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] Audio stream

Video Stream...

: How about a

o, revenue stream?

A Hiwire enabled webcast gives
you the power to target your
audio advertising to the exact
age, sex and location of each of
your listeners.

And every time a listener tunes
into your Hiwired webcast, you'l

know what, when and how many
spots were served.

3o, if you've got Intemet listeners
— either in your market, around

the country, or around the world
— start making money today -
with Hiwire!

Hiwire your webcast today
Surf to www.hiwire.com for details

0006

hiwire.

Insert revenue into your stream

Call (201) 493-9111 or surf to www.hiwire.com for details
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And the hits just keep on coming: Radio on a roll

Radio's vital signs as reported in this space last month were, to say the least, robust. We fully expected
things to level off a bit. That did not happen. Revenues increased at an even greater rate, going from
a 20% to a 22% gain from January to February. And the pace at which future spots are being sold has
also increased well beyond last year's pace.

On the ownership consolidation front, the Clear Channel-AMFM station divestiture derby is basi-
cally complete, and had little overall affect on total levels of station concentration. In some markets

Year-to-date stock price performance

More inflation paranoia from Federal Reserve Board
Chairman Alan Greenspan kept stock prices
depressed in March. Despite a lot of up and down
motion, prices ended the months just about where
they began.—JM

consolidation increased, and in some where stations were _sold as standalones in went down. In most, 3/31/00 YTD YTD
there was no change at all as existing clusters were sold intact. L
On the next page, a list of owners ranked by total revenue is published courtesy of Broadcast | Company Close | Net Chg  Pct Chg
Investment Analysts, and it reflects new station and revenue totals as they will be when all recent | Ackerley ) 1?-125 '3-800 '%3'55 &
deals have closed. Note Chase Radio Partners, debuting at #24—this group was made part and ;\:_'n‘c': hm"rﬁ('Ent y é;g ‘0' 086 0 8‘0'0’/“
parcel by the CCC/AMFM spin-off fest. Also note that five of the top 50 are in only one market, mean- Am Tr?wer T 49375 19000 | 62 e
ing they are not groups at all.—Dave Seyler AMFM Inc. 62125 | -16.125 | -20.61%
: Beasley 9.250 6.250 | -40.32%
FRTELD SRrORn S Belo Corp 17875 -1.188 | -6.23%
Big City Radio 5.750 1.000 21.05%
Nenty-something_ trend conti.nue.s century’s da_wn _ Cé;S Cé,rp - 56.625 7313 | -11.44%
Usually, a month which features a 20% gain in revenues is enjoyed for what it is, and then things settle | Ceridian 19.188 2375 | -11.01%
down a bit. Not this time. The 20% surplus of January was a mere springboard for February's total | Cir. Rsch. Labs 9.500 7.500 ' 375.00%
revenue gain of 22%. Local business accounted for a 17% gain, and national’s increase was more than | Citadel 42188 | -22.687 | -34.97°¢
double that, rising 38%. Clear Channel 69.063 | -20.187 -22.62%
P : Cox ) 84 000 15 760 7Q9/
So far, the hottest action has been on the coasts, which are holding on to 20%+ gains in local business o p“g'( | 5‘7' 875 ; 750 17 %%
YTD, along with national gains of 37% and 35%. The Southwest is not far behind, with an 18% increase | 2 faiy astle 14378 | -3 | 7167
local and a 40% gain in national which features an eye-popping 48% gain for the month. Despite lagging DG Systems 7188 | 0063 ' 0.88%
behind these astounding numbers, the Southeast and Midwest are nonetheless doing quite well. Disney 41375 | 12125 41.45%
. i 46.500 | -15.820 @ -25.39%
Feb 2000 Local National | Jan-Feb 2000  Local National | thme 6300 29280 | 3350
All markets 17% 38% | All markets 18% 32% | First Entertain. 1.031 0.391 | 61.09%
East 20% 39% | East 20% 37% Fisher 52.500 0.750 1.21%
Southeast 12% 28% | Southeast 13% 21% | FTM Media 19250 | -3.500 -27.45%
Midwest 12% 31% Midwest 14% 24% Gaylord 27.125 -2.813 -9.39:’
Southwest 18% 48% | Southwest 18% a0% | Gornor . 20250 6280 | 4454%
9, [ Qi iedle < b D327
e 21 W || et el 35% | Harman Intl. 60000 | 3875 | 6.90%
Local & Nat’l revenue Jan-Feb 2000 Harris Corp 34.563 7.876 ' 29.51%
Local & Nat'l revenue Feb 2000 All markets 21% | Hearst-Argyle 23375 | 3250 -1221%
All markets 22% Source: RAB | Hispanic B¢ 113.250 | 21.03 22.81%
Infinity 32375 | -3.813 | -10.54%
Forward Pacing Report Superduopoly Dimensions Interep 6.688 -6.687 | -50.00%
— Jeff-Pilot 66.563 | -1.687 | -2.47%
Pacing just incredible Industry Consolidation Lat Media 15 6: .3.31 17.49%
“We're seeing a trend toward the time being (as of April 10, 2000) NBG Racli‘io Networks 1.625 -1.4?9 -47.47°¢°
i R New York Times 42 938 -6 187 | -12.59%
booked earlier as agencies and buyers 1eact 10 gy p e pgyopoly: 55.3% Pinnacle Holdings 55.250 | 12.875 | 30.38%
strong demand,” noted George Nadel Rivin | 2
f Miller Kaplan A 3Co Fow SIinre At Market # of stns percent PopMail.com 000 1.000 | 33.33%
e ey ol o Radio One 66.625 | -25.375 | -27.58%
groups with sophisticated inventory pricing |, to 50 895 575 adio Unica 11813 | -17.062 | -59.09%
software, the payoffs should be impressive.—JM 51 to 100 680 599 aeaINetworks 5@99@ -3.219 _5_35‘:/0
101 to 150 424 51.3 | Regent 1§73 ) e
81.5 80.6 151 10 200 423 o04 | SagaCommun. 19.125 | -1.125 | -5.56%
745 2000 = 4| Salem Comm 11938 | -10.687 | -47.24
678 201 to 261 a6 538 | Sirius Sal. Radio 57.000 | 12.500 | 28.09%
: All markets 2,888 55.3 | Spanish Beg 23453 | -16.797 | -41.73%
) i e SpectraSite Hidgs. 28.313 | 17.438 | 160.35%
Market # of stns percent ?p‘"cﬁiﬂ-iﬂe USA 29 -7?’--"- -20.687 | -41 '279’
64 | {1050 1.220 78.4 | o Century Ly L i
5110 100 875 770 | Tribune 36.563  -18.500 | -33.60%
101 to 150 605 73.2 WarpRadio.com 3.300 1.325 | -28.65%
151 to 200 618 73.7 Westwood One  36.250 -1.750 | -461%
201 to 261 640 73.9 WinStar Comm 60.000 15.250 | -20.27%
All markets 3,958 75.8 XM Satellite Radio 34.875 -3.250 | -8.52%
Note: The “# of stns” shows the “otal count for stations in either a Major stock market Indices
superduop or, in the case of total industry consolidation, in an The Radio Index™181.710 | -74.350 | -29.04%
LMA, duop or superduop. The “percent” column shows the extent Dow industrials 10921.920 | -575.200 5 00%
Aor. 15 Ma fitia of consolidation for each market segment Nasdag comp. 4572.930 | 503.620 @ 12 38%
5 b/ Copyright 2000, Radio Business Report, Inc S&P 500 1498.760 29510 2.01%
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* We now know that youlcag\ talée your : Il )il
FM station TALK entirely based on syndication.
o . The{le is nodlonglel_rha Iflnanciial barll;ler. FISH ER
and we'lljsharewith,you'our, * Call us and we'll'help you launch your ENTERTAINMENT
dg.'arf-/ i «  FM Talk Station for FKEE! 831-420-1400
Including: Ed Tyll"Noon;to!3p EST - Rick Emerson - 3 to 7p EST - _
¢ John & Jeff - 1a to 6a'EST™and others Listen 24/7 on L
Current FM Affiliates include: fisherentertainment.com
KLSX FM - Los Qngeles o WKRK FM - Detroit ¢ WZZR FM - West Palm Beach  WPEK FM - Greenville...and more.
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Top 50 Radio Groups after Clear Channel spin-offs

Ranked by BIA's 1998 estimated revenues as of March 15, 2000

Radio Business Report, Inc. Parent Parent Parent
Parent Revenues # #
Rev. Rnk Parent Name (in $000s) Stations  Markets
—a Wy 1 Clear Channel Communications 2,624,191 876 149
2 CBS Radio/Infinity 1,803,100 182 39
3 ABC Radio Inc. (Disney) 356,400 45 19
4 Cox Radio Inc. 340,775 81 17
5 Entercom 317,945 96 17
R L 6  Citadel Communications Corp. 273,435 198 38
gecutig(ej_Editor Ja%k Megzmler 7 Cumulus Media Inc. 254,935 320 63
nior Editor .. ave ler :
Senior Ecfior e 8 Rfadlo Qne Inc. . 217,050 47 19
Associate Editor . Tiftany Stevens 9 Hispanic Broadcasting Corp. 211,625 49 15
éfesggg,%gmm ﬁ(ﬁzné’r'gg% 10 Emmis Communications 184,500 2 6
VP Admmlstranon ........ Cathy Carnegie 1 1 Susquehanna RadiO COfp. 162,600 26 8
FCC Research ConSUMANt ... Mona Wargo 12 Bonneville International Corp. 127,200 15 6
:\’w{s‘“:"ve KRBT = =i S Api Ols:’” 13 Spanish Broadcasting Sys. 113,250 19 6
VP,G,\,"ISA;:)date e ——— o 14  Jefferson-Pilot Communications 112,050 17 5
General Sales Manager ........... e JORN Neff 15 Greater Media 109,050 14 4
ﬁccount Iéxxecut{ve ....................... s ...... Seanppra;her 16 Beasley Broadcast Group 88.700 36 9
ccount EXECUtiVe ..o, usanna Pritchett 17 Saga Communications Inc. 82,925 47 10
Editorial/Advertising Offices 18 Journal Broadcast Group Inc. 66,100 36 8
E2%-EiC il Tcuni R 19 Tribune Broadcasting Co. 53,650 4 2
Alexandria, VA 22310 .
PO Box 782 Springfield, VA 22150 20 Barnstatge Broadcasting Inc. 50,210 25 6
. 21 Regent Communications 49,125 43 10
Main PhONe: .....oo.ooooovoioooeeee, 703/719-9500 '
E;Itgrial?:x........ ....... 703/719-7910 22 Inner City Broadcasting Corp. 48,700 16 7
SHES|FaX: s mm— ... 703/719-9509 23 Sandusky Radio 46,850 10 2
SdbscrmionFax " Jmamss 24  Chase Radio Partners, Inc. 46,175 11 8
Email Addresses 25 Hgarst-Arger . 44,475 7 4
PUbeHd- JCRBR@a0l.com 26 Dick Broadcasting Co. Inc. 43,580 14 4
Editorial: Radiobiz@aol.com 27 Buckley Broadcasting Corp. 39,750 17 9
Sales: KenLeeRBR@aol.com 28  Fisher Broadcasting 37,890 26 4
JohnNRBR@aol.com )
SeanRBR@aol com 29 Marathon Media LLC 37,200 87 10
SPritch28@aol.com 30 Salem Communications Corp 35,950 71 31
©2000 Radio Business Report, Inc. Material may not 31 NextMedia GrOUp. 31,325 42 8
be reproduced without permission. Printed in USA. 32 Renda Broadcasting Corp. 30,225 18 6
Manager’s Business Report is published monthly by 33 Nassau Broadcasting Partners LP 30,025 22 6
ggdigl Busigess \5‘:2%.1 chg%()?ﬁ BédT;r;ncsonig 34 Entravision Communications Co. 29,475 25 13
. Alexandria, 3 :oen o .
changes to Radio Business Report 6208-B Old 35 Lotus Communications Corp. 28,900 22 7
Franlconia Rd. Alexandria, VA 22310. Application to 36 Sunburst Media LP 26,675 24 6
mail at Periodical Postage rate pending at i ;
Ale;(andria, VIA a'nd additiongl mailing%ffices.gMail 37 B!ue Chip Broqdcastlng Ltd. 25,150 18 5
subscription rate: One year $105. All foreign 38 Simmons Media Group Inc. 22,920 19 3
subscribers $126 for one year. 39 South Central Communications 22,775 13 3
. 40 Big City Radio 22,200 16 9
RBR Family of Products 41 Aurora Communications 21,425 9 3
. 42 Midwest TV Inc. 21,100 2 1
it i 43 Mid-West Family Broadcast Group 21,050 24 3]
Vorctr e toe Rawre Beoawcastine Inenpprer® 44 AckerleyGrOUP 20'700 4 1
: 45 WEAZ-FM Radio Inc. 20,000 1 1
mm BJSINESS EPORT 46  Z-Spanish Media Corp. 19,650 32 13
Mid-Week News Brief 47 Curtis Media Group 19,450 14 2
. 48 Brill Media Co. 19,050 14 7
SOU rce G U lde 49  Service Broadcasting Corp. 18,900 3 1
and Directory 50 Hubbard Broadcasting Inc. 18,800 2 1

