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COMMENTARY BY BRANM

VIAI

ock radio began 2004 with talk about the past and
ended the year with concern about what the future
holds amid new technologies and the impending loss of
its most popular morning man. In between, it lost a
handful of edgy jocks from the indecency fallout and several
heritage signals. The silver lining was that it was a better-than-
average year for music.

As the industry began its year-end break last December,
modern stations like KNDD (the End) Seattle and
KDLD/KDLE (Indie 103.1) Los Angeles were either signing
on or tweaking their formats to allow for more retro music.
While a handful of other stations adopted the “classic modern”
format, it didn’t quite reach the critical mass that some thought
it might. However, the current music that those stations and
other tastemaker outlets were playing spread 1o the rest of the
format and flavored its sound.

“In 2004, we saw that gold-based modern rock was a more
respectable niche than people could have anticipated, at least in
certain markets with the right history,” Edison Media Research
VP of music programming Sean Ross says. “That said, it was
still a niche at the end of the day. Going gold-based made sense
on a frequency that couldn’t do a 2.5 share with anything else,
or for a station that had no choice but to protect that part of its
constituency. But it hasn’t yet emerged as something that every
market needs. And while some records looked really good once
you let people hear them again, some had obviously come off
the radio for a reason.”

While Modest Mouse’s “Float On,” Franz Ferdinand’s
“Take Me Out” and the Killers' “Somebody Told Me” were
not among the top 10 most-spun records at the format, they
defined modern rock perhaps better than any other songs. All
three titles were initially owned by modern, had their own dis-
tinctive, retro-leaning sound (Talking Heads for Modest
Mouse, Blur/Pulp for Franz Ferdinand, Duran Duran for the
Killers) and, unlike some of the bands that got more airplay
than them, were actually cool. And the fact that the three songs
were palatable enough to garner limited top 40 airplay without
getting spun at other rock formats showed they were truly mass
appeal songs. When a character on TV’s “The OC” professing
love for Death Cab for Cutie is a catalyst for the band signing
to Atlantic, then vou know something’s going on.

Active and heritage rock also found its own retro music. Jet,
which references AC/DC, and Silvertide, which is indebted to
the Black Crowes, were contemporary, yet fit in effortlessly
alongside Aerosmith and Ozzy. And like modern, active was
able to find music to call its own. While songs by Killswitch
Engage, Shadows Fall and Lamb of God didn’t make a sizable
dent on the active charts, stations that did play them got the
same kind of cred from leather—clad headbangers as stations
that played Modest Mouse did from white-belted hipsters.
When radio is “cool” it remains relevant amid all the other
entertainment choices.

MAINSTREAM STILL KING

Yet despite the buzz these bands generated, mainstream rock
still reigned supreme. Linkin Park remained an unstoppable
force at modern and active, charting four singles from its soph-
omore album, “Meteora,” this year. Godsmack and Nickelback
continued to perform solidly as well.

“There have been some very strong mainstream acts, and you
have the return of the supergroup with Velvet Revolver,”
DeMers Programming president Alex DeMers says. “Some sta-
tions are experimenting with a gold and contemporary mixture
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that’s more akin to traditional AOR, which is kind of fascinating.”

Many stations still look for an overall mainstream sound. “The
swing of music to pop and hip-hop tends to leave a mainstream
modern like me with not a lot of places to go,” modern WEND
(the End) Charlotte, N.C., PD Jack Daniel says. “We have to con-
centrate on the tested hits and the new stuff you believe in.”

DeMers says, “I think that listeners like what they’re hear-
ing, but I just don’t sense the level of excitement. The last level
of excitement was the grunge explosion in the early "90s. That’s
a long time, and in the meantime, the world is hip-hop. Rap has
evolved into a mainstream sound that is affecting everything,
including rock. So you have an entire generation, and we'’re
moving into a second generation, of being brought up on a
non-rock core listening experience. That presents quite a chal-
lenge for rock programmers going forward.”

While some (including me) questioned the level of artist
development at rock, there were a few success stories.

Active and modern’s biggest success story is Three Days
Grace. The band’s “Just Like You” and “(I Hate) Everything
About You” finished in the top five songs of the year at both
formats. Jet and Shinedown were two other acts that came into
their own. When a label can work four singles from a band’s
debut album, like Atlantic did with both of these bands, it
bodes well for the longevity of the acts. And the fact that Three
Days Grace has been worked for nearly 16 months with three
singles, and Hollywood has worked Breaking Benjamin’s “So
Cold” for more than seven months and remains a top three
song at active, proves artist development is far from dead.

Active, viewed by some as a slower-moving format than
modern, had more new artists in its top 10 than modern or her-
itage. Three Days Grace, Velvet Revolver (technically a new
band, even though some of its members are familiar faces), Jet,
Shinedown and Crossfade were welcomed at the format.

There seems to be some cause for concern about heritage
rock. Clear Channel’s Hispanic broadcasting initiative took a
pair of longtime rock signals, KSJO San Jose, Calif., and KLOL
Houston, and converted them to Spanish-language stations.

“It was discouraging to see stations like KLOL and KSJO go
away toward year’s end,” Ross says. “The big question now is,
How many of those listeners are going to be repatriated by
other rock stations? One sign that top 40 was really in trouble
in the late *80s and early *90s was that when stations switched,
their audience didn’t show up at the other top 40—they went
to country, R&B or modern rock instead. The best-case sce-
nario here is that when there are only one or two rock stations
in a market, those stations do as well as country started to do
once there were only one or two stations in a market again.”

LISTENER DISTRACTIONS
The myriad entertainment choices available to listeners
remains a chief concern of radio.

“No one specific medium holds much attention of the audi-
ence in general,” modern KITS (Live 105) San Francisco PD
Sean Demery says. “If you're talking 18-24, then it’s panic on
the streets of London. This demo and the teens before them
spend more time creating their own communities on their dig-
ital phones than watching TV, MTV or whatever. [If] you just
got your rock video added to MTY, that’s great, [but] is anyone
watching MTV at 3:22 in the morning? Look to viral awareness
as our only chance to get the younger cells’ attention.”

DeMers says, “It’s encouraging that the modern and active
sides are starting to diverge a little bit. The challenge is that
this is happening at a time where the young drivers, the 18-24s,
also happen to be the new adopters of early technologies, like
the iPod, downloading and online radio. So it’s a challenge for
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DAND NEWS

these stations to get traction and re-attract a younger base while
there are so many other opportunities for folks to get music.”

PERSONALITIES NEED TO FIND PERSONALITY
Radio folks agree that one of the best ways to counterprogram
against the growing number of entertainment choices is using
compelling air talent.

