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. The Kennard challenge;
. F:C priorities become clearer at NAB

byTrank Saxe

| FC! Chair Bill Kennard (D) chal-
lered broadcasters at last week'’s
| N2 Las Vegas Convention to present
| hi1 over the next two months their
be: ideas toward increasing minor-
ityownership. “The industry prob-
ab’won’t have a concrete plan to give
to{ennard in 60 days,” said NAB
Prsident Eddie Fritts, adding, “We're
wiing to explore new options.”
Kenard said tax certificates may be
thway to go, and he and Fritts agreed
ambuse-proof system is needed.
ennard was presented with the re-
sus of the NAB survey showing radio
an TV stations gave nearly S7B worth
of ir time to public service last year,
burather than applauding broadcaster
aclevements, he seemed dismissive.
“Sme broadcasters take their public
inirest obligations seriously. Others
doft.” Kennard said he wants to open
a “ialogue” on the public service obli-
| gaon, reiterating plans to launch an
inairy while stopping short of impos-
injrequirements (RBR 3/30, p.3).
he NAB survey shows radio & TV
| stiions gave $6.85B worth of com-
I mnity service last year. The average
ra.o station aired 122 PSA’s a week,
wcth an average of $400K annually;
I 0ri3.14B industry-wide. Radio also
raed $1.2B for various charities.
¢t Suvey results will be presented to the
Ge¢e Commission tomorrow, April 14.
1 a separate report, the Ad Coun-
! cibays there was a 6% increase in

Publishers of Radio Business Report, Mid-Week News Brief, the Source Guide, Manager's Business Report

donated radio time. Radio remains
the Ad Council's largest supporter,
contributing over $573.7M or 58% of
the total donated media.

During his State of the Industry
Address, Fritts congratulated broad-
casters for their public service, while
challenging them to let policy makers
and the public know what is given.
“Tell them how broadcasters do well by
doing good,” said Fritts. The Gore Com-
mission is already pushing free time,
and Fritts feels whatever decision is
made for TV will ultimately affect radio.

Minority ownership, however,
seemed to have most of Kennard's
convention attention. He lauded
praise on Radio One owner Cathy
Hughes for giving Washington, DC a
black-owned voice. He said Hughes
saw radio as a way to serve her com-
munity, not to make a buck. In 1997,
minority ownership fell to 2.8% from
3.1%in 1996, the year the Telcom Act
was passed. “l am committed to re-
versing that trend during my chair-
manship,” he said.

Micro-radio stations, a concern of |

many broadcasters, did not get much
lip service from Kennard in Vegas,
although he has expressed some sup-
port for low power stations as a way to
increase the diversity of voices. Fritts,
echoing broadcasters’ general view,
strongly disagreed, and last week
called them “interference” which will
clutter the airwaves.

© 1998 Radio Business Report, Inc.

Q2 pacing picks up

Demand for radio time usually picks up in
Q2 and this year is no exception. Accord-
ing to the latest RBA/Miller Kaplan for-
ward pacing report, as of April 1, May is
running only slightly behind last year at
62.9% sold and June with 44.8% of in-
ventory sold, is running slightly ahead.

RBRobservation: Lots of grumbling
in the TV network world that a soft scatter
market could lead to a soft upfront mar-
ket. So far, few are expecting that will
have an adverse affect on radio—early
signs are that Q2 is looking strong.—KB

RBR/Miller Kaplan
Market sell-out
percentage report

1998 1997

75.6% 74.6%

Aprill

May 62.9% 65.8%

- June 44.8% 42.4%

RBR observation: While we don’t
doubt Cathy Hughes’ heart is in the
right place, if she wasn't making
money she wouldn't be the successful
group owner she is.

Programs to recruit minorities are
something broadcasters have been
taking very seriously, as evidenced by
the RAB’s Radio Careers Fair, which,
through workshops in more than 40
cities have increased the size of re-
cruitment pools by nearly 25,000 in-
dividuals, 40% of them minorities.
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News Briefs
fromm NAB 98

» Behind closed doors at the NAB,
CBSI, the company known for its
traffic & billing software, was demon-
strating its Digital Universe, an on-
ailr digital system offering
uncompressed or compressed audio
storage from a single server.

» RCS is integrating AP NewsDesk
into its Master Control on-air system.

» Broadcast Electronics will market
Auditronics’ digital consoles, becom-
ing Auditronics’ largest delaer.

» Harris Broadcast (N:HRS) and
Arrakis Systems have teamed up to
introduce Audiometrics Sound Source
digital workstation. Harris is the
marketer and Arrakis is the manu-
facturer.

» ABC Radio’s (N:DIS) 26 O&Os and
ABC Radio Networks have chosen
RealNetworks’ (O:RNWK) RealAudio
for streaming all of ABC's program-
ming on the Internet.

» What's in a name? Now stations
can have a “dotFM” [.fm] web site
address by registering with BRS Me-
dia, who, in conjunction with Internet
service provider, FSM Telecom Corp
has secured the premium domain.

» BIA Research is taking its radio
and TV database to the Internet with
MEDIA Web Search.

» Sen. Joseph Lieberman (D-CT)
and conservative commentator Wil-
liam Bennett urged broadcasters
to bring back the NAB Code of Con-
duct, which was dropped in the
1970’s amid a DOJ investigation.
The pair are urging TV and radio to
“clean up their act.”

» Sen. John McCain (R-AZ) said the
FCC is taking a “Nehru-jacket ap-
proach” to public interest obligations
and expanding minority ownership.
He said its “tinkering” may create
more problems than it solves.

