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Fries sees opportunity in down economy 

 

Having just come through the first down year for radio ad sales since he became 

 

President and CEO of the Radio Advertising Bureau, Gary Fries is focusing on the silver 

 

lining to be found in that dark cloud. 

 

"Even though the economy is tough and uncertain, it presents opportunity for the radio 

 

industry," Fries told RBR in advance of RAB2002. "We must remember that radio's value to the 

 

advertiser has not diminished. In fact, the reliance on radio has increased over the past year." 

 

Fried will deliver his annual "State of the Industry" address to the conference on Friday 

 

morning (2/8). Of course, we all know what's been happening over the past year to depress 

 

advertising demand for all media, so look for Fries to focus on the future. 

 

"When things are in a state of change, advertisers need to redesign how they reach the customer. 

 

People's habits change and new opportunities arise. The challenge is for the radio industry to seek 

 

out these new areas of opportunity and help the advertiser craft new ways and messages to meet the needs of the consumer," he said. "If 

 

we are successful at this we will grow our business and deliver needed results to the advertiser--thus taking advantage of the changing 

 

mood and times. The challenge is not to `moan' about the lost, but focus on creating the new opportunities."JM 

 

Joan Gerberding 

 

Sales pros gather in 

 

Orlando to deal with 

 

tough times 

 

When Joan Gerberding, President of Nassau Media 

 

Partners, agreed to chair RAB2002 the economy was 

 

still looking pretty resilient and September 11 was just 

 

another day on the calendar. Now, with a mild 

 

advertising slump that's grown into a full-fledged 

 

economic recession and terrorist attacks that have , 

 

made many people hesitant to fly, Gerberding and her 

 

committee have had to put in extra effort to convince 

 

stations that the conference in Orlando (2/7-10) is a worthwhile investment in tough times. 

 

"What we've tried to do is get some first class speakers so that there's a reason for people 

 

to come—for them to stay focused on learning how to manage, how to sell better," she 

 

told RBR. "The RAB had to become better at what they do, which is finding panel 

 

members—and I think they were very choosy about who was going to be on a panel so 

 

that it was very focused and really the best of the best." 

 

In light of the tough issues facing broadcasters today, Gerberding expects the keynote 

 

address Friday morning (2/8) by Captain Al Haynes to be one of the conference 

 

highlights. Haynes will be speaking on "Crisis Management," a subject he learned about 

 

in a particularly intense way on June 19, 1989. Haynes was the pilot of a United Airlines 

 

flight which suffered major systems failures in mid-flight—but he and his crew brought 

 

the almost uncontrollable aircraft in for an emergency crash-landing at Sioux City, IA and 

 

saved the lives of most of the passengers. 

 

"He gives this fantastic talk on how to plan and prepare for unpredictable events," 

 

Gerberding said valuable lessons for broadcasters, even if hundreds of lives aren't at stake. 

 

She also thinks broadcasters will be anxious to hear Jim Cramer, who comments on 

 

Wall Street activities for TheStreet.com, CNBC and Premiere Radio Network. He'll be 

 

talking about how to do business in the current economic downturn. 

 

"We've tried to gear the speakers toward what's happening in our lives today, both 

 

personally and professionally," Gerberding said. 

 

Considering the current climate, RAB is expecting attendance to be down from last year, 

 

but Gerberding said registrations were in line with expectations. JM 
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LA's second best year is a downer 12 

 

2001 revenues in Los Angeles, the #1 radio rev market, have only 

 

been surpassed once—unfortunately it was in 2000, not 2001. 

 

Radio One shelves 3500M for wapchest   12 

 

FM deal vastly incpeases Marco's Austin powers  12 

 

Enterscom's KWOD squad tries to end Stolz stall   12 

 

Entercom pulled 

 

over by FCC 

 

indecency cops 

 

Alternative KNDD-FM Seattle, 

 

part of the Entercom (N:ETM) 

 

cluster, has been hit with a 

 

Notice of Apparent Liability 

 

for broadcast of indecent lan-

guage by the FCC. The fine is 

 

for $14K. The complaint 

 

which spurred the action was 

 

over material aired between 

 

5/30/01 and 6/1/01. 

 

The complainant only was 

 

able to describe the allegedly 

 

offensive programming. 

 

Entercom itself provided tran-

scripts to the FCC, based on 

 

its own retained recordings of 

 

the programs in question, ar-

guing that the programming in 

 

question was not indecent 

 

based on contemporary com-

munity standards. 

 

Although the FCC cleared the 

 

station for the 5/31 material 

 

based on the transcripts, it has 

 

assessed the NAL for program-

ming on the other two days. 

 

For the record, KNDD's Andy 

 

Savage and others were dis-

cussing feats of pulling and 

 

lifting with a certain part of the 

 

male anatomy. 

 

RBR observation: Appar-

ently, Entercom believed they 

 

had a case arguing that the 

 

body part references were not 

 

shocking, pandering and/or 

 

titillating. Entercom argued 

 

that references to pulling a 

 

wagon (one of the tasks in 

 

question) would have been the 

 

same and interchangable with 

 

references to the same task 

 

being performed by, say, a 

 

nose or a finger. The FCC did 

 

not buy that one. 

 

Traditionally, when com-

plainants are unable to provide 

 

a tape or an accurate transcript 

 

of an allegedly offensive broad-

cast—and usually they cannot— 

the case is over before it ever 

 

begins. This incident will no 

 

doubt encourage stations to 

 

avoid taping themselves—there 

 

is absolutely nothing to be 

 

gained. With 14,000 pictures of 

 

George Washington headed 

 

out ilic door, you'd have to 

 

think twice about turning the 

 

recorder back on.—DS 
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It just 

 

sounds like 

 

Ted Koppel 

 

From RBR's studios 

 

in Washington, DC 

 

and 

 

Bradenton, FL 

 

tune in to the 
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Viacom sticks 

 

with status quo 

 

It was a Rodney King-type clay 

 

last Wednesday (1/30) in the 

 

Viacom (N:VIA) boardroom, with 

 

other directors suggesting 

 

that Chairman/CEO Sumner 

 

Redstone and President/COO 

 

Mel Karmazin need to learn how 

 

to get along. Their increasingly 

 

public clash of personality and 

 

operating style (RBR 1/28, p. 2) 

 

has been putting downward pres-
sure on the company's stock price. 

 

Sumner Redstone 

 

According to reports from New 

 

York, the 15 other directors at one 

 

point asked the two, plus CBS 

 

President Les Moonves (the only 

 

other Viacom employee on the 

 

board), to leave the room. The 

 

upshot—the other directors want 

 

the two to resolve their differ-
ences and stick with the terms of 

 

Karmazin's contract, which runs 

 

through the end of 2003. 

 

Mel Karmazin 

 

"Nothing much happened," one 

 

unidentified director was quoted 

 

as saying by the New York Times. 

 

RBR observation: At the very 

 

least, last week's meeting pro-
vided some cover for the other 

 

directors, should Redstone's ego 

 

overwhelm his judgement. The 

 

company continued to grow after 

 

he forced out one heir-apparent 

 

(and ex-son-in-law), Frank 

 

Biondi, a half-decade ago. But 

 

things are different this time— 

whether Sumner wants to admit it 

 

or not. Wall Street values Karmazin 

 

a lot more than it ever did Biondi 

 

and will punish Viacom's stock if 

 

Mel is forced out—and you can 

 

bet that the class-action share-

holder lawsuits are already being 

 

drawn up for the race to the 

 

courthouse. Also, Redstone is now 

 

78 and succession concerns have 

 

to be taken seriously. JM 

 

Campaign finance reform 

 

comes back to life 

 

Many of the politicians grappling 

 

with the broken shards of the 

 

once-mighty Enron empire don't 

 

have far to look for a reminder of 

 

the economic power it once 

 

wielcled: The ledger boot: for their 

 

campaign coffers. 

 

Campaign finance reform, 

 

which passed in the Senate last 

 

year, failed to make it out of com-
mittee in the House (that in itself 

 

was a switch—traclitionally such 

 

bills have passed in the House 

 

only to come to grief in the Sen-
ate). However, the Enron affair 

 

has spurred renewed interest in 

 

the topic, and backers in the House 

 

have received enough support to 

 

force a floor vote. 

 

The big issue for broadcasters is 

 

the Torricelli Amendment to the 

 

McCain-Feingold bill which passed 

 

in the Senate. The Amendment 

 

masquerades as a clarification of the 

 

"lowest unit rate" regulation already 

 

in force to govern broadcast billing 

 

for political advertising. It states that 

 

ads must be sold at the least expen-
sive rate sold in a given time period 

 

going back 12 months, and makes 

 

the ads non-preemptible. 

 

It is not yet determined when 

 

debate on the issue will make it to 

 

the House floor.—DS 

 

Ad tax advances in Florida 

 

The Florida State Senate voted 

 

overwhelmingly 1/31 for a broad 

 

overhaul of the state's tax system 

 

which includes a tax on advertis- 

 

ing that's strongly opposed by 

 

broadcasters (RBR 1/14, p. 2). 

 

Although the two-part measure 

 

carried the state senate by 31-9 and 

 

32-8 tallies, it is expected to face 

 

much tougher going in the state 

 

house. The tax plan was authored 

 

by Senate President John McKay, 

 

who put all of the power of his 

 

office behind the measure. House 

 

Speaker Tom 
- Feeney has ex-

pressed doubts about the idea, as 

 

has Governor Jeb Bush. All three 

 

leaders are Republicans. JM 

 

Berman not meeting with 

 

Ashcroft, DOJ 

 

Not long after Congressman 

 

Howard Berman (D-CA) wrote 

 

letters (RBR 1/28, cover) to Attor-

ney General John Ashcroft and 

 

FCC Chairman Michael Powell 

 

asking them to investigate—and 

 

potentially prosecute-blear Chan-
nel (N:CCU) for possible antitrust 

 

and FCC violations with its Clear 

 

Channel Entertainment concert 

 

promotions division, rumors are 

 

circulating that Berman is already 

 

set to meet with Ashcroft or a high 

 

ranking DOJ official 2/1 to talk 

 

about the potential investigation. 

 

Apparently, that's not true, 

 

Berman spokesman Alec French 

 

tells RBR: "That's inaccurate. He's 

 

not meeting with DOJ or Attorney 

 

General Ashcroft or anyone. Things 

 

right now are simply at a staff level 

 

at DOJ and myself communicating 

 

to see how DOJ will take his call 

 

for an investigation. The way things 

 

typically go in this kind of thing is 

 

that the member, Mr. Berman, 

 

wouldn't meet with anyone at 

 

DOJ personally unless he felt his 

 

call for an investigation was being 

 

unjustly ignored or otherwise not 

 

taken seriously. Typically, once 

 

an investigation is called for, we 

 

leave it up to the agencies to do 

 

their job, and it's just our role as 

 

staff to check in with DOJ to make 

 

sure things are going in the right 

 

direction and the allegations are 

 

The 

 

Publisher's 

 

Perspective 

 

I 

 

We looked last month at who will be the headline makers in 2002. 

 

Now, what headlines will they make? 

 

Economic fallout has lit with a dzud heard from Maine to California and all 

 

points in between. Inside the Beltway, politidans and pundits LdIc statistics and 

 

blame--after the fact. When did our national me-cuision start, and when will it 

 

end? Does it matter? For those of us out here in die real word, rrality is now. 

 

Media executives cite stars to predict their bottom lines via the quarterly 

 

conference calls. Many try to make sense out of a dyad situation, when in 

 

reality these executives and companies are not alone. Radio, television, 

 

newspapers and odier media outlets have been hit hard. This recession 

 

didn't start in 2001 after 9/11. It started in March 2001. 

 

Economists put their spin on consumer spending, but that's for their 

 

sound bite on the media outlets, the news and business channels. Go inside 

 

the average home and see how the average two-income household is 

 

servicing debt and maintaining some standard of living. I know because I'm 

 

like everyone else. Two words: Household Budget. What is necessary, what 

 

isn't? What needs to be fixed or replaced? I can't just SPEND. 

 

What does this mean for radio and TV ad dollars? Is Kmart an 

 

example? There are many factors which contributed to its recent 

 

flameout, but one of them, and the company admitted it, is that during 

 

tough times it backed off its marketing strategy and cut ad spending 

 

(RBR 12/10/01, p.2). But people still need to make purchases, and Kmart 

 

competitors, in particular Wal-Mart, did just fine during the same period. 

 

We must make sure advertisers are well aware of stories such as this. 

 

It sounds simple enough, but you need good people to do this. Jeffrey 

 

Myers of Personal Selling Principles in a new RBR Radio interview charged 

 

that radio groups are adding new salespeople but not supporting them. 

 

"We've talked about more training and we have given lip service to it. But 

 

we keep putting this mammoth load on people that cannot actually do it 

 

and it's not because they don't have the capability—they have not been 

 

given the resources and the training to get it done. And we usually give the 

 

biggest responsibilities to our most junior people and its our senior people 

 

who have the expertise of going out and doing non-traditional revenue and 

 

developing business and speaking to business owners," he said. 

 

Our key concern is not what the national economists are saying. Each 

 

of us has to look at our local market and region we live in. What drives our 

 

economy is what produces earnings: PEOPLE. 

 

Here inTampa new housing has been booming foryears. But that is now 

 

history. Headline in the Tampa Tribune 1/29/02 money section: "Housing 

 

Slowdown Predicted for 2002." Overall, Tampa a growing metro with a 

 

technology-based economy has hit a wall. As much as a 21% tumble of 

 

housing construction is predicted for the state of Florida. 

 

Now what will this mean to all station groups owning stations/clusters 

 

in the Sunshine State? A slowdown in durable goods advertising? Wrong— 
that doesn't have to be. Think PEOPLE using their earnings to fix and 

 

upgrade their current homes. Tum a tough category into a top category. 

 

In effectwe have a do-overyear. But if we move ahead by learning from 

 

the pastes emembering what made our medium successful-2002 can be 

 

rewarding. It should start today. Some talking points: 

 

• Megagroups must get back to entrepreneurial dwikmg, the roots of radio. 

 

• The recession will end fast for the entrepreneurs who invest their way 

 

to prosperity. 

 

• Thosethattrytosavetheirwaytoprosperitym2002hadbetterdxangecarem. 

 

• Networks have got to break out of the bottom-line save-your-way 

 

marketing approach. Remember, you need affiliates to give to those 

 

advertising executives. 

 

• Keep an eye on those terrestrial repeaters--the last thing we need is for 

 

the satellite boys to go local on us. 

 

• Why is it that newspaper readership is going down but its rates are stillgoing 

 

up? Let'sdedicate2002tomovmgnewspmtusersovertoamediumthatworksl 

 

• TV guys: CYA on cable—remember while you have one station, 

 

they have 120, with lower rates and rising viewership. 

 

• Quarterly earnings conference calls: Guys, don't quit your day job to 

 

go on the air. 

 

To quote USA Today founder Al Neuharth from its 1/4/02 issue, 

 

"Some business bosses unfortunately have blinders on and feel that 

 

drastic cost-cutting alone is the answer when times are tough. They 

 

develop corporate anorexia. If you're working for a boss who thinks 

 

he or she simply can save the way to prosperity, now may be a good 

 

time to move on. Creating newer or better products or services and 

 

then selling them skillfully is the real key to future success." 

 

I couldn't have said it better than that. It has taken the past two 

 

decades for radio to gain a little respect. Not total respect. It will be 

 

the megagroup leaders—the cream of the crop—that will show the 

 

way for the business of broadcasting to succeed. Meet many of these 

 

individuals, starting today on p.9 with Saga's Ed Christian, in RBR/ 

 

TVBR's Profiler, a new feature. These media business entrepreneurs 

 

will be here because they each have the cohones to LEAD. 

