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Matthews Band Busted! Y . "' e Michaels Move Shocks Radio

well, not exactly. Busted Stuff, the latest album from ‘ / ' g _4 Clear Channel Radio CEQ
RCA’s Dave Matthews Band, enters the Hits retail _ e = Randy Michaels was
: i& T ] P> chart at No. 1 with , reassigned this week to the
— - e more than 600,000 newly created new
units reported sold. technologies division of the
“sf} Meanwhile, "Where g™} company. The move rocked 88
Are You Going,” the industry, and angry

.| the first single from investors responded in the
the album, remains at

following trading session by
No. 1 on the R&R ”4”/” & ”[””””ly selling off Clear Channel

Triple A chart. 5 stock. Details, Page 1.
www.radioandrecords.com g

“Did you ever have that dream when you're walking naked
down the street and everyone just stares...”

=

With her debut single on Jive Records,
Love proves with conviction that she is
an immensely talented songwriter and

@ apassionate and expressive singer.
See for yourself:

~_Teen Choice Awards — August 19
The Tonight Show with Jay Leno — September 16
Nickelodeon All That — September
The Taday Show — September 23
Live with Regis & Kelly — September 24
The Late Show with David Letterman — October 7
The View — October 8

e , ; ; Written by Jennifer Love Hewitt.
|
BareNaked’ Sounds amazing on the air! and Meredith Brooks

It has a positive lyric that compels you to Produced by Meredith Brooks

listen. it has been on the air for a little over Jennifer Love Hewitt BareNaked album
2 weeks and already a top 5 requester. | am coming in September

cettain this will be a HUGE I’ECOI’d.“ Management: David Guillod and Jeff Nerskog for

. STGVB Salhany, OM/WTIC Handprint Entertainment *&¥a

|-
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www fiverecords.com
www jenniferfovehewitt.com
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THE NEW SINGLE FROM THE ALBUM

AND FEATURED IN THE UNIVERSAL STUDIOS/IMACINE ENTERTNNMENT
SUMMER HIT MOVIE IN THEATRES AUGUST 16. .- :

Produced, amanged and performed by Leany Kravitz R 0 c k ) AAA &

Represeatation: Craig Fruin and Howard Kaufman/HK Managemen:

www.lennykravitz.com  www.blue-crush.com www.virgmrecards.com f HOt Ac 7{30

1/4 ©2002 Virgin Records America. inc. Motiof picture artwerk, artwor t tte ard photos: TM & copyright 2002 Universal Studios
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management ¢ marketing ¢ sales

Part Two of Jeff Green's Industry X-Ray
appears in Management, Marketing &
Sales this week. Jeff continues the list he
started last week that outlines media
spending on new-car advertising on a
market-by-market basis. He also presents
a wealth of other new-car-related data.
Also this week, consultant John Lund ticks
off several ideas that can help you build
cume at low or no cost.

Pages 9-11

ANNUAL AC SPECIAL!

AC: Giving Women What They Wantis an
elegant and eloguent followup to last
year's AC special. Kid Kelly covers a wide
range of topics this year, including how to
incorporate research results into major
decisions, how to fashion your morning
show and how to use direct mail. We also
have an exclusive interview with AC
superstar Leeza Gibbons. Additionally,
there are interesting profiles of Entercom/
Kansas City VP/GM Bob Zuroweste in our
MMS section and WLTW/New York PD
Jim Ryan in Publisher’s Profile.

Special begins on Page 31

IN THE NEWS

* WMG, Curb expand pact; Mike
Curb becomes Word
Entertainment Chairman

* Kenny King appointed OM for
WJZW & WRQX/Washington

© Mike Culotta now OM for WQYK-AM
& FM & WYUU/Tampa

* Mike Stern becomes PD
for WLZR/Milwaukee

* Dan Michaels takes
KQMT/Denver PD post
Page 3

| THIS #] WEEK |

CHR/POP
* AVRIL LAVIGNE Complicated (Arista)

CHR/RHYTHMIC
 NELLY Hot In Herre (Fo’ Reel/Universal)

URBAN
* NELLY Hot In Herre (Fo’ Reel/Universal)

URBAN AC

+ JOE What If A Woman {Jive)
COUNTRY

« KENNY CHESNEY The Good Stuff (BNA)

AC
+ CELINE DION A New Day Has Come (Epic)

HOT AC
« AVRIL LAVIGNE Complicated (Arista)

SMOOTH JATZ
+ BONEY JAMES RPM (Warner ros.)

ROCK
* PUDDLE OF MUDD Dritt... (Flawless/Geffen/interscope)

ACTIVE ROCK
« PUDDLE OF MUDD Oritt... (Flawless/Getfervinterscope)

ALTERNATIVE
* RED HDT CHIL! PEPPERS By The Way (Warner Bros.)

TRIPLE A
* DAVE MATTHEWS BAND Where Are You Going (ACA)

JULY 26, 2002
‘Power’ Surges To L.A. Lead

W Info, SJ stations fare well in spring ratings

Emmis’ CHR/Rhythmic KPWR
(Power 106) is now the top-rated
radio station in Los Angeles, shift-
ing 5.04.9 in the spring 2002 Ar-
bitrons and successfully fending
off a challenge from Hispanic
Broadcasting’s Regional Mexi-
can KSCA. Infinity Altemative
KROQ, which tied KPWR in the
summer 2001 Arbitrons and en-
joyed No. 1 finishes in spring

RATINGS/See Page 3

Los Angeles

Station (Format} wi'62 Sp'o2
KPWR-FM (CHR/Rhy) 50 4.9
KSCA-FM (Reg. Mex.) 4.0 47
KROQ-FM (Alt) 5.1 43
KIIS/KVVS (CHR/Pop) 40 40
KOST-EM (AC) 44 39
KFI-AM (Talk) 40 38
KLVE-FM (Span. AC) 35 36
KKBT-FM (Urban) 33 35
KTWV-FM (Sm. Jazz) 34 34

KRTH-FM (Oldies) 32 31
COMPLETE RESULTS FROM 11 MAJOR
MARKETS: PAGE 20

By Apbam JacoBsoN
R&R RADIO EDITOR
jacobs dioand)

Randy Michaels, a radio
programming and manage-
ment veteran who rose through
the ranks to become CEO of
Clear Channel’s radio divi-
sion, has unexpectedly moved
to the company’s newly
formed new technologies di-
vision, where he will focus
his efforts on interactive,
wireless broadband and satel-
lite technologies.

The immediate move,
which makes Michaels CEO
of Clear Channel New Tech-
nologies, was made public
July 22. Clear Channel Presi-

“l am excited about
the opportunity to
once again look out
to the future and help
shape the way we
will adapt it.”

— Randy Michaels

B Randy Michaels reassigned to nonradio job

dent/COO Mark Mays will
serve as acting CEO of Clear
Channel Radio and oversee the
company’s 1,240 radio stations

Executive Shakeup At Clear Channel Rocks Industry

I Investors react with huge selloff of CC shares

Expressing its displeasure at
Monday’s news that Clear Chan-
nel had removed Randy Mich-
aels as CEO of the radio division,
the financial

until a perma-
nent successor
to Michaels can
be found. John
Hogan will con- |,
tinue as COO of |,
Clear Channel §§
Radio.
“Randy has
been and con-
tinues to be, a
great contribu-
tor to Clear
Channel,” Mays said. “Without
his vision and foresight we
would not have been able to de-

Michaels

velop the best, most well-posi- |

tioned. unduplicatable collection
of radio stations in the world.
“Randy’s greatest strength is
his ability to see how the radio
industry will evolve long before
it does. In his new role, Randy

will be able to utilize this strength |

to enable us to react better to the
advent of new technologies and
their impact on the company.”

MICHAELS/See Page 19

world on Tues-
;. day embarked
on a massive
selloff of radio
shares. As a re-
sult, the R&R
composite in-
dex flirted with
levels not seen
since July 1997
and then landed
with a thud at
149.20, down 20.57 for the day.

Individual companies, includ-
ing Clear Channel, were ravaged:
CCU shares closed on July 17 at
$33.96 per share. On July 18 the
R&R index began a four-day
slide that resulted in an almost
43-point decline.

On July 23 Clear Channel
shares fell by as much as $7.55
before a huge spike in trade vol-
ume — which ended the day at
a stunningly high 26.9 million
shares — helped the company

Mays

| slice its losses. The company’s

stock finally ended the day down

“Any negative news
about a leader can
have a broader
impact, and Clear
Channel stock is a
bellwether in the
industry.”

— Analyst Keith Fawcett

$4.94, 10 a paltry $25. Taking
into account a July 1998 two-
for-one stock split, CCU
shares are at their lowest point
in five years,

While Clear Channel’s mar-
ket malaise was first and fore-
most in everyone’s minds. the
week was gloomy for the ma-
jority of U.S. radio compa-
nies. Between July 17-23, En-
tercom lost $6.26 per share,
Viacom shares dropped
$6.16, and Emmis stock was
down $4.55. Satellite-radio
operators XM and Sirius have
also seen serious erosion in
their respective stock values:

STOCKS/See Page 14

WB/Nashville Taps
Worley As Chief
Creative Officer

B Michaels now Dir./

National Promeotion

By Lo~ Herton
R&R COUNTRY EDITOR
Ihelton @ radicandrecords.con

In a restructur-
ing of its man-
| agement tier that
started last week
when David
Haley was ap-
pointed Sr. VP/
Promotion. War-
ner Bros./Nash-
ville this week
tapped veteran
producer and former Sony/Nash-
ville exec Paul Worley as its
new Chief Creative Officer.

Worley

WORLEY/See Page 19

By RoN RODRIGUES
R&R EDITOR-IN-CHIEF
ronr@ radioandrecords.com

The Arbitron Advisory
Council has petitioned Arb-
itron to conduct a series of

To The

People Me

Arbitron Advisory Council Calls
For More People Meter Research
M Group reflects requests made by radio heads

additional tests to validate the\ Ty
Countdown : gy

t‘ é r of both the council and

dergoing testing in Philadel-
phia with a panel of 650 ra-
dio listeners. If things go well,
Arbitron hopes to commence
live use of the meter with the
summer 2003 survey and
» with a much larger
« panel.
o But some members

the ad hoc committee

accuracy of the Portable
People Meter. The requests
mirror those that were drawn
up a few weeks ago by an ad
hoc committee of radio group
heads who are also concerned
about the meter’s accuracy.
The PPM is currently un-

are suggesting that
early PPM results in Philadel-
phia are exposing some ma-
jor differences between the
PPM and the diary. They are
also unconvinced that the
meter accurately measures ra-
dio listening between the time

PPM/See Page 19

Arbitron Earnings
Up 40% In Q2; XM
Sees Wider Loss

BY MOLLE ZIEGLER
R&R WASHINGTON BUREAU
maziegler@radioandrecords.com

The question of whether the
anticipated ad recovery in the ra-
dio industry will actually materi-
alize will be answered in the next
few weeks, as second-quarter fi-
nancial results continue to trickle
in. While financial markets
haven’t been kind to the radio in-
dustry lately, analysts, investors
and radio executives are likely
hoping positive financial results
from the sector might turn things
around.

While it’s fair to say the Por-
table People Meter has domi-
nated the attention paid to Arbi-
tron. the company’s Q2 financial

EARNINGS/See Page 13

Same-day Spring Arbitron results: www.radioandrecords.com

www americanradiohictorv com
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King Crowned OM
0f WJZW & WRQX

= Gives up’JIW PD
post to program ‘Mix’

Kenny King has been named
OM of ABC Radio’s WJZW &
—— WRQX/Wash-
ington, as well as
4 PD for Hot AC
WRQX (Mix
107.3). He was
most recently PD
for Smooth Jazz
| WIZW. King
fills the vacancy
created when
Steve Kosbau
transferred to
ABC's Detroit
cluster as Presideni/GM.
“Kenny has proven to be a very
effective executive and program
director here in Washington for the
past 4 1/2 years, and I’m extreme-
ly confident in his ability to lead us
to new heights of success,” ABC/
Washington,President/GM Jim
Robinson told R&R.

King

Seif-described “skater punk and wild child” Arista recording artist Avrif
Lavigne is enjoying incredible success with her debut single, "‘Com-
plicated.” The song, from her Platinum debut album, Let Go, is cur-
rently at the top of both the CHR/Pop and Hot AC charts. Seen here
backstage after a show in New York are (front row, I-r) Lavigne; Arista
President/CEO Antonio “L.A.” Reid; and (back row, I-r) Lavigne's
bandmates, drummer Matt Brann and guitarists Evan Taubenfeld,
Mark Spicoluk and Jesse Coiburn.

'Gurb Becomes Word Chairman
m Warner Music Group extends Curb Records deal

“Together we will soon conclude |

the search for WJZW’s new PD.
Until then, Kenny will continue to pull
12-hour days to keep us going, along
with the tremendous work from

KING/See Page 13

Infinity/Tampa Trio
Ups Culotta To OM

Infinity/Tampa Director/Market-
ing & Promotion Mike Culotta has
been elevated to
OM of three of
the cluster’s ra-
dio properties:
| Sports WQYK-

AM and Country
outlets WQYK-
FM and WYUU.
He will also
oversce the NFL
Tampa Bay Buc-
caneers Radio
Network. Culotta
succeeds Eric Logan, who recently
transferred to the OM post at In-
finity’s WUSN/Chicago.

“During Mike’s 10 years with In-
finity Broadcasting he has quietly
built a tremendous skill set with ex-
perience in almost every aspect of
radio: on-air, on the street and pro-
gramming, to the highest levels of
strategic marketing for our stations
and their formats,” WQYK-AM &
FM & WYUU VP/GM Tom Rivers
said. “Further, the worlds of radio
promotions and programniing are
more symbiotic today than ever be-
fore, and Mike has experienced
firsthand many, many successes —

Culotta

and a few failures — and learned |

from each.
CULOTTA/See Page 13

Curb Records Chairman and
founder Mike Curb has been
named Chairman of Word
Entertainment, a Christian-
music division of Warner
Music Group. The veteran
label executive also be-
comes a partner in Word as
part of a new long-term
agreement announced Tues-
day.

The deal also calls for
WMG's WEA Inc. to con- |
tinue the manufacturing and
distribution of Curb Records
in the U.S., with Warner Music In-
ternational serving as the label’s ex-
clusive licensee in Latin America,
Europe and parts of Asia. Addition-
ally. Wammer/Chappell Music will
administer Curb’s publishing inter-
ests outside the U.S., Canada and
Japan.

Curb, whose own imprint serves
as label home to Tim McGraw

Curb

and LeAnn Rimes, was among
those who sought to purchase
Word before WMG
bought the company from
Gaylord Entertainment in

million.
Curb will serve as Word’s

rent r_eporting structure at

November 2001 for $84.1

Chairman in a nonexecu- |
tive capacity, and the cur- |

. | Word will be unaffected. |

Word President/COO Mal-

to report to Warner Bros./
Nashville President Jim Ed Nor-
man, who continues to report to War-
rier Bros. Records Chairman Tom
Whalley.

“We are delighted to extend our
long and successful partnership
with Mike Curb and Curb Rec-
ords.” WMG Chairman/CEO

CURB/See Page 13

Milwaukee’s ‘Lazer’ Lands Stern As PD

Mike Stern has been
named PD of WLZR
(Lazer 103)/Milwaukee.
He replaces Keith Hastings,
who departs this week for
the WAAF/Boston PD po-
sition. Stern’s first day at
Lazer will be Aug. 5.

Saga Exec. VP/Program-
ming Steve Goldstein said,
“Mike Stern brings a ma-
Jjor-market perspective and
fresh ideas to the Active
Rock format. and we are excited to
have him at Lazer, one of Saga’s
premier stations.”

Stern said, “I'm very excited to
work at a great radio station like
Lazer. Saga is a great company, and

Stern

I have always wanted the
opportunity to work with
Steve Goldstein, from
whom I believe I can leam
a lot. I respect Keith Hast-
ings and the work he has
done, and I am thrilled at
the opportunity to continue
his success.”

Stern was most recently
OM of Emmis’ KALC &
KXPK/Denver. He has

w

colm Mimms continues |

also programmed WKRK/ |

Detroit and WXEG/Dayton. When
he programmed KXTE/Las Vegas,
he was the innovator of the “Ex-
treme Radio” format. Stern was also
once an Assistant Consultant for Ja-
cobs Media.
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Michaels Climbs ‘Mountain’ To PD Post

Dan Michaels, most recently
OM/PD of Greater Media Classic
Rocker WMGK/Philadelphia, has
accepted programming duties at
Entercom’s reccntly launched
KQMT (The Mountain)/Denver.
The Mountain airs a blend of clas-
sic rock material and gold-based
Triple A titles and debuted in late
May.

Michaels reports to VP/Market
Manager Jerry McKenna, who
commented, “KQMT’s progressive

classics format requires a program
director with extensive experience
in the Rock radio genre coupled
with an innovative spirit to create an
entirely new format. Dan Michaels
unquestionably possesses those
traits. We are excited to have him
on board.”

Michaels said. *I am thrilled about
being involved in this innovative
project. The Mountain is a distinctive

KQMT/See Page 13

Ratings

Continued from Page 1
and fall 2001 and winter 2002, falls
to third with a 5.1-4.3 dip.

Other big stories from the spring
ratings are the continued strength of
information stations and the strong
performance of Smooth Jazz out-
lets. In Chicago, the return of Chi-
cago Cubs baseball helped Tri-
bune’s top-rated WGN build upon
its lead with a 5.6-6.4 move. ABC
News/Talker WLS made things in-
teresting, however. by placing sec-
ond with a 4.2-5.0 gain. Meanwhile,

Clear Channel’s Smooth Jazz
WNUA becomes the market’s top
music station by catapulting into
fourth with a stunning 3.8-4.8 rise.

Another Smooth Jazz station,
WVMYV, is the top music outlet in
Detroit. WVMV ranks second over-
all, thanks to a 4.7-5.9 surge, and
ABC News/Talker WJR remains
No. I with a 6.6-6.1 trend. And. in
San Francisco. ABC’s News/Talk
KGO defends its No. | crown once
again, as Talk sister KSFO rises to
second place. KGO also increases
its market lead in nearby San Jose.
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CC Kllbwst de Tﬂwners To

Control 95% 0f Joneshoro Revenue

Bv Jor: Howarp
R&R WASHINGTON BUREAU
Jhowand@radioandrecords.com

Just two weeks after giving the green light to Clear Channel’s
purchase of Pollack Broadcasting’s KKEY & KNEA/Jonesboro,
AR — a deal that gave Clear Channel alone control over 62% of
the market’s revenue — on July 18 the FCC approved Pressly
Partnership Productions’ $450,000 acquisition of KIBX/
Jonesboro from Pressly Enterprises. The approval means that Clear
Channel and Pressly Partnership between them control 95% of
the radio revenues in Jonesboro, but the FCC has concluded that
no competitive harm will arise from the combination.

Clear Channel's purchase of KKEY ~ already owns KDEZ & KDXY and
& KNEA gave it five stations in the ~ adds a third with "JBX.
market: it already owned KBTM. Despite the high level of concen-
KFIN & KI1YS. Pressly Partnership tration, the FCC noted that the com-

petitive landscape of the market won’t
be appreciably affected by approval of
the KJBX deal because seller and
buyer are both owned in significant
part by a few members of the Pressly
family. That fact, the FCC said, made
it unlikely that market competition or
Jonesboro listeners would be ad-
versely affected by the deal.

The commission also noted that there
are at least 16 commercial radio stations
serving the Jonesboro market. That
means Pressly Partnership’s control

JONESBORO/See Page 14

Copps Proposes That FCC Address Telecom Accounting

In an early morning meeting with reporters in his Washing-
ton, DC office, FCC Commissioner Michael Copps on July 18
offered the first glance at a broad proceeding he hopes to launch
that would tighten the reins on large corporations and shield con-
sumers from negative effects if another communications com-
pany like WorldCom should buckle.

A principal part of Copps’ plan is
to ensure that the FCC maintains ac-
counting rules requiring companies to
report financial data relevant to the

commission’s regulatory scope. “The
FCC should not do the job of the
SEC,” he said, “but that does not mean

and audit authority are not critical for
our job.” Copps said that the commis-
sion is heading in “precisely the wrong
direction” with its accounting rules,
which have been scaled back and may
be eliminated.

Additionally. Copps believes the
commission should have a plan in
place in case it decides that it needs to
assume additional authority. “When

Do More of What
You Do Best:

Get Your Sales in the Fast Lane with
Diary-Level Data in TAPSCAN® 8.5

that our very different accounting rules

COPPS/See Page 6

TAPSCAN

Software Suile

Selll

Diary-level data provide a variety of new ways for

Now you

can help

New E-mailable Proposals as Easy as “Save, Send and Approve”

cramming their pitch into a spreadsheet or leaving their desk to
pick up and fax a printout. Clients will love it too, because they
won't have to check their fax, hunt through their mailbox or wait
for a courier in order to see your proposal.

To learn how the exclusive information in TAPSCAN

salespeople to demonstrate your station's audience
power to advertisers. This can help your salespeople:

¢ Show businesses how your station reaches the
geographic areas where their customers live

* Demonstrate the value of special programs with custom
dayparts

* Provide a broader view of your station’s performance
with multibook averages

r salespeople can send proposals to clients without

your station operate more efficiently

BusiINESS BRIEFS
Radio Unica Receives Nasdaq Delisting Notice

adio Unica received word last week from Nasdagq that it has failed to

meet its minimum equity and asset requirements and is therefore
subject to removal from the index. Radio Unica has said it will appeal and
has requested a hearing with Nasdaq to review the decision. Meanwhile,
UNCA shares continue to trade on Nasdaq pending a ruling from a listing-
qualification panel. On a positive note, Radio Unica Chairman/CEQ Joaquin
Blaya said the company has made “notable progress in improving fits]
financial and operating results” and added that he expects to report posi-
tive Q2 EBITDA. thanks to a 23% increase in revenues. Additionally, the
company has secured a senior credit facility from GE Capital, maturing in
February 2006, for up to $20 million.

NAB Asks For Interim IBOC Implementation

he NAB has requested interim authority from the FCC to implement

iBiquity's in-band, on-channel technology. In reply comments to the
commission the NAB said the authorization is necessary for the FCC and
broadcasters to fully understand “the benefits and trade-offs” of the tech-
nology before final rules are set and continued, “Immediate interim autho-
rization will allow broadcasters, receiver manufacturers, ancillary service
providers and others to further study the performance of IBOC DAB in a
reat-world environment.” The NAB listed Clear Channet Communications,
Infinity, Cox Radio, Susquehanna Radio and National Public Radio as
supporters of immediate implementation and added, “This interim autho-
rization period will ensure that final FCC rules are accurately crafted, re-
flecting any performance ‘tweaking' of the IBOC system that may be re-
quired and easily facilitated during this period.

In related news, WOR-AM/New York said it will be the first radio sta-
tion in the city to broadcast a digital signal when it begins in-band, on-
channel testing next month. The testing agreement could help answer
questions about how digital AM will perform with skywave interference
and about how the digital portion of an AM signal will react in the “con-
crete canyons” of the city.

RIAA, NAB Want ‘Broadcast Flag’ Copy-Protection

he RIAA has long been pressing for universal antipiracy standards for

consumer electronics, and last week the trade organization said it
would also like to prevent consumers from capturing and uploading
webcast streams. Copying would be blocked by way of a “broadcast flag”
embedded in the webcast. NAB President/CEO Eddie Fritts has also ex-
pressed support for the idea of a broadcast flag. He said this week that
his organization is behind the efforts of Sen. Emest Hollings and Reps.
Billy Tauzin and John Dingell to have the FCC adopt universal antipiracy
standards, including such electronic markers.

NAB Radio Show To Include Indie Promo Session

supersession called “Independent Promotion: What's Goin' On” has
been added to the agenda at the NAB Radio Show, set for Sept. 12-14

cuntinued_un Page 15
R&R Stock Index

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

Change Since
79101 712102 7119102 7119/01 7/12102-7119/02
R&R Index 257.33 186.17 174.04  -324% -6.5%
Dow Industrials 10,610.00 8,801.53 8,019.26 -244% -89%
S&P 500 1,215.02 927.37 847.75  -28% -8.6%

FCC To Cox: Show Why WBPT
Shouldn’t Be Reclassified

If Cox Radio can’t give the FCC a good enough reason why
its Maplesville, AL-licensed FM operates below minimum class
C requirements, the commission may reclassify '80s WBPT/Bir-
mingham as a class CO and give Alatron Corp. a new class A
station allotment in Maplesville.

FCC rules allow applicants seeking
new services 1o request reclassification

The FCC has tentatively concluded
that if WBPT operates as a class CO,

and sell more effectively, contact your Arbitron “
representative.

www.ArbitronRadio.com

AA RBITRON TAPSCAN® is a registered mark of TAPSCAN Inc.. used under license

of nearby stations if those stations are
operating below minimum requirements
— but it also gives existing operators a
chance to defend themselves. In this
case, Alatron is arguing for reclassifica-
tion because WBPT s tower is only 351
meters high. and the minimum required
is 450 meters. WBPT does meet the
minimum effective radiated power re-
quirement of 100 kilowatts.

www.americanradiohistorv.com

any short-spacing with the proposed
new station would be eliminated.
Therefore, it has given Cox until Sept. 3
to file aresponse to Alatron’s request
and, if Cox so desires. 180 days after
that date to file an application to
modify the station’s tower to mini-
mum height.

— Joe Howard



www.americanradiohistory.com

Experience. Stability. Vision.
And Leslie Fram.
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Here's someone who feels right at home with the music she

plays and the company she works for. Given her career progress,

it's no surprise! Leslie’s relationship with Susquehanna began in
1990 when she came aboard as morning co-host and assistant PD
at Power 99 in Atlanta. Two years later, Leslie was instrumental
in the station’s transition to an alternative rock format, 99X.

Susquehanna noticed her talent, dedication, and hard work. In
1997, she was promoted to PD of 99X, and now, as director of

programming, Leslie oversees both 99X and Q-100, Susquehanna’s

new Top 40 in town.

As Leslie says, “When you
work for Susquehanna Radio,
you are employed by a ‘radio’
company that gives you the
opportunity to develop your
" talents and the freedom to
explore your creativity. They

certainly have with me.”

Make a Sound Career Choice!
With operations in major markets across the USA,

Susquehanna offers a number of employment options.

Leslie Fram

Director of Programming
call our Human Resources Department at (717) 852-2132. 99X/Q-100, Atlanta

For more information about radio career opportunities,

I@- SUSQUEHANNA 140 East Market Street M York, PA 17401
(717) 852-2132 ® Fax (717) 771-1436
| ‘"RADIO C ORP.
Susquehanna Radio Corp. is an Equal Employment Opportunity Employer,

A subsidiary of Susquehanna Pfaltzgraff Co. an ESOP Company, and maintains a Drug-Free Work Environment.

www americanradiohictorv com
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$5.1 million

DEAL OF THE WEEK

e KPUP-FM/Amargosa Valley, NV

2002 DEALS TO DATE

Dollars to Date: $4,511,091,986
Dollars This Quarter:  $82,944,751
Stations Traded This Year:

Stations Traded This Quarter:

(Last Year: $3,868,725,728)

(Last Year: $241,794,925)

459

(Last Year: 1,045)

35

(Last Year: 135)

Chris Devine Acquires Las Vegas Move-in

U1 Sky Media deal to place FM in market No. 41;
construction permits dominate week’s activity

| Deal Of The

Nevada

KPUP-FM/Amargosa
Valley

PRICE: $5.1 million

TERMS: Construction permit for cash
BUYER: Sky Media LLC, headed by
Managing Mernber Chris Devine. No
phone listed. It owns no other sta-
tions.

SELLER: Argosa Broadcasting
LLC, headed by Sole Member Todd
Robinson. Phone: 336-286-2087
FREQUENCY: 101.1 MHz
POWER: 6kw at 328 feet

FORMAT: N/A

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

The station, upon signing on, will
serve the Las Vegas market, pend-
ing a change in tower location.

F"

KTOR-FM/Chester

PRICE: Undisclosed

TERMS: Construction permit for
stock. At closing, Tom Huth will re-
ceive a payment equal to 51% of all
his expenses incurred in the construc-
tion and acquisition of KTOR. Huth
will be 49% owner of Sierra Radio,
while Katz Investments will be the
primary shareholder, with 51%.
BUYER: Sierra Radio Inc., headed
by President/Director Gary Katz.

E ir~'"'|

Phone: 530-343-4200. It owns no
other stations.

SELLER: Tom Huth. Phone: 530-
742-5555

FREQUENCY: 99.7 MHz

POWER: 430 watts at 968 feet
FORMAT: N/A

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

FM CP/Pueblo

PRICE: $6,251

TERMS: Construction permit for cash
BUYER: Educational Community
of Colorado Springs Inc., headed
by Board Chaiman Ronald John-
son. Phone: 719-593-0600. It owns

Radio One, XM Execs Among DC’s Highest-Paid

0] Simmons salutes Cathy Hughes

By MoLLE ZIEGLER
R&R WASHINGTON BUREAU
mziegler@radioandrecords.com

Radio One Chairperson Cathy Hughes is the best-compen-
sated radio executive in the nation’s capital, and she’s No. 57 on
alist of the 100 best-paid execs in DC compiled by the Washing-
ton Post. According to the Post survey, Hughes eamed $450,000
in cash compensation last year. Combined with stock options of
$4.3 million, her total compensation was $4.71 million.

Radio One COO Mary Catherine
Sneed is only two spots behind her
boss, landing in 59th place on the Post
survey with cash compensation of
$400,000 and stock options identical
to Hughes’ for a total of $4.66 mil-
lion. Radio One President/CEO Alfred
Liggins is at No. 93. Paychecks equal-
ing $975,000 last year and $2.1 mil-
lion in stock options gave him total

compensation of $3.11 million.

Over at XM Satellite Radio, Presi-
dent/CEO Hugh Panero earned
$794,600 in cash and other compensa-
tion. Combined with stock options of
$2.9 million, he lands at 78th on the
paper’s list with total compensation of
$3.72 million. And while XM Chair-
man Gary Parsons collected no salary,
his $425,520 bonus and $2.8 million

worth of stock place him 90th, with to-
tal compensation of $3.25 million.

In other news from Radio One,
Cathy Hughes will be honored by
Russell Simmeons’ Rush Philanthropic
Arts Foundation for her “dedication to
creative expression and education.”
Set to receive the same honor at hip-
hop mogul Simmons’ East Hampton,
NY estate on July 27 are Martha
Stewart, Sex and the City co-star
Cynthia Nixon and Black Enterprise
magazine founder and Publisher Earl
Graves.

Joe Howard contributed to this re-
port.

Copps

Continued from Page 4

members of Congress write and sug-
gest that we might need more author-
ity, we should have real answers for
them,” he said. “We should know the
exact reach and limits of our rules.”

Copps also wants the FCC to re-ex-
amine its reliance on self-reported
company data and to consider collect-
ing its own information, saying that
the WorldCom scandal has uncovered
the “questionable reliability” of self-
reported data. He said that consider-

ation should “lead [the commission]
to commit to doing the hard work of
collecting our own data, rather than
relying on potentially dangerous finan-
cial, accounting and market informa-
tion produced by corporate sources
with clear biases.”

Despite his proposals, Copps in-
sisted that the FCC should not back
away from encouraging brisk compe-
tition. While calls for increased con-
solidation sometimes crop up in tough
economic times, he said more mo-
nopolization “is exactly the wrong pre-
scription for the industry.”

While his new plans are not focused

www americanradiohistorv com

on radio, Copps told R&R he has a
similar outlook on the radio indus-
try. Though he said he’s encouraged
by the FCC’s decision to hold hear-
ings concerning several proposed
Clear Channel acquisitions that
would seriously narrow the playing
field in a few radio markets, Copps
said those hearings are not an indica-
tion that the FCC wants to put a hold
on consolidation. He said, “I would
not infer from [the hearings] that the
commission has decided — or that
any of us have decided — that con-
solidation has gone too far or not far
enough.”

$195,000

TRANSACTIONS AT A GLANCE

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

® KTOR-FM/Chester, CA Undisclosed

® FM CP/Pueblo, CO $6,251

& WAYT-FM/Thomasville, GA $15,000

® FM CP/Winchendon, MA $10,000

® WSAG-FM/Pinconning (Saginaw-Bay City-Midlanc), MI

® WDXE-AM & FM/Lawrenceburg, TN $450,000
® FM CP/Nassawadox, VA $80,000

one other station. This represents its
entry into the market.

SELLER: Colorado Christian Uni-
versity, headed by Corporate Sec-
retary Brian Bissell. Phone: 303-
963-3352

FREQUENCY: 88.1 MHz

POWER: 10kw at 180 feet
FORMAT: N/A

COMMENT: This station is currently
represented as a construction per-
mit.

RO

WAYT-FM/Thomasville
PRICE: $15,000

TERMS: Construction permit for
cash

BUYER: WAY-FM Media Group
Inc., headed by President Robert
Augsburg. Phone: 719-533-0300. It
owns four other stations. This repre-
sents its entry into the market.
SELLER: Southeast Educatlonal
Radio Inc., headed by Chaiman J.
Charies Ryor. No phone listed.
FREQUENCY: 88.1 MHz

POWER: 50kw at 1,161 feet
FORMAT: N/A

COMMENT: This station is currently
represented as a construction per-
mit.

FM CP/Winchendon
PRICE: $10,000

TERMS: Construction permit for
cash and dismissal. According to a
settlerent agreement, both parties
have applications for a construction
permit on the same frequency. The
parties agreed that Friends of Ra-
dio Maria would dismiss its appli-
cation and, in return, Toccoa Falls
College wouid grant it the option to
purchase the CP, after approval,
for $10,000.

BUYER: Friends of Radio Maria
Inc., headed by President Florinda
iannace. No phone listed. it owns no
other stations.

