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BY IVORY M. JONES

FOR THE PAST FIVE YEARS, Star and his cohort,
Buce Wild, h-.ml been taking on such industry big shots as BET
(“Bamboozled | Entertainment Television™), “Coward Stern”
and even their former radio home, Emmis-owned R&13/hip-hop
WQHT (Hot 97) New York.

While still [on the air at WQH'I, Star had no qualms
about expressing his feclings regarding the station. He
chalks up his no-holds-barred approach to having a high
level of confidence.

“I am very confident in myself. That’s what makes me how 1
am. Some might call it cockiness, but I'm just confident,” he tells
Billhoard Radio\ Moniter. “It comes from an early age.”

Whatever circumstances helped mold him into the Star who
wakes up listeniers every morning on Clear Channel's R&B/
hip-hop WWPR (Power 105) New York, they have worked in
his favor.

While at WQH'T; his show rose quickly to become one of the
station’s most guccessful. Star’s sharp-tongued approach and
unique cast of | supporting characters (show staples include
Crossover Negrp Reese and White Trash 1Helene) helped propel
it to the top. At|one point, “The Star & Buc Wild Show” even
beat out Howard Stern’s popular morning show in New York’s
coveted 18-34 demographic.

Iis success hias not come without a price, however. Often at
the center of controversy because of his on-air antics, he and
WQHTT butted heads. Following failed contract negotiations,
he walked away from the station. While the sudden departure
caused much speculation, Star maintains that there are no
hard feelings.

“I could talk about it |the situation with Emmis], but the good
thing is that I'm not bitter. To dig deeper into it would be a sign
that something hhs not already been resolved. ‘There’s nothing to
sav; I've moved dn.”

‘Il AM VERY CONFIDENT IN MYSELF. THAT'S WHAT MAKES ME HOW | AM.
SOME MIGHT CALL IT COCKINESS, BUT I'M JUST CONFIDENT” -STAR

4 ihere's muck More AT » WWW.BillboardRadioMonitor.com JULY 22, 2005



He has moved on in more ways than one. Because of a
noncompete clause, he could not work in New York for a year
after leaving WQHT. His contract with Emmis ended March 5,
2004. By April 1, he was restarting his on-air career in Hart-
ford, Conn., at Clear Channel’s R&B/hip-hop WPHH (Power
104). Star packed up and relocated with Buc Wild; the show’s
producer, Miguel Candelaria; and E. Reese Hopkins, who por-
trays the colorful Crossover Negro Reese.

In Hartford, the four of them shared two apartments provided
by Clear Channel. “We were like the Monkees,” Star quips.

The show also aired Clear Channel R&B/hip-hop sister
WUSL (Power 99) Philadelphia.

In December, Star proved that although he was in a new city,
controversy would never be far. The morning shock-jock
elicited protests for a segment in which he phoned a cal! center
in India and expletives were thrown at the operator. Several
petitions were circulated that called for the show’s cancellation,
but it remained on the air.

In fact, it relocated to New York in January, to WWPR.
Billboards announcing the infamous duo’s return sprouted
around the city, creating a buzz. Star says the marketing behind
the show was a welcome change.

“It’s good to know the station’s behind you,” he says. “I didn’t
get that over at WQHT. They had the money to market the
show, but just never got behind us.”

In addition to its New York audience, the duo’s syndication
(via Premiere) continues to grow. The show is still heard in
Philadelphia and Hartford; R&B/hip-hop WMIB (the Beat)
Miami and R&B/hip-hop WPRW (Power 107) Augusta, Ga.,
have also been added.

A syndication deal with three more Clear Channel affiliates is
in the works. While Star is happy the show is growing, he real-
izes the process cannot be rushed.

“Yes, we have plans to grow, but it takes time and strategic
planning,” he says. “When you go into a new market, you have
to do your research. You have to be sure that your show would
fit into that market. You don’t want to get into that market, then
have the PD start telling you things that you can and cannot say
or do.”

In addition to having a new home, Star surprised many when
he found a new co-host. After working together for several years,
Star and his longtime partner and half-brother, known as Buc
Wild, parted ways. According to Star, the two were simply
headed in separate directions.

“This show is hard work. You’re on the air talking for four
hours straight, and you have to prepare for an hour, sometimes
an hour and a half| leading up to it. You have to have the zest for
it and be mentally prepared. I just think he was in a different
place,” Star says.

A new co-host, Kaheem “Killer Kaheem” Vance, joined three
months ago. He got the job after his mom sent a fax to the show.
Vance went in for an interview, and 30 minutes later, Star was
certain he had found a replacement.

- “We needed someone who could relate to the younger audi-
ence. I'm 41 years old. But I knew that Kaheem could help us
speak to that group,” he says.

So can listeners expect the show to become “The Star &
Kahcem Show”? Absolutely not, Star insists.

“Kaheem is under the ‘Buc Wild’ brand name, so that’s who
he is. I try to acknowledge him as Kaheem so that he can keep
his own identity. He stepped into some big shoes here recently,
so 1 wanted him to keep his sense of sclf. But the brand name
is very successful and always has been, so it’s kind of a balanc-
ing act. He’s doing very well and I'm pleased with him.”

Star maintains that there are no hard feelings between him
and his former partner in crime.

ple jobs. I give them careers. The platform that was provided
for him, just like [White Trash] Helene, Crossover and Miguel
—I encourage people to always look down the road as well. Just
like [former show member] DX21. He was there before
Crossover Negro Reese, but I had to let him go for a while
because he lost focus. Crossover was let go at one point too, and
then brought back, because he lost focus. For a man of color to
have as much power as I do, there’s always a little resistance
from people who are right under you. They tend to fall into
that ‘comfort breeds contempt’ syndrome. So every once in a
while, you have to make them respect you and reinforce your
presence,” he says.

Earning the respect of others, Star adds, has been the key to
his show’s success thus far.