 

Jim Carnegie 

 

Publisher jcarnegie@rbr.com 
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Do you have sports, news, music, or local programming 

 

waiting to be heard? NPR Satellite Services® offers the 

 

comprehensive satellite solutions and space segment 

 

you need to get your network up and running 

 

quickly and affordably. 

 

We provide operational support 24 hours a day, 

 

365 days a year. And our C-band and Ku-band 

 

receiver options are priced affordably at under 

 

$1,600! We can use your existing gear or build up 

 

your network from start to finish. 

 

You call the play! Visit us at www.nprss.org or call 

 

202-513-2626. Isn't it time for you to link up with us@? 
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being explored in a judicious manner. 

 

He adds DOJ is currently in the 

 

process of figuring out what it's going 

 

to do about the request and Bennan 

 

is waiting on the official response. 

 

These things do bike time.--CM 

 

Arbitron proposal on the 

 

network RADAR screen 

 

Arbitron has announced previously 

 

that RADAR 73 will be the first 

 

phase in its transition of the net-
work radio measurement service 

 

from phone-based to diaries. It 

 

will drop 3,000, or a quarter of the 

 

12,000 telephone respondents and 

 

add 12,500 diaries. By RADAR 76, 

 

it plans to be 100% diaries. 

 

According to RBR sources, 

 

Arbitron sent a proposal for the 

 

networks in early January to begin 

 

the phased-in dairy approach to 

 

RADAR 73. Not all of the networks 

 

have yet formally responded to 

 

that proposal. 

 

"There are some unresolved re-
search methodological issues that 

 

we have before Arbitron that we 

 

want some response back before 

 

we'll feel comfortable with that 

 

shift. There are some significant 

 

issues that need to be resolved 

 

before the network researchers will 

 

feel .comfortable with that transi-

tion," the source said.—CM 

 

Inner City mag sale 

 

is truly a minor deal 

 

Inner City Broadcasting Corp. has 

 

sold a controlling stake in its 

 

INNERCITYmagazine to a 17-year-
old self-made multi-millionaire, 

 

Farrah Gray, who plans to re-
launch it as ICE (Inner City Enter-
tainment magazine). Although 

 

Inner City is retaining a minority 

 

interest in the venture and is "ac-

tively involved," Gray says he has 

 

full responsibility for hiring the 

 

staff and determining the editorial 

 

focus of the magazine. 

 

"We have disengaged ourselves 

 

from the magazine business," WLIB-
AM & WBLS-FM New York GM 

 

Kernie Anderson told RBR, al-

though he said the stations might 

 

do some joint projects with Gray— 
"Our involvement will be very lim-
ited." INNERCITY was started as a 

 

quarterly magazine four years ago, 

 

largely as a publishing arm of WBLS, 

 

but the title had been dormant for 

 

the past year. Anderson said distri-
bution of the magazine had been 

 

largely in the New York metro 

 

area, but that it also had subscrib-

ers elsewhere around the country. 

 

Gray plans to publish the first 

 

issue of ICE in April, with five 

 

more issues to follow this year. He 

 

says the focus of the national maga-
zine will be "pure celebrity" and 

 

aimed at urban youth. The adver-

tising-supported magazine will be 

 

distributed free at supermarkets, 

 

convenience stores, video outlets 

 

and colleges. I-Ie plans a promo-
tional blitz for each issue, which 

 

he said will likely include Inner 

 

City's radio stations. 

 

Gray, pictured on the cover last 

 

year of what will now be a com-

peting magazine, began launch-

ing start-up companies in Las Ve-

gas before he was old enough to 

 

drive and now has offices in New 

 

York and LA as well for his NE2W 

 

Student Venture Capital Search Fund. 

 

But with investor interest in VC 

 

firms greatly diminished and having 

 

sold his nationally-distributed food 

 

company (Farr-Out Foods), Gray is 

 

moving on to something new. "My 

 

focus is the entertainment industry," 

 

he told RBR—the magazine and 

 

hopefully a future venture in the 

 

recording industry. 

 

The teen whiz-kid lectures 

 

around the country—to adult busi-
ness groups more ,often than to 

 

teenagers. Gray told RBR he first 

 

met writers for INNERCITY at one 

 

of those lectures and later met 

 

company founder and Chairman-
Emeritus Percy Sutton at an event 

 

in Washington, DC—leading to a 

 

joint venture begun about a year 

 

ago, ICE 360, a marketing and 

 

promotion company. 

 

In announcing the deal to give 

 

Gray control of Inner City 

 

Broadcasting's magazine, Chairman 

 

Pierre Sutton said Inner City was 

 

"extending our brand to create a 

 

premiere urban youth entertainment 

 

publishing, offline/online promo-
tion and marketing company target-
ing the 14-24 year-old entertain-

ment-hungry consumer market." 

 

RBR observation: What's a 

 

magazine worth if it hasn't been 

 

published in a year? Not much. 

 

But although no one is saying 

 

what young Mr. Gray paid to buy 

 

his controlling stake, it's for sure 

 

that same real cash will have to be 

 

spent to get ICE onto magazine 

 

racks nationwide in April. He is 

 

one dynamic kid, but he has his 

 

work cut out for him.—JM 

 

Fortune ranks Arbitron a 

 

good place to work 

 

Fortune magazine has ranked 

 

Arbitron (N:ARB) among its "Top 

 

100 Best Companies to Work for 

 

in 2001." The radio ratings com-

pany was ranked 51st overall and 

 

the 25th best place to work for 

 

women. Arbitron, which became 

 

an independent company only last 

 

March after separating from 

 

Ceridian (N:CEN), was one of 20 

 

newcomers to the top 100 list. 

 

According to Fortune, Arbitron 

 

created 105 new jobs last year and 

 

voluntary turnover was only 10%. 

 

The company's staff is 58% female 

 

and 36% non-white. 

 

No broadcasting companies made 

 

the Fortune list. Indeed, the only 

 

media company among the top 100 

 

was International Data Group, 

 

a publisher of technology maga-
zines such as ComputerWorld, 

 

NetworkWorld and Mac World. First 

 

place went to the Edward Jones 

 

stock brokerage company, which 

 

had finished ninth the previous year. 

 

Fortune's rankings are based 

 

on nearly 45K employee surveys 

 

of companies which applied for 

 

RBR News Briefs 

 

Wilson headed for Country country 

 

t :it:idcl head honcho Larry Wilson (pidturedl at left) will serve as keynote speaker 

 

:u this year's Country lZadlio Seminar 2/"27. The industry confab runs through 3/2 

 

,it the Nashville Convention Center. Said (Rl3 Executive Director Paul Allen. 

 

"Whether you are a competitor in a Citadel market or a music maker from the ltow, 

 

Larry will have something important to relay to all as our keynote speaker. It's an 

 

honor to have him set the stage for our convention."—DS 

 

WW1's Leykis in Alaska for "post-traumatic stress" trial 

 

Westwood One's Toni Leykis is being suedl for "post-uaunt:uic surss by :[ .Irineau, AK woman who 

 

campaigned to get his show cancelled from KJNO-AM there. Karen Carpenter had threatened KJNO 

 

with a boycott in 1998 unless the station pulled the show; KJNO did drop the program, but on its last 

 

airing in the market, Leykis react her letter to KJNO and called her a "moron and cretin." 

 

Carpenter charges that a caller gave Leykis her fax number on the show, resulting in harassing faxes 

 

and causing psychological distress. Leykis was in Juneau for the trial and broadcasting his show from 

 

there during the proceedings.—CM 

 

Neil Rogers threatens to quit 

 

The Miami Herald reports WQAM-AM Miami Talk legend Neil Rogers may quit the station if his time 

 

slot isn't changed. On 1/25, Rogers accused station GM Greg Reed of "destroying the station and 

 

threatened to leave the air if his demands aren't met." His specific complaint—the time of his show. 

 

WQAM changed its lineup Jan. 2, with Rogers four-hour show moving to begin at 9AM instead of his 

 

usual LOAM, which he has done for 10 years. More at RBR.com.—CM 

 

WWWW-FM Detroit lends a hand to K-Mart 

 

In support of struggling Troy, MI-based Kmart, Alice 106.7 (WWWW-FM Detroit) is 

 

conducting a "Red, White and Blue Light Special" three times daily from 2/4-28, giving away 

 

gift certificates of $50 to $1;000. Morning Team Davis & Darla will announce times to win 

 

throughout the day weekdays at 7:20 a.m. Upon hearing the invitation to call, winning 

 

listeners will spin the "Wheel of Martha" to win a Kmart gift certificate valued up to $1,000. 

 

"Alice will buy the gift certificates. All our listeners have to do is get to Kmart and shop", 

 

says Jay Nachlis, Alice's PD. "Kmart has served our listeners remarkably for decades. This 

 

is the least we can do to give something back." —CM 

 

Newspapers lose job hunters to Web 

 

Readership declined 11% over the past three years for newspaper classifieds, 

 

according to The Media Audit—which also noted a shift of employment ad readers to 

 

Internet job sites. "Readership of newspaper classified advertising in general has 

 

been falling for several years," said Bob Jordan, Co-Chairman of The Media Audit. 

 

The annual audit found that 13.2% of the people surveyed in 1989 reported reading 

 

newspaper classified ads regularly. Figures for 2001 aren't yet complete, but that 

 

percentage had fallen to 11.7% in 2000. "That's an 11.4% drop in just three years," 

 

noted Jordan. More at RBR.com—JM 
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nelusion in the annual list. Those sur-

reys, which are not seen by the em-

)loyer, make of two-thirds of the 

 

company's score, with the remaining 

 

:bird based on Fortune's analysis of 

 

!ach company's response to a corpo-
.ate culture audit. JM 

 

111 

 

Arizona next to ban 

 

non-competes? 

 

joining Massachusetts, Illinois and 

 

Maine, The Arizona Republic reports 

 

that Arizona may be the next state to 

 

ban non-compete clauses. The Arizona 

 

Senate Commerce Committee has ap-

proved a bill to outlaw non-competes 

 

for radio and TV broadcasters, with the 

 

full Senate potentially acting on the bill 

 

late this month or in early February. 

 

"This country is based on a free-market 

 

system, so why should an employee have 

 

to uproot his family just to work in their 

 

hosen field?" Arizona State Senator Scott 

 

.Bungaard said in the story. --CM 

 

Indecency update: Jones goes 

 

after the FCC 

 

Rap artist Sarah Jones has sued the 

 

FCC in an attempt to derail the agency's 

 

,S7K fine against a station which aired 

 

her song "Your Revolution." 

 

The station in question is KBOO-FM 

 

Portland, OR, a noncommercial station. 

 

it played the Jones piece before safe 

 

hour. The FCC contended that sexual 

 

references in the song, "appear to be 

 

designed to pander and shock, and are 

 

patently offensive." 

 

The station and Jones hold that noth-

ing could be farther from the truth—the 

 

song is a protest against the depiction 

 

of women in the songs of other rappers. 

 

They consider it to be social commen-

tary. Jones is contending, and wants the 

 

court to find that the Commission in-

fringed her right of free speech, and she 

 

wants the $7K fine overturned.—DS 

 

Kroger slashes radio ad budget 

 

Louisville's Business First reports Cin-

cinnati-based supermarket giant Kroger 

 

is scaling back its radio advertising in 

 

2002—big time. The Louisville offices 

 

of several local radio clusters (includ-

ing Cox, Clear Channel and Radio One) 

 

heard that the supermarket giant would 

 

drastically reduce its advertising with 

 

them in 2002. The stations received 

 

word of the pullback from Kroger's 

 

Louisville agency, Sheehy & Associates. 

 

"Some executives estimated privately 

 

that at least one local radio company 

 

would be losing $1M or more of adver-

tising from its budget," the story said. 

 

"Everyone's in a state of shock," said one 

 

area radio executive who asked not to 

 

be identified to avoid jeopardizing the 

 

company's relationship with Kroger. 

 

More at RBR.com—CM 

 

Mapleton, former GM sued for 

 

S32M+ 

 

The Napa Valley Register reports 1/23 

 

that CBM Napa, which owns KVON and 

 

KVYN in Napa, CA has filed suit (1/25) 

 

against former GM Dale Hendry alleg-
ing he sabotaged their ability to sell the 

 

stations at their former value and he 

 

was responsible for an employee exo-
dus from the stations to his new em-

ployer, Mapleton Communications. LA-
based Mapleton owns several stations 

 

in central California. Mapleton, Hendry 

 

and his wife, Charlotte are all being 

 

sued for alleged unfair competition, 

 

interference with contractual relations, 

 

negligent interference and conspiracy. 

 

The lawsuit, filed by Charley and Ben 

 

Moss, operators of Moss Entertainment in 

 

NY and CBM Napa, seeks $32M+ in dam-

ages. The suit says Hendry orchestrated an 

 

employee exodus that ultimately decreased 

 

the value of the stations at a time they were 

 

up for sale and that Hendry's wife Char-

lotte removed software from the station's 

 

computers and that included several years 

 

of financial records. 

 

Hendry had worked out a deal with 

 

Moss Entertainment where he could pur-

chase the stations at a reduced amount if 

 

he remained in his management position. 

 

The Mosses would have retained a 10% 

 

interest. When Hendry failed to put to-

gether an investment group to buy the 

 

stations, they went up for sale on the open 

 

market. In 5/01, Hendry resigned, saying 

 

he had to make the move to represent a 

 

party who was a potential buyer of the 

 

stations. Soon after, Hendry's wife, Char-

lotte; receptionist Virginia Smith Yee and 

 

Hendry's replacement GM, Andrew Adams 

 

also left. Yee's departure damaged the 

 

station's image, since she regularly dealt 

 

with advertisers, the suit claims. 

 

When the sale price of $5.5M was not 

 

entertained by any of the serious bidders, 

 

the Napa stations were pulled off the 

 

market.—CM 

 

Reader observations: Put 

 

inyour two cents worth 

 

At RBR and TVBRwe have no 

 

qualms about shooting off 

 

our typing fingers whenever 

 

a story so moves us. We would 

 

like to extend the same op-

portunity to you, our loyal 

 

readers. Please forward your 

 

business observations to RBR, 

 

TVBR, or RBR.com. Or con-

tact any of our editors—see 

 

the staff box on p.2. We look 

 

forward to your input. 

 

Michael Powell 

 

All 

 

CM11116SO�'S 

 

booked for 

 

Vegas 

 

Every member 

 

of the Federal 

 

Communica-

tions Commission will make an appear-
ance at the NAB2002 convention 4/6-11 

 

in Las Vegas. NAB announced last 

 

week (1/30) that Commissioners 

 

KathleenAbernathy, MiichaelCopps 

 

and Kevin Martin will appear 4/9 at 

 

"The Regulatory Face-off." Also on that 

 

panel will be Nancy Victory, the new 

 

Assistant Secretary of Commerce and 

 

head of the National Telecommunica-
tions and Information Administration. 

 

FCC Chairman Michael Powell will 

 

make his NAB2002 appearance earlier 

 

the same day (4/9) at the "FCC 

 

Chairman's Breakfast." He'll be quizzed 

 

in a one-on-one setting by ABC's Sam 

 

Donaldson. JM 

 

THE ISSUES, THE PEOPLE, THE TECHNOLOGY 

 

Referred to by Advertising Age as the advertising industry's soft-spoken visionary, 

 

DDB Worldwide Communications Group Chairman, Keith Reinhard, thinks Radio 

 

delivers more personal, more precise images than any other advertising medium. 

