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Federal Communications Commisgion

In the Matter of

2002 Biennial Regulatory Review —

Review of the Commission’s Broadcast

Ownership Rules and Other Rules
Adopted Pursuant to Section 202 of the
Telecommunications Act of 1996

Cross-Ownership of Broadcast Stations
and Newspapers

Rules and Policies Concerning Multiple
Ownership of Radio Broadcast Stations
in Local Markets

Definition of Radio Markets

Definition of Radio Markets for Areas Not

Located in an Arbitron Survey Area

To: The Commission

R T T I N N T e

MB Docket 02-277

MM Docket 01-235

MM Docket 01-317

MM Docket 00-244
MB Docket 03-130

PETITION FOR RECONSIDERATION

Mt. Wilson FM Broadcasters, licensee of stattions KMZT-FM, Los Angeles,

California; KSUR(AM), Beverly Hills, California and KMZT(AM), San Rafael,

California, by and through counsel, respectfully petition for reconsideration of the

Commission’s Report and Order and Notice of Proposed Rulemaking in the Matter of the

2002 Biennial Regulatory Review, et al. released July 2, 2003 (MB Docket Nos. 02-277,

03-130 and MM Docket Nos. 01-235, 01-317 and 00-244). Specifically, Mt. Wilson FM
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Broadcasters, Inc. (hereinafter “Mt. Wilson™) seeks reconsideration of Section
73.3555(a)(1)(i-iv) and Note 2(k) to Section 73.3555 of the new Rules. In support
thereof, the following is stated

1. Section 73.3555(a)(1)(i-iv) sets forth permissible limits as to
cognizable interests in commercial radio broadcast stations in given markets. The limits
depend upon the total number of stations (commercial and noncommercial) in the
Arbitron Metro Markets. The term “cognizable interests” is defined in Note 1 to Section

73.3555 as follows:

“... any interest, direct or indirect, that allows a person or
entity to own, operate or control, or that otherwise provides
an attributable interest in, a broadcast station.”

A Joint Sales Agreement is defined in Note 2(k) to Section 73.3555 as follows:

“Joint Sales Agreement” is an agreement with a licensee of a
“brokered station” that authorizes a “broker” to scll
advertising time for the “brokered station.”

2. The limits on  “cognizable interests” in  Sections
73.3555(a)(1)(i)11)(iii) and to some extent in (iv) apply only to “cognizable interests” in
commercial stations.Y The instant Petition for Reconsideration proposes to apply the
limits to “cognizable interests” in both commercial and noncommercial stations and to

expand the definition of a Joint Sales Agreement to specifically include underwriting

= Section 73.3555(a)(1)(iv), states that “cognizable interests” include both
commercial and noncommercial in markets with 14 or fewer full-power stations if
the “cognizable interest” exceeds 50% of the commercial and noncommercial
stations in the market.
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agreements (and the like). Mt. Wilson proposes revision of Section 73.3555(a)(1)(i-iv)

and Note 2(k) as follows:

8§ 73.3555 Multiple ownership.

(a)(1) Local radio ownership rule. A person or single entity (or entities
under common control) may have a cognizable interest in licenses for
commercial and noncommercial AM or FM radio broadcast stations in
accordance with the following limits:

(1) In a radio market with 45 or more full-power, commercial and
noncommercial radio stations, not more than 8 radio stations in total and
not more than 5 stations in the same service {AM or FM);

(i1) In a radio market with between 30 and 44 (inclusive) full-power,
commercial and noncommercial radio stations, not more than 7 radio
stations in total and not more than 4 stations in the same service (AM or
FM);

(ili) In a radio market with between 15 and 29 (inclusive) full-
power, commercial and noncommercial radio stations, not more than 6
radio stations in total and not more than 4 stations in the same service (AM
or FM);

(1iv) In a radio market with 14 or fewer full-power, commercial and
noncommercial radio stations, not more than 5 radio stations in total and
not more than 3 stations in the same service (AM or FM); provided,
however, that no person or single entity (or entities under common control)
may have a cognizable interest in more than 50% of the full-power,
commercial and noncommercial radio stations in such market unless the
combination of stations comprises not more than one AM and one FM
station,

Note 2(k) to § 73.3555: “Joint Sales Agreements” (including underwriting
agreements and/or other self-styled agreements) with a licensee of a
“brokered station” that authorizes a “broker” to sell/underwrite time for the
“brokered station.”

