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ABSTRACT

This study investigated the organizational structures and management
strategies of selected radio duopolies. At the time of this study radio duopolies
had been legally permitted to exist throughout the radio industry for less than
two years. Radio broadcasters were groping for the appropriate designs and
strategies to successfully operate a duopoly. Sixty-nine owners and managers
representing 16 duopolies and 15 markets were interviewed using an
interview guide. Two of the 69 interviews were conducted as a pilot study to
revise the interview guide and develop more precise research questions.
Station documents were analyzed from the local public file and the stations’
files at the FCC building in Washington, D.C. An FCC official was also
interviewed for background information. Observation of some duopoly
activities was also used in data collection.

Qualitative analytic techniques used by three other researchers
(McCracken; Strauss and Corbin) were used to develop an overall model
supported by four themes and 12 sub-themes. The interview transcriptions
were individually analyzed word by word and by participant. The interview
transcriptions were collectively analyzed by six responsibility areas and by
nine question groups.

Results indicated some consensus among duopoly managers on the ways
available to structure and manage duopolies. However, there was not
uniformity in the implementation of those strategies throughout the duopolies
in this study. Duopoly managers and owners have used a vehicle (the duopoly
staff) to travel along the duopoly highway in three phases. The travel process

model consisted of the finding, learning, and leading phases.




Duopolies have succeeded in the radio industry. The success rate may
not have been as fast as some owners hoped. Duopolies have put some people
out of work. Duopolies have eliminated some niche formats from certain
markets. On the other side, duopolies have added jobs to a community and
created new positions in some radio stations. Duopolies have brought niche
formats to a market to serve an unserved audience. Duopolies have kept some
stations on the air. This study has shown that duopolies on the local level can

be a benefit to the communities of listeners, advertisers, and employees.
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CHAPTER ONE

INTRODUCTION

United States radio stations have increased in number since the era of
deregulation began in earnest with the 1981 Federal Communications
Commission (FCC) deregulation order.l There were 8,761 radio stations on-the-
air in mid-1980 (Broadcasting, 1980). This number increased 25% to 11,647 by
mid-1994 (Broadcasting&Cable, 1994). Two deregulatory FCC decisions
contributed to this growth: repeal of the anti-trafficking rule in 1982 and the
introduction of 689 additional allocations (Carter, et al., 1989) for more FM
stations through what became popularly known as Docket 80-90.2

In 1962 the FCC adopted a three-year holding period for radio licenses
before the stations could be sold again.3 The anti-trafficking rule's repeal
allowed station license holders to sell a station without holding the license for
any specified time. The FCC required a one-year holding period, however, for
licenses acquired through a comparative hearing or the minority ownership
policy (Carter, et al., 1989). Marketplace forces have helped correct the excess
number of stations being trafficked. National Association of Broadcasters

(NAB) official Mark Fratrik said: "You can no longer buy a station, then turn

1. 84 FCC 2d 968 (1981).
2. 94 FCC 2d 152 (1983).
3. 32 FCC 689.



around and sell it. There are fewer buyers and more sophisticated buyers in

the market" (Kadzis, 1992).

Docket 80-90 created a table of FM frequency allotments to be introduced
and assigned on a rotating basis from 1985-1988. Docket 80-90 also allowed
stations the flexibility of upgrading their technical facilities in order to put
their signal over a larger, more populous market.

Additional stations seeking revenue from essentially the same number
of advertisers forced many stations to close their doors by 1990. Even before
the U.S. recession that began in the late 1980s, many radio stations found that
the revenue pie had become a lot smaller than when they started their
businesses. Subsequently, many stations began losing money and even going
dark (off-the-air). More than half of all radio stations lost money in 1990.4
Since 1988 average AM station operating profits fell 50% and average FM
station operating profits fell 369 (Mass Media Bureau, 1992). Almost 300
stations were silent in 19925. Two years later that number increased to 379
silent stations (Radio Business Report, 1994). Hundreds of stations that did
remain on the air were switching from live programming to satellite-
delivered programming in order to reduce expenses. Many broadcasters from
around the country said this was not serving the community.

This introduction chapter has five parts. The first part will be a
combination of a brief background to the study and definitions of terms used
in the study. The second part will include the historical and legal background

of the study. The third part will explain the research questions. The fourth

4. 7 FCC Red 6387, footnote number three, refers to an NAB Press Release (July 2, 1992)
that the trend continued in 1991 with 58% of all radio stations losing money.
S. 7 FCC Rcd 6387 (1992).



part will outline the parameters of the research. The final part will describe

the organization of this study.

PART ONE

BACKGROUND

FCC deregulation combined with two other factors to force the radio
industry 1o refexamine the way stations were operated. The first factor was
the accumulation of heavy debt loads by companies that expected to make a
quiék'profit from radio station tradinvg. The second factor was a decrease of
available advertising revenue during the 1989-1992 U.S. recession.

Elimination of the three-year holding period for radio licenses brought
new money into the radio industry. Investors who previoqsly did not want
their money tied into one investment for three years could now invest into the
radio business and be able to exit at any time, assuming there were always
going to be other willing buyers or investors. Some radio companies would
leverage their investment against a multiple of a predicted cashflow based on
expected growth of advertising revenues. The ready access to new capital and
investors allowed broadcasters to enter these highly leveraged transactions
(HLTs) in order to increase their group holdings or upgrade their facilities.
Since the acquisition of additional debt was based oﬁ the cashflow of a radio
station, the owner was expected to increase the cashflow over the years so the
investors would realize a sizable return on their investment.

Radio stations, along with other media, were dealt a severe blow when

the economic recession forced advertisers to cut back their media spending in
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the early 1990s. Two reasons have been cited for this advertising decrease.

The first reason was the massive debt incurred by store owners who
themselves attempted leveraged buyouts of competitors. The other reason
pointed to advertisers seeking more accountability for their promotional
dollars, turning their efforts to cable television, couponing, and direct mail
(Anderton and Sanders, 1992). Radio stations indirectly contributed to less
advertising revenues by lowering rates to compete with the additional stations
that had brought in the additional commercial inventory to the market (Quinn,
1992). This downturn in advertising revenue for radio stations meant owners
were not able to service their HLTs. Radio stations, as well as other media
companies, were forced to adopt different business practices in order to adapt
to the new economic realities (Owers, et al., 1993). These business practices
included personnel layoffs, reducing the costs of production, pursuing
additional revenue streams, and "niche" marketing (Owers, et al., 1993).
Relaxation of FCC policies that restricted the number of stations allowed
in a market, a subsequent increase of capital and investors into the radio
industry, and a weak economy in the retail advertising industry were three
factors that affected the financial picture of many radio stations. Stations 1
were forced to cut back in their service to their community of license, reduce
their staff and other expenses, declare bankruptcy and put the station into the
hands of a court-appointed receivor, enter into a financial workout with
creditors, or turn off the transmitter and wait for someone to buy the station
before the license had to be returned to the FCC. There were some station

owners, however, who began to wonder if some form of consolidated



operations with another station in the same market might forestall the

previously mentioned bleak financial outlooks.

The next part of this chapter will resume the discourse from this point
and provide the historical and legal background to the study. At this point the
author needs to introduce the reader to terminology used in the subsequent

parts of this chapter and the rest of the study.
Definition of Terms

Radio station owners began combining operations by joining the
programming or sales staffs of two stations in the same market or by joining
the entire operations of both stations. The names associated with these
alignments were varied but similar: Local Marketing Agreement (LMA), Joint
Operating Agreement (JOA), Local or Joint Sales Agreement (LSA or JSA), Joint
Operating Venture (JOV), or Time Brokerage Agreement (TBA). Two of these
variations became widely-accepted by broadcasters: LMA and LSA. The FCC
preferred to remain with the TBA acronym when referring to LMA
arrangements in their written notices and regulations. FCC Mass Media Bureau
Assistant Chief Stuart Bedell said, "Generally, when the Commission uses Time
Brokerage Agreement or LMA they are using them the same way and they
refer to the same kind of a deal" (Bedell, 1994). The difference that must be
recognized is between the LMA/TBA and the LSA. The Local Marketing
Agreement affects at least the programming content of the radio station
whereas the Local Sales Agreement affects only the sale of time on the radio

station. The LMA is regulated by the FCC. The LSA is not. Bedell said these




terms are not precise since there are also combinations of both "joint [local]
sales agreements with time brokerage arrangements" (Bedell, 1994).

| Two stations entering into one of these agreements would merge a
portion of their operations. Usually, one of the stations was a strong station
and the other a weak station in the market. Even though the sales,
programming, administrative, or a combination of the three areas merged
under an agreement, both licensees retained responsibility for their licenses.
Typically, under an LSA, a station ("Agent") would take in another station's
("Licensee") inventory (commercial availabilities) and sell both stations’
inventory. The Agent would receive part of the sales and collections. The
Licensee would receive the remainder.6 The LMA is also a financial
instrument for stipulating terms by which a station's airtime is brokered to a
competing station (Mims & Smith, 1993). The LMA typically is an agreement
involving both the sales and programming aspects of the brokered station. A
typical LMA might occur like this: Station A approaches station B. Station B is
usually under some form of financial stress. Station A offers either a straight
cash payment or a cash payment and a significant percentage of sales
revenue. Station B will allow station A to program and/or sell all, or most of,

the time on station B (Anderton and Sanders, 1992).

6. Based on an interview with Bill Hays, February 24, 1993. Hays is General Manager and
Vice President of Oak Ridge FM, Inc., the Agent in an LSA with WCKS Broadcasters, Ltd.
Hays would not comment on what the percentage split was, saying, "the FCC doesn't
require us to give out that information." LSAs are only required to be in the station's
public file. LMAs are required to be filed with the FCC within 30 days of implementation
(7 FCC Red 6402; 1992). This particular LSA was terminated in early 1994 when a
competing radio station attempted to buy the "Licensee" in this LSA (Radio Business
Report, 1994).

o




Relaxation of the FCC's ownership regulations in 19927 allowed radio

station owners to expand their LMAs and LSAs into part of their ownership
structure. The FCC allowed radio operators to create a duopoly in their market.
A duopoly differs from an LMA or LSA in that the purchasing owner takes
over the license and total control of the purchased radio station. One owner
then controls the licenses of two radio stations of the same service (AM or FM)
in the same market.

The revisions created two market tiers. The first tier included markets
with 14 or fewer stations. In this tier an owner could own up to three stations
but not 50% or more of the stations in the market. Any combination in this
tier could not have more than two stations of the same service. Examples of
possible duopoly combinations in this tier would be:

AM-AM

FM-FM

AM-AM-FM

AM-FM-FM.

At least five stations would need to be in the market for an owner to acquire
the first or second combination to meet the 50% restriction. To have the third
and fourth combinations a market would need to have at least seven stations to
meet the 509 restriction.

The second tier included markets with 15 or more stations. In this tier
an owner could acquire up to four radio stations. Again, the two of the same
service per combination restriction was applied to this tier. Also, any

combination which included two stations of the same service could not have

7. The next part of this chapter will provide the background to the rule changes.
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more than 25% of the audience listening to the combined stations. The

audience measurement used was the latest one available at the time of filing
for the other station(s') license(s). The measurement could come from
Arbitron or a similar service. Provided these two restrictions were met this
tier could have the same possible duopoly combinations as the first tier plus
this additional one;

AM-AM-FM-FM.

Licenses not included in the revised duopoly rules were those licenses
assigned to non-commercial stations, translators or stations not operational.8
Non-operational stations are those new stations still being constructed or
existing stations that are off-the-air.

The FCC also provided a new definition of the term "market" when
market was applied to a duopoly combination. An owner determines what
market tier the proposed duopoly combination would be in "by counting all a
broadcaster's local 'post-transaction,' commonly owned radio stations and
adding to that number all commercial radio stations the principal community
contours of which overlap the principal community contours of any of the
broadcaster's commonly owned stations" (NAB Legal Department, 1993). The
contour was an engineering designation which showed how far out from the
transmitter site a station's signal could be heard at a certain power. The five-
millivolt contour was used for AM duopoly designations. The 3.16-millivolt
contour was used for FM duopoly designations. An engineer for an owner who
wanted to form a duopoly would plot the contours of the proposed combination

and then plot all similar contours that would intersect any of the proposed

8. 7 FCC Red 6395 (1992).




combination's contours. The number of intersecting contours plus the
proposed combination's contours would determine if the owner would be in a
small or large market (an example of an engineering statement prepared for

the Decatur duopoly can be seen in Appendix E).

PART TWO
HISTORICAL AND LEGAL BACKGROUND

This part introduces the reader to the legal and historical aspects of the
duopoly rule. Separation of these two aspects into different segments would be
difficult as the history of duopoly is intertwined with legal actions by

regulatory agencies, the courts, and the U.S. Congress.

Through the 1970s

The FCC's interest in duopoly regulation stemmed from the Commission's
investigation into chain (network) broadcasting in the late 1930s. In March
1938 the FCC had established a committee to investigate the radio networks and
their affiliates. One of the issues in the investigation sought "information
concerning the extent and effects of concentration of control of stations
locally, regionally, or nationally in the same or affiliated interests, by means
of chain or network contracts or agreements, management contracts or
agreements, common ownership or other means or devices."9 The Report on

Chain Broadcasting was released in May 1941. The report reflected the FCC's

9. 54 FCC 24 331.




interest in wider diversification of ownership and control of the mass media
(Singleton, 1979). During the chain broadcasting investigation in 1940 the FCC

also strengthened the duopoly rule that prohibited ownership by one person
of more than one AM, FM, or TV station in a given market. The rule stated
parties were prohibited from "owning, controlling, or operating (1) standard
broadcast stations if their primary service contours overlapped substantially,
(2) FM broadcast stations which served substantially the same area, and (3)
television broadcast stations which served substantially the same area."10 This
rule forced the sale of radio stations in more than 40 markets (Singleton, 1979).
The Report on Chain Broadcasting laid the foundation for the FCC's
multiple ownership rules. These early rules had a twofold objective: (1)
Fostering maximum competition in broadcasting, and (2) promoting
diversification of programming sources and viewpoints.11 The FCC attempted
to control local or regional concentration of broadcast stations through a
variety of amendments to the duopoly rule which was encased in the multiple
ownership rules. The first amendment became effective July 16, 1964. The
general terms of "substantially the same area" were changed to more specific
standards: "(1) standard broadcast stations—no overlap of predicted or

measured 1 mv/m contours, (2) FM broadcast stations—no overlap of the

10. 45B FCC 1728 (1964). There is a slight distinction between the definition of
concentration for AM and FM and TV licenses. This distinction is noted in the Federal
Register: that an owner could not own or operate "another FM (or TV) station which serves
substantially the same area." The restriction for standard (AM) stations was more
specific: the rule bars overlap where "a substantial portion of (the applicant's existing
station's) primary service would receive primary service from the station in question,
except upon a showing that the public interest will be served through such a multiple
ownership situation" 27 FR 6846 (1962).

11. 22 FCC 2d 307 (1970).

10




predicted 1 mv/m contours, and (3) television broadcast stations—no overlap of
the predicted Grade B contours."12 This amendment applied only to new
station applications, assignment of licenses, or transfer of control of licenses.

The Commission's second attempt at modifying the duopoly rule
occurred on March 25, 1970 when the "one-to-a-market" rule was adopted.
This rule was "an extension of the present duopoly rules, since it would
proscribe common ownership, operation, or control of more than one
unlimited-time broadcast station in the same area, regardless of the type of
broadcast service involved."13 An owner could not own more than one AM,
FM, or TV station in a market. The one-to-a-market rule did not apply to
existing combinations, to certain AM stations,14 or to non-commercial
educational stations. One year later the FCC modified the one-to-a-market rule
$0 AM-FM and radio-UHF combinations on a case-by-case basis were
permitted.15

On July 23, 1975 the FCC released a Notice of Proposed Rule Making
which sought comments on a proposal to again amend and expand the duopoly
rule to a regional concentration rule by limiting a broadcast owner to four
stations per state. AM-FM combinations would count as one station. After
numerous filings against this proposal the FCC abandoned the concept of
limiting station ownership within states and instead adopted a proposal to limit

distances between owned stations. On April 22, 1977 the FCC amended the

12. 45B FCC 1728 (1964).

13. 22 FCC 2d 307.

14. Ibid. Class IV AM stations in communities with populations under 10,000 and
daytime-only AM stations were also permitted to own FM stations in the same market if
the FM station was not co-owned with a TV station.

15. 28 FCC 2d 662 (1971).
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regional concentration rule to "prohibit generally the acquisition of a station

or modification of facilities if such would result in the common ownership of

three broadcast stations where any two are within 100 miles of the third if

there is, or will be, primary service contour overlap of any of these related

stations."16
As of the late 1970s the duopoly/regional concentration rule looked like

this for a broadcast owner:

¢ The only new combination allowed would be AM-FM or radio-UHF;

¢ Co-owned stations could not be within 100 miles of each other if the

primary service contours overlapped;

e Radio stations could not be co-owned if their 1 mv/m contour overlapped.
The 1980s

While the FCC's 36-year (1941-1977) struggle to define the duopoly rule
was occurring there were many instances of broadcast owners applying for
waivers of the duopoly rule. The author documented 24 such cases. Fourteen
waiver requests were granted while ten waiver requests were denied. Reasons
varied why the FCC was not consistent with the requests.

The FCC cited several criteria when duopoly waiver requests were
denied. In particular, the FCC wanted to know (1) if controlling interests were
identical, (2) whether there were differences in managerial or programming
policies, (3) whether the stations were or could be engaged in actual

competition, (4) if the duopoly would prevent future entry into the market by

16. 63 FCC 2d 828.

12
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other applicants with "new, different, improved, and competitive services," (5)

what was the benefit to the community beyond helping the "private interests"
of the owner or providing media diversity in a community, (6) if the existing
station or other stations in the area, in the case of an application for a
construction permit, would adequately cover the proposed coverage area of the
new station, and (7) if there was justification beyond providing the first local
daytime or nighttime service to an area.l7

The FCC was just as varied in their reasons for granting waivers of the
duopoly rule as they were for denying waivers. Specifically, the FCC allowed
duopolies to continue or to be formed when (1) an owner that would be in
violation of the duopoly rule promises to divest interest in one of the stations
by a specified time, (2) the FCC determined that the percentage of overlap was
not critical, (3) the efficient use of existing signals was sufficient even though
the existing stations were not operating at maximum power and the creation of
a new station would prevent increases in power to the existing stations
because of the duopoly rule, (4) a station owner promised not to make decisions
concerning a station bought by an organization for which the owner was a
director, (5) the choice was between the first FM service or no service at all
for an area, (6) the overlap was actually for only a short time each day due to
directional patterns between stations in two separate cities, (7) a station's
assets were placed into an irrevocable trust for the benefit of the owner who
purchased an overlapping station, (8) the high conductivity characteristics of

salt water caused the overlap of AM signals, (9) the public would gain from a

17. 5 FCC 183 (1938); 28 FCC 261 (1960); 35 FCC 740 (1963); 1 FCC 2d 653 (1965); 42 _
FCC 2d 190 (1972); 53 FCC 2d 216, 755 (1975); 56 FCC 2d 42 (1975); 68 FCC 2d 992
(1978); 82 FCC 2d 279 (1980).

13




new local service, and (10) a principal's interest in an overlapping station was
less than five percent and the stations were controlled, operated, and staffed
separately in separate markets and were financially independent.18 _

These reasons for requesting a duopoly waiver exemplified a
broadcaster's concern for the most efficient operation of multiple-owned
stations in the same area. The Comptroller General of the United States
reported to Congress in 1979 that over half of the nation's 7,000 radio stations
by 1976 were involved in AM-FM co-owned, same-market combinations.19

The Commission's staff began to turn against the ownership rules at the
starf of the 1980s (Emord, 1989). The Commission's Network Inquiry Special
Staff released a report20 critical of the duopoly, one-to-a-market, and regional
concentration of control rules. The Special Staff found that the [almost] forty
years of FCC ownership regulation had produced almost no_public interest
benefits (Emord, 1989). On May 1, 1984 the Commission repealed the regional
concentration of control rule.2l The FCC found that the growth of media
outlets and the competitiveness of these outlets would preclude anti-
competitive behavior in regional media markets (Emord, 1989). Under the
banner of deregulation the march towards elimination of the duopoly and one-

to-a-market rules continued. A Notice of Proposed Rule Making was released

18. 30 FCC 133 (1961); 31 FCC 982 (1961); 35 FCC 465, 740 (1963); 2 FCC 2d 364 (1966);
4 FCC 2d 809, 838 (1966); 17 FCC 2d 840 (1969); 37 FCC 2d 953 (1972); 47 FCC 2d 463
(1974); 62 FCC 2d 691 (1976); 67 FCC 2d 583 (1978); 69 FCC 2d 1256 (1978); 72 FCC 2d
198 (1979). :

19. U.S. General Accounting Office: SD Cat. No. GA 1.13:CED-79-62.

20. Footnote 21 (Emord, 1989) cited the report by the Network Inquiry Special Staff,
Federal Communications Commission Final Report, New Television Networks: Entry,
Jurisdiction, Ownership and Regulation II-2 to 1I-13, 1I-32 to 1I-38 (1980).

21. 101 FCC 2d 402.

14



on February 20, 1987 supporting relaxation of the rule prohibiting overlap of
the broadcast contours of co-owned commercial AM and FM stations in the
same broadcast service and of the rule prohibiting common ownership of
commercial radio and television stations in the same market.22 The FCC cited
examples of administrative and programming cost savings that could enhance
program diversity as reasons to modify the local concentration rules (duopoly
and one-to-a-market).23 Two years and two days later the FCC modified the
local concentration rules so that common ownership of two radio stations was
permissible if the two stations' primary service contours overlapped. The
common ownership would only be impermissible if the two stations' principal
city contours overlapped.24 Common radio-television ownership would be
granted "favorable" review status for a requested waiver of the one-to-a-
market rule if the request came from licenses in the top 25 markets or the
licensees of other markets could demonstrate the existence of "failed"
broadcast stations in those markets.25
Broadcast owners faced a new set of ownefship/concentration rules as

of the late 1980s:
e AM-FM combinations were now permitted in any location;
¢ The area covered by the duopoly overlap restriction for commonly owned

stations had been reduced from the primary area to the principal city area;

® Some same-market combinations would be permitted.

22. 2 FCCRcd 1138.

23. 2 FCC Rcd 1140-1141.

24. The principal city contour is defined as the 5 mv/m contour for AM stations and the
3.16 mv/m contour for FM stations (4 FCC Red 1723). '
25. 4 FCCRcd 1741.
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LMAs, TBAs, and the 1990s

Besides trying to own stations with overlapping contours other
broadcasters attempted to join operations through the sales or programming
areas. The Commission allowed a station in Alabama to program a specific
number of hours on a competing station in order to provide adequate coverage
of the area's high school football teams. The FCC limited this particular "time
brokerage arrangement” to the specified time period indicated by the
applicant.26 The Commission did express concern that extensive time
brokering might constitute an improper delegation of program control by the
licensee to the broker(s), and hence conflict with the public interest.27
Continued interest in joint operations prompted the FCC to issue a Notice of
Inquiry on July 23, 1973 seeking comments on the use of combination
advertising rates between competing radio stations.28 The issue of brokering
a radio station's time did not surface again until 1980 when the Commission re-
visited time brokerage. The Commission premised their re-examination "on
the view that it could foster healthy program competition and enhance
diversity of programming by encouraging independently produced
programming."29 The Commission's focus of this policy statement was to
encourage broadcasters to invest in the varied independently produced

programs available so that all specialized audiences could be served. The

26. 31 FCC 2d 584 (1971).
27. 33 FCC 2d 653 (1972).
28. 41 FCC 2d 951.
29. 82 FCC 2d 108.
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owner would derive benefits from serving a specialized audience while at the
same time not incur the expense of operating an entire station for that
audience.

Broadcasters began to feel the effects of the U.S. recession in 1989. Both
the FCC and broadcast owners began to look for ways to keep radio stations
economically viable. In a Notice of Proposed Rule Making on April 12; 1990,
the FCC proposed a relaxation of its duopoly rules to allow common ownership

of two AM stations in the same market if the owner agreed that any

interference to other stations, caused by either station, would be reduced.30

The FCC expanded the NPRM to a Repoft and Order on May 9, 1991 to examine

possible changes to the radio ownership rules. The FCC sought answers for

many questions inciuding the following:

e Should the contoﬁr overlap (duopoly) rules be modified to permit
ownership of multiple AM and multiple FM stations in the same market, if
the cumulative local market shares of those stations are at or below a given
percentage?

® Should the Commission adopt a specific policy encouraging joint ventures
and cooperative arrangements among stations?

¢ Should the Commission adopt a comprehensive policy governing time
brokerage agreements?31

Jessell (1991) reported on broadcasters' respoﬁses to the FCC's call for
comments on the "attic-to-basement” review of the multiple ownership rules:

“If there was a consensus among broadcasters, it was that the national multiple

30. 5 FCC Rcd 4387.
31. 6 FCC Rcd 3275.
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ownership and the local duopoly rules must go or at least be relaxed." The
National Association of Broadcasters (NAB) urged the Commission to continue
policies which encouraged joint operations among stations, saying
"collaborative efforts have often made it possible for marginal stations to
remain on the air," especially during economic downturns (NAB Legal
Department, 1993).

The FCC adopted rules, on March 12, 1992, which would have allowed
common ownership of up to 30 AM and 30 FM stations nationwide and for a
single owner to control the licenses of up to three AM and three FM stations in
the largest markets. Specifically, the proposed changes in the duopoly rules
would have allowed a single entity to own up to three AM and three FM stations
in markets with forty or more stations if the stations did not exceed 25% of the
combined audience share. In markets with 30-39 stations, three AM and two
FM stations could be owned by a single entity if the stations did not exceed 25%
of the combined audience share. In markets with 15-29 stations, two AM and
two FM stations could be owned by a single entity if the stations did not exceed
25% of the combined audience share. In markets with less than fifteen
stations, a single licensee could own up to three stations, with only two stations
being in the same service, so long as this number was less than half of all local
stations. The number of stations in a market and their market shares were to
have been determined by Arbitron or similar data wherever possible.32 This
proposal immediately brought forth the ire of several U.S. Congress senators
and representatives. Comments from broadcasters, the NAB, and the Congress

over the next several months convinced the FCC to reduce the limits set in the

32. 7 FCC Red 2755 (1992).
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NPRM, but still relax the ownership and duopoly restrictions. On August §,
1992, the FCC adopted revised regulations for permissible duopoly acquisitions:
§73.3555 (a)(1)(i) In radio markets with 14 or fewer commercial radio
stations, a party may own up to three commercial radio stations, no more
than two of which are in the same service (AM or FM), provided that the
owned stations, if other than a single AM and FM station combination,
represent less than 50 percent of the stations in the market. (ii) In
radio markets with 15 or more commercial radio stations, a party may
own up to two AM and FM commercial stations, provided, however, that
evidence that grant of any application will result in a combined
audience share exceeding 25 percent will be considered prima facie
inconsistent with the public interest.33
The FCC also abandoned the use of Arbitron market designations. A market
would be determined by the definition stated earlier in Part One (Definition of
Terms) with respect to principal community contours. The national multiple
ownership limits were reduced from the proposed 30 AM and 30 FM stations to
18 AM and 18 FM stations. The rule changes became effective when they were
published in the Federal Register, September 16, 1992.34 Two years from this
date, on September 16, 1994, the national multiple ownership limit will be
increased to 20 AM and 20 FM stations.
The NAB filed a petition for rule making on behalf of the small market
broadcaster within one year of the new duopoly regulations' implementation.

The NAB was concerned about the limitation of broadcasters in markets with

33. 7 FCC Rcd 6406; 47 CFR Ch. 1 (10-1-92 Edition) p. 320.
34. 57 FR 180, 42701.
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\ four or fewer radio stations. According to the market definition these

broadcasters would not be able to form a duopoly or an LMA. The NAB was also

i concerned about markets that traditionally have been small markets but have
been deemed large markets based on the "contour approach" for determining
market size, thereby triggering the audience share restriction (NAB Legal
Department, 1993). In the petition the NAB recommended the Commission
adopt new measures giving smaller market broadcasters additional local radio
ownership opportunities by:

¢ Changing the small market rule to allow ownership of 50% of stations in

the market;

¢ Allowing any single station or AM-FM combo owner to add one more station
to common ownership (or allow a time brokerage-type LMA with one more
station), regardless of whether the acquisition/LMA exceeds the small
market 50% rule, the small market three-station limit, or the large market
25% market share rule;

¢ Allowing any station's acquisition of a "failed station," e.g., a station dark
for more than six months in a local market;

| e "Formalizing" a small market waiver system whereby smaller market

stations would be given a clear set of criteria for seeking an exception to
the local ownership limits in the rules, and

¢ Ensuring that stations proposing new common ownership, or a time
brokerage-type LMA, will not be evaluated under a "mix" of the small

market and large market rules (NAB Legal Department, 1993).35

35. The FCC was expected to put the NAB small market duopoly petition on public notice
in January 1994, thereby soliciting comment on the petition (NAB Legal Department,
1993). This was confirmed in the Bedell interview: "We're waiting to see what comments
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Broadcasters were not waiting for the FCC's proposals to take effect. Two
broadcasters in Florida and Missouri had written the FCC for comments on
actions the broadcasters were taking in 1990 to join operations of stations with
overlapping principal community contours. Three broadcasters in Texas,
Virginia, and Colorado and a broadcaster with operations in Maryland and
Florida wrote similar letters in early 1991.36 The LMA Letters clarified the
broadcasters' requests on whether their proposed joint operations were legal
under the current duopoly rules. The FCC informed the broadcasters that these
time brokerage agreements were in compliance with recent FCC rulings.37
However, the FCC also cautioned the broadcasters that the brokered station
could not abdicate the ultimate control of the station in the areas of finances,
personnel matters, and programming. The brokered station was required to
air its own station identifications and to maintain its own main studio within
its principal community contour while remaining responsive to the needs of
its community of license, or risk losing its license through the denial of a
renewal expectancy.38 Even though the legal requirements were clear for
LMAs, some broadcasters were not convinced the LMA operators would serve

the community as the FCC requested. Blountville, Tennessee Station Manager

come in and then we'll have to make some decisions. We wouldn't necessarily adopt, if we
were to adopt anything, just what the NAB had requested" (Bedell, 1994). '
36. The FCC's first and third through sixth responses to these letters came from Roy
Stewart, Chief of the FCC's Mass Media Bureau (S FCC Red 7586; 6 FCC Red 1867; 6 FCC Red
1869; 6 FCC Rcd 5397). The FCC's second response to these letters came from Edythe

Wise, Chief of the Complaints and Investigations Branch of the Enforcement Division in the
FCC's Mass Media Bureau (5 FCC Red 7585). These six letters became known as and
hereinafter referred to as the "LMA Letters."

37. 82 FCC 2d 107 (1980); 4 FCC Rcd 2208 (1989).

38. 6 FCC Rcd 1869 (LMA Letter #4).
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John Fry said, in a letter to the FCC, that a recently enacted LMA in the
.Johnson City/Kingsport market had forced him out of several community
events: "The big are getting bigger and the independents are being squeezed
out of the market; brokerage agreements bypass rules and regulations of
ownership, serving only the need of the bigger stations to gain a bigger share
of the market" (Fry, 1991).

Broadcasters quickly attached themselves to LMAs after the emergence
of the LMA Letters and the first documented LMA in a trade periodical
(Mississippi AM to Provide Programming to Ailing FM, 1990). Media Mergers
and Acquisitions president Tim Menowsky said that "not looking at LMAs in the
1990s is like ignoring the value of FM in the '60s" (Bunzel, 1992). Another
example of a broadcaster who quickly took advantage of an LMA was Richard
Novik, President of WKIP-AM/WRNQ-FM. His AM station entered into an LMA
in early 1991 with a nearby FM. The FM station simulcasted the AM signal
(Broadcasting, 1992). Still, others like Washington, D.C. attorney and author
Erwin Krasnow (Bunzel, 1992), Washington, D.C. attorneys Alan C. Campbell
and Timothy J. O'Rourke (Broadcasting, 1992), and FCC Mass Media Bureau Chief
Roy C. Stewart (Viles, 1993) cautioned broadcasters to review agreement
guidelines before entering an LMA. Other broadcasters and citizens became
alarmed that communities were losing some of their radio programming
diversity because of these agreements. Some criticized the LMAs as a way for é
market's strong stations to become stronger or for the potential control one
entity could achieve in a given market (Wolf, 1991). Some stations formed

LMAs just to survive. Ken Maness, President and CEO of Tri-Cities Radio Group,



said LMAs and duopolies were “the result of a marketplace response to an
oversupply of inventory chasing too few dollars in the radio industry.”39
Broadcasters had been using LMAs less than one year when the FCC
began reviewing their radio multiple ownership rules in 1991. Broadcasters
involved in LMAs in the early 1990s were wondering how the FCC would
regulate LMAs under new multiple ownership rules. Through early 1992 there
were approximately 194 broadcast owners representing approximately 249
radio stations involved in LMAs. Nine of these agreements were sales only
agreements (Anderton and Sanders, 1992).40 There was not quite as much
support for LMAs from Congress. A bill introduced in November 1991 by
Congressman Dingell41, that received sponsorship from both parties, would
have severely limited LMAs. The bill would have allowed a station to broker
out only 25% of its total time, exceeding that only in cases of "financial
distress." Licensees would also lose some renewal expectancy if a competing
application were filed (Anderton and Sanders, 1992). Congressman Dingell,
upon introducing the bill, said, "left unchecked, unrestricted time-brokerage
agreements could increase concentration substantially, and reduce the
diversity that is currently available to the American public" (Anderton and
Sanders, 1992). The public verbal battle over LMAs continued with FCC
‘Chairman Alfred Sikes and NAB President Eddie Fritts adding their written and
verbal support to the LMA usage by broadcasters. Sikes said he opposed House

legislation that would restrict time brokerage agreements, but also shared

39. RAB/MSC 1993 workshop "LMA's & Duoplys (sic): Does 1 +1 =37"
40. Anderton and Sanders report there were no official lists of LMAs kept which was why

these figures were estimates.
41. HR 3715: The Television and Radio Broadcast Bulk Time Sales Act of 1991.
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Congress' concern that a broadcaster may effectively turn over control of a
station through an LMA: "We are going to look closely at what constitutes a de
facto transfer of a license, and we will preclude that from happening" (Jessell,
1991). Sikes also had the backing of Commissioner Sherrie Marshall who said
in a memo to Sikes that she supported relaxation of the national multiple
ownership rules as well as the local duopoly rules (Jessell, 1992).

Discussion continued at the FCC through 1992 about how the multiple
ownership rules for radio should be revised after their March 1992
introduction. When the rules were revised and took effect on September 16,
1992, the FCC had considered LMAs part of a station's new duopoly restrictions:

§73.3555 (a)(1)No license for an AM or FM broadcasting station shall be

granted to any party (including all parties under common control) if

the grant of such license will result in overlap of the principal
community contour of that station and the principal community
contour of any other broadcasting station directly or indirectly

owned, operated, or controlled by the same party, except that such

license may be granted in connection with a transfer or assignment

from an existing party with such interests, or in the following
circumstances: (2)(i) Where the principal community contours of

two radio stations overlap and a party (including all parties under

common control) with an attributable ownership interest in one

such station brokers more than 15 percent of the broadcast time per

week of the other such station, that party shall be treated as if it has an
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interest in the brokered station...regardless of the source of the

brokered programming supplied by the party to the brokered station.42
So, broadcasters could form LMAs, however, when the new duopoly rules took
effect in September 1992, the LMA counted towards the ownership restrictions
for the station providing the programming to the brokered station. Pre-
existing LMAs and any pre-existing waiver-based duopolies of same service
stations were given until September 16, 1993, to come into compliance with the
same service simulcasting limits (NAB Legal Department, 1993). A strong
market penetration in listeners to the station restricted some stations from
forming an LMA. The brokered station could not be purchased to form a
duopoly if the audience reach of the two LMA stations exceeded 25%.
According to Larry Wilson, President and CEO of Citadel Communications, the
test of whether an LMA could become a duopoly “occurs at the point of
purchase, not when you began an LMA.”43 As the new duopoly rules took hold
many broadcasters used the LMA as a prelude to actually taking control of the
purchased station while waiting FCC approval of the transaction. Knoxville
duopoly General Manager Craig Jacobus verified this use:

[ think the only way they work anymore and the only time you really

see them today are as preludes to a full buyout because the legal system

isn't fast enough and the FCC approval system isn't fast enough.
Stations that could form LMAs continued to use this tool as a means to increase

their own advertising revenues or audience share. However, the use of LMAs,

42. 7 FCC Red 6406; 47 CFR Ch. 1 (10-1-92 Edition) pp. 319-320.
43. RAB/MSC 1993 workshop "LMA's & Duoplys (sic): Does 1 +1 =37"
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without an expected purchase of the brokered station, decreased 8.6% from

November 1993 to April 1994 (Radio Business Report, 1994).

The prevailing positive attitude towards LMAs at the 1992 Radio
Advertising Bureau's Managing Sales Conference changed dramatically at the
1993 RAB/MSC. Knoxville radio station general manager Bill Hays said
managers in 1993 (after the changes in the multiple ownership rules) were
shying away from LMAs. According to a California radio station president, the
FCC's guiding principles of diversity of ownership and local ownership would
no longer exist if LMAs were allowed to survive (Broadcasting, 1992). Robert S.
Kieve predicted that "within less than ten years the principles of diversity and
local ownership will be totally destroyed, and throughout the United states a
few very powerful, wealthy groups will run a limited number of radio stations
in each market" (Broadcasting, 1992).

Media brokers began guessing what the new radio landscape would look
like as the effective date of the new multiple ownership rules drew closer.
Station trading increased 48% in the first six and-a-half months of 1992 from
the first six and-a-half months of 1991 (Viles, 1992). Due to the limited
financing alternatives available some brokers were predicting lérge groups
would look for merger opportunities rather than acquisitions (Viles, 1992).
Some stations were creating deals to take effect when the rules changed; other
stations were changing LMAs into duopolies; some stations and groups were |

! out shopping for other stations (Viles, 1992). The concern of some brokers,
however, was that the new duopoly rules may have come too late for some
stations, predicting that "the first flurry of activity will consist of groups

snatching up individual stations or combinations to create duopolies" (Viles,
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1992). Infinity Broadcasting and Jefferson-Pilot Communications were the

first two groups to take advantage of the new duopoly rules. Infinity bought
an FM station in Chicago and Boston to accompany already-owned FMs in those
two markets. J-P bought an AM-FM combination in Denver to complement an
already-owned AM-FM combo in Denver (Gallagher, 1992). Broadcast analysts
predicted these station sales and future ones like it would make radio a more
viable advertising competitor against print and television.

As 1993 opened, most duopoly deals that had taken place since mid-
September 1992 were below the top 25 markets (Gallagher, 1993). These
markets were frequently "over-radioed areas where there was a lot of room for
consolidation and where the advantages to duopoly—being able to offer
advertisers more product while lowering overhead through economies of
scale—were most apparent" (Gallagher, 1993). Duopoly deals were expected to
account for 10% to 15% increase in station trading volume by the end of 1993
(Gallagher, 1993). Gallagher (1993) reported that 175 duopoly applications had
been filed by the end of January 1993. One month later, Gallagher (1993)
reported that 70 duopoly deals had been acted upon by the commission. The
market breakdown included: (1) three deals in the top 10 markets, (2) eight in
markets 11-25, (3) 17 in markets 26-100, and (4) 42 in markets 100-plus

(Gallagher, 1993). As of April 1, 1993, there had been 189 duopolies and 138
LMAs either announced or filed (Radio Business Report, 1993).44 There were

866 stations involved in either a duopoly or an LMA as of April 1, 1993 (Radio

Business Report, 1993). Only three deals were for AM-AM combinations

(Gallagher, 1993). In addition, most LMAs that were being filed at the FCC were

44. Supra footnote #6: The new rules required filing of LMAs at the FCC.
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part of the so-called LMA-to-purchase deals, where an owner who has filed to
buy a station enters into an LMA with the station pending final FCC approval
of the sale (Radio Business Report, 1993). As of September 17, 1993, the_: one-
year anniversary of the changes in the duopoly rules, there were 293
approved duopolies. Two hundred and twenty-one (75%) were in ranked
markets an_d 72 (25%) were in non-ranked markets. Out of the 221 dudpolies in
rélnked markets the top fifty markets had 71 (32%) duopolies; the next fifty
niarkets had 50 (23%) of the duopolies, and markets ranked below the top 100
(101-263) included 100 (45%) duopolies.

| As the first anniversary of the new duopoly rule approached some
broadcasters were not convinced that the change had affected the radio
industry. Shamrock.Broadcasting Chairman Bill Clark said “there’s a lot of
smoke [and] a lot of people [are] talking about deals, but there isn’t a lot of fire.
For now, everybody seems to be sitting tight” (Viles, 1993). Medium markets
had seen more duopoly action than larger markets. L. Lowry Mays, President
of Clear Channel Communications which owned four duopolies at this time, said
“the markets experiencing consolidation are quickly becoming better places
to do business because advertising rates tend to be firmer when the market |
leaders own more stations” (Viles, 1993). Radio analyst James H. Duncan, Jr.
confirmed the mixed reaction in the industry shortly after the first
anniversary of the rules. In Duncan's Radio Commen.ts (Duncan, 1993) the
analyst re-visited six important ways he thought the radio duopoly rules would

help the industry:45

45. These six "goals" were originally filed with the FCC in a reply to MM Docket No. 91-
140 (Duncan, 1992).
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b)

c)

d)

e)

f)

The changes will help move marginal or struggling inventory and thus
stabilize station prices. Duncan's analysis: "This has certainly
happened."

To make the radio industry more attractive to lenders and investors.
Duncan'’s analysis: "The investors have come back to the industry
quickly."

To reduce competition to a manageable level. Duncan’s analysis: "There
is still a long way to go and in many markets competition has increased
in the last year despite duopoly."

No harm will come to rural, small market, and larger market,
independent stations. Duncan's analysis: "It is too early to tell whether
or not this is happening. Independent stations in medium-sized markets
could lose control over their pricing."

Increase radio unit rates because of increased market power. Duncan's
analysis: "For duopoly to reach its full potential and to help the entire
industry it is absolutely mandatory that the strongest combinations

must, at the very least, keep prices at the level they were before
duopoly" (Duncan's emphasis).

To encourage innovative programming and programming
experimentation. Duncan's analysis: "This goal will not be reached. In
some instances just the opposite has happened."

Duncan concluded a study of 147 standard Arbitron markets in early

1994 (Duncan, 1994).46 Among the key findings of the study:

46. The study included duopolies which were closed or announced by January 10, 1994.
The report was a pro forma analysis of those duopolies, treating them as if they were in
place for all of 1993. Duncan’s study did not include any marketing agreements.
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¢ The average radio market had 21.8% of the 12+ shares (Monday - Sunday, 6
AM - Midnight) controlled by duopolies;

e The average radio market had 30.7% of the market's revenue controlled by
duopolies, and

e There were considerable differences between market sizes.
Summary

The FCC never wavered from its initial implication in the Chain
Broadcasting Rules of offering the American public a diversity of
programming and viewpoints on the nation's airwaves. The means to acquire
that diversity significantly changed from 1941 to 1994. The Commission's early
thinking was to limit broadcast owners to a minimum number of licenses in a i

single community. At one point this was a limitation of one broadcast license.

This philosophy gradually changed from only one broadcast license to two 1
broadcast licenses per owner in a single market with restrictions on the

combination of the two licenses. These combination regulations were

eventually relaxed to the point where broadcast owners could own up to four

radio licenses in one market and in some instances these radio licenses could

be combined with a television license and even newspaper ownership in the

same market.47

Duncan's Radio Market Guide and audience estimates for Fall 1993 from Arbitron were
used in the analysis (Duncan, 1994).

47. An example of this is Cox Broadcasting's ownership of WSB-AM/FM/TV, Atanta,
Georgia, pending ownership of WYAI-FM LaGrange, Georgia, and ownership of the Atlanta

[ournal & Constitution.




Broadcast owners applauded the era of relaxed ownership regulations.

Many broadcasters saw a revitalized radio industry ready to recover from the
FCC "mistakes" of the 1980s deregulation efforts and the 1989-1992 U.S.
economic recession. Still, other broadcast owners warned that allowing too

much consolidation could hurt some broadcast operators.

PART THREE

SIGNIFICANCE OF STUDY AND RESEARCH QUESTIONS

| 'Broadcasting's use of the IMA and the FCC's relaxation of the duopoly
restrictions prompted the author to consider this phenomenon as worthwhile
for this study. Many broadcasters were questioning the appropriate strategies
for putting together é duopoly. Trade periodicals reported multiple methods
for bringing together similar duopoly combinations in different markets.
Stations were expected to merge some aspect(s) of their operations when they
formed a duopoly. However, some owners felt the economies of a duopoly could
be felt through increased revenues as well as decreased expenditures. This
diversity of views led to owners structuring their duopolies differently.

Broadcast owners and managers swarmed to conference and convention

workshops to hear how other broadcasters were working duopolies. Johnson

City duopoly Sales Manager Bobbie Kabool was one of those:
I know one of the first Radio Advertising Bureau conferences we went
to right after this started happening, it was one of the largest sessions
that [ have seen. In fact they couldn't get all of the people in and they

still, well we were all still somewhat confused about duopolies and they
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had several people on the panel that were still trying to understand, we

all were at that time.

This study attempted to answer the broadcaster's need to know what was going
on. Several years ago another researcher called for media scholars to pay
more research attention to the kinds of issues covered in the trade
publications. Tunstall (1990) said more media research should adopt an
industry perspective to show organizational differences in structure and
heiarchy on both a national and local level. This study fulfills Tunstall's call
in part by focusing on a popular topic in the radio industry and looking at the
topic from the local perspective.

So, this author determined there was a need for a study to investigate
selected duopolies to determine what organizational structures and
management strategies were being used by owners and managers. This study
did not report on the effectiveness of these structures and strategies for the
specific duopolies investigated.48 However, the author did offer some
implications and recommendations for what the structures and strategies may
mean for those broadcast owners considering a duopoly.

An initial interview guide and research questions were developed in
September 1993 (Appendix B). The author contacted the President and General
Manager of the first Knoxville, Tennessee duopoly for permission to interview
them for a pilot study. The pilot study was expected to reveal enough
information about duopolies so a revised interview guide could be constructed.

The pilot study was completed in October 1993 and the revised interview guide

48. Some participants offered comments on their duopoly success. These comments are
reported in Chapter 4.
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completed in November 1993 (Appendix B). After the pilot study analysis the

author developed this major research question for this study:

® How does a radio station owner direct the various forces evident in a
duopoly to the desired outcome?

This question was supported by the following four research questions:

a) Why is a radio station duopoly created?

b) What do the various viewpoints, considered in the design of a duopoly,

bring to bear upon the implementation of a duopoly?
c) What management strategies are identified with radio station duopolies?

d) How will these strategies affect the direction(s) of a duopoly?49

PART FOUR

PARAMETERS

There were several aspects of the multiple ownership rules and related
rules that were not explored in this dissertation unless they affected the
duopoly rule. Some of these related rules were cross-media ownership
(between newspapers and broadcast stations, between cable systems and other
media), the Top-50 Policy, and the minority and investor interest rules.

The author limited this study to the duopolies approved during the 15-
month period following the effective date of the multiple ownership rule
changes (September 16, 1992 - December 15, 1993). Through December 15,
1993, there were 339 duopolies that received FCC approval (Broadcasting,

49. The pilot study analysis and the development of these research questions are
explained in Chapter 3.




Broadcasting&Cable, and Radio Business Reports, 8/3/92 -12/15/93). The FCC
dismissed four applications and returned one application during this time
period. Duopolies had been formed in all but one state. Resources limited the

author in the selection of duopolies.50

PART FIVE
ORGANIZATION OF THIS STUDY

Chapter One introduced the reader to the background of the duopoly
rules. Chapter Two summarizes the scholarly research and industry comments
about the duopoly rules and the use of these rules since September 16, 1992.
Chapter Three explains the research methodology and processes used in the
study to analyze the data. Chapter Four reports and summarizes the data.
Chapter Five offers the author's analysis of the results, implications and
recommendations for the radio industry, future research possibilities,

contributions to the field of broadcast research, and conclusions.

50. The selection process is explained in Chapter 3.
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CHAPTER TWO

LITERATURE REVIEW

This chapter is organized into three parts. Part one outlines the
research and articles in the management and organizational areas broadly
related to the area explored by the author in this study. Part two highlights
research and articles related to the study through broadcast or other media
fields. Part three reviews other research and articles related specifically to

the subject covered in this study.

PART ONE
MANAGEMENT AND ORGANIZATIONAL RESEARCH

Organizations of humans have existed for centuries. People have
gathered together for a variety of reasons. One of those reasons was to
coordinate activities or forces of two or more persons (Barnard, 1938). Miles
(1980) added to the definition of an organization saying the coalition of
interest groups were paying homage to a common mission and depending
upon a larger context for its legitimacy and development. This definition was
further expanded to include outcomes for organizational members, the
organization, and society through engaging in activities usually related to a -

set of goals (Hall, 1991).
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Several factors helped organizations achieve their stated objectives.
One of those factors was the way procedures were controlled in an
organization. In a study of leaders, managers, and entrepreneurs,
Czarniawska-Joerges and Wolff (1991) said culture was the most powerful
Standard Operating Procedure that ran organizations. Other procedures noted
by the researchers were impersonal control processes, individual creativity,
and self-control.

Another factor noticed in organizations was how an organization was
structured so learning could take place. Ventriss (1990) discussed three
emerging organizational theories that dealt with this topic: social systems
delimitation, organizational learning, and organization theory as metaphors.
The latter two have application to this study. Organizational learning raised
questions such as: How can we learn to cope with change? What have we
learned from past experiences? Is our learning capacity adequate to the
challenges that confront us? (Ventriss, 1990). Two prevalent metaphors of
organizational theory as metaphors were "machine" and "organism" (Ventriss,
1990). There were many other possible metaphors. This study sought to find
appropriate metaphors associated with duopolies.

Berkowitz (1993) illuminated a third factor of organizations. This factor
was the "organizational life" found in an organization, specifically a broadcast
news department in his study (Berkowitz, 1993). The researcher said
organizational life included elements such as internal politics, productivity
expectations, quality expectations, the need to make a profit, and the
availability of work resources, such as staff size and equipment (Berkowitz,

1993). All of these elements existed in a situation where an organization
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adopted or had forced upon it the culture of a different organization, such as
in the creation of a radio duopoly.

Wallfesh (1991) identified a fourth factor that could affect how an
organization achieved its objectives. Wallfesh (1991) quoted Robert N. Beck,
Bank of America's Executive Vice-President for Human Resources, who said in
a reorganization or downsizing, sensitivity to human issues can spell the
difference between success and failure: "It is our job to see that both
employees who leave and those who stay come through with their self-respect
and dignity intact." Organizational objectives can be achieved through the

expression of sensitivity to employees' needs.

PART TWO
MEDIA RELATED RESEARCH

Organizations can be classified with many different variables. Hall
(1991) said the size variable was important to consider in relation to all the
other factors. As will be seen in this study, size of an organization was a key
factor in the creation of radio duopolies. As noted in Chapter One by the
attempts of earlier radio station owners, the capability of a radio station owner
to create a duopoly was not a recent development. Also, other media
organizations have attempted throughout the years to operate at a maximum
efficiency. Kobak (1988) reported on a magazine publishing company that
deliberately moved its four profit centers into separate buildings in different
parts of the New York area. The reason for this move was that the task of

management had become more important than editorial, advertising, and
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circulation (Kobak, 1988). Kobak (1988) warned that bringing larger numbers
of people working together under one roof and calling it "economies of scale"
sometimes created an inward-oriented approach that forgot the outside world.
Organization size also affected the flow of communication. In a 1971 study of
American journalists from several types of media, Johnstone (1976) said he
noted a tendency in the news media for communication to become
predominantly downward instead of two-way as work organizations increased
in size. Organization size also affected the type of growth within an
organization. Bantz, et al. (1980) reported two types of growth in local
television news organizations. The researchers said the organizations
experienced simple growth, with more personnel, and structural growth, with
more supervisory personnel and more specialized tasks for other personnel
(Bantz, et al., 1980).

As organizations grew simply and structurally other variables needed to
be considered. One of those variables was the interaction of the employees
within an organizational culture. Allen, et al. (1988) examined employee
perceptions of differentiation and conflict between departments of a single
television station. The researchers found quite different meanings and
perceptions were attached to working life depending on departmental
membership (Allen, et al., 1988). The researchers concluded these differences
provided a fertile ground for the creation of multiple cultures, making the |
broadcast industry an excellent field for such investigation (Allen, et al.,
1988).

Two researchers have examined cultural variables within an

organization. Petersen (1991) developed an organizational culture model and
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used the model to analyze the effect of newspaper joint operating agreements
on newsroom culture. The model considered five elements: a) socialization to
the organization, b) complexity of individual roles in the organization, c)
boundary spanning abilities of individuals and the organization, d) strength
and economic efficiency of the organizational culture, and e) professional
cultures within the organization (Petersen, 1991). Ray (1986, 1988) examined
the usefulness of organizational culture analysis in assessing the symbolic
leadership traits of radio managers and their cultures. Culture analysis

effectively demonstrated the existence of three distinct symbolic leadership

|
}
styles of radio station managers (Ray, 1986, 1988).
Another variable considered in organizational research was the process
in which work was carried out. When the work situation becomes disrupted
the routine of that work process changes. Berkowitz (1992) said television
journalists went through three work process stages for coverage of an
extraordinary story. The three stages were a) a period of chaos, b) the
newswork became more manageable, and c) the work process was much more
like the everyday routine.
The work process includes work responsibility and work environments.
Barnes (1970, cited in Appelman, 1983) reported that over half of the small
market radio station managers investigated had additional responsibilities and |
program directors also undertook other assignments. Appelman (1983) in his
own research suggested that staff size may have more importance than market
size for determining how a manager distributed the workload in a radio

station. Doubling of responsibilities was not uncommon in radio before

duopolies, at least in smaller markets. Technology has enabled workers to
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assume additional responsibilities and work in the same amount of time.
Computers and other resources have enabled the work environment to become
more "user friendly." L'Amie (1991) confirmed this with a case study of a
television station newsroom. He said structural demands indicated computers
were highly suited to meet the needs of television journalists (L'Amie, 1991).
The responsibilities of a worker and the environment in which the worker
performed the work contributed to the satisfaction the employee received
from the job. Drushel (1991) surveyed nearly 600 employees from ten radio
and ten television stations. The results showed that broadcasters as a group
were significantly less satisfied with their jobs than other workers had been
found to be (Drushel, 1991). Television station employees were less satisfied
than radio station employees (Drushel, 1991).

Besides size, culture, and the work process, another variable that should
be considered in the study of any organizational change would be the variable
Hall (1991) classified as market power or environmental dominance. The
power or dominance held by any one particular organization would be
strongly affected by the general economic conditions surrounding that
organization. Economic stress was one criterion of AM radio station failures
between 1962 and 1976 (Leffingwell, 1983). As noted in Chapter One, the
economy that enveloped the radio industry around the time of duopolies was
not very good. The factor that reduced the market power of a radio station was
the perceived value of the station to the advertiser. Bates (1985) in a study of
economic theory as it applied to broadcasting said the proper, final, product to
be considered was the access to audience provided to advertisers by

broadcasters. Radio stations did not necessarily lose listeners during the
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recent economic downturn. Rather, advertisers lost customers coming into
their businesses which in turn affected the amount of dollars that could be
spent on radio stations. The radio station, then, had less value in the mind of
the advertiser since there were less dollars to spend anywhere on advertising.
Economists would apply the term monopolistic competition to the radio
industry (Gomery, 1993). Very few radio stations have oligopolistic power like
the television networks or the motion picture industry. However, radio
stations have absolute market dominance over a particular frequency assigned
by the FCC (Gomery, 1993). Radio stations then compete with each other for
additional dominance through the number of listeners tuning into a
frequency for entertainment or information. After relaxation of ownership
regulations and the consolidation of the radio industry through duopolies and
LMAs, some economists or other researchers might want to observe whether
major radio station group owners might be moving toward the oligopoly
economic structure by controlling more than one dominant radio station

within several markets.

PART THREE

DUOPOLY RELATED RESEARCH AND ARTICLES

Media industries have consolidated in the past for economic benefits,
market dominance, and bargaining power. Waterman (1991) assessed the
national concentration of four media industries from 1977-1989. He found
that national levels of concentration had increased in daily newspaper chains,

movie theater operations, and multiple cable system operators, but not in
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broadcast television station groups (Waterman, 1991). Mergers of media
industries and acquisitions within media industries have been driven by the
advantage of economies of scale both at the national level and at the 1ocal
level. This drive to merge was especially evident at the national level in late
1993 and early 1994 as cable systems sought out and were sought after for
possible mergers with telephone companies, movie studios, cable networks,
énd broadcast networks (Howard and Ogles, 1994).
| Economic considerations at the local level were also a primary motive
for creating a radio duopoly. Pitts (1992), in research on the future of AM
radio,' stated that duopoly ownership might be more feasible for some small
market owners already running successful (AM) stations. Pitts (1992) reported
that 16.5% of the responses to the question "What nontechnical AM policies
would you like to sée adopted?” by AM station owners and managers surveyed
were for elimination or relaxation of the duopoly rules. This response topped
the list of answers. One AM station general manager did not see brokered
agreements (LMAs) as a viable alternative for the survival of AM radio: "Time
Brokerage allows bigger operators to control the market. Time Brokerage also
allows one operator to cross-program to make the numbers on his main
stations go even higher" (Pitts, 1992). An AM station owner said owning all
the AMs in a market was not an answer. However, "radio both AM and FM will
see a severe crisis — if the FCC refuses to allow ownership of more than one AM
or FM in a market" (Pitts, 1992).

One of the restrictions on the economics of broadcasting was
government regulation. Anderson and Woodbury (1989) wondered what would

happen if the FCC relaxed its restriction on multiple ownership of the same
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kind of media outlet in the same market. The researchers suggested some
results of this scenario by comparing the prices paid for the AM-FM
combinations permitted by the FCC with the prices paid for independent AM or
FM stations. Anderson and Woodbury (1989) examined whether there were
any efficiencies evident in the common ownership of AM and FM radio
stations in the same market. The researchers concluded that operating as an
AM-FM combination resulted in lower operating costs and/or larger revenues
for those stations that were combinations and that the coefficients on the

individual station characteristics (such as power, format, etc.) were

1989).

Rogers and Woodbury (1988) called for replacing the FCC's engineering
oriented approach to spectrum efficiency with the economic approach in the
case of deciding whether FM translators should be programmed separately
from their feeder stations. The researchers suggested that increasing the
number of radio stations within a market generated consumer benefits by
both increasing the probability that new formats would be offered and by
offering consumers more listening choices within a format (Rogers and

Woodbury, 1988). The popular consensus, since Rogers and Woodbury's

significant determinants of a station's market share (Anderson and Woodbury,
research was conducted, was that more radio stations, especially FM, did not
increase spectrum or economic efficiencies within a market or given format.
Mims and Smith (1993) examined potential strategies for marketing
LMA-contracted stations to advertisers and audiences. The study evaluated
|

these strategies within the context of the regulatory concerns governing the

arrangement (before September 16, 1992). The study specifically focused on
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stations seeking to overcome obstacles in attracting audiences due either to
poor programming capabilities or lack of sufficient signal penetration. Mims
and Smith (1993) found that from one perspective the LMA imposed a greater
burden on station personnel to establish a rapport with advertisers than the
burden borme by single-station operators. The researchers said the
deregulated marketplace forced station owners to gather information relating
not only to the expanding operational alternatives available to them but to also
regard the impact of changed conditions upon their competitors (Mims and
Smith, 1993). The researchers discovered that regardless of the operation
method selected, broadcasters who elected to increase their coverage areas
invited additional challenges and opportunities (Mims and Smith, 1993). The
researchers wondered in their conclusion if the LMA represented a
marketplace response of limited usefulness and duration. Other researchers
have said that joint ventures or "strategic alignments" have been perceived to
be a means of achieving improved results without formally merging firms
(Owers, et al.,, 1993). Some broadcasters believed LMAs would keep stations "on
solid ground" until the transaction was completed and approved by the FCC
(Kukolla, 1993).

A concern of radio broadcasters about the duopoly rule success was
whether the financial industry would make the money available for
broadcasters to form duopolies. One investment banker saw duopolies as a
remedy for radio's ills one year before the rules took effect. Allied Capital
Senior Vice-President Cabel Williams favored allowing the same owner having
two FM stations in the same market, but was less enthusiastic about the trend of

time brokerage and leasing (Broadcasting, 1991). Jim Blackburn of Blackburn
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& Company said, "The real problem in the broadcasting industry is not
availability of funds or ability to pay back debt; it is overcompetition,
especially for FM stations" (Gallagher, 1992). Blackburn and Company filed
comments at the FCC backing a revision of the rules on ownership, duopoly,
and LMAs (Gallagher, 1992).

Radio brokers again made some predictions after the rules took effect.
Several brokers said the rules would have the biggest impact in medium
rharkets where there was not enough advertising revenue to support many
stations (Gallagher, 1992). Brokers also predicted that station swapping would
becofné more prevalent as bankers were still reluctant to get involved in
broadcast deals (Gallagher, 1992). Another broker said stations struggling
with financial debt from highly leveraged transactions in the 1980s could
become stabilized by‘ "putting togethér intelligent station chbinations—
through LMAs or a second FM in a market (to) fit an owner's long-term
corporate strategy" (Gallagher, 1992). Radio station owners who wanted to
create duopolies sometimes found out the cost of a station was higher than
expected. Inside Radio editor Tom Taylor said duopoly stations tended to have a
ten-percent premium on the sale price "because they're worth more to the
owners. They can operate them with less overhead and in some cases control
the market" (Tate, 1993).

One programming strategy initiated by NewCity Communications was to
protect a dominant station's format through programming a duopoly with
identical niche formats (Viles, 1993). A dominant country franchise was
operated by Entercom which owned three of the four country stations in

Pittsburgh (Viles, 1993). Radio station program suppliers (syndicators and
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networks) were ready in 1992 to step in and help stations involved in an LMA
or duopoly. Satellite Music Network President David Kantor advised stations to
use niche programming to pursue one of two strategies: program the LMA
partner to strengthen the first station's hold on a particular demographic
group or to strengthen the first station's hold on a broad-based musical format
(Viles, 1992). A market that did not seem to take this advice was Denver,
Colorado. In early 1993 there were four potentially "awkward radio marriages"
of divergent formats in Denver: a) a sports talk radio AM-FM combo with a
top-40 FM station, b) a country music FM station with a soft rock AM-FM combo,
¢) an adult rock AM-FM combo with a pop music and talk AM-FM combo, and d)
a hard rock FM station with a pop music FM station (Steers, 1993). Steers (1993)
said some pairs have settled in for cohabitation while others have decided to
maintain an amicable separation. Colfax Communications formed an FM-FM
duopoly in Minneapolis, Minnesota. Colfax President Steve Goldstein said they
were looking for a format for their purchased station that would "complement"
but not "cannibalize" their first FM's format (Maler, 1992). Boston College
Communication professor Marilyn Matelski said stations would "go for formats
that were pretty much mainstream formats" and not for formats with "a
cutting-edge sound of music" (Mello, 1993).

The audience was also a concern for some duopoly operators. Spokane
duopoly General Manager Steve Cody said their duopoly acquisition benefited
listeners through upgraded broadcasting equipment, improved on-air sound,
and beefed up promotions (Ripley, 1993). Comco Broadcasting President and
General Manager Gary Donovan, owner of an Anchorage/Fairbanks, Alaska

duopoly, said community involvement was another way to practice good
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business and fulfill the public trustee obligation: "We have to give back to the
people who support us" (Alaska Journal of Commerce, 1993).

Another group affected by duopolies were the advertisers. According to
research from the Interep Radio Store, a national radio advertising
representative firm, advertising buyers were concerned that duopolies would
result in radio salespeople forcing buyers to buy stations in combination and
that buyers would lose their bargaining power (Mello, 1993). One duopoly
general manager said advertisers should look at a duopoly's combined sales
effort as an efficient way to reach target audiences and not so much as a
"hammerlock" (Kukolla, 1993). Cody said duopolies offered advertisers
sweeping demographic coverage and one-stop shopping (Ripley, 1993).
Baltimore duopoly owner Cathy Hughes said her duopoly gave her company a
synergy advantage of selling a combined share to advertisers (Edwards, 1993).
After further consolidation through 1994, radio broker Don Bussell of
Questcom Radio Brokerage, expected owners with duopoly operations to market
them together: "You build them up, you've got a powerhouse cash-flow
machine. Why not sell both as a package?" (Gallagher, 1993). One media
buyer, Reich Communications Vice-President Pam Venturi, said many radio
sales staffs were doing double duty: "It does cut into the time they can take to
work with me. You can't just wipe out a 15-person sales staff and expect things v
to be the same" (Steers, 1993).

How should a radio station duopoly operate? Infinity's CEO Mel
Karmazin said, "The best way to improve your bottom line is to generate more
revenues, not try to reduce your expenses" (Viles & Foisie, 1992). Karmazin

believed duopolies should be operated like AM-FM combos: keep the stations
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separate with different management and sales staffs (Viles & Foisie, 1992).
Evergreen Media Corporation used the opposite strategy with an FM-FM combo
in Jacksonville, Florida. Evergreen President Scott Ginsburg merged the
management and sales staffs and cut costs (Viles & Foisie, 1992). The

Evergreen duopoly in Jacksonville was the first duopoly to be sold as a duopoly
when Ginsburg sold the combination to OmniAmerica Communications in

February 1994. Paxson Broadcasting used yet a different approach. Paxson
President Jim Bocock said the company operated four stations in two different

l markets using one general manager and two sales staffs per market—one staff
for AM-AM combos and a second for FM-FM combos (Viles & Foisie, 1992).

‘ Reduced costs came from several areas: general and administrative expenses
such as accounting and computer costs, salaries of highly paid employees, and
the loss of employees through attrition. Some of these savings were offset by
first-year costs from: layoffs, breaking of leases, severance costs, penalties,
and other one-time charges. Rochester duopoly General Manager Suzanne
MacDonald said she held off merging facilities until she had a feel for the
purchased stations and was able to introduce the staffs to each other through
small group meetings: "It was an evolution instead of a revolution" (Radio
Only, 1993).

Viles (1993) reported that two patterns have emerged in duopoly deals.
Earlier transactions were financially driven and involved a weaker station.

i The second pattern involved transactions driven more by operating strategy.
These later duopolies included the Cox/CBS and Viacom/Group W station swaps.
St. Louis duopoly General Manager and Vice-President Karen Carroll said,

before her parent company EZ Communications created a duopoly in St. Louis,
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"you'll see deals in all different shapes and sizes. All previous rules are out the
window. It's a whole new ballgame" (Grone, 1992). Viles (1993) said that two
general rules have emerged from radio duopolies: a) combining the
management and ownership of two stations will not lead to a significant
increase in revenue, and b) the cost of operating two stations in tandem can be
significantly lower than the cost of operating them separately. One example
of an efficient operation would be a news department in a duopoly. Many
duopolies considered the news department as one department which could
serve all the stations and in some cases provided news to a station which
previously did not offer it (Grant, 1993).

Duopoly operators reported in the first quarter of 1993 they were
cutting costs by up to 20% and posting modest improvements in revenues
(Viles, 1993). However, parts of the industry said cost-cutting strategies were
not necessarily profitable (Viles, 1993). Viles (1993) reported that duopoly
operators appeared to be pursuing several different strategies based on market
conditions rather than a single corporate-wide strategy. Infinity's separate
staffing strategy (with shared information) and Paxson's consolidation of mini
"radio malls" (Viles, 1993) seemed to ring the operational strategies. Most
stations have sought to cut costs and combine some operations while
maintaining the attractiveness of individual stations for advertisers and
listeners. Noble Broadcast Group Chairman and CEO John T. Lynch said duopoly
has enabled Noble to "shed itself of under-performing stations and to
consolidate ownership in those locales with the most market potential"

(Lynch, 1992). Lynch (1992) said Noble maintained the same revenue stream

and profitability with 75 fewer employees and two fewer stations in four fewer
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markets. Other stations have found out after several years in an LMA situation

some rehiring of staff was necessary (Radio Only, 1993).

The duopoly rule changes seemed to be accomplishing what the FCC set
out to do: "consolidate the middle and small markets, where station move-ins in
the late 1980s contributed to an overvalued market and led to a glut of
underperforming stations" (Gallagher, 1993). An example of an over-radioed
market was Charlotte, North Carolina. There are now six duopolies and at least
two LMAs in Charlotte. NAB President and CEO Eddie Fritts said "for the first
time in five years, stability is returning to the marketplace" (Fritts, 1993).

Consolidation of radio markets did not come without critics. Concord,
New Hampshire station owner Clark Smidt said duopoly would only help the big
guy: "It does not help the little guys, medium and small operators grow unless
there's a ton of money behind them" (Mello, 1993). Spokane radio station
owner John Rook said duopolies would mean "the death of the little guy"
(Ripley, 1993). FCC official Stuart Bedell (1994) disagreed with these views in
the interview with this study's author:

I think it's pretty much a mixed bag. I think in certain markets you've

seen some very large players buying some smaller stations, but some of

those larger players are buying stations that are even stronger than
theirs to strengthen their overall position in the market. At the same
time, I think I saw some report where someone had looked at the
applications we had granted and something like over 50% of the
applications involved relatively small markets with small players.

We're not just seeing a lot of the big multiple owners grabbing up




stations all over, we're seeing some smaller players in smaller markets,
people with small stations that are relatively successful purchasing
other relatively small stations and just strengthening their overall
position in that market.
Benchmark Communications general partner Bruce Spector said duopoly has
forced the radio industry to do things differently: "Recently there has been

fresh thinking. Duopoly has been very positive" (McConnell, 1993).

SUMMARY OF LITERATURE

Change is a part of any organization. Change forces organizations to
evaluate how to achieve organizational objectives when faced with change.
The literature revealed four factors that needed to be considered when
organizations managed change. These factors were a) the organizational
culture, b) the learning process, c) organizational life, and d) organizational
sensitivity to employees. Along with these four factors the literature revealed
four organizational variables the author determined affected the recent
organizational change in the radio industry.

Radio stations have been through an unusual amount of change in
recent years. Both broadcasters and researchers made early calls for
relaxation of ownership rules. Challenges were waiting for broadcasters after
the FCC answered the call to relax the ownership rules. The literature revealed
a broad-based support, which included brokers and programmers, for owners
forming duopolies. Broadcasters felt their way into various programming

strategies as the owners and managers considered their audiences and clients.
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The literature showed there was no uniformity in operational strategies of
duopolies. The literature also revealed consolidation has begun in the radio
industry but not without critics.

This study reinforced the use of the four factors and four variables in
organizational studies through their appearance in this research on radio
duopolies. This study also showed that duopolies have survived initial
uncertainties. Mims and Smith (1993) asserted that challenges still wait for
consolidated radio stations. This study confirmed that assertion and also

revealed that radio duopolies have become solid businesses.




CHAPTER THREE

METHOD OF RESEARCH

Attempting to gather information on a change in the way an industry
operates required a great amount of persistence and organizational skills.
Fortunately, the author had developed both qualities much earlier than the
beginnings of this study. Part one of this chapter will explain the process the
author took to arrive at the point of data collection and analysis. The analysis
of the pilot study is included in this chapter in part two. The chapter will
conclude with part three that will explain the process of the long interview

and qualitative analysis the author used to analyze the data.

PART ONE
THE PROCESS

Five steps designed to reveal the different organizational structures and
management strategies used by radio station owners to form duopolies
comprised this study. The first step was to develop a database of FCC approved
and pending duopolies. This step consisted of two parts: a) scour Broadcasting,
Broadcasting&Cable, and Radio Business Reports issues from August 1992
through December 1993 to find the station transactions that created duopolies

for the time period studied (September 16, 1992 - December 15, 1993) and b)
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confirmation of this list through an examination of the 1993

Broadcasting&Cable Yearbook, the M Street Radio Directory, 1994 Edition;

through calls to individual stations to clear discrepancies, and a visit to FCC

headquarters for an examination of station files for any remaining
discrepancies.

The second step of the research was to select several duopolies for an
investigation of their organizational structures and management strategies.
Through December 15, 1993 the author compiled a database of 480 approved
and pending duopolies. As stated earlier the author’s time frame for analysis
of duopolies was the first 15 months of the change in the multiple ownership
and duopoly rules (9/16/92 - 12/15/93). Also, the FCC rules for duopolies do not
apply to non-commercial stations or stations off-the-air. After allowing for
these three criteria (operating, commercial, approved in the first fifteen
months) there remained a set of 339 duopolies.

The author checked the duopolies in this set that were within a day’s
driving distance (up to 8-10 hours) of Knoxville, Tennessee. This left a set of
117 duopolies. The author compared this set of 117 with the set of 339 based on
the following criteria: organization style, owner, location, format, power,
Arbitron rating, market rank, and type of duopoly combination (see Table 3.1
and Table 3.2 for a numerical comparison of the last four criteria among all
duopolies).

A few comments about the criteria are necessary at this point. The
organization style used refers to whether the duopoly operated with a
combined, separated, or a mix of combined and separated staffs. This was the

major criterion used in selecting the final set of duopolies. However,
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Table 3.1

Duopoly Selection Criteria

(Market Rank Count, Power, Arbitron Comparisons)

September 16, 1992 - December 15, 1993

Market | Duopoly | Power Power Arbitron Arbitron
Rank |Count (AM) (FM) (AM (FM)

B>P | B=P| B<P | B>P | B=P | B<P | B>P | B=P | B<P | B>P | B=P | B<P
1-10 24 7_14 12 17 12 S 2 |10 14 8 0 S
11-25 121 4 14 |1 3 6 |5 {0 |0 |3 9 0 (4
26-50 {41 3 6 17 12 {10 {6 |7 10 1 18 |1 6
51-100 |53 8 S 18 123 |5 16 |18 |0 |6 30 |0 6
101-1501 37 4 2 IS 19 {6 16 |5 |0 O 19 {0 |4
151-200 | 42 S 3 13 19 |7 17 13 10 10O 15 10 6
201-263 | 32 3 3 1 10 14 10 {3 j0 10 9 1 4
NR 89 6 11 |11 37 J11 120 {1 JO |3 S 0 1
Totals | 339 40 138 {38 [130]51 |75 |29 |0 17 113 |2 36

B = Buyer's Station

P = Purchased Station




Table 3.2

Duopoly Selection Criteria

(Combination Types)

September 16, 1992 - December 15, 1993

Purchased Buyer Duopoly Combo | Duopoly Count -
FM AM/FM AM/FM/FM 120
| FM FM FM/FM 4
AM/FM AM/FM AM/AM/FM/FM | 44
AM AM/FM AM/AM/FM 35
AM/FM FM AM/FM/FM 34
AM AM AM/AM 31
FM/FM FM/FM 4
AM/FM AM AM/AM/FM 4
FM/FM AM AM/FM/FM 1
AM/FM/FM AM/FM/FM 1 ,
AM/AM/FM AM/AM/FM 1




prevalence of the different types of this criterion could not be determined
until the author began calling the stations based on the other criteria.

Ownership types were difficult to categorize without additional timely
and costly clarification. Broadcasting resources may list a station as being
owned by an entity with a company name. That company, however, may be
controlled by one individual, a number of people, or may be a subsidiary of a
larger company or media conglomerate. Characteristics of ownership types
could include number of owners, involvement in other broadcast or media
properties, and number of duopolies owned.

As can be seen by Figure 3.1 the location of duopolies in the U.S. was
fairly evenly distributed throughout the country. The author's selection of
duopolies based on the other criteria had a higher priority than the location
criterion.

The station format is a nebulous creature. The author was reluctant to
use this as a selection criterion because of the constant change of radio station
formats, especially after the acquisition of a station by a new owner. However,
the formats within a duopoly situation were necessary to study as part of the
organizational structure investigation. The author was cautious in putting
much emphasis on the format as a selection criterion, but incorporated the
format choices in the duopoly as a matter of inquiry during the interviews.

The station's power in kilowatts was compared between the purchased
and buyer stations. The station's Arbitron rankings were compared between
the purchased and buyer stations. These two comparisons were made to notice
the relationship between stronger stations and weaker stations according to

these two criteria. This relationship was compared to the final selected set of
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duopolies. The author selected duopolies from both ranked and non-ranked
markets with small, medium, and large markets represented.