» Concern over pirate radio remains
high, and several broadcasters gave
FCC Chair Bill Kennard an earful
during the Chairman’s breakfast.
Roughly two dozen pirate supporters
protested outside the convention.
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News Analysis

Survival gets tough for syndie shows

' by Katy Bachman and Carl Marcucci

Last month syndicated shows were dropping like flies as hundreds of affiliates were told
shows would be dropped. Among those shows packing it in: SJS's “The Ed Lover and
Dr. Dre Morning Show,” Westwood One's (O:WONE) “The Mary Matalin” and "Adrienne
Berg Shows” and United Stations' “The Victoria Jones Show” (RBR 3/16, p. 2).
“We were hoping that the future of our Talk programming would be brighter than it is
today," said Andy Denemark, VP programming, United Stations Radio Networks. “Ifyou
" notice, most of the latest programs being dropped are Talk. We've found many stations are
in contract to be sold, and they are reluctant to sign 15 hours per week of programming—
Talk programming takes up more time.” Talk also takes the longest to build an audience,
and many pull the plug before a show is given a chance.

United Stations isn't alone in its disappointment. Consolidation gave birth to the belief
among many execs that demand for syndicated programming would climb exponentially.
Instead, demand has remained fairly stable, and the sheer number of shows has led to a
soft advertising marketplace. As aresult, those radio groups that own radio programming,
such as Jacor (O:JCOR) with Premiere, look to their own stations for distribution of
programming. “People like Randy Michaels and Mel Karmazin are smart. They're
absorbing their own products on their stations, but they're not saying you can't clear
somebody else. They recognize that the smaller syndicators may be coming up with stuff
that's really hot,” said ProStar Entertainment President Bob Dane.

Some smaller syndicators are staying afloat through mergers and marketing agree-
ments. Late last year, Prime Sports merged with Radio Shows (RBAR 12/15/97, p. 8), which
recently merged its PrimeSports overnight programming with Sports Byline (RBR 3/16, p.
2). United Stations is also transitioning Barry Farber to Talk America, but may continue
repping the show. NetStar is adding the rep business to its repetoire to put money in the
bank while it continues to build audiences for Susan Powter (RBR 3/30, p. 4).

Distribution power aside, even well-established players are facing the crunch, both from
smaller competitors jumping into the market and from large radio groups using their station
portfolios to get their programming distributed. Said Dane: “Syndicators like WW1 have
overhead that you and | can't even imagine. They've got a bunch of shows that they have
to roll out, while maintaining older ones. For a guy like me, I've got an electric bill, a
computer and a fax line and not a whole lot else. I'm light and fast on my feet. If | can grab
hold of something that has a tremendous talent level and is well-niched, | can move it to
market a lot faster than the big guys can.”

' Mel moves up to #2 spot
by Katy Bachman

There’s no question who's in charge at CBS these days and now Mel Karmazin

' has the title to prove it. As the new President and Chief Operating Officer of
CBS Corp., the Zen Master heads all broadcasting operations which includes
the CBS Radio group, the CBS TV Group, TDI, CBS Cable, and CBS Television,
including the TV network. Already reports are saying Karmazin is the heir
apparent to CBS.

Leslie Moonves gets a new title—President/CEO, CBS Television—and as

' head of programming for CBS, will report to Karmazin.

Since he sold Infinity Broadcasting to CBS for $4.9B, Karmazin has been on
the CBS corporate fast track. It didn’t hurt that his total CBS shares—19.8M—
are nearly 10 times those of his boss, Michael Jordan. Analysts applauded the
new management, but CBS’ stock price was virtually unchanged. Jordan, still
in the #1 spot, made these management changes a little less than a year after
he put Karmazin in charge of the CBS TV O&Os, ousting long-time CBS vet,
Peter Lund (RBR 5/26/97, p. 3).

More AMFM shows in the works

' Chancellor's (0:AMFM) AMFM Radio Networks has two shows in development

for syndication: Hollywood Hamilton, morning personality on WKTU-FM NY,
' could be headed for a countdown show while WKTU guest host, RuPaul, is likely
' to have a show featuring dance music. No launch dates have been set. —KB
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American Top 40 with Casey Kasem is the standard of all countdown shows!
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the man known around the world for counting down the hits.
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Radio advertising news, trends, strategies & stats
for stations, syndicators, advertisers and agencies.

Radio hops for brew battle

by Frank Saxe

Radio has always been a battleground
for beer makers, and we've noticed
several brewmeisters are stepping
up their use of radio just in time for
the all important Summer selling
period. Competitive Media Report-
ing data, provided by Interep, shows
beer spending on radio traditionally
peaks in Q3, with June the biggest
single month.

Last year, national spot beer ads
totaled $15.96M—that is more than
newspapers and syndicated TV got.
The lion’s share still goes to network
TV, which got $423M in 1997.

Radio links beer & tattoos

Want to create a buzz with a limited
budget? A White Fish, MT brewery
has discovered the power of radio
thanks to a promotion that had tat-
too-clad guys competing for a Hog.
Hal Riney & Partners Inc. ran Black
Star Beer spots in San Francisco and
Montana on Alternative, Sports, AC
and Classic Rock stations aimed at

its core demo, Men 21-34. The offer?
Whomever donned the biggest Black
Star logo tattoo wins a Harley Davidson
Heritage Springer bike worth $20K.
The winner now sports a 23 inch Black
Star logo on his back. (below)

Black Star’s budget was a mere
815K spread over three weeks, but it
created enough of a buzz to make a
splash. “We didn't do it big at all, we
were really just literally testing to see
how it would work,” says Marni Feld,
brand manager.

More radio is in Black Star’s future,
says Feld. “TV is great but it doesn't
really work until you have sampling
and people are familiar with who you
are. I think in radio we can relate who
we are and it's a pretty good way to
laser in who your target is.”