The All-Radio Yearhook
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: In the fast-paced

& world of media, you have to
.t \ & keep improving just to keep
;:t. N @‘.v up. You ought to expect the

. =0\ ¢ == same from your collection service.

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

, L ..
In TO dayls M e d 1 3 Jun gle, largest media collection firm, we’re

providing more specialized service than

! ever. We've created separate
YOU Can t AHOI’C]. N Ot TO Chaﬂ ge divisions dedicated to Ie):ach individual
medium. No one else focuses so
sharply on your individual needs.

This know-how helps us offer
value-added services you won't find
anywhere else. Szabo clients have
free use of the world’s best database on
advertisers and agencies, an unequaled
library of media information, propri-
etary management reports, international
collection services, and much more.

cOotly
o ) O)/
s oz In today’s media credit jungle,
abo choosing the wrong guide can get
Sz you in trouble in a hurry. Since 1971,
! > Szabo has helped more than 6,400
o clients find their way to faster, more
substantial settlements. Choose the

collection service the others try to

»
F Q
£s510

Szabo Associates, Inc. . .
3355 Lenox Road, N.E, 9th Floor follow. Because in a bgsmess as tough
Atlanta, Georgia 30326-1332 as yours, you need a different breed
Phone: 404-266-2464 i i
of collection service.
Fax; 404-266-2165 collection service

E-mail: info@szabe.com
Website: www szabo.com
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House clears anti-LPFM bill
The House overwhelmingly approved legislation last month that would eliminate over 80% of
low-power FM radio stations that the FCC wants to license.

Rep. Mike Oxley’s (R-OH) Radio Broadcasting Preservation Act, approved by a vote of 274
1o 110, received heavy Republican support but fell short of the needed two-thirds majority 10
override a presidential veto. President Clinton has threatened 1o veto the bill if it reaches his
desk.

The Oxley bill would keep in place 3rd-adjacent channel protections, require the FCC to
conduct further tests for interference and ban former pirates from applying for LPFM licenses.
Reps. Thomas Barrett (D-W1) and Bobby Rush (D-IL) proposed an amendment to the bill,
providing a six-month period before the provisions of the bill take effect, but it was defeated
245-142.

Both commercial and non-commercial broadcasters, including National Public Radio, and
the National Association of Broaclcasters backed the bill, saying they fear LPFM stations would
cause interference 1o existing full-power stations.

FCC Chairman Bill Kennard argued that interference is not the real issue but broadcasters
opposing new competition. “Special interests triumphed over community interests,” he said in
astatement. “I'm particularly disappointed that National Public Radio joined with commercial
interests to stifle greater diversity of voices on the airwaves.”

During the vote Republican supporters of the bill accused the FCC of illegally lobbying
Congress by faxing members papers explaining why the bill should be defeated. Federal law
prohibits independent agencies from lobbying Congress.

“We are confident that FCC stalf acted appropriately and within the bounds of the law,” said |

FCC spokesperson Linda Paris.

The measure now goes on to the Senate where members have not acted on a similar
bill. —TS

FCC moves ahead with EEO rules despite protests
The FCC has shot down a petition by all 50 staie broadcasters associations, requesting the
Commission to temporarily stop its EEO regulations.

In their joint petition, the organizations asked the FCC to stay the new broadcast EEO rules
until an appeals court rules on their appeal.

The FCC ruled, lacking a federal court order, it would not halt enforcement of the rules.
“Suspension of the rules will likely result in some potential job candidates not having notice of
job openings, and being foreclosed from job opportunities of which they are unaware,” rea-
soned the FCC in its decision.

The associations had argued that the rules encourage a “racial and gender based employ-
ment program.” According to the Commission, the new rules do not require a station’s staff 1o
reflect the racial composition of its community—TS

Broadcasters gave billions in public service, says NAB

Local radio and television stations provided an estimated $8.1B in public service over a one-
year period, according 10 a study commissioned by the NAB. Broken down, that figure shows
broadcasters donated $5.6B worth of airtime between August 1, 1998 and July 31, 1999 and
helped charities raise $2.5B for their causes or disaster relief.

“This number is honest, conservative and unassailable,” said NAB CEO/Pres. Eddie Fritts.
His organization released the results last month (4/4) and proclaimed that the figures are up
from a similar census conducted two years ago.

Of the 11,000+ stations polled, 5,677 responded. Thats nearly 1,900 more stations than
participated in the last census. Also up was the overall contribution amount, which was $6.8B
in 1997.

NAB officials attributed the increases to changes from the first census. They opted to count
PSAs which were produced in varied time increments. 19975 study only counted 30-second
PSAs. The NAB also decided to contact stations in unrated markets and those which are not
members of the NAB or similar state associations.

The report, conducted by Public Opinion Strategies, includes all time donated by stations to
run PSAs but does not include revenue dollars stations lost due to eliminating commercials in
order 1o make aintime for radiothons and similar events —T$

Art Bell resigns...this time forever?
No April fools joke: Premiere Radio Networks’
ruler of the night Art Bell announced his res-
ignation 4/1 10 his listeners on 450 affiliates.
His last show aired 4/26-27. You will recall,
Bell had announced his resignation in 1998,
but came back to the airwaves weeks later due
1o overwhelming support from his fans and
friends at Premiere—especially SVP Alan
Corbeth and President/COO Kraig Kitchin.

However, due 1o pretty much the same rea-
sons as before—unsubstantiated child moles-
tation accusations and death threats relating
10 those accusations that continue—he called
it quits for a life of “anonymity.”

Bell’s problems started 5/97 when his son’s
HIV-positive substitute high school teacher
(now serving a life sentence from it) kidnapped
his boy and raped him. His son was psycho-
logically traumatized, and that has been on-
going. Bells other trauma was caused by un-
substantiated accusations of WWCR-short-
wave station host Ted Gunderson and guest
David Hinkson accusing him of child moles-
tation in 1978 and covering up the arrest. The
allegations have spread across the Internet and
onto some racio programs.

“No matter how hard [ have tried 1o set the
record straight, my torment and that of my fam-
ily continues. Recently, a radio host in Toronto
opened his morning show with the words ‘I
am Arnt Bell and 1 molest little children,™ said
Bell during his resignation broadcast.

Mike Siegal has replaced Bell for weekday
broadcasts; WGST Atlanta host lan Punett has
taken over Dreamland Sunday nights;
Dreamland Saturday nights will include a va-
riety of rotating hosts including KOMO Se-
attle host Peter Weisshach.—CM

NAB fights additional streaming
fees

The NAB filed a lawsuit against the Recording
Industry Association of America (RIAA) in New
York federal court (3/27), demanding that ra-
dio stations which stream their signals over the
Internet be exempt from making royalty pay-
ments to the recording industry.

The association claims its members should
not have to pay additional fees under the 1998
Digital Millennium Copyright Act (DMCA)
because Congress left intact, when formulat-
ing this new bill, provisions from an earlier
decision that said radio broadcasters are ex-
empt from such fees.

RIAA recently filed a Petition for Rulemaking
with the US Copyright Office, asking it to adopt
a rule to clarify that a broadcaster sireaming
its content over the Internet is not exempt from
the new copyright law—TS
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Gore wants free airtime
Vice President Al Gore (D) has free airtime as a
central theme of his campaign finance revision
proposals. Gore wants every candidate for fed-
eral office to get five minutes of {ree airtime on
every station for 30 days before a general elec-
tion. If a station chooses to run independent
issue ads, it would be required to give equal
time, for free, 1o both of the candidates for the
office in question. Gore vows to have the latter
initiated by the FCC, rather than Congress, and
says he'll nominate FCC commissioners who
“believe the public interest must be protected
in new ways, in light of new threats facing it.”
Gore also called for creation of The Democ-
racy Endowment, with the goal of raising $7B
over seven years and then using the interest to
fund all Senate and House races. The $7B is
supposed to be donated by corporations,
unions, foundations, wealthy individuals and
ordinary citizens. “If the endowment is not
filled within seven years, the difference will be
made up by free TV time, required of broad-
casters as a condition for their licenses,” Gore
said in a Milwaukee speech 3/27 —JM

StarGuide purchasing Musicam
Express interest from CBS/Infinity
StarGuide Digital Networks bought the rest of
digital delivery company Musicam Express
(50%) last month from Infinity (N:INF) and
Westwood One (N:WON). In exchange, In-
finity and Westwood got an equity position in
StarGuide in the deal.