“If they can get a jukebox on their iPod or satellite, you bet-
ter damn well give them something more,” Daniel says.

“We need to treat this like a political campaign and press the
flesh and kiss babies,” active KRZR Fresno, Calif., OM E.
Curtis Johnson says. “We still have the power to interact with
our listeners in person and one on one. Our technical—iPod,
streaming—and satellite competitors can’t do that.”

Demery says, “Programming has to start turning
jocks/announcers into entertaining, interesting, intriguing,
compelling artists. Being a D] is like being a pilot for an airline.
At one time, pilots were stars. Today, a pilot is one step up from
being a truck driver . . . Personalities are going to start having
[a personality] to survive the next road we’re about to travel.”

The indecency crusade was another issue rock programmers
singled out. The Federal Communications Commission “still
has two sets of rules, one for TV and one for radio,” Johnson

says. “Why can the average sitcom still make reference to things

Linkin Park

that the average morning guy will get fined for? In addition,
what’s out of bounds is still too vague.”

Casualties of the indecency issue include Bubba the Love
Sponge, the Regular Guys and, on six Clear Channel stations,
Howard Stern. Since many of the 40-plus stations on which
Stern remains are rock-oriented, the challenge will be finding
talent to replace him after he leaves terrestrial radio next
December (or possibly earlier). Infinity is undoubtedly work-
ing on a replacement, but that doesn’t mean Stern affiliates
aren’t weighing their options.

“There probably is no pandemic solution here, which means
we need to find a whole bunch of good morning shows,”
Demery says.

Satellite radio is excelling at finding unique personalities.
Stern won’t be there for a year, but Snoop Dogg, Eminem, Tom
Petty and the Radio Chick are already hosting channels or shows.
But it’s not all about star power. Listening to Sirius recently, I
heard a segment of relatively obscure artist MC Lars® weekl;
show (his “Signing Emo” is one of the funniest songs of the year).
Lars’ performance was below that of a college DJ, and he played
three consecutive versions of Europe’s “The Final Countdown.”
Despite how horrifying that sounds, I couldn’t stop listening.
This proves that either it doesn’t take much to entertain me or
there’s plenty of untapped talent who can create interesting, com-
pelling radio that goes beyond liner card reading. sce
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NO ONE NEEDS A MAP to determine the lay of the
land at top 40 radio in 2004: All roads lead to the house of Usher.
The one-man empire took “Yeah!” featuring Lil Jon and
Ludacris to the top of the year-end playlists at mainstream and
rhythmic top 40—a song that debuted at radio in the first week of
the year. He was the top artist at both formats, with four songs air-
ing on mainstream top 40 during 2004 and five hits at rhythmic.

At the latter format, Usher’s “Burn” came in at No. 6 and
“Confessions Part II” at No. 10, giving the singer/songwriter a
three-pack in the 2004 top 10. Additionally, “My Boo,” his
duet with Alicia Keys, ranked No. 24.

At mainstream top 40, “Burn” completed the survey year at No.
12, with “Confessions Part II” at No. 42 and “My Boo” at No. 54.

On The Billboard Hot 100, which tallies airplay at all for-
mats, Usher further demonstrated his domination: “Yeah!” and
“Burn” ended up as the No. 1 and No. 2 songs of 2004. It is the
first time in 40 years that one artist has owned the top two titles
of the year. In 1964, the Beatles were No. 1 and No. 2 with “I
Want to Hold Your Hand” and “She Loves You.”

By the time the chart year was over, Usher had held first
place on the Hot 100 for 27 weeks, longer than any other artist
in history. In addition, based on sales, his “Confessions” is the
No. 1 album of the year.

“Usher’s contributions brought a much-needed freshness to
the format,” notes Dana Cortez, APD of rhythmic top 40
KKSS Albuquerque, N.M. “The overall selection of music was
much stronger this year, t0o.”

Two breakout acts demonstrated equally formidable reach,
finishing in the top five at mainstream top 40 and adult top 40.
Hoobastank’s “The Reason” was No. 2 at both formats, while
Maroon5’s “This Love” topped adult top 40 and finished at
No. 3 for the year at mainstream top 40.

The latter group placed three songs at mainstream, making
it the runner-up artist of 2004, while it was the top act at adult
top 40, with two hits. At both formats, the group’s “She Will
Be Loved” made the year-end top 20 as well.

Hip-hop duo OutKast was the No. 2 act of the year at rhyth-
mic and No. 3 at mainstream top 40. Both formats gave massive
love to the ubiquitous anthem “Hey Ya!,” which took the No. 7
slot for 2004 at mainstream top 40 and No. 17 at rhythmic; and
“The Way You Move,” featuring Sleepy Brown, which was No.
5 at mainstream and No. 31 at rhythmic.

OutKast also scored the No. 2 album of 2004 with
“Speakerboxxx/The Love Below,” while the radio remix of
“Hey Ya!” earned No. 1 honors on Hot Digital Tracks, which
surveys legal downloads.

“It was all about Usher and OutKast this year,” offers Jayare
Johnson, PD/MD of rhythmic top 40 KBMB (103.5 the
Bomb) Sacramento, Calif. “They had huge impact, bridging
the gaps between rhythm/urban and pop and taking over the
charts. For most of the year, there were lots of no-brainers—
just a ton of big record possibilities.”

A pair of female bombshells also shared popularity between
mainstream and rhythmic top 40: Beyoncé was next in line,
scoring three hits at thythmic in 2004 and three at mainstream.
“Naughty Girl” was her top runner for the year, finishing in the
top 20 on both playlists. In addition to “My Boo” with Usher,

DECEMBER 17, 2004

z
£
~
)
w
I
O
E
2
i)
Q
&
B
I
=
(2
5
<
Z;
=
w
-
'
o
>
N
=
@
=)
Q
(8]
(2]
I
o
<
[+
S
=4
o
2c
o

NEXT PAGE TOP: WENDY LYNCH. BOTTOM: LAWRENCE.




Keys’ “If I Ain’t Got You” was a cross-format smash

Petey Pablo was also a star at rhythmic top 40, stalking the
No. 2 ani No. 3 slots in 2004, as a featured artist in Ciara’s
“Goodies” and with his own “Freek-a-Leek,” respectively.

Despitz top 40 mainstream’s continued reliance on R&B/
hip-hop, pop music did make its mark over the airwaves in
2004. Brimey Spears wrangled two songs into the year-end top
40: “Toxi=” at No. 10 and “Everytime” at No. 31. She capped
the year a5 the No. 4 artist at the format, followed at No. § by
Jessica Simpson, whose ballad “With You” hit No. 6 for the
year at mzinstream top 40. Sis Ashlee Simpson came in at No.
9 with the rock-lite “Pieces of Me.”

