go 

 

for frequency. Yeah, the big cume 

 

station is nice, but it is usually always 

 

expensive. 

 

Value Added/Promotions 

 

Sorry, but running a banner on a site 

 

that gets 40,000 page views per month 

 

does not excite me. Much less having 

 

to deal with a rep and tell them for 

 

the umpteenth time that "hits" is a 

 

useless number when evaluating 

 

website activity. If you are going to 

 

offer it to me, take the time to learn 

 

it. It isn't that hard, really. 

 

For a short, flighted buy, we'll still 

 

take an off-the-shelf. contest with 

 

promo spots or an appearance over 

 

your website—any day. We'll work 

 

with you and the client on the cus-
tom promotion for the larger-sized, 

 

quarterly or annual buys. 

 

Commercial Load 

 

Are we talking commercial isolation, 

 

four spots per pod, or Stern-like 

 

pods? You know what we mean 

 

here—the clutter is overdone. Even 

 

if you have high at home or at work 

 

www,rbr.com 

 

listening, the public is mentally tun-

ing the commercials out, even if they 

 

don't physically change the dial. 

 

Likelihood to Pun any rotators in a fair 

 

and equal Potation 

 

If it's November and you're the #2 

 

station, does that 6AM to 8PM rotator 

 

have a chance of running except at 

 

7:59PM? I'll trust you in January on a 

 

rotator, but we check the times and if 

 

you burn us, we don't credit the spot 

 

cost, but the underdelivered TRPs 

 

times the CPP. Ouch! So a $20 spot 

 

not running right can cost you a 

 

couple of hundred bucks. Fair is fair. 

 

Qualitative info from Scarborough, 

 

Simmons, Mill op Intelliquest 

 

Yes, we overlay this and we use it our 

 

way—not your way so you look #1. 

 

If you can't find anything to make 

 

you look #1, then you should get a 

 

new research director. 

 

Pod Placement 

 

Fair and equal. It's that simple. It is a 

 

bunch of bull if the spot sounds 

 

crappy or if it comes in late to the 

 

station or that the lowest priced spots 

 

go to the end of the pod. You better 

 

be kidding me if you say this. 

 

CPP—of course 

 

The most touted reason for inclusion 

 

or exclusion, but this magical bottom 

 

line number is so easily twisted and 

 

maneuvered, we look at it with a very 

 

critical eye. 

 

Sure, it's CPP and ratings and 

 

qualitative and quite a bit more. 

 

Don't forget the rest of the buyer's 

 

"unofficial" criteria above that we 

 

take into account—and sometimes 

 

doesn't get discussed in our nego-
tiation conversations. 

 

,Jobn is VP, Technology Group, 

 

Harmelin Media. He can be reacb-
ed at 610-668-7900 x144 or 

 

jcamilleri@barmelin.com 
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The RBR superduopoly 
 

shopper's guide 

 

Perhaps you are getting a head 

 

start on your holiday shopping, 

 

or maybe a loved one has a 

 

birthday coming up, sonu one 

 

like Lowry Mays, Mel 

 

Karmazin, McHenryTichenor 

 

or Cathy Hughes-in short, 

 

someone who would love to rip 

 

away the wrapping paper and 

 

find: a brand, spanking new 

 

superduopoly radio station cluster. 

 

A superduopoly is an in-mar-
ket station cluster with (in the 

 

largest markets) at least three and 

 

no more than five same-band sta-
tions with a max of eight total 

 

stations. As of last week's RBP, 

 

59.7% of stations in Arbitron-rated 

 

markets were already part of one. 

 

Where then can one shop to 

 

find a place which still has room 

 

for a new superduopoly? RBRhas 

 

provided the answer with this 

 

shopper's guide. Here are the 23 

 

largest markets with less than 

 

50% superduopoly consolidation. 

 

Data is from RBRs market pro-
file database. Market ranks and 

 

occasional ratings references are 

 

from the Arbitron Fall 2000 sur-

vey. We skipped markets which 

 

operate in the shadow of nearby 

 

larger markets (sure, there are no 

 

superduopolies in Morristown, 

 

NJ, but that's because there are 

 

only two stations rated as home 

 

to the market). 

 

New York (1) 36 stns 

 

Superduopoly 47.2% 

 

Total consolidation 72.2% 

 

Clear Channel is maxed out at 5F, 

 

Infinity has a 3A/3F and Emmis has 

 

3F. Multicultural has a low-impact 

 

3A cluster. It's very hard to get 

 

someone to part with a station of 

 

any kind in the Big Apple. If Paci-

fica, as is occasionally rumored, 

 

ever decides to put its commercial-
band non-com FM on the market, 

 

the stampede to the auction block 

 

will be something to behold. 

