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Harris Congratx 

The 42 Most 
Powerful Faces 
in Radio. 

Harris would like to recognize the faces 

behind the scenes. Radio has a history 

of innovation, and today's "movers and 

shakers" are a further testament to this 

legacy. We are proud to congratulate 

each individual for their exceptional 

contribution in advancing our ind 

At Harris, we are equally comm-

advancing broadcast technology 

the challenges and opportunities tl 

face each day. Kudos to everyone on 

Managing Content. Delivering Results. 

. • TM assuredcommunications_ __ 
Broadcast • Microwave • RF Comm • Government Systems 

www.harris.com 



Peace of Mind 

... is knowing 
dMarc 
has 
your back. 

What do you call it when a company spends 

more money on R&D perfecting their digital 

automation systems (Scott SS32 and 

Maestro) than all other automation compa¬ 

nies combined? 

We call it dMarc. Nothing gives you more confidence 

and peace of mind than knowing that you've got 

RevenueSuite, the only digital automation solution 

that drops cash straight to your bottom line, and 

Diagnostics, the industry's leading hardware 

monitoring software. 

With all that R&D, 
you can't go wrong. 
Relax...with dMarc. 

1-888-438-7268 
www.dMarc.net 

Scott Steeds Maestro 

680 Newport Center Drive, Suite! 50, Newport Beoch, CA 92660 
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Media Collections 
Require A Rare Mix Of 

Forcefulness And Delicacy 

o 

Szabo Associates, Inc. 
3355 Lenox Road, N.E., 9th Floor 

Atlanta, Georgia 30326 
404-266-2464 

FAX 404-266-2165 
www.szabo.com 
info@szabo.com 

Unfortunately, almost every business has 
hard to collect receivables that must be turned 
over to a professional collector. You’re best 
served, naturally, when that collection service 
has expertise in your industry. 

In media-related business collections no 
one has more knowledge, skill and experience 
than Szabo. We have specialized solely in media 
collections for decades, and as a result, we know 
exactly when and how to apply pressure to 
achieve the maximum results for you. It 
requires a deft touch to be sure, for in most cases 
these are client relationships you don’t’ want to 
harm. 

We have specialists in every division of 
today’s media, from radio, television and print 
to all out-of-home media, online advertising, as 
well as program syndication and product 
licensing. We have detailed knowledge of the 
credit customs, processes, terminology and 
practices of the media industry. Our representa¬ 
tives have an average of 14 years experience in 
collections, the vast majority of which is in 
media collections. 

No one knows media collections like Szabo. 
Put your business in strong, careful hands. 
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90 Bumped From The List 
91 People To Watch 
92 2006 Ranked List 
93 2006 Most Powerful Contacts 
94 Most Powerful People 1996-2006 
95 Lifetime Leadership Award 

Faced with the impossible task of choosing between two of the peo¬ 
ple who led the radio industry through a period of incredible change 
and development, Radio Ink decided instead to honor both Gary Fries 
and Eddie Fritts with the 2006 Lifetime Leadership Award. 

THE 40 MOST 
POWERFUL 
PEOPLE 
N RADIO 

A pair of major merger deals and the departures of several 
well-known individuals from the radio business served to 
shake up the 11 th version of our annual Most Powerful 
People In Radio list. While this year’s list still includes 
many of the names that were featured last year, several 
people whose rankings have changed, along with the addi¬ 
tion of some new names, indicate that the radio industry 
is in a state of transformation and evolution. 

Columns 
17» Guest Commentary by Jerry Lee 

Why I Signed With PPM 

18» The Wizard Of Ads™ by Roy H. Williams 
To The 40 Grandest Poobahs In Radio 

20» Leadership by Marshall Goldsmith 
Give Yourself A Chance 

24» The Business Of HD Radio by Peter Ferrara 
10 Ways You Can Impact The HD Radio Rollout 

Departments 
08» Publisher’s Notes by B. Eric Rhoads 

10» Radio’s 100th Anniversary 

11» On Air People, News, Letters, & More 

104»Sales Commentary by KimberieeTaplay 

106»Sales by Robert Reid 

107»Creative by Steven J. Steinberg 

108> Management by Sean Luce 
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wings! 

music scheduling 
reinvented 
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Tï From Our Chairman By B. Eric Rhoads. CEO & Publisher 

What Have You Done For Me Lately? 
The seduction of taking a company 

public has driven many a CEO to pursue 
an IPO. With the allure of wild financial 
success and the financial power to 
dream big and accomplish great things, 
the public market has made many CEOs 
into billionaires. Yet it has turned others 
into unhappy indentured servants. 

After the honeymoon, many CEOs 
find being public a detriment to doing 
business. Every decision made by the CEO 
of a public company is examined under a 
microscope, often by people who don’t 
understand the business. Great leaders 
often achieve success by forging ahead 
with obtuse ideas, dreams, vision, and 
gut instinct in the face of doubting 
employees and investors. 

Not all obtuse ideas work, of 
course, but a leader must continue to 
innovate and take risks. In a public com¬ 
pany, risks and innovations are 
applauded until they fail. Then, the CEO 
is considered a failure, the company is 
downgraded by Wall Street, and further 
risk is discouraged. 

CEOs who previously built signifi¬ 
cant success on risk-taking often find 
that running a public company requires 
them to play it safe. On the public mar¬ 
ket, you’re a hero in an up cycle and a 

loser in a down cycle. There is no room 
for failure, which is actually an impor¬ 
tant element of success. 

The public market seduced radio. 
Now, Wall Street is saying, “What have 
you done for me lately?” The dreams of 
many radio company CEOs have been 
stolen by going public. Though most put 
on a happy face and say, "Things are 
great and getting better,” many are seek¬ 
ing an exit strategy. Some feel they have 
been forced to cut too deeply, and know 
they have not invested enough in build¬ 
ing advertising and listenership. 

Once the darling of Wall Street, it 
seems radio can do nothing right today. 
Some analysts think the industry is 
trending down because radio is 100-
year-old technology, unlike like iPods, 
satellites, and cell phones. But remem¬ 
ber, 30 years ago, every analyst on earth 
said solar energy would replace all of the 
electric companies in 10 years. Today, 
they are saying radio will be replaced by 
new technologies. Yet radio is as 
entrenched in society as electricity. How 
can Wall Street miss this? 

Since we’re no longer the darlings 
of Wall Street, perhaps it’s time we go 
home from the dance and leave our 
date behind. 

I respect Jeff Smulyan at Emmis 
Communications because he has a his¬ 
tory of leading the industry on future 
trends. Smulyan has extended an offer to 
take Emmis private. He faces tremen¬ 
dous criticism and challenge, but he 
stands a strong chance of success. 

Though some others won’t be able 
to escape, I believe many in our industry 
will follow his lead. Radio had its time 
to be public, but the industry's future 
success may be dependent on industry 
privatization. 

Wall Street taught us many tremen¬ 
dous operational disciplines, and we’re 
better for having learned those impor¬ 
tant lessons. When this discipline is 
applied to newly privatized radio com¬ 
panies that reinvest in areas that have 
previously been ravaged just to make the 
bottom line look stronger, radio will see 
a new golden age of unparalleled finan¬ 
cial success. S 

To reach me. write: RADIO INK. B. Enc Rhoads CECVPubfcsher 
224 Datura Street. Suite 1015. West Palm Beach, Fl 33401 

Phone: 561-655-8778 Fax: 561-655-6164 
E-mail: EncOradionk.com 

GREENS T©jNEM E D I A 

r¿r°djCin9 a brand new mass appeal format for 
FM radio - expressly for women, by women. 

Its a fresh approach backed by research and driven by their-_ 
women care about most... delivered by smart ennanin^ , r ,.  »"‘.«nunui 

Only Greenstone lets you reposition an underperforming station 
nght now, with 24/7 talk that best appeals to Women 25-54. 

issues, entertainment, and humor 
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Call Stacey Cohen to get started 
(310) 379-0329 

www.greenstonemedia.net 
The Radio Ritas 

(mornings) 
Lisa Bimbach Women Aloud 
(middays) (afternoons) 

(877) 854-6200 

FOR SUBSCRIPTIONS. CALL 1 -800 61O-S771 | WWWRADKJINK.COM 
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RADIO’S 1 00 th ANNIVERSARY 
Throughout 2006, Radio /nA will be celebrating 
the 100th anniversary of the invention of radio. 

Radio: A Real-Life Home Companion 
DEFINING MOMENT — MAYOR LAGUARDIA 
READS COMICS ON RADIO: During a 17-day 
newspaper delivery strike in New York during 
the 1940s, Mayor Fiorello LaGuardia and ter- I 
restrial radio came to the rescue of dejected kids I 
throughout the city. LaGuardia kept kids up to I 
speed on their favorite comic strips by read¬ 
ing them aloud over city-owned WNYC radio. i 

It wouldn’t be the last time that radio 
pinch hit for print media. During a lengthy 

CELEBRATING 

Y EARS OF RADIO 
9 O 6 

newspaper strike in the summer of ’78, a New York c ' A l 
radio program was created and dubbed the Daily News 
Bulldog Edition. The hour-long, late-afternoon show was a wrap-
up of the day’s non-published paper, as “told” by New York Daily 
News reporters, editors, and columnists. 

The show oudasted the newspaper strike by decades, as did 
longtime host — and former Daily News editor — Dick Oliver. 

PERSON WHO MADE A DIFFERENCE — LOWRY MAYS: ok, 
raise your hand if, back in 1996, 
you thought Clear Channel 
would emerge as the biggest 
owner on the radio block? 

Lowry Mays was an invest¬ 
ment banker in 1972 when he 
founded the San Antonio 
Broadcasting Company and 
purchased his first radio sta¬ 
tion. In 1975, Mays acquired 
his first “clear channel” station, 
WOAI-AM San Antonio, which 
inspired a company name 
change. Things grew from 

there to include not just radio, but television, outdoor, syndi¬ 
cation, live entertainment, and more. Mays’s winning corpo¬ 
rate philosophy? “It is a priority to provide a workplace where 
growth, success, and fun go hand in hand.” 

ENTERTAINER WHO DEFINED RADIO — PHIL HENDRIE 
Remember the feel-good TV show, Touched By An Angel ? Well 
Phil Hendrie once interviewed an author who was groped by 
an angel. The unsuspecting man claims to have been goosed 
by an unseen angel while on line at the bank. And that was 
n’t the only incident. Hendrie’s guest went on to report oth¬ 
erworldly harassment in the grocery 
store and in front of a judge in court. 

On Hendrie’s comedy talk show, 
irate callers have a chance to respond 
to the ridiculous statements of this 
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and other guests — who, by the way, are also 
Phil Hendrie. 

2 0 0 6

5 P ° 

o 

Voicing the 40 or so cliaracters who appear 
as outrageous guests on Ins Talk radio show is 

I Hendrie’s specialty. The characters, interviewed 
I by Hendrie (playing himself), are infuriating 

to callers who just don't get it. 
K Hendrie has performed voices on the 

animated Fox sitcoms King of ihr Hill and 
Futurama, and in the 2004 film Trum Amenat.Wbdii 

Police. This spring, he liad a supporting role in the 
NBC sitcom Teachers. 

In fact, Hendrie says he’s retiring from his radio 
show later this summer to focus on a career in television. Say 
it isn’t so, Phil! 

M^£EFINED BY RADI 0 — A PRAIRIE HOME COM-
rnNIUN. This is the first new release we’ve spotlighted, but 
Robert Altman s A Prairie Home Companion is definitely defined 
by radio. And it s already received a four-star review by Roger 
Ebert of the Chicago Sun-Times. 

■n COMfíWION 
Companion th' 1 Garrison Kedl°rs real-life radio show A PraineHomt 

"kZ 'V'!'W" UKtata, Men! 
Harrelson, John C ReillJv^ TOmhn ’ Lindsay Lohan, Woody 
Keillor serves as the y'- ‘rglnia Madsen - andTommy Lee Jones, 
ceremonies “GK ” T ï version °f the radio show's master of 

show that is bowing 0»^^°^’ preSideS over an old ,ime radio 
In this case lîc 1 °ne Perf°rmance. 

OFFICIAI cii\/r 1 S à°Pe dlat d °esn't imitate art, and 
UmCIAL SILVER SPONSOR radl° s real Prairie Home Companion stays 

1,11 US on Saturday nights for many 
years to come. S 

By I'm Crossan, news editor. Radio Ink 

for subscriptions. can i-«oo twsm । www radio«* co* 



At Interep’s 8th Power of Urban Radio Symposium are (l-r) George Pine, 

COO/lnterep; Chesley Maddox-Dorsey, COO/Access.l; Jay Williams, 

president/American Urban Radio Networks; Sherman Kizart, SVP/Urban-

Interep; McGhee Williams-Osse, CEO/Burrell Communications, Power of 

Urban keynote; and Darryl Brown, EVP/GM, ABC Radio Networks. 

Howard Eskin (r), legendary Philadelphia sports talker from 

SportsRadio 610-WIP, and his son Brett "Spike" Eskin of 94.1 Free FM-

WYSP co-host a talk show on WYSP. The younger Eskin has become 

assistant program director and music director for alternative-rock 

station WKXQ-Chicago. 

Dan Gallagher (I) of Symetrix presents Jim Hauptstueck of Harris 

Broadcast with the Dealer of the Year Award for its AirTools line of 

products. 

BROADCASTERS GENERATED $10.3 BILLION IN ’05 PUBLIC SERVICE 
The NAB reports that local radio and TV stations generated a record 

$10.3 billion in public service in 2005, through a combination of airtime 
donated for PSAs and money raised for charity and disaster relief. 

According to the NAB’s annual industry census of community service, 
broadcasters across the U.S. took to the airwaves to generate more than S1 
billion after Hurricane Katrina and the Asian tsunami. 

“This year’s survey affirms the longstanding fact that local, over-the-air 
radio and television stations are collectively the number one provider of 
public service in America,” said NAB President/CEO David K. Rehr. 

BIA REPORT: SLUGGISH GROWTH FOR RADIO 
‘‘Radio continues to experience sluggish growth and is not keeping pace 

with growth in the economy,” said Mark R. Fratrik, vice president of BIA 
Financial Network, in the the second edition of the 2006 Investing In Radio 
Market Report issued by BIAfn. “Despite this bleak outlook, radio is by no means 
a dying medium. Some markets are actually rebounding and performing well.” 

Clear Channel Communications continues to dominate the radio 
industry, with 1,171 stations and 2005 revenues topping $3.5 billion, 
according to the report. Clear Channel and the country’s other top 25 radio 
groups are not expected to experience revenue increases beyond 2.3 per¬ 
cent in 2006, even with small pockets of growth in several markets. 

“We can guess why stations are doing poorly — iPods, clutter, Internet 
— so when we see any of them finish the year with greater than 2.5 percent 
growth, we know that they have been successful in retaining or attracting cer¬ 
tain demographics, like younger people, to the medium, or expanding their 
own advertising-based content distribution,” Fratrik said. 

“CBS Radio’s recent announcement that it will be exiting 10 markets 
might be the most obvious illustration that some radio groups are re¬ 
evaluating their assets, and that 2006 may prove to be a year of transition, 
Fratrik added. “Stations will continue to find buyers intending to put those fre¬ 
quencies to good use. Whether these transitions will have an overall positive 
afïect on the industry remains to be seen.” 

CBS RADIO & VIBES MEDIA ANNOUNCE PARTNERSHIP 
CBS Radio and Vibes Media have announced a nationwide partnership 

for Vibes’ iRadio Instant Response Text Messaging Platform. The agreement 
provides 25 CBS Radio stations the ability to engage their listeners in real 
time and create a wide variety of locally customized radio promotions. 