StarGuide did have a joint venture in
Musicam  with Infinity/Westwood—
StarGuidess store and forward technology that
Infinity Westwood were the first to adopt is
used by Musicam. CBS CFO Farid Suleman
may join the StarGuide board, according to
MBR sources. Scott Ginsburg remains Chair-
man. Other major names in the broadcasting
biz may come in as equity partners.—CM

BuyMedia.com buys Marketron
BuyMedia.com, the service that allows media
buyers to purchase premium advertising, has
acquired Marketron, a software solutions pro-
vider to radio and TV stations. According to
Mike Jackson, CEO/Founder, BuyMedia.com,
“In order for the Internet exchange to operate
effectively and efficiently, the needs of both
buyer and seller must be met. By streamlining
the process of researching, negotiating and
placing broadcast advertising orders, BuyMedia
has quickly become a media buying industry
standard. Acquiring Marketron—the most
widely adopted industry software provider—
will enable BuyMedia.com to deliver similar
gains in efficiency to stations.” —KM
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“We want to play in the major

leagues.”

Rev. Jesse Jackson, ar a 3/27 news
conference in which he expressed concerns
that LPFM might divert attention from
increasing minority ownership of full-power
stations.

“The Citizenship Education
Fund supports the Federal
Communications Commission’s
adoption of a Low-Power FM
service. We urge members of
Congress to give the service a

chance to succeed.”

Quote attributed to Rev. Jesse Jackson in a
press release faxed out a few hours after the
3/27 news conference.

“Interference is and has always

been a solvable problem.”
FCC Chairman Bill Kennard, blasting the

NAB for using interference as a reason to
kill LPFM.

“When it comes to divestiture, we

don’t want seller financing.”

Joel Klein, Assistant Attorney General and
head of DOJ's Antitrust Division, as
opening speaker at Rev. Jesse Jackson's
CEF conference where the morning's topic
was to have been how 10 overcome DOJ'’s
objections to seller financing.

“The reality that suffering the fate
of my son’s own molestation, |
now stand destined to be tainted
for life as a child molester, has
proven simply too much to bear.

God knows, | have tried.”
Art Bell on resigning from the airwaves.

“If Art Bell was to come back to
radio, it would certainly be just
through Premiere Radio Networks,
and we probably would have a
whole new set of opportunities for
him to...hell, by that time, he might

actually get used to sleeping overnight and want to be on

the air during the day.”

Premiere President/COO Kraig Kitchin, on what happens if Art wins all of
his libel suits against his antagonists and wants to return to the airwaves, a

new man.

“We (the Democrats) are coming back and we’re going to
have this (tax certificate) bill again.”
Rep. Charlie Rangel (D-NY), promised during a minority media conference

in DC earlier this spring.

“We need to increase the deal flow

to minority broadcasters.”

Clear Channel Communications

CEO Lowry Mays, speaking to the CEF
conference a few days after announcing that
46 stations from his company’s merger with
AMFM Inc. were being divested 10 minority
buyers.

“Bad news.Today CBS phoned us
and said that tomorrow (3/30) the
show was not to be broadcast
anymore. This was a major blow
because today we hit #1 on most
listened to server [Live365.com].
Don't worry, there will be an army
of people broadcasting Stern live,

they can’t shut down everybody!”

Joe Delaney on CBS shutting down his live
Howard Stern streaming website.

“Quarterly adjustments like these,
no matter how small, are plainly
unacceptable and contrary not
only to Company policy but to our
culture. Under the supervision of
our Audit Committee, we are
working hard to put in place
improved systems, and | am
taking personal responsibility for
making sure that this does not
happen again.”

Cumulus Media Executive Chairman
Richard Weening, in announcing 3/16 that
the company was restating its financial

results for the first three quarters of 1999, a
move which sent Cumulus’ stock plunging.

“The very fact that it has moved to
to this stage is an embarrassment
to the American public—an
embarrassment that may have to

be addressed in November.”
Musicians Bonnie Rain, the Indigo Girls,
Ellis Marsalis, Jr: and Jenny Toomey, in a
letrer to Congress, opposing Rep. Mike
Oxley’s (R-OH) anti-LPFM legislation.

“This is a great day for free, over-
the-air radio listeners, and for
those of us who have fought to
preserve the spectrum integrity.”
NAB CEOfPres. Eddie Fritts,

praising the House for passing a bill to
restrict the FCC's low-power FM radio

plan.
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Make Your Morning Show Turn Your Listeners On.

With Strategic Netlinx, put your morning show’s bits, peérsonalities and
features on the Internet today and make changzes on-air <omorrow. Now you STRATEGIC

can select listeners from your audience, let them listen by computer, and
see their feelings instantly. To turn your list2ners on like never before, “‘

call 312-726-8300 or visit us at www.strategicmediaresearch.com,




Each month we ask a few general managers from around the
country to share with us, and you, their views of the industry.
This month we quizzed: Bloomington Broadcasting’s Bill
McElveen of WTCB-FM, WOMG-FM, WLXC-FM, WISW-AM
Columbia, SC; and Saga Communications’ Larry Goldberg of
WAQY-FM, WAQY-AM Springfield, MA.

e | O

Where has revenue growth been for your
stations? Is the dot-com category as strong as
Wall Street executives have been suggesting?

Bill McElveen:

Revenue growth for our stations over the past year has primarily
come from telecommunications services, the health care industry,
financial services and the food service industry.

We are still waiting for the impact of dot-com advertising in our
market. We are beginning to see some activity in dot-com business,
but I expect it will be some time before dot-com advertising be-
comes a major category in medium markets.

Larry Goldberg:
Revenue growth has largely come from having a strong, well-trained
sales force that has seized the opportunities of a high demand market to
push rates up. This high demand market has been a combination of two
significant factors occurring at the same time:
* A sales force that leads the market in its ability to help clients problem-
solve through radio advertising,
* Many years of consistent ratings leadership that has helped our station
garner a significant share of the transactional revenue when it is out there.
We have not seen significant growth in the dot-com category. This has
largely been a windfall for only the largest radio markets. One category
that has grown significantly in Springfield is recruitment advertising. We
are seeing more and more local and regional companies that are not
getting a good response from print anymore and are thus turning to
radio, and our radio station in particular. There has been steady growth
in recruitment advertising.

o )

Now that advertisers are thinking ahead to the
summer season when wine/spirits usage are
more prevalent, are you planning to accept such
advertisements? If so, do you place any
restrictions on the spots?

Bill McElveen:

It has long been a policy of our company, Bloomington Broadcast-
ing, 1o accept beer and wine advenising but 1o reject the adventising
of distilled spirits. We just do not believe that advertising and/or
promoting the use of distilled spirits is in the best interest of the
communities we serve or of the broadcasting industry, and therefore,
is not in the best interests of our company.

10

by Tiffany Stevens

Larry Goldberg:

We do not accept hard liquor advertising. Not only is it our corpo-
rate policy, but it makes sense from a proactive standpoint. It would
be foolish for us in the media to think that there will not be legisla-
tive repercussions if we do not police ourselves. If we were 10 begin
accepting hard liquor advertising, it would be noticeable and invite
unnecessary oversight.

Over the past few years we have seen several movements in Con-
gress Lo place restrictions on beer and wine advertising through the
use of in-spot disclaimers. Such disclaimers take up an inordinate
amount of airtime which could make radio an undesirable medium
for these advertisers.

e J E——

How did you get into radio
and why did you stay?

Bill McElveen:

My father was a radio broadcaster and I started radio in high school
because I loved the creative aspect of the medium. My current posi-
tion as Chairman of the NAB Radio Board has given me a unique
opportunity to see first-hand all the exciting possibilities that exist
for radio in the next decade. In looking at the various converging
technologies, | believe that radio in the year 2000 is better posi-
tioned for the future than any other medium.

Larry Goldberg:

I have been in radio all of my adult life. As a small boy 1 dreamed of
a career in radio and even did my undergraduate work in a college
that specialized in radio and mass communications. [ stay in radio
because [ love the business and have been fortunate to work for a
company that is owned and operated by people who have a real
passion for broadcasting and radio in particular. Working for a com-
pany like Saga has been instrumental in my own career growth and
has provided me with the tools to create an environment where I can
be a real influence in the growth and development of others.

( Larry Goldberg >—
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PRESS RELEASE:

BroadcastAMERICA.com Signs Wayne Newton

"I am truly delighted about joining the BroadcastAMERICA.com family at a
time in my life that has been the most fulfilling and productive ever," said
Newton. "I am especially excited at the prospects of being involved with an
organization that is on the cutting edge of the broadcasting industry, and has a

vision for the future."

LAS VEGAS, Nevada — World renowned entertainer Wayne Newton will become a spozesperson for
BroadcastAMERICA.com, the booming radio and television Internet broadcaster that is now rumber two in
the nation, John Brier, founder and president/COQ of BroadcastAMERICA.com, said today.

BroadcastAMERICA.com is the leading streamer of live radio and the largest streamzr of Interret

television news and talk radio programming in the world. In addition to Dick Clark’s United Stations

Radio Network, included in its group of broadcasters are One-on-One Sports, the A'r Force News

Service, Citadel, SupeRadio, Talk Radio Network and American Business Review and Talk
America.

Created in April of 1999, in just one year BroadcastAMERICA.com has built an
extensive online entertainment network with fully integrated channess dedicated to
sports, news, talk, music, film, weather and urban radio and television stations,
with more than four million listeners accessing BroadcastAMERICA.com through
their video/audio player each month.

Contact: Michael McPherson .
hene: 207-321-5100 « Fax: 207-321-5200 : a

mail: mmcpherson@BroadcastAMERICA.com 4
BroadcastAMERICA.com
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Copyright. 2000 BroadcastAMERICA.com. All Rights Reserved.
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by ZIPPO in he MORNING), incredible prizes and contests, jingles, promos, and the bdern mainstream
CHR oldies ever assembled on one format. HERO RADIO is all energy, all hit and skillfully balanced between rhythm,
new wave, pop and rock! We've reinvented and updated the oldies format to reach today's most spontaneous, affluent
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""HERO RADIO will revolutionise
the Network Radio Indwatry! Very well
thought out and compelling. "’
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and influential 25-54 listeners. Radio is changing at a lightning pace, and now is the time to get ready. HERO RADIO
arms you with our exclusive, dynamic, standout pﬂ:?'amming, custom localization, plus, the magnetic HERO RADIO
sales and marketing platform for your sales team. There's room for a HERO in every radio market, and one of your sta-

tions is probably perfect for it. Join the rapidly growing number of stations already poised to launch with us right out of the

box! Download cd quality demos and information at WWQMOM or call us toll free at
(877)437-HERO. Reserve your market exclusivity now!

Baunch July 4th, 2000

sales@heroradio.com




The Arenas Group’s
David Acosta:

Hyning Hollywood to Hispanics

David Acosta, Head of Media, The Arenas Group, had been working in general market agen-
cies since 1978. In 1992, after waiching the market for some time, Acosta decided that the
Hispanic market was growing and that it was the place he wanted to be. Since moving to the
Hispanic market, and then joining Arenas in 1998, Acosta found that things were back to the
good old days where media people had to plan and buy. Agencies of today have gotten so big
that the planning and buying have become two separate processes. Doing both, Acosta says,
will help people recommend strategies that can have tactical executions.

Arenas’ clients include Universal Pictures, Universal Videos and Dreamworks. According to
Acosta, one of the many wonderful things about buying Hispanic media for major film studios
is that the product always changes. Instead of one product, the films are different and that
presents an added challenge or a cure for boredom, depending on how you look at it. Is
Hollywood swooning over radio? Acosta tells us in this Agency Perspective.