 

Boston (8) 34 stns 

 

Superduopoly 38.2% 

 

Total consolidation 73.5% 

 

Infinity 0A/4F) and Greater Me-
dia (SF) lead the way with the 

 

only major superduops in the 
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Radio Operations 
 

market (Mega has a 3A cluster). 

 

Entercom and Clear Channel each 

 

run a 2A/2F duop. Radio One is 

 

a fairly recent entrant with an old-
fashioned combo. Charles River, 

 

Plymouth Rock and Phoenix, who 

 

between them have lA and 4F, 

 

must get the odd phone call from 

 

a broker now and again. 

 

Baltimore (20) 22 stns 

 

Superduopoly 22.7% 

 

Total consolidation 72.7% 

 

The station total here is 

 

supressed due to proximity to 

 

Washington. Infinity still has the 

 

only super. The Hearst combo 

 

remains the subject of specula-
tion, but the two biggest non-

superduop owners, Radio One 

 

and Clear Channel, have big 

 

clusters in DC which may limit 

 

their growth potential here. 

 

Pittsburgh (22) 37 stns 

 

Superduopoly 

 

infinity (IA/5F) and Entercom OA/ 

 

4F) wield thebigcli►.sters; Entravision 

 

has a 3F further down the totem 

 

pole. Diamond and Royce (com-
bined IA/2F) are potential targets 

 

for CCU (2A/2F). Salem (2A/1F) 

 

and ABC 0A) are also present 

 

Milwaukee (31) 29 stns 

 

Superduopoly 37.9% 

 

Total consolidation 72.4% 

 

Two supers: CCU (2A/4F), which 

 

has about twice the ratings of Saga 

 

OA/4F). Entercom, All Pro/Sham-
rock and Bliss all have duops. 

 

Journal is in the market with a 

 

combo which they are unlikely to 

 

sell (it's their home market) and 

 

which they are unlikely to up-
grade (they also have a TV and a 

 

newspaper). There are quite a few 

 

fringe stations (like Bliss's) with 

 

marginal ratings. 

 

Columbus OH (34) 31 stns 

 

27.0% Superduopoly 41.9% 

 

Total consolidation 76.7% 

 

Hilly terrain makes room for 

 

more stations than usual for a 

 

market this size, but a lot of 

 

them are limited by those 

 

same hills. Infinity OA/3F) 

 

and Clear Channel (1A/5F) 

 

have the only supers. Renda, 

 

WPNT, Sheridan and Forever 

 

all have duops, plus ABC and 

 

Salem are in the market. Con-
solidation opportunities 

 

abound, especially for a re-

gional operator like Forever. 

 

Cincinnati (26) 27 stns 

 

Superduopoly 44.4% 

 

Total consolidation 81.5% 

 

Home market of major CCU acqui-
sitionJacor, which, like Infinity, has 

 

4F. CCU also wields 4A to Infinity's 

 

zero, and dominates the market. 

 

Susquehanna, Radio One or Salem 

 

would have to deal amongst them-
selves or be satisfied with a second-
tier signal to upgrade 

 

Sacramento (27) 31 stns 

 

Superduopoly 45.2% 

 

Total consolidation 77.4% 

 

Total consolidation 67.7% 

 

It's Ohio, and like almost every-
where else in the state, CCU 

 

(3A/4F) is on top, although some 

 

are fringe stations. Radio One 

 

and Infinity each have a 3F. 

 

Eight other owners, including 

 

Saga, have at least close to a 1.0 

 

share 12+ and three or less 

 

stations, and account for 6A/ 

 

11F between them. We keep 

 

expecting some action here, but 

 

nobody seems to want to sell. 

 

Indianapolis (40) 27 stns 

 

Superduopoly 40.7% 

 

Total consolidation 74.1% 

 

Five owners better a combined 

 

10-share 12+, and nobody has 

 

more than 3F. Emmis dominates 

 

its home market with a 1A/3F. 

 

Susquehanna and Radio One also 

 

have 3F, with ROIA adding 1A. 

 

Clear Channel and local MyStar 

 

are each at 1A/2F. Sarkes Tarzian, 

 

Radio 1500 and Continental all 

 

have low-rated combos, and 

 

Quinn has a lone FM, which 

 

could give any of the above a 

 

slight boost. 
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New Orleans (42) 28 stns 

 

Superduopoly 46.4% 

 

Total consolidation 71.4% 

 

After CCU (2A/5F, 38. ► 12+ Fa00) 

 

and Entercom (2A/4F, 31.6 12+), 

 

there's Beasley 0A/2F, 10.612+) 

 

and seven other owners who 

 

combined for an 7.712+ with 7A/ 

 

5F. We wouldn't be surprised to 

 

see Beasley shake something; 

 

loose from that group when the 

 

trading situation improves. 

