Nickelback Shine At Three Formats

Roadrunner recorcing artists Nickelback top R&R’s
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| Alternative, Active
Rock and Rock charts
g Wwith “How You
Remind Me.” The first
single from the album
Silver Side Up will be

% “How en Bemied e
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. | making its move to
| CHR/Pop and Hot AC
in the coming weeks.
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Alan Freed: The Real Mr. Rock 'N’ Roll

Born Albert James Freed on Dec. 21, 1921, Alan Freed is
the disc jockey credited with coining the phrase “rock
and roll.” As one of the most
influential radio personalities
of the '59s, “The Moondog”
introduced rhythm and

blues to an entire genera-
tion of kids. Read all about
him in this week’s

Legends, Page 25.
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In these competitive CHR/Hot AC times you need to lock up Open House
Party before you have to program against it Call Superadio at once to check availabiity
I your market. 1.508.480.gooo

Now Available Exclusively In
North America Through Superadio

John. Garabedian welcomes
UK Master DJ Paul Oakenfold

» Your hsteners
love the superstar all-hit guests,
like Alicia Keyes, Usher,
Madonna, Destiny’s Child,
Lenny Kravitz, Janet Jackson,
Nelly and Nelly Furtado.

» Your sales department
gets a premium program they

can sell to sponsors at premum
rates.

- Arbitron, Spring 2001, 18-34 Females -

» Your promotion department
gets the biggest party on the
planet to pramote you as the
weekend party headquarters

stalion I your market.

And the mcredible electric
energy of host John Garabedizn
makes your competition sound
like feeble wimps.
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Thanks to all the unsung heroes.

- To those who participated, and especially to those who gave their lives...
- we dedicate this song.
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management ¢ marketing ¢ sales
Consumers who purchased new cars in
the past 12 months spent 33% of their
media time with radio. But radio is
receiving just 2%-3% of ad doliars.
What's wrong with this equation? Sales &
Marketing Editor Pam Baker examines
where the automative industry is
spending its ad dollars in this week’s
Management, Marketing & Sales section.
Also featured are columnist Rich Carr,
who suggests implementing a restaurant-
coupon program on your website, and
workplace experts Linda Madonna and
Karen Crystal, who discuss the upside of
a down economy. And our GM Spotlight
shines this week on American General
Media’s Roger Fessler.

Pages 10-15

THE LIBRARY OF
BROADCAST HISTORY
In this week’s Publisher’s Profile, Erica
Farber introduces us to Lucille Luongo,
President/CEQ of the Broadcast Pioneers’
Library of American Broadcasting — the
only library of radio and television
broadcasting in the U.S. Read more about
this organization and how you can
contribute to the preservation of radio’s
history.

Page 124

k IN THE NEWS

* Jeff Smulyan delivers editorial
to radio listeners after attacks

* FAA partially lifts ban on
news-and traffic helicopters

* Clear Channel taps Bennett Zier, John
Rohm, and Jay Sterin as Regional VPs
¢ Z104/Washington trims spotload
Page 3

CHR/POP
* ALICIA KEYS Fallin’ %)
CHR/RHYTHMIC
* JENNIFER LOPEZ I'm Real (Epic)
URBAN
* GINUWINE Differences (Epic)
URBAN AC
« MAXWELL Lifetime (Columbia)
COUNTRY
* ALAN JACKSON Where | Come From (Arista)
AC

FAITH HILL There You'll Be (Warner Bros.)
HOT AC
* TRAIN Drops Of Jupiter (Columbia)
SMOOTH JAZZ
* LEE RITENOUR /DAVE GRUSIN Get Up ...
ROCK
¢ NICKELBACK How You Remind Me (Roadrunner)

ACTIVE ROCK
* NICKELBACK How You Remind Me (Roadrunner)

ALTERNATIVE
* NICKELBACK How You Remind Me (Roadrunner)

TRIPLE A

* U2 Stuck In A Morment... (/nterscope)

- (GRPVMG)
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Tragedy Has ‘Adverse Impact’
On Emmis Quarterly Estimates

BY JEFFREY YORKE
R&R WASHINGTON BUREAU CHIEF
yorke@rronline.com

Being first is not always all it’s
cracked up to be. Jeff Smulyan and
his fellow Emmis Communi-
tions shareholders discovered that
last week when, on the heels of the
group’s second-quarter eamings re-
port, First Union Securities analyst
Jim Boyle cut the company’s rat-
ing from “‘strong buy” to “buy” and

his 12-month target price on
Emmis from $29 to $19.

The seasoned media analyst
told R&R that Emmis suffers
more from being the first group
to report following the tragic
events of Sept. 11 than from any-
thing else. Boyle, who has his-
torically made very positive ana-
lyst observations about Emmis,
stressed that EMMS shares are

EMMIS/See Page 8

B Groups’ forecasts
slashed by analysts

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

Wall Street analysts have
been slashing financial fore-
casts for radio-company
stocks ever since the Sept. 11
attacks, and many are pre-
dicting gray skies ahead for
the industry. Making matters
worse is news that radio was
actually experiencing im-
proved Q3 revenues up until
the attatks.

Merrill Lynch analysts Jes-
sica Reif Cohen and Keith
Fawcett said in a report re-
leased Monday that overall
Q3 radio-industry revenues
had been improving moder-
ately until Sept. 11, but that
the progress was abruptly
halted after the attacks.

The analysts reduced their
radio earnings expectations
from -3% to -8% for Q3,
from -5% to -8% for 2001
and from +4% to a range of
-1% to +3% for 2002. They
believe that radio-industry
revenue for September 2001
will decline by 15% to 20%
— and as much as 30% in
the New York City market —

in the wake of wall-to-wall, com-
mercial-free news coverage fol-
lowing the terrorist attacks. The
analysts said that early October
ad pacings are “entirely unreli-
able” and cannot be used to
gauge a rebound from Septem
ber. Cohen and Fawcett also pre-
dict that local radio and TV ad-
vertising in New York “will be
slowed significantly for up to
one year.”

Salomon Smith Bamey analyst
Niraj Gupta has a similarly grim
outlook: He said, in a 10-page

ANALYSTS/See Page &

Radio’s Outlook Dims On Wall Street Followmg Attacks

ROCKOTOTHE RESCUE — WAAF/Boston air talant Rocko
scaled a nearby station billboard and vowed to stay there until
he raised $107,000 for the Red Cross Disaster Refef Fund.
After nine days of living on the billboard during the day and
sleeping in an RV at night, Rocko raised $112,00 in cash
and checks and ancther $15,000 in equipment suc 3s respi-
rators and helmets, which was taken to ground zeso in New

York City.

CC, Infinity Reveal Revenue Losses

Doing their part to prove that
New York is still a thriving city,
executives from Clear Channel
and Viacom spoke at an indus-
try convention on Tuesday about
how the events of Sept. 11 have
affected their companies. But the
news they shared confirmed
whatmany had already guessed:
The terrorist attacks will have a
long-range negative impact on
radio companies.

Speaking at the Goldman
Sachs Communacopia X conven-
tion, Clear Channel CEQO Lowry

Ameﬂcan
Red Cross

Mays said that his eompany lost
between $45 million and $50 mil-
fion in advertising revenue afterthe
attacks. Some $20 m Hlion was lost
after the company cecided to run
ad-free radio news coverage im-
mediately after the attacks, and the
additional $25 millien to $30 mil-
lionis a result of ad cancefiations.