Fellow scen singer JoJo managed to take her R&B-flavored debut
“Leave (Get Out)” to No. 4 for the year at mainstream top 40.

“Top 4) has as much variety now as it has [had] in years. I
think it’s m a decent mode now with good music coming from
different genres,” says Rod Phillips, PD of mainstrean: top 40
WKSC Caicago. “It was a lot stronger in 2004 than it was last
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year, and we needed that in a big way.”

Adult top 40 played primarily to a different audience than its
mainstream and rhythmic sisters. However, in addition to
Maroon5 and Hoobastank.
grotind with mainstream radio acts Nickelsack (“Someday™), 3
Doors Down (“Here Without You™), Evanescence (“My
Immortal”) and No Doubt (“It’s My Life™), which all shared a
top 25 finish at both formats.

Matchbox Twenty also continued a bountiful run at adult
top 40 as the No. 5 act (behind Maroon5, 3 Doors Down,
Nickelback and Hoobastank), etching three hits in 2004,
including the No. 7 “Bright Lights” and No. 35 “Unwell.”

Other acts that scored multiple hits at tke format during the
year were Sarah McLachlan, Sheryl Crow, Five for Fighting,
Train, John Mayer and Dido.

Maroon5

the format did find common

eve

Additional reporting by Billboard’s Chart Beat columnist Fred
Bronson in Los Angeles.

top 10 hits for the year from the sister format.

Instead of such staple artists as Celine Dion, Josh Groban and Phil Collins leading the call, AC embraced the likes of Dido,
Sheryl Crow, Five for Fighting, Train and Matchbox Twenty.

This trend is keeping the format in pea< health, according -0 Bob Kaake, regional VP of programming for ACWLIT Chicago:
“It's artists like these that allowed AC to stay in touch with the whole 25-54 demo, not just the upper end”

But, he notes, "we had to hunt for the songs. Many of the hits that ended up topping mainstream AC were not originally
released to the format.”

Dide's “White Flag” was the No. 1 AC song for the year, p-opelling the Arista/RMG singer/songwriter to No. 1 artist at the
format. while Arista was the top imprint and RMG the top label.

The top five is fleshed out by Sheryl Crow’s “The First Cut ks the Deepest” (A&M/Interscope), Five for Fighting’s “100 Years”
{Aware/Columbia), Uncle Kracker Featuring Dobie Gray’s “Drit Away” {Lava)—which was also the No. 3 AC song of 2003—and
ShaniaTwain’s “Forever and for Always” (Mercury/IDJMG)—enother chart-topper from last year, when it finished at No. 10.

Notably, “Drift Away” continues its seemingly endless hoid on AC playlists, preparing to begin a third year on the chart.
By the turn of the calendar into 2005, the song will be approaching 100 weeks on the survey. The achievement is still shy of
the all-time record of 124 weeks on the AZ chart by Savage Garden’s 1999 hit ”| Knew | Loved You”

Likewise, hits by Michael McDonald, Dido, Crow and Matchbox Twenty also have logged more than one year on the chart,
illustrating AC programmers’ plodding tu-nover rate for new music.

McDonald and Seal charted with the most hits during the year, with three each. McDonald’s best showing was the No. 7
“Ain't No Mountain High Enough” (Motown/UMRG), while Seal's “Love’s Divine” (Warner Bros.) finished at No. 11.

Behind Dido, Twain was the No. 2 artist and No. 2 female at AC—improving her showing as the No. 6 artist at the format
in 2003. Her "It Only Hurts When |’'m Breathing” also finishec the year in the top 30.

Technically, Five for Fighting’'s John Ondrasik was the top male artist, though Groban is the highest-listed solo male artist.
His “You Raise Me Up” i143/Reprise) is No. 10 for 2004 and “Iemember When It Rained” is No. 33.

Country artists made inroads at the format as well. Aside from Twain's usual showing at AC, Martina McBride scored with
“This One’s for the Girls” (RCA Nashville} at No. 6 for the year, Keith Urban placed "You’ll Think of Me” (Capitol) at No. 23
and Tim McGraw’s “Tiny Dancer” (Curb) ranked at No. 38. Wynonna’s cover of Foreigner’s | Want to Know What Love Is”
{Curb) finished at No. 36.

On the other side of the spectrum, R&B singer Alicia Keys garnered enough AC play to slip in her “If | Ain't Got You"
(J/RMG?} at No. 40 in 2004,

Rock act Evanescence found its place on the AC dial with a version of its nu-metal ballad “My Immortal” {Wind-up) that
strippec down the guitars. It settled in at No. 29.

Retro also set a bit of a trend at AC in 2004, with reappearaices from Simply Red—thanks to its remake of “You Make Me
Feel Brand New"” (simplyred.com/Red Ink: at No. 21—and S3als & Crofts, whose Gap commercial remake of its 1972 hit
“Summaear Breeze” (Warner Bros.) hit No. Z6.

AC stalwarts Dion and Collins did manage to make their anqual appearances on the year-end AC chart. Collins—the No. 1
AC artist of 2003—sees his “Look Through My Eyes” (Walt Disney/Hollywood) reach No. 20 for the year, while Dion—the No.
2 AC artist of last year— peaked at No. 31 ‘with “You and |”

Rounding out the top AC imprints after Arista are Columbia, Mercury, A&M and Aware, while the top AC labels behind RMG
are Columbia, IDJMG, Interscope and UMRG. —Chuck Taylor

1ERE'S MucH MORE AT » WWW. BillboardRadioMonitor.com
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TODAY’'S RADIO MANTRA is “It’s all about the con-
tent,” especially in the context of finding and holding onto
compelling radio personalities. Perhaps that mantra should be
changed somewhat as we head into 2005 to read “It’s all about
producing compelling content.”

That is what radio executives and consultants say about
news and news/talk in 2005. These insiders also caution
against relying too heavily on syndication at the expense of
compelling, locally targeted programming.