 

Nashville (44) 33 stns 

 

Superduopoly 39.4/0 

 

Total consolidation 87.9% 

 

There are only two big supers, 

 

CCU 0A/4F) and Cumulus honcho 

 

Lew Dickey (3F), plus the lo\ 

 

impact 1A/4F run by Tuned-In. 

 

Seven owners have duops, and 

 

there are four more standalone 

 

AM owners. Gaylord's last sta-
tions are here, and Citadel is a 

 

good bet to spend on an upgrade. 

 

Greenville SC (60) 28 stns 

 

Superduopoly 46.4% 

 

Total consolidation 71.4% 

 

Entercom (3A/4F) and CCU (2A/ 

 

4F) are on top, followed by 

 

Barnstable and Cox (each with 

 

2F). After that, seven owners com-
bine for less than an eight-share 

 

with 7A/4F, making an upgrade 

 

difficult but not impossible for 

 

the latter two groups. 

 

McAllen (65) 22 stns 

 

Superduopoly 18.2% 

 

Total consolidation 68.2% 

 

Still one of the least consolidated 

 

top-100 markets, with 

 

Entravision's 4F the only repre-
sentative. CCU and HBC have big 

 

duops; two locals have little 

 

duops. Another place we expect 

 

to see some dealing. 

 

Colorado Springs (96)19 stns 

 

Superduopoly 42.1% 

 

Total consolidation 89.5% 

 

Citadel dominates with a 2A/3F, 

 

followed by CCU with the only 

 

other super (3F). Bahakel, 

 

Walton, Pikes Peak, Salem and 
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Radio Operations 
 

Fort Wayne (103) 25 stns 

 

Superduopoly 44.0"/o 

 

Total consolidation 60.0% 

 

Fedc r.uc d i� \\,I\ k,ut in front with 

 

a 2A: if:. I\mas has the only 

 

other super, a 2A/31' which 

 

only canle in tth Fa00, behind 

 

Sarkes "1 ar zian'ti 2F and Shine's 

 

standalone FM. There's a 2F 

 

(loop and two standalone FMs 

 

with decent ratings, plus there 

 

are five sub-1-share operations 

 

which have 3A/4F between 

 

them. Deal possibilities as far 

 

as the eye can see. 

 

Huntsville (111) 25 stns 

 

Superduopoly 44.0% 

 

Total consolidation 76.0% 

 

Clear Channel's A -tF is ahead of 

 

a pack of mostly local owners, 

 

none of whom have more than 

 

2F (Broadcast One has 3A for the 

 

market's only other super). This 

 

would be a good entry market for 

 

a national group willing to cut 

 

deals with two or three owners. 

 

Eugene OR (144) 13 stns 

 

Superduopoly 46.2% 

 

Total consolidation 92.3% 

 

Marathon has a 2A/4F, and 

 

McKenzie River and CCU each run 

 

a 1A/2F. Unfortunately, only a lone 

 

AM station picked up measurable 

 

listening Fa00, leaving almost noth-

ing to upgrade with. Lots of un-
rated stations on the fringes, though. 

 

Huntington WV (148) 23 stns 

 

Superduopoly 39.1% 

 

Total consolidation 56.5% 

 

The hills allow a big 4A/5F CCU 

 

cluster. After that, there's Kindred's 

 

2A/2F duop and six others with 

 

combos or standalones. Anyone but 

 

CCU has loads of room to upgrade. 

 

Palm Springs (153) 20 stns 

 

Superduopoly 35.0% 

 

Total consolidation 65.0% 

 

The crown radio jewel of Morris 

 

Communications (4A/3F), and al-

though CCU and Cumulus are 

 

absent, almost exclusively large-
market Infinity, of all groups, is 

 

here with a standalone FM. Morris 

 

could probably add an FM, and all 

 

eight other owners pull respc•rl 

 

able ratings with operations well 

 

below the cap. Another place 

 

whet�we'resuprised there• I enen't 

 

Already been more dcak. 

 

Flagstaff AZ (158) 21 stns 

 

Superduopoly 42.9% 

 

Total consolidation 66.70/c 

 

Newly measured in Fall 2000, 

 

and with no large national 

 

group present. AVC is twice 

 

as good as the next guy with 

 

a 2A/4F. A 3F super, a pair of 

 

duops, three combos and a 

 

standalone AM round out a 

 

market with all kinds of deal-

ing room for market entrants 

 

and in-market owners alike. 

