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J’s Triple Play Ac J‘\ r ‘
J Records lands three No. 1 songs tris week, as * N \(’

uF_a”iEm by Alicia Keys vaults 6-1 at Urban, while ‘ WHAT WO_ME_N WANI!

acen wew= | 0-Town's “All or
. Nothing” moves 3-1 at Women make up tne bulk of Adult Contemporary
| CHR/Pop. These new listeners, so it's appropriate that this year's AC special is
acts join R&B legend called What Women Want. AC Editor Mike Kinosian
| Luther Vandross, who kicks things off with an interview with KYSR/Los Angeles
¥ | remains atop R&R's PD Angela Pirelli, then seques into features with Teri

Urban AC chart with ﬁl”/” & #ﬂ’””ﬂ,’. Garr, Or. Joyce Brothers, Kim Kemando and Oelilah,
’ ‘- ®

Out. 3 mo ] ecial begins on Page 45.
Take You Ou .rromliné.com among others. The special begins g

Don’t Over Think It, The Audience Loves It!!
THE EXPLOSIVE SINGLE IMPACTING ALL RADIO 7/30

Clint Eastwood

the first song from their self-titled debut album

THEYACOULDN'T WAIT:
KBKS/Seattle 19x  WPOW/Miami WKST/Pittsburgh
WHYI/Miami WNOU/Indianapolis WDKF/Dayton
WYOY/Jackson WEZB/New Orleans KJYO/Oklahoma City

SHIPPED OVER 300K IN THREE WEEKS!
MODERN ROCK MONITOR GREATEST GAINER 19* - 15*!

KROQ/Los Angeles™# MOST PLAYED SONG 0101/Chicaga HUGE Phones!
LIVE 105/San Francisco #2 Phones! WPLY/Philadelphia #1 Phonas!
KDGE/Dallas #5 Phones! 89X/Detroit #3 Phones!

KNDD/Seattle #1 MOST FLAYED SONG - "op 5 Phones! WENX/Boston #1 Phones! :
WHFS/Washington DC #2 MOST PLAYED SONG - #1 Phones!

Produced by Dan Th= Automator Co-Production: Tom Girling & Jason Cox

S |
BZ m BUZZWORTHY pt_.%m @
www.gorillaz.com

2 #1 MOST PLAYED

waw.virginrecords.com
©2003 EMI Recortss L. ©™Gorilie: - Y- 1p 2000
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s New This Week:

% WKST, WRMF, KSIl, WQSM

- 8 Huge Research!

#» WTMX KDND WZPL
¥« KRBZ WDCG WPTE
WNNK WZYP WIXX

Album In Stores July 31st * Movie In Theatres August 10th

www.americanpiemusic.com * www.americanpiemovie.com * www.universalrecords.com

u uMG u
'SOUNDTRACKS:
Motion Picture Artwork and Artwork Titte © 2601 Universal Studios. © 2001 Universal Records, a division

www americanradiohistorv com

WABB WKRZ many more! Best Buy

of UMG Recordings. Inc.

blink-182
Green Day

3 Doors Down
Uncle Kracker
Oleander
Sum4l
American Hi-Fi
Alien Ant Farm
...and more!

R&R:
CHR/Pop: €)) 2849x
Hot AC: - D 932x
Rock: @- @ 1112x
Active Rock: (O 908x
Alternative: &) - @ 1229x

Sales Highlights:
+46%

Musicland +15%
Transworld +17%
Wherehouse +14%
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management ¢ marketing ¢ sales

in conjunction with this week's AC
special, What Women Want, Sales &
Marketing Editor Pam Baker interviews
Lifetime TV Exec. VP Rick Haskins on the
cable channel's mission as “Television for
Women.” Haskins shares with Pam some
of the strategies that have helped make
Lifetime the No. 1 network with women.
(Hint: Some of those strategies use the
words patience, persistence and “loss
leaders.”) This week futurist John
Parikhal pays a visit to our MMS section
to discuss the art of trend-spotting. He
points out that, despite the transitory
nature of fads, many of them turn into
trends that endure and explains the
differences between fads and trends. And
featured in this week's GM Spotlight:
Infinity/Seattle’s Lisa Decker

Pages 10-17

N\ WITH BOB SHANNON

Every night for three decades, as truckers
moved their goods on interstates
throughout the Midwestern U.S., Bill
Mack entertained the whole bunch from
his perch at WBAP/Ft. Worth. Soon,
courtesy of XM Satellite Radio, Mack will
expand his reach throughout the 48
contiguous states. One of nighttime
radio’s most enduring personalities is the
subject of this week’s Legends.

Page 33

IN THE NEWS

® Richard Sanders becomes
Exec. VP/GM of RCA

¢ Radio One appoints slate of
Regional VPs/Programming

Page 3

| THIS #] WEEK|

CHR/POP-
» 0-TOWN All Or Nothing (/)

CHR/RHYTHMIC

» 112 Peaches & Cream (Bad Boy/Arista)

URBAN
* ALICIA KEYS Fallin® (J)

URBAN AC
+ LUTHER VANDROSS Take You Out (J)

COUNTRY
« LONESTAR i'm Already There (BNA)

AC

* FAITH HILL There You'll Be (Warner Bros.}

HOT AC
» LIFEHOUSE Hanging By A Moment {DreamWorks}

SMOOTH JAZZ
* WAYMAN TISDALE Can? Hide Love (Atfantic)

ROCK
« STAIND It's Been Awhile (Flip/Elektra/EEG)

ACTIVE ROCK
= TOOL Schism (Voicano)

ALTERNATIVE
» STAIND it's Been Awhlle (Flip/Elektra/FEG)

TRIPLE A

* R.E.M. Imitation Of Lite (Warner Bros.}

NEWSSTAND PRICE $6.50

By Joe Howarp
R&R WASHINGTON BUREAU
Jjhoward@rronline.com

Despite protests by Senate
Commerce Committee Chair-
man Ernest Hollings that the
level of consolidation in the
media industry is [P
too high and criti- .1?%
cism from Sen. [#F5
Byron Dorgan that I
there has been “an |
orgy of mergers”
since passage of the
Telecommunica-
tions Act of 1996,
Viacom President/
COO Mel Karmazin
told the Commerce
Committee why he
believes traditional broad-
casters need less government
interference in order to com-
pete in an ever-changing me-
dia landscape.

“There are more choices
coming, and the changes are
going to be more dramatic,”
Karmazin told the panel
Tuesday momning at a hear-
ing called to review consoli-
dation in the media industry

Karmazin

Karmazin To Capitol Hill:
More Deregulation Needed

and discuss whether regula-
tions on broadcasters should
be further loosened. In argu-
ing that broadcasters need a
longer leash, Karmazin noted
that the upcoming launch of
satellite radio and the bur-
geoning technology
that will bring Inter-
| net service to cars
|| threaten traditional
broadcasters. “We
need further deregu-
lation in the radio in-
dustry to compete
with the technology,”
he said.

According to the
July 17 edition of the
Washingron Post,
Hollings is expected to intro-
duce legislation aimed at pre-
venting the FCC from elimi-
nating regulations that limit
the size of media companies.
But Karmazin pointed out
that broadcasters shouldn’t be
singled out, sirce consolida-
tion is taking place in every
industry. “We are competing

KARMAZIN/See Page 32

Wall Street Mixed
On Radio Recovery

By Kary DaLey
R&R WASHINGTON BUREAU
kdaley@rroniine.com

Media mogul Barry Diller
made some disheartening re-
marks this week about the future
of the advertising industry. Inter-
viewed by CNBC on Monday
after his company announced its
purchase of the Expedia travel
website, the USA Networks
Chairman/CEO commented,
“Advertising is not going to be
robust for a while — I'm afraid
a long while.”

Unfortunately, many radio
analysts share Diller’s outlook.
Lehman Brothers’ Bill Meyers,
who released his preview of sec-
ond-quarter results titled “We’ve
Seen the Bottom — What's
Next?” last week, expects “few
positive surprises” in the quarter.
Meyers said he expects nearly

ANALYSTS/See Page 23
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KROQ Reaches No. 1 In L.A.

B Combined 12+ shares for market’s Spanish-
language stations down from spring "00 survey

Infinity’s KROQ was the No.
1 station in Los Angeles during
the spring 2001 Arbitron sur-
vey. The feat is remarkable, for
KROQ — in its current incarna-
tion as an Alternative station —
has been a factor in the market
for two decades, yet it has gain-
ed strength over the years, to the

New York

Station (Format) Wi 01Sp 01 |

WLTW-FM (AC) 57 6.2
WQHT-FM (CHR/Rhy) 6.0

WHTZ-F¥ (CHR/Pop) 4.4
WCBS-F¥ (Oldies) 4.0
WABC-AM (Talk) 2.9

point where it is now more popu-
lar than it has ever been.

It’s also remarkable because
KROQ is the first English-lan-
guage station to reach No. | in
Los Angeles in nearly six years
and the first nonethnic station
to reach No. 1 in nine years.

RATINGS/See Page 8

Los Angeles

Station (Format) wi '01 Sp 01
KROQ-FM (Alt.) 45 51
KPWR-FM (CHRRhy) 3.9 48
KSCA-FM (Reg. Mex) 48 4.8
KIS/KVVS (CHR/Pop) 4.6 4.7
KLVE-FM (Span. AC) 4.6 43

COMPLETE RESULTS FROM NINE MAJOR MARKETS: PAGE 31.
RESULTS FROM ALL MARKETS: www.rronline.com
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t A Bunch Of Bobhl

Bobblehead dolls are all the rage at the ballparks this year, so it's only
natural that radio is worming its way into the fad. At ieft, 30-year WRIF/Detroit
fixture Arthur Penhallow is appropriately enshrined as “Head One,” while 20-
year KIIS-FM/Los Angeles mainstay Rick Dees gets the leather-bound treat-

ment on the right.

By AL PeTerson
R&R NEWS/TALK/SPORTS
EDITOR
alpererson @ rronline.com
Nationally syndicated
radio host Rush Lim-
baugh, heard by more
than 20 million listeners
on nearty 600 radio sta-
tions nationwide, has re-
newed his contract with
Clear Channel-owned
Premiere Radio Net-
works for a reported
$285 million. Along with
making Limbaugh the

Limbaugh Re-Ups In

Record-Breaking Deal
M Premiere to pay Rush $250M through 2009

highest-paid talent in the —

Limbaugh

history of radio syndication, the newly inked deal means that
Premiere will continue to syndicate the daily three-hour Rush
Limbaugh Show and 90-second commentary “The Rush
Limbaugh Moming Update™ through the year 2009. In addi-
tion, Premiere and Limbaugh will continue to oversee The

LIMBAUGH/See Page 32

Arrow/L.A. Ditches
Rivers In Mornings
M Moore appointed GM

BY Apam JACOBSON
R&R RADIO EDITOR
Jjacobson @ rronline.com
Just  two T
weeks after
being added to
KCBS-FM
(Arrow 93)/
Los Angeles’
morning slot, |
the syndicated
Bob  Rivers |
Show has been
dropped by
the Infinity
Classic Rock-
er. The station’s website states
that “Uncle” Joe Benson's mu-
sic-intensive moming show has
been reinstated “‘due to over-
whelming response.” The addi-
tion of Rivers earlier this month
resulted in Benson’s move to

KCBS-FM/See Page 32

R&R’s VIP subscription package includes a daily fax and e-mail updates! Call 310-788-1625.

www americanradiohistorv com
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. KZHT

New Adds:

KRBE Houston!!!