The author selected duopoly combination types that were more
prevalent in the industry. At the same time the author understood that the
unique duopoly combinations, or those with fewer duopolies, might be worthy
of further research. | |
| The 117 were validated to be representative of the population of 339. A
brief duopoly research information form and cover letter (Appendix B) were
sent to the owner or general manager of the 117 duopolies in
Novérhber/December 1993. The author's goal was to develop a contact with the
highest ranking executive for the radio licenses who served at the location of
the broadcast operétion (Ray, 1986). A follow-up letter was sent two weeks
later to those not résponding (Appehdix B). There were 45 forms returned for
a 38% response rate. Thirty-three, or 73%, of the returned forms indicated an
affirmative response to the question: Do you and your station staff wish to
participate further in this research project? Of course, not all of the
responses came in at the same time. The author chose those responses that had
replied affirmatively by mid-December 1993 and sent a third letter indicating
a phone call would be coming to arrange a date in January 1994 to come to the

station and interview selected management employees (Appendix B).l After

1. Only one contact person expressed hesitancy about participating in the study. This
person said he would need to check with the other managers and would call back. Since
the hesitancy was expressed during the phone call, the author did not pursue this contact,
and the person did not call again. One contact phoned the author requesting interest in
the study. This person did not return the duopoly research form until after the initial
calls were made so was not included in the study. Several phone calls were made to ,
another contact person who would return the calls when the author was not available. This
person was finally contacted again via mail and an appointment was arranged through her
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an appointment was made over the phone a confirmation letter with the list of
those people to be interviewed was sent to the contact person (usually the
general manager or owner) to arrive at the station one to two weeks before the
scheduled appointment date (Appendix B). No other contact with the station
was made by the author until arriving at the duopoly.2

The third step of this study was the author’s on-site visit to the 45
stations involved in the selected duopolies. Sixty-six interviews at sixteen
duopolies were conducted within a five-week period from January 4, 1994 to
February 11, 1994. The two pilot study interviews from October 1993 were also
included in the data. An interview with a radio group president was also
conducted although none of that group's duopolies were part of this study.
This interview was included in the data analysis as well. An additional
background interview was conducted with an FCC official on February 1, 1994.
This interview was not included in the data analysis. The author interviewed
70 people for this study. The number of people interviewed at each duopoly
ranged from one to nine for an average of 4.25 people per duopoly. The author
chose to interview only those positions in the duopoly that had managerial
responsibilities over two or more of the stations in the duopoly. Management

positions with responsibilities over only one of the stations in the duopoly

secretary. Another person did not return three phone messages so was not contacted
again. Three people said they would participate by phone. These three were not included
since a phone interview was not part of the author's method of research.

2. Two general managers did contact the author to ask additional questions about the
study. These two duopolies did continue with the planned visit. An owner contacted the
author to postpone the scheduled visit due to inclement weather. This latter duopoly was
subsequently dropped from the study because of two additional postponements (another
time due to inclement weather and the third time due to time restrictions of the author).

60



were considered to be similar to existing stand-alone stations.3 Twenty-three
different titles were represented among the 69 duopoly interviews. For
purposes of analysis these 23 titles were collapsed into six different groups
based on the position's responsibilities as described by the participant (Table
3.3). Another part of this step included the observation of the duopoly
organization in action by the author. These observations were tape-recorded
immediately after leaving the stations and were later transcribed for inclusion
in the data analysis process.

The fourth step of this study was an analysis of documents relevant to
the duopoly organization. The author examined the ownership reports of each
duopoly, the Time Brokerage Agreements used by some of the duopolies, the
listener's comments about the duopoly, and other miscellaneous documents
such as policy manuals, organizational charts, letters to and from the FCC, and
staff memos.4

In conjunction with the previous step, the fifth step was the analysis of
the transcribed text of the interviews along with the author’s comments from
observation of the station and its organization. This analysis provided answers
to the research questions. The fifth step consisted of three sections: (1) word-
for-word transcription of the interviews, (2) coding of the transcriptions, and

(3) analysis of the coded data (including interviews, comments, and document

3. These positions, however, are worthy of a future study. One reason was the
competitiveness that was maintained by some owners between prior competing stations
now under the same ownership.

4. Some of these documents were offered voluntarily to the author. Others were _
photocopied from the station's public file or from the public file of the station located at
the FCC building in Washington, D.C.
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Table 3.3

Responsibility Areas and Titles/Positions
(# of People Interviewed)

Responsibility Areas
Ownership (9)

General Management (10)

Sales Management (10)

Operations Management (10)

Image Management (9)

Process Management (21)

Titles/Positions
Owner (7)
President (2)

General Manager (9)
Station Manager (1)

General Sales Manager (3)
National Sales Manager (1)
Regional Sales Manager (1)
Local Sales Manager (1)
Sales Manager (4)

Operations Manager (7)
Program Director (1)
News Director (1)
News/Sports Director (1)

Marketing Director (1)
Creative/Production Director (1)
Production Director (5)
Promotions Director (2)

Chief Engineer (2)

Vice-President of Administration (1)
Chief Financial Officer (1)

Business Manager (10)

Office Manager (2)

Traffic Director (5)




analyses). These three sections will be described in detail in Part Three of this

chapter.

PART TWO
THE PILOT STUDY

WEZK-FM purchased WIMZ-AM/WIMZ-FM on February 23, 1993 (FCC
action date). The author chose this duopoly for the pre-test of the
methodology. The pilot study interviews were conducted with Steve Edwards,
President of South Central Communications (Radio Division) which owns
WEZK-FM/AM and WIMZ-FM, Knoxville, Tennesse and General Manager Craig
Jacobus. The first section explains the analysis and coding process used with
the interview transcriptions. The second section describes the model that was
used to define the headings of the questions in the revised interview guide.

The third section shows how the research questions were developed.

Analysis and Coding Process

During the coding process the author’s first step was to listen to the
recordings while reading the transcriptions to correct any mistakes and to fill |
in words the transcriptionist either could not hear or understand. As this was
being done the author underlined words or phrases that might have some
possible meaning attached to them. Several days later the author took the
transcriptions again and read through them to begin the open coding process.

The author assigned words or phrases to the various descriptions given by the
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participants. The author developed 34 codes for the data in the two interviews.
}Next, the author matched the coded phrases with each other so all similarly
coded phrases could be seen at once.

The next step used was axial coding (Strauss & Corbin, 1990). Axial
coding is a set of procedures whereby data are put back together in new ways
after open coding, by making connections between categories (Strauss &
Corbin, 1990). Strauss & Corbin’s paradigm model was used to help the author
find these connections. The paradigm model consists of six interlocking steps
as illustrated below:

(A) CAUSAL CONDITIONS > (B) PHENOMENON -> (C) CONTEXT ->
(D) INTERVENING CONDITIONS -> (E) ACTION/INTERACTION STRATEGIES >
(F) CONSEQUENCES.

Using the A - F designations, in the pilot study, the author assigned a
letter to the appropriate phrases and to the separate coding terms. The author
then determined what aspects of a duopoly fit under each label. A new
heading was given for each label. The author used the Strauss & Corbin model
as a guide to revise the interview guide and research questions. Below is the
list of headings with the appropriate codes under them that were assigned to
sections of the transcriptions:
(A) CONDITIONS FOR A DUOPOLY

Requirements

Experience
(B) FORMATION OF A DUOPOLY

Design

Creation




(C) PRACTICALITIES OF A DUOPOLY

Family
Relationships
Inside the Family
Advertisers
Differences
Audience
Differences
Similarities
Spreading The News
(D) PERCEPTIONS OF A DUOPOLY
Control by
Advertisers
Owner/Manager
Partner (other station)
Portions
Competition
Internal
Viewpoints
Structural Reporting
Location
Labeling
Internal
External

(E) DYNAMICS OF A DUOPOLY
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Combatant
Conquerors
Hot Points
Playing The Game
(F) DIRECTIONS OF A DUOPOLY

Creating More With Less
Results of

Design

Creation
Response
Future Outlook
Sharing of Resources

Economies of Scale

The Paradigm Model

To help the reader understand how the codes were derived from the
transcriptions and put into the various parts of the model the author has

included here an analysis of the pilot study interviews.

(A) CONDITIONS FOR A DUOPOLY

The causal conditions were the events, incidents, or happenings that led
to the occurrence or development of a phenomenon (Strauss & Corbin, 1990).
Two national happenings that brought about the ability to create duopolies
were the era of deregulation and the recent economic recession. These

happenings brought about the change in the FCC’s multiple ownership rules
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which allowed duopolies in the local radio markets. This national angle was

covered in the previous two chapters. Through the data collection process the
author intended to discover what some of the local conditions were for the
creation of a particular duopoly. Edwards said there were several:
How high is your antenna and what's your power; technical ability
and sales compatibility.
Jacobus added two other conditions:
Figure out exactly what the dynamic involved was (and) there are no
rule books.
There are other local conditions that might lead to the formation of a duopoly

such as economics, advertiser needs, or audience research.

(B) FORMATION OF A DUOPOLY

The phenomenon the author examined was the actual creation of the duopoly.
Strauss and Corbin (1990) said the phenomenon is the central idea, event,
happening, incident about which a set of actions or interactions are directed
at managing, handling, or to which the set of actions is related. The creation
of a duopoly is not the only phenomenon that might occur from the above
conditions. A station could be left off-the-air. A station could be bought by
another station which would not create a duopoly. The proposed transaction
may not be approved. The author chose to look at only the phenomenon of the
creation of a duopoly. The design of the duopoly began with the person in
charge of acquiring the other station. In the pilot study Edwards was in
charge:

So, my role was to see if one and one could possibly equal more than two;

I wanted to be able to have my arms around it; knew how it ticked.
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Jacobus said the design of the Knoxville duopoly was:
. . . an arrangement where you've got two very viable properties.
This arrangement called for:
different strategies of taking two powerhouses. . .
especially in the decision to combine or keep separate the sales staffs of the
two FM radio stations:
(There’s) not one risk at all in keeping them separate, there's every
risk in the world in combining them because you have two very heavy
billing, high profile radio stations.
Jacobus said that they were like other duopoly owners when it came to
knowing how to design a duopoly:
Guys out there with their canes ahead of them trying to find the way
down the road.
Every owner will have their own concerns:
. . . completely different dynamic, completely different organizational
chart depending on their needs.
These excerpts from the pilot study transcripts illustrated the differences that
could be expected to be found in the design of duopolies around the country.
(C) PRACTICALITIES OF A DUOPOLY
Strauss & Corbin (1990) defined context as the specific set of properties
that pertain to a phenomenon; the locations of events or incidents pertaining
to a phenomenon along a dimensional range. Context represented the
particular set of conditions within which the action/interactional strategies
were taken. The author identified three sets of properties that belong to this

phenomenon: family, advertisers, and audience. The family property refers
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to the inner workings of the duopoly. Edwards described the relationship
between himself and the owner of the company:
We manage collaboratively in this company. We make decisions
collaboratively.
The family metaphor was evident in comments from Jacobus as he described
the joining of the two stations:
It's your sister, and you don't hit your sister; slamming your sister.
These family references were also evident in other categories. The duopoly
also created new relationships as employees had to:
Adapt to a completely new corporate culture. We both have to succeed
for us to get where we want to go.
The advertisers and the audience had their own viewpoints about a duopoly:
. . .but the buyer doesn't see it any differently. The complexion of the
buyer's objections are completely different now.
Some people (audience) are like snowflakes, they look similar but every
single one of them is different.
To the listener, they're two different radio stations, they're two
different targets, they listen for two different reasons, and you have to
be true to your school.
(D) PERCEPTIONS OF A DUOPOLY
The intervening conditions were the structural conditions bearing on
action/interactional strategies that pertain to a phenomenon. They facilitated
or constrained the strategies taken within a specific context (Strauss & Corbin,
1990). This category was best illustrated by how those involved in the duopoly

characterized themselves. Edwards referred to himself as a “hired gun” to:
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See if we could run two stations together for less than the cost of

running them separately.
Jacobus’ perception of himself as general manager of a duopoly was as an
overseer of a group of people needing direction through this new venture:
A lot of them are not equipped today to be able to handle a complex sale
as i_t is; monitor accounts much closer; understand that that's feality.
Other structural conditions that were evident were the marketing of the

duopoly concept and what others (such as competitors) thought of the duopoly.

(E) DYNAMICS OF A DUOPOLY
| The action/interaction portion of the paradigm model were the

strategies devised to manage, handle, carry out, respond to a phenomenon
under a specific set of perceived conditions (Strauss & Corbin, 1990). The
strategy that was mbst evident in both of these interviews was the subcategory |
Acceleration of Consolidation. Edwards had several phrases describing this
consideration in a duopoly:

- - .merge everything instantaneously; luxury of not having to rush;

but when we move in, we'll reassess; we're walking, we're not running.
Jacobus also referred to the expected growth rate of the duopoly in the area of
forming new sales techniques:

There'll be more combo accounts as we move forward, but we're not in

any hurry. |
Another metaphor that both participants alluded to was the subcategory
Playing The Game. Edwards used game analogies while describing a duopoly’s
strategy:

. . . game plan because a lot of this is strategic;
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and an owner’s consideration in a duopoly partner:
. . . the same horsepower, you can't have a water pistol and an uzi.
Jacobus used the game analogy to describe a market situation involving
several duopolies: ‘
. . . chess pieces on the board, when two pair up and two pair up and }
another two pair up, which is what's happening there (in Nashville), it
makes it a competitive situation where different formats are blocked
out.
War terms also emerged from this data: combatant, conquerors, hot points.
These analogies could be developed into a category that would help radio
station owners understand what a duopoly owner or manager might be
thinking as strategies are put in place to respond to this new phenomenon.
(F) DIRECTIONS OF A DUOPOLY
The results or outcomes of the action and interaction strategies were the
consequences (Strauss & Corbin, 1990). The results mentioned by the
participants fell into several subcategories. The best example, from the data,
of what an outcome might be was Jacobus’ description of an area that could be
shared by the stations in the duopoly after re-location to a single facility:
Production, I think, is one area that you're going to see an incredible,
an ability, I envision a production pod where there's a main studio all
digitized, and then there's going to be off-shoot studios. And the
production time at either station will be in that production facility
would be fabulous. You will be able to get full utilization of the facility,

full utilization of talents back and forth.




Jacobus also illustrated the potential economies of scale as a result of the
duopoly consolidation:
Cleaning of the buildings, the utilities you pay on the buildings, the
lights in the building, all of those things that are duplicated cost an
inordinate amount of money. Two different phone systems, two
different phone numbers, you know. Again, I see that as the largest
amount of savings.
A concept that Edwards seemed to expand on was the subcategory Creating
More With Less:
So, there should be some savings because there won't be duplicate
general managers, there won't be duplicate general sales managers,
there won't be duplicate business managers, etc., etc., etc. So, my role

was to see if one and one could possibly equal more than two.

The Research Questions

This brief analysis of the two pilot study interviews helped the author to see
how the interview guide could be revised to more eloquently obtain data to
answer the research questions. The Strauss & Corbin model applied to this
pilot study might look like this:
(A) CONDITIONS FOR A DUOPOLY -> (B) FORMATION OF A DUOPOLY >
(C) PRACTICALITIES OF A DUOPOLY -> (D) PERCEPTIONS OF A DUOPOLY ->
(E) DYNAMICS OF A DUOPOLY -> (F) DIRECTIONS OF A DUOPOLY.

After the pilot study analysis the author developed this major research

question for this study:




e ‘How does a radio station owner direct the various forces evident in a
duopoly to the desired outcome?

This question was supported by the following research questions:

a) Why is a radio station duopoly created?

b) What do the various viewpoints, considered in the design of a duopoly,

bring to bear upon the implementation .of a duopoly? |

c) What management strategies are identified with radio station duopolies?

d) How will these strategies affect the direction(s) of a duopoly?

These research questions formed the foundation for the revised interview

guideb (Appendix B).

PART THREE

THE METHODOLOGY

This part describes the transcription coding and analysis. These
sections describe the processes used to get from the recorded interview to the
final form in which the data was analyzed. To review, the bulk of the data was
collected through the long interview. The long interview was an analytic tool
that allowed the author to explore the individual world of the radio station
employee involved 1n the duopoly phenomena (McCracken, 1988).

The interview process used by the author consisted of three stages. The
first stage was the initial letter and phone call to the contact person at each
duopoly. That person informed the other staff members of the pending
interview session with the author. The second stage developed when the

author arrived at the duopoly. There were introductions to the various staff
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members and usually a brief tour of the location and facilities. During these
introductions and tours the author mentally noted, and later included in the
observer's comments, anything that looked or sounded beneficial to the
research. The third stage was the interview itself. Each interview opened
with a general question asking the participant to describe their radio
experiences and their involvement with the duopoly. The researcher then
proceeded to conduct the long interview using the revised interview guide
(Appendix B). The interviews ranged in length from approximately 25
minutes to one hour and 20 minutes. Several interviews were shortened due to
time constraints by the participant's job requirements. All of the interviews
were conducted either in the participant's office or studio. One interview
began in a restaurant during lunch, but concluded in an office. Every
interview except one included just the author and the participant. The
exception was an interview where the owner had invited the chief engineer to
be part of the owner's interview. The chief engineer was not one of the
original people scheduled at that duopoly.

The structured interview guide was not a hindrance to the author. For
example, a participant may have answered a question the author had planned
to ask later in the interview. The author either made a mental or written note
and either did not ask that question later or moved to that section of the
interview guide in order to ask related questions and then returned to the
original section. Most of the interviews also included portions where a follow-
up question was asked in order to allow the participant to expand on an
answer. These "floating prompts" were particularly useful in having terms

explained that were not familiar to the author or to have the participant
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expand on some of their answers (McCracken, 1988). A full text transcription
of an interview can be read in Appendix C.

Several of the scheduled participants were not available due to various
factors such as days off, maternity leave, and late nights working. These
interviews were not rescheduled since the author had scheduled only one day
for each duopoly visit. However, there were several instances where the
author had a chance to interview participants who had not been part of the
original schedule. These "extra" interviews included, among others, an FM/FM
duopoly operations manager in his young-20s and the founder of the original
AM station in an AM/AM/FM duopoly. Both of these interviews were included
in the data analysis. Only two of the 69 duopoly interviews were affected by
mechanical difficulties. The author takes full credit for these two difficulties
although these minor inconveniences did not affect the overall outcome. The
first instance was when the author went to turn the tape to side two and
realized the record button had not been pressed for side one. Approximately
three-fourths of that interview was lost. Fortunately, nine other participants
held the same position as this participant. The second instance occurred when
the author's rechargeable batteries ran out when about one-fourth of an
interview was left with a participant. The author had forgotten to bring the
spare batteries in from the car which was parked several blocks away. The
author concluded the interview while taking notes and later, with fresh
batteries, recorded the notes of the participant's answers as part of the

author's observer comments.
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Interview Transcriptions

A professional transcription service was used to transcribe sixty-seven
interviews. The three remaining interviews were transcribed by a university
departmental secretary with transcription experience. The author consulted
with the transcriptionists in order to assure that the transcriptions were
formatted and returned in readable form. The author proofed each
transcription by listening to the recorded interview and making corrections
on the transcriptions. The transcriptions were returned to the
transcriptionists for these corrections. The transcripts were then printed in
their corrected form and returned to the author. Seventeen corrected
transcripts were mailed to one person at each duopoly asking for verification
of the recording and transcribing. These transcripts were sent to the highest
titled person interviewed at the duopoly, usually the owner or general
manager. The seventeenth transcription was sent to the president of the radio
group who was individually interviewed. The author requested a reply only if
corrections outside of typographical or grammatical errors needed to be made,
or if any additions to what had been said needed to be added. Only four
transcripts were returned with memos indicating a thorough recording and
transcription with a few typographical or grammatical errors corrected.

The transcripts were brought through four stages of data analysis in
order to reach the open coding process. These stages were part of a process
where the author moved the data analysis from the particular to the general.
The first stage was the proofing the author did before accepting the final

version from the transcriptionists. This stage treated each utterance of the
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interview in its own terms, ignoring any relationship to other aspects of the
text (McCracken, 1988). The author then read through each corrected
Vtranscript and marked the passages from each question that were appropriate
for analysis. These passages were copied from the computerized form of the
transcript and pasted into the computerized database used by the author for
data analysis> (Appendix D). This second stage began the process of treating
the data as observations by each participant. The passages were organized by
position into the six groups of responsibility (Table 3.3) within each of the
nine question groups (Table 3.4).6 The author again read these selected
observations and marked appropriate key words or phrases that could later be
identified with the particular question and question group. This third stage
expanded the observations closer to categorical definitions. The marked
observations from the third stage were then entered into an answer coding
field within the database layout (Appendix D). These observations were then
grouped by responsibility area within each question group. Stage four
consisted of assigning categorical headings to the observations, grouping the
appropriate categories under each question and question group by
responsibility area into the layout that appears in Appendix D. The fourth
stage began the coding process with the assignment of the categorical

headings, or open codes, to the observations (Strauss and Corbin, 1990). The

5. The author used Microsoft Word 5.1a and FileMaker Pro 2.0 for these respective
purposes.

6. The reader will note that the wording of the questions in Table 3.4 does not match the
wording of the revised interview guide in Appendix B. While interviewing participants
the author observed that several questions were answered slightly different from how the
author specifically asked the question. The question form in Table 3.4 reflected these
subtle changes.



Table 3.4

Question Groups and Questions

Question Groups Questions

Audience/Listeners (a)

(b)

(c)

Advertisers (a)
(b)

(c)

Employees (a)

(b)

(c)

(d)

(e)

Ownership (a)

(b)

What does this duopoly offer for
listeners?

What kind of control is exerted over the
duopoly by the (what
perceptions/feedback about the duopoly
were received from the) listeners?

How do you see this duopoly reacting
(what strategies) to the (changing)
dynamics (needs) of the target
audience(s)?

What does this duopoly offer for
advertisers?

What kind of control is exerted over the
duopoly by the (what
perceptions/feedback about the duopoly
were received from the) advertisers?
How do you see this duopoly reacting
(what strategies) to the (changing)
dynamics (needs) of the advertiser?

What can the duopoly offer for the
employee?

What kind of control is exerted over the
duopoly by the (what
perceptions/feedback about the duopoly
were received from the) employees?
What kind of control is exerted over the
duopoly by the location?

What kind of control is exerted over the
duopoly by the organizational culture?
How do you see this duopoly reacting
(what strategies) to the (changing)
dynamics (needs) of the station
interaction within the duopoly?

What can the duopoly offer for the
owner?

What kind of control is exerted over the
duopoly by the (what
perceptions/feedback about the duopoly
were received from the) owner?
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Table 3.4 (continued)
Question Groups and Questions

Question Groups
Individual Analysis

Competition

Pre-Duopoly

Post-Duopoly

Future

Questions

(a)
(b)

(c)

(a)

(b)

(c)
(d)

(a)
(b)

(c)
(d)

(e)
(a)
(b)
(c)
(d)

(a)
(b)

What does each manager (your position)
offer to the duopoly?

How has the range in which a particular
manager functions, changed since the
duopoly was formed?

What perceptions did you bring to the
duopoly?

What kind of control is exerted over the
duopoly by the (what
perceptions/feedback about the duopoly
were received from the) partner station?
What kind of control is exerted over the
duopoly by the (what
perceptions/feedback about the duopoly
were received from the) competition?
What kind of control is exerted over the
duopoly by the market?

How do you see this duopoly reacting
(what strategies) to the (changing)
dynamics (needs) of the competition?

What conditions or requirements are
necessary to put together a duopoly?
What experiences are necessary to put
together a duopoly?

Why was this duopoly put together?
Who was involved in the creation of this
duopoly?

Describe the design of this duopoly.

What skills are necessary for the
efficient operation of this duopoly?
Describe the rate of growth of the
duopoly organization.

What are some possible negative
outcomes to these strategies?

What are some possible positive outcomes
(if not already mentioned) to these
strategies?

What direction does this duopoly go from
here?

Would there be anything you would do
differently with this duopoly?
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observations under each open code represented either an exact observation

from a participant or a summary of similar comments by several participants.

This four stage process provided an organized method for preparing the
data for analysis. The process also added to the reliability of the author's
processes of reflection and analysis of the data (McCracken, 1988). The open
coded observations and how to interpret Appendix D will be described in

Chapter Four.

Transcription Coding and Analysis

Coding of the data began with the fourth stage of organizing the
transcription data into observable categories. After the open coding process
was completed the author proceeded to the axial coding process (Strauss and
Corbin, 1990). This process enabled the author to connect and group similar
categories with themes. The themes and sub-themes developed for the four
supporting research questions were drawn from the possible themes found in
the open coded categories. The author took these possible themes and
subjected them to analytical scrutiny. The themes were analyzed to find
general properties or thoughts associated with duopolies (McCracken, 1988).
This analysis process brought the author to the formation of the four themes
and twelve sub-themes that answered the four supporting research questions.
These themes and sub-themes were then brought under the selective coding
process which developed an overall theme or core category around which all
the other themes and categories were integrated (Strauss and Corbin, 1990).

In summary, the research methodology used for this study triangulated
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between the long qualitative interview, observation, and document analysis.
The method of analysis was a combination of Strauss and Corbin's (1990)
coding processes and McCracken's (1988) thematic analysis process. Although
the term case study could be applied to each of the duopolies investigated, the
author did not investigate enough of the duopoly organization to warrant a
label of case study for each duopoly. However, with the unit of analysis as
“radio duopoly management and organizational structure,” then the research
might be considered a single case study with embedded multiple case designs

(Yin, 1989).
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CHAPTER FOUR

RESULTS

This chapter is divided into three parts. Part one describes the |
limitations the author faced with this study.‘ Part two describes the results éf
the _dt_lopoly and participant selection_ process. Part three introdﬁces the
reader to the data collected from the long interviews. This latter part also
contains an analysis matrix the author used to organize the data for analysis.
The matrix can also be used by the r_'eadér for a quick reference to the number
of participants answering a particular question or to assist in locating a |
particular group of data in Appendix D. Part three explains how to use the

matrix.

PART ONE

LIMITATIONS

As with any research there are limitations.. ‘This study was no exception.
The author identified several limitations. The selection of the duopolies and
participants interviewed relied heavily on the affirmative responses of the
participants themselves. The author was fortunate to have received enough
affirmative responses so as not to have to coerce other participants to get

involved. Still, 69 interviews at 16 duopolies in 15 markets should not be
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understood to be representative of the population of radio duopolies. These

selected duopolies happened to at least touch all the criteria the author had

established, but certainly did not cover them to the point where the results
could be generalized to every duopoly.

Each of the six responsibility areas was adequately and equally
represented for an analysis of the results. However, within each area there
were some positions that were underrepresented. The author would have liked
to have interviewed additional lower level management positions in certain
areas. These positions might have included more news directors, chief
engineers or engineering assistants, additional promotions directors, and even
a music director. Additional upper level management positions, including
more owners, might have been interviewed. However, not all owners were
available at the duopoly. Another potential limitation of this particular group
of interviews was that each duopoly did not have a representative manager
interviewed for each of the responsibility areas. This, however, was not a
fault of the author or the duopoly. This limitation was due more to the size of
the market where the duopoly was found. Larger markets tended to have
additional managers and in separate, rather than combined positions. Smaller
markets tended to have less managers and in more combined positions.
Therefore, it would have been difficult for the author to attempt in the
beginning to get an equal number of managers at each position for each
duopoly. That attempt would have defeated the initial design of this study
based on the criteria outlined in Chapter Three.

The time spent with each participant was necessarily limited due to the

nature of the radio business and the participant's job requirements. More time
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for each interview might have allowed the author to pursue some of the
answers for further explanations. Despite these limitations the author felt
enough data had been gathered to end the interviewing process and begin the

data analysis process.

PART TWO

DUOPOLY AND PARTICIPANT SELECTION

The reader is referred to Chapter Three for a review of the methodology
used to select the sixteen duopolies. Appendix A contains a detailed description
of each duopoly including station characteristics and particular positions
interviewed. The demographics of each participant was not a primary
concern of the author while gathering the data. The author had simply asked
each contact person that enough time be allotted to interview each managerial
position that had responsibilities with at least two of the stations in a duopoly.
However, there were circumstances, mentioned in Chapter Three, that
prevented the author from interviewing every person in a duopoly that met
this requirement.

The range of demographics was as varied as can be expected among
those participants interviewed. Backgrounds of those interviewed included
diverse areas such as education, accounting, othef sales positions, government
employment, and even temporary service agencies, in addition to the usual
radio employment experiences. Tenure at the radio station(s) involved in the
duopolies ranged from as little time as three weeks (a promotions director) to

the founder of the anchor station in a duopoly, a 45-year radio veteran. There
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were 44 males and 25 females interviewed. Table 4.1 shows how the genders
were distributed among three levels of management at each duopoly; upper,
middle, and lower management positions. Upper management was defined as
positions of ultimate control over the total operation of the duopoly or having
direct contact with that person. Middle management was defined as having
responsibility over other employees but not necessarily in direct contact with
the overall highest ranking person. Lower management was defined as
having a management position under the supervision of a middle management
person but not necessarily responsible for line employees. These definitions
are for descriptive purposes only and should not be strictly applied to each
duopoly. The author did not ask for specific ages of the participants. From
personal observation the author noted age groups from the lower 20s to the
upper 60s were represented. The majority of the participants were probably
in the age range of middle 30s to upper 40s. Education was another area not
directly ascertained by the author. Comments made by the participants during
the opening background question revealed the educational level of
participants included both high school and college graduates.l Only two
participants, according to the author's personal observations, could be
classified as ethnic minorities; a male African-American and a female

Hispanic. Both of these participants held lower level management positions.

1. The answer to this question was not included in the data analysis unless the
participant began to answer other questions as they were talking about their background.
Those particular portions were included in that particular question group's responses.
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Table 4.1

Interview Distribution by Gender
Among Management Levels

Upper Middle Lower Row Totals
Management | Management | Management
Males 18 16 10 4
Females 3 15 7 25
Column 21 31 17 69
Totals




PART THREE
INTERVIEW DATA

This part begins with a description of the table (Table 4.2) the reader
was asked to refer to while reading this part. After this description part three
was divided into nine sections. Each section corresponds to the nine question
groups. The six responsibility areas and their coded/summarized responses for
each question are illustrated within each section. Appendix D contains this
data in detailed form.

Table 4.2 describes the analysis matrix the author used to categorize the
data during the open coding stage. The six responsibility areas were listed
across the top of the table. The number in parentheses following each column
heading refers to the total number of participants interviewed in each of the
responsibility areas. The nine question groups were listed along the left side
of the table. Within each cell were two codes. The first code was a two-digit,
one-letter code. The first digit refers to the responsibility area at the top of
each column. The second digit after the decimal point referred to the question
group at the beginning of each row. The small letter referred to either the
first, second, third, fourth, or fifth question in that question group. The
second code in the cell was the number in parentheses. This number referred
to the number of participants that provided a response chosen for analysis. A
participant may have answered a particular question, however, the author
may have decided later that the answer did not refer to the question asked. In
this instance, the answer may not have been considered or may have been

moved to the appropriate question the participant was answering. Some
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questions were not asked of all participants. If a participant indicated they
had no insights into another area of the radio station then the author left out
those questions related to that other area for that participant. Therefore, some
cells have a zero listed for the number of participants responding to a
particular question. The reader is again asked to refer to Appendix D for a
complete picture of all the data for each question. The following sections

summarized and illustrated the data.

Audience/Listeners

Three questions from the interview guide were related to the audience
or listeners of the radio stations. The three questions asked what the
audience/listeners receive from the duopoly, how they perceive or control the
duopoly, and what strategies the management will use to attract more listeners.
QUESTION x.1a: What does this duopoly offer for listeners?

QUESTION x.1b: What kind of control is exerted over the duopoly by the
(what perceptions/feedback about the duopoly were
received from the) listeners?

QUESTION x.1c: How do you see this duopoly reacting (what strategies) to
the (changing) dynamics (needs) of the target
audience(s)?

The coded/summarized answers to each of these questions are described next

by responsibility areas for each question.

QUESTION x.1a What does this duopoly offer for listeners?




OWNERSHIP (1.1a

The owners said listeners benefited from the duopoly through increases
in the radio product, and expertise in consistent audience analysis and
programming. The duopoly also caused confusion among the listeners. Some
listeners were still learning about the duopoly, others did not care that it was a
duopoly.

GENERAL MANAGEMENT (2.1a)

Programming, the radio stations, and community involvement were
three areas the general management employees felt listeners benefited. The
word stronger was used by this group to describe the product of the station and
the people involved with the product at the station. Dale Weber, of the
Champaign duopoly, said the audience was the first link in the benefits chain:

If we try to short-change the listening audience, we are not going to be

out there and be able to deliver the product to the advertiser's need and

therefore employees aren't going to reap the rewards that we need, that,

any reward they have comes out of profit.2
Some general management showed a softer side for their product as Iove and
care were used to describe the programming. Different types of promotions
were also mentioned as a benefit. The general management also felt the
listeners received additional benefits from increased charity involvement by
the duopoly staff. |
SALES MANAGEMENT (3.1a

Choice and quality were two aspects the sales management felt the

duopoly offered the listeners. This group felt there were greater opportunities

2. The Champaign duopoly's mission statement confirmed Weber's comment (Appendix E).
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for listeners to choose a wider variety of formats. Decatur Regional Sales
»Manager (RSM) Sandy McKenzie said:
You hear people complain constantly in this market because there's
only one newspaper. They run it down. They hate it. It doesn't matter
if it's good or bad. It's the only one and it's not their choice, so they hate
it. They don't want not having a choice. When you have another radio
station in the market, you have given them something else to choose
from and they like that. They, it makes them think that their pond is
becoming bigger.
This choice was backed by the quality of the buyer station which could now be
emulated in the purchased station. This quality was represented through
resources and programming.
OPERATIONS MANAGEMENT (4.1a)

The operations management group also felt choice and a strong station
were benefits received by listeners. The choice category was focused on
commercial clusters and local coverage as well as the generic music
programming. Some members of this group saw the competition getting better
and cleaner as a result of the duopoly. This would be an indirect benefit to the
listener as Atlanta Operations Manager (OM) Neil McGinley explained:

You can throw away the gorilla stuff which I don't even know works

but it became very, very faddish in radio td show up at your competitors

promotions and, you know, gorilla marketing tactics, you throw all of
that out. You actually get a cleaner sounding radio station because we

don't have to prostitute ourselves to get a concert or get a buy.
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Other members said the listeners did not know about the duopoly or the
changes are invisible to the listener.
IMAGE MANAGEMENT (5.1a)

A stronger station and an exciting product were two benefits listeners
received according to the image management group. This group was split on
whether the listeners were aware of the duopoly. Some said the listeners do
not really know the stations as sister stations, or that there was nothing
unique about the duopoly. Others in this group said the listeners were
beginning to know the stations more as partners which was good for the
listener. The image managers said the listeners benefited from a diversity in
sound on the stations in both commercials and programming. The word
complementary was used to describe the programming offered to listeners by
the stations in the duopoly.

PROCESS MANAGEMENT (6.1a)

Additional benefits for the listener noted by this group included the
ability to share information with sisters, the ability to promote each other, and
the loyalty of the listener to the purchased station. The process management
group also reported benefits such as consistent quality, product improvement,
and a broader choice of formats and public service information. Several in
this group mentioned the community was getting a station back as a result of
the duopoly. |

QUESTION x.1b: What kind of control is exerted over the duopoly by

the (what perceptions/feedback about the duopoly

were received from the) listeners?
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OWNERSHIP (1.1b

The owners responses to this question were coded into three areas:
positive, negative, and neutral. The perceptions the owners received from the
listeners ranged from complaints that the listeners had no local station to
praises that the owners had done the right thing and gave direction to local
radio. Charlotte owner Carl Ford received the "no local station" complaints:

I got a little rough with some of them and I said, "No, you people gave up

your local station years ago when you started listening to the stations

coming out of Charlotte." Everybody did that basically in the 1970's.

‘They quit listening to local stationé and started punching up the FM

stations in Charlotte.

Some of the ownership group also reported that they received no input from
the listeners. |
GENERAL MANAGEMENT (2.1b)

Positive and negative feedback was also received by the general
management group from the listeners. This feedback ranged from getting
money's worth to letters written against a format switch. Instead of a neutral
category this group's answers centering on no responses or feedback from the
listeners were coded inside perceptions. These perceptions ranged from the
listener does not care what goes on to the very diverse formats keeps the

listener unaware of the duopoly.

SALES MANAGEMENT (3.1b)

The sales management group was split as to whether the listener
response mattered to the duopoly. According to this group the listener already

knows their likes, does not pay attention to whether the station is part of a
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duopoly, and is unaware of the duopoly unless the listener visits the station
location. Greensboro General Sales Manager (GSM) Jamey Kerr said:

If you go over to the mall and find somebody, you know, just walk up to

somebody and say, "Are you aware that Rock 92 and 107.5 the Eagle are

owned by the same company? Are you aware of or do you care that Rock

92 and 107.5 the Eagle are owned by the same person?" They will

probably say no.

Kerr purposely keeps the listener uninformed about the duopoly by using
separate letterhead for the stations while others strive to get a response and
work to inform the listener. One sales manager said the listeners usually get
less credit from sales managers for being informed.

OPERATIONS MANAGEMENT (4.1b)

Operations managers commented on audience feedback primarily from
the programming standpoint. This group said the audience wanted a basic
product and were surveyed to determine a format change for the purchased
station. Listeners still wanted to program via letters. The perception of a
duopoly changed from negative with old owners to positive with new owners
for one duopoly. The operations group believed they needed to correctly
counter-program for the buyer station if the purchased station's format was
changed. Other perceptions of the listeners included praising the purchase
and the duopoly now filled a void. Some operations managers said listeners do
not know about the duopoly and the managers do not want them to know.
IMAGE MANAGEMENT (5.1b)

Responses received from the listeners by the image management group

ranged from no perception of duopoly to becoming more aware and positive to
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format change. Some image managers said they shared some listeners

between stations and others had distinct listening groups. Johnson City

Creative/Production Director Don Gibson found this out about their listeners:
I run into all kinds of them and there again, with the four stations you
run into different types. I run into people who say "you work for Tri
Cities Radio" and I'll say "yeah." "Well, I really like that oldies station."
Then I hear another one say "I wouldn't listen to the Rush Limbaugh
show," you know, because he's on the other one, then you have the
other people that like the [W]QUT type format, so you run into all
different sorts of people out there. We expect the audiences to be
different, so I run into all. I run into a good share of all of them that
like certain things about each station.

Some listeners are forced to perceive the duopoly as dual stations or separate

entities. Champaign Marketing Director Gina Elliott said:
If we're doing sticker stops and a car drives up and that car wants me to
put a WIXY sticker on their car and as I always do with the listener,
"Where would you like it?" And if they slap it over that WLRW sticker,
well, I will put a smile on my face and slap it over that WLRW sticker,

otherwise they will go crazy.

PROCESS MANAGEMENT (6.1b)

Feedback from listeners come more in the form of calls than letters
according to the process management group. This group said the listener
expects to relate to a local station but is unaware of satellite programming or
whether the formats are separate. Listeners are aware, however, of a new

format or a new station.




QUESTION x.1¢: How do you see this duopoly reacting (what

strategies) to the (changing) dynamics (needs) of
the target audience(s)?

OWNERSHIP (1.1¢)

Owners of duopolies expected to personally adapt to audience shifts by
continually evaluating, setting the pace, and being a leader. Some owners will
know their audience changes by conducting studies, others will stay in touch.
Other ownership strategies for reacting to audience changes included
adapting the format, adding personnel, keeping marketing messages separate
but using the same media, and iﬁcreésing live programming.

GENERAL MANAGEMENT (2.1¢)

General management said adjustments would need to be made with
personalities by getting more energy on the morning show and involved with
the audience through personalities and remotes. Research and maintenance
were two other categories noted by this group. Strategies included both in-
house and outside research efforts, and the nursing and feeding of the duopoly
to maturity, reliability, and recognition.

SALES MANAGEMENT (3.1¢)

Sales managers thought promotions and programming were the two
strategic areas the duopoly should use to respond to listeners. Some strategies
mentioned included separate trip giveaways, a ddwntown triplecast, both
bumper stickers on cars, and programming that would reflect market changes.
OPERATIONS MANAGEMENT (4.1¢)

Operations managers keyed in on intra-duopoly competition as well as

programming and promotional strategies for listener dynamics. The
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managers said competition against each other was good but that stations
within a duopoly should not shoot at each other. Against other stations or
duopolies the duopoly should grab it all with no holds barred. Strategies that
would be necessary for continued success with the listeners included more
local talent, a steady durable format, full live service, the biggest market
sound, constant modification, and staying on top of things. Gainesville OM Joel
William said constant music research was vital:

Is it going to come into play that you don't play sixties music anymore,

you're really going to look to seventies, eighties, and nineties now? Is a

seventies format going to be something that's going to be a flash in the

pan?
Other operations managers also pointed out the importance of having
continual research and having the resources to find a game plan.
IMAGE MANAGEMENT (S.1¢

The only strategy area that emerged from this group's answers was
promotions. Image managers separated promotions into present and future
promotions. The strategy from this group would appear to be to keep the
listener guessing as to what may come next. This strategy was being
accomplished through hot, exciting promotions, more bells, whistles, and
contests, and cross-over voices where appropriate. The future of this strategy
would depend on surprises, unpredictability, more cross-promotions, and a
bombard the community, in your face attitude by the image managers.
PROCESS MANAGEMENT (6.1¢)

This group of managers thought research and programming were two

areas that needed strategies to react to audience dynamics. The process
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managers said flexibility and competition in programming was important
within the duopoly. Research efforts should stay on top of needs and follow
through to on-air results.
SUMMARY

Radio duopoly managers have not forgotten the listeners. Most listeners
were not aware that duopoly meant changes. The managers said listeners have
more choice in the form of music variety and a better sounding station. The
managers said strength of the stations was a key benefit for the audience.
Within at least three of the management groups (SM, OM, and IM) there was
not a consensus on whether the listener should even be informed of the
duopoly or that the stations were connected. Managers received feedback
from listeners through letters and phone calls, but also through relational
methods such as the level of loyalty to a particular station. Almost every
manager said some form of research was necessary to stay in touch with the
audience. The managers saw audience involvement as a key strategy for

growing the audience.
Advertisers

Three questions from the interview guide were related to the
advertisers of the radio stations. The three questions asked what the
advertisers receive from the duopoly, how they perceive or control the
duopoly, and what strategies the management will use to attract more
advertisers.

QUESTION x.2a: What does this duopoly offer for advertisers?
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QUESTION x.2b: What kind of control is exerted over the duopoly by the
(what perceptions/feedback about the duopoly were
received from the) advertisers?

QUESTION x.2c: How do you see this duopoly reacting (what strategies) to
the (changing) dynamics (needs) of the advertiser?

The coded/summarized answers to each of these questions are described next

by responsibility areas for each question.

QUESTION x.2a: What does this duopoly offer for advertisers?
Advertiser offerings from a duopoly were grouped into five categories: value,
time, service, opportunities, and the audience. Some responsibility areas had
no responses in some categories.

OWNERSHIP (1.2a)

Owners said the value for an advertiser came from more coverage for
the same effort, attractively priced and strong stations, and consistent quality
in sales and staff. Some duopolies offer the advertiser time by having to deal
with one account executive (AE). Other duopolies keep sales staffs separate for
each station so that time savings is not passed on to the advertiser. The
advertiser has the convenience of coordinated production and the opportunity
to get a unique audience or buy two for one packages.

GENERAL MANAGEMENT (2.2a)

The general management group added the vaudience as a fifth category
of benefits for the advertiser. This group described advertiser benefits as
intermingling demographics, diversity of target audiences, and reaching 18-
64 year olds with one buy. Washington, D.C. General Manager Catherine Meloy

emphasized the importance of the audience to the duopoly:
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Whatever the case [the format] may be, to the advertiser it may not
mean anything, but if you can't deliver more of the market, if you can't
truly answer their needs, then the duopoly, in a sense, doesn't work.
The general managers said the advertisers could do more without more cost,
have the same number of AEs and more stations, strength in multiples, and
another marketing partner. Dale Weber, Champaign General Manager,
summarized why strength is important to the advertiser:
If we weren't an economically viable entity, we couldn't afford the
digital audio production room facilities. We couldn't provide the
copywriting services and the creative services and the brainstorming
and the marketing. And we would be just a commodity to the
advertisers. And we bring more to bear as a result.
Louisville-Prism3 General Manager James Cooley echoed Weber's previous
comment when he said:
You need to become a marketing partner not just a vendor of a
commodity.4
The general managers did not see any negatives for advertisers except from
those duopolies that did not offer combo sells or discounts on rates.
SALES MANAGEMENT (3.2a
Sales managers saw benefits for advertisers from both split sales staffs
and combined sales staffs. One manager said the édvertiser could build a close

relationship with one AE Another manager said split sales staffs allow AEs to

3. Two duopolies were investigated in the Louisville market. The author will distinguish
between the two by adding on the name of the company after the name of the market.

4. See Appendix E for a list of Louisville-Prism's 1994 goals that illustrate this
statement.
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maintain strong personal relationships with buyers. Sales managers also saw
the advertiser receiving value in the form of more market clout and an
additional buy within one demographic. Additional service was provided by
dealing with the same production department and moving products better.
OPERATIONS MANAGEMENT (4.2a)

Operations managers said advertisers received a double-barreled shot at
the audience, coverage of a metro area with more good stations, and
commercials packaged for all the duopoly stations. The advertiser's value in a
duopoly, this group said, included a multiple rate structure, saturated market
demographics, and more exposure. One manager said their trombo buy was not
really an advantage yet.

IMAGE AGEMENT (5.2a

Image managers said the advertiser's message gets more impact with
expanded coverage and a more creative and larger staff without an extra talent
fee. Advertiser time is saved when the advertiser can work with the same
people or receive joint presentations from AEs. One manager called the
duopoly a less confusing media mix.

PROCESS MANAGEMENT (6.2a)

Birth to death listeners is how one process manager described the
duopoly audience for an advertiser. Other services for adwertisers included
targeting part of a product at a particular market; a much better selling tool,
and one stop shopping. This group also reported that the advertiser receives
the benefit of joint ownership and that a particular owner went and bought

another station.
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QUESTION x.2b: What kind of control is exerted over the duopoly by
the (what perceptions/feedback about the duopoly
were received from the) advertisers?

This question elicited responses that were coded: initial concerns, present
attitudes, strategies, and results.
OWNERSHIP (1.2b

The owners perceived the advertiser's feedback as being skeptical,
fearful, and suspicious. Advertisers thought duopoly owners were money
grabbers and would force buys or aggressive rates on them. EZ
Communications President Alan Box found the fear advertisers expressed
especially revealing:

Fear that you were going to raise rates or force them to buy two stations

or do some sort of thing like that which on the one hand I can

understand, on the other, the advertisers control this business so tightly
it's interesting to see them fearful of anything, but one of the things

that we did in our very first duopoly was to invite advertisers in in a

focus group forum and let them just tell us what they thought, or tell

somebody, they didn't think they were telling us, but they laid it all out
what their fears were and we were very sensitive to those.
This fearful attitude shifted to one of no concern as advertisers began to freely
use the duopoly after the owner proved there waS no over-concentration of
control in the marketplace. The owners alleviated the advertiser's initial
concerns with focus groups and explanations. Duopoly owners saw success
while the advertisers saw professionalism, better programs, and more

research tools at their disposal.
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GENERAL MANAGEMENT (2.2b

Initial concerns of the advertisers noticed by the general management
included advertisers that were unhappy and felt gouged. Advertisers wanted,
even demanded, the extra product for no or little increase, the additional
station sold as a "toss-in" buy, and no combo buys. Agencies, unlike local
retailers, assumed stations would sell combo buys at a deeply discounted rate.
Those attitudes changed to a good reception after noticing duopolies became
movers and shakers in the market. Advertisers are now accustomed to the
duopoly concept. Some advertisers never did see anything negative or saw no
change. Explanation was the main strategy used to change advertiser
attitudes. General managers and their staff gave such reasons as the duopoly
serves an unserved market, is more cost efficient, and can offer a niche and a
general market format. The general management group saw an increased
level of credibility among advertisers for their duopolies.
SALES MANAGEMENT (3.2b

The sales management group said advertisers were afraid to lose control
when duopolies were formed. Some advertisers were petrified, some nervous,
some confused, and others thought duopolies were OK. Johnson City AM Sales
Manager Bobbie Kabool had a typical comment:

I think it was a little confusing, I don't think they really understood. I

think possibly there was the concern of do‘I get both stations for one

rate or is my rate going to change or what is my situation going to be?
Sales managers said national buyers said it was a monopoly and felt bad about
giving one AE the majority of a client's budget. Advertisers are now relieved

and pleased that rates were not raised or forced in combo buys. One sales
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manager did force combo buys but also lowered the combo rate. Advertisers
are now buying, are glad to see someone caring for them, and are more
accustomed to duopolies. The transition from reluctant to willing buyers was
illustrated by Atlanta General Sales Manager Diane Dalton:

We have national buyers that would say, "I'm not buying you, it's a

monopoly, I hate it, You can't force me to do anything." Two months

later they are buying it. The clients were very very nervous that

Norman [Schrutt, Atlanta GM] was going to come in with a big old bat

and force the combo to a really high rate. When he didn't do that, it was

a sigh of relief throughout town.

Making the advertiser aware and getting the information about duopolies to
advertisers was the main strategy used to change the advertiser's attitude.
Sales managers saw a lot of annual contracts with advertisers paying the rates.
OoP ION AG 4.2b

Advertisers had a ot of questions and did not understand what was
going on. Some advertisers saw duopolies as a power move and wondered
whether they would have a choice. Advertisers now are knowledgeable and
realize the strength of a duopoly. Operations managers said buyers need to be
educated about the better economics of radio.

IMAGE MANAGEMENT (5.2b)

The image managers saw advertisers that were scared of new things and
afraid of getting the wool pulled over their eyes. One manager said an
advertiser wondered why the duopoly would not give the advertiser free spots,
when the competitor gave free spots on their AM station. Some advertisers are

getting used to the duopoly while others are not totally comfortable or sure.
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One way to get advertisers used to the duopoly is not to be in their hair
everyday. Advertisers finally woke up at one duopoly when the purchased FM
station blew everybody out of the water.

PROCESS MANAGEMENT (6.2b

According to the process management group the advertisers were kind
of leery and cautious to having high hopes the owner could pull it off.
Advertisers are now more encouraged, comfortable, and excited about a format
that caters to them. The process managers realized they needed to think more
of what they could do for the advertiser and to know which station they are
calling for when the phone rings. Advertisers are starting to spend more
money.

QUESTION x.2¢ How do you see this duopoly reacting (what
strategies) to the (changing) dynamics (needs) of
the advertiser?

Strategies for appealing to the dynamics of the advertisers were coded into
four categories: enhance revenue, rate structure, marketing the duopoly, and
product enhancement.

OWNERSHIP (1.2¢)

Several owners have realized that using databases could enhance the
duopoly's revenue. Steve Edwards, President of the Knoxville duopoly, planned
to use a double attack with both combined and separate sales staffs:

Probably ideally what you'll see is a certain number of sales people that

sell the major agencies in the combination, and then three or four

people selling only [W]IMZ to the Harley-Davidson shops and three or
four people selling only [W]EZK to the fine china shops. That's the way
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I see that we can cover it because the stations are different. Even

though the audience demographics are the same, the socio-economic

levels of the audiences are different. So it requires a double attack.
Owners wanted to structure their rates so local people kept happy. The
ownership group wanted to make sure the correct audience was available for
the advertiser's product or service. The owners planned to invest in
equipment and people to improve professionalism and work with the
advertiser's needs.
GENERAL MANAGEMENT (2.2¢)

General managers wanted to make sure advertisers were educated on
combo buys and the duopoly stations were pitched in a complementary
fashion. Decatur General Manager Joel Fletcher believed in combo sales staffs
after his duopoly had a disastrous start with separate sales staffs. However, he
said both stations must be equally presented:

We have to present both stations separately and we try to sell one and

begin it and finish it and close it before even entertain pitching the

other one. We want to wrap up last year's money plus some on one

station and go after the other.
Other revenue enhancement strategies included buying a Sign-Pro franchise,
developing an advertising planner, a field marketing department for new co-
op dollars, and using all the stations to spread the investment cost of the
additional station. Some general managers structured their rates in such a
way so as to offer half-price discounts, more added value, and to get away from
the advertiser's first reaction "you're stealing from me."” General managers

wanted to aggressively market the duopoly by being marketers instead of spot
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peddlers, using qualitative research, and more external promotions and
advertising campaigns. General managers expected to enhance the product by
bringing the customer to the client's front door through event marketing and
a combined promotional bang. Knoxville GM Craig Jacobus provided an
example:
Let'_s say a department store is having a grand opening, when Dillard's
opens, let's take that to be a good example. I mean, there's, we could do a
Super Bowl promotion with Phil Williams [WIMZ personality] in the
men's department, and tie some point of purchase in there and create an
| entire excitement level based at and targeted to the men's department.
And at the same time you could go on the other side and put together a
fashion show; tie in Liz Claiborne that WEZK would be promoting and
have T.K. and Laurie [WEZK pérsonalities] emcee that at a different time,
do point of purchase throughout that department. There's just all sorts
of things that can grow that business using the power and strength of
each radio station's target.
SA NAG .2C
Strategies used by sales managers to enhance revenue included needs
analyses of the advertisers, direct mail, a financial expo, getting fringe market
advertisers, and more long-term business. Sales managers have structured
their rates to develop consistent sell-out pattems; With inventory supply and
demand strategies, and separate sales attack plans for various types of
advertisers. This group said the duopoly should be marketed by staying on the
street, let advertisers know they can come here first for creative ideas, and

combined external and internal promotions.
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OPERATIONS MANAGEMENT (4.2¢)

Operations managers said ways should be found to keep both little and

big advertisers. The duopoly should be marketed to maximize audience
through more community involvement and enough AEs to cover the metro and
regional areas. The operations managers see their job as product enhancers to
provide the numbers for AEs, run a clean duopoly, do not over-commercialize,
and have the promotions director work with the client from the ground up.
Savannah OM Jeff Roper said how the commercials and programming sounded
was the most important goal to him:

I'll do whatever it takes to make an advertiser happy just as long as it

sounds good on my radio station. Now, I have no control what gets sold

and what doesn't get sold but I just know that the first impression is

what everyone gets when they cut on the radio and it's my job to make

sure that both of those impressions are the best they can get and that

they sparkle and are like nothing else in town.
IMAGE MANAGEMENT (S5.2¢

Image managers wanted to turn things around quicker and create a
win/win situation for both the client and station in order to enhance revenue.
This group thought the promotions department should be used to help
advertisers work to their full advantage. Fort Walton Beach Promotions
Director Steve O'Day illustrated these concepts with this example of a dual
promotion:

We did one break for Gary Smith Ford and we had an idea that I came up

with when I saw the Mustangs and the [19]94 Mustang coming out they

had a premier date and on that date we did a premier party in the Ford
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dealership and the agency bought both radio stations. We were set up

with van, van table with cake and both units set up. It worked well.

There were a lot of folks there and we did a break where the general

manager of Gary Smith Ford presented each radio station with a

certificate plaque thanking us for making the Ford Mustang a

successful debut. That was the simultaneous break that went on the air.

You know, he said, "I would like to have KOOL 105 and 99 Rock." That was

going over both radio stations at the same time. I thought it sounded

great. It just seemed kind of neat, you know, something that had never
been done. Some people weren't very comfortable with it but they got
over it.

The image managers wanted to enhance the product so that it would be a

benefit to the client and fun.

PROCESS MANAGEMENT (6.2¢)

The process managers thought keeping the books straight with correct
bills, properly posted payments, and getting ads right would enhance revenue.
The managers said the duopoly should be marketed upon the quality of the
organization and should always cater to advertisers. This group considered the
product enhanced by having two significant community stations. One process
manager said the owner was not married to the format and had the ability to
change formats to attract the audience for advertisers.

SUMMARY

The managers thought the advertiser on a duopoly received three major

benefits. These beneﬁt§ were the strength of the stations, the coordinated

services the stations could offer the advertiser, and more audience coverage.
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Managers, however, differed on whether the advertiser saved time because of
the duopoly. According to the managers most advertisers were fearful of the
duopoly concept. These fears were at least reduced through education and
explanations. Many advertisers have turned their initial negative thoughts
about duopolies to positive actions with duopolies. Duopoly managers plan to

attack the advertisers with the right audience and the most resources.
Employees

bFive questions from the interview guide were related to the employees
of the radio stations. The five questions asked what the employees receive
from the duopoly, h>ow they perceive or control the duopoly, how does the
physical location affect the duopoly, what is the organizational culture like in
the duopoly, and what strategies the management will use to change or
maintain employee interaction in the duopoly.

QUESTION x.3a: What can the duopoly offer for the employee?

QUESTION x.3b: What kind of control is exerted over the duopoly by the
(what perceptions/feedback about the duopoly were
received from the) employees?

QUESTION x.3c: What kind of control is exerted over the duopoly by the
location? |

QUESTION x.3d: What kind of control is exerted over the duopoly by the

organizational culture?
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QUESTION x.3e: How do you see this duopoly reacting (what strategies) to
the (changing) dynamics (needs) of the station interaction
within the duopoly? |

The coded/summarized answers to each of these questions are described next

by responsibility areas for each question.

QUESTION x.3a What can the duopoly offer for the employee?
Answers to this question were summarized under three codes: additions,
subtractions, and directions.

OWNERSHIP (1.3a)

Owners felt the duopoly put more in the employee's paycheck but
sometimes not right away. Additional security, training, and satisfaction were
also evident. The ownership group felt the more profitable duopoly operation
created more of a team effort and a closer unit. A loss of jobs and some salaries
were seen as the major subtractions. Duopoly employees have the opportunity
to improve their professional ability. The owners said this will make the
employees look good on their resumé and provide them a path of advancement.
Jonesboro owner larry Duke concurred:

In fact, that was one of the key reasons for going into the duopoly.

We've had an extremely successful history of hiring high-quality

young people and training them well. Either I provide a place for them

to go up or else they go some place else.

Owners also said employees have the opportunity to make another great

station. Larger sales departments were also reported by owners.

111



GENERAL MANAGEMENT (2.3a)

Training, stability, generous raises, and jobs were all reasons for

employees to be part of a duopoly according to the general managers. This
group also included some negative additions such as additional work and
overtime, unique bookkeeping and traffic problems, and a morale crisis. Only
one general manager reported a subtraction, some short-term displacements.
The GMs thought duopoly employees were on the cutting edge, working for a
company that was growing instead of shrinking, and could expect to get a head
start on their career.
SA AGEMENT (3.3a
Sales managers reported a lot more additions than subtractions for
duopoly employees. Additions noted were twice the opportunity for income
potential, revenue to do more things, and doubled selling units. Other
additions included increased work and responsibilities, copywriting and
production up 50%, and more stability in the community. Gainesville Sales
Manager Jean Pethel said there were additions in several areas:
One is in income, one is in knowledge, one is in taking care of that
client, and doing what's best for the customer, plus the fact that it's
going to employ more people, just by virtue of having another station
on board, so it creates more jobs and it creates for the community that
stability that they needed in radio here. |
The opportunity to have less duplication of positions, equipment, and overhead
costs was termed economies of scale by the sales managers. One sales manager

said working with a minimal staff was more manageable.
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OPERATIONS MANAGEMENT (4.3a)

Operations managers saw increases in exposure, experience, income,
pride, and work for duopoly employees. Other additions noted were an
increase in stature and clout, cross-pollination between stations of the
duopoly, promotions, and responsibility. Fort Walton Beach OM Rick Zurick
knew one way employees could expand their capabilities:

Radio can offer a world of freedom and can also be an incredible

straight jacket. If you are with one company that has one format and

does one thing in the market, if you like that company odds are you are
going to do the same thing for that company a number of years from
now that you are doing now. Whereas us having three radio stations
that have three completely separate and different personalities and are
completely separate beasts, means that if somebody works for me on

KOOL but they have interests in talk, we can define a role that lets them

dabble in that. Whereas if we didn't own the talk station then they could

never do that. That goes for anybody working in any other format. So

that is a way that you really can expand and broaden your horizons.
Operations managers also saw some shrinking and contraction of employees
including less part-timers. This subtraction was also described as taking part
in economies of scale. Operations managers expected the duopoly to double up
part-timers on both stations, automate some daypérts, and be on the cutting
edge of new broadcasting trends.
IMAGE MANAGEMENT (5.3a)

Image managers did not report any subtractions. Additions seen by this

group included consolidation of material, ideas, and talents, multiple station
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experience, prestige, and the increased workload along with more income
potential. Johnson City Production Director David Barnett said pride was an
important part of being a duopoly employee:

I've always been extremely proud of the radio stations that I work at,

and I go out and I wear our call letters, you know, and it's kind of fun,

because if you're on the radio enough, like Don and I are, my
supervisor, we're on 24 hours a day. People will recognize you, you

know, you'll go to McDonalds and they'll say "I know who you are, I

listen to you on the radio," so I'm very proud of the radio stations.
Image managers expected the duopoly to direct employees to more confidence,
more revenue, and better stability.

PROCESS MANAGEMENT (6.3a)

Challenges, advancement, and experience were all part of the additions
seen by the process managers. They also noticed more work, more
compensation, and even jobs created for them. Jonesboro Traffic Director Jana
York was pleased to be part of the duopoly:

My position wouldn't have even been created if they just had KFIN in

Jonesboro. Had the duopoly not been in the same town, my position

would not have been created.

Job elimination was the only subtraction noted by this group. The process
managers saw family-like operations and camaraden‘e among the duopoly

team.

QUESTION x.3b: What kind of control is exerted over the duopoly by
the (what perceptions/feedback about the duopoly

were received from the) employees?
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Two categories emerged from the answers to this question: attitudes and tools |
| of change. Attitudes were divided into three areas: purchased staff attitudes,
buyer staff attitudes, and changes in staff attitudes after being combined
under one ownership.
OWNERSHIP (1.3b)
One owner saw the competing staffs squaring off like dogs in a circle.
Other owners said the purchased staff was leery, insecure, and had a dislike of
new rules and guidelines. The purchased staff still considered the buyer an
enemy. Some of the purchased staff were willing to come over in any position.
Others were concerned about losing their job. The buyer staffs' attitudes were
positive. They saw the purchase as a logical step. The ownership gave duopoly
employees a direction, a focus, and a chance. One owner said the duopoly
created a new fire in their belly. Another owner said the LMA should be used
as a tool to prevent lingering employees and to let people know where they are
with the new owner. Some owners reported more belief is still needed from
sales people, but overall the attitude has changed to an appreciative attitude
according to Greensboro owner Allen Dick:
Once they got to know us and our company, they said, "This is great."
Because we get into the research and we get into treating people right
and we're broadcasters and we're hands-on operators. They, I think,
were appreciative of having someone who cared about them who
wanted them to win. I mean, when this station, even when we
purchased it, when we poured in a lot of research, and we started

advertising them on TV, this is something they had never had.
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GENERAL MANAGEMENT (2.3b)

General managers described the purchased staff attitude as
disheartened, extremely unsure, and afraid. Some purchased staff walked out
the door, had egos damaged, and did not want to come over. According to one
general manager the buyer staff felt like conquering heroes and found it
difficult to hold back the horses. Some general managers noticed the buyer
staff become suspicious and put off by new staff coming in to the station.
Another general manager picked up the buyer staff attitude of the owner and
manager get rich while we have to share our toys. One of the tools used by this
group to develop a positive attitude about the duopoly was to involve all the
department heads in the process. Other tools included expanding buildings,
explaining benefits, and putting people in the right places. Lexington GM Dan
Dorsett told how he got his staff through this crisis situation:

I had a staff who were coming in every day saying well, you know, Dan

everybody knows you're buying the station. Why don't you just go

ahead and say it? I said, you know, there's nothing to announce. When
the time's right, I'll tell you. Well, finally in October of '92 I was able to
announce it and the first question was, what are you going to program
it with and I said that the decision has not been made and that was true.

The final decision didn't come until about the second week of December

and then once I decided, I told the staff, I'ni not going to tell you what

I've decided, because then when people ask, you can say I haven't been

told and you won't be lying, okay. Well, I had some people that really by

early February, were having a crisis over this. They felt like it was my

duty to tell them what was going to happen and they became very
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suspicious and they knew I was interviewing some staff for the station

and it got down to basic issues and we were beginning to expand the

building, but it was clear it wasn't going to be, we had a hold up on that
too, because of a zoning problem, that wasn't going to be finished in
time and it was going to become a little crowded for a while. Well, my
existing staff was a little put off by that. It was kind of like, well, why
should we have to share with these guys? So, it became my job to
explain to them what the advantage was.

One GM said the staff now has a pretty good understanding of why this was

done: "It's radio in the 1990s." Other duopoly employees are happy about the

relationship and proud to be part of the team even though there were growing

pains.

SALES MANAGEMENT (3.3b)

The purchased staff had reason to be concerned according to the sales
managers. One owner fired all AEs when the LMA took effect. Another sales
manager said separate sales staffs in the same location were fighting,
attacking, and arguing with each other. Some purchased staff left, others
were pleased to come in to the buyer's staff. The buyer staff was scared
initially. Some understood, others did not know much about the duopoly. Sales
managers differed on initial cooperation between staffs. Some sales managers
saw more team atmosphere than expected and not much guarding of
information, while others saw tension and competition. Sales managers
weeded out no-changers, adjusted sales strategies, and planned for moves into
single locations. These tools enabled SMs to see enormous progress in staff

attitudes. Atlanta GSM Diane Dalton said duopolies were like childbirth:
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I think you forget. When people remind me of some of the struggles we
went through in our first couple of months, I am like "we did?" I just
don't think you, you know, you get through it and if you are excited
about what you are trying to do and you see the light at the end of the

tunnel, you kind of eventually forget the bad stuff.

OPERATIONS MANAGEMENT (4.3b)

Operations managers saw trepidation, bad feelings, and petrified
attitudes among the purchased staff. OMs said the buyer staff had mixed
feelings. Some felt like we ate them, we got them now. Others were excited to
expand talents and share in increased company income, but were not sure
they could take on more work without more help. Some of the tools that OMs
recognized as helping change staff attitudes included: owner assurances,
open-minded to all suggestions, periodic meetings, and reduction of duplicate
administrative positions. OMs at duopolies with two locations still felt awkward
since they could not miss a day at either location as explained by Atlanta OM
Neil McGinley:

It took us months to get to the point where a lot of them could trust us

and it is not going to get much better or right until we move into one

building because I still get that, if I miss a day and don't go over there,

"Gee, don't you love us anymore" and I still get the same thing over

here, "Gee, we never see you anymore." Thé.t is awkward. It is probably

more awkward over there because they don't know us that well.
IMAGE MANAGEMENT (5.3b)
Image managers only realized that the purchased staff was not too

happy about the duopoly. The buyer staff was really enthusiastic. One duopoly
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owner used employee empowerment to get all employees working together.
The image managers in a duopoly saw both staffs competing amongst
themselves and beginning to voice their opinions but stay out of the middle
unless you need to settle a dispute.
PROCESS MANAGEMENT (6.3b
Process managers saw some purchased staff who felt like a stepchild and
were hurt. Announcers were worried and some staff left because they could
not deal with being purchased. Buyer staff attitudes noticed by the process
managers were not much better. One department had a complete turnover.
The process manager said the employees felt like we were sinking, did not
know what to expect, and were apprehensive. Some buyer employees felt
secure, but did not want additional responsibilities. Lexington Business
Manager Diannia Gevedon described the mixed feelings felt by employees:
We basically took the other station dead and brought nobody over, so all
the employees here basically at that point were happy and sad because
these are people they work with in the market everyday and they see
them losing their jobs and they see how quickly that can happen. That's
always a nerving thing. At the same time, they were happy for
themselves because they had a little more job security:.
Process managers felt hiring good people with ideas, having good
communication of ideas, and encouraging employees to participate created
better staff attitudes. This group of managers saw employees that had
weathered the storm real well and were willing to keep on growing, and

conform to the way things were.
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QUESTION x.3c: What kind of control is exerted over the duopoly by
the location?
Participants’ answers to this question were divided into the categories of
separate, combined, and growth process. All three categories were
represented whether the duopoly was in one or multiple locations.
OWNERSHIP (1.3¢)

Some duopolies are required to maintain offices in other towns since a
purchased or new station may have their city of license in a different town
other than the buyer station. Owners felt it was difficult to maintain a large
market presence when in separate locations. Combined locations were
thought to be better for employee chemistry, work flow, and production
control. However, some owners did not feel combined locations was a
requirement or mandatory.

GENERAL MANAGEMENT (2.3c)

The general management group felt an unfamiliarity with separate
locations. Going to the purchased station's location was like moving into a new
house. The GM had no office, desk, or phone at the other location. One GM said
it was painful figuring out the best way to manage three properties in two
Iocations. GMs that were in combined locations or were planning to be said
being in one location was the proper place to be and makes a difference when
dealing with little problems. One location allowed general management to
share office equipment, in-house printing, marketing, and to get better rates
on supplies. Not everything will be combined for the Atlanta duopoly, said GM

Norman Schrutt, when they move into a single facility at the end of 1994:
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Our studios are separate. They are separated by our production studio.
KIX [WKHX] is on one side [W]YAY is on the other side. The two jock
lounges are separate, the two sales departments are separate, there are
areas that do come together but in most cases they are separate. The
general manager's office is down on one side. I look forward to it only
because we will be together.
Thls group also noted growth among the staff when under one roof as they
became one entity, assimilated, and came together as a team. One GM said
workload issues could be evaluated better When locations were combined. .
SALES MANAGEMENT (3.3¢) |
Sales managers reported a loss of hands-on control when in separate
locations. Techniqﬁes like using the fax machine or establishing a courier
service were used to enable communications between the two locations. This
group said tempers were flying and the separation was like a cat watching
kittens. The sales managers said a combined location makes life a lot easier,
logistics are cleaned up, and there is more information sharing. Atlanta GSM
Diane Dalton said:
From the sales perspective, I think it is just going to be a total asset. I
want these people to. communicate, I want them to talk, I want them to
scoop, I want them to catch a vibe and call me stupid and accuse me of
giving out two different things to two diffei'ent stations. But mostl);
being about to walk down the hall instead of drive. I had a salesman tell
me yesterday, "I have to see you." and I said look on my calendar, I have
no time unless someone wants to eat with me at 5:30 in the morning, I

can't start earlier than 7:00.
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However, a combined location can still get hectic especially when the building

is not designed for four stations. SMs said the two staffs suffered growing

pains but have a closer understanding for each other.

OPERATIONS MANAGEMENT (4.3¢)
Some operations managers said that being separate was an

inconvenience, but not a big deal. Other OMs said the duopoly must be under

one roof. A combined location makes lives easier and eliminates driving time.

OMs said in a combined location employees can touch the other station and

react immediately. This group said combining two or more operations was a

challenge for the engineering staff.

IMAGE MANAGEMENT (5.3c)
Image managers recognized that each station in a separate location lost

a tool when an employee had to be on the road two to three hours a day. One

manager said separate locations was a nightmare for the two-hatters. This

group realized a lot of benefits with combined locations as Fort Walton Beach

Promotions Director Steve O'Day explained:
So you won't have time loss with sales people or myself running back
and forth after tapes or copy or billing or pieces of paper work, we will
be all in one building. Now Jane won't have to call me on the phone and
ask me to go pick up something there, it will all be in one building and |
it will be a plus. You won't have so much duplication. Duplication of
phone lines, duplication of, you know, FAX machines, it will be a whole |
lot better and a lot less confusion. ‘

The image managers said things do not get lost, utility bills were cheaper,

there was less confusion with paperwork and dubs, and questions are

122




answered logistically. The image managers noticed the programming

department and announcers working together. Combined locations forced
people to interact.
PROCESS MANAGEMENT (6.3¢)

The process managers thought it was a pain to track down people in
separate locations. The managers found that communication between the
stations might take one-half to two days to complete. One manager was on the
phone 20-25 times a day to the purchased station. Another manager said
separate locations gave the purchased station a chance to develop and
establish itself before moving in with the buyer. Combined locations cut down
on travel time and gas costs according to the process managers. Combined
locations also allowed managers to back each other up and have their
paperwork all in one area. However, this group also said combined locations
created storage and space problems. Lexington Business Manager Diannia
Gevedon said:

When you have all this confidential paper work, all, everything got

larger, everything got bigger and we just did not have the room for it.

That was a very difficult time because we had so many people stuffed in

so many different places. That's why we got on expanding as quickly as

we could. We're already maxed out in this building.
The managers noticed growing pains and said it Will be startling when we
move since they were used to being cramped, sitting on each other, and
yelling.

QUESTION x.3d: What kind of control is exerted over the duopoly by

the organizational culture?

123




This question produced five categories but not all five were represented in the
answers of each responsibility area. The five codes seen in these answers
were conflict, compatibility, reasons, remedies, and results.

OWNERSHIP (1.3d)

Owners mentioned there was no resentment, a team effort, and terrific
compatibility among duopoly employees. The only conflict noticed was the
fendency for competing announcers to isolate themselves. Jonesboro owner
Larry Duke said their two FM stations were very competitive with each other:

The managers hate each other. The managers are nose to nose. They

.are trying to knock each other. in fhe dirt. They're competing in the

finest fashions of American capitalism. They are out to cut each other's

throat and take each other's money away. And they're both
skyrocketing é.nd the competition is good.
Some owners said bigness was positive, others said with more people there was
more going on, and others said there were less people to worry about.
GENERAL MANAGEMENT (2.3d)

Conflict was evident from the general manager's viewpoint. Employees
were complaining about the new babies getting more attention. There was
- real friction, tension, and personality clashes. GMs sé.id the growing pains and
sibling rivalry lasted lfor weeks. Fort Walton Beach General Manager Georgia
Edmiston especially enjoyed watching: .

It was like neither of the FM's minded helping the AM, but they despised

helping each other. It was a hoot to watch—it was a hoot to just kind of

stand back and go "it's just like children, it's just like raising kids,

Mommy, Mommy, I want one of those computers".
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The culture of the staff eventually changed as GMs noticed the working

relationships dramatically improve, a less combative nature on the street, and
professionals that meshed real well. GMs expected staffs to still compete, but
compete as sisters. Reasons for this shift in the working culture varied. Some
GMs said no new hires caused faster success. Others said there was a new
culture for the purchased staff. Other GMs equated creating a duopoly with
creating a family: The situation is like a new marriage, the first born has less
attention, an only child took on two sisters, just like raising kids. Some of the
remedies GMs used included: being sensitive, providing the same amount of
toys and attention to the sister, and letting time heal.

SALES MANAGEMENT (3.3d)

Sales managers felt a demand for their time from AFEs. The sales staff
wanted answers more quickly, did not want to be the stepchild, and considered
the other one (sales staff) more important in the eyes of the sales manager.
One SM said there was jealousy, mixed feelings, animosity, and yelling matches
amongst the sales staff. Sales managers wanted to see their staffs share
information and be real team players. SMs with separate staffs felt those
concepts did not stay if there were separate staffs. Some managers said the
space restrictions of the duopoly made carrying on a private conversation or a
private phone call difficult. Growing pains were cited as a reason for the
conflict. SMs were also fearful of new people coming into the company
culture and the competition sitting next to you. Johnson City Sales Manager
Mike Patterson said:

A [W]JCW rep brings a good lead into a {W]QUT rep, gives it to him and it

works and that [W]QUT rep will pay them back in kind and that kind of
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thing. We encourage all that kind of positive stuff, which still there's

times when your talking on the phone to a client and you really need to

make a statement about your station that may or may not shed a good .

light on one of the other stations that are located here, and when it

really gets down to it, while we encourage that cooperation and that
team work, when it really gets down to it, sales people will be sales
people and we know that and if it really gets down to they're either
going to buy [W]KOS or they're going to buy [W]QUT, I expect my sales
people to do anything and everything possible to make sure [W]KOS gets
the money.

Some of the remedies used by this group included: simplifying the process,

combining the sales staff, initiating a sister station bonus program, having

staggered sales meetings, and encouraging positive team work. Sales

managers have seen problems gone, more camaraderie, enthusiasm, and

motivation.

OPERATIONS MANAGEMENT (4.3d)

Operations managers found existing with another staff kind of bumpy
and rough at first. The OMs said format and staff age differences between the
stations were two reasons. Greensboro Operations Manager Tom Jackson said:

The psyche of the people that worked in them are radically different.

And it was kind of bumpy first three to six months because they didn't

have a lot in common other than radio. But I think it's like, people are

people, and just as you get to know the neighbor next door that was, you
didn't like them a whole lot at first, but the longer you lived there, you

learned to like them. The longer we've been thrown together, the more
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we realize, "You know, that guy's okay or she's okay" kind of thing. We

get used to each other. And now it's great. Now there's no problems.
One OM instituted weekly staff meetings and individual critique sessions to
help the staff get acquainted and help each other. The OMs said it was fun
knowing new people and were learning to like them as they were together
longer.

IMAGE MANAGEMENT (5.3d)

Image managers said there was some initial competition between staffs
and the buyer staff felt slighted due to the extra attention on the purchased
station. There was a huge conflict at one duopoly when the sales staff was
broken up. The image managers thought competition was enhanced through
the intermixing, idea exchanges, and friendly, family-like atmosphere. IMs
said conflict resulted from formatically different stations and two stations
realizing they can take money from each other. Image managers said
reassurances, more sharing, and staying off each other’s toes would help staffs
be more compatible. Fort Walton Beach Promotions Director Steve O'Day had an
example:

If I was leaving the 99 rock remote and went to the KOOL 105 remote. I

would change jackets because they would razz me. I mean, they were

doing it in fun but they are very spirited and very proud of who they

work for and what they are. KOOL 105 is very proud to be KOOL 105, 99

rock is very proud to be 99 rock and talk radio is the same way. I have

got a sweatshirt that has all three logos and has the radio people on the

back so now I can go.
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The group noticed things starting to even out or people have Jearned to live
with conflict.
PROCESS MANAGEMENT (6.3d)

Competition, tension, and jealousy were some conflicts noticed by these
managers. The process managers that saw compatibility reported the staffs do
not knock each other around, interact pretty well, and act like a family.
Separate locations caused some conflict. The process managers said an
employee's loyalty should be with their work, not a particular station. When
locations are combined the managers expected the mystique of a different staff
to be gone.