“People don’t love me. They respect me, though, because of
my confidence. What you hear is how I really am. I don’t make
apologies for that, and I don’t make exceptions about who or

what I talk about.”

For now, Star’s approach seems to be working. Since he joined
WWPR’s lineup, the station’s ratings have increased in the 6
a.m.-10 a.m. slot. Arbitron reports a 4.0 share for the station in
winter 2005, up slightly from a 3.8 share in fall 2004.

With the impending emigration of “The Howard Stern
Show,” which broadcasts from Infinity-owned rock WXRK
(K-Rock) New York, some feel that “The Star & Buc Wild
Show” could gain listeners who are looking to fill the void.
To Star, however, Stern’s departure from terrestrial radio is
of no concern.

“Coward Stern doesn’t affect me one way or another,” he says.
“I’ve already beaten him in New York. I mean, he’s going over to
Sirius Radio—that’s like the graveyard for radio hosts. To tell
you the truth, I'd much rather listen to [sports WFAN-AM New
York morning host and Stern adversary] Don Imus than listen to
Coward Stern.” o
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GLENN BECK HAS ONLY BEEN DOING talk radio
for four vears, but what he lacks in experience, he makes up for
in initiative.

His show already has more than 160 affiliates, and if fans can-
not get enough of his three-hour show, they can sign up for
“Glenn Beck Insider,” an Internet stream that gets them addi-
tional audio. Or see him live at his frequent stage shows, where
he visits affiliates and is received like a rock star. Or buy his book,
“The Real America: Messages I'rom the Heart and Heartland.”
Or subscribe to Fusion, his newly launched magazine. That is
what is known as “brand extension.”

While it is unusual for a talk radio host to have a magazine or
go on tour, Beck is not just any talk radio host. He attributes
much of his rapid growth to his GM, Chris Balfe.

Just 25 years old, Balfe had been a consultant with Accenture
in its communications and high tech practice. Beck has known
him since he was [6. “I’s with his vision and oversight that
we've developed this plan, and there’s a lot more where this has
come from,” Beck savs. “Nly vision for this company is much
more like [Oprah Winfrey’s| Harpo [ Productions| than anything
clse that anyone in radio is doing, not in content, but in the way
the business is run. My business is run much more with Oprah
Winfrey as the model than anyone clse.”

Beck, whose Premiere-syndicated show originates from Infinity
talk WPHT Philadelphia, may be relatively new to talk radio but
not to radio. Iaving started at top )} radio when he was only 13,
he was working at then-top 40 WPGC Washington, D.C., by the
time he was 18, and programming a station shortly thereafter. At
one point, he ran three of Clear Channel’s then-12 stations.

But by 1996, he was ready to quit. “I couldn’t take another
Britney Spears song,” he says. “Radio had no meaning to me. I was
going to go to college.” He demurred after his father suggested he
use his talent and combine it with the things he was interested in.

Soon, talk WABC New York asked Beck to fill in. “I had done
all kinds of show prep, because when I was doing morning radio,
I had to be overly prepared for everything, and everything had to
be written out and thought of,” he savs. “So I got on the air, and
it was five minutes before the end of the hour, and I realized I
hadn’t touched any show prep. I figured out I'd been in the
wrong format. I finally got an opportunity in Tampa [at Clear
Channel talk WFLA-AM], and [they] said thev’d give it a year
to sec what happened. Within a year, we went from 18th to first,
giving the station the highest ratings it ever had.”

ENTERTAINMENT FIRST
Beck is perceived as a conservative talker, and while his views
definitely run toward the right, he wants to be known not for his
politics, but for his humor. “My platform is entertainment,” he
says. “I really want to make my mark as an entertainer. This was
really hard to do during the election, and even harder in the
buildup of the war. When vou have as many affiliates and listen-
ers as we do, vou look at the responsibility that you have as a
broadcaster in times of crisis. During the buildup to the war, I
felt a little too much responsibility of where we were headed as a
nation, and I started to take myself too scriously. We had great
ratings, but that was a huge mistake for me personally, because
by the time the war started, I hated my job. I've got to focus on
what I found fascinating about this business in the first place,
which was the ability to paint pictures, and to entertain people.”
While most of Beek’s affiliates sandwich him between conser-
vative talkers lke Talk Radio Network’s Michael Savage and
Westwood One’s Bill O'Reilly, Beek says stations that focus on

being conservative or liberal are detrimental to radio as a whole.

. = www.BillboardRadioMonitor.com

PREMIERE'S PREMIER MULTITASKER ON RADIO’S ‘EXPLOSION
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“I think we're hurting ourselves by allowing the brand to become

as polarized as it has,” he says. “We’ve got to focus on being enter-
taning first. I know what Jon Stewart’s politics are, and except for
extreme moments like the day before an election, I watch Jon

Stewart, even though his politics are the reverse of mine, because

i’s funny, and I can laugh at the other side. That’s the way I want
to be perceived. I may get under the skin of some liberals from
time to time, because they don’t agree with my politics, but still,
I want them to walk away saying, ‘I love this guy. He drives me

L1

out of my mind, but he’s funny.

THE BECK PUZZLE

Another key to Beck’s success? Hard work. “We work our brains
out,” he savs emphatically. “I’'m really fortunate to have a staff of
about 10. We're working all the time, and evervone seems to have
the same vision. When you have that atmosphere, you can really
accomplish anything.”

Every day, Beck and his staffers for the radio show, stage show
and magazine have lunch together, then meet about the three pieces
in the Beck puzzle. He says that Balfe envisioned Beck’s business as
a wheel, with the radio show at the center. “Everything feeds off the
show,” Beck says. “So while we are using radio to further these
other projects, the other projects enhance the wheel. The stage
show enhances the image in the listener’s mind and strengthens me
on the radio, and enhances the bottom line of the affiliates. On top

of that, when we write the stage show, it requires more creative peo-
ple. Because of the way I've designed my business, where every-
thing is intertwined, it only enhances the radio show;, it never takes
away from it. Now Ive got three extra people with really brilliant,
creative minds, sitting every day in a story meeting for the radio
show. So the radio show is benefiting from the other businesses
more than they’re benefiting from the radio show.”