WIHT Washington, D.C.
KDWB Minneapolis

KJ103 Oklahoma City
WNOK KSMB WJJS WAYV

WNCI
- KKMG 59x
30x
44x
33x
24X
16x
17x

19x

WZEE
WZyP
WKTI

WHTZ
WKSE
({1)44

The Build:

KIS  13x
KZQZ 18x
KDND 15x
KFIAD 21x
KRQQ 12x
WWHT 21x

WVSR 27x
. WYOY 27x

55x/+23 #1 Potential

Top 15 Callout
Top 5 Callout/Top 10 Phg
Top 5 Callout/Tap 10 Phy
#2 Calleut

Top 10 Callout
Requesting WBLI 17x Req
Requesting WPRO 21x Requesting
Requesting WAEZ 26x Requesting

WDRO 15x
KKRZ 12x
WDCG 18x
WRVW 21x

KBKS ~13x
WKRQ 21x
WWzz 12x

KMXV

WNMK 18x
KKRD 14x
WKXJ 20x
\WOMX 30x

WVKS 19x
WRVQ 29x
WZNY 15x
WPLJ 32x

from A DAy WITHOUT RAIN

her first album of new music in five years

produced ond engineered by NICky Rvan

©200) womne music ob lid. www.svyamudc.com e !
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Sanders Appointed
RCA’s Exec. VP/GM

RCA Records has tapped Rich-
ard Sanders as Exec. VP/GM.

York, he reports
io President Jack
Rovner and will

marketing and
sales activities
tor all domestic
and intemational
relcases.
Rovner said. *1
am thrilled that
Richard is join-
ing the RCA team, and 1 look for-

Sanders

Based in New |

oversee creative. |

ward to working closely with him. |

Richard is a music man in the tru-
est sense, and I know firsthand the
incredible passion, creativity and
vision that he brings 0 a music la-
bel.”

Sanders most recently served as
President of V2 Records North
America, having joined the label in
1996 as GM. Prior to that he was
VP/Artist Development at Arista

Records and oversaw the label’s |

urban roster, including coordination
with joint ventures Bad Boy, Row-
dy and LaFace.

Before joining the label side of
the music industry, Sanders found-
ed and was President of Loud And
Proud, an artist-management com-
pany that worked with Elekira En-
tertainment, A&M Records, Getfen
Records, Atlantic Records and

|

RCA. He began his career as an in- | ne ha X
| programming division by naming

dependent tour manager, working
with Ted Nugent and the Beatle-
mania tour.

Laird, Ishell Get
New Duties At KGB

KHTS/San Diego PD Diana
Laird has been named (o the newly
created OM post
at Classic Rock
sister KGB/San
Diego. Concur-
rently, KGB

rector and Clear
Channel/San Di-
| ego Marketing
Director Jay Is-
| bell has been el-

evated to PD of

KGB.

Clear Channel/San Diego VP/
Market Manager Mike Glicken-
haus joked, “The combination of
Diana and Jay focusing their efforts
on KGB will cither be awesome or
terrifying, depending on if you
work inside or outside our build-
ing.”

Before her stint at CHR/Pop
KHTS, Laird worked at KWBR/

Lalrd

KGB/See Page 24
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Kidd Wants His Cake
Affiliates To

And New

On Monday, July 9, Premiere Radio Networks'Kidd Kraddick in the
Morning, hosted by KHKS/Dallas’ Kidd Kraddick, launched irto na-
tional syndication. Cutting a cake to celebrate are (I-r) show talent
“Big Al" Mack, Kraddick, producer Scott Robb and show lalen! Kellie
Raspberry.

Radio One Taps Eight VPs/Programming

Radio One has restructured its

Regional VPs/Programming for
specific stations:

* WWIN-FM/Baltimore OM
Kathy Brown will oversee WWIN-
FM. as well as WOL & WMMJ/
Washington and WIMO-FM/
Richmond.

* KMJQ/Houston PD Carl Con-
ner will oversee KMJQ. as well as
WDMK/Detroit, WILD-AM/Bos-
ton and KTXQ/Dallas.

* Blue Chip VP/Programming
Tony Fields will oversee WHHH
& WTLC-FM/Indianapolis and
WEFXC & WQOK/Raleigh. as well
as the stable of stations acquired
from Blue Chip.

Fields

Brown

* WKYS/Washingion PD Darryl
Huckaby will oversee WKYS, as
well as WBOT/Boston, WCHH/
Charlotte, WHTA/Atlanta and
WERQ/Baltimore.

RADIO ONE/See Page 24

Sirius, XM Add ABC Radio Programming

I Satellite-radio lineups ‘a work in progress’

In a deal announced on Monday,
ABC Radio Networks President
Traug Keller confirmed that a num-
ber of the network’s tlagship brands
— including ESPN Radio, Radio
Disney. ABC News Radio and a
variety of network talk shows —
will be available to subscribers to
XM Satellite Radio and Sirius
Satellite Radio when those ser-

| vices launch later this year. While

both XM and Sirius will carry pro-

"
310-788-1625
310-788-1699
310-788-1675

s
310-203-8727
310-203-9763
310-553-4056

310-553-4330  310-203-8450

gramming from the aforementioned
ABC brands, Sirius will also fea-
ture ESPNews and The Midnight
Cowboy Trucking Show, ABC’s up-
coming radio show being devel-
oped for the cross-country audience
of truckers.

“These new carriage agreements
with XM and Sirius are logical
steps forward as we continue to tap

ABC/See Page 32
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 Phillips Becomes PD At ’KSC/Chicago

Rod Phillips has been named PD
of Clear Channel’s CHR/Pop
WKSC (Kiss 103.5)/Chicago.
Phillips, who replaces the exiting
Jay Beau Jones, most recently held
a similar post at Clear Channel's
WKEFS (Kiss 107.1)/Cincinnati.

“Rod’s track record really speaks
for itself,” Exec. VP/Market Man-
ager Kathy Stinehour told R&R.
“Our goal with this CHR in Chi-
cago is to build it up to parity with

(Z100)/New York. and we think
Rod is the guy to get us there. He's
done a wremendous job with Clear
Channel in Cincinnati. and we are
excited as a company lo be able to
promote from within and move
him up to the No. 3 market. He'll
be starting here next week, and we
arc really stoked about it.”
Phillips said, “I am fortunate to
have been surrounded by excellent

PHILLIPS/See Page 23

KIIS-FM/Los Angeles and WHTZ

Salem/L.A. Resets Programming Team

Salem Communications has re-
aligned its programming team in
Los Angeles. Veteran programmer
Chuck Tyler is named to the newly
created position of Director/Pro-
gramming for the cluster. which in-
cludes Christian Teaching KKLA.
Talk KRLA and Christian AC
KFSH. KRLA PD Jason Jeffries
has been upped to Director/Long-
Form Programming, and is respon-
sible for developing new program-
ming for all of Salem’s Los Ange-
les radio stations. Additionally,
KRLA News Director Larry Mari-

-

'l.:l

moreinfo@rronline.com
newsroom@ rronline.com
jil@rronline.com

hmowry @ rronline.com

OPPORTUNITIES/MARKETPLACE: 310-788-1621
EDITORIAL; OTHER DEPTS:
WASHINGTON, DC BUREAU:
NASHVILLE BUREAU:

“Phone )
310-553-4330
202-463-0500
615-244-8822

WwwWw americanradiohistorv com

615-248-6655

no has been named Operations Di-
rector for the Talker. Marino and
Jeffries report to Tyler.
Salem/Los Angeles VP/GM
Dave Armmstrong told R&R, “We
felt the need to have a stronger fo-
cus on developing our Los Ange-
les station cluster as a whole, so
we decided it would be more effec-
tive to have one individual like
Chuck overseeing and coordinat-
ing the programming and promo-
tional efforts of all of our stations.

SALEM/See Page 23

WEBSITE: www.rronline.com
310-203-8727
310-203-9763
202-463-0432

>
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By ELzABETH Ranos
R&R WASHINGTON BUREAU
eramos@ rronline.com
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XM, Yahoo Report Q2 Losses,
Real Narrows Loss

XM Satellite Radio’s operating loss increased from $13.9
million to $42.3 million in the second quarter of 2001, while its
net loss expanded from $5.1 million to $38.5 million. The loss
applicable to common shareholders also worsened, from $7.3
million, or 15 cents per share, to $44.3 million, or 76 cents. The
results were, however, better than First Call/Thomson Financial’s
prediction of a $1.22 per share loss. During Q2 XM launched the
second of its two satellites, announced various programming deals

and unveiled a new website.

At least one mutual-fund manager
has faith in XM: Oppenheimer Funds
holds 5.6 million XM shares. a 12.67%
stake in the conpany, according to the
funds’ Schedule 13G. filed with the
Securities & Exchange Commission.
About 5.3 million of those shares are
held by Oppenheimer’s Global Growth
and Income Fund.

Afier XM announced its Q2 results
Bear Stearns analyst Robert Peck re-
iterated the stock as “buy” with a tar-
get price of $49. and Friedman, Bill-
ings, Ramsey & Co. analyst Riyad
Said reiterated his “accumulate” rat-
ing.

Yahoo! this week reported a $48.5
million loss in the second quarter.
CEO Terry Semel said during a con-
ference call that that loss — which

breaks down to 9 cents per share —
is down from Q2 2000's profit of
$53.3 million, a 9 cent per share gain.
Yahoo's sales were down 33% in Q2,
from $273 million to $182.2 million,
and acquisition-related and restruc-
turing costs, among other items, pre-
vented the company from making a
profit of $8.71 million. or 1 cent per
share. Semel also said that Yahoo,
which recently acquired Launch
Media for $12 million, will pursue
partnerships and joint ventures with
other companies.

Additionally. Yahoo forecasts it
will break even in Q3, with revenue
of between $160 million and $180
million. That forecast is more con-
servative than the consensus Wall
Street forecast. as First Call/Thom-

son Financial predicts a 1 cent per
share gain on revenue of $184.5 mil-
lion. For FY 2001 Yahoo expects to
make 2-6 cents per share on revenue
of $700 million to $775 million.

RealNetworks announced its Q2
resulis Tuesday. and net revenue for
the quarter was $47.9 million, down
from $62.7 million in Q2 2000. Real
reported pro forma net earnings for
the quarter of $2.4 million, or 1 cent
per diluted share. compared to pro
forma net earnings of $10.6 million.
or 6 cents per share, last year. But
Real's net loss for the second quarter
narrowed, to $19.2 million (12 cents),
compared to a loss of $27.2 million
(18 cents) last year.

For the six-month period ended
June 30, 2001, Real’s net revenue was
$98.2 million, compared to $116.2
million for the comparable period in
2000. Pro forma net earnings for the
first half of the year were $5.9 mil-
tion, or 4 cents per diluted share,
compared to pro forma net earnings
of $19.4 million (11 cents) in 2000.
Net loss for the period was $43.6
million (27 cents), compared to a net
loss of $46.0 million (30 cents) for
the same period Jast year.

Tristani Has High Hopes For LPFM

By Kary DaLey
R&R WASHINGTON BUREAU
kdaley@ rronline.com

Speaking July 13 to the Alliance for Community Media, FCC
Commissioner Gloria Tristani said that the commission is creat-
ing low-power FM stations to help counter the effects of radio
consolidation. She said, “We believed that increased public ac-
cess to the airwaves could be achieved without harmful interfer-
ence and would allow smaller, nonprofit groups to speak to their

communities over the airwaves.”

Tristani continued. “I am hopeful
that LPFM licenses will produce the
kind of diverse. comnumity-oriented
programming that public-, educa-
tional- and governmental-access

9

channel producers have been giving
us for years.”

While Tristani lamented the fact
that Congress modified the FCC's
initial LPFM plans, she said she is

pleased that more than 1.800 LPFM
applications have been received and
applauded the patience of the appli-
cants.

FCC Media Services acting chief
Peter Doyle told R&R that during the
most recent filing window, June 11-
15, the commission received 150
electronically filed applications each
day. According to the FCC website.
91 low-power construction permits
have been granted to date, including

LPFM/See Page 8

BUSINESS
BRIEFS

Bloomberg

Lowry Mays Ordered To Testify In Suit

AP reported this week that a Lucas County, OH judge has granted a
motion ordering Clear Channel Chairman/CEO Lowry Mays to sub-
mit 10 a deposition in a suit filed in January 2000 by newspaper reporter
Sandra Svoboda. Svoboda alleges that she was slandered on the alr by
Denny Schaffer, a host on Clear Channel-owned WVKS/Toledo, and she
claims that Schaffer tried to discredit her employer, the Toledo Blade, by
saying several times that she was dating the newspaper’s co-publisher
and Editor-in-Chief, John Robinson Block. Svoboda maintains that
Schaffer’s statements are false and is seeking damages in excess of
§25,000. Ir 1999 the Blade sued Clear Channel's WSPD/Toledo for using
its stories on the air without obtaining permission or giving the newspa-
per credit. A settlement was reached in which 'SPD admitted no wrong-
doing.

