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Tristani sets 

 

departure date 

 

FCC Commissioner Gloria Tristan has set 

 

September 7th as the date for her departure 

 

from the Federal Communications Com-

mission. In a brief announcement issued 

 

late Monday (8/27), Tristani said: "It has 

 

been a great honor to serve as a member of 

 

the FCC during this period. I am proud to 

 

have advocated for the E-rate and better 

 

access to telecommunications for all Ameri-

cans. After nearly four years, however, I 

 

believe it is time for me to move on. I plan 

 

to ietuin home to New Mexico in the near 

 

future. I would like to thank my past and 

 

present colleagues and the staff at the 

 

agency for their commitment to public 

 

service and their dedication to this institu-

tion. The FCC is entrusted with enhancing 

 

communications for all Americans, and I 

 

will always value the agency's core mission: 

 

to serve the public interest." 

 

Tristani did not mention the reason why 

 

her departure had been widely anticipated 

 

for months—her expected bid for the Demo-

cratic nomination to challenge Sen. Pete 

 

Domenici (R-NM) for his US Senate seat. 

 

Tristani, a Democrat, was appointed by 

 

President Bill Clinton and took office on 

 

November 3, 1997. Previously, she had 

 

been elected to the New Mexico State 

 

Broadcast financial analyst James Marsh of Robinson Stephens is not expecting a dramatic turnaround 

 

in the radio industry's fortunes. Instead, he thinks a trend began in May, when the RAB reported total 

 

revenue loss to be 9%, followed by June losing 8%, will continue. He's expecting a pattern of diminishing 

 

losses—down 7% for July and down 6% for August. 

 

Marsh cited a possible 4-6% loss for September, but declared conditions too volatile at this Ix>int t( 

 

make a reliable prediction. 

 

As everyone connected with the radio industry already knows, national husiness is where the most 

 

gruesome numbers reside. Local is showing signs of at least pulling even with 2000 lei c1s. 

 

As for 2001, fuggedaboudit. There is no sign that there will be enough of a business surge to make 

 

rip for all the red ink spilled ilili . kir. It's time to work on making it 2002 rebound come to pass.-1)s 

 

The Media Audit 

 

Sets The Pace In The Local Market Qualitative Audience Industry. 

 

The Media Audit delivered the first local market qualitative report in August 1971. 

 

Three years before anyone else followed suit. 
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therc .lit-• still obstat Ic, to overcome 

 

before the empty se.0 can be tilled. 

 

For starters, nobodN i� in town. 

 

Bush just wound up IuS stay in 

 

Texas, and members of the House 

 

and Senate have fanned out 

 

throughout the country. Nobody 

 

is in Washington to get the ball 

 

rolling. Then there are background 

 

checks, interviews with concerned 

 

individuals in both the administra-
tive and legislative branches, 

 

hearings ... in other words, this isn't 

 

going to happen tomorrow. 

 

RBR observation: The lack 

 

of the guest of honor shouldn't 

 

stop broadcasters from celebrat-

ing! We at RBR will miss her, if 

 

only because we could depend 

 

on her to come up with wacky 

 

pronouncements that made head-
lines. That's not a trait of a good 

 

commissioner, but it did make for 

 

good copy. JM, DS 

 

Clem Channel unveils new 

 

management structure 

 

Clear Channel Radio is unveiling its 

 

much-anticipated senior manage-
ment structure, under new COO 

 

John Hogan. Hogan says the com-

pany is dividing management con-
trol into eight regions, all managed 

 

by SVPs. Five current SVPs have 

 

been re-assigned and three new 

 

SVPs have been named. Jim 

 

Donahoe—California; Dave 

 

Crowll�—Midwest;PeterFerrara — 

Southeast; John Cullen—South-
west Central; Jim Shea—Mid-At-

lantic; Jay Meyers—Plains North-

west; JD Freeman—Southwest and 

 

Rob Williams—Northeast. Hogan 

 

will also be managing the New 

 

York and LA markets. Each of the 

 

eight divisions is then subdivided 

 

into regions or "trading areas"-some 

 

20 nationwide. 

 

"This geographic alignment 

 

links every Clear Channel market 

 

so we can more efficiently oper-
ate and sell our radio stations, 

 

while reinforcing our commit-

ment to local radio," said Hogan. 

 

The trading areas will be over-
seen by regional vice presidents. 

 

The RVPs will each report to one 

 

of the eight SVPs. Clear Channel 

 

will package stations, market clus-

ters and geographic regions along 

 

the same lines as advertisers' trade 

 

areas. Clear Channel says the RVPs 

 

will be announced soon. We 

 

know of one already—Dusty 

 

Walker (see p.8).—CM 

 

Wireless companies file 

 

objections to XM and S11'111s 
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Eddie Fritts has also cone• out 

 

slugging in :61 :ulenlpt to btu( Ic 

 

regulatory ahpr()\:II ofthe• repeat 

 

ers W131? 8/27, p. ' 1. 

 

Without the I cl>caters, subscrib-
ers would definitely travel through 

 

areas where the radio signal would 

 

fade. XM company officials claim 

 

the repeaters are important in 

 

obtaining high-quality audio. XM 

 

Satellite's applications to install 

 

the terrestrial repeaters are pend-
ing before the FCC.--CM 

 

4everadio Partners files 

 

suit against Scott Studios 

 

4everadio Partners has filed suit 

 

against Scott Studios and its CEO 

 

Dave Scott for $8M, claiming the 

 

company "voided a contact with a 

 

Florida FM affiliate and interrupted 

 

a relationship with a major pro-
gramming producer and marketer" 

 

for the "Forever Young" Oldies 

 

format it had been trying to launch 

 

since 9/00. 

 

"We had been marketing the 

 

product with the belief that Mr. 

 

Scott's equipment was compatible 

 

or could be easily made compat-
ible with other automation sys-
tems—that was really the basis of 

 

how we proceeded in business," 

 

said 4everadio President/COO 

 

Charlie Whitaker. "And when 

 

we got to our first affiliate, WQJM-
FM Panama City, FL, we discov-
ered-Mr. Scott himself told us-that 

 

his Voice Trax program was not 

 

compatible with any other com-

puter system. We were absolutely 

 

blindsided by it. This is the funda-
mental issue: It's not that we claim 

 

incompatibility, it's that Mr. Scott 

 

claims incompatibility. The com-

puter that we were incompatible 

 

with in Florida was a Computer 

 

Concepts system-and that's a com-

pany that Mr. Scott owns." 

 

Dave Scott's response: "Scott 

 

Studios adheres to the Audio Engi-
neering Society's (AES') 'Cart 

 

Chunk' industry standard for com-

patibility between different digital 

 

systems. The www.cartchunk.org/ 

 

particip.htm website shows com-

patibility with Broadcast Electron-
ics' Audio Vault, BSI, Enco, Orban, 

 

Prophet Systems, RCS, Scott, and 

 

10 others. Scott outsells most of 

 

the others and is compatible with 

 

other big selling systems. 

 

4everadio's claim is based on in-

compatibility with Maestro from 

 

Computer Concepts, which is a 

 

wholly owned subsidiary of Scott 

 

Studios. I offered 4everadio a 

 

Maestro but they only had nine 

 

days to deliver a 24/7 format. They 

 

didn't have any music typed into 
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Clinton syndication?: not 

 

Westwood; not Premiere 

 

With the wild rumors Ilyuig about 

 

that a "major" syndicator is about 

 

to sign Bull Clinton for a short-
form daily show, we discovered 

 

that syndicator will not be Pre-
miere Radio Networks, nor 

 

Westwood One. "The Premiere 

 

Radio Networks is the home of the 

 

Rush Limbaugh Show, The Dr. 

 

Laura Program. It will not be the 

 

home of a Bill Clinton Radio pro-
gram," Premiere President/COO 

 

Kraig Kitchin tells RBR. 

 

Thinking that Westwood One 

 

Chairman Norm Pattiz is a big 

 

member of the Democratic Party, 

 

we thought possibly the former 

 

president may be gravitating in 

 

111.11116,•1 U1,11 \14 lint•, ll 1111 l>11,1 

 

ll\t•. (1)nlilnit•II \\"1,I111nId ()It(. 

 

(:I:U Joel Iiollander, 

 

At tlnitc'd stations, VP Program-
ming Andy Denemark also de-
nied Ihcy wcrc the syndicator. 

 

Could it be Ali(: Radio Net 

 

works? ABCRN President Traug ' 

 

Keller is currently on vacation; 

 

his assistant says she hasn't heard 

 

anything; (In th1• ,nbjc•1 t ('\1 

 

Clear Channel brings 

 

back streaming 

 

After nlunths ul nut slluncu from 

 

the AFTRA ads dictate (RBR 4/16, 

 

p.l), Clear Channel (N:CCU) has 

 

brought back streaming of its sta-
tions as part of the deal with 

 

Hiwire (RBR 6/25, p.4) for tar-

BE expands partnership 

 

with RBR Radio 

 

Adding to the WebVault 

 

online automation system 

 

used by Radio Business 

 

Report's RBR Radio, Broad-
cast Electronics' new 

 

SoniXtream has also been selected as the exclusive streaming 

 

provider for the 24/7 webcast (replacing WebRadio.com). 

 

"Not only are we going to be streaming with BE, but the player will 

 

also have 55 side format channels of music for our listeners to enjoy," 

 

said RBR VP/Associate Publisher Ken Lee. "Part of the reason we 

 

chose BE is because they have been around since 1959—we have a 

 

pretty good sense they are going to be around for a while. We also 

 

liked the fact that this product provides some very cool solutions." 

 

SoniXtream was developed from the recent licensing deal with 

 

Everstream (RBR 7/30, p.15). "Many of our customers were frus-
trated that no one really had a viable audio streaming platform and 

 

they shared with us their frustrations in getting their signal on the 

 

Internet. We did the acquisition with Everstream because now we 

 

can provide the full streaming services necessary to really take 

 

advantage of Internet audio broadcasting," explains BE Director of 

 

Studio Systems Ray Miklius. "That includes reliable streaming 

 

infrastructure, an ad insertion system that actually works and a full 

 

host of management tools from a single provider that allows 

 

someone to really take advantage of the streaming aspect. The 

 

other thing that positions broadcasters is to begin to delve into rich 

 

media broadcasting—using visuals as well as audio. RBR Radio will 

 

soon be using visuals on its player to coincide with the audio." 

 

The SoniXtream package includes an encoder; a custom player 

 

with integration to digital audio storage systems; title and artist 

 

presentation with album art; e-commerce options; targeted audio 

 

ad insertion; on demand listener data; 55 side format channel 

 

offerings and a "My Mixes" personalization option.—CM 

 

Powergold 2002 latest RBR Radio partner 

 

Micrupower Corporation, she\\ ing Ott the release of its latest 

 

Windows-based scheduling software—Powergold 2002—recently 

 

became an RBR Radio partner, donating the system. 

 

Says Dave Ferraro, Micropower President: "We're all very 

 

happy that RBR Radio has chosen the new Powergold 2002. "Using 

 

Powergold 2002, the station plays a more balanced variety of music, 

 

in a better mix. This will increase the listenability of the station." 

 

"For a non-radio user, we were able to get it up and running in a 

 

short amount of time," commented RBR VP/Associate Publisher Ken 

 

Lee. "It has taken the station to a whole dimension of webcasting— 
we're now able to weight content, get full reports of what aired and 

 

when, and are spending a lot less time doing it ourselves!"--CM 
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COMMUNICATIONS 
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Co-Lead Arranger 

 

EMMIS ESCROW 

 

CORPORATION 

 

$37010001000 

 

Senior Discount Notes 

 

Co-Manager 

 

COX RADIO, INC. 

 

$2551200,000 

 

Follow-On Equity Offering 

 

Co-Manager 

 

BLOOMINGTON 

 

BROADCASTING 

 

CORPORATION 

 

has been acquired by 

 

Citadel Communications 

 

Corporation 

 

Sellside Advisor 

 

CITADEL 

 

COMMUNICATIONS 

 

CORPORATION 

 

$244,625,000 

 

Follow-On Equity Offering 

 

Co-Manager 

 

CITADEL 

 

COMMUNICATIONS 

 

CORPORATION 

 

$750,000,000 

 

Senior Credit Facilities 

 

Co-Documentation Agent 

 

INNER CITY MEDIA 

 

CORPORATION 

 

$251000,000 

 

Private Equity Investor 

 

INNER CITY 

 

BROADCAST HOLDINGS 

 

$120,000,000 

 

Senior Credit Facilities 

 

Syndication Agent 

 

RADIO ONE, INC. 

 

$260,000,000 

 

Convertible Preferred Securities 

 

Co-Manager 

 

RADIO ONE, INC. 

 

$350,000,000 

 

Follow-On Equity Offering 

 

Co-Manager 

 

RADIO ONE, INC. 

 

$30010001000 

 

Senior Subordinated Notes 

 

Co-Manager 

 

RADIO ONE, INC. 

 

$750,0001000 

 

Senior Credit Facilities 

 

Documentation Agent 

 

And the beat goes on. 
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geled ad inse•rti(,n. Tllc first sta 

 

[ions Io come• II.r( Ic up were Ilic 

 

broadcaster's Los Angcics FNI ,I.' 

 

tions-K1IS-FM, KI II IT I NI, Klit( 

 

FM, KOST-FM ;Intl 10 "I; FNI. 

 

Says ;u1 RBR sourcc 'licc.lumc 

 

they have \\circl linr(•(I slu)ts (like 

 

seven and 13 "c((Ind slu)ls) :Ind 

 

most of
,
 Ilic slrc.1111ir1g a(hcrliscrs 

 

have• IS" •Intl 30s, until III(•\, get 

 

tlwsc .sp()Is tillied sinlII'llk, Iltc• 

 

AV IRA non-contpli.ult :►cls \\ ill be 

 

stripped out :lnd there IIIAV Ile 

 

more music or'I)I(•.I.c .1.111d b1' ()I' 

 

whatever, do it's 1101 go-

ing to he this IWALItilill, seamless 

 

insertion where everybody is get-

ting targeted ads. However, it's 

 

going to he proof' that they can 

 

selecti\ cly remove AFTRA non-

conipli.uu :ids, just like Clear Chan-
nel w.u1l...md get them back up 

 

strc.Iluin;". which is [Clear Chan-
nel Intern( live CEO] Kevin 

 

Mayer's prime concern." 

 

Two advertisers are already on 

 

board for campaigns: AT&T and 

 

Council Travel. "And people that 

 

do hit that demographic that they 

 

are going for will get ads from 

 

them," the source confirms. 

 

The next Clear Channel mar-
kets to follow: "The plan is an 

 

accelerated rollout over the next 

 

several months-numerous markets. 

 

Each time they roll out, there will 

 

be more and more stations." 

 

Meanwhile, Hiwire is very close to 

 

closing its third round of fiuhding.--CM 

 

No translator necessary to 

 

understand $140K fine 

 

The FCC has fined Alaska broad-
caster Peninsula Communications 

 

a whopping $140K. Peninsula was 

 

ordered to cease operations on 

 

seven translators located in vari-
ous Alaskan communities. Not only 

 

was the order to cease ignored 

 

and operations continued, said the 

 

FCC, the violations were found to 

 

be intentional, which bumped the 

 

fine upward. Technically, the fines 

 

were for operating without a broad-
cast license. 

 

Peninsula must also fine an af-
fidavit within 10 days showing 

 

that the translators in question 

 

have gone off the air, of face 

 

termination of other translator and 

 

full power station licenses in its 

 

possession.-DS 

 

RTNDA: No need to take a 

 

new look at leaks 

 

The Radio-Television News Direc-
tors Association has taken a stand 

 

against legislation proposed by 

 

Senator Richard Shelby (R-AL) 

 

which would impose criminal pen-
alties on current or former federal 

 

employees who disclose "properly 

 

classified" information. Penalties of 

 

up to three years in prison are 

 

possible under the provisions of 

 

the bill, and would be applicable 

 

even if the revealed information 

 

brought to light illegal or inappro-
priate government activity. 

 

"The language of [this] legisla-
tion is sweeping, and its potential 

 

impact on the public's right to 
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I'residem Barbara Cochran. Not 

 

only will the provision subicct the 

 

nc\\s I11cdi.I to More subpucna•, 

 

as prosecutors seek to idc11lik 

 

'Ic;Ikc►s,' but the law also will I(%ld 

 

to the practice ol`cl.I,,,,il\ ing Wrote 

 

information as 'seer(•( 111.111 is Ic-

gitintately ncces�.ln 

 

Shecontinuc(l. "1"iIII(ul,Irlytrou-
bling to jour11.111'r. is the fact 111.11 

 

'leaks' legislation would result in 

 

news entities being forced to act . , 

 

government enforcement agents. 

 

In a significant number of cases, 

 

the source of classified infornl:i 

 

tion could only be identif icy 

 

through the journalist to whom the 

 

information was provided; zealous 

 

prosecutors naturally would be 

 

inclined toward subpoenas, search 

 

warrants and even wiretaps of 

 

reporters ... the proposed measure 

 

will serve only to thwart the ability 

 

of journalists to fulfill their essen-
tial role as government watchdog." 

 

Similar legislation was vetoed 

 

by President Bill Clinton almost 

 

a year ago.-DS 

 

Sean Hannity joins ABC 

 

Radio Networks 

 

Sean Hannity, the conservative 

 

side of Fox News Channel's 

 

"Hannity And Colmes," will be 

 

syndicated nationally (3-6P ET) 

 

by ABC Radio Networks, in a five-

year deal that begins 9/10. Hannity 

 

has had an afternoon show on 

 

WABC-AM NY, following Rush 

 

Limbaugh, since 1997. He will 

 

initially be placed on other ABC 

 

Radio Talk stations, including 

 

KABC-AM LA, KSFO-AM San Fran-

cisco, WMAL-AM Washington and 

 

WBAP-AM Dallas. 

 

RBR observation: With the 

 

constant possibility that Clear 

 

Channel's (N:CCU) Premiere Ra-
dio Networks may not renew ex-

piring Rush Limbaugh contracts 

 

with ABC Radio stations nation-
wide (to put Rush on CCU sta-

tions), it's no surprise that .ABC 

 

signed right-winger Hannity. He 

 

is well known with Rush listen-
ers-he's been a regular substi-
tute on the show for years.-CM 
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News-Talk remains king in largest markets 

 

InI( hell (():II;� �' 1L1 1e,1 • I its la1c.�1 fOrnlal number munch fOr Arhilrons's 93 cont inuously-

nu'.lsure(I ni:u kc1� 11;1sed On ~]]ring 2()01 12+ 11unlhcls. What it shows is pretty nntc•h what it showed 

 

.111cr Spring 2000. The biggest gainer was the (aassic lWc•k category, picking up 0.8--wc attrihul( 

 

Ibis I(),I grOunelswell ol'st;ltions moving to some I'orlu of
,
ti0s/Classic• I fits format. News-Talk soliclific(I 

 

its hul(I (n► 1110 1111) siml wilh ;u1 0.5 gain, ands Contemporary Christian has an impressive 0.3 gain-

a (I()tll)ling ()I listcncl;s for this niche format. 

