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Wrapped Up In Brooks Limbaugh Losing His Hearing

Legendary Capitol/Nashville recording artist Garth ; The cornerstone of the Talk
Brooks released his newest song, “Wrapped Up in Ycu . radio industry revezled this
via R&R's Music Meeting this week. Now that radio has week that a medical problem
the highly is robbing him of his hearing
| anticipated track, g In an exclusive interview with
look for a big Y ; R&R News/Talk/Sports Editor
debut and Most " , Al Peterson, Rush Limbaugh
¥ Added staius on discusses his uphill struggle
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management ¢ marketing ¢ sales

Among the many sessions at last month’s
NAB Radio Show that were overshadowed
by the events of Sept. 11 was a
groundbreaking study by Arbitron and
Joint Communications called “What
Women Want: Five Secrets to Better
Ratings.” In this week's Management,
Marketing & Sales section, Pam Baker
outlines the major points of the study,
which may make you sit up and review
your music-research procedures, the
kinds of contests and promotions you
conduct and the subject matter chosen by
your air personalities. This week's GM
Spotlight features Ray Garon, President/
GM of Saga's Manchester, NH three-
station cluster.

Pages 10-17

MAKING MAJIC IN HOUSTON
One of radio’s enduring stations is KMJQ/
Houston. This Urban mainstay has been
entertaining listeners along the Gulf Coast
since 1977. Now in the hands of Radio
One, “Majic 102" continues the success
begun by Jim Maddox, Jack Patterson,
Lee Michaels and a host of managers and
programmers who followed. Walt Love
reports.

Page 56

» Clear Channel names more Regional
VPs: Bill Gentry, Mike Kenney, Jim
Meltzer, Tom Thon, Steve Winkey;
Andy Stuart becomes Regional Mgr.

* Muriel Funches appointed GM
for KHMX & KODA/Houston

* Jay Stevens elevated to
Infinity/DC VP/Programming

Page 3

CHR/POP
« ALICIA KEYS Fallin' (J}

CHR/RHYTHMIC
- JENNIFER LOPEZ I'm Real (Epic)

URBAN
* GINUWINE Differences (Eplc)

URBAR AC
« MAXWELL LTtetime (Columbia}

COUNTRY
* ALAN JACKSON Where | Come From (Arssta}

AC

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

HOT AC
« TRAIN Drops Of Jupiter (Tell Me){Columbia}

SMOOTH JAZZ
« DAVE KOZ The Bright Side (Capitof}

ROCK
* NiICKELBACK How You Remind Me (Roadrunner)

ACTIVE ROCK
« NICKELBACK How You Remind Me (Roadrunner)

ALTERNATIVE

* NICKELBACK How You Remind Me (Roadrunner)
TRIPLE A

« U2 Stuck In A Moment.... {Interscope)
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Radio Lost Two Weeks’ Worth
0f Business After Attacks

I Analysts: Investors should look for local focus

By JEFFREY YORKE
R&R WASRINGTON BUREAU CHIEF
yorke @rronline.com

While it’s hard to gauge the
long-term emotional effects of
the Sept. 11 terrorist attacks, the
immediate economic effects on
radio are clear: Radio broadcast-
ers lost two weeks’ worth of
business in September, accord-

Rush: ‘1 Am, For All Practical Purposes, Deaf’

B Limbaugh stuns listeners by announcing that he has lost almost all hearing

By AL PeTERsON
R&R NEWS/TALK/SPORTS EDITOR
alpeterson@rronline.com

Monday’s national broad-
cast. “I can occasionally
talk to people in person,
one-on-one, but I cannot
hear radio, television or
music. I am, for all practi-
cal purposes. deaf.”

In an exclusive inter-
view following his an-
nouncement, Limbaugh
told R&R, *I am just fine
emotionally. I have not
once felt sorry for myself
or gotten angry. When I
compare my condition to
others, I am not at all de-
pressed. I am actually -
looking forward to making the
most out of this. It fits right in
with my overall optimism on life
and not quitting.”

Limbaugh admitted that while
medical experts treating him
have differing opinions on the
cause of his hearing loss, the end
result is still the same. ~“The odds
are that within another month or
so, if the pattern keeps up. I will
be entirely deaf,” he said. He

Premiere Radio Networks
talk host Rush Limbaugh
shocked listeners this week
by announcing that he has
suffered an unexpected hear-
ing loss over the past few

“I could retire painlessly,
but | have no earthly desire
to do that. | can still
communicate ... | just
cannot hear. It is a

challenge, and | love that
aspect of it. And who knows
in what new directions it
will take me?”

— Rush Limbaugh

months that has rendered him
almost totally deaf.

“I cannot communicate
with people,” Limbaugh
stated in a stunning live
monologue delivered during

( i

S
! q

Limbaugh

shared no other medical de-
tails other than to say his con-
dition is not genetic.

Asked to speculate on
possible causes for the 50-
year-old Limbaugh’s sudden
hearing loss, San Diego oto-
laryngologist Dr. Ted Mazer
said. “I suspect it falls into
a category called idiopathic

LIMBAUGH/See Page 28
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News/Taik/Sports again dominated the national radio scene during the

spring 2001 ratings period. And with the events of the recent past, there’s
little doubt that the format will remain dominant for the rest of the year. This
chart, with a complete breakdown of subformats, can be found in the R&R
Directory, which has been sent to all R&R newspaper subscribers.
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ing to Robertson Stephens media
analyst James Marsh.

In a detailed seven-page report
released Oct. 5, Marsh estimated
that broadcasters lost one week
of revenue because of commer-
cial-free news programming and
canceled ads, while a second

ANALYSTS/See Page 5

Sex Offender Rice’s
Stations Shut Down

Convicted felon Michael Rice
was dealt a punishing blow by
the FCC on Oct. 3, when it or-
dered him to shut down his five
radio stations as a result of his
convictions for sexual offenses
and also for misrepresenting his
level of involvement with the
stations following his arrest.

Convicted in 1991 on charges
of having sexual relations with
underage males, Rice had his li-
censes initially revoked in a
1998 hearing: he has been fight-
ing to have that action over-
turned ever since. But on Oct. 3
the FCC ordered him to shut
down his stations by 11:59pm —
this after the commission denied
his request for authority to con-
tinue operating them. In its order
the FCC says its action is “in-
controvertibly final.”

Rice argued that the public in-
terest would not be served if his
stations were shut down, but the
FCC said the markets his sta-
tions reach are “well-served.” On

RICE/See Page 28

Clear Channel Enters Seattle
With Ackerley Acquisition

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

Hearty explorer Chris-
topher Columbus sailed
from Spain, looking for
the New World and its
untold treasures. On the
day set aside to remem-
ber Columbus. Clear
Channel announced
that it, too, had found
treasures in what, for it,
was a new world: Se-
attle. On Monday the
Texas company an-
nounced its purchase of Seattle-
based Ackerley Group, which
includes KHHO-AM, KJR-AM,
KBTB-FM & KUBE-FM/Se-
attle; Clear Channel will also as-
sume Ackerley’s LMA for
KFNK-FM.

In an all-stock deal valued at
approximately $497 million,
Ackerley shareholders will get
0.35 shares of Clear Channel
stock for every Ackerley share

Ratings results from all Arbitron markets: www. rronline.com

ays

they hold. That works out to a
value of about $14.10 for each
AK share, a significant premium
on the issue’s $11 clos-
ing price on the Friday
before the deal was an-
nounced.

Clear Channel is also
assuming $294 million
in Ackerley’s debt. bring-
ing the deal’s overall
value close to $800 mil-
lion. Recent moves by
Ackerley illustrated that
it was in a state of tran-
sition: In the past few
months the company sold the
Seattle Supersonics basketball
team and let go of a corporate jet.

The merger brings all of
Ackerley’s radio, television and
outdoor-advertising assets under
the Clear Channel umbrella. The
merger almost doubles Clear
Channel’s television business, as
the company adds Ackerley’s 18

ACKERLEY/See Page 9
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Chances are what you need
Is like everyone else
It's in you, It's in me
You can see yourself...
But if you find a way,
You can always carry on....

S from the forthcoming elbum FORUM
| “Chances Are" goes for adds at Hot & Modern AC on October 15th

linvertigo

"chances are"

Management: RCM
www.Atlantic-Records.com ¢ www.InvertigoOnline.cam

WARNER MUSIC GROUP € 2001 ALANTIC RECORDING CORP. AN ACL TIME WARNEF. COMPANY
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Funches Rises To
VP/GM For Clear
Channel/Houston

Muriel Funches has beep elevat-
ed from GSM to VP/GM of Clear
Channel Hot
AC-Soft AC com-
bo KHMX &
KODA/Hous-
ton. She will also
oversee the com-
pany’s new re-
gional sales ini-
tiative, including
all sales revenue
originating from
Clear Channel
Entertainment.

“Muriel’s sales leadership has
been nothing less than spectacular.”
said Clear Channel/Houston VP/
Market Manager Carl Hamilton.
“She’s been the captain of the larg-
est ship in our fleet. Under her sales
leadership KODA has consistently
ranked as Houston’s No. | station
in terms of advertising sales reve-
nue and last year generated the
highest overall advertising sales
revenue in the station’s history and
the Houston radio market. KHMX
was Houston’s second-highest per-
former. We're looking forward to
Muriel extending her magic to the
overall management of these two
stations.”

Funches was previously GM of
KPAD/Dallas and has held various
sales-management positions at
KKBQ, KKPN, KKRW & KLOL

Funches

in Houston, as well as at WGClI- |

AM & FM/Chicago.

Stevens Steps Up
To Infinity/DC
VP/Programming

WPGC-FM/Washington Direc-
tor/Programming & Operations Jay
Stevens has been

elevated to VP/

Programming for |

Infinity’s entire
DC-area cluster.
Besides CHR/
Rhythmic
WPGC-FM,
Stevens will be
responsible for
Gospel WPGC-
AM, Classic Rock
WARW, Altema-
ave WHFS and Talk WJFK-FM. He
wiil also continue to oversee CHR/
Rhythmic sisters WZMX/Hartford
and WXYV/Baltimore.

“Stevens will work closely with
the DC-market program directors to
enhance their on-air products,”

Stevens

STEVENS/See Page 22
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Garth Brooks Gets The ‘Tntal’ Treatment

United Stations Radio Networks goes behind the music and career of
Garth Brooks with the syndicated four-part, eight-hour series Totally
Garth, Hosted by Tom Bergeron and produced by Neil Haislop, the se-
nies includes insights about Brooks'youth and rise to the top from family
members and colleagues, tributes and recollections from celebrity col-
laborators and comments from Brooks about his latest projects. Part
one of this tribute airs the weekend of Oct. 20-21, and parts two-four
air on the next three weekends. Pictured (I-r) are Brooks and Haislop.

' Clear Channel Taps More Regional VPs
' | Winkey first to be named in Plains/Northwest

Clear Channel has expanded its
roster of Regional VPs by naming
its first in the Plains/Northwest di-
vision and promoting several exec-
utives in the Midwest division.

In the Plains/Northwest division,
Steve Winkey will oversee the
lowa Trading Area, which includes
Cedar Rapids, Des Moines and
eight other markets in the state, as

t well as Quad Cities, IA-IL and
Omaha, Lincoln and select markets
in eastern Nebraska.

Winkey reports to Sr. VP Jay
Meyers, who commented, “Steve
has been handling the state of lowa
for me for a number of years, and
it’s natural to add eastern Nebras-
ka to make a great region that
stands ready to solve the marketing
needs of our customers.” Meyers
will make additional Regional VP
appointments in the Plains/North-
west in the coming weeks.

In the Midwest, Louisville VP/
Market Manager Bill Gentry has
added the Kentucky markets of

Frankfort, Lexington and Somerset, |

as well as Evansville, IN, to his re-

sponsibilities. Gentry has been in |

charge of Clear Channel’s Louis-
ville stations for three years.

Mike Kenney — who has been |

Cincinnati VP/Market Manager
since 1997 — has tacked on duties
in Dayton, OH and Huntington, WV.

Cleveland VP/Market Manager
Jim Meltzer will now also oversee

Clear Channel's stations in Akron, |

Ashtabula, Sandusky and Young-
stown, OH and New Castle, PA.
Columbus, OH VP/Market Man-
ager Tom Thon has received addi-
tional duties as Regional VP of the
Central Ohio Trading Area, which

comprises the small markets of |

RVP/See Page 28

Hollywood Hires MacDonald As VP/AIt

Hollywood. Records has
named Brian MacDonald
l VP/Alternative Promotion.

Based in Los Angeles, he
reports to Sr. VP/Promo-
tion Justin Fontaine.

Prior to joining Holly-
wood MacDonald spent
three years (1998-2001) as
VP/Alternative Promotion
at Interscope Records. Be-
fore that he was VP/Alter-
native Promotion at Capi-
| tol Records. From 1988-91 he was

National Director/Altemative Pro-
| motion at Enigma Records.
| “Brian has worked some of the big-
gest records in the modem rock for-
mat.” Fontaine said. “His expertise
and commitment will greatly benefit

MacDonald

to work with him again.”

MacDonald  noted
“What made Hollywood
Records so appealing to
me was the opportunity to
once again work with Jus-
tin Fontaine and the chal-
lenge of helping Holly-
M wood Records expand its
{ alternative presence with

such artists as Tricky, The

Butthole Surfers and The
Suicide Machines.”

Hollywood has also tapped
Christy Anderson as Regional/Di-
rector Promotion, based in Los An-
geles, and Rebecca Ponce as Na-
tional Promotion Administrator.
Both report to Fontaine.

all of our artists. It is great |
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' Arista Names McClendon VP/R&B Promo

o

Arista Records has ele-
vated Cecilia “C Murda”
McClendon to VP/R&B
Promotion. Based in New
York, she reports to Exec.
VP Lionel Ridenour and

| will develop and implement
promotional strategies at
the street, radio and retail
levels.

“This is an extremely
well-deserved promotion,”
Ridenour commented. “She
is a strong and respected leader in

the urban market with
deep-rooted relationships
at radio and warm rela-
i tionships with the Arista
| artists. She is the true
heart and soul of our R&B
promotion team.”
McClendon said, “It’s a
| preat feeling to be back at
Arista for my third time.
Through the years, both as
a radio executive and pro-
motion person, Arista has

McCLENDON/See Page 22

McClendon

Showing Their Support

Several hundred people garhered at five different locations along the
New Jersey shore recently and braved strong winds and rain in a show
of support and unity for the victims of the Sept. 11 terrorist attacks.
Everyone held hands and sang, then observed a moment of silence.
Donations for the We Care Fund, which was set up to help the fami-
lies of attack victims who lived in the New Jersey's Monmouth and
Ocean Counties, were also accepted.
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"Have a Nice

“It’s the perfect antidote
to gray skies and depressing news.”
Tim Schiavelli - WBRU/Providence

KLLC/San Francisco
— Over 100 spins already!

Impacting Hot AC and
Modern Rock now!

2]
©2001 V2 Records, Inc VA
www.stersophonizs.vZmusic.com

O T th U 2 FROM THE DOUBLE PLATINUM UK ALBUM
n OU r Wi “JUST ENOUGH EDUCATION TO PERFORM”
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R&R WASHINGTON BURFAU
kwilson@®rronline.com

FCC Commissioner Abernathy Speaks Out  Bloomberg

O Comments on broadcasters’ crisis response, commission reorganization

FCC Commissioner Kathleen Abernathy’s office was packed
on the morning of Oct. 4 as the commissioner hosted her first
press conference and gave reporters a chance to hear her views on
a variety of topics, among them broadcasters’ reaction to the Sept.
11 attacks, the notion of a statute that would require radio stations
to record their shows and the forthcoming rules for satellite-radio

repeater networks.

Abernathy commended all the
broadcast stations that discontinued
advertising immediately following
the Sept. 11 attacks and aired only
news coverage. saying that those sta-
tions demonstrated their dedication.
“We didn’t tell them to do that,” he
said. “Therc was no government in-
volvement. Licensees, for the most
part, care about their communities.”

On the issue of requiring broadcast-
ers 1o tape their programming, Aber-
nathy reiterated that she would not
support such a rule. “Broadcasters
know when they are crossing the
line,” she said. “To think they have
no responsibility is misguided.” She
noted that it is the FCC’s position to
act against stations only if they broad-

—
“Licensees, for the most

part, care about their
communities.”
B

cast indecent material and added,
“[Programming] may very well be
distasteful but not indecent. 1t’s only
actionable if it crosses over into be-
ing indecent.”

The FCC recently announced that
it will combine its Mass Media and
Cable Services Bureaus, and Aber-

October 12, 2001 R&R ® 5
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RTNDA, FAA Meet To Discuss News Choppers

n the first direct talks since the Sept. 11 federal ban on news helicopters,

the RTNDA and other interested parties met with the Federal Aviation
Administration on Oct. 5 to argue that news helicopters pose no threat to
national security and should be allowed back in the air in the areas where
they are still restricted. Media representatives emphasized that they would
be happy to work with the FAA to resolve security concerns. About 250
radio and TV stations use helicopters for news and traffic coverage. Re-
strictions on news flights were lifted outside the 30 largest metropolitan
areas on Sept. 28.

After airstrikes began against Afghanistan, RTNDA President Barbara
Cochran told R&R that the military action complicates her organization’s case.
She said, “It adds another element to the objections we have to overcome.”

FCC Blocks Clear Channel Buy

he FCC last week set aside Clear Channel Communications’ pro-
posed purchase of WSKW-AM/Augusta-Waterville, ME from Mountain

R&R Index

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

nathy commended FCC Chairman
Michael Powell and his staff for the
time they have invested in finding
ways for the commission to work
more efficiently. She said, “I'm very
pleased that he's willing to take the
lead on this. It’s very difficult wrap-
ping your arms around administrative
processes like that. It's not nearly as
sexy as issues like policy and law. It’s
management.”

Both satellite and terrestrial
broadcasters are waiting to see what
the rules will be, but Abernathy said
she doesn’t yet know when the com-
mission will release final regulations
for the terrestrial repeater networks
being operated under special tempo-
rary authorities by XM Satellite Ra-
dio and Sirius Satellite Radio.

Change Since

Abernathy was unable to say 150 92801 /o1 92X00 912801+ 1005/01
L B TG e R&R Index 22257 18049 18676 -16%  +3.4%
the interference guidelines and op-
eration limitations outlined in the Dow Industrials 10,724.92  8847.56 9,119.77 -15% +3%
STAs but said she hopes to see rules .

1436.28 1040.94 1071.38  -25% +2.9%

in place before the temporary au- S_&Psoo_

thorities expire on March 18, 2002.

Suit Calls Sirius Claims
“Impossibly Ambitious’

By JEFFREY YORKE
R&R WASHINGTON BUREAU CHIES
yorke@rroniine.com

Sirius Satellite Radio has been accused in a class action lawsuit
of issuing “a series of materially false and misleading” statements
and press releases about the launch date of its commercial service,
thus purposely misleading investors in the start-up company.

In a 34-page civil suit filed in Ver-
mont U.S. District Court by the New
England law firm of Johnson &
Perkinson, Sirius CEO David Margo-
lese, Exec. VP/Director Robert
Briskman and Sr. VP/General Coun-
sel Patrick Donnelly are named as de-
fendants who “failed to disclose facts
known to them or recklessly disre-
garded” facts about the launch that
would have revealed that Sirius’ plans
were “impossibly ambitious.”

The suit, which seeks a jury trial
and an unspecified amount in com-
pensatory damages, claims that Sirius
management knew that it was “im-
possible for the company to offer its
service commercially by the end of
2000, as initially disclosed, or early
in 2001, as subsequently disclosed.”
The suit points out that the launch of
Sirius’ satellites was delayed and the
production of its receiver chipsets ran
behind schedule. so it could not have
met the late-2000 target date.