Hughes Calls Graham A ‘Role Model’

adio One Chairperson Cathy Hughes called Katharine Graham, the

former publisher of the Washington Post. who died Tuesday, “A role
model fo all women executives” Hughes went on, “It's a great loss, not just
for the world of media, but for the world in general” Hughes met Graham
early in her Washington, DC radio career, when Hughes was GM of WHUR-
FM. “She used to really, really encourage me to develop the station and
myself” Hughes said. “Katharine the Great' didn't have to single mz out,
but she did. because she was that type of human being.” Hughes added
that she hadn't seen the Washington, DC community so upset over a death
since the passing of President John F. Kennedy.

Karmazin Sells $11.1 Million In WW1 Shares

n SEC document filed last week shows that Viacom President/COO

Mel Karmazin is selling 322,298 shares of Westwood One, worth
about $11.1 million. Karmazin serves on WW1’s board of directors. Dow
Jones reported that, as of March 30, the Viacom exec owned more than 2
million WW1 common shares, including options to acquire ciose to 1.6
million shares.

Pattiz Wants VOA To Expand In Middle East

feature in the July 14 Los Angeles Times detailed Westwood One
founder and Chairman Norm Pattiz's c¢rusade to expand Voice of
America broadcasts in Arab countries. Audience levels are low in the

Continued on Page 8

R&R Stock Index

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

Change Since
7113100 7/6/01 7113101 713/00  Ws/0i-7113/01
R&R Index 315.28 271.94 26549 -15.7% -23%
Dow Industr als  10.788.71 10.282.60 10.339.06 23%  +2.7%
S&P 30 149584 1190.539 121568 -187% +2.1%

- - # " Everybody's Cooking

: with Jimmy and Doc

These guys can’t fix a leaky faucet,

but | bet your handyman can’t fix lobster
ravioli! Entertaining talk about America’s

Gary Burbank’s Weekly RearView
The funniest look back at the week’s top
news events without gardening tips.
Weekends, on StarGuide.

newest passion — FOOD.

Weekends via CD

For clearance information, call Rick Consolo at

1-800-327-5748

www.burbankcreations.com

www americanradiohistorv com
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Guaranteed
higher
ratings!

We know that if a well-programmed radio station uses our amounts of rew quarter-hcur listening using a multiple-touch
"Touch At Work" direct marketing program the way it was approact “ha: involves at-wc-k talemarketing “oliowed by
designed, it will absolutely drive increzsed listening. sophistizaed permission ma-kezing.

And, in fact, we're so confident that our "Touch At Work® But imthe current climat2 o- Wall Street pressure, missed
program will increase your ratings that we will take on th2 risk  top-iine reverue goals, and cuts n marketing budgets, most
if it doesn't! stations cen't afford to take any risks with theit precious

How many other marketing partners will stand 100% behind marketing dallars this yea~. So we're going to take the risk
the results of their campaigns? Will the TV stations, billocard out of i:!
companies, or direct mail firms you deal with give you mcrey Thin<abo.t it: Why weuldn't you use Touch for your next
back or a complete re-do if you don't s2€ results? We will it's marketing campaign? Yo. have nothing to lose but low ratings!
that simple. To leem more about kow yau can get Touch tc work for you

At Touch Direct Marketing, a division of Strategic Med a this Fall zall Jave Kerr, Mylinda Stange, or Steve Rabeor at
Research, we specialize in helping rad o stations attract laige 1-312-72€-8300 today.

T0UG
direct marketing .
Ralio's direct mariceting experts

Touch Direct Marketing | A division of Strategic Media Research | 180 N. Wabash, Suite 200, Chicago, IL 60601 | 1-312-726-6300 | www.TouchDirect.com
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Radio Business

DEAL OF THEWEEK [ 2001 DEALSTO DATE TRANSACTIONS AT A GLANCE [l

Dollars to Date: $2,999,310,681
: (Last Year: $24,934,594,133)
| |
o WJBW-FM/Jupiter | Dollars This Quarter:  $58,930,145
{west Palm Beach'BDGa | (Last Year: $16,356,392,000)
Raton), FL  Stations Traded This Year: 673 |
$20 million | (Last Year: 1,780)
| Stations Traded This Quarter: 32 |

(Last Year. 493)

Infinity Makes It Five In West Palm

(1 Wilks Broadcasting picks up a sixth in Saginaw in Cumulus deal

WJBW-FM/Jupiter
(West Paim Beach-Boca |
Raton)

PRICE: $20 million

TERMS: Asset sale for cash
BUYER: Infinity Broadcasting,
headed by President/CEO Farid
Suleman. Phone: 212-314-9215.
It owns 182 other stations, includ-
ing WEAT-FM, WIRK-FM, WMBX- |
FM & WPBZ-FM/West Palm
Beach-Boca Raton.

SELLER: Rubenstein/Silvers
Group, headed by CEOQ/Director
Mitchell Rubenstein. Phone: 561- ‘

998-8000

FREQUENCY: 106.3 M-z
POWER: 25kw at 308 feet |
FORMAT: Aduit Standards ‘

KMTB-FM/Murfreesboro |
and KBHC-AM & KNAS-
FM/Nashville

PRICE: $850,000
TERMS: Asset sale for cash

BUYER: Jay Bunyard. Phone:
870-642-2446. He owns no other
stations.

SELLER: PAG Broadcasting Inc.,

| headed by President Annie Nell

Gathright. Phone: 870-845-3601

FREQUENCY: 99.5 MHz; 1260 |

kHz; 105.5 MHz

|
POWER: 21kw at 358 feet; 500

watts; 3kw at 85 feet
FORMAT: Country; Adult Stan-

| dards; Oldies

COMMENT: ARKLATEX Radio is
the official licensee of these sta-
tions, for which Bunyard serves as
President/CEQ. He is also head of
Bunyard Broadcasting, which
owns three other stations.

WFTD-AM/Marietta
(Atlanta)

PRICE: $2.1 million

TERMS: Asset sale for cash
BUYER: Prieto Communica-
tions, headed by President Fil-
iberto Prieto. Phone: 770-237-
9897. It owns one other station,
WPLO-AM/Atlanta.

SELLER: Providence Educa-
tional Foundation, headed by
President Landrum Leavell II.

Phone: 504-816-8000
FRECUENCY: 1080 kHz
POWER: 10kw
FORMAT: Religious
BROKER: Robin Dixon and John ]
Pierce of John Pierce & Co.

__ldaho

KBIH-FM/Coeur D’Alene
(Spokane, WA)

PRICE: $550,000

TERMS: Asset sale for cash
BUYER: Blue Sky Broadcasting,
headed by President Kim Ben-
efield. Phcne: 208-263-4050. It
owns four other stations. This rep-
resents its entry into the market.
SELLER: Eek Broadcasting. No
phone listed.

FREQUENCY: 102.3 MHz
POWER: 170 watts at 1,844 feet
FORMAT: MN/A

COMMENT: This transaction origi-
nally appeared in the July 13, 2001
issue of R&R with an undisclosed |
price. This station is currently rep-
resented as a construction permit.

1 M;l'chi'g'an___ ¥
WTLZ-FM/Saginaw (Bay
City-Midiand)

PRICE: $3.75 million

If Your Career is Programming...
This is Your Next Step

As the radio industry changes, you need ta cnange with it

If you're @ programmer, the Radio Advertising Bureau now offers you

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

® KMTB-FM/Murfreesboro and KBHC-AM
& KNAS-FM/Nashville, AR $850,000
& WFTD-AM/Marietta (Atlanta), GA $2.1 million
® KBIH-FM/Coeur D’Alene, ID (Spokane, WA) $550,000
® WTLZ-FM/Saginaw (Saginaw-Bay City-Midland), Mi

$3.75 million

* WCMP-AM & FM/Pine City, MN $1.25 million
® WWUN-FM/Clarksdale, MS $130,000
* WPWA-AM/Chester {Philadelphia), PA $675,000

o KVTT-FM/Dallas, TX $5 million

* FM CP/Mukwonago (Milwaukee-Racine), Wl $3.71 million

TERMS: Terms unavailable
BUYER: Wilks Broadcasting {
LLC, headed by CEO Jeff Wilks. |
Phone: 617-£64-9002. It owns 12 |
other stations, including WSGW-
AM, WCEN-AM & FM, WGER-FM
& WTCF-FM/Saginaw-Bay City-

Midland. |

SELLER: Cumulus Broadcast- [
ing, headed by President/CEO
Lewis Dickey Jr. Phone: 404-949-
0700

FREQUENCY: 107.1 MHz
POWER: Skw at 361 feet

FORMAT: Urban AC

WCMP-AM & FM/Pine i
City

PRICE: $1.25 million {
TERMS: Asset sale for cash and |
note: $50,000 escrow deposit plus
$550,000 in cash and a $650,000

note at closing. | P

BUYER: Alan Quarnstrom.
Phone: 218-879-4534. He owns
six other stations. This represents
Quarnstrom's entry into the mar-
ket.

SELLER: Pine City Broadcasting l
Co., headed by co-owner Ken
Buehler. Phone: 320-629-7575

E":I

FREQUENCY: 1350 kHz; 100.9
MHz

POWER: 1kw day/52 watts night;
25kw at 276 feet

| FORMAT: Easy Listening; Coun-
try

e

| WWUN-FM/Clarksdale

PRICE: $130,000

TERMS: Asset sale for cash
BUYER: CSN International,
headed by President Charles
Smith. Phone: 714-979-2026. It
owns 13 other stations. This rep-
resents its entry into the market.
SELLER: Delta Christian Radio,
headed by owner Barbara Gilbert.
Phone: 662-627-1113
FREQUENCY: 101.5 MHz
POWER: 6kw at 177 feet
FORMAT: Religious

_Pennsylvania_

WPWA-AM/Chester
(Philadelphia)

PRICE: $675,000

TERMS: Asset sale for cash,

Continued on Page 8

AR

TS EMPT X For the Power of Hesic

g"portunitv to increase your knowledge of the business and your value

to your station. With your Certified Radio Marketing Consultant Programines® Accreditation (CRMC-PA), you'll combine your expertise in
Programming with the vital, career-building knowledge of Sales.

To get a free copy of the CRMC-PA o1 CD-ROM, watch for it amiving on youn desk soon, call the Radio Advertising.Bureau
at 1-800-232-3131 or log on a: http:!/www.rab.com.

Get the credit you deserve. Get certified!
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“I’m glad Paragon is on our team.”

David Benjamin, President/CEO Triad Broadcasting

One of the most positive outgrowths from consolidation is a healthier breed of medium
and small market station owners. Medium and small market radio is now highly competitive,

pitting mega-groups in one corner against smaller operators in the other corner.

However, the new breed of surviving local operators are applying the same type of

intelligence and fire power that.has proved so successful in major markets.
By providing research, consulting, marketing and top-flight personnel to their

multi-station market clusters, these operators are staking claim to more than their

fair share of the lozal market revenue.

One such group is Triad Broadcasting Company. Triad is operated by radio veteran

David Benjamin, who previously headed Community Pacific Broadcasting.
David reinvested his gains from consolidation into Triad, and he has acquired
or assimilated market clusters in Biloxi, Lincoln, Fargo, Rapid City, and subject to

FCC approval, Tallahassee, Savannah and Bluefield, West Virginia. In the past year,
Triad has attained ownership of 42 stations, and-now ranks as the 14th largest radio group

in America in terms of number of stations.

As we have seen in radio very recently, it is not hard to buy stations, but it is a greater challenge to operate them successfully.