 

'I'hc 'standards IOrn1:►I dropped 0A over the year-continuing declines should he in the future ;Is 

 

the ;Iuclicncc 1
,
01. the ol(Ics1 of the Oldies formats dwindles, Most (11 wr formats experiences 11til(I 

 

ratings slip. 1c>n 11ic ch:1r1, YtoY means year-to-yc.,I  1)S 

 

Format 

 

Sp00 

 

Su00 

 

Fa00 

 

W101 

 

Sp01 

 

YtoY 

 

News-Talk 

 

13.1 

 

13.3 

 

14.3 

 

13.6 

 

13.6 

 

+0.5 

 

Urban 

 

11.5 

 

11.8 

 

11.4 

 

11.2 

 

11.3 

 

-0.2 

 

Spanish 

 

8.5 

 

8.2 

 

8.5 

 

8.9 

 

8.3 

 

-0.2 

 

CHR 

 

8.0 

 

7.9 

 

7.3 

 

7.7 

 

8.0 

 

Country 

 

7.6 

 

7.9 

 

7.5 

 

7.4 

 

7.3 

 

-0.3 

 

AC 

 

7.5 

 

7.4 

 

7.6 

 

7.2 

 

7.2 

 

-0.3 

 

Classic Rock 

 

4.6 

 

4.7 

 

4.6 

 

5.2 

 

5.4 

 

+0.8 

 

Rock 

 

4.7 

 

4.7 

 

4.3 

 

4.3 

 

4.4 

 

-0.3 

 

Oldies 

 

4.4 

 

4.4 

 

4.4 

 

4.3 

 

4.3 

 

-0.1 

 

New Rock 

 

3.2 

 

3.3 

 

3.0 

 

3.0 

 

3.1 

 

-0.1 

 

Smooth Jazz 

 

2.3 

 

2.3 

 

2.3 

 

2.4 

 

2.4 

 

+0.1 

 

Standards 

 

2.6 

 

2.3 

 

2.3 

 

2.4 

 

2.2 

 

-0.4 

 

Hot AC 

 

2.4 

 

2.4 

 

2.3 

 

2.2 

 

2.2 

 

-0.2 

 

Classical 

 

1.3 

 

1.4 

 

1.4 

 

1.4 

 

1.2 

 

-0.1 

 

Black Gospel 

 

1.0 

 

1.0 

 

1.1 

 

1.0 

 

1.0 

 

Adult Alternative 

 

0.9 

 

1.0 

 

0.9 

 

0.8 

 

0.9 

 

Contemp Christian 

 

0.3 

 

0.4 

 

0.5 

 

0.5 

 

0.6 

 

+0.3 

 

Religious 

 

0.5 

 

0.5 

 

0.6 

 

0.6 

 

0.5 

 

Ethnic 

 

0.2 

 

0.2 

 

0.3 

 

0.3 

 

0.3 

 

+0.1 

 

Children's 

 

0.1 

 

0.1 

 

0.1 

 

0.1 

 

0.1 

 

Christian Ctry 

 

0.1 

 

0.0 

 

0.1 

 

0.1 

 

0.1 

 

Easy 

 

0.1 

 

0.1 

 

0.0 

 

0.1 

 

0.1 

 

Variety/Other 

 

0.0 

 

0.0 

 

0.0 

 

0.0 

 

0.0 

 

Sources: Interep, Arbil] on 

 

Erwin G. Woo & EritT. Werner, 

 

A safety guide for station buyers 

 

Radio Deals: A Step by Step Guide, the new book by conunurtications anomeys 

 

Erwin Krasnow and Eric Werner, won't tell you which radio station to buy, but 

 

it will help you make the buying process easier-and the same is true for sellers. 

 

Contracts, letters of intent and closing documents aren't nearly as 

 

much fun as planning format changes--or even calculating cash flow 

 

multiples-but they are an important part of buying or selling a station. 

 

By planning ahead and agreeing in writing on how every aspect of the 

 

transaction will be dealt with, including how unforeseen problems 

 

will be resolved, you can avoid costly litigation and additional stress. 

 

Better to pay a lawyer a little bit up front than a lot down the road. 

 

What Krasnow and Werner have done is put together a step-by-step guide to the process of getting 

 

a radio transaction from the tire-kicking stage to closing. They take you through the (optional) letter 

 

of intent, contract, due diligence, required FCC filings and approvals and the actual closing. Along the 

 

way, though, they also point out potential pitfalls that you should be aware of-and explain how to 

 

deal with them. Many of the examples are drawn from "Contract Closeup," the series of articles which 

 

Krasnow and Werner have written for RBR for many years. 

 

For first time buyers, the book provides a wealth of information about how to CYA in a deal which 

 

will likely put your entire life savings on the line. It will also give you tips about how to negotiate some 

 

things that you may not have even thought of. 

 

In a section titled "Creative Uses of Accounts Receivable," the authors cite cases where accounts 

 

receivable have been used in various ways to protect the buyer and/or give the seller an incentive to 

 

keep ratings, sales and morale high right up to the day of closing. You won't be able to use all of them 

 

on one deal, but you might find one which is particularly well suited to your transaction. 

 

For old hands, this new book may prove to be more than just a refresher, especially if it's been a while 

 

since you bought or sold a station. After all, these things tend to become more complicated each year. 

 

Radio Deals: A Step by Step Guide is published by Radio Business Report's RBR Books. JM 
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Cancer claims 

 

Norman Fischer 

 

cicran media broker Norman 

 

Fischer died 8/26 at his home 

 

in Texas after undergoing treat-

.ment for cancer. He was 77. The 

 

company he founded in 1974, 

 

Norman Fischer & Associates 

 

Inc., will continue to operate 

 

under his son, Terrill Fischer. 

 

In addition to his son, Fischer 

 

is survived by his wife, Cecile. In 

 

lieu of flowers, the family is re-

questing that donations be made 

 

in his memory to SafePlace, Attn: 

 

Development Dept., P.O. Box 

 

19454, Austin, TX 78760. JM 

 

NYMRAD tells the 

 

tale of retail 

 

New York area radio stations are 

 

raked in more from retailers in 

 

the first half of 2001 than they 

 

did in the same period the pre-
vious year. Of the top 25 retail 

 

radio advertisers, 19 increased 

 

their expenditures on the me-

dium. Toys R Us, Pathmark, 

 

General Nutrition Center, 

 

Today's Man, Home Depot, IKEA 

 

Furniture, Tower Records & 

 

Video, Kmart and Genovese 

 

Drug all had significant increases. 

 

J.C. Penney and Macy's 

 

picked up the pace in June, 

 

helping the retail category to a 

 

25.6% gain over its June 2000 

 

total. Restaurants were also 

 

doing well, with bigger buys 

 

from Burger King and 

 

Romano's Macaroni Grill.—DS 

 

Interep extols 

 

automotive advertisers 

 

In its newly-released study, "Ra-

dio Works for Automotive Ad-

vertisers." Interep says automo-

tive advertisers would do well 

 

to increase spending in radio 

 

because car buyers spend 33
0/'o 

 

of their time listening to the 

 

radio, not too far behind their 

 

52% of time spent watching TV; 

 

magazines and newspapers. 

 

While the auto industry spends 

 

$289M on national radio adver-

tising yearly, that figure only ac-

counts for 2.5% of the sector's 

 

total annual ad spending. Auto
-

motive spends 66% for national, 

 

spot and cable TV and more than 

 

30% for newspaper and maga-

zines, part of a total $11B ad 

 

category according to Competi-
tive Media Reporting (CMR). 

 

Says Debbie Dnrben, Presi-

dent of Interep's Marketing 

 

Group: "We see a tremendous 

 

growth opportunity for radio 

 

within the automotive industry, 

 

and are aggressively targeting 

 

these companies. Our challenge 

 

is not to introduce auto adver-

tisers to the medium, since most 

 

are already using radio to some 

 

degree. Rather, we must show 

 

them the additional opportuni-
ties in radio that can be tapped 

 

into with a relatively low addi-

tional investment. Every 1% of 

 

automotive dollars that we can 

 

redirect toward radio brings an 

 

additional $100 million to the 

 

medium."—CM 

 

Radio News 
 

the only option. A session taught in Brazil 

 

last year proved that, with computers and 

 

the Internet, the intensive three-day course 

 

can be taught anywhere. 

 

The Ohio Broadcasters Associa-
tion has set up an offering in Colum-

bus; likewise, the Pennsylvania Broad-
casters Association has invited the 

 

RAB to Hershey to run the program. 

 

There are certain minimum stan-
dards to spur the RAB to take its 

 

show on the road, chief among them 

 

at least 15 registered students. For 

 

more info, contact the RAB's Kippie 

 

Romero at 1-800-232-3131.—DS 

 

Katz Dimensions up on Uphan 

 

A new study of the Alrican-American 

 

audience and the family of Urban for-

mats has been released by Katz Dimen-

RAB training course 

 

hits the road 

 

So far, most of the graduates of 

 

Radio Advertising Bureau's 

 

Sales Training Academy have 

 

matriculated at the association's 

 

Dallas campus. That is no longer 

 

sions. Entitled "City of Dreams: The 

 

growth and importance of Urban 

 

Radio," it is available at katz-. 

 

media.com. Among its highlights: 

 

Radio beats out all other media 

 

when it comes to reaching Afri-

can-American consumers, who 

 

spend about three hours per week 

 

with the medium above the aver-

age for the general population. 

 

Like general market radio, 

 

an array of Urban-related for-

mats allow precise targeting of 

 

demographic groups within the 

 

African-American community. 

 

Also, the they provide a 

 

healthier chunk of the prized 

 

younger demos. 

 

The African-American popula-
tion is 35M strong, and it has 

 

$540B to spend.—DS 

 

In&oduct*ng 

 

the Cash1\1 

 

miracle diet. 

 

any longer should it move to 

 

Saltillo, the FCC continued to deny 

 

the move. Saltillo may have won 

 

out had the proceedings concerned 

 

an allotment, but the FCC did not 

 

give it preference at the expense 

 

of taking away existing service 

 

from the Potts Camp area. 

 

Rmobservation: The real issue 

 

goes beyond a tug of war between 

 

the little towns of Potts Camp and 

 

Saltillo. Potts Camp is located on 

 

US78, not particularly near any popu-
lation center. Saltillo is five miles due 

 

north of Arbitron-rated Tupelo, MS. 

 

Sisk may well be having a hard 

 

time keeping this station's head 

 

above water, and in his argu-
ments, he mentioned the real pos-
sibility that it may be forced to go 

 

dark. Time will tell if the FCC 

 

made the right call or not.—DS 

 

Staying in Potts: FCC 

 

refuses to pass the Saltillo 

 

olvie Sisk's WCNA-FM is staying 

 

in Potts Camp, MS. The FCC, which 

 

previously denied its application 

 

to relocate some 40 miles south-

east down US78 to the town of 

 

Saltillo, MS, denied it again upon 

 

Sisk's request for reconsideration. 

 

Arguments that the population of 

 

Potts Camp was in decline, and 

 

with only 483 residents, was not 

 

large enough to support a com-

mercial radio station. 

 

The FCC noticed that there were, 

 

in fact, others able to pick up the 

 

station beyond those who reside 

 

within the city limits of Potts Camp. 

 

Since the Potts Camp area would 

 

not be able to pick up the station 

 

0_0 Pring, 

 

Cash 

 

Lose three minutes 

 

in an hour! 

 

Gone are the days of hunt-and-cut editing, warbling time com-

pression, and sped-up chipmunk audio. Now overstuffed, 

 

overtime audio productions can be reduced through a real-

time, undetectable process that can cut up to one minute of 

 

audio from every twenty without reducing program content. 

 

The Cash audio time machine from Prime Image is a fully 

 

digital,easy-to-operate device that utilizes a patented system of 

 

random "micro-edits" to reduce the length of any production, 

 

whether voices, sound effects, or music. And Cash works auto-

matically, in one pass, with no additional processing. Simply 

 

enter the amount of time you want to lose and the period of 

 

time over which to lose it. Then push the start button and find 

 

something more important to do. Like kicking back and enjoy-

ing a cup of coffee-but, in the interest of your waistline, take a 

 

pass on the donuts. 

 

For specifications, information, or orders contact Prime Image: 

 

www.primeimageinc.com 

 

408-867-6519 

 

Pr�� e
. 

 

The Digital Video People 

 

Tel (408) 867-6519 Fax (408) 926-7294 

 

www.primcimageinc.com 
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Any signs of life? 

 

We asked a few buyers for their 

 

quick-take on the retail cat-

egory and the state of Q4.—CM 

 

The paiiicipants. 

 

Irene Katsnelson, VP/Director 

 

of Network Radio, MediaVest 

 

Reyn Leutz, SVP/Director of Ra-
dio Negotiations, Mindshare USA 

 

DougAlligood, SVP, Special Mar-

kets, BBDO 

 

Mike Robertson, President/CO, 

 

LA-based Ocean Media 

 

Karen Petrillo, Director of Retail 

 

Services, Harrnelin Media 

 

Are rumors that the retail category 

 

is starting to pick up true? Why? 

 

Katsnelson I couldn't really com-
ment on that because I don't have any 

 

retail clients, but it's not surprising that 

 

they may be picking up. Retail is very 

 

active in the back to school season, 

 

which we're upon right now. 

 

My clients are tune-in and package 

 

goods. I have a couple of the big ones 

 

and they're done for the year. 

 

Leutz I expect the market to be soft or 

 

flat all through next year. I don't see 

 

any category that is suddenly going to 

 

begin spending more money. Retail 

 

has been locked and loaded since 

 

Summer. Everyone has put that money 

 

down already. If you are a retailer, 

 

you'vefulfilledyourrequirements. You 

 

wouldn't hold back, because retailers 

 

have special positions and special 

 

nights and special time frames. And 

 

that's all been locked and loaded. 

 

There's no sudden surge in spending. 

 

I don't see it. Maybe local sees it 

 

differently, but not for national. 

 

Alligood I have no way to judge that 

 

right now ... only what I read. We don't 

 

do any retail right now. 

 

Robertsonl don't see any evidence of 

 

that, nor have I heard anything. Our 

 

advertisers continue to be very cau-
tious and slow moving. 

 

Petrillo Basically, even in a down 

 

ecomomy, retails still have to be out 

 

there promoting. I don't see, on any of 

 

the clients that we deal with (we have 

 

quite a few retail clients) decreasing 

 

their expenditures or taking money 

 

out of radio. Their mix of TV and radio 

 

is basically the same as last year. Retail, 

 

I believe is going to be the one steady 

 

category. They are going into Q4 right 

 

now, the back to school, Fall selling 

 

period, then it goes right into Christ-
mas which starts up in October, and 

 

they have to promote. They are going 

 

to chase dollars. Are they going to 

 

spend more? I would say no, but they 

 

are not going to decrease it because 

 

they can't afford to. They have to still 

 

go out there with the urgency that they 

 

are going to sell their product, they 

 

have bought product, and they need 

 

to sell it and turn the merchandise. 

 

Are accounts looking more posi-
tive for Q4 and the holiday season? 

 

Katsnelson Not right now, to be 

 

honest with you. There's been some 

 

demand forbacktoschool, September 

 

has been very active. But we have not 

 

really seen anything significant yet for 

 

endofyear. I know that there are some 

 

significant advertisers who are coming 

 

in, negotiating next year's upfront. 

 

So, nothing outrageous for end of 

 

year. Usually, network radio's third 

 

quarter is extremelyactive, as opposed 

 

to Q4. There does not seem to be a lot 

 

of pressure. The Christmas week is not 

 

really that heavily advertised in net-

work radio. The perception is a lot of 

 

people are away, so advertisers are 

 

not really spending a lot of money at 

 

that particular time. A lot of stations 

 

also switch to holiday music for one 

 

or two days also. 

 

At this point, there definitely has not 

 

My Mom's The Coolest 

 

h\ \ I. t i i Feinberg 

 

Well, it's that time again when Carl Marcucci grants me the honor of 

 

contributing my thoughts on the radio industry to Radio Biz Report. So 

 

what to write? I could always expound on the shortcomings of the 

 

industry, or slam a particular vendor, or target the latest bad practice by 

 

a sales organization. But why bother. I mean I was at the little summit 

 

Premiere Radio had a few months ago where they gathered all the big New 

 

York network radio buyers to discuss how they heard our plea for better 

 

controls, turnaround time etc., etc. They told us they heard our plea and 

 

felt our pain. On the direction of Mark Mays, President of Clear Channel 

 

Communications, they were going to remedy it. Kenny O'Keefe talked 

 

about how multi-platform opportunities and quick decision making were 

 

their new charge. What happened'? Kenny O'Keefe retired from his 

 

position and besides that nothing else. Besides, if you want to know what needs changed in the industry, read the August 131h issue of 

 

RBR. My friend, and associate of many years, Natalie Swed Stone said it all very succinctly, if not eloquently. 

 

Three points in particular made by Natalie really hit a nerve with me. In the context of talking about how no matter how great a station/ 

 

network's selling technique is it won't overcome a broadcast company's decision to: 

 

"Impose no limits on commercial clutter" 

 

"Bore the listener with sameness and copycat programming" 

 

"Contract song playlists rather than expand them" 

 

So why is my mom the coolest?, because she listened to KDKA (Pittsburgh) as a kid growing up in the farmlands of the Ohio River 

 

Valley. She mentioned it a few weekends ago when I was visiting them at my sister and brother in-law's house. During the course of the 

 

after dinner talks my parents got to the usual question "how is work going" (this question usually follows the inevitable "are you seeing 

 

anyone?" Parent-speak for "should we postpone our cruise plans for a spring wedding?"). Anyway, I told them everything was basically 

 

OK, and I was just getting to the end of an extremely busy period and I needed a vacation blah, blah, blah. This segued nicely to road 

 

trips, of which I have taken many, and likewise my parents do quite a bit of traveling by car in the post 9-5 phase of their lives. My father 

 

talked about how he loved listening to Garrison Keillor's "A Prairie Home Companion" on CD while in the car. My mother agreed and 

 

we all laughed (we're a Garrison Keillor-type family) but noted how it was the radio show that did it for her more so than his books. I 

 

feel the same about Howard Stern—my parents don't. They hate him regardless. 