 

He will first inspire you and then challenge you as he illustrates his keys of 

 

advertising at The NAB Radio Luncheon, Tuesday, April 9. Dick Orkin, from 

 

The Radio Ranch, will be inducted into the NAB Broadcasting Hall of Fame. 
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Keith Reinhard 

 

Chairman of DDB Worldwide 

 

Communications Group, Inc. 

 

Dick Orkin 

 

The Radio Ranch 

 

NAB Broadcasting Hall of Fame 

 

This April, NAB2002 promises to be a Show like no other — giving you the 

 

opportunity to reenergize yourself, your team and your stations. Be sure to attend 

 

the FCC Chairman's Breakfast — Chairman Powell and ABC's Sam Donaldson 

 

go head-to-head discussing key radio and television issues. 
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NRB 2002: A mission 

 

that keeps on growing 

 

The annual National Religious Broad-

casters (NRB) Convention & Exposition 

 

is the world's largest forum dedicated to 

 

assisting those in the field of Christian 

 

broadcasting and communications. NRB 

 

2002, to be held 2/16-19 at the Opryland 

 

Hotel in Nashville, will host more than 

 

200 exhibitors, each presenting an en-

terprising marketplace for broadcasters 

 

and ministries and looking to expand, 

 

improve, upgrade or all of the above. 

 

Every year 

 

since 1944, the 

 

NRB convention 

 

has grown to in-
clude more up-
permanagement, 

 

exhibitors, speak-
ers, `Boot Camp

, 

 

topics and oppor-
tunities for those 

 

in the industry to 

 

meet and share 

 

common concerns. In addition, NRB is a 

 

major lobbying force for Christian causes, 

 

alerting and enjoining broadcasters to 

 

legislative and policy issues that impact 

 

their operations and providing action to 

 

campaign for change when warranted. 

 

Boot Camps at this NRB include Film & 

 

Television Production, Internet, Stew-

ardship and News. 

 

"This is our 59th convention. The 

 

exhibits weren't started until the late 60s 

 

and it was for many years just kind of a 

 

small gathering of vendors within the 

 

industry," NRB VP Michael Glenn tells 

 

RBR. "It's pretty broad-based and really 

 

covers a lot of territory in areas where 

 

Christian communicators are looking for 

 

services—programming, equipment, all 

 

different facets of mass communications. 

 

Each year, we've been gathering well 

 

over 5,000 people and have been setting 

 

record numbers for the past five-plus 

 

years in many different areas, such as 

 

registration, exhibits and sponsorships." 

 

New member 

 

Lisa Burton, 

 

GSM, Sheridan 

 

Gospel Network/ 

 

The Light says 

 

they will have a 

 

booth presence 

 

with The Word 

 

Network at the 

 

event. "NRB ex-

poses us to an-
other level. Being 

 

in Gospel radio, a 

 

lot of times you only talk to the choir, over 

 

and over and over again. We like the 

 

opportunity of not only talking to the 

 

Gospel industry, but the Christian indus-

try and people of God. It's an excellent 

 

networking forum for us. We are a smaller 

 

network that is building, and what a 

 

better way to get to the industry where 

 

everybody is connected to it. It's like the 

 

RAB of Christian radio." 

 

Burton says Sheridan President, 

 

Ron Davenport, Jr., is also being 

 

looked at for being a NRB board 

 

member, "so we're trying to meet as 

 

many people and shake hands and 

 

find out what's going on."—CM 

 

Michael Glenn 

 

Lisa Burton 

 

Radio gets Religion: 

 

A look at the top groups 

 

Like every other phase of the broad-

casting industry, Religious broadcast-

ing has experienced a wave of consoli-

dation. Although Religious program-

ming can be a part of any group's 

 

lineup, several groups present it over a 

 

large number of markets. Here is a brief 

 

look at two of them.—DS 

 

Salem Communications (O:SALM) 

 

s.ilcm is by far the largest player in the 

 

Religious radio business. Broadcast Invest-
ment Analyst's chart of top 25 group owners 

 

in terms of revenues (RBR 12/10, p.7) places 

 

it at #16 on $132AM in estimated annual ad 

 

revenues. That means it is keeping company 

 

with some of radio's most respected conglom-
erations, in the same league as #13 Greater 

 

Media, #14 SBS (O:SBSA), #15 Jefferson-Pilot 

 

(N JP), #17 Beasley (O:BBGI) a lxl #18 Saga (A:SGA) 

 

(Saga is profiled in today's issue—see pg. 9-11). 

 

Headed by Chairman Stuart Epperson and 

 

President/CEO EdAtsinger, Salem is primarily a 

 

large-market group, with entries in all but one top 

 

10 markets—to date, only Detroit has eluded its 

 

grasp. It's in over half of the top 50 markets. And 

 

its reach extends even further down the ranks, 

 

although not too much further. 

 

The company has been stockpiling FM 

 

stations of late on which to place its relatively 

 

new "Fish" Contemporary Christian format. It 

 

also tries to have at least two AMs in most of 

 

its markets, one for its bread-and-butter Chris-

tian Talk format, and another for its more 

 

mainstream Conservative Talk offerings. 

 

4 

 

And it has its 

 

mainstay—block pro-
gramming, which is 

 

not included in BIA's 

 

revenue tally. Salem 

 

rents its stations to 

 

varioLIN rdigi011S ellti-

ties, accounting for 

 

40% of the company's 

 

income and making it 

 

almost recession-

proof since this prac-
tice makes the effects of a fluctuating adver-

tising market a smaller factor. While other 

 

companies were dipping liberally into the red 

 

ink, Salem was able to increase its net incorne 

 

by 22.4% Q3 2001 (RBR 11/12/01, p.7). 

 

Salem also runs a national programming 

 

network, a rep firm and has a significant 

 

presence on the Internet. 

 

Ed Atsinger 

 

Crawford Broadcasting 

 

Donald Crawford has assembled an envi-
able group of stations. Like Salem, his holdings 

 

are concentrated in large markets, and the 

 

scope of the group is national. It has outposts 

 

in L( Angeles, Chicago, Dallas, Detroit, tit. 

 

Louis, Denver, Portland, Birmingham, and in 

 

particularly strong presence in mid-sized 

 

upstate New York cities, including BLlffal( ,. 

 

Rochester, Albany and Syracuse. 

 

The group runs various Chri,,lian format,, 

 

but like tialcm it also will go OLIL,ide the strictly 

 

religious arena when programming its stations, 

 

In particular, the group likes to throw Stan-

dards programming on the AM sick of the dial. 

 

It's most stunning and surprisingly Success-

ful move was in Chicago, however. It took one 

 

of Its three FMS, its 92.3 facility, and installed an 

 

Urban Contemporary format as WPWX Power 

 

92, a direct assault on Urban kingpin WGCI-

FM, part of the Clear Channel MCCU) cluster. 

 

Before the move took hold, Crawford's 92.3 

 

facility was under a 1.0 share 12+ during the 

 

Winter 2001 book, while WGCI-FM coasted to 

 

a 6.9. By the time the just released Fall 2001 

 

book was out, WGCI had been whittled down 

 

to a 4.8, while WPWX soared to a 3.5, and for 

 

anyone who isn't used to reading the Chicago 

 

book, that is an excellent score, good for 9th 

 

place among 46 stations. 

 

To us, this shows that Crawford knows more 

 

than just Religious radio—it knows radio, period. 

 

11_ SGN "The Light" 

 

The Team Behind the Scene... 

 

Sheridan Gospel Network "The Light," a division of Sheridan Broadcasting 

 

Corporation, is a satellite delivered, 24 hours a day, 7 days a week, nationwide 

 

gospel music service reaching listeners from coast to coast. "The Light" 

 

delivers gospel industry's greatest inspirational music, programming, and 

 

strategic promotions, all designed to keep listeners inspired, uplifted and 

 

encouraged., "The Light" has assembled a dedicated team of industry profes-
sionals and award winn Qg announcers who are committed to providing the 

 

best that gospel music
-has to offer. The strong affiliation that listeners have 

 

for the "The Light" translates, higher time spent listening, which in turn 

 

leads to greater cumes, all of whicA�translate into added value for advertisers. 

 

Experience the difference and the results that the nation's only African-

Americah owned and operated gospel radio network can achieve for you. 

 

Step out of the darkness... and into "The Light." 

 

SHERIDAN GOSPEL NETWORK 

 

A Division of Sheridan Broadcasting Corporation 
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RON DAVENPORT, JR. 
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The Light, call: (770) 416-2205 ext. 406. 
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Upfront 2002: 

 

a look back part III 

 

Phis time we take a look at the tone of negotiations between 

 

the buyers and sellers of network radio. With less money 

 

being spent and a markeplace that seemed to hold rather 

 

than fold in the upfront, the nets had to work even harder. 

 

I n addition, we examine the results and get feedback on the 

 

recent RADAR 71, where the amount of GRPs in the 

 

marketplace and the selection and diversity of programming 

 

are larger than ever before and the major market deliveries 

 

of networks are stronger than they've ever been. 

 

Were people on both sides of the desk more willing to 

 

work together in this upfront? "I think there was more of a cut 

 

to the chase. Some things got done in a shorter time frame," 

 

explains Natalie Swed Stone, Managing Partner/Director of 

 

National Radio Services, OMD USA. "It wasn't as protracted, 

 

and I think at the end of the day people were more satisfied 

 

because they were more realistic. The networks perhaps 

 

didn't have expectations that it would be any better than it 

 

was. I think that helps. And we on the other hand knew that 

 

we were going to see improvements vs. previous years. One 

 

of the things you had in a previous article is suppliers' 

 

commenting on maximizing added value with programming 

 

and sponsorships. And that's what we can see. When your 

 

dollar goes further, you can afford things like that." 

 

Says Westwood One's EVP Sales Peter Kosann: "How 

 

we approached the upfront is no different than how we 

 

approach scatter business, which is we meet with every 

 

client and every agency to discuss their needs. The 

 

hallmark of this particular upfront was the fact that we 

 

Peter Kosann ever. Ultimately, it's not just 

 

about price, but what we're delivering to the clients." 

 

Westwood One CEO Joel Hollander adds the upfront 

 

negotiation process began months before the upfront began. "I 

 

would like to think we have long-established relationships with 

 

the people we're dealing with for the upfront. We did a good 

 

job preselling our product, certainly before the upfront started. 

 

If you sell that way and presell, I think it makes the process a 

 

little easier once you're in it." 

 

"I'm mostly buoyed that this year we at Premiere are 

 

certainly at a much better place than we were a year ago," says 

 

Rhonda Munk, Premiere Radio Networks EVP/Director of 

 

Sales. "We were much more buttoned up in terms of going in 

 

and being clear about where the marketplace is. Whereas a 

 

year ago, we were undergoing a lot of changes internally, as 

 

well as there were changes in the marketplace. It was very 

 

apparent in our upward performance this year. I have an 

 

incredible sales team which was getting the message loud and 

 

clear." 

 

Reyn Leutz, SVP/Director of Radio Negotiations, 

 

Mindshare USA, tells RBR that while the timing of this 

 

upfront seemed similar to last year, he confirmed what we've 

 

been hearing—the rates were down and the money was 

 

really worked with all of our 

 

clients to identify their unique 

 

marketing needs, and then we 

 

developed unusual campaigns 

 

to deliver them. So at the end 

 

of the day, literally every 

 

upfront that we did has a 

 

unique element to it, whether 

 

it be an entitlement or a spon-

sorship or the mix or what-

I 
 

By Carl Marcucci 

 

tighter. "I thought the pace was 

 

very slow, very buyer timeline-

driven. I didn't find any resis-

tance to people working with us 

 

at all. It was basically on our 

 

timeline and it was very ame-

nable on both sides, the rates 

 

this year. There were no lines 

 

drawn in the sand, there was no 

 

hurry. People are definitely 

 

spending less, the money is 

 

down, that's the only thing. People aren't spending at the 

 

levels that they were I'd say a year ago. I'm not sure the new 

 

business is offsetting the losses of existing business." 

 

Like we've said earlier in this series, some upfront money 

 

is going to the scatter market. Supply and demand economics 

 

are in play. "We're spending almost as much money, totally, 

 

in scatter as we are in the upfront marketplace," explains Matt 

 

Feinberg, VP/Manager of Radio, National Broadcast Group, 

 

Zenith Media Services. "The aggregate money there is as 

 

much as we spend in the upfront. It's a campaign thing, not 

 

a 12-month deal. They're in for a very specific goal, these are 

 

campaigns that are working in 

 

tandem with other media, any-
where from three-12 weeks. Lexus 

 

has come in for a short but pow-
erful campaign and some of the 

 

Schering-Plough accounts are 

 

starting to utilize radio very strate-

gically—Tinactin and Coppertone. 

 

On the client side, they are very 

 

well thought out campaigns and 

 

we're very excited about it" 

 

Matt Feinberg 

 

Reyn Leutz 

 

RADAR 71 

 

retrospective 

 

Before even bringing up RADAR 

 

71, ABC Radio Networks SVP/ 

 

Research Tom Evans provides 

 

the five factors in any RADAR 

 

that could increase or decrease 

 

audiences: 1) Actual audiences 

 

to stations—respondents actu-

ally listen more or less 2) Add-

ing stations 3) Clearances—get-

ting stations to clear better for 

 

the net. 4) Add programming to 

 

RADAR. "There really hasn't 

 

been anything added in a while, 

 

except for AURN. Part of the 

 

reason networks have increased 

 

historically over the past few 

 

RADARs is because they have 

 

been taking some of their 

 

Arbitron-rated programming and 

 

putting .it into RADAR." 5) 

 

Reconfiguration. 

 

Arbitron (N:ARB) released the 

 

Fall 2001 RADAR 71 results on 12/ 

 

17/01. Of the 31 RADAR-rated 

 

networks, for Persons 12+, 

 

Westwood One's CNN Max was 

 

once again the leader; Premiere's 

 

Morning Drive AM and Diamond 

 

took 2nd and 31 place, just as in 

 

RADAR 70. In fact, numerous posi-
tive changes were noticed, espe-
cially with Premiere. Some of those 

 

increases offset some of the previ-
ous decreases Premiere had be-
tween RADAR 69 and 70. The 

 

increase of Morning Drive AM 

 

especially helped to offset that. 

 

Premiere's Morning Drive FM took 

 

4th place this time around (it was 

 

7th before), bouncing Westwood 

 

One's Blaise down to 9th. Premiere's 

 

Pulse net took 5th, knocking ABC's 

 

Prime down to 6th. Premiere's Fo-

cus moved up to 7th place from 8th. 

 

Westwood One's Source Max moved 

 

up a notch to the 8th place finish. 

 

Premiere's Action net found the 10 

 

spot, bouncing Westwood's Navi-

gator down. to 13"'. 

 

Besides CNN Max's win in both 

 

12+ and 25-54, SourceMax scored 

 

2"d place in 18-34. CNN Max is 

 

consistently #1. "We've been selling 

 

our consistency for a long period of 

 

time and I think we continue to be 

 

one of the most consistent net-

works," says Hollander. 

 

However, Westwood's newest 

 

nets, Blaise and Navigator, took the 

 

biggest hits. Why? Both launched in 

 

RADAR 70 and in launching new 

 

nets, RADAR accepts intentions for 

 

clearances—there are no actual 

 

clearances for the stations yet. 

 

Westwood estimated what they 

 

thought the clearances might be. In 

 

reality, when the clearances came 

 

in, they were significantly lower 

 

than projected. The stations either 

 

didn't clear as much or cleared the 

 

lesser dayparts or quarter-hours. 