The suit also claims that, “contrary
to the defendants’ statements,” the au-
tomobile industry has not commit-
ted to redesigning its manufacturing
processes to install Sirius receivers
in new vehicles or to promoting

Sirius subscriptions. Sirius is also
faulted for first advertising commer-
cial-free service that would cost $9.99
per month, only to later announce that
only 50 of its 100 channels will be
commercial-free and that it will
charge $12.99 per month.

The suit alleges that Sirius made
statements between Aug. 13, 1998
and Dec. 6, 2000 concerning the pro-
Jjected launch dates, and those state-
ments violated SEC disclosure rules,
*“caused the market price of Sirius
common stock.to be artificially in-
flated” and subsequently hurt inves-
tors, including Johnson & Perkinson.
The class action complaint invites
other shareholders to join the suit.

Sirius’ Donnelly rejected the suit’s
premise outright, saying in a state-
ment Monday, “These claims are
frivolous and without merit, al-
though the complaint was an enter-
taining piece of fiction. We have
fully complied with aill SEC disclo-
sure requirements and will vigor-
ously defend ourselves.”

Sirius expects to roll out its national
service in November, about the same
time that rival XM Satellite Radio is
set to unveil its national campaign.

Analysts
Continued from Page 1

week was lost because sales reps were
essentially not selling spots. The ana-
lyst made these determinations after
an extensive survey of radio stations,
radio groups and advertising agen-
cies.

Marsh found that September ap-

pears to be pacing 10% behind the
same period in 2000, while October
appears to be pacing 12%-14% be-
hind, and November is lagging by
14%-16%. Worse yet, Marsh warned,
these figures could prove to be con-
servative. He found that uncertainty
has caused many advertisers to take

Analysts/See Page 9

C L O S E D

JOYNER RADIO, INC

A. Thomas Joyner, President
has agreed to acquire

WSHV-FM & WJWS-AM

South Hill, Virginia

WEXQ-FM WJLC-FM

Chase City, Virginia Clarksville, Virginia

SR
SRR

Sfor

$2,235,000

Sfrom

OLD BELT BROADCASTING, CORP.
Norm Talley, President

PATRICIA WAGSTAFF

JLC PROPERTIES, INC

John Cole, President

Parrick Communications was proud to serve
as the broker in this transaction

—

NN
NN

PATRICK COMMUNICATIONS

(410) 740-0250, www.patcomm.com
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* WKKJ-FM/Chillicothe, OH

$17.5 million

Radio Business

DEAL OF THE WEEK ‘ 2001 DEALS TO DATE
|

Doliars to Date: $3,313,962,353
(Last Year: $24,930,949,133)
Dollars This Quarter:  $47,995,000
(Last Year: $855,684,133)
Stations Traded This Year: 875
(Last Year: 1,780)

‘ Stations Traded This Quarter: 35 _

(Last Year: 203)

Clear Channel Scores In Ohio

O Purchases Chillicothe-based FM for $17.5 million,
proposes tower move to Columbus metro

" Deal Of The W :'.\_']
Ohio

WKKJ-FM/Chillicothe
PRICE: $17.5 million

TERMS: Asset sale for cash. An ini-
tial payment of $14 million will be
made on Jan. 2, 2002, with the bal-
ance paid at closing.

BUYER: Clear Channel Communi-
cations, headed by Radio CEO
Randy Michaels. Phone: 859-655-
2267. It owns 1,211 other stations,
including WBEX-AM, WCHI-AM &
WFCB-FM/Chillicothe.

SELLER: Secret Communications,
headed by President Frank Wood.
Phone: 513-621-1600
FREQUENCY:93.3 MHz

POWER: 50kw at 335 feet
FORMAT: Country

COMMENT: A proposal has been
made to relocate WKKJ’s transmit-
ter to Asheville, OH, thus placing the
station within the Columbus, OH
metro. Clear Channel owns WMVO-
AM, WTVN-AM, WZNW-AM, WCOL-
FM, WFJX-FM, WNCI-FM & WQIO-
FM in the Columbus market.

KBTU-FM/Carmel, KHIP-
FM/Felton, KPIG-FM/

Freedom, KMBY-FMW/
Gonzales and KCDU-
FM/Hollister (Monterey-
Salinas-Santa Cruz)
PRICE: $10.25 million

TERMS: Asset sale for cash
BUYER: Mapleton Communica-
tions, headed by President Michael
Menerey. Phone: 310-209-7333. It
owns 13 other stations. This repre-

| sents its entry into the market.

SELLER: New Wave Broadcasting

LP, headed by President Charlie ‘

Cohn. Phone: 808-591-9369

| FREQUENCY: 101.7 MHz; 93.7

MHz; 107.5 MHz; 104.3 MHz; 93.5
MHz

POWER: 2kw at 529 feet; 28 watts
at 1,230 feet; Skw at 338 feet; 3kw at
509 feet; 110 watts at 2,297 feet
FORMAT: CHR/Rhythmic; Hot AC;
Triple A; Alternative; Hot AC
BROKER: Elliot Evers of Media
Venture Partners and Frank Higney
of Kalil & Co.

COMMENT: In a related deal, Maple-
ton is entering into a joint sales agree-
ment with J&M Broadcasting’s

KBOQ-FM/Carrrel (Monterey-Sali- |
nas-Santa Cruz). This deal originally
appeared in the Sept. 28, 2001 issue
of R&R with an undisclosed price.

WWNS-AM & WMCD-

| FM/Statesboro and
WSYL-AM & WZBX-FM/
Sylvania
PRICE: $3.2 million
TERMS: Asset sale for cash; $1.4
million in cash is due at closing, aiong
with $1.8 million payable with a nine-
year promissory note with 8.5% an-
nual interest. A noncompete agree-
ment will be honored for three years.
BUYER: Communications Capital
Managers LLC, headed by Manager
Michael Oesterie. Phone: 517-351-
3222, It owns three other stations. '
| This represents its entry into the |
market. ‘
SELLER: Radio Statesboro Inc.,
headed by President Nate Hirsch.
Phone: 912-764-5448
FREQUENCY: 1240 kHz; 100.1 MHz;
1490 kHz; 106.5 MHz
POWER: 710 watts; 50kw at 295 feet;
| Tkw; 8kw at 328 feet
| FORMAT: News/Talk/Sports; Hot AC; |
Country; Country
BROKER: Satterfield & Perry

!
FETETTE

| KROK-FM/De Ridder

| PRICE: $400,000

TERMS: Asset sale for cash
BUYER: Apex Broadcasting Inc.,
headed by President Dean Pearce.

| Phone: 601-693-2381. It owns four |

TRANSACTION

All transaction information provided by

A GLANCE

BIA's MEDIA Access Pro, Chantilly, VA.

o KBTU-FM/Carmel, KHIP-FM/Felton, KPIG-FM/Freedom,
KMBY-FM/Gonzales and KCDU-FM/Hollister (Monterey-
Salinas-Santa Cruz), CA $10.25 million

* WWNS-AM & WMCD-FM/Statesboro and WSYL-AM & WZBX-

FM/Sylvania, GA $3.2 million

® KROK-FM/De Ridder, LA $400,000

* WGRI-FM/Flint, Ml $450,000

© KRLV-AM/Las Vegas, NV $2 million
© WDLC-AM & WTSX-FM/Port Jervis (Newburgh-Middletown),

NY $3 million

© WHTR-FM/Corinth (Glens Falls), NY $2.4 million

© KGUY-AM/Milwaukie (Portiand), OR $750,000

© WVZN-AM/Columbia, PA $165,000

® KJR-AM, KBTB-FM & KUBE-FM/Seattie and KHHO-AM/
Tacoma (Seattle), WA Undisclosed

other stations. This represents its
entry into the market.

SELLER: Stannard Broadcasting
Co., headed by owner/GM Doug |
Stannard. Phone: 337-537-5889 |
FREQUENCY: 92.1 MHz

POWER: 12kw at 469 feet

FORMAT: Triple A

COMMENT: This deal originally ap-
peared inthe Sept. 21, 2001 issue of
R&R with an undisclosed price.

PRICE: $2 million

TERMS: Asset sale for cash
BUYER: Continental Radio Broad-
casting LLC, headed by President
David Peschau. Phcne: 608-788-
4667. It owns no other stations.
SELLER: Fred Weinkerg. Phone:
702-736-3145

FREQUENCY: 1340 kHz

POWER: tkw

FORMAT: News/Talk

WGRI-FM/Flint

PRICE: $450,000

| TERMS: Asset sale for cash

BUYER: Educational Media Foun-

i dation, headed by President Rich-

ard Jenkins. Phone: 800-434-8400. |
it owns 48 other stations. This repre-
sents its entry into the market.
SELLER: Gospel Radio Interna-
tional Inc., headed by John Yinger.
No phone listed.

FREQUENCY: 88.9 MHz

POWER: 150 watts at 361 feet
FORMAT: Gospel

WDLC-AM & WTSX-FM/
Port Jervis (Newburgh-
Middletown)

PRICE: $3 million

TERMS: Asset sale for cash
BUYER: Clear Channel Communi-
cations, headed by Radio CEQ
Randy Michaels. Phone: 859-655-
2267. It owns 1,211 other stations,
including WELV-AM & WFKP-FM/

| Ellenville (Newburgh-Middletown),

NY.

SELLER: Port Jervis Broadcasting
Co., headed by GM Rick Mussel-
man. Phone: 845-856-5185

Continued on Page 9

Invest in Your Future and
Take Your Career in Programmmg
to the Next Level

As the radio industry chanzes, you need to ct@nge with it

R

AANY § UTPARS. T For tha Powes of Mavic

If you're a programiwer, the Radio Advertising Bureau now offers you the opportunity to increase your knowiedga of the business and your value
to your station. With your Certified Radio Marketing Consultant ngr‘mmers Accreditation (CRMC-PA), you'tl cambine your expertise in
Programming with the vital, career-building knowledge of Sales.

To get a free copy of the CRMC-PA on CD-ROH, watch for it arriving on yout desk soon, call the Radio Advertisirg Bureau
at 1-800-232-3131 or loc on at hitp:/fwww.rab.com.

Get the credit you deserve. Get certified!

www americanradiohictorvy com
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ON THE AIR...

WHERE THEY BELONG!

Countdown

The Crook & Chase

Countdown and Holiday
Specials are now part
of the United Stations
family of programming.

Hundreds of affiliates
are pleased to present
the best-loved team in
Country Radio, Lorianne
Crook and Charlie Chase.
You can join them by
contacting your United
Stations rep, calling
212-869-1111 x0 or

sending an email to

crookandchase @unitedstations.com

America
MHears

JM@OWENS
& ASSOCIATESINC.

" _UNITED
STATIONS

RADIO NETWORKS
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a skilled mariner.”

- English proverd

In thesewrmaespecially, it is critieal to have a sense of
purpose and to be targeted and effective in all our actions.
What is perhaps even more important is to continue to
take action and move forward.

Regardless of the times, people will not stop listening to direct

radio. Radio is a critical medium for information, :
entertainment, and even human coniact. The question ; markeung
is whom will people be listening to?

results

www.dmrinteractive.com

800.261.0831

Cincinnati ® Boston ¢ Atlanta ® Chicago
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Ackerley

Continued from Page 1

TV stations in markets such as Syra-
cuse, Rochester and Utica, NY;
Bakersfield, Fresno and Monterey,
CA; and Eugene, OR. And Clear
Channel takes over almost 6,100 out-
door displays in Boston, Seattle and
Oregon.

“This acquisition enables us to
offer our advertising customers more
cross-platform advertising opportu-
nities,” Clear Channel CEO Lowry
Mays said, “because we have a ra-
dio station, outdoor-advertising op-
eration or live-entertainment venue

presence in 15 of Ackerley’s 18 tele-
vision markets.”

In the hours after the deal was an-
nounced, Wall Street embraced it. In
midday trading on Monday, AK shares
were up 22%, to $13.47. AK closed
the day at $13.40 per share, a $2.40
improvement over Oct. 5’s close.

Ackerley executives, who held acon-
ference call on Monday to discuss the
sale, said they never set separate prices
on the individual assets when working
the deal, and CEO Barry Ackerley
wouldn’t venture a guess on the value
of his company’s radio assets.

But Merrill Lynch analysts Jessica
Reif Cohen and Keith Fawcett peg the

radio stations’ value at $160 million
and estimate that the TV assets are
worth another $100 million. They
said Ackerley may have been moti-
vated to sell because it had difficulty
competing for national advertising,
since it operated in only three major
markets via its radio and outdoor
businesses.

The analysts believe that Clear
Channel will be able to improve
Ackerley’s operations in both radio
and outdoor by more effectively
pushing national advertising to
those assets. They raised their
EBITDA estimates for the Ackerley
businesses to $17 million this year

and $31 million next year.

During the conference call, Barry
Ackerley said candidly, “It was time
for us to consolidate. There are a lot
of big players that can do things we
can’t do; we’re not that big of a com-
pany. If you would’ve told me 10 years
ago that you could own as many ra-
dio stations as people own now, 1
would have said you were nuts.”

He noted that Ackerley used to
own stations in Boston; Portland,
OR; and Ft. Lauderdale, FL, but
when the FCC’s ownership rules
changed, he was faced with the
choice of either buying more sta-
tions or selling what he had. Com-

pany President Chris Ackerley said
that he and his family are sad to be
leaving the business but said he be-
lieves the merger with Clear Chan-
nel is in the “best interests of our
shareholders and our company.”

Should Ackerley decide to walk
away from the deal, it’ll cost the com-
pany. If it accepts an unsolicited deal
from another party or doesn’t meet
the req of the ag it
must pay a $17.25 million termina-
tion fee to Clear Channel, plus up to
$7.5 million in Clear Channel fees re-
lated to the deal. If Clear Channel de-
cides to terminate the deal, it must
pay Ackerley $7.25 million.

Analysts

Continued from Page 5

a wait-and-see approach, which in
tumn could have an added negative
impact on pacings.

In late August Marsh noted that
advertising rates were as much as
10% below 2000 levels but were start-
ing to increase in some markets. Al-
though ad rates are holding firm for
now, Marsh said most broadcasters
have lost the leverage they gained,
and many have indicated that ad rates
could fall further if demand contin-
ues to weaken. He is encouraged,
however, by President Bush’s pro-
posed $75 billion stimulus package
to reinvigorate the economy, as well
as by the Federal Reserve’s half-point
rate cut last week.

But Marsh warned that “investors
should remain cautious” and focus
on local exposure. He recommends
that investors concentrate on stocks
with a strong local ad base, and he
gave Cumulus, Regent and Salem
each “buy” ratings. Investors, he
said, should also consider such com-
panies as Radio One, since they can

rely on non-advertising-related cata-
lysts for continued growth. Marsh
warned that broadcasters with higher-
than-average exposure to the New
York market — specifically Spanish
Broadcasting and Emmis — could
suffer from a drop in business, al-
though he expects those groups to
outperform others in the market.

First Union Securities analyst James
Boyle is also betting on groups focused
on local advertising. In a review of di-
sasters over the past 35 years, Boyle
determined that local advertising has
been more resistant to drop-offs than
national buys. He pointed to Clear
Channel, Saga and Emmis as compa-
nies that derive a majority of their rev-
enues from local ads, and he said Clear
Channel, Emmis and Radio One are
companies whose current valuations
present “very attractive entry points for
investors.”

Still, Boyle revised his outlook for
the radio industry as a whole and now
forecasts a decline in radio revenues
of 5% in Q3 and 3% in Q4. He ex-
pects that December will be the first
month to show any positive growth,
with a modest 1% improvement.

Carpooling Could Shrink
Gotham Audience

It’s been only two weeks since
New York City instituted new com-
muter restrictions on traffic through-
out Manhattan, but Robertson
Stephens’ Marsh is concerned that
the result will “pinch radio-station
listenership,” since fewer passenger
vehicles will be on the road — thus
costing stations 2%-3% of their
drive-time audience. Single-occu-
pancy vehicles are presently prohib-
ited from entering the borough be-
tween 6am and noon.

Barrington Research’s James Goss
said last week he believes that many
companies will likely head back into
acquisition mode once financial
markets strengthen and become more
liquid. He said medium-sized radio
groups are the ones to keep an eye
on. In a research report on the state
of the media industry, Goss said the
gap between pricing expectations for
sellers and pricing requirements for
buyers is finally narrowing to the
point where one-off station transac-
tions are once again occurring. He

==

Transactions ; a0 Il washington |

Continued from Page 6 L -

MMi . KJR-AM, KBTB-FM &
FREQUENCY: 1490 kHz; 96.7 MHz :;%Etlva-:d) iwaukie KUBE-FM/Seattle and
POWER: 1kw; 890 watts at 610 feet KHHO-AM/Tacoma
FORMAT: Adult Standards; Oldies | PRICE: $750.000 (Seattle)
TERMS: Asset sale for cash

COMMENT: This deal originally ap-
peared in the Sept. 28, 2001 issue of
R&R with an undisclosed price.

WHTR-FM/Corinth
(Glens Falls)

PRICE: $2.4 million

TERMS: Asset sale for cash
BUYER: Galaxy Communications,
headed by Chairman/CEQ Ed
Levine. Phone: 315-633-0047. It
owns 14 other stations. This repre-
sents its entry into the market.
SELLER:Vox Media Corp., headed
by owner Jeff Shapiro. Phone: 781-
239-8018

FREQUENCY: 93.5 MHz

POWER: 1kw at 420 feet

FORMAT: Oldies

COMMENT: Galaxy will be relocat-
ing WHTR's tower to Scotia, NY be-
fore the end of this year and will shift
the station's frequency to 93.7 MHz.
The move will place WHTR in the Al-
bany-Schenectady-Troy radio mar-
ket, where Galaxy is also purchas-
ing WABY-AM/Albany & WKLI-FM/
Ravena in a $3.5 million deal (R&R
8/24).

BUYER: William Sizemore. Phone:
503-655-0600. He owns one other sta-
tion, KKGT-AM/Clackamas (Port-
land), OR.

SELLER: Eads Broadcasting Corp.,
headed by VP Richard Eads. Phone:
541-926-8683

FREQUENCY: 1010 kHz

POWER: Skw

FORMAT: News/Talk

WVZN-AM/Columbia

PRICE: $165,000

TERMS: Asset sale for cash
BUYER: Esfuerzo de Union Cris-
tiana, headed by President/Director
Wilson Cortez. Phone: 717-394-
7753. It owns no other stations.
SELLER: Susquehanna Associa-
tion for the Blind and Vision Im-
paired, headed by VP Dennis
Steiner. Phone: 717-291-5951
FREQUENCY: 1580 kHz

POWER: 500 watts day/5 watts night
FORMAT: News/Talk

www americanradiohistorv com

PRICE: Undisclosed

TERMS: Asset sale for stock
BUYER: Clear Channel Communi-
cations, headed by Radio CEO
Randy Michaels. Phone: 859-655-
2267. It owns 1,211 other stations.
This represents its entry into the
market.

SELLER: Ackerley Group, headed
by CEO/Director Barry Ackerley.
Phone: 206-624-2888
FREQUENCY: 950 kHz; 95.7 MHz;
93.3 MHz; 850 kHz

POWER: 50kw; 100kw at 1,293 feet;
100kw at 1,293 feet; 10kw day/1kw
night

FORMAT: Sports; Rhythmic Oldies;
CHR/Rhythmic; Sports
COMMENT: Clear Channel is
purchasing all of Ackerley’s radio,
television and outdoor-advertising
assets in an all-stock deal valtied at
approximately $497 million. Clear
Channelis also assuming $294 mil-
lion in Ackeriey debt, bringing the to-
tal value of the deal to approximately
$800 million. Additionally, Clear
Channel will assume Ackerley’s LMA
for KFNK-FM/Tacoma, WA as part
of this deal.

also projects that the FCC’s current
review of its broadcast-newspaper
cross-ownership ban may lead to a
new round of deals in other media
sectors.