 

I then proceeded to say to my brother-in-law how when I come to his suburban Philadelphia home one of my favorite things is listening 

 

to WXPN, in my not-so-humble opinion, one of the best radios stations in the world. My sister nodded and then proceeded to ask me 

 

why other radio stations do not play a wider variety of music. My music loving, Birkenstock-wearing brother-in-law Tom sanctimoniously 

 

agreed with a nod of the head. At this point my dad contributed what could easily have turned into a two-hour self-assigned homily: "There 

 

are so many dang commercials on I'd rather listen to nothing". That sentiment also applies to how the Feinberg children feel about my 

 

father's spur of the moment sermons on any particular subject (he's well read and uses lots of big words which make my head hurt). So 

 

now after meandering through the topics of Garrison Keillor, Howard Stern, WXPN, evil broadcast companies born of deregulation, 

 

Michael Powell's feeble leadership of the FCC, we get to KDKA. 

 

I interjected into dad's filibuster something about how the FCC came about and its charter to protect the general population from the 

 

evils of corporate controls over the media: "Too much power in the hands of the few" (really, Mel enough is enough) and how Michael 

 

Powell, the new head of the FCC is basically milktoast doing the bidding of the big communications concerns. I delve back into broadcast 

 

history (trying to prove I actually remembered something from college) and begin to say: the first radio station was...". And here my Martha 

 

Stewart-watching, L.L. Bean-buying, Allman Brothers-listening? (really!) mom jumps in with "KDKA!". She then began to talk about 

 

listening to the heritage station out of Pittsburgh and programs like "Our Gal Sunday", "The Lone Ranger", Jack Armstrong All-American 

 

Boy", "Inner Sanctum" and how her grandmother would knit in the front of the house and listen to "Stella Dallas", and "Lux Radio Theatre". 

 

She also began to sing the Cream of Wheat Jingle "Cream of Wheat is good to eat, we have everyday... " (how's that for commercial recall). 

 

I was stunned. I started to feel kind of warm and fuzzy inside thinking of great grandma Dixon sitting in the family house knitting away 

 

while checking out the first radio station in this country. History being made and now 65 years later I can experience it albeit through 

 

my mom's remembrances. It made me realize that I love radio, really love radio. I listen to it. The business aspect of it is, well let's not 

 

get into that. But listening to good radio still holds the same magic it did for me 30 plus years ago when I discovered Mark Goodman 

 

on WFIL (on my great grandfather's AM tube radio). I am not alone. There are many in this industry that also really love radio. Today 

 

it's how we make our living, and sometimes we do things that are "anti" good radio, and stand side-by-side in this industry with the 

 

philistines who would, and do, destroy the beauty we "see" in the airwaves. But when we're driving in our cars, lying on the beach, or 

 

just sitting in our living rooms listening we are swept away ... and that's cool. 

 

Matt
e

is VP/Manager of Radio, National Broadcast Group at Zenith Media Services. He can be reached at 212-859-5196 or 

 

MaU.Feinberg@zenitbmedia-na.com 

 

been any influx of holiday money 

 

coming in. But again, its kind of early 

 

because this year, everything is starting 

 

very, very late. You know, the network 

 

TV upfront finished months later than 

 

it has historically. So, radio could po-
tentially see some of those dollars 

 

invested. But the general prognosis is 

 

it's been quiet. 

 

Leutz No, I don't see any change from 

 

the beginning of the year. It's going to 

 

beaflat, ifnotdown market all through 

 

next year. I see no uptick at all. None. 

 

I'm sure of it. The market has been soft 

 

all year. They anticipate that it will 

 

continue to be soft in radio all though 

 

nextyear. There are no indications that 

 

it will be any different. We would have 

 

seen it by now. There's no indication 

 

that there will be any more spending. 

 

Alligood My work is limited to the 

 

special markets (Asian, Latino, African-

American) area. I have no evidence of 

 

this, I just have a feeling that is probably 

 

a . very good time for radio, for the 

 

special markets area. More and more 

 

clients are b emming interested in what 

 

we call this Urban marketing phenom-
enon. And radio and local media are 

 

vitally important when you really get 

 

into looking at markets on a regional or 

 

local basis. I know that this goes 

 

beyond race, but at the same time, the 

 

special markets are a very important 

 

part of this Urban mix. And not the total 

 

part of it, by the way. A lot of people 

 

think Urban means Black or Latino­it 

 

doesn't. I means everybody in the area. 

 

So I've got to think Q4 and Ql of 

 

nextyear, probablyforbroadcastradio 

 

media, is probably going to be a little 

 

better than a lot of us think. I think 

 

more and more clients are interested in 

 

it, and I think this is going to happen. 

 

We're seeing more and more interest 

 

from clients in terms of finding out 

 

more about the Urban marketplace, 

 

and they are paying more attention to 

 

it than I can recall in a long time. 

 

Robertson There has not been a 

 

breakout mentality of any of our ad-
vertisers yet. Its been a very much 

 

wait-and see, aswe're still dealingwith 

 

upfronts for next year. If there were 

 

any optimism, we would have seen it 

 

weeks ago. 

 

As for Ql, we have begun to work 

 

with new advertisers that recognize 

 

the opportunity that now exists in the 

 

market place, and feel it's time to get 

 

started. Ad dollars are going much 

 

further which lowers their risk. Most of 

 

our advertisers are of the direct re-

sponse variety and their return on 

 

investment perspective is resilient to 

 

economic conditions. And that's really 

 

wherewe stand. We're doing  little bit 

 

more business locally with regains to 

 

retail, but don't see anything on the 

 

retail accounts nationally getting bigger. 

 

We sincerely believe, if we didn't 

 

really go after new business as aggres-

sively as we are, we would be paying 

 

the price for it in the middle of next 

 

year. Established advertisers are just 

 

waiting for a turnaround on their sales. 

 

Without predicting, itlooksto be avery 

 

difficult market throughout next year. 

 

I hate to say that, but ifs a gut feeling based 

 

on what people are doing, and most 

 

importantly, what people are not doing. 

 

Petrillo I would say it's status quo. I've 

 

been in retail my whole career. There 

 

will be people who will be hurt in this 

 

kind of economy, but they are still 

 

going to go out there with a positive 

 

attitude, hoping that the sales are going 

 

to come. Now, will some people 

 

promote more to chase them? Yes, but 

 

retailers are smarter and smarter every 

 

year. Some retailers will say, `Zook, if 

 

they are not coming, we are not going 

 

to spend more."They look at their ROI. 

 

More and more retailers are doing that. 

 

They are not just out there chasing 

 

sales. If the ROI is there, maybe they 

 

will spend more. 
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We asked a few General Managers 

 

from around the country to share 

 

with us, and you, their views of the 

 

industry. 
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Daryl O'Neal, Sinulions Media Group's 

 

KTND-FM Austin, TX 

 

Blaise Howard, GM, WEAZ-FM Radio Inc. 

 

Philadelphia, PA 

 

Dusty Black, RVP/Market Manager, Clear 

 

Channel's KASE-FM, KVET-A/FM, KFMK-

FM, KHFI-FM, KPEZ-FM, Austin, TX 
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newsp.l11t•r ad to the teat 11 ;111(1 I'requency of a 

 

rldltl t IkNcl. It is inlpe1.11il,c 1111M our sellers-

we role play \\ all one seller selling for the local 

 

TV station, the local paper, etc. They must know 

 

what they are up against when dealing with a 

 

client. We sell the value of our entire cluster and 

 

once we know what a client's budget is we 

 

design a plan that maximizes their budget 

 

without lower our rates. The climb back to the 

 

top will be that much higherwhen the economy 

 

turns if we are dealing with lower rates across 

 

the board. Therefore it is imperative to use the 

 

strength of our cluster to give the client the 

 

most bang for their buck. We also use testimo-

nials and references from clients that have had 

 

great success using our cluster. Success sells! 

 

My philosophy is get your rates, know the 

 

efficiency of your cluster and know how the 

 

competitive mediums sell. 

 

O'Neal It's a supply and demand business. 

 

What's wrong with a station that is giving away 

 

its inventory? In a slumping economy wouldn't 

 

you rather advertise on a radio station that is in 

 

demand by both advertisers and listeners? A 

 

waste of money is a waste of money and can 

 

you afford to throw extra dollars away on 

 

cheaper stations who might be cheaper be-

cause they have a lack of advertisers. If they 

 

were getting results, they wouldn't have a lack 

 

of advertisers. 

 

Howard No matter what your re pricing at, it 

 

costs too much. I mean there's an objection on 

 

everything that you do. And if you're submitting 

 

on agency business, I don't think there's been 

 

any of them that we would submit on that they 

 

would accept. Everybody's coming back and 

 

grinding and grinding and grinding. Most of the 

 

business is being placed later than it's ever been 

 

placed. The week before, days before, where 

 

that same client was placing a month or two in 

 

advance a year, and years ago. 

 

The question is how do you handle this? You 

 

learn how to dance, you really do. It's a delicate 

 

balance, particularly being an independent 

 

station, because you don't have any other 

 

stations to look to to give you feedback. Once 

 

you get your final negotiation, you may get 

 

knocked off because somebody else has given 

 

a much better deal at the last moment. That's 

 

what's happening-everything is so last-minute. 

 

I know there has been cases where we have lost 

 

business that we thought we were going to get 

 

that we've priced aggressively for. The account 

 

managers today have just really got to keep their 

 

head and their face in front of the client, in front 

 

of the buyer. And hold them through to a 

 

closure on every piece of business. It's tough 

 

nationally, when an avail comes down, you give 

 

it to your rep, your rep gives it to the buyer and 

 

the buyer sits on it for a week. You don't know 

 

what's going to happen during that week. A lot 

 

of times, we're getting stuff in on Thursdays and 

 

Fridays that start on Mondays. 

 

It's a very big negotiation-people calling in 

 

at the last minute and saying "OK, we're going 

 

to give you the buy, but we want this exact type 

 

of promotion." And it may not even fit your 

 

format, the kind of promotion they want. I used 
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How do you handle clients that want to 

 

cancel out of a schedule? 

 

Biette Once again good questioning skills are 

 

critical. The seller must determine the real 

 

reason that the client is considering cancelling 

 

dleir schedule. Often times the client has lost 

 

sight of the value of the schedule and is viewing 

 

the cost as an expense rather than an invest-

ment. From a marketing standpoint client's (and 

 

sellers) need to understand that advertising is 

 

even more important during a softer economy. 

 

We know that radio works and can drive traffic 

 

through their doors ... that's what we need to be 

 

selling. If we focus on price (which too many 

 

radio salespeople constantly do) then so will 

 

our clients. If they focus on price, we must re-

focus on value and results. 

 

Columbus The very first rule here at Cumulus 

 

of Tallahassee is that we must be told by the AE 

 

immediately if a client is canceling. The respec-
tive Sales Manager then must place a personal 

 

call to the client to detemnirie if we have a 

 

problem or not. Then I am apprised of the 

 

situation and I call the client to tell them have 

 

much we appreciate their business and "to 

 

inquire" when we need to get back together to 

 

resume our business relationship. This sets the 

 

tone for the upcoming dialogue when that client 

 

is ready to get back on the air. They know by tie 

 

end of this process that we care about their 

 

business. We have a two week cancellation 

 

clause in our contracts that can only be waived 

 

-
by the Market Manager. (me) 

 

O'Neal Every situation is different. We try to 

 

determine why they would like to get out of 

 

a contract and then react appropriately. If it's 

 

a lack of results I try to determine if we set 

 

realistic expectations going into the sale. I will 

 

personally meet with each client who tries to 

 

cancel to see if there is something I can do to 

 

change their mind. 

 

What did we do wrong? Sometimes this 

 

means running a free schedule or pumping up 

 

the frequency to speed up the results process. 

 

Sometimes it means a payment plan and 

 

lowering the monthly contract for financial 

 

reasons. Sometimes it means bringing in the 

 

whole team in order to create a campaign 

 

which might produce "realistic" results. Some-
times you just have to "cut bait" and move on. 

 

You can't save them all but if it is our fault I ask 

 

for a chance to redeem ourselves. Attrition 

 

happens! I am more concerned with how it 

 

affects the station or the salesperson if he or she 

 

is not prepared to handle cancellations be-
cause "the funnel" is empty. 

 

Howard Our cancellation is two weeks' notice. 

 

We did have for a while there during the heyday 

 

of the dot-com business, that we gave them four 

 

weeks' cancellation. Because it was coming in 

 

just as fast as it was going out! You're really at 

 

the mercy of what the market's doing. If other 

 

stations are letting people out and they are 

 

maybe a large group, what are you going to do? 

 

Sit there and make an enemy while everybody 

 

else is letting them out? So we try to hold a two 
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13 markets from Maine to Florida. till it (..January 

 

I've heen back in private practice \\ ()rking with 

 

several radio companies in New Erigland.'Ihat 

 

includes serving as acting Market Manager for 

 

the Atlantic Coast Radio properties here in 

 

Portland, Maine. 

 

Columbus Well I was bom into it. My Dad 

 

owned two small radio stations in Va. and I was 

 

going to remotes when I was 3 years of age. 

 

Growing up in this environment gave me first 

 

hand knowledge of how every department in a 

 

radio station operates. When I graduated from 

 

college I went back for what I call my appren-

ticeship and then left and became the youngest 

 

GM in Baltimore at the time (29). I became the 

 

VP of Sales for that company and was named to 

 

the Board of Directors. The I started my own 

 

group and owned 10 radio stations so I know 

 

what meeting a payroll, making bank covenants 

 

mean, and I have seen first hand how the 

 

business has changed. Radio is like life-it is 

 

one big roller coaster ride, and you have to 

 

change with the times. 

 

O'Neal I was in retail (working for my family's 

 

business) and was a client of radio. I was sold 

 

properly and taught how to advertise cor-

rectly and got great results. Needless to say 

 

the family business was not for me and when 

 

an opportunity to get into radio became 

 

available I jumped at it. 

 

Howard Back in 1977, my sister-in-law was 

 

the traffic manager for a radio station in 

 

Pittsburgh, WKTQ-AM, "13-Q". I was working 

 

in the ad business for a small agency and she 

 

told me that she thought I would be good 

 

selling air time. She got me an interview, and 

 

I got hired, quit my job right away. The two 

 

gentlemen I interviewed with, who always 

 

remain close to me, were Steve Berger and 

 

Mickey Franco, whom I worked for a couple 

 

of years as I got into the business. 

 

Now I work for one of the brightest men in 

 

the business, Jerry Lee. I tell you what, If Jerry 

 

Lee had the reins of a large radio group in this 

 

country, the whole landscape would look com-

pletely different from what's going on. We resist 

 

adding inventory. We don't do it. And we still 

 

nun on an average of about 11 units an hour, a 

 

little more in morning drive and less in after-
noon. We do counts on radio stations here that 

 

have similar formats-16-18 spots an hour. 

 

Black I was a Radio/TV/Film Major at Texas 

 

Christian University (TCU). Initially I wanted to 

 

be a play-by-play guy, but reality and a lack of 

 

talent changed all of that. As a college graduate 

 

with no discernable skills I started looking for a 

 

sales job in Dallas in 1972. I got one at KBOX-
FM. I was the first person they'd ever hired to sell 

 

their FM station as a standalone product. Here-
tofore, it had been sold as an adjunct to their 

 

great Modem Country station KBOX-AM (for 

 

10%, or less of the AM's rate). I'm pretty sure 

 

I was the only guy they could find to take the 

 

job. But ... I worked hard and FM started to 

 

become a factor in the market and I stayed 

 

with the group for 14 years. 
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UPPED & TAPPED 

 

Clear Channel staffers are now 

 

Hogan's heroes: Clear Channel 

 

(N:CCU) Senior VPJohn Hogan 

 

has been named President and 

 

COO of Clear Channel Radio. 

 

This is the second-in-command 

 

slot vacated by Kenny O'Keefe, 

 

who retired 6/30. He will move 

 

into the office next to CEO 

 

Randy Michaels, overseeing 

 

the 1,200+ radio stations in the 

 

Clear Channel portfolio. 

 

John Hogan 

 

Another Senior VP is adding 

 

responsibilities. JerryKersting 

 

has been named Chief Finan-

cial Officer. Kersting, who 

 

aided in Clear Channel's ac-

quisitions of Jacor and AMFM, 

 

will also continue his role in 

 

corporate development. 

 

Kersting comes with a side dish 

 

of Rice: Just a day after an-

nouncing the appointment of 

 

Jerry Kersting as CFO, Clear 

 

Channel (N:CCU) has promoted 

 

a pair of company insiders to 

 

fill out his executive staff. Mov-

ing up from Controller will be 

 

Jeff Rice, taking the title VP/ 

 

Finance. Moving into Rice's 

 

vacated slot will be Jane 

 

Stephens, who moves over 

 

from Clear Channel Internet 

 

division. 

 

Prior to this new position, Ryan was 

 

KHOT's GM since '99. Falo was previ-

ously GSM for KSOL-FM and KZOL-FM 

 

in SF, since '96. 

 

A Boyd in hand is worth...: Fisher 

 

Communcations (O:FSCI) has raided 

 

the ranks of the newspaper industry to 

 

find its latest member of its Executive 

 

Management Team. Laura J. Boyd 

 

will handle the company's human re-

sources and recruitment needs. She 

 

exits the Seattle Times. 

 

Citadel realigns regional man-

agement: Citadel Eastern Re-

gion President Stu Stanek has 

 

resigned, and Citadel has re-

aligned its regional management 

 

staff in response. Stanek, a vet-

eran Citadel exec, had overseen 

 

Allentown, Buffalo, Harrisburg, 

 

Ithaca, Providence, Wilkes-

Barre/Scranton and Worcester, 

 

MA. The new structure: 

 

Wayne Leland, Northeast: 

 

Augusta ME, Binghamton, New 

 

Bedford, New London, Port-

land ME, Portsmouth, Provi-

dence and Worcester. 

 

• Ken Maness, East: Allen-

town, Birmingham, Charleston 

 

SC, Harrisburg, Knoxville, 

 

Nashville, Johnson City 

 

- Bill McElveen, Southeast: 

 

Baton Rouge, Columbia SC, 

 

Chattanooga, Lafayette 

 

- Tom Garry, Mideast: Buf-

falo, Flint, Grand Rapids, Ithaca, 

 

Kokomo, Lansing, Muncie, 

 

Saginaw and Syracuse. 

 

e Larry Bastida, Central: 

 

Bloomington IN, Little Rock. 

 

- Pete Benedetti, West: Boise, 

 

Colorado Springs, Salt Lake 

 

City, Spokane, Tucson 

 

- Jerry McKenna, Far West: 

 

Modesto, Reno 

 

A Burke in hand is worth • David 

 

Burke has been named SVP of North-

east Broadcasting, overseeing cps for 

 

the company's 13 stations in Vermont, 

 

New Hampshire and Massachusetts. 

 

The 16-year radio veteran was previ-

ously VP/GM for AMFM's Denver clus-

ter and Infinity in San Jose. 

