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More News Wanted

(prayer not required)

2/3rds of FM Listeners say they aren’t satisfied — they want more news and information®,

Introducing FM News

Unique Content. Research Tested. Market Ready.
Hear a Demo. See the Research. Increase your TSL.

Contact Ron Rivlin at 212.735.1147
www.abcfmnews.com

*Source: Harker Research, Commissioned Study
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MINNEAPOLIS-ST. PAUL, MN

HOW DOES MINNEAPOLIS COMPARE TO THE
TOP 75 AND TOP 50 MARKETS?

WHO’S ONTOP IN 12-PLUS AND 25-54, FROM
FALL 2005TO NOW?

WHAT’S PLAYING ON THETWIN CITIES’
FORMAT LEADERS?

WHICH LOCAL MEDIA ARE GRABBING THE
BIG BUCKS?

WHAT WAS THE TOP-SELLING ALBUM OF 1995 —
AND 2005—IN RADIO’S 16TH-LARGEST MARKET?

GETTHE ANSWERS IN THIS WEEK'S EXPANDED
MARKET PROFILE, ON PAGES 14-15.
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KISS MILWAUKEE
TURNS AUDIENCE
NTO FANS

Y CHUCK TAYLOR

rian Kelly’s first job in radio was as a teen mopping
tloors at WPDR in Portage, Wis. Today, as OM of
Entercom’s three properties in Milwaukee, he’s still
cleaning up—only this time in the ratings.

Kelly’s mainstream top 40 WNXSS (Kiss FM) has been a top-
five champion in the ratings for years; it finished third 12-plus in
the spring 06 phase 2 Arbitrends with a 6.7 share, behind
news/talk powerhouse WTMJ-AM and country WMIL..

While Kiss has been pumping the hits since 1998, it’s the sta-
tion’s fuck of longtime heritage that has made it a major in
Milwaukee, says Kelly, who also oversees adult top 40 WMYX
(Mix) and sports WSSP-AM.

“This is a market that is supporting three classic rock stations,”

Kelly says. “There are three morning shows that have been in
Milwaukee, virtually unchanged for over 20 vears apiece. I think
in that environment, the audience was begging for a station that
changed with the times, that moved, a station whose music would
constantly change with whatever the current tastes are.”

Add to that minimal clutter, a tight playlist and live personal-
ities 24/7 as Kelly’s recipe for success. In fact, except for
WTMJ-AM, Kiss is the only station in town that has no voice-

4 £ s mucnmore AT « WWW. BillboardRadioMonitor.com

tracking or syndicated shifts: an unusual, if not unfortunate fac-
toid for a market as large as Milwaukee, Arbitron’s No. 33.

“It breaks my heart to see stations in major dayparts voice-
track their audio,” Kelly says. “When listeners call the studio line,
there’s nobody home. Nothing kills a romance like a busy signal.”

He adds, “I'm a big believer in unique content between the
songs. My entire airstaff are real live personalitics. I have no liner
card readers. This airstaff works on making the station better
every single day. The imaging is top-notch and we're constantly
giving listeners a reason to come back and listen to the station
again, whether it’s specialty programming, bonus codes to carn
points and raid the prize closcet on our Web site or simply telling
the listener what’s going to happen in the next 20 minutes on the

»

ar.,

REINVIGORATED

Musically, Kelly believes that top 40 is on the verge of reinvigo
rating itself. “Pop music is huge,” he says. “Having the benefit
of also overseeing our adult top 40, I can’t believe how many
songs crossed over in the
last 12 months. It seemed
hike there was a time where
if a song didn’t have some
kind of rhythmic feel, it
wasn’t going to make it in
top 40. That tide has
totally turned.

“I think vou'll sce more
of that in the next 12
months; I believe it is a
combination of both the
format rediscovering pop
music and labels bringing
back fresh sounds—Gnarls
Barkley comes to mind-
and not just cloning each
other’s artists.”

Kiss’ core 1s 18-34,
which means that urban
acts also play significantly
into the playlist. “Hip-hop
and R&B are now pop cul-
ture. Nobody listens to a
top 40 station anymore and
says, ‘too much hip-hop,” ” Kelly says. “Where top +0 stations
end up painting themselves into a corner is by becoming too
much of one genre or another. If you play strictly rhythm music
and the rhythmic music cycle is down, many stations play rhyth-
mic stiffs to stay true to their format.

“I enjoy being able o play hits from all the genres, including
country. Rascal Flatts’ *What FHurts the Most’ is a smash and our
audience loves it, even if it means playing Yung Joc on one side
of it and All-American Rejects on the other.”

HOMETOWN STATION
Kiss also maintains a significant presence in the community, par-
ticularly during top 4’s prime time: the summer months.

“Milwaukee is the city of festivals during the summer and

we're at every one. There are festivals at the lakefront literally
cvery weckend during the summer, including Summerfest,
America’s largest outdoor music festival lasting 11 days,” Kelly
says. “Now imagine free tickets and backstage access to those
shows. That’s what we’ve been offering to our listeners every day
on-air and online for the past month leading up to Summerfest.”

On the air, WXSS involves listeners with specialty weekend
countdowns where members of the Kiss Klub (70,000 and
counting) vote for their favorite summer songs, old-school jams,
club songs and the like. “Then we actually have some of those
listeners in the studio to say why they picked that song as their
favorite,” Kelly says. The intent: “We want Kiss to be the
soundtrack for summer.”

Other razzle-dazzle promotions also turn the audience into
fans. The station is giving away a Mini Cooper during its 103.7
days of summer. L%ach day, jocks spot cars bearing a Kiss Kling
window decal, which qualifies the driver to win (sec photo).

“We create on-air contesting that is entertaining to the whole

The Kiss Krew’s Mini Cooper giveaway
is one of the station’s multiple forced
listening drivers.

audience, not just caller No. 10,” Kelly adds. * “Think Fast for a
Grand’ was a game show we had on the air several times a day
throughout the winter book.” Complete with game show sound
effects and a time clock that clicked away on the air, listeners had
60 seconds to answer five pop culture questions for the chance to
win $1,000. ‘T'he station vaulted from a 5.9 share to 7.0 in the
winter "06 Arbitron.

As far as his own role in maintaining a fresh Kiss, Kelly savs
that it’s all-important to keep his cars close to the radio.

“What really matters is what comes out of the speakers,” he
savs. “Yes, all that paperwork is important, but if vou’re not
improving the sound of your radio station every day, you're just
another empty suit.” e
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C$DMDS allows us to

ycoop the competition
by getting music firs
Sean “Rahbi” Tys

MD. WM Philadelphia

€ love DMDS! I can log
on, start downloading,
and come back to the
music later to truly
listen with both ears
instead of paying half
attention. It helps me
. help the PD and our
music shows when they

can't find a CD. =

--Shelia Taylor,
MD, WEND Charlotte

$$This is great technology.
As competitive as radio
is, you can have access
to the newest music
first by downloading it
directly into your system.
It's user-friendly and the

quality is excellent! -

--Anne Verebely,
GM, WJLZ Noitolk

19

$$[ love the DMDS service - efficiency, high quality,

and convenience all-in-one! >’
APD, KLLC San Frant:isco

| LOVE
DMDS!

Radio prafessionals have fallenin love with the quality, convenience,
and competitive edge they get with digital music downloads from DMDS.

Sign up for free DMDS downloads now. It's how music moves from now on.

866:992:9902 0or
www.musicrypt:com

N ,.Y

S MILISICRYPT

How music moves from now on.

$CDMDS makes it easy to
locate and organize our
current music. The high
quality digital wav files
give us the best audio
quality available. I can't
wait for the day when all
the labels use DMDS to

get me music! -

--Matt DuBiel,
PD, WKIE Chicago

$$pMDS is great to use. The
sound quality is excellent.
Finding and downloading
new music is easy, and it

beats waiting for the mail
to be delivered!”’’

--Mary Knight,
MD, WXLO Boston

$€With DMDS I no longer
have piles of CDs on my
desk and I can access my
music quickly and easily
anytime, anywhere I need it

-Tom Steele, Mornings,
WEBC Greenville




hough all four major-label groups have agreed to
monctary settlements and reforms that dramatically
alter how they interact with radio stations, the curtain
has yet to rise on the second act of New York State
Attorney General Eliot Spitzer’s sweeping payola probe.

“We're not done,” assistant deputy Attorney General Terryl
Brown Clemons told Billboard Radio Monitor a few days after
EMI Music became the fourth major to settle.

Lead investigator Brown Clemons is now pursuing settle-
ments with seven radio companies. An eighth, Entercom
Communications, has walked away from negotiations. The state
has subsequently sued the company.

In addition to examining radio’s role in alleged abuses docu-
mented in reams of e-mail correspondence, phasc two will also

6 RE 5 MUCH MORE AT » WWW.BillboardRadioMonitor.com

Terryl Brown Clemons

THE MAJORS HAVE AGREED TO SETTLEMENTS, BUT ACCORDING TO SPITZER'S LEAD INVE
— STATIONS —AND THEIR FESTIVALS —MAY BE NEXT BY PAUL HEINE PHOTOG

STIGATOR, RADIO
RAPH BY DEREK REED /RETNA LTD

put station festivals under the microscope. “That is something
that goes more to the demands made by the radio stations than
to the offers made by the labels,” Brown Clemons says.

Questionable activities by both industries became “such an
accepted practice that people didn’t even give it a second thought
as they were doing it,” she says.

However, many in both industries suggest the ncarly 2-vear-old
probe has put a chill on radio-label relationships, while creating
uncertainty about what are acceptable promotion practices. “It
isn’t unusual when my office conducts one of these massive indus-
try-wide ivestigations and comes up with new business practices
for there to be a period where people fecl stifled,” Brown Clemons
says. “They don’t know what to do. How do we function?”

That’s one reason why payola’s top cop accepted an invitation to
address what may not be the warmest
possible audience, a ballroom full of
radio and label folks, July 15 at the
Conclave in Minneapolis.

“I hope to be able to address some
of the concerns that folks have about
what they should be doing and to
paint it in black and white,” she says.

It’s not the blatant bribes that some
programmers allegedly accepted from
labels that has lead to confusion.
Rather, what has perplexed some are
alleged violations of New York state
law and the consumer protection
statute that prohibit deceptive acts and
practices.

- It has been difficult for some to “get
their arms around the fact that when a
label is giving vou something in order
to get airplay or you are requesting
something from a label in order for
vou to play a song, vou, as a radio sta-
tion, are abusing your license,” Brown
Clemons maintains. That applies not
only to gifts or cash that may be pock-

§ eted by a programmer but also to pro-
motions, tickets, CDs and prizes
awarded to listeners—virtually any-
thing that was accepted in exchange
for airplay.

“The spectrum is very limited and

”»

it belongs to the people,” Brown
Clemons says. “A radio station is
given the right to operate, providing
they are taking into consideration
what’s best for the listening public.
They get the opportunity to make edi-
torial decisions about good music, but
they are not to sell airtime to the high-

est bidder because when that happens, you end up excluding
artists that can’t afford to pay for airplay. It harms artists that
can’t afford to attach promotions to their songs to increase their
likelihood of getting airplay.”