“We were looking for a vehicle to easily interact with our audiences on a 
one-to-one basis, even during large-scale contests, and Vibes iRadio platform 
fits that bill perfectly,” said Joel Hollander, chairman/CEO of CBS Radio. By 
delivering this new content, we are able to build loyalty through direct contact 
with our listeners and add tremendous value for our advertisers. 

Jack Philbin, president and co-founder ofVibes Media, said, Using iRadio, 
CBS Radio can extend its franchise in new directions, creating ground-breaking 
promotions that connect with its audience and drive new channels of sponsor¬ 
ship revenue.” 

WWW.RADI0INK.COM I FOR SUBSCRIPTIONS. CALL 1-800-610-5771 
RADIO INK — JULY 3. 2006111 



DeVito/Verdi 
Wins Radio-Mercury 

Grand Prize 
The 15 th annual Radio-Mercury Awards cer¬ 

emony and luncheon was held June 8 at Cipriani 
in New York City. The awards, presented by the 
Radio Creative Fund on behalf of the radio indus¬ 
try, recognize excellence in radio creative. A total 
of $165,000 in cash prizes was awarded to 15 
winners. The $100,000 grand prize went to the 
DeVito/Verdi agency for the radio commercial 
titled “Sushi,” which was produced for the 
National Thoroughbred Racing Association. 

Co-chairmen of the Radio Creative Fund Jim Thompson, president. Craven-Thompson CommuncatiMS (far 

left), and Gary Fries, president and chief executive officer. Radio Advertising Bureau (far right) present the 

$100,000 Radio-Mercury Grand Prize for the best radio commercial of the year to writers Daniel Giachetti 

(center left) and John Clement (center right) for a spot they developed while at DeVito/Verdi for the National 

Thoroughbred Racing Association. 

Kurt Reisfschneider (I) and Mike Hayward (c), writers for Copacino + 

Fujikado, accept a General Category Radio-Mercury Award from Rob 

Williams, senior vice president/northeast. Clear Channel Radio. 

Nik Bristow, writer for Fitzgerald + CO (I), 

receives a General Category Radio-

Mercury Award from Mitch Dolan 

President. ABC Radio Stations 

Blaine Parker of Salem Radio, Los Angeles (I) accepts the $5,000 

Radio-Mercury Award for the best Radio Station-Produced commer¬ 

cial from John David, executive vice president/radio, National 

Association of Broadcasters. 
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Crispin Porter + Bogusky 

employees Jill Kershaw (I) 

and Christine Tierney Id 

accept a General Category 

Radio-Mercury Award from 

Weezie Kramer, regional vice 

president. Entertom 

FOR SUBSCRIPTIONS. CAU 1-8OO 610-S771 I WWW RAOKKO* 



WELLS 
FARGO 

Wells Fargo Foothill 
Media Finance The Next Stage 

At Wells Fargo Foothill, we've extended more than $1 billion in credit facilities to media and communica¬ 
tions companies across the country. From small owner-operator clusters to multistate public companies, 
whether in radio, television, cable or publishing, Wells Fargo Foothill has the dedicated expertise that you 
need from a lender. 

uunn 
energy 
92?fm 

LUNA COMMUNICATIONS LLC 

FLYING BEAR MEDIA, INC. 

$100,000,000 
$12,500,000 

FIRST BROADCASTING SACRAMENTO, LLC 

$23,500,000 

$18,000,000 

Wells Fargo Foothill 
Specialty Finance 

Wells Fargo Foothill 

Wells Fargo Foothill 
Specialty Finance 

CofowAt» HMdquJrte'i 
2450 CotoMào Avenu. 

SenuMoréCAG 
■900,555-1 

Wells Fare 
Specialt) 

'Galaxy 
GALAXY COMMUNICATIONS, LLP 

$18,000,000 

NORTHEAST BROADCASTING COMPANY, INC. James Crystal Radio Group 

■ I mN 

$15,000,000 $15,500,000 

Wells Fargo Foothill 
Specialty Finance 

Wells Fargo Foothill 
Specialty Finance 

2450 CotofKJo Avm^, Suite »00W 
SMMunKACA 90404 

wnsis-iati 

SUPERIOR BROADCASTING 
OF DENVER, LLC 

Wells Fargo Foothill 
Media Finance 

$16,000,000 

Wells Fargo Foothill 
Specialty Finance 

Let Wells Fargo Foothill find the solutions for your company s needs. 
Call or visit us online to learn more. 

Atlanta • Boston • Chicago • Dallas Los Angeles 

wffoothill.com 
(877) 770-1222 

New York • San Francisco 



M&A ♦ Debt and Equity Raises 

Party 
of 5. 

Daystar Television 
Network 

KDTP-TV y 
Phoenix, AZ 

Radiovisa, LLC 

KMXE 830 (AM) 
Los Angeles, CA 

$41,000,000« 

AAA Entertainment, 
LLC 

Four Station Cluster 
Champaign, IL 

$3,500,00 

Results Radio, LLC 

KRPQ(FM), 
Santa Rosa, CA 

$7,700,00(^B 

Results Radio, LLC 
KJOR(FM) 

& KSRT (FM), 
Santa Rosa, CA A 

$6,850,1 

Shouldn’t you have 
The MVP Team working for you? 

LETTERS 
DIGITAL DOWNSIDE 

After reading your very one-sided 
editorial on HD Radio (“HD: Do It Now, 
Radio Ink, April 24), I suggest you do a 
paper on the downside of HD, especially its 
impact on small- and medium-market 
broadcasters. Some points to consider: 

1. The financial investment for 
equipment; 

2. The unsolved problems for AM 
night-time coverage; 

3. The fees that will have to be 
paid to broadcast in HD to the big play 
ers who will have a windfall monopoly. 
This is better than the big oil company 
monopoly, almost like a license to steal. 
The mafia could not have concocted a 
better plan — you pay an equipment fee 
plus a license fee to broadcast, and this 
fee will never end. It is comparable to a 
music license, where you pay to promote 
someone else ’s product. 

4. Do you think everyone will 
quickly trash their analog radios and 
rush out to buy HD receivers? Get real. 

This is nothing more than a windfall 
and monopoly for certain equipment 
manufacturers and the big players, at our 
expense. It would be like the electric com¬ 
pany requiring you to pay an additional 
fee to power your equipment. What 
would happen if iBiquity, Harris, and the 
other major players could patent water or 
air? This was attempted several years ago 
on EAS receivers, and was shot down. 

It is obvious that you have no concept 
or regard for the small- and medium-mar¬ 
ket broadcaster, many of whom are strug¬ 
gling to survive. It is not hard to see whose 
pocket you are in. Will this position help 
you obtain more advertising revenue 
especially from the major players’ Until 
you can present both sides of HD Radio 
please remove my name from your datai 
base and mailing list. 

realize that The Rest oí the Story owes a debt 
of gratitude to an earlier network radio 
show, which aired from the late ’30s to 
the mid 'SOs: Bill Sterns Ncwsrtd. Stern, a 
sportscaster, used the same concept now 
heard on Harvey's show: telling the life 
stories of famous people, but not reveal¬ 
ing their identity until the very end. 
(Interestingly. Stern even intro'd segments 
of his daily radio show by saying "Reel 
Two” and "Reel Three.") Sterns network 
show originated from Chicago, and aired 
on the NBC and ABC radio networks dur¬ 
ing its run. 

I’m personally familiar with the 
“end reveal" format, as 1 use it in my 
own syndicated radio show Success Journal 
(now in its 1 I th year). I apply this same 
approach in telling stories of famous 
brand names and entrepreneurs. The for¬ 
mula has proven listener appeal, and I 
heartily salute Mr. Harvey and his son for 
carrying on this great radio tradition for 
so many years. 

Chris J. Witting 
Syndication Networks Corp., Chicago, Il 

YOU’LL KNOW IT WHEN YOU HEAR IÏ 
While we don’t support the overt 

use of offensive content for thrills or rat¬ 
ings. what is considered "indecent"? 
(Radio Ink Headlines. June 16, “Indecency 
Just Got 10 Times More Expensive"). 
What are the standards? What words do 
we need to avoid? Who knows? 
Regulations with no standards are use¬ 
less. except for the attorneys. Are we into 
too fast for conditions” regulation, 

where every religious group sets its own 
standards? We are a growing theocracy 
and don't know it. 

Media Venture Partners 
Television ♦ Radio ♦ Telecom 

San Francisco Boston 
(415) 391-4877 | (617) 345-7316 

I Kansas City 
I (816) 523-8566 

www.mediaventurepartners.com 

Clark Quillen, CEO 
WT-FM.WBGQ-FM 

NOWmmw ... THE rest of

hT »d 
him congratulations on this mU , h 

(Radio Ink Headlines. May 11 "The^om 
Story Marks 30th Anniversary”) . he

Those who know their radio history 

Rich Potyka 
KRDE-FM, Phoenix, XL 

CRUNCHING THE NUMBERS 
Where do PDs come from? Simple 

mathematics: On-air/programming 
(Radio Ink Headlines. June 8, "MIW 
Reports: No Change In Number Of 
Female PDs In Ten Years”). Females have 
een and continue to be the vast minor¬ 

ity of on-air talent. For whatever reason, 
many jocks, mostly male, never advance 
to PD. Figure females into the mix, and 
t ie numbers just aren't there to produce 
happy percentages. 
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ABC News radio 
7-Time Winner 

2006 EDWARD R MURROW 
OVERALL EXCELLENCE AWARD 
1996 ’ 1997 • 1998 • 1999 • 2003 • 2005 ■ 2006 

More Than All Other Networks Combined 

ADDITIONAL 2006 MURROW AWARDS 

CONTINUING COVERAGE 

BEST WRITING 

BEST USE OF SOUND 
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M&A ON AIR 

Party 
of 51 

Daystar Television 
Network 

KDTP-TV y 
Phoenix, AZ 

Radiovisa, LLC 

KMXE 830 (AM) 
Los Angeles, CA 

$41,000,00^5 

AAA Entertainment, 
LLC 

Four Station Cluster 
Champaign, IL 

$3,500,000^^ 

Results Radio, LLC 

KRPQ(FM), 
Santa Rosa, CA 

$7,7OO,OO(^ß 

Results Radio, LLC 
KJOR(FM) 

& KSRT (FM), 
Santa Rosa, CA 

$6,850,1 

Shouldn’t you have 
The MVP Team working for you? 

DIGITAL DOWNSIDE 
After reading your very one-sided 

editorial on HD Radio (“HD: Do It Now, 
Radio Ink, April 24), I suggest you do a 
paper on the downside of HD, especially its 
impact on small- and medium-market 
broadcasters. Some points to consider: 

1. The financial investment for 
equipment; 

2. The unsolved problems for AM 
night-time coverage; 

3. The fees that will have to be 
paid to broadcast in HD to the big play¬ 
ers who will have a windfall monopoly. 
This is better than the big oil company 
monopoly, almost like a license to steal. 
The mafia could not have concocted a 
better plan — you pay an equipment fee 
plus a license fee to broadcast, and this 
fee will never end. It is comparable to a 
music license, where you pay to promote 
someone else’s product. 

4. Do you think everyone will 
quickly trash their analog radios and 
rush out to buy HD receivers? Get real. 

This is nothing more than a windfall 
and monopoly for certain equipment 
manufacturers and the big players, at our 
expense. It would be like the electric com¬ 
pany requiring you to pay an additional 
fee to power your equipment. What 
would happen if iBiquity, Harris, and die 
other major players could patent water or 
air? This was attempted several years ago 
on EAS receivers, and was shot down 

It is obvious that you have no concept 
or regard for the small- and medium-mar¬ 
ket broadcaster, many of whom are strug¬ 
gling to survive. It is not hard to see whose 
pocket you are in. Will this position help 

especiah^fi- adVGrtISlng revenue especially from the major players? Until 
you can present both sides of HD Radio 
please remove my name from your data’ 
base and mailing list. Z

realize that The Rest of the Story owes j 
of gratitude to an earlier network radio 
show, which aired from the late ‘30s to 
the mid ’50s: Bill Sterns Newsrad Stent, a 
sportscaster, used the same concept now 
heard on Harvey's show: telling the life 
stories of famous people, but not reveal¬ 
ing their identity until the very end 
(Interestingly. Stern even tntro'd segments 
of his daily radio show by saying "Red 
Two” and "Reel Three.") Sterns network 
show originated from Chicago, and aired 
on the NBC and ABC radio networks dur¬ 
ing its run. 

I'm personally familiar with the 
"end reveal" format, as I use it in my 
own syndicated radio show Success Journal 
(now in its 1 1th year). I apply this same 
approach in telling stories of famous 
brand names and entrepreneurs. The for¬ 
mula has proven listener appeal, and I 
heartily salute Mr. Harvey and his son for 
carrying on this great radio tradition for 
so many years. 

Chris J. Witting 
Syndication Networks Corp., Chicago, Il 

YOU’LL KNOW IT WHEN YOU HEAR IT 
While we don’t support the overt 

use of offensive content for thrills or rat¬ 
ings, what is considered "indecent"? 
(Radio Ink Headlines, June 16, "Indecency 
Just Got 10 Times More Expensive”). 
What are the standards? What words do 
we need to avoid? Who knows? 
Regulations with no standards are use¬ 
less, except for the attorneys. Are we into 
too fast for conditions" regulation, 

where every religious group sets its own 
standards? We are a growing theocracy 
and don’t know it. 

Media \’enture Partners 
Television ♦ Radio ♦ Telecom 

San Francisco 
(415) 391-4877 

Boston 
I (617) 345-7316 | (816) 523-8566 

Kansas Citv 

www.mediaventurepartners.com 

Clark Quillen, CEO 
WJDT-FM,WBGQ-FM 

nowvouknuw... the rest of

foj 
him congratulations on 
(Radio Ink Headlines Mav I I “tr nllestone
Story Marks 30th Anniversary") ' ‘ 

Those who know their radio history 

Rich Potyka 
KRDE-FM, Phoenix, 32 

CRUNCHING THE NUMBERS 
Where do PDs come from? Simple 

mathematics; On-air/programming 
(Radio Ink Headlines, June 8. ”MIW 
Reports: No Change In Number Of 
emale PDs In Ten Years”). Females have 
een and continue to be the vast minor-

h) of on-air talent. For whatever reason, 
many jocks, mostly male, never advance 
to PD. Figure females into the mix. and 
t ie numbers just aren’t there to produce 
happy percentages. 
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POWERFUL NEWS 

ABC News Radio 
7Time Winner 

2006 EDWARD R. MURROW 
OVERALL EXCELLENCE AWARD 
1996 • 1997 ■ 1998 • 1999 • 2003 • 2005 ■ 2006 

More Than All Other Networks Combined 

ADDITIONAL 2006 MURROW AWARDS 

Continuing Coverage 

BEST WRITING 

BEST USE OF SOUND 

TRUSTED. CREDIBLE. COMPLETE. 



ON AIR 

LETTERS 
One other thought: Since females, especially good ones, are 

in such high demand, many PD-ready females have advanced to 
decent-sized markets, usually for a decent salary. But it’s tough to 
go backwards and take that first PD job in a smaller market for 
less money (and more headaches!). 

Mike Warner 
Artistic Media Partners/WLFF, Lafayette, IN 

FEEBLE FEES 
Hey, this is awesome! Let’s do something that further 

destroys the last six years of innovation (Radio Ink Daily 
Headlines, May 16, “Record Labels Sue XM Satellite Radio”). 