Spring break, radio style

DJs from nine stations around the
country spent a week last month at
“Club Med Turks & Caicos in the
British West Indies broadcasting live
and singing the praises of Boston
Beer Co.’s new Samuel Adams White

R ' o 5]
Boston Beer Founder Jim Koch with Nicole Sandler
and Chris Cantore of XTRA-FM in San Diego, with
contest winner

Ale as part ofa$1.5M product launch
which included live remotes, radio
giveaways, spot buys, a national

|

In the two weeks leading up to the
trip, the company gave away 40 trips
for two on Rockers WKLS-FM At-
lanta, WAAF-FM Boston, WKQX-FM
Chicago, KTCL-FM Denver, KLLC-
FM San Francisco, WRQC-FM Min-
neapolis, WAXQ-FM New York City,
XTRA-FM San Diego and WARW-FM
Washington, DC and Talk KLSX-AM
Los Angeles, which sent Westwood
One's Tom Leykis to the isle. His
syndicated show took the White Ale
message nationwide.

It took the installation of 33 phone
lines, bringing a satellite uplink to the
remote island, even stringing phone
lines through trees to Leykis' com-
puter—but the brewer says it added
up to a successful product launch.

“Disc jockeys are some of the most
crazily energetic, wildly funny, im-
mensely talented people thatI've ever
met in my life,” says Jim Koch,
founder of Boston Beer, which plans
more radio promotions.

“Our afternoon DJs were totally
inspired by all the experiences and
activities happening on the island,”
adds Ann Marie Blood. promotions
director, WAAF-FM Boston.

Continued on p.8
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Beer spots on Tap
~ Continued from p.6

Other examples of beer companies using
radiotoreachtargeted demosincludethese
campaigns planned for 1998:

*Beck's Beer is stepping up its
radio buys and ex-
pandingits TV buys,
while scrapping its
sweepstakes and
contest  focus.
Beck's will try out-
doorforthefirsttime
too. Budget is esti-
mated at $10M.

Agency: Rapp
Collins, NYC

sLabatt Blue launched a new beer spot
April 6 on radio, TV & print Budgets are up
four-fold, to $5-7M. Agency: Ammirati
Puris Lintas, Toronto & NYC

*The Mexican brew battle heats up, with
Labatt USA upping spending for its Tecate
beer to include Hispanic radio. Agency: Car-
tel Creativo,San Antonio

*Red Stripe Beer will use snippets of
Jamacian radio for its US spots. Tagline:
“Soak itup.” Agency: North Castle Part-
ners, Stamford, CT

eCBS’ Charles Osgood pushes
Anheuser-Busch’s new Black & Tan beer
during Thursday and Friday “Osgood Files”
broadcasts. Agency: Leap Partnership,
Chicago

eRadio is in the plan for Molson beer this
summer, when its “Camp Molson” spots will
play up the brew’s Canadian heritage.
Agency: Young & Rubicam, NYC

sPete’s Extra Smooth Pub Lager is hitting
radio airwaves with its “almost as easy to drink
as free beer” campaign. Agency: Black
Rocket, San Francisco

Radio cracks Red Lobster

Hearing PM drive talent go on about the sweet meat of lobster was the thrust
of Red Lobster's radio campaign last month. The restaurant chain used radio
in top 20 markets during its “Lobster Fest” promotion.

“We have found that disc jockeys reading in their own words and speaking
about their own personal experience is a
very effective way to personalize a promo-
tional message,” says Red Lobster spokes-
man Andrew Dunne.

The chain targeted Adults 25-54, and
bought Country, AC, Urban and Hispanic
formats, The live reads cost more but Dunne
says, “you get what you pay for.”

Red Lobster is continuing the promo
through the Summer in Cleveland, Miami,
Pittsburgh and Norfolk, VA—four markets where its nationwide turnaround
has been lagging. Agency: Local Marketing Corp., Cincinnati

RedTob_ster

Kodak pictures more radio
Man-on-the-street interview spots promoting Eastman Kodak’s new Max film
are running through year’s end in the top 20 mar-
kets where Kodak retailer activity is the strongest.
The radio spots highlight photography problems,
with the solution being Kodak's new all-purpose
Max film.
“We are using radio this year from a continuity
point of view,” says Marianne Samenko, marketing
communications manager for Kodak’s Consumer
Imaging division. “It gives us a presence in all the
markets that are important to us for the year.”
The budget is not being released but Kodak is
aiming at delivering at least 25% more GRPs, according to a spokesman.
Samenko says the radio spots will tie into key retailers. Agency: Ogilvy &
Mather Worldwide, NYC

Snapple returns to radio

Radio talkers Rush Limbaugh and Howard Stern will once again be touting
Snapple beverages, since both have been chosen for Triarc Beverage Corp.’s
new ad campaign. The radio flight runs through the Fall. The radio budget is
not being released, although a combined radio, TV and print spending is
estimated to be S30M. Triarc bought the Snapple line from Quaker Oats Co. last
year, and has had some success at reversing its downward spiral. Agency:
Deutsch, NYC.

Fax your agency news to AdBIZ at 703.719.7910 or e-malil to RadioBiz@AQOL.com

\ WSIX-FM Nashville wants it...

what about you?

» Live from Music Row! ¢ Music Intensive

» Celebrity Interviews ¢ 5 nights a week

» Phone Interaction ¢ 7p-mid in all time zones
_Call Michael Henderson Director of Affiliate Sales 303-784-8700
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MOBILTRAK’S Immediate, Daily Information
30 - 3

25 -

Q-107
changed its
morning Show...

20 -

nen MOILTRA KsM
was there to
take a picture.

