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» MOVERS

Bruce Demps, formerly Clear Channel’s
Memphis-based regional VP/GM, joins Radio
One as corporate regional VP, overseeing the
company’s Atlanta, Miami and Augusta, Ga.,
markets , . . Tom Glade, VP/market manager
for Clear Channel/San Antonio, takes a similar
role at the company’s Wichita cluster. He suc-
ceeds Dick Harlow, who is shuffling off to
Clear Channel’s Raleigh stations as VP/GM . . .
After 17 years with CBS Radio, programming
vet Tom Bigby retires from active day-to-day
duties but continues to consult the company.

P SHAKERS

Journal Broadcast Group promotes
company veteran Tom Land to the newly cre-
ated position of director of radio program-
ming, working with all 37 Journal radio sta-
tions . . . BNA Records senior director of
promotion Rick Moxley rises to the position
of VP of national promotion for the label,
replacing Tom Baldrica, recently named VP of
marketing for Sony BMG Nashville . . . CBS
Radio’s talk WKRK (Free FM)/Detrait drops
Howard Stern replacement Rover and adds
the ever-spreading Opie & Anthony, who
move over from sports sister WXYT-AM.

Nielsen BDS Expands
Monitoring Network

Nielsen BDS, the detection-based
electronic monitoring service that
powers most of the airplay charts in
R&R, has announced plans to expand
its network by adding more than 140
stations in 11 new markets. After
completing the expansion, the data
provider will monitor a total of 1,680
radio stations in 190 markets. “This
expansion is in keeping with our
commitment to provide our clients
with the marketing information they
need to make critical business deci-
sions,” Nielsen Music president Rob
Sisco says. Nielsen BDS is owned by
R&R parent VNU.
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'Boxer Wants Investigation Into
'Suppressed FCC Reports

Sen. Barbara Boxer, D-Calif., is calling for an Inspector General’s
investigation into the FCC's alleged suppression of reports on con-

solidation after she obtained a copy of a sccond report on radio

ownership she says was quashed by FCC ofticials.

|1 have now received a copy of the commission’s draft 2003

‘Review of the Radio Industry” ™ Boxer wrote in her second letter

about consolidation to FCC chairman Kevin Martin in six days.

“The report found, among other things. that while there was 1 5.9%
= 5 . Boxer
increase in the number of radio stations in the country between

March 1996 and March 2003, there was a 35% decrease in the number of radio owners”

Boxer first wrote Martin on Sept. 13, the day after she surprised him at his Senate

renomination hearing with a 2004 FCC-written survey that showed that TV stations
with out-of-town ownership broadeast less local news than locally owned stations.
Iowever. that report was apparently scrubbed by FCC executives. Both Martin and for-
mer chairman Michael Powell separately denied any knowledge of the report.

Boxer not only wants investigations into the two reports but also into “whether it was then |
or is now the practice of the FCC to suppress facts that are contrary to a desired outcome.”

Meanwhile, the Senate Connnerce Committee has unanimously moved to aceept
President Bush’s renomination of Martin as FCC chairman. Fle now awaits a vote by
the full Senate. —Jeffiey Yorke

NUMBER CRUNCH

SIT S4 15Ys,

The Emmis board declares its
first-ever, $4 special cash

dend be paid on each share by
late November. CEQ Jeffrey
Smulyan says the move “demon-
strates the board's confidence in
Emmis’ financial discipline.” By
the time the check arrives, Emmis
shareholders will have received
nearly $550 million in dividends
over the past 18 months.

Big League Broadcasting own-
ers Andrew Saltzman and
Stephen “Steak” Shapiro ink a
1S-year extension of their LMA
with Lincoln Financial Media-
owned sports WQXI (the
Zone)/Atlanta. The deal guar-
antees BLB will operate on the
790 AM frequency for the next
15 years, regardless of station
ownership, Shapiro says. BLB
also owns sports KFNS-AM-
FM and talk KRFT/St. Louis.

Led by double-digit gains in
alternative advertising and mar-

keting strategies, total spending
on media and communications

will hit $1.24 trillion by 2010,
says the newly issued 20th
annual forecast by capital fund
investment firm Veronis Suhler
Stevenson. Spending will be up
Il 7.2% this year to $962 billion,

‘ the forecast says.

'Steep Decline In 12-24 Listening

Eye-opening news from Edison Media Research, as the follow-up to its largely ignored
2000 study documents even deeper declines in TSL, persons using radio and attitudes
about radio among 12- to 24-year-old listeners.

TSL among 12- to 17-year-olds has dropped 22% since 1993, from 65 quarter-haurs per
week to 51 today. More than 11% of boys 12-17 now report no weekly radio listening at all

and fewer young people expect radio to be an important part of their future lives,

Yet 18-24 listening fell even more precipitously—from 95 quarter-hours per week in 1993
to 72, a 24% decrease.

Listening among 12-24s is falling significantly faster than with 25+ demos.

Edison’s original study “urged broadcasters to take more aggressive steps to fight young-
end erosion and cultivate new users,” Edison president Larry Rosin says. “Now, with iPods,
podcasting and Internet radio, today’s 12-24 listeners have even more alternatives to terres-
trial radio. It is vital for broadcasters to study this newly updated data and take action.”

A complete report will be available for download Sept. 29 at edisonresearch.com. —Mike Boyle
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Krantz In Newly Formed
Position At WW1

Syndication veteran Gary  Krantz joins
Westwood One i the newly created posi-
tion of chief digital media officer. Krantz,
who

most recently

served as president of
Air Radio
Nerwork, will oversee
all aspeets of WW s

America

digial portfolio. .

based in New York ‘

Company  CEO

Peter Kosann says Krantz
Krantzs appomunent “highlights  the

immediate shitt of Westwood One digi

tal media porttolio from the developmen

tal stage o exceution.”

Prior to Air America. Krantz worked in
senior  posttions  at - Premiere Radio
Networks. AMFM Radio Networks and
M1 Broadeasting.

Marella On The Rise At
Universal Motown

P

Universal Motown VI ot promonon Gary

Marella rises o the position of senior VP of
promoton and video

He
Svlvia

for the  label.

eports o
Rhone, president of
Umwrsal Motown
Records, and s based
in New York.

Maella

Joined

Marella

seior national director of rhythm crosover

promotion. In 2003 he was appointed VP of

promotion tor Universal Motown

CBS-TV Gets Jacked

CBS-TV has partnered wich corporate sis-
ter CBS Radio tor 1 one-week online
Jack-FM radio show featuring the TV ner
works prime-time stars.

Pare of whar CBS is calling its “outer-
net” strategy. the Jack shows are hosted by
George from “CSI” and - Jamnes
Waoods of “Shark " among others. The stars

ds

share their favorite songs and give listen
ers the inside track on CBS shows.
In addition, eclebrity sound bites are

being used on CBS™ 12 fack stations.

MORE ONLINE: www.RadioandRecords.com

THERE'S MUCHMORE @ www.RadicandRecords.com
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BY POPULAR DEMAND:
THE FIRST TRACK FROM HIS SENSATIONAL NEW ALBUM
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WITH “MADE TO WORSHIR"
CHRIS TOMLIN BECOMES
THE ONLY ARTIST TO HIT
NO. 1 TWICE THIS YEAR AT
CHRISTIAN AC.

EENO.]

FORMAT  page  Title/ Artist

4 SexyBack /
CHRATOP 40 i1 e erioke

Pullin® Me Back /
Chingy Feat. Tyrese

Pullin” Me Back /
R -
Find Myself In You /
Brian McKniaht

Puflin® Me Back /
LR Chingy Feat. Turese

RHYTHMIC
URBAN AC

1 Victory /
GOSPEL Tye Tribbett & G. A.
Made To Worship /
Chris Tomlin

Me And Jesus /
Sgellar Kart
Fuily Alive /
Flyleaf

Hear My Worship /
IRSEO) Jaime Jamgochian

CHRISTIAN AC
CHRISTIAN CHR
CHRISTIAN ROCK

Give It Away /

COUNTRY George Strait

Unwritten /
AC Natasha Bedingfield

Far Away /

Nickelback

What Does It Take /
Peter White

Through Glass /
Stone Sour

Tell Me Baby /

Red Hot Chili Peppers
Rockstar /

Nickelback

Waiting On The World To Change /
John Maver

Ni Una Sola Pala /
Paulina Rubio

De Radillas Te Pida /
Alegres De La Sierra
Labios Compartidos /
Mana

Que Precio Tiene El Cielo /
Marc Anthony

Pam Pam /

Wisin & Yandet

Modern Times /
Bob Dylan

HOT AC
SMOOTH JAZZ
ACTIVE ROCK
ALTERNATIVE
HERITAGE ROCK
TRIPLE A

LATIN SONGS
REGIONAL MEXICAN
LATIN POP
LATIN TROPICAL
LATIN RHYTHM
AMERICANA

“VICTORY,” THE FIRST NO. 1
FOR TYE TRIBBETT AND
C.A,, TOPS THE GOSPEL
CHART FOR A SECOND
WEEK.

7z
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A New Challenge

Hilliard’s résumé includes station |u:m.;g\-mcu( n
music and talk radio, and a long tenure as the chief
executive of Seattle-based Broadeast Programming
Ine. When Jones Radio Networks boughe BPI in
1999, Hilliard remained in her role for three years

before deciding she was ready for a hiatus after
more than three deeades in the industry,

Bringing women back to talk radio

The New Face
Of Talk?

"1 was remodeling houses, riding my motor
cycle and going on some wonderful vacations.”
she says. “Honestly, | didn't really think | would
ever get back into radio.”

But a phone call from former FCC connnis-
sioner Susan Ness interrupted  Hilliard's semi
retirement. “Susan told me about a meeting she'd
4 . . had with Gloria Steinem where they talked about

ThIS Isa how most talk radio today was not very appealing
format that to women. Most women don't like that polarizing.
wi" not on'y I'm-right-you're-wrong-and-it-yon-don t-agree-
attract with-me-you're-stupid approach to talk. And

. most music radio has evolved to having litde or no

Al PeterSOH !ISte.ners' imformation, yet women crave information.”
APeterson@RadicandRecords.com it will also Hilliard says one need look no further than the
attl’act mMOore teoale audience ratings for neework TV morning
|Oca| and shows and such syndicated TV prograns as “The
6 s the radio industry faces inevitable change in the evolving national Oprah Winfrey Show.™ “The Elen DeGeneres

to see talk radios poten

media world, FM music stations will increasingly need to seck advertisers  Showand e View
non-music programming solutions to attract listeners lost to who are not tial for wonen, "Shows that offer stories of peo-
iPods and other self-programmed music technologies. m At this spending ples hives. seli-help. how-to and all sorts of other
week’s R&R Convention 2006 and the NAB Radio Show in what they
Dallas. a panel of passionate proponents of talk on FM discussed hould . . s
. . . X | R K snou at companies have invested—nearly $100 million
how targeted talk programming is a solid solution to replacing FM’s croding d- tOd 7 hetween them—in the belief that there i some-
. ‘ . Y, . 2 radio ay., oo it
music audiences in almost any market. One participant, Edie Hilliard, is presi-
dent/COO of GreenStone Media, a company with high-profile financial back
ers that recently launched a network of new talk shows aimed at attracting more One thing led to another, and before long
women to talk radio. @ Defining the network product on its Web site (green- Hilliard had signed on to return to the network
radio business to head a new venture aimed at
developing and syndicating talk programs that
appeal to women.”1 presented the plan to a group

information really appeal to women” she says.
“And just Jook at what the two satellite radio

