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LPFM arriving soon?

Looks like Bill Kennard's (D} “baby”
may be taking its first breath of life
soon. The FCC Chairman has report-
edly called for a vote on low-power FM
at the January 20 Open Meeting in
which Commissioners Susan Ness (D)
and Gloria Tristani (D) are expected to
support the proposal and give Kennard
the needed three-vote majority.

Industry insiders are reporting that
the rule would license noncommer-
cial. 100 watt stations only. The origi-
nal proposal had suggested licensing
stations up to 1,000 watts.

But the NAB is promising to squash
any hope of an LPFM service by taking
legal action should the proposal be-
come a reality: "We'll be in arace to the
courthouse to challenge the legality,”
NAB spokesperson Dennis Wharton
told RBR, adding, “Kennard has said
ever since he came on as chairman
that he wants to create voices for the
voiceless. What he’s missing is that
fewer people will be able to hear radio
as the result of this.”

Last week the organization stepped
up its fight against the proposal by
submitting further comments to the
FCC “to demonstrate the folly of
LPFM," NAB Pres. Eddie Fritts said.
“No matter how you slice it, LPFM will
result in additional interference on an
already congested band.”

The comments discredit the United
Church of Christ's Rappaport Study
in which UCC claims relaxing second-
and third-adjacent channel protec-

tions for 100 watt stations would be
OK. Professor Raymond Pickholtz
and Dr. Charles Jackson, on behall
of the NAB, found the Rappaport Study
to be flawed because it does not quan

tity how much interference a 100-
waltt station would impose on a full-
power station.

The NAB is also relying on [ull-
power radio stations join the fight
against LPFM by asking station offi-
cials to contact their Congressmen
and urge them to support the Oxley-
Pallone bill (H.R. 3439) that would kill
LPFM. “It's a good time for radio folks
to talk to [their representatives] be-
cause they're back at their home dis-
tricts for the holidays,” explained
Wharton.

So far, only “five or six other House
members have signed,” a spokesper-
son for Rep. Mike Oxley's (R-OH)
office told RBR, "but we're not able to
post the names until Congress comes
back into session."—TS

It’s the adverh
that’s hurting MPR

“The press is saying that we are being
sued for our one-time exchange [of
donor names] with the Democratic
National Committee.” Minnesota Pub-
lic Radio’s Will Haddeland told RBR.
“but this case is clearly centered around
the meaning of the word ‘occasionally’
and not the DNC—there’s no merit to
that claim. This is actually a very

Strong demand gets stronger

The first look at March from George
Nadel Rivin of Miller, Kaplan, Arase &
Co. shows yet another month of demand
for radio inventory running ahead of last
year's heavy demand. What a way to
start a new century!—JM
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narrowly defined lawsuit where [Mike]
Hatch (Minnesota's Attorney General)
is claiming that we should not have
used that word—we should have used
‘frequently’ or no adverb at all.”

Hatch has sued MPR. claiming the
organization violated charity laws by
improperly swapping (but not selling)
its donor lists (RBR 1/3. p. 4). Specifi-
cally, Hatch says the organization
exchanged names with other organi-
zations without full disclosure to its
members.

These exchanges were not “done so
occasionally,” Hatch says, “but being
done rather frequently. So it's a mis-
leading practice.”—TS
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Let’s do a quick performance review

of the superstar on your sales team.
BuyMedia.com is bringing in big-time
revenue for radio and TV stations across
the country. And the track record is
flawless, Buyers in 900 cities use our site
to gain access to your station, the avail
requests pour into your office, you

close the deals. Easy. Almost too easy.

st Year
oy {lion a day

10N orders

n orders

It’s the same way you've always done
business, only with less work on your
part. Best of all, the sales commission

is just 3% on all orders.
BuyMedia.com is a top performer in c Buy Med ia com

your sales department. So keep an
eye on your fax machine. You might
be surprised.



RBR News Briefs
StarGuide gets patent

StarGuide Digital Networks, the “store and
forward” Internet/satellite distribution sys-
tem chosen by Premiere (RBR 6/7/99,
p.2), ABC (RBR 8/23/99, p.4), Westwood
One and others announced 1/3 it was
issued U S Patent No. 6,006,173, “Method
of Transmitting and Storing Digitized Au-
dio Signals Over Interference Affected
Channels,” which protects its technology
for concealing from the human ear errors
that take place in transmission/distribu-
tion of digital audio for decoding on per-
sonal computers, satellite set-top boxes,
DVD players, and other digital audio de-
coding devices. This is the fourth patent
that StarGuide has been awarded. —CM

Arbitron delays fall book 21 days

Due to the scramble over the last few
months to assure Y2K compliance and
“unforeseen complications in the deploy-
ment of a new diary processing system,”
Arbitron announced 1/4 it was delaying
the release of the Fall ‘99 books and
associated info by 21 days. Arbitron also
saiditis delayingthe release of Arbitrends
reports for Phase 1 of the Winter 2000
survey seven days. Winter 2000 Arbitrends
for Phase 2 and Radio Market Reports are
expected to be on schedule —CM

TM Century cuts loss

It still wasn’t making money, but at least
T™ Century (O:TMCI) wasn't losing as
muchmoney inits fiscal year which ended
9/30/99. The company lost $12.5K for the
year, compared to a loss of $778.1K the
previous year.

“We're bullish on this millennium,” said
CEO David Graupner, who's predict-
ing that TM Century's greatest growth will
come over the next 36 months.—JM

Well, they both cover a lot of land

The question: What do Texas and China
have in common? But soon another cor-
rect answer could be American Commu-
nications Enterprises (O:ACEN).

Austin-based ACEN, which says it is
going to acquire 400 small market sta-
tions inthe US (it currently has four in West
Texas), is setting its sights even higher.
CEO Dain Schult says the company
has an agreement with ChinaHand Con-
sultants to explore taking American-style
radio to the world's most populous coun-
try. “The Chinese mainland provides a
huge potential for those companies that
have the foresight and ability to deliver
their products and services during this
window of opportunity,” Schult said. —JM

Premiere/NetStar launching Dees Morning show

Beginning today, the long-running KI1S-FM LA Morning Show with Rick Dees
is launching for nationwide syndication. NetStar Communications [not Steve
Youlios' and Alan Fuller's old NetStar], a collaborative effort of Dees and Clear
Channel/Premiere will not only launch Dees’ program, but “We have the rights
to everything I've ever done, an in-house ad agency that we are putling
together, an in-house publishing enterprise and a record company called
NetStar Records,” Dees tells RBR. "All of those entities we could then ratchet
up to a point of an IPO here in pretty short order. That could be one, two, three,
five years—we are just taking it one a day at a time.”