 

Fort Smith (172) 21 stns 

 

Superduopoly 42.91%, 

 

Total consolidation 71.4% 

 

(X:I 1_':1; it 1 :uul (:nlnnlu.s Ili\ 

 

3F) IIAVe the• �IHI •i:ti; lial<er (]A. 

 

21�1.uull'h;ui.�l �A/lF)haveduohs. 

 

I ive owners holding a combined 

 

2A/4F, all with reasonable ratings, 

 

provide opportunities. 

 

Tupelo (181) 22 stns 

 

Superduopoly 45.5% 

 

Total consolidation 72.7% 

 

Another wide open market. 

 

Two 2A/3F clusters are in 

 

the lead (CCU, San-Dow). 

 

After that, there are six own-

ers, two of which are run-

ning duops, with a com-

THE NAB 

 

R How 

 

Lined 7A/5F. 'I'IIr 1111;111 11 

 

is ripe lot
•
 ill- 111.111,1.1 ''1 111.11 

 

ke1 c•nlrant cic ;11111: 

 

Dotlian (186) 23 stns 

 

Superduopoly 13.0% 

 

Total consolidation 26.1% 

 

"1'c l •,:1y that 1111•, l i im-ket is ripc lc,r 

 

consolidation is an underst;ltc•-
ment of astronomical propor-
tions. The 26.1%total consolida-
tion figure is by far the lowest in 

 

this study (next-lowest is 

 

Huntington's 56.5%). The lone 

 

bare-bones super is New South's 

 

3F. Wilson has a 1A/2F for the 

 

only duop. The other 17 sta-

tions, combos and standalones 

 

all, are split between 11 owners. 
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TDI sale to Interep 

 

is dead 

 

terep's (O:IREP) attempt to 

 

ers4 its revenue stream 1 

 

1. ome to naught. The rep com-

ny announced a deal last 

 

ember (RBR12/25, p. 12) to b 

 

spin-off of the TDI New York 

 

bway advertising business from 

 

iacom's KVIA) Infinity
- for 

 

$35M. When an analyst asked 

 

about the deal's status in a 7/2 

 

conference call, Interep CE 

 

Ralph Guild revealed that th 

 

subway ad buy was all but dea 

 

"That's been one of the rn 

 

frustrating things I've had t 

 

deal with this year," Guild sail 

 

"\We have just not been su 

 

cessful in raising the mon 

 

required to make that purchase. 

 

Our contract has expired and 

 

would say at this point that it is 

 

highly unlikely that we w 

 

acquire the subway system." 

 

Media Markets a Money" 
 

Salem snares 

 

Portland move-in 

 

Salem Communications (O:SALM) 

 

is paying $35.8M for a move-in to 

 

the Portland, OR market. 

 

Thunderegg Wireless' KJUN-
FM, on 104.1 mHz, is currently 

 

60 miles west of Portland on the 

 

Pacific Coast. But Thunderegg, 

 

owned by Lance Anderson and 

 

others, has a construction per-
mit from the FCC to change the 

 

station's city of license from 

 

Tillamook, OR to Scappoose, 

 

OR and transmit from the 

 

Ackerley tower in the heart of 

 

Portland—also the transmitter 

 

site for Salem's KPDQ-FM. KJU`'_V 

 

will also upgrade to Class C2 

 

from C3. Broker: Gary Stevens. 

 

Gan- Stevens R Co. 

 

RBR observation: To ac-

complish the move-in,
-

Thunderegg paid New North-

west Broadcasters $150K and 

 

covered all expenses for NNB's 

 

KXDD-FM Yakima, WA, also on 

 

104.1 mHz, to snitch to a direc-
tional antenna. NNB will get an 

 

additional $100K when 

 

Thunderegg closes its sale of 

 

K1UN to Salem. An LMA by 

 

Salem will begin once the sta-
tion signs on at the new site in 

 

Q-f and, as you might have 

 

guessed, CEO Ed Atsinger 

 

plans to put Salem's Contempo-
rary Christian "The Fish" format 

 

on the new signal. 

 

Sand Hill Media 

 

Corporation 

 

has agreed to purchase the assets of radio station• 

 

KADQ-FM 
&
 KOSZ-FM(CP) 

 

Rexburg, Idaho Idaho Falls, Idaho 

 

Ted W. Austin, Jr. 

 

$1.2 Million Cash* 
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Media Services Group 
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by Jack Messmer 

 

Regent soups up two 

 

Michigan markets 

 

Regent Communications 

 

(O:RGCI) has struck a pair of 

 

Michigan deals. One bumps 

 

up a superduopoly in Grand 

 

Rapids and the other creates a 

 

superduopoly in Flint. Regent 

 

is paying $7M total, $1.4M of 

 

which will be in the form of its 

 

common stock. 

