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The label group takes home Most Added and Most 5 Coinciding with the 2006 R&R Talk Radio Seminar, being
Increased Plays at the format : held this week in Washington, DC, R&R presents our
@ this week. The All-American / annual News/Talk special issue

Rejects (Doghouse/Interscope) News/Talk/Sports Editor Al
pick up Most Added with “Move \ Peterson (pictured) has
Along,” which gets 31 adds. ; assembled a photo yearbook of = ~
| ' : 4 -'

Meanwhile. over in the Most ; some of the format’s all-star
Increased Plays ballpark, Mary : y . players. From programmers and
J. Blige scores for the second managers to hometown heroes

consecutive week as “Be ”4”/” & ”[ﬂ”””") and network heavy hitters, they’re
Without You” (Geffen) gets y ! , [ ® all here. Check out this year’s

RECORDS +1,012 plays and'vaults 10-7*. www.radioandrecords.com lineup, beginning on Page 17.
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BROWNE
She’s STRONGER!

Up with Women 25-54 and Women 35-64 in
New York, Minneapolis, Ventura, #1 in Buffalo,
plus successes in many other markets!

Source: Arbitron Metro Sp05/Su05 to Fa05, increases during actual airtimes.

She’s YOUNGER!

Just listen to her calls! From children to teens,
from college grads to young professionals,
Dr. Joy runs the gamut of young callers!

p) JOg

She’s HEALTHIER!

The Dr. Joy Browne Radio Show
is simulcast LlyE M-F, 1-2p ET, on

She’s BETTER THAN EVER!
" DR. JOY BROWNE |

WEEKDAYS, 12n-3p ET, with refeeds
Plus “A Moment of Joy” Daily Feature!

Neither left nor right, Lionel calls it the way he sees it - six days
a week. His unigue and uripredictable insights on current
events fit all talk formats, from progressive to conservative.

He's “politically impossible to categorize.” And he's winning,
too! Lionel is showing ratings increases with men in_great
markets like New York, Miami, Seattle, Tampa, San Diego,

Cincinnati, Columbus and meny more!
Source: Arbitron Metro Sp05/5u05 to Fa05, increases during actual airtimes.

Hear what over 100 radio stations already know. Lionel is the
funniest, smartest, hardest wzrking host on Talk Radio today!

Market Exclusive. Satellite Free. Winning Talk Radio.

LIONEL works for you!
LIONEL

WEEKDAYS, 10p-1a / SATURDAYS, 5p-8p ET

212.642.4533

worradionet.com
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SMOOTH JAZZ,
HOT TOPICS

A panel ot experts took the stage at
the recent International Association of
Smooth Jazz Educators Conference in
New York to discuss a variety of
issues, including the jazz component
of Smoott: Jazz radio and the format’s
changing demographics. Smooth Jazz

CANADIAN CLUB

This week R&R's editors
turn their spotlights north,
focusing them on the
Canadian radio and record

MARCH 3, 2006
industries. Among other

things, you'll discover | I

Toronto’s thriving hip-hop scene, learn how Canadian
Rock stations differ from their counterparts in the U.S.
and probe the mysteries of the Cancon requirements.

THE INDUSTRY 'S NEWSPAPER

Editor Carol Archer presents excerpts
from this mformative session.

See Page 88

ONE-ON-ONE WITH
ANA GABRIEL

Ana Gabriet's loyal fans have stood
behind her throughout her career, and
she is grateful for their support. In
honor of the release of Ana Gabriel's
new album, Dos Amores, Un Amante,
Latin Formats Editor Jackie Madrigal
chats with the enduring superstar.

See Page 100
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What are you waiting for, eh?

The next generation of Oldies: Page 51

Universal Motown Splits | Adds: The Reality Vs. The Myth
Into Two Separate Labels |

Rhone to run Universal Motown, Lipman to

head new Universal Republic Records

81 Kevin Carter & !(Eml Berman

R&R Staff Writers
newsroom@radioandrecords.com

Weeks of rumors and
speculation finally came to a
head last week, when the
news emerged that Univer-
sal Motown Records Group
split into two separate enti-
ties: Universal Motown
and Universal Republic.

Motown Records Presi-
dent Sylvia Rhone, who
was also Exec. VP of Uni-
versal Records, will now be
President of Universal Mo-
town, and current Universal
President Monte Lipman
will be President of the new
Universal Republic.

The extensive roster of
multigenre UMRG artists
will now be divided be-
tween these newly formed
labels.

Lipman

Universal Republic will
be home to many of the acts
Lipman has been personally

involved with, such as Jack &

Johnson, Godsmack, 3 Doors
Down, Damian Marley, Don
Omar, Elton John and 10
Years, as well as Nina Sky,
Tamar and the recently
signed Prince.

Universal Motown’s art-
ists will also span multiple

UNIVERSAL See Page 10

By Cyndee Maxwell

R&R VP/Editorial & Music Operations
cmaxwelk@radioandrecords.com

One of our primary objectives at R&R is to provide program-
mers with useful information. Some programmers scoff at indus-
try practices such as reporting adds, saying their listeners don’t care
if a song is Most Added. We agree. That’s why we cater to the ra-
dio and record communities, not radio listeners.

By focusing on the important signposts of new music, we give
programmers more time for their first priority, which is their lis-
teners. We highlight music research and chart elements in easy-
to-digest pieces, saving the busy programmer time.

Our reporting panels consist of stations that meet a basic ratings
minimum, giving other programmers research they can trust,
knowing that winning radio stations are the foundation.

ADDS See Page 12
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Citadel Bullish On ABC’s AM Stations

By Joe Howard

R&R Wasninblon Bureau Chief
jhoward@radioandrecords.com

Citadel Chairman/CEO
Farid Suleman said last week
that the AM stations his com-
pany is getting in its $2.7 billion
merger with the Walt Disney
Co. give the company a stron-
ger platform to develop local
programming.

“They have very strong,
powerful AM stations,” Sule-
man said. “The combination of
News/Talk and Sports makes
AM a powerful element of the
deal.” AM outlets comprise
over half the deal’s stations.

Suleman also praised ABC’s
FM outlets, saying, “ABC has

EARNINGS See Page 8

Wodka GM As
KFXR Flips To
Classic Country

By Adam Jacobson

R&R Mana emenVerelino/Sales Editor
ajacobson@radioandrecords.com

Less than one year after
moving from Fox Sports Ra-
dio-distributed Sports Talk
programming to Oldies as
“The Mighty 1190” — paying
homage to the frequency’s
1960s heyday, when then-Top
40 KLIF/Dallas used the moni-
ker — KFXR/Dallas has adop-
ted a classic-based Country
format “where every song is a
classic and every artist is a
true country icon.” Ed Wodka,
a veteran of crosstown KRLD,
will serve as GM.

An official relaunch of KFXR
is set for later this month, and
the station is playing 1,000
songs commercial-free until
then. Texas A&M basketball

KFXR See Page 10

In a 43-page complaint
filed Tuesday, CBS Corp.
charges that Howard d
Stern “repeatedly and
willfully” violated his
contract with former
casting (now CBS Ra-
dio).by using the com-
pany’s airtime for his
own financial benefit
and promoting his
current employer, Sir-
ius Satellite Radio, on
the air.

The suit also claims that
Stern “fraudulently con-
cealed” stock options that
were part of his contract with
Sirius and that he collected on
those options not long after
debuting on the subscription
radio service in January.

CBS charges that Stern’s

CBS Alleges Fraud, Breach Of
Contract In Svit Against Stern

q that triggered Stemm’s

Stern

promotion of Sirius on In-
finity’s stations helped Sirius
reach subscriber goals

stock options.

CBS said, "All of
Stern’s actions for
which he received this
expedited compensa-
tion occurred during
the time that Stern
was under exclusive
contract with CBS Ra-
dio, when the Sirius
payment terms to
Stern were kept secret.”

In early January Sterm and
his agent, Don Buchwald,
were granted 34 million
shares of Sirius stock, valued
at over $200 million.

CBS further alleges that a
provision in Stern’s Infinity
STERN See Page 10

New GreenStone
Names LaMarca
VP/Operations

Longtime network-radio ex-
ecutive Jim LaMarca has been
named VP/Op-
erations of re-
cently formed
GreenStone |}
Media, which
last week an-
nounced plans
to launch a new
FM Talk radio
network target-
ing women.

LaMarca most recently spent
three years as Exec. VP/COO of
Jones Radio Networks and be-
fore that spent 15 years as VP/
GM and VP/Sales with JRN
and Broadcast Programming,

LaMarca will report directly
to newly named GreenStone
Exec. VP/COO Edie Hill-
iard, who said, “Jim'’s years of

LaMARCA See Page 10

LaMrca
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To Talk Show In The Country...

ol THIRD!

MEN 25-54
Rank  Market Share
2 Miami WIOD-AM 6.5
1 Salt Lake City KNRS-AM 5.8
1 Columbus, OH WTVN-AM 12.9
2 Richmond WRVA-AM 8.7
2 Omaha KFAB-AM 8.4
2 Syracuse WSYR-AM 10.0
£ Harrisburg WHP-AM 9.9
2 Toledo WSPD-AM 10.9
2 Columbia, SC WVOC-AM 8.8
2 Ft. Wayne WOWO-AM 13.4
1 Boise KIDO-AM 11.6
1 Panama City WYOO-FM 14.8
Source: Arbitron Fall 2005, Men 25-54, MSA, AQH Share, Rank, exact times.
<§ GLENN BECK - i mi=
»>) PROGRAM Asio e DA ogies

212.445.3922
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Pederson To Oversee Moody Properties

Wayne Pederson has
been named VP of Moo-
dy Broadcasting Net-
work and will oversee
network programming
for all of Moody’s radio
properties and ministries,
including MBN's affiliates
and 35 owned-and-oper-
ated stations. He replaces
Bob Neff, who stepped
down last year for health
reasons.

Pederson has been serving as

Pederscon

Station Manager of
Moody’s flagship station,
il WMBI/Chicago, since
| 2004. Before that he was
Exec. VP/Radio for North-
western College and man-
aged its KTIS-AM & FM/
| Minneapolis.
Pederson said, “Content
| is vital in the changing
landscape of radio broad-
casting. Shouldn’t it be
even more so for us? We

PEDERSON See Page 38

Chuck To Become PD Of WXXL/Orlando

Clear Channel has pro- |
moted Tommy Chuck to
PD of CHR/Pop WXXL
(XL106.7)/Orlanslo, effec-
tive March 20. He is cur-
rently PD of CHR/Pop
sister WQEN (103.7 The
Q)/Birmingham and will
replace Adam Cook, who
recently exited.

“Tommy is widely seen
as one of the rising stars in
our company and throughout the
PD world,” Clear Channel Re-
gional VP/Programming Chris

Chuck

| Kampmeier said. “XL
needs what he’s got, and
we’re thrilled that he’s
joining our team.”
| Chuck told R&R, “T've
| been very happy here in
Birmingham, and I cer-
| tainly wasn’t looking to
leave, but this Orlando
opportunity gives me a
lot of the elements neces-
sary to take that next step
up in my career.

“I'm looking forward to working
CHUCK See Page 38

WRML/Charlotte Goes Regional Mexican

Gospel WRML-FM/Charlotte
has flipped to “La Tremenda,” si-
mulcasting Regional Mexican sis-
ters WGSP-AM/Charlotte and
WXNC-AM/Monroe, NC.

WGSP & WXNC have been air-
ing La Tremenda but will eventu-
ally flip to other Spanish-language
formats, possibly Tropical and
News/Talk.

WRML was recently acquired
by Norsan Broadcasting, whose
President/CEO, Norberto San-
chez, said, “Our growing company
is happy to be able to provide

Spanish-language programming
on FM to Charlotte, one of the
fastest-growing Latino metros in
the country. By the end of this
yeear we expect to have an excel-
lenk signal in the entire metro, as
we will be constructing new
transmitter and tower facilities
closer to Charlotte, and it will en-
hance our coverage.

“We will also be adding HD
digital to the existing FM analog
carzier to augment WGSP's digi-
tal signal, which has been on since
mid-2005.”

Chuy Robles has been
named PD of Radio One’s Re-
gional Mexican KROI/Hous-
ton. He previously worked at
crosstown KLLTN as Asst. PD/
Promotions Coordinator and
replaces Fernando Perez, who
exited in November 2005 and is
now OM of Univision Radio/
San Francisco.

"The search is over,” said Ra-
dio One/Houston Market
Manager Douglas Abernethy, to
whom Robles reports. “Chuy is
a great talent. He’s an excellent
student of radio and is experi-
enced in the programming and
promotion of Hispanic radio
stations. We all look forward to

Robles Appointed PD 0f KROI/Houston

his energy and passion to build
the best Hispanic radio station
in America.”

Robles told R&R, “This is a
great challenge for me. I learned
a lot from [KLTN PD] Raul
Brindis and [Univision Radio/
Houston VP/OM] Arnulfo
Ramirez. They are great people,
but in this business you never
stop learning.

”“I plan to do my job as best
I can, taking into consider-
ation my great co-workers
and everyone else in the in-
dustry, like the record labels.
We will work together to
achieve a common goal, which
is success.”

Brown Becomes WKYS/Washington PD

Derrick Brown has been
named PD of Radio One’s
Urban WKYS/Washing-
ton. He replaces Darryl
Huckaby, who now pro-
grams Radio One’s syndi-
cated Russ Parr Morning
Show.

Kathy Brown, OM of
Radio One/Washington,
DC and PD of the clus-
ter’'s WMM], has been
overseeing WKYS since Huckaby’s
departure last year.

Brown was most recently PD of

Brown

Infinity Urban Oldies
KDJM/Denver, which
flipped to Country in De-
¥ cember 2005. Before his
& KDJM stint Brown spent
i many years as PD of Cox
Urban AC WHQT/Miami.

Brown began his career
at Clear Channel AC
WLIT /Chicago, where he
worked in research and
later earned Asst. PD
stripes. He has also worked on-air
for Clear Channel/Chicago’s Ur-
ban WGCL

Santoro Moves Up To Millennium Sr. VP

Andy Santoro has been
promoted to the newly
created role of Sr. VP of
Millennium Radio Group,
overseeing the company’s
12 stations in New Jersey.
Millennium owns WADB,
WCHR, WJLK & WOBM-
AM & FM/Monmouth-
Ocean; WFPG, WIXM,
WKXW-AM & FM, WPUR
& WSJO/ Atlantic City;
and WBUD/Trenton.

Santoro expands his role after

Santoro

serving as VP/Sales of
Millennium and Market
Manager of WKXW,
21 WSJO & WBUD since

il 2002. He reports to Mil-
lennium President/CEO
Jim Donohoe.

“We're off to a great start
this year,” Santoro told
R&R. “I'm very proud to
be a part of the strong
group of stations that Mil-
lennium has developed to serve
the communities of New Jersey.”

LETTER TO THE EDITOR

The following letter was sent to
R&R by Federated Media COO
Tony Richards.

| was recently at an industry con-
ference and had the opportunity to
chat with several Arbitron staffers.
Normally, | just stop by their booth
and grab some jelly beans — |
thought that's the least they could
do, since we pay that bill every
month.

I only had one question, and |
asked it of every Arbitron employee
I could find. The question was,
“Don’t you guys get tired of getting
yelled at all the time?” | mean, they
visit our markets for training, for ne-

Why Is Arbitron Swinging For The Fence?

gotiations, to sell new products and
God knows what else, and they get
lambasted everywhere they go. This
has been going for as long as | can
remember — since 1980, at least.
Even at the Country Radio Sem-
inar, Emmis’ Rick Cummings said
in the Super Session, “We all hate
Arbitron, right?” to a groundswell of
applause. | thought to myself, “I'm
glad I'm not running Arbitron!”
Which brought me back to my
question; “Don’t you guys get tired
of getting yelled at all the time?”
Every Arbitron staffer gave me the
same answer: “Yes” When | heard

LETTER See Page 10
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Storey Joins Styles
As Exec. VP/C00

Jeff Storey has been named
Exec. VP/COO of Styles Media
Group, based out of the com-
pany’s Panama City, FL. head-
quarters. He now has day-to-day
oversight of broadcast operations
at Styles’ Los Angeles; Riverside;
Panama City; and Dothan, AL
properties.

Storey replaces Tom DiBacco,
who in 1989 teamed with wife
Kim Styles to found Styles Broad-
casting, which merged with U.S.
Broadcasting to form Styles Me-
dia in 2003. DiBacco will remain
a shareholder and continue as
owner and Managing Member of
Styles Management Co., which
runs Styles Media.

Storey was most recently a
Clear Channel VP/Market Man-
ager, spending three years in Sa-
vannah, GA and the previous 10
in Sandusky, OH.

“I’'m thrilled to join Styles,”
Storey told R&R. “It's a great
company, and I'm honored to be
involved. I had terrific success at
Clear Channel’s Savannah cluster,
and I'm looking forward to the
many new challenges at Styles.”

ABC News Radio
Adds Thompson

Former United States Senator
Fred Thompson has been named
a special program
host and senior an-
alyst for ABC News ¥
Radio. "

Thompson, a Re-
publican from Ten-
nessee who's also
well-known from
his role on TV's Law
& Order, will be
based at ABC News
Radio’s Washington, DC bureau.
He'll host specials and other pro-
grams and provide commentary
and analysis on politics, policy,
national security and current af-
fairs.

Thompson will also fill in for
ABC Radio’s Paul Harvey when
the legendary commentator is on
vacation.

“Throughout my life, radio has
always held a certain fascination
for me, and I am very eager to
lend my efforts to ABC News Ra-
dio,” said Thompson about his
new role, which begins Memorial
Day weekend with a special show
focused on America’s servicemen
and -women. “T look forward to
working with the experienced
team at ABC News.”

ABC Radio Networks Sr. VP/
Programming John McConnell
said, “We are thrilled to welcome
Sen. Thompson to the-ABC Radio
family and look forward to devel-
oping a variety of exciting projects
that will benefit from his depth of
talent.”

A practicing attorney, Thompson
has been a figure on the national

THOMPSON See Page 38
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JOE HOWARD

Jhoward@radioandrecords.com

FCC Readying More Indecency Fines

Forty decisions in the pipeline

here’s no official word from the FCC, but rumors are

swirling that the commission is close to releasing about
40 indecency decisions, including one that upholds the
$550,000 penalty levied against CBS for Janet Jackson’s in-
famous breast-baring Super Bowl performance.

The AD reported on Feb. 22 that
about six of the rulings will impose
fines, including one that will penalize
the Fox TV network for an incident
during the 2003 Billboard Music
Awards broadcast when Nicole Rich-
ie used two curse words on the air.

The FCC will reportedly issue
reprimands in a few more decisions,
while the remainder are expected to
be dismissals of complaints. There’s
no word on whether any of the de-

cisions involve complaints against
radio stations.

The decisions are expected to trick-
le out over the next few weeks, arriv-
ing atter more than a year of FCC in-
activity on indecency enforcement.
FCC Commissioner Michael Copps
told R&R last month that he was ex-
pecting some activity in the near future.

The expected decisions will be the
first issued under the chairmanship
of Kevin Martin, who's long been a

crusader for tougher indecency en-
forcement.

R&R’s calls to the FCC for com-
ment were not returned.

The expected decisions
will be the first issued
under the chairmanship
of Kevin Martin, who’s
long been a crusader for

tougher indecency
enforcement.
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Citadel Bondholders Say ABC Deal Means Claim Default

I n an SEC filing made Monday, Citadel Broadcasting Corp. said
it has received a notice of default from an attorney claiming to
represent some of the company's bondholders. The attorney says
Citadel's agreement to purchase ABC Radio constitutes a “funda-
mental change” for the holders of about 31% of the principal amount
of Citadel's 1.875% convertible subordinated notes due 2011.

Citadel said the merger is not a fundamental change and that it
will “vigorously defend itself” in the matter. If the merger is ultimately
found to be a fundamental change, Citadel's noteholders will be able
to force the company to repurchase some or all of its debt for the
full principal amount, plus interest.

Dmr Unveils White Paper On PPM Impact

Broadcast—industry consultancy dmr and the University of Wis-
consin-Madison’s A.C. Nielsen Center for Marketing Research
on Wednesday unveiled the industry’s first independently produced
white paper on the impact Arbitron’s Portable People Meter could
have on radio programming and marketing.

According to dmr President Tripp Eldredge, one key finding is that
the PPM will provide “never-before-available insight into station-
switching patterns and loyalty.” For example, 58% of P1s switch their
P1 station at least once over an eight-week period.

Eldredge said the diary-based methodology and the PPM both
show that P1 listening drives the vast majority of a station's AQH
rating, even with the much larger cume shown by the PPM.

Additionally, Eldredge said, “The longitudinal nature of the PPM
will provide for much more stable ratings on a period-by-period ba-
sis, leading to more accurate data to assess the impact of program-
ming and marketing initiatives.”

Meanwhile, Spanish Broadcasting System has become the sec-
ond radio company, following Beasley, to agree to use Arbitron rat-
ings based on the forthcoming PPM system as SBS inks a new
multiyear, multimarket agreement with the ratings company.

SBS Chairman/CEQ Raul Alarcon Jr, said, “We are willing to make
this commitment to PPM as the new currency for radio in order to
provide our advertisers with the most accountable measures possible
of our growing audiences. We are counting on the PPM to enhance
the credibility of our programming and the value of these audiences
in the eyes of our advertisers.

“Should PPM come to Miami as part of Arbitron’s ‘radio-first’ ini-
tiative, we also intend to encode our TV station [WDLP} to uncover
important opportunities for cross-promotion with our radio stations
in that market.”

In other news, J.L. Media, one of the largest buyers of radio ad-
vertising in the U.S., has agreed to use ratings delivered by Arbitron’s
PPM service when the PPM is deployed in Houston and Philadel-
phia. J.L. Media’s clients include Old Navy, Tempur-Pedic, Modell’s
and Subaru.

J.L. Media Exec. VP/Chief Marketing Officer Stan Gerber said,
“J.L. Media is proud to be among the first media agencies to em-
brace the PPM measurement technology. We believe the PPM will
significantly enhance the measurement of radio audiences, enabling
us to plan and purchase even more effective advertising campaigns
on our clients’ behalf.”

