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BNA Tops Country Chart, 8B Bl Hes Baaaaack!
Takes Most Added Honors N . Radio's late-night cons racy

BNA. part of the RLG/Nashville family, places No. 1 this ' T theorist has retum’ romy/
‘] week in two key ce t e urnal
i spots: “Tell Her" by : airwaves/Art Bpl| is Hatk, and
)| Lonestar moves 2-1 ﬁ penchtime
on the R&R Eountry i Jal e eterson, he'll
chart, and Kenny
Chesney’s “Don‘t

| Happen Twice” is ’ ”[ /”p[/ ISTRY’S ”[ WSPAPER : d'u Semnn;r 2001 in Los

Most Added with 37. www.rronline.com Angeles. Details, next page.

Monster Stats

" & L
Russ & Olivia S5es
' - ‘ WCDX Richmond

Spring 00 Summer 00 Rank Aduits 18-34

19.9 257 #1

* also number one in ail demos.
WKYS wWashington D.C.
Spring 00 Summer 0 Rank Aduits 18-34
12.8 13.2 #1

KMJJ Shreveport
Spring 00 Summer 00 Rank aAduits 18.34
159 25.0 #1

* also number one in all demos
WRXZ Albany, Ga
Spring 00 Summer 00 Rank Adults 18-34
10.2 212 #2
WDTJ Detroit
Spring 00 Summer 00 Rank aduits 18-34
3.7 6.2 #3

ging Rights Are Earned

“l can ﬂ uote how funny the show IS or about the tremendous “The Numbers
ro.ponu Russ and Olivia visit the market, but how about the facts ... Check out the h h
famanlng.onWENZ4.1.ee.92.90 . And you don't have him on your station are t roug

Secause of whatr , the roof!

Lance Panton,
PD, WENZ Cleveland

“Parr beats Joyner hands ' _ /‘

dOWN in Alexandria across all demos.
its the best momings show out there, period.”

Jay Stevens
PD, KEDG, Alexandria

Lamonda Willlams,
PD, WCDX, Richmond

1'

“He's virtually single-
handedlymk.n WKY:‘E:umber

one and kept us there
come out | say ' thankyou and
Olivia.'”

D. Huckal
PDG?\:VKYS. wbzshlnmon D.C.

P

“Number one
in all demos speaks for itself.”

Michael Tee
PD, KMJJ, Shreveport

Get your ratings ‘up to Parr® with The Russ Parr Morning Show
Call Superadio today: 508-480-9000
www.superadio.com



www.americanradiohistory.com

Going for CHR/Pop
o Adds February 5 E

T 4 rancHRmyimic ©-O
73 " Rhythm Monitor Chart: 13*-11* Greatest Gainer

= e Crossover Monitor Chart: 6*-3*

94 Million in Audience

Crossing Over Into Mainstream With These Stations:

KHTS/San Diego WBTS/Atlanta 39x KFMS/Las Vegas  KRBV/Dallas
KRQ/Tucson KFMD/Denver WKSE/Buffalo WXSS/Milwaukee
WWHT/Syracuse WVSR/Charleston WAKS/Cleveland WKST/Pittsburg-hi

KzQZz/San Francisco KCHZ/Kansas City ~"@=Y BT v.oocvon oo con —ILP
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management + marketing + sales

In conjunction with this week’s RAB 2001
in Dallas, R&R presents expanded
coverage of the most important issues
facing radio salespeople today. Sales &
Marketing Editor Pam Baker kicks things
off by discussing an element of sales that
can really boost your bottom line:
nontraditional revenue. NTR comes in
many forms, from cause marketing to
Internet tie-ins. Pam also presents the
first part of a very expansive and valuable
glossary of marketing, merchandising and
refailing terms. This week’s Management,
Marketing & Sales section also has an
essay by Dick Kazan that reaffirms the
old adage “The customer is always right.”

Pages 12-18

A VIEW FROM THE OUTSIDE

Steve Berger's Nationwide
Communications was among the most
respected of radio groups in its day. It's
only been a few years since Berger's been
out of the business, but he sure has a lot
to say about the ever-changing landscape
of this rapidly consolidating industry.

Page 19
| IN THE NEWS |

* AFTRA, Metro Networks agree
to terms in Los Angeles

o Greg Ashlock Station Manager, David
Hall VP/Ops for KFI, KLAC & KXTA/
LA

* WXXY & WYXX/Chicago flip
to Spanish Contemporary

Page 3

THis #] WEEK

CHR/POP
* LENNY KRAVITZ Again (Virgin)

CHRARMYTHMIC
» DUTKAST Ms_Jackson (LaFace/Arista)

URBAN
* JAGGED EDGE Promise (So So Det/Columbia)

URBAN AC
* AVANT My First Love (Magic Johnson/MCA)

COUNTRY
* LONESTAR Tell Her (BNA)

AC
« "N SYNC This | Promise You (Jive}

HOT AC _
« MATCHBOX TWENTY if You're Gone (Lava/Abiantic)

NAC/SMOOTH JAZZ
+ BONA FIDE X-Ray Hip (N-Coded)

ROCK
* AEROSMITH Jaded (Columbia)

ACTIVE ROCK
* GODSMACK Awake (Republic/Universal)

ALTERNATIVE
« LIFEHOUSE Hanging By A Moment (DreamWorks)

ADULT ALTERNATIVE
» DAVE MATTHEWS BAND ! Did It (RCA) |

NEWSSTAND PRICE $6.50
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THE INDUSTRY’S NEWSPAPER

By Jizrkey YORKE
R&R WASHINGTON BUREAU CHIEF
yorke@ rronline.com

Clear Channel Commu-
nications gave an early indi-
cation that all may not be
right with the radio world.
The company issued an eam-
ings warning Tuesday, de-
claring that it will probably
lose 67 cents a share in 2001,
with the lion’s share (47
cents) of that loss happening
in the first quarter. The com-
pany said its Q1 cash flow
will hit 51 cents a share.

Both estimates will surely
disappoint Wall Street ana-
lysts. They were expecting
Clear Channel to lose only
39 cents per share in 2001.
And instead of the company
boosting its first-quarter cash
flow by 25% over 2000, as

Clear Channel Q1 Estimates
Cast Pall Over 2001 Outlook

@ Year-end loss will exceed analyst predictions

analysts had expected, Clear
Channel’s cash flow will be
flat. .

As the year progresses
Clear Channel expects its fi-
nancial picture to improve.
Cash flow is expected to
reach $3.16 per share for
2001, in line with Wall Street
expectations, as the massive
group pulls in an estimated
$8.08 billion in revenues.

The company was in no
mood to discuss the guid-
ance. It passed word that it
would release Q4 2000 eamn-
ings on Feb. 12 and could
elaborate on its 2001 forecast
then.

The issue gained 4 cents to
close at $62.70 on Tuesday
before the earnings waming

CLEAR CHANNEL/See Page 32
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Disney Shuts Down
GO0.com In Shakeup
0f Weh Operations

By Joi: Howarn
R&R WASHINGTON BUREAU
Jjhoward@ rronline.com

Disney announced Monday
that it is shutting down its
troubled GO.com website as
part of a major shakeup of the
company’s Internet operations.
While Disney’s Internet Group
will continue to operate under its
current management structure,
the company is shifting the
group’s focus and transferring
some of GO.com’s features to
other websites.

Walt Disney Internet Group
Chairman Steve Bomstein said,
“This is a difficult decision, as it
impacts both our employees and
GO.com users. However, the
Internet environment has contin-
ued to shift and change, and,
therefore, our strategies must
also change.”

The closure of GO.com will
result in the layoff of approxi-
mately 400 employees, the ma-
jority of whom are based in
Sunnyvale, CA. Bomnstein said,

DISNEY/See Page 26
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Bell, Drudge Join TRS Lineup

I - One-on-one interview set for March 10in L.A.

By A1 Prmerson
R&R NEWS/TALK EDITOR
alpeterson@rronline.com

In what will be his first ap-
pearance before the Talk radio
industry following his return to
the Coast-to-Coast microphone,
Art Bell will join fellow Pre-
miere Radio Networks talker
Matt Drudge for a live inter-
view at the upcoming annual
R&R Talk Radio Seminar. Bell,
the late-night king of Talk radio,
will sit down with Internet
cyberstar Drudge on the morning
of March 10 for a candid one-on-
one conversation exclusively for
TRS 2001 attendees.

Bell — who retired from his
nightly program last March amid

Bell Drudge
a swirl of controversy and per-
sonal problems — surprised the
industry last month when he an-
nounced that he had agreed to
come out of retirement and return

TRS/See Page 32

ABC Networks Recasts Executive Wing
i McConnell to head programming, Rich to New
Media, Rosso to Affiliate Relations/Business

ABC Radio Networks Presi-
dent Traug Keller has shaken up
several departments in the com-
pany, shifting the responsibili-
ties of several key executives.
Among them:

¢ John McConnell. VP/ESPN
Radio and News/Talk ABC
0O&O stations, has been pro-
moted to Sr. VP/Programmiing in
charge of all ABC Radio Net-
works content.

* Geoff Rich. Exec. VP/Pro-
gramming for ABC Radio Net-
works. becomes Exec. VP/New
Media and will oversee all
Internet initiatives for the net-
works.

By Mike: KiNosiax
R&RACEDITOR
mkinosox@ rronline.com

Paraphrasing the
immortal words of
Garrett  Morris’
Chico Esquela char-
acter from Saturday
Night Live, the econ-
omy’s been “beri
beri” good to radio
the past several
years. But many in
the industry transitioned to
2001 with great trepidation.
Some of that fear was trig-
gered by the
new administra-
tion, secemingly
as a posture to
prepare the country for diffi-
cult economic times.

How will radio do this
year? This week five out-
standing broadcasters share
their thoughts on this topic
and a wide ammay of other is-
sues, including Wall Street
pressure, dwindling dot-coms,
NTR streams and '0l’s gen-

2001’s Million-Dollar Question
I Experts predict where we’re headed this year

More Sales Topics
Throughout This
Issue

eral sales climate.

There’s no better lo-
cale than the nation's
capital to begin our
tour.

*This market is ba-
sically flat right
now,” reports ABC
Radio Hot AC
WRQX (Mix 107.3¥
Washington Presi-
dent/GM Jim Rob-
inson, who holds an
economics degree from the
University of Maryland.
“There’s sometimes a short-
sighted view of
radio. As the
calendar year
began, people
were looking at pacing re-
ports and noticed that they
were 20% behind previous
years.”

Instead of panicking, Rob-
inson takes a relaxed and sen-
sible approach. “Demand has
been very intense the last
24 months,” he says. “The

See Page 85

See Randy Michaels at R&R'’s Talk Radio Seminar 2001. Register at www.rronline.com

Rich

McConnell

* John Resso rises from VP/
Affiliate Relations to Sr. VP/Af-
filiate Relations-Business Ad-
ministration.

ABC/See Page 32

NAB, Six Groups Sue
Copyright Office
Over Streaming Fees

The NAB and six radio
groups last week filed suit in
Philadelphia U.S. District Court
against the U.S. Copyright Of-
fice. The suit secks judicial re-
view of the Register of Copy-
rights’ administrative rule-
making, issued late last year, that
radio stations that stream their
signals over the Intemnet are not
exempt from copyright liability.

The NAB had filed suit in
New York against the RIAA in
March 2000 over the recording
industry association’s plan to
charge royalties for radio-station
webcasts. The NAB dropped
that suit in order to join broad-
casters in the current suit.

The plaintiffs, Bonneville In-
temational, Cox Radio, Emmis
Communications, Entercom,
Infinity, Susquehanna Radio
and the NAB, contend that the
Digital Millennium Copyright
Act of 1998 specifically exempts
free, noninteractive digital audio
transmissions by FCC-licensed

SUIT/See Page 26
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Ashlock Station
Mgr. For CCAL.A.
AMs; Hall VP/Ops

Greg Ashlock has been named 10
the newly created Station Manager
position for Clear Channel’s News/
Talk KFI. Adult Standards KLAC
and Sports KXTA in Los Angeles.
At the same time. KFI PD David
Hall has been promoted to the
newly created VP/Operations post.
He will continue to oversee pro-
gramming at KFl while taking on
additionai responsibilities at KLAC
and KXTA.

Ashlock’s appointment comies in
the wake of the departure of former
VP/GM Ken Christensen. who ex-
ited the stations last month (R&R
1/19). Ashlock was most recently
Director/Play-By-Play Sports Sales
for Clear Channel/Los Angeles.

Concurrently. Jeff Thomas be-
comes GSM for KFI. Brad
Samuel becomes Director/Sales
for KFl. and Dan Weiner be-
comes Director/Sales for KLAC
and KXTA.

“We are excited for the advertis-
ers and clients of our Los Angeles
cluster.” said Market President Roy
Laughlin. “Never before has so
much AM power been in the hands
of one team.”

Ashlock added, “The creative en-
ergy and opportunities in the mar-
ket are numerous. We now have the
team in place to take advantage of
those opportunities.”

Asked about the challenges he'll
face in his new job, Hall told R&R,
“The great thing about this com-
pany is its support of AM radio. In
any other company I'd have one

ASHLOCK/See Page 25

‘Viva’ Arrives As
WXXY & WYXX Flip

Big City Radio pulied the piug on
its pioneering '80s format in Chi-
cago Monday afternoon. flipping

WXXY & WYXX/Chicago from |

“The Eighties Channel” to Spanish
Contemporary as “Viva 103.1."
Veronica Medina. who served as
PD of Hispanic Broadcasting's
crosstown WOJO from 1997-99,
joins Viva for similar duties.
Medina joined WOJO in 1992 from

-

l Trick Pony ‘Pour’ R&R Statfers A Song
!
|
f

Warmer Bros./Nashville artists Trick Pony introduced R&R staffers to
their unique blend of country music and humor recently at Club R&R.
During the show the band performed their debut single, “Pour Me.” Pic-
tured (I-r) are Trick Pony's Ira Dean, R&R Publisher/CEQ Erica Farber,
Trick Pony's Heidi Newfield, Warner Bros./Nashville Sr. VF/GM Bill
Mayne, Trick Pony'’s Keith Burns and R&R GM Sky Daniels.

'Metro/L.A. Ratifies AFTRA Contract
B Negotiations culminate in first union deal

| By Jox Howarn

R&R WASHINGTON BUREAU
Jhoward@rronline.com

News and traffic reporters. as well
as producers, at Westwood One’s
Metro Networks in Los Angeles
ratified their first-ever union con-
tract, bringing 75 Metro employees
into the AFTRA Health and Retire-
ment Fund and providing safety
standards and insurance for the
company’s airborne reporters.

Leslie Simon, AFTRA/L.A''s Di-
rector/Broadcast Organizing. told
R&R that the contract is a step for-

|
[
{

ward for Metro. “It's a very good
first contract,” she said, although it’s
not up to the same level as the con-
tract of WW1's Shadow Broad-
cast Services employees. But
Simon pointed out. however, that
Shadow has been unionized for 10
years. Metro/L.A. elected 10
unionize with AFTRA in April
2000.

In a separate agreement, Shadow
employees, who share a Wilshire

METRO/See Page 25

WMJC/Long Island Lures Lombardo As PD

|  Veteran WALK/Nassau-
| Suffolk MDfair 1alent
| Charlie Lombardo has
left the heritage Clear
Channel mainstream AC
1o join rival Long Island
outlet WMIC as PD.
“More than anything
else. Chariie brings cred-
ibility to our organiza-
tion,” Barnstable Broad-
| casting/Long Island VP/
| GM Dave Widmer told
R&R. “Whenever a radio station
| can bring in someone of his stature.

the former KOFY/San Francisco, |

where she served as an on-air host.

WXXY & WYXX now feature |

it can only mean good
things and helps validate us.
His tenacity. knowledge of
music and knowledge of
this market are triple wins
for us. With Charlie on
board, we have someone
who really knows formatics.
music and Long Island.”
| Barnstabie flipped WMIC
from Country 1o *80s-based
Rock AC (“Island Ninety-
Four Three, The Long Is-
land Sound™) several months ago

LOMBARDO/See Page 25 |

1

current material from such artists as |

Ricardo Arjona. Marc Anthony.
Elvis Crespo. Shakira and Mani.
Big City/Chicago GM Juan Mon-
tencgro told R&R that the station
is presently lining up its air-talent
roster and plans to have a perma-
nent lineup in place shortly.

VIVA/Ses Page 25
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KOIT’s Conway Adds Station Mgr. Duties

Four-year KOIT-AM & FM/San
Francisco PD Bill Conway has
been promoted to Station Manager.
He will maintain his programming
duties at the Bonneville Soft AC si-
muicast.

“KOIT GM Chuck Tweedle is on
the road a lot as a Bonneville Re-
gional Manager, so they created

this new position.” Conway told

CONWAY/See Page 25 IL_ oy
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LETTER T0 THE EDITOR
Sebastian Chimes In On KZLA Record

| couldn't help but smile seeing the mention of KZLA's ratings in-
crease as a front-page reference in the Jan. 19 issue of R&R. it's great
that they achieved a 2.6, up from a 2.2. They deserve congratulations.
it's an almost impossible task they have undertaken. | should know.

| am compelied to point out that these resuits still pale in compari-
son 10 at least four of the “books” we experienced during my time at
KZLA. We had as high as a 2.9 a couple of times. They did nicely dur-
ing the fall in 25-54 also, a 2.8. But we had three 2.9s and a 2.8 during
my tenure. And we didn't spend $2.5 million on promotion to achieve
those levels. In fact. we never spent as much as $1 million during any
one Arbitron period.

| just wish the gang at KZLA during my two years could have received
the same kind of positive coverage thaf this new regime Is enjoying. If
Emmis can continue spending $2.5 million every book, they might equal
our success from a few years ago.