Let s think about this. When you listen to XM on your 
computer, it s cached on your hard drive. Technically, you can ’t 
listen to any digital music without it being saved somewhere. 
That’s how decoders work. 

The fact of the matter is this: The RIAA has not been able 
to embrace any new concepts of technology. This means that 
their licensing practices are not even realistic. Even their model 
for gauging listeners is based on the number of connections — 
not the number of listeners. They re not even looking for accu¬ 
rate numbers, just the biggest one they can put a $ to. 

The real problem I have is that they are looking for 
$150,000 for each song. Ready for the disturbing part? Not 
one band is going to see a part of that setdement. The RIAA is 

saying to XM. and every other organization, that the)' want to 
be compensated because the rights of their artists have been 
violated. But bands, agents, promoters, etc . are not entitled to 
one red cent of that settlement 1 think the whole thing stinks 

I don’t see how one song is worth that much if it’s down¬ 
loaded, but I think ever) indie artist that has ever been played 
on XM that is protected by the RIAA should go after their piece 
of that pie. 

I’m all for bands protecting their music and their individ¬ 
ual and intellectual property. But let's be realistic fora moment. 
This isn’t about the bands, it’s not alxnit the money Its about 
the RIAA trying to sink billions of dollars to SUDDfanata 
dying business model. 

Don Regalía 

Kruihrodiocon 

THE PRIVATE LIFE 
I’ve always thought Emmis Communications’ Chairman/ 

CEO Jeff Smulyan to be one of the brightest people in modern 
radio (Radio Ink Headlines, May 16. "Could Takeover Bid Cost Jeff 
Smulyan His Company’”). He’s always looked a little farther down 
the path than most CEOs. For him to get ousted would be a tragic 
loss to the industry. Let s hope it doesn’t happen. 

Roy H. Williams 

Wizard of Ads, Austin. IX 
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Guest Commentary 

Why I Signed With PPM 
Radio has never received the credit it deserves for deliver¬ 

ing reach that is comparable to TV For years, I’ve felt that radio 
is a far stronger reach medium than anyone has believed, and 
Arbitrons Portable People Meter provides concrete evidence to 
make our case. 

Advertiser and agency acceptance and usage of PPM is 
paramount, and the advertising community is saying with a 
very loud, unified voice that it has confidence in the system. 
We are not hearing that loud voice for The Media Audit/Ipsos or 
Mediamark/Eurisko. Arbitren has a proven track record as a 
responsible partner to radio broadcasters, and I am not willing to 
bet my station’s future on either The Media Audit/Ipsos or 
Mediamark/Eurisko. 

As an industry, we are demanding that PPM be accredited 
by the MRC before it replaces the diary. However, we cannot 
wait two or three years for another service to be accredited. If 
we do, the radio industry will be so far behind the eight ball 
that it may never fully recover. The cost of PPM is expensive, 
but not when compared to the loss of business that we will 
experience by not using electronic measurement. 

I feel so strongly about this issue that I funded a study of radio 
reach in the PPM world. The study, conducted by Harmelin Media, 
found that the switch from Arbitrons diary-based method to the 
PPM will produce dramatic increases in calculated reach. In fact, 
increases were observed for all of the advertising schedules and 
demographics examined. Just think of what this will mean for gar¬ 
nering media budgets. PPM proves that radio is a reach medium. 

ACCOUNTABILITY TO ADVERTISERS 
We must be accountable to 

our advertisers. If an advertiser 
wants to reach women 25-54 with a 3 
frequency, then we as a medium should be able to 
show the advertiser that women 25-54 were reached 3 times. 

I just completed a study of the national buys for 2005 in 
female demos in Philadelphia. It determined that only 33 per¬ 
cent of the buys actually reached the female demographics they 
were targeting. This is bad for the advertiser, and bad for radio. 

Today, many buying services are just buying cheap ears, not 
the ears of the right people. With PPM, in conjuction with a service 
like Media Monitors, we can not only demonstrate that the adver¬ 
tiser’s spots ran as scheduled, but that they actually reached people 
who would buy their product. Then, the buying services would be 
put on notice that if they are targeting women but end up buying 
men, the client will know about it through our improved account¬ 
ability. This would result in more money for radio. 

Radio has a once-in-a-lifetime opportunity to become the 
first medium that is totally accountable to the advertiser. PPM will 
inject advertisers with newfound confidence in radio and will 
bring more money to the medium. Let’s stop sending the message 
to our clients that we are afraid of PPM and slow to embrace elec¬ 
tronic measurement. The sooner we act, the sooner we will all 
make more money. S 

Jerry Lee is owner and president ofWBEB-Philadelphia. 
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The Wizard Of Ads By Roy H. Williams 

To The 40 Grandest Poobahs In Radio 
Gaining and holding people’s attention is the key to radios future 

Is that “Grandest PoohBahs” head¬ 
line meant to be an insult? Absolutely 
not. It’s there, like all headlines and 
opening statements, merely to grab the 
attention of a targeted reader. And today, 
I’m targeting just 40 of them. 

Have you ever noticed how hard it 
is to gain the attention of busy people? 
Too much to do, too little time, too 
many options, not enough day to get it 
all done. Sound like anybody you 
know? Give it a moment, and you’ll soon 

So here’s my question to the 

40: How is radio planning to 

gain and hold the attention of 

an increasingly disinterested 

public? Is there a plan? 

realize that I just 

Here’s another question: Is it only 
the investment community that’s 
beginning to lose interest in radio, or 
is it the American public? 

Gaining and holding people’s atten¬ 
tion is the key to radio's future. 

Good News: there are people who 
know precisely how to gain and hold 
attention. Successful speechwriters, 
novelists, songwriters, comedians, and 
cartoonists each have their own tech-

described everybody you know. People are getting busier every 
day. Even “unimportant” people, like the listeners to your 
radio stations. 

So here’s my question to the 40: How is radio planning to 
gain and hold the attention of an increasingly disinterested 
public? Is there a plan? 

This morning I received a Radio Ink headline by e-mail, 
"Analyst Calls April Radio Revenue *A Big Miss.’ ” The story 
said, Wachovia VP/Equity Research Marci Ryvicker is call¬ 
ing April’s 4% radio revenue decline ‘a significant miss.’ 
Ryvicker goes on to say that the decline for April radio rev¬ 
enue makes the third month in a row that radio was nega¬ 
tive. National revenue dipped 7% during the month of April 
with local not doing much better, posting a 4% decline 
Ryvicker adds, ‘We continue to suggest investors be selective 
in the broadcast sector.’” 

Was that decline in revenues a blip from which radio 
will quickly recover? Or was it the beginning of a trend? I 
don’t pretend to know the answer. I’m merely asking the 
question. 

QUICKREAD™ 

How is radio planning to gain and hold the attention of 
an increasingly disinterested public? 

Gaining and holding people’s attention is the key to 
radio’s future. 

Google “TRIZ” and you’ll find research that indicates there 
are only 40 answers behind every innovation in history 
Read about TRIZ and you’ll soon see how every innovation 
every new patent, every breakthrough revolves around one’ 
or more of its 40 Principles. 

niques for breaking through walls of disinterest. 
Better News: Most of their techniques could easily be 

adapted to radio. 

Fabulous News: The impact of these new attention-
grabbing-and-holding techniques would show up as an 
increase in measurable results for advertisers and a national 
increase in time spent listening. 

Bad News: Radio rarely considers talent from outside its 
own little ghetto. 

Might I be so bold as to suggest that ideas from outside 
radio might prove to be useful in helping radio reinvent itself 
for a new generation? 

Are you aware of the 40 proven, scientific techniques 
that could reenergize our weary media? Google "TRIZ" and 
you 11 find research that indicates there are only 40 answers 
behind every innovation in history. Amazing breakthroughs 
n iscoveries are now being made by people who took 

the time to investigate the 40 principles ofTRIZ and adapt 
m to t eir respective industries. I've studied it, and am 

convinced that TRIZ could trigger a whole new way of 
doing radio. 

, now h sounds insane, but isn't it worth a few key¬ 
strokes? 

tion d ab°ut TRIZ and you 11 soon see how ever) innova-

one or m Patent ’ every breakthrough revolves around 
knows í/ r1 ° 11 1 +° prlnciPles - General Electric knows it. IBM 
it too F knows “• NASA knows it. And now you know 
it, too. Everything revolves around the 40 

Just like in radio. 

know how bus^you are. 4° °f y°U f°r ' 

RoyfgWzardofAd^com"' be r“cW “ 
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Goldsmith On Leadershi By Marshall GoKharth 

Give Yourself A Chance 
Don’t let personal stereotyping hold yon back 

The stories that we tell about ourselves can 
turn into traps. 

“I am a terrible listener. I’ve been told that 
for years. People at work tell me I’m a bad lis¬ 
tener. So does my wife. I guess that’s just the 
way I am.” It’s amazing how often otherwise 
brilliant leaders make counterproductive, 
stereotypical comments about themselves. 

The good news is that most leaders have 
quit making stereotypical comments about 
race, sex, or ethnic origin. The bad news is that 
we still make these self-limiting comments 
about ourselves. You’ve surely heard them. 
Maybe you’ve used them to describe yourself: 

‘T’m impatient!” 
“I’m always behind.” 
“I always put things off! ” 
We talk about ourselves as though we have genetic flaws that 

can never be altered. Our personal stereotyping may originate from 
stories that have been repeated for years — often from childhood. 
These stories may have no basis in fact, but they can set low expec¬ 
tations that produce self-fulfilling prophecies, which seem to prove 
that our negative expectations are correct. 

I’m a good example. Brought up in small-town Valley Station, 
KY, I might have become involved in cars, tools, and mechanical 
things. My dad had a two-pump gas station. My friends liked to 
work on cars and race them on weekends at the local drag strip. 

As a child, however, I gained a different set of expectations 
from my mother. Almost from birth, I was told, “Marshall, you are 
extremely smart. In fact, you are the smartest boy in Valley Station.” 
She told me I wasn’t just going to college — I would go to gradu¬ 
ate school. She also said, Marshall, you have no mechanical skills 

and you will never have any mechanical skills 
for the rest of your life." (1 don't dunk she 
wanted me to pump gas. change tires, and 
work on cars at the service station.) 

How did diese expectations affect my 
development? I was never encouraged to work 
on cars or be around tools. (As a teenager in the 
1960s, I thought a universal joint was some¬ 
thing that hippies smoked.) Not only did my 
parents know tliat 1 had no mechanical skills, 
my friends knew it. When I was 18 years old, I 
took die U.S. Army’s Mechanical Aptitude Test 
My scores were in the bottom two percentile 
for the entire nation! In other words. 1 was 
soundly defeated by random chance. 

QUICKREAD™ 
The stories we tell about ourselves can turn into traps 
We often talk about ourselves with self-limiting com¬ 
ments, as though we have genetic flaws. 

Our personal stereotyping can set low expectations that 
produce self-fulfilling prophecies. 

The next time you hear yourself — or someone 

you’re coaching — say, “I’m just no good at that ’’ 
ask, “Why not?” 

If we don’t treat ourselves as though we have incur¬ 
able defects, we can get better at almost anything ' 
we choose. 
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Six years later, however, I was at UCLA, working on my PhD 
One professor. Dr. Bob Tannenbaum, asked me to write down 
things I did well and things I couldn't da On the positive side, ! 
jotted research, writing, analysis, and speaking. (In other words, ! 
wrote, I am smart. ) On the negative side, I wrote, “1 hare nc 
mechanical skills. I will never have any mechanical skilk " 

Bob asked me how I knew I had no mechanical skills 1 
explained my life history and told him about my dismal showing 
on the army test. How are your mathematical skills’" he asked I 
replied that I had scored a perfect 800 on the SAT math achiev 
ment test. Bob responded, "Why is it that you can solve rompit 
mathematical problems, but you can't solve simple mechanic 
problems. Then he asked, How is your hand-eye coordination 
I was good at pinball and had helped pay for my college expense 

“wb °Ot'n^ P°°l' 50 I guessed that it was fine. Bob's response 
y is it diat you can shoot pool, but you can't hammer nails! 
I realized I did not suffer from st >me genetic defect I wasp' 

vmg out expectations that I had chosen to believe. At that point 1 

b iVk^ âni'^ aiK^ hiends who had been reinforcing ni' 
., * ' WaS nKt'un’Qa'b hojx k ss 1( wasn't just the anti' 

thki” ï V 1 WaS One who ,eUing myself. "You can’t do 
S °ng “ 1 *æpt saying that, it would remain true. 

ask vo e y°U ̂ear say. "I'm just no good at that. 

ifL’ Jm iust n<) g<xK1 ai ask ' "wh> n°*’" 

though we hLVT ~ P^P1' around
almost an tk curable genetic defects, we can get better s 
°St -e choose. Why not? O 

°f ManhaU Binnen He am k Í 
°950 °r "^Wn^halk^ 
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Going Places 
Cape Cod, the popular New England vacation 
community, has a strong, vibrant year-round 
population. During the six-month high season, 
its population doubles as second home owners, 
weekend warriors from Boston and tourists from 
around the world call Cape Cod home, too. Every 
year at the end of the season, visiting WQRC 99.9 
FM and WOCN 103.9 FM listeners return home, 
but their ties to this unique seaside community 
remain strong. 

Understanding these strong ties, station manage¬ 
ment has a plan to lure them back—and, in fact, 
let them enjoy Cape Cod year round. The stations 
will be following listeners to their winter homes 
with live streaming on the web. 

They launched 
program streams on 
www.wqrc.com and 
www.ocean104.com 
in May using BE's 
SoniXtream services. 
"Our listeners can now 
take a little bit of 
Cape Cod with them 
when they leave," 
says WQRC/WOCN 
Manager of Online 

Jean Kourafas-WQRC/WOCN Sen/ices Jean Kourafas, 
Manager of Online Services whose prev¡ous expen . 

ence in the interactive media industry gives her a 
world view of streaming for broadcast. 

To support distant listeners, Kourafas is also taking 
advantage of BE's The Radio Experience message¬ 
casting option. Listeners can view online which 
song is currently playing or search by date/time to 
find the name or artist of a song that previously 
played. Providing online data not only benefits 
listeners that would have to make a toll call but 
helps to minimize administrative costs from 
phone inquiries. 

Kourafas expects music royalties to be one of the 
biggest expenses of streaming but she has found 
a way to contain these costs, if necessary. BE's 
SoniXtream reports on the stations' online aggre¬ 
gated listening by number of listeners and hours 
listened, and can be set not to exceed a prede¬ 
termined volume in case music royalties begin to 
outpace the online benefits of streaming. 

The benefits of reinforcing the WQRC 99.9 FM 
and Ocean 104 brands, however, aren't expected 
to run out anytime soon. Streaming to year round, 
second homeowners and everyone who wants to 
visit Cape Cod every day is now easy and efficient. 

Greater Media hosted its Interactive Media Summit in May for local merchants and businesses in Philadelphia to 
discuss streaming as part of its multi-tier marketing program. 

SoniXtream=Revenue Stream 
Radio isn't just a number on a dial. It's also a stream on the Internet, ac¬ 
cording to Paul Blake, who was recently promoted to Sales Director with 
Greater Media Philadelphia. "I want our clients to think of us as a multi-tier 
media company, not simply a radio station," he says. 

The group operates WMGK 102.9, WMMR 93.3, WBEN 95.7, and WPEN 
950 in the Philadelphia area, including streaming live programming on the 
Internet using BE's SoniXtream system. 

Blake is going after ad dollars with a radio variation of the Internet 
advertising model, by selling in-stream audio ads and synchronizing 
banner and button ads with live radio programming on each of the four 
stations' websites. 