 

The Grand Rapids deal will 

 

bring WFGR-FM into a cluster 

 

which already includes 

 

WGRD-FM, W'LHT-FM, \X'TRV-
FM and WNWZ-AM. Although 

 

market kingpin Clear Channel 

 

MCCU) is too far ahead to 

 

catch in combined ratings, 

 

WFGR will give Regent addi-
tional muscle in its battle with 

 

Citadel for=2 status. The seller 

 

in Haith Broadcasting. 

 

The Flint station, WZRZ-
F\I, is a stick. Frankenmuth 

 

Radio Company is the seller, 

 

and the station is licensed to 

 

operate out of Frankenmuth, 

 

MI on 93.7 mHz vvith 3.5kW 

 

436' HART. It will join 

 

\X'CRZ-FM, W\X'BN-FNI and 

 

WFNT-AM as Regent pursues 

 

Cumulus (O:CMLS), the 

 

market's =1 oxx•ner.—DS 

 

Regent joins Q2 

 

black ink club 

 

Regent Communications 

 

(O:RGCll has no top 20 mar-
ket station and thus no dot-
com "tough comps" to worry 

 

about. "Our second quarter 

 

results were slightly ahead of 

 

guidance, despite continued 

 

weakness in the advertising 

 

market," CEO Terry Jacobs 

 

happily reported to Wall 

 

Street. "We are especially 

 

pleased with our same station 

 

revenue growth of over 5%, 

 

demonstrating our ability to 

 

outperform our individual 

 

markets, as well as the radio 

 

industry as a whole." 
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LFor Q2, Regent saw net 

 

venues rise 37.5% to 

 

$14.7M. Broadcast cash flow 

 

was up 31.5% to $4.8M. On 

 

a same station basis, rev-

enues gained 5.2%, but BCF 

 

decreased 9.8%. The com-

pany attributed that BCF 

 

decline to "investment 

 

spending in Regent's devel-

oping radio properties." 

 

In Regent's conference 

 

call, President Bill 

 

Stakelin voiced agreement 

 

with Viacom (N:VIA) Presi-

dent Mel Karmazin that 

 

the ad market had "bot-

tomed out." Karmazin's 

 

comments a few days ear-

lier had ignited a brief buy-

ing spree in media stocks. 

 

Radio One reports 

 

record, drops outlook 

 

Back when 2001 budgets 

 

were being drawn up, ev-

eryone in the radio industry 

 

was expecting a tough first 

 

half, with business improv-

ing in the second half. Part 

 

one of that prediction, as 

 

we all know, was right on 

 

I target, but Radio One 

 

1 (O:ROIA) CEO Alfred 

 

Liggins told Wall Street ana-

lysts (8/2) that he's been 

 

talking to lots of other op-
erators about whether that 

 

second-half pick-up is de-

veloping as hoped. "I don't 

 

think anybody's seeing a 

 

back-half pick-up," he said. 

 

Therefore, Radio One is 

 

dropping its Q3 guidance a 

 

bit and is not yet making 

 

any prediction about Q4. For 

 

Q3, Radio One is looking 

 

for net revenues of $65.5-

67.5M, with Broadcast Cash 

 

Flow (BCF) of $34.35M. 

 

Nevertheless Radio One re-

ported record results for Q2. 

 

Net revenues rose 91% to 

 

$62.3M and BCF rose 106% to 

 

$34M. That, of course, in-
cludes lots of acquisitions. 

 

On a same station basis, Ra-
dio One said revenues were 

 

up 4% for the quarter and 

 

BCF gained 12%. 
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Cox same station 

 

BCF up 4% 

 

"The second quarter was an 

 

especially challenging quar-
ter, with weak national busi-

ness and especially tough 

 

comps over last year," said 

 

Bob Neil, CEO of Cox Ra-

dio (N:CXR) in his (8/2) con-

ference call with Wall Street 

 

analysts. "We're facing the 

 

same advertising climate as 

 

the rest of the industry. Over 

 

all, we would say that tjie 

 

advertising climate was no 

 

worse than the first quarter 

 

and appears to have reached 

 

the low-water mark, at least 

 

on the national front, as we 

 

continue to feel good about 

 

local. In fact our local sales 

 

efforts, even in this envi-

ronment, continue to per-
form well, relative to their 

 

markets. If national was just 

 

flat with last year, we'd be 

 

looking terrific." 

 
Cox Radio reported that 

 

Q2 revenues rose 12.8% to 

 

$107.9M and broadcast cash 

 

flow (BCF) gained 14.9% to 

 

$43.5. On a same station 

 

basis, revenues slipped 

 

0.1%, but Cox still managed 

 

to grow BCF by 4.4%. 