Do you portray yourselves as an
entertainment agency?

The Arenas Group is an entertainment spe-
cialist that is involved in the media, promo-
tions, publicity, creative and distribution parts
of entertainment marketing and with close ties
to filmmakers. As opposed to the traditional
Hispanic agency which is more of advertis-
ing. We're more of a marketing company. The
interesting thing is that every part of what we
do deals with the media—how we see the
buying of media time, promotions which are
usually on-air promotions. We are also in-
volved in getting stations publicity—informa-
tion and news they can use about films and ce-
lebrities. For example, there was a trip to Miami
where one of our talents for a film we were work-
ing on was brought in to do live station 1Ds for
our stations in Miami—Jimmy Smits from “Price
of Glory.” That’s an example of some things that
we are doing, Everything we do is tied 1o the
media in some way or the other.

Do you also target English speaking
audiences?

Ours is pretty much targeted at the Spanish
speaking audience; English language films
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targeted at the Spanish speaking audience. All
the films we've dealt with for the most part
have been English language films because
Hispanics are a large part of the movie-going
audience. It’s a different dynamic reaching
Hispanics than general market. One of the
things we've done here with Arenas in the last
couple of years is that we've been able to de-
velop a much more regular use of radio for
entertainment. Radio is really underutilized
in theatrical marketing and film marketing.
There have been some articles on how
underutilized radio is. And radio actually does
a better job in reaching movie goers than TV.
It’s been a tough sell but we've been able to
slowly grow the use of radio.

How do you go about placing your
client’s dollars?

We'll take a look at what the genre is—what
type of film it is, the target and then we'll come
up with our own Hispanic target for the film.
Sometimes we'll recommend a younger tar-
get or a more male or female target than the
general market. And then we’ll make a rec-
ommendation based on how we think it'll play,
whether we should concentrate on national,

by Karen Maxcy

or just major markets. There are differences
between Hispanic markets in Texas, Florida,
California and New York. Different movies
perform differently in different markets for
different genres. We'll have 10 evaluate which
market we think would be better for a film
and then we come up with a recommenda-
tion based on what is the most effective mix
of media. What we normally do is we have a
national campaign of some type. And then we
go heavier in the major trendsetting markets
like Miami, LA, New York, Houston, San Fran-
cisco, Dallas and Chicago. These markets ac-
count for a lot the momentum of a movie
when it does well in those markets. We'll
sometimes do different mix of creative by
markets. We're doing more of that with radio,
looking to use radio with regional differences
in advertising.

Do you have that kind

of flexibility with TV?

Yes, but TV production is more expensive so
you're limited in how many executions you can
do because of the expense. Radio production
is less expensive. And that’s a huge advantage
for radio. A lot of the times you can do live
reads. So you're able to custom tailor radio. 1
don' think a lot of advertisers really take ad-
vantage of that. Radio production is so much
cheaper and you can even do a different spot
for each market if you really wanted to.

Would you say you have to push
hard to get your clients to use radio
as much as you want them to?

We do have to make a push but we're fortu-
nate that the film studios are very media savvy
and they have media specialists who work at
the studios with many years of concentrating
strictly on media. So they’re very savvy and
very intelligent about media. We just need to
walk them through it. They ask us for a lot of
rationale. They need to understand from a
marketing, creative and media angle, why they
need it.

Do you end up using all media?

In the past, we've used magazines, newspa-
pers, we have dabbled in Internet, although
the Internet right now is very difficult to see
the return on investment. The numbers may
be small individually but when you add up
what you can do on the Internet, it could be
very large amounts of money. So we've used
all types of media. We also use network radio
and local radio. About 10-15% of what we do
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is in radio. It varies with films but that’s the
average.

Why do you like network radio?
Network radio is great because it allows you
10 get on some of the top stations in the mar-
ket for a fraction of the cost. It5 a very effective
medium. I'm very surprised more advertisers
don't use it because it reaches people at times
when they're not watching TV. So much of TV
viewing is clustered into the night time. Its a
medium that has a lot of strategic uses like
recency. Radio does a better job of reaching
more active and upscale Hispanics. One of the
problems we see with TV is that Hispanic TV,
just like general market TV, is very downscale,
meaning it reaches more lower income people.
Attimes, Hispanic TV is even more targeted at
reaching lower income people than the gen-
eral market is. On the other hand, radio tends
1o reach more active and outgoing people who
are probably more of the go-getters. The people
who are actually out doing things. Despite all
those things about the downscaleness, TV is
still the bulk of what we do.

How do the studios decide what
proportion of their budget to spend
on the Hispanic market?

It can be both what they think they can afford
as well as how Hispanic the film is perceived
10 be. It’s a combination of both. In most cases
though, how Hispanic a film is is an overrid-
ing factor of how much they can afford. The
only exception would be Universal Pictures
which has made a huge commitment 10 sup-
port every film with Hispanic media. Univer-
sal is very progressive about that.

Most movies out there are more niche and
you can pigeonhole them. There are excep-
tions though. For example a movie like “Erin
Brockovich” that appeals more 1o women but
we slill have a fairly large Hispanic campaign
because Julia Roberts is a top actress. Shes
the favorite actress among Hispanics. So even
though the movie doesn't have a Hispanic
theme, it is a movie about a very independent
woman and it’s a story that Hispanics find
appealing. So we had a fairly large campaign.
We would like to think that the Hispanic cam-
paign had something to do with the success
of that film. That was a TV campaign though
and not a radio campaign.

What else do you look at apart from
themes?

We look at programming and formats too. One
of the things that TV does really well is that
TV has formats that match films. If you have
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action films, you can buy action movies on
TV. If you do a romantic film, you can adver-
tise in soap operas called novelas. So TV does
a better job than radio of matching films with
formats. Radio, because it is so music, talk
and sports based, doesn't have that compat-
ibility of environment as directly as TV does.

How do you reconcile that?

That’s alimiting factor for radio. Say if we have
a romantic movie for example, there are for-
mats in radio that are good like Radio Amor
which is love music format. Thats a plus oh
radio side but thats a limited format. Not ev-
ery station has that format. Usually only one
or two in a market. Whereas in Spanish lan-
guage TV, every station has novelas and they're
the highest rated programs. So you have much
greater compatibility.

What other challenges do you
encounter?

Trying to get clients 1o understand the effec-
tiveness of the media—that Spanish language
media is just as effective and can return just
as much on their investment as general mar-
ket media can. We have 1o struggle with that.
We have 1o sell not just our planning but we
have 10 sell the Hispanic market as well. Its
kind of a double sell.

Do you have to sell your business
much or do you have people coming
to you understanding the importance
of targeting the Hispanic market?

We have to do both—we have to rely on the
studio executives 10 acknowledge that there
is a need for it as well as us trying to convince
them that there is a need. It’s a mutual thing,
We pitch a studio but they also have to agree
that there is a need for it as well. Some stu-
dios are better than others—Universal Pictures
is very progressive and covers almost every
film. A lot of other studios will just do His-
panic network TV only and that’s about it.
Some will do maybe a little bit of local TV.
Very few will buy radio. This film that we just
finished for Dreamworks called “El Dorado”
is the first time that the studio has bought
Hispanic radio. They traditioanlly only bought
TV. So they're fairly new to the market. Its a
big leap on their part to buy Hispanic radio.
They were very intrigued by the concept of
how network radio reaches. They can get on
all the top stations with one buy through net-
work radio. And there are so many compel-
ing networks now—Radio Unica, SBS and
Heftel—especially with Heftel because they
have some of the top stations in the key mar-

ket so it makes a lot of sense for them.

Are most of your clients more
comfortable using radio as a
complement to TV?

It still has that whole cliché that yes, you use
radio for frequency even though it’s not nec-
essarily true. Most media principles in the
Hispanic market are the opposite of media
principles in the general market. For ex-
ample, general market radio tends to reach
lighter TV viewers but in the Hispanic mar-
ket, radio reaches a lot of the same—heavy
radio listeners are in a lot of cases the same
heavy TV users. So its a different kind of
dynamic.

What other comments do you have?
Theres a big growth in bilingual radio. It
seems that with all the mergers and acquisi-
tions, there is a trend 10 turn some of the
Spanish language stations to English stations
or bilingual or some kind of a hybrid sta-
tion. Or stations will try to go after the more
acculturated young Hispanics. One of the
things that Hispanic radio stations dont do
very well is reach teens. Teens tend not to
listen 10 as much Spanish radio as do the
older Hispanics so they’re trying to create
these crossover stations. What happens is
that when people are teens they tend to have
pretty defined musical tastes. It changes as
people get older. Also the radio stations tend
not to target kids either. Most tend to go af-
ter the contemporary adult Hispanic audi-
ence. [ think there’s going to be a future in
these hybrid stations.

Another trend is that in a lot of markets,
local radio advertising is actually bigger than
local TV advertising in the Hispanic markets;
radio is much stronger among advertisers.
In a lot of the cases, TV kind of reaches a
wall in terms of how much billings they can
grow. But radio because of new stations pop-
ping up all of the time, it seems that radio
has less of a limit than TV does. Like Hous-
ton for example, which has a higher radio
billing than TV billing among Hispanics. That
may happen in more and more markets be-
cause TV is limited. There are typically only
one or two stations in Spanish. But there can
be double digit number of radio stations.
Eventually there will be more and more Span-
ish stations in some of the smaller markets
in some of the non-traditional Hispanic mar-
kets like Des Moines, Little Rock, Atlanta,
Montgomery, North Carolina and even Wis-
consin. Hispanics are starting to appear in
all these places.
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DIGITAL AUTOMATION SYSTEMS:
THE LATEST FROM THE GREATEST

Digital automation has quickly evolved from
the small-town station saving money by mini-
mizing on-air staff 10 a bottom-line necessity
for even the biggest markets. Last to make
the transition on a “grand” scale, the big mar-
kets run on live assist rather than the “auto
mode” that many small markets employ. Digj-
tal on-air systems increase programming flex-
ibility, provide convenience and lower oper-
ating costs. All of the audio—spots, liners,
music, logs, news, promos—are made imme-
diately available within the station, market
cluster or group. From managing satellite-fed
programming to receiving spots, with this
level of automated communication, functions
across hundreds of stations continue to be
centralized across the board.

In this issue of MBR, we cover the latest
developments and hot 1opics from some of
the digital automation/on-air systems vendors,
including those just unveiled at NAB200O.
Internet streaming applications, running sepa-
rate or tied in with the on-air system are get-
ting more attention, as is the “Cart Chunk”
informal standard for sharing audio and
header information between systems. We're
also seeing a bigger trend toward wide area
networks (WANs) for clusters, lower priced
systems for smaller operations and an ala carte
approach to system functionality offerings.