Paul Blake—Sales 
Director, Greater 
Media Philadelphia 

He says advertisers like the cross promotion between over-the-air and on-the-web because it s a 
great combination of mass and targeted marketing. An automotive shop, for example, can air 
spots on one or all four stations in addition to separate in-stream ads inviting listeners to click 
on a button ad to get a discounted oil change. Greater Media Philadelphia is offering its on-air 
advertisers packages that include a spot per daypart on the streams. Advertisers also can sponsor 
podcasting or a video opening to the podcast or webcast. 

All four stations are streaming on-air content live sans the commercial breaks to avoid additional 
AFTRA talent fees on spots intended for broadcast. On-air spots are eliminated from the stream 
by BE's SoniXtream and replaced with in-stream station promos or avails. The media players 
used to playback online content are customized for each station as part of the SoniXtream solu¬ 
tion, as is backend processing at a BE data center to handle all streaming file server functions. 

"The technology's not that expensive and 
it's not that complicated so we are able to 
focus on educating our sales staff and our 
customers," comments Blake, who recently 
sponsored the first open-invitation Interactive 
Media Summit for local businesses in the 
Philadelphia area. 

"The way these revenue streams are shaping 
up, we should have some return on this 
investment in the next three to six months," 
he says. 

inside this issue: 
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Q: 101.1 Jack FM has embraced digital, first with streaming media, then 
with multicasting, and now with this latest IM application. Why the big 
push into new media? 

A: We had to find ways to extend our brand with new technology because we're 
dealing with an evolving marketplace that is becoming increasingly iRod and MP3 
savvy. Radio still reaches 96 percent of the population, and it's obvious to me that 
iPods are used as supplemental entertainment. It hasn't replaced radio, but it has 
made us want to become more relevant to the listener 

Q: I take it relevancy also played a role in your format change from Oldies, 
which had been in-format for decades on WCBS, to Jack FM. Did having 
a digital alternative for your Oldies listeners make a difference? 

A: Yea, it really helped. For demographic purposes and business model purposes, we had 
to make the change. Rather than disenfranchise our Oldies listeners, we streamed Oldies 
live on www.wcbsfm.com and kept the format alive that way. And as soon as we had 
our HD antenna completed we put [the format! on our second channel. It was a big 
story here in New York. In its heyday, this station was number one, 12+. I don't know 
of another Oldies station in the country that ever got number one, 12-

Chad Brown — 101.1 Jack FM General Manager 

Jack Flash Fever 
101 .1 Jack FM/WCBS in New York City is imprinting 
its brand on multiple media: Internet Broadcasting via 
BE's SoniXtream, HD2 Multicasting with BE's FM HD 
Radio technology and, using The Radio Experience, 
instant-messaging listeners when a favorite song is 
about to play. We talked to 101 .1 Jack FM General 
Manager Chad Brown about these new services, 
WCBS' heyday as an Oldies station, viral marketing, 
Toyota and more. 

Q: Well, it looks like WCBS is making history all over again with some 
of the nifty applications you're offering listeners. Tell me about the 
FM41 1 song notification application that you recently added to your 
BE messagecasting application? 

A: It's another extension of the brand. We call it Jack Flash and one of the cool 
things we’ve noticed is that it helps create constant listenership. For example 
a listener can sign up to the service and tell us that his favorite artist is Bon Jovi 
and he wants to be alerted every time we play Bon Jovi We actually text-mes¬ 
sage him on his phone or email him that coming up in a few minutes on 101 1 

S byn °n for example - lf he doesn't already have the station 
and TSL °n' 3nd hopefully leave ¡t on - another way to build cume 

Streaming Makes Sense 
Internet broadcasting: 

• Expands your potential listening area to everyone worldwide 
• Can be relatively inexpensive and straightforward to implement 
• Leverages your current sales activities for greater 
return-on-investment. 

• Makes listenership statistics instantly available for advertiser presentations 
• Combines audio with compelling graphics. 
• Enhances your brand by tying-in to your other promotions and vour 
station's web site. 7

• Gives you new opportunities to communicate with your local listeners 
enhancing promotional and programming efforts. 

Many broadcasters don't stream their programming because startun 
and operation are perceived as technically difficult. Delivery service 
choices, AFTRA concerns, bandwidth and up-time issues, online tuner 
designs, and other decisions may seem overwhelming. 

Fortunately, there is SoniXtream from Broadcast Electronics SoniXtream 
makes it easy to startup and operate your Internet streaming services 
so you can focus on your core competencies-programming promo' 
tion and ad sales. Consumer-grade streaming packages can't match 
SoniXtream's professional feature set and quality. Bringing togethe 

Xerv op rdware and software is nothing new to us. And, as wir 

rtep of the way eXpedenced P^e to help you eve 

SoniXtream offers a 
host of unique features 
designed to engage 
listeners beyond simple 
audio, putting you 
ahead of on-line com¬ 
petitors and providing 
additional revenue 
opportunities. Mul¬ 
tiple graphic/banner 
sponsorship positions 
can be incorporated into your tuner and L . can be incorporated 

giving a boost to vour s |Ve? be tied t0 audio playback 
support for muhinip S°mXtream also includes 
target banner ads to H S enc°d® aud '° ad sales systems which 
<- Yt demograph.es of registered listeners. 

out audio with enoaoinn 9y' enablln9 you to marry your stand¬ 
station's style The tune^ï5 °m 9raPb¡cs that showcase your 

' Wners also can incorporate Flash-based 
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Q: Do you think that the listener is also reminded on a sub¬ 
conscious level that your station plays his favorite songs? 

A: Absolutely, plus it has a viral marketing component. If you 
dedicate a song that's coming up on the station to someone 
who hasn't listened to us, they'll tune us in. 

Q: I can see what's in it for your listeners. But, what's in it for 
your advertisers? 

fk: What it does is create a total advertising platform for them. It's not 
just spots on a radio; it's engaging the listener. For example, Toyota 
is currently sponsoring Jack Flash and in addition to promos on the 
air, they have a logo and tag on the instant-message that go out to 
the listener when their favorite song or artist is about to be played 
on-air. This really gives them a huge presence because let's say there 
are 25,000 people in the system [requesting song notification]. 
That's a quarter-million gross impressions where listeners have said 
to us, "I invite you into my life." It's a personal, one-on-one invita¬ 
tion for Toyota. This is in addition to the on-air promos Toyota does 
and a hyperlink to their website from ours. This is permission based 
marketing at its most timely and best. 

Q; I can see why all this is important to a station 
the number-one market in the U.S., but 
what about the rest of the country? 

A: Technology does not discriminate. 
I believe it will be just as important 
in market 100 as it is in market 1. 
Think about it: a lot of this 
technology incorporates cell 
phones, and cell phones have 
tremendous penetration no 
matter what the market size is. 

Toyota gets the word out with Jack Flash, 101.1 Jack FM's latest foray 

into digital. As part of its sponsorship of the new service, Toyota is 
featured on the station's website where listeners log in to be notified 

when a favorite song is about to play on 101.1 Jack FM. 

The Toyota brand is reinforced when listeners are notified via email 

ora mobile text message that their song or dedication will air. 

searchable as-played databases and advanced Messagecasting fea¬ 
tures with native support for The Radio Experience data products 
from Broadcast Electronics. 

Not only will you look better with SoniXtream, you'll sound better 
too. Our encoding software takes advantage of broadcast-quality 
sound cards, some with onboard audio processing, to deliver 
better sound at lower bit rates. 

BE's experience with radio worldwide has resulted in features and 
tools for real radio stations, including web-based management 
and reporting tools that are powerful yet easy to understand. 
We've incorporated a superior ad-replacement solution based on 

our industry-leading AudioVAULT software. SoniXtream supports 
on-demand and specialty program within the main tuner, and 
is flexible enough to meet the needs of stations with multiple or 
showcase studios. 

It's easy to start streaming with SoniXtream because BE provides 
you with the necessary hardware and software. Using BE-man-
aged media servers makes it easier, safer and faster for you to start 
streaming. We handle all the media configuration, backups, and 
security letting you concentrate on what you do best. We'll even 
work with your IT department to set up the Internet connections to 
get your signal on the Internet quickly and easily. And once you're 
up, you can count on BE world-class support to keep you there. 

The components of stream¬ 

ing are analogous to your 

conventional broadcast 

signal: a program source, 

audio processing compo¬ 

nents, a transmission system 

and a transmitter. 
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Extra Revenue Extra Sales Commission • Extra Listeners • Extra Promos on Investmt 

Putting Your Advertisers' Messages on the Radk 
WQKX 94.1 advertisers don't know quite what to call it Nor do 
most of the station staff, for that matter. But they all have a pretty 
good idea what to do with messagecasting, or transmitting text for 

readout on many newer radios. 

To wit: Last month, WQKX 94. 1 
messagecast a cash giveaway 
contest, courtesy of the local bank. 
We spent two months giving away 
10 grand and that message would 
trickle across the radio display: "Win 
10,000 dollars from Swineford 
National Bank." All the other banks 
were kind of like, 'Hey, I'd like to 
be on the radio,"' says WQKX 94. 1 
Program Director Drew Kelly. 

Drew Kelly —WQKX 
Program Director 

Plenty of WQKX advertisers will get 
the chance to be on the radio. At 
the time of this writing, the Sunbury, 

PA station was getting ready to scroll a text message for a car 
giveaway, this time courtesy of the local car dealer 

"Advertisers don't know what it's called, and they don't care 
All they know is that they can trickle out messages to radio 
listeners on their car radios." explains Kelly, who just recently 
updated the station to a new BE AudioVAULT digital media 
system with TRE Message Manager software suite to generate 
and manage messagecasting. 

In addition to advertising promos, the station b sending out "nov 
playing song and title text as well as sending traffic reports out 
to listeners as messages on the face of radios "We're in a small 
market. We're not in a big enough market to do a dedicated 
traffic report. When a traffic problem does arise we can now 

Sacases™/ bnefly and PU ‘ ” On ,he RDS °' HD tedio datacast, so people can see it on their car radio." says Kelly 

The best part, says this programmer, is that Hattie reports 

and eVen SOn9 fl* and no longer have to interrupt WQKX 94 1 regular programming. 

Radio* as welLas Ä S b"9ht for HD

* radio" audience 
ÄH.™“ listening the same amount 

' HD Radio"1 °ne 'n three People are 'nteæsted in 

S"™ Amount to AIWFM Radio 

Look it Up 

mes*sage*cast*ing 

artist names, although station call signs advertise9 nh^9 and 

and « „„ be 

t--

Show 

mul*ti*cast-ing 
(v) To broadcast more than one channel of diai^i „ 

Stations commonly broadcast a main channel ove hX-"9’ 
along with one or more additional programs, often refXÏÏ t'9”3' 

HD2 multicast channels tO as

be on the Road 
BE add B£ ÄSTa’ 

• NXaSiatlOn °f broadcasters 
braska Association of Broadcasters 

êPtember 
• NAB Radio Show 

• Bos-Con 

October 

Copyright © 2006. Broadcast Electronics h n 
Expenence. Total Radio and TRE Messao^M^“9 Electronics. the BE lo a 
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Jot A Sales 
'roblem ? 

Need Help? 
Producing RADIO INK ATM 
jtomatic Training Machine) 

eed training? Need ideas? 
w you can have your own training coach with Radio Ink ATM, 

ire you’re one click away from sales modules, tips, seminars, 

more, offered by experts from throughout the sales field. 

s online resource dispenses moneymaking sales ideas that you 

1 download to your iPod or PC, plus the most comprehensive 

ary of training materials ever offered to the radio industry, 

Teip solve specific client challenges. 

a free demo, go to http://max-atm.com/atmlocker/indexri.htm 

Training Machine 
Powered by 



December 5, 2006 
The Harvard Club 
New York, NY 

Do You Know Wher 
Radio Is Headed In 2007 

Join radio’s top minds as they look toward 
the coming year for the radio business. 

WHO ATTENDS? 
Group Heads and Group CFOs 
Station Owners and Buyers 

Group Executives (COO, CFO) 
Regional Radio Executives 
Network Executives 
National Radio Reps 
Bankers 

Radio Investors 

Investment Bankers 
Brokers 

Money Managers 

Wall Street Analysts 
Major Cluster Managers 
Industry Vendors 

National Advertisers 

Forecast ’07 co-chairmen David Kennedy, former 
president and CEO of Susquehanna Media, and Bishop 
Cheen, Wachovia Securities Director-Fixed Income, 
have developed sessions that will feature insights from 
top radio industry figures on the challenges facing radio 
in the year ahead. 

Forecast has become radio’s most well-attended 
finahcia! conference. Fostered by a no-press policy 
that affords panelists the freedom to remark candrdly 
atout their thoughts on the radio business, session 
discussions are extremely frank and deeply informative 

*hiS ? be the Stron8es> Forecast event to 
soon to g ar« “ S° book 
For rese^atonTca “ X 
_ 78 or vis| t ww/radioink.com/forecast. 

(ARI 

4 



wecast © 
December 5, 2006 

The Harvard Club J 
New York, NY 

AAgenda 
I Tuesday, December 5, 2006 
i Harvard Club, New York 

(Subject to change) 

F Brutally Frank Sessions. 
Tough Questions. 

8:20-8:30 a.m. 
Opening Remarks by Radio Ink 
Publisher/CEO Eric Rhoads and 
Co-Chairs Bishop Cheen 
and David Kennedy 

Luncheon: 12-1:30 p.m. 
Keynote Target: To Be Announced 

Panel 4: 1:30-2:15 p.m. 
Digital Media: Realities of the 
New Competitive Landscape 
Kurt Hanson, R.A.I.N. (moderator) 
Peter Ferrara, HD Consortium (invited) 

Panel 7: 4-4:45 p.m. 
Audience Measurement: Changes 
and Challenges Impacting 
Revenue 
Bob Neil, Cox (moderator, invited) 
Pierre Bouvard, Arbitran (confirmed) 
Phil Beswick, The Media Audit (confirmed) 
George Ivy, NRC (invited) 

Panel 1: 8:30-9:15 a.m. 
Economic Forecast 
Forecaster To Be Announced 

Panel 2: 9:15-10 a.m. 
Radio Revenues: 
What to Expect in ’07? 
Co-Chair David Kennedy (moderator) 
Marc Fratrick, BIA (confirmed) 
Bob Coen, McCann-Erickson (invited) 
Mark Kayline, Ford (invited) 

10-10:15 a.m. Break 

Keynote: 10:15-11 a.m. 
To Be Announced 

Panel 3: 11-11:45 a.m. 
Private Equity, Capital Markets, 
and Radio Investments 
Co-Chair Bishop Cheen (moderator) 
David Tulley, Blackfoot (invited) 
Al Dobran, Providence (invited) 
Drew Marcus, Deutsche Bank Securities, Inc. 
(Confirmed) 
John White, Wachovia (invited) 

Lee Abrams, XM Satellite (confirmed) 
Walter Sabo, Sirius Satellite (confirmed) 
Rob Glaser, RealNetworks (invited) 
Marc Cuban (invited) 

Panel 5: 2:15-3 p.m. 
Radio: Rebuilding Radio’s Image 
with Consumers & Advertisers 
Co-Chair David Kennedy (moderator) 
Panelists to be announced 

3-3:15 p.m. Break 

Panel 6: 3:15-4 p.m. 
How Radio Looks to Wall Street: 
Analysts Speak their Mind About 
Solutions 
Co-Chair Bishop Cheen (moderator) 
Vic Miller, Bear Sterns (confirmed) 
Marcy Ryvicker, Wachovia (invited) 
Jonathan Jacoby, Bank of America (invited) 

Panel 8: 4:45-5:45 p.m. 
Radio’s Major Group Heads 
Speak Out 
Co-Chairs Bishop Cheen & David Kennedy 
(moderators) 
Lew Dickey, Cumulus Media (confirmed) 
David Field, Entercom (invited) 
John Hogan, Clear Channel Radio (invited) 
Joel Hollander, CBS Radio (invited) 
Farid Suleman, Citadel Broadcasting (invited) 

5:45-7:30 p.m. 
Cocktail Reception for the 40 
Most Powerful People In Radio 
Each year, Radio Ink designates the 40 Most 
Powerful People In Radio. This powerful net¬ 
working event honors these 40 pacesetters in 
our business, and is attended by top leaders 
in the radio industry. The event is by invita¬ 
tion only, or with registered attendance to the 
Radio Ink Forecast conference. Radio Inks 
Lifetime Leadership Awards honorees, outgo¬ 
ing RAB President/CEO Gary Fries and for¬ 
mer NAB President/CEO Edward O. Fritts, will 
also be recognized. 