3. Mt. Wilson recognizes that a commercial entity cannot own a
noncommerctal broadcast facility. The new rules, however, do not prohibit a commercial
entity from entering into a Time Brokerage Agrecement (“TBA”)/Local Market

Agreement (“LMA”) or an underwriting agreement with a noncommercial entity and,
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thereby, effectively circumvent the cognizable interests limits. With respect to
commercial stations, TBAs/LLMAs and JSAs are all deemed attributable interests; with
respect to noncommercial stations, however, such agreements are not deemed
attributable. In the case of a noncommercial station, the “JISA” probably would be titled
an underwriting agreement — since noncommercial stations do not sell time. The adverse
impact of a an underwriting agreement or TBA/LMA arrangement wherein a commercial
entity is permitted to have a “cognizablebintcrest in a noncommercial broadcast station

without such_“cognizable interest” being counted as an attributable interest undermines,

indeed contravenes, the underlying public interest factor of preserving competition.
4, The thrust of the new rules is to preserve competition, a problem
arising from a level of consolidation wholly unanticipated. The Commission addresses

the subject repeatedly throughout the June 2, 2003 Report and Order as illustrated by the

following representative statements:

“...numerical limits in the local radio ownership rule are
“necessary in the public interest” to protect competition in local
radio markets.” (9 239);

“In the Policy Goals section, we explained how the public interest is
served by preserving competition in the relevant media markets.”

(f241);
“Preserving competition for listeners is of paramount concern in our
public interest analysis... it i1s critical to our competition policy

goals that a sufficient number of rivals are actively engaged in
competition for listening audiences.” (Y 246);

“The current system of counting radio stations thus enables a party,
by taking advantage of the effects of the numerator-denominator
inconsistency, to circumvent our limits on radio station ownership,
which are intended to protect against excessive concentration levels
in local radio markets.” (9 254);
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“In short, our experience with the contour-overlap system leads us to
believe that it is ineffective as a means to measure competition in
local radio markets. . . goals.” (Y 263).

5. The inequity of the contour-overlap methodology for counting
stations was compounded by the failure to include noncommercial stations. In
determining to count noncommercial stations in the “denominator,” the Commission
explicitly acknowledged the competitive effect that noncommercial stations have in the

market place, stating as follows:

“...the current rule fails to account for the competitive
presence of noncommercial stations in a market.” (§241);

“We also will include in the market any other licensed full
power commercial or noncommercial radio station whose
community of license is located within the Metro’s
geographic boundary.” (Y 280);

“We find, however, that the rule improperly fails to consider
the ecffect that noncommercial stations can have on
competition in the local radio market. We accordingly

modify the rule to count noncommercial radio stations in
determining the size of the radio market.” (9 287)

Surely, the explicit recognition that noncommercial radio stations are a competitive factor
in the market logically requires that a “cognizable interest” in a noncommercial radio
station also should be treated as an attributable interest for purposes of determining
compliance with the limits set forth in Section 73.3555(a)(1)(i-iv).

7. Indeed, not counting an attributable interest in a noncommercial
broadcast station will permit a licensee to effectively circumvent the numerical

proscribed limits. In paragraph 278 of the Report and Qrder, the Commission stated

L 1§ 24%003\PLDVPetition for Reconsideration.doc



“We believe, moreover, that we can establish safeguards to
deter parties from attempting to manipulate Arbitron market
definition for purposes of circumventing the local radio
ownership rule.”

The Commission’s primary concern— to preserve competition, should include
establishing safeguards to deter parties from attempting to manipulate the numerical
limits set forth in Section 73.3555(a)(11)(i-iv) of the Rules. It is respectfully submittéd
that the proposed revisions will provide the safeguards to prevent circumventing the
numerical limits of the Rules.