SELLER: Toccoa Falis College,
headed by Exec. VP W. Wayne Gar-
dener. Phone: 800-251-8326
FREQUENCY: 91.1 MHz

POWER: 155 watts at 207 feet
FORMAT: N/A

COMMENT: This station is currently
represented as a const:uction permit.

WSAG-FM/Pinconning
(Saginaw-Bay City-
Midland)

PRICE: $195,000

TERMS: Construction permit for cash
BUYER: Michael Radio Group,
headed by President Victor Michael
Jr. Phone: 307-778-9318. It owns no
other stations.

SELLER: Russell Lafave. Phone:
989-879-2211

FREQUENCY: 104.1 MHz
POWER: 4kw at 367 feet

FORMAT: N/A

BROKER: Doyle Hadden of Hadden
& Associates Media Brokers

WDXE-AM & FW/
Lawrenceburg

PRICE: $450,000

TERMS: Asset sale for cash
BUYER: Lakewood Communica-
tions LLC, headed by Member
Herbert Cheatwood. Phone: 931-
762-4411. It owns no other stations.
SELLER: H-M-S Broadcasting Co.,
headed by General Partner Robin
Mathis. Phone: 662-456-3071
FREQUENCY: 1,37C kHz; 106.7 MHz
POWER: 1kw day/4< watts night; 6kw
at 292 feet

FORMAT: Country; Hot AC

FM CP/Nassawadox
PRICE: $80,000

TERMS: Construction permit for cash
BUYER: CSN International, headed
by President Charles Smith. Phone:
714-825-9663. It owns 20 other sta-
tions. This represents its entry into the
market.

SELLER: Nassawadox FM Inc.,
headed by President William Lacy.
Phone: 561-912-9002
FREQUENCY: 90.1 MHz

POWER: 25kw at 436 feet
FORMAT: N/A

COMMENT: This station is currently
represented as a construction permit.
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WSUX - "This was the worst decision ever

made. Finally we had a reason to fire that

loser PD. Steve & DC not only tanked our
mornings, they tanked the whole day - thanks!"

"Last to first and staying there.
r a market visit last month. The

_uWe just renewed our contract with

. How do you let go of #1?r

STEVE B
5DC |

RADIDD NETWOR :
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PD Advantage

Because Ratings
Drive Revenue

Main Menu

Diary Comments: What are diarykeepers writing about stations in my market?
How are my vital signs trending and comparing?

How do my station’s vital signs compare against other stations’?
When I'm P1, who's P2?

When I'm P2, who’s P1?

How are my stations trending hour by hour?

How are my stations trending by specific age?

What age range accounts for most of a station’s audience?

What does the age range araph look like?

How often do my listeners tune in, and how longdo they stay?
How are my 100+-quarter-hour diaries trending?

10 What are the residential zips of my listeners?

11 What are the workplace zips of my listeners?

12 When listeners leave a station, what stations do they go to?

13 What does my station’s in-tab distribution look like?

| 14 How do listeners identify my station?

15 What did my P1s listen to most six months ago?

6D (€0 =1 jen [en i [Ld [N

© 2002 Arbitron Inc. PD Advantage® is a mark of Arbitron Inc.

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 your Arbitron representative or e-mail
bob.michaels@arbitron.com.

i) advantage

www.ArbitronRadio.com

TAAmaricanradlonisiorny com.
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* Bob Zuroweste in the GM Spotlight, Page 10

» The debut of Tim Moore's Weekly Motivator, Page 11
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“When buying a used car, punch the buttons on the

radio. If alt the stations are Rock ‘n’ Roll, there's a

good chance the transmission is shot.”
— Larry Lujack

| PART TWD OF A TWO-PART SERIES |

INDUSTRY X-RAY: NEW AUTOMOBILES

B Who's spending the most, and where is it going?

To finish up our Industry X-Ray
on the all-important automo-
bile market, this week we fea-
ture information on the ad-rev-
enue splits among radio’s com-
petitors in markets 36-60;
Miller, Kaplan, Arase & Co.’s
| overview of radio’s share of all
automotive advertising; and
information about luxury-car
owners and their format pref-
erences.

By Jeff Green

Executive Editor
Jjgreen@radioandrecords.com

The RAB reports that car and
truck sales dropped 1.7%in june,
but rebates and the return of zero-percent financing
slowed the decline shown in a particularly disappoint-
ing May. According to Autodata Corp., the industry’s
projected annual sales currently stands at 16.5 million
vehicles.

PROFILE OF LUXURY-CAR OWNERS

Eleven percent of adults own or lease a luxury car,
and 12% plan tobuy or lease one this year, so this auto
category is an important battleground for broadcast-
ers. Several makes give radio a larger-than-average
percentage of their ad budgets, including Mercedes,
BMW, Infiniti and Lexus; the latter finished second
and third, behind only Saturn, in the newest J.D.
Power & Associates “Customer Service Index” study.

Although 2002 ad-budget figures are not yet
available, it is frustrating to note that radio’s share of
ad dollars was whacked significantly between 2000
and 2001 by both Jaguar and Land Rover — both of
which just reported record sales in June, according to
VoiceTrak and the RAB.

Eighty-three percent of luxury-car drivers are
white and 12% are black, 64% are married, and 66%
have no kids in the home. Men and women split the
market 50-50. Interestingly, 37% of these drivers have
not attended college, 43% have no more than $50,000
in household income, and 38% are under 45.

LUXURY OWNER INCOME AND DEMOS

Household income

Less than $25,000 1%
$25,000-$50,000 32%
$50,000-$75,000 19%
$75,000-plus 38%
Demo

18-24 9%
25-34 12%
35-44 17%
45-54 21%
55-64 18%
65 and older 22%

TOP FORMATS FOR LUXURY-CAR OWNERS

Not surprisingly, formats with senior-demostrength
do well among people who own or lease luxury cars.
Here are the 10 top-indexing formats in the category;
100 is the index average.

Format Index
News 145
Classical 134
Adult Standards 134
Smooth Jazz 132
Talk 132
Sports 131
News/Talk 126
Soft AC i1
Variety 107
(tie) Urban AC 107

Source: Scarborough

RADIO-SPENDING PROFILE

Here's how much radio gets of all automotive
advertising in 25 selected top 40 markets. No. 13 is the
median market.

Median 12.2% |
High 14.5%
Mean 12.1%
Low 10.2%
2002 year-to-date automotive-category
growth rate: 3%

2002 alt-category overall radio growth rate: 1%
Automnotive as a percentage of total
radio expenditures: 13.1%

Source: Miller, Kapian, Arase & Co.

MEDIA ADVERTISING BY MARKET: CAR
[ |
Last week's X-Ray covered markets one-35; below is information for markets 36-60. Figures represent total
2001 spending, in thousands of dollars. Newspaper totals inctude both daily and Sunday.
Market Car-Truck Dealer Car Truck Dealer Car-Truck Dealer
Assn./Domestic Assn./Asia Assn./Europe-Near East
Newspaper Spot Spot Newspaper Spol Spot  Newspaper  Spot Spot
v Radio v Radio v Radio

36 Columbus, OH 2,755 3,031 1,221 1,888 4,201 386 203 416 364
37 Charlotte 998 5,945 510 5,761 1,768 215 7 439 115
38 Norfolk 2,159 2,840 393 5,479 1,605 340 17 75 192
39 Oriando 6,556 8,954 866 14,233 3,889 1,524 397 187 325
40 Indianapolls 2,586 4,437 676 1,263 1,892 247 0 14 228
41 Las Vegas 690 5,059 317 586 3,901 403 61 307 225
42 Greenshoro 35 4,104 256 1,011 751 79 0 144 153
44 Nashville 1,145 1,175 707 5,186 2,207 51 110 131 100
45 New Orleans 3,044 3,840 598 1,892 2,420 213 18 122 0
46 Raleigh 487 6,907 355 1,762 1,355 539 179 250 132
48 Memphis 3,148 1,892 113 384 2,003 192 0 65 3
49 Hartford 2,172 5,605 728 2,225 2,989 2139 1,267 1,073 937
50 Buffalo 2,438 1,827 1,076 0 373 335 0 4 0
52 Jacksonville 2,212 3,654 236 1,454 1,288 253 0 80 151
54 QOkiahomaCity 500 3,980 24 626 1,135 8 0 38 1
55 Louisville 383 1,011 74 760 1,940 106 0 124 0
56 Richmond 515 1,690 545 4,400 1,180 382 0 133 196
57 Birmingham 701 3,307 165 530 820 135 0 8 19
58 Dayton 2,051 893 298 17 1,144 29 0 1 57
60 Greenville, SC 305 3,359 400 67 1,166 70 0 240 64
Source: Competitive Media Reporting

www americanradiohictorv com
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A natural salesman and teacher, this GM is also a master of organization

In conjunction with R&R’s AC special, the GM Spot-
light is shining on Bob Zuroweste, who, as VP/GM
of Entercom/Kansas City’s nine-station cluster, over-
sees a group that reaches a remarkable 64% of the
market. Following in his salesman father’s footsteps,
“Bob Z.” began his selling career with Decca Rec-
ords in Kansas City, working with such artists as
The Who and Jackie Wilson. His first job in radio
sales was at KUDL/Kansas City — astation he’s been
with three different times. Bob has lived and worked
in the City of Fountains most of his life, and he con-
veys an ethic of hard work, fair play and a lot of
passion. Congratulations!

What kind of advantage does being from Kansas
City give you?

“A great deal. The three market managers, for
Entercom, Infinity and [Carter Broadcasting’s] KPRS,
have all been in the business for 20 vears and know
and care for the community. Kansas City radiois run
by a bunch of hometown people.”

You worked for Shamrock Broadcasting for 17
years. Do Yyou see some parallels between that
company and Entercom?

“Very much so. [Entercom President/CEQ] David
Field used to talk about the culture at Shamrock and
how he tried to mirror it. We are very people-oriented
and focused on development and on the brands.
There’s a balanced focus on programming, marketing
and very aggressive sales.”

How do you deal with success and failure at your
stations?

“If it's good, we high-five people up and down
the hallway. If one of our stations didn’thave a good
book, I'll say, ‘Maybe this is just a time for older
females.” Doing a measurement of performance
based on a monthly or quarterly Arbitron is not fair;

.

VP/GM, Entercom/Kansas City

you have to look at a bigger picture over the long run.
One Arbitron book isn’t really a failure or success; it's
just what Arbitron prints.

“Now, if we had two bad books, at some point we’d
have to question if we were headed in the right direc-
tion with a format and then do a perceptual study.”

With so many stations, how consuming is work in your
life?

“I'm in the office from about 7am to 6pm. One of my
challenges is balancing my professional and my
personal life. I go home and try to turn it off. If I've got
nothing else to do at home, I try to spend some time
with e-mail.”

What keeps you up at night?

“I have no problem falling asleep; the problem for
me is waking up at 3am with little problems, not big
ones. | have an analytical mind and try to put things
together like a jigsaw puzzle: What kinds of decisions
do I want to make today? How do | want to communi-
cate with people? How do I want to build a positive and
strong culture that people will buy into?”

As the lone manager for nine stations, how do you stay
organized?

“What we’ve been able to do here is.count on our
great people. We treat these stations as brands, and
each one has a brand manager, a PD and a sales man-
ager who work very closely together. It is indeed a big
thing to get your arms around. It's challenging and
frustrating and will drive you crazy sometimes, but
when you’ve got tremendous people around you, it
makes all the difference in the world.”

Wiio have been your mentors?

“Ihave three. Former Shamrock President Bill Clark,
for the way he cared for and dealt with people. David
Field has the most incredible business acumen of any
person I've ever seen. He's the smartest man I know in
our business. And Regional VP Weezie Kramer, for her

BOB ZUROWESTE

creative selling approach. She
has one of the mosi creative
minds in the business.”

What is your attitide about
how to achieve success?

“If I help people become successful, then I will
become successful. As a cluster manager, you get
to share in all the staff’s success — and you share in
all their failures too. You've got to step up to the
plate.”

What are your business objectives for the rest of the
year?

“The dance card is set. The brands are solid, there
are no new formats, and there’s no more buying
properties. It's now about building a sales strategy
to be user-friendly with the advertising community,
to give them what they want and be advertising
consultants, rather than going out and having a
bunch of transactional business.”

As successful as your cluster is, how much growth is
still possible?

“We're getting 8 1/2% of the total advertising
revenue, so I think there’s a lot of headroom. In a
programming sense, we can become better prod-
ucts. Are we ever going to have a 60 share? | don‘t
know, but we’d love to. What we can all benefit from
is looking outside this little radio box and creating
marketing opportunities for clients who might
switch from television or newspaper and say this
radio medium is the thing to do.”

If you weren’t in radio, what would you be doing?

“I'd be trying to get into radio, because this is
what I love. As frustrating as it can be and with all
the changes that have gone on, it’s just something
that I have a tremendous amount of passion and
caring for. I'm a very fortunate person.”

J

your name out — indoors or outdoors! Leading TV
and radio stations, professional sports teams
and non-profits are praising the effectiveness of
Banners On A Roll®. Give us a call. Let us

help you stand out at your next event.

1-800-786-7411

www.bannersonaroll.com

Hit a home run with plastic banners that get

-

S A BOLL
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HIGH CUME

LOW GOST: INEXPENSIVE

IDEAS TO REACH NEW LISTENERS

What is one of radio’s biggest
challenges? Finding new listen-
ers to cume the station and be-
come partisans. Car radios can make it easier:
Whether they have your station set on a button or
use the scan feature to search, new listeners are
bound to find you. So isolate those button-push-
ers; they’re a great source of new cume.

By John Lund

T ]

But once they’ve found you, how do you
motivate these potential partisans to keep
tuning in? If you have a large promotion
budget, it’s simple. Creative TV ads, a 100
showing in outdoor and a Song of the Day
direct-mail cash campaign are proven cume-
building winners. But what if you don’t have
a $100,000 budget? How do you get new
people to try the station or get the old cume
who have drifted away to tune back in? Even
if you can invest in mass marketing with
external media, it’s wise to continually find
additional ways to put the station in front of
new listeners.

HIGH-CUME, LOW-COST IDEAS

® Make the most of your station van. Park it at
county fairs and craft shows and on busy street
corners. Don't leave it parked in the employee lot and
waste opportunities to promote the station. Use this
rolling billboard for errands. Schedule staff members
to spend part of every weekday driving the station van
in the busiest areas of town. On a weekend with no
special events planned (a rarity, for sure), ask a staffer
to drive the van on busy streets and around mall
parking lots.

* Get another station vehicle, like an old pickup
truck or hearse, and cover every inch of it with bumper
stickers. Take the vehicle everywhere you can. People
will stop and look, so, inside the windshield, leave
signs that describe your on-air lineup, some of the core
artists you play, the major contests you have on the air
and any unique benefits of listening to your station.

* Arrange joint promotions with the 20 largest
employers of your target listeners. These employers
will often be nonretailers, like hospitals and manu-
facturing firms, a university or state or local govern-
ment. Stage lunchtime talent appearances at company
cafeterias or a nearby mall’s food court.

* Buy or trade newspaper ads. Some papers and
shoppers provide sections for radio stations to list
programming information. Create a box ad, similar to
a normal listing, that has info for just your station or
stations.

¢ Use classified advertising. The classifieds are
inexpensive and well-read, and cleverly worded ads
can create curiosity and word of mouth. A bunch of
one-line ads will get rioticed for a fraction of the price of
a big ad in the news section. More impressions mean
greater impact, so create fun ads for the personals, lost-
and-found and help-wanted sections.

RECIPROCAL MARKETING

 Create reciprocal marketing programs with clients,
and enlist them to promote your station. Find ways to
cross-promote: Require clients to keep station banners in
their windows or maintain contest-entry boxes.

* Place table tents selling a station air personality
or promotion at restaurants and fast-food eateries.
Produce buttons for restaurant employees to wear.
Print window signs and advertise on the restau-
rant’s marquee.

H JOHN
LUND

* Advertise on grocery bags or on the cash-register
tape. Get in the store window. Do a promotion with a
grocery store to promote your morning team — “The
Breakfast Flakes” — in the cereal section. Paste pictures
of your morning team on boxes of corn flakes and
deliver the cereal to clients with quarts of milk.

* Promote a public service promotion on the back of
utility or phone bills.

* Use a client’s print advertising, website
or direct-mail campaign for partnership
advertising.

 Take over the local public-access cable
channel. Simulcast your morning show!

* Arrange with auto dealers and car-
washes to place tags on car radios and
rearview mirrors. Include your station’s logo,
an invitation (with a reason to listen) and an
offer of something for free.

* Music stores are great places to find
listeners. Work with local stores to putupsigns
with your logo and top 30 playlist in exchange
for on-air promotion. Some music stores
feature price leaders that change weekly;
promote those price leaders as your CD of the Week.

* Get movie theaters to show the station’s TV spot
or run an audiotape of your programming accompa-
nied by slides. Arrange for the station to sponsor movie
premieres. Get your station name on theater marquees.

e Let clients pay for your new stickers. Print a
client’s coupon on the back, along with a station-
database enrollment form.

» Geta logo and one-sheet pasted to the top of pizza
boxes: “ Always hot and delivered to your home every
morning!”

GET OUT OF THE BOX

» Use database software to recruit new listeners.

* Expose golfers to. your station by placing your
logo inside the cup on each green. Put your bumper
stickers on golf carts.

* Get great-looking station shirts and caps and ask
your staff to wear them in their leisure time.

o If the sales department misses on an initial ad buy
for a new restaurant, ask your morning team to show
up at the restaurant unannounced. As they do cut-ins,
have the team pick up the check for anyone who
recognizes them and hand out cards that read, “Listen
to my show.”

* Have salespeople find a busy streetand visitevery
retailer that has a reader board — those are the small
marquees with several lines of copy seen in front of
flower shops, hardware stores, motels and other
businesses. Sell a reciprocal advertising package in
which the station gets its logo and slogan on the board
for several months.

 Look for other ways to get station signage. Keep
your station banner up at a remote location for a week
or more after a remote.

Howdo you introduceyour station to new listeners? Send
John Lund your best and most unconventional marketing
ideas at john@lundradio.com for possible use in future
R&R articles.

John Lund is President of the Lund Consultants to
Broadcast Management and of Lund Media Research, a
full-service multiformat radio consutting and research firm
in San Francisco. For assistance in planning your station's
ratings strategy, contact Lund at 650-692-7777 or john@
lundradio.com, or visit www.lundradio.com.
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STRONG PEOPLE HAVE
STRONG WEAKNESSES

Remember the TV series The Black

By Tim Moore Sheep Squadron, starring Robert
Conrad? It was based on a portion of the audacious flying
career of Major Greg “Pappy” Boyington, who put together a
squadron of misfits and outcasts no one else wanted. The
unit's accomplishments in the Pacific Theater are legendary.

Boyington was a swashbuckling pilot of extraordinary
skill. Possessing a delicate balance of aggressiveness and
the absence of fear, he defied traditional ideas of military
conduct and ducked one scrape with the high command
after another. The Marine hierarchy might have sacked
Boyington — except that he ultimately broke Major Marion
Carl's kill record by shooting down 25 enemy planes and
led the Black Sheep squadron to epic heights.

One day, returning through dense fog, flying at only 100
feet while skimming the Pacific to find the squadron’s tiny
island base, Boyington saw three enemy ships lurking
below. He radioed for permission to leave his squadron to
strafe the Japanese patrol. Permission was denied by his
commanding officer, and he was ordered to return with the
squadron. When the Black Sheep’s Corsairs landed,
Boyington was nowhere to be found. He followed the order
to bring the squadron back to base, then turned around and
went back to strafe the enemy ships from bow to stern,
inflicting mortal damage.

It so happened that Admiral William “Bull” Halsey was
passing through the region and caught up with Boyington
two days after the incident. His sermon to Boyington was
as follows:

“Major, there's a fine line between a general court-
martial and the Navy Cross. My first duty is to inform you
that what you did went against a command and was
reckless. It's noted for the record that you went against a
direct order.

“My next duty is to award you the Navy Cross for your
valiant performance. Well done, Boyington!”

Halsey’s sage observation about that fine line is still
appropriate today in a people-focused environment like
radio. You have to keep the balance between your talent
and your sellers every day. | know a programmer who fired
her entire staff over irreconcilable personality differences.
When the book came out two weeks later, the station had
achieved its best-ever performance, exceeding all expecta-
tions. But it was too late to recall the erstwhile morning
team and other jocks.

The fact is, strong people have strong weaknesses. That
doesn’t afford them a license to deliberately practice
counterproductive behavior, but it explains why your best
performers sometimes need the most maintenance.

Boyington said it best. After being shot down and
presumed dead, he was imprisoned by the Japanese for two
years. He finalty returned home to a hero’s welcome and the
Congressional Medal of Honor, only to sink into personal
decline and a dysfunctional civilian life. He said, “There’s a
fine line between a hero and a bum. I've been both.”

Strong people have strong weaknesses.

Radio consultant Tim Moore can be reached at the Audience
Development Group, 100 Granaville S.W., Suite 602, Grand
Rapids, MI 49503; 616-940-8309 or tim @ goodratings.com.
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The Greaseman,
Version 2.0

Radio stations may have treated him as a
pariah. but the fans never left his side. The
Greaseman is back, both on the air and on the
'Net.

The Greaseman, whose real name is Doug
Tracht. has slowly been building his station
list back up after a f
failed attempt at syndi-
cation through West-
wood One several
years ago and his high-
ly publicized February
1999 firing from his
WARW/Washington
morning show. Since |
he was fired. Tracht has
reinvented himseif and
hooked up with a fan and business partner.
Jim Townsend. to bring his show back to life,
both on the air and via one of the most pop-
ular feeds on Internet streamer Live365.

Greaseman's new home in Washington,
WGOP (DC Radio 700}, marks a return to the
city in which he’s best-known and offers fans
a second streaming outlet for his show. “I
think it’s fantastic that WGOP is so behind
my show and so involved in the Internet. It’s
great 1o be back on in DC.” says Tracht,
whose distinctive voice and unique vocabu-
lary have influenced the way hundreds of
thousands of Washingtonians speak.

Tracht’s persona and over-the-edge style
landed him in hot water three years ago,
when an offensive comment about African
Americans involving recording artist Lauryn
Hill got him thrown out of his morning gig
and off the air. He's spent the time since then
reflecting, apologizing and rebuilding his
show. His fan base never went away. com-
municaling with each other via IM and e-mail
with any morsel of news on Tracht’s possi-
ble return and building websites in homage
to their hero.

Leonora Canotti, PD of Birach Broadcast-
ing’s DC Radio 700. says. “We stream his
shows and archive them with the support of
national advertisers. We see that as a great
way to let his spread-out fans keep in touch.”
Tracht says, “There
are several cilies in
which I've built up a
big fan base from
past jobs, such as New York. Phiily, Los An-
geles and San Francisco. and soon, with vid-
eo streaming. people wilt have their lumber-
ing. ditty-boppin’ daddy right on their lap-
tops.”

Canotti confirms that WGOP plans to
stream video of the show from local DC ven-
ues and reveals that reading about Grease's
fall and redemption led her to revamp
WGOP's lineup to include him as the new
morning animal. [ think it’s a travesty what
happened to Grease,” she says. “To think that
people have the kind of power to break a man
like that is pitiful.”

To stream Grease, search for “Greaseman”
on Live365.com or log on to www.dcradio
700.com.

David Lawrence

NET MUSIC COUNTDOWN
LA David Lawwwacs,

David Lawrence is heard daily on more than 150 radio stations
on his nationaliy syndicated shows: Onlme To-night. 2 nightly
high-tech and pop culture talik show; the East Coast moming
drive nevss siot for CNET Radio and XM's Channel 130; and Net
Music Countdown. the official countdown for music heard via
the Internet. He is based in Washington, OC and is heard on
hundreds of Stations. including WGN/Chicago, KFBK/Sacra-
mento and WBT-AM & FM/Charfotte. You can reach him at
david@netmusic countdown.com Or by calling 800-396-6546. |
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CHR/Pop

LWTW ARTIST COMTitie

3
1
2
5
4
6
9
7

1"

1 NELLY Neilyville/ “Herre™

2 EMINEM The Eminem Show/ “Without™

3 ASHANTI Ashanti/ “Foolish™

4 AVRIL LAVIGNE Let Go/"Complicated”

5 CHAO KROEGER Spider-Man/ “Hero™

6 PUDDLE OF MUDD Come Clean/“Blutry”

7 JOHN MAYER Room For Squares/“Such”

8  PINK Missungaztood/ “Pill"

9 JIMMY EAT WORLO Bleed American/“Middle”

18
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10

— 16 TOMMY SHANESTEINER Then Came The Night/“Angel”
11 17 BRAO MARTIN Wings Of A Honky Tonk Angel/ “Before”

= =
S e~ waa N =

"
13
12
16
18
14
19
20
15

13 10 NICKELBACK Silver Side Up/ “Bad™

10 11 VANESSA CARLTON B8e Not Nobody/ “Miles”
15 12 CRAIG DAVID Som To Do #/“Walking”

8 13 DIRTY VEGAS Dirty Vegas/“Days"

— 14 CAM'RON Come Home With Me/“Boy”

14 15 SHERYL CROW C'mon, C'mon/*Soak”

12 16 ND DOUBT Rock Steady/ “Hella”

16 17 MICHELLE BRANCH The Spirit Raom/“Wanted”
17 18 SHAKIRA Laundry Service/ “Clothes”

19 CREED Weathered/“Breath”

20 FAT JOE JO.SE/ Lw”

_ Couhtry

TW ARTIST CD/Title
1 KENNY CHESNEY No Shoes, No Shirt.../*Stuff”
2 TOBY KEITH Unigashed/ *Red”
3 DARRYL WORLEY / Miss My Friend/“Friend”
4 KELLIE COFFEY When You Lie Next To Me/ “Lie”
5 LONESTAR I'm Already There/“Day”
6 BRAD PAISLEY Part it/ "Miss”
7 ALAN JACKSON Drive/ “Work™
8 GARY ALLAN Alfright Guy/~One’
8 BROOKS & DUNN Steers & Stripes/ “Heart”
10 GEORGE STRAIT The Road Less Traveled/“Living”
11 PHIL VASSAR American Child/ “Child”
12 ANDY GRIGGS freedom/ “Tonight”
13 SHEQAISY Knock On The Sky/ “Mine”
14 DIXIE CHICKS Home/“Gone”
15 KEVIN OENNEY Kevin Denney/“Caditlac”

18  BLAKE SHELTON Biake Sheitor/ “0I”
19 MARTINA MCBRIOE Greatest Hits/“Where”
20 STEVE HOLY Blue Moor/ “Morning”

Hot AC

ARTIST COTitle

AVRIL LAVIGNE Let Go/“Complicated”
VANESSA CARLTON 8e Not Nobody/“Miles™
JOHN MAYER Room For Squares/“Such®
SHERYL CROW C'mon, C'mon/"“Soak”

DAVE MATTHEWS BANO Busted Stuff/“Going”
MICHELLE BRANCH The Spirit Room/“Wanled"
COUNTING CROWS Hard Candy/“Amencan”
NICKELBACK Sifver Side Up/“Remind,” “Bad
NORAH JONES Come Away With Me/“Know”
10 GOD GOO DOLLS Gutterflower/“Gone™

11 CALLING Camino Paimero/ “Adrienne”

12 PUDOLE OF MUOO Come Clean/“Blurry”

13 PINK Missundaziood’ “Get”

14 JIMMY EAT WORLO Bieed American/ “Middle”
15 MOBY 78/“Stars”

16 JACK JOHNSON Brushfire Fairytales/“Flake”
17 CDURSE DF NATURE Superkafa/“Caught”

18 CREEQ Weathered/ "Breath™

19 NO DOUBT Rock Steady/ “Hella™

20 BRUCE SPRINGSTEEN 7he Rising/“Rising”
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Urban

ARTIST CD/Title

EMINEM The Eminem Show/ “Without™

NELLY Neflyvile/ “Herre”

ASHANTI Fooristy “foalish,” “Baby,” “Happy”
LUDACRIS Word Of Mout/ "Move”™

JENNIFER LOPEZ J. Lo/~ Akright”

JAHEIM Ghetto Love/ “Anything”

P. 0IDOY P. Diddy & Bad Boy Records.../“Need”
ANGIE STONE Mahogany Soul/ “Wish™

MARY J. BLIGE No More Drama/“Rainy”
GLENN LEWIS Worid Outside My Window/ “Forget”
JOE Better Days/“Woman®

BOYZ Il MEN Fuit Circle/ “Color”

MUSIQ Justisen/ “Halfcrazy”

LUTHER VANOROSS {uther Vandross/“Rather”
MAXWELL Nov/ “Work™

B2K B2K/“Gots™

ALICIAKEYS Songs in A Minor/ “How™

DONELL JONES Life Goes On/“Know™

RVANT John P. Kelly/ “Lights™

RUFF ENDZ Ecstasy/ “Good”

FITITITNITIIIIIIIIIIIY

ARTIST COTitle

NORAH JONES Come Away With Me/“Why™
CELINE DION A New Day Has Come/“Day”

KIM WATERS From The Heart/ “Davin,” “House™
CRAIG CHAQUICO Shadow & Light/"Luminosa”
PETER WHITE Gilow/ “Bueno™

BONEY JAMES Ride/ “RPM”

3RO FORCE Gentle Force/ “Believe”

BRAXTON BROTHERS Both Sides/ “Whenever”
BRIAN CULBERTSON Nice And Slow/ “Without”
JOYCE COOLING Third Wish/ “Daddy-0"

NORMAN BROWN Just Chiflin/ “Chillin™

PIECES OF A DREAM Acquainted With The Night/ “Vision”
JONATHAN BUTLER Surrender/“Wake"

LARRY CARLTON Deep into 1t/ “Magic™

WAYMAN TISOALE Face To Face/“Hide”

RUSS FREEMAN To Grover With Love/ “East”

THE RIPPINGTONS Life in The Tropics/“Caribbean™
EUGE GROOVE Euge Groove/ "Sneak™

DOWN TO THE BONE Crazy Vibes & Things/ “Gide”
PAUL TAYLOR Hypnotic/ “Hypnotic™

AltematlTvé

ARTIST CO/Title

EMINEM The Eminem Show/“Without™

HIVES Veni Vidi Vicious/"Hate"

KORN Untouchables/“Stay,” “Thoughtless™
STAIND Break The Cycle/“You.” “Epiphany”
RED HOT CHILI PEPPERS By The Way/ “Way”
P.0.D. Satekite/ “Boom™

CREED Weathered/ “Breath”

PAPA ROACH Lovehatetragedy/“Not™

CHAO KROEGER Spider-Man/ “Hero”

PUDDLE OF MUOO Come Clearn/"Drift"
SYSTEM OF A 00WN Toxicity/ “Aerials”

JACK JOHNSON Brustfire Fairytales/ “Flake™
DEFAULT Fafiout/ “Deny”

INCUBUS Morning View/ “Warning™

OUR LADY PEACE Gravity/ “Somevhere”
JIMMY EAT WORLO Bleed American/ “Sweetness™
DAVE MATTHEWS BAND Busted Stuft/ “Going”
BOX CAR RACER Box Car Racer/ “Feel”
EARSHOT Letting Gos “Get Away™

NEW FOUNO GLORY Sticks And Stones/“Over”

E-charts are based on weekly rankings of CD sales, downloads and streams of artists online compiled
and tabulated directly from the logfiles of reporting websites. Reporters include Amazon.com, AT&T.net,
B&N Radio, BarnesandNobie.com, BellSouth Radio, bolt Radio, ChoiceRadio.com, CDNow.com, Denver

93.3 Radio, DMX Music, Gracenote.com, iWonRadio, Launch.yahoo.com (Frozen), MusicMatch, Music
Choice, Radio.Beonair.Com, Radio Free Virgin {Frozen), RealOne, Spinner.com, The RadicAMP Net-
work, and Voice Of America-Music Mix — Music Mix. Voice Of America-Music Mix is weighted based
on traffic reports by web traffic monitor MediaMetrix. Charts are ranked with a 50/50 methodology of
sales data and streaming/airplay data for the six reporting formats. © 2002 R&R Inc. © 2002 Online

Today, Net Music Countdown.

U
- gracenote.
Hugo Cole

General Manager/Data Services
www.gracenote.com
charts @gracenote.com

Gracenote has well over 1 million unique daily
users of the CDDB Music Recognition Service.
Each time a consumer inserts an zudio CD into
acomputer with a CDDB-enabled intemet con-
nection, track information for that CD is dis-
played on the user's computer or device, and
the data is anonymously aggregated by CDDB.

