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THE BBMAK ATTACK CONTINUES... ‘i l :

ON *NSYNC STADIUM TOUR ALL SUMMER LONG!!!

NATIONAL NETW/ORK TELEVISION BLITZ!

o ABC PRIMETIME SUMMER JAM 2001 SPECIAL

* ABC ALL MY CHI_R=N PERFORMANCES

e STARRING AS THEFASELVES N DISNEY CHANNEL SERIES “EVEN STEVENS”
© DAYTIME AND LATENIGHT T\ APPEARANCES

® “IIUSIC IN HIGH P_ACES" DIRECTV CAMPAIGN

www.bbmakfan.com

WATCH FDR MTV WDRLD PREM'ERE |N APR”_' Produced by Rob Cavallo » Associate Producer Jon kind = Recorded by Allen Sides + Mixed by Chris Lord;AIge
Management: Diane Young @ Daytime Entertai” =t ¢
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iss kiss

ThHe debur single from the album
Jdindy Litlle Aechet

“¥100 broke Stella in Miami...then our listeners broke our phones telling us to play it more!
The song explodes out of radio. One of the fastest reacting songs I've ever seen!”
-Rob Roberts, PD - WHYIl/Miami
LB S R B & A K S S
“Immediate phones after the 1st play. We are getting Top 5 Phones consistently
and are going into Power rotation. A true hit for South Florida.”
-Kid Curry, PD - WPOW/Miami
LB B A B &8 S K S
“Not your normal cookie cutter song. It's Souxie and the Banshees takes a trip to Cairo!
It's addicting...the more you hear it. The phones are going NUTS!”
-Jacque G., APD/MD - KRBV/Dallas
LA S AR E S SRR
“Instant reaction...We're getting Top 5 Phones after only 60 spins.”
-Mr. Ed, PD - WWWQ/Atlanta

Produced & Mixed by Thom Panunzio
UJ E | u 3 hgiﬂ l| Management: Kurfirst / Blackwell Company
R

ECORDS © 200 Univiksal Riconds, & Diviion of UM Rrcomlings, e
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management ¢ marketing ¢+ sales

So how do you build the pertect press
release? Sales & Marketing Editor Pam
Baker, who has whipped up more press
releases than she’d like to count, of‘ers all
the tips that will make your r2lease stand
out. This one’s a real clip-'n’-save. Qur
Management, Marketing & Sales section
also contains a great essay from Frank
Murtagh with the secrets of effectiva
public relations. And we find Matthew
Ross, VP/GM of WAXQ/New York, in our
GM Spotlight this week.

Pages 10-14

ALTERNATIVE ACTION

Be sure to reserve & few hou-s this
weekend to scrutinize our Alternativa
special, Ten Years of Nirvana by Jim
Kerr. it’s chock-full of great articles about
the decade in which the formrat flourished.

Pages 37-99

DOMINO DELIVERS!

Longtime WFLZ/Tampa PD Comino
shocked the CHR world recently when he
announced his resignation to assume the
PD position at KRBE/Houston. Qur very
own Tony Novia sat down with Domino to
discuss his career path and the method to
his madness.

Page 108

« Geordie Gillespiz becomes VP/Promo
at Virgin Records

= Bobby Irwin, Mike Hammond, Tony
Bristol, Bruce Jones, John Hager,
Terry Base, Jeff Rickard, Tim Miller,
Ray Marshall appointed “Format
Generals” at Citadel

Page 3
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CC Taps Into Label Budgets

M Planto sell ad packages gets mixed reaction

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

With roughly 1,000 music sta-
tions in its portfolio, Clear
Channel Communications is
exploring how it can mine dol-
lars from the music indusiry, ac-
cording to reports in the Los An-
geles Times. The company is
contemplating selling an array of
products to the record abels,
from back-announcements of hit

records to airplay and research
data that could net the group
owner perhaps $20 million.

The article, written by Times
business reporter Chuck Philips.
stated that one of the Clear
Channel initiatives involves the
sale of $1,000 ads — to be run
on about 60 stations — that
would back-announce the artists

CLEAR CHANNEL/See Page &

‘Art On The Fly’ Land

By JEFFREY YORK:: AND ADAM JACOBSON
R&R STAFF WRITERS
newsroom@ rronline.com

LOS ANGELES — “One of the
reasons I love this format is that
it is art on the fly,” Randy
Michaels told attendees here for
R&R’s sixth annual Talk Radio
Seminar, at the Marina Beach
Marriott. And while many of the
more than 300 people in the
room for the Saturday session
nodded their heads in approval,
they also understood the Clear
Channel Radio CEQ’s concerns
when he added, “What bothers
me is that music-radio guys
pack it in much better, that Talk
hosts tco often get so wrapped
up in what they are saying that
they forget to give listeners the
basics, like time and weather.”

Michaels stressed the need
for more creativity and person-
ality and came out swinging for
innovative talkers who can bring
something new to the dial. “T'm
not looking for the next Rush,
the next Dr. Laura. I'm looking
for the next whoever it is. No-
body is the next Paul Harvey.
There is only one like him.”
Michaels said that too many pro-
grammers get good talent and
then want to remake them. He

TRS/See Page 26

Center, WOR Radio Network host Joan Rivers entertains a lunch crowd at R&R Talk Radio Seminar 2001.
Clockwise from center left, Ed McLaughlin accepts the R&R Lifetime Achievement Award, Randy Michaels
addresses attendees about the state of N/T radio, Premiere Radio Networks’Art Bell hugs a gift alien from
Rush Limbaugh, and a bevy of Premiere and FOX Sports figures pose for a picture. From left, Dan Sileo, Dr.
Dean Edell, Matt Drudge, Kraig Kitchin, Art Bell, Michael Reagan, Jim Rome and Tony Bruno. More pics on
Pages 14, 23and 24.
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CHR/RHYTHMIC

o JA RULE fLIL" MO ... Put .. (Murder Inc/Def Jam/TOJMG)

URBAN
* JOE /WYSTIKAL Stutter “Jive)

URBAN AC
« TAMIA Stranger In My Heuse (ElektrafEG)

COUNTRY
+ TOBY KZIMH You Shouldr’t Kiss Me ... (DreamV/orks)

AC
«’N SYNE This | Promise You (Jive)

HOT AC
« LENNY KRAVITZ Again (<irgin)

WAC/SMOOTH JAZ

« RICHAF D ELLIOT Who? “Blue Note)
ROCK 1
« AFROSMITH Jaded (Columbia)

ACTIVE ROCK

*A. LEWS & F. DURST Ousside (HawlessGefier/Inte-scpe)

ALTERNATIVE J
oA LEW S & F DURST Oukside (Flawless-Gefferv/Inte-scipe)

ADULT ALTERNATIVE

* U2 Walk On (Interscope) ]
|
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FCC Clears Slate
0f Pending Deals

Finally taking action on pend-
ing applications, some dating
back over three years, the FCC
removed a huge chunk from its
backlog of radio-license trans-
fers earlier this week by grant-
ing 32 applications in 26 mar-
kets, representing changes in
ownership for 63 stations.
Among the beneficiaries were
Clear Channel and Cumulus,
each of which got approval for
some long-pending applications.

Clear Channel won approval
for 17 licenses — including
KBKO-AM/Santa Barbara, CA
and KSPE-FM/Ellwood, CA,
both of which had been pending
since 1998. Cumulus won ap-
proval for a whopping 20 li-
censes and one construction per-
mit. some of which were ap-
nlied for back in 1999.

FCC/See Page 8

ABC Racks Up Talk Trophies

ABC Radio scored big when the first R&R Industry Achievement

i

Awards for News/Talk were handed out at this year’s Talk Radio Semi-
nar. Celebrating the occasion are (I-r) R&R News/Talk Editor Al
Peterson, KGO/San Francisco’s Jack Swanson and Ken Berry and
R&R Publisher/CEO Erica Farber. And the winners are:

Syndicated Personality of the
Year: Rush Limbaugh, Premiere
Fadio Networks

Personality of the Year: Sean
Hannity, WABC/New York

Programmer of the Year: Jack
Swanson, KGO & KSFO/San
Francisco

GM of the Year: Mickey
Luckoff, KGO & KSFO/San
Francisco

Executive of the Year: John
McConnell, ABC Radio

Station of the Year: KGO/San
Francisco

www americanradiohistorvy com
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Hobbs Gets Clear
Channel VP Stripes

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

Veteran
programmer
Gabe Hobbs
has been pro-
moted to VP/
Program-
ming, News/
Talk for Clear
Channel
Radio. Hobbs
has been Di-
rector of News/
Talk Formats for the company
since May 1999.

“This overdue appointment
more properly reflects Gabe’s
existing oversight of Clear
Channel’s national News/Talk
brands,” said Clear Channel Sr.
VP/Programming Tom Owens.

HOBBS/See Page 20

Hobbs

Complete ratings results from all Arbitron markets: wvw.rronline.com
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IMPRACTING THIS WEEKI!I

“‘Make It Right’ fits Active Rock like a3 new pair of
sheets!!l Great hook and strong lyrics!!!” — Willie B (KBPI)

Froduced by Baob Rack
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sillespie Becomes
Jirgin VP/Promo

Virgin Records America has
apped Geordie Gillespie as VP/
Promotion.
Bzsed in Los
Angeles. he re-
ports to Sr. VP/
Promot.on
Michael Plen
and will direct
all aspects of
Alternative ra-
dio promotion.

“It’s great to
have someone of
this high caliber.
»oth musically and promotior ally.
-unning the alternative department,”
Plen said. “With his creative inge-
1uity and the great music we have.
I expect he will deliver amazing re-
sults.”

Gillespie noted. *I am honored to
be part of the legacy of Virgin
Records. | have been a huge fan of

GILLESPIE/See Page 26

Gillespie

Halpern Heads To
London-Sire Label

London-Sire Records has ap-
pointed Marni Halpern VP/Pop

Martinovich

Halrn

Promotion. Halpern is based in
New York and reports to London-
Sire Exec. VP/GM Barbara Seltzer.
Halpern will also contribute her
promotion efforts to Curb Records
product, per London-Sire’s current
agreement with Curb.

“Marni's vast expertise in the
field has made her the most quali-
fied person for this unique position

LONDON-SIRE/See Page 20

Lol

Arnold Station Mgr.
For WJLB & WMXD

Terry Arnold has been named
Station Manager of Clear Channel
Urban-Urban AC combo WJLB &
WMXD/Detroit. ending his retire-
ment from radio after two years.

Arnold takes duties previously
held by Peter Connolly. who will
continue as Station Manager of De-
troit sister properties WDFN &
WLLC.

ARNOLY/See Pagye 19

HOW TO REACH US R-DIO & RECORDS INC./ 10100 SANTA MONICA BLVD., 5TH FLOOR, LOS ANGELES, CA 50067
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Darren Davis has
added day-to-day PD du-
ties at nfinity’s KILT-FM/
Houston. He is currently
Grouap PD for Business
and Co intry combo KlkK-
AM & =M/Houston and
Spots and Country corr bo
KILT AM & FM and handes
day-to-Jay programmng
duties for KIKK-FM.

“We'ra very excited for
Darren " Infinity/Hous'on
VP/GM Laura Morris sid.
“He's terrifically talented and is an
extramely creative anc compatitive
programmer and mar<eter. we're
look ng forward to great things from
KIKK a1d KILT-FM.”

Davis Adds KILT PD Duties

= Brazier exits after 21 years with FM station

Davis succeeds Debbie
Brazier, who exits KILT-
FM after 21 years with the
station. “This was a very
hard decision to make,”
Morris said. “l have the ut-
most respect for Debbie.
She's a wonderful broad-
caster who | know will land
on her feet. In fact, we're
looking at altematives and
options tor her within the
Infinity family.

“There is a growing trend
of having programmers responsible
for muitiple stations. The good thing
is that some programmers get to do

DAVIS/See Page 20

Citadel Names Nine ‘Format Generals’

Citadel Com-
munications has
promoted nine of
its pragrammers
1o newly created
Format General

positiens:
* Babby Ir-
win, OM of

Citadel's Rocky
Mountain group,
heads up the AC
forma: from Co-
lorado Springs.

« WIVX/Knoxville PD Mike
Hammond supervises Country.

« WPRD/Providence PD Tony
Bristal oversees CHR.

« KI'NZ/Salt Lake City program-
mer Bruce Jones is responsible for
Rock. Aliernative and Adult Alter-
native formats.

« WGRF/Buffalo PD John Hager
is in caarge of Classic Rock.

Jones

Marshall

« WWWZ/Charleston. SC PD
Terry Base takes on Urban.

« KFNZ/Salt Lake City PD Jeff
Rickard leads Sports.

« WOMG/Columbia. SC's Tim
Miller and WJIM/Lansing, MI’s
Ray Marshall serve as co-Format
Generals for Oldies.

Each Format General will work

CITADEL/See Page 26

Johnson Joins AC KVIl/DaIIas As PD

Veteran programmer Kurt f
Johnson has been named §
PD of kVIL/Dallas. He
succeeds Bill Curtis. who
exits the Infinity main-
stream AC.