LETTING LOCAL TALENT GROW
Rush Limbaugh got his first real break in radio in 1984, when he
was brought in as a talk show host on KFBK Sacramento, Calif.
Limbaugh’s career before KFBK was somewhat spotty, but con.
sultant Bruce Marr took a chance and brought Limbaugh out to the
AM. From the start, Limbaugh was controversial, but, as Marr put
it, “Whether you liked him or not, you couldn’t not listen to him.”
Marr, whose career includes periods with Westinghouse’s
Group W when it was a powerhouse in the early days of N/T, is
also a former news and program director for KABC Los Angeles.
Marr gives a lot of credit to KFBK management for sticking
with Limbaugh. “Rush, of course, got a lot of complaints, but the
manager was smart enough to say, ‘Yeah, but he’s compelling,” and
| just let it grow,” Marr says. “The show grew into huge shares.”
The same sort of faith and patience was bestowed by Mel
Karmazin on Howard Stern. And, as with Limbaugh, that paid
off in high ratings, lucrative syndication and immense popular-
ity with listeners.
Marr sees plenty of new opportunities for N/T as the indus-
try heads into 2005.

Rush
Limbaugh

AN
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“Today, it’s my feeling that you can beat a Howard Stern or
a Michael Savage, or any of the people at that edge of edginess,
by just doing the antithesis of what they do,” Marr says.
“Doing crazy charity stuff. Make the listeners volunteer, make
them give money for a cause that you’ve selected. Make them
get involved in your radio station. And wherever you are, get
out and do things—stuff that makes the town sit up and take
notice and talk about your station.”

TOP 40 WITHOUT SONGS

Walter Sabo started Sabo Media in 1984 and currently consults
on Sirius Satellite Radio’s full roster of music, news and talk.
channels. Formerly director of ABC’s FM radio network,
responsible for programming and affiliate relations, Sabo’s
résumé also includes running NBC’s owned and operated FMs.

Additionally, Sabo conceived and launched the very success-
ful WKXW (New Jersey 101.5) Trenton, N ], in 1990.

“All I have done is taken what I know about successful music
programming and applied it to talk,” Sabo says of the continu-
ing strength of New Jersey 101.5. “That’s because it is not a
talk station. It’s what radio is supposed to do. It’s the Jersey sta-
tion. And 24 hours, seven days a week, it’s about New Jersey.

“Jersey [101.5] is a top 40 station that doesn’t play songs,”
he continues. “It has reverb. It has playlists of topics that are
tight as a drum.”

WKXW’s target listener is a 38-year-old woman, and as far as
Sabo is concerned, the future of talk radio is in targeting women.
“The richest person in the entertainment industry is not [Clear
Channel chairman] Lowry Mays,” he says. “It’s a woman who
does a talk show for women.”

Aside from this reference to Oprah Winfrey, Sabo points to
the full retinue of daytime TV talk show hosts. “Hello!” he
exclaims, “the money is in daytime talk shows.”

What'’s true about talk TV, he maintains, should be true for
talk radio. “It’s like the treasure under the Sphinx,” Sabo says.

DAILY CHOICES

Targeting women isn’t the only key to success for N/T. Although
many experts emphasize a focus on local issues, the most impor-
tant factor is the strength of the programming. “It is a daily choice
among listeners in any given city as to who is serving them best,”
Sabo says, “and that can change in a day.”

National personalities like Limbaugh, Paul Harvey and
Stern aside, the question becomes, what do people want to con-
sume locally?

Stripped of talk programming and sports broadcasts, all-news
radio boils down to a 30-minute wheel that generates the same
programming every hour of every day. And the fundamental
strength for all-news is in its connection with the local commu-
nity and the ability to deliver locally important information.

In its purest form, the all-news hot clock was invented and
perfected at New York’s WINS, with its trademark slogan,
“Give us 22 minutes, we'll give you the world.” That concept is
where all-news began, and that’s really where it is now.

As former WINS VP/GM and longtime Group W exec John
Waugaman tells it, a major event in the development of WINS
was the November 1965 blackout that affected New York and
much of the Northeast. “That’s really where WINS got off to
such a quick start,” Waugaman says of what had until then been
a top 40 music station. “Because everybody was without power,
they were tuning around with their battery-operated radios.”

Waugaman, who also worked at Group W’s other all-news
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outlets, KYW in Philadelphia and KFWB in Los Angeles, ran
WINS from 1981 to 1986.

“I think all-news, to be what it has to be, and its reason for
success—and the reason that the few stations that are still
doing it are successful and will be successful, despite satellite
and whatever—is that you know exactly what you’re going to
get when you go there,” he says.

That programming consistency is essential, Waugaman says.
“The format can only survive as a pure news entity, and very
few are willing to do that. All-news’ world is competitive with
Fox, CNN, MSNBC and whatever, and the reason they will
continue to exist, despite whatever the satellite radio thing
becomes, is because you can get local news, traffic and weather
at specific times. You know exactly what you’re going to get
when you turn it on, which is the reason it succeeds and the
reason it can survive.”

NEWS/TALK 2005: BETTER THAN EVER
Holland Cooke, a consultant for McVay Media specializing in
talk-radio programming, was for seven years OM for all-news
WTOP-AM Washington, D.C.

“The state of news/talk radio is a lot better than it has been for
quite a while,” he says. “It always will be [good] because spoken-
word formats are less interrupted by spots. The qualitative data
for news/talk listeners is as good as for classical-music listeners,
and news/talk is still the most sales-friendly format. Satellite
radio is only a threat to those stations that don’t smell the coffee
and don’t deliver local news from a local news staff. Any station
that’s willing to invest in local content is going to win.”

TRENDS TO WATCH
Two trends to watch with this format:

* TV stations buying radio stations in their home market and
using their TV news staff to deliver local radio news. That’s hap-
pening now in several smaller markets. In Saginaw-Bay City,
Mich., Meredith Broadcasting’s AM station changed to its TV sta-
tion’s call letters, WNEM, and is known as “TV5 on the Radio.”

* Increased competition for listeners delivered through the
Internet to such mobile devices as cell phones, PDAs and, most
likely, iPods. This new competitive landscape will require sta-
tions to “redirect” their feeds through an inexpensive pipeline,
namely the Internet. Earlier this month, New York’s WCBS-
AM, became Infinity’s first all-news radio station to stream its
feed over the Internet.

CBS News VP of radio Harvey Nagler views his organiza-
tion’s biggest accomplishments in terms of the major events it
covered in 2004: the war in Iraq and the presidential elections.

“What drives the engine of the news train is reporting,”
Nagler says. “We feel we’re supplying the best product that our
affiliates can get, whether it’s from our regular newscasts, or by
posting a full-time radio reporter to cover the war in Iraq, or by
creating daily 45-second special features on the elections, or
creating special one-on-one interviews.”