TO REGISTER 
Call 561-655-8778, or go to www.Radiolnk.com/Forecast 

Seating is limited to 200 persons. Registration includes invitation to the 40 Most Powerful People In Radio VIP Cocktail Reception. 

PLATINUM SPONSOR 

FARRIS 
GOLD SPONSOR 

tJVIarc 

SILVER SPONSOR 

1/VTLfíCP 

BRONZE SPONSOR CORP. SPONSORS 

BEAR 
STEARNS 



The Business Of HD Radio J 

10 Ways You Can Impact 
The HD Radio Rollout 

The following letter was written by Peter Ferrara in response to Radio Ink Publisher Eric Rhoads’ 

Publishers Notes, “HD: Do It Now (Radio Ink, April 24, 2006). 

Eric: 
Thank you for your resounding 

endorsement of HD Radio and the need 
to "Do It Now”! As you point out, the 
radio industry must fully engage and be 
proactive about this incredible opportu¬ 
nity. While the HD Digital Radio 
Alliance has and will continue to make 
strides toward bringing this technology 
to market at an accelerated rate, we sim¬ 
ply cannot do it alone; there has to be 
an industry-wide effort at all levels. 

One critical and often overlooked 
area is the individual, local-market 
radio station. People wonder, “What 
can I do, and what impact can I have?” 
In addition to the great ideas you 
offered in your column, here are a few 
more to share with your readers. 

■ Make HD Radio a management 
priority, and part of your objectives 
and goals. 

Personally call on the top three auto dealership owners in 
your market and tell the HD Radio story. Visit every HD Radio 
retad location and talk to the manager to see what you can do 
to help them. ' 

logo on any outside billboards, in yoi 
TV spots, and in newspaper and othi 
print ads. Place the logo on all prime 
sales materials, sponsorship visibilit 
merchandise, ads. etc. 

■ Award HD Radio receivers to li 
teners as on-air giveaways, and as prize 
at station events. Also, turn station veh 
cles into "official HD Radio listening su 
tions and take them to every even 
client remote, and promotion. Organiz 
local charitable events with HD Radi 
retailers and auto dealers. 

■ Develop a printable “HD Radi 
Market Listening Guide” so listeners ui 
see all of the new HD2 formats/stations ¡i 
their market. Give these away at static 
events, client remotes, retailers, and auto 
motive dealerships. Also, pitch stories t 
the press on HD Radio and HD2 channel' 

■ Link local station websites to HDRadio.com This is 
the go-to, consumer-centric site for all things HD. The’site has 
an abundance of consumer information about how HD Radi 
works IB benefits, detaiis on HD programml„g S’“ 
air, what products are available, and where to buy them. 

■ Make sure that station liners and promos ineind» un 
Radio, and include references to HD2 channels Also m^ 
sure your top-of-the hour IDs include references to HD R d 6 

InC1Ude the Une ’ “NOW Broadcasting i^HD 
Radio And have your on-air personalities talk up HD Rad n r 
your listeners at every opportunity. This is what we do best 
connect with listeners, and make it personal. ~ 

■ Put the HD Radio logo on everything _ . 
ners. event signage, promotional vehicles, and stat on 
urns (ie, T-shirts, stickers, etc.) Also, highlight the HD^t 

■ Check out HDRadioUniversity.com to learn how reta 
salespeople are being trained to sell HD Radios 
n erstan the retail language, and encourage retailers in you 

j j urs°n Cjrr^ and Se" Radios. Provide your sales stat 
abo„f trainins- including media kit materials, detail 
to b c annels, and product information, and ask then 
retail a tO ' Cir Car dealers about HD Radio. Promote those 
retailers or car dealers that offer HD Radio products. 

at With the HD Radio Playbook & Toolboi 
organized hv ŷBookcom - This complete station guide 
information ePartment, with practical, how-to tips anc 

matter if resources on HDRadioAlliance.com. It doesn 
is for your’ an AH*ance member or not — everything there 

releases, and more âdS ’ artwork> commercials, pies 

■ DO IT NOW! a 
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X100-HD2 
local sports 

X100-HD2 
classic rock 

Mixed Messages? Perfect! 
Messagecasting and HD2 Multicasting builds listenership and revenue. 

Your listeners are learning to "watch the dial" to see what you're playing. 
Messagecasting, available only from BE's The Radio Experience, takes you 
beyond simple title and artist display. Station promos, contests/winners, 
messages linked to commercials, traffic, weather and emergency alerts 
can all be displayed on many analog and all HD Radios as well as on your 
website, billboards and electronic signs. 

Use third-party services to send mobile phone messages and e-mails to 
subscribers with now-playing and about-to-play info. Add HD Radio's 
"killer app"—the ability to transmit multiple programs on a single FM 
channel—and you've got the formula for total success. 

BE can help you meet and defeat the competition with the only end-to-end 
HD Radio solution deliverable today. Our exclusive Total Radio Guarantee 
eliminates the risk of unpredictable expenses or rapid obsolescence. Put 
Messagecasting, HD2 Multicasting, improved quality and more to work 
for you—contact BE today. 

Broadcast Electronics Inc. • 4100 North 24th Street, Quincy, Illinois 62305 
Telephone: (217)224-9600 • www.bdcast.com • E-Mail: dontpanic@bdcast.com 

Broadcast Electronics and the BE logo are registered trademarks and Total Radio Guarantee, The Radio Experience and 
Messagecasting are trademarks of Broadcast Electronics Inc. HD Radio is a trademark of iBiquity Digital Corporation. 
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ompiling the 40 Most Powerful People In Radio list is a true challenge, 
as one could look around the room at any well-attended industry event 
and count more than 40 people who make a huge difference in the radio 

business. And while one person may have more stations than another, or sit 
on one more board of directors, the fact is that influence comes in many fla¬ 
vors. Some people work for smaller companies, but their level of involvement 
with industry initiatives, trade associations, and other programs raises their 
level of power to greater heights. 

Each year, the Top 40 edition is the most talked-about issue of Radio 
Ink. We hear from people who think they should be on the list, and from oth¬ 
ers who wonder why we included certain people over others. There’s joy from 
those who've made the cut — especially first-timers — and disappointment 
from those we’ve removed. 

This year, we have a few new entrants, and also wave good-bye — per¬ 
haps only temporarily — to a few familiar faces. In drawing up this year’s list, 
it became clear that the changing face of the radio business, and convergence 
with other media, will only make compilation of this list more difficult in the 
years to come. But rest assured, Radio Inks 40 Most Powerful People In Radio 
list will always recognize only the top dogs whose influence, insight and, yes, 
power, earns them this special recognition. 

(Numbers in parentheses denote last year 's ranking.) 

RADIO INK — JULY 3, 2006 1 27 



Trade Ad Spots 
for Hot Spots 
Top destinations — 1OO% Trade 

Client incentives • Sales pac 
Listener contests and promt 

Sun & Fun Media 
800-735-0060 . www.sunfunmTdifcom 

Largest vacation trade company in radio . Celebrate 
eorating 10 years of excellenc 



The Mays Brothers 
Mark Mays, CEO; and Randall Mays, President/CFO 
Clear Channel Communications a,4) 

'“Peaively.^nhe br°thers O6'1»» as Ihe CEO and »esidenliCrO 
number one ranking on both i radl° company’ Radio Ink Ums year bestows the 
separately in previous years tho r a°d Randal1 Mays. While they’ve been ranket 
only increased with Randall’s à\ ec,ual importance to the company's success has 
decreased involvement which '°n tO president and Chairman Lowry Mays 
bine to make the Mays broths orced by health issues. Allot these factors com 
industry’s most powerful peoole 'nseparable in terms of rank among the rad 
an essay to share their thoughts « aSked these Powell brothers each tow* 

Natives currently under way at Clear Channel State °f rad '° indUS,ry ' 1 
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BIG TALENT BIG OPPORTUNITIES. 
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The Future Of Radio 
By Mark Mays 

The future of radio? Simple. Outstanding programming, 
delivered flexibly, with options for advertisers. The ability to 
deliver on that? Well, that’s up to us. 

Consumers are gone from home longer than ever before. 
They want more entertainment and information than at any 
time in history, and they continue to have a passionate connec¬ 
tion to their favorite genres of music and interest in their pet 
issues. Meanwhile, brand managers are desperate to find medi¬ 
ums that create a strong and credible bond with consumers. 
However, both consumers and brand managers want radio. All 
we have to do is meet them halfway. 

we program a dozen ilunnrk on XM Satellite Radia Fach ¡ 
opened up new audiences — and new revenue «reams -
our company 

STEP 3: OPTIONS FOR ADVERTISERS 

Brand managers are struggling to find fresh and diffen 
ways to connect with consumers This imperante «retel 
from new brands to long established brands If radio a 
offers a menu of one or two options, these brand manag 
will move on. 

STEP 1: OUTSTANDING PROGRAMMING 

In our industry vernacular, we settle all too 
quickly into using phrases like personal con¬ 
nection, local content, and playlists, but we all 
too often dismiss these crucial concepts as 
being well understood. As a result, we some¬ 
times deceive ourselves into believing that 
because they’re well understood, they must also 
be well executed. If we become numb to what 
those words originally meant, radio will fail. 

I don’t care how often you do time and 
weather, how clear your signal is, how deep your 
playlist has become, or if you have a famous on-
air personality — if you don’t stay focused on 
creating that magic mix of true on-air talent, per¬ 
sonal relevance, and a fresh approach to either the 
music or the talk topics, you’re going to fail. 

Clear Channel Radio invests enormous 
amounts in developing on-air talent, is creating 
entirely new programming (most notably in our 
Format Lab) , and sees local content as being part 
of the fabric of the community. 

With more than 110 million listeners 
choosing Clear Channel Radio programming 
each week, we are able to tap into the widest 
radio audience to proactively assess consumers’ 
changing needs and preferences. As a result. Clear 
Channel Radio is providing outstanding pro 
gramming of both broad and niche appeal that now extends to 
new delivery vehicles. That’s why we’re succeeding. d

STEP 2: DELIVERED FLEXIBLY 

Listeners want to hear what they want when rU 
and on the device they want. Deal with it The T h Y Want ’ 
phones, iPods, and even satellite radio are not the enemy^’1 

are the opportunity. We must expand our reach bevoXL 7 

FM. There’s no reason to hold back. y°nd AM and
Clear Channel Radio now provides exclusive 

audio and video programming online- we ™ ’ 
Motorola’s iRadio and Sprint’s sports programming f°r 
routinely have podcasts in iTunes’ most-popular rfnk^md 

custom 

Channel Radio now offers a wide variety of coir 

:10s ~ from 60s through :30s. : 15: 
now offer' a” • Yp s’. even :0| s if an advert i«r WUti it. .And « 
— from id J*11 of positions and combination 
als and m •to J* rs t- and last m position, sandwiches, sen 

reciT' many mOre Eve" were surprised by th 
lesson? Never und^^0"0 blinks concept has received. Th 

The snort cxestimate the power of a truly new idea 
attention is *8 1 sbinin8 on radio. What we do with th: 

11 lo up (o 

Join us in radio’s future. 
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- Advertisement -

Kent Emmons, Chairman/CEO, 
National Lampoon Comedy Radio (na) 

radio? No way in hell! It’s never been done before 
and I might get fired for trying something new"; and 
“24/7 comedy on the radio? I love it! But what if I get 
fired for trying something that’s never been done 
before? I‘d have to turn in the keys to the station 
mini-van and lose the trade-out account at 
Applebees? That would be awful!” 

So the programmers forged ahead trying to one-
up their competitors across town with clever, cutting-
edge formats like Oldies, Super Oldies, Super Duper 
Oldies, Mega Super Duper Really Dandy Oldies, and 
The Oldest Oldies That Are So Oldie You’ll Want To 
Jump Up and Scream, “Whoo-wee, These Oldies Are 
the Oldest!” Other trailblazing formats followed, like 
Hits of the 80s, 90s, and Today, Super Duper Hits of 
the 80s, 90s, and Today, Mega Super Duper Really 
Dandy Hits of the 80s, 90s, and Today, and of course, 
the ever-so-popular These Hits Are So Hit-Filled with 
the Hits of the 80s, 90s, and Today, You’ll Want to 
Jump Up and Shout, “Whoo-wee, These Hits Are 
Totally Hits of the 80s, 90s, and Today.” 

Then along came XM and Sirius, each of which 
now counts 24/7 comedy among their most listened-
to channels — and — EUREKA!!! In a flash, all of that 
valuable knowledge that Kent had garnered during 
his two-week stint at Monkey Nuts Community 
College was about to pay off. According to his calcu¬ 
lations, even people who don’t have XM and Sirius 
like comedy, too. BRILLIANT! 

Kent put together the largest library of record¬ 
ed comedy in the world. He partnered with all of the 
big players in the comedy biz, like National 
Lampoon, Budd Friedman (founder and chairman 
of the Improv chain of comedy clubs), Richard 
Belzer (veteran comic, author, TV star, and conspir-

Enteringthe listas the 783rd Most Powerful Person In Radio, he’ll tell 
you that it all goes back to his schooling. It was in 1983, during his 
two-week stint at Monkey Nuts Community College in rural Illinois, 
that Kent Emmons first conceived the idea for a 24/7 comedy radio 
network, a concept that would be over two decades in the making. 
Up late one night studying for his prostate exam, Kent was feeling a 
little parched and headed over to the snack shed, a walk that would 
change his life forever. As he stood, bathed in the warm glow of the 
soda machine, a blinding flash of the obvious hit him. “Wow, I can get 
a Diet Squirt 24 hours a day. Why not comedy on the radio?” 

24/7 comedy? How would it be received? Before they were put 
out to pasture, several longtime programming executives where 
overheard muttering things like “24/7 comedy on the radio? It would 
never work. It’s never been done before and we don't do things 
around here that haven’t been done before”; “24/7 comedy on the 

acy theorist), Bernie Brillstein (founding partner of Brillstein-Grey 
Entertainment), producer/director Barry Levinson (Diner, Rain 
Man, Good Morning, Vietnam), and George Schlatter (Emmy-
award winning creator/producer of Laugh-In, The American 
Comedy Awards, and a host of other shows). Then a group of ball¬ 
sy forward-thinking programmers rallied behind the idea. They 
launched the first and only nationally branded 24/7 comedy radio 
network. NATIONAL LAMPOON COMEDY RADIO is here! Now 
popping up on the radio dial all across America and Canada. 