“KVIL is among the
most legendary radio sta-
tions ever,” Johnson told
R&R. “I'm honored :hat
Intinity Fas expressed such
confidence in me and given
me this assignment. This is
an absolutely stunning facility. and
I'm proud to be following in the
footsieps of those who've gone be-
fore me. [Former PD and morning
talemt Ron Chapman c-eated a leg-
end for many ycars here. and Bill
Curtis also did an outstanding job.
I have a tremendous amount of re-

310-788-1525  310-203-8727
310-788-1599  310-203-9763
310-788-1575  310-553-4056

310-553-4330  310-203-8450

Johnson

moreinfo @ rronline.com
newsroom @ rronline.com
jil@rronline.com

hmowry @rronline.com

spect for KVIL and am
honored to be sitting in
this chair”

Not anticipating any
major changes at KVIL,
Johnson added. "“The mark
of a great radio station is
its people. There are some
outstanding people here
who want to do great ra-
dio. They've been very
open with their thoughts
and ideas. We'll look at
what we're doing and what the mar-
ket needs, and we will make sure that
we provide what listeners expect
from us. KVIL has been known over
the years as Dallas™ adult music sta-
tion. KVIL is well-targeted and in a

JOHNSON/See Page 20
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Lawman Nabs Pfordresher, Nlenaber

Music marketing and promotion
firm Lawman Promotions has
added music-industry veteran Paige
Nienaber to its promotion depart-
ment and named Bill Pfordresher
President of L.awman Management.
Concurrently, the company has pro-
moted Gary Spangler to VP.

Commenting on Nienaber's ap-
pointment. Lawman Promotions
President Greg Lawley said. “The
addition of Paige to our team gives
us an obvious promotional edge
above the rest. We are truly excited
to welcome him aboard.”

Regarding his new post. Ptor-
dresher said, 1 am excited to pioneer

0ds

(I-r) Bill Pfordresher, Greg Lawley

the Los Angeles office. Signing the
talent of tomorrow and producing
No. | records — this is going to be
a wonderful journey.”

LAWMAN/See Page 20

James Now Infinity/San Francisco VP/GM

Clear Channel/New Orleans VP/
Market Manager Earnest James
has been named VP/GM for Infin-
ity/San Francisco. which includes
Talk KYCY-AM, Country KYCY-
FM and Oldies comho KFRC-AM
& FM. He succeeds Will Schutte.
who exited in February.

“I spent six great years with Clear
Channel in New Orleans. where we
had lots of success.” James told
R&R. "But this is a wonderful

310-553-4330
202-463-0500
615-244-8822

310-203-8727
310-203-9763
202-463-0432
615-248-6655

challenge. and I'm extremely ex

cited about working with four great

radio stations. And San Francisco
what a place to be.

“Infinity is the right place for me
at the right time in my career. [ be-
lieve that together we can bring a
successful tormula for these great
radio stations that will tit well in
this marketplace and in this com-
pany.”

JAMES/See Page 20

WEBSITE: www.rronline.com
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rrdc @ rronline.com
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Radio Business

Auction For New FMs Postponed Again Bloomber

(! Bidding on 351 new CPs delayed until Dec. 5

By JEFFREY Y ORKE
R&R WASHINGTON BUREAU CHIEI
yorke@ rronline.com

If you've been eagerly waiting to fork over $50,000 in upfront
money to bid on that Class C1 FM license in Dinosaur, CO, hold
your horses: The FCC has put its auction of 351 new FM CPs
nationwide on hold — again. The auction has been rescheduled
for Dec. 5 “for reasons of administrative convenience,” the com-
mission said in a murky statement released last week.

The new deadline to apply for
participation in Auction No. 37 is
Oct. 5, and upfront payments are
due Nov. 5. At the same time as it

announced the new date. the FCC
lifted the March 7-19 freeze on ap-
plications for minor FM changes,
which had been in place to avoid

conflicts with auction participants.

Last September the commission
scheduled the auction for Feb. 21, but
when that day rolled around. the Wire-
less Telecommunications and Mass
Media Bureaus announced that the
sale would be delayed until May 9.

Asked by R&R what the commis-
sion might mean by “administrative
convenience,” a DC communications
lawyer responded, “The FCC doesn’t
have its act together.”

Jackson Criticizes Consolidation At NABOB Dinner

By Joe Howarn
R&R WASHINGTON BUREAU
Jjhoward@rronline.com

Rev. Jesse Jackson spoke out against broadcast ownership
consolidation and the effect he believes it has had on minorities at
the 17th annual National Association of Black Owned Broad-
casters Communications Awards Dinner on March 8.

Jackson, who accepted NABOB’s
Mickey Leland Award for public ser-
vice, told R&R that the FCC is “al-
lowing too few people to own too
much media™ and said he feels that

consolidation has “squeezed out
those who have been historically
locked out.” He added. “Since the
media is our key to demwocracy, it 1s
a threat to have too few people own-

ing and controlling our key instru-
ment.”

Jackson said that the cable-televi-
sion industry is following the same
course as broadcasters, with minor-
ity-owned companies being bought
out by large corporations. He said that
minorities have tried to compete in
the cable industry but, unable to get

JACKSON/See Page 8
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BROADCAST
FOUNDATION

AN INVESTMENT IN RADIQ’S FUUTURE

The application deadline
is April 30, 2001.

Contact us today for
an application form:

info@baylissfoundation.org
www.baylissfoundation.org

.. or send a SASE to:

P.O. Box 221070
Carmel, CA 93922-1070

.

Contact the Bayliss Foundation
for an application form,
if you meet these criteria:

® junior, senior or graduate student
e GPA 3.0
e extensive radio-related activities

You will need:

¢ college transcript

e letters of recommendation
® descriptive essay

www americanradiohistorvy com
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Radio Should Seek 9% 0f Ad Share By *05, Guild Say

nterep Chairman/CEOQ Ralph Guild said last week that radio should strive

for 9% of total advertising revenue by 2005. He was speaking as partofa
radio panel that also included Clear Channel Chairman/CEQ Lowry Mays,
Radio One CEO Alfred Liggins Il and Emmis CFO Walter Berger at the
Bear Stearns media conference in New York. Guild said, “If you look back
just 10 years, radio’s share of total advertising was 6.5%. We closed out
last year at 8.3%. That's a phenomenal increase. | don't think anybody can
remember a mature medium having that kind of share growth” Guild called
the 8.3% share “the new benchmark” and added, “We should strive to be at
9% by 2005 and perhaps even 10% by 2010

Sirius Gets $150 Million Loan

S irius Satellite Radio has received a $150 million loan from Lehman
Brothers. Lehman required the satellite broadcaster to pass several
performance tests before it would release the money. A source at Sirius
told R&R that the tests included checks of the signal in moving vehicles, in
heavily wooded rural areas, in urban areas with tall buildings and in rain
and snow. The source added that the cash infusion, combined with funding
Sirius has already secured, will keep the company funded through mid-
2002.

Though Sirius passed Lehman's tests, some software bugs that cause
occasional muting of the signal remain. Lehman's Bob Berzins told
Bloomberg on March 12, “The system’s performance was excellent and
exceeded expectations. The company anticipates that the service at the
time of commercial launch will perform at an even higher level” Sirius said
that the bugs will be fixed soon.

XM Satellite Nears Launch

M Satellite Radio’s “Rock” satellite is scheduled to lift off from a Pacific

Ocean launch site on March 18.The satellite will park above the equa-
tor at 115 degrees west longitude — roughly above Las Vegas. In May XM's
second satellite, “Roll,” will be launched into an orbit above the eastern
U.S,;itwas originally scheduled to launch in January. A third, spare satellite
is now in final testing.

Analysts Rate Satellite Radio Companies

n March 12 Sirius stock was reiterated “strong buy;” at a price target of

$50 per share, by Dain Rauscher Wessels analyst Jonathan Lawrence.
On March 13 Riyad Said and Min Cho of Friedman, Billings, Ramsey & Co.
cut Sirius from “buy” to “accumulate,” with a year-end price target of $37-
$50 per share. The analysts also initiated coverage on XM with an “accu-
mulate” rating and a year-end price target of between $25-$40.

Last week Banc of America analyst Armand Musey reiterated his “buy”
recommendations for both satellite-radio companies. He maintained Sirius’
$53 12-month target price but cut XM’s from $42 to $37. Analyst Robert
Peck of Bear, Stearns & Co. also reiterated his “buy” rating on Sirius, with
a price target of $64.

Salem Improves Revenues, BCF, Reiterated ‘Buy’

Salem Communications’ revenues were up in Q4 2000: Net broad-
casting revenue increased 48%, to $35 million, and broadcast cash
flow rose 47%, to $16.2 million. On a same-station basis, net broadcasting
revenue was up 14%, and BCF climbed 22%. Broadcast EBITDA increased
53%, to $13.5 million, and broadcast after-tax cash flow was $7.2 million,
or 31 cents per share. Salem’s earnings dropped in Q4 from a net gain of
$500,000, or 2 cents per share, to a net loss of $3.6 million, or 15 cents
due to a loss associated with the early repayment of a bridge loan. Salem
was in the black for the full year, improving from a 1999 net loss of $8
million, or 40 cents per share, to a net gain of $10.1 million, or 43 cents.
2000 net broadcasting revenue increased 26%, to $110.1 million, and BCF
jumped 21%, to 349.4 million. On a same-station basis, revenue grew 13%,
and BCF improved 16%. Broadcast EBITDA increased 21%, to $39 million,
and ATCF was $23.2 million, or 99 cents per share. Prudential Securities

analyst James Marsh reiterated Salem’s “strong buy” rating and $25 price
targeton the news.

Arbitron Releases Last Earnings Before Spin

eridian Corp. announced Monday that Q4 revenues for its Arbitron
division, which will be spun off on March 30, grew from $44 million to

R&R Stock Index

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

Change Since

319000 32001 3901 316700 2001-39/01
R&R Index 318.68 256.29 249.71 2L6%  -2.6%
Dow Industrials  10,010.73  10,446.90 10,664.62 +6.5% +2.1%
S&P 500 1401.69  1234.04 1233.42 -12% -05%
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“And I-1- -will always love you-u-u-u.”

And no one offers you the range and quality of music that we do.

BMI operates as a nan-profit-making organization of songwriters, composers
and music publishers that licenses songs for public performance.

"

For the power of music.
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Radio Business

DEAL OF THE WEEK

o WORA-AM/Mayaguez,

WPRP- AM/PU”GG (Last Year: $594,863,000)
and WSKN-AM/San Juan, PR | Stations Traded This Year: 398
$5.08 million (Last Year: 1,796)

Stations Traded This Quarter: 357

2001 DEALS TO DATE

Dollars to Date:

Dollars This Quarter: $500,874,600

$545,194,601

(Last Year: $24,943,277,133)

(Last Year: 240)

Arso Radio Acquires
Puerto Rico’s ‘Super Kadena’

1 Spanish News/Talk trio sold for $5.1 million; Bruce Buzil gets Oregon FM

for $4.1 million

Puerto Rico

WORA-AM/Mayaguez,
WPRP-AM/Ponce and
WSKN-AM/San Juan

PRICE: $5.08 million

TERMS: Asset sale for cash
BUYER: Arso Radio Corp., headed
by President Luis Soto. Phone: 787-
744-3131. It owns 11 other stations:
WKFE-AM, WLEO-AM, WLEY-AM,
WUNO-AM, WZUR-AM, WFDT-FM,
WFID-FM, WIVA-FM, WPRM-FM,
WRIO-FM & WZAR-FM/Puerto Rico.
SELLER: Radio Cadena Informativa
Inc., headed by President Renoldo
Royo. Phone: 787-764-1090
FREQUENCY: 760 kHz; 910 kHz; 630
kHz

POWER: Skw; Skw; 5kw

FORMAT: Spanish News; Spanish
News; Spanish News

COMMENT: WORA, WPRP and
WSKN comprise the “Super Kadena”
Spanish News network. Each station's
ads are sold separately, but they share
the same programming.

WFHK-AM/Pell City

PRICE: $275,000

TERMS: Asset sale for cash
BUYER: Stocks Broadcasting Inc.,
headed by President Adam Stocks.
Phone: 205-884-1430. It owns no other
stations.

SELLER: Williamson Broadcasting
Inc., headed by President Douglas
Williamson. Phone: 256-761-9779
FREQUENCY: 1430 kHz

POWER: Skw

FORMAT: Country .

KVSL-AM, KVWM-AM
KRFM- FM & KSNX-FM/
Show Low

PRICE: Undisclosed

TERMS: Terms unavailable

BUYER: Petracom Media, headed by
President/CEO Henry Ash. Phone:
813-948-2554. It owns 12 other sta-
tions. This represents its entry into the

- KSKD-FM/Chowchilla

market.

SELLER: Skynet Communications
Inc., headed by President Tom Tro-
land. Phone: 520-532-3232
FREQUENCY: 1450 kHz; 970 kHz;
96.5 MHz; 93.5 MHz

POWER: 1kw; 5kw day/114 watts
night; 100kw at 994 feet; 15kw at 912
feet

FORMAT: News/Talk; Oldies; AC;
Country

KGFL-AM & KHPQ-FM/
Clinton

PRICE: $75,000

TERMS: Asset sale for cash
BUYER: King-Sullivan Radio.
Phone: 501-745-4474. It owns no other
stations.

SELLER: Weber-King Radio, head-
ed by GM Sid King. Phone: 501-745-
4474

FREQUENCY: 1110 kHz; 92.1 MHz
POWER: 5kw; 10kw at 571 feet
FORMAT: News/Talk; Country

PRICE: $450,000

TERMS: Asset sale for cash
BUYER: Golden Pegasus Financial
Services, headed by President
Nelson Gomez. Phone: 209-883-
8760. It owns two other stations. This
represents its entry into the market.
SELLER: Del Rosario Talpa Inc.,
headed by President Mario Meza.
Phone: 559-665-5146
FREQUENCY: 93.3 MHz

POWER: 6kw at 328 feet

FORMAT: Contemporary Christian
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KZYR-FM/Avon and .
KSNO-FM/Snowmass
Village

PRICE: $1.5 million

TERMS: Asset sale for cash
BUYER: Cool Radio LLC, headed by
member Thomas Dobrez. Phone:
708-799-6676. It owns no other sta-
tions.