Miller Kaplan Releases 2005 Power Ratios

Miller Kaplan Arase & Co. has released its summary of power
ratios by format for the radio industry, and two formats that have
seen declines in station numbers continue to possess some of the
strongest audience-share-to-revenue-share conversion rates in the
industry.

While the number of Hot AC stations in the top 100 markets Milier
Kaplan measures has fallen from 81 to 63, the format’s power ratio
has climbed from a 1.65 in 2004 to a 1.78 in 2005. Meanwhile, Ac-
tive Rock has seen its station count dip from 32 to 29 yet enjoyed a
jump in its power ratio from a 1.29to a 1.36.

According to Miller Kaplan, the format with the best power ratio
is the News format, with a ratio of 1.99. That's compared to the 1.96
power ratio the format had in 2004. Hot AC has the second-highest
power ratio for 2005, while Triple A (1.58), Rock (1.52) and Classic
Rock and “80s Oldies” (both with a 1.50) round out the top five. AC
enjoys a 1.44 power ratio, equal to 2004. The Aduit Hits format,
which includes “Jack-FM” and “Bob” stations, debuts as a category
with a 1.13 power ratio in 2005.

“The advertising community is becoming more accepting of lis-
teners to the Hot AC and Active Rock formats,” Miller Kaplan Part-
ner/Broadcast Services George Nadel Rivin told R&R. “It's tradition-
ally been more difficult for the advertising community to get their
hands around those formats than it has been for them to get their
hands around AC or Country. It's clearer to many advertisers what
[AC and Country] deliver”

Continued on Page 8
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NEWS

Laura Ingraham

Laura Ingraham

Skyrockets in Fall Book

Washington, D.C. — For the Fall Ratings peri-
od, Laura Ingraham’s ratings growth s as
impressive as her affiliate growth in markets
coast to coast. [*hil Boyce, Program Director
at WABC, New York, reports that "Laura
had a phenomenal Fall book for WABC."
Ingraham holds a 3.3 share in Persons
35/64 in that #1 market, and a 2.9 share

“Laura had a phenomenal
fall book for WABC”

Phil Boyce,
WABC Program Director

==

25/54 demo, ranking her the highest rated
talk show in her day part in New York
Ingraham’s strength with male audiences in
the Big Apple is telling considering that
Ingraham also showed a massive 4.1 share
among Men 35/64 and an equally impressive
3.6 share in Men 25/54.

There was also powerhouse performance in
San Francisco, where the show went From
2.0 to a 3.2 share in 12+ (up \

increase) P 12+ remains strong with a 3.0
share, a 155% increase in Persons 35/64 with
a 2.8 share and a 250% rise in Persons 25/54.
WBEN, Buffalo saw gains with a 4.1 share
in Persons 35/64 (up 52%), and a 171%
increase in the 25/54 demo.

The Laura Ingraham Show exploded on
KNZR, Bakersfield, wherc Ingraham is
ranked #1 in Persons 25/54, going from 0.3
Summer to 3.1 Fall — an increase of over
900% in audience. She also took her day
part from a 1.0 to a 4.5 with

Persons 35/64. And,
with Men 25/54 jumping from

she is #1 T A

Top 20 radic markets, and 43 of the Top
50 radio markets, and 83 of the Top 100
radio markets.

Ingraham’s greac success in station groweh is
not limited o che AM dial, the Show has
added over 30 FM stations bringing her
affiliace roral to over 325 nationwide,
resulting in the largest station count of any
syndicated talk show which aire live mid-
mornings currently in net-

Ingraham was also featured on C-SPAN’S
Q&A with Brian Lamb. Her book "Shut
Up and Sing: How the Elites in Hollywood,
Politics and UN are Subverting America,”
was a New York Times Best Seller.

Laura worked as a speechwriter in the
final  two years of (he Reagan
Adminiscracion ac the White House, the
De¢partment of Transportation and the

work syndication. Talkers
Magazine ranks Ingraham
the 5th largest show in
national syndication.
"This is a huge achicve-
ment in syndicated radio,”
says Mark Masters, CEO
of TRN Enterprises. "We
are ecstatic over the success
of the show. The combina-
ton of Laurd’s brilliance,
and the hard work of the
team has really propelied
the show to the very top of
ratings performance for our stations — we
are grateful that their faith in the show has
been repaid with interest.”

The Laura Ingraham Show has recently
added WYSL, Rochester; WDEL,
Wilmington; WLSS, Sarasota-Bradenton;
and KBZZ, Reno to name just @ few.

In addition to hosting her nationallv syndi-
cated radio program for TRN Enterprises,
Laura Ingraham is an author, frequent
columnist and television commentator.
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0.6 to0 4.0 share. Ingraham is also
#1 in Men 35/64, going from a
1.4 to a 5.2 share. Steve Darnell,
General Manager at KNZR said,
“"Laura Ingraham has been a big
part of our success at KNZR.
Clearly she has given us the
opportunity to he successful in
Bakersfield."

Ingraham saw amazing growth in
Denver taking KNUS, 710 AM’s

morning drive to

60%), a 2.6 to a 4.9 share in
the key rtalk demo (35/64),
their 25/54 demo saw a 57%
increase, while Men 25/54
jumped from z 2.0 o a 3.4
share, and Men 35/64 climbed
from a 2.7 to an amazing 6.4
share in San Francisco.

In Boston at FM talker 96.9
WTKK, Ingraham is domi-
nant with a 3.2 share in the 12+
demo, a 4.9 share in the 35/64
demo, a 3.6 share in the 25/54
demo, a 6.1 share with Men 35/64/ (up
126%) and a 4.5 share Men 25/54 (up
55%).

In St. Louis, an FM talker 97.1 KFTK,
Ingraham’s show quickly dominated her day-
part, soundly trouncing mighty KMOX for
Persons 25/54 demo with a 3.8 share. Her
other demos were also powerful with a 3.7
share 12+, and a 5.0 in the 35/64 demo. Jeff
Allen Program Director at KFTK, sys,
"Laura is one of the shows that makes us
younger, smarter, better; by beating the long
time market leader book after book."

The Laura Ingraham Show was the highest
performing show on her hometown station
on Clear Channel's WTNT, Washington,
D.C. beating ABC’s Powerful WMAL
News Talk 630 in the Men 25/54 demo
with a virtual dead heat for the other
demos in D.C. [ngraham also increased her
P 12+ audience 122% and reported a 63%
jump in 25/54, and a 100% increase in key
talk listeners 35/64 in the nations capital.

share (388% increase) in Men 25/54) on
Hartford’s WDEC, In Men 35/64 the show
holds a

Ingraham’s ratings leaped from a 0.8 to :13.9

impressive 4.2 share (a 250%

325

RANKED
5th

Largm Syndicated Show

red hot with an
astounding 2.6
share 35/64 and 2
and 3 shares in the
other key male
demos in Denver’s
competitive morn-
ing drive.

Likewise Tucson’s
KVOI 12+ demo
went up 162%, the
25/54 demo is up
340% with a 4.4
share, and the 35/64 key talk
demo was up 161% with a 4.7
share. Ingrahams Male 35/64
audience was up 124% with a
6.5 share.

On KZNT, Colorado Springs
Ingraham’s 12+ demo jumped
32% from a 2.5 to a 3.3 share,
and up 45% froma 2.9 1o a 4.2
share in Persons 35/64.

Meanwhile KMBZ in Kansas
City reports a strong market
share in Persons 12+ with a 4.5
share, Persons 25/54 with a 4.4
share, Persons 35/64 with a 6.8
share, and Ingrahams Men
25/54 demo comes in at a strong
5.6 share.

On WIND, Chicago, Ingraham
posted a 50% increase with
Adults 25/54. WNTP,
Philadelphia  saw a1 145%
increase in Men 35/64 witha 2.7
share, an 80% increase 12+, and
22% growth in Persons 35/64.

The Laura Iugrabam Show
now airs in ALL of Americas

OVER
1 S2D

| STATIONS
130 FMIs

TRN Enterprises
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Lee, Laura & Matr

Department of Education. She went on
to graduate from the University of
Virginia School of Law, where she was
Notes Editor of the Law Review. She
served as a law clerk on the U.S. Court of
Appeals for the Second Circuit, and then
on the Supreme Court of the United
States for Justice Clarence Thomas. After
clerking, Laura worked as a white-collar
criminal defense attorney for Skadden,
Arps, Slate, Meagher & Flom. Laura is a
graduate of Dartmouth College.
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RADIO BUSINESS

Earnings
Continued from Page 1

very powerful, personality-driven
FM stations.”

Citadel’s Q4 net income rose from
$13.8 million (10 cents per share) to
$15.8 million (13 cents), 2 cents shy
of Thomson Financial expectations,
but net revenue fell 1%, to $108.3
million.

Q4 operating income increased
29%, to $35 million, but station op-
erating income slid 5%, to $45.9 mil-

lion. Free cash flow fell 12%, to $34.5
million.

For 2005, net income fell from
$74.6 million (54 cents) to $69.8 mil-
lion (55 cents), in line with Thomson
Financial expectations. 2005 net rev-
enue increased 2%, to $419.9 million.

Field ‘At Peace’

Entercom President/CEO David
Field said last week that, despite the
letdown, he’s comfortable with his
company’s not snagging ABC Radio.

“I'm not going to pretend that we

Continued from Page 4

Two Spanish-language formats were measured by Miller Kaplan,
Regional Mexican and Spanish Contemporary. Regional Mexican’s
power ratio moved from a 1.19 to a 1.15 in 2005, while Spanish
Contemporary saw a power-ratio dip from a 0.83 to a 0.75, although
the number of stations in the format shot up from 22 in 2004 to 39
last year.

“Spanish continues to carve out a separate identity,” Nadel Rivin
said. “The Spanish Contemporary format is going to show some
positive results once there is some greater maturity”

Smooth Jazz, meanwhile, continues to struggle in its conversion
of audience share to revenue share, seeing its power ratio dip from
a 0.83 to a 0.81. Nadel Rivin said aging demographics in the for-
mat are one of the reasons for the decline.

CHR/Pop saw slight growth, with its power ratio improving from
a 1.18 to a 1.20. Christian AC’s power ratio leapt from a 0.77 in
2004 to a 0.99 last year.

Finally, Urban continued to see positive long-term growth. Al-
though Urban AC and Urban Oldies saw slight dips, from a 0.96 to
a 0.94 and a 0.96 to a 0.90, respectively, Urban’s power ratio in-
creased from a 0.90 to a 0.92 in 2005. This compares to a 0.72
power ratio for Urban in 1989 and a 0.87 power ratio for the for-
mat in 1997.

Univision Completes Emtravision Divestiture

U nivision on Monday announced that Entravision is repurchas-
ing 7 million shares of its Class U common stock currently held
by Univision for $51.1 million, or $7.30 per share. The deal was
slated to close on March 2 and cuts Univision’s interest in
Entravision to below 15%. As a condition of its 2003 acquisition of
Hispanic Broadcasting Corp., Univision was directed by the Depart-
ment of Justice to reduce its stake in Entravision to 15% by March
26, 2006.

Entravision CEO Walter Ulloa said, “Today’s repurchase an-
nouncement and the recently completed sale of our San Francisco-
San Jose radio stations reduces Univision’s ownership stake in
Entravision to comply with Univision’s DOJ agreement. We took a
strategic approach to resolving this issue and believe these trans-
actions represent prudent uses of nonstrategic assets and cash that

weren’t disappointed,” Field said.
"We spent a tremendous amount of
time and effort over many months
— frankly, years — pursuing that
transaction, but we weren’t willing
to overextend ourselves.

“Citadel was willing to pay $100
million more for the company. We
made the right business decision for
our shareholders. 'm at peace.”

Entercom'’s Q4 revenue declined
6%, to $103.7 million, while operat-
ing income fell 10%, to $33.8 million.
Q4 net income dropped from $19.4
million (40 cents) to $15.8 million (35
cents), in line with Thomson Finan-
cial expectations.
~ For 2005, net revenue increased
2%, to $432.5 million, while operat-
ing income rose 5%, to $153 million.
Entercom’s 2005 net income rose
from $75.6 million ($1.50) to $78.4
million ($1.70), topping Thomson
Financial analysts’ forecast of $1.64
per share.

For Q1, Entercom forecasts that net
revenue will decline about 5% and
expects to record $1.5 million in costs
associated with its ABC Radio bid.

Meanwhile, Entercom'’s board of
directors has approved a regular
quarterly cash dividend of 38 cents
per share on Entercom’s class Aand
B common shares. The first divi-
dend is payable on March 30 to
shareholders of record as of March
14.

CBS Radio Facing Challenges

CBS Corp. President/CEQ Les
Moonves said Feb. 23 that CBS Ra-
dio is focused on content develop-
ment. “We've had some challenges
since losing Howard Stern,”
Moonves said. “Some of our new
shows will work, and some won't.
But we are constantly evaluating
these programs and will increase
CBS Radio’s programming quality.”

CBS’s overall Q4 radio revenue
declined 1%, to $543.5 million, while
Q4 operating income fell 11%, to
$205.3 million. For the year, CBS
Radio revenue rose 1%, to $2.1 bil-
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All transaction information provided by
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BiA’s MEDIA Access Pro, Chantilly, VA.

® WGKC-FM/Mahomet, WEVX-FM & WQQB-FM/Rantoul and
WEBX-FM/Tuscola (Champaign), IL Undisclosed §

® KLWN-AM & KLZR-FM/Lawrence (Topeka), KS Undisciosed
® KMXN-FM/Osage City (Topeka), KS Undisclosed

® WTSZ-FMEminence (Louisville), KY $500,000

® WTMT-AM/Louisville, KY $1 million

® WVXH-FM/Harrison, Ml $200,000
® WVXM-FM/Manistee, Mi $380,000

® KZRG-AM, KZYM-AM, KIXQ-FM & KSYN-FM/Joplin and

4

KJMK-FM & KXDG-FM/Webb City (Joplin), MO Undisclosed

S ® KMAS-AM/Shelton, WA $725,000

AR

® WLRK-FM/Wausau, WI $3.7 million and transfer of control of
WDLB-AM/Marshfield, WOSQ-FM/Spencer and WFHR-AM/
Wisconsin Rapids (Wausau-Stevens Point), Wi

Full transaction listings, posted daily, can be found at

www.radioandrecords.com.

2Ry

© WBKN-FM/Brookhaven and WMJU-FM/Bude, MS

PRICE: $1.4 million

TERMS: Assets for cash and note

BUYER: Wayne Dowdy. Phone: 601-783-6600. He owns 12 other
stations. This represents his entry into the market. 1
SELLER: Ole Brooke Broadcasting, headed by Treasurer/Secretary
William Reynolds. Phone: 601-833-6221

COMMENT: The Buyers Guide weekly newspaper is also included

in this deal.
s o s - Ix

Dollars to Date:

Dollars This Quarter:

Stations Traded This Year:

Stations Traded This Quarter:

lion, but operating income fell 3%,
to $892.9 million.

On a pro forma basis from con-
tinuing operations, which assumes
CBS Corp. was independent from
Viacom a year ago, Q4 net earnings
were $310.8 million (41 cents), 2
cents better than Thomson Financial
analysts’ expectations.

For 2005, net losses narrowed

i B i s B
G

=

$2,999,764,122

(Last Year: $2,852,353,805)

$2,999,764,122

(Last Year: $524,503.937)

182

(Last Year: 891) .
182

(Last Year: 221)

from $17.5 billion ($10.19) to $7.1
billion ($4.49). Ona pro forma basis,
2005 net income was $1.3 biliion
($1.59), in line with Thomson Finan-
cial expectations.

Liggins’ Tepid Radio Forecast

Radio One President/CEO Al-
fred Liggins said during a Feb. 25

EARNINGS See Page 38

. . . we knew that we had something special with this program

and it wasn't long before audience survey results proved us right!

—LAURIE KENDRICK, News Director/Programming, FM News Channel 97.5, Houston

New York / WCBS-AM
Los Angeles / KNX-AM

San Francisco / KNEW-AM

Houston / KFNC-FMW

Just a sample from

the growing list of
DREAM DOCTOR
affiliates . . . |

Las Vegas / KNUU-AM
CONTACT: GEORGE OLIVA (818) 342-1031

Minneapolis / WFMP-FM
Salt Lake City / KUTR-AM

ny for 5 unique hours available for the weekend

%

West Palm Beach / WFTL-AM

Hartford / WTIC-AM
Albany / WABT-FM
Monterey / KCDU-FM
Lexington / WLRO-FM
Bridgeport / WICC-AM
Ventura / KKZZ-AM

or RICK EYTCHESON (916) 715-9419 ror a demo, go to www.dreamdoctor.com/radio

8 @ Radio & Records March 3, 2006
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| Erich “Mancow” Muller

Mancow

Advertisement

NEWS

Fall Ratings Show
Massive Growth

Since the launch of Mancows Morning
Madhouse last year into national syndica-
tion, stations narionwide are ecstatic abourt
the recent ratings coming in on “The Cow."
Erich  "Mancow" Muller sdill reigns
supreme on Emmis’ WKQX, Chicago,
where he ranked #1 in Cume Audience for
18/34 males, and jumped his audience size
yet again going from a 7.4 Share to a 10.1
Share in AQEI Men 18/34, beating out
Howard Stern’s final book in Chicago by
more than a 2 o 1 margin. Mancow also
holds an impressive 6.0 Share in Mecn
18/49. Mancow not only cleaned up in
Cume, but AQH as well in the country’s
third largest radio market.

On KCXM-FM, Kansas City, Mancow
jumped the former "Planet” from 15th
place to an astronomical 3rd place ﬂﬁer
Jjust one book in Fall ‘'05. Mancow's ratings
catapulted 259% with Men 18/34, going
from a 1.7 Share to an amazing 6.1 Share.
In Men 18/49, Cow increased an astound-
ing 308% from a 1.3 to a 5.3. KCXM FM
also increased its AQH an equally impres-

“Mancow is the super-
star we were always

looking for..."
Don Martin,
Clear Channel's XTRA, Los Angeles

sive 333% in Men 25/54, (1.2 to a 5.2

Share-rarely seen in a debut book).

Ted Edwards, Operations Manager,
KCXM-FM calls Mancow’s Mornin

Madhouse "A machine gun of top of minﬁ
contemporary entertainment and topics
with daily guests any national television talk
show wouFd envv. The show moves at the
speed of sound - the Cow is so freakjng
now!"

Against a hericage morning show in
Norfolk, Sinclairs’ WROX- FM saw a
massive 311% gain in Men 25/54,
jumping from an 0.9 to a 3.7 Share,
Men 18/34 went from a 7.2 Share to
an even more amazing 9.0 Share, and
in Men 18/49 Mancow took his show
from a 3.7 to a 5.7 Share.

In Los Angeles Clear Channel XTRA’s
Program Director Don Martin says,
"Mancow is the Superstar we were always
looking for; he scts our station a part from
the rest!”

In Des Moines, on Saga’s active rocker
KAZR-FM, Mancow ranked #1 in morn-
ing drive in the sought after male 18/34
demo, with an amazing 14.7 Share (14.0 in
Cume Rating). In the male 18/49 demo
Mancow is also #1 with a massive 10.0
Share (10.7 in Cume Rating), and in the
male 25/54 demo, Mancow brought in a
8.2 Share (9.1 in Cume Rating). Bill Wells
KAZR-FM’s Vice President is ecstatic with
these results sayirg, “Mancow had another
reat book! He continues to be #1 in morn-
ing drive for Persons 18/34 and by a wide

margin. That means money in the bank

for KAZR-FM.”

In Joplin, MO, Chris Stevens from Rock
Station KJML says, “What can | say about
the addition of Mancow in the morning on
KJML except chat ics just che flippin’ greac-

est morning show on the planet!”

In Salt Lake City, Alan Hague, Vice
President of Programming of newly
launched Simmons Talker KFMS-FM,
says, "Mancow  immediately
brought us 18/34 Men numbers.

He Enows how to captivate an T
audience.  Mancows  Morning
Madhouse is extremelv engaging
radio.” Mancow’s morning drive
Cume jumped 133% in Men 12+;
78% in Persons 12+ in Salt Lake
Ciry.

In  Liule Rock, Operations
Manager Charlie Kendall was
equally excited about Mancow’s
launch on his FM Rocker KKZR
FM, saying "Mancow does more
in thirty minutes on his show than
most morning shows do in a
week!" Mancow is up with Men
18/34 witha 5.1 in Cfl,une Rating,
Mancow is also up with Men
18/49 with a 4.4 in Cume Rating.

In Marion, IL, Program Director
Matt Mellen ofW'lgAO, express-
es his complete satsfaction with
Mancow'’s Morning Madhouse say-
ing, “We bmugﬁt on Cow In
November and can already see an
increase in both Cume and TSL.
What more could we possibly ask
for?”

Mceanwhile, in Knoxville,
Alternative Rocker WNFZ, con-
tinues to dominate with Mancow,
pulling a massive 9.9 Share (10.7
in Cume Rating) in the all impor-
tant Male 18/34 demo, and a 7.3
Share with Males 18/49 (8.6 in
Cume Rating).

In Medford, on Clear Channel
Rocker KZZE, Mancow'’s
Morning Madhouse surged from
3rd place (with an 11.8 Share) to
Ist place with a rocking 26.7
Share in the Men 18/34 demo.
Also, Men 18/49 doubled from a
6.9 Share to a 12.7 Share, rankin
Mancow 3rd in that demo. KZZE
Program Director Rob King says
“BING! BAM! BOOM! POW!
It's like 20 morning shows all
wrapped up into one.

In  Wausau, WMZK’s Steve
Resnick said, “Mancow is the most
addictive, entertaining morning
show out there. Our audience toot
to it instantly — He pleases our old
listeners, brought over new listeners
and reminded us all why we listen
to radio.”

Mark Masters, CEQ of TRN-FM
says "Mancow's Morning
Madhouse offers the full spectrum

of entertainment — movies, music and poli
tics — which equals massive listenership.
Mancow gets this business. He undcrstam]‘:ls
what it rakes for his stations to make
money.