QUESTION x.3e: How do you see this duopoly reacting (wh}at
strategies) to the (changing) dynamics (needs) of
the station interaction within the duopoly?

Five strategies were coded from the answers to this question. The categories
included: events, compensation, motivation, positions, and responsibilities.
Again, not all of the responsibility areas had answers in each category.
OWNERSHIP (1.3e)

The ownership group wanted to compensate fairly and reward lower
level employees. Other motivational strategies included: a year-end bonus,
smaller account lists, and a competitive atmosphere. Alignment of positions
was also considered among owners as a strategy to reassess employee needs.
Some of the strategies included: separate program directors, a new employee
advisory board, separate sales staffs, help for the business manager, and

hiring a production/sales assistant.
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GENERAL MANAGEMENT (2.3e)

General managers said the competitive mood had toned down, staffs
were hitting goals, and were getting improved sales training. Salaries and
bonuses were part of the compensation plan of GMs and one had incentives for
producers of demo tapes. The general managers said positions were merged,
increased, and eliminated depending on the department. GMs expected full
utilization of all talents. GMs wanted to be entirely flexible, brainstormed with
other managers for direction, and made sure the staff understood their
responsibilities. Lexington General Manager Dan Dorsett said:

I can say that my experience of a duopoly is make sure your staff

understands. I should have anticipated the morale problem, before I

figured it out. Iwas so busy getting the deal done, that I got a little out

of touch on that and I'm a very in touch general manager. I usually
know what's going on, you know, in the hallways and what they're
talking about at the water cooler, and that sort of thing. I got a little out
of touch there.

Another GM said he wanted to help his sales managers strategically think with

one mind so sales staff conflicts would not develop.

SALES MANAGEMENT (3.3e)

Training concepts were part of the sales management strategies for
employee interaction. These concepts included: f'oIe playing, practicing to
relieve intimidation, sharing ideas among management, weekly training
sessions, and helping each station meet financial goals. Lexington General

Sales Manager Karen Wesley said:
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We train every Thursday and I think it's very important and I try to
involve all the sales staff in our sales training. We've been through all
the Brian Tracy tapes and each sales person was responsible for one of
those. We've been through co-op and vendor training, which I put
them through, which is from a co-op consultant, so we do on-going sales
training here.
SMs said staffs could expect salary increases, but one SM said not doubled! SMs
wanted competitiveness, evaluation after a trial period, and more help. Sales
staffs handled two products pretty good, knew the product better, should be in
tune with all stations, and assisted each other as part of their responsibilities.
OPERATIONS MANAGEMENT (4.3e)

Operations managers expected the duopoly to cut down wasted man-
hours. One OM did not want the separate staffs to get real "palsy walsy” but to
maintain their competitiveness and respect for each other. While one OM
expected the duopoly to ultimately have separate staffs, another OM had no
firm plans for strategies in this area.

IMAGE MANAGEMENT (5.3e)

Equipment and space to work were two key motivating factors
mentioned by the IM group. The image managers also wanted enough in their
budget to appease conflicting program directors and upgrade studios to digital
equipment. IMs said duopolies needed more annoimcers and producers so that
the work could be spread around and delegated. The IMs expected the workload
would only get bigger and there was a tendency to get close to the work and

not think of all the stations.
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PROCESS MANAGEMENT (6.3e)

Process managers noticed a great amount of attention paid to employees
in the form of extra people and more computer software. Several process
managers said a good attitude, communication, and feeling part of a group
were important motivating factors. PMs felt the duopoly should have more
traffic assistants and backup people in the support staff. This group has
looked for ways to improve procedures by combining operation methods and

trimlining other processes.

SUMMARY

Duopoly managers said duopoly employees received a chance to have
security and earn more money. The duopoly experience gave employees the
opportunity to get ahead. Being part of a duopoly also required employees to
take on a larger workload. Overall, the managers felt the staff of the
purchased station(s) was frightened of the takeover. The staff of the buyer
station(s) generally felt elated about the takeover. Some lower to middle level
managers were also aware of unsure feelings amongst the buyer staff. Two
factors that also affected the duopoly were the location of the facilities and the
working environment of the employees. The managers generally felt that a
combined location was better than separate locations. A combined location
produced growing pains and also family-like working conditions. Family
analogies were evident among the manager's comments as they described the
culture of the two merged staffs. The managers said there were struggles but
most people were able to work out the difficulties. Managers planned to keep
their staffs informed through training programs and to properly reward their

employees.
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Ownership

Two questions from the interview guide were related to the owners of
duopolies. The two questions asked what the owners receive from the duopoly,
and how the owners perceive or control the duopoly.

QUESTION x.4a: What can the duopoly offer for the owner?

QUESTION x.4b: What kind of control is exerted over the duopoly by the
(what perceptions/feedback about the duopoly were
received from the) owner?

The coded/summarized answers to each of these questions are described next

by responsibility areas for each question.

QUESTION x.4a: What can the duopoly offer for the owner?

Answers to this question were coded four different ways. The categories

included: personal, community, economies of scale, and return on investment.

OWNERSHIP (1.4a)

The owners themselves felt a personal satisfaction of success that they
had accomplished more and had created a stronger foundation for their
business. The ownership group felt the duopoly served the community's
needs. Owners expected very real savings in operating expenses, non-
duplication of some positions, and a Iot of synergies. This group expected to

enhance their investment as bottom lines and cash flow margins increased.

GENERAL MANAGEMENT (2.4a)

General managers said the duopoly offered the owner tremendous day to
day cost savings. The GMs said two revenues returned more to the bottom line

for a better profit margin. One GM said he did not expect a dime in year one.
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SALES MANAGEMENT (3.4a)

One sales manager said the owner only paid for one person in national
sales and received an increasing profit line.
PROCESS MANAGEMENT (6.4a)

Two members of this group said the owner thrived on the challenge and
gave a small-town business the opportunity to expand and enlarge. The
process managers said the owner benefited because the duopoly became a
bigger purchaser and suppliers were easier to work with for additional cost
efficiencies. The owner was not paying multiple utilities or paying for
multiple positions. The owner received more revenue and more bottom line
money.

QUESTION x.4b: What kind of control is exerted over the duopoly by
the (what perceptions/feedback about the duopoly
were received from the) owner?

Three categories were derived from the answers to this question. They were
public service, expectations, and reality.
OWNERSHIP (1.4b)

The ownership group felt duopolies were the right thing to do and the
fear of less diversity and over-concentration were not realisticc. The owners
said a duopoly has allowed more diversity in formats and created diversity that
did not exist. When owners formed duopolies they‘ expected to combine top
positions, save expenses, enhance revenue, and get a bigger share of the
advertising pool. One owner said bringing a duopoly to that level was like
turning a large ocean liner with a paddle. Some felt it was a tough row to hoe

while others said get in, research, get the product on, and promote.
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GENERAL MANAGEMENT (2.4b

General managers said the owners expected to serve advertisers,
listeners, and employees while seeing immediate and significant cash flow
increases. The owner combined all the staff and expected delight from
everyone. The owner wanted to only increase expenses 209-309%, but double
cash flow. The GMs said the owners expected the profits would be there.
Reality for owners, according to this group, was that duopoly was not for every
marketplace, there was not money to promote the stations as separate units,
and there were just as many headaches for the owner. Other GMs said the
owner met expectations for the first year, hit first year cash flow goals, but
not revenue goals, and expenses were well below projections.

SALES MANAGEMENT (3.4b)

The sales managers described the owner as a quality broadcaster and a
good forecaster of business needs. This group said the owner expected growth
potential, a profit, and a win/win situation from the duopoly. The SMs said the
owner dealt with fewer people, had a staff that communicated with his
thinking, and was efficient in two stations without creating two staffs.
OPERATIONS MANAGEMENT (4.4b)

This group described the owner as one who consulted with other
managers before making decisions, fair, and open-minded with unilateral

control.

IMAGE MANAGEMENT (5.4b
The owner was well respected by the public according to one image
manager. The owner expected continuity with employees. The owner in

reality for these managers either had a lot of day to day impact or was fairly
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hands off. Champaign Marketing Director Gina Elliott talked about Saga
Communications CEO Ed Christian:
Once a week he knows what the sales are. He speaks directly to the
general sales managers, the local sales managers. He talks to them. If
numbers are down, he is on the phone a lot more often. If numbers are
up, he is on the phone about as much but at least he is not, at least he is

in a better mood.

PROCESS MANAGEMENT (6.4b)

Process managers felt the owner wanted the best profit available
throﬁgh efficiency and modemizéd ecjuipment and staff. In some duopolies
the owner may not have a lot of influence at this level. In other duopolies
process managers felt the owner had a thumb on everything.

SUMMARY |

Managers agreed that owners received both savings and more revenue
from a duopoly. The variety of duopolies investigated produced a variety of
owners with differing management styles. Some managers felt their owner
was very hands-on in the duopoly operations while others had no contact with
the owner. Owners wanted more from a duopoly but did not always know if

acquiring more was possible.
Individual Analysi‘s

Three questions from the interview guide were related to each

individual participant. The three questions asked what each manager offered
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the duopoly, how their position changed since the duopoly was created, and

what perceptions they brought to the duopoly.

QUESTION x.5a: What does each manager (your position) offer to the
duopoly?

QUESTION x.5b: How has the range in which a particular manager
functions, changed since the duopoly was formed?

QUESTION x.5c: What perceptions did you bring to the duopoly?

The coded/summarized answers to each of these questions are described next

by responsibility areas for each question.

QUESTION x.5a: What does each manager (your position) offer to the

duopoly?
The answers to this question were coded into three different areas: company,
staff, and personal.
OWNERSHIP (1.5a)

The ownership group offered quite a bit to the company, from taking
out the trash to long-range planning for future growth and acquisitions. The
owners felt they offered the staff guidance, knowledge of different
departments, and a cheerleader. The owners brought a personal vision to the
duopoly along with accuracy and creative ideas.

GENERAL MANAGEMENT (2.5a)

The general management group offered expen'ence, community
visibility, sales strength, and understanding of the company mission to the
company. This group gave the staff challenging but achievable goals,

leadership, training, education, and development. The GMs were also able to
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rely on other managers, set directions, and handle jealousies. Lexington
General Manager Dan Dorsett said:

There's almost some jealousies, quite frankly, back and forth, you know,

about that sort of thing and that's just one example and it's my job to,

you know, to make sure that everybody understands the vision and that
one child is not getting any more of an advantage over the other one,
because that's about what it comes to. It's just like managing children.

If you have children, you know what I'm talking about, when one gets

candy and the other one doesn't and their younger, the first thing you

hear is that's not fair. I think it's my job, as the manager, to keep
everybody's thinking headed in the same direction and make sure that
everybody in the operation understands the mission of each station.
Personal offerings from the GMs included: a single, clear vision,
organizational skills, more sophistication, and as one GM said, a great
management style,
SALES MANAGEMENT (3.5a)

The sales managers said they offered the company a good sense of
direction, interaction with agencies, creating and cultivating new business,
and convenience. The staff received coaching, help in other departments, and
motivation from the sales managers. Sales managers brought a vision, energy,
enthusiasm, and an organized, credible manager tb the duopoly. Greensboro
General Sales Manager Jamey Kerr was labeled by one of his staff members for
his managerial skills:

One of the local sales managers has this aquarium and she has this one

fish in there that she, well, she had several fish that she named after
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various people on the staff. And one that she named after me was a

black and white one, black and white stripes. And I said, "Why did I get

that particular one?" And she said, "Because you are the referee."
OPERATIONS MANAGEMENT (4.5a)

Operations managers provided the company experience in various radio
formats, consistency, and relational expertise with the audience. Thé OMs gave
the staff an overall view of day to day operations, acted as a consultant,‘and
'fnteracted with the whole staff. OMs described themselves as self-reliant and
versatile. Atlanta Operations Manager Neil'McGinley said managing two
statiohs was like playing a game:‘ o

It is like a Chess game that I am playing with myself. I make a move on

this station ahd I know what the move is and then I go here and I can

counter that move to a certain extent.
IMAGE MANAGEMENT (5.5a)

Image managers gave the company a person who could look out for both
stations. Champaign Marketing Director Gina Elliott was one of those people:

If someone comes to me with a promotion event that they wanted to do,

they come to MIX (WLRW) first which is often the case because MIX has

been here so long. If MIX cannot do it, I will imn:iediately put my WIXY

hat on and say, "What about WIXY? Let's get WIXY out there." So I'll

have an opportunity to gather additional evéhts for WIXY without

taking away from MIX. It is very important to make sure all the apples

MIX has and done a wonderful job of collecting throughout the years

don't get taken away, and thus lose their identity.
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The image managers also provided an immense marketing image, knowledge
of the area, and a chance to get the word out. Various staff members benefited
.from the image managers' ability to work with all department heads and
relieving AEs of the task of getting promotional details. The IMs helped to
keep the client satisfied with creative ideas and designing and implementing
marketing campaigns. Some IMs said they go all out to make it work.

PROCESS MANAGEMENT (6.5a)

The process managers offered experience, efficiency, knowledge of
accounts, and general financial oversight to the company. They knew where
to cut costs and what forms and procedures to use. The PMs trained other
employees, mediated problems, and understood everybody's job to make the
paperwork flow. Louisville-Prism Business Manager/Traffic Specialist Katy
Frank said:

I have a pretty good overview of everything. Really the person in the

business office needs that. They need to understand everybody's job in

order to make the paper work flow the way it needs to. I think that
probably is the biggest thing.
Process managers said they were dedicated to turning out correct information,
were careful to keep stations separated in their minds, and accepted the

doubled workload in many areas.

QUESTION x.5b: How has the range in Which a particular manager
functions, changed since the duopoly was formed?
This question produced three categorical areas for all the groups and a fourth

for the ownership group. The first three were time, mental, and physical.
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OWNERSHIP (1.5b)

The ownership group also described some financial changes. One
owner said more revenue was now generated through fewer managers.
Owners felt they were busier and had fewer people to talk to. Owners learned
new terms, new legal applications, and new strategies. They also learned how
to think in multiple formats. Several owners had less travel and less people to
see.

GENERAL MANAGEMENT (2.5b)

General managers said there were more demands on their time since the
duopoly was formed. Their time needed to be shared between two sales staffs,
two separate departmental meetings, and two sets of separate issues. GMs had
to become more efficient, spend less time on day to day things, and manage
better. Savannah General Manager Daniel Gorby was an example of this
change:

Before, for example, I would ride with the salespeople almost on a daily

level, now I do maybe twice a week kind of thing. Because we have

more payables, I have more financials I got to report to, I now have to
do two profit and loss statements every month. There is a lot more
administrative responsibilities now than there was before. I have to
also count on my department heads a little bit more now.
Mental demands on general managers included béing more sensitive to the
purchased staff, maintaining objectivity between competitive ranks, shifting
gears in management styles in order to manage multiple properties, and
pushing more decisions down to department heads. Some GMs realized they

could not physically handle national sales anymore, had more administrative
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responsibilities, and even played construction foreman while learning more
about engineering.
SALES MANAGEMENT (3.5b)

Sales managers in a duopoly said more of their time is spent making
things more manageable and organized operationally. SMs said they now need
to look at the broader picture while rethinking everything times two. SMs
made a ot of adjustments in their daily routine such as having to keep track of
more things. One SM said the physical demands were like having triplets with
three sets of materials and three meetings. Several sales managers said their
responsibilities shifted from being on the street to helping AEs with direction
and more coordination at home.

OPERATIONS MANAGEMENT (4.5b)

These managers said they learned to delegate and prioritize duties. Some
learned to do more in the same amount of time by focusing on the essentials.
Operations managers said they needed to know that both staffs had the same
vision and were consistent on each station. Some OMs felt stretched, others
said they had not been stretched very far. Greensboro Operations Manager
Tom Jackson was one of the former:

The big difference is many more people to deal with, many more needs

and desires that I had to deal with and it is just more time consuming. |

think generally in duopolies you will find management people being
stretched in terms of responsibilities and time. That's what's happening.

They are doubling up jobs, as we have, and it just requires you to do

more in the same amount of time and learn how to be efficient.
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The best mental advantage was knowing what the other station was doing. OMs
were more reliant on assistants, had more people to deal with, and more
running back and forth.

IMAGE MANAGEMENT (5.5b)

Image managers thought their time was very manageable. Some had to
learn basic duopoly reality. This group saw themselves as a liaison between
stations, a mediator to placate big brother or little sister, stop a bad feeling, or
smooth ruffled feathers, while changing gears every second. Image managers
found themselves competing against their own ideas and looking at how
things affected all stations. For the first time image managers found
themselves preparing a budget, battling increased commercial loads, but also
having double pools of talent for production delegation.

PROCESS MANAGEMENT (6.5b)

Time was the biggest change noticed by process managers. This group
said there was more time spent teaching and showing employees, more time
spent on the billing, and just more time working. Process managers felt
overloaded, behind, overwhelmed, and trying to get a handle on the workload.
Louisville-Prism Business Manager/Bookkeeping & Personnel Specialist
Kenny Frankum said:

We had the real sudden increase in the number of employees and all the

problems that go along with that. Coordinéting their benefits and you

know just getting them settled in, getting the simple things like a place
to sit down and a pencil to write with and things like that because we

went from about 22 employees to we have 50 now.
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One PM said the stations may be at the same location, but your mind was always
| working for two stations. Some process managers were able to hire more
employees to help with the workload. Other PMs were able to shift duties
among office workers like Champaign Traffic Director Deb Rahn:

Before, the receptionist for just one station here did a lot of

administrative/clerical types of jobs but once we had two different

stations here, it takes her most of her time just to answer the phone and
get messages to people. So all that clerical responsibility was taken
away from her so that she would be able to answer the phones.

QUESTION x.5¢: What perceptions did you bring to the duopoly?
Three types of perceptions were coded from this question: concerns,
expectations, and reality.

OWNERSHIP (1.5¢)

Owners said they were scared and not sure. The ownership group
wanted to be sure they were perceived correctly in the community and were
careful not to upset people. The owners expected to be challenged, were
excited about the additional responsibility and opportunity to make more
money, and expected to handle the higher volume of business without
problems. Reality showed the owners that people would turn against the
owners, the duopoly was not as big as originally thought, fewer AEs was not
the answer, and one plus one does not equal threé. Some owners discovered
that duopoly worked better than they thought and expense savings were

greater than thought.
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GENERAL MANAGEMENT (2.5¢)

General management concerns included lack of understanding and

confidence. Their expectations showed more understanding as some were
delighted with the idea and excited while others were scared. The GMs knew
this was the only way stations could survive, so now they were positioned for
market dominance and could eat up the smaller people. Washington, D.C.
General Manager Catherine Meloy said:
Befofe I thought that if in fact you were floundering and you joined
with somebody else and became a duopoly that that would make you
obviously much stronger. But what happens is that this guy that is
floundering is bought up by somebody who is not floundering and so
you do become a stronger station, but I think you become a stronger

station by selling out versus by individually.

SALES MANAGEMENT (3.5¢)

Sales managers were concerned about account distribution, doubling of
everything, and increased competition. This group had intense, power
hungry feelings, were excited, envisioned success, and had positive
perceptions. Sales managers found duopolies to be more challenging, still
somewhat confusing, but realized it was a good business move. This group also
said the jury was still out on whether combo or split sales staffs were better.
Johnson City Sales Manager Mike Patterson had mixed perceptions as an AE
before being promoted to WKOS-FM Sales Manager:

I almost considered it a burden when they said "and we want you to sell

[WIKOS too." This was addressed to all the sales staff, you know when you

got this too and they tried to put the focus on it and I didn't care. I've
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got these quotas to make on [W]QUT, I was one of [W]QUT’s top billers and

I was making good money at it, I didn't want anybody in my playhouse,

you know, leave my toys alone and that was probably the only negative

I could think of was that, I still wanted to focus on what I wanted. I was

glad we were doing it, but just don't bother me with the details.
OPERATIONS MANAGEMENT (4.5¢)

Operations managers were concerned about splitting ad dollars and
whether things were not going to change for the worse. OMs recognized a
win, were excited about the opportunity, and knew they could attract unserved
listeners and ad dollars. Fort Walton Beach Operations Manager Rick Zurick
said:

Having just gone through a sale in New Orleans just before I came here,

I would much rather be in a company that is expanding here than

having new owners that you have never met before in your life coming

in and now owning you, or at least your job, and deciding what your
future is with them. I thought it was just exciting.
One OM even said being bought by the buyer was a real strength. Operations
managers said realistically they did have some moments of misgiving but now
had peace of mind.
IMAGE MANAGEMENT (5.5¢)

The image managers were loaded with concéms: This is going to be a
big mess, could I keep up with a doubled and tripled workload, the rich get
richer, the poor get poorer. Image managers expected different philosophies
to come together so everyone would act as a family, respect, and look out for

each other. Some others sat back and said they would believe it when they saw
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it. After settling down image managers said the duopoly was actually not that
bad, pretty easy, something I can live with, challenging, and rewarding.
PROCESS MANAG 3¢

Workload and job security were two concerns of the process
management group. This group had a Iot of questions and were leery of the
idea. The process managers knew a duopoly was going to be a challenge. They
did not want to fail but one PM did not think the workload could be handled.
After the duopoly was created the PMs did not have time to think about their
concerns. They began the long process of rebuilding without realizing the
amount of work it would take. The process managers said they did not
anticipate all the problems and growing pains. Even though there was quite a
bit of adjustment, the PMs felt good about embracing change.
SUMMARY

If one word were to describe each responsibility area's offerings to the
duopolies here is what those words would be: Owners, leader; GMs, teacher;
SMs, driver; OMs, consultant; IMs, energizer; PMs, mediator. All the managers
said they felt busier in a duopoly. Upper management said they dealt with
fewer people. Middle and lower managers felt they dealt with more people and
had more responsibilities. Most managers were leery of additional
responsibilities. Managers expected other employees to do more but not always
with more resources. Duopoly managers felt they needed to be more efficient

with their time and staff.
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Competition

Four questions from the interview guide were related to areas of
competition for the duopoly. The four questions asked what was the
perception of the partner (purchased owner) to the duopoly, what was the
reaction from the other competition, how does the market affect the duopoly,
and what strategies are planned to react to the competition.

QUESTION x.6a: What kind of control is exerted over the duopoly by the
(what perceptions/feedback about the duopoly were
received from the) partner station?

QUESTION x.6b: What kind of control is exerted over the duopoly by the
(what perceptions/feedback about the duopoly were
received from the) competition?

QUESTION x.6c: What kind of control is exerted over the duopoly by the
market?

QUESTION x.6d: How do you see this duopoly reacting (what strategies) to
the (changing) dynamics (needs) of the competition?

The coded/summarized answers to each of these questions are described next

by responsibility areas for each question.

QUESTION x.6a: What kind of control is exerted over the duopoly by
the (what perceptions/feedback about the duopoly
were received from the) partner station?

This question provided five categories. Each category, however, was not

represented by all the responsibility areas. The five categories were

financial, programming, personnel, purchased attitude, and buyer attitude.
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OWNERSHIP (1.6a)

Owners of duopolies said some of the stations they bought had been

allowed to die or had no cash flow. Other owners did buy strong, competitive
stations. These owners said they were glad they were able to take out the
competitor. Most owners said the purchased station was vegetating or had
nothing put into the programming. The purchased staff's attitude was often a
winner-loser syndrome with a lot of fear. The buyer said the purchase was
often more emotional than pre-duopoly buyouts because the purchased station
was the enemy, the people across the street. Jonesboro owner Larry Duke
overcame this hurdle:

It was kind of a touchy first meeting for two competitors to come

together and try to work out something, especially two competitors that

have not really gotten along very well for fifteen years. But in the
meeting I suggested that we both take off our armor and drop our shield
and see if we couldn't work out something that would be beneficial for
both parties, and today one of the most pleasant aspects of this is he and

I are very closest of friends.

GENERAL MANAGEMENT (2.6a)

General managers reported personnel turnover. Employee discontent
was expressed through the grapevine. GMs said the purchased owner spread
rumors of pay raises, wanted the best dollar amouht under the best conditions,
but also provided valuable input without any demands for control. General
managers said a game plan was needed if an unsuccessful format was bought.
One GM said the purchased AM station was worthless and put it on the back

burner.
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SALES MANAGEMENT (3.6a)

Sales managers said the partner cooperated fully and let the buyer do
everything but did have some feeling of protectiveness. The SMs desired a
good relationship with the partner and felt a co-dependence on each other.
OPERATIONS MANAGEMENT (4.6a)

The operations managers saw some purchased stations b]eeding to death
after trying every format. Some purchased employees came over but the OMs

wanted to make sure the employees did not get back in the same routine.

PROCESS MANAGEMENT (6.6a)

'Some of this group saw thé pufchased station as a bankrupt stepchild.
Another purchased station had high quality equipment for the new owners. -
Separate locations pi'ompted one PM to say a year of growth in the personnel
area was lost. | | .

QUESTION x.6b: What kind of control is exerted over the duopoly by
the (what perceptions/feedback about the duopoly
were received from the) competition?

Three situations were represented in the answers to this question: the
purchased situation, the buyer situation, and the other competition.
- OWNERSHIP (1.6b)

One owner said the selling owner did not know the situation and just
needed the money. The ownership group saw théir .place in the marketplace
get bigger as they took out the top competitor, became more even with
television, got a lot of muscle, and took the bulk of the market revenue and
audience shares. Owners said that other competitors hoped the local people

would not like the duopoly, will need to do the same thing, and talked the
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duopoly down to advertisers. One owner felt threatened by another duopoly

owner because of its more powerful combination.
GENERAL MANAGEMENT (2.6b)

General managers said the buyer in a duopoly can be a positive
influence by being a rate leader in the market. GMs thought flexibility was
important so that budgets could be shifted to help one of the duopoly stations
that might come under attack. The GMs said the duopoly made the competition
sharper and brought other competitors to the point of forming their own
duopolies. GMs tried to be local when the competitor was not local. One GM said
some markets are like chess pieces where stations are constantly pairing up.
SALES MANAGEMENT (3.6b)

Some sales managers saw the purchased station as an opportunity to go
after a missing audience segment with a new format. SMs said their AE's focus
should be on ad effectiveness, not cost emphasis. Decatur Local Sales Manager
Dale Denham said:

You draw away some of the attention because together if we ask a $30.00

rate, that's $30.00 a unit and you get one ad on each station and you can

then focus on the effectiveness of the ad and the bulk of the people that
you're getting to without quite so much emphasis on cost. So, I think in
that respect, it's probably helped a little bit.
Sales managers started to see control of more market shares and were able to
minimize the competition with twice as powerful speech. SMs thought other
competition was jealous, hesitant, and fretful. Some competition tried to cut

down the duopoly at the knees with lower rates or change the advertiser's
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mental perception of the duopoly's worth. One sales manager saw a
competitor's whole sales staff apply for jobs at the duopoly.
OPERATIONS MANAGEMENT (4.6b)

The operations managers used the purchased station to fire a flanking
shot at the competitor's audience or to fragment their success. The OMs saw
the buyer able to set advertising rates for two. Some OMs thought the duopoly
was unique in the market but did not think the duopoly had a profound effect
on the market. Operations managers received a variety of feedback from the
other competitors, such as: trashing the duopoly on the streets, finding the
negatives, anxious and surprised, and nothing different.

IMAGE MANAGEMENT (5.6b

One image manager said their duopoly was a dog fight between the
purchased and buyer staffs. The image managers felt the buyer should be pro-
active, not re-active, creative with commercials, and be cognitive of the
competition. IMs said the other competition combated with lower rates and
have started to consolidate. Some competition did not see the duopoly coming
and were blown away.

PROCESS MANAGEMENT (6.6b)

One process manager said a strength of a purchased station is
identifiable on-air personalities. Process managers said the buyer should
never spread rumors, should rely on own numberé, and should always
consider the competition's effects. These managers saw their duopolies as a ‘
threat to the competition and said the competition rarely poses any problems

for the duopolies.




QUESTION x.6¢: What kind of control is exerted over the duopoly by

the market?
This question allowed the participant to talk about the advantages and
disadvantages of their market. Every responsibility area saw more advantages
than disadvantages.
OWNERSHIP (1.6¢)

The owners saw more opportunities such as adding more statioz_:s,» better
advertiser support, and reaching out to more communities and potential
business. A small-market owner saw a nearby larger market as a disadvantage
becausé of the better formats and bettér station sounds.

GENERAL MANAGEMENT (2.6¢)

General managers said the product was reflective of the community.
The GMs said a duopoly was not um'cjue but needed to be in growing markets.
An excellent company reputation adds another information and entertainment
choice to the market.

SALES MANAGEMENT (3.6¢)

Advantages seen by sales managers in their markets included a healthy
and intense demand for advertising and music, weaker stations eliminated, the
target audience primed, catered, and sold, and people conditioned to the right
format. One disadvantage noted was a market that could not absorb all the
signals and have viable stations.

OPERATIONS MANAGEMENT (4.6¢)
Operations managers only saw advantages in their markets. These

advantages included a strong country music base, a good economy, returning
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advertising dollars, more money in the market, and good broadcasters with
vmarket success.
IMAGE MANAGEMENT (5.6¢)

Image managers saw markets that had room for another station and
could capably serve both interests. One IM said their duopoly was designed so
the seasonal market did not affect their business. Another IM said their
duopoly filled a void in the market left by the competitor. Going through
growing pains was the only disadvantage seen by image managers.

PROCESS MANAGEMENT (6.6¢)

Process managers reported a good, solid economy which made duopolies
possible. The duopoly reflected what was going on in the community
according to process managers. The group said economic factors were
important for support of two powerful stations.

UESTION x.6d: How do you see this duopoly reacting (what
strategies) to the (changing) dynamics (needs) of
the competition?

Participants answered this question in two parts. Those two parts were the
categories of duopoly action and competitor action.
OWNERSHIP (1.6d)

The ownership group said duopolies should always be on the offensive
and not let the competition attack the hill. Owneré wanted their duopolies to be
positioned, have a strategic game plan, and challenge market leaders.
Greensboro owner Allen Dick illustrated this concept:

Hopefully we can promote, which is marketing, we can position

programming formatically to where we take a strong position and they
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say, "They've got that hill. It will cost us dearly for us to challenge
them. And then we don't know whether we can win." So, we hope they
say, "Those guys are up on the hill. They've got big guns. We don't want
to go after them."
Owners thought competitor action might include offensive tactics to reduce
duopoly shares and doing their own duopoly deals. Owners wanted the
competition to stay healthy, combine, and get more active.
GENERAL MANAGEMENT (2.6d)

General managers revealed several offensive tactics for the
competition. This duopoly action included such strategies as compressing
market shares, intimidating competitor to leave a format, weeding out weak
stations, acting, not reacting, and marketing the product to cast for new
listeners and avoid audience erosion. Lexington General Manager Dan Dorsett
found out one strategy led to another strategy:

Because of our young country station (WWYC), we believe that we are

knocking that other AC station off buys and the reason for that I think,

no one can ever tell for sure, is buyers who are, if they add a station,
they're generally going to take a station off. Buyers and agencies are
used to buying certain facilities and dividing of shares in certain ways.

Well, here's what's happened, MIX (WMXL) is a much stronger AC station

than KISS. We go in and tell a compelling story for young country.

Somebody's got to come off the buying, so it's the second AC that comes

off. We've taken money from them. Iwouldn't have predicted this

effect on the other AC. I don't think I thought through just exactly how
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that would work, but as we're getting young country added to buys, we

see money not going to them on some of these buys.

Some duopoly GMs saw competitors copy the duopoly marketing efforts and get
out of their stations and into the community.
SALES MANAGEMENT (3.6d)

Sales managers were generally not aware of the competition when
doing well. The SMs did not want to think about any other radio stations. They
planned to give people what they want. Some SMs had nothing planned for
the competition. The sales managers were not aware of any competitor
actions.

OPERATIONS MANAGEMENT (4.6d)

Operations managers used everything from their gut to formal research
to plan their duopoly action. OMs felt the duopoly should be defined for a real
choice, know the competitor's potential format plans, and get the best format
to be successful. Atlanta Operations Manager Neil McGinley said this was true
even within the duopoly:

We program against each other but on a higher level than before. As I

said, we have taken away the stuff that was not good for the radio station

because you were focused not so much on the audience, you were
focused on "HA! I got this and you didn't," that is gone. I got this
because it is good for me not because, "HA! You didn't get it."

Some operations managers saw competition for business fade as the duopoly

stations were no longer at each other's throat.

155



IMAGE MANAGEMENT (5.6d

The image managers took extreme pleasure in irritating the competition
with such tactics as stepped up sticker patrols, billboards across the street from
the competitor's building, diluting the competitor's promotions, having bigger
remote equipment, and being more visible. Champaign Marketing Director
Gina Hliott said competitors do not dare go up against me:

Their slogan, "The switch is now on to Lite 97.5," well, MIX (WLRW) did

something that the average listener has no idea that it means anything.

We found out about a day ahead of time that was going to be the plug and

we quickly changed our spot sets and said, "Thanks for making the

switch to 94.5."

IMs did not see their competitors doing promotions like the duopolies. One
image manager said the competition was caught with their pants down.
PROCESS MANAGEMENT (6.6d)

The process managers said a strong product was the best action a
duopoly could take against the competition. Other actions a duopoly might take
included having managers who know how to act defensively and getting
another FM station. Louisville-Prism Business Manager Kenny Frankum said
their competition tried to add an FM station:

But there is a cost involved in doing that in that they only have a 3,000

watt station to do it with and no budget so they can't advertise it well,

promote it, or do anything like that and I think we will just be able to
move ahead with a stronger marketing plan.
Process managers saw the competition as complacent, always changing, being

pushed to the edge by the duopoly, and getting what drops off the wagon.
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SUMMARY

Duopoly managers found radio station owners that sold their stations to
duopoly buyers to be helpful and cooperative but also damaging by spreading
rumors and not operating the stations. Almost all managers in a duopoly put
themselves on top or in control of outside competition and competition within
the duopoly. Managers were aware that the competition had talked negatively
about the duopoly. The managers generally did not respond with that same
kind of action. A growing economy was an important asset for each duopoly's
market. The managers felt all their markets had a strong economy. They also
said the duopoly benefits the market. In response to the competition the
managers said a duopoly needed both an offensive and defensive game plan.
The duopoly strategy should be active and ongoing. Some duopoly managers

had tailored their strategy for competition within the duopoly.
Pre-Duopoly

Five questions from the interview guide were related to activities before
the duopoly was formed. The five questions asked participants what conditions
and experiences were necessary to create a duopoly, why was their duopoly
formed, who created the duopoly, and what was the design of the duopoly.
QUESTION x.7a: What conditions or requiremehts are necessary to put

together a duopoly?
QUESTION x.7b: What experiences are necessary to put together a duopoly?
QUESTION x.7c: Why was this duopoly put together?
QUESTION x.7d: Who was involved in the creation of this duopoly?

157



QUESTION x.7e: Describe the design of this duopoly.

The coded/summarized answers to each of these questions are described next
by responsibility areas for each question.
ON x.7a What conditions or requirements are necessary to
put together a duopoly?

This question produced seven categories. Not all of the categories were
represented in each responsibility area. Three of the categories centered
around the viability of the buyer, the purchased, and the market. The other
four categories were staff, location, audience match, and attitude.
OWNERSHIP (1.7a

The owners said the buyer in a duopoly needs to have a stable operation,
good billings, low debt ratios, and if possible, local financing. Both stations in
a duopoly need some horsepower, however, one owner said the merger of two
weak stations can be successful. Location considerations mentioned by the
owners included tower height, power, and a building project to move the
facilities together. The owners felt a good engineer was a necessity along with
a competent and qualified staff. The owner should be known in the
community and a knowledgeable leader. The ownership group said there were
two conditions for a duopoly to have a good audience match: either franchise
within a format or have strong stations with individual formats controlling a
certain demographic.
GENERAL MANAGEMENT (2.7a)

According to the general management group the buyer in a duopoly
should be willing to make a sensible deal, a conscientious broadcaster, and

have a good game plan and a strong property. GMs said formats should be

158



mutually compatible and should fill a hole in the market. The buyer should
know what is in the purchased building and how the purchased station is
operated. Some GMs said the buyer should begin with an LMA to get both staffs
through the long negotiations. General managers should imagine coming into
the market for the first time when assessing the market viability. Knoxville
General Manager Craig Jacobus said two viable properties may force the
toughest decisions:
I think that in strategies where you have two going concerns, full
signal, billing properties that are contributing fairly decent billing
numbers, is a), that's the first red flag to just throwing a combo together
and selling it in combo, and b), how close are the formats. News-talk
and CHR top-40 probably shouldn't be sold in combo if they're both
going concerns. So the further apart the formats are in target and the
more going concern each radio station is, the more risk you have, thus
the slower you need to proceed in just throwing them together and
putting one combo staff on the street and go sell this big combo.
General managers said staff requirements included a strong management,
involved department heads, and a buyer staff willing to take on additional
duties. GMs said they needed to understand situational dynamics. This group
said the duopoly should own a format franchise or match formats
demographically. They said there was no right or wrong way. A GMs attitude
needed to be flexible, sensitive, and willing to make changes since there was

no textbook on duopoly strategy.
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SALES MANAGEMENT (3.7a

Sales managers said a duopoly should make financial sense and have the
backing of corporate resources. SMs said to remember there are two entities |
and everything should not be combined. The market economics, the format,
and the competition should all blend together. This group said the duopoly
audiences should enhance each other. SMs said managers should be committed
up front on which management style will be used. Lexington General Sales
Manager Karen Wesley said:

A lot of stations choose to keep the stations selling in trombo and not

split the sales staff and some stations choose to split the sales staff. 1

think whatever you choose, you have to be committed to whatever you

do. I've spent about a week calling different general sales managers
around the country to find out how they had chosen to sell, whether
they've kept their sales staff together or whether they had split it off
and having each fight for their own share and different people had
different views. I don't think anyone knows the one single best thing
to do, so just being committed to the decision that you make and not
looking backward, I think is the best thing to do.

Top management's vision should be acceptable at the local level where the

plan is known from the beginning.

OPERATIONS MANAGEMENT (4.7a)

Operations managers said the duopoly buyer should be structured, have
money and a knowledge of broadcasting, and give direction to the company.
Standalone stations will either be a buyer or a seller according to the OMs.

They said the formats should fill an unserved niche or hole in the market. The
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OMs said the stations should complement each other demographically. This

group wanted enough staff to meet time constraints but still realized that
economies of scale could double the billing. The operations managers said an
attitude of competing against yourself was a requirement.

IMAGE MANAGEMENT (5.7a)

The image managers said a duopoly buyer should be able to see both
sides and provide materials and support. The buyer needed to decide whether
the purchased station would be a flanker or a partner. Image managers said
the stations should have different core audiences and be formatically
different. The market should be researched for a complementary station. The
IMs said the staff should know what is happening at each phase. Image
managers felt growing pains in the duopoly situation and said it was like
bringing a new child into the household.

PROCESS MANAGEMENT (6.7a)

Process managers said a buyer in a duopoly should have a successful
track record, know the market, and be able to run several different stations
under one roof. Process managers said owners should work out the best deal
for the purchased equipment and research on how the purchased station could
be made better. The PMs said one location was a requirement. The staff should
consist of strong backup people, have help from AEs and upper management,
and be knowledgeable of what is going on. Some PMs said the duopoly
required two mind sets since the duopoly was kind of like Siamese twins.

QUESTION x.7b: What experiences are necessary to put together a

duopoly?

This question was categorized into two areas: same and different experiences.
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OWNERSHIP (1.7b)

Some similar experiences owners had included: profitably operating

the same frequency earlier, running AM/FM combos, group operations
experiences, and a good track record. Experiences the owners found out that
were different for a duopoly included: operating multiple operations
independently, asking people to double responsibilities, and preparing for

more work and management problems.

GENERAL MANAGEMENT (2.7b)

Some similar experiences general managers had included: other
company takeovers, previous format changes, firing staffs, start-up
experience, and a long time in the market. Experiences the GMs found out that
were different for a duopoly included: had never managed a previous
competitor, managing multiple properties, competitive environments,
financial management, and not having workbooks or books as references.
SALES MANAGEMENT (3.7b

Some similar experiences sales managers had included: working in a
variety of markets, formats, and environments, being through a start-up,
selling experiences, and negotiations. Atlanta General Sales Manager Diane
Dalton found differences between employees who came to the duopoly after it
was formed and those that had been through the creation experience:

One of the things that has really been tough for the people that have

been here the whole time and suddenly life is blown up and everything

is different. It has really been hard for them. Me, my life blows up
every three years and I am used to it. I think this one is the thing that

has made it good for me. I think that is one of the reasons that Norman
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[Schrutt, Atlanta General Manager] put me in this position because I had
the variety and experience versus somebody that has been in the same
market and the same station.
Experiences the SMs found out that were different for a duopoly included:
more work and confusion, making history, making it up as we go, fighting a
prior station image, no duopoly book or people with duopoly expen’ence.

OPERATIONS MANAGEMENT (4.7b)

Some similar experiences operations managers had included:
acquisition of another station and competitor, operational experience, people
skiH#, .u‘me management knowledge, and one OM said the duopoly was the same
as operating one station. Experiences the OMs found out that were different
for a duopoly included: remembering all the call letters, selling different
programs, different people, formats, philosophies, addiu'on_a] stations with the
same support staff, and competing with self,

IMAGE MANAGEMENT (5.7b)

Some similar experiences image managers had included: working for
an AM/FM combo, people skills, understanding both sides of the glass,
programming and format knowledge, experience with automation systems.
Experiences the IMs found out that were different for a duopoly included:
separating yourself, p]aying chess with yourself, schizophreria, different
mind frame, delegating, and heavier production aind copywriting loads.
PROCESS MANAGEMENT (6.7b)

Some similar experiences process managers had included: working at a
multiple property location, appropriate backgrounds in accounting and

auditing, organizational skills, juggling a lot of things, and a role model at a
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previous job. Experiences the PMs found out that were different for a duopoly
included: only one financial setup, but twice the work to get there, fitting in
all the pieces to the paper trail jigsaw puzzle, infinite patience, computer
logistics, ability to put up with chaos, and fishing as we go along finding our
way.

QUESTION x.7¢: Why was this duopoly put together?

The answers to this question provided five different strategies used by owners
to put the duopoly together. The five categories were: economies of scale,
building strategy, protection strategy, just do it strategy, and public service
strategy. Again, not all responsibility areas mentioned every strategy.
OWNERSHIP (1.7¢)

The owners said economies of scale reasons included: cutting staff,
utilities, compensating people better, utilizing a better staff for the purchased
station, and having the same overhead for multiple stations. Building
strategies included: increased billings, enhanced competition for buyer staff,
changing market dynamics, and retaining better personnel. Protection
strategies included: taking out the competitor, making a preemptive move,
keeping clients, getting a superior tower and signal, economic survival, and
competing against larger combos. Just do it strategies included: saw a
challenge, right price, fun of doing it, and thought it would work. Opelika
owner Gary Fuller was a good example of this strategy:

If I don't buy it, there could be a younger Gary Fuller, who's fifteen

years my junior and had the same work ethics I had when I was 35,

then, you know, I've got to compete with that and just a pain in the butt,

but I said the main thing is just the fun of doing it.
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Public service strategies included: benefit the community and listener, and

overcome coverage complaints.
NE N 7

The general managers said economies of scale reasons included: operate
facility in same building with low operating costs and remain economically
viable after station increases in the market. Building strategies included:
high number of viable share points, strategic move by owner, under-radioed,
attractive market, marketing two stations together, appealing to an unreached
market segment, and growing in the 1990s. Protection strategies included:
taking over a lifestyle, getting the drop-in before somebody else did, putting
two competitors in bed together, solidifying position in the market, and
assuring investment remained strong. Just do it strategies included: it was
there and a unique deal. Public service strategies included: added jobs to the
market and would have been a dark license.

SALES MANAGEMENT (3.7¢)

The sales managers said building strategies included: keeping more
marbles, expand and grow company, and something new and different.
Protection strategies included: gobbled up competitor to control format, locked
up a demographic, took audience from major competitor, and changing format
on the purchased station to reduce competition on the buyer station. Just do it
strategies included: license was available and an bpportune time and
convenient situation. Public service strategies included: void in market,
filling need for city and region, quality service to listeners, and gave area

something back.
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OPERATIONS MANAGEMENT (4.7¢

The operations managers said economies of scale reasons included: |
needed more than one station in small and medium markets to be viable.
Building strategies included: had signals to fill niches in community, keep
company growing, and owner's goal of having more stations. Protection
strategies included: own the franchise, protect both fronts, and eliminated the
c_ompetitor. Just do it strategies included: always wanted to pair up with
competitor, convenience in same market, and door opened so stepped in.
Public service strategies included: keep station on the air, salvage and rescue
from format, financial problems, and super serve community.
IMAG NAGEMENT (5.7¢

The image ménagers said economies of scale reasons included: better
efficiency and minimal staff needed ‘to take on another station. Building -
strategies included: filling gaps in format and talent, ability to generate a lot
of revenue, and combining a format in demand with an established
personality. Protection strategies included: be the dominate force in the
market, cover all demographics, and create competition for the market leaders.
Public service strategies included: room for another voice in the market and

more personalities involved in the community.

ROCESS MANAG T (6.7¢
The process managers said building strategies vincluded: success
potential in a missing market segment, combining forces and knowledge to get
more audience, building more competition, and making more money.
Protection strategies included: identified over-radioed market with a need for

a station to capture a huge share, getting ready for rules change, and
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capitalize on duopolies or be lost. Just do it strategies included: purchased

station's tower and transmitter on buyer's site, underutilized major facility

sitting there, exceptional marriage, available and worth something, and ego.
Public service strategies included: filled a gap and two different listener
needs, and help business community.

QUESTION x.7d: Who was involved in the creation of this duopoly?
Answers to this question showed that every management position had some
input into the creation of a duopoly depending on the individual duopoly.
Categories for this question included: upper management, middle
management, lower management, other, and discussion. Every category was
not represented in each responsibility area.

OWNERSHIP (1.7d)

The ownership group recognized three levels of involvement. Middle
management involvement included: engineering, operations, and sales.
Lower management involvement included news. Other involvement included:
lawyers and accountants.

GENERAL MANAGEMENT (2.7d)

The general management group recognized four levels of involvement.
Upper management involvement included: the general manager, corporate
officers, chief executive officer, chief financial officer, vice-president of
programming, and the owner(s). Middle manageinent involvement included
department heads. Lower management involvement included all managers
Other involvement included: managers from other markets where the

company owned stations and relatives involved in radio. Decatur General
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Manager Joel Fletcher said there were many hours of discussion on a variety

of topics:

It's real amazing to get four or five people together and you talk about

anything from the logo of the new station to how to open the market on

it and how to market the new station to what the rates ought to be to
where the studios ought to be, to combine staffs or not combine staffs,
just all kinds of things like that, to go full-bore automation or to go
satellite delivered, or to go live twenty four hours with people.

SALES MANAGEMENT (3.7d

The sales management group recognized two levels of involvement.
Upper management involvement included: president, general manager, and
group owners. Other involvement included the culture of the general
manager.

OPERATIONS MANAGEMENT (4.7d)

The operations management group recognized three levels of
involvement. Upper management involvement included: both owners and the
engineer. Middle management involvement included the operations manager.
Other involvement included everybody in the building. Discussion about the
duopoly included: brainstorming on formatics for six months and
encouraging the owner.

PROCESS MANAGEMENT (6.7d

The process management group recognized one level of involvement.
Upper management involvement included: the owner(s) and general
managers. Discussion about the duopoly included: how duopoly will be

handled and length of time owner kept purchase under the hat.
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QUESTION x.7€: Describe the design of this duopoly.
‘Three categories were developed from this request: combined positions,
separated positions, and other purposes. The summarization of these answers
will illustrate the non-uniformity of whether a position is combined or
separated in a duopoly. The author defined a combined position as one that had
responsibility over at least two of the stations in a duopoly. The author defined
a separated position as one that had responsibility over only one of the
duopoly stations. Listed below will be the positions that each responsibility
area reported in both the combined and separated categories. The positions
listed only in one of the first two categories will then be provided by category.
A summarization of the other purposes will follow these lists.
OWNERSHIP (1.7e

Positions or responsibilities reported both combined and separated by
owners included: production, location, operations manager, sales manager,
sales staff, board operators, and original air talent and other on-air
announcers. Positions or responsibilities reported combined only by owners
included: general manager, chief engineer, news director, technical and
administrative support, business manager, traffic director, and receptionist.
Positions or responsibilities reported separated only by owners included:
program directors and news approaches. Some of the other purposes for a
duopoly according to this group included: regionél coverage, matched formats
for demographic compatibility, maximizing combo selling when sensible,

holding operating costs without sacrificing product quality.
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GENERAL MANAGEMENT (2.7¢)

Positions or responsibilities reported both combined and separated by

general managers included: general manager, general sales manager,
operations or station manager, traffic director, location, local sales calls,
production director, news director or news people, office manager, sales
assistant and chief or contract engineer. Two examples of general managers
switching sales strategies after starting with a different one were at the
Johnson City and Decatur duopolies. Johnson City Station Manager Don Raines
went from combined to separated sales staffs:
We tried to use "lets let the sales staff sell all the properties,”" and one of
the things that we ran into was, it seemed to be a lack of focus on any
one property and especially the newer stations, I don't think got the
attention they needed, so we had to switch back from the sales
department handling all stations to the sales department handling each
individual station, you know, back the way it used to be, and that put
more focus on that particular station and it's got better results.
Decatur General Manager Joel Fletcher went from an initial start with separate
sales staffs to combined staffs several months later:
You begin to see those two sales staffs opposing each other in a very,
not vicious, but it can be a difficult situation and I am the only guy that
really has to love them both as much as the.other. I have yet to see a
situation where everybody's radio station doesn't favor one station or
the other. It just is a natural thing to do and so we found ourselves
really spinning our wheels. We found not only did our new station sales

not do what we wanted them to do, but our other, our original FM [W]EJT
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sales started to drop dramatically because people were spending time

falling over each other. There was information that was not being

passed on and so we decided to go ahead and combine sales staffs.

Because quite honestly, it was taking it's toll on me.
Positions or responsibilities reported combined only by general managers
included: business manager, national sales, marketing director, and
receptionist or sales assistant. Positions or responsibilities reported separated
only by general managers included: local sales manager, program director,
controller, and announcers. Some of the other purposes for a duopoly
according to this group included: put the AM on satellite programming, create
a big market share, compatible formats, overlapping the AM in the middle of
the two FMs, and cross-promoting on-air but not off-air. The general
managers also said the most difficult decision was whether to combine or
separate sales staffs. Several GMs had growing pains as staffs were shifted

back and forth between combo and split sales strategies.
SALES MANAGEMENT (3.7e)

Positions or responsibilities reported both combined and separated by
sales managers included: local sales manager and sales staffs. Greensboro
General Sales Manager Jamey Kerr was at a duopoly that started with a combo
sales staff but still is not sure the right decision was made:

I know that if we ever do split, we're going to have some agencies or

businesses saying, "Well, I don't want to talk to anybody else but Angie.

I've dealt with Angie for seven years now. I just want to deal with her.

I don't want to have to take two phone calls whereas now I've been

getting one." Because that was the premise of duopolies to begin with:
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It helps you streamline and also it supposedly makes you more efficient.

But, you know, there are some times when I don't know if we have
enough bodies and sometimes I don't know if we have enough
competition when I see the shares we are getting as opposed to the other
stations, being the second and third rated station in the market. We
should be getting higher shares on some pieces of business. Are two
separate sales staffs going to greatly increase our revenue? I don't
know. I don't really think so. I think it's going to create more problems
than it would solve. Particularly with like formatted stations.
Positions or responsibilities reported combined only by sales managers
included: general sales manager, regional sales manager, general manager or
president, a non-traditional AE, AM programming, production department,
copywriter, and the building. No positions or responsibilities were reported
separated only by sales managers. Some of the other purposes for a duopoly
according to this group included: to combine equipment, a smart financial
move, eliminate friction, consistent programming, sharing in external
promotions, and determining whether a split or combo sales staff would work.
OPERATIONS MANAGEMENT (4.7¢)

Positions or responsibilities reported both combined and separated by
operations managers included: announcers, production work and director,
promotions, and research. Positions or responsibilities reported combined
only by operations managers included: sales, owner, general manager,
bookkeeping, operations manager, news director, program director, engineer,
and idea sharing. Positions or responsibilities reported separated only by

operations managers included the core audience. Some of the other purposes
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for a duopoly according to this group included: complementary formats,
domination of demographics, a friendlier workplace environment, more
commitment to news, satellite programming for cost efficient start-up, and
grooming assistants to assume more responsibilities. Fort Walton Beach
Operations Manager Rick Zurick broke down the design of this duopoly's
complementary formats:

99-ROCK has and probably will continue to do very well in males 18 to

about 25. KOOL has for the last few years been very strong in women

from 25 to 54 and the talk radio station like most talk stations that I have

ever been around is going to do well more with males than ladies and

that is 25 plus, 35 plus. So, you know, we are not going after the same

audience or the same sell. I mean, that would be nuts for us to do that.
IMAGE MANAGEMENT (5.7¢)

No positions or responsibilities were reported both combined and
separated by image managers. Positions or responsibilities reported combined
only by image managers included: air staff, production director, marketing
director, promotions director, and a created staff of producers. Louisville-
Prism Production Director Chris Allman had such a staff:

You can just walk down the hall and grab somebody and most likely they

are going to be able to do the job you need them to do. You have got a lot

more choices, you have got better presentation on the air by having a

variety of voices to choose from.

No positions or responsibilities were reported separated only by image
managers. Some of the other purposes for a duopoly according to this group

included: going straight ahead, turning images into sound, complementary
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formats, specializing more on big projects, working with all departments, and
looking for another copywriter.
PROCESS MANAGEMENT (6.7¢)

Positions or responsibilities reported both combined and separated by
process managers included: traffic director, promotions, and administration.
Positions or responsibilities reported combined only by PMs included:
business manager, production, corporate services, balance sheets, and
continuity director. Positions or responsibilities reported separated only by
PMs included: sales staffs, station management, programming, income
statements, and anything revenue driven or general and administrative
expenses. Lexington Business Manager Diannia Gevedon said it was very
important to decide ahead of time how to allocate expenses:

All we did to start out with was to do additional costs. We did that March,

April, and May and then May we backed up and said, whoa, wait a second

here, this is not telling us if [WW]YC is making a profit, you know. Was

this a good investment? Was it a bad investment? We can't tell from the
way we're doing our books, so then we said okay what we want to do now
is break up each individual station separately and let each of them be
able to stand alone. Each of them show all of their revenue. Each of
them show all the expenses associated with operating that station. That
caused a lot of problems, because now you have to decide how you're
going to allocate these expenses. You have a utility bill that you've
always had. Now what do you do with it? Does one station pick up the

whole utility bill? Do you divide it 50/507 Do you divide it? How do you
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divide it? So these were the problems that I came up to and we just had

to sit down and make some decisions.
Some of the other purposes for a duopoly according to this group included: a
model for the rest of the company, satellite programming requires less than a
full staff, and increased power and upgraded transmitter and exciter on the
purchased station.
SUMMARY

Duopoly managers said there must be willing partners in the station
transaction process. The buyer must have strength in management and
finances. The managers said the duopoly management should be committed to
the plan and be able to get through the growing pains. The experience of
working in other radio combinations helped duopoly managers. There were
no references for managers to use. Several managers felt they had to be two
different people in the same body. Owners used five strategies to create the
duopolies. These strategies gave the owners the opportunity to either help,
provide, or control different aspects of the duopoly. People involved in the
duopoly creation ranged from just the owner and consultants at some duopolies
to the entire staff at other duopolies. The duopoly managers were confused
most about whether to combine staff positions or keep them separate. Many
managers were not sure which method should be used. Managers were
somewhat in agreement that a duopoly should control either a format or a

demographic lifestyle in a market.
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Post-Duopoly

Four questions from the .interview guide were related to activities after
the duopoly was formed. The four questions asked participants what skills are
needed to operate a duopoly, what areas the participant noticed growth in the
duopoly, and what could be the negative and positive outcomes to strategies
mentioned in the audience/listeners, advertisers, employees, and competition
question groups.

QUESTION x.8a: What skills are necessary for the efficient operation of
this duopoly?

QUESTION x.8b: Describe the rate of growth of the duopoly organization.

QUESTION x.8c: What are some possible negative outcomes to these
strategies?

QUESTION x.8d: What are some possible positive outcomes (if not already
mentioned) to these strategies?

The coded/summarized answers to each of these questions are described next

by responsibility areas for each question.

QUESTION x.8a: What skills are necessary for the efficient operation

of this duopoly?
Five areas of skills were coded from the answers to this question. These areas
were: relational, educational, leadership, managerial, and practical. Again,
not all responsibility areas had answers in all five areas.
OWNERSHIP (1.8a)
Owners said a relational skill was the ability to communicate with both

employees and clients. Educational skills picked up by the owners were FCC
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rules knowledge, consultation with other radio operators, and relying on
relatives in the radio business. A prabtical skill mentioned by one owner was
learning to drive on the interstate between stations.

GENERAL MANAGEMENT (2.8a)

Relational skills for general managers included learning to say no
positively, thinking in different directions, and diversity in people Skills. The
_GMs said leadership skills included a greater level of decisiveness, es‘tablishing
ihe proper attitude, delegating, and taking more risks. Managerial skills the
GMs developed were diversity in operationél skills, a great business sense,
unbeHevany well organized, and an immediate open door policy. One GM said
a practical skill she needed was to live without sleep.

SALES MANAGEMENT (3.8a)

Sales managefs needed to relate to the AEs and be patient. The SMs felt
educational skills they needed to develop included being an authority on
formats overnight, more creative, and having more capacity to handle more
information. Decatur Local Sales Manager Dale Denham said one needed to
know whether old skills would work in this new situation:

Is my system going to work under the conditions of the duopoly, the way

that I evaluate people, the ‘procedures that we follow, the sales

techniques.that we use to train. Is this going to work on a generic
format say, as opposed to the oldies format? So, there were, you know,
changes to be made there.
Leadership skills included direction for the crew, utilizing all the tools, and
being prepared. Managerial skills for SMs included training, motivating, and

answering questions. Sales managers thought practical skills necessary to
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operate a duopoly were having information available, a good management

team, and a staff for delegation.
OPERATIONS MANAG 4.8a

Operations managers had to learn how to deal with another set of
people. This group said they learned to sell promoters on the value of the
purchased station. Other educational skills these managers suggested should
be learned were planning ahead further for station acquisitions and more
knowledge of computers. The OMs as leaders wanted to let people find their
strengths and let them focus on their jobs. Some OMs had to learn how to
delegate and become better organizers.

IMAGE MANAGEMENT (5.8a)

Image managers said efficiency and time management were two
managerial skills needed to operate in a duopoly. The only practical skill
mentioned was computer skills.

PROCESS MANAGEMENT (6.8a)

Process managers said people and communication skills were essential

in a duopoly. For some PMs learning what radio is all about was an educational

skill. As leaders process managers needed to be coordinated, motivated, willing

to take on responsibility, and be able to deal with problems quickly.
Champaign Traffic Director Deb Rahn said:

Before I took the position, they had somebody doing it who really didn't

understand the importance of what it was that she was doing. And that's

not good because you don't want to have that perception with the clients

that people don't know what's going on. So, you really need to be on top

of things and I guess just being able to look at a situation and go to the
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heart of it, figure out what it is that needs to be done and not being

afraid to take responsibility for your actions.

Managerial skills for this group included organization, follow through, time
management, versatility, teaching, and delegating. Practical skills included
going back to old skills, computer skills, attention to detail, multi-tasking with
computers, and common sense.

UESTION x.8b: Describe the rate of growth of the duopoly

organization.

Four categories of answers described areas of growth within the duopoly:
financial, personnel, resources, and audience.
OWNERSHIP (1.8b)

The ownership group said their financial growth was slow but not
going down, modest on the buyer, going down on the AM, and exceptional
financial growth in eight months. Owners also expected financial growth to
come from emerging related revenue areas, more agency buys, and the ability
to reach different clients. EZ Communications President Alan Box described
how radio sales were expanding into different areas:

It makes it much more attractive to an advertiser when we can go into

the local Ford dealer and say you're buying this remote on our country

station and you're running these commercials on our adult
contemporary station, how would you like for us to mail a direct-mail
letter offering a cassette just to come into the dealership next Saturday
to support your remote, and we can mail that to 5,000 people in the zip

codes right around here. That type of stuff has really become instead of
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a giveaway, it's something we can actually sell. And I think that the

magic behind it has been two data bases which make one larger one.
Growth in the personnel area was noticed in the number of employees both
through additions and cutbacks. Resource growth was described as a stable
format and growth to fit the building. Most owners hoped for an increase in

ratings. One owner noted a 50% increase in one demographic in six months.

GENERAL MANAGEMENT (2.8b)

General managers reported on both historical growth and future
growth. GMs said they lost money when sold combo, saw the biggest growth
from the purchased station, were under the original yearly projection but
made monthly projections by the end of 1993, had revenues, sales, and payroll
go up. Future grow‘th included tremendous growth after a first year
experiment, wanting 1+1+1 to equa1'4, profitable in the next year or two, and
another revenue increase in the purchased stations. General managers said
personnel cleaned up bad selling habits, increased in size, and cultivated their
potential. GMs saw growth in resources through a better sound, new ways to
serve clients, and being under one roof. Growth in the audience was noticed
by the purchased station rising to higher ratings and more people talking
about the stations. Atlanta General Manager Norman Schrutt noticed rating
growth without changing the air staff:

I think the greatest satisfaction that we have had is that we have had
rating growth without changing air personalities on any of the radio
stations. Sometimes you have to shoot all the people and hire all new
people. We have not made changes except for a sidekick for the

morning show, a female news person. It is the same morning guy, the
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same mid-day person, the same afternoon person, the same night

person and the same overnight person. To hit rating growth with that

really is extremely interesting for us and it should be interesting for

people who look at it because all it is, is that we changed the music a

little. We changed the style, we changed the attitude and we have had

success. That is very gratifying.
SALES MANAGEMENT (3.8b)

Sales managers noticed more financial growth than less financial
growth. More dollars came in during the fourth quarter of 1993, more new
accounts came on the stations, and both revenues and expenses increased. SMs
said the personnel had personal growth, numerical growth, and growth in
how to present beyond numbers. Sales managers learned smarter ways to use
outside suppliers and introduced more creative and unique sales techniques.
The SMs said there was more potential for steady shares with the duopoly and a
hot and exciting on-air sound.

OPERATIONS MANAGEMENT (4.8b)

Operations managers saw financial growth in sales and dollars as well as
other revenue outlets and rebirth to a station. Personnel growth came from
personal growth, new skills, promotions, new employees, morale, knowledge of
executing duopolies, and a tighter knit family. The OMs also saw growth in
resources through cross-pollination of ideas betwéen stations and finding the
right people for the right jobs. Some OMs saw growth in the purchased

station's listeners, others said there was still room to grow.
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IMAGE MANAGEMENT (5.8b)

Image managers said revenue and new business was part of the
financial growth. Personnel growth included knowing what other jobs are
about, seeing things in different ways, and promotions, employee numbers
attitude, and responsibilities. Louisville-Prism Production Director Chris
Allman said:

Every time for the first few weeks, every time I sat there and wrote

something I was going "I could do this in two minutes" but that is not my

job anymore. So growth as a manager, growth in responsibilities.
Growth was also seen in merchandising and more diverse talents. One IM said
their duopoly was swallowing up country listeners.
PROCESS MANAGEMENT (6.8b)

Financial areas of growth noticed by process managers included sales,
payroll, bills, revenue, and orders. Personnel growth was recorded in
employee numbers, attitude changes, finding the right kind of people,
paperwork, and growing pains. Some of the resources that increased included
the building, phone system, parking lot, work hours, community involvement,
and station exposure. Process managers said the duopoly was reaching more
people, constantly growing, and was a force in the market.

QUESTION x.8¢: What are some possible negative outcomes to these

strategies? |
Answers to this question were coded in five categories. The five negative
outcome codes were advertiser perceptions, financial, personnel,

programming, and general.
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OWNERSHIP (1.8¢)

The first two categories were the only ones mentioned by the ownership
group. They said advertisers might respond that the pricing was too hot or
that all the advertiser dollars cannot go into one basket. The owners said
incorrect perceptions from the advertiser would be a definite hindrance.
Owners said another negative outcome would be if some stations suffered
revenue losses.

GENERAL MANAGEMENT (2.8¢)

General managers said advertisers could think that the duopoly was
arrogant, over-charging, or taking advantage of the duopoly dominance. GMs
said one station could become a weak sister, sales might fall off, or continual
annual growth was not recognized. The GMs wondered if the right
programming decisions had been made, if the format they chose would remain
viable, or if the effort to win was misjudged. Negative outcomes among
personnel could include arguments when under one roof, the distraction of
moving, lack of motivation and proper presentation knowledge, not enough
attention to the staff, and resistance from combo sales AEs to represent all
stations. Knoxville General Manager Craig Jacobus commented on this last
point:

If you have sold the soft adult contemporary station and got your $2,000,

let's say, to stay there and sell through again at that particular point to

get that next sale becomes a very difficult proposition for most sellers.

The objection is I've already bought here, go away. And so you find that

the seller that might have been able to get you there prior, a lot of them

are not equipped today to be able to handle a complex sale as it is.
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SALES MANAGEMENT (3.8¢

| Sales managers said negative perceptions from advertisers included not
being able to meet cost per points, price structures high for agencies, and
losing advertisers to other media. SMs said they could be spending too much
time on the street trying to make a profit or pricing the small retailer out of
the radio business. Personnel negatives could be time spent learning a
different language for non-traditional business, not equally pitching both
stations in a combo sell, and forgetting that AEs still needed to be motivated.
Other SMs said negative does not register, getting tired or frustrated, and not
thinking through actions.

OPERATIONS MANAGEMENT (4.8¢)

Operations managers said purchasing the wrong station in the wrong
market was a financial negative. OMs saw people being tossed out of work,
having less places to train new announcers, asking AEs to sell to the same
clients, and in-fighting between staffs as some negatives in the personnel
area. Programming negatives included losing the core audience, lack of local

talent, and less competition.

IMAGE MANAGEMENT (5.8¢)

Image managers said start-up costs could drain some of the first year's
profits. IMs said some people were not accommodating while others might lose
sight of working for all the stations. Programming was all a gamble if another
station came into the market before the duopoly audience was set. One IM said
the plate was incredibly full with a lot of things on the table. The Savannah
duopoly also had the concern of being operated by owners without the

majority percentage of stock as Production Director Christy Allen explained:
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Sometimes I worry that since LOVE isn't completely ours, that maybe the

owners on the other side will say "Hey! this is a money making venture,

lets take it all on our own and see if we can't buy it back away from

them" and then I would hate to see that but if somebody tried to take it
over from where it is right now, I think it would lose. I think it
wouldn't get the attention that it is getting right now.

PROCESS MANAGEMENT (6.8¢)

Process managers did not want advertisers to perceive the duopoly
owner as one who might force other stations out of the market. Another fear
was that rates might not rise enough to maintain the duopoly’s position in the
market. PMs said separate stations within a duopoly might undercut each
other on rates and lose the advertiser on both stations. Weak cash flows and
revenues were also another concern. Some PMs found it difficult to coordinate
business and sales and received negative vibes as people realized more office
help was needed. The PMs learned how to survive the ups and downs.

QUESTION x.8d: What are some possible positive outcomes (if not

already mentioned) to these strategies?
Positive outcomes to duopoly strategies were categorized under the codes
community benefits, duopoly benefits, personnel benefits, and industry
benefits. As with some previous questions not all representative areas covered
all categories. |
OWNERSHIP (1.8d)

Owners considered benefits to the community to include: more
community service, a larger employer with an economic impact, and making

another hometown station. Duopoly benefits included recognition and respect
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and growth in revenue and audience. The owners believed the radio industry

would be healthier and have more capital because of the decreased number of
owners allowing dedicated owners to expand.
GENERAL MANAGEMENT (2.8d)

The general managers said the duopoly brought a ot to the table for the
community including service and reliability. The duopoly, in return, profits

more and has a larger audience with more revenue shares.

SALES MANAGEMENT (3.8d)

Duopoly sales managers said they have more people involved and in
touch with the community. This gave the duopoly more pulses for an accurate
marketplace reading. The SMs said the company's status, sales, and growth
potential were increased. Personnel benefited from more work with increased
salaries and open management positions. The industry benefited from other
stations copying successful duopoly stations.

OPERATIONS MANAGEMENT (4.8d)

More people were reached with local news and sports coverage as a
result of the duopoly according to operations managers. The OMs said the
duopoly benefited positively from charging competitive rates, getting
stronger ratings and larger revenues, and looking better when the
competition weakened.

IMAGE MANAGEMENT (5.8d)

Image managers said the community benefited from having a stabilized
company with audience recognition that can get out and shake hands with
people. The duopoly benefited from greater recognition of all stations, a

successful format shift, and tremendous growth potential. Duopoly personnel
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benefited with big, fat bonuses and employee growth into one big, happy
family.
PR AG
Process managers said the community benefited from more staff
participation in community activities, an established, stable ownership, and
powerful stations. The duopoly became a financially secure organization able
to grow in the market. Positive outcomes for personnel included planned
work, smoother operation, and paid what you are worth. Atlanta Business
Manager Crystal Davis said:
We will just be able to work from the standpoint of having most of our
work well planned out and not have to be so reactionary and putting out
fires which has really gone down a lot over the last month. We were
doing a lot of that at first and you know, since finding out that, "by the
way, did you know that we have this lease that needs paid?" and certain
things you just don't get bills for so you find out, you know, one you
haven't paid through some bill that is out there and just different
projects that have been going on.
SUMMARY
Duopoly managers said they needed to develop more people skills and
become quick learners. Managers needed to be willing to help others and take
on more responsibilities. Besides revenue and audience growth managers also
noticed personal growth among employees in such areas as working together
like a team or family, the employee attitudes, and sharing of information
between employees. Duopoly managers said negative outcomes to their

duopoly strategies might include getting the wrong advertiser perceptions,
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having discouraged personnel, programming with a non-viable format, and

having cash flows that do not match the audience popularity of the duopoly
stations. Positive outcomes to the strategies of duopoly managers included
having reliable stations, employees benefiting from stronger stations, and

having an economic and social impact on the market.

Future

Two questions from the interview guide were related to the future outlook for
duopolies. The two questions asked where the duopoly goes now and what the
participant would change if they could start over.
QUESTION x.9a: What direction does this duopoly go from here?
QUESTION x.9b: Would there be anything you would do differently with
this duopoly?

The coded/summarized answers to each of these questions are described next
by responsibility areas for each question.

QUESTION x.9a: What direction does this duopoly go from here?
Four categories emerged from the answers to this question. They were
community anchor, market dominator, internal strategies, and external
strategies.
OWNERSHIP (1.9a)

The owners said a duopoly striving to be a community anchor would
provide information and better events for the listeners. The market dominator
duopoly wants to maintain the dominant marketplace position and grow in

revenue and success. Internal strategies to move the duopoly in the desired
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direction included possible split sales staffs and attracting more capital to
better serve the duopoly's clients. External strategies by the owners would
include pressuring the FCC to further raise ownership limits.

GENERAL MANAGEMENT (2.9a)

General managers said community anchor duopolies would be involved
in more localization, have popular personalities, and emphasize serving the
community. The market dominator duopoly wants 509% of the market's revenue
and audience shares and add more stations. The GMs said internal strategies
that will move the duopoly along included looking for more ways to integrate,
separating AMs and FMs into two separate divisions, increasing revenue, on-
going sales training, and separate general sales managers. External strategies
included more outside promotions, continual research, and some savings with

less promotion.

SALES AG 9a

Sales managers focused on the market dominator duopoly. This type of
duopoly adds more stations, makes all stations contenders, and goes up in
ratings. SMs said internal strategies to move the duopoly in this direction
included develop and grow new business, getting it right with adjustments,
and getting better revenue, resources, and rewards. Two external Strategies
mentioned were upgrading the station signal and switching to live
programming. |
OPERATIONS MANAG 4.9a

Operations Managers said a community anchor duopoly would be more
familiar with and do more with the business community and listeners. The

market dominator duopoly wants more money, rating success, and market wins
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for all stations. Internal strategies to make this work would include staffing

stations twenty-four hours, keeping head above water, working out kinks, and
getting new digital equipment. External strategies would include avoiding
mistakes, being strong enough to make changes, and growing in
demographics, dollars, and ratings.

IMAGE MANAGEMENT (5.9a)

The community anchor duopoly would get stations active and visible at
more community events according to the image managers. They said the
market dominator duopoly would go full forward sticking to their guns. IMs
mentioned adding people to the company as an internal strategy. External
strategies included getting the product right for all the audience and staying
on the right track and moving in the right direction.

PROCESS .9a

Process managers said the community anchor duopoly would serve their
audience with more giveaways and community involvement. The market
dominator duopoly would beat the market leader, go up, become larger,
maintain top ranking, and may acquire more stations. Internal strategies
included having lots and lots of money, lower accounts payables, and having
positive financial effects. External strategies included developing loyal
listeners, selling an AM, keeping all stations, and buying properties in other
cities.

QUESTION x.9b: Would there be anything you would do differently

with this duopoly?
Answers to this question were coded into five categories. The categories were

negotiating, planning, staffing, waiting, and activist.
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OWNERSHIP (1.9b
One owner said he probably would not have paid so much for the
purchased property. Another owner said he would have negotiated a better
deal on inherited personnel. Owners wanted to plan better and have done
everything at one time. Starting on a building sooner and being able to decide
how to represent the stations in sales were two other plans the owners would
have done. One owner said a real big "if” in duopolies is whether to have split
or combo sales staffs. Owners said they would have waited to decide on sales
staffs and format switches. Several ownérs said they would change the
stinh'ng rules, have a duopoly in any ﬁzarket, and eliminate the necessity of
having LMAs. Another activist idea from an owner was not to be a standalone
FM station. One 6f those duopolies affected by the rule change was the
Louisville-Sunnyside duopoly. OWner Charlie Jenkins would have sold one of
the AM stations had the rules not changed:
If I had it to do over again, and I knew that I would be able to keep
WXVW, I would start with separate sales staffs, separate identities. I
think our duopoly would have been a lot more successful had we been
able from the opening bell to have brought in a separate sales staff and
say, "Okay, people, you Are going to sell WXVW, and people, you are
going to sell WAVG." That probably goes against what | just said a
moment ago in competing, but I still thihk that separate staffs are better
than combination staffs because I think one facility always tends to

suffer if you have combo staffs.
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GE MANAGEMENT (2.9b

One general manager felt an LMA should be started immediately so the
purchased staff would know what was going to happen. Other GMs said they
would look for more space, have a separate location for sales staff, and be able
to start with the ideal structure. The GMs would change the staffing by
demanding a strong management person for clear direction in sales, adding
more people on the purchased programming staff, and starting with separate
GMs. The GMs also said they would wait a year before deciding on air staff
instead of shooting from the hip, promote stronger out of the box, sensed a
morale issue sooner, and made the duopoly be more successful sooner. One GM
would set up a bonus plan to reward AEs who shared information.
S G .9b

Some sales managers said they would not change a lot in the planning
area. Other SMs said upper management should let employees know of
decisions, put a focused sales effort into the purchased stations immediately,
and prepared clients for the duopoly several months earlier. Staffing needed
to be focused, not just more AEs. SMs said it took longer for AEs to build
personal relationships with buyers when staffs were split; other SMs said they

would go combo from day one.
OPERATIONS MANAGEMENT (4.9b)

Planning changes for operations managers included discussing more
viable options for the purchased AM, keeping the local flavor, and not
duplicating stations. Operations managers said the most difficult area to
control was marketing and promotions and whether to have one or two people

in that area. Other staffing changes included choosing the correct daypart to
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go live and having the necessary personnel resources to make the duopoly

run. OMs would liked to have been in a single facility sooner and proceeded
more slowly with the change. One OM said something different might have

been done with the Mothership, the buyer FM.

IMAGE MANAGEMENT (5.9b)

Image managers said planning changes would be to make format
changes more significant and have good, solid equipment with a phenomenal
sound. One IM said upper management has done a great job. The biggest
staffing change image managers wanted was more people and hours. IMs
wanted to be in one building from the start. Some activist ideas from IMs
included marketing sales as a whole concept instead of individual stations, on-
air cross-promotions, and solidify company to meet future companies with just
as much power.