Triad uses research as a strategic tool in two ways:

0 Paragon corducts market research on the prospective cluster of stations before the purchase is made. This allows Triad
to understand the true potential for each station and the steps required to maximize each station’s position in the marketplace.
In some cases, after the research is in, Triad has walked from purchases in better judgement. In most cases, Triad enters a
new market with a game plan and with confidence in their ability to provide a substantial return on investment.

Market studies, lifegroup studies and music research are applied to Triad stations to identify the most lucrative combination
of formats, and to maximize ratings and revenue market-wide. With this intelligence in hand, and typically consulting
and marketing to back it up, Triad stations are quickly entrenching into the radio marketplace for the long haul.

In Biloxi, Triad improved on a five-station cluster that already dominated males in the market. Classic Rocker WXRG gained over
one full share point 12+. After reviewing Paragon’s research, Regional Manager Steve Fehder, Operations Director Kenny Vest,
Program Director Wayne Watkins and DeMers Programming fiipped an under-performing AC to a jammin’ Oldies format.

The fcrmat switch nearly tripled the station’s ratings. AOR WCPR and CHR The Monkey maintained their forward momentum

as well.

David Benjamin adds, “Paragon has proven to be a vital component of our strategic blueprint for Triad. The research
they provide, along with the strategic direction they develop for each station and market cluster, has paid early dividends

for Triad. 'm glad Paragon is on our team”

If you would like to consider Paragon for your team, please contact me or Paragon’s Vice President/Radio, Michael Henderson.
Both of us can be reached at the number below or via email. We look forward to hearing from you!

Sincerely, /

Mike Herwy
Managing Partner

PARAGON

Michael Henderson
Vice President/Radio

RS S SAN Sl \v\ww.paragon-research.com

(303) 922-5600

mhenders @ paragon-research.com

STRATEGIC PLANNING

e Perceptual Studies

e Auditorium Music Tests

¢ Online Studies

e Focus Groups

e Tracking Studies

e Sales Assessment Studies

www americanradiohistorv com
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Alabama Broadcasters
Battle Over Station Sale

Birmingham nonprofit corporation Reality Radio is suing
Huntsville, AL-based STG Media over its purchase of WRRS-
FM/Cullman, AL, a station now owned by Eddins Broadcasting
and operated by STG under an LMA. Reality’s suit alleges that
STG agreed to pay Reality $2.5 million for its option to buy the
station from Eddins but has not yet come through with the pay-
ment. For its part, STG says it is not obligated to pay until it closes
on the purchase, which it expects to do later this year.

Reality’s suit claims that STG was
obligated to pay Reality no later than
three business days after the station’s
license was transferred to STG from
Eddins. The FCC approved the trans-
fer on Jan. 6, and Reality says it ex-
pected full payment by Jan. 9. STG
said in a statement — in which the
company also said that it had not yet
been provided with a copy of the law-
suit — “STG’'s financial obligation
to Reality is triggered only upon clos-
ing the sale with Eddins.” A source
close to the deal told R&R that STG
has until November to close on the
sale. Reality’s suit alleges that STG
has obtained several extensions from
the FCC to delay the closing date.

STG has been operating the sta-
tion since Sept. 1, 2000, and the law-
suit claims, “Under STG’s control,
the station’s ratings have plummeted,
key employees have been fired, im-
portant advertising accounts have
been lost, and the format of the sta-

tion has been changed [from Contem-
porary Christian}.”

STG, which operates radio stations
in central and northemn Alabama, said
in its statement that it changed
WRRS's format to Rock in order to
attract a broader audience and adver-
tising base and that it has relocated
the studios, added new studio equip-
ment and is pursuing a $500,000 capi-
tal-improvement program. STG’s
statement continued, “STG had ad-
vanced funds to Reality for its use up
to the closing, including $140,000
advanced last month.” STG Manag-
ing Member Mike Linn said, “I
am surprised and disappointed that
[Reality Radio President] Mike Whit-
ten would take this money and then
suggest that we are not negotiating in
earnest.”

STG President Steve Shelton told
R&R, “We have absolutely every in-
tention of paying these people.”

—Katy Daley

LPFM

Continued from Page 4

four authorized just last week.

An FCC spokesperson said that,
.despite Congress’ order to the com-
mission to grant only LPFM stations
that afford third-adjacent channel
protection to existing stations, low-
power application processing is “a
functioning program.”

Media Access Project Deputy Di-
rector Cheryl Leanza told R&R that
she would have liked to have seen
more speed on the FCC's part earlier
this year, but she now thinks it’s do-
ing a reasonable job. Leanza said, “I
think the difficulty is that the Mass
Media Bureau and the Audio Services
Division don’t have enough staff to
meet anybody’s preferred timetable.
But, given the limits of the situation,

|

Ratings

Continued from Page 1

became No. | partially on the strength
of Hispanic listeners — who ac-
counted for 35% of the station’s quar-
ter-hour listening.

Part and parcel of KROQ's success
was its Kevin & Bean morning show.
The duo have moved to No. 2 in the
market — their highest finish ever
— ‘behind market morning leader
Renan Almendares-Coello on Re-
gional Mexican KSCA. Howard
Stern gained a full share on a year-
to-year basis and landed third in Los
Angeles.

The combined 12+ shares of the
market’s Spanish-language stations
were 23.5 in spring 2001, nearly three
points lower than last year. Some of
that listening went to English-speak-

I think we're getting equal treatment
with other services.” Leanza noted
that the FCC is mostly granting per-
mits for which there is only a single
applicant.

Another factor helping to move the
process along is that there have been
few protests from existing broadcast-
ers. Leanza said, “Many broadcasters
said they supported LPFM, they just
didn’t support the FCC’s decision to
put those stations on third-adjacent
channels. Congress is preventing the
FCC from allowing low-power sta-
tions on third-adjacent channels, so,
under the broadcasters’ own criteria,
they should have no cause for com-
plaint.” She continued, “I've been
gratified to see that there hasn’t been
a significant number of Petitions to

Deny filed with the FCC, at least so |

far.”

ing stations with large numbers of
Hispanic listeners, including KROQ,
KPWR, KKBT and KCMG. Under
the guldance of Bill Tanner and Pio
Ferro, SBS’s KLAX surged 2.1-3.0to
grab its highest ratings since spring
1999.

In Chicago, Crawford’s new Hip-
Hop WPWX debuted in the top 10,
while heritage Urban WGCI-FM was
off 6.9-4.8, its lowest number in 16
years. In the meantime, the sizzling
Chicago Cubs have pushed WGN sol-
idly into first place.

Clear Channel nabbed the top
three positions in San Diego, lead-
ing off with Talk KOGO-AM. The
company’s Rhythmic Oldies station,
XHRM, vaulted 2.9-4.0. And both of
San Diego’s "80s stations had simi-
lar finishes: Clear Channel’'s KMSX
and Jefferson Pilot’s KBZT finished
2.4-20.

www americanradiohistorv com
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Continued from Page 4

region because VOA's Arabic broadcast is in a formal Egyptian dialect that most of the population doesn’t understand.
As Chairman of the Broadcasting Board of Govemors' Middle East subcommittee, Pattiz has asked Congress for $30
million to implement a plan to appeal to younger listeners in Arab countries by playing music and hiring natives to
broadcast programming tailored to local tastes; $15 million of that amount has already been approved by a House
subcommittee. The Times noted that the plan to expand VOA is also designed to balance the growing wave of anti-
American feeling in the Middle East. “A lot of what we want to do,” said Pattiz, “is simply present an accurate view of
the United States”

FGC Actions

ewly confirmed FCC Commissioner Kevin Martin attended his first FCC meeting as a commissioner July

12. Referring to the commission’s party-line spiit of three Republicans and two Democrats, Chairman Michael
Powell said that Martin’s arrival made for a “full house™*i'm not a poker player,’ Powelt said, “but I'm told a full house
is a good thing, and we have one. We have all our cards, and I'm happy to welcome Kevin Martin to the commission.”
Commissioner Giloria Tristani extended Powell's poker analogy, saying, 1 ama poker player, and a full house is a good
thing ... although [we're] three of a kind and two of a kind”"

* Recently confirmed FCC Commissioners Kathleen Abernathy, Michael Copps and Kevin Martin will attend the
FCC Policymakers’ Breakfast on Sept. 7 at NAB2001 in New Orleans. Commissioner Gloria Tristani declined the
NAB's invitation because, her staffers told R&R, she is unable to attend all of the many functions to which she is
invited,

* Since Sept. 30, 2000, 108 commercial FMs, 76 noncommerciat FMs and 31 new AMs have signed on, according
to the FCC. That means that, as of June 30, there were 12,932 radio stations on the air, up from 12,717 in September
2000.

* David Sappington has been named the FCC's new Chief Economist, replacing Gerald Faulhaber. Sappington
currently holds the Lanzillotti-McKethan Eminent Scholar Chair of the University of Florida's Economics department.
The FCC has also named Jonathan Levy Deputy Chief Economist. Levy, who has been at the FCC since 1980, has
served as Acting Deputy Chief Economist for the past six months. Before that he was a senior staff economist at the
commission’s Office of Plans and Policy.

*On July 15 the FCC launched the first phase of a major renovation of the www.fcc.gov website. Phase one
includes enhancements to the homepage, the commissioners’ pages and the homepages of the Enforcement, Wire-
less and Intemational bureaus. Other pages will see design changes between now and the end of September, and an
improved search function will be added in the later stages of the site's redesign, which was implemented after an
evaluation that included input from the public. The object of the changes is to provide greater uniformity among all the
sections and pages, making it easier for users to obtain information.

Bodenchak To Create Hedge Fund

organ Stanley media analyst Frank Bodenchak was named one of the top 10 stock-pickers by Institutional

Investorin 1999 and 2Q00, and, after 5 1/2 years at Morgan Stanley, he’s fulfilling a long-standing career goal of
starting a hedge fund. Bodenchak, who plans to invest nearly all of his own money in the fund, said he’ll invest in
“undervalued companies where | believe there is a high likelihood of achieving above-average risk-adjusted returns.”
He told R&R that he hopes for 20%-30% annual returns for the fund. Bodenchak will continue to work with Morgan
Stanley during a transition period and expects to open an investor fund during the second half of the year.

Jim De Gastro Joins MBC Board

im de Castro has joined the board of the Museum of Broadcast Communications, which administers the
United States' only Radio Hall of Fame. Currently CEO of Nothing But Net, de Castro was co-founder and COO
of Evergreen Media and later Vice Chairman of AMFM Inc.

Arbitron Offers Handbook Online

adio stations can now obtain Arbitron’s Rating Distortion & Rating Bias handbook in English or Spanish at

www.arbitron.com. The handbook gives examples of radio-station activities that should be avoided because they
may have rating bias or distortion potential. It also outiines measures for requesting an inquiry into another station’s
activities and describes how to request a free Arbitron prereview of planned promotional activities. Arbitron Sr. Policy
Analyst Dave Willinski describes the prereview process as “the single most effective means of avoiding rating and
distortion bias." As a condition of its Media Rating Council accreditation, Arbitron is required to report activities that
could potentially distort ratings.

| Transactions
" Continued from Page 6

including an escrow deposit of

$33,750 with the balance due in |

cash at closing.

BUYER: Mount Ocean Media

LLC, headed by President Sun

Young Joo. Phone: 973-697-

i 0063. It owns no other stations.

| SELLER: Catholic Radio Net-
work LLC, headed by President

| Ken Carter. Phone: 617-423-

| 0210

| FREQUENCY: 1590 kHz
POWER: 3kw day/1kw night

| FORMAT: Religious Talk

-

KVTT-FM/Dallas
PRICE: $5 million
TERMS: Asset sale for cash |
BUYER: The Learning Founda-
tion Inc., headed by President

| James Hilliard. Phone: 561-432-
| 5100. It owns no other stations.