But the radio-industry heavy-
weight is unfazed by these num-
bers, saying the losses from those
cancellations is not“backbreaking.”

LOSSES'See Page 19

Konowneh Named
Hollywood SVP/GM

By STEVE WONSIEWICZ
R&R MUSIC EDITOR
swonz@rronline.com

Walt Disney’s Buena Vista
Music Group
has named Ab-
bey Konowitch
Sr. VP/GM of
Hollywood
Records.
Based in Los
Angeles, he re-
ports to BVMG
Chairman Bob
Cavallo and
will oversee all
aspects of the company’s mar-
keting, sales and promotion ac-
tivities.

“Abbey has had a long and
unparalleled career, continually

Konowitch

KONOWITCH/See Page 24

Music Meet- |
ing, the rapidly §
growing online
service for pro-
motional music,
has expanded its | "%
marketing de-

partment with
the hiring of =g o
three record-
promotion veterans: Taryn

Brown as Urban Marketing
Representative, Sean Max-
son as Alternative/Rock/Tri-
ple A Marketing Representa-
tive, and Gary Nuell as
CHR/Hot AC Marketing
Representative.

“Music Meeting has
grown to become the largest
online source for promotion-
al music,” R&R and Music
Meeting GM Sky Daniels

Music Meeting Taps Three New Reps

Nuell

Maxson

said. “More than 3,000 radio
programmers now rely on
Music Meeting to audition
and download music for their
stations. We needed enthusi-
astic professionals to help
change the status quo of mu-
sic delivery. Taryn, Sean and
Gary share many traits, most
notably their passion for mu-
sic and their dedication to

MUSIC MEETING/See Page 24

T

Boeing Warns XM
Of Satellite Flaws

Boeing Co. last week said that
all six of its orhiting 702 Class
satellites — including XM Sat-
ellite Radio’s “Rock” and
“Roll” birds — are subject to a
congenital defect that could re-
sult in a loss of power. Boeing
said it recently told XM and its
other clients that the satellites
could eventually experience de-
creased power cutput due (o in-
efficient solar-power generators.

“All of these gustomers, every
single one of them ... their satel-
lites are operating perfectly right
now, and they will for a long
period to come,” Boeing spokes-
man George Torres said. The
satellites, launched between
December 1999 and May 8, 2001
— when XM’s “Roll” was put

¥M/See Page 24
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Continuous radio-industry coverage: www.rronline.com
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Sade And Others Rock

Sony Music Entertainment executives joined Sade and her band recently to celebrate U.S. sales of more than
3 million copies of the singer’s latest release, Lovers Rock. Pictured (I-r) are RD Worldwide Management, BV's
Craig Logan; bandmember Stuart Matthewman; Epic Records Group SVP/Sales Bill Frohlich and Chairman
David Glew; Sony Music Entertainment Chairman/CEQ Thomas Mottola; bandmember Andrew Hale; Sade;

Epic Records Group President Polly Anthony; bandmember LeRoy Osborne, Epic Records Group EVP/Pro-
motion Hilary Shaev; bandmember Paul Denman; and Epic Records Group SVP/Urban Promotion Rodney
Shealy, EVP/GM Steve Barnett, EVP/A&R & Urban Music David McPherson and VP/Promotion Joel Klaiman.

Airborne Reporters
Cleared To Fly In
Approved Airspace

By Katy Daley
R&R WASHINGTON BUREAU
kdaley@ rronline.com

General aviation received clear-
ance late Sept. 28 to fly inside spe-
cific airspace across the country,
“but parts of 28 urban areas, includ-
ing New York City; Boston; and
Washington, DC, remain off-limits.

While Radio Television News
Directors Assn. President Barbara
Cochran described the limited
clearance as a step in the right di-
rection, she cautioned, “We still
have a long way to go, because the
largest metropolitan areas are still
not being served.” The RTNDA
had earlier asked the Federal Avia-
tion Administration to lift its news-
helicopter ban on First Amendment
grounds. “We hope that this is a
sign that they’re listening to our

concerns and making progress as |

they said they would,” Cochran
said.

Metro Networks/Shadow Broad-
cast Services Exec. VP Shane
Coppola said that all but 14 of
Metro’s 150 fixed-wing planes and
helicopters were flying Monday
morning but were still required to
steer clear of Class B airspace
within a five- to 15-mile radius of
city airports. Coppola said he
hopes that normal aviation will be
restored in the near future.

Coppola said Metro has invested
$100 million over the last six years
in fixed-position camera systems in
30 cities around the country, which,
he said, “have proved a valuable re-
source” while airborne reporters
have been grounded. Metro has
also been using fixed cameras and
real-time links to cameras operated

FAA/See Page 4

Emmis Chairman/CEO Jeff
Smulyan wrote and recorded the
following editorial, which aired on
WIBC/Indianapolis in response to
the terrorist attacks of Sept. 11.

Like all Americans, | was moved
by President Bush's ad- &
dress to the nation. He el- |
oquently stated the case |
for our nation’s response |
to those who would de-
stroy everything that
America stands for. Our
president is right. We will
overcome those that
would destroy us. | have
every confidence that our
military will find the per-
petrators of the Sept. 11
attack and bring them to
justice. Wherever they are hiding,
American forces will find them. But
our war on terrorism is really a two-
front war — while our military is
fighting battles around the world,
we must do our part here at home.

Osama bin Laden and his min-
ions despise everything this coun-
try cherishes. The freedom of
speech, freedom of religion and
freedom of choice that have made
us the envy of the world have also
made us the target of those who
cannot comprehend a society
founded upon the greatest of hu-
manity’s ideals. Last week the en-
emies of these freedoms aimed an
attack at the heart of our way of
life. And, certainly, as our buildings
crumbled and thousands of inno-
cent people were murdered, the ter-
rorists achieved a victory. But their
real goal was to terrify us, to keep
us frightened, to destroy our econ-
omy, to make us cower, to shatter
our national confidence. If we allow
this to happen, they have achieved
a greater victory.

We cannot — and | believe we
will not — give them that vic-
tory. Just as our military must re-

Smulyan

Smulyan: Don’t Let Our Enemies Win
m Emmis chief speaks to listeners after attacks

spond to this attack abroad, each
of us must respond to it here at
home. And we must act now.
Already, our airline industry is in
disarray. Our stock market has suf-
fered its greatest one-week loss

— ever. We are slipping
quickly into a devastating
recession. As corporate
profits have fallen dramat-
ically over the past year,
| the one bright spot in the
| American economy has
i been consumer confi-
dence — it almost single-
handedly has kept the na-
tion growing. Now, in the
wake of the devastating
Sept. 11 attacks, that con-
fidence, too, is eroding. If
we allow that to happen, this could
be the beginning of a long national
decline for all of us.