 

Emmis inclines toward Klein: AlanKlein 

 

is the new President of Las Angeles 

 

Magazine, one of the many regional 

 

Ryan gets his first WIND; HBC 

 

fields lie Falo in Phoenix: I-Iis-

panic Broadcasting (N:HSP) has 

 

named Jerry Ryan GM for its 

 

WIND-AM, WOJO-FM, WLXX-AM 

 

in Chicago, and Michelle Falo 

 

GM for its KNOT-FM Phoenix. 

 

periodicals in the portfolio of Emmis 

 

Communictions (O:EMMS). Among 

 

his prior stops was the publisher slot 

 

at Boston Magazine. 

 

DMR bags a VP as Buckley Clears 

 

out: Debbie Buckley is exiting 

 

the GSM slot at Clear Channel's 

 

(N:CCU) WKSC-FM Chicago to take 

 

on a new role as VP/Marketing 

 

Strategy for Direct Marketing Re-

sults. In addition to working with 

 

President Tripp Eldridge, she will 

 

be reporting to SVP/Marketing 

 

Strategy Mark Panetta. 

 

Debbie Buckley 

 

Every 17 Hours, Another Station Installs a Digital 

 

Studio from Scott Studios or Computer Concepts 

 

There are countless reasons why the most popular and best selling 

 

digital systems come from Scott Studios. In fact, more US stations use 

 

ScottStudios'than the #2 and #3 digital systems combined! 

 

Easiest to use 

 

Scott's user-friendly 

 

intuitive touch screen is 

 

the simplest for 

 

announcers to use. It 

 

always shows six lot; 

 

events. Color codes show 

 

which are spots, promos 

 

or songs. Jocks choose 

 

whether the event on the 

 

air is always at the top, or 

 

whether the decks match 

 

console faders. 
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Jocks get 30 sets of 30 Instant Play 

 

buttons, the day's log, 10 cart walls or 

 

live copy. A second touch screen can 

 

display of any 4 of these 5 areas at once. 

 

Cart walls can play song requests 

 

within a second or two, and even 

 

display the time and date when the 

 

Big Boy, Morning Show song played last and when it's 

 

Host at KPWR, Los Angeles, scheduled 
to play again. 

 

loves his Scott Systeml Scott Studios' phone recorder with 

 

graphic waveform editing and audible scrub is an available option. 

 

Announcers who try Scott Studios' digital system like it so much, 

 

they wonder why anyone would ever want to work without it! 

 

Internet ad substitution is easy. Mark "Don't Play on Internet" on a 

 

spot and our Scott Sub option takes care of it automatically! 

 

(972) 620-2211 FAX: (972) 620-8811 

 

8 8 8 4 3 8 7 2 6 8 

 

1-888-GET-SCOTT 
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Richmond cluster is now Walden's 

 

pond: Radio One (O:ROIA) has 

 

brought in Bob Walden as NSM 

 

for its cluster of FMs in the Rich-

mond market. He will oversee 

 

national sales at WKJS-FM, WJMO-

FM, WCDX-FM and WRHH-FM. 

 

He's worked for Clear Channel, and 

 

the rest of his resume is a primer in 

 

what radio ownership used to be, 

 

including stops with Nationwide, 

 

Edens, Park and Harte Hanks. 

 

Viacom fills up with Philips: 

 

Susquehanna's KPLX-FM PD in 

 

Dallas/Director of FM Programming 

 

Brian Philips has been tapped as 

 

Viacom's (N:VIA) Country Music 

 

Channel SVP/GM. He will be re-

sponsible for the cable network's 

 

day-to-day management. He remains 

 

a consultant for Susquehanna's At-

lanta and Dallas stations. 

 

LatinWorks Marketing brings in a 

 

pair: AnaFranco-Aguilera has been 

 

named Director of Account Manage-

ment, and Linda Hernandez has 

 

been named Senior Manager of 

 

Strategic Planning for LatinWorks 

 
Marketing. The firm specializes 

 

in marketing varous brands to 

 

the US Hispanic community. 

 

i 

 

Hernandez & Aguilera 

 

Copps takes the ini out of in-

terim: FCC Commissioner 

 

Michael Copps (D) has upped 

 

three staffers from temp to per-
manent postions. Carolyn 

 

Conyers was named Copps' 

 

Confidential Assistant; Jordan 

 

Goldstein moves from interim 

 

Sr. Legal Advisor to Sr. Legal 

 

Advisor. He will also serve as 

 

Legal Advisor for Competition & 

 

Universal Service; Interim Legal 

 

Advisor Susanna Zwerling be-

comes Media & Consumer Pro-

tection Legal Advisor, advising 

 

Copps on media issues. 

 

Smoothest voice tracking 

 

With Scott Studios' systems, stations in all market sizes are voice 

 

tracking some shifts! Announcers hear themselves and everything 

 

else in context. Our Voice Tracker has one button operation, auto-

post and our exclusive automatic level fixer. 

 

The best networking 

 

Scott Studios systems are the most 

 

bullet-proof in radio. Server failures 

 

don't take down any stations! Scott's 

 

exclusive Double Drive networking 

 

means every recording can play 

 

immediately from at least two hard 

 

drives for the ultimate in redundancy 

 

at no extra cost. Scott hardware is the 

 

most robust in the business. We also 

 

offer an Invincible option with 

 

duplicate systems that auto-

switchover in a split second, picking up where the first left off! 

 

Fewer interruptions in the studios 

 

Scott Studios uses Microsoft compatible audio files that allows 

 

office and sales people to audition spots or promos from their PCs 

 

or laptops. Your PD never has to leave his or her desk to fine-tune 

 

segues or digitally rip music into the system. 

 

Live 365 day support 24/7 

 

Scott stations benefit from the biggest and best service and support 

 

staff in digital audio, with 105 people at your service. Technicians 

 

are in our buildings answering our toll-free support lines live day 

 

and night. Supervisors are always available by cell phones. 

 

For details: Call 888 GET SCOTT 

 

Jon Rivers, Morning Host 

 

at K-LOVE stations in 38 

 

states loves his Scott System 

 

s4w& 54a&1,111 

 

13375 Slemmons Freeway, Suite 400 

 

Dallas, Texas 75234 USA 

 

Internet: scottstudios.com 
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The RIAA's 
 

Hilary Rosen 

 

Hilary Rosen, the Ile COI'(ling 

 

Industry Association oil* 

 

America's PI'C,,idt•nl alnd "'", 

 

enters the NAIL R;Idio Sllc,\\' 

 

spotlight this yc;lr \0111 flit• 

 

evenl'S \Stream I'c•\ ImIc 

 

speech. tinder her Icacic•r.hip, 

 

the KIAA has Incased much of 

 

its energies on standardizing 

 

the of nlll`ic
•
 over new 

 

medial platl:ornls \\ Illlc• pr()lect-

ing the rights of its .Irlisis and 

 

copyright owners. In that pro-

cess, the organization has 

 

made numerous radio indus-

try headlines over streaming 

 

licensing issues for broadcast-

ers, webcasters, and of course, 

 

Napster. Currently in a six-

month arbitration process that 

 

began 7/30 over web royal-
ties, the RIAA/Music Industry 

 

and streaming broadcasters are 

 

trying to come to terms on 

 

rates—a battle that's been 

 

waging since the passage of 

 

the Digital Millennium Copy-

right Act of '98. 

 

Here, Rosen speaks about 

 

those arbitration hearings and 

 

where the RIAA stands on a 

 

number of issues. 

 

Why is the RIAA against the 

 

recently-introduced Music 

 

Online Competition Act? 

 

As a general matter, the legis-

lation, I think, is just a very 

 

complex and specific intru-

sion into the free marketplace. 

 

It tries to create winners and 

 

losers based on technologies 

 

that exist today. It suggests 

 

regulation is needed in areas 

 

where it's not. I think that 

 

these issues and these busi-
nesses really need to be able 

 

to operate in the marketplace 

 

without government intrusion 

 

on the Internet. 

 

Would it create a lot of bu-

reaucracy and controls? 

 

It creates a lot of controls for 

 

the industry and it tries to sort 

 

Feat 
 

re 
 

I+I \\ rc•.1I. IIAVOC with various 

 

right, That copyright owners 

 

take \ c•ry seriously. 

 

Why does the RIAA believe that 

 

Internet streaming of on-air 

 

programming should have a 

 

royalty scheme when the on-

air signal remains exempt? 

 

I've long viewed the digital 

 

world as the start of entirely 

 

new businesses and new op-

portunities for everybody. I 

 

think the Internet and its suc-

cessor entities/technologies 

 

represent new potential rev-

enue streams for broadcast-

ers, new potential audience-

getters; a whole new series of 

 

outlets for their programming. 

 

Similarly, the music commu-

nity—artists and record com-

panies—think that just because 

 

the old rules applied for a 

 

static technology, as new busi-

nesses are created, it's appro-

priate to have the supplies 

 

and the music that's used to 

 

help create those new busi-

nesses be fairly compensated. 

 

What are you planning on 

 

telling broadcasters at the 

 

NAB Radio Show about the 

 

recent US District Court de-

cision (RBR 8/6, p.4) up-

holding that radio broad-

casters must pay royalties 

 

for online streams? As you 

 

know, the NAB was very dis-

appointed with the ruling. 

 

I think my message is going to 

 

be, "Get over it, and let's move 

 

on." We want broadcast to suc-

ceed. We do have a good rela-

tionship with the broadcast in-

dustry. There are important, 

 

targeted promotional and mar-

keting opportunities that we 

 

pursue together, but that 

 

doesn't negate the fact that 

 

M imi 

 

CAW 

 

lk 

 

and rct'Urd (mlip.1111c" 

 

ilrc t•Illillcd Io, Sct• sollll• t MII 

 

pC11,,Ition I'I'Mil Ihcsc new hIISI 

 

nc.�,c.ti as well, So, Illy nlcs-

sagc IN going to be 111;11 Ihese 

 

nu111hers arc not as great as 

 

You fear, I11;11 %I,Il ."ImIlld find 

 

ways to sm.l „I p;Iy it .Intl It-i's 

 

get oft \\'I(ll huildiflu Illc,e 

 

I)llsineSS"S 1o,gether. 

 

Will broadcasters find they 

 

aren't going to be as bad 

 

as anticipated? 

 

We historically have sought 

 

very reasonable deals and 

 

individual deals with broad-
casters on this issue. But 

 

people didn't want to en-

gage. Now we're in an arbi-
tration proceeding, which al-

lows much less flexible rate 

 

schedules. And the rate 

 

schedules that have been 

 

submitted on our behalf to 

 

the arbitration proceeding 

 

are .4 cents per performance, 

 

or the alternative is about 

 

15% of the broadcasters' 

 

online webcasting revenue. 

 

Now, if the online revenues 

 

were very low, 15% would 

 

not be a very big amount of 

 

money, right? 

 

Well, I think arguing that these 

 

business aren't making a lot of 

 

money is sort of irrelevant, 

 

because then that means that 

 

their obligation wouldn't be 

 

very high. So I think that's 

 

exactly right—that what we're 

 

saying is it's in our mutual 

 

interest to have these busi-

nesses grow, .and we want to 

 

support that. 

 

So it's not just about fees, 

 

it's about supporting the in-

dustry, just like you do on 

 

the terrestrial signal side. 
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We totally think that there 

 

should be consistently good 

 

relationships, consistently 

 

good business opportunities 

 

for broadcasters and record 

 

companies to work together. 

 

This, in my view, is entirely 

 

consistent with that outlook. 

 

What could the retroactive 

 

streaming fees be set at? A 

 

lot of broadcasters are es-

pecially nervous about this. 

 

How can you determine 

 

what the fees will be? By 

 

what means can you prove 

 

airplay— old logs or airplay 

 

monitoring services? 

 

The law does require that 

 

they be retroactive, and I 

 

think people should have an-

ticipated that. I think the NAB 

 

did know that the law said 

 

that they would be retroac-

tive. But we are flexible, un-

derstanding that for these si-

mulcasts there might not be 

 

separate digital logs. I think 

 

we would be flexible in how 

 

we would determine airplay 

 

logs and try and work with 

 

broadcasters to make sure 

 

that this wasn't a burdensome 

 

process—that wouldn't serve 

 

anyone's interest. 

 

What about fees for non-

profit or college radio sta-

tions that stream music? 

 

There are a whole series of 

 

sort of non-profit uses that 

 

we'd like to be considering 

 

separately and we're looking 

 

at various ways to do that. 

 

Are streaming companies 

 

like SurferNetwork liable for 

 

these streaming fees? What 

 

about streaming technology 

 

providers like Activate? 

 

Ry Carl Marcurr. 

 

If they are retransmitters, in 

 

other words, like Yahoo! 

 

Broadcast, where they're tak-

ing an existing stream and re-

transmitting it through their 

 

own service, they are clearly 

 

liable. If you are talking about 

 

a technology facilitator, if the 

 

broadcasters themselves con-

trol the actual signal, then I 

 

think that the liability lies with 

 

the broadcaster. 

 

It should be clear we're 

 

not looking to play games, 

 

we're not looking for enter-

tainment, and we're not try-

ing to tax things every which 

 

way. We're perfectly pre-

pared to determine the one 

 

party that's liable and have 

 

the system work that way. 

 

We recently did a quick 

 

interview with Jack 

 

Swarbrick, the CEO of 

 

broadcast industry web con-

glomerate LMiV. He made a 

 

claim that these fees are re-

ally going to hurt the art-

ists, because the streaming 

 

was one way to really them 

 

exposed across the country 

 

in markets that they might 

 

have never been heard. Do 

 

the labels see the value in 

 

radio station streaming to 

 

further extend exposure to 

 

their artists? Do they see the 

 

possible harm if everyone 

 

turns off their streams? 

 

I just think that's a red her-

ring. I've been getting 

 

emails ... I think some stations 

 

are turning off their streams 

 

and giving people a direct link 

 

to my email site. And I get 

 

these emails saying, "I want 

 

Internet radio." I'm certain that 

 

the fees that we're talking 

 

about are less than the cost of 

 

www.rbr.com 
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these people's office fur-

niture rentals. We're .not 

 

talking about burdensome 

 

scenarios here. 

 

I think that the artists 

 

are on our side on this, 

 

they're testifying together 

 

with us in the arbitration 

 

proceeding, and there's no 

 

question that people see 

 

these businesses as oppor-
tunities. But I don't think 

 

the broadcasters think 

 

they're in it for the art-
ists' sake—they're in it to 

 

make money for them-
selves. So no one should 

 

pretend that this is sort 

 

of a gift to the artists or 

 

to us. This is a mutual 

 

business opportunity. 

 

What is the RIAA's 

 

stance as it relates to 

 

radio station side chan-
nels/formats? 

 

Yes, that would be even 

 

more like a webcast. 

 

Is it the goal of the la-
bels to own the Internet 

 

space and go direct to 

 

the listeners without 

 

needing the stations? 

 

The labels are currently 

 

forming their own 

 

Internet stations/sub-

scription services like 

 

MusicNet and Pressplay. 

 

How do they get charged 

 

for streaming? 

 

Is it the goal of Clear 

 

Channel to own the 

 

Internet space? Actually, 

 

that's a good question, 

 

because there's a lot of 

 

misinformation out there 

 

about what's happening 

 

in these spaces and what 

 

people's intentions are. 

 

There are multiple ser-

vices that are essentially 

 

B2B, that are getting li-

censes from copyright 

 

owners that will then of-

fer as sort of a central 

 

repository to different 

 

online sites and music 

 

products. So for instance, 

 

MusicNet is essentially 

 

getting licenses from mul-

tiple record companies 

 

and publishers. And 

 

MusicNet will then sign 

 

deals with online sites to 

 

be the music provider on 

 

their site. And so, there's 

 

not, in essence, a deter-
mination by the major 

 

record companies or any-
body else to actually own 

 

all the sites. This is about 

 

how does everybody 

 

cross-license enough ma-
terial to have multiple out-
lets for music. So in addi-
tion to Pressplay and 

 

MusicNet, which do have 

 

equity investment and 

 

ownership from major 

 

record companies, there 

 

are six or seven other 

 

companies that also have 

 

record company licenses 

 

and are likely to be out 

 

there as strong competi-
tors in the marketplace. 

 

That's in terms of furnish-

ing subscription services. 

 

To the extent that any one 

 

of those services is in ad-
dition to offering the 

 

downloadable subscrip-
tion, if they have 

 

webcasts, they will be 

 

paying the webcasting 

 

rate. If they've got Interactive 

 

streaming, that's an individual 

 

license deal. 

 

So, there is every obligation 

 

whether a webcaster, a broadcast 

 

signal, is being run by a record 

 

company, a third party site, an 

 

Internet company—it doesn't mat-

ter who it is—the payment obli-

gations are the same. 

 

Tell us about the request for 

 

summary judgment you had 

 

filed on August 7 against 

 

Napster—it asks for copyright 

 

violation fees to be paid for 

 

each instance of violation, 

 

which would shut down 

 

-Napster forever. 

 

I think the Ninth Circuit decision 

 

has already made quite clear that 

 

Napster engaged in significant 

 

willful copyright violations. But 

 

the policy is clear—what we've 

 

essentially been arguing about 

 

since is the technical compliance 

 

issues of how Napster can oper-
ate without infringement. And 

 

what we did in seeking summary 

 

judgment is to have, essentially, 

 

the court affirm the policy is-

sue so that we can then move 

 

on to the compliance and other 

 

matters of this issuance—to 

 

actually put what we think has 

 

already been decided behind 

 

us in an official way. 

 

Napster has every opportu= 

nity, and has for the last two 

 

years, to be a legitimate ser-

vice by seeking licenses. Ob-

viously, they are liable for sig-
nificant damages and I think 

 

everybody in the music com-

munity believes that signifi-
cant damages should be paid. 

 

Do you think Napster's lat-

est appeals victory will stick 

 

for long? Is this a blip on 

 

the screen? 

 

I think that's a temporary glitch 

 

and I think Napster believes it 

 

too. They still haven't gone 

 

back up, but I think they are 

 

making progress at this point. 

 

What is your history in the 

 

music industry and with 

 

the RIAA? 

 

I've been at the RIAA almost 

 

15 years now, and my history 

 

in the music business—all of 

 

the expertise I've devel-

oped—was when I was in 

 

high school, working at Sam 

 

Goody's record store! Every-

thing since then has been a 

 

learning curve. 

 

What are some of the 

 

RIAA's biggest goals and 

 

achievements? 

 

The one issue that has been 

 

consistently driving us for the 

 

past three or four years and 

 

will continue to drive us for a 

 

while is to do everything we 

 

can from a public policy 

 

standpoint, from an enforce-
ment standpoint and from a 

 

public education standpoint, 

 

is to help develop a legiti-
mate online music market. I 

 

think that the technology 

 

that's available to consumers 

 

and businesses alike is as-

tounding and it's so impor-
tant that we be able to take 

 

Programming Power 

 

We're radio's music programming powerhouse. 