- thing that women want on radio that theyre not
—Edie Hilliard . . Ao
getting from conmmervial. terrestrial radio

stonemedia.com) as “talk radio with good news, smart and funny personalities,
and important topics to help you balance your work, your family and your life,”
GreenStone hopes to convinee broadeasters that being the first talk station for

A 5 . . N of about 18 women including Susan, Gloria and
women in a market has far more ratings and revenue potential than being the

. . . ) R Jane Fonda among them.” Hilliard <ays. 1 told
third AC on the dial or the also-ran country station in town. Continued on page 10

INSIDE INFORMATION
FROM WISTERIA LANE

CAST MEMBER EXCLUSIVES

@RADED NETWORKS

america listens to abc

SEPTEMBER 22, 2006
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HANNITY GAINS

. Yl Y

A

16.1%
59.3%
24.4%
21.9%
4.3%
67.3%
1 20.2%
27.5%
75.0%
115.0%
38.5%

ew Yo P12+ 3.1

" Washington,DC P12+ 27

Las Vegas P12+ 41

Milwaukee P12+ 3.2

Orlando P12+ 6.9
Columbus P12+ 49
Hartford P12+ 109
Monmouth-Ocean, NJ P12+ 5.1
Tucson P12+ 36
P12+ 4.0

P12+ 39

Source: Arbitron Metro Spring 2005 vs. Spring 2006, Persons 12+ AQH Share

SEAN
HANNITY

TUNED IN TO AMERICA

(212)735-1700

. L 7l
www americanradiohistorn..com /
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\ Michele

' a talk radio listener and single

. mom from Detroit, had to spend
¥ more on gas this week than

® she could for groceries...

Jason,

a talk radio listener and
L , : med student from San Diego
& -1 is considering bankruptcy
% before graduation...

- ihe Last Thing on T, iif‘ Miﬂ&
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See the response
from listeners
when stations
decided to focus
on their concerns:

#1 Nashville

WWTNggifl No. 1!

#['San Antonio

KTSA — Women 25-54

#| South Bend

WSBT - Adults 25-54

#fAIhu uerque

KAGM - Adults 25-54

#1 Oklahoma Cit ty

KEBC - Women 25-5

*Number One represents News/Talk
Stations in that market during TORS
time slot. Spring ‘06 Book.

**Number One represents top show
on that station. Spnng ‘06 Book

Listen Live Weekdays

2-9PM/E

Now Heard on Over

280 STATIONS

and Growing!

24/7 Refeeds Available | For Syndication, Call 1-877-410-DAVE (3283) | daveramsey.com ’
www americanradiohistorv com
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Continued from page 6

them that there seemed to be an opportunity out there,

s . v
but it could not be angry “feminist” radio. It also couldn’t

be"Air America-female, and it could not just be NPIR lite.
1 veally had to be, first and foremost, entertaining, with
personalities who could really connect—people who can
tell stories and who have that magic gift that all great radio
personalities have of being able to connect through that
microphone, one on one, to the person on the other end

of the radio

Building A Brand-New Lineup
Hilliard's experience led her to well the interested parties
that launching just one alk show would not do the wrick.
I told them that a single program was not the \;.1§' 10 g0,
because stations were not going to stick one, single talk
show i the nuddle of a music stadon.” she savs. " We
would need to ke enongh progranming available to
allow a station to 1make a complete switch, at least in all
the muin dayparts, It you're going to be a talk station, then
BELE R
MEMape |

1/ oot
Al ni

e
Sofd-Shell
P

3 ;AS"\
o

you need to be a talk sation”

When the talent search began, Hilliard says she knew
that she would need to look beyond just the radio indus-
try for future hosts. ™ There are just so few wormen in pri
mary roles in radio, especially in talk radio,” she says. 1
would’ve loved to have just sought out a fabulous major-
market morning talent with a tremendous track record to
sign. But in almost every city wotien on radio are the
sidekicks. In almost every situation where a woman is
paired with a man on the radio, it’s the guy who plays the
dominant role on the show. So that’s why we began look-
ing beyond just the ranks of those already in radio”

The cadre of women Hilliard was dealing with had
more than a few connections to talented temale writers
and performers in different areas of the entertainment and
media industries, including comedy, film, Broadway and
TV. Following an exhaustive scarch, numerous auditions
and months of otf-air rehear

s, GreenStone has put four
shows under contract thar will allow the neework to ofter
stations up to 12 hours of exclusive programming per day.
The “Radio Ritas™
and Nelsie Spencer

Maureen Langan, Cory Kahaney
are GreenStone’s morning eam,
comprising three stand-up

comics, cach with cheir

own take on life. Middays
iy
1O e

i

are hosted by Lisa Birn
bach, a working mom of
three who tocuses on hot
issues of the dav, interviews
with the famous and not-
so-fumous and her own
social commentary.
Afternoons  are  the
domain of real-life  best
fricnds Mo Gatley and
Shana Wride, who share
their  daily  experiences
with listeners laced with a
healthy dose of humor.
tollowed b
GreenStone'’s most recent
Watts,

who many know from her

They are

signing,  Rolanda

Lisa Birnbach

years of hosting her eponymous nationally syndicated day
time TV talk show and from TV and radio work in New
York and Los Angeles. .

It's Entertainment, Not A Cause

Given the well-known political leanings of some of the
women behind GreenStone Media, one might suspect that
the enterprise is more of a cause than a source of enter-
tainment, a notion Hilliard quickly denies.

“A lot of people expected that what we were going to
put out there would be some sort of highly political, anti-
male programming,” she says. It simply is not that at all.
This is not a political network, and these are not political
shows. This is a lineup featuring a ralented group of smart
and funny women who lead typical lives. Some are mar
ried, some are single, some have Kids and some don’t. They
span the full spectrum of the audience weve targeting, and
they talk about the things they care about and what we
know most women care about.”

That said, Hilliard also points out that hosts won't be
shy about expressing their points of view when warranted.
“Subjects may come up that are political in nature, and
our hosts may very well express a point of view,” she says.
“But they'll also encourage other points of view. and
they’ll respect other opinions. You're not going to tune in

Continued on page 12

GREEN

That Women

Wan

...and inventory that sells at a i

Only GreenStone Media gives you talk that best appeals to Women 25-54,
and the expertise and tools to jump start audience and revenue, instantly.

MEDIA

We'll get you started.

(877) 854-6200

www.greenstonemedia.net

THERE’S MUCH MORE @ www.RadioandRecords.com
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“Fy.TALK”

profits fast.

Sabo Media invented FM Talk for our
consulting clients.

Don't waste time and money guessing.
Sabo Media puts you on the sure track
to FM Talk success.

“l guarantee it”.
Walter Sabo
Chairman
Call now 212.681.8181

SABOMEDIA

www.sabomedia.com

www americanradiohistorv com 4
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12

Continued from page 10

and hear an hour of George Bush bashing or a lot of neg-
ative ranting. Women hate thar. <
“What weve trying to do is develop and disseminate
programming that women-—and we also think a lat of
men—will find interesting, informative, compelling and
fun. As Gloria sad in her recent speech at Conclave 2006,
‘Women want less heat. more light' when it comes to talk
radio. Women don't need people on the air who want to
tell them how to think. Just give them enough informa-
tion and they'll figure it out tor themselves.”
GreenStone is not the tirst to take a shot at developing
modern talk radio shows for women, but Hilliard thinks
this effort can succeed where others have failed. “A key
to success is staving power, because this is not a fast
Pprocds she says.“Another part of it is education and rea-
soning with station operators. Advertisers want woren
and they are willing to pay a preminm to reach them, but

there are fewer and fewer opportunities to do that in

meaningtul ways on radio. Broadeasters are leaving

Rolanda Watts

money on the table, and we can show them how to avoid |

doing that with talent who can attract women with com-
pelling and relatable foreground programming.”

Being the network veteran that she s, Hilliard has no
delusions about the challenges any new syndicated pro-
gramming faces, let alone a whole network full of new
shows. But she says being on the leading edge of the next
big thing in radio has never been an easy task

“Look at sports radio as a good cxample,” she says
“Everybody thought that Emmis was crazy when they
took WFAN/New York to a 24/7 sports format. How
long did sports radio take to become the success it has
become today? But by sticking it out, look at how suc
cessful it has become and how many stations it has saved.”

Hilliard believes that it broadcasters realistically exam-
ine the format’s potential, they'll see that talk that targets
women has a bright future. “My gosh. the nurket for it
makes up more than 50% of the population” she says.
“Talk about finding a niche m the market—this has to be
the biggest niche of all time. | really think that if we can
offer women talk shows that provide them with substance

Just look at what the two
satellite radio companies
have invested—nearly $100
million between them—in the
belief that there is something
that women want on radio
that they're not gettinP from
commercial, terrestrial radio.’

—Edie Hilliard

and humor—and I strongly believe that we can do that
with this lineup of personalities—I think we will pull a
lot of women who've abandoned radio back to it”
Hilliard also says that, while building a success story niay
take some tine, in the end the payott will be big for sta-
tions that are early believers. “If you do this righ, this is
amoney format—the power ratios are huge. Women con-
tol 80% of the retail dollars, and advertisers know that.
This is a format that will not only attract listeners, it avill
also attract more local and national advertisers who are not

spending what they should be at radio today”

Talking About Talk For Women

men in middays, then there has to
be room for a talk show targeting

The most heavily attended panels at
the annual R&R Talk Radio Seminar
during the past couple of years were
those that focused on talk radio for
women. Here’s what several indus-
try players said during those ses-
sions about the potential for success

in targeting women with talk:

“As an industry that prides itself on
innovative and creative programming
we need to ask ourselves, Why not
talk radio for women? Why are we
cheating our stations out of attracting
the single most powerful and influen-
tial consumer group in the country?”
—Corny Koehl, Harpo Radio

“What women want on the radio is a
best friend. A cool best friend who is
smart, funny, compassionate and
hip—someone who is sometimes a
little braver than they are and who
will say the things they can‘t.”—Sheri
Lynch, “The Bob & Sheri Show"

“I think that the most potentially
rewarding and extraordinarily positive
future path for talk radio is program-
ming that targets women.” —John
McConnell, ABC Radio Networks

"It just seems like common sense to
me that if Rush Limbaugh can be
the most-listened-to talk show with

women, t0o.”—Rick Jackson,
WLNK/Charlotte

“Women like to talk things through
and test ideas out on each other
when they need to make decisions
and judgments in life. If you can
effectively do that, then you can
succeed at reaching women.”

—Liz Dolan, “The Satellite Sisters”

“If programmers can do it right and
offer women talk radio that moves
away from its heavy emphasis on
politics and its typically argumenta-
tive style, they will come.”—Maura
Clancy, Knowledge Networks

In the typical USA household, there are a half-dozen radios, and
an average of 25 other electronic products.*

Are YOU connecting-the-dots? We are!

It’s a $135 hillion
husiness.:

Every day, in almost every way, the digital revolution is changing your listeners’
lives. “Into Tomorrow with Dave Graveline” is the only national radio show
exploring the exploding Consumer Electronics industry. We tell them what's next.
And we help you sell advertisers you otherwise won't have on-the-air. Connect
with us before your competition does.

= jnto
== tomorrow
with Dave Graveline

Available for air any 1, 2, or 3 hours.

Saturday or Sunday

Do YOU have anything to sell them?