8. The necessity for the modification of Section 73.3555(a)(1)(i-1v) and
expanding the definition of a JSA to specifically include underwriting agreements is not
hypothetical. Under the prior ownership rules, Clear Channel Communications (through
its various subsidiaries) owned the maximum e-ight stations.?  Notwithstanding its
existing ownership/cognizable interest presence in the Los Angeles market, Clear
Channel entered into an agreement with noncommercial station KUSC(FM), Los,
Angeles, California in July, 2003. The press coverage reflects that the sale of all
underwriting will be outsourced to Clear Channel; in return, Cleai Channel will receive
commissions with the percentage increasing if Clear Channel successfully solicits a new
client. See Attachment A. Irrespective of the title applied to the document, the

“underwriting” agreement between KUSC and Clear Channel meets the definition of a

JSA. Indeed, and subsequent to the adoption of the new rules, Clear Channel has

= Under the new rules, Clear Channel will own and/or have cognizable interests
many more than eight stations in the Los Angeles market.
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acquired a cognizable interest in a ninth station in the Los Angeles market. Clear
Channel, however, is not in violation of the rules (old or new), since the rules (a) do not
count interests in noncommercial stations in determining compliance with the limits set
forth in Section 73.3555(a)(1)(i-iv), and (b) do not affirmatively equate underwriting
agreements with JSAs. It is respectfully suggested that this omission in the new rules
was simply inadvertent.

9. Could Clear Channel with its legion of stations persuade (or
pressure) an advertiser to underwrite in lieu of purchasing advertising on a commercial
station? Will KUSC be a stronger competitor in the market through its alliance with the
Clear Channel? Undoubtedly the alliance will adversely affect competition and
undoubtedly KUSC will be a stronger competitor. and, concomitantly, Clear Channel’s
overall market presence will be stronger — all of which augurs for the Commission to
include noncommercial stations in computing cognizable interests and equating
underwriting agreements with JSAs.

10.  There is an old homily, the gist of which is as follows:

[1]

keep the Camel’s nose out of the tent otherwise the
whole Camel will end up in the tent. .

Absent adoption of the proposed revisions, the Clear Channels of the world will
have their respective noses in the tent— the consequences of which will lead to

commercial licensees having cognizable interests exceeding the limits set forth in the

LM 124003\PL D\Petition for Reconsideration doc



rules;¥ commercial licensees controlling the “underwriting” of hundreds/thousands of

noncommercial stations; and commercial licensees having the opportunity to exercise at

least some degree of operational control over noncommercial stations. Absent adoption

of the proposed revisions, the winners will be the Clear Channels of the world and the

loser will be the public interest — those who believe in preserving competition.
Respectfully submitted

FOTTRY|

Robert B. Jacobi

Cohn and Marks

1920 N Street, N.W.
Suite 300

Washington, DC 20036
(202) 293-3860

Counsel for Mt. Wilson FM Broadcasters, Inc.

Date: September 4, 2003

= Presumably (and as in the case of the Clear Channel/KUSC partnership in the Los
Angeles market), these types of “underwriting” agreements will more likely occur
in the markets where the Clear Channels of the world already have the maximum
permissible cognizable interests.
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ATTACHMENT A

PRESS COVERAGE OF CLEAR CHANNEL/KUSC
AGREEMENT



]
@

e ]

Lo abnd ‘280 H 228)

Jreq jroqe Afuo 'Apusiing moy
,;_aq;mq B puE anupn v Je pad
-dBo UTEWR A SJURAOUNOU