Here are the 50-most-played CDs last week:

DIGITAL ToP 50

LW TW ARTIST Album Title Weeks On
1 1 EMINEM The Eminem Show 10
2 2 NELLY Nellyville 4
3 3 RED HOT CHILI PEPPERS By Ths Way 2
4 4 LINKIN PARK Hybrid Theory 86

~ 5 DAVE MATTHEWS BAND Bustec Stutf 1
5 6 UTADA HIKARU Deep River
6 7 SYSTEM OF A DDWN Toxicity 46
7 8 ASHANTI Ashanti 16
8 9 CREED Weathered 35
12 10 ALICIA KEYS Songs In A Minor 56
9 11 BEATLES One 79
15 12 U2 Al That You Can't Leave Behind 92
11 13 ENYA A Day Without Rain 72
14 14 NICKELBACK Silver Side Up 45
13 15 PINK Missundaztood 28

19 16 NORAH JONES Come Away With Me 13
10 17 AVRIL LAVIGNE Let Go 8
21 18 SHAKIRA Laundry Service 36

31 19 KYLIE MINOGUE Fever 2

25 20 P.0.D. Sateliite 3
24 21 LUDACRIS Word Of Mouf 3

17 22 JOHN MAYER Room For Squares 16

26 23 AEROSMITH O, Yeah! Ultimate .. 3

22 24 PUDOLE OF MUDO Come Clean 3

— 25 B'ZGreen 1
20 26 COUNTING CROWS Hard Cancy 2
16 27 CELINE DION A New Day Has Come 17
27 2B BLINK-1B2 Take Off Your Pants & Jacket 58

50 29 TOOL Lateralus 56
32 30 MOBY 18 10
29 31 0ASIS Heathen Chemistry 3
23 32 KORN Untouchables 6

— 33 MR. CHILDREN Any 1
34 34 JACK JOHNSON Brushfire Fairytales 7
18 35 LIMP BIZKIT Chocolate Starfish And... 93

28 36 ORIGINAL SOUNDTRACK O Brother... 32

37 37 ORIGINAL SOUNDTRACK Moulin Rouge 38
35 38 USHER 8701 4
40 39 PINK FLDYO Echoes (The Bes: Of Pink Floyd) 37
47 40 STROKES Is This It 15
43 41 LENNY KRAVITZ Greatest Hits 93
36 42 DAVE MATTHEWS BAND Everyday 66
30 43 CRAIG DAVID Born To Do it 32
39 44 ENRIQUE IGLESIAS Escape 29
38 45 JOSH GROBAN Josh Groban 5
— 46 COOL 7 Cool 7 1
— 47 OUR LAOY PEACE Gravity 1
49 48 JARULE Painls Love 42
— 49 INCUBUS Morning View 2
45 50 JIMMY EAT WORLD Bieed American 8
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Young Promoted At
Capitol/Nashville

Capitol/Nashville Director/West
Coast Regional Promotion Rick
Young has been promoted to Sr.
Director/Na-
tional Promo-
tion. The nine-
year label vet
will start his new
‘| job on Aug. |
and relocate to
Nashville from
Los Angeles.

Young will as-
sist in overseeing
all aspects of na-
tional and re-
gional radio promotion for the label
and report to VP/Promotion Bill
Catino, who commented, “Rick has
displayed a strong work ethic, a passion
for music and the professional integ-
rity that it takes to be successful as
a national promotion executive.

“His background in radio has
been a great asset to our company
over the years, and | look forward
to working with him in this new po-
sition. It’s a great addition to an al-
ready incredible team.”

Young joined Capitol/Nashville
in 1993 as the Northwest local pro-
moter and was elevated to Director/
West Coast Regional Promotion in
1993. Prior to that he held a vari-
ety of posts in radio. including PD
and on-air personality.

Young

King

Continued from Page 3
Asst. PD/MD Carol Parker, Imag-
ing Dircctor John Martin, Chief En-
gineer Dave Sproul and all of our
performers who will report to Ken-
ny.”

King told R&R. “This is an in-
credible opportunity with an incred-
ible company in America’s most
powerful city. It's a dream come
true to be a part of the ABC team
and to have earned this position.
My goal is to continue with the
company vision of having WRQX
and WJZW be two of the most prof-
itable. best-performing and most
compelling-sounding stations in
Washington. if not the country.”

Curl

Continued trom Page 3

Roger Ames said. “Mike’s remark-
able legacy as one of the industry’s
most consistent hitmakers has made
this a very fruitful relationship for
Warner Music since we began dis-
tributing Curb Records many years
ago. We're pleased that we will
continue to benefit from Mike’s
wisdom and creative instincts, and
we look forward to many more
years of great music.”

Curb said, “Our partnership with
Warner Music Group has served us
exceptionally well for years. We're
thrilled to expand our relationship,
knowing that, with the great team at
the Music Group, Word and Wamer
Bros., and with their proven record
of excellence, we’re looking ahead
to an even brighter future for Curb.”

KPIIII,FI(an:n I':Ity llrs Hadlu DISIIB]'

Radio Disnay has entered its
| ATth market by dabuting cn KPHN
Kansas City. ABG recenily closad
on ita 53.8 million purchass of
KFPHM from KCBA-AM LF and on
Juty 18 flipoad the clsas B AM fram
Bualness News 1o tha Radio Disney
24-hour children's format. Mark
Ballard, a veteran radio sales ex-
| eculive who has been with tha ad-
| varlising stan of Kansas Cily's Sus-
ness Joumal since 2000, joing
KPHM as OM
Bailard served o GEM o hoemar
Alernative KNRX ®ansas City be-
fora joining the Business Jowmal,
Prior ba that he saned as GSM of
KGSA & KROX Austn
‘Whin asked why he decided o

acoapl the job &) "PHN, Balland hld
R&R, 1 wantad o get back info ra-
din, | had kken an offer from the
Busingss Joumal and didn't find
that ioo satisfying. When | saw the
press releasa [about Radio Disney
sgning on in Kansas CGity], | con-
tacted Radio Disney Westem Aa-
glonal Manager Katharing Worth-
Inglon about the postion and wes
able 1o work cut a deal.”

Ba¥ard added that hearing Ha-
din Disnay in other markeds hejped
pirsuace i Lo nguine about the
position, 7 thaughl [Radio Dismey|
was pesfact for this rrarkel,” Ballad
said, “I also think | am uniquehy
quaiified for the job, baing a singles
dad with two childran.”

CC/Greenshoro Taps Satterfield As OM
O WVBZ names Dotson Pll/mormng co-host

Clear Channel/Greens-
boro has named Tim Sat-
terfield OM of the cluster §
— which consists of AC
WMAG, Rock WVBZ
and Country outlets WTQR
and WWCC — and Bill
Dotson PD/morning co- |
host for WTQR. Satterfield
will continue as PD of
WVBZ. Dotson, who was
most recently PD of Clear
Channel’s KSSN/Little Rock, suc-
ceeds Paul Franklin. who was killed
in a motorcycle accident two
months ago.

“Tim has exhibited great leader-
ship within the programming de-
partment and is the perfect and logi-
cal choice,” Clear Channel/Greens-
boro GM Morgan Bohannon said of
Satterfield. “His attention to detail
will serve him well.”

Satterfield said, “The Clear
Channel cluster in Greensboro is
one of the finest in the company. A
fantastic group of professionals are
dedicated to creating the very best

Satterfield

products available, and 1
just want to do all I can to
help make that happen.”

Regarding Dotson’s trans-
4 fer from the company’s
Bl Little Rock property, Bo-
il hannon said, “This search
{ has been exhaustive and
has spanned the entire
country. We are certain we
have made the right choice
in ‘Brother Bill."” He is an
exceptional programmer
who understands the unique posi-
tion WTQR holds in this market-
place. We are thrilled to be able to
reunite [morning talent] Aunt Eloise
with an old friend. and we look for-
ward to a very entertaining mom-
ing program.”

Dotson joined KDDK/Little
Rock for mornings in 1996,
moved to KSSN as Asst. PD/MD/
afternooner in October 1997 and
was named KSSN PD in May
1998. Before that he spent 12
years with Capitol Broadcasting
in Mobile.

Earnings
Continued from Page 1

news was pretty good, as net in-
come climbed 40%, from $4.7 mil-
lion (16 cents per share) to $6.6 mil-
lion (22 cents). Revenue was up
12%, to $56.5 million, and EBIT
gained 17%, to $15 million.

President/CEO Steve Morris at-
tributed the increases to the strength
of Arbitron's core ratings business
and its acquisition last year of the
RADAR network-radio ratings ser-
vice. Arbitron also says it’s on track
to meet its previous guidance for
2002 revenue, which is expected to
rise 9%-11%.

Morris told analysts in a July 18
conference call that the recently ex-
tended Infinity and ABC contracts
“came in consistent with our pricing
objectives.” He added, “Until we lay
out pricing plans, our rollout plan for
PPM and a more detailed analysis
for our test markets, the shorter-term
deal is more appropriate.”

Asked if he is worried that other

radio groups will seek short-term con-
tracts, Morris said the one-year con-
tracts weren't much different from the
company’s longer-term contracts with
generous “out” clauses.

* XM Satellite Radio’s Q2 loss
applicable to common shareholders
was $122.4 million ($1.38 per
share), compared with $44.3 million
(76 cents) a year ago. Thomson/
First Call analysts had estimated an
average loss of $1.30 per share.
Revenue in the quarter was $3.8
million, with no year-earlier com-
parison, because XM did not launch
nationally until November.

* NBG Radio Network’s Q2 net
revenues were down 15%, to $3.2
million, a drop the company attrib-
uted to advertising rates that have
“fallen significantly” since Q1 and
Q2 of last year. NBG also blamed
the decline on its inability to de-
velop or acquire new programming
to fill the gap left after last year’s
cancellation of three programs,
which also resulted in lost revenues.

Despite all this, the company’s

Meyer Joins EMI As Sr. VP/Corp. Communications

ublic relations specialist Jeanne Meyer has been recruited as Sr.
VP/Corporate Communications for EMI North America, a New York-
based position. She will report to EMI Group Sr. VP/
Corporate Communications Amanda Conroy in London.

“Jeanne has high-level strategic experience working
with nearly every aspect of the music and media busi-
nesses, as well as a solid e-commerce and Intemet
background and political acumen,” Conroy said. “She
will be a vaiuable resource to EMI's senior management
and will also bring a fresh perspective to the company
at a very pivotal time for the industry.”

Meyer most recently led corporate communications
for the Internet division of Toys ‘R’ Us Inc. She has also
been GM/Sr. VP of Dan Klores Communications, which
had a number of music-industry clients, including EMI
Music Publishing, BMG, PolyGram, Virgin Retail and ASCAP. She previ-
ously held executive posts at Lever Brothers Co. and Dorf & Stanton
Communications (now known as Shandwick)

Meyer

Collins Now VP/GM At WCHR/Monmouth

Pat Collins has been appointed VP/GM of recently launched Classic
Rocker WCHR (The Hawk)/Monmouth-Ocean, which Nassau Broad-
casting is purchasing from Manahawkin Communications and operating
via an LMA until the deal closes this fall. Collins has been GSM of WADB
& WILK/Monmouth-Ocean since joining Nassau in 1997 and has been
overseeing The Hawk since its April 2002 debut.

Collins reports 1o Nassau Exec. VP/COO Don Dalesio, who said. “Pat
is an amazing leader. He was the driving force behind the success of WILK
and WADB and was instrumental in the launch of 105.7 The Hawk. He
has the ability to make everyone around him better, and it is with those
abilities that he is the perfect person to lead our new property.”

Before joining Nassau Collins served as GSM of WHYN-AM & FM/

Springfield, MA.

Culotta
Continued from Page 3

“From the day he started as my
moming show producer in 1994, |
knew that one day he would be a
PD or OM. To have it happen in the
town he grew up in only makes him
stronger. He knows the Tampa Bay
market as well or better than any-
one in our business.”

Culotta, who was publisher of
Two-Step magazine when he
joined WQYK-FM 10 years ago,
commented, “In addition to mak-
ing the Buccaneer Radio Network
and SportsRadio 1010 the best
they can be, my immediate chal-
lenge is to ensure that each of our

Infinity Country products — 99.5
WQYK and Country 92.5 —
maintains its individual identity
while we continue to seize every
opportunity to grow the overall
Country audience in Tampa Bay.
1 am very grateful to Infinity
President Dan Mason and Sr. VP
Bill Figenshu and for this career
opportunity.”

Rivers and Culotta also an-
nounced that Beecher Martin and
Will Robinson have been named
Asst. PDs/Imaging Directors for
WQYK-FM and WYUU, respec-
tively. Both previously worked in
the production and programming
departments at their stations.

KamMT

Continued from Page 3

environment that reminds people
why they fell in love with radio in
the first place. A station like this
is possible because of Denver’s
rich musical heritage. It’s wonder-
ful to be involved with a company

like Entercom, a company that
emphasizes programming-driven
radio.”

Michaels is a 25-year radio vet-
eran who has served as PD of
WCKG/Chicago and, before that,
KZFX/Houston. He’s also worked
at Chicago AORs WLUP and
WMET.

net loss widened less than 2%, from
$538,451 to $546,642. Per share,
the net loss remained flat at 4 cents.
¢ Tribune Co.’s Radio/Entertain-
ment division revenues rose 9%, to
$80 million, thanks to a 22% revenue
gain at the company’s only radio sta-
tion, WGN-AM/Chicago. The divi-
sion’s EBITDA was down 11%, 10 $6
million, primarily due to higher
compensation costs at the company’s
Chicago Cubs baseball team.

www americanradiohictorvy com

Overall, Tribune’s Q2 earnings
climbed from $72.6 million (21 cents
per share) to $114.2 million (33
cents). Excluding goodwill amortiza-
tion, restructuring charges and other
items, Tribune’s Q2 profits rose from
39 cents to 52 cents a share. On that
basis, Thomson/First Call analysts ex-
pected eamings of 46 cents per share.

Joe Howard contributed to this
report.
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National Radio

® JONES RADIO NETWORKS pre-
sents the three-hour Elvis: The Mak-
ing of a Legend, hosted by Steve
Coyne, on the weekend of Aug. 16-18.
For more info, contact JRN at 800-609-
5663.

® PREMIERE RADIO NETWORKS
syndicates the three-hour WMZQ/
Washington weekend moming show
Ben & Brian’s Big Top 20 Country
Countdown, beginning in August. For
mote info, contact Amir Forester at Pre-
miere, 818-461-5404.

® SPORTING NEWS RADIO an-
nounces its new weekday lineup: 6-
7am, Sporting News Central with Bill
Lekas; 7-10am, Murray in the Morning
with Bruce Murray; 10am-noon, The
James Brown Show; noon-3pm, The
Peter Brown Show; 3-6pm, The Tim
Brando Show; 6-10pm, The Papa Joe
Chevalier Show; 10pm-2am, The Rick
Ballou Show; 2-6am, The Kevin Wheel-
er Show.

® TALK AMERICA RADIO NET-
WORKS launches the houriong call-in
show Ask Heloise in early September
and airs a one-minute feature with
Heloise's hints, beginning in August.
For more info, contact Trang Nguyen
at Talk America, 973-438-3344 or
trang.nguyen@corp.idt.net.

® UNITED STATIONS RADIO NET-
WORKS debuts the weekly three-hour
New Wave Nation and the daily short-
form “New Wave Spotlights,” both
hosted by Nina Blackwood, on Aug. 12,
For more info, contact Rob Pierce at
United Stations, 212-869-1111.

Newsbreakers

® STEVE MITCHELL is named host of
United Stations Radio Networks’ two-
hour syndicated weekend program
Thunder Road. Mitchell is PD/after-
noon personality at WYAY/Atlanta.

® JULIE MARTIN is upped to GM of
Clear Channel's KSEN-AM & KZIN-

FWShelby, MT. She was previously |

Sales Manager of the stations.

Records

e AL MANERSON is named GM of
Evander Holyfield’s Real Deal Rec-
ords. He retains his Exec. VP title.

© GREG MCCARN is promoted to VP/
Marketing of Lyric Street Records. He
was previously Sr. Dir/Product Devel-
opment.

Products & Services

® ASCAP launches RAVES (Radio Ac-
count View Electronic Service), an
online customer-management service.
For more info, go to www.ascap.com/
radio/licensee.

® LAKESOFT debuts the eSkimmer
digital logging and data-storage appli-
ance. For more information, contact
LakeSoft at 866-500-5253.

® RICK GIESER & MIKE TOOMEY
launch Comedy Radio Club, a Chicago-
based show-prep service. For more info,
contact Rick Gieser at 630-681-7562 or
info@comedyradiociub.com.

Stocks

Continued from Page 1

XM closed at $5.88 on July 17 and at
$4 on July 23; Sirius closed at $3.49
on July 17 and at $2.08 on July 23.
The sudden slide in the price
Clear Channel shares on Tuesday
prompted the company to issue a
statement saying that it expects to
exceed its Q2 EBITDA guidance
of $600 million-$615 million, but
the news failed to stem the tide of
sell-offs. In fact, a Clear Channel
spokeswoman told Dow Jones
Newswires that the outlook was is-
sued specifically to calm investors’
fears — sparked by rumors late
Monday — that Michaels had been
moved out of Clear Channel Radio
because of problems with the
company’s financial health.
“There is nothing unusual; there
are no surprises in the second-
quarter results,” the spokeswoman

told Dow Jones. However, as
many investors pointed out, Clear
Channel was not willing to say by
how much it would exceed its pre-
vious Q2 EBITDA estimate. A few
hours after the announcement on
its Q2 guidance, Clear Channel
said it would accelerate the release
of its second-quarter earnings by a
full week. Those results were re-
leased July 24.

“The market was reacting to
Randy Michaels being exiled,”
SoundView Technology Group
analyst Jordan Rohan told CBS-
MarketWatch. “The market shoots
first and asks questions later.
People are already nervous that
Clear Channel has accounting or
antitrust issues — but I don’t think
any of those are correct.”

Rohan added that, in his opin-
ion, the steep slide in CCU shares
is an overreaction. “Any time a
media executive steps down, you

Joneshoro
Continued from Page 4

of three FMs is in line with FCC
rules limiting the number of stations
a single company can own in a mar-
ket the size of Jonesboro to six, no
more than four of which can be on
the same band.

Interestingly, Pressly Partnership
cited Clear Channel’s dominance in
the market when it asked the FCC to
approve its acquisition of KIBX.
Noting that it has strived to establish

a successful presence in Jonesboro
since entering the market in 1993 —
a market historically dominated by
Duke Media and, later, Clear Chan-
nel — Pressly Partnership claimed its
status as a locally owned and oper-
ated broadcaster involved in the com-
munity is an anachronism in “an era
of publicly traded national-media be-
hemoths.” The company argued that
its stewardship of KIBX will help
ensure the station’s survival in a mar-
ket in which standalone stations
aren’t viable.

wwWwW americanradiohistorv com

BusINESSs BRIEFS

Continued from Page 4

in Seattle. The session panel is slated to include Emmis Radio President Rick Cummings, Jeff McClusky & Associ-
ates Sr. VP/GM Tom Barsanti, RIAA Sr. VP/Govemment Relations Mitch Glazier, Latham & Watkins managing
partner Eric Bemthal and Ted Kalo, minority deputy chief and general counsel for Rep. John Conyers Jr. “We've
pulled together experts from all sides of the issue to delve into the issue of independent promotion,” said NAB Exec.
VP/Law & Regulatory Policy Jeff Baumann, who will moderate the panel. “This is a complicated issue, and the
session promises to be one of the most highly attended in recent years.”

Analyst Observations On SBS, HBC
alling Spanish Broadcasting System's ratings in Los Angeles “fantastico,” Merrill Lynch analyst Keith Fawcett
has reiterated his “strong buy” rating and $20 price target on the company. He noted that the aggregate spring

ratings for the company’s KLAX & KXOULos Angeles are up 24% from winter and said that “strong audience

delivery” has implied incremental net sales of roughly $20 million to $25 million. Fawcett said SBS is his top midcap
candidate to beat Q2 street estimates and added that he's “highly confident” that the company will register some of

the strongest gains in ad revenues in the industry. For 2002, he estimates that SBS will see eamings per share of 6

cents; a 13% increase in projected total cash sales, to $135 million; and a 20% increase in EBITDA, to $45 million.

Merrill Lynch’s Jessica Reif Cohen noted this week that, with the recent decline in media valuations, Univision’s
purchase price for Hispanic Broadcasting Corp. has effectively declined from $3.5 billion to $2.7 billion. Cohen
also said that HBC's 16 AM stations wilt benefit greatly from “rebranding under the Univision news banner and
newsgathering sources.” She estimates a 2002 increase in Univision's eamings per share of 83%, to 42 cents.

Arbitron Expands Into Guadalajara, Mexico

rbitron has begun quarterly ratings measurements in the Guadalajara, Mexico market. The company has

secured iong-term agreements with Grupo Radio Mexico, Grupo Radio Centro and Grupo ACIR, whichown a
combined six stations in Guadalajara, and on July 1 began placing a Spanish-language version of its standard
seven-day radio diary in the households of approximately 2,300 area residents. Collected diaries will be shipped to
Arbitron’s Columbia, MD offices for processing and tabulation, and the first ratings report for Guadalajara will be
issued in earty November. The survey method matches that used in Mexico City, which Arbitron began measuring
in September 2001,

FCC Actions

0 nTuesday the Senate Commerce, Science and Transportation Commitiee approved by voice vote Jonathan
'‘Adeistein’s nomination to the vacant seat on the FCC and forwarded his name to the full Senate for approval.
The committee, chaired by Sen. Fritz Hollings, also submitted the names of four other federal appointees, as well as
promotions for two Coast Guard members.

 Kansas station KTCM is licensed to the city of Kingman, but licensee Maria Salazar has been fined $39,000 by
the FCC for operating the station from a nightclub in Wichita. The penalty was also imposed for failure to maintain
amain studio at the authorized location and for failure to install and maintain EAS equipment, to maintain prescribed
obstruction lighting on a registered antenna and to maintain a public-inspection file. Salazar admitted to the viola-
tions but said she misguidedly followed the advice of an engineer and thought the move was legal. She has until
Aug. 17 to pay the fine or appeal.

* The FCC has made some changes to its executive ranks: Kyle Dixon moves from a role as common carrier
and broadband legal adviser to FCC Chairman Michael Powell to take on the newly created position of Deputy
Chief of the Media Bureau; he will also be special adviser to Powell on broadband policy. Christopher Liberteili
has been named Powell's legal adviser for wireline-competition issues. Additionally, James Epik has been named
Asst. Division Chief of the Enforcement Bureau’s Telecommunications Consumers Division, where he will support
the division’s investigative-resource unit.

have to ask yourself why,” he said.
“There was speculation he’d be
pushed out last year, when he cut
ad prices aggressively to build
market share.”

Meanwhile, Merrill Lynch ana-
lyst Jessica Reif Cohen called
Michaels a very capable radio ex-
ecutive whose departure she views
as a negative. Merrill Lynch’s
Keith Fawcett called Michaels’
move “completely unexpected and
correctly predicted that “any nega-
tive news about a leader can have
a broader impact, and this stock is
a bellwether in the industry.”

Wachovia Securities analyst Jim
Boyle suggested that the short
press release from Clear Channel
that announced Michaels’ move
was unplanned, perhaps indicating
that Michaels himself sought a dif-
ferent role within the company.
“Other radio CEOs have said that
Randy seemed to have been un-
happy the last few months,” Boyle
told Dow Jones.

But CIBC World Markets’ Jason
Helfstein believes Michaels’ new
role may be a smart move for
Clear Channel. “Michaels is con-
sidered the leading industry expert
on radio engineering and has a
strong programming background,”
Helfstein said. “His efforts will

clearly be missed within Clear

Channel. With over 1,200 radio
stations, a dedicated COO, 12 re-

gional VPs and 300 general man- |

agers, we believe the CEO position
was more managerial than hands-
on and did not leverage Michaels’
full complement of skills.”

Aside from the reaction to
Michaels’ exit as Clear Channel
Radio CEO, Guzman & Co. ana-
lyst David Joyce told R&R that
slow ad recovery is also doing its
part to hurt radio. “There’s getting
to be a realization that radio adver-
tising revenue is going to be weak
for some time,” he said.

He added that, while demand in
the upfront TV market is brisk,
there has been a lag in the tumn-
around for other outlets, such as
radio. “We’re not seeing enough
strong signs that the economy is
improving, and consumer senti-
ment is a factor there. A factor in
that [consumer sentiment] is the
performance of the stock market,
and people aren’t feeling rich. All
of those are probably culminating
in a little bit longer recovery time
in radio advertising.”

Adam Jacobson in Los Angel.
and Joe Howard in Washington, DC
contributed to this report.

Changes

AC: KLTH (K-Lite)/Portland, OR
adds Diana Jordan as news anchor
for morning drive.

CHR: Boogie is upped to MD at
KHFI/Austin ... Jeremey Schultz
(a.k.a. Special Ed) joins WSSX/
Charleston, SC for nights.

Christian: KCBQ-AM/San Diego’s
Mark Larson moves to momings,
beginning Aug. 5, as the syndicated
Mike Gallagher moves to evenings
and Hugh Hewitt to afternoons.

Classical: Elliot Forrest joins
WQXR/New York for weekends.

Classic Hits: KKDV (The Drive)/
San Francisco welcomes Bill
Keffury to mornings, Stephen
Page to middays and Roger Cory-
ell to nights.

Hot AC: Kevin Collins adds MD
stripes at WRMX (Mix 95.7 &
106.7)/Knoxville ... WMXZ/Destin,
FL welcomes Lisa St. John as Pro-
duction Dir./middays.

News/Talk: Bill Press and Jane
Morris join Andy Parks for mom-
ings on WMALMashington,
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Lori Parkersone 202-380-4425
BPM (XM81)

Blake Lawrence
BASEMENT JAXX Get Me Off
BAZ Smile To Shine
KLUSTER | Feel Love

MARC ET CLAUDE Tremble
SASHA LAZARD Awakening

The Boneyard (XM41)
Charlie Logan

0ZZY 0SBOURNE Live At Budokan
The Loft (XM50)

Mike Marrone

BETH ORTON Carmella

COUNTING CROWS Hard Candy
GRAHAM NASH Songs For Survivors
PAUL KELLY Roll On Summer

RAW (XMG6)
Leo G.

EVE VALICIA KEYS Gangsta Lovin’
SCARFACE On My Block

Watercolors (XM71)

Steve Stiles
LEE RITENOUR Module 105
RAUSS FREEMAN Brighter Day

X Country (XM12)

Jessie Scott
DA VINCI’S NOTEBOOK Brontosaurus
KEVIN WELCH & OANES Millionaire

XM Cate (XM45)

8ill Evans

BEN KWELLER Sha Sha
MARIANNE FAITHFUL Kissin ‘Time
ROBERT PLANT Dreamland

ROSE SMITH Dawn Raiding

200n20 (XM20)

AVRIL LAVIGNE Complicated

DJ SAMMY & YANOU Heaven
KROEGER & SCOTT Hero

EMINEM Without Me

JENNIFER LOPEZ 1/NAS I'm Gonna Be Alright
NELLY Hot In Herre

JIMMY EAT WORLD The Middie

KYLIE MINOGUE Love At First Sight
OIRTY VEGAS Days Go

VANESSA CARLTON A Thousand Miles
PINK Just Like A Pill

KELLY OSBOURNE Papa Don't Preach
BRANDY Full Moon

P. DIDDY /USHER | Need A Girl Pt. 1
CRAIG OAVIO Walking Away

SHERYL CROW Soak Up The Sun
MARY J. BLIGE Rainy Dayz

ASHANTI Foolish

ANASTACIA One Day In Your Life
SOLUNA For Atl Time

CREED One Last Breath

ENRIQUE IGLESIAS Don't Tum Off The....
FAT JOE (/ASHANTI What's Luv?
DEFAULT Wasting My Time

NO DOUBT Hella Good

SHAKIRA Underneath Your Clothes
AALIYAH More Than A Woman
MICHELLE BRANCH All You Wanted
CAM'RON Oh Boy

WILL SMITH Black Suits Comin®
PUODLE OF MUDD Blurry

CALLING Adrienne

BRITNEY SPEARS Boys

MARIO Just A Friend

ELVIS PRESLEY VS. JXL A Little Less...
PAULINA RUBID Don't Say Goodbye
JENNIFER LOPEZ I/JA RULE Ain't It Funny
EVE /ALICIA KEYS Gangsta Lovin®
BBMAK Out Of My Heart...

SHAKIRA Objection (Tango)

PINK Don't Let Me Get Me

KHIA My Neck, My Back (Lick It)

JOHN MAYER No Such Thing

COURSE OF NATURE Caught In The Sun
NICKELBACK Too Bad

USHER U Don't Have To Call

Music
CHOICE'

23 million homes
27,000 businesses
Available on digital cable and DirecTV
Adam Neiman e 646-459-3300

HIT LIST

Seth Neiman

BEENIE MAN /JANET Foel t Boy
GO0 GOO DOLLS Big Machine
NELLY Dilemma

R&B & HIP-HOP

Damon Williams

ERYKAH BADU Love Of My Lite

FABOLOUS U, DIDDY & JAGGED EDGE Trade RAIPL 2
NAS 1/AMERIE Rule

RAP

Damon Williams
BLACK RUSSIANS Back Up Out My Way
FOXY BROWN Styfin®

SMOOTH R&B

Damon Williams

AALIYAH | Care 4U

REGINA BELLE From Naw On
ROCK

Gary Susalis

FILTER Where Do We Go From Hers
600 60O DOLLS Here Is Gone
OUR LADY PEACE Somewhere Qut There
PAPA ROACH She Loves Me Not
RUBYHORSE Sparkle

TOMMY LEE Hold Me Down

ALTERNATIVE

Adam Neiman

AUTHORITY ZERO One More Minute

BAD RELIGION Broken

BOWLING FOR SOUP Girl All The Bad Guys Want
FURTHERMORE Letter To Myselt

GREEN OAY Suffocate

JACK JOHNSON Flake

MATTHEW Everybody Down

MOBY Extreme Ways

MOTORWAY TO ROSWELL Ether

OFF BY ONE Been Alane

SUPERDRAG The Staggering Genius

USED A Box Full Of Sharp Objects

WHITE STRIPES Dead Leaves And The Dirty Ground

TODAY’S COUNTRY

Liz Opoka
ERIC HEATHERLY The Last Man Committsd

PROGRESSIVE

Liz Opoka

BONNIE RAITY Silver Lining
ROSEY Atteriite

LITE JAZZ

Gary Susalis

JEFF KASHIWA Simple Truth
MARION MEADOWS In Osep

AP mififor movegoes
1.0 awavie Muraters

WEST

1. KYLIE MIDGUE Love At First Sight
2. BRITNEY SPEARS Bays

3. BEYONCE Work It Out

4. NAPPY ROOTS Po’ Folks

5. JENE Get Something Started

MIDWEST
1. KYUIEMINOGUE Love At First Sight
2. BRITNEY SPEARS Boys
3. NAPPY ROOTS Po’ Folks
4. BEYONCE Work It Out
5. JENE Get Something Started

SOUTHWEST

1. KYLIE MINOGUE Love At First Sight
2. BRITNEY SPEARS

3. NAPPY RDOTS Po' Folks

4. LATHUN BBO

5. ABENAA Rain

NORTHEAST
1. KYLIE MINOGUE Love At First Sight
2. BRITNEY SPEARS Boys
3 RAPPY RDOTS Po’ Folks
4. ABENAA Rain
5. JENE Get Something Started

SOUTHEAST
1. BRITNEY SPEARS Boys
2. KYLIE MINOGUE Love At First Sight
3. NAPPY RODTS Po’ Folks
4, TRACY LYONS Love Hurts
5. BEYONCE Work ft Out

Artist/Tile Total Plays
A°TEENS Can't Help Falling In Love 80
SIMON AND MILO Get A Clue 80
LIL' BOW WOW Take Ya Home 78
AVRIL LAVIGNE Complicated 77
PLAY I'm Gonna Make You LoveMe 77
LMNT Juliet 77
CHRISTINA MILIAN Call Me, Beep Me 73
‘N SYNC Pop 73
VANESSA CARLTON A Thousand Miles 71
AARDN CARTER Summertime 44
BAHA MEN Who Let The Dogs Out 36
BAHA MEN Move It Like This 35
PINK Get The Party Started 34
WILL SMITH Black Suits Comin’ (...) 34
BRITNEY SPEARS Overprotected 34
JUMPS God Bless The USA 33
MICHELLE BRANCH Everywhere 32
DESTINY'S CHILD Survivor 30
NINE DAYS Absolutely (Story Of ...) 30
PINK Most Girls 30

Playiist for the
week ending July 20.

hALRICT

10million homes 180,000 businesses
Rick Gillette» 800-494-8863

DMX Hospitality
Jeanne Destro
The hottest tracks at DMX hospitality, which

includes restaurants, bars, hotels and cruise
ships, targeted at 25-54 aduits.

JOHN MAYER Your Body Is A Wonderland
NORAH JONES Don't Know Why

DAVE MATTHEWS BAND Where Are You Going
JEB LOY NICHOLS Sure Feit Good To Me
OIANA KING Summer Breezin’

MACY GRAY My Nutmeg Fantasy

JEFF GOLUB Cold Sweat

LUTHER VANDROSS I'd Rather

ALICE PEACOCK Leading With My Heart
CAROLYN DAWN JOHNSON Complicated

This section features this week's new adds
on DMX MUSIC channels available via digi-
tal cable and direct broadcast satellite.

CHR/POP
Jack Patterson

600 GOO DOLLS Big Machine
TRUTH HURTS I'm Not Really Lookin”

CHR/RHYTHMIC
Mark Shands

KEMI Crawi To Me
N.0.R.E. Nothin®
TRUTH HURTS I'm Not Really Lookin®

URBAN
Jack Patterson

NELLY Dilemma
OONELL JONES Put Me Down

ALTERNATIVE
Dave Sloan
No Adds

ROCK
Stephanie Mondello
BREAKING BENSAMIN Polyamorous

ADULT ALTERNATIVE
Stephanie Mondello
BONNIE RAITT Sitver Lining
DUNCAN SHEIX On A High
NO OOUBT Underneath It All

ADULT CONTEMPORARY
Jason Shiff

MICHELE BRANCH Goodbye To You
NDRAH JONES Don't Know Why
COLDPLAY in My Place

INTERNATIONAL HITS
Mark Shands
BEYONCE Work 1t Out

COUNTRY

Leanne Flask
No Adds

DANCE

Danielle Ruysschaert

STARECASE Bitter Littie Pill

SKYMOO Always And Forever

SPEEDY J Bugmod

BASEMENT JAXX Get Me Off

JENNIFER LOPEZ Alive (Thunderpuss Mix)
SNEAKER PIMPS Sick (Trendoid's House Mix)
4 STRINGS Take Me Away

FORD & OEANNA Raise Ur Hands...