* Source: Consumer
Electronics Associalion
Forecast for 2006

239-354-9810
www.graveline.com/demo
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HENICAN
& WHITE

ANEWIStylefoiaalks
Huu AHERNO0TS

Weekdays
4p-6p ET

w/refeeds @ 6p & 8p

An entertaining blend of water cooler talk and
hot topics of the day distilled by a Pulitzer
Prize-winner and an Emmy Award-winner.

Ellis Henican and Lynne White bring two
fresh, hip and diverse points-of-view on hot

button issues and front page talk with an
engaging, youthful "boy-girl” dynamic!

GEWrolATIETNoon
BickSMESUp= 01
212.642.4533

worradionet.com

RADIO NIETWORIK
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Most Experience

Highest Quality

NoBoDY DOES IT BETTER.

ALV MO N NN\

|

Tim Bronsil
Elizabeth Hamilton
Mark Heiden
Rick Torcasso 972.661.1361

T o

513.231.0344
703.757.9866
970.472.0131

www.ptpmarketing.com

POINT

DIRECT MARKETING SOLUTIONS

MANAGEMENT / MARKETING / SALES

Your next star may be just a click away

Radio’s Next
Generation

Daniel Anstandig

Dan@Daer.com

cason No. 548 that many GMs and PDs have heartburn and headaches

s locat-

ing, identifying and ultimately hiring new talent. 8 While it’s no secret that tal-
ent acquisition in radio has become more difticult, this topic has risen to the

forefront of many managers’ radar lately. They weep for the p:

sing of yester-

year’s talent pool—a group of voraciously hungry young broadcasters who
would beat down the door of the P office for the sheer opportunity just to
walk into the control room, let alone turn on the microphone.

But betore you reach for the Tuims and tissues again while
mourning the death of enthusiasm for radio among young
people, here are some thoughes to ponder,

Creative People Still Exist
Enthusiastic creative people still abundantly exist, but there
are fewer opportunities for them to grow in our industry.

Like many of us, the radio bug bit me at a young age.
By age 9, radio was the only medicine that could cure my
fever. 1 still have that same passion and gotta-
have-it-sized love for radio, and inevitably. | run
into like-tinded young people all over the
world who have the same fascination with
media and entertainment.

Sp«.nd a few minutes on popular “crowd-
sourcing’” sites MySpace or YouTube, .md you'll
see the handiwork of th ds of imaginative,
personal, authentic entertainers. Don't get me
wrong—theres a lot of wheat to separate from the chaff.
But theres a ot more auditioning “wheat™ than media has

=

ever seen before.

More paths of expression are available to creative talent.
People interested in joining the exciting field of commu-
nication and udio entertainment need only a computer.
You are only 10 clicks away from your own free, globally
distributed podeast, It youre ereative and you have some-

thing to sy, you'll attract the audience,
Needless to say, land an airshift somewhere is
mare ditticule than wing your home computer to

CXPTEss Your creativity.

Creativity never went away. [t has just been finding a dif-
terent avenue of expression since the radio industry’s cars
are blocked. Could ic be that the roar of hard-line budgets.
turbulent time lines and political minutiae have overpow-
ered the distant sound of approaching talent?

TI'he world is busier than it used to be. Undoubtedly, it
is more ditticult for managers to tind the time necessary to
identify and mentor new talent. As a consultant. | have

THERE’S MUCH MORE @ www.RadioandRecords.com
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Anstandig

found that an important part of my role at a client’s station
is keeping an ear to the ground for new talent, as well as
assisting in the acquisition of these innovative people.

There's A New Farm Team

We are entering a new content renaissaince. In addition to
eraditional sources. such as broadcast schools and univensi-
ties, the next generation of radio talent may emerge from
sources like podeasts and Internet radio.

Such schools as Spees Howard,  Brown
College and  McNally-Smith  College  are
increasingly important to our industry. Radio
strategist Jason Muth recendy left his post at
Broadcast Architecture to invest his time and
energy in cultivating new  talent ar the
Connecticut School of Broadeasting. He says
that "unfettered creativiey can be as unproduc-
tive as fund: lly sound boredom.” which is
why CSB places emphasis on kearning the skills of produc-
tion and equipment operation just as much as formatics and
presentation,

For a growing number of people, radio is not their exchu-
sive source of music. That means that the talent and con-
tent between the songs is more important than ever.

Your everyday product is the most infuential tool in your
arsenal for recruiting new talent, Exceptional walene will

attract more exeeptional talene,

Most people in radio today were inspired to get into the
business by listening to an y entertainer. What are
you doing to inspire people with your radio station today?

As Dale Carnegie once said,” History has repeatedly been
changed by people who had the desire and the ability to
transfer their convictions and emotions to their listener.”
For better or worse, the people vou have on the air today
may be the bigggest magmets to your station’s next Aock of’
air talent. RR

Dansiel Anstandig is VP of adult formats for Melay Media,
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ESTRBLISH YOUR PRESENCE
WITH ROLL-A-SIGN" BANNERS!

PROMOTE YOUR STATION
COMPANY DR SPECIAL EVENT!

¢ Cost effective and reusable

¢ Durable for indoor and outdoor use

¢ |deal at concerts and remotes

* Great for co-sponsored events

¢ It's easy to use... just roll off the desired

‘1,'\ length and cut!

Come See Us at NAB Booth #315

to Register for a Free Set of Plates!

Visit our website today for more
information or call to place an order!

TOLL  1.800.231.6074

www.reefindustries.com
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BY THE NUMBERS

MARKET SNAPSHOT:

NorthPark Center, a 41-year-old Dallas icon and one of

its preniier shopping venues, recently completed a
$225 million expansion, making it the largest mall in

Texas and one of the five largest in the nation.

POPULATION: 4,730,200
RADIO MARKET RANK: 5

DEMOGRAPHICS:*
TOTAL DALLAS
75-MARKET  ARBITRON
POPULATION% METRO%  INDEX
AGE 18-24 13% 13% 105
AGE 25-34 18% 21% ns
AGE 35-44 20% 22% 109
AGE 50 OR OLDER 40% 34% 86
MALE 49% 50% 102
WHITE 83% 83% 100
AFRICAN-AMERICAN 12% 12% 107
HISPANIC ORIGIN 14% 2% 146
DA o m w

NO. OF RADIO STATIONS: 42

OWNER NO. OF STATIONS RATINGS SHARE**
8BS 1AM, 5 FM (6) 15.7%
CLEAR CHANNEL 5FM 15.5%
ABC 1AM, 3FM 10.5%

FORMATS: 6 N/T, 4 country, 3 regional Mexican,
2 Spanish adult hits, 2 sports, 2 urban AC, 1 CHR,
1urban, 1 rhythmic, 1 AC, Thot AC, 1adult hits,

1 modern rock, 14 other

STATION FORMAT AQH SHARE 12-PLUS
KHKS-FM CHR 5.4
KKDA-FM URBAN 5.4
KESS-FM REGIONAL MEXICAN 41
KLNO-FM SPANISH ADULT HITS 3.9
KBFB-FM RHYTHMIC 3.8
INTERESTING FACT:*

Dallas metro households are 25% moare likely than all
other households nationally to plan to buy an MP3
player in the next 12 months.

urce: Scarborough Research 2006
‘Source: Arbitron Spring 2006 Report

THERE'S MUCH MORE @ adioar

Local: Use It -
Or Lose It

CHART COMMENTARY BY

|

JOE FLEISCHER

Edited By Susan Visakowitz and Jeffrey Yorke

WEEK ENDING SEPTEMBER 10, 2006

The Web and satellite may soon be all about localizing to better reach bur-
geoning niche markets, but radio is already local due to its very nature. Too
bad we spent the last 15 years in radio building top-down, national, homog-
enized programming just as the Internet made bottom-up, user-generated,

global communities a click away. The world simply went in the opposite
direction of radio’s "90s strategy; it is time to unwind those positions or have
them unwound for us by the marketplace. Lots of radio folks complain about
the uneven playing field the [nternet created when it comes to competing
for customers: music on-demand, endless consumer choice, not to mention
that Google transformed advertising nearly overnight with automated con-
textual, localized advertising. Listen to the community, reflect its tastes and
compete on terms that work for radio. Now, here 1s what the CHR /top

40 folk are downloading in Dallas this week.

JIBBS .
'YOUNG DRO

LIL JON

JUSTIN TIMBERLAKE
PUSSYCAT DOLLS
RASCAL FLATTS
NELLY FURTADO
PANIC! AT THE DISCO
CASSIE

10 CADILLAC DON

1 FIELD MOB

12 BLUE OCTOBER

13 KELIS

14 HINDER

15  NICKELBACK

16 DANITY KANE

17 GNARLS BARKLEY
18 E-40

19 SHAWNNA

20 WINE-O

L N T R R

DOWNLOADERS
(CuM

CHAIN HANG LOW
SHOULDER LEAN

SNAP YA FINGERS
SEXYBACK

BUTTONS

WHAT HURTS THE MOST
PROMISCUOUS )
| WRITE SINS NOT TRAGEDIES
ME&U

PEANUT BUTTER & JELLY
SO WHAT

HATE ME

BOSSY

LIPS OF AN ANGEL

FAR AWAY

SHOW STOPPER

CRAZY

U AND DAT

GETTIN’ SOME HEAD

POP MY TRUNK

IE)

88618
77923
76089

773
73950
73034
69672
68144

64172
62949
55004
53476
52254
49809
48587
48281
47365
46448

46142
45837

qQ

N Weisen
Broadcest Cuta
Srtems

SPIN RANK

Transactions at a Glance

KDCD-FM and KMDX-FM/San Angelo, Texas $1.5 million
WZAZ-AM/Jacksonville, Fla. $1million
WABA-AM/Aguadilla, Puerto Rico $820,000
WXKY-FM/Stanford, Ky. $800,000

KXTY-FM/Morre Bay (San Luis Obispo), Calif. Undisclosed

KWWV-FM/Santa Margarita (San Luis Obispo), Calif. Undisclosed

Deal of the Week

WCRI-FM/Block Island and WCNX-AM/Hope Valley
(Providence-Warwick-Pawtucket)

PRICE: $1.6 million

TERMS: Asset sale for note

BUYER: Judson Group, headed by president Christopher Jones. Phone: 781-
893-7080. It owns no other stations. This represents its entry into this market.

SELLER: Charles River Broadcasting, headed by president Christopher Jones.

Phone: 781-893-7080

FORMAT: Classical; News

BROKER: Tom McKinley of Media Services Group

2006 Deals to Date

Dollars to Date: $5,673,896,173
Dollars This Quarter: $2,241,253,241
Stations Traded This Year: 767
Stations Traded This Quarter: 219

(Last Year: $2,826,867,805)
(Last Year: $452,926,869)

(Last Year: 884)
{Last Year: 167)

www americanradiohistorv com

RADIO & RECORDS.