Premiere COO/President Kraig Kitchin will add NetStar to his already full
plate of responsibilities. “The Rick Dees Moming Show will really be marketed
as a Premiere Radio Networks product,” Kitchin tells RBR. "To be honored,
after so many requests, with the opportunity of [syndicating] his morning
show is one of Premiere’s greatest achievements."—CM

USADR and Kenwood show IBOC receiver

Kenwood's "IDAB” concept receiver debuted at USADR's booth last week at CES
in Las Vegas. The receiver is the size of a typical car radio and includes an
enlarged display for data services such as song and artist 1D, traffic, weather,
news, email and music downloads. USADR demonstrated the receiver receiving
IBOC test signals on Clear Channel's KWNR-FM. USADR also announced aJDA
with chip maker Analog Devices Inc. (AD]) to integrate USADR's IBOC software
with ADI's 32-bit "SHARC" digital signal processors for use in IBOC receiving
and transmitting products.—CM

“CNET Radio” to launch in San Francisco

As we told you last year (RBR 11/15/
99, p.3). AMFM Inc. (N:AFM) officially
announced (1/4) its first all com-
puter/Internet Talk station, "CNET
Radio” will debut in San Francisco on
KNEW-AM mid-month. Online/TV
tech net CNET (O:CNET) will produce |
the technology-focused programming
from morning drive to the end of after-
noon drive (live from 5:30A-7P). in | gie 15di0 a needed shot-in-the-arm,
exchange for both revenue-sharing | qjy.e there haven't been many success-
from ads and cross-promotion on | f| ney formats that have gotten off the
AMFM Inc.’s other SF market sta- | ground in the last couple of years,” says
tions: KYLD-FM. KISQ-FM. KMEL- ' Apemat VP Lowell Homburger.—CM
FM, KKSF-FM, KIOI-FM and KABL- * . |
AM. That particular model may be the shape of things to come with up to *30
other AMs that we could follow it up with,” according to AMFMi CEO and
AMFM Inc. Radio President Jimmy de Castro.

Brian Cooley, former KMEL-FM GM., is CNET's director of programming,
will handle programming for the CNET Radio operation, as de Castro men-
tioned in the November story. AMFM is handling the business operation—
sales, marketing, traffic, back office functions through KIOI-FM/KNEW-AM
VP/GM Brent Osborne.

*Qur lives are affected everyday by new technologies and the Internet economy.
[CNET Radio] is not intended at all for anything other than mass-consumption—
how does it affect the election, how does it affect the way you bank and shop and
how is it woven into the news that we deal with everyday,” Osborne tells RBR.

Morning and afternoon drive will be more news oriented and midday will be
more feature-oriented.

What other stations will be targeted next for the format? Says Osborne:
“There are stations that have expressed interest. The thought process with de
Castro was pretty emphatic from the beginning. We are goingto make sure that
San Francisco is really cookin' before we roll it out. We're looking to target
markets that are more readily identified with high-tech involvement.”—CM
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Abernat to launch 24/7 Computer/
Internet format

Speaking of an all Internet/computer for-
mat, “All Computer Radio,” a new 24/7
net devoted to the world of cyberspace,
is set to launch 4/1 with Abernat Radio
Networks and BRC Broadcasting Corp.

“We've beeninthe development phase
for a long time and feel that this could
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Strong demand gets stronger

The first look at March from George Nadel
Rivin of Miller, Kaplan, Arase & Co. shows yet
another month of demand for radio inventory
running ahead of last year's heavy demand.
What a way to start a new century!—J\
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Never mind that the rech-heavy Nasdug took a beating the first tew sessions of the new
millennium. The index had already seen record highs all of 1999, e¢specially the fast few
weeks of the old millennium-—it had after all seen an increase of 85% in 1999 alone. The
year the Internet stocks kept soaring also saw these same companies sinking huge

amounts of money into advertising.
According o Competitive Media Reporting (CMR) lindings, berween January 1o

January 2000, Volume 4, Issue 1 September 1999, dot-com companies spent $1.38 on advertising. This is a 291.3%
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r Editor ave 3 . Y e
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Associate Editor Tiffany Stevens from a year ago. The percentage increase was among the highest of all other media.
Associate Editor Karen Maxcy N 'k radio got $43.1M of total s Jdimie i dran siod=eh ) 151 2% incr
Crealveroaiclion Dieols Ronald Greene etwork radio got $43.1M of total spending in that period; this was a 151.2% increase
VP Administration Cathy Camegie from the previous year.
FCC Research Consultant Mona Wargo
Administrative Assistant ... Aprit Olson . .
january-September dot-com spending by media 1999 vs. 1998
Publisher ....ccccccceinininisenannnsnnas Jim Carnegie Lele S Casfge Wicaswies Media Jan-Sep 1999 Jan-Sep 1998
VP/GM, Associate Publisher Ken Lee | 362.4% Network Television $278,275,800 $60,184,500
General Sales Manager -John Neff 190.0% Magazines $265,085,100 $91,401,600
Account Executive Sean Drasher
Account Executive Susanna Pritchett 3 366.1% Cable TV $202,627,000 $43,471,900
Ly
Editorial/Advertising Offices 4 278.4% Spot TV $166,928,300 $44,120,000
6208-B Old Franconia Road 5 464.3% National Spot Radio $154,621,400 $27,400,800
Alexandria, VA 22310 6 259.0% National Newspapers $148,659,900 $41,404,000
or
PO Box 782 7 296.0% Newspapers $69,392,200 $17,522,500
Springfield, VA 22150 8 151.2% Network radio $43,137,500 $17,172,200
Main Phone: 703/719-9500 9 520.3% Outdoor $24,640,300 $3,972,400
Editorial Fax. ... 703/719-7910 3 .
Sales Fax: T 87199500 10 1,101.1% Sunday Magazine $ 6,978,300 $581,000
Subscription Phone: ........................ 703/719-7721 11 199.1% Syndication $ 5,715,200 $1,910,700