PROCESS MANAGEMENT (6.9b)

Process managers thought more planning and preparation was needed
in the negotiation stages. Preparation and planning was also needed in sales
organization, paperwork organization, and getting all employees in one
Iocation. Staffing changes included networking computers, additional
administrative support, and further divisions of labor. The PMs said start with
a decision on how financial numbers are to be calculated and fine tune along
the way. Some PMs were not sure who they could ialk to on how to do an
effective job while others just kind of went in circles the first year.
SUMMARY

Duopoly managers saw duopolies going in two directions. These

directions were to benefit the community and dominate the market. Duopolies
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could be moving in one or both directions. Strategies used to follow these
directions were adjusting, growing, and involvement. If a manager could do
something again they would let both staffs know of the impending _
transaction, have stronger promotions for the duopoly, and provide more

planning and preparation time for all those affected by the duopoly creation.
Summary of Results

These radio duopolies were created- for one or more reasons. These
reasons were the goals and objecti\}es of the buying owners. The experiences
of the owners and other managers enabled the duopoly to be designed
according to cemﬁn conditions and requirements. The owners and managers
were aware of five primary groups that were affected by a duopoly's creation..
The first group was the audience. The duopoly managers provided the
audience more choices with a duopoly but did not necessarily inform the
audience why these choices were now available (Table 4.3). The second group
was the advertisers. Advertisers seemed to have adapted more quickly to a
duopoly than the other four groups (Table 4.4). The third group was the
employees. Employees worked harder, did not always get more rewards and
resources, and were expected to double their output (Table 4.5). The fourth
group was the ownership. Owners realized savihgs and revenue gains but did
not always know w.hen to expect them (Table 4.6). Each duopoly manager had
something unique to offer the duopoly (Table 4.7). These talents helped serve
the first four groups but were especially necessary for the fifth group. The

fifth group was the competition. Duopoly managers felt they needed to attack
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Analysis
Codes

Table 4.3

Results Summary

Question Group 1: Audience/Listeners

Answer Categories

1.1a-6.1a

Increases and Expertise in Formats and Station Sound
Promotion and Programming Strengths

Additional Choices

Confusion and No Awareness

1.1b-6.1b

Positive and Negative Feedback
Loyalty to Stations
Many Not Aware of Internal Station Functions

1.1c-6.1c

Stay in Touch Through Research
More Audience Involvement
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Table 4.4

Results Summary

Question Group 2: Advertisers

Answer Categories

Analysis| 1.2a-6.2a | Strength of the Stations

Codes Coordinated Station Services

Additional Audience Coverage
Managerial Differences in Time Savings
1.2b-6.2b | Majority of Advertisers Were Fearful
Educated and Explained to Relieve Fears
Duopolies Have Seen Positive Turnarounds from
Advertisers

1.2¢-6.2c | Provide Right Audiences

Offer the Most Resources
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Analysis
Codes

Table 4.5
Results Summary

Question Group 3: Employees

Answer Categories

1.3a-6.3a

Security

More Money
Opportunity to Advance
Larger Workload

Some Job Losses

1.3b-6.3b

Purchased Staff Frightened

Buyer Staff Elated

Lower and Middle Level Managers Aware of More
Uncertainty Among Buyer Staff

1.3¢-6.3¢

Combined Location Better Than Separated Locations
Growing Pains and Cohesiveness Experienced in
Combined Locations

Separate Locations Does Allow Some Identity
Establishment for Purchased Station(s)

1.3d-6.3d

Struggles and Conflicts Among the "Family"
Compatibility is Evident
Difficulties Can Be Worked Out

1.3e-6.3e

Provide More Training Programs
Reward Employees Properly
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Analysis
Codes

Table 4.6
Results Summary

Question Group 4: Ownership

Answer Categories

1.4a-6.4a

Savings

More Revenue

Personal and Community Benefits Mentioned Only by
Owners and Process Managers

1.4b-6.4b

Owners Expected More

Unknown Whether More Was Possible

Other Managers Also Saw Owner as Fulfilling Public
Service by Creating Duopoly
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Analysis
Codes

Table 4.7

Results Summary

Question Group S: Individual Analysis

Answer Categories

1.5a-6.5a

Owners Were the Leaders

General Managers Were the Teachers
Sales Managers Were the Drivers
Operations Managers Were the Consultants
Image Managers Were the Energizers
Process Managers Were the Mediators

1.5b-6.5b

Duopoly Managers Were Busier

Upper Management (Owners/Some GMs) Dealt With
Fewer People

Middle and Lower Managers Dealt With More People
and Had More Responsibilities

Managers Leery of Additional Responsibilities

1.5¢-6.5¢

Managers Expected More

Resources Not Always Available

Managers Wanted to Be More Efficient With Time and
Staff
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the competition and use defensive tactics against the competition (Table 4.8).
As duopoly managers reflected on the beginnings of their duopoly (Table 4.9)
they realized there was still growth to come in many areas (Table 4.10). Most
duopoly managers perceived both negative and positive outcomes to their
strategies (Table 4.10). Almost every duopoly manager felt more preparation
and planning would help a duopoly become more successful at a faster pace
(Table 4.11).

Radio managers experienced an ongoing, moving process by being
involved in a duopoly. This process enabled a manager to overcome the shock
of facing a duopoly for the first time. The process transformed a manager
from an unsure but excited manager to a manager that was able to direct other
employees with confidence towards the goals of the duopoly owner. Chapter
Five will provide an analysis of these results and will bring together the data

with the study's research questions.
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Table 4.8

Results Summary

Question Group 6: Competition

Answer Categories

Analysis
Codes

1.6a-6.6a

Selling Owners (Partner) Were Both Cooperative
And Damaging

1.6b-6.6b

Duopoly Managers Were in Control of the Competition
Mostly Negative Reactions from Outside Competition
Mixed Reactions from Competition Within Duopoly

1.6¢-6.6¢

A Duopoly and a Market Have a Mutually Beneficial
Relationship

1.6d-6.6d

Offensive and Defensive Strategies Were Needed
Competitive Strategies Should Be Active and Ongoing
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Analysis
Codes

Table 4.9

Results Summary

Question Group 7: Pre-Duopoly

Answer Categories

1.7a-6.7a

Buyer, Purchased, and Market Viability Essential
Management and Financial Strength Essential for the
Buyer

Buyer Must Be Committed to Plan and Work Through
Growing Pains

1.7b-6.7b

Previous Radio Experience Helped Some Managers
Most Managers Had No Experience of Own or Others to
Rely On

1.7¢-6.7¢

Duopolies Were Created With These Strategies:
Economies of Scale

Building

Protection

Just Do It

Public Service

1.7d-6.7d

Most Owners Sought Their Managers' Advice
Variety of People Involved in Duopoly Creation

1.7e-6.7e

Confusion Reigned in Design of Duopolies

Several Structures Tried

Many Changes

No Single Structure Emerged

Managers Wanted to Control Some Audience Aspect
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Table 4.10
Results Summary

Question Group 8: Post-Duopoly

Answer Categories

Analysis
Codes

1.8a-6.8a

Relational Skills Vitally Important

Managers Went to School on Formats, Regulations
Managers Handled More Work and Helped Out Each
Other

1.8b-6.8b

Revenue Growth Slow to Fast

Audience Growth None to Exceptional

Personal Growth in Working Relationships and
Attitudes

Personnel Growth as Evident as Job Losses
Resource Growth None to Need More

1.8¢-6.8¢

Advertiser Perceives Duopoly Incorrectly
Discouraged Personnel

Having a Non-Viable Format

Less Cash Flow Than Expected

Several Managers Could Not Think of Any Negatives

1.8d-6.8d

Reliable Stations for Market

Economic and Social Impact on Market

Strong Stations for Employees

Owners and Sales Managers Said Industry Benefits
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Table 4.11

Results Summary

Question Group 9: Future

Answer Categories

Analysis | 1.9a-6.9a | Duopolies Emphasized Community Anchor or Market
Codes Dominator Strategies; Most Were Both
Internally Duopolies Adjusted and Grew
Externally Duopolies Became More Involved
1.9b-6.9b | Managers Needed More Planning and Preparation Time

Duopolies Needed to Have Stronger Promotions
Buyer and Purchased Staffs Should Be Informed




CHAPTER FIVE

DISCUSSION

This chapter is organized into three parts. Part one analyzes the results
from Chapter Four. Part two offers implications and recommendations for the
radio industry, future research possibilities, and contributions to the field of

broadcast research. Part three states the conclusions.

PART ONE
ANALYSIS OF RESULTS

This part will be organized into two sections. The first section will be
organized by the four supporting research questions stated in Chapter One.
The author developed an overall theme from the data analysis process for each
research question. These themes were supported by several sub-themes which
tied together the categories repoﬁed in Chapter Four (Figure 5.1).

The second section will analyze and compé.re the data between the six
responsibility areas. The author developed a model for this section that
connected the six responsibility areas. The author combined the analyses
from the first and second sections to the major research question. The author
then constructed a model to illustrate the process owners and managers went

through to direct a duopoly to-the desired outcome.
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THE TRAVEL PROCESS
RESFARCH QUESTION 1:
Know What They Want
Strength
Versatility
Clarity
Savings
RESEARCH QUESTION 2:

How Do We Get Through
Through Chaotic Confusion
to Bonded Survivors
RESEARCH QUESTION 3:
What Will Help Find The Way
Diversity
Vision
Lighted Maze
Partnerships
RESEARCH QUESTION 4:

How Will 1 Know When I Get There
Mixed Results

Dominance Means Losses and Recognition

Still Start Stronger

Figure 5.1

Themes and Sub-Themes For
Supporting Research Questions
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The Travel Process

RESFARCH QUESTION #1: Why is a radio station duopoly created?

This question's overall theme was Know What They Want. Four
consistent sub-themes emerged from the data in answer to this question.
These four sub-themes were Strength, Versatility, Clarity, and Savings.

Every management group mentioned strength of the duopoly as an
overall benefit for each group affected by the creation of the duopoly. The
listeners received strength in programming through resources to research
music needs among the audience. This research provided the listener a
variety of quality choices for the type of programming they could hear on the
radio stations. The duopoly provided listeners and advertisers strength in
promotions and community involvement. Additional resources allowed the
duopoly staff to become more involved in the community through local events
and duopoly sponsored events. Many events were tied into promotional
activities for advertisers. In several duopolies (Jonesboro, Louisville-
Sunnyside, and Opelika) the duopoly's strength showed when the purchased
station(s) were brought back to life for the community. Advertisers also
experienced strength through the number of stations in a duopoly. Managers
perceived this as a strength for advertisers since there were more resources to
cater to an advertiser's product or service. Employees of duopolies realized the
strength of mgltiple ownership through additional income and resources. Not

every duopoly was able to afford these additions in equal amounts. Employees
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also noticed the duopoly's strength when their jobs remained intact while
friends in the market were losing their jobs.

The duopoly's versatility was also evident in these three groups.
Listeners to duopolies may have noticed some combined promotions between
two or more stations. A community may have received another format choice
not previqusly available in the market. The community may have seen other
fadio stations in the market become more active in the community.
Advertisers definitely noticed the versatility of duopolies. The duopoly was
able to offer the advertiser the efficiency of using two to four stations with an- |
expénded creative staff and sométimés at a more efficient price than was
previously available with only one or two stations. Duopolies gave advertisers
the versatility of being able to choose a variety of audience demographics
from the same group of stations. Two duopolies (Louisville_—Prism and Fort
Walton Beach) offered advertisers at least three different core audiences.
Versatility was important to employees since they could cross-train in other
positions and formats within the duopoly or use the duopoly experience to
move to other markets.

After the initial confusion, which will be addressed under the second
- research question, the duopoly provided clarity for the three groups. Several
duopolies (Decatur, Champaign, Savannah, and Gainesville) started either a
new station or a new format in the market. The néw station or format gave
listeners a clear choice for that particular kind of music. The music was either
not available in the market or the particular style of the music was not offered
by existing stations. Two duopolies (Opelika and Gainesville) gave clarity to

sports and news locations on the radio dial. Advertisers understood clearly
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that the duopoly does have more control than an individual station. Duopoly
staffs gave advertisers clarity through focused and powerful presentations.
The advertisers sometimes had fewer people representing more stations.
Clarity did not appear immediately for employees. Job responsibilities and job
locations were not always evident after the duopoly was created. This
confusion did clarify after a period of time for most duopoly employees.

Owners experienced the most savings from the duopoly. Their savings
came from increased revenue, less overhead costs, less competition, and fewer
employees. Owners did not experience all of these savings in equal amounts at
each duopoly. One duopoly (Fort Walton Beach) had increased expenses but
expected to recoup that through additional revenue. Two other duopolies
(Atlanta and Opelika) wanted more competition. Savings for advertisers also
were not uniform. Some advertisers had to meet with fewer sales people while
other advertisers did not see that benefit as weaker stations were staffed by
strong and separate duopoly sales staffs. Employees definitely did not
experience any time savings since reduced staffs, more responsibilities, and
increased workloads forced employees to become better time managers if they
wanted to have a life outside of the duopoly.

Those people responsible for creating a duopoly needed to know what
the audience, advertisers, employees, and ownership wanted. Several
strategies were used to create a duopoly at the same time this knowledge was
discovered. The five strategies mentioned in sections 1.7¢-6.7¢ of Chapter Four
(economies of scale, building strategy, protection strategy, just do it strategy,
and public service strategy) were not isolated to any one type of duopoly.

Combinations of these five strategies were found in each duopoly. Owners
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created a duopoly to be able to efficiently operate multiple stations. Owners
created a duopoly to build their business to a more profitable or viable
operation. Owners created a duopoly to protect a musical format, a dominant
position in the marketplace, or just to survive. Owners created a duopoly to
accept another challenge in their radio business. Owners created a duopoly to
better serve the community.

RESEARCH QUESTION #2: What do the various viewpoints, considered in the
design of a duopoly, bring to bear upon the implementation of a duopoly?

This question's overall theme was How Do We Get Through. An
explanatory sub-theme supported this overall theme: Through Chaotic
Confusion to Bonded Survivors.

Chaos and confusion in a duopoly was most evident in the design of the
duopoly's staff. Owners and managers literally had no resources on which to
base their decisions. Two participants said the duopoly was similar to an
AM/FM combination. The data in this study overwhelmingly revealed a
different viewpoint from the other participants. Duopolies formed in late 1992
and early 1993 were groping for the correct operating strategies. Knoxville
General Manager Craig Jacobus talked with a lot of other managers:

Tons of discussions with all the rest of the guys out there with their

canes ahead of them trying to find the way down the road.

Managers were indecisive on what was the best way to put together a staff to
operate the duopoly. This hesitancy was very visible in the sales department.
Duopolies were being formed with sales staffs selling all the stations, some of
the stations, and only one of the stations. Several duopolies (Johnson City,

Decatur, Gainesville, Lexington and Savannah) changed decisions after
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several months operating with the opposite strategy. The changes among
duopolies were not consistent as some duopolies (Decatur and Gainesville) went
from split to combo sales staffs and other duopolies (Lexington, Johnson City,
and Savannah) went from combined to split sales staffs. At least two other
duopolies (Louisville-Sunnyside and Greensboro), both choosing combo staffs,
were not sure they had made the right decision. The data showed every other
conceivable position in a radio duopoly was reported combined in some
duopolies and separated in other duopolies. However, none of the other
positions brought forth as much confusion from the participants' responses as
did the sales area. Fifteen of the 16 duopolies had one general manager. The
lone exception was the Washington, D.C. duopoly which also happened to be
the largest market represented in this study. Washington, D.C. GM Catherine
Meloy said the duopoly had just gone to three separate general managers the
first part of 1994:

It was felt that we really needed to have a general manager focused on

[W]TEM, a general manager focused on [W]BIG, and a general manager

focused on [W]GMS. So, while we are a duopoly and though we work

together, we share positions until the station gets to a certain point, and
then, quite frankly, we break those positions off.

Besides non-uniformity in duopoly staffs the data showed non-
uniformity in several work processes in a duopoly. These work processes
included how to sell the duopoly to an advertiser, how to account for the
expenses and revenues among multiple stations, how to market competitive
and complementary formats to advertisers and listeners, and how to assign

additional responsibilities to employees.

211




Duopoly managers received feedback in the form of control and

perceptions from ten different areas. These areas were evenly divided
between outside feedback and inside feedback. The outside group consisted of
listeners, advertisers, other competition, market, and the selling owner
(partner). The market was the only area not associated with a lot of confusion.
A strong, viable economy was necessary to support duopolies. Every duopoly
staff seemed to think their market was either growing or rebounding from the
recession. One participant was surprised his market (Savannah) did not have
more duopolies because of the abundance of radio stations in that market.
Listeners, advertisers, and other competition were either unaware, confused,
scared, negative, or against the duopoly at the time each duopoly was formed.
The partner in a duopoly was not confused. They were either helping the
buyer or were completely out of the picture except for the financial
negotiations.

The inside group consisted of employees, each participants own
perceptions, the owner, location, and organizational culture. Even though
owners themselves admitted some uncertainty, that attitude about owners was
not expressed by other duopoly staff members. Owners of duopolies were
quality broadcasters who expected more, lots more effort, from their staffs.
Each of the other four areas involved some type of confusion or chaos.
Duopoly employees from the purchased staff and the buyer staff were often
combative with each other. Some of the duopoly staffs that were especially
competitive before the merger (Atlanta, Greensboro, Jonesboro, and Fort

Walton Beach) associated the transaction with war metaphors. The employees
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were fighting the enemy, protecting private spaces, and conquering. Atlanta

General Manager Norman Schrutt had the most competitive situation:

They (the purchased station) have had some success in one of two for

maybe a year in beating this radio station and all of a sudden this radio

station bounces back and not only bounces back and beat them in the

ratings but bounces back and buys their company. That is difficult. It

is difficult for the personnel, it is difficult for the on air staff, it is

difficult for us to get our mind where we are in a situation with the

radio station to talk about, well we do it this way over here. It's not we,

we are we now at both stations. We are we. It is not we and they.
Personal perceptions from duopoly employees were mixed. Some employees
were confused and unsure of what their responsibilities were supposed to be.
Most of this confusion developed from a lack of understanding. Sometimes the
confusion resulted from a lack of motivation. Other employees were excited
about the merger. These employees saw the duopoly as a way to either survive
or gain power.

The duopoly staff still experienced growing pains whether the duopoly
was in one location or separate locations. However, the combined duopolies
yielded the less costly types of pain. These staffs complained about crowded
conditions, loss of private space, and lack of storage space. Staffs in separate
locations complained about losing time in the day‘to commute between stations,
spending half a day at each location, not feeling at home in the "other"
location, trying to manage people in different buildings, talking on the phone
all day, and trying to locate someone somewhere else. The duopoly location

usually determined the climate around which the organizational culture
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developed. Staffs in one location were more involved with cultural

differences, however, staffs in separate locations were aware of each other
and were guessing what might happen when they went into one facility.l] The
most prevalent description of the organizational culture of a duopoly was the
use of the family metaphor. Duopoly sister stations treated each other with
typical sibling rivalry tactics. Fort Walton Beach General Manager Georgia
Edmiston said:
This only child took on two sisters, and all of a sudden, the new babies
were getting a lot of attention, because they needed the attention. This
child was up and running real well, but you know, there were some
growing pains. I'm here to tell you there were some weeks that it seems
like there was nothing but growing pains; however, as with
everything, time can cure most anything and heal most anything. I
would say it probably took about six months for people to be comfortable
working with the other stations, you know, those people have been
rivals.
Some duopolies experienced great amounts of tension, fighting and yelling
between staffs, shouts of inequality, and hoarding of information. Some
owners wanted the staffs to be at each other's throats as separately owned
competitors would be. Other owners wanted a competitive and respectful
spirit. The majority wanted their staffs to get along. There was confusion.
There was chaos. The duopolies in this study have managed to make it through

most of the confusion and chaos. How did they do it?

1. At the time of this study ten duopolies were already combined, five were making plans
to be combined sometime during 1994, and the last duopoly was combined through
simulcasting but maintained separate facilities in different towns.
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Owners and managers employed several strategies to bring these

confused and chaotic areas to the point of being bonded survivors. Outside of
the duopoly the strategies included giving the listeners what they wanted,
educating the advertisers, finding the support available in the marketplace,
and working with the partner. These areas were more cooperative than the
fifth outside area. The other competitors required some offensive and
defensive strategies. The war metaphors were again used to describe this
purpose. Champaign Marketing Director Gina Elliott was very challenging:

Maintaining the dominance, or mainiaining the attitude that we have

.with competitors, out smiling and shaking hands in public. Don't you

dare to even try to take anything I have. I will cut you off at the knees.

Respectfully. | It's kill, kill, kill. Always maintaining the dominance

over our ovefall competitors.'

Preparation for the competition involved a strategic game plan designed to
protect the duopoly's dominant position or to attack the market leader's
dominant position. Some managers watched the competition react to the
duopoly’s plans and saw some competition eventually create a duopoly
themselves.

The inside group also required some strategic maneuvering. The
duopoly was not going anywhere so employees had to learn to live with each
other, mix together, or leave the situation. Many émployees from both sides
did choose to leave. Duopolies scrambled to fill positions and added staff rather
than fired staff. Every duopoly had plans to bring the full-time employees
into one location. Managers believed there would be more cooperation and

information sharing under one roof. One duopoly (Atlanta) was having a new
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building built for their duopoly. Another duopoly (Decatur) squeezed people
into existing rented space. Most of the duopolies were constructing, or already
had completed, additions to existing buildings. Employees felt the bitterness of
being separated would melt into a family-like atmosphere of helping and
sharing among sisters.

RESEARCH QUESTION #3: What management strategies are identified with radio
station duopolies?

This question's overall theme was What Will Help Find The Way. This
theme was supported by four sub-themes: Diversity, Vision, Lighted Maze, and
Partnerships.

Every responsibility area required a diversity of skills for each
manager to function efficiently in the duopoly. Some managers honed their
people skills, computer skills, or time management skills. Other managers
developed new skills like being focused on two stations instead of one,
developing more information handling capacities, and acting decisively with
the proper attitude.

Upper and middle management positions were vision-oriented. The
owners, general managers, and sales managers were seen as the people who
showed the employees the picture that was available for the duopoly.
Operations managers directed the employees to the vision. Image and process
managers made sure the vision was real with an overview of other employees’
responsibilities.

The highway duopoly managers traveled was a maze. Duopoly pioneers
had no map to lead them. There was no pattern found in textbooks, recorded

histories, or others' experiences. Even those managers who were reading
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about duopolies in the trade periodicals had no idea that a duopoly involved so

much until they became part of one. Louisville-Prism General Manager James
Cooley said:
I can say without any reservation at all that I have never done this
before. I have never managed three stations simultaneously. I can say
that it is a challenge and you are tested or challenged every dziy because
you are constantly changing hats, you are constantly trying to
facilitate different activities within the stations that have _diffefent
goals and different needs and it does keep you awful busy. You are very
.reluctant to leave the radid sta.tion.‘
There were conferences and seminars but by the time these were held and
duopoly pioneers spbke’at these sessions other owners were already forming
duopolies without axiy idea of what direction to go. Some of the pioneers were
still trying to get through the maze. Fortunately, the maze became lighted.
Duopoly owners and managers did become educated and informed. They did
pass on information to other managers when calls were made asking for the
information. Trade periodicals became more explicit in their coverage of
duopolies and how duopolies were being handled around the country. Every
major national media conference found some way to squeeze in a session on
duopolies. Duopoly managers and owners were starting to "see" better.
However, the overall pattern of a duopoly was stili eiusive.
Most duopoly participants in this study felt there were three major parts
to the start of a successful duopoly: the willing buyer, the willing seller, and
the acceptable marketplace. The relationship between these three elements is

depicted in Figure 5.2. The seller had one or more stations to offer to the
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buyer. The buyer had a price and sometimes other protective clauses to give
the seller. The two reached an agreement. The buyer and marketplace had an
existing strong relationship in most cases. The seller's relationship with the
marketplace still existed but had either deteriorated or was not as strong as the
buyer's relationship with the marketplace or never existed in the case of a
new station. When the transaction was completed the partial viability of the
triangle changed to a solid three-way arrow benefiting two parties instead of
three (Figure 5.3). The duopoly had positioned itself for audience and/or
format dominance in the market. Managers urged duopoly owners to be
committed and flexible in their duopoly strategies.

The buyer in a duopoly took on a partner in the form of one or more
additional stations. There were other partnerships that needed to be forged for
a successful duopoly. Each of these partnerships required strategies for
further development. The first of these partnerships was with the audience.
The key link between the duopoly and its finding the proper direction was the
audience. The basic strategy that emerged from the data to keep this link
strong was adaptation through research. Duopolies .had more product to get to
the listeners. There was an urgency expressed by the managers to constantly
have the image of the duopoly in front of the audience. Lexington Promotions
Director Sammy Simpson said:

I think for us that the big thing is since there is a promotions

department here now is to, you know, show the clients and the listeners

that it's going to be working to their full advantage to have it there, to
be involved. Like this week, with the big snow we had last week, we

heard that the blood drive or the blood supply is very low, so we
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immediately put together a blood drive for this week to help out, so just

turning things around that quickly where they weren't able to do that

in the past is going to be a major advantage for the listener and for the

client and for the station.
Letting the audience know about the duopoly was also accomplished through
exciting promotions, locally involved personalities, and a steady format. All of
these elements were constantly evaluated through qualitative and quantitative
research.

The second partnership was with the advertisers. The advertisers came
to a duopoly because the duopoly had something unique to offer. The product
for the advertiser was the audience that could be delivered by the duopoly.
The audience needed to be delivered in a polished presentation. The duopoly
staff learned to develop professional marketing skills. Some duopolies
mentioned they began providing additional training for their sales staffs.
Some staffs felt they had to offer additional value with the advertising
package. Other staffs discovered ways to sell the additional value as part of the
advertising package. Greensboro General Sales Manager Jamey Kerr
explained:

Whereas you could look at it one of two ways: You could buy the radio

and get direct mail, a very targeted direct mail, I might add. You could

get the direct mail and the bonus, or, if you bnly want to do direct mail,

you can buy direct mail and get the radio as a bonus. And we have had a

couple of clients that had 100% direct mail coop. But you know, we

would never be able to touch that as a radio station. However, we were

able to get it and bill them as direct mail.
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Duopoly staffs needed to decide the best method of presenting the

packaged product to the advertiser. The product might include one station, two
stations, or even three or four stations. The number of different audiences
could even be as varied. Five strategies emerged from the data. One strategy
was to present a package that included two or more stations with the same
format and different but complementary audiences. The Atlanta duopoly
offered the advertiser virtually every country music listener from teenagers
to grandparents with three stations playing three different styles of country
music. The second strategy was to present a package that included two or more
stations with the same audience ages but split the audience along gender lines
between the stations. The Knoxville and Greensboro duopolies offered the
advertiser adult males with a rock station and adult females with a soft
contemporary station. A third strategy that emerged from the data was to
present a package that included a variety of formats and a variety of
audiences. The Lexington, Fort Walton Beach, Gainesville, and Louisville-
Prism duopolies accomplished this by providing a package to advertisers of
older adult males with a talk format on an AM station, younger adult males
with a rock or country format on an FM station, and adult females with either a
soft contemporary or oldies format on the second FM station. The Gainesville
duopoly strayed from this slightly by providing a niche audience of all ages
with a southern gospel format on the second AM s‘tation.2 The fourth strategy
that emerged from the data was to combine two of three stations with similar
formats and have the third station, usually the stronger of the three, stand on

its own. The Opelika and Savannah duopolies accomplished this by appealing

2. A flyer showing Gainesville's Radio Center concept is in Appendix E.
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to the African-American listener with an AM/FM combination of urban
contemporary/soul or soft urban/gospel music. Both of these format
combinations delivered the majority of that niche population to the
advertisers. In fact, the Savannah combination had filled such a need in the
market that the pew soft urban FM station was overall the top ranked station
in the market after its first ratings period. The other FM station in these two
duopolies offered the advertiser an adult male or female with contemporary or
country music formats. The fifth strategy the author found in the data was the
dual strategy used by the Charlotte and Louisville-Sunnyside duopolies. Both
of these duopolies involved only AM stations. The owners' philosophies were
to provide a niche audience with a single style of music. The Louisville-
Sunnyside duopoly offered the advertiser an older female/male audience with
nostalgia and oldies rock music. The Charlotte duopoly offered the advertiser a
niche format of all ages and both genders with a simulcasted, locally produced
southern gospel format. The other duopolies not mentioned had further
variations of these five strategies or were planning to change their formats to
one of these strategies. To review, the five strategies of product packages for
advertisers were: the format franchise strategy, the demographic dominant
strategy, the take your pick strategy, the split strategy, and the niche strategy.
The third partnership duopolies needed to develop was the partnership
between the station management and the employees. This partnership was
cultivated by providing more and staying in line. Duopoly owners expected to
increase their cash flows by both increasing revenues and decreasing
expenses. Some owners found out that expenses were increasing along with

revenues. Johnson City Sales Manager Mike Patterson said:
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What we did was probably one of the more expensive ways to do it. We
were taking an AM/FM combo that was financially strapped. The
company that owned it, it was not making them money, let's put it that
way. The FM has a pretty good metro signal but it's not a large signal at
all, but we changed the format of that FM station which is really the
money maker between the two. When you do that, a couple of concerns
is, you're starting from scratch, you have an image to fight, like in our
case, we took the FM station and it was a teen station, played rock and
heavy metal and we changed it to an oldies format. Changed call letters
to WKOS, so not only were we starting a new station but we also had an
image that we had to overcome, because we were still located on 104.9.
People had been trained in the market to know that 104.9 was a head
banging or a rap type music, so you had marketing expenses, what we
ended up doing was, went with a satellite programming which is
probably more cost effective at least to begin with. So you've got
marketing expenses, you've got the program expenses starting up, as
far as your sales effort to generate revenues. You don't have any
history of numbers from the rating services that you can go out and use
with advertisers, so it's a little bit tough.
A few owners realistically decided to invest in more equipment and personnel
so the duopoly could operate efficiently and effeciively. A few other owners
wanted a higher economic return with a minimal investment. Managers from
these latter duopolies were being squeezed between wanting to make more

profit for the owner but not having adequate resources to effectively equip
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the staff to carry out the owner's objectives. Decatur General Manager Joel

Fletcher said:
The owner expects pretty immediate significant cash flow increases and
doesn’t want to spend the money to promote it as a separate unit. He
wants twice as much revenue, but he doesn't want to spend nearly as
much money. He just wants to combine all the staffs and expects
everybody to be delighted to do it. That's the feeling I get, not just from
Bud (Bayard H. Walters, Owner), but from other owners. They feel that
it's, you know, in this case they only have to increase their expenses by
20% or 30% and double their cash flow and that just isn't the reality of
it.

An effective strategy that emerged from one of the owners (EZ

Communications President Alan Box) to alleviate this situation was to provide

enough tools for the employees to conduct their duties without having to hire

additional personnel:
The positive side of those early days is that the expense savings were
greater than we anticipated and that was primarily due to we sort of
adopted the attitude, and I remember going around telling people, if a
new computer or new software will allow you to do more and keep us
from hiring part-timers or full-timers to do more work, then you tell me
and we'll get you a new computer or new software. We really tried to
upgrade in the area of computers, traffic software, bookkeeping
software, all those sorts of things, secretaries and administrative people,
get them better equipment. And that has seemed to help a lot. I mean,

even down to phone systems with voice mail and stuff like that. We've
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tried to let technology take the place of people and really expanding.

And that has worked, it's worked better than we thought.

Since a partnership is between two parties the employees needed to
uphold their part. The management expected employees to perform their
duties even if they did not get along with other staff members. The employees
who were not team players were eventually weeded out of the duopolies. What
was left was a staff willing to be part of a team and to develop like a family.
The duopoly staff should share ideas, know all the products of the duopoly, and
behave competitively and respectfully with each other. This would allow the
duopoly to function at a level of performance designed to reach the goals of
the duopoly. Of course, the duopolies in this study were all striving to reach
that top performance level. The author did not receive any indication from
any of the 16 duopolies that they had reached all their objectives. Each
duopoly was moving through some stage of this development process.

The fourth partnership found in a duopoly was the link between the
duopoly and its competition. Only two participants mentioned competition
other than opposing radio stations in the market. The Decatur general
manager thought the cable system was a primary competitor and the Atlanta
general sales manager mentioned the daily newspaper as a primary
competitor in addition to the other radio stations. The author did not ask
specifically about other media in the interview so.this partnership should
only be interpreted as including the duopoly and competing radio stations.
Duopoly management needed to consider their competition as a partner in
their strategic planning. Two strategies emerged from the data for this

partnership: attack and defend. Duopoly managers saw their position in the
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marketplace as one to hold onto or as one to add more leverage to their
position. Those duopolies wanting to add more leverage to their position were
using several strategies. One duopoly tested different formats and their
compatibility with listeners through market research techniques like call-out,
auditorium testing, or surveys. This strategy enabled the duopoly to know the
viability of formats not evident in the marketplace if a competitor chose that
format to attack the duopoly. Several duopolies took aim at a market leader and
either went head-to-head with the same format on one of the duopoly stations
in order to reduce the leader's audience shares or counter-programmed with
an opposing format on two of the duopoly stations in order to squeeze the
leader at the low and high end of the leader's audience demographics. These
two programming strategies forced the leader to counteract with additional
promotional efforts to maintain audience shares, leave the format, or form
their own duopolies or LMAs.

Only a few of the duopolies had to aggressively defend their positions.
The Louisville-Prism, Louisville-Sunnyside, and Charlotte duopolies were
feeling some pressure to react to their competitor's strategies. These strategies
were essentially the same strategies used by the duopoly. The difference, in
the duopoly manager's mind, was that the duopoly had the resources to outlast
the competitor. The two possible exceptions to this were the Charlotte and
Louisville-Sunnyside duopolies. These were AM/AM duopolies in markets with
more powerful duopolies involving FM stations. Both of these staffs showed
some intimidation because of these larger competing duopolies but at the same
time also showed some hope that they had a duopoly to maintain their

existence. Louisville-Sunnyside Owner Charlie Jenkins said:
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Like taking a boxer that weighs one hundred and fifty pounds and

putting him in the ring with a two hundred fifty pounder. If you can't

compete, stay in your own classification and do what you can do. Be a

gorilla, I guess. I foresee our niche as being a gorilla to a great extent.

Achieving a niche and massaging it and serving it as best we possibly

can.

RESEARCH QUESTION #4: How will these strategies affect the direction(s) of a
duopoly?

This question's overall theme was How Will I Know When I Get There.
This theme was supported by three sub-themes: Mixed Results, Dominance
Means Losses and Recognition, and Still Start Stronger.

A consistent pattern of financial growth did not emerge from the data
for these duopolies. Some duopolies saw revenues increase on one station but
decrease on another station. A few duopolies did see an overall increase in
revenues. Several duopolies did not experience any growth in their first year
as a duopoly. Other duopolies actually saw bottom line figures decrease due to
increased expenditures involved with getting into a single location, changing
formats, and hiring different personnel.3 Another growth pattern noticed in
the data was the personal growth of employees and their ability to respond to
the changing work environment and adapt to different cultures. Although
not every manager that was interviewed had reached total maturity with the
environment and culture, the author saw that the majority of participants

were becoming more open to their responsibilities and other staff members

3. These statements were not supported by financial figures from the stations but instead
by the answers provided during the interviews.
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rather than remaining closed to the changes in each of these areas. Fort
Walton Beach Traffic Director Lynn Valdivia said:
Even though we are together we still want to compete and we still have
that competition between us, and therefore, that builds us up as a team.
If you look at it positively as building up each others' morale and there
would be more people there to look up to, to get you going. This radio
station right here when it first started out, I was amazed at how family
like it is the way we run operations. It is not that you do this and I do
this it is like we do this and this is what we get from it. It is more of us
urging or egging each other on saying , "Yeah we can do it, we can do
it."
Only one duopoly (Jonesboro) mentioned a specific strategy to help employees
adapt to the organizational culture. The owner established an employee
advisory board designed for non-management employees to meet with the
owner and discuss organizational policies and culture. The employees were
compensated for their participation on the advisory board.
Every duopoly wanted to be dominant in some aspect of their business.
The duopolies wanted to have the most audience and revenue shares, acquire
more stations, develop more advertisers, increase the quality and numerical
levels of the staff, and become more community-oriented. This direction
towards dominance could lead to either losses, recbgnition or both. The losses
were depicted as the negative outcomes to the strategies employed by the
duopoly management. Losses could occur in any of the four partnerships:
sales might fall off, formats could turn sour, personnel might resist the

strategies, advertisers might revolt, or the duopoly’s market dominance might

229



weaken. Positive outcomes to the strategies were depicted as recognition for
the duopoly from the four partnerships: more people listen to the stations, the
market recognizes a strong community leader, the duopoly becomes a stable,
secure organization, and the duopoly employees grow together as a family.
Lexington General Manager Dan Dorsett illustrated both aspects of dominance:
You cannot pour Miracle Gro on it and expect it to happen and I knew
there were some reasons for that. It takes a while for consumers to
accept it, that your product is for them, if it is, and that you're going to
be there and that you're going to be reliable and just to get the name
recognition. I mean everybody knows what Coca-Cola is, but that's only
after all those years of awareness. That's where really the difference in
managing the product is, because 94.5, even though we went through
the format change it still is a hot AC. That's what a lot of people thought
it was anyway and it's, 94.5 has been such a legendary frequency in the
market. That's a mature product which requires one way of thinking
and young country (WWYC) is a baby, its embryonic and I have to
remember, I have to keep that in mind and not expect too much of it,
you know, right out of the gates. The three year plan on both stations
would be to maintain the adult, and then with the country is to just
grow the shares and keep feeding it, and keep nursing it along, give it
that TLC and keep feeding it that promotioxi budget and watch it happen.
The most consistent response from the data for directing future
duopolies was to start stronger. Duopolies need to start strong with
promotional efforts so the listeners catch on quick that there is a change or a

new format or station in the community. Duopoly owners and managers need

230



to plan how they will structure the duopoly staff earlier than the acquisition

process. Duopoly owners and managers need to inform their staffs what will
be taking place at the outset. The purchased staff should also be informed as
soon as possible. Duopoly sales staffs need to start as early as possible
informing and instructing advertisers how the duopoly will be more
beneficial. Duopoly owners need to consolidate their locations as quickly as
pbssible. These are ways duopolies can start "out of the box" with a stronger

foundation that can be a springboard to a successful operation.
Summary of Four Supporting Research Questions

The first reseé.rch question asked why a duopoly was created. In order
to answer this question the participzints needed to know what the various:
groups affected by the duopoly wanted. The sub-themes strength, versatility,
clarity, and savings emerged as answers to this query. The second research
question asked how the viewpoints affected by the duopoly impacted the
beginnings of a duopoly. The groups that held the viewpoints were confused
which in turn created a chaotic situation for the beginnings of duopolies.
Relying on others in similar situations created a group of duopoly managers
that were bonded together for the good of the duopoly. The third research
question asked what management strategies were 1inked with duopolies. Four
sub-themes of diversity, vision, lighted maze, and partnerships showed that
some of the standard radio business strategies combined with new duopoly
strategies would help duopoly staffs find their way. The fourth research

question asked how these strategies affected what direction a duopoly would
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go. The duopolies in this study have experienced some of the results of
reaching a certain point along the duopoly highway. However, other
duopolies will need to be formed and studied to know the direction the highway

ultimately travels.

The Vehicle

In Chapter Four the author assigned a word to each responsibility area
(1.5a-6.5a) that indicated what that particular group of managers offered to
the duopoly (Table 5.1). When looked at individually each area of
responsibility had a unique task to accomplish in the duopoly. When looked at
as a combination the six areas revealed a model of six co-dependent parts.
Duopoly staffs could use this model to find the right direction for their
duopoly. First, the author examined each group individually.
OWNERS/LEADER

Obviously the duopoly could not be created without the consent of the
owner. The owners were the leading force that created the duopoly. Some
owners conducted the negotiations and financial transactions then let the rest
of the staff manage the actual merger of the stations. Some owners were
involved in the decision-making process on how to merge the two stations.
Some owners even went so far as to put on a hat and direct the remodeling
projects. Whether the owner was on site or at corporate headquarters there

was some leadership input involved from this group.
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Table 5.1

Responsibility Areas Described
by Position Offerings

Responsibility Areas

Position Offerings

Owners Leader
General Managers Teacher
Sales Managers Driver
Operations Managers Consultant
Image Managers Energizer
Process Managers Mediator
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GENERAL MANAGERS/TEACHER

This group represented the person at the station that the rest of the

staff looked to for knowledge. Many of the general managers felt they were
able to take their experience and knowledge of other radio operations and
apply it to a duopoly. Because the GMs had this knowledge they found
themselves educating, training, and instructing their staffs. The GMs also used
other peoples' experiences to assist them in the education of their staffs.
SALES MANAGERS/DRIVER

This group earned the driver label bécause the sales managers were the
dﬁving force behind the duopoly's sﬁccess. The SMs were responsible for
securing enough business from advertisers to pay the bills and make a profit.
The sales managersvwere creating new business, cultivating old business, and
sharing their enthusiasm and motivation with the rest of the staff. The sales
managers directed their staffs properly.
OPERATIONS MANAGERS/CONSULTANT

A consultant is one who has experience and knowledge about a specific
topic. Operations managers knew various radio formats, mixed with all the
staff, and had a view of the entire operation. This group was able to be in

command of their own area and assist in other areas of the duopoly.
IMAGE MANAGERS/ENERGIZER

This group provided the energy to get the duopoly visible in the
community. As a whole the image managers in this study were energetic
individuals. The IMs used some of that energy and enthusiasm to help other
departments in the duopoly and to make sure all the stations were given equal

treatment in the image managers' respective areas.
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PROCESS MANAGERS/MEDIATOR

The process managers were mediators in two ways. The first way was as
an actual counselor for other staff members when disputes broke out about
internal or cultural differences. The second way was as a controller of the
flow of information through the duopoly. Whether the information flowed on
paper or through a computer the process managers were responsible for
making sure there were no disruptions from one point to another.

After this individual examination of each group the author combined
the six areas into a single vehicle for use on the duopoly highway. The author
used the automobile as a metaphor to show how the duopoly staff comprised the
vehicle used by the owner to travel the duopoly highway. There are hundreds
of parts in a car and only six responsibility areas listed here in the duopoly.
The author has labeled each responsibility area with the part of the
automobile that is most closely related to the first label for each area (Table
5.2). The automobile is a fixture in almost every society. The author offered
this model for the reader as an easy way to see how this duopoly vehicle
enabled the owner to direct the duopoly to the desired outcome within the

travel process outlined in the first section of this part.
The Duopoly Highway

MAJOR RESEARCH QUESTION: How does a radio station owner direct the various
forces evident in a duopoly to the desired outcome?
Whatever the desired outcome was for a duopoly owner the way to

direct the various forces towards that outcome was to use the appropriate
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Table 5.2

Responsibility Areas Described
by Automobile Parts

Responsibility Areas | Position Offerings Automobile Parts
Owners Leader Passenger

General Managers Teacher Headlights

Sales Managers Driver Driver

Operations Managers Consultant Fuel

Image Managers Energizer Spark Plug

Process Managers Mediator Stabilizer




vehicle to get the duopoly started, to keep the duopoly going, and to help the
duopoly to the ultimate outcome. The obvious vehicle was a functioning,
cooperative staff of talented managers who in turn could direct the other
employees to their own personal outcomes. This study showed that duopolies
have not yet reached the time where every manager was able to function as
effectively as possible. Duopoly managers were starting to acquire the tools
and resources to operate and manage effectively. Some managers were still
trying to find their way through the initial confusion of a duopoly. Other
managers were in the process of learning what was required of them. Some
managers were leading their duopolies successfully. Managers within a single
duopoly were going through these three stages of development: finding,
learning, and leading. This three-way process created a difficult and
sometimes confusing road for the owner to travel with the duopoly staff.

The owner of a duopoly traveled with the duopoly staff through three
phases (Figure 5.4). The first phase was the finding phase. In this phase
there were duopolies (D) of several sizes. The different sizes represented the
strength of the duopoly revealed through the level of confusion and
commitment within the staff. The larger Ds were the more stable and older
duopolies. The smaller Ds were the newer and unsure duopolies. The
knowledge roadsigns (K) offered by the older duopolies was minimal in this
phase. As duopolies moved through the first phase and into the second phase
knowledge increased and duopoly managers began to discover what they were
supposed to be doing.

The second phase was the learning phase. This was where the duopoly

faced its first negative roadblocks (¥, ﬁg , *%). The three objects represented

237



Phase One
K K]
D i VR
% — .6\
C
IE \ Exitg
Phase Two
Figure 5.4

The Duopoly Highway

238



KK K [

D-.D ? *?

/D IK]IE@@

Phase Three

Figure 5.4 (continued)

The Duopoly Highway

239



attacks from competition, blown staff assignments or wrong organizational

choices, and a web of confusion. Negative roadblocks included losing staff,
missed financial projections, strong competition, adverse advertisers, and
turned-off listeners. The shaded area represented the maze duopoly staffs
traveled through to get to the positive outcomes. During this second phase
several duopolies folded and left the highway (#Exit$). Some were sold to
different owners. Some languished under the shadow of more powerful
combinations. Some duopolies were split up and sold as separate stations to
different owners. A few duopolies, including the Jonesboro duopoly from this
study, were facing FCC imposed deadlines to come into technical compliance
with the 1992 duopoly rules (Tobey, 1994; Madden, 1994).4 For those duopolies
that struggled through the negative roadblocks there were additional
roadsigns of knowledge available for the staff to get educated and rejuvenated
to make it through the maze. As additional knowledge was acquired and the
negative roadblocks were overcome duopolies and their staffs began to look
organized and anticipated moving into phase three.

The third phase was the leading phase. This phase encompassed both
the present (1994) and the future (beyond 1994). The phase was the present
for those duopolies who have made it through the second phase and were
headed for their rewards (* ,?, ?). These three objects represented the
recognition, the knowledge, and the financial benefits duopolies received.
Along the way the duopoly's confidence and staff co-dependence grew
enabling them to turn the negative roadblocks to positive roadblocks and to

put the positives in order and working the way they should. Positive

4. 8 FCC Red 7595 (1993).
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roadblocks included deciding which station received the best promotions, how

to expand the building to fit everyone in, and getting enough new equipment
to satisfy everyone. Getting through the negative and positive roadblocks
helped the staffs within the duopolies bond together (=« ). This phase was a
future phase for those duopolies just being formed. These duopolies could be
entering the duopoly highway at this point because more and more knowledge
had been made available for owners from previous duopoly experiences.
These new duopoly owners (none of which were involved in this study) may
bond with the stronger and older duopolies (D=D) and bypass most of the
learning phase. This third phase will also be a future phase for all duopolies.
There are still unknowns (7) that cannot be seen ahead of time. These
unknowns might come in the form of governmental regulations, changing
audience tastes, new technologies, or another economic disaster. Phase three
also indicated there was an unsure ending (open highway) to the duopoly
phenomenon. Duopolies were only approaching their second anniversary at
the time of this writing. This was much too early to determine from this
investigation how the new industrial structure was affecting duopolies on a
national level. On the local level there was some indication that duopolies
might be working. However, the author is reluctant to confidently say the
duopoly creation was or will be successful for all radio stations.

When a duopoly owner a) develops a staff that has the tools and
resources to operate multiple stations, b) combines the staff into a single
location, c) benefits from other duopoly experiences, and d) uses this duopoly
vehicle to travel the fast lane of the highway, then the owner will have

directed the duopoly to the desired outcome. This was the process this study's
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data revealed to the author. Other researchers could interpret this or similar

data differently. There may be other models that could apply to this data as
well. The author felt through the interviews and through the data analysis
process that the 69 people of these duopolies were on a journey with a known
destination but not with all the necessary abilities to reach the destination.

This was the travel process revealed by sixteen duopolies in 1994.

PART TWO

IMPLICATIONS

This part includes this study's implications and recommendations for
the radio industry, future research possibilities on radio duopolies and in

related areas, and contributions to the field of radio broadcasting research.
Radio Industry Implications

One of the findings in this study was the need to adequately prepare for
the changes brought about by a duopoly. Some managers claimed the
experience of working for an AM/FM combination helped them in the duopoly
situation. Even these managers realized that early decisions were not always
the correct decisions for their duopoly. There were also many other managers
in this study who did not have that experience and were at a lost as to what to
do in a duopoly. However, preparation for a duopoly in the traditional sense
was not possible. There were no textbooks to read on how to structure a

duopoly staff. There were no audio tapes indicating the proper duopoly
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management strategies from recognized experts in the industry. There were

no video tapes showing the proper layout in a radio station for multiple on-air
and production studios. There were no recognized consultants with years of
experience in duopoly practices. In early 1994 one duopoly operator said "not
only are we not yet taking the mid-term exam, we're still writing the
textbooks" (Bunzel, 1994). As the textbooks are written, the research is
conducted, and the multi-media resources are produced, it is vitally important
for radio operators to find this information and to share it with other present
and future duopoly operators and managers. The information is needed for
owners to adequately prepare their managers who in turn can adequately
prepare employees on what can be expected in a duopoly. The rush to
consolidate caught some owners and managers ill-prepared to take on
additional personnel and job responsibilities.

Duopoly owners also need to realize that acquiring another one or two
stations is not a "cheap” move. There will need to be financial investments in
upgrading equipment, adding personnel in some cases, taking care of left-
over seller responsibilities, and finding that perfect format. A surprising
finding, to this author, was that there were duopolies that were actually
formed by starting a new station (Decatur, Champaign, Louisville-Prism and
Savannah). Duopolies may have actually increased the number of stations in a
market. Other duopolies (Johnson City and Lexingfon) took over an existing
station and started over from scratch with a new staff and format. Managers
from both of these situations felt that building a new station was easier from a
marketing and an employee interaction standpoint but probably not from a

financial standpoint. Even duopolies that did not have any major changes in
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staff or formats (Atlanta and Louisville-Sunnyside) had their share of

difficulties. A duopoly is not an inexpensive creation because of the time
investment as well. Duopoly managers and employees are expected to and most
always double their responsibilities. This was seen in the traffic director
whose traffic log output literally doubled or tripled on a daily basis to the
general manager who needed to schedule an additional staff's meetings into an
already hectic weekly schedule. Atlanta General Sales Manager Diane Dalton
said this was especially true in her situation:

I think there are a lot of companies that are doubling up in markets and

aren't prepared to spend the money that it is going to take just to get

yourself organized. Far more complicated than I ever expected. I

thought, well what is the big deal. You have run one radio station what

is one more. It is just amazingly complicated to bring two operations
together, you would have people that are doing much more than their
job normally entails. We aren't to the point yet where my head is not
yet above water. It is a lot more challenging than we expected.

There were differences noticed in the level of understanding what was
happening in a duopoly between the six responsibility areas. The author
noticed as the management responsibilities decreased (from the owner to the
lower level managers) there was an increase in the amount of insight into the
organizational culture. The author implied from the data that the lower and
middle level managers were closer to the actual workings of a duopoly. This
finding is important for general managers and owners to consider. Of course,
not every GM or owner can be categorized as one who is not in tune with the

staff. But, as one GM pointed out in this study, even an open door type
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manager could get shut off from the other employees due to the increased time

demands on creating and putting together a duopoly. As many managers did
recognize it was important to remain "in touch" with the staff during this
chaotic situation.

Another difference noticed in this study between the different
management levels was the amount of concern expressed by the various
managers as to what would be happening in the new organization. Lower
lével managers and some middle level managers expressed more concern for
job security and job changes than some middle and upper level managers.
This‘ ﬁnding was surprising since a lot of the trade literature indicated upper
management positions (general managers and sales managers) were receiving
more "pink slips" than lower management positions (production, traffic,
receptionist, businesS). All levels of management were affected by job
reductions but only the high profile positions received trade periodical notice.
Most of this study's managers were either reluctant or chose not to discuss job
reductions at their respective duopolies. The reductions did take place and did
affect all levels as evidenced by Atlanta GM Norman Schrutt:

It puts a lot of people out of work which is not the happy side of it. We

put out our general manager, we put out an operations manager, we put

out a business manager, we put out a traffic manager, a lot of people are |
out of work. We put out a chief engineer beéause we didn't need two
chiefs. It has that negative flaw.
Upper managers may have expressed less concern about job displacement
because they did have a job, were more confident of securing another position

in a different station, duopoly, or market or had a satisfactory compensation
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or, if needed, severance package (see Appendix E for an example of a letter

offering such a package).

One aspect of a duopoly that created a confused scenario was the actual
"moving in" of a staff to the existing or a new location. There was an overall
consensus that combining both staffs into a single location was a beneficial
strategy for a duopoly. Some duopolies that were separated at the time of this
study (January 1994) saw some benefits in being separated initially. These
benefits included giving the purchased station(s) a chance to develop a
separate identity and become established before moving in or taking in the
buyer station(s). The managers of the five duopolies not combined at the time
of this study had a variety of thoughts on what it would be like when the staffs
were combined. The thoughts they had were similar to the thoughts the
already combined staffs had expressed (see Chapter Four, 1.3¢-6.3c).

Another combination issue was whether to combine or keep separate
duopoly staffs. Obviously, from this study's results, there was not a consensus
on the best strategy in this area, especially in the sales department. The
Atlanta and Louisville-Prism General Managers both said this was a decision
they struggled with daily for several weeks. For Atlanta GM Norman Schrutt
the decision came down to what would create the most sales:

Finally, after just thinking about the plus and the minus, decided to sell

them separately because I believed that thevonly way one and one makes

two is to be in competition with each other. I think the other way one
and one makes one and a half, not good you want to make two.
Schrutt's philosophy supported Decatur GM Joel Fletcher's philosophy,

however, the Decatur duopoly changed to combo sales staffs after an
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unsuccessful start with separate sales staffs. The knowledge from these two

GMs was an excellent example of what kind of information can be offered to
future duopoly managers. The duopolies with combined sales staffs thought
most of the advantages were for the advertisers. The duopolies with separate
sales staffs saw advantages for both the advertisers and the stations in the
duopolies. The industry still needs some time to determine what is the best
strategy for the sales department. There are only three choices (combine,
keep separate, or both) so some consensus should arise in the near future.
There was some consensus that a combined sales staff worked for smaller
market duopolies and a separate sales staff worked for larger market duopolies.
The author did not investigate enough duopolies to definitely come to that
conclusion. It did make sense from the upper management viewpoint for
these duopolies to combine most administrative positions. Some administrative
managers were vocal on the need for enough personnel to perform the
combined duties involved with multiple stations. The majority of the duopolies
kept the programming areas separated in the announcing and programming
departments but did have a combined operations manager overseeing the
programming of the stations. The new finding in this study concerning
staffing was an owner or general managers' indecision on the promotions
department. Some duopolies had a promotions director for each station. Other
duopolies had one promotions director or a markéting director overseeing
assistant promotions directors. However, the managers were not yet
convinced there was a correct way for staffing this department. The author
contends the reason for this indecision was the new concept of working with a

staff that was a former enemy. The buyer was not sure if the purchased
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station should be promoted with the buyer station or adjacent to the buyer

station. This was another area that with time a more clear understanding will
emerge.

The FCC changed the duopoly rules to assist struggling stations, to help
stations survive and not leave the air depriving a community of that service.
There were 27 FM and 18 AM stations represented in this study. The inajority
of the duopoly operators had new and exciting plans for all the stations. There
Were a few managers, however, that considered the AM part of the duopoly to
be worthless. The author contends there were three AM stations in three
différént duopolies that were not proViding a service to the community. The
stations were either simulcasted with an FM or operated with an unstaffed
satellite-delivered format. A manager at two of these duopolies did say there
may be a possibility of "doing something" with the AM stations. A manager at
the third duopoly wanted to "give away" the AM station. The author contends
that three out of 45 stations not serving the public may not be a crisis, but if
this is a trend that could be depicted in other duopolies, then broadcasters may
need to be watching for another regulation that would prevent them from not
letting AM or FM stations realize their full potential. This cautionary note was
necessary in the light of the increasing consolidation in the radio industry.
Nineteen percent of the 10,039 licensed commercial stations were involved in
either an LMA or a duopoly through June 1994 (Raidib Business Report, 1994).
The number of duopolies increased 35% from November 1993 to April 1994
(Radio Business Report, 1994).

There was a clear consensus among managers that their duopoly was

unique and special for that particular market. There was not a clear
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consensus from this study as to what type of combination or what strategies
might be the best for potential duopolies. This study did discover enough
strategies on duopoly management and operations to give other duopoly
managers and future duopoly managers additional ideas to help create
successful consolidated radio operations. This author contends there were
enough similarities among the managers in these duopolies to believe that the
overall picture of a duopoly presented in part one of this chapter can show
duopoly managers where adjustments might be made in their present
operations. The duopoly highway and travel process model can also assist
potential duopoly operators in understanding what a duopoly staff will face

when a duopoly is created.
Radio Industry Recommendations

The radio industry structurally changed only two times in the 42 years
prior to 1992. These two changes involved the programming element of radio:
a) radio's survival of television's mass media appeal in the 1950s and b) FM
radio's emergence as the dominant radio medium in the late 1970s. The
structural change brought about in the radio industry by the change in the
ownership rules in 1992 caught many radio broadcasters off guard. Some
broadcasters had used LMA-type instruments to cohsolidate and most
broadcasters were aware of the rule changes. They were not, however, aware
of how to make use of the new rules on a local level at their owned and
operated stations. Several managers in this study said radio operators will

either be a buyer or a seller in today's radio environment. There were also
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several managers who disagreed with that assumption. This section will
address those radio owners and managers who will be entering into a duopoly

and those owners and managers who are presently involved in a duopoly.

RECOMMENDATIONS FOR STARTING A DUOPOLY

Learn from others' experiences. Now that the radio industry has seen
almost one-fifth of the stations consolidated through duopolies or marketing
agreements there are plenty of owners and managers to consult for insight on
starting a duopoly. Planning and preparation will assist any operator from
facing the same roadblocks some of this study's operators faced. The potential
duopoly owner should create a simple checklist to guide the formation of the
duopoly. This checklist could be developed around the owner's goals and
objectives while considering the four partnerships involved in a duopoly:
audience, advertisers, employees, and competition. The checklist should guide
the owner to completion of the required elements necessary to put together a
duopoly: a) legal, b) technical, c) financial, d) programming, e) personnel, f)
advertising, and g) promotions. The checklist may develop into a folder of
notes as more ideas are collected about each of these elements. The duopoly

owner that has planned and prepared before acquiring the other station(s)

will then be able to prepare the four partnerships in a duopoly.

Future duopoly owners should not always expect a bottom line reduction
in expenses and increase in revenue. OperationaI efficiency from employees
and equipment requires a financial investment and a time commitment from
an owner. A duopoly owner should plan to replace staff that leave voluntarily
if that position is necessary for an efficient operation. Trimming the staff,

especially in the process management area, may create over-worked
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employees who will look for the first opportunity to leave. However,
providing the resources for these same employees may enable them to
increase their workload while maintaining their loyalty to the company.
Programming can also be an expense for those duopoly operators planning to
change formats or start a new station. Satellite-delivered formats are available
for some start-up cost savings in programming. However, duopoly operators
should expect to shift to at least 50% live programming (6AM-6PM) if the
operator expects to become a community anchor. Another item that will
probably increase in cost is the promotional effort put out by the duopoly.
There are changes in a duopoly that listeners and advertisers need to be
informed about: formats, promotions, slogans, and new stations.

An area that could be either an additional expense or an additional
savings for the duopoly owner would be the location of the duopoly. Duopoly
stations and staffs should be combined into one location as soon as it is feasible
for the owner to do so. Additional expense may be required to build onto or
renovate an existing building or to build a new facility. Additional savings
would be seen in reduced rent, utilities, office equipment, phone systems, and
some personnel by being in one location. The possible savings in combining
locations will far outweigh any advantages to remaining separate.

A future duopoly owner should also be aware of the organizational
cultural changes that will take place. Absorbing a previously weak or strong
competitor into a different culture will not be easy. Every manager or
employee will not assume the same amount of elation as the owner over
acquiring another staff or being acquired by another staff. The duopoly

owner and those managers overseeing new employees should plan to initiate

251




communication efforts between the staffs even before consolidation of

locations. Duopoly owners and managers should recognize the differences in
cultural perceptions among the various employee levels.

The design of the duopoly will require careful planning. The design
consists of the programming and the staffing of the duopoly. Careful research
by the duopoly owner and staff should determine which of the programming
strategies available would be applicable to a duopoly's market, audience, and
advertisers. By virtue of having multiple stations in the same service (AM or
FM) a duopoly owner should plan to dominate some aspect of a format or
audience demographic in order to remain a viable duopoly. Duopoly owners
should research for possible benefits new strategies that will continue to
emerge in the programming area. Research efforts in all four of the
partnership areas should be ongoing.

The staffing of the duopoly should be planned, organized, and committed
to as early as possible. This area, of course, will fluctuate with the unexpected
departures of staff from both sides of the duopoly. The owner and duopoly
managers should have a plan for the positions needed before purchasing the
station(s). This plan could be based on the knowledge now available for that
duopoly's particular market and station characteristics. As could be seen from
this study, recommending certain combined or separated positions for all
duopolies would not be practical. Combining or keeping separate positions will
be a function of the owner's resources and complexity of the formats on the
duopoly stations.

The benefit to the community should be another important

consideration for a duopoly owner. The community ultimately supports the
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radio stations. The owner and managers should determine before the purchase
how the community will benefit from these combined operations. Planning
and preparing for the areas mentioned in this section will direct duopoly

owners to a quicker achievement of goals and objectives.

RECOMMENDATIONS FOR OWNERS AND MANAGERS IN A DUOPOLY

Duopoly owners should now be far enough into a duopoly to become
committed to their plans for the four partnerships. Making a decision and
having a commitment to that decision is necessary for the managers and
employees to function effectively. This efficiency by the duopoly staff will
result in the needed attention applied to the other three partnerships.
Duopoly owners that are willing to wait for the long-term return on their
investment will be more likely to see that return than those owners who
expect an immediate return on their investment. Constantly searching for
ways to strengthen the duopoly among the four partnerships should be a
primary concern for duopoly owners.

After a general manager's concern with acquiring a duopoly is over,
the general manager's attention should be more focused on the organizational
culture within the duopoly staff. GMs should become more aware of the
potential clashes and conflicts that could arise from combining two separate
and sometimes distinct staffs. General managers should also be aware of
market changes in the audience and competition. .The GM should be the
person in a duopoly who directs the other managers and employees to the
sources of knowledge for implementing the duopoly plans.

The sales manager probably has the most difficult job in a duopoly. The

sales manager must educate both the sales staff and the advertiser. The
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advertiser should be taught how to effectively use the duopoly. The sales staff
should be instructed how to effectively present the duopoly to the advertiser.
The sales manager should network with other managers in other duopolies to
develop and distribute training materials oriented towards duopoly
presentations. Until such materials are developed sales managers should
continue to use existing sales training tools for sharpening their staffs' skills.
Both sales strategies of combining sales staffs and keeping sales staffs separate
have worked for existing duopolies. The sales manager should determine the
best plan for the duopoly based on the marketplace requirements and the sales
staff abilities.

The operations manager may have one of the busiest jobs in the
duopoly. This person should be able to manage different personalities among
the programming staff. Announcer loyalty to the purchased or buyer
station(s) could be a negative or a positive influence on the duopoly. The
operations manager has direct access to the announcers and should institute
creative methods for the announcers to assist each other in their respective
formats. For example, critiquing each other's air checks one-on-one would
give both announcers an opportunity to pass on tips as well as learn about a
different format. The operations manager should continually conduct some
form of research to stay aware of changing audience tastes in music and
programming. The operations manager should implement the owner's
programming strategy so the station formats are complementary to each other
even though they may be distinct formats.

The image managers must take the complementary formats and market

them to the audience and advertisers. Marketing stations together and
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separately have worked for existing duopolies. Direction for which strategy to
use will come from the owner and general manager's philosophy on how
separate or combined to keep the formats and stations. The image manager,
both in production and promotions, should maintain a flexible attitude. All the
stations may be able to participate in some community events. Other
promotional events may only be suited to a particular format or station. The
voice talent should be trained for utilization with all the duopoly formats.

Several times during this study managers would make the comment that
the process manager was the person who really "runs" the duopoly. This
manager should be very adept at handling quickly changing situations. The
process manager should have the necessary tools to accomplish their tasks
quickly and efficiently. The area of managing paperwork or fixing
equipment should not be hindered in multiple station operations. The process
manager should develop a staff that could also be adaptable to different
operating philosophies within the same company or building. This group of
managers will need to develop an extra amount of patience as a duopoly
operation proceeds.

There are two overall keys that every manager should use to
successfully create and implement a duopoly. The first key is involvement.
Every employee should be aware of what is about to transpire. Secrecy is
needed in some aspects of radio operations. HoweQer, the scope of change that
a duopoly brings to an operation should not be kept hidden until the final
paper is signed. The LMA is the only effective tool owners now have at their
disposal to get both staffs involved in the duopoly creation process while the

legal and regulatory paperwork is processed. If an LMA is not possible than
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the owner and managers should incorporate small group sessions so the staffs

to be merged will be able to interact with their future co-workers before the
merger takes place. The second key is attitude. The owner and general
manager should immediately instill the appropriate attitude into each
manager and employee. When the goals and objectives of the owner are
clearly expressed to the duopoly staff then the staff will be able to adjust and
move the duopoly toward the desired outcomes. Getting competing staffs to
work together effectively should be the overall objective of a duopoly

management team.
Future Research Possibilities

There is a need to take the findings from this study and apply them to
other duopolies. This application would enable broadcast researchers and
industry professionals to see if more consistent patterns emerge from the
study of additional duopolies. One immediate study the author plans to initiate
is a follow-up questionnaire to the participants in this study. This
questionnaire will be sent in early 1995. Several managers indicated some
events to take place in 1994 that would be worth following, such as: a) the
required divestiture of one of the duopoly stations, b) whether AEs have been
educated in new ways to serve the advertiser, c) what happened when a
market became totally consolidated, d) have duopolies added some of the
strategies noted in this study to their marketing or advertising arsenal, e)
which organizational structure had the best growth for the duopoly, f) how

are duopolies interacting with the new consulting resources becoming
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available, g) did a duopoly secure 100% ownership of all stations, and h) what
management restructuring took place after combining locations.

An interesting study would be to find an owner who is about to purchase
a duopoly and spend time with both the buyer and purchased staffs to see
firsthand how the two staffs react to a duopoly creation announcement. This
case study using participant observation could follow through with the
duopoly to see how an organization manages the change as it happens. This
type of research could provide the present perspective of a duopoly creation
rather than the past perspective provided by the author's study. Several
managers did recommend to the author to "be here next time" when the
duopoly process happens. A different twist to this study would be to have the
researcher "arranged" to be hired as an entry level employee (news reporter
or announcer) who then could observe the transaction process as a
participant and a researcher. Other areas that need to be investigated on a
duopoly by duopoly basis would be: a) how managers perceive each other> and
b) what has been the effect on those employees displaced by duopolies.

This study concentrated on the local effects of a duopoly within selected
duopolies. The research on duopolies needs to be expanded to a regional and
national scope. Duopolies could be compared on a market by market basis to
see if there are other differences besides those discovered in this study. The
author suggests that this study could be used as a basis for construction of a
nationally administered survey to various managers and employees within
duopolies. The survey, or similar research technique, could discover: a)

employee demographics within a duopoly, b) use of the different partnership

5. The author only asked the managers how they perceived the owner.

257



strategies outlined in this study, c) financial results of duopoly strategies, and
d) whether duopolies have developed a typical organizational structure.6
Surveys could also be administered to advertisers, advertising agencies,
listeners, and competing radio stations to determine the effect of duopolies on
these groups from their perspective rather than the perspective of the
duopoly participant as was done in the author's study.

Additional studies in the duopoly research area could concentrate on: a)
developing a composite of the successful or surviving duopoly (Husni, 1989),
b) and, from the opposite side, developing a composite of the duopoly that did
not survive, c) finding additional reasons for duopoly failures and successes,
d) comparing the satisfaction of employees in duopolies with those employees
in a non-duopoly station, e) determining the effects of the rule separating
radio markets into small and large markets for duopolies, and f) tracking the
types of owners involved in duopoly purchases. Historical research could
focus on the struggles and triumphs of individual duopolies or companies
involved with duopolies. The historiographer might also want to track the
spread of duopolies through the radio industry since inception and compare
the diffusion of duopolies with that of other industrial changes. To answer the
question of whether a duopoly serves the public interest the researcher might
want to analyze the content of a duopoly's broadcast day to determine the
amount of community-oriented programming heafd on each station and

compare that amount to stations not involved in a duopoly.

6. The Opelika duopoly's owner (Gary Fuller) had developed an organizational chart
showing his structure of the management staff (Appendix E).
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Legal scholars may want to investigate further applications of the 1992
ownership rule changes such as: a) the effects of the national ownership
limits7, b) minority-owned duopolies, and c¢) cross-interest ownerships. The
type of studies already mentioned could be expanded into other media areas.
Already there are television LMAs around the country with further
deregulati(_)n in that area expected by the FCC (Kirchen, 1993). Researchers
could explore consolidation issues in the cable industry, the telephone '
iﬁdustry, and the video programming industry, as well as what effects

developing technologies will have on these industries, including duopolies.
Contributions To Radio Broadcasting Research

This study contributed three indicators that pointed towards areas of
exploration and research for radio professionals and academicians. One of
those indicators was the existence of format strategies for duopolies not found
in the literature. These strategies included what the author called the take
your pick strategy, the split strategy, and the niche strategy. These format
strategies were different from what was used in radio prior to duopolies
because of the extra dimension of presenting commonly owned multiple
properties to an advertiser.

Another indicator this study provided was an indication that duopolies
provided additional community service and benefits as a result of the

combined operations. This tentative finding needs to be supported with more

7. These will be increasing to 20 AM and 20 FM stations allowed per owner on the second
anniversary of the duopoly and multiple ownership rules changes, September 16, 1994.
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research that defines what duopoly managers mean when they say community

service. Some managers said that additional stations provided more news and
community events coverage. Other managers said their stations provided more
promotional activities or a new and diverse music format. Further research
would support the assertion that duopolies do provide additional community
service.

The third indicator this study contributed was the insight into the
different ways duopoly staffs handled changes in the organizational culture.
This indicator showed that duopolies had comparable organizational factors to
what was found in the literature. However, this was a point for further
consideration since many duopolies were still in a situation where

organizational change was evident.

PART THREE
CONCLUSIONS

When the author first became aware of LIMAs and duopolies his first
inclination was to study the economic effects of the ownership rule changes
on the radio industry. The author soon learned and this study has confirmed
that it may be several more years before enough duopolies have operated long
enough to study the economic effects of the FCC's 1992 actions.

This study, instead, has uncovered the effects of the duopoly rule
changes on radio stations at the personal level of those station's owners and
managers. The study's findings were not intended to apply to every duopoly.

However, every duopoly should be able to learn something from this study.
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Duopolies were not new to the radio industry. The idea that duopolies
could "save" the radio industry from economic doom was new. That, of course,
has yet to be determined. What could be determined was that a duopoly was not
"the panacea that a lot of people think it is" (Schrutt, 1994). A duopoly
required an extreme amount of work. This increased amount of work
emanated from the owner to the lowest level manager and into the line
employees. The workload for duopoly employees doubled in both time and
responsibilities. Increased income and other remuneration did not follow
immediately if at all in some duopolies. Some employees did not see either
more work or income as they were dismissed from their jobs by a duopoly
owner. Duopoly employees often shared their facilities and equipment with
people who were considered the enemy prior to the duopoly.

A duopoly did have some positive benefits. In some instances a duopoly
kept a station from going off the air. A duopoly gave new life to an existing
station that was left for dead by other owners and staff or brought to life a
station that was on the verge of never being constructed. A duopoly brought
more jobs to a community, another format to an unserved audience, more
promotional events for advertisers and listeners, and increased opportunities
for employees. A duopoly also, but not always immediately, improved the
financial position of the owner.