EDITORIAL Chart Assistant Mary DeCroce
s T (Countey,Christian, Gospel)
Scott McKentie Chart Production Manager
SMcKenzie@RadioandRecords.com  Michael Cusson
(6466584642 Associate Chart Production Manager
Executive Editor Paul Heine Alex Vitouls
PHeine@RadioandRecords com
(646 654-4669 ART
Serior Editor (News. Rock Edtor)  Cyeative irector Josh Klenert
Mike Boyle )
MBoyle@RadioandRecards.com Art Director Ray Carlson
(6466544727 Advertising Artist Ken Diamond
Seniar Editor (Features. Columnist lusteations.
AC/Hot AC Editor) Chuck Taylor Kun-Sung Chung
CTaylor@RadioandRecords.com
(646)654-4729 PRODUCTION
e I Spot G Productlon Director Terrence Sanders
AlPeterson

om  Senior Edi ion M.
(858)486.7559 Barry Bishin

CHRYTop 4D Editor Kevin Carter
KCarter@RadioandRecords.com
(310)788-1659

Business Editor Jeffrey Yorke

Editorial Production Manager
Susen Chicola

Editorial Production

Rodger Leonard, Anthony T. Stalfings

(3017737005

Country Editar Wade Jessen
‘Wlessen@RadioandRecords.com
(615)321-6291

Raio Editor Ken Tucker
Klucker@RadioandRecords.com
(615)321-4286

Latin Formats Editor Jackic Madrigal
IMadrigal@RadioandRecords.com
(310)-788-1670

Urban Editor Hillary Crosley
HCrosley@RadioandRecords.com
(646)654-4647

Rhythmic Editor Darnella Donham
ODunham@RadioandRecords com
(107881667

Christian Editor Kevin Peterson
KPeterson@RadioandRecords.com
(850)916-9933

Triple A Editor Jon Schoenberger
JSchoenberger @RadioandRecords.com
(310} 788-1666

Smooth Jazz Editor Carol Archer
CArcher@RadioandRecords.com
(310)788-1665

Associate Radio Editor Keith Berman
KBerman@RadioandRecords.com
(310) 7881654

Online Editor Sven Philipp
SPhilipp@RadioandRecords.com
(646)654-4679

Online Editor Susan Visakowitz
SVisakowitz@RadioandRecords. com
(646)654-4730

Copy Chief Chiis Woods

Copy Editors

Molly Brown, Wayne Robins

Director of Charts Silvio Pietroluongo

Chris Dexter .
Director of Digital Products
Susan Shankin

Advertising Design Manager
Eulalae C. Narido |

Design Alan Savanapridi

SALES

Director of Saes Henry Mowry
HMowry@RadioandRecords.com
(310)788-1626

Sales Manager Kristy Scott
KScott@RadioandRecords.com
(310)788-1629

Sales Representatives.
AlexCortez
Alartez@RadioandRecords.com
(310)788-1609

Meredith Hugp
MHupp@RadioandRecords.com
(615) 244-8822

Karen Mumaw
KMumaw(@RadioandRecords.com
(310)788-162)

Maria Parker
MParker@RadioandRecords.com
(31017881648

Rob Pierce
RPierce@RadicandRecords.com
(646)654-4707

Steve Resnik
SResnik@RadioandRecords.com
(818)951-6700

Michele Rich
MRich@RadioandRecords.com
(812)303-7676

Brooke Trissel .
BTrissel@RadioandRecords.com
512:990-7550

Advertising Coordinator Mirna Gomez

(646)654-4624

Director of Country Charts/
Christian & Gospel Chart Manager
Wade Jessen
Wlessen@RadioandRecords.com
(615)321-4291

Chart Managers

Anthany Colombo

(Alternative, Active Rock, Heritage
Rock, Tripte A)

(646)654-4695

Group Brand Manager
Carolyn Convingham
Brand Manager Exic Ward

Publisher Erica Farber

(646)654-4640

Ricardo Companioni

(Latin)
RCompanioni@RadioandRecords com
(646)654-4641

Raphaei George
(Urban, Rhythmic, Rap)
RGeorge@RadioandRecords com
(646)654-4623

Gordon Murray

(Smaoth Jazz)

Associate Publisher Cyndee Maxwell
CMaswell@RadioandRecords.com

800-562-2706 (US.):
818-487-4582 (outside U.S.)

Alisha Hairston

(646)654-4638

Cary Trust

(Hot AC, AC)
Glrust@RadioandRecords com
(646)654-4659

R&R Radio & Records isa registered trademark

e
866-879-9144
ahairston@lostereprints.com
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Spread your
wings!

Welcome to the world’s first demand-based goal-driven music scheduling system: GSelector.
Now there’s a brand new software program designed for the diverse ways radio is delivered. Create new

HD stations faster, have more control over your many satellite channels or just make better Internet or terrestrial radio.
GSelector will change the way you work. It’s time to spread your wings and fly into the future with GSelector.

[d GSelector - K-ALT - Library - Song e G T T

File  view Stations Tools Help

e - Mo 19 5um '
1 Library ks | (W scheduter | ] Editor Analysis Mo 18,50 i

L B99.9FM 4 Ma 17,5 [

6.y

:A(JSI:" el s v - gt ,
I Chic101 Mas 13, Mon \

{Main| Adtio ! ity ’
Tue  An  RATSS4 Album Image E:E 3::1 '

Channel Picker S ol

Multi-Station Design Song History Map

With one library and many stations, GSelector helps you create Better schedules

multicast channels by cloning your terrestrial stations in seconds. With GSelector you have virtually no unscheduled positions! GSelector is

Then, the patented demand-based software provides tools to constantly flexing and always selecting the best passible song for each

reshape your new channels in minutes. GSelector is HD ready. position. The new color-coded quarter-hour histary shows

that your songs were rotated more precisely. GSelector
makes a better playlist every time.

ey | G 8 o [ e |t s o - rogurs B s More control of your music

Current etion [Mults Station | Copy scheae
Dotos Schedde

; weawaw | GSelector's exclusive, cross-station protection guarantees the same songs will never
fye VoA Shedde et Z | again play simultaneously on any of your stations. GSelector finds, repairs and tells
T e ot | you what it did to resolve conflicts on each station. Its Audio Analyzer identifies song
. [ tempo, runtime, intra posts, BPM, mood and energy, automatically.

Erer Qotes.
Ao Taben Sothmy oty Resomeh S Rmomch i Rrnach Alvbuts
Toe Suon St penit 24
6 a9seIM  RaTS Repioced ot Siop th HeatnA Coge’
VoA SN RATRA Reotcod Wastoland it The Dl T %
VIN0G 12N PATERA Reslaced Heat In A Coge' wih Hate Me” b
WA2006 303 33AM RATER4 Replaced Dance, Dance’ wih Hear InA Cage’ 0~ i
37372006 523 20 AM RATEB4 Replaced DOA’ wih Savi Me' ~—
s 0s ~3
song Conflict Resolution " \,:ﬂ «
—_—
\. —t
PL Name Adpustment Demand
Green Day 03  EGTEE oo - - ™
Black Eyed Peas 02 S
Dave Matthews. 03 | Import Research Scores
u2 0% ] | A
B P """ Work anywhere, anytime
Weezet 03 - i GSelector is web ready, too. Using your
(ABBS lave] 0 | Internet-enabled laptop you can adjust
;"‘f‘" g - | programming from anywhere, improving
ool 2 | )
. - - your stations and getting your changes on
Optimize Artist Goals the air even faster. Isn’t it time for you to

smart technology spread your wings and fly through your

GSelector's easy-to-use demand sliders help you make workday? See the GSelector demo and learn

improvements faster. GSelector automatically adjusts your lots more right now at www.gselector.com

library so thal you achieve desired rotations without a lot
of busy work. You get immediate indications on the effect
ol your changes. GSelector lets you upload research scores
right into your station to improve your sound in minutes.

music scheduling
reinvente

™

NAB booth #722 www.gselector.com

R&R booth #4 In the U.S. call 866.432.7727
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BIG SHOTS
Compiled by Susan Visakowitz

SVisakowitz@RadioandRecords.com
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Hey, big shot! E-mail high-resolution
photos from your promotions,
appearances, promo tours and other
radio and record industry events to

THERE'S MUCH MORE @

www americanradiohistorv com |

Chingy’s Civic Duty

L. Clear Channel urban WKKV (V100.7)/Milwaukee welcomed
rapper Chingy, left, to town for an “Increase the Peace”
stop. The setting was the Mary Ryan Boys and Girls Club, where
Chingy hung with great kids like Jacob Lattimore, right, after
treating them to a talk about the positive “Increase the Peace”
message. Since April, WKKV has sponsored “Peace” stops at various
youth-serving organizations. While in town, Chingy also took part
in a meet-and-greet with V100.7 listeners,

A

campaign

2. Bring The Rain It was a majestic “wow" |
moment for Brooks & Dunn as nearly 40,000
| concertgoers kicked up mud during torrential
rain at the Country Rocks the Hill Festival Aug.
19in Moncton, New Brunswick. As lightning
flashed, the band encored with its award-
| winning song “Believe.” Photo: Jeff Kersey
| 3. Shine On Jones Radio Network senior
director of programming Jon Holiday, left, and
| hot AC MD Chad Blake, right, pose backstage
with Jewel at the Red Rocks Amphitheatre in
Morrison, Colo. 4. Unwrapped Marc
| Summers, host of the Food Network show
“Unwrapped,” visited Greater Media AC WGCMC |
(Magic 105.1)/Detroit’s “Jim Harper & the
Magic Morning Show.” From left are Jim
Harper, Cyndy Canty, Summers, Linda Lanci
and Mike Bradley. 5. Not So Lonely Clear
Channel hot AC KYSR (Star 98.7)/Los Angeles
hosted an intimate Star Lounge Performance
by Los Lonely Boys in the Guitar Center Studio, |
Pictured in the back row are Los Lonely Boys.
In the front row, from left, are KYSR
promotions director Alf Forero, MD/APD
Deanne Saffren and host/air personality Tom
Mitchell. 6. Touchdown! Premiere Radio
Networks’ nationally syndicated “The Bob &
Tomn Show” welcomed Indianapolis Coits
quarterback Peyton Manning and his father,
former NFL quarterback Archie Manning, to
the studio for an on-air auction to benefit
Peyton’s PeyBack Foundation. From left are
Bob Kevoian, Archie, Peyton and Tom Griswold. |
7. Not Just Anyone Blue Note will release
Tony Award nominee Elisabeth Withers’ debut
albumn, “It Can Happen to Anyone,” Oct. 3.
Pictured, from left, are DAS Communications
artist manager Anthony Demby, Withers, Biue
Note Records and Blue Note Label Group
president/CEQ Bruce Lundvall and Blue Note
‘ Records senior director of A&R Eli Wolf.

| SEPTEMBER 22, 2006
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You are cordially invited to the
2006
Radio Hall of Fame
Induction Ceremony

Saturday, November 4, 2006
The Renaissance Chicago Hotel

Radio-Hall of Fame Inductees

Douglas Edwards ChristopherGlenn
CBS Newsman CBS Newsman

Hosted by
Rick Dees

To order tickets,
visit us online at

radiohof.org

John Hare ‘ ;
President, ABC Radio Tickets $500
Tables starting at $5,000

For Ad Book Sales,
Contact Gina Doyle at:
312.396.0103

RADIO

Scott Shannon William B. Williams HALL OF FAME

Morning Personality, Disc Jockey y X) '
WPLJ/New York WNEW/New York i Wi A‘-\

Promotional Partner Americanairines
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Label Love
RCA Music Group
senior director of rock

promotion/West Coast

Dennis Blair has exited

the label after five
years. A replacement
has not yet been
named by executive VP
Richard Palmese.