Subscription Fax: ... e 703/719-7725

Advertising Sales Information Source: Competitive Media Reporting

Ken Lee Phone: ... 703/719-9500
John Neff Fax: .o, 703/719-9509
Sean Drasher

Susanna Pritchett

According to Michele Skettino, VP, Mar-
keting Communications, Interep, “Though the

Radio big winner of dot-com spending
Jrenzy; but dot-com not only factor

“I think that radio enjoys a tremendous advan-
tage with the dot-coms in that studies have
shown that there is so much concurrent radio

excilement created by this new dot-com cat-
egory is well-founded, it should not cloud the
fact that radio continues to benefit from in-
creasing revenue from traditional advertisers
as well. While spending increases from other
keystone categories may atiract less attention,
their revenue remains vital to the medium.”
For example, for the period January-June
1999, the combined caregories of Automotive
and Restaurants increased their positions in
radio by $53M. As a group, the dot-coms spent
$77M on national radio during the same pe-
riod, which was up $50M from a vear ago. The
increase in spending by the two traditional
categories of Automotives and Restaurants
were not 100 far off from the 1otal spent by dot-

Email Addresses
Publisher: JCRBR@aol.com
Editorial: Radiobiz@aol.com
Sales: KenLeeRBR@aol.com
JohnNRBR@aol.com
SeanRBR@aol.com
SPritch28@aol.com

listening and surfing the web that takes place
that really has driven that spending toward
radio,” says George Nadel Rivin, Partner in
charge of Broadcast Service, Miller, Kaplan &
Arase. Although radio in general is not getting
top share of the dot-com dollars, the medium
is getting a larger portion of it with time.
According to the firm’s numbers, in September
1999, 47% of Internet spending went 1o radio;
in August, it was 45.2% and in June, it was
36.3%. So, radio is definitely getling a larger
proportion of that money.

In a study released in December by Interep,
the rep firm found that while dot-com dollars ~ coms.

©2000 Radio Business Report, Inc.
Material may not be
reproduced without permission.
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T,-" o P [ YL WP ) | “hﬁ::" were undoubtedly prolific, it was certainly not Gary Fries, President/CEO, Radio Adver-
\ LRI ; BN =l (@Il ) . ) s g . “
_\, g o L-L-t.-ﬁl,._w\!‘a\;i_-p the only factor driving radio’s double digit  tising Bureau, echoes those views. “It (dot- |

growth in 1999. In fact, for the first half of 1999,
dot-coms formed only 5.7% of total national
racdio dollars. Furthermore, other sirong cat-
egories in radio represented between 6-10% of
total billing. Contrary to popular belief, the
dot-coms were not quite the hehemoth we
thought them to be.

coms) is a significant category because it grew
10 be a significant category faster than any
other advertising category. But it has not
overtaken the other traditional advertisers.”
He also agrees with Skettino that other catego-
ries were critical to radio’s explosive growth
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continued from AB 2

tast year. “l feel thut rucio wus going Lo grow,
it was poised going into 1999 with a continu

ation of a strong growth plance that we saw loi
the last two years hetore that. Dot-com is like
a layer on top of that. It was basically a goo

insurance policy tor a great ycar. When you
put it ontop of what was already a very strong
and prosperous year for radio, it just worked
like the frosting on a cake.

Dot-coms may have siolen the limelight in
1999 but it is not the first category in radio 10
see such mereoric spending increases. The
Interep study suggesis categories such as Tete-
communications, Media and Finance are re
cent radio growth drivers.

Where big cities are, so are the dot-coms
Large metropolitan markets may be ringing in
the new vear with hopes of continued growth,
but the smaller markets have not even gotten
a waft of dot-com dollars.

Mike Agovino, President, Kaiz Radio, tells
AdBiz that the Internet impact is really in a
small tist of markets—primarily in the top 1010
top 15 markets and a few other selected
markets. A stucdy conducted by Katz identitied
75 top dot-com spenders and tracked each
companies’ advertising expenditure. The 75
dot-coms collectively spent about $100M on
Katz-represented stations in Q4 of 1999. Ac-
cording to Agovino, “40% of those (accounts)
are in New York: 40% in LA; about 50% of them
are in Chicago and San Francisco; a third are in
Philadelphia; 42% in Dallas; 60% of those are
buying Boston; 50% are buying Washington; a
third are buving Houston. and Detroit is only
getting 15% of them.” Detroit’s lower share is
as a result of the perception that it is an
automotive town and the dot-coms focus on
financials and technology

Agovino says there is a strong correlation
between the presence of a technology/ finan-
cial community in a city and dot-com pres-
ence. Auslin, TX, home base of Dell, and the
highest online penetration of any metro in the
country, got 43% of those dot-com accounts.
By contrast, Memphis, which is three market
metro sizes larger than Austin only got 10.6%
of those accounts.

Nadel Rivin agrees with Agovino. “Top 10
markets have been the greatest beneficiaries of
the dot-com spending, particularly those where
there are heavy concentrations of the corpo-
rate headquarters of the dot-coms.

Ralph Guild, Chairman/CEQO, Interep, con-
firms that the dot-com frenzy is still largely a
big city phenomenon. “The majority of it is
going 1o be in the top markets because that’s
where the investors are and the dot-com
people are being supported by equity while

they are building their bhrands. " e adds, “T'he
dot-coms have fairly accurate ways ol deter
nintng where their hicavy users live and there
fore, where they should be spending thei
money. Sonie dot-com companies advertise 10
reach potential investors, therelore, cities that
are large investment banking centers have
been receiving a disproportionate share of the

budgets

Small markets won't be lef! out forever
The RAB's Fries olters hope that the smaller
markets will not be left out in the cold forever
Ile describes the dot-com explosion in bigger

ities as typical ot a new business or industry
in which players have tojostle lor market share
And the best for that is 10
advertise where the most number of people
are.

Agovino also notes that radio’s experience
with the telecommunications category is a ray
of hope that dot-com dollars will start trickling
down 10 smaller markets. In the year after the
Telecom Act of 1996, the Sprints and AT&Ts
were battling for market share by channeling
big money into advertising in larger cities. But
in ensuing years, that money has finally made
it through markets 100 and 150.