Despite his hope for deals, Goss
lowered his economic forecast for
radio and now predicts industry-
wide revenues will decline 5.6%
rather than 2%. He expects that
national advertising will suffer a
14% decline and that local adver-
tising will dip 3%; his earlier fore-
casts predicted falls of 6% and 1%,
respectively.

But a turnaround could come
sooner than expected. Merrill Lynch

Bloomber

Continued from Page §

analysts Keith Fawcett and Jessica
Reif Cohen believe “there is a clearly
developing political consensus” for an
economic relief package, which may
come through a combination of tax
cuts and government spending, that
could provide the catalyst for a growth
in demand for ad spending. As a re-
sult, they figure, “The downtumn in ad-
vertising may be steeper and deeper
than expected a month ago, but it may
rebound sooner in late 2002, as op-
posed to 2003.” Still, they lowered
their revenue-growth expectations
from -3% to -8% for Q3; from -5%
to -8% for 2001; and from +4% to a
range of -1% to +3% in 2002.

- BUSINESS
BRIEFS

Wireless. Clear Channel already owns six stations in the market, and the
sale would have left Mountain with just two in Augusta-Waterville.The FCC
cites ownership-concentration and ad-revenue concems as reasons for its

blocking of the deal.

Researcher: Digital Radio Could Offset XM,

Sirius Effects

arrington Research Associates’James Goss said last week that, while

satellite-radio providers XM Satellite Radio and Sirius Satellite Ra-
dio pose a competitive challenge to traditional radio stations, their advan-
tages are imited because they seek paying subscribers for added-value
services. Traditional stations, he said, could also seek an advantage by
focusing on their local markets and upgrading to digital radio. Goss noted
that iBiquity continues to receive support from the radio industry and added
that its technology could counter the potential sound-quality lead satellite

radio might initially enjoy.

XM Declares Quarterly Dividend
M Satellite Radio is offering a regular quarterty dividend on its 8.25%
series B convertible redeemable preferred stock. The dividend is pay-
able in shares of the company’s Class A common stock at a rate of $1.03 per
share of series B preferred stock owned, with fractional shares to be paid in
cash. The dividend is payable Nov. 1 to shareholders of record as of Oct. 22.

Analyst Downgrades Satellite Radio

errill Lynch analyst Marc Nabi downgraded XM and Sirius earlier this

week, cutting his near-term ratings on both companies from “accu-
mulate” to “neutral.” Nabi also slashed his long-term rating on Sirius from
“buy” to “accumulate” but reiterated a long-term “accumulate” for XM.

Regent Lowers Q3 Expectations

egent Communications said that its Q3 revenue will be in the $13.8

million-$13.9 million range, down from previous guidance of $14 mil-
lion-$14.8 milllon, and broadcast cash flow will come in between $3.8 mil-
lion-$4 million, down from $4.4 million-$4.6 million. On a same-station ba-
sis, Regent now forecasts flat revenue growth instead of a 3%-5% improve-
ment and a 20%-25% decline in BCF instead of a flat comparison to Q3
2000. Regent cited the impact of the Sept. 11 attacks and the subsequent
challenging advertising environment for the lowered guidance and noted
that before Sept. 11 its results were trending in line with expectations. Chair-
man/CEO Terry Jacobs pointed out that while the company's financial re-
sults have been affected in the near term, Regent is “well-positioned for
long-term success” because its midsized markets derive most of their rev-
enue from local advertisers. Regent will report its Q3 results Nov. 7.

L T ——
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= Ray Garon in the GM Spotlight, Page 12
= Rich Carr’s RadioWeb 911, Page 17
= Industry calendar of events, Page 17

management - marketing - sales

“Fm tough, I'm ambitious, and I know exactly what I

want. If that makes me a bitch, OK.”
—Madonna

What do women want? Jewelry.
Long, romantic walks on the
beach. Help with disciplining
7| the children and picking up the
house. But wait! I think the
question should be, What do
women want from their other
intimate partner — radio?

By Pam Baker

Sales & Marketing Editor

L)

¢ ﬂ Arbitron and Joint Commu-

‘:;‘ nications teamed for a ground-
L~ 9 breaking study based on inter-
. views with more than 1,000
female Arbitron diarykeepers
between the ages of 18 and 54
who listen to all major formats. The results of “What
Women Want: Five Secrets to Better Ratings” were
revealed at last month’s NAB Convention in New
Orleans by Arbitron National Radio Sales Manager
Laura Ivey and Joint Communications CEO John
Parikhal.

Ivey says, “Many of the findings confirm existing
wisdom, but the emphasis on family-friendly listen-
ing and the aversion to contests that many female
listeners have are especially worth noting.”

Some of the study’s other findings are surprising
as well. For example, when women and radio are
mentioned together, the focus is usually on one
format: AC. However, according to Arbitron, less
than 20% of all 18-54-year-old women listen to any
station that could be called AC. In other words, more
than 80% choose formats other than AC.

Below are more highlights from “What Women
Want.” The complete study is available on the
Arbitron website at www.arbitron.com.

RESEARCH THE MUSIC

Not surprisingly, the No. 1 reason women tune in
to radio is music — lots of their favorite music.
Regardless of age and regardless of what format they
like, women want you to play their favorite songs
and not play the songs they dislike.

“One of the key things we’ve learned, particularly
over the last decade, is that a lot of research treats
women too much as a commodity and notenoughas
a specific target,” Parikhal says. “People will say,
‘I'm going to research 18-34 women.” Well, that's
pretty wide.“OK, I'm going to research 18-34 women

to listen to even if | don't play them.” Here's what they rapliad:

Strongiy agree 25% 15% 24% 18%

Strongly disagree 17%  16% 17% 24%

it be bettar to just play mona music?

WHAT DO WOMEN REALLY WANT?

M Arbitron and Joint Communications answer an age-old question

who are P1s to my station and two other stations.” What
does that mean? They might be P1s to the other station
for its morning show and not because of the music.
“In our experience, what we
found is that just under 50% of
music research is off-target — off
by 10% to 50%, roughly. What that
means is that researchers aren’t
specific enough about screening
women into their research. And if
you're not specific enough about [
age, the results are misleading.
For example, an Alternative sta-
tion might research women 25-34,
but the real number it should be using is 26 to 33. You
might think 25-34 and 26-33 are the same thing, but
they’re not. That’s 20% of your sample you shouldn’t be
talking to — the people who are 25 and the people who
are 34. So if you're bringing 100 people into a research
study, two out of 10 of those people are going to be off.

PARIKHAL

“Music research is the single most
important thing a radio station can
do. However, in the absence of a
strategic framework, it’s the most
dangerous thing it can do.”

John Parikhal

“What we've found is that people don't target by age
tightly enough, and they especially don’t target by what
we call ‘co-related music taste’ often enough. In other
words, they will throw out a montage of stuff and say,
"This represents our radio station. If you like it, we want
to test you.” Well, what represents your radio station
might not be exactly what your station should be. So by
putting out a montage of what represents your station
rather than what your radio station should be — and
they’re not always the same, unless you've done some
pretty sophisticated perceptual research — you've
introduced another error. If you introduce a 5% or 10%
error at three places in a project, you can be off 35% or
40%. And then you all of a sudden end up adding

One thousand female Arbitron diarykeepers were aakad if they agres or deagrae with the statement *Radic contests are fun

AC HotAC CHR Alternative ClassicRock Urban Country Jazz Oldies News

9% 45% 25% 2% 24% 1%

52% 7% 15% 27%  26% 34%

1f more than 75% of yaur iemmale listeners don't really enjoy playing along with contests, ara comests warth doing ? Wouldn't

together too many bad songs with the good ones.

“My favorite lineis‘It tested.” What does ‘It tested"
mean? If I took an X-ray of my foot when I was
looking for lung disease, I could say, ‘But I took an X-
ray.’ I'll restate the obvious: Music research is the
single most important thing a radio station can do.
However, in the absence of astrategic framework, it’s
the most dangerous thing it can do.”

GUT OUT THE CONTESTS

“Be the 20th caller to win tickets to a screening of....”
Blah, blah, blah. You may think you'reenhancing your
station with contesting, but when female diarykeepers
were asked about contests, almost 40% said they want
no contests at all. They don’t find contests enter-
taining, they tune out when they come on, and they
consider them an unnecessary irritant.

The irritation with contests is lowest among
women 18-24 and increases with age. Among those
who don’t have strong negative opinions about
contests, most have never listened specifically to win
or tried to contact a radio station, but they say they
find some play-along value and entertainment. lvey
points out, “The most surprising finding is the fact
that only 11% of all women 18-54 have ever tried to
win anything from the radio by listening for a
contest. That means 89% haven't even tried to win.
And among those who have won a prize, most have
won more than once. A quarter of them have won so
many times that they can’t remember. In other
words, people who play contests are likely to keep
playing them over and over.”

PROMOTE A PG RATING

Despite all the dirty talk and shock-jocking on the
air, women demand family-friendly radio that they
can listen to with their children, and 62% “strongly
agree” that they will tumn the dial if they hear
programming that's inappropriate for their kids’
ears. Even the majority of 18-24-year-old women are
concerned about what kids are exposed to on the
radio.

“I call it the canary in the coal mine; [ just think
we've takenittoo far,” says Parikhal. “And, since I'm
one of the people who has helped take it too far, I'm
not saying that I'm off the hook on this. You look at
MTV, VH1 or a Britney Spears video or listen to an
Eminem record, then you hear disc jockeys on the
radio who are rude and vulgar. Even personalities
who are supposed to be appealing to 35-year-old
women have become ruder because they feel like the
ante has been upped.”

So does Parikhal think personalities are taking the
easy road by being vulgar instead of trying to perfect
their entertainment skills? “I think that shock always
works the firsttime,” he replies. “My standing jokeis,
show me a comedian who can make me laugh
without saying fuck, and I'll show you a comedian.
Shock, in and of itself, is thrilling, exciting, naughty
and forbidden — and, after a while, it gets boring.”

When sex, foul language and rudeness are tightly

Continued on Page 14
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On October 21, 1995 the Kim Komando Show premiered
nationally with 3 brave affiliates. Crtitics said, “In will
never work.” They said “The Internet is just a fad. The pro-
gram’s focus is just too narrow. ” And then our favorite critique:
“What does she know, she’s just a girl.”

We said “It’s a start.”

n October 21, 1996 the program was carried on over 100

affiliate stations. Critics said “It will never last.” On
January 5, 1997 we launched the Monday through Friday Kim
Komando Computer Minute with 28 affiliates. “It’s a start,” we
said. This time the critics weren’t so vocal.

n October 20, 2001 the Kim: Komando Show celebrates its

7th anniversary with over 400 affiliates in virtually every
market. The Daily Kim Komando Computer Minute is carried
on over 250 affiliates. Kim Komando reaches over 10 million
listeners every week. The critics are gone.

ongratulations Kim, from all your friends at WestStar
TalkRadio Network.
Not bad. For a girl.

In the year 2001 and beyond, She’s Still The One!

TalkRadio’s #1 Computer
and Internet Show

VestStar
TakRaio T

602-381-8200 = 71 vesiem sations

www.weststar.com

| starGuide RSN

Available via ABC & Clear Channel NSN StarGuide Il
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® Everybody loves Ray G.!

This week’s GM Spotlight recognizes 30-year
radio veteran Ray Garon, of Saga Communica-
tions. “Ray is a fantastic GM, full of life and spirit,”
e-mails an R&R reader. Another staffer writes,
“You know your GM has a loyal and dedicated
following when no one
- quits! It's been the same
[ | team for years because Ray
® is great to work for.”
Congratulations!

Idecided to enter the world
of broadcasting because:

'

“Iwasa littlekid, about

10 years old, and lived not

far from the local AM

| | station. | was a big fan, so

AJM 1 I 31 7/0|| one day, out of curiosity, I

stopped by, and they gave

me a tour. | absolutely fell in love with what I was

seeing, and I became obsessed with becoming a
Dj.”

First job in broadcasting:

“My first job on somebody’s payroll was in
1971, when WZID first went on the air. Back then
we were fully automated Beautiful Music, so my
first job was baby-sitting tapes on the weekends.
The funny story was that I was offered a DJ job
soon after that but didn’t take it. By then I was
realizing that being a DJ didn’t have all the glory
that had seemed to be attached to it. I ended up
going into the Air Force.”

Carcer highlights:

“The mother of them all is the fact that I started
here in 1971 as a young kid just graduating from
high school, and then, 30 years later, I'm running

sSpotlight

President/GM of WFEA-AM,
WQLL-FM & WZID-FM/Manchester, NH

the place. That's the greatest highlight.
My most unforgettable moment at a radio station:

“I can’t think of anything as huge as what just
happened to all of us on Sept. 11. That was, without
question, the most monumental event that ever
happened, for a radio broadcaster. I will never forget
that morning. The greatest reward that came out of
everything was just a few days later, when our three-
station cluster teamed up with a local TV station for a
fund-raiser. In two days we raised well over $1
million — in Manchester. According to Arbitron, the
metro has around 160,000 people. It was awesome. 1
would expect something like that to happen in a top
50 market, but nctin a market that’s almost No. 200 —
it was unbelievable ”

My favorite album of all time is....

“I'm a music maniac, so I dug and found my
favorites: The Beatles’ Rubber Soul, Maria Muldaur's
Midnight at the Oasis, Dan Hicks’ Last Train to
Hicksville, The Flying Burrito Brothers, Chris
Hillman, Herb Pederson, Larry & Tony Rice’s Out of

ot Fbmpshines
95.7™WZID

RAY GARON

v
the Woodwork and Jerry Dou-
glas’ Slide Rule.”

If I weren’t in the radio
business I'd probably be.... |

- y
“I'd be in the music busi- . -

ness, either in music management, producing or
engineering. I play guitar, and if I weren’t in radio,
that would mean 1'd be playing more, and, after 30
years, I might have been good enough to make a
living at it.”

I'm most proud of:

“I have a great family. My wife, Karen, is super,
and if it weren't for her, I never would have had this
success. [ have two greatkids: Justyn, who's 21 years
old and a senior in college, majoring in chemical engin-
eering, and Mary, who's 11 and a little basketball
star.

“Professionally, I have an unbelievable staff.
Every department head I have has been with me
since the beginning. I've had no turnoverin 10 years.
They are the best.”

The best words of advice I've ever received were:

“Tom Joerres, of the Milwaukee Radio Group,
told me a long time ago, ‘It’s all about the people.’
And he's absolutely right. It's all about the people.”

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

“I think my staff would be shocked to know that
I don't necessarily have a laser focus on revenue.
The GM of the station, I suppose, comes off as being
driven by cash flow and revenue, and I think they’d
be surprised to know that’s not necessarily what it
is. My attitude has always been that if you're doing
everything right, you're treating people right, and
you're paying attention to the product, the money
will follow.”

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.

st

Doug Stephan
Doug Stephan’s Good Day
Morning Show
After 13 years on the air it's
the marning show with more

stations than anyone else.

%

LAEGRVETGED]
Battle Line with Alan Nathan

Alan Nathan, the centrist with
teeth, advocates a more biting
aggressiveness. “Smart and

Fast, this show has a great
edge.” Tony Blankley, McLaughlin
Group Panelist, NBC

Blanquita Cullum
The BQ View
BQ has a lively mix of politics,
pop culture, personality and
listener call-ins with a
conservative edge.

www.radioamerica.org

Oliver North

Common Sense Radio with
Oliver North

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

Gary Nolan
The Gary Nolan Show

The equal opportunity
annoyer.

202.408.0944

WwWWWwW.americanradiohistorv.com
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SONGS OF HOPE FOR A UNIFIED NATION

On September 11th, Johnny VanZant of Lynyrd Skynyrd
received a call from a close friend. The call was from a buddy of
his who was working on a rooftop in Manhattan. He told of
how he heard a loud explosion and looked up to see the first of
two planes slam into the World Trade Center. As he looked
around at his many co-workers, tears were streaming down their
faces. As his friend continued to talk, VanZant jotted down the
words "the day America cried.” In a musical call-to-arms,
VanZant then contacted Grammy Award-winner Jim Peterik,
and entrusted him in helping to make his vision come to life in
a song. After three days and nights of long-distance collaboration,
that song was born.

The Day America Cried

SONGS OF HOPE FOR A UNIFIED NATION

F eaturing:
Johinny VanZant
gf.—cyn_\,rd'.\éynynt'

Jim Peterik
of 9des of Muarch
and Survivor fame

Don Barnes
of 28 Special’

Introducing
Brian Anderson

VanZant
Kevin Cﬁa&ant

of Two Fives and The Storm
The Storm
Kelly Keagy

of ‘T‘i(qﬁr ‘Ranger
The 1des Of March

and more...

to benefir the

911 Relief Project

The staff of Jeff McClusky & Associates has serviced the
single “The Day America Cried” to over 800 radio stations around
the country. This single is the lead track from the benefit album which
brings together some of classic rock's greatest artists in a humanitarian
cffort. 100% of the net proceeds will go to support the American Red
Cross, United Way's September 11th Fund and other related charities.

Call 773-938-1212 if you didn't receive your copy

- h*r:msccnsion

WMusic Group

Www, tmgmusic.com

www.americanradiohistorv.com

"...as strong a testimony to the spirit of
America as ['ve heard. Johnny VanZant and
Jim Peterik have stepped up to the plate big-
time with “THE DAY AMERICA CRIED.”

- Jobn Perry/Program Director -
WIIL-FM — Chicago
e R
‘f
“A day doesn't go by without listeners
requesting “THE DAY AMERICA CRIED”
It red, white and blue me away!!"

- John "Records" Landecker,
WIMK Chicago 104.3-FM

'Jim Peterik's passion for gusic reminds me
of the Woodstock nation; Hendrix, Joplin,
Crosby Stills and Nash-all these vivid
memories of the 60s and 70s. Jim remains a
vital musical force and his work with
Johnny VanZant on “THE DAY
AMERICA CRIED” is something every
American should treasure”

- Chet Coppock --National Host of
SPORTING NEWS RADIO

“The phones go absolutely nuss whenever we
play “THE DAY AMERICA CRIED.”

It touches an emotional chord with our
listeners that cuts across all age groups

and goes right to the heart.”

- Steve King and Johnnie Putman
WGN 720-AM--CHICAGO'S #1
ALL-NIGHT RADIO SHOW

“THE DAY AMERICA CRIED,” its'
heartfelt lyrics and haunting melody will live
forever in the hearts of all Americans as we

seek freedom through peace.”

- Dale & Pat Luther
Music Collectors/Freelance Radio Shows

IN STORES
OCTOBER 23RD

Exclusively Distributed By:

2 BAKER&TAYLOR DISTRIBUTION
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Continued from Page 10

woven into pop culture, children begin to think such
behavior is acceptable and the norm. Whenyou were
growing up, were you ever exposed to television
shows like Souti: Park, Sex and the City or Where's My
Busli? “Women are saying, ‘I don’t want my 9-year-
old to be exposed to rudeness and vulgarity,”
because kids pick that up and parrot it back to you,”
says Parikhal. “If kids take their cues from popular
culture, we have to at least minimize what they are
exposed to. Where this really went over the top was
with Bill Clinton and Monica Lewinsky. Eight-year-
olds were asking their moms what oral sex was, and
mothers were saying, ‘Hold it. [don’t want to explain
this to my 8-year-old.”

1T'S GOTTA BE REAL

Women want to be entertained, and they want to
laugh. They expect air personalities to be funny or at
leastsomewhatentertaining. What do they hate? On-
air personalities who are rude, phony, cheesy or
offensive.