SELLER: American General Media,

headed by President Anthony Bran-
don. Phone: 410-832-5870
FREQUENCY: 103.1 MHz; 103.9
MHz

POWER: 15kw at 440 feet; 6kw at 325
feet

FORMAT: Alternative; Alternative

WAVG-AM/Jeffersonville
and WZzZB-AM
& WQKC-FM/Seymour

PRICE: $3.4 million

TERMS: Asset sale for cash
BUYER: Susquehanna Radio
Corp., headed by President/COO
Dave Kennedy. Phone: 717-852-
2139. It owns 30 other stations. This
represents its entry into the market.
SELLER: Sunnyside Communica-
tions Inc., headed by President/Direc-
tor Blair Trask. Phone: 812-283-3577
FREQUENCY: 1450 kHz; 1390 kHz;
93.7 MHz

POWER: 1kw; 1kw day/74 watts night;
25kw at 699 feet

FORMAT: Country; Soft AC; Country

WSPE-FM/LeRose

PRICE: $15,000

TERMS: Asset sale for cash
BUYER: Morehead State University,
headed by Keith Kapps VI. Phone:
606-783-2001. It owns one other sta-
tion. This represents its entry into the
market.

SELLER: White Sky Broadcasting.
Phone: 606-593-8830
FREQUENCY: 88.3 MHz

POWER: 100 watts at 161 feet
FORMAT: Misc.
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KNOC-AM & KDBH-FM/
Natchitoches

PRICE: $340,000

TERMS: Asset sale for cash
BUYER: Baldridge-Dumas Commu-
nications, headed by PresidentTedd
Dumas. Phone: 318-256-5924. It
owns one other station. This repre-
sents its entry into the market.

www.americanradiohistorv.com

$1.5 million

$650,000

TRANSACTIONS AT A GLANCE

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

* WFHK-AM/Pell City, AL $275,000
® KVSL-AM, KVWM-AM, KRFM-FM
& KSNX-FM/Show Low, AZ Undisclosed
¢ KGFL-AM & KHPQ-FM/Clinton, AR $75,000
¢ KSKD-FM/Chowchilla, CA $450,000
® KZYR-FM/Avon and KSNO-FM/Snowmass Village, CO

® WAVG-AM/Jeffersonville and WZzB-AM
& WQKC-FM/Seymour, IN $3.4 million
® WSPE-FM/Lerose, KY $15,000
® KNOC-AM & KDBH-FM/Natchitoches, LA $340,000
® WHNC-AM/Henderson and WCBQ-AM/Oxford, NC

® KXPC-FM/Lebanon, OR $4.1 million
* WSPX-FM/Bowman, SC $400,000
® KULE-AM & FM/Ephrata, WA Undisclosed

SELLER: Cane River Communica-
tions, headed by President Jim
Bethard. Phone: 318-354-4000
FREQUENCY: 1450 kHz; 97.3 MHz
POWER: 1kw; 25kw at 312 feet
FORMAT: News/Talk; Soft AC

WHNC-AM/Henderson
and WCBQ-AM/Oxford

PRICE: $650,000

TERMS: Asset sale for cash
BUYER: The Heaven Network,
headed by President Alvin Jones. No
phone listed. It owns no other stations.
SELLER: Henderson Broadcasting
& Radio Granville, headed by Presi-
dent AnitaWoodlief. Phone: 919-693-
2903

FREQUENCY: 890 kHz; 1340 kHz
POWER: 1kw; 1Tkw

FORMAT: Gospel; Gospel
BROKER: Matt DeGelormo of
Hadden & Associates Media Bro-
kers

KXPC-FM/Lebanon

PRICE: $4.1 million

TERMS: Asset sale for cash
BUYER: Portland Broadcasting
LLC, headed by Managing Member
Bruce Buzil. Phone: 312-204-9900. it
owns no other stations.

SELLER: Spotlight Media Corp.,
headed by GM Rich Cole. Phone:
541-928-1926

FREQUENCY: 103.7 MHz

Continued from Page 4

POWER: 100kw at 1,099 feet
FORMAT: Country

COMMENT: This transaction originally
appeared in R&R on March 9, 2001,
with an undisclosed price.

WSPX-FM/Bowman

PRICE: $400,000

TERMS: Asset sale for cash
BUYER: Glory Communications,
headed by President Alex Snipe Jr.
Phone: 803-939-9530. It owns four
other stations. This represents its en-
try into the market.

SELLER: Boswell Broadcasting
Inc., headed by President Charles
Boswell. Phone: 803-536-1710
FREQUENCY: 94.5 MHz

POWER: 6kw at 328 feet

FORMAT: Sports

KULE-AM & FM/Ephrata

PRICE: Undisclosed

TERMS: Terms unavailable

BUYER: Butterfield Broadcasting
Corp., headed by President/Director
Mick Tacher. Phone: 206-727-2222, It
owns five other stations. This repre-
sents its entry into the market.
SELLER: Mirage Communications
Corp., headed by owner/GM Bob
Berry. Phone: 509-754-4661
FREQUENCY: 730 kHz; 92.3 MHz
POWER: 1kw day/29 watts night;
26kw at 673 feet

FORMAT: News/Taik/Sports; Country

$47.2 million. EBITDA dipped from $13.6 million to $12.9 million. For the full
year, revenues increased from $190.1 million to $206.8 million, and EBITDA
improved by $72 million, to $79 million. Q4 net income increased from $6.4
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million, or 22 cents per share, to $7.2 million, or 24 cents. in 2000 net in-
come rose from $39.7 million, or $1.34 per share, to $45.3 million, or $1.54.
Ceridian said that Arbitron’s sales will increase 8%-9% this year, to be-
tween $222 million and $225 million. About $60 million of that will come in
the first quarter and $49 million in Q2. Also, Ceridian upped its estimate for
Arbitron's 2001 per-share earnings from 23 cents to $1.21-$1.23; the change
reflects some interest payments and a 1-for-5 reverse stock split.

Continued on Page 8
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Roll out the banners
and make your company center stage
with Roll-A-Sign" Plastic Banners

Roll-A-Sign disposable plastic banners |

are a cost 2ffective way to promote your station, company or special event. Each banner is prmted on high
quality, weather resistant, 4 or 6 mil plastic film ranging from 18" to 36" in height for large sizes and 6” to
12” for smaller sizes. We can print up to four spot colors of ink per banner. Depending on the configuration
of your logo, you can get anywhere from 169 to 340 banners on a 1000’ roll. It's easy to use.just roll off
the desired length and cut! Indoors or out, Roll-A Sign gets your message across and is ideal to give away
at concertz and other public events. Fax us your logo along with the specifics on color separations and size
and we will give you a free quotation. If you should have any questions regarding quantities, sizes,

imprinte and/or colors available, pleage call us.

Reef Industries, Inc.

9209 Almeda Genoa

Houston, Texas 77075

Toll Free: 1-800-231-6074

PLASTIC § N 713-507—4_200. Fax: 713-50.7-4295
BANNERS /R E-mail: ri@reefindustries.com
www.reefindustries.com
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FCG Relaxes Directional
AM Regulations

Commission seeks to reduce financial burden

In what amounts to a victory for the owners of some 1,900 U.S.
directional AM stations — and for five broadcast consulting firms
that filed a Petition for Rulemaking back in 1991— the FCC said
last week that it will relax the technical rules that require direc-
tional AMs to undergo costly “proofs of performance” to demon-
strate that their antennas operate as authorized. The performance
tests were designed to control interference and ensure adequate

coverage by the AMs’ signals.

Loosening the technical rules by
reducing the number of required mea-
surement radials and the minimum
number of measurement points per
radial will substantially reduce the fi-
nancial burden the stations face, the
commission said. But, it said, none of
the changes will jeopardize the tech-
nical integrity of the AM broadcast
service. The commission noted that
FM directional licensees incur sub-
stantially smaller incremental ex-
penses than AMs in constructing, li-

censing and maintaining their facili-
ties.

The change was in response to a
1991 joint Petition for Rulemaking
filed by de Treil, Lundin & Rackley;
Hatfield and Dawson Consulting En-
gineers; Lahm, Suffa & Cavell;
Moffet, Larson & Johnson; and
Silliman & Silliman, consulting firms
that sought a thorough examination
of the rules and the adoption of alter-
nate means of directional-antenna
system verification.

— Jeffrey Yorke

e

Clear Channel
Continued from Page 1

of sponsored songs. Such announce-
ments would only be sold to labels
if programmers had already deemed
the song a hit.

The Times also reported that Clear
Channel had contemplated the idea
of installing an in-house promotion
czar who would serve as a conduit
between the company and the record
industry but instead is considering
giving that job to an independent pro-
motion firm.

Clear Channel Radio CEO Randy
Michaels told the Times, “We’ve
been moving very slowly in launch-
ing this initiative, trying to make sure
we dot all the I's and cross all the
T’s in terms of the legal issues.” He
added, “The fact is, the industry
spends a tremendous amount of
money promoting records to our ra-
dio stations, and what we have here
is an opportunity to take some of that
money in right through the front door
and put it on the books.”

The Times also reported that Clear
Channel is considering selling late-
night time directly to the labels for
the purpose of promoting new songs.
But the idea of Clear Channel start-
ing its own record label has been
nixed, according to the paper.

Clear Channel’s possible actions
are being watched closely by the ra-
dio and record industries.

Emmis Exec. VP/Programming
Rick Cummings said that the
programmer’s role has changed in the
past five years. “The job used to fo-
cus on researching markets, devel-
oping a strategy and seeing it
through,” he said. “But today’s pro-
grammers not only have to do that
cheaper and smarter, they must also
look for alternative revenue streams.”
Cummings applauded Clear Channel
for trying a new approach to increas-
ing revenue and said, “We may try
something similar.”

Island Def Jam Music Group Sr.
VP/Promotion Ken Lane told R&R,
“I'm a Clear Channel stockholder
and would love nothing more than

to see the stock take a nice run.” But
he added, “Stations will always need
strong ratings. A marketing plan alone
is not going to increase those ratings,
nor will it make a mediocre record
succeed.”

Regent Communications Sr. VP
Fred Murr agreed, saying stations will
never go with “dog songs™ and risk
losing ratings share. Murr said record
companies could also benefit from
cross-promotion. When radio stations
promote songs, he explained, they
could also direct listeners to retail
outlets where albums could be pur-
chased.

Despite the increased sales poten-
tial of Clear Channel’s plan, Elektra
Entertainment Group Sr. VP/Promo-
tion Dennis Reese said there is more
to the business than selling records.
He told R&R that protecting the in-
tegrity of artists is the most impor-
tant issue, adding that the promotion
business has adjusted to changes in the
radio industry before. “The mergers
and acquisitions have caused us to
change,” he said. “It’s impossible to
think you can do this job the way it
was done five years ago.”

Telecommunications attorney Pe-
ter Tannenwald said the Clear Chan-
nel proposal is legal, “provided there
is adequate disclosure.” What defines
“adequate disclosure” may be open to
debate, however, because Tannenwald
said he knew of no official FCC policy
on the issue.

Steve Rendall, a senior analyst for
FAIR, a New York media watchdog
group, agreed that Clear Channel’s

initiative will not break any current .

laws if the company discloses that it
has received payment. But he is still
critical of the plan. “Clear Channel
has always found ways to skirt the
law,” he told R&R. “And they do it
just because they can. Some will say,
‘It’s just capitalism.” But it’s not just
capitalism. Capitalism cannot take
place in a monopolistic setting when
no consumer choice is available.”
As for only selling ads for hit songs,
Rendall asked, “How do songs get to
the hit list in the first place, and what
is happening in the back rooms? Do

Continued from Page 6
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Ackerley Predicts Q1 Radio Revs Will Fall More Than 20%

Ackerley Group co-President/COO Denis Curley said during a Q1 forecast conference call on March 6 that the
group’s revenues will fall more than 20% for the quarter. He attributed the decline to a drop of more than 40% in
national advertising in the Seattle-Tacoma market and to a sales decline related to the format change at KMBX (now
KBTB)/Seattie from Hot AC to Rhythmic Oldies. Curley pointed out that, because Ackerley's radio group is small, a
format change can have a “drastic effect” on its financial results, Co-President Chris Ackerley predicted during the
same call that overall net revenues for the company will improve between 2%-4% for 2001, but its operating cash flow
will decline 10%-15%. He also predicted that EBITDA will reach approximately $35 million.

A L AR R A

Yahoo! Warns Of Lower Earnings; Koogle Drops CEO Duties
nternet media company Yahoo! said March 8 that it expects Q1 revenues to be between $170 mitlion and $180
million. First Call/Thomson Financial analysts had estimated revenues of $232.6 million. The Wall Street consensus
é had been that Yahoo would earn 5 cents per share in Q1, but the company said it will break even. Yahoo also an-
nounced last week that it has planned a $500 million stock buyback program and that Chairmar/CEO Tim Koogle will
relinquish his CEO duties but remain as Chairman. The company is seeking a new CEO.
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92 cents in 2002.

Estimates Down For Viacom, Disney; New Coverage For Both
redit Suisse First Boston analyst Laura Martin on Monday lowered her per-share earnings estimate for Viacom
from 17 cents to 11 cents and its target price from $70 to $65. She attributed the downgrade to “softness of local
advertising at the Infinity segment, where outdoor is up slightly, and radio is down slightly in the current quarter”
Martin also decreased Disney’s EPS estimate from $1.02 to 95 cents and the issue’s target price from $50 to $45 but
maintained a “strong buy” rating on the issue.
Last week Lehman Brothers analyst Stuart Linde initiated coverage on Viacom with a “strong buy” rating and a 12-
month target price of $74. He estimated that Viacom will earn 17 cents a share in 2001 and 58 cents in 2002. At the
same time he rated Disney as new “ouy” with a $34 target and predicted that it will earn 77 cents per share in 2001 and
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WSM Radio.
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Gaylord Sells Five Businesses
aylord Entertainment has sold its Gaylord Films, Pandora Films, Gaylord Sports Management Group, Gaylord
Event Television and Gaylord Production Company to Oklahoma Publishing Co. for $22 million in cash and the

assumption of $20 million in third-party debt. Gaylord said the sale will allow it to focus on its core operations, mcluding
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Jackson
Continued from Page 4

financing, have had to sell to larger
corporations. “In came Cable News

Network, and the capitalists bought’

them up,” he said.