Besides, Agovino brings up a good point
that it the dot-coms are trving (o build their
web presence, it should not matier it their user
is coming trom New York City or Topeka, KS.
‘Normally when you'’re starting a business,

quickly. way

you're shooting where the most cusitomersare,
and no doubt, the most customers are in the
top 10 markets and people are focused on
their etforts there. But as the brand building
process goes on, they're going (o want 10
market in those smaller markets and build
their brand image there. So we believe we'll
see the money trickle down

Fries adds, “This is not a bricks and mortar
business so ‘location’ changes from being
location in a community of a particular outlet
(0 location on the Internet. These people (the
dot-coms) have tound radio ro be tremen-
dously successful—it’s fueled the growth of
their business, and with that in mind, I see no
reason why we won't continue to see a high
level of spending from this particular cat-
egory.

Have dot-coms driven rates out of reach
SJor others?

Fries had already said the traditional advertis-
ers have not been shut out as a resulr ot dot-
com advertising. He asserts that radio is not
over-priced bv any means at this point in ime.
In fact, Fries believes “radio rates have plenty
of headroom to grow " He explains, “One of

continued on AB 13
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continued from AB 4

the things that have held us back is that we’ve
been undervalued and I've seen no evidence
that advertisers had 10 pull out. I think we've
seen some of the typical whining of media
people when rates are up but this is not a new
phenomenon at all. I have not seen any
significant movement of advertisers out of the
medium because of pricing at this particular
point.

While it is a fair argument on Fries' part 1o
say that radio’s present rates are a correction of
previously unfounded sluggishness, radio sta-
tions have tough choices to make even in these

July 1999-December 1999

good times. Agovino explains, “I think a lot of
radio stations are wrestling going into 2000
about what exactly their pricing strategy should
be with regard to not just dot-com advertisers.
but all their advertisers. There are a lot of
advertisers out there that have been on the air
52 weeks a vear, seven days a week for more
thanafew years and those people don’t expect
to come out in 2000 and pay a 25 or 35%
increase for what they had the year prior just
because the dot-com category has opened up
to radio broadcasters.” The balancing act for
stations would be 1o cultivate the dot-com
category without alienating the advertisers
who have supported radio all these vears

before dot-com was the buzz word. But as
Agovino illustrates, “Nobody wants to be the
station that's up only 15% in a market that’s up
30-40% and lose market share.

These issues are fleeting concerns because
so far, no one really expects dot-com advertis-
ing to go away. Nadel Rivin says that all the
hype about dot-coms really strengthens radio
in the eyes of other advertisers and potential
advertisers. “They see an emerging industry
that is embracing radio and 1 think that's
helped demand for radio time,” Nadel Rivin
explains.

At Interep, their research has found that the

continued on AB14

1[IBM CORPORATION §7.131.710 Yes Yes Yes Yes Yes Yer Yes Yes
2ICOQALSAVINGS COM §4.999 10D Yes Yes Yes Yes Yes Yes Yes
IIMICROSQFT $4 453064 Yes Yes Yet Yes Yes Yes Yes
4/INTEL §4.327 180 Yes Yes Yes Yes Yes Yes Yes Yes
SINET. BANK § 846,710 Yes Yes Yes Yes Yes Yes Yes
B[SMARTERKIDS .COM $3.620,330 Yes Yes Yes Yes
7|FLASHNET 589,718 Yet Yet Yes Yes Yes Yes
S|REALNAMES COM $3,236,590 Yes Yes Yes Yes
S[SEND.COM §2.190,270 Yes Yes Yes Veg Yes Yes Yes
10 (VARSITYBQOKS.COM $2,559,588 Yet Yeg Yes Yes Yes Yes Yug
TVITAMINS COM INC $2 525,308 Yes Yes Yes Yes Yes
12 |VALUE & MERICA §2.,299 460 Yes Yes Yes Yes Yes Yes Yes Yeg
13 |GIFTCERTIFICATES .COM §2.,085,540 Yes Yes Yet Yes Yet Yes
14]0ATEK QNLINE KOLDING| $2.002,750 Yes Yet Yet Yer
15 PAYTRUST.COM §1.881,998 Yes Yes Yet Yes
16 [| VILLAGE §1.,836,122 Yes Yes Yes Yee
17 [WINE.COM 1,619 480 Yes Yes Yer Yes Yes
18 [LIFEMINDERS .COM §1,588,110 Yes Yez
13 |0FFICEDEPQT.COM ¥1,57 4,330 Yes Yes Yes Yer Vet
20 [MONDEFRA COM $1.883.740 Yes
21|SEPHORL COM INC §1.545,3¢40 Yes Yes Yes Yes Yes
22 |PLAMNET R¥ §1.,465,050 Yes Yes Yes Yet Yes Yet Yes Yes
23 [REALESTATE.COM §1,438,800 Yes Yeg Yes
24 {POWERTEL $1,437.610
25 |SELFCLRECOM §$1.381,270 Yes Yes Yes Yes
Top 25 Total $67.39 214 Yes Yer Yes Yes

Source: Katz Radio

men
are from

MARS

women
are from

VENUS

You've read the books,

you've seen the tapes...

now hear the radio show!

Be}sed on the best-selling book Men Are From Mars, Women Are From Venus
Live Monday-Friday 9am-noon | Delivered via satellite: Satcom C5, Transponder 23

Syndicated by:
F -Q i\i - 4

Radio Network

For information, contact:
Ollie Holmes
800.572.4624 x772

OTC: NSBD
www.nbgradio.com
www.seekradio.com
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continued from AB13

dot-com advertising boom is not supported by
just a few big companies—or worse, a handful
of one-hit-wonder start-ups. Instead, the num-
ber of brands advertising on radio has grown
steadily over the last two years. In the period
between January-December 1998, 47 dot-com
brands advertised on national spot and net
work radio. In the same period in 1999, the
number had risen to 192. Skettino says, “Dot-
coms are now affecting the competitive bal-
ance for a wide range of advertising catego-
ries. In the coming years, we may begin (o
view dot-coms as simply additional competi-
tors within given categories. We may also
begin Lo see greater overlap between tradi-
tional advertisers and the online portion of
their business. Whichever way you stice up the
data though, increased competition requires
more advertising to differentiate your prod-
uct.’

So no one is expecting a few dot-com giants
to exit radio and leave a huge revenue gap for
stations 1o cry over. More brands are getting
into radio and dot-coms are not dominating
the marketplace to the exclusion of everyone
else. Agovino concludes, “This category (dot-
coms) is here (o stay as a major category
because online retailing is here to stay and
retail has been radio’s biggest category for-
ever. We believe we're in a good position as a
medium to take acdvantage of that.”