"People have looked at my ratings domi-
nance in the key male demos and have tried
to compare my show to others, but there is
simply nothing like Mancow’s Morning
Madhouse on the airwaves. | treat my lis
teners like chey have brains above the waist
and they respond. What we have done.
with d()ublc—gigir ratings in the Fall, dou-
ble-digit ratings for 11 years in Chicago, is
we have cracked the FM Talk code. We have
figured it out. We know how to do it, make
tons of money, attract all the right adver-
tisers and be FCC-safe," said Mancow.

Mancow’s Morning Madhouse has
recently added KSTN Stockton where
General Manager Robert LaRue is clear-
ly thrilled wil% Mancow’s performance
saying, “We have only been airing the
show for two weeks and the response has
been great — it blows the socks oft any
other morning show.”

Likewise, in Springfield, Eric Simon,
Program Director for new affiliate station
KZRQ says, “In less than four months we
have really seen a big buzz on the streets
with Mancow and it seems that every where
I turn I'm hearing people spout out Chuck
Norris Facts and other Mancow-isms. This

Spring will surely be huge.”

In Champaign, IL, Program Director John
Mayotte of WEBX praises Mancow’s
“Winning” show saying, “Mancow has con-
stantly been at the top of the Champaign —
Urbana market with 18/34 vyear olgs. he
show finished #1 with 18/34 year old males
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and finished in the top three with 25/54
year old males in both the Spring and Fall
Arbitron books for 2005. Not on_f;’ that but
the service from both TRN and Mancow’s
Morning Madhouse has been top notch - If
you want to win with males in your market
then Mancow’s Morning Madhouse is the
answer.”

In Fresno, Vice President Jeff Negrete of
KAZR says, “Mancow makes other morn-
ing shows sound lazy, I'm thankful he’s on
our team.

Airing on over two dozen FM starions
nationwide, Mancow is leading the trend
for a unique new brand of FM Talk pro-
gramming. " Mancow’s Morning Madhouse
has become the ultimate hybrifinnovation
of fast-paced, sidesplitting entertainment
and opinion/news,” said Mark Masters
CEO of TRN-FM. "Combine that with
today’s top newsmakers and celebrities
added heavily into the mix, and you have a
show that spans a spectrum that reaches
beyond anything heard on FM talkers
today,” he added.

Mancow’s Morning Madhouse airs on
Emmis’ Q101 in Chicago, IL; Clear
Channel’s XTRA, Los Angeles, CA;
WROX FM, Norfolk, VA; KAZR FM, Des
Moines, 1A; WWCT FM, Peoria, IL; and
KWK]J FM, Warrensburg, MO. Mancow
recently added: KRZR, Fresno, CA;
KKZR, Little Rock, AR; KQXR, Boise,
ID; KCXM, Kansas City, MO; WMZK,
Wausau, WI; KFMS, Sa?t, Lake City, UT;
WTAQ, Marion, IL; KZZE, Medford,
OR; KJML, Joplin, MO; WWRK,
Florence, SC; KZRQ, Springfield, MO;
WEBX, Champaign, IL; KJLL, Tucson,
AZ; and KSTN, Stockton, CA.
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NEWSBREAKERS

Brock Becomes PD
0f WRQQ/Nashville

Al Brock is transferring to Cumu-
lus” WRQQ (Oldies 97.1)/Nashville
as PD. He comes from the OM post
at the company’s Myrtle Beach, SC
cluster.

Brock replaces Joe Limardi, who
will stay with Cumulus in a to-be-
announced capacity. WRQQ flipped
from Hot AC to Oldies in May 2005,
though Limardi has been at the
helm there since May 2004.

Brock’s programming history in-
cludes several notable Oldies sta-
tions, including KLOU/St. Louis
and WWBB/Providence. He’s also
spent time as PD of WKLR/India-
napolis and WKLX/Rochester, NY.

Universal

Continued from Page 1
genres: Nelly, Stevie Wonder, Lind-
say Lohan, Michael McDonald, Blue
October, Jojo, Chamillionaire, Ery-
kah Badu, India.Arie, Akon, Lil
Wayne, David Banner and The Mars
Volta. The label will also encompass
the Cash Money and Blackground
imprints.

The labels will operate with sepa-
rate, dedicated promotion, A&R,
marketing and publicity staffs but
will share back-office functions such
as legal and finance. Rhone and
Lipman will continue to report to
UMRG Chairman/CEQ Mel Lewin-
ter.

KFXR

Continued from Page 1

will continue to air on the radio sta-
tion.

“For decades 1190 was the most-
listened-to station in Dallas, and this
switch to all classic country favorites
will allow true Texans to reconnect
with their roots,” Wodka said.
“We’ll be locally produced and fea-
ture live DJs, and everything we do
will be based on listener feedback.”

Entercom Adult Hits WSMW
(98-7 Simon)/Greensboro has
brought in Sean Sellers as PD.
He replaces Michael Bryan, who
recently transferred to CHR/
Rhythmic sister WNVZ (Z104)/
Norfolk as PD/afternoon driver.

Sellers spent eight years at
then-Hot AC WWVZ & WWZZ
(Z104)/ Washington. He left the
stations as Asst. PD/MD/ after-
noon talent in January when they
flipped to Classical.

“Over the last few months
we've spoken with a number of

Sellers To Program ‘Simon’/Greenshoro

strong candidates, but we were
immediately impressed with
Sean'’s intelligence, strong cre-
ativity and likeable personality,”
said WSMW OM Brian Douglas.

“The depth and range of his
musical knowledge, his excellent
creative-writing skills and his
ability to relate well to all the
members of our team really
stood out.

“Sean and his wife have
wanted to return to North Caro-
lina for a while now, so this is
great timing all the way around.”

Ward Upped To SVP/CFO Of Univision Radio

imothy Ward has been promoted from VP/CFO to Sr. VP/CFO of

Univision Radio. He's been associated with the company since 2000,
when he joined Hispanic Broadcasting Corp. as VP/Treasurer. He stayed
on following HBC's merger with Univision Communications.

Ward reports to Univision Radio President/COO Gary Stone, who said,
“Tim has demonstrated tremendous leadership heading our financial and
business affairs, and today we are very proud to announce this well-de-
served promotion.”

Ward retains his primary responsibilities of managing Univision Radio’s
financial and business affairs, cash management and radio-station acqui-
sitions and assisting in the group’s strategic direction — duties he's had
since June 2004. He has also held financial-management positions with
AMFM Inc.

Stern
Continued from Page 1

contract required him to first consult
with Infinity before undertaking
any new radio projects and says his
private negotiations to move to
Sirius violated that provision.
“Stern ignored that responsibility,
and negotiated and concluded his
agreement with Sirius in secret,”
CBS claims.

The suit also claims that Stern
hasn't returned recordings of his old
Infinity show to CBS. CBS seeks un-
specified damages from Stern,
Buchwald and Sirius.

After the New York Post rumored

the lawsuit on Tuesday morning —
but before CBS’s official announce-
ment of the suit later in the day —
Stern held a press conference in
which he claimed CBS Corp. was
“bullying” him and threatening to
sue. The Associated Press reported
that Stern said he disclosed his agree-
ment with Sirius to CBS execs and
discussed his intentions to move to
Sirius on the air.

Stern also disputed CBS's reported
claim that he caused it financial dam-
ages by discussing satellite radio on
the air, saying it was a legitimate story
about the media and helped lead to
high ratings for his show and sold-out
advertising time.

— Joe Howard

LaMarca
Continued from Page 1

experience in all aspects of local and
network radio — including pro-
gramming, sales and executive
management — will be extraordi-
narily valuable as we develop this
innovative new Talk format. We
worked together for years at Broad-

cast Programming and at Jones Ra-
dio Networks, and I'm excited to
have him on the GreenStone team.”

LaMarca said, “Our program-
ming will superserve women listen-
ers. Clearly, the satellite services have
been scrambling for female Talk.
Now stations will have enough qual-
ity programming to fill a whole day,
and the potential audience and rev-
enue is huge.”

Letter
Continued from Page 3

that answer, | couldn't help but ask the obvious followup question: “Then
why don’t you do something about it?” This brought up several topics,
none of which will surprise you.

Arbitron employees said they get yelled at by broadcasters mostly about
these three things: cost; lousy sample size or sampling in general; and
lousy diary retum, especially from young men.

i know this is no great shock, but this has been going on for the better
part of 20 years. Most companies that had an operational strategy this
flawed would have been out of business a long time ago.

This led to my final question: “Why is Arbitron swinging for the fence
when a double might do the trick?” By that | mean, why is Arbitron trying
to implement the Portable People Meter when it has so many obstacles
to overcome, not the least of which is price?

In the interim, why not have online diaries? When we asked that ques-
tion a few years ago the answer was “Not everyone has access.” That's
not a very valid answer today. Arbitron said another reason was “securi-
ty” The Internet hosts billions of dollars of transactions every year. There
goes that argument. Surely, having an online diary is more secure than
10 diaries lying on someone’s dining-room table.

Having an online diary would create a much more convenient way for
Arbitron to collect data, especially from the tough-to-get male 18-24 demo.
It's cheaper for Arbitron to collect the information, and they could pass
those savings on to their customers. They wouldn’t be changing the phi-
losophy of the diary method, and it's more secure than sending multiple
diaries to a household via snail mail.

Sometimes a single or doubie is enough to get on the scoreboard. So
come on, Arbitron, supplement your diary collection with online diaries.
we're as tired of yelling at you as you are of getting yelled at.

The views expressed in a letter to the editor are those of the writer only.
The writer is solely responsible for the content. R&R reserves the right
to edit letters.

The ”# 1 Talk Show In New_ Yo:rk is on

ObCRADIO NETWE
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Adds

Continued from Page 1

All new songs have a certain life-
line consisting of signposts. These
signposts are markers or indicators of
progress.

A song is released, and program-
mers show their support by adding
it. This is the beginning of the life of
a record, its first signpost. Most
Added is a tally of adds every week.
Would a programmer want to go
through a list of every station’s adds
and manually tabulate the number of
adds various songs received? Prepos-
terous! Thus, Most Added is simply
a timesaving tool for programmers.

The vilification of Most Added can
be attributed to a number of factors,
including well-meaning, if overzeal-
ous, pleas to programmers: “But it
was Most Added! Why won't you
add it?” In response, a programmer
says he doesn’t care about Most
Added, cutting off the appeal mid-
stride.

Whether the PD does or doesn't
care about Most Added doesn't ren-
der the tally useless. It remains a vi-
able, mathematical accounting of
support for the song among the
successful radio stations in the
United States.

Adds: Use Or Abuse?

We propose that the right way to
use adds is for programmers to report
them when they intend to provide a
measure of support for a particular
song. Adds signify that the program-
mer is committing to airplay until he
or she determines that the song will
remain on the station for the long
term or until the time the song is
dropped.

A public statement, via an inde-
pendent trade publication like R&R,
proves to anyone who would ques-
tion a station or programmer that the
programmer is operating in good
faith and has nothing to hide.

We contacted numerous industry
executives across formats to give us

their opinions about adds for this ar-
ticle last month, before Cumulus’ dec-
laration that it will withhold informa-
tion from the trades. Here is what
they had to say.

Richard Palmese

Exec. VP/Promotion,
RCA Music Group

[ think this is a no-brainer. The add
represents a commitment. We all
know at the end of the day that air-
play and rotation are what matter, es-
pecially rotation in good dayparts.
Some stations and programmers
spike records, and when they’re com-
fortable they add them.

Does an add mean the record’s a
hit? No. We're going to have to prove

“When you call your
international licensees
and say, ‘Guess what?
This artist is No. 1

Most Added,’ it creates
excitement all around
the world, which is good.
We need excitement

in our business.”

Richard Palmese

R e T

that in time. Ultimately, we’ll find out
through research. But when you pick
up the phone and call your interna-
tional licensees and say, “Guess
what? This artist is No. 1 Most
Added,” it creates excitement all
around the world, which is good.
We need excitement in our business.

It's tough enough today because
you can no longer take a programmer
to see a new artist in concert without
filling out an affidavit. You can’t give
away a CD without filling out an af-
fidavit. We're being robbed of so
much excitement, which is another
issue in itself, but I don’t want to lose

the excitement of adds. Also, and
most important, I don’t want to see
the concept of the add demonized.

As a manager, | find it's very mo-
tivating to my staff to go out there
and fight to be one of the Most
Added songs in any given week.
They're fighting for our artists and
our music, and competition is re-
ally good.

We're smart, intelligent people.
We know it's all about rotation, but
it starts with the add.

Greg Thompson
Exec. VP/Promation, IDIMG

To me, the add is the validation of
a commitment from the radio station
to that record for an extended period
of time, and ! think it's an important
thing because it’s the radio station
sending that signal to the artist and
the label.

It also allows us to know that the
record is entrenched and the station
feels that it's going to commit itself
to that artist and song, I think it's a
good thing. We like the idea of adds.

This might not be the perfect
analogy, but it’s like someone get-
ting married — it's a sign of a com-
mitment to the relationship. I know
some people say, “Why do we need
adds?” The answer is, because we
need to know you're committed to
the song.

We make investments on a regional
and local level. We need to be able to
share information with other parts of
the country about how a record is do-
ing, and, whether radio guys admit
it or not, they also look at each other
to see if they're committed.

It's extremely important at formats
like Urban and Rhythmic, where
there is a large amount of editorial
airplay coming from mix shows and
fluctuations in the amount of visibil-
ity on songs because a mix show
serves a different function than regu-
lar programming for most stations.

There's a big difference between
being a record that's getting some

Music Allies Appoints Attaway Nat’l Dir./Promo

usic Allies has tapped Nick Attaway as National Director/Promo-

tion, effective March 13. Attaway leaves ATO Records and Red

Light Management, where he has been responsible for radio promotion
over the past two years.
At Music Allies Attaway will work alongside National Director/Promo-
tion Damon Grossman, Marketing Coordinator Zac Altheimer and founder
Sean O’'Connell in overseeing radio marketing for the Music Allies roster

of labels, which includes Righteous Babe Records, Brushfire Records,
United Musicians/SuperEgo, Velour Music, UFO Music, Fatboy Records,
Mighty Sound, the Bonnaroo Music Festival, Kismet Records, Relix

Records and Iris Records.

*Hiring Nick demonstrates that Music Allies is committed to providing
our labels with the best promotion and marketing possible,” O’Connell
said. “Our labels are lucky to have him overseeing their marketing plans
and promoting their artists. Nick’s combination of enthusiasm, experi-
ence, vision and attention to detail have made him one of the best in the
business. He understands the challenges and economic realities of inde-
pendent labels, and he knows how to get the job done "

love on the mix show at Power 106
[KPWR/Los Angeles] and a record
that’s actually been stamped and ap-
proved by [Asst. PD/MD] E-Man
and [PD] Jimmy Steal as something
they’re going to commit to and put
into regular programming for some
time to come.

An add also sends a signal that this
is a record that stations will play, ex-
pose, research and invest callout in.
They're taking a vested interest in it.
That all starts with the add.

Clay Hunnicutt

VP/Country & Regional VP,
Clear Channel

Adds can show a label and its
staff positive momentum. Espe-
cially with a new act, it is encour-
agement and shows belief in that
song and artist by a radio station
if the station is willing to add it. In
this business we should all cel-
ebrate more of the small victories,
and adds can be a very effective tool
for that.

Adds can also be a useful tool
for programmers to see who's add-

ing a record and when. For people
on the fence, it enables them to
look at a list, pick up the phone
and call someone else they respect
to get their impressions on the
song and why they moved on it.

The Most Added list is helpful
to see what might be working in
multiple markets and what we
might be missing on the local level.
If you see a lot of stations jump on
a record in the first couple of
weeks, that’s a good indicator that
it’s worth something. We all miss
hits from time to time, and other
PDs can help you see what you
might be missing.

Adds are one of the few remain-
ing old ways of doing business
that we still cling to. The thing that
really matters to the success of an
artist and song is significant air-
play. Without the airplay, the add
means nothing.

Adds should mean more than
one spin a week. They should be
substantial and daypart-appropri-
ate spins. That’s a commitment.

Continued on Page 14
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Jerry Doyle

Jerry Doyle

Showing Strong Ratings Coast to Coast

Adding Clear Channel San Francisco, Middays

Las Vegas, NV — Jerry Doyle continues to
reign as the fastest growing show in TRN
Enterprises history, surpassing the 225 sta-
tion mark, including 23 FM stations, in just
under two years. Mark Masters, TRN
Enterprises CEO, couldnt be more pleased
saying, "Jerry's emotional and intellectual
range is often breathtaking. Jerry it just
amazing. He's a nacural ralker, and deserves
the success he is attaining.”

Clear Channel's KNEW, San Francisco just
added The Jerry Doyle Show live Mpnday
through Friday, Noon w0 3

KFMB saw their 12+ demo skyrocket 59%
w a 2.7 share with Dovle. The Jerry Doyle
Show took KFMB Men 35+ froma 3.1 toa
4.3 share (an increase of 39%) In Men
25/54, he beat out heritage flamethrower
KOGO by a half a share point; Doyles
AQH growth was up 6% while competitor
KOGO dropped almost 57% in that key
male demo. In Men 12+ from Summer to
Fall, Doyle grew from a 1.8 to a 2.6, and in
Men 25/44, Doyle saw huge
gains going from a 0.6 to a 2.3, T A
(up 283% from

35/64. and a 43% increase 25/54. Patrick
Campion, Operations Manager  at
WWTC, calls Doyle "Lively and topical.
The Jerry Doyle Show puts together a great
mix of pop culture and polmcs our listen-
ers love this fast-paced and thoroughly
entertaining show.’

On Clear Channel's WMMB/WMMYV,
Melbourne, Men 25/54 shot from a 2.2 to a
4.0 in Jerry’s debut book, and from a 2.9 to
a 5.6 share with Men 35/64. From a year
ago, The Jerry Doyle Show has grown the
Men 35/64 audience 229%. Program
Director Scott Duncan savs his marker has
embraced Jerry bevond his expectations.

On Spokanc’s 50,000 watt blow torch,
Citadel’s powerhouse talker continues to
reign supreme with Doyle, who has been
dominant in the marker for well over a vear.
In Men 25/54. Jerry took the station from a
2.5 to 7.6 share (up over 200%) in the
Spring book, and from Summer to Fall,
Doyle increased his Men 35+ going from a
1.2 to 3.1 share (Up 158%).

Citadel Talker KWQW, Des Moines is
going head-to-head with heritage ralker
WHO. and The Jerry Doyle Show has tied
WHO for the #1 talk show slot in Men
25/54 after just two books. Doyle has taken
KWQW from a 0.0 to a 3.3 share with Men
25/54, and the Cume from Summer to Fall
05 is also up 57%. The Jerry Doyle Show
took Men 35/64 (again in a dead heat tie
with WHO) from a 2.6 to a 4.8 share. For
those keeping score, Doyle was up 85%,

L K . R A D 1 o

p.m. KNEW Program
Director, Bob Agnew says,
"Jerry Doyle will be a great
compliment and addition to
Talk 910 KNE said
Agnew. "He is no longer a reg-
istered Republican but a real
independent thinker who is in
line with 910AM KNEW's
top ranked host Michael
Savage. Savage brings the
'Independent  Conservative'
theme to KNEW airwaves,

225 I

STATIONS
23 FMs
RANKED

9th

Largest Syndicated Show

book to book, over
660% from one
year ago.)

Orlando it is
high velocity ratings
for WDBO, where
Doyle dominates.
Doyle rated a 4.5
share in Persons
12+, a 4.4 Persons
35/64 and a 3.6
share Men 35/64.

On KKAR Omaha,

Doyle backs it up.”

Mirroring his incredible afhliate growth is the
fact thac The Jerry Doyle Show is now ranked
the 9th largest syndicated radio talk show in
America, according o Talkers Magazine.
From Boston Harbor to the bays of California,
Jerry Doyle’s ratings are also on the rise.

“Jerry’s perspective is
right on target with our
WBAP listeners.”

Bob Shomper,
Program Director, WBAP

Doyle continues his dominance in Dallas,
where ABC's WBAP ranked as the #1 talker
in Jerry's daypart. In Men 35+ Jerry was not
only on top in AQH with a 3.2 share, but
had almost twice the Cume as his nearest
competitor In
Persons 35/64
Doyle scored a
3.3 share in the
talk demo.
WBAP Program
Director  Bob
Shomper  had
this to say ubout
The Jerry Doyle
Show, From
Hollywood
conservative to
A  congressional
wey v s candidare...
s Din ook o & 0

Jerry's  per-
spective is right on

target with our WBAP listeners.”

isﬂf

for m
Anather season
aby\o. K pingovee-wpace 488

Earthic Final Cor: it Anawseries

tmn Trale vitun Gene Roddeaber™

Americas Finest Ciry, San Diego, is also one of
Americas most compeutive alk radio mar
kets. With five ditferent AM stations com-
peting, Dovles 2nd book in the market on
powerhouse station KFMB  showed graat
consister £ growth from Summer to [all.

The Jerry Doyle
Show saw huge gains across the
board. In Persons 25/54 Doyle
went from a 2.5 to a 6.2 share
(up 148%), in the key talk
demo, Persons 35/64 grew from
a 3.6 to a 10.8 (up 200%),
Doyle's male audience soared in
the Men 25/54 demo going from
a 1.7 to a 9.3 share (up 447%),
and Men 35/64 went from a 1.8
to a 13.5 share, an amazing
650% increase.

In his debut book The ferry
Doyle Show on Clear Channel's
KHBZ Honolulu took Persons
25/54 from 0.8 last Fall to a 2.9
(up over 200%). Since then,
Jerry has continued to score high
marks on KHBZ. In the latest
survery, Jerry Dovle increased his
Men 25/54 from 0.0 to a 2.3
share, and in his debut book, in
Men 35/64, Jerry grew from a
0.9 one year ago to a 3.1 share.
In the Tall '05 Survey with Men
25/54, Jerrv remains consistent
with a 2.7 share, up 200% from
one year ago.

At Citadel's 50,000 swartt calker
KBOI in Boise, Dovle saw huge
gains 1n audience share. starting
from virtually zero at his debut
and going to an amazing 5.5
sharce in Adults 25/54, and a 4.7
share in Adults 35/64. "We

'.lp})l'(’Ci;l[L’ ll]L’ AWesome  pro-

gramming that you provide
KBOIL" savs Andrew  Paul,

Program Director, KBOI.