Thanks for letting me vent. | continue to attempt to set the record
straight about my programming days at KZLA.

On a more positive note, Music Meeting looks awesome. Congratu-
lations!

John Sebastian
Former KZLA/Los Angeles PD

The views expressed in a letter to the editor are those of the writer
only. The writer is solely responsible for the content. R&R reserves
-the night to ediit letters.

WEBSITE: www.rronline.com

r: 17—.-= »
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Radio Business

Commerce Dept. Reports ‘Small Gain’

In Minority Ownership

O Hispanics lead growth, African Americans own most overall

By Joe Howarn
R&R WASHINGTON BUREAU
Jhoward @ rronline.com

A recently released report from the Commerce Department,
*“Changes, Challenges and Charting New Courses: Minority Com-
mercial Broadcast Ownership in the United States,” says that mi-
nority ownership of radio stations has seen a “small gain” since
1998. The largest growth came in the number of Hispanic-owned
stations, but African Americans still lead the way in minority own-
ership. Overall, 3.8% of all radio and TV stations in the U.S. are
licensed to minorities.

The overall reported gain in mi-  that approximately half of that gain

nonity ownership from 1998 10 2000 is attributable to changes in the
was 0.9%. but the study points out  methodology for reporting minority

ownership. Hispanics saw the biggest
increase in reported ownership. with
the addition of 57 stations for a gain
of 44%. African-American owners
bought 43 stations over the same
time, ending 2000 with 211 stations
vs. 187 owned by Hispanics. Most
minority owners operate standalone
stations — only 131 of their stations
belong to duopolies.

MINORITY/See Page 8

FCC Admonishes Disney For Information Leak

The FCC issued a letter on Jan. 26 in which it scolded Disney
and an outside law firm for careless treatment of sensitive docu-
ments pertaining to the AOL Time Warner merger, but the com-
mission declined to impose further sanctions.

The FCC had aircady prevented
Disncy employces from reviewing
sensitive documents regarding the
$124 billion merger for six weeks
in October and November after a
lawyer for Disney, described as a
critic of the transaction, summa-
rized private data in an e-mail to

Disncy staffers. The company said
the information icak was inadvert-
ent.

Disney and the law firm Verner.
Liipfert. Bernhard. McPherson and
Hand agreed to stop sending e-mails
with confidential information and to
adopt better procedures for protect-

ing private data obtained from the
FCC.

“We admonish the parties for
their breach of the protective order.”
FCC Cable Services Burcau Deputy
Chief Sherilie Ismail wrote in this
week's letter. “We find. however,
that the interim sanctions already
imposed are sufficient to vindicate
the integrity of the commission’s
processes. and we impose no addi-
tional sanctions.”

— Joe Howard

= o —— —= = — o e
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Agreement On Indianapolis Gombo
O Radio One to pay $7.5 million for station and start community fund

By JenRrey YORKE
R&R WASHINGTON BUREAU CHIEF
Yorke@ rronline.com

After weeks of negotiations Emmis Communications and
Radio One signed a definitive agreement Tuesday for Radio One
to acquire Gospel WTLC-AM/ Indianapolis and the intellectual
property of Urban AC WTLC-FM/Indianapolis for $7.5 million.

Radio One has also agreed to pay  nounced. Details of that fund have
for the $1 million community edu-  not been finalized, but both groups
cational fund the groups agreed to  agree that it will promote educa-
create when the deal was an-  tional opportunities for minority

youth in Emmis’ hometown of In-
dianapolis.

The two groups announced the sale
of the stations on Jan. 18 with a non-
binding letter of intent. The an-
nouncement was made before the
deal was finalized because staffers at

EMMIS/See Page 8

Los Angeles Radio Sets Revenue Record In 2000

he 30 stations in Los Angeles that report to Miller, Kaplan, Arase &
Co. posted a revenue gain of aimost 14%, to a record $846 million,
from 1999 to 2000. Local L.A. numbers were up 15%, to $634 million, while
national figures were up 9%, to $194 mition. The Southern California Broad-
casters Assn. said last week that more than a dozen Los Angeles or Or-
ange County radio stations chose not to report their numbers. Had those
stations been included, market billings would have been in excess of $300
million. In fact, the SCBA asserts, most advertisers include Los Angeles,
Orange, Riverside, San Bernardino and Ventura counties in their assess-
ments of the L.A. marketplace. “That market,” the SCBA said, “did over $1
biflion in radio revenue, up 13% from 1999
From his analysis of Los Angeles’ 2000 revenues, First Union Securities’
Jim Boyle believes the market “should be seeing $900 million [in billing]
sometime in 2001.” He predicted, “A billion is not that far away. Perhaps in
2002 Boyle noted that the entire radio industry did $837 million in locat
revenue in 1969 and said, “Here itis, 32 years later, and the single market
of Los Angeles did that and more. in 1972 the whole radio sector finally
topped a billion dotlars, so L.A. could achieve that an even 30 years later”

Industry Faces Legisiation Against Violent Media

onnecticut Senator Joseph Lieberman last week said that draft iegis-

lation will be presented next month that will propose punishments for
entertainment firms that use “false and deceptive adverlising™ to market
violent music, movies and electronic games to chiidren, Reuters reported.
Lawmakers had given the entertainment industry six months to reactto a
Federat Trade Commission report from last September that said that adutt-
rated products were being marketed “aggressively” to children. “t had hoped
the industry would meet the challenge,” said Lieberman. “But if they will not
act, then we will introduce legislation.”

J.P. Morgan Readies Loan Sale For Citadel Buyout

all Street finance house J.P. Morgan is arranging to sell $650 million

in high-yield loans to finance it and Forstmann Litle's $2 billion buyout
of Citadet Communications, Bloomberg reported. The credit facility is made
up of a $200 million revolving credit and a $250 million term loan that will be
sold to banks, along with a $200 million term ioan that will be sold to insti-
tutional investors, such as mutual funds.

Continued on Page 8

R&R Stock Index
This weighted index consists of publicly traded companies that derive
more than 5% of gross earnings from radio advertising.

Change Since
1726190 1rismi 17261 2288 1719m1-1126/01
R&RStock Index 38561 27491 26066  -32% -5.1%
Dow Industrials  11,032.99 10,S87.59 1065998  -34%  +0.6%
S&P 500 140419 134254 135495 35% +09%

Todoy‘s level of fierce competition demands that you prominently display your name every chance you get (location broadcasts, concerts, station spon-
sored autograph sessions, etc.). With theft, vandalism and loss, it becomes a costly proposition to continuously replace expensive signs and banners

costing hundreds of dollars.

Roll-A-Sign™ of fers a better way. You get up to four vibrant colors printed on durable, high quality 4 or 6 mil plastic film to display your logo and message
brilliantly for an economical price. Now you can afford to display a bright new sign at every public event. They even make great cost-effective promotional

give-aways. Just roll off what you need and cut.

Durable banners for an affdérdable price.
UV stabilized piastic won't fade indoors or outdoors.

Simply FAX your logo and color separation information
for a free price quote.

©2000 Reef Industries, Inc.

PLASTIC
BANNERS

www.americanradiohistorv.caom

Reef Industries
9209 Almeda Genoa
Houston, Texas 77075
1-800-231-6074
713-507-4200 Fax: 713-507-4295
E-mail: ri@reefindustries.com
www,reefindustries.com
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Experience. Stability. Vision.

And the " Twins.

When you talk to one, it's like talking to the other. Geri Levitt
and Lynne Freitas not only share a job, they also share a
commitment. To their clients, their employer, their families,
and to each other.
Their unique arrangement gives them a lot of flexibility,

allowing each to reach professional and personal goals.

Certainly, Lynne & Geri would
each be successful by their own
merits, but at Susquehanna we're
especially proud of what they've

accomplished as a team.

We're not sure which one
said it, but both agree,
“Susquchanna is very

cutting edge. They provide
an environment that is

high energy, supportive

and creative.”

Make a Sound Career Choice!
With operations in major markets across the USA,
Susquehanna offers a number of employment options.
For more information about radio career opportunities,
call our Human Resources Department at (717) 852-2132.

Lynne Freitas & Geri Levitt

Account Managers
KNBR, San Francisco

L@ SUS QUEI—LA\N-NA 140 East Market Street B York, PA 17401

RADIO C ORP. (717) 852-2132 B Fax (717) 771-1436

Susquehanna Radio Corp. is an Equal Employment Opportunity Employer,
A SUbSIdIaI'y of Susquehanna Pfa/fzgraff Co. an ESOP Company, and maintains a*Drug-Free Work Environment.

www americanradiohistorv.com
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Radio Business

o KMIT-FM/Mitchell and

DEAL OF THE WEEK 2001 DEALS TO DATE

Dollars to Date: $269,383,100

KGGK-FM/Wessington Springs, SD

$4.05 million

(Last Year: $361.932.528)

Dollars This Week: $12,606,000

(Last Year: $244,277,500)

Stations Traded This Year: 63

(Last Year: 116)

Stations Traded This Week: 21

(Last Year: 46)

Saga Signs Deal For South Dakota Duo

O Captures Mitchell Broadcasting duo for $4.05 million;
gets MA combo for $2.2 million

Jeal Of The Week
South Dakota

KMIT-FM/Mitchell and
KGGK-FM/Wessington
Springs (Mitchell)

PRICE: $4.05 million

BUYER: Saga Communications
Inc., headed by President/CEO Ed
Christian. Phone: 313-886-7070. It
owns 53 other stations. This repre-
sents its entry into the market.
SELLER: Mitchell Broadcasting
Ltd., headed by President Gordon
Thomsen. Phone: 605-996-9667
FREQUENCY: 105.9 MHZ; 98.3 MHz
POWER: 100kw at 449 feet; 100kw at
899 feet

FORMAT: Country; Oldies
BROKER: Terry Greenwood of
Patrick Communications

PRICE: $1.75 million

TERMS: Stock transfer with no cash
involved. World Shopping Network wiil
give Delphi 7.4 million shares of stock
and assume its existing liabilities at
closing.

BUYER: World Shopping Network.
Phone: 714-427-0763. It owns no other
stations.

SELLER: Delphi Communications
Inc.. headed by President Robin Marc
Bivona. Phone: 949-261-6117
FREQUENCY: 1490 kHz

POWER: 1kw

FORMAT: Country

WXGJ-FM/Apalachicola

PRICE: $275,000

TERMS: Asset sale for cash
BUYER: Staton Broadcasting,
headed by President/Director Cecil
Staton Jr. Phone: 478-301-2117. It
owns no other stations.

SELLER: John Wiggins. Phone: 850-
653-3648

FREQUENCY: 105.5 MHz

POWER: 50kw at 328 feet

FORMAT: Country

WBRO-FM/Marengo
PRICE: $1,000

TERMS: Asset sale for cash
BUYER: Crawford County Commu-
nity Radio, headed by President
Herbert Smith. No phone listed. it
owns no other stations.

SELLER: Good Shepherd Radio
Inc. No phone listed.

FREQUENCY: 89.9 MHz

POWER: 1kw

FORMAT: N/A

COMMENT: This facility is currently
represented as a construction permit.

WXLN-AM/New Albany
| (Louisville)

PRICE: $600,000
TERMS: Asset sale for cash

| BUYER: Mortenson Broadcasting,
headed by President Jack Mor-
tenson. Phone: 859-245-1000. itowns
19 other stations, including WLLV-AM
& WLOU-AM/Louisville.
SELLER: Cross Country Commu-
nications, headed by President

George 2arris. Phone: 812-941-1570

FREQUENCY: 1570 kHz
POWER: 2kw day/233 watts night
FORMAT: Religious

KIND-AM & FW/

Independence

PRICE: $120,000

TERMS: Asset sale for cash
| BUYER: CBI Holdings Inc., headed
by GM Patti McCormick. Phone: 316-
331-3000. it owns no other stations.
SELLER: Central Broadcastinginc.
Phone: 316-331-3000
FREQUENCY: 1010 kHz; 102.9 MHz
POWER: 250 watts day/32 watts night;

25kw at 272 feet
FORMAT: Dark; Full Service

~Massachusetts

WHAI-AM & FM/

| Greenfield

5 PRICE: $2.2 million

| TERMS: Asset sale for cash

| BUYER: Saga Communications,

| headed by President/CEO Ed Chris-
tian. Phone: 313-886-7070. It owns 53
other stations. This represents its en-
try into the market.
SELLER: Haigis Broadcasting Corp.,
headed by President & Treasurer Ann

| Banash. Phone: 413-774-4301

FREQUENCY: 1240 kHz; 98.3 MHz

POWER: 1kw; 2kw at 404 feet

FORMAT: AC; Hot AC

COMMENT: This deal was originally

reported with an undisclosed price on
| Jan.26,2001.

' North Carolina |

WALQ-AM/Wilson

|
|
{ PRICE: $100,000
TERMS: Asset sale for cash
l BUYER: Kingdon Expansion Corp.,
headed by CEO/Director M.K. Smith.
|
l

Phone; 252-237-6772. it owns no other |

stations.

SELLER: The Taylor Group Inc.,
headed by President/Director James
Taytor. Phone: 919-632-2400
FREQUENCY: 1420 kHz

POWER: 1kw day/500 watts night
FORMAT: Sports

Pennsylvania

WVRT-FM/Jersey Shore
\ (Williamsport)

PRICE: $1.5 million

TERMS: Asset saie for cash. A five-
year noncompete agreement will be
enforced at closing.

BUYER: Clear Channei Communl-
cations, headed by Radio CEO
Randy Michaels. Phone: 606-655-
2267. ltowns 1,165 other stations, in-
cluding WRAK-AM, WRKK-AM,
WBYL-FM & WKSB-FM/Williamsport.
SELLER: DHRB Inc., headed by
President Sabatine Cupelli. Phone:
570-323-7118

FREQUENCY: 97.7 MHz

POWER: 6kw at 295 feet

FORMAT: CHR

—

TRANSACTIONS AT A GLANCE

All transaction information provided by
BIA’s MEDIA Access Pro, Chantilly, VA.

® KMET-AM/Banning, CA $1.75 million

® WXGJ-FM/Apalachicola, FL $275,000

© WBRO-FM/Marengo, IN $1,000

© WXLN-AM/New Albany (Louisville), IN $600,000

® KIND-AM & FM/Independence, KS $120,000

® WHAI-AM & FM/Greentield, MA $2.2 mitlion

® WALQ-AM/Wilson, NC $100,000

® WVRT-FM/Jersey Shore (Williamsport), PA $1.5 million
® WKMG-AM/Newberry, SC $10,000

® KTKO-FM/Beeville, TX $325,000

® WCFR-FM/Springfield and WMXR-FM/Woodstock, VT $2 million
® WHRP-AM/Claremont, VA $950,000

® KENE-AM/Toppenish (Yakima), WA $300,000

* WMJT-AM/Moundsville, WV $90,000

© WRRL-AM/Rainelie, WV $60,000

® WVVW-AM/St. Marys, WV $25,000

KTKO-FM/Beeville

PRICE: $325,000
TERMS: Asset sale for cash
BUYER: Hooten Broadcasting inc.,
headed by President Bill Hooten. No
phone listed. it owns one other station.
This represents its entry into the mar-
| ket

SELLER: Lovelace Associates,
! headed by Partner Alma Moreno.
Phone: 361-358-1490
FREQUENCY: 105.7 MHz
POWER: 25kw at 328 feet
FORMAT: Tejano

M Vermont |

| WCFR-FM/Springfield
and WMXR-FMW/
Woodstock
PRICE: $2 million
TERMS: Asset sale for cash
| BUYER: Ciear Channel Communi-
cations, headed by Radio CEO
Randy Michaels. Phone: 606-655-
2267. itowns 1,165 other stations. This
represents its entry into the market.
SELLER: ConnRiver Broadcasting,
headed by President Dick Sharpe. No
phone listed.
FREQUENCY: 93.5 MHZz; 93.9 MHz
POWER: 3kw at 259 feet; 670 watts at
682 feet
FORMAT: Country; Country
BROKER: Blernacki Brokerage

outh Carolina - Jlgegl 272
~ South Carolina _____Virginia

WKMG-AM/Newberry

PRICE: $10,000

TERMS: Asset sale for cash

| BUYER: Cornell Blakely. Phone:
803-405-0111. He owns no other sta-
tions.

SELLER: Durst Broadcasting Co.,
headed by President William Durst.
No phone fisted.

FREQUENCY: 1520 kHz

POWER: 1kw

FORMAT: Urban

WWW americanradiohistaory. com.