“The word cleesy started popping up in focus
groups when we asked women to tell us about
announcers,” Parikhal says. “Itbecame the big word.
We said, ‘Do you know what clieesy means?’ because
we didn't, and they said, ‘Oh, yeah, they’re kind of
phony, they’re kind of fake, they’re trying too hard,
they're really bad.” Cheesy is another word for corny.
WhatyouhavetodoasaPDiswork with your talent.
With PDs doing five jobs at a time right now, they
have less time than ever to do airchecks.” And that,
says Parikhal, is a big mistake.

THE BIG TURNOFF

The No. 1 reason women tune out a station is too
many commercials. It doesn’t matter what age they
are or what format they listen to, women are unhappy
with spotloads. Not only do they hate the number of
commercials stations are airing, they can tell you
about specific commercials that irritate them.

“I think the essence of it all goes to whether you
follow Peter Drucker’s dictum that the purpose of a
business is to create customer value and innovate,
and it has no other purpose,” says Parikhal. “If you
look at what's happened to radioin the last five or six
years, there’s been hardly any focus on customer
value. Some people would say that we voicetrack
now so you get a better jock in a small market, and
there may be some truth in that. But there really
hasn’t been much focus at all on helping to make
better commercials.

“You know, 10 years ago there were a lot of great
radio stations that would turn down spots. They’d
say, ‘I'm not going to play this. This spot s terrible; it
doesn’t fit on my radio station, it sucks.” These days
any manager will take anything, with very few
exceptions, because there is so much pressure on
them from their bosses, who basically want to make
more money. I know you're going to get a lot of
people rolling their eyes and saying, ‘What's wrong
with that?” What's wrong with thatis Peter Drucker’s
point, which is that financial people will never
understand business because they think business is

to make money. Itisn’t—it'sto makea product. You sell
a product to make money.

“What we sell to a listenér is a customer experience.
It used to be that on an AOR station you’d hear a lot of
great commercials about rock stuff — concerts, records,
things a Rock listener would really want to hear. So the
commercials for them weren’t so bad because they
related to them. Now, when you get these group buys,
you’ll have a disco-jingle commercial on a Rock station,
a Country station, a Jazz station and an AC station,
selling a product that has no interest for two-thirds of
the customers, who just happen fit a demo buy.

“What we are doing is violating a
customer expectation. Our customers
have said to us, ‘We want you to
change this,” and our short-answer is
‘F you.”

John Parikhal

"There’s not a lot of imagination going on, and that's
one of the reasons radio stock is getting pounded right
now. I don't think it's just because of what happened on
Sept. 11. One reason is that you don’t see any great vision
from the top in radio; they only talk about cash flow. They
don’t talk about how they’re going to build a great
business that brings customers. They don't talk about
how they’re going to get more listeners and make those
people care. All they dois say, ‘We're going to make more
money.’ You get results where you put your focus. If
you're focus is on money, you're going book
commercials on the radio. Period. And you're not really
going to care about making a better customer experience,
especially if your focus is only on 90 days from now.

"What we are doing is violating a customer
expectation. Our customers.have said to us, ‘We want
you to change this,’ and our short answer is ‘F you." It
really is. If you're a big group, why don’t you take your
top 10 GSMs, PDs and production directors and spend
one whole day in a formal brainstorming session, trying
to figure how to make the experience of commercials
nicer for the listener? Doesn't that make sense?”

WHO'S THAT ARTIST?

What's the name of that song? Who sings that?
What's the name of that band? Women are crying out
for more song identification. More than half “strongly
agree” that they want more song and artist IDs than
they’re getting now. PDs should weigh this strong
demand against the historical belief that it slows radio
down to identify songs. Again, shouldn’t customer
experience be the first priority?

You can spend millions of dollars on television
advertising and billboards, but women are more
motivated by hearing about radio programming and
events from their friends than by any advertising
medium. For women, nothing beats good, old-
fashioned word-of-mouth recommendations.

WHAT WOMEN WANT:
FIVE SECRETS FOR
BETTER RATINGS

SECRET ONE: GET HER TO TUNE IN

* Play lots of her favorite music.

* Provide programming she can listen towith herkids.
» Give more song identifications.

* Presententertaining contests —orno contest atall.
* Hire funny personalities who make her laugh.

» Tell her what's going on; give important inform-
ation.

SECRET TWO: DON'T BUG HER

* Don’t run too many commercials.

* Don’thire rude, cheesy or phony announcers.
* Don't air too much tak.

« Don't play songs she doesn't fike.

* Don'trun irritating commercials.

SECRET THREE: UNDERSTAND HER

Understanding whatmotivates women totune in
or tune out can help with marketing, on-air
presentation and programming. Each female
listener is likely to fall into one of these categories:

1. Mood seekers

2. Infoholics

3. Laughers and gamers
4. Worried, poor and angry
5. Just music fans

6. Optimists

7. Sports fans

8. Loners

9. Risque fans

Women who tune out are likely to fall into one of
these categories:

1. Wrong-song and ad haters

2. Insensitive content dislikers

3. Women who have no time to listen more and
don't like contests

SECRET FOUR: REACH HER AT WORK

« Most women work — around 76%.
* Most (58%) don't listen to radio at work.
* Most don't access the Internet at work.

Women who belong to frequent-listener clubs
spent much more time listening at work. Only a
small percentage of female listeners (4%) are
active members of these clubs, but those women
are fiercely loyal and see radio as a companion.

* Frequent-listener club members are twice as like-
ly to think contests are fun for the entertainment
value, even if they don’t play.

* They're three times as likely to think of DJs as
friends.

* They're twice as likely to think DJs should make
themiaugh.

¢ They're three times as likely to want a visit from
radio-station personnel at work.

* They're twice as likely to use radio advertising to
make purchase decisions.

SECRET FIVE: BET HER ATTENTION

* Women are greatly influenced by their friends.
+ Traditional media works.

* Direct mail works.

* Hook her when she’s scanning the dial.

* Be selective about running contests.

WwWwWwW americanradiohistorv com
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t takes an AE to make a sale, but it B9 PD Advantage Version 3.0 HiE E
takes a PD to make an audience. And File View Go Utlities Help Customer Service Hotline (24/7)1-800-543-7300
to know your audience, you need PD e s | & 3 O ? 10 ) acvantage
. . Home | Prev | fest | Punt | Expait! \iew |Fomats! Help g
Advantage®—the only service that delivers c = )
insight into critical programming issues ‘ Main Menu
like P1 listening, where listeners go when Diary Comments: What are diarykeepers writing about stations in my market?
they leave a station, occasions of h'stening 1 How are my Vital Signs Trending and Compating?
1 TSL . v How de my Station's Vital Sians cempare against sther stations?
dng per occasion. .2  When I'm P1, whe's P2?
3 When I'm P2, whe's P1?
Reach More P1s with Fewer Dollars 4 How are my stations trending hour by hour?
Did you know that on average you can 5 How are my statiens trending by specific age?
. ’ 6 What age range acceunts for mest of a station's audience?
ti.irget JUSt 12 pe.I'CEIlt of a Top 10 market's 7  What does the Aue Randge Graph lock like?
zip codes and still reach 75 percent of a 8 How often do my listeners tune in and how long do they stay?
CHR's P18-34 P1 listeners? And that the 9 How are my 100+ quarter hours diaries trending? Includes
; . 1 " T | > )
audiences of many stations can be reached 10 What are the residential z.ms of my listeners Three
) 3 11 What are the werkplace zips of my listeners?
by targeting less than 10 percent of the zip 12 WhepJist P g a0 102 New
codes? You will if you use PDA 3.0's le 1 13 What does my station’s In Tab distribution look like? B ™ Reporfsl
. . d
Code Distribution report. 14 How do listeners identify my station?
r 15 What did my P1s listen to most six months age? 4
Find Out Where Your New Listeners ‘ e
Are Coming From |

The new Prior P1 report shows what

g e More Customization, More Information!
stations you're stealing listeners from—

and which ones you're losing them to. i quqrfer-b our minimum for * Examlng kA zp S
many listening preference reports information by location and
. P1-P4+ daypart
. Measure Your Branding Efforts ( . ) . I o .
) o Review preference listening by o Get station info with new
) The new Diary ID report shows exactly how daypart "Format" button in selected
i h§tepers are ‘1dent1fy1.ng yogr station .m o See weekly and monthly diary reports
| diaries. The information might surprise return numbers for any station in
you—and make you reconsider the way your market

you brand your station.

Get PD Advantage Before Your Competition Does

If you don't have PD Advantage, odds are your competition soon will. To learn how the most powerful
information tool ever developed for programmers can help you program more effectively, contact Bob Michaels
at (972) 385-5357 or visit www.arbitron.com/radio_stations/pdadvantage.htm.

© 2001 Arbitron Inc. PD Advantage® is a-registered mark of Arbitron Inc. www.arbilron.com
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2001

digﬁi_tgwlventertg;i_qment intelligence

INFORMATION ON PROGRAM AND SPEAKERS ONLINE: www.webnoize.com/2001

Webnoize events provide perspective and pragmatic solutions for those with a stake in entertainment’s future.

As industry-altering digital enfertainment initiatives are unveiled, Webnoize asks...

What is Digital satellite radio, mobile devices and Internet music services. powered by new home networking technology, are poised
the future fo aler radio’s reality by enabling multiple points of access to a once-captive audience. How can radio not only protect
of radio? marketshare, but also find the silver lining of opportunity hidden within these emerging services?

Webnoize 2001 MUSIC, FILM, RADIO, MEDIA 1
is bringing together COMPUTING AND TECHNOLOGY :DDI"OI?AL AGENDR Toplllc:' :

s z ew world economy means collaboration:
senior executives CONSUMER ELECTRONICS How entertainment, technology, telecommunications
from multibillion- TELECOMMUNICATIONS and CE manufacturers must collaborate for success.
doller indosiries, LEGAL AND POLICY

. : BUSINESS AND FINANCE Laws shaping a global digital marketplace:
including: DELIVERY AND SECURITY How political agendas and legal brinksmanship are

systematically recasting eccmmerce and media.

Entering its severth year, Webnoize has served thz digital entertainment industry Serving next-generation digital lifestyles:
Understanding network characleristics, technology
drivers, consumer strategies and deal structures to
achieve a vital mix of content, bandwidth and mobility.

with timely intelligence, providing news enalysis, research and executive events.
This year, HM GRIFFIN, CEO of Cherry iane Digital and a founder o Evolab,

joins us in delivering quality insight as Webnoize 2001 Conference Chairman.
Capitalizing on the P2P phenomenon:

Initiatives and strategies for securing content,

Webnoize thanks the following marquee event sponsors for their critical support: implementing revenue-making models and turning
peer-to-peer into a customer azquisition proposition.

g‘ A S C A P ==.-:—-= ’eciproca‘ The new consumer-content relationship:

How consumers interact with content is quickly evolving,

r\‘ o and altering business objectives of the entertainment,
('} ' I’stenf com technology, telecom and consumer device businesses.

KNITMEDIA

REGISTER TODAY. For information, visif: www.webnoize.com/2001
email: events@webnoize.com call: 617.768.0400

www.webnoize.com/2001
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THE SEVEN DIRTY WORDS OF WEB SALES

I love words. I thank you for

reading my words. Words are
- my work, they’re my play, and
they’re my passion. They’re all
we have, really, and I want to
tell you something about
words that I think is important.

By Rich Carr

We have thoughts, but
| thoughts are fluid. Then we
| assign a word to a thought, and
we're stuck: that word for that
thought. So be careful with
words.

There are about 400,000 words in the English
language, and there are seven of them that you can’t
say when selling your radio station’s website. What
a ratio that is: 399,993 to seven. They must be really
bad. They’d have to be outrageous,

assistance in selling furniture.

I mentioned sticky earlier. Picture this: One GM
says to the other GM, “Mine is stickier than yours!”
Two other Anglo-Saxon words we don’t use are
platform and banner, which can go together, of course.
The reason these two words are on the list is because,
a long time ago, some forward-thinking computer
programmer said, “Platforms and banners! That's
what we'll call ‘em!” Which led to such stupid
sentences as “OK, you potential advertiser, I am
going to sell you a cross-platform banner now.” Try
something simpler foreverybody and say, “Thisidea
will take our audience and make them your
customers. Here’s how it works.”

And, of course, there’s “e”-anything. That "e” isa
big, red stop sign, unless it’s followed by -mail.1 think
theletter “e” is an important letter. It's the beginning
of eager, evolve, even even. Egad! Yet it’s a prefix we

use to give things a high-tech,

entire careers are built on one-to-

¢
to be separated from a group so £1 ! . Al e h
large. And you know the seven CILLLL?LLL* WEb [TIPEIEONA’ Prescnice, Wherl our

words, don’tyou? Internet, sticky,
solution, platform, CPM, banner ¢
and “e”-anything. Thoseare the &
heavy seven. Those are the *
ones that will infect yoursoul,
curve your spine and cause a po-
tential advertiser to spill his breakfast.

I try to be sensitive to advertisers’ feelings,
and I just think there are better words to
communicate with. I can tell you how some of
those words got on the list, like solution and CPM.
Those are heavyweight geek words. They make
us feel smart and savvy. There’s a lot going on
there besides the literal meaning. They’re just
busy words. So techy, so aggressive, so mis-
leading. So totally devoid of any meaning to Bob
the furniture salesman, who is looking to you for

L/ 911

one personal communication. So
let’s substitute no letter at all for the
“¢” in all those web cliches, and
»> throw out the ones that make no

sense.

Instead of the seven dirty words of web sales, I
would like all of us to use words that an advertiser
understands: customers, audience, you, trust, deliver,
image and revenue. More importantly, your custom-
ers and your potential customers want you to use
those words.

Rich Carr is WP of Radic Wab Network (waw.radio
wabnatwark.com), 4 radic-website sales, managemanl
and promotional network haadquanenad in Porland,
O Carr can be reached at 50536120517 or reard
radiowabmatwory. com.

MARK YOUR CALENDARS

Important dates and events in the coming months

2001
* Oct. 20 — The Eighth Annual Geller Media Interna-
tional Producers Workshop. The Cornell Club, New
York; www.gellermedia.com
¢ Oct. 25 — American Women in Radio & Television's
| celebrity book-launch luncheon for Making Waves:
| The 50 Greatest Women in Radio and Television.
Tavern on the Green, New York; contact Frances
Larose at 415-546-9608
| «Oct. 28-30 — Canadian Association of Broadcasters
| 75th Annual Broadcasters Convention. Otftawa,
| Ontario. Canada: 613-233-4035
= Nov. 7-8 — Arbitron “Beyond the Basics” PD
| seminar and Arbitron University. Columbia, MD;
contact Bob Michaels at 972-385-5357
* Nov. 11-13 — NAB European Radio Conference.
| Sofitel Paris Bercy, Paris; contact Mark Rebholz at
202-429-3191

2002

* Jan. 3-March 27 — Winter 2002 Arbitron

* Feb. 7-10 — Radio Advertising Bureau 2001
Orlando; 972-753-6740 or www.rab.com

=March 14 — The 16th Annual Bayliss Radio Roast. |
Pierre Hotel, New York; www.baylissfoundation.org

= March 28-June 19 — Spring 2002 Arbitron

« April 6-11 — NAB 2001 Convention. Las Vegas; 202-
429-5358 or www.nab.org

¢ June 13-15 — R&R CONVENTION 2002. Century
Plaza Hotel, Los Angeles.

¢ June 27-Sept. 18 — Summer 2002 Arbitron |

* Sept. 11-14 — NAB Radio Show. Seattle; 202-429-
5358 or www.nab.org |

* Sept. 19-Dec. 11 — Fall 2002 Arbitron

www americanradiohistorv com

SUCCESS STORIES FROM THE RAB

TEACH CONSUMERS WITH STORIES

When you consider that nearly 80% of American women work,
it's not surprising that the average U.S. family spends 7% of its
annual income on child care. Parents want to make sure that
their children are getting the best possible education and child
care. By creating spots that featured real teachers telling success
stories about the children who attend its facitities, KinderCare
was able to tap into the emotions of the working parents who
are its potential customers.

Category: Day-care Centers

Market: Various

Submitted by: NYMRAD (New York Market Radio)
Client: KinderCare Learning Centers

Situation: KinderCare Learning Centers, the No. 1 for-profit
operator of preschools and child-care facilities in the U.S,
provides child care and age-specific educational programs for
kids from six weeks to 12 years old. The Portland, OR-based
company operates about 1,100 centers in 39 states and two
centers in the U.K.; more than 121,000 children are enrolled.
KinderCare recently surveyed its customers about their media
preferences, and, according to company Sr. Director/Marketing
Gregg Swanson, “We found radio was a great way to reach our
particular audience, working families, because they were
listening while driving to work in the morning and while driving
home in the evening. Radio offers the ability to target the
primary decisionmakers. For us, that’s working women 25-54
with young children.”

Dbjective: KinderCare recently used radio to increase enroll-
ment at its centers and to give its employees some time in the
spotlight.

Campaign: The campaign, which aired in 14 markets from mid-
July through mid-August, used reat KinderCare teachers, talking
about their success in helping young children learn. According
to Swanson, radio allows KinderCare to make the message
more personal. He says, “It's an intimate experience. Ours is not
a commodity product. It's a personal, emotional message.”
Along with its primary goal of attracting new enrollments,
Swanson says the campaign was “a great morale booster for
our own staff of 25,000 teachers.” KinderCare has aiso
discovered that radio works well in combination with direct mail.
Swanson explains, “Radio is a good predecessor to direct mail.
It softens the market. We make an impression with radio, so
when someone sees something from KinderCare in the mail,
they’re more likely to open it and read it.”

Results: KinderCare is committed to building new centers in
several markets, and it uses its radio presence as a way to
introduce itself to new clients, as well as to build its share in
existing markets. The company is monitoring its marketing
efforts, and, Swanson says, "Parents are inquiring, and we have
the impression that radio is performing. We think radio is a
great medium for us.”

——RABT00LBOX——

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.

INSTANT BACKGROUND — DAY-CARE CENTERS

Percentage of kindergarten-through-fifth-grade children participat-
ing in before- or after-school care during 1999 at center-based
facilities (including day-care centers), according to househoid
income: under $10,000, 20.3%; $10,001-$20,000, 17.7%; 20,001-
$35,000, 20.9%; $35,001-$50,000, 16.5%; $50,001 or more,
22.5% (National Center for Education Statistics, 2001)

The Children’s Foundation, in its 2001 national study, calculates
that there are 111,506 regulated child-care centers in the U.S.,
Puerto Rico and the U.S. Virgin Islands, a 29% increase since
1991. In addition, there are approximately 305,000 licensed family
day-care providers in homes and in facilities run by churches,
colleges, employers, hospitals, the government, etc., anincrease
of 24% since 1991. (The Children’s Foundation, 2001)
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Internet Audio:

New And Improved

INTERNE-

NEWS & VIEWS

I Several online-music companies announce developments

A number of online-
entertainment companies
have gone public with new
technologies in the last few weeks, while others have
made agreements designed to update and improve
their services. Below are a few recent developments.

‘By Brida Connolly

beonnolly @ ronline.com

Terre Haute, IN-based
start-up MusicRebellion
(www.musicrebellion.com)
has launched a demo version
of a digital download service
that, the company says, “will use a proprietary computer
application to provide consumer-driven pricing for music
sales.” MusicRebellion promises to meet all legal require-
ments and plans to price songs based on demand at any
given moment — as the demand rises, so will the price.

It's an interesting idea, but it's hard to see where a new
download service will fit in right now, with the major
record labels committed to their own MusicNet and
pressplay. Though both those services will, at least initially,
be on-demand streamers rather than download sites like
MusicRebellion, the major label groups have so far shown
very little interest in providing-downloadable files for sale.