Hiring people from outside their respective fields of expertise
also helps Beck. “T hire people that haven’t been trained to say no
in their format,” he says. “Nonc of us look around and say, ‘It’s not
done that way.” We don’t know any better, so we just create it.”

THE MAGAZINE
Beck says the genesis for Fusion came from looking for a maga-
zine to read while in an airport. “I couldn’t find a comedy mag-
azine that was intelligent and talking about the issues, but was
funny,” he says. “My choices for magazines talking about the
issues are The Fconomist or Time magazine, and if I wanted
comedy, Mad magazine or Maxim was the closest. There was
nothing out there. That’s when a lot of people would do a focus
group, but my team just said, ‘Hey, let’s try this.” ™

While Beck does not have subscriber information, I'usion was
alrcady in the black just five weeks into the subscription process. He
envisions it as a full-fledged newsstand magazine down the road.

Then there are his road shows. A blend of stand-up comedy,
commercial parodies and satiric political songs, the stage act first
took root two years ago, when he was asked to do a Christmas show.

“We talked about it and realized there was not only a business
here, but there was a way to connect to listencrs in a way nobody else
did,” Beck says. “I’'m focused on comedy, so it’s a chance for me to
set myself apart onstage as a performer, a comedian, and from all
other talk show hosts. Apart from that, there’s also an opportunity

for stations to make real money on NTR as well. And the evil con-
servative in me loves selling out 3,000-scat theaters at $25 apiece!”
Several years ago, as the second Gulf War was mounting,
Beck’s “Rallies for America” drew some criticism from liberals,
who painted his stage show as a pawn of the government and
Clear Channel, as Clear Channel owns Premiere Radio

Networks. “Cllear Channel is an amazing company, and I’ve

worked for them for 15 years,” Beck says. “But the one thing you
know when you work for Clear Channel is they care about
money,” he says. “They’re bankers. I joined them when we had
12 stations. So I had an opportunity to work firsthand with
[president] Mark Mays, and ran three of their 12 stations at one
point. When you work with them like that, you understand that
this 1s a business, and they don’t give a flying crap about inter-
jecting their politics into their business. That doesn’t mean that
they’re not conservative or liberal, but they run it as a business.
So when I got attacked as being a Clear Channel stooge, it was
infuriating, because no matter how patriotic or pro-Bush it
sounded, if it |wasn’t something that wasn’t going to be good for

the bottom line, they would have cut it off immediately.”

While he has not completely ruled out satellite radio, Beck
thinks that terrestrial radio is on the cusp of exploding. “I believe
that competition always strengthens you,” he says. “There is so
much potential and growth in terrestrial radio that I really want
to be a part of that. Terrestrial radio in five years won’t look any-
thing like terrestrial radio from five years ago. I think you’ll see

talk radio come over to the FM band, and when that happens, it’s
going to completely revolutionize talk radio. Right now, talk is
only split three ways: the left, the right and the dirtbags. There’s
more to talk than that. There’s the top 40 mentality of talk radio,
which is to get as many people as you can. Stop narrowing it
down to tulkjng about lesbians, anti-Tom Del.ay or pro-Tom
Del.ay. ’'m 1ot into lesbian talk, and 'm really bored with anti-
and pr()»'l‘()nl DelLay stuff. Where do 1 go? I think that’s where
most people fire, and as soon as talk radio gets that on the AM,
and 1t jumps to the M, vou’ll see an absolute explosion.” © @

|
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BY PAUL HEINE

hen the first satellite radio receivers hit store

shelves in 2001 and 2002, they looked and weighed

like bricks. Clunky, cumbersome and complicated,

they required plugging one piece into the car
stereo cassette player, another into the cigarette lighter and affixing
a heavy-duty magnetized shark-fin antenna to the roof.

The concept of satellite radio was alien and difficult to grasp,
and pundits questioned whether consumers would pay to listen
to somcething they had always received for free.

More than three vears later, neither XM Satellite Radio nor
Sirius Satellite Radio has turned a profit. Current penetration lev-
els arc estimated at just 4% of US. houscholds. But awarcness of
and interest in subscription-basced satellite radio has grown steadily,
thanks to deep and wide commercial-frec music, megabucks mar-

S. SEEK P.TUNE

Sirius Sportster
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keting, a relentless PR blitz, automotive partnerships, strong word-
of-mouth and Howard Stern’s terrestrial radio bullhorn.

As they ramp up for the crucial fourth-quarter buying scason,
both companies are cranking out smaller, scxier, more efficient
radios that cost less and offer more. Pacing ahcad of subscriber
expectations, X\ and Sirius have proved that, ves, people will
pay $12.95 per month for radio, ¢ven after shelling out for new
hardware. And while no one is expecting iPod-level numbers,
analysts predict high-volume fourth-quarter receiver sales.

The forecast, according to Banc of America Securities broad-
casting analyst Jonathan Jacoby, is for 1.5 million new satcllite
radio subscribers in the fourth quarter. “As we move toward the
path of ‘my media’ versus mass media, these audio digital distri-
bution devices will play into significant sales,” he says.

Barrington Research analyst Jim Goss adds: “Howard Stern
helped people understand what satellite radio is. Now they have
to decide if they want to buy it.”

As cach company jockeys for position in what will be the biggest
quarter vet for this exponentially growing scetor, the battle for
subscribers comes down to this: XM, with its more advanced and

Sirius Star Mate

versatile hardware, versus Sirius with its megawatt talent deals,
personificd by the King of All Media’s January 2006 arrival.

FEATURE-RICH RECEIVERS
Both companies intend to introduce new products in time for the
holiday buying scason but are keeping specifics buttoned up.