SELLER: Research Educational
Foundation, headed by Secretary
Stanley Thomas. Phone: 214-
351-6655

FREQUENCY: 91.7 MHz
POWER: 100kw at 1,099 feet
FORMAT: Christian

BROKER: John Pierce & Co.
COMMENT: The Learning Foun-
dation is purchasing KVTT-FM
from Research Educational Foun-
dation for $5 miillion, and it is also
purchasing real estate valued at
$17 million from KVTT's seller. This
transaction was originafly reported
in the July 13, 2001 issue of R&R
as a $22 million deal.

| - —
- X 5 3
EI‘ A

(Milwaukee-Racine)
PRICE: $3.71 million

TERMS: Asset sale for cash
BUYER: Salem Communica-
tions, headed by President/CEO
Edward Atsinger lll. Phone: 805-
987-0400. It owns 82 other stations,
including WYLO-AM/Milwaukee-
Racine.

SELLER: Outlook Communica-
tions, headed by President Tom
Gifligan. Phone: 614-761-9292
FREQUENCY: 105.3 MHz
POWER: 6kw at 328 feet
FORMAT: N/A

BROKER: Donald Bussell of
Questcom Media Brokerage
COMMENT: In addition to its pay-
ment to Outlook, Salem must pay
the FCC $421,000 for a bidding
credit taken by Outlook for which
Salem is not qualified. Addition-
ally, Salem will pay Waters Broad-
casting $2.79 million to down-
grade its WCXT/Hart, M! from a
| CltoaC2.
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What are you doing Online to Build
your TSL, Cume and Top-of-Mind Awareness?

KACT Introduces Radio’s R
First 1-to-1 Custom Radio =y v
for Youp; Webhsite. — _ | /-*"’ TR
Buijld listener loyalty with !

your brand.., your imaging...
your attitude.

FREE! No cash or barter.
No equipment or staffing. : : _ 104 832 0O

XACT pays all royalty, licensing, DI §C
unjon and bandwidth fees.

Real time feedback. Collect
song-by-song & listener data easily.

Generate new revenue. '
ACT RADIC

It's KACT-ly what you need. NETWOE
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* Lisa Decker in the GM Spotlight, Page 12
* John Parikhal’s Competitive Edge, Page 14
* Radio Gets Results, Page 17

management

marketing

sales

“If men can run the world, why can’t they stop wearing

neckties? How intelligent is it to start the day by
tying a little noose around your neck?”
— Linda Ellerbes

A RELATIONSHIP FOR A LIFETIME

M The strategy behind cable’s ‘Television for Women’

By Pam Baker Critics were skeptical — would

Sales& Matketing Edtor ~ €1'0Ugh people watch a cable
pambaker@moninecom  channel programmed exclu-
F sively for women? Cap Cities/
ABC took a risk when it gave
its Lifetime channel a face lift
and boldly began calling it
"Television for Women.”
8l The story of Lifetime begins
on Feb. 1, 1984, with the merger
of two cable channels — Day-
@ time and Cable Health Net-
work. Daytime was owned by
Hearst/ABC Video Services,
and Cable Health was operated by Viacom, which
sold its share of Lifetime to Hearst and Capital Cities/
ABC in 1994. April Fools’ Day in 1994 was
chosen to introduce the new and improved
Lifetime “Television for Women.”

The joke ended up being on the critics:
Lifetime proudly holds the No. 1 position
in all demos among women 18-34, 1849
and 25-54. A fairy-tale ending for a
business now operating as part of the
Walt Disney kingdom.

In August 1999 Rick Haskins joined
Lifetime Entertainment as Exec. VP/
Lifetime Brand, overseeing brand man-
agement, creative direction, promotion, media
placement, licensing and merchandising for Life-
time Television, the Lifetime Movie Network and
Lifetime Online (www.lifetimetv.com). In August
Lifetime Entertainment will be launching Lifetime
Real Women, a reality-based channel featuring
documentaries, movies and specials, all presented
from women’s perspectives.

Since this week’s issue celebrates the female-
friendly Adult Contemporary format, I thought
radio stations might benefit from a sneak peek into
the creative mind of Haskins, Lifetime’s brand
master. Enjoy!

R&R: What are the goals of Lifetime Television?

RH: Our goal is to be No. 1 in the hearts and
minds of women. As simple as that sounds, it really
is our goal, because we believe that if you can
deliver to your consumer audience what they want,
your ratings, your ad revenue and everything else
will follow. So we really want to be a part of
women’s lives.

R&R: Several radio stations have tried to create
Lifetime-type Talk formats and failed. Why has your
female-targeted cable network succeeded?

RH: I think that there are two secrets to our
success. One of them is longevity. We are coming up
on 18 years [since the Daytime merger], and we've
been in it for the long haul. No. 2, in 1994 we made a
commitment that we were television for women,
and we have not veered from that. What's probably

RICK
HASKINS

happening is that there’s come a point where people are
not patient enough if it doesn’t pay off immediately.
They look to another thing, or they want to change the
persistence and patience.

The dedision to program
Lifetime as television for wom- g
en was ultimately based on the LZ
demos and the abundance of
Lifetime had courage enough to
say, “We're going to commit to being television for
women because so many women are watching us.”

It really was groundbreaking. I think that it’s really
interesting, because women are 52% of the population,

income. So it’s the absolutely perfect target
audience, because it’s so big and so broad
and controls so much wealth.
R&R: How important are Lifetime’s original
series and movies? Has original programming
RH: It absolutely has. I used to work at
Procter & Gamble, and you always have
your profit generators and what's called
your “loss leaders.” Tide detergent is a loss
leader because it draws people into the store.
lot of money on it, but they also know that it's going to
bring people into the store. I think you've got to take
that model from packaged goods into programming.
Some programs are going to make you a lot of money,
and some are going to be loss leaders.
to talk about and something to promote. Once we bring
people in to watch the shows, that gives us an
opportunity to promote and showcase all of the other
wonderful aspects of Lifetime. So I think it's a very
important piece of the brand. But, ultimately, it is just a

R&R: The Intimate Portrait series appears to be a huge
success. Your branding efforts seem to have paid off — it's my
favorite Lifetime program. What are the top-five programs on
Lifetime?

RH: We have the No. 1, Na. 2 and No. 3 dramas on
Any Day Now. That's our Sunday lineup, and they’re all
original programs. Two others that are really big for us
are Golden Girls, which fits right in with our brand, and
Unsolved Mysteries, which we just launched with our
new season.
programs?

RH: I think one of our secrets is that we treat our
programming like a product launch. A lot of times
what you see in entertairunent is that people promote,
promote, promote until the day of launch, then you see

format. In building a brand, you have to have
women watching the network.
and they control over $3 trillion in disposable
been cost-effective?
The stores know they’re not going tomake a
Creating original programming gives us something
piece of this very special brand.
basic cable — that’s Strong Medicine, The Division and
R&R: What is your strategy for launching new
no more promotion on a particular program. What we

Telovirion [ Wemeor

do is try to promote 365 days a year. So, yes, we
promote before the launch, but after a show has
launched, we continue to support it, and we continue
to promote it, and that’s one of our secrets for success.

R&R: What types of advertising vehicles do you use?

RH: My favorite is radio. I think that it's a huge
connection with our audience. Some of the studies
we've read say that radio reaches about 91% of
women 18-49, which is a huge, huge reach for us. We
also know that radio is the No. 1 medium between
6am and 6pm, so we capture a lot of women there.
Radio is definitely one of our
big things.

We also believe that TV
drives TV, so we do a lot of
cross-channel advertising.
Outdoor is the third tier that
we like to do on some of our special shows, like
Intimate Portrait or our original programs.

R&R: Who does your advertising buying?

RH: We have the best buying service in the world
— Carat. We are very happy with them.

R&R: Has Carat been able to put together promotions
with radio stations?

RH: We work with Impact and Splash. In fact, right
before this meeting we were talking about a big
promotion we're going to be doing in October behind
our Women Rock concert, which we’re going to be
working on with one of those companies. We love
radio!

R&R: What has been Lifetime’s biggest failure —
something that you launched that just didn’t work? And
what did you learn frem that experience?

RH: 1It's really hard to get traction on daytime
programming, and if I had to say one thing that hasn’t
been as successful as we wish it could be, it’s been the
launch of some of our daytime programming. It's

“Women are 52% of the population,
and they control over $3 trillion in
disposable income. So it’s the abso-
lutely perfect target audience, be-
cause it’s so big and so broad and
controls so much wealth.”

really, really difficult to change women’s habits,
particularly in the daytime. I've been disappointed in
this area, and it hasn’t been as successful as we've
wanted it to be.

R&R: I'm very impressed with Lifetime Online. The
demographics are fantastic — 33% women 18-34, 47%
women 35-54 and 10% women 55+. These numbers are an
advertiser’s dream. In the past year Lifetime Online has
increased its page views by 464% and unique visitors by
372%. How have you marketed your online efforts, and
what were your goals?

RH: 1took over online about nine months ago, and,
really, what I did was go back to the basics. I said,
“Online is going to support the brand,” and what we

Continued on Page 17
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Congratulations Steve & DC

You have dominated the recent 2001 Winter Arbitron...... AGAIN!
Amazingly, the Steve & DC Show had double the numbers of the
second place station in several demographics. Thanks from all of
us at Emmis Communications for being the cornerstone of Emmis
St. Louis.

Number 1 for 10 years in St. Louis and winning for great companies
like Clear Channel, Cumulus, Journal and Saga all over the USA!
Congratulations Steve & DC, we look forward to more dominance
in St. Louis and on stations all over the country in the next several

years.
John Beck, Senior VP S~ Jeff Smulyan, President

Emmis Saint Louis Emmis Communications

communico fhwons

Contact Rick Wilhelm (314)613-7835 or rwilhelm@stl.emmis.com
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RR = I ._‘_/ VP/GM of KYCW-AM, KBKS-FM, KMPS-FM,
KYPT-FM & KZOK-FM/Seattle
spotlight (Infinity)

B The pride of Seattle

This week’s GM Spotlight honors 20-year radio
executive Lisa Decker. “It’s great to have a strong,
intelligent female leading the troops here in
Seattle,” e-mails one R&R reader. “Lisa is very
committed to the stations and to the Infinity
organization,” comments a staffer, who adds,
“She’s a smart woman with a lot of class.” Con-
gratulations!

client decided he was going
to make advances, and he
reached over and locked the
dcor. It wasan old lock with a
skeleton key. He had the key,
and [ couldn’t get out. He was
serious, and I was scared to death. I got really tough,
and fast. With some fast talking I made him unlock

Cd the door and let me out. Needless to say, I would
the 0 I n t never make a call on him by myself again. This guy
I decided to enter the world of broadcasting was truly scary. Years later he was convicted of
because: Career highlights: murder! I'm just glad it wasn’t me.”
“I knew it was the perfect career for me. I went “Going on the day of sales calls with Kay Spilker; My favorite album of all-time is....
to school at Washington State University, which  getting my first radio job; my first sales job; my first - , .
has an excellent communications department. As  order; being hired at KINK/Portland, OR as a sales John Lee Hooker's The Healer.

‘part of the program, it offered internships for rep; getting promoted to GSM at KINK; and being  I'm most proud of:
credits. I did my internship at an ad agency in promoted to my current position as GM.

Seattle, and the media director set me up on a day “Another great highlight for me is meeting and
of sales calls with a female sales rep who sold for ~ working with some incredibly smart, thoughtful and
: fun people. There is no way these highlights could
CLASSIC COUNTRY have happened without the help of those people who
believed in me and gave me these opportunities.”

“The community involvement of the stations I
have worked for in Portland and Seattle. All the
stations have been and are currently involved in
community events and fund-raisers. Radio has a

The most challenging aspect of being a GM:

“This is such a great job, and I work with some
wonderful people at these stations and at the
KMPS-AM & FM. At the time Kay Spilker was the  corporate level. I feel supported, challenged ina good
top rep in the city. She averaged 2 1/2 new way and very fortunate to work with these people.
accounts each week. The station’s managementcut  Because of them, my challenges are minimal.”
her list by 20% every quarter, and she still made

more than the GM. It was an unforgettable day,
and I knew then [ would work in radio.” “1t was unforgettable and scary. I'called on all the

concert promoters when 1 worked at KMJK, and,
because of that, 1 had to work with a nightclub owner.
“As a sales assistant for Eastman Radio in He and I had a meeting in his office one afternoon to
Seattle in 1981. My first salesjob wasayear later,in  discuss upcoming shows and what we needed i
Portland, OR ata CHR station, KMJK. Infinity now ~ promotionally. His office was very small and in the = You'd be surprised to know that....
owns it, and it's a Smooth Jazz station.” back of the club. Nobody was in the club but us. The “I have a fear of snakes and heights.”

tremendous impact in these communities, and it is
very gratifying to provide your community with
such a powerful resource.”