 

Music logs, full-service consulting, or 24-hour live 

 

formats via satellite, our Denver and Seattle 

 

programmers, consultants, music directors and 

 

personalities power more successful radio stations 

 

than any other company. 

 

Call Jones Radio Networks for Radio Power. 

 

Daypart 

 

Personalities Formats 

 

24 Hour 

 

News & Talk 

 

• 

 

Music 

 

Programming 

 

& Consulting 

 

advantage of this technologi-
cal revolution. It's important 

 

also that the heart or the pas-
sion and the investment that 

 

goes into creating new music 

 

doesn't get left behind in the 

 

technology revolution, and 

 

I'm confident that people 

 

don't want it to. 

 

What do you see as the fu-

ture relationship between 

 

the labels, radio and the 

 

Internet? 

 

I think we're still in the entry 

 

stages of this entire market-

place, but I think that we have 

 

begun to see a shift where 

 

consumers are not just getting 

 

their music by buying it in 

 

record stores. They are con-

suming it in multiple ways and 

 

the relationship between 

 

record companies and artists 

 

and radio, I think is just going 

 

to continue to grow. I think 

 

radio will always be important 

 

to the recording industry and 

 

hopefully we will always be 

 

important to radio. 
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Local sales heroes keep 

 

companies on track 

 

The dollars may look big on 

 

Madison Avenue, but even for 

 

the largest radio stations, na-

tional sales have never sur-

passed local sales. This year, in 

 

particular, it's strong local sales 

 

efforts that are easing the suf-

fering at major market sta-

tions and allowing smaller sta-

tions, which never had that 

 

much national business any-

way, to continue to show 

 

growth in a year when their 

 

larger brethren have had to 

 

break out the red ink. 

 

With thousands of radio sta-

tions coast-to-coast, there are 

 

tens of thousands of local sales 

 

heroes—those talented Account 

 

Executives, General Sales Man-

agers and General Managers 

 

who know their local retail ac-

counts and know how to use 

 

their local stations to drive busi-

ness to their advertising cli-

ents. We asked a trio of top 

 

group executives (selected to 

 

reflect both large and small 

 

companies) to recommend one 

 

"Local Sales hero" each for the 

 

salute to the unsung heroes 

 

who are working behind the 

 

scenes to keep radio strong in 

 

a tough year. 

 

` imulus Media's Gary Pizzati 

 

Gary Pizzati is General Man-

ager of the Cumulus Media 

 

(O:CMLS) clusters in both Mo-

bile, AL and Pensacola, FL— 

meaning that he has two offices 

 

77 miles apart. He oversees Gos-

pel WGOK-AM, CNN headline 

 

News WDLT-AM, Urban WBLX-

FM, Urban/AC WDLT-FM & AC 

 

WYOK-FM in the Mobile mar-
ket and News/Talk WCOA-AM , 

 

CHR WJLQ-FM & Active Rock 

 

WRRX-FM in Pensacola. "Out 

 

of the eight, three are 100kw 

 

and have city-grade signals in 

 

both markets," Pizzati noted, 

 

so WBLX, WYOK and WJLQ 

 

pull Arbitron numbers and ad 

 

sales in both markets. In speak-
ing with RBR, he proudly pro-
duced numbers showing that 

 

WBLX is not only the top-ranked 

 

station 18-34 in its home mar-

ket, Mobile, but also number 

 

one 18-34 in Pensacola. 

 

"So, what do you do?" he 

 

asked rhetorically, "Well, you 

 

drive it like a big old ship." 

 

As market #90, Mobile gets 

 

more national buys than #124 

 

Pensacola, so the larger of the 

 

two markets hasn't been com-

pletely untouched by this year's 

 

Madison Avenue pullback. "It's 

 

hitting Mobile, but it's hitting 

 

Mobile for the people who don't 

 

understand good cluster man-

agement that can drive local 

 

Saes 

 

sales," Pizzati said. "We outper- nual contracts, his people are 

 

form the market every month. pitching new ideas to divert 

 

We do that by driving local those ever increasing (and in-

direct sales. We have our sales creasingly less effective) print 

 

reps so focused on local direct dollars into radio ad buys. 

 

sales, that nothing else right Don't look for any of those 

 

now is important." • "renewal kings" on Pizzati's 

 

Drawing on Miller, Kaplan sales staffs. 

 

reports for Pensacola, the Cu- "We do a very strategic analy-

mulus GM said the local market sis of all of our sales reps' per-

was up 7.2% in July for formance in all of our markets," 

 

Pensacola. "Our cluster was up he explained. "Our sales man-

32.7%," he stated proudly. And agers look at their agency ver-

while national spot revenues sus direct business, the number 

 

were never as important in of new clients they manage and 

 

Pensacola as in Mobile, that develop each month and we do 

 

national business has all but not allow our sellers to sit on 

 

dried up in the smaller of the fat lists in our marketplaces. 

 

two markets. "We don't rely on We redistribute accounts so we 

 

national business at all," Pizzati can get the maximum amount 

 

said of his Pensacola stations. of money from these potential 

 

"Our rep firm, [Interep's] Al- advertisers. That analysis is Be-

lied, does a great job driving livered to me on a monthly ba-

revenues to our market," Pizzati sis. Sellers will lose large agency 

 

said in praise of the rep, which accounts if they're just sitting on 

 

has a special Cumulus Radio a big, fat list in their office, 

 

Sales unit, but that hasn't over- managing business. That's not 

 

come a soft year for national ad what radio is about today." 

 

dollars in Mobile. Rather than having all reps 

 

What are you doing differ- carrying all stations or each rep 

 

ently this year in local sales? carrying only a single station, 

 

"Nothing," Pizzati replied. Pizzati takes a hybrid approach. 

 

"We're doing the same thing "We have sales reps who are 

 

that we've done since I started senior sellers in our cluster who 

 

working for Cumulus Media. are allowed to sell advertisers 

 

We go out there and we have a across the platform. We have 

 

criterion of local direct busi- sellers in Pensacola selling our 

 

ness. There is a new business two FMs. We have sellers who 

 

development requirement for sell just the AM: We have a 75-

agency and local direct each year heritage News/Talker, 

 

month that each seller has to WCOA, that's been around the 

 

achieve. As we move forward Gulf Coast for years. And in 

 

in 2001, there's new criteria Mobile we have sellers who 

 

that I have my salespeople and sell all three properties," 

 

sales managers focused on and Pizzati said, adding that 

 

that's, number one, hitting their WGOK-AM is a major biller 

 

individual goals, number two, with its Gospel format. 

 

developing a certain amount of "We always never want to 

 

new local direct business each leave any money on the table," 

 

month and [number three], the GM noted. "If they bring in 

 

keeping their accounts receiv- a piece of business for a radio 

 

able in line with the Cumulus station that they do not repre-
standards. I tell them all of the sent, we allow them to earn the 

 

time it takes a high volume of commission on the amount 

 

prospecting, excellent propos- that's collected." 

 

als that suit the needs of our Like all sales organizations, 

 

local direct customers—using Cumulus has turnover in its Mo-

our internal information—and bile and Pensacola sales forces. 

 

driving those local direct com- Pizzati says the goal is always 

 

pAnies to our company, away to retain good people, so the 

 

from newspaper, coupon maga- company is constantly training 

 

zines, cable and everything else. both new and old hands. 

 

"I don't just want a piece of "We look for people who are 

 

the radio ad dollars. I want a passionate about making 

 

piece of all of the ad dollars. I money," Pizzati said of his re-

think a lot of market managers cruiting philosophy. "We look 

 

and a lot of sales managers for people who are not afraid to 

 

focus on getting the radio dol- sit in front of us and explain to 

 

lars. I don't care about the us what they really want in life 

 

radio dollars—I want the and where they really want to 

 

newspaper dollars. I want the be. And we look for people 

 

cable money. I want the TV who don't have bad habits. The 

 

money. If I'm going to go fish- interview process today in our 

 

ing, I'm going to go fishing company is pretty strict—we 

 

where there's a lot of big fish. don't like turnover. We look for 

 

There are a lot of big newspa- people who are good quality 

 

per fish out there." Pizzati says people who have a tremendous 

 

his sales staff is working to get career focus and want to make 

 

those local newspaper adver- a lot of money." 

 

tisers to try Cumulus' radio In all, Cumulus has about 

 

stations, or at least lower their 30 people on the street sell-

print ad size and supplement ing local advertising for its 

 

it with radio. Mobile and Pensacola sta-

"They're renewal kings," tions. That's about the right 

 

Pizzati says of his newspaper number right now, Pizzati 

 

competitors. While the news- says, but that doesn't stop 

 

paper reps are calling clients him from keeping his eyes 

 

on the phone to renew fat, an- open for quality additions. 

 

Greater Media's Tom Bender 

 

Tom Bender is Senior Vice 

 

President and Regional Gen-

eral Manager for Greater Media's 

 

three FM stations in market #7, 

 

Detroit. He oversees Classic 

 

Rock WCSX-FM, AOR WLIF-FM 

 

& recently reformatted AC 

 

WMGC-FM. 

 

After 15 years in the same job 

 

with the same company (but a 

 

growing portfolio of stations), 

 

Bender's longevity alone makes 

 

him unusual in today's radio 

 

business. "It has eras attached 

 

to it," he joked. 

 

But while Detroit is far re-

moved from Mobile/Pensacola 

 

by both market size and miles, 

 

we got much the same answer 

 

when we asked him what he's 

 

been doing differently this year. 

 

"I certainly can't say that 

 

we've done anything differ-

ently," Bender replied. "What 

 

we have done is continued a 

 

focus that we put considerable 

 

resources behind for the last 

 

three years—in terms of ongo-
ing new business development 

 

at a number of different levels. 

 

At that time, we made sure that 

 

each radio station had a new 

 

business development manager 

 

attached to it. They were re-
cruited for their skill in being 

 

able to go out and tap non-

traditional sources of revenues. 

 

So, we have been committed to 

 

that for some time. Fortunately, 

 

as luck would have it, we've 

 

had enough time and the phi-
losophy has become inculcated 

 

in the sales department so that's 

 

really been a lifesaver for us 

 

this year." 

 

Where do you find people 

 

like that? 

 

"We found one in radio sales 

 

and everybody else came ei-
ther from a different depart-
ment in radio or a different 

 

field. There was a process where 

 

we had a couple of people who 

 

started great, but didn't quite 

 

make the grade and didn't quite 

 

have the passion for it," Bender 

 

recalled. "When you're doing 

 

that type of business, you're 

 

virtually six months out on a 

 

calendar and making a whole 

 

different type of sale. It takes 

 

a very specific type of per-
son, with a really good un-

derstanding of selling as a 

 

process—the entire market-

ing process—to be able to 

 

have both the vision and the 

 

patience to see it through." 

 

National year-to-date is off 

 

By Jack Messmer 

 

16% in Detroit. "That's significant 

 

dollars," Bender notes, "but cer-
tainly not the type of crushing 

 

numbers that some other markets 

 

have seen this year." Having not 

 

gotten as much of the dot-com 

 

spending last year, Detroit didn't 

 

soar as high last year—and hasn't 

 

fallen as much this year. 

 

So Bender is sticking to busi-
ness—local business, with a fo-
cus on building new business. 

 

He says each new hire is told 

 

up front what their client list 

 

will be, but they're also told 

 

about the company's require-
ment that they will be respon-
sible, individually, for new busi-
ness flow. Each salesperson 

 

then has some leeway in decid-

ing how to execute that respon-
sibility. Greater Media offers 

 

special in-house support for 

 

some areas, including a spe-
cialist in recruitment advertis-

ing. The individual sales rep 

 

can also work with their 

 

station's new business devel-

opment manager to build pro-

posals, or they can use the 

 

station's pre-packed NTR 

 

events to pitch new advertisers. 

 

"There is always a menu of 

 

tools available to the sales-

people. The one thing that is 

 

not optional is their commit-

ment to participate in new 

 

business development," 

 

Bender stressed. "They're 

 

given specific goals for that 

 

and they're not let off that 

 

hook. They are reviewed one-
on-one on at least a monthly 

 

basis, if not more often." 

 

Each salesperson at Greater 

 

Media's Detroit operation is as-

signed to a specific station, but 

 

Bender says the company has 

 

been flexible in responding to 

 

clients who want to deal with 

 

only a single rep for the group. 

 

"What we have not done is get 

 

into a mandatory group selling. 

 

It's been all informal—and with 

 

40-some salespeople, there are 

 

those entrepreneurs who've fig-
ured out how to work with 

 

their counterparts at the other 

 

stations for a given account— 
and it's worked very well." 

 

Bender's not leaving that to take 

 

care of itself, though. He re-

cently hired a group sales man-

ager—a former sales manager 

 

from a crosstown competitor— 
to take a more structured ap-
proach to selling the entire 

 

three-station package. 

 

Bikers turn out for the Greater 

 

Media 2001 Harley Fest event 
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Nassau Broadcasting's 

 

Glenn Jones 

 

it local or is it na-

onal? The sales effort 

 

,at Glenn Jones heads 

 

Nassau Broadcasting is 

 

onlething in between. He 

 

Senior Vice President 

 

f Nassau Radio Network 

 

vRN)—a new division 

 

,hich sells the group's 

 

6 radio stations in three 

 

lusters to advertisers 

 

,ho do regional business 

 

iroughout New Jersey. 

 

"It is the national sales 

 

ivision of Nassau Broad-

asting," Jones ex-

lained, comparing it to 

 

he regional sales opera-
ion that the Knight 

 

)uality Stations used to 

 

ave in New England. In 

 

act, Jones says he 

 

nd Nassau's Joan 

 

;erberding spent about 

 

week with Scott 

 

Cnight back in 1996 to 

 

.tudy what KQS had been 

 

ioing with its regional 

 

:ales. (The KQS group 

 

.vas subsequently sold to 

 

:apstar and today is part 

 

)f Clear Channel.) 

 

"New Jersey still suf-
.ers from an identity cri-

iis," Jones noted. "When 

 

we started out on this 

 

cask we needed to put a 

 

face on New Jersey—spe-
cifically on the critical 

 

mass that we were repre-

senting." Using Arbitron 

 

data, Jones and his staff 

 

prepared presentations to 

 

explain to advertisers 

 

why they needed to buy 

 

.Nassau's New Jersey sta-

tions, at the very least as 

 

a supplement to their big 

 

market buys in New York 

 

and/or Philadelphia. 

 

"More importantly, 

 

what we set out to do 

 

from day one was to try 

 

to reverse the process," 

 

he explained. "Tradition-

ally, to buy New Jersey 

 

you would buy New 

 

York, buy Philadelphia 

 

and then fill in the cracks. 

 

We went to the advertis-

ers directly—we had ver-

tical penetration at all of 

 

the agencies, along with 

 

our national rep, Katz Ra-

dio—trying to come up 

 

with the concept to re-

verse the process. Why 

 

not create a budget for 

 

New Jersey on the front 

 

end and then fill in with 

 

the New York and Phila-

delphia stations?" 

 

What Nassau offers ad-

vertisers is critical mass, 

 

Jones explained. Al-

though Nassau owner 

 

j Lou Mercantanti had to 

 

scale back after the mar-

ket turned sour just be-

fore his planned IPO, 

 

Nassau still has two pow-
erhouse clusters in the 

 

Monmouth-Ocean (which 

 

Nassau calls its "Share" 

 

Cluster) and Trenton 

 

("Central"), plus a third 

 

cluster just across the line 

 

in Allentown-Bethlehem, 

 

PA and a standalone AM 

 

in nearby Wilkes Barre-

Scranton, PA. 

 

Nassau has some 80 

 

sales reps pounding the 

 

pavement in its three 

 

markets to build local busi-

ness, but Jones and his staff of 

 

six at Nassau Radio Network 

 

have their own mission. 

 

"Unlike most companies, 

 

where they define 'national' 

 

as anything that their rep de-

velops, we did it differently," 

 

Jones explained. "We wanted 

 

our national people to focus 

 

on all business that's outside 

 

the state of New Jersey, 

 

whether it's with a client, 

 

with an agency or with the 

 

rep firm. That left our 80 

 

reps to focus on the back-

yard marketing—the adver-

tisers within that fiefdom, if 

 

you will. Anything that went 

 

cross-cluster was also un-

der the domain of NRN. We 

 

ultimately built this division 

 

to not only handle the na-

tional rep, but to handle 

 

the regional business. We 

 

also incorporated an 

 

Internet division and then 

 

we incorporated an NTR di-

vision. Ultimately we were 

 

in a position to put a com-

prehensive marketing plan 

 

on the table, along with 

 

critical mass, to anyone." 

 

New business prospects 

 

for NRN can come from the 

 

central office or from the 

 

National Sales Manager in 

 

each of the three clusters. 

 

,,If it is new business, each 

 

one of those NSMs in each 

 

cluster has the ability to sell 

 

that cluster, but also drive 

 

it to the other two clusters. 

 

That's their task," Jones 

 

said. "Their first responsi-

bility is to their own cluster 

 

of radio stations, but their 

 

secondary responsibility is 

 

expand 

 

constant 

 

to find a way to 

 

that. They are in 

 

communication." 

 

How does NRN coordinate 

 

its efforts with its rep and 

 

keep from stepping on each 

 

others toes, we wondered? 

 

"The bottom line is that 

 

from day one, we wanted to 

 

build a really strong rela-

tionship with our rep," 

 

Jones said. By having all 

 

business outside New Jer-

sey handled by NRN, rather 

 

than some in the hands of 

 

individual account execu-

tives at the station level, it 

 

is up to the NSM of each 

 

cluster, and ultimately by 

 

Glenn Jones, to decide 

 

whether an account will be 

 

handled by Katz Radio or 

 

internally by NRN. Each NSM 

 

A recent WPST remote. 

 

deals with two columns of 

 

business, he explained— 

one called "National-Di-

rect" and the other "Na-

tional-Katz." "They are re-

sponsible for keeping their 

 

quotas up in those col-

umns," Jones said of the 

 

NSMs. The end result is 

 

that Nassau, even in this 

 

down year for national 

 

business, is still getting 

 

about 25% of its total busi-

ness through NSM—a hefty 

 

"national" figure for a 

 

middle-market group— 
with that split about 60% 

 

from Katz and 40% from 

 

NRN's direct efforts 
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The RIAA's 
 

Hilary Rosen 

 

Hilary Rosen, the Recording 

 

Industry Association of 

 

America'5 President and CL'O, 

 

enters the NAB Radio Show 

 

spotlight this year with the 

 

event's aStreain keynote 

 

speech. Under her leadership, 

 

the RIAA has focused much ol' 

 

its energies on stand:irdir.ing 

 

the delivery of musik' over new 

 

media platforms �,\ hile protect-

ing the rights of its artists and 

 

copyright owners. In that pro-

cess, the organization has 

 

made numerous radio indus-

try headlines over streaming 

 

licensing issues for broadcast-

ers, webcasters, and of course, 

 

Napster. Currently in a six-

month arbitration process that 

 

began 7/30 over web royal-
ties, the RIAA/Music Industry 

 

and streaming broadcasters are 

 

trying to come to terms on 

 

rates—a battle that's been 

 

waging since the passage of 

 

the Digital Millennium Copy-

right Act of '98. 