Last September 2™, CILQ, Toronto’s Q-107, added Howard Stern’s weekday syndicated show in morning drive.
MoBILTRAK s daily information enabled the station to see the seismic impact of the programming change virtually
immediately. MoBILTRAK showed that Q-107 went from a typical 6-7 share to an 18.5 share within the first hour i
of the show. In the second hour they had a 19 share, and by the last hour they were pushing a 20! The next morning
the station went to a 22 share overall in morning drive, with a peak hour of 23.4! PD, Pat Cardinal, was able to use
MoBILTRAK’s next-day data to immediately confirm the success of his programming strategy, and was even able

to see that the Stern audience was carrying over into other dayparts. The impact on other stations in the market was I
also quickly apparent...

MosBILTRAK’s U. S. rollout is now under way. Call 1-888-772-TRAK for information on MoBILTRAK’s
installation status in your market. You can also visit MOBILTRAK’s website at www.mobiltrak.com.
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MoeiL TRAK is a trademark and service mark of MoleTHAK Inc. The MositTRAK Iogo Is a trademark of MoBiLTRAK, Inc. © 1998 Tapscan Is.a registered mark of Tapscany INc.




AdBiz Interview:

Amy Nizich

by Frank Saxe

Amy Nizich is Media Director of West-
ern International Media Corp.'s Los
Angeles office. Western had 1996 bill-
ings of $2.35B, with S300M in na-
tional spotand networlc radio. Among
its biggest clients are Acura, Bell
South, Home Depot, Jenny Craig and
Walt Disney.

Nizich has 18-years of nationaland
local buying experience. Aside from
heryears at Western, she has worked
with Eisaman Johns & Laws Adver-
tising, Vista Advertising and Grey Ad-
vertising.

Why do you use radio?

We tend to use it when someone can-
not afford other types of defensive
forms of media, such as outdoor and
print. Radio also stands alone espe-
cially in aretail situation where they're
trying to do something quickly.

““I like radio spots that add
some humor. They capture the

imagination of the listener”’

When you use it, you should use it
with frequency because that is how
you break through the fact that radio
is background. That’s how you get the
message across and that is how you
get people to use the product.

Compare buying radio

to buying TV.

| InTV we buy programs because people

watch programs. In radio, the sta-
¥ tions are the programs because they
§ run on formats. What you're doing in
' radio thatis different from TVisyou're
looking for a line-up of stations that
target the audience that you think is
going to want your product.

You want to use as many viable
dayparts in radio as you can because
people listen to fit their own lifestyle.
You don't just want to be in the high-
est cuming hour on a radio station,
you want to rotate through, otherwise
you won't get much reach with radio.
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Do you think radio
should post like TV?
Radio doesn’t vary sea-
sonally like television
does, which is the basic
principle behind TV esti-
mations. Things are go
ing to change in TV rat-
ings seasonally because
viewing goes up and down
so you adjust your rat-
ings and you make pre-
dictions on how things are
going to appear in the next book. In
radio, what we find is that even if the
ratings fluctuate a little, they're still
going to be the same top ten stations.
It might come back if technology
were to change radically and it became
something that became predictive.

Have you noticed any effects of
radio consolidation?

We used to have tons of companies.
We now have relatively few compa-
nies; in most of the top markets;
companies are now dominating mar-
kets. I worry about it, I think it's
reason for concern. So far we haven't
seen a lot of bad things happening.
You talk to the station groups they’ll
tell you they're going to be able to offer
better programming and more choice.
Of course | look at it as they have
higher debt service—so what are they
going to do to service that debt? What
are they going to do to rates? So far |
haven’t found it to be a huge problem,
but we keep a good eye on it.

J. Walter Thompson's Jean Poole
says she’s seen 5% to 50% rate
hikes in top 5 markets. Have you
seen a similar trend?

[ haven't seen it for myself here in Los
Angeles, not for Western. I know there
are some bumps in a couple of mar-

| kets but I haven’t seen anything like

she describes.

Could consolidation allow radio
to play hardball?

That's what everyone is concerned
about. CBS now has 173 stations and
Capstar now owns 324 stations, the

e

idea s that they could start consoli
dating in that way. So T think there is
some reason Lo keep an eye on them,
and I think the whole industry feels
that way.

But there are other reasons that
you're going to see some
problems with radio. It
is just the growth of ra
dio itself. Spending on
radio is expected to grow
40% by 2000. Markets
used to be wide open,
regardless of consolida
tion, now there will be
lessinventory. Thisisan
other issue that comes
into pricing. Radiois now
big business.

What do your clients

want from radio?

They expect it to sell product just
like they expect everything you place
for them to. They are concerned about
formats and rating point delivery.
That is the method we use to sell the
widgets.

[ don’t really have favorite formats in
terms of buying. We try not to do that
here, we don’t think that's a smart way
to approach radio. We want to buy
what is going to sell the product for our
client and address their targeting needs.

What do you think
of network radio?
We do a lot of network radio. It gives
you national coverage. Of course you
have the problem with uneven deliv-
ery, but for national accounts it is very
cost effective and you can do spot
along with it much like television.
With the new AMFM Radio Net-
works there’s going to be a lot more
competition. We were down to two
networks. When Westwood One and
CBS merged, all we had was ABC
and Westwood One, and now with
Chancellor coming in with AMFM
Networks, this is going to create more
competition in the network area
which I think is great.

Has radio ever failed you?