Longtime side-channel programmer XACT Radio
(www.xactradio.com) has come up with some improve-
ments to its popular customized radio players that, it says,

are designed to give radio stations greater flexibility in how
they use its services. The new features include one-click
player installation (though XACT Radio does require users
to register before the player can be downloaded), greater
programming customization, song-by-song usage data
and Windows NT-compatibility.

Noncom KCRW/Santa Monica, CA (www.kcrw.com)
has arranged with SRSWOWcast Technologies to use the
WOWCaster Internet-audio processing system for its
“KCRW Music" all-music side channel. SRSWOWcast says
its system “analyzes, restores and enhances an audio
signal before it is compressed” to improve sound quality
while allowing lower-bitrate streaming and decreased
bandwidth costs.

In another new partnership, e
popular streamer Radio Free mw
virgin (www.radiofreevirgin. g
com) has made an agreement
with ARTISTdirect to add a
“Buy” button to the RFV player
connecting to ARTISTdirect's
website. A “Buy” button is nothing new, but this is an
unusually graceful version, taking users to customized
pages on ARTISTdirect's site with clips, track lists and
purchase links. Because this is a new arrangement, the
page loads from the “Buy” button are still inconsistent,
but, on the whole, it's a handy addition to the RFV player.

e

Site 0f The Week

KCTZ (Cities 97)/Minneannlis’ PIain-Wran Website

Triple A KCTZ (Cities 97)/Minneapolis
(www.cities97.com) has a typical radio-station website,
with banners, buttons and a white-on-black look that's
both busy and a little dull. There is a nice graphic of the
Minneapolis skyline above the menu bar, but on most
pages much of it is covered by a banner ad, and that's as
ambitious as the site design gets.

The interface is simple enough, with a few left-side
buttons and a drop-down menu bar, but it takes the
inexplicably popular “fake frames” approach that has all
the disadvantages of frames — among them the need to
wedge text into leftover space around constant elements
— but none of the advantages, such as navigation tools
that don't scroll off the page.

But there 1s, for all that, quite a bit of tasty content to
be found on Cities 97’s plain-wrap website. A big chunk of
the homepage is devoted to a nice graphic and complete
track list for the upcoming Cities 97 Sampler, Volume 13
charity CD. Volume 13 includes performances from in-
studio appearances by, among others, Blues Traveler,
Bob Schneider and Coldplay, and it's dedicated to the
victims of the terrorist attacks of Sept. 11.

The site's best feature is the nifty “Listening Station,”
which provides a generous selection of QuickTime song
clips from Cities’ staple acts. Clips are divided into “Best
Bets” for core artists, among them Macy Gray, Lifehouse
and David Gray; "New Names” for artists new to the
station, like Ryan Adams and Pete Yorn; and “Yet To Be
Released,” with clips of upcoming releases from both
core and new artists. The clips sound just fine, but they
pull the user off the Cities site to look at a little gray
QuickTime slider. it's easy enough to get back, but it

LT

could be confusing to those expecting a conventional
player launch.

Under “Cities Scene” is the “Concert Calendar,” and it’s
excellent; comprehensive and up-to-date, with not only
times and venues, but ticket prices and phone numbers for
additional information. The site’s “Music News"” button

leads to an archive of QT audio clips of station entertain-
ment reporter Kelly Guest's weekday roundups of music
and show-biz news.

So Cities 97 is, it turns out, hiding some pretty
interesting content under an old-fashioned interface and
some very avoidable bugs. (For instance, clicking the
station logo to go home gets a “page not found” error
from everywhere on the site.) For those who are willing to
do some hunting, there are pienty of goodies to be found.

— Brida Connolly

WWW americanradiohistorv com

RIAA, Publishers Make License Deal

The RIAA, the National Music Publishers’ Association
and the Harry Fox Agency have come to a music-
licensing agreement that covers new subscription-based
Internet music services. The RIAA, its member labels and
their licensees wili have access to all works licensed by
the Harry Fox Agency, and HFA will license music for on-
demand streaming and for “limited downioads” that either
play a limited number of times or "time out” after a set
period. There Is to be an expedited process that will allow
“bulk licensing” of music, and the license specifically
covers the much-discussed “server copies” of songs
created for music-service databases. The RIAA has
agreed to pay an advance of $1 million toward future
royalties, though the rates have yet to be determined.
When rates are set, royalties will be retroactive to the date
of any subscription service's launch. If a rate isn't set
within two years, the RIAA will begin paying a $750,000
annual fee until a rate is determined. Any publisher
represented by HFA can opt out of the agreemant, and
any subscription service ot label may- still make its own
deal with individual publishers. The agreement removes a
major roadblock to the launches of major-label-backed
subscription services MusicNet and pressplay. Both
services previously announced plans to launch later this
year.

Vivendi Universal Makes Deal
To Distribute eJay MP3 Software

Vivendi Universal Publishing and German software
developer eJay have signed a three-year deal under
which Vivendi has the exclusive right to market and
distribute eJay’s interactive music software worldwide.
The deal includes programs that, according to the
companies, “enable consumers to convert, generate and
manage MP3 music files.” Vivendi Universal Interactive
Publishing/North America Sr. VP/Sales said, “We believe
consumers across North America will respond favorably
to eday’s high-quality interactive music-generation and
-management software.” Information on specific software
titles is set to be released later.

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

« Papa Roach review the latest insecticides and
baits this Tuesday (10/16) at 9pm ET, 6pm PT
(http://chat.yahoo.com).

« Bakersfield metal outfit Adema share a wicked
recipe for baked Alaska, Thursday (10/18) at 10pm
ET, 7pm PT (http://chat.yahoo.com).

On The Web =yl

* Loudon Wainwright lll joins GetMusic's A List
for an interview this Friday (10/12) at 2pm ET, 11am
PT (www.getmusic.com).

e Catch a video webcast of a Sting concent this
Wednesday (10/17) at 10am ET, 7am PT (www.
getmusic.com).

*Also on Wednesday, GetMusic's Country
Close-Up interviews Nickel Creek at noon ET, 9am
PT (www.getmusic.com).

* On Thursday (10/18) The Calling sit down with
GetMusic's E*Coustic Sessions for a video inter-
view and performance. The fun begins at 6pm ET,
3pm PT (www.getmusic.com).

—Frank Correia
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CHICK HEARN THE KITCHEN SISTERS. DAN INGRAM

Loveline with Dr. Drew Mike & the Mad Dog

Bill Handel
Mornings on KFI-AM

Phil Hendrie Show
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Satellite Sisters
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uIL HENDRIE
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Phil Hendrie Show WBAI, WBGO, WBLS,

WFMU, WFUV, WLIB,
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The Los Angeles Festival's opening reception is sponsored by Norman J. Pattiz, Chairman, Westwood One.
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25 WEST 52 STREET, NEW YORK, NY 10019 « 465 NORTH BEVERLY DRIVE, BEVERLY HILLS, CA 90210
Festival Hotlines 212/621-6709 » 310/786-1010 For a complete schedule, please visit www.mtr.org
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Gopyright
Suits Go Global

Taking on Napster is one thing, but taking on
a decentralized, completely distributed. foreign-
based volunicer group is something entirely dif-
ferent. And that’s exactly what the RIAA and the
Motion Picture Associa- -
tion of America did last
week when they filed suit
against MusicCity. Grok-
ster and FastTrack devel-
aper Consumer Empow- |
erment.

At least with Napster |
there was a building in
Mountain  View, CA
where they could actual-
ly send the sheritf’ with the paperwork to be
served. In this latest case. the indusiry organiza-
tions are lacing the daunting task of going after
what is essentially a guerilla underground of
loosely knit but highly efticient small networks
of machines. all in customers’ homes. that pro-
vide the basis not only for the music being
swapped. but for the ever-changing index of
what's available for the taking.

With Napster you had the haughty chin-jutting
of Hank Barry. his predecessor as CEQ. Eileen
Richardson, and Tounder Shawn Fanning. They
served as figurehcads for the organization, blow-
ing off the establishment and ¢claiming in the
press (o be breaking ncw ground in U.S copy-
right law.

Over there in (he Netherlands. the program-
mers who run Consumer Empowerment have
learmed that it’s not real smart to talk about your
work, or even to let the press know who you are.
Back when Gnutella. the system on which
Grokster and MusicCity’s Morpheus are based.
was first released. at lcast you had developer
Gene Kan 10 1alk 10 about his views on fair use
as the de facto face of Gnutella's community of
geeks. Not so with Consumer Empowerment.

These cralty wonks have managed to elude the
press, taking pains to create their company in the
Netherlands. incorporate it on an obscure Carib-
bean island and then simply go about the busi-
ness of flaunting their superior. ¢lusive, complete-
ly consumer-sustained technology in the fuces of
some of the most powerful exccutives in the en-
tertainment business.

Make no mistake about it: For all the “fair use”
bluster and copyright-reform rhetoric, the people
who run these services are quietly laying claim
to having had copies of this summer’s blockbust-
cr music and movies available on the 'Net the
moment the prints were in theaters and the CDs
went to radio stations. Their rationalizations re-
main the same: IU's all fair use. and entertainment
€osts 100 much.

Bu, sooner or later, the RIAA and the MPAA
will identify the puppeteers behind this show and
take them to court. 1t
won’t be long before a
technological lootprint
is developed 1o identi-
I'y users of the system,
and. eventually. swapping will go back under-
ground — out ol sight, but hardly out of mind.

David Lawrence

David Lawrence is heard daily on more than 150
radio stations on his nationally syndicated shows:
Online Tonight, a nightly high-tech and pop culture
talk show; the East Coast moming drive news slot for
CNET Radio and XM’s Channe! 130; and Net Music
Countdown, the official countdown for music heard
viathe Intemet. He is based in Washington, DC and is
heard on hundreds of stations, including WGN/
Chicago, KFBK/Sacramento and WBT-AM & FM/
Charlotte. You can reach him at david@netmusic
countdown.com or by calling 800-396-6546.

INTERNET

operating system for hand-held devices, Microsoft CEQ Steve Ballmer
(the only billionaire on the planet who reports to someone else) was quick to
point out that the devices that take advantage of this new main-brain system
will open up lots of new doors for streaming entertainment.

He demoed a version of Windows Media Audio called WMMabile, which
is basically a low-bandwidth version of Microsoft's flagship audio format
optimized for delivery over a wireless network.

Between the device itself, priced at between $500 and $700, and bells
and whistles, a wireless modem and service and the subscription you'll need
to get whatever entertainment floats your boat, you'll most likely be shelling
out nearly $1,000 for a device that does little more than a pocket FM radio.

CHR/Pop

LW TW ARTIST CO/Title

1 1 ALICIA KEYS Songs In A Minor/ “Fallin™

2 2 STAINO Break The Cycle/ “Awhile”

6 3 ENYAADayWithout Rain/ “Time"

3 4 EVEScomion/“Blow”

4§ LIFEHOUSE No Name Face/ “Hanging”

7 6 JENNIFERLOPEZJ Lo/ “Real”

5 7 CITYHIGH City High/ “Would”

8 & BLUCANTRELL SoB8u/"Hit"

9 9 °NSYNC Cefebrity/ “Gone”
— 10 JAY-Z The Blueprint/ “1zz0”

10 11 JANET A4 For You/“Someone”
15 12 U2 Alf That You Can't Leave Behind/ “Stuck”
12 13 NELLY FURTADO WhoaNelly!/ “Light”

13 14 GORILLAZ Gorifaz/“Cint’

11 15 MARY J. BLIGE No More Drama/ “Family”

14 16 TRAIN Drops Of Jupiter/* Drops™

17 17 USHER 8701/“Remind”
— 18 SUM4&1 Al Kitter No Fitler/ “Fat”

16 19 AFROMAN The Good Times/“High”

18 20 121712 Pan III/ Peaches”

LW TW ARTIST CDTitle

1 1 TOBY KEITH Puli My Chain/ “Wanna,” “Talkin™
6 2 BROODKS & DUNN Steers & Stripes/ “America”
4 3 CYNDITHOMSON My World/“Meani”

3 4 DIXIECHICKS Fly/ “Heartbreak™

5 § TIMMCGRAW Set This Circus Down/ “Angry”
B 6 ALAN JACKSON When Somebody Loves You/"Where”
7 7 TRISHAYEARWOOD /nside Out/ “Loved”

9 8 CAROLYN DAWNJOHNSON Room With A View/ “Complicated”
11 9 PHILVASSAR Phil Vassar/ “Six”
— 10 DIAMOND RIO One More Day/ “Sweet”

14 11 TRAVIS TRITT Down The Road | Go/“Woman™
10 12 KEITHURBAN Keith Urban/ “Blacktop”

2 13 BLAKESHELTON Biake Sheitor/ “Austin”

19 14 TRICK PONY Trick Pony/ “Night"

12 15 JEFFCARSON Rea/Life/ “Real”
— 16 REBAMCENTIRE Vol 3 Greatest Hits/“Survivor”
16 17 LEEANN WOMACK / Hope You Dance/“Call

17 18 MARKWILLS Loving Every Minute/ “Minute”
— 19 MARTINA MCBRIOE GreatestHits/ “Blues”

15 20 TAMMY CDCHRAN 7ammy Cochran/ “Waiting”
LW TW ARTIST COMitle

1 1 LIFEHOUSE NoName Face/ “Hanging™

2 2 STAIND Break The Cycle/“Awhile”

3 3 DAVEMATTHEWS BAND Everyday/ “Space™

4 4 TRAIN Drops Of Jupiter/“Drops™

6 &5 ENYAADay Without Rain/“Time"

5 6 3DOORSOOWN The BetterLife/ “That”

9 7 U2 ANl That You Can't Leave Behing/*Moment”
7 8 FIVEFORFIGHTING America Towr/ “Superman”
8 9 SUGAR RAY SugarRay/“Over”

— 10 MATCHBOX TWENTY Mad Season/ “Gone”

12 11 INCUBUS Make Yourself/ “Drive”

10 12 NELLYFURTADO WhoaNeily!/ “Light”

11 13  MICHELLE BRANCH The Spirit/ “Everywhere”
13 14 SMASHMOUTH Shrek/ “Believer”

15 15 FUEL Something Like Human/ “Bad”

16 16 EVE 6 Horrorscope/ “Night”

14 17 AFROCELTSOUNO SYSTEM Voiume 3: Further in Time/“Falling”
18 18 BARENAKED LADIES Maroon/ “First”

17 19 MELISSAETHERIOGE Skin/ “Love”

— 20 MACY GRAY The ld/“Sweet”

MISSING THE PARTY

With the introduction late last week of PocketPC 2002, Microsoft's latest

And what of the companies that will be providing the content? Mast of
the big names of a few years ago are dead or on the ropes. Companies that
we all thought would provide us with a never-ending stream of diverse
information have either gone by the wayside or are struggling to stay alive.
Now it's up to the companies that have had patient investors and prudent
management of both money and partnerships, as well as such established
entertainment conglomerates as AOL Time Warner, to actually deliver the
good stuff.

It’'s too bad that so many bright dreams of having anything we want on
our portable devices got killed in our zeal for revolutionizing the entertainment
industry.

— David Lawrence

Urban

LW TW ARTIST CO/Title
1 1 ALICIAKEYS Songs in A Minor/ “Fallin™
2 2 AALIYAH Aaliyah/“Rock™
— 3 JAY-Z The Blueprint/ “lzz0”
3 4 MARYJ. BLIGE No More Drama/“Family”
6 5 JENNIFERLOPEZJ. Lo/ “Real”
5 6 MAXWELL Now/ Lifetime”
4 7 ISLEYBROTHERS Eternal/“Confagious”
7 8 USHER&8707/“Remind”
11 9 GINUWINE TheLife/ “Differences”
8 10 BRIAN MCKNIGHT Superhero/ “Life®
9 11 ERICK SERMON What's The Worst That Could Happeny “Music™
16 12 R.KELLY 7P-2.com/ “Feelin™
15 13 LUTHERVANOROSS Luther Vandross/“Take”
14 14 MISSY ELLIOTT Miss £ ... So Aadictive/ “Minute”
12 15 112 Partili/“Dance”
19 16 BABYFACE Face 2 Face/ “What"
10 17 JAHEIM Just in Case/ “Case”
18 18 EVE Scorpion/“Blow"
13 19 AFROMAN The Good Times/ “High”
17 2 JILL SCOTT Who IthIIScatt’/ "Way”
Smooth Jazz
LW TW ARTIST COTitle
9 1 RICKBRAUN Kisses In The Rain/“Use”
2 2 MARCANTOINE Cruisin/“Mas”
4 3 EUGEGROOVE Fuge Groove/ “Sneak”
3 4 BRIANCULBERTSON Nice And Slow/ “Get"
1§ DAVEKOZ The Dance/“Bright”
8 6 PIECES OF ADREAM Acquainted/ “Ready”
5 7 JEFFKASHIWA Another Door Opens/*Around”
6 '8 STEVECOLE Between Us/“Start”
10 9 RICHARDELLIOT Crust/ “Crush”
11 10 RIPPINGTONS Life In The Tropics/ “Paradiso”™
7 11 WAYMAN TISOALE Face To Face/ “Hide”
12 12 LEERITENOUR & OAVE GRUSIN Twist Of Mariey/ “Stand”
15 13 RUSS FREEMAN To Grover WithLove/ "East”
14 14 URBANKNIGHTS Urban Knights v/ “Heel”
13 15 FATTBURGER T.G.LF/“Evil”
19 16 FOURBOEAST Nocturnal/“Bumper”
18 17 ERIC MARIENTHAL Tumm Up The Heal/ “Venice”
16 18 JIMMY SOMMERS 360 Urban Groove/ “Groove™
— 19 GERALOALBRIGHT To Grover With Love/ “Winelight”
17 2 CRAIG CHA(]UICD Panalama/ Cale
LW TW ARTISTCOMitle
3 1 LINKINPARK Hybrid Theory/*Crawling,” “End”
1 2 STAIND Break The Cycle/“Awhile,” “Fade”
15 3 NICKELBACK Sitver Side Up/“Remind”
2 4 GORILLAZ Goritlaz/ “Clint"
4 5 WEEZER Weezer(2001)/ “Hash,” “Island”
5 6 ALIENANTFARM Anthology/“Smooth”
6 7 TOOL Lateralus/“Schism”
8 8 SYSTEMOFADOWN Toxicity/ “Chop”
11 9 OISTURBED Sickness/“Down”
"0 10 U2 Al That You Can't Leave Behind/“Stuck”
7 11 SUM &1 All Killer No Fitler/“Fat"
9 12 BLINK-182 Take Off Your Pants And Jacket/ “Rock,” “Staying"”
— 13 P.0.D. Sateliite/ “Alive"
12 14 CAKE Comfort Fagle/ “Short”
16 15 PUDOLEOFMUDD Come Clean/ “Control”
13 16 SUPKNOT jowa/ “Left”
— 17 BEN FOLDS Rockin' The Suburbs/“Rockin™
14 18 AFROMAN The Good Times/“High”
17 19 ADEMA Adema/ “Giving”
18 20 OROWNING POOL Sinrier/ “Bodies™

E-charts are based on weekly rankinigs of CD sales, downloads and streams of artists online compiled and tabulated directly from the logfiles of reporting websites. Reporiers include Alfy
Radio, Amazon.com, Artist Direct com, boit Radio, bored.com, B&N Radio, CONow.com, CDNow Radio, ChoiceRadio.com, City internet Radio, DMX Music, FreeClub.com, Gracenote.com,
Groove Cycle, iWonRadio, Kinetic Radio. MediAmazing, MSN-Chat, Music Choice, MusicMatch. Musicpiex. PEEL Radio, Radio. Beonair.Com, Radiowave.com, Radio Free Cash.com, Radio
Free Virgin, Radio Juntos. Radio on bay 9, Rolhngsmne com, Skateboard.com, Spinner.com, thejamz.com, TheRadmAMPNeMorkTheWB Radio, UBL.com, and vavv.com Radio . Data

isweighted based on

by
©2001 R&R Inc. © 2001 Online Today, Net Music Countdown.

web d Charts areranked vith a 50/50 of

datafor thesixreporting formats.

i
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www.americanradiohistory.com

Ne wsbreakers

October 12, 2001 R&R ¢ 21

BMG Restructures
Management Team

BMG North America has |
beefed up its senior management

DiMuro

Foster

team, naming Neil Foster Exec. |
VP/Opcerations and Joe DiMuro
Sr. VP/Siraiegic Markeling. Con-
currently. the company has tapped
Stanley Schneider as Sr. VP/Legal
& Business Affairs. Jim Blauvelt
as VP/Human Resources and
Patrick Reilly as VP/Corporate
Communications.