Nagler also has his eye on putting more of CBS’ newsfeeds
on Web sites for affiliate access. Such a move eliminates satel-
lite download schedules and allows individual on-demand
access. “Sure, we're making changes in delivery methods,”
Nagler says. “But at the end of the day, it’s the words that we
deliver that matter most.” oce
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he vear began with the Super Bowl! halftime show
fiasco, and ended with aftershocks from Howard

Stern flipping his detractors the bird and taunting the
Federal Communications Commission with a just-
try-and-get-me-now move to satellite radio.

Between those two seismic events, the FCC wrote a record
number of indecency fines, responding to an avalanche of com-
plaints carefully orchestrated by conservative zealots and elec-
tion year political pressure. There were widespread results
from the government crackdown:

Judy Ellis

+» Top-rated personalities were fired.

+ Zero tolerance edicts were issued.

* On-air delays and indecency tutorials became comrionplace.

« Warhorses like Pink Floyd’s “Money,” Nine Inch Nails’
“Closer” and the Steve Miller Band’s “Money” were edited or
vanked off the air.

+ Talent clammed up.

“They feel that any slip of the tongue could cost them their
job,” talent agent Bob Eatman said, reflecting on 2004’s icy cli-
mate. The air got even chillier this year when the FCCproposed
a new rule that would require all radio and TV stations to record
and retain for 60-90 days tapes of evervthing they broadcast.

Not everyone agreed that the stepped-up enforcement had a
chilling effect. “Any edgy air talent has had to take a second look
at what they're doing,” Cox Radio CEO Bob Neil told Brllboard
Radio Monitor. “Good air talent is able to adjust to that, they're
able to adjust their humor accordingly because at the end of the
day, what you really want and what they're trying to do is be
funny. Perhaps some air talent got into a crutch by saying the
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HE INDECENCY CRACKDOWN CAME QUICKLY,
HE ECONOMIC RECOVERY DIDN'T. HISPANIC
RADIO EXPLODED, AND HOWARD STERN SAID HE

crudest thing they could think of and getting away with it. If any-
thing, I think it is going to force them to be a little more creative.”

However, Neil acknowledged, “The bar continues to move
with the FCC . . . [and] that makes it—generously, I guess you
could say—confusing for people.”

Speaking at the National Assn. of Broadcasters Radio Show
in October, Citadel COO Judy Ellis said the crackdown threat-
ens free speech and implored the industry to come together and
fight. Unity on that point was difficult to achieve.

YEAR OF THE 'CONSENT DECREE"’

Wanting to avoid a costly, protracted legal battle, the industry
instead chose to simply pay up and implement companywide
compliance plans. Taking their cue from Mel Karmazin, who,
as Infinity chief, signed a $1.7 million consent decree with the
FCC in 1996, three companies forged similar settlements this
vear: Clear Channel ($1.75 million), Emmis ($300,000) and
Viacom ($3.5 miilion).

Asked why Emmis, which specializes in edgy young-end for-
mats, would pay rather than fight, CEO Jeff Smulyan said: “Part
of me believes we probably ought to adjudicate what the standards
are. But it’s very hard to take that burden and place it on your peo-
ple and shareholders when you’re a smaller company. It’s a very
interesting First Amendment question that all of us wrestle with.
On the other hand, you have an obligation to your employees and
shareholders to do what might be the
most prudent thing.”

With much of its radio franchise
built around Stern, many expected
Infinity to ultimately fight the good
fight and mount a court challenge to
indecency rules long derided as vague
and even unconstitutional. Signed after
Stern’s blockbuster Sirius announce-
ment, Viacom’s consent decree dashed
that hope, though the company is fight-
ing the FCC over the Super Bowl fine.

Democratic Commissioner Jonathan
Adelstein insists the FCC wasn’t trying
to drive Stern and others off the air; it
was just enforcing the indecency law as
Congress spelled it out.

“I don’t think it’s a necessary out-
come that good content is driven away
from the radio,” Adelstein told
Monitor. “It’s possible to be proactive

al®]04,

and interesting and not cross the bounds of indecency.”

J

Still, some suggested that the government’s clean-up-the-
airwaves campaign was, in fact, driving popular talent to satel-
lite radio. “There is a big disadvantage to having restrictions on
radio and not satellite,” Eatman said. “You're going to see a
flight ... of [talent] to satellite radio. Free speech will be a
province of people who can afford satellite radio. It will put ter- |
restrial radio at a disadvantage.”

‘KICK IN THE CHIN’

“We got a kick in the chin,” Entercom president/CEQO David
Field said of Stern’s satellite migration, shortly after the news
reverberated through the NAB convention. “But people are
exaggerating the significance of the move.”

When Johnny Carson left “The Tonight Show” and when
NBC lost the NFL, it wasn’t curtains for either entity, Field
said. Emmis’ Smulyan reminded Radio Show attendees that
pundits have sounded the death knell for radio before. “Now
it’s Howard Stern who will be the death knell,” Smulyan said.
“I wish him well but I’ll take my chances.”

“It’s not like Howard Stern is the national spokesman for
radio and his going to Sirius is going to move every listener to
satellite radio,” Regent Communications chairman/CEO Terry
Jacobs told Menitor. “It’s going to be a very small percentage of
people that will be willing to pay to listen to him. Is he going to
have an audience? Yeah. Is it going to destroy radio? No.”

Stern’s exit, whenever it comes, creates an opportunity for
other talent to advance, both local and syndicated. Mancow
Muller, Bob & Tom and Lex & Terry are waiting in the wings. But
it could just as easily open a door to renewed emphasis on local tal-
ent development. “It’s going to force terrestrial radio to find and
develop talent in a big way,” Pollack Media Group chairman Jeff
Pollack said. “Everything from voice-tracking to syndicated shows
has impeded the progress of finding new talent.”

For Jacobs Media president Fred Jacobs, Stern’s defection
underscored the importance of local radio actually being local.
“This is a clarion cali to the rock radio industry to refocus on
being solid in local markets,” he said. “That’s the strength of
radio, its ability to reflect the local vibe, and this could be the
catalyst to get stations moving along those lines.”

Connecting the dots between the growth of TV in the ’50s
and satellite radio today, DeMers Programming president Alex
DeMers said: “Each emerging technology needs ‘stars’ to move
from being an early-adopter curiosity to mainstream media. If
you look back a few decades, no one was buying TVs until
‘Uncle Miltie’ [Milton Berle] came along ... Although the
Howard move puts satellite radio on the
map, I don’t think the Chicken Littles of
our industry are doing anyone any favors.
While the future will undoubtedlv be dif-
ferent, there is tremendous demand for

Jonathan
Adelstein

innovative programming and stellar talent
on terrestrial radio: the need is certainly
greater than ever.”