The investigation has also called into question paid spin pro-
grams, such as Entercom’s CI) Preview, which cnabled labels to
purchase overnight spins that were fully disclosed to listeners
on-air and thus appeared not to violate the federal pavola statute,

“Spin programs become problematic because the purpose is to
influence the charts, to make a record [appear to be] more popu-
lar than it actually is,” Brown Clemons says. “You’re manipulat-
ing the charting system by engaging in that practice. What
appears to be a No. 5 record or a No. 1 record really isn’t. Those
charts are supposed to be based on popularity, not on which label
had the [most money to purchase airtime on the most stations].”

Such practices deceive and harm consumers by limiting the
diversity of music they are exposed to on the radio, she says.
Plus, “Many retailers make their decision on what to put in the
store based on the popularity of a particular song.”

Brown Clemons says the investigation uncovered abuse in the
radio station festival space and “that’s still part of the ongoing
investigation. While we scttled with the four major labels, we
still have the radio conglomerates that we’re working on. We're
at different phases with different companies. Some are much
further along and others are not.” -

FOUR FACES OF
PAYOLA

WHILE MANY EQUATE payola solely with program-
mers directly pocketing cash or gifts for playing specific
songs without on-air disclosure, New York’s ongoing inves-
tigation focused on four different alleged industry practices:

1) Direct bribes paid to programmers

2) Money directed to a station’s bottom line in exchange
for airplay

3) Chart manipulation through paid spin programs or
spot buys designed to trigger detections by airplay-
monitoring services

4) Independent promoters who act as middlemen to
channel money from labels to radio in a way that
attempts to undermine the federal and state statutes
governing commercial bribery

While all four major labels settied with the New York State
attorney general, Entercom Communications is challeng-
ing the state’s allegations. In next week’s Billboard Radio
Monitor, a pair of Washington, D.C.-based broadcast attor-
neys handicap New York v. Entercom. —PAUL HEINE

JULY 7, 2006




XCLUSIVE Q&A

ONLY DAYS AFTER settling with the fourth major-
A label group, New York State assistant attorney gener-
al Terryl Brown Clemons spoke with Billboard Radio
Monitor about the roots of the payola investigation
and its impact on the industry.

How did payola become an issue that appeared on
your office’s radar?

Two reasons. We had a lawyer who has since left the
office who had come from the FCC and was aware of

Labels can still use independent promoters. The ban
is on using independent promoters who are passing
money to radio stations or independent promoters
who have exclusive relationships with radio stations.

Labels and radio say the investigation has fostered
an era of paranoia. How can these two industries
remove the chill and work productively together?

SPECIAL |ssBE

There's no reason why they can’t work together.
Labels can provide items of value—trips, flyaways,
money, gift cards, etc.—and radio stations can ask for
those same items as long as it is not done in
exchange for airplay. They can go off to dinner with
the label folks. There’s nothing wrong with a label
[promoting music to radio]. But they cannot make
demands on one another. o

some of these [practices]. And we had complaints
about access to the airwaves from mostly independ-
ent labels and smaller artists. | think they probably
chose our office because of the work they had seen
the attorney general do in other areas.

How did you reach the conclusion that an investiga-
tion could be fruitful?

As a result of subpoenas we got from a small radio sta-
tion in upstate New York. Getting their e-mails and
going through the documents and seeing the discus-
sions that were being had with major labels —that was
the tipping point. That's when we realized, “Oh, all the
big guys are in this.” People had come to our office and
said, "There are problems; payola still continues.” We
thought they meant bribes to programming directors.
But once we subpoenaed their documents, we saw this
whole other scheme of providing payments to the
radio stations’ bottom line and the spin programs and
the fraudulent call-in requests and all the things that
were being done to move a song up the charts.

The settlement amounts for the four majors were
pretty small in terms of any impact to their bottom
line. If you had a strong case, why let them off rela-
tively easily?

I don’t know that they were let off so easily. You’'re
just looking at dollars. Yes, they should pay a fine or
a penalty because they have engaged in these prac-
tices, but our goal was getting the industry reforms.

Many in the music industry accuse Spitzer of undertak-
ing the investigation to get some headlines rather than
make a real difference in the business. Your thoughts?
It's already had an impact. We haven’t had anybody
come to us and say, “Those things weren’t going on.”
It's hard to argue with black-and-white evidence. It is
a case of sour grapes. You can say that about any-
thing that the attorney general does, that he’s doing it
to get headlines and help his gubernatorial campaign.
But what is he supposed to do as the attorney gener-
al? Is he supposed to sit around and not do cases?
That's his job to make sure that people are engaged
in practices that are in compliance with the law.

Some say that by instituting bans on independent
promoters, radio has shut the door to independent
labels that rely on indie promoters to work their
music to radio. How do you respond to that?

l JULY 7, 2006
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he next generation of radio talent is bullish on broad-

cast radio but not sold on satellite. Thev are excited

about emerging technologies, have realistic expecta-

tions about the broadcasting jobs they hope to land
one day and are concerned about the salary they are likely to
carn in their chosen profession—at least initially.

These are the key findings in an informal poll of a handful of
students in the radio program at Brown College, a broadcasting
school in Minnesota where future personalities, programmers,
managers and salespeople are trained. Billboard Radio Monitor
communicated via e-mail with six Brown students as well as their
faculty adviser (see story, page 9).

Minnesotan Connie Pederson was attracted to a career in
radio because “the on-air personalities are having fun,” she says.
“They meet many new people and have the opportunity to learn
something new every day.”

But like many of her fellow students, what Pederson finds
least appealing about the radio business is “the starting pay and
the job security. I don’t know how people make a modest living
if they are working in a small market and trving to raise a family,”
she says. “I support working your way up the ladder, but the
average starting pay coming out of college is very humbling.”

Josh Witte, who is from Iowa, hopes to one day have his own
morning show in a large market. The thing that most excites him
about the radio business is the opportunity to be “heard by the
world.”

“Broadcast radio 1s good,” Witte says. “They just need to get
rid of some of the old dogs and let some of us young pups in.”

Minnesota native Chris McArdle specifically plans to work at

a small-market station after graduation to learn the ropes.
Ultimately, however, he would like to host his own talk show or
do sports play-by-play commentary.

McArdle was attracted to the radio business by its “really cool
people” and the fact that he would not be working in a cubicle all day.
One thing that frightens him about the business is “corporate para-
noia. People are too scared of offending their sharcholders,” he says.
“That leads to everything sounding the same, which is not good.”

Fellow Minnesotan Michelle Mandaville is still deciding
between working on-air or in radio sales after graduation. What
first attracted her to radio was the opportunity to meet “neat and
famous people.” She also likes the fast pace of the radio industry
that “requires you to stay on your toes and be up on all news and
pop culture. It seems an 1dcal place to work for the younger gen-
eration who is very interested in today’s music and news.”

Mandaville is among those turned off by the thought of the
paltry initial salary she’s likely to earn in her first radio job. At
Brown, she says, “they really drill it into your head that you will
be working for pennies when you first start out. This leaves many
scared and unsure.” And she admits her friends and family some-
times worry about the job security in her chosen profession.

While she’s excited by the prospect of a radio career that has
her moving occasionally to bigger and better cities, Mandaville is

HERE 5 MUCH MORE AT «» WWW. BillboardRadioMonitor.com
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not cager to start out in a tiny market in “Nebraska, North
Dakota or Iowa,” as she is likely to do.

Wisconsin native Jonathon Church aspires to a career in radio
sales and ultimately hopes to be either a sales manager of a major-
market station or an owner of a medium-market outlet. What
attracted him to the radio business is that “radio brings enter-
tainment as well as information and advertising to people that
wouldn’t otherwise get it during the workday.”

BETTING ON BROADCAST
Mandaville is among the Brown students who say they find
broadcast radio “very entertaining. There is such a varicty on
every station you turn to. It seems as though therc is a jock that
appeals to everyone’s sense of humor and personality.”

McArdle is also a fan of broadcast radio, calling it “a very good
medium. It keeps me informed on all the current topics. When
most people think of radio, they think of music, but I think of . . .
a huge flow of information. It’s growing all the time.”

Pedcrson says she listens to and enjoys broadcast radio all day.
“I appreciate having updated weather, news and traffic available
to me at all times,” she says. “My only suggestion for broadcast
radio is to welcome high-definition radio with open arms.”

Asked what broadcast radio could do better, Church offers the
surprising opinion that the industry is “doing everything right.
It’s free, and you can find whatever kind of music program you
want to listen to.”

SLAMMING SATELLITE
Despite majoring in radio, this particular group of students is not

BY PHYLLIS STAR

JORS

N BROADCASTING

DOGS AND LET
SOME OF US
YOUNG PUPS IN
-~JOSH WITTE
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impressed with satellite offerings from XM or Sirius. Witte says,
“I don’t feel like paying 12 bucks a month just to hear people
curse. I am just fine with turning on free radio and listening to
commercials.”

Nebraska native Jim Alan, who hopes to eventually land a job
as a news or program director, says he would choose “the
AM/FM ‘scan’ button any day” over satellite.

Mandaville says cveryone she knows who subscribes to satel-
lite radio still spends more time listening to broadcast radio.

“I like interactive, local radio,” she says. “A local station is
much more appealing than somcone on the other side of the
country talking to you, or not talking at all, for that matter. I like
when listeners can call in from the surrounding communities and
talk. I like that the jocks are local; you really feel like you get to
know them since they are always in the car with you. If you really
wanted to, you could even call them up personally at the station
and share a story or just talk. They love it and usually put you on
the air. Could vou ever do that with satellite? I think not. It’s cold
and unfriendly.”

FARM TEAM PLAYERS
Since the rise of syndicated talent and the advent of voice-tracking,
there has been concern in the radio industry that it’s not attracting




THE PUPIL'S PERSPECTIVE

AS A KEY ADVISER to the students at Mendota Heights, Minn.-based broadcasting
school Brown College, Karol Baumeister knows exactly what draws some young people
to radio careers and what keeps others away.

Baumeister, who runs the career fair at the annual Conclave Learning Conference in
Minneapolis, is in touch daily with small-market stations nationwide about potential jobs
for Brown students.

. Due to her unique perspective on the radio industry, Billboard Radio Monitor recently
posed six questions to Baumeister, who holds the title of career services representative
for radio broadcasting at Brown, where she has worked for five years.

What is most attractive to your students about the radio industry?
The chance to be on air, meeting people, entertaining and being creative.

What do they say is the least appealing thing about the radio business?
The money.

What kinds of jobs do most of your students hope to land in the radio business after
graduation, and what are the jobs they hope to grow into one day?
A lot of them want to be famous jocks, sports announcers or [KQRS Minneapolis morn-
ing man] Tom Barnard. But right out of school, some become small-market jocks, morn-
ing show co-hosts, news directors, play-by-play announcers, part-time on-air talent, pro-
motions staffers or Web developers.

Some stay in the large market and become a board operator, eventually —sometimes—
a producer. Others work for voice-production companies. Some are mobile DJs if they
don‘t want to move.

We do have some that go into radio sales, but that has been a tough gig right out of school.