Reporter Bernard Shaw, who re-
cently retired from CNN, was also
at the dinner, accepting the Pioneer
in Broadcasting Award. Shaw, who
got his start in broadcasting in 1965
at News WUNS-AM/Chicago, dis-
agreed with Jackson about the effect
consolidation has had on minorities.
He told R&R, “Some people of color
were involved in the consolidation.
Consolidation is not bad, as long as
the people are not underserved. A
great example of consolidation is
AOL and Time Warner, which own

CNN. What we do is on the public
record, and we will be held to very
close scrutiny by the federal govern-
ment and by consumers. With the
competition out there, I don’t think
we'll stray too far from our basic
charter.”

Shaw said that he thinks News ra-
dio has improved since 1964 and ob-
served, “Behind the scenes the per-
sonnel have become more diverse,
with more women and more people
of color. One thing that has affected
the news media is that we’re sub-
ject to more scrutiny and more criti-
cism, and that’s very good, because
what we do is essential to the well-
being of our great nation. Our role
is to inform. We have a very impor-
tant trust.”

The awards dinner also honored

singer Jessye Norman, who accepted
a Lifetime Achievement Award, and
actor Charles S. Dutton, who was
presented with Oscar Micheaux
Award for Excellence in Film. Aretha
Franklin, this year’s Pioneer in Mu-
sic honoree, had been scheduled to
perform but was unable to attend.

Wyclef Jean, honored as Enter-
tainer of the Year, addressed violence
in the urban music market. He told
R&R that he grew up around vio-
lence and said, “What I try to do is
steer kids away from it. I'm not for
it, I'm against it. I try to show the
kids the alternative.”

Washington, DC-based NABOB
was founded in 1976 and represents
the interests of 220 black-ewned ra-
dio and commercial television sta-
tions around the country.
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they say, ‘Well, that label always buys
ads’? So if a label always buys ads,
does it get its songs into rotation?”
Elektra’s Reese said, “The one
thing we’re finding is that record
companies have become much bet-
ter at marketing our artists and lay-
ing a foundation, so when we go to
radio, we have more than just a song.”
The plan has its detractors in the
radio, industry: “It’s another form of
taking the individuality out of the
programmers’ hands,” says John
Rozz, PD of three Beasley stations
in Ft. Myers. “It makes radio more
generic and less unique. The state of
the industry is just killing me. We're
not grooming for tomorrow. Radio
is so short-term-oriented. We’re not
doing anything to enhance the state
of the industry. It’s just another nail
in the coffin.” But, he added, “Rev-
enue has to be there. Money talks.”

R&R Music Editor Steve Wonsie-
wicz and Washington Bureau Chief
Jeffrey Yorke contributed to this
story.
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Continued from Page 1
NAB President/CEO Eddie Fritts
called the FCC action “welcome
news.” “We are pleased that Chairman
Michael Powell has moved to clear
the backlog of most pending radio
transfer applications,” he said. Part of
the reason for such a sweeping move
was the FCC’s abandonment of its
controversial policy of “red-flagging”
certain applications for further review
when it believed a transaction might
result in one or a few owners com-
manding too much market revenue.
Powell, an opponent of the policy,
which was instituted during the ten-
ure of his predecessor, Bill Kennard,
said the problem with setting aside
certain applications is that the com-
mission could run afoul of ownership
limits set by Congress. He called the
question of whether the FCC has the
authority to conduct separate compe-
tition analyses “the conundrum under
which the commission has struggled.”
Commissioner Harold Furchtgott-
Roth also backed the decision to elimi-

nate the red-flag policy. “What exactly
was the flagging system? No one
knows. There were only the arbitrary
decisions of a bureau in an agency un-
answerable to any law or any author-
ity but its own.”

Though Commissioners Susan
Ness and Gloria Tristani agreed that
it was time to act on the applications,
they believe the FCC still needs a
careful merger-review policy. Ness
said it would have been better to com-
bine the grants with an announcement
that the FCC is taking steps toward
“a coherent and sustainable radio-
merger policy.” And Tristani said the
grants “exemplify harmful levels of
control of advertising reveaues.” “It
is not any action that we are obligated
to undertake, it is action in the public
interest,” she added.

But Powell noted that the agency
disposed of the pending cases because
“the public interest is not served by
inaction.” He said the commission
will act on the remaining cases in the
weeks to come.

— Joe Howard
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Stand-up Comic...

OTHER TALK STATIONS:
"The president said today he would seek
unilateral support for his budget
initiatives from friends and foes alike.
We’ve got lots of open lines for
your comments.”

JOAN RIVERS ON YOUR STATION: =
"Clinton wouldn’t take a lie
detector test, and Bush won’t
take an int elllgence test. But °
hey, I like this George W.

The only thing u#der his desk
is the carpeting!

We’ve got an open line for you, too.
212.642.4533. To affiliate with

one of the most ndentlﬁable voices
in all of media.

JOAN

Now Live 6p-8p ET !

L winny - americantradichistory com
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* Matthew Ross in the GM Spotlight, Page 12

® Clear Channel/San Diego’s CRMS Certification, Page 13

* Photos fram R&R’s Talk Radio Seminar, Page 14
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sales

THE PERFECT PRESS RELEASE

W Tips on getting your station media coverage

B’ p. m In last week’s issue of R&R I

o, shared some of my observations
Sales & Marheting Editor .
pambaker@ronfine.com ~ About why stations aren’t get-
" ting media coverage. This week
I want to pass along some sug-
gestions on how to write an ef-
fective press release and reach
the right media contacts. The
next time your PD says, “Write
something up and send out a
press release today,” don’t just
rush to get something out over
the fax. Follow these guidelines
and write a press release that
will really get attention.

|

Make sure your information is newsworthy.
Take a moment to ask yourself, “Is this special or
different? Would I want to cover this event?” Don't
send out a press release announcing that your station
is giving away pairs of tickets to an upcoming sold-
out concert, but do send a release if your station is
holding a unique contest to give those tickets away.
For example, it would be newsworthy if you held a
contest in which listeners persuaded their “gram-
mies” — their grandmothers — to sing one of the
Record of the Year nominees for a chance to win a trip
for two to the Grammy- Awards. Pinpoint what's
special about your promotion or event, and write the
release from that perspective.

Write a headline that gets straight to the point.
Your headline should demonstrate immediately why
your news is important. Avoid “promotional-
sounding” words or hype. What you say in the
headline determines whether the recipient will read
the rest of the release.

Cover the basics first. Cover the who, what, where,
when, why and how of your announcement in the first
paragraph of the press release. Follow that with the
most pertinent background information, quotes from
management or talent and any dynamic facts that
illustrate the importance of the news — for example,
“This is the biggest cash giveaway in the history of
Minneapolis radio” or “Last year’s event raised over
$50,000 that went to providing hot meals for more than
25,000 homeless people in the Chicago area.”

Include information about your station. Don’t
assume that everyone is familiar with your radio
station. Your release should include the station’s
calls, format, location, key personalities and cor-
porate ownership. Also be sure to include any
positioning statements you use, such as “The Home
of the L.A. Dodgers” or “Howard Stern Mornings,
Alternative Rock All Day.”

Keep it short and simple. The right length for a
press release is one page — two pages if you must.
Make your release stand out by including your
station’s logo, a photo of one of your air personalities
or another eye-catching graphic that relates to the
release. Keep the look clean and simple, but inviting.

Provide a call to action. Include complete contact
information — a name, full mailing address, phone
number, e-mail address and website URL. For
station-produced concerts, celebrity-driven promo-
tions or other high-profile events, include a line at the
bottom of the release that says something like “Due
to space limitations, press access will be provided on
a first-come, first-served basis.” That gives the

information a sense of urgency
and may prompt a TV assign-
ment editor to schedule a crew
and guarantee his or her station
a media spot.

THE MEDIA BULL'S-EYE

OK, now you have a killer press release. So where
do you send it? Here are some tips on sending out
your releases efficiently.

Target your audience. Create a master list of
editors and reporters who cover entertainment and
the radio industry. Research contacts at local
newspapers and magazines, local television stations,
national publications, cable networks and shows
and Internet sites. Don’t forget to include local news
wires. When creating your press-release database,
include each contact’s name, business affiliation,
address, phone number, fax number, e-mail address
and any special notes. Most computers have a fax
rhodem; make sure you have one and software that is
capable of sending releases at a moment’s notice.

Call and find out the best way to contact key
editors. Do they prefer regular mail, e-mail or fax?
Ask each reporter how he or she prefers to receive
information or breaking news — not everyone
checks e-mail several times a day. Find out how to
contact reporters on weekends or during off-hours in
the event of breaking news.

Don’t send e-mail releases as attachments.
Always send e-mailed press releases as plain text in
the body of the message. If an editor can’t open your
release, he or she will very likely delete it and move
on to another e-mail.

Send high-resolution digital photos. When you
send a photo as an e-mail attachment, make sure the
resolution is at least 300 dpi. Make the image as large
as possible, and save it as a .JPG or .TIF file — the
formats preferred by most publications. Don’t
simply take images off your website. Most web
photos are too low-resolution to be usable by print
publications.

Always include captions that give the full name
and title of everyone in the picture. “Bill and Bob
with Backstreet Boys winners” is not enough. Write
a complete, publishable caption: “"WXYZ morning
personalities Bill & Bob (Bill Jones and Bob Thomas)
present Backstreet Boys concert tickets to winners
Jane Doe (center) and John Smith (right).”

Don’t follow up more than once. You will annoy
most editors if you call more than once after you've
sent a release. After you've made contact, don’t call
again unless you have additional information the
editor might want or need to complete the story.
Always request a return receipt when you send an e-
mail; that way you'll know when your message has
been received.

Know each editor’s deadline. The only way to
find out about press deadlines is to ask. (For
example, R&R goes to press on Tuesday evening for
the following Friday’s paper.) Reporters will
appreciate your attention to detail, and knowing
when they go to press will give you an advantage
over competing events and organizations.

If your station has breaking news, call reporters
immediately and fill them in on the details. Confirm
their deadlines and follow up with an official press
release as soon as possible. It can sometimes be a
good idea to give a particular media outlet an
exclusive interview or to work with its reporters to
develop a unique angle on a story.

If you follow these simple suggestions, I
guarantee you’ll receive better media coverage than
you're getting now. Good luck!

wwWw americanradiohistorv com

“I never miss a chance to have sex or
appear on television.”
—Gore Vidal

B The secret of effective public relations
You work for a Talk station, a
”mm Sports station, a morning show

or a News station. Your marketing dollars are decreasing,
but you have to find a way to increase share while safely
navigating the waters of friendly
competition (by way of your sister
stations in the cluster).

Your marketing director used to be
a promotion manager whose major
marketing qualifications included a
walk down the aisle of the local
grocery store. He or she came up
quickly through the ranks from intern,
mail-room employee and promotion
assistant. Your station’s media
strategy consists of trying to come up with enough kids to
do a street-team appearance at CompUSA on Saturday. Now
what do you do?

There is a simple, common-sense approach 1o getting
diary credit that won’t cost you a refrigerator magnet’s
worth of budget dollars. The key is to “capture the mo-
ment.” That is, find a way into the editorial fabric of the
stories you cover. Look for ways to get your call letters,
your logo and your talent into the mix. Become part of the
story or, at least, a leading resource for other madia’s
coverage. Becoming part of the story puts you in the faces
of your audience and potential audience. It puts you top-of-
mind, and that's what Arbitron is all about.

SEIZE YOUR OPPORTUNITIES

Capturing the moment doesn’t apply only to major news
stories. Did you ever notice how all the TV stations send a
reporter the day baseball tickets go on saie? It's inevitably a
very cold Saturday morning in February, and the TV sports
guys show all the fans bundled up in tents and waking up
ready to kick off a rite of spring. Why not send a crew to
distribute station banners to the crowd? Your crew can
focus on the people at the front of the line and the ones
dressed crazily or who look like they can attract attention.

Some people will do anything to get on TV, and I've
sometimes gone so far as to have those people do some
press work for me. | hand them business cards and tell
them that if | see them being interviewed on TV with a
station banner prominently displayed, I'll hook them up with
some prize-closet goodies or a restaurant gift certificate.

BECOME A RESOURCE

The “British Nanny” triaf in Boston, at which a nanny was
accused of shaking a baby in her care to death, became a
story of international interest, and national and international
news outlets came to rely on the expertise of the hosts at
Talk WRKO/Boston. The two-way nature of Talk radio
provides TV news with instant public reaction without their
having to spend time conducting interviews and editing
them for broadcast. TV news can “go live” with a Talk
station (that is, one with a good producer who can serve up
calls worthy of inciusion in a newscast). Make it easy for
other media to cover a story, and you'il have become a
good resource.

Younger-demo FM Talk stations can capture ditferent
moments: WNEW/New York’s Leslie “The Radio Chick”

Continued on Page 13
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« OAB Annual G2neral M:2etiny

By Irwitation Only Joir 0AB President
Paul Larche and Boarc Chairs for an updste on
OAB activities and earn about the Assodation’s
positionirg for 2002 znd beyor d. Sponse-ec by
Broadcas News Limit=d

¢ Opening Session Anotie- year and anoth-
er round >f career and busines: enhancing ces-
sions kicks off with words from our distrguished
Honouraey Chair and sast Exeautive Of "he “fear,
Universal Canada President & *’EJ Rancy Lennox.
Marc Teller, President of Sympati:o Lyccs indro-
duces a CMW favourite, John
Parikhal, CEO of Joint
Commurecations whe will give
a welcoreing Keynote Address
on Surviving & Thrivir g Ir The
New Entartainment Ezonomy.