 

"We take all projections seriously. 

 

Projections are not an exact science, 

 

that's why they're called projec-
tions. The real story about Blaise 

 

and Navigator is that they launched 

 

as two of the top five networks in 

 

their selected demographics and 

 

they offer the clients to air live copy 

 

embedded in traffic reports in each 

 

of the top 50 markets. These are two 

 

phenomenal networks and we're 

 

confident that the next book will 

 

show gains," Kosann explains. "It's 

 

very difficult to gauge exactly 

 

where the networks will land from 

 

an estimate into an initial RADAR, 

 

and for those advertisers that pur-
chased it we made sure to take 

 

steps to get them the GRPs that 

 

were promised." 

 

Perhaps a similar scenario had 

 

previously played out for Premiere. 

 

Five Premiere nets—Axis, Emer-

ald, Focus, Pulse and Sapphire— 
achieved their highest audience 

 

levels, compared to RADAR 68, 69 

 

and 70—in the initial RADAR mea-

surements for the three. When 

 

compared to RADAR 68, Axis in-

creased 62%, Focus 54%, Pulse 

 

15%, Emerald 5% and Sapphire 

 

4%. Premiere also added over 125 

 

Clear Channel O&O stations to 

 

RADAR since RADAR 68. 

 

Says Munk: "It speaks to the 

 

whole inner and outer workings of 

 

our O&O station group at Clear 

 

Channel, and our whole manage-
ment team that manages the inven-

tory and clearances—new affilia-

tions, increased audience to exist-

ing stations and increased diligence 

 

of compliance supported by Clear 

 

Channel and Premiere management. 

 

Unbelievable performance—almost 

 

all of our stations were up dramati-

cally in their own audience locally." 

 

American Urban Radio Networks 

 

had a fairly flat performance over-

all—one network was up, one was 

 

down on the rankers. Pinnacle re-

mained in the top 20; its Renais-

sance dropped to 22"d . Still, Pin-

nacle was up 9.4% and Renaissance 

 

6.3%. Observed AURN President 

 

Jay Williams- "The biggest change 

 

in the ratings book was the popula-
tion. That affected everything. You 

 

saw major shifts, particularly for us, 

 

in Urban populations being better 

 

reported in this current census. The 

 

population sizes increased dramati-

cally in some demographics and the 

 

change was larger in the Urban 

 

population than the general popu-
lation. That would affect the num-

bers, even if you had the same AQH 

 

or even if it rose a little bit. Because 

 

the population base went up, it 

 

appeared that you lost ground in 

 

ratings. Well, that's not necessarily 

 

the case. You're taking the same 

 

number or a little bit larger number 

 

into a much higher population base." 

 

ABC Radio Networks showed 

 

12+ gains with Prime, Advan-

tage, Genesis, Platinum, Urban 

 

Advantage and Galaxy. ABCRN 

 

enjoyed increases in target demos 

 

for Advantage (14%); Genesis 

 

(12%); Young Adult (8%), News/ 

 

Talk (5%) and Urban Advantage 

 

(5%). ABCRN also increased its 

 

overall reach by about 4% from 

 

RADAR 70 to 71. Says Traug 

 

Keller, ABC Radio Networks 

 

President: "It was a good book 

 

for us. It continued to show the 

 

work that we've been doing on 

 

the affiliation side. It reflects stuff 

 

we did months and months ago. 

 

It's finally paying off on our Gal-

axy Network, certainly with Gen-
esis and Prime. We just added 

 

KLOS-FM on Prime—we wanted to be 

 

on strung in IA." 

 

Adds Evans: "My judgement is 

 

RADAR 71 was a very strong book 

 

for network radio. If you look, 

 

three-quarters of the networks 

 

actually increased their audiences. 

 

Overall gross impressions from 

 

over a year ago has increased by 

 

about 3.4%. There were five 

 

double digit increases in P 12+ 

 

audiences, three of which were 

 

ABC Radio Networks. From my 

 

perspective, I think this was a 

 

very positive book for ABC Radio. 

 

We had the highest share of any 

 

of the networks in terms of total 

 

gross impressions. We're up in 

 

gross impressions by about 6.2%. 

 

This is the fifth report in a row that 

 

we've had an increase in share 

 

compared to the other networks." 

 

How will ABCRN's Urban Ad-

vantage fare after it's fully included 

 

in RADAR? "It's going to have a 

 

major impact. UAN will jump in 

 

RADAR 73 to the 71' ranked network 

 

Adults 1&49—it was 25"," Evans 

 

explains. 'Butbecausewe also added 

 

audiences from Radio One to Young 

 

Adult, that's also going to jump fron i 

 

171'' to 8�" and on Advantage, whir' 

 

will jump from 199" to 11". T1::. 

 

difficulty is on how RADAR is stnic 

 

tured, because we're only going to 

 

receive about one-third of a credit 

 

for Radio One for RADAR 72, which 

 

comes out in March, because they 

 

came on 1/1/02, so it won't be until 

 

RADAR 73 that we will finally see 

 

100% credit for those stations. But if 

 

someone buys that network, they 

 

will get 100%. Our special tabs 

 

show us that UAN will be the 

 

number one Black Adult 18-49 

 

network with about 22% more au-

dience than the #2 network." 

 

The Media Audit 

 

Sets The Pace In The Local Market Qualitative Audience Industry. 

 

. The Media Audit has been providing two reports per year in all major markets since 1971. 

 

• Twenty-five years before anyone else followed suit.. 

 

If you are looking for innovative leadership 

 

Call us: 1-800-324-9921 
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OUTLOOK 
 

The .►nnu.►I Natioiul ttcligious Broad-

casters (NRB) Convention & Exposition 

 

is the world's largest forum dedicated to 

 

assisting those in the field of Christian 

 

broadcasting and communications. NRB 

 

2002, to be held 2/16-19 at the Opryland 

 

Hotel in Nashville, will host more than 

 

200 exhibitors, each presenting an en-

terprising marketplace for broadcasters 

 

and ministries and looking to expand, 

 

improve, upgrade or all of the above. 

 

Every year 

 

since 1944, the 

 

NRB convention 

 

has grown to in-

clude more up-

permanagement, 

 

exhibitors, speak-
ers, "Boot Camp" 

 

topicsandoppor-
tunities for those 

 

in the industry to 

 

meet and share 

 

common concerns. In addition, NRB is a 

 

major lobbying force for Christian causes, 

 

alerting and enjoining broadcasters to 

 

legislative and policy issues that impact 

 

their operations and providing action to 

 

campaign for change when warranted. 

 

Boot Camps at this NRB include Film & 

 

Television Production, Internet, Stew-

ardship and News. 

 

"This is our 59th convention. The 

 

exhibits weren't started until the late 60s 

 

and it was for many years just kind of a 

 

small gathering of vendors within the 

 

industry," NRB VP Michael Glenn tells 

 

RBR. "It's pretty broad-based and really 

 

covers a lot of territory in areas where 

 

Christian communicators are looking for 

 

services—programming, equipment, all 

 

different facets of mass communications. 

 

Each year, we've been gathering well 

 

over 5,000 people and have been setting 

 

record numbers for the past five-plus 

 

years in many different areas, such as 

 

registration, exhibits and sponsorships." 

 

New member 

 

Lisa Burton, 

 

GSM, Sheridan 

 

Gospel Network/ 

 

The Light says 

 

they will have a 

 

booth presence 

 

with The Word 

 

Network at the 

 

event. "NRB ex-

poses us to an-

other level. Being 

 

in Gospel radio, a 

 

lot of times you only talk to the choir, over 

 

and over and over again. We like the 

 

opportunity of not only talking to the 

 

Gospel industry, but the Christian indus-

try and people of God. It's an excellent 

 

networking forum for us. We are a smaller 

 

network that is building, and what a 

 

better way to get to the industry where 

 

everybody is connected to it. It's like the 

 

RAB of Christian radio." 

 

Burton says Sheridan President, 

 

Ron Davenport, Jr., is also being 

 

looked at for being a NRB board 

 

member, "so we're trying to meet as 

 

many people and shake hands and 

 

find out what's going on."—CM 

 

NRB 2002: A mission 

 

that keeps on growing 

 

Michael Glenn 

 

Lisa Burton 

 

Radio gets Religion: 

 

A look at the top groups 

 

Like every other phase of the broad-

casting industry, Religious broadcast-

ing has experienced a wave of consoli-

dation. Although Religious program-

ming can be a part of any group's 

 

lineup, several groups present it over a 

 

large number of markets. Here is a brief 

 

look at two of them.—DS 

 

Salem Communications (O:SALM) 

 

Salem is by far the largest player in the 

 

Religious radio business. Broadcast invest-
ment Analyst's chart of top 25 group owners 

 

in terms of revenues MR 12/10, p.7) places 

 

it at #16 on $132AM in estimated annual ad 

 

revenues. That means it is keeping company 

 

with some of radio's most respected conglom-
erations, in the same league as #13 Greater 

 

Media, #14 SBS (O:SBSA), #15 Jefferson-Pilot 

 

(N•JP), #17 Beasley (O:BBGI) and #18 Saga (A:SGA) 

 

(Saga is profiled in today's issue—see pg. 9-11). 

 

Headed by Chainnan Stuart Epperson and 

 

President/CEO Ed Atsinger, Salem is primarily a 

 

large-market group, with entries in all but one top 

 

10 markets—to date, only Detroit has eluded its 

 

grasp. It's in over half of the top 50 markets. And 

 

its reach extends even further down the ranks, 

 

although not too much fi►rther. 

 

The company has been stockpiling FM 

 

stations of late on which to place its relatively 

 

new "Fish" Contemporary Christian format. It 

 

also tries to have at least two AMs in most of 

 

its markets, one for its bread-and-butter Chris-

tian Talk format, and another for its more 

 

mainstream Conservative Talk offerings. 

 

W 

 

Anil it still has its 

 

nu►in,tay—blod( p►•o-
granurting, which is 

 

not included in BIA's 

 

revenue tally. Salem 

 

rents its stations to 

 

various religious enti-

ties, accounting for 

 

40% of the company's 

 

income and making it 

 

almost recession-

proof since this prac-
tice makes the effects of a fluctuating adver-

tising market a smaller factor. While other 

 

companies were dipping liberally into the red 

 

ink, Salem was able to increase its net income 

 

by 22.4% Q3 2001 (RBR 11/12/01, p.7). 

 

Salem also runs a national programming 

 

network, a rep firm and has a significant 

 

presence on the Internet. 

 

Ed Atsinger 

 

Crawford Broadcasting 

 

Donald Crawford has asscuibicd an envi-

able group of stations. Like Salem, his holdings 

 

are concentrated in large markets, and the 

 

scope of the group is national. It has outposts 

 

in Los Angeles, Chicago, Dallas, Dctroit, tit, 

 

Louis, Denver, Portland, Birmingham, and in 

 

p:utirul:u•ly strong presence in mid-sir.(-(I 

 

up,tatc New York cities, including Buffalo, 

 

Itox pester, Albany and Syracuse. 

 

The group runs various Christian formats, 

 

but like Salem it also will go outside the strictly 

 

religious arena when programming its stations. 

 

In particular, the group likes to throw Stan_ 

 

lards programming on the AM side of the dial. 

 

It's most stunning and surprisingly Success-

ful move was in Chicago, however. It took one 

 

of its three FMS, its 92.3 facility, and installed an 

 

Urban Contemporary format as WPWX Power 

 

92, a direct assault on Urban kingpin WGCI-

FM, part of the Clear Channel (N:CCU) cluster. 

 

Before the move took hold, Crawford's 92.3 

 

facility was under a 1.0 share 12+ during the 

 

Winter 2001 book, while WGCI-FM coasted to 

 

a 6.9. By the time the just released Fall 2001 

 

book was out, WGCI had been whittled down 

 

to a 4.8, while WPWX soared to a 3.5, and for 

 

anyone who isn't used to reading the Chicago 

 

book, that is an excellent score, good for 911, 

 

place among 46 stations. 

 

To us, this shows that Crawford knows more, 

 

than just Religious radio—it knows radio, penal. 

 

SGN "The Light" 

 

The Team Behind the Scene... 

 

S 

 

N 

 

Sheridan Gospel Network "The Light," a division of Sheridan Broadcasting 

 

Corporation, is a satellite delivered, 24 hours a day, 7 days a week, nationwide 

 

gospel music service reaching listeners from coast to coast. "The Light" 

 

delivers gospel industry's greatest inspirational music, programming, and 

 

strategic promotions, all designed to keep listeners inspired, uplifted and 

 

encouraged. "The Light" has assembled a dedicated team of industry profes-

sionals\and award winning announcers who are committed to providing the 

 

best that gospel music
-has to offer. The strong affiliation that listeners have 

 

for the "The Light" translates
-
ihigher time spent listening, which in turn 

 

leads to greater curries, all of whic7l translate into added value for advertisers. 

 

Experience the difference and the results that the nation's only African-

Americai owned and operated gospel radio network can achieve for you. 

 

Step out of the darkness... and into "The Light." 

 

SHERIDAN GOSPEL NETWORK 

 

A Division of Sheridan Broadcasting Corporation 

 

KELVIN QUARLES 

 

JACQUIE HASELRIG 

 

RON DAVENPORT, JR. 

 

EXPERIENCE MAKES THE DIFFERENCE 

 

www.SGNTheLight.com 

 

To find out how you can advertise or become part of 

 

The Light, call: (770) 416-2205 ext. 406. 

 

LISA 

 

BURTON 

 

VANESSA VAUGHN 

 

FRANK AIKENS 

 

I 
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By Carl Marcucci 

 

Upfront 2002: 

 

a look back part III 

 

rhis time \\ e take a look at the tone of negotiations between 

 

lie buyers and sellers of network radio. With less money 

 

)eing spent and a markeplace that seemed to hold rather 

 

han fold in the upfront, the nets had to work even harder. 

 

n addition, we examine the results and get feedback on the 

 

•ecent RADAR 71, where the amount of GRPs in the 

 

marketplace and the selection and diversity of programming 

 

ire larger than ever before and the major market deliveries 

 

)f networks are stronger than they've ever been. 

 

Were people on both sides of the desk more willing to 

 

work together in this upfront? "I think there was more of a cut 

 

:o the chase. Some things got done in a shorter time frame," 

 

explains Natalie Swed Stone, Managing Partner/Director of 

 

National Radio Services, OMD USA. "It wasn't as protracted, 

 

znd I think at the end of the day people were more satisfied 

 

because they were more realistic. The networks perhaps 

 

didn't have expectations that it would be any better than it 

 

was. I think that helps. And we on the other hand knew that 

 

we were going to see improvements vs. previous years. One 

 

of the things you had in a previous article is suppliers' 

 

'commenting on maximizing added value with programming 

 

and sponsorships. And that's what we can see. When your 

 

dollar goes further, you can afford things like that." 

 

Says Westwood One's EVP Sales Peter Kosann: "How 

 

we approached the upfront is no different than how we 

 

approach scatter business, which is we meet with every 

 

client and every agency to discuss their needs. The 

 

hallmark of this particular upfront was the fact that we 

 

. 

 

really worked with all of our 

 

clients to identify their unique, 

 

marketing needs, and then we 

 

developed unusual campaigns 

 

to deliver them. So at the end 

 

of the day, literally every 

 

upfront that we did has a 

 

unique element to it, whether 

 

it be an entitlement or a spon-

sorship or the mix or what-
Peter Kosann ever. Ultimately, it's not just 

 

about price, but what we're delivering to the clients." 