The radio industry has been concerned for years that voice-tracking and syndicated per-

sonalities have eliminated the “farm team” system of small-market jobs where radio

newbies could learn the business, hone their craft and move up the ranks. Have you

found this to be the case?

We still get those entry-level jobs. There are definitely stations that people can start out at.
What | see as difficult is the students’ willingness to move and the financial aspect.

a young “farm team.” Radio Monitor asked the Brown students radio careers.

You really have to be willing to go anywhere, especially since there are so many people
who want to be in the business.

Radio pay hasn't changed much in 20 years. | talk to Brown graduates from 1975 or 1990,
and they tell me what they started at. | often laugh. Sometimes it isn’t much different.

The overnight-jock position has been hard to find. That has been eaten up by voice-
tracking and [network] radio. 1t used to be a great training ground for a newbie. But we
are getting entry-level jobs.

| always tell students, “Your window may be a door in this business. Make the most of it.”

What can and should the radio industry do to attract more qualified young people to
its ranks?
More than any other industry, there are people out there who will throw you a hand when
you're a newcomer. The radio industry has done a wonderful job with internship oppor-
tunities. But it would be great if they would be willing to offer more of a deal for a new
graduate, for example, salary and benefits.
1 work with a small-market group of stations out of Knoxville, lowa.
‘ They really entice the graduates by being proud of their station, its
structure and the ability to grow within. It is a structured environment,
but there are possibilities.

As the radio business has dramatically evolved over the last few years, now
encompassing things like satellite and Internet radio, podcasting and HD-2 side channels,
how has Brown's curriculum changed to prepare students for the realities of the business?
We have incorporated Web development classes for the past four or five years. Our stu-
dents are trained to be on air, but they do have extensive training in Web development
and also, this quarter, podcasting.

We have focused strongly on production as well. This seems to be an area that
radio is opening up in. | have actually seen some entry-level jobs in the past year
solely for production.

We have been talking about HD radio for a while. Recently, | had my first job order from a
local station in Minneapolis for HD-2. They are launching a club channel to complement their
top 40 station. They were locking for mixers, and | was able to send them a group of students.

HD-2 may open up radio for people who are on the fringe of the business, like club DJs.

Also, our students have been encouraged to attend the Conclave Learning Conference
where they can learn about the newest things in the industry. We are fortunate that it is
held in Minneapolis every year. —PHYLLIS STARK

the biggest challenges is “the lack of local owners of radio sta-

what the radio business could do better to attract young people.

Witte says the industry should “let it be known that being on
the radio is a career option. Most people think radio jocks are
mythical creatures that don’t exist in the real world.”

While noting that more young people are attracted to music
radio than talk, McArdle believes that there should be “more
shows with topics that concern young people as a whole.” Shows
like syndicated sex and relationship talk program “Loveline,” he
says, would “attract more young listeners.”

Mandaville thinks fear keeps many young people away from

“They don’t know how long they would be working for $8 an
hour in some small town up north,” she says. “If people felt there
was more encouragement and reinforcement that they were tal-
ented and had a chance in a big market they might go for it. The
success rate is very unknown, and to some, the fear that they are
not good enough and could never make it is enough for them to
disregard it completely.”

Asked what challenges lie ahead for the radio business, Alan
cites “corporate ownership of multiple stations and corporate
predatory pricing of advertising.” Pederson agrees that one of

tions around the country. As with all other industries,” she says,
“the bigger companies are squeczing out the local [and| smaller
business owners.”

McArdle thinks radio’s biggest challenge is the iPod.
“Podcasts are good for radio, but music is not being listened to
as much on the radio,” he says. “We live in a ‘now’ society.
People want the song they want now.”

For Mandaville, the key challenge is “finding ways to be more
entertaining and appealing. Radio is classic and timeless. We just
need to elaborate on that quality and remind people of it.” © ¢

BEST MORNING DRIVE RATINGS...EVER!
WSNI/FM “Sunny 104.5” Philadelphia, PA

“Amazing! John Tesh’s first full morning drive book (winter ‘06) was bigger
than our Christmas numbers. In fact, (with the Tesh show in MORNING

DRIVE), it was our best morning numbers...EVER!

—Brian Check, Regional VP Programming
Clear Channel Communications
WSNI/FM “Sunny 104.5" Philadelphia

the john tesl'ré;‘i
radio showSiy=
Music and Intelligence for your Life

Now heard on
over 230+ stations!
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LEW DICKEY JR. wants to keep on consolidating—and he doesn’t mean simply merg-
ing publicly held Cumulus Media and privately held Cumulus Media Partners.

The chairman/CEQ/president of Cumulus Media is talking about riding another wave of
mergers and acquisitions he sees coming on the horizon. "We've always wanted to posi-
tion ourselves as one of the last consolidators, and we think we're in a great position to
do so,” Dickey says.

Publicly traded radio groups are in a real slump, and Wall Street analysts seem hard-
pressed to find a positive story to tell about traditional radio’s future. That doesn’t deter
Dickey, who sees a new opportunity to profit from radio’s ability to deliver strong cash-
flow margins, even in a period of slow growth.

“1 think Wall Street is missing the equity values,” he says, “and the debt markets are
pretty attractive. So, in essence, I'm substituting debt for equity in my capital structure.”

Translation: "Certainly by the end of next year, | would expect our company to be quite
a lot larger than it is today.”

Dickey says that a number of private investors with “very deep pockets” are stiil look-

ing to put more money into Cumulus Media Partners.
On the public side, Cumulus Media has just wrapped up its Dutch Auction venture to

A
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buy back a large portion of that company’s stock.

With that auction essentially done, Dickey says, "We think we're spring-loading the
equity here and, as a result, we're going to have a much stronger currency that we can
use to continue to do deals.”

We're not talking about millions, or even hundreds of millions of dollars. We're talking
several billion dollars’ worth of deals.

“I've been talking about a second major wave of consoclidation for a while, and | think
it's now upon us,” Dickey says. "l think you're going see several billion dollars’ worth of
deals get done over the next two-and-a-half years.”

The latest moves at the FCC and on Capitol Hill seem to favor at least some new wave
of consolidation.

But that's not what seems to spur Dickey’s drive to ride a new wave of consolidation.
He’s eyeing radio stations and the Internet.

“Right now, we are 100% a radio company, and | don't look for that to change in the
near future. But if you look ahead five or 10 years from now, as we continue to be in the
local advertising business, | think our online presence will be significant. | can promise
you that our next big initiative is going to be online.” .

BY TONY SANDERS

LEW & JOHN DICKEY’S FUTURE VISION

LEW DICKEY JR.: CHRIS McKAY / RETNA LTD.

BILLBOARD RADIO MONITOR had a chance to talk
with Dickey brothers Lew Jr. and John to ask them about their
vision of radio’s future. Fere are some insights.

Let's talk about the future of radio, what I'm calling
Radio 2010.

John Dickey: It’s not that far off. We’re only about 36 or 40
months away. By then the vast majority of the populated areas
will all be experiencing the digital revolution. Retailers will be
running full steam with all their solutions for digital. Auto man-
ufacturers, the big three or big four, will have incorporated dig-
ital HID radio into their models, and it won’t just be Series 7
BMWSs that have it as standard equipment.

Radio receivers will be a lot more flexible and not only capa-
ble of pulling in digital but satellite as well. So vou’re going to
have a consumer who is able to experience digital not only from
a quality standpoint but also have the ability to store digitally and
time-shift and listen at will a la TiVo.

Lew Dickey Jr.: Radio is a dynamic medium to begin with
because we are so close to the customer. We're constantly getting
feedback from the customer, whether it’s formal feedback in the
form of market research or informal feedback from request lines
or online critiques or just out chatting with our listeners with
remote broadcasts and station events or feedback lines.

[ think that’s why this medium has continued to reinvent
itself. Think about this. Pre-HD, there is more audio diversity
in radio formats than there has ever been in the history of the
medium. Period. All groups, period, are being served by our
medium. Then when you throw HD in, yvou’re going to have
that many more choiccs.

That’'s great, but what will all this new technology do for

traditional radio?
John: It’s going to increase the listeners’ bond to a brand and the

. www.BillboardRadioMonitor.com

ability to experience at their leisure the product we put out. The
digital revolution is just going to continue to put a microscope
over programming and the ability for programmers and compa-
nies to build and develop great brands.

What about the Jack format? Will it be here three or four
years from now?

John: Sure it will, but those that are quick to jump on trends
sometimes do so at their own peril. They’ve got to be careful to
never abandon the fundamental truths of programming.
Listeners only comprehend half a dozen to 10 formats. T'hat’s
how they classify things, and if we try to stretch too far bevond
that, or if we try to spend too much of our time and cffort trying
to teach people how to use radio differently, it isn’t going to work.

Lew: This is music that doesn’t necessarily have staying
power. For example, a IFour Tops song you can hear 7,000
times on an oldies station, but vou can only hear “Show Me the
Way” by Peter I'rampton so many times and then you're real-
ly tired of hearing it. But you can hear “Ain’t No Mountain
High Lnough” a million times. Some records have a much
greater propensity to burn than others.

We've always viewed something like this as an effective launch
strategy for new stations. Then over time you have to evolve
them. If you don’t have services, if vou don’t have a morning
show, if you don’t have anything between the records, it’s amaz-
ing how quickly people will grow tired of it.

If the key to competing with satellite radio or Internet
radio is owning the best content—meaning, people and
programs—what should PDs be doing right now to win
that battle?

John: Don’t depend on Premiere. [Don’t depend on ABC or any-
body clse to supply your morning show or your night show.
Within reason and within budget constraints, spend more time

thinking and working with talent. That is ultimately what will sep-
arate us from all the other content offerings. That is something
that has been dangerously depleted over the last 10 years. That’s
something our company is extremely focused on trving to rebuild.

Lew: I think there are some extremely talented programmers on
the public radio side, and they don’t get their just due in commer-
cial radio because the ratings aren’t published and it’s not a commer-
cial success. But I'm telling you that there are some very bright peo-
ple on the public side, and we could all learn a lesson from the things
that are going on out there. We should be very attentive to some of
the innovative things these guys are doing. —TONY SANDERS




ohn Dickey, executive VP of Cumulus Media and the
group’s chief programmer, last year called for an end to
the decades-old practice of radio stations reporting
their adds to trade publications and record labels.

“It’s the root of a lot of evil, and somebody ought to take a
stand and do away with it,” he said.

It wasn’t long before Dickey put his own preaching into practice.
When Billboard Radio Monitor first reported the plan, Dickey said
the move was based on his own hopes to inspire more creativity
within his staff.

Now, six months later, Dickey talks to business editor Tony
Sanders about that shift and the future of FM programming.

Let’s start with not reporting adds. How's it going?
At first the move was met with a bit of confusion, consternation
and concern—what I like to call “the three Cs.” Now, I think the
three Cs have turned into the big U. People understand. T've
been gratified to get that sense from our guys.

What is it they understand now?