As with most new phenomena there were different phases of
development. Duopoly owners and managers went through a finding phase, a
learning phase, and a leading phase. All three phases were still evident in the
radio industry at the conclusion of this study. The author speculated these

phases of duopoly development would remain for at least one more year and
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possibly longer as duopolies advanced along the duopoly highway. Duopolies

could increase their speed towards the leading phase by evaluating their
.strategies now being used in the travel process. Duopoly managers could
adjust their strategies or adopt those mentioned in this study. Duopoly
managers could check their "vehicle," their staff, to see if any parts need
adjusting or if the culture established for the staff was appropriate for a
duopoly.

| There are positives and negatives to creating a duopoly, keeping a
duopoly operating efficiently, and having a'duopoly serve the community
whilé following regulations. Current 'duo‘poly operators have the opportunity
to shape the radio industry for the future. It was this author's contention that
current duopoly opérators, and those who plan to be, could bring a change in
attitude to those pedple who say, "the only sure thing you know about

duopolies is that there is one receptionist."
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Market Rank 12
Purchased (P) Calls AM FM WYAY-FM
City Gainesville
Market Atlanta

State GA
P Format AM FM CW
P Frequency AM FM 106.7
P Power (KW) AM FM 100
P Arbitron AM FM 54
Buyer (B) Calls AM WKHX-AM FM  WKHX-FM
B City
B Format AM CW FM W
B Frequency AM 590 FM 1015
B Power (KW) AM 5§ FM 100
B Arbitron AM 4 FM 9

Positions Interviewed General Manager
General Sales Manager
Operations Manager
Business Manager
Traffic Director
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Purchased (P) Calls AM
City

Market

State

P Format AM

P Frequency AM
P Power (KW) AM
P Arbitron AM

Buyer (B) Calls AM
B City

B Format AM

B Frequency AM
B Power (KW) AM

B Arbitron AM

Positions Interviewed

194

Champaign
Champaign
IL

Vice-President/General
Marketing Director
Production Director
Business Manager
Traffic Director

282

FM  WKXY-FM
FM CW

FM 1003
FM 12

FM

FM  WLRW-FM
FM CH

FM 945

FM 0

FM 16.2
Manager



Market Rank
Purchased (P) Calls AM
City

Market

State

P Format AM

P Frequency AM
P Power (KW) AM
P Arbitron AM

Buyer (B) Calls AM

B City

B Format AM

B Frequency AM

B Power (KW) AM

B Arbitron AM
Positions Interviewed

39
WLTC-AM
Gastonia
Charlotte
NC

SG

1370

WRNA-AM
China Grove
SG

1140

1

Owner
Operations Manager

283

FM

FM
FM
FM
FM

FM

FM
FM
FM
FM



Market Rank
Purchased (P) Calls AM
City

Market

State

P Format AM

P Frequency AM

P Power (KW) AM

P Arbitron AM

Buyer (B) Calls AM

B City

B Format AM

B Frequency AM

B Power (KW) AM

B Arbitron AM
Positions Interviewed

NR

Decatur
Decatur
IL

WSHY-AM
Shelbyville
OL

1560

S

General Manager
Regional Sales Manager
Local Sales Manager
Production Director

284

FM

FM
FM
FM
FM

FM

FM
FM
FM
FM

WYDS-FM

93.1

WEJT-FM

AC
105.1
13



Market Rank
Purchased (P) Calls AM
City

Market

State

P Format AM

P Frequency AM
P Power (KW) AM
P Arbitron AM

Buyer (B) Calls AM

B City

B Format AM

B Frequency AM

B Power (KW) AM

B Arbitron AM
Positions Interviewed

212

WFTW-AM FM
Fort Walton Beach

Fort Walton Beach/Destin
FL

NX/TK FM
1260 FM
1 FM
15 FM
FM
Mary Esther
FM
FM
FM
FM

General Manager
Operations Manager
Promotions Director
Traffic Director

285

WKSM-FM

CR
9935

94

WYZB-FM

OL
105.5

10.8



Market Rank
Purchased (P) Calls AM
City

Market

State

P Format AM

P Frequency AM
P Power (KW) AM
P Arbitron AM

Buyer (B) Calls AM
B City

B Format AM

B Frequency AM
B Power (KW) AM
B Arbitron AM

Positions Interviewed

NR
WGGA-AM
Gainesville
Gainesville
GA

SG

1240

WDUN-AM

Gainesville Clarkesville
TK

550

5

Owner/Chairman
Owner/President
Sales Manager
Operations Manager
News Director
Chief Engineer
Traffic Director
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FM

FM
FM
FM
FM

FM

FM
FM
FM
FM

WMJE-FM

AC
102.9
2.75



Market Rank
Purchased (P) Calls AM
City

Market

State

P Format AM

P Frequency AM

P Power (KW) AM

P Arbitron AM

Buyer (B) Calls AM
B City

B Format AM

B Frequency AM
B Power (KW) AM
B Arbitron AM

Positions Interviewed

49
FM
Winston-Salem
Greensboro/Winston-Salem
NC
FM
FM
FM
FM

FM
Asheboro

FM

FM

FM

FM

Owner/President
General Sales Manager
Operations Manager
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WKZL-FM

AC
107.5
100
4.6

WKRR-FM

AR
92.3
100
84



Purchased

Market Rank
(P) Calls AM
City

Market
State

P Format AM

P Frequency AM
P Power (KW) AM

P

Buyer

Arbitron AM

(B) Calls AM
B City
B Format AM

B Frequency AM
B Power (KW) AM

B
Positions

Arbitron AM
Interviewed

93

WKIN-AM FM  WKOS-FM
Kingsport

Johnson City

™

ow FM OL

1320 FM 1049

5 FM 138

7 FM 41
WJCW-AM FM WQUT-FM
NX/TK FM CH

910 FM 1015

N) FM 100

3.2 FM 135

Station Manager/WQUT Sales Manager
WKOS Sales Manager

AM Sales Manager

Program Director
Creative/Production Director
Production Director

Business Manager/Engineer

Chief Engineer

Office Manager
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Market Rank
Purchased (P) Calls AM
City

Market

State

P Format AM

P Frequency AM
P Power (KW) AM
P Arbitron AM

Buyer (B) Calls AM

B City

B Format AM

B Frequency AM

B Power (KW) AM

B Arbitron AM
Positions Interviewed

NR
KBTM-AM FM KJBR-FM
Jonesboro
Jonesboro
AR
NX/TK FM AC
1230 FM 1019
1 FM 100
FM
FM KFIN-FM
FM W
FM 1079
FM 100
FM
Owner

National Sales Manager
Vice-President of Administration
Chief Financial Officer

Traffic Director
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Market Rank
Purchased (P) Calls AM
City

Market

State

P Format AM

P Frequency AM

P Power (KW) AM

P Arbitron AM

Buyer (B) Calls AM

B City

B Format AM

B Frequency AM

B Power (KW) AM

B Arbitron AM
Positions Interviewed

71
WEZK-AM
Knoxville
Knoxville
N

AC

1240

1

1

President
General Manager
Business Manager

FM

FM
FM
FM
FM

FM

FM
FM
FM
FM

WIMZ-FM

AR
103.5
100
71

WEZK-FM

AC
9735
100
8.8




Market Rank
Purchased (P) Calls AM
City

Market

State

P Format AM

P Frequency AM

P Power (KW) AM

P Arbitron AM

Buyer (B) Calls AM
B City

B Format AM

B Frequency AM

B Power (KW) AM
B Arbitron AM

Positions Interviewed

125

Winchester
Lexington
KY

WLAP-AM
Lexington
NX

630

5

9

General Manager
General Sales Manager
Promotions Director
Business Manager
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FM

FM
FM
FM
FM

FM

FM
FM
FM
FM

WWYC-FM

cw
100.1
32
21

WMXL-FM

AC
94.5
100
77




Market Rank
Purchased (P) Calls AM
City

Market

State

P Format AM

P Frequency AM

P Power (KW) AM

P Arbitron AM

Buyer (B) Calls AM
' B City

B Format AM

B Frequency AM
B Power (KW) AM
B Arbitron AM

Positions Interviewed

51
FM WTK-FM
Louisville-Prism
Louisville
KY
FM AR
FM 1005
FM 30
FM
WWKY-AM FM  WVEZ-FM
TK FM SA
790 FM 1069
5 FM 245
42 FM 538

General Manager

Production Director

Business Manager
(Bookkeeping/Personnel)

Business Manager (Traffic Director)
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Market Rank
Purchased (P) Calls AM
City

Market

State

P Format

P Frequency
P Power (KW)
P Arbitron

Buyer (B) Calls
B City

B Format AM

B Frequency AM
B Power (KW) AM
B Arbitron AM

Positions Interviewed

51

WAVG-AM FM
Louisville-Sunnyside
Louisville

KY

AS FM
970 FM
5 FM
34 FM
WXVW-AM FM
Jeffersonville IN

SX FM
1450 FM
1 FM
b FM

Owner (General Manager, General Sales
Manager, Sports Broadcaster)
Operations Manager

Business Manager
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Market Rank
Purchased (P) Calls AM
City

Market

State

P Format AM

P Frequency AM
P Power (KW) AM
P Arbitron AM

Buyer (B) Calls AM

B City

B Format AM

B Frequency AM

B Power (KW) AM

B Arbitron AM
Positions Interviewed

NR
FM
Opelika
Opelika
AL
FM
FM
FM
FM
WZIMG-AM FM
Opelika Auburn
RB FM
1520 FM
5 FM
FM
Owner

News Director/Sports Director

WMXA-FM

AC
96.7
73

WKKR-FM

97.7
1.35

Business Manager (Bookkeeper)



Market Rank
Purchased (P) Calls AM
City

Market

State

P Format AM

P Frequency AM

P Power (KW) AM

P Arbitron AM

Buyer (B) Calls AM

B City

B Format AM

B Frequency AM

B Power (KW) AM

B Arbitron AM
Positions Interviewed

150

Hardeeville
Savannah GA
SC

WSOK-AM
Savannah
BG

1230

1

6.5

General Manager
Sales Manager
Operations Manager
Production Director
Business Manager
Traffic Director
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FM

FM
FM
FM
FM

FM

FM
FM
FM
FM

WLVH-FM

SB
101.1

116

WAEV-FM

AC
97.3
100
4.5



Market Rank
Purchased (P) Calls AM
City

Market

State

P Format AM

P Frequency AM

P Power (KW) AM

P Arbitron AM

Buyer (B) Calls AM
B City

B Format AM

B Frequency AM
B Power (KW) AM
B Arbitron AM

Positions Interviewed

7
FM
Washington, D.C.
Washington, D.C.
I
FM
FM
FM
FM
WTEM-AM FM
Bethesda Washington, D.C.
SX FM
570 FM
) FM
1 FM

General Manager (WGMS)

WBIG-FM

OL
100.3

WGMS-FM

FA
103.5
4
33
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November 24, 1993

«name»
«position co.»
«calls»
«address»
«City st zip»

Dear «title» «last»:

On September 16, 1992 new FCC regulations allowed radio station owners
to create duopolies in local markets. During the first year of this change in
the multiple ownership rules radio station owners created 298 duopolies.
According to my research you were one of those owners.

I am asking a select group of these radio station owners to be involved
in a formal research project to examine the organizational structure and
management strategies used at radio station duopolies. Your participation in
this study will help bring the radio industry to a better understanding of the
design of a duopoly, the viewpoints behind a duopoly, and the directions for a
duopoly. The insight you can provide from your unique duopoly will help
other radio station owners and managers now in a duopoly or those
considering a duopoly. This research is part of my dissertation at the
University of Tennessee-Knoxville. Should you decide to take part in the next
stage of this research here is what will happen:

1) Fill out the enclosed duopoly research form and return it to me in the
postage-paid envelope (the information you provide will help confirm my
research efforts);

2) As the forms are received I will phone you to schedule a day where I
can visit your radio stations and interview selected staff; and,

3) The visit should include interviews with the General Manager, the
owner (if on site), and other managerial positions affected by the creation of
the duopoly (sales managers, news directors, engineers, traffic, business
managers, etc.) Each interview should be from one-half to one hour.

Even if you decide not to have me visit your stations please fill out and
return the form. The information will be valuable for future research
projects involving duopolies. Of course, information that is of a confidential
nature will not be identified with any one duopoly or individual. Should you
have any questions about this research project please contact me or the chair
of my doctoral committee, Dr. Sam Swan. A summary of the research findings
will be provided to the participants.

Thank you, «title» «last», for your time and cooperation.
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DUOPOLY RESEARCH INFORMATION

Please fill out the information below and return this form in the enclosed
postage-paid envelope. Thank you.

BUYER CALL LETTERS

PURCHASED CALL LETTERS

FCC ACTION DATE

Are the stations in the duopoly operated with (check one):
SEPARATE STAFFS _
CONSOLIDATED STAFFS _

COMBINATION OF SEPARATE
AND CONSOLIDATED STAFFS

Please list any staff positions that were consolidated after the duopoly:

Do you and your station staff wish to participate further in this research
project:

YES NO

If yes, who should be contacted to schedule a visit:

NAME

POSITION

PHONE

If different from above:

YOUR NAME

POSITION

PHONE

Again, thank you for your time and cooperation.
Linwood A. Hagin



December 8, 1993

«name»
«position co.»
«calls»
«address»
«City st zip»

Dear «titlé» «last»:

Two weeks ago you were sent a letter describing my doctoral research
into the organizational structure and management strategies of duopolies.
Enclosed was a form requesting acknowledgment of your further part1c1pat10n
and verification of your duopoly information. If the form was lost in the mail
or misplaced I am sending this second letter as a reminder or replacement
along with an additional form to send back to me. Also enclosed is a copy of the
original letter outlining the instructions.

«title» «]ast», it is vitally important that enough stations respond to my
inquiry so that a representative number of stations can be chosen for an in-
depth analysis of duopolies. I would appreciate it very much if you could fill
out the enclosed form and send it back to me as soon as possible.

If you have already mailed the original form please disregard this
notice. Thank you, «title» «last», for your interest and cooperation.

Sincerely,



December 17, 1993

«name»
«position co.»
«calls»
«address»
«cCity st zip»

Dear «title» «last»:

Thank you for showing an interest in my research project on radio
station duopolies. I have received enough affirmative responses to begin
making phone calls for appointments. Since the holiday season is upon us I
will begin making calls the week of December 20th to schedule appointments
beginning January 3rd. This should avoid not having access to any of your
employees due to vacation time or the busy pre-Christmas rush of radio
programming and selling.

Since this research is not being funded by an outside source at this
point I am trying to keep costs to a minimum. Therefore, may I ask that you
have the following information available when I call to arrange an
appointment:

1) Several suggested dates for visiting your stations and interviewing
staff;
2) Names and titles of those employees I will be interviewing (primarily

those affected by the consolidation); and,
3) Directions to your stations from the nearest Interstate.
From Knoxville it looks like I will be making eastern, western, and southern
trips. 1 will be trying to visit several stations on each trip with the flexibility
of spending additional time at a station if needed. Again, thanks, «title» «last»,
for your help. Ilook forward to meeting you and your staff.

Sincerely,
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December 29, 1993

«name»
«position co.»
«calls»
«address»
«city st zip»

Dear «title» «last»:

Thank you for your cooperation with my duopoly research project. As
we talked about on the phone I plan to visit your stations on Wednesday,
January 12th at 9 A M. The people you suggested I should interview besides
yourself were:

(Names and Positions Listed Here)

Also enclosed is the consent form I will ask each person to read and
sign. Again, thanks, «title» «last», for your assistance. I look forward to
meeting you and your staff.

Sincerely,
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IT.

III.

IV.

INTERVIEW GUIDE

What were the reasons for your company/station to buy (purchased

station)?
A. Expand on these reasons.
B. Are the reasons still evident today?

What was the organizational structure of each station before the
duopoly was formed?
What is the organizational structure now (Describe in chart format)?
A. How did you (owner/general manager) arrive at this structure?
1. Did you look at other stations?
2 Did trade literature affect your decision?
B. Has the structure changed since the initial formation?
1. What external forces might have caused these changes?
- competition
- economy
2 What internal forces might have caused these changes?
- personnel
- finances/debt
Compare your organizational structure with other duopoly
organizational structures. |
A. In what ways is your structure different?
B. The same?

C Would this structure work with other types of duopolies?




VI.

What strategies have been set for your organization since the duopoly

was formed? How will/have you implement(ed) these strategies? What

positive or negative effects have you noticed about these strategies?

Why have each of the strategies in the following areas been succcessful

or not successful? Talk about the differences between the strategies

used for a duopoly and the strategy used for a single station. (Ask each

of these questions for the following areas).

momom oy N oW

Business/financial.

Promotions.

Sales.

News.

Competition.

Other (Engineering, Traffic, Administration).

Facilities.

Compare your strategies with other duopoly strategies.

A.

B.
C

In what ways are your strategies different?
The same?

Would these strategies work with other types of duopolies?



INTERVIEW GUIDE-REVISED

INTRODUCTION QUESTION:
Describe your background in radio and how you became involved with these

radio stations.

I. Conditions for a duopoly.
A. What are the requirements for putting together a duopoly?
B. What conditions are necessary to put together a duopoly?
C What experiences are necessary to put together a duopoly?

D Why was this duopoly put together?

II. Formation of a duopoly.
A. Who was involved in the creation of this duopoly?
B. Describe the design of this duopoly?

ITII.  Practicalities of a duopoly.

A. What does each manager offer to the duopoly?
B. What can the duopoly offer for the employee? the owner?
C How has the range in which a particular manager functions,

changed since the duopoly was formed?
D What does this duopoly offer for advertisers? for listeners?
IV.  Perceptions of a duopoly.
A. What kind of control is exerted over the duopoly by:
1. Advertisers
2 Owner
3. Partner station
4.

Employee




5. Competition

6. Listener

7. Market

& Location

9 Organizational culture

What perceptions did you bring to the duopoly?
C What skills are necessary for the efficient operation of this
duopoly?
V. Dynamics of a duopoly.

A. Describe the rate of growth of the duopoly organization?
B. How do you see this duopoly reacting to the dynamics of the:
1. Advertiser needs
2. Competition
3. Target audience
4. | Station interaction within the duopoly

VI.  Directions of a duopoly.

A. What are some possible negative outcomes to these strategies?
B. What are some possible positive outcomes (if not already
mentioned)?

C What direction does this duopoly go from here?
Would there be anything you would do differently with this

duopoly?
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FULL TEXT
TRANSCRIPTION
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Louisville, Kentucky Prism Duopoly
Kenny Frankum, Business Manager (Bookkeeping/Personnel)

I Why don't you start off Kenny by describing your background in radio
and how you got involved with these stations.

KF: My background is not very long. I have only been involved in for
about two and a half years now. I came to these stations by signing up with a
temporary service and 1 came down here, this was my first assignment from
the temporary service and I stuck. So that is how I got into it. It was by
accident.

I: Your title is business manager, is that right?
KF: Yeah.
L Can you tell me from your perspective or what you think the conditions

or requirements are for the duopoly?

KF:  Conditions or requirements? It seems to me like a duopoly is a very good
idea, being at it from my point of view of business, because it enables us to run
several different stations, you know, under one roof and have some cost
savings by being able to share responsibilities with the different departments
and cost. Cost involved as far as rent and so forth like that. It is very efficient
from my point of view and I am real happy with it.

L What type of experiences do you think are necessary to put a duopoly
together?

KF:  Well you know it is such a new thing that we are just kind of fishing
along as we go and, you know, finding our way.

I What has helped you as business manager to work in this type of
situation?

KF: I think it has just been the ability, at this point, the ability to put up
with chaos because we went from running two stations to starting up another
one, brand new from scratch. We have more than doubled our staff and we
have had to buy a piece of equipment after piece of equipment after piece of
equipment and then try to integrate everyone into a system where we have
three stations instead of two. It has been quite a challenge. It has been a little
hectic, a little chaotic but it seems to be coming together now.

I: Are you aware of why this duopoly was put together?
KF: It seems to me, from what I know, that Bill Phalen, the head of the
company just saw that as the way to go for now. You know, to do business in

radio now is the cutting edge and you are either going to do duopolies and
capitalize on that or you are going to be lost.
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L Do you interact with the other business managers of the other duopolies
at present here?

KF:  Yes, I do.
LI Do you share information?

KF:  Yeah, we try to help each other along. We are trying to make sure that
we get all our using the same system and stuff, you know, same kind of
softwares and whatever so you know that any problems that crop up we can
solve.

L Is there just one business manager for each of those locations?

KF:  Well no there isn't. This is the first one of the Prisms that we have tried
to do with one, you know. Before basically the other places where they had it
in two stations and two stations with pretty much a complete staff for these two
and a complete staff for the other two. This is the first one where we are
trying to run it under one. Be just, you know, one place and consolidate some
of the positions.

L When you say "two stations" and "two stations" do you mean like AM-AM
and FM-FM?

KF.  No AM-FM and AM-FM.
L OK.

KF:  See before you could only own AM and FM in the market and now you
can own more but the way they were sold or the way they were bought was the
AM and FM, the AM and FM so they are like in Tucson and still being run. Two
separate businesses.

I: From your perspective again can you describe what you see as the
design of this duopoly, the structure of it with the people involved?

KF:  Well this is the one with the ideas. We are trying to set this up as a
model for the rest of the company. You know, we want to utilize as many
savings as we can and if we can get away with the one business manager and
one general manager, see the other way we have two stations in Tucson and we
have a general manager at these two and a general manager at the other two.
So this is the first time we are trying to do it with one and one, you know. So
that is what we are trying to do at the top, you know, the administrative levels
and keep it one person under that. You know we still have a program director
for TFX and a program director for ZEZ and the sales manager and all of that
and still have to be duplicated. At this point, we have looked at maybe
consolidating the sales force but it doesn't seem to be a real viable option at
this point.




L The only consolidations then are the people on the list here?
KF: Thatis...

I Well in your position as business manager what do you see yourself
offering the duopoly?

KF.  First off, cost efficiency because we will be paying one person instead
of two in my position. Even if I end up having to have an assistant they will
be somebody that we could get at a lower salary than another business
manager and still be cost savings.

I What do you see the duopoly offering the employees at this station?

KF:  More security because it is going to be a more viable business with
three stations generating, or four stations actually we will probably end up
with four, generating revenue. You know, if one should fall on lean times
there is still going to be two or three others to hold it up so, you know, with
having that many under one place there would be a lot more security and
stability in the business.

L What about the owner, what does the duopoly offer an owner?
KF: I think cost efficiency and more revenue more bottom line money.

I Jim told me that you were here before the new station was put on the
air. Can you describe how your function in the role as business manager how
that has changed from the two stations to adding a third station? What are your
responsibilities, your duties and so forth?

KF: Iam just snowballed. I am still at this point trying to get a handle on it.
If you will look at my office you will see that I am not there yet. But I think as
I put the system in place and get people set in it is going to be real good. You
know everything went real smooth before. There was the two stations, things
were set up to go that way and I just worked from day to day without many
hitches. But since we have started the other station there has been numerable
problems because we put the third station on the air with spare parts that we
had from the other two just to get it on the air just as quick as we could and
then we ordered all the equipment for it and as the new pieces of equipment
came in we plugged them in but there was always problems, you know. There
was constantly problems in buying equipment, repairing equipment, you
know, arranging for people to take care of certain jobs and stuff. Then we had
the real sudden increase in the number of employees and all the problems that
go along with that. Coordinating their benefits and you know just getting
them settled in, getting the simple things like a place to sit down and a pencil
to write with and things like that because we went from about 22 employees to
we have 50 now. So we were a real lean little operation under the former
owners.
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I What do you think the duopoly offers for the advertisers?

KF:. I think we can probably better cover their needs because we have more
different demographics that we are reaching now. So any time you can do that
and if we could add another station or we can find another little niche market
that we can reach I think it will be better for the advertisers. We can really
show them all the different people we are reaching and, you know, find out
which is best suited for them. You know, they might have a need for one part
of their product at one market and another part at another market. So I think
we have some benefits to offer them.

It How about the listeners, are they receiving anything by combining the
stations? '

KF:  The biggest thing that I have seen is that we added a hot rock and roll
station here. It is pretty cutting edge and there is a lot of humor involved and
stuff and this was pretty much a very staid place before. We had WZEZ which .
was adult contemporary music to talk radio. It was a very quiet laid back place.
Now we have all these rock and roll types in here so our listeners have
changed. People that are walking in the door or calling and stuff are just a
whole different group of people that we are dealing with and it has been very
interesting. :

I: Was that a niche that wasn't being met here in Louisville, rock and roll?

KF:  Right because before the only rock station in town was QMF and they
were classic rock, generally trying to reach older people. So now we have
moved into the younger rock market. The main market we are trying to reach
is 18 to 34. Sometimes we say 18 to 40 year old market. We are number one in
that area so it has really made a difference.

I: How do you think the advertisers have perceived the creation of the
duopoly?

KF: They viewed it with a little caution at first they wanted to stand back and
see what was going to happen. Then the first book came out in the Fall which
. covered some of the ... and the FOX did real well in it and it looked like it was
going to be a viable product so then they were a little more encouraged and
start spending a little more money. I think that when the next book comes out
which will be pretty soon it will show that continuation in the market and
they are going to be a little more comfortable with it. So they have been about
six or seven months. It is good that they have rocketed to the top in that time.
You know like we were just behind OMF in the first book that came out and
then the trend came out the next month. You get a book every three months
and a Trend in between and in the next two Trends we passed them up.

I: What kind of control or insight do you think the owner gives to this
duopoly?
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KF:  He is pretty much been hands off with it. We are pretty autonomous
here. Of course, we report what we do at the end of the month back to him but
he hasn't exerted a lot of influence on us yet. Other than the ideas of what to
do I mean he is service quality oriented person. So that is more empowering to
work for, you know, you all decide how to do the job there. That is the
philosophy behind it there.

L How about the employees at the station. What kind of influence or input
do they give to the duopoly?

KF:  The way we worked before we had a very strong general manager and
there was one way of doing things around here, his way. With Prism taking
over and the service quality idea, you know, people all over the station are
deciding what needs to be done and how we should do it. Now the people
actually do ... here. We are really trying to push forward this service quality
idea, settle the kinks and stuff to solve the problems and questions that arise.
It has generated a real healthy atmosphere here among the employees. They
are just more involved with the station and they feel more a part of it.

L Do you see your competition in this Louisville market effecting this
duopoly at all?

KF:  You always have to consider your competition is going to affect you.
I How would they do it then?

KF:  You have to always look to the future and know where you are going
and the way we have been looking at it is that duopolies are going to be the
way to go and we are the only one here right now but that is not going to last
so we just feel that we need to lead the way and to do that that is why we are
probably going to try and get another FM station. We will go to four stations
then. I think that is the idea. We are either going to lead the way or be lost so
we are going to lead the way:.

I You mentioned earlier about the different types of listeners coming in
and calling and so forth, can you give me some examples of maybe some
feedback that you have gotten from them concerning the duopoly?

KF:  Concerning the duopoly, Ha! Hal, I don't know. I don't think that there
is that big of perception out there with listeners that there is a duopoly. They
just know the new rock station we have. The feedback that I have had from
them on the answering machine after hours, I come in in the morning and I
am listening and they are going "Yeah man, play me some rock, play me some
Matelica." Stuff like that so that is really interesting. It is definitely a
different segment of the population that we are reaching.

L What about the market itself. The geography maybe the retail aspect,

how does that affect the duopoly? Does being in Louisville, Kentucky mean
anything itself?
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KF: Idon't think it would be that much different from any other. I think
the duopoly idea is just going to allow someone to serve the advertiser a little
better and pinpoint the market they need to reach a little better. One stop
shopping is going to have to deal with limited people.

LI What kind of influence do you think the location of these stations
affects how the duopoly operates being in this one building?

KF:  Well we like the idea of everybody being together, you know, all the
stations being together. But we are looking for another location at this time.
We are having some growing pains here. We just hired two more sales people
and a vendor co-op person and I am looking at broom closets now for places to
put them in. Ijust have run out of space, you know, where we use to have just
plenty of space with empty offices setting around every on air person use to
have their own office. Now none of them do. We just make one big jock
lounge for all the on air people so we are experiencing growing pains but we
are looking for a new building to move to. We did a survey among the people
and we decided we wanted to stay in the downtown area here just because it
seems to be more central, you know, to going anywhere in the community to
sell or for people coming in to work. It just seems to be a little better so we are
looking in this area.

L How would you describe the culture of all the people working together
at this one location?

KF: It seems to be great. I mean, it could be real tense around here before
we had a very demanding general manager, you know, it was a small operation
so things were not always lighthearted as they should be and there seems to be
good interaction among the people in all the different stations in the area.

The people are walking around most of the time with a smile on their faces and
telling jokes and stuff. There is still always little problems that crop up and
people will have disagreements but it seems to be blending well.

I: You had mentioned earlier and you used the word chaos, I think, "before
the chaos came, before the first station or as the first station was being added"
what sort of perceptions did you have about what was going to take place?

KF: I sure didn't anticipate all of the problems that we have had and all the
growing pains but I felt good about embracing the change, you know, and
moving ahead with it even though it has been particularly trying in my
position because I have had to coordinate a whole lot of the stuff. When we
would hire people to work in one station and they would just come in and do
the job but I was doing all this new stuff and added responsibilities, you know,
from what I had to do before. It has taken quite a bit of adjustment on my part
but I feel good looking towards the future about it.

I Are there any skills that you have had to develop to accommodate those
new responsibilities?
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KF: Ihave had to learn to wear my tennis shoes to work. I seem to be on the
move a lot and I have to be able to deal with problems quickly. Seems like I
walked up the hall and I can't go too far before someone is hollering my name
about this or that or the other. So I just had to learn how to deal with
something quickly and move on or pass it on to someone else who should
handle it or something.

I In the seven months can you describe what you describe what you have
seen as the rate of growth in the organization? I know you have mentioned
more employees, are there other areas that you have seen where the
organization has grown?

KF:  We are outgrowing our space here and we need extra space. I mean, our
market out there is growing. We are reaching a lot more people and we have
also made improvements on the AM and on the ZEZ since then too and EZ is
growing and it's audience is starting to creep up and now we are going to start
- to push on our AM and talk radio and make a bunch new improvements to it in
hopes of it growing too.

I: How about revenue, has that grown along with everything else?

KF:  Yeah. Yes, it has. FOX is just coming along real well and that really
helps. The AM has started to sell our own sell shows now, you know, someone
that want come in and do an hour talk radio show, we sell it to them. So the
revenue on the AM has increased. We have increased it by doing that. The old
FM, ZEZ, it has always been a real steady performer because of the kind of
music it plays. It has just always been perceived as a value in this market.
Whether the ratings were up or down it has always been perceived as a value
because they reach so many offices during the day and things like that. It is
the kind of music that you turn on and have in the background and it is not
intrusive. So people have always viewed it as a value but I think with typing
the format out exclusively with light 106.9 now has started to see an increase
in the ratings and a growth in the sales place.

& Start with the advertisers. There are a couple of categories that I want
to mention in relation to this next question. The needs of the advertisers are
changing all the time are you aware of what strategies are going to be
implemented to accommodate the needs of the advertisers?

KF:  That is not really something that I have been involved with a lot. You
know, we have two sales managers that have concentrated more on that.

I: OK. How about the competition, do you have any strategies or plans to
continue battling the competition?

KF:  Our competition, one of their strategies has been to, they leased a 3,000

watt station. QMF did, they were classic rock. Then we came in and took the
younger market away from them so now they have went and leased a 3,000
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watt station which they plan to play just basically music targeted to young
people and they would like to draw some of those young people away from us
this way and expand and try to squeeze us from the middle, you know, try to
squeeze us out of the middle. The want to kind of get above us and below us and
kind of put the squeeze on. That seems to be their strategy right now. But
there is a cost involved in doing that in that they only have a 3,000 watt station
on the lower end to do it with and no budget so they can't advertise it well,
promote it, or do anything like that and I think we will just be able to move
ahead with a stronger marketing plan. You know we have got TV budgeted,
billboard budgeted, and as well as print media. We also have a continued
commitment to provide a quality product so I think we will sail right on
through that. [ think that low end attempts will be a short lived one because
they will not be able to afford this over a long period of time.

I Whose is that owner?

KF: John Otting. Otting Broadcasting. He is locally owned and he lives here
in town. He has got the one station and he has leased this other station.

L What about the needs of the audience, you probably have seen some
changes in that? They are going to change too, what plans are in store to meet
those needs?

KF: We are just aggressively trying to stay on top of the what they are
wanting. We are doing marketing research all the time. We budget money to
really research it and see what needs to be done and try to stay on top of it and
fulfill those needs.

I: Is that your own in house research or do you contract that?

KF: A combination of both, we have one research thing set up for company
Y and we do it here through our computer and modem system that calls out. We
do it there and then we do some where we just contract marketing research
too.

L Of those strategies that you talked about do you see any possible negative
outcomes to them?

KF: Nay, we don't want to look at it that way. We will look at it and try to use
the market research and try to stay ahead of the problem and see where we
need to go and make sure that we steer in that direction.

LI Combining two questions here, what positive outcomes do you see and
where do you think those outcomes are going to take the duopoly from this
point?

KF: I just see us growing real strong. I am looking at the budget and the way

we are covering stuff I see us being a real financially secure organization. So,
you know, we should be able to be steady. There has been a lot of turnover in
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the radio market especially in the past ten or 15 years. It is constantly turning
over and if we can establish an ownership here that is going be here for a
while and have some stability, you know, I think that can do nothing but
benefit us. You know, and benefit the community and the advertisers too. We
are looking for this fourth station and that is another segment on the market
and we will be able to cover...

I If you had to do anything differently, what would that be?

KF: I think probably I would have tried to have been a little better prepared
for this changeover. I just was not aware of how enormous the task was going
to be at the time.

L You are not the first to say that. I am hearing that from almost
everyone that I talk to. More prepared.

KF:  You know, I am not sure what you could have prepared with because it
just hasn't been done before and there is no one to talk on how to do an
effective job, you know. We just had to kind of find our way as we went along
but it seemed alright. You know, we make use of these committees to solve
problems and stuff with and we have come up with ideas and solutions and try
to implement them and it seems to be working out. I see things clearing up as
we go.

L Well great, for only being in the business for three years you had some
real good answers and you know what you are talking about. That completes
the interview. I appreciate your help.
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318



Name
Position
Market
TX Code

Resp. Area
Question #
Question Groups

Answer

Answer Coding

[Participant’s Name

[Participant’s Title |
[Location of Duopoly |
LTranscription Page and Line Numbers |
[Responsibility Area for Position |
[Question Order on Revised Interview Guide |
|Group Question # Belongs To [©]
[Portion of Transcription Analyzed |
Key words or phrases chosen from answer [&
for coding purposes

o]

319




[ Record Locater h

Question Text

Responsibility Area For Position
Open Coded Categories

Participants
N—

320



SI2U3ISTI/30udipny | dnoig mwonsan)

s12UdIST]/3dUdipny [ dnoin uonsand

6 uuuun_u_:umJ

ITV-330 o3exedas
ITY-UQ S80ID
1 SUOTIOWOId
saT3TTRUOSISd buoias
s103081Tq weiboig bBuoizg
81e) puy aAo]
93T11o3es snsiaA Hurunreirbord 8ATT
9IUDD OTSNH SWES U S§3ewWIOd 3IDOUTISTA
§30npoid burpunos 1333ed
:butmrezboia
juawabeued 309110)
suoT3daniag moul
yoieasay
82801N0OEAY
8Teos JO saTwouody
1abuoils
$8UOTIV]S
IewIod I3YIOUY
T8uueyd MaN
YioM A3vIRYyD OIOW
s L3 Tunumo)

udwadeuey [Li30d9

is3auasyf Joj 19jj0 Ajodonp siyd sI0p I1BYM
el cJ

S u-:ua_u_:umJ

sbueyy oN
butuzee T1TIS
81ed ION Od

$UOTBNFUOD
Koueastsuo)
butrumre 16014
yoieasay I0YIeW
s1sAreuy A3TunuRioD

sur esTizedxa
uotr3ewIoJUI
putuare 216014
abeixaao)p

Ul saseaidul

digsiaumQ

(s12udisy J0oj 13jJ0 Ajlodonp siyl $I0P IEYM

el

321



siaudisri/adwaipny i dnoin uonsany

$12U2ISI]/30Talpny  :I dnolH uonsany

8 Zuun_u_:am)

ebueyd 30 30T ¥ 30N

Mouy JON OQ ISOM

IBUBISTT O] STqTSTAUL
t1abpamouy

PoeN STTTJd

193389 §39D uoT3TIadwo)d
139 IeN

SuoT3IelS UdaMmilad 830wold-ss0I1D

punos iasuear)

80T30€] BITTIOD ©IOW ON

P93uUaTIQ IBUSISTIT

Aueduo)p buriseopeorg poon
iuotr3els

suot3els paumrerbold ie3lied

s3ewI0] Yjod uQ aaxas adng

SMAN puv s3I10ds TeDOT 8I0H

a3eo11dng oL 30N £3Tunazoddo

812318n1D 30ds o3exedas
t@oTOoYD

jwamadeue suopnerddQ

is12ud1s1] J0Oj 13jjo Alodomp sIY) sIOP 1EGM

El'v )

J
S siaedidilied

yoxesasay ‘jusmdinbgy poai o] sewooul omy
butmre1bo14 ‘3ewrIod pooo
19Ang sojernumd peseydInd
wa3sis juawabeuey TeIjus)
:£aTTEND
L3tunjaoddg aesan
suotydo @I10KW
puod 1abbrg
K3ataep
t@oTOYD

uawadeuepy sajes

{sIou2isi] 10j 13j)j0 Kjodonp SIYl S0P 1BYM

Bl ¢ J

322



s1dudisTl/a0ualpny  :f dnoly uonsand

$19UNST]/22udipny  :I dnolo uonsany

€1 siaedjdnieyd )

UOT308UU0D JO UOTIEZTITEaN ON
aures aylL pofels
JOT ¥ ION
31 8zT[ead uaad 30N od
81eD JION od
§69USIeMY ON
sabpamouy
JUSBTID V¥ SV SIaua3lsTT burieaily
joeqg uotjels ¥ s31a
uotiels AW = UOT3IeIS MaN
paseyoingd ol L3telol
819yl od sAemv [TTM S12ualsT]
: L3 Tunumo)
Auedwo)p paijusTio-A3TTend ‘@0TAISS
s103T3aduwo)
butyzkiaaz smouy 1afng
pooo burod yaog
SUOT3e3S I938TS 3uapuadepur
suotleas
Juaweacidul 3onpoixd
s3xods yeooq
§3893U0D
SUOTIOWOId
I9Yy30 yoed burjowoxd
SI931BTS YITM SMON aaeys
abeisaoD uoT3RWIOFUI
ased 90TAIDS OTTQnd Japeold
s3jewIod JO 9OTOYD I9peold
iburumeabo1g
K3TTend jue3sTsuo)
8PV ©I0W
STeTOIaUmMO) 88T
OTBnN
tpunos

1uowadeuey $330014

{sJ2usy] 10 12jjo Ajodonp Syl S0P 1eYm

®l9

9 »-:u&u_:«mJ

$30INOSaY DIOW
J3e3s 1ebbra
§389T300 pood
:1uotT3Iels
I8UdISTT 104 POOD
93TTI@3eS UQ 3ITS BNEId3A 9AIDS
butumre1bord of ppv
SUOTIE3IS I93ISTS SV mouy ATTeay 20N og
s8IaujlIed SV MOUN 9IOW
enbtun bHutyzoN
: K3 Tunumo)
IBEDTNUTS ON
Axejuaut 1duo)
3onpoxd buriztroxyg
sbutwmreaboxg
sbutyl 3uaxajjIq 1eeH
93exedas sv uoTatsod
STeTOI8WWOD UQ 83DTOA OIOW
tpunog

juamadeue adew|

is12udsy 10j djjo Kjodonp sS|Y) SIOp 1EYM
u_.Mg

323



siaudisri/aduaipay ;1 dnouy uwonsany

sIdUASII/20usipny  :f dnoi wopsany

[} syuedidjiiey

Uy23Tms Jeurod 3suteby siajjeq
i9aTIeboN
8}eWIOd ©818ATQ Axop
butreys uoraewrojug
UG S320D 3BYM 81D ION OQ
§103T39dWOD TIT3S
axemeun
$apTsuUlL
uTM 3sed
uotadeosy ybrg
OTSNK leay
30npo1d I833eq
YoM s,Leuon burizen
x24ng U0 3IITYS 3Iewmrog
BATSUIIUI OTSNK
SUOT3OWOId Tedo]
18AT3ITS0d

1aowmadeue [eiduan

18120181 (a2 )
WOolj PpaAIal asam Kjodonp a1 Inoqe Yreqpaaj/ssuondasriad
1’YM) g1 £q Ajodonp ayy iaao PaLIAX3 st Jonuod Jo pupy 1BYM

q1°7 )

S w«:«n_u_:.ﬂJ

sjuterdwo) oy
andur on
s Tex3nay
JayjesM TeD20T ON
UOT3e3IS TeD0T ON
Asuon 3o s3o1
sajuterduwo)
taatiebay
OTpey [EeS20T 0L UOTIDBITQ
butyz 3ybTy eyl og
SUBZTITD pPooS
ua3sT]
3II eao]
a3etoeiddy
19AT3ITEOQ

digsiaumQ

1813u18y] (o
Wolj paslaral ajaom Ajodonp ayi inoqe ¥eqpadjssuondadiad
leym) ap £q ALjodonp agi Jaao pauaxs St j01lu0d jo pupy eym

n—.—;

324



s1oudsTI/20uapny  :{ dnoty uonsany)

sIdudIsrl/aduaipny i1 dnoin uonsanp)

\J
S si1uedidnieyd

MOUY O WdYL 3ueM 3ION oq
mouy 30N oq
sabpaTmouy
tedo1
PTOA ¥V POTIT4
SI9UMO MBN Y3ITM SATITSO4
SI8UMO PTO Y3ITM @aT3Ieban
oseyoind bursteid
6193397 eTA bBuTumreiboag
i1)oeqpead
s3xedieq ‘sinog A3Tetoeds
pabueys 3jewiod peseyoind 104 peksaing
$30IN0OS JUSISIITA 88IY]
30npoid OIsed paijueM aouaTpny
I94ing 103 peuweibold I83UROC) 3OVII0YH
peseyoind Iod peajrys
tbuture 16014
uswadeue suopesadp

(s13uaisyy  (ayy
wWolj Ppaaladal a1am L[odonp a1 inoqe Ydeqpadjssuondadrsad
eym) oYy £q Ljodonp 241 1940 PaLaX3 SI [ONUOD JO pury 1eym

qi'y J

9 n«..«n_u_-..aa_J

siabeuen soles wWold 3TpeI) ss9T
esuodsey v 399
WIOJUI OF YIOM
peayiaije] ajexedsas
tuoriels
UOTILDOT UOTIBIS ITSTA
: aremeun
uoT3uallv Led joN ssoq
§3)4T1 smouy Apeaify
Isujled moN Ol l1aaockizen

tLey s8I asuodsay
wudwadeuep sajes

isJduasy (ayy
Wolj pdaldal a3am Ajodonp ayi Inoqe Yoeqpaajssuopdadriad
1eym) a1 Aq Ajodonp ayi 12A0 PILIDXD §} [OJIUOD JO PUP Ieym

qi €

)

325



$13udsr|/30udpny i dnoin uopsany

SI2UDIST/23u3ipny  :| dnol9 uonsany

f 9

-
syuedidniey

sabuey) butumreiboig

anoqy @AT3ebeN UPYIL SATITSOd 9IOW
i)oeqpaag

uoTIeIS YOOY MON JO BIeAMY

A1odong 30 axemeupn

aIemeu( s19ua3sT] dosy siewrod a3eredesg

butmre1boxd 83TTT93eS JO oIEMPUf
tabparmouy

sar3Ied ejebrrey

uosiad ul @es

811D

8193397 UPYL SI[eD DIOKH

10I3U0) 3INQ-auny
1SPOYIaN Yoeqpead

IuaTel TedOT JueMm

suoT3lels oL 8jerey

JUBTeL ITV-UO Y3TM A3T3uepr
tsuotT3elzoadxy

ludwoseae s$sarolq

FREELEIEIT 1 p!
WOoij poAldIas aiam Alodonp agy noqe yoeqpaayssuondadiad
1BYMm) oy Aq Ajodonp 3yl 13A0 poUIAX3 S| [0NUOD JO pupy 1EYM

__ q1°9 J

4
9 syuedionieyg

§3893U0D poOO9
STPTOISUNIOD MaJg
oTsnW ITayl Leid
uoT3oNpPoId I9A0-8S0ID
sdnoxo HUTUSISTT 3IDUTISIQ
sbutmresboxg
uotieas Teng sVY 3ealy
Jau3jied ¥ 3ION
sa13T3Ug 9jexedag
§18U9316T'] SWOS dIRYS
tuoT3e3s
aouetbaTv ‘3zoddng
puelsiapuq 3ON seod
Atodong 30 uoridsoiad oN
abueyd jemrod OL S9ATITSOd
elemy 910N buTtwooeg
a2uUaTPNY Yoed wold JueiayIIq
tsa8uUOdsaoy

1gawodeuely S3ew]

1812031811 (3
Wolj paaladdl azam Kjodonp 3yl noge ydeqpaajssuondadsad
1eYm) oy £q Ajodomp 5Yy1 13A0 POMIIXD S| [0JIUOD JO PUpy 1BYM

q1's

326



sloudnsri/adaatpny  :1 dnoin uonsanp

slduaisri/aduaipny  :f dnoih uwonsany

L uacan_u_:uﬂ

uor3itubooay surey

L3T11qRT 0N

A31In3eR

a1eD butaoT 1spusy ‘burpead ‘bursiny
t3adURUOIUTEN

S3TIOWON I93309g

sasuodsay aiol

jusAz uoTIeIS-OM]
t6UOTIOWOI4

BUON

sue1b014 pappw

3I0IJH ‘WYL 9I0W

230usy-8801D S310dsg

pa3uatig A3rTRUOSBIBg

{@0uatTpny paaToaul {Ab1sug moyg butuzon
ssuamisn{py Jewrog

OTSON ‘jemiod uo srenzdsolreg

3apTsINg

88NoF-ugx
1yoreasay

luawaseuey |esauan

{(s)ooudipne 1a81my 241 jo (spaau) soymeulp (3uj8ueyd)
241 01 (soi3aens jeym) Bunodeas Ajodonp spp1 33s nod op MmOl

21°7 )

i(s)aduaipne 12311 oy jo (spoau) sojweudp (3ujBueyd)
A o (sardoresss 1egm) Sundeas Ajodonp SIYl 938 nok op moyy

—_
9 siuedydiyaeyg

Iepea]

193398 aoeq

@ienteag A{renuriuon
i31es

saTpnag

93eoTUNIMIO)

yonog, ur Leas
t@ouaTpny

UOSIad SMON TRUOTITPPVY
: JouuosIag

sebessoW USILIITQ {eTpoN owes

bur3jexaey sjexedeg
t suUoT3IOWOId

BM3N TRUOTITPPY

9AT peseaioul
ibutuwre1boxg

sabesso TeuorjlowWoIg

jeurod
1Larrrqeadepy

digsisduamQ

2171

327



sidudisri/adudlpny 11 dnoin uonsany

si3uaisr]/udipny [ dnoin uonsamg)

—_—
] siuedioniey

SND0J uTejuTeN
ueyd swes purd
SIelTod a8yl aaeq
$880INOSAY
N0 11ED
yonol ui deey
sdnoxo snoog
§388]L OTSNR
8D0TAISS TPUOT3IEN as()
sabuey) jo butpuejsispup Tenideoxag
tyoreasay
juetel anbrupn ‘etdoeg @ATIRDID
aATssaabby
pPalIeqg SpIOH ON ‘TIV 3I qeid
I00Ys ION oq ‘18y3p yoed 3sureby
tuotTytaiaduo)
punos jayrew 3sabbrg
BOTAIBS BATT TTINJ
SUOT3IeIS Y3jod ol s3irods ‘smeN paog
Jewrod arqeang Apeess
uaTe], 1ed0T 810K
Ieax 18d 8oTML sebueyp Ioley
auny autd ‘AJTpon sdemyy
STOI3UOD UOIFTQIVY
:buTumre x6014
abueyDd jJON s90Q pPOOR ‘ebewrr £3TUunumo)
sbutys 30 dog
uoT3juLllyY uTeo
suoT3omo1d ajeaedeg
MOUS PTATIL
uoT3Ie3S I93STS 930WOIJ-880ID
BIPOH 13430
sjuswalels butuoritsod ‘sieurq
TTeW 30911Q
1 sUOT3IOWOId

uowadede suopnesadQ

{(s)adudipne 12811 a1 jo (spaau) sojmeudp (8uidueyd)
Yy o1 (saBarens jeym) Bunoeas Kjodonp spp 298 nok op mojj
21

£ aucwn_u:umMJ

butus3isT1 I8a0ss501D
8I3duUnouuy ‘jemrol ajeiedes
sabuey) jayaeH sioeTisy
tbuture 16019
uep uorijels atburs
§Ie) UQ 8I9OTIS Iodung yjog
aseo0saTdTil umojzumog
sajouway eATT]
sfemeaats drig ajexedes
1 suoTIOWOIg

womdeue sajeg

i(s)aduaipne 123181 9y jo (spaau) sdoiwendp (3ujdueyd)
ayy o3 (svidaredss 1eym) Bugnoeas Ljodonp s 298 NOA Op MO}

u—.m;

328



SI2UDISFL/2203IpnY i1 dnolg donsany

9 3:«&_9_:&)

LaT1IqTXeTd
SUOT3e3S Usamiad uoriyiadwod burobug
OTsnW Iybty 9yl eaem
P83UBM SI19Ud3ISTT SMOYS pauIniay
tburwwre1boxg
uoFjomMOIg
ite-uo ol £eaing word ybnoiyl moyrod
spoaN jJo dog uo Leis
IUBTTD 104 UOTIPWIOFUI PY
1yoxeasay

uﬂUEOHN—_—Nz $$3J0.14

i(s)aorudtpne 1w3ser ay1 jJo (spaou) sojweuvdp (3uidueyd)
oy 01 (sarldoiens 1eym) 3unoeas Ajodonp sy 29s nod op Mo}

s1audisr/adudipny | dnosn uonsand

219

S sigedidnaeyd A

po3labiel sousatpnv or3Toads
Auedwop 1sbuoiisg
1s3[nsay
drysisump poljTUWO) WIBL-buoT
moTd butuweiboid 1oz Absjeils 193jeg
Inod JO PeslISUI UOTIBIS a[oym
SUOTIOWOIJ-SS0ID BION
suotjowoxd sburjey enbz ‘3e10eg
sUBA OM],
aoed Inox ug
K3yTunmuwo) piequog
arqe3otpaidun
sosTadang
18UOTIOWOId BINING
ajetrazdoxddy axaym §80TOA I8A0-8801D
punos maN 3JO pawrojul doey
sebueyD snoog jewzog ‘sousTpnv SV IITYS
124ng uo 13mo1s autbuz
peseyoind asTpueydian
83893U0D ‘S8OTISTUM ‘SBITed
Juawalyoxg deey ‘jo4 dsay
18UOTIOWOId JUBSDIJ

uawoseue o¥ew)

i(s)adudipne 123181 a1 jo (spaou) sopmeudp (BuiSueyd)
oy o1 (sodarens jeym) 3unodeas Kjodonp S|l 3as NOA op MOf}

U—nmL

329



SIASNISAPY  :Z dnoin uonsamg

SIISNLIRAPY 7 dnoun uopsand)

4
ol siuedidnsey

buTieyIeW JusAZ-TIL
Isulled butrjeyael
SUOTIOWOId paIeys
ssaT3TUNn3I0ddo
a03e1adp umouy-Trom
SIST[9S papunoy-[IoaM ‘pautelf
soefordug a1qT¥a1d
so1dTaTon uI yibuexas
£80IN053Y ‘WST[RUOTESDJ01d SIOW
A373ug arqerAa ATTEOoTWOUOOH
1neg buol 104 ug
s103T32dwo) Huowy ssSCOYD
$190TATDS
wea], aug ‘ay sug ‘Auedwo) aug
uoTt3e3ls Iaulied JO ISTAPY av
SUOTIE3S OIOW ‘SAV JO JoqunN awes
20UBTUBAUOD
TOWTL,
SPTIO Ieax §9-81
sjewrod anbrtun ‘8sI9ATq @21yl
3ebrey yo Aarsasarq
juambas uorjerndod peppy
sotydexbowaq Butibutwiajul
t1@ousTpny
AoustoTI3E 380D
suOT3jOoWOId paIeys
380D 9IO0W INOYITM 8IOW oq
S3UNOOSTQ 10 SITOS OquO) ON
dieB 1ebpng ‘yea1d o3ey
seley ITed
JUSUISOAUT 183304
tantea

Juswodeuew [e12u0d9

ls1asiuoape 10j J1djjo Ajodonp syy) Sa0p 1eym

€'z J

L uuunm_u:h«mJ

aouatpny anbrupg
8uQ 104 oMl
Kouanbaxg
tsatr3Tuniaoddo
§801n0say I83jod
WETTRUOTSS2J0Id IO T8ad1 IaybTH
UoT3IONPOId P83ILUTPIOCO)
8JuaTUBAUO) ‘oseqd
$80TAIDS
s3Jels sores ajeiedsas
(d¢) @ATINOBXE IVNOOOY BUQ YITM Tedd
sewtTy
s93ey 19ybTH
TeoTwouoDd
suot3e3s buoiys
S3TIBH umQ UQ T19S
AteaT3ioea33V peotid
pao1o4 0N Ang oquo)
F3e3ls uoTidnpoid ‘sates 30 A3rTend jue3IsTsu0)
aseyoind ‘3deouo) uorjeas ardraTnK
3310334 suwres 103 abeiaao) alow
iantep

diysiaumQ

81aspuioape 10) 12jjo0 Ajodonp sy soop :2:5P
eZ1

330




SIISIUDPAPY 7 dnouy uonsany

S1ASII2APY iz dnolf uonsamy)

\1
9 siuedidnaey

8dUsTpNV IV JOYS pefalleg aquod

USWIOM PUVY USW ‘S3ITNPY UI Tnjlamod Alap

SUOTIBIS pPOOS BIOW

eaIy O1313H butasyuerd ‘butieaso)
:183T3TUNYI0ddo

PUTK JO @aoead

Juswabeuey sueg

abesssn 103 suoriels TV ebeyoeq

sjewiod ardr3(nRr

POOD puUNOsS STETOIBUMIO)
190TATSS

sar3zedoid [TV sijuesaideoy ‘ay §887 auQ
ety

dansodxm ai1oR

sotydeibowsg 3jayIen e3einjes

Pa18a0) 3uTOd 134 380D ‘sIsqunN ‘@oTagd buying

WY §,184ng uQ souarpny abng

21n30onI13s o3ey aTdTaIINH

Aem ybty otrpey seod Auedwos

39x @bejueapv uv A1reay 30N Ang oquoil
tanyea

uswasdeuew suoperadQ

is1asniaape 10§ 13jjo Kjodonp siyl $20p 1eym

ey

4
6 siuedidnaieyg

sjusag Tetoads ‘s3oslo1d ojur ety
tsaT3TUN3I0ddo
s184ng y3TM sdrysuorieiay
Teuosiad buoris utejuter ‘sjjeis sares 3rids
A1309110D ITVY UQ ‘§I8DUNOUUY [RUOTESBJOI4
Juswiredag uoT3IONpOl1d awes Y3ItM tesq
SUOTIOBITA [NISSIOONS OML UI B8PV Tauueyd
uorienits utm/utM doreasqg
1331394 630NpO1d SAOW
190TAIBS
saT31ado1q a3eredss T1TiS ‘zatsed Auy 30N
av 8uo y3tu drysuotielsy asolD prIng
= A
A3811Rp BOUBTPOY ‘JeEmaod
8s() TeTOJI3UWOD BSOOYD
IUNnoosTq Aousnbaig ‘suoTiels [TV 104 93y aup
Ang otydeibowaq pPIO Ie8X yG-SZ TRUOTITPPY UV
Ang oquop sv eatsuadxeul
INOTD 3O IR
qor 9AT3IO83JH 304 SWIL 81I0H
jewIod awes ‘SUOTIEIS 19339d OM]
tantea

udwodeuepw sajes

IS19S{I2APE 0] J13)jo Ajodonp siy1 saop ieym

.74

331




s1as{i2ApY 7 dnoin uonsany

SIOSILIDAPY 7 dnois uonsang

Tead ¥ 18D JON TTTM S3IUNODDOVY TeD0T

uotrlels Iayjouy

3ybnog puy jusm I9umg ‘Kemy 9)el, I0 18330 3ION &90Q
:Terauanbasuooug

I9)IeW atoym 3obieyr

suotrieys orpey dol omI JO ¥otd

S3ITNPY 30 L3ataep yoeay

aybnoyy ArtewroN saeH 30N AW 81aym airnsodxy
:saraTunjzoddg

A1s3eIedas pajeaig

100, BuriTes 19332d youy

J9)IeN 1eInOTIIRd IV IONPOId JO 3ITed 3ebaeg

drysiaump 3jutopr

SUOTIE3IS 1936TS INOQV Y[BL SUOTIels

Iadng ug

INOTTSS V¥ UI UOTIPIS PAsePYdInd Ol IeAQ Dayosild satpog
$90TAIBS

butddoys doas aup
fowrry,

§I8U2318TT Yieag O Y3aIrg

§9T0UBbY 104 83®Y YIomian

I9umg 3O @snedad Y3IIOM ,SIR[IOd ITAYL Ueyl SIOW

sbexsao) 183304

sotydezbowsq 1eptM ‘1abie] butyoeey

drysieuaistT ¥ 83TND
tanyTeA

ludwodeue $83d301g

{SJ0SNIDAPE 10) 13gjo Kjodonp siyy so0p 1eYMm

1 b4 aauun_u:.—nﬂ

— EZ9 )

9 sigedpnaeyq )

a1doad e1on butyoeay ’‘ebeiaro) pepuedxy
UOT3O08TES IIpTM
tsaT3TUun3lIoddo
Jjeas 1ebieT ‘eAr3iesId IO
sayoeoxddy jusisiyTq @sn
speaN 3ITd
I9uUMQ WOIJ 9OTAISS
i90TATES
SUOT3RIUBSe1d JUTOL dNeW STV
ardoad awes yitMm NIoM

IewWTL
393 IeW JO ®1eYS abnH 18A0D
sajey Jo3 butraybtra sseq
In0 spuelis ‘A3Tsasatqg pv
984 3juarel BIIXZ INOYITM AITRUTIUOD TeTOISNRMOD
90e[d 9UQ UI UOTIONPOId 399 SIISTIIVGAPY SSPH
Ioedul 810N 39D SISSTIIBAPY BYITN
30NpoId 104 IewIod 3Iseg bBursooyd
a3eyd Iamo] ‘abejueapy 1333eg seH Apoqon
I8Yyi0 yoed juawaTdwo)
bursnjuo) €637 ‘XTW eTpPOW V
tenfea

wowoddeuew adew]

is1asiuidApe 10j 12)J0 Ajodonp siylr soop I1BYM
uN.mP

332



SIaSIIPAPY (7 dnoln uonsang)

SI1aSIUIDAPY  :7 dnoiy uonsond

-
o1 siueddniey

L3t1IqTpeI) 30 (ea®T peseailour
sieTrod bursTizespy s3twr ur-ssog
pred od OL sjueM Ia3seopeolg
burires ur yong
uotadaniag bursTazeapy sdyom
1s3Insay
JewIOd I9)IeW [eIsuad ‘aYoTN I8]30
JUDTOTIIF 380D 9I0W ‘shng poorod ureidxy
I IeN paalssun uvy butaaass
I8Ang Y3TM IUSPTIUOCD ‘IET[TWed SISSTITSADY MON
paseyoind Iod Ssoualemy 23e91)
sobeyded oquod 3InoyatMm Araieredss ang yzog (oS SAV
IasTIIBAPY 104 3IONPoId [eIdTjeuag V pasN
:1satbajze1as
I8)eys puv IsaoW ‘Arodong paorion
uotidaoay poon
abuey) oN ‘pawoisnooy ‘sarieben HUTYION
wayl 9d9s sIV Auel MOH IO OyM 3I1ed ION Od
ITed ‘8AT3TSUaS
169pN3ITIIV JuUasaad
Ang oquo) peoiod pairsTsay
Ang oquop paunssy Aousby
«UI-880L, ¥ 81 UOT3IE]S TRUOTITPPVY
95eaIdUI 913371 IO ON I0J 3IONPOId eIjXd Juem
pabnoo
otrastrealun ‘Addeyupn
anssI 3yl 3oI0g
3e01yl, umog butumrey ‘AtodouoH v oaeg
¢1adeay) ¢KoUoOW aaes
axe) 30N Od SI3STIIBAPY
MOUY 3ON PTA I9STIIBAPY
$15UI3DUO) TeTaTul

uawaseue [e12UdH

is1aspuiaape  (ayy
woJj PpIAladAL 1om Ajodonp aq1 noqe Yoeqpaajssuondadsiad
1eYm) a3yl £q Ajodonp ay) 13A0 PaLIOXa s| [OJIUOD JO PUIY IBYM

qQz°7 J

8 u~=wa_u3uuLJ

UOTJIBWIOJUI ‘S[00L Yoxeasay ‘weiboigd 1a33ag
wsT TRUOTSE8J0Id
§8800N¢
$831NSs3Yy
saouaTpny ajeredos aales
360D 910N ON ‘ebelano) aiopn
sdno1s snoog
:satbaje1ys
uIaduo0) ON
UOTIBIJUIOUOD~-IBAQ ON UDAOId
paiybrieg
K19011 @8n
189pN3TIIV JUaSAId
buTwwea) ‘sdng paoiod
aaTssaxbby ajey
Iaqqe1s Keauow
suoTordsng ‘1eag ‘treotradexs
Jaump Ad 3axIeH JO TOIJUOD
diag 30N Aeq (s)uoTr3zels TPUOTITPPY
$§UI3OUO) TETITUI

diysioumQ

(84981 IaApE (91
molj PpaAladal asom Ajodonp ay) noqe Ydeqpaajssuondadiad
1leym) agl AqQ Ajodonp oyl IJdA0 PIWIaxa S} [OIUOD JO PUly 1BYM

qaz'1 )

333



SIOSNIdAPY 7 Q:okv uonsany)

$IasIAAPY  :7 dnoi9 wousany

01 uunun_u_ahWMJ

(suor3e3s 104 osyy sebejueapy oeg

s833e3s ejeredes Y3iTM suorjess ‘198T3I9APY 104 a1y

sabejueapy yutyg §JJB31S OqUWOD Y3ITM SuoTjelS)

soyey oyl burleq

§30BIU0D Tenuuy JO 307

) aoedw] 8yl 8oImI seq 198T3IIBADY

£33e3s ajeredas yatm sutm Auedwoy 3ng 89807 AV
t83TNS8aYy

luama¥eue sajes

1813s1112ApE (23
WOolJ paAiaral a1am Aodonp oy mnoqe yoeqpasjssuondadiad
1EYm) a4y £q ALjodonp ayr Jaao POLIOXa s} [0s1U0D JO puly Jeym

(panupuod) qz's

J

u:.un_.:-._wﬂ

uoT3els Isdng sY 8oTAISS swes 389 ™
av swes desy 10 say 3U8133J1Q oaery
9IeMY I9STIASADPY oOYEKW
23%Y oquod IamoT ‘oquio) paoxog
§938Y pPIsTeYy ION aavy
I9{IeW Ul sTeubrs JO IasTIreApy wIojuy
: tsatbajeias
I9338d 31 )17 ®1dosq Tesoq
§3J®3s s3eredss Y3ITM IO ING STedd T19A5T TeuoTIeN
«TTeH OTpey, aweuyoIN
§90BTd 881yl TTeD OL 8aeg 3ON og
@xowkuy 3I 3Inoqy YUTyL 30N oq
89S pUVY 3Tem
saltodong ol pewoisnooy aI0W
wayl xo4 burie) suoswos ass og pe1o
s93ed I9ybTH InOoYlTM 8dTOYD 9T SI38TIXL9ADY TEOOT
esuodsay pooo Azsp
Paseald ‘passtTray
buring axv Kaygz Ia3eT
$59pNITIIV JUasalg
oaTIebaN ON ‘aAT3Tsod
{91BY 3BUM JOJ SUOTIRIS YOTUM
pue3sispun 30N pra ‘bursnjuop
10bpng 3O A3rI0(eH AV Bu0 buTaTH peg [eai
saj3ed o93eTeDsy
PIOJJV UBD IBSTITISAPY JeyM HUTITOTIUOD
‘orpey Ajunop TV BurTrOIzUG)H I8UMO
s§JJeas ajeaedeas jnoqy pautetdwo)
oquo) pediod Ul sa3ey OSTeY ‘3ed pIo Hrg
8NOAIaN Axap
Atodouon v s,31 Aeg 8194ng reuotjeN
@Inssald ol A3ITITqV 8@so
TOI3u0D @aeH 30N og Aayy
POTJTI38d 818430 ‘MO YUTYL awmos
$8UXBOUOD TeT3ITUX

jsdwadeuey sajes
ls3081112Ape  (ay

Wolj) paAdas atom Ajodonp ayy noqe yoeqpoaj/suondadsad
I|YM) ay Aq Ajodonp Y1 1240 paUIIX3 SI [OSIUOD Jo pupy 1eym

QN.MP

e

334



SJISILIdAPY  :Z dnoilt) uonsand)

v »ucaa_u_:%

dn ojom Arreury
SI8STITIBAPY ‘I93eM JO In0 Apoqhisad mord WA paseyoind
33e3s mols £33e1g
pe3edToTIiuyY SY 23T OqUOll, PeH 3ION BABRH
183 TNnsay
snotane)
AepAlroaz ITeH UI 30N
isatbejeias
sIoqUNN 29SS OL 3jueMm
enTea poppy el13xdg ‘sjey 3sad Xod YOO TTIAS
K1odong pue3zsispun 3oN oq
Yabueils pueisiapun sIasTIToApY JoleW
a1ns 10 arqe3axojwio) ATTL30L 3ON
A1odong o5 pesn burizes
$189pPN3IT3IIV JUSESI]
sbutyl maN 3O paieos erdoad TeooT
sokg IToyl 19A0 paTInNd bBured TooM
w2&1odong meN InOx up seup 8313 395 I og
‘WY 94l uQ s3jods 9913 aW aaen uor3itiedwo),
$8UISDUOD [RTITUI

wowmodeue o3ew]

1843sp112ApE (20
Wolj paAlddAl 21om LAjodonp 3yl noqe Ydeqpadjssuondadrsad
1eYm) oy Aq Ajodonp oY1 10A0 PIUIIXD $| [OIIUOD JO PUPY IBYM

qz°S )

SI3S[UIRAPY 7 dnoiy gopnsand

€ »ucan_u:ummg

$9DUSTPNY JUBISIJTA MBS SIVSTIIBADY
ss3Tnsay
xTH otyderbowsq swes ‘olewsad/aTeK
asenaTdTIl umojumog
po3eonpd ad OL pasN siadng
oTped Up SOTWOUODE 13339g
ssarheje1ys
yabuails azrTesd S8I9STITISAPY o1qeabpamouy
$189pNTIIV JU8SaId
sbuTyl @AT3T804 ATUD pieeH
880104 bututor suotiels brg omg
SAOR Jamod
¢90TOYD V¥ dAPH I TITM ‘®eayl sumg Auedwo) aug
partend Apotrnd ‘Atodouon ¥ JO ulasuo) swos
uo butos SI 3Ieym pueirsiapun ION PId
suot3Isand Jo 301
15UIBDUOD TRTITUL

Wwawadeue suoliesadp

1s19spi1aape (a2
woij PpaAlddal d1am Kjodonp ayi noqe Yoeqpaayssaondadrsad
1eYm) ayr Aq Ajodonp ay) 1aA0 PalIIXd SI [O1IUOD JO PUIY JEYM

vy

335



$ISIM2APY 7 dnoin uonsand)

SISPIPAPY  :7 dnouf uopsany

z uuuaa_u:u«QJ

butienteaz
butyojaxig
S8POON Y3ITM XIoM
WSTTeUOTss8jJo1d aaoxdur
atdoed ‘juswdtnbg ux 3saaug
ijuswadsueyud 300poid
UIN}ay WnutXey
aodueTeqg Iapuso
80TAIag ‘300pO1d 104 IOUITPNY 308110D
sousTpnv Iybry of Aousnbaild resTITaApY
:L1odong butzexzen
SpaoN 3seopeold 104 doys ol aoerd ayry ‘doas auo
Addey s1doad Tes07 desy
tainjoniys a3ey
seseqeljeq os(
§Jjeas pautquoD puv sjexedss ‘yoe3ly arqnod
buti1as oquop
sTteo Aousaby aiow
§301In0S DBUTSTITIBAPY 18430
190uUlA9y adueyuyg

digsiaumQ

{1asniaape ayy jo (spasu) soyweudp (3ujdueyd)
24y o1 (sarBorenss 1eym) Bundeas Ljodonp sy aas nok op Moy

221 )

f s

u:.un_u_:amj

Aauon saon burpuadg

saTuedwo) yjod Iod sxo9YD Ul butpues psjieag
163 TNS9Y

sossauTsnd Ul Aeld ‘Ol uBISTT OF MeN buty3awog

UoTIR3S I3Y3Ta UQ bursTiTeapy

A9 3T3eued JON prnom 3Pyl euQ OoN Aireorjoeiq

ISSTIISAPY 104 OQ UBRD aM IBYM JO BIOK

104 burited 81y Kayg uoT3e3lS YOTyM Mouy
tsarbajeass

WaYL OL $I93IBD ‘JPWIOI INOQY PIITOXI

a1qe3Iojuo) ‘psbeinoouz @Iow

ISTXE JON PTA 3Ieyl I03T3adwo) ¥V Jo4 80TOYD ¥ saeH moN
$82PNITIIV Juasald

uoT3ne)

A1897 30 puty

9ATTY 8w0) uoT3IEIS 995 puv yoed 30§

8Ins Teay 3ON

@aT3ebeN butyjon

330 3I TINd ‘31 Jod 1TV ‘sedod ybTH ped T1v

PINOD 18ump ‘31 og prnod Apoqiuy 31

1013U0D ON

IUSWISBAUT UQ UINIBY .»ocmwuﬂwum 104 puveueq

$SUT3OUOD TeT3TUI
jaawadeue ssadolyg

1810s1uI2Ape (3
Woly paaras asam Ljodonp aygi inoqe Yoeqpaajssuondadisad
1leym) ayir Aq KLjodonp ayy saro poauaxa $i [oIUO2 JO pupy reym

\ qz°9 J

336



SIasnIAApY iz dnoig aonsang

$19sNIaApY iz dnosn wopnsany)

ol  swedppaeyg

UOTIBULIOJUI @ATIEITIEND [ToS
Sumol TTews ur abejueapy I9y1ew brg
A13uno) punory §8AOW jueuTWOQ 3O dog uo Aeis
ATl 399135 88NOSTQ
L381IRA qOP UQ BAY utexy,
Yoxeasay sores ajewozny
$3uswadueyud 3o0poIg
sdng uo sfeag uotlels peseyoind og
19437 TeuoT3IeN 3V sing oquoll 10 oquoy deay
syibusiis setes ‘uoT3e3ls mouy ‘83UaT[D Mmouy
SUOT3OWOId TeuIajul ‘Teurszxg auTquo)
£3TAT3RRI) JOg I8IT4 8I3H awo)
95Tngd doerdisyrer ‘38913s uo Leas
sL1odong butjeyzey
3ed 3ITun abersay asearoug
STl JO PEaYV YOOf OL I38TITaApY 8004
Sulsjjed 3InQ-119S UdlIsTSUOD doTeaaq
puewaqg puy Atddng K103ueaur anurjuoy
STed0q TRUOTIOWOId I8AQ-550I)
§I91Te38Y 30911q ‘TeuoT3TpRIL-UON ‘saTouaby
SURTd YO®3I3VY seles seryy
38IN30NI3§ 8jey
PUBWaQ 188W Ol poppy antea
§sauTsng wrsl-buo aroy
S1898TII8APY 38X IeW abuTig
odx3 Teroueuty
1TeR 3o811Q
0S/0S sAng oquop 3t1ds
SIBTTOQ oL oN LAes joN og
s3sanbay ‘spoapn Aouaby z1amsuy
sTsATeuy speay
ienuasay eoueyug

wawodeue sojes

d19soape sy jo (spoaau) soiwesdp (3uidueyd)
241 01 (sa1ddledis yeym) Sunoeas Alodonp sy1 aas nok op mo}

27 J

ol siuedyoniey

J00Q 3u014 §,3UST[D OL IsWO3ISN)

burjayzeq jusag

pauTquo) usyy bueg TeuoTizcWOIg

SWes uoT3idonpold ‘aArjeard ‘buTisyTen oures a8
Juaudinbg xe33eg

xabeuen sarTes Terauss pa3uatIo-buturers purg
83UTod 31eys 9IOH

Juswsoueyuyg 3Ionpoiag

i Kemy-aat19 1EH
subreduey iaxoris Iadung
UOTSTASTSL ‘SUCTIOWOId Teulalxy
Yoreasay saTiezrrend
IUBAZ UV S30woId O] SUOTIPIS TTW
8121ppad 3ods JoN ‘sisjayrey
L3Tunummoy
ur ‘Auedwo) ur BuryIGMzeN ‘yozeasoy jeyiey jue3suo)
Suo roqunN o9 ‘ATaarssaibby
:&1odong Butiexyien
Abaie13s juncostq ®0TId-JTeH
«®W woid buriesis ax,noy, ‘uorioeay 3IsIT4 Aemy ayelL
SNeA PeppV aIow
s93ey ‘sburiey woxg Kemy butrijen
$9IN30n13S a3ey
s1er7oa do-op maN ‘jusmyiedaq butjexien pPIoTa
TTeH 308I11qQ
uoTysed Arejuswaidwo) ur SUOTIeIS y3j0d@ Yo3Td
s8ing oquop up 83eonpg
wayr burbnos jon A1e3ntosqy
3800 Juaunisaaul pesids ol suorjeis 1TV @sn
83T3TUn3zoddo do-op ‘asuuerq burstizeapy
85TYduURIJ 01g4-ubTs 3ybnog
19nuaAsy @oueyuy

Wwawoadeue)y  jesauas

{43shiaApe aygy jo (spasu) sotweudp (3uidueys)
Y1 o1 (sa3aens 1eym) Bupoeas Alodonp syy1 a0s noA op Mop

J

227

337



Slaspoapy iz dnoig uonsany

SISI2APY 1z dnoi9 uopsany

£ Scun_u_:aﬂj

Spuz 88007 ON

ungd 31 axyey

ITIBUIE ¥ IUSTTD 8ATH
$3uswadueyuy 3onpoid

®bejueapy TTng 1tayy og YI0M

S3UaTTD dieH oy Juswizedeg suorjowoxd asn
tLtodong butyeyzey

&1X0oTNd punory sbutyy Butuing

uoT3els puy uarry 204 uTM/uTM
ianuaAsy aodueyug

1adwadeue adeu]

{13sndApe oy jo (spaau) soimeudp (3ujdueqd)
21 01 (sa18ajeas eym) 3dunoeau Alodonp sy 298 noA Op MO}

UN.m;

— )
4 siuediniey

dn punois woiyg
FUSTID Y3ITM XIOM I03DDITG SUOTIOWOIJ oAby
9ZT[PTOIUMOD-IBA0 JON O(Q
OTSOW JO s307 Kerq
punos bHurixieds ‘suorssaxzdur I8ITS 3sog
ueard 31 uny
84V 104 SIaqunN 8pTACId
i juswasuRYUI 3onpoig
TeuoTbay 910W swooeg
UOT3IBDTPad PUV JUSWITURECD MOYS
A3Tunmmo) UI peAfoAUI 8IOH
®9IY OX33W 104 UOsIad oWTl TInd
eaIV 1INy 8pISINQ Iod IV OITH
DUATPNY IBZTWTXEH
1L1odong burjeyren
89S00YD PUY $)}OTd IBETITSAPY
$2In30NI3S a3ey
suoT3joWo1d 8nfeA peppv bursn sdemrv 3noyitm Addep
SI96TITSAPY b1d puv 87337171 deay ol shem puta
tanuaaay aoueyuzg

udwodeuep suopesddg

{Josniaape oyr jJo (spaodu) soymesdp (8uidueyd)
Yl o1 (sardarents 1eym) 3unoess Ajodonp sufy 295 nok op Moy

3Ty )

338




sLopdury ¢ dnois gousany

$19s112ApY 7 dnoun aolsany)

9 si1uedjong

8qor JO ssOT
satTIPIRS BWOs
isTUOTId8D8y Bup

$sUOT3IORIFQNS

sjuawlredaq sares 1abieq

IUBWUOITAUT BaTqe3s

uot3els 1apun sba 35

a1doag burystxz deoy I0 30eI33Y

bopispun 30 Pe938UI uoT3e3lS Joley Y buteg
LaT1IQVY Teuorssajyoig psaocadug

BITA UQ PooD yooq

JUBWBDURADY JO y3zeq

UOT3IelS Je81H I8yjouy oayey ol A3runjzoddo

H WCOHHU@HM.Q

Spund UOT30WO1d Puy Yolessay
83T 33uag
bututeig

SUOT3ITSOd ‘qor v paisjjo

ITun x8so1)d

310JJd weal 910K

uotr3joe)styes

L3ranoag

butueist syo3T38dwon

xad1eys ‘sisounocuuy sezTbrsug souatpny I19pTM
sastey Aeg
¥oayohed ur aion
buttrTa Tn3ssaoong
Aemy ybTd 308

Kauoy

81qe3rjoIrd eioK

tSUOTITPPY
diysisumgQ

3 4oidma ayy soj 42jj0 Kjodonp ayqy ue> -a.tsg
L3 |

L¥

£ uuuma_u:unMJ

SUOT3IP3S AJTUNUO) FUEDTITUBTS oM MON

sbueyd or £3ITITqV ‘3Iewrod op perize on
ijuBwadueYUZ 3oNpPOId

dTys18ua3sTT ‘sUCTIEIS MOIH

uotiezruebio 3o Airrend uodn pusdeg

8I38T3I2APY OL 123e) shemiy
sA1odong butieyxen

19491 TeUOTIEN IV STead abeyoed
$81In30nI13S B3ey

K3Tunumo) sssuteng ur 3oedug BAT3IT8Og

POOH punos ‘3ybTH SPY ‘peisod sjuswhed ‘308110) [1TE
18NUdAdY aoueyug

Juomodeurp ssadoly

{13sI2ApE 341 Jo (spaau) soimeudp (3uiBueyd)
21 01 (sardarenis jeym) Bupdeoas Ljodonp SI4l 33 noA op moj}j

229 )

339




saafojdugy ¢ dnour uonsang

saakojdury :¢ dnoin uonsanyd

ol nucua_u_-u«Mi

@1qeabeuend a10H ‘Ije3s TewTuTH
9Teds JO satwouoog
s$suoT3oeIjqNs
Ang K1aaz 30 300 9Ieys 3I9N1PW BSRSIOU]
Iopuap ‘do-03 ‘ssaursng mopn SI0W 23eI8UdD
A3tunummon of 8DTAIaS
wossolg @rdoad sdieH weag Juawsbeuey
K1038TH ayen
buTTg ur o9 3ION pPIq
tuoT3IDBILQ
sbutyl a10W oq ol enuaasy
Katataesap
butpuessapun
$08~t0% dn ‘sav 103 TeT3jusjod swodur
$0S dn uoTrjonpoid ‘Adop
patgnog satun burrres
perquog Arrers3rT oryjeil
88137 TqTsuodsay ‘yIoM pesesaIour
L3tunumwo) ur £3T{YqeE3ls
sqor
Yamoxs abpeaimouy
SIDETIIDAPY
‘seouatpnv ‘s3jsbpug bursTizeapy sjeredes om],
A3tun3izoddp eyl aormy
utbIed 31TJo1q paseaiour
Kauow axew
IPWIOS BWOBAMY
Auedwop butpueising
$8UOTITPPY

ludwoaseuel safes

tdkojdma ayy 1oy ajjo Ajodonp ayr ued :::5P
BE'f

.
o1 siuedionaiey

sqor ‘s3juawooeTdstq WIBL~-IIOYS awmOg
H QCO,HOUMHUQEW
Kb1suls
ISET JON TITM YIOMI®AQ
AITPTI0S ‘BUTYUTIYS JO Pesa3sul yimoio Auedwon
STITYS 104 puewaq ug
43isaL Inox 3nd ‘souatiadxa dn-ixeas ‘Ayodong
UOT3ITSURIL JIBTSed ‘e3TA ‘I8aie) ug 3reas peaH
ebpa but3iany a8yl uo
wIal-buor poon
sqop
deoay ardoaq 19339g ‘uaddeg sbutyl, poos ‘pien yiom
£3TTTqOR juswabeuey Telsjeq 10 paemdn
Auedwopy b1d 104 yIOM
$8UOTIDBITQ
drysiapes1 1931308
sajeonpz ‘sabueyoxdy eepr
Juaudtnbg
sqop
§3TJouUag IO08ITPUI
fat111qe3s ‘y3busiis 1e3ealn
STSTID OTRIOH
SOSTEY SNOIBUSH I0J IpniITIe]
SWT3IIBA0 ‘YI0M [RUOTITPPY
bututreilz~-ssoxd ‘bututeizey ‘punois butureal poon
IaYy3abol 30V yatm uorzezruebig
dnois e3T1a ‘eprid
SuUOT3Ie3}S TIV T[9S sIebeueW sefes
swe[qold oryjeil ‘burdeeyyood anbrupn
$SZ-%01 ‘Bwodu]l 8IOW
£313ug eTPOW 3TqeTA A[reoTwouoozy
SWBTQOId BATOS Ol §901NOsay
suot3do ¥003s ‘bButrieys 3rjoid
K3tanoes ‘popund-11oM ‘saTIIoM yoayoked oN
$8UOTITPPY

aawodeuey [BI12UIY

P24ojdwa ayy 10§ 19jj0 Kjodonp ayr ued> ey
ez |




sa2fojdugy  :¢ dnous uousany)

sadfojdury  :¢f dnoiy uonsarnd

8 »ucaa_u:umMJ

SUOTIBIS 3IUSI831TA ATTPIOL QML 104 €eSpI 308TT0D
uot3T3adwo) snorAaqo oN ‘saaydsouyy JuaIayiTqg
qOf 3USIBIITIA ’IUSWSBOURADY
103 3ed1n souatiadxy ainssalg ‘ 3usuuoITAUH
£311Tqe3S
I19339d sTenbg enusnsy siow syenby 8dUaBpTIUO) 8IOK
J03eatdsuod-o)
83ea13 10 uoTr3iyiadwo) azrreqTUUE)
1UOT3IO8ITQ
A3tunizoddo 30 yaresm
S38T34N0 8IOH UQ pIeaH buteqg Jo ebrisaid
ueid burieys 3rjoig
Tetiuaizod awodur
uoT3deISTIES
UMQ €3pTEad od O SuoT3IDUNd Iay3lQ
PeOIYIOM paseairduy
y3ioM Iajzealsn
aouatiadxa uotieis oTdTITnN
BITTIYS uOT3IONPOId 104 IPwIOd IaYjouy
Abotouysar e3Trieles 3O abpatmouy
Sjuatel ‘sesapl ‘TeTIaled 3o UuoT3epITOSUO)
uoT3e3s iabuoijs
}SUOCTITPPY