ELLE PATRICE Emotions (Moody & Mada Mix)
GASP Signs Of Change

GREY AREA One For The Road

MAA BELL Fabricated Nonsence

BEBER & TAMRA Traveling On...

RAP/HIP-HOP
Mark Shands

ONYX Slam Harder

EVE 1/ALICIA KEYS Gangsta Lovin'
$1D I'm Your Nikes

N-KROUD KLIQ Do Tha Oamn Thang
LIL' WAYNE Way Of Lite

NAPPY ROOTS Po’ Folks

DJ TIESTO /SUZANNE PALMER 643 Love's On Fire...

COUNTRY COAST TO COAST

Kris Wilson
MONTGOMERY GENTRY My Town

ALTERNATIVE PROGRAMMING
Gary Knoll » 800-231-2818

Rock

COLOR RED Sore Throat
MARC COPELY Surprise
LIFEHOUSE Spin

Atternative

311 Amber

ADEMA Freaking Out

LINKIN PARK Points Of Authority

Triple A

GOO GO0 DOLLS Big Machine
AVRIL LAVIGNE Complicated
BONNIE RAITT Silver Lining
BRUCE SPRINGSTEEN The Rising

CHR

B2K Gots Ta Be

BIG TYMERS Stil Fly

ELVIS VS, JXL A Little Less Conversation
MARIO Just A Friend

AMY STUDT Just A Littie Girl

Malnstream AC
ELVIS VS. JXL A Little Less Conversation
GO GOO OOLLS Big Machine

Lite AC
BONNIE RAITT Silver Lining

NAC

DAVID BENOIT Then The Morning Comes
RICHARD ELLIOT Q.T.

NORAH JONES Don't Know Why

Christian AC

AVALON Undeniatly You

SARA GROVES First Song That | Sing

JOEL HANSON {/SARA GROVES Traveling Light
CEILI RAIN 100 Siles An Hour

uc
BOYZ II MEN {/FAITH EVANS Relax Your Mind
R. KELLY Heaven, | Need A Hug

Steve Young/Josh Hosler
BEENIE MAN AJANET Feel It Boy
600 GOO DOLLS Big Machine
SHAKIRA Objection

Rhythmic CHR

Steve Young/Josh Hosler
BEENIE MAN I/JANET Feel it Boy
DJ SAMMY & YANOU Heaven

Soft AC

Mike Bettelli
ELTON JOHN Original Sin

Malnstream AC

Mike Bettelli
BONNIE RAITT Silver Lining

Mike Betteili
JSAMES TAYLOR On The 4th Of Juty

Dave Wingert Show

Mike Bettelli
BONNIE RAITT Silver Lining

24 HOUR FORMATS
Jon Holiday » 303-784-8700

ADULT HIT RADIO

JJ McKay
ENRIQUE IGLESIAS Don't Tum Off The Lights

CD COUNTRY

Rick Morgan
AARON LINES You Can't Hide Beautitul
JOHNYICHAEL MORSTOMENT TiNothing Comes Between Us

US COUNTRY

Penny Mitchell
EMERSON DRIVE Fal Into Me

BGREAT AMERICAN COUNTRY
Jim Murphy * 303-784-8700
BLACKHAWK | Will

DOLLY PARTON Dagger Through The Heart

' WESTWOOD ONE |

USHER Can U Help Me
Country Charlie Cook » 661-294-9000
CAROLYN DAWN JOHNSON One Day Claser To You
LITTLE BIG TOWN Everything Changes Brlght AC

Jim Hays

BBMAX Out Of My Heart

Hot Country

fioio Jim Hays
- RASCAL FLATTS These Days

Music Programming/Consulting
Ken Mouitrie » 800-426-9082 Young & Elder

David Felker
Alternative JOHN MICHAEL MONTGOMERY "Til Nothing Comes...
Steve Young/Kristopher Jones — =
GREEN DAY Desensitized et e R e et
NICKELBACK Never Again P L T T TR i S
SEETHER Fine Again

After Midnite
Active Rock ALAN JACKSON Work In Progress
Steve Young/Kristopher Jones
BREAKING BENJAMIN Polyamorous ﬁ

WHN
Heritage Rock WAITT RAZR AETWORKS
Steve Young/Kristopher Jones Altgrnative
EARSHOT Get Away Chris Reeves » 970-949-3339
PAPA ROACH She Loves Me Not STONE SDUR Bother
PRILLSTAR
Avg. Gross

Pos. Artist fin 000s)

1 PAUL MCCARTNEY $2,577.6 ALICE COOPER

2 'NSYNC $1,233.7

3 EAGLES $1.1829 MABAH

4 JIMMY BUFFETT $1,123.3 MICHAEL FRANTI & SPEARHEAD

5 BRITNEY SPEARS $900.6

& DAVE MATTHEWS BAND $832.8 PAULIMCCARTNEY,

7 CROSBY, STILLS, NASH & YOUNG $726.9 PITCHSHIFTER

8 GREEN DAY/BLINK-182 $443.4

9 BROOKS & DUNN $339.2 [LERENCEBEARCHARD)

12 ROSIN WILLIAMS $301.7

11 ALAN JACKSON $290.8 The CONCERT PULSE is courtesy of

10 HAGAR/ROTH $276.0 Polistar, a pubkication of Promoters’

13 KENNY CHESNEY $265.9 On-Line Listings, 800-344

14 INCUBUS §217.5 ifornia 209-271-7900.

15 DIANA KRALL $211.3

www americanradiohietorv com
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12 million households

Television/Films

75 million households

CM I

COUNTRY MUSIC TALAVISION

56.8 mittion households
Brian Pnilips, St. VP/GM
Chiis Pari, VP/Music & Talent

]

KEITH URBAN Somebady Like You
DOLLY PARTON Dagger Through The Heart

DARRYL WORLEY | Miss My Friend
TRACE AOKINS Help Me Understand
BRODKS & OUNN My Heart Is Lost To You
KENNY CHESNEY The Good Stutf

ALAN JACKSDN Drive (For Daddy Gene)
LONESTAR Not A Day Goes 8y

KELLIE CDFFEY When You Lie Next To Me

OIXIE CHICKS Long Time Gone
BRAD PAISLEY I'm Gonna Miss Her
STEVE AZAR | Don't Have To Be Me (it Monday)

BRAD MARTIN Before | Knew Better

WILLIE NELSON Maria (Shut Up And Kiss Me)
LEE ANN WOMACK Something Worth Leaving Behind
TOBY KEITH Courtesy Of The Red, White And Blue

BROOKS & OUNN My Heart Is Lost Te You

DIXIE CHICKS Long Time Gone

KELLIE COFFEY When You Lie Next To Me

KENNY CHESNEY The Good Stutf

TOBY KEITH Courtesy Of The Red, White And Blue
TRACE ADKINS Help Me Understand

LEE ANN WOMACK Something Worth Leaving Behind
MARTINA MCBRIDE Where Would You Be
PINMONKEY Barbed Wire And Roses

WILLIE NELSDN Maria (Shut Up And Kiss Me)

Tom Calderone Paut Marszalek
VP/Programming VP/Music Programming
rps | ADDS
NELLY Hot In Herre 82 LENNY KRAVITZ 11! Could Fall In Love
EMINEM Wifiont e o9 BEENIE MAN {1UANET JACKSON Feel 1t 8oy
AVRIL LAVIGNE Complicated 22 T
BIG TYMERS Still Fly 19 ELVIS VS. JXL A Littie Less Conversation
IRV GOTTI PRESENTS.... Down 4 U 16 MDBY Extreme Ways
BRITNEY SPEARS Boys 16 -
B2K Gots Ta 8¢ 16 o
KYLIE MINDGUE Love At First Sight 16 NO DOUBT Hetia Good 2
:::f?}.ﬁe: f;’:g :: PINK Just Like A Pill % DDDS
EVE Y/ALICIA KEYS Gangsta Lovin’ 14 | JOHN MAYER No Such Thing %
AMERIE Why Don't We Fall In Love 13 SHERYL CROW Soak Up The Sun %
PINK Just Like A Pl 12 DIRTY VEGAS Days Go By 2
RED HOT CHILI PEPPERS By The Way 12 CHAD KRDEGER IJDSEY SCOTT Hero 19
P. DIODY I/GINUWINE... | Need A GIr Pt. 2 12 AERDSMITH Gils Of Summer 19
ENRIQUE IGLESIAS Dor't Tum Off The Lights 12 RED HOT CHILI PEPPERS By The Way 1 rTOP 20
VANESSA CARLTON Ordinary Day 12 AEd 8 0
LIL' BOW WOW Basketbal 1 REEDI0nela st Breath ,
ASHANTI Happy 1 DAVE MATTHEWS BAND Where Are You Going 19
KDRN Thoughtiess 1 WEEZER Keep Fishin' 18
BRANDY Full Moon 10 ALANIS MDRISSETTE Precious fllusions 18
3LW 1 Do (Wanna Get Close To You) 10 MING TEA 1/AUSTIN POWERS Daddy Wasn't There 17
DIRTLVECAS D66 By 1 sHAxiaR Objection (Tango) 17
PAPA RDACH She Loves Me Not 9 OUR LADY PEACE S nere Out Th 17
INCUBUS Waming 9 e
JENNIFER LOVE HEWITT Barenaked 9 NDRAH Jan(E)s Dg" 't Know Why ‘g
JENNIFER LOPEZ I/NAS |'m Gonna Be Alright 8 ANASTACIA One Day In Your Life 1 .
VINES Get Free 8§ | COUNTING CROWS American Girls 16 BLAREISHELTDNIO Fed
SHAKIRA Objection 8 CELINE OION 'm Alive 15
TWEET Call e i N 0DUBT Underneath It Al 7
BOX CAR RACER | Feel So 7 SHERYU CROW SRl 5
HIVES Hate To Say | Toid You So 6 GOEA O
LUBACRIS Move Bitch 6 BBMAK Out Of My Head.. 7 GARY ALLAN The One
N.0.R.E. Nothin' 6 DEF,LERRARBNow i MARK CHESNUTT She Was
PAULINA RUBIO Don't Say Goodbye 6 JENNIFER LOVE HEWITT Barenaked 7
ijVMEA'TE:I:NI;SD Sva::lness 5 KYLIE MINOGUE Love At First Sight 7 Pp— 5
UMEHERING Sueh. Thixo d ENRIQUE IGLESIAS Don't Tum Off The Light 6 HILASS AR mercanOhid
OULACHEEACE S omagirereiOut Trersl 5 | oo sty ¢ DIAMOND IO Beautful Mess
NEW FOUND GLDRY My Friends Over You 5 )
WYCLEF JEAN {/CLAUDETTE ORTIZ Tero Wrongs 5 BEYONCE Work It Out £
NG DOUBT Underneath It Al 5 TOMMY LEE Hoid Me Down 6
CAM'RON 1/JUELZ SANTANA O Boy 4 ELTON JOHN Original Sin 1
AERDSMITH Giris Of Summer 4 BRANDY Full Moon 1
WILL SMITH Biack Suits Comin’... 4 MUSIC Hatferazy 3 TRICK PONY Just What | Do
THICKE When | Get You Alone 4 311 Amber y HE VY
N.E.R.D. Rock Star 4 N l
LINKIN PARK Ponts Of Authory h JENNIFER LOPEZ I/NAS I'm Gonna Be Alright i A
BEYONCE Work It Out 3 DARIUS RUCKER Wild One 1 S ANECHETOTOI
JERMAINE DUPR! {/LUDACRIS Weicome To Atianta 3 WYCLEF JEAN /CLAUDETTE DRTIZ Two Wrongs 1
KHIA My Neck My Back. 3 ROBERT PLANT Darkness, Darkness 1
CLIPSE Grindin' 3 AMERIE Why Oon't We Fall In Love 1
DAVE MATTHEWS BAND Where Are You Going 3 COLOPLAY in My Piace -
TRUTH HURTS Addictive 3 S0 o
CAM'RON Hey Ma 3 ROCK You Never Met A M/F Quite... 1
TRUST COMPANY Oownfail 3 ASHANT! Happy '
HODBASTANK Running Avay 2 )
DEFAULT Deny 2 Video airplay for July 29-Aug. 4.
STAIND Epiphany 2
COUNTING CROWS American Girls 2 , HOT SHOTS
FAITH EVANS Burnny’ Up 2
DONELL JONES You Kriow That | Love You 2 -
ANASTACIA One Day In Your Lite 2 36 mitlion households
KELLY OSBOURNE Papa Don't Preach & Cindy Mahmoud
COLDPLAY In My Place 2 VP/Music Programming
FABOLOUS /JAGGED EDGE Trade It A Pt 2 2 & Entertainment
MOBY We Are All Made Of Stars &
TRICK DADDY In Da Wind 2

Video playlist for the wweek ending July 20.

Peter Cohen

VIDEO PLAYLIST

P. DIDDY {/GINUWINE... | Need A Giri PL. 2
TWEET Call Me

CAM'RON T/JUELZ SANTANA Oh Boy
AMERIE Why Don't We Fall In Love

NELLY Hot In Herre

BIG TYMERS Still Fly

Heavy rotation songs receive 2B plays per veek.
Hot Shots receive 21 plays per week.

Information current as of July 23, 2002

VP/Programming IRV GOTTI PRESENTS... Oown 4 U
EVE f/ALICIA KEYS Gangsta Lovin'
Rap Adds LUDACRIS /MYSTIKAL & 1-20 Move Bitch £
No Adds MARIP Just A Friend 2002 : HHEAT
Pop Adds RAP CITY TOP 10 . L .,
No Adds BIG TYMERS Still Fly H : AMEH!BAN
N.0.R.E. Nothin' :
. * .
Urban Adds LUDACRIS 1/MYSTIKAL & 1-20 Move Bitch b A BUUNTRY_
No Adds CAM’RON 1/JUELZ SANTANA Oh Boy (e R = =4
. CLIPSE Grindin'
Rhythmlc Adds TRICK DADDY {/CEE-LO & BIG BO! In D2 Wind )
No Adds NELLY Hot In Herre Jim Murphy, VP/Programming
0 7 19 million households
LIL' WAYNE Way Of Life
ROCk AddS EVE 1/ALICIA KEYS Gangsta Lovin'
No Adds NAPPY RODTS Po' Folks [_A DDS —[
Adds for the week of July 29, Video playlist for the week ending July 28, BLACKHAWK | Wilt
DOLLY PARTON Dagger Through The Heart
WEEZER Keep Fishin' L TOP 10
VINES Get Free
PAPA RDACH She Loves Me Not —r TOBY KEITH Courtesy 0f The Red. White And Blue
CLIPSE Grindin’ I C - KENNY CHESNEY The Good Stutt
LINKIN PARK Points Of Authority Sereral Marager DIXIE CHICKS Long Time Gone
COLDPLAY In My Place .
RED HOT CHILI PEPPERS By The Way RHONDA VINCENT I'm Not Over You
NELLY Hot In Herre INCUBUS Warning BLAKE SHELTON 01" Red

EVE /ALICIA KEYS Gangsta Lovin’
BIG TYMERS Still Fiy

SYSTEM OF A DDWN Aerials
EMINEM Without Me

JIMMY EAT WORLD Sweetness
LUDACRIS Move Bitch

FAITH EVANS Burnin’ Up

NAPPY RDDTS Po’ Folks
N.O.R.E. Nothin'

NEW FDUND GLORY My Friends Over You
JERMAINE DUPRI {/LUDACRIS Welcome To Atlanta
SLUM VILLAGE Tainted

OUR LADY PEACE Somewhere Qut There

DAVE MATTHEWS BAND Where Are You Gaing
P.0.D. Boom

HIVES Hate To Say | Told You So

Videg playlist for the week of July 15-21.

DARRYL WORLEY | Miss My Friend
GARY ALLAN The One
MONTGOMERY GENTRY My Town
TRACE ADKINS Help Me Understand
JOE NICHOLS The Impossible

Information Current as of July 26, 2002

www.americanradiohistorv.com

TELEVISION

TOP TEN SHOWS

July 15-21
Total Audience Persons
(105.5 million households) 1521
1 CSs! 1 The Simpsons (8:30pm)
2 Everybody Loves Raymond 2 Malcolm In The Middle
3 Dateline (Tuesday) 3 The Simpsons
4 Law & Order 4 American Idol (Tuesday)
5 Dog Eat Dog 5 30 Seconds To Fame (9:30pm)
6 American Ido! (Tuesday) 6 American Idol (Wednesday)
7 Law & Order: Criminal Intent 7 30 Seconds To Fame
8 60 Minutes 8 The Simpsons (7:30pm)
9 Becker 9 That '70s Show
10 48 Hours (Monday) 10 Will & Grace
Source: Nielsen Media Research
COMING NEXT WEEK

Friday, 7/26

*Goo Goo Dolls, The Tonight
Show With Jay Leno (NBC, check
local listings for time).

* Tift Merritt, Late Show With
David Letterman (CBS, check local
listings for time).

« Beth Orton, Lafe Night With
Conan O'Brien (NBC, check iocal
listings for time).

Saturday, 7/27

¢ Insane Clown Posse, Master
P and Loveline co-host Adam
Carolla guest-star on FOX's Mad
TV(11pm ET/PT).

 Fat Joe, Showtime at the Apolio
(check local listings for time and
channel).

Monday, 7/29

*Lamya, Jay Leno.
« Patty Griffin, Conan O'Brien.

Daly (NBC, check kocal kistings for time).
Tuesday, 7/30

* Norah Jones, Jay Leno.

* No Doubt, Conan O'Brien.

* Qur Lady Peace, Late Late
Show With Craig Kilborn (CBS,
check local listings for time).

* Marc Anthony, Carson Daly.

Wednesday, 7/31

* Duncan Sheik, Jay Leno.

« Little Richard, David Lefterman.
» Jewel, Craig Kilbomn.

* Fat Joe, Carson Daly.

Thursday, 8/1

* Emmylou Harris and Alison
Krauss, Jay Leno.

* Bruce Springsteen, David
Letterman.

* Christy McWilson, Conan O’
Brien.

« Unwritten Law, Carson Daly.

» Cracker, Last Call With Carson — Julie Gidlow
BOX OFFICE TOTALS
July 19-21

Title Distributor $ Weekend § To Date
1 Road To Perdition (DreamWorks) $15.41 $47.30
2 Stuart Littie 2 (Sony)* $15.11 $15.11
3 Men In Black 2 (Sony) $1455  $158.12
4 K-19: The Widowmaker (Paramount)* $12.77 $12.77
5 Reign Of Fire (Buena Vista) §7.32 $29.24
6 Mr. Deeds (Sony) §7.31 $107.63
7 Eight Legged Freaks (WB)" $6.48 $6.48
8 Halloween: Resurrection (Miramax) $5.52 $21.92
9 Lilo & Stitch (Buena Vista) $4.97 $128.43
10 Crocodile Hunter: Collision Course (MGM/UA)  $4.66 $18.72

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

COMING ATTRACTIONS: This
week’s openers include Austin Pow-
ers in Goldmember, starring Mike
Myers and Destiny’s Chiid member
Beyoncé Knowles. She contrib-
utes “Work It Out” fo the film's Mav-
erick soundtrack, and as her on-
screen character — Foxxy Cieo-
patra — performs “Hey, Goldmem-
ber” with Devin and Solange.
Britney Spears, who makes a
cameo appearance in the movie,
performs “Boys (The Co-Ed Remix)”
on the ST, which also contains
Smash Mouth's “Ain't No Mystery,”
a Dr. Dre remix of The Rolling
Stones’ “Miss You,” Angie Stone’s
cover of King Floyd's “Groove Me,”
Soul Hooligan f/Diana King's re-
make of Electric Light Orchestra’s
“Evil Woman,” and Paul Oaken-
fold's “1975,” a loose interpretation
of Waiter Murphy’s “A Fifth of
Beethoven.” The film, which also in-
cludes cameo appearances by
Quincy Jones and Ozzy Osboume,
features Myers performing, as the
character Dr. Evil, his own version
of “Hard Knock Life" and, as Austin
Powers, performing with the group
Ming Tea, whose members include

Matthew Sweet and Susannah
Hoffs. That group contributes
“Daddy Wasn't There” to the ST,
while Hoffs sings “Alfie (What's It All
About, Austin?)” — a nod to Michael
Caine, who co-stars in the fiilm and
played the title role in the 1966 movie
Alfie.

Also opening this week is The
Country Bears, whose Walt Disney
soundtrack showcases six songs
written by John Hiatt. He performs
on four of them — “Let It Ride,” "Just
the Goin'," “Where Nobody Knows
My Name" and “Straight to the Heart
of Love,” the latter of which also fea-
tures Bonnie Raitt, Don Henley and
former Men At Work frontman Colin
Hay. Raitt and Henley duet on the
Hiaft-penned “Can Love Stand the
Test?” while Krystal Marie Harris
sings Hiatt's “The Kid in You.” Also
on the ST: Brian Setzer's “'m Only
in It for the Honey,” Jennifer Paige’s
“Kick It Into Gear,” The Byrds’ “So
You Want to Be (A Rock 'n’ Roll Star),”
Bela Fleck's “Rocky Mountain Hop”
and Elton John's “Friends.” Elton
John is also seen on-screen, as are
Willle Nelson and Queen Latifah.

— Julie Gidlow
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Connected To Chicago

© ABC Radio’s WLS-AM builds a new franchise for the

legendary call letters

here are only a handful of radio stations in America with call letters that say “legend,” and
— ABC Radio’s WLS/Chicago is one of them.

In the heyday of AM
Top 40 radio, “The Big 89”
was the Windy City home
of some of music radio’s
legendary luminaries, in-
cluding Larry Lujack, Art
Roberts, John “Records™
Landecker and Fred Win-
ston. And anyone who's
ever heard the classic JAMS
jingle package tfrom those
days will never forget the
jingles’ signature sound. In
fact. they are such a part of the sta-
tion’s heritage that you can still hear
them today in every hour as part of
“News/Talk 89°s” on-air sound.

Under the watchful eyes of GM
Zemira Jones and OM Mike Elder,
News/Talk WLS has slowly but
surely regained much of the stature
it had during its music-radio days in
the 1960s and *70s. With a lincup of
local hosts and syndicated Talk radio
superstars, WLS is building a new
legend with Chicagoland listeners,
as evidenced by consistently increas-
ing ratings and cume growth over
the past few years and the station’s
No. 2 overall 12+ finish in the just-
released spring Arbitron.

I recently spoke with Elder to get
his perspective on what he believes
to be the driving torce behind the

Mike Eider

growth of WLS as a News/
Talker. When he arrived in
town, the station was not
yet a top 10 ratings player
in the market, but today it
is a consistent top five fin-
isher. Without hesitation,
the soft-spoken and gener-
ally media-shy program-
mer gives most of the
credit to the station’s on-air
personalities.

“It was personalities that
made this station great during its
music radio years. and that’s still
true today,” he says. “From Don
Wade and Roma, Jay Marvin and
Eileen Byrne and Rush Limbaugh
to Roe and Gary, Greg Batton and
Yvonne Greer. Sean Hannity and
Art Bell — it’s a lineup that keeps
Chicago listeners coming back to
listen longer day after day.”

R&R: tHow did you get started in
Talk radio?

ME: I’d done Rock radio all
around the country beginning in the
*60s and ended up back in the town
where | grew up, Oklahoma City, in
the early *80s. | decided to leave the
business for a couple of years to
pursue other ways to make more
money than | was making in radio.

[ failed miserably at that, and when
1 went to get back into the radio
business, no one would hire me at a
Rock station because they all said
I°d gotten to0 old for the format.

In 1986 I begged for a job doing
production at KTOK-AM/Oklaho-
ma City, which was a Clear Chan-
nel station back in the days when it
was still a small regional company.
After 1 was there for a while. the
GM, Jim Smith, offered me the op-
portunity to program the station,
and that was my first chance to pro-
gram Talk radio.

R&R: What's the most memora-
ble achievement you can recall from
that first Talk programming job?

ME: Sometime in late 1989 or
early 1990 | was dialing around and
heard this guy on a station in Enid,

ABC Radio Networks recently added KABC/Los Angeles afternoon host
Larry Elder (seated) to the network’s growing roster of syndicated talk-
ers. On hand as Elder inked the deal were (standing, l-r) ABC Radio
Senior VP/Programming John McConnell and President/GM of the
company's Los Angeles station cluster John Davison.

OK named Rush Limbaugh. Not
knowing he was syndicated at the
time, | kept asking, “Who the heck
is this guy?” | tracked him down,
and, after a lot of effort convincing
management, we put Rush on the
air at KTOK.

Within 90 days he was the big-
gest thing going in Oklahoma City
radio. The really funny thing to me
today is that, back then, I kept tell-
ing other Clear Channel Talk PDs
they’d better put this guy on their
station before the competition did.
At the time | was the D at the only
Clear Channel station that ran his
show. Today, ironically, the compa-
ny owns his show.

*

“Sept. 11 reminded alt of us of the importance of
the immediacy of radio. People tuned in because
they wanted to hear what was going on right then,
and since then it hasn't really changed.”

R&R: Where did your career
take you next?

ME: From there | went to KCMO
& KMBZ/Kansas City, where !
stayed for a couple of years before
I moved to WCCO/Minneapolis.
After [ was there for about a year, |
read in R&R that {then-WLS PD]
Drew Hayes was leaving (o go to
ESPN. After a lengthy interview
process, Zemira offered me the job
here at WLS in 1996. and I’ve been
here ever since.

R&R: You were working at one
of America’s great radio stations
already at WCCO, so what was the
attraction for making the move to
Chicago and WLS?

ME: [ grew up listening to WLS.
The station is legendary, from the
early WLS Nutional Barn Dance
days to the famous coverage of the
Hindenburg disaster by WLS re-
porter Herb Morrison to its huge
success as a Top 40 station in the
*60s and *70s. | saw what Drew had
begun, transitioning WLS from mu-
sic to Talk, and felt it would be a
great opportunity to come here and

Continued on Page 18

RADIO NETWORKS
america listens to abc

We're tuned to the frequency
of your listeners’ hearts

For 25 years, Focus on the Family has provided values-based, commonsense
family advice. Our award-winning broadcasts now touch hearts in 100 countries.

“Focus on the Family Commentary” is 90 seconds of timely programming
featuring internationally recognized child psychologist and family authority
Dr. James Dobson.

Carried on more than 300 stations nationwide, including KNIX, Los Angeles, E
WOR, New York and WNND, Chicago “Focus on the Family Commentary” P
addresses the family topics your listeners care about most.

www americanradiohistorv com
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CALL ABC Radio Networks today at (212) 735-1700!
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Connected To Chicago
Continued from Page 17

see if the stuff I'd learned in some
other good markets would work in
a major city like Chicago. 1 figured
it was too good a chance to pass up.

R&R: What was your assess-
ment of WLS when you walked in
the door back in 1996?

ME: The station already had
Rush Limbaugh and Dr. Laura on
the air. They’d kept Don Wade and
Roma — who were there when the
station still played music — in morn-
ings and had recently teamed up
Roe Conn and Gary Meier in after-
noons. The station had a very in-
your-face, right-wing sort of pres-
entation with a lot of discussion of
politics. It was the antithesis of
[crosstown News/Talk] WGN.

When | started to get out into the
community and 1’d tell people
where 1 worked, if they even knew
what WLS was, the most common
response was, “Oh, sure, | used to
listen to Larry Lujack on that sta-
tion.” Or they’d say, “Oh, you mean
the Rush Limbaugh station.” It was
clear to me that the station had not

News/Talk/Sports

yet solidified a consistent image
with Chicago listeners.

I sensed that there was a shift in
the overall mood of the country and
that the station’s presentation need-
ed to become not quite so in-your-
face. We also needed to broaden our
discussions to a wider array of top-
ics beyond just politics. Knowing
that Rush has the national political
scene well-covered every day gave
us a chance to broaden the station’s
topics into other areas in other day-
parts and to talk about all the other
stuff | heard people in Chicago talk-
ing about every day.

Another thing was that, although
it seemed most people remembered
WLS as a great music station, since
it had been flipped to Talk, there
was never any real effort made to
connect WLS the Talk radio station
to its past. So, we began using the
station’s original slogan, The Big
89, interchanged with Talk Radio
89, to begin making that connection
for listeners. We also started using
the signature JAMS jingles that had
been a part of the station for so
many years to help make that con-
nection. In fact, we still use the jin-
gles as part of our station ID.

R&R: [nitially, the station fo-
cused primarily on talk with little
emphasis on news. When did that
change?

ME: When rumors started that
WMAQ was going to make some
changes, we decided that we want-
ed to take the position of News/Talk
for WLS so that they couldn’t move
in and take that position away eas-
ily. At the same time, we expanded
our local news department staff, ex-
tended our use of Metro Networks
and added local news, traffic and
weather at the top and bottom of
every hour 24 hours a day, seven
days a week.

Today, we have a five-person
news staff, all of whom have won
Edward R. Murrow Awards since
they’ve been with us. They’ve all
done a terrific job of giving WLS a
local news image, and that has cer-
tainly contributed to the station’s
ratings growth.

R&R: Developing a strong news
image is no small task in a town
that’s home to WGN and News
WBBM-AM. How do you view
WLS's position relative to those sta-
tions when it comes to a local news
image?

www americanradiohistory com

“I grew up listening to WLS. The station is
legendary, from the early WLS National Barn Dance
days to the famous coverage of the Hindenburg
disaster by WLS reporter Herb Morrison to its huge
success as a Top 40 station in the '60s and '70s.”
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ME: We didn’t try to beat them
at that game; our objective was to
be sure that WLS listeners didn’t
have any reason to tune us out when
there was something going on. In
the past, if there was a news event,
listeners would feel they needed to
turn to another station, so our goal
was to give them what they want
right here. That way we figured
they would stick around longer be-
cause they don’t have to go some-
where else to hear news. It has paid
off, too, as our Time Spent Listen-
ing has consistently increased over
the past few years.

R&R: Talk about WLS's weekday
lineup and what strengths you be-

| lieve each of the talents involved
bring to the radio station.

ME: Don Wade and Roma —
who are married and political oppo-
sites, by the way — host mornings
from 5-9am. They were here when
WLS was still a music station and
made the transition to Talk in 1989.
What makes them stand out is that
they are probably the most prepared
morning team | have ever worked
with. These two get up at midnight
to begin their prep, then stroll into
the station at about 3am for more
prep. By the time they hit the air at
5am, they have more material ready
to go than any one show could ever
possibly use. 1t’s a very informed,
topical and funny morning show.

Following them are Jay Marvin
and Eileen Byrne, who are the exact
opposite of Don and Roma. Jay is
the more moderate voice, while Ei-
leen is a staunch conservative. They
have a tremendous energy and chem-
istry together. They play off one an-
other very well, and they have giv-
en us a great transition between Don
and Roma and Rush Limbaugh.

Next up is Rush Limbaugh, who
still delivers very well for us at WLS.
His numbers are always great, and
he has stayed very strong for us.
Following Rush are Roe Conn and
Gary Meier, who are probably the
most interesting and entertaining
afternoon show that | have ever
heard anywhere in Talk radio.
These are two guys born and raised
in Chicago who have a great chem-
istry. 1 can’t really tell you what
they’re like — they’re very Chica-
g0, very entertaining, and the long-
er they work together, the better
they seem to get.

After Roe and Gary we have a
show called Chicago PM, hosted by
Jay Marvin, Bill Cameron and Jim

: ] Johnson. It’s a personality news

program where the three of them

discuss the big topics of the day. We
have had great response to the pro-
gram; it’s the most successful show
we have ever had to follow Roe and
Gary. They are followed by Greg
Batton and Yvonne Greer. They are
also married, and they’re a multira-
cial couple who can discuss racial
issues, for example, from a perspec-
tive that is very unique. The show
is still developing, but we have had
great response to it so far. From 9-
midnight we have ABC Radio Net-
works’ Sean Hannity, and over-
nights are covered by Art Bell.

R&R: Is it an accident or by de-
sign that all of your local talents
are teams, with two of them actual
married couples?

ME: It’s by design. If you sub-
scribe to the idea that less than one
or two percent of your listeners ac-
tually call in, then you know that
some days the callers are better than
others. So if you create, as I believe
we have, great programming that
has compelling personalities and
good point-counterpoint discus-
sions between the hosts, you’re not
likely to have to rely on bad callers
on those days when the good call-
ers just aren’t there. It’s worked for
us, and | think it also gives listen-
ers a chance to hear both sides of all
the issues we discuss.

R&R: Finally, how do you think
the events of these past several months
have impacted News/Talk radio in
general and WLS specifically?

ME: Sept. |1 reminded all of us
of the importance of the immediacy
of radio. People tuned in because
they wanted to hear what was going
on right then, and since then it hasn’t
really changed. Whether it’s the war
on terror, the economy or anything
else that’s going on out there, they
want to know that, when they turn us
on, we will be there with instant ac-
cess to the information that they
want and need. Since Sept. 11 the
average listener wants to know
what’s going on in our world and
wants to feel that, if something hap-
pens, they will have access to the in-
formation right away.

Here at WLS, to this day, Don
and Roma take a moment on the
11th of every month — at the time
the attacks happened on Sept. 11 —
to say that we cannot forget that day
and to remind listeners that we have
members of the armed services who
are in harm’s way because of that
event. It’s not something they make
a huge deal out of, but it’s a quiet
reminder every month about an
event that touched al! of us.
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Michaels
Continued from Page 1

Michaels said. “I am excited about
the opportunity to once again look
out to the future and help shape the
way we will adapt it. I enjoy the chal-
lenge and stimulation of breaking
new ground and look forward to this
newly created position.”

About Michaels’ move out of
Clear Channel Radio, Hogan said,
“The radio group will miss the pres-
ence of Randy’s passion and his great
sense of humor. Fortunately, Clear
Channel Radio has tremendous
strength throughout its management
ranks. I am confident that our more
than 300 general managers, along
with our talented group of 12 senior
vice presidents, will not miss a beat
and will continue with their industry-
leading performance.”