¢ State of the Industry - It's the

End of the World as We Know it!
The rules are dead. Here's you - h2ads-ud or. the
new ones. An absolute don't miss towr ha | meet-
ing. Mocerator: Denise Donlor, Sony M sic
Canada. Sponsored by “Sympatico Lycos

¢ OAE President’s

Awerds Luncheon
Don't mss this year' knockott
keynote speaker, Fukin
Hurricare Carter. Sponsored
by Broadcast Dialogue

* Broadcast Suoer Session: Focus

on the Future  How are market znd
technolegical forces impacting today’s
Broadcasters? Mode-ator:  Don Shafer Toronto
Star Television

¢ Herz's How T Get My Money:
How Radio Stations Can Garnar
Better Shares from 'Zl ent
Promotions -ea- how radio can better
serve their clients ai.d products from the Cients
point ol view.

¢ Net Ratings: Arbitran Does

Cyk erspace tdison Research arc Arbitron
team up to bring you the mo;t up-to-the-rnodem
information on measuring the streams Presenter:
Larry Resin, Ediscn edia Research

¢ Generation Wireless -

Th2 Power Fanel Ccma learn the habits
at a live focus group of power users tiat are
ahead of the curve and are leading th2 way for for
the Wirzless Genaretion. Moderator: ke an Yigit,
Solutions Research 3roup spansored by Svmpatico
Lycos

¢ The Viewer of Tomcrrow -
Fragmentation & ltegration

This panel will consider the viewing haits of 21st

centun consumers, and how tc reach them in an

increasngly fragmented marke-place. Moderator:

Rob Saem, The Toranto Star Sponsoret by

Sympaico Lycos

¢ OAE Cocktail f.eceptian:

Invitation only President Paul Lerche
welcores the new members irto the zuarter
centur= club.

|
|

* Crystal Awards Gala Cocktail
Reception

Crystal an the Focks - join us for some light enter-

tairmest n the hour o° speculation before the

Awards Sponscred by Musicmasters

¢ Crystal Awards Gala

Dimner
The Radic Marketing Bureau
celebraces the best in radio cre-
ative a the Ga a Crystal Awards §
Jann Amden is your host.

Friday, March 30, 2001

* RM3 Keynote Breakfast RMB's
President & CEO John Harding and conference
Chair , Claude Beaudoin, share their “view from
the tof “ and present the results of the KPMG /
RMB / Z4B /TVB Study “The Future Of
Advertsing”. <eynote Address: David Lawrence,
host o' the syndicated internet radio show “Online
Tonighc", gives you the bottom line on where the
Net is 1eaded. Sponscred by Broadcast Dialogue

* The Inner Game of Negotiation

Joe Causo is recognized as a leading expert in the
fiedld 0- communication. Learn why people don’t
se2m w0 Jet it - when you can't get them to see
things ycur way. Fast-moving and highly memo-
rable, -his program will give you the tools to get
what rou want more often and enjoy the process.

¢ Dcug Harris, 10 Commandments

Of B-oadcast Success
Holy Moses: Doug Harris is back!

* Brand New World - Making Your
Mark In The Million Channel
Universe VP's of marketing behind some of

the mos: far-sighted brands in the country give

their perspective.

* Th2 Secrets of Radio’s Top

Seles Producers Presented by Chris Lytle,
autha of “The Accidental Salesperson: How to
Take Lontrol of Your Sales Career and Earn the
Raspect and Income You Deserve.”

¢ The Talent Prospectors -

Finding, Coaching, Motivating
This ession is designed for GM's and PD’s who
need to develop on-air personalities. Moderator:
Valere 3eller. Geller Media International

¢ Doing The Right Thing:

S-andards & Trade Practices
So how far is too far and what's our responsibili-
ty? Moderator: Ronald Cohen, Canadian
Broadcast Standards Council

¢ RUB Keynote Luncheon -

Jack Trout
“Dirferentiate or Die”
Jack Trout, best selling author,
will present ideas from his lat-
est toak “Differentiate or
Die” sponsored by Broadcast
Dialcgue

* Radio is from Mars, Listeners

are from Venus Robert Balon, President of
The Benchmark Company, examines the miscon-
ceptors in radio research.

¢ Earning a Place in

explores the dynamics of
attention-getting in today’s
cluttered market place.

Brooadcoast &execuftive

Conference

Westin Harbour Castle Convention Centre
REGISTER BEFORE MARCH 23, 2001

AND SAVE *50.00

« Chasing The Almighty Ad Dollars

-TV's top producers Find out what moti-

vates great sellers and how they get the job done!
Moderator: Jim Patterson, Television Bureau Of
Canada

the Consumers
Memory Doug Harris

¢ New Country - Old News: Format
Forum For a ganre that's been called “The

People’s Music”, country sure has a way of getting
kicked around by the people. Our experts will
clue you in to the real backbone of the music - a
constituency independent of fashion, and talk
about how the industry can weather the genre’s
periodic trendiness. Vioderator: Jaye Albright,

McVay Media - WA sponsored by RCS

 Great Idea, But Is It Legal?
Your website may put your company in cyber-

space, but it still orbits under the influence of legal

gravity. Moderator: Brenda Pritchard, Gowling,
Strathy & Henderson

¢ Ask The Commish: CRTC Secrets

Revealed Ail you ever wanted to know
about the Commission’s broadcasting processes
but were afraid to ask. Moderator: Eric Rothschild,
Eric Rothschild & Co. sponsored by Skywords
Traffic Network

¢ Generational
Transitional
Marketing Phil
Goodman - one of the fore-
most experts on the ongoing
demographic impact of the
Baby Boom generation.

¢ Format Forum AC - The Perfect
Boomer Mix Not too hard, not too soft...
are you an adult contemporary programmer or
Goldilocks? And with Boomers in their 50°, is
there even such a thing as an identifiable sound
for this demographic? It's a still-lucrative marke=,
and a lot of money hangs on the answer. This
panel picks the brains of major-market AC pro-
gram directors Moderator. Mike Kinosian, R&R

The Industry's Newspaper.ponsored by RCS

¢ Happy Hour: Music Industry
Awards Cocktail Reception

See old friends and catch up on the latest gossio

in the hour of speculation before the CMW

Awards.

¢ Music Industry Awards Dinner

This is “The Show, " the annual gala that feeds the

gossip mill and puts you face-to-face with 1,000
of your closest friends in the industry. Help us pay

a special heartfelt tribute to Canadian super-agent

Sam Feldman & legendary Broadcaster Alden
Deihl.sponsored by “Air Canada Centre, Skydome,
SFX / Core, TicketMaster

Saturday, March 31, 2001 §

» Consultantpalooza: The Power

Breakfast It's our annual breakfast session
of roundtable musical-chairs, in which you get
face time with some of the top programmers in
the industry. Moderator: JJ Johnston, Corus

Entertairment Inc. sponsored by RCS, Corus
Entertair ment

¢ Our 10th Caller Wins Tickets
To..\Who's Promo-ing who?

Concert aromoters and radio stations - it's a rela-

tionship virtually carved in stone. But what's the

reality? Moderator: JJ Johnston, Corus

Entertainment Inc. sponsored by RCS Skywords

Traffic Network

¢ Canadian Radio
Music Awards

Join host Leslie Neilsen for the

4th Ann Jal Canadian Radio

Music Anards as we celebrate

the achievements of Canadian

artists charting for the first time in 2000.

» All Blab, All The Time: News Talk

Sports The nay sayers have been on it from
the beg nning but, talk radio- all-news all-sports
all-rant - is the industry’s most combative format
and is popping up in market after market like
arguments in a bar. And if everybody’s talking,
who's listening? The experts on this panel/yakfest
will consider these issues, as well as the missing
key youth demographic that is their format’s one
major weakness. Moderator: John Derringer, CILQ-
FM (107.1) Q107

* Rawk On!: Format Forum Rock
Classic rock, modern rock, album rock, pop rock,
alterna-ive rock, hard rock, lite rock, metal rock -
if rock ‘n'roll ever does die, it'll probably be from
fragmentation rather than fack of interest. In this
session, top rock programmers of all stripes and
allegiances bang heads and try to agree on a con-
crete vision for the future of the genre that
changed the world. Moderator: Paul Heine,
FMQB-Friday Morning Quarterback sponsored by
RCS

| * It's Not Testing Well

Don't miss this nuts and boits session on the lat-
est array of choices in music research, from call-
out to the Internet. Moderator: Kurt Hanson,
Coherent Design

¢ 60 Ideas in 60 Minutes
A treasure trove of ideas you can immediately
implement back at the office.

¢ Pop Goes the World: Format

Forum CHR The Format Forum series contin-
ues with a panel of experts in the contemporary
hits radio genre, dishing and analyzing the most
remarkable hits and misses of the past year as the
most volitive and exciting format heads into 2001.
Moderator: Sean Ross, Airplay Monitor
sponsored by RCS

e Cume Magnets The most successful, the
most outrageous and the most irreverent person-
alities together on one stage. Moderator: Sky
Danie s, R&R The Industry's Newspaper sponsored
by Skywords Traffic Network

Radio sessions are presented in
Association with the OAB & RMB

REGISTER BEFORE
MARCH 23, 2001 &
SAVE *50.00

905-858-4848 (@) PHONE: 905-858-4747 @ EMAIL: registration@cmw.net

ot

www.americanradiohistorv.com



www.americanradiohistory.com

12 @ R&R March 16, 2001

management + marketing - sales

_/ e = MATTHEW ROSS |
Rﬂ _J | - VP/GM of Glassic Rock WAXQ-FM (0104) New York

g_;)(, oy B ‘,J j _J I & (Clear Channel)

Striking it rich with a perfect game

This week’s GM Spotlight recognizes 15-year to people who are starting out and offer as much  The most challenging aspect
radio executive Matthew Ross of Clear Chan- counsel as I can.” of being a GM:

nel’s Classic Rock WAXQ (Q104)/New York. First job in broadcasting:
“Since Matt’s arrival at Q104 he’s grown the

“Keeping a team of very

“Account Executive for WCBS-AM. It was so different highly talented
exciting. The day I started, the Writers Guild of People focused on the com-
America went on strike, and for two months 1 sold mon goal. That and time

during the day and wrote news and sports at night. ~management.

ratings significantly — and the revenue as well,”
e-mails one R&R reader. A Q104 staffer
comments, “Matt deserves the GM honors

because he cares so deeply for his staff. He treats . ] .
i Pa i ) r. That was by far the best way for me to learn the My most unforgettable moment at a radio station:
everyone with respect and values their opinions :

and suggestions.” Congratulations! product, and I developed such a great appreciation “Someone walked into the station with a gun,

for the service we provided.” and we had to figure out how to evacuate and deal

I decided to enter the world of broadcasting Career highlights: with the psycho at the same time. That was never

because: covered in any training manual I received.”

“Coming back to my hometown of New York
“My entry into broadcasting was something after seven years in Atlanta and Charlotte and I'm most proud of:

of an accident. When 1 having the success we have had “My family. ] have a boy with special needs,

graduated from college in are right at the top of the list. apnd dealing with that has changed me for the

1982, we had double-digit Based on cash flow, revenue better in a profound way. Second would have to be

unemployment, and [ took a ’ and ratings, we have been the getting my M.B.A. at NYU. That took five years of

fastest-growing station in New  subway rides and studying at night.”
York over the last two years. I'm

job in retail management for

an upscale national mens- New Yore's Oy Cuassic Roox Smnon . .
) . The best words of advice I've ever received were:
wear chain. During my two so proud of my team, and I'm so

years there I meta bunch of folks who worked for  thankful for the support I have had from [Clear Todevelop apersonal board of directors” and
CBS Radio, and they all scemed like great people.  Channel Sr. VP/Eastern Region] John Fullam. Also,

So one day | decided to call Gene Lothery, who my years in the South were so much fun and

seek them out when I need answers to complex
questions. It's always easy to assume that you
have all the answers on your own. We all know,

was VI’/ AM Stations for CBS, and I asked him if ~ enriched my life in so many ways. Working at

. . . . . ver, that an outside perspective truly helps to
I could come up and talk to him about radio. I  Urban stations in the South, I was able to grow in BT latanoutside persp wiy help

was shocked when he said yes and more shocked  cultural ways that would never have occurred if 1 makefliebestedaeisions™
when he gave me an hour of his time and set me  had stayed in general-market radio in New York.1  You’d be surprised to know that....

up with five other interviews throughout the learned firsthand that there is a huge, diverse “l was among the best bowliers in the country
company. I'll always be grateful to Gene, and, as  country out there, and, despite my previous beliefs, whenlwasin high school. P.S.: 1 have only bowled

aresultof that experience, I really try to give time  New York is not the center of everyone’s world.” about five times since!”

\— J

Consumer Champion Clark Howard has % “ Rty

[} ). - o 4 J
been nominated "Syndicated Personality @ & cé(% ‘%@ Q{’/ j
of the Year" by R&R readers! %@/ @ i

It Pays to be Cheap.