Minneapolis' WWTC saw
strong growth in all demos with
a 3.2 share Men 35/64, a solid

150% increase in Persons

OVER
225

STATIONS
| 23 FM\is

TRN Enterprises
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while WHO slipped 6% from Summer to
Fall 05 in the Men 35/64 demographic. A
remarkable feat since WHO has dominated
the market for over a decade.

At WTNT, Wishington Doyle increased his
audience by 116% in cume in the key ralk
demo (Men 35/64). In Seattle, KTTH AM.,

Dovyle showed 100% gains in cume 12+.

On WNTP, Philadelphia, Jerrys Cume
with Person 25/54 has increased 125%
since Spring. On KTBL, Albuquerque,
Jerry's Cume is up 56% with Men 25/54,
up 114% with Men 35/64, and up 85%
with Person 12+. On KTBL, Jerry is the
sccond most listened to ralk station in his
daypart with Men 25/54 and Men 35+. On
WQSC, Charleston, The Jerry Doyle Show
increased Cume audience 275% with Men

25/54, and 43% with Men 35/64.
The Jerry Doyle Show is a mix of poliucs,

pop culuure and currenc events. Prior to his
burgeoning career in talk radio, Dovle’s dis-
tnctive repertoire included Fighter Pilot,
Wall Street Insider for over 10 years and
TV Star. He has starred in many made for
TV movies. but is best known as the char-
acter of Michael Garibaldi on the Emmy
winning Sci-fi television series Babylon 5
which ran for five years.

The Jerry Doyle Show airs Live M-1' 12 w0 3
Pacific (3 p.m. to 6 p.m. EST) with scc-
ondary feeds 7 to 10 Pacific (10 p.m. o 1
a.m. EST). Doyle is syndicated by TRN

Enterprises.
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Adds

Continued from Page 12

Adds can give false hope at
times. You can come out with a
record, have 50 adds the first week
and then stall out. It’s happened,
and it's a story we've heard for a
long time. It puts even more pres-
sure to the label reps to continue
that momentum, which then trans-
lates to the PDs who didn’t jump
on it out of the box.

Elroy Smith
OM, Clear Channel/Chicago’s

Urban WGCI, Gospel WGRB &
Urban AC WVAZ

Add dates are not a priority for
us. I don’t even know what the add
dates are. If we get a record and like
it, we put it in and add it right then.
It is important to report an add —
to show we are committed to the
record, I just don't feel it’s impor-
tant to add a record to coincide with
a date the labels determine I should
report it.

Our philosophy here is that we
add a record, then let the labels
know. I also feel that it's important
to add any record you are playing.
Often we will find an album cut
and start to play it. I will report it
as an add just as I would report any
other single the label may be work-
ing.

When we are committed to a
record, we let it be known by report-
ing it as an add. It lets the label know
I'am committed to playing the track.

It’s also important to let your
peers know when you are commit-
ted to a record. When a station like
WGCI adds a song, there are often
a lot of other stations, maybe in
smaller markets, that consider that
before they add it.

Suzanne Berg
Sr. VP/Promotion,
Verve Music Group

Adds represent a commitment to
supporting your record, as opposed
to just playing it. The most impor-
tant thing about adds is to get adds
with spins. An add is confirmation
that a station is going to plug the
song into its playlist and stand be-
hind it.

We had Most Added at two for-
mats recently — Brian Culbertson
at Smooth Jazz and Susan Tedeschi

LRSI SRR

“When we are committed
to a record, we let it be
known by reporting it as
an add. it lets the label
know | am commitied to
playing the track. i’s
also important to let your
peers know when you are
committed to a record.”
Elroy Smith '
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at Triple A — and that is very im-
portant to us.

Grant Hubbard
VP/Promotion, EMI CMG

Adds are extremely important
because they show a commitment
from the radio station. At that point
they aren't just testing something a
few times, they're committing to
playing the record 20 or 30 or 40
times a week.

Consistent adds are very impor-
tant when trying to build a hit at
any format. Even three or four adds
a week will send a signal that a
song still has a chance of breaking
through the new-music clutter and
making an impact on the chart and
therefore influencing national air-
play.

Butch Waugh
Exec. VP, RCA Label Group/
Nashville

Are adds important? Important
enough to where I can remember
my first big add as a promotion per-
son: Styx’s “Renegade,” at “61 Big”
WAYS/Charlotte. This was signifi-
cant because we were transitioning
from a single that was not being
embraced by radio into a single that
had enjoyed “extra” play status at
Top 40 but only a few official adds.

We had a few early believers tell-
ing us we should flip singles since
“Renegade” was generating huge
phones. So to have the No. 1 station
in my territory add a song off the
album before a 45 single had been
pressed, and it being that early in
the transition period, sent a signal
to A&M Records that we had a
song that was being embraced by
radio and generating listener re-
sponse.

Our marketing, sales and, of
course, promotion departments
jumped into action. We began
pressing up singles, alerting ac-
counts and spreading the word at
radio. We put more albums into the
system as our media department
put its media blitz in place.

My point is, the add put all this
in motion and sent the signal to the
label that we were in for.a great run
with this song. And radio had a big
hit on its hands.

When you talk about the add,
you have to be specific about which
add you are dealing with — the
early add, the impact-week add, the
big add week, the major-market
add, the respected-programmer
add (market size does not matter),
the double-digit add, the triple-digit
add, the Breaker add, the closeout
add, the add into medium/heavy
— the list goes on,

All these adds send a signal, and
all tell you something about the
song and how it is being embraced.
This sets all the different label de-
partments into motion on different
levels.

An add at radio tells the label
there is a commitment from radio
and we must swing into action to
enstire success with this song in the
marketplace.

There are a lot of departments in-
volved that respond to adds at ra-
dio — it takes a lot of direction, ef-
fort and manpower to support the
system — and our job is to respond
as quickly as possible to the add.

An add in itself has never broken
an act or song, but the airplay from
the commitment of that add has
broken acts, generated excitement
in the marketplace and built a fan
base for acts and a listener base for
radio.

It is the power of the song, along
with the power of the airplay, that
can change the world. The add
plays a big part, but only if it comes
with a commitment of airplay. The
key element is knowing airplay,
and the add is radio’s signal of
commitment of airplay.

It must be known that labels and
artists spend an incredible amount
of energy in support of this. It be-
hooves us all to make sure the add
continues to mean commitment
from both radio and the labels.

Marthe Reynolds

Sr. VP/Rhythmic Promotions,
IDIMG

Going for Adds is an outdated
concept. Most Added appeals to
one’s ego. [ am ready to get airplay
on a record the minute someone

R - S A

“An add sends a signal
that this is a record that
stations will play, expose,
research and invest
callout in. They’re taking
a vested interest in it.
That all starts with the
add.”

Greg Thompson

gets it (unless they grab it from my
bag or it’s stolen from the studio).

That’s why record companies
have to work together as a machine
to make sure the visual, the retail
plan, the audio, etc, are all together,
because if it is a hot track, it's go-
ing to get played immediately.
There are definitely worse things
than that.

Steve Stiles
Former PD, Smocth Jazz
WNUA/Chicago

An add on WNUA is a sign of
commitment and a belief on our
part that this is a song that can
work for us. [ don't take anything
we put on this radio station lightly,
and the only place 1 would share
that information is with a reputable
organization like R&R, which is a
reliable, trusted source.

[ value information as part of my
knowledge base to make decisions.
There are radio stations and pro-
grammers 1 respect and whose in-
stincts are good. If they add a par-

WwWwWw americanradiohistorv com
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ticular record, 1 will definitely con-
sider it.

Alfonso Flores
PD, Regional Mexican
KSAH/San Antonio

We get tons of records every
day. And each one of them comes
with the promoter’s enthusiasm
and guarantee that this record is the
hit you've been waiting for. Maybe
they are right. Who can say other-
wise?

The question then becomes, who
do you believe? Then more ques-
tions come to mind: Is this a well-
known artist? Does the artist have
previous hits? Does the song fit my
format? Is it a good fit for my pro-
gramming? Does the audience
know the song? Should I take a risk
on this track? Can the track become
a hit?

To me, it's very important which
songs I add to my programming,
and I think it’s also important to my
colleagues, because to discover a hit
is any programmer’s dream.

When a song passes the compe-
tition test and earns a spot in my
programming and [ can give that
track or artist some recognition, it's
good news worth talking about.

The most important thing is to
be honest and report songs that can
really become hits, especially when
many of the station leaders take
their time to introduce a new song
before it passes the test of research.

Those of us who take chances
have the responsibility of analyzing
if a song will get to the hearts of the
audience, if it makes a connection
with them, and if it’s a song that can
have an impact.

Neil Lasher
VP/Promotion, Marketing & Artist
Relations, EMI Music Publishing

Although being Most Added is
great, a bit prestigious and certainly
wonderful for label and manage-
ment relations, the stress, pressure
and all the insanity that go along
with it may not be worth it.

[ have seen far too many Most
Added records become Most
Dropped five or six weeks later. The
Most Added concept has caused

b B oS SRR N YOV TS A

BERT ACHIEVES WORLD PEACE ok, maybe not, but Wwwa
(Q100)/Atlanta morning dude Bert Weiss (r) can definitely be seen here chilling
with his wife, Stacey, and U2 frontman Bono.
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both radio and record companies a
lot of big trouble. The VP/Promo-
tion down the hall screaming,
“How many ya got so far?” is very
old-school.

Many records that have devel-
oped slowly and have been nur-
tured and grown organically have,
in fact, gone on to break. Take the
new James Blunt single, for exam-
ple. Slow and steady won the race.

Having said all this, I still see a
huge benefit to reporting adds
to R&R on a weekly basis. It keeps
us focused and steady and gives us
an accurate history of the song’s
growth. It also shows commitment
to the artist and song by the radio
station.

So, in brief: Reporting adds, very
important. No. 1 Most Added, not
very important.

Derek Jones
VP/National Promeotion,
Word Label Group

Adds and add dates are still im-
portant for our format because add
dates serve as a starting point to
alert radio, retail, booking and
other marketing services to the in-
troduction of a new song from an
artist.

They help our radio team focus
on a date and target that date as the
starting point to introduce and
work a song at radio. We build a
foundation from that add date, and
weekly breakouts with new adds
help us identify champions for the
song and artist. We can then work
with those markets and support the
single airplay.

We also hope to build a story
each week as new stations come on
board and new adds show up. As
this story develops, we can effec-
tively communicate this momen-
tum to radio, retail, booking, etc., so
that all are working together to pig-
gyback marketing services and de-
velop their area of support-for the
artist.

Carol Archer, Kevin Carter, Dana
Hall, Darnella Dunham, Lon Helton,
Jackie Madrigal, Kevin Peterson, John
Schoenberger and Steven Strick contrib-
uted to this article.
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Michael Savage

Michael Savage

Continues to Dominate as Ratings Leader

San Francisco, CA — Talk Radio Network’s
The Michael Savage Show continues ro dom-
nate the airwaves with Savage’s brash com-
mentary and unapologetic solutions. Michael
Savage is ranked the 3rd largest syndicaied
radio show in America by Talkers Magazine
and airs on over 300 stations nationwide, 37
on the FM dial. He is the Author of three
New York Times Best Sellers and is ranked
the #1 syndicated radio ralk show in his day-
part nationwide.

From coast to coast affiliates continue to rave
abour Suvage's impact on their Fall ratings.

Atlanta’s powerhouse station WSB saw
explosive growth with Savage with a 53%
increase in Savages Persons 12+ demo o a
5.2 share. In the Persons 25/54 demo,
Savage saw an imcrease of 68% with a 6.2
share, and in the 35/64 demo, an increase of
35% with a 6.9 share. WSB’s male demos
were even more impressive; in Males 25/54,
Savage jumped from a 4.7 share to an 8.5
share (up 81%:. For Males
35/64, from a 6.4 to an

share and in the P 35/64 demo, leaped an
equally impressive 171% with a 4.6 share. In
the male demos the numbers were even more
impressive, Savage took the swtion from a
1.0 share to a 5.1 in Males 25/54 and from a
1.4 share to a 6.5 share in Males 35/64.

Savage affiliate WHLO in Akron reported a
3.0 s%lare in 12+ demo, a 3.8 in I’ 25/54 and
a 308% increase in P 35/64 going from a
1.2 o a 4.9, and a 5 point jump in Men
35/64 (from a 2.2 to a 7.4 share).

Meanwhile Toledos WSPD ulso saw strong
ratings lor The Michael Savage Show report-
ing an 8.7 share in P 12+, a 9.0 share P
25/54, and an 11.2 in P 35/64.

‘As Michael continues to challenge his audi-
ence and himself, the show and the ratings
just continue to grow, and grow — he is a
true phenomenon” says Mark Maseers,
CEO of TRN.
At WSKY. Gainesville-Ocala, Savage con-
tnues 1o grow with enormous marker share.
In the P 12+ demo the show

incredible 9.7 share.

In San Francisco, on Clear
Channel’s KNEW,  The
Michael  Savage  Show s
ranked #1 in News/Talk with
a 4.0 share in Persons in the
25/54 demo in SFs highly
competitive afternoon drive.
Savage also powered through
in the Persons 12+ demo with
a 3.7 share and in the Persons

35/64 demo with a 4.5 share.

NOW OVER

300
STATIONS
37 F\is

Largest Syndicated Show

went from a 3.6 to a 9.0 share
(up 150%). in the P 25/54
demo, Savage was up to a 6.5
ind the P 35/64 went up 10 a
7.7 share.

In Cincinnati, Savage athliate
WKRC reported a 4.8 share in
P 12+ demo, a 3.8 share in P
25/54 and a 4.3 share in the key
talk demo (P 35/64).

In  Rochester ar WHAM,
Savage’s market share continues

In the Male demos, Savage
jumped from a 4.9 to a 5.4
share (Males 25754), and in Males 35/64,
leaped from a 5.9 to a 6.0 share.

On New Yorks’ WOR, the Savage Nation
remains the highest rated weckday show on
the Big Apple’s 50-thousand  watt
flamethrower. With Men 35+, Savage had a
4.1 share in the nations largest radio market,
with Persons 35+, Savage maintained a 4.4
share of the audience. I'rom the same mlglry
signal, just beyond New York City, in
Nassau-Suffolk market #18 (Long Island)
WOR saw Savage’s Persons 18+ Eit a 4.2
share, and across the river in Jersey
(Monmouth-Ocean City), Savage pulled an
8.8 share with Men 18+, and his overall 12+
audience there soared with a 6.6 share

(WOR hits all three markets).
St. Louis FM Talker KFTK saw audience

gains and strong ratings for Savage with a 5.1
share in Persons 25/54 demo (up 264%), und
a 3.9 share in the Persons 35/64 demo {up
70%). In the male 25/54 demo Savage moved
the station from a 1.7 share to an astounding
8.0 share (up 371%). Savages Male 39/64
number was nearly as impressive of a move;

froma 2.3 toa 5.5 share (up 139%).
In Orlando at WDBO, The Michael Savage

Show’s Persons 12+ demo came in at 5.2
share, Persons 253/54 pulled a 4.5 share and
Persons 35/64 came in at 6.9 share. In the

male demos, Savage scored an amazing 10.6
share for Men 35/64 in Orlando.

Savage exploded in his debut book on

Cleveland’s WHK. Savage’s P 12+ demo is

up 79% with a 3.4 share, while the P 25/54

demo is up an astounding 471% with :1;14 0
|

to dominate with a whopping
14.2 share in the P 12+ demo
{up 75%), the P 25/54 demo at an astound-
ing 16.6 share (up 186%), and the P’ 35/64
at a 19.0 share (up 141%).

In Dayton ar WHIO, Savage continues to
gain market share with a 6.4 share in the P
12+ demo (up 12%), 5.4 share in P 25/54
demo (up 26%), and a 7.1 share in the P
35/64 demo.

KNST, Tucson continues with strong market
share for Savage with a P 12+ demo ar 4.3
share, PP 25/54 demo at a 4.7 share, and the
P 35/64 demo came in at a solid 5.2 share.

In Milwaukee on station WTM], Savage’s I’
12+ demo went from a 6.9 to a 10.2, and in
P 25/54 He pulled an equally impressive 7.8,
up from a 3.8 last book. In the key talk demo
Savage pulled a 8.4 share.

Savage’s ratngs on WOKV in Jacksonville
remained strong with a 2.9 share P 12+, 2 3.7
in P 25/54, 5.6 in P 35/64, and went to an
amazing 8.9 share in Men 35/64.

At WHP, Harrisburg, Savage skyrocketed in
all demo’s with a massive 14.5 share in P
12+ (an increase of 130%), and an 8.9 share
in P 25/54 (up 424%), and a 12.2 share in
P 35/64 (up 352%). In the male demos,
WHP saw Savage move their Male 25/54
numbers 1o an 11.4 share and the 35/64

male demo to an astounding 17.8 share. "If

Savage goes any higher, WHI is liable to be
mvestigated for h()%dmg a monopoly in that
daypart,” quipped WHP Program Director
R.J. Harris.

In San Diego at KFMB, Savage experienced
strong growth with a 4.4 share in the P 12+

demo (up 16%). a 3.3 share in the P 25/54
(up 27%), and a 5.1 share in the P 35/64
(up 24%). In the male demos, Savage moved
the Male 35/64 demo to a 6.1 share. "Savage
consistently is the most interesting and com-
pelling talk personality in his day parc and his
numbers reflect that. I'm fortunate [ don’
have to program against him!,"said KFMB
Program Director Dave Sniff.

Savage continues 10 garner strong, ratings at
Pittsburgh’s FM taltker WPGB with a 4.5
share in the P 12+ demo, a 5.9 share in the
P 25/54 demo, and a 7.3 share in the P
35/64 demo. In the male demos the num-
bers were even more impressive;  Savage
pulled an 8.3 for M 25/54 and an 11.0
share for M 35/64.

At WRKQO, Boston, Savage continues to pull
strong market share with a 5.1 share in the
P 12+ demo, 4.3 share in the P 25/54
demo. and a 4.8 share in the P 35/64 demo.
Savage’s male audience on WRKO was even
higher, with a 5.9 share M 25/54 (up 34%)
and a 6.1 share M 35/64 (up 17%).

Clear Channel’s KPRC Houston saw Savage
grab a 4.0 sharc with P 35/64. and a 5.5
share with Mcen 35/64.

[n Sacramento on Clear Channel’s KSTE
Savage pulled a strong 4.3 share P 12+, a
4.0 share P 25/54 and a strong 5.1 share
for P 35/64.

WDRC, Hartford cxperienced explosive

audience gains in the Fall book. In the P
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12+ demo there was an increase of 109%,
in P 25/54 demo up 650%, and in the P
35/64 demo up 1100%

West Palm Beach saw steady growth across
the board ac WFTL with a P 12+ demo up
48% to a 3.1 share, P 25/54 up 167% and
the P 35/64 demo up 59%.

Philadelphia's WNTP saw steady gains
with a 71% increase in P 12+ demo, a
100% increase in the P 25/54 demo, and
a 200% increase in the P 35/64."He is
consistent, vet unpredictable... brilliang,
buc with broad appeal. Michael Savage is
truly in a class by himself,” says Mark

Daniels, Programming and Marketing
Manager at NewsTalk990
WNTP/Philadelphia.

Detroit also saw across the board ratings
gains at WDTK for Fall with a 200%
increase in the P 12+ demo. a 50%
increase in the P 25/54 demo and a 33%
increase in the P 35/64 demo.

Savage has been nominated for 2006
Syndicated Talk Host of the Year by Radio and
Records Magazine. An independent-minded
individualist, Michael Savage fits no stereotype.
He artacks big government and liberal media
bias, but champions the environment and a-
mal rights. ‘Trained as a scientist, he holds
Master's degrees in medical botany and med-
ical anthropology and eamned his Ph.D. from
the University of California at Berkeley in
Epidemiology and Nutrition Science.

O «» N E 7T W O R K

'Congratulatlons

888-383-3733



www.americanradiohistory.com

| i

The Neal A man on a mission
to educate, agitate,
and infuriate

3.5 million listeners prove
it pays to be Clark Smart

ESTEPHANIE Smart, funny,
Mi L L. E RShow wildly entertaining

EdSCHUI.Tz More than Progressive

i

=BILL

Ly High-energy mornings with
P“Ess the Progressive go-to guy

Compelling overnight
programming for
News/Talk

Jones Radio Networks is committed
to delivering unique and entertaining
Talk programming.

Call 800.611.5663.

www americanradiohistorv com
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Name: Drew Anderssen
Team: KRWG/Tulsa
Position: Program Director

Career h ghlights: At age 22, just two years after starting
as Asst. PD at KRMG, Anderssen was named PD. Eight years
later he's lec his staff through technolog¥ transitions and stra-
tegically reitvented a once-waning radip franchise.

Most rec2ntly he completed a nationwide search to replace
a retiring le¢endary morning host. The n2w program has seen
a 28% incr2ase and returned KRMG t No. 1 in its target
demo and Mo. 1in the market in its first full book.

KRMG is the most-listened-to station in Tulsa, and Anderr-
sen credits KRMG consuitant Greg Mocai and GM Dan Lawrie
for his grov-th under their leadership.

Name: Lanrie Cantillio
Team: KFY'|/Phoenix
Position: Program Director

Career heghlights: Cantillio led KFY1 o its first No. 1 book,
in summer 2004, and has repeated the ascomplishment twice
since, topping a crosstown heritage competitor in one of
the most campetitive News/Talk battles in America. She pro-
grammed ¢ -osstown KTAR from 1997-2000. Before that she
was a repo ter, Executive Producer, Assignment Editor and
morning co-host at KOA/Denver.

Nominatad by R&R for News/Talk Pragram Director of the
Year in 200s. Cantillio co-authored Rigt t-Brained Children in
a Left-Brainad World, published by Simo1 & Schuster in 1997.

Name: Grace Blazer
Team: WPHT/Philadelphia
Position: Program Director

Career highlights: The Pennsylvania native has worked
from one end of the state to the other. Starting as an intern
while attending Pitt, Blazer rose through the ranks to be-
come Morning News Editor for KDKA/Pittsburgh. She was
named Executive Producer at WPHT in 1997.