But there is hope. In the days af-
ter Sept. 11, our country rallied with
an unprecedented outpouring of
support for the victims of the bomb-
ings. | have never witnessed so
much compassion and sefflessness
on the part of so many people. We
must continue in this spirit by doing
exactly what President Bush urged
us to do: Live our lives as normally
as possible.

if we don’t fly our airlines as we
did before, our enemies win. lf we
don’t buy goods and services, they
win. If we don’t travel, eat out and
go to sporting and cultural events,
they win. If we don’t invest in Amer-
ican companies and support local
merchants, they win. In shor, if we
don’t continue to feed our economy
and fend off the lingering effects of
this attack, they win.

This is our part of the war. And
we can win it. And when we do, it
will demonstrate that no one can
shatter our confidence. No one can

SMULYAN/See Page 19
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Clear Channel has solidified its
Mid-Atlantic division by promoting
Bennett Zier, John Rohm and Jay
Sterin to Regional VP posts. All
three report to Clear Channel Radio
Mid-Atlantic Sr. VP Jim Shea, as
does Rich Lewis, who last week
was upped from Philadelphia Mar-
ket Manager to Regional VP for the
Philadelphia trading area.

Specifically. Zier will serve as Re-
gional VP for the Washington, DC/
Baltimore trading area. Currently
Exec. VP for the company’s Wash-
ington, DC cluster, Zier now adds
oversight responsibilities for Clear

Clear Channel Adds Mid-Atlantic RVPs

Sterin

Zier

Channel’s Baltimore, Frederick
and Salisbury, MD and Winches-
ter, VA operations.

CLEAR CHANNEL/See Page 24

DC’s Z104: ‘More Music — Guaranteed’

Touting *“‘more music — guaran-
teed,” Bonneville’s WWVZ &
WWZZ (Z104)/Washington adopt-
ed a new policy Monday under
which a maximum of six minutes of
commercials may air per hour. No
more than three minutes of spots
will be scheduled at any one time.

“Listener reaction has been ex-
tremely positive, because all they
hear is music,” GM Mark O’Brien
told R&R. “It’s hard not to like it.
This is a long-term strategy. Our

-
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goal isn’t to go on the street and
double and triple our rates. We’re
very realistic and have a three-year
plan to build a franchise.”

Two three-minute breaks air each
hour — “That’s it, 24 hours a day,
seven days a week and 365 days a
year,” O’Brien stressed to R&R.
“There’s no increasing it. Last
week this was a 500-room Holiday
Inn five blocks from the beach;

2104/See Page 19
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Radio Business

Tax-Certificate Plan
For Broadcasters Still Alive

NABOB panelists also discuss music, regulatory issues

By Jerrrey YORKE
R&R WASHINGTON BUREAU CHIEI
yorke@ rronline.com

Legislation that would give broadcasters tax credits if they
sell their stations to women, small broadcasting operators or those
who want to enter broadcast ownership could see the light of day
soon, depending on what federal lawmakers decide when they
assemble to vote on a variety of antiterrorism packages now be-

ing considered.

During the “Washington Update
panel session at last week’s National
Association of Black Owned Broad-
casters Fall Management Conference
in Washington, DC, Paula Ford, se-
nior Democratic counse! to Senate
Commerce Committee Chairman
Ernest Hollings, reported that the tax-
certificate plan originally crafied by
Sen. John McCain’s staffers nearly
two years ago is still circulating on
Capitol Hill. She said that, while the
bill has many supporters, Congress’
primary focus today is on combating
terrorism and jump-starting the ail-
ing U.S. economy.

If such legislation is rolled into the
economic package being hashed out,
sources say, it will likely drop earlier
bills’ focus on minorities and instead
include a broader offer to assist small,
start-up broadcasters.

Also during the “Washington Up-
date” panel, FCC Mass Media Bureau
Chief Roy Stewart reported that FCC
staffers are being encouraged by
Chairman Michael Powell to brush up
on their knowledge of economics and
engineering. Stewart noted that the
FCC has far greater regulatory re-
sponsibilities than ever before — with
no increase in resources — and said
Powell wants “more decisiveness,
more timeliness and greater effi-

(1)

ciency, even if it means saying no.”
Stewart also said that the FCC has
eliminated a lot of unnecessary rules
and “made it much more flexible for
broadcasters.”

During an earlier NABOB session
on FCC enforcement, Chuck Kelley,
Chief of the FCC Enforcement
Bureau’s Investigations & Hearings
Division, emphasized the impor-
tance of stations’ disclosing a
contest’s scope Lo listeners. He noted
that with consolidation come new
ways to get into trouble with regu-
lators and underscored the need to
“publicize the rules to let the audi-
ence know that the contest is broader
— national or, at least, bigger than
just one market.”

Kelley said that the FCC has re-
ceived complaints from smaller op-
erators who say that their markets’
bigger players can hand out larger
prizes because they are able to offer
contests through multiple stations.
He then noted that regulations require
stations to *“accurately disclose the
material terms of the contest and con-
duct the contest substantially as an-
nounced or advertised.” Another
helpful suggestion from Kelley:
“Make sure you have the prize in your
storeroom before you conduct the
contest.”

Less Violence On Urban
Radio?

Another panel session during the
three-day NABOB gathering consid-
ered whether the tide is turning at
Urban radio to songs that focus on
positive themes rather than violence.
WLIB-AM & WBLS-FM OM Vinny
Brown, who moderated the session,
and Sable Group principal Audra
Washington both said they hear a
change on the air. Washington said
that she is “tired of party songs” and
added, “I’m looking for songs that
touch my heart, something that lifts
me up and educates me.” She also
complained that record companies
have been too focused on the 12-24-
year-old demo.

WHUR/Washington MD Dave
Dickinson observed that younger lis-
teners are hearing and liking cover
songs, not realizing that they are new
version of tunes that may be 25 years
old. Washington, who lives in New
York, reported that she’s heard many
more ballads since the terrorist at-
tacks of Sept. 11 and encouraged
broadcasters to “play artists who have
a message in their music.”

Washington, DC Congresswoman
Eleanor Holmes Norton, a featured
luncheon speaker at the conference,
told broadcasters that “people want
to know how to get back to normal,
and broadcasters can reach them
first.”” Norton went on, “l am not sur-
prised that NABOB did not cancel
[the seminar after the terrorist at-
tacks]. You do not go off the air when
there is an emergency.”

FAA
Continued from Page 3
by most states” departments of trans-
portation, hidden loop detectors that tell
vehicle speed and reporters in mobile
ground units doing live broadcasts from
the roadways to affiliate stations.
On Sept. 27 the FAA issued a

warning to pilots that military planes
could force commercial and private
aircraft to land if they fly inside or
close to restricted airspace. The warn-
ing also said that deadly force would
be used as a last resort.

At R&R’s Tuesday press time it was
unclear when airborne reporters would

be allowed to return to the restricted
areas. but a sign that the nation’s skies
are returning to normal came that morn-
ing from President Bush. who an-
nounced that Washington, DC’s
Reagan National Airport would finally
reopen for flights. That airport has been
closed to air traffic since Sept. 11.