 

Here, Rosen speaks about 

 

those arbitration hearings and 

 

where the RIAA stands on a 

 

number of issues. 

 

Why is the RIAA against the 

 

recently-introduced Music 

 

Online Competition Act? 

 

As a general matter, the legis-

lation, I think, is just a very 

 

complex and specific intru-

sion into the free marketplace. 

 

It tries to create winners and 

 

losers based on technologies 

 

that exist today. It suggests 

 

regulation is needed in areas 

 

where it's not. I think that 

 

these issues and these busi-
nesses really need to be able 

 

to operate in the marketplace 

 

without government intrusion 

 

on the Internet. 

 

Would it create a lot of bu-

reaucracy and controls? 

 

It creates a lot of controls for 

 

the industry and it tries to sort 

 

Feature 
 

c,l \%ICA1, liavot with various 

 

right" that copy right owners 

 

take Very seriously. 

 

Why does the RIAA believe that 

 

Internet streaming of on-air 

 

programming shotkld have a 

 

royalty scheme when the on-
air signal remains exempt? 

 

I've long viewed the digital 

 

world as the start of entirely 

 

new businesses and new op-
portunities for everybody. I 

 

think the Internet and its suc-
cessor entities/technologies 

 

represent new potential rev-
enue streams for broadcast-

ers, new potential audience-

getters; a whole new series of 

 

outlets for their programming. 

 

Similarly, the music commu-

nity—artists and record com-

panies—think that just because 

 

the old rules applied for a 

 

static technology, as new busi-
nesses are created, it's appro-
priate to have the supplies 

 

and the music that's used to 

 

help create those new busi-
nesses be fairly compensated. 

 

What are you planning on 

 

telling broadcasters at the 

 

NAB Radio Show about the 

 

recent US District Court de-

cision (RBR 8/6, p.4) up-

holding that radio broad-

casters must pay royalties 

 

for online streams? As you 

 

know, the NAB was very dis-

appointed with the ruling. 

 

I think my message is going to 

 

be, "Get over it, and let's move 

 

on." We want broadcast to suc-
ceed. We do have a good rela-

tionship with the broadcast in-

dustry;, There are important, 

 

targeted promotional and mar-

keting opportunities that we 

 

pursue together, but that 

 

doesn't negate the fact that 

 

artists and rep ord companies 

 

are entitled to see some c'otn-

pensation I'rom Ihese new busi-
nesses as well. So), my mes-

sage is going to he that these 

 

numbers are not aS great its 

 

You fear, II1M \OLI should find 

 

ways to sort of pay it and let's 

 

get on with building these 

 

businesses together. 

 

Will broadcasters find they 

 

aren't going to be as bad 

 

as anticipated? 

 

We historically have sought 

 

very reasonable deals and 

 

individual deals with broad-
casters on this issue. But 

 

people didn't want to en-

gage. Now we're in an arbi-
tration proceeding, which al-
lows much less flexible rate 

 

schedules. And the rate 

 

schedules that have been 

 

submitted on our behalf to 

 

the arbitration proceeding 

 

are .4 cents per performance, 

 

or the alternative is about 

 

15% of the broadcasters' 

 

online webcasting revenue. 

 

Now, if the online revenues 

 

were very low, 15% would 

 

not be a very big amount of 

 

money, right? 

 

Well, I think arguing that these 

 

business aren't making a lot of 

 

money is sort of irrelevant, 

 

because then that means that 

 

their obligation wouldn't be 

 

very high. So I think that's 

 

exactly right—that what we're 

 

saying is it's in our mutual 

 

interest to have these busi-
nesses grow, and we want to 

 

support that. 

 

So it's not just about fees, 

 

it's about supporting the in-

dustry, just like you do on 

 

the terrestrial signal side. 
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We totally think that there 

 

should be consistently good 

 

relationships, consistently 

 

good business opportunities 

 

for broadcasters and record 

 

companies to work together. 

 

This, in my view, is entirely 

 

consistent with that outlook. 

 

What could the retroactive 

 

streaming fees be set at? A 

 

lot of broadcasters are es-

pecially nervous about this. 

 

How can you determine 

 

what the fees will be? By 

 

what means can you prove 

 

airplay—old logs or airplay 

 

monitoring services? 

 

The law does require that 

 

they be retroactive, and I 

 

think people should have an-

ticipated that. I think the NAB 

 

did know that the law said 

 

that they would be retroac-

tive. But we are flexible, un-

derstanding that for these si-

mulcasts there might not be 

 

separate digital logs. I think 

 

we would be flexible in how 

 

we would determine airplay 

 

logs and try and work with 

 

broadcasters to make sure 

 

that this wasn't a burdensome 

 

process—that wouldn't serve 

 

anyone's interest. 

 

What about fees for non-

profit or college radio sta-
tions that stream music? 

 

There are a whole series of 

 

sort of non-profit uses that 

 

we'd like to be considering 

 

separately and we're looking 

 

at various ways to do that. 

 

Are streaming companies 

 

like SurferNetwork liable for 

 

these streaming fees? What 

 

about streaming technology 

 

providers like Activate? 

 I  
By Carl Marcucci 

 

If they are retransmitters, in 

 

other words, like Yahoo! 

 

Broadcast, where they're tak-

ing an existing stream and re-

transmitting it through their 

 

own service, they are clearly 

 

liable. If you are talking about 

 

a technology facilitator, if the 

 

broadcasters themselves con-
trol the actual signal, then I 

 

think that the liability lies with 

 

the broadcaster. 

 

It should be clear we're 

 

not looking to play games, 

 

we're not looking for enter-

tainment, and we're not try-
ing to tax things every which 

 

way. We're perfectly pre-
pared to determine the one 

 

party that's liable and have 

 

the system work that way. 

 

We recently did a quick 

 

interview with Jack 

 

Swarbrick, the CEO of 

 

broadcast industry web con-

glomerate LMiV. He made a 

 

claim that these fees are re-

ally going to hurt the art-
ists, because the streaming 

 

was one way to really them 

 

exposed across the country 

 

in markets that they might 

 

have never been heard. Do 

 

the labels see the value in 

 

radio station streaming to 

 

further extend exposure to 

 

their artists? Do they see the 

 

possible harm if everyone 

 

turns off their streams? 

 

I just think that's a red her-

ring. I've been getting 

 

emails ... I think some stations 

 

are turning off their streams 

 

and giving people a direct link 

 

to my email site. And I get 

 

these emails saying, "I want 

 

Internet radio." I'm certain that 

 

the fees that we're talking 

 

about are less than the cost of 

 

www.rbr.com 
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these people's office fur-

niture rentals. We're not 

 

talking about burdensome 

 

scenarios here. 

 

I think that the artists 

 

are on our side on this, 

 

they're testifying together 

 

with us in the arbitration 

 

proceeding, and there's no 

 

question that people see 

 

these businesses as oppor-
tunities. But I don't think 

 

the broadcasters think 

 

they're in it for the art-

ists' sake—they're in it to 

 

make money for them-

selves. So no one should 

 

pretend that this is sort 

 

of a gift to the artists or 

 

to us. This is a mutual 

 

business opportunity. 

 

What is the RIAA's 

 

stance as it relates to 

 

radio station side chan-

nels/formats? 

 

Yes, that would be even 

 

more like a webcast. 

 

Is it the goal of the la-

bels to own the Internet 

 

space and go direct to 

 

the listeners without 

 

needing the stations? 

 

The labels are currently 

 

forming their own 

 

Internet stations/sub-

scription services like 

 

MusicNet and Pressplay. 

 

How do they get charged 

 

for streaming? 

 

Is it the goal of Clear 

 

Channel to own the 

 

Internet space? Actually, 

 

that's a good question, 

 

because there's a lot of 

 

misinformation out there 

 

about what's happening 

 

in these spaces and what 

 

people's intentions are. 

 

There are multiple ser-

vices that are essentially 

 

B2B, that are getting li-

censes from copyright 

 

owners that will then of-

fer as sort of a central 

 

repository to different 

 

online sites and music 

 

products. So for instance, 

 

MusicNet is essentially 

 

getting licenses from mul-

tiple record companies 

 

and publishers. And 

 

MusicNet will then sign 

 

deals with online sites to 

 

be the music provider on 

 

their site. And so, there's 

 

not, in essence, a deter-

mination by the major 

 

record companies or any-

body else to actually own 

 

all the sites. This is about 

 

how does everybody 

 

cross-license enough ma-

terial to have multiple out-

lets for music. So in addi-

tion to Pressplay and 

 

MusicNet, which do have 

 

equity investment and 

 

ownership from major 

 

record companies, there 

 

are six or seven other 

 

companies that also have 

 

record company licenses 

 

and are likely to be out 

 

there as strong competi-
tors in the marketplace. 

 

That's in terms of furnish-

ing subscription services. 

 

To the extent that any one 

 

of those services is in ad-
dition to offering the 

 

downloadable subscrip-
tion, if they have 

 

webcasts, they will be 

 

paying the webcasting 

 

rate. If they've got Interactive 

 

streaming, that's an individual 

 

license deal. 

 

So, there is every obligation 

 

whether a webcaster, a broadcast 

 

signal, is being run by a record 

 

company, a third party site, an 

 

Internet company—it doesn't mat-

ter who it is—the payment obli-

gations are the same. 

 

Tell us about the request for 

 

summary judgment. you had 

 

filed on August 7 against 

 

Napster— it asks for copyright 

 

violation fees to be paid for 

 

each instance of violation, 

 

which would shut down 

 

Napster forever. 

 

I think the Ninth Circuit decision 

 

has already made quite clear that 

 

Napster engaged in significant 

 

willful copyright violations. But 

 

the policy is clear—what we've 

 

essentially been arguing about 

 

since is the technical compliance 

 

issues of how Napster can oper-
ate without infringement. And 

 

what we did in seeking summary 

 

judgment is to have, essentially, 

 

the court affirm the policy is-

sue so that we can then move 

 

on to the compliance and other 

 

matters of this issuance—to 

 

actually put what we think has 

 

already been decided behind 

 

us in an official way. 

 

Napster has every opportu-

nity, and has for the last two 

 

years, to be a legitimate ser-

vice by seeking licenses. Ob-

viously, they are liable for sig-
nificant damages and I think 

 

everybody in the music com-

munity believes that signifi-
cant damages should be paid. 

 

Do you think Napster's lat-

est appeals victory will stick 

 

for long? Is this a blip on 

 

the screen? 

 

I think that's a temporary glitch 

 

and I think Napster believes it 

 

too. They still haven't gone 

 

back up, but I think they are 

 

making progress at this point. 

 

What is your history in the 

 

music industry and with 

 

the RIAA? 

 

Progr 

 

amm 

 
I've been at the RIAA almost 

 

15 years now, and my history 

 

in the music business—all of 

 

the expertise I've devel-

oped—was when I was in 

 

high school, working at Sam 

 

Goody's record store! Every-

thing since then has been a 

 

learning curve. 

 

What are some of the 

 

RIAA's biggest goals and 

 

achievements? 

 

The one issue that has been 

 

consistently driving us for the 

 

past three or four years and 

 

will continue to drive us for a 

 

while is to do everything we 

 

can from a public policy 

 

standpoint, from an enforce-

ment standpoint and from a 

 

public education standpoint, 

 

is to help develop a legiti-
mate online music market. I 

 

think that the technology 

 

that's available to consumers 

 

and businesses alike is as-

tounding and it's so impor-
tant that we be able to take 
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advantage of this technologi-

cal revolution. It's important 

 

also that the heart or the pas-
sion and the investment that 

 

goes into creating new music 

 

doesn't get left behind in the 

 

technology revolution, and 

 

I'm confident that people 

 

don't want it to. 

 

What do you see as the fu-

ture relationship between 

 

the labels, radio and the 

 

Internet? 

 

I think we're still in the entry 

 

stages of this entire market-

place, but I think that we have 

 

begun to see a shift where 

 

consumers are not just getting 

 

their music by buying it in 

 

record stores. They are con-

suming it in multiple ways and 

 

the relationship between 

 

record companies and artists 

 

and radio, I think is just going 

 

to continue to grow. I think 

 

radio will always be important 

 

to the recording industry and 

 

hopefully we will always be 

 

important to radio. 
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Local sales heroes keep 

 

companies on track 

 

The dollars may look big on 

 

Madison Avenue, but even for 

 

the largest radio stations, na-

tional sales have never sur-

passed local sales. This year, in 

 

particular, it's strong local sales 

 

efforts that are easing the suf-

fering at major market sta-

tions and allowing smaller sta-

tions, which never had that 

 

much national business any-

way, to continue to show 

 

growth in a year when their 

 

larger brethren have had to 

 

break out the red ink. 

 

With thousands of radio sta-

tions coast-to-coast, there are 

 

tens of thousands of local sales 

 

heroes—those talented Account 

 

Executives, General Sales Man-

agers and General Managers 

 

who know their local retail ac-

counts and know how to use 

 

their local stations to drive busi-

ness to their advertising cli-

ents. We asked a trio of top 

 

group executives (selected to 

 

reflect both large and small 

 

companies) to recommend one 

 

"Local Sales hero" each for the 

 

salute to the unsung heroes 

 

who are working behind the 

 

scenes to keep radio strong in 

 

a tough year. 

 

Cumulus Media's Gary Pizzati 

 

Gary Pizzati is General Man-

ager of the Cumulus Media 

 

(O:CMLS) clusters in both Mo-

bile, AL and Pensacola, FL— 

meaning that he has two offices 

 

77 miles apart. He oversees Gos-

pel WGOK-AM, CNN headline 

 

News WDLT-AM, Urban WBLX-

FM, Urban/AC WDLT-FM & AC 

 

WYOK-FM in the Mobile mar-
ket and News/Talk WCOA-AM , 

 

CHR WJLQ-FM & Active Rock 

 

WRRX-FM in Pensacola. "Out 

 

of the eight, three are 100kw 

 

and have city-grade signals in 

 

both markets," Pizzati noted, 

 

so WBLX, WYOK and WJLQ 

 

pull Arbitron numbers and ad 

 

sales in both markets. In speak-

ing with RBR, he proudly pro-
duced numbers showing that 

 

WBLX is not only the top-ranked 

 

station 18-34 in its home mar-

ket, Mobile, but also number 

 

one 18-34 in Pensacola. 

 

"So, what do you do?" he 

 

asked rhetorically, "Well, you 

 

drive it like a big old ship." 

 

As market #90, Mobile gets 

 

more national buys than #124 

 

Pensacola, so the larger of the 

 

two markets hasn't been com-

pletely untouched by this year's 

 

Madison Avenue pullback. "It's 

 

hitting Mobile, but it's hitting 

 

Mobile for the people who don't 

 

understand good cluster man-

agement that can drive local 

 

saes 

 

sales," Pizzati said. "We outper- nual contracts, his people are 

 

form the market every month. pitching new ideas to divert 

 

We do that by driving local those ever increasing (and in-

direct sales. We have our sales creasingly less effective) print 

 

reps so focused on local direct dollars into radio ad buys. 

 

sales, that nothing else right Don't look for any of those 

 

now is important." • "renewal kings" on Pizzati's 

 

Drawing on Miller, Kaplan sales staffs. 

 

reports for Pensacola, the Cu- "We do a very strategic analy-
mulus GM said the local market sis of all of our sales reps' per-
was up 7.2% in July for formance in all of our markets," 

 

Pensacola. "Our cluster was up he explained. "Our sales man-

32.7%," he stated proudly. And agers look at their agency ver-

while national spot revenues sus direct business, the number 

 

were never as important in of new clients they manage and 

 

Pensacola as in Mobile, that develop each month and we do 

 

national business has all but not allow our sellers to sit on 

 

dried up in the smaller of the fat lists in our marketplaces. 

 

two markets. "We don't rely on We redistribute accounts so we 

 

national business at all," Pizzati can get the maximum amount 

 

said of his Pensacola stations. of money from these potential 

 

"Our rep firm, [Interep's] Al- advertisers. That analysis is Be-

lied, does a great job driving livered to me on a monthly ba-

revenues to our market," Pizzati sis. Sellers will lose large agency 

 

said in praise of the rep, which accounts if they're just sitting on 

 

has a special Cumulus Radio a big, fat list in their office, 

 

Sales unit, but that hasn't over- managing business. That's not 

 

come a soft year for national ad what radio is about today." 

 

dollars in Mobile. Rather than having all reps 

 

What are you doing differ- carrying all stations or each rep 

 

ently this year in local sales? carrying only a single station, 

 

"Nothing," Pizzati replied. Pizzati takes a hybrid approach. 

 

"We're doing the same thing "We have sales reps who are 

 

that we've done since I started senior sellers in our cluster who 

 

working for Cumulus Media. are allowed to sell advertisers 

 

We go out there and we have a across the platform. We have 

 

criterion of local direct busi- sellers in Pensacola selling our 

 

ness. There is a new business two FMs. We have sellers who 

 

development requirement for sell just the AM. We have a 75-

agency and local direct each year heritage News/Talker, 

 

month that each seller has to WCOA, that's been around the 

 

achieve. As we move forward Gulf Coast for years. And in 

 

in 2001, there's new criteria Mobile we have sellers who 

 

that I have my salespeople and sell all three properties," 

 

sales managers focused on and Pizzati said, adding that 

 

that's, number one, hitting their WGOK-AM is a major biller 

 

individual goals, number two, with its Gospel format. 

 

developing a certain amount of "We always never want to 

 

new local direct business each leave any money on the table," 

 

month and [number three], the GM noted. "If they bring in 

 

keeping their accounts receiv- a piece of business for a radio 

 

able in line with the Cumulus station that they do not repre-

standards. I tell them all of the sent, we allow them to earn the 

 

time it takes a high volume of commission on the amount 

 

prospecting, excellent propos- that's collected." 

 

als that suit the needs of our Like all sales organizations, 

 

local direct customers—using Cumulus has turnover in its Mo-

our internal information—and bile and Pensacola sales forces. 

 

driving those local direct com- Pizzati says the goal is always 

 

panies to our company, away to retain good people, so the 

 

from newspaper, coupon maga- company is constantly training 

 

zines, cable and everything else. both new and old hands. 