Wide Area Networking for sharing
audio
While other digital automation manufacturers
offer similar functionality, possibly the best ex-
ample of sharing audio resources is voice track-
ing on a WAN with Prophet Systems’ Audio
Wizard system software and AMFMS Star Sys-
tem. Prophet calls it “WANCcasting.” AMFM calls
it ca-ching!, producing 400 voice-tracked shifts
a day from studios in Austin and Ft. Lauder-
dale for stations across the country. Star Sys-
tem links all participating stations’ PCs to maxi-
mize talent and production resources. PSi5 lat-
est product offering, NexGen Digital Broadcast,
takes the features of AudioWizard and pro-
grams it for Windows NT and 98 operating
syslems—mos! Systems are starting to trend
away from the DOS operating system to differ-
ent Windows-based software.

“Voice tracking is not for every station or
every market, but under certain circum-
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stances, it’s very popular. With a Scott Voice
Trax syslem, an announcer hears telescoped
song endings and intros in his/her headphones
while he/she records what they are going to
say,” says Dave Scott, President, Scott Studios.
“Voice Trax lets a local announcer pre-record
a four hour show in about 10-15 minutes,
depending on the amount of talk involved.”

Some of the most recent cluster-sharing
offerings include Broadcast Electronics. “At NAB,
we're going to be talkingabout AudioVault WAN
functionality, and sharing programming and
spots within large clusters and doing workgroup
routing of information in a WAN environment
or large Intranet environment,” says BE5 Mar-
keting Manager David Yunck.

Sharing one server,
audio quality issues
CBSI5 Digital Universe system is one example
of how a single file server can supply mul-
tiple stations, each drawing from that single
database simultaneously. With one central
server feeding multiple studio workstations
(one PC per studio), there’s no need 1o store
separate audio libraries in each studio. Says
MediaTouch’s VP Radio Operations John
Davis: “It depends on the speed of the net-
work and the speed of the server. We've had
operations where they're running six control
rooms and people are playing the same spots
at the same time and there’s not even a burp.”

Apparently, it can also depend on the speed
of the hard-drive within the PC. Digital
Universe’s two big selling points are it uses
uncompressed, linear audio for
clean audio quality and a large
channel capacity—up to 40 ste-
reo channels, as opposed to five
or six, from a single server. How
does Digital Universe run 40
channels simultaneously from
one computer? “You think of
how stations are trying to con-
solidate into actual physical clus-
ters and that’s a huge plus,” Bob
Lundstrom, CBSI’s Director of
Worldwide Sales explains. “We
are driving the channels not with
hardware, but we're getting it off
the speed of that hard disk. So
our limitation is the current state

by Carl Marcucci

of hardware today. Our competitors have 10
put X number of sound cards in the back of
the computer and when they run out of slots,
they have to get another computer to get more
channels.”

As 0 the audio quality that Digital Universe
also sells upon, keeping the original 4+.1 kHz
CD sampling rate is key. “So what they're get-
ting is virtually CD-quality put into their ra-
dio,” says Lundstrom. “The reason a lot of
major market stations still havent gone to
automation is their end users want audio qual-
ity. So they're throwing them CDs. With com-
pressed audio, you may be getting multiple
levels of compression. People are taking for-
matted music, from say, a supplier, that may
be compressed one or two times before the
supplier gets it. They give it to the radio sta-
tion and the radio station compresses it. By
the time it gets to the audience, it may have
gone through two or three different levels of
compression. The obvious reduction in sound
quality can drive listeners away.”

“We do streaming uncompressed as well as
streaming compressed. All that compression
doesis run up the price of the system because
it requires more computer storage and more
computer overhead. In terms of audio qual-
ity, as long as you're using a good sampling
rate and bit rate, you've got pristine sounding
audio. 44.1 and 256kbps—I challenge any-
body to tell the difference between that and
192 kbps, which is what most garden variety
automation systems do. Some will sound very
harsh—swirly and the highs are fluttery,” says
Davis.

The a la carte approach
More and more, automation applications are
being offered a la carte to meet the needs and

Broadcast Electronics’ AudioVault
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budget of any station. “Today, everyone offers
most everything the others do. Some charge
extra for certain features while others include
it at no additional charge,” says George Tho-
mas, President, CartWorks. “Medium to small
markets have been our best customers because
of the ease of use of our products and our
reasonable prices.”

MediaTouch’ Davis explains his offering in
stages: “For small markets—the beginning sys-
tem—we call Quick Picks. Its low cost, it does
voice track and digital automation. You load
up the list, it plays the list, it loads up the next
days list. Our main product, OPLog, is meant
for both satellite and live assist. And we have a
lite version of OpLog—OpLite’—for people
that are just moving up. The key is we've made
this entirely forward and backward compat-
ible—you can start with any product and move
seamlessly from suite to suite.”

MediaTouch’s top of the line offering, the
“Enterprise” system, is for duopolies and clus-
ters, able to run eight radio stations on a single
server.

Scott Studios offers four product lines, al-
lowing stations to tailor a system to their needs
and budget. Good: Spot Box, basically a cart
replacement; Better: AXS Jr., software for use
with nonproprietary computers and sound
cards which runs satellite formats and music
from hard drive; Better still: AXS 3, a com-
plete hardware and software system that runs
satellite formats or music on hard drive; and
Best: The touchscreen SS-32 (Windows ver-
sion) Scott System with multiple features, in-
cluding those from the other systems. “The
main thing is that it is just ridiculously easy to
use. Everything looks like a machine on the
screen, not a mouse maze like a lot of Win-
dows programs. Our buttons are eight times
bigger than the average fingertip,” says Scott.

The AudioVault suite of software solutions
is also scalable for very small to large major
market ops. “We have totally taken on a soft-
ware model with several packages that you
can choose from or you can pick and choose
the applications that you need just for your
operation,” says Yunck.

AudioVaults product line includes automated,
live and live-assist for on-air operation; schedul-
ing for traffic and music schedule integration,
voice tracking, remote scheduling and automatic
reconciliation; remote operations; copy manage-
ment (through AirBoss, AudioVault’s user data-
base), which provides music notes, concert
schedules, weather forecasts and live reads: news
management (through NewsBoss, AudioVaults
news system), for managing news text and au-
dio; and WebVault for streaming on the net
(see below).
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Working with the Internet
stream

Stations that stream their audio
on the net realize the on-air in-
ventory that listeners hear over
a webcast 1,000 miles away is
nothing but lost opportunity. A
trend is developing that allows
Internet-only audio streaming
ads to be placed over the exist-
ing inventory—a good source of
NTR if your web ratings are
good. Says Scott: “One of the
new things that we're doing is
our §5-32 system will originate
second spots. In other words, in
a stop set you can have one on
the air at your main station and another clus-
ter of spots on a secondary station. There’s a
lot of syndicated shows that don' give you
the rights to Internet stream with them.
Howard Stern, NPR and professional sports
come to mind.”

Scott has made deals with some Internet
service providers for functionality—Get Me-
dia, WebPresence (RBR 4/13, p.12), Radio
Voyager: “They’re doing something with 12
different streams. Say you have a dog, you
get a Ralston-Purina ad,; if you say you drink
Coke, you get this. Thats a separate box we
make—'Add-ins.’ It takes more audio card
outputs to make that work. And in conjunc-
tion with streaming on the web, we also have
displays of the titles and artists of the songs
that are playing.”

WebVault is BEs AudioVault technology
adapted for the Internet. “We're including our
eStream (RBR 1/24, p.6) card so that you can
customize your audio just for Internet broad-
casts—if you want to put on separate spots
for the net, you can,” says Yunck.

What if someone wants to
keep their existing AudioVault
system and use it for Webcasting
also? “Plug in the WebVaull prod-
uct, and it would share invento-
ries back and forth between the
two,” Yunck explains. “Or we
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While Dalet isn't currently of-
fering the spot-streaming tech-
nology, its in the works. “We are
working with some companies
right now to provide that capa-
bility,” Robin Wang, Director of
Marketing, Dalet tells MBR.
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Cart Chunk

Swapping audio files between differing sys-
tems (on-air and production): the dark side
of digital. Different designs and technolo-
gies make it difficult sometimes to transfer
an audio file and its header/labeling infor-
mation (out-cues, artist name, title, start and
stop dates, time markers MPEG data, etc.)
into the database and proper files. Says
Davis: “Once you finish your commercial
in production, it would be nice to just hit a
button, say on an Orban Audicy [the first
to label the protocol] and have it show up
in the MediaTouch, without having to go
through a bunch of steps to import it. You've
got all this nice digital equipment, its a
shame to have to bring it back out to ana-
log to dub it in.

Well, a usage standard is emerging—the
“Cart Chunk.” As Davis says, Cart Chunk is
named from programmer speak. “In the
header of the file, you have various frames.
The reason they call it a chunk is you are tak-
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Scott Studios’ SS-32
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T'h@a ';s why leaders look to BE..

Leaders in broadcasting manage revenue today by working in a dynamic
environment that crosses efficient radio station automation, nnovative
transmitter technology, streaming Internet audio, and multimzdia

radio - THERE ARE NO BOUNDARIES! In this new industry

it's all about trust, talent, flexibility, robustness, “best of treec”, and
accountability. And there are no boundaries in what BE has o offer:

Digital Audio Storage and
Studio System

Open Architecture
Software Design

News/ Music/ Traffic
Workgroup Software
Remote Configuration Tools
Streaming Internet

Radio Solutions
Satellite, WEB, WAN Tools
Leading Transmitters
Purchasing Programs
Innovative Transmitter
Technology

Low Power FM Solutions
MARTI®

AudioVAULT®
eSTREAM™

NewsBoss™

Support: BE offers 24 x 7 support both by phone and Internet.
Our core belief is that customer’s needs come first!

Training: BE offers hands-on classes, which give your pzople the
understanding they need to successfully operate BE equ pment.

Partnerships: BE has formed relationships with digital technclogy
and broadcast industry leaders to ensure that our solutions
successfully serve our customers needs today and into the future:

Customized Solutions: BE takes pride in working with customers
to provide them innovative broadcast solutions that are unicue to
their environment.

Broadcast Electronics

o e paehut ot o v Quincy, lllinois * 888.232.3268




ing a chunk of data and you are embedding it
inside the file, into the audio data. You're tak-
inga chunk of data that isn't audio, but you're
putting it within the audio.”

“We will be showing full Cart Chunk sup-
port,” says Enco Systems VP Sales and Mar-
keting Don Backus. “Orban, Prophet and Enco
were working on it. Its a way o interoperate
between different systems by storing all the
data with the actual audio cut itself. 1f you
have a system where a group has some

AudioVaults and some DadPro32s, and maybe
they have a Prophet or two, if all of those are
supporting that standard, they no longer have
to worry about the translation and the diffi-
culty of swapping files around.”

Prophet’s NexGen system announced sup-
port for the chunk at last years NAB Fall show.
Encos DADPro32 was probably the next. “So
we no longer have 10 talk about our database
communicating with their database,” states
Backus. “Now, the database can look at the

Latest and upcoming offerings

cut and just say, ‘you're a new cut,’ and check
the header of the cut and all that cart chunk
information is there, and automatically inject
it into the library. it should make life a lot easier
for groups with multiple systems.”

“We're open to it. We're not supporting it at
this particular moment, but we're evaluating the
chunk,” says Davis. “We're just waiting to see
how it plays out through the standardization
process—we'd like 10 see it more robust, carry
much more information than it carries now.”