“Our realignment creates a North
American organization that is betier
able o respond quickly to the mar-
ketplace while allowing us more re-
sources 1o invest in artist develop-
ment and the creative work of mak-
ing and marketing the best music,”
BMG North America President/
CEO Robert Jamieson said. “To-
gether, these professionals ofter the
very hest combination of creativity.
efficient management and business
savvy, hased on their rich experi-
ence and strong track records.”

Foster will play a key role in the
overall management of business
activities for BMG North America,
including operations, finance, intor-
mation systems and technology and
production. He was most recently
GM/Operations at RCA Records
and has held a variety of finance
and operations positions at BMG
Entertainment since joining the
company in 1994 as VP/Reporting
& Planning.

DiMuro will oversee the creation
and implementation of marketing
opportunities and stralegic alliances

BMG/See Page 28

Doug Hamand, Director/Opera-
tions & Programming for Clear
Channef's six stations in Lexington,
KY, has been transferred to the com-
pany’s six-station cluster-in Birming-
ham for similar duties. That cluster
includes Country WDXB, Oldies
WENN, News/Talk WERC, AC WMJJ
and CHR/Pop WQEM & WQEN.
Hamand expects to start around
Nov. 1.

“Ciear Channel/Birmingham has
a great foundation to build on,”
Hamand told R&R. “I'm thrilled by
the confidence (Clear Channel Sr.
VP/Programming] Marc Chase has

Hamand Transfers To CG/Birmingham

in me to come down and oversee
the operation. And, having been un-
der the Randy Michaels microscope
for so many years (| wouldn't have
traded that for the world), | can't wait
to bring the intense programming
training { learned down to Alabama.”

Hamand joined WBUL (then
WWYC) as PD in 1994, was el-
evated to OM for WBUL and Hot AC
sister WMXL in September 1996
and was promoted to Director/Op-
eratlons & Programming for the
then-Jacor cluster in August 1997.
No replacement in Lexington has
been named.

CC/Palm Beach Names Hunt VP/Mkt. Mgr.

John Hunt. most recently VP/
Market Manager of Clear Chan-
nel’s Tallahassce, FL clusier. has
been translerred 1o the company’s
West Palm Beach stations, where
he will serve in a similar capacity.
Hunt succeeds Skip Schmidt, who
was recently elevated to Regional
VP/Market Manager for Clear
Channel/Charlotte.

Hunt will oversee Talkers
WBZT & WJNO. Classic Rock
WKGR. CHR/Pop WLDL. Oldies
WOLL. Allernative WRLX and
Smooth Jazz WWLV. He’ll also
work closely with Mark Bass, who

serves as Market Manager for
Clear Channel’s nearby properties
in Ft. Pierce-Vero Beach. FL.

Hunt reports to South Florida Re-

gional VP David Ross, who com- |

mented, “John has a strong 15-year
rack record as a manager and did a
fabulous job in Tallahassee. His dip-
lomatic style, strong revenue-gen-
eration and people skills should help
10 take this already successful clus-
ter to even greater heights.”

Before taking duties in the
Florida panhandle. Hunt served as
Director/Sales for Clear Channel’s
Jacksonville group.

Swindel Assumes ARTISTdirect EVP Post
=

Jim Swindel has been
appoinied Exec. VP/Sales
& Marketing for ARTIST-
direet Records. Swindel
will oversee all aspects of
the label's sales and mar-
keting efforts and work
closely with ARTISTdirect
CEO Ted Field and Vice
Chairman-President/Artist
Services Marc Geiger.

Field said, “1 have ad-

Swindel

1 mired Jim’s work for
many years and am very
exciled to have him join
ARTISTdirect. His exper-
tise not only in sales and
marketing, but in many as-
pects of the record indus-
try. will make him a valu-
able addition 1o our staff.”

Prior to joining ARTIST-
direct Swindel was Presi-
dent of the online-music

Melendez Moves Up To Exec. VP At Sony Discos

Sony Discos has elevated Jorge Melendez to Exec.VP. Based in Mi-
ami, he reports to Sony Discos Chairman Oscar Llord and will over-
see all aspects of the company's operations, with par-
ticular emphasis on business affairs and finance.

“Jorge has been an instrumental factor in building
tremendous success over the last five years,” Llord
said. “His extensive financial, administrative and op-
erations knowledge, together with his acumen in the
area of business affairs, makes him the ideal candi-
date for this newly created position. His 13 years of
international experience with Sony Music, including
10 within Latin America, and his wide range of skills
combine to make hima unigue asset to Sony Discos.”

Melendez was previously VP/Finance & Operations,
a post he had held since 1996. He joined Sony Music
Entertainment in 1988 as Manager/Internal Audit. Prior to that he spent four
years at accounting firm. Arthur Anderson & Co. in New York.

Melendez

Cariton Climbs To SVP/Sales At WEA Corp.

EA Corp. has promoted Bob Carlton to Sr.
VP/Sales. Based in Los Angeles, he reports
to Exec.VP/GM Alan Voss and will oversee all sales,
including new releases and catalog. i

WEA Chairman/CEO David Mount said, “We've
been gratified since Bob joined us last year with the
wonderful sense of enthusiasm and team spirit that
he’s brought to his work at WEA. We're very pleased |8
to have an executive with Bob's experience, and we [f
look forward to expanding his role to include our en-
tire sales effort”

Carlton joined WEA last year as Sr. VP/Catalog
Sales & Marketing. Prior to that he was VP/Sales for
Rhino Entertainment, a post he took on in August 1996. From 1993-96 he
was VP/Sales & Marketing-GM of Rykodisc.

Carlton

company Amplificd Entertainment.
He began his music-industry career in
the mid-"70s as a sales rep for MCA
Records. In 1977 he began a seven-
year stint with A&M Records as Man-
ager/Marketing. In 1984 he joined Is-
land Records in New York as VP/

Marketing & Sales. Three years later
he joined Virgin Records as VP/
Sales and was later promoted to Sr.
VP/GM. In 1992 he was named
President of Qwest Records betore
joining Arista in 1996 as Sr. VP/
Sales & Joint Venture Operations.

Jmericas Love Doctor

Now heard Monday-Friday, 8-11pm (all time-zones) on:

SAN FRANCISCO
PHOENIX

ST. LOUIS
ORLANDO
PORTLAND

SAN DIEGO
INDIANAPOLIS

Finally a targeted, female friendly TALK show.

KARA FM
KKLT FM
KFTK FM
WOMX FM
KRSK FM
KFMB FM
WENS FM

ENTERTAINMENT

W Listen 24/7 on www fisherentertainment.com
HER Call 831.420.1400 x11 to request a demo.
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© WESTWOOD ONE presents Martina
McBride's Greatest: Live in Concertto
celebrate the release of McBride's first
greatest-hits album. The two-hour spe-
cial, recorded at the Orpheum Theatre
in Minneapolis, will be broadcast live
on pay-per-view on Oct. 13; then it will
be available to radio during Thanksgiv-
ing weekend, Nov. 22-25. For more in-
formation, contact Andrew Scafetta at
212-641-2179; ascafetta @ westwood
one.com.

Also, WW1 presents /ncubus: The
Morning View Sessions, live from the
Sony Studios in New York City, Oct.23
at 8:30pm ET. The 90-minute show,
hosted before a studio audience by
WW1 syndicated Out of Order host Jed
The Fish, includes interviews with
bandmembers, as well as perfor-
mances of hits and new tracks from
Incubus’ new album, Moming View.For
more information, contact Abby Mc-
Dorman at212-641-2009; amcdorman @
westwoodons.com.

© KRIS STEVENS ENTERPRISES’
Christmas radio specials for this holi-
day season are: The Magic of Christ-
mas, Christmas in the Country, The 12

Newsbreakers

PROS ON

Hours of Christmas and Christmas in
the Air. For more information, call 800-
231-6100 or visit www.kriserikstevens.

Records

® Columbia Records announces the foi-
lowing:

DANNY ORN-
ELAS is upped to
VP/Field Market-
ing. He was most
recently Sr. Dir/
Field Marketing.

Ornelas

GARY FISHER
rises to SVP/
Video Promotion
& Television Pro-
gramming. He
was most recently
VP/Video Promo-
tion.

industry

¢ ELLEN SCHWARTZ is promoted to
VP/Music Development at Warner Bros.

THE LOOSE

KUPD/Phoenix Promotion Di-
rector Dennis Kitterman; 480-
782-1458.

MJI Broadcasting Dir./Affiliate
Relations Maria Musaitef, 818-
990-1603: mariamusaitef @att.net.

MJt Broadcasting Producer
Mark Felsot; 818-623-0856;
clipfan@hotmail.com.

MJi Broadcasting Producer
John Valenzuela; 818-760-8529;
edbroll@yahoo.com.

KRQR/Chico, CA PD/MD Don
Wilson; 530-899-1701; stimpydog
@aol.com.

Pictures. She was most recently Dir./
Music Development.

Products & Services

© N2 EFFECT, ajingle company, debuts
with packages for Clear Channel CHRs
KHKS/Dallas and KDWB/Minneapolis.
Formore information, call 800-220-7366
or visit www.n2effact.com.

Changes

AC: KRSK/Portland, OR begins air-
ing NBG/Fisher’s syndicated Love
Soup, weekdays from 8-11pm ET.

Active Rock: At WZTA/Miami,
APD/middayer Lee Daniels adds
MD duties and moves to aftemoons,
and afternoon host Razor moves to
7pm-midnight as Dominick exits,
and part-timer Rosy Acevedo is
upped to middays ... WTPT/
Greenville, SC MD/nighttimer
Smack Taylor rises to Creative Ser-
vices Director ... KUPD/Phoenix
Promotion Director Dennis
Kitterman exits ... WQBJ &
WQBK/Albany, NY PD/MD Dave
Hill exits ... At WGBF/Evansville,

IN, OM Mike Sanders becomes PD
and MD Fatboy adds APD stripes as
PD Turner Watson exits ... WRQC/
Ft. Myers welcomes The Bob Narley
Show for mormnings.

Alternative: Turner Watson joins
WXNR/Greenville, NC as APD/
middayer.

CHR: KHKS/Dallas morning traf-
fic reporter Gail Lightfoot exits
after the station drops its deal with
Metro Traffic ... Diesel joins
WPXY/Rochester, NY for nights ...
WVYB/Daytona Beach MD/
nighttimer Kotter rises to Group
Production Director for parent
Black Crow Broadcasting ... WIMO/
Washington appoints Yaman Cos-
kun Creative Services Director ...

RADIC
\? f)
(DENER.

Artist/Tiie Total Plays
’N SYNC Pop 83
KRYSTAL HARRIS Supergir 79
AARON CARTER Oh Aaron 75
DREAM STREET It Happens Every Time 73
AARON CARTER Not Too Young, Not Too Old 69
LIL' ROMEO My Baby 69
SMASH MOUTH I'm A Believer 69
DESTINY’S CHILO Survivor 64
BAHA MEN Who Let The Dogs Out 38
BAHA MEN Who Woke Snow White Up 35
MANOY MOORE Crush 32
3LW No More (Baby I'ma Do Right) 27
3LW Playas Gon’ Play 27
NINE DAYS Absolutely (Story Of A Girl) 27
DREAM This Is Me 25
LIFEHOUSE Hanging By 'A Moment 24
FATBOY SLIM The Rockafeller Skank 24
MYRA Miracles Happen 23
DESTINY'S CHILO Jumpin’ Jumpin' bal
SUGAR RAY When It's Over 20
% Playlist for the week ending October 14.

www americanradiohistorv com

KUUU/Sait Lake City MD/after-
noon driver Zac Davis adds APD
stripes ... WDBT/Jackson, MS
MD/afternoon driver Bruce The
Moose exits to become MD/
nighttimer at WBTT/Ft. Myers ...
WHYI/Miami afternoon driver
Kenny Walker moves to mornings
as the station drops Chix ar 6 ...
John Kelly, a.k.a Jay Love, joins
KNOU/New Orleans for momings
...WOCQ/Ocean City, MD moming
driver Buck Wilde exits ... KTMT/
Medford, OR morning driver
Michael Moon exits for momings
at crosstown KIFS, replacing the
syndicated Rick Dees program.

Classical: Shannon Finney replaces
the exiting Diana Hollander as mid-
day host at WGMS/Washington.

gl

McClendon

Continued from Page 3
always provided me with one hit
record to work with after another.
I'm grateful to have been given the
opportunity to take our R&B promo-
tion department to the next level and
excited to be back home.”

A 15-year R&B promotion vet-
eran, McClendon spent the last two
years as Sr. National Director/R&B
Promotion at Arista. She began her
music-industry career in 1981 as MD
at WILB/Detroit. She joined Arista
in 1986 as Manager/R&B Promotion
for the Great Lakes region. After five
years she moved to Mercury Records
as Director/R&B Promotion for the
Midwest and Great Lakes regions.

In 1992 McClendon segued to Vir-
gin Records as Director/R&B Pro-
motion for the West Coast and Mid-
west regions. Three years later she
retumed to Arista, again as Director/

Bsths

Rocker John Fogerty, wife
Julie, daughter Kelsy Cameron
Fogerty, Oct. 5.

NATIONAL
RADIO
FORMATS

ABC RADIO NETWORKS
Phil Hall » 972-991-9200
Hot AC

Steve Nichols

No Adds

StarStation

Peter Stewart

No Adds

Classic Rock

Chris Miller

No Adds

Touch

Ron Davis

No Adds

Doug Banks Morning Show
Gary Saunders

No Adds

Tom Joyner Morning Show

Vern Catron
No Adds

ALTERNATIVE PROGRAMMING
Steve Knoll » 800-231-2818
Gary Knoll

Rock
No Adds

Alternative
No Adds

Triple A

No Adds

CHR

No Adds
Mainstream AG
No Adds

Lite AC

No Adds

NAC
No Adds

Christian AC
No Adds

uc
No Adds

JONES RADIO NETWORKS
Music Programming/Consulting
Ken Moultrie » 800-426-9082

Alternative

Teresa Cook
DEFAULT Wasting My Time
ROB ZOMBIE Feel So Numb

Active Rock

Steve Young/Craig Altmaier
LENNY KRAVITZ Dig In
ROB ZOMBIE Feel So Numb

Heritage Rock

Steve Young/Craig Altmaier
TRAIN Something More

Hot AC

Steve Young/Josh Hosier
JEWEL Standing Stil

CHR

Steve Young/Josh Hosier
CALLING Wherever You Will Go
Rhythmic CHR

Steve Young/Josh Hosier
R. KELLY Feelin’ On Your Booty
Soft AC

Mike Bettelli

No Adds

Mainstream AC

Mike Bettelli

No Adds

Delilah

Mike Bettelli

No Adds

Dave Wingert Show

Mike Bettelli
No Adds

24 HOUR FORMATS
Jon Holiday » 303-784-8700

Adut Hit Radio

JJ McKay

MACY GRAY Sweet Baby
Rock Classics
Adam Fendrich

No Adds

Adult Contemparary

Rick Brady
No Adds

RADIO ONE NETWORKS
970-949-3339

Choice AC

Yvonne Day

No Adds

New Rock

Benji McPhail
CURE Cut Here

WESTWOOD ONE RADIO NETWORKS
Charlie Cook * 661-234-9000
Bob Blackburn

Aduit Rock & Roll
Jeff Gonzer

No Adds

Soft AC

Andy Fuller
LEANN RIMES Soon
Bright AC

Jim Hays
CALLING Wherever You Will Go
JEWEL Standing Still

R&B Promotion for the Great Lakes
region. After a stint at Priority
Records as VP/R&B Promotion, she
rejoined Arista in 1999.

Stevens
Continued from Page 3

remarked Infinity/Washington Mar-
ket Captain Phil Zachary. “Jay has
had WPGC-FM ranked No. 1 in 36
out of the last 38 Arbitron surveys.
Every station he works with sounds
fabulous and owns the streets. We’re
extremely fortunate to have Jay’s ex-
pertise available to our entire array
of DC properties.”.

Stevens said, “1 am very excited
about this new oppcrtunity to work
with the incredible talent and great
Infinity radio stations here in DC. [
appreciate the vote of confidence the
company has given me and welcome
the chance to expand my career into
other areas.”

Stevens has been programming
for 17 years and has been at WPGC-
FM for 11 years. He programmed
KOY-FM (Y-95)/Phoenix for 2 172
years and WQUE/New Orleans for
two years. He has also worked at
WBBF & WMIQ /Rochester. NY,
after starting his programming career
in Lansing, M1 in 1984. Before Lan-
sing Stevens was MD/night talent at
WZPL/Indianapclis.
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MONDAY, OCTOBER 22

National Barber's Day

1962/1n a televised speech, President

John F. Kennedy announces

that U.S. spy planes have dis-

covered Soviet missile bases in

Cuba. Kennedy announces a na-

val quarantine of Cuba to pre-

vent Soviet ships from trans-
porting any more offensive
weapons to the island. The
standoff becomes known as the

Cuban Missile Crisis.

Timothy Leary 1920-1996,

Annette Funicello 1942, Jeft

Goldblum 1952, Bob Odenkirk

1962, Jonathan Lipnicki 1990

In Muste History
1982/Billy ldol's “White Wedding" is
released in the UK.

1996/ Death Row Records President
Marion “Suge” Knight is jailed
for various parole violations.

Born: Shaggy 1968, Shelby Lynne
1968, Zac Hanson (Hanson)
1985

TUESDAY, OCTOBER 23

National Boston Cream Pie Day

1983/1n Belrut, a suicide bomber
drives a truck packed with explo-
sivesinto a U.S. Marine bar-
racks, killing 241 U.S. military
personnel.

1989/ After 33 years of Soviet rule,
Hungary becomes an indepen-
dent republic.

Born: Johnny Carson 1925, Ang Lee
1954, Sam Raimi 1959

In Music History
1950/ Singer-actor Al Jolson, 64, dies

Born:

== == == —sca e e

Shqw frgp L

October 12, 2001 R&R © 23

DATEBOOK

1988/Fantasy Records sues John |
Fogerty in a self-plagiarism suit.
Fantasy, which owns the CCR
song “Run Through the Jungle,”
claims that Fogerty ripped off his
own song when he penned his
solo comeback single, “The Old
Man Down the Road." Fogerty
eventually wins the suit.

1989/ The Who, The Kinks, Simon &
Garfunkel, The Platters, The
Four Seasons, The Four Tops
and Bobby Darin, among others,
are inducted into the Rock and
Roll Hal! of Fame.

1996/ Motown founder Berry Gordy re-
ceives a star on the Hollywood
Walk of Fame.

Born: Bill Wyman (ex-Rolling Stones)
1936

[l THURSDAY, OCTOBER 25

in San Francisco of a heart at- ‘

tack.