Bloomberg “Z3/Z£5°

Saga Revises 2001 Guidance

M ichigan-based Saga Communications has revised its 2001 guid-
ance, saying that it's seen a $1.1 million decline in revenue bookings
since Sept. 11 due to contract cancellations and several commercial-free
days of broadcasting. For the quarter ended Sept. 30, Saga expects net
revenues of $26.2 million, broadcast cash flow of $9.5 million and after-tax
cash flow of $5 million, or 30 cents per share. For fuli-year 2001, the com-
pany expects revenues of $104.2 million, BCF of $37.6 million and ATCF of
$19.9 million, or $1.19 per share. Even with the economic downturn, Saga
said it is in extremely solid financial condition, and it expects “a materiak
portion” of the canceled ads to be rescheduled. Though it is closely moni-
toring expenses, Saga President/CEQO Ed Christian said the company will
not make drastic expense cuts. “Now is the time to use our sound financial
condition to strengthen all of our stations’ relationships with their local audi-
ences and advertisers,” he said. “We will continue to run our stations with
our sights on continued long-term growth in both audience share and ad-
vertising dollars” Saga's Q3 results will be released on Oct. 29.

Analyst: Lamar An Attractive Acquisition

F irst Union Securities analyst Jim Boyle told Dow Jones this week that
either Clear Channel or Viacom could be a prospective buyer for out-
door company Lamar Advertising, whose midmarket focus givesiit lucra-
tive potential. Boyle noted that Viacom paid 22-times EBITDA for Outdoor
Systems in 1999, while Lamar currently trades at 11.7-times estimated
EBITDA for 2002. As required by the Department of Justice for approval of
the AMFM merger, Clear Channel will continue to divest its remaining own-
ership stake in Lamar. But Boyle said that Clear Channel is “likely to take a
run at the company” once it finishes the divestiture, especially given the
merger-friendly administration in Washington.

DC Communications Lawyer Gastfreund Dies

Veteran communications attorney lrving Gastfreund, 56, died Sept. 27
in a Washington, DC-area hospital of complications from brain tumors.
Gastfreund was associated with the law firm of Kaye, Scholer, Fierman,
Hays & Handler, where he represented a number of high-profile clients,
including Gene Autry’s media enterprises and Radio & Records Inc. “Irv
was the consummate lawyer,” fellow Kaye, Scholer attorney Bruce Eisen
told R&R. “Clients were always at the top of his list” Four years ago
Gastfreund relocated to Los Angeles, where he practiced law for a time
before returning to the Washington area. He leaves his wife, Diane
Gastfreund, and two children, Sarah and Michael Gastfreund, of Potomac,
MD:; and his father, Morris Gastfreund, of Providence, RI.

R&R Stock Index

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

Change Since
928100 9/21/01 9/28/01 928100 9/21/01-9/28/01
R&R Index 248.44 169.57 18049 -27% +6.4%
Dow Industrials 10,650.92  §235.81 8847.56 -17% +7.4%
S&P 500 1436.51 965.80 104094 -275% +7.8%

Y ou¥
Today's level of fierce competition demands that you prominently display your name every chance you get (location broadcasts, concerts, station spon-

sored autograph sessions, etc.). With theft, vandalism and loss, it becomes a costly proposition fo continuously replace expensive signs and banners

costing hundreds of dollars.

Roll-A-Sign™ offers a better way. You get up to four vibrant colors printed on durable, high quality 4 or 6 mil plastic film Yo display your logo and message
brilliantly for an economical price. Now you can afford to display a bright new sign at every public event. They even make great cost-effective promotional
give-aways. Just roll off what you need and cut.

Durable banners for an affordable price.

UV stabilized plastic won't fade indoors or outdoors.

Simply FAX your logo and color separation information

for a free price quote.
©2000 Reef Industries, Inc.

PLASTIC
BANNERS

wWwWwW americanradiohistorv com

Reef Industries
9209 Almeda Genoa
Houston, Texas 77075
1-800-231-6074
713-507-4200 Fax: 713-507-4295
E-mail: ri@reefindustries.com
www.reefindustries.com
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it takes a scorching new hit to follow a
#1 record like "Rll Or Nothing".

Music's hot new group doesn't missl a beat.

The singie you demanded from their
red hot double-platinum debut album.
BLOWING UP PHONES!! NEW!!

S s e #1100 KIS WXKS Y100 KKRZ -0
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WFBC WBHT KBFM WLAN  WFKS
KIZS WZYP KRUF ...and more et
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DEAL OF THE WEEK 2001 DEALS TO DATE

i Dollars to Date: $3,273,847,353

Last Year: $24,928,949,133

o KJMQ-FM/Atwater, | (Lot Ve $24, 526,946,159
KAXW-AM & KRAN-AM/ . Dollars This Quarter: $330,371,816

Merced and KLD”'FM/ | (Last Year: $16,355,617,000)

Winton (Merced), CA . Stations Traded This Year: 861

$2.8 million ‘ (Last Year: 1,778)

Statlons Traded This Quarter: 207

(Last Year: 496)

Mapleton Greates Merced Cluster

L1 Purchases Clarke quartet for $2.8 million;
Moon grows in Inland Empire, Wine Country

California

KJMQ-FM/Atwater,
KAXW-AM & KRAN-AM/
Merced and KLOQ-FM/
Winton (Merced)

PRICE: $2.8 million

TERMS: Asset sale for cash
BUYER: Mapleton Communica-
tions, headed by President Michael
Menerey. Phone: 310-209-7333. It
owns 14 other stations, including
KYOS-AM, KABX-FM & KIBG-FM/
Merced.

SELLER: Clarke Broadcasting
Corp., headed by President/CEO H.
Randolph Holder Jr. Phone: 775-
887-0588

1580 kHz; 98.7 MHz

POWER: 6kw at 328 feet; 10kw day/
1kw night; 1kw day/297 watts night;
6kw at 299 feet

FORMAT: AC; Regional Mexican;
Regional Mexican; Regional Mexi-
can

COMMENT: This deal originally ap- |

| peared in the Sept. 7, 2001 issue of
I R&R with an undisclosed price.

14+ genrds of music, you'll
bettering ypur bottom line by:

® increasing revenue
potential per customer by

* improving ad response
rates with lndIVIdUF“y
targeted audio ads

your customers throygh
audio, long affer they've

left your site

¢ building odditionol
revenue by sharing in
radio airtime sales

While your dustomers are listening to

selling more products and
services through promotion

interacting regularly with

gﬁ; ‘\!a

be

Choose your stream.
and discovar more music.
STREAM!: Low

Loudeye“‘ Radlo

Loudeye Radio’ brings you a hosted suite of radio tools, enabling you to offer privat{}lobeled,
broadcast ro?io to your customers directly-from your Web site.

In just a few simple clicks, you can Brand Loudeye Radjo with your logo and tailor it to your
business’ nekds, creating o valuable marketing tool thot dntertains your customers.

It's easy for your\customers to use
because there’s nothing for them to download, and it works with the streaming media players tiey
already use (Windows Media™

and RediPlayer®).

Tune into Loudeye Radio Today.
We Provide the Technology & Entertainment.
You Reap the Monetary Benefits.