RADIO GOES ON ATKINS DIET
Arguing that advertisers are tired of being
7th, 8th or 9th in a spot break, Clear
Channel announced in July that it would
significantly reduce the number of minutes
per hour devoted to commercials and pro-
mos on all of its stations. In an interview,
radio division CEO John Hogan told
Monitor that advertisers “recognize that the
radio industry had a real issue, that we had
past the point of appropriateness of com-
mercial clutter . . . They had real concerns
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about how it affected listeners and, more importantly, the envi-

ronment for their message and the effectiveness of their ads.”

Rather than running fewer commercials, the company
iitends to reduce clutter by transitioning advertisers from 60-
second to 30-second spots.

The company’s “Less Is More” campaign also involves an
expanded creative services group, lead by senior VP Jim Cook,
to improve commercial quality.

Entercom, Emmis and Radio One lauded CC for the move.
Citadel’s Ellis called it “one of the most positive things in our
industry in a long time.”

Other companies claimed they never let their spotloads get out
of hand. And independent owner Jerry Lee argued that it>s unclear
whether “the audience perceives 60-second spots as less desirable
than 30s,” or whether “30s will be as effective as a 60.” Before mak-
ing the transition, Lee proposed the industry research the issue.

Meeting with Hogan on Nov. 9, the local TV/radio committee
of the Advertising Agencies of America Assn. voiced “three major
concerns” about the clutter reduction program. Specifically, the
association cited a lack of research, accountability and spot-length
restrictions on first pod position commercials as issues that
“should be addressed and resolved in the immediate future.”

For some, 2004’s debate about spotloads was much ado about
nothing. “It is something we must always be conscious of but
it’s something that most of the good companies have paid close
attention to because we do not want to harm our listener base,”
Regent Communications president/COO Bill Stakelin told
Monitor. “We don’t see it as ever being a problem inside Regent
because we control it very tightly . . . Research has established
what an audience tolerance is, and that’s different for a young
rock listener than an older country listener.”

HISPANIC RADIO EXPLODES
The hottest business news in radio this year wasn’t Howard
Stern or satellite. It was Hispanic radio. While most of the
industry was flat, Spanish-language stations posted double-
digit growth, with revenue that has risen to roughly $800 mil-
lion. While general market radio attracts only 8% of the total
media advertising pie, Spanish radio grabs 23% of Hispanic
media dollars. Hispanic radio listening is up 37% over the past
six years and the number of stations has grown from 302 in
1998 to 598 in 2003.

That is why, in the fall, Clear Channel and Infinity unveiled
. plans to tap into a market in which such specialists as Spanish
Broadcasting System, Univision and Entravision were already
dominant players. With fewer than 20 of its 1,200 stations pro-

DECEMBER 17, 2004

} SATELLITE RADIO

.‘b'tusi

ey )

-

-

gramming a Hispanic format, Clear Channel recruited
Spanish-language radio veteran Alfredo Alonso from Mega
Communications in September as its senior VP of Hispanic
radio. The company’s plan is to convert 20-25 stations to vari-
ous Hispanic formats during the next 12 to 18 months.

First to flip in September was the WWVA/WVWA-FM
simulcast in Atlanta. Heritage rock stations in San Jose, Calif,,
and Houston were subsequently flipped, with KLLOL Houston
becoming the show horse for CC’s new “hurban top 40” for-
mat, which targets young Latinos with a bilingual mix of hip-
hop, reggaeton and pop/dance music.

Speaking at the Merrill Lynch Media and Entertainment
Conference in late September, Viacom co-president Les
Moonves told investors that Infinity was eyeing an expansion in
the Hispanic market as well.

Less than a week later, a strategic partnership was unveiled that
gave Infinity a 10% ownership stake in SBS and put “La Raza”
where AC KBAA-FM San Francisco used to be. The Infinity sta-
tion was merged into SBS. The deal also called for Infinity to
receive warrants that will allow it to increase its equity stake in SBS
by roughly another 5%. Additionally, SBS struck a cross-
promotional deal with CBS and Viacom Outdoor where the three
units will work together to market their properties.

REASON TO BE CHEERFUL: HD RADIO
The radio industry took giant steps toward its digital future this
summer. Culminating 10 years of technology, investment and pol-
itics, three of its biggest owners began three-year high-definition
radio rollouts. Clear Channel plans to convert 1,000 of its 1,200
stations to HD within three years, while third-ranked Cox Radio
and fourth-place Entercom promised 80% of their stations would
be digital within four years. And in the first of a series of grants,
the Corporation for Public Broadcasting funded digital transmis-
sion equipment for 76 of the 800 public radio stations it supports.
“The world is going digital and the industry has to be more
aggressive [in this area],” Emmis’ Smulyan said. Indeed, terres-
trial has many miles to go before it catches up with satellite in
the digital age. In September, just 376 of the country’s 12,000
radio stations had licensed IBOC technology, and only 130 were
beaming a digital signal. Receivers are scarce, available, for now;

only as after-market automobile units from specialty stores like
Crutchfield, Car Toys, Good Guys and Ultimate Electronics.
Still, Greater Media president/COO Peter Smyth declared in
October that HD “will lead to the renaissance of radio this decade.”
And NAB president/ CEO Eddie Fritts said the technology “offers
untold new revenue opportunities.” Asked how stations will ulti-
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mately capitalize on HD’s datacasting ability, Chad Steelburg of
dMarc Broadcasting said, “It’s like the Wild West right now.”

Beyond displaying artist names, song titles, traffic, weather
and sports scores, Hogan said Clear Channel is exploring “all
opportunities,” including interfacing IBOC with the Global
Positioning System to sell targeted ad campaigns to clients
based on the ZIP code the listener is in at the moment.

“All of the receivers will be addressable and so we’ll have the
opportunity to send messages geographically, and to send dif-
ferent messages to different demographic groups,” Hogan said.
“The targetability, which has always been one of radio’s
strengths, gets even more exciting and more enhanced as we
move in to the digital world.”

TURN THE BEAT AROUND

Radio realized it had a serious PR problem in 2004. The rising
tide of bad press reached a crescendo in August when Rolling
Stone published a scathing indictment of Clear Channel,
prompting an open-letter response from president/ CEO Mark
Mays. August also brought an unflattering piece from Barron’s
called “Losing the Signal.”

While the press took radio to task for a myriad of problems,
both real and imagined, it swooned over satellite radio. To
counter, the NAB is preparing a major PR effort designed to
improve the perception of radio. In early September, it began
publishing Radio Rave, a newsletter with positive stories about
radio sent to 9,400 people, inciuding group execs, PDs, ad
agencies, financial analysts and reporters.