Chipset snafus prevented Sirius from getting to market first, and
that has givgn XM a clear advantage in subscribers and technology.

XM has added roughly 1.2 million subscribers this vear for a
total of +.4 million and expects to end the yvear with more than
5.5 million. The last public figure from Sirius (on April 24) was
more than 1.5 million. The company expects to surpass 2.7 mil-
lion by vears end.

One chipset generation ahead of Sirius, XM introduced the
world’s firs: “wearable” satellite radio, the Delphi-produced
Myl fast October. The closest satcllite radio gets to approxi-
mating the iPod experience, the well-received handheld offers live
and time-shifted listening. Users can store up to five hours of
programming, search by artist across all XN channels and build
collections 0:"S()ngs on the device. Pioncer and Tao are now intro-

|
|
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ducing their own versions, which will help broaden its distribu-
tion bevond large retail chains to smaller independent stores.

Sirius, meanwhile, has been moving receiver production in-
house and savs that by fall the bulk of its radios wiil be self-
produced. Much of its current product line consists of trans-
portable “plug and play” units, available with car, home and boat
kits that let consumers run the receivers through their existing
sound systems. The sleckest of the bunch, the Star Mate, intro-
duced in January, is about the size of a deck of cards and attach-
es to a car stereo with a suction cup. A recently introduced Sirius
Sportster Instant Replay radio records up to 44 minutes of pro-
gramming. More replay and storage capabilities and other fea-
tures are in the pipeline, Sirius VP of corporate communications
Jim Collins says, along with units that are “crgonomically differ-
ent and easier to move around.”

Collins savs the technology gap between Sirius and XM 1s
closing rapidly and will narrow even more later this year, when
Sirius introduces its own “wearable” products. However. they
“may be very different from the MyFi,” he adds.

For uninterrupted reception, satellite radios need a direct line
of sight with one of the provider’s satellites or ground-based sig-
nal repeaters. Trees and other obstructions block signals. Re-
ception gets even trickier with the MyFi, which is why XM
included the ability to prerecord or time-shift listening. Without
it, the radio would be unlistenable in such signal-challenged
environments as the subway, deep inside buildings or on some
above-ground commuter trains.

“It’s the first satellite radio that allows you to overcome recep-
tion issues, because you also have access to content that vou
recorded in the last day, week or month,” XM VP of corporate
affairs Chance Patterson says. “It’s also the first product that has
an antenna integrated into device. Having that record capability
is a big feature, and that’s how the product is meant to be used.”

Sirius has been paying close attention. “Imagine getting a
satellite radio for the first time and having reception problems,”
Collins says. “It could taint your perception. Even your body can
block the signal. We want to maintain the same level of high qual-
ity that consumers are used to getting from us.”

Delphi XM Roady2
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Banc of America Sccurities’ Jacoby says it will take 12-18
months for Sirius to catch up with XM technology. “XM is really
more forward-thinking on the technology side,” he says.
“They’ve invested in it. Sirius only recently brought it in-house.”

Thanks to aggressive partnerships with automakers, XM
acquires roughly half of its new subscribers in the dealer show-
room and half at retail. Sirius derives 75% of new subscribers
from retail and 25% from the automotive sector but expects
those figures to reverse in the next 18-24 months.

XM is angling for additional subscribers in the home stereo
market. Before the holiday season Polk, Yamaha, Panasonic,
Onkvo, Denon and other manufacturers have or will market
“XM ready” units. Adding the service to one of these systems
merely involves adding a $49 conncect-and-play antenna. A
chipset embedded in the antenna provides the receiver. “We see
that as a big driver of sales,” Patterson says.

GAUGING THE STERN FACTOR

While XM leads in technology, Sirius has invested more aggres-
sively in content, throwing down $500 million over five vears for
Howard Stern and $220 million to air every NFL game for scven
vears. It also has locked up the NBA, NHL, college football,
English soccer, arena football, thoroughbred racing, the NCAA
Men’s Basketball Tournament and Wimbledon play-by-play
rights, and wrestled NASCAR away from XM, beginning in
2007. Sirius has exclusive content deals with Eminem, Jimmy
Buffett, Tony Hawk, Martha Stewart, Bill Walton, Lance Arm-
strong, Judith Regan and others.

Stern will play a pivotal role in Sirius’ marketing efforts.
Without disclosing plans, senior VP of communications Patrick
Reilly savs the company “will promote him vigorously, and so
will Howard, as soon as he becomes available.”

How big a draw will Stern be? “It definitely will be big,”
Jacaoby says. “Stern has 7.7 million weckly listeners, 5.5 million
daily. A percentage of them can’t go a day without Howard, and
they are going to follow him to satellite radio.”

When Stern announced his move to Sirius, the company said
it would need to gencerate | million new subscribers to cover the

Delphi XM MyFi

cost of the deal.

Jacoby expects Sirius to add 2.4 million subscribers in 2006.
But it is difficult to attribute subscriber growth to just one cle-
ment of an entertainment package. “How do you know?”
Barrington’s Goss asks. “You're not going to know that someone
bought a Sirius radio because of Stern any more than vou’re
going to know that somcone bought an XM radio for Major
League Bascball. People buy for multiple reasons, especially
families. You’re super-serving niches, and if vou have multiple
reasons to subscribe, it decreases churn.”

“Specific programming does not rank high on the list,”
Jacoby adds. “People are coming for commercial-free music and
the depth and breadth of the programming. Stern will be big, but
unless he starts shifting the market share toward Sirius, he’s
going to be a disappointment.”

While Stern will play a major role in marketing, he will not be
the only card Sirius plays. “There is a risk factor to over-
exposing Stern,” Jacoby savs. “There are people who like him
and people offended by him. They have to be careful. I think
they’ll try to play it as a full-content package.”