Michaels, who assumed control of
Clear Channel’s radio stations fol-
lowing the company's 1999 merger
with Jacor, is known throughout the
industry for his flamboyance and in-
domitable attitude. At R&R Conven-
tion 2002, Michaels appeared at a
state-of-the-industry panel discus-
sion clad in a brown 1970s leisure
suit and a ’70s-era wig to provide a
visual emphasis to his sarcastic state-
ments that the radio business was
better 25 years ago.

Back then Michaels was known as
a fast-rising programmer. He began
his careerin 1971, atage 19, at WGR/
Buffalo for then-owner Taft Commu-
nications. After a stint at WKRQ/
Cincinnati. in 1976 he became PD of
WDAF/Kansas City, which he
flipped to Country in February 1977.
In 1983 Michaels became a co-VP of
WLW & WSKS/Cincinnati, where
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he rose to Exec. VP in May 1988.
Michaels then rose through the ranks
at Jacor. which had purchased Taft,
and eventually became President.

Jacor continued to grow, taking
advantage of the Telecommunica-
tions Act of 1996. Within two weeks
of the act being signed by President
Clinton, the Michaels-led Jacor ac-
quired Citicasters’ 19-station group
and Noble Broadcast Group's 12
properties, spending $1 billion for
both companies. Michaels rose to
CEO of Jacor immediately after an-
nouncing the Citicasters deal.

While there has been much rumor
and speculation about Michaels’ suc-
cessor at Clear Channel, no official
announcement was expected until af-
ter the company had rush-released its
Q2 earnings report to investors and
analysts on July 24, one week ahead
of schedule.

PPM

Continued from Page 1
a person wakes up and the time he
or she leaves the house.

In its resolution the council stated,
“The Radio Advisory Council agrees
that Arbitron’s proposed PPM meth-
odology holds significant promise
for radio-audience measurement. It
is clear, however. that the data made
available so far leaves many impor-
tant questions unanswered regarding
respondent behavior. respondent au-
dience levels and our industry’s busi-
ness processes.”

The council wants Arbitron to
implement a shadow PPM test in
Philadelphia that will help gauge the
consistency of the primary PPM test.
It also wants Arbitron to increase the
number of PPM panelists to a “full
complement.”

“Six hundred and fifty people
can’t change an industry,” declared
council Chairman Dave Pearlman of
Infinity Broadcasting.

The council is also asking Arb-

itron to conduct a PPM test in a mar-
ket with a large Hispanic population.
It feels that the Philadelphia test may
not be able to gauge how the
lifestyles of Hispanic and Spanish-
dominant listeners will affect PPM
usability.

Finally, the council wants Arbitron
to take an in-depth look at PPM us-
age in morning drive.

Arbitron President/CEQ Steve
Morris said he was “encouraged by
the positive and productive discus-
sions” he had with the council and
admitted that the PPM tests uncov-
ered “important questions that merit
detailed study and analysis.”

Without being specific, Morris
promised to expand the number of
tests that Arbitron is conducting and
expects to reveal specifics of those
tests in the next month.

Perhaps the council’s biggest con-
cern is the rate increases that will
assuredly accompany the introduc-
tion of the meter. Pearlman said,
“How can Arbitron expect the radio

industry to support something they
don’t know the cost of 7"

Ataconference call with financial
analysts last week, Morris said he
believes the radio industry in particu-
lar is wary of the meter because of
the more radical change the industry
would go through — from the diary
to an electronic device — vs. televi-
sion and cable’s more moderate
change from a meter.

Acknowledging that one of the
differences from the diary is that ra-
dio is showing a much higher reach
but lower listening. Morris said that
radio advertising has typically com-
peted by virtue of its frequency more
than its reach and that meter mea-
surement “shifts the economic equa-
tion.” He added. “It is possible that
television and cable could move
ahead on their own if radio wasn't
prepared to come on board with the
PPM.”

Mollie Ziegler contributed to this
story from Washington, DC.

Worley

Continued from Page 1

WB/Nashville President/CEO Jim
Ed Norman said that Worley —

whose production credits in- —

clude The Dixie Chicks,
Martina McBride, Sara Ev-
ans, Carolyn Dawn Johnson,
Chely Wright, Cyndi Thom-
son, Trace Adkins, Collin
Raye, John Anderson, De-
sert Rose Band, Highway
101 and Pam Tillis — will
oversee creative aspects and
the vision of the label. Nor-
man expects Worley’s role
to expand as time goes on.

“Not only is this a fantastic oppor-
tunity for Warner Bros., it’s a real
treat for me personally,” Norman
said. “I’ve known Paul for more than
20 years and had some of the best
creative times of my life working for
him.”

Worley. who expects to join the la-
bel Aug. I, told R&R, *I love this
company. I love the people. I have

not felt this energized in 15 years.
Warner Bros. Records will be the
place for an artist to be in Nashville.”

New promotion chief Haley also
made a move this week, hiring form-
er Dreamcatcher VP/Pro-
motion Gator Michaels as
WB/Nashville’s Director/
National Promotion.

“I’m pleased to have Gator
as a partner in our new ven-
ture,” Haley said. “'He brings
a great relationship and
understanding of Country
radio and promotion to the
label and is truly a person
who is well-suited for to-
day’s promotion. I'm sure
he will be an asset to our promo
team.”

Michaels was GM for independent
promotion firm Young-Olsen & As-
sociates when he joined Dream-
catcher as Director/National Field
Promotion in February 2000. He was
elevated to VP in July of that year.
Michaels’ background also includes
on-air and Asst. PD stints at WCLB/
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West Palm Beach and WCKT/Ft.
Myers.

In related news, independent pub-
licist Jules Wortman has joined
WB/Nashville as Sr. VP/Publicity.
WB closed its publicity department
in December 2001, and Wortman
has been handling publicity for
WB'’s artist roster since January
through her Wortman Works public-
ity firm.

“I’ve admired Jules’ work and her
many contributions to the industry
for years,” Norman told R&R. “Her
energy and enthusiasm are not only
motivating, but contagious. Over
the past few months her amazing
abilities and relationships with art-
ists became apparent, and we are
ecstatic that she accepted the invi-
tation to come be a part of the
Warner family.”

Wortman previously headed the
publicity department at Atlantic/
Nashville. She will bring Wortman
Works Publicity Manager Kurt
Willms to the WB publicity depart-
ment as well.
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12+ SPRING 2002 ARBITRON RESULTS
Los Angeles - #2 | Chicago - #3 San Francisco - #4 Philadelphia - #6

Station (Format) Owner Wi'02 Sp'02 Station (Format) Owner Wi'02 Sp'02 Station (Format) Owner Wi'02 Sp'02 | Station (Format) Owner Wi'02 Sp 02
KPWR-FM (CHR/Rhy) Emmis 50 49 | WGN-AM (NT) Tibune 56 64 | KGO-AM (N/T) ABC 6.7 6.2 | WBEB-FM(AC) WEAZ-FMRadio 7.5 7.1
KSCA-FM (Reg. Mex.) HBC 40 47 WLS-AM (Talk) ABC 42 50 KSFO-AM (Talk) ABC 44 46 | WDAS-FM (Urban AC) Clear Chan. 6.1 6.5
KROQ-FM (Alt.) Infinity 5.1 43 WBBM-AM (News) Infinity 5.1 4.9 KCBS-AM (News) Infinity 5.1 4.3 | WUSL-FM (Urban) Clear Chan. 52 6.0
KHS/KVVS (CHR/Pop)  ClearChan. 4.0 4.0 = WNUA-FM (Sm.Jazz) ClearChan. 38 4.8 | KOIT-AFF (AC) Bonnevile 5.2 4.0 | KYW-AM (News) Infinity ~ 6.8 5.8
KOST-FM (AC) ClearChan. 4.4 39 | WGCI-FM (Urban) ClearChan. 4.9 4.7 | KMEL-FM (CHRMRhy) ClearChan. 33 3.8 | WIOQ-FM (CHR/Pop) ClearChan. 52 5.7
KFI-AM (Talk) ClearChan. 4.0 3.8 WBBM-FM (CHR/Rhy) Infinity 4.5 4.0 KYLD-FM (CHR/Rhy)  Clear Chan. 3.8 3.6 | WJJZ-FM (Sm.Jazz)  ClearChan. 59 52
KLVE-FM (Span. AC) HBC 35 36  WLEY-FM (Reg. Mex) SBS 33 36 | KDFC-FM (Classical)  Bonnevile 35 34 | WYSP-FM (Act. Rock) infiniy 5.0 5.2
KKBT-FM (Urban) RadioOne 3.3 35 WVAZ-FM (Urban AC)  Clear Chan. 4.2 35 KFFG/KFOG (Triple A) Susquehanna 2.8 3.3 | WOGL-FM (Oldies) Infinity 5.0 5.0
KTWV-FM (Sm. Jazz) Infinity 3.4 3.4 | WLIT-FM (AC) ClearChan. 3.1 34 | KFRC-AFF (Oldies)" Infinity 31 33 | WXTU-FM (Country) Beasley 3.7 3.7
KRTH-FM (Oldies) Infinity 32 31 WUSN-FM (Country) Infinity 29 3.4 | KKSF-FM(Sm.Jazz)  ClearChan. 27 31 | WMGK-FM (CLHits)  Gr.Media 3.0 33
KBIG-FM (AC)" ClearChan. 25- 28 = WKQX-FM (Alt) Emmis 28 3.1 | KBLX-FM (UrbanAC)  InnerCity 24 29 | WPLY-FM (Alt) RadioOne 2.2 3.2
KBUA/KBUE (Reg. Mex.) Liberman 2.7 2.7 | WPWX-FM (Urban) Crawford 3.3 3.0 | KNBR-AM (Sports)  Susquehanna 2.0 29 | WPEN-AM (AdultStd) Gr Media 3.4 3.0
KLAX-FM (Reg. Mex.) SBS 25 27 | WDRV-FM(CLHits)  Bonnevile 3.0 2.9 | KIOFM (Hot AC) ClearChan. 23 25 | WPHT-AM (Talk) infiniy 2.4 3.0
KHHT-FM (UrbanAC)  ClearChan. 3.3 2.5  WJMK-FM (Oidies) Infinity 30 2.7 | KITS-FM (Alt) Infinity 2.3 2.5 | WIP-AM (Sports) Infinity 3.2 2.9
KXOL-FM (Reg. Mex.) SBS 19 25 WLUP-FM (CI. Rock) Bonneville 25 2.6 KABL-AM (Adult Std) ClearChan. 2.0 2.4 | WMMR-FM {Rock) Gr.Media 35 27
KCBS-FM (CI. Rock) infinity 20 24 | WTMX-FM (HOtAC)  Bonnevile 31 2.6 | KBRG-FM(Span.AC) Entravision 22 2.1 | WPHI-FM (Urban) RadioOne 3.2 26
KNX-AM (News) Infinity 2.5 2.3 WXRT-FM (Triple A) Infinity 2.6 2.4 KFJO/KSJO (Rock) Clear Chan. 1.7 2.1 | WLCE-FM (Hot AC) Clear Chan. 2.1 2.1
KYSR-FM (HOtAC)  ClearChan. 2.4 2.3 = WFMT-FM (Classical) ChicagoEd. 29 2.3 | KISQ-FM(UrbanAC) ClearChan. 2.0 2.1 | WDAS-AM (Gospel)  ClearChan. 1.4 17
KZLA-FM (Country) Emmis 19 23 WNND-FM (AC) Bonnevile 24 2.3 | KLLC-FM (Hot AC) Infinity 1.9 2.0 | WMWX-FM (HOtAC)  Gr.Media 09 15
KLSX-FM (Talk) Infinity 25 22 | WKSC-FM (CHR/Pop) ClearChan. 26 2.2 | KEMR/KZMR (Reg.Mex)** HBC 3.0 19 | WPTP-FM (80s) Beasley 16 1.5
KLOS-FM (CI. Rock) ABC 19 21 | WOJO-FM (Reg. Mex,) HBC 20 22 | KSAN-FM(CLRock) Susquehanna 1.6 1.8 | WPST-FM (CHR/Pop) Nassau 1.2 1.2
KABC-AM (Talk) ABC 22 20 | WCKG-FM (Talk) Infinity 1.7 2. | KKDV-FM (Cl.Hits)'** Bonnevile 22 1.6 | WEMG-A/F (Tropical) Mega 1.3 1.1
KFWB-AM (News) Infinity 17 18 | WZZN-FM (Alt) ABC 17 17 | KLOK-AM (Reg.Mex) Entravision 1.3 1.3
KRCD/KRCV (Spanish/0) HBC 15 17 | WGC-AM (Gospel)  ClearChan. 1.4 13 | KUFX-FM(Cl.Rock)  ClearChan. 12 1.3
KMZT-FM (Classical) MtWilsonFM 2.1 16 = WMVP-AM (Sports) ABC 09 12 | KRTY-FM (Country) Empire 11 12 g
KJLH-FM (Urban AC) Tai 14 14 | WSCR-AM (Sports) Infiity 16 11 | KBAY-FM (AC) Infinty 0.8 1.1 Phoenix - #15
KSSC/KSSE (Span. Con.) Entravision 1.3 1.4 KKWV-FM (Misc.) Infinity 0.7 1.0 | station (Format) Owner Wi'02 Sp'02
KLAG-AM (Talk) Clear Chan. 0.8 1.1 Boston - #9 ~KFRC-AM breaks from simulcast of KFRC-FMto | KOOL-FM (Cidies) Infinity 6.1 5.6
KWIZ-FM (Tropical) Liberman 0.8 1.1 o carry Oakland A's bassball games KZON-FM (Alt) Infinity 4.8 55
Wep e e e M o Tay | ~"KEMR-FM was KSOL-FM and KZMR-FM | KTAR-AM (NIT) Emmis 57 53
3 g . WBZ-AM (N/T) Infiniy 9.2 8.1 . was
Redesignated from Hot AC during January WIMN-EM KZOL-FM until April 10 KFYI-AM (N/T) Clear Chan. 4.8 5.1
-FM (CHR/Rhy) ~Clear Chan. 52 6.2 hoorss ) KKFR-FM (CHR/Rhy) Emmis 42 49
! as KZQZ-FM (CHR/Pop) until May 7 Y mmi 2 4
o ((%;‘/PW’) Clear than. 49 34 KESZ-FM (AC) ClearChan. 44 48
a MJX-FM r. Media . k |
Washington, DG - #8 WODS-FM (Oidies) ifinty 5.0 45 Detroit - #10 T
Station (Format) Owner wivz spoz  WCRB-FM (Classical) Charles River - 40 41/ owner wiwz spe | KZZP-FM(CHRRhy)  ClearChan. 41 4.3
WPGC-FM (CHR/Rhy) Infinty 6.1 6.2 | WEEI-AM (Sports) Entercom 3.3 4.1\ RAM (Talk) oG 66 61 | KND-EM (Country)  ClearChan. 42 4.
WIOP-AF (News) ~ Bonnevile 54 52 WRKO-AM(NT) Etercom 38 39 | M Smdaz)  Infinty 47 59 | KKLT-FM(AC) Emms 36 37
WKYS-FM (Urban) RadioOne 4.2 51 | WBMX-FM(HotAC) Infinity 3638 | L i-AM (News) mfinty 58 53 | KUPD-FM(ActRock)  Sandusky 40 36
WMMJ-FM (Urban AC) RadioOne 6.0 50 | WBCN-FM(Al) Ly &5l 6 52 | KSLX-FM(CLRock)  Sandusky 24 3.3

36 WJLB-FM (Urban) ClearChan. 56 5.2
) WOMC-FM (Oidies) Infinity 4.8 5.2
WRIF-FM (Act. Rock) Gr.Media 4.8 46

WHUR-FM (Urban AC) Howard Univ. 4.7 4.8 = WZLX-FM (Cl. Rock) Infinity 3.0
WBIG-FM (Oldies) Clear Chan. 4.1 4.1 WKLB-FM (Country) Gr.Media 34 28
WGMS-FM (Classical)  Bonnevile 4.4 4.1 | WOSX-FM (Hot AC) Entercom 3.0 28

KLNZ-FM (Reg. Mex) Entravision 4.0 3.0
KMXP-FM (Hot AC)  ClearChan. 33 2.7

! n Y ¥ KHOT/KHOV (Reg. Mex.) HBC 22 26
WASH-FM (AC) CearChan, 42 38 | WRORFM (Oes)  GrMeda 27 27 | WICO-FM (Couty) oy 38 3| KDKB-FM (Rock) Sandusky 32 25
WAAF-FM (Act. Rock)  Entercom 1.9 2.4 | WDTJ-FM (Urban) RadioOne 46 43
WJIZW-FM (Sm. Jazz) ABC 32 38 WRALEM (A Ro o 18 53 | WMXDFM (UbanAC) ClearChan, 42 40 | KEDIFM(AL) New Planet 29 2.2
WMZ0-FM (Country)  lear Chan. 38 37 | WEOS-FM (Tf:se ) o Mo 3% 25 woo-F (CHR/Pop) ABC 40 37 | KOV-AM(AdutStd)  ClearChan. 29 2.2
WUFK-FM (Talk) Infinity 38 36 WPLM-FM((SaofIAC) o mou:h Roc‘: 26 22 | WMGC-FM (AC) Gr.Media 39 35  KMRR/KOMR(Span.Con)  HBC 1.7 16
WWDC-FM (Alt) CiearChan. 39 36 | WELM-E ety y oun Pock 26 22 | e a GearChan, 45 35 | KOVAKVVA (Span.AC) Entravision 13 1.3

WAL acigpop) - CloarChan 23 32 | WKS-AM (AURSI0)  GarChan. 11 12 | CIMXFM (AL) L) i) e
wwvyww(zzr)+ O Bomedle 23 39 | WHRVFM(TipleA)  Norheast 09 12 | WKQMFM(CHRPop) ClearChan. 3.1 3.
(Hot AC) Bomnevlle 23 27 1 MGWLLH (Tropical) ~ Mega 13 10 | WLLCFM(CLHis)  ClearChan. 23 26 .
‘:'ITAEF:I-:: ((SC‘I).Oi:k) mearlrg;lna';y ?g fg © 7 CKWW-AM (AdultStd)  CHUM 24 25 San Dlego -#17
R han. 15 18— S | WDMK-FM (Urban AC) RadioOne 1.8 2.3 | station (Format Owner Wi'02 Sp'02
WHFS-FM (Alt) fnfinity 1.7 1.6 Baltimore - #20 WOVD-FM (Hot AC) ABC 21 21 | KOGOAM (N)/r) Clear Chan. 5.6 56
w:":"F”"s (Tropical) - Mega 1.8 1.3 | o ey owner Wiw2 sprz | WKRK-FM (Talk) Infinity 2.0 2.1 | KYXY-FM (AC) infinity 48 5.4
wo‘{_;‘m"'&gﬁ:’)‘s‘- MR e 09 13| WPOCHM(County) CearChan. 88 76 | WOFNAM(Spors)  CiearChan. 12 16 | KHTSFM(CHRPop) ClearChan. 47 49
WPGC-AM (Gospe! e 1'3 1-0 WBAL-AM (N/T) Hearst-Argyle 54 6.7 WXYT-AM (Sports) Infinity 1.2 16 | KIFM-FM (Sm. Jazz) Jeff.-Pilot 5.3 46
pel) 13 10| WwERQ-FM (CHR/Rhy) RadioOne 7.8 67 | WGPR-FM (UrbanAC) WGPR-FM 1.1 1.1 | XHTZ-FM (CHRRhy) XTRACom. 47 46
| WWIN-FM (Urban AC)  RadioOne 49 60 l | KLNV-FM (Reg. Mex) HBC 42 45
| WLIF-FM (AC) Infinity 54 59 T : KIOZ-FM (Act. Rock)  ClearChan. 4.0 4.1
Format Abbreviations WXYV-FM (CHRRhyY)  Infinity 46 46 Cincinnati - #26 KFMB-FM (HOtAC)  MidwestTV 4.0 40
WOSR-FM (Oldies) Infinty 53 43 | swton Formay omner Witz ooz | XTRA-FM (AR) XTRACom. 4.7 39
AC-Adutt Contemporary, Adult Std.-Adult WHFS-FM (Alt.) Infinity 33 3.9 WLW-AM (Full Serv.)  ClearChan. 9.4 11.1 | KSON-FM (Country) Jeff-Pilot 37 37
Standards, B/EZ-Beautiful/Easy Listening, CHR/ WIYY-FM (Act. Rock) Hearst-Argyle 39 3.8 WEBN-FM (Rock) ClearChan. 55 6.6 | KMYI-FM (Hot AC) Clear Chan. 2.9 34
Pop-Contemporary Hit Radio/Pop, CHR/Rhy- WWMX-FM (Hot AC) Infinity 43 338 l WKFS-FM (CHR/Pop)  ClearChan. 6.1 6.5 | XHRM-FM (Rhy/0) BiNational 3.6 3.2
Contemporary Hit Radio/Rhythmic, C1. Hits-Classic | WCAO-AM (Gospel)  ClearChan. 3.3 2.8 WIZF-FM (Urban) RadioOne 7.0 6.2 | KFMB-AM (Full Serv) MidwestTV 21 27
Hits, CI. Rock-Classic Rock, Full Serv-Full Service, | WOCT-FM (Cl. Rock) ~ Clear Chan. 2.8 26 WRRM-FM (AC) Susquehanna 7.1 6.1 | KGB-FM (CL Rock) ClearChan. 37 2.7
Hot AC-Hot AC, Misc-Miscellaneous, Reg. Mex- WCBM-AM (N/T) M-10Br. 24 22 WGRR-FM (Oldies) Infinity 4.9 59 | KFI-AM (Talk) ClearChan. 1.7 24
Regional Mexican, Sm. Jazz-Smooth Jazz, Span. | WRBS-FM (Inspir)  Peter&John 1.7 21 |  wUBE-FM (Country) Infinity 56 57 | KOCL-FM (Oldies) Clear Chan. 2.7 24
AC-Spanish Adult Contemporary, Spanish Con- WPGC-FM (CHR/Rhy) Infinity 2.1 1.8 WOFX-FM (Cl. Rock)  ClearChan. 4.1 4.6 | KPLN-FM (CI. Hits) Infinity 2.2 2.1
Spanish Contemporary, Span N/T-Spanish News/ WRQX-FM (Hot AC) ABC 1.0 14 WKRQ-FM (HotAC)* Infinity 3.9 43 | KPOP-AM (AduitStd) ClearChan. 25 2.1
Talk, Spanish/O-Spanish Odies, Triple A-Triple A, WTOP-A/F (News) Bonnevile 1.3 14 WMOJ-FM (Rhy/0)  Susquehanna 4.5 4.1 | KBZT-FM ('80s) Jeft-Pilot 1.6 1.7
Urban/AC-Urban Adult Contemporary, Urban- WWLG-AM (Adult Std.) ~ M-10Br. 14 14 | WYGY-FM (Country) Salem 40 4.0 | KLOV-FM (Span.AC) HBC 16 17
Urban Contemporary, Urban/0-Urban Oldies. WZBA-FM (Rock AC) ~ Shamrock 1.5 13 |  WVMX-FM (HotAC)  ClearChan. 35 3.5 | XTRA-AM (Sports) XTRACom. 22 17

WIHT-FM (CHR/Pop)  ClearChan. 09 1.2 WKRC-AM (Fuil Serv.)  Clear Chan. 4.3 3.1 KPRI-FM (Triple A)* Compass 15 15
WHUR-FM (Urban AC) Howard Univ. 1.0 1.1 WSAI-AM (Adult Std.) ClearChan. 2.6 2.8 | XHCR-FM (Country)  XTRACom. 12 15

SAME-DAY | WJFK-AM (Talk) Infinity 1.2 11 WAQZ-FM (Alt)y Infinity 2.9 25 | KFSD-FM (Alt) Astor 12 14
WWOC-FM (Alt.) ClearChan. 1.5 1.1 WAKW-FM (Christ.) Pitlar/Fire 16 16 KNX-AM (News) Infinity 1.3 11
RATINGS RESULTS WWIN-AM (Gospel)  RadioOne 0.8 11 | WNLT-FM (Christ) 13 11 | XUTN-FM (Span.AC)  Calformula 1.1 1.0

- Baldwin
www.radioandrecords.com *Evolved from CHR/Pop during January *Evolved from CHR/Pop during January *Was KXST-FM until May 24

©2002 Arbitron. May not be quoted or reproduced without prior written permission from Arbitron.
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Michael Spears Does Magic!

‘He understands that winning is in the details’

By Bob Shannon

One night baby DJ Hal Martin did his show
upside-down.

He doesn’t remember what the bet was
about, but he does recall that Charlie Van
Dyke made him pay up. So, there he was,
hanging from the ceiling in front of KLIF's
eye-on-the-world, everybody-can-see-you
Triangle Point window. It wasn't the first
time that KLIF had knocked him off his
feet.

Michael Spears — Hal Martin was his
airname until the early ‘70s — was raised
in Dallas in KLIF's mighty shadow, and if
you've heard his stations, you know it
shows. McLendon, Stewart and Dowe are
all there in the method and the execution,
but the details — the colors, nuance and
momentum — belong to Spears. [ could tell you it’s
because he’s a Cancer — you know, caring, sensitive,
yadda, yadda, yadda (I'd know this because he and 1
share a birthday) — but, mostly, [ think it's because
he pays attention.

Over the past three decades Spears has pro-
grammed WYSL/Buffalo, KNUS/Dallas, KFRC/San
Francisco, KHJ /Los Angeles, WPLP/Tampa, KKDA/
Dallas, WPNT/Chicago and, most recently, KRLD/
Dallas.

“Michael understands that winning is in the
details,” says Ken Dowe (Legends 8/17/01).
Perhaps that explains why Spears has won Bill-
board’s PD of the Year award twice and why stations
he’s programmed have been named Station of the
Year three times.

But 1 wonder if it has something to do with magic.

You see, in 1963, a year before he got into radio, he
was named the Best Magician in the state of Texas.
Can you hear the applause?

FROM CORSICANA TO CANADA

He used to bug Ron Chapman.

When Chapman was Irving Harrigan at KLIF,
years before KVIL/Dallas, Spears took to visiting him
in the studio. “After six months of me playing my

Michael Spears

tapes, Ron told me to get out, quit bothering him and

go getajob,” says Spears. “So, I did.”

A dozen applications later Spears landed at
KAND/Corsicana, TX, a Corvair trip
from Dallas but a million miles from
KLIF's Triangle Point Studio. “The mike
hung from the ceiling on chicken wire,”

Spears recalls.

From Corsicana, it was off to KDOK/
Tyler, TX. “Tyler was like the minors, a
proving ground for markets like Dallas,”

Spears says. He's right: KDOK alumni
include Bill Young and Steve Lundy
(KILT/Houston), Jimmy Rabbit (KLIF/
Dallas, KMET/Los Angeles) and Larry
Thompson (Thompson Creative).

Then, lightning struck: Spears got the
call to come home to KLIF. “It was amazing — lots of
fun, lots of promotions but, really, barely a format,” he
says. “Don’t get me wrong, there were guidelines — we
had jingles and records to play — but we kind of put it
together our own way.”

It was like radio graduate school.

Three years later, when Charlie Van Dyke joined
the Drake organization at CKLW/Windsor-Detroit,
Spears was approached about the overnight show. He
was barely 21 and had never lived outside of Texas.
“I'd never read a weather forecast with a one-digit
temperature before,” he says.

Job one at CKLW was to immerse himself in the
Drake format. “I was intimidated for a while,” he
admits. “It was like the Marines, very regimented, no
deviation whatsoever, and it had to be perfectly
executed.”

But things worked out, and Spears stayed at CKLW
for about a year. “Then, just before the new PD, Paul
Drew, cut my head off, | was recruited by Ken Dowe
to rejoin McLendon at WYSL/Buffalo,” Spears says.

His first programming job. “1 learned why it's
important to have a great signal, because we didn’t,
and WKBW killed us,” Spears says. It was fun, he
says, but after a year, when Van Dyke called him
about KGB/San Diego, he was all ears.

ON THE BEACH.

He was getting married.

He and Van Dyke worked it out: Start at the station,
get married, do the honeymoon, come back to work,
live happily ever after. Except it didn’t happen that
way.

Driving back into San Diego, Spears noticed that
KGB had a whole new lineup. "It was weird,” he says.
“Everyone I'd started out working with was gone.”
That night, over a bottle of wine, Van Dyke spelled it
out: Bill Drake was so embarrassed that Buzz
Bennett's KCBQ had cleaned KGB’s clock that, in
response, he fired the entire staff. “Newspeople, jocks
— everybody,” says Spears.

A car full of wedding presents and no job. For a
month and half the newlyweds sat on the beach and
listened to — you guessed it — KCBQ. “"Might as well
figure it out,” thought Spears. Then CKLW invited
him back to Detroit, and he went, but his future
wasn’t there.

In 1971, when Gordon McLendon sold KLIF to the
Fairchild Corporation for $10 million, he also offered
the company his “little FM,” KNUS/ Dallas, for
$150,000. When Fairchild declined, McLendon asked
Ken Dowe to develop a plan.

KNUS, Dowe decided, should be Top 40 “with
some hip album stuff” and go directly up against
KLIE “Michael had done a good job for us in Buffalo,
5o I asked him to come home,” Dowe says.

KNUS hit Dallas like a Texas tornado. “We went on
the air on May 6, 1972,” says Spears. About 8pm
Gordon McLendon himself went on the air to do
election returns. As he wrapped up the results, he
paused and said, “Ladies and gentlemen, [ am
launching a new radio format here in Dallas.”

“The city had never heard anything like it,” says
Spears. He means the contests, the energy and the
instant winners. “We basically copied KCBQ but with
our own touches and a lot of McLendon mishmash.”

Within four months the little FM ate KLIF's lunch.

One year later Spears got an unexpected call from
Pat Norman, GM at KFRC/San Francisco. Would he
be interested in talking about programming KFRC?

“Hold on,” replied Spears. “When | stop shaking,
I'll give you an answer.”

It was one of those moments. Those magic mo-
ments.

Spears can be reached at waddaguy@evl.net. Bob
Shannon can be reached at bob@shannonworks.com.

The Nineties Show .2

AMERICA’'S FIRST ALL-NINETIES RETRO SHOW

Every weekend, Dave Stewart from WPLJ, New York City weaves
together the hits and pop culture from the 1990s. It's fun, fast-moving,
and heavy on “Oh, Wow".

The '90s will be radio’s next important brand.
(A college freshman in 1990 turns 30 this year)

Nothing captures the ‘90s better

Call (800)322-3204
E-mail: info @retrostars.com
www.retrostars.com

Dave Stewart
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If no one can see your signs, do
they know who staged the event?
Make sure you claim ownership at
all your events with cost-effective,
disposable plastic banners.
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1-800-231-6074

— We print your logo using up to
four spot colors.

— Perfect for concerts, events and
giveaways.

— Packaged on a roll and easy to
use.

— Up to 3' High and 6' Wide
— Weather-resistant

— Durable

PO. Box 750250 Houston,
Texas 77275-0250

Tel 713/507-4200
Fax 713/507-4295
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Street Talk.

Ted’s Head ... Or Some Beer Instead?

RVW (The River)/Nashville morning

dudes Woody & Jim recently sent

stuntboy Brian The Minimum Wage
Employee out with a cooler containing what the
hosts claimed was Ted Williams’ head — and
some beer. PD Rich Davis tells ST that the
head, thankfully, wasn't really a head. “It was a
mannequin head wrapped in an ACE bandage,
wearing a Red Sox hat — it
was done very tastefully.” And
just where did Woody & Jim
send Brian? The one place
where he'd meet the most
interesting people: the local
bus station. The premise was l
deceptively simple — reach
into the cooler, touch “Ted's
head” and grab a free beer.
Unfortunately, the stunt was
quickly KO'd by alert transit cops, who detained
both Brian and Ted-head. (Brian was the only
one handcuffed, for obvious reasons.) “The
funny part was they were not at all concerned
about the frozen head,” Davis says. “They were
pissed because we were giving away free beer
at a bus station.”

Ted's unfrozen head,
in happier times.

Elsewhere in ST’s True Crime files. P.K. —
the resident psychotic-in-charge of KXJM
(Jammin’ 95.5)/Portland, OR’s Morning Play-
house — is up to no damn good again. Proud
PD Mark Adams elaborates: “The Playhouse has
a long and distinguished record of setting things
on fire and blowing stuff up. Microwave ovens,
refrigerators, toys, clothing, golf carts ... all have
fallen victim to the flames of chaos.” On July 19
morning pranksters P.K., E-Bro, Scooter and
Sonie added a listener's car to the litany of burnt
offerings. The listener in question lived in what
was believed to be a remote enough location to
handle a moderate-sized explosion, and Adams
says the listener was so anxious to become a
part of The Playhouse that he actually volun-
teered his 1983 Buick Skylark. Scooter, producer
Felix and the listener filled up the vehicle with a
variety of flammable materials and set it aflame.
“Not surprisingly, a rather large and smoky
explosion followed,"” Adams reports. Minutes
later, a concerned neighbor dialed 911. Shortly
thereafter, heavily armed officers burst through
the front door — Scooter, Felix and the listener
were all thrown to the ground, handcuffed and
placed into custody. “They thought they had
stumbled into some Al Qaeda hideout,” says
Adams. “Felix had the foresight to keep his cell
phone on, so the entire incident was broadcast
live on the air. Fortunately, after the stunt was
explained to the cops, they opted not to drag
everyone downtown and throw ‘em in jait. Nice
police! Who knew?”