1gowodeueyw Odew)

{d34oidwd oy Joj iagjo Ajodonp 241 ued 1eym
Bes J

-
g siuedionaey

aTeds JO saTwouodoy
sIaWTL~-31ed ‘@1doad uoTIONpPOlq BSaT
soako1dwa jo uorioexzuo) ‘buryurays
:suoT3oRIqNS
spuail buriseopeold meN Jo a@bpz burizny
s31edfeq swos @jewozny
sI1awTI-310d dn 8rqnog
fUOTIDAITQ
00TD ‘8iInjels 3I0W
Aar1rqrsuodsey aIoW ‘uoTiowold
YIOM DIOW
SWTL UOT3IeDRA ‘BWT] 991d 9IOW
sbutureg ayqnog ‘suoour
L3r11qeas
UOT3RUT[TOd~860I)
abtrisaid ‘eprid
SUOZTJIOH uapeold ‘puedxymy
sealy I9Yy30 ur buriqqeq
39)oer aybrerys ayqrpaidul 10 wopseld JO PLIOM
JuoM
TeubTs mouy 3ON prq seoeld woid asuodsey Iaue3sT]
@1doad @I0W ol AI3STUIW
@ouseTIadxg
axnsodxgd
$8UOTAITPPY

wawadeuep suonesddQ

324hojdwa v 10j 1o Kjodonp oY1y ued 1eym
Bty J

341



sadAojducy :¢ dnous uonsany

saahkojdur} ¢ dnoig uonsany

— )
z siuedidnisey

oIy
Aoyl axaym mouy atdoeg ‘seadorduz burraburt oN ‘YWT
A1129 ul aitd meN pojears
dduBYD ¥ ‘SNDO4 ¥ ‘UOTIDBITG ¥ a8aes
Yoreasay 810K
tabueyy 3o stoog
oT1doed seTes woli jaTied @IoW paaN
8pn3TIIV UTM
81e) ajeroaiddy
MON MO
189PN3ITIIV JIeIS Ul sabuey)
saratITqede
anbea 1olew yatm weay ‘y a1dtal ol v sseld
deis Teorboq
PATITSOd
$69PN3ITIIV JJeas 1sdng
iqor AW @soT oL butoo 1 wy
butiaduwoy TIT3s ‘Awoaug sI uoriels Isyio 1sates
Iaaouiny
L3tIndesur
AT2IT) ¥V ul sbog ay17 330 Butrenbs
BH- T334 /9K-4onog
pauraouo) Arresy ‘Lixeoq
uoT3ITs0d AUy Ul I2AQ Bwo)d
SWaTqoIg swos ‘seurlaping ‘sainy 3TT ION PTd
169PN3ITIIV JIeas peseyoind

diysiaumgQ

823kojdwa (a3
WOolj Parl2Ial asom Ajodonp 3y1 noqe Xoeqpaaj/ssaondadiad
1e4m) oy £q Ajodonp ayl 1aA0 powsaxa $I [oNUOd Jo pury 1eym

am._g

61 macwa_u_uhuMJ

8qor awos ejeuTwt [d

tsuoTIDRIqNS

§80L uQ nox sdaay

OTIFeIl ‘S9TeS UI YIMOID SNOpUswoIf
suorjerado axTT-ATTwea

STeOD aures Y3jTMm weay,

sTIsperewe) ‘sreiow dn piTng

$UOTIOBITQ

£3111qe3s ‘K3tanoeg

sdem jue18331q Ul sjuare), asn
§qoL 8IoW

uoT3oWOIg

19427 3se193ul I18ybTH

830TAX®S 104 puewaq

uorjesuaduo) aiog

uoT3Ts0d pe3leald ‘qor vy eaey
uotieiys iabbrg

§3TJauag pasealouy

XIOM BIOH

S8I8U83ISTT JUBI3IITA OL ainsodxg
8300p0o1d @I0H 183)0

U0 13Yy30 yoea burbbz ‘uorirzeduo)
UOT3ORIBTIRS [RUOSIDG

SIBWIOS U818 JTQ ©9IYL JO ebpaimouy
aouataadxg

JUBWADURAPY

sabuayieyd

§8UCTITPPY
1gowddeue) ssadoly

td3koidwa a1 10j iajgo Kjodonp Y1 ued jeym

egg

342




s2afopdur] ¢ dnouag uofisony)

saofojdugy  :¢ dnoun wonsany)

6 uunu&u_:uﬂ

§3rjouaq pourterdxy
burptrna pepuedxa
§89D01d U] paAloaul speag 3jusunredeg
@oeTd JULIL8IITA
drysiaumg man
s§{e09 1nox jdepy
§38s5V jueliodul 3IsON saoeyq 3ybTy ur aydosg
BISPTSINO ueylL abuey)y aI0W 895 s18PTSUI
8qor pappyY
ueTd swes aAeq
ardosd utejuTeR
uotrjeradp ssaursng jusiajyrg
tabueyd 30 stool
saarasino &g burg
Tesaq poos
sured bBurmois
drysuoriersy anoqy Addeg
wea] 30 3ITed
IS8IT4 @d O pnoig
«80661
8yl ul orpey, ‘suoq Aym Hurtpueisiepupn pooo A338ig
aAIn) buryeW 3ISOW
awtl 3s9ybnol saeg sioidepy-uoN Teursijul
8174 uo ardosd
Aoyl puy oM JON ‘oM BIV oM
:S2PNITIIV JJeas ux ebueyp
69T3T{IqTIsuodsay pasealoul
sdol InQ saeys aMm ‘yoTH $3195 JabeuerH ‘IBUmO
ur butwop jyyeis meN Ag@ 330 and ‘pepmoId
butmeTarejul 81 3Juswabeued mouy
wawodeuew [eI2UIH

isdaakoldura (a1
wolj Ppaaldddl aiam Ajodonp agy noqe Ydeqpadjssuondadssad
eym) ayy Aq Ajodonp ayi 1dA0 PIIIXI §| [0JIBOD JO pUP| 1eYM

(panunuod) qs‘z )

»«:namu:hnmJ

snoToTdsng aweoeg
183130 ol 301
a1doad 3juswsbeuey Butuwrerboig
‘8aTeS poOOH UTEIBY ‘9ILATION ‘3TnIdey oL ITNOTIITA
18buo13s @1y oM ‘pabeuweq axy Kayg
UTM TTYTM UOTSTA 3ybTy
souarjed
§8SI0H oed PIOH O 3TNOTIFIQ
A1o3eucTssed 31 eyel
POOD JO wlesy UTYITM Iem
UOT30BJSTIRS
I103138dwoD jeeg or 8oIN
© &%00D ool 81331
§30I18f butianbuoy
uoTiTiadwo)y 19A0 axelr
$89pN3ITIIV JJe3ls xadng
Yo3el1dg WOl polaeis ‘sulisduc) ‘s3qnog
‘suot3isand 3Inoyitm Atodong jo Ired sy uo awe)
I9A0Q 3WO) OL 3IueM ION PTa ‘burizadwo) 30 siesy
194ng 3v Atddv oi A3tuniyzoddo
3UoH jjeis ITVY
161ITJd 3JoT 1abeuey
J3e3as 3o 3t1ed oy dn 3soq
I00q 300 buryrem eidoeq
aouerbaTTv oN
9IOH IO0d pPaYsTM
pebeweq sobxm
8qoL JOJd PauIadsuo)
pauailIeaysiqg
prexjy
axnsufy ATowarzxy
J3eis ITV-uo ‘Tauucsisd 104 ITNOTIITA
sbutyl peg piesn
38nIl ON
$59pN3ITIIV Fje3ls paseyding

wwowadeuepw [eioUDIDH

isaakojdwa (o
wodlj PaAldddl atam Ajodonp aq) noge Yoeqpoaajssuondadsod
1leYym) 3yt Aq Ajodonp ay1 12A0 PILIIXD S| [ONIUOD JO PuUlf VEYM

am.Ng

343



saafojdury  :¢ dnody uonsand)

soahkojdugy g dnoug uonsam

-
8 siuedidonieyg

BUOT3ITE0d S8INSSY IaUmQ
suorasebbns [Tv oL papurw-uadp
sbutisen oTporaed
BUOT3ITSOd ®ATIRIZSTUTWPY a3edTrdng 3IsOT
K1odong sepeosigd wwl
Auedwopy buimoin
dred TTTM uoTieno] atbuts
tebuey) 3o syooL
89PTS ylod
UWOX3 pIemymy ‘UoT3eDOT I8yiTd IV Aeq v SSTW Jouued
1840 18D O SYIUOW
$89pN3ITIIV JJels uI sabueyp
sbut1ees pextH
awmoouy Auedwo) pssesaioul uj burxeys
d{®H 9IOW INOY3ITM YIOM ®IOW U0 buryel
g3uatel, puedxzy
A311Tqe3s pediojutey
JuBWEITOXY
YOnW posSeaIdul 3ION PeoTYIoM
uotiels IInH o buton joN ‘paTizom JON sem
80oue3ISTSaY Youaiyg
anoqy A1iom 3Isnp ‘sTIed o3ul butyolew sTZeN aXTT 3Irod
MON WOUL 30D oM ‘wayl 83V oM
1$9pPN3ITIIV JJels Iadng
BAON PINOM OUM
sqor bursoT 3noqv sburioed ped
pa1td buted jo paTITIIad
Te2A3Y ION PINOD ‘SI8MSUY MmUY
8In30NI3s STPUERH ION PTnNOD
8pnN3ITIIV JO 9shedad sqor 3IBOT
§IaumQ P10 woIg butysemuteig
Ajuteazeoun ‘zeas ‘uorizeprdeiy 3o 301
169P03ITIIV JJeIS paseyoind

wwawodeuew suonesado

(saakojdwa (o
woly paaldlai 213m Ajodonp ay1 noqe Yoeqpaaj/suondadiad
1'Ym) oY1 Aq Ajodonp ayl 10A0 POLIIXa S [01IUOD JO PUPY 1EBYM

- ey J

\1
o1 siuedioniey

sa(es oquo) o seres ajeredes woid ebueypd
ITY-UQ ‘S3Tes Y3od OL USISTT PInoys 3Juswabeuey
8In30Td B[OYM ‘sedurUTS 3V PaYoo] juswsbeuew
11V so3je1jeuad A3TTRUOSIBd Iapeal
sI1abueyd-oN 3InQ poaem
uoT3IEDOT ATHUTS OJUI BAOH YITM BNUTIUOCD
sabuey) 30 sTool
Kddey Kaep
a1qe3s butwooeg peseyoind 3jnoqv peIToXg
uotT3yrisduwo) sy 189yip yoez peizdsooy
yound OML-auQ OTJTIIS]
33035 peq 39b1od ‘y3ITQPIIYD @11 sarrodong
68910014 SnOWIOUT BpEW
$83pn3TIIV JJjeas ul sabueyp
uoTieurojul butpiens YosnyH 3ION
pejoadxa ueyl araydsouly wesl 8IOW
SWODUI POSEIIDUI ‘BATITSOL
aure) YIoM eI3Xd UsyM pajeradood TIV
89S puv 3TeM
31 3INOQY You mouwyd 3ION pPIg
Ayteratur Lxeog
pooisIapun
sbutyey 104 burjedwo) ‘uorsusl [ETITUI
sAV usamiag uoTiTIeduwo)n
$89pNITIIV JJels 1a4ng
£oT10d pejusurtbad ol @sn ION
3397 owmos
umouyup Jo Ieed
u] swo) oL paseald
uosiad
BUQ pPalITH 18And ‘I8AQ YOOI VW1 UByM s3IV TIV paItd
burnbry ‘bBuryoelav ‘burzybrd ‘uotieso] ewes ur
osneoed sjjels sajes ajeledas uaamlagd UOTSBUSL
$89pNITIIV JJeIS paseyoand

wowodeuey sajes
isaakoldwd  (ayn

wolj paAwdal aiom Kjodonp agl noqe ydeqpaajssuondodiad
1EYM) 2yl £q Kjodonp 241 J2A0 POMIAXd S| [ONIUOD JO pUIY IBYM

et )




sa04ojdury :¢ dnoin uonsonp

nunan_u:uaﬂ

S9YPISTH ‘8Inssa1d s697 ‘sebueyd ayeW oL preg
~ peseyning
doey uep JI aIns joN ‘eseyding I93JV OquTIT ul
@18 soahkordug paseyoing saey ITT3s
UOT3ITSURIL ped ¥ 3ON
TISM Tead wi103S paisyjesm
31 o3jul 8aduQ pIeH 3eyl 3ON
butmo1s up desy og pIemIod Yoo
‘moN 81y _sbutyl Aem 8yl oJ pswrouo)d
Iajjed YonW butoo ‘ssskordum jesin aa1yr
1S9pPNITIIV JJeas ul sabueys
. pes puy Addeg
MOUY . JON PTA FFe3s ‘38yIel UI YTel
aIqnog eg oL buton
a1oW dreR ol TIV 3Idedxa
o4 218yl TITM SOTINQ POPPY I0UM
81Indag ITod
uotsuayarddy
«{qOf ¥ 8ABR 1. OoQd ‘ON YO,
pa3tox3d ‘AieMm awos
308dxd oL 3eym butmouy 3oN
88TITTIqTsUCdSa [BUOTITPPY IUem ION PTQ
¢330 STUL T1nd oL butos I wy moH ‘peg
oML Y3TM Aem ON ‘uotiels auo YITM peyoi1alls
butyuts a1emM eM 3104
juawitedsg ul Isacuiny ajsydwo)d
$89pn3TIV yjeas 1edng
butbuen 31397 30 puTy ‘prTyodels v oYTT 384
31 YW OL DBUTOD 30N SBM 19UMQ IT9ylL paubrsay
§)Xoeqan) smv
pPaTIIoM SI8DUNOUUY
31 UY3ITM TeSQ JION PTNOD ‘39T awos ‘3ang
qor I8y3louy Yool
i69PN3ITIIV JJels paseyoand
juawodeurp ssadord

) Is334o|dwa (a2
Wwolj paaladdl asom Alodonp ayr Inoqe Yoeqpoajssuondasiad
1|YM) 33 £q Ajodonp a1 1340 pauaxa si [onuol jo pury Eeym

99

sa2afloidur} :¢ dnoin wonsanp

9 na:un_u_:«._J

Juamiemodug sslotdug
sebueyd 3o s1o00g,
aseq 9d ol butkiyg
soaT1es 3Isbuouv butriaduo)
Iam0d I8A0 pPuBH Ol 3juejoniay juswabeuel
uoTutdg 80TOA OL buT3ZE3s
3ITqed @dualTs 3JO 3n0 buryesig
sbutiey 104 uorarieduo) suios
Isy3ebol TTeM syIom Apoqiiaag
seapl Iesaf ol 3juem od Aryesy
Ol paeN nox ssatun o1PPTH JO Ino Leis
) :59pN3ITIIV Jyeas ul sabueyd
sI19umO snoTaaixd Ag pabbeg
wea], sares Ayreroedsdy ‘orisersnyjuz Airesy
»31 INOQV PaiToxd ag P,NOX mauy, :IaumQ
$1§9pNITIIV JFeas I9ing
3I 3noqv AddeH ool 30N
189pN3TIIV FJels poseyoind

wowodeuep ddeuwr)
1sadhkojdwa  (ay

wolj Ppaaladas a1om Ajodonp ayy inoqe Yoeqpaayssuondarsod
1eYym) a1 Aq A[odonp ayy I2A0 pIaudX2 SI [ONUOD JO puly 1BYM

nm.mg

345




sa3doqdury :¢ dnois golisand

saafofdury  :¢ dnous uonsany

I9338d 61 MOTd YIoMm
A13sTway) sekotdug ‘butiesutbumy 104 183394
A103epuen 10 juawsitnbay y jon
AqieaN sie3jTUSURI
‘sIam0L paseyoInd ‘aqe3IoJuod s burpring
butprtng sup ojur bHutack
L3xedoad uo 1amog ‘soeds ybnoug
@19 butyikieag 305
193389 UOTIONPOId TOIFUOD
tpouTquoD
3TNOTIITa uorideoiad ‘soussaild jexienw sbieq utTejuTel
SUMOL I8Y30 UI S$3D0TJJO UTRIUTPH
tojexedasg

diysiaumQ

luonedsog
a2yr Aq Ajodonp ayr 12A0 paIIXD SI [011U0) JO pup| 1BUM

ﬁ S n~=«n_u=~um1

L 261

61 Saun_u_:uMJ

a3edror3Ied ol pebeinooug soakordwz
PoZTeuTd @1es @I10jes 1abeuey maN Ion
OD NOX §V SYUTY 3IN0 XIOM
e@1doad ai1oM uo butag
AouatToT3Jd @I0KW I04 sespI JO UOTIEITUNUWOD poos
8e9pI Y3ty aidoad poon buraty
iebueyd 3o stoor

luowodeuep ssadoly

{saafoldwa (a2
wolj poAaddrd: a1om Ajodonp ay1 1noqe ¥oeqpasyssuondadiad
Tegm) oyy £q Ajodonp ayr 1aA0 paLIIXD §3 jONIBOD JO puiy eym

(panunuoy) qg-9 J




saadojdur] :¢ dnouis aousany

saddoidayy ¢ dnoin uoysany)

8 uacaa_u:umMJ

ITTng
buted orpnis uorT3onpoid pITyL ‘@0TJJO seTes Wd moN
suted butmors peoirejyjng
I9y30 Yyoeg Iod burpueisispun Iasord
but3toxd 3ng buriexadsexz
$858001d Yamoio
00z ‘uad T110d ‘wooy abierq Ul sates 1V
SuoT3els Inog Iod paubrsaa joN burpring
DI3D8R §399
auwos pedieg
OT3J®IL OL 3IXeN e8IV UTEW UI pa3jeso] e63[eS [TV
STIaperewe) ump aAeRH ITV-UQ
8qTA YV yo3ep ‘dooos ‘ajeoTunumo) oL SAV uem
Iatsed 301 V¥ 9311
dn paueal) sor3sthoy
butieys uorjewmiojur
:pauTquop
Jeshqed a9 TrTM
818y I3A0 3199 ol butrbbag
SU833TH Butyolem 3ed ¥V eX11
10I3U0) UQ-SPUBH ON
auoyd asn ol buraeg
butAta sasdwal ‘Toa3u0) 3O 3NO pateatrds
aoeld
PITYL ¥V woid Bur[1as ‘saoe(d oml woid buriseopeoig
sadel Aouebv 103 90TAI8S 18TINO) paysTTqeasy
autTyoew xeJ asf
S9T3ITD JUBIB8IITA OML
poieredas buteg ieedg Teoy
tajeaedas

1udwadeue sajes

luonesoq
o) Aq Ajodonp a2y 19A0 paudxa st [O1IUOD JOo pury ieym

2¢°¢

)

—_—
L siuedidnaey

aoeds 3o 3nokeT 1e339g

uoT3ionpoid ‘bHurumesboigd 1oy buiprTng pro

‘SATIRIISTUTWPY ‘soles 104 butprTng man

utM brg

3OOy BUO I8pun S3INSSI PEOTHIOM @3IBNTeAT

wes], sy Iayjeboy butwoy

dInsesl Yool ‘pejefrurssy ardoed ‘A313uz sug aweoeg
316680014 Y3jmol1n

sajey Jajjeq

385 ‘burjeyren ‘esnog wirg ‘buTIuTId @SnOH-UT aieys

Jusudinba 851330 pereyg

aoeds A3dwg ur orpnis man ps3lonijsuo)

®1ay], Apealfy siamog

‘bUTpPTTNg OL POPpV ‘UOTIBOOT paseyoInd oL butaon

od ol aoeid 1adoig

9OUBIAIJITIQ V SoXPR

SWBTqo1d A[I3TT YITM Teaq
ipautquop

aoeld buoam ul skemiv

‘8aTIQ 930UTH 01 ATUOQ ‘SUOTIEDOT oML U] saTiradoig

®a21y], obeuen or Aem 3sog burinbrg Tnjuted

a1doed but3lelriil ‘butweocy

9SNOH M®BN O3UI BuTaoW @)1 ‘elqeiiojuc) joN

818 uey] 9IOH dI3YL

POBsRYDINg IV dUOYd ‘)Ysag ‘sdTJI0 ON

19371TN JO INO 8W MaIyl uorirsTnboy

weal jJO 3Ted s53a1 (994 sburpring ejeredsg

butprTng sup ul s3juswizedaq sates

‘sabunor 13ounouuy ‘soTpnis ajeiredss

tajexedas

lBowWadeue)y [EIdUIY

[uoneonoj

21 £q Ljodonp 31 12A0 POLIIXD S| [01IUOY Jo purx jeym

267

)

347



sa2hojdugy  :¢ dnoin uousany)

saafopdary  :¢ dnoin uonsond

S »anua_u:uwmj

3oeIajul o atdoad saoiog

KAeqg uI Yoed SINOH ®8IYL OL OM] UTESH
waysds aweg uQ Apoqhieam

Awsug 3sabbrg sI swry

18590014 :v30uo

I9y3ebor buryiom sisounocuuy ‘buTumreiboig
sdisH we3isds auoyd meN

ButpiTng 3O ®0ETd @UQ UI SOTPN3IS TV
sqng ‘3xomioded YaTM UOTSNIUOD SSOT
o1pnas Ul SUOTIBDTITPOW

A1TeOT38TbOT pazamsuy suotissnd

1adeayp sTITE A3ITTTIN

3807 399 ION od sbutygr

: pauTquIo)

xed 10 [TeD ’‘peod UQ UBYM [OOL ISOT UOTIRIS Yoed
81933PH-OML JOd oI1ew3ybIN
907330 104 3ITd

tajexedes

uamoddeue oSdeun)

(uonedoj
ayr £q Ajodonp oY1 IIAC PILIIXI §] |0SIUOD JO Ppuly 1BYM

2£°S J

L uuuaa_u:unmj

autquo) ol jjeas buriesutrbuz 103 ebusireys
oMl 10 TTem V puedxg ‘yiews buyrijes
skeg o¢ ur dn angd wooy [oIUO)H

18890014 YIMmoIo

:ovauw otped 103 3ITThd butprINng

sI123IeNnd ISOTD

Afezetpaunyl 30esY ‘uoT3iels 13Yl0 Yonol ued
awT] butatig sejeuTwriyd

JoTseg SOATT OYeW

ArTeuorieN ueyl 183389 AT[eD01 BurT3Iseolnwrs
orpniys ssafiaded ug psuteil siasunouuy I34ng

t pauTquo)

nimy ~<:q butang s3jeredas
JOOY 8uQ 18punl 9d 3ISNK
Teaa btd 30N ‘8ouUBTUSAUCOUT

tojexedas

wowodeuepw suvofnesddgo

lucliedo]
o) Aq Ajodonp 2Y) I9A0 PILIOXI SI |ONUOD JO puiy 1EYMm

2f b )




s2fojdury  :¢ dnoin uonsany

SI  siuedidpiaeq )

88UTIN0Y paseydoind swos abuey)

umojumoq ea1y Jabreq 104 buryooq

suted burmoin auog

nox 3noqy butrrep srdosd 3o pezeuwy ‘POITTIYL

butitex ‘13430 yoes up butijrg

‘padwead buteqg ol pasn ‘saow oM uaym burrixeis

ITe3 9g oL buton

burjadwop 1TTIS

‘uot3eoorl a1buts 1933V swoisds 1einduo) o3eaedags deey
1§69001d YIMOID

1ndwmadeue $sodoig

tuoliesol
ay1 Aq Ajodonp oy1 940 PILIIXD S |OSIUGD JO pUP| 1ByM

(panuniuod) 2¢°9

)

saafoydury :¢ dnoin uopsand

~
siuedidniey

sosuadxd paaes ‘uorieso] sug ur adey
abunot s, T8905unouuy
61" 8uo ol 8851330 Ieounouuy a3jexedas woxrg jusm
S84V MON 10d §318SOT1D woold IV butyooT
swayqold abeiols ‘GUTPTIng pro 3In0 poxen
19430
yoed 3o dol uQ peyoeis 80130 awes ul a1doad eei1yr
SATIQ JO Pes3IsUI XTeMm
sieysed ojeledag ‘esay aup ul TV XIomriodeg
Aem 19430 Auy 31 suThews jouue)
dn 13y30 yoexm xoeg
satatedoq 3rids
§160D S€H ‘BWT] [8ARIL UQ UmOQ 30D
ipauTquod
80PTd 3USI8IITQ OL 09 0L soyT1 asld Apoqiieam
STYL oML ‘S)YS5 OMI ‘ISITJ UOTILD0] BTBUTS OL OW 395
paseyornd ol Aed v sawTi $z-0Z auoyd uo
|oeld sayel
uoT3edTunuwo) axojeg seq oml OL JTPH-8uOQ @d ued
JIe3s paseyoand burbeuen up 309333 swos
Tauuosiad burissutbuz @I10W partrnbsy saey IYBTR
YIOM UMQ 3ZTIe3ON 3JIoUuUR)
(s3T38U0g pautquod
uo saybnoyl uaisyytq saes szeredes oxy OoyMm 8soyl TIV
‘poo od Ae 18113 v o3reiedes bursg) 1shng yitm ug
butaow a103eg ysTIqe3sa ‘dorsasa or souey) paseyosind
Paseyoind 103 Yeails [edo] padoraaaqg
ardoed umog Yoeill oL uted ¥
Leg K1aaz peseyoind ol §205 aakorduz sugp
tajeiedeag

uowadeue) $sadold

luoliedo]
23 £4q Ajodonp ay1 JIA0 POLIIXI SI [OIIUOD JOo puiy leym

e 2€°9

349



sa2afojdury  :¢ dnoixy uonsand soakojdur] ¢ dnoirny uonsany

u-uwa_u_:mmj € m:_w&_u_:um‘,

T19M butuuny puv dn pITYD I8PTO

SI91STS oMl UO Yool PTITYD ATuo

PITUYD puodas yitsm ATtuwea ayTg

uotjenits Ajtwey ‘abeviiew men Il

UOT3IUSIIV §697 Sed uIod 3ISITd

J3eas peseyornd 104 aIni(nd maN

§58900NS 1931Sed PasSned SaITH MON ON

suoTiels butastxd ol A3fedo] 11y-ug
tsuoseay

s3iodey butpuad ‘uorjewiojur axeys od

193STS Wels ‘3ITH 0N od ‘si93IsIS sV o3edwod [T1TI3S

103T30dwo) burtyseg oN

3992135 UQ 9INIBN SATIRqWOD SSOT

sSWaTqoId ON

TTeM Tedd pPoyseW S[RUOTSS8JOId

s1obeuel 18430 ITeD ‘uadp MON ‘uoTINTOAH

18y30 yoeg pastdsag ‘WY ButrdisH DPUTH 30N pta

poacidul Arteorieweiq drysuorieray butyaom

a1dosd 19430 YITM 81qeITIOIWOY
:Kar1rqrayeducy

so[A3s 1ebeuel 3Juara)jTd @0T13ION saakorduz

Juawjtumo) ‘sTdoad bursog 3zeas

IakmeT S0I0ATQ OL POTIad UOCCWASUOH WOlJ 09 (1ebeuen TeIsusS JO ATYBTH SHUTYL IaumoQ)
sayseTd L3TrRUOSIad ‘UoTsuUdL ‘uUocTIOTId Teay up buton aion ‘e1doad aiown
sabueyy aana{ny e3zeiodrod aaT3Tsod sl ssaubtg
§30TJJO PaIeys Ol 9OTFJO UMO WOId Juadm 3noqy Axiom oL atdoeg ssa]
eoeds yojem ‘burpiTng ul o21doad AueW sy adTml 63TJousag ewiod ajr[iaies
paseyoind 104 Iobie] jabpng BuTSTIIBAPY isuoseay
»i8201INn0saY HBuTr3lzen aM 3,uarvy Aym, tIieing S2ATO5WAY]L 83eTOSI SIadunouuy
SHI oMl uUsamisg uotiTiadwo) $130TTJUOD
s)oeM 104 ‘sured HBurmoin awos 3111ds ‘3310333 weal
UoT3IUBIIY 910 burijen sarqed maN JUBWIUISSY ON
Kiteary Buriqrs oTJ1IIaL
SUOTIOWOIJ-S80ID UO ON puv¥ 88X pooD Tedy
$30TT3U0D sL3rrrqraedwo)
udwodeuep [eIOUIY diysiaumQ
(a1mind  jeuofieziuedio (2imin>  [euofieziuedio
oYy Aq Ajodonp 31 JIIA0 PIUIXD S| |ONUOD JO Ppuly 1eym 2y AqQ Kjodonp Sy JIA0 PILIIXD SI |OSIUOD JO puly IBYM
" Pt ) — vﬂ_g

350




soadkodury  :¢ dnoiy wonsomy

saafojdury  :¢ dnosn uonsand)

8 nacma_u_~umMJ

UOTIEATION ‘WSersnyjug sajeaId eyes

Ang 19y3o dren oy ssoubutTrIM ‘eraspeivwe) airoy

SWHQOId B[RIOW DIOW ON ‘BUOH swaIqold ‘889138
$s3TNSaY

¥10M Weal 2aT3T804 ‘spedT Jo butieys sbernooug

Wooy sduazsyuo) uy sbutjeew sares pesisbbess

weibold snuod uorlels I938T1S

Aemy wRWB[IQ SOYRI JJe3s oquod

par3Tidurs sse0014 @Toym

8pn3ITIIV Iybne) juswabeuey 1addp
t saTpaway

a1n3n) Auedwop ojul butwoy ardosg MIN

suted butmois asnp

Kauon 1n0x ayey uep ang ‘Kitweg

nOX of 3xaN bBurizrs worzrizsdwo)

§SOd 2u0 Y3ITM buoiv 3895 oy 1aTsem
t suosRYY

sjjeis ajeredss

Ol 3juem 8ouTs padoisaeq seH sgVY usemiag uoT3T3adwo)

‘Kem 3eyl 30N MON ‘18114 IV sI1adkeyq wea] Tesy

Y3i8aL Yty siteN Buriing eXt11 3jeas 1syio bururtexy

TTeD @31BATId IOJ YSBU 8APST ‘UOTIESIBDAUO)

93eATId uQ0 A11e) 10 buri@an saes aaey jouue)

uotTjeWIOJUL

arqentean Aemy Butato 3O I8l ON y3iIM areys

JJe3is seies 3TuUN 18801

uot3jeoco] arbutrs

O3UI SAOW I93JY SISOUNOUUY BUTUIOW JO uoT3IdORI83UI
:A3111qr3edwo)d

pautex3say savy etdoad

soyoied BUTTT8k ‘A3Tsowtuv ‘sbuT(esd pexTW ‘Asnoreap

juelrodul S9I0W SI BUQ I8Y3l0 oyl

piTyodeis eyl 3ng boa dorl ayy 3oN

ATAOTnD ©IOW SIamsuy ‘OW WOIJ SWTL SIOW PaoN SHY
$3IDTTIUOD

wawadeury sajes

damn>  jeuopneziuedio
2y Aq Ajodonp a3yl 1040 PILIIND Si [011GOD JO puD| VBYM

pe'e )

8 a-:«Qmu:ummJ

aoueTed dsey OL I10309ITQ UOTIOWOId PaITH
§Iamod TRUOTIOWOId SIOW SPEdN PasEUdINd meN
sTeSH awT]
I93STS SY UOTIUS3IW ‘sf0L 3O aunoury swesg
s1sed snhOnNUT3UCD
UQ passai1ppv ‘suorssnosig uado YaTM IDTTJuU0) ebeuey
Kitesy pueisiapuq
BAT3ITSUAS ag
i seTpoway
juawdrnba 1ep1o esn suotrieas burastxy
‘UoT3IPIS MON 104
«AboTouysal abpa buriin) xod ayl Jo INQ, meN pueild
JusmuoxtTaug burrtes Ay3zresg
UOTIOPSURIL BATILEC]
s31jauag yatm Auedwop 61d 3O 3Iaed
§381095 8IPYS Ol IUEM ION PId
spTY buTstey aYI1 3Is8np
sI1eitog xo4 butiadwo)

1sowadeue [eIauUdn

(a1mynd>  jeuoneziuedio
2y £q Ajodonp Y1 JOAO POILIIXD S| JOJIUOD JO PUPY IBYAM

(panunuod) pe-z

351



soafoidury ¢ dnosn uonsany

sa0hojducy  :¢ dnoisy wonsand)

8 siuedidiliey

3IDTTFuU0D I8bUOT ON ‘IDTTIUCD Y3ITM SATT OL poulesq
£oeATId JO 8AT3ID9301d [[TIS owos
InQ uaag oy burizeas sburyl ‘sburyg JUTOL BIOW
Ky1eg sewlstIy) puodes Iy Juawabuelry buriess on
paus3jos o143s juswabeuvn s, 1sbeuey TeI8U8S
i1s3[nsay
«30Q TOO), OL Wayl prol 3Juswabeuey aqley
§201 U0 da3g o5 30N AIL ‘seales 3sbuouwy IN0 payiom
suoTjoword ‘burisyien
‘1Te3tde) uo AsuoW 910N spsoN dniieas IBYL dOURINSSE8Y
93ewTID @ded ol @oej ul burieys aioR
atqrsucdsay eg
pueH 3O 3IN0 38D OL sobd moTTv 0N ITTM (WO) Appea brg
young oL 3Ing o9
‘2 89T pawey
WA aadng
SNSI9A WA PBseydInd ‘Iay’0 yoed wolj AauoW Buryey,
SUOTIEIS 3JUBIBIITQ ATTeOTIRWIOL
PUTH UI 831yl @ TITM shemiy
ssuoseay
§I80Unouuy o
uoT320poId Swos ubtssy ‘OTJJeIL YIiTM ©SOTD Tead YIOM
SWTL 8yl TV sabueyoxa eepr ‘bulxTwisjug
butriesas Teotben ‘ArTweyq aug oxT11 ‘Arpuetig KAiep
s3jels sa[es uaamisg uor3iTiedwo) psouryuyg
UOTIPWIOJUI 2WOS dIRYS 8I03ID81Ta weiboid buriaduwop
:L3rTTqTIRdwo)
butpring umo uTyatm .bog 3em HoQ. ‘punoirv peinod
30TTFuo) 8bng ‘jyeas sares dn exoig
uor3e3ls paseyosind
OL PTed UOTr3lUa3I3V¥ 104 PoIYbTIIS 3184 Jjeas iedng
uor3riadwo) [er3Tul
901330 s9Tes Ul papmol)
bty ‘peitravds Kiea
$30TT3uU0D

1uowddeuely Idewj

(ainind  [euoneziuediso
Yy Aq Ajodonp sy 19A0 PILIIXD SI [0IILOY JO PUR IEYM

\— PE'S J

£ nuuwn_uCuumJ

18y3sbol 19HUOT weyl ST Ol ulea]
STTTIAS uoT3eOTUNUWO) 183398 dolsasq
butieys 3o 30T ®9s aoN og
a1doag maN buimouy ung

:s3Tnsay
s3ybTsuI qor a1eys ol Isaulred paubrssy
suorssag anbritx) Tenprarpur
butiesn 3jeas Aryeom
juarel areys ol uotido

t 58T poway
saby 3JJjeas sbeirsay ul aousiajjitrqg b1y

§80Ua18JJTQ IeWwIOod Y3ITM sabueip puy saiddy
tsuoseay

UOuwRNOD Ul UOSNKW JION
38114 ¥ ybnoy ‘Adwng
$30TTFUOD

uswadeuep suopelsadp

{a1n1nd  jeuopiezjuedio
aqy £Aq Ajodonp 2yl 1I3A0 PILIIXd §I (ONIUOD JO pulf IEYM

PtV J

352



sasfofdury :¢ dnosn uvonsanp

saofofdary  :g dnoisn uonsany

S ugaun_utuumJ

abexono) smon dn joed
Iabeuen ssautsng o4 dyaH
mOUyS BUTUION TEOOT BATT ®1qTSS0d
JUBISTSSY 6910S/UOTIONPOId SITH
J31°38 310ddng aureg
sljejs ssles ajeredes
UOT3IBDOT BUO UI UdYyM spasN ookoldug ssasseay
pieod KIosTapv selordwg maN pepunog
£103091ITq weiboig ajzeiredosg
$6UOTITBOd
BuTT1TE tenuuvy sI1eTTOQ UOTITIW SUQ O 399
TeTIUBPTJUO) sueld azeiredes deoy
Kemy uoyer 1esdq
peais
$38TT IUNOOOY IBT[RWS
a1sydsouly aat3irTiedwo)
1205 snuod pud-Ieax
1UOTIPATION
saakordug 12481 1amOT piemay
L31un3zoddo uaptoo
Atatea ejesuaduwo)
suotiesuaduo)
£31eq svwisriyd IV uoTIE3IS BUQ BY paijoy
ts3udAg

diysioumgQ

lAlodonp oy
Utylim uonLeidul uoliels Iyl jJo (spaou) soimeudp (3urBueyd)
a1 01 (sa1Borens ieym) Jupdeas Kjodonp sip 2as nok op Mmojj

2t 1

J
4t sisedidiiley

§103001Tq weibold ueamisg uoTiezuswTradxy swos
is3[nsay
ouoo anbrisdw ‘1ayjsbol ur saow
s9pn3ITIIY
‘sbutTeai Inoqy (njsIe) e13xzm ‘307 ¥ ®douad arppeIas
UOT3EIS Ie[NOTIARY V ION ‘NIoM Y3tM sI A3redoq
suoljels 1nod Yirm Auedwop sug 103 yrOM
3 S8Tpoway
80 JO PIPSH UBAZ I8ASN ‘UMOlUMOQ PaseydiInd
dumouxun 3o Ieajg
Iay3abol 19Yylo yoed piop siuswiredsq
1 suoseay
T1I9M
butpuatd ‘sejor burirel ‘selTws Y3TM punoIxy butyTem
uoririadwo) 810N Iybnoyl pasrtading
‘I1eM Tesy uoT3ideisjzul butwweiboxg
suotiels ejeiredss ‘Burioerajzul oN
pUnOIvY 18430 Yoexg YO0uy ION og
poos 433914 3oeasjul
LrTwreg v 8yt
wesl ¥ JO 9IOW
:L3r1TqT3RdWo)
uotatisdwo) Ayiresy
$3UNOODY UTe3I8) 3083101d
»2396png IT8YL JO TIV o)el NOX pPId.
‘sjjels sales aieredas YITM sAng I8AQ UOTsUBL
73eas buowy uoritiadwo)
Ksnojeap
~8( puy wWaylL., JO IOT
$13DT13IUu0D

Judwadeuep s$sd)04yg

{d4mi{nd>  [euoneziuedio
oY1 4q Ajodonp ay1 33A0 PILIOXD 5[ [ONIUOD JO PUIY IBYM

P9 J

353



saafojdury  :¢ dnosr) uounsand

saofojdur] ¢ dnosn uonsany)

[*] uacma_u:LNQJ

18430 YorT 3ISTBSY

SUOT3RIS TIV Y3ITM aunl ug

Juawon Auy IV s3USTD Jod peiedeig

I3338d 30onpoid mouy

poos £31381d §30NpoId oML paTpueH
isaT3ITITqTsUOdsay

30edx@ oL 3eym mouy ssalorduz peseyoind

STTeM UMO UTYITM 3aT3Tiadwo)

dieH @10W ‘poTaad TeYil ‘uoTienTeam
$8UOTITSOd

suoTssas buturtexrl Aixoom

UoT3eDO0T MON UI 3500 STEIOW

I8A0 6] 3ISIOM

Jusuabeuen buowy sespl burreys

UOTIEPTWIIUI 8ADT[aY oL burorioeird ‘burkerd atoy

§1e110Q PuPSNOYL PaIpunyg Tel1aasas 31abpng JO peayy

§TeOS TeToueutrd 399N ol xa2ing padrsg peseyornd
1UOTIRATION

Iparqnog 30N ‘sseaiour Axeres

uoT3tiadwo) Yarm e3ey Mol BUTTIes OL pesn ION
tuotjesuaduo)

iudwadeue sofes

(Alodonp ay;
Uiyitm aondesaar uonels ayi Jo (spasu) snweudp (BuiBueyd)
a1 o1 (sardarens jeym) Bundeas Ljodonp siyy 23s nok op mojy

2¢°F J

—
6 sruedidniey

arqrxard Araxtaud od
Spue3siapun Jjeis ains oYew
UOT3IDBITQ 104 siabeueW Y3TM WIiolsureig
puads ol 2I0W YOnW MOH
Iabeueyw ssauTsNg 104 S9YDEPESH BIOH

$898T3T [TqTsuodsay
81edS JO sarwouooy ‘uorieor1dng juswdrnbzy on
S3usTel [TV JO uoTIezTTTran TINA
butprrng a1buts ur ueuyy
3sTuoT3idenay suQ ‘18beurH 851330 BUQ BIPUTWT[F
sTTIXS burutelr y3tM Iebeuey safes Teliauss
sates ‘butumwresboxd ul UTM/UTM GoYeH Juswabeuey
uos1ad juswabeuey auQ ppy
juawmyredaq safes ajeiedos deey
Juauniedag safes asealdur
suoT1Ts0d burbisn

$18UOT3ITSOgd
aoeds ybnoug
paz131hbtad ‘OTpPnis BUTPIOODY MoN
uotr3rT3iodwo) ueyl syool ‘ebpaimouyd oSIOW
butuTtexl sajes paaoxdwy
joadsay Teniny 2aey
s{eod buriary
J19s asuteby siautr I93TIM OF ybnog,
jualed IV DUTTI®X Pri ped ‘3ITnpv snsisp Iabunox
umoq

pauol Ind uapTAad [T1T3S IeMm adil opueumio) ‘saTssaibby

1UOTIRATION

1ey3ebol 3TS JON

pta si2ounouuy buTuIloW ‘A3zed AepTToH IV S3ybTL ON
183UdAT

sadel owsq Io4 S3ATIUBDUI UOTIONPOId

snuod ‘Axeles yitm
tuotesuaduo)

udmaseue [BIIUDY

lAjodonp oY1
UIylimM  UONIBRISIUL GONEIS 4l Jo (spadu) sotweudp (3uiBueyn)
ay1 o1 (sa183nens jeym) 3upnoean Ljodonp siyi 33s nok op Mol

2¢°2 J

354



saafojdury :¢ dnouy aonsong)

soafojduwcf  :¢ dnoin wopsony)

Ulglim  uon eI

S siuediotiseq ﬁ

Iabbtg 389 Atuo 1TTM peoTyIoM

juswudrnbz y31M poos K1teoy

(10308110 but3axIey

TT1eI5A0 UV JO UOTIIBSSY suorzezadg s330ddng)

suoTje3ls

TIV JO BUTYUTYL 3ION puy 31 oL 8so[d 389 oL puay,
tsaT3TITqrsuodsay

§1300pPOId ‘8I8DUNOUUY SIOH poay

punory 31 peeids ‘saebatiaqg
$8UOTITSOg

81001 sopTaoid Auedwo)

XI0M o], @oedg ‘wooy 810K

Iamod uoT3IDNPOId

B4l 2oTmIL ‘Te3TbTa oL sorpnis yjod pepeibdn

A3tabajur pueuwaq ‘3oadxy

B8I8330T6MON UOT3IE3S @bueyoxy

peTquny sojoyd Iaounouuy

§103081TQ Weiboad BuTIOTTFUO)D aseaddy

A1eaTsuaixa peseyoing 9sTpuRYDIBK

‘284ng uo 3abpng Kemeaats aseaIou]
TUOTIRATION

1gowodeue odew)

{Llodonp ayy
uonels ayr jo (spoau) so>nweudp (3umdueyd)
1egm) dunoeas Kjodonp siyy 235 nok op mo}

ol 2

241 0y (sa18a1ens

J L

b uucnaku:uum)

SUB[d WIT4 ON
833e31s ajeredos oml Areiewrin
adoteauz punos 3o spug a31soddo
$8UOTITSOd
3sTboToYoAsd TeTIasnpul y3TM peiqgea
§Ie) smaN UI wa3sAg uoTieOTUNUWO) 183394
wooismaN burtztisindwon
18Yy3l0 yoezg joadsay
aaT3TIadwo) deey
SUOTIPATION
«Astem AsTed, resd 3uem 30N og
A3zeq sewisTIYD IV ATpusTid ‘e3rrod
IaaQ but3izeis axT1
183UaAg
SINOYUBH pPa3ISeM UmMOd 3InD
suotaesuaduwo)
udwaseuep suoneladQ
tAlodonp ayy
UIYlM  TONDEIDIUL UONEBIS Y1 Jo (spaau) solweudp (Surdueyd)
Y1 01 (saidoienis 1eym) Bunoeas £jodonp s|i 235 nok op molj

28y

355




digsioumQ p dnoin uopsanp

S u-:«Q_utunQJ

s{oa2T arqeidadsay oL moIo sutbier mor4 ysep
§8SPaIOUI SUTT Woljod
JudWISDAUT SBOURYUF
39ssy butwioyisg
IT3O0Id ¥ ayeq
Ksuon sioy
tJUBWISSAUI UQ UInyay
satbisuks 30 307
oMl ueylL 8ioW fenba prno) eup puy aug
SUOT3ITS0d awoS JO uoTiestrdng-uoN
sasuadxg butiexedp ur sbutaes Tesy Axea
pautquo) s,butyikisag
i9[eds JO SaTWOuody
abeury
SpooN aales
s K Tunumo)
uotiepunod ‘sbag 1abuoiizsg
00X JO 3Ied sio3T3adwo) Iawiog
310W paystidwosoy
88300Ng JO uoT3loEIBI3ES
tTeuosiad

digsiaumQ

toumo a1 10) 1agjo Kjodonp a1 ued 1eym

ep|

sookojdury  :¢ dnosy wousony

Si munwamu:huLJ

§882014d buTTiTd BuUTUTTWIIL
SUOTIE3IS [V 104 SISQUWNN oweS YITM SIUSTLD
s[eoo burssenord adrios
spoyisw uotzerado BuTurquod
§91npod01d aaoidul ol shem 104 BuryoOT
tsaT3TTIqrsucodsay
F3e3s 31oddns 801330 ®10W
3stTuotideoay aug Ajuo
atdosg otryjeir doyoed ‘orjjyeIll
99819A0 OL UOSIdd BUQ ‘SIUPISTSSY OTJJell buvaep
pa3InqriIalsIpay sqor ‘peuteig
$SUOT3TSOd
otpn3s sseiieded ol oo
3utod buoils sI uor3zeOTUNUWO) ‘saxog uorissbbng
Is31end yoed siuswisn{py ‘epniTizv poon saed ol pasN
Iay3aboy aoup dnois Jo 3Ied ¥ 9IOW T84
arem33Jos Ioandwo) axoW buisp
burissutrbuzg ‘jusudinbg 3sag siow ‘doys 1ebbryg
wooy T[OIIUOD Puy¥ OTFjeil usamiad laded ojeuTwrTH
SUOTIeIS YIoMIdN oL sweiboid 1ajndwo) 210K
191sed bur3zen ‘uosied eizxg
soakordug oL pred uoTiusll¥ 3ILAIn
TUOTIRATION
§3TOUBTOT I
INOQY payIel ‘I03D8ITA UOTIONPOId YITM I8W
1s3uUaAag
uoTaels yoeg Joi siabpung juswizedsqg TenprATpuUl
ASUOW BIOW YITM qOr Y I04 3J2T ‘Iekeld weal ¥ ION

suot3esuaduwo)
:-UEQ&N:HZ $$92044

tAjodonp oy
unpiix volEINIUL UONEIS AY) Jo (spaou) sonueudp (BuiBueqgo)
21 o1 (sardarens jeym) Bunoeas £Kjodonp sl 295 nok op Mo}

— 2¢°9 J

356



diysioumg  p dnoig uonsangy

diysioumg  p dnoig uonsand

1 n:._un_u_:amj

SUTT 3ITJO1d burseaioul
$IUBWISDBAUL UQ uIn3ay

E87eS TRUOTIEN U] UOSISd duUQ Iog sAeq ATuo
t91eds JO SaTWwouoOm

wowaseuvey sajeg

{1dumo oy 10y Iagj0 Ajodonp syr wed 1Y
ere J

~
z siuedidjisey

BUTT WOIIOH OL BIOW UINISY SONUSADY OML
utbren 3r1jo14 183304
QU1 woljod UQ snuod wial-buog
8UQ IP9X UI JWTJ ¥ 3ION
$JUSWISBAUL UQ UInjay
sbutaes 31so) Keg oyr Leqg snopuawail
JTeH Ul 30D Jusd 'SOTITIIIN
$8TRDS JO S3TWOUODF

JuDwWoseue Jelauay

Um0 ayr Joy Jajjo Kjodonp ayr ued jeym
ebz

357



diysiaump  :p dnoty uonssng

diysioumg p dnoiy uonsond

=)
t siuedidnaey

L1satieroqerto) sbeuey
8jomol1d ‘U0 3onpold 389 ‘yoresssy ‘ur 389
o1PPed ¥ Y3TM I8UTT ueadg abieq ayrq
PUNOIY UInL DTIRWOINY ON
S04 ol Moy ybnog
tA3Trey
100d buTsSTIIBADY JO @lwys Isbbig o0
bunox @3 30N oOQg ‘K1ejueur rdwo) weiboig
sasuadxg burjeradp peaids
anusaay soueyud ‘sssuadxy aaes
soTes ‘suorirsod dog sutquo)
ssuoT3ejoadxy
ISTXT JON PTa 3Ieyl A3TSI8ATQ 93eaId
83jewiog uIl KA3TSI9ATQ BI0KW pamo11v¥ ATodong
OT3IsTIeay JON L3T819ATQ S687 J0 Ivad
UCT3Ie3IS OTpey XOTS ¥ OL puty ag 30N od
A3trend ybry Y3ITM paarag saousTpny ajeiedes
UCTIRIIUDOUCD-IBAD ON
°aq oL butyi 3ybTY
$adTAT8S OTIQnd

digsiaumQ

d3d2umo  (ayn
Woiy paatadas stam Ajodonp oy Inoge ¥oeqpaajssuondoadrsod
1EYMm) a4y £q Ljodonp ayi Jaa0 pauoxa st jonuoy jo pury reym

q¢°1

J

S m~=wa_u:uam1

Aauol auTT woljzog
aNnUdA3Y IIOW
$IUBMISIAUL UQ UINjoy
At1eroueutd uorjess I235Ts droy
Aouatoryza 3sop
8I8U10) 3IND OL sxa3ndwo) ol oo
uay ‘suoyg aug ‘sbutpiing
aTdr3TnW but3esy IoN ‘BurprTng suo ur TV
Iadeeyyood ‘3IsTuoridessy aup
Y3ITM YIoM of Jatsed siat[ddng
Xaseyoind 1abbrg
1a[eos 3o saTWoOuUOOx
sbierug ‘puedxg
ol A3tun3izoddo sssutsng umol-T[eus 68ATD
s L3 vununuo)
abualreyd UQ S8ATIYL
:[euosiag

UaWIdReUR $sd20014

33umo oYy 1oy Jdjjo Ajodonp dyi ues jeym

et 9 )

358



diyssoumg Q:O._w uonsany

digs1oumQ  ip dnoin BO4ISONYD

)
t si1aeddnseyg

aatssaibby
sjjels oml buTieeIDd 3INOYITM SUOTIPIS OMI UI JUSTOT}IE
BUTYUTYL STH Y3ITM S93EDTUMIMWOD 3eYL JIeas
aT1doad ssoT Yatm stesaq
asuodsey Ia3jed £399

tKyTTeay
UTM/UTM ‘SnTes 3598 ‘@3ed 3IsaybTH
ITJOId ¥ OBYPH
Ter3auaijod Yimois

ssuotyejdadxy
og prnoM 8H eym maui ‘Atodong
putyeg peTIied SUSzI3ID JO suazod puv L3ITd
I8300IRYD
SPO99N 8s2uUTsng JO X93SLD3I0d POOH
193seOpROId K3TiEnd

:180TAIa3S OTIqNd

ludwaseuey sojes

l3aumo - (an
WO} Ppaatddal asaom Ljodonp a1 1noqe yoeqpaajssuondadiad
1eym) oyl £q Ajodonp oY1 JOAO pINIaXD St |OJIUOD JO PulX JBYM

- . av € J

9 uucnn_um-umwi

suorioelorg moreg T[iem sasuadxg
STEOD BNUIASY JON ‘TeOH MOTd YseD Iesi 3ISITd 3ITH
Ieax 3ISITJ suctieldadxy ey
abeuey oL jjyeas SMOT [V
IaumQ 104 sayoepesy Auel sy 3snp
WTH Xooys 3jouued ‘sdes aH jeym Ag £93BATION
3tun @jeredeas sy o@jocwold ol Asuow ON
AsuoW s,18PTOYADCIS UQ SUOTSIOBQ SYEW OL pred
aoerdiayavy Axeaz jon
sKatreay
83101104
‘sautiapInog ‘erialri) juswabeuen buoias dn jes
suorjeiado Aeqg ol Aeq se[pueH Jje3s os pain3ioniig
IesX 3819 V (p661) omL Ieex
MOTd Ysed aTqnod ‘g0£-30¢ sosuadxd asealour
11¥ woid 3ybriad s3ioedxd ‘jyeas TV sauTquo)
Ksuon yonw sy pusds oL jueM 30N §30Q
’ BNUBAIY UYONW SY SOTIML
§96€8I0Ul MOTd YseD uedTITubtrs ajerpoumy
818yl od TITM 83Tj0OId
ssuotyejoadxy
saafo1dug ‘sisusisTT ‘S8IBSTITAAPY DuTazes
180TATI3S OTIQNd

WIS eUR [BIDUDY)

3dumo (o
wolj paalaral arm Ajodonp 41 1noge yoeqpaajssuondasrtod
eym) a4y Aq Ljodonp ayy JOAO pOLIIXD S |OIIUOD JO PUIY 1BYM

vz J

359



diyssoumg i dnousyy wopnsany

diys1oumg  :p dnoas uonsany

4

&ydosortyd &3trend 8oTAIeS
330 spuel Aritegq
¥98D oTpey a[qeIITIIaD
buttepowsy 104 A3111qTsuodsay
slabeuey sales og &130811Q syeads
3oedur Leq oy Aeq 3o 307
TOI3U0D JO Teoq 3ealn
:hatesy
saakordug yitm A3tnut3iuo)
Ur ag ol 3ueM Loyl sqor ur Aeis ardoeg
1suoT3ieloadxy
peioadsay TroM
$8DTAI®S OTIqQnd
1sowodeue adew;

43umo  (aqy
Woly paatards siam Ljodonp ayy noqe 12e(padj/ssuondasiad
leym) oy £q Kjodonp ayr 1aao POLIOXD st [0J1U0Y JO puly jeym

'S

Y
siuedionisey

)

I uunm&_u_:uﬂ_J

10I3uU0D Texajeltun sey

PapurR-uado ‘atve4

UoTsT0aq BuTYeW 810j9@ s1sbeuel Iay3I0 YITM §3[nsuoH
) 1K1 TRBY

S3BH JUBIBIJIQ SIeepm

$90TAIB3S OTIQNg
W2wodeuep suonelsddgp

{32umo  (ayy
woly paataras 210m Ajodonp aygy noqe xreqpaagssuondodriod
1eym) oy £q £jodonp ayy 13a0 parsaxs SI |0NUoY jJo puly 1eym

av'v_J




sisdfeuy [enplalpu;  :¢ dnoig gonsany : dysiaumQ  :p dnotn uonsanp)
[ g§ siuedpiaeg ) ( 9 sjuedidriieg |
aurL buryutyg
81n301d 18bbrg
I03e81D3 EOPI
SWaTqoId ON
Aoeinooy
uorsTA
tJeuosIag
Teroraumo) ¥ aonpold ‘ajouwsy v og
I93seosizods TeooT
asbeuen sates ‘iebeuen [ersuss ‘3Jusprsailg
PaYOTL 31 mOH Mouy
‘31 PUROIY SULIV ‘SY3IUOW QML Y04 paseyolnd peijeladg 82TJJO UI SI R
doueptny JaumQ YITM UOTIRITNSUOD INOYITM SUOTETOSd YSey ON
sjuswitedag TV OL MOTJ4 UOTIPWIOFUI 3IDSITQ Y3II0d puy Yoed MO(d JON OQ pauIed] SUOSSIT] —
Ispea (188D SWTL ¥V IV labeuen uOT3IRIS BUQ Y3ITM SYIOM ww
iJjess suot3e3ls jJo 3uswabruew LAeq ol Aeq FJO spuey
3xoddng 1ebeq] ‘butissutbuiy ‘Huiizuncooy butyizkaeag uo qunyyg
butuue1qd sbuey-buog sjuswizedag [TV woild 3ndul ‘sespI ‘suotutdo s389
ThFS63000S UOTIRIS BYeN 19a@1 AW 3V 20uan[JUI JO 3IOT ¥V 3ION
JUsptTsaId quid Liejoy SUOT3IDVITE UTRITS) SBATID
§103081T1Q JO pIeod OL lamsuy but3ijes TeoH Ul asuan(jul UTeR
2UQ JO Is0D ueryl 5Sd7 I0d oOm] uny sKatesy
Aueduo) peysTiqeisd ‘suotiels uny iajjeg 33eas ‘auewdtnby burztuzspow
Ymoio aining ‘suoritstnboy Aouarorjza
SUCTSTIO8Q [Te1aAQ arqe[TeAY 3ITJOId 3I89d
S3RWIO] 3IUSI8IITA butyuTyy ssuotiejzoadxy
burzsautbud awos oL yseil Ino buryel woid 314 V 83Tnd uosi1ad PaluaTIO-AIT[END BOTAIBS
: Luedwo) 1@01A185 OTTQnd
diysiaumgQ Iuowodeuey ssadronyd
tidumo (o
woly paadaar aiom Kjodonp ayl noge oeqposj,suondaasod
tllodonp a4yt oy Jajjo (uomsod inok) sodeuew Yoes soop 1.YM 1BYM) oY) Aq Ajodonp ayY) I10AC POMIAXD SI [0JIUO) JO PUEY IBYM
- ) | ar9 J




sisAreuy [enpiatpuj ¢ dnoJss uonsaay

sisAjeuy {enpialpu;  :g dnol uonsany)

)
0Ol siuedidniey

£3T1TqTPBID
peztuebio
pepeay [oAo7
Jo0ysaTqnoOIL
a1doad yiTM buoiy 389
satayay
snood ‘wsersnyijug ‘Abisumy
aoed ‘UOTSTIA 8yl 38S
2ATO0AZ OL S38NUTIUOD
1 TeuOS 184
anduy buTuwmezboid ‘suorizowoid
‘swaygoid 193ndwod ‘oT3jerl yatm disey
SUOTIOWOId TNJSS8OONS UQ XIoM
JJels soles 93IRATION
WO WOIJ usye] ssal13s
a1doad Ul yimoisn yoeop
31n3on13s ‘sweal safes dn jes
iJjeas
§3UNCOOY UI-TTED
auT] paaes
SUOBWOS UTEBIL Ol 8ABH 3ION PTd ‘a3dulTusauc)
SE3UTENE MON 93IBATIIRD ‘X238s ’‘sales ajeald
K3tunuwo) aaxas ol sweiboid 3jusisijld
satousby yitm 3oeI93uUI
suoT3TsTnboy yatM drem
At1enb3g suorieis [TV 19a0D
dn a1 mo(d ol Butoo 3oN
uoT31o8ITd JO IsuUdg PooH
saouaTiadxd sales Jo L3atiep
peAatyoV og ue) anuaaay
s Aueduwo)

1awodeue sojeS

iAfodonp ay1 01 43jjo (uomisod Inok) 1ddeuewl Yoed sO0P 1EYMm
BS't J

-~
o1 siuediongeyd

uaipiTyd butrbeuen a1

uorieotristydos aiow

poputK-uado

SWTL ewes 3I¥ 307 ¥ a(bbor ‘syTrXs TeuoriezruebHio
ItTed 3Ing WITd ‘SY¥ISIW V 8)eW OL PTeIJy 3ON
UotrstTA Ieai) ‘atburs

(ogn) @143s juswebeuew 3vars

skem yjog 3oedsay uiey

s Teuosiad

sa[431s juawasbeued buriadwo) on
§S9001d UOTSTDaQ YIoous
sorsnofear aypuey

J980TD S3IUNRODOY IOJITUON
jusudo(eaag ‘uoTieonpi ‘butureiy
SUOTIDSITQ 39S

sI1abeuen 1sy3p uQ @duerTsd
sabueyd ‘sweTquid meN 18Acostd
drysiepes]

jususbeuey ol d9dI1InOSHH

sueld abeuen weyy d(eH ‘18y3abol yIoM ardoad burdieg
s1e0y alqeasatyov 3ng burbuayrreyd
UoT3IEIS Yoed IV SWIL FTeH

i3jeas

UOTSBTW SPUBISISpUN ‘BUTHUTYL JO UOTIOSITA SWES
Xood V @akH JON 0Q ‘sassaooid burjusautey
Azefes aug ‘sqor om], butbeuew uocsiaqd auo
anuaasy ajeiauan

21T1qnd aAJas

yibuails sayes

Aytunumiop ul a1qrsTA

uotiels [nyssedong buyprIng

sweal I1ayizabor buvriing

8e8pPI MSN aYT]

aouatioadxg

¢ KAuedwo)

wowodeuey [BIDUDY

(Ajodonp a3y o1 J9jjo (uotnsod INOK) sddeurwl YoBD SOOP IBYM

BS°7 J

362




sisdjeuy [enpjalpuj ¢ dnous uovsony

sisdleuy [enpralpy  :¢ dnoin uonsony)

8 uuaun_u:ummJ

bUTITIM TeTOIsuwwo) jusistsuo)

90NpoId ‘83TIM OL 9AO]

8IN3oTd 3TOYM IV Yooq

¥IOM 3II d%eW OL IN0 TIV 09

94131804 ‘oT3siur3ido ‘3tatds ‘earag

oTpny [e3iTbra moud ‘STTTYS UOTIONPOId a3enbepy

swes JO SIOWH 3Isnp ‘3usIazyTa Aryes sI BuTylon
tjeuosIag

juaiel JO 10329ITQ ‘yoro)

OTjjell lod siaquuN 3xed butubrssy

s11e3sqg uotjowold buriies 3o s3v sastrey

saoed ,sa1doad ul ‘38813S UO Jjeas burijen

SUOTI0WOId ITY-UQ

SEOPI BAT3IRDID

peol esel TIng

parysties just(o desay

subtedwe) butieyiew juowardwl ‘ubisaq

ump up azeredo jouued

suorjeoTunumo) sl Aay

speaf uswiliedsq ’‘sisbeuey suorierado Y30d YITM XNIOM
t33eas

3IN0 PIOM JYL IO OL ddueyd

eary 30 abpamouy

Spiemy JO TInd TTem

§3973IN0 OML Y3ITM UOT3ILIS BUQ

obew] buT3jeyIew osusum}

SUOT3IR3S Y3od Iod 3InQ Buryoo] uosiad auQ
1 Auedwop

WwwowaIdesey a3ew]

iAlodonp aqr 01 Jaj50 (uonisod InoA) soBeuews oea sd0p 1EYM

25 |

8 ».:«n_utuumJ

wea; bey ‘sjeredos desy 3ng wesl awes JO 3Ied
SUOTIeIS Uasmieg auTT meld oL ybnod
A311130830p
avuerisy-3188
SaYeL 31 IBYM MOUN
J1esAH y3Tm burherd sweo ssoyn

:{rUOsiad
ardosd @31PATION
33els 9[OYM Y3ITM 3IoeRIBIU]
onb13r1d ‘yolem ‘uslIsT] ‘o[04 IUEI[OSUOD
feaq o1 Kea Jo moTA [[eI8A0
a1doad ‘eaIly smouy

t33e38
sjusad Kjtunumo) weal aiqnogd
81I8U33ISTT JO aaTiejussaiday arqeabpaimouy
uotr3ezruebig pejuarip sares oaul 3ndul
asty1adxg burbess
K3toede) teuotraexadp ur uTyl
@ouartpny Yy3itM 31odded 1adoig burpring
Teuorssajoid ‘juawzivdag smaN Jo astrizadxy
Kqataep
KouaysTHUOD
og oM 3Ieym Iod uorierodeiddy
punoibxoed orped Y[l

s Kuedwo)p

1wwawadeue suopiesddQ

{Alodonp oYy 01 sajjo (uolusod Inok) Jadeucul Yowd S0P IRYM

ES'Y

363




sisleuy [enpialpul :¢ dnour uonsany

sisjeuy qenpiaipa; g dnossy uopsond

¢ siuedidliiey

siafeuey Tamag
ybnoiyl anuaasay aion Butrieisuss ‘butiesin
tTeTOURUTY
saoe[d 8597 ul ardoad sso1
19aB1L 8637
suoTjomo1xd ajeiredas
t11eo1sAyd
ured] ol saTbajeils maN ‘suorjeotriddy tebaqy man
‘suial meN ‘butiquoa 104 uorjeredaid
sgakordug 3o T9AeT 19ybrH ul bButig
S§3PWIOd 3IUBISFJTA ®8IYL Ul BUFYUTYL
tTe3usK
oL X1el of ardoad xamag
181809
saurty

diysiaumgp

{pautioy sem Ajodonp ayr asuis podueyd
‘suonunjy Jodeudew sejnonged e yoiym ul a3ues dyl seYy MmO}

qs’1

N

)

6l n_cma_u:ummj

IUBPTIUOD ‘Juaraduo)
sealy AurW Ul palqnog peoryIom peadeooy
(wo1qo1d eyl saey 30N og seakordug
I9Y30 saunssy !enss] sssuaieiedes jo asneosg
ION 6800 BYS SYUTYL I0g 88IYL [[V 103 SYIOM Ar)
suoTie3s butiedwo) ol uorzewrojur abnatqg
OL 3ION Tnjaxed ‘purW uI @a3eredes suoriels deoy
Ieax ised I8ag bButmorn
9I0KH In0 J1osAWw butpesids
UOTIPWIOJU] 3ID8II0) 3InQ butuIng of UoI 3Dt paxy
s [euosiag
#0714 yiomiaded oxeWw oL qor s, Apoghieag pue3zsispun
abpamouy 133ndwo)y 104 a[qerreay
JOIeTPad ‘suwe[qord ybnoiyy xiel
dnyoeg ‘Bututerr reinduc) ‘seakorduz 19y30 Bututery
wo3isds 193386 ug buryiom ‘sseursng JO 101 aypuey
133e3s
suoriels s,Auedwon T9yl0 YITM ooustiadxy
SUOTIEDO[ IV @pToad oL aW oL dp
81qeiTjo1d s1 Arodona 3O 3xed YotyM moyg
S3Td OL UMOlg usag saeg p(nco)
dtH 3v pautopr SUOTIE3S oM
IYbTsI8A0 TRTIOUPUTY TeIsUBY
S3UN0OOY §,U0TIPIS Y309 OL 65300V
308dXT ‘peaN ‘UM SIBUMD IBPUM MOUY 'Kbxsudks
TeubTs TeoTUYOBL PoOS ‘oTpny Kitrend iseg
Aouon aaeg ‘380D 3IND OL aIlayM mouy
931yl TIV IO4 OoQ UED I ‘8UQ I03 OQ I 3Jeym
3INpadol1d ’‘suIog awes
89IYyy 11V ol astiradxj burissutbuz
SUOTI®IS TIV UO IUBIIND 3uarid deoy
arouM s¥ 10 A1s3eiedss suOTIPIS 312911 O UBYM MOuy
sat31adoid a1dT3ITnW YITM Buryiom aoustiadxy
asea buriunoooy ‘Koustoriiam
t Aueduio)

wowoseuep Ssor0lyg

tAlodonp ayr 01 1350 (uonisod Inok) saBeurw Yoed S0P IRYmM
es9 J




sisAjeuy [enpialpul ¢ dnoiy gonsony

sisAfeuy jenpralpul  :¢ dnoisn uonsony

4
ol siuedioniey

Ayrriqrsuodsay aion
3071 v pabuey)

yonw psbueyp 0N seq
peIqnog YIom

SUOI3E}S OMI O @31yl wolij psonpay A31{rqrsuodsay

3ISTTT UTejUTeH SNTd SIV 9I0W 93BUTPIOOD
JUWOH 3I¥ OJd OL dBI0R
s§3unoodoy Aouaby

TeuoTIEN . 10 Teuotbad Y3ITM YIoM ATuo ‘paijoucid

§JJe3S pauTqUod
S3UNOCODY Pa3ILdOTIV~-3Y

3899118 UQ Uukyl I8yley UOTIDDITQ YaTMm Iy diey

s3e1dtril butaed 811
‘sbuTieoN 881yl ‘STETI8IRW JO S3I8S 881yl

s 1eo1siyq

sbutyl, @10 JO Xoeil butdeey

aues syl pied butijesn

autanoy Ayteg ul sjusuysnipv JO 307
1abeuey sa1eS OL POILATITRD
butuweaboid 30 3osdsy aeindwod uiea]
s3obpung jua18IITQ GML

8INn30Td I8peroig IV YOOI

oml sawtl butyikzeaz Yutylay

s1ejUusH

atqeabeueny 2I0W

UOT3IOR 03Ul HBuT33Ind SINOH paseaIdu]
30T ¥ 3vséqed

SINOH 3IOH

6 uucwn_u:h«nJ

dnixe3s jo butumrerboild Y3TM PBATOAUI ©IOH
83T3T1TqTIsuodsoy 8ATIRIISTUTWPY DIOH
butiseutbug 3noqy 8IoN psures]
859UTSNE S8[PS TEUOTIEN B[PURH 3JON PIROD
sied buthuey) Aizuezsuc)
uewsIod uotjonIzsuo) butrkerqd
s1eorsiyd
sonssl ssies ‘butuuerbold usemisg UIOL
STROD ’E8TITATIOV USIBISTQ @3LITITORS
Aeg Kiaaz pebuapieyd ‘peissy
A1snosurlTnuis suotilels ealiyl psbeuew IsAaN
Jamod uTeld 910K ‘8I0W speag ug Aray
umog sUOTETO®g ysnhd padioH ‘spesd
juawiredeq ol ‘uorierodio) wori 8pniITIeT BIONK
‘pebuey) a1d3s juswoebruel ‘sIesed BUTIITYS
I9perOIg YUTyg
sa13tTun3zoddp menN 104 PBuroo1 shkemlw
Iabeury ssaursng I933ed
syuey aatr3jriadwo) usamieg A31aT3de(qo UTejutey
«A160n ueIpTIYD AR
118D 3.UBD, ‘Fje3is paseyoInd OL DATITSUIS SIOW
t{ejUDK
pesnood 8IOW ‘SINOH BueS BIOW
MmoN ‘swo 3TTds ‘wo orburs sy sinog paseaioul
SUOTIORIISTJ [eOTUYDD]
[@aev1l s8o7 '‘savd] O 3IueldnTay
100q uadp Axap
sbutyl Aeq oi Aeqg up awTl s8]
Jebeuey [elauadn awTL [T0d oL Burirnsuo)
§JJe3lS sa[es oMl usomiag paieys
18339d abruey ‘3USTOIIIF 9IOW BwWOoOVY
sanss] ajeredas JO §318S oMl
rquawiredag yoed ul sburiesn aireaedss JO sI1es omlL

365

A1teuotieredp uotieztuebig 210w pesnood uorsta butizes
oty AT L

1Bawodeuep Sdes 1uswodeuely jeIdudn

ipowioj sem Ljodonp ayr douts padueyd (powioy sem Ajodunp o1 aouis padueyd
‘suonyuny sodeuew sejnonaed B Yorgm ul d3uel Iyl sey Mmoj| ‘suonsuny sadeuew Jepnonued ' oyorgm ur d8uel Iy sey Mmoj|

-~ as'te ) q5°7 )




sisdjeuy [enptaipu] ¢ dnolo uonsany)

sisA|euy [enplalpu]  :¢ dnosy uonsony)

;
] siuedioiiied

JIUEBIB(SSY UY ABH ‘MOysS DUTUIOW BATT pPoppY
1ebpng ¥ peonpold awrl 3Is1TJ4
9TV punos ION Od 3IeYl SesPI puld
siabeuey
3STSSY ‘suorieis TV Jod butratamAdo) ‘suoriomiord
p@seaiou]l speo] [eToIUOD
uor3iebsrag uoTionpoid Iod sa80fop JO syood @Iqnod
peoT }IoM ped OOL 3ION
se[33ed usiajyta buraybra ‘Arrwes awes ur TIV
om] sawT] uosiad Kiaad yonol,

tTeotrsiyg
abuslteyd 1saxey 3sabbtg
§)}00[d PeOd B8wWoS sajeal)
pucoss Axaag siess burbuey)
seapl umQ 3suleby burijedwon suorzeis 183sts
81n3101d bryg 3Iv oo
S98IYL Ul Uiyl
uotae3s yoed 1og L3TTIqeITNS BuTWIdIa(Q
SUOT3IEIS [TV 30833V sbulyl soH ¥ Yool
A11eoTpey pabueyp qop
uny s3ods 81aym UCTSNIUOD
sisyyead payyjny yjoous ‘buriead ped v doas
I935TS @[33T1 10 Isyjosd bra ejeceld
butiexien 30 radeay
SUOT3e3S UPBmlad UOBTRT]
A3r1eay Atodong otseg butules]

s [ejuay
ea1qeabreuey Kisp

tourtTy

wowdseuep odew]

(powio] sem Ljodonp ayy aours padueyd
‘suonung sodedew Jenonsed € yoiym ul d3ues 241 SEY MO

qs°S )

ol naca;_u:hmAJ

SOUM{18WOS UTYL NOX IPam
S8TI0IS UdIITIM-21d puy paredaild aIoy
Yazod puy yoedg Dutuuny eiol
IWbTUIBAQ 3ISOUTY psIqnoa sating
X008 UQ PTY MBN OL UOTIUSIIY S8IOH
Y3Ts Teog ol @1dosd Auvy sy ssuwl) Inog
usping PappPY JO YONW ION ‘pec[AIOM pasearoul
SUOT3IE3S TIV 104 Iuswriedeqg smoy ewres
§19pTNOYs I8A0 Buiyoor
Ueyl I8YIBY 3IUS[EL ITV Y3TM Bulyiom
SIURISTSSY UQ JuerITay

tTeorsAyg
uoTlEls Yyoea up 3IusisTsuc) butey
‘butod sI auo 3jeym Hutmouy Jo sbejueapy
UOT3IBUISISUOD ‘UOTIRIISNII BIOW [ed] P8I
503B3S 193S[S I00d oL paiebaiou 19dng
Jed Axep poyoioIls 3JoN
§9T100 PAPPY 300QV SNOTXUY
89TITIIqTsuodsay Ul payo3lysIals
§52001d NUTYL ul peajoaul ardoad aioy
Addey o1dosd 399
TIV 3I 9807 OL 3jueM JON Od ‘UQ-SPUEH JO §89]
MON I8AQ 31835 JON PInO)
UOTETIA SweS 9ARH Y3og aiIns ag

iTejusy
IUSTOTIIH BIOW ‘oWl aues ULl 8I0H oQ
butwinsuo) suirl aIow
I9T8Ng YOnW
SIPTIUSSST BIOW UQ SUDOF
§9730Q 92137J0T1d
alon a3jebataq

X a4

wowoHdeuepw suonesadQ

t(powtog sem Ljodonp syl aduis poduey)
‘suonsuny 1o8euew Jejmonued e yorgm ur a8ues ayy sey mojy

as's J




sisAjeuy [enpialpu] g dnoigy uwopnsanp

sis[euy [enpiaipu] :g dnoin uoysany)