There have been a couple of times
when we didn't have enough budget to
do it correctly that it hasn’t worked
well, and [ usually try to direct clients
out of wasting their money that way.
But when you buy it correctly, it tends
towork as long as the message is good.
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April 8—RBR Stock Index 1998

an 4/8 Net Pct 4/8 an 4/8 Net Pct 4/8
Company Mkt:Symbol Close Close Chg Chg Vol (00) *Company Mkt:Symbol Close Close Chg Chg Vol (00)
Ackerley N:AK 21.312 20438 -0.874 -410% % | Jacor 0:JCOR 60.937 57250 -3.687 -6.05% 5726
Alliance Bcg. 0:RADO 0812 1.000 0.188 23.15% 0 | Jeff-Pilot N:JP 88.937 89.625 0688 0.77% 599
Am.RadioSys. N:AFM 63.875 65.375 1500 2.35% 760 | Jonesintercable Q:JOINA 18.750 17406 1344 -717% R
AMSC 0:SKYC 12.937 10172  -2.765-21.37% 991 | MetroNetworks ~ O:MTNT 43.750 40250 -3.500 -8.00% 334
BeloCorp. N:BLC 53.687 52938 -0.749 -1.40% 686 | NBGRadioNets 0O:NSBD 1.625 1.750 0125 7.69% 0
BigCityRadio  A:YFM 12.812 12688 -0.124 -0.97% 77 | NewYorkTimes N:NYT 71.000 70125  -0.875 -1.23% 2839
CBSCorp. N:CBS 33.562 35.750 2188 652% 35046 | NewsComm. 0:NCOM 1.437 1375 -0.062 -4.31% 0
CDRadio 0:CDRD 24.000 26.000 2000 8.33% 2995 | OtterTailPower O:0TTR 37.375 36656 -0.719 -1.92% 39
Ceridian N:CEN 53500 51125 -2.375 -444% 4333 | PacificR&E A:PXE 4.750 5.000 0250 5.26% 3
Chancellor 0:AMFM 45375 48750+ 3375 7.44% 18108 | Pulitzer N:PTZ 80.312 83.000 2688 3.35% 8
ChildrensBcg.  O:AAHS 3187 3500 0313 982% 1545 | RealNetworks O:RNWK 32.500 34.000 1500 4.62% 5379
ClearChannel N:CCU 97.250 96.313  -0.937 -0.96% 3640 |SagaCommun. A:SGA 20.875 21500 0625 299% 13
CoxRadio N:CXR 49687 46625 -3.062 -6.16% 289 | SFXBecg. 0:SFXBA 97.500 99.750 2250 231% 755
DG Systems 0:DGIT 3812 3500 -0.312 -8.18% 76 | Sinclair 0:SBGl 58.125 56563 -1.562 -2.69% 58511
Disney N:DIS 106.062 106.875 0813 0.77% 9680 | SportsLineUSA  O:SPLN 31.500 29625 -1.875 -5.95% 2032
EmmisBeg. O:EMMS 55.125 52000 -3.125 -567% 525 | TMCentury 0:TMClI 0.437 0406  -0.031 -7.09% 0
Faircom 0:FXCM 0.906 1.063 0.157 17.33% 330  Triangle 0:TBCS 0.125 0.100  -0.025-20.00% 1050
Fisher 0:FSCI 64.500 66.000 1500 2.33% 231 | Triathlon 0:TBCOA 10.000 10.063 0.063 063% 499
Gaylord N:GET 35.937 36.125 0.188 052% 230 | Tribune N:TRB 70.187 69.188  -0.999 -1.42% 2335
Granite 0:GBTVK 11.500 11125  -0.375 -3.26% 444 | Westower AWTW 26.125 26.188 0.063 0.24% 124
Harris Corp. N:HRS 52437 50188 -2.249 -429% 4496 | WestwoodOne  O:WONE 30.000 29.000 -1.000 -3.33% 367
Heftel Beg. Q:HBCCA  43.250 43125 -0.125 -0.29% 1646 | WinStarComm.  O:WCII 43.000 43.250 0250 058% 12109

Clear Channel still wants More

Clear Channel Communications
(N:CCUj) hasn’t raised its bid for More
Group Plc in the face of a higher bid
by France’s Decaux SA (RBR 4/9, p.
20), but did extend its offer until
today (4/16). Lowry Mays and com-
pany may be hoping that sharehold-
ers will prefer to take the sure thing,
rather than risk getting nothing if
British antitrust officials nix the sale
to Decaux, whose acquisition of More
Group would give it near total control
of certain types of outdoor advertis-
ing in Britain.

Times buying back debt

Being able to borrow money at 8.25%
would seem like a dream come true
for many radio groups, but The New
York Times Company (N:NYT) con-
siders that rate too expensive in the
current environment. The Times Co.
has offered to buy back any or all of
its $150M face value in outstanding
8.25% debentures which will be due
March 15, 2025. Sellers who take the
company up on its offer will be paid a
premium price of $1,143.81 per
$1,000 face value.
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Kerby E. Confer, CEO/Radio Division

of Sinclair Communications, Inc.
has sold
WRNO (FM), KMEZ (FM) and WBYU (AM)

New Orleans, Louisiana

for
16,000,000

Allen B. Shaw, CEO and President

of Centennial Broadcasting, L.L.C.

AMERICOM

—*‘-—

Darn Gammon

TOP PRICES o QUALITY STATIONS
OVER 2.5 BILLION IN RADIO STATIONS SOLD SINCE 1985

Tom Gammon

1476 Waterfront Road / Suite 100 / Reston, VA. 20194 / (202) 737-9000




;

lzllll. l “ » ] a L]
ijl7iw 1 1 FIV A S 3AN. "B
L°4!x8 0 A EallillJA A" W

Missouri attorney general attacks Zimmer deal

The Attorney General of Missouri,
Jay Nixon, has jumped into the con-
tinuing national debate over radio
ownership concentration, urging the
FCC to hold off on letting any member
of the Zimmer family acquire more
stations in the Jefferson City, MO
area until the impact of concentra-
tion is examined.