 

Westwood One CEO Joel Hollander adds the upfront 

 

negotiation process began months before the upfront began. "I 

 

would like to think we have long-established relationships with 

 

the people we're dealing with for the upfront. We did a good 

 

job preselling our product, certainly before the upfront started. 

 

If you sell that way and presell, I think it makes the process a 

 

little easier once you're in it." 

 

"I'm mostly buoyed that this year we at Premiere are 

 

certainly at a much better place than we were a year ago," says 

 

Rhonda Munk, Premiere Radio Networks EVP/Director of 

 

Sales. "We were much more buttoned up in terms of going in 

 

and being clear about where the marketplace is. Whereas a 

 

year ago, we were undergoing a lot of changes internally, as 

 

well as there were changes in the marketplace. It was very 

 

apparent in our upward performance this year. I have an 

 

incredible sales team which was getting the message loud and 

 

clear." 

 

Reyn Leutz, SVP/Director of Radio Negotiations, 

 

Mindshare USA, tells RBR that while the timing of this 

 

upfront seemed similar to last year, he confirmed what we've 

 

been hearing—the rates were down and the money was 

 

tighter. "I thought the pace was 

 

very slow, very buyer timeline-

driven. I didn't find any resis-

tance to people working with us 

 

at all. It was basically on our 

 

timeline and it was very ame-

nable on both sides, the rates 

 

this year. There were no lines 

 

drawn in the sand, there was no 

 

hurry. People are definitely 

 

spending less, the money is 

 

down, that's the only thing. People aren't spending at the 

 

levels that they were I'd say a year ago. I'm not sure the new 

 

business is offsetting the losses of existing business." 

 

Like we've said earlier in this series, some upfront money 

 

is going to the scatter market. Supply and demand economics 

 

are in play. "We're spending almost as much money, totally, 

 

in scatter as we are in the upfront marketplace," explains Matt 

 

Feinberg, VP/Manager of Radio, National Broadcast Group, 

 

Zenith Media Services. "The aggregate money there is as 

 

much as we spend in the upfront. It's a campaign thing, not 

 

a 12-month deal. They're in for a very specific goal, these are 

 

campaigns that are working in 

 

tandem with other media, any-
where from three-12 weeks. Lexus 

 

has come in for a short but pow-
erful campaign and some of the 

 

Schering-Plough accounts are 

 

starting to utilize radio very strate-

gi"lly—Tinactin and Coppertone. 

 

On the client side, they are very 

 

well thought out campaigns and 

 

we're very excited about it" 

 

Matt Feinberg 

 

Reyn Leutz 

 

RADAR 71 

 

retrospective 

 

Before even bringing up RADAR 

 

71, ABC Radio Networks SVP/ 

 

Research Tom Evans provides 

 

the five factors in any RADAR 

 

that could increase or decrease 

 

audiences: 1) Actual audiences 

 

to stations—respondents actu-

ally listen more or less 2) Add-

ing stations 3) Clearances—get-
ting stations to clear better for 

 

the net. 4) Add programming to 

 

RADAR. "There really hasn't 

 

been anything added in a while, 

 

except for AURN. Part of the 

 

reason networks have increased 

 

historically over the past few 

 

RADARs is because they have 

 

been taking some of their 

 

Arbitron-rated programming and 

 

putting it into RADAR." 5) 

 

Reconfiguration. 

 

Arbitron KARB) released the 

 

Fall 2001 RADAR 71 results on 12/ 

 

17/01. Of the 31 RADAR-rated 

 

networks, for Persons 12+, 

 

Westwood One's CNN Max was 

 

once again the leader; Premiere's 

 

Morning Drive AM and Diamond 

 

took 21 and 3'd place, just as in 

 

RADAR 70. In fact, numerous posi-
tive changes were noticed, espe-
cially with Premiere. Some of those 

 

increases offset some of the previ-
ous decreases Premiere had be-
tween RADAR 69 and 70. The 

 

increase of Morning Drive AM 

 

especially helped to offset that. 

 

Premiere's Morning Drive FM took 

 

4th place this time around (it was 

 

7th before), bouncing Westwood 

 

One's Blaise down to 9th. Premiere's 

 

Pulse net took 5th, knocking ABC's 

 

Prime down to 6th. Premiere's Fo-

cus moved up to 7th place from 8th. 

 

Westwood One's Source Max moved 

 

up a notch to the 8th place finish. 

 

Premiere's Action net found the 10 

 

spot, bouncing Westwood's Navi-

gator down. to 13"'. 

 

Besides CNN Max's win in both 

 

12+ and 25-54, SourceMax scored 

 

2nd place in 18-34. CNN Max is 

 

consistently #1. "We've been selling 

 

our consistency for a long period of 

 

time and I think we continue to be 

 

one of the most consistent net-

works," says Hollander. 

 

However, Westwood's newest 

 

nets, Blaise and Navigator, took the 

 

biggest hits. Why? Both launched in 

 

RADAR 70 and in launching new 

 

nets, RADAR accepts intentions for 

 

clearances—there are no actual 

 

clearances for the stations yet. 

 

Westwood estimated what they 

 

thought the clearances might be. In 

 

reality, when the clearances came 

 

in, they were significantly lower 

 

than projected. The stations either 

 

didn't clear as much or cleared the 

 

lesser dayparts or quarter-hours. 

 

"We take all projections seriously. 

 

Projections are not an exact science, 

 

that's why they're called projec-
tions. The real story about Blaise 

 

and Navigator is that they launched 

 

as two of the top five networks in 

 

their selected demographics and 

 

they offer the clients to air live copy 

 

embedded in traffic reports in each 

 

of the top 50 markets. These are two 

 

phenomenal networks and we're 

 

confident that the next book will 

 

show gains," Kosann explains. "It's 

 

very difficult to gauge exactly 

 

where the networks will land from 

 

an estimate into an initial RADAR, 

 

and for those advertisers that pur-
chased it we made sure to take 

 

steps to get them the GRPs that 

 

were promised." 

 

Perhaps a similar scenario had 

 

previously played out for Premiere. 

 

Five Premiere nets—Axis, Emer-

ald, Focus, Pulse and Sapphire— 
achieved their highest audience 

 

levels, compared to RADAR 68,69 

 

and 70—in the initial RADAR mea-

surements for the three. When 

 

compared to RADAR 68, Axis in-

creased 62%, Focus 54%, Pulse 

 

15%, Emerald 5% and Sapphire 

 

4%. Premiere also added over 125 

 

Clear Channel O&O stations to 

 

RADAR since RADAR 68. 

 

Says Munk: "It speaks to the 

 

whole inner and outer workings of 

 

our O&O station group at Clear 

 

Channel, and our whole manage-
ment team that manages the inven-

tory and clearances—new affilia-

tions, increased audience to exist-

ing stations and increased diligence 

 

of compliance supported by Clear 

 

Channel and Premiere management. 

 

Unbelievable performance—almost 

 

all of our stations were up dramati-

cally in their own audience locally." 

 

American Urban Radio Networks 

 

had a fairly flat performance over-

all—one network was up, one was 

 

down on the rankers. Pinnacle re-

mained in the top 20; its Renais-

sance dropped to 22n1. Still, Pin-

nacle was up 9.4% and Renaissance 

 

6.3%. Observed AURN President 

 

Jay Williams- "The biggest change 

 

in the ratings book was the popula-
tion. That affected everything. You 

 

saw major shifts, particularly for us, 

 

in Urban populations being better 

 

reported in this current census. The 

 

population sizes increased dramati-

cally in some demographics and the 

 

change was larger in the Urban 

 

population than the general popu-
lation. That would affect the num-

bers, even if you had the same AQH 

 

or even if it rose a little bit. Because 

 

the population base went up, it 

 

appeared that you lost ground in 

 

ratings. Well, that's not necessarily 

 

the case. You're taking the same 

 

number or a little bit larger number 

 

into a much higher population base." 

 

ABC Radio Networks showed 

 

12+ gains with Prime, Advan-

tage, Genesis, Platinum, Urban 

 

Advantage and Galaxy. ABCRN 

 

enjoyed increases in target demos 

 

for Advantage (14%); Genesis 

 

(12%); Young Adult (8%), News/ 

 

Talk (5%) and Urban Advantage 

 

(5%). ABCRN also increased its 

 

overall reach by about 4% from 

 

RADAR 70 to 71. Says Traug 

 

Keller, ABC Radio Networks 

 

President: "It was a good book 

 

for us. It continued to show the 

 

work that we've been doing on 

 

the affiliation side. It reflects stuff 

 

we did months and months ago. 

 

It's finally paying off on our Gal-

axy Network, certainly with Gen-

esis and Prime. We just added 

 

KLOS-FM on prime—we wanted to be 

 

on strong in IA." 

 

Adds Evans: "My judgement is 

 

RADAR 71 was a very strong book 

 

for network radio. If you look, 

 

three-quarters of the networks 

 

actually increased their audiences. 

 

Overall gross impressions from 

 

over a year ago has increased by 

 

about 3.4%. There were five 

 

double digit increases in P 12+ 

 

audiences, three of which were 

 

ABC Radio Networks. From my 

 

perspective, I think this was a 

 

very positive book for ABC Radio. 

 

We had the highest share of any 

 

of the networks in ternls of total 

 

gross impressions. We're up in 

 

gross impressions by about 6.2%. 

 

This is the fifth report in a row that 

 

we've had an increase in share 

 

compared to the other networks." 

 

How will ABCRN's Urban Ad-

vantage fare after it's fully included 

 

in RADAR? "It's going to have a 

 

major impact. UAN will jump in 

 

RADAR73 to the 71, ranked network 

 

Adults 18-49—it was 2511," Evans 

 

explains. `Butbecausewealsoadded 

 

audiences from Radio One to Young 

 

Adult, that's also going to jump from 

 

171' to W,; and on Advantage, which 

 

Will jump from 190, to 111i. The 

 

difficulty is on how RADAR is struc-

tured, because we're only going to 

 

receive about one-third of a credit 

 

for Radio One for RADAR 72, which 

 

comes out in March, because they 

 

came on 1/1/02, so it won't be until 

 

RADAR 73 that we will finally see 

 

100% credit for those stations. But if 

 

someone buys that network, they 

 

will get 1001/6. Our special tabs 

 

show us that UAN will be the 

 

number one Black Adult 18-49 

 

network with about 22% more au-
dience than the #2 network." 

 

The Media Audit 

 

Sets The Pace In The Local Market Qualitative Audience Industry. 

 

. The Media Audit has been providing two reports per year in all major markets since 1971. 

 

• Twenty-five years before anyone else followed suit.. 
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It is now 2002 and all of radio's 

 

forccAster:s, prognosticators and 

 

1)un(lil..11a\'(• weigliecl in. They gen-

erally belit•\'e 2002 will start bleak 

 

and end with a modest gain. 

 

Many of the sales managers to 

 

whom we have spoken, from a 

 

broad range of market sizes, are 

 

looking at this year with trepida-
tion. They have received from 

 

senior management revenue 

 

goals they feel they have little 

 

chance of achieving. This sets 

 

the stage for fear, stress, loss of 

 

jobs and turnover detrimental to 

 

revenue success. 

 

This exercise has gone on 

 

year after year and failures per-
sist because corporate theory is 

 

not grounded in market reality. The market intelligence of frontline sales 

 

management has to be acknowledged. Sales managers shouldn't be let off the 

 

hook. They must always be looking for ways to increase revenue by developing 

 

new and creative revenue streams. But it does no good to hand down corporate 

 

edicts which are out of touch with reality. 

 

We at Personal Selling Principles believe radio is a people business, and sales 

 

management must lead as well as follow. But it is important to understand how to lead. 

 

Interacting with a person based on how you like to relate is very much like trying to teach 

 

a pig to sing: "It wastes your time and annoys the pig." 

 

Every person—be they a marketing executive, co-worker, client or friend—is an 

 

individual with a unique set of traits that govern how they send and receive communi-

cation. Identifying the traits that best personify an individual is key to determining how 

 

best to foster a long lasting and mutually respectful relationship with that individual. This 

 

Jeffrey Myers 

 

Sales proposals: 

 

why more than one 

 

page is a waste 

 

By Paul Weyland 

 

A good proposal for a local direct client 

 

seldom ever needs to be more than one 

 

page long. Here is a great formula for doing 

 

effective one-page proposals that's as simple 

 

to remember as the letters S-0-S. 

 

I have had several clients show me the 

 

unbelievably complicated and confusing 

 

advertising proposals they received from 

 

other radio and television stations. Some 

 

were actually bound like books and 

 

contained more than 20 pages of graphs, 

 

charts, rate cards, "packages" and signal 

 

maps. Often the only customized thing on 

 

the proposal was the cover page. 

 

I've also known salespeople who spent 

 

a 'majority of their time sitting at their 

 

computer creating volumes of text and 

 

graphs that nobody wants to read. In fact, 

 

multi-paged proposals often do more to 

 

scare, intimidate and confuse a client than 

 

just about anything else. And, as I noted, 

 

seldom are they ever even read. 

 

Remember that we're trying to convince 

 

local direct clients that advertising with us 

 

is a logical and easy thing to do. So, why 

 

make the proposal look so complicated? 

 

Here ape the elements you need in 

 

any good proposal. They could he 

 

formatted on just one page and 

 

they spell S-0-S. 

 

• SITUATION—A brief overview of how 

 

you interpret the client's specific market-

ing and advertising challenges based on 

 

information you've gotten directly from 

 

the client, key employees, his website or 

 

advertising the client has done. 

 

• OBJECTIVE—A brief description of 

 

what you and your station specifically 

 

hope to accomplish based on the situation 

 

described above. You would include a 

 

retum-on-investment (ROI) calculation for 

 

the number of listeners or viewers your 

 

campaign might generate based on your 

 

client's average sale, profit margin, your 

 

station's total CUME audience and your 

 

average rate. The point here is to come up 

 

with a campaign goal that both you and 

 

your client think is reasonable and attain-

able. (Get a free trial of the Paul Weyland 
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Isabel Briggs Myers and 

 

Katherine Cook Briggs. "Their 

 

sysicill ul categorizing persun;ll 
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ences. The benefits to an org;uli-
zation are numerous. 

 

Myers-Briggs Type Indicating 

 

theory is very important in helping 

 

individuals: 

 

• Improving their oral and writ-
ten communication with clients. 

 

• Understanding and turning around "NO". 

 

• Enhancing client problem-solving. 

 

• Develop teams of marketing executives to help solve clients' needs. 

 

• Develop leaders and coaches. 

 

We at Personal Selling Principles believe in creating an environment that 

 

allows broadcasters to identify particular individual strengths and then im-

prove them. As we help an individual to improve strengths in their personal 

 

interactions, we help them build natural forces that minimize or eliminate 

 

detriments to excellence from their challenges. Working from strengths 

 

compensates for those challenges that would hinder success. For instance, we 

 

encourage people with problem solving skills to utilize them to answer 

 

challenges in relationship development. Or, we encourage people with 

 

excellent intuition to slow down to get more details to create harmony an 

 

achieve early success. Other personal strengths can be used to improve" 

 

performance in similar ways. The more management knows how each indi-

vidual that makes up the team will respond in an interpersonal setting, the 

 

greater success the individual and company will enjoy together. 

 

The best way to recession-proof your business is to recession-proof your staff. 

 

Invest in your greatest asset—your people. 

 

Bartz Horton 

 

Jeffrey Myers and Bartt Horton are principals of Personal Selling Principles and will 

 

make a presentation focusing on Myers-Briggs Type Indicating 2/7 at RAB2002. 

 

They maybe contacted at301-333-4912, 301-595-1871, PSPTraining@netscape.net. 