A compendium of the latest offerings, highlighted at NAB, from the digjtal
automation vendors.

CartWorks

CantWorks’ WAV/MPEG Digital on-air System has been upgraded 10 now sup-
port a wide variety of digital audio formats—Microsoft WAV, MPEG Layer 11
and I, uncompressed WAV, PCM and others. The systemn also supports simul-
taneous playback and recording of files with different sampling rates. CartWorks
offers four dedicated hardware playback devices, offering no delays while files
are being premixed in the host computer. Other upgrades: simultaneous mouse
and touchscreen operation and a “Raid Mirrored Hard Drive” option that writes
everything to the backup drive asits written on the main hard drive. If the main
hard drive fails, the backup automatically takes over.

Scott Studios

“We keep adding new features to the [touchscreen] SS-32 all the time,”
President Dave Scott tells MBR. “Now we have voice-tracking, as well as
phone editing in the air studio. It used to be voice tracking was just in the
production studio. Another thing we introduced at this show is a second
log and a second set of outputs, if you're doing streaming on the Internet,
and want to run different commercials or even different shows.”

CBSI

CBSl is featuring NetCapture, its new virtual router/switcher that allows
uses a dedicated PC to grab satellite feeds and feed them into the DU sys-
tem. Says Director of Worldwide Sales, Digital Universe, Bob Lundstrom:
“It enables all audio to be accepted from satellite or from other feeds in a
document fashion. It will receive that audio, send it to the hard drive or run
it live or do any combination thereof. All without any manual intervention.
1 believe one PC can handle up to eight satellite feeds, and once they're in
the system, you can treat them like any other cart. Anybody on your system
can access them.”

Broadcast Electronics

“Vault2” was launched at the show, written for the Windows, rather than
DOS platform. Says David Yunck, Marketing Manager: “What it is is a se-
ries of products that we’re using to unite different islands of technology, all of
our different systems so they can share files among each other.”

Aside from the WebVault product mentioned earlier, BE is introducing
VaultXpress, tailored for small and medium sized radio ops. “VaultXpress is
the same software applications that were found in AudioVault, but now, they
are scaled down for smaller radio organizations or operations,” said Yunck.
“They are designed with an open architectural point of view so they can run
on almost any PC. Its a scaled down AudioVault and costs a lot less.”

VaultXpress comes in five out of the box packages: “SAT Pack” for auto-
mated radio formats; “On-Air” for radio stations that produce live content,
with the ability to import schedules from virtually any traffic and schedul-
ing program; “On-Air/Sat Pack” for stations that broadcast both live and
automated programming; “Prod Pack” for production-intensive stations or
operations; “Pick-N-Choose Software Modules"—in addition to the above
packages, VaultXpress offers every software module of the AudioVault sys-
tem, including WebVault (see main story).

Enco Systems
“We're going to have an interface to NewsBoss, which will join the Interface
to NewsReady and ENPS (Assoc. Press). We are working on an AVStar

interface. (an Avid Product),” says VP Sales and Marketing Don Backus.
“We will be showing XML support, which essentially is a software technol-
ogy that will increase interconnectivity between our product and Web prod-
ucts and e-commerce applications.” Also: “We have a CD ripper that’s in-
cluded with DADPro32 now; a new version of our basic library database
interface, and at the show we’re going to be showing DADPro running on
Windows 2000,” Backus added.
Computer Concepts
“We will be introducing Maestro 111, which is in Australia with DMG. They
have a new concept that is a regionalization of radio where they've got a hub
site and a number of smaller cities that they treat as affiliates—its a lot like
our satellite models here, Jones, etc. Except they themselves are the uplink
providers,” says Computer Concepts owner Greg Dean. “Using Maestro 111,
as well as their own affiliates using Maestro 111 as the satellite receiver and
controller. We've always done satellites, but the new things include full
automation where the uplink, the hub, is also automated overnight and the
affiliates are following that automation and then providing local content.”
Also: “New on the old product is Epicenter—an audio processing main-
frame that handles all audio sources—analog or digital domain—and
switches and routes those to destinations, again, analog or digijtal. As a pant
of that mainframe, there is audio processing—we can encode and encode
up to 384 MPEG simultaneous audio streams,” says Dean.
Prophet Systems
Its latest system, NexGen Digital Broadcast, introduced several new enhance-
ments at NAB: A TCF/IP network protocol, “Heads and Tails™ audio allows
stations to handle off-site segues with ease by specifying smaller sized begin-
nings and endings, resulting in less data to transfer. Prophets WANcasting
module can now be configured to allow automatic sharing of voice tracks,
production elements, and promotional sponsorships. “We've also improved
our voice tracking feature,” says Director of PR Jackie Lockhart. “The
Voice TRAC enhancement includes the toggle fade feature, which allows you
to adjust the fade out or fade up; a zoom function that provides a closer look
at a particular section, and the ability to export voice tracking into a four-track
editor. Now you can add additional elements and mix your voice tracks be-
fore importing them into the voice track slot. A separate segue editor lets you
tweak upcoming segues in the log and adjust cross fade points easily.”
MediaTouch
“We're adding MP3 support to our software, so if somebody sends the com-
mercial in MP3, so can even play it in its native state—you wouldn' have to
convert it,” says VP Radio Operations John Davis. “We’re also coming out
with a new logging program—its a PC that sits alone and archives multiple
radio stations—you can use it for proof of performance logs. 1t’s a web-
based product using a browser and Windows Media Player.”
Dalet
“We have a lot of new enhancements around the Dalet5.1 audio system,
such as support for linear audio; an integrated, but optional music schedul-
ing application; some enhancements in terms of how editing and schedul-
ing is done,” says Robin Wang, Director of Marketing.

5.1 now comes with a multimedia content database. “So what that means
is instead of just audio and text for title and artist information, it has the
ability to store graphics and images and videos as well,” adds Wang.
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“Scott Studios Saves My Stations $45,000 per Year”

Doug Lane, owner and GM of WWDL (FM), WICK (AM) and WYCK (AM), Scranton and Wilkes
Barre, PA says he “saves more than $45,000 per year with Scott Studios’ Voice Trax automation.
While the investment was major for a small E\mlly company like ours, the pay back was fast and
real. And the savings are year after year after year.

“Unless we are running evening baseball or Friday night high school football, we close the
building at 6PM and operate unattended until 5:30 the next morning.

”We use several independent announcers to record Voice Trax for us, along with our regular staff.
Evenme! We operateboth live assistand automation.”

Normally, each announcer records a fresh show every day. Scott’s exclusive Voice/Music
Synchronizer guarantees every song playsonly with the correct voice track. Ifajock gets toobusy
and doesn’t do their show in time, Scott’s unique Voice Trax System automatically airs evergreen
standbys that sound right! Doug says, “No one but Scott Studios has this great fail-safe feature.
Scott Studios’ System provides a separate specific generic Voice Trax for every track for every hour
and every day of the week in case someone can’t track their show in time.”

Scott’s Voice Trax recorder is the industry’s easiest to use: most tasks are done with just one

button. The mouse and keyboard are seldom touched. Voice Trax take only seconds per cut to

record. Scott’s AutoPost makes announcers sound better and minimizes Voice Trax re-cuts.

Experienced jocks don’t waste time checking their work because they hear their voice and

surrounding music and spots in context while recording.
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The Scott System is radio’s most user-friendly. You get instant airplay or
audition of any song simply by spelling a few letters of its title or artist. You
see when songs played last and when they'll play next. You also get voice
tracking while listening to music in context, hot keys, automatic recording and
graphic waveform editing and scrub of of phone calls, all in one computer!

Holidays from out of town PD’s and GM’s wanting to
speak with me because they heard me ‘on the air’.

uesswhat? Iwasn’teven there! They wereamazed at
our Voice Trax and Scott’s accurate Time Checks too.
Actually, they were ‘very impressed’!

Doug is now installing Scott’s automated temperature
announcer. He says, “Scott’s features are great. The
savings are even better! [ wouldn’t want to run my
stations without Scott Systems!”

Scott Systems are delivered with your music library
pre-dubbed, plus time-saving CD ripCFers that digitally
transfer music to hard drive in seconds, no-dub instant
LAN spot uploads from Sonic Foundry multi-track

roduction, MPEG and uncompressed digital audio (at

a compressed price) and a week of Scott School training of your whoEl)e staff at your station. You get Cart Walls for instant
requests, a phone recorder with waveform and audible scrub editing, the ability to record Voice Trax in your air studio while
listening to your music in context in headphones, title and artist displays for your website, time announce and Cat. 5 audio
wiring for fast installation. Scott’s SS32 System can feed different spots to webcasts or second stations, run satellite formats and
ABC's LocalMax. Scott Studios offers optional auto-transfers of spots and Voice

Trax to distant stations over Internet or WAN, wire capture and newsroom editors,
unattended school closing reports and 24/7 live support via toll-free cell phones. M W
Scott Studios’ unequaled money-saving features mean more U.S. stations use Scott =

than any other digtal air studio systems (5,500 workstations in 2,250 U.S. Stations 13375 Stemmons Freeway, Suite 400
and nine of the top ten groups). See our web site and toll-free phone at the right. Dallas, Texas 75234 USA

Internet: www.scottstudios.com
(972) 620-2211 FAX: (972) 620-8811
8 0 0 ¥y

(800) SCOTT-77



TOM JOYNER:
TAKING IT A STEP UP

by Carl Marcucci

ABC Radio Networks’ morning drive sensa-
tion Tom Joyner bills himself as more than just
an entertaining host. One of the hardest work-
ing men in radio, he flies around the country
on remotes—actually concerts—and works
with his listeners to further worthwhile causes
and charities, including his own Tom
Joyner Foundation. Just before being
picked up for syndication 1/94, he was
doing two shows a day from Chicago
and Dallas, earning him the well-de-
served nickname of “Fly Jock.”

Now with a well-seasoned team of

personalities—Tavis Smiley, J. Anthony
Brown, Sybil Wilkes, Kevin Woodson
and Myra ]—The Tom Joyner Morn-
ing Show has evolved into a first class
entertainment mix, including such
regular features as “Its Your World,”
a daily soap opera parody, “Christmas
Wish,” “Thursday Morning Mom”
and “The Old School Breakfast Mix,”
featuring R&B Oldies.

In ‘98, Joyner became the first Afni-
can American elected into the Radio Hall
of Fame, and at last months NAB2000
was inducted into the NAB Broadcasting
Hall of Fame. There, at presstime, he an-
nounced “BlackAmericaWeb.com,” his new
portal for the African-American community.