1 . - . .
My most unforgettable moment at a radio station: The best words of advice I've ever received were:

“’Don’t quit.” My mother taught me that at a very
early age and never let me quit anything without
giving it my all first. That advice has served me well
over the years.”

First job in broadcasting:

\ The GM Spotiight is selected by your nominations. Acknowledge the GM who made a difference in your career! E-mail nominations to pbaker @rronline.com. J
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When you're ready to take it to the streets, the

Thunder Truck™ is a great, customized remote

vehicle. Built-in remote studio, custom graphics, LED
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M
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Who is The Titan?

How does he get
these ratings ?

Teens 12-17 #1
Aduits 18-24 #1

Adults 18-34 #1
Adults 18-44 #1

Aduits 18-49 #1

GAM-10AM - KUBE-FM/Seattie”

"NOW IN SYNDICATION"

v 3 .8
! )
B
- ‘
i . h
.

with ROB TEPPER

0518d BWNT - — L0, HILNIM ‘UOIIGQIY 180103,

For more information contact Laurie Nickoloff at 818.461.5485
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TREND SPOTTING

If you wore a head-

By John Parikhal

management ¢ marketing « sales
— THE COMPETITIVE EDGE}
B -
. s -L'I.
-.",ll
" —
As people get older, they become slightly more 3 b
resistant to new ideas and new music. That should )

band during the “60s,
slid into platform shoes
during the '70s, bought a
time-share vacation during
the ’80s or day-traded in the
’90s, you're probably ready
| for the next fad. If you had
a white disco suit or a pair
of Air Jordans, you're al-
ready aware of how quickly
a fad can fade. Yet, while
fads are short-lived, many of them are harbin-
gers of emerging — and less obvious — trends.

People who got badly hurt during the dot-com
craze fell for a speculation fad and the lure of
instant wealth. But dot-com speculation masked a
growing trend: an increasing demand for per-
sonalization by customers for convenience,
control and connection.

The relationship between fads and trends isn’t
always obvious because fads are more exciting,
more extreme and more tangible than the trends
they represent. For example, deregulation and
consolidation are dramatic, ongoing symptoms of
a historical trend in American business; that is, the
desire of big companies to get bigger so they can
crush competition. The other part of this trend is
an on-again, off-again battle with regulators
trying to maintain fair competition.

TAKE ADVANTAGE OF DEMO TRENDS

Examining large-scale shifts in population is
part of the science of demography, and it makes
some trends very obvious. Census data show that
the population is aging and that the majority of
Americans will soon be middle-aged or older. The
data also show that America is becoming much
more multicultural and ethnic. These are trends.

-

FADS VS. TRENDS

* You can’t miss a fad, but you
can miss a trend.

* You can’t predict a fad, but
you can predict a trend.

* Fads explode, trends
emerge.

* A fad is a blip on the surface
of a trend.

mean that the growing older audience will show a
general tendency toward oldies, nostalgia and
conservatism. And so we see a fad for new Oldies
formats, such as ‘80s stations or hybrid formats like
that of Classic Hits WDRV (The Drive)/Chicago.
At the same time, another trend is continuing; the
increase in the Hispanic, black and Asian pop-
ulations. The Hispanic population is growing so
quickly that it will affect media ahd marketing for

Fad Trend

Crocodile Hunter and Survivor  Artificial adventure
shows

Piercings and tattoos The body as self-
expression

Young girl bands Teen female power

Making quarterly numbers Efficiency through
people and innova-

tion

Bigger SUVs A need to feel more
powerful on the

road

More versions of
Oldies radio

'80s formats

years to come. Together, these things suggest that the
trend toward a graying population will collide with
some of the trends emerging from ethnic changes in
America. This will create a flurry of experimentation,
tension and new ideas.

In this environment, fads will pop where the two
forces meet. The most obvious fads will revolve
around food, clothing and health. For instance, fads
are still cropping up around baggy clothing, “food-
aceuticals” and herbal medicines.

TECHNOLOGY AS TRENDSETTER

Along with demographics, technology shapes
trends. The convergence of the Internet, mobile
phones and PDAs like the Palm Pilot allows
unprecedented opportunities to personalize com-
munications. That convergence also sets up the
biggest trend of all: the battle between the consumer
and the consolidator for power over the entertain-
ment future.

Consumers want to control their entertainment,
repackage it and share it. The consolidation model is
designed to provide and distribute content in ways
that give consumers very little control.

Technology is also part of a huge trend toward the

]\
e B

v ; " 3 Y,

Million-dollar fad by Hungarian invéntor Enro Rubik.

virtual. Whether it’s the Tomb Raider game or
Clear Channel’s Prophet voicetracking system,
the trend is the same: Real people in real time are
disappearing from many parts of the entertain-
ment business and being replaced by technology
that creates the illusion of reality.
FOLLOW FADS, USE TRENDS

Radio and records can thrive in this envi-
ronment by following a couple of basic rules.”
First, if a fad fits your format, jump on it very fast,
work it very hard and get off it as quickly as you

Consumers want to control
their entertainment,
repackage it and share it

can. Don’t touch a fad that doesn't fit your
marketing and positioning strategy, and if it
dvesn’t fit your station’s image, stay away. Some
fads to watch out for: Survivor-style contests and
mean-spirited talk shows.

Some trends to use: any technology that
makes you sound better and more entertaining
and a station website to provide more detail
about your product, connect with listeners and

give them control.

John Parikhal, CEO of Joint Communications, is a
global lender in media strategy and implementation.
His company specializes in identifying, capturing and
keeping audiences. He can be reached at 203-656-
4680 or at parikhal @aol.com.
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The Personal
Trainer for
Your Career!

Shape Yourself into a Lean, Mean Selling
Machine with FREE Online Training

Pump up your power to communicate your station's story —
visit arbitrontraining.com, the free "personal trainer” for your
radio career!

Available anytime and from anywhere, arbitrontraining.com
includes training, terminology guides and user manuals
that help you:
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John Parikhal
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LIFETIME

Continued from Page 10

did was look at those things that were important and
were really ratings-getters on the air. Then we
looked at what was important from a brand
perspective and really focused on those things.

One of our biggest successes has been Golden
Girls. So we said, “Golden Girls is really popular for
us on-air. How can we take that experience and use
it online to give our consumers a like experience?”
So we created this game called “Find Your Inner
Golden Girl,” where you can take a test to find out
which Golden Girl you're most like.

Another huge success was in January, when we
offered an opportunity for people to lose that 10
pounds they gained over the holidays. They’d watch
Denise Austin’s Fit & Lite at 7am and Daily Workout
at 7:30 Monday through Friday. Then, going online,
on Saturdays and Sundays we had 28-day meal

“A lot of times what you see in
entertainment is that people pro-
mote, promote, promote till the
day of launch, and then you see no
more promotion on a particular
program. What we do is really try
to promote 365 days a year.”

plans. Then Denise Austin became users’ personal
trainer on Sunday nights with live chats. We built a
community of people who wanted to lose weight,
had a common goal and could support each other.
We tied in a couple of advertisers, including Dr.
Scholl’s and Kodak, and we gave away a grand-prize
trip to a top spa. It was a great promotion.

R&R: What has been Lifetime’s most successful on-
line promotion?

RH: Our most successful online promotion was

just last month, and it was tied in with our Weddings
of a Lifetime show. We ran a documentary on million-
dollar weddings, then users could go online and get
that million-dollar look for less. So they could watch
the show, and, for everything that they saw and liked
on the show, they could find a price point they could
afford for a similar item, whether it was a dress,
shoes or cake.

R&R: How did you measure the success of the promo-
tion?

RH: We measured it in two ways: by the ratings of
the special — it was our highest-rated Weddings of a
Lifetime ever, at a 2.3 — and by traffic online. We had
our highest level of traffic ever in the month of June.

R&R: As far as generating revenue with that pro-
motion, what were the results?

RH: [ think that we got some new sponsors, and
we were very, very happy with it. The reason I'm a
little bit hesitant here is that we really don’t measure
success online by revenue; we look at it as a brand-
builder, and if the revenue comes, that's great.

R&R: So what are the goals for Lifetime Online?

RH: Our goal online is to build and support the
Lifetime brand, simple as that. And that goes back to
being No. 1 in the hearts and minds of women. Be an
important part of their lives, and everything else will
follow.

Lifetime is a really strong and important brand for
women. We really want to make a difference in
women's lives. It’s more than just brand loyalty, it
really truly is. We get e-mail from people thanking us
for saving their lives because of the breast-cancer
messages we give. That’s important to us. Carole
Black, our CEO, believes deeply in that cause.

We're just launching another cause, violence
against women, and we really do want to make a
difference in women's lives. I know that it’s not a
revenue goal. I know that it’s nct a business goal, but
it's something that we, as a brand, can do for our
target audience. Yes, we are a business first. But a lot
of things we do are based not on business decisions,
but on value to our consumers.

ITSY-BITSY, TEENIE-
WEENIE, HOMEMADE
LIFESAVER BIKINI

RADIO GETS RESULTS

SUCCESS STORIES FROM THE RAB

FASHION SUCGESS ON
THE GEORGIA CATWALK

It's no secret that most women love to shop — young girls,
teens, rising executives, moms on the go — and fashion is
big business. But one often-overlooked segment is plus-size
consumers. Did you know that, according to a study by
Marketdata Enterprises, the typical plus-size woman spends
$932 a year on clothing?

Category: Women's Clothing
Market: Attanta

Submitted by: WHTA/Atlanta
Client: Runway Fashions

Situation: Although Runway Fashions had been in business
for almost three months, the suburban Atlanta store had not
yet staged its grand-opening ceremonies. Before officially
celebrating the opening, Runway Fashions planned to hold an
introductory storewide sale to highlight the various lines of
women's designer apparel and accessories it carries.
Objective: Runway Fashions wanted to make potential
customers aware of the sale, introduce the store to the
community and, hopefully, begin building a customer base
before the grand opening. The introductory sale was
scheduled to run for one weekend.

Campaign: Runway Fashions owners Peaches and Tiba
Shepp knew that they would have to stimulate interest among
female consumers ages 18 to 34. Fortunately, the demo-
graphics of radio station Urban WHTA (Hot 97.5)/Atlanta were
a good match. The station arranged a four-day schedule that
included five 60-second spots per day. Hot 97.5 was
responsible for all ad copy and even created a new slogan for
Runway, “New World Fashions for the New World Woman,”
that was an immediate hit with customers.

Results: The results of the ad campaign promoting the
store’s pre-grand-opening sale easily surpassed the owners'
expectations. “We sold out of much of our merchandise,”
says Peaches Shepp, “and many of the shoppers who came
to the promotional sale have become regular customers. The
campaign was successful because Hot 97.5 was able to target
the young, fashion-conscious women who respond to the
trendy clothes we carry. Our merchandise was also very
attractively priced for the sale, which the radio ads effectively
emphasized.” Runway Fashions has continued to advertise
regularly with WHTA, and the station is planning a live remote
to highlight the store’s upcoming grand opening.

——— —RABTOOLBOX —

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 RadioLink at
www.rab.com.

They're crazy from the heat out in Honolulu, where
CHR/Rhythmic KXME (XtremeRadio@104.3) hosted the
first-ever “Budman & Booger Homemade Bikini
Contest.” The morning duo held a contest at the World
Cafe club, where dozens of young women modeled
their homemade creations. Listener Christina Tanaka
won the contest by making her bikini out of Lifesavers
candy and thread. Now that's some hard candy!