Share of Internet/E-commerce
Expenditures for the Six
Months Ended June 30, 1999

Market Radio’s % of Total

Media
Los Angeles 53.1%
New York 27.4%
San Francisco 52.6%
Dallas 48.9%
Philadelpia 45.1%
Houston 38.1%
Atlanta 53.0%
San Diego 45.3%
Minneapolis 33.1%
Phoenix 18.3%
Cleveland 28.2%
Pittsburgh 59.4%
Sacramento 46.5%
13 Market Composite 41.3%

Source: Radio Advertising Bureau

Dot-com lifts radio’s September share

By Jack Messmer

If you needed any more proof that the Internet is a hot category for radio, we have it in the

Seplember Total Media Index. In the 15 markets measured by Miller, Kaplan, Arase & Company’s

Media Market X-Ray, radio claimed just under half of the ad spending by dot-com companies.

Television, always a strong category, was especially strong for radio, which claimed over 52%
of spending in September. Entertainment-Other/Lottery was also even a bit stronger than usual.
In all, radio’s share of ad spending grew to 17.19% from 17.09% a year ago. That's nol
a tremendously bigger slice of the pie, but then the pie was substantially larger, which made
it a good month for all media.
T B e s STt s e
RBR/Miller Kaplan Total Media Index
September 1999 (Expenditures In 000)
Total  Radio %
Category TV Newspaper Media of Total
Automotive 38,482 172,591 189,064 400,137 9.62%
Restaurants 11,075 59,155 4,326 74,556 14.85%
Department Stores 9,585 22,172 84,778 116,535 8.22%

_ Foods 8,052 39,998 1,793 49,843 16.15%
Communications/Cellular 17,840 30,854 45117 93,811 19.02%
Furniture 11,742 21,688 32,727 66,157 17.75%
Financial Services 17,829 25,778 42,703 86,310 20.66%
Movies/Theater/Concerts 7,529 23,502 23,431 54,462 13.82%
Grocery Stores 8,035 12,856 16,531 37,422 21.47%
Appliances & Elctronics 3,159 12,604 31,861 47,624 6.63%
Hotel/Resorts/Tours 3,610 7,730 29,385 40,725 8.86%
Drug Stores/Products 5,439 11,253 9,141 25,833 21.05%
Computers/Office Equipment 6,637 7,514 20,999 35,150 18.88%
Specialty Retail 12,603 24,651 34,978 72,232 17.45%
Health Care 9,573 20,561 13,581 43,715 21.90%
Auto Parts/Service 4,744 6,785 5,437 16,966 27.96%
Music Stores/CDs/Videos 3,058 8,546 2,427 14,031 21.79%
Transportation 3,681 5,565 13,496 22,742 "16.19%
Entertainment-Other/Lottery 7,588 7,685 4,944 20,217 37.53%
Home Tmprovement 5,625 12,157 12,157 29,939 18.79%
Professional Services 8,266 9,978 10,659 28,903 28.60%
Beverages 12,713 17,354 3,063 33,130 38.37%
Television 19,845 4,517 13,592 37,954 52.29%
Personal Fitness&Weight Ctrs. 952 5,559 1,598 8,109 11.74%
Publications 4,060 4,493 29,927 38,480 10.55%
Internet/E-Commerce 24,025 16,893 10,238 51,156 46.96%
TOTAL 265,747 592,439 687,953 1,546,139 17.19%

*Based on Media Market X-Ray composite data for 15 markets (Atlanta, Charlotte, Cleveland, Dallas,

Houston, Minneapolis-St. Paul, New York, Philadelphia, Pittsburgh, Portland, OR, Providence, Sacramento,

San Diego, San Francisco, Seattle). Newspaper and television data compiled by Competitive Media

Reporting and radio data compiled by Miller, Kaplan, Arase & Co., CPAs. For further information contact

George Nadel Rivin at {818) 769-2010.
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CALL YOUR PREMIERE REPRESENTATIVE TODAY
LOS ANGELES 818-377-5300 - NEW YORK 212-445-3900 - CHICAGO 312-214-4545 - DETROIT 248-526-4100

DAILI..AS 214-855-1499 ST. LOUIS 314-656-2300
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Exclusive Reach Tup Statlons o ~ Top Demo Targets

Ag';m::&ﬁ;%g‘:gg f\zl"t?]"‘;r? az?hgsl:]v;rjorpkazy AMFM's affiliates include:major market, ; AMFM's advertising networks are #1 in many key
over 38% exclusive )éud|ence metro stations that generally lead their . v demographic groups inciuding females and young
3 § market:in ra(mgs and formats. adults — providing minimum ‘out-of-demo waste.
- . L ‘ ‘ Py
New York Chicago Los Angeles San Francisco Detroit Atlanta Dallas

917-206-8900 312-202-8850 323-966-5087 415-281-2420 " - 248-614-7064 » 404-365-3054 972-239-6220
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January 5—RBR Stock Index 1999