That they are now out of the routine they’ve been in for years:
coming to the office, talking shop on records and adds, and doing
their thing on Mondays and Tuesdays, and being focused in that
area before they start to focus on the other aspects of what they
do for a living. They've really found a much larger workweck for
themselves. They're not as panicked trving to do those things
carly in the week. They have the opportunity and the flexibility
to add a record whenever it’s appropriate.

So, has everything worked out as you hoped?

This move is going to make a difference in how our programmers
manage and develop the brands in their markets. They can spend
more time with their morning shows and with their talent.
CUltimately, that’s going to make a difference on a day-to-day basis.

Adding records is certainly important, but it shouldn’t be the
focus of the first 48 hours of a week.

It’s about having the frecdom to add a record whenever you
want, but also to commit to a project and stick with it. I think
that is appreciated by talent and labels. If we feel strongly about
something and want to commit to it and it fits the brand, then

let’s commit to it.

What new programming ideas do you see coming down
the road?

Talk on FM is here to stay. I don’t sce that as a trend but as
an extension of hard news moving more into the sensational
news variety. As news programs turn into magazine-style pro-
grams, having that cxtension over terrestrial radio on FM is
just a natural.

You have two Jack-formatted stations of your own.
How are you developing them?
We don’t want to see this turn out to be a Roman candle-like for-
mat. We can go back into the archives and name all those pro-
gramming ventures that were supposed to be the saviors of radio
that were great at getting people reinterested in a frequency, but
when it came time to turn the page after chapter one, nobody had
anything.

That’s what people need to be focused on, and the advocates
of this format right now are sadly mistaken if they think this is a
plug-and-play for the next five vears. It ain’t going to work.

2ANMMIN

JOHN DICKEY’'S NEW VIE!

How would you apply programming fundamentals to
your Jack stations?

I think that Jack is not a format but a very successful launch tactic.
Jack has never really been a format. It isn’t. And this gets back to
the fundamentals. If programmers think that listeners don’t want
to interact with the morning show, that they don’t want to be
infornied as adults, whether they're 25 or 55, and that they don’t
enjoy interesting, creative contesting occasionally, then they’ve got
their heads in the sand. Those things are tried and true.

They’re going to have to figure out what the second, third and
fourth acts are for this format.

What will the Jack stations
evolve into?

I think therc’s something to a radio
station that can be a little bit wider,
broader, a little bit more variety-
based, to have a little bit of a train
wreck to it. But the second and third
act of this launch is going to have to
resemble something that listeners—
not programmers—can appreciate and
get therr arms around.

Whether people want to believe it
or not, that’s going to require the
insertion of talent and the insertion of
certain service elements, albeit in a
way that might be closer to the mission
of that station, of that brand, but
vou're going to have them.

That gets us back to program-
ming fundamentals.

Let’s just say that the wheel is tried
and truc. It works. As for radio, people
want to be entertained, they want to be
informed, they want interaction and
they want localism. Those are the
things that are never going to change
in 2010 or 2020.

I think programmers should recom-
mit themselves to the fundamentals of
this business. If thev do that, the
future is going to be bright and sunny
for them. If they think that radio 1s
going to be consumed differently, or
that it needs to be consumed different-
ly, used differently, whatever the case
may be, I think they’re going to be in
for a rude awakening.

What do you think of the new
view of news on FM, of incorpo-
rating more news and informa-
tion into music-intensive radio?
It’s inevitable that network news need-
ed to change. Quite frankly, I think the
story there is: Why did it take so long
for them to figure it out? A lot of it is
that they wanted to ride these old rela-
tionships into the ground.

I think Fox has revolutionized the news model, certainly in
cable, and they're just taking that same approach to radio, and
the rest are following suit.

Do you have Fox on a lot of your stations?

Not on a lot, but we do have it on a number of them. We just got
a lot of fredback from listeners saying they didn’t want to hear
the CI3S brand on these stations. So we made some switches. But
we still do a ot of business with ABC. We have AP Broadcast,
and we also use MetroSource. .

John Dickey
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ROCK RADIO RULES IN THE
GREAT STATE OF IOWA

BY MIKE BOYLE
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DID YOU KNOW that lowa is bordered by two great
American rivers (the Mississippi and the Missouri) on its east
and west sides? And that this state has a rich agricultural tradi-
tion and ranks first in the nation with corn and soybean produc-
tion as well as in hog production from its 93,000-plus farms?
Iowa also has a rich and long history as a state that likes to rock.
This is evident in the fact that such radio broadcasters as Clear
Channel, Cumulus, Saga, Citadel and Bahakel have set down
roots in the format with stations like WXLP and KCQQ Quad
Cities (Davenport-Rock Island-Moline); KRNA and KKRQ
Cedar Rapids; KGGO, KCCQ, KDRB and KAZR (Lazcer) Des
Moines; and KCRR and KFMW Waterloo-Cedar Falls.
(Incidentally, Michael Cross and Ryan Patrick, PDs of KFMW
and KAZR, respectively, will participate in the rock format sympo-
sium at this year’s Conclave conference July 13-16 in Minneapolis.)

THE MUSIC—'IT JUST ROCKS, MAN’

Rock WXLP wenton the air in 1978. PID/morning show co-host
Dave Levora describes the Cumulus active station’s music as a
“heavy mix of new and lots of guitars . . . It just rocks, man.”

Blending active, mainstream and modern rock titles, Cumulus
KRNA PD/afternoon host Gregg Scharnau says, “We’re just a
rock station playing everything that’s good. We don’t pigeonhole
ourselves. We're very aggressive, yet we can also get away with
playing AC/DC and Black Sabbath, too.”

Patrick, from Saga active rock KAZR, helms a station where
the music has ¢volved and broadened during the past few years.
“We lean a little more on gold, and we’re not hard or extreme,
which was impacting our growth. The evolution has worked
really well for us.”

The most musically aggressive Iowa rocker may be Bahakel
active rock KFMW—so much so that Cross admits it may be too
much. “I'say ‘too musically aggressive’ because I often add songs
that aren’t going for adds for several wecks. I don’t play the chart
game. I do what’s right for us, and for the past six-and-a-half
years it’s worked quite well.”

STATIONALITY AND ATTITUDE

Music is only part of a station’s overall sound. So what do these
Hawkeye State programmers hear and feel when they listen to
their stations?

“Some would say we’re stale, because we’ve used the same
voice guy [David Lee] for years,” Cross admits. “But he’s
become a part of the station’s legacy and heritage. It’s old school
to some degrec, but when you hear his delivery and kick-ass atti-
tude, vou think Rock 108.”

Scharnau says, “We try to hit that 27- to 30-year-old guy with
our imaging and concentrate on getting the message out that we
play the best new music first. We also play the local card really
well and show off the great interaction we have with listeners.”

Staying with imaging for a moment, WXLP’s Levora says it’s
important that the imaging says exactly what the station is, “but
we also have a good sense of humor about ourselves. Nothing
revolutionary; it’s just fun.”

And as KAZR’s music has evolved, so, too, has its on-air atti-
tude and presentation.

“Thanks to our friends at the FCC, we’ve had to alter our atti-
tude over the past few vears,” Patrick says. “The old active rock
‘locker room” humor doesn’t fly anymore. We’ve had to raise the
bar and get more creative.”

PROMOTIONS = LIFESTYLE

Doesn’t the saying go, “When in Iowa, do as Iowans do?” Sure,
the big-ticket trips are a no-brainer, but in this state, rock listen-
ers basically just want good times, I.evora says. “In simple terms,
that means beer, babes or videogames. We try to be the station
that finds a party that already exists and show up.”




THE LONE MODERN ROCKER

YES, VIRGINIA, there is a commercial modern rocker in lowa and it's Clear Channel KCCQ {Channel Q) Des Moines.
Clear Channel bought the station in 1999 and flipped it from top 40 to modern.

Programming the station for the past four years—and holding down an afternoon shift, too—Jamie Marchiori is most
excited about his ability to not only showcase the harder side of modern rock (Godsmack, Korn, Slipknot), but also the
pop side, too, with bands such as Death Cab for Cutie and Angels and Airwaves. He also enjoys the fact that despite his
station’s imaging being a little “ballsy,” his jocks come off sounding like “regular people.”

“Qur personalities have their own style,” Marchiori says. “The biggest compliment | get when I'm out at a station
event is someone telling me | sound just like | do on the radio.”

Promotionally, Channel Q doesn’t get sidetracked with techie-type giveaways and instead stays true to the music.

“Concerts have picked up in lowa in the past 18 months, so we've capitalized on doing ticket giveaways and special
promotions based around those shows,” Marchiori says. “Music-based promotions, including ‘win-it-before-you-can-
buy-it,” work best for us because they’re our listeners’ main interest.”

The station is physically based in Ames, the home of lowa State University. it has the “perfect KCCQ audience,”
Marchiori says. The bulk of the station’s community involvement centers on backing fund-raisers held by the university’s

fraternities and sororities throughout the year.

Asked, as his fellow lowa rock programmers were, what makes his a great rock station, Marchiori immediately

answers, "Our ability to step out and take chances musically.”

He adds, “I'm also proud that we're able to support local bands in regular rotation, too.”

Marchiori sees a much larger than normal dedication from lowans when they sense artists go that extra mile for
them. "“I've noticed that listeners appreciate those littie things that artists do, such as station-sponsored acoustic sets
they’re invited to attend. They pay the artists back by buying their CDs and tickets to their shows the next time they're

in town.”

—MIKE BOYLE

‘Maybe it’s the stereotypical blue-collar work ethic,

but rock still works here.’

-GREGG SCHARNAU

Patrick has embraced promotions that center on technology:
“It’s important to our audience. They want the newest and lat-
est gadgets—PlayStation, Xbox, iPods, big-screen TVs—and
we've been the station to give it to them.”

Good times also means motoreycles, and WXILP, KRNA and
KFMW all make bike giveaways or sponsored rides a staple of their
vearly promotional calendars. WXLP does a bike night out in the
middle of nowhere for 500-6(X) bikers numerous times throughout
the riding season. KRNA has given away a lHarley-Davidson
motoreycle every spring for the last four years, as has KFNMW.

“4 lot of what we do are sales-driven/client-based promotions,”
Cross explains. “It can be a good thing, too, as we're currently
working with a local Harley dealer and Miller Lite to give away a
817,000 motorcycle” 1le adds that because KIP'MW’s signal
stretches from Waterloo to Cedar Rapids, it allows the outlet to do
multiple promotions using the same national advertiser/partner,
such as Miller Lite, vet team with different local distributors.

ROCK'N’'ROLL DO-GOODERS
A sense of community and giving back is not lost on our panel of
Towa rock outlets. However, while having a signal that covers two
markets—Waterloo and Cedar Rapids—may be good for his pro-
motions, it can also be a hindrance for Cross: “Because of our sig-
nal, we can’t localize very well. We do as much as we can and be as
visible as we can at community events and fund-raisers, but it’s hard
to be a Waterloo-Cedar Falls station or just a Cedar Rapids station.”

Patrick admits that community service 1s “a work in progress.
It has increased in the past couple of years, and I would love to
see it increase more. We do a lot of car washes and did a lot for
tsunami relief. It’s important for a rock station to be ingrained
into the community.”