WHRP-AM/Claremont

i PRICE: $950,000
TERMS: Asset sale for cash
BUYER: Chesapeake-Portsmouth
Broadcasting Corp., headed by
President Nancy Epperson. Phone:
757-488-1010. It owns five other sta-
| tions, including WHKT-AM, WPMH-
AM & WTJZ-AM/Portsmouth, VA.
SELLER: 4M Communications inc.,
headed by Exec. VP Michael Ma-
zursky. Phone: 804-643-0990
FREQUENCY: 670 kHz

POWER: 20kw day/220 watts night
FORMAT: News

Washington

KENE-AM/Toppenish
(Yakima)

TERMS: Asset sale for cash

PRICE: $300,000

BUYER: Confederated Tribes and
Bands of the Yakama, headed by Sr.
Chairman Lonnie Selam. Phone: 509-
865-5121. It owns no other stations.
SELLER: Good News & Music Broad-
casting Co., headed by President
Rick Knapp. Phone: 509-865-5363
FREQUENCY: 1490 kHz

POWER: 1kw

FORMAT: Misc.

Il  WestVirginia
WMJT-AM/Moundsville

PRICE: $90,000

TERMS: Asset sale for cash
BUYER: Valley Radio, headed by
Managing Member Richard Mansu-
etto. Phone: 304-233-9859. it owns no
other stations.

SELLER: Praise Family Worship,
headed by GM Tom Schlosser.
Phone: 304-843-1210
FREQUENCY: 1370 kHz

POWER: Skw

| FORMAT: Talk

{ WRRL-AM/Rainelle

PRICE: $60,000

TERMS: Asset sale for cash
BUYER: Faith Mountain Communi-

| cations, headed by President/Direc-

tor Allen Whitt. No phone listed. It
owns no other stations.

SELLER: Faith Broadcasting Corp.,
headed by President Tommy Hol-
brook. Phone: 304-647-3606
FREQUENCY: 1130 kHz

POWER: 1kw

FORMAT: Gospel

Continued on Page 8
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U.S. TAPE & LABEL

USTI - 58

VIRTUALLY ANYWHERE. To grow, your station needs
the best quality bumper/window sticker for your graphic image
programs. USTL (US Tape and Label), the world’s premiere bumper

sticker manufacturer combines 50 years of expertise with leading

edge technology and innovation. We provide solutions to your
bumper/window sticker needs.

B Explore your possibilities today.
Click www.ustl.com or call 800-569-1906


www.americanradiohistory.com

i, A —

8 ® RaR February 2, 2001

Powell Starts Transition,

Newly named FCC Chairman Michael Powell announced Jan.
25 that former commission staffer Marsha MacBride is return-
ing to take over as the new FCC Chief of Staff. MacBride is a
former commission Legal Advisor and spent 10 years at the FCC
before leaving to become a VP at Disney’s Washington, DC of-
fice. While with the commission MacBride also served as Exec.

Director of its Y2K task force.

Commissioner Susan Ness re-
leased a statement in support of the
selection. saying, “[MacBride's]
knowledge of the agency, her wis-
dom. her engaging personality, her
ability to work well with others to
resolve a difficult issue ... and her
Douglass College {Ness' alma mater]
undergraduate degree ... will enable
her to succeed.” At the same time
Powell announced that his personal
staff will remain with him as he
moves into the chairman’s office.

Praise for Chairman Powell con-
tinued to stream in last week, as
former FCC Commissioner Andrew
Barrett, who describes Powell as a
friend. insisted that Powell's success
has nothing 10 do with his famous
father, Secretary of State Colin
Powell.

“He has never been in his father's
shadow,” Barrett told R&R. “He has
always been an independent person
and an independent thinker. He just
happens to be Colin Powell's son.
Had he been anybody else’s son, he
would still have been successful.”

Barrett, who was appointed to the
FCC by then-President George Bush
and who was the first Republican Af-
rican-American to serve on the com-
mission. said that with Powell’s new
position comes a ditferent level of

T ————
“He has temific
credentials and a proven
track record.”

e

responsibility. “The biggest challenge
is that you're not just a voting person;
you have to set an agenda.” he pointed
out.

Telecommunications attorney Ri-
chard Zaragoza, a partner in the DC
office of law firm Shaw Pittman, told
R&R that Powell should have an easy
transition into the chairmanship. say-
ing. “He has terrific credentials and a
proven track record.” Zaragoza also
said that Powell doesn't want the FCC
to stand in the way of innovation: “He
is duly sensitive to refining the bars
and impediments that would slow in-
novation and the rollout of new ser-
vices. He recognizes the goal of the
federal government is not to get in the
way of innovation.”

The next open FCC mecting,
Powell’s first as Chairman. will be
held Feb. 22.

—Joe Howard

Transactions |
Continued from Page 6 |

WVVW-AM/St. Marys

PRICE: $25,000

TERMS: Asset sale for cash

BUYER: JAWCO Inc., headed by

President John Wharff. Phone: 740-

373-1490. It owns two other stations,

including WMOA-AM & WJAW-FM/
Parkersburg-Marietta, WV-OH.
SELLER: Seven Ranges Radio,
headed by President Robert Eddy.
Phone: 304-684-3400
FREQUENCY: 630 kHz

POWER: 1kw day/37 watts night
FORMAT: Gospel

Minority

Continued from Page 4

The report found that 175 minor-
ity broadcasters own 426 stations. or
about 4% of the nation’s 10,557 com-
mercial AM and FM stations. Minor-
ity owners held 305 radio stations in
1998, or 2.9% of the commercial sta-
tions availablc at that time. Adding
in television stations, 187 minority
broadcasters owned 449 of the 11,865
full-power radio and TV stations in
the country in 2000, representing
3.8% of the total.

NAB President/CEO Eddie Frius
said in regard to the report, “The NAB
is pleased that minority ownership in

broadcasting has increased slightly,
but there is much room for improve-
ment. That is why the NAB has
launched several initiatives to increase
management and ownership opportu-
nities for minoritics in radio and tele-
vision. The NAB also strongly en-
dorses passage of legislation that
would reinstate the minority tax cer-
tificate program, which proved ex-
tremely effective in attracting more
minorities into the broadcasting own-
ership ranks.”

The study was conducted by the
National Telecommunications Infor-
mation Administration, ‘which oper-
ates under the Commerce Depart-
ment.

Emmis

Continued from Page 4

the stations had caught wind that a
sale was in the works and had begun
quizzing management; Radio One
CFO Scott Royster told R&R.

The transaction calls for Radio
One to receive WTLC-FM’s call let-
ters, trademarks, service marks, sym-
bols and logos, as well as contracts

related to the operation of the station,
and 1o retain most of the station’s em-
ployees. Radio One will move the op-
eration to its 106.7 FM frequency,
while Emmis continues to own apd
operate 105.7 FM. Emmis said it is
considering format choices for that
frequency: An LMA will allow Radio
One to take control of the stations in
mid-February.

WWW americanradiohistorv com
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Names FCC Chief Of Staff  °

FCC Actions

fter being fined $3,000 for various violations, WJTF-FM/Panama City argued that FCC inspectors had erred in

one of the tests they conducted. The station said a tater inspection was conducted correctly, but the violation for
the first test was listed in the fine. The FCC agreed that WJTF should not have been punished in that instance but let
the fine stand at $3,000.

* The FCC has red-flagged NextMedia's sale of WJET-FM/Erie, PA to Regent Communications over ownership-
concentration concerns. Regent already owns three stations in the Erie market: Adult Standards WRIE-AM, AC
WXKC-FM and Country WXTA-FM. The commission also wants to spend more time reviewing the sale of WLUJ-FMW/
Petersburg, IL by LUJ Inc. to Long-Nine Inc. WLUJ serves the Springfieid, IL market.

American Tower Prices Offering; Clear Chamnel Sells Shares

merican Tower Co. has agreed to sell a $1 billion principal amount of its 9 3/8% senior notes due in 2009 through

an institutional private placement. American Tower announced on Jan. 17 (R&R 1/26) that it was seeking to
raise approximately $350 million in the offering, which was expected to close this week. American Tower intends to
use the net proceeds from the offering to finance the construction of towers and to fund acquisitions.

In other news, according to an SEC Form 144 filing, Clear Channel filed to sell about 4.5 miliion class A common
shares of American Tower, valued at about $162 million and representing about half of Clear Channel's stake in the
company. The shares were sold in mid-January through broker Credit Suisse First Boston. According to Clear Channel's
Randy Paimer, some or all of the shares were to be sold through a prepaid forward sale, in which the price would be
set in advance and the shares delivered later. Clear Channel paid about $23 miliion for more than 9 million shares of
American Tower in a June 1997 private offering.

Anderson-Cumulus LMA Will End Feb. 1

nderson Broadcasting said it will end its local marketing agreement with Cumulus Media as of Feb. 1. Cumulus

has operated KBMR, KXMR & KSSS-FM/Bismark, ND under an LMA for two years and had agreed to buy the
stations from Anderson. But in December 2000 Anderson dismissed the sale application after the FCC set it aside for
a hearing that would have delayed completion of the deal. Anderson President Dennis Anderson told R&R, “We're still
working things out in terms of settiing” with Cumulus, because, he said, improvements have been made to the building
into which Cumulus had planned to move some of its stations after the purchase. Anderson said, “Who's responsibie
for those costs is still being negotiated.” Anderson is considering other offers for the stations.

Ackerley Outdoor Splits AK Media/NW

ckerley Outdoor announced Monday that its Pacific Northwest division, AK Media/NW, has split into two sepa-

rate, full-service operations: Seattle-based AK Media Washington and Portland-based AK Media Oregon. Linsey
Shields has been named GM of AK Media Oregon, which will move into a new facility in the fall. Frank Podany, who
was President of AK Media/NW, will serve as President of AK Media Washington and AK MediaPrint, the company’s
large-format printing facility.

Meanwhile, a group lead by investor Mario Gabelli has raised its stake in the Ackerley Group 10 19.64%. In a filing
made with the SEC, the Gabelli group said it holds 4.7 million common shares of the company, having sold 88,200
shares and bought 379,250 between Jan. 8 and Jan. 22 at prices varying from $11t0 $14.50 a share. On Jan. 11 the
group reported that it had increased its Ackerley stake from 17.25% to 18.48%.

Pacific Exchange Adds Sirius; XM, Panasonic Make Deal

Slrius Satellite Radio options opened Tuesday on the Pacific Exchange. The stock trades on the March expira-
tion cycle, and position and exercise limits have been set at 22,500 contracts.

Meanwhile, XM Satellite Radio has inked a deal with Panasonic under which the electronics firm will design,
develop and produce XM-capable car receivers. The deal is similar to one Panasonic signed with Sirius last year.

Tribune Broadcast Segment Posts (4 Gains

perating revenues for Tribune Co.'s broadcasting and entertainment division, which includes the company's four
radio stations, rose 6%, to a Q4 record $371 mitlion. EBITDA grew 9%, to $152 million, while operating profit was
up 9%, to a record $123 million. For the full year the division's revenues increased 13%, to $1.5 billion, and profit rose
19%, to $449 milion. Q4 eamings per share for Tribune dropped from 44 cents to 36 cents but beat First Call analysts’
estimates of 34 cents. Full-year 2000 earnings per share fell from $1.41 to $1.30, beating estimates by 2 cents.
Tribune says its acquisition of Times Mirror diluted its per-share earnings by 8 cents in Q4 and by 27 cents for the full

year.

Ceridian Meets Q4, Full-Year Expectations

eridian Corp. said its Q4 profits fe!l from $33.2 miltion to $16.6 million, and 2000 net eamings dropped from

$145.3 million to $100.2 million. The numbers included Arbitron as a discontinued operation, which resulted ina
net after-tax charge of $29.7 million. Ceridian said that, without the one-time charge and the unusual items related to
the Arbitron spinoff, the company matched analysts’ eamings-per-share estimates of 32 cents in Q4 and $101 in
2000. Ceridian also reiterated its earlier expectations for 2001 operating expenses of 65 cents to 70 cents per share.
The company, which said it was delayed by “timing issues” in its efforts to finish the Arbitron spinoff last year, said it
expects to work through the remaining conditions of the spinoff in the next few weeks.

Harris Fiscal G2 Revenue Up 17%

arris Corp. released its fiscal Q2 revenue results last week. Sales at the company climbed 17%, from $417.4
mitlion to $486.9 million, and eamings per share rose from 26 cents to 30 cents, & 15% gain. First Call analysts
had estimated a gain of 29 cents per share.

interep Opens Kansas City Office

nterep has opened a new office in Kansas City. The company already has Midwestarm offices in Chicago and St.
Louis. Daniel Sanders and Michelle Davis Sanders have joined the company 10 run the new office as Regional
Market Directors. Daniel Sanders joins Interep from KMCI-TV/Kansas City, where he has served as a Sr. AE since
1996. Michelle Sanders comes 10 Interep from crosstown KSMO-TV/Kansas City, where she has been a Sr. AE since
1998.
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CALLOUT YOU CAN COUNT ON

Now America’s fastest growing research company offers
radio’s most up-to-date callout program.

® ACCURATE SCREENING AND INTERVIEWING - Edison’s years of experience
designing questionnaires and information systems ensures that the screening
criteria you set is what you get.

e ADVANCED PANEL MANAGEMENT - EDISON CALLOUT uses the most advanced
methods to reach, track and complete each interview in order to avoid over-using
or under-using qualified respondents.

® FULL ANALYTICAL DATA REPORT SYSTEM - Our software allows you to create
the report format you want and categorize your music.

e DIGITAL HOOK TRANSFER - Send your hooks electronically over the Internet
to speed turnaround.

Isn’t it time you upgraded to the most up-to-date weekly callout program?

—
NEW from o

edison media research

To find out more, contact Larry Rosin (LRosin@edisonresearch.com)
Lou Patrick (LPatrick@edisonresearch.com) or
Melissa DeCesare (MDecesare@edisonresearch.com)

Tel (908) 707-4707 / fax (908) 707-4740
www.edisonresearch.com

www americanradiohistorv com
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“RER TALK RADIO SEMI,
[

FOR MORE INFORMATION, CALL
THE TRS HOTLINE AT 310/788-1696

1
|
A

THURSDAY, MARCH 8, 2001

12:00 Noon
3:00-5:00pm

REGISTRATION OPENS

ANNUAL TALK RADIO ROUNDTABLE

A panel of the industry’s most successful and
influential radio executives take part in our
annual look at the state of the format.

OPENING TALKTAIL RECEPTION

FRIDAY, MARCH 9, 2001

8:30-9:00am
9:00-10:15am
10:30-11:45am

Noon-1:30pm

1:45-3:00pm

3:15-4:30pm

CONTINENTAL BREAKFAST
GENERAL SESSION

CONCURRENT SESSIONS

Selling Controversy: Don’t Take No For

An Answer

How to succeed when controversiai content
and talent make advertisers nervous.

Don't Kill Your Hot Talk With Cold News
Can your news be both contemporary and
credible? This panel says yes, and they'll
show you how.

LUNCHEON
Featured Speaker: WOR Radio Network’s
JOAN RIVERS '

CONCURRENT SESSIONS

Dueling Business Models: A Reality Check On
How The Internet Shapes Your Business Strategy
Get behind the fluff to determine which
Internet business model makes the most -
sense for your station.

Film At 11: When Your Station Becomes
The Story

Learn from those who have been there how
to be prepared when reporters from other
media invade your station.

CONCURRENT SESSIONS

Generation Jones: Are They Talk Radio’s
Future? . W

A conversation with pop-culture expert
and author Jonathan Pontell about the
undertapped potential of 35-44-year-

olds in America.

The Production Pro’s Workshop

Hear from some of the country’s best how
great production enhances your station’s
sound and image with listeners.

Friday Continued
5:00-6:00pm

9:00-11:00pm

AR SCHEDULE OF FVENTS'

"' -

TALK RADIO HAPPY HOUR
TALK RADIO CIGAR SMOKER

SATURDAY, MARCH 10, 2001

8:30-9:00am

9:00-10:00am

10:15-10:45am

10:45-11:30am

11:45am-12:45pm

1:00-2:30pm

N I SEVAT

CONTINENTAL BREAKFAST

GENERAL SESSIONS

The Real Secrets Behind Successful
Talk Stations

An insider’s peek behind the Arbitron
numbers of some of America’s most
successful News/Talk stations.

Premiere Radio Network’s ART BELL
goes live one-on-one with MATT DRUDGE.

Keynote Speaker: Clear Channel
Communications Chairman/CEOQ, Radio
RANDY MICHAELS

From Here To Hell And Back

Hitting bottom didn’t stop any of these
nationally syndicated talkers from
reaching the top. An all-star panel of
hosts gather for this one-time super-
session.

R&R’S ANNUAL NEWS/TALK INDUSTRY
ACHIEVEMENT AWARDS LUNCHEON

With the 2001 News/Talk Lifetime
Achievement Award Honoree and speaker,
EFM Media Chairman/CEQ ED McLAUGHLIN.

AGENDA SUBJECT 7O CHANGE
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For more
information
and website

registration go to
rronline.com

Featuring keynote speakers
success in Talk Radio, R&R’s and sessions designed to
Talk Radio Seminar 2001 is : : help you increase your Talk
the one event you cannot radio station’s ratings and
afford to miss! Join a who's-

oo BY/1) ,Mﬂ/ﬂ J’[M/ﬂm’ DR o
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¢ Infinity’s Maureen Lesourd in the GM Spotlight, Page 14

o Steve Berger’s thoughts on the radio industry, Page 16

o Test yourself on NTR terms, Page 18

“A hunch is creativity trying to tell you something.”
—Frank Capra

{ SALES & MARKETING |

BIGGER RISKS, BIGGER REWARDS

By Pam Baker NTR. You hear about it every-

Sales & Marketing Editor
pambaker @ rrontine.com

where these days. What does it
really stand for? The Radio Ad-
vertising Bureau’s definition is
clear and simple: Nontraditional
revenue doesn’t come from a
transactional client, such as a lo-
cal retail account or an advertis-
ing agency, and it can revolve
around elements other than ra-
dio.