Get started or learn more at www.loudeye.com
206.832.4000

sales@loudeye.com

|oudeye

www.americanradiohistorv.com

Radlo Business

| FREQUENCY: 92.5 MHz; 1660 kHz; |

TRANSACTIONS AT A GLANCE

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

¢ KOCY-FM/Hoxie and KJBR-FM/Marked Tree (Jonesboro), AR

$1.3 million

¢ KCGS-AM/Marshall, AR $200,000
¢ KAEH-FM/Beaumont (Riverside-San Bernardino), CA

$1.7 million

¢ KTOB-AM/Petaluma (Santa Rosa), CA $1.28 million
® KSYV-FM/Solvang, CA $655,000
: ¢ WJHU-FM/Baltimore, MD Undisclosed
® KCHK-AM & FM/New Prague, MN $900,000
e WIBS-AM/Guayama, PR $300,000
¢ WRJQ-AM/Appleton (Oshkosh), WI $450,000

KOCY-FM/Hoxie and
KJBR-FM/Marked Tree
(Jonesboro)

PRICE: $1.3 million

TERMS: Asset sale for cash
BUYER: Educational Media Foun-
dation, headed by President Rich-

nine other stations, including KRRS-
AM/Santa Rosa.
SELLER: Petaluma Broadcasting

| Corp., headed by President Dave

ard Jenkins. Phone: 800-434-8400. |

It owns 46 other stations. This repre-
sents its entry into the market.
SELLER: Pollack Broadcasting
Co., headed by President William
Pollack. Phone:901-751-1513
FREQUENCY: 105.3 MHz;93.7 MHz
POWER: 25kw at 328 feet; 6kw at
279 feet

FORMAT: Country; Country

KCGS-AM/Marshall

PRICE: $200,000

TERMS: Asset sale for cash
BUYER: Southland Broadcasting
Corp., headed by President Wilmer
Feltman. Phone: 870-496-2403. It
owns no other stations.
SELLER: Ragland Broadcasting
Corp., headed by owner/GM Roy
Ragland. Phone: 501-448-5566
FREQUENCY: 960 kHz
POWER: 3kw

FORMAT: Gospel

KAEH-FM/Beaumont
(Riverside-San
Bernardino)

PRICE: $1.7 million

TERMS: Asset sale for cash
BUYER: Moon Broadcasting
Corp., headed by President Abel de
Luna. Phone: 213-745-6224. It owns
nine other stations. This represents
its entry into the market.

SELLER: RGB Communications
Inc., headed by President Barbara
Brindisi. Phone: 909-769-9734
FREQUENCY: 100.9 MHz
POWER: 2kw at 479 feet

FORMAT: Regional Mexican
BROKER: Andrew McClure of The
Exline Co.

KTOB-AM/Petaluma
(Santa Rosa)

PRICE: $1.28 million

TERMS: Asset sale for cash
BUYER: Moon Broadcasting
Corp., headed by President Abel d&
Luna. Phone: 213-745-6224. It owns

Devoto. Phone: 707-524-3752
FREQUENCY: 1490 kHz

POWER: 1kw

FORMAT: Regional Mexican
BROKER: Andrew McClure of The
Exline Co.

KSYV-FM/Solvang

PRICE: $655,000

TERMS: Terms undisclosed
BUYER: Knight Broadcasting Inc.,
headed by President/Director Sandra
Knight. Phone: 805-688-7235. It owns
one other station. This represents its
entry into the market.

SELLER: Pacific Coast Broadcast-
ing, headed by President William
Reelfs. Phone: 805-688-5798
FREQUENCY: 96.7 MHz

POWER: 6kw at -52 feet

FORMAT: AC

WJHU-FM/Baltimore

PRICE: Undisclosed

TERMS: Unavailable

BUYER: Maryland Public Radio
Corp., headed by VP Anthony Bran-
don. Phone: 410-516-9548. It owns
no other stations.

SELLER: Johns Hopkins Univer-
sity. Phone: 410-516-9548
FREQUENCY:88.1 MHz

POWER: 10kw at 426 feet
FORMAT: News/Talk/Misc.

KCHK-AM & FM/New
Prague

PRICE: $900,000

TERMS: Asset sale for cash
BUYER: James Ingstad. Phone:
701-237-3775. He owns one other
station. This represents his entry into
the market.

SELLER: Kingsley Murphy Jr.
headed by GM Jack Ludescher.
Phone: 952-758-2571
FREQUENCY: 1350 kHz; 95.5 MHz
POWER: 500 watts day/70 watts
night; 3kw at 328 feet

FORMAT: Country; Oldies

Continued on Page 8
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webnoize
i |
2001

i
I

digital entertainment iﬁtelliggnce

INFORMATION ON PROGRAM AND SPEAKERS ONLINE: www.webnoize.com/2001

Webncize events provide perspective and pragmatic solutions for those with a stake in entertainment’s future.

As industry-altering digital entertainment initiatives are unveiled, Webnoize asks...

What is Digital satellite radio, mobile devices and Internet music services, powered by new home networking technology, ars poised
the future to alter radio’s reality by enabling multiple points of access to a once-captive audience. How can radio not only protect
of radio? marketshare, but also find the silver lining of opportunity hidden within these emerging services?

Webnoize 2001 #USIC, FILM, RADIC, MED!A

is bringing fogether COMPUTING AND TECHNOLOGY ADDITIONAL AGENDA TOPICS:

CONSUMER ELECTRONICS New world economy means colluboTc'bn:
How entertainment, technology, telecommunicatons

and CE manufacturers must collaborate for success.

senior executives
from multibillion- TELECOMMUNICATIONS

doliar industries, TROAL ANE POLICY
. o ’ BUSINESS AND FINANCE Laws shaping a global digital marketp iace:
including:

DELIVERY AND SECURITY Fow political agendas and legal brinksmanship are
systematically recasting ecommerce and media.

Entering #s seventh year, Webnoize has served the digital entertainment industry Serving next-generation digital lifestyles:
with timely intelligence, providing news analysis, research and executive events. Understanding network °h°"°°':';s'i°l" technology

| ) Crivers, consumer strategies a eal structures to
This year, JIM GRIFFIN, CEO of Cherry Lane Digital and a founder of Evolab, ¥ ’ oveng 3

cchieve a vital mix of content, bandwidth and mobility.
joins us in delivering quality insight as Webnoize 2001 Conference Chairman.
Capitalizing on the P2P phenomenon:

Initiatives and strategies for securing content,

Webnoize thanks the following marquee event sponsors for their critical support: implementing revenue-making models and turning
peer-to-peer into a customer acquisition proposition.

E A S C A P -E- f@ﬁgﬁfﬂﬁ?&g The new consumer-content relationship:

How consumers interact with content is quickly evolving,
and altering business objectives of the entertaiament,
technology, telecom and consumer device busiresses.

REGISTER TODAY. For information, vislt: www.webnocize.com/2001
emall: ecvents@webnoize.com call: 617.768.0400

s@Vlisten.com

KNlTMEDlA

www.webnoize.com/2001
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Analysts

Continued from Page 1

industry overview released Sept. 28,
“There are few encouraging signs about
the advertising environment, and we
do nothave aclear perspective on when
the situation will improve.” As a re-
sult, he’s changing his outlook on the
radio landscape by cutting several ra-
dio groups’ ratings and price targets.
Gupta lowered Cox Radio’s rating from

Transactions
Continued from Page 6

T TR

WIBS-AM/Guayama
PRICE: $300,000

TERMS: Asset sale for cash
BUYER: Pedro Roman Collazo.
Phone: 787-274-1800. He owns three
other stations. This represents his
entry into the market.