-8 JO SUWINOA 3} Pres aug
« FOUSH 313 A03
seBuw o Bunpioy 181 Jujl o304
L, "DIBS 248 JSDRN 10) 30Ul
-JaEIp Biq B SAYEUI 9 NG ‘WAL

i0; MoEd o8ny ® j0u 8,31
‘IPIALOTIEY 00E'T jhoqe
puR ware sapaluy S0y eyt uy
SUOTIEYR [FIISWNICD Ao JuUMO
Qoys puusy) me) 03 qof at
PIxMNEINO s8I ays of ‘AN
-Jo sdigerosuods asory dn wmup
0} JOWIN] YINUWE 00) S8y pUe
f{etus 007 s7 guis umosreul Ix]

Pes mOUSBg wpualy JaBeuwsm
PR3 uopers ng -(Supesd |

-peaIg ofgng 03 uopwaodion

amumumwmummmuwmn:
-ﬂﬂxmwmnvmwmﬂwmf
"898 ¢1)) sjuerd pue suopvuop -§-
.taqmmmo.uﬂmooqsaxam L B

', Jpre-n8 Aq nof 0 JyBnoiq Bulaq
~AL,
m
Ip
-Ir

mxmamoommm%st-wi 05 L
l[m!:.lso.ndsm., ‘Bufes sqmiq §

.mr-mu asoqy — Bunumpn-n: ok

Wﬂﬂ §'16) WML-O8NY

“SUOTYESUMTINIO)) [PUUSYD | .

:aan Mmmomwaam[k‘

SucHEd aqy qum dpsseured
ﬁnujmmnmqﬂnpoaom‘jx{

i ogs wwmds
xxmo AATLR AG

Auasgaﬁstﬁ%rg

-

samp sapbuy soy

-

LI ST




—a

KUSC turns sponsor-finding
duties over to Clear Channe‘l

{KUSC, from Page E1]
of those are underwriting meg.

who tend to have higher-than-
average incomes and education.
The move also can help revitalize

fully higher revenue, thelr inter-
ests are very well served,” he
seld. And “if we can us& our re-
sources Lo help mainfain and
fund breadcast diversity, that's
really going to the heart of it.”

Eut be glso makes no bYones
about the move being good P.R.
for the company, and a chance to
show it belng a good corporste
citizen. “It's no secret our com-
pany's been banged arcund in
the press,” he said.

After Congress loosened sta-
tlon ownership rules In 1698,
Clear Channel grew frot a smail
San Antonio-based company
with four dozen stations to the
broadeasting behemoth it is to-
day. Along with that came the

eral, state .snd  Iocal govern-
ments, but the stations also fhce
an éxpenatve, mandated change-
over to digital broadcasting In
the next few years, said Frank
Cruz, a member of the EUSC
board of councilors and of the
board of directors of the Corpo-
ration for Public Broadcasting.
“Public hroadcasting,” he
said, “due {0 a combination of
reasons, is probably facing its

most difficult Ainancial situgtion

in history.”
Bamesuddthesba.uonhas

about $750,000 toward the tens
of mitions it probably will need .
for anendowment, anldea that's

on in public broadeast-
ing. Bbe saicl stations WBEZ in

Chieago, WNYCin New Yorkand -

Verruont Public Radio are also
trying to free themselves from
the vagaries of the econoray and
live off the interest from a large,
secure account. ]

“This striltes me as an mnova-
tive business declsion, though
another sac indicator of how
everything I= becoming commer-
clal in one way or another,” said
Christopher Sterling, professor
of medla and public affahs at
George Waishington Unlversity
in Washington, D.C.

He addeci that the KUSCdeal

with Clear Channel shoukin’t set
off any red warning lights about
the commercialization of public
radio, “but perhaps yeillow ones.”