12/31/99  1/5/00 Net Pct 1/5/00 12/31/99  1/5/00 Net Pct 1/5/00
Ackerley N:AK 18.125 17563  -0.562 -3.10% 8800 Hearst-Argyle N:HTV 26.625 27.063 0438 165% 60900
Alliance Bcg. 0:RADO 0.250 0.188  -0.062-24.80% 10000 | HispanicBcg. ~ O:HBCCA 92219 90.000 -2.219 -2.41% 238700
Am. Comm. Ent.  Q:ACEN 1.875 2750 0875 46.67% 77700 | Infinity N:INF 36.188  34.625 -1563 -4.32% 1465000
Am. Tower N:AMT 30563 29875 -0.688 -2.25% 674000 | Interep 0:IREP 13375 12438 -0.937 -7.01% 9900
AMFM Inc. N:AFM 78250 75000 -3.250 -4.15% 1155400 | Jeff-Pilot N:JP 68.250 63563 -4.687 -6.87% 166100
Belo Corp, N:BLC 19.063 17.813 -1250 -655% 158700 Launch Media O:LAUN 18.938 18.063 -0.875 -4.62% 154000
Big City Radio  A:YFM 4.750 5500 0750 1579% 25100 | NBG Radio Nets ~ 0:NSBD 3.094 2938 -0.156 -5.03% 33300
CBS Corp. N:CBS 63.938 54125 -9.813-15.35% 3409700 | New York Times N:NYT 49125 45125  -4.000 -8.14% 708800
Ceridian N:CEN 21563 20750 -0.813 -3.77% 513200 | Pinnacle Hidgs.  O:BIGT 42375 37250 -5.125-12.09% 387300
CirRsch.Labs  O:CRLI 2.000 2250  0.250 12.50% 14100 | PopMail.com 0:POPM 3.000 3625 0625 20.83% 869900
Citadel 0:CITC 64875 52563 -12.312-18.98% 88700 | Radio One 0:ROIA 92.000 81500 -10.500-11.41% 107800
Clear Channe!  N:CCU 89250 85188 -4.062 -4.55% 1873800 | Radio Unica 0:UNCA 28875 25813 -3.062-10.60% 78400
Cox Radio N:CXR 99.750 85125 -14.625-14.66% 17400 | RealNetworks O:RNWK 120313 118125 -2.188 -1.82% 3470200
Crown Castle 0:TWRS 32125 30063 -2.062 -6.42% 701200 | Regent Pfd. 0:RGCIP 12500  12.000 -0.500 -4.00% 1600
Cumulus 0:CMLS 50.750  43.031 -7.719-1521% 368500 | Saga Commun.  A:SGA 20250  19.063 -1.187 -586% 34700
DG Systems 0:DGIT 7.125 6.594 -0.531 -7.45% 105200 = Salem Comm.  0:SALM 22625 21875 -0.750 -3.31% 1500
Disney N:DIS 29250 32938  3.688 12.61%19576800 | Sirius Sat. Radio 0:CDRD 44500 40313  -4.187 -9.41% 472800
Emmis 0-EMMS 124641 96.750 -27.891-22.38% 256900 | Spanish Bcg. 0:SBSA 40.250  33.875 -6.375-15.84% 107400
Entercom N:ETM 66250 53125 -13.125-19.81% 319800 | SpectraSite 0:SITE 10875  13.688  2.813 25.87% 1572100
First Entertain. ~ O:FTET 0.640 0610 -0030 -469% 141700 | SportsLine USA  0:SPLN 50.125 49125 -1.000 -2.00% 403000
Fisher 0:FSCI 61750  61.000 -0.750 -1.21% 17200 | TM Century 0:TMCI 0.625 0531  -0.094-15.04% 0
FTM Media 0:FTMM 12750 12750  0.000 0.00% 1000 | Triangle 0:GAAY 0.020 0.020  0.000 0.00% 257600
Gaylord N:GET 29938 29250 -0688 -230% 9200 | Tribune N:TRB 55.063  50.375 -4.688 -8.51% 939900
Gentner 0:GTNR 14.000  13.000 -1.000 -7.14% 84900 | WarpRadio.com 0:WRPR 4.625 3875 -0.750-16.22% 3900
Global Media 0:GLMC 4688 4875 0188 4.00% 32100 | Westwood One  N:WON 76.000  66.375 -9.625-12.66% 162500
Harman Intl. N-HAR 56125 55750 -0375 -067% 65100 | WinStar Comm.  Q:WClI 75250  66.375 -8.875-11.79% 649000
Harris Corp N:HRS 26.688 24688 -2.000 -7.49% 202900 ' XM Satellite 0:XMSR 38.125 40500 2375 6.23% 95500

Did somehody goof?

Just before the market clpsed 12/30/
99, a single 8,000-share trade sent the
stock of Pinnacle Holdings (O:BIGT)
plunging more than 25% to close at
$29.875, a loss of $10.125 for the day.
In after-hours trading, however, the
stock quickly rebounded and in the next
day’s trading—the last day of the year—
Pinnacle shot back up $12.50 to end
1999 at $42.375.

What happened? There was no news
to account for the sudden drop and
rebound, so we can only surmise that
someone made an $80K mistake. Either
they keyed in the wrong symbol or the
wrong price. In either case, there was a
happy bargain hunter ready, willing
and able to capitalize on the error.

Such boo-boos happen from time to
time. In this case, the mistaken trade
got more attention than normal be-
cause it was the final trade of the day.
Not surprisingly, no one has owned up
to being responsible for the error.

Regent on deck

Regent Communications is on the
Wall Street calendar to price its com-
mon stock IPO (RBR 12/6/99, p. 6)
the week of 1/17-21.

1/10/00 RBR

CITADEL

COMMUNICATIONS

has acquired the

CARIBOU

OKLAHOMA CITY STATIONS

$60,000,000

The undersigned acted as exclusive broker
in this transaction and assisted in the negotiations.

A

Kalil & Co., IncC.

3444 North Country Club Tucson, Arizona 85716 (520) 795-1050
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Beasley builds beachhead in South Florida

With its IPO pending (RBR 12/6/99, p.
13) but not yet scheduled for pricing,
Beasley Broadcast Group is bulking up
in its second-largest market, #12 Mi-
ami-Ft. Lauderdale. George Beasley's
company is paying Howard Gold-
smith $18M for WWNN-AM & WHSR-
AM. plus WSBR-AM in the adjacent
West Palm Beach, FL market (#50).

There’ll be no LMA and Beasley
officials say the three AMs will retain
their current formats—all specialty
niche formats. WWNN broadcasts
health information, WSBR Business
and WHSR Ethnic, primarily focus-
ing on the area’s Haitian community.
Broker: Bruce Houston & Dick
Blackburn, Blackburn & Co.

RBR observation: The obvious at-
traction in this deal is WWNN's 50kw
signal. None of the trio is currently a
major player in terms of ratings or

—/////4
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PATRICK COMMUNICATIONS

AN

revenues, but clustering is king and
Beasley already has two FMs and an
AM in Miami. We'd also note that BIA
lists that AM, Sports WQAM, as the
market’s top biller in the senior band,
so Beasley's people obviously see
upside for additional signals.

SanDiegonewest market for Unica

Joaquin Blaya's Radio Unica
(O:UNCA) began an LMA of KURS-AM
San Diego on New Year's Day and has
an option to buy the station from
Quetzal Bilingual Communications
Inc. The earliest Radio Unica could
exercise its option is August, at which
time the price would be $10M.
Arbitron ranks San Diego as the
nation’s 8" largest Hispanic radio
metro, with 358.5K Hispanics 12+.
Overall, Radio Unica says the San Di-

RN

Station Brokerage
Debt & Equity Placement
Fair Market & Asset Appraisals

Larry Patrick
President

Susan Patrick
Executive Vice President

NN

Terry Greenwood
Vice President
Gregory Guy
Director of Marketing

NN

(410) 740-0250, www.patcomm.com

by Jack Messmer

ego area is the 10" largest Hispanic
market, with 705K IHispanics—about
2.3% of the US Hispanic population.