I've found by talking with AEs
from around the country that one
of the main reasons they get
frustrated with NTR projects is
that the projects don’t happen quickly enough. After all,
AEs live by commissions, and they have budgets to
reach each month. NTR projects don’t materialize after
one meeting. In fact, the entire NTR process can take
anywhere from a month to over a year.

So why bother? "There are lots of companies out
there that would love to take advantage of the great
promotional opportunities radio stations have avail-
able,” says Revenue Development Systems President
Kathryn Biddy Maguire. “They just don’t see a need for
commercials. So who says we have to make our money
only on spots?”

Who are these companies Maguire is talking about?
And if they don't want commercials, what do they
want?

SELLING IDEAS

Many companies have substantial budgets for cause
marketing programs. Cause marketing links a com-
pany’s sales campaign directly to a nonprofit
organization. It usually includes an offer by the sponsor
to make a donation to the cause with the purchase of a
product or service.

Event marketing, or sponsorship, is a promotional
strategy that links a company to an event. For example,
if Red Bull sponsored a station concert or sports-related
event, it might, as part of its sponsorship, have exclusive
beverage-sampling rights for its energy drink.

Co-op advertising is an arrangement between a local
retailer and a manufacturer in which the retailer runs
ads for the manufacturer’s product. Then — and this is
the great part about co-op ads — the manufacturer pays
part or all of the cost of the advertising.

There are lots of options with NTR projects, but
where can you find the opportunities? Maguire offers
these prospecting pointers:

1. Think about the events your station has to offer.
Who would sponsor those events if they weren’t
connected with your radio station? Think of your events
and promotions as items on your menu of things to sell.
When you separate the event from the commercials,
many new prospects will come to mind.

2. Manufacturers are great prospects for NTR pro-
motions because their interest is generally not in the
number of commercials you can deliver, but in sales
promotions they can use to sell more product. Vendors
buy ideas, not spots.

3. Sometimes your best prospects are businesses that
have no use for local radio. Such business-to-business
companies as banks, insurance companies and
commercial real estate offices may be interested in

B Motivating yourself to sell NTR programs

promotional opportunities that offer ways for execu-
tives to entertain clients — for example, concert tickets,
golf tournaments or fireworks demonstrations.

00 YOUR HOMEWORK

There are potential NTR partners all around you, and
I'll give you an example. This past holiday season !
noticed that HoMedics products were everywhere — at
Macy’s, Target, Rite Aid, you name it. In fact, | bought a
HoMedics back massager for one of my friends.

The first thing | needed to do was my homework.
Who owns HoMedics? Where is its corporate office?
Does it use an agency or purchase advertising in-house?
Will it be launching any new products in 2001?

By surfing the web and making a few phone calls,
here’s what I found out: The HoMedics slogan is “The
beauty of living well.” Founded in 1987, HoMedics

tion to Hoover's Online, where you can get access to
company profiles, including categories and brands, in-
depth financials, full lists of officers, lists of competitors
and other information. The information is not free, but it
can be invaluable.

Here’'s a breakdown of subscription rates for
Hoover’s: For one to 10 online users, the subscription
cost is $1,750 per year, and a station with 25 users would
pay $3,250 a year. But the cost goes down considerably
when a station group can make a deal for 100 users or
more: In that case the subscription cost would be $8,000
per year — only $80 per person. For more information
on Hoover’s Online, call 888-310-6087, or visit its site at
wwnw.hoovers.com. ’

If you're an RAB member, take advantage of its
priceless resources. The RAB has many outstanding
features available online, including nontraditional
revenue case studies, manufacturers’ corporate contact
information, an updated co-op database, a list of
available 100% co-op plans and their expiration dates,
industry profiles, research materials and articles. The
RABhas countless services thatare designed tohelpyou
with the sales process. Check it out!

established its reputation as a leading
manufacturer of back and body massag-
ers. The company then went on to build
its personal health care and wellness
product category, expanding its offer-
ingstoincludehot and cold compression
wraps, foot baths, dental products,
sensory-relaxation systems, magnetic-
therapy products and a wide range of
other personal-care products. HoMedics
products are available nationwide at
major department, mass-market, dis-
count, drug and specialty stores. The
company also distributes product
through retailers in more than 60 other
countries.

Privately held HoMedicsisheadquar-
tered in Commerce Township, ML Its
national advertising is handled by
Minneapolis-based Campbell Mithum,
but co-op dollars are handled in-house.
In 2000 it advertised on radio to promote
its new magnetic-therapy line, endorsed
by celebrity spokesperson Jimmy Con-
nors. This year its focus is on the
development and promotion of its
ParaSpa Paraffin Bath products, the
Bubble Spa Massaging Bubble Mat and
Enviroscape Relaxation Fountains. Ho-
Medics is very open to nontraditional
ideas.

I am now prepared to meet with
HoMedics to see how 1 can help the
company accomplish its sales goals for
2001.

HOW DID WE FUNCTION WITHOUT THE 'NET?

When someone asks, “What's your

-most valuable sales tool?” your answer

should be “The Internet.” If it isn't
already, the World Wide Web should
become your favorite prospecting tool.
Here are some simple, but often for-
gotten, research ideas.

It may sound obvious, but always
check out a prospective client by visiting
its website. Then conduct a web search.
My favorite search engines are Google
(wune.google.com) and Dogpile (wune.
dogpile.com).

Another valuable tool is a subscrip-

GOT YOUR NTR SHADES ON?

Everyone has a favorite song. You know the one. You
'y Bill Basr migt?t'o be driving to work, and you hear the song on the
radio. Seconds later the radio is blaring, and you're
singing away. For me that song is “The Future's So
Bright, | Gotta Wear Shades.” This Timbuk 3 song
helps me realize that life is full of opportunities, and it
is up to me to make my future bright.

This attitude can also work for NTR. We have all
heard the rumblings that 2001 will see a slowing in
advertising spending. The good news for radio is that
consumer-promotion spending and sponsorship
expenditures are not expected to take as big a hit as
regular ad spending. That means that radio can still
generate revenue from NTR.

When you try to seize any opportunity, how you
approach it makes all the ditference. Here are a few
things to keep in mind while pursuing NTR.

Be a planner. NTR selling takes time. We need to
understand that retailers and manufacturers do not always share radic’s
timeline. In our industry we pride ourseives on being very responsive. We can
turn a spot faster than any other medium. However, when itcomes to NTR, we
need to start to sell two to three months out. NTR campaigns take time to
implement and execute. For traditional radio sellers, this is hard to understand.

Be creative. The foundation of an NTR campaign is some kind of promotion.
Without a strong foundation, it is difficuit to build a solid NTR program. To help
sell an idea to a retailer or manufacturer, radio needs to be even more creative
than it already is. Retailers and manufacturers want fun ideas to drive consumer
traffic to their stores and products. Present creative ideas that answer their
marketing needs, and you will make it hard for prospects to say no.

Be positive. This is the mostimportant attribute for NTR selling. When you
start to sell a campaign weeks or months before it happens, you can hit many
bumps in the road. How you react to those bumps could determine the success
of the campaign. Plan to deal with several decisionmakers, plan to face minor
challenges, and plan to have things not go as planned. If you are prepared for
these things to happen, it's no surprise if they occur. More importantly, you can
cetebrate if nothing goes wrong. Just remember, if you keep a positive attitude,
the campaign will be easier on you, and you will win your clients over with your
bright approach.

As the song says — and the Radio Advertising Bureau believes — “Things
are going great/And they're only getting better” for NTR. We help thousands of
radio sales reps every year increase their billing from nontraditional sources. If
you pian your approach, your future can also be bright. itis all up to you. Are you
ready to put on your NTR shades?

Bill Barr, CRMC, is VP/Co-Op & NTR Services for the Radio Advertising
Bureau. He can be reached at 972-753-6786 or bbarr@rab.com.

WWW. americanradiohistanscam.
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Arbitron says* 60% of your listeners
want to see title/artist on your website.

That's one of the things does.
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See it now: www RCSWORKS.com info@rcsworks.com in USA call 914 428 4600, ext. 408
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This week’'s GM Spotlight honors Infinity/
Detroit’s Maureen Lesourd. “It’s been refreshing
working for a female GM,” e-mails one R&R
reader. Another co-worker writes, “Maureen’s
leadership, support and encouragement to the
staff have brought great results to Country 99.5.”
Congratulations!

N

I decided to enter the world of broadcasting
because:

“Well, 1 actually fell into it accidentally. | was in
| college at the time and needed a full-time job, so |
| rushed to apply for an opening in the display
| advertising department at Asbury Park Press.
Unfortunately, the job was filled, but they liked me
and asked if | would be interested in doing traffic
for their radio station. Of course, | imagined flying
high above the streets reporting gridlock and
thought, ‘Sure, | can do that!” Well, it wasn't the
same kind of traffic, but the rest is history.”

First job in broadcasting:

"Traffic Manager for WJLK-
AM & FM/ Asbury Park, NJ.”

98,7

W No traffic here! Enjoying the green light to success

“l enjoyed six great years there before moving
back to New York as VP/GM of Tribune’s NAC/
Smooth Jazz WQCD. We had a great team at CD 101.9
and quickly developed it into a dominant player in
New York.

“In 1995 | accepted the challenge to manage
affiliate relations for ABC Television. The network
business was in the midst of much change then. FOX
was aggressively becoming the fourth network, so
the order of the day was to save distribution and
secure and improve the affiliate base. Those
were wild and exciting times and an
incredible learning experience for me.

"Then, in late 1996, | headed west to {
manage KABC, KMPC & KLOS/Los
Angeles. In 1999 | joined Infinity to
manage WYCD, and | picked up
responsibilities for WVMV this year.”

The most challenging aspect of being a GM:

“Staying ahead of the curve. One of the exciting
things about this industry is its
constant change. With that comes the
demand to be confident enough to
take a risk and smart enough to know

| | Career highlights:

| “My career has been very
| diverse. After heading to New

York, 1 continued in traffic, continuity and
| broadcast standards at WHN until 1 went to Grey
| Advertising as an Account Executive. After three
years developing some marketing skills, l jumped into
sales and sales management at WPL), where | stayed
until ABC promoted me in 1987 to President/GM of
WRQX in Washington, DC. There we relaunched
the station as ‘Mix 107.3’ in 1990 after taking it
through a format change from Top 40 to Hot AC.

sz-_

that there is something new to learn.
And, each day, to encourage, lead and
give credit to the people who help
you make the station a success.”

My most unforgettable moment at a radio station:

“Wow, this is a tough one. There have been many
through the years. Rather than one moment out-
shining another, I'll go with the most recent, which
was at WYCD. This past year we raised over $952,000
during our debut Country Cares for St. Jude’s Kids
Radiothon to benefit St. Jude’s Research Hospital. It
was a record amount for any station in its first year

S MAUREEN LESOURD
= VP/BM of WVMV-FM (Smooth Jazz V98.7)
—— —-——-‘.ﬂ WYCD-FM (Country 99.5)/Detroit (Infinity)

ER

supporting the event. What
made it so particularly re-
warding for me were the
passion and teamwork of
the Young Country staff and
the heart and generosity of
our listeners. Everything
worked, and it made for
great radio.”

I'm most proud of:

“This is easy! | am most proud of
my family for their encouragement,
support and patience while I've
pursued my career goals. They
have certainly played a big role.
“Professionally, I am very proud
of the success of each station built
under my léadership. ‘A perfect example is
Mix 107.3. While | was GM, we built it from the
ground up and took it from a low performer to a top-
five performer in revenue and ratings. | left in 1993,
and its success continues today under }im
Robinson’s leadership. | can’t think of a greater
pleasure for any general manager than to leave a
station and watch their recommended successor
manage the station as well — if not better — than
they did.”

e best words o vice I've ever receive i
The best d! ad: I've ev d were.

“They came from Joe Parish, my GM when | was
at WPL] as a Sales Manager, just before my
promotion. He said, ‘Work smarter than the next
guy, never hire anyone you don’t trust, and never
miss a corporate deadline.””

You'd be surprised to know that....

“I was a second-grade teacher.”

\.

The GM Spotlight is selected by your nominations. Acknowledge the GM who made a difference in your career! E-mail nominations to pambaker@rronline.com.

J

ST RATINGS]

Build CUME and TSL with Residential and
Business Telemarketing, NeighborSelect™,
Comprehensive Coverage™, Quick Calls™,
Inbound Calls, Fax and Email Broadcasting,
and Custom Designed Direct Mail.

877-786-4943

WWW americanradiohistorv.cam
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BIGGER PIECE

Slice into total media spending with Media Market X-Ray.

Results show that radio’s share is on the rise in
newspaper/television/radio spending. In fact, in the

23 X-Ray markets, those numbers are way up. From_

11.8% in 1997 to more than 15.2% projected for
2000. And the gains keep coming.

Now’s the time to get your cut and here’s
the software that can help you do it. Media Market
X-Ray, a must-have radio sales management tool.

Track trends. Spot advertiser patterns. Capture
new revenue opportunities. X-Ray Database Query
Software let’s you query across your cluster by agency,
advertiser, account executive and product category.

& MEDIA MARKET X-RAY

From Miller Kaplan Arase & Co.,up

Strategic. Comprehensive. Flexible - that’s Media
Market X-Ray. To find out how you can cut into the
ad dollars spent in other media, contact George Nadel
Rivin, CPA at 818-769-2010.

www americanradiohistorv com
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It’s important that you know
Bymnﬂcryer that 1 have not turned my
back on a business that I enjoyed for almost 40 years
and that provided me and my family with a more-
than-ample lifestyle. Simply put, there is nothing
on the radio that interests me. Hence, I have not lis-
tened to the radio since August of 1998.

Ms. Ellen and | were driving to New
York from Columbus, OH, and | wanted
to hear Bill Clinton’s apology to the
American people. | heard it that night
on WCBS-AM/New York. That was the
last time I turned on the radio. I hear the
radio in stores, and I still receive R&R
and Inside Radio. However, the publica-
tions only keep me informed as to the
fortunes of the few folks I still know in
the business.

The folks from the business who
speak to me from time to time on the phone say that
the business isn’t what it once was. Well, after 40 years,
I've heard that several times before, and I think I'll
hear it a few more times before the ultimate sign-off.

Audio entertainment is an art form, much like paint-
ing and photography. In the 1930s, when photogra-
phy was trying to get into the museums, the painters
cried foul, saying it wasn’t an art form. That schism
continues today, but to a much lesser extent. Now it is
the traditional photographers who are saying that digi-
tal photography is not art. | think any expression of
the human soul is art, and there are some who express
it better than others, and they are the artists.

As a critic of the art of radio — which [ think is
what I really did all of those years — I happen to think
that today’s product is pretty bland because, like the
space shuttle, it is produced, with some notable ex-
ceptions, by the lowest bidder. This is not a long-term
problem. The public will not be fooled and will find
their entertainment elsewhere. (Only you know how

THE THOUGHT PIECE

< PERSPECTIVE }

J

far down the sets-in-use figures are.)
The Internet already provides several
music sources, and the electronics in-
dustry is working feverishly to pro-
duce inexpensive audio gatherers and
players for the consumer. Once the coming retail down-
turn is finished with radio, only the truly entertaining sta-
tions will be able to attract audiences large enough make
any real profits.

I’'m sure there will be new formats and new ways of
presenting an 80-year-old product, but the thing | want to
talk to you about is tradition. What radio and other media
have failed to do is preserve traditions or
create new ones. Here’s how I think I know
this.

J During the Christmas holidays Ms.

Ellen was lamenting the fact that we had
| missed the annual showing of It's a Won-
derful Life. 1 explained to her that it was only
on once and that it was an old movie, and
who but us would care if it was ever on
again? (If you think I sound like your par-
ents, who said, “Now, Benny Goodman,
there was a real musician,” you are correct.)
I called my 25-year-old daughter, Clare, who
also doubles as my focus group of one. I asked her if she
had any interest in seeing Jimmy Stewart watch some ver-
sion of his life unfold, and she confessed that she had never
seen the movie.

Blasphemy upon blasphemy! She had never seen
Miracle on 34th Street or The Bells of St. Mary’s either. She
didn’t even know who Chanukah Harry is. [ asked her if
the reason for this was her extreme hipness, and she said
no and added that none of her friends had seen those
movies either, nor had any desire to do so.

Quick, what is the last new Christmas carol you re-
member? “Grandma Got Run Over by a Reindeer”? That’s
right. All the other Christmas songs, other than the ex-
tremely religious ones, are at least 40 years old. They were
written for our generation, and when we are gone, so, too,
will they.

Thought starter: Now you can see how Al Hamm’s
”Music of Your Life” format worked when no one thought
it would. And you now know why Jim Schulke’s format
had to die with its listeners.