Thedetaﬂsoftheamveemeﬁt‘ .
ensure KUBC won't lase contra?

ofwhatu:uoutmrltnaib

.waves,BamessahLlrthemhc

conffict, Sterding suki, it might
on the part of g;m bq

selling time on K!JSC while -

mitensously seeling uiverus— .'j‘l

ers for ity own stations,

revenucsources.lt'smtsurpm;‘
Ing that some of the vennm
have drawn fire. Later thig
month, National Puhlie '
deiruts *Day to Day," &

over ‘to blntani
Some NPR staticos have edited
a spot for the heartburn pill Nex-

tum, because ther contend that

thetaguue“ukyumdoetm‘h_;
call to action. That, slong with
pricing information and quality |
comparisons, ate gpecifically - :
prohibited in Fed sral Communi-
cations Commis:ion guldelims
for sponsorship messages

. publicbhroadcast.:.

memmamami-

of ) undgrwdtinz
support for KUSC:, Becanse local °
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public stations EKJZ-FM (38.8) |

end KPCC-FM 139.3) subscribe
to the traffie service, the sales
staff already kmovrs what types ¢f
messages are compatible
public-radio stalions. In

tion, the length and tone of the
underwriting messages are very
simflar to the sponsorship an-
nouncements tagged onto the
traffic reports. S
“When you driil down you see
the synergy there,” said John
Quinlan, general sales manager
for Clear Channsl Traffic. “We'le
used to dealing with nonprofit .

radio stations, soweunderstand -

the limitatlons with messaging.
It's not a real standard advertth-

ing message: Guouta.ndbwa
99-cent cheesebuurger.’ *

-
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CC Traffic/LA selling for non-comm KUSC

The LA Times reports Clear Channel Traffic/LA has added The University of Southern California's
non-comm KUSC-FM to its sales offering. Classical KUSC is outsourcing the sale of underwriting
announcements.

From the story: "The sales staff of Clear Channel's traffic division gets the task of drumming up
underwriting support for KUSC. Because local public stations KKJZ-FM (88.1) and KPCC-FM (89.3)
subscribe to the traffic service, the sales staff already knows what types of messages are compatible
with public-radio stations. In addition, the length and tone of the underwriting messages are very
similar to the sponsorship announcements tagged onto the traffic reports.

"When you driil down you see the synergy there, John Quinlan, GSM for Clear Channel Traffic told
the paper. "We're used to dealing with nonprofit radio stations, so we understand the limitations with
messaging. It's not a real standard advertising message: 'Go out and buy a 99-cent cheeseburger.’ "

KUSC retains right of refusal on sponsors and messages, and each side can bow out of the deal with
" 60 days' notice. As an ancillary, both sides agreed to work together promoting music education in
public schools.

SIGN UP  New readers can receive our RBR Morning Epaper
HERE FREE for the next 60 Business days!

Have a news story you'd like to share? radionews@rbr.com

Advertise with RBR | Contact RBR
© 2003 Radio Business Report. All rights reserved.
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NEWS Page 3 of 5

The tell-all “Smoking Gun” feature hits radio, for Blink and other Infinity stations. This actually isnt a
Viacom synergy deal, since Court TV — which will create vigneties based on "TheSmokingGun.com™ — is
owned by AQL Time Warner and Liberly Media. The immediate beneficiary is "Blink” WNEW in New York.
Smoking Gun specializes in unearthing sensational documents about celebs and politicians.

Clear Channel buys the “Dream” smooth jazz format in Fort Myers, replacing “Real Radio.”

The changes are part of a bigger formal realignment on Flasida's Guff Coast. “Cat Country” WCKT maves
trom 107.1 FM 10 100.1 FM — fram a 50-kw signal to a 100-kw signal. That should give i belter coverage
in Collier Gounty, Fi.. The shufile leaves talk “Real Radio” WRLR-FM (100.1) the odd station out, since the
“Cat Country” formatl will be simuicast on both signais until July 14. After that, a smooth jazz station wili
debut on 107.1 thanks o a deal CC reached with Bei Meade Broadcasting. Clear Channel is buying the
“Dream” smooth jazz format and the WDRR call lefters, which i will put on the 107.1 frequency.

Bel Meade will debut a new format on 98.5, 1o replace “Dream.”

Museum of Television and Radio president Rohert Batscha dies of cancer at 58. Batscha had been
president of the Bill Paley-founded Museum since 1981, warking 1o expand its collections and opening a
second branch in Beverly Hills. In his two decades at MTR its collection grew from 5,000 pieces to more
than 120.000 — and now covers cable and satellile. Batscha died Friday alter a long batile with cancer.