Kent summed it up like this: “Last week, I was standing at the 
traffic light in Monkey Nuts waiting to cross the street and a 95-year-
old man came up to me and said, ‘I just heard a joke on the radio that 
made me laugh so hard I .. .Well, let’s just say ... would you happen 
to have some wet-naps and a Depends that I can borrow?’ And I knew 
then and there that my work here was done.” 

COMEDY RADIO 
9229 W. Sunset Blvd, Suite 820 • West Hollywood, CA 90069 • 310.271.0023 



Efficiency — 
The Magic Ingredient Behind Less Is More 

By Randall Mays 

Efficiency will continue to be the driver of long-term 
growth for the radio industry — and those who ignore that 
fact risk losing everything. 

Just look at what’s happened so far this year in our busi¬ 
ness. By focusing on efficiency in advertising, Clear Channel is 
outpacing the industry, and enjoying 5 percent revenue 
increases in the face of what, for the rest of the industry, is a 
flat-to-down 2006. 

Our company had to endure some short-term financial 
pain when we introduced our Less Is More advertising structure 
last year. While it was a controversial policy inside our industry 
and with some media buyers, the program was welcomed with 

open arms by radio listeners and by advertisers. Ft» liwwr 
less commercial time in an hour directly addrewed ootoftt 
real perceptual problems of the radio business — clutter e 
risked drowning out the core content that brought 
free radio in the first place 

For advertisers, we boosted efficiency by dclntnngei-
more impactful impressions in a more concentrated fat 
work — creating added value for them in the proas. 

While many doubted the wisdom of less |< Mrw (V 
Channel invested the tune and energy essential tn w ie« 
core part of our operations because we had faith that it tn 
necessary for the long haul health of our business There tn 

certainly a learning curve, but we stud withit 
and today we are reaping the dear benefits 
that investment. 

Meanwhile, we’ve worked with our adre 
tisers to deliver the "more“ tn Less Is More: 
them — packing more impact behind spo: 
that, thanks to the enhanced attractiveness 
our programming, are being heard by more is 
teners as well 

Others in the radio business are catching 01 
And frankly, we hope they begin to close thegar 
in efficiency between themselves and us. beaus 
a healthier radio industry will be a better plat-
for all of us. 

In reshaping efficiency. Clear Channt 
increasingly has been able to tap into the œ 
pool of advertising dollars that are curren 
placed in much less efficient media — televisa 
and newspapers for starters. That is why « 
believe efficiency is a cornerstone for sustains 
long term growth. There are plenty of ad dollar-
out in the universe that can flow to our mon 
1 fficient delivery medium. And we intend to pm 
sue them aggressively. 

Rundull Muys is president /CFO. Ciar Channel 
Communications. 
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We know more 
about spots. 

From Radio, Broadcast TV, Local Cable, and Newspapers, we know more about spots and 
advertisements than anyone else.To date, we've tracked, researched and documented more than 
150 Million spots and advertisements. Verify your ad campaigns. Compare your flights against your 
competitor's campaigns. Generate instant sales leads. Deliver multiple advertising media with one 
click. Media Monitors™: Actionable media intelligence from anywhere, anytime. 

Ask about market availability: 1-800-67-MEDIA www.mediamonitors.com 

AAM MEDIA MONITORS 



Your Best Move! 

Make ERI part of your Broadcast Strategy. 

Antennas 
Filters and Combining Systems 
Transmission Line and RF Components 
Broadcast Towers and Structural Products 

'ELECTRONICS RESEARCH, INC. I 

For more than 60 years, ERI has served the 
broadcast industry with products and 
services of the highest quality and 
dependability. Our dedicated staff of 
engineers, designers, fabricators, project 
managers, and installers deliver products 
to meet all of your broadcast needs, both 
RF and structural. We take pride in 
contributing to your success by offering 
the best broadcast antennas, filters and 
combiners, transmission line, and towers. 
We are your single source for broadcast 
solutions. 

Call 877 ERI-LINE «Visit www.eriinc.com 



Your Best Move! 

Make ERI part of your Broadcast Strategy. 

• Antennas 
• Filters and Combining Systems 
• Transmission Line and RF Components 
• Broadcast Towers and Structural Products 

For more than 60 years, ERI has served the 
broadcast industry with products and 
services of the highest quality and 
dependability. Our dedicated staff of 
engineers, designers, fabricators, project 
managers, and installers deliver products 
to meet all of your broadcast needs, both 
RF and structural. We take pride in 
contributing to your success by offering 
the best broadcast antennas, filters and 
combiners, transmission line, and towers. 
We are your single source for broadcast 
solutions. 

ELECTRONICS RESEARCH, INC. Call 877 ERI-LINE • Visit www.eriinc.com 



John Hogan, President/CEO 
Clear Channel Communications (2) 
With the implementation of the company’s landmark 
Less Is More advertising inventory reduction plan essen¬ 
tially behind him, John Hogan can look back with clarity 
on the past 12 months. 

“It’s been a tale of two years,” he says. “In the latter 
half of 2005, we were focused on reinventing many of 
our systems and strategies, creating more and better 
content, and getting our local teams to embrace the 
changes. It was challenging. The first half of 2006 has 
been amazingly great. All of the hard work and the heavy 
lifting we did in 2004, and especially in 2005, are really 
paying dividends. We have great-sounding stations, 
expanding distribution platforms, and our revenue per¬ 
formance is leading the industry." He continues, “Less Is 
More was one of many innovations and changes we have 
implemented to keep Clear Channel Radio viable and 

competitive. We will continue to innovate, evolve, and J 
grow. We are less in the radio business and more in the 
development and distribution of great content business.! 
Consumer preferences, technology, and compétition! 
keep evolving, and so must we.” 

Hogan believes his company is ready for the chal¬ 
lenge. “I’ve never been more excited than I am at this 
moment about Clear Channel Radio,” he says. “Weare 
no longer just in the business of tall towers in big fields. I 
but rather in the business of creating great content, dis¬ 
tributing that content using a variety of platforms 
(AM/FM, HD, online, MP3, cellular, and others) and 
monetizing that audience with an ever-expanding arrayo! 
choices for advertisers to connect with and engage our 
audiences. I said this two years ago at Radio Ms 
Forecast conference and people were shocked, but II 
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IS 
say it again: “AM/FM, online, iPod, cell phone, satellite — it’s all rad» 
it’s all good, and Clear Channel is all over it. I am less focused on th 
state of the ‘radio’ industry because we have differentiated oursehe 
from it. Look for much more integration of our on-air and on-In 
resources, and for us to continue driving Clear Channel Radio tona 
heights, irrespective of what the radio industry is doing." 

Still, Hogan implores his colleagues in the business to folio» 
suit. “If other radio companies embrace the future and see alterna 
tive distribution options as opportunities instead of threats, if grouj 
heads embrace the need for change and lead their companies It 
reinvent themselves and actually make changes, and if they focus 
on the potential rather than the past, they’ll be fine. If not. they wi 
continue to be dinosaurs smoking cigarettes. There’s definitely a 
division among the companies that are embracing the future— will 
all its opportunity and challenge — and those that are struggling will 
the new competitive environment. Groups that lament the currert 
state of business but do nothing to actually change their operations 
are definitely headed in the wrong direction. Unfortunately, thereat 
too many that are reluctant to do anything differently, and seem to 
be waiting for ‘business to get better’ rather than making business 
better by improving their product and creating new opportunities for 
listeners and advertisers." 

One initiative the company has spearheaded was the launch 
last summer of a request for proposals for electronic radio audience 
measurement systems for radio. After reviewing over two dozen pro¬ 
posals, the company narrowed the search down to three: Arbitron’s 
Portable People Meter, Media Audit/lpsos' cell-phone based system, 
and a third system from Media Mark Research. “We’re continuing to 
evaluate the options and alternatives we discovered asa result of the 
RFP, says Hogan. “We have been impressed and encouraged by 
the strong response to the initial RFP, as well as the range of viable 

options that the industry now has to consider ” Clear rhonnai _ . , J . ~ „1 
ures from a mriptv nf * a®r’ Uear Channel assembled a group of radio industry fig-
and I have to thank the 24 rnmn O rev '®w ProPosals. “The RFP is an incredibly important process, 

says “They ve done mere to m™^ o' bee" senine °" lhe «« » ™>"'* ‘ "« 
audience measurement than anything 

5 Years of Family Finance That 
, ?ers Need and Advertisers Love! 
New 60-second show each day 

• Easy to Program 
• Easy to Sell 
• Commercial Free 

NOW HEARD\ON 
OVER 300/STATIONS! 

InCharge' 
Radio 

Affiliate Relations: 
Lynne Densen 
978-266-2953 
lynne@theredwoodgroup.net 
www.inchargeradio.com 
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Country Radio’s 
#1 Countdown 

Tradition 
Continues 

The Bob Kingsley legacy continues as 

he hosts the new Country Top 40, 

heard on over 300 stations nationwide. 

^jKCCS 
For Affiliate Sales 
Shawn Studer 
817.599.4099 x2238 

For Ad Sales 
Susan Love 
212.302.1100 

Rick Baumgartner 
615.261.8172 

MeoiaAmerica. 

mediaamerica.com 

www.ct4O.com 
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) Great Leaders demand great advice: 

SABOMEDIA 
Programming consulting. 
Fast results. 
212.681.8181 
www.sabomedia.com 



r Hollander in April enticed Opte and Anthony to return lo CBS RA 
In a surprising and creat'v® ^^^.^^rHollander negotiated with XM Satertte Rad» -to WhanS 
years after the company ha i e h d ^k t0 terrestrial, a unique arrangement tog(terem 
Anthony are under contract — to syndicate trie uuu iw ruZ 
Hollander's business savvy, and also his business sen 
penchant for pushing the envelope, they did deliver bancal resuRs when they' wollte far tot farmer fa 
Broadcasting. 0 & A were brought back to replace David 

but the other talents CBS named List Oc t 4>ef to M toeiM^^I 
by Howard Stern's departure for Sirius SatoMe Rado nd« 
Adam Carolla, Rover, and the Junkies — are making fa 
show was heard in 27 of CBS Radio's markets 

Hollander’s forward -thinking attitude can abo be setnhM 
pany’s recent agreement with Vibes Media to fumah tet-nren 
services to its stations, and a deal with mSpot to makefl^H 
three of CBS Radio's sports stations - WFAN-Nw fart, 
Chicago, and WIP- Philadelphia — available to sitoscrtws rf 
all-sports mobile phone service, mSpot Sports. Storting tat y 
Hollander also jump-started CBS Radio's streamng effaffa^H 
company’s stations can now be heard online CBS RA? fail 
branched into podcasting on Hollander's watch. lauicMgaite 
cast station — KYCY-San Francisco — and has »create Icare 
of podcast content available from its all-news slatnns to morete] 
regularly scheduled programs. CBS Rad» is also a mente 0ÍM 
Digital Radio Alliance. To top it all off. in May. CBS 
of the first major broadcasters to s^n a deal to use Arters tati 
People Meter ratings measurement system. For 2006. CBS Rafft] 
radio stations generated $2.1 billion in revenue. 

Prophet Systems Your Technology Resourci 

Now released, NexGen 2006 was designed with enhancement 
in mind to make station management easier. WiSS S? 
from our customers, we've added several enhancements tí? 
are sure to keep NexGen Digital as the premier ne+t , that 

automation. Included are new OrderedPRotcrtionSP 0101101 

improvements to Streaming and VoiceTRACs and the * 
create and use Log Backups just to name a few. 0

We are committed to constant research and innovntien ■ 
areas of audio and content management Deliver ? 
with ease, enjoy constant reliability, quick denied content 

lowest possible cost for the technology. ™ nt and the 

HD Radio 

Content Management 
Music Scheduling 
Podcasting 

Newsroom Software 

Streaming Softw® 

Logging 

WANcasting 

The list goes on.. 
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By 2010, PPM will be in the Top 50 markets 
and measuring 65% of the country's population: A growing number of radio executives are anticipating the 

benefits and opportunities that will be provided through PPM “and Next Generation Electronic Ratings. 

www.arbitron.com 2000 Arbitran Inc. PPM4“ and Next Generation Electronic Ratings4“ ore marks of Arbitran Inc. 'Population 12+, Arbitron-rated radio markets 06-PPM-409 

I 



Farid Suleman, Chairman/CEO 
Citadel Broadcasting (8) 

Suleman moves up four spots this year thanks in n 
hne in the race to acquire ABC Radio. While Citade?° Sma " ,0 C,,adels last-lap charge to the* 
-Zh SUIT ,S ^Xd ^ a '-ont-unni aS».» 

Lftfe and the Citadel im whichZi^ ’ he was Mel ̂ mazms CFO at I** 
attractive deal that eased the iL k Ules back,n8 from parent company Forstra 

Su em I id 'R 5 ,n °rder t0 avoid a Í °n ABC P3™. D.sney. whch had«* 
deli^ f°rCes t0 fo™ Sade, Comm deal was announced on Feb. 6.Ä' 
future. We look forward?551? record of success as well Unicat,ons - °ur new company can COW 
of strong market performant!?0"}?8 °Ur ta|ented new coIlea?506 exc,,,n8 8rowth 'nitiatmesr 
new strategically enhanced rad?0 eager to work tegetheM?5?’ ABC Rad,°' 
imately $575 million, and operating 13 ’" Cltadel and ABC Radmh^3’6 ABC'S ,oP'notoh 3556,5 

dose later this year, and adds A cS? °f aPPmximateZ $?r? ?Omb,ned 2005 revenue oW-
New York, Los Angeles Chie Cs 14 FM and eight a a? , 00 million. The acquisition is expect 
expands ™,<x 
network radio business The n t 6 add 'l'°n of ABC Rad m *° Citadels portfolio The dM -
When the dea, ciose^ 

177 FM and 66 AM statio¿ ° ârvey' êan Hannity. and 0. ■ 
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OPEN A DOOR TO OPPORTUNITY, 
WITH THE HOMETOWN USA CAREER FAIR! 

The Hometown USA Career Fair is a unique recruiting festival that brings together 
the resources of the Army National Guard, State Broadcasters Associations, local 
businesses and community leaders to create a truly exciting, one-of-a-kind event. 

The word is out! The Army National Guard and State Broadcasters Associations across 
the country have partnered to create the Hometown USA Career Fair, a one-of-a-kind 
recruiting festival designed to help people plan for their future and 
have fun doing it. 

Now, thanks to our step-by-step Hometown USA Career Fair 
Resource Guide and Video, you can organize and 
produce your own spectacular event No matter 
where you're located, no matter what your budget 
is, you can follow these step-by-step instructions to 
create your own successful career fair. 

The Hometown USA Career Fair is the 
latest and greatest way to meet your 
recruitment needs while building stronger 
ties with your local community. 

By combining the resources of the Army 
National Guard, including local armories and 
exciting military equipment, with the media 
prowess of the State Broadcasters Associations, 
the Hometown USA Career Fair is simply the most 
spectacular recruitment event in the country. 

Opportunity is knocking, and its time to open the 
door. It's time to host your own Hometown USA 
Career Fair! 

To get your free Career Fair Resource Guide and Video or for more 
information contact your State Broadcasters Association or 
SFC Christopher Curtis at christopher.curtis@ngb.army.mil 

VENDOR 

volunteer 

»«OUST I», J«, 

PARKING PASS 

NATIONALS 

UGUARD 
WWW.I-8OO-GO-GUARD. oom 



Lewis W. Dickey Jr., Chairman/CEO 
Cumulus Media (6) 

Thanks to a carefully orchestrated ir o ku-
Dickey last October emerged the victor' in^hp 91^31 included a group of well-heeled outside** 
Susquehanna s highly sought-after 33-statinn^ Ch3Se f°r Susduehanna Rad» Corp. The ad* 

o™ i 0 i345 ’ S°lldlfyinS C^ulus hoTd °on th^ bnn8S ,he number of stabonsuS^ 
Dallas ’m aS? 'ncreases Cumulus’ foothold in sa number spot in the U.S. for num«. 