“Tradition,” Tevye, Fiddler on the Roof — well, I'm
sure there are some new hooks for this generation. |
think many of them are video hooks that are pretty
crispy by now because they have been played to
death by the media, and, due to the ease of digital
recording, they get cooked at home by the audience.
They’re beyond burned out. The inventors of the
DVD player are aware of this hook phenomenon,
and that’s why they provide video hooks from your
favorite movies along with your favorite movies.
Soon there could be DVDs of only hook scenes.

WMMS/Cleveland had the “Git Down Guy.” Ev-

; ery Friday at 5pm this guy readied the listeners for

the weekend. It was a Cleveland radio tradition. Sev-
eral stations have or had (remember, I don’t listen
anymore) a five o’clock whistle. This was or is a pro-
gramming element that consisted of a bunch of mu-
sical hooks that promoted the fact that the weekend
was here, and it was time to get down and on with
it.

During the European techno years | used to ask
my daughter what she was going to dance to at her
20th high school reunion. She laughed. What is ra-
dio going to do to give listeners that warm, nostal-
gic feeling that brought the listeners back day after
day or, in the case of American Top 40, every week-
end?

On the other hand, maybe the FCC was right
when it tore up the ownership rules, and you will
cannibalize your 10,000-plus selves until there are
only 5,000 left. Would that be all bad? After all, com-
petition and survival of the fittest are the tenets of
American business. Or is that only true for dot-coms?

Iam told that one of the reasons the FCC changed
the ownership rules was because half of the radio
stations in this country were losing money. No other
industry gets a second chance like this. What are you
doing with that chance? Once you’ve made all of
those economies of scale, you are going to have to
get larger audiences and sell more spots.

Steve Berger, former President of Nationwide Communica-
tions, and his wife, Ellen, currently reside in Jamesport, NY,
where Steve is a landscape photographer and Elien
continues her rescue work for cats. Berger can be reached at
steveberger @aol.com.

Looking for NTR?

/

Online employvment advertising is the third
largest revenue generator on the Internet.

Simply create a link on your Web site pointing to our Employment-Classifieds software. Our software...
1. Becomes your station's very own Employment Center. (It's customized to match your station's existing Web site.)
2. Costs your station $0 to install, maintain, and support.
3. Enables you to receive up to 75% of all the revenue generated. You make money as employers run classified job ads. You are paid monthly.
4. Requires no sales staff in order to generate revenue.
5. Has your name on it. Builds your brand (not somebody else's). Keeps visitors coming back to your site.
6. Comes preloaded with local job openings and resumes of local job seekers. (Also works for national sites.)

wwEmployment-Classifieds.cn

)
Powered by Top Echelon

Newspapers may own the print emiployment classified market. but radio will own it on the Web!

WWW americanradiohistons.com
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The biggest stars on your station every weekend.

Lenny Kravitz |3, 1. o, Briney Spears (g Deqvees Arnold Schwartzneger Backstreet Boys Madonna Nelly
Blink 182 3 Doors Down

ileraBon Jovi ngy NG Matchbox 20 g,5,4an, Destiny’s Child pi Sisqo

95.5 The Boat >up 78%
(6.6vs.3.7share 12 +p)

KiSS 108 > wp 5.3%
(9.9 vs. 9.4 share 18-341)

195.1 >wp A8%
{A1vz.28sher812+p)

RAlics 106 > RB.3%

(S4vs.78share 18-34p)
Having Open House Party 1s like Open House Party i1s an
adding a major promotion to your ‘appomiment program’ that brings

station EVERY weekend. great radio stations additional
weekend charisma, great ratings,

Every weekend we bring you and premium rates. Fvery Saturday

. P
superstar guests, interactive live 'IOhn i AL and Sunday over 150 great CHR
listener participation, mcredible stations together m unison.
beat mmxmg of the biggest hits, They bring themr listeners to the
and the magical electricity of live Power Party of themr dreams,
John Garabedian. the biggest hits m a

format ke no other.

\ ' ; ;. Check out » www.openhouseparty.com

John Garabedian

Call today and lock up OPEN HOUSE PARTY in your
market. There is absolutely nothing hke it

1.508.480.9g0o0o0 www.superadio.com 7 4

Listen to Pilow Talk streaming right now at www. broadcastamerica.com

aar oo oriconradinhictan, ~cam
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management - marketing - sales

A GLOSSARY OF MARKETING,
MERCHANDISING AND RETAILING TERMS

M Part One Of A Four-Part Series

The process of selling to nontraditional clients can
sometimes feel foreign and complicated, especially
if you don’t understand the terms used by retailers
and manufacturers. Just as radio has its own lan-
guage, grocery chains, packaged goods manufactur-
ers and wholesalers have their own lingo. With the
help of the Radio Advertising Bureau, we’ve com-
piled a list of nontraditional revenue terms. Test
yourself, and find out how up to date you are on
your terminology.

30/30, piggyback ortagged commercials: Commercials
used by manufacturersas leverage to getincreased sales
activity. The first 30 seconds of a 30/30 are used to
promote the product, and the second 30 seconds are
provided to the retailer.

Account-specific: A product or promotion sold to a
single store is account-spacific.

Accrual: Co-op money earned by a retailer as a
percentage of purchases from a manufacturer.

Accrual period: The period of time, set by the
manufacturer, in which a retailer accrues: co-op
advertising funds on its ad purchases.

Ad view: An Internet ad is viewed when an ad banner
is downloaded. The number of times an ad is seen may
be higher than the views counted because computers
cache documents so they may be viewed many times
after a single download. An ad view is the same as an
exposure. '
Advertising Checking Bureau (ACB): A company
used by some manufacturers to audit retail co-op
claims.

Adpvertising Audit Services (AAS): A company used
by some manufacturers to audit retail co-op claims.
Affidavit: A statement, signed by a station official,
attesting that a schedule was run as invoiced.
All-commodities volume (ACV): A basis for mea-
suring retailer distribution that takes into account the
relative importance of an operator. For example, a
brand may have distribution in only one store. If that
store does 10% of market sales, thatbrand has 10% ACV
distribution.

Allowance: The share of co-op advertising paid by the
manufacturer.

Alternative retail formats: Deep discounters, mass
merchandisers and warehouse club stores.

Ambush marketing: A promotional strategy whereby
a nonsponsor attempts to capitalize on the popularity
or prestige of a property by giving the false impression
that it is a sponsor. Often employed by the competitors
of a property’s official sponsors.

Amortization: The splitting of an investment between
departments or budgets or taking a single investment
and spreading it over a period of time.

Arts marketing: A promotional strategy that links a
company with the visual or performing arts, such as
sponsorship of a concert series or museum exhibit.
ANA/RAB Tear Sheet: A radio co-op documentation
system that combines a commercial script with an
affidavit.

Assortment plan: The required depth of stock — in
price, color, material, size and classification — to satisfy
expected customer demand. Sometimes referred toas a
model stock.

Audit or survey: The checking of stores in a chain to
verify how much product mustbe shipped toeach store

to fulfill distribution requirements.

Automatic reorder: A reorder cvcle in which basic
merchandise is ordered as stock reaches a predetermined
minimum level.

Back card: A point-of-sale card affixed to the back of a
dump bin or floor stand and designed to present an
advertising message at eye level above the product.
Bait-and-switch: The illegal practice of advertising an
unavailable item at an unusually low price to lure
customers into astore, where they can then be sold higher-
priced items.

Bar code: A pattern of stripes that can be read by a laser
and translated into an identification number.

Banner ad: An Internet graphic that shows an
advertisement. The sizes and shapes vary; usually banners
are about 7 inches by three-quarters of an inch (468 x 60
pixels).

Best food day: The heaviest food-shopping day of the
week and the day on which most local retailers place their
feature ads in newspapers.

Brand dollar: The budget manufacturers use to promote
the value of their brands to consumers.

Brand manager: A person assigned todirectthe marketing
activities of a given brand within a corporate lineup of
products.

Brand name: The proprictary, protected trademark of a
manufacturer of consumer goods or services.
Business-to-business sponsorship: Programs intended to
influeice corporate purchases or awareness.

Buyer: An individual who is responsible for purchasing
products from a manufacturer or broker.

Buy-in: When a retailer is required to buy a new product
or a certain amount of product to participate in a co-op
schedule. Usually paid 100% by the manufacturer.
C-store: A convenience store. '

Case allowance: A discount offered by a marketer to a
retailer based on the number of cases of a product
purchased.

Case cards: Price cards that are used on displays, usually
refrigerator or freezer cases.

Case extender: A device used to extend shelf space from a
store case or bin into an aisle.

Case commitment: An agreement by a retailer to buy a
certain number of cases of a product.

Case deal: A price discountestablished by a manufacturer
based on the volume of cases purchased by a retailer.
Category exclusivity: The right of a sponsor to be theonly
company within its product or service category associated
with a sponsored property.

Category killers: A term used todescribe large retail stores

dedicated to one category of merchandise. Such retailers

may also be called superstores.

Cause marketing: A promotional strategy that links a
company’s sales campaign directly to a nonprofit
organization. It generally includes an offer to make a
donation to a cause with the purchase of a product or
service. Money spent on cause marketing is a business
expense, not a donation, and is expected to show a return
oninvestment.

Ceiling hanger: A point-of-purchase display that hangs
from the ceiling above a product.

Chain: An operation of 11 or more retail stores under
corporate ownership.

Channel marketing: Organizing the marketing functions
of acompany to putindividuals in charge of selling certain
classes of trade. !

Charge back: The bill that a store issues to vendors to

collect money owed for co-op advertising or mer-
chandise rebates.

Circular: A special advertising supplement that may be
inserted in a newspaper, picked up at a store or mailed
directly to consumers.

Claims: The processes and forms used by retailers to get
reimbursement for advertising expenditures. Some-
times known as proof of performance.

Claim period: The period of time after an advertising
run and before any deadline date in which claims canbe
filed, usually 30 to 60 days after the advertising
schedule.

Click-through: When an Internet ad banner is clicked
onby a viewer todownload the advertiser’s message or
visitits website.

Click-through rate: The. percentage obtained by
dividing the number of click-throughs on an Internet
banner ad by the number of times the banner was
viewed.

Coams Inc.: A company used by some manufacturers
to audit retail co-op claims.

Coffin: A horizontal display in a frozen-food section.
Commodity: A product that is sometimes sold at less
than the price it was purchased for. These are usually
sold and promoted with a product that has a high
margin. For example, coffee is a commodity item often
sold at a loss, but it’s sold and promoted with creamer,
which has a high margin.

Confirmed advertisements delivered (CAD): Internet
advertising traffic, as confirmed by a management
tracking or auditing system.

Co-op advertising: An arrangement under which a
local retailer runs advertising featuring a manufactur-
er’s product, and the manufacturer pays a portion or all
of the costs of the advertising based on previous
purchases from the retailer or distributor.

Co-op period: Time period during which retailer
purchases accrue co-op funds.

Co-op specialist ordirector: A radio station staffer who
assists manufacturers and retailers in finding available
co-op dollars and helps to design co-op programs.
Co-Optimum: A company used by some manufactur-
ers to audit retail co-op claims.

Co-sponsors: Sponsors of the same property.
Cross-promotion: Tying a retailer in with a nonclient
retailer or service. For example, a women'’s razor might
be cross-promoted with a clothing store: “Buy a bikini,
get a razor for free.”

Dealer group: An association of dealers that pool their
co-op funds to finance a marketwide campaign.
Dealer-support program: A local advertising program
in which a manufacturer selects stations and schedules
and, usually, tags the dealers. The manufacturer retains
control of the program rather than offering co-op.
Deductions: Incentives given or paid to retailers by
manufacturers to motivate retailers to provide better
displays or more space, reduce prices, etc.
Delicatessen buying: Sampling many lines of
merchandise without providing sufficient depth to
satisfy customer demand.

Demo: A demonstration of a manufacturer’s product.
Development money: Funds outside a normal co-op
budget that are based on proposals from the advertiser
for such things as store openings, new products or
remote broadcasts.

DFI: Discount from invoice.

Direct response: Nonstore retail, such as when
consumers order products and services by mail, phone,
fax or computer.

Disclaimer: Copy intended to limit a marketer’s
liability regarding its promotional claims.
Discretionary funds: All funds — vendor, promotion-
al, special-event or market-development — that a
manufacturer may provide to a retailer.

Direct store delivery (DSD): When a marketer delivers
directly to stores without using a wholesaler or ware-
house.
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MAKING YOUR CUSTOMERS FEEL RIGHT

By Dick Kazan “The customer is always
right” How many

times have you heard those words and

thought they were meaningless? Yet that

idea is the underlying premise of successful

sales.

Callers to my office are greeted warmly |
by Kathy or Anne, the receptionists. But
these ladies don’t work for me, they're
employed by an office center, which recently
notified me that it was going to charge more
for their services. Because | disagreed with
the increase, I called the company and spoke
with Don, the property manager, who
conducted a wonderful sales lesson.

Don didn’t avoid my call, he welcomed it
— despite anticipating that I'd ask him to
reconsider the rate hike. Nor was he defensive. He
began by saying, “Dick, I look forward to reading your
column every week. I'm really glad
you called.” He then praised the |

argue only with myself. Don remained
agreeable and pleasant while illustrating a
simple but powerful lesson: “The customer
is always right.” Can you guess who agreed
to a rate raise?

Customers also appreciate a warm
reception. One of the hottest trends in retail is
having greeters welcome shoppers. This has
been a very effective tool for Wal-Mart in
recent years, but now such retailers as
Orchard Supply Hardware, some Sears
branches, Kmart and others have begun
using it, at least during peak shopping
periods. Why? To personalize their stores
and make shoppers feel special. It’s that
feeling you get when you visit your barber,
grocer or other favorite shop where people know your
name and ask how you're doing. You look forward to

going there.

[ — . How can you use this concept? By
column—asagentle reminder that, as 1 THE R D AD TO | ensuring that your visitors are greeted
a reader, he’s my customer and B B e e o warmly, rather than by an impersonal
should be treated accordingly. In a | security guard or a phone outside a
friendly way, Don was already | secured door. On the phone, have
making it hard not to agree with him. —— — ~ your callers welcomed by a cordial,

Thanking him forhiskind words, I — well-informed  operator, rather than a
said that, as good as the office service is, ithad suffered  hurried “How can I direct your call?” or an automated
recently because a few other clients receive a huge  response.
volume of calls, and Kathy and Anne are sometimes How you greet your customers is your voice to the
overwhelmed. He said, “You'reright. 'm aware of the  world, and it makes a crucial impression. We all do
problem and taking action to correct it. I'm meeting  business with those we like. So encourage us, your
with those clients to make some changes in how their  customers, to like you by greeting us cordially and
calls are handled so we can give you the quality of making us feel special. Otherwise, we may take our
service you’re used to.” business elsewhere — and we’ll be right to do so.

I told Don that, under the circumstances, a rate hike
was inappropriate. He said, “You're right. But we
haven’t had a raise in years, and I assure you it will be
years before we have another. The reason for this small
increase is that we give the ladies medical benefits and
pay them a decent wage.” Not once did he dispute me.

DICK
KAZAN

Y SN

Next week: Action makes the difference.

Dick Kazan is a successful entrepreneur who founded what
became one of the largest computer ieasing corporations in
the United States and is a successful real estate entre-
preneur. E-mail your questions or comments to him at
rkazan @ix.netcom.com.

No matter what | said, I was right; therefore, 1 could -

THE 'BIG ELECTRIC
BAILOUT

In response to the ongoing energy
crisis in California, Hot AC KBIG/Los
Angeles conducted its own Big Bill
Bailout promotion, paying winning
listeners’ electric bills for one month.
Here, the KBIG Morning Crew's Leigh
Ann Adam and Charlie Tuna sit
among thousands of listeners’ bills.

|
- e
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THE ‘SHOE' THAT FITS A\
Eddie Carswell and Leonard Ahlstrom of the Benson Records
act NewSong spent two years working on “The Christmas Shoes”
after DC Chymes, co-host of the syndicated Steve & DC Morning
Radio, faxed them a similar, anonymous story that had been
circulating via fax and the Internet. Standing are (l-r) Ahlstrom
and NewSong bandmate Billy Goodwin, Steve Shannon of Steve
& DC, Carswell, bandmember Michael O'Brien and Chymes.
Kneeling (l-r) are NewSong’s Steve Reischl and Matt Butler.
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RADIO GETS RESULTS

SUCCESS STORIES FROM THE RAB

DELIVERING 20/20 VISION

In most cases a single optometrist's practice doesn’t have
the budget, let alone the impact, to advertise by itself. But
bring together 50 optometrists, and you have some muscle.
Working with the Bay Area Optometric Councils, Break-
through Marketing devetoped an advertising campaign that
accomplished two goals: It educated the public on the
importance of regular eye care, and it provided a call to
action for people to schedule appointments with their local
eye doctors. The program worked so welt that it's now a
regular campaign.

Category: Heaith Care Providers
Market: Various

Submitted by: Breakthrough Marketing
Client: Bay Area Optometric Councils

Situation: Members of the Bay Area Optometric Councils, a
group of six associations for eye doctors, had historically
worked independently of one another on marketing and
focused exclusively on trade advertising. None of the councils
had ever done a public service or muitimedia campaign to
educate the public about eye care, nor had the councils
worked jointly on such a project. But these eye-care profes-
sionals had a message to get out, and they decided it was
time for a change.