As the drama wound down, Bob Coen, the respected VP of
forecasting for Universal McCann, delivered his ad revenue
predicitons for 2005. Coen forecast 5.0% growth for local radio
(to $16.3 billion in *05) and 5.2% growth for national spot rev-
enue (to $4.7 billion). This year, by comparison, local grew 4%
and national was up a slimmer 2%.

“Radio as a whole, while we talk about it being slower, it’s cer-
tainly slower in context of the late 1990s,” Cox’s Neil reflected.
“But virtually all of the public radio companies since 2000, even
in the face of the recession, in the face of the 9-11 attacks, in the
face of two wars, all of the companies have continued to produce
increasing amounts of free cash flow. Sometimes that’s ignored.
We live in a world where people like to emphasize bad news
more than they emphasize good news.” ooe

Additional reporting by Phyllis Stark in Nashville, Tony
Sanders 1n Washington, D.C., and Chuck Taylor and Bram
Teitelman in New York.
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espite coming off a year where hip-hop dominated

much of the radio landscape, 2004 struck a balance

between the sibling and sometimes overlapping for-

mats of R&B and hip-hop. Unlike 2003, when only
three R&B titles ranked within the top 10 of the year-end tally,
the playing field leveled this year to allow an even split of R&B
and rap records in the upper portion of the chart.

Not surprisingly, Usher led the pack as the top artist at
R&B/hip-hop with the No. | song, “Yeah!” featuring Lil Jon
and Ludacris. The track spent eight weeks in the top position
during its chart run. Likewise, the song finishes the year as the
top single at mainstream and rhythmic top 40. Usher followed
that success with the No. 3 song of 2004, “Burn,”
five weeks at the summit, and the No. 8 title “Confessions Part
I1.” He spent another three weeks at No. | with his duet with
Alicia Keys, “My Boo,” which ranks at No. 33

In all, Usher spent 17 weeks in 2004 atop the R&B/hip-hop
chart. Rounding out his chart appearances is a collaboration on
Lil Jon’s “Lovers and Friends” with Ludacris. Usher now holds
the distinction of being the only artist to win the top R&B/hip-
hop artist honor twice (he also held the title in 1998).

On the adult R&B survey, “Burn” comes in at No. 17, “Con-
fessions Part II"” at No. 66 and “My Boo” at No. 82, giving Usher
the No. 13 slot on the format’s artist tally.

which spent

Keys garnered more love at the two formats, nabbing top artist
honors at adult R&B and the runner-up spot at R&B/hip-hop.
She finishes 2004 with three titles in the top 20 at both formats,
and “If T Ain’t Got You” inside the top five. The track spent 10
weeks atop the adult R&B chart, setting a new format detection
record when it registered 1,478 spins during a seven-day period.
Also ruling for 10 weeks was “You Don’t Know My Name,”
which topped the R&B/hip-hop list for five weeks. Between the
two formats, Keys counts 35 chart-topping weeks for the year.

However, she concedes the adult R&B record of the year prize to
labelmate Luther Vandross’ “Think About You.” A longtime sta-
ple of adult R&B, Vandross earned the No. 1 honor three years ago

Lil Jon & the
East Side Boyz
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with “Take You Out” and top artist desig-
nations in 1997 and 2002.

This was also the year adult R&B radio
ndulged in new offerings from several
veteran artists who had been long absent,
including Teena Marie (No. 4 artist of the
year), Prince (No. 6), Patti LaBelle (No.
9) and Anita Baker (No. 10).

There were noticeably fewer new
artists broken compared with last year,
which heralded the arrival of Heather
Headley, Anthony Hamilton, Vivian
Green, Kem, Ruben Studdard, Goapele,
Rhian Benson, Floetry, Javier, Dwele and
Kindred the Family Soul. This year’s
adult R&B chart bows included Van
Hunt, Joss Stone, Lashelle Griffin and
“American Idol” contestants Fantasia
and Tamyra Gray.

On the rap front, “Slow Motion”
Juvenile Featuring Soulja Slim takes
home the gold, while “Freek-a-leek” by
Petey Pablo gets the silver medal and
“Tipsy” by J-Kwon takes the bronze.
Terror Squad’s “Lean Back,” the run
ner-up song at R&B/hip-hop, is No. 4.

Interestingly, neither Kanye West and
Lil Jon—the two most ubiquitous rap
artists of 2004—made the top 10 with
their own tracks, although West has three
songs in the top 20. Their guest stints on
Twista’s “Slow Jamz™ and Ying Yang
Twins’ “Salt Shaker;” respectively, grant
them access to the chart. During the
course of the year, West made eight
appearances on the rap chart while Lil Jon
appeared on 11 tracks.

But Lil Jon gets extra credit for con

Luther Vandross

o
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tinuing to cross crunk music to the mainstream. From 2003
carryover “Get Low” to this year’s chart climber “Lovers and
Friends” featuring Usher and Ludacris, crunk reached a wider
audience. “It was a great year for the format,” says Ron “Sugar
Bear” Williams, PD of R&B/hip-hop WAJZ Albany, N.Y.
“Hip-hop is alive and well, and props go to them Southern cats
because they crunked it all the way to the bank.”

West, who was nominated for 10 Grammy Awards for his
debut, “The College Dropout,” is the No. | rap artist of the year.
Labelmates Jay-Z and Ludacris also make the top five, propelling
Def Jam to the No. 1 rap label; it reclaims the position the label
held for four years before Interscope took the prize in 2003.

Regardless of whether the format was R&B/hip-hop, adult
R&B or rap, the year was characterized by an influx of independ-
ent artists. Tosha Love, APD/MD at WVEE Atlanta, says that
“2004 was definitely the year of the independents. There were so
many independent artists from Atlanta alone that had great sin.
gles, which led them to getting signed by major labels. These sin
gles were played first and became hit records for our station, so it
is great to see them make it—artists like Jarvis, Trillville, Lil
Scrappy and Crime Mob just to name a few.” °
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THERE WERE TWO GREAT PIECES of news for the
country format in an exclusive year-end radio poli conducted by
Billboard Radio Monitor.

First, 100% of the country programmers and music direc- |

tors polled agreed with the statement “The country format is
on the rebound.”

Second, asked if radio is in better or worse shape than it was
a year ago, 65.7% of the respondents said it is better. Only
11.4% believe radio is worse off. The balance (22.9%) think the

industry is in about the same place as it was at the end of 2003. l

The survey also touched on all the hot-button issues of the

: COUNTRY RADIO SURVEY

1-6 scale, with 5 being the highest
level of concern:

Q: How concerned are you about the
potential threat satellite radio
poses to broadcast radio?