With the addition of KFRE-AM
Fresno, CA(RBR1/3, p. 12)and KURS-
AM, Radio Unica says it now has sta
tions in 12 of the top 20 US Hispanic
markets.

Cox fills out Honolulu

Cox Radio (N:CXR) has a $17.8M deal
to buy Howard Anderson’'s KCCN-AM
& FM & KINE-FM Honolulu. Since
that would but Cox one over the FM
limit in the island market, it's spin

ning KGMZ-FM to Honolulu Broad-
casting for $6.6M, but will continue to
sell the spot inventory through a JSA.

Clear Channels adds in Albuquerque

Randy Michaels is taking Clear Chan-
nel Radio (N:CCU) from five stations to
a full superduopoly of eight in Albu-
querque. Jose Molina's Continental
Broadcasting Corp. is selling KXKS-
AM, KABQ-AM & KEXT-FM (plus a
low-power TV on Ch. 59) for $7.4M.

From Alarcon to Alarcon

Back when Spanish Broadcasting Sys-
tem (O:SBSA) was preparing to sell its
IPO on Wall Street, we reported that
CEO Raul Alarcon Jr. was planning
to take the only two stations not in
Arbitron-rated markets out of the pub-
lic company and sell them to his father
for $700K (RBR 10/11/99. p. 6). Now
the deal has been filed at the FCC and
the price has gone up to $1M.

Pablo Raul Alarcon Sr.'s company
is also SBS—South Broadcasting Sys
tem Inc.—and he continues to be a
director and major shareholder of the
publicly traded SBS. His privately
held company has been LMAing the
two spinoffs. WZMQ-FM Key Largo.
FLand WVMQ-FM Key West, FL, since
November. Neither station has a con-
tour overlap with any of SBS's Miami
stations, so with or without an attrib-
utable interest, the spinoffs won't
impact the number of stations the
public company can own in Arbitron’'s
third-largest Hispanic market.

1/10/00 RBR



Will radio stocks soar again in 2000?

It will be hard to beat 1999 for stock performance by radio companies. The Radio index™,
compiled daily by Dow Jones Indexes for RBRand the Wall Street Journal Radio Network,
turned in an astounding performance. The index of publicly traded radio stocks gained
135.4 points to finish the year at 256.06—a gain of 112.22%. That compares to a gain of
20.66% for 1998, the first year tracked by the index.

Radio stocks blew away most other Wall Street sectors, although indices of Internet
stocks showed the dot-com stocks doing even better. The Radio Index quadrupled the
performance of the Dow Jones Industrial Average, which rose 25.22%10 1 1,497.12. 1talso
beat the Standard & Poor's 500, which gained 19.53% to 1,469.25, and even the Nasdaq
composite, which rose an impressive 85.59% to 4,069.31, driven by dot-com and other
technology stocks.

The Radio Index currently has 14 component stocks—all companies whose primary
business is radio, whether stations, networks or, in one case, repping. The list is subject
to revision when a component company disappears in a sale or merger or when there’s
a new radio IPO. Also, penny stocks (those trading regularly below $5 per share) are not
eligible for inclusion.

Here, ranked from "best performer” Radio One on down, are the 14 stocks and how they
performed for shareholders in 1999.

The Radio Index 12/31/99 1999%
Component stocks Close Gain
Radio One (O:ROIA, IPO 5/6/99) $92.000 283.33%
Cumulus Media (O:CMLS) $50.750 205.26%
Entercom (N:ETM, IPO 1/28/99) $66.250 194.44%
Emmis Communications (O:EMMS) $124.641 187.36%
Citadel Communications (O:CITC) $64.875 150.72%
Westwood One (N:WON) $76.000 149.18%
Cox Radio (N:CXR) $99.750 136.09%
Spanish Beg. (O:SBSA, PO 10/27/99) $40.250 101.25%
Hispanic Broadcasting (O:HBCCA) $92.219 87.25%
Radio Unica (O:UNCA, IPO 10/18/99) $28.875 80.47%
Clear Channel (N:CCU) $89.250 63.76%
AMFM Inc. (N:AFM) $78.250 63.45%
Infinity Broadcasting (N:INF) $36.188 32.19%
Saga Communications (A:SGA) $20.250 23.48%
Interep (O:IREP. IPO 12/8/99) $13.375 11.46%
Salem (O:SALM, IPO 6/30/99) $22.625 0.56%

29 deals, 329 sites, $95M

That's the math for a series of deals
announced 1/4 by Pinnacle Holdings

Towers trade hands

Midwest Tower Partners LLC bought
three communications towers in

(O:BIGT). The tower consolidator says
the $95M in deals includes 278 towers
and 51 rooftops. Once all close in the
first half of 2000, Pinnacle will own or
manage 3,850 sites.

In addition, Pinnacle filed with the
SEC to sell 8K shares of its stock. Lead
underwriter: Deutsche Banc Alex. Brown

Connecticut and Rhode Island for a
total of $1.2M. The towers in East
Hampton and Montville, CT and
Providence, Rl were sold by Johnston
Tower Space Inc. and Faith Tower
and Wireless Company. Broker: Joe
Rapchak, Blackburn & Co.

The Radio §:

Index™ ne
260

The Radio Index™ hit

a rccord peak of 250

256.06 12/31/99, then !

joined a Y2K stock 240

market plunge. The

index closed 1/5 at 230

229.32, down 21.01

from a wecek carlier. 220

12/15

THE WALLSTREET JOURNAL

R AaDpi1o NETWORK

12/22

12/29 1/5

SOLD!

KTHX(FM)
and
KRZQ(FM)
Reno, Nevada
from
Salt Broadcasting, LLC
to
NextMedia Group, LLC
for

$7,000,000

Elliot B. Evers

acted as broker.

ELLIOT B. EVERS
415-391-4877

BRIAN E. COBB
202-478-3737

CHARLES E. GIDDENS
941-514-3375

RADIO and TELEVISION
BROKERAGE - APPRAISALS

|V
W

MEDIA VENTURE
PARTINERS

*Subject 10 F.C.C. approval
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Sold

WCHYV / WKAV
Charlottesville, VA

Jorgenson
Broadcast @ Brokerage

Peter Miculi
(408) 996-0496
San Jose

Mark Jorgenson
(813) 926-9260
Tampa

HAMMETT & EDISON, INC.