Objective: The Bay Area Councils needed to educate the
public on the value of proper eye care. The campaign’s call to
action asked listeners to sign up for regular checkups with
their jocatl independent optometrists.

Campaign: Breakthrough designed a campaign of vignettes
that addressed the topics about which the councils wanted to
educate the public: protective eyewear, fearning disabilities,
the dangers of ultraviolet exposure and the eye-care needs of
the elderly. Each participating optometrist had his or her
name, address and phone number mentioned in a commer-
cial. In addition to radio, the three-month campaign included
TV and print ads. Funding came from the participating
doctors’ council dues, directly from the doctors and from
several manufacturers of optometric products.

Results: Over 50 optometrists participated in the campaign,
and they were very pleased with the resuits. They reported
new patients coming into their locations and increased
consumer inquiries, and they agreed that the ads helped with
their educational objectives. The Bay Area Optometric Councils
are planning to continue the program at least once a year.

—— RABTOOBOK

More marketing information and resources from the RAB
Here you'll find more marketing information and resources
from the RAB. For more information, call the RAB's Member
Service HelpLine at 800-232-3131, or log on to
www.rab.com.
INSTANT BACKGROUND — OPTICAL GOODS
Seventy percent of Americans 18 or older wear some type of
corrective lenses. Fifty-seven percent primarily wear
glasses, 9% primarily wear contact lenses, and 4% wear both
equally. Just over half of 18-29-year-olds wear glasses or
contacts, compared to 90% of individuals age 50 or oider.
(Gallup Poll, 2000)

According to a 2000 survey of independent optical
retailers, chiidren from infancy to 14 years of age accounted
for 15% of their customer base in 1999, up from 10% in 1998.
(20/20 Magazine, 2000)
FROM THE RAB'S CATEGORY FILE — OPTICAL GOODS STORES
“The prevailing feeling among a sampling of optical retailers is
that, for a variety of reasons, the first half of 2001 may be a
long and bumpy road. The growing popularity and availability
of laser vision correction combined with the sagging
economy are causing many to look at the coming year
pessimistically.” (Vision Monday, 1/15/01)
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By Kurt Hanson After over a year of
For RAIN: Radfo And operating in “steaith
Internet Newsiefter

mode,” Streaming Maga-
Zine and Radio Ink publisher
Eric Rhoads has debuted his
| own venture capital-funded,
San Francisco-based Internet
radio business, Radio Central
(www.radiocentral.com).
= Rhoads reveals that he's
closed on $7.25 million in
new funding — on top of $5
million he raised last year.
Radio Central intends to
provide customized Internet radio programming
to enhance third-party websites.

High-Powered Partners

Rhoads’ partners in
the venture include

legendary programmer Q

Steve Rivers as Sr. VP/

Chief Radio Program- )

ming Officer, former RadioCentral
WNNX (99X)/Atlanta MD

Sean Demery as Director/Music Programming and
former Zapoieon Media Strategies consultant Steve
Wyrostok as Director/Radio Operations.

Rivers previously served as Chief Programming
Officer for AM/FM, where he oversaw the program-
ming of 465 radio stations. Before his term at AM/FM
he held the same position at Chancellor Media,
Evergreen Media and Pyramid Broadcasting. As a PD,
he is best known for his achievements at CHR/Pop
WXKS (Kiss 108)/Boston.

Participants in the financing include Allegis Capital,
RacRim Venture Partners and FBR CoMotion Venture
Capital. CoMotion is also the source of the venture
capital behind the MeasureCast webcast ratings service.

INTERNET

NEWS & VIEWS

Rhoads And Pariners Debut
Internet Radio Venture

[ Radio Central closes on $7.25 million in funding
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Professional Product

RadioCentral offers a product, at least on its two
demo stations, that sounds much more like traditional
live radio than most Internet-only efforts, with segues,
talk-ups, professional-sounding jocks, a tight ptaylist
and more. [t's an impressive sound.

The two demo streams, “Classic Alternative” and
“Classic Soul,” are available at www.radiocentral.com/
website/rcplayers/index htm/

Overly Optimistic?

Included in Radio Centra!’s original Jan. 17 press
release about its launch was the optimistic assertion
that “one in six Americans listens to streaming during
some part of the day.” [The release on the Radio
Central site has since been corrected.] That statistic
was attributed to a recent study conducted by Harris
Interactive/MeasureCast.

But our examination of the Harris Interactive/
MeasureCast “Interactive Streaming Media Study”
(www.measurecast.com/news/research.htmi), reveals
no such finding. According to the study of U.S.
Internet users, 16%, or about one in six, are active
streaming-medié users — defined by the study as
those who listened to.or viewed streaming media for
at least one hour in the 30 days prior to the study. Of

- those people, only 20% said they were everyday

users of streaming media. Overall, the study seems to
indicate that about 3% to 4% of Americans access
streaming media on a typical day.

MusicMatch: Custom Radio, Expert Programming

These days most sources of streaming music
entertainment seem to fall on one side or the other of
a line between a programmed, professionally
designed music presentation and a personalized
stream that leaves the music choice entirely up to the
listener.

Some feel that Internet radio wilf succeed by
promoting the same strengths that have been
developed throughout the 75-year history of broad-
cast radio: personality, promotion, positioning and
smart programming. But that idea has been chal-

lenged time and again by others who see Internet radio
as a revolution against corporate-sounding, overcon-
sulted, “safe and boring” broadcast radio. Listeners
know better than anyone else what they want, right?
Technology now allows Internet radio to deliver to
consumers exactly what they say they want — and, so
the thinking goes, that's where the power of the new
medium lies.

The available options in streaming audio reflect that
split. Most anything one finds on the Internet is either

Continued on Page 22
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JazzFM From Swinging London

Part of the joy of digging through piles of old jazz records
(that would be vinyl, thank you) comes before the stylus
ever hits the grooves: that gorgeous artwork. Perhaps it's
the class of the jazz-buying public or the dignity of the
music itself, or perhaps it's just a quirk of a bygone era,
but it's obvious that the producers of these records felt it
was important to make the packages as tasteful and
enjoyable as what was inside.

Someone was thinking about that when London’s
JazzFM site (www.jazzfm.com) was designed. The site
was enjoyable before | ever clicked to hear the stream.
JazzFM broadcasts on the FM dial in London and the
northwest of England and has submitted applications to
expand on both the analog and digital bands. The two
broadcast stations have slightly different talent and show
lineups; it's the London signal that's streamed on the
Intemet.

The on-air presentation is what you might expect from
a Jaz station — dignified and straightforward. But I'm
happy to report that the presenters | heard weren't at all
dreary, but seemed to be happy doing their jobs — and
I'm sure folks are happy listening. | heard a bit of Dinner
Jazz with Helen Mayhew and Sarah Ward and some of
Peter Young's show. The presenters aren't afraid to have
a little fun with the music, occasionally straying from pure
jazz — | heard John Cottrane doing “My Favorite Things”
— and even playing some records that aren't jazz at all,
like Average White Band's “Pick Up the Pieces” and Lalo
Schifrin’s funky version of the theme from Jaws.

It's interesting to note that the production voice on the
station is American. Actually, a lot of the voices on the
commercials were American too. Given that jazz is
originally an American form of music, that seems fitting
—though, of course, I also heard a significant number of
European voices.

The station gets musical-credibility points for having
two record labels: hed kandi, which seems to have sprung
from a JazzFM specialty show, and Onion Records.
Additionally, visitors to the homepage will find a fink to a
very professionally designed and presented store where
they can purchase music, artwork, videos and MP3
players, along with a thorough local-events guide (that
even includes New York).

There's also a subscription section called “eJazzFM”
that's worth exploring if you're a true jazz fan. In it you'll
find specialized streams, MP3 downloads and chat —
and even more tasteful art, in the “JazzFM Art Gallery.”

Interestingly, there's a section-that offers a chance at
prizes for listeners who are willing to rate song clips. The
section is positioned as “a chance to shape the music of
JazzFM,” and the station is (presumably) using the
website to get the opinions of its P1 listeners.

Finally, I've noticed before how advertising clients
seem to be given more visibility on European radio sites
than on radio sites here in the U.S. But it did seem a little
strange to find that one of the main menu items, “Magic
of the Orient,” leads to an advertising page for a travel
agent. And, as hip as the jazz cats are at JazzFM, they're
not too hip to feature big images of kitchen appliances
from Dinner Jazz sponsor Neff on the show's page. But,
on the whole, for a genre and an audience that demand it,
JazzFM presents its music tastefully and artistically. It's a
treat for the ears and eyes.

—Paul Maloney
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Tune In a GREAT
Sounding Web Address!

dotFM is THE Premium
Domain Name for Today's

Multimedia Enabled Internet!

THE Premium Multimedia Domain.

www.dot.fm

* Please visit the dotFM web site for details.
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MusicMatch

Continued from Page 20

a simulcast of a broadcast station or an unwieldy array
of superniche formats randomly cranking out song
after song. This week, MusicMatch VP/Programming
David Bean gives us his thoughts, tells us why he
thinks his company’s approach is the right one and
talks about what he feels are some of MusicMatch’s
other competitive advantages.

Bean’s philosophy on the programming vs.
personalization issue is that the right approach is a
smart combination of professional programming and
some user customization. He feels that, for Internet
radio to succeed, it has to offer something different,
some sort of overall advantage over traditional media
— yet, he explains, “We can't stray too far from the
public’s familiarity with genres and personality.” Music-
Match Radio (Site of the Week, 11/3/00), part of the
successful MusicMatch jukebox application, provides
18 familiar formats, along with ways to vary the
streams according to personal taste.

In the traditional broadcast world most larger-
market stations that play current music report their
rotations for industry charts. Those chart rankings help
labeis promote the music, and the record labels, in
turn, support radio. That relationship does not yet exist
between online radio and the record industry, but
MusicMatch is trying to build it. The company recently
announced that it has begun reporting plays on its
channels to various industry media, including R&R,
The ‘Net Music Countdown and College Music Journal.
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Bean says, “MusicMatch is developed to be label-
friendly. It's not extremely different from terrestrial
radio.” He adds that reporting spins helps Music-
Match’s industry profile, making it easier to build
relationships with record companies and get service on
new music, and he hopes that those new relationships
will soon lead to promotions and record-company
advertising. He notes, “We have a unified system of
rotations. For instance, | can tell a record company that
if a song is in heavy rotation on a certain channel, it will
get five to seven plays per day.” He goes on to explain,
“A lot of other online services offer so many channels
and niche varieties that labels don't know where and
when their records are being played. They don’t know
the structure in which their music is being introduced.
We work within genres thaf are familiar to the industry
and to listeners.”

But here’s where offering something different
comes in. *l think MusicMatch is a year ahead of
everyone else in pioneering the mix of personalized
programming with music-industry expert program-
ming,” Bean says. “We have 13 million registered

users of the MusicMatch software, about half of
whom have agreed to allow us to take their playlists
from the jukebox to find out what they're listening to
and create profiles to recommend, or program, music
to those tendencies.”

Bean believes that one of the reasons purely
personalized systems fail is because listeners only
choose music with which they are already familiar.
They eventually tire of those songs without having
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been introduced to new music that could hold their
interest. He says, “Listening patterns are, by defini-
tion, in the past. That’s where expert programming
comes in.” Since new music is not profiled — that is,
associated with other songs and artists for recom-
mendation purposes — it is the job of professional,
experienced programmers to decide how, and to
whom, to introduce that music.

And that's what Bean thinks it will take for Internet
radio to succeed. He says, "MTV struggled until it
showed that it could affect record sales. And,
certainly, being able to access Internet radio anywhere
and everywhere, like broadcast radio, will be huge for
the medium.” Label promotions, coupled with
powerful listenership and the ability to affect record
sales and break new artists, will be milestones in
Internet radio’s journey to becoming a viable medium.

As confident as Bean is about his company's
programming approach, it's only part of why he thinks
there’s an audience for MusicMatch. With so many
options for potential listeners — and in a medium that
isn't yet firmly established — he understands the
importance of offering a familiar product and brand
name. “We were an established jukebox application
with a huge user base, and then we got into radio.”

According to MusicMatch, it now streams more
than 4 million minutes per day. That comes to
roughly 467,000 hours per week — and that's
reportedly increasing by 30% per week. It might be
imagined that, with over 2 million total hours
streamed per month, at least one or two of Music-
Match’s most popular channels would rank pretty
high in an Arbitron or MeasureCast study.

The reason for the company’s absence from
ratings studies apparently lies in its technology.
Instead of traditional streams, MusicMatch serves its
content one MP3 file at a time from files cached at
various locations around the Internet. Bean says, “We
first approached Arbitron last summer. We wanted to
be rated from the very beginning. But, as it turns out.
the main services rate streaming from the server side,
and our system is 4 little different. Apparently, our
system can't be measured the same way. Arbitron is
working on a method to do it. Qur approach is
actually less expensive than streaming, which gives
us another competitive advantage.”

—~Paul Maloney

Radio And
Internet Newsletter

Akoo.com Leads Top9
Radio-Site Ratings

Top9.com (www.top9.com) recently released website
ratings for music radio and Talk radio sites. The chart
below combines the two reports.

Top9's information is based on unique visitors — the
number of different people who visited the sites
during the study. It does
not measure streams or
the length of site visits. &MCOM
Some of the ranked sites
don't even stream — for example, Infinity’s WNEW-FM/
New York. And, to be technically accurate, portal
BroadcastAMERICA doesn't stream either.

The Top9 reports are based on the results of studies
by PC Data Online. According to Top9's methodology
page, PC Data Online has assembled a panel of home
users from 120,000 households for a one-year study.
Data collection is done on the client Side — that is, from
users’ computers — and the information is then

_ weighted by age, gender,

race and household income ===
to accurately represent the == = ==
U.S. online population. The E‘)\,,l
report below was compiled |
during the month of Decem-

ber — the “January” in the report title refers to the
month of the study’s release.

These ratings raise the idea that radio stations can
use websites to reach customers and generate revenue,
not only through the customers’ ears, but through their
eyes. Certainly, a station’s on-air signal is its most
important product, but the Internet is a new medium,
and it's an opportunity to create a new product.

Use your existing brand and the loyalty of your Pis,
and give the audience something of value that they can't
get from listening to the station — and that they can't
find anywhere eise. Then selt that audience. Maybe
streaming doesn’t have to be part of the package.

Top9 com Radio Webrankings For January 2001
Music And Talk Stations Combined |
Ramk Station URL Unique Visitors.
1.Akoocom  wwwakoo.com 418,000
__2.§reamAudio_.co-r_n . ww.srrgamaudm.colr LOZOOE
3. Bob And Tom Worldwide  www.bobandtom.com 293 0007
4, Brud@w www. broadcastamenca com 286 000
__fam -AM/Chicago B
6. WHTZ 2100w York__
7 Coast-To-Coast AM
8. Neal Boortz Home Page
8 _The Jeff R_ense Show i
10._WN_EW-_FM_/Nelv York

11. Amateur Radio

www.wgnradio.com 200,0&
" 100com 192000
_ wwwartbell.com 185,000
www.boortz.com 178,000

www.sightings.com 168,000
www.wnew.com 163,000
www.arrd.org 155,000

12. RateTheMusic.com www.ralethemusic.com 140,000
13. Ric_k D;es Online

14. KXXR (93X)/Minneapolis
15. WDHA-FM/Morristown, NJ
16. The Dr. Laura Schlessinger Show www.drfaura.com 121,000

{tie) The Kim Komando Radio Show www.komando.com 121,000

www.rick.com 139,000
www.93x.com 136,000
www.wdhafm.com 130,000

(tie) The Tom Leykis Show www.blowmeuptom.com 121,000

WWw. americanradiohistory com
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GlobalMedia Reorganizes Top
Management Structure

GlobalMedia this week announced changes in its
management structure. CEO Jeff Mandelbaum and
President Barr Potter will step down from their posts
and resign from the company’s board of directors,
eftective Feb. 1. GiobalMedia founder and iargest
shareholder Michael Metcalfe will reassume the
roles of CEO and President at that time. Global-
Media announced on Dec. 29, 2000 that it was
restructuring its business and selling its radio
station streaming contracts to SurferNetworks
(R&R 1/5). That deal is set to close Jan. 31.

Launch Media Revenues Up In
Fourth Quarter And 2000

Launch Media announced this week that its Q4 net
revenues increased 21%, from $6.6 million to $8
million, while its EBITDA loss remained flat at $7.9
million. Pro forma net revenues for 2000 climbed
48%, from $25 million to $36.9 million, and the
EBITDA toss widened from $26.2 miliion to $34
million. Despite slower revenue growth projections,
Launch expects to generate positive EBITDA for the
first time during Q3 2001 — one quarter earlier than
the projection in recent guidance. The company is
reducing its EBITDA loss estimate for the year from
$15 million to $10 million; it said it will accomplish
that through “cost savings throughout the com-
pany,” including reductions in customer-acquisition
spending and the elimination of its Online Music
Group, which it will discontinue on Jan. 31.