KRN A’s Scharnau concurs: “We try to hang our hat on any-
thing thar raises money for good causes.”

HOME OFFICE HELP

Some might think that being out in the middle of America sur-
rounded by mostly corn and soybeans is the epitome of “out of
sight, out of mind.” That couldn’t be further from the truth for
Towa’s rock stations.

“I have great PDs in my cluster in Des Moines,” Patrick
says of his Saga counterparts, “plus other rock programmers
in the company—Harvey Kojan at WNOR Norfolk [Va.],
Keith Hastings at WIIIDQ (the Hog) Milwaukee and Neal
Mirsky at WAQY and WLZX Springfield [Mass.|—are a
And then there’s [executive

great sounding board ...
VP/group PD)| Steve Goldstein, who, in my opinion, is one of
the best minds in radio.”

Levora cites “awesome” company support at Cumulus. “It
starts with [recently promoted VP of programming]| Val Garris,
who is a great guy with great instincts. You're not unprepared
when you talk to that guy a couple of times a week. You know
exactly what’s expected of you and how to execute it.”

Scharnau at Cumulus sister KRNA adds, “The nice thing is
we have four Cumulus stations in castern Iowa, and that gives
me a fraternity of PDs to powwow with.”

On the other side of the spectrum is KI'MH, of which Cross
says, “It’s wonderful to not have a corporate P1). There’s
nobody from the company looking over my shoulder.” His
company, Bahakel, is a small operator based in Charlotte, N.C.,
whose owner, Cy Bahakel, died in April. But so far “it’s busi-
ness as usual,” Cross reports. “They let us do what we do. Year
after year, we turn a profit for them, and I think they’re very
pleased with that.”

WHAT MAKES YOURS A GREAT ROCK STATION?
There’s nothing wrong with being a little braggadocio, and our

select group of Towa rock programmers certainly win points for

not being shy in that regard. Ask what makes their rock stations
great, and the answers run the gamut from heritage, as is the case
with KRN A’s Scharnau, to the people who staff those stations.

“It’s hard to put your finger on one thing as we have great
personalities and promotions,” KAZR’s Patrick says. “In the
end, though, it comes down to all the people who work at this
station. They put everything they have into it, and it translates
to the listeners.”

WXIL.P’s Levora is a staff guy, too, saying, “My jocks first and
foremost make this a great rock station. I have guys who aren’t
afraid to be personalitics. They live the lifestyle, and they’re a
riot on and off the air.”

Cross explains, “For us, it’s being musically aggressive; peo-
ple know we’re a little different. Listeners come and go in this
market, and when they return, they tell us how different we are
from other rock stations they’ve heard in their travels. We have
the freedom to play things that may not get played clsewhere.”

UNIQUE TO IOWA

Scharnau, Cross, Levora and Patrick have all programmed in the
Midwest and Towa for many vears, and all agree that it’s one of
the most unique places with its own set of challenges.

“Iowa and the upper Midwest are still true to rock,”
Scharnau claims. “Active rock has fallen off in many of the
major markets, but it’s still strong here. Maybe it’s the stereo-
typical blue-collar work cthic, but rock still works here. It’s a
testament for market 213 to have two active rock stations that
do very well. You wouldn’t find this in too many cities, yet
we’re hammering it out and it’s fun.”

And with Cross’ KFMW being that other active rocker, he
adds, “T get fired up every day because I know someone’s trying
to kick my ass.”

WXLIP’s Levora adds, “All the clichés about hardworking
Midwest people are true and they love to have fun and rock
hard, but what makes my job unique is that the B.S. detector
goces off really easily with these people, so the rule is, ‘Don’t

LI .

even try.

CORN BELT RATINGS
SCORECARD

DES MOINES, IOWA

STATION FORMAT FAO05 wioé
KGGO Classic Rock 5.3 7.2
KAZR Active Rock 5.0 5.1
KDRB Variety Rock 4.5 5.1
KCCQ Modern Rock 2.2 1.3

CEDAR RAPIDS, IOWA

STATION FORMAT SP05 FA05
KKRQ Classic Hits 7.6 9.3
KFMW Active Rock 4.0 3.9
KRNA Active Rock 5.8 2.9

WATERLOO-CEDAR FALLS, IOWA

STATION FORMAT SP05 FAO05
KCRR Classic Rock 7.0 8.4
KFMW Active Rock 8.2 4.5

QUAD CITIES, IOWA-ILLINOIS

STATION FORMAT SP05 FA05
KCQaQ Classic Hits 10.0 10.6
WXLP Active Rock 7.0 79

AQH share persons 12-plus Monday-Sunday, 6 a.m.-midnight.
© 2006 Arbitron. Reprinted with permission.
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hanks to a winning combination of big-city amenities and still-within-reach cost of living, Minneapolis is often named one

of the nation’s best places to live. Respected cultural institutions like the Walker Art Center and the Guthrie Theater ensure

that residents and visitors are never starved for indoor enjoyment, while copious lakes and top-notch parks mean outdoor

options arc cqually plentiful. Four professional sports teams also help keep this town entertained. Just make sure to bundle
up in the winter, as the average high in January measures a frigid 22 degrees.

Changes in the Minneapolis radio market of late include the morphing of Clear Channel’s KJZI into KTLK, with a format flip from
smooth jazz to news/talk. (KJZI plans to continue its smooth jazz format through an Internet only version of the former station.) Also,
the NBA’s Minnesota Timberwolves have inked a three-vear deal to move game broadcasts to StarCom classic country KILCI (Bob 106)
Elk River, Minn., parting ways with the only radio flagship the franchise had ever known, Clear Channel sports KFAN Minneapolis.

TEN-YEAR SNAPSHOT

=R YEAR-END TOP-SELLING ALBUMS

ARTIST TITLE

HOOTIE & THE BLOWFISH Cracked Rear View
ALANIS MORISSETTE Jagged Little Pill
SPICE GIRLS Spice

TITANIC Soundtrack
OFFSPRING Americana

‘N SYNC No Strings Attached
ENYA A Day Without Rain
EMINEM The Eminem Show
NORAH JONES Come Away With Me
USHER Confessions

GREEN DAY American Idiot

1995
1996
1997
1998
1999
2000
2001
2002
2003
2004
2005

© 2006 Nielsen SoundScan

ABC RADIO has most of the Minneapolis rock scene locked

up with market-leading classic rock KQRS (KQ92) and active

rock sister KXXR (93X),

Kaag which ranked cighth 12-

{ \,/ | / plus in the winter 2006

Arbitron book. The modern

rock member of the family is the WGVX/WGVY/WGVZ
trimulcast (Drive 105).

Triple-A has long been alive and well in the Twin Cities on
Clear Channel KT CZ (Cities 97), which ranked third in adults
25-54 1n the winter 2006 Arbitron book.

By the Arbitron numbers, from winter 06-spring "06 Phase 2,
KQRS trended 8.8-8.5, KTCZ cruised 4.0-4.4, KXXR dipped
3.9-3.7 and WGVX moved 1.3-1.0.

KQRS is a 100,000-watt Class C outlet whose call letters
mean “quality radio station.” Dave Hamilton has pro-
grammed KQY2 for close to two decades, and its airstaff has
remained largely unchanged for years. Mornings are
anchored by always controversial Minneapolis native and
market legend Tom Barnard, who last vear started offering

rebroadcasts of his daily show via podcast. Catch one at
KQRS.com. —MIKE BOYLE

COMPARISON

POPULATION:*** 2,632,400
TOTAL RETAIL SALES (2005):*

$74.2 billion g
RETAIL SALES FORCAST (2010):* ,
$88.9 billion !

RADIO MARKET RANK: 16

DEMOGRAPHICS:**
TOTAL MINNEAPOLIS |
75-MARKET ARBITRON !
POPULATION % METRO % INDEX
| Age 1824 13% 13% 97 l

Age 25-34 18% 19% 105
Age 35-44 20% 22% 112
Age 45-54 19% 20% 107
Age 25-54 57% 61% 108
College graduate 13% 19% 146
White 83% 89% 106
African-American 1% 5% 45
Asian 2% 4% 153
Hispanic origin 13% 4% 33 !
Listened to audio online
{past 30 days) 15% 15% 99
Visited radio station site 5% 8% 152
NO. OF RADIO STATIONS HOME TO THE MARKET: 21***

15 MINUTES IN THE LIFE—“

(WHAT WAS PLAYING ON THE FOUR FORMAT LEADERS ON
JULY 2,11 AM.-11:15 AM.)

RADIO OWNERSHIP:

OWNER NO. OF STATIONS
1AM, 5 FM (6)
1AM, 2 FM (3)

3FMm
1AM, 2 FM (3)

RATINGS SHARE***
26.5%
16.8%
14.0%
8.4%

Clear Channel
CBS

ABC

Hubbard

FORMATS: 6 N/T, 2 top 40, 1 classic rock, 1 country, 1 AC, 1 triple-A,
1 active, 1 adult top 40, 1 adult hits, 1 modern, 1 classic country, |
1 religious, 3 other |

INTERESTING FACT:**

Fifty-five percent of Minneapolis-St. Paul homes have a market value
of $200,000-plus, 26% have a market value of $300,000-plus and 6%
have a market value of $500,000-plus.

*SOURCE: S&MM'’s “Survey of Buying Power” {Media Market Totals) 2006
**SOURCE: Scarborough Research 2006 ’
*#*SOURCE: Arbitron Winter 2006 Report

TOP 50 MKT
COMPARISON  MINNEAPOLIS  INDEX KQRS (CLASSIC ROCK)
MEDIA USAGE - AVERAGE AUDIENCES* TITLE ARTIST TIME
Read Any Daily Newspaper 51% 49% 97 CRUMBLIN’ DOWN JOHN MELLENCAMP 11:00
Read Any Sunday Newspaper 58% 64% 110 SOMETHING BEATLES 11:.03
Lgep depliglimiling (L v b {2 iy K pe HOMESICK ATLANTA RHYTHM SECTION ~ 11:06
Total Radio Afternoon Drive M-F 18% 17% 96 v
Total TV Early News M-F 28% 27% 97 ' KEEY (COUNTRY)
Total TV Prime Time M-Sun 39% 36% 94
Total Cable Prime Time M-Sun 15% 12% 82 TTLE ARTIST \ TIME
LIFE AIN'T ALWAYS BEAUTIFUL GARY ALLAN 11:01
Read Any Daily Newspaper (5-Issue Cume Reach) 70% 68% 98 LIVING IN FAST FORWARD KENNY CHESNEY 11:08 ,
Read Any Sunday Newspaper (4-Issue Cume Reach) 72% 78% 107 | DON'T HAVE TO BE ME STEVE AZAR 11:1e
Total Radio Morning Drive M-F 73% 75% 102 -
Total Radio Afternoon Drive M-F 71% 76% 106 KDWB (TOP 40)
Total TV Early News M-F 69% 69% 101 1
Total TV Prime Time M-Sun 91% 90% 99 IJIFII-IF-:E\ITHFUL Q&TX\?\JTI-\JA T1NCIJ§
Total Cable Prime Time M-Sun 62% 56% 90 :
BAD DAY DANIEL POWTER 11:.06
MEDIA USAGE - OTHER PROMISCUQUS NELLY FURTADO 11:14
0, 0,
Accessed Internet Past 30 Days 63% 69% 110 | KTTB (RHYTHMIC)
\
SOURCE: Scarborough 2005 Release 2 Multi-Market Database {Aug 2004 - Sept 2005) TITLE ARTIST TIME
*NOTE: Media Audiences - Average: average issue readers for newspapers, average quarter-hour listeners within a specific { WHEN YOU'RE MAD NE-YO 11:03
daypart for radio, average half-hour viewers within a specific daypart for TV and cable. BOSSY KELIS 11:06
KARMA LLOYD BANKS 11:10

Media Audiences - Cume: 5-issue cume readers for daily newspapers, 4-issue cume readers for Sunday newspapers, cume of
all listeners within a specific daypart for radio, cume of all viewers within a specific daypart for TV and cable.