6l u.cma_u_~umMJ

Tro1hed ol saueN aIow butppy

307 @ToyM ¥ psbueyo joN sey

sIaqunN @afordwd ul aseaInul uappns

POSEUOINd MON YITM SWHTQOId [edTUYDSL STqeIawny
pPaITeqmous 3snp

(A1odong 9TITASdUTED-UOS1IBdd BuUQ

INOJV MOH) SUOTIRIS 89IYL 103 83TIJO ssauTsng
81(3ug U¥ uny ol e1doad 831yl 104 9IqQTESOd JON
JIom ystidwoooy ol

jusudrnbg saey ‘sunyoa ur paseaIdul

aebieT 305 ButyzKisag

psiepriosuo) snid aizeredes

S3IYl OL Pa3IepT [05U0) wWoid MOTd Yyse) pabuey)
§87INg I18Y3I0 UQ 8YRL IOUUR) ‘PBIQnOd PEOTXIOM
soakodug aaTieIISTUTWDY OMI PopPY

X¥o8yD ol buryizswos sdeary

SI9XI0M 201330 uaamiad burijtys Lang

UOT3eD0] 8UQ UI SOTPNIS @DIYL

‘suoTiedo] ajeiedss Ul S93TS JajlTwsuell @8Iyl
suoTiels IV 104 sdais [TV

§3T30Q [eOTIB[D peijeurwr(g ‘sobesson
§930qTIISTQ ‘BuUOyd SIaMsUV 3Isne 3stuoridaosy
a1doad aI10W OL peINqgYIISIQ ‘pesesIdad PeoT IOM
sisbeuey sales UaI8IITQ Jod s3zoday 3IUBILIFTQ
peoryIoM y3itm disH ‘esforduz sug pappy

—_
siaedid>niey

SITTd8 Aed pInoM oyM 3I6ITd IV uUOTsnIuoly
SUOT3e3S oML Jod buryIom
sAemiv S1 puUTH ‘UOT3eD07 Bwes IV ag Key
31 UOQ BTpuPrH ¥ I8 ol burdig
s1a]dels ‘sysag OML ION ‘80133J0 aup eaeg Ol Teoo
pauTaymisap
putyeg ‘pspeoriaap
s Tejuan
S$InoH e13xy Auer buryzom
Atodong ai1ojog Buol peoyiaag butyiom
sdois 1sasN ‘Asng
S3UNO20Y JO abuey 1abreq
SWTJl, 8IOR UdelL ‘pabuey) 3JoN saeH saTIng
I8ITJ 3IT4d 3IS83I0H INQ 3Indg
IabuoT sheq @ATd sexel buyryrd
butmoys ‘buryoesy swil 210w
auopufl 3391 389 sbBUTYL B13ITT
UOT3eD0T PaseydInd wold SYOSYD
‘STITE ‘TTen BuT3I®D 1amOls ‘3I[NOTIITA SIOH

367

speorsiyd st

U3 eURW  $SS2J04d 1uowddeuey ssadory

(pauwsoy sem Ljodonp aygr aduss padueyd {pouingy sem Alodonp oy asuis pafuryd

‘suotiouny sodeuew sejnonted e Yorym ur adues Yyt Sey moy ‘suotduny sodeucw Jenoiged B Yoym ur a3uer ayl sey Mmojf|

L (panunuond) sw.cp - am.op




sisA[euy [enpiaipu}  :¢ dnosy uopsany

sisA[uy [enplalpu) g dnoty uwonssnd

-
S stuedidoniey

a1doog 1aytews dn 3ed ‘19bbr1g 399 sdno Brg Kem K1uo
88UdS OpEW IUSPTAH
o1dosd e13xd BITH
atqnog ol Auedwc) ur 3IsITd ‘3sed os pauaddey
9IND8S SOURUTWOQ 3IOYIBW IOJ POUOTITSOd MON
1£31 ey
aaTAaIns pInO) suoTiels Aem L1uo
ueld auwen ¥ ped
1eax 3o K3taorad dn burignog
§I98UOTd
9ATAINS O [8A®T 3XON I0d Y0Oo]
paitoxy
8UQ JO SIPPTW UI ‘sapell Ul 3T Inoqy burpesy
YW1 Isar joN ‘Atodong 104 psuuefd shemyy
3IseI183ul s5,19And burioejoid abejueApy snopususIl
sisones sy brg safzg ‘Kieog
eapl y3itm paiybrraqg
ssuorjeldadxyg
suotrjerado uo s3iybnoyr 3o abuey TTnd
uaddey ol butros sem IeYM MOUY 3ION PIa
uteby maN butyzdkzaag ‘ebueiss
Aouanbaig 399 pinoM asiad Apogawos
oml uny pInoD I YUTYL ION PIa
Apoqkiaag and ol buton aiaym eapl ON
ssaumeN JO osneoed sabuarreyd 3o 1I0d
seM 3I 3IBYM pue3isiapun 3ION pPId
1 8UI3DOUOD

uawadeuep [ei2UdD

(Ajodonp ayy o1 Bunqg nod pip suondadisad reym
357 J

4 u~=ua_9:u«s4

3ybnoyy ueyy 1933109 paxyIoM

‘ardosg 3o soerq ur Kbotouyoey,

183e81H 819M shutaes asuadxg

SV Iamsd Y3TM 31 ogq prno) ybroyy

@a1yl tenbd 3JoN ssog eup puy aup ‘buocim o1sM oM

SI 31 3eym ueyl 1abbyg 307 ybnoyg

31 3Isuteby uInl prnom srdosd 9ZTTEeay ION pia
st TRy

SWOTQOId INOYITM SS2UISNg JO awnjop IaybTH sTpueH

AsuoH 3O §307 puv s101 exey

butuwrexb014 pooo 104 Katunizzoddo K3tunuwon

£3rirqrsuodsay TeUOTITPPY INOQY paaToxy

§85UTSNY JO aIOW UIed]

910N pabuafyieyn

T19S O awTl ITY JIOH

S3UBTID JO INO ABUOW 3IO0H 339 0l 1eTseqmy
tsuoTiejzoadxy

K3tunumwo)y ur A1308110) paaTaniad

SI98TIIAAPY JO obeiueapy a)xel 3oN og

@1doad 3esdn of 30N [njaies

8INS JON seMm ‘31 BUOQ IBABN ‘paleds
$ SUT3DUOD

diysioumQ

(Aodonp sy o1 8urq noA pip suondassad veym

67|

368




sisAreuy penpiaipuj g dnoly uonsonpd)

sisA|euy |enpialpuj :¢ dnoln wopsaY

9 u~=sg_u:hnm4

310ddng jue3Tnsuo) yitm dn poaxoeg

XI0oM piey JO 301

PUTH JO aoead

uoririaduo) paieuTwy [d

BUTAIDSIW JO SIUBWOW awos

Auedwo) 104 @YdeW UI SS8000S pedIOJuley
OW Ol Ydoys

sKytTeay

yabusiys tevay v 18dng Ag aybnog buteg

6 uucun_u:hakJ

Iabeuey
§9TeS TEUOTIBN OL Yoed pPayo3iTMs sa[es [euorien
‘ST1ED TEeDO] ueyl 8IOW auoyd ug Iobeuew peseyornd
sarfodong a10K 3ION 8IY ai18yj pestiding
jutodpuels sssutsng WOId SACH POOS
31 pPTa 8M paseald
P&snNJuo) jeymauios (1T3S
33e3s sares oqwol uQ In0 T1vIs Linp
uteby 31 og ‘3l aaol
poO3IsIspun puvy pauteldxd 1s3JV poaiby
butbuayreys oiowW

Lyt resy
uteby 3rids ‘pautquon ‘Arrerirul Aysjeredes pros
Kuedwo) poon ‘3IeyiIen O3UI awo) OF K3tun3aoddo
pPajueM I 3eyM UQ pasndOd
suoiv skol AW saes]
‘asnoyleld AW ul ApoqoN ‘3@eW oL sejond
uoTieas paseyoind 119S Ol PeH po3leIisnig
uot3daoiad aaT3ITsod
oquo) a9 TITM sAng 160W ‘s3ewIog
1a21Te1ed Y3ITM JJeIS 63|eS OqUOD dARH O] JIBURSTD
§6800NS PaUOCTISTAUX
butread ssuszug
JaaQ butyel a1y oM moN ‘Kibunyg 1amod

butryeotridng 3oN ‘uotado arqera peiroxd
sIeT1od pY ‘SIaqunn 8S91d paaalTod
’s12ua3sT1 oIV ‘a8rdoad psaissun aales tsuorjejoadxy

Jewiod BUQ-UQ-3UQ 8YDTN PuTd
juswaitoxy ‘LA3tunizoddo
UTM PINOD oM uotTiITubodOy

tsuotieyoadxyg

QWTL BUO IV SUTEIL OMI SATIQ OL 3ITN2TFITA
sie{Tod pyY 311ds ‘e3adwo) ol 3juem JON pId
asiom 104 abueyd ol Hutoo JoN @1y sburyl 3I 3INS ION

1abeuey paseyoind

Iopun soTeS [RUOTIBN UQ Iaum) Y3T¥ peaibestqg
3UON

yonW mouy IoN pTQ@ ‘Aieos

uot3tiadwo)y 3o 301 ‘aarsusyarddy

doo1 ulr uosiad MoN

oml saurtl butyikisazd

369

{suUI8dDU0)D $8UIBDUOD

judowddeuep suoneladp 1uowodeuep sdjey

(Atodonp a1 01 Bupq nok pip suondariad 1eym lAlodonp oy 01 3ursq nod pip suondadsad reym
Sy ) 6t )




sisAfeuv [enpiaipu) g dnoiy uonsand

sisA[euy [enpiajpu]  :¢ dnoug uonsand)

St »acua_u:uumJ

ATodong butuuny JO SOI3IISS80SN IV pestidiang
S3TJouag 895 ‘ATInJIepuoM 3InQ payIom
Juewisnlpy Jo 316 ¥V 831nd
abuey) burdeiqui 3noqy pooo I18d
SUTEd buimols ‘swalqold oyl [TV 23edYOTIUY 3ON pId
«T013U0) I8pun Triun sdwey ur butig {3jeysyapug
3.U0Q og nox Idad3eyM, ‘sinod buog swos Buiyiopm
uotT3ienyTs arqeoq v
«STUL P93N 3,U0Q I, I®8X JO pud V¥ paItrl Alfesy
awoipuds prryodess ‘uoTierysnid ‘Ieeyg
9Bl PINOM 3II XIOM @ZT[e8y ION PTQ
09 NoOx sY paulead]
I5ITd IV spusprarq brd 30N
PITng o] ssao0o1d buog
peiTeasay ‘padnoibey
I INOQY MUTYL OL SWTL 8APH 30N PId
shatT ey
uo butoo sem aeym mouy -
juatel Jo 307
Kouop ewos oxen
1Ted OL 3juem 3ION prd
ordoag A3treEnd ‘uoriezruebig feuorsssjoid
3T SIPUEH PIBOD I FUTYL ION pId
Jearn ‘ebusiieyd v o4 oJ buton
tsuotrieloadxy
3INSSaId ‘'UeOT BIIXF ‘8ITT (Io0UMO)
§,pueqsnyg AW UI STYL 3JIueM 3ION PTd ‘3T 3IsuTeby
aWNTOA YIOM
sqor desy prnoM Jjeis psseyolind JI Mmouy 3IOK pId
PUnIOIH 330 WY paseydInd 389 3ION PINOD SV OMI preijy
41897 213311 ‘suoTisend 3O 307
¢MON butog o8 ol pesoddns 1 wv jeyy
YI0M 8yl d@0TM] @aeg ol buton
¢qorL ¥ @aeg 1 og ‘preajy A{resy
1 SUI2oU0D

WUaWOdRUBW ssadolg

tAlodoasp ayp 01 Buplq nod pip swondadiad reym

259 )

N
/ siaediditey

ra

butpremay ‘sbus(reyn
YitM 9aTT ue) I butyjsuwog
Addey £119214 ‘umog periles
butpring I8y3rd ur Huryiem swuTend on
jueM siabeuey jeym mouy
31 JI0J [8ad poon ‘pezruebio ‘Asezg Kijeid
butuutbeq ul uoTIROTUNUMIODS IW
peg Jeyl 30N sem ATienjoy
buimors sI 3eysey
tA3rTeay
an poztbisug 3jewrog mop
31 825 1 USUM II @ndTIed TITM I
ung og TITM ‘Z83jv 09 o5 piard butdkera
uado sptM ‘3juswiredeg suoTjoWoId Mo
19430 Yoed 104 IO Yooy ‘oadsay
uot3eradp 8so[D ‘Aitwed ‘wes] sy DY ‘IN0 3T MIOM
Joyiebol swod TTTM satydosoriyd usiajitg
8OIN sI uoritiedwo) eijxy
burivoxy
tsuotrjejzoedxy
. sIouny Auey oS
§3T3INQ B13XH INOQV 2atsuayaxddy
191004 39D J0Od ‘I8YoT¥ 39D yOTYH
POYIOM TV 3II MOH puelsIapun 3ON pPId
dn deay I pinod ‘pardriy puy petqnog ATiesy peolxiom
ssan B1d v o4 ol butos sI sTYL ‘AW YO
$8UIDOUOD

wwowodeueyy ofeurg

tAjodonp oyy 01 Builq nok pip suondossdd eym

265

370



uopgnadwo) :9 dnoiy uonsamy)

v n-aan_u_:umj

I09IJF YOOL VW I833V II Y3ITM od ol butyion

spuewaqg ‘ToI3uc) oN ‘3andul afqentea

8UOTITPUC) 3889d I8puf

‘Juncury I1eT{og 3sed SIUEM ‘UeRD SY YONW 8Y 389

31 uny o5 butryrImun

butwo) sem 31 mauy ‘sbejueapy oyl ped
$9pn3ITIIV peseyoind

autasders ybnoiyl pessairdxy JUBU0OETA

IaAouIngk
s [auUOs 184

Jauing 3oeg UOQ Ind ‘SS8TYITOM WV

ueld Suweo @ARH ‘jewlod [nJssadonsun burdng
tbutumre 16014

umog weyL 3o oM

3124 ‘uadden 30N pIa ‘a@sTey 399 prnom Xayy, prol
s{eTourRUTd

ludwadeuew [elaudn

(uonels sauyted (aqy
wolj poalaral asom Ljodonp 2yl noqe ydeqpaayssuopndadiad
1eYM) ay1 Aq Ajodonp ay) IaA0 PaLIdX3I $| [OJIUOD JO PUpy 1eym

®9°7 J

uonnadwo)d 9 daoin wonsony)

9 n:._wa_u_:mmJ

fusug ey, ‘389135 €SOIOY a1dosd

s3n04Ang Atodong-a14 ueyy Teuorijoud al1on

IT38uUad ¥ 0N Wd ‘WY 3Iybnog Atuo

3InQ J03138dWo) Yool
tapnaiTaav 1sing

awoIpuds 13S0-I8UUTM

Ieas JO I0]

39)Ien punoly burieord peiiels piom
$9pn3ITIIV paseyolInd

31 o3ul butry3zfuy 3Ind joN prg

Wi yata Butielabap ‘buriars
tbutumwerbozg

MOTd ysed ON peH uoriels

aTQ AT[eDTSRPY OL PamOI[V
tTerourutd

diysi1dumgQ

(aoners Jouited (o
wolj PIARII 210m Kjodonp oyt Inoge yoeqpoaajssuondarsad
1eYMm) oyt Aq Ajodoap ayi I0A0 POLIdXD SI [UNIUOD JO PUlY IEYAM

B9 ] )

371




uounadwo) :9 dnouy uonsuny

gonnodwo) :9 dnoin uonsany)

z uacam_u_:«MJ

BUTINOY BWeS UL )ded 399 OL 3ON
19pn3TIIV J0ing

yoeqpeod amos
13PN3ITIIV paseysing

I8a0 awe) seakordwd oml
sTeuuosIag

Jewzol Aixsalg peyil
sbupurrexfoag

Yyeeq oL buypeerg
sTefoueuTd
wowaeue)y suopesddp

(uopeis Jourred (ag
wolj PaAPRda1 31am Kjodonp a1 noqe ydeqpadjssuopndariod
1eym) ay3 £q Ajodonp a1 JaA0 poLIdXa 8| [01IUOD JO papy eym

29 b J

k4 siaedidnaey

8358I93UI 8, I8UMQ paseydand Hurioeloid
ubysaq uQ 310339 weal
. pain3IoN
18430 yoeg up uspuadag-o) ‘dIysuoriefed pooo ¥ Juem
80TApPY bumysy ‘Huywrojzur
‘gsbuTiooN ‘SUOTIREIBAUCD 8uOyd 3jue3lzsuo)
18pn3aT3IV x0dng
889UDATION301d JO buTlsed ewos
butyikieag oq 1sing o7
A110a peiexedood
$18pn3733¥ peseydind

wowodeue sajes
(uopers Jauysed (aqy

WOl PaAldddl asam Ljodonp ay1r noqe Ideqpaaj/rucfidasriad
1EYMm) 341 £q Ljodonp Iyl IJDA0 pOMIIXI S| JONUOD JO PUFY 1BYM ;

®9°§

372



vounadwo) :9 dnosn uonsan)

wonnasdwo) :9 dnoio uonsand

4
L siaedidnied

300 POsSOTD 3ION

satrodong JO @sneded 80T d8IeyS JO ©OUSPTAT ON

pajepTuijuy

s3ybte 3svopeoig AayDoH ‘YI1omjleN

SHED X0olL ‘sn I1aag 1s8mod oquo) Atjodong 1eylo

saweIlxd buTmMoys ‘s1sSTITSAPY OL Umod sn buryreg

suotr3jels Aauon aaTd Afuo

yoeqpoad YoSnW 3IoN

butyl, awes og OL PoSN TITM

31 9)T'1 30N pInoM o1doed Teoo1 pedog
tuoryT3Iadwo) x8Yl0

asuarpny

tanuasay 3I9)ICH JO XInd 8d pInoys ‘ereys itred 389

8IO8NH FO 3071

uot3e3s ueqin ATuo ‘sna oMl ATuo

oquIoy 2ATIOBIJE ©IOW PadN

suoTV-pueas YitM e3aduod op reybnox

UOTSTASTAL YITM UBAH BIOH

owty ybry ‘eoerd ybry

z03T30dwop dog Ino Yool

skod 6164 3O 8aka ul sxoeds 8[3IITT O8IV oM
suoyaen3yts 1e8ding

Kouon pepeoN ‘UoT3Ien3ifTS moud ION PTd
’ tuoT3IBN3ITS peseyoand

digsiaumo

: (uopnpadwod (A9
wol) paaladal atam Ljodonp oq1 Inoqe 1oeqpaajssuopndadrsad
1BYm) ay1 Aq Ajodonp 24y J9A0 pIUIAXI 8} _ob:oU JO pupl eym

q9°1 J

y sioedydjiseq |

3T38uag ON 3O seM Wd TeuoTITppY
tapn3ITIIN peseydind
poajeiedes bured YIMoIo JO Je8X 3ISOT
t{euuosIad
s3unooov ueaas Aruo ‘Aoadnnjueqg ul pivyodeas v
K3yrend juewdinby ubym
st {ejouRUTd
waomoadeuey $32330i1g

juopeys Jduired (ayd
wol1j Ppaajddal atam Ajodonp 341 Inoqe ¥2eqpasj/suondasrind
1eym) 2y Aq Ajodonp IYyi J3A0 pILIAXd | |ONUOI JO put eym

€939

373



gonpadwo)  :9 dnoss uopsoap

wounadwo)y :9 dnois sonsany

[ or

Teuosiad 81 butyjzdisaz ‘a13ISTYM ON YItTm
sued 11eq3ood oY1 ‘paiagyns dryspustid ‘uoriyieduo)
poxoaiM ‘I03tTieduiop peseyoind woig uoT3Ioeay 3ISOK
«9OTATISS NOX SATH 3,UOM ‘PO0H YOOT WaYL 8YeW Ol
Tyl buthng, ‘siesiizeapy piog ‘A1odouoy ‘pautretducy
Juswbog sousTpny 30 31ed poddoig
swyy swes 3¥ burbeanoostq ‘doeg ug butyjeg
+Po31R1S burizen ybnor ‘jesis spunos,,
sbutyl awes ybnoayy suos
paxoweug ‘A1odong v butyyom
Inoqv partnbul uorjels aug Jo jjeis sares eaToym
I9YTeW OL duog SARH M 3IBYM JO puod JON
839004 UI IUSBOS IsabbTE ‘eyIeN UI sIe) el awos
apn3T3IIv IT8ylL A9 3eeg butrizes
Yizom
uoTieds jo uorideoiad 1ejusH 8, I8S8TITOADY pabuey)
83Pd Y3ITM §83u¥ IV JJO 8O 3IND
zodedsmoN oyl ‘Isy3z0 yoed 0N
@ moud 3ION og ‘Abezerys Ing mouy JoN og
Tnj381gd ‘juelrssyg
burbe1inooug Kiep
snofeap
tuotatrieduod 1ayiyo
§1edX OML Ul usleod 30N peH suoamios passeding
saxeys 9yIen buryel @xv aM [o9d ol bBuyjreys
JPULIOS DATSNIOXH ‘BUON
I8 IeH TOIJUO) BM
A11eoT3iewelIg peousnijul
sTseydug 380D ION ‘889USATIOBIIA DV UO 8NOOJ
uot3iualav Aemy meig
yosads [njyiemod 8V 8OTML Y3ITM peztutuTW ATodong
orqexIoM ‘183329 ‘iTed OIOW SIVY INO
tuoT3enl¥s 104Ang
JewIod moN Y3ITMm usmbes eouetpny BUTBBTH I63JV juem
1uofIeNITS peseyoing

Juamadeuepy sajes

aonpaduwiod  (Igy
Wo4y paAIIaL 21am Ljodonp agy noqe Ydoeqpadjssuopdasiad
legm) Iyy £Aq Ajodonp 3Yl I3A0 PILIIXI $| [OIIBOD JO PUPy IEYM

_ 99°¢ J

Saan—u_:uml)

6 3=~n_u3uwm4

Arodong 3nogatm e3adwon Atteroueurs jouue)
80 Ol pe3joeay Io3riedwo) ueqin
889000S snow1ouz 103riadwo) Kxjuno)
AT3ue3suop dn ITed oml ‘sa081d SsBYD axT 1
xadieys woyl epew
poidsoov moN
sjutetduo) suog
L&1odong Butuiog sisumo Isy3o
uoririeduc) 3Isebbrg sI s1qed
Te20T 30N seM 3@T13no Kijunod
wayl Y3ITM 23BTOO0SEY IO0N OQ
tuot3tleduc) I8yl0
Aueduwo) 30 suorideoied pawooiysny
‘anbrun sV pearesiad ‘eoeidisyIeN ul Butaoy
£13unop juaM 103138dWOD uaym ueld ewes pebueyd
o13sTur3do Ing snor3ne)
Aoe3IIVW
xepun auo dreH Ol jusweasoW 3ebpng 104 AIF[FQIXO14
@38dwo) ol T1ood Iueiel ‘e8oI1nosey oAeRH
1spea] a3ed vV bureg ybnoiyl souenyjul eAtafsod
tuoTaen3§s 1edng
1wamadeuey |EI2UIH

uoppadwod (agy
Wo4j PIAIad21 2iam Kjodonp a3yl noqe Yoeqpadjssuopndasrsad
1BYMm) Iy Aq Ajodonp ayr J2A0 PIWIX2 S} JONIUOD JO pupy ey

997 J

374



uonnadwo) :9 daosr uonsany

uonnadwo)  :9 dnosn wopsany)

9 siuedidiieq |

SBAOW 9YBW OJ5 peliejs uayl ‘Aemy umord

’S9A0W @YW ION PTd ‘BuTwo) 3I 8as ION PIa

«J2A0 oYel oL butoo nox a1oW AueRr moH, :seyOpL

SN [I@sIapun ‘sajed JamoT Y3t buriequod

butryzom 31 butees

93epTIOSUO) Ol INOQV SUOTILIS I8Y30

UOTIOV UQ 83TNSaY IVVITd
tuotr3riadwod Ieyio

uo pawood ‘abueyp jeuwrod I3V uoraitrieduwo) oN

butyexren

§,UO0T3IE3S I9YI0 PoIdaIIVY ‘bBurTiowold ‘burstizaapy

KA3T1end 30NpOI4d UTRIUTIEH

awrrl buog 103 Hoda big

uoT3T3adwod YiTM 301 ¥ X[BL ION od

STRTOIBWUIOD YITM OATIERSID

ued eM qof 3Ised Og

uvotatiedwo) 3o @ayatubod

BATION-3Y ION ‘SATIOVY-0Id 9F OI 3IuUeM

J1esanox yatM ssayd butheid

|oURUTWOJ JOYOTIS UTEUTeN OL ION I0 IOYiayM
tuot3eniys aeing

Hd 19Ang puvy oquoD WA/WV Usemiag ybta bog
1UOT3IEN3TS peseyornd

uawadeuep adewi]

luopplpdmod  (Iqi
wWolj paAfdal asam Kodonp ayy wnoqe Ydeqpaajssuopdadiad
1Bga) Yy £q Ajodonp 3yl I3A0 POLIIXD $| [OLWUO0Y JO pUfy 1egm

q9°S J

3 uaca&u_:amj

Juarayjra buryzon
pestiding ‘snoTxuy 813311
buriepriosuod TTv a1y Aoyl moN
A1XoTnd s390135 UO sn Butysell psizess
saaraebeN butputd o1 3IreWS
»8938Y UQ 9ITd OL
3994 PIOH ‘NROX IOJ TNIMY, $SI3STITBAPY BurTaL
«Atodong [njyamod ¥ [moM. tbutkes ssusos puryeg
OW Yoead ION PTQ ‘Yoeqpesd 10 UI8dU0D oS
3ybrig A33914 e1ey oM
SuTL 9yl 1TV Pros ‘3ybnog suotrieas
3JTIQ V Iybnep Apreay Ieasy
18103T¥0dwo) 18y30
309]3d punojoid Y 3IoN
Jay30 yoed moui TIV ‘38@yIeN Ie0IYyl-Ind ¥ IJION
yoeoaddy ing abueyd 0N PTa
SuUOT3IEIS I9YI0 ON JI 6Y Ppajdv
oml Jod so3vy 3I8S ‘so3ey Iod uoriyiedwod sse]
38y Iey ur enbyupn
pud sayes moid Asnoresr ewosg
1uoT3Ien3Ts aedng
85300ns 178yl 3Juawmbeiq
souaTpny 8,I03r3adwo) v Joys burxuerd paitd
sIer{od 3O 3071 qeIy ued
s1eTiod ewes Jod eudly awes ul ejedmo)
t1UOT3IRNITS poseyoind

mowadeuep suoperadg

uoppadmod  (ayl
woij paAladal saom Kjodonp aq1 Inoqe Yoeqpaajssuopdadsad
wegm) oy £q Ajodonp 3yl JIAO PILIIXI 3} [OJIUOD JO PUY IBYM

q9°¢ )

375



gonnadwio) :9 dnosy wonsaad

voppadwon :g dnosn wonsard)

J
S syuedionied

SPUNOS UOT3Ie}S ‘siewrod

Ia33ed JO 9snedad SI19PUTH 3jaxleN Jolew Aqreen
t1gebejueapesta

ssautsng

Tetriuajod 8IOK ‘6OTITUNIMOD SIOK O N0 Yoead

UOTIBTOOESY AL 1awlIod 30 U3idAW e3emyediag

A373ug 39qTeR Isbie] sy MON poAaTooIBd

8Wi Teuorbsy oml ‘A1odong 103 uotiDetes ps1T10I3u0)

®a1y JO qnH ‘A3Tun3iyoddo epel

uoTIeIS YIINOJ V SMO[TY “39)IeH JofeW Ol @s0Td

eI1n3ind 3ybrag ‘butmoan

Jeo33ed Ajodong 310ddng sI1087313ApY 10bHb1g
tsobejueapy

digsidumQ

Qoxiew ay) Aq Kjodomp Yl A0 PILAXI S| |0IUOD Jo pupy 1EBYM
\. 29°1

ol siuedponiey )

TeM IV WBYL 3jeed ‘UoTiels ueqIln 1aYlio OL 3ILDIYY
suotjowold 10 seapl ano Adop suorjels ieyio
butoa a1y oM 3eyM 89S O UI SN BUNL
swa1qo1d Auy pajesid JON aaey
SNOAIBN 13311 ‘paitoxd TV
buryosy 1efeuen ssautsng apIM-3ISYTEN
IV UOTIPWIOJUI dI1RYS JON S§90Q IoiTIadwod rolew
£3tsourtuy oN
@ouan[jul ol ybnoug [nyiamod ION ‘3IE9IYL V¥ 3ION
8198 T3I0ADPY ‘@ousTpny yatMm drysuorieyey
‘Aoustotriza ‘A3TTend Teoruyosl ewes sAPH 3ION Od
pauued ‘uoriels A1junod maN Isyjouy
tuotrarisduwo) 1eyzo
s3[npv oJ, sjeaddy
ISITJ 818yl SuEA IO 389 Ol butoey
saales suteby burjeduo)
8d pPIhOM IQ ©I9M oM aIaym YOed UTEH jJouue)
Is07 ed 10 Lem oyl pesal
3003 §,uoTrytiedwo) Iaprsuo) shemry
suotrjowoid but3iatH paen
suotrjeas buyibbnias
‘191Tews ol Arreroedsa ‘bBurjeprwraiuy Axsp
suotr3je3lgs A1juno) [euotbay I9Yyio zz 3O suoTITIOd OTIITT
JayleboL buriind Ag uotjeis jueuTwOQ ewwoed
s1aqunN umpg uQo A1ey
siouny pesairds oy, K15, 1easanN
A1odong uTYITM TIV
tuotr3ien3yts Iadng
uor3yieduo)y woig Aemy sleas
jeuwiod 8,319ind I8AQ YOOI
soT3TRUOSIAd JTV-UQ ©Iqefjrauspl 81 yibueias
t1uoT3IRNITS peseyoing
judwadeuey 3sadoId

uoppadwod (Yl
wolj paapedal adm LKjodonp 3yl wmoqr yoeqpadjssucpdadsad
eym) oy £q Ajodonp a3yl 10A0 PIUIXI s [0NUOD JO PUlY leym

99°'9 J

376



uonnadwo) :9 dnoiy uopsond

uvonpadwo) :9 dnosn uonsa)

S 3:«&5:.:34

8Iqeta @4 puv sTeubys [V qiosqv 3jouuEd
ssabejueapesta
3emIod IYHTY ol 8tdoed UOTITPUOD
ealy afoym butorAles
p1os ‘perqeg ‘poisie) ‘peowrrid 3jebiey
oTsnH 104 puewaq
(T1ews) ezys
SUOTIEIS JoyeoM ejeuTwird
peir1lapun
puevuwag esuaijul ‘Ay3yeeH
ssabejueapy

judwaleue sajEs

aajlewr ayy Aq Ljodonp ayy 13A0 PauIaxa sf [OSIU0D JO PUY 1BYM

{ 39°¢ J

9 n.:«&_u:unmj

saT110do1d JO 8TeS pooiIOg

‘6oNUBASY 104 SISQUWNN IsuIen of 3ITNOTFITQ

‘sxakerd Arepuooes Y3ITM 39)IeW pojeusydiy

sioxren Auey ur seyyodong ‘enbrupn 30N
tsabejueapestq

39T OJ 8OTOYD JusuUTEeIT2IUY ‘UoTIeMIOFUY

Jay3jouY ppyY ‘uotjeindey Auedwo) jusiteoxy

butmo1n ’ezoymAuy asnp joN Arodong

OTY3IF YIOM PooO

dnoyeuw 8bv ‘otuyim

A3Tunamio) JO ©ATI08TJOY 3IONPOId ‘SATIRAIBEUOD
1sabejueapy

juowadeury [e13uUd9

aopsewl Yy Aq Ljodonp Iyl JOA0 PIIdXI S| [0J1UOD JO pafy leym

\ 29°2)

377



vonnadwo)y :9 dnolo uonsanpd . uonnadwo) :9 dnoin uopsonp

S :nmnmu:unmj 9 u:.u.u_u:..umJ

suted butmoxrn ybnoiyl, suoo
ssabejueapestg

x03138dwo) Ag 3397 proa HUT[TTd §63000S I9NIBH YITM SI9IEBROPROIY POOD
uteiisl oL and IaTsed sidelold buyisauthuz Hrd K3tun3aoddo yoog,
sI181TE38d Teoo] YaitMm AdueisTsuod ewTl JO 301 INO PIOS Yzog
Jesx [V S8saulsng Yo9S ja8xIel ur Asuoy aI0K
A1odong 30833V 3ON s83od 31 a1ayMm 3II peubrsad yoeg burwmo) sierrog bursTiTeApY
s3188193uUl yiod ealss Arqedep ybTyY Isnp ssouUEIBUNDITY
uotr3els paseyoand Iod wooy auQ ueyl @I0H butumo s3xoddng ‘Awoucog poos
@oTATI9S OT1qnd jeurod OIqeTA A{awaijxy
od 0l ssoursng pood ‘waly ul peafoaul skesly eseg A13unop buoias
s sabejueapy ssobejueapy
1awadeuep I¥ew] 1wawafeuey suopnesadp

noysewr oy £q Ajodonp aq) J2A0 Ppalidxa g} JONUOCY JO PUP| IBYM nayiew oyl Aq Ajodonp ayr JoA0 PaLIaXa s [041U0D JO pupy leym
\ 29°S ; " 29y )

378




uonnadwo) :9 dnoss) uonsony

gonnaduwio) :9 dnoig wmopsond

ya uucmn_u:uNQJ

a1qrsues uaym L{uo saTiodona og

AyateeH Keis

umoq aug bexg prnon steeq L1odong suosg

a1qeTA @4 TITM Sauolv-puess

oW ©3TOXH

‘moTd sadoInge aarariaduo) ‘earioy 309 Aayl JI und 9IOKH

91osnK ‘3INOTD BIOW WAYL 2ATH ‘Burquol OF Iybno

saxeys Arodong sonpayd ol 5T3IDRL SATSU3FJO oxel IYbTW
1UOTIOV Jo3riaduo)

9YOTrN

8A18s ‘ByoTN obesse ‘OYOIN @A8TYOY ‘BI1TIOD ¥V od

‘3sed 100X og ‘s3I8x>0d deed paiTwiiun Y3ztm buraaduop

8[queIds O 3391 163y ‘E8TOTYeA

pooo dn 81qqod ‘soquop I8breq yarM a3edwod ol ybnoy

otbejeias Axep ‘ueld swen mouy ol uoriTiedwod

JueM 30N p(noM ‘Jdoxzazemyos rexsuas o171 ‘A3Tunuwod

buTsTII9APY UI I8pea] 3@xIeW obuslieyd

g3usad L3Tunuuwo) 8dnpoird

ung [eroueuTd JOpun ION ‘SAOW OL @Iqy ‘pauoTiIfTsod

TITH YOoe3w

30N TITM uoTafladwod ‘uotirsod Buoils jexied

sn oL 3oeay wayl 31 ‘4Ano 18430 8yl 104 ITeM ION OQ
tuot3ov¥ Atodong

diysiaumQ

(uonnadwod agy jo (spaau) sdoimeulp (3ujdueyd)
ayy o1 (sordaiens ieym) 3upoeas Kjodonp sy 295 nok op moj|

P91

9 uanwn_u_r_nnj

suOT3IEIS JO
307 v 33oddns oy etdosd 3o seary butifano psan
juejroduy A1r1esy sI0joed OTWOUOCDH
SUOT3ILIS INFIamod
oml axoddng jouue) ‘buociirs oN sI uotrbed JI
ssabejueapesta
8310pY
xoerd ArejeuTwopald ‘ueqin ueyl adTOYd IaYyio ON
s1qresod Atodong apen
Kmouodg PTIOS pPoOH
A3tunmmo) ul uo butoo s8I Ieym sIde[jed
suotaeas peaustio A3yunuwod
s1sabejueapy

womaseue $323014

nayrew ayy Aq Ajodonp 21 IDA0 POMLIdX3 §| [ONUO) JO PuPy IBYM

29°9 J

\.

379



oonnadwol :9 dnoig uwonsa)

vonnadwo) :9 dnoin uonsong)

Z n::w..:u_:wm;

TtoM butog usyM uoriTizeduo) Jo exesmy ssoq
MON pauueld buTyloN ‘3OE8Y Ol SUOTIOCWOIG
Juem Loyl aeym ardoed 8AaTo
oTpey Iayio Auv InoqQy NUTYL JON og
8aed oM 3Ieym seg ApoqoN ‘auon

suotr3zoy Ajodong

1mowodeae sajes

duonnadwod agy jo (spodu) sopweudp (3uiBueyd)
3y o1 (saf3aiens 1eym) 3upoess Lodonp sy a3s nok op molj

PI’t J

9 u:_wa_u_:umj

SIBTTOQ M84 V 38D TITM KeyL
Juaoedwod ‘3eg ‘3oxIEN peumo
A3Tunmuo) o3uI SuoTiels 3o InQ swed
butiayren ’‘spieoqrrid
‘SUOTIOWOId ‘jewIog UI uO-ubls 1933V sn perdon
tUOT3IOV I03T738du0)
#0US DUTUION YIomieN peIndag
30NpolId 3I9YTEW ‘UOTSOIA BOUSTPRY Proaw
SI2USTT MON Tod 3IseD OI sarbejeils asnfpy
8OUBUTWOQ 10 TOIJUOD 8IOR
Yeom INQ pooy
831ePIWIIUI ‘IPWIOL 8ARY] O WaY] 80104
saieys 30 utbieyw oonpay ‘sereys sssiduo)
Je3yed Yoo soriredoid Ing eyl
uorleis A1juno) meN pring ol Abeieris wold 3Tjausd
peioadxaun ‘sfng 330 uorieis ov buipeoT payoouy
sotweukg ‘sotbejeiss
U8I8IITA ‘1030ed ¥ IoN Lrodong s,103T3admo)d
1e0d JO M8TA 3IONIISqO 3ouue) uoT3tireduwod
3OSy ION ‘3IOV SIBUUTM
wsyL v bujoot proav
A1qexeptsuo) sareyqs s,1apes] OJUI InD
ebusiteys Teoy IsITd
1edieys sn adey
393399 BUOTILIS I8Y3I0 OpPERH
tuot3ov A1odong

wowoseue) [elaudn

wonpnadwod ayy jJo (spaau) soyweulp (SujBueyo)
ayr o1 (sa1doiens ieym) dunoeas Ljodonp siqy 3as nok op moyf

P9z

)

380



uwonnddwv)  :g dnoan uonsany

uonnodwo) :9 dnoun wonsan

£ u—cnn_u_:uaj

umsod saued Irayl YiT™m aybaeo
80 ¥YT1 suorjowo1ld Butod wayl @3S 30N og

1UOTIOY I03Taedwo)

JuaauAoIduil] I0d SATILS

butog ey nox jeym yaTM TeOXET

300poid I1933ed 8pTAOId

§Yeald 8j0wdy 3¥ joeI8jur

3ua), ebie] aaey ol suotrieis 3IsIT4d

8IqTsTA K1ep

IB8Y30 yoeg YOel3¥ JON OJ ‘suoliels om], uoamiag ung
spueH buryeys ‘butriTws

@ouruTWOq buTUTERIUTER

SuoT3OoWOId ITaylL peanlida

butpirng 118yl WOIZ 380135 S80IDY PIROqTITd INd
s1oxjed 19xoT13s dn paddess

tuoy3oyY Ayodong
1gamodeuey Idew]

twonnadwod aqy jo (spaau) sojweudp (3uydueyd)
MO[

vo.mg

24y o1 (sagfaiens ieym) dupoeas Ljodonp siqi 298 nok op

S siaedjoniey

paped ssautrsng Iod uotririzedwon
IBOIYY, §,I8Y3I0 Yoey IV JON
JuuIod 1T8yl pebuey)

tuUOT3OV I103T3eduo)

s3yb1y XIomieN s3xods satnboy psdiey A1odong
SUOT3IR}S [RPUOTESBJOId OM],

31 Od OL ewxog

ang a@inbyg ‘AsuoW axew ol KX3tuniroddo uv Lng
jewa1od ¥ ol aouetbar1v ON

I2uUMQ MON 3noqv Buryikzeag 3Ino puta

sueld [eriusjod 103T138dwo) equo) Of ueid ajefnuwIod
posn axv Aoyl ai1ojed siewrod 388l ‘yoleesey
309 ybnoxyy azedrorauy

MmoN uotariadwo) a8yl eIV oM

8UOTIRIS 3IOW butratnboy

yjog 104 suorijowold ofed Builzzen

18Aa1 1oybTH UO 18Y30 Yyoex 3sureby weiborg
90TOYD Tewd JOJd pauTjad UOTIels yoeg

suot3oy L1cdong

uomoddeuep

suonesadp

(uonnodwod ayl jo (spaau) soyweulp (3ujdueqyn)
ayy o1 (soydarenns reym) dupoeas Ljodonp siyr 2as nok op Bcu

Pob

381



Kjodon(j-a14 4 dnosy uonsamy)

wonnadwo)y :9 dnoin uonsond

1
6 u:.a.:u_:wmj 4 3:«»:.:_..«&1
otydexbowsg utezrs)
‘sjemIod [enpratpul YiTm suorieis buoiis
IVULIOS UTYITM o8TyOURTS
@ouatpay 38bie]l 3o obejusored Jebiv
tyoeW 8ouspay
19Y3bol 8AOR ol 309(01d UOTIORIISUC)H
A3TTTQV TEDTUYDSL awTL JO poTisd
juezzodur A1ep Iamog PepUSlXd JISAQ SUOTIOWOIJ YOIBW OL AIQY &d ION TTTM
‘(IvvH) uteirsy abereay eaoqy Iybreg Jamol s3ewIOd
1UOT eS0T U3TM SN MOTod PUY 2A0QY ‘SIPPIK WOI3 sn ozooubg
ssouaaririaduc) AI3snpul ‘saInjonizs eoTId MaN @ouatpny Iebunox xoeg 399 OL MME P.VWI
$1£3TTTqRTA 39YaeK abualeyd Teoy Y sn SmeTA
XTW 30N 0od Tzl puy [O3ISTd Jojem 88(1 JO s1E8) 183JV S[ETOIswwo) pebuey)
Jemodas 10 awos paaN Y3od ebpa og weyl butysng
INnJssaoons od ue) suorilels YeoMm oml JO 18bisy juaoe1duo)
tA3T1Iq0 1A POsEyDINg uobes 330 sdoig 3eym 38O pu¥ UI BWOD
spung JO 380D ‘Buroururd TeOO1 sn 3oedul ol sasnoyiamod ON
s0T3®Y 3Iqed MO burbueyy sfemyy
82T3TTTIOR: TIV UMO 3uoT30V JojT3eduo]
S8TOUBTOTIIE 60D DADTYOV uoTieI§ WA Ioylouy I8 puy A1L PIROD
K311TrqeaTAIng 3onpoad Larrend 8prAolid OL IUBWRITUIOD
sbuTI1T8 pooo ‘uorjzeradg 8rqeas ueld buriexied 19DUOIIS YIATM pEOYV SAOKW
tLat1vqReTA 194Nng Kouon 104 uny tesy weyl Hurreijo
§jjels sofes ajieredss Teax butwod
Karriqraedwo) setes J04 ernpeyods feuoriowoird peztuebig ‘pesuueid ‘buoiis
Jeprea] eiquobpaTmouyn s3uaad A3tunuwo) s,I04And JO JIO pead paseydind
K3tunowo) uy umouy POATOAUI ‘uoTiels OTped IeD Y UeYL 8ION
petjTIend ‘3usiadwo) yoedg souarpny
Jeeutbud pood 399 ‘AjeaTsusjad IOV OL MOH mOUY OyM sIisbeuel om]
t33eas suot3oy Atodong
digsisamQ juowadeuey s$sId014d
tAjodonp ® duonpadwod agy jo (spaau) syjueudp (3ugdueyd)
Joyiad01 ind 01 Aressodau ase sjudwosinbal 1o suopipuod legym agy o1 (saBorens ieym) Bupoeas Ajodonp sy 2as nok op mof
\ 1TNY P99 J

382



AtodonQg-aydy :z dnoin uonsany

Alodong-ayy £ dnoiy uonsom

o1 Scma_u_:umJ

«SobueyD oxew ‘buryioMm 30N, ‘ueld ssauTsng
181Td ‘wisl peptnbstH sI Abejeizs Ajodong
Key 100 @8l ‘Y0OQqIXaL ON
aAaTIIsuUasS ‘|rqrXatd
13pN3ITIIV
Kem Buoim 10 ybTy ON
3abael ul 3xedv asylingd sieWIOS YITM ABTH SIOW
asTyouelg jewrod butumo
10 Arreorydeabowsq seyoleW I0 peoN SBITTd

syuediofiaeyg

soTweufq uUOTIBNITS puelsISPUN
suor3enits peiloadxaup
1uoTIeDOT
YImoIs arnind 10 JuIIND
butsotd s1 £3tunixoddo 3o mopurm
IexIel ojul butwop sutbewr
soT310doxgd eiqeta Arap oml sI Atodong 3soybnog
tL3111qeTA 3I8YIRK
S3PWIOS IS ICH UI STOH
IVUWIO PBYSTIqELISx
SHd D I0 g sse[D ‘Teubrs pooo
Ie1[8S DUTITIM
peieradg s1 31 MOH mouy
PurprIng Ul SI 3eYM Moul
suoryetrynfoNn buol
3Ie}S WOld VWL
suotjounid ul Tenbg
K31 [TqeTA peseyornd
ueid awen poos
§I19315POPLOIE SNOTIULTISUOD POOO
ead o[qIsussg
Jadng BUTT1ITM
K31adoxg bBuoils
jewrod arqrivdwo) ArieninH ppy
t£3TTTqeTA x84ng
so16bn13s JJelds 8A10S ION [T1TM Aouanbsiaid 1eyjouy
L1e3eaedas uny
Juawabeuen saTes apexbdn
J3eas buriles buciis
speal 3juauliedag psATOAUl
§18430 UQ ®YBl ‘62F3ING SAUTIUCD OL JFels 1aing
jusuwabeuer HBuoiils

)

1Yol eousTpay 13338

uawadeuey [BI2UIY 1mawodeue [ES0B2D

lAlodonp ® tAjodonp e

Joy10801 1nd o1 Aressadau ase siuaw@Inbas JO SUONIPUOD Jeym 19412301 Iind o1 AJsessadou aze syuawangnbol Jo suonjpuod leym
(panunuod) un.ﬂ uh.Ng

383




Kjodong-o44  :z dnosy wousand

12410801

8 :caﬁ:u_:«m,.

§39%00d 3IUBILIITA ‘SIued JO ITed aures

‘31o9sInox 3Isuteby szadwo) o1 L3runjzioddg
$9pNITIIV

suotaeas orydeabouaq Arejuswerdwo)

satydosorTyd 8ieredss ano Lxae) ol suoTriouwoid
1Yoj3eH dousTpny

poAalasu) 8[OE I0 9YOTIN ewiod

I8T18S 10 I9Ang ¥ @d T[fM Sauo(epuels
tA3TTTqeTA F0NIER

$301N0SaY 8ATD OL dIqV

uotsTa diysraumg ‘uotjoertrg Auedwo) pood

putyseopeord 0o obpsimouy 30 yizded yitm

dtysiaump ‘pajeaTion ‘peztuebip ‘peinioniis

PUTH INOX 98N

Kasuoy
1Xa71rqeTA xedng

afdoad ubrd puV BIOOL

S3UTEI3SUOD SWTL 3I8oW OL FIeas ybnouz

UOTS6IW UOTIEIS puelsIspun ’IusuyTamod

buyyoeT STITAS (1Td OL ®ITH

punoibxoed 9sI9ATA YITM Iuswsbeuen

pUTTITE @Iqnog ued 8[edS JO 8BTWOUCDY
133e3as

wuawmadeuely suojfieradp

(Kjodonp @
ind 01 Aressoodu are swuowdiinbas 10 sUORIPUOD 1BYM

el'y )

Kodon(-a14 1z dnoiy wonsond

6 w.:@&.uth«ml

3Ie3ls WwoId ueyd InQ
mauy ‘yoeg YooI ION Ood ‘[eoo ‘aiInjonaiys ¥ 398
19a®9] Te207 IV olqeidecny uorsta dog
1Opn3ITINY
aoueyug )
tyo3eN BoUITPOV
pe3eDo’] SUCTIRIS 8IV 8iaym
TUOTIROO]
satouaby JO 3Isnil utes
ple) 83y YIOM3ION
89TeS Oquo) SPB3aN UMOL TTEWS
asyiebol pusld TIV uoritiadwod ‘jeulod ‘sorwouoong
1£371IqRTA 39Y1EN
putyzk19ad HUTUTQEWOD ION ‘$8T3TIud oml butuuny
1£1TTYqeTA paseyodand
sueyd abuey buol
@BUaS S3YEW UOT3IEN3IS Jeroueuryd
g001n0say 93e10d10D
tL311TqeTA I64ANg
oTA31s juswebeuey ug Jucil dn paIFITWOD
XI1oM elquod
KA3rsouwrruy ‘Asnofesy peiesld Jjeis ejeredag
gV pu¥ 3uaTiD Iod 1sysea Atodong
133eas
wawadeureyy sajes
lLlodonp e
Jo10801 1nd 01 AJressadau ase sjudwasinbal 1O SUONIPUOY IBYM

CL'E )

384



Aodong-a1g 1z dnoisy uopsonp

flodonQ-214 £ dnoin uwopssiy

a aanwa_u:uwaj

UTML 8S3WETS ¥ OYTT 3O PUTY
g§aoL ug dais 0N oq
sbutriead s,suckIeag alepowmOOIY
Aze1n burteq
OT3Jeil bButog 104 S3198 PUTH OML
19pn3IrIIy
O5 ua3sil oL jueM s[doad L3rTend puncs
tyojey asusrpay
Y3rod puy yoed buton piaeg ‘e3ls aug
$UOTFROO]
uosiad aswes Ad psump SUOTIEIS [NJIsmod OMl
1A3T1TqRTA 3OxTRN
peziTeuTd sI T[eag aiojad jusudrinbg 104 Teaq 3ng Yiom
butrxrom juaudinbg dooy
J93138d 31 9YeW UeD MO UQ Yolevesoy
1K3TTTqRTA POseydInd
sbutavs 3s0)
‘300Y ©UQ I9pun SUOTIEIAS FUSISIITA Texsaads buruuny
s310dey TeTOURUTd UQ SPTOBA
389)Ien mouy
suQ 3IsITJ butuuny JO pIoOSY YoeiJ I[NISSHODGS
JUTT BABMOIDIN MSN palle3lsul
dn swnjoa ssoursng ’‘lerorswmn)
sKatrrqeTa 1edng
YIomLPay, ‘sucTieis [TV JO SPOaN spueisiapun €aes
seT3T1Tqrsuodsay butaeys
uo bugos s8I 3Ieys jJo erqesebpaimouy
¥I0M 30 301 ‘erdosd JO young pood
so13TTIqrsucdsay uo
UOT3IOTId ON ‘USOW ‘JJE3IS I8U3l0 Y3ITM TToM NIOM
aurifuy ‘Butyzfuvy ss8950V OL O[qV
§3¢ ‘WSO ‘WO woid diad
a1doaq dnyoeg buoias
1jjels

jsowadeue )N ssadoud

lAjodonp e
12410801 1Ind 01 Aressodou are sjuswalinbal 3O suoNipuod IeYM

— L9

L »—:wﬁmu:humj

Ystd 973311 dn 8[qqeo ysta brd
a)xe3s IV SpUoyT (oAl
‘sTTeys bbd uo buryiem ‘Axseq
‘Awony 8yl ‘s1esx 104 18Yl0 yoed 3suieby Hurzaduon
PIOyssnod ojul priyd mey butay o111 ‘suted burmors
§onssI TeoTY3I™ ybuoiyl uiyl
$9pNITIIV
§20UBTPNY 810D IUSBISITITA
jusrayyta Ay(eoTiewiod
G9-21 sowdd I8A0) ‘bursTirespy ul Aarnutjuon
1YyD3E 8dUE PNy
woysdks 1aindwo) ‘xeg posn szeredus 3II
1UOT 3e00]
uot3els LrejuswTiduc) Xod SPOON I9NIew JO UYdIeosey
BYSIN SN0TAQO ‘UOT3IElS ISYIOUY I0d wWooy
A3 IqeTA I9NTEW
JsujJed I0 Ievueld JI 9pToed
t1K3T1IqRTA Paseyoind
J3umO dnois Y3TM 2I0H od
33oddag ‘syerIejley apracid
88pTs yiod 8ss
Jamol 103 Ksuoy
1£3117qeTA Y0ANng
paouatiadrya ‘ebpsmouy
@sesIoul SaT3TI(Iqrsuodsay
eseyd yoea v buyueddedg sI 3Ieym mouy
UOTIeSTUNAZOD JO 30T
tj3e3s

judwaeuey Idew]

tAjodonp e
112301 nd 01 Aressa2iou ase sjuowolnbol JO SUOHPUC tEYM

eL'S

385



AlodonQ-a14 :z dnoi9y uonsonp - Alodong-a1y 2 dnoian wonsai

B N
8 siuedjolisey 9 syuedioiiey

juawebeury TeIDURUTY UQ PasSNDOi BION
sjuswuoITAUY B8AaTITIaduo)

Atxorad 3depy ‘a1 ebueyd 10 x1d ‘BuryIoM 3JON
S3UNOJDY Ul I8AQ-5501) Burysrxy-e1d v Yool
weol, ¥ sY (enbg ang siervdes uotioung
sa1318doxg a(diafun burbeuey

L1035 juszey3cg 61 Aeq Kieax

sxo00d dn e1gqnog or agdosd buixsy
a1ny BuraTIM BIV BM ’‘YOOQHIOM ON ‘6)X00d JO 30T VW ION XIoM @IoW 104 exedead
103139dwo) snorasig pobetieR Ioaay swo1qQold Juswabeuend axoi butieald
1JUBTSIFTIG K1auspuesdspur suorieaado eydriton butieisdo
KA Isyjouv ‘eoefdisyIend UI uorjrsod adueyuy t1juareyytd
sdn-31e35 [RIVASS IV PoaxIoM suor3exadp dnoio oL 1e(luts
ueid awes Ol Pe33TURioD piooad YoelIl Pood
IONpOId Moud ewosuUl @3eIausd O 81OTYvA IB8yiouv
UOYSTA Teuung suogaeiedo 3o spoyiaW ‘Aydosorryd ‘serdroutid
‘09 397 Ol pIed ‘pueisispufl ’axIeW Ul 8wyl bBuoi uosg 3JON 8A®H
I8a0a)e) Auevdwo) ybnoiyyr ueeg nox JI [ngssaoous nox axeW 3N 11im Arodoag
8111xs eydoad BUON
§Jjels pelrd WA/WA moN ‘soquo) WA/WY bButuund 1Y
givwIod pabuvyd ‘pabeury Jay1ied a1qeatjoid Kousnbeid peH
tames 1oueg
wawmodeue [BIDUIH diysiaumgQ
(Klodonp ® 1312301 Ind 01 Asessadou aie saduapadxa ieym JAjodonp e Jayid301 ind 0} Aressadou e sdruandxd JEYMm

L awz) a1

386




Kodongg-a4y i/ aac._.c uonsany

Kjodong-ayy  :z dnois uonsond

& ~ A
8 siuedidoniey 0l siuedpnaegd
aouariadxd yitm otdeceg Auew 0N
Yoe33y pINOD uorje3lS ybnoL ‘sisquny JO A103sIH ON ‘sasuedxgy
otpey I9yjouy sbutyr 104 oox ‘IresiW yarm buriaduod weiboid ‘buriwxiey ‘3ybtd ol obewy ‘jewrog sfueyd
uot3esuadwo) aioi InoyirMm ardoad yoieirs ) 18A0
33eas 33roddug swrs YITM SUOTIELS TRUCTITPPY OML ayel ueayl ‘dn punols WOI4 UOTILIS IS OL IBTsed
aydoad 210w HuruieaT TIYIS ‘eafoaz ol burnuriuo)
sarydosortyd ‘suoriess ‘situiod ‘eordosg 3juaisijyrd s1aydsouiy uoctlels
uoTyTodwo) ATpusTig TII3S Ind SISPTsUT dier ue) souaraadxa oN
suwexboid 3uaialjra builtres o9 oM sv dn 31 buryew ‘A103sTH Buryew ‘yood ON
$123391 [1eD [TV Joquewsy OL PIvH UOTSNJUO) ’‘YIOM BIOH
tjuaIaljia tjuaiajird
Juswsbeuew swll Jo sbpeimouy ’‘sTTTxs o1doad soouatiadxy BuriIes
suoT3e3ls O @sTiyadxd BOUSPTIUCD
uotyotpoid ‘buryrtaimLiop ‘ssejes ‘burounouny dnizess ¥ ybnoiyy
soustiadxg TeuoTaeiadp @3er3obaN oL Bur[lTmM
A3Tunmuo) of UsuriTUNOD ISumg butmouy Ktodong ¥ 30N FI SV auvs
aug butjeredp sy eures suotjeioedxd ‘spuewag ‘8910130013
To3130dwod ATuo ‘s861 UI WY 30 uoTatstnboy rsquemuortaug ‘erdosd ‘siemwlod ‘sIaNIeH IULIBIIIQ
saureg sewes
juswadeuely suonesadg judwodeuel SIES
(Alodonp e 1oy12301 ind 01 Aressadou dse s20uUdLOdXD 1By (AKjodonp e 1212801 nd o1 AIessadrau ase soouaurddxo jeym
— . . LINY - L€ )

387



Aodong-v1g :z dnoin aonsand)

Alodong-ayy :; dnoig uonsoarng

f u

weisks ojur ajeabejur
Ol ¥3e3s pajqnod ‘soeyd Yatm dn 3nd on AIFTTQV
Aem Ino butpurd ‘BUcTV 09 oM sSY purysta
821387607 193ndwoy
: oq
oL jeyM butproeq isny ‘burirels Ielyv spoyirsi pebueyd
SuWTL OIOH S8ywy
®oueT3led 8ITUTIUL
8000Ta IseT
Ul 3ITd OL Joquewsy OL PIeR Sowyiewos ‘erzznd mesbyr ¥
OYTT 3I yoeoaddv ‘syress Jedud snoyrieas 3o Yowil deey
Ol Pewo31sndoY seM I 3eyMm exTT butqion
819yl 3189 OL XIoM 9yl 8oTalL ‘dnjes ferouvurd 8uo ATuo
13ue1933Td
qof S8NOTAGId IV TOpPOW ooy
eoustIedxg bufurve] ¥ Ivex Ise]
JeusQ TNJsesodns
©IRAJJOS POTITPON ‘siequny JUNCOIY ewes

nonMF—.
30 307 buyrbbur ux puncibyoed ‘STITAS feuogaevzyuRbIo
87013U0) Twulejul dn jes ol pedied
punoxbyowy BUTIUNCOOY OTTQNd ‘BUTATPIV TRUILIUT
ot3e00] L338doxg oTdTITAN IV XIoM

soweg

lsawaleuey 8322044

tAjodonp ® 1aa803 Ind 03 Asessedou are saduapadxa egm
. 949

u:_nn:u_:u._J

L stueddpaed

buteiaymiarg suoTiels
@a1yl 304 buritamidop ‘peoT uorionpoid 1ataesy
ejebeiaq ‘jusmyaedsaq e3eTNUIOIOH
¥IOM 30N TITM ‘TTTM 3eym puyk uedo deay
auelj purW jueisiiyg ’‘Aixjuno) Hunox
‘OV ueamieg a1buv eeibeg AjsulN ‘3vmrog FueiejjTa
£3217d 38D ‘UoTIEIS JO obx ‘eivyTeM ®ITTIOD
J1esInox yata esay) butderg
‘sowrjewos jresinox ejervdes ‘pryM ‘eruerydozryos
t3ueIejyia
wo3sis uoTIVEORNY
WOTQOlId ¥ JOM PeOT YIOH peseaidul
oL butidepy ‘sesseuysng y3ITm IerTreed ‘evexy moux
s3wmIoi 1TV ‘buywmesboig uy Buteg
891ug ‘sasounouuy ‘sseld JO SOPIS
Y3od buypuwierepun ‘uoyiwotunomo) ‘STTTYS ordoed
BuTpTING UI sUOTIVIS OAL JO BIEMY
oquo) RA/WY Iod Bupyiom
tewes

wawaleue ¥emn

iLjodonp e 1aqya803 Ind 03 Aressodou ase s220upadx2 :2:5P
qL'S

388




Alodong-aig 1 dnoig uopsang

Ljodong-ayg :z dnoin uopsam)

8 znun_u.:«ﬂ

I9ATeW O BqOL peppV
S§36UBDTT YIeq USAS ©ARH pPTNOM
1Aboje13s eorales oriqnd
Tesq anbyup
819yl seM 3I
tAbaje13s 31 og 3sne
do butsoT 30 Apiedoepr up 8I3UMO
enusaay ‘burmmreibord 3o ToIjuoy
buorys sutewod juswyssAul eingsy
I0y3ebol ped UI mON SI03T36dWO) oML
Aouenbail eanoes ol vaow Teot3oel ‘eatsusjeq
I9YIeH Ul UOTITBOd POYITPTTIOS
ur-doxg 389 oL buton sem Apoqewos
8103730dw0D pieg
8143893 TT 10A0 BYE]
14bojerls uorineloig
Juswbes je)ieN peyoesruf of Teeddy
WY UeqIn Y3ITM 39X IeN O Wi
butjexIen ‘sayes uo butwioziedispun
®UOTN 3IewIog
I9YTeH SATIORIZIIV ‘peoTpeN-1epun
80661 UI m019 o] uoTzdo 3sed
ITwIod 3JexIeW ueaoxad ‘puedxy or A3junizoddo
JeumQ Ag eaol otbeiwias
L3tunmmo) BuTeT3ITeApY Ul eouUes®Il
$3utod e1vys eTqerA USeIATYL
sdbejerys buypryng
$380D

butaexadp o1 YITH butpryng ewes ug K3T1700a @3Rexedo

Amouody 3o 3071

sur-doiq ‘sur-eAol 1e3jy oIqeYA ATTeoTWoUOOE URWRY

19TeDS JO SOTWOUODH
adwaleaey [wia2uagn

aqadol Iind Ljodonp sy sem Agm

207

—
6 syuedidfiseqd

juterdwo) sbersao) swooiang
I8Ua38YT ‘A3TUnEmuo) 3TJsueH
skbaze1ys eoTaras oyIqud
31 butog jo ung
L3tun3yzoddo mes ‘zes os pris
epeseq 30 4And ‘eorid mog
80Ta aylL TTod
8907114 poon ‘adnryueq
abuaytey) meg
YIoM pTnoM 3T 3ybnoyy
tLbeje13s 31 og 3snp
e@3adwod puy buolv ewo) IYETH Jojeledp Iebunox
oH Ang Xeyy 10 woaygz Ang
TEATAINS OTWOUOOY
soquo) xebiey y3zyM ojedmo) ol buykag
sTeubts jueutwod omL 8aeg ‘Teubys .uo:oahuoﬁmwmzm
ITLTQeIs
8A0K BaYidmesig
z03730dm0D INQ YoOL
s3uatd adey
6861 ©ouys peseelded buritlre
t1Abejerys uUOTIDBJOIJ
sopweukqg 3eyIeN sebuey)
33v3s xedng 204 uoriTiIadwo) peouvyug epyAOId
TeuuosIed 10338d UFwIeY ‘3OoRIINW
sbujI1Td @swexoul
skbejviig mmqvﬁ._:.n
SUOF3IeIS OM] J8AQ 380D pweads
¥ 39330d o1doed e3jwsuadwod
SUOTIVIS BOIYL YIiTM ProyIes) euwws
peseyoInd Jod JJeis Ie3jed Ozy¥ITIn
S8TITIFIN ‘JJeas InD
seTvos O seymouody

djgsidumgQ

3oq1edoy ind Ljodonp spp sem Agm
32y )

389



Alodon(ga1xd :z dnoin uopsond)

Kjodong-o14 :z dnoin wopsord)

2 si1uedjonsed )

L3yunmio) ea1ss iedng

uotiels buyryed enosay ‘ebeafes

‘swalqold Terouruld ‘S3PEIO] $80TIUNOD pPeH paseyolind

IYV uQ uot3zeys deoay

‘oqut] UI peseyoand ‘A3Tunmmmo) UI BATIOV sAemTy Jedng
s1kbejeir3s eo0TAIES OTIqNd

jusmiaedeq buymrezboid ul swyl pooOD Y 9AeR

J9YIEeN SWRS U] 8OUSTUSAUOCD

ul pedde3s ‘peuado 1004

303139dwod yite dn I1yed ol pejuen sieary
tdbsje1as 31 og 3snp

31 umQ nox ‘103738dWO) sOjRUTWYTIE

I%es PIFE IO UI MON ‘swerqoid @Tqnod

‘83U0I4 Y30d UQ OTQeIBUINA UOTINIS 6ARST PINOM

jenIoj jueleiita Y buying ‘estyoueid eyl umo
1Abe3vI3s uOFIOOI0Ig

SUOTIVIS OIOH HUuTARH JO TeOD I8UmQ

butaors Luedwoy deey

UOTITIS BIQPITIOIL Y OYwH

‘80YOTN TTTd O sTeubys peH ‘A3Turumso) Ul SOYOTN ARS
1hbejeias BUTPTYNg

oTqeTA od

Ol $30XIVN SMIpo ‘[IvEg UI SUOCTIWIS OION 10 OM] Deen
teTROS JO seymouood

wawadeae svopeladgo

3319801 Iind Ljodonp sy sem Agm
2Ly

4
S siuedonaeg

yoedg HUTY=awOS BOIV BATH
@oTATes K3TTend Huy3len 3oN s18ULISTT
TITd ION pInOD uorleas orburs uotbey ‘X310 ul peen
39yIeH UI PTOA
shkbajeils 80TAIOS OTIQNd
UOT3ILN3ITS JudTURAUO) ‘ewTl eunizoddo
aqeTeAY 88UBDYT]
skboje13zs 3II og 3Isanp
F03730dwo) 18Ang 20{®R
¥ woxq eouejpny oxel ’‘Iedng uo uorijIedmod
eonped O] peseyoand up jwmxod buybueyd
otydeibowaq P10 Iwex ys-¢¢ dn pexooT
31 buy3iien wmoxl uoriyiedwo) jusAsld
aemrod TO0I3U0D ‘dn Pelqqod ‘savex Joa 103FIedwop
1kbaje13s uOTIDOYOIJ
Aueduo) mo1n ‘puedxz
juele}iTd ‘meN buyyiswos
se[qivi exon deel
s1kbojviays burpryndg

wamaeue sajes

9410801 nd Ljodonp siy sem Agm
2LE

39



Lodong-ayy :z dnoin aonsony

Ajodong-asy4 :z dnoio wopsom)

a u:.u.u_u_:uﬂl

8padN TeuelsyT ‘Aatunmmo) sseutsng dieg

SPooN juel1sy3Ta omL ‘deo v perfrd
1kbe3jeias ovﬂ>uowuow~n=m

obg

butyzemos yixom ‘erqerrvay

Tevoyadeoxy s8I aberiren

pazI1TInIopun ‘a1ayl butiazrs Aarryoed aofen

Ayteoruyoel ejezadp

OL 197sed ‘037S Jedng UQ Je3laTWSURIL ‘IBMO] POseyoINng
tibojexys 3x ogq 3Isnp

3807 @4 10 8zy1eirde) ‘seyyodong og oL butoo

ebueyp seTny 103 Apesy buyizes

axeys abng einidep or uoyjess

104 POSN Y Y3ITM I9AIEH POOTPwN-I8A0 peTjjIuepl
t1Abojer3s uof3loeloig

uot3tIeduod Jo 301 ¥ JION ey

opeR ed ol LeuoW FO 3o

#ouUBTPNY 910H 38D OL ebpelacuy @sn ‘seoI103 BUTQEWOD

Jucwbes JeyIvN BuTssTH Ul TeTIUe30d 88800Ng
1Abejer3s buypryng

nowadede 9833014

apaBoy ind Ljodonp siqy sem Aym
— um.wg

~
S syuedjopiied

A3Tunumo) ul peAToAUI 88T3FTRUOSISd ©IOK
39)YJIeN UI ©OTOA I8Yjouy Iod wooy
1Abajexys eotaxes or1qnd
810pP971 JONIEH 104 uor3TIedwo) ejeard
soyydexbowed 1TV 10400
30YIel uI eo1oJ e3jRuUTWOQ
s1Abejeras uoy3O6301d
Kayreuosiag
PeUsTIqe3Isd YITM puewag UI jewrod Y bututquod
eénueasy Jo 307 @jwIsued of AITTIqY
juetel ‘3jvwioi ur sdeo TITd
1kbejeaas burprrng
UOT3IVIS IBYOUY UQ 89Xl FJU3I§ TPWIUTW
Kouetot33d 383300
t1e1eos JO saywouody

joawadeae I¥ew]

(1912801 Ind Ljodonp spqy sem Agm

L°S

391



Alodong-aid :2 dnoin uouseny

Ajodong-ayy :2 dnosn uwopseny)

(. swedppaeg )

peyinoy asold dey ‘suorsses Hutmiolsutelqg
Sutwmre1b601g ‘eanjonilzs jjeis ‘uor3vdo]
ofpnis ‘saiey ‘burieyien ‘oboT up sjusweeibestq
$UOTSSNO8TQ
Iay3ed mold peseyornd sAng usyy 18ing ‘ieing
YaITh SYWT ‘peseyornd sdng 1aumQ xedng JO 19yaed
Kuedwmo) ur sieyTeN 18430 woixj siebeuey
119430
s1abeueN TV
t1jucwobeue Jemo
speeg juswxwdeq
13uawabeuen oTPPIN
(s)aeung
butmmex601d JO JUSPTBOIJ-6OTA
18071330 TwyduUeRUTd JOTYD
3801330 eATInOexs Jeyyd
sessog ©e3ex0dio)
siskieuy Terouruta ejexodion
oTped JO ueprseird ezvrodiop
Jebvuey TwIeUEH
tjuswebeuvn Jeddn

wamaseue) [EI3UdYH

(Alodonp S|l JO UOREJID Y1 U] PIAJOAU] SEAM OYM
P4

4 Snﬁ:u_:uﬂ

392

8$3UR3UNOCIOY
s16fme]
110430
BMON
1juewsbeuey xemo]
sores
suot3yexadg
buyzeeuybug
13jusmebeueN STPPTH

diqsiaumQ

tAjodonp sl Jo uwOnNEALd Y1 U PIAjOAU] SEM OYM
PL 1)




Ljodong-axy  : dnois gopsand

z u:.uﬁ:u_:uﬂ

B8YJUOR XTS I04 80TIvWIOd uQ paaLxoj suteag

FTOsSWTH 3anH
JON PINOCD 18UmQ ‘31 pebeinooug ‘31 INoqy payrTeRl

$UOT8SNOsYQ
butpITng ur Apoqhieag
118430
1ebeueR suorjwiedy
13ucwebRURH OTPPTH
Iveutbug
8I18ung y3og
sjusmebeuey xeddn

luamaseue suopesadQ

¢Kjodonp sppl Jo uopeaxd 941 U} paA[oAu] sem ogm

Ajodong-aig :2 dnoin uopsond

PLY

z siuedidiaey

8In3In) UBWION OYJ
119430

sisumQ droao

Iobeuey [eisuen

Juspresig
suswebeuen xeddn

Judmadeuely sajes

tLjodonp Spp1 JO UOHEDID IG) Ul PIA[OAU] Sem ogm
PL'E

393

J




Ajodong-a1yy :z dnoin uopsI

Suua_u:._«mj

(pautquop buTtazeas 1elyy) seres
soyoeoiddy smen
siabeuey saTes Teoo0T
suotieradp uoraeas IV
8I80UNOUUY ITV ‘S8MaN
(3seonuys) uofawoo]
g1030011Q Weiboxd
juorel ITY TeuTbIIO
t (uoT3e3ls Yoed I04 UOT3ITEOd @uQ) pojeredss
O8IV jeuIod ®3TT193eS ‘MOYyS BUTUIOW BATT
asyuotideocey
s103exado paeod
1030911 OTJ3ell
weal, ixaautbug
zebeuey sseuysng
(suoTaeas
woid burpitng ejeiedes UI) eaTIRIISTUTWPY ‘[eOTUyDe]
F3els sotres
JO309ITQ 8MON
lebeuen sarvs
xesutbug JeTyd
Iebeuel suoTtjeiado
uoy3ed0]
uoy3lonpoxg
Jebeuey TeRIOUGD
3 (BUOTILIS BIOH 10 oMl IO3 elqrsuodsey) peurquo)d

digsiaumgQ

‘Alodonp s[yi jo ulsap a1 aquIsaq

Ajodong-a14 :z dnoin uwopsany)

3Ly

€ naau&_u:..«mA

PTO 8%924 oML seM SuoTieIado POUTqEOD 193V UI oue)
31 OTpueH oM TITM MOR
ewyl buog 104 3vg Iepup 3dey Ieumg
$UOTESNOSTQ
s1ebeueR Teleusy om]

(8)z8umQ
sjuswabeuey 1addp

lmwoadeue) ssad01gd

iKjodonp spp Jo wopeard @ Uy pasjoau} sem oym
P49 )

34



Arodong-ayy :z dnoig gonsand)

LjodonQg-aid :2 dnoin uopssiy)

si1aedoniey ]

I9bRUPH UMO YITM UMOL 3USI9JFTA UI WV
erdoad smanN
xsautbug joTyd
JUelSTSsY safes
103081TQ OT3jeal
IBTT0I3U0)
I03D8ITq UOTIONpO1d
J03081TQ werboig
IobeueN sores Teo0T
(ee1y1r ‘Ayodong aug v)
1ebeuel sefes Tereuss ‘isbeuey [ersuss
8jjels safes
L11eoo1 1108

s(o30N 9.°[ @98) pojeredag
JUe3ISTSSY sates/3asTuotidesey
gY feuotrieN
Isbeuew uorzels
(s3jue3isyssy sasyreroeds @aiygr) assurbuzg Fatyd
Jseulbuiz 30eI13U0)
lebeuer 2071330
i uoy3Ied0]
(z93%e1 371ds Lew) 103091TQq smaN
1030917@ UOT3IDNPOIJ
3030811q bupjeyxen
83UST D
TI¥ 104 @3aduo) 3ng ‘aayirsbol, sT{ed [eooT o)eH ue)d
ATteuorieN 1res
3TTnd butea A3fryoed men
J03001Tq OTIje1y
wvary Ajreyoeds yata
uoed ‘swd ee1yy 30 adeouop wesy ‘IsbeuvH sseufsng
Jebeuey suotrawviedp
xebrvueR saTes Twleusn
xebeuer TvIeuey

1(e30N 8L°1 ®88) peouTquod

lgawmaieaey] [eldudn

*Kjodonp sy jo udjsap aqa aquIsaQ
3Lz

ya sigedopiieg

WOYL ITWT1 210 moxs ardoed 3e1
‘sup 10 y3od [I9S UeD OyYM 3INQ 8INnbTJ ‘salny soTeS ON
A311end 30npoId Ul 8807 ON OTTyMm sbupaes Tesy
8380) butjexredp BuypioH
orTus KL3Tunumo) HBUTSTIIGAPY UI 8DUBSAId I93EBIDH
esU9S SIYEW UeyM Duriles oquo) ezZywTXew
suoryeys Arxejuewt yduwo)
(W3 10ing $3ISLDINAIT8) WV YITM POUISOUOD 30N
JPWIOL POjuUeTI0 olwwed Jokng yaTM
yojeN o UOT3IRIUSTIO ©TeN oL pebuvyd JwvmIod peseyoand
ebexeao) Twuothey 104 peubysaq
pesn bupmseiboid eyyyreses
1sesoding 18430

digsiaumQ

‘Afodonp siq1 jJo uBisap afy aqudsaQ
(pananuod) az-q

395



Ajodonq9id i dnoin wopsond)

Ljodong-aid :2 dnoin wopsond)

J
o1 siuedjopiaeg

BUOTIOWOIJ TeuIdlIXy UI 8Ieys [TTM suoTiIeas IV
BUOTIONNIJ BSOID ITY-UQ ON

s3ebiel ervyoIa

otydexbowsq ebv jua1833TA ‘siewiod BATIOUTISTA oM
Wi x0&ng XoJ s3ehpng bursesidul 30N

exeM SIAV ‘OquOD POBTIL ISIIV JJeIs saTes 3ITIds oL auem

bupmresboxg
JUSIBTSUOD ‘DV J0H 8I0H ‘ded ‘3Oood pIeH 9IOH ON
Jeag Y peoase] ‘snoold oN ‘K3runizoddp
I843ouv ‘jjels seles W4 Jedng ol UGATD R4 peseyoing
S3PWIOd JUSISFITA ‘JJeIS owWeS YITM WVY/WY [16S
sie[1od Jo buTIeys ewos ’‘y1@s oquod 85104 OL PoTIL
buyaybya-ur ostvy ‘uoritiedwo)
o1oN ‘371dS oM JI Ieylo oyl 3IsutebV 8uo 3ITd
833°1S OoqWoD ‘830npold INTiWlS
$JJels IWOI8IITA ‘83IONpPOxd UBI8IITA
PTOA Y pPoIlt¥d
PTITYodeas oY1 3ITed ‘SATIETIY ULISTd ¥ ION
‘sde3s3004 s.3194ng Ul MOTTOd Ol peseyolnd 103 pIvH
UOTIOTIA
ejeuTur1d ‘Jusudinbg aUTqWOD ‘SACH TRTOURUTI ITews
TeARIUN ‘BATOAY O] SnuUTIU0D ‘YSTpueIiIng
ed pInoM DbutoTid Ing oquo) pejuem siedng Teooq
1sasoding 16430
3jels setes
Tobeuey seres Twooq
(930N ©,° 1 @08) pejeawdes
burpTynd ‘1e31imido) ‘juemizedag uoy3IdNPpoIg
buymsei1boid Wy
8V [RUOTITPRIL-UON
jueprsaixd/Iebeuey [eieuss
(833eas @leredes 1e3jv y66T PoIIwas) Jjvas seyes
(pe3ee1d uotaTsod) lebeuvH seres Teuoybey
Jebeuey se[RS [e00T ‘lebeury SOTRS TvIOUdD
: 1(e30 B 808) peurquoy

juawaseuey sajes

“Ajodonp s jo uBjsap A AqUILIQ]
2r°¢ )