Clark Howard is the new Big Thing. 3
WTMJ Milwaukee: WPTF Raleigh-Durham: KCMO Kansas City:
M 25-54 7.0 to 8.8 Up 26% ... Rank 3rd A 35-54 4.0to 5.5 Up 38% A 35-54 3.1 t0 4.0 Up 29%

M 35-54 6.3 to 7.9 Up 25% ... Rank 4th M 35-54 3.9 to 7.6 Up 95% ... Rank 4th M 35-54 3.7 to 4.5 Up 22%

Proven talk

fmmCOx Paul Douglas, Cox Radio Syndication 404-962-2078

Amy Bolton, Jones Radio Network 202-546-7940
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CAPTURE THE MOMENT

Continued from Page 10

Gold took center stage on Kathie Lee Gifford away from
longtime Giffard nemesis Howard Stern. Gold and her
producer, Paul “Butchi=” Brennan, ambushed Gifford
as she substituted for David Letterman. Just as Gifford
started her monologuz, Brerman ran up and threw
Gold’s just-removed bra onto the stage and yelled, “Ra-
dio Chick rules!”

Not only did Gold’s show get coverage for the stunt,
but, a few months later, when Gifford quit her Live gig,
Gold captured that mcment by claiting that Gifford
had decided to quit after being ambushed by the radio
people. That angle was played up in the press the next day.

HOW TO GET THE INK

Many radio stations simply fax out a press release,
then everyone prays for ink. The key to writing a press
release that will get the ink you want is to make it short,
sweet and geared towerd how you can give other me-
dia what they need. It's can’t be just a pile of propa-
ganda for whatever yoa want to push.

The most important sart of zhe progess is getting your
information into the hands of the right people at the
rizht times. Know and understand when and when not
tc try to get a TV station to cover something. Calling up
an assignment editor at 5:45 ir. the atternoon isn’t going
tc endear you to that person.

Think the way peovle in other media think. Write
your headlines the way they caption a picture, and it
will be amazing how often newspapers and TV will
simply use what you’ve written. On one occasion
WRKQ’s Howie Carr scored an exclusive interview
with the governor of Massachusetts, who had just
signed a pay raise for legislators, then gone on vaca-
tion. The governor was willing to come into the stu-
dio. Would he take questions from callers? Yes. And
that was the press angle.

If the station just tcld TV news crews that the gav-
ernor would be coming in, the TV reporters could sim-
ply ambush him on the way in or out and leave WREKO

in the dust. So a quick-and-dirty press release headed
“Governor to Face the Music on Pay Raise” was drafted,
faxed to TV news desks and followed up with confirma-
tion calls. The TV reporters were offered the chance to
come in and hear callers tell the governor how they felt
about what he did.

That evening the local television newscasts all led with
the story, and many used the words “Facing the Music”
over the governor's picture. The next day there was a half-
page photo in the newspaper showing Carr and the gov-
ernor (and lots of station logos) with a room full of
camerapeople. The caption read, “Facing the music.”

TAKE CONTROL

You're working at a News station. You've just broken
a major story, and everyone will have it once you’ve put
it on the air. This is when you need to put together a
release taking credit and get it out fast. Then make au-
diotape available, and attach a memo that spells out ex-
actly how you want to be credited if the story is run.
How many times have you watched television news
cover a story that involves footage of a radio studio —
maybe even of a host interviewing a guest or speaking
with callers — without seeing any call letters, wall ban-
ners or mike flags? Of course, the TV host explains, “Ra-
dio talk shows across the country are talking about....”

Don’t think TV reporters are going to try to find out
who your host is and what your call letters are. Provide a
written sheet with who’s who and what’s what to every
reporter and cameraperson, then make sure your logo is
everywhere — on the mikes, behind the hosts, around the
“on the air” lights and near the telephone banks. Smart
marketing people at TV stations and newspapers realize
that if they’re covering a radio talent, chances are that the
host will talk up the TV appearance. Remind them that
that's cross-marketing for them.

Next time you have an opening in your marketing and
promotions department, why not hire a battle-hardened
political campaign director? Find someone who has had
to go out on the streets and get the votes every day of a
campaign — sounds like Arbitron, doesn't it? People like
that are used to waking up every morning looking for a

way to latch their candidate on to the news story of the
day. They know how to build press relationships, get
good visuals and beat the other guy to the idea. You
need someone with cunning, creativity and the ability
to capture the moment.

TRAIN THE TROOPS

It's not just the marketing and promotion people
who need to be involved in capturing the moment.
Teach your producers to do the same. Things happen
outside the 9-to-5 workday, so train your producers to
work those stories themselves or to call you at home to
get you involved.

Show your promotions people and producers how
to build relationships with the press — that is, how to
give reporters what they want, give them what you
promise and not burn them. Teach other media to think
of your station as a resource when they do a story that
needs local flavor. For example, if a TV station does a
feature story on celebrity “pet peeves,” a relationship
with the station means your jocks may be included.

And how great is it to be clever enough to get a
competitor’s TV sister to cover something your station
is doing? In August of last year, when the Survivor craze
was at its peak, many radio stations hosted parties to
view the climactic Survivor episode. In Boston CBS O&0O
WBZ-TV gave major coverage to the bash held by
Greater Media’s WTKK-FM, including live shots lead-
ing up to and during the show and in the newscast that
followed.

How much do you think it would have cost to buy
that kind of exposure during one of the most-watched
TV nights ever? Smart radio promotion people also set
up national TV contacts who can pull footage from their
local affiliates if a story has a national angle. Remem-
ber, everyone wins when you really capture the mo-
ment.

Frank Murtagh is President of Murtagh Marketing and
consults radio stations and air personalities on the strategy of
capturing the moment. He can be reached at 617-821-4985 or
fmurtagh @ mindspring.com.

ADVOCATING SALES TRAINING IN SAN DIEGO

- The Radio Advertising Bureau last month awarded
Certified Radio Marketing Specialist accreditation to 65
account executives from Clear Channel’s owned-and-
operated properties in San Diego — KOGO-AM, KPOP-
AM, KSDO-AM, XTRA-AM & FM, KGB-FM, KHT5-FM,
KIOZ-FM, KIQY-FM, KMSX-FM & XHRM-FM.

CRMS certification is the intermediate level of the
Certified Radio Marketing Consultant program provided
by the RAB. The program recognizes AEs who have
achieved a high level of marketing knowledge and <kill in
a specificadvertising category. “The industry is changing
more dramatically than ever, anc, with Clear Lhannel
creating cross-platform opportunities in radio, outdoor,
event and event promotion, we are constantly looking for
training that helps us stay ahead of the curve,” says
Director/Sales, AM Stations Bob Salvato. Congratula-
tions to all!

The account executives received their certification from RAB President & CEO Gary Fries at a special presentation ceremony. Pictured (bottom row, l-r) are Steve Poore;
Ryan Green; Pete Co onelli; Blair Giesen; VP/Market Manager, FM Stations Mike Glickenhaus; VP/Market Manager, AM Stations Kevin McCarthy; Hank Loeser; Jim
Lucich; and George Karthan. Second row (I-r): Mike Rannazzisi, Tim McCarthy, Cathy Sweeney, Cory Cuddeback, Tim Hackett, Noel Beaulieu, Mark Budds, Glenn Goss,
Della Garcia. Rebecca Cantu, Maureen Ferreira, Kim Hallisay, Tim Stemler, Julie Jones, Cathy O’Brien and Robert Salvato. Third row (I-r): Gina Owen, Dave Freidman,
Tim Turner, Clark Newton, Fred Weiss, Jim Shean, Katy Brown, Anna Smith, Heidi Sankey, Sheila Tuchanowicz, Stefanie Blitvich, Gary Filips, Lisa D’ Angelo, Lynn Palmer,
Lisa Flanders, Diana 3otwin, Debkie Cole, Sky Holt, Dave Strout and Brent Hill. Fourth row (I-r): Bob lafrate, Bret Shinn, Dan Charleston, Bill Degischer, Bob Coutts, Rob
Worden, Daryl Curtis, Heidi Burrato, Cynthia Jeffery, Carlos Gutierrez, Carl Maggio, John Marsh, Doug Hyde, Drew Issac, Rob Jacobs, Joe Belshin, Len Agosta, Jean
Menton and Dan Mc(Carthy. Fifth row (I-r): Gary Gerard, Tamara Saunders, Cass Jacob, Tony Carmean, Thom Hiatt, Kourtney Glor, Lee Delay, Bryan Elms, Jeremy Lang,
Karin Gleason, Gregg Wolfson, Bill Prankitas and Mark Santiago.
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THE TALK OF THE TOWN

R&R hosted its sixth annual Talk Radio Seminar last week at the Marina Beach Marriott in Los Angeles. More
than 500 radio executives and talk personalities attended the three-day event, which featured some of Talk
radio’s brightest stars. Congratulations to R&R Publisher/CEQ Erica Farber, R&R Editor-In-Chief Ron
Rodrigues and R&R News/Talk Editor Al Peterson on a fantastic event. Don’t miss out on next year’s
gathering: Mark your calendars for Feb. 21-23, 2002 at the Marriott at Metro Center in Washington, DC.

|__EXTRA! EXTRA! HOBBS IN PRINT! |

Clear Channel VP News/Talk Programming Gabe Hobbs
makes the cover of Parade magazine! At the opening-
night reception, hosted by Parade’s Radiofax, attendees
had their photos taken for souvenir Parade covers.

STARS ON PARADE

Internationally known entertainer Suzanne Somers stopped
by the opening-night “Talktail” reception to help promote
the new Parade magazine Radiofax show-prep service.

Having a great time and talking up a storm are Westwood
One syndicated personality Tom Leykis and Gloria Allred
of KABC/Los Angeles’ Allred & Taylor Show.

Enjoying the festivities at the R&R Talk Radio Seminar
are R&R Publisher/CEQ Erica Farber and Premiere Radio
Networks President/CO0 Kraig Kitchin.

TALK RADIO ENTHUSIASTS
NAB Exec. VP John David, legendary radio and TV personality Gary Owens and LARadio.com’s Don Barrett discuss Talk

radio’s exciting future.
For more TRS 2001 photos, see Page 23.
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RADID GETS RESULTS

SUCCESS STORIES FROM THE RAB

A DOUBLE-WHAMMY SALES EVENT

As your clients’ marketing consultant, one of your responsibilities
is to help them address their business challenges. KSAL/Salina,
KS' Joyce Reich turned one retail client’s problem — a move to a
new location and the need to unload extra merchandise — into a
huge opportunity by designing an advertising schedule and
campaign that produced a sense of urgency while educating
consumers about the store’s new home. And there’s been another
benefit, even more rewarding than anticipated sales: The client
couldn’t be happier with the resuits and the sales rep!

Category: Consumer Electronics
Market: Salina, KS

Submitted by: EBC Radio

Client: Del's Electronics

Situation: Over almost 27 years Del’s Electronics of Salina, KS
has established a reputation as a moderate- to high-end
electronics retailer. Del's specializes in custom-designed car-
audio and home-theater systems and is a consistent user of radio
advertising. Its marketing strategy includes a quarterly direct-mail
flier to its customer base and a 52-week schedule on News/Talk
KSAL-AM. As part of that schedule Del's sponsors KSAL'’s 7:15am
newscast and 5:30-7pm sports show. Both sponsorships include
30- and 60-second spots. The store increases its reach and
frequency during its occasional weekend sales events by adding
schedules on other stations and increasing its spotload on KSAL.
Consistent, targeted use of radio helped Del's grow aut of its
original location, and, when the store decided to relocate to a
larger facility, it wanted to sell out some of its stock rather than
move it.

Objective: “The objective was to clean out the old location by
eliminating all the demo models and unboxed and damaged
merchandise,” says KSAL-AM Marketing Representative Joyce
Reich. Del’s took advantage of the special situation by reaching
outside its typical customer base and offering bargain-priced
merchandise. Reich notes, “This campaign was an excellent
opportunity for someone who couldn't typically affora to shop at
Del's.”

Campaign: Reich recommended an assertive two-day campaign
to correspond with a two-day sales event at the old store location.
The campaign included 20 60-second commercials on both days
on KSAL and Country sister KYEZ-FM, with the spots running
between midnight and 6pm. The copy was aggressive, using such
terms as “Once in a lifetime chance!” and “Friday and Saturday
only!”

Results: “Del's was astounded by the results,” Reich says. “The
store generated more revenue than during any other single event
in its history.” Del's sold all of the targeted inventory, got the
word out about the new location and, according to Reich,
generated enough cash flow to compensate for the days it was
closed for the move. She observes, “Everything for this sale was
perfect: the store’s reputation, product selection, offer, pricing,
timing, message and medium!”

— RABTOOLBOX—

More marketing information and resources from the RAB
Here ygu'll find more marketing information and resources from the
RAB. For more information, call the RAB's Member Service HelpLine
at 800-232-3131, or log on to RadioLink at www.rab.com.
INSTANT BACKGROUND — CONSUMER ELECTRONICS

Forty-eight percent of American families with children ages 2-17
have a television, VCR,video-game equipment and acomputer in
their homes. Among children ages 8-16, 57% have a TV setin their
bedrooms, 39% have video-game equipment, 36% have basic
cable service, 32% have a telephone, 20% have a computer, and
11% have Internet access. (Research Alert, 2000)

FROM THE RAB’S RADIO MARKETING GUIDE AND FACT BOOK

Every week radio reaches 95.5% of those who plan to buy a stereo
orvideo equipment in the next 12 months, 94.5% of thcse who plan
tobuy anew TV setin the next 12 months and 94.4% of those who
plan to buy a major household appliance in the next 12 months.
(Source: The Media Audit, January 1999-March 2000 National
Report — Radio)
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NEWS & VIEWS

The Perfect Domain Name:
Why it Doesn’t Matter

M Guest essayist says the power of a killer URL is greatly exaggerated

ﬁﬂa‘ Limback In case it isn’t obvious by

For RAIN: Feadio And now, the value of Internet
Inteinet Newstetter domain names in driving
business has been greatly exzggerated. Let me
explain. Think back to 1999: The Internet hoom
was in full force, and having z dot-com business
was like printing money. It got to the point that if

a public company changed its name from
Widgets Inc. to Widgets.com it would see its
stock price skyrocket.