Now on 105 affiliates, Joyner explains
how he got there
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You sell some inventory for the show
yourself, i.e. McDonald’s and Southwest
Air. How do you sell your show and what
accounts did you bring in yourself?
I just don' sell the spots. What I do is look
for partners—someone that wants to partner
with me and the show and in some way do
something for the community. An example is
Southwest Airlines, which is the first account
that 1 partnered with. Southwest not only
bought some of my inventory, but they also
became title sponsor for our “Sky Show,”
which is our remote broadcast that we do 30
times a year. Its a big production. We called it
“The Road Show” until we got the Southwest
Airlines sponsor. We do 2,000-seaters in each
city and people get up in ungodly hours in
the morning just to get into what is a free show.
We have an old school act, Earth Wind & Fire
Chaka Khan, The Temptations, Jeffrey
Osborne, you name it. And we do a party for
four straight hours, while on the air.
Southwest Airlines sponsors a weekly thing
[year ‘round] we call “Christmas Wish.” You write
us, you tell us your story and we grant it. And
along with all that, Southwest uses me as a
spokesperson to the African-American audience.
They use me in their print, TV and radio ads.
They also do spot buys on a lot of the affiliates.

So it really is a partnership in almost
every sense of the word

It is complete partnership. Then you have
Coca Cola. Coca Cola not only buys part of
my inventory, but it is also a supporter of the
foundation. Coca Cola has donated $250K to
the foundation.

Tell us about the Tom Joyner
foundation

The Tom Joyner Foundation does one thing
and one thing only—we help kids continue
their education at black colleges. We do that
by several methods and one of our biggest spon-
sors is Coca Cola. And every penny, every cent
that is donated to the foundation goes directly
to the schools and the schools issue out the
scholarships. The foundation has no adminis-
trative costs or expenses—I incur all of that.
We spotlight one school 11 months of the year
except December because its a short school
month. We spotlight one school each month,
and for that month, we just drive donations—
drive and drive and drive. We have a 900 num-
berand $15, $20 or $25 is billed to your phone.
Filty cents of every donation from that phone
call is matched by the United Negro College
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We salute all of those who helped to build today s Urban
Market. As programming and
community leaders, you
helped to educate the world
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the strength of the marketplace is evident throughout

the country.

Your full-service resource
10 reach the African-American consumer offering
over 125 top urban-formatted radio stations
nationwide and creative

marketing solutions.
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Fund. We just reached our million dollar mark,
in existence just since March ‘98,

Oldsmobile is another one. We partnered
with them and they’re doing a voter registra-
tion drive. Its one thing to get on the air and
say “Hey, vote, because its important.” We took
it to another level. We gave people an incen-
tive to vote. We're partnered with Oldsmobile,
but Oldsmobile donates cars that we give
away—you register for the car when you reg-
ister to vote. In each stop that we make, we
get volunteers from the League of Women
Voters, The Urban League, NAACP In ‘99 we
registered 10,000 people.

Why is the Tom Joyner Morning
Show a good choice for advertisers?
We've got a real active audience. Like the
CompUSA thing (RBR 10/25/99, p.4). That’s
a good example of how active our audience
is. [t makes a whole lot of sense to go after our
audience, and the fact that in most cases is
underserved when it comes to advertisers—
no matter what category. In most cases, the
black consumer is not served or courted by
advertisers. So, when black consumers know
that an advertiser wants and appreciates their
business, that makes our audience very en-
dearing to their brand. We've got a lot of
money and we're spending it. And if you're a
smart advertiser, you will go after it.

Agencies need to tell their advertisers that
this is an untapped gold mine and if they want
a piece of this, if they want to secure this niche,
they should actively go after it. And if they're
not, they should re-think their strategy.

Tell us about your fly jock days in the
80s and early 90s—mornings in Dallas
at KKDA-FM and afternoons in Chicago
at WGCI-FM.

I kept a real good attitude about it. | said “
can't control these flights and I'm not going to
let these flights frazzle me.” I would go to the
airport, and if the plane was flying, I'd be on it.

Did you at least fly first class?
Yeah—I was in the budget. They put me in
their projections. And when I quit flying back
and forth, people were laid off, I'm sure.

How do you make your show sound
so local?

The credit goes to the producers on the affili-
ate end. The good ones, and most of them
are, send drops that 1 cut after the show for
the next day. | do about a phone book thick
of drops and when I'm finished on this end, |
simply hit a tone that triggers their drops on
the affiliate end. We satellite it to the cities
(RBR 8/23/99, p.4).
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Tell us about your web site

The Web site is blown up. It5 far exceeded
the expectations of everybody. We relaunched
our web site in November and we've been av-
eraging about a million hits a day. No one fore-
casted that. We offer banner ads and audio
streaming ads (RBR 12/6/99, p.3). This thing
has taken off in such magnitude proportions.

How do you drive so many people to
your site?

Just on the air. We just say “go to the site,”
and they go—just another example of how
active this audience is. We have a message
board, once a week we do chats and lunch-
rooms. They average like 200-300 thousand
people trying to get on during the two hours
that we go on line live.

How did you get your show going—
something that was virtually
unproven—during the challenging
first year with the 29 affiliates?

Well, you know—your basic 25 hour days. |
knew that if this was going to work for black
radio then I couldnt do what Howard Stem did.
Stern does a New York show that everybody lis-
tens to. | knew I couldnt do that with black
radio. Black radio is much too personable for
that. 1 had designed a show that was for a na-
tional audience, but yet had a local feel. I had to
come up with a show that was tailored for my
Chicago and Dallas listeners and felt local, so |
had to do it with mirrors. | had to take some of
the main elements of what I was doing daily in
Dallas and Chicago and [ just stepped it up, for
instance the soap opera. [ used to talk about what
happened on the previous day’ soap operas. |
used to do that forever. And 1 said “how can 1
step this up?” Well, instead of talking about what
happened and making fun of it, do it—do an
actual soap opera.

Why did you leave WKYS-FM for
WHUR-FM here in Washington?
Why was WHUR so good for your
career (ratings went way
up...tripled)?

Well, because HUR was a much
better operation. We were
with KYS for the first two
years ‘94 and ‘95. And KYS
was sold. When Cathy
Hughes and Alfred [Liggins]
bought the station, they
didnt want the show. We
went to HUR and they said,
“Yeah, we want it and we want
to do it like it hasn't been done
before. They packaged the show,
marketed the show. They bought

TV and the Metro. We left Kiss on a Friday
and we were on the air with HUR the follow-
ing Monday and that weekend they did a big
promotion in newspaper and TV about the
switch and we've been rolling ever since and
never looked back.

Legend has it you sang with the
Commodores. Was that during your
college years at Tuskegee?

This is before the money. We all went to school
together. | was with the group before they took
flight. My parents said “you need to get out of
that group because they aint going nowhere.”
1 got married in school and my new wife said
the same thing, so stupid ass me | said “yeah,
you're right.”

You must have cried

a couple of tears...

I'm still crying, After I got the degree in Sociol-
ogy, | sat on my ass with nothing to do for about
three to six months. 1 didn' have a job, and 1
was married. [ got a call from a friend who said
“would you like to do news on this radio sta-
tion?” It was WRMA Montgomery, Alabama.

You are one of the most influential
personalities in radio. What goals are
you trying to reach with and for your
listeners?

Short term [ would like to see us make a dif-
ference in the 2000 elections and I'd like to
see us motivate our listeners to participate in
the census. [ think those are very important
for Black America. With the show | have and
the kind of reach it does, that we have a real
responsibility, not to just party and have a good
time (which we do a lot of), but to make a
difference. At the same time while we enter-
tain and have a good time, we have to inform
and try to empower people.

Joyner and his morning show cast
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EXPERIENCE

You know the saying — there’s no substitute In blockbuster sessions, informal presentations
for experience — and you'’ll find plenty of it at and exhibits, and one-on-one networking
The NAB Radio Show in San Francisco. Discover opportunities, you'll get top-notch advice on:
radio’s digital future as you tune in to technology
and experience tomorrow’s most innovative
products. Plus, get on the same wavelength as

‘ the visionaries who set today’s trends — and
direct the future.

¢ Broadcasting and webcasting

e Technical threats of LPFM

e Changing industry regulations

o Emerging products and technologies

¢ Creativity in commanding small markets

* Consolidation by design — issues and insights
e Cluster challenges and opportunities

¢ And more

Tune in and you’ll find that nothing sounds better
than The NAB Radio Show. To register online, go
to www.nab.org/conventions. For information on
exhibiting or attending, call 1-800-342-2460 or
1-202-429-5419.
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SHOW

‘ Are You Tuned In To The Next Big Thing?

Conference: September 20-23, 2000 ¢ Exhibits: September 20-22
Moscone Convention Center * San Francisco, CA USA
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For more information go to www.nab.org/conventions
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Do you know the way to Monterey?
In the case of Jeff Wilson, the an-
swer is a resounding yes, as he ex-
its a sales position with the Clear Channel cluster in San Diego to
become VP/Market Manager of the groups station six-pack up the
coast in Monerey-Salinas-Santa Cruz.

RealNetworks nets Internet exec: Internet media delivery specialist
RealNetworks Inc. has named Alfred Binford SVP of Broadcast Ser-
vices and President of its Real Broadcast Network. He comes over
from Intermedia Communications.

Wedging into Wegener: Broadcast equipment provider Wegener Corp.
has added Phil Whitacre as Director of Sales for the US and Canada.
Additionally, Robert Donnelly was named Regional Sales Manager
with responsibility for the Northeastern US. Whitacre was promoted

26

from within the company; Donnelly came over from ABC Radio Net-
works.

Rising stars at XM Satellite: XM has bolstered its marketing depart-
ment with a pair of new execs. Patricia Kesling has been named VP,
Marketing Strategy and Gary Hahn received the title VP, Advertising
and Creative Services. Also, Derek de Bastos was upped from Direc-
tor to VP of XM’ Space Segment.

Enter.com? Group owner Entercom Communications Corp. has as-
signed an exec to over see its [nternet operations. Kim Johnson is the
new VP/Internet Sales. She was at Clear Channel’s Internet group in
Orlando.

Granted application? Metro Networks/Shadow Broadcast Services has
named Mark Grant to the position of VP/Sales, Chicago. He comes
over from a similar position with Westwood One.

to AMFM

DGN Peils it on: Syndicator Dame-Gallagher Networks LLC has
named Gordon Peil Director of New Business Development. He ex-
its the Radio Voyager Network.

Hiwire act: Ron Rivlin has exited Launch Media to become VP/Affili-
ate Sales with Hiwire Inc., a firm specializing in advertising for stream-
ing media.

Get your money’s worth from
Ainsworth: Financial group Daniels
& Associates has named one of its
own, EVP Greg Ainsworth, to the po-
sition of Group Leader for its New
York-based Investment Banking
Group.
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THE EXLINE COMPANY

MEDIA BROKERS « CONSULTANTS

SOLD
KRCO-AM/KILJK-FM/KWEG-FM
Prineville/Bend, Oregon

ANDY McCLURE
4340 Redwood Highway ¢ Suite F-230 ¢ San Rafael, CA 94903
Telephone * 415-479-3484 Fax * 415-479-1574

DEAN LeGRAS

dstswonld®

® Market Analysis

@ Custom Mapping

@ Ethnic/Demographic Data

@ Sales Marketing Packages

@ Pinpoint Target Audience

www.dataworld.com
800-368-5754

Professional Cards

Mullaney Engineering, Inc.