STREET TALK

BN

Kaplan Lands At Del Boca
Vista, Phase lI

Atter four years as OM of Clear Channel AC WLTM (94.9 Lite FM)/Atlanta,
Louis Kaplan is headed to sunny Florida as the new OM of Clear Channel’s tour-
station cluster in Fort Myers: rhythmic WBTT, oldies WOLZ, smooth jazz WZJZ
and country WCKT, effective Oct. 9. The position has been open since Michael
Cruze left a tew months ago. “I looked at a map of the area, and golf courses sur-

round the station like the numbers on a clock,” says Kaplan, who really, really hates to
play golf. A lot. “I’m really going to miss Atlanta, but I'm looking forward to branch-
mg out a bit, spreading my managerial wings, so to speak, and working with some

new formats,” he tells ST.“And have | mentioned that they have a lot of golt courses
down there?” Kaplan’s previous programming stops include five years at KLLC/San
Francisco, WGTZ/Dayton and the late WYHY (Y107)/Nashville. “I’'m espe-

cially excited about this move because it puts me much closer to my parents, who are

S=== By Kevin Carter and Keith Berman

| older, Jewish and, of course, live in Florida, because that's the law,” he says.

'The Programming Department

W Philadelphia rejoices to the sound of the first live jock
(besides Whoopi, of course) on Clear Channel's new
rhythmic AC WISX (Philly’s 106.1). Please welcome
Logan, who will be MD/afternoon host. He's no
stranger to the city, having done afterncons on
CHR/top 40 sister WIOQ (Q102) for five years, and
he’s also known and loved for his years at WHTZ
(Z100)New York under the nom d'air Freddy Vedder.

| After years at WHFS/Washington and then staying
onin its Baltimore incarnation, Tim Virgin heads west
to become APD/MD at KEDJ (the Edge 103.9)/
Phoenix under new Edge PD Bruce St. James. Virgin
will be in the house like plumbing on Oct. 15.

W Darci Dawn returns to KLLY/Bakersfield as MD/
afternoon driver. She replaces Forrest “Partyboy”
Bueller, who just started at KNGY/San Francisco as

APD/MD/night host. Most recently a member of “The
Morning Rave” at KDND/Sacramento, Dawn previ-
ously did mornings at KLLY.

W Ric Mitchell rides again as the newly anointed
PD/morning dude at WYJB (B95.5)/Albany, N.Y.
Mitchell replaces “The Chuck & Kelly Show,” which
recently crossed the street to do mornings at
Regent hot AC WABT (104.5 the Buzz)—the
Chuck portion of that show, Chuck Garabedian,
also doubled as B95.5s PD.

B WHTG (G Rock Radio)/Monmouth-Ocean
PD/midday jock Mike Gavin exits after five years.
It was all about budget things. Reach Gavin at
mcbain68@hotmail.com.

B Gary Nolan has resigned his position with

Harker Research after four
months and is looking for
his next programming
opportunity. Nolan is a 20-
year programming vet with
some serious call letters on

his résumé, including
KRWM/Seattle, 12 years at Nolan
WLTE/Mi lis and some peash called
WLTW/New York, where he was the station’s sec
ond-ever PD. Nolan can be reached at 919-610-
0481 or garyn72000@yahoo.com.

# Morning show producer/personality Kristi Reif
has officially been dubbed MD of WMBX (X102.3)/
West Palm Beach. She had been doing the gig on
an interim basis since DJ XCel left for a sweet posi-
tion with Sony Urban. But wait! There’s more!
X102.3 welcomes new afternoon talent U.B.
Rodriguez, last seen doing overnights at
KKDA/Dallas. He replaces temporary dude Big
Severe, who returns to part-time status.

B [t’s big-ass promotion day
for Scott Sands, longtime
PD of Entercom hot AC
WZPL/Indianapolis, as
VP/GM Phil “Hoov” Hoover
slaps bonus operations direc-

»e

tor stripes on Sands valid for
the whole cluster, which also

Sands includes adult hits WNTR
(the Track} and news/talk WXNT-AM. Sands will
keep his day job at WZPL and also work hand in
hand—OK, not literally—with fellow PDs Andrew
Lee and Tom Watson.

® WRQC (the Hog)/Fort Myers hires Andy Austin
(ex-WTHT/Portland, Maine, and WFNX/Boston)
for middays/imaging. Also climbing into the
Hogpen is new MD/night jock Rosy, who most
recently did afternoons at crosstown WIBX.
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Knapp Time For Kapugi

Toby Knapp, D of Clear Channel CHR /top 40
WNOK/Columbia, S.C., just got the big call and is already

‘l can't
wait for
Toby to
get here.
Mostly
because |
need a
lunch
buddy.

—Jeff Kapugi

packing for his next huge gig:
APD/afternoon duties at big sister
WIHT (Hot 99.5)/ Washington
That shite was previously occupied for
nine years by market fixture Albie
Dee-—cxcept tor the past month when
Mick Lee of WKKF/Albany, N.Y.,
was doing it. “Were putting the band
back together!” Knapp and Hot PD
Jeff Kapugi yelled almost simultane

ously, scaring us. Indeed, the dynamic

Jock-O-Rama

B WZGC (Dave FM)/Atlanta downplays the
amount of morning and afternoon personality in
favor of a more music-driven  presentation,

which means adios to Steve Barnes of the

Barnes & Fiter morning show and afternoon tal

ent Eric “Shark” Olson. Holly Fifer remains

onboard as morning news person, and Scully will
fill in on atiernoons. Sefior Shark can be reached
at 404-522-6981 or sharksonair@yahoo.com.

B KZZP/Phoenix night jock Special K moves

to middays, replacing Corina, who exits.

B WVAZ (V103)/Chicago elcomes BJ
| Murphy to host the overnight show. Most
recently, Murphy did mornings for two years on
KRNB/Dallas.

B Jeff Moore, who used to do mornings on
WKZA (106.9 Kiss-FM)/Jamestown, N.Y.,
has landed in Tampa as the new morning co-host
on WMTX (Mix 100.7). Moore will join exist-
ing co-hostess Nancy Alexander to form the

| BEX
ANORE RN

President and VP
of the Lunch Bunch

cleverly titled (wait for it) “Nancy & Jett in the
Morning” The gig has been open since last
month when Mike Reeves crossed the street to
do afternoons at WRBQ (Q105)

B WAVF (96 Wave)/Charleston, S.C., part-
timer Mosley is elevated to night host/webmas-
ter. Wendy Rollins, who most recently did part-
tme at WBZY (105.3 the Buzz)/Atlanta,
arrives at 96 Wave to do afternoons. They both
replace Carly Maddoxx and Critic, who were
recently combined like a Reese’s Peanut Butter
Cup into a delicious morning show.

B Kelly Nova comes home to WZZO/
Allentown, where she will wear several hats: 10
am.-1 pm. personality/assistant
director/ Web person. Nova started at "ZZO as an
intern in 2000 and learned the ropes hefore leav-

promotions

ing in 2004, She’s currently doing weekends at
WMMR/Philadelphia. With Nova’s arrival. P[>
Tori Thomas moves to afternoons.

duo spent a bunch of years, many of them productive, at
WFLZ/Tampa, where Knapp was APD/afternoon host

under Kapugi. Well, not literally

Knapp’s previous stops include
Pennsylvania stations
WIOQ/Philadelphia,
WLAN/Lancaster, WBHT/ Wilkes-
Barre and a ton of currently voice-
tracked gigs. “Is it Oct. 2 yet? | can’t wait
for Toby to get here,” Kapugi tells ST.
“Mostly because I need a lunch buddy.
This place is full of skinny people who

don’t cat.”

Formats You'll
Flip Over

B There’s a new triple A in Spokane, as Morgan
Murphy’s KXLY (Classy 99.9) dumps AC to
become “the River 99.9.” Ken Richards, PD of No.
1-rated active rock sister KHTQ, adds PD duties
for the River, replacing Beau Tyler.

W Clear Channel urban WDBT (105.3 the
Beat)/Dothan, Ala., flips to classic country.
The entire urban staff, including PD Casual, has
left the building.

® Qantum flips WWRK (102.9 the Paint)/
Florence, S.C., from classic hits to urban AC as
“102.9 the Flow,” the latest home of the syndicat-
ed “Steve Harvey Morning Show.” Former WWRK
PD Dave Dennis will continue to oversee the sta-
tion until a new PD is named.
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Liuer Notes
Profile: Ann Arnold
Title: Texas Assn. of
Broadcasters executive
director
Favorite radio format:
Classical
Favorite TV show:
“Grey's Anatomy”
Favorite song: “The
Sound of Music”

Favorite movies: "Dr.
Zhivago,” “Dead Poet:
Society

Favorite book: “Lone
Star,” a one-volume
history of Texas
Favorite restaurant:
“The Salt Lick in
Austin,

Beverage of choice:
iced tea

Hobbies: “Reading and
My sons.”

E-mail address:

ar b.org

punusuzn'sf. I

From print to politics to broadcasting, Ann Arnold has

a career as big as Texas

Ann
Arnold

By Erica Farber

adio broadcasters from across the country descend on Dallas this
week for the R&R Convention and the NAB Radio Show. One
of the luminaries welcoming everyone to the great state of Texas
is Ann Arnold, who has been executive director of the Texas Assn.
of Broadcasters since 1987. 8 Despite extreme personal hardships,
Arnold has lead the TAB to dramatically increase membership,
expand member services, construct a permanent home for the association in
Austin and take the lead on a number of issues of national concern to radio

and TV broadcasters.

B ¥ r: 1 decided | wanted to be
a reporter when' | watched how differently the
media covered the Central High School contro-
versy in Little Rock, Ark., when [ was in junior
high school. I worked in high school as a reporter
for a local newspaper and covered such things as
the suburban night meetings of the school board
and the city council. Atending the University of
Texas. | won an internship at The Washington
Post but was disappointed with what [ found
there and decided to come back to Texas. | then
Jjoined UPTland worked here in the capital for 17
years, covering politics.”

:“While working as burcau chief
at a Texas newspaper in the capital, then gover-
nor-elect Mark White persuaded me to become
his press secretary, which | did for four years.
Afterwards, [ decided [ would look for something
different because | had told myself that if | left
reporting | would not go back to it. | had planned
to o to Houston to be the press secretary for the
school superintendent but discovered that [ had
leukemia. | was told | had five or six months to
two years to live but [ went ahead and took the
Jjob with TAB, which was open because the direc-
tor had died. If | had ever known the enormity
of what had to be done, 1 don't think | would
have ever tackled the job. But in retrospect, hav-
ing to work that hard and having such an incred-
ible challenge has probably kept me alive.”

hat walked into: *Donny McClain had been
the director for 35 years. TAB had operated as an

THERE’'S MUCH MORE @ www.Radi Records

account of his ad agency. which occupied a build-
ing out in the suburbs. His widow had to sell the
agency as fast as she could, and about a week after
| joined, [ was left alone in this huge building
with an owner who wanted me to pay for the
whole thing. The TAB' records had not been
kept very well. The dues records were a huge
ledger that had been white-ed out over and over
again as call letters changed over the years and no
one was quite sure what anybody was paying.”

www americanradiohistorv com

Current projects: “We've taken a lead on |[the
Emergency Alert System] and | got invohed in
doing the state EAS plan for Texas. The biggest
problem was the government didn't know about it
or use it and our state department refused to par-
ticipate. Without somebody putting some messages
into a microphone, its hard to deliver very much. 1
have been really energized by this. I'm co~chairing
our third summit on March 2 with Pat Roberts,my
counterpart in Florida, who has one of the best EAS
operations in the country. We're still trying to bring
people together and get organizational efforts under
way to make sure there’s a local emergency com-
munications committee in every market.”