INSTANT BACKGROUND — WOMEN'S WEAR

Percentages of women in the following age groups
who feel they are among the first to try new fashions:
16-19, 54%; 20-24, 37%; 25-34, 32%; 35-55, 26%,;
55+, 21%. According to a 2001 survey, the most-
important elements in deciding where to buy
women's apparel are selection (43%), price (25%)
and quality of clothes (17%). (Cotton Inc. Lifestyle
Monitor, 2001)

FROM THE RAB'S RADIO MARKETING GUIDE AND FACT 800K
Every week radio reaches 92.5% of those who
purchased women’s or giris’ clothing in the past four
weeks. (The Media Audit, January 2000-March 2001
National Report, Radio)
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Webcaster eYatla Downet

By Lack Of Advertiser Support

B Other factors may also have helped doom the 'Net-only Talker

By Kurt Hanson
& Paul Maloney

RAIN: Radio And interet
Newsletter

As reported here last
week, Internet-only Talk
network eYada.com has
closed its doors. On July
9, at approximately 6pm CT,
Wrestling Observer Live host
Dave Meltzer explained the
situation to his listeners and
said goodbye, and the stream
went silent. The website at
www.eyada.com has been
replaced with a single page
of contact information for
former eYada staffers.

Carol Klenfner, former eYada
VP/Public Relations, confirms to
R&R widespread press reports
that the company folded
because of its inability to self
advertising. She adds, however,
that it was the fact that both the
advertising and investment
markets have slowed that killed
eYada. “We could have survived if it was one or the
other. We were hit by a ‘perfect storm.™

PAU .
MALONEY

Hopeful Beginnings

Bob Meyrowitz, creator of the legendary syndicat-
ed King Biscuit Flower Hour, launched eYada late in
1999, and in March of 2000 the company announced
it had received funding of $25
million from investors Time
Warner, Boston Millennia
Partners, Chase Capital Enter-
tainment Partners and Credit
Suisse First Boston. Its program-
ming, originating from three
studios in Times Square,
featured such personalities as
former WABC/New York talent Lionel, the New York
Post’s Richard Johnson and New York Daily News
gossip columnists Rush and Molloy.

But the future began to look bleak for eYada in
January of this year, when the company announced a
30% staff reduction and program cancellations that
took its lineup from 28 regular shows to 13. The
webcaster ranked 40th in Arbitron’s January Webcast
Ratings, having streamed 91,600 Aggregate Tuning
Hours for the month, but it didn't appear in the top
75 in February, the last month for which ratings are
available.

The company has confirmed to the press that all

Yada

Talk radio for the Internet

70 employees will lose their jobs, but it's not known
what eYada plans to do with its assets, including its
streaming hardware and program archives. Klenfner
issued a release on the day of the shutdown saying
that The Lionel Siow, which is syndicated to
broadcast radio, will continue to be produced and
distributed without interruption.

Stale Approach, Obscure Ads

Let's think about it: What did eYada offer consum-
ers that was new and different? Talk shows with a
national audience? There are dozens of nationally
syndicated talk shows already. Interactivity? No more
than any broadcast-radio talk show. The hosts’
freedom to swear on the air? That's not much of a
bonus. About the only real benefit eYada had over
traditional Talk radio was that consumers were able
to listen to archived shows.

Thinking back — admittedly, with the benefit of
20720 hindsight — the advertising for eYada, at least
in Chicago, was obscure “image advertising.” One
bus board included an image of a dead fish. More
recently, a board showed surgeons in the middle of
an operation, with one surgeon saying, “Oops!”

eYada’'s January ATH of approximately 91,600,
divided by the approximately 500 listening hours in a
month (Monday-Sunday, 6am-midnight) gives us an
AQH audience size for eYada of about 183 listeners.
And consider this: {f eYada had an AQH of 183 in the
U.S., it probably had an AQH of about eight in the
Chicago market. Was it ready for obscure image
ads? An explicit introductory
campaign would have been
more appropriate.

The whole thing just didn’t
make sense. How could eYada
afford to maintain street-level

studios in the Times Square
‘ area and a stable of talent large
enough.to broadcast from three
studios simultaneously when it had so few listeners?
Even if jt had been growing, say, 10% a month, how
long would it have taken to obtain an AQH of even
1,000?

Unfortunately, the answer to each of these
questions is simple: eYada offered nothing new, did
not create effective advertising and was finally
unable to afford to continue. Sadly, that means the
once-promising webcaster has become the latest in
a long string of Internet-radio concerns to shut
down because it was unable to maintain an audi-
ence large enough to attract either advertisers or
investors.
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Beethoven.com’s
Active Listenership

Finding a good Classical webcast isn't nesessarily the
easiest thing to do. Generally, the best way to find such a
statlon has been to find an NPR affiliate that streams —
and then you'll have to keep tabs on its schedule to make
sure you won't be hearing the BBC World News when
you want to be hearing Mozart.

But there is an alternative: Beethoven.com (www.
heethoven.com), an encouraging website that has built
up (for a webcaster) a considerable following. In fact, the
Beethoven.com stream was Wo. 1 in Arbitron’s Webcast
Ratings for February, the most recent month for which
ratings are available. Impressive, considenng that the
site isn't playing hit music and doesn’t seem to have a
huge marketing campaign 10 support it.
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Beethoven targets, of course, classical-music enthu-
siasts, and it seems to be doing a very good job of it. In
fact, its numbers — aswell as, | suspect, the quality of its
demographics — seem to have garnered some ad
support In the form of audia spots In the stream.

While most of what's played on Beethoven.com Is
classical (or thereabouts), the programmers do shake
things up a bit. Looking through the station og, acces-
sible from the homepage, | see movie scores, Metallica
sengs as played by the Apoczlyptica string quartet and
classical composers ranging from Bach anc Vivaldl to
canservative modern authors. I've also seen a single
Stravinsky piece on the playfist, but nary an avant garde
camposer along the lines of Terry Riley or Philip Glass.
Scme may very well consider that a blessing, and |
imagine that Beethoven.com does well as either a back-
ground or a foreground statior;, with only the accasional
“Ride of the Valkyries” to stir things up.

The website has a fair amount of content to go along
with the streamed programming, and most of & is vibrant
and useful, if not terribly onginal. There is a form for
requests that does have a litle touch f've rever seen
beore: It shows a sampling of the cities and countries
fram which requests have come in. Additicnally, the
station encourages repeat listening by honoring most
reguests.

Continued on Page 20
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To register Call (770) 926-7573
Or online: marningshowbaatcamp.com

For Mandalay Bay Reservations Call (877} 632-7000
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Here's a sampling of this year's tapics: The Show Behind The Show - The tricks for
puilding healthier, happier and more productive shows before ever turning on a mic.

Crisis Management - The right steps for recovering from on-air biunders or mishaps
The Executive Roundtable - Moming radio's future as seen through the eyes of radio’s
top executives - Toys for Talent - The latest gadgets and technology for air-talent
More Talk, Less Music - The do's and don's's of adding more talk to your show

The Best is Yet ta Come - How to maximize your success in a changing market.

Plus, your Boot Camp favorites are back: Battle of the Bits IV
The Producer’s Forum - The Programming Roundtable
The Women's Forum and Nightly Critique Reoms.
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GOURTEEY OF UNITED STATIONS NETLIORKS

/ y R Cumpamu helpmn to bring you Morning Show Boot Camp 2001
¥
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Morming Show Boot Camp is an exclusive presention of Talentmasters; all rights reserved. Speakers and events subject to change. AC" =T T

et

www americanradiohistorv com


www.americanradiohistory.com

20 ® RsR July 20, 2001

INTERNET

___"“'Iﬂs & VI E\V.

Court Orders Napster Off-Line Until Filters Are Penecl

M Company settles infringement suits with Metallica, Dre

Napster attorney Steven Cohen told the U.S. District
Court in San Francisco last week that the file-sharing
software provider's audio-fingerprinting system for
blocking the trade of copyrighted song files is 99.4%
effective. The court’s response: That's not good
enough. '

& mapster

Napster has been down for what its website calls
“service upgrades” since July 1. In-her July 11 ruling

Judge Marilyn Patel ordered Napster to stay off-line

until it shows that it can effectively block ali copy-
righted files. According to transcripts of the closed-
door session, Cohen told Pate!, “We are approaching
a system that has a zero rate of error ... and,
according to what the engineers tell me, you'll never
get to a zero, because that would assume human
perfection, and humans aren’t perfect.”

Recording-industry attorney Russell Frackman
countered that even one unauthorized song on
Napster could harm an artist because of the potential
for that song to be distributed to millions of people.
Patel agreed and insisted on-a 100%-effective
filtering system, saying, “There should be no
copyright infringement, period.” In response to
Napster's request for a standard that would allow it
to go back online, Patei reiterated, “The standard is
to get it down to zero.”

A statement on the Napster website from
company CEQ Hank Berry reads, in part, “Napster
will obey this order, as we have every order that the
court has issued. We believe the judge’s order is
inconsistent with the Ninth Circuit's {July 2000]
decision [to reverse as too broad Patel's initial
injunction against Napster] and wrong on a variety of
other grounds.” An emergency appeal of the ruling
was filed with the Ninth Circuit Court on July-12.

RIAA President/CEQ Hilary Rosen said of the
District Court's decision, “Judge-Patel's decision that
Napster should not resume gperations until it can
show that it can comply with the court's modified
preliminary injunction was inevitable — given its
failure to comply with the court’s order for so long.

“While we appreciate that Napster is attempting-to
migrate to a legitimate business model, its failure to
prevent copyright infringement from occurring on-its
system has cnly hampered the development of the
marketplace in which it now hopes to compete. Itis
difficult for the legitimate online marketplace to
compete with free.”

Napster Settles With Artists

Details of the District Court's decision hit the
media just minutes after Napster announced that it

had reached sattlements with two of its.most
prominent foes in the artist community, Metallica
and Dr. Dre. Napster said it has agreed to “continue
to refine filtering techriology for identifying and
blocking access to files that artists and other rights-
holders do not want to allow users to share.” The
company also said that it will follow the
guidelines of the February 2001 revised
injunction against it and will adhere to
the requirements of the Digital Millenni-
um Copyright Act.

Metallica and Dr. Dre have, Napster
said, “agreed to allow the sharing of certain of their
material from time to time once an acceptable
model is in place that ensures payment to artists
and publishers for the use of their works.” The
service also said that Metallica will have a voice in:
the development of that new model.

Metallica co-founder Lars Ulrich said, “Our beef
hasn't been with the
concept of sharing
music, Everyone knows
that we've never objected
to our fans trading tapes
of our live concert
performances. The
problem we had with
Napster was that they never asked us or other
artists if we wanted to participate in their business.”

Dr. Dre said of the agreement, “I work hard
making music — that's how | earn a living. Now
that Napster's agreed to respect that, | don't have
any beef with them.”

——Paul Maloney

READER FEEDBACK

This week RAIN readers respond fo last week’s story
“Staff Cut Casts Doubt on the Future of Live365.”

From-Mare-Lemay:

While I'm a Live365 user and supporter, the folks
there really haven't been open to the users’ needs.
Rather than developing an inexpensive revenue-
generating concept, Live365 went completely the
opposite way and went after the big boys with a pricing
plan that’s way out of the league of those of us who use
Live365 for more than just a hobby. A small fee ($20-
$40 a month) might have discouraged-those who were
playing radio for fun — and probably would have
eliminated half the streams on Live365.

You can't expect to keep dipping into the well and not
have it run dry — that’s true both on Live365's side and
its users’. Further, rather than placing random posts on
their message boards at Live365, why haven't the

page of the website if things really aren't as grave as
they appear? How about an e-mail for the folks who
have been using their services, rather than leaving usto
find things out from other media? It's a sad state of
affairs for many dedicated fotks who use and Jisten to
Live365 streams.

In Association With
Radio And
Internet Newsiettep
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Continued from Page 18

The homepage also sports a “Classical Music News”
section, which is not as dreary as it may sound: One top
story Jast week was about protests in Jerusalem over
conductor Daniel Barenboim's decision to end a concert
at the Israel Festival with a selection from Richard
Wagner's Tristan und Isolde.