CONSULTING ENGINEERS
RADIO AND TELEVISION

Serving the broadcast industry since 1952...

Box 280068 ¢ San Francisco ¢ 94128

H E 707/996-5200
L)

www.h-e.com

202/396-5200
engr@h-e.com
DOES YOURVETERAN SALES STAFF TALK
ABOUTYOQOUBEHIND YOURBACK?
Do they say, “our Sales Manager...
» Believes in us and helps us grow,
+ |s enthusiastic and optimistic every day,
* Inspires us to do more than we ever
thought possible,
» Takes pride in setting records,
» Sees opportunities where others see problems,
* Values client relationships and helps us grow them,
* Has a strategic business plan designed to make the
most of every day”

if the leader they're talking about is you, then
you have the talent we are seeking to lead
COUNTRY POWERHOUSEWWYZ toeven
greater heights!

Contact Paula Messina, DOS, AM-FM,
Hartford, in complete confidence today.
Phone 860.723.6004 / Fax 860.723.6037 /
email pmessina@amfm.com EQE

The deals listed below were taken

from recent FCC filings. RBR's Trans
action Digest reports on all deals that
involve assignment of a station li
cense (FCC Form 314) and substan
tial transfers of control of a licensee
via a stock sale (FCC Form 315), but
not internal corporate restructurings
(FCC Form 316). All deals are listed in
descending order ol sales price.

$242,000,000 35 stations in nine
markets (RBR12/6/99, p. 12) fromvarious
subsidiaries of Connoisseur Communica-
tions (Jeff Warshaw, ABRY Broadcast Part-
ners Il LP, TinicumInc.)to Cumulus Licens-
ing Corp. (Richard Weening, Lew Dickey
Jr.), a subsidiary of Cumulus Media
(O:CMLS). $11.35M letter of credit as es-
crow, $242M in cash at closing. Numerous
existing duopolies and superduopolies,
but no new overlaps with Cumulus stations.
LMA upon Hart-Scott-Rodino antitrust ap-
proval. Broker: Lehman Bros.

$14,250,000 KRNV-FM Reno NV from
Sierra Radio Company, a subsidiary of
Sunbelt Communications Co. (James
Rogers), to Norte Broadcasting of Nevada
Inc., a subsidiary of EXCL Communica-
tions (Athena Marks, Latin Communica-
tions Group). $400K escrow, balance in
cash at closing. LMA since 12/1/99. Bro-
ker: Sam Bush

$11,875,000 WZOU-AM Lewiston-Au-
burn ME (Lewiston ME)and WLAM-AM &
FM, WTHT-FM & WMWX-FM Portland
ME (Gorham-North Windham-Lewiston-
Auburn ME) from The Great Down East
Wireless Talking Machine Company Inc.
and associated companies (Ron Frizzell,
Kevin Keogh, Arnold Lerner) to Radio Part-
ners of Maine LP, whose general partner is
WMTW Broadcast Group LLC (Paul Harron
Jr., Patricia Harron Imbesi, Margaret
Harron, Estate of Margaret Harron Bruder,
James Bruder Jr., Margaret Anne Nolan,
Jennifer Bruder). $600K escrow, balance
incashatclosing. Existing superduopoly.
Creates radio-TV combo with WMTW-TV
(Ch. 8, ABC) Poland Spring-Portland ME.

$3,500,000 WXLO-FM & WORC-FM
Worcester MA (Fitchburg-Webster MA)
from Montachusett Broadcasting Inc.
(Robin Martin, James Williams Jr.) to Cita-
del Broadcasting Company (Larry Wilson),
a subsidiary of Citadel Communications
(O:CITC). $200K letter of credit as escrow,

by Jack Messmer & Dave Seyler

$3.5Min cash at closing. Note: No contour
overlaps. Broker: Star Media Group

$1,500,000 WCFR-FM Springfield V
and WMXR-FM Woodstock VT from Rob-
ert J. Wolf and Shirley P. Wolf, a Partner-
ship, to ConnRiver Broadcasting LLC (Ri-
chard Sharpe, Kirk Warshaw, Mary
Cristiano). $75K escrow, additional
$1,091,700 in cash at closing, $166,650
note, $166,650 under non-compete agree-
ment. LMA since 11/1/99 Broker: George
Silverman

$1,500,000 KMRS-AM & KKOK-FM
Morris MN from James D. Ingstad to lowa
City Broadcasting Company Inc. (Thomas
Ingstad). $1.5M cash. LMA since 10/5/99

$850,000 KHLT-AM & KXTM-FM
Halletsville TX, KYKM-FM Yoakum TX
and KGUL-FM Edna TX from Hill Country
Radio Inc. (T. Joel Adam) to Fort Bend
Broadcasting Co. Inc. (Roy Henderson).
$10K escrow, balance in cash at closing.
LMA since 6/1/99. Broker: Dave Garland
Media Brokerage

$315,000 KLUE-FM Monterey-Salinas
CA from Alta Broadcasting Co. (Mel
Karmazin, Dan Mason), a subsidiary of
Infinity Broadcasting (N:INF), to Z-Span-
ish Media Licensing Company LLC, a sub-
sidiary of Z-Spanish Media Corp. (Amador
Bustos, TSG Associates). $30K escrow
balance in cash at closing.
Superduopoly with KTGE-AM, KZSL-
FM, KRAY-FM & KLXM-FM. LMA since 12/
99. Broker: Minority Media & Telecommu-
nications Council

$250,000 WXVQ-AM Daytona Beach
FL (DelLand FL) from Green Broadcast
Group Inc. (Rick Green) to Black Crow
Broadcasting Inc. (Michael & Nicole Linn,
Gerard Andlinger). $25K escrow, balance
in cash at closing. Note: No contour overlap
with Black Crow's WNDB-AM, WHOG-FM,
WKRO-FM & WVYB-FM, although all are in
the Daytona Beach market. LMA since 11/
17/99. Broker: Hadden & Associates

$200,000 WGFS-AM Covington GA from
Radio Covington Inc. (G. Christopher El-
der) to IPS Inc. (Philip & llona Sullivan).
$200K cash. LMA since 9/8/99.

$10 WKRO-AM Cairo IL from Roger Lee
Price to Alexander Broadcasting Corp.
(Samuel Stratemeyer). $10 cash.

1/10/00 RBR