Biggest challenge: “Making broadcasters focused
on day-to-day and making it through this quar-
ter understand the big challenges that are corning
at them in time to do anything about it

State of Texas radio: "We've got everything from
the largest radio company headquartered in the
state to very small markets—and a lot in
between. We bring them all together for our con-
ferences, and it's fascinating. One of the surpris-
ing things going from print journalism to broad-
casting is print people had a more independent
attitude. Broadeasters are much more conscious
of irritating the FCC or paying tines for things
they shouldn’t have been fined for because they
didn't want the FCC to look bad with Congress
—worries that print-prople never had.”

t: *1I'm proud of what we've built
at TAB because it is so drastically different from
what it was when | started.”

Career disappointment: “There are all kinds of
things 1 would still like to do but I don't really
see a disappointment. | try very hard to see the

glass as half-full.”

er “Bill Hobby. our for-
mer licutenant governor and broadcast owner.
John Barger, an attorney, an incredibly big thinker
and one of the co-founders of Clear Channel. And
Joe Jerkins, who was GM of the Gannett televi-
sion station here—one of those brilliant guys who
looks at everything from the tiniest engineering
issue to the big picture of open government.”
Advice for | ters: “Find time to develop rela-
tions with lawmakers so you can continue to be able
to serve the public. There's a lot of things out there
that could keep us from being what we are.”

‘If | had known the
enormity of what had to
be done, | don't think |
would have tackled the
job. But in retrospect,
aving such an incredible
challenge has ,probably
kept me alive.”  —AnnAmold
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Radio execs quickly learn to embrace new media
platforms they might have once seen as
competitive. Here are four who have already
made that leap of faith. By Katy Bachman

No two radio executives think about new media in the same way, except to agree that
ity here and redefining how listeners and advertisers will use radio now and in the future.
Some see 1Pods, satellite radio, Internet radio and cell phones as rivals. However, there
are groups and exees that are aggressively embracing new media as an opportunity to
extend or strengthen their brands. i In the past months, radio’s ettorts to tap the poten-
tial of new media platforms have greatly accelerated. For example, two weeks ago Clear
Channel announced an ambitious mobile strategy to extend 100 of its local radio brands
to cell phones, beginning with CHR /top 40 bellwether WHTZ (Z100)/New York. m
“It} just one more prong in our strategy to broaden the distribution of our company,”
explains Jeft Littlejohn, executive VI? of distribution development for Clear Channel,
which also streams the signals of several hundred of its radio stations on the Internet.
CBS Radio, which now uses the marketing slogan, “Broadcast. HD. Streaming. On-
Demand,” 1s crafting a new application with HP and Nokia that will allow listeners to
tune in to their local FM radio via mobile phones while simultancously receiving inter-
active information and graphics synchronized with the broadcast.

ESPN Radia’s ‘Mike and Mike in the Morning”
has made its way onto some unusual platform
extensions, including a videogame and a
cartaon series.

8

wwWw americanradiohistorv com

Several of the company’s stations, including sports
WFAN/New York, are available on Sprint cell phones via
mSpot’s All-Sporis mobile radio service. The company is
also experimenting with an on-demand trathic application
on cell phones chrough news KFWB/Los Angeles. Test a
wattic question on your cell phone and within seconds
KFWB sends back the answer. Pretty cool. More than
10,000 listeners currently use the service.

The following tour scenarios are by no means the only
torward-thimking examples of radio’s use of new media
extensions. But what stands out about ESPN Radio. Opie
& Anthony, Glenn Beck and Emnis Communications is
that thev've let the brand define the strategy. ESPN Radio
exploits the additional channels created by new media. O
& A have used new media to redetine the call-in talk shov
Beek uses new media to provide his listeners with more
information and more entertainment. And Emnus is i
ing the listener more control to ensure music radio moves

forward as an interactive medium in an on-demand world

ESPN Radio

PLATFORMS:

B 325 branded ESPN radio stations; 700 total affiliates

® iTunes podcasts

W 24/7 channels on XM Satellite Radio and Sirius Satellite Radio
® ESPNRadio.com (live stream plus Podcenter), ESPN.com
W ESPN Radio Insider subscription service

W ESPN 360 customlz'ed broadband service

B Mobile phone deals: Mobile ESPN (live stream, -
SportsCenter updates and podcasts), Nextel (live stream),
mSpot and Mobi Radio

& Electronic Arts videogames with live and on-demand
audio from ESPN Radio

# “Mike and Mike” simulcast on ESPN2

# “Mike and Mike” cartoon series and videogame

ESPN Radio may have started as a TV brand, but over the
vears the radio extension has become almost as well
established and ubiquitous thanks to an aggressive mult-
platform strategv.

Perhaps no other radio brand has
tapped new media more than ESPN
Radio. from podeasts on iTunes
where ithas 11 of the top 15 sports pod
casts—to  mobile  phone  deals and
videogames. ESPN Radio was the first
radio brand to geta channel on XM and
Sirtus when most of the radio indust
beheved gomg to satellite was akin to
sacrilege. And it was among the first
radio brauds to stream its programming
on the Internet in 1999

“Were staving true to the ESPN nis-

SEPTEMBER 22, 2006
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ich is to serve sports fans wherever they are.” says
Traug Keller, senior VP of ESPN Radio and ESPN
Desportes.” What we've created in ESPN Radio is a super
touch point within that brand for the sports fan that likes

sion, W

to get their content via audio. We look at ourselves as
being in the audio distribution bu

ess, and we've put it
on as many speakers as we can”

New media applications account for 1 million-2 mii.
lion weekly listeners in addition o the 11 million that
tune i to ESPN Radio on 325 radio stations. Many of

those who tune in to the digital offerings are younger than
ESPN’ traditional radio listener and are armed with a
wide variety of iPods. PDAs and laptops. “Traditional
g
majority of listeners to the new media were 18-49." says

sportscasts reach adults 25-54. But the overwheln

Mare Horine, who was brought in as GM of new media
PN Radio in February.
All the new media feed back and strengthen

tor ES

Radio’s terrestrial business and vice versa, ESPN brass say,
Mike and Mike
54 year over

Ratings tor the network’s morning show

m the Morning™ are up 7% among men 25
year. The show has imade its way onto some unusual plat-
form extensions—a videoganie and a cartoon series,
Some shows launched on the Internet are now syndi-
cated to terrestrial rdio. Fantasy Focus
launched as an experimental online
PNRadio.com m January
September 2004, it

stream on

2003, Syndicated

now ain on more than 290 radio sta
tions. Stephen A, Sinth. a
local radio show host on
ABC Radios WEPN/
New York. is now available
nationally as a podeast on
the PN]

and on iTunes,

fio.com site

*As long as you live up o
the expectations of the brand.
vou can grow the audience
with new inedia.” Keller says.

While the rest of the nadio
industry struggles with a soft ad
market. Keller says ESPN Radio
is having “a record ad sales year®
and di
faster than its teerestrial sales, up

al ad sales are growing

about 25% this year (oft a much
smaller base
allowed us to reach advertisers that

). “Digital media has

weren't traditionally  wsing  ndio
Some just want podeasting or new
media opportunitics. A new  media
component is now part of just about

every ad request that comes down.”

Keller says,

SEPTEMBER 22, 2006

Glenn Beck

PLATFORMS:

B 200 radio stations and XM Satellite Radio

@ Daily show, “Glenn Beck,” on CNN Headline News (7 p.m.)
® Fusion magazine

B Web site, including subscription tier, podcasts and
MySpace

B Stage show: Glenn Beck’s Mid-Life Crisis Tour

Glenn Beek has been in wlk radio since 2001 and in radio

since he v
Premiere Radio Networks. ain on more than 200 radio
stations plus satellite radio, But it wasn't until May, when
he began his daily cable TV show on CNN Headline
News. that his star began to rise. In August, the day after
Beck interviewed Sen. Joseph Lieberman, D-Conn., on

1.3, His daily three-hour show, syndicated by

the cable show about his loss in the Democratic prima

the interview was picked up by The New York Times.
“1f I had Licberman on the radio show. 1 don't know

it'it would have made it in the Times. The TV show gives

you true gravitas, a different weight in the market.” Beck

says.”™ You cannot be a radio star or a TV star without mul-

LUTION

tiple plattorms. ‘Fhe marketplace is far too crowded. To
stand out you have to master multimedia®
While TV adds sizzle to the Beck brand, its radio that

Beck sees as the center. " Radio is the most powertul and
the most intimate.” he says, "It is the one platform where
1 ean move hundreds of thousands of peaple on a pause

Everything we do is to strengthen the radio show and each

platform brings its own picce to the tabl

The Internet, for nple allows Beck? listenens to be

involved in the radio show: Those who are “lsiden™ and
pay $6.95 per month get more than just a subseription to
backstage™ and

interact with Beek 15 minutes after the show has finished

Beck archives, they can also listen to Bec

Beck uses his stage show. which is more like @ stand-up
comedy routine than a talk show, to get “eyeball to eye-
ball™ with his audience 1

come off a couple of weeks of tours and 1 know who my

d bring in younger listeners,

audience is” he says.
The set of the TV show atways displays the call letters

of the local radio atfiliates. a contant reminder of the radio

show. The mic flag features the logo of the radio show:
“We don't do anything that doesn’t make money or feed
the radio show” Beck says, which is why his TV show

N
the tirst show at CNN to be praduced by an outside com
pany.”Fwanted my nternet and magazine people involved

in the show” Beek's magazine Fusion sells annual subscrip-

tons tor $34.95, About 40 people work for Beek, man
aging all the placforms and repurposing Beek's “random
thoughts™ as he calls them.

Ultimately, Bee
advertiser. "My goal is that when Puring | comes to me,

says the synergy should pay oft for the

they buy all the pladors” he says. “People need 1o see

them as synergistic, and so far no one is doing that.”

Opie & Anthony

PLATFORMS:

B Web site, downloads via Audible and virally featured on
MySpace and YouTube sites

B XM Satellite Radio

B 23 radio stations, seven in the top 10

B PalTalk Internet video cameras in XM show'’s studio

B Opie & Anthony'’s Traveling Virus comedy concert tour

I Opic & Anthonys groundbreaking satellite-to-terretrial
wdio syndication deal demonstrates anything, its that the
days of detining radio as AM and FM are over.

g “Opi
a are the face of 4 new gencration of talk show per.
sonality, one who doesn’t draw any arbitrary lines between
media, just like their carly

In many respects,

Hughes and Anchony

fopting young male audience

that grew up with instant messaging and Web sites,
“You detinitely have to keep up-to-date technology
wis

and see what your audience is spending their free

THERE'S MUCH MORE @ www.RadioandRecords.com
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iOpie & Anthony

with a satellite-”
yndication deal.

time doing. You can’t go in thinking chat stutf from tive years ago is going to work.”
Cumia says.

Cumia adds that new technology. starting with the Internet. has rendered the tradi

tional radio shock jock “irrelevant”You can see [shocking] stutfin three clicks,” he says.
What people want today is to have fun. they want to laugh, and they want to feel who
theyre talking to is knowledgeable and involved.”

Since 1995, the duo have been ahead of the new media curve to torge a bond with
their audience. They started simply, posting pictures and videoclips from the radio show
on their Web site (opieandanthony.com, the same site that kept their brand alive tor two
years atter they were fired by Intinity Broadcasting and had to sit out the rest of then
contract). When XM Satellite Radio signed them in 2004, there was no doubt in the
duo’s minds they would return to terrestrial radio through syndication.