1) 2.9% 4) 23.5%
2) 20.6% 5) 8.8%
3) 44.1%

Q: How concerned were you about
satellite radio last year before
Howard Stern and others
announced their moves?

1) 17.6% 4) 2.9%
2) 35.3% 5) 2.9%
3) 41.2%
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year, including paid spins, independent promotion, spotloads

and the move by some labels to phase out physical singles in
favor of digital delivery.

On the issue of paid spins, a whopping 91.1% of respondents
disagreed with the statement “Paid spins are a fair way for
labels to move their singles up the charts.”

One PD says, “It’s a horribie idea.”

Another says, “It’s not fair, but it should still be legal. We do
not want the government to legislate spins and the charts.”

Asked for their opinion about the statement “Broadcast
groups should be legally selling spins in nights and overnights
to labels to boost stations’ revenue,” the overwhelming major-
ity (82.4%) disagreed, but a surprising 17.6% agreed. That’s a
much higher acceptance rate than when the issue came to a
head over the summer and Monitor first took programmers’
temperature on the practice.

One PD who agreed with the statement qualified his answer.
“Radio should be allowed to sell these,” he says, “but I don’t
like this way of manipulating the charts.”

Another major-market PD says, “It has always been legal.
There is no restriction here.”

Another PD approves of the practice “as long as it’s fully
disclosed.”

One music director who disagrees with the statement about
radio selling paid spins says, “The process undermines the
credibility of the charts.”

Programmers were also asked to evaluate a third statement
on the topic: “Paid spins were the most disturbing new devel-
opment of 2004.” On that point, 58.8% agreed, but many of
those who disagreed noted that it was only because they do not
consider the practice “new.”

Agree or disagree questions:

WEIGHING IN ON INDIE PROMOTION
Monitor also asked a series of questions about independent pro-
motion. The majority (64.7%) of programmers agreed with the
statement “The ban on independent promotion by some
groups such as Clear Channel, Infinity and Entercom will ben-
efit the radio industry.”

Asked if the practice of independent promotion is on the
way out, 58.8% said yes. One PD says, “It should be.”

But respondents are sympathetic to some indies. Given the

statement “There are legitimate indie promoters who will be
hurt by the broadcast groups’ ban,” 88.2% agreed, just 5.9%
disagreed and the rest had no opinion.

Country programmers are also sympathetic to smaller labels
and those without in-house promotions staffs. Asked if it will be
harder for those labels to get their music played because of the
indie ban at some groups, 67.6% of the respondents agreed,
29.4% disagreed and the balance were undecided.

“If it’s good, it will be played,” one music director says.

less of label status.”

One PD thinks the hardship on smaller labels will only be
temporary. “Smart people make careful exceptions to general
rules,” he says.

DIGITAL DELIVERY STILL A CONCERN

On the topic of how they’re getting their music from labels,
76.5% of the programmers surveyed agreed with the statement
“I prefer getting singles in the mail over digital delivery.”

“It increases the workload by making the process more time-
consuming,” one music director says of digital delivery.
A medium-market PD says, “If I can’t get my hands on it, I

Another PD agrees: “The great songs will be heard regard- '

Q: Radio should be legally selling paid spins to labels to boost stations' revenue.

Agree: 17.6% Disagree: 82.4%

Q: Paid spins are a fair way for labels to move their singles up the charts.

Agree: 8.8% Disagree: 91.1%

Q: Clear Channel’s move to reduce advertising clutter will benefit the entire industry.

Agree: 64.7% Disagree: 35.3%

Q:The ban on independent promotion by some radio groups will benefit the

radio industry.

Agree: 64.7% Disagree: 32.4%

N/A: 2.9%

Q: | prefer getting singles in the mail from labels over digital delivery.

Agree: 76.5% Disagree: 20.6%

N/A: 2.9%
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guess it won’t get plaved.”

“I like the idea, but not everyone is ready for full digital roll-
out,” another says.

Programmers were also asked to rate their level of concern
about labels no longer mailing singles to radio in favo- of digi-
tal delivery. Responses to this question were all over the board.
On a 1 to 5 scale in which 1 represents a low level of concern
and 5 a high level, the average response was 2.7. The majority
(32.4%) rated it a low concern of 1, 23.5% gave it a 3. and the
same amount (23.5%) gave it a high concern score of 3.

“I like digital delivery,” says one PD with a sense of humor.
“Save the trees! Save the millions of little plastic trees that are
cut down and melted into CDs and CD cases every year.”

ON SATELLITE AND SPOTLOADS

The survey asked programmers to rank their level of concern
(1-5) about the potential threat satellite radio poses to broadcast
radio. On this question, the average score was 3.1. But that’s up
considerably from their level of concern a year ago. They were
also asked in this new poll how concerned theyv were about
satellite radio last year, before high-profile personalities like
Howard Stern and Opie & Anthony, as well as former Viacom
chief Mel Karmazin and top country programmers Eric Logan
and Scott Lindy, made the move to satellite. The average con-
cern score regarding satellite radio a year ago was 2.4.

They were also asked about spotloads. Given the statement
“Clear Channel’s move to reduce advertising clutter will bene-
fit the entire radio industry,” 64.7% agreed. But 35.3% dis-
agreed, including some Clear Channel employees.

One PD says it will help the industry if Clear Channel
“sticks to it.”

Another says the industry won’t benefit unless there s a real
reduction in the number of units “and not just time.”

STATE OF THE FORMAT: ALL GOOD

In more good news for the format, broadcasters believe coun-
try radio is in better shape than it was last year. Asked to rank
the current state of the format on a 1-5 scale, with 1 being poor
and 5 being the best, the average score was 3.8, with the major-
ity (70.6%) of the respondents giving the format a score of 4.
No one chose a 1 or 2 score, and 5.9% gave it a 5.

Asked how they felt about the state of the format last year,
the mean score was a much lower 2.9. The majority (61.7%)
gave the format last year a 3 score, and 26.5% gave it a 2.

It’s largely the music that is driving programmers’ opti
mism. Asked to rate the quality of music available in 2004 on
that same 1-5 scale, the average answer was 4.1, with 64.7% of
the respondents choosing a 4. Once again, there were no 1 or 2
scores, and 20.6% gave the music a high score of 5.

Asked about the quality of music in 2003, the average answer
was 3.1, a full point lower than this year’s score. The majority
(70.6%) gave last year’s music a score <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>