Phoenix rock personality Dave Pratt goes country, to do mornings on KMLE. Pratt was the market's
“morning mayor” on Sandusky rocker KUPD for 20 years, then Joined Infinfly’s modern rock KZON ifast year
for afternoons. Now he's doing wakeups again — this time on Infinity’s "Camet Country 108" Replacing
him at “The Zone” is Gregg Paul, who's been deing the daily “Politically Incotrect, Yel Touching Moment”

L.A. non-com KUSC turns to Clear Channel to seil underwriting announcements. in a lirst-of-its-kind
deal, Clear Channel will handle underwriting ad sales for a non-com — the University of Southern
Calltornia’s classical KUSC (921.5). GM Brenda Barnes says the partnership wit allow KUSC to focus on
programming. while leaving the sales calls to Clear Channel. It's been increasingly difficull for the small
marketing staff to de that job effectively, as corporations have cut back on donations. Barnes says KUSC
will timit undefrwriting te no more than one and a hall minutes in any one howr. The new arrangement
expands Clear Channel's partnership with KUSC 1o encourage music education in the public schools.

“Infinity Solutions & Beyond” is the newest radio-based mulli-platform sales effort. While Viacom
Plus has had success in landing doilars for the company, it hopes the new “ISB" will attract new adverisers
who aren't using radio, 1SB will pitch not only buys across Infinity’s 180 radio stations, but also mulii-plat-
form promotions like live events, in-store programs, guerilia tactics and outdoor. “Infinity spokesman Dana
McClintock says 1SB will work wilth Viacom Plus to put together the radio components of cross-media deals,
as well as sell packages on its own. The difterence being that with ISB, radio will be the cornerstone — not
just another piece of the puzzie. The in-house sales team is headed by EVP/marketing David Goodman,
and is run day-to-day by EVP Richard Lobel, who joins infinity from CC Entertainment.

it
~ (15FM and 3 AM) A7
For Sale $13.5 million. P

- (BBB) 697-6830 American Media Services ..
- WWW.AMERICAN MEDIASERVICES.COM AROKERAGE & DEVELOPMENT

Texas Radio Station Group
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CC/Los Angeles To Handle
Sponsorships For KUSC

Underwriting deal irks Mt. Wilson FM Broadcasters

Adam Jacobsos
RAA Radio Editor

The University of Southern Cali-
fornia has partnered with Clear
Channel in a first-of-its-kind ar-
rangement that enables the
company’s Los Angeles sales staff
to handle all of the sales and under-
writing for noncommercial Classi-
cal KUSC/Los Angeles.

The deal, officially reached Mon-
day, enables KUSC's staff to focus
its efforts on content, increase the
station’s community service com-
mitrent and continue such outreach
programs as supporting music edu-
cation in the schools, University of
Southem California Radio President
Brenda Barnes said.

KUSC retlies on underwriting for
roughly 20%-25% of its annual in-
come. The remaining 75%-80% of
the station’s operating budget will
continue to come from listener sup-
port.
Further explaining why Clear
Channel was contracted to handle
her station’s underwriting efforts,
Barnes told the Los Angeles Times
that her marketing staff is too small-
and has too much tumover to effec-
tively altract businesses that are
willing to support the station’s pro-

gramming. “It’s not a huge effort
for them, but it makes a big differ-
ence for KUSC,” she said. “The bot-
tom line is that nothing changes for
the listenter.” ’
Announcements presently take
up just 90 seconds per hour; under-

writing messages account for halfof i

the messages aired during that time.
Clear Chaninel will get cornmissions
for each sponsor it atiracts vy KUSC,
with the percentage increasing if it
brings ona new underwriter.

The deat also calls for Clear
Chantiel and USC to team to pro-
mote music education in public
schools throughout Southern Cali-
fornia. Bamnes said the arrarigement
could add an additional 250,000
per year to the $1.5 million in un-
derwriting KUSC attracts annwally,
KUSC’s programming also airs on
KPSC/Palm Springs, KFAC /Santa
Barbara and KCPB/Thousand
Oaks, CA.