 

Looking forward, Cox is 

 

now looking for pro forma 

 

revenue growth of 3-5% for 

 

Q3, with pro forma BCF drop-

ping no more than 3%. 

 

The Radio 

 

1 ndexTM 

 

There's still no clear 

 

direction on Wall 

 

Street. The Radio 

 

IndexTM rose 8.036 

 

for the week to close 

 

8/1 at 225.384. 
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Larry Patrick 
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Susan Patrick 
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Terry Greenwood 

 

Vice President 

 

Greg Guy 

 

Vice President 
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Sold 

 

K0 Q1-AM 

 

Momerey, CA 

 

Jorgenson 

 

Broadcast 4( Brokerage 

 

Mark Jorgenson Peter Mieuli 

 

(813) 926-9260 (408) 996-0496 

 

Tampa San Jose 

 

HAMMETT & EDISON, INC. 

 

CONSULTING ENGINEERS 

 

RADIO AND TELEVISION 

 

Serving the broadcast industry since 1952... 

 

Box 280068 • San Francisco • 94128 

 

K' 

 

707/996-5200 

 

202/396-5200 

 

engr@h-e.com 
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McCoy Broadcast Brokerage, Inc. 

 

REAL RESULTS. 

 

Your 

 

Rocky Mountain 

 

Specialist 

 

JOSEPH BENNETT MCCOY, III 

 

COLORADO SPRINGS, COLORADO 

 

719-630-3111 PHONE 

 

719-630-1871 FAx 

 

ROR Radio 

 

Your information 

 

source featuring: 

 

1 on 1 Interviews, 

 

Conference Calls 

 

and 

 

The Daily Newscast 

 

Read about these 

 

transactions and more 

 

at our website 

 

PbP.com 
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Transaction Digest 

0 

 

by Drive Seyler &hick Meg;smor 

 

The deals listed below were taken from recent FCC filings. 

 

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

 

and substantial transfers of control of a licensee via a stock sale (FCC Form 315), but not internal corporate 

 

restructurings (FCC Form 316). All deals are listed in descending order of sales price. Broker credits are 

 

based on contracts filed with the FCC. 

 

$2,249,963 WSAM-AM/WKCQ, WEED-FM 

 

Saginaw-Bay City-Midland (Saginaw, 

 

Essexville); WILS-AM/WHHZ-FM Lansint. 

 

59% of The MacDonald Broadcasting Co. 

 

from Carolyn Ann MacDonald (43% to 0%), 

 

Kenneth H. MacDonald Intervivos Trust, 

 

Chester E. Kasiborski, trustee (16% to 0%) to 

 

Kenneth H. MacDonald Jr. (40% to 98%), 

 

Patricia W. MacDonald 0% to 2%). $1,621,762 

 

note to Carolyn Ann MacDonald, $628,201 

 

note to Kenneth H. MacDonald Intervivos 

 

Trust. Existing duopoly in Saginaw. 

 

$2,050,000 KKEY-FM & KNEA-AM Jonesboro 

 

AR (Hamsburg/Jonesboro) from Pollack Broad-

casting Jonesboro LLC (William H. Pollack) to 

 

ClearChannel BroadmstingLicenses(LowryMays), 

 

a subsidiary of Clear Channel Communications 

 

(MCCU). ('ash. Superduopoly with KBTM-AM, 

 

KIYS-FM, KFIN-FM. Also overlaps WDIA-AM and 

 

WREC-AM, both from the Memphis market. Fomtis 

 

three distinct overlap markets. Broker: Kalil & Co. 

 

$1,450,000 WYVN-FM Grand Rapids 

 

(Saugatuck MI) from Conrad Communica-
tions Inc. (Chris Conrad) to Midwest Commu-
nications Inc. (Duey E. Wright). $30K escrow, 

 

balance in cash at closing. Combo with WHTC-
AM. Calls were formerly WEVS-FM. 

 

$1,200,000 KOSZ-FM CP & KADQ-FM 

 

Idaho Falls ID (Idaho Falls/Rexburg) from 

 

Ted W. Austin JR. to Sand Hill Media Corp. 

 

(Ryan G. & Eric K. Frandsen). $60K escrow, 

 

balance in cash at closing. Existing duopoly. 

 

KOSZ-FM CP is for 101.7 mHZ; KADQ-FM 

 

has a CP to upgrade to 45 kw. Buyer agrees 

 

to employ KADQ-FM GM Dave Plourde for 

 

at least three years from closing date. Bro-
ker: Media Services Group (buyer & seller). 

 

$800,000 KZEE-AM Weatherford TX from 

 

Granbury Communications Inc. (Charles Beard) 

 

to Tarrant Radio Broadcasting Inc. (Parvez & 

 

Seema Malik). $20K escrow, balance in cash at 

 

closing. Deal breaks up combo with KYQX-
FM. Broker: Holt Media Group (buyer). 