Cincinnati and kT 5'8"if,Cant ™**ts. such as Atlanta. San 
Thomas H ?! py Cumulus Media pXrs Clty Wh"e the '°"™ Susqué 

and the CMP staXnXíT8 'tS Partners - both^M^d r™ Tt* — 
our success has h bave been assi milated into r ,P and Cumulus Media are controlled Iff 
acquissions to bS" high-performan e L P mU'US ' operabons. “I bebeve that one of the 
cated tí our goal of tT C°mpan y' we bav^nX “Though we have made<_ 

upon battle-tested fu^ment ?e besPrun company inlhe b ’Gam °f 4 Ĉ  Pr̂ ess'onatS 6 
company, and the vast en.ta s and a healthy dosp r he business - Our operating philosophy 

a» toi, „XX^T1*'' °’ our '""»alto coi COmmOn « ai 
launched a Dutch aZ so we can leam^5 frOm ,be field We share our best practices 
for approximately $132 3 buyback to acquire uim !?dRSUPPOrt one another' Cumulus last *«¿•3 million. Ûlre up to 11.5 mi(hon shares Qf ltsclass Acommon^ 

44 I RADIO INK — JULY 3. 2006 

F<* yiRSCRPTIOIB. MU l«MIMm I •*' 



Falk Radio Network www talkradionetwork.com TRN Enterprises 
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David Field, President/CEO 
Entercom Communications <s> 
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Although he was long considered 

enTcomneld t0 back down when it becarne ci acqu|re ABC Radio from parent company Disney । 
ent company Forstmann Little — would âme C ear Cl,adel Broadcasting — with its backrttftWl 

duriSTc^fe 6 F'eld had gOne as far as ÏÏlinîng'!? h'gh b'd and a deal s,ruc,ure ,hat was attr3C 

nSng fa S"“ C?" With Astors, he said X r tn th°U8h ’ an ABC-Entercom merger would» 
ABC Field has erne that he felt wouldn't be ben Cltadel deal was announced that he simply* 
among the ton S 8ed aS a leader themndustrS ‘° Ente™m’s shareholders. Wither* 
nab. During the oast^?^ t0 help grow the busines^ haS 0660 deeply evolved in cooperative e« 
in markets natioX^ h¡S Vision °f an indus^ ’ 'nC'Ud,ng ,Orcing chan«e at
formation of the HD díp t°i DUnd success - as he and workin8 to develop and launch HDRI 

HD D'g'tel Radio Alliance Field is th °‘her broadcasters in December announced! 
is the current NAB Radio Board cha,r. 
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e m m i s 
Let the Truth be Told 

1979 Jeff Smulyan and friends purchase WSVL in Shelbyville, IN 

1984 Emmis purchases KSHE-FM in St. Louis and KMGG (1986 
renamed KPWR) in Los Angeles from Century Broadcasting 

1993 Emmis purchases Atlanta Monthly from American Express 
Publishing Corporation 

1994 Emmis purchases WIBC-AM and WNAP-FM in Indianapolis 
from Horizon Broadcast Corporation 

1994 Emmis becomes a public company 

1995 Emmis becomes the first company to own top-rated stations in 
New York and LA simultaneously 

1995 Jeff Smulyan was voted one of the 10 most influential radio ex¬ 
ecutives for the past two decades by top radio industry 
publication, R&R 

1998 Emmis moves into its new worldwide headquarters on 
Monument Circle in Indianapolis 

2005 Emmis is named one of the "100 Best Companies to Work For" 
by FORTUNE Magazine. 

Just a few of the many accomplishments of Emmis's team leader. 
Congratulations to Jeff Smulyan 
One of Radio Ink's 40 Most Powerful People in Radio 



Jeffrey Smulyan, Chairman/CEO 
Emmis Communications (7) 

In May, Smulyan submitted an offer to tako r 
toward moving radio companies awav from ^ mis Private - a move some believe could portend«! 
Smulyan’s move could backfire if a higher mn^ P.ub lc marke,s While some on Wall Street wteB I 
ing leadership. “Clearly, we’re going through rh^ Ing bld comes m. it is indicative of his forward-*« 
both as a company and as an industry ” he saf the rad '° business that we have to respond 
an we have to find ways to get it back When e Ve losf cachef wth the advertising comma 

ä 4— - -
Regardless of what happens with h- « 

toTuHd aœmn 15 ’ many consider the gold stan^H 5110010 06 Pr0Ud of ,he COfP°ra,e culMel 
thaHoda, ¿ °n ,he ,ndusW «S™”» "* 
empowered tn « an °rganization of committed indi passion for what we do," he says, "rm very P<0 
you’ll go through1wT Can Share in *he rewards Th'S and a collaborative culture where people! 
work for you. That starts'^ and that 701/11 work even/h?05 * lmpor1an ’ thing « to show people« 
right way, sharing inform he tOp '. When People see pJV b» 3S hard for ,hem as you re asking,tW'1 
geta more engaged worktop00’»?^'08 sure their peoole 0°? 'VeS working hard, striving to dothinpl 
the time he invests and th^’r Smulyan holds radio closed KOOd 0006(115 and rewards, you're going 

vests, and the influence he exhibits t0 hlS heart - and demonstrates leadership* 
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Through the combination 

of integrity, expertise and 

dedication to the success 

of each customer’s business, 

American Media Services 

strives to be the nation’s leading 

company in spectrum development 

and radio brokerage. 

(Developers & Brokers 
if Radio Properties 

American Media Services, LLC 

843-972-2200 
www.americanmediaservices.com 

Charleston, SC • Denver, CO • Dallas, TX • Chicago, IL 
Austin, TX • San Luis Obispo, CA 



Bob Neil, President/CEO 
Cox Radio (9) 

folks working for your company — and I am h| S’ Leil SayS °f hlS management style. ‘If you get tel* 
everyone wants to feel they are makine a h «eSSed W'th them ~ lf makes your job a lot more fun. W 
appreciated and rewarded fairly. Those thine ' er n̂ce No matter what job they have, they want tote 
Cox Radio a powerhouse and innovator am f° take Care of ̂’vation.’ Neil's leaders’ p has ma:; 
about industry issues. Neil remains skentirai nf a commands industry-wide respect when he speaks«! 
ing to include his Houston stations in the nnon f S Portable People Meter in its current form, id* 
of the industry’s move toward eZ^c device but maintaining that he's sup«»* 
channel format, and commissioned a studv S ? ’ HeS also unsure of ,he current HO*0** 
aPproach that would mimic the current radio fr?ndlcated consumers might prefer an -expanded banc 

Radi0; he was named presidnntLZnLZ0 NeH IS near,ng his 10-year annwersaij* 
Ln °' Pri°rt° that ’ he served as EVP/radio for m d fCE° In September 1996. when the company^: 
Ze market 'ng services to Xa?™ C0X Broadcas,'n8 ̂ om 1992 to 1996. Co¬ 

ri ue of $437.9 million in 2005. 79 stat|ons nationwide. The company generated net » 
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Bob Neil 
President and CEO 
Cox Radio, Inc 

Cox 
Radio 
Salutes 
The 40 
Most 

Powerful 
People in 
Radio 

Marc Morgan 
Executive VP and COO 

Cox Radio, Inc 

And thanks, 
Eddie Fritts 

and 
Gary Fries 

for Your Years 
of Service to 
Our Industry! 

Eddie Fritts 
Past President/CEO 

National Association of 
Broadcasters 

Gary Fries 
President/CEO 

Radio Advertising Bureau 

co\ 
RADIO, INCX 



Alfred Liggins, CEO/President 
Radio One (io) 

Under Liggins’ leadership, Radio One h« m » 
named chairman of TV One, a cable chan . .en y expanded into several new areas. In 2003. he« 
is underserved. The channel was founder! arget'ng an African American audience that Liggms 
investment firms. Additionally, Lissins An^f9^?^ Wlth Comcast Corporation. DirecTV, and sei« 
Reach Media, which owns the Tom Jovnpr deal that gave Rad '° One a 51 percent stake« 
hat deal led to the creation of Syndication cin^^ S^owand other businesses associated with JqM 

African American News/Talk network and ak ’ 9 |0'nt ven,ure w,th Reach that syndicates a 
channel on XM Satellite Radio. Liggins has S PrD°8¿amS The Powep an Af"ca" American 
The company went public on May 6, 1999 ° R9d '° Ones presidenf and CEO since January 1997. 1 
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It's never been easier or more affordable to... 

Give your advertisers 
a bigger audience... today. 
AudioVideoweb.com streams radio broadcasts 
over the internet in most major countries on every 
continent. Station owners all over the world 
choose our service for four key reasons: 

• Incredibly easy set-up: we can have you up and 
running in as little as ten minutes. 

• Live tech support: 24 hours a day, 7 days a week. 

• No down time: because a real person will 
always answer the phone, problems are 
solved in a matter of minutes. 

• Low price guarantee: we ll beat 
ANYBODY'S price for comparable services, 
bandwidth and server space. 

Special Offerfor Radio Ink Readers 

30% OFF 
Live Webcasting 

Package 
Enter promo code Radiolnk76 

when you place your order online. 

Offer applies to any "Option 2” Webcasting package 
listed on our website. New customers only, please. 
Orders must be placed before August 31 ,2006. 

■ IK V 

Audio Video web.com™llc 
Visit us on the web 

or call (781)453-0303 
for more information 

Already streamingyour station? 
We can save you money! 
Call (781) 453 0303 today. 



Bruce Reese, President/CEO 
Bonneville International q2) 

enters the Kip ““-X XT “ Ch“ °' «« M 
several markets, including KSL-Salt Lake S launched all-News stations on FM r 
heritage all-News WTOP-Washington from am ? ^JAR-Phoenix. Bonneville also moved the Signa î> 
Post, launched Washington Post Radio on wtop- and ’ throu8h a partnership with The WW» 
programming is designed to offer listeners in th S ,°rmer AM d*al position The new format’s ong-*on 
and offers in-depth analysis of news affectino th3*1̂  5 cap'tal an alternative to National Public Radi 
initiatives like this are helping the comoanv mmh ' reSl0n and the country. In fact, Reese says ne» 
Business has been good, becau^veXX^h^ 'ndUStry's curren ' st âk °' lackluster growth 

tional revenue sources,” he says. Reese also er Jn Jhlngs to supplement the mediocre growth in tra* 
ing the company on winning ground “Lons befnr? Bon"eville’s history of investing in its people for keep-
ng employees the chance to do interestins e i^6' Bonneville was built around the premise that gw- I 
nesTanH glV'ng them a chance to be vital to theirVn™ W°rk ’ treatin8 them with respect, taking care® 
th X hPMdUœ the best results - fromX ! 'HmmUn,fieS would attract 'he bestpeople m the bu» 

re o er. We believe even more strongly todavXtX °Ur repu,atlons and also monetarily-*® 
ëy tMa y ‘hat the formula works." 

nie, Bonneville was built around the premise that?*-lont • 
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&WHE 

Fresh frorh the # 
two of Amer 

ig show 
losts 

Brian Kilmeade 

Twice the Insight. 
Twice the Opinion. 

Twice the Entertainment 

Affiliate Sales 212.301.5439 

Judge Andrew Napolitano 



Judy Ellis, President/COO 
Citadel Broadcasting d4) 

E,"s' atpp - "* °f
pany advances her position her on the Ton Ji i w deal and level of responsibility within the new cor-
Ellis lamented how the industry isn’t world ne hard T laSt year ,0 llth this year In our MIW issue 
lem with radio — revenue growth,’’ she said “vu^ enough on 8rowir>g revenue. “There's only one prs-
ing demand on inventory. We seem to he fn/ 5 re not workin8 on generating new business, and creat¬ 
ing Citadel, Ellis spent 17 years as senin? °n everythinß other than revenue growth." Priori 
where she ran the company's three New York president/market manager at Emmis Commur 
launch of Hot 97, one of the country’s first mk Sta.l0ns ’ W QCD, WRKS. and WQHT, and oversaw 
crazy,” she told the New York Daily News Hip Hop station S- "Everyone told us we we« 
worked as a format, we could never sell it to adv r' S year about the move "People said that evenH 

nmnd^th T heard °n ma'nstream stations natin56^ She Pr°Ved the skept,cs wrong ’ ofcouf*f p oud of the team that did that." onwide. "We created a format that's everywhere. I « 
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Peter Smyth, President/CEO 
Greater Media asi 

Greater Media owns 19 stations in B t n 
of the top privately owned companies in P^adelphia, and New Jersey, and is considered one 
speak his mind, is one of the major players in the m rv aS a forward thinker who is not afraid Io 
the freedom of running a privately held comnanv Rad '° Alliance - As one who admittedly enjoys 
research can damage a company’s chances fo^™^ be,lieves ,hat relying too heavily on numbersand 
shAA^ Ot everyth |ng we do is right-brained numh^5' S ,mportan t to avoid paralysis by analysis,’ 
nicat ’ Our ratings ’ our cost per point we lose sieht erS'oriented activity. If we simply look at our spread-
o ohZ'ï/ entertainmen ‘ business, and in the hu the reahty of our bu^ness. We’re in the commu¬ 
ta imnrnvA t0 f0CUS on ourselves, our stations065^ helping our advertisers solve their business 
Smvth AYt h ft ange °Ur °Pera tions to better sa ’ °Ur serv'ces to critically figure out how to add 
fíne em± Ph"Osophy to management Pe°P'e’ our Zeners and our customers' 
having8to bullv^hX? respect and dignity. You can be 6 “mpany's workers. “I’ve always believed m 
easy as it sound s' e people - Y°u manage a workt a cballen8ing and demanding employer without 
cómate ihatTc^ We a" coXab7e ‘°?CCept and celebra‘* change That’s notas 

Without new information0 and 3 C°nteXt and a framework^ S° many changes in ,he 
important to embrace ch °d new thinki ng, they’ll contin GW WOrk that we are asking PeoP16*01*1! 

embrace change - not run /Way to work the way they have in the past. It's 
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“The world makes way 
for the man who knows 
where he is going.” 

Ralph 

Congratulations on being^ 

recognized as onEtôfiÊt 

Radio IpI^^e\ 

People in^ 
on behalf of yd 

Greater Media 

entire 

Peter Smyth 
President & CEO 

Greater Media, Inc 

Celebrating Years 
in Broadcasting 

family-owned company 



Gary Stone, President/COO 
Univision Radio (na) 

Former Hispanic Broadcasting Corp. CEO Mac Tichenor stayed 
on to run the 73-station group after its 2003 acquisition by 
Univision, but his the late-2004 departure from that company 
led to his removal last year from the Top 40 list. Tichenors 
departure cleared the way for Stone, who was elevated from SVP 
to president this past February. He had served as SVP/COO of 
both Univision Radio and, previously, HBC, since 2001. Priorto 
landing in that role, Stone spent two years as VP/GM of the com¬ 
pany's Los Angeles radio stations. Before that, he ran HBC's 
Houston cluster for 12 years. Last year, Univision Radio gener¬ 
ated net revenue of $359.1 million. The entire Univision empire 
is up for sale. 