Taking the PD reins in 2001, Blazer helped transform
WPHT into “The Big Talker 1210" and experienced a five-
fold ratings increase at the CBS Radio Talk station. Along
the way Blazer helped to push a 20-year FM Talker, WWDB/
Philadelphia, out of the format.

“I couldn’t have done it without the help and support of
all the talented people | work with on a daily basis,” she says.

Name: Kelly Carls
Team: Clear Channel/Louisville
Position: Regional VP/Programming

Career highlights: Carls is a longtime News/Talk PD, hav-
ing worked at such stations as KRMG/Tulsa; KMBZ/Kansas
City; WGY/Albany, NY; WLAC/Nashville; KTRH/Houston; and
WHAS/Louisville.

Formerly Clear Channel Regional Director of News/Talk, over-
seeing stations in eight states in the Southeast, Carl is now
Regional VP/Programming for Kentucky/West Virginia. He is
iS also a ranking board member of the WHAS Crusade for Chil-
dren, which raises $6 million a year for special-needs. chil-
dren.

e o)

Name: Erik Braverman
Team: KABC/Los Angeles
Position: Operations Director

Career highlights: After a stint at KILT-AM & FM/Hous-
ton, Braverman moved to Los Angeles and joined KFi in 1989
as a producer. He worked with such talents as Tom Leykis,
Bill Handel, Dr. Laura, Phil Hendrie, Joe Crummey and Tracey
Miller and moved to Westwood One in 1994 to help launch
The Tom Leykis Show into national syndication.

In 1996 he joined KABC as Asst. PD and was promoted to
Program & Operations Director in 2000.

Name: Ken Charles

Team: Clear Channel/Houston

Position: Regional VP; Program Director of KBME,
KPRC & KTRH/Houston

Career highlights: “Highlights include working with some
of the best and brightest in this business; programming a
station where Walter Cronkite and Dan Rather worked; win-
ning the 2003 R&R News/Talk/Sports PD of the Year award,;
surviving numerous hurricanes, from Elena through Rita,
and ice storms, snow storms and tropical storms, staying
married for almost 20 years to an amazing woman; and sur-
viving in this business.”

Continued on Page 18
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Name: Alan Eisenson
Team: KFBK & KSTE/Sacramento
Position: Operations Manager

Career Highlights: Before joining Clear Channel/Sacra-
mento Eisenson was a producer at WNWS/Miami; producer
of The Tom Leykis Show at KFi/Los Angeles; and PD of
WLAC/Nashville, WMC/Memphis, WEVD/New York and
KNRC/Denver. He also launched KXNT/Las Vegas and moved
the station into the top 10 in two books.

Name: Dan Mason
Team: KKOH/Reno, NV
Position: Program Director

Career highlights: Mason’s 31-year broadcasting career
began in 1974 at WLRC/Whitehall, MI. He has spent the
last 10 years as PD of KKOH/Reno, NV, which has been
Arbitron-rated No. 1 in the market every book for the past
four years.

He was appointed to serve on the Nevada Amber Alert
Commission. To date in Nevada there have been 19 Amber
Alert activations involving 27 children, with 25 of them safely
recovered.

Name: Van Harden
Team: WHQ/Des Moines
Position: PD/morning host

Career highlights: Harden joined WHO in 1986. His morn-
ing show went to No. 1 soon after and has been there ever
since. Under Harden’s leadership WHO has won seven
Marconi awards, two of which were for his morning show.

The Harden hallmark has always been creativity, with pro-
motions like the “Leisure Suit Convention” and the “Pump-
kin Cannon,” and a commitment to exceptional community
service.

Name: Kipper McGee
Team: WLS/Chicago
Position: Program Director

Career highlights: Before joining WLS in 2005 McGee
programmed one of America’s most successful News/Talk
radio stations, WDBO/Qrlando. In a career spanning over 20
years he’s led winning stations in formats ranging from CHR,
AC and Country to Oldies and News/Talk in markets includ-
ing Milwaukee, New Orleans, San Diego and St. Louis.

Nominated in 2004 as R&R News/Talk Programmer of
the Year, McGee also served a stint as a consultant to the
Oregon-based Talk Radio Network.

Name: Eric Johnson
Team: WKXW (New Jersey 101.5)/Trenton, NJ
Position: Program Director

Career highlights: “Keeping New Jersey 101.5 the No. 1
FM Talker in the country in all my seven years with the sta-

tion and being named one of the 50 best programmers in
radio in 2005.”

Name: Steve Moore
Team: KMOX/St. Louis
Position: Director/Programming & Operations

Career highlights: Moore joined KMOX in 2000 as Pro-
gram Manager and was promoted to PO in February of 2003.
He has served as Director/Programming & Operations since
May 2005.

Under Moore’s leadership KMOX has remained the No. 1-
ranked radio station in St. Louis. KMOX has been No. 1 fora
record 120 consecutive rating periods. In 2005 KMOX was
voted R&R News/Talk Major Market Station of the Year. In
October 2005 Moore was named VP/News & Talk Formats
for CBS Radio.

Continued on Page 22
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She’s Grown Up. She’s Changed.
She Now Spends $3.7 Trillion a Year.
She’s Ready for Something New.
Are You?

REAL TALK

for
REAL WOMEN

THE R&R TALK RADIO SEMINAR
What Women Want

Friday, March 3, 10:30AM
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The Award For
“Programming Decision of the Year”

goes to...

@CBS RADII]

NEWS-TALK

For
“Changmg The Sub]ect”

Dave Ramsey - #1 sn Station - 15t Book!!!
Monster Increases from previoos programming!!!

0.5 -25 [ 1st hour . . . 400% increase )
1.1-3.1 [ 2nd hour . . . 181% increase )
1.0 - 3.6 [ 3rd hour . . . 260% increase )

*Arbitron share increases, Adults 25-54. Summer 2005 o Fall 2005

Way to go KTSA!!! Great Job.

WWW_ ameri radiohistor
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| WGKA Atlanta - Market #11

12+ AJH: 1400 - 3700 (UP 163% ! ) Dave's First Hour
12+AQH: 4700 - 2600 ( DOWN 44.7 ! ) Hour After Dave** |

STATIONS DECIDED

| TO GIVE THEIR LISTENERS

"WABC| WSBT  WKRC
1.2-1.5 4.6-9.9 3.3-6.9 |

NEW YORK CITY SOUTH BEND CINCINNATI

Aduits 25-54*

Men 25-54* Adults 25-54*

S

J

3ECAUSE LIFE IS MORE
" THAN POLITICS...

“ Where life happens; caller aller caller..”

LISTEN TO DAVE WEEKDAYS LIVE 2-5PM/ET
NOW HEARD ON OVER 250 AFFILIATES AND GROWING!

24/7 Refeeds Available | Bob Borquez @ 1-877-410-DAVE (3283) | davaramsey.com
ANWW. americanraalo or 0
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Name: Paula O’Conner
Team: WTKK/Boston
Position: Program Director

Career highlights: O'Conner built the first FM Talk sta-
tion in Boston, WTKK. Within five years WTKK has become
a top 10 25-54 station with a combination of focat and na-
tional talent. 0’Conner has spent more than 20 years in Bos-
ton radio, including a 15-year stint at WRKO. During her
WRKQ days she produced and managed many great talk tal-
ents, including Talk radio pioneers Jerry Williams and David
Brudnoy.

0'Conner was recognized by Radio Ink in 2004 as one of
America's best programmers and was named by Boston
Magazine in 2003 one of the “100 Women Who Run This
Town.”

Name: Gavin Spittle
Team: KLLI & KRLD/Dallas
Position: VP/Programming

Career highlights: Spent4 1/2 years programming KXNT/
Las Vegas, and the station leaped from 23rd to third 35-54.
KXNT became the first AM station since music left the band
in Las Vegas to move into the top 10 25-54.

Spittle moved to Dallas in October 2003 to take over pro-
gramming duties at KLLI. The station has climbed from 20th
to third 25-54 and is No. 1 in its key demo of men 25-54.
Spittle was named one of the top 50 PDs in America by Ra-
dio Inkin 2004. He took over programming duties for KRLD
in October 2005.
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Name: Darryl Parks
Team: Clear Channel/Cincinnati
Position: Director/AM Operations

Career highlights: Parks is Director/AM Operations for
Clear Channel/Cincinnati and PD of market-leading WLW/Cin-
cinnati, a station that features four Marconi Award-winning
and -nominated personalities: Jim Scott, Mike McConnell,
Bill Cunningham and Gary Burbank. “The Big One” has also
won numerous awards for its news and sports coverage.

After learning that WLW had been nominated for an R&R
Industry Achievement Award as this year’s News/Talk Sta-
tion of the Year (markets 26+), Parks said, “Last time this
happened we were called WLTW/Cincinnati. For the confused,
we're the station that doesn’t start playing Christmas music
around Halloween.”

Name: Len Weiner
Team: WGN/Chicago
Position: Program Director

Career highlights: The veteran broadcast executive joined
WGN in June of 2005. Previously he was PD at crosstown
WMVP, and before that he was Director/Programming and
Asst. GM of ESPN Radio from 1993 to 2003. He also served
as PD of KMPC/ Los Angeles and Executive Producer at
WFAN/New York.

Weiner's resume includes stints as a news producer for
the NBC Radio Network, a news writer for KYW/Philadel-
phia and a desk assistant for NBC Radio Network News.

Name: Jon Quick
Team: WIBC/Indianapolis
Position: Director/Operations

Career highlights: Quick, a Midwest native, joined WIBC
in 1996 after a career that began in Eau Claire, Wi and took
him to stations across North Dakota and Minnesota, includ-
ing an eight-year programming stint at another legendary
station, WCCO/Minneapolis. With his help WIBC was named
both 2005 Marconi Legendary Station of the Year and N/T
Station of the Year.

Name: Tim Wenger
Team: WBEN & WGR/Buffalo
Position: Operations Manager

Career highlights: Wenger joined WBEN in 1986 and has
since worked his way up through the news and program-
ming ranks and helped the station remain a perennial and
dominant ratings leader in the market. He also oversaw the
transformation of WGR to a Sports format. He has previ-
ously been nominated for an R&R Industry Achievement
Award as News/Talk PD of the Year.
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Name: Chris Berry
Team: WMAL/Washington
Position: President/GM

Career highlights: Berry joined WMAL following six years
as VP/GM of ABC News Radio. He was twice nominated as
R&R N/T Executive of the Year, winning the honor in 2002.
Before joining ABC in 1996, Berry spent 14 years at CBS Ra-
dio, managing newsrooms in L.os Angeles, Chicago and Wash-
ington.

Berry began his broadcast career at WHBQ-TV/Memphis
before moving to his first radio job, at KNX/Los Angeles, in
1982. He is active in many professional organizations, in-
cluding his current role as President of the Washington, DC
Area Broadcasters Assaciation.

Name: Todd Fisher
Team: Hubbard/Minneapolis
Position: VP/GM, KST-AMP & WFMP/Minneapolis

Career highlights: Fisher began his career at Hubbard as
PD of KSTP-FM and, later, Director/Programming for KSTP-
AM & FM. He was promoted to VP/GM in June 2000. In 2001
he took on VP/GM duties for WFMP and in 2002 launched
that station as one of the first FMs in the country to target
women with Talk.

As an active member of the Twin Cities community, Fisher
serves on both the foundation and hospital boards of Gillette
Children’s Specialty Healthcare in St. Paul.
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Name: Bob Bruno
Team: WOR/New York
Position: VP/GM

Career highl ghts: A nominee for R&R News/Talk GM of
the Year in 200Z, Bruno was ranked third among Radio Ink's
50 Best GMs in 2000. His proudest accomplishment is keep-
ing a standalone, privately owned heritage AM powerhouse
in New York Ci#éy competitive, profitable and successful.
Bruno has had te privilege of knowing, coaching and work-
ing with many r ow-legendary broadcasters.

Name: Mary Lou Gunn
Team: Clear Channel/Portland, OR
Position: VP/kMarket Manager

Career high ights: Gunn joined Clear Channel/Portland
in 2004 and now oversees five stations, including News/Talk
KEX and Progrzssive Talk KPOJ. Before her move to the
Northwest, Gurn spent eight years in the same role at the
company’s Fresno cluster. She began her broadcast career
in 1980 as an ascount exec in Fresno.

Name: Mike Fezzey
Team: WJR/Detroit
Position: President/GM

Career highlights: Since becoming President & GM of
WJR in 1994, Fezzey has focused on reshaping the 83-year-
old station to meet the demands of the competitive market-
place while staying true to his philosophy that WJR's license
is a privilege and a responsibility to serve the community.

Fezzey also sits on the boards of directors of numerous
nonprofit organizations and was recently appointed to the
newly established Mentor Michigan Leadership Council by
Michigan Governor Jennifer Granhotm.

Name: Ed Kiernan
Team: WBAL/Baitimore
Position: VP/GM

Career highlights: Before joining WBAL in 1991 Kiernan
spent 17 years at CBS Radio in several roles, including VP/
GM of WCBS-AM/New York. Since his arrival at WBAL, the
station has won more Edward R. Murrow Awards than any
other radio station in the U.S.

Kiernan takes pride in the WBAL “Radio Kids Campaign”
and “Coats for Kids™ project. Over the past 25 years WBAL
has provided over $3 million for Christmas gifts, toys and
camps and over 250,000 winter coats to kids in need.

Continued on Page 26
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and Growing...
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Continued from Page 24

Name: Ken Kohl
Team: CBS Radio/San Francisco
Position: VP/GM KIFR (Free FM)/San Francisco

Career highlights: Before to taking his current position,
Koht was Director of News/Talk Programming for Clear Chan-
nel/Northern California and oversaw programming for CC
News/Talk outlets KNEW & KQKE/San Francisco and KFBK
& KSTE/Sacramento. Before that he was National Director
of News/Talk/Sports for AMFM, Station Manager at KFi/Los
Angeles and Director/News and Programming for KOMO/
Seattle.

His resume also includes an entrepreneurial stint as Man-
ager and general partner of the station acquisition and op-
eration firm KCI Radio Partners.

Name: William ‘Red’ Pitcher
Team: Regent Communications /Bloomington, IL
Position: VP/GM

Career highlights: Pitcher was just named !llinois Broad-
caster of the Year for 2006. He was also the 2002 R&R Gen-
eral Manager of the Year for markets 101 and above. The
former Marine has overseen WJBC/Bloomington, IL as it
landed the 2005 Marconi Station of the Year award and two
Crystal Awards.

With a majority of local programming, WJBC has won
numerous Edward R. Murrow and Associated Press Awards
for local news coverage and was among the first stations in
the country to begin fundraising for victims of 9/11.

Name: Tom Langmyer
Team: WGN/Chicago
Position: VP/GM

Career highlights: Langmyer arrived at WGN in March ot
2005, after serving as VP/GM of KMOX/St. Louis and VP/
Programming for CBS Radio’s 10 News/Talk stations
nationwide. Langmyer arrived at KMOX in 1992 as PD before
being promoted to VP/GM in 2003. He's had previous career
stops in Buffalo, Syracuse and Pittsburgh and was a nomi-
nee for R&R News/Talk Programmer of the Year in 2001 and
2002.

Name: Tom Severino
Team: Emmis/Indianapolis
Position: VP/Market Manager

Career highlights: Over the past three decades Severino
has led two News/Talk stations to the Marconi Award po-
dium: WCKY/Cincinnati and WIBC/Indianapolis. WIBC has
won the Marconi for Medium Market Station of the Year,
Legendary Station of the Year and News/Talk/Sports Sta-
tion of the Year. Severino also received the Radio Wayne
Award for GM of the Year and is a finalist for that award's
Market Manager of the Year.

Name: Don Martin
Team: Clear Channel/Los Angeles
Position: GM, KLAC & KTLK/Los Angeles

Career highlights: Martin has headed programming for
Clear Channel's “XTRA Sports” franchise for over two years,
overseeing its move from what was a challenging two-sig-
nal/two-market simulcast — with one station in Los Ange-
les and the other in San Diego — to its new home at AM
570, KLAC/Los Angeles.

Prior to his arrival in Southern California Martin pro-
grammed News/Talk KOA/Denver and Mile High City Sports/
Talker KKZN. During his tenure at KOA Martin became the
only PD in the history of Colorado broadcasting to receive
an unprecedented five straight Station of the Year Awards
from the state broadcasters association.

Name: Rod Zimmerman
Team: CBS Radio/Chicago
Position: SVP/Market Manager

Career highlights: Zimmerman has worked in News and
News/Talk radio for his entire 28 years with CBS, and he's
been a GM for 17 of them: From 1989-1992 at WWJ/Detroit;
from 1992-1998 at KMOX/St. Louis; and since 1998 at WBBM-
AM/Chicago.

WBBM's ratings have grown over 40%, and its revenue
and market share have more than doubled in the past eight
years even while the station maintains close community ties
and an unequaled commitment to serving the great metro-
politan area of Chicago.

26 ® Radio & Records March 3, 2006
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Name: Chris Baker
Team: KTRH/Houston
Position: Host, 3-7pm

Career highlights: Houston’s afternoon ratings leader
started at WIOD/Miami and had successful stops in Omaha
and Kansas City. A background as an entertainer before enter-
ing Talk radio allows Chris to stretch the bounds of traditional
shows.

He's married to a “smoking hot” wife and has two sons
destined to grow up to play in the Super Bowl, win the Os-
car, cure horrible diseases and finally bring peace to the
Middle East. A two-time nominee for R&R’s News/Talk Local
Personality of the Year.

Name: Larry Eider
Team: KABC/Los Angeles
Position: Host, 3-7pm

Career highlights: A firebrand Libertarian, Elder joined KABC
in 1994, The “Sage from South Central” — also syndicated
nationally by ABC Radio Networks — hosts a show that is a
blend of fiscal conservatism and social liberalism with attitude.

He authored the best-sellers The 10 Things You Can't Say
in America and Showdown: Confronting Bias, Lies and the
Special Interests That Divide America. He’s host of the TV
show Moral Court and has been the subject of profiles on
CBS's 60 Minutes and ABC’s 20/20. He is also the winner of
the 1998 AEGIS Award of Excellence, a 1998 Telly Award
and a 1999 Emerald City Gotd Award of Excellence.

28 ® Radio & Records March 3, 2006

Name: Bill Cunningham
Team: WLW/Cincinnati
Position: Host, noon-3pm

Career highlights: The voice of the common man,
“Willie” is a recipient of the NAB’s Marconi Award for large-
market personality of the year. His show has been called
provocative, controversial and unpredictable.

Hosting the most-listened-to talk show in its time slot in
Cincinnati year in and year out, Cunningham is also a suc-
cessful attorney and restaurateur. He coined the phrase
“You're a great American.”

Name: Greg Garrison
Team: WIBC/Indianapolis
Position: Host, 3am-noon

Career highlights: Garrison got into the broadcast busi-
ness after successfully prosecuting boxer Mike Tyson on rape
charges in 1992. His notoriety and media presence follow-
ing that trial led to an invitation to become a legal analyst for
CBS News during the trials of 0.J. Simpson and Oklahoma
City bomber Timothy McVeigh. He parlayed that job and his
long-standing connection to Emmis Communications into a
daily midmorning show on WIBC.

Name: Mark Davis
Team: WBAP/Dallas
Pasition: Host, 11am-3pm

Career highlights: An independent conservative who en-
joys both energizing and challenging his base, Davis does
his local and ABC Radio Networks national shows while writ-
ing a column for the Dallas Morning News and making local
and national TV appearances.

Name: Bill Handel
Team: KFl/Los Angeles
Position: Host, 5-9am

Career highlights: Handel is in his 13th year as KFI's
top-rated morning host. His program is a unique blend of
news and opinion, presented in a style all his own. Whether
it's the death of the pope or developments in the Michael
Jackson case, Handel explains what’s happening, what it
means and why it matters and has the uncanny ability to
make complex topics understandable and relatable. Also
hosts the nationally syndicated weekend show Handel on
the Law.

Continued on Page 38
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HAD A BAD BOOK? TONY DIDN’T.

Tony Snow puts NEWS
in News/Talk.

And the audlence loves it!

IiaE ‘le,s 21 2.301 5439
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Continved from Page 28

Name: Mark Larson
Team: KOGO/San Diego
Position: Host, noon-3pm

Career highlights: On the air for nearly 30 years in San
Diego, Larsen is a strong advocate for the United States mili-
tary, a lifetime member of the Navy League and has honor-
ary “plank owner” status in the USS Ronald Reagan, the
Navy's newest aircraft carrier.

Name: Michael Smerconish
Team: WPHT/Philadelphia
Position: Host, 5:30-am

Career highlights: The week Smerconish was notified of
his inclusion in this year's R&R All Stars issue the talker
hosted his own morning show on WPHT with in-studio ap-
pearances by Ted Nugent, Ambassador Paul Bremer and Lynn
Swann; guest-hosted afternoon drive on KDKA/Pittsburgh;
appeared three back-to-back nights on MSNBC’s Scarborough
Country, appeared on, and guest-hosted, Fox News Channel's
O’Reilly Factor, and published his weekly column in the Phila-
delphia Daily News.
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Name: Spike O'Dell
Team: WGN/Chicago
Position: Host, 5-9am

Career highlights: O'Dell has served as host of Chicago’s
top-rated morning show since 2000. His enthusiasm and
natural broadcasting skills have earned him a loyal Windy
City following. Since joining the station in 1987 Spike has
also served as midday and afternoon host.

At the 2000 March of Dimes Achievement in Radio Awards
0'Dell’s show was named Best News/Talk Morning Show,
and he received the award for Best Talent on a News, Talk,
Personality or Sports Station.

Name: Paul W. Smith
Team: WJR/Detroit
Position: Host, 5:30-9am

Career hightights: Now in his 10th year at WJR, Smith
started on an FM station in his hometown of Monroe, MI
while still in high school. His 35 years in broadcasting have
taken him to Toledo, Detroit, Philadelphia and New York
City.

Smith’s been called on to fill in for such industry heavy-
weights as Rush Limbaugh, Sean Hannity and Paul Harvey
and has conducted one-on-one interviews with every sit-
ting president of the United States since Gerald Ford.