 

Mediator ROI calculator at www.rbr.com). 

 

• STRATEGY—A concise strategy on how 

 

you propose to accomplish your objective. 

 

Here is where you focus on the creative and 

 

scheduling strategies that you will need to 

 

achieve your client's ROI goal. Use clear 

 

and concise language that your client will 

 

easily understand. Show your client that 

 

your mutual ROI goal looks like a good 

 

calculated risk. Your schedule cost would 

 

be included here as well, but not in such a 

 

way that it leaps off the page. Although the 

 

cost of a schedule is usually the most 

 

negative thing in your proposal, I've actu-

ally seen proposals where the price was the 

 

biggest and boldest font on the page. 

 

Here are five great reasons to use a 

 

simple, succinct one-page proposal. 

 

1. A customized one-page proposal is much 

 

better than a media kit. Media kits can be 

 

overwhelming for someone who has no 

 

experience with using your . advertising 

 

medium. A customized idea on one page 

 

helps make your business with the client 

 

look simple, logical and solution-oriented, 

 

rather than confusing and complicated. 

 

2. Client proposals are never set in stone. 

 

In fact, they are always flexible. You 

 

should always use them to facilitate nego-
tiation. This is why your one-page pro-

posal is the ultimate tool for drawing out 

 

client objections, which you must do in 

 

order to close a sale. Your concise one-

page proposal helps you stay focused on 

 

your client's business and draw out any 

 

objections he might have. 

 

3. A one-sheet helps you organize your 

 

thinking. It serves as a script or "notes" 

 

for you. You are less likely to omit an 

 

important point. You appear more pro-
fessional and are more likely to impress 

 

the client. In fact by following this 

 

method, your presentation skills will 

 

become greatly enhanced. It helps de-

velop your thinking in a more straight-
ahead and logical way. 

 

4. You are bringing a legitimate idea— 

something of value to the meeting. Most 

 

media salespeople show up either empty-
handed or often worse, armed with a 

 

confusing and generic media kit. Your 

 

one-page proposal helps you look like 

 

you've done your homework. 

 

5. Each time you work on a one-sheet, you 

 

become more of an expert in different 

 

customer categories, handling objections 

 

and properly managing client expectations. 

 

Don't expect to sell your one-page 

 

idea in that first meeting. Expect that the 

 

client might say no to at least some of the 

 

points in your proposal. The idea is for 

 

the one-sheet to evoke a response in the 

 

form of objections. Be prepared to listen 

 

so you can respond appropriately. 

 

If your idea is really good and that 

 

particular client doesn't buy it, do more 

 

research, customize it for a new client in the 

 

same business category—and pitch it again. 

 

Paul Weyland is President of Paul 

 

Weyland Training Seminars. He can be 

 

reached at (512) 236-1222 or be email 

 

at weyland®swbell.net 

 

I 

 

I 

 

8 

 

www.rbr.com 

 

2/04/02 

 



PROFILER 

 

By Jack Messmer & Dave Seyler 

 

F 

 

SagaCommumcations, 

 

Keeping radio local 

 

While many of radio's giant corporations have been moving toward centralized control 

 

over formats, staffing and multi-market voice-tracking, Saga Communications (A:SGA) 

 

has been taking a different course. But then, CEO Ed Christian has always been a 

 

contrarian—willing to go his own way when he was convinced that much of the radio 

 

industry was wrong. He led the revolt against the NAB's endorsement of L-Band Eureka 

 

DAB, stayed largely on the sidelines when other groups were taking on boatloads of 

 

debt and buying everything in sight and has been vocal in his criticism of the industry 

 

for doing little more than paying lip-service to sales training. So it's hardly surprising 

 

that Saga today is run somewhat differently from other broadcasting companies. 

 

Christian often uses the word 

 

"empower" when talking about 

 

his local managers. His view-

point is that each local radio or 

 

TV operation should be run as a 

 

separate business, with the local 

 

manager responsible for know-

ing his market and station(s) in-

timately. That doesn't mean that 

 

there's no accountability. Quite 

 

the opposite. It means that each 

 

GM is accountable for holding 

 

himself and his staff to a high 

 

standard—a standard set in con-

sultation with Christian and other 

 

top Saga executives. 

 

"Saga's a little different than a 

 

lot of other companies," Christian 

 

told RBR. "When we do our bud-

geting each year, every depart-
ment head is required to do their 

 

own budget. They're given a copy 

 

of their budget from last year vs. 

 

their actual from the year. They 

 

have to sit down and do their own budget. Program directors have to prepare their 

 

budget. Each department head has to put together a complete and thorough plan. 

 

After they've done this, they review it with the general manager and they both sign 

 

off on it—literally sign off on their budgets. It's all then compiled by the general 

 

manager who then brings the budget here to present to us. We don't send budgets 

 

out to them. We just give them the format that we want the budget presented and 

 

then they come up with a budget book—which contains a complete market 

 

analysis, discussing all of the other competitive media in the market. It talks about 

 

retail trends in the market, what's happened in the market in terms of housing 

 

starts and new stores coming into town—so that we have a broad-based idea." 

 

Each GM takes that book to his annual budget meeting with Christian, CFO 

 

Sam Bush and Sr. Vice President of Operations Warren Lada—usually at a 

 

company retreat in Florida, giving everyone a break from winter at corporate 

 

headquarters in suburban Detroit. 

 

"By the way, I never look at a budget book until the guy sits down in front of me," 

 

Christian noted. "This budget book is more for him, because he's the one who has 

 

to live it. This is his bible. It should be in his desk drawer for him to look at to monitor 

 

his progress. We empower. Our general managers are autonomous—they are not 

 

independent—but they run their own business. We do not micro-manage. When a 

 

general manager joins Saga Communications it is with the understanding that this is 

 

your radio station—treat the people with respect, treat the radio station with dignity— 
if you do the right things, then profits will follow. Your budget is something you're 

 

supposed to do so that you have a game plan and a reference point throughout the 

 

year to go back to of what you've envisioned for the year." 

 

Christian knows that his way is not the industry standard he sees elsewhere 

 

these days. "The problem is today that a lot of the companies treat radio stations 

 

like a McDonalds franchise. Here's your book—French fries are in there for three 

 

and a half minutes until the buzzer goes off—here's what you do," he scoffed. "At 

 

radio stations, your assets go home every night. There is no playbook that you 

 

can send to tell your people `this is exactly how you do radio."' 

 

Ed Christian developed his own playbook over a long career which began behind the mic. 

 

"I decided in the fifth grade that I was going into radio. I paid for my own 

 

Broadcasting magazine when it was really a magazine. All I ever wanted to do 

 

when I was growing up was be on the air," he recalled. "I was on the air in Flint, 

 

MI and I realized that I would always be a triple-A or double-A ballplayer—that 

 

I would never get called up to the majors, I didn't have the skills and talent to 

 

do that—and that's why I got into sales." 

 

From there, selling to agencies for WCAR-AM Detroit, Christian went on to small-
market ownership, big-market management and then owning his own group. 

 

"It's the awe, the mystery, the magic that I still treasure. This is what 

 

keeps me going—my knowledge of what the industry is and can do and the 

 

magic that it still can create," Christian said. "We have people today who 

 

are mechanics and not magicians." 

 

With 57 radio stations and three TV stations, Saga is a far cry from the station counts 

 

that some other companies have amassed since deregulation, but Christian isn't envious. 

 

"if you have 1,200 radio stations, the only way you can do it is to de-personalize 

 

them," he said. That would be the exact opposite of the way Christian wants his 

 

radio stations to be—live and local stations that each have and unique personality 

 

and interact with their community. 

 

Ed Christian, CEO, Saga Communications 

 

Saga prefers prefe rred vendors 

 

Although CEO Ed Christian wants his 

 

local managers to have a lot of autonomy, 

 

Saga Communications does have an em-

phasis on using "preferred vendors" 

 

companywide—both to achieve advanta-

geous pricing and efficiency. 

 

"What we try to do is have a standardization 

 

of equipment in the company, 

 

Christian said. "I've always been a believer 

 

that you should take one particular vendor in 

 

whatever area it is—if it's traffic, if it's engineer-

ing for transmitters, if it's automation systems, 

 

your computer hard drives, whatever it might 

 

be—so that if something happens in one 

 

market, you can take a person in another 

 

market. If my traffic director is hit by a Mack 

 

truck in market X, I can import a traffic director 

 

from market Y without missing a beat. We're 

 

also big on redundancy—and I think that's one 

 

of the areas that's been short-sheeted over the 

 

last couple of years." 

 

In his view, a lot of big radio companies 

 

have been cutting comers on engineering. 

 

,,we believe you have to have total redun-

dancy in everything that you have. You've got 

 

to have two transmitters. You've got to have a 

 

main and an aux antenna, you've got to have 

 

a generator, you've got to have an STL and a 

 

back-up STL. You have to have two audio. 

 

processing units so that you have fail-safe," 

 

Christian insisted. 

 

In addition to that redundancy for each 

 

station, Saga has a portable FM transmitter in 

 

reserve that can be shipped to any market a 

 

1 kw rack-mounted transmitter. "That's for a 

 

worst-case emergency," he noted. 

 

Since the transmitter is the single most 

 

important piece of equipment for every radio 

 

station, Christian insists on keeping Saga's 

 

transmitted up-to-date—not just in working 

 

order. While other groups may figure that a 

 

transmitter is good for 20-25 years (and we've 

 

seen some much older still in daily use), Ed 

 

Christian believes 15 years is trade-in time. 

 

Why so aggressive on transmitter re-

placement? 

 

"You've got to think this thing is functioning 

 

24/7/365 and after 15 years it's becoming a little 

 

bit of a tired cowboy—plus, there have been 

 

state-of-the-art changes made in transmitters 

 

and everything else during that time," Christian 

 

explained. "After 15 years we look at a trans-

mitter and say, it's time to move on." 

 

As a result, Saga put in about a dozen new 

 

transmitters company-wide in 2001. "I can tell 

 

you right now that I know I've got probably 

 

five coming up this year," Christian told RBR. 

 

Under Saga's preferred vendor program, 

 

Christian and his team sit down once a year with 

 

the company's transmitter vendor to establish 

 

the rate that Saga will pay that year for transmit-

ters—setting the price for a lkw unit, 5kw, 20kw 

 

and etc. Broadcast Engineering (BE) is Saga's 

 

current vendor, having succeeded Continental 

 

in that "preferred vendor" slot. 

 

"We've never had a pitch from Harris. 

 

They've kind of abdicated that territory for 

 

some reason," Christian noted. 

 

By dealing with a single vendor, Saga 

 

expects to receive a price break, but in return 

 

promises the vendor all of the company's 

 

business. "We want the best price that we can 

 

possibly have and we guarantee you that every 

 

box we buy during that year will be a BE box," 

 

Christian said of the transmitter deal. 

 

In addition to BE for transmitters, other 

 

preferred vendors for Saga include CBSI for 

 

traffic, RCS for music scheduling and BE's 

 

AudioVault for studio automation. Also, the 

 

company is generally using Pro-Tools for 

 

production. One production director is hold-

ing on to an older system, which Christian 

 

thinks is outdated, but—proving his belief in 

 

local market autonomy—the boss won't 

 

force him to switch. 

 

Saga has a slightly different approach for 

 

research vendors, using several different 

 

research companies—generally three or 

 

four—because Christian views research as 

 

an area that's very different from the pur-
chase of hardware. 

 

"We're not about to dictate to a local 

 

manager the type of research service he should 

 

use, because it varies from market to market. 

 

They have a level of comfort and they've 

 

established a relationship" Christian explained. 

 

"Hard goods are one thing. Personal relation-

ships in research are another." 

 

Even so, Saga has asked those research 

 

vendors for price breaks, due to the tough 

 

economy. "We're getting hammered by a lot 

 

of our clients in terms of price point right now. 

 

We're not having any fun," Christian said is 

 

the message that he's relayed to those ven-

dors. "Since you've been with us for a number 

 

of years, we expect you to work with us 

 

during this temporary thing. We're not asking 

 

you for long-term reductions, we're asking 

 

you to help us out as we're trying to help out 

 

everybody during this time." 

 

Although channel spacing and other engi-

neering limitations make it impossible in 

 

many cases to consolidate transmitter loca-

tions, since Saga and the rest of the industry 

 

began assembling superduopolies after pas-

sage of the 1996 Telecommunications Act the 

 

company has been busy adding studio space 

 

for additional stations or, in some cases, 

 

constructing a new facility from scratch. 

 

"In all of our markets we want to operate 

 

out of one location," Christian said—and that 

 

mission is nearly complete. All of Saga's 

 

station clusters are now consolidated—one 

 

studio/office complex for each market, with 

 

the build-out of the last—Clarksville, TN— 

now in its final stages. 

 

Director of Engineering Greg Urbeil 

 

makes sure of cross-platform compatibility 

 

when stations are consolidated which had 

 

been in different facilities under different 

 

owners. "Before we do a project, it's his job 

 

to make sure that everything talks to each 

 

other," Christian said. 

 

Urbeil and other Saga engineers are 

 

now installing BE's AudioVault—the pre-
ferred vendor for Saga's on-air computer 

 

system—in the newly-built facility for its 

 

five-station Clarksville cluster. 

 

"It's all new state of the art," Christian 

 

said of the new building. In fact, Clarksville 

 

is a particular source of pride, since the 

 

former main facility had been so far below 

 

the standard he sets for Saga. As he de-

scribed it, WCVQ-FM had been in a 2,000 

 

square foot building, with the sales office 

 

out back in a mobile home and studios in a 

 

horse trailer (but without any horses still in 

 

residence). To Christian, that was unaccept-
able and unprofessional. 

 

"We're not guilty of conspicuous con-

sumption, but we want the people in the 

 

community, when they come to the radio 

 

station, to walk in there and take you 

 

seriously," he said. "And if you're in a 

 

dilapidated building, and you're run-down, 

 

and your carpeting is thread-bare, and 

 

you've got yellow acoustic tiles, and it 

 

doesn't show the pride in your plant, then 

 

how can you expect the public or your 

 

advertisers to take you seriously?" 

 

It may be an old-fashioned view, but 

 

Christian insists that a radio station's facility 

 

itself should project a certain level of pro-
fessionalism—and he doesn't hesitate to 

 

criticize other groups who don't set such 

 

high standards for their physical plant, who 

 

don't worry about projecting an image of 

 

pride and professionalism. "That's really 

 

one thing that's missing today in this ulti-

mate quest for profits. There are companies 

 

out there right now that have mandates to 

 

re-use the paper in the copy machine— 

`when you're done with it, turn in back in 

 

and use the other side"'—a cheap and 

 

unprofessional approach that leaves Chris-

tian shaking his head with disdain. 
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and proud of it! 
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Saga has more than 1,800 

 

computers, Christian said, 

 

"And we have done an audit 

 

on every single one of them 

 

to make sure that all of the 

 

software installed there is 

 

company-owned software 

 

dedicated to that machine. 

 

That's a big expense, but the 

 

fact is that's what the law is 

 

and that's how we operate." 
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• Marcia Lobaito is Vice President/Director of Rosiness Affairs, with primary responsibilities as 1 lunlan Itesoul•ce Director. She has been 

 

with Saga since its inception in 1986. Prior to that, she served as Business Relations Director for Josephson Communications and Client 

 

Account Coordinator for Baker, Abbs and Cunningham Advertising. 

 

• Catherine Bobinski has been a Saga Vice President since March 1999 and Chief Accounting Officer and Corporate Controller since 

 

1991. Prior to joining Saga, she spent four years in public accounting, most recently with Ernst & Young. 

 

• Greg Urbeil, Director of Engineering, who joined Saga from CBS. 