Although Jefferson City isn't an

Arbitron metro, it is the capital city of '

Missouri, which may explain why the
AG is taking notice.

In a filing with the FCC by Assis-
tant Attorney General J. Robert
Sears, the AG asks the Commission
to hold off acting on two applications:
1) By Zimmer Radio of Missouri (ZRM)
to buy KLIX-AM & KTXY-FM for
$6.625M; and 2) By MVP Radio to buy
KATI-FM for $1.05M—all from Brill

Media (RBR 11/3/97, p. 15). ZRM is
owned by brothers Jerry, Don, John
andJames Zimmer, while MVPis owned
by two additional brothers, David and
Tom Zimmer. The deals would give
ZRM a 2 AM/4 FM superduopoly and
MVP a 1 AM/2 FM duopoly.
“Commission approval of the ap-
plications should be delayed pending
an investigation of the effect on lis-
teners in Cole County and on compe-
tition for advertising time on the sta-
tions involved,” Sears wrote. “The
market served by the stations whose
licensing is at issue is already highly
concentrated, and the proposed pur-
chasers already control a major por-
tion of that market. The proposed
acquisitions will significantly increase
the degree of concentration. Com-
mission approval of the applications,

Group, Inc.

Bonneville International Corporation

has agreed to exchange the assets of

KLDE-FM Houston, Texas
WDBZ-FM New York, New York
KBIG-FM Los Angeles, California

with
Chancellor Media

for
WTOP-AM and WGMS-FM Washington, D.C.
KZLA-FM Los Angeles, California
and additional cash consideration

in a total transaction valued at

$740,000,000

“Radio’s Full Service
Financial Specialists” ™

12

5080 Spectrum Drive, Suite 609 East * Dallas, TX 75248 ¢ (972) 458-9300
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by Jack Messmer

by increasing the concentration of
the market, may result in the sub-
stantial decrease of variety of opinion
offered in the Cole County area and in
the increase in the cost of advertising
on radio in that same area.”

According to the AG, the proposed
sales by Brill would result in the
various Zimmer entities increasing
their share of radio revenues from
44% to 85%, including a 96% share of
ad revenues for the Country format.
The source of the AG’s figures was not
identified.

In response to the AG's filing and a
petition to deny by Columbia FM, the
owner of a competing superduopoly,
ZRM and MVP have affirmed that the
two companies are separate and in-
dependent. They say there is no ba-
sis for the FCC to accept their oppo-
nents’ claims that ZRM will control

the MVP stations.

ZRM also takes issue with its oppo-
nents’ focus on Cole County and notes
that Arbitron’s Columbia market has
aTSA of 13 counties with service from
68 stations. If you look only at the
metro (Boone County), ZRM notes
that Columbia FM has the highest
25-54 ratings.

On a second front, ZRM's FCC filing
included a dozen letters to the Attor-
ney General from Jefferson City ad-
vertisers who support the KTXY ac-
quisition. Several stated that rates
have gone down since ZRM assembled
its station group and applauded being
able to deal with fewer account reps. “I
implore your office to take a positive
view of the recent consolidation and
allow free enterprise to survive!” wrote
Barbara Hayden, CFO, Starline Inc.

Fear strikes Kinetic

John Dawson’'s Cape Fear Radio is
buying WRCQ-FM Fayetteville, NC
from Howard Johnson’'s and Jon
Peterson’s Kinetic Communications.
The deal will give Cape Fear a four
station superduoply. Broker: Michael
Bergner, Bergner & Co.
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Capstar swap scoreboard
As Capstar prepares to close its $2.1B SFX buy and sell its IPO (RBR 4/6, p. 18), CEO
Steve Hicks won't be looking forward to a rest. Rather, he'll be back on the acquisition
trail with a deadline of 2/20/2001 to cover $637.5M in tax-free swaps with Chancellor
Media (O:AMFM), which is getting 11 large market SFX stations (RBR 3/2, p. 12).
Hicks’ agreement with Chancellor CEO Scott Ginsburg specifies values for each
station, along with monthly LMA fees to be paid to Capstar by Chancellor for each until
the swaps close. So far, Capstar has only designated swap transactions for one of the 11
stations—KODA-FM Houston (RBR 4/6, p. 19).
Here's a list of the stations and the values specified in the 2/20/98 deal. Look for RBR
to run an update once several more swaps are announced.

Station going to Value Station(s) going
Chancellor Media [Monthly LMA fee] to Capstar Value
KODA-FM Houston $143.25M KVET-AM & FM $90.25M
& KASE-FM Austin
[$1,193,750]
WAPE-FM & WFYV-FM $53.00M
Jacksonville
KKRW-FM Houston $83.25M  Not yet named
[$693,750]
KQUE-FM Houston $15.00M  Not yet named
[$125,000]
KBFB-FM Dallas $55.00M  Not yet named
[$458,333]
KTXQ-FM Dallas $55.00M  Not yet named
[$458,333]
KYXY-FM San Diego $83.00M  Not yet named
[$691,667]
KPLN-FM San Diego $35.00M  Not yet named
[$291,667]
WDVE-FM Pittsburgh $83.00M  Not yet named
[$691,667]
WVTY-FM Pittsburgh $35.00M  Not yet named
[$291,667]
WXDX-FM Pittsburgh $30.00M  Not yet named
[$250,000]
WJJJ-FM Pittsburgh $20.00M  Not yet named
[$166,667]
Totals $637.50M $143.25M

Source: Capstar S-1 filed with SEC 3/27/98

FCC proposal would keep
station sale prices secret

In a surprise move, the FCC has proposed |

eliminating its decades-old policy that re-
quires sale contracts, including details of
all cash or other consideration changing
hands, to be filed with the Commission
whenever an application is filed for an as-
signment of license (Form 314) or transfer
of control (Form 315). The proposal was
included in a notice of proposed rule mak-
ing (NPRM) for streamling the applications,
rules and processes of the FCC's Mass

4/13/98 RBR

Media Bureau (Docket No. 98-43).