News of the Clear Channel-USC
arrangement brought swift reaction
from Mt. Wilsen FM Broadcasters
President/GM Saul {avine, Levine,
whose company owns$ coramercial

Classical KMZT (K-Moza:t)/L.A, |

KUSC » Ses Page 14

AR——

|

!

JULY 11, 2003

Xuse :
Continued from Page 3

told R&R that he's talking to his

plans to file formal opposition with
the compission to Clear Channel's
involvement with KUSC, Levine
contended that the deal amounts
not anly to Clear Channed getting a
. ninth station in L.A., but also to an-
| other attempt by the company to
drive Mt. Wilson out of business,
“Clear Channe! has boen after
me, trying to get our mom-and-pop
business out of business, and we
are going to resist it,” Levine said.
“The idea of Clear Channsl sefling
Classical is absurd. They are look-
ing for ways to drive us out of busi-
ness, and we're mad as hell and not
going to take it We want the FCC
to protect us from this egregious
type of behavior.™ Levine said he
may also seek help from the De-

partment of Justice on the matter.

company’s FCC attorneys and .
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SAUL LEVINE

'Clear Channel Explores o
Noncommercial Frontier

A shot was heard around the
noncommerscial-radio world
recently, when Clear Channel’s
Loz Angeles operations and
University of Sotithern Califor-
nia Classical outlet KUSC /Los
Angeles forged a partmership
under which Clear Channel
handles KUSC's underwriting
business.

The FCC has not questioned
the deal, which may give the
nation’s largest radio owner
business beyond what it can
write at its eight local stations,
but the move immediately drew
fire from Saul Levine, owner of
crosatown commercial Classical
KMZT. Levine has fiercely criti-
cized the arrangement and is
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Clear Channel Explores Noncommercial Frontier

Contirued from Page 1

characterize ot as a joint sales agree-
ment, but more akin to a represen-

planning legal action (see story, this  tation deal. No KUSC staff was dis-

page).

placed, and Schefa will consult with

KUSC's motive for signing the ~ Clear Channel staffers to them help

contract, which went into
effect July 1, was simple:
Though the station has
$1.1 million m corporate
sponsor agreements in
place for 2003-2004, Direc-
tor/ Underwriting Abe B
Schefa was having a hard i

master the nuances of
KUSC’s underwriting
policies and approaches.
The distinction is criti-
cal, because, under the
rew FCC rules, [SAs are
included in an owner’s
station count in a market.

time generating more in- I it the rules are ultimately
come. Consultant Louise ™ gy upheld, a JSA with KUSC
Heifetz recommended to Chartie Rahilly wl:)uldgiveClearC}mmwl
KUSC President/GM Brenda Barnies  too many properties in Los Angeles.
that Barmes meet with Clear Chan- Barnes maintains that KUSC is
vel Sr. VP/West Coast Charlie Ra-  keeping control over underwriting
nilly, and the two gides ultimately  messages to ensure that what's pro-
inked an arrangement that they  vided is consistent with the station’s

i
3
H
a
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&
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programming and underwriting
language. These “spots”™ are limited
t0 15 seconds and must meet three
criteria: There must be no quatitative
information (“The best widget on
the planet”), no pricing
information and no calls
to action.

“We'll still control all
of that, just as we have
before,” Barnes says.
“The major difference is
that KIJSC staff members
won't be the ones out on
the street talking to cli-

ents. That will be Clear Brenda Barpes

Channel.

Rahilly’s five-member core team
hasn't written any business for
KUSC vet, but he's brimuming with
confidence. He says, “We wouldn't
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“] EXPRCIE RO Peopic 10 raise Guestions
concems, but the phane calls and e~mails
have been ‘Tell us how it works’ and ‘Gan you
give me a phone numbe to cail?””’