Some companies even spun off dot-com divisions
as new public enterprises just tocash in on the mania,
Just having “dot-com” in the name made it easy to
raise wheelbarrows full of money. Look at Playboy
Enterprises. It had a very successfLi company and one
of the most recognized brands in the world. So when
it developed an e-commerce werﬁsite, what did it do? It
created Playboy.com, a new company that went public
and raised gobs of cash. Playboy.com still does very
well, but now we know there's more to e-business
than just the dot-com nomenclature. A lot of other
companies hoping to cash in erided up burning
through their capital faster than you can say
“Boo.com.”

The Killer Domain Name

Look at MVP.com. That wasla killer domain name,
and the biggest sports stars were behind the compa-
ny, including Wavne Gretzky, Jechn Elway and Michae!
Jordan. And now MVP.com is just about done. Does a
great domain nare guarantee success? Hell, no! At
one time you could beat the wo@Hd by registering a
generic-sounding domain name and reselling it —
something like bingo.com, business.com or art.com.
Fach of those was registered and resold to a third
party for a sum conside-ably higher than the original
$35 per year registration fee. In fact, some savvy dude
bought business com several years ago from the
original registrant for $100,00C, then resold it for $7.5
million — talk atout a windfall. (| hope he didn’t put
all of his profits into Priceline.com.) But today the
Business.com wabsite i3 just a poor man’s Yahoo!,
with no brand, n2 buzz and no traffic.

When all of the most cbvious names were taken,
people in the great virtual land grab added letters and

P bﬂ RAIt: Qadic And Intermet Newsletter

b g Pubi sher and Editor Kurt Hanson is

"q ﬁi awe |-known researcher and censult-

; " {  ant who alse serves as Chair—en of

Strakegic Madia Research, the irm he

D founded in 1980. RAIN is available
daily a: www.kurthanson.com.
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words in front of obvious names, creating new
secondary domain names that could still be sold for
significant profits. If widgets.com is gone, how about
mywidgets.com, ewidgets.com or iwidgets.com? Start
adding hyphens, and the number of copycat domains
you can create is almost endless. Some people even
thought they could do well by snagging alternate
domain extensions for popular dot-coms, but that
tended to lead to nothing but lawsuits.

Huge amounts of money were earned by domain-
name resellers throughout the hysteria, and the
resellers did everything they could to keep desire high.
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Something Different
From Supersphere.com

This week's site is, if nothing else, an adventure in
website exploration. The sites we bring you as Sites of
the Week generafly feature elegant cesign, and they're
nicely laid out and easy to use. This week's site,
Supersphere.com (www.supersphere.com) — well, ele-
gantisn't quite the right word for the design. The layout
isn't bad, but it's often confusing.

As for the content, most of it comes from the far, far
left. The audio section, “Radiomatica,” is just one part of
a much larger site that includes music, video and
commentary, and all of it — the music, the articles and
even the movie reviews — is radical and often inflam-
matory. I'm not reising this to turn anvone off the site, but
to give an idea of where it's coming from. What you'll find
an Supersphere is eclectic and somewhat scattered, but
ifs generally left-liberal in mind-set.

VAN T YEAR OF FEER
DSL SEAVILE ON BS

It was madness. People would create entire businesses
based on registering domain names and putting them
on the block for a quick profit. The companies that
eventually acquired these choice domains thought they
would see enormous traffic just because of their
websites’” addresses. Wrongo!

Get Past It

Look at the failure of so many sites that had simple,
relevant domain names, like Pets.com (the domain is
now owned by PetSMART) and eToys. The entire
Internet economy fell for a canard that said people will
shop by typing in the obvious domain name for
whatever it is they want. Come on, people. !f you
wanted to buy a lawn mower, would you go to
www.lawnmowers.com? Of course not. But you might
try www.sears.com, www.johndeere.com or www.
toro.com.

You’'d be even more likely to hit the search engines.

Continued on Page 16
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The “Radiomatica” audio section is something of an
adventure (or a chore) in and of itself. First, it isn’t clear
exactly what you're getting when you: Ioad the page. The
site emphasizes an extensive RealAudio archive of
original shows rather than the single live stream, and
what constitutes a “show” seems to be pretty broadly
defined. When | visited, the “New Encodes” section
featured a lot of spoken-word recceds and commentary
from, among others, Jello
Biafra and Noam Chomsky.

The live stream, “Super-
sphere Live Radio,” is well
down the page under a
“Stations” banner. The Su-
persphere folks’ eclectic
approach can make the live
stream very Strange at radiomatica
times. The music varies wildly from moment to moment;
indeed, the site boasts that the straam’s format is “The
free-est of the free-form, 23.9 hours a day,” and that it
plays “anything you can and can’t imagine.”

But the varipus music-show archives that are also
grouped under “Stations” give a healthy amount of
music that's more predictably formatted. For example,
the “Amp Lux” archive features mostly acoustic pop, folk
and rock shows; “Bit Rot” includes electronica, house
and trance; and “Jet Set” archives shows with more
adult-appeal music, such as jazz, lounge and even easy

Continued on Page 16

internet Newsletter
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Itlooks like the end is near for Napster. Once it’s gone, the
next iogical step for the RIAA and the record labels will be
to create a “Napster” of their own.

Since Napster's proposed file name-based screen-
Ing process may very well turn out to be impossibie to
implement, it appears that the only way for it to survive
under the court’s guidelines would be to adopt a business
plan similar to that of EMusic and use its own servers to
distribute authorized music files. That goes against

Inspitatonal
Bampin Aecords §

Napster's peer-to-peer file-sharing philosophy, and, with
Bertelsmann the only major label group in the service's
corner so far, it's very unlikely that current Napster users
will pay a subscription fee for what will be a greatly
narrowed range of artists. So where does that leave
Napster?

If Napster could somehow come to terms with Sony
Music, Warner Music, Universal Music Group and the EMI
Group, it could remain the most powerful brand name in
online music. The appeal to the labels of working out a deal

Bertelsmann

ability to reach

Napster's exist-

ing subscriber base, which is estimated at 60 million. But
it will never happen. The Sheriff of Nottingham never
negotiated with Robin Hood, and RIAA President/CEQ
Hilary Rosen won't negotiate with Napster CEQ Hank Barry
and his merry band.

Of course, if Napster shuts down for good, there’s
the probability that its users will simply move to another
free file-swapping system — Gnutella, Napigator, Freenet,
iMesh, Aimster and OpenNap are just a few of the services
available. These systems have no central servers to shut

The Labels Need A Napster 0f Their Own

down, so to stop them the st
RIAA would have to pursue (8
individual users. Rounding up &8
a few hundred students at a
time from their dormitories
and hauling them off to jail
would more than likely have an
effect on illegal file-swapping;
the real possibility of fines or jail time would be the first
genuine deterrent the iabels have had at their command.
But it would, of course, be enormously impractical and a
certain disaster politically. So that's probably not the
answer. But what is?

The record labels didn't want to make their
catalogs available on the Internet, but it’s too late to do
anything about that now. Napster opened the eyes of its
users to the possibilities, and the best thing the labels
could do would be to create their own, subscription-
based download service. Any venture backed by the
RIAA, Bertelsmann, Sony, Warner, Universal and the EMI
Group would have the potential to quickly create a brand
as powerful as Napster’s.

And if the labels made their catalogs available at a
reasonable rate, it's less likely that music lovers would
venture down the dark alleys of Gnutelia and the others.
Judging by the fact that the sales of full-length CDs were at
record highs last year — with nearly every album available
on Napster for free — music lovers obviously still want the
satisfaction of owning full-length CDs, with artwork, lyrics
and liner notes. If the fabels could make those things part
of the package in a subscription system, they’d be offering
something Napster never could.

Napster forever altered the music industry and
changed the habits of millions. But, with the end appar-
ently near, it's time for the RIAA and the record labels to
pick up where Napster left off.

—Scott Stafford

Scott Statford owns AuxRadio.com and is a former OM/
PD of AlphaRadio.com. He has also been Creative
Services Director at Clear Channel's News/Talk KHOW &
KTLK/Denver.

are solely responsible for their content.

The opinions expressed in this editorial are not necessarily those of R&R. Writers contributing editorials to R&R
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Domain Name

Continued from Page 15

Try a search on something you might buy. You'll
likely get results in which your search term doesn't
appear in any of the domain names at the top of the
list. For example, try typing in “magazines” on Excite
or Google. Magazine discounter Magazines.com
doesn't come up on the first page on either search.
Now think about some of the most dominant
names on the Internet — Amazon.com, Lycos, Excite,
eBay, Google or even Yahoo. These are popular,
successful sites whose names don't describe what

they are about at all. The name, obviously, doesn't
matter nearly as much as the product.

So what am | saying? I'm saying to
T 10D spending time and money
B8 worrying about your domain name and
- start focusing on creating a solid
business. Let your hipper employees come up with
some names to choose from, give a year’s supply of
pizza and Jolt Cola to the winner, and get past it.

Dan Limbach owns various business under the
umbrella of InAWaorld Inc. He is President of the
Association for Multimedia Communications and
coordinator of the Chicago Company of Friends, part
of the Fast Company network. Contact him at
dan@inaworld.com.
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EMusic, NARAS File
Suit Against Napster

Downloadable-music retailer EMusic filed suit March 7
against Napster for “contributory and vicarious copyright

infringement and unfair competition.”

The fling came

less than a day after U.S. District Court Judge Marilyn
Patel handed down her rewritten injunction against the

file-sharing network (R&R 3/9).

in anticipation of that ruling, Napster ennounced
March 2 that it was installing software that would block

i

il

emusic.com

The way to downiad.

the trading of selected copyrighted files on its system.
According to EMusic CEO Gene Hoffman, Nepster had
been insisting that such filtering wasnt fechnically
feasible. It was the file-sharer's about-face on the issue

that apparently spurred the EMusic suit.
, “For over six

EMusic CEO Gene Hoffman said
months Napster has flatly rejected our

requests to filter

out and effectively block EMusic tracks frem being
traded on its system without our permission. i light of

Continued cn Page 17
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Continued from Page 15

listening. The Supersphere approach of having the
listener choose from archived music shows rather than
a selection of streaming channels is a bit different from

most other web-audio sites.
Listeners who don't care for the
live stream won't hear a new,
randomized stream with each
visit, but there are enough
archived shows to keep most
people busy for a while. And

chances are that if you like what you hear on any of the
shows, you'll like at least some of the live stream.
There’s plenty of other stuff to check out while you're
listening to an archived show. Supersphere includes
news and commentary; dozens of book, music and
movie reviews, including features on upcoming movies
of interest to the site’s core audience; featuras from
other online publications in a “Zine Archive"; and a long

list of links to political news websites.

One particularly interesting feature of Supersphere is
in the “Clubtronics” section, where video of thausands
of Chicago-area concerts is archived. Fuil-length

RealVideo shows are available from

such bands as

Tortoise, Fugazi and The BellRays. Whether or not you
want to watch a club show on RealVideo, collecting and
posting so much material is an impressive feat

Yes, Supersphere is messy, but there’s a vast amount
of defiantly eclectic material. It's an interesting mess.

—Ralph Sledge
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that position, Nagster’s ebiity t¢ quickly implement
afiltering system shows the comipany’s true motive:
to unfairly build a busiress upan the copyrighted
works of others.”

In Navember 2000 EM usic arnounced that it was
unveiling softwa-e that could -identify and block

Rivlin Named LightningCast
Network Sales Manager

Ron Rivlin has joined targeted ad-insertion
provider LightningCast as Metwork Sales
Manager. He was most recently VP/Affiliate
Sales for ad-insertion company Hiwire. Rivlin
said, “I am so excited 1o be part of a dedicated
team of professionals What attracted me fo
LightningCast was its ability to deliver what it
promises. Plus, the $15.5 millior investment by
Nokia Venture Partners [Dig#al Bits, 1/26] will
ensure LightningCast's position as markat
leader for a very iong time to come.”

Live365.com Promotes Wallace To Sr. VP

Live365.com has upped Alan Wallace to Sr.
VP/Communicarions. He rises from VP/Market-
ing for the webcaster. In hic new position
Wallace, a former radio air talent and producer
who has worked in Houston, Los Angeles and
Nashville, will oversee Live335's expanded
public relations and communications efforts.

EMusic files that were being traded by Napster users. it
began notifying Napster of users who were distributing
EMusic tracks, and Napster banned those users from its
system. EMusic has since asked that the users be re-
instated.

in more bad news for Napster, the National Academy of
Recording Arts and Sciences filed its own copyright-
infringement suit against the service in San Francisco on
March 5, alleging that recordings of Grammy Awards
performances have been traded on Napster's network.

—Paul Maloney

Kerbango Radio Readied For Release

Kerbango announced last week that its Internet-
audio appliance will be released shortly. The
Kerbango Internet radio, designed to simplify
accessing and listening to online
radio stations, was unveiled a
year ago, but its release has
been held up as the company
has completed design and
testing. The Kerbango appli-
ance looks like a regular radio
but uses a broadband connection to pull in Internet
audio. Amazon.com has been taking preorders for
the Kerbango for several months.

PenguinRadio Allies With Live365

Live365.com and PenguinRadio agreed last week
to make Live365’s 29,000 affiliate radio stations
accessible through PenguinRadio’s services.
PenguinRadio’s Linux-based products include a
platform for the delivery of Internet radio to mobile
phones and an upcoming standalone Internet-
audio device.
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CYBERSPACE

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

« Get a look at Atlantic artists The Corrs and see if they
leave you “Breathless” in alive video chat Monday (3/19) at
8pmET, 5pm PT (chat.yahoo.com).