1978/ While detained at Rikers Island
prison in New York, ex-Sex Pis-
tols bassist Sid Vicious attempts
suicide. Vicious was jailed for

the alleged murder of his girl- [

friend, Nancy Spungen.

1995/ After fighting with a pizza deliv-
ery person over a wrong order,
rapper Tone-Loc is ordered by a
court to attend an anger-man-
agement class and perform 100
hours of community service.

Tone-Loc needs to tone down.

Born: Dwight Yoakam 1956, “Weird
AV Yankovic 1959

WEDNESDAY, OCTOBER 24

National Bologna Day

1931/ Al Capone, Chicago's organized
crime boss, is convicted of tax
evasion in a federal court.

1945/ Less than two months after the
end of World War Il, the United
Nations is formally established.

1991/ Gene Roddenberry, best known
as the creator of the popular Star
Trek series, dies at the age of 70
from cardiac arrest.

1992/ For the first time, the World Se-
ries is won by a team from out-
side of the United States, as the
Toronto Blue Jays beat the At-

lanta Braves four games to two.

Bom: Kevin Kline 1947
In Music History

1962/ James Brown: Live at the Apollo
is recorded.

1955/ The microwave oven is intro-
duced at the corporate headquar-
ters of the Tappan Co., in Mans-
field, OH. The manufacturer slaps
a $1,200 price tag on the new
appliance.

1960/ The world's tirst electronic watch,
Butova Watch Co.'s Accutron,
goes on sate.

1993/ Actor Vincent Price, 82, dies from
lung cancer.

Born: Nancy Cartwright 1959, Perry
Saturn 1967

in Music History

1964/The Rolling Stones make their
first appearance on The Ed
Sullivan Show.

1991/ Pioneering rock promoter Bill
Graham djes in a helicopter
crash. Graham founded the fa-
mous San Francisco clubs the
Fillmore East and West and co-
sponsored the Live Aid and Am-
nesty International tours.

1993/ MTV premieres The Jon Stewart
Show. The first guests are How-
ard Stern and The Gin Blossoms.

Born: Jon Anderson (Yes) 1944, Glen
Tipton (Judas Priest) 1948, Chad
Smith (Red Hot Chili Peppers)
1962, Chely Wright 1970

@l FRIDAY, OCTOBER 26 l

Norwegian Independence Day

1825/ The Erie Canal opens, connecting
the Great Lakes with the Atlantic
Ocean via the Hudson River.

1955/ New York's Village Voice newspa-
per is first published.

1970/ Garry Trudeau, 22, debuts his
comic strip Doonesbury in 28 ’
newspapers across the U.S. !

The debut of Doonesbury.

Born: Hillary Rodham Clinton 1947, |
Rita Wilson 1958, Cary Elwes
1962, Ted Demme 1964

In Music History

1974/ The Rolling Stones release “It's
Only Rock 0’ Roll.”

1978/ The Police play their first U.S.
shows, opening a four-night |
stand at Boston club the Rat.

1968/ Waylon Jennings is hospitalized
to remove blood clots from his ar-
teries. He undergoes successful |
.open-heart surgery in December. |

1993/1n its first week at refail, Pearl
Jam’s sophomore album, Ver-
sus, sells 950,000 copies.

Born: Bootsy Coll{ns 1951, Natalie
Merchant 1964

SATURDAY, OCTOBER 27

National Potato Day

1904/ America’s first rapid-transit sub-
way system is opened in New
York City. Today New York's sub-
way system is the largest in the
world.

1920/ Westinghouse Electric in Pitts-
burgh receives its radio broad-
cast license.

1994/The U.S. Justice Department an-
nounces that the U.S. prison
population has topped 1 million
for the firsttime in American his-
tory.

Born: John Cleese 1939, Ivan Reit-
man 1946, Roberto Benigni
1952, Matt Drudge 1967

In Music Hiftory
1960/Ben E. King records “Stand By
Me.

1975/1t's a good week for “The Boss.”
Bruce Springsteen appears on
the covers of Time and News-

- week simultaneously.

1989/ Rolling Stone magazine releases
its “Top 100 Albums of the '80s”
issue. The Clash's London Call-
ing takes the top honor, with
Prince’s Purple Rain in the No.
2 slot. U2's Joshua Tree comes
in third, The Talking Heads’ Re-
main in Lightis No. 4, and Paul
Simon’s Graceland rounds out
the top five.

N
A

Best of the '80s?

Born: Lee Greenwood 1943, Simon
LeBon 1958, Scott Weiland

(Stone Temple Pitots) 1967

SUNDAY, OCTOBER 28

National Chocolate Day

1886/ The Statue of Liberty is dedi-
cated in New York Harbor by
President Grover Cleveland.

1919/Congress passes the Volstead
Act, providing for the enforce-
ment of the 18th Amendment to
the Constitution, also known as
the Prohibition Amendment.

1965/ The Gateway Arch in St. Louis is
completed.

1998/ President Bill Clinton signs the
Digital Millennium Copyright
Act.

Born: Bill Gates 1955, Lauren Holly
1963, Andy Richter 1966,
Joaquin Phoenix 1974

InMﬁé\c&fgté’r’y
1977/The Sex Pistols’ Never Mind the
Bollocks is reteased in the U.S.
1986/Alice Cooper launches his Night-
mare Returns tour in Lansing,
M.

1996/ Slash leaves Guns N’ Roses in
what is called “an amicable
split.”

Born: Charlie Daniels 1936, Desmond
Chitd 1953

— Frank Correia
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Just Gall Her J.Judd?

Oh the confusion! So what
are the "zines going to nick-
name Jennifer Lopez now?
(Maybe J.Lo-Judd?) Anyway, they
provide coverage of her Sept. 29
wedding to dancer Cris Judd.
People describes the “lavish
mountaintop ceremony” in Cala-
basas, CA. The Globe says J.Lo
decided that the best way to show
terrorists that America can't be
intimidated was to go ahead with
her fairy-tale nuptials, and so the
'zine goes “Inside Her Fabulous
$500,000 Wedding” and provides
details about her big day.

The National Enquirer reveals
“J.Lo's Wedding Secret”: The
singer-actress made a secret
decision not to marry a Hollywood
celebrity because she wanted a
down-to-earth man, and she pick-
ed Judd as her husband because,
the 'zine says, "he came up the
hard way like her and has both feet
firmly planted on the ground” The
couple grew up in simitar environ-
ments, they both started out as
dancers and love music, and they
are described by their friends as
genuine soulmates.

True And False -

Garbage’s Shirley Manson
tells Rolling Stone that the artists
she considers to be the true tal-
ents working in music today are
PJ Harvey, Bjork, Missy Elliott,
OutKast and Fiona Apple. Re-
garding other talents, she says, “I
think falsity in itself has become
almost as worthy as authenticity.
Britney Spears-has become re-
voltingly fake to such a degree
that | kind of accept it now and
see it in a pop-art sense. She's so
gloriously naive, a cartoon. And 'N
Sync have become Andy War-
hol’s tomato-soup can. And | can
buy into why people dig it. It's not
my thing, but | think it's just as rel-
evant in our culture as everybody
mooing and cooing over [Radio-
head's] Kid A"

Worldwide Home

Bjork tells Time, regarding the
Internet, “After traveling so much,
| realize how gorgeous the
Internet is, bringing the home to-
gether again. So I’'m looking back
on a living room in the '50s where
the whole family is, but it's mod-
ern and technological.”

Jimmy Eat World guitarist-
vocalist Jim Adkins tells Nylon
that he's not totally comfortable
with the Internet: “I read the stuff
on the web occasionally, but |
mostly try to stay away. It's weird.
There's a fan site that has an
anonymous gossip section. That
was really bad to see. Some of it
was half-true, but | don’t know
where most of it came from. There
was stuff on there about me be-
ing mean and an alcoholic, and
that | secretly had three kids and
didn't pay child support.”

WISH YOU WERE HERE — Back-
street Boy A.J. McLean tells People
that he misses rehab. “! didn't want
to leave. I'm actually considering
going back there for a week. When
you'e there, it's so quiet and peace-
ful. There is no racism, there's no
second-guessing.”

Devil Or Angel?

Slipknot members set the
record straight in Rolling Stone
about accusations that they're a
Satanist band: Drummer Joey
Jordison says, “The only similar-
ity we have with Satanism is that
we're self-indulgent. One of the
main tenets of Satanism is self-
righteousness and making your-
self happy. | agree with aspects of
Satanism as much as | agree with
aspects of the Bible " Percussion-
ist Shawn Crahan is more spe-
cific, saying, "We're 100% not a
Satanistic band. We're beyond
that. We're communicating in a
way that people won'’t understand
for years to come.”

P.0.D. members tell Spin that
they're on the other side of the
fence: Frontman Sonny Sandoval
says, ‘I don't care what Christian
groups think of me; | just want to
represent who | am: a guy who at
one point fell on his face and
asked God for direction” Drummer
Noah Bernardo says, "We don't fit
in with the conservative values of
Christian America. For us, it's all
about a relationship we have with
God. It's about what God has done
for us individually, not what he's
done for our church.”

Afroman tells Rolling Stone, “|
used to be all cocky — a real foot-
ball-player type — and the Bible
showed me how to be humble, pa-
tient, and I've seen how those two
little things have made drastic
changes in my life and put me in
a place where | had a lot of oppor-
tunity.”

Is System Of A Down frontman
Serj Tankian religious? He tells
Rofling Stone, “That's a hard ques-
tion to answer. | don't go to church,
generally. | have been in churches,
if they're peaceful places and they
give me a vibe ! like. | like going
anywhere, whether it's a church or
a cave or a park bench. | believe
in the spirit that moves through all
things.”

— Deborah Overman

Each week R&R sneaks a peek through the nation’s consumer mag-
azines in search of everything from the sublime to the ridiculous in
music news. R&R has not verified any of these reports.
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72 million households

75 mi:lllnn households

Tom Calderone Paul Marszalek
VP/Programming VP/Music Programming
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NICKELBACK How You Remind Me % FIVE FOR FIGHTING Superman (It's NotEasy) Ig
k ENRIQUE IGLESIAS Hero 1
:':z‘u‘:"?r” Sroor Giinia) 5 | JEWEL SandingSth 1
WL B | EToNJORNIWartLove 1
JENNIFER LOPEZ 'm Real A STEVIE NICKS Sorcerer 1
TRICK DADDY Im A Thug 2 MACY GRAY Swest Baby 12
MICHELLE BRANCH Everywhere 2 WEEZERsiand In The Sun n
3000RS DOWN B¢ Like That 10
Lz Wakop i MICHELLE BRANCH Everyhere 9
SUM 41 In Toa Deep % CAKE Short SkitLong Jacket 9
MARY J. BLIGE Family Attai 2 GARBAGE Androgyny 7
P.0I0OY & THE FAMILY Bad Boys For Life 18 LIVE Overcome 7
DMX We Right Here 18 SHEAI’g l]»\AII‘,1I'32F‘I"V:MyTio Reno ;
(e i
ETEVPABLD fase g W TORYAMOS Strange L it Girl 4
ADEMA Giving In 18 BUSH The People That We Love 4
GINUWINE Differences 15 NICKELBACK How You Remind Me 4
POWERMAN 5008 Relax 15 ENYA Only Time 3
WEEZER Istand In The Sun 13 JAMIRDQUAI Litte L 3
ELTON JOHN [ Wart Love 13 FIRATS 2 g
MARY J. BLIGE Family Aftar 1
CHRISTINA MILIAN AMTo PM 12 GINUWINE Differences 1
DESTINY'S CHILD Emotion 1 INDIAAREE Brovin Skin 1
MISSY ELLIDTT One Minute Man " THE ISLEELY BROTHERS Contagious :
R. KELLY Feelin* On Your Booty 1 MAXWELL Ltetme
U2 StuckIn A Moment You Cant Get Out Of 1] [ D PECKRIGHT L e L |
JANET Somecne To Call My Laver 10 AEROSMITH Sunshne -
JIVE JONES Me, Myself & | 10 BABYFACEWhat f =
MACY GRAY Svieet Baby 9 505&1‘; auétflas:'md -
JAY-2Girs, Girs, Girls ALEURDMacelin el -
SEVENDUST Angels Son gﬁvngsshgeunuf G W T =
MARIAH CAREY Never Too Far SUGAR RAY Answer The Phone —
LFO Every Other Time T00L Schsm =
DZZY OSBOURNE Gets Me Through Vo il for Octoey 15:21,
JADAKISS Knock Yourself Out

JERMAINE DUPR Ballin” Out COf Control
CITY HIGH \/EVE Carame!

COLDPLAY Troubke

8EN FOLDS Rockin The Suburbs
GORILLAZ Chnt Eashvood

ON THE LINE ALL STARS On The Line
FAITH EVANS You Gets No Love”
PRESSURE 4-5 Beat The World
JESSICA SIMPSON AlLittie Bit
SUGARRAY Answer The Phone

BUSH The People That We Love
TRAVIS Side

BUTTHOLE SURFERS The Shame Of Life
MAXWELL Lifetime

MYSTIC The Lite

EVE1/GWEN STEFANI Let Me Blow YaMind

36 miltion househalds

Cindy Mahmoud
VP/Music Programming
& Entertainment

VIDEOQ PLAYLIST

JA RULE I/CASE Livin' it Up

R. KELLY Feeiin On Your Booty

USHER U Got it Bad

BUBBASPARXXX Ugly

112 Dance With Me

GINUWINE Offerences

MICHAEL JACKSON You Rock My World
FABOLOUS 1/NATE DOGG Can't Deny It

TOP TEN SHOWS
OCTOBER 1-7

Total Audience
(95.9 million househokds)

-

Friends

ER

West Wing

Law & Order

Everybody Loves Raymond
Inside Schwartz

csr

Will & Grace

© ® N O A W N

Becker

-
o

Frasier

TELEVISION

Teens 12-17

-

7th Heaven

2 Friends

FOX Movie Special
(There’s Something
About Mary)

w

The Simpsons (Spm)
Undeclared

That '70s Show

E.R.

Charmed

@ N O 0 &

(tie) WWF Smackdown!
10 \Butfy The Vampire Slayer
Source: Nielsen Media Research

COMING NEXT WEEK

Tube Tops

Martina McBride performs live
from Minneapolis’ Orpheum Theater
for her first pay-per-view concert;
check local listings for channel (Sat-
urday, 10/13, 9pm).

Friday, 10/12

7

¢ Ozzy Osbourne, The Tonight
Show With Jay Leno (NBC, check
local listings for time).

* Tenacious D, Late Night with
Conan O'Brien (NBC, check local
listings for time).

+ Nickelback, Late Late Show
With Craig Kilborn (CBS, check lo-
cal listings for time).

Sunday, 10/14

* Aaliyah, Behind the Music (VH1,
9pm).

Monday, 10/15

*John Mellencamp and India.
Arie, Late Show With David Letter-
man (CBS, check local listings for
time).

Tuesday, 10/16

* Craig David, Jay Leno.

* Quincy Jones, David Lefterman.

+ Tom McRae, Craig Kilborn.

* Emmylou Harris, Politically in-
correct With Bill Maher (ABC, check
local listings for time).

"Wednesday, 10/17
* Keb'Mo’, Craig Kilborn.
Thursday, 10/18

* Bush, Jay Leno.

* Al Kooper sits in with the band
on David Letterman.

* Quincy Jones, Conan O'Brien.

2PAC Until The End Of Time MAXWELL Lifetime

VIOLATOR VBUSTA RHYMES What s FAITH EVANS You Gets No Love { i
NELLY Ride Wit Me Saturday, 10/13

SLIPKNOT LeftBehind

FOXY BROWN O Yeah RAP CITY «Macy Gray, Saturday Night Live

JEWEL Standing Still OR. ORE /KNOC- TURN'AL Bad Intentions (NBC, check local listings for time).

ALCAKEYSFali JADRKISS YEVE & STYLES We Gonna Make «Blu Cantrell, Showtime at the

LIE* MO Gangsta (Love 4 The Streets) JAY-Girls, Girls. Girls { 1 e _ «Ben Folds, Craig Kilborn.

LI MO Superworman OMX We Right Hete Apolio {check local listings for time » Lrag :
LINKIN PARK Crawing iﬁ g’l‘l‘l:-:llét;‘isa:n Itup and channel}. — Julie Gidiow
NELLY A BUBBA SPARXOXX Uigy f

RAAS BOBBY The Rhumba NELLY 61 - 3

SALIVA Your Disease P. DIDDY & THE BAD B0Y CREW Diddy All show times are ET/PT unless otherwise noted: subtract one hour for CT.
U2 Elevation FABOLOUS 1/NATE DOGG Can'tDeny ft Check listings lor showings in the Mountain time zone. Allkstings subject to change.

Video playfist for the week ending October 14. Video playlist for the week ending October 14, ———— — o - o - . !

COLDPLAY Trouble 1

PETEY PABLO Raise Up 55 mitlion households

STAIND Fade 0Oavid Cohn Peter Cohen, A

U2 Stuck In A Moment You Can't Get Out Of Genesal Manager VP/Programming Rhythmlc Adds
:‘:]“0“"“‘””“"“""“' 2 LOUCHIELOU & MICHIE ONE 100t O 10

0.0, Alve

DILATED PEDPLES Worst Comes To Worst Rap Adds

NELLY FURTADD Tum Off The Light BAD AZZ How We Get Down

CITY HIGHVEVE Caramel SYSTENOFADOWN Ghop S0e P.DIDDY & THE BAD BOY CREW Diddy Rock Adds

TR o e MAXWELL Litetime BIDHAZARD Sellout

i DEFAULT Wasting My Time
SUM 41 InToo Deep LD Cnic e ] Pop Adds PJHARVEY This Is Love
TRAVIS S NICKELBACK How Yoy Remind Me e SOIL Halo
one
RES Goid " STROKES Last Night

MYSTIC The Le i ;Lzy:mw - S e SUGARCULT Stuck In Ameica

IAY-ZiZ0 (HOVA) : SUGAR RAYiSnsWenTheRRone TENACIDUS D Wonderboy

FABOLOUS UNATE DOGG Cant Deny NEW DAERtp d WATERDOWN Round2

BUBBASPAROKX RDB ZOMBIE Feel SoNumb

-WEEZER isiand InThe Sun Y Urba" Ad £

MACY GRAY Sweet Baby Video playiist for the week of October 8-14. NoAdds Adds for the week of October 15.
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FILMS

BOX OFFICE TOTALS
o(T. 5-7

Title § Weekend
Distributor {8 To Date)
1 Training Day $22.55
wB* ($22.55)

2 Serendipity $13.30
Miramax® ($13.30)

3 Don't Say A Word $9.76
FOX ($31.93)

4 Zoolander $9.51
Paramount ($28.33)

. 5 Joy Ride $7.34
FOX* (57.34)

6 Max Keeble's Big Move $5.37
Buena Vista® ($5.37)

7 Hearts In Atlantis $5.02
WB ($16.44)

8 Hardball $3.56
Paramount ($30.62)

9 The Others $2.84
Miramax ($90.57)

10 Rush Hour 2 $1.72
New Line ($221.52)

“First week in release
All figures in millions
Source: ACNieisen EDI

COMING ATTRACTIONS:
This week’s openers include Ban-
dits, starring Bruce Will's, Billy Bob
Thomton and Cate Bianchett. The
film’s Columbia soundtrack sports
two classic cuts by Bonnie Tyler
— “Holding Out for a Hero” and
“Total Ecfipse of the Heart’ — as

Five For Fighting

well as Five For Fighting's “Su-
perman (It's Not Easy),” Jimmy
Page & Robert Plan®’s “Galiows
Pole” Bob Dylan's “Tweedle Dee
and Tweedle Dum," Mark Knop-
fler's “Rudiger,” Aretha Franklin's
“Walk on By,” Bill Withers &
Grover Washington Jr.'s “Just the
Two of Us” and Michael Martin
Murphey’s “Wildfire.” Tunes by
Tanita Tikaram (“Twist in My So-
briety”), Pete Yom (“Just Another”}
and In Bloom (“Crazy Little
Mouse”) complete the ST.