MeasureCast Top 25 Jump 8%
In One Week

According to a report from online ratings service
MeasureCast, total TSL for the top 25 online
stations in the company's weekly rankings jumped
8% during the week of Jan. 22-28. MeasureCast

INTERNET

NEWS & VIEWS

VP/Research Evan Oster said that 16 of the top 25 stations

15-21. Three ABC Radio stations made their debuts in the
MeasureCast top-25 list in the current report: '80s WZZN/
Chicago, Country KSCS/Dallas and Alternative KZNZ/
Minneapolis. The leading format was Talk, foliowed by
News/Talk, Classic Rock and listener-formatted streams.
Thursday continues to be the most popular day for internet-
radio listening, with peak listening occurring at 3pm ET.

TVT Records Drops Suit Against Napster

Independent label TVT Records has dropped its $1.5
billion copyright-infringement suit against Napster. TVT
President Steve Gottlieb said the suit was dropped
because the label plans to support the new service Napster
is rolling out under its strategic alliance with Bertelsmann.

Tratfic.com Drives Into Baltimore

Traffic and logistics provider Traffic.com expanded its
national piatform this week, adding Baltimore traffic infor-
mation to its website. Hearst Broadcasting’'s News/Talk
WBAL-AM will also rely on Traffic.com material. The service
is in the midst of a national rollout and is also offered to
motorists in Pittsburgh, Philadelphia, Houston, Los Angeles,
New York, Dallas, San Francisco, Detroit and Chicago.

RealNetworks To Stream NBA Games

RealNetworks has allied with the NBA to provide live
Internet broadcasts of NBA.com Audio League Pass, the
league’s package of exclusive audio feeds of every NBA
game, and NBA.com TV, its 24-hour digital television
network. Both will be available through RealNetworks’
RealPlayer GoldPass.

NetRadio Adds Salsa, Standards

On Jan. 29 NetRadio added “Latin Mix" and “Romance
Latino,” created and programmed by Latin-music expert
Candy Cintron, to its lineup. A third new channe!, “Big
Bailad '50s,” is programmed by Amie Fogetandis similar to
the “Music of Your Life” broadcast format.

enjoyed larger audiences than they did in the week of Jan.
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in Asseciation With

Radio And
internet Newsielter

" CYBERSPACE

Hot new music-related World Wide Web sites, cool
cyberchats and other points of interest along the
information superhighway.

"Net Chats

* Those purveyors of music to chop off heads by,
Mudvayne, are available to chat about their very hard
rock on Monday (2/5) at 9pm ET, 6pm PT (chat.yahoo.
com).

* And they called it puppy love! But don'thound Donny
Osmond about that song — he's all grown up now. Chat
with the singer on Tuesday (2/6) at 8pm ET, 5pm PT
(chat.yahoo.com).

*Sonny Landreth’s incredible slide guitar playing
has made himan artist’s artist. He's gonna be a legend,
and you can talk 10 him on Wednesday (2/7) at 7pm ET,
4pm PT (www.getmusic.com).

On The Web

» Erykah Badu seems to be channeling the greats of
R&Bmusic past. Catch herin performance on Tuesday
(2/6) at 3pm ET, noon PT (www.hob.com).

* Hot outta Denton, TX, Slobberbone play country
rock — emphasis on the “rock.” They're performing on
Thursday (2/8) at6pm ET, 3pm PT (www.getmusic.com).

— Michael Anderson

We Care What You Think

Justa friendly reminder: Reader feedback is always welcome at
RAIN! As a matter of fact,
it's where we get some of
our best material. We want
to make sure we're cover- [-‘ N
ing the issues that are on |E=.
the minds of our readers } -
— please don't hesitate to

give us your input on anything dealing with radio and the
Internet. Radio And Internet Newsletter is free and available
every day at www.kurthanson.com.

MAB, brgadcasters e sull
e fight Comyrvgmt Otfice pufing

f—

g
I
!
!

m Digital, Clear, Consistent
m Custom Production - Callouts & Montages
B 50,000+ Song Library

m All Formats & International Titles
® On-Time Delivery

Call Bernie Grice (573)443-4155

Emall: hooks @hooks.com  hooksunlimited@compuserve.com www.hooks.com
200 Oid 63 South, #103 Columbia, MO 65201-6081 FAX: (573)443-4016

T corronr TN

UNLIMI

The World's Premier Music Hook Service
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A Label Man
ComesTo -
The 'Net

David Bean under-
promises and overdelivers.
A friend. starting a radio
station in Carmel. CA,
told Bean he could have
a DJ job it he got his FCC |,
license. Most of us went
and got our third class:

Bean went to engineering
school and got his first
phone. He got the gig, of
course. From DJ. MD and PD of KLRB-FM/
Aurora, NE, he moved to KZEN/Central City.
NE as GM of one of the carliest Smooth Jazz sta-
tions. with Chuck Mangione, Grover Washing-
ton and Herb Alpert on the playlist. Mike Ne-
smith heard his approach and asked him 10 be
National Dir/Promation at Pacific Ants.

With Bean as President. Pacific Ants Video
grew out of the label. Its production of Nesmith's
Elephant Parts became the figst video production
to win a Grammy. Paul McCartney hired Bean
as a consultant, and Bean also advised Michael
Jackson, moving product rights into the carliest
recordable CD kiosks, among other things. In
1992 Creed Taylor hired Bean to run CTI. bring-
ing Bean's love for jazz from the *70s full circle
and helping to grow NAC as a format.

In 1998 Bean's approach led him to deals with
Emusic and to licensing Vibe and Spin magazines
for OnRadio. He finally landed at MusicMatch.
The company’s Jukebox software is among the
maost elegant of all the multiuse formats, and you
can read more about it to the right.

“I find what's happening on the Internet 1oday
to be similar to what happened in home video in
the “70s and "80s." Bean says, 1 wanted (o be
on the cusp of that. Internet radio is listening to
radio via what is essentially a television screen.
and that poses some interesting challenges. Also,
the data tracking provides some great advantag-
es. INT know that you like Madonna. | can make
sure that Madonna comies up in the gold rotation
of your individual sirecam more often. even
though the DMCA prevents you from making
direct requests. '

“Where the Jukebox comes in is that. with 500
million plays analyzed, if x number of those plays
are of Fuel’s ‘Hemor-
rhage.” we can tell you
what the top 10 other
songs arc that those
people liked. That kind
of information is very important and versatile.”

Bean promises that the system is built to be
fricndly to record labels. “*Most of the *Net com-
panics were alienating record labels. We've built
our stations to do just the opposite, with elements
that | understood as a label person.”™ David Bean
means to deliver.

Questions? Comments? david@nennusiceount
down.com. or post 10 the Intemet folder on the
www.rionline.com message board.

David Lawrence is heard on WGN/Chicago; is the
| host of Ontine Today and Online Tonight,' syn-
| dicated high-tech/pop culture radio talk shows

from Dame-Gallagher; and Is the host of the ‘Net

Music Countdown radio shows from United

Stations. A 25-year radio veteran, Lawrence was a -|
founder of the American Comedy Network, is the |

voice of America Online, and is a leading expert on
Internet entertainment.

LY

INTERNET

he heart of MusicMatch, as noted by David Bean in the column on

this page, is the Jukebox software, available for both Mac and PC.
The software plays all open formats of audio, has extensive ripping
and tagging features and even has a browser buitt into the player to
integrate into the company’s streaming MusicMatch radio channels.
One very nice feature is the ability to add album art to the 1D tags on
MP3 files and, in turn, display them when a cut is played. The company
seems to be everywhere. It created a custom player for Excitt@Home.
It is the most-recommended player on CNET’s Download.com. And

A PERFECT MATCH

What I'm waiting for is its crack staff to create a standalone DJ
tool that will allow me to reproduce what | do in the studio on a
PC, with overlapping and tunable fade points, instantly editable
playlists and commercial scheduling. There’s no doubt that if the
company applied its pixel-perfect approach to this kind of product,
there would be none of the loose ends that typify the entry-level
DJ tools available today. None of the MP3 player programmers
have ventured into the field of studio Scheduling and replacement
software. With David Bean's background, MusicMatch just might

when | cracked open my new Samsung Uproar phone (it plays MP3s), be the first.
what did | find? MusicMatch for Uproar. — David Lawrence
LW TW ARTIST CO/Title LW TW ARTIST COTitle
3 1 SHAGGY Hot Shot/ “Wasnt” 4 1 SHABGY Hot Shot/ “Wasnt"
5 2 Human Clay/*Arms” 2 2 OUTKAST Stankonia/“Jackson™
9 3 3DOORS DOWN The Better Life/“Kryptonite™ 8 3 JHLSCOTT WholsJil Scott?/ “Wak™
1 & MYA fear Of Ryingy/ “Ex” 1 4 DESTINY'S CHILD Charkle's Angels Soundtrack/ “Women™
§ 5 MATCHBOX TWENTY Mad Season/ “Gone™ 3 5 ERYKAHBADU Mama's Gun/ “Know™
10 6 MADONNA Music/ “Teil” § & AVANT My Thoughts/ “First™
4 7 DESTINY'S CHILD Charfie’s Angels Soundtrack/ “Women™ 1T MUSIO Nutty Professor 2 Soundtrack/ “Friends™
13 8 U2 All That You Can't Leave Behind/ “Beautiful™ 14 8 DAVEHOLLISTER Chicago 85: The Movie/ “Woman”
8 9 'NSYNC No Strings Attached!*Promise” 12 9 NELLY Country Grammar/“E..."
16 10 DAVID GRAY White Ladder/“Babylon™ 10 10 WYCLEF JEAN The Ecieftic: 2 Sides Il A Book/ =911
11 11 KANDI Kandi/ “Don’t” 7 11 R.KELLY TP-2conv “Wish”
15 12 FAITHHILL Breathe/“Love” 6 12 CARLTHOMAS Emotional/ “Emotional”
6 13 BACKSTREET BOYS Black & Bive/ “Shape” 19 13 BABYFACE A Collection Of His Greatest Hits/ “Breathing”
T 14 LENNYKRAVITZ Grealtest Hits/ “Again” 16 14 KELLY PRICE Mirror Mirror/ “Should've”
— 15 MOBY Play/“Southside™ — 15 MYSTIKAL Let's Get Ready/ “Danger”
12 16 BRITNEY SPEARS Oops’... Did it Again/ “Stronger™ 9 16 JAY-Z The Dynasly: Roc La Familia 2000/ ~Love”
18 17 SAMANTHAMUMBA Gotta Tell Yow “Gotta” 15 17 PRU P/ “Candies”
— 18 DREAM /f Was All A Dreamv/ “Loves™ 18 18 BEENIE MAN Art & Life/ “Girts™
17 19 BARENAKED LADIES Maroor/ “Pinch” 17 19 TAMIA A Nu Day/ “Stranger”
— 20 QUTKAST Stankonia/ “Jackson” YOLANDA ADAMS Mountaln High Valiey Low/ “Open”
LW TW ARTIST COTitle LW TW ARTIST COTitle
2 1 - DIXIE CHICKS Fy/"Without™ 1 1 SADE Lovers Rock/"Side”
1 2 TIMMCGRAW Place In The Sun/ “Thirty” 7 2 BONEYJAMES & RICK BRAUN Shake it Up/“RSV.P."
~— 3 FAITHHILL Breathe/ “Wings” 2 3 KIMWATERS One Special Moment/ “Groove™
3 4 BRADPAISLEY Who Needs Pictures/“Danced” 9 4 GEORGEBENSON Absolute Bensor/ “Medicine™
13 5 LEEANNWOMACK / Hope You Dance/ “Ashes” 8 5 CRAIGCHAQUICO Panorama/ “Carnival”
6 6 KENNYCHESNEY Greatest Hits/ “Lost” — 6 MICHAEL LINGTON Vg’ “Lifetime”
10 7 SARAEVANS Born To Fly/“Fly” 3 7 OAVIDBENOIT Professional Dreamer/ “Miles”
7 8 LONESTAR Lonely Gril/“Tell" — 8 CHIELI MINUCC! Sweet On You/ “Sunday”
4 9 TRAVIS TRITT Down The Road | Go/ “Intentions” 4 9 NORMANBROWN Celebration/ “Paradise”
11 10 ALANJACKSON When Somebody Loves Youw/ “Memory™ 13 10 BONEY JAMES Body Language/“Boneyizm,” “Night”
9 11 JOOEE MESSINA Burv “Bum” 5 11 FOURPLAY Yes. Please/ “Robo”
19 12 JAMIED'NEAL Shiver/ “Arizona™ 18 12 WALTER BEASLEY Won't You Let Me Love Youw/ “Comin™
8 13 TERRICLARKX Feariess/ “Gasoline™ | — 13 JEFF KASHIWA Another Door Opens/ “Hyde™
14 4 RASCAL FLATTS Rascal Flatts/ “Everyday” i 16 14 STEVE COLE Between Us/“Got”
15 15 TOBY KEITH How Do You Like Me Now/ “Kiss™ 19 15 LARRY CARLTON Fingerprints/ “Gracias,” “fingerprints™
12 16 KEITHURBAN Keith Urban/ “Grace™ 10 16 RIPPINGTONS Life in The Tropics/ “Cruisin™
5 17 PHILVASSAR PhilVassar/ “Paradise” 20 17 JONATHANBUTLER 7he Source/ “Forever”
— 18 DARRYL WORLEY Hard Rain Don't Last/ “Good™ | 8 18 CHUCKLOEB Listerv “Biuve”
16 19 GEORGESTRAIT George Strait/ “There” — 19 MARCUS JOHNSON Urban Groove/ “Pavilion™
17 20 CHRISCAGLE Py tloud/“On” — 2 RICHARDELLIOT Chik Factor/ “Who?"
_ Hot AC - Altemative
LW TW ARTIST COfTitle LW TW ARTIST COTitle
1 1 CREED Human Clay/"Arms” 1 1 U2AN That You Can't Leave Behind/ “Beautiful”
§ 2 DIDO NoAnge/ “Thankyou™ 2 2 LIMPBIZNIT Chocoiate Starfish../ “Rollin™
2 3 U2ANThat You Can't Leave Behind/ “Beautiful™ 4 3 MOBY Play/“Southside”
4 4 MATCHBOX TWENTY Mad Season/ “Gone™ § 4 LINKIN PARK Hybrid Theory/ “Step”
7 5 DAVIO GRAY White Ladder/ “Babylon™ i 3 5 RADIOHEAD KidA/“Optimistic*
8 & 3DOORS DOWN Better Life/ “Kryplonite™ 7 & UFEHOUSE No Name Face/ “Hanging”
6 7 BARENAKEDLADIES Maroon/ “Pinch” 16 7 COLDPLAY Parachutes/ “Yellow™
10 8 FAITHMILL Breathe/ "Love” 8 8 RAGEAGAINST THE MACHINE Renegades/“Funk”
3 9 LENNYKRAVITZ GreatestHits/“Again” 11 9 3DOORS DOWN Better Life/ “Loser”
11 10 CORRAS /nBiuve/ “Breathless™ 12 10 DAVIO GRAY White Ladder/ “Babylon™
15 11 NINE DAYS The Madding Crowad/ “Absolutety” 15 11 FUEL Something Like Human/ “Hemorrhage™
— 12 MADONNA Music/ “Tell" 10 12 OFFSPRING Conspiracy Of One/“Prankster”
13 13 SOULDECISION No One Does it Better/ “Faded™ i 20 13 CRAZY TOWN The Gift Of The Game/ “Buttertly”
20 14 VERTICAL HORIZON Everything You Want/God™ 9 14 BLINK-182 The Mark, Tom & Travis Show/“Overboard”
14 15 BACKSTREET BOYS Biack & Biue/ “Shape” W 15 GREENDAY Warning/ “Warning™
18 16 STING Brand New Day/ “Desert” 6 16 LENNYKRAVITZ Greatest Hits/ “Again®
16 17 ‘NSYNC No Strings Attached “Promise™ — 17 INCUBUS Make Yourself/ “Drive”
19 18 EVAN AND JARON Evan And Jaron/ “Crazy” = 18 EMINEM Marshall Mathers LP/ “Stan”
— 19 EVERCLEAR Songs From An American Movie Pt. 1/“AM™ — 19 DAVE MATTHEWS BANO Everyday/ "Did”
— 20 NELLYFURTADO Whoawefty!/ “Bird™ 18 20 PAPAROACH infest/ “Broken™

€-charts arebased on weekly rankings of CDisales. downloads and streams of artists Online compiled and tabutated directly trom the togfiles of reporting websites. Reporters inciude Amazon com.
Artist Direct com, BarnesandNobte.com, CONow com, CheckQut.com (frozen), ChoiceRadso.com, City Internet Radio, DMX MUSIC, KitStmu.com. Lycos Radio. MSN-Chat. Music Choice, MusicPlex.
Mus.cMatcn NetRado.com. NYLveRack0.com, Radiowave com. Radio Free Cash.com. Radia Free Virgn. Rolling Stone.com, Somer com, The Everstream Network. UBL comand XTRA}.com (trozer). Data

by web traff

2001 Dnfine Today. NetMusic Countdown

Charts are ranked vath a 5/50

dataforthe g formats. ©2001 R&RInc.©
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Memphis’ Froggy
Falls To The Buzz

On Jan. 24 at 10am Entercom
iransitioned Country WOGY
(Froggy 94YMemphis 10 what a
station spokesperson called a
“Rock 40" format. A ticking-clock
sound effect ushered in the format
change. which was overseen by
OM Jerry Dean. Now known as
*Ninety-Four One, The Buzz,” the
new station’s launch features a
5.000-song music marathon.