 

"I don't just want a piece of "We look for people who are 

 

the radio ad dollars. I want a passionate about making 

 

piece of all of the ad dollars. I money," Pizzati said of his re-

think a lot of market managers cruiting philosophy. "We look 

 

and a lot of sales managers for people who are not afraid to 

 

focus on getting the radio dol- sit in front of us and explain to 

 

lars. I don't care about the us what they really want in life 

 

radio dollars—I want the and where they really want to 

 

newspaper dollars. I want the be. And we look for people 

 

cable money. I want the TV who don't have bad habits. The 

 

money. If I'm going to go fish- interview process today in our 

 

ing, I'm going to go fishing company is pretty strict—we 

 

where there's a lot of big fish. don't like turnover. We look for 

 

There are a lot of big newspa- people who are good quality 

 

per fish out there." Pizzati says people who have a tremendous 

 

his sales staff is working to get career focus and want to make 

 

those local newspaper adver- a lot of money." 

 

tisers to try Cumulus' radio In all, Cumulus has about 

 

stations, or at least lower their 30 people on the street sell-

print ad size and supplement ing local advertising for its 

 

it with radio. Mobile and Pensacola sta-

"They're renewal kings," tions. That's about the right 

 

Pizzati says of his newspaper number right now, Pizzati 

 

competitors. While the news- says, but that doesn't stop 

 

paper reps are calling clients him from keeping his eyes 

 

on the phone to renew fat, an- open for quality additions. 

 

Greater Media's Tom Bender 

 

Tom Bender is Senior Vice 

 

President and Regional Gen-

eral Manager for Greater Media's 

 

three FM stations in market #7, 

 

Detroit. He oversees Classic 

 

Rock WCSX-FM, AOR WLIF-FM 

 

& recently reformatted AC 

 

WMGC-FM. 

 

After 15 years in the same job 

 

with the same company (but a 

 

growing portfolio of stations), 

 

Bender's longevity alone makes 

 

him unusual in today's radio 

 

business. "It has eras attached 

 

to it," he joked. 

 

But while Detroit is far re-

moved from Mobile/Pensacola 

 

by both market size and miles, 

 

we got much the same answer 

 

when we asked him what he's 

 

been doing differently this year. 

 

"I certainly can't say that 

 

we've done anything differ-

ently," Bender replied. "What 

 

we have done is continued a 

 

focus that we put considerable 

 

resources behind for the last 

 

three years—in terms of ongo-

ing new business development 

 

at a number of different levels. 

 

At that time, we made sure that 

 

each radio station had a new 

 

business development manager 

 

attached to it. They were re-

cruited for their skill in being 

 

able to go out and tap non-

traditional sources of revenues. 

 

So, we have been committed to 

 

that for some time. Fortunately, 

 

as luck would have it, we've 

 

had enough time and the phi-

losophy has become inculcated 

 

in the sales department so that's 

 

really been a lifesaver for us 

 

this year." 

 

Where do you find people 

 

like that? 

 

"We found one in radio sales 

 

and everybody else came ei-

ther from a different depart-
ment in radio or a different 

 

field. There was a process where 

 

we had a couple of people who 

 

started great, but didn't quite 

 

make the grade and didn't quite 

 

have the passion for it," Bender 

 

recalled. "When you're doing 

 

that type of business, you're 

 

virtually six months out on a 

 

calendar and making a whole 

 

different type of sale. It takes 

 

a very specific type of per-
son, with a really good un-

derstanding of selling as a 

 

process—the entire market-

ing process—to be able to 

 

have both the vision and the 

 

patience to see it through." 

 

National year-to-date is off 

 

By Jack Messmer 

 

16% in Detroit. "That's significant 

 

dollars," Bender notes, "but cer-

tainly not the type of crushing 

 

numbers that some other markets 

 

have seen this year." Having not 

 

gotten as much of the dot-com 

 

spending last year, Detroit didn't 

 

soar as high last year—and hasn't 

 

fallen as much this year. 

 

So Bender is sticking to busi-
ness—local business, with a fo-
cus on building new business. 

 

He says each new hire is told 

 

up front what their client list 

 

will be, but they're also told 

 

about the company's require-
ment that they will be respon-
sible, individually, for new busi-
ness flow. Each salesperson 

 

then has some leeway in decid-

ing how to execute that respon-
sibility. Greater Media offers 

 

special in-house support for 

 

some areas, including a spe-
cialist in recruitment advertis-

ing. The individual sales rep 

 

can also work with their 

 

station's new business devel-

opment manager to build pro-

posals, or they can use the 

 

station's pre-packed NTR 

 

events to pitch new advertisers. 

 

"There is always a menu of 

 

tools available to the sales-

people. The one thing that is 

 

not optional is their commit-

ment to participate in new 

 

business development," 

 

Bender stressed. "They're 

 

given specific goals for that 

 

and they're not let off that 

 

hook. They are reviewed one-
on-one on at least a monthly 

 

basis, if not more often." 

 

Each salesperson at Greater 

 

Media's Detroit operation is as-

signed to a specific station, but 

 

Bender says the company has 

 

been flexible in responding to 

 

clients who want to deal with 

 

only a single rep for the group. 

 

"What we have not done is get 

 

into a mandatory group selling. 

 

It's been all informal—and with 

 

40-some salespeople, there are 

 

those entrepreneurs who've fig-
ured out how to work with 

 

their counterparts at the other 

 

stations for a given account— 
and it's worked very well." 

 

Bender's not leaving that to take 

 

care of itself, though. He re-

cently hired a group sales man-

ager—a former sales manager 

 

from a crosstown competitor— 
to take a more structured ap-
proach to selling the entire 

 

three-station package. 
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Nassau Broadcasting's 

 

Glenn Jones 

 

Is it local or i, it na-

tional? The sales effort 

 

that Glenn Jones heads 

 

at Nassau Broadcasting is 

 

something in between. He 

 

is Senior Vice President 

 

of Nassau Radio Network 

 

(NRN)—a new division 

 

which sells the group's 

 

16 radio stations in three 

 

clusters to advertisers 

 

who do regional business 

 

throughout New Jersey. 

 

"It is the national sales 

 

division of Nassau Broad-

casting," Jones ex-

plained,. comparing it to 

 

the regional sales opera-
tion that the Knight 

 

Quality Stations used to 

 

have in New England. In 

 

fact, Jones says he 

 

and Nassau's Joan 

 

Gerberding spent about 

 

a week with Scott 

 

Knight back in 1996 to 

 

study what KQS had been 

 

doing with its regional 

 

sales. (The KQS group 

 

was subsequently sold to 

 

Capstar and today is part 

 

of Clear Channel.) 

 

"New Jersey still suf-

fers from an identity cri-

sis," Jones noted. "When 

 

we started out on this 

 

task we needed to put a 

 

face on New Jersey—spe-

cifically on the critical 

 

mass that we were repre-

senting." Using Arbitron 

 

data, Jones and his staff 

 

prepared presentations to 

 

explain to advertisers 

 

why they needed to buy 

 

Nassau's New Jersey sta-

tions, at the very least as 

 

a supplement to their big 

 

market buys in New York 

 

and/or Philadelphia. 

 

"More importantly, 

 

what we set out to do 

 

from day one was to try 

 

to reverse the process," 

 

he explained. "Tradition-

ally, to buy New Jersey 

 

you would buy New 

 

York, buy Philadelphia 

 

and then fill in the cracks. 

 

We went to the advertis-

ers directly—we had ver-

tical penetration at all of 

 

the agencies, along with 

 

our national rep, Katz Ra-

dio—trying to come up 

 

with the concept to re-

verse the process. Why 

 

not create a budget for 

 

New Jersey on the front 

 

end and then fill in with 

 

the New York and Phila-

delphia stations?" 

 

What Nassau offers ad-

vertisers is critical mass, 

 

Jones explained. Al-

though Nassau owner 

 

Lou Mercantanti had to 

 

scale back after the mar-

ket turned sour just be-

fore his planned IPO, 

 

Nassau still has two pow-
erhouse clusters in the 

 

Monmouth-Ocean (which 

 

Nassau calls its "Shore" 

 

cluster) and Trenton 

 

("Central"), plus a third 

 

cluster just across the line 

 

in Allentown-Bethlehem, 

 

PA and a standalone AM 

 

in nearby Wilkes Barre-

Scranton, PA. 

 

Nassau has some 80 

 

sales reps pounding the 

 

pavement in its three 

 

markets to build local busi-

ness, but Jones and his staff of 

 

six at Nassau Radio Network 

 

have their own mission. 

 

"Unlike most companies, 

 

where they define `national' 

 

as anything that their rep de-

velops, we did it differently," 

 

Jones explained. "We wanted 

 

our national people to focus 

 

on all business that's outside 

 

AM Transmitters 

 

the sLaLu o e 

 

whether it's with a client, 

 

with an agency or with the 

 

rep firm. That left our 80 

 

reps to focus on the back-

yard marketing—the adver-

tisers within that fiefdom, if 

 

you will. Anything that went 

 

cross-cluster was also un-

der the domain of NRN. We 

 

ultimately built this division 

 

to not only handle the na-

tional rep, but to handle 

 

the regional business. We 

 

also incorporated an 

 

Internet division and then 

 

we incorporated an NTR di-

vision. Ultimately we were 

 

in a position to pur a com-

prehensive marketing plan 

 

on the table, along with 

 

critical mass, to anyone." 

 

New business prospects 

 

for NRN can come from the 

 

central office or from the 

 

National Sales Manager in 

 

each of the three clusters. 

 

"If it is new business, each 

 

one of those NSMs in each 

 

cluster has the ability to sell 

 

f N w Jersey I that cluster, but also drive 

 

it to the other two clusters. 

 

That's their task," Jones 

 

said. "Their first responsi-

bility is to their own cluster 

 

of radio stations, but their 

 

secondary responsibility is 

 

to find a way to expand 

 

that. They are in constant 

 

communication." 

 

How does NRN coordinate 

 

its efforts with its rep and 

 

keep from stepping on each 

 

others toes, we wondered? 

 

"The bottom line is that 

 

from day one, we wanted to 

 

build a really strong rela-

tionship with our rep," 

 

Jones said. By having all 

 

business outside New Jer-

sey handled by NRN, rather 

 

than some in the hands of 

 

individual account execu-

tives at the station level, it 

 

is up to the NSM of each 

 

cluster, and ultimately by 

 

Glenn Jones, to decide 

 

whether an account will be 

 

handled by Katz Radio or 

 

internally by NRN. Each NSM 

 

i Audio Storage • Per-orr-

A recent WPST remote. 

 

deals with two columns of 

 

business, he explained— 
one called "National-Di-

rect" and the other "Na-

tional-Katz." "They are re-

sponsible for keeping their 

 

quotas up in those col-

umns," Jones said of the 

 

NSMs. The end result is 

 

that Nassau, even in this 

 

down year for national 

 

business, is still getting 

 

about 25% of its total busi-

ness through NSM—a hefty 

 

"national" figure for a 

 

middle-market group— 
with that split about 60% 

 

from Katz and 40% from 

 

NRN's direct efforts 
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RBR News Analysis 

 

What's Eisner up to? 

 

I he Wall Disney Co. (N:DIS) has 

 

filed with the SEC to sell up to $7.513 

 

in new bonds, igniting speculation 

 

that CEO Michael Elsner may 

 

have his eye on a l I lalur i w(Julsition. 

 

It appears that $2B of the antici-

pated take will be used to pay down 

 

short-term debt used for Disney's 

 

recent purchase of the Fox Family 

 

Channel. But that still leaves a po-
tential $5.5B to spend, if Disney 

 

uses the entire registration. What 

 

else might Eisner be after? 

 

As is customary, the SEC filing is 

 

vague in the "use of proceeds" 

 

section. Disney says only that the 

 

cash will be used for general corpo-
rate purposes. "These general cor-

porate purposes may include, 

 

among others: to reduce our short-

term indebtedness; to fund invest-

ments in, or extensions of credit or 

 

contributions to, our subsidiaries; 

 

and to fund acquisitions." That last 

 

part, "and to fund acquisitions," is, 

 

of course, what interestsWall Street. 

 

There's been talk that Eisner 

 

mightwantto bea partof the buyout 

 

of AT&T's (N:T) broadband cable 

 

subsidiary, but without any experi-
ence in the field, no one expects an 

 

outright purchase by Disney. Oth-

erwise, the betting is on letting Bob 

 

Igerand Bob Callahan buy more 

 

0&0 TV stations, since ABC-TV is 

 

far behind its peers in national cov-

erage and duopolies (it has none of 

 

the latter). Less likely, but always 

 

the source of speculation among 

 

those we hang out with, is an ABC 

 

Radio purchase of a major radio 

 

group. That's not likely, but it is 

 

always fun to gossip about such 

 

things—particularly this week as 

 

everyone gets together at the bars 

 

in New Orleans. 
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Regent heads south for 

 

new market 

 

Cum (valloway•s ( (111IC 1)rp 1, 

 

selling oll its onlN ,I,luons .1 

 

seven st.11wil sllperdimpoly that 

 

will be ca."Ilt'd out 10 Regent 

 

Conuuullit,mion, (()AW.CI) for 

 

$,i9.(,M. '1'111• .11 � 1111,11 ion c,I KROF-

AM, 11011- .-A1\I ,'� 1 .11, KMI)L-I'M, 

 

I\RKA-FM, KIWI[: I NI t\ I<Tl)Y-

I:M will make Regent oiw of the 

 

two bit; players in the 1•Ile, 

 

AR market, along \\ iIh ( It.ltlel 

 

Cottunnnil .1(iluls will( 11 11,1s one 

 

more s1.11111m Im ils rlustel• (also 

 

five FMs, lilt ,I third AM), 

 

"We are already well posi-
tioned to create value as this 

 

seven-station cluster is already 

 

consolidated, providing us with 

 

the opportunity to focus our 

 

efforts on growing revenues and 

 

cash flow via programming and 

 

sales improvements," Regent 

 

CEO Terry Jacobs said in an-

nouncing Regent's first Arkan-

sas acquisition. He told Wall 

 

Street that the transaction 

 

should be accretive to share-

holders in its first year. 

 

Regent also announced that it 

 

had closed its $20M cash/stock 

 

purchase of six stations from Bud 

 

Walters' Cromwell Group, pro-

viding Regent its entry into the 

 

Peoria, IL market. 
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into Clear Ch;ulilch .111d IO( trwd 

 

on his strongest inarkei. tilxrling 

 

with one AM and two FMs prior to 

 

the 1996'1 OCCO11111111t1iC:II ions Act, 

 

ConlCorp grew through a series of 

 

small acquisitions (it fought four 

 

stations in two deals for under 

 

$5.3M total) and signal upgrades. 

 

Hoyt hoisted from Merced 

 

Michael Menerey's new 

 

Mapleton Communications LLC is 

 

entering its second market with a 

 

$4.3M deal to buy three of Ed 

 

Hoyt's four-pack of stations in 

 

Merced, CA. Mapleton is buying 

 

KYOS-AM, KIBG-FM & KABX-FM, 

 

but leaving behind KAJZ-FM. It's 

 

the second deal for Menerey's new 

 

company, which recently bought 

 

Marathon media's six-station clus-

ter in Medford, OR. Broker: Larry 

 

Patrick&Greg Guy, Patrick Com-

munications (seller); Elliott Evers, 

 

Media Venture Partners (buyer) 
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The Radio 

 

IndexTM 

 

Where will the slide end? 

 

The Radio IndexTM 

 

moved down 1.995 for 

 

the week to close 8/29 

 

at 211.025. 
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Recent Transactions! 

 

SOLD! 

 

WPEZ-FM, Macon, GA, $55.0 Million 

 

CLOSED! 

 

KOYN, KBUS & KPLT-AM/FM, Paris, TX, 

 

$2.575 Million 

 

CLOSED! 

 

KFTZ-FM, KOSZ-FM, KLCE-FM, KCVI-FM, 

 

KECN-AM & KICN-AM, Idaho Falls - Blackfoot, ID, 

 

$13.0 Million Cash 

 

CLOSED! 

 

WKQB-FM, Southern Pines-Fayetteville, NC, 

 

$6.15 Million Cash 

 

CLOSED! 

 

KPCR-AM/FM, Bowling Green, MO, $725,000 

 

CLOSED! 

 

WYPA-AM, Chicago, IL, $10.5 Million Cash 

 

Stop by the Windsor Court Hotel in New Orleans 

 

Sept. 5-7 during the NAB 

 

for a confidential discussion! 
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Maverick takes over Oz 

 

Wl lt•n 1'.1111 ICA lbi l l,, oil 1 .lrtcd (1 ,111-

p:rlly �\ 1111 111, rxdru gFou11 parl-

ncr,• 111. 11,1,1, Ilw rights to the 

 

Emerald (lily nlime with hint. 

 

I lenceforth, the Yellow Brick Road 

 

will lead to Maverick M1 dI:1 11(:, 

 

the new name for the group 

 

headed by President and COO 

 

Gary 11ozynek. According to his 

 

announcement, naming the 12-

station group Maverick Media 

 

"both represents and encourages 

 

a new way of thinking, collaborat-

ing and approaching business 

 

every day with the objective of 

 

delivering a difference, perform-

ing to potential and creating value 

 

for its stakeholders." 

 

"Clearly," he added, "this is not 

 

just a name change." 

 

Small Town announces 

 

small town buys 

 

Small Town Radio Inc. (O:MOLY) 

 

has announced its first station pur-
chases and, true to its name, the 

 

company is buying in small towns. 

 

'Small Town Radio, headed by 

 

President Don Boyd, is buying 

 

WBBK-AM & FM Blakely, GA and 

 

WSEM-AM & WGMK-FM 

 

Donaldsonville, GA. All are cur-

rently owned by Merchant's Broad-

casting System and related com-

panies. The deals have not yet 

 

been filed with the FCC and the 

 

terms not yet disclosed. 

 

Bad Lands superduop gets 

 

souped-up 

 

The William Duhamel family is 

 

adding another radio station to 

 

its local broadcasting empire in 

 

Rapid City, SD. Duhamel Broad-

casting Enterprises is buying a 

 

CP for a full 100kw Class C on 

 

92.3 mHz from Greg Gentling 

 

Jr. for $1.31M. Duhamel Broad-

casting already owns KOTA-TV 

 

(Ch. 3, ABC), KOTA-AM and 

 

KDDX-FM in Rapid City, along 

 

with LMAing KZZI-FM. 

 

SiteShell on the block 

 

SiteShell Corporation has an-

nounced that it is "in discus-

sions with several companies 

 

regarding a possible strategic 

 

transaction." A statement by 

 

Chairman Joel Hartstone says 

 

the end result could be either an 

 

acquisition by a larger company 

 

or new investors for a "major 

 

financing." The creator of cus-

tomized Internet sites for radio 

 

stations says it currently has 

 

about 165 sites in operation. 