SOURCE: Nielsen BDS 2006

14 - www.BillboardRadioMonitor.com
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WHEN IT COMES to country radio in Minneapolis, there
is really only one word: K102. OK, so that’s a letter and three
numerals, but play along.

Clear Channel KEEY (K102) is the be-all and end-all when
it comes to country in the Twin Cities. True, StarCom classic
| country KL.CI (Bob) is hovering
around a | share 12-plus, but it is just

a blip on KELY’s radar.

With a heritage position and top-
notch staff, KEEY typically ranks
third 12-plus, behind market institutions classic rock KQRS
and news/talk WCCO. Morning man John Hines, a 30-year
radio veteran, sets the pace for the rest of the airstaff.

Not only is the station a consistent force in the ratings, but
OM/PD Gregg Swedberg and APD/MD Travis Moon are well-
respected in the industry and the Clear Channel family.

Since KELY is the only game in town, Clear Channel has
created two HD2 side channels to expand the country spec-
trum: KEEY’s K102 New and N/T KTILK’s classic country
—KEN TUCKER

AN-Time

multicast companion.

I

RATINGS

List by rank on AQH share Mon-Sun 6a-mid

AQH SHARE 12+
(POP: 2,632,400)

IN A REGION where rock and country rule, Radio One has
the T'win Cities sewn up with the only rhythmic top 40, KT T'B-
FM (BY6 the Beat). The format launched in 2000 and was
refined in 2003, when Radio One purchased the station from
Blue Chip Broadcasting. With African-Americans accounting
for less than 6% of the market’s population, Minneapolis-St.
Paul does not have any R&3/hip-hop or adult R&B outlets.
BY6 has been on a 12-plus roller coaster for more than a vear,
trending 3.3-3.0-2.6-3.3-3.8 (winter "05-winter 00). It ranked
No. 11 in the Phase 2 Spring Arbitrends with a 2.8 share.
Tone E. Fly, who previously helmed afternoons at crosstown
mainstrecam top 4) KDWB,
took over mornings in April
2003, joined by Miss Shannan,
Trey the Producer and B-Right
within the last 18 months.

Minncapolis is home to Target’s national headquarters, so it and
BY6 share artist market visits. The station also held its Summer
Heat 2006 music festival July 3, featuring Chingy, L¢Tova, T-
Pain, Lupe Fiasco and other artists.  —HILILLARY CROSLEY

AQH SHARE 25-54
(POP: 1,427,600)

POP FORMATS crackle in the Minneapolis radio market

FALL WINTER FALL WINTER i RS Rads “WIT Noas C N R P —
2005 2006 bost 1 TBOC \\ylth (-.BS Radio AC WLTE, (,lc..u Channel m.unst-rc‘::u"n top H)

KQRS-FM 81  88(1) KQRS-FM 109 123(1) KDWB and Hubbard Broadcasting adult top 40 KSTP ncatly
WCCO-AM 88 83(2) KEEY-FM 73 81(2) | stacking at Nos. 4, 5 and 6 12-plus in the Phase 2 spring 2006
REEY Pl . Lol ki) §4 379 Arbitrend ratings, all with shares in the 4.6-5.1 range.
WLTE-FM 47  55(4) WLTEFM 41 54(a) £ , ,
KDWB-FM 42 52(5) KFAN-AM 55  4.8(5) WLTE (Lite-I'M) has been a mainstay in the market for more |
sl 40 41(8) o 46 46(6) than 20 vears and features “Lite Mornings With Cindy and Brian,”
KTCZ-FM 38 4.0(7) KQQL-FM 33 4.5(7) : . . g - e 1 . ’
KXXR-FM 44  39(8) KZJK-FM 5.5 42(8) further courting listeners with Cindy’s online blog at WL.TE.com.
KTTB-FM 33 389 KXXRFM 4.6  37(9) The station also airs a popular flashback lunch
KSTP-AM 46 36(10) KDWB-FM 4.1 35(10) . S s o
KSTP-FM 4.0 35 (11) WCCO-AM 4.0 3.3(11) with music from the *60s through the "80s.
KFAN-AM 38  33(12) KSTP-AM 41 32012 | KIDWB is as historic a top 40 as you will find
KZJK-FM a1 30(13) KTTB-FM 22 28(13) . . , ) L 4
KTLK-FM — 20(14) KTLK-FM — 17(14) in a large or major market. It has been spinning -
WWTC-AM 14  15(15) WFMP-FM 1.9 1.7(14t) | popular hits since 1939, first on the AM dial. W
WEMP-FM 1.6 1.3 (16t) WGVX-FM 07  15(16) e .
WGVX-EM 07 1.3 (16t) WWTCAM 13 14(17) I'he calls are so synonymous \\1.th top .+0 that
KLCI-FM 05 1.1(18) WDGY-AM 1.2 1.3(18) they do not claim any other on-air moniker.
KTNF-AM i.1 1.0 (19) KTNF-AM 1.3 1.0 (19} SH | g P QT “GO3) gaj its fi ki
WDGY-AM 08 09 (20) Ul 06 09 (20) . Locally owned KSTP (KS95) gained its foothold namesake
WVAL-AM  —  0.6(211) WWJO-FM 04  08(21) in 1976.
%ng 0.5 %i ((2213? mﬁ-m - gf gg; New to the fold is CBS Radio adult hits KZJK (Jack FM),

] N ] 1 D which bowed in April 2003 and ranked cighth in adults 25-54 in
© 2006 Arbitron the winter 2006 Arbitron. —CHUCK TAYLOR

MEDIA TYPE JAN-SEPT 05 JAN-SEPT 04 % CHANGE *JAN-MARCH 2006

Spot TV $235,464,597 $231,300,000 1.8% > $104,284,280

Local Newspaper $233,546,382 $224,020,981 4.3% $58,244,918

Spot Radio $85,709,968 N/A N/A $30,151,265

Outdoor $36,631,281 $34,886,955 5.0% $10,708,636

Local Magazine $30,750,305 $28,924,014 6.3% $10,106,594

FSI Coupon $9,884,343 $9,789,917 1.0% $3,355,544

SOURCE: Nielsen Monitor-Plus

TOP-SELLING ALBUMS
(JUNE 12-18)

ARTIST
DIXIE CHICKS
BUSTA RHYMES

THREE DAYS GRACE
HIGH SCHOOL MUSICAL

CARS

AFI
RED HOT CHILI PEPPERS

RASCAL FLATTS

GNARLS BARKLEY
BRUCE SPRINGSTEEN

TITLE

Taking The Long Way
The Big Bang

One-X

Soundtrack
Soundtrack
Decemberunderground
Stadium Arcadium
Me And My Gang

St. Elsewhere

We Shall Overcome

gwm\:mmbmmug
-
E;wmm\:moo—-s

SOURCE: Nietsen BDS 2006

—
More colorful than your morning team.
Brighter than your drive-time guy.
- More exciting than the girl on-air at 3 AM.

FirstFlash? Lines Taking your Event to th
Mv
FirstFlash!

E N
Mgoose Leke Products Company, Inc.

www.firstflash.com

EventTape®

Il of them combined.

FlashBags™

BumperStickers

Ponchos

CALL TODAY FOR OTHER PRODUCTS AND PRICING! 1.800.21FLASHA.800.213.5274)

BunchaBanners™

KeyTags StadiumCups Posters
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THE PHOTOS

Compiled by Susan Visakowitz
svisakowitz @billboard.com

FOR THE WEEK OF JULY 10

Artist
Titie {Label)

MAINSTREAM TOP 40

Pink Spiders

Little Razorblade {Geffen)
Teddy Geiger

These Walls {Columbia)

RHYTHMICTOP 40
3LW Feat. Jermaine Durpri

Feelin You {Zomba)
Cham Feat. Alicia Keys

Ghetto Story (Atlantic)
Gnarls Barkley

Crazy {Atiantic)

Lo

Lyfe Jennings
S.E.X

R F i e
PHILLY BLEEDS FOR PRESTON & STEVE 1 \ i " 4 Young Dro
Greater Media heritage rock WMMR (93.3) Philadelphia and the American L Ba Shoulder Lean (Atlantic)
Red Cross teamed up for Preston & Steve’s Blood Drive at the end of GET YOUR JAM ON f}g“r‘:'ﬂ:c’f’ 40
June. With 458 pints of blood collected, and with each pint potentially Def Jam artist Megan Rochell stopped by Clear Channel R&B/hip-hop WJBT Waiting On The World To %\;:?:bia)
saving three lives, the event made a big difference for the Red Cross. (92.7 the Beat) Jacksonville, Fla., for the station’s “Come Together Day” Summer Omnisoul
Pictured, from left, are the moming show’s CaseyBoy, Preston Elliot, an Jam, where she performed new single “Floating” from her forthcoming CD “You, g Go LR
unidentified first-time donor, co-host Steve Mormison and American Red Me and the Radio.” From left are WJBT MD T-Roy, Rochell and syndicated mom- SEJJSIJQSPNTEMPORARV
Cross communications manager Chris Englerth. (Photo: WMMR) ing show host Doug Banks. (Photo: IDJMG) ‘gf’;; For Me (Capitol)

Someone Said Goodbye (Reprise)

AR P HOP
3LW Feat. Jermaine Durpri
Feelin You {Zomba)
Birdman & Lil Wayne
Stuntin’ Like My Daddy

{Universal Motown}
Bobby Valentino

Wreck {IDJMG)
Brooke Valentine Feat. Pimp
D-Girl {Virgin)
Gnarls Barkiey
Crazy {Atlantic)
Ice Cube
GoTo Church {Virgin)
Jagged Edge
Stunnas {SUM)
Jamie Foxx
Can iTake You Home {RMG)
Megan Rochell
Floating (IDUMG)
ADULT i&B
v Kirk Franrl\(/:in (Zomba)
i ine
MUTUAL ADORATION Lionel Richie -
~ Lionel Richie and “Sopranos” actress Aida Turturro both ended up in the 'sgf’,l's';,.“’"’ ol
WE DON'T, EITHER Greater Media AC WMJX (Magic 106.7) Boston studios at the same AN =1 {Koch}
Country newcomer Danielle Peck joined Jones Radio Networks ovemight per- time. Richie was there for an in-studio performance of his new single, “| SS(SF‘E"LHM
sonality Danny Wright on “Danny Wright All Night” to discuss her self-titled Big Call It Love”; Turturro was on hand for an interview for Magic’s :\T;gijnsechgﬁ’ (Zomba)
Machine debut album. Wright was a good sport and wore a T-shirt featuring the “Exceptional Women"” program. Tums out the two are big fans of each Bless My Soul {EMI Gospel)
title of the Ohio-based singer/songwriter’s leadoff single, “l Don’t.” It left us other’s work, and that discovery eventually led to this serendipitous pic. COUNTRY
wondering, does anybody? (Photo: Jones Media Group} (Photo: WMJX) S’,‘{,‘.iiyn"-",\’,.‘g Lonely (RCA}
JoDee Messina
it'sToo Late To Worry {Curb)

Keith Anderson Feat. Steven Tyler
Three Chord Country And American
Rock & Roll {Arista Nashville)
Neal McCoy

Tailgate {903)

MOOERN ROCK

Evans Blue

Over {Hollywood}

Lacuna Coil

Enjoy The Silence (Century Media)

New York Dolls

Dance Like A Monke
{RoadrunneriDJMG)

BIG RHYTHMIC RECORDS MOVE l\—mNNETL\PoLls.