“He’s our nuclear weapon for sure, but we have other weapons
in the arsenal,” Reillv savs, including everv NFL game.
Stewart’s 24/7 lhifestyle channel rolls out this fall; and Sirius
promises more programming announcements. “We know people
will pay for content, and we have the broadest, deepest, most
compelling lineup in all of radio—not just satellite,” he adds.

Patterson counters by saving XM is “happy not to be posi-
tioned as ‘Stern satellite radio.” ”

XM has its “fair share of notable personalities, but we haven’t
seen that as a huge driver. We're going to continue to talk about our
offerings, not just one or two personalities but a whole package
with the most commercial-free music channels, the most play-by-
play sports, great original programming, and we’re entering into a
new live music venture. It’s really a question of, What can the
other guy do to get their subscriber situation moving forward?”

So who will win this year’s high-stakes holiday season satellite
radio smack down? That’s casy.

The listeners. ere
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SPORTS RADIO IS AT AN ALL-TIME HIGH IN
Arbitron share performance and that is true in the top 25 mar
kets, the top 30 markets and for the United States as a whole.
Sports share is at an all-time high in the South Central and
Fast North Central regions. The other parts of the country are
doing just fine, too.

I'he format was born with the July 1) 1987, debut of WIFAN-
AM (the I'an) New York
by Infinity—as the first 24-hour, all-sports station.

then owned by Emmis, now owned

Since then, the format has developed bevond news and con-
versation for hardeore sports junkies to a blend of sports news

J{
FROM WINS AND TOSSES

BY TONY SANDERS

all the time. What it does, too, is makes us focus on what's impor-
tant locally in Dallas-Fort Worth, because they can’t cover
Dallas-I'ort Worth sports the way we can.”

The growth in clectronic media, the Internet and cable has
turned sports radio into “a forum for fans to discuss and break down
the stats and to have opinions about the personalities and about the

stories in a way that they couldn’t have done before,” Catlin adds.

ADIC

"TO GUY TALK

When the Ticket debuted, Catlin says, the programming was
“98% hardgore sports, ‘X’s and O’s’ talk.” But hardcore sports
programming is a “six-month format,” he notes: It peaks in fall
and winter, primarily, with football.

That cyele forced some new thinking at the Ticket, as the station
tried to expand its listenership and popularity throughout the vear.

“We said ‘Wait a second, we're only a six-month-a-vear radio
station. How can we become a 12-month-a-vear radio station?’ ”
‘The answer, Catlin savs, was to shift the station to “more of a
guy-formatted radio station. A lot of people call it ‘guy talk.
‘I'here has to be a balance between sports talk and guy talk.

and other “guy talk™ programming.

Sports radio’s popularity has grown
so much in the last 15 vears that an
increasing number of markets can sup
port two or even three sports-skewing
stations, with a mixture of local, net-
work and svndicated product available
to histeners (see story, below).

THE ESPN FACTOR

Disney’s ESPN plaved a huge role in
making sports more a part of everyvday
life for men. Now, with the growth of
ESPN Radio, local sports program-
mers must work even harder at keeping
their stations popular with listeners.

Jeff Catlin, PD for Susquechanna
sports combo KTCK/KTDK (the
Ticket) Dallas-Fort Worth, has seen
other sports stations come and go
since he joined the Ticket at its incep-
tion in 1994.

Now he faces competition from
ABC Radio sports KESN (ESPN
Radio 103.3).

The ESPN outlet “makes us sharp,”
Catlin says, “and keeps us on our toes

WHERE ARE THE BATTLES?

Sports radio’s popularity has grown so much in the last 15 years that more markets can
support two or even three sports-oriented stations. In some cases, the ratings race can be
somewhat lopsided, but there are more markets where sports stations are neck and neck.

Here is a brief sampling of the competition (all Arbitron shares are for total week
12-plus):

In New York, ABC Radio’s WEPN (1050 ESPN Radio) has a 0.6 in the spring Phase 2
survey, while Infinity’s heritage sports WFAN (the Fan) is running a 2.6.

In Los Angeles, ABC Radio’s KSPN (ESPN Radio 710) competes with Clear
Channel’s KLAC (Xtra Sports 570). KLAC has a four-book average of 1.0 while KSPN
has a 0.5 average.

In Chicago, the fight is very close. Based on the spring Phase 2 trends, Infinity’'s
WSCR (the Score) and ABC’'s WMVP (ESPN Radio 1000) are separated by one-tenth

“We developed that model over
time,” he continues. “After two or three
vears, we started going in that guy-ralk
direction. It was based on personalities,
and it was based on trying to be more
inclusive, rather than exclusive, 10 a
bunch of people who were just casual
sports fans. You can’t live, cat and
breathe sports all the time. There’s
music, TV, movies, family, traffic.
There’s lite going on around vou, and
our guys realize that by commenting on
that

and by feedback and through
rescarch—we would spend five min-
utes in the day talking about something
one of the guys did, and we'd get more
feedback on that than we did on break-
ing down the Cowboys in the plavoffs.”
There’s no magic formula to blend-
ing hardcore sports with guy talk. Each
station has to develop the right balance,
and at the Ticket, Catlin says, “it’s
probably 75% sports, 25% guy talk—
or relatable stuff or lifestyle or whatever
you want to call it. That’s worked out
for us in the long term.”
Continued on page 12

of a point: The Score has a 1.8 share and WMVP has a 1.7. That is the same as their
postings in the winter survey.

Other major markets with close competition include Dallas-Fort Worth, Detroit,
Atlanta, Phoenix and Salt Lake City.

Nashville has a relatively new FM sports {station in town: Cumulus flipped its adult
R&B WNPL to sports at the end of last year add changed calls to WNFN in March.The big
FM sportster in town is Citadel's WGFX (the Zone), which posts shares comfortably
above 3.0. WNFN, on the other hand, is still ¢perating well below a 1.0 share.