SELLER: Trust of Wigberto Baez
Santiago, headed by sole heir
Wanda Baez Diaz. Phone: 787-866-
1540

FREQUENCY: 1540 kHz

POWER: 1kw

FORMAT: Spanish Misc.

“buy” to “outperform” and its 12-month
target from $28 to $21, and lowered
Entravision’s rating from “buy” to “out-
perform” and its target from $13 to $9.
He maintained his ratings on Clear
Channel (“buy”), Hispanic Broadcast-
ing (“outperform™) and Regent (“out-
perform”), but lowered their target
prices: CC drops from $71 to $53, HBC
from $28 to $19 and Regent from $9 to
$7. Viacom keeps its “buy” rating and
$45 target.

| WRJQ-AM/Appleton
(Oshkosh)

PRICE: $450,000
TERMS: Asset sale for cash
BUYER: Woodward Communica-
tions Inc., headed by President/COO
Craig Trongaard. Phone: 563-588-
5687. It owns four other stations, in-
cluding WHBY-AM & WAPL-FM/
Appleton-Oshkosh.
SELLER:Winnebago Broadcasting
Inc., headed by acting President Jane
| Koeffler. Phone: 920-749-1570
| FREQUENCY: 1570 kHz

POWER: 1 kw day/331 watts night
' FORMAT: Adult Standards

Gupta also predicts that ad spend-
ing will fall 10% in Q3 and Q4 and
forecasts that overall ad spending
will decline 8% in 2001 and 2%-3%
in 2002. He added that the balance
of 2001 is being “written off” by both
buyers and sellers of advertising and
said one of the greatest concerns
among advertisers is “the potential
impact of an extended war or con-
flict.”

On Monday — one business day
| after Gupta’s report — J.P. Morgan
l analyst Vinton Vickers lowered his
12-month target prices on Clear
Channel from $74 to $48 per share;
on Entercom from $51 to $39; on
Hispanic Broadcasting from $30 to
$23; and on Viacom from $61 to $41.
However, he maintained long-term
“buy” ratings on all five stocks.

Though he said Disney is “not for
short-term investors,” Bemstein ana-
lyst Tom Wolzien still believes that
the company provides long-term
value. But he sees no foreseeable cata-
lyst for the stock and slashed his earn-
ings per share estimates for the com-
pany from 77 cents to 75 cents for
2001 and from 81 cents to 65 cents
for 2002. Wolzien expects 0% cash-
flow growth for Disney this year, and
he believes EBITDA will fall 7% next
I year. Adding to Disney’s woes was

“o’“

-

It's a new train of th;ught...
[l St L8 e [Er Mt T

“I'll be home for Christmas.”

Your high-priced radio talent will be humming that song
around the studio this holiday season, thanks to a dynam-
ic line-up of programming for the holidays, from Focus

on the Family. Everything is ready for satellite delivery,
from the heartwarming nostalgic classic A Christmas Carol
to Celebrate Christmas: A Musical Feast. With 11 1/2 hours
of standards, classics and contemporary Christmas
favorites, who knows, maybe you can give your announcers

the whole day off. Call 719-531-3300 for a demo.

BRIARGATE.

www.briargatemedia.com
719-531-3300

www americanradiohistorv com

Radio ss

Bloomberc

Continued from Page 4

BUSINESS
BRIEFS

Nasdaq Suspends $1-Minimum Rule

ssues that drop below $1 for 30 straight trading days would normally face
being delisted by Nasdagq, but the exchange said last week that it will
suspend that rule until Jan. 2, 2002 in response to last month’s terrorist  ©
attacks. That's good news for several radio-industry stocks that have been
teetering near the $1 level, including DG Systems, which closed at $1.48
on Tuesday; and Radio Unica, which closed at $1.25 the same day. Nasdaq
also said it plans to evaluate whether to make the rule change permanent.

news that Moody’s lowered the
company’s unsecured debt rating from
“A2” to *A3” and its short-term debt
rating from “P1” to “P2.”

‘Major Positives’ For 02

On the plus side, Cohen and Faw-
cett see some ‘“‘major positives” for
2002. Despite what they call a “grim”
outlook, they point out there has
never been “an Olympic or election
year in which broadcast advertising
failed to register positive growth.”
They say that midterm political ad
spending could be worth as much as
$125 million to radio and point out

that Q3 2002 will be lifted because
2001 comparisons will include the
Sept. 11 commercial-free period.
What’s more, compared to magazines
and newspapers, radio has “minor ex-
posure” to the ad categories most di-
rectly and immediately affected by
the attacks, such as airline, tourism
and travel advertising.

Responding to the general skittish-
ness Americans are feeling about the
nation’s economy, the Federal Re-
serve cut short-term interest rates for
a ninth time this year on Tuesday,
dropping rates to their lowest point
since 1962.

Emmis

Continued from Page 1
“extremely inexpensive” on both a
historical basis and relative to the
sector.

During the company’s investor
teleconference, Chairman/CEO
Smulyan and Exec. VP/CFO Walter
Berger noted that, while Emmis’ plan
to separate its radio and TV busi-
nesses has been affected by the events
of Sept. 11, the company is still
“committed to the separation as a
long-term strategy.” But Boyle felt
that when the group had more immi-
nent plans to split TV from radio,
there was the potential to unlock
some of the company’s value in the
near term and send share prices up-
ward.

Still, Boyle emphasized that his
changes were not a reflection on
Emmis or the way it is run. “It’s a
cheap stock and a long-term invest-
ment,” he said. “There are no ques-
tions about the quality of the com-
pany or its management. A ‘strong
buy’ merely implies quicker action.”

For its part, Emmis reported that
broadcast cash flow climbed 21%,
from $47.4 million to $57.1 million,
while after-tax cash flow fell 18%,
from $27.5 million to $22.6 million;
ATCF per share dropped from 57
cents to 47 cents. While earnings per
share tumbled from a gain of 30 cents
to a loss of 20 cents, they matched
First Call analysts’ expectations. Net
revenues for Emmis’ radio division
rose from $62.7 million to $72.1 mil-
lion, helping the company’s overall
net revenue increase 31%, from
$109.1 million to $142.4 million.

“For the fifth straight quarter,
Emmis outperformed its radio mar-
kets — despite facing a difficult ad-
vertising environment and tough
prior-year comps,” Smulyan noted.
He said Emmis is growing market
share as a result of its “continued
operational focus and overallocation
to sales, including our recent hiring

| initiatives.”

Meanwhile, Salomon Smith
Barney media analyst Niraj Gupta
lowered Emmis’ rating from “outper-
form” to “neutral” and its 12-month
target price from $32 to $14. J.P.
Morgan analyst Vinton Vickers low-

ered the 12-month target price on
Emmis from $28 to $22. Over at
Barrington Research Associates, ana-
lyst James Goss raised Emmis’ rat-
ing from long-term “buy” to “strong
buy.”

