‘Wall Street’s lov_e for radlo turns sour

| _’?:iij Satelhte radio, _
L threat to proﬁt margms '

t?estors loved the' radio’ bus1—

: -'ness Its sky-high profits mar-
~gins were among the best in the

| miedia industry and changes i
* ‘ownership rules a decade ago’
“triggered a wave of merger
“deals. Prospects for’ growth:

| seemed great!

- listehers seem to be swi

. their radms in favor of 1Pod.s and _}mventory out there.”

/| - hew threat is emerging from - Radio révenues are now. edg--

- commercial- ﬁveechannels oﬂ'ered ‘ing higher; biat nothing like the

.. growth they enjoyed in the ‘90s;  SOURC
‘Last year, radio- advertising iy
inched up 2 percent, and in -

1k by satellite radio.
.. This week; media

er, mostly because
iccounting’ charge.

. Industry observers say many

| ;"of the problems reflect the in-

“dustry’s focus on profits and -

‘Wall Street, rather than con-

| sumiers. Specz.ﬁca]ly, they point. :
to-cost-cutting that compro-'
“ mised ‘the quality of program: -
|- ‘miing; and‘a tendency to'put -
| ‘more advertising on.the air
s to-curtail clutter by reducmg
- ads each hour by about 20 per-:

In the boem years of the late - cent cuttmg the amount_oftra- :

.| - alienating listeners with what’s
' known as advertising “clutter.”

L many. mcreased the amount of -

-ad time, or “inventory,” as it’s -
called mthe mdustry, toaccom- . ;
-modate the surging demand :

~Radio, an industry magazine'

* These days WéﬂSﬁ'eetWolﬂd-_.::.iowned by Clear Channel. ' -

: rather hear something else;
Growthmadverhsm;hasslowed, g
off: .

a big dropoff in ‘demand for

1Pods presen

1990s radlo stat10ns beneﬁted B
from. the. surge.in advertIsmg_:_ R
from Internet companies; and -

 “It was'a boom time,” sald: i
Tom Taylor the edltor of Insnie'. e

: and Vlacom address thelr own
1ssues external threats are

“Then camé the bust,” Despite

radio ads:since then, Taylor :
says;: “There’s. way. too much B

-t g1ant Via-.:

| comTne. disclosed that it wrote:

|- downithe value of its radio busi- -
‘- niegs by $11 billion and the na- -

1 Joap
‘tion’s largest radio cham G ear Radio Advertising Burea

- Inorder to beef up its: own.

2003 it rose just 1 percent; a
‘eording to figures from’ the._

"_;radm portfoho, Viacom, which.-
~had come under criticism for
running its stations too leanly; -
g selling off stations that aren’t -
in the top 20 markets and in-
vesting more money into the
‘ones that it’s keeping. Viacom. -
also owns CBS; MTV and the."
Paramount movie studio.” _

~Meanwhile, San: Antomo-

based Clear Channel is trying -

'.texmﬁnanmallut forlts “Less. :
More” program, but it says the
‘strategy will pay off in the long:
run by bringmg listeners back.:
- “We know that shorterdength
‘commercials work,” John Hogan; -
- shock jock'Howard Stern and a
$108 million deal with NASCAR,
‘while XM reached a $650.mil-
- lion deal last fall with Major

and charging more for them

chief execuitive of Clear Channel

Radio, told analysts on a confer-:
‘ence caH Friday to discuss the
i company’s quarterly earnings, .

A federal rule change in 1996 :
led to a wave of merger activity,
‘leaving 2,000 of the nation’

gl f
XM Satellite Radio Holdmgs-
'Inc and :Sm g Sateﬂlte_Ra' ’o_

~Secomn spots and:
- selling more 30-second spots,

wer the past twoPye s, while

“those of terrestrial radlo com-

panies have stagnated _
- XM and Sirius are mvolved i

an increasingly ‘aggressive bid-

‘ding war for top talent. Sirins

signed a $500 million deal with

League Baiseball: Still; the com-

panies havejust 4.3 mllhon sub-
j scrlbers between: them as-of the

12,000 statlons —many in‘-en

large markets = concentrated