In Memphis, Flinn Broadcasting'’s WHBG\L (Sports 56) is ahead of Infinity's WMC
(the Mighty 790). WHBQ averages a 1.3 atross the most recent four books white
WMC averages a 0.8.

In Jacksonville, Fla., Clear Channel's WFXJ (the Fox) is leading in the competition
against Salem’s WZNZ (ESPN Radio 1460).The Fox has a four-book average of 1.0, while
WZNZ has a 0.7 average.
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PLAY-BY- PLAY DOESN'T

"SPORTS STATIONS ARE BECOMING the rock stations in many markets, just without the records,” Clear
Channel VP of news/talk/sports programming Gabe Hobbs says. “They’re attracting similar demos and the same types
of hosts that you would find on a morning show on a rock station.”

In essence, Hobbs says, the format is increasingly less about on-field tactics and more about passion and the other
things men are interested in talking about. And that means play-by-play is less of a factor, too.

“Play-by-play is not necessary for success, and in some markets, you could argue that it's a detriment,” he says.
"The play-by-play may not get the ratings that a compelling talk show would get”

And then, Hobbs says, there is the undercurrent of the station-team business relationship. “Some stations feel if
they have a business partnership with a particular team, they have to be careful when criticizing that team. They may
not be as objective or free to speak their mind when you've got seven-figure deals riding on that relationship.”

Jeff Catlin, PD of Susquehanna sports combo KTCK/KTDK (theTicket) Dallas-Fort Worth, agrees. "We don’t have any
[pro team] play-by-play, and we like it that way. | think that’s a key point. We have some arena football, college foot-
ball, but we don’t have any [major league] play-by-play and we never have had any play-by-play of any of the four
professional teams in Dallas. We like it that way because we feel like that gives us carte blanche to tell people like it
is, tell it to their face and to be extremely opinionated on the air.”

It also means tremendous savings. To hear Hobbs and Catlin tell it, rights fees have gotten way out of line.

Susquehanna does have rights agreements in several markets, Catlin says, “and 1 think we've found ways to make it
waork, but over the last 10 years, rights fees for radio have gotten extremely out of hand. [ think that's a correction that we're
going to be seeing, especially with NFL teams, as these deals come up over the next four or five years”

Clear Channel has a similar view, Hobbs says. “There are deals we've walked away from. We have a lot of sports
rights deals. Pro and college combined, the last time | tried to take a census, it was somewhere in the neighborhood
of between 80 and 100 flagship deals that we had.’

Hobbs says that count does not include Clear Channel stations that are sports network affiliates. "In pro sports,
between hockey, basketball, football and baseball, | think we have somewhere in the neighborhood of, say, 20-25
deals—seven baseball and eight football and three or four hockey and three or four basketball. And every one of those
deals is different. None of them are alike. Some of them, we pay a rights fee. Some of them, they pay us. Some of
them, we just split the revenue down the middle and nobody pays anybody.”

| Hobbs will not say if he is considering reducing the number of broadcast rights deals Clear Channel has. But he
does say it is “more difficuit to have an economic model that works by paying a rights fee”

Solutions to that problem run the gamut: Many teams, he says, keep the rights in-house “and you do a flagship
deal with them basically to produce the games and run the network for them.” Payment to the station in that formula
might amount to “a few avails or a percentage of the revenue!” In other cases, Hobbs says, "they just pay us so much

Gabe Hobbs

B
-

per game.”

Continwed from page 10

In the winter Arbitron book, the Ticket had a combined 3.0,
an increase from its four-book average of 2.7. KESN had a 1.2 in
the same period, an increase from its four-book 1.1.

DETROIT BREAKDOWN

Detroit is onc of the most competitive markets in the country for
sports radio. Rona Danziger has been PD for Clear Channel
sports WIDFN-AM (the 17an) Detroit for almost three vears and
has been with the station since its inception 11 vears ago. That's
long c¢nough to have watched some of her former colleagues
become her competitors at Infinity sports WXYT-AM.

WXY'T has been in the format for about four vears, and its
most recent four-book average 12-plus is 1.4, just one-tenth of a
share below WIDFN’s. I'or the winter survey, WDFN’s 12-plus
sharc was 1.6, while WXYT’s was [.3.

Those positions have been reversed in the past. WXYT
bested WIDFN in the spring and summer 2004 surveys. The cur-
rent spring trends show WXYT building share, with 1.6 in
Phase T and 1.9 in Phase 2. But WDFN is holding a pair of 1.7s
for the same period.

Last March, John Lund and former Detroit Lion Marc
Spindler joined WXYT for morning drive, replacing the syndi-
cated Don Imus show.

12 uere's muck more a1 »« Www.BillboardRadioMonitor.com
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The competition has been fierce enough to cause Infinity to
run through a few PDs at WXY'T" in the last few years. In mid-
May PD Kevin Graham exited, and he was replaced in mid-June

| by Dan Zampillo, who comes from WBNS Columbus, Ohio.

Graham had joined WXY'L as PD in late 2003 from WIPN
New York, replacing Gregg Henson, who had doubled as PD
and carlv-afternoon host.

“So many citics have more than one sports station,” WDI'N'’s
Danziger says. “It’s very much a niche format, and it’s really com-
petitive. A lot of good people work over [at WXY'T|. A lot of
them used to work here. Thev're much more hardeore sports than
we are, but we still cover sports better than anybody else in town.”

Danziger, like Catlin in Dallas, distinguishes two types of
sports radio: the hardcore, X’s and O’s format that goes after the
pure sports addict and so-called guy radio.

“We're a radio station for guys, period,” Danziger says. “That

means most of our content is sports, but some of our content

deals with anything else that guys arc interested in. It's like a
sports bar. When you go to a sports bar and vou hear people
around vou talking, what do they talk about® Well, theyv talk
about the games that are on, the top sports storics, chicks, beer,
work, vou know, beer, chicks, why their neighbors are ticking
them off, whatever. We format the station to be anvthing and
cvervthing guys would be interested in.”