Berger noted that the attacks had
an “adverse impact” on Emmis’ Q3
and Q4 expectations. “We are con-
tinuing to evaluate the impact on our
sales forecast and determining how
to mitigate the impact on our cash
flow,” he said. Smulyan reported that
Emmis lost as much as $3 million in
business nationwide in the wake of
the terrorist attacks. “All media com-
panies took major cancellations,”
noted Smulyan, “but we are writing
a lot of new business now, particu-
larly in New York.” He noted that
such major players as McDonald’s
and Toyota have bought big ad sched-
ules.

Smulyan, however, was reluctant
to give guidance in the new economic
era. “It’s very difficult to give long-
term guidance in a tough time like
this,” he said. “Even giving a 36-hour
outlook would be tough.”

He corrccted earlier reports by ana-
lysts that Emmis derives as much as
32% of its revenues from the New
York market, telling investors it’s
more like 12.5%. For that matter, he
added, Emmis gets about 7%-8% of
total revenues — and closer to 20%
of its radio revenues — from its two
Los Angeles stations, KPWR and
KZLA. Smulyan predicted that, due
to the events of Sept.11, “marketing
will probably be cut back, and this
[ratings] book will be discounted a
bit by ad agencies.”

Smulyan is optimistic about
Emmis’ financial performance in the
near future. “These times are very
uncertain, but I feel very comfortable
that the spirit of the people at Emmis
will get us through very, very com-
fortably,” he said. “There will be a
lot of jolts in our economy and in our
industry, but I think the events of the
last two weeks have demonstrated that
we are in an industry that really
touches people’s lives and makes a
difference in people’s lives. I've
thought that was a good place to do
your business: in an industry that
really impacts people’s lives.”
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R&R INDUSTRY X-RAY: AUTOMOTIVE

By Pam Baker

Sales & Marketing Editor
pambaker@rronine.com

Interep recently released a re-
port outlining the allocation of
national advertising dollars
spent by the automotive indus-
try, and the numbers made me
carsick. Radio receives just
over 2% of total automotive ad-
vertising dollars. That’s all! The
Interep study also points out
that consumers who purchased
new cars in the past 12 months
spent 33% of their media time
(1 with radio. But radio is receiv-
il ing just 2%-3% of ad dollars.
Something’s wrong here.

So where is the automotive industry spending its
advertising dollars? Here’s a breakdown of national
expenditures for 2000, as reported by Competitive
Media Reporting and LNA /Mediawatch.

Spot TV 33.5%
Network TV 22.9%
Magazines 15.2%
Newspapers 15.0%
Cable TV 8.1%
Radio 2.5%
Syndicated TV 1.8%
Outdoor 1.1%
(See chart, Page 14.)

How do auto consumers spend their media time?
Television 52%
Radio 33%
Newspapers 9%
Magazines 6%

OK, now that T have your attention: Things aren’t
really so gloomy. There are dozens of opportunities
for radio. This week’s column will provide you with
information that can help your sales team develop
ideas and proposals for your local dealerships. The
automobile industry is experiencing a slowdown,
and its way of dealing with bumps in the road is
through advertising. This industry is among the
biggest believers in advertising, both branding and
promotional, so now is the time to present dealers
with one-on-one opportunities to reach your listeners.

THE SALES REPORT

According to the automobile-industry publica-
tion WAIT Digest, car sales in the U.S. during the
month of July 2001 fell by 9.9%, to 686,160 from
760,377 in July 2000. It was only the second time in 18
years that July sales have failed to break the 700,000
mark, and it was also the 10th consecutive month
that U.S. car sales have fallen.

Hardest-hit in July were General Motors and
Ford, both of which saw losses far above the sector
average. Sales at General Motors dropped 10.8%
from last July, and Ford was down an even worse
16.4%. Those manufacturers are secure at No. 1 and
No. 2, but WAIT Digest points out that not so long
ago Chrysler was enjoying the No. 3 position, and
it's now in sixth place. Chrysler continues to fall,
with sales dropping by 3%.

Toyota showed sales down 8.4%, costing it third

B Why is radio driving in the slow lane?

place —sales for Honda, now in third, were up by 2.2%
from July ‘00. But the Toyota group isn’t panicking:
Lexus sales increased by 52.9%, to 77,836 from 50,917.
Remarkably, Lexus is now selling as many cars in the
U.S. in a single month as it was selling in a full year just
five years ago. Another winner was the Hyundai
group’s Kia, with sales up by an incredible 84.4%.
Hyundai sales experienced a 13.5% gain.

Korean automakers are clearly the big winners now,
but there have been notable gains by most of the
European manufacturers as well. BMW lifted its sales
by 11.2% in July; Mercedes-Benz enjoyed a 3.9% gain;
and Audiis prospering again — after several lean years
in the U.S. market — with a 9.3% improvement.

THE DOMESTIC FAST LANE

Due to the slowing economy and the fact that foreign
automakers have stepped up their rollouts of new
models, Detroit’s Big Three — General Motors, Ford

RADIO SPENDING PROFILE

Of money spent in the automotive category, how
much goes to radio? This is radio’s share of auto-
motive advertising in 25 selected top 40 markets.
No.13 is the median market.

Median 9.3%
High 11.9%
Average 6.4%
Mean 9.2%
* 2001 year-to-date* automotive radio growth
rate: -0.8%

* 2001 year-to-date* overall radio growth rate: -4%

* Automotive as a percentage of total radio
expenditures, 2001 year-to-date: 12.1%

*Through June 2001

Source: Miller, Kaplan, Arase & Co.

and Chrysler — have been forced to increase cash
rebates, provide low-cost financing and offer other
incentives on most of their models.

In August Chrysler announced that it is cutting
prices on its 2002 models to increase sales. Chrysler Sr.
VP /Marketing George Murphy said that one of the
main goals of the price cuts is to boost Chrysler’s appeal
to the 60%-70% of auto shoppers who compare prices
online through such auto websites as MSN Carpoint
and edmunds.com. Murphy also said that Chrysler will
step up advertising over the next few months to rebuild
its brands with consumers. The company plans to
spend at least $150 million on new marketing
campaigns for Dodge, Chrysler and Jeep and will con-
tinue shifting money into customer-experience pro-
grams.

General Motors has announced that its Cadillac
division will build a new roadster, the XLR, for launch
in 2003. The XLR will be built at the Bowling Green, KY
plant where Chevrolet Corvettes are now built.

DOMESTIC OR IMPORT?

Below are profiles of adults 18 and older in house-
holds planning to purchase new cars. The chart com-
pares those who are fooking at domestic cars to those
considering making their next auto purchase an
import.

Domestic Imported
Male 50.60% 48.70%
Female 49.40% 51.30%
Age
18-24 10.50% 12.70%
25-35 17.50% 25.50%
35-44 21.00% 23.40%
45-54 17.70% 19.20%
55-64 12.80% 9.8%
65+ 20.50% 9.40%
Race
White 90.00% 72.80%
Black 8.10% 12.70%
Other 1.90% 14.50%
Hispanic 6.60% 11.20%
Marital status:
Single 19.30% 26.90%
Married 64.20% 57.70%
Separated, widowed, 16.50% 15.40%
divorced
Income
$75,000-plus 34.20% 44.60%
$50,000-$74,999 22.40% 18.80%
$40,000-$49,999 11.20% 9.90%
$30,000-$39,999 11.70% 9.40%
$20,000-$29,999 9.70% 8.80%
Less than $20,000 10.80% 8.50%
Region
Northeast 19.80% 19.20%
Midwest 30.70% 13.20%
South 33.40% 35.00%
West 16.10% 32.60%
Source: Simmons, 2000
IMPORT NEWS AND VIEWS

Nissan North America recently reported that it
will be pricing the 2002 version of its Altima sedan
only slightly higher than this year’s model. Earlier
this month Nissan launched an extensive advertis-
ing campaign for the Altima, using broadcast, print
and interactive media, as well as a direct-mail
campaign. “The cure for the common car” is the
slogan for Nissan’s most popular model.