 

$700,000 WAGL-AM Lancaster SC from 

 

Palmetto Broadcasting System Inc. (B.L. 

 

www.rbr.com 

 

Phillips) to Estuardo Valdemar RodrigueZ. 

 

$35K escrow, balance in cash at closing. 

 

Broker: Blackburn & Co. 

 

$450,000 KEND-FM Roswell NM from Sheila 

 

Roe to Burkbery Communications Group 

 

Inc. (Roxy Burkfield). $50K escrow, $300K 

 

cash at closing, two payments of $50K each 

 

at six and 12 months after closing. 

 

$435,000 KOKO-AM Sedalia MO 

 

(Warrensburg) from Bick Broadcasting Co. 

 

(James E. Janes) to D&H Media LLC (Vance 

 

& Loree Delozier, Greg & Carol Hassler). 

 

$5K escrow, balance in cash at closing. 

 

Removes station from duopoly cluster. 

 

$400,000 KLOC-AM Modesto (Ceres CA) 

 

from The Z-Spanish Trust, Mark Inglis, 

 

Trustee to Threshold Communications (Dou-

glas Wulff, James Arata). Duopoly with 

 

KVIN-AM & KRVR-FM. $40K escrow, $100K 

 

cash less escrow at closing, $300K note. 

 

$321,786 WAVP-AM Sebring FL (Avon Park) & 

 

WSIR-AM Lakeland-Winter Haven FL (Winter 

 

Haven) from William Mark Histed to Anscombe 

 

Broadcasting Group Ltd. (Steven G. Reszka, 

 

StevenM. Cohen, BemiceGolden-Dole). $231,786 

 

debt assumption, $7.5K cash at closing, $7.5K 

 

rash 120 days after closing, $75K note. 

 

$160,000 KRCM-AM Beaumont-Port Arthur 

 

TX (Beaumont) from Covenant Media Services 

 

Inc. (David L. Northcutt) to Fred R. Morton & 

 

Evelyn K. Morton. $55K in cash minus LMA 

 

payments, $105K note. LMA since 1/15. 

 

$45,000 WCNR-AM Wilkes Barre-Scranton 

 

(Bloomsburg PA) from Community Com-
munications Inc. (Paul R. Eyerly III) to 

 

Columbia Broadcasting Co. (Joseph F. & 

 

Nancy L. Reilly). $2K non-refundable down 

 

payment, additional $8K escrow, $18K for 

 

studio assets in "interim purchase" which 

 

was to close 7/25, balance in cash at closing. 

 

N/A KNGN-AM .%IcCook NE from The Lutheran 

 

Church-Missouri Synod (Paul W. Middeks, VP) 

 

to Kansas Nebrask Good News Broadcasting 

 

Corp. (Paul Wameke, pres). Donation. 
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Moody's bashes Brill 

 

Moody's Investors Service has 

 

downgraded the public bonds 

 

of Brill Media Company LLC 

 

from bad to worse and 

 

changed its outlook for the 

 

newspaper and radio com-

pany to "negative." Moody's 

 

now rates Brill's senior unse-
cured notes Ca, its next-to-
lowest rating. The notes had 

 

previously been rated three-

steps higher, at Caal. 

 

In addition, Moody's 

 

lowered the company's 

 

senior implied and Brill 

 

Media Company's senior 

 

unsecured issuer rating to 

 

Ca and C, respectively. 

 

That C is the lowest rat-

ing that Moody's has. 

 

Here is Moody's 

 

scorching assessment: 

 

"The downgrade reflects 

 

Brill's weak liquidity position, 

 

poor operating performance 

 

and uncertain ability to fund 

 

future interest payments on 

 

its notes. The company has a 

 

$6.3M interest payment due 

 

in December. After making 

 

its June 2001 interest pay-
ment, Brill's cash position is 

 

mostly depleted and the com-

pany has no bank availabil-

ity. Barring a cash contribu-
tion from Brill's shareholder 

 

or a near term asset sale, 

 

Moody's does not expect the 

 

company to be able to ser-
vice its debt burden. Moody's 

 

does not ascribe a high value 

 

to Brill's assets due to its mid-
to-small market focus and mix 

 

of newspaper and radio rev-
enue. The Ca rating category 

 

incorporates the bondhold-
ers effective subordination to 

 

an unrated, fully utilized $15M 

 

secured credit facility and the 

 

likely need for balance sheet 

 

restructuring. As a result 

 

Moody's anticipates very lim-
ited recovery on the notes in 

 

a distressed scenario. 