“When Howard Stern said he was leaving, | jumped on the phone with our agent
and said. *Lets oy to do both,”” Hughes says. “Te was a no-brainer to stop cursing [tor
terrestrial radio] and add a plattorm to give us a much bigger reach!

Less explicit talk (on their terrestrial showy) is just one of the many ditferences that
distinguishes the radio show from the one launched in 1994, Today. Hughes and Cumia
make a point to integrate new media into their radio brand, using not just their own
channels, but the channels frequented by thew audience such as MySpace and*¥ouTube.
where they have a strong presence.

‘It isn't just our fans on the message boards. We go to them. | contribute to the photo-
shop: | personally get involved,” Cumia says. “lt makes you closer to the audience”

Through PalTalk cameras in the XM studios. listeners can warch the jocks during com-
mercial breaks and when they’re not on the air. On the Hip side, Hughes and Cumia can
sce their listeners

“They get a show within a show,” Hughes says. A large part of the show comes from
the interactive features. It extremely interactive—we give our listeners credit. We're
developing little stars,” says Hughes, who ought to know: In 1994, he mvited Cumia onto
his Long Island. NLY.. show and the rest, as they say, is radio history.

“When the radio show ends. a good percentage of the listeners don't go away.” Cumia
savs. “Its an evolved version of our radio show. Things change, but it all plays a part in
how the show grows. It’s why we're able to have a show that’s still relevant.”

As for other platforms. Hughes and Cumia say theyre taking it slowly. They've been
approached abour writing a book. and theyre trymg to find time for a TV project.*We

want to make sure we're firing on all eylinders in radio first.” Hughes says.

Emmis Communications

PLATFORMS:

® 23 radio stations in seven markets, including the nation’s top three

B Web sites (streaming audio/video, games, podcasts, interactive promotions)
® iTunes storefront on Web sites

B Vibes Media for text messaging (nine stations)

THERE'S MUCH MORE @ www.RadioandRecords.com SEPTEMBER 22, 2006
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At tirst glance, the list ofplatforms” for Emmis Communications’ stations imay appear short.
But that’s deceiving. Enmmis’ multiplatform st ategy is more about extending the station’s
relationship with the audience than it is about extending the brand to other channels.

“When we first launched Emmis Interactive, we asked ourselves, “What business are

we in?" Most broadeasters will say *broadcasting” or “advertising” We concluded that at
the end of the day, we're in the relationship business,” says Rey Mena. VP of Ennmis
Interactive, a division formed three and a half vears ago that now emiploys a statt of about
18.7The question for us is how do we understand the connmunity better, utilizing tech
nology now that it’s shifted to consumer control?”

The answer for Emmis is what the company calls its *360- degree brand model” that
redetines radio for hoth its listeners and advertisers. It starts with the assumption that the
radio station has the audience, and then uses new technology to keep its audicnce and
advertisers involved and engaged. “What new technology allows us to do is make that

anonymous audience reveal themselves so we

an have a dialogue.” Mena says.
Inies chird year, Mena’s division turned a profic of $6.5 million. and he eXpects it to

wrow to $10 million in its current fiscal year. “Growth has exceeded 40% cach successive
vear, says Mena, who estimates that revenue from the company’s Web sites bring in about

% of the stations” revenue.

Stmnns have Web sites, but its how listeners interact with the sites that scts Emmis"approach
apart fron other groups. Features on the sites make listeners part of the programming,

Ina nod to iTunes, listeners program sets of songs that are plaved on the air for alter-
native WKQX (Q101)/Chicago in’a feature called “My ShutHe.” Station personality
Electra also invites listeners to play the Last Letter Game, an interactive request contest
based on the last letter of the song played. In New York, on urban WQHT (Hot 97), the
listener, not the station, posts new music and artists on Who's Next.

It the computer isn’t handy, listeners on the o also interact with Eminis stations through
text messaging. happily avoiding the busy signal typical of traditional radio request lines. Some
of the promotions at Hor 97 attract as many as 33,000-40, 000 text Messages in minutes.

Enmns was the first broadcaster to strike a deal with Apple to put an i Tunes storefront

directly on its Web sites, which are customized for the brand of cach Emmis station.

Advertisers also get the customized interactive treatment on the Emmis station sites.

For FoX TV’s prime-time hit “Prison Break,” Ennnis created a videogame. For Chicago
Jobs, Emnuis created a job application simulation in which Job hunters get asked typical

nterview questions by an animated intervicwer,

In the end. Emmis is betting that a two-way relationship approach to new media will
ensure its music stations don’t fall behind on the interactive learning curve.

“When you look at the multitude of

comperitors delivering music. that’s great.
but it doesn’t make radio,” Mena says.

What makes radio is whats happening
between the songs”

Katy Bachman is a senior editor at RER sister
prblication Mediaiweck:
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The Future

Going A To Z With CBS Radio CEO Joel Hollander
By Mike Boyle mPhotograph By Jennifer Sexsion xemo

“You give us 22 minutes and we'll give you the world” m That oft- duplicated on-air slogan
tor one of his company’s two all-news stations in New York was certainly apropos of R&R’s
recent conversation with CBS Radio CEO Joel Hollander. m During the course of a tvpically
hectic day, the honcho briskly, authoritatively and contidently cut through some of the most
engaging issues facing radio today—those applying to the CEO level all the way down the
tood chain to the weekend part-tiner. m So what does the man who rides shotgun over 179
radio stations in 40 markets (at least tor now) think about some of the most important chal-
lenges and opportunities facing our industry today? For one thing—as the guy with Howard
Stern and David Lee Roth in his rearview mirror
or the negative. Hollander only cares to focus on the positive and the future.

he has zero time or tolerance for the past

PPM Now

While  Arbitron waits for  Media Rating Council

process was a good process at the time. The bottom line

is Arbitron’s been working on PPM for a number of vears.

acereditation before ic goes live in Houston, the only
broadeaster currendy signed for the ratings company’s
Portable People Meter in that market is CBS Radio. On
the subject of acereditation Hollander savs. ™ We need to
do it right away. 165 a mistake to keep on waiting.”
Asked about his hope thar Clear Channel would even-
tally come onboard wirh the PPM. too, he adds. *Clear
Channel is going to run their business as they see fit,

which 1 respeet, but the RFI? [riequest for proposals)

THERE'S MUCH MORE @ www.Rad

Theres no perfect mousenap to start, and the technology
will change as we go along. We need to start the process.
We need to get electronic measurement. We need to do
it today, and we need Clear Channel o sign on.”

As for the other player in the electronic measurement
race—the Media Audit/Ipsos” smart cell phone technol-
ogy—Hollander says he'’s “impressed with anybody that
can do anything to better the radio business with elec-

tronic measurement

www americanradiohistorv com

“Whether its Arbion or Ipsos or whoever it is. it
somebody came into my oftice today and had the perfect
solution to create more revenue, | would sign the picce

of paper,” he says

Commitment To HD
With approximately 100 of his company’s stations broad
casting in HI). Hollander says hes been pretey consistent
with his message.
This is a long process, probably five to seven years before
theres a full rollout with Detroit and retail involvement.
He also gives the HD Digital Radio Alliance—the con-

sortium of leading radio broadeasters working to aceelerate
HD wollont—good marks for the work it has done so far:
We're going to have some growth pains over the next lit
te bit, and we need to get into Detroit s fast as we can”
With many in the industry wondering aloud if broad
casters are spending too much time and money getting set
up with HD and nor using those resources for their
‘motherships.” Hollander says that he hears the argument,
but is clear in his direction:“In the world we live in today,
we have to create more choices and obviously be ver
carcful and make sure we take care of our bricks-and

mortar business, which is our terrestrial radio signals.

The Sell-Off

In May, CBS Radio announced plans to divest radio sta
tons in 10 markets: Austin: Butfalo:  Cincinnari
Columbus. Ohio: Fresno: Greenshoro/ Winston-Salen:
Kansas  City: Memphis; Rochester, NLY.: and San
Antonio. In recent weeks. Entercom purchased stations in
tour of those markets (Austin, Cincinnati, Memphis and
Rochester); Border Media Parters bought two CIBS sta-

tons i San Antonio; and Regent Communications
opened its wallet for the Buffalo propertics

Those six imarkets have put $432 million into CBS cof
ters. What's the big guy planning to do with this newtound
loot? With tongue planted firmly in cheek Hollander
responds, “I'm going to Las Vegas to play the slots.

But scriously. he adds. ”We made a decision two years

SEPTEMBER 22, 2006


www.americanradiohistory.com

‘Nobody’s had to
replace 27 mornin
shows at once in the
history of radio, so
we're fighting that
fight everyday, but it's
slowly getting better.’

—Joel Hollander

ago, previous to the Viacom/CBS split, that we want to
operate the higgest radio stations in the biggest markets
and fish where the biggest advertising dollars are, so we
decided to sell these 10 markets.”

Specitic to the windfall Hollander says, " The company
will certainly redeploy some of that money into new ini

tiatives, technology. marketing and things of thar nature”

Expanding The Talent Pool
When Hollander looks back on the groundbreaking deal
he nade o bring back XM Satellice Radio’s Opie &
Anthony to terrestrial radio in April—after Intinity
Broadcasting (now CBS) fired them in August 2004
he sinply calls ita *win-win” for XM and CBS
“They've had tremendous ratings success in a very
short period of time in Boston, Philly. New York. ete.

They've done a really good show.” he says

But O& A’ early ratings sticeesses aren’t really what has

I'm most

capiured  Hollanders  admiration. “Wha
proud of is that they're doing an FCC-compliant show,
which most people said they couldn’t.

Hollander is not at all surprised how quickly O&A
adapied 1o being back on terrestrial radio after spend
ing the past couple of years in the “anything goes™ world
of satellite, because he says they ralked a lot about it prior
to the duo uttering word one on CBS airwaves

“They knew they had the opportunity ot a lifetime
with another chance and that they were going w have
to make this work and that we were going out on a
limb,” Hollander savs. “Anybody that knows me knows
that I'm a big believer in second chances. They deserved
it;and they've been capitalizing on it

With O&A and other mitatives up and running,
Hollander fecls the company is tirmly on the road to
recovering cthe huge revenue deficie left when Stern
departed CBS at the end of 2005, but he’s sll mindtul
of the row he has to hoe.

“We sdll have a way

10 go. We'll get to the begin
ning of *07 and start fresh. Howard did a terrific job for
a long period of time, and he certainly wasn't casy to
replace. Nobody's had 1o replace 27 morning shows at
once in the history of radio, so we're tighting thar tight
every day, bue s slowly gerting better.

An advocate tor allowing talent time to grow and giv:
g it options and tools (CBS syndicated personalities
Adam Corolla and Rover come to mind), Hollander is
also  bullish  on WYSP  (Free
FM)/Philadelphia atternoon personality Kidd Chris,

talk/active  rock

whom he just helped secure his tirst simuleast/syndica
ton deal with cross-state heritage rock sister WRKZ (K
Rock)/Pitesburgh

Kidd Chri

‘IF we can monetize Ins talent over a number of radio

a burgeomng talent.” Hollander says.

stations, we will

‘We've been very consistent in saying we want to
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develop new, young talent and take chances” he adds.
“That’s become our mantra.’

Less Is More For Us
Regarding Clear Channel’s clutter reduction program,
“Less Is More,” and whether he thinks CBS will bene

tit from i¢, Hollander says.“The jurys still out

‘We need to get through the first six months of next
year and then do comparisons. Once that happens, well
see.” he says.