The Aston Martin, Jaguar and Land Rover
divisions of Ford’s Premier Automotive Group have
established an organization to combine sales,
marketing, communications, franchise develop-
ment, distribution, parts and customer service. The
new division opened Sept. 1 at the Premier
Automotive facility in Irvine, CA. Premier Chair-
man Dr. Wolfgang Reitzle said, “North America is
the largest luxury-vehicle market in the world, and
we are very focused on ensuring, that we have the

Continued on Page 14
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In Recognition of

Black Radio Month
The 10th Annual

Awards Dinner

honoring

STEPHEN HILL
BET

Vice President, Music Programming and Talent

Doc WYNTER

Clear Channel
Director, Urban Programming

Benefitting
The Tom jJoyner Foundation

Thursday, October 25, 2001
New York Sheraton Hotel & Towers

For further information contact
Cynthia Badie Associates 212-222-9400
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This week’s GM Spotlight shines on American
General Media’s Roger Fessler. “I've worked for
several GMs in the past, but Roger is by far the best
manager ['ve ever known,” e-mails an R&R
reader. A staffer adds, “Instead of being greedy
and only focusing on the bottom line, he genuinely
cares about his employees and is dedicated to the
community. That attitude makes working hard
and making money a pleasure.” Congratulations!

I decided to enter the world of broadcasting
because:

“Before joining American General Media, [ was
the Athletic Director at St. Francis College in
Loretto, PA. Before moving to Pennsylvania [ was
in athletics at Cal State Bakersfield, and I got to
know Rogers Brandon, one of the principals of the
American General Media stations. We stayed in
touch, and, later, when Roger was in the process of
some turnover, he asked me if 1 was willing to
comeback to Bakersfield and get involved inradio.
It was one of those things that was at the right time
and in the right place, and I decided I'd make a run
at it and see what it was like. And, voila! Twelve
years later ['m still here, doing what [ do!”

The most challenging aspect of being a GM:
“I've been a GM for the past nine years, and the

101.5 K=

SOFT ROCK FAVORITES

1410 KERN
RSN T A L K

TAL K

General Manager of KBID-AM, KERN-AM, KGEO-AM, KCOO-FM,
KGFM-FM.& KISV-FM/Bakersfield (American General Media) |

| Desire plus dedication plus direction equals determined destiny
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most challenging aspect is all about people, getting
them to achieve their best levels of success — whether
it’s in programming or sales or other positions —and
making sure that they’'re on the same path and
reaching out for the same goals and visions.

“The biggest challenge, more recently, just of a
competitive nature, has been the fact that Clear
Channel has come into Bakersfield for the first time,
with six stations in the past year. That’s changed
things from the aspect that we’ve lost programming
that had been staples on our AM product, and we’ve
been challenged by Clear Channel in court about
monikers. It's been a challenge in the courtroom and
on the field of battle, and, certainly, that has changed
the way we’ve done business and some of the things
we’ve done. But, all in all, when this whole thing is
done and put behind us, I think we’re going to be a
better group of stations because we can control our
own destiny much better than we could have a year
ago.”

My most unforgettable moment at a radio station:

“We had a car giveaway where more than 100
listeners werelined up to try their keys in the ignition,
and one of the contestants tried to force their key in
the ignition, and it snapped. We had to try to find a
locksmith to get the broken key out. It was over 100
degrees outside, and the listeners and their families
were standing in the hot sun. I was afraid that we
were going to have an angry mob on our hands.”

ROGER FESSLER i~

I'm most proud of:

“Personally, my family. |
Like any father, I'm very 2
proud of my kids. On a
professional basis, I'm proud | .
that our team has been able to grow the busmess
here in Bakersfield. We took somethmg that was
successful and made it into something even more
successful. That’s how you measure success long-
term. It's not about winning every war, because you
don’t. However, through a lot of hard work, we’ve
become a vital and integral part of our community.”

The best words of advice I've ever received were:

“First, surround yourself with good people, then
listen to what people are saying around you. Don't
always make it your way or no way. Second, be sure
to have a hard-work ethic. The first time you try
something and it doesn’t work, don’t give up. Go
back, make some changes, and try it again. That
work ethic can help you pull a victory out of
something that looks hopeless and take it from the
jaws of defeat.”

You’'d be surprised to know that....

“I own and breed racehorses. They race at Santa
Anita, Del Mar, Hollywood, Golden Gate, Bay
Meadows — all around the state of California.”
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The GM Spotlight is selected by your nominations. Acknowledge the GM who made a difference in your career! E-mail nominations to pbaker@rronline.com.

Superadio ... Helping The World’s Greatest Radio Stations Be Their Best.

Call Superadio now to lock up Retro Pop Reunion in your market!

Joe Cortez

www.americanradiohistorv.com

fill a feature airshift and put a spike
in your ratings. Great stations air
it Friday or Saturday nights, and
Saturday or Sunday mornings.

The great music from mid-eighties
through the early nineties defines
the culture of the video music era.

_ And it bursts every weekend from

a great four-hour show designed to

508.480.9000
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October 18 to 27
LOS ANGELES
BROADCASTS
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October 18 to 28
NEW YORK
BROADCASTS

CHICX HEARN THE KIDOHEN SISTERS:

Loveline with Dr. Drew
and Adam Carolla
Nationally Syndicated and
heard locally on KROQ-FM

Bill Handel
Mornings on KFI-AM

Broadcast performance with
Crystal Lewis and Pray For
Rain on The Fish, KFSH-FM

Pepe Barreto
Mornings on KLVE-FM

Meeting of the Minds
All-day broadcasts
from KRLA-AM

The Nationally Syndicated
Phil Hendrie Show

Mike & the Mad Dog
on WFAN-AM

John Gambling
on WABC-AM

The Nationally Syndicated
Phil Hendrie Show

The Bruce Bond Show
on WNNK-FM

Latino Mix’s La Bulla
on WCAA-FM

Satellite Sisters
Nationally Syndicated and
heard locally on WNYC-FM

Other N.Y. Stations participating:

WBAI, WBGO, WBLS,
WFMU, WFUV, WLIB,

JOHN GAMBLING SOUND PORTRAITS

ELVIS MIFCHELL

Middle

SATELLITE SISTERS

GLEN JONES

ZACHERLE

Other L.A. Stations participating: WNYC, WRCH, WWRL.

KCRW, KI.LAC, KLON, KLSX, KPCC,
KRCD/KRCV, KSCA, KSDO, KXPK

FUNDING FOR THIS FESTIVAL IS GENEROUSLY PROVIDED BY

'@ CLEARCHANNEL

{g{%ﬁ[p WORLDWIDE
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The Los Angeles Festival's opening recept