Danziger says her most successful dayvpart is 3 p.m.-6 pm., with

Stoney & Wojo (Mike Stonc and Bob Wojnowski). “They’ve been
on the air 10 years together. One of my morning show hosts has
been with the|station since its inception as well. Almost all of our
guys have been with us five or six vears,” she says.

WDLIN is live from 6 a.m. to noon and from 3 pm. to 7
p.m. Jim Rome of sister company Premiere Radio Networks
airs middays.

The station is the flagship for the NBA's Detroit Pistons, the
only pro team WIDI'N airs. The station has a local NI'L show on
Monday nighits. “We also do a hockey show, and have Notre
Dame {University| football.”

‘To Danziger, her competition is “any other radio station that
guys listen to, whether it’s another sports station or rock WRIIY
or classic rock WCSX—any of the rock stations, even our sister
station, [classic rock WDTW] the Drive. Any station that takes
men away from here, I want to go after.”

To do that, she savs, “We have to cover sports better than any-
body in town. After 11 vears, vou have so many people who know
vou. So, when news breaks, vou can get newsmakers on the air.”

Then there fis the all-important entertainment factor; “It’s per-
sonality, it’s great topics, great bits, great callers. WDFEN is almost
like a club thawanybody can join. It has its own vernacular. 16s just
very irreverent, a lot of fun, edgy. 1t just has to be enertaining all
day and, at the end of the day; T want people to look back and say,
‘T can’t believe|what happened on that show.” ™ one
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Winner 2005 Edward R. Murrow Award

Overall Excellence
Best Spot News  Best Use of Sound

(Tsunami coverage) (Fallujah)

TRUSTED. CREDIBLE. COMPLETE.
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THE PHOTOS

FOR THE WEEK OF JULY 25
Artist

Title {Labei)

MAINSTREAM TOP 40

3 Doors Down

Here B {UMRG)
50 Cen Fe t. Mohb Dee

Outta Controi {Remix) ﬁnterscope)

Anna Nalici

Breathe (2AM) {Columbia}

Fefe Dobso

Don't Let It GoToYour Head (IDIJMG)
Jason Mraz

Wordplay {Atlantic}

RHYTHMIC TOP 40
BS

{Bad Boy}
Rock-A-Bye {iDIMG)

D:Iann%e 4 Me {Capitot)
Dem Boyz (UMRG)
: — Marques Houston
! S : Naked {UMRG)
AN . > _ Ne-Yo
StayJ (IDIMG)
/ )
One Wish {Sanctuary)

COMING CLEAN

Top 40 KIIS Los Angel ight jock JoJ d QDUILTTOP“O
op os Angeles night jock JoJo an ow! n?:q
Ohio (! B ckT Te ) {Zomba)
Hollywood artist Hilary Duff couldn‘t keep a straight ALWAYS BE MY INTERVIEWEE ggf.’o":’l'}fov: i :’;:n;
face around Hollywood Records VP of promotion Premiere Radio Networks senior director of rock programming/specials Sal Cirrincione belts out his bari- !I-_t’?:nl\':lsane Presley (Capitol)
Scot Finck. Pictured, from left, are JoJo, Duff and tone rendition of “Dream Lover” for pop superstar Mariah Carey while she peacefully diverts her atten- Twha“ﬁ]fb ForThe Sun (Reprise)
Finck. {Photo: Hollywood Records) tion. Or, rather, he was just interviewing her during London’s Live 8 concert. (Photo: Prentiere} Theo eadm

He!lor{onely {Watk Away From This}
{IDJMG)

Tracy Chapman i
Changes {Atlantic)

ADULT CONTEMPORARY
Paul McCartney 5
A Fine Line {Capitol)

R&BIH!P-HOP

U Got {Bad Boy)
Black Buddaﬂy

Rock-A-Bye {IDIMG)
Lit Kim )
Shut Up {Atlantic)
Ne-Yo

Stay (IDIMG)
Ray J

(_I?ge_W«sh {Sanctuary)

{Zomba)
{Attantic)

ADULT R&B
Eric Ben
WamTo Be Loved {Warner Bros.)
Sharissa )
Got Love (Virgin)
Syleena Johnson
Another Relationship {Zomba)

COUNTRY
Billy Gilman
Hey Little Suzie {Image}
Buddy ewell

{Cotumbia)

o Gon
Cathenne Britt & Eiton John
Where We Both Say Goodbye (RCA)
Dierks Bentley
Come A Little Closer (Capitol)
Jeannle Kendal!

fLoneImess (Golden)
Jon Randait
! Shouldm Do This (Epic)
Josh Tumer )
Your Man {MCA Nashville)
Kevin Shurp

ART IMITATES LIFE IMITATING ART %"hi"w.u}’.‘(.'sé‘m o
Country KAJA San Antonid’s late-aftermoon

host Kactus Lou was the "in-arena” host for

{Latigid)

MODERN ROCK

ARTIST CONFIDENCE 3n
Don'gTread On Ma (Volcano/Zomba)

Country legend Willie Nelson swung by the XM Satellite Radio studios to tape a recent installment of “Artist Confidential.” the San Antonio Spurs this year. Here, he Bavaidelp o (Victory)
q o q q q A b . P q i L
His ever-loving awesomeness only increases with the length of his braid. Pictured, from left, are “Artist Confidential” host revs up for a game while the mascot bor- gfs\"k?f(r'g:d e o ¥ ?r:)
ricken epris
George Taylor Monis, Nelson and XM VP of programming Lee Abrams. {Photo: XM} rows his facial expression. (Photo: KAJA) g‘ud ayne y .
orget 1o Remember {Epic)
gme Inch Naits ntarsoone]
nter:
No x_ddress * p
Lasting Words {Atlantic}
Rev Run
Mind OnThe Road {iDIMG)