« Australian ska punk trio The Living End, whose self-
titled debut went five-times Platinum in '98, have just
released a new CD. Talk to them about Roll On Tuesday (3/

. 20)at8pm ET, 5pm PT (chat.yahoo.com).
. « Buckcherry have a new video on the way: a cover of

Janet's “Nasty.” Ask them what they were thinking Thurs-
day (3/22) at 9pm ET, 6pm PT (chat.yahoo.com).

On The Web

; » Maverick artists Tantric spun off from grunge hit-
makers Days Of The New, but now they've got a post-
grunge sound of their own. Hear them Thursday (3/22) at
g 6pm ET, 3pm PT (www.getmusic.com).
f * Celebrate St. Patrick’s Day at the House of Blues with
. Irish-American *jig punk” quartet The Prodigals Saturday
§? (3/17) at 3pm ET, noon PT (www.hob.com).
§ » Philly-based alt-country act Marah play a video set
. Sunday (3/18)at9pm ET, 6pm PT (www.liveconcerts.com).

% —~Brida Connolly

SRR

Is It All Over For Napster?

Napster says it's trying to
comply with the court’s
requirements, but its legal |
troubles keep growing. Can
the embattled service make &=
an 1ith-hour deal? Will the = .
fabels launch their own online-music services? We'd like to hear
your thoughts on these and other issues concerning music and
the Internet. Read RAIN: Radio And Internet Newsletter and
give us your feedback at www.kurthanson.com.

What's Next?

78 million boomers are asking,

WEISSBACH

takes 35 - 54's on a quest for the answers.
The perfect lead-in to Art Bell. Nighttime
talk from Broadcast Programming,.

BROADCAST
PROGRAMMING .

8000.426.9082

bpradio.com

www.americanradiohistorv.com
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Napster’s
Filtering Follies

As Judge Marilyn Patel handed down her
amended ruling against Napster last week, Nap-
ster was letting {ly with g
press releases and inter-
views that claimed its ef- §
forts to block copyrighted
songs were not going as
well as it had hoped. It
seems that the filtering
system it was employing
to keep superstar content i
off its system had holes in . =
it. Big holes. David Lawrence

Apparently, Napster
had this big, secret plan — kept under wraps for
weeks as negotiations with the RIAA and Judge
Patel and the appeals panel dragged on — that
was supposed to rid Napster once and for all of
the problem files that caused this whole ruckus
in the first place.

Hilary Rosen, RIAA President/CEO, com-
mended Napster for its quick action. Howard
King, lawyer for Metallica and Dr. Dre, also said
nice things. Others weren’t so accepting. “I’ll be-
lieve it when I see it,” scoffed Gene Hoffman,
CEO and co-founder of EMusic.com, a purvey-
or of digital downloadable MP3 files.

EMusic filed suit against Napster last fall for
failing to give EMusic access to Napster’s serv-
ers to determine if any of EMusic’s files were be-
ing pirated. When Napster delayed, Hoffman’s
team created a spider tool that identified files
available via Napster to which EMusic held ex-
clusive digital-distribution rights and then sent
notifications to both the users and Napster to
cease and desist. Napster promptly sued EMusic
for criminal trespass on its servers. On March 7
EMusic sued Napster again, for copyright in-
fringement. (See story, Page 16.)

Napster’s big plan to rid itself of copyrighted
files was to look at the file name of each file and
see if there was both a listed artist and a listed
song that could be plucked out of that file name.
So if the file name was Shaggy_Angel, it gets fil-
tered out. But what if the file name is
Shaggie_Angel or Shaggy_Angle? The filter
doesn’t work. Obviously. it’s an easy thing to
make a file available and get it past the filter if
one simply misspells the file name. And that’s

exactly what Napster users are doing.

Napster isn’t that
dumb. The people who
run the company are
some of the smartest
people in the industry, and they know full well
that each MP3 file has a series of unique codg
numbers associated with it called the MD35 Hash.
I’s a calculation based on the raw CD data, and
it can be used to effectively filter the files Nap-
ster needs to block. In fact, it’s the method EMu-
sic uses to find its files on Napster.

This digital fingerprint can only be altered if
the users start damaging the music. The truth:
Napster can and should be using MD5 Hashes
in its filter now.

Questions? Comments? david @netmusiccount
down.com, or post to the Internet folder on the
www.rronline.com message board.

- David Lawrence is heard on WGN/Chicago; is the
host of Online Today and Online Tonight, syn-
dicated high-tech/pop culture radio talk shows
from Dame-Gallagher; and is the host of the ‘et

- Music Countdown radio shows from United
-Stations. A 25-year radio veteran, Lawrence was a
founder of the American Comedy Network, is the
voice of America Online, and is a leading expert on_
Internet entertainment.
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& make a major change in the equation with which-we determine

E-Chart positions this week with the debut of our newest reporter,
Gracenote. If you've ever puta CD in your CD-ROM drive and watched
as the album title, track titles, artists and track times magically appear
on your player or ripper, you've used the services of Gracenote.
Formerly known as CDDB, Gracenote provides a massive database
of almost every CD ever produced and the CDs’ metadata to the
developers of websites, MP3 players, operating systems and so on.
That metadata is what fills in the blanks on your screen when you
play CDs. When you convert CD tracks to MP3 files, the data is placed

GRACE-FULLY COVERING
THE WATERFRONT

The relationship between Gracenote and your CD player is a two-
way street: The company provides you with the convenience of not
having to type in all that text, and you provide it with the raw data that
ends up drawing a very complete picture of our use of PCs as music
players and rippers. The company is now reporting rankings to ys
based on all of this worldwide activity. How does this change the
equation? We will now weight the formula as follows: 25% from our
sales reporters, 50% from our streaming reporters and 5% from
GD plays and rips. We are still keeping a watchful eye on the digital
downltoad space: Once any cut is available for sale in data form, we'll

adjust the equation again. .
— David Lawrence

CHR/Pop

| ARTIST CO/Title

JENNIFER LOPEZ J. L o/ “Cost”

SHAGGY Hot Shot/ “Angel”

LENNY KRAVITZ Greatest Hits/ “Again”

MADONNA Music/ “Tell"

MATCHBOX TWENTY Mad Season/ “Gone”

DIDO No Angel/“Thankyou”

DREAM /t Was All A Dream/ “Loves”

K-C! & J0JO X/ “Crazy”

U2 All That You Can't Leave Behind/ “Beautiful”
9 10 PINK Can't Take Me Home/“Sick” *

13 11 THECORRS /nBiue/*“Breathless”

10 12 CREED Human Clay/“Arms”

17 13 CRAZY TOWN Gift Of Game/ “Butterfly”

16 14 MOBY Piay/ “Southside”

14 15 BACKSTREETBOYS Black & Blue/“Call”

— 16 AEROSMITH Just Push Play/ “Jaded”

15 17 DESTINY'S CHILD Charlie’s Angels Soundtrack/“Women”

— 18 QUTKAST Stankonia/ “Jackson”

— 19 RICKY MARTIN Sound Loaded/"Lonely”

— 20 EVANAND JARON Evan And Jaron/“Crazy”
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Urban

ARTIST CO/Title

JILL SCOTT Who /s Jill Scott?/ “Walk”
SHAGGY Hot Shot/ “Wasn't”

ERYKAH BADU Mama's Gun/ “Know”

JOE My Name Is Joe/ “Stutter”

R. KELLY TP-2.com/“Wish”

MUSIQ Nutter Professor 2 Soundtrack/ “Love”
DAVE HOLLISTER Chicago 85: The Movie/ “Woman”
JAHEIM Ghetto Love/ “Could”

AVANT My Thoughts/ “First”

10 CARLTHOMAS Emotional/ “Emotional”

11 JARULE Rule 3:36/ “Put”

12 OUTKAST Stankonia/“Fresh”

13 MYSTIKAL Let’s Get Ready/“Danger”

14 TAMIA A Nu Day/"Stranger”

15 JAGGED EDGE JE Hearthreak/“Promise”

16  LUDACRIS Back For The First Time/ "Southern”
17 112 Room 112/“Qver”

KOFFEE BROWN Mars/Venus/ “Party”

JONB Don't Taik/ “Talk”

— 20 PRUPmw/“Candles”
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Country

ARTIST COTitle

LEE ANN WOMACK / Hope You Dance/“Ashes”
DIXIE CHICKS Fly/“Fall,” “Without”

DIAMOND RI0 One More Day/ "Day”

JAMIE O’NEAL Shiver/ “Arizona”

KEITHURBAN Keith Urbar/ “Grace”

TOBY KEITH How Do You Like Me Now/ “Kiss”
FAITHHILL Breathe/ “Wings”
JESSICAANDREWS Who ! Am/ “Who"

LEANN RIMES / Need You/“Do”

RASCAL FLATTS Rascal Flatts/ “Everyday”

JO DEE MESSINA Burn/ “Burn”

DARRYL WORLEY Hard Rain Don't Last/ “Run”
LONESTAR Lonely Grill/ “Tell”

GARTHBROOKS No Fences/ “Horses”

TRAVIS TRITT Down The Road ! Go/ “Great”
MARTINA MCBRIDE £motion/ “Time”
ALABAMA When It All Goes South/ "South”
GEORGE STRAIT George Strait/ “There”
CAROLYN DAWN JOHNSON Georgia/ “Georgia”
ANDY GRIGGS You Won't Ever Be Lonely/ “Made”
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AC/Smooth Jazz

LW TW ARTIST CO/Title

1 1 SADE Lovers Rock/“Side"

T 2 DAVEKOZ The Dance/“Love”

4 3 BONEY JAMES & RICK BRAUN Shake It Up/“RS.V.P."
2 4 JEFFGOLUB Dangerous Curves/ “Drop”

8 5 GEORGEBENSON Absolute Benson/ “Medicine”

14 6 RICKBRAUN Kisses /n The Rain/ “Rain”

19 7 RICHARDELLIOT Chill Factor/ “Who?”

9 8 JEFF KASHIWA Another Door Opens/ “Hyde™

15 9 CRAIG CHAQUICO Panorama/ “Cafe”

10 10 CHIELI MINUCC! Sweet On You/ “Sunday”
— 11 WARRENHILL Love Life/ “Life”

— 12 BONEY JAMES Body Language/ “Boneyizm”
11 13 DAVID BENOIT Professional Dreamer/ “Miles”
13 14 NORMANBRDWN Celebration/ “Paradise”

— 15 RONNIELAWS Dream A Little/ “0ld”

18 16 BONAFIDE Royal Function/ “Hip”

5 17 WALTERBEASLEY Won't You Let Me Love You/“Comin™
— 18 RONANHARDIMAN Anthem/ “Place”

— 19 KIRKWHALUM Unconditional/ “Forever”

17 20 CHUCKLOEB Listen/“Blue”

Hot AC

ARTIST COTitle

DIDD No Angel/ “Thankyou”

LENNY KRAVITZ Greatest Hits/“Again”

THE CORRS /n Blue/ “Breathless”

U2 All That You Can't Leave Behind/ “Beautiful”
MATCHBOX TWENTY Mad Season/“Gone”
MADONNA Music/ “Tell”

DAVID GRAY White Ladder/“Babylon”

CREED Human Clay/ “Arms”

COLDPLAY Parachutes/"Yellow"

10 FAITHHILL Breathe/“Love”

10 11 BARENAKEDLADIES Maroon/ “Pinch”

12 12 DAVE MATTHEWS BAND Everyday/*Did”

11 13 EVANAND JARON Evan And Jaror/ “Crazy”

13 14 MOBY Piay/ “Southside”

15 15 NELLYFURTADO Whoa Nelly!/ “Bird”

— 16 LIFEHOUSE No Name Face/“Hanging”

18 17 FUEL Something Like Humar/ “Hemorrhage”
19 18 VERTICAL HDRIZON Everything You Want/“Best”
20 19 AEROSMITH Just Push Play/“Jaded”

16 20 LEE ANNWOMACK / Hope You Dance/ “Dance”
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Altemative

ARTIST CD/Title

COLDPLAY Parachutes/"Yellow”

MOBY Piay/“Southside”

U2 All That You Can't Leave Behind/ “Walk *
LIFEHDUSE No Name Face/ “Hanging”

DAVE MATTHEWS BAND Everyday/ “Did”

FUEL Something L ike Human/*Innocent”
LENNY KRAVITZ Greatest Hits/ “Again”

LINKIN PARK Hybrid Theory/“Step”

CRAZY TOWN The Gift Of The Game/ “Butterfly”
INCUBUS Make Yourself/ “Drive”

11 DAVID GRAY White Ladder/ “Babylon”

12 AARON LEWIS & FRED DURST Family Values Tour 1999/ “Outside”
13  LIMPBIZKIT Chocolate Starfish.../ “Way”

14 3DOORS DOWN Better Life/“Duck”

15 GREEN DAY Warning/ “Warning”

16 OFFSPRING Conspiracy Of One/ *Want™

17  PJ HARVEY Stories From The City.../ “Fortune”
18 GDDSMACK Awake/ “Awake”

17 19 RAGEAGAINST THE MACHINE Renegades/ “Funk”
18 20 STRAITUP Strait Up/ “Angel's”
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E-charts are based on weekly rankings of CD sales, downloads and streams of artists online compiled and tabulated directly from the logfites of reporting websites. Reporters include Amazon.com,
Artist Direct.com, BamesandNoble.com, CONow.com, ChoiceRadio.com, City internet Radio. DMX Music, Gracenote, KIISfmi.com, Lycos Radio, MSN-Chat, Music Choice, Musicplex. MusicMatch,
NetRadio.com, Radio.Beonair.Com, Radiowave.com, Radio Free Cash com, RadioFree Virgin, Rolling Stone com, Spinner.com, The Everstream Network, UBL.comand XTRAI.com. Datais weighted based

ontraffic reports by web t<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>