CHART COMMENTARY BY JOE FLEISCHER

THE TOP DOWNLOADS in Minneapolis look pretty older until those listeners either die or lose their hearing,
much like any other major market in the country—largely ~ which may be cause for some alarm—like the alarm being . QSLLVSE,‘&?&'"‘
dominated by big rhythmic records with a handful (if that) sounded on Wall Street in its battering of radio-group val- BlgChampagne o Caine CERENNGET e oty

Evans Biue

of rock thrown in. And, as we point out constantly, those uations. As far as downloads go, playing hip-hop and o G Lollveeod)
. . . | . . . Enjoy The Sil c Medi
rock records (All-American Rejects, Panic! at the Disco, to  rhythmic or big ballads by James Blunt or Nick Lachey are WEEK ENDING Ut T Gaa D Sy (flin)
. q o g q q " " 0. z Redneck (Epic)
some degree) were gifted to pop by modern rock, which no  definitely winning strategies. So is giving more attention JUNE 25, 2006 Mestioat iy
. . 1 B . P hd - e Monster Is Loose rgin
longer plays music targeted to kids. I'm not arguing the to older urban formats and country, which are both signif- g:x:‘ﬁgﬁ’\"&onke
| strategy, just saying that now the deal is for radio to play icantly gaining in download volume. Tt (Roadrunner1DJMG)
big hip-hop and crossover records, and it’s doing well if it But do we really have to throw in the towel on kids and jieroes \atlantic)
! - . s . ! HERITAGE ROCK
can stay connected to the street. rock? It will definitely make the big online radio companies Bob Seger (
Qg N . . o q Wait For Me Capitol}
And for the remaining radio-listening audience that like Yahoo and AOL Music happy, but they seem to be Derek Shirinian o
. ., . ) L L " nThe Summertime nsideou’
doesn’t yet have satellite radio in their cars orisn‘tso inter-  doing fine without the help and may soon be competing Aale {Hollywood)
. . L . . . L Coil
ested in new music, radio will continue to skew playlists much more directly for your core. Enjoy The Silence" {Gentury Media)
IﬁarcrI\b g(f God gEpic)
ne 1C,
N Meeat Loat P
- ere Wy . The Monster Is Loose (Virgin}
NO. ARTIST DOWNLOADERS - NO. ARTIST DOWNLOADERS gewvo&DXIIhsA ¥
nce Like onke'
(CUME)  SPIN RANK (CUME) S:_ ) e e eriG)
| inedown B
1 BUBBA SPARXXX MS NEW BOOTY 65834 31 11 PANIC! AT THE DISCO I WRITE SINS NOT TRAGEDIES ~ 40189 A (At
LATIN
2 T WHAT YOU KNOW 65451 18 12 NICK LACHEY WHAT'S LEFT OF ME 39041 3 Los Cuates De Sinaloa
= i — El Flechazo {Sony BMG)
3 DEM FRANCHIZE BOYZ LEAN WIT IT, ROCK WIT IT 55117 41 | 13 YINGYANGTWINS SHAKE 39041 44 CONTEMPORARY JAZZ
B =y 7 — ob White
4 SEAN PAUL TEMPERATURE 54351 24 14  DADDY YANKEE ROMPE 38276 15 A House Is Not A Home  {Orpheus)
[ o o Submit tities to silvio@bitlboard.com.
| 5  THEALL-AMERICAN REJECTS MOVE ALONG 54351 6 15 RIHANNA sOs 34065 1 _
6  DANIEL POWTER BAD DAY 53203 17 4 16 THE RED HOT CHILI PEPPERS  DANI CALIFORNIA 32917 - .9 2\
7 LLJON SNAP YA FINGERS 52055 54 | 17 NEYO WHEN YOU'RE MAD 32151 10 /7 ON THE WEB
8  CHAMILLIONAIRE RIDIN 46696 1 18  TEDDY GEIGER FORYOU | WILL (CONFIDENCE) 32151 27 For complete format
: — listings, go to Billboard-
9  FIELD MOB SO WHAT 44782 7 19 FORT MINOR WHERE'D YOU GO 32151 K. RadioMonitor.com.
10 PUSSYCAT DOLLS BEEP 44782 42 20 50 CENT BEST FRIEND 31386 45

16 1ueres muck more a1 « www.BillboardRadioMonitor.com



Charts

Songs showing an increase
in detections

AUDIENCE TOTALS

AIRPOWER:

f GREATEST GAINER:

+ MOST AIRPLAY ADDS:

TIES:

RECURRENT RULE:

N Nielsen BDS certification

o

Playlists

AIRPLAY ADDS
A+

IMPACT!

* INITIAL IMPACT:

RadioMonitor

www.BillboardRadioMonitor.com

sl

BY ANTHDNY CDLDMBD, RAPHAEL GEDRGE, WADE JESSEN AND GARY TRUST

RADIO MONITOR RECORD
HOLDERS: ARTISTS WITH
THE MOST NO. 1 SONGS

In the second installment of an occasional series devoted to notable
chart records and feats, Billboard Radio Monitor highlights artists
with the most No. 1 songs in the history of the charts. Most formats
began when Monitor was launched in 1993 or shortly thereafter.

MAINSTREAM TOP 40

MARIAH CAREY
BOYZ Il MEN

NELLY

CHRISTINA AGUILERA
ALANIS MORISSETTE

ADULT TOP 40

MATCHBOX TWENTY
GOO GOO DOLLS
SANTANA
ROBTHOMAS

AVRIL LAVIGNE

ELTON JOHN
CARPENTERS
BARRY MANILOW
CELINE DION
LIONEL RICHIE

ADULT R&B

ALICIA KEYS
LUTHER VANDROSS
TONI BRAXTON
BOYZ Il MEN

BRIAN MCKNIGHT

R&B / HIP-HOP

R. KELLY
USHER
50 CENT
NELLY
12

RHYTHMIC TOP 40

USHER
MARIAH CAREY
NELLY

50 CENT

TLC

50 CENT

JA RULE

NELLY

PUFF DADDY/P. DIDDY/DIDDY
EVE

COUNTRY

GEORGE STRAIT
CONWAY TWITTY
MERLE HAGGARD
RONNIE MILSAP
ALABAMA

However, some like Country (1944) and Adult Contemporary (1961)
were introduced much carlier by Billboard. Artists are credited for a
No. 1 song regardless if they are listed as the lead artist or as a featured
artist. Ties are ranked in order of most total weeks at No. 1.

MODERN ROCK

RED HOT CHILI PEPPERS
GREEN DAY

U2

LINKIN PARK

R.E.M.

ACTIVE ROCK

CREED
LINKIN PARK
METALLICA
NICKELBACK
GODSMACK

HERITAGE ROCK

AEROSMITH

NICKELBACK

3 DOORS DOWN

CREED

KENNY WAYNE SHEPHERD BAND

TRIPLE-A

U2

DAVE MATTHEWS BAND
SHERYL CROW

R.EM.

JACK JOHNSON




MAINSTREAM TOP 40

gl = i
2 ,= .
= ES TILE
s 23 asmst
7 3 9 PROMISCUOUS NO. 1 (YW
NELLY FURTADO FEATURING TIMBALAND
7 18 HIPS DON'T LIE
'8 SHAKIRA FEATURING WYCLEF JEAN
UNFAITHFUL
5 0 QHanna
2 13 WHERE'D YOU GO
"% FORT MINOR FEATURING HOLLY BROOK
4 n RIDIN'
| CHAMILLIONAIRE FEATURING KRAYZIE BONE
ME & U
73_ ! 10 assi
8 18 OVER MY HEAD (CABLE CAR)
- % THerRAY
§ 47 WHAT'S LEFT OF ME
® W nickacrEy
12 7 | WRITE SINS NOT TRAGEDIES
PANIC! ATTHE DISCO
13 4 AIN'T NO OTHER MAN
19 % CHRISTINA AGUILERA
9 17 MOVE ALONG
" THE ALLAMERICAN REJECTS
SAVIN' ME
1420 Coeisack
TEMPERATURE
vL 21 Sean pAUL
17 7 BUTTONS
THE PUSSYCAT DOLLS FEATURING SNOOP DOGG
SO WHAT
16 10 FiFi D MOB FEATURING ClaKA
SOSs
022 oanna

!
’
:

AIRPOWER
GNARLS BARKLEY

DEJA VU
BEYONCE FEATURING JAY:-Z

BAD DAY
DANIEL POWTER

UNWRITTEN
NATASHA BEDINGFIELD

DOINGTOO MUCH
PAULA DEANDA FEATURING BABY BASH

GIMME THAT
CHRIS BROWN FEATURING LIL' WAYNE

STARS ARE BLIND

AIRPOWER

olv[glae]-

BLACK HORSE & THE CHERRY TREE
KT TUNSTALL

WHEN YOU GONNA (GIVE IT UPTO ME)
SEAN PAUL FEATURING KEYSHIA COLE

MS. NEW BOOTY

CALL ON ME
JANET DUET WITH NELLY

DANI CALIFORNIA
RED HQT CHILI PEPPERS

SINGLE
NATASHA BEDINGFIELD

HATE ME
BLUE OCTOBER

GALLERY
MARIO VAZQUEZ

| DAREYOU
SHINEDOWN

WHO SAYS YOU CAN'T GO HOME
BON JOVI

NIELSEN BDS CERTIFICATIONS / HITPREDICTOR STATUS
IMPRINT / PROMOTION LABEL

MACHINE SHOP/WARNER BROS.