Also opening this week is David
Lynch's Mutholland Drive, starring
Justin Theroux. The film’'s Milan
soundtrack contains various tunes
by Lynch and John Meff, as well
as frequent Lynch collaborator
Angelo Badalamenti, who teams
with The City of Prague Orches-
tra for the original score. The ST
also features songs by Milt
Buckner-(‘The Beast”), Sonny
Boy Williamson (“Bring It on
Home"), Linda Scott (“Every Little
Star”) and Rebekah Del Rio
(“Uorando”).

— Julie Gidlow
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AL PETERSON

Help Listeners Gope

Tips for dealing with the emotional roller coaster

of current events

1 the past few weeks people across America have expressed a wide array of emotions as we
— have all attempted 1o comprehend the events of Sept. 11, events that still seem incomprehensi-
ble even though a full month has passed since that terrible morning.

Your listeners and staff are still
experiencing shock. gricf. anger. con-
fusion and a whole lot more in the af-
termath of the terrorist attacks on
America. And. even as we begin 1o
regain some degree of emo-
tional cquilibrium following
the tragedy. the prospect of
protracted military action
and more terrorist attacks on
U.S. soil in the months
ahcad continues to chal-
lenge cven the most emo-
tionally stable among us.

Someone who has been
speaking with many radio |
listeners to help them cope
with their feclings during
these difficult days is Dr. Joy
Browne. The radio veteran is heard
daily on WOR/New York and syndi-
cated to nearly 200 radio stations
across the country through the WOR
Radio Network.

A licensed psychologist with a
Ph.D. from Northeastern University.
the soft-spoken Browne has been a
fixture on the radio since 1978. She
is also well-known from her regular
appearances on TV and through her
syndicated colunn for the New York
Times. Browne is also the author of
more than a half-dozen best-selling

140 Affi

Dr. Joy Browne

books. including Dating for Dum-
mies and It’s a Jungle Out There,
Jane: Understanding the Male Ani-
mal.

I spoke 10 Browne recently and
learned that, in the days fol-
lowing the World Trade
Center attack. when she
wasn’t hosting her WOR
radio show, she was volun-
teering her time and cftost
at ground zero. where she
witnessed firsthand the
physical and emotional dev-
astation that took place
there.

| asked “Doctor Joy™ 1o
share her thoughts and offer
some advice on how we can all learn
to better cope with the emotional roll-
er coaster ride of this past month and
what we can do to deal with the un-
certainty of the weeks and months
ahead.

R&R: Considering the wide range
of emotions we have all felt during
the past few weeks. is there any way
to tell what's normal and what's not?

JB: To a certain extent that is
formed somewhat by where you are.
It you are 3.000 miles away on the
West Coust, it’s going to feel very dif-

terent than if the World Trade Center
had been your nightlight for years.
and now there is this Juminescent
cloud of white smoke that greets you
where it used to be. Geographical
distance doesn’t make you insensi-
tive, but it’s going to make for a very
difterent perspective.

If you've stood there handing a
bottle of water to a guy running a
crane, it feels very ditferent than it
does even if you live just uptown.
We need to allow each other a rath-
er wide range of responses to this
event. My real concern is that
because there are different respons-
es that we all have in times of great
stress — somehow people feel there
is a right response and a wrong one.
That’s not the case. Whatever you
are feeling is what you should be
feeling.

R&R: Are there uny signs we
should be looking for in ourselves,
our fumily members, our friends or
our co-workers that would indicate
someone who is not dealing with
this tragedy in a healthy or appro-
priate way?

JB: You need to look for some of
the classic signs of depression: dis-
turbed sleep patterns. constant irri-
tability. gaining or losing a lot of

DIVERSITY OF OPINIONS |

and Jackson.

The Reverend Jesse Jackson dropped by KABC/Los Angeles’ Allred &
Taylor Show last week to discuss his views on the recent terrorist at-
tacks. Shown here (l-r) are KABC hosts Mark Taylor and Gloria Allred

weight, loss of libido, difficulty con-
centrating and alternating very high
highs and very low lows — in other
words, people who seem to be sort

e

“We're a nation that is
sort of collectively
screaming ‘Mommy!’ We
need to remember that it
is OK to talk about it
together. That's how we'll
deal with it and
integrate it into our
lives.”

e i i

of stuck and not able to get beyond
this. But again, this is going to be
very hard to evaluate. because some
of that will probably depend on
where you have experienced this
event.

The term “ground zero” is one
that is usually applied to a nuclear
blast. where you measure the dam-
age from the center — ground zero
— outward. Although this was not
a nuclear explosion. that's still a
useful metaphor. Because, in some
ways, the closer you were to it, the
more you are probably going (o be
affected by it.

Most of us know about mourning
when it happens to us individually,
but this is mourning that we are ex-
periencing as a group, and that’s a lot
more complicated. It's not like my
grandmother or your grandmother
died; it’s like alf of our grandmoth-
ers died at the same time.

Sometimes we feel almost embar-
rassed about our neediness and grief
in times like these, and that’s wrong.
Don’t be embarrassed. and don’t be
isolated about it. Grieving is a pro-
cess, and cveryone processes at dif-
ferent rates. times and styles. As long
as you are going through the process
and not denying it or isolating your-
self, you'll be OK.

R&R: Will we see, us some have
predicted. a lot of posi-trammatic
stress syndrome in the aftermath of
all this?

Continued on Page 26

iates Signed In Just One Year Including...

WEAN / New York
KXTA / Los Angeles
KTCT / San Francisco

KTRA / Dallas

WTEM / Washington DC

WQXI / Atlanta
WXDX / Detroit

Great New Weekend Programs Just, Added:

The Chris Russo Show ¢ Saturday 10am-12noon ET
The NFL Now with Mike Francesa ¢ Sunday 9am-11am ET
Pro Football's Top 20 with Kevin Kiley ¢ Sunday 11am-12noon ET
Fox NFL Final with Steve Cohen « Sunday 11pm-1am ET

Contoct Tomora Booth at 818.461.8234

www americanradiohistorvy com
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Help Listeners Cope

Continued from Page 25

JB: Nobody is suffering from post-
traumatic stress syndrome at this
point. That isn’t even an appropriate
term 10 use until a minimum of about
90 days after an event. Most of us —
and by that | mean 75%-80% of the
population — are going to feel sad.
and we’ll always remember where
we were at that moment, but then
we'll begin to integrate this into our
lives and move forward.

There will be a small group, how-
ever. for whom post-traumatic stress
syndrome will be a legitimate diag-
nosis. If. somewhere around the first
of next year, you still find yourself
constantly irritable and unable to con-
centrate or having things like flash-
backs or crying for no reason. chanc-
es are you are going to need some
protessional help.

It’s also entirely possible that
whatever problems people are hav-
ing at that point are problems that
they already had on Sept. 10. This
event. more than any other one that
I have experienced. is kind of like
a national Rorschach test. Whatev-
er people were concerned about be-

fore has been dramatized, intensi-
fied and illuminated in some very
uncomfortable ways. But again, it’s
a perfectly normal human response
to take an outside event and inter-
nalize it with other problems that
we may have already had but not
yet dealt with.

R&R: What do you think is the
hest 100l for dealing with our emo-
tional reactions 1o these events?

JB: Talking. and that’s not some-
thing that’s easy for everybody. For
example, a man called in to the show
the other day and said, “I'm just so
angry!” Then he started sobbing. For
men. especially. it's very difficult to
accept that kind of vulnerability.
Emotions for guys — especially what
they perceive to be “icky” feelings —
are things they tend to move away
from. and anger is actually a comfort
tor them.

Another example: I had a friend
who said to me. I can’t protect my
children, I can’t protect my family, I
can’t protect my country or my
friends; I feel so stupid!” I had forgot-
ten that part of the male ego in all of
this. Men don’t often talk about how
they are feeling, and talking about
this is really an important thing to do.
It’s something women do, organical-

“The message we must
take forward from here
is, 'You can't defeat us,
and you can't scare us.
You can mzke us pause
and feel uncomfortable
for a moment, but you
can't scare us into
changing the way we
live. We are not afraid.”

e,

ly, from the time they’re about 3
years old. but it'’s not something that
most men do easily.

In a sitation like this we all need
to talk. We're a nation that is sorf of
collectively screaming “Mommy!”
We need to remember that it is OK to
talk about it together. That’s how
we'll deal with it and integrate it into

JOAN RIVERS

 JOEY REYNOLDS'

onnomowi

S|

212-642-4533
worradionet.com
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our lives. That’s how we will be
strengthened and not poisoned by it.

R&R: I've read reporis that alco-
hol sales have increased in recent
weeks. What are the dangers — be-
yond the normal ones — of numing to
alcohol or drugs in a siation like
this?

JB: One of the things we have
learned and come to understand
about alcohol, in particular, is that it
gives people tunnel vision. Alcohol
helps you shut things out, so people
drink to try to shut down those feel-
ings. The trouble with that is. when
you wake up, you still have the same
problems, plus you have a headache.

This is really a time to talk it out
instead of trying to drink it ouf or
eat it out. | don’t know for sure, but
I"ll bet the national consumption of
mashed potatoes is way up in the
last few weeks. It's also probably
been a good time to buy stock in
Domino’s Pizza.

In the long term we need to tatk
and embrace our sorrow and then be-
gin to let it go, so that we don’t end
up a nation of walking zombies. And
we need to understand that we are all
going to go through a lot of ups and
downs for quite a while as we all deal
with this in our own ways.

R&R: Evervone seems to have a
story about September 11, whether
they were directly impacted or not.
What is it that inakes all of us want
to have some sort of personal con-
nection to this horrific event?

JB: It really is a rather odd thing,
isn't it? Establishing a connection
gives us all a justification for our sad-
ness and also gives us a sense of
somehow being connected to history.
An event like this feels like it dimin-
ishes all of us in stature, so being
able to say, ~I knew someone.” or, “T
knew somebody who knew some-
one,” kind of justifies our behavior
and how we're feeling.

All of us. in our own way, seem to
be saying. “Please take care of me.”
We know that stress causes regres-
sion and that we go back to an earli-
er stage of development that feels
more comfortable to us. This whole
event has pushed most of us back to
being that 5-year-old waking up from
a nightmare in the middle of the
night, and we just want someone to
comfort us. By saying, “I knew some-
body,” what we’re really saying is. “I
deserve to be comforted,” because
we’re all, honestly, feeling that need.

R&R: What are some things that
we should — or should not — be do-
ing right now to help ourselves, our
co-workers and our listeners work
through this?

JB: As | said before, I would cer-
tainly suggest staying away from al-
cohol and drugs. And, to be very

frank, I would stay away from televi-
sion. The news on TV. by definition,
is alarmist. I'm not saying that I'm
angry about that: it’s just the way it
is. But I’'m not sure that television’s
need to continue to make this a con-
stant news story is serving us well at
all. The news media keep coming up
with all these doomsday scenarios —
crop-dusters. biological weapons,
poisoning the water systems. All that
really does is further frighten us.

There is nothing wrong with say-
ing, “Enough already. I want to watch
Friends tonight.” Terrorists win when
they succeed in frightening us. The
key is to understand that they can
knock down a building, but they can-
not knock down your head and your
heart. For them to succeed in making
us afraid requires our compliance. So
my battle cry has been, “If these are
10 be my last days. weeks, months,
years or whatever on this earth. then
[ categorically refuse 10 let anybody
make me frightened to live.”

R&R: Bur what if vou are still
having trauble getting back to normal,
as we've all be encouraged 10 do?

JB: It’s OK to have that moment
when you ask yourself. "Gee, how
am [ ever going to get on another air-
plane?” or, “How can I go back into
that building that I've watched them
evacuate three times in the last
week?” But that’s when you have to
say. “Screw ‘em!™ and make a con-
scious decision to not be afraid. If we
let them make us be afraid to live our
everyday lives, that's when we lose.

Terrorists count on our fear and on
our deciding that whatever it was that
was OK to do yesterday is something
that we’ll never do again. We need,
as a society. to refuse to let them do
that to us. The best thing we can do
for all those people who died in this
tragedy — who. by the way, didn’t go
to war: they simply went to work that
day — or for all those fireman, cops
and rescue people who died trying to
help is to honor them all by saying,
“Don’t worry, we will carry on.™ Our
job is to make life good — for our-
selves, for one another and for the
rest of the world.

If I were going to suggest one mod-
el for all of us in our grieving, it’s an
Irish wake. The Irish are terrific, at
the moment of maximum grief, of
thumbing their nose at death and cel-
ebrating life. That seems to me to be
what we really need to do right now.
It doesn’t make us inhuman or un-
feeling, because the business of liv-
ing is to live! The message we must
take forward from here is, “You can't
defeat us, and you can’t scare us. You
can make us pause and feel uncom-
fortable for a moment, but you can’t
scare us into changing the way we
live. We are not afraid.”

Got Photos?

Whenever you have photos from your News/Talk station's events
and promotions, be sure you send them to:

News/Talk Photos, R&R
10100 Santa Monica Bivd.,
5th Floor, L.A., CA 90067-4004
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KOOL Job In Phoenix

O Maranville programs top-rated Oldies station — and Alt sister

AL

magine, if you will, another dimension where you balance Sum 41 and Alien Ant Farm with The
— Beach Boys and Herman’s Hermits. That pretty much describes Tim Maranville’s professional life.

Maranville, a 32-ycar radio veteran,
programs Alternative KZON (The
Zonc)/Phacnix, hut he also
serves as PD for its Infinity
Oldies sister, KOOL. Maran-
ville has worked in a wide va-
riety of formats. And whilehe ¢
admits that there is a certain s
schizophrenia involved in si-
multancously programming
Oldics and Alternative sta-
tions, Maranville says there
are untold advantages.

*I think it’s a wonderful
benefit. actually,” he explains.
“When you're in a creative process, it’s
a daily detour from each product. Sit-
ting over at The Zone, 'l come up
with a really great idea that’s probably
too family-oriented — or, as they would
say, “cheesy’ — for that radio station,
but I’'ve got another outlet for it.

“It*s the same thing at KOOL. [ can
come up with an idea that’s probably
too risque for the KOOL. audience, and
it’s perfect for The Zone. It's been a
great process for our creative staff too.”

A longtime ratings lcader among the
nation’s Oldies stations. KOOL. has re-
maincd in the top 3 12+ in Phoenix all
this year. The recently released summer
2001 Phase Two Arbitrends indicate
continucd ratings success, with the
Oldics station climbing into the top
spot.

*“KOOL has always been a great ra-
dio station,” Maranville says. “It’s been

Tim Maranville

in the format for a long time. We've al-
ways been a fair contender 35-54, but
= | think the major difference
now has been the attitude that
we bring to the table, and that
is that we're a great radio sta-
tion first. Past that, we happen
to play Oldics and do all these
other things.

*“1 must have the best airstaff
on the planet. I can’t say
cenough about them. Every
| day when | turn on my radio.

I think. "That’s a great radio

station. I like listening to it.” [
teli my airstaff, ‘I 1 can turn on the ra-
dio and be surprised or get a laugh —
as jaded as | can be — you're doing
some spectacular radio.” And they do it
every day.”

Fresh Approach

Maranville joined the KOOL. team in
February 2000 and remained on-board
after CBS/Infinity acquired the station
six months later. It was around that time
that Maranville was given added dutics
as PD for KZON, which flipped from
Hot AC this past January. His 10 ycars
in the Phoenix market include seven
years programming Sandusky’s Rock
KDKB, Classic Rock KSL.X and Ac-
tive Rock KUPD.

When asked about his prior experi-
ence as an Oldies programmer, Maran-
ville laughs, “Other than listcning to it
on the radio and playing some of these

songs as currents?” But this, oo, he
says. has been an advantage.

“Sometimes, fresh thoughts come
from the fact that you're not married
to a certain idea just because that's
the way it's always been donc,” he
explains. “For the first couple of
months, | know my staff was looking
kind of sideways at me. But they fol-
lowed, bought in, and we're doing
very well.”

The airstaff includes morning host
Bill Gardner (in his fourth year at the
station) and aftemoon personality Camn-
elback Jack (a seven-year station vet).
And then there’s midday host Tom
Peak, who also serves as MD and Asst.
PD. “This is Tom’s second job in ra-
dio,” Maranville notes. “He’s been with
the station for 22 years. He's played
every role at the station — morning
drive, afternoons, middays, music di-
rector and program director.”

Maranville says the staff’s stability
and longevity play a huge role in the
station’s success. “I'm a big believer in
developing a staff that can work
through issues. as opposed to changing
out staff,” he says. “I think history is
important from a standpoint of experi-
ence in the marketplace — from big
things to little things.”

This was proven during the recent
terrorist attacks, when KOOL's long-
time relationship with U.S. Sen. John
McCain provided the station with easy
access (o, onc of the nation’s most rec-
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“Sometimes, fresh thoughts come from the fact that
you're not married to a certain idea just because
that's the way it's always been done.”
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ognizable political figures. Maranville
emphasizes, however, that the staff’s
experience is just as beneficial when it
comes to knowing the proper pronun-
ciation of local street names. “It’s little
things that are so much a part of the lis-
tener’s everyday life,” he says. “If you
don’t have a staff that’s familiar, you
lose out on those opportunities.”

’60s-Based

Not surprisingly, KOOL. uses aCHR
approach in its programming. “We use
jingles and intros and try to camry a good
amount of cnergy,” Maranville says.
“Outside of that, it's a very local, very
community-oriented approach. We're
not afraid of information, we're not
afraid of phone calls. The on-air people
have a great amount of flexibility to cre-
ate a show every single day.”

The station’s music library concen-
trates almost exclusively on the "60s.
*“We’re not afraid of the '70s,” Maran-
ville says. “But at the same time we're
not going to force our audience to ac-
cept something they're not ready to ac-
cept as oldies. If you look over the long
perspective, you'll see that we actually
do have a fair amount of our spotlights
on the "70s, but we don’t necessarily
include it in the daily mix.” Most of the
post-"60s music is featured in special-
ty programs or during weekends em-
phasizing the *70s.

However, Maranville does finc-tune
the music mix to reflect what’s happen-
ing in the marketplace. “If Chicago is
coming to town, [ might spice in some
Chicago for the weeks leading up to
that.” he says. “But that’s listener-ap-
propriate, as opposed to something I‘m
trying to manufacture for them.”

KOOL. welcomes on-air visits when
oldies acts are in town, but Maranville
acknowledges that he gencrally works
directly with concert promoters and
sponsors, as opposed to record labels.
In terms of station tie-ins with concerts,
Maranville says. “We're fairly heavily
involved, but 1 don’t go over the top for
any concert, simply because it's a num-
bers deal.

“The oldies concerts here are not
usually attracting anything over 1,500
people. A 3,000-person show isa home
run here for an oldics act. We talk about
it and pay tribute to it, but we don’t
knock ourselves out over a concert.”

Solid Relationship

When [nfinity purchased KOOL., the
station joined a family that includes
many of the nation’s most respected
Oldies stations, including KRTH (K-
Earth)/Los Angcles, WCBS-FM/New
York, WIMK/Chicago and WOGL/
Philadelphia. “I was excited when the
CBS/infinity folks came in and basical-
ly said, ‘Here are the rules,” Maran-
ville explains.

It was a short meeting. Some com-
panies come in and tell you how great
it’s gonna be and how many resources
you’re going to get. Infinity came in
and said, ‘Hey, it's all in your hands.
We're going to support you.’

*“I was excited about the way CBS
runs its business. You're responsible
for your own destiny. You're re<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>