Although the key proposal of the NPRM,
allowing electronic filing of station transac-
tions, would enhance the availability of
information to the public, the proposal to
end the practice of filing contracts would
have the opposite impact. Rather than hav-
ing all contracts available at a central
point—currently the FCC's public refer-
ence room—the proposal would scatter
the contracts across all 50 states, the Dis-

continued on page 15

SOLD!

Bloomington Broadcasting
Corporation, Timothy R.
Ives, Chairman, has
reached an agreement to a
recapitalization and buy-out
by its management team
headed by Ken Maness,
President & CEO and
Richard Johnson, CFO.

George 1. Otwell
represented
Bloomington Broadcasting.

RANDALL E. JEFFERY
RANDALL E. JEFFERY, JR.
407-295-2572

ELLIOT B. EVERS
415-391-4877

GEORGE 1. OTWELL
513-769-4477

BRIAN E. COBB
CHARLES E. GIDDENS
703-827-2727

RADIO and TELEVISION
BROKERAGE * APPRAISALS

|V
P

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO « CINCINNATI
SAN FRANCISCO

Subject to F.C.C. approval
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Closed
KMBY-FM
KHIP-FM
Monterey-Salinas, CA

| Jorgenson
| | Broadcast @ Brokerage

I
Mark Jorgenson Peter Mieuli ‘
(813) 926-9260  (408) 996-0496
Tampa San Jose

Knowledgeable * Confidential

=
HAMMETT & EDISON, INC.

CONSULTING ENGINEERS
RADIO AND TELEVISION

Serving the broadcast industry since 1952...

Box 280068 ¢ San Francisco ¢ 94128

707/996-5200

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

Radio Acquisition Seminar

Learn how to get financing and buy right. Six hours,
one-on-one. Topics: 1998 industry update, search,
values, negotiation, market and station due diligence
and others you choose from experienced owner.

For details call Robin Martin - 202/939-9090
TheDeerRiverGroup

STATIONS FOR SALE

Beautiful Shenandoah Valley Location
with AM/FM Combo.
FM Upgrade to 25KW
$1.3 Million

Successful Western NC FM with
Ternfic Signal and Positive Cash Flow
$750,000

‘Confidence - Trust - Results

srovoey [EXESTS

Media Brokerage - Valuations - Financing - Consulting
(919) 3550327 FAX (919) 355-8386
Zoph Potts Tom Snowden Ray Bergevin
Greenville, North Caroline

“Mona’s FCC and broadcast
services are fast, accurate
and on the mark.”

—Ray Stanfield, Broker
Ray Stanfield & Associates, Mission Hills, CA

“When we need information fast,
Mona performs.”

.
Jim Brewer, Sr.
Brewer Broadcasting, Chattanooga, TN

SuperDuopoly has hit!
Are you ready?
If so call...

Mona WAaRGO

Independent Research Analyst
Broadcast & Telecommunications

703.243.9352 « 703.243.5795 (fox)
1600 North Ock Street, Suite 1401 Arlington, VA 22209
E-Mail: monawargo@geocities.com
Website:www.geocities-com/Eureka/Park /3412

This is what Transaction Digest
will look like if the FCC gets its way.

Radio Business Report opposes the following provision in FCC
MM Docket 98-43:

proposal to streamline broadcast application and licensing process

“Proposals to eliminate the requirement that sales contracts be filed as part
of assignment and transfer applications, substitute a certification that the
agreementcomplies withthe Commission’s policies and require that applicants
place copies of such agreements in the station’s public inspection file.”

See pages 13 & 15 for details. If you wish to support us in our effort
to prevent secrecy in radio transactions, call Jim Carnegie, 703-719-9500.

4/13/98 RBR
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The secrecy proposal

Here, from MM Docket No. 98-43, is the FCC
staff's discussion of the pros and cons of
eliminating the filing of station sale contracts:

"We propose to eliminate the requirement
that such contracts andfor agreements be
filed as part of assignment or transfer appli-
cations as well as the portion of Section
73.3613(b) that requires that such agree-
ments be filed with the Commission within
thirty days of execution. To the extent that we
can rely on applicants’ certifications regara-
ing the contents of sales agreements rather
than on a direct review of the relevant docu-
ments, the Commission could achieve signifi-
cant resource savings. However, we also
recognize that any processing changes must
not impede our ability to discharge our obli-

gation under Section 310(d) of the Actto grant
only those applications that serve the public
interest, convenience and necessity and must
preserve the public’s ability to monitor and
participate in the consideration of sales appli-
cations.”

Further on, the discussion raises these
iSSUES:

“If the Commission eliminates the requirement
that applicants file sales agreements with their
applications and the rule requiring that such
agreements be filed with the Commission within
thirty days of execution, we propose to require
that applicants place all such agreements in
the station’s public inspection file and to modify
our public inspection file rule accordingly. The
revised assignment and transfer forms would
require the current permittee or licensee to

certify that this has been done. However, we
are concerned about preserving meaningful
public participation under Section 309(d) of
the Act and minimizing applicant filing bur-
dens. Are the proposed procedures sufficient
to permit the public to monitor station transac-
tions? Does Section 309(d) of the Act effec-
tively mandate that we require applicants to
place copies of sales agreements in their
public inspection files or some other place?
We also seek comment on the impact of end-
ing the practice of having sales agreement
available for inspection in the Commission’s
Washington, D.C. public reference room.”