Brenda Barues .
have taken on the chatlenge if we riosity from other noncommerdal |
weren'’t confident that there was an  stations around the country. She
appetite in the marketing communi- ~ says, “Abe attended a public-radie
- ty of Southern Califomia  fundraising and business-develop- -

to. demonstrate support ment conference the week after this

for KUSC and also, at the
same time, reach its very
j loyal, affluent audience.
I We're in the ‘show me’
B8l stage for Brenda right now,
8l and [ feel a tremendous
sense of abligation o her
and to the team at KUSC,

“Our goalis to getnorth
of what they’ve been able
to do in underwriting and have this
be a real success. That's what our
folks are focused on: tatking to ev-
ery single client that we do business
with, sharing this capability and
then getting deals closed.”

I KUSC reaches its revenue gaals,
it plans to cap the amount of under-
writing that will be used for its op-
erating budget and dedicate the rest,
apat! from funds contracted by both
partizg for contributions to music
education, to support the station’s
endowment,

KUSC's decision to take advantage
of Clear Channel’s 100-member
Snntham Califnrnia wiles foree and

was announced, and he was inun-
dated by people who wanted to
know about the retationship. I ex-
pected more people to raise ques
tions or concerns, but the phone call
and e-mails have been Tell us how
it works” and ‘Can you give me 3
phone number to call?” ‘
Rahilly says he's received six to -
eight queries from noncomm win-
dow-shoppers. Asked if he envisions
a rollout to pursue noncomm busi-
ness hationally, he says, “Make no
mistake: I'm a rabid capitalist. Butl
really see this as an oppurtunity for |
Clear Channel to serve two pillarsof |
what our counry looks tobroadcast- {
ing te have: o alfsmy and diversity.
“If we can creaie a cclatinnship
that helps maintain KUSC and helps -
build an endowment to ensure its
survival and its thriving into the fu-
ture, then we've really served both
of them. We can pick up a few shek-
els along the way and, at the same

time, use our traffic-sales force to ex-
brme F b veethop fored 000 e oy -



hilly, and the twa sides ultimately tmessages to engure that what's pro-  KUSC yet, but he's brimming with
inked an arrangement that they  vided is consistent with the station's  confidence. He says, "We wouldn't
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folks are tocnsed on: tatiking to ev-
ery single client that we do business
with, sharing this capability and
then getting deals closed.”

I KUSC reachesits revenue goals,
it plans to cap the amoumt of under-
writing that will be used for its op-
erating budget and dedicate the rest,
apart from funds contracted by baoth
parties for contributions to music
education, to support the station’s
endowment.

KUSC’s decisipn to take advantage
of Clear Channel’s 100-member
Southern California sales force and
allow bundling of its sponsorships
with commercial-duster packages is
another sign of the emerging fscat
creativity across the Classical radio
spectrum. WQXR/New York, owned
by the New York Times Co,, recently
embarked on a record-business ven-
ture when it financed a CD by the
celebrated Orchestra of St. Luke's/
St. Luke’s Chamber Ensemble (R&R
6/20).

Barnes reports that the Clear
Channel initiative has atfracted cu-

ness f'lﬂ.ﬂi]l\ﬂlly, e tays, WNldAe w :
mistake: I'm a rabid -spitalist, ButI |
really see this as an opportusity for J
Clear Channel to serve i piffarsof |
what our country looks to broadcast-
ing to have: localism and diversity,
“If we can create a relationship 1
that helps maintain KUSC and helps
build 2n endowment o ensure it
survival and its thriving into the fu~
ture, then we've really served both :
of them. We can pick up a few shek-
els alung the way and, at the same

time, use our traffic-sales force toex-

tend it to another level, If we're sug- -

cessful, I'd love to see it grow in
terms of the nuinber of markets we
employ it in.”

Despite the ouriosity of other non-
comms, Barnes believes other sta-
tions are still unsure whether a sim-
ilar plan would be right for them.
However, she adds, “There are ofh-
er people who are ready te explore
it pretty quickly, and they say, ‘1
think this a great move and a realiy
good possibility for the future of
public radio.”
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