Name: Dave Ross
Team: KIRQ/Seattle
Position: Host, 3-6pm

Career highlights: Born in New York, Ross started his
broadcast career at the age of 15. After graduating from
Cornell University he worked as a reporter at WSB/Atlanta
before moving to Seattle to join KIRO in 1978 as a news
anchor.

He started hosting his own talk show in 1987 and has
been doing a daily commentary on the CBS Radio Network
since 1993. Recognized with a Marconi nomination and the
2001 and 2005 Edward R. Murrow Award for Commentary.

Name: Tom Sullivan
Team: KFBK/Sacramento
Position: Host, 1-4pm

Career highlights: Hosts the No. 1-rated local talk show
in Sacramento. Voted Best Talk Show Host by the readers
of Sacramento Magazine 10 years in a row in addition to
being named Most Influential Person. Sullivan has also
been a regular guest host of the nationally syndicated Rush
Limbaugh Show for the last five years.
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Name: Glenn Beck
Team: Premiere Radio Networks
Position: Host, The Glenn Beck Show

Career highlights: Beck airs on nearly 200 radio stations
and has the third-highest-rated Talk radio program 25-54.
He recently signed with CNN Headline News to do a primetime
topical talk show, launching this spring.

A successful Top 40 DJ who began working in radio at
the age of 13, Beck switched gears in 2000 and entered Talk
radio. Within 18 months, Premiere launched his show na-
tionally in 2001.

Name: Laura Ingraham
Team: Talk Radio Network
Position: Host, The Laura Ingraham Show

Career highlights: Ingraham worked as a speechwriter
in the final two years of the Reagan administration and served
as a law clerk on the U.S. Court of Appeals for the Second
Circuit, then clerked on the Supreme Court of the United
States for Justice Clarence Thomas. She’s addicted legions
of listeners since her launch into national syndication in
2001.

Smart, funny and ahead of the curve in politics and pop
culture, Ingraham is busting down the door of the boys-
only radio club.
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Name: Clark Howard
Team: Jones Radio Networks
Position: Host, The Clark Howard Show

Career highlights: An Atlanta native, Howard started such
civic programs as Atlanta Volunteer Action, the Big Buddy
Program and Career Action and has built more than a dozen
homes for Habitat for Humanity.

In addition to his nationally syndicated radio show, which
reaches more than 3.5 million listeners weekly, Howard hosts
weekly consumer segments for CNN's Daybreak and WSB-
TV/Atlanta and writes a weekly column for the Atlanta Jour-
nal-Constitution.

Name: George Noory
Team: Premiere Radio Networks
Position: Host, Coast to Coast AM

Career highlights: Noory was named host of the most-
listened-to overnight radio program in 2003 and is heard on
about 500 radio stations in the U.S. and Canada. He dates
his interest in all things unexplained back to when he was
13 years old and received a book from his mother called We
Are Not Alone, by Walter Sullivan.

During his 30-plus-year broadcast career he has hosted
radio shows in St. Louis and Detroit, executive-produced
TV news and won three Emmys as a news executive.

Name: Rusty Humphries
Team: Talk Radio Network
Position: Host, The Rusty Humphries Show

Career highlights: Currently heard on 200-plus radio sta-
tions from 9pm-midnight nightly, Humphries is a history,
Middie East and military expert. Recent show highlights in-
cluded interviews with terrorists live from the West Bank
and broadcasts from Iraq, Guantanamo Bay and other break-
ing-news hot spots.

A previous nominee for R&R Talk Radio Personality of
the Year, Humphries was the youngest person ever inducted
into the Nevada Broadcasters Hall of Fame.

Name: Ed Schultz
Team: Product First/Jones Radio Networks
Position: Host, The Ed Schuitz Show

Career highlights: Before going national, Schultz broke
out of KFGO/Fargo, ND, where he won numerous awards in-
cluding a Marconi, a Peabody and two Eric Sevareid Awards.
The Ed Schuitz Show made its national debut on Jan. 5, 2004
and is now owned by Product First, a partnership including
Schuitz and veteran radio execs Randy Michaels and Stu
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SHOZTLY AFTER THE BOOK
COMES IN, THE PROGZAM
OIRELTOR MAKES A CALL..

COMPLETELY
SHATTEREP OUR
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.THE SHOW
IS FAST; HE'S ANP OUR
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Affiliate Marketing:
Steve Graham-- 866-523-4258

bREENST@NE MEDIA

More than a year in the making, it's a fresh
approach to female talk backed by comprehensive
research and driven by the issues, entertainment,
and humor women care about most.

It's informative, inspiring, fun...and designed to

generate ratings with advertisers’ most sought
after demo — Women 25-54.

Mornings with Maureen Langan, Cory Kahaney,
and Nelsie Spencer, middays with Lisa Birnbach,

Call us. We'll get you started.

(877) 854-6200
www.greenstonemedia.net

@ TALK | LISTEN | CONNECT

Greenstone Media introduces a long awaited mass appeal
talk format for FM radio - expressly for women, by women.

and afternoons with Kathy Najimy and Mo Gaffney
—smart, engaging, and contemporary personalities
who possess the unique ability to connect one-on-
one with women.

Meet the women of GreenStone Media, and
you'll recognize what's been missing in women’s
programming...until now.

It's About Time...

www americanradiohistorv. com
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Name: Rod Arquette
Team: Bonneville/Salt Lake City
Position: VP/News & Programming

Career highlights: “The joy of working with some very
talented people and a great company. It's not easy keeping
an 84-year-old product fresh and innovative, but we do it
every day. and the KSL team is never satisfied to sit still

‘KSL has won numerous industry awards, but the real
satisfaction is making a difference in the lives of people who
listen every dav. Being a ratings and revenue winner is a nice
side dish
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Name: Constance Lloyd
Team: CBS Radio News
Position: General Manager

Career highlights: Lloyd was named GM of CBS Radio
News in September 2000, just in time to lead the network
newsroom through the disputed election of 2000 and 9/11
She is responsible for CBS News Radio operations and pro-
gramming, including network newscasts, crisis coverage,
special reports, updates and thousands of daily and weekly
news cuts and features to hundreds of affiliated stations
throughout the country.

During Lloyd's time at CBS the network has won many
national and international awards, including the Edward R.
Murrow Award for Overall Excellence three times

Name: Thom Callahan
Team: Associated Press Radio
Position: GM

Career highlights: Callahan oversees AP's radio division,
which serves over 3,400 radio stations with news, entertain-
ment and information both on-air and online. He also over-
saw the recent relaunch of AP Radio News network. enhance-
ments to the network’s actuality and text service, and the
debut of the new AP Online Video Network for station web-
sites.

Name: Crys Quimby
Team: WCBS/New York
Position: Program Director

Career highlights: After six years as a TV news reporter
and anchor, including a stint at CNN, Quimby took a holiday-
relief writing job at KNX/Los Angeles in 1985 and never
looked back. During her 20 years with CBS Radio she was
part of news teams at WINS/New York, KFWB/Los Angeles
and WBBM/Chicago hefore being named PD of WCBS in
2003.

A former three-term President of the Radio and Televi-
sion News Association of Southern California, Quimby has
also served on the hoard of the AP. She’s been honored with
a shelf full of trophies, including an Edward R. Murrow Award
for coverage of the 1995 Chicago heat wave.

www americanradiohistorv com
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Name: Harley Hatchkiss
Team: CNN Rac«
Position: Opera-ons Director

Career highlights: Hotchkiss has been Operations Direc-
tor at CNN Radio =ince 1989. In his 18-y2ar tenure he has
managed a 24/7 sdio news network thrcugh considerable
changes, including -he transition to three dif’erent syndica-
tors. He oversaw _NN Radio’s coverage of the 9/11 attacks,
two wars and thre= destructive hurricane seasons and also
managed editoria changes to CNN Radio newscasts and
sports and busingse programming

Most recently ae helped launch new programming in-
cluding “CNN in 60,” the popular fon¢-form programs
hosted by CNN ne work taient and new podcast offerings.
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Name: Greg Ta—tum
Team: WTWP/\ashington
Position: Progr=m Director

Career highligats: This 30-year broad:aster has recently
taken on the chalk nge of building the new WTWP (Washing-
ton Post Radio), Banneville’s joint vente e between WTOP/
Washington and «he Washington Post.

Tantum spent $1e past seven years as News Director for
KGO/San Francis:¢. During his tenure t7e station won five
Edward R. Murrcy Awards, including four in the past four
years. His resume also includes news raporter, editor and
anchor roles at KFWB/Los Angeles, WCAU & WIP/Philadel-
phia, KING/Seattl= and KSDO & KOGO/Seén Diego.
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By Rick Rlley
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When news breaks, we're there —wherever it happens. Our
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caverage that’s head and shoulders above that of other news
organizations. And we offer an enormous array of coverage
choices to help yau keep listeners tuned in. Count on us to be
ycur source for news that matters. Call us at (212) 735-1700.
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Name: Corinne Baldassano
Team: Take on the Day/The Dr. Laura Program
Position: Sr. VP/Programming & Marketing

Career highlights: A longtime network and local radio
programming executive, Baldassano was previously respon-
sible for long-form programming at such companies as the
ABC Radio Networks, Westwood One and Sony’s SW Net-
works. She also served as General Manager of Associated
Press Radio.

She is a founding member of Mentoring and Inspiring
Women, a group that mentors, encourages and supports
women in the radio business.

Name: Gary Krantz
Team: Air America Radio
Position: President

Career highlights: Krantz was part of the founding man-
agement team of MJI Broadcasting in 1981. In 1998 he joined
AMFM Radio Network as VP/Programming. He was named
Sr. VP at Clear Channel-owned Premiere Radio Networks in
2000. In 2003 he was named President of the Country Radio
Broadcasters, and in 2004 he was upped to Exec. VP/Opera-
tions at Premiere Radio Networks. He joined Air America
Radio in his current role in 2005.
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Name: Paul Bell
Team: Wall Street Journal Radio Network
Position: VP/Radio

Career highlights: Bell is responsible for directing the
overall business strategy and news operations of the group,
including the network’s hourly news updates, “The Wall Street
Journal Report” and “The Dow Jones Money Report”; the
long-form programs The Wall Street Journal This Morning
and The Wall Street Journal This Weekend, and licensing of
audio content and podcasting.

Name: Trevor Oliver
Team: Premiere Radio Networks
Position: VP/Operations

Career highlights: Oliver oversees Premiere’s staff of net-
work producers, screeners and board operators and con-
tributes to programming and marketing efforts, which in-
cludes interacting with talent, affiliate communications and
the production of special programs.

Prior to joining Premiere almost eight years ago he
worked in Canada as a radio air talent, news reporter and
anchor, and as a news anchor and programmer at stations
in Atlanta; Miami; Seattle; and Portland, OR.

Name: Dennis Green
Team: Westwood One
Position: Exec. VP/Affiliate Sales

Career highlights: “Managing the biggest launch in the
history of Talk radio, The Radio Factor, with Bill O’Reilly, on
215 stations, especially when many in the industry predicted
failure. When | arrived in 2000 the company had not launched
anew talk show in years. Rather than buying existing shows,
it has since launched successful syndicated talent including
Tom Martino, Laura Ingraham, Lars Larson, Ron insana and
Jay Severin.”

Name: Tom Tradup
Team: Salem Radio Network
Position: VP/News & Talk Programming

Career highlights: Tradup currently oversees all network
news operations for SRN, as well as the network’s syndi-
cated talk shows. Other career highlights include serving
as VP/GM of USA Radio Network and President/GM of WLS-
AM & FM/Chicago and holding key management and pro-
gramming positions at KRLD/Dallas, WASH/Washington,
WMCA/New York and KCMO/Kansas City.
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Earnings

Continued from Page 8
earnings conference call that the ra-
dio business — on the pessimistic
end — is “a flat-revenue-growth
business.” He continued, “On the
optimistic end, it's a mid-single-
digit-growth business. But you've
got cash-flow growth that’s not as
fast as it has been.”

To diversify, Liggins highlighted
Radio One’s plans to launch an In-
ternet portal before year’s end.
“We've got to figure out how to
monetize the 14 million listeners in
our audience,” he said. “We're in
the ‘black people’ business. No-
body can drive traffic to a black-
oriented website like Radio One.”

Radio One’s Q4 2005 net broad-
cast revenue rose 15%, to $91.2 mil-
lion, due primarily to the acquisition
of 51% of Reach Media’s common
stock. Excluding Reach Media’s op-
erating results, Q4 net broadcast rev-
enue grew 1%. Q4 net income fell
from $13.5 million (13 cents) to $9.5
million (10 cents), matching Thom-
son Financial estimates.

Reach Media incurred $1.2 mil-
lion in Q4 impairment charges,
while Radio One spent $200,000 in
anticipation of the Q1 2006 launch
of its new Talk network.

Radio One’s 2005 net broadcast
revenue increased 16%, to $371 mil-
lion. Net income increased from
$41.5 million (39 cents) to $47.8 mil-
lion (46 cents).

For Q1 2006, inclusive of Reach
Media, Radio One expects to report
net revenue growth in the mid-
single-digit range.

Expanding The
Traffic Business

Westwood One President/CEO
Peter Kosann believes that the com-
pany must expand its content —
particularly Metro Networks’ traf-
fic service — to new platforms.

“The time has come to aggres-
sively market traffic content in digi-
tal media,” Kosann said during a
Feb. 24 conference call. “We are
going to unlock this value.

“With little cash investment to
date, Metro has sold limited content
to auto manufacturers, satellite pro-
viders and wireless carriers. We have
seen real and consistent demand for
our content from paying customers.”

The company’s Q4 net income
fell from $29.6 million (31 cents) to
$24 million (27 cents), a penny shy
of Thomson Financial analysts ex-
pectations, as net revenue declined
3%, to $147 million. Revenue from
Westwood One’s local/regional cli-
ents fell 10%, but there was a 6%
gain from national business. Q4
operating income slipped 13%, to
$44.3 million.

Westwood One’s 2005 net in-
come fell from $95.5 million (97
cents) to $84.7 million (93 cents),
missing analysts’ expectations by 1
cent. Full-year revenue slipped 1%,
to $557.8 million. National revenue
declined 2%, while local/regional
ad revenue rose 0.4%. Operating
income was $155.3 million.

The company issued a dim Q1
forecast, predicting high-single-
digit to low-double-digit declines
in revenue and double-digit in-
creases in operating and reinvest-
ment expenses. It also expects
double-digit declines in operating
income before depreciation and
amortization.

More Earnings

® Entravision’s radio division
Q4 net revenue grew 6%, to $25.2
million. On an overall basis, Entra-
vision’s net income grew from $2.6
million (2 cents} to $3.4 million (3
cents), and net revenue increased
8%, to $73.2 million. Approximately
$1.4 million of the overall increase
came from the company’s radio
unit.

Entravision’s 2005 net loss was
$9.7 million, due to a loss on extin-
guishment of $28 million in debt,
compared to 2004 net income of
$6.2 million. Net loss per share im-
proved from 9 cents to 8 cents.

® Cox Radio’s (4 revenue slid
2%, to $108.9 million, as national
spending fell 10% and local adver-
tising dipped less than 1%. Q4 op-
erating income dropped 40%, to
$22.7 million, due primarily to a
$13.4 million (13 cents) charge. The
charge also affected Cox’s Q4 net
income, which declined from $18.3
million (18 cents) to $5.5 million (5
cents). Minus the charge, Cox
would have matched Thomson
Financial’s forecast of 18 cents per
share.

For 2005, Cox Radio’s revenue was

flat at $437.9 million, but operating
income fell 5%, to $136.8 million. Net
income declined from $67.9 million
(67 cents) to $61.3 million (61 cents),
in line with Thomson Financial esti-
mates.

Cox Radio President/CEO Bob
Neil cited uncertain market condi-
tions when he declined to provide
Q1 guidance. “Pacings have been
on a bit of a roller coaster and diffi-
cult for even us to figure out,” he
said during Cox’s Feb. 22 earnings
call.

Saga’s Q4 radio-division rev-
enue slipped 3%, to $31.4 million,
while operating income declined
34%, to $6.9 million. However,
2005 net radio revenue rose 5%, to
$125.6 million, even as operating
income fell 12%, to $33.7 million.
Q4 net income decreased from $4.1
million (20 cents) to $1.9 million (9
cents).

For 2005, the radio division’s net
revenue rose 5%, to $125.6 million,
but operating income fell 12%, to
$33.7 million. Net income fell from
$15.8 million (75 cents) to $10.6 mil-
lion (51 cents).

Saga’s Q4 and 2005 net income
figures were impacted by a $1.2
million impairment charge, $2.7
million in losses on asset sales and
a $3.1 million increase in interest
expense.

During the Feb. 28 earnings con-
ference call, Saga Chairman/Presi-
dent/CEOEd Christian complimented
Radio One COO Mary Catherine
Sneed on her “gumption” in speak-
ing up during her company’s earn-
ings call about the radio industry’s
failure to create new business and
new advertisers. Christian also took
a shot at an unnamed competitor
that he believes is using shaky sales
strategies.

“We have noticed that there has
been a change in sales methodol-
ogy,” Christian said. “One large
company is selling per share rather
than rating. I don’t want to go into
a lot of detail, but I think, as an in-
dustry, we need to grow in the long
term. We won't achieve growth
through a “sell at any price to gain
share” mentality.”

Additional reporting by Adam
Jacobson and Sarah Vance.

Chuck

Continued from Page 3

with Doc and Johnny and Grace, a
heritage local morning show, and
the rest of the talented staff: [APD/
middayer]-Jana Sutter, {afternoon
jock] Chad Pitt, and Stick at night.

“I've definitely been blessed with
some great positions throughout
my career, thanks to the help and

guidance of guys like [outgoing Re-
gional VP/Programming] Doug
Hamand, [Sr. VP/Programming]
Marc Chase and [VP/Country]
Clay Hunnicutt. I've learned a tre-
mendous amount from them, and
I’'m now ready for this next chal-
lenge. The pieces are definitely in
place for XL to be No. 1.”

Chuck’s previous programming
stops include Clear Channel CHR/

Pop sister WKX]/Chattanooga, TN,
as well as WVSR/Charleston, WV.

Pederson

Continued from Page 3
have the greatest content — the
Gospel! It's my desire that when
people listen to Moody radio,
whether it’s a song, a message or an
interview, they’ll experience God in
a real and practical way.”

Thompson
Continued from Page 3

political stage since the 1970s, when
he served as minority counsel to the
Senate Select Committee on Presi-
dential Campaign Activities —
a.k.a. the “Watergate Committee.”
38 * Radio & Records March 3, 2006

In 1994 he was elected to the U.S.
Senate to fill the unexpired portion
of Sen. Al Gore’s term.

Thompson went on to serve in
the Senate until 2003. During his
tenure on Capitol Hill he was
Chairman of the Senate Govern-
mental Affairs Committee and sat

on the Senate Intelligence and Ju-
diciary Committees.

Thompson began his film and
television career in 1985 and has
appeared in numerous TV shows
and movies including The Hunt for
Red October,.Cape Fear and In the
Line of Fire.
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The Big Picture On SMS

More reasons text messaging keeps radio hip

y now most radio executives have some idea of what short
message service, or SMS, is. Some even understand how text
messaging can make a radio station more relevant to the tech-

nology-savvy music lover who owns an iPod, has a MySpace
page and doesn’t remember a world where ATMs and the
Internet weren’t as common as the corner Starbucks.

This week 1 talk about the bene- i+ —
fits of SMS and mobile marketing |
with Eric Murphy, founder of
Pop2Life, a creative marketing and
promotions company dedicated to |
providing innovative campaigns
for clients in the media and enter-
tainment industries.

One-On-Onz Communication

Murphy says he’s seen a rapid
advance in the technology surrounding text
messaging in the last year. “It’s huge m other
parts of the world,” he says. “It’s a multibil-
lion-dollar business in Europe and South
America and is just now catching up in the
U.S., which is sort of unlikely.

“Usually the U.S. leads in these kinds of
technical advances, but we've kind of fallen
behind on this one.”

With the evolution of dozens of new enter-
tainment choices, Pop2Life’s focus is offering
SMS and mobile marketing tools to both the
radio and record industries.

“Both radicand records really havenj‘i tapped
in to it yet because it's so new or because they
don’t know how to apply it to their particular
application,” Murphy says. “We're pushing it

Eric Murphy

and telling radio and records tobe ag-
gressive about taking part in the new
technology.”

Pop2Life is actually a partner-
. | ship created about six months ago

| with a company called CCC Inter-
active, which handles the technical
applications.

Murphy has a unique perspec-
tive on pitching record companies
and radio broadcasters on SMS
tools: He spent nine years in radio and worked
at RCA Records for eight years as VP /Promo-
tion & Marketing, working with such artists
as Kelly Clarkson, Christina Aguilera and
Dave Matthews Band.

“Text messaging creates a much more in-
teractive experience for consumers, and that
allheads back to the fact that people now have
so many choices for entertainment, whether
it be an iPod or satellite radio or whatever,”
Murphy says.

“Radio really has not done anything new
or interactive for its listeners since I can re-
member, and I've been in the radio and record
industries for 17 years.”

About Pop2Life, Murphy says, “There’s
definitely a big difference between what we

KSFI-HD2 is available to all listeners with
HD Radio receivers and is currently com-
mercial-free. Listeners can also tune to the
new audio offering live via the Internet, at
www.fm100.com.

“We're very pleased to provide our very

»

€S.

~ Radio mEmmEa

Two weeks ago KSF! (FM100)/Salt Lake City became the market’s first
station to launch an HD2 multicast channel when it debuted “Soft Sunday
Sounds.” The new station offers a format that's truly unique to the Wa-
satch Front: Soft Sunday Sounds is devoted to music from artists like
Michael W. Smith, AfterGlow, Michael MclL.ean and other well-known con-
temporary artists in Latter Day Saints and Christian music.

popular Soft Sunday Sounds music throughout the week,” said Bonneville/Salt Lake
City Sr. VP/Market Manager Bruce Christensen. “By utilizing HD2 technology, our large
listener base can now enjoy even better sound.”