ACTIVE ROCK

3mnm
Don‘tTread On Me (Voicano/Zomba)
Baysi

8
vaoné)ndAnd Desire {Victory)
Stricken (Reprise)
inder
Get Stoned {UMRG})
No Address .
Lasting Words {Atiantic)

I
it 15kes Bas (Food Chain}

HER{TAGE ROCK
ayside
Devotion And Desire (Victory)
Disturbed
atncken (Reprise)
Get Stoned (UMRG)
o Address
Lasting Words {Atlantic)
s ﬂpkes Balls (Food Chain)
THEORIZED LY

The members of Theory of a Deadman soon discovered (RMG)

9vne ())fThe Fonunate Few (New
Robert Plam And The Strange

Sen:
AllThe Klngs Horses  (Sanctuary)

they have too much rock for just one hand to express. The
Roadrunner act dropped by modem rock WBSX Wilkes-
Barre, Pa., and local music shop Gallery of Sound. Pictured,

RUN FOR YOUR 'LIGHT
Victory act Straylight Run visited the Hamptons while promoting an upcoming shpw at modem
rock WLIR Long Island, N.Y. WLIR jock Andre Ferro positively dominated the shot. Pictured, from
left, are WLIR PD Harlan Friedman, Straylight Run’s John Nolan, Ferro and the band’s Shaun Cooper.

from left, are Theory of a Deadman’s Dave Brenner, Brent
Fitz and Tyler Connolly; WBSX late-aftemoon jock Chris
“Sausage” Lloyd; the band’s Dean Back; and Gallery of
Sound'’s Joe Nardone Jr. (Photo: Roadrunner Records) {Photo: WLIR)

V\ IVIAKE YOU FAIVIOU

Billboard Radio Monitor wants to put you in pictures! Please send shots of your events to radioletters @billboard.com.

Submit titles to silvio@biliboard.com.

/7 ON THE WEB

For complete format
listings, go to

BillboardRadioMonitor.com.
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THE DOUG BANKS MORNING SHOW

Continues 1o | oW ith Top grlmn RﬁJio Stations

|

\Y

Audience Growth from Spring 2004 vs. Fall 2004" A Young Urben Morning Show Leader

for Qver 7 yeau!
Philadelphia WJKS-FM +54°%
Richmond-Petershurg WBTJ-FM +28°%
Columbia WHXT-FM +24%
Jacksonville WJBT-FM +16% oy
Shreveport KMJJ-FM +25% W
Montgomery WJWZ-FM +35% YA N__ W)
Myrtle Beach-Florence WYNN-FM  +46% /MORNING SHOW)

Source: Arbiton Nationwide DMA Falt 2004 vs. Spring 2004, Mon-Fn €a- 10a. AQH P12«
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BY PHYLLIS STARK
PHOTOGRAPH BY
SARA DE BOER / RETNA LTD.

fter hiting a rough patch in her relationship with
country radio with her last album, 2002’s “Cry,”

Faith Hill is being warmly embraced by the very pro-

grammers who once turned on her.

“Mississippt Girl,” the first single from Hill's new set,
“I"ireflies,” 1s the fastest-rising single of her 12-vear career. It is
No. 4 this issue after just 1) weeks on the chart.

[t'1t reaches the summit, as it is expected to do, it will be Hill’s
ninth No. I country hit. She has also had cight top 10 hits at AC.

“Country radio needs its superstars, and this upcoming Faith
Hill project is good for us,” KZILA los Angeles assistant
PD/MD Tonya Campos says. “I think based on the *Mississippi
Girl” single success, we will be happy to sce her back.”

But radio was singing a very different tune in the summer and
fall of 2002. The single “Cry” went to No. [ at AC and hit the top
20 at adult top 40. But it rescarched poorly at the country format,
and many of those programmers were convineed there was noth-
ing clse they could play from an album they considered too pop.

Indeed, Hill’s follow-up singles, “When the Lights Go
Down™ and “You're Still Here,” stopped on the Billbourd Rudio
Monitor country airplay chart at Nos. 26 and 28, respectively.
“Cry” peaked at No. 12

Many programmers were not just disappointed; they were
downright icy toward Hill as a result.

In a 2002 Billhoard Radie
Communications VP of programming I'rank Bell said, “It’s

Uonitor story, Kevmarket

great [ that] she wants to be the next Celine Dion, but ar least put
SoME country instrumentation into the mix so it doesn’t sound so
odd in between George Strait and the Dixic Chicks.”

Jon Anthony, then assistant PD/ND at WNZQ Washington,
D.C,, called the “Cry” album *“a huge disappointment.” He added,
“It’s not because she made a pop record . . . its the fact that she
didn’t give country radio a single song on it that fits our brand.”

And Tommy Carrera, then P of KBQI Albuquerque, N,
predicted that “Cry” would be “the last single getting country
airplay for Faith Hill.”

Radio’s reaction took Warner Bros. and Hill’s manager,
Gary Borman of Borman Entertainment, by surprise. After
all, this was an artist who had already produced 17 1op 10 hits
tor country radio.

“I just don’t get it,” Borman told Billboard Radio Monitor at
the time. “We have no idea what we did to warrant this response.
She has done nothing but be a great ambassador for country in
the mainstream.

“Why are they driving her away?” Borman wondered about
country programmers. “She has not abandoned [PDs|—they are

abandoning her, and I think that’s a bad decision.”

16 Muc more a7 » Www.BillboardRadioMonitor.com
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TT'S GRATIFYING TO SEE ONE OF COUNTRY'S TRUE
SUPERSTARS RETURN TO HER ROOTS. IT'S GOOD FOR THE
ARTIST, GOOD FOR RADIO AND GOOD FOR CONSUMERS!]

—FBANILBELIT_

BACK HOME TO COUNTRY
Today, as country stations nationwide spin “Mississippi Girl”
hard, programmers are saying they are glad to have Hill back.

“Faith needed to come back home to country, and it sounds to
me like she did it,” WIRK West Palm Beach, Fla<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>