Consulting Telecommunications Engineers

9049 Shady Grove Court
Gaithersburg, MD 20877

phone//301-921-0115 fax//301-590-9757
Member AFCCE mullener@aof.com

Boyd Broadcast Technical Services

James Boyd

21818 SW Columbia Circle
Tualatin, Oregon 97062

email: bbts@teleport.com

(503) 692-6074

AM&FM NRSC Measurements...RFR Measurements.. AM&FM
Fieldwork...Due Diligence...Mock FCC Inspections..
Got a tough problem, we'll help you solve it!

When Reliability
Matters Most...

CartWorks
Digital Audio Systems

Live Assist
Satellite Automation
Music-on-Hard-Drive
Easy Operation  Reliable  Affordable

1-800-795-7234 www.cartworks.com

OWL ENGINEERING, INC

*Member AFCCE*
FCC Applications & Field Engineering
N Frequency Searches & Coordination
. 0 AM-FM-CATV-ITFS-LPTV
. EMC Test Lab-FCC & European (IEC)

~~ 800-797-1338

8899 Hastings St NE, Minneapolis, MN 55449
info@owleng.com (612) 785-4115 fax:(612) 785-4631

'OMMUNICATIONS TECHNOLOGIES, INC.

Broadcast Engineering Consultants

Clarence M. Beverage
Laura M. Mizrahi
P.O Box 1130, Marlton, NJ 08053
(856) 985-0077 e fax (856) 985-8124

Coming Soon...

Your Professional ad
could be here

in Manager’s Business Report

And in June we take a close look at the movers & shakers in radio. Who is
left standing, and who should you watch tomorrow?

And in July we revisit the Virtual Frontier

and find out who-and-what to look out for
in web development and streaming audio.




May

7-9
Pennsylvania Broadcasters Convention
Hershey, PA (717) 534-2504

19-21
Vermont Broadcasters Convention. Stowe
VT (802) 476-8789

19-23

National Association of Black Owned Broad-
casters Spring Broadcast Management Con-
ference. St. Martin, Antilles (202) 463-8970

24-28
National Public Radio Conference. Orlando,
FL (202) 414-2000

June

5-6
New Jersey Broadcasters Convention. Atlan-
tic City, NJ (609) 860-0111

8-12
22 Montreux Symposium. Montreux, Swit-
zerland +41-21-963-3220

12

Broadcast Education Association Service to
America Summit & Awards. Washington, DC
(202) 429-5354

13-14
NAB Summer Board of Directors Meeting.
Washington, DC (202) 775-3527

14-15
Wisconsin Broadcasters Convention. Eau
Claire, W1 (608) 255-2600

14-17
PROMAX & BDA Conference. New Orleans,
LA (310) 788-7600

15-17
Missouri Broadcasters Convention. St. Louis,
MO (573) 636-6692

16-17

Wyoming Broadcasters Convention. Gillette,
WY (307) 632-7622

16-17

Nevada Broadcasters Association Golf and
Tennis Tournament and Awards Luncheon
annual Hall of Fame dinner-dance, Desert
Inn Country Club. Las Vegas, NV Contact:
Bob Fisher (702) 794-4994

19-22

New York State Broadcasters Association 39th
Annual Executive Conference. Sagamore
Resort Hotel, Lake George, NY Contact: Mary
Anne Jacon (518) 456-8888.

22-25
Mississippi Broadcasters Convention. Biloxi,
MS (601) 957-9121

22-24
Montana Broadcasters Convention. Red
Lodge, MT (406) 442-8121

22-24
New Mexico Broadcasters Convention. Al-
buquerque, NM (505) 881-4444

23-25
Georgia Broadcasters Convention. Macon,
GA (770) 395-7200

23-26
Florida Broadcasters Convention. Palm
Beach, FL (850) 681-6444

26-27
lowa Broadcasters Convention. Des Moines
1A (515) 224-7237

30-July 2
Virginia Broadcasters Convention. Home-
stead, VA (804) 977-3716

July

7-8
South Dakota Broadcasters Convention (605)
224-1034

14-16
Alabama Broadcasters Convention. Gulf
Shores, AL (800) 211-5189

22-25

NAB Executive Development Seminar for
Radio Broadcasters. Washington, DC (202)
775-3511

23-25
North Carolina Broadcasters Convention.
Wrightsville Beach, NC (919) 821-7300

27-30
Idaho Broadcasters Convention. Sun Valley
(208) 345-3072

BR.COM

SIGN
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UP TODAY FOR FREE

WWW.RBR.COM
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The hits keep coming!

75,000 hits in December*
84,000 hits in January”
118,000 hits in February”

174,000 hits in March”

WWW rbr com

E Luah ,‘.[ tp /. mmm/

I&m Am&w Yotow Pages &0
|

RADIO NEWS

Apgll Fugees Dey! (42)

Tubuoe educaton eup for sale (¥3)
Petacom fises fiom ASh (43)

ArBell eons. this Wme forever (¥3)

*CD launches & San macisco. San Joze, offers PalinPuot use (412)
Here we g0 sealn (42)

*Continuous news updates
* Interviews
* Transactions
* Stocks
* Search RBR archives
*Market Profiles
*Event Calendar

* Microsoft Site Server Analysis




MBR Sound Off™ _— |

This month, William O’Shaughnessy, President, Whitney Radio,
sounds off on two topics: Radio consolidation and the FCC’s attempt
to counter consolidation with LPFM. Whitney Radio owns WVOX-
AM & WRTN-FM New Rochelle, NY.

On consolidation:

One of our competitors was sold again in
March—for the second time in a year! (And
about the 10" time in recent years!) The sta-
tion has also had 25 general managers by last
count!

But my Whitney Radio colleagues and I take
no satisfaction from this latest development
which was all part of a $185 million deal. The
sad truth is that radio stations are worth more
“in play” as pawns or bargaining chips among
speculators than they are being operated as
community radio stations.

It all depends on how you view a radio sta-
tion. Do you look on it as merely a jukebox,
cash cow or money machine? Or do you see
itas an instrument of communication to make
people think, to make a community stronger,
wiser—even sweeter—than it is?

There is no question that independent
“hometown” community broadcasters are be-
ing replaced by “asset managers.” It is hap-
pening all across this country. And there is a
growing concern among academics, free
speech advocates, sociologists and journalists
that consolidation may not have been all that
beneficial to the listening public by causing
fewer voices to be heard in the land.

I continue to believe that a radio station
achieves its highest calling when it resembles
a platform, a forum where many different
voices are heard. And I recall the words of
E.B. White that “a radio can be more than a
box or a kitchen appliance.”

Even in this high tech, electronic, digital,

30

cyber-space day and age, radio is still the me-
dium closest to the people.

I have to admit to being somewhat con-
flicted by all this. The late United States Sena-
tor Jacob Javits once told me, “You either be-
lieve in the genius of the free enterprise sys-
tem or you do not.” It is undeniable that the
speculators and swashbucklers who have de-
scended on our profession have driven up the
prices of all radio stations—often to astro-
nomical heights.

But broadcasting, which once was a profes-
sion—a calling, a privilege—is now merely
an industry.

On LPFM:

The editorial in my beloved New York Times
[3/31, p. A28] frames the LPFM controversy
asacase of the “haves” against the “have-nots.”
We cannot win that battle.

From the very opening salvo in this war |
have been of the view that we cannot prevail if
our response is based solely on technical
grounds. The FCC has its studies. We have ours.
But we broadcasters, above all, know you can
“buy” just about any “study” you want. So they
have theirs, which we consider “flawed.” And
we have ours, which the Commission {and now
the Times) has called “bogus.”

1 again respectfully suggest it is the process
leading to the allocation of these grants, the
dispensation thereof, which is the problem.
Who will have the power (or wisdom) to be-
stow these electronic podiums? And based on
what criteria? Should the federal government

even be in the business of evaluating the worth
and merit of those lonely, “unserved” voices
crying in the wilderness?

Even if government and its well-meaning
agents—the FCC bureaucrats—were suddenly
possessed of the judgement of Solomon and
their judgments instantly informed by some
kind of divine wisdom which would make
them so prescient and wise that they could
reach into the multitude and cacophony of
voices and absolutely identify the most deserv-
ing advocates and beguiling proponents of the
current most wonderful and meritorious cause
du jour... what about next month? Or next
year? [NAB President] Eddie Fritts, with whom
1 have often disagreed, had it exactly right when
he called LPFM *“social engineering,”

The government cannot, at a precise mo-

ment, fix, for all time to come, every problem
of society. Societal pressures shift. The integ-
rity of the recipients erodes and diminishes
or becomes irrelevant. And yet the grant, or
franchise, is still out there because the gov-
ermment, in the spring of 2000, all of a sud-
den decided to permanently “fix” something,
which is continually moving and evolving.
1 don't think a Democratic-controlled Com-
mission should be in that business. Nor do 1
believe a Republican-influenced FCC (which
we all desire) should bring its biases and pref-
erences to the issue

I am greatly taken with the notion that a
radio station achieves its highest calling when
it resembles a platform, a forum for the ex-
pression of many different viewpoints. I be-
lieve, as E.B. White suggested, that the instru-
ment known as a radio can be more than a
box or kitchen appliance. Or a jukebox.

We also have to acknowledge and share the
concern of those academics, sociologists, free
speech advocates and many journalists that
consolidation may not have been all that ben-
eficial to the listening public by causing fewer
voices to be heard in the land.

NAB has chosen not to advance the argu-
ment that we program in hundreds of lan-
guages and in many different formats. You can
also get on stations in every market and tear
down city hall, lambaste the mayor, and rage
and vent against “those people.” As an essen-
tial part of our defense we have not identified
or celebrated the tremendous diversity which
still exists on the airwaves of America.

So we are faced, in an election year mind
you, with a federal government which wants
to do some “social engineering,”

Damn, but Eddie Fritts was right on this one!

Contact: Cindy Hall Gallagher,914-235-3279
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money for nothin’ and the clicks are free. Imagine getting a website complete with e-commerce system
and content that targets your precise audience and format—like hot AC, country, oldies or classic rock—without
putting up a dime. That's the idea behind the BlueDot WebSite NetWork™ Get your audio streaming onto the web with
no maintenance hassles or monthly update fees. Tap into a new revenue stream—no work, just checks. We'll keep your
site content fresh so your listeners keep coming back. And your site is station “branded” with graphic design that is
targeted to your audience and local-market exclusive to your station. For - T

mogre details),l visit www.siteshell.com or call us toll-free atyB77-929-9‘I 01 SItG@[ﬁ@-‘U‘COm

Home of the BlueDot WebSite NetWork




sTrneaming audio )

putyour radio station omn the intermnet?

choose WarpRadio.com andstream through barter.. -.

“"“"\

2_ Fninutes of inventory per « dﬁy—
7 2 7 17 getsyou >3/ 7 streaming

——

» NO CASH REQUIRED - You do not write us a check!
= NO HIDDEN FEES - We make it so easy; there is nothing to hide.

* NO ANNOYING ADS - The listener clicks on ycur streaming link and gets your music, NOT our ads.

= INO LONG-TERM CONTRACT- Don't get bullied into a multiple-year binding contract.

www.warpradio.com
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