 

• Lori Ryntz, Financial Analyst 

 

• Cindy Loerlein, Financial Analyst 

 

• Rose McAfee, Executive Assistant 

 

• Yvonne Stevens, Administrative Assistant 

 

• Michelle Novak, Programming Coordinator 

 

All are based at Saga's corporate headquarters in suburban Detroit (Grosse Pointe Farms, MI), except Goldstein and Novak, 

 

who have offices Westport, CT. 

 

Sagacious Saga 

 

picks its markets well 

 

The market structure of Saga Communica-
tions is one of the most unique configura-
tions one can find in operation today. Three 

 

markets have 12+ populations in excess of 

 

1M people, while some others are beyond 

 

the scope of Arbitron. 

 

Saga's 11 Arbitron markets run the gamut 

 

from major league urban areas to tiny 

 

backwaters. Saga is competitive in all of 

 

them, and is the outright ratings leader in 

 

five. The lone exception is tiny Sioux City, 

 

IA. Saga's combo listed there is a regional 

 

powerhouse out of unrated Yankton, SD, 

 

which just happens to pick up some of its 

 

listening in the Sioux City area. 

 

Fall Arbitron books are just now trick-

ling into our offices. The most recent 

 

ratings available were used for each chart. 

 

Ratings are combined 12+ for each owned 

 

station. Station groups with a total share 

 

of 1.0 or less are not listed. Companies 

 

with a * are operating a duopoly; 

 

** indicates a superduopoly. 

 

Milwaukee (32) 12+: 1,393,800 

 

Saga is in excellent position to capture 2nd 

 

place. Journal is limited to a combo in its 

 

hometown, where it also has a TV and a 

 

newspaper. Pres/GM Tom Joerres. 

 

Rank Owner AMs FMs Fa01 

 

1 **CCU 2 4 34.0 

 

2 Journal 1 1 15.8 

 

3 **Saga 1 4 15.7 

 

4 *Entercom 1 2 10.3 

 

5 *All Pro 1 2 5.8 

 

6 Courier 1 0 1.5 

 

7 *Bliss 2 2 1.2 

 

Columbus OH (36) 12+: 1,334,800 

 

We keep waiting for someone besides 

 

CCU to make a move in this less-than-

completely consolidated market. Perhaps 

 

Saga will be the one-enhancing a solid, 

 

old-fashioned AM-FM combo. Pres/GM 

 

Alan Goodman. 

 

Rank Owner 

 

1 **CCU 

 

2 **Radio One 

 

AMs FMs Share 

 

3 6 25.4 

 

0 3 10.4 

 

3 RadiOhio 1 1 9.6 

 

4 **Infinity 0 3 9.3 

 

5 *North American 1 2 9.1 

 

6 Saga 1 1 8.0 

 

7 *Stop 26 1 2 2.9 

 

8 WCLT 1 1 2.6 

 

9 *Scantland 0 2 2.4 

 

10 Chrstn Voice 0 1 1.8 

 

ll Ingleside 0 1 1.6 

 

Norfolk (38) 12+: 1,241,500 

 

Saga does very well with a limited lineup. 

 

If it could ever pry some stations away from 

 

Sinclair Telecable, it could dominate. Pres/ 

 

GM Dave Paulus. 

 

Rank Owner AMs FMs Su01 

 

1 **Entercom 0 4 21.4 

 

2 **Barnstable 2 4 20.8 

 

3 **CCU 0 4 14.4 

 

4 *Saga 1 2 14.3 

 

5 *Sinclair Tcbl 2 2 11.0 

 

6 **Willis 3 0 1.2 

 

Springfield MA (82) 12+: 509,600 

 

Saga bulked up in Springfield, in the shadow 

 

of Boston, during the Y2K CCU/AMFM 

 

spin-off bonanza. GM Larry Goldberg 

 

Rank Owner 

 

*CCU 

 

Lappin 

 

*Saga 

 

AMs FMs Fa01 

 

1 2 2 20.4 

 

2 1 1 13.0 

 

3 2 2 9.8 

 

4 *Gois 2 0 2.3 

 

5 Hampshire Cty 1 1 2.0 

 

Des Moines (89) 12+: 453,800 

 

Saga actually ousted CCU from the lead over 

 

the summer, but it's precarious. Clearly, how-

ever, Saga is more than able to go head-to-
head with the giant group. GM Bill Wells. 

 

Rank Owner AMs FMs Su01 

 

1 **Saga 2 4 31.1 

 

2 **CCU 3 4 28.8 

 

3 **Wilks 1 4 23.0 

 

4 Positive Impact 0 1 1.2 

 

5 Lifestyle 0 1 1.0 

 

Portland ME (162) 12+: 226,600 

 

The battle between Citadel and Saga is 

 

closer than it looks-especially' when you 

 

consider the benefits of Saga's market lead-

ership in the surging News-Talk arena. 

 

Look for a flip flop at the top when Fall 

 

numbers come in. Pres/GM Larry Pahigian. 

 

Rank Owner AMs FMs Sp01 

 

1 **Citadel 0 6 35.0 

 

2 **Saga 3 3 30.7 

 

3 **WMTW 1 3 7.0 

 

4 "Atlantic Coast 3 2 6.3 

 

5 "Mariner 0 3 3.0 

 

Manchester (189) 12+: 185,300 

 

Saga is the primary radio company in the 

 

presidential primary capital of America. VP/ 

 

GM Ray Garon. 

 

Rank 

 

1 

 

2 

 

3 

 

4 

 

5 

 

Owner AMs 

 

*Saga 1 

 

CCU 1 

 

**Vox 1 

 

Tele-Media 0 

 

Northeast 1 

 

FMs 

 

2 

 

1 

 

4 

 

1 

 

0 

 

Fa01 

 

24.9 

 

11.4 

 

3.9 

 

1.8 

 

1.4 

 

Clarksville (198) 12+: 172,300 

 

Saga bought the biggest group in this small 

 

market last year-this market is in the 

 

shadow of Nashville. GM Scott Farkas. 

 

Rank Owner AMs FMs Sp01 

 

1 **Saga 2 3 25.5 

 

2 Key 1 1 9.2 

 

3 Cumberland 1 0 2.2 

 

4 Cromwell 1 0 1.3 

 

5 *Ham 1 0 1.3 

 

Springfield IL (202) 12+: 167,900 

 

Saga's other Springfield, where Saga outslugs 

 

two other groups with a solid top-to-bot-
tom station lineup. VP/GM Dana Harman. 

 

Rank Owner 

 

1 **Saga 

 

2 **CCU 

 

3 **Mid-West 

 

Family 

 

AMs 

 

1 

 

1 

 

1 

 

FMs 

 

4 

 

3 

 

3 

 

Fa01 

 

29.1 

 

23.9 

 

19.8 

 

Champaign (212) 12+: 152,200 

 

Saga is the leader in a small market with 

 

only one other group-AAA Entertainment 

 

out of Providence. GM Chris Foate. 

 

Rank Owner 

 

1 **Saga 

 

2 D.W.S. 

 

AMs FMs Fa01 

 

0 3 25.0 

 

1 1 17.0 

 

3 **AAA 

 

4 Illini Media 

 

5 WBCP 

 

0 

 

0 

 

1 

 

4 

 

1 

 

0 

 

16.5 

 

4.0 

 

2.0 

 

Sioux City (257) 12+;101,300 

 

As previously mentioned, Saga's Yankston, 

 

SD blowtorch combo just happens to pull in 

 

some listeners to these farm-oriented sta-
tions. GM David Oustad, 

 

Rank Owner AMs FMs Sp01 

 

1 **CCU 2 3 36.1 

 

2 *Powell Bcg 2 2 31.9 

 

3 Waitt 0 1 9.9 

 

4 Saga 1 1 2.8 

 

Unrated markets 

 

Bellingham WA 3AW2FM, VP/GMRiickstaeb. 

 

GreenEieldMA lAM/1FM, GM Gletn><Cardinal 

 

Mitchell SD: 2FM, GM Tim Smith. 

 

Spencer IA: 1AM/2FM, GM Dave Putnam 

 

Source: Arbitron, RBR database 

 

Saga's TV holdings 

 

Ed Christian says he runs TV stations like 

 

radio stations-live and local in the area 

 

that generates local revenues, news. 

 

Joplin, MO: KOAM-TV, CBS, Channel 7; 

 

Pres./GM Danny Thomas. 

 

Greenville, MS: WXVT-TV, CBS, Channel 

 

15; GM Jeff Pryor 

 

Victoria, TX: KAVU-TV, ABC, Channel 25; 

 

LMA of KVCT-TV, Fox, Channel 19; plus 

 

three LPTVs with NBC, Univision and HSN; 

 

GM David Cavileer. 

 

Saga's "other" radio group 

 

Saga owns three state radio networks 

 

and, even in Illinois where Saga owns 

 

radio stations, the networks are completely 

 

separate operations. All three are run by 

 

VP/GM Dennis Mellott. 

 

Illinois: Illinois Radio Network. 

 

Michigan: Michigan Radio Network; Michi-

gan Farm Radio Network 

 

10 

 

www.rbr.com 

 

2/04/02 

 



Ib 
 

Ed Christian: 

 

Speaking out 

 

"My concern about the industry right 

 

now is the de-humanization of ra-

clio," Ed Christian told RBR. "We 

 

still have intense pride in what we 

 

do. I hate to say this, but we kind of 

 

look at Saga as an endangered spe-
cies. There are just a few of us left 

 

that we consider the real, honest-to-

god broadcast companies. When I 

 

started in this business, you were 

 

allowed seven AM and seven FM and 

 

you were really a shooter if you had 

 

14 radio stations. And then we said, 

 

well seven is not enough, let's go to 

 

12 and 12. Then we got to 20 and 20. 

 

'If you had that number, you were 

 

really it. If you look back at the 

 

number of competitors we had then 

 

in any market and now how the 

 

industry has gone through this huge 

 

paradigm shift. For us, with 57 radio 

 

stations—we're the small guy." 

 

Many big groups aren't client fo-

cused these days, Christian complains. 

 

"You have a Director of Sales stretched 

 

to the maximum, the idea of getting a 

 

.Mongol hoard in as far as the number 

 

of sales people to send out. At some 

 

of the Infinity stations there are more 

 

sale cubicles—more floor space de-

voted to sales than to programming. 

 

I'm not saying that's bad, but you 

 

need to get down and address the 

 

fundamental that we're probably one 

 

of the very few industries in the coun-

try that has no standardized, univer-

sal way of training our people. You 

 

go into any of the other major compa-
nies and they all have a program-

they have suppliers and vendors that 

 

train their people how to sell." 

 

Christian has been sounding the 

 

,alarm for years that radio needs to 

 

do a better job of training its sales 

 

people, but he thinks, many other 

 

groups are merely paying lip-ser-
vice to the idea of training. 

 

"I have to differ a little with Clear 

 

Channel," Christian said. "I laud their 

 

idea of hiring 500 new sales people. 

 

The fact is, if you hire 500 new sales 

 

people, in truth you might end up 

 

with 150 to 200 because the attrition 

 

rate is still huge in this business. 

 

There is no formalized training pro-

gram that you get." 

 

While the big companies say 

 

they're becoming more professional 

 

about training, Christian says that's 

 

not what he's seeing from the 

 

trenches. "Someone at one of the big 

 

group stations told me the other day 

 

that one of the veteran sales people 

 

walked by the cubicle of one of the 

 

new hires and saw the person sitting 

 

there with the Yellow Pages. This 

 

goes back to the early days of ra-
dio—some things have not changed! 

 

You spend a week with them and 

 

i hen you toss them the Yellow Pages." 

 

So, what is Saga doing differently? 

 

"We do a tremendous amount of 

 

sales training, in terms of the systems 

 

that we use. I just had Dave Gifford— 

Dave, God bless him, I think he's still 

 

the finest sales trainer in the country, 

 

and at 67 he's slowing down a little 

 

bit—we had Dave do his thing at all of 

 

the radio stations," Christian said. 

 

In addition, Saga has recently used a 

 

sales trainer from outside radio—"a guy 

 

who primarily makes his living training 

 

sales people at car dealerships." 

 

At the local level, Saga stations work 

 

at training their sale people by having 

 

their sales teams interact with clients. 

 

"For instance, we'll take one of our 

 

leading advertisers and ask them to 

 

come on in to a sales meeting," Chris-
tian explained. "We'll ask a car dealer 

 

to come in and take 30 minutes or 45 

 

minutes and tell us about his business. 

 

It does a couple of things. First, it gets the dealer 

 

into the radio station to see what's going on." 

 

Secondly, he continued, it lets the client explain 

 

what's important to him—how his business 

 

works and what he needs to accomplish. 

 

According to Christian, who's been observ-

ing radio sales people for many decades, there 

 

are four levels of sales people: 

 

1. Veteran professionals, 

 

2. Those who have been around for several 

 

years "that are beginning to get it," 

 

3. Those that are showing promise, 

 

4. Developmental new hires. 

 

He says it takes at least six months to 

 

determine whether new hires will make it, so 

 

just throwing more bodies out on the street isn't 

 

going to do much to improve sales. 

 

Christian himself had to learn on the street 

 

how to sell by focusing on the client's needs, 

 

rather than pitching cost-per-point. 

 

"I started at WCAR-AM in Detroit and I started 

 

right in with agency sales, I had my career 

 

backwards. I started in agency sales. I never 

 

sold retail. It wasn't until I had a little radio 

 

station in Charlotte, MI when I was 27 that I 

 

started selling retail," he recalled. "The only 

 

agency [account] we had in Charlotte was State 

 

Farm Insurance. I suddenly realized in selling 

 

retail that people don't really want to know 

 

about radio. They want you to know all about 

 

their business and help them solve their prob-
lems—if that involves radio advertising, so be it. 

 

But anything you have to say about radio, they 

 

could care less." 

 

While Ed Christian is outspoken about 

 

the direction the radio industry has been 

 

going, he doesn't spare the advertising 

 

agencies either. 

 

"Agencies always have a propensity 

 

to promote clerk-typists to media buy-
ers. And that hasn't changed in all of the 

 

years that I've been in the business," he 

 

complained. "I don't mean to denigrate 

 

senior buyers at agencies, but a lot of 

 

the people that have the [buying] re-

sponsibility just say 'here's the cost-per-

point, meet it or don't get the buy,' and 

 

they don't have the fundamental under-

standing of what radio can really do. 

 

They don't understand the power of 

 

radio or the individual station and its 

 

place in the market and community. 

 

One radio station, which might have 

 

less people in their cost-per-point, could 

 

even be a better buy because of what it 

 

does and what it attains." 

 

What those CPM-focused buyers 

 

don't recognize, Christian says, is, "Not 

 

all radio stations are equal. You can't 

 

treat a listener on Station A and a 

 

listener on Station B as just a commod-

ity. There is a qualitative level that 

 

exists in this business." 

 

But hasn't Arbitron made that happen? 

 

"Yes, but again we get down to the 

 

training of sale people," he replied. "The 

 

sales people use the [Arbitron] book as a 

 

crutch—if we don't have the ratings we 

 

can't get the buy, if we have the ratings 

 

we can get the buy. Well, if that's the case, 

 

we don't need you! The fundamental 

 

problems that we have in radio today are 

 

the same ones we've had for years now— 

and we're not addressing them. We're just 

 

hoping that consolidation masks a lot of 

 

these problems long-term." 

 

To help radio groups deal with those 

 

problems, Christian would like to see the 

 

Radio Advertising Bureau adjust its focus. 