 

RBR observation: RBR 

 

sources say SiteShell had talked 

 

recently with at least two large 

 

group owners about a possible 

 

deal, but neither discussion 

 

reached the contract stage. 
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Economic news still 

 

supports stagnation 

 

Recent t•t gnomic news offers more 

 

support to the view of economists 

 

such as Jack Myers (RBI? 8/20, p. 1) 

 

that the US economic malaise is going 

 

to continue for quite a while yet. 

 

Radio stocks took a beating 

 

most of last week, along with the 

 

rest of the market, as The Street 

 

saw more gloom and doom in the 

 

monthly Consumer Confidence 

 

Index issued 8/28 by The Confer-

ence Board. The index, based on 

 

a survey of 5K US households, fell 

 

to 114.3 from last month's 116.3 

 

(the base of 100 was set in 1985). 

 

"The deteriorating US job mar-

ket dampened consumer spirits 

 

this month," said Lynn Franco, 

 

Director of The Conference 

 

Board's Consumer Research Cen-

ter. "This suggests rising unem-

ployment ahead. The nation's 

 

unemployment and unemploy-
ment numbers now bear watch-

ing, since continued weakness in 

 

the job market could translate into 

 

slower consumer spending." 

 

There was little solace two days 

 

later (8/30) as the government 

 

reported a tiny decrease in new 

 

filings for unemployment benefits. 

 

The decline of 1K people to 400K 

 

new jobless benefits applica-
tions was, obviously, insignifi-
cant. Also, the total number of 

 

people receiving unemploy-
ment benefits continued to rise, 

 

indicating that people who lose 

 

their jobs are finding it more 

 

difficult to find new ones. 

 

The good news heard last week 

 

(8/29) from Washington was that 

 

the US economy grew in Q2. It 

 

didn't grow by much, only at an 

 

annual rate of 0.2%, but econo-

mists are cheered that it grew at all 

 

and the economy continued to 

 

resist falling into a full-blown re-
cession. That's hardly reassur-
ance for industries, such as radio 

 

and other media, which are al-

ready clearly in a recession, and 

 

it also doesn't appear to have 

 

ignited any enthusiasm among 

 

Wall Street investors, who ap-
pear to be determined to keep 

 

the bears in control this week. 

 

Another government report out 

 

last week (8/30) indicated that 

 

consumer spending rose 0.1% in 

 

July—an anemic gain, but once 

 

again, any gain is looked on fa-

vorably in the current climate. It 

 

was, however, even slower 

 

spending growth than most ana-

lysts had been expecting. 
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Transaction  igest0 

 

Closed 

 

WGUY-FM 

 

Bangor, Maine 

 

by Dave Seyler & Jack Messmer 

 

The deals listed below were taken from recent FCC filings. 

 

RBR's Transaction Digest reports on all deals that involve assignment of a station license (FCC Form 314) and substantial transfers of 

 

control of a licensee via a stock sale (FCC Form 315), but not internal corporate restructurings (FCC Form 316). All deals are listed in 

 

descending order of sales price. Broker credits are based on contracts filed with the FCC. 

 

$16,000,000 KPXC-FM Las Vegas (Indian 

 

Springs NV) from Claire Benezra to. HBC 

 

License Corp. (Mac Tichenor), a subsidiary of 

 

Hispanic Broadcasting Corp. (N:HSP). Cash. 

 

Duopoly with KLSQ-AM & KISF-FM. KPXC-

FM currently operates on 99.3 mHz Class A 

 

' with 100 w @ -4201. It holds a construction 

 

permit which will upgrade to Class C with 33 

 

kw @ 3,140', providing coverage of northwest 

 

portions of the Las Vegas market. It has 

 

applied for a modification of the CP to 31 kw 

 

@ 2,264' with a different transmitter location 

 

which will provide full coverage of Las Vegas. 

 

Broker: Kalil & Co. (seller). 

 

$1,500,000 WKBH-AM & WFBZ-FM La 

 

Crosse WI  (Holmen, Trempeleau WI) from 

 

Riverview Communications Inc. (Pat 

 

Delaney, sec) to Faith Sound Inc. (Raymond 

 

Logan, Paul Logan, Timoth Logan, Dean 

 

Baumann). $5K escrow, $495K cash at 

 

closing, $1M note. Stations are currently in 

 

an LMA with Mississippi Valley Broadcast-

ers Ltd., which holds a 30-day right of first 

 

refusal to acquire them. 

 

$1,310,000 FM CP Rapid City SD from Gre-

gory D. Gentling Jr. to New Generation Broad-

casting LLC, related to Duhamel Broadcasting 

 

Enterprises (William F. Duhamel et al). Cash. 

 

Target date for closing is 11/3/01. If closing 

 

takes place on an earlier date, buyer receives 

 

a credit against to total purchase price of 

 

$286.30 per day for each day in advance of 11/ 

 

3. If closing occurs on a later date, seller 

 

receives an additional $286.30 per day for each 

 

day past 11/3. Superduopoly with KOTA-

AM, KDDX-FM and JSA of KZZI-FM, owned by 

 

Western South Dakota Broadcasting. Duhamel 

 

also owns KOTA-TV. CP is for 92.3 mHz. 

 

$450,000 WBRJ-AM Parkersburg-Marietta  

 

(Marietta OH) from Daugherty Broadcasting Co. 

 

LLC (Teresa L. Daugherty et al) to Clear Channel 

 

Broadcasting Licenses (Lowry Mays), a subsid-

iary of Clear Channel Communications (MCCU). 

 

Cash. Includes non-compete. Superduopoly 

 

with WLTP AM, WDMX FM, WNUS-FM, WRVB-

FM, WRZZ-FM. LMA since 8/16. 

 

$405,000 KTIS-FM & KLIS-FM Holdenville 

 

OK (Holdenville, Coalgate) from AM & PM 

 

Radio LLC (Richard E. Witkovski) to Woodstone 

 

Broadcasting Inc. (Rick Woodward, Patrick L. 

 

Stone, Howard Stone). $35K escrow, balance 

 

in cash at closing. Existing duopoly. LMA 

 

since 8/14. Seller retains KCNB-AM Holdenville. 

 

$156,221.80 WRLB-FM 
Rainelle WV from 

 

Faith Broadcasting Corp. (Tom L. Holbrook 

 

et al) to Faith Communications Network 

 

Inc. (Tom L. Holbrook et al). Transfer from 

 

one related entity to another. 

 

$150,000 WEAV-AM Burlington VT 

 

(Plattsburgh NY) from Plattsburgh Broad-

casting Corp. (George Bissesll, VP/GM) to 

 

Clear Channel Broadcasting Licenses (Lowry 

 

Mays), a subsidiary of Clear Channel Com-

munications (N:CCU). $75K cash at closing, 

 

$75K note. Superduopoly with WEZF-FM, 

 

WCPV-FM, WXPS-FM. LMA since 7/3/97. 

 

Clear Channel is exercising purchase option. 

 

$114,850 KLFN-FM CP Willmar MN  

 

(Sunburg MN) from Lynn C. Ketelsen to 

 

Lakeland Broadcasting Co. (Stephen W. 

 

Linder, Paul R. Linder). $15K earnest money, 

 

balance in cash at closing. Superduopoly 

 

with KWLM-AM/KQIC-FM Willmar MN & 

 

KOLV-FM Olivia MN, the latter of which 

 

Stephen Linder holds 33.3% interest in and 

 

which is being run by Lakeland in an LMA. 

 

CP is for 106.5 mHz. 

 

$375,000 KSRX-AM El Dorado KS from 

 

Reunion Broadcasting LLC (D. StanleyTacker, 

 

mgr) to T&T Communications LLC (Francis 

 

Trevino, Luis Tineo, Reece Morrell Jr.). $37.5K 

 

escrow, balance in cash at closing. 

 

$250,000 KANA-AM, KGLM-FM & KDRG-

AM Anaconda MT (Anaconda, Deer Lodge) 

 

from Aire Ink Inc. (Edith Fransen) to Jimmy 

 

Ray Carroll. $lOK escrow, additional $65K 

 

placed in escrow, $175K note. Existing duopoly. 

 

Broker: Media Services Group (seller). 
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$105,000 KVPI AM & FM Ville Platte LA. 

 

35% of the stock of Ville Platte Broadcasting 

 

Inc. from Paul DeClouet Jr. (20% to 00/0, 

 

Lionel B. DeVille Jr. et al (15% to 0%) to 

 

Roland Fink (15% to 50%). Rhonda F. Moser 

 

& Cynthia F. Ardoin continue with 25% 

 

stake apiece. $10K escrow paid as cash at 

 

closing, and $50K note to DeClouet; $5K 

 

escrow paid as cash at closing, additional 

 

$40K cash at closing for DeVille et al. 

 

$100,000 WBMI-FM West Branch MI from 

 

Northern Radio Network Corp. (Robert 

 

Currier) to Independent Television Produc-

tions of Michigan Inc. (Richard Senninger, 

 

Richard Neff, Janice Lawton, Peg Warren). 

 

Cash. LMA since 8/1. 

 

$80,000 WHIJ-FM & WAQV-FM 

 

Gainesville-Ocala FL (Ocala, Crystal River) 

 

from Ocala Word of Faith Church (Timothy 

 

L. Gilligan Sr.) to Radio Training Network 

 

Inc. (Michael Watkins, James L. Campbell, 

 

Lee Freeman, George Ready, Dan McBride, 

 

Larry Maxwell). Cash. Existing duopoly. 

 

Stations are noncommercial. 

 

$75,000 WBZR-AM Fort Walton Beach  

 

(Destin FL) from Willie J. Martin to 

 

Destiny Communications Corp. (Robert 

 

E. & Kelly M. Pitts). $10K payment upon 

 

commencement of LMA (which was 8/ 

 

5/99), $15K by 10/20/99, $500/mo. dur-

ing LMA, balance in cash at closing. 

 

Includes non-compete. 

 

$10 WIBF-FM CP Atlantic City-Cape May 

 

(Port Republic NJ) from In His Sign Network 

 

Inc. (Dominic R. Lettieri) to In His Name 

 

Network Inc. (Vincent J. Klepac, Laurie B. 

 

Klepac, Dominic R. Lettieri,). Cash. 

 

BAS banking on public companies 

 

According to figures assembled by analyst Tim Wallace at Banc of American 

 

Securities (BAS), the radio industry same station revenue for Q2 2001 was 8% less than 

 

the previous year. However, for eight publicly-traded companies covered by BAS. 

 

results were only -2.9. Two of the companies, both ethnic specialists, actually 

 

managed some growth, led by Radio One (O:ROAIK) with a gain of 4.3%. HBC 

 

(N:HSP) also posted a gain, picking up 1.6% The biggest loser of the eight was Emmis 

 

(O:EMMS) with an 8.3% decline. Emmis was the only one to underperform the industry 

 

as a whole. 

 

The other covered companies on the chart are Beasley (O:BBGI), Clear Channel 

 

(N:CCU), Cox Radio (N:CXR), Entercom (N:ETM) and Viacom's Infinity (N:VIA). 

 

Stats are also provided for Cumulus (O:CMLS), which was not included in averages 

 

due to its recent restructuring.-DS 

 

Same-station ratio revenue growth 

 

Jorgenson 

 

Broadcast 4( Brokerage 

 

Mark Jorgenson Peter Miieuli 

 

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

 

Tampa San Jose 

 

HAMMETT & EDISON, INC. 

 

CONSULTING ENGINEERS 

 

RADIO AND TELEVISION 

 

Serving the broadcast industry since 1952... 

 

Box 280068 • San Francisco • 94128 

 

707/996-5200 

 

202/396-5200 

 

engr@h-e.com 

 

www.h-e.com 

 

4099 

 

1 Q00 

 

2000 

 

3000 

 

4000 1001 2001 

 

Clear Channel 12.0 

 

15.0 

 

17.0 

 

10.0 

 

5.0 -8.0 -7.0 

 

'Infinity 20.0 

 

23.0 

 

18.0 

 

12.0 

 

6.0 -4.2 -4.4 

 

Beasley 20.0 

 

11.0 

 

14.0 

 

9.1 

 

9.0 5.2 -5.1 

 

Cox 12.6 

 

22.7 

 

17.5 

 

11.8 

 

13.0 0.2 -0.1 

 

**Cumulus 11.1 

 

7.3 

 

-3.5 

 

-4.7 

 

0.4 -2.0 -4.4 

 

Emmis 15.0 

 

15.4 

 

17.6 

 

14.0 

 

2.0 -3.0 -8.3 

 

Entercom 19.3 

 

19.0 

 

17.0 

 

8.0 

 

9.0 -4.0 -4.0 

 

Hispanic 17.5 

 

17.6 

 

18.6 

 

19.3 

 

8.4 0.7 1.6 

 

Radio One 35.0 

 

29.0 

 

25.0 

 

13.0 

 

8.0 4.7 4.3 

 

All BAS 19.6 

 

19.8 

 

19.5 

 

12.2 

 

7.6 -1.4 -2.9 

 

All radio 17.7 

 

21.0 

 

20.3 

 

8.0 

 

1.0 -7.0 -8.0 

 

* Infinity not currently under BAS coverage; ** Cumulus not included in averages 

 

Source: Banc of America Securities. 

 

GELLER MEDIA INTERNATIONAL 

 

8th ANNUAL 

 

PRODUCER'S 

 

WORKSHOP 

 

Saturday Oct. 20th 2001 

 

Registration before Oct. 1 

 

is $189.00 

 

Register online 

 

www.gellermedia.com 

 

or call (212) 580-3385 

 

Hadden & Assoc. 

 

AM/FM/RADIO - TV FOR SALE  

 

Birmingham AM Fulltimer..$395K 

 

Atlanta Market AMIFM combo ... $1.9M 

 

FM S.Florida C2 50kw ... $1.5M 

 

1-AM & 2-FM FLA Gulf Coast ... $3.5M 

 

2-FM & I-AM Rocky Mountains ... $1.9M 

 

2-FM, CI & C2 Texas (Central) ... $1.6M 

 

Phone: (407) 699-6069 

 

Fax: (407) 699-1444 

 

Email: haddenws@aol.com 

 

www.haddenonline.com 

 

Gammon Media Brokers 

 

Cable • Newspaper • Radio • Television 

 

F 

 

Missouri AM/FM Combo 

 

200K+ Cash Flow 

 

Christopher D. Miller 

 

10620 East Laurel Lane 

 

Scottsdale, AZ 85259 

 

Phone: (480) 614-6612 

 

Fax: (480) 614-6613 

 

Email: cmiller@gmbi.com 

 

Read about these 

 

transactions and more 

 

at our website 

 

PbP.com 

 

The place fop 

 

leading industry 

 

news and information 

 

KTMT(AWFM), KCMX (AWFM), KAKT (FM) 

 

and KBOY(FM), Medford, OR 

 

from Marathon Media Group LLC 

 

to Mapleton Communications LLC for $9,000,000 

 

Elliot Evers represented Mapleton. 

 

We will be staying at the Windsor Court during NAB. Please call the offices of Elliot or Charles for an appointment. 

 

RADIO • TELEVISION • TELECOM 

 

M&A INVESTMENT BANKING 

 

MEDIA VENTURE 

 

PARTNERS 

 

9/3/01 

 

CHARLES E. GIDDENS 941-514-3375 • ELLIOT B. EVERS 415-391-4877 • TELECOM GROUP: GREG D. WIDROE • JASON D. HILL 415-391-4877 
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Making opportunities happen in Media 

 

Deutsche Banc Alex. Brown 

 

Time after time, media clients 

 

turn to Deutsche Bank 
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$372.6 million 

 

9,200,000 Shares of 

 

Lamar Advertising Company 

 

Registered Spot 

 

Secondary Offering 

 

Sole Underwriter 

 

June 2001 

 

LVACLEARCHANNEL 

 

$248.7 million 

 

5,750,000 Shares of 

 

Lamar Advertising Company 

 

Registered Spot 

 

Secondary Offering 

 

Sole Underwriter 

 

January 2001 
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$116.9 million 

 

3,996,395 Shares of 

 

Emmis Communications 

 

Corporation 

 

Block Trade 

 

May 2001 
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$23 billion 

 

Merger with Clear Channel 

 

Communications, Inc. 

 

Financial Advisor 

 

August 2000 
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$160 million 

 

Radio for TV swap with 

 

F nxnis Conurrunications 

 

Financial Advisor 

 

March 2001 
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$1.3 billion 

 

Acquisition of 21 radio 

 

stations from Clear Channel 

 

Communications, Inc. 

 

Financial Advisor 

 

August 2000 
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$13.6 billion 

 

Mwoel Willi Viacom 

 

Financial Advisor 

 

February 2001 

 

SBG 

 

$825 million 

 

Sale of 46 of its radio 

 

stations to Entercom 

 

Communications Corp. 

 

Financial Advisor 

 

August 2000 
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$1.65 billion $1 billion €650 million $800 million 

 

Senior Notes Offering FRNs of 2002 Senior Notes Offering Senior Credit Facility 

 

7.70% due 2010 7.875% due 2005 6.5% due 2005 Lead Agent 

 

7.875% due 2030 Co-Manager Joint Lead Manager June 2000 

 

Senior Co-Manager June 2000 June 2000 

 

July 2000 
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$41 million 

 

Private Placement 

 

Sole Placement Agent 

 

May 2000 

 

AM=RICAN 
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$450 million 

 

5.00% Convertible 

 

Subordinated Notes 

 

due 2010 

 

Joint Lead Manager 

 

February 2000 

 

P I N N A C L E 

 

$200 million 

 

5.50% Convertible 

 

Subordinated Notes 

 

due 2007 

 

Lead Manager 

 

March 2000 

 

P I N 

 

$424 million 

 

Follow-on Offering 

 

Lead Manager 

 

January 2000 
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$350 million 

 

Follow-on Offering 

 

Co-Lead Manager 

 

March 2000 
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$3.2 billion 

 

Senior Secured 

 

Credit Facilities 

 

Administrative Agent 

 

November 1999 

 

Performance. 

 

Leading to results° 

 

<l� 

 

SpectraSite 

 

$500 million 

 

10.25% Senior Notes and 

 

12.875% Senior Discount 

 

Notes due 2010 

 

Co-Manager 

 

March 2000 

 

�VACLEARCHANNEL 

 

$1 billion 

 

1.50% Convertible Senior 

 

Notes due 2002 

 

Joint Book Manager 

 

November 1999 

 

Deutsche Bank 

 

This announcement appears as a matter of record only. Certain of these securities have not been registered under the Securities Act of 1933 and may not be offered or sold in the United States absent registration 

 

or an applicable exemption from the registration requirements of the Securities Act of 1933. Deutsche Banc Alex. Brown identifies the securities and investment banking activities of Deutsche Banc Alex. Brown Inc. (US) 

 

and Deutsche Bank Securities Ltd. (Canada), which are indirect subsidiaries of Deutsche Bank AG. 

 