WAXQ/New York PD Bob Buchmann inks a

| new, multiyear deal with the Clear Channel

Classic Rocker. As part of the agreement,
Buchmann gets his own airshift and will helm the
newly created 2-4pm shift. Buchmann had been
co-hosting mornings on 'AXQ with Leslie Gold.
She'll remain in wakeups with Chuck Nice and
Butchie Brennan. Buchmann's insertion means
slightly adjusted shifts for 'AXQ personalities
Ken Dashow (now in the 4-8pm slot) and Marc
Coppota (now 8pm-midnight).

After five years in the big chair, PD Phil
Lqcasio exits Infinity Classic Rocker WARW/
Washington. No immediate replacement has

www americanradiohietorv com

been named, although Asst. PD Christie Banks
appears to be on the short list.

} The Mascot With Spunk <

KCAL/Riverside proudly introduces the
Tasteful Station Mascot of the Month: Woody,
the Rock Cock. No, really.
Woody is the station’s
rooster, stands an erect
seven feet tall and embodies
the rock lifestyle. He has a
muscular physique, bright
red mohawk, pierced
eyebrow and tribal band
tattoo. Look for the Woody
suit to be worn by some poor
intern at numerous car-
dealer remotes, where he'll
be standing outside in 110-
degree heat. Says PD Steve Hoffman, “We're
proud to welcome Woody to the KCAL family.
We've got the biggest cock in the Inland Empire,
and we're proud to show him off to everyone
brave enough to see him.”

The self-described “spin whores” at
Sandusky Hot AC KLSY (Mix 92.5)/Seattle had
no problem surviving the station’s fourth annual
Make-a-Wish Radiothon. Morning hosts Mur-
dock, Hunter & Alice shamelessly pimped out the
station for 28 hours to raise funds. The premise:
You pay it, we play it. Mix 92.5 ended up raising
$158,713 in cash and 576,111 donated air miles,
which will provide 23 round-trip airline tickets for
Make-a-Wish children and their families. PD
Tony Coles thanks the listeners, record labels
and advertisers who contributed.

WMMR/Philadelphia reacted proactively
following Sharon Osbourne’s recent announce-
ment that she is battling colon cancsr. The
station recently held a four-day Ozz-Fund-Raiser
for the city's Fox Chase Cancer Center — and
made the donation in Sharon’s name. For a
donation of $93 or more, 'MMR would play any
Ozzy song requested. They'd then ship you a
copy of an Ozzy and Sharon interview done by
midday personality Pierre Robert. Listeners
could also bid on items like an autcgraphed
Ozzy guitar (which went for $6,000), signed
Ozzy CDs and Ozzfest tickets. A check for
$20,093 was presented to Sharon's daughter
Kelly Osbourne backstage at Philly's Ozzfest
stop.

Despite rumors that they were being wooed
by crosstown WODS, 21-year morning team
Loren Owens and Wally Brine ink a new five-
year deal with Greater Media’s Classic Hits
WROR/Boston. Terms were not arnounced, but

we imagine the boys are making a comfortable
living.
K-Earth Cookin’ 4
With New Lineup

Veteran air talent Jojo “Cookin'” Kincaid
joins Infinity’s Oldies KRTH (K-Earth 101)/Los
Angeles for the 1-4pm shift. Kincaid was
previously with KPLN/San Diego. As part of the
changes, Jim Carson — who recently moved
from mornings to Kincaid's new stot — will now
hold the 10am-1pm shift. Brian Beirne, a.k.a.
Mr. Rock 'N’ Roll, moves from middays to 7-
10pm, shoving Christina Kelley to late-nights.

Continued on Page 24
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ON YOUR DESK NOW
Early Adds: KALZ KLLY

“This hook is classic!! This is the follow-up song to

‘Drops 01 Jupiter’ that Train wishes it had.”
— Allan Fee, PD-WQAL/Cleveland

Currently on tour with Sheryl Crow/Train
i produced by Mike Wanchic
copyright 2002 Redline Entertainment
s www.redline-entertainment.com/silvercrush
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Continued from Page 22

And, as Gary Bryan settles into wakeups at K-
Earth, Lisa Stanley joins as the morning
entertainment reporter. Morning co-host Joni
Caryl exits after eight years at the station.

For close to 15 years on San Jose’s KOME
and KUFX, afternoon driver Frank Bennett was
known as Weird Old Uncle Frank. Today,
Bennett.is “Aunt Fran,” a transsexual who plans
on completing her transition next month by
undergoing extensive surgery. According to the
San Jose Mercury News, Bennett began living
as a woman over Labor Day weekend in 2000
while still working as Uncle Frank. Bennett was
let go at the end of last year as part of national
Clear Channel personnel cuts. Now, in what can
be termed a small and ironic victory, Fran finally
got her foot back in the door this week: She's
filling in for KUFX afternoon host Chris Jack-
son.

Radio has found its version of Oprah’s
Book Club: KDGE/Dallas afternoon driver
Jessie Jessup's passionate efforts to publicize
the books she truly believes in landed her a
monster mention in the latest edition of Publish-
er’s Weekly. Dallas Mayor Laura Miller is also a
believer — she was recently interviewed by
Jessup to promote her summer reading pro-
gram for children. Vintage Publishing publicist
Russell Perreault says, “It would be great if
every city had a Jessie Jessup.” Check out
Jessup’s personal library of over 100 cool
books at www.kdge.com/jessie-
libraryopening.htmi.

Former KFl/Los Angeles host Karel
(Charles) Bouley has filed a wrongful death
lawsuit on behalf of his late on- and off-air
partner, Andrew Howard, who died suddenly
last year after suffering a coronary thrombosis.
Bouley alleges that mistakes were made by
both the hospital'and Howard'’s doctors. “I feel
this all was so preventable,” says Bouley. “This
is the only way to bring the problems to light.”

The Miami Herald reports that Spanish-
language WKAT-AM/Miami may be just days
away from flipping to Classical. WKAT GM
Andrew Korge tells the paper that 'KAT has
been researching such a format flip since March
and that former WTMI/Miami personalities Lyn
Farmer and Ken Martin have reached tacit
agreements with 'KAT. Korge says a flip to
Classical will double the station’s costs.

Aiternative KFMA/Tucson ups Asst. PD
Libby Carstensen to PD. She replaces John
Michael, who is on his way to program Infinity’s
WAQZ/Cincinnati.

PD Nick “Bazoo” Ferrara is out at Hot AC
WCKW (92.3 The Point)/New Orleans. Morning
guy Jim Hanzo is named interim PD.

Longtime KCHZ/Kansas City PD/afternoon
driver Mike Austin exits.

Incredibly tall programmer Scott Chase
(ex-WSSR/Tampa) is named PD of Cumulus
'80s outlet WRQQ (Star-97)/Nashville. Acting
PD James Gregory remains with the company.

Talk America President Paul Lyle deparis.
COO Trang Nguyen is expected to absorb
Lyle’s former duties.

Congrats to Detroit Radio Advertising
Group President Bill Burton on his election to
the Michigan Broadcasting Hall of Fame.

www americanradiohistorvy com

* Kevin Weatherly ascends to
VP/Programming for Infinity/Los
Angeles. |

* Darrel Goodin tapped as VP/ -

GM for Jefferson-Pilot/San Di- |, |

ego. ;

« Chris Palmer advances to GM
and Sr. VP/Marketing for Warn-
er Bros./Nashville. b

« Jack Landreth lands at KTsa/ Kevin Weatherdy
San Antonio as PD.

* Warren Lada elevated to VP/Operations for
Saga.

* Chancelior sets Joe Bayliss as GM of KABL,
KNEW & KBGG/San Francisco; Bob Hamil-
ton takes KiOl/San Francisco PD duties.

* Alex Luke recruited as PD of WKQX/Chica-
go.

« Clifford Brown Jr. tapped as PD of KQBR/

Sacramento.

* Beecher Martin upped to PD at
WQYK-AM & FM/Tampa.

* AC KMXX/Phoenix flips to AOR
with Jim Trapp as PD.

* KRTH/Los Angeles lures Rob-
ert W. Morgan for mornings

and The Real Don Steele for
afternoons. |

a Robert
W. Morgan

v

" » Mike Bone named Fresident
|| of Chrysalis Records.

* Gabe Baptiste confirmed as
'| PD of KBP1/Denver.
-+ Bill Minckler made PD of
KKCW/Portland, OR.
* Monte Lipman picked as Lo-
cal Marketing Manager/New
York tor Arista Records.
* Mark & Brian hired tor morn-
ings at KLOS/Los Angeles.

)4

*Bruce Bird becomes Boardwalk Entertain-
ment Company’s Exec. VP/GM.

* Erica Farber elevated to VP/Promotional
Sales Development for McGavren Guild.

* Dennis Constantine upped to OM of KADE
& KBCO/Denver.

* Lon Helton promoted to PD of KHJ/Los An-
geles.

* Roy Laurence lands in WIFI/Philadelphia’s

PD seat.

* Gil Rosenwald ascends to VP of Malrite
Broadcasting.

* Keith Allen appointed PD of WKLS/Atlanta.

» Charlie Cook tapped as Asst. PD cf WHN/

New York.

If you have Street Talk, call the R&R News Cesk at 310-
788-1699, or e-mail streettalk @radioandreccrds.com
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Radiohas POW

September 12-14, 2002 - Washington State Convention and Trade Center - Seattle, WA
The power of new ideas. The power of cutting-ecge sales strategies. The power of making the right contacts
at exactly tha right time. This is the degree of power that we've harnessed for you this September at The
NAB Radioc Show.

T ' i
Thursday, September 12 Friday, September 13 |
Indeoendent Promotion Group Executive Super Session
Super Session { z
Moderator
Sam Donaldson
Moderator Live in America
Jeft Baumann ABEC Radio Networks
’ NAB
Ed Christian
Saga
Communications
Eric Bernthal
Latham & Watkins
David Field
Entercom
Communications
Rick Cummings
Emmis =
Communications Mark Mays
Clear Channel
Communications
Ted Kalo

Office of the Honorable

y John Conyers, Jr. Mary Catherine Sneed

Radig One, ific.

Jeff McClusky Bill Stakelin
Jeff McClusky Regent
& Associates /  Communications

For more information, visit: IOO"'.'
www.nab.org/conventions/radioshow LR
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For More Information Please Contact:  Greg Maffei (310) 788-1656 » gmaffei@radioandrecords.com:
Jessica Harrell (615) 244-8822 ¢ jharrell@radioandrecords.com (ccunry & christian)
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Opera Man

U Josh Groban's success story at AC radio and beyond

By Frank Correia, Music Editor
fcorreia@radioandrecords.com

hen 21-year-old Josh Groban sings, fans tend to get weak in the knees. But
Groban has been a long-distance runner at AC with his smash hit “To Where
You Are,” which continues to light up request lines, as well as listeners” hearts.
Chalk it up to Groban’s emotive voice and his eponymous debut’s slick combination of

pop and classical music.

“It’s nearly four months since we
played the song for the first time,
and it’s still the most-requested song
on the station,” WALK/Nassau-Suf-
folk PD/MD Rob Miller says. “It’s
also the most inquired-about song
on the station. There are still people
hearing it for the first time, and
when they hear it, they call up ask-
ing who it is and where they can get
the CD.”

WAIJI/Ft. Wayne, IN PD Barb
Richards notes, “It’s wonderful in
AC radio to find an artist who makes
people lean over and tum up the radio.
That’s what his voice does.”

Since debuting the first week of
April, “To Where You Are” has been
a mainstay on the AC chart and con-
sistently in the top five since June. But
before radio got a hold of Groban,
choice television appearances — most
notably two performances on Ally
McBeal — prompted a ground swell
that resulted in a passionate fan base.
Visit www.joshgroban.com and you’lt
see a slew of detailed posts from dedi-
cated “Grobanites,” a female-domi-
nated fan legion ranging in age from
12 to 80.

In addition to strong sales on the
traditional retail level, Internet sales of
Groban’s material were through the
roof. When AC radio joined the fray,
Groban’s story grew exponentially.

Governors, Grammys and Ally

Groban made his singing debut in
the seventh grade but put off music
for a few years after he changed
schools. The Los Angeles native re-
discovered his talent while attending
the prestigious Interlochen Arts
Academy, a fine-arts boarding school
in Michigan where he studied musical
theater.

Groban’s big break would bring
him back to his home state of Califor-
nia, where he performed at the inau-
guration of Gray Davis as Govemor.
Groban'’s vocal coach was a friend of
renowned producer-writer-arranger

David Foster, who was in need of a
singer for the big event. The young
vocalist wowed Foster with his perfor-
mance of “All ] Ask of You.”

Foster’s next project for Groban
was even more impressive. Andrea
Bocelli wasn’t able to make the re-
hearsals for the 1999 Grammy
Awards, where he was scheduled to
duet with Celine Dion on “The
Prayer.” Groban, just 17 years old at
the time, was chosen to rehearse the
number with Dion. He made quite
an impression. Rosie O’Donnell
also took notice of Groban and
booked him on her show.

Although Groban was accepted
into Carnegie Mellon’s prestigious
musical theater department, he put
off school to pursue his singing ca-
reer after securing a deal with
Warner Bros. through Foster’s 143
imprint. The ball really started rofl-
ing when TV producer David Kelly
witnessed Groban’s performance at
a charity event and wrote a part for
the singer on his show Ally McBeal.

Groban appeared on the show’s
2001 season finale, and his appear-
ance elicited a huge e-mail response
from viewers and fans. He was invited
back in December, a month after his
record hit stores. “The response was
just incredible,” recalls Reprise Na-
tional Director/Mainstream AC Katie
Seidel. “The record sales blew out
over 56,000 pieces in two weeks af-
ter the Ally McBeal show.”

Groban’s TV exposure was just
beginning, as he made subsequent
appearances on Today, Larry King
Live, Entertainment Tonight, ABC
World News and many other programs.
He also made a trip to the Winter
Olympics in Salt Lake City, where he
performed “The Prayer” with Char-
lotte Church at the closing ceremonies.
“After that, we shipped the record to
mainstream AC,” Seidel says.

“We continue to keep him on TV,”
she explains. “The ABC 20/20 spe-
cial just blew the sales out. Qur cam-
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“It's wonderful in AC radio to find an artist who
makes people lean over and tumn up the radio. That's
what his voice does.”

Barb Richards
*

paign is to have him visually famil-
iar, as well as on the radio. It’s been
working very well. For every TV ap-
pearance, we see a sales spike.”
Groban’s recent appearance, on
Oprah helped his sales rank jump
from No. 25 to No. 8, with the sale
of more than 77,000 records.

Josh Groban

Video Made The Radio Star

WAIJI didn’t need a copy of
Groban’s CD to add one of his
songs into rotation. In fact, they
pulled “You’re Still You” from a
video copy of Groban’s initial Ally
appearance and stuck it in rotation.
“I really have to credit morning
show anchor Dirk Rowley with
pulling the song off videotape and
playing it,” Richards says.

“The phones went nuts. | started
working pretty close with the label
on it. Josh just cuts through the clut-
ter with his voice. You have to stop
when you hear it. He did another ap-
pearance on Ally in December, and
we added ‘To Where You Are.””

WAIJI also had Groban visit the
studio on the day of his second Ally
appearance, and Richards added a
link to Groban’s website to the sta-
tion site because of Groban’s enor-
mous popularity. But Richards didn’t
stop there. “ called the record store
and told them that they should stock
his CD,” she says. “They’d never
heard of him. They’ve since called
and thanked me for telling them.”

WALK'’s Miller also found out
about Groban through A/ly Mc-
Beal. “A woman who works in the
front office here at WALK saw
him on the show and was raving
about him,” he recalls. “1 popped
it into the CD player and thought
to myself, ‘Hmmm.... This is a
little bit of a different song.”” He
decided to give it a shot on the

“I believe that the smart programmers will see that
this is a hit and give it a shot. It’s one of those
songs that really sets your station apart when you
play it.”
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station’s nightly love songs pro-
gram, WALK Pillowtalk.

*“The second evening 1 played it,
the phones were just unbelievable,”
he says. “We were flooded with
phone calls. Women were calling in
and saying things like, ‘I’m sitting
at work crying because the lyrics are
so beautiful,” and, ‘Josh has the sexi-
est voice I’ve heard in a fong time.’

“People were calling to say that
the song made them stop what they
were doing to listen to the rest of it.
When I first heard it, I knew it was a
beautiful song, but as soon as | saw
the audience reaction, 1 knew that it
was not your typical love song.

“The amount of e-mails and faxes
and stuff this song has generated is
just unbelievable. In the beginning the
song took off because he was on Ally
McBeal and a few other shows, but it
wasn’t until the song started getting
radio airplay that it became this huge
thing. It’s my secret-weapon song.”

Crossover Appeal?

The song may be a secret weapon
for Miller on Long Island, but wilt
the secret spread to other formats?
Seidel notes that they’ll be taking
Groban to CHR/Pop and Hot AC in
carly August. “I don’t expect it to
blow out with 50 adds in the first
week,” she says, laughing. “It will
be a building situation.

“One of the things | point out to
radio is that we can go multiformat
with Josh because he’s 21 and a
very endearing and handsome
young man. He can do the crossover
thing more than an elder Italian so-
prano can. Teen People did an ar-
ticle on him. There is interest from
the girls because he’s a young,
handsome man.

“I’ve found that, in getting feed-
back from radio, it’s a mother-daugh-
ter record. | hear over and over again
from mothers saying, ‘My daughter
borrowed it, and [ can’t get it back. |
have to buy another one,” or vice
versa.”

Richards notes that the crossover
road won’t be an easy one, but it
could happen for Groban. “Teenag-
ers today are so keyed into so many
different types of music,” she ob-
serves. “I look at my son’s folder on
the computer, and he’s got jazz in
there, some Diana Krall and some
big band. I think Josh has that ap-
peal because he’s so young. He’s got
a great story.

www americanradiohistorv com

“It would be awfully hard, though,
to go from a Josh Groban song into
Pink. For us, it just opened doors. It
would be a tough road in other for-
mats, but again, it might do the same
thing there that it did at AC. It might
get some attention. It’s good to rock
the boat now and again.”

Miller says, “I believe that the
smart programmers will see that this
is a hit and give it a shot. It’s one of
those songs that it really sets your
station apart when you play it. We
know that there’s passion out there,
yet a fot of people are having a prob-
lem playing it because they’re ana-
lyzing it too much. They’ll say it
sounds too ‘theatrical.’

“There are songs that are differ-
ent that stand out. One that comes to
mind is Enya’s ‘Only Time.’ That’s
not a typical song you’d expect to
hear on a CHR, yet, after what hap-
pened with Sept. 11, it wound up on
a lot of those stations.

“As we come toward Sept. 11,
2002, I wouldn’t be surprised if a lot
of people in other formats, like
CHR, rediscover this [Josh Groban}
song. It would have a chance to
cross over at that point.

“There are a lot of people who
haven’t played the record on their
station because they’ve basically
pigeonholed it as one of those
things that sounds like opera.
They really haven’t played it and
let the audience speak about the
song. I’ve heard the audience
speak, and every time it plays, the
phones go crazy.”

As for upcoming events, Seidel
notes that there are plans for a
Groban PBS special and hopes for a
fall tour. “It’s been an amazing
project, and the most rewarding thing
for me is hearing the way it touches
the public,” she says. “I just can’t
begin to list the number of stories that
have come back to me about Josh,
and I'm very honored to be associ-
ated with something like this.”

TALK BACK TO R&R!

Do you have questions, comments
or feedback regarding this column
or other issues?

Call me at 310-788-1658
or e-mail:
forreia@radioandrecords.com
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THE INDUS TRY’S NO. 1 RE TAIL CHART July 26, 2002

w ™ ARTIST
— 1 DAVE MATTHEWS BAND
1 2 NELLY
3 3 EMINEM
2 4 REDHOT CHILI PEPPERS
4 5  AVRIL LAVIGNE
5 6  COUNTING CROWS
8 7  JOSHGROBAN
9 8  ASHANTI
7 9 VARIOUS
6 10  STYLES
1 11 PINK
10 12 AEROSMITH
— 13 VINES
14 14 NORAH JONES
18 15  JOHN MAYER
12 16 VARIDUS
13 17 KDRN
19 18 SHERYLCROW
— 19 DARRYL WORLEY
17 20  PDIDOY
15 21 KENNY CHESNEY
30 22 CELINEDION
25 23 BIG TYMERS
22 24  SOUNDTRACK
21 25  SOUNDTRACK
16 26  E-40
31 27  VANESSA CARLTON
26 28  DIRTY VEGAS
32 29 JACK JOHNSON
29 30  JIMMY EAT WORLD
23 31  PAPARDACH
20 32  NORE
— 33 ROBERTPLANT
27 34  OURLADY PEACE
41 35  KHA
28 36  NEW FOUND GLORY
36 37  MARCANTHONY
40 38  SHAKIRA
45 39 CREED
37 40  VARIOUS
49 41  CAM'RON
44 42  CHICAGO
35 43 LIKE MIKE
42 44 NODOUBT
38 45  ENRIQUE IGLESIAS
39 46  SOUNDTRACK
— 471 SOUNDTRACK
— 48 MARY MARY
43 43 ALANJACKSON
— 50 FLAMING LIPS

ALBUM

Busted Stuff

Nellyville

Eminem Show

By The Way

Let Go

Hard Candy

Josh Groban

Ashanti

Irv Gotti Presents...

A Gangster And A Gentleman
MISsundaztood

0, Yeah! Ultimate Aerosmith
Highly Evolved

Come Away With Me

Room For Squares

Totally Hits 2002
Untouchables

C’'mon, C'mon

| Miss My Friend

We Invented The Remix

No Shoes, No Shirt, No Problem
A New Day Has Come

Hood Rich

0 Brother, Where Art Thou?
Lilo & Stitch

Grit & Grind

Be Not Nobody

Dirty Vegas

Brushfire Faiffftales

Jimmy Eat Worid
Lbvehatetragedy
Grimey...God’s Favorite
Dreamliand

Gravity

Thug Misses

Sticks & Stones

‘Mended

Laundry Service

Weathered

Now Vol. 9

Come Home With: M&
Complete Greatest Hits: Only...
Soundtrack

Rock Steady

Escape

Spider-Man

Alstin Powers In Goldmember
Incredible

Drive

Yoshimi Battles The Pink Robots

LABEL

RCA

Fo’ Reel/Universal
Shady/Aftermath/Interscope
Warner Bros.

Arista
Geffen/Interscope
143/Reprise

Murder Inc/IDIMG
Murder inc./IDIMG
Ruff Ryders/Interscope
Arista

Columbia

Capitol

Blue Note/NVirgin
Aware/Columbia
Wwsm

Epic
A&M/interscope
DreamWorks

Bad Boy/Arista

BNA

Epic

Cash Money/Universal
Lost Highway/IDJMG
Digney

Jive

A&M/interscope
Capitol
Enjoy/Universal
DreamWorks
DreamWorks

Def Jam/IDJMG
Universal

Columbia

Dinty Down/Artemis
Drive-Thru/MCA
-Columbia

Epic

Wind-up.

urv
‘Roc-AsFella/IDJMG
Rhino

So So Def/Columbia
Interscope
Interscope
Roadrunner/Columbia/IDJMG
Maverick/Reprise
Columbia

Arista

Wamer Bros.

POWERINDEX CHANGE
610,778 —
306,854 -6%
216,466 -4%
145,931 -47%
114,793 -29%

77,133 -48%
73,708 -10%
72,447 0%
68,226 -34%
65,521 -48%
64,703 +%
60,354 -15%
54,826 —_
51,007 +10%
49,308 +16%
44,987 -15%
44,571 -6%
42,272 1%
42,240 ==
41,692 1%
40,898 -11%
39,838 +21%
38,313 +5%
38,292 5%
37,843 -9%
35,834 -21%
35,356 +10%
35,075 -1%
34,984 +11%
34,013 +3%
33,906 “13%
33,337 -21%
33,045 =
32,546 7%
30,926 +20%
30,880 -9%
30,03—1 +1%
29,386 +5%
28,804 +19%
28,143 3%
27,852 +29%
27,585 +12%
27,517 -8%
27,464 +9%
27,212 -6%
27,150 -5%
26,097 ==
25,451 i
24,003 -5%
23,776 —

© HITS Magazine Inc.

) ALBUMS
DMB: Busted Out All Over

Maybe this whole piracy threat isn’t such a
big deal after all. RCA’s much-bootlegged Dave
Matthews Band album Busred Snyff storms the
charts with a No. o
1 bow this week .
and moves more
than 610,000 units
in the process,
pow-ered by mul-
tiformat play on
“Where Are You
Going?”

With Matthews leading the way, the top

Da\}e Matthews Band

five albums — Fo’ Reel/Universal’s Nelly
(No. 2), Aftermath/Interscope’s Eminem
(No. 3), WB’s Red Hot Chili Peppers (No.
4) and Arista’s skateboard pop princess Avril
Lavigne (No. 5) — all sell more than
100.000.

All told, UMG boasts six of the top 10 al-
bums, including Geffen's Counting Crows
(No. 6), Murder
Inc./IDIMG’s §
Ashanti (No. 8)
and Irv Goiti Pre-
sents... (No. 9) and
Ruff Ryders/In-
terscope’s Styles
(No. 10).

Meanwhile, Capitol’s newest rock hitmak-
ers, The Vines, make use of the label's compre-

The Vines

hensive marketing and promotion campaign, big
Alternative airplay and video exposure via MTV
“Buzzworthy” status and MTV2’s Blowtorch
along with a No. 3 bow on the UK. charts —
to score the week’s second-highest debut, at No.
13 with just south of 55,000 in sales.

Blue Note/Virgin’s Norah Jones (No. 14)
and Aware/Columbia’s John Mayer (No. 15),
neck-and-neck for weeks, both show double-
digit sales increases, with Jones breaking
50,000 for the first time and Mayer just miss-
ing that milestone mark. Expect both projects
to remain strong behind growing radio sup-
port.

Also on the move is No. 35 Khia, whose
Artemis album experienced a 20% sales in-
crease, paced by highly reactive single “My
Neck, My Back...”

Other chart new-
comers include
DreamWorks/Nash-
ville’s Darryl Worley
(No. 19), Universal’s
Robert Piant (No. 33),
Maverick/Reprise’s
Austin Powers in Gold-
member soundtrack
(No. 47), Columbia’s
Mary Mary (No. 48)
and WB’s Flaming Lips (No. 50).

Among next week’s big debuts will be Ep-
ic’s Now Vol. 10, Cash Money/Universal hip-
hop wunderkind Lil Wayne, Geffen’s hard-
rockin’ baby band TRUSTCompany, J
Records newcomer Mario and Arista’s Boyz I1
Men.

Khia

www americanradiohistorvy com
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R&R Triple A Summit

The R&R Triple A Summit is less than a month away, and there’s
a lot of buze going around. Dozens of your favorite artists will con-
verge upon Boulder. CO. turning the city into a virtual who’s who in
Triple A from August 14-17. Here's a rundown of the artists who will
both be performing at the summit and Going for Adds at the format.

Andy Stochansky goes for adds with “Wonderful (I’s Superman),”
trom his forthcoming Aug. 20 release, Five Star Morel. Stochansky
can also be found on the Felicitv: Senior Year soundtrack with his
song “Here nor There.” R&R received a special treat this past June
when he visiled the L.A. office -
with guitar in tow and, after a |
stunning performance. added his g
name (o the Club R&R Wall of
Fame. Stochansky will be per-
forming at the summit on Satur- |
day, 8/17, at the Awards Lunch- | UAS
eon. Lo

The Blind Boys Of Alabama
will also be appearing in Boul-
der, on Thursday night at the Fox
Theater. The Grammy-winning
group first formed in 1939, and
now three of the original mem-
bers (all of whom are in their 70s) and Robert Randolph and his
Family Band combine (o form the Blind Boys’ current roster. “Peo-
ple Get Ready” is the first single from the album and features Ben
Harper.

Clarence Greenwood. ak.a. Citizen Cope. has just been added o
the growing list of stars atiending the summit. He will be performing
at Friday's Awards Luncheon. and his single "Contact™ goes for adds
next week. Also. come out on the
final night of the summit and
watch Aimee Mann light up the
Fox Theater. It’s a good bet that
the singer-songwriter of 'Til
Tuesday fame will perform her
newest single, “Humpty Dump-
ty,” which also arrives at Triple A
next week.

Although Triple A has many
exciling things to ofter, we can’t
forget the other formats. Equally
exciting at Pop and Hot AC is
teen sensation Justincase. with
their debut single. “Don’t Cry for Us.” Like Stochansky. the family
band (Justin. Nick and Hannah Tosco) recently brightened our day
with a solid acoustic performance at Club R&R.

Soprano saxophonist Kenny G. stages a comeback with “One More
Time.” the first single from his upcoming Arista release. Joining Ken-
ny G. on the song is none other than Chanté Moore on vocals. “One
More Time™ will be debuting at Urban AC, AC and Smooth Jazz.

On the Urban side of things. Brandy offers “He Is.” the third sin-
gle from her latest, Full Moon. The brand-new mother gave birth to
daughter Sy’rai last month, and
her carcer, marriage and pregnan-
cy were documented in the MTV
miniseries Brandv: Special Delivery.

Alternative programmers have
their pick of the litter next week,
as formalt heavyweights batile it
out. Puddle Of Mudd have an
epiphany in their latest single,
“She Hates Me.” Lenny Krav-
itz ponders love in "1f | Could
Fall in Love Again,” and Em-
inem deals with his skeletons in
“Cleanin’ OQut My Closet.” Pud-
dle Of Mudd hit Aliernative. Rock and Active Rock; Kravitz hits Al-
ternative, Rock and Hot AC; and Eminem hits Alternative and Pop.

Country keeps things alive and kicking. as Aaron Tippin delivers
“If Her Lovin® Don’t Kill Me.” You can find Tippin’s latest on his
Sept. 9 release, Stars & Stripes. Tanya Tucker returns to the format
with “A Memory Like I'm Gonna Be.” This is the first single from
her upcoming 31st album. Kellie Coffey follows up her hit “When
You Lie Next to Me” with At the End of the Day.” Coffey also sings
the theme song to Disney’s marketing campaign “Sharing a Dream
Come True.”

Don’t forget 1o make your Triple A dreams come true at the end of
the day. Register for the R&R Triple A Summit by filling out the form
in this week's issue of R&R or online at wiwww: radioandyecords.com!

Andy Siochansky

Brandy

when you licBext to, me

Kellie Coffey

— Mike Trias

@‘\. i Go:ng For Adds

i

Week Of 7/29/02

CHR/POP

AMY STUDT Just A Littie Girl (19/Universal)
EMINEM Cieanin’ Out My Closet
(Shady/Aftermath/Interscope)

IRV GOTT] PRESENTS...THE INC Down 4 U
(Murder Inc./IDJMG)

JENE Get Into Something (Motown/Universal)
JENNIFER LOVE HEWITT BareNaked (Jive)
JUSTINCASE Don’t Cry For Us (Maverick/WB)
LIBERTY X Just A Little (V2)

SPLENDER Save It For Later (J)

THE CORRS F/BONO When The Stars Go Blue
(143/Lava/Atlantic)

CHR/RHYTHMIC

BIG TYMERS Oh Yeah (Cash Money/Universal)
HUSTLECHILD I'm Cool (Elektra/EEG)
MUSIQ Dontchange (Def Soul/IDJMG)

URBAN

BRANDY He Is (Atlantic)

HEATHER HEADLEY He Is (RCA)

ISYSS Single For The Rest Of My Life (Arista)
MUSIQ Dontchange (Def Soul/IDJMG)

THA' RAYNE No Love (Divine Mill/Arista)
WILL DOWNING Don't Talk To Me Like That
(GRPVIMG)

URBAN AC

KENNY G. /CHANTE MOORE One More Time
(Arista)

WILL DOWNING Don’t Talk To Me Like That
(GRPVMG)

COUNTRY

AARON LINES You Can’t Hide Beautiful (RCA)
AARON TIPPIN If Her Lovin’ Don’t Kill Me
(Lyric Street)

BLACKHAWK | Will (Columbia)

SMOOTH JAZZ

CITY OF SOUNDS Notes From The Underground
(Rhythm & Groove)

DAVID LANZ Walk On Water (Decca)
KENNY G. f/CHANTE MOORE One More Time
{Arista)

ROCK

GAVIN ROSSDALE Adrenaline (Universal)
GREENWHEEL Breathe (/sland/IDJMG)
LENNY KRAVITZ If } Could Fall In Love Again
(Virgin)

OK GO Get Over It (Capitol)

PUDDLE OF MUDD She Hates Me
(Flawless/Geffen/Interscope)
SILVERCRUSH Who Is Me (Redling)
SPARTA Cut Your Ribbon (DreamWorks)

ACTIVE ROCK

GAVIN ROSSDALE Adrenaline (Universal)
GREENWHEEL Breathe (/sfand//DJMG)
OK GO Get Over It (Capitol)

PUDDLE OF MUDD She Hates Me
(Flawless/Geffen/Interscope)

SPARTA Cut Your Ribbon (Dreamidorks)

ALTERNATIVE

AMY STUDT Just A Little Girl (79/Universal)
EMINEM Cleanin’ Qut My Closet
(Shady/Aftermath/Interscope)

GAVIN ROSSDALE Adrenaline (Universal)
GREENWHEEL Breathe (/sland/IDJMG)
LENNY KRAVITZ If | Could Fall In Love Again
(Virgin)

OK GO Get Over it (Capitol)

PUDDLE OF MUDD She Hates Me
(Flawless/Geffer/Interscope)

STEPA Aquarium (Locomotive)
SUGARCULT Pretty Girl (The Way)

DUSTY DRAKE And Then (Warner Bros.) (i
JENNIFER HANSON Beautiful Goodbye

(Capitol) TRIPLE A
KELLIE COFFEY At The End Of The Day (BNA) SEE R i &
TANYA TUCKER A Memory Like I'm Gonna Be (s'[\fpe,go ot moty g}

(TTR/Capitol)

AC

KENNY G. {/CHANTE MOORE One More Time
(Arista)

HOT AC

JUSTINCASE Don't Cry For Us (Maverick/WB)
LENNY KRAVITZ If | Could Fall In Love Again
(Virgin)

SILVERCRUSH Who Is Me (Redline)

ANDY STOCHANSKY Wonderful (It's Superman)
(Private Music/RCA/V G)

BLIND BOYS OF ALABAMA People Get Ready
{Real World)

CITIZEN COPE Contact (DreamWorks)
JOSH ROUSE Miracle (Slow River/Rykodisc)
KELLY WILLIS If | Left You (Rykodisc)
LENNY KRAVITZ If | Could Fall In Love Again
(Virgin)

RICK HOLMSTROM Shake It, Part 2 (Tone-Cool)
SILVERCRUSH Who Is Me (Redline)

WAIFS Lies (Jarrah)

iy

R&R’s Going For Adds features the compiete list of songs impacting radio for the coming week. Going For Adds
is e-mailed each week to participating radio and record executives. For more info, contact Greg Maffei at
gmaffei@radioandrecords.com.
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3 Debut € R&R Hot AC
~ Debut 30* Top 40 Adult Monitor

*

- Debut 32* Modern Adult Monitor

New this week: | -
D KHFI KDMX WVMX WRQ
AMX WGTZ WBAM KLLC~ KY
WKSE KRBE WOMX WPRO WHYI

Already on:

WPLY KYSR  WTMX Wwzz WXKS WBMX
WWWX WHYI® KPLZ KBKS KFMB KMXP
WSSR KDND: WKRQ WZPT KZZO WQAL K@

WABB KMXB KVUU WKZN WI\‘KS_.