Bonneville/Salt Lake City VP/GM Chris Redgrave said, “Furnishing this program-
ming to our listeners via HD Radio technology is yet another way in which we're en-
riching the products we provide our listeners. We know they'll find Soft Sunday Sounds
in HD Radio to be a highly enjoyable addition to their Bonneville programming choic-

Bonneville/Salt Lake City's News/Talk KSL-AM & FM and Classic Rock KRSP (103.5
The Arrow) already broadcast in HD and are considering their own HD2 multicasts.

FM 100

Soft Hits...Less Talk

do and what other companies do. We know
how to apply these technologies to radio and
records. A lot of other companies that are out
there are technical in nature. They're great at
the technology. They have great engines that
run their technology. But the technology is
useless without the creative ideas that make
it work.

“That’s the one thing that we’re experts in
for this industry, whether it be television, MTV
or Comedy Central, or radio. We have the ex-
perience to create applications from beginning
to end that truly benefit radio and records.

“Our creativity is the bottom line. We offer
something from a full-spectrum standpoint

that other companies can’t. Whether it’s com-
ing up with the initial idea for a sweepstakes
or applying it to the sales force of a radio com-
pany and showing them how they can use it
to create new revenue streams for radio, it can
possibly change the model of how radio gets
the bulk of its revenue.

“The days of 10-minute stopsets have to
come to an end, or radio is going to suffer.”

New Technology With
Premium Benefits

SMS technology provides many opportuni-

ties for radio to reach the people advertisers are

seeking, Murphy believes. “The advertisers are
Continued on Page 40
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The Big Picture On SMS

Continued from Page 39

looking for new and innovative ways to reach
those listeners,” he says. “Forget about doing
the traditional time buy. These people are tex-
ting in requests or to enter sweepstakes or vote
in polls.

“A radio station can send a message right
back out to that consumer, thanking him for
texting in a request. It can say, ‘Don’t forget to
stop by Dunkin Donuts because Kiss-FM is
going to give you a free latte,” or whatever they
want it to be.

“There are a lot of sponsorship opportuni-
ties. Revenue from premium-based cam-
paigns could even come from a premium club
that would give people instant notifications

T
AN F&E TR

“The advertisers are
looking for new and
innovative ways to reach
those listeners. Forget
about doing the
traditional time buy.
These people are texting
in requests or to enter
sweepstakes or vote in
polls.”

of on-sale-or presale dates for concerts.”

For example, the first 100 people to text back
to a station could receive the opportunity to
buy tickets to an upcoming concert before the
tickets go on general sale. The tickets sell at a
premium, and the station takes a cut of the
revenue from the text-based promotion.

“The premium SMS is really the biggest rev-
enue stream, and the ability to deliver content
to the listener is exclusive to that station,”
Murphy says.

“Whether it's a ringtone or morning show
wallpaper or a situation where the morning
show host is talking to some hot stripper and
wants to send a ‘push-out’ to anybody who
wants to see what this woman looks like right
now, it’s all added value.”

The Next Big Thing

Murphy started his company about three
years ago. Thank Pinnacle Media Worldwide
consultant Ken Benson for hipping Murphy
to SMS and mobile marketing.

Murphy says, “Ken does a lot of interna-
tional business and deals with radio stations
all over the world. He told me way back then
that SMS texting was going to be huge. At the
time I said, ‘What's the big deal? People text
in and — who cares?’

“I didn't really think of it as an opportuni-
ty. I thought of it on the most basic terms,
which is someone texting in to request a song
or to enter a sweepstakes. That's great, but the
possibilities with SMS and mobile marketing
are enormous.

“It's not just about texting in a request or
texting in to win a sweepstakes. Although
those are great ways to build a database and
great ways to have interaction with the listen-
er, they’re not the only ways — and they're
the most basic ways.”

Texting is more powerful than a listener
club that sends e-mails to members, accord-
ing to Murphy. “This is a much more one-on-

-mtxmate commumcam(pg w1th a listener 4

“Terrestrial radio has to
do a good job in getting
behind the technology out
there, and to this point |
think they’ve been a little

SEEL eI

or a consumer, and people have their cell
phones with them all the time,” he says.

“Remember that 80% of radio listening hap-
pens in the car. No one has his or her laptop
in the car. And people don’t have time to sit
on the phone and wait on hold for 25 min-
utes.”

The best part? Someone sponsors the text-
based giveaway, Murphy says. Of course, a
premium sweepstakes would still require a
web-based entry form, giving people the op-
tion to enter for free so the station stays with-
in legal contest guidelines.

“The morning show can go on and say,
‘We'll give you an exclusive morning show
ringtone, and you’re also going to be regis-
tered for a trip to the MTV Video Music
Awards,”” Murphy says.

“Somebody texts in, and they get a text back
that says, 'Hey, thanks for texting in. Would
you like to buy this ringtone? It's $1.99. You'll
also be entered to win this trip.” Or they can
say no and not get charged. Listeners will al-
ways have the option to opt out. Anyone from
the local car dealer to McDonald’s can offer
premium messages.”

Record labels that want to let people know
there is an album in stores or to watch a cer-
tain artist on Saturday Night Live can also use
SMS texting to get the message out. Murphy
says, “The labels have a huge opportunity to
go toradio stations and say, ‘We want to spon-
sor your SMS request line.””

Spamless Possibilities

One thing Murphy stresses about SMS tech-
nology is that it works very differently from
e-mail. “The possibility of people being
spammed and people getting all these random
messages and being pissed off at the radio sta-
tion is very unlikely,” he says.

- Lhe carriers are super-super-protective of

}nulogy because these are t§ s-

TS. 'T‘hey don’t want to piss themPoff.

There is a lot of regulation and a lot of scruti-

ny about who gets a short code and how it’s

being used. It's a long process to even get one
approved, and it's very expensive.

“A lease for a short code runs between $500
and $1,000 a month, and you have to apply
with each carrier to justify what you're doing
with it. They monitor it very closely.”

Station-based texting, therefore, wouldn’t
be used to blast out a message to a million
people in a record label’s database. The sta-
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_ so many places where people are getting information.

* establish instant interaction with listeners, which is what it's
.. a perfect medium for.”

~ SMS As A Communication Device

According to Vibes Media co-founder Jack Philbin, SMS and mobile
marketing technology offer radio a communication device, not a mar-
keting tool.

Philbin, who has been marketing SMS to radio since late 2003, says, “What ter-
restrial radio is trying to do is stay local and stay relevant in the face of iPods and
satellite radio. All the mediums are diluted because there are

“This is a way to keep a more intimate relationship and |

Vibes was founded eight years ago, and Philbin says he’s
been in the SMS world longer than most of his competitors.
He says there are many players who claim they can deliver
_on things that “they absolutely can't.” i~ AR

Philbin says, “I do a lot of cleanup work, calfing sta’uons Jack Philbin
to give them a reality check on what they're being pitched vs. what can happen
in the market, what U.S. consumers are ready for and the ways things should be
done here, based on proven programs we've run.”

Vibes has run more than 5,000 mobile programs and is tied in to sports stadi-
ums and arenas with all the major leagues in the U.S. The company just wrapped

an SMS Super Bowl package for Burger King.

Philbin says, “We've got consumer experience. We've got experience with wire-
less carriers. We're running all the text-to-screen tours. We did the Green Day
tour, and now we're doing the Bon Jovi tour. For those who aren’t familiar with
text-to-screen, it allows people in the audience to send a text message to a Jum-

= botron screen.

“Our experience is really diverse, and that matters a lot, because it's not what
somebody knows about radio, it's what they know about mobile and how it can
complement radio.”

A Brick Wall
Vibes' first radio client was popular KTTB (B96)/Minneapolis morning host Tone

E. Fly. Philbin says, “He really understood the platform. We built a solution that
was pretty awesome right off the bat. | knew we were on to a huge product.”

But Philbin says Vibes has “hit a brick wall” because the radio industry can be

‘a tough place to pitch an innovative product. “it's more of a money thing, not
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. Unlike some in the industry, Philbin doesn’t believe textinggipuld be used to
send advertising or promotional messa@sto listeners. ig problem

that radio folks lack technological savviness,” he says. “Everybody’s gunning for
next month’s number, and there’s not much investment in innovation.

“You can show people the platform, and they'li sit there and go, ‘Wow! This is
truly amazing.' It connects our broadcast, traditional, one-way media with peo-
- ple in a way where all of a sudden it's two-way. You're activating that broadcast
. message and making that interactive. It's the marriage of two mediums that en-
_ hances the power of both.

“Radio is all about giving people information and making them happy, whether
- they are listening to their favorite song or whatnot. if you want to enter a contest,
you can call in and get a busy signal and get that experience. That sucks.

“It also sucks to go into some automated voice mail that routes me on some
phone tree to enter some information or something. Those are all static experi-
. ences, from the time | pick up the phone to the time | hang up. What mobile
offers is interaction over the course of days or even weeks, because you can get
a dialogue going. That's what we're really good at.”

Find The Money

with the radio stafion’s lack of ability toﬁhd an innovatio because
they're trying to do it out of the marketing budgets, and those are tiny,” he says.

“This should come out of a programming budget. But it doesn’'t matter where
somebody allocates it at the station level, the money needs to be found because
they need to do this.

“Again, if it's marketing, it should be prioritized over the cost of one billboard
on a highway. If you run a mobile platform that interacts with listeners, you have
all that data at your fingertips in real time.”

behind the ball.”

been a little behind the ball. Radio stations
want a connection to the listener, and mobile
marketing is a good part of that.”

them,” Murphy says. “Terrestrial radio has to
do a good job in getting behind the technolo-
gy out there, and to this point I think they've

tions would control who gets the messages
and how often they get them.
“We're just the people facilitating it for

i R R
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SXSW 2006 Keynote:
Neil Young

Go to sxsw.com for
registration discounts,

conference updates
THE SXSW MUSIC AND

and a list of MEDIA CONFERENCE
' showcases hundreds of musical

showcasing

ac:s from around the globe on

a rt |5tS ) fifly stages in downtown Aust r.

V By day, conterence registrants
do business in the SXSW Trade
Show in the Austin Convention
Centzr and partake cf a full
aga1da of informative, provoca-
tiva panel d scussions featuring
hundreds of speakers of interna-
tional stature. SXSW Music

- celebrates its 20th anniversary
in 2026.
WWW.sXsw.com
512/467-7979

IFC

tv, uncut.
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TECHNOLOGY

BRIDA CONNOLLY

Why Net

drecords.com

Neutrality Matters

And a tech news roundup

1

\Fét neutrality is a term you’ll be hearing more and more as
% time goes on, and, if you're a content provider — for in-

stance, if you run a station website or websites — you'll need to

know what it means and what the future may hold.

Following recent FCC and Supreme Court
decisions, broadband networks are now consid-
ered by the government to be “information ser-
vices” rather than “telecommunications servic-
es.” That means broadband services are mostly
unregulated, as opposed to working under the
tight regulatory guidelines that govern telecom-
munications services.

The lack of regulation means broadband ser-
vice providers can now legally control what con-
tent goes over their networks. For example, a
broadband provider could theoretically limit
access to a popular website — say, Google — to
customers who pay more for a higher tier of
broadband service.

In other words, broadband could end up
working much like cable television, with the
provider making the final decision about what's
available and how content can be accessed. Con-
tent providers not favored by the broadband car-
rier (or that don't pay) could be relegated to
slower connections or blocked entirely.

Lobbying group Public Knowledge describes
the possibilities this way: “Network operators
can adopt conflicting and proprietary standards
for the attachment of consumer equipment [that
is, they can control what modems and other
devices consumers use], can steer consumers to
certain websites over others, can block whatev-
er Internet services or applications they like, and
[can] make their preferred applications perform
better than others.”

Free Access

Broadband carriers to date have been largely
“neutral,” with every carrier allowing all legal
traffic on its network, and PK would like to see
legislation or an FCC rulemaking that guaran-
tees ongoing net neutrality.

The group, which has released a detailed
white paper on the issue (available at wrwr.
publicknowledge.org), would like to see legislation
or regulations that include the following:

“1. A statement of the network operators’
obligations on a nondiscriminatory basis to car-
ry any traffic, to permit any use and provision
of any applications and services, and to allow
the use of any equipment.

“2. Astatement that recognizes the legitimate
needs of the network operator to prevent harm
to the network, comply with laws regarding ac-
cess to unlawful content, and engage in legiti-
mate network management.

“3. A statement that the principle in 1. shall
be enforced through a complaint process and
that the network operator has the burden of
proof of justifying within a few days of a com-
42 * Radio & Records March 3, 2006

plaint being filed that any blocking or discrimi-
nation is necessary to comply with 2.”

PK suggests a window of three to 10 days for
a broadband carrier to respond to a discrimina-
tion complaint.

Dialup providers are legally defined as tele-
communications services and are bound to car-
ry all legal content without discrimination, and
the Internet was built on free access in a dialup
world. Widespread broadband should allow
access to more and better content, not open the
door for broadband carriers to control content
at will.

No BlackBerry Injunction, For Now

The long-running patent-infringement case
between Waterloo, ON-based BlackBerry devel-
oper Research in Motion and Virginia-based
patent-holding firm NTP took a slight turn in
RIM’s favor on Feb. 24, when a District Court
judge did not rule on NTP’s request for an in-
junction that would have shut down BlackBer-
ry service in the United States within 30 days and
potentially stopped the sale of new BlackBerrys.
Judge James Spencer said he will make a deci-
sion on an injunction “as soon as reasonably pos-
sible.”

RS 3 N

NTP has asked for a new
injunction that, if
granted, could shut
down BlackBerry service
to most of its 3 million
to 4 million users in the
United States.

The infringement suit dates back to 2001,
when NTP alleged that the BlackBerry platform
infringes on eight of its patents and took RIM to
court over 16 claims related to five of thosc pat-
ents. NTP won in the jury trial and asked for —
and got — an injunction from Spencer to shut
down BlackBerry service. That injunction was,
however, stayed pending appeal.

NTP has asked for a new injunction that, if
granted, could shut down BlackBerry service to
most of its 3 million to 4 million users in the
United States (any injunction would exempt the

million or so government and emergency work-
ers who rely on BlackBerry, though it’s not clear
whether technology exists to block BlackBerry
service to only some users).

RIM recently released the details of software
workarounds that it says will keep the BlackBer-
ry service operating if NTP’s request for an in-
junction is ultimately granted. But any such
workaround would involve upgrading the firm-
ware on every BlackBerry in the hands of con-
sumers, a huge undertaking and a possibly enor-
mous logistical problem.

Meanwhile, the LS. Patent & Trademark Of-
fice last week set aside one of the NTP patents
in the case in a final order. NTP is expected to
appeal that decision and earlier preliminary
Patent Office decisions setting aside all the pat-
ents in the RIM-NTP case.

The RIAA Changes Its Tune?

One provision of the Digital Millennium
Copyright Act requires that every three years a
new rulemaking be held on exceptions to the
DMCA's anti-circumvention rules — that is, the
part of the law that makes it illegal to work
around a copy-protection scheme. Such a rule-
making is going on right now, and the RIAA's
comment filing in the case may indicate a change
of direction at the organization.

These words appear on the RIAA website
(www.riga.org) right now: “If you choose to take
your own CDs and make copies for yourself on
your computer or portable music player, that's
great. It's your music, and we want you to en-
joy itat home, at work, in the car and on the jog-
ging trail.”

But in the DMCA filing the RIAA says, “nor
does the fact that permission to make a copy in
particular circumstances is often or even routine-
ly granted necessarily establish that the copying
is a fair use when the copyright owner withholds
that authorization.”

That, according to lobbying group the Elec-
tronic Frontier Foundation, means that copying
one’s own legally purchased CDs for use on an
iPod or other device may notbe a legal “fair use”
if the copyright owner decides to withhold per-
mission to make such copies.

Meanwhile, in the same filing the RIAA says,
“Creating a backup copy of a music CDis nota
non-infringing use.”

RIAA lawyers said in the MGM v. Grokster
case that making personal copies of music is
“perfectly lawful,” and there’s no sign yet that
the RIAA is planning to change its public stand
on making such copies. But the rulemaking com-
ment may, the EFF believes, mean that the RIAA
is opening the door to enforcing copyrights
against people who make personal copies of its
member labels” music. Keep an eye on this one.

CBS Corp. Offers ‘CBS Alerts’

CBS Corp. will next week introduce breaking-
news “CBS News to Go” and entertainment-
news “ET to Go” alerts for mobile-phone users.
The “CBS Alerts” — up to five a day from each
service — will include text, video and pictures
for subscription fees of 99 cents a month for “CBS
News to Go” and $3.99 a month for “ET to Go.”

CBS plans to run promos during selected TV
shows telling consumers how to get the alerts,
and signup will also be available at CBS.com,
CBSNews.com and ETOnline.com.

CBS Corp. President/CEO Les Moonves said,
“As a leading content creator, we are commit-
ted to deepening our consumers’ relationship
with CBS brands and programming. This move
underscores our strategy of offering best-in-class
content on as many platforms as possible while
seeking out new revenue streams.”

CBS’s technology partner for the project is
Boston-based m-Qube. The alerts will be avail-
able for all mobile phones and wireless carriers.
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“Network operators can
adopt conflicting and
proprietary standards for
the attachment of
consumer equipment, can
steer consumers to certain
websites over others, can
block whatever Internet
services or applications
they like, and [can] make
their preferred
applications perform
better than others.”

Public Knowledge

iTunes Store Sells Billionth Download

Apple Computer last week sold its billionth
download through the iTunes Music Store, a
copy of Coldplay’s “Speed of Sound.” The lucky
buyer, Alex Ostrovsky of Michigan, received a
20-inch iMac, 10 60-gigabyte iPods (five black
and five white) and a $10,000 iTunes gift card
from Apple Computer. Additionally, Apple is
setting up a scholarship in Ostrovsky’s name at
the Juilliard School of Music.

Apple CEO Steve Jobs said, “I hope that
every customer, artist and music-company ex-
ecutive takes a moment today to reflect on
what we've achieved together during the past
three years. Over 1 billion songs have now
been legally purchased and downloaded
around the globe, representing a major force
against music piracy and the future of music
distribution as we move from CDs to the In-
ternet.”

ComScore Arbitron Audience
Hits New High

The online radio networks measured by the
comScore Arbitron webcast ratings topped 7
million different listeners age 12 and older dur-
ing an average week in the month of December
2005, the first time the cume audience has sur-
passed that mark injust over a year of measure-
ment.

The overall cume leader is once again Yahoo!
Music, with 2.8 million in weekly (Monday-Sun-
day, 6am-midnight) cume and AQH cume of
280,900. AOL Radio Network comes in second,
with weekly cume of 1.9 million and AQH cume
of 228,500.

AOL is followed by Microsoft's MSN Radio
and WindowsMedia.com, with a weekly cume
of 1.2 million and AQH cume of 121,000; Clear
Channel Online Music & Radio, with a weekly
cume of 797,300 and AQH cume of 58,600; and
Live365, with a weekly cume of 721,200 and
AQH cume of 47,800.

The comScore Arbitron ratings are based on
listening by approximately 200,000 U.S.-based
members of comScore’s global panel of consum-
ers who have agreed to have their online activi-
ty monitored by comScore. All the measured
networks are represented by Ronning Lipset
Radio. .
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Rick Dees Rides Again!

Or should we say “Ricardo Diaz”? Legendary ex-KIIS/ |

Los Angeles morning mainstay Rick Dees is returning to the
SoCal airwaves this Sunday morning to host a unique new
Hispanic-flavored countdown show on SBS Latin Urban
KXOL (Latino 96.3). “I think
there’s a real hole for this, espe-
cially in some of the markets that
have stations that are bilingual,”
Dees tells ST. “What this does is

brand Latino 96.3 as a general-

market radio station, and this gives

the advertisers — the little wimps

‘Donde esta la casa de Pepe?’

who were afraid to advertise on
this station — permission to go
ahead and open up and spend some money with this station,
because they should.” The new show will run Sunday morn-
ings from 6-10am. "And this is just the beginning,” Dees vows.
“The first phase of a double-pronged assault.” That's right
— he's making noise about returning to mornings some-

where in Los Angeles soon. Stay tuned.

Mmm ... Reast Smulyan

On Feb. 27 at the Broadcasters’ Foundation Dinner, Emmis
CEO Jeff Smulyan (pictured) was presented with the group’s
Golden Mic Award, which recognizes the community service
; and charitable work of its recipient.
And then it got weird. Emmis Ra-
dio President Rick Cummings, Cox
Radio COO Dick Ferguson, former
Jefferson-Pilot Communications
i President Carke Browne and Fed-
| erated Media CEO John Dille all

praised Smulyan — and also got in

Smell someone roasting? a few shots.

The evening's highlight was a
video presentarion of “Jeff TV, a sendup of all-news cable chan-
nels that featured nothing but news abcut Smulyan. Bonneville
CEO Bruce Reese and former Susquehanna COO David
Kennedy co-anchored the coverage, which was accompanied
by a ticker that featured Emmis’ current stock price, Smulyan's
health stats and the temperatures in both Boca Raton, FL and
Smulyan's hometown of Indianapolis.

The “broadcast” was enhanced by a field reporting crew
that included Greater Media CEO Peter Smyth; Citadel COO
Judy Ellis; R&R CEO Erica Farber; and Entercom CEO David
Field, who was on-scene at Smulyan’s favorite restaurant —
Hooters — with Cumulus CEO Lew Dickey, Hubbard Ra-
dio President Ginny Morris and Regen: CEO Bill Stakelin. In
a special report from Nashville, Farber read a statement from
former Vice President Al Gore, who acknowledged that it
was Smulyan — not Gore — who invented the Internet. Ellis
interviewed Smulyan’s limo driver, who bore a striking re-
semblance to CBS Radio CEO Joel HoBander.

Clear Channel CEO Mark Mays and Clear Channel Radio
CEO John Hogan were also featured in a restaurant — Taco
Bell — which they'd taken in trade for all of Clear Channel's
radio stations after Smulyan convinced them that that ... you
guessed it: Less is more.

Former FCC Commissioner Susan Ness introduced “FCC
Chairman and cwner” Mel Karmazin, whose recent purchase
of the agency gave him the authority to grant Smulyan’s ra-
dio stations licenses for life.

|
|

However, the heaviest hitter of the evening was none other
than former President Bill Clinton, who remarked that no one
deserved the “Golden Shovel” award more than Smulyan and
revealed that it was actually Smulyan who invented satellite
radio. Smulyan said he was “blown away” by all of the at-
tention, especially the ambitious “|eff TV" production. “Most

of those people | haven't spoken to in years,” he joked.