4
ol siuedidjiageg

Y661 pP8lxels ‘suotieas buoiis omy
BARH USUM 8uQ O doueTbaTTV pesN ‘sHSO ‘swo oTdTITON
ejvredes
suorjowoid ‘burwweiborg 19yl ‘e30001d-8601) ITY-UQ
‘sofewsd I9p[0 ‘saTeW xabunox ‘juswerdwo) suoyieas
SHd oML JO OTPPTW ul sdefisa0 WY
peutTquo)
uayM 19ind ol L1035 o3aTdwo) [181L OL 3ITNOTIITA
‘Teax 8uQ UI TV 8jJeis sajes ejeredes ol ‘peutquo)d
ol ‘ejeredes WOIJ UM ‘8O0UQ URYL 9IOW SIedD IFTYS
K31edoxg aup ug sndoz JO Yol ‘sjjeas
s3eredes ol jueM ’‘89TwS oquwop POTIL ‘suted buymois
§$Jje3s sates
e3eredas YITM SWOTGOId ‘sales 8IOW IO [eTIUSIOL
Jebeuer setes o3eredas oxTH of HUTTIIM 30N Auedwo)
: ‘33eas sares oquo) o] ejeredes word juem
UOTIRUIOJUI UTRIIS) BIRYS
18A06801D 3O
01 ¥V JON ‘@ouaipny JON ‘sIeilod pv 104 eiodmo) sHd
I3YI0 Yoed 10IITH ‘sjemrod erqriedwo)
$10US3I8TT PTIQ IeeX ¥S-81 JO ©Ivys jexIeN bid @31ea1)
so[es ejeredas IO oquoD $I UOFSTOed ITNOTIITA ISOH
31 I8y3l0g 0N Od ‘IvmIOS @IFI[O3IeS BI WY

1sesoding 18430
Iebeuey suoyiviedo WV
(Atraeioduar) sburpring
Iebeuen 857330
8180Unouuy

uomadeue Jeiauan

*Ajodonp sy jo uldjsop agy aquosaq
(panupueod) az'z

3%




Ajodong-214 :z dnoin uopsaa

J
6 siuedjdopnaiey

Auedumop

Yatm A{[euIeIXT DOATOAUI OIOW WO/3uUspYseld ‘dd

Ri1 peseydInNd/RO ‘AGd W Iodng ‘HWso Ag Arreursjul uny

sabpa punoay

IBYL PITNE ‘wsTledo] ‘pug [euoTioWOId O80T ‘33e3s

A3TTend ‘dnazess JueToTIIE 380D I0J pesn e3[[I8IeS

derrea0 awos ‘SaTIFTRUOSIAL sMmaN 30UTISTQ

petdnipend smsN of 3uewmiyowo)

Arwjuewridmo) ‘+5¢ SeTeNH ‘WY peseysing

$95-S7 ‘uswmoMq Wd 184Ang ‘ereN ‘bunox ‘WA peseyoing

diysuorieteny eoeydyaon ueyyl dyyspuetaa eroy

$P10 Iwex GG-g1 @jeuwod ‘Ieyln Yoeg og Jueuy 1dmo)

PooD ‘awed butuorivsodedw ‘ewmesn $89YD ‘soTiewmrog

Uy peAToaul ‘buymrerborg peseyoing 1og 81qrsuodsey

®I0H ewodeg Ol Gd FJUISTSSY peseyoInd butwooin
tgagodana Ieyao

1sawadeue suopesadp

‘Alodonp spp Jo uBisap Iy aqusag
(panupuod) asp

Ajodong-syy :z dnoiy wopsam

nuuan_u_:«mj

uotr3le3ls RWI Yyoeg Iod ueITNSUOC)

BUOTIOWOId ISYICR-ES0I)

soueTpny 810D

I0308ITQ UOTIONPOId

WO J8pufl sUOTIOWO1d ‘smaN ‘sIroounouuy
t(o30N o/° [ o98) pejeredeg

8103081Ta weiboad yzog peoerden

SuotIevls usamjed Yuyl A3Tunmwod

Yoreesay oysnf ‘seopl 8Ieys

I03001Tq weiboig

Ieautbug

qor fend ‘W4 peseyoind I04 I0309I1TA

wexboid ‘Wd I9Ang puv poseyoiand 3Iv suorzerado

sa{vs

SUOTIoWOIJ WeeJ,

1030011Q 8MaN

burmrexboxg Jo ebivyp ur suorzersdp

W1 18And 'wv

peseyoind 104 l1ebeuen suotiezedo ‘3IsoH moys Butuion

buydeexyoog

Jebeuel TeI8USD/IOUMO

310339 weal ¥ TV ‘S6[eS ‘)IOM UOTIONPOId ‘IJTYS ITVY
s(ejoN ®L°T ®08) peuTqwo)

mawadeuey suopeiadQ

‘Ajodonp si1 jo udsop Iy AquIIsAIQ
ALy

397



Klodon2914 :z dnoss uopsan) Kjodong-axy :z dnoiy uopsar)

61 siuedpnieqd | L sysedppiieg

om], ueyl 183sed 8YeISTH VW

yoaep uep radeaxyoog 8UO ‘810309ITA OFJJell OMIL PooON
Auedwo) 3o 3188¥ IO4 TOPOW

butod SI 10430 3IPYM JIOITUOW WYL I&T

JON Od ‘UOTIPWIOJUI JO BATION0Id suofjels 9jeredss
I03TOXH

‘1933TRSURI] opexbdn ‘WA peseyoind uQ Iamod peseaIoul
33eis 1104 exynboy 30N seoq @3yIT8IeS

spung e3jeiedeg saytodong Ag pexoorasap ‘pepeeN 1eiTimidoo
sgesoding 18y30 (303081TQ@ UOTIONPOId)
A(uaaz 171ds sesuadxy oW Y3ITM YIOM [TV uotrionpoid ‘butmreiboid ‘sares ’
V99 ‘snusasy A4 3T1ds SI usaTIQ enueaay bHutyirkuy sjuaumubyesy uoTionpoid 104 wa3iIsks 1a3ybrIybTH
sjuswalIelS WODUT - sasonbay sav s3jerdiejul uosiad euQ
puymmeiboxg Atuo ‘wiog Adop aug ol Adop anog woig Buibueyd ‘yrIoMm
soTeS ‘BUCTIOWOIJ UI IROIYIIND eATIeIISTUTWPY ‘s30efoad b1d uo axof buyzyretroeds
ajexedas L[1e3ol jusuwsbeuey uoTieas . I8Yy10 yoea
(19307 paurquod ATqIEsod-suoTiedo] @jeredas mwo1g saduatTpny bUFTesa3s JoN ‘siewrod Arejueart Tdwo) %
ol ang) Lxejexoes ‘3syuoridecey ‘Iyojveita orjyeal . punos ojul sebewr uiang on
SJJuvis sares IOUTISTA OML Wd peseyoind
t{ejoN e.°1 988) pejeawdes uQ A13uno) DV/30R ‘Wi Iedng 104 OV peeyv aybreias
suojiomo1d p1IYyodess pepean-pay
2030011a K3FOUTIuc) ON ‘uFsnoD puodes oN ‘peeqy aybyeris o9 ylog
s398Yys eouvied t1sasoding 1eYy30
seoyAl9s eviodiod sI800po1d JO JIOIS pP8ILIID
UoTIONpoId ‘uorzeviisyutwpy ul derieao uosiad A3TTTIN
(s3uw3isTesV @eIylL) I1031001Yd OFJFvil ‘saueaiaeded TV INO PUY UI XIOM ‘103061Td SUOTIOWOId
(o¥33e11/buriuncooy ‘buydesyyood/suucsied : J030817a bujjeyren
‘d5¥33e1)) weel 1ebeusi sseufsng 303081Fd UOFIONPOId
{sjuvistssy jjvas eeiyl) iebeuvn sseujeng 1ood 3juele] Iod JIv3IS IFVY
(9308 8.°1 ®e8) paufTquo) s(oj0N @,°1 ®98) pauTquo)d
mamadeun $sad0ig 1comaseue|y I¥ewn)
‘Ajodonp s jJo uBisap P IqLIsAJ ‘Kjodonp sy jo uBpsap aq) IquUIsaq

329 ) LS




Ajodong-isog :g dnoin uonsary

Ajodong-1so4 :g dnoun wopsarQ)

J
9 siuedjoiey

deals 3noyiTM eary
1Jeor3oRvid
£o110d4 1000 URdO @jRTPORANI
pazruebio 11eM A1qeastrequn
S8TTTXs Teuorieiado ur A3rsrearqg
8BUDS $BAUTENG 3eBlIs
sTerIebeuen
butaebeteq
ebueyd o] IauoT3TPUO) ‘I03e3ITTTORS
8SBUBATSTO8Q JO 1949 1830819
Yyired deoy
SASTY ©IOH ayelr
ordurexg jes
8pn3IT3IV Jedoid ysTiqeIsy
sdyysiepee
STITs a1doad ur X3rsieatq
SUOTIDBITA IULIBIITA UI YUTYL ’SOTITIeUOBIBG a71ds
A1eararsod oN Aes of ureeq

rd 3:«5.::«&4

93R38103UI UQ BATIQ O UTea]
tTeor3oead

§8auysng Ul Ieyieg JO eousyiadxyg

s103v12d0 19430 YITM ITREUO)

ebpatmouy setny opd

tTeuOTIRONPE
Wooy UI AnH 3Ise3TEWS JON ezTTwaY S3UBTTD ‘seelofduy yYITM e3lwoFunmmo)
tTeuor3e 8y 1 TeUOTIRSY
ludwadeue |[eiaualn diysiauamgQ
tAtodonp tLjodonp
$iq3 jo wopesado 1GAPYJR Ayl Joj Liessadau are SIS legm Siy3 jo uwoperddo uaPYYe Y1 Joj Aressadau se SYNYs IBYM
ﬂﬁ.Nk NQHL

399



Alodon(j-1sod :g dnoig uopsan) Ajodong-1s04 :g dnosg wopsanp)

9 uuuua—u_:u.—J L siaedpngeyg A

xed oyl osn

sbutyean ,si0bruel ATxooM OF Jepusied XYseQ WOIJ JUSM

uoT3ezyuebip Teuosisd 183389
sTITYS bBuyibbnp
STITAS TeuoTatppv Luv oxel JON 880Q
t1Teof30014
uotiebareq
s Tetaabeuey
8ho0d WAyl 391
syibueias s,erdoed pura
tdyysiepee]
s1a3nduop Jo ebpersouy
uoy3yeInbov uoF3e3s Iod Ieyland pesyv Bujuuerd
enieA peseyoInd UQ 81830WOId [I9S
1 TeUoT3RONpE
e1doed jo 3Ies Jeyilouv Y3ITM Buyiveq
stTRUOYIRTOY

juawaeue suopesadg

tKjodonp
SI1 jo uwopesado wIpyse aql Joj AJessalou Ise sfips leqm

By

uorjeberea 1od jzeas

wea], juswebeuey poon

aIqeITeAY UOIeWTIOJUL
1 TeOT30RIg

Pa3RATION

butuTeI] ‘SUOTISTND ISMSUY
ter10bRUury

pexedoxg

8100L 1TV BUTZITYT3N

PTIO O3UI jJe3ls meN ‘MeN OjUI F3eis pIo

MBID 104 UOFIOLIYA mouy
idruysaxapve]

K3yoede) Hupipuey uotljvmIOIUI

BATIEOID OIOW

s19s8T3I0ADY JO odoos 1apeord

aybyuzaap sjemrog ug L3froyany
tTeuoTIRONPY

wered

83V OL ejerey
s [euotTIRTeY

gawadeae sajes

tLjodonp
si3 jJo uopesado WYY I J0J Asessadou e (IS Eeqm

L2 Y




Ljodong-isod :g dnoig aoyIsany)

Ajodon(g-1s04 :¢ dnosn uwopsamg

_

~
91 siueddfnieyd

YIOM OL $90US STUUS], IEoM OL UIeaT
SINOH BuoT xI10M ‘BUCIBPUTIO O BSON
8uOT30UNd 80TJJO @zTIa3ndwo)
s1o3nduwo) o1dY3ITnN YITM Buryser-yaTod
88USS UOMEOD)
TTe3lad oL UOT3U83IY
8TITAS x83ndwo)
uyeby
I8A0 TIV gOr #@N ¥ ®YTT ‘STITYS P10 OL Xoed buyos
. t1resT3oeIq
yoeay
e3jebateq
88INpadol1d ‘sl ssod 8yl oyM bButmouy
L3riTIesies
juswebeuey ewtl-
ybnoxyy sbutyl moryod
euod YJaom 389 Ol pazyuebio
sTetI0beuey
ATHOTND swa[qoId YItM Teed
Lat1Tqysuodsay up eyel ol sSOUBUTTTTM
PeIRATION
UOTIEUTPICOD
sdyysiepea
Inoqy 11V SI oTped aeyM ureo]
KepAieag 18yiebo] 81zznd 3nd
1TeuoTRONPY
SeuleN ©IO0W M8l Y
aseuol ‘uedg
eoueftivd
UOTIBROTUNIAIOD OIOH IOT ¥ ‘STITAS UOTIEDFUNEWOD
STTITYs erdoea
s TeUOTIRTSY

luawaleoe 9332044

) 1&jodonp
u..—.—.—o.-o_uﬂuaoEoﬁEvo.—-u&b«%ou&:o.-u-::_-n.—;

eg9 )

b4 s1aedyonaeyg A

8T1TXS 183ndwo)d
1TeoT30R1d

Juawabeury auyl ‘AoueToryiy
sTeyIebeuen

1wamadeuey dew]

(Ajodonp
si3 Jo uopnelado GIPYYJS Yl Joj Aressadau are ST 1egMm

“wlm y

401



Ajodong-sod g dnoun uonsanp)

£Ljodon-1s04 :g dnoiy uopsamy

J
sigedjoniseyd

83UBTTD 2ax8s o sdem maN putd
butpirng Bur3istxa oL pappv
3Te3s IV JOooy 8uQ I8puf JI YIMOIH BIOW
punog 1e3jed
1882IN0EdY
uoT3rsoqd 1ebeuen seres pabueyp
TeTIULl0d
831 OL pajeAT3IND 3juswdorsasg Jjels ‘juaTel Jeurejul
8ZYs jjels paseaiduy
83tqer burites ped dn peuweld
s TeuuOsI8d
15t dn senusasy
WY {UOTIEIS MoN Ol ana YImoIxD §GZ ¥661 %61 I8Ylouy
{€661 $6Z Mo1D dnusasy oquoll ‘y. dn anusasy 3eyTey
88ed1I0Ul seres ‘Troifeg
dn eieys anusaay
€661 30 pud &4 sTeoo 3ITH sueld
ATyauon ‘1esax 103 yST1-301 uorzoefoid Teutbyio Iapun
L3atrroRd OT6UTS UI UBYM YIMOID BUTT WOIIOH OIOH
buoxag
pouteuway Jedng ‘ureljed Yimoido buoils paseyoind
S661 X0 ¥661
3TJ01d 304 BUTYOOT ‘Ni PISERYDIINd WOIJ Yamolo 3sabbig
enusaey WY UI punoIRvUINL ILBIH
ejeredos juen ‘oquo) pros ueym Ksuoy buysoq
¥=I+T+T Juen ‘sn buy3isod ‘z Tenbg seoq (47
SUESIl8 BNUOABY ADN
Jedng JOJ sieqWON Z661 peeoxd
I0 YoeH ‘peseyding 103 SI6QqUNN £661 83R183T1Q0
Juewtiedxy Iwex ISITI 103V YIACID snopuewsi]
eues SISqUUN POUTQWOD ‘SYIUOR BUTN ISIYd [T0d 1edng
sIejouRuUTd

wawadevey [ei20d5H

‘vopezjuedio Kjodonp ayy jo @AmoIS jo e Yy aquITAQ
q8°7

8 uunun_uzuNLJ

SYIUOW XTS UI PpS-SZ SITNPY UI puz ‘@seardu] 306
sbutiey A1inzedogm
~$0=°,m.ﬂv=‘
Butp1Ing 314 oL umoId
Butuuny 30 peaisur burxiesm ‘pauyquod 3001 3ION
IewWIOd OIqels
$890IN06BOY
syoeqan)
ssalordug
1 [euuosIed
8eOlY onudasy peierey Huybiowz
uey peonpad ‘mOTd Ysed
PUD1], @810A0H AvH IVWIOL MON
‘umoq buton WY ‘iedng uo ISOpPOR ‘peseyoind up safes
SY3uoH IYBTE UI Ym0l TerouRuT
sores
#dng Aoueby e10W ‘s3ustlD IUSIBIITQ Yoeed
umog Butoo 0N ‘moTs
t{etouRuTa

diysiaamQ

‘uopeziuedio Ajodonp agi Jo qmoi3 jo el ayl aqudsa(
98°1 )

402



Ajodong-1s04 :g dnoin uogsari))

ot Suun_u_:aﬂj

UImoIo paseyoing Ag 188JJ0 ‘sburiey uI euyroeq IeAng
sUauon IybTa ‘earoagmy
ol 1ebuol peseyoang {8uUTN IV polsaaaT] ‘us93ITYL
poyoeay ‘aieys usaes V¥ moN Usym ohng 103 TeTlualod
ITY up butatoxy ‘jom

t130UBTpNY
£3tAaT3R01) ‘SPROpl 810K
sanbruyosl seres enbrup peonpoijuy
Jojxeuls ‘Jeojiog FIOM
s1oT1ddns sp1s3ng esn ol sdem 3xews

18801N0SAY
S8AV SIOH OML P3ITH ‘W4 paseyoind uQ sIv 3Iseg aml Ind
Wi paseqoind uQ siaquaN puokod jueseld O peulee]
SBATS8SIN0 UTYITM MOID
da zequny sekordwg
38bpnd paseyoind 3InH sjje3s ajeredog
s1efe1qd yeoM eunl sutg

tTeuuosiag
Y3IUOW Yoed SPI0OSY S8TeS Iojrend Y3Inoi oaxolg
Abejea3s eyey pueweq puy Arddng K103uaaul peonpoxaur
suoyieds buyiarids Ag 1edng uo ejey peseaiour
a1drig o1 @1qnoa
BUTTITE #V 38Y30 ‘2661 18A0 SOWTL @eI1yl BUTTITE
sosuadxyg
snusiay
UMOI) ®ABH BUOTI®3IS [TV
Uo T1TeD oL exoW ‘dn pexord seyes
{¥661) Ivex 3o 38174 @OUTS 8IUNOOOV meN UBLIITYL
Ie3Iend yanod ur e1od {405 Ag sIR{[OQ peseaIdUT
43838 OqWOD WOIJ Trexaa0 Aauoy o10W
A1retoueuta mo1o 30N PTA poseyoang
SPRI 1938R0DIOTION ‘punciy peosunog seres
Kouetoryya O wnoog
ASTY OL UOTIUBIIV pTed

tTeTOoURUTA

jsowadeuey sajes

‘vopezjuesio fjodonp 3| Jo yimord jo es gy aquIsag
q8°€

Alodong-1s04 :g dno19 wopsamR)

ol siuedjdpyieyg

¥S-SZ ‘Z# OL I04s W4 peseydInd eyjuoq XIS

¥S-SZ ®IVYS S ST IV _Inged W4 peseyoing

SuoTIRIS Inoqv BuryTer sydosd eion

Z# 8I IToing ‘[{R16A0 [# OI MoN pesvyoIng

Jeounouuy

buyuion 19ing sjveqg I8OunouUY HUTUION peseyoing

usl dog ur yoed peseyoing

§973¥TPuosIRd ITVY butbueyd InoyzTu sbuTiey
teouatTpny

luwadeuey [elauasn

‘uopezjuesio Ljodonp aq1 jo gimois JO w1 Y3 aquosaq
(panapuod) qg-7

J

403



Ajodon(j-1s04 :g dnoin uonsan)

Ajodong-1s04 :g dnosn wopsanp

[ s swmedppieg

s8I19ua3s11 Ax3uno) dn buymorress
teduaypny
s193ndwo) 810K pesy
S3uUdTel 98IIATA OIOH
butsypuryoren .
1800INOSNY
TsuuosIad ®I0H peoN
PB8ESIDUT PROTXIOM
ebeuel JON ‘ueld ‘suoTieniys sysyIi) buyypuen
88737 ITqTsuodsey
8pn31¥313v salordug
si1aqunN ealordug
suoTjIoWwoIg
sfem juarezyTa ur ebuyyl ees
INOQY @IV 8qoL IBYI0 3IeyM butmouy
33€3I8 ITY JO Vs TINd Isocwly
s {ouvosI8g
SSauTsng mon
snusaey
terouRUTa

wawalivuey aldew)

‘sopjezjuedio Ljodonp aq1 jo Pmosd jo e 3y aquIsag

q8°S J

6 u:-aa_u_a.-umlj

sxoquny peidnzpend wy peseyoing
MBID 8I8UIIBT]
09 o5 Aey seH R4 peseyoind
saduaTpny
31 o5 burinqriuo) ‘3ewzog 1ey30 Inoqv Bujuiee]
BUOTIEIS USGMIBE BPOPI JO UOTIRUTT[Od-860ID
8TOH punoy
UI 374 ol burdig Beq arenbs 31 ATxoTnd 300 punog
sqor IYbTY 104 e1doed IybTu butpura
1§80INOsTY
8TRION peseeIdul
sef1odong buyinoexa 3o ebpemouy
Atrweg 3tuy Je3ybig
s1equny asedordumy
FeUIOL WY peseyoInd YitM erdoed pearg
suotjomoxg ‘erdoed emos peaoy
SITTXS MaN 30
YImoxo TRUOSIBg
1TouuoB8I0d
UOT3ILIS BUQ OL YITTqeH USATH
butpremay
Joag (€667) Ioqueoaq 360T8ng W4 ‘WY Joing
sIRT1OQd ‘sSeres
RV
paseysInd Inoqv 8BUTTE8d Iesyareapy eajaeben ewesieag
IBTIN0 enueaAdy I8Yyjouy
tIeTOoURUT S

wawaeuey suopesadQ

‘uwopezjuedso Ajodonp aq jo Ywmosd jo aes A aqHIBagq

98y




£jodong-so4 :g dnoun uopsany Alodong-1so4 g dnoin uopsamp)

ﬁ b nanna_u_:«mJ ﬁ 6l siuedpnsey

I8)IeW UI T# Wd peseyding ‘yoog AISITH
x2ing ‘peseyoind oz Y3inols Teuswouayq
IoxIey UI 8or104 ‘butmMory Ar3ueisuo)
a1doad a1ow butyoesy ‘sbutyey

taouaTpny
#0195 uoTiels pediad Juswealoau] K3Tunmzon
eoeds Buimoibinp
8)I0M UOTIEIS JBYI0 MOH @95 Ol £3tuniaeddo
SINOH pasesIoul B1suTITINS ‘sIoWwTidred
307 buryred ‘mejsdg euoydg ‘burpitng
axnsodxgy

$890IN0SAY
SIEaX oMl I§eT ueyl moN dn jybned axon
1amoduen ybnoug 30N ‘YIoM TRUOTITPDY
sutred burmois
SV ‘JJeas ITVY moN aToym
JUSWITOXY TRUOTITPPY
PESH Ul sIequny 3UN0DOY MOuy
Ia3sed sbutyy zajug ‘izexorTnd butwop sdesy yromiadeg
YIommeel ‘weel V¥ sv Aerq
30 PUTA ST UITM e1doed 3O pury BTN Bujizes
¥I0M 31 OYeH OL $3pPNITIV ‘sobueyd apn3aTIqvw
@1doad yatM buyuresT ‘buryiom
Juearyzedsg ul sxequny eakordug

t{auuosIad
8M0Us INO 1T8S oF butiress wv iskng
sajey
IaMOT YITM buTYoOR ‘KiTeTouRuTa saTjeronT sy 0N
880’7 8nueasy 1833ng SuoT3Ie3S BWIOg TInd svY ArxeaN 30N d9laM s33uTqeD I[T4
sTeTOURUTS R4 peseyoind uo siapro Auey sy sawyl eeIyg
SJURIDUTH 8@3TuTFeq suotidsorsg 30913I00UT 8nuUSABY paTqnog Ueyl exow
$NOUOJ0UOK 8389 A88T3TI0ApY Atsnopuswey pPesealdur e1y1td
Isxsed euQ o3jul Buton sierog sooag T101keq
300 ooJ, butotag . setes
tsuotideoreq restizeapy tTeyoueuty
digsiaamg uswma¥edew ssadoig
i39[3a3ens asag) 03 sawonno sapedau Jqissod swmos are 'egm ‘uopeziuedio Ajodonp ayr jo gmoss Jo aes a3y aquIsag

- 2g°q 98°9




Ajodon(j-1so4  :g dnoin aonsany)

o1 uan«n_u_:umj

butaon ®ryyM uorioeristg
fem putd ol butkil peeyy saue) Y3TM siojzeradp
IonpoId
Kemv BUTATD SBUTIRY POOD YITM SUOTIRAS ‘3IOYTEH PPO
nox IV burzooys suokisaz ‘q8biel eIy nox
eTnIOod 3831085 ON
pPewTaymIaag Teed
10338d OQ OL 8Inssaid
UOTIUSAIIUT DDA
buoxm 09 TTTM Bujyjzewos
1TeI3uen

:uoavuﬂﬂﬂ: [LIE1 P

{33130ens 3341 0} samoNno apedsu aqssod IwWos are rEgM
(panonuod) UQ.NP

Ajodong-1soy :g dnosy woNsIAIYD

::«ESZ.&J

33¥3S YIoM 3T eyel ‘sbueyd of Burjuem ‘BuTTyTM
Iybnoyisrod 3Inoy3TM I8Yy3uHOL 304 J3e3s 31 Ksuon asoq
SUOTIRIU3SId OQUO) UQ B[eS Iay3lo
oL ybnoiyl ysnd 30N TITM OYM SIV WOIJ 8OURISTEDY
suotT3els ‘sjemrod ‘s3oeloag
usamied 3ITTAS 8wTl ‘UOTIUIIW TINd 8ATH jJouue)
abpeTaouy uotjejusseld 1edold INOYITM BaV
dn pedung weyy deey 10N og
Jood 8uQ Ispun ueym sjusumbIy

t{euuosiag
J031389dwWo) Inoqy uoTsn[oucy buoim of padumnp
U3YOId JON usyM sbueyd v eyew
Zmoys pa3eoTpuds ButuloH up uorstoea IYGTH
9TqeTA~UON Sweddg IQ IPWIOL SV MOID O peTied OV
310334 pobpnlsTH

J03730dwo)

96dy10@ 0N PINOD ‘MOIH OL PelFed UOTIeIS peseyoing
s1butwrexboxg

1933V uoos 10 ATe3jetpemwy z Tenba 30N ss0d T+1

I8

Yoed pepeaN yimoan 82Tuboosy 0N od ‘0 [Ted GOres
J93I8TS YeeM $omO0O9d UOTILIS BUD
sTRTOURUTS
YHTH o1y sejed Aym 1epuoy
UTM/UTM 31 oYuR ‘drysuotieed [eTIvsIaApY UY eXelL
T0I3U0) jJueM Qlod I8[1es puv Ielng
‘ebreyd-10a0 ‘eouruTwoq JO ebvjuvapy oyel ‘jueboxry
ssuotideoiad JesT3aeApy

Wwamalene Jeiauan

{33131ens 952q) 01 sawonno aapesau ayqissod dwos ase ~«.t.>P
28°7




Ajodong-1s04 :g dnoig aonsany

Ajodongy-1sog g dnoin woussny

N

moxp ‘susay 3sbi1og uelxy of BTqqRd Iewoog Kqeg aareg

3807 ‘Wd I0Ang uO OV 308 3ueM I

Awouoog ‘3o)Ier Hbuoam ug ‘saseyorngd buoam aYeH nox JI1

8 -:mn_uzumMJ

30Rpold IO PasN INOYITM UOTIRIBUIY

uoT3T3iadno) ssoy

JUaTRL Teo0T 30 Yoeq

Wy 1akng uo moys uoraestpuds TPUOT3eN 38O 3I

aousaTpnyY 810)

‘urny, buoim eup oyew
tbutwme1bo1g

OUOH 129 Lel sucewos ‘yIoM pIeH 3O 307

Y30 worg

§3T0N63d 3JueM ‘BIUBTID awles of TT6S OL SIV butysy

USOK I0 YSeID TITM §3J¥3IS MOH umouyupn ‘butaybry-ux

S3usweItisy ‘suorjeubysey

$I90UNOUUY MBN UTRIL OL Sa0B[d SE

XI0M JO IO ‘JJeas ¥ TITM

INO pessol esoyl 104 ofjewneIry

A13snpur ur yioM 3o 3ng erdosg
$I3uuos1eg

PESY18A0 JBmOT O suotiels Ang 30§ oq

sbutavy ped ‘yleM og 30N E80Q

pezopiing
38D TTTM 10 I9TT9S 10 zedng ITey3ra ssuorepuess
1 TeToueUTH

1mowadeuey  suopesadg

is3{dnens asag) o1 samolno sanedan Iqissod awos are m’yMm

28y )

8 sigedionsey

xe3s1bey 30N saoqg sAaT3ebay

ybnoxyyr Buryutyl 0N ‘uoTrerzsnig ‘pa1ty

&uy 3o Nurys 3ouued
iTexauas

JURISTSEY UV pooN

uteby abueyd TITM SUOTITS04 eyl brd og 309

1185 oquo)d Ul SUOTIRIS Y308 Yo3ITd Arrenby joN Aew say

83IBATION O PaoN [TTaS

opTSs Juswabeuey up sjued peddoig

soles ‘outy 85071 Aew ‘eary

TeUuoT3ITpEIL-UON I03 8benbHueq WOI8JJTQ mOoul Ol peoN
t [euuosI8g

butteag

Inog 4g jueM ‘193IENDd 3I8ITJ uT Y3IoM 8D0TId OL MOH

S0 PIOJIV Jouur) IB[TeIay IafIeRus

313013 oI HutkiL 388135 UQ °wWTL yonw oof
tJeyoueuTy

purvmag sajea1d FeyIel

ISOPIBH 8] BUOTIOWO1q

‘BuTsTITEAPY ybnoiyg anyes uorjeis buizesa)

peurerdxg entea

1933¢ Arodong o5 Yoe ‘AL Io4 ofpey 370 Kouaby

VeIV TRUOTITPeIL-uoN ul bufwnsuo) ewrL

S3UTOd Jed 380D @wWOS 388H JouuE)

wexy Aousby ur ybyg Kiea 88In30013s burorig
isuotadeotagd Jestizeapy

wowmadzney sajeg

{333aens asaq 03 sawosno aapedou ajqussod Iwos e ' YM
— 28°¢ )

407




Ajodong-i1sod :g dnoig uopsard)

Ajodong-1so4 :g dnoin uopsan)

-
01 siuedponiey

sumog puv &dn @ATAINS OF MOH uUTeH]

sarny sbueyp 10 uoridwexm BATO JON 8800 Jod

Iybnoyr nox ueyl jusIsyjTad S8WOOING

Aem eyl 31 IV 3001 O jJuem 3ON od

SUON

Auy 30 uTyy Iouue)
tTex8uUan

BUOTIEYS USSMIDY 1840 8801D WOTH SI8USISTT
tbutmrezboxg

pepoean

sI d1am 85730 @10 @zTTead oTdosd SV SaqTA eaT3eboN

ITNOTIITQ SSBUTSNG ‘SaTeS USam3al UOTIRUTPIOOD

butyoung

Koy Tenuel JO 30T ‘uoTsIPAUO) Jo3nduo) UY bututeiy

wo3sis YromiaN Ioandwo) YITM 19338d IOT ¥ YIoM
s$[euUOBIBg

8$)Xoeqiny esne) IYOTH dnuaArsy UI esesIoded

A3rrerndod sv Huoiys sy mois 20N IYOBTH MOTd ysed

yaod
UO I88TIIBADY 8807 ‘S03wd INOISPUn IYBTH SUOTIRAS
sTeTouRUTd
0N TeH
UI UOT3ITSOQ UTRIUTER ol ybnoug esTy I0N IY6TH sozey

seqey

oquwod BuTTT1as 30N ‘eafayiedwo) buthess Ag swooieao

‘300 SUOTILIS 8DT03 [TTM IOUAD SYUTYL A3Funsmc)

4Asnoieer TvuoTEsejOId 30 esneoed ebwwr 3INH
1suoyiydeored 1esyiaeapy

uﬂoevﬂﬂﬂﬂz 8832044

3313018 3s3y1 01 sawoNINO IaRedau aqissod awos ase eym
28°9

N
S siuediopieg

1ind A1qrpeIoul @3eld ‘slqel uo sbuTyl JO 301
t [e18uan

39§ 61 8ousTpny paseyoing sIojod

38)IeN ojul sure) uotiels KIjunc) Isyzouw

eTqued V 11V

(esodingd uQ) pug Iemo] 3IsoT ApesiTv ‘W4

zedng uo souatpnv Jo pud zeddn butsor JO ST
tbutwwerboag

suoy3wls [TV Iod Buryiom Jo 3Iybys esog

butiepomBoooY JoN oydoed ewos

8PV Ue183J¥Q Inod buyjuem

TIV WUSTID ewes Wolj UI 8woD 8IV Inogd Buyaey
t1{auuosI8g

InJ893000s SI 3IT IRyl

MON ¥O®d UOTIWIS IueM IYDTH sIeump A3tiofen

37JOxd ®,Iwex 3ISIfJ VO ureid 3IsoD dniress
1TeTOoURUTY

wawadeuey 28ear

538312013 3%3q) 01 sdWONNO 2aReBau Iqissod awos s reym
28°S J




Alodong-i1so4 :g dnoin UuoISanY

—
9 sioedpjisey

I833ed awooeq ‘usdden ol sbutyl morlv sIaumQ
suoriels 8113oxd Yyb1B ‘HBuTyTTd YBTH OML
buyutquop ur xsTy LA1eaz ‘ajeredes burdeey ur YTy ON
821eys snuaasy ‘sousatpny iebieq
oTqeITIOId OIOH

t83130ueg A1odong
butylewos epew ‘dp 31 PSYOTd ‘uoTiels pelTed ueyel
80 uo L1ey etdoeq
183309 L31D eazes
FUSTOTIIA @IoW ‘Lunod 3o ¢/z
OL Z/1 Yyoeed Ol 83V OM] 10 auQ of 8)Tel J®sTIIBADY
e1qes o5 307 Huyag

$83T7Jouag A3tunmmo)

luowadeuep [e12029H

s313nens asoqy 03 {pauonuow
Apeaife 10U Jj) sowodnno dapisod 3qissod awos ase FLATIYY

pg°Z

Ajodong-1s04 :3 dnosg aonsary

L swuedpnieg )

butmo1n satuedwop A3rIouTy
IO PTos s18Yl0 ‘butpuedxg sisump pojesTpeq
819UM) JO JoqumN pasealseq
texrde) aioy
I9Tq3ITeOH
ts3Tyoueg Axysnpur
sbutTT1Td 18ybTH ®aRE KAey ¥3vis seres pejexedos
Yamoip awos
SOTITUNIIO) IDTTPWS WOIJ SOUSTPOY ‘oNusasy 389
s3euiod Arejuswyidwo) ‘Abezeins jeaxs
opTs onusaay 1ebbig
eberaao) Teoo]
o4 uorjeroeaddvy ‘joedsey ‘uoyiyubooasy papesn Arpeq
" 183T3euag Atodong
uotbed Ul seyITunEmO) 1eTTews 8axes
UMOJSWOR UOTIEIS IBYIOUY ONPH
Ioedur ovwouoog ‘iekorduy esiy Iebreq
®oTATes A3Tunmmo) exow
183738uUeg A3TUunuano)

digsiaumo

39Barens asaqy o1 (pauopuawm

Apeaife jou jj) sawomnno aapysod Jiqissod amos are jeym
P8l

J




Alodongsod :g dnoin uopsarR)

Alodong-isod  :g dnoin gonsarng)

v Saan_u:..«MJ

butprrng uI suot3wys esxyr dog JO g/2
senuaiAady 1ebreq
soey aariviedwon ebiey)
sbutriey buoils urejuyeR
butieptrosuo) uoratiedwo) iog peiedaig
YOOI oM I9338d ‘suayesM uoTifledwo)
t8373jeued A1odong
s310ds ‘sasN Tedoq] yiTh ordoad aIoW buyyoeay
aseoe1dTay ue)
1837Jousg L3yunmmod

luawaeuey suopesadg

isaf8a1ens asay) 03 (paucfiuowm
Apraire j0u jj) sawonno dapgsod Jqissod awmos are jeym

Py P

S Snaa_u,:«ﬂ

8n AdoD 11IM Buorieas Isy3o

is3Tjoued Ax3snpur

dn uedp suoriysod Juswebeuey
89TTRTES 98EIIDUI ‘YIOM OION UQ OYel

83T jeueg Tauuosied

snyeys Auedwo) eseerour

S8e1vS PPV ‘SUOTIPIS OIOW PPV

oqeod 3001 Tt1es

Tet3ue30d 37301d ‘Yyamorn

Buypeoy

80vTd3IaXIeH 83vINOOY JOJ S8STNd BIOR butyoeyp

183Tjeueg Atodong

peatoaur e(doed e1oi ‘yonol ul 1e3jed sn deay

183730ueg L3tunumo)

odwmadeuep

sajeg

s3Bnens g2y o1 (pavonuswm
Apeaire 10u j1) samodno aapgsod J[qissod owmos ase regm

P8¢

J

410



Ajodong-1so4 :g dnoiy uopsangy

AlodonQg-1s04 g dnoin uwopsa)

193864 SUOTSTOSQ aYeW ‘ISOTND YoM
Y3TOoM B3IV nOX 3IBYM pred
uorieso] ®1bUTS ul suotjeis
Qiog 104 1884 1833096 oaeH sealordug UBYM Isyjoows uny
K1euotioeay os ed 30N og ‘300 psuueld YI0M 3SOK
$83TJBusd [aUUOsSIad
uot3leztuebig ainoeg Arteroueury
IONIBH UI MOID O eTqV
8TeoH paxeys
8601 o1 saspig ‘butxIomisy re3ndwo)d esn
©Ieys enusAsy Ul 8uQ Iequiny
t83T7Jeued Ltodong
drysieumo erqeas peysyrqessa
K3yunumoy o, uadp ‘sguorieasg Tu3xamod
83T37ATI0V A3Tunmeo) uy uorjedyorizeqd eroy
sabueyy jexIeN O UOTIOV BAFaTsOd
voyawandsy orpey s,pry uoig Aemy jen
i1831jaued L3tunmmo)

luamageuey ssadoig

i338a1ens avaqy o (pauopnuaw
Apraspe 10u J1) sawomnno aapysod 3jqissod swos are ’eym

- BQ.@;

ﬁ 71 siwedppaeg )

-~
2 siaediojiied

Yinoan selorduzg
sosnuod 3ej ‘brg
Atywes Addey b1g aug
t83Tjeued [auuosIag
Ri 1edng uQg Iamog 910K
TeT3U830d Y3MOIH snopuswall,
TeIUBPTOUI esE8IOUI 3TJOId
SUoTIelg TIV JO uorituboosy 1s3esis
sbutaey anog ze3zend ‘sun) aebuoiag
sbutjey ux YsTutd ®e1yr ‘om] ‘suo
pepeasons 1JTYs 3Jewiod
Abejexis Jo 3uspyjuod
t1831Jeusg A1odong
spueR buyyeys
618yl a1y nox erdoeq buimoys ‘ang buyzzen
uoy3Tuboday eoustpny y3itm Auedmop pezirTqess
t83yJeued L3yTunumo)d

1sowodeueyy a¥ew]

is3(8nens asay1 01 (pauopusw
Apeaie j0u J}) sawmonno aappsod djqissod awos aqe reym

Pg’S

)

411



iming ¢ dnoin wopsonp

amunj :¢ dnoin uonsond

6 u.nan_u_:mj

Yoreasay orsni ‘Tenadeolsg enutTjuo)
umy sio3rieduion ayew
SUOTIOWOIZ SPTSING BIOK
- sbutaes ewos ‘uotjoword sseq
Co ssatrbajeI3s Teursixy
atdoad a9y3l0 woiz ures] ‘ejexbsjur ol skey
‘Atodong 16bUOIIS BYEH OF sfen 1031 Buyyoreeg
P8seydINgd JO $00T umo
peseyoInd 104 Wso @ieredag
ATeL WBYL 3&T JON PINOM ‘SUOTSTATQ
oML ‘SUOTIEDOT OMI OIUI SHA PUY SWY ajexedag
A1InH ¥V ur 3j0N ‘s3unoooy OquIo) BIOK
bututeiy sates Butos-ug
s&ng Aousby aioy
Wi POsSeydInd J0J snuessy UI 8IOH 000°00z$
80I9Td 8Y JON ‘Tey3Q yoez YaTM &38dwo)
ssarbojeays Teulrsiug
WY Iayjouy ppv Aeq
31 JO 3ITed wy¥ I esueoceq le3jed
I0xIep Ul 1ebuorls Butwooeg
88IRYys 8oUSTPNY ‘enusasy JO 30§
1I03RUTWOd JOIVH
8873T{RUOSIad 1eIndod Inog 10 eeIYy] ®aeH
JusEBATOAUI A3Tunumo) eIoy
A3tunomop bBuraxes uo syseyduy ‘UoT3IRZYTEDOT ©IOH
t1I0yduy A3junuano)

udwadeaey [esauan

{3324 wmoy o3 Ljodonp sigy sacp woplaNp IEgM

s

~
£ siaedpofiiey

s3Twr L dIYsIsuUMD BSTRY OL JDJd 9INSS3Ig
tsatbejerys Teuxezxg
8I9UBISTT ‘SI9STITIBAPY ‘SI9WOISND OL 90TAISS lo33ad
J03 Auedmo) usyibusils ol Teirde) 810K DRIV
sates 31r71ds erqyvssod
ssetbezeras teursijur
$89000S 2NUTIUOY
enusAdd Ul AOIH
uoy3ysod eoevydieyreW jueutwod UyeRIUTEN
1103BUTWOQ }eXIeR
eTPOH JOyouy Es8l1y 8wodeq
I8U8IFTT Ol UOTILWIOJUI BIOH
A3yunmeo)d xo4 sbutyl, 1833ed og
saoyouy A3Tunuano)

digysidgmQ

313q wol} o8 Ajodonp siq) soop wONdALP Ieym

uo»ﬁg

412



amng :g dnoisy uwopssny

aming :¢ dnoin uopsand

1.
L siuedidnieg

S0 9Yel I[TM SpUaIl @18YM MOuy ION OQ

otryderbowaq moio

KiessaoeN JI sobuey) ayew oL ybnousg buoils

809Xei1sTH AueW 9)eW 30N

s1squnN buriwy ‘Ierrod Ul Yamoin
ts91bojerls [euralxy

uosIad SMeN aWTJ, [Thd Puocoes

jusudrnbg te3rbTa MeN

SINOH Pz SUOTILAS Y3j0d FJels

uotiexado 8rqelITjold V ‘Ieump Y3TM burpesoons

1e3eM aaoqy peag desy

SYUTA 3INO YIOM
i1geTbaje1ls Teurslul

UTM O5 3I9IeW JO TIV I0d Wooy

ssaoong burey

‘Aeg 8uo Ul Yued o eXelL uep oM ueyl Aeuoq OIOH
t303eUTHOq 38 IeH

@I0W od ‘piTng

‘819ud35T1 ‘A3TUNDEO) BSeuTsNg YITM TeT[TWed BIOH
sJoyouy KL3Tunmmo)

1mawaeue suopesado

3499 woyy o8 ALjodonp sppy s20p uoOpdALP egm
L84

)

g8 siuedpnaeg |

teubrs uoraeys burpeabdn
butumre1601d 9ATT ©1qTSBO4
isatbeje1ys Teuxalxa
auyl Y3ITM opeW sjusuwisn{py
ssauUTsnd MmaN mo19 ‘doressd
spIiemay ‘s901n0Osoy ‘enuessy 19330d
dn 31 BuTtaaay
ased od Asyl 3eyM od OL AV yoey
Wb 31 80 puv Kig
i1saTbajeIls Teurejul
sbutyey ur dp swo)
I8pusjUO) PYITIOS Wd peseyoInd ayew
sJoquon deex
uotT3IeIS JBYIOUV PPV
3J03eUuTWOd IONIeW

1gdwadece)y sajes

{3134 wos) o83 Kjodonp spy) S0P UVORDANP F1eYM g
6 f

413




aming  :¢ dnoin uousany

amng  :¢ dnoin uopsond)

—
9 stuedponsey

$9T3ITD I9Y3o ur sar3zedord Huring
UOT3®20T A3N UI WY bBuriseoinurs eg 10N T1TM
: WY peseyorng buriies burisprsuop
§UOT3IE3S JO 8uo IBOATA O darH 3ON O
819u831s17 tedoy doyeasg
1serbaje1s feureixg
a1qefed sjunoooy Iamoq
P332Tad o4 0N TITM qor AW og dp
dren poen
Asuol 3o 8307 puy B30T
83087J4 TeTOoURUTI 8AT3TSOd
is9Tbajerls Teursjur
l8pes] 3ayIeN jeeq
£10doucy swooeg 3o 820Q 8Y buoT &Y poos
8uQ Jeoyjouy burrvnboy 3o saurg
om], ‘suo Buturejutey
dao ‘dn ‘dn Buton
peeoonsg Aeyr Hujdog
zebivy puy zabreq
1I03RUTWOg ey IWW
L3vunumo) Y37 exoN ‘shemeoats ooy
T18M @ousTpny butazes
tI04youy L3yunmmo,

luomadeuey ssadoiy

3434 moy o8 Ljodonp syp $30p GONIIP JEYM

69 J

S ua:aa_u_:u.—)

UOTIOBITA IYBTH uxl Butaow ‘Yoeayr Wb uo

Teaddy

pug reddn o4 IYbTY 3Ionpord 3o ‘dume ¥ Jo p/f epew
isaybejerls [eureyxg

Luedwoy o erdosq butppy
tse7bajeIys TRUISUT

premrod TInd butos ‘suny of butyoras
1I03eUTWOQ 38YIeH

S8IUDAT BIOW 18A0D ‘OIqISTA ‘@ATIOV SUOTIRIS 389

senbuoy, 8,4Apoqliead uo ‘piens pro eys Jo 8up sy

Rd peseydInd JO YUTYL ‘SUOTIRIS JO ITed peysTiqeass
tIoyosuy L3jununon

1Gdwadeue Ideu]

3494 wmoyy o3 ALjodonp sy saop TORIIP 1eym
®6'S J

414



amung :¢ dnoin wonsony)

] nuum&u_:uﬂ

suorjowmoid

©d 30N pInoM ‘jueboiry Io3viadwio) ‘jeyien uy x81tTCcds

uotjewiojul butxeys

Jod sjjels sayes buriaduo) ussmzag ueld snuog dn 3es
$136TATIOV

I8UOOS 8NSSI 9[RION posuosg

3IIeIS 103sed ‘X04 JO INO I9HbUOIS 93OWOIG

Jsuoog uaddeg 3I ayew

. ) drH woad butjooys

30 pes3sul jJels IyV uo burproeq exojem wex v 3Tem

. $839138 8onpay
833els sales a3eiedes oL UOTIUSIIV ‘ewry, TINd BI0AS]
: sbutates

WD ojeredas YITM Iress

Jye3s butnmmeiborg peseyoing uo s1doad e1ow ppy

PeoT uoT3onpoid butipueR qor isijed

ITV uQ ‘suotijowoid ‘sefes ur

UOTIDDITA IeSTD I04 UOsIad Juswabeuey buoils pueusq
tburygess

BATOAZ O5 aurfl, $9el ‘©INIONIIS Tespl YITM 3Te3S

SINOH UOTIEWOINY JWOS FJO oyel

IeaTd [ITIS UOTSTOBq 3ewrog

8IPTIOQ TRUOTIOWO1d I9buoIlS 10d ueid

3

83TeSs I04 uoTjRDOT ejervdes ‘eords 810K uomumoww

0D nox sy dn 31 eyew
tbutuueTq

SYIUOH [v18A8S 09 31 397 IOoN .hﬂ@&dﬁvgn W1
tbutavraoben

luswaieaey jesauan

~h_ono=v
ST quam Apoasaylp op pmom nok 8uyqifoe aq iy plnog

amny :6 dnoly uopsany)

967 J

4
6 syuedidfiaed

potrad
piemymy ON ‘AresssooN ION @IV SYWI OS aTny abuey)
Wd duoTepuels ¥ 94 JON pPINOM
3ayIeN Auy uxr Ltodong eaeq
so[ny buryuras eyl abueyd
13STATIOV
. sertodong
ul .JI. BTd Teed ¥ ‘sjusuiredeq mod ¥ Burutquo)d ueyl
Ioy3jeyd SUESL SOTES IUSIBIITA UI AITIIqelTJold eIoW
AteaerpomI T1es oquwod 3ION
uoT3RUTHOQ
UOTIRIBUSD ‘BOUBTPNV aWES 30XV Ol SUOTIRIS Yjod
up orsny awes Keld ‘burumexboid OTSNH PaySITMS JON
Apred sem aIseo{umTs [T3un jemrod butbueyd 730 prod
sbut3tem
X oTpueH PTNOD JJelIs Wd I8yiveN ‘W4 uy
YITM ISEOTDWTS IQ UOTIRIS Y[Rl WY J03 Iabeuen v 3e9
sburyjeas
aduaTuUdsAUODUT
‘3u8y TRUOTITPPY PTOAY ‘Ieucos Burpying uo peizeas
818430 WOlJ |OUSTPNY HUTYRL INOYITM
§97ES Ul SUOTIVIS @IOW IQ 8uQ 3Juesaidey of IoyjeuM
STl aug IV butyalreag euoq ‘ize3rjed psuueld
: - 1buyuuerg
{8uuO8Iad POITIBYUL UQ [eed 1933104 I8
Yon{ og pred 3oN
tbur3eyloben

dijysiaamp

tKjodonp
Sl Qim Apoasogip op pinom nod Supidue aq 1YL pinom

qe’l




aming g dnoiy uopsdad

aming g dnoi9 uopsamQ)

ot u:u«.:u_:umj

Wd paseydind
10 Wd 10dng ‘drysIeyion ayg Y3ITM Juazajijta butyjzsuwos
t1ISTATIOV
#0TH US3JOS OF BUTL USRI ‘SI8UL3ISTT YITM UOTENIUOD
‘poiedold JoN eIeM ardoed ‘ATmMOTS @I0K posoo1d
Kavrroed aburs ojur butaoy 810jeg eex v ITeM 30N
tburytem
uny 3T PH OL 882INOSIY [euuosied AIessooen
$I0308ITQ UOTIONPOId OM]
I9TTIed UOSISd SMON Y POITH
10I3UCD Of ®alvy 3[NOT331Q
ISOH ‘uosiad BuTISATEW BUO JO BBPI YITM pakoy,
¥Ooed awOD OF °9aeH ‘Hrg 3Ieas JON oq
INOH UOCON/DUTUIOW-PTH
JO pealsul WY PIseyoInd uQ SATI SHUTUION og
®ATd IV JFJO oW 301
1burzyeas
WV poseyoiInd 104 suofido oIQeTA oo pessnostq
BAISUSUI-OTBOK
podels ‘WY peseyoind ug eweibold Y[el 3nd esed 3Jon
WY paseyoind uo Wy iedng @3eortdng 30N og
A13us19337Q peTpuer sbuTyl BuTYOTd TN
JoARTa Teoo] deey
tbutuuetq

Wwomaieve suolieiadQ

6 siuedppieg )

uot6Toed JO ITRd °g OL I\YOTRD UOTIOWOId 0D
13BTATIOV

BuTtuuny

do3s ‘sdiysuoriersy jeuosiagd PITNhg ol 83V 03 I8buoy

¥ooL ‘3Tids seM J3els usym ATTeOTISTIESM SIOW YOOT

80104 $9TeS PSUTQUOD YITM INO 3ITEIS

ouo Aeg wmoiz oquo) oo

B8O

anusasy dnoday OL SUOF3IDEITQ JUSIBFFTA FJe3s uayel
sburayTey

3Jeis saTeS OL PPV Isne 30N od ‘$3I0J3d SNO04

39X Jamsuy od 0N AeK 3Ing ’‘IJeis seres sieredag

810309170 uoljowold ®jeredes aml
sburyzeas

Lrodong 104 sjusTin oxedaig

OL wooy ON ‘I8TTIed SYIUOW M8l ¥V 93Tnd) peredaig

seTarun3izoddo

‘Aeuol 810K sAeaTv 0N ‘KI08YL UI 3e8ID SPUNOS oquod

‘ArejeTpoum] poseyoInd OUI II0JFH BOIRS Pasnoog ang

wearls JO @TPPTH UI 83eod YOI TMS OL pIeg

30T 9T0YM ¥ 30N

Yiod 78S ON pinod

aouts dn padund 3ION ‘8pniylavV 8ATITSOd DeH S3Y

seyoepesy

8697 €331F31) Jjels pauwlIojul 19338d ‘SUOYEToSg

30 souy seefoldwd 397 Jucwsbeuen 1eddn eaeg
sbuyuuerq

luawadeue sajeg

tLjodonp tAjodonp
S qum Apuasogip op pinom nok Buppidue 3q asa) pnom SR Qua Apuasagip op pinom nof Bupidue aq Py prnopm
96y J 96°¢

416



aming g dnoin uopsany)

amng g dnoyn wopsany

uannn_u_:«mj

suted
J0_Ieax Iayjouv ‘purW ebueyd uayl ‘eyjucH Inog 09 30N
‘Buyizels ueym 8UOT3IRDOTIV buyjunocooy og or ey mouy
buoty o5 sM sy sung auTJd
8I9QuUNN TeToueuTd IV abueyp of @aey 30N

tbutireM
qor ybnoioyr
‘TeuoTssejoid 104 juamizedeg og atdoad e10W pp¥
XIOM 0N TITM X0 TTTM 3IeYyM UMOQ 83TIM o Apoqemios
bosoHl TT3un Iobeuel sssuTsng peseyoing adey
ISTTIed UOSIBd @ATIRIISTUTWPY poisanbey
’ 20qe] JO SUOTSTAIQ Jayjang
s1o3ndwo) yiamjen

ibuyzyeas
OF30eYD ‘up buton sem eym wepl
ON ‘S8I8STIISAPY DUV SHY Usamiag uoTiedtTunmmo) JO Yoe]
IEIS WOIJ UOTITSUPIL [TRISAQ U POATOAUT IIOH
yselr
snowmzouy jO a1emeun ‘Ieacebueys 103 pexedailgd 1o33eqg
8T00L ‘uelxodur A1yesy s1 jeym uo Kauol 3jueds
UOTIEDOT 1IN0 o seakordul peseyoing butbutag
uorirsuerl Aseg Kiep
peziurbiooy
‘pebuey) aon ‘Kkex84013U0) ‘uorsnjuop pesne)
IUSTID ewres uo BUTTINO Ie3us) orpey euQ WoOIg 83dV oMl
Xoqeous ¥ uI oM ‘yromreded peztuebig
leised euoq sbuyyr Hujizjen ‘JUeTOTIIA BION
UOT3IROOT B8UO O3UI 309

sbutuuetgq
buyuuerd eioy ‘porederg 1e3jeg
‘auendrnbg Yunr Jo srertog puesnoyy, teieass 3ybnog

tbutiwyioban tbuyuueiq

ludmaleue)y ss3204g luawadeuey a3ew]

tAKjodonp tLlodonp

TR 9im Apuasogip op pinom nod Bujpdue 2q a1y pnomg S Qs Apuasagip op pinos nok Bupiie oq i3y pnom
— 969 {_ as’s J

[ L

a1nang
UI Iamod YonW sV 3Isnr Y3ITM serueduwo) 3@sk ol AITprios
wesl awes UQ JI UsAZ ‘suoTiels
I8Yy30 Ol S818USIST'] PUBS O JUEM IJON £30Q OuM
ad Teuor3fpely Jo a3rsoddp {suorieis 83owmoId-SS0ID
‘dn nox ¥yoeg O SUOTILIS I8Y3ID ‘oToyM SV sa9Tes 3IdfIeW
tISTATIONV
PeAON usug pen
1033 TWSURIL [F3UN ITY UQ WA peseyoInd 3nd O pejres
3IeIS OL burprrng BUO Ul ussg
1butytem
o1doeq @ioW ei1rH
81nof 10 @1doad UI 8OURISISSY IO4 BV
81005 @pTAOId ‘SI0303ITU TeNPTATPUI YITM O
butuurbog woIid JueIETSSY UQ POISTSUI
sburyjeas
qor 1ea1n ¥ auod eavH Kayl
butwmreifoid inoqv sbutyy utelza) ebuey)
Teuswmousyd punos ‘uny ol Apeey jusudinbg prros pooo
yood
1033V [T3UN PBITEM I0 10Xd¥nd obol Wi 1ekng ebuwy)
auedTjTubys eJow sebeas ebueyd jemios wia 1edng epel

fyuediojiied

417




amin :¢ dnoiH wousany

91 siuedppieq )

§9101F) ur Butoo 30 puTi Isnp Ie9x 38IT4

buoTv 3uem M sv Aen Ino puta

qof 8AYT3IOD9JJE UY Od OF MOH uQ

ol )Tel ol @ug oN ‘exedexd disg PINOD IPYM ©INS ION

uot3itsod odAL 1011y puv [eTiIL ‘seepl juswarduy
1ISTATIOV

10awmadeue)y $$3204d

tAjodanp
sSP MM Apuasagip op pinom noi Bupyidoe aq aiagr pinom

(panupuos) q6°9 J

418



APPENDIX E
PUBLIC FILE
MATERIALS

419




soneavte = dE/§

severance Agrcements for Employees

March 12, 1993

Ms. Sally Appel

Acting General Manager
Y106 / Y104

200 The Galleria

Suite 900

Atlanta, GA 30329

Dear Sally,

This letter will serve as written confirmation of your new compensation package while you are
serving as acting General Manager of Y106/Y104FM. Effective February 1, 19393, you will be
paid a salary of $5,833.33 per pay period which is an annual salary of $140,000. This will
supersede the compensation plan you have been receiving as General Sales Manager. There
will be no performance bonus as a part of this compensation plan,

Sally, you will also receive a *Stay Bonus® of $11,666 if you remain with NewCity up to the time
ownership of Y106 is transferred. This is based on one month of the Acting General Manager
salary. If you are not hired by the new owner or if you choose not to accept an offer from the
new owner, you will receive up 10 six months severance from NewCity at the rate of $4,291.66
per pay period which is based on your General Sales Manager annual salary of $103,000 per
year. NewCity will pay this severance plan in full  you remain unemployed or will pay the
difference between what your new job pays and the severance rate. During this period, you will
be abie to remain on the NewCity Health Plan under the same financial arrangement that you
enjoyed as a full time employee.

Sally, ¥ this letter accurately refiects your understanding of our agreement, please initial a copy
and retum & to me.
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10 Miagle Sireet
8nageport. CY 06604427
203-333-4800

Fax 203-367-9346

1.5 ity

Richard A Ferguson
Presigent

WZZK AMFM
Burmungham ,

WEZN (FM)
Bnogeport

WYAY (Y106FM)
Ganesvitie!
Attanta

WYAI (Y104FM)
La Grange:
Alanta

wOBO

WWKA (KS2FM)
Oranao

KKYX

KCYY (Y100FM)
San Antorc

WSYR
WYYY (YO4FM)
Syracuse

KAMG
KWEN (KI5FM}
Tursa

Amencan
Comeoy
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LOUISVILLE PRISM GOALS

1994

The following lists goals, aspirations and areas we can improve at our radio
stations during the new year. Please retain for the year your copy of this list as
a constant reminder of what we are attempting to achieve each and every day.
Additionally, share this information with new employees to help them join us in
our efforts from the first day of their employment. You are encouraged to add
items to the list that are specific to your department as well as goals that will
benefit the entire operation.

1993 was a great beginning ... we are doing extremely well! Let's move ahead
in 1994 to improve on a very "good" thing.
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PRISM

GROW OUR CUMULATIVE AUDIENCE

EXCEED OUR REVENUE PLANS

ENHANCE COMMUNITY SERVICE ON AND OFF THE AIR

IMPROVE CUSTOMER FOCUS

CARE ABOUT LISTENERS

BE THE "BIG EVENT" STATIONS

CREATE TOP-OF-MIND AWARENESS OF OUR COMPANY WITH
LISTENERS

QUALITY EMPLOYER - THE PLACE THAT PEOPLE WANT TO WORK

GREAT OPERATION - BE THE BENCHMARK FOR OTHER STATIONS

BECOME A SERVICE-QUALITY COMPANY

CUSTOMER FOCUS - INTERNALLY AND EXTERNALLY

CREATE FUN

MINIMIZE EMPLOYEE TURNOVER

IMPROVE ORGANIZATION

UTILIZE LONG-RANGE PLANNING

BEST PHYSICAL FACILITY

KEEP AN EYE ON THE FUTURE

BE INNOVATORS IN PROGRAMMING & SALES - MARKETING NEW
IDEAS

ASPIRE TO TEAMWORK

3 AS 1 GIANT MARKETING TOOL

COMMIT TO BETTER INTERNAL COMMUNICATION

EMBELLISH THE SYNERGY OF THE TROMBO

CROSS-PROMOTION OF 3 FACILITIES

BEST MANAGEMENT OF RESOURCES

MINIMIZE WASTE
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UPDATE

HALL COUNTY'S MOST LISTENED TO RADIO STATION

1993 Arbitron County Survey
Monday-Friday, 6AM to 7PM
All radio stations, AM and FM,
Atlanta Metro included.

1993 Arbitron County Survey
Monday-Sunday,

6AM to 12 Midnight

Includes all FM listening
outside of Atlanta Metro
stations.

The airways for country and
gospel music listening have
been changed with the new
full-service, 24-hour a day
programming on Gainesville's
oldest radio call letters.

RadicCenter Offers Something For Everyone

| I
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Fuller Broadcasting
WKKR-WZMG-WMXA
Organizational Chart

Gary Fuller
Pres. & Gen. Mgr
(T
Laura Fuller
ngf(ee';l)e:r !
Glenn Buston
Sr. VP & Auist. Gen. Mgr.
! ] T .
( Roy Harrison |{ Clarence Van Cure Andy Burchum I Charlie Pruett
ll’rogram Director || VP & Gen. Sales Mgr. News Director Program Dir.
WKKR __J| WKKR-WZMG || Sports Director WZMG
1
Richard LaGrand .
[ Prod. Dir. WZMG Sales Mgr. On Air I

Account Executives

J

Randy Brother

VP & Gen. Sales Mgr.

WMXA-FM

Jackie Murray
Traffic Mgr.
Receptionist
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Peggy Traylor
! Sr. Acct. Exec.
[ 1

Account Executives |
l l

Yvonne Batts

i Gospel P.D.

| WIMG

O Air
( Alisa Riley

Program Director
WMXA

|
I

! Prod. Dir. |
alhinltubis:

EOnMrr——'
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ENGINEERING STATEMENT

This radio market analysis was prepared to determine the number of stations contributing
to a local radio market under §73.3555. The market is defined to be the union of the principal
community contours of the stations in question. For the purposes of this study, the principal
community contour for FM stations is the predicted 70 dBu (3.16 mV/m) contour and for AM
stations the predicted or measured S mV/m contour. Market contributors are those commercial
licensed stations whose principal community contours OVerlap, in whole or in part, with the
_ principal community contours of the stations in question (i.e. the station for which an
‘authorization is sought and any station in the same service that would be commonly owned .
whose principal community contour overlaps the principal community contour of ‘that station).

l. FM 70 dBu CONTOURS

Technical data for FM broadcast stations were obtained from the latest version of the FCC
FM Engineering Database, made available monthly by the National Technical Information
Service, U.S. Department of Commerce. The operational status of each station was based on
information contained within the appropriate database records. :

For each FM station, terrain elevation data from 3 to 16 kilometers on radials spaced at
5 degree azimuthal intervals starting with True North were extracted from the computerized
30-second point elevation database version of Elevation Data For North America, availabie
from the Department of Commerce, National Geophysical Data Center, National Oceanic and
Atmospheric Administration. A total of 261 points along each radial were linearly interpolated
according to §73.312(d).

The height above average terrain along each of the 72 radials was computed by averaging
the elevations between 3 and 16 kilometers below the antenna radiation center in accordance with
§73.313(d)(3). In cases where a part of the 3 10 16 kilometers portion of a radial extends over
seawater, only that pan of the radial extending from the 3 kilometers sector to the outermost
portion of land is used in the computation. of antenna height above average terrain.

In the case of foreign licensed FM stations, the distances to the 70 dBu contours in all
directions are computed using the antenna height above average terrain specified in the FM
Engineering Database. ’

The locations of the 70 dBu F(50,50) principal community contours of all FM stations
shown on the attached map were calculated according to the computer methods outlined in F.C.C.
publication PB-249144, Field Strength Calculations For TV And FM Broadcasting. The
computer methods use digitized dala taken directly from the graph of §73.333 Figure 1.
Intermediate values are obtained using bivariate interpolation techniques for surface fitting.
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. AM 5 MV/M CONTOURS

Technical data for AM broadcast stations were obtained from the latest version of the
FCC AM Engineering Database, released monthly.

Soil conductivities used in the determination of distances to the 5 mV/m groundwave
contours of domestic stations within the conterminous United States were derived from the
computerized FCC M-3 soil conductivity database. For foreign and Alaskan stations. soil data
were taken from the Region 1I soil conductivity database. Conductivity data were extracted for
every 5 degrees of azimuth.

For stations employing directional antenna systems, the Standard Radiation using the
theoretical operating parameters contained within the AM Engineering Database was computed
and used for inverse field strength. In the case of nondirectional stations, the effective field
strengths at one kilometer were employed.

In accordance with §73.183(e), the "equivalent-distance" (Kirke) method was used to
determine the distances to the 5 mV/m groundwave contours where more than one conductivity
zone exists over the path length. ’

Distances to contours along intermediate azimuths were obtained mathematically by third
order piecewise polynomial approximations.

lil. ANALYSIS OF COMBINED AUDIENCE SHARE

The radio market, as previously defined, is comprised of in excess of 14 stations so the
provisions of §73.3555(a)(1)(ii) apply to this study. The attached radio market combined
audience share analysis indicates the total combined audience share. Because the combined
principal community contours either do not overlap a defined Arbitron Radio Metro Survey Area,
or such overlap occurs within a minority of the overall coverage area, audience share data have
been derived from the Arbitron County Coverage Database. The data contained within this
database were derived from an average of the results of the four rating periods of the preceding
calendar year.

The listeners contained within the county boundaries that fall within the principal
community contours of the stations in question were summed to determine the total county radio
listeners within the market. The listener contributions from each county are listed on page one
of the analysis as are the county populations rounded to the nearest 100 persons.

To determine the audience share of each station within each county, the number of
average quarter-hour county listeners 1o each station is expressed as a percentage of the total
county radio listeners. These ratings for each station within a county were summed to arrive at
a combined market share for each county. The final audience share was computed according to
the method of footnote 73, Memorandum Opinion And Order, MM Docket No. 91-140. The
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county share totals were weighted based upon the listening populations of the counties and
totalled to arrive at the average audience share for applying the 25 percent guideline. The !ast
page of the study shows that the combined audience share of the stations in question does not
exceed the 25 percent threshold.

IV. CONCLUSION

It is believed that all methods employed in making the determinations contained within
this market analysis are in accordance with applicable F.C.C. Rules and Regulations and Good
Engineering Practice.

Lawrence L. Morton, P.E.
Consulting Telecommunications Engineer
Mesa Oaks, California
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RADIO MARKET ANALYSIS

01/20/93
STUDY MARKET
WEJT 105.1 MHz SHELBYVILLE, IL
WSHY 1560 kHz SHELBYVILLE, IL
wYDS $3.1 MHz DECATUR, IL
FM_CONTRIBUTORS
CURILATIVE FREQ  eee-eee- CONTOUR OVERLAP [k KM YO-------
SARKEY $12E STATION CITY/STATE/COUNTRY 14 KH2 VEJT 70 By WSHY S wh/m _ WYDS ?C dBy
' “EJT SHELBYVILLE 1nus 105.1 sevee 2.5 12.8
2 «Ds DECATUR nus 93.1 2.7 eeree wevee
3 WXKOFN PANA nus 100.9 6.4 6.1 enve
¢ veae EFFINGNAX nus 9.7 bl 1.9 veone
$ WXFN HOUNT 2108 nus .3 8.0 seeve 2.5
0 w20 OECATUR nus 95.1 35.0 17.8 .6
? war SULLIVAY nus 106.3 7.5 seere i
s VLRHFN MATTOON nus 9.9 15.8 12.5 eoove
’ VSOYFN DECATUR nous 102.9 2.7 revve 3.8
AM CONTRIBUTORS
QUAILATIVE FREQ  -eeeeee- CONTOUR OVERLAP IN KK TO--<----
MARKEY $12€ STATION CITY/STATE/COUMTRY I CH VEJY 70 By WSHY WYD$ 7C B
10 vsuY SHELBYVILLE Inus 1560 15.2 eovee
n Y SPRINGF IELD s $70 eeeee woeve
12 w2 DECATUR nus 1050 2.5 ervee
13 wera EFFINGHAN nus 1090 sraes 3.6
% WLBK MATTOOM s 170 6.7 5.5
15 wsov DECATUR s 1340 2.3 bt
% VTN TATLORVILLE nus %10 0.5 sevee
7 wou cLINTOM s 1520 1.1 sevee

306 Stations Studied

End of Report
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RADIO MARKET ANALYSIS
ARBITRON COUNTY COVERAGE DATA
i 01/20/93

COUNTY DATA

COUNTY/STATE RADIO METRO SURVEY AREA POPULATION LISTENE>F
CHRISTIAN, IL No Metro Market 28,400 3,90¢
FAYETTE, IL No Metro Market 17,300 3,107
MACON, IL No Metro Market 95,100 13,00.
MOULTRIE, IL No Metro Market 11,400 2,10¢
SHELBY, IL No Metro Market 18,400 2,801

170,600 24,80¢C

STATION DATA BY COUNTY

COUNTY: CHRISTIAN, IL
~==~ AVERAGE QUARTER-HOUR =---
STATION PERSONS RATING
WEJT 400 10.3%
WYDS 0 0.0%
WSHY 0 0.0%
TOTAL: 400 10.3%
COUNTY: FAYETTE, IL
=== AVERAGE QUARTER-HOUR ---
STATION PERSONS RATING
WEJT 100 3.2%
WYDS 0 0.0%
WSHY 0 0.0%
TOTAL: 100 3.2%
COUNTY: MACON, IL
=== AVERAGE QUARTER-HOUR ---
STATION PERSONS RATING
WEJT 2,500 19.2%
WYDS 0 0.0%
WSHY 0 _0.0%
TOTAL: 2,500 19.2%
(Continued)
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RADIO MARKET ANALYSIS

ARBITRON COUNTY COVERAGE DATA
01/20/93

STATION DATA BY COUNTY

COUNTY: MOULTRIE, IL

=== AVERAGE QUARTER-HOUR ~--

STATION PERSONS RATING
WEJT 300 14.3%
WYDS 0 0.0%
WSHY 0 0.0%

TOTAL: 300 T4.3%

COUNTY: SHELBY, IL

-== AVERAGE QUARTER~HOUR =~~~

STATION PERSONS RATING
WEJT 500 17.9%
WYDS 0 0.0%
WSHY 100 _3.6%

TOTAL: 600 71.5%

COMBINED SHARE BY COUNTY

COMBINED COUNTY TOTAL WEIGHTED
COUNTY/STATE SHARE LISTENERS LISTENERS AUDIENCE SHARE
CHRISTIAN, IL 10.3% X 400 / 24,900 = 1.6%
FAYETTE, IL 3.2% X 100 / 24,900 = 0.4%
MACON, IL 19.2% X 2,500 / 24,900 = 10.0%
MOULTRIE, IL 14.3% X 300 / 24,900 = 1.2%
SHELBY, IL 21.5% X 600 / 24,900 = 2.4%

THE COMBINED AVERAGE AUDIENCE SHARE IS 15.7 %

The information contained herein was derived from copyrighted County
Coverage Data produced by THE ARBITRON COMPANY. These data are furnished
to the licensee for the sole purpose of preparing an audience share cap
exhibit to be presented to the Federal Communications Commission.

End of Report
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Assignee's Exhibit No.

Ownership Showing

Pursuant to Revision of Radio Rules and Policies, FCC

92-361, released September 4, 1992, footnote 105, the following

information is submitted regarding the proposed transaction:

(1)

(2)

(3)

(4)

Identification of the Location and Geographic Coverage
ef the Radio Market Involved:

Attached hereto is an engineering statement of
Lawrence L. Morton and Associates identifying the
location and geographic coverage of the radio market
composed of WSHY(AM) and WEJT(FM), Shelbyville, Illi-
nois and WYDS(FM), Decatur, Illinois. It should be
noted that The Cromwell Group, Inc. of Illinois pres-
ently brokers more than 15% of the time on WYDS(FM) .

Number of Commercia)l AM and FM Statjons in the Market:

As shown in the attached engineering statement,
there are 17 stations in the market.

Basis and Source of Material for the Comkined Audience

Share Figure:

As shown in the attached engineering statement,
the combined average Arbitron audience share for the
stations, computed in accord with footnote 73 of
Revisjon of Radio Rules and Policies, is 15.7%. A
county by county analysis was made as none of the
overlap area encompasses a recognized Arbitron metro
market.

Cal) letters and locations of all Stations in the
Market that are or Proposed to be Common Owned:

WSHY (AM) /WEJT(FM), Shelbyville, Illinois and
WYDS (FM), Decatur, Illinois.
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Assignee's Exhibit No. 2
a sts an cations

Bayard H. Walters is president and 100% stockholder of the
following: Lenk Broadcasting Company, Inc., the licensee of
WHAL (AM) /WYCQ(FM) , Shelbyville, Tennessee and WGLO (FM) /WVEL(AM) ,
Pekin, Illinois; the Cromwell Group, Inc. of Illinois, the
licensee of WMCI(FM), Mattoon, Illinois and WSHY (AM)/WEJT(FM)
Shelbyville, Illinois, and an applicant for FM Channel 2%7A at
Maroa, Illinois; Hancock Communicatiens, Inc., licensee of
WKCM-AM, Hawesville, Kentucky, permittee of WKCM-FM, Cannelton,
Indiana, and licensee of WHRS-FM, Winchester, Kentuckyl; and
Montgomery Broadcasting Company, the licensee of WQZQ-FM, Dick-
son, Tennessee. Bayard H. Walters individually is licensee of
WCTZ (AM), Dickson, Tennessee. Bayard H. wWalters is vice-presi-
dent and a 1% stockholder of WYDS, Inc., the permittee of
WYDS (FM), Decatur, Illinois.

Henderson Broadcasting Company, Inc., of which Bayard H.
Walters was president, was a mutually exclusive applicant for an
FM channel in Bloomington, Indiana from 1971 to 1977 (FCC File
No. BPH-7946; Docket No. 19813). At the end of the hearing and
appeal, the channel was awarded to a local resident with no
broadcast ownership. The Cromwell Group, Inc., of which Bayard
H. Walters was president and sole owner, filed an application for
FM Channel 290A at Wilmore, Kentucky (FCC File No. BPH-880727MM:
MM Docket No. 90-432). The Cromwell Group, Inc., pursuant to a
settlement agreement, did not proceed into the hearing and its
application was dismissed. Bayard H. Walters filed an applica-
tion for FM Channel 229A at Dickson, Tennessee (FCC File No.
BPH-890119MG; MM Docket No. 90-559). Bayard H. Walters, pursuant
to a settlement agreement, did not proceed into the hearing and
its application was dismissed.

1/ An application for consent to assign the license of
WHRS-FM to Trumper Communications of Kentucky, Limited Partner-
ship was granted on December 14, 1992. A closing of this trans-
action is expected to take place on February 16, 1993.
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