Edward Atsinger, 
President/CEO 
Salem Communications <is> 

Along with the company’s 95 radio stations. Atsinger oversees 
Salem s successful block programming business, which toasts 
strong renewal rates and adds nicely to the company's top line 
revenue. In 2005, Salem generated total net revenue of $195.6 
million. With the company's primary focus on Christian program¬ 
ming, Atsinger says hiring the right people and managing them 
effectively is of vital importance. “Salem has worked from the 
beginning to create a distinct corporate culture that is unique in 
our business, he says. "Because this environment is far y-
nen y and values-driven, it has been an important factor in cur 
a i l y to attract and keep good employees. A corporate purpose 

a employees can embrace enthusiastically is an essential ele-
men m genuine job satisfaction. Successful leadership must 
provi e vision, and then see that it is implemented with strategic 
pm¿ ar°U2d which the team will get excited. Managers are then 
owno Wr< e With suft'cient autonomy and support so that taking 
th '2, °r tbeir comPany role comes naturally. At the end of 
rieht tot™ no^in8 more important than assembling the 
kind nt o 2° e r'ght configuration. Continuing to maintain this 
be cultivât 2^ IS someth 'ng that does not just happen. It has to 
do cultivated every day." 

imoort^n? 8̂  b.elieves his company’s niche focus has been an 

financial struggle" ^T^ thr°Ußh the rad '° 
farnilv-themo^8 S’ he audience interested in Christian and 
and loyal ” heTa^/T-n"0 conservative values is large, growing, 
clients enntin, * °ur stron8 base of block programming 
stations, result?™ ° experience success on our teaching and talk 
percent’for thic ë *n an avera§e annual increase of at least 5 
over 90 nerront^ egory of business, with renewal rates of weii 
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Reaching the heart of America... 

ON AIR 
ONLINE 
IN PRINT 

Congratulations, Ed Atsinger 
on being recognized as one of the 40 most powerful people in radio. 

The 1400+ professionals of Salem Communications are proud of you! 

s SALEM 
COMMUNICATIONS 

www. salem. cc 

© Salem Communications NASDAQ: SALM 



Scott Herman, 
EVP/Eastern Region 
CBS Radio (na) 

Herman, who works closely with CBS Radio Chairman/CEO Joe 
Hollander and has control of some of the company's most importar 
stations, makes his debut this year on the Top 40 list. He oversee 
some of the company's top stations, including KYW and WIP n 
Philadelphia, WPGC in Washington, WWJ in Detnot. WVEE 
Atlanta, KDKA in Pittsburgh, and WQYK in Tampa. "Not only 
these great radio stations, but they're streaming, podcasting. runrr; 
successful websites, and finding ways to continue to serve their loca 
communities,” he says. "We are firmly into new media, and were 
getting better and better each day at monetizing them." While his 
placement reflects his level of responsibility within the company 
Herman is quick to credit the people with whom he works for the 
acknowledgement. “I’m very lucky to work with a terrific group if 
managers who run our radio properties." he says. “The best part d 
my job is the daily interaction I have with them. I love to work with 

, managers who find a way to get it done. No excuses, no whining, just 
great work. We talk, we debate — we sometimes even kick and scream — but the process works and we make ba¬ 
ter more creative, more successful radio together.” Herman also believes his prior expenence as a general marage 
e ps in his dealings with his local managers. “I know what they’re going through, and they know that I know," he says 
That enables us to cut to the chase.” He also credits those who helped him along the way “I've been blessed in my 

career to work for some terrific people who helped me grow. I believe I've taken a little piece of e£h themX 
my own management style. It’s now my turn to do the same for those coming up behind to My tmï^t Í -
mg our people and watching them grow within the organization is the most mvXmg ” 

Stu Olds, CEO 
Katz Media Group (16) 
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ues, “I believe strongly in empowering people |n 
to set goals, offer direction, and assess 

His company handles national sales for over 2,600 radio stations, and 
operates two separate divisions — Clear Channel Radio Sales division 

riniVISÁ°n Rad'0 Sates — for two of its most important clients. Katz 
ana Clear Channel also operate Clear Channel Katz Advantage, which 

nates in-house marketing efforts. While the national radio business 
1° rebound| ng, it spent much of 2005 in the basement 

with nur i usiness carried the day for many companies. “We. along 
are aiterin û try partners'are experiencing accelerated changes that 
“Thk ic Ing V fundarnentals of the media business,” says Olds. 
busine^'T^0 ln§ al1 areas °f our comPany, from our people to our 
c Z s We are devel°P'ng new partnerships to grow our 
for broadc^55 53me time exPand business opportunities 
importance nf116 13 Olds’Ph'l°sophy on management stresses the 

troops "Never settle'” h^8 the Challengin8 ,imes discourage the 
tions ammo e' he 53X5 'You must continually raise expecta-
the future that ernployees. It’s vital to engage people in a vision for 
only look backw h861" and br'8hter than the past. Organizations that 

ordeno do that X d n°‘ motivated to move forward.” He contin-
uoon goals ' and ho assess measurement Then thp’roT l0lmanagement needs to first work with their team 
company ntX^u^ how an organiza^^ tbe responsibility to defiver on those agreec-

pany the future. Olds continues to play an active role in depth ’ ^comphshes more, and takes the 
role in building the industry with his leadership activités. 
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Ralph Guild, Chairman/CEO 
Interep (25) 

Innovation has been a key factor in Interep’s success. Guild led 
industry consolidation in the rep firms before the industry consoli¬ 
dated radio ownership, and has found ways to reinvent radio and the 
rep business when things looked grim. The industry has always fol¬ 
lowed, and Guild always seems to land on his feet. Recently, Guild 
fought off a takeover bid by Oaktree Capital Management, and has 
the company on solid footing with a promising future. In fact, his 
early investment into repping online audio media appears to have 
placed the company in an enviable position in this rapidly growing 
arena. “Like most other media, radio advertising has been feeling the 
challenges of an unsteady economy, coupled with a sense of confu¬ 
sion within the advertising industry, as marketers try to make sense 
of the dizzying array of new technologies," says Guild. “At Interep, 
we clearly understand that the age of the order-taker is over. Rep 
salespeople who only know how to call on time buyers will find it 
more and more difficult to compete in the emerging radio market¬ 
place. We have accelerated our training of the entire sales force by 
the most effective non-traditional sales trainers in the industry — 
Morrison and Abraham — as both advertisers and agencies want to hear from sellers who know how to deliver mea¬ 
surable results, not just crunched numbers from Arbitran. ’’ He also stresses the importance of heeding advice from 
those in the trenches. “It’s important to listen to ideas and suggestions from people deep inside the organization. 
Usually, the people doing the work day-by-day have a better idea of how to improve performance than senior execu¬ 
tives who are often separated from the action by too many middle managers." 

Jon Pinch, EVP/COO 
Cumulus Media <2o> 

Considering his outlook on how involved top executives should be in 
their companies' operations, Pinch likely spent many nights burning 
the midnight oil during Cumulus Media Partners' acquisition this year 
of Susquehanna Radio Corp. “Live in the details of your business! he 
implores his colleagues. “I believe that very little happens at the 
40,000-foot level. Our success, individually or corporately, is always in 
the details. All market managers at Cumulus understand this con¬ 
cept, and are familiar with the current metrics critical to achieving our 
goals." Along with the Susquehanna deal, Pinch also found time in 
the past year to spearhead a variety of initiatives aimed at growing 
Cumulus’ share of the radio revenue pie. “In January, I added a 
national new business development division in Atlanta. We are tap¬ 
ping into non-spot and non-traditional budgets from clients that need 
platform-wide reach. While still in early development with many 
potential advertisers, the experiment has already resulted in a num¬ 
ber of new business success stories. We expect some large key 
account agreements to be signed near the beginning of 2007. I also 
added a sales creative services division, Sound Solutions, in Atlanta. 
We produce customized campaigns for clients in our 67 markets, as 
well as pre-produced spots for just about any business category. 
Cumulus sellers have free access to this selling tool. 
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Kraig Kitchin, President/COO 
Premiere Radio Networks u9) 

Premiere’s roster includes some of radio’s top talent, including Ru$h 
Limbaugh, Jim Rome, Casey Kasem, Ryan Seacrest, Carson Daly, Glenn 
Beck, Donald Trump, and Matt Drudge. In all, Premiere — a subsidiary of 
Clear Channel Communications — syndicates 70 programs to over 5,000 
stations, reaching an estimated 190 million listeners each week. Based in 
Sherman Oaks, CA, the company has 12 offices nationwide. 

“I lead by example," Kitchin says of his management style. "Keeping 
a positive attitude and having a strong, consistent work ethic has always 
been my priority.” Of course, he’s also quick to credit those around him. ‘I 
wouldn't be able to do that without having exceptional people working with 
me. A manager who is able to recognize talent, capture it, and nourish it 
will go far. Acknowledge their accomplishments, demonstrate loyalty, and 
empower them by giving them enough freedom and responsibility to 
achieve their goals in their respective disciplines. Also, it’s important to cel¬ 
ebrate their success during the good times, and spend more time with 

them during challenging times." While his colleagues on the station side have been struggling with tepid revenue 
growth, Kitchin says Premiere’s syndication business is booming. “We’ll have a significant increase of revenues over 
last year due to numerous successes in our new programming introductions and established radio programs. At the 
same time, our advertiser customer base continues to demand more from network radio, strongly encouraging us to 
adapt and change so that we’re more flexible to their needs and more accountable than ever before." 

OUR FORMAT IS 
SIMPLICITY. 

s|e|s|a|c| 
Fair, flexible, responsive music licensing like no one else 

sesac.com 
NASHVILLE | NEW YORK | LOS ANGELES I LONDON 
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Teddy Bear • Bayer Advãncêd^Citrãcã^^ivmg 

LAURA GETS RESULTS 
General Motors / OnStar • L ear 

M ore and more stations are finding that having Dr. 

Laura on their air means more revenue for them. At 

Take On The Day, LLC, we’re totally committed to 
fra 

helping affiliate stations explore all revenue opportunities, and 

we provide a variety of programs to help you do just that: 

/.The Red Carpet Program - A proven revenue 

generator, affiliates receive, at no extra charge, broadcast¬ 

ready promos voiced by Dr. Laura, welcoming their 

newest advertisers to her program. 

“ For many KFI clients, this is the centerpiece of their advertising 
campaign, delivering higher returns on investment for those who 

renew year after year!" 

Mark Lang, Local Sales Manager, KFIILos Angeles 

2. Customized Spots Voiced by Dr. Laura — for a 

negotiated fee, Dr. Laura will voice commercials for 

your local sponsors. She’s helped build traffic for 

advertisers in Los Angeles, Dallas, San Diego, Seattle, 

and Ft. Lauderdale among others. . 

3. Theatrical Sponsorship Opportunities: Dr. Laura 

has brought her one woman show, “In My Never To Be 

Humble Opinion” to theatres in nine cities, with many 

more stops scheduled. The show provides opportunities 

for sponsorships and non-traditional revenue at 

premium prices. 

“ Dr. Laura's visit helped us close a sponsor that we’ve since 
converted to a national advertiser. They were thrilled with their 
association with the show and are now one of our regulars, 

thanks to Dr. Laura!" 

Stu Stanek, General Manager, Clear ChannellSalt Lake City 

w ■ 

vly 

ine c 
lag 

Pick up the phone and call Jake Russell at 212-239-2988 oi e mail 
him at jrussell@totdradio.com. He’ll show you how Dr. Laura can 

help you attract and keep new advertisers. 



William L Stakelin, 
President/CEO 
Regent Communications (na) 

Believe it or not, Stakelin makes his debut on the Top 40 list this yeai 
Terry Jacobs’ retirement from radio elevated Stakelin to thi 
president/CEO post at Regent in September, and onto the list. Stakeln 
serves on the boards of both the RAB and the Bayliss Foundation, am 
over the past few years has delivered side-splitting turns as mastere 
ceremonies at the Bayliss Foundation dinner. Factoring in all of its pend 
ing acquisitions, Regent owns and operates 74 stations spread acros 
15 markets in California, Colorado, Illinois, Indiana, Kentucky, Louisiana 
Michigan, Minnesota, New York, and Texas. In 2005, Regent's ne 
broadcasting revenue totaled $85.6 million. While he says Regent’s busi 
ness has been “good when compared to the sector," Stakelin wore 
that his colleagues who are concerned about the industry's tepid busi 
ness environment aren’t seeing the big picture. “No one relishes tin 

value position this great industry finds itself in at the present time," he says. Looking down the road. Stake 
says, Conversion to HD and exciting plans for distribution of content across multiple platforms are enabling 
to grow and compete successfully in tomorrow’s media markets.” 

For 25 years, we’ve led the industry by introducing newer, better, faster ways to express yourself and your stations. 
most mixable, most usable and easiest to use music available, whether you're looking to build 
full of options right now. If you're a producer who 

Today, we offer the highest quality. 

a custom library or you simply need a hard-drive 
can close your eyes and see beyond the horizon - look to FirstCom Music for what’s next. 

Visit firstcom.com today and find your voice. 

music for the auditoru 
visionary 

'Minie Ubrary. WChappell MUSICHOUSE ß 

OneMusc. 

iqarpnp HM 

Firstcom 

CHAPPELL 
EUROPEAN 
CLASCAL KM — \ 
SERIES- — VO 

connect 

25 Years and 
Just Getting Started 

DALLAS- 800.858,8880. LOS ANGELES 
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DISTINGUISHED AS ONE OF 
THE 40 MOST POWERFUL PEOPLE IN RADIO 

California 

Colorado 

Illinois 

Indiana 

Kentucky 

Louisiana 

Michigan 

Minnesota 

New York 

Texas 

William L. Stakelin, 
President & CEO 

REGENT 
COMMUNICATIONS, INC. 

www.regentcomm.com 

74 GREAT RADIO STATIONS 

((hi Listen Live! i)))) 

Guiding Regent beyond 
expectations to connect 
and touch lives with the 

power of. . .LOCAL RADIO 
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David Rehr, President/CEO 
National Association of Broadcasters (na) 

Rehr has taken an aggressive stance in his leadership of the NAB, making himself visible anc 
reaching out to the people in the trenches. By all accounts, he has tackled his new job with 
enthusiasm, and has quickly gotten up to speed on the issues. Though his role alone brings him 
power, it appears Rehr is building his own power base in the industry, as he already has the con¬ 
nections in Congress. "There couldn’t be a more exciting time to be part of this industry," says I 
Rehr. “As momentum builds for HD Radio, the strength of our industry’s future is as clear to me 
as the digital radio signal that delivers our content,” he says. He adds, however, that radio must 
expand its horizons in the digital age. “We cannot rest on our laurels; we must embrace the 
future and have a local radio signal on every gadget and listening device that comes along." 

Catherine Hughes, Founder/Chairperson 
Radio One cd 

A perennial member on Radio Inks Top 40 and Most Influential Women In Radio lists, Hughes 
still looks back fondly on her early, unlikely origins in the broadcasting business. "Little did I know 
25 years ago that I would be blessed to have created the largest media company whose primary 
focus is service to the African American community," she says. That empire now includes a cable 
television network, TV One, and controlling interest in Reach Media. “During the past 12 months, 
our core radio business has been experiencing slow growth,” says Hughes, echoing the senti¬ 
ments of many of her colleagues. “In some respects, though, I think being in business in a chal¬ 
lenging environment is a great motivator. Great ideas often take root in adverse circumstances, as 
we are forced to think of creative solutions. I view this current environment as a huge opportunity 

John David, EVP/Radio 
National Association of Broadcasters <221 

His group recently asked the FCC to investigate satellite radio companies' tactic of offering free 
accès5 ° eir programming to