*We commissioned an extensive
research project. which was de-
signed to help us better understand
the musical tastes of Memphis ra-
dio listeners,” commented VP/GM
Cun Peterson. "Memphians want a
radio station that plays artists like
The Red Hot Chili Peppers, Creed.
Vertical Horizon and other new
groups. One thing in the back of
our minds was that Country shares
have been going down signifi-
cantly in this market. We also feel
this format change will comple-
ment {Entercom Mainstream AC]
WRVR.”

Antong persons 12+ this fall,
WOGY was tied for 15th (2.4); Ur-
ban Oldies WRBQ led the market
with an 8.1.

Conway

Continued from Page 3
R&R. “They wanted somebody in
the building to make day-to-day
decisions that Chuck would handle
if he were here. | have a very good
support staff. including a veteran
on-air lineup.

“From a programming stand-
point. Chuck still expects us 1o be
No. 1 25-54, but it gives me a
chance to branch out and be more
involved with some other things at
the station. 1'm thrilled that Chuck
and Bonneville have expressed this
confidence in me.”

According to Tweedle. 1 will re-
1ain KOIT's GM duties and will
continue to be responsible for stra-
tegic direction. The creation of the
Station Manager position will re-
lieve me of day-to-day duties so 1
can optimize our San Francisco and
St. Louis operations.”

Before joining KOIT, Conway
was OM of KPLN & KYXY/San
Diego. His prior programming
credits include KRPM/Seattle,
WDGY/Minneapolis, WTMJ/Mil-
waukee, KSMG/San Antonio,
KRMG/Tulsa, Charlotie’s WEZC,
WMXC and WWMG & WXRC,
and KWIC/Beaumont, TX.

Metro
Continued from Page 3

Bivd. office with their Metro col-
leagues, voted unanimously to ex-
tend their AFTRA contract by one
year. That gives the Metro and
Shadow contracts a common expi-
ration date of Jan. 31, 2003. Simon
said the common expiration date
will “give us an opportunity to
make improvements to Metro’s
contract when it expires” to help
get Metro’s contract on par with
Shadow’s.

Part of Metro/L.A.’s agreement
is $750.000 in airborne insurance

[ 1

Jeff McClusky and Associates Assoc. Director/Adult Formats Neela
Marnel! visited with staffers from WCMF & WZNE (94.1 The Zone)/
Rochester recently. Pictured (I-r) are Infinity/Rochester VP/GM Kevin
Legrett, WCMF PD John McCrae, Mamell, WZNE PD Rick MacKen-
zie, WCMF personality Dave Kane and WZNE personality Dino.

Cotton Picked To Manage CC/Hawaii

Charles Cotton has of-
ficially been named Mar-
ket Manager for Clear
Channel/Hawaii, which
includes KHBZ, KHVH,
KSSK-AM & FM,
KDNN, KIKI & KUCD/
Honolulu. He had man-
aged the stations in an in-
terim capacity following
Bob Longwell’s transfer to
Clear Channel’s Australia
Radio Network and was
previously Director/Sales.

Before joining Clear Channel.
Cotton was President/GM of
Kilohana Broadcasting. He was
also Sales Manager at KFMB-AM
& FM/San Diego. :

KHBZ flipped 10 a Business-
TalkRadio format on Monday. The

Cotton

station. which was using
the KIKI-AM calls. was si-
mulcasting CHR sister
KIKI-FM. The station’s
yiinew weekday linelp in-
cludes The Botiom Line (4-
Tam). Business Morning
(7-9am), On the Money
With Ray Lucia (9-10am),
Sl Stock Doctor and Market

8 Wrap (10am-1pm), The
Damon Vickers Show (|-
3pm), Stock Talk (3-5pm)
and Online Tonight (5-8pm). Satur-
days and Sundays will feature
lifestyle programming.

In related news. Patrick Leonard
is tapped as LSM for KUCD. He
had worked with crosstown KGMB
as the station's event marketing and
sales promotion manager.

Ashlock

Continued from Page 3

good AM and two mediocre sta-
tions to stuff full of syndicated pro-
gramming. But not here. In a race
against [KFI competitors] KABC
and KNX that has long since been

repeatedly won, we now have two
more big guns to bring to the war.
It’s a cool job. and I'm lucky to be
here. I'm looking forward to putting
a product on our radio stations that
gets the attention of listeners in
Southern California and keeps
them glued, quanter-hour after quar-
ter-hour.”

Continued from Page 3

Margarita Granados comes
aboard as Promotions Manager,
while Tonl Reddi takes Marketing
Manager duties for Viva and the
new CHR/Rhythmic “Energy 92-7
and 5™ at trimulcast WDEK, WKIE
& WEKIF/Chicago, formerly CHR/
Pop as “92 Kiss FM.”

WXXY's signal is based in sub-
urban Highland Park, IL, while
WYXX’s tower is in the far south-
em portion of the Chicago metro,

in Morris, IL. Montenegro would
not comment on signal issues con-
ceming Viva 103.1°s penetration of
Chicago’s Hispanic areas, which
have traditionally been in the south-
eastern portion of the market.

The demise of The Eighties
Channel comes following the No-
vember 2000 flip of WXCD/Chi-
cago from Classic Rock to '80s as
*The Zone.” That station has since
changed its calls to WZZN and
hired former WXXY & WYXX
nighttimer Jeffrey T. Mason for
similar duties.

for traffic reporters. Simon said,
“AFTRA has been pushing for
high safety standards to protect re-
porters.” She stressed that Metro
has reporters airborne all day, sub-
mitting traffic reports.

Simon said that AFTRA has
won elections to represent Metro

employees in San Francisco; New
York; Chicago; and Washington,
DC and is in negotiations with
Metro employees in Seattle, San
Diego and St. Louis. She said that
Shadow employees in San Fran-
cisco, New York, San Diego and
Chicago have AFTRA contracts.
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EXECUTIVE ACTION

cations’ Rockford, IL propedies.

to all of the great things to come.”

VP/Group Sales for the company.

Talk Programming Ad Sales.

cess.”

Bevins Becomes Clear Channel/Chicago SVP/Sales

id Bevins has been named Sr. Sales VP for
Clear Channel’s Chicago cluster. He spent eight
years as Market Manager for Connoisseur Communi-

“David is extremely financially savvy, is an excel-
lent analyst and forecaster and brings the additional
assels of successiul general management, program-
ming and marketing to our Chicago board of direc-
tors,” Market Manager Kathy Stinehour commented.
“We are fortunate to have him join us and look forward

Bevins succeads Erik Hellum, who becomes Exec.

Premiere Promotes Metter To VP/Talk Ad Sales

lere Radio Networks has elevated Dan Metter to VP/Talk Pro-
gramming Ad Sales. He was previously National Account Manager/

Metter oversees sales of The Rush Limbaugh Show, The Dr. Laura
Schlessinger Program, The Jim Rome Show and all other Premiere talk
programs. Based in New York, he reports to Exec. VP/Sales Rhonda Munk.

Concurrently, Doug Francis is promoted from Internet Account Man-
ager to National Manager/integrated Media Sales. Ed Rivera is named
Sales Manager/Eastem Region, Integrated Media Sales after having served
as New York Sales Manager for AMFM Radio Networks, Francis reports to
Munk, and Rivera reports to Francis

-“All three of these managers have proven track records of success,”
Munk said. “In their designated areas of responsibility, they will now influ-
ence our sales staff with their knowledge of marketing and their sales suc-

Austin’s Hawk Flies To ‘The End’ 0f *80s

The Hawk has flown. KAHK
(The Hawk)/Austin dropped its
Classic Hits format Jan. 26 and has
embraced the "80s as “Austin’s
Eighties Channel — The End.” Af-
ternoon host Dustin Drew has
been tapped as PD of *AHK. which
has applied for new call letters
KTND.

When asked why the change in
direction was made. Drew told
R&R, "The passion for Classic
Rock here in Austin is not as strong
as it once was. We had four stations
pretty much playing the same
thing, and there was a hole in the
market for *80s. KPEZ, the Classic
Rock station, started adding titles
we played, like Harry Chapin‘s
“Cats in the Cradle.” Then there is
KHHL, which was Talk as KJFK
and became Classic Hits. [Main-
stream Rocker] KLBJ has added

more Led Zeppelin 1o the mix. and
AC KKM!J had also been playing
some of our swff.”

Drew describes The End as
*pop-rocky.” and the station will
feawure lots of Bryan Adams, Jour-
ney. John Cougar and Pat Benatar
through its initial launch period.
The station will also feature titles
from such artists as Madonna,
Huey Lewis & The News and
Michael Jackson. “How you
present the station obviously helps
to avoid train wrecks,” Drew said of
the. variety of music The End will
play.

Before joining KAHK, Drew
programmed crosstown Rhythmic
Oldies KFMK. He also served as
PD of KVET-AM/Austin and Asst.
PD of KASE-FM & KVET-FM/
Austin. He began his career at those
stations in 1989.

Lombardo
Continued from Page 3

months ago (R&R 11/17/00).
“We've been very conservative in
our expectations,” Widmer ex-
plained to R&R. “This is one of the
world’s most crowded radio mar-
kets. Our plan is to build a solid sta-
tion that has strong marketing and
sales opportunities for our clients.
“Like grand openings in any

business, we've been soft-pushing .

WWW americanradiohistorv com

it. We started with a wide range of
music and have been purposefully
broad. We'll have some options re-
gardless of which musical lane we
decide to travel. We've had great
phone reaction, and [Director/Pro-
gramming & Operations] Bill
George has done a superb job of
marketing that activity on the sta-
tion.”

It’s believed that Lombardo —
who had spent the last 14 years at
WALK — will also do an airshift
for his new employer.
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Newsbreakers

National Radio

¢ PREMIERE RADIO NETWORKS
presents a Spotlight On... special fea-
turing Gloria Estefan, who will preview
her album Greatest Hits Vol. Il. The
show is available Feb. 3-4. For more in-
formation, contact Amir Forester at 818-
461-5404.

o FOX SPORTS RADIO NETWORK
adds Jim Lampley, Bill Watton, Pat
O'Brien and Kevin Kennedy to its lineup.
Lampley, who hosts FOX's Competi-
tively Incorrect Sun. from 10-11pm ET,
adds co-host duties on We Are There
Sundays from 4-8pm ET; Walton ap-
pears weekly on The Kiley and Booms
Show and We Are There Weekends
(Sat.-Sun. from noon-8pm ET) through
the NBA Finals in June; O'Brien joins
The Tony Bruno Show (weekdays from
8am-noon ET) and appears on We Are
There Weekends tor the NCAA Tour-
nament, NBA Finals, postseason Ma-
jor League Basebatl and NFL postsea-
son; and Kennedy reports from MLB
spring training and contributes to The
Tony Bruno Show and The Psycho and

Myers Show.
Radio

o Katz Dimensions makes the follow-
ing appointments:

KARA MICHELLE NEWMAN is
upped to VP & Dir./Promotions. She
rises from Dir/Promotions.

LISA CHILJEAN is promoted to VP
& Dir/Research. She rises from Dir./
Research.

o ANDY KARP rises to VP/A&R for
Lava Records. He was previously Dir./
A&R.

o DAVE WEIGAND is upped to SVP/
Sales & Marketing for MCA Nashville.
He rises from VP/Sales & Marketing.

o DERRICK OIEN is upped to COO of
MP3.com. He rises from VP/Ops.

AC: Denise Plante joins KALC/
Denver for afternoons ... WSRS/
Worcester, MA taps Sarah Ryan as
moming co-host ... Rob Trigg is
now Dir./Production at KZON/
Phoenix.

CHR: Nevin Dane joins KQKQ/
Omaha as APD/afternoon host ...
WWCK/Flint. MI appoints An-
drew Z. as morning host. and Dir./
Promotion Scott Mansell adds
midday duties ... At KDKA/Dallas,
Duncan James scgues to middays.
and Tony Cortez shifts to nights ...
KUMX/New Orleans taps Chris-
tina Kogos as Dir./Marketing ... D.
Ross segues to middays at KBOS/
Fresno ... WGTZ/Dayton adds
Libby Fox for middays as Taylor
segues to nights ... At KIXY/San
Angelo. TX, John Flint segues to
momings, and Amber Leigh shifts
to interim midday host ... WKSS/
Hartford names Steve Coates Dir./
News.

Country: WMZQ/Washington taps

........ seerrosae
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BiTHs

Elektra Entertainment artist
Yolanda Adams, husband Timothy
Crawiord Jr., daughter Taylor Ayana
Crawford, Jan. 26.

Sony Music artist Celine Dion,
husband Rene Angelil, son Rene-
Charles, Jan. 25.

Curb Records artist Hal Ketch-
um, wife Gina, daughter Ruby Joy,
Jan.22.

CONDOLENCES

Former WHBC-AM/Canton, OH
morning.host Bob Krahling, 74,
Jan.19.

Nicholas Baldassano, 94, fa-
ther of former SoundsBig.com VP/
Broadcast Programming Corinne
Baldassano, Jan. 17.

Paula Young for nights ... Paul
Johnson is now Dir./Promotions at
WKKT/Charleston.

News/Talk: KRLA/Los Angeles
adds Go Vegan, hosted by Bob Lin-
den, Sundays from 4:30-5:30pm
PT.

Suit

Continued from Page 1

broadcasters — including Intemnet
streaming of radio broadcasts —
from copyright liability and licens-
ing.

The plaintiffs allege that Mary-
beth Peters, in her official capacity
as Register of Copyrights for the
U.S. Copyright Office, exceeded her
statutory authority when she issued
the ruling on Dec. 11. 2000. Her
finding, the plaintiffs contend. was
“arbitrary, capricious. an abuse of
discretion and otherwise not in ac-
cordance with law, and therefore is
invalid.”

The broadcasters additionally ar-
gue that if radio stations’ webcasts
are subject to the ruling, it will “re-
order the legal and economic rela-
tionships between the broadcast ra-
dio and recording industries in a
manner that could wreak havoc with
over-the-air broadcast-radio formats

and stifle the offer of streamed over-
the-air radio broadcast program-
ming over the Internet.”

If’ broadcasters are subject to
copyright liability for Internet si-
mulcasts. those broadcasters wish-
ing to stream their signals would.
the suit contends. have to “engage
in a multiplicity of individual ncgo-
tiations with the copyright owners
of every sound recording they
stream.” The plaintiffs also argue
that “conditions attendant to quali-
fying for compulsory licenses are ...
onerous and plainly were not

drafted with the formats of over-the- |

air broadcasters in mind.”

The suit asserts that Peters’
rulemaking is “plainly inconsistent™
with the Copyright Act of 1976,
particularly since broadcasters do
not charge listeners for streamed
signals. and that the ruling is con-
trary to legislative history on
webcasting.

— Jeffrey Yorke

Disney
Continued from Page 1

“We regret that this decision will
impact our GO.com cmployces.
However. our ultimate objectives
are to be highly competitive and
profitable. and we believe this is the
decision we must make in order to
achieve those goals.”™

Disncy Chairman/CEO Michael
Eisner said. "GO.com employees
have contributed a tremendous
amount of technical skill and cre-
ativity to our company. Like our
other 120,000 cast members, they
are a key source of the Disney
magic. That makes decisions such
as this one particularly difticult”

Disney plans to convert all out-
standing shares of Disney Intemet
Group common stock into shares of
Disncy common stock. effective
March 20. The company expects
the conversion to result in the issu-

ance of approximately 8.1 million
new shares of Disney common
stock. “The competitive factors that
initially compelled us to establish a
separately traded class of common
stock tied to our Internet operations
have fundamentally changed.”
Eisner said. As a result of the con-
version. Disney will no longer report
scparate financial statements for the
Internet Group: the group will in-
stead be reported as a separate busi-
ness segment in Disney’s overall fi-
nancial results.

The announcement drew a posi-
tive response on Wall Street. UBS
Warburg's Christopher Dixon said,
“From Disncy’s point of view, the
buy-in makes enormous sense. We
believe that the ability to provide the
Disney Intemnet assets as part of a
consistent marketing platform will
enable Disney’s content verticals.
such as ESPN.com and ABC.com.
1o more efficiently sell advertising as

part of a package with sister net-
works, and it will eliminate the in-
creasing complexity of allocating
revenues for the company.”

Disney’s Internet Group will fo-
cus on content for Disncy’s web-
sites, including Disney.com. ABC-
branded sites and ESPN.com. . The
Internet Group's web properties are
strong in their respective categories:
Disney.com is the top-ranked site
for entertainment. family entertain-
ment and children. and ESPN.com
is the No. |-ranked sports site. In-
deed. Eisner has called the Internet
“a central focus of our company’s
business strategy.”

A scaled-back version of GO.
com will continue to operate to al-

-low time for users to adjust while

Disney moves the site’s more popu-
lar content and services to other
sites. Disney is evaluating its alter-
natives for some GO.com assets. in-
cluding a possible sale of the
Infoseek search engine.
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ALTERNATIVE PROGRAMMING
Steve Knoll » (800) 231-2818

Gary Knoll

Rock

GEDDY LEE Grace To Grace

3 DOORS DOWN Duck And Run
VAN ZANT Get What You Got Comin’
Alternative

AMERICAN HI-FI Flavor Ot The Weak

RAGE AGAINST THE MACHINE Renegades Of Funk

3 DOOAS DOWN Duck And Run
VAST | Don't