'_\

-

7/26 “Tonight Show” Jay Leno
8/2 “The LATE LATE SHOW?” Craig Kilbormn

-

2COAWARNER BROS. 2ECORDS INC  #ARNER MUSIC SROUP ANLAQL TIME WaRNI

s

VWW\W AITNIelrnncCanractlionstory Cotrrt

HFI

) WSTR
_KKMG

Headlining Tour Across The Country Now!!

nmﬂmﬂbuﬁnatax*ﬂh\hih‘ ifed 3y om ed-Roe  mancgement: Pal Maguarea fur AlasiThud had Aaragenent guogoodolls.com whe.com/gaogoadalls ROL Hegwnrd Goo Goo Doils
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L GIVING
OMEN

WHA

:nspired by the Mel Gibson movie What Women Want, last
year's AC special explored exactly what it is that women desire
from their favorite AC and Hot AC radio stations. The con-
sensus among the experts, not surprisingly, was that women
want fewer commercials, more informatian and less annoying
DJ talk. They want to know the artists’ names and the songs’
titles, and they don't want to hear offensive material.

0f course, asking women what they want may have been the
easy part. The is the scientific part of programming that can be
tested by any solid research study, focus group or perceptual.
But the challenge — especially since most of our formats’
pro-grammers are mate — is how do we give women what
they want? And how do we do it within the confines of f
business necessity (such as having to run commercials to pay l TAB I_E OF CO NTE NTS i
the bills)? That is the creative and artistic part of our job —
why most of us got into radio in the first place. And it's what

: o S Words Of Wisdom B D
we're talking about in this year's special, Giving Women What g P9 {1
They Want. = Tune In, Tune Out pg. 34 I
Knowing what women want is one thing; understanding {
how to give it to them is what separates good, functional AC = Direct Mail For Women pg. 36 ! [
and Hot AC stations from compelling stations that en- . ' j
gender female listeners' loyalty and passion and translate = Lifestyle Lessons - pg. 38 { | l

those things into bigger ratings. It is part of what makes a » F1&$ The ‘Ampersand’ Merning Shows pg. 40
station legendary.

Before you dig into the fun, I'd like to take this opportunity * Promotions For Women pg. 42
to thank the radio and record communities and my new R&R
family for making me feel very welcome as AC/Hot AC Editor. = The Female Connection pg. 45
My first six months at R&R have been awesome, thanks to « An Important Resource : ng. 46
you. OK, now, everyone hold on to your seats as our panel of
experts tell you how to satisfy your women! = The Music Women Want pg. 49
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Words Of Wisdom

Survival information and more in the morning

By Mike McYay and Sue Wilson

In this article, two experts speak
to the subject of how to give
women what they want, with a
focus on mornings. First, we hear
from renowned consultant Mike
McVay, followed by a piece from
one of his AC specialists, Sue
Wilson, PD of Christian AC
WFHM (The Fish)/Cleveland.

Women need time.Want to give them
something special? Give them time. Create
promotional packages that give away
housekeeping services, day care, the use of a
personal shopper, someocne to buy the
family groceries or cook the meals every
night for a week, laundry delivery service or
a massage.

Survival information in the morning is
extremely important. Women turn on their
TVs in the morning to get the time and
weather conditions for the present moment.
Radio stations announce what will be
happening later in the day, tonight and
tomorrow. Tell women what they need to
know now so they can tell their children
how to dress. Help them prepare for the
day.

Skip the needless chatter. Research
indicates that women don't want to hear
too much talk. Work with your personalities
and train them to be efficient. Get to the
point.There’s nothing wrong with entertain-
ment, but most air talents are not comics.
Provide a service and be enjoyable instead
of trying to be funny.

Give them instant gratification. Play their
favorite songs, and play them frequently.
Grocery stores have recently implemented
a policy where every checkout line is open
from 5-7pm.This is so women can grab
something on the way home from work, get
through the checkout line and head home
as quickly as possible. They've got laundry to
do and homework with the children.They've
got to operate Mom's taxi service and cook
a meal.

Here’s what Sue Wilson, PD of WFHM
(The Fish)/Cleveland, a Christian AC, has to
say on the subject of morning radio.

Observations Of A Radio Mom

OK, so I'm not completely objective, but
| probably have a better listener perspective
than | did before. You see, for | | years |
was a working mom — a working program
director mom. | thought that, because | was
a woman programming an AC station
targeted to women, | could offer a good
representation of the audience | was trying
to reach. After all, | was living the life,
wasn't I?

Well, then { really started living the life.
| stepped away from the rat race to start my
own business from home so | could spend
more time with my kids.And | began to use
the radio differently. Or should | say fess.
Especially in the morning.

My dependency on morning radio began

‘s

Mike McVay
. J

to fade a couple of weeks into the school
year, when | found | simply wasn’t getting
what | needed to start the day. | found, as |
listened for practical information, that | just
wasn't hearing it. | found this especially
interesting because the stations that | was
choosing to tune to were supposedly being
targeted to me, the 25-54-year-old woman.

Watch The Weather

Let’s start with the weather: Most moms
getting their kids ready for school need to
know how to dress them to stand at the
bus stop. Stations are good at giving the
today-tonight-tomorrow forecast, but they
don’t say what the conditions are currently,
in the morning, right as you're deciding what
to wear. It doesn’t matter that | watched the
news the night before and got the five-day
forecast. | forget everything the next
morning. My mind just doesn’t retain that
much information.

So, after several days of walking to the
bus stop and then running back home for an
umbrella or a jacket, | turned to local
morning TV. It may have an unfair advantage
in that it utilizes audio and video, but | find
that | am constantly being made aware of
the current situation outside, as well as
what it will be as the day progresses.

Morning radio hosts could fearn
something from one local TV station that is
especially effective at relating to this need

by giving a “bus stop” forecast. They say
things like, “Take an umbrella as you head to
the bus stop,” or, “Wear a hat and gloves,
because the wind chill at the bus stop now
is 5 below” — useable, helpful information
targeted to me and several million other
moms getting ready for the day.

Spots, Bits And News

And then there are the spots. Dare | say
that there are too many in morning drive?
I'm well aware that programmers are
fighting a losing battle in this area and that
it's simply not a popular battle to fight
anymore. I've heard the "If every station is at
16 or 18 units, the listener has no choice, so
it doesn’t matter” argument. Or this one:
“Mornings are different; they're so full
anyway, a couple more units won't matter.”
But now that I'm on the outside listening in,
I'm here to tell you: It does matter.

The reason it matters is because there
are so many other options. Listeners are
starting to figure out that, once a break
begins, it'll easily be [0 minutes before any
morning show content returns. And they
aren't sticking around. In the car, it's too
easy to punch a button. If I've already gotten
the news-weather-sports information | need
and am ready for some entertainment, |
often find myself stuck in a2 10-minute
stopset. I'm lucky if | can catch one song or
bit before | reach my destination.

And those bits. If traffic is tough and | do
happen to catch some content, much of it
isn’t worth the wait. Am | the only one who
has had it with the amount of sexual
innuendo on the airwaves in the morning?
I'm not talking about Howard Stern. ! know
where he is,and | know | have a choice not
to listen. I'm talking about those stations
that | don’t expect it from.

| can’t make it through an innocent
Hollywood gossip segment that isn't filled
with snide comments from the male-female
team about who's sleeping with who and
who got a new “boob” job. (I often hear air
talent use that word. They think it's not
offensive. It is.)

And, finaily, there’s the news. The reality-
based programming that has been all over
our TV screens is creeping into morning

Cheri Lynn Martin, Director/Promotions, RCA Lzbel Group

At RLG we believe that women want to hear good music that speaks to them.We provide radic with
the kind of music that women want to hear by adhering to our philosophy that every single we cross to
Pop formats must have the Four Elements.The RLG Four Elements are: A great mix that fits the format,
callout, requests and scans.

These four elements must be in place before we cross a song to any Pop format. From the perspective
of crossing a single from Country to Pop, we have the advantage of already knowing that we have proven
female callout success, requests and spins that turn into scans at one format. We then achieve the right
mix by soliciting feedback from key programmers and research companies. This kind of feedback from
radio programmers is invaluable to us for getting the perfect mix into their hands.

Music and radio, like the women who listen to it, are constantly changing and evolving, but a great song
is a great song. We do our best to provide radio with powerful music. Watch your in-box for our next
AC release, Kellie Coffey’s “When You Lie Next to Me.” This song has the Four Flements!

wwWwW americanradiohictorv com

radio. | can cite a recent example of a local
newscast on a music-oriented radio station
that descrited the details of the rape and
abuse of a é-year-oid child so graphically
that it was disturbing. | don’t need tc hear
that, and neither do the 6-year-old passen-
gers listening on their way to school.
There's just too much of some things and
not enough of others.Too much sexual
innuendo. Too many commercials inside an
hour.Too many graphic news stories. Not
enough useful information. | want a break.
And, after collecting my own “in-neignbor-
hood” data, | know I'm not alone. KLTY/

—

Dallas, a Christian AC, has been one of the
top stations in Dallas for several years. Do
you think maybe it’s because it is offering an
alternative to all the trash that's out there!
A Few Suggestions

| am not suggesting that we need © turn
our ACs into Christian stations, but if
females are at |east half of your target
audience, consider these ideas for your
morning show.

* Do a“full-service set,” consisting of the
station name and ID, a double timecheck
and a weather word, every time you crack
the mike. If a bit is long, do another in the
middle or end too. It takes no time at all to
give the listeners everything they need. For

Continued on Page 50
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KYKY/St. Louis = 14x
KIMN/Denver - 37x
WVMX/Cincinnati  25x
KRBZ/Kansas City  35x
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WZPL/Indianapalis 26x
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KLLC/San Francisco 35x
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KHMX/Houston 15x
KMXP/Phoenix 25x
WVRV/St. Louis  33x
KALC/Denver 35x
WHKRQ/Cincinnati  30x
KEZR/San Jose 32x
WPTE/Norfolk 48x
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WTMX/Chicago 47x
WWZZ/Washington 23x

WDVD/Detroit 30x
KFVB/San Diego.  50x
WSSR/Tampa 27x

KRSK/Portland 20x
KzZ0/Sacramento  25x
KQMB/Salt Lake City 29x
WOMX/Qrlando 20x
KAMX/Austin 35x
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Tune In,Tune Out

A primer for men about women listeners

By John Parikhal

John Parikhal is a man who needs
no introduction. [ went to him
with a single question: How can
AC radio make a connection with
women and give them what they

want? Here is his answer.

One of the first things we must acknowl!-
edge is that, if you are asking what women
want, you are probably a man, because
women already know what women want.
I'm guessing that the women who read this
will look at it mainly to see what men think
women want,

The first step in understanding what
women want is to understand where your
format fits their needs. In a perfect world,
what you'd start with is a market map of the
different kinds of formats that the women in
your market want.There are usually, on a
broad scale, anywhere from nine to 12
broad format categories that women want
radio to serve. Each category has its own
characteristics, and each attracts its own
kind of audience.

A Map Of The Market

Your first call would be to figure out
what a map of your format would look like
In your market. Where would the demand
be! | emphasize demand here, not supply.
It's not about images; it’s about what
people want, regardless of whether they
are getting it or not. After you determine
what people want, you have to try to give
it to them.

Some of the stuff is really basic. For
example, getting the music right is quite
basic, and it requires market research and
testing songs and particular skills in the
sequencing of songs.A guy who makes magic
in this area is Bill Conway, PD of KOIT/San
Francisco. KOIT is one of the most
emotionally involving and powerful AC
stations in the country because Conway
really focuses on that part of the music, how
it emotionally moves people.

The first step in giving women what they
want is making sure that you give them what
the format is supposed to deliver. Conway
takes AC, which many people treat as a
formulaic format, and looks for the emotion
in the music. He makes that emotion reach
the listeners. He lives inside a woman’s skin
when he decides what the musical sound of
his station shouid be, which is why KOIT has
been so dominant.

Listen And Learn

So, you want to determine what your
format categories should be, what your
music should be. If you're skipping that step,
g0 no further. Once you move beyond that,
however, the next thing to do is to be more
interested in what a woman wants.

One way to do that is just to listen more
often. Research shows that men interrupt
nine out of |0 conversations that women
start. If you are doing that, you are not going
to hear what they say.

| John Parikhal

RESEARCH SHOWS THAT
MEN INTERRUPT NINE OUT
OF 10 CONVERSATICNS
THAT WOMEN START. IF YOU
ARE DOING THAT, YOU ARE
NOT GOING TO HEAR WHAT
THEY SAY.

NEL

Listen to them.Watch Sex and the City.
Read some of the magazines that really
speak to women: Redbook, Oprah, Cosmopoli-
tan, People. I'd look at those magazines as
being really important, depending on what
your demo is. Another thing that men can
do on a practical level is listen more to the

women inside their own stations.

| would also recommend going to the
Arbitron website and taking a lock at the
study “What Women Want.” which
highlights tune-in and tune-cut fastors and
which groups women fall into Tkis was a
very large nationwide study that we did on
real diarykeepers.There are nine of these
groups, which describe the way they listen
to radio, and you should cerzzinly know
which of them are attracted to your station
and which are driving the tune-out from
your station.

There is one group that tunes out simply
because they have no more time to listen.
That is about one-third of all women.They
couldn’t listen any longer even if they
wanted to.They're particularly negative
about contesting and anything that wastes
their time because they just want to hear
the essence of their format.Those are the
women you'll never get more TSL out of;
you simply can't.

Keep It Clean

One thing that is a big deal is that, across
most metrics, women do not want rude and
cheesy radio stations.They are concerned
that their children or someone else’s kid is
going to hear them.They are real watchdogs
when it comes to that, even 18-to-24-year-
olds. Many of them don't have kids, but they
do have younger cousins, brothers, nephews
and nieces, and they don't want them
hearing rude and cheesy radio either. You
can be funny, you can be slightly rude, but
you can't be vulgar.

Don't try to make your format be
something that it's not going to be. It’s a big
mistake to say,“WWe need to spend a lot of
time relating to our listeners.” There are
some listeners who really don’t want to be
related to that much; they just want you to
play their favorite music and not do too
much else.There are others, however, who
use radio to change their mood, and those
who are much more emotionally involved
with it.

It is important to know which kinds of
women drive your particular format. For
example, women who listen to Alternative
are very different from women who listen
to Rock radio. The women who listen to
Rock radio are much more into the station
being funny and slightly outrageous.They
like great contests. The women who listen
to Alternative mostly just want you to shut
up and play the music and make them feel
like they are part of something.

Not knowing these kinds of things can
get PDs into trouble. So, on a strategic and a
tactical level, you need to know where the
format category is for your radio station,
and you need to make sure you've got the
music exactly right.You also need to

D ebbie ‘CerChione,VPlAduI: Pop, Warner Bros.

Every woman can relate to Kasey Chambers’ “Not Pretty Enough.” Kasey comes from the other
side of the world — Australia — but couldn’t be more in tune with what the adult female audiznce
is thinking. Alisha Hashimoto at KPLZ/Seattle says,“VWe tested ‘Not Pretty Enough’ on our merning
show, and the response was overwhelmingly positive.” Jon Peake of KLLC/San Francisce says,"5She is
an incredible, gifted songwriter”” And Jim Ryan of WLTVV/New Yor« says,"| played the song in my
office, and before it was half over, every woman within earshot was asking who. it was. Any song that
gets that kind of reaction is going right on the radio”

Kasey has been featured in many magazines and newspapers: Rolling Stone, People, Entertainment
Weekly, Elle, Seventeen, Ladies’ Home Journal, USA Today,Vanity Fair and more.The TV programs The
Sopranos, 6 Feet Under, Dawson’s Creek and Days of Our Lives have used her songs. Katy has charmed
the audiences of America, touring the States four times in the last year and selling out shows every
step of the way. Barricades & Brick Walls is three-times Platinum in Australia and has scanned nearly
90,000 copies in the U.5.,and we are just getting started.

www americanradiohistorv com

understand tune-in and tune-out, because
that brings you to marketing or advertising.

What Women Don’t Want
There are two things that women never
want: They never want to be told what te

~

WOMEN DO NOT WANT
RUDE AND CHEESY RADIO |
STATIONS. THEY ARE
CONCERNED THAT THEIR
CHILDREN OR SOMEONE
ELSE’S KID IS GOING TO
HEAR THEM,

-

do,and they don't like bragging.“Vve're No. 11"
“We're the greatest!” They're sick of it.They
hear it from men all day long, and a radio
station that says that is not going to
communicate with them.

What women want is for you to solve
their problem, whatever it is. It's not usually
“{ can’t pay my credit card,” because that’s a
short-term problem.There are emotional
things they want solved,and you can dc it
very simply. That’s the name of the game for
AC.

Listen to your listeners.You've got to do
market research, because that’s one way of
listening to them.Then you've get to get
your technical ducks lined up. Make sure you
really know what to do musically. if you
don’t know that, you need to get some helo
right away. Then you need to figure out how
to solve a problem and give women the
radio staticn they want.

Remember, when women listen to the
radio, it'’s not the first thing in their life.
They're doing five other things at once;
they're multitasking. They want radio to be
what they want it to be when thay want it. If
you can do that, you will be really successful.

John Parikhal is CEQ of Joint Communica-
tions.
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R&R HOT AC €D - €D

ADULT TOP 40 MONITOR 37*- 29*
MODERN AC MONITOR DEBUT 36*
Combined Adult Audience up over
1.2 million this week
e Overall Audience Numbers DOUBLED
to over 15 million this week!
* Added this week at: WXRT/Chicago (AAA), Already added at over
KZZ0/Sacramento, WPTE/Norfolk, 30 stations including:

KMYI/San Diego, WDAQ/Danbury WBMX WENS WKRQ WVMX

e Added at Tl this week as a Buzzworthy Clip!!! ~ KURB WM3J WMT KNEV

e Already a Top 10 Record at KMXB/Vegas KALZ KOSO WALC WMC
and KLAC/Denver after only 2 weeks! KLLC KALC KMXB KEZR
#1 Phones at KLLC/San Francisco! KMXS KRSK KPLZ KZPT
Huge reaction record EVERYWHERE! WSNE KYKY KMYI KZzO

30 #1 HITS

* Elvis vs JXL “A Little Less Conversation” kicks off a major WORLDWIDE campaign to commeémorate
the 25th anniversary of Elvis’ death on August 16th.

szm
Eﬁiﬁﬁﬁl

s ELV1S 30 #1 HITS in stores September 24th! For the first time...30 #1 hits from Elvis on ONE CD!{

!
§

::? :;'.:',."

* 8 Elvis songs featured in Disney’s new summer blockbuster animated movie “Lilo & Stitch.

* Massive Elvis awareness campaign begins NOW including extensive TV, print. radio, billsoards,
snipes and more!

s Elvis major network television special confirmed for fall 2002...will include appearances by several
major contemporary artists performing and talking about the influence of Elvis on their music.

. l!iimaagﬁ

p

* Huge online promotion through the end of the year on Elvis.com, AOL, Lycos, Click2Music and more!
s See it all at www.elvisnumberones.com!

WWW.RCARECORDS.COM (23 .= Remixed by JXI
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irect Mail For Women

A how-to guide
By Rick Torcasso

Arbitron recently published
studies showing that women
consider the mail to be one of
the best ways to get their
attention.Therefore, stations
that have women as their
primary target should under
stand the essential characteris-
tics of an effective direct-mail
campaign. Here are the broad
strokes.

Induce Interest

As with any marketing, the most
important objective of a direct-mait
campaign is to grow recognition for your
radio station.To do that, you must first
induce interest with the mailer. In fact,
everything you do in direct marketing hinges
on inducing interest. When a mailer induces
interest, it stands out in the mailbox.

For music stations, interest is generated
by pictures of hot artists who are compat-
ible with the target. This demonstrates the
brand of music that you play and makes an
impact.

Of course, the illustrative techniques,
colors, feel and substance of the mailer also
play an important role in inducing interest.
Knowing what techniques work and how to
make 2 mailer effective takes a lot of
experience. As with anything, empirical
knowledge plays an Important role in
ensuring that the techniques you use have
greater impact.

Contests such as "listen for your name to
win” or “Song of the Day" serve to make
your brand substantive. However, be mindful
that your real objective is to grow recogni-
tion of your station’s attractions and,
ultimately, draw people to your station who
will continue to listen.

The best way to do this is to provide
clear reasons why people shouid listen to
your station over any other choice. Your
job is to grow recognition for the attractions
that make you stand out. Besides the music,
these attractions may include the morning
show or special at-work attributes. We have
had a lot of success using listener comments
on mallers, rather like testimonials.

The Yalue Of Time

Yes, contests can help increase recogni-
tion of the brand and provide an additional
reason for listening, but don't underestimate
direct mail's most important strength, which
is that people can spend as much time with
the mailer as they want. Provide them with a
strong understanding of the station’s main
attractions, and associate those attractions
with your brand name.

Direct mail's biggest strength is that,
when done properly, it’s like being able to
take a commercial off TV and open it up to
spend as much time with it as you like.
There is no other “noise” in the way once
someone is giving your mailer attention. It is
not competing with 30 other units on the

TV,and it Is not a timeline-oriented piece of
marketing. In other words, it does not last
for only 30 seconds.

Take advantage of that strergth by
making the mailer interesting and compat-
ible wizh the target and giving it enough
substantial information about your radio
station that, during the moment of truth,

r
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Rick Torcasso

DIRECT MAIL’S BIGGEST
STRENGTH 1S THAT, WHEN DONE
PROPERLY, IT’S LIKE BEING ABLE

TO TAKE A COMMERCIAL OFF
TV AND OPEN IT UP TO SPEND
AS MUCH TIME WITH IT AS
YOU LIKE,

when the target has the mailer in her hand,
she spends time with the story,

Ask yourself whether your mailer is
compatible with the target. Besides the
artists pictured on it, is the station’s
character clear? Are the right colors, fonts
and language used!?

Is it easy to understand? Simple is not
always sc simple. Do the headlires really
make serse! Are the instructions about how
to win cumbersame or easy to understand
at a glarce? Does the layout flow properly?

Is it communicable! If someone asked the
person koking at the mailer what it was

about, could that person easily describe
your message?

Is there a clearly stated relative
advantage to listening? Does the mailer
give the listener a reason this station
should become a part of her weekly
consumption? In other words, does it
accurately demonstrate the generic reason
people listen to the station?

Trash In Is Trash Out

Direct mail is a popular medium because
it permits high target-market selectivity.
Although the cost per thousand people
reached is higher than with mass media, the
people reached are much better prospects.

However, targeting is not about making
the list smaller as much as it is about making
the list more impactful. Being in the right
geographic area, the right demographic
segment, and, if using Prizm, the right
audience clusters is critical to a successful
campaign.

We have run into campaigns that are too
narrow and, therefore, not substantive
enough for the effects to be measurable by
Arbitron. It is important that you be as
broad as you can afford to be.

People make serious mistakes when using
some targeting tools. For example, we
recently brought on a new client who was
unhappy with his previous direct-marketing
provider. As we looked at the previous
targeting, it became clear why their
campaigns were less than effective.

The advice the previous provider had
about Prizm was to prioritize by index for
each of the station’s clusters.There is a flaw
in that method, because the station scored
very high indexes in clusters that equaled a
very small percentage of the total market.
What was happening was that the marketing
influenced a very small percentage of the
market that was, therefore, not easily
measurable by Arbitron.

Direct mail is exceptional at delivering a
strong message to a targeted group in a way
that allows your prospects to spend time
with what you are saying. Because of that,
the attractions your station provides are as
important as the tactic or contest you may
be promoting.

Remember that your primary goal with
direct mail is to induce interest and to make
a person who is compatible with your

aniel Glass, President, Artemis Records

One of my all-time favorite artists, Graham Nash, will have a new single,"Lost Another One,” this
summer. The wonderfully familiar voice debuts at Artemis with a poignant tune with tempo. Your
listeners love his voice on a tune like “Our House.” He will also appear on A&E's Biography on july 30.

Beth Neilsen Chapman’s new song,”All Comes Down to Love,” debuts. Beth has had previous hits
at AC radio like “Sand and Water.” She has also written songs, such as “This Kiss” for Faith Hill.

We are distributing an amazing new artist, Ben Green, on ASRC Records.The song “Two to One,”
which is about love at first sight and going deeper into the relationship, is No. 7 New & Active on
the charts, and | promise it will prove to be your secret weapon in programming. | heard Ben's single
on WHUD/Westchester this weekend, and it sounded great on the radio.

Naw Josh Joplin Group and Jeffrey Gaines will be ready this fall.

www americanradiohietorv com

station spend more than one or two
minutes looking at the mailer. That is how
to take advantage of direct mail's strengths,
strengths unmatched by any other medium.

Mistakes To Avoid

Here are a few common database
mistakes to avoid.

Mistake No. |I: Thinking you can use
database marketing once in a while. Once
you begin database marketing, your listeners
begin to see and feel the benefits that you
offer. They like the attention and expect it to
continue.

Mistake No. 2: Not getting total commit-
ment or buy-in from upper management. A
database is a terrible thing to waste. If you
do not have a pfan to use it, do not grow it.

Mistake No. 3: Not having a standard in
place for who is in the database. When
marketing for radio, the only people who
matter are those willing to participate in a
survey about their radio-listening habits. |
would not spend a single cent toward
anyone else.

Large databases sometimes have more
trash than essential people who make a
difference in the ratings process. Once you
have a qualified database of essential, survey-
friendly peopte — which is very costly to
compile — it becomes feaslble to influence
these people often.

Mistake No. 4: Having no plan for when
and what you are sending the essential
people in your database. Your goal with a
quality database is to grow tangible values
between you and the prospects. Direct mail
to a highly qualified database is very
effective because you marry the strengths of
direct mail with frequency. It doesn't get any
better.

However, the reason to grow a qualified
database is to isolate the one out of 10
households essential to the ratings process
and reach it with frequency. Therefore, plan
way out in front and follow through.

Rick Torcasso's broadcasting career spans
over 30 years. He is co-founder of Point-to-
Point Marketing, a company that provides
radio and television clients with direct-
marketing strategies and campaigns.You can
reach him at 972-661-1361. For more
information about Point-to-Point, visit
www.pointtopointmarketing.com.
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the best quality bumper/window sticker for your graphic image
programs. USTL (US Tape and Label), the world’s premiere bumper
sticker manufacturer combines 50 years of expertise with leading

edge technology and innovation. We provide solutions to your

bumper/window sticker needs.

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



www.americanradiohistory.com

38 ® RaR July 26, 2002

AC: GIVING WOMEN JA

Lifestyle Lessons

Giving women what they want from radio

By Guy Zapoleon

In a business where a majority
of radio stations are targeted
toward women, it’s amazing
how many stations are pro-
grammed, consulted and man-
aged by men. It’s odd that there
are only a few women in key
programming and marketing
positions at radio stations, even
at those stations targeted
toward women.

Yes, many male broadcasters are experts
in our field and believe that we are in touch
with our female sides, but many of us are
out of touch with or misinformed about the
real needs and Interests of women. So, I'm
going to offer up some lessons that I've
learned {and am still learning) in order to
help male broadcasters do a better job of
giving women what they really want from
radio.

Book Smart

It's a fact that most women feel that they
aren't represented by the media and that
they are not getting a sense of validation
from radio. You can start understanding
what women want from radio just by
picking up some of the great relationship
books out there. john Parikhal told me
about two books that will give you a better
understanding of women and relationships:
Couplehood and Parenthood by Paul Reiser.

John Gray's Men Are From Mars and
Women Are From Venus may be a bit cliched,
but for most men it's still a must-read in
order to better understand women. Our
instinct is to believe that what's right for us
is right for everyone, and that is certainly
not the case when men are trying to
interpret women’s needs. Understanding the
difference between men and women is
essential to communicating with them.
Here's a quick summary of one key section
of Gray's book, titled "Life on Venus'":

Women's values are different from men'’s.
They value love, communication, beauty and
relationships. They spend a lot of time
supporting, helping and nuturing one
another. Their sense of self is defined
through their feelings and the quality of
their relationships. They experience
fulfillment through sharing and relating.

They are most concerned with living
together in harmony, community and loving
cooperation. Relationships are more
Important than work and technology. In
most ways, thelr world is the opposite of
that of men.
Targeted Content

Women are looking for programming
that relates to their challenging clrcum-
stances in life: raising a family, taking care of
the home, maintaining personal relationships
and pursuing a career. They are looking for
content that gives them information that
will make their lives easier and more
fulfilling.

Guy Zapoleon

Here are a few example of content
targeted toward women:

* Wellness: Health, getting healthy, staying
healthy

* Beauty: Skin, hair and nails, spa. makeup,
fashion

* Relationships: Single, married, children

® Money and work

o Living: Entertainment, gardening,
cooking, home-Improvement, travel,
consumer info

o Spirituality

Great sources for this content are:

* Women's magazines: Cosmopolitan,
Women’s Day, Ladie’s Home Journal, Working
Women and fashion magazines like Marie
Claire

* Women’s television: Lifetime and
Oxygen networks, Oprah and, of course, the
s0aps

* Women's websites: lvillage.com,
women.com, marthastewart.com; the
women’s sites at AOL.com and Yahoo.com;
the sites for television networks and
magazines

Marketing To Women

Research is so incredibly important for
understanding women, especially as we are
challenged by other media and other
products for women's attention. Do
quarterly research not only to measure
images, but also to learn about new trends
and changes in women’s attitudes and
lifestyle.

Hold focus groups and convene listener
advisory boards on a regular basis and ask
them how your station can be a provider of
everything to make thelr lives better. Here
are a few sample questions:

* How do they use radio?

* What things do they perceive to be
cool or plugged-in these days!

* How do they feel connected?

* What kind of events do they like?

* What kind of prizes are they interested
in?

* What is your radio station doing right
and wrong for them?

* What do they think about when they
listen to the radio?

* What could a radio station do to make

Continued on Page 50
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What Are They Doing While They Listen?

By Guy Zapoleon

My friend Todd Fisher is creating one of the first Talk radio stations aimed at females,
on WIXK/Minneapolis. “Women have felt no sense of reflection or validation of who they
are when they listen to the radio,” he says. "This format is all about finding real people, real
women, to have a conversation on the radio about real life.”

This mindset can be used as a guideline for any personality whose job it is to commu-
nicate with women. Women get subtlety, so personalities who are stilted or forced don't
connect with them like someone who comes across as real, natural and informed. Women
don't appreciate being told how they should feel or what's good for them, especially by
men. This is very tricky for male personalities. It's better to have women listeners call in
with this information. Radio stations that effectively target women understand the mindset
of women and what they are going through in their daily routine.

To help his air personalities create content that was relatable to the audience, Fisher
and his friend Kurt Gilchrist, who now works for XM Radio, held a brainstorming session
to find out what listeners did while they listened to the radio. | still use the memo that came
out of it as a starting point to help stations get a better understanding of what women
really do while they listen to radio.

TO: AIRSTAFF

RE: KNOW YOUR LISTENERS

It’s important to know who the audiénce is for your daypart. What are they doing? I'm
gaing to tell- you. While you are on the air, you should take a moment to look over this fist
and focus your show toward the listener. The typical listener to your radio station is a 24-
29-year-old female who looks more like Rosanne Barr than Cindy Crawford. She has a
couple of kids and works roughly 8-5.

That doesn’t mean that she doesn’t have a pulse or doesn't have fun; however, she is a
busy lady, so get to the point. Here’s a list of activities a typical listener is doing while you
are on the air. Remember that no one hangs on your every word. If you have something to
say, say it with passion and say it clearly. And, most importantly, have fun!

MORNINGS

Showering

Putting on makeup

Exercising

Doing hair

Getting children ready
for school

Morning delight

Cooking

Driving

Dressing

troning

Eating

Hitting the snooze button

Planning the day

Deciding what to wear

Making coffee

Walking the dog

Morning walk

Kids to daycare

Morning errands

Brushing teeth

Garage sales

Getting gas

Dry cleaning

MIDDAYS

Working
Aerobics or workouts
Lunching with a friend
Cleaning house
Watching soaps
Running errands
Driving
Tanning by the pool
Grocery shopping
Mall shopping
Sales
Watching kids
Making lunch
Taiking.to friends

on the phone
Beauty salon
Facial, pedicure
Doctors appointments

for children or herself
Gardening
Mow the lawn
Picnics

AFTERNOONS

Mom'’s taxi service

Pick up the kids

Fighting traffic

Planning dinner

Happy hour

Taking kids to Boy
Scouts, Girl Scouts, etc.