Execirtive Sweet

* Some overdue consolidation results in at least |5 full-
time positions being eliminated at Clear Channel/Los Ange-
les. The layoffs included Mat Weig, Marketing Director of
KBIG and KOST; Neil Simon, Promotions Director of Pro-
gressive Talker KTLK-AM; and Emily Novak, assistant to KF|
PD Robin Bertolucci.

* Mark Steinmetz is leaving as Sr. VP/Market Manager
for CBS Radio Country KMLE, Oldies KOOL and KZON
(101.5 Free FM)/Phoenix. Steinmetz, a 29-year radio vet, has
run the trio since December 2003. The company has called
upon Dallas-based Controller/Western Region Randy Friend
to jump in temporarily while CBS Exec. VP/Western Region
Brian Ongaro interviews potential replacements.

* Cumulus/Nashville Market Manager Michael Dickey has
resigned. Word has it he plans to walk the earth for a while.

* Superadio Networks hires industry vet Anita Parker-
Brown as VP/Entertainment Programming. Ms. Parker-
Brown previously worked at SJS Entertainment, AURN, Jones
Radio Networks and Launch Radio Networks. She will play
a hands-on role in the syndicated Wendy Williams Experience.

* After a 23-year run, Greater Media/Philadelphia Group
Events Coordinator John Kubiak exits. “Kub,” who formerly
served as Promotions Director at WMMR and the former
WXXM (Max 95.7), can be reached at 610-716-6000 or
dx9 1 9@yahoo.com.

The Programming Dept.

* KPRR (Power 102)/El Paso ups Asst. PD/morning show
co-host Patti Diaz to PD. The gig has been available since
Bobby Ramos left in January to program Latin Urban sister
KLOL (Mega 101)/Houston.

* WXTU/Philadelphia MD/afterncon personality Cadillac
Jack exits after six years with the Beasley Country outlet.
He can be reached at 484-919-6333.

* CBS Radio/Portland, OR Programming Guru Dennis
Constantine has been a busy guy: First, he hired Portland na-
tive Brad Dolbeer, currently doing nights at KMTT/Seattle,
for the newly created position of Asst. PD/midday host at
KLTH (K-Hits 106.7). About 12 seconds later, Constantine,
feeling generous in spirit, strolled down the hall and into the
office of Kevin Welch, MD of KINK, and awarded him bo-
nus Asst. PD stripes.

* J-Dot, a.k.a ]-Arthur, a.k.a James Hukins, Asst. PD/night
jock at WIKS (Kiss 102)/Greenville, NC, has been upped to
PD. He will replace BK Kirkland, who exits March 3 after |7

| years in the PD chair.

* Self-described “sassy young lassie” Ashley “P-Nut” Wil-
son is flying the MD coop at Entercom Active Rocker KISW/

Seattle in search of her first programming gig. Wilson, whose

last day is March 15, leaves a four-year trail of destruction
behind her at the station. In the meantime, Asst. PD Ryan
Castle ably assumes her MD stripes, assisted by night jock
Jolene.

www americanradiohistorv com

* Eric Sean, PD of American General Media CHR/Rhyth-
mic KPAT (95.7 The Beat)/Santa Maria, CA, takes that sweet
transfer farther inland to become OM of CHR/Rhythmic
sistah KISV (Hot 94.1)/Bakersfield, where interim PD J. Reed
is now regular PD. Reed has been handling programming

| since Picazzo Stevens left in December to rejoin his former
KISV boss, Bob Lewis, in Austin as Asst. PD/afternoon dude
at KDHT (Hot 93.3).

* Much like the smoke billowing from the flaming buffalo
in the lobby of Clear Channel's Casper, WY cluster, news also
spews: Programming Assistant Travis Royce is given PD du-

- ties for Country KWYY (which are handed off by OM
Donovan Short) and AC KMGW (which are donated by
| Bob Davis). Short will continue to oversee the cluster and
program CHR/Pop KTRS and Adult Hits KRVK while Davis

' keeps News/Talk KTWO-AM and Sports/Talk KKTL-AM.
Continued on Page 45

YEAR AGO

* Danny Goldberg named CEO of Air America Radio.

+ Alan Sledge named Sr. VP/Programming for Clear
Channel/Arizona, Nevada & Texas

¢ Jeff Boden promoted to President/GM of WJZW &
WRQX/Washington

YEARS AGO

‘ + Ron Fair named President of A&M Records

=

* Rich McMillan named PD of WLVE/Miami
* Cheryl Broz elevated to Regional Promo Dir./West
Coast, Arista Records.

YEARS AGO

®

« Daniel Glass promoted to President of Universal
Records.
* Shellie Hart appointed PD of KEDJ/Phoenix
| = Lynn Anderson upped to VP/International Development
at Metro Networks

YEARS AGO

* Johnny Barbis named Sr. VP at Poly-
Gram Label Group

* Carey Curelop assumes PD duties at
KQLZ/Los Angeles.

» Dave Samp transfers to GM at KISW/
Seattle

YEARS AGO

®;;:::1®..

*John Fagot and Ruben Rodriguez | %
named VP/Promotion and VP/Black
Music & Jazz Promotion, respectively,
at Columbia Records.

» Harry Lyles named OM at WAIA/Miami.

* Wayman Jones appointed National Di
rector/Urban Black Promotion at Poly
Gram.

YEARS AGO

JohnFagot

®

* Ed B~ yd named President of Columbia Pictures Indus-
tries radio division

*+ Ray Anderson named VP/GM of the Pasha Music
Group

+ Bert Keane named VP/Promotion & Marketing for Dream-
land Records

YEARS AGO

®

+ Gary Davis exits as head of national
promotion at Warner Bros. Records.

+ Art Laboe named PD of KRLA/Los An
geles

* Steve Rivers moves to KROY/Sacra-
mento as PD,

o4

ArtLal
. i S

March 3, 2006 Radio & Records ® 43



www.americanradiohistory.com

A&RWORLDWIDE S

BEL AGE HOTEL
WEST HOLLYWOOD
CALIFORNIA U.S.A

APRIL 30-MAY 3 2006

OPENING KEYNOTE MODERATED BY THE WORLD-FAMOUS LARRY KING (CNN LIVE)
CONFIRMED SPEAKERS INCLUDE:

*Chris Gorog, Chairman/CEO, Napster * Jason Flom, Chairman/CEQ, Virgin Records Group (US)
* David Renzer, Chairman/CEQ, Universal Music Publishing Group * Ken Lombard, President,
Starbuck’s Entertainment * George Ergatoudis, Head of Music, BBC Radio | (UK) * Nic Harcourt,
Head of Music, KCRW Los Angeles * Nick Gatfield, President, Island Records Group (UK) *
Colin Barlow, President, Polydor (UK) * Martin Dodd, Sr. VP A&R Worldwide, Sony Music Int'l *
Rollo Armstrong, Producer/Remixer (Dido, Faithless, U2, Sarah MacLachlan) * Steve Schnur,
Worldwide Executive of Music, EA Games * David Goldberg, Vice President & General Manager,
Music, Yahoo! Inc. * Tim Renner, Managing Director, Motor FM (Germany)
* Terry McBride, Founder/CEO, Nettwerk Worldwide * Alex Patsavas, Founder, Chop Shop Music
(The OC, Grey’s Anatomy, Carnivale) * Michael Steele, Program Director, Indie 103.1FM Los Angeles
* Ted Cohen, Senior Vice President, Digital Development & Distribution EMI Music
* Scott Francis, President, BMG Music Publishing (N. America)
and many more of the world’s top music and media decision-makers...

WWW.MUSEXPO.NET

310.286.0231
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Continued from Page 43

* In Cleveland, WQAL MD Rebecca Wilde hands over
her stripes tc focus on getting up at the ungodly hour of 3am
to do mornings with Allan Fee. Drunk with power — or
maybe extra oxygen, since he arrived from the mile-high
perch of sister KIMN/Denver only two weeks ago — PD
Dave Popovich picks up Wilde's 1i‘scarded stripes and af-
fixes them to the sleeve of midday dude john Connor. “I
hope he's able to lead the rebellion against the machines —
I'm definitely encouraging that,” Popovich tells ST.

* Jim Allen is exiting his PD post at KZMG (Magic 93.1)/
Boise, ID for family reasons. Allen has programmed the sta-
tion since May 2003. OM Rich Sumimers is now looking for

a replacemerit.

‘Those Damin Aliens Stole My Pants!’

Coast to Ceast AM host George Noory, ruler of overnight
radio since Art Bell stopped doing the weekday version of
the show, makes a nice living entertaining the paranoid masses

- with his tales of the supernatural. Occa-

7 sionally, however, Noory has a close en-

“| counter of the idiﬂt kind. Please enjoy this
hilarious snippit of stupidity we bor-
rowed from his rFecent interview with the
San Diego-area North County Times: “A
woman calls one day and says, ‘You're

not going to beIiTve it — my husband'’s
been abducted by aliens! He finally came

in real late in the morning. He was

‘Prepare to be
probed!’

sweaty and nervous, and these aliens,

they even took his wedding ring!"”

Quick Hits

* Longtime WLUP/Chicago miidday princess Cara
Carriveau is stepping down to dewate more time to her
young family while also helping her husband grow his new

Jump OF.

previously spent seven years doing afternoons at CBS Radio’s
crosstown CHR/Pop WNKS/Charlotte. For the past year he's
been doing middays at Clear Channel CHR/Pop WKSC/Chi-
cago.

* KHTN (Hot 104-7)/Modesto, CA welcomes Jason
Brown, ak.a. Jay Boogie, for nights. Mr. Boogie's decade of
experience includes KMEL/San Francisco and KWIN/Stock-
ton. He replaces Double |, who crossed to KWIN last year.

* WIBB/Macon, GA night jock DJ Skills exits, replaced by
Shawty Slim, one-half of the afternoon crew known as The

* WZAT (Z102)/Savannah, GA welcomes new night jock
Damien Mata, who arrives on the 7:40 express from To-
ledo, where he did overnights on WTWR. “Big Red” Sa-
rah moves from nights to overnights on Z102.

* KTTB (B96)/Minneapolis brings in Spiderman’s mild-man-
nered alter ego, Peter Parker (pos-
{ sibly pictured), for nights. Parker was
last heard in Boston doing late-nights
at sister WBOT before it flipped to
Urban AC as WILD-FM last year.

* Nathan James segues from

Media's WGH-FM (97-3 The Eagle)/
Norfolk. He will also handle Promo-
tions Director duties for clustermates
WVBW (92-9 The Wave) and WXMM (Rock 100.5 Max-FM).
He replaces Kimi Stevens on The Eagle. She, ironically,

That was way 100 easy.

heads to Metro Traffic to handle airborne traffic duties for
The Eagle and The Wave.

* WHUR/Washington adds Premiere’s syndicated Steve
Harvey Morning Show starting March 6. Harvey replaces The
Real DC Morning Show, which featured Smokin’ Tony
Richards, TC Bandit and comedian George Wilburn.

* As we speak, KNCN (C101)/Corpus Christi, TX is down
to One Guy in the Morning, as 2 Guys in the Morning co-host
Dan Rios exits after three years. OM/PD Paula Newell now

business, Fitness From the Inside Out. PD Tim Dukes ex-
pects to start turning over rocks from coast to coast to find
a worthy replacement.

* Across the street at WKQX (Q101)/Chicago, a woman
named Marissa, who has a background in theater and live
performing, lands her first radio job, on Mancow’s Morning
Madhouse as "“the female voice of reason,” says Emmis/Chi-
cago VP/Programming Mike Stern.

* Elsewhere in Chi-Town, WILV (i00.3 Love-FM) makes
some adjustrments under new PD Ric|Lippincott, including the
elimination of the LoveNotes show. Former host John Sy-
mons can be reached at 312-933-7930 or jnsymons@
aol.com.

* Much like a fry cook on Venus, PD Garett Michaels
flipped his airstaff at KBZT (FM 94.9})/San Diego. When ev-
eryone landed and the smoke cleared, night goddess Anya
Marina founc herself in middays while midday dude Tommy
Hough moved back to nights.

* Rick Thomas finally reveals who he hired to co-host the
new Chino in Da Morning show at XHTZ (Z90.3)/San Diego:
Say aloha to Tati Pelegreen, currently doing middays at
KDNN (Isiand 98.5)/Honolulu. Tﬂ

* Luke Jensen will join Nycki Pace and “Just Plain Dave”
Johnson on the revised morning show at KCKC (Star 102)/
Kansas City on March 6. Jensen, who'’s originally from K.C.,
is currently doing afternoons on WSCC/Charlotte.

* And speaking of Charlotte, Adam Smasher is report-
edly in talks to possibly return to the market to do mornings
at Clear Channel CHR/Rhythmic WIBT (The Beat). Smasher

seeks a "highly motivated workaholic” to jump into the | .4 hocements: Say hello to- L=

blender with 16-year morning vet Rex Gabriel, saying, “The
new person needs to be ready to perform at Mach 7 with
their hair on fire — that’s how Rex works!”

* WKZL/Greensboro part-timer Katie O’Brien is upped
to the newly created and fairly important-sounding position of
Asst. Morning Producer for The Murphy in the Morning Show.
Afterward, there was much singing and eating of cupcakes.

FILMS

BOX OFFICE TOTALS
Feb. 24-26

Title (Distributor) $ Weekend $ To Date

1 Madea’s Family Reunion (Lions Gate)* $30.03 $30.03
2 Eight Below (Buena Vista) $15.87 $45.20
3 The Pink Panther (Sony) $11.10 $60.84
4 Date Movie (Fox) $9.12 $33.81
§ Curious George (Universal) $7.21 $43.34
& Firewall (WB) $6.68 $37.29
7 Final Destination 3 (New Line) $5.49 $44.94
& Doogal (Weinstein)* $360 $3.60
9 Running Scared (New Line)* $3.38  $3.38
10 Freedomiand (Sony) $2.87 $10.75

*First week in release. All figures in millions
Source: Nielsen EDI

COMING ATTRACTIONS: This week's openers include Block
Party, Dave Chappelle’s sketch comedy with musical interludes
featuring Mos Def, Erykah Badu, Common, Jill Scott, Kanye
West, Talib Kweli, The Roots and The Fugees, among oth-
ers. Mos Def also stars in 16 Blocks, which opens this week.

Recording artist JoJo stars in Aquamarine, whose Epic
soundtrack sports tunes by Cheyenne Kimball, Nikki Flores,
Mandy Moore, Stellastarr and more.

— Julie Gidlow

www americanradiohistorv com

Metro Traffic to nights at Max |

Congrats to our radio pal Mr. Ed Lambert, who tied
the knot with his girlfriend of 7 1/2 years, April Purvis,
at Caesar’s Palace in Las Vegas. Among the well-wish-
ers spotted at the poolside ceremony seen here are
(I-r) self-described “Best-He-Could-Find-Man” John
Reynolds, OM/PD of WNKS/Charlotte; promo pros
Burt Baumgartner and Kim Stevens; Ed; April; and
promo princess Denise George. Not pictured: Ed try-
ing, unsuccessfully, to talk the missus into letting him
and the boys sneak away to attend the Fernando
Vargas-Sugar Shane Moseley fight just down the street
at Mandalay Bay.

Bums Hits A Movin’ Target

From the tropical splendor of his Florida compound, con-
sultant Alan Burns (not pic- oo
tured) and his Associates have
unveiled a new format concept |
they've been perfecting in his
basement laboratory ... that is,

if homes down there actually

Movin’ kinda slow.
Movin™ (the ™ is real this

time), a new Rhythmic AC format targeting Anglo and His-
panic women from 28-40. Movin™ is a blend of current hits
with adult appeal, rhythmic gold from the '80s and '90s and
some rhythmic classics. For a complimentary demo of
Movin™, go directly to www.burnsradio.com/movin. We'll wait

here for you.

News/Talk Topics

* Former NBC News National Correspondent and
MSNBC White House Reporter Bob Kur returns to his ra-
dio roots to host afternoons at Bonneville’s soon-to-launch
WTWP (Washington Post Radio). Kur began his broadcast
career as News Director at WTKO/Ithaca, NY.

* Legendary former Georgetown basketball coach john
Thompson has signed a lifetime contract with Clear Chan-
nel Sports WTEM (SportsTalk 980)/Washington. The John
Thompson Show airs weekdays from 3-5pm.

* Comedian Marc Maron, former co-host of Moming Se-
dition on Air America Radio, has been inked by Clear Chan-
nel Progressive Talker KTLK-AM/Los Angeles to host his own
local tatk show weeknights from 10pm-midnight.

TELEVISION

Due to a problem with Nielsen Media Research's
internal content-management system, the ratings for
the week of Feb. 20-26 were unavailable at press
time.
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TOP 50 ALBUMS

THE INDUSTRY’S NO. 1 RETAIL CHART March 3, 2006

LW ™w ARTIST ALBUM LABEL POWERINDEX CHANGE
6 1 VARIOUS High School Musical Soundtrack Walt Disney 105,686 +12%
- 2 VARIOUS Kidz Bop Kids 10 Razor & Tie 98,630 -
4 3 JACK JOHNSON & FRIENDS Curious George Soundtrack Brushfire/Universal 90,450 17%
3 4 MARY J. BLIGE The Breakthrough Geffen 73,501 -34%
7 5 JAMES BLUNT Back To Bedlam Custard/Atlantic 70,254 -25%
5 6 BARRY MANILOW The Greatest Songs Of The Fifties Arista 68,831 -36%
2 7 ANDREA BOCELLI Amore Sugar/Decca 63,583 -45%
9 8 EMINEM Curtain Call Shady/Aftermath/interscope 62,858 -15%
8 9 CARRIE UNDERWOOD Some Hearts Arista/RMG 60,629 -31%
1 10 JAHEIM Ghetto Classics Divine MilifWarner Bros. 53,072 -63%
10 1 JAMIE FOXX Unpredictable JIRMG 48,491 -34%
12 12 BLACK EYED PEAS Monkey Business A&Minterscope 48,382 7%
1 13 KELLY CLARKSON Breakaway RCA/RMG 44,533 3%
18 14 MICHAEL BUBLE It's Time 143/Reprise 44,519 -16%
19 15 KEYSHIA COLE Way Itls A&Minterscope 43,282 17%
17 16 JOSH TURNER Your Man MCA 42,573 -20%
15 17 NICKELBACK All The Right Reasons Roadrunner/IDJMG 41,193 -24%
20 18 JOHNNY CASH | Walk The Line: The Legend Of Johnny Cash Island/iDJMG 40,438 -14%
21 19 CHRIS BROWN Chris Brown Jive/Zomba Label Group 39,355 -16%
16 20 DEM FRANCHIZE BOYZ On Top Of Our Game So So DeffVirgin 37,886 -30%
KX A SEAN PAUL Trinity VP/Atlantic 35,815 +9%
14 22 ILDIVO Ancora Syco/Columbia 34,660 -38%
22 23 RASCAL FLATTS Feels Like Today Lyric Street 34,568 -25%
26 24 TRACE ADKINS Songs About Me Capitol 33,266 -20%
27 25 PUSSYCAT DOLLS PCD A&M/interscope 33,002 -19%
— 26 VARIOUS Madea's Family Reunion Soundtrack Motown/Universal 32,786 -
13 27 MARIAH CAREY The Emancipation Of Mimi Island/IDJMG 32,780 A%
- 28 ARCTIC MONKEYS Whatever People Say | Am, That's What I'm Not  Domino 32,733 -
30 29 FALL GUT BOY From Under The Cork Tree Island/IDJMG 31,515 -20%
29 30 KEITH URBAN Be Here Capitol 30,242 -25%
23 31 HEATHER HEADLEY In My Mind RCA/RMG 29,978 31%
34 32 T-PAIN Rappa Ternt Sanga Jive/Zomba Label Group 29,349 -10%
35 33 GORILLAZ Demon Days Virgin 29,028 -10%
AN 34 VARIOUS Now #1's ury 27,428 -20%
40 35 MATISYAHU Live At Stubb's Or Music/Epic 27,221 4%
37 36 ALL-AMERICAN REJECTS Move Along Interscope 26,149 13%
- 37 NATASHA BEDINGFIELD Unwritten Epic 25,921 -
25 38 RON WHITE You Can't Fix Stupid Image 25,606 -41%
39 39 KANYE WEST Late Registration Roc-A-Fella/Def Jam/IDJMG 25,305 1%
- 40 BON JOVI Have A Nice Day Island/IDJMG 24,7117 -
41 4 NELLY Sweatsuit Derrty/Fo * ReelfUniversal 24,503 -13%
38 42 SUGARLAND Twice The Speed 0Of Life Mercury 23,136 -20%
28 43 VARIOUS Totally Country 6 RCA/RMG 22,392 -45%
44 44 JACK JOHNSON In Between Dreams Brushfire/Universal 21,997 -15%
— 45 VARIOUS Walk The Line Soundtrack Wind-Up 21,347 -
- 46 NOTORIOUS B.LG. Duets: The Final Chapter Bad Boy/Atlantic 20,798 -
50 47 KT TUNSTALL Eye To The Telescope Relentless/Virgin 20,778 1%
48 48 YELLOWCARD Lights And Sounds Capitol 20,694 -15%
42 49 SERGIO MENDES Timeless Concord 20,153 -27%
- 50 CHAMILLIONAIRE The Sound Of Revenge Universal 19,537 -

© HITS Magazine inc.
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Schoof's In For Winter

Thev're going to Disneyland or Disnev

School Musical
soundtrack
gives its re-
markable sto-
ry another
chapter by

Custard/Atlantic’s James Blunt, No. 5; Aris-
ta/RMG’s Barry Manilow, No. 6; Decca/
Universal Classics’ Andrea Bocelli, No. 7;
Shady/Aftermath/Interscope’s Eminem,
No. 8; Arista/RMG’s Carrie Underwood,
No. 9; and last week’s chart-topper, WB’s Ja-

returns to the 3
charts at No. §
37, fueled by
CHR/Pop air-
play for the H
single “Un- §
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