Reattirming his company’s position on spotloads.
Hollander savs,*This is an old story. but we've cut plen
ty of inventory on our radio stations, and we do it dic-
tated by the marketplace and what the competitive
issues are in the marketplace. We don’t believe that our
179 radio stations are cookie-cutter like McDonald’s
where it's the same hamburger.

Playing Ball

Sports contracts and the financials involved with them have
not added up for CBS in the case of the St. Lowis Cardinals.
the Washington Redskins. the Baltimore Ravens or the
Dallas Cowboys—none of whose contracts were renewed
—but Hollander is still bullish on the concept.

“We love being in the sports business, but we're not
going to do deals where we lose money, and we were
losing multmillions in those deals,” he savs. “The land-
scape has changed. There’s a lot more choice, the rights
are not exclusive the way they used to be in the sports
business. We'll continue to do smart, good deals where
we make money and its 4 win-win

Hollander notes that CBS inked a new alliance with
the Chicago White Sox last vear. which he deseribes as
1 “great deal” especially in light of the team’s World

Series win in 2005,

All Jack-ed Up

With the adult hits Jack format currently on a dozen CBS
signals. Hollander believes he is in a good place regarding
their future growth.”As a whole, the Jack formats have done
wemendously well, and its something that we can really
pomt to under our team here that has been a huge success.”

Acknowledging that the Jack format that replaced
oldies on WCBS-FM/New York has vet to catch fire in
the racings. Hollander adds.™You have to remember that
was a 33-vear-old heritage stadon. It's starting to come

around. It’s slow growth

A Positive Outlook

Hollander, who cut his broadeasting teeth in the sales
trenches. s sull a motivating sales leader at heart and
believes that with all the recent negative press about the
radio business that areas such as sales, with a lietle help,
are what will help turn the ship around.

“Selling radio time is still a good job. And yes. there’s
stll turnover at every company in sales, but something
that the whole industry should take more seriously is
training, which we've been talking about forever”

Continuing to tout the positive, Hollander adds,
“Radio is a great business. We have great brands, and
we're trying to also create new ones as we o alang in
a compentve marketplace. HID s positive, PPM will get
there, and radio stations are making an impact on their
local commumnities now more than ever betore
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CEO
David Field
Sees Major

Growth Opportunity
From 15-Station CBS Buy. :

By Jeffrey Yorke

Photograph By Scott Weinenmm

Enter

Last month,

said it would buy 15 radio stations in four markets trom
CBS Radio for $262 million. Entercom already operates

iercom Communications

radio stations in two of the markets (Memphis and
Rochester, N.Y.), but in Austin and Cincinnad, ic will be
expanding into new territory.

It's a huge bite for the Bala Cynwyd, Pa.-based oper-
with 98
Entercom’s management is confident that each new out-

ator. Yet stations i 20 markets already,
let has great potential.

“We think there 15 a lot of room for growth in all four
markets,” Entercom president/CEQ  David Field tells
R&R in an exclusive interview. “CBS did a great job of
operating the stations, but we believe that we have cer-
tain synergies—in Memphis, in Rochester—where I think
we can do a great jobh”

In May, CBS said it was considering selling 39 stations
in 10 snaller markets. That was the beginning of a sum-
mer-long shopping extravaganza for radio operators hop-
ing to build their groups and add value for their sharchold-
ers. There were a number of notable deals (like Regent
buying tive CBS stations in Buthalo tor $1
Ente

Field is reluctant to discuss specifics of the deal and

million), but
b grabbed the lion's share of the CBS sell-off.

won't talk in detail about plans for the new stations,
though he’s quick to acknowledge that the shopping spree

was a success. “We got what we wanted,” he says

Entercom intends to begin operations ot all stations,
except Rochester, in early October through a time bro-
kerage agrecment. To meet FCC regulations, Entercom is
required to divest two stations in Rochester.

But the wheeling and dealing doesn’t end there. Along
with announcing the 15-station deal with CBS on Aug,.
21, Entercom also bought Radio One’s urban WILD-FM
Boston for $30 million cash. It began operating the sta-
tion immediately through a time brokerage agreement.

When it announced the Boston deal, Entercom also said
it would use the WILL signal to simulcast the company’s
active rock WAAF, long a popular Beantown station that
achieved strong ratings and operating results despite hav-
ing its transnussion facility located approximately 35 miles
west of Boston. That distance created limited signal cov-
erage in downtown Boston and other parts of the metro.
Entercom hoped that the WILD signal would be “an
excellent complement to the signal coverage of WAAF
and. will enable the station to provide full coverage to
downtown Boston and other underserved areas of the
metropolitan area”” Entercom believes that the signal
improvement will boost the station’s ratings and operat-
g performance significantly.

So how’s it working out so far?

“The feedback has been great.” Field says.“There’s huge

THERE'S MUCH MORE @ www.RadioandRecords.com

anccdotal evidence that a large number of hsteners that

had trouble getting the signal are just thrilled because they
are now getting the signal clear as a bell”

And there’s early evidence that the company’s bottom
line will benetit as well. “Advertiser response has been
great—they can now deliver their messages to an even
larger listener base” Field says. “It’s oft to a great start. We
have expanded the WAAF brand throughout the market.”

FCC Rules Should Reflect Marketplace
The FCC is reviewing its media-ownership rules and has
scheduled its first public hearing tor Oct. 3 in Los Angeles.
Field would like to see the commission loosen ownership
regulations and permit radio companies to own more
properties in the largest markets.

“Radio deserves a fair and level playing field to com-
pete.” he says.“In a world in which alternative radio serv-
ices can provide hundreds of channels to listeners. does it
still make sense to limit free and local radio companics to
seven or eight stations per market? Furthermore, in a
world in which most markets have a single market-wide
newspaper and a single cable provider, there would secm
to be room for turther ownership deregulation i radio.”

Field points out that “radio provides an extraordinarily

important service to our local communities in good times
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and bad. and we must continue to maintain a standard o’
excellence in serving our communities, but the owner-
ship rules must reflect the realities of'today’s marketplace.”

The Future Of Local Radio: HD

Beyond growing Entercom, Field, like a number of his
executive colleagues, believes the future of radio hinges
on the successful transition to the digital-quality sound
of HD radio and the proliteradion of multicast stations.
“For no additional cost you get a digital product with
many new choices in programming,” Field says excitedly.
“We are in an carly inning here, but the value proposi

tion is compelling,

Field was instrumental in forming the HD Digital
Radio Alliance, which debuted last December with Peter
ior VI at Clear Chamnel, at the helm. The

Ferrara, :

alliance’s goal is to aceelerate the rollour and consumer
ceptance of FHD radio: it is also working to get more
digital radios insulled in cars, coordinate the rollout of
HIY and jointly market the new technology. Comprising
several of the nation’ Jeading radiv groups (including
Clear  Channel,  CBS  Radio, Cumulus  Media,
Bonneville  international,  Emmis - Communications,
Greater Media and Entercom), the alliance pledged $200
million for its 2006 advertising campaign.

So far,he is impressed with the group’s accomplishments.

“The alliance is very focused on creating consumer
interest in HiD receivers, both tor the home and car, and
m getting auto manufacturers to drive the technology
throughout the new car industry.™

As head of the NABX radio board, Field has been influ.
ential in pushing the trade group to promote free, over-
the-air radio and HI radio, and has encouraged the NAIB
to take back some of the thunder that the media has given
satellite radio. But Field alo thinks radio and the NARB
can do a better job of promoting the medium.

“Unfortunately. throughout its history the radio
industry has spent nearly 160% of its marketing efforts
focused on individual stations and vireually ignored pro-
moting the medium as a whole,” Field notes.” The game

changed when we were hit by an attack from saeellice |

radio spending hundreds of millions of dollars in public
relations and advertising. We need to invest in our images
and public perceptions. The NAB-funded industry mar-
keting that we started a couple of years ago with artist
endorsements and related campaigns was a good start,
but only a beginning”

As Arbitron prepares to embark on a new ratings era

through electronic audience measurement, Field has this |

assessment:“There is a very strong consensus within the
industry to adopt electronic audience measurement. | am
confident that it will happen. However, the jury is still
out on which vendor and technology can provide the
most effective solution for broadcasters and our cus-
tomers. We all feel a sense of urgency to make a deci-
sion, and the |Clear Channel-lead Next Gen Ratings
Committee| remains hard ac work in evaluating the
alternatives and monitoring the on-going testing.
However, it is worth waiting a few months to ensure we
have complete information and the best product for the
next few decades.”

What About Those New Guys At The
NAB And RAB?

New NAB president/CEO David Rehr has been on the
job since last December and has spent a majority of his

SEPTEMBER 22, 2006

‘In a world in which
alternative radio
services can provide
hundreds of channels
to listeners, does it
still make sense to
limit free and local
radio companies to
seven or eight stations
per market?’  —pavid Field

time meeting and greeting broadeasters around  the
country, finding out what they need and what they want
from Washington. 1.

Flow is he doing so tar?

“David Rehr is doing a terrific job at the helov and
Field
says. " He is making meaningtul improvements designed

in just 10 short months has made a great impacl

to further enhance the effectiveness of NA as an advo-
cacy organization dedicated to the betterment of free,
local broadcasters across the country.”

And while it is “a pleasure working with him and his
team.” Field notes that the "NABS effectiveness is highly
dependent on the grass-roots efforts of broadcasters. it
we expect Congress to understand and respect our
issues, station owners and general managers must par-
ticipate in the political process and maintain relation

ships with our elected ofticial
Since Rehr setdded in at the NAB, Jett Haley has
* to run the Radio

been hired away from Time
Advertising Bureau.

“Iam very excited by Jeff Haley's selection and look-
ing torward to supporting him in his efforts to take RAB

to the next level” Field says. *Building on the impor-

tant initiatives over the past couple of years, RAB needs
to focus its efforts on marketing radio and raising the
pereeived value of our medium among marketing and
advertising leaders nationwide.”

Field adds, "Radio’s true value remains dramatically
higher than our pereeived value, and we need o do a
better job of telling that story.

Commercials have come under a great deal of fire in
recent years. Some say they are too long, too loud, too
contrary to a station’s programming and sometimes just
plain boring. While Ficld is quick to defend spots as a
whole, he thinks improving their quality is necessary.

“I don't think it is fair to gencralize about the qual-
ity of commercials in radio, or for that matter, in any
other medium,” he says. “There are terrific radio ads
that achieve outstanding results, and there are poor,
ineffective ads, just as there are in television. We can
improve the quality of ads by providing strong copy-
writing and production, cither in-house or on an out-

| sourced basis, and through direct and candid feedback

to customers whose commercials fall short of our own
professional standards.”

So, with all the traveling, the buying, the selling, the
promoting, can radio ever be fun, a source of entertain-
ment and escape for a guy like David Field?

“I love listening to the radio and enjoy a wide vari-
ety of formats and personalities,” he says. “Among my
favorites are alternative, triple A, classic rock, sports, news
and talk.”
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KNBT Celebrates

Americana Music Jam'’s
10th Anniversary

By John Schoenberger

New Braunfels Communications’ KNBT/New
Braunfels, “lexas, is situated in the beauniful Hill
Country region between the cities of San Antonio
and Awstin, where it enjoys the best of both worlds:

the sophistication of two lange cities nearby and a
deeply rooted connection to local commmunity,
which, in tur