Beethoven.com has one of the most active message
boards {'ve ever seen on an Internet-only station web-
site, and that in itself is a pretty good indication of the
station’s vitality. Message boards are notorigusly difficult
to start up and can be even more difficult to maintain.
Beethoven.com's boards appear to be largely self-
sustaining, with users starting threads and discussing
all sorts of things, from individual compositions to
Napster to, on the day | visited, “Neuroesthetics and
Music.”

The site also has most of the little things that keep an
Internet-radio critic happy. There’s an unobtrusive little
“Now Playing” window that can be called up and kept up.
As mentioned above, there’s an extensive music log,
and there's a very nice FAQ to help users along. Most
areas on the site are only one or two clicks away from the
homepage.

1 do have a few little gripes. The most serious is that
Beethoven.com streams only in low-fidelity Windows
Media, which is a bit disappointing. | can imagine that
classical fans might particularly want a high-quality
stream. But Beethoven.com does seem to be doing very
well without it — while avoiding the high cost of heavy-
bandwidth streaming.

On the whole, Beethoven.com is a smallish website
that doesn't overreach and that does what it does pretty
well. So it is, by webcast standards, quite successtful.

—Ralph Sledge

Live365:powers that be posted a message on the front:

From Kén Robinson}
Internet content suppliers have come and gone during the

four years my own media website has been online. However,

“he loss of Live365 would be the most disappointing. Itis such
a unique service. | think the public would listen if they knew
about it.

From a RAIN reader:

Live365 has great offerings, although | have an interest
only in stations that are not amateur-produced. To my mind,
Live365's biggest stumbling block is its need to first check
users’ computer systems, then install its own “minibrowser”
each time a user changes stations. Even if you have a first-rate
computer system, that is way too time-consuming.

As a result of that problem, | haven't gone back to the
Live365 website. | can get everything | need on other software,
such as the old version 6.0 of MusicMatch or vTuner or Hiwire.
I Live365 had a one-time downloadable browser like the ones
tnose services offer, | would be back immediately.

The views expressed in Reader Feedback are those of the
writers only. The writers are solely responsible for their
content. R&R reserves the right to edit Reader Feedback.
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MusicMatch Reaches RIAA
Agreement, Lays Off Staffers

MusicMatch and the Recording Industry Assoc-
iation of America Monday reached a licensing
agreement for music performances webcast
through the MusicMatch Radio service, estab-
lishing terms for the webcaster under the
statutory-license provision of the Digital Millen-
nium Copyright Act. MusicMatch President/CEO
Dennis Mudd said the agreement will let the
company “offer a uniquely compelling music ex-
perience to users and provide fair compensation
to artists and labels.” Concurrently, MusicMatch
and several RIAA-member record labels have
agreed to drop their pending lawsuits against
each other.

In other news from MusicMatch, last week
the company laid off 44 employees, about a
quarter of its staff. Company spokesman Gary
Brotman told R&R that the positions eliminated
were nonessential or could be covered by other
staffers.

Clear Channel Chooses Globix As Web Host

Clear Channel Interactive Network has se-
lected Globix Corp. to host and manage the
systems infrastructure for a large part of its online
business. Globix will provide hosting for Clear
Channel interactive software, including monitor-
ing, reporting, management and security. The
company will also design and build network
architecture for CCIN.

Radio Groups To Launch
Video-Capable Websites
NextMedia Group, Pamal Broadcasting, Brill

Media and The Cromwell Group have teamed
with Yo Network to develop radio-station web-

sites that are able to stream video. Yo's IT Vortal
software will allow web users to watch video of
station personalities, shows and station events
and will expand the participating stations’
advertising opportunities into the video arena.

WPTF/Raleigh To Debut
AP News 'Net Station

Curtis Media's News/Talk WPTF/Raleigh is set
to launch TriangleNewsRadio.com, an Internet-
only station based on AP’s 24-hour “All News
Radio” format. WPTF will couple its own
reporting with AP's state and international news
and features to create a service targeted to North
Carolina’s Research Triangle region. The station
plans to sell targeted spots on the sfream.
Bonneville's WTOP/Washington currently uses
“All News Radio” as the basis of its Federal News
Radio service.

MeasureCast Studies
Streaming-Media Usage

Webcast-ratings service MeasureCast recently
conducted a study of streaming-media usage
and found that 17% of streaming-media users
listened to or watched streaming audio or video
for 20 hours or more during the 30 days before
they were questioned. Of 250 people surveyed,
63% said they had accessed streaming media
for more than 30 minutes in the last month, while
20% said they accessed streaming media for
five to 30 minutes. Thirty-two percent said they
had'listened to two to three online radio stations
in the past month, 16% said they listened to only
one station, 6% said they listened to six to 10
stations, and 4% listened to 11 stations or more.
More than half (51%) of respondents access
streaming media most often from their home
computers, and 40% connect most often from
work.
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| Hot new music-related World Wide Web sites,
| | cool cyberchats and other points of interest along
the information superhighway.

[ |
i
i * The uncanny iggy Pop discusses his latest, Beat
'Em Up, this Friday (7/20) at 2pm ET, 11am PT
{ (www.getmusic.com).

i « Catch Cold this Monday (7/23) at 8pm PT, 5pm PT
(www.yahoo.com).

» On Wednesday (7/25) Dominic Chianese (a.k.a.
Uncle Junior on HBO's The Sopranos) invites you to
chat about his latest musical effort, Hits. We recom-
mend you show some respect and tune in at 7pm ET,
4pm PT.

« Cartwheelin’, thong-lovin' singer Sisqo spins a yarn
or two this Wednesday (7/25) at 8pm ET, 5pm PT
(www.yahoo.com).

' On The Web

* HOB.com has a myriad of video webcasts from
Milwaukee's most recent Summerfest. All webcasts
begin at 3pm ET, noon PT. Featured are the following |
artists: Everclear and The Toadies, Friday (7/20); The
Jayhawks, Saturday (7/21); Blues Traveler, Sunday
(7/22); vertical Horizon, Monday (7/23); Big Wreck,
Tuesday (7/24), and Joydrop, Flybanger and Finger
Eleven, all on Wednesday, (7/25).

« On Thursday (7/26) The Corrs join getmusic.comfor
a video interview and performance at 6pm ET, 3pm PT.

—Frank Correia

'Net-Radio Industry: ldeas Wanted

There’s been more bad news for —
the industry with the closing of
eYada.com and downsizing at
MusicMatch, not to mention the
ongoing questions about Live365.
The Internet-radio industry needs
new ideas! We at RAIN: Radio And &5
Internet Newsletter always love to

| hear what you're thinking. Please feel free to share your
thoughts with us via e-mail at feedback@kyrthanson.com.

Coug Stephan
Doug Stephan’s Good Day
Morning Show
Doug kosts ons of the most
listened-to syndicated morning
talk programs in America.

Alan Nathan
Battie Line with Alan Nathan

Alan Nathan, th2 centrist with
teeth, advocates a more biting
aggressiveness. “Smart and
Fast, this show has a great

Blanquita Culium
The BQ View
BQ has a lively mix of politics,
op culture, personality and

istener call-ins with a
conservative edge.

edge.” Tony Blankley, McLaughlin

Group Panelist, NBC

www.radioamerica.org
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Oliver North

Common Sense Radio with
Oliver North

Conservative and compeliing,
this international icon challenges
and entertains as no other can.

Rollye James
The Rollye James Show

They don't call her legendary
for nothing.

202.408.09414
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Asking Permission
vs. Begging
Forgiveness

Even Hank Barry, Napster’s CEO, had to
admit that not only were Metallica correct,
they were also “‘courageous ... tough and prin-
cipled” in their stance -
against Napster, and
that in settling with
them and Dr. Dre last
Thursday, he did so with
a better understanding
of artists’ rights.

None of this had to
happen.

Let’s draw a paraliei "
between Napster and David Lawrence
Amazon. Both deal in
copyrighted, protected works — music and
books. respectively. Amazon began its life by
going to book publishers and asking them to
retail their books on the Internet, but what if it
had chosen the Napster model instead?

If the publishers ever caught wind of Ama-
zon allowing text-only versions of best-sellers
to be traded freely on its site. there would be
mass litigation. If Amazon started hiring law-
yers to fight this and yelled at the top of its cor-

_porate lungs, “Books want to be free!” we
would laugh at it and watch as it went down
in flames. And if some high-profile authors de-
cided to sue the company because their works
were being “shared™ by potential buyers of the
retail hardbacks or paperbacks, we'd have no
problem understanding those authors’ positions.

Napster did all that. From the very begin-
ning, the two college dropouts who decided to
spruce up what is essentially an FTP file search
and name it after one of themselves spent a
great deal of time trying to distract us all from
the real issue, one of permission. They simply
never asked. Later, they got their uncle to help;
after that, some venture-capital dudes and a
woman named Eileen Richardson kept avoid-
ing the real issue of piracy. Soon after. Hank
Barry and David Boies took up the cry, all the
while waving the flag of “copyright balance”
rather than “copyright permission.”

In the last few months Napster has found it-
self eating its words over and over in an em-
barrassing series of legal defeats. lost appeals,
technological snafus and monetary settlements.
It’s sad and expensive and unnecessary. All be-
cause it chose the teenager’s path of the dar-
ing, dirty and illegal activity of music piracy,
hoping to be vindicated
later when it begged for
forgiveness.

There is no doubt
in my mind that the
new Napster needs to change its name: The
word Napster now means “broken and defeat-
ed” rather than “cool and innovative.” The Ber-
telsmann funding and the move to another well-
plowed model — the protected. paid model —
is hardly cool or innovative and is hardly proven
to work.

&
NET MUSIL COINTROWY
Wiz David Lawresce,

Questions? Comments? david @ netnusiccount
down.com. or post to the Intenet folder on the
www.ronline.com message board.

i David Lawrence is heard on WGN/Chicago; is the
I

S

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 Oniine, and is a leading expert on
internet entertainment.

| ‘ve read with amusement the opinions of some “analysts” at Webnoize
and other publications who decry the latest ruling by Judge Marilyn
Hall Patel that Napster remain dark until it can assure not 99.4%
compliance with her order, but 100%. Nothing is 100%, they say.
Computers aren't built that way. They're not 100% infallible.

being able to get all that music for nothing something fierce and stop
with the nonsense? Back to Amazon as an example: | can't imagine
that there has ever been a time that a pirated book, CD, DVD, videotape
or anything else weaseled its way onto Amazon's database. | don’t
think there has ever been a time when any of the powers that be at
CDNow have ever had to explain how a piece of music got onto its site

CHR/Pop

ARTIST CO/Title
AGUILERA, LIL’ KIM, MYA & PINK Mouiin Rouge/ “Lady”
NELLY Country Grammar/*“Ride”

LIFEHOUSE No Name Face/ “Hanging”

STAIND Break The Cycle/Awhile”

JANET A/l For Youw/ “Someone, “You™

DESTINY'S CHILO Survivor/ “Booty”

TRAIN Drops Of Jupiter/“Drops”

DAVE MATTHEWS BANO Everyday’*Space”
INCUBUS Make Yourself/ “Drive”

NELLY FURTADO Whoa Nedly!/ “Birg”

UNCLE KRACKER Doubie V/ide/ “Follow”

SHAGGY Hot Shot/“Angel,” “Freaky”

JESSICA SIMPSON /rresistible(rresistible”
BACKSTREET BOYS Black & Blue/ “More™

SUGAR RAY Sugar Ray/“Over”

MADONNA Mysic/ “Girl”

— 17 ‘NSYNC Celebrity/*Pop”

16 18 FAITHHILL Pearf Harbor“There”

— 19 EVE®6 Horrorscope/“Night”

— 20 3000RS 00WN American Pie 2 Soundtrack/Like”
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Why don’t these analysts just come out and say that they miss.

100% EFFECTIVE
COPYRIGHT PROTECTION

by mistake. And | can tell you, as someone who runs a website that
deals with the very best music there is, we've never had a problem
being anything less than 100% sure that we have no pirated downloads
on our site.

Why? Because rather than have to go back and find out whether
a work is copyrighted and, if so, having to figure out how to block it,
we ask the arti