 

"Brill's operating perfor-
mance and credit profile have 

 

significantly lagged Moody's 

 

original expectations which 

 

were based, in part, on 

 

8/6/01 RBR 

 

management's projections. 

 

The depressed advertising 

 

environment limits any near-

term opportunity for growth. 

 

Without an equity infusion 

 

of a material amount, it is 

 

unlikely that Brill's ratings 

 

will experience any degree 

 

of recovery." 

 

Dill's revenues dropped 3% 

 

Brill Media operates on a fiscal 

 

year that doesn't match the 

 

calendar, so its latest quarterly 

 

report is for its fiscal Q1—the 

 

three month period which 

 

ended 5/31. The company's 

 

revenues decreased 3% to 

 

$11 AM, while cash flow 

 

dropped 15% to $2.9M. News-

paper revenues were down 

 

2% and cash flow off 17%. 

 

Radio revenues fell 5% and 

 

cash flow dropped 13%. 

 

In announcing those re-

sults (7/16), CEO Alan Brill 

 

said: "Media compailies 

 

throughout the US have been 

 

faced with a slower economy 

 

and weak advertising de-

mand over the last six 

 

months. We have worked 

 

and are working aggres-

sively in each market to 

 

maintain our top market 

 

share even though market 

 

revenues are down. We 

 

refuse to reduce the operat-

ing effectiveness we have 

 

built in recent years by over-

reacting to this market con-

traction. As would be ex-

pected, sales commissions 

 

are down due to lower rev-

enue but other expenses 

 

were reduced also. We be-
lieve this overall decline in 

 

the advertising market place 

 

to be a near-term situation; 

 

however, a resumption in 

 

the near-term of the very 

 

robust growth rates of past 

 

periods is unlikely." 

 

Brill Media owns or LMAs 
 

13 radio stations in four 

 

small Arbitron markets and 

 

27 small market newspapers 

 

in Michigan. 

 

RBR observation: While 

 

Brill Media has public bonds 

 

($105M face value, issued in 

 

1997), its stock is privately 

 

held-100% by Alan Brill. 

 

That gives him a strong per-
sonal incentive to make sure 

 

bondholders get their 

 

checks. He told RBR that 

 

while he couldn't dispute 

 

Moody's assessment based 

 

strictly on traditional Wall 

 

Street analysis, the report 

 

was incomplete because it 

 

didn't take into account the 

 

related parts of Brill Media 

 

Co. which are not required 

 

to report public financial 

 

results to the SEC. "Nor do 

 

they understand the entre-

preneur who controls the 

 

company," he added. JM 

 

MILLENNIUM 

 

RADIO GROUP 

 

has acquired 

 

WFPG-AM/FM 

 

WPUR-FM, WKOE-FM 

 

Atlantic City, New Jersey 

 

from 

 

CITADEL COMMUNICATIONS 

 

for 

 

$1994009000 

 

The undersigned acted as exclusive broker 

 

in this transaction and assisted in the negotiations. 

 

Kalil & Co., Inc. 

 

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

 

h' her 

 

rat n gs! 

 

We know that if a well-programmed radio station uses our 

 

"Touch At Work" direct marketing program the way it was 

 

designed, it will absolutely drive increased listening. 

 

And, in fact, we're so confident that our "Touch At Work" 

 

program will increase your ratings that we will take on the risk 

 

if it doesn't! 

 

How many other marketing partners will stand 100% behind 

 

the results of their campaigns? Will the TV stations, billboard 

 

companies, or direct mail firms you deal with give you money 

 

back or a complete re-do if you don't see results? We will. It's 

 

that simple. 

 

At Touch Direct Marketing, a division of Strategic Media 

 

Research, we specialize in helping radio stations attract large 

 

amounts of new quarter-hour listening using a multiple-touch 

 

approach that involves at-work telemarketing followed by 

 

sophisticated permission marketing. 

 

But in the current climate of Wall Street pressure, missed 

 

top-line revenue goals, and cuts in marketing budgets, most 

 

stations can't afford to take any risks with their precious 

 

marketing dollars this year. So we're going to take the risk 

 

out of it! 

 

Think about it: Why wouldn't you use Touch for your next 

 

marketing campaign? You have nothing to lose but low ratings! 

 

To learn more about how you can get Touch to work for you 

 

this Fall, call Dave Kerr, Mylinda Stange, or Steve Rabeor at 

 

1-312-726-8300 today. 

 

TIBU.0 

 

direct marketing 

 

Radio's direct marketing expels 

 

Touch Direct Marketing I A division of Strategic Media Research 1 180 N. Wabash, Suite 200, Chicago, IL 60601 1 1-312-726-8300 1 www.TouchDirect.com 

 