NEXT SELECTION/BAD BOY/ATLANTIC

DECAYDANCE/FUELED BY RAMEN/LAVA

o
DOGHOUSE/INTERSCOPE

BUBBA SPARXXX FEATURING YING YANG TWINS & MR. COLLIPARK NEW SOUTHPURPLE RIBBONVIRGIN

4

MOSLEY'GEFFEN
2 ¢

EPIC

o
SRP/DEF JAM/IDJIMG

UNIVERSAL MOTOWN

EPIC

g
JIVEIZOMBA

RCARMG

14
ROADRUNNER/IDJMG
8?2

VP/ATLANTIC

A&M/INTERSCOPE

DTP/GEFFEN
134
SRP/DEF JAMIDJMG

DOWNTOWN/LAVA
COLUMBIA

12

WARNER BROS,
HER - 4

EPIC

ARISTA/RMG

JIVE/ZOMBA

¢ .__‘ PARIS HILTON WARNER BROS.
n LETUGO
) ASHLEY PARKER ANGEL BLACKGROUND/UNIVERSAL MOTOWN
a3 DboiTToIT
i CHERISH FEATURING SEAN PAUL OF THE YOUNGBLOODZ SHO'NUFF/CAPITOL
g CROWDED
—~ JEANNIE ORTEGA FEATURING PAPOOSE HOLLYWOOD
4 T'S GOIN' DOWN 1
ad YUNG JOC BLOCK/BAD BOY SOUTH/ATLANTIC
12 BREATHE (2 AM) B
~ ANNA NALICK cOLUMBIA
A PUBLIC AFFAIR  GREATEST GAINERYMOST AIRPLAY ADOS A
JESSICA SIMPSON Epic 1939 90
SNAP YO FINGERS I
LIL JON FEATURING E-40 & SEAN PAUL OF THE YOUNGBLOODZ BME/TVT

RELENTLESS/VIRGIN
VP/ATLANTIC

"

VIRGIN

1

WARNER BROS.

EPIC

UNIVERSAL MOTOWN
ARISTARMG
ATLANTIC

ISLAND/IDJMG

ioMonitor

N Nielsen

AUDIEN
MILLIONS

56.568 1
472611 | 8
48322 | 2
46.232 | 4

—
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-
33700 8
28232 | 10
33803 | 7

- —

30.406 9
26.337
19.475 | 19
25.374 | 12
24.986

—_ e —
24.9931 13
22.153 | 15
21566 16
21290 17
16.623 | 22
e
18.477 | 20
21.047 18
! | —
16.498 ‘ 23
18.242 | 21
14.616 [ 26
13.461 27

- - | —
1447 | 29
1.763 | 28
9971 | 31

—
15.644 25
1.029 = 30

'—.
6.939 | 35
15.955 | 24

e
7907 | 32
7270 | 33
3565 | =
e ——
3.886 ’> 38
3564 | =

b
6.961 | 34

b
2673 | =
= ==
3280 | =

Broadcast Data
Systems

Jessica Simpson
{Epic}

WKGS, WKRZ, WKST WKSZ WLAN,

WZEE, WZKFE, WZNR, WZYF, XT20
Total statians with six or mare detections:
Total detections by daypart:

-1 -3 7 btd
% 2% 18% 24%
CALL ON ME =
Janet Duet With Nelly
(Virgin)

KXXM, KZCH, WAEZ, WEZB, WKC!
WKSE, WKSZ, WLAN, WLKT, WNT
WPRO, WVSR, WXXX, WZEE

Total stations with six er more datections:
Total detections by daypart:

ODODD

7 2
6% 2% 17% 2%
DEJAVU
Beyonce Feat. Jay-Z
{Columbia)

WXsSS
Total stations with six er more detections:
Total detections by daypart:

VRCRCRY)
6% 19% 19% 21%

STARS ARE BLIND
Paris Hilton
{Warner Bros.)

WWST
Total stations with six or mere detectians:
Jotal detections by daypart:

RCRRY)
% 19% 17% 28%

IT'S GOIN' DOWN
Yung Joc
{Block/Bad Boy South/Atlantic)

WXKS
Total staticns with six ar more detections:
Total detections by daypart;

QOO

3
5% 8% 1% 41%

TITLE NEW
ARTIST / LABEL STATIONS
A PUBLIC AFFAIR 49

CKEY, KKDM, KKOB, KKPN, KKRZ, KLAL,
KMXV, KQCH, KRBE, KRQQ, KSLZ, KSMB,
KSPW, WABB, WAKZ, WERO, WFHN, WFLZ,
WHBQ, WHOT, WHYI, WIHB, WIOG, WJBQ,

WNOU, WNTQ, WPXY, WRHT WRVW,
WSSX WSTR, WSTW, WWCK, WWST,
WWWQ, WXXL, WXXX, WYOY, WZAT

81

124
28%

19

CKEY, KKOB. KLAL, KQCH, KSMB,

1,
Q,

65

125

34%

16

KRUF, WAEB, WAEV, WAEZ, WCGQ,
WDCG, WDKF, WFMF, WKZL, WLKT,
WNOK, WPXY, WVSR, WWST, WXKB,

n7

@

124

30%

16

KHKS, KSPW, WAKS, WBLI, WCGQ,
WDCG, WDJX, WFMF, WG 1Z, WHKE,
WKKF, WLAN, WLKT, WPRO, WRVW,

98

Q)

126

30%

n

KRBE, KZCH, WDCG, WHOT, WJBQ,
WLDI, WLKT, WNOK, WSSX, wWwwaQ,

68

D

124

3%

KANYE WEST FEAT JAMIE FOXX (ROC-A-FELLA/DEF JAMADJMG)

RECURRENTS

TITLE ‘E‘FECTIDNS
ARTIST / IMPRINT £PROMOTION LABEL L w
xfb'(cm%omncnfwe) | w2 fams 3
Smﬂﬁg&’mm - o N3 2138 227
STAIND (PP ATLANTIC) L N2 w2
g@ ;»i_own (JIVE/ZOMBA) N4 1538 1600
CASCADA IROBBING, %o M7 162
ggv%%'t(:? Fr:AI'I SLIMTHUG (COLUMBIA/SUM} N3 1353 1482
?@'gﬁﬁﬁy FFEELED BY RAMEN/ISLAND/IDJMG} s _1306 e
?r:rE‘HLmn-gﬁnEcES%ﬁf;:Ts (DOGHOUSE/INTERSCOPE} N BN 1447
R v ROII:IA':y/[_S_LAND/IDJMG) §2 1230 1265
GOLD DIGGER a3 1099 1223

DON'T CHA

YOU'RE BEAUTIFUL

N2 1025 952

THE PUSSYCAT DOLLS FEAT BUSTA RHYMES (A&MINTERSCOPE)

N2 899 1112

JAMES BLUNT (CUSTARD/ATLANTIC)

YEAH!

GIRL NEXT DOOR

STICKWITU

MY HUMPS

SCARS

THE REALTHING
BO BICE {(RCA/RMG}

BECAUSE OF YOU
KELLY CLARKSON (RCA/RMG)

KELLY CLARKSON {RCA/RMG)

TIONS

USHER FEAT. LIL JON & LUDACRIS (LAFACE/ZZOMBA)
SAVING JANE (TOUCAN COVE/UNIVERSAL REPUBLIC)
THE PUSSYCAT DOLLS {A&M/INTERSCOPE)
THE BLACK EYED PEAS (A&M/INTERSCOPE}

'PAPA ROACH (EL TONAL/GEFFEN)

BEHIND THESE HAZEL EYES

N6 855

893
N 883 907

A PUBLIC AFFAIR

Jessica Simpson (Epic)

WXKS +44, WSSX 439, KQCH +38, WKSZ +37 WZNR +37
KDWB +36, WRVW 430, WYOY +29, WXXX +28, WPRQ 427
CRAZY

Gnarls Barkley (Downtown/Lava)

WEFMF 438, WXKS +27 WXKB +26, WZEE +26, KSLZ +25
WZNR +24, WIHB +22, WAEV +21, WWCK +21, WZYP +21
PROMISCUOUS

Nelly Furtado Feat. Timbaland (Mosley/Geffen)
KZCH +60, WOKF +35, KHFI +33, KSLZ +33, WHOT +33
WIHT 432, KBKS +32, WHBQ +30, WNOU +30, WRHT +30
DEJA VU

Beyonce Feat. Jay-Z (Columbia)

WLKT +48, KWYE +23, KRUF +21, KQCH +20, WLDI +20
WWST +20, WFMF +20, WBHT +19, WIHB +19, WWHT +18
STARS ARE BLIND

Paris Hilton {Warner Bros.)
WILKT +26, KSPW +25, WEZB +24, WPRO +21, WFMF +19
WAKS +18, KJYO +17WVSR +16, WIOQ +16, WRVW +15

119 mainstream top 40 stations are electronically monitored by Nielsen Broadcast Data
Systems 24 hours a day, 7 days a week. © 2006 VNU Business Media, Inc. All rights reserved.
See legend to charts on lead page of charts section for rules and symbol explanations.

Cincinnati

Cleveland

Colorado Springs, Coto.
Columbia, S.C.
Columbus, Ga.
Columbus, Ohio
Corpus Christi, Texas
Dallas

Dayton, Ohio

Albany,

Albuquerque, N.M.
Alientown, Pa.
Atlanta

Austin, Texas
Baton Rouge, La.
Birmingham, Ala.
Boston

Buffalo, N.Y. Des Moines, lowa
Detroit

Flint, Mich.

Ft. Myers, Fla.
Fresno, Calif.

Grand Rapids, Mich.
Green Bay, Wis.

Burlington, V1.
Carbondale, |l
Charleston, S.C.

Charleston, W. Va,
Charlotte, N.C.
Chattanooga, Tenn.
Chicago

Greensboro, N.C.
Greenville, S.C.

18 THEeRe's Much More AT « WwWW.BillboardRadioMonitor.com

Harrisburg, Pa.
Hartford, Conn.
Houston
Huntsville, Ala.
Indianapolis
Jackson, Miss.
Jacksonville, Fla.

Johnson City, Tenn.

Kansas City
Knoxville, Tenn.
Lafayette, La.
Lancaster, Pa.
Lexington, Ky.
Little Rock, Ark.
Long Isftand, N.Y.
Los Angeles
Louisville, Ky.

Madison, Wis.
Memphis

Miami

Milwaukee
Minneapolis
Mobile, Ala.
Montgomery, Aia.
Nashvilie

New Bedford, Mass.
New Bern, N.C.

New Haven, Conn.
New Orleans

New York

Norfolk, Va.
Okiahoma City
Omabha, Neb.
Orlando, Fla.
Philadelphia
Phoenix

ALL CHARTS ARE FOR WEEK ENDING JULY 2, 2006

Pittsburgh
Portiand, Maine
Portiand, Ore.
Providence, R.L.
Raleigh, N.C.
Richmond, Va.
Roanoke, Va.

Rochester, N.Y.

Sacramento, Calif.
Saginaw, Mich,

St. Louis

Salt Lake City

San Antonio, Texas

San Diego
Savannah, Ga.

Seattle

Shreveport, La.
Springfield, Mo.
Syracuse, N.Y.

Tampa, Fla.
Toledo, Ohio

Trenton, N.J.

Tucson, Ariz.

Tulsa, Okla.
Washington, D.C.
West Palm Beach, Fla.
Wichita, Kan.
Wilkes-Barre, Pa.

Wilmington, Del.
Youngstown, Ohio

Sirius
XM

20 ON 20
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