Aerobics

Working

Exercising

Eating dinner

Family time

Playing games

Going for a walk

Riding bikes with kids

Going out

Going to the movies

Picking up videos

Sitting by the poot

Babysitting

Visiting neighbors

Helping the kids with
homework

Studying

Laundry

Preparing kids for
tomorrow

Ironing

Bedtime stories

Dishes

Checking answering
machine

Returning phone calis

Feeding baby

Feeding pets

Pets for a walk

Water the lawn

Working in the garden

Night school

Picking up something at
the convenience store

Getting ice cream

Sex

Going through mail

Church

Calling friends

Party: Mary Kay,
Tupperware, Amway

Defensive
driving school

LATE NIGHTS

Romance
Planning next day
Study
Reading a book or
newspaper
Showering
Bubble bath
Washing hair
Doing nails
Nintendo or
computer games
Mud mask
Writing letters
Return calls
Brush teeth
Go out for drinks
In between bars or
nightclubs
Shave legs
Prepare clothes
for next day
Plan next day
Office work
Work on computer
Set the alarm
Budget checkbook
Closing down
the stores
Water lawn
Late-night snack
Taking out trash

WEEKENDS

Going out to dinner
Riding bikes
Church

Boating

Tennis

Mom's taxi service
Fishing

Flea markets

Fixing up the house
Movies

Dancing

Driving

Pool parties

Going to garege
sales
Rollerblading
Water or
jet-skiing
Gardening
Antiquing
Home
improvement
Look at houses
Jogging or
working out
Groceries
Going for a drive
Taking care of
baby
Catching a flight
Banking
Bake sale
Picnic
Studying
Concert
Spring cleaning
Mowing the yard
Lake or beach
Taking kids to
stuff
Garage sale
BBQ
Club-hopping
with the giris
Laundry
Working on car
Washing or
walking the dog
Big date
Washing car
Ironing
Nursery
Open house
Malls
Beauty salon
Art and craft
show
Swimming
Golfing
Yard work
Qutdoor parties

WwWWW americanradiohictorv com
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F!1&$ The ‘Ampersand’ Morning Shows

Instead of another ‘Girl & Guy’ combo, try something different

By Larry Rosin

Most people don’t even know
what this little thing is called: &.
It is the symbol that resides
above the number 7 on your
keyboard. It is an old-fashioned
item called an ampersand, and
it means “and.” It isn't used
much anymore, with two excep-
tions: It is used as one of the
“letters” when you don’t want
to spell out an expletive (see
the headline of this article), and
it sits in the middle of the name
of seemingly every morning
show on Hot AC or AC radio.

At Edison, we recently did a survey for an
AC radio station in a large market. This
station has three primary competitors. As
part of the study we looked at the four
morning shows, and the names of all four
shows were (names changed to protect the
marginally innocent): Cindy & Fred, Carol &
Mike, June & Dave and Tom & Kelly.

All four programs were “a girl” & “a guy””
My client. with a straight face, told me that
he thought he was differentiated because his
show is the one with the guy's name first!

Battle Of The Sexes

Fact Is, the overwhelming majority of AC
and Hot AC morning shows employ the
exact same strategy: team a guy and a girl
and create a little banter — usually built
around a “battle of the sexes” theme.

In many ways this is a terrific concept for
a morning show. Certainly, there are dozens
of truly great shows like this: Beth & Bill In
Phoenix, Eric & Kathy in Chicago, Dino &
Stacy in Columbus, OH — the list goes on
and on.

What disturbs me, however, Is the fact
that whenever people are looking to
compete with shows like these, they simply
put on another one. They team up their
own “girl & guy” and think that they can
take out the other “girl & guy” pair.

This even happens in television. CBS,
looking to top Matt & Katie and Charles &
Diane, actually hoped that Bryant & jane
might seem different. So.1 ask myself: Isn’t
there another way?

It turns out there is. In at least two other
cases — both in formats outside of AC or
Hot AC — programs hosted primarily by
women are dominating their markets.

Out Of The Ordinary

If you don't know her already, meet Laurie
DeYoung. She is the host of The Laurie
DeYoung Morning Show on WPOC/Baltimore,
a Country radio station. Her show is the
highest-rated show in that fair city, consls-
tently No. | 25-54 and often No. | 2+,

| was driving through Baltimore a few
weeks ago on my way to Washington, DC. |
heard WPOC's morning program and
Immediately knew that | was hearing

Larry Rosin

IT IS TIME FOR MORE
TALENTED WOMEN TO BE
PLACED INTO THE LEAD ROLE
IN MORNING DRIVE.

something different. Laurie’s show jumps out
of the radio for several reasons. First, Laurie
is immensely capable. Her PD, Scott Lindy,
says she may well be the most talented
female personality in America.

Secondly, the point of view of her
program is entirely different from that of
any other show in town. We have become
so used to the standard girl-guy banter that,
when we hear a show where the lead
performer Is a woman, it creates an entirely
new sound.

Laurie is a strong presence without being
strident. She is very funny and has a unique
take on things. While this is alse true of
many well-known male morning hosts, it
sounds different, and often better, coming
from her.

Lindy thinks DeYoung is so successful
because she "lives her life on the air” “What
you hear on the radio is what we get in
person in the haltways,” he says.”She doesn't
turn on a personality for radio.”

Two other things that you might find
interesting about DeYoung: |. Her show
consists of her and five male voices as
sidekicks — talk about different! 2. Laurie
grew up in radio as half of a standard
“ampersand” show. For years she was paired
with a man, but it was only when she went

Anastacia's

out on her own that her star really shined.
Makes you think, doesn’t it?

Few Role Models

Now, let's travel to Buffalo, where the
top show in town is on WKSE (Kiss 98.5).
Kiss is a CHR, and its morning host — who
is as dominant as Laurie DeYoung — is
Janet Snyder.

Janet has a history similar to Laurie’s.
She, too, was part of a standard-issue show.
Then, eight years ago, station management
realized that people were tuning in to hear
her despite not liking her male partner.
They gave her the show, and she has gone
on to become perhaps the biggest radio
star in Buffalo.

Snyder told me,”l 100% believe that my
show is successful because it has a strong
female lead.” She made the point that Phil
Donahue was the top talk personality on
television untii Oprah and Rosie better
interpreted talk from a female perspective,
and she said she doesn't understand why
more women are not the lead personalities
on morning radio.

Actually, she does understand. She
pointed out that there are few role models
for women who want to be radio stars.

“Women are typecast by this industry as
either the newsgirl or the sexy sidekick-
giggle girl” she said. She told me about how
she has gone to the Morning Show Boot
Camp and found no other women like her
there.

Snyder goes out of her way to defy the
traditions of the standard “Battle of the
Sexes” fare."We do no benchmarks, no
‘phone scams,’ no set bits,” she said. "We
just talk about the hot buttons and try to
get people to respond.”

Everyone in AC or Hot AC radio should
check out the marvelous radio being
produced every day by DeYoung and
Snyder. If you have the top male-female
team show in your market. great for you; if
you don't, there is another path to morning
show success to consider beyond the
simple “ampersand” program.

It is time for more talented women to
be placed into the lead role in morning
drive.This is the surest way to differentiate
yourself from and perhaps someday surpass
the standard "Dick & Jane” morning
presentation.

Larry Rosin is President and co-founder of
Edison Media Research.

By Jayne Gharneski

Want a simpie way to increase
your female numbers? Try
increasing your spins. John Gray,
author of Men Are From Mars,
Women Are From Venus, the best-
selling book on the differences
between the sexes, somehow
managed to leave out the chapter
about how men and women burn
songs differently. | think that chapter
goes something like this....
Long before Martians and Venusians met,
came to Earth and started realizing their
differences, the women of Venus had enjoyed
a deep, satisfying relationship with radio.
Programming on Venus was predictable and
routine. Rotations were higher, and women
knew they could count on their favorite songs
being there when they needed them. The high
rotations allowed women to develop emo-
tional connections — relationships — with

Programming To Venusians ;

How to increase female numbers

>
‘ Edison Media Research interviews

Jayne
Charneski

each song. Radio programmers on
- Venus knew that women burn songs
slowly and programmed their |
stations accordingly.

Play It Again
Fast-forward to Earth, 2002.

thousands of men and women on
their music preferences each year.
We have noticed that, in music
research where both men and women
participate, songs typically have lower burn
among women than among men.

For example, in a recent Classic Hits music
test conducted nationwide, we found that
each song was burned, on average, by 22%
of the male test-takers, while each song was
burned, on average, by only 14% of female
test-takers.

Continued on Page 50
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Jo Hodge, VP/Pop Promotion, Adult Formats, Epic

One Day in Your Life” is my pick for a song to connect with women.This U.S. singer has firmly
entrenched herself as an international superstar after her debut record sold more than é million units outside
America. With strong, breathy vocals, Anastacia will remind the aduit female audience of great Tina Turner
vocal performances. “One Day in Your Life” is growing rapidly and began to cross to Hot AC on July IS.
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Promotions For Women

Thoughts from two experts

When | decided to look into
marketing and promotions for
women, | went right to the top,
consulting two experts, WWZZ
(Z104)/Washington Director/
Marketing & Promotion Melissa
Hawes and WPL)/New York
Promotion Director Theresa
Angela. You'll find their sugges-
tions to be both enlightening
and useful.

Melissa Hawes

Director/Marketing & Promotion
WWZZ (Z104)/Washington
Targeting women sounds like such a
common-sense concept, yet it's so difficult,
especially for us radic types. We all want to
have bigger contests, add more units to
increase revenue and push the envelope

Melissa Hawes

when it comes to discussing risque subjects.

An amazing and eye-opening study was
released not too long ago addressing this
very topic. Joint Communications, along
with Arbitron, conducted a study of female
dlarykeepers and found some pretty
interesting information about what they
really want out of their radio station.

A lot of times we want to tell, tell, tell
because we're so excited or wowed by
something. What we forget is that, to the
average woman, radio is just another
medium. either providing information,
making her laugh or annoying her. What we
have to remember is that not every woman
is an overweight, middle-aged housewife
who drives a minivan, nor is every woman
Sarah Jessica Parker’s character, Carrie, from
Sex and the City.

The women we're speaking to when
targeting adults are real women with real
responsibilities and real lives. They love to
win things, but on the radio, according to
the Joint Communications-Arbitron study,
contests are just an afterthought. They like
their music, but don’t start playing commer-
cials, because they'll flip to the next preset.

When I'm planning a promotion to
connect with my female audience, | ask

myself these questions:

1.Will they care?

2. Is this something that they want to
know, that will make them laugh or that will
help them escape from their everyday
worries?

3.Am | telling them, or am | really giving
them entertainment they want?

Promotions includes a lot more than just
contesting. It's also important to remember
the small details, like station giveaways. Not
every woman wears a men’s XL T-shirt,and |
know very few women who will use a tacky
plastic key chain with your station’s logo on it.

When we order merchandise, | always
get samples and colors first and ask around
the office to see what gets the thumbs up.
I've found that travel mugs are great, as long
as they look classy. Key chains are OK, too.
as long as they don't look like a radio-
station giveaway.

I find that it’s useful to consult women in
the demographic (and outside of the
station) when planning a promotion. At
Z104, we bounce ideas off clients, vendors
and friends.

The most crucial thing to do prior to
even thinking of airing a promotion is to
think back to the last time you were at a
focus group or, If your station doesn’t
conduct focus groups, a station event.
What did the listeners act like? What did
they talk about? What did they get excited
about?

If you don’t know, consider asking
listeners at the next station event what they
think of the station. Ask them what they
like and what they don’t like, then shut up
and listen (the hard part). Women have no
problem telling you what they want; you just
have to listen for it.

One of my favorite promotions targeting
women took place the day before Thanks-
giving.VVe set up at an area grocery store
and handed out free Tupperware with our
station logo so people would have a place
to put their Thanksgiving leftovers.What a
great way to continually be part of a
woman's week, when she takes those
leftovers to work.

| believe that the key to successfully
targeting women is to provide something
that adds value to their life, whether that be
entertainment, information or just music
that they like. Become a part of their day
every day,and you've won!

Theresa Angela

Promotion Director
WPLJ/New York

In the movie What Women Want, Mel
Gibson played a man who could hear
everything that women were thinking —
something every radio programmer and
promotions director wishes he or she
could do.

Theresa Angela

It's easy to put something on the air that
sounds good to me.The hard part is getting
into the heads of every other female in the
Tri-State area. We constantly have to ask
ourselves,"Will they care? Will this increase
the frequency with which they listen to the
station and the duration of that listening?*

These are just some of the questions we
ask ourselves before anything goes on the
alr. The good thing is, because of what and
who we are in the market, we have the
capability to superserve the females. Every
station in this city has a specific niche; ours
is giving women what they want — and they
respond.

We recently held a Botox party at a local
spa. As we know, Botox Is all the rage,and
it is really starting to make an impact here in
New York. We were also able to throw in a
full makeover, which the salon provided.The
number of entries we received was
staggering. Some people thought it was a bit
off that we were offering this procedure;
others thought it was one of the best things
we had ever done.

can provoke a much stronger response than is typical.
A bold statement, maybe, but this year, women (and men too!) want Norah Jones.

www americanradiohistorv com

Programming and contesting geared
toward women can be a very tricky thing,
because no two women are alike. Guys are
simple: Give them big concerts, tickets to
sporting events and a chance to see a naked
woman, and they seem to be happy.

Women need to be pampered a bit
more. A simple 25th-caller giveaway to win
a restaurant gift certificate is not going to
make them happy. | would be willing to bet
that at least 95% of our females don't even
play those contests.

We do what every woman wants us to
do: listen. Our website (www.plj.com) and
e-mail feedback have given us great |eads
to what our audience is looking for. If
they want to be up close and personal
with Bon Jovi and Lenny Kravitz, we'll give
them that. That is why we don't do big
festival shows. We make our station
concerts more intimate so the listeners
actualfy feel that they’re winning some-
thing rather than being stuck in the
nosebleed section at Giants Stadium with
60,000 people.

When you stick 100 people in a room
for a show with Elton John, Bifly Joel or The
Goo Goo Dolls, it means a whole lot more
to them, and they walk away very happy.
Events like that become water-cooler talk.
Women rely very heavily on the opinions of
their peers. Making just a few of them happy
on one occasion could have bigger benefits
for us down the road.

Something to remember when
contesting to women is to give them
what they feel is a chance to win. If they
know they're going up against milfions of
people from across the country, they
probably won’t play. That’s terribly
frustrating and unattractive to the normal
female listener.

Utllize the web. VWeb contesting
shouldn't be your complete focus, but
rather an extension of the station. It won't
work if you tell people to go to plj.com to
win a T-shirt. Something that seems to work
is, if you have a contest on the air, have a
sidecar contest on the web where people
can enter to win the same prize. This gives
the station contest an “everybody plays”
atticude.

That’s the key: Don’t shut women out of
anything, wait on them hand and foot, and,
when you find out what it is they want, give
it to them. They will thank you for it.

Hilary Shaev, Executive VP/Promotion, Virgin Records

Every year or so there is a new female artist who is unique and whose music stands out from the rest
and strikes an emotional chord in women. Sarah Mclachlan, Jewel and Macy Gray are a few examples.

The current "it girl” is Norah Jones.The authentic quality of her voice and her music has provoked a
word-of-mouth buzz that only happens when music listeners strongly identify with and connect with
something very speciai and very personal. And when an album sells to the extent that Norah's has with
hardly any commercial radio play — well, that tells you what women want. Every once in a while they
discover it from outside their radio. and when that happens and the artist finally gets played, the airplay
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Imitation Is The Best Flattery

Morning shows are jumping on the bandwagon,
but the team that invented the female-targeted

format still dominates it.

By Carol Adams

-

So you need to reach that
lucrative female demographic.
Consultants are telling you to
hire a woman, maybe pair her
with a male counterpart and
wait for the sparks to fly. Most
often, they don’t. That's
because chemistry doesn't
come pre-packaged. Creating
a great morning show that
really connects with listeners is
about as easy as running a
kosher deli in Ramallah.

One show has consistently out-
smarted, out-talked and out-
talented the competition -
Jefferson Pilot’'s Bob & Sheri.
Other stations are scrambling
to replicate its success, but
what most forget is that this is
no fly-by-night pairing. Bob &
Sheri pioneered the format
before the rest of the industry
had ever heard of female-
targeted or female-hosted
morning radio.

Takes one to know one
For years, radio has ignored
the appeal of the strong, edgy
woman. Over and over, sta-
tions have tried plugging male
jocks into female-friendly
slots, even as the roles of
women continued to shift and
change in workplaces and
homes across the country.

Finally, it appears women are
gaining some respect behind
the mic. Programming experts
are singing the praises of the
bold, intelligent woman; the
kind of woman that can carry
a show, not just provide coun-
terpoint for a male host; the
kind of woman that has
helped steer Bob & Sheri for a
decade.

Creating a great morning
show is about as easy as
running a kosher deli in
Ramallah.

Bob Lacey and Sheri Lynch

"“She is absolutely one of the
sharpest, funniest people in
broadcasting, male or fe-
male," said co-host Bob Lacey.
"Ten years ago, the rest of the
industry thought we were
crazy. We just tossed out all of
the benchmarks, like phone
bits and jokes of the day. We
knew that women would
respond to smarter program-
ming, real chemistry and a
woman with an equal voice on
the show."

In fact, Sheri Lynch often dom-
inates the program, with Bob
playing the self-deprecating
straight man to Lynch’s light-
ning-quick humor. “Our show
comes from a female perspec-
tive,"” said Lynch. "It isn't your
typical staged ‘he said, she
said’. We do play off one
another, but our relationship is
genuine whether we are on or
off the air. Our listeners
instinctively seem to know
that."

Strong enough for a man
Even though the show origi-
nates in Charlotte, N.C. and
doesn’t enjoy the auto-pilot
backing of a giant parent com-
pany, Bob & Sheri is syndicated
on 66 stations coast to coast
with more than a million lis-
teners tuning in each week.
The humor is edgy, but still can
play in virtually any market.

On the program’s chat room
segment, you are as likely to
hear men calling in as women.
"Even the guys who claim they
don't like Bob & Sheri tell me
what they heard while they
were listening,” said Steve
Nicholl, general manager of
Jacksonwville's WXGV.

Talkin’ bout an evolution
Audience Development Group
consults with more than 170
radio stations nationwide. One
of the firm’s specialties is craft-
ing female-driven program-
ming. Tim Moore, a managing
partner for ADG, says they
advise stations to focus on per-
sonality development as much
as music selection. He believes
Bob & Sheri’s success can be
attributed to two main factors.

"First, it is obvious that Bob
and Sheri have immense tal-
ent,” said Moore. "What truly
sets them apart, though, is
that they always seem to be
studying and learning. Their
show is consistent and it con-
tinues to evolve and improve.
That is a rarity in this business.”

Don’t try this at home
WQCY in Quingy, lil. has been
a Bob & Sheri affiliate since
1998. General Manager Mike
Moyers believes having a
national show that pulls in big
name interviews and in-studio
music acts is much more attrac-
tive than the average local
program. He also cites the
show's ability to consistently
relate to the audience. "They
are the real thing," said
Moyers. "Sheri says what she
thinks and, thankfully, she is
thinking the same thing a lot
of the women in the audience
are thinking. If a woman 21-44
can't relate to Sheri Lynch, she
should probably cut her Prozac
in half.”

Tina Edwards, general sales
manager at WWJM in Colum-
bus, Ohio agrees that the
team’s ability to connect with
the audience is what sets it
apart. "Other shows are too
busy setting up the bit," she

“If a woman 21 - 44 can't
relate to Sheri Lynch, she
should probably cut her

Prozac in half.”

said. "They seem so canned.
With Bob & Sheri, the listeners
see them as friends and family.
Our ratings have consistently
gone up and when the rest of
the market is talking about
your morning show, that just
can't be beat."

Follow the leader

Critics also recognize the show
as an industry leader. In 2002,
Bob & Sheri was nominated
for its third Marconi. The show
has received countless other
accolades. Earlier this year,
Sheri Lynch received a presti-
gious Gracie Allen Award from
American Women in Radio
and Television. The show also
was recognized internationally
by the New York Festival
Association as one of the best
syndicated humor programs in
radio.

Audiences are getting smarter
and competition is getting
stiffer. The radio industry is
slowly coming to realize that
the best way to keep your lis-
teners tuning in day after day
is to give them real content,
real talent and real women.
Bob & Sheri has set the stan-
dard for others to follow. The
only question now is whether
they can.

For more information on
Bob & Sheri, contact
Tony Garcia at
tony@bobandsheri.carm.

ADVERTISEMENT
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The Female Connection

Leeza Gibbons gives us the scoop

Leeza Gibbons, from television’s
Entertainment Tonight, crossed
over to radio for her Premiere
‘Radio-syndicated Hollywood
Confidential with relative ease
due to her high likeability factor.
Here, she gives us the scoop on

©how to make the female con-

nection.

R&R: What do you do to stay in tune with
what today’s adult women want?

LG: That's easy: I'm living their lives. As
women, we share many commonalities, but
the core of it all is, we're busy! | know that
women are overloaded. My job is to give
them the music they want to hear when
they want to hear it, because the right song
at the right time reafly can make a
difference in your day.| aim to keep them
in touch with entertainment. fashion and
trends, so | go to the premieres and do the
interviews that pay off with the best radio
moments.

R&R: How has your persondl life influenced
what you do on the air?

LG: | don’t think it's possible for our
personal lives not to influence our jobs and
careers.What we bring to work through
our life experiences and emotions is
meaningful. | have three kids, ranging from a
teenager to a preschooler. | am inundated
with music every day, from rap to Barney’s
greatest hits.Also, | look for opportunities
to tell stories that will enhance the lives of

Leeza Gibbons

“I CAN WALK INTO A
RESTAURANT, SEE A COUPLE
HAVING DINNER AND, WITHIN
TWO MINUTES, HAVE AN
ENTIRE SCENARIO PAINTED
IN MY MIND ABOUT THEIR
LIVES TOGETHER”

women and support them in their relation-
ships and family lives.

| wish corporate America could do more
of that. | try to tell stories of women

succeeding and making a difference in either
their own lives, the lives of their families or
in the world. Our “Straight From the Heart”
feature on Hollywood Confidential was
designed specifically as a place for women
to tell their stories, whether it's someone
dealing with an illness, patting someone on
the back, soliciting our help in congratulating
an individual or just requesting a song. | hear
all kinds of listener requests and concerns.
It's my favorite feature on the show.

R&R: You are one of the best examples of a
woman on the radio making an instant
connection with female listeners. What is your
secret?

LG: | hope the connection is based on
authenticity. Believe me, there’s not one
Leeza on the air and another one designed
for some other purpose. | genuinely love
radio. | truly listen to the songs we play.

R&R: How do your personal life experi-
ences influence your presentation and focus?

LG: | have a pretty basic philosophy
about being a woman: We want to know
where we're going. and we want to look
good when we get there. | try to keep that
in mind when | program my radio shows.
Much of my communication with an
audience is based on value. Every time |
communicate, | hope to make it worth their
while: to give them something to think
about, to cause them to see something
differently or simply to make them to smile.
In short,it’s all entertainment.

R&R: What advice do you have for other
female radio personalities who are striving for
your likeability factor and your ability to make a

WHAT THEY WANT!
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“I HAVE A PRETTY
BASIC PHILOSOPHY ABOUT
BEING A WOMAN: WE WANT

TO KNOW WHERE WE'RE
GOING, AND WE WANT TO
LOOK GOOD WHEN WE
GET THERE.”

connection with women?

LG: Regardiess of gender, the bottom
line for communicating on radio is to
respect the intimacy of the medium. Be real,
don’t overhype, and make sure that every
time you open your mouth, you have
something to say that is either memorable
or of value. That way you get Invited back
into the listener’s life the next time.

Women like personal stories. We llke
back stories and emotional hooks. | can
walk into a restaurant, see a couple having
dinner and, within two minutes, have an
entire scenario painted in my mind about
their lives together, the kind of house they
live in and what flowers they grow in their
garden. | try to give listeners personal
information on the artists who perform the
music they love,and | try to connect that
music in a way that is meaningful and
memorable and often tied to pop-culture
events that may hold significance.

By Bill Aydelott

One of the reasons Leeza Gibbons
works so well in a female-oriented
TV campaign is that she is percelved
as-a wonderful reflection of how
many of those in the target listening
audience would love to see them-
selves. She's beautiful, she's smart,
she's funny, she has a wonderful
family and an interesting, high-
visibility job, and yet she is eminently
approachable and very down-to-
earth. She also genuinely loves AC music and
appreciates what it brings to her own extremely
busy, often stressful day.

Spokesperson spots generally, by definition,
require a well-known celebrity, someone who
immediately gets your attention when they're
talking about your local station. Leeza is un-
questionably a blg-time celebrity, but one of the
most important elements of the commercials are
the B-roll “lifestyle” clips that intercut with her
in-studio close-ups.

Yes, she’s a Hollywood person, and, yes, she

Bill Aydelott

In addition to being a TV and radio star, Leeza Gibbons is also a star pitchwoman in tefevision
commercials for AC stations. | asked Bill Aydelott, who produced her spots for stations such as WPLJ/
| New York. why Gibbons works so well as a spokesperson. Here is what he had to say.

drives a nice luxury SUV, but we also
see that her days are often filled with a
lot of the same chores and commit-
ments that we all share — getting the
kids on their way in the morning,
dropping them at their various activities,
being interrupted by phone calls,
suffering through rush-hour traffic and
returning e-mail.

The women we re targeting with these
spots can identify with a lot of what
Leeza does in the course of her typical day. Of course,
not everybody can look like Leeza, but, believe me, if
we could perfect the technology, I'd love to be able
to include a guarantee in the TV commercial that "If
you listen to this station, you'll end up looking like
Leeza Gibbons.”

Genuine Enthusiasm

The other magical part of these spots is the
absolutely charming way that Leeza manages to
deliver the hard sell. For starters, we don't employ a
Teleprompter, and we don’t hand Leeza a script. She

TV Campaigns Targeted At Women

Observations and reflections on the Leeza campaign

memorizes nothing, and we improvise a lot.

However, we do make a point of talking with Leeza
at some length just prior to rolling film about the
unique nature of the particular station we're pro-
moting. The respective program directors, marketing
directors and GMs are often in attendance, and they're
able to offer her some firsthand input on exactly what
their station and their market is all about.

For her part, | have to say that Leeza quite clearly
loves (and is extremely knowledgeable about) radio.
She asks plenty of sharp questions and genuinely
wants to know and understand the exact nature of
the music mix and the station’s position in the market.

Virtually all of the programmers and management
personnel who've attended the shoots have been
thrilled by-the degree of interest and concern from
Leeza relative to their-particular marketing needs. She
just plain loves talking radio, and that is something
that, frankly, can't be faked. This genuine enthusiasm
translates to the screen and, even more importantly,
to the listener.

Let me hasten to add, however, that we are
extremely careful not to compromise the credibility
of the enterprise. We'd be making a huge mistake if
we put Leeza on camera saying anything like, “And
that's why | love listening to Star 101 or Lite Rock

107.9.0r 98.1 KUDL.” We were able to do that
once, with the first station, KBIG, because that
is, in fact, what she listens to. But the rest of the
world knows she lives in Los Angeles and can't
possibly be listening regularly to stations in
Kansas or Boston.

What she can do quite credibly, though, is talk
about the music itself {including specific groups
or artists), relate how important it is to her own
day, how it fits in at work, etc., and ultimately
end up envying the folks who get to hear this
particular station every day: “You are so lucky in
Denver that you've got KOS! 101! She can also
include many other specific things she's learned
about the station, and it's all delivered in the same
off-the-cuff, enthusiastic manner.

Running With It

I-mentioned earlier that we don't. use a Tele-
prompter, and the reason we don‘t is because
we want to take advantage of what Leeza does
best, and that's ad-libbing, improvising and
genuinely talking and “communicating,” if you
will, with the viewer. About the only off-camera
aid that's employed is a large handwritten cue

Continued on Page 49
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An Important Resource

Using research to make station style decisions

By Larry johnson

Knowing what women want and
then impiementing program-
ming that addresses those
desires can be a challenge.
Ultimately, an AC station must
be a ratings success. One must
consider both the starion’s
history and the market’s unique
competitive situation in imple-
menting programming target-
ing women. Research can serve
as a resource to complete the
loop between the perceived
wants of women and putting on
a successful AC station in your

market.

Adult Contemporary is one of the most
fascinating formats to research. This is
because the formar is always redefining what
comprises contemporary radio for aduits.
Programmers who have targeted an
audience such as 25-34, 30-44 or 35-54
must constantly adjust their music to appeal
to their audiences as new pecple grow into
their target demographics. Hence,AC is a
format that’s in constant flux.

Research As A Tool

Research is a tool to resolve many of the
important issues that a programmer faces in
creating a cohesive strategy to reach his
target audience. The key to a winning
strategy is identifying the styles of music
that best make up a station’s style coalition
and making sure that your station owns
those styles. For example, mainstream AC
stations may want pop rock as an important
part of their style categories, while others
may play classic hits material.

As is true of all formats targeted to
adults, much of your positioning strategy
revolves around idantifying when your
audience was in its formative vears,
musically. The musical imprint that most
radio listeners carry thraugh life is estab-
lished between the ages of |5 and 29. For
many people, music is imprintad during a
much narrower age range: {5-19.

Once the era of the music is established
to coincide with the target audience’s
musically formative years, a decision about
the amount of new music must be made.
Contemporary music includes currents. The
question is, how many?

Hot ACs place much more emphasis on
currents and recurrents. Many Hot ACs
won't touch '80s material, leaving this body
of music to mainstream and Soft ACs.
Mainstream ACs will integrate a percentage
of currents and recurrents. A pure Soft AC
may play only 12 or so current songs a year,
and it may play these “currents” seemingly
forever and only after they've been firmly
eswablished.

Whatever Soft ACs decide to play, each
selection must go through a soft filter.

Larry Johnson

AC IS ALWAYS REDEFINING
WHAT COMPRISES
CONTEMPORARY RADIO FOR

L ADULTS. i

Listeners use Soft ACs as part of their
environment. Soft ACs absolutely must
succeed in at-work liscening. Refaxation is
also an important usage for Soft AC, as is
lots of music.

Yet what listeners consider soft is also
changing. The “Lite Rock”™ moniker assumes
that rock is not only not a negative, but that
it connotes hipness. Lite Rock also makes
Classic Hits practitioners think twice about
positioning themselves as “Rock without the
edge”

AC Gets Hip

A few years ago a consuitant remarked
that AC seemed to have gotten hipper.
What that consultant defined as hip,
trendsetting music had worked its way into
the musical consciousness of the AC
generation. Songs that were cutting-edge
when they were first released had become
mainstream music as the years went by.

indeed, for listeners growing up from the
late 1950s on, when rock enveloped the
culture, rock is contemporary music for
adults. One AC PD, when | told him that
was doing an adult rock study, said,"Adult
rock is my territory. Adult rock is AC, not
Rock.” Indeed, the pop rock style is an
important part of most AC’s style arsenals.

Some of the most agonizing decisions
that station management have to make

revolve around when to pull the cultural
trigger on a format. For example, for a
number of years Soft ACs kept going to the
bank with a tried-and-true mix of artists.
Those programmers faced a day of reckon-
ing when they realized that their current
audience didn’t want the same diet of music
that had seen the station through so many
successful years.

Walking away from a formula that has
generated cash for so long and dealing with
cultural nuances is very unnerving, yet It's
necessary when the time comes. The best
strategy is to evolve slowly over time.

Crossroad Decisions

There are also crossroad decisions: Does
the station want to age with its audience or
keep its branding and commitment to a
target demographic? A Hot AC station
committed to targeting 25-34-year-olds is
atways in the process of reinventing itself.
Does that station’s competitive environment
allow it to consider aging with its audience
and pivoting into a more mainstream AC
formatic position?

Right now the four major AC styles are
Soft, mainstream, Hot and Pop/Alternative.
It’s interesting to note that R&R dropped its
Pop/Alternative chart when it became
evident that Pop/Alternative had become
part and parcel of today’s Hot AC sound.
Even the franchise AC categories are up for
redefinition from time to time.

This process of redefining what AC
formats do could be called “pivoting
forward.” Songs that defined “Modern AC”
now tend to be part of the Hot AC
repertoire. What was Hot AC has become
mainstream AC. What was mainstream AC
has become Soft AC. What was Soft AC has
been relegated to Nostalgia formats.
Pivoting forward seems to result from a
constantly changing pop culture.

Another important trend in defining
what women want is the blurring of the
distinction between Soft and mainstream
AC. Many programmers and trade articles
speak of the two styles of AC interchange-
ably. In many — but not all — of Paragon’s
AC studies, we've seen no statistica
difference between people in the Soft and
mainstream AC lifegroups.

Both, however, differ greatly from the
Hot AC and Pop/Alternative lifegroups. How
much they differ depends on the market and
the competitive history of the market. It's
important for stations to research thelr

Dave Reynolds, VP/Promotion, Universal
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markets in crder to have the knowledge to
address the factors that go into fine-tuning
their positioning and execution.

Style Issues

In workirg with clients, I've often
marveled at how AC programmers have to
constantly aiter their music strategy. How
much mainszream AC music should be in a
Hot AC’s mix? [s there such a thing as Hot
AC music, or is it a combination of pop/
alternative, edult