 

"The RAB has always suffered from a 

 

bifurcated thrust," he
-said. "The RAB needs 

 

to get down to developing a cohesive, on-

going training platform for radio stations." 

 

The other thrust is to be out selling the 

 

radio industry to advertisers—and that's 

 

an important mission which Christian sup-

ports wholeheartedly. Even so, he sug-

gests that the organization could do with 

 

some restructuring. "I think the infrastruc-
ture of the RAB is probably a little bloated," 

 

he said. "The board of directors is much 

 

larger than it needs to be. They need to re-
define their mission statement." 

 

But Christian was quick to add, "I 

 

don't mean to be critical of the RAB." 

 

Saga, he noted, is an RAB member in 

 

every market. 

 

Next week, Saga programming guru 

 

Steve Goldstein 

 

Single Source Streaming Solutions 

 

NOW ORDER A LA CARTE OR 

 

GET IT ALL AT ONCE 

 

Broadcast Electronics has created a complete turn-key 

 

that's the only complete solution in the industry. You 

 

pick the parts you want now or order the whole 

 

package. It's the best system in the business from the 

 

most reliable and stable source in the industry - BE. 

 

CUSTOM TUNERS 

 

Gives you the ability to br,)nd your live 

 

broadcast signal. 

 

• Custom Internet Tuner 

 

• Artist & song information with album art 

 

• e-commerce options 

 

streaming package 

 

AD INSERTION 

 

• Web-based Ad manager/Traffic System Included 

 

• Target by date Ranges, Day of Week, Hour of Day 

 

• Web-based Ad Reporting including Status, Delivery 

 

Rate, Run Type, Scope, Click Throughs 

 

• Synchronized Rich media ads with 

 

Audio - Banners, 125 X 125 Title 

 

STREAM HOSTING 

 

• Diverse Data Centers avoids 

 

Net Congestion 

 

• Web-based Network Reporting 

 

• WindowsTM Media Serving -

No Listener Downloads Required 

 

SIDE CHANNELS -

FLANKING FORMATS 

 

• Choose from 55 Formats 

 

• Maximize Time Spent Listening 
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Complete Comprehensive Internet Radio package: 

 

Includes S3R100 Encoder 

 

Hosting and streaming services for your station's signal 

 

Ad Insertion, Ad Traffic System, Ad Reports and Media Reports modules 

 

For more information, contact 

 

Sanit� a 

 

Broadcast Electronics 

 

888-232-3268 • www.sonixtream.com 
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Radio One files 

 

$500M shelf 
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Chip Broadcasting CE0 Ross 

 

Love and his family, and vari-
ous Flue Chip investors who 

 

became Radio One stockhold-
ers in last year's merger. One 

 

of those is Quetzal/JP Morgan 

 

Partners LP, the minority in-
vesunent fund backed by JP 

 

Morgan Chase and several 

 

large broadcasters, which is 

 

registering to sell half of its 

 

2.3111 share stake in Radio One. 

 

The Radio 

 

IndeXTM 

 

A jittery market is keep-

ing prices in check. For 

 

the week, The Radio In-

dexTM fell 2.32 to close 

 

1/30 at 214.395. 
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Los Angeles radio revenues by quarter 

 

($ in thousands) 
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Source: SCBA. Based on 51 radio stations in Los Angeles and Orange 

 

Counties. SCBA & BIA estimates, 

 

Rodriguez doubles in Austin 

 

Rodriguez Communications has cut a de:11 to buy KHHL-FM Austin 

 

(Leander, TX) for $22M and has already begun simulcasting its 

 

Regional Mexican format, "Exitos," on 98.9 mHz after enjoying 

 

dramatic success on the handicapped signal of KXXS-FM, 104.9 

 

mHz. KHHL, currently owned by William Lynett's Shamrock 

 

Communications group, had been programming "Rock without the 

 

Hard Edge" after dumping Young Talk. 

 

Strictly speaking, the buyer in this deal is KHHL Acquisition LLC, 

 

which is controlled by Amigo Broadcasting, with James Anderson as 

 

sole manager. The Marcos & Sonya Rodriguez Family Trust owns 
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STATIONS FOR SALE! 

 

2 FM's 1 AM in Louisiana. Positive BCF. $4.75M 

 

FM in rated North Carolina market. $1.18M 

 

Boston UHF. Positive BCF. $47.5M 

 

For more information contact George Reed at (904) 285-3239. 

 

Central Valley, California - Class "A" FM -

Strong Upside - Great Opportunity. 

 

Large Southwest Market AM - Upside potential -

Good signal - Priced to sell. 

 

Resort Market - Class "A" FM -

Opportunity for sales growth with strong format. 

 

LPTV - Major Market CP - Growth market, part of large market area. 

 

For more information contact Tom McKinley at (415) 924-2515. 

 

Top 40 Market AM station. $ 900,000 

 

Rocky Mountain Resort market FM stations. $3.OM 

 

For more information contact Greg Merrill at (435) 753-8090. 

 

Iowa small market AM/FM. $700k terms 

 

Upstate New York AM - rated market. $800k cash 

 

For more information contact Mitt Younts at (804) 282-5561. 

 

Eastern New Mexico 2 AMs/3 FMs. 

 

Central Wisconsin 2 FMs. 

 

Southern New Mexico 8-station group (5 FMs/3 AMs). 

 

Mid-central Oregon 2 AMs/3 FMs. 

 

For more information contact Austin Walsh at (415) 289-3790. 

 

New Mexico full-time AM in rated market. $700k 

 

Oklahoma 5-station group. $2.2M 

 

Texas small market AM/FM. $700k 

 

For more information contact Bill Whitley at (972) 231-4500. 

 

Media Smices Group 

 

By Jilc.k Wyallor 
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Entercom: KWOO's owner isn't bankrupt 
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President and sole shareholder of Roycc, h.1`. h,'(.11 judged to be a 

 

'vexatious litig:I111' I)\ III(• (::Ililurnia courts. I lll('1(()m's filing went ()11 

 

to list 69 lawsuits involving Stolz or Rod (t in -Sacramento and -Saul 

 

Francisco counties, including two suits that -Stolz had filed against I:mv 

 

firms which used to represent him. 

 

Documents filed recently in the federal bankruptcy court proceeding 

 

disclosed that Royce had also added Kalil & Co, as a defendant in his 

 

unsuccessful countersuit against Entercom. The brokerage firm had 

 

represented Royce in the KWOD sale negotiations. 

 

Had the state court hearing gone on as scheduled, Entercom said it 

 

was prepared to present testimony from station broker Larry Patrick 

 

of Patrick Communications that the six-year delay in transferring tilt• 

 

KWOD license had cost Entercom $7M—and that Entercom's Sacra-

mento GM John Geary would testify that his estimate was $IOM. Thus, 

 

Entercom was hoping that Judge Sheldon GrossHeld would order 

 

Stolz to sell the station to Entercom for $15-18M after deducting 

 

damages from the original $25M price tag. 

 

Even in the worst-case scenario for Royce, Entercom argued to the 

 

bankruptcy court, Royce would still end up with a cash payment of 

 

$15M, while its Chapter 11 petition lists debts of less that $100K. 

 

According to Entercom's motion to dismiss Royce's bankruptcy 

 

filing, "The Bankruptcy Code permits this court to dismiss a Chapter 11 

 

case in cases such as this, where a petition is filed in bad faith 

 

Salem says block program contracts will gain 5% 

 

Religious block program sales are sort of like bank CDs in the reventlt• 

 

portfolio of Salem Communications (O:SALM)—slow but sure growth 

 

that looks boring when the advertising market is exploding. hut much 

 

more attractive in hard times like now. As usual, CEO Ed Atsinger 

 

RADIO DEALS 

 

A Step by Step Guide 

 

Erwin G. Krasnow & Eric T We 

 

I 

 

Available 

 

now 

 

for only $69. 

 

Radio Deals: A 

 

Step by Step Guide 

 

By noted communications 

 

attorneys Erwin G. Krasnow and 

 

Eric T. Werner 

 

Read this book before you buy or sell a radio sta-
tion and save yourself legal troubles down the road. 

 

That's why it's being called "a safety guide for 

 

station sellers and buyers." 

 

Here's what people you know 

 

are saying about this book: 

 

"This book is a great contribution to the industry. 

 

1 only wish 1 could have used it as the handbook in pulling 

 

together Cumulus. "—Richard Weening, CEO of 

 

QUAESTUS & Co., Inc. and the original investor and 

 

founder of Cumulus; he also served as Executive 

 

Chairman of Cumulus for its first three years of life. 

 

"Radio Deals is a very informative book 
-

the use of specific examples to 

 

solve specific problems and answer particular situations is 

 

excellent."—Jay Williams, Jr., COO, Burlington Broadcasters, 

 

Inc. and President, Broadcasting Unlimited, Inc. 

 

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. Call April Olson at 

 

703-719-9500 or by email at aolson@rbr.com 

 

I� 

 

www.rbr.com 
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.'.eports that Salem has renewed over 

 

)0% of its block program contracts for 

 

mother year. The company projects 

 

hat those contracts will increase same-

;tation block programming revenues 

 

Ior 2002 by 5% over last year. 

 

Salem has also updated its finan-

Jal guidance for Q4 (yet to be 

 

7inalized) and the current Q1. The 

 

:ompany says Q4 should come in 

 

with same-station revenue growth 

 

:)f about 10%. That would put net 

 

-evenues at $36.1M and broadcast 

 

:ash flow at $12.6M. Final numbers 

 

"or Q4 and all of 2001 will be 

 

.announced 3/4. 

 

For the current quarter, Salem is 

 

projecting same-station revenue growth 

 

in the "low double-digits." It foresees 

 

-net revenues of $34-34.5M and cash 

 

flow of $9-9.5M. 

 

RBR observation: Atsinger has 

 

been telling Wall Street for years 

 

that his company is "recession-

resistant" (and he's always careful 

 

to note that's not the same as re-

cession-proof). Now he's deliver-

ing the goods. Will more investors 

 

start taking notice of this Religious 

 

radio company? 

 

Ackepley shareholders 

 

P approve merger 

 

w 

 

Shareholders of The Ackerley Group 

 

(N:AK) voted overwhelmingly last 

 

week in favor of the company's pend-

ing merger with Clear Channel Com-

munications (N:CCU). The approval, 

 

which was never in doubt, saw share-

holders cast 97.5% of their votes in 

 

favor of the $800M stock-swap deal 

 

(RBR 10/15/01, p. 1). No closing date 

 

has been set, since the merger still 

 

needs FCC approval. 

 

Opban/CRL lowers warrant 

 

strike price 

 

)rbani Circuit Research Labs (O:CRLI) 

 

has reduced the strike price for its 

 

Class A warrants from $1.75 to $1 to 

 

reflect the current market price of 

 

the company's stock. Orban/CRL's 

 

thinly traded shares have recently 

 

been between 95 cents and $1. 

 

Orban/CRL has also extended the 

 

term of the warrants by 30 days, 

 

giving holders until 2/23 to exercise 

 

the warrants. The company says that 

 

any proceeds from the exercise of 

 

those warrants will be used to pay 

 

down its $8.5M in debt owed to 

 

Harman International (N:HAR) from 

 

Circuit Research Labs' $10.5M acqui-
sition of Orban in 2000. 

 

NFL helped SpoptsLine.com 

 

through tough year 

 

',portsLine.com (O:SPLN), which is 

 

32% owned by Viacom (N:VIA), re-

ported a modest gain in Q4 rev-
enues for its ongoing business op-
erations and an improvement in its 

 

still-negative EBITDA. The company 

 

credited fan interest in the NFL sea-
son for driving it to a record 1.613 

 

page views in October, with 4.213 

 

page views for the full quarter. 

 

The company, which operates the 

 

CBS.SportsLine.com website, reported 

 

that Q4 revenues were $15.5M, com-

pared to pro forma revenues of $14.9M 

 

a year earlier (excluding terminated 

 

deals with AOL, MVP.com and others). 

 

Negative EBITDA improved to $4.1M 

 

from a pro forma $6.3M a year earlier. 

 

Importantly, advertising revenues rose 

 

. to $13.7M from a pro forma $13.1M. 

 

Viacom offers to buy out 

 

small shareholders 

 

Viacom KVIA & VIAb) is trying to cut 

 

its costs associated with tracking 

 

shareholders by offering to buy back or 

 

boost the holdings of shareholders who 

 

own less than 100 shares of the company's 

 

stock. Under the deal being offered through 

 

2/21, those small shareholders can either 

 

sell the company their small lots at the 

 

market price, minus a $2 per share process-

ing fee (to a maximum of $40), or they can 

 

buy enough additional shares to get them to 

 

100 under the same terms (market price 

 

plus $2 per share). The voluntary program 

 

aimed at reducing the number of small, 

 

odd-lot shareholders is being administered 

 

by Corey Seckular of Georgeson Share-

holder at 800-877-8579. 

 

Cuban buys out Belo's 

 

Mavericks stake 

 

The post-dot-corn stock market hasn't left 

 

Broadcast.com (now Yahoo! Broadcast) founder 

 

Mark Cuban without any liquidity. Cuban was 

 

already majority owner of the NBA's Dallas 

 

Mavericks. Now he's bought out minority part-
ner Belo's (N:BLC) stake—settling a lawsuit that 

 

Belo had filed against him a year and a half ago. 

 

Cuban paid Belo $27M for 12.38% of 

 

the team and 6.19% of the American 

 

Airlines Center, where home games are 

 

played. Belo bought those interests in 

 

1999 for $14.5M. Belo said it also entered 

 

into a comprehensive marketing agree-

ment with Cuban to advertise the 

 

Mavericks on Belo's Dallas proper-

ties, The Dallas Morning News and 

 

WFAA-TV (ABC, Ch. 8). 

 

Finova leaving Big Board 

 

Finova Group (N:FNV) is being dropped 

 

from the New York Stock Exchange. 

 

The troubled lender (including a broad-

cast portfolio) was rescued from bank-

ruptcy last ybar by Warren Buffett, 

 

but its stock has lately been trading 

 

well below $1 (64 cents at the 1/30 

 

close). Finova has agreed to leave the 

 

NYSE at the end of trading 2/6. It will 

 

then trade on the over-the-counter 

 

bulletin board, with the new symbol 

 

yet to be assigned. 

 

American Towep reduces 

 

borrowing capacity 

 

Steve Dodge figures $213 of credit 

 

ought to be plenty for American 

 

tower (N:AMT) in the current 

 

economy, so he's cancelled an 

 

undrawn $250M term credit facility. 

 

That leaves American Tower with 

 

$1.3513 in outstanding bank loans 

 

and $650M available (but undrawn) 

 

under a revolving line of credit. 

 

he annual National Religious Broadcasters 

 

Convention & Exposition is the world's largest 

 

nationally and internationally recognized event 

 

dedicated solely to assist those in the field of Christian 

 

communications. The Exposition Networlung 

 

consists of i 

 

more than 200 companies and 

 

is a dynamic marketplace for those seeking the tools and 

 

services needed to further 

 

Closed 
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HAMMETT & EDISON, INC. 

 

CONSULTING ENGINEERS 

 

RADIO AND TELEVISION 
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707/996-5200 
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engr@h-e.com 

 

www.h-e.com 

 

some of today's 

 

leaders 

 

expand their ministries. 

 

join together with almost 

 

5,000 chief executives from both radio and TV, ministry 

 

leaders, pastors, legal experts, educators, gospel 

 

entertainers and musicians, broadcast 

 

and management experts, Internet 

 

providers, publishers, fund 

 

raisers, agency representatives 

 

and suppliers. 
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