Comments on the proposed rule making are
duein early June and should be addressed to
Federal Communications Commission, 1919
M Street, N.W., Washington, DC 20554.

continued from page 13

trict of Columbia, Puerto Rico, Guam and
other US territories. The contracts would
theoretically be available for public scru-
tiny in each station’s public file, but as a
practical matter they would be useless to
broadcasters, analysts, publications such
as RBR, data base services and anyone
else with an interest in tracking radio and
TV station price trends.

I don’t know about you, but RBR doesn't
have sufficient staff to travel around the
country collecting contracts from individual
stations,” RBR Publisher Jim Carnegie
said in a letter sent to other publishers,
editors and data base managers. “Obvi-
ously, the intent of this move is to prevent us
from gathering and reporting-this data.’

RBRintendstofilecommentsonthe NPRM
which will support electronic filing, but
strongly oppose the provision which would
end the filing of contracts. Several other
publications and database companies have
indicated that they will do likewise.

RBR observation: Obviously, we have
something at stake in this, since we report
on transactions in each issue of RBR and
include sale information in the RBR Source
Guide & Directory. You, our readers, will be
the big losers, though, if this irresponsible
measure wins approval. You will be denied
access to reliable information on station
pricing which would help you in assessing
any potential deal to buy or sell a station.

What could happen? Just look at the deal
Hearst Corp. ended up with when it agreed
to sell four radio stations to SFX (RBR 3/31/
97, p. 12) for $35M. Apparently, no one at
Hearst had noticed that radio price calcu-
lations had changed a bit since the
company's previous radio deal more than
two decades earlier—an oversight that may
have cost the company $20M or more.

Can you afford to make a mistake like
that?
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innovation

FINOVA. IT STANDS FOR FINANCIAL INNOVATORS - INNOVATORS WHO HAVE

BEEN DELIVERING HIGHLY EFFECTIVE FINANCING SOLUTIONS TAILORED TO THE UNIQUE NEEDS

OF ADVERTISING OR SUBSCRIBER-SUPPORTED BUSINESSES SINCE 1987. THROUGH INDUSTRY
EXPERTISE, SUPERIOR SERVICE, COMPREHENSIVE CAPABILITY AND LONG-TERM COMMITMENT,
FINOVA CONTINUES TO WIN RECOGNITION AS “THE CAPITAL SOURCE FOR MIDSIZE BUSINESS.”
CALL FINOVA TODAY FOR LEADING-EDGE SOLUTIONS TO YOUR COMMUNICATIONS FINANCE NEEDS.

FINOYA

INNOVATORS IN COMMUNICATIONS FINANCE

e
FINOVA Capital Corp_orkﬂl q o
T Ha1) az2- 2205

For more In'ormnt &

(8t bur web site at www.finova.com
i
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Avg per Spat

Mon-Fri

Ovarnight 21 min 26

Mornlv\% 272 min 303
Midday 308 min 321
Afternoon 270 min 276
Evening 296 min kr<}

$820.00
$20,869.00
$30,668.00
$27,330.00
$25,098.00

$39.43
$10543
$100.85
$101.41
$64.79

133.12
$34 68
496 54
49902
$77.70

Full Oay 1,163 min 1,248

$112,683.00

$96.78

$30.21

Sat

Management Overnight 11min 11 $462 00 $42.00 $42.00
Morring 30 min 36 $2,623 00 $87.43 $72.86
Midday 27 min 28 $2,226.00 $84 .00 $79.50
/ntu,tl've Aftarnoon 31 min 32 $3,105.00 $101.80 $97.03
. Evening 27 min 27 $1,915.00 $70.99 $70.93
Reportlng Full Oay 125 min 134 $10,334.00 $8285 $77.10
Sun
Seam/ess Overnight 9 min 9 $378.00 $42.00 $42.00
. Morning 21 min 21 $1,843.00 $89.90 $87.76
Traffic Midday 16 min 16 $1.273.00 18487 $79.56
and A/R Atternoon 26 min 28 $2,261.00 $86.95 $85.96
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What you wouldn’t give for a
powerful radio sales management
package. After all, you need to do
more than just manage client phone
numbers and callbacks. You need
hard sales data to help you.make
hard sales decisions. You need easy-
to-use analysis tools for rewarding
top sellers and spotting those who
need a little help. You need sensible
handling for oversold schedules.

[s it too much to ask?

Not any more. It's,all here in CBSI
Station Management Software.
These Windows™-based packages
are scalable for any size of operation,
from stand-alone stations to large

See us at NAB Booth RL-2615

wer..M(

re S

groups. And GBSl systems include
more sales management tools than
ever, giving you the power to add
revenue and productivity to your

station.

For sales reporting, you can't beat

CBSl’s Clickthru Analysis™

capabilities. Just click through the
multi-layered reports and monitor
every aspect of your group or
station. Pinpoint trouble spots or

star performers with ease.

The Graphical Schedule Planner

enables you to make decisions about

how to handle bumped spots or

oversold situations in advance. And
the calendar-style interface puts an
end to the reams of printed reports.

With CBSI’s new Integrated Sales
Manager, taking a sales proposal to
the contract and traffic stage is
paperless, efficient and just a click
away, even for reps dialing in from
the field. No more repeat data entry
or concerns about accuracy.

Contact us today to find out how
CBSI’s powerful station management
tools can build more sales for you.

S

Custom Business Systems, Inc.

Dynamic Business Sulutions lor Broadcasters

P.0. Box 67 « Reedsport, Oregon 97467
Phone 541 271-3681 « FAX 541 271-5721
1-800-547-3930

http://www.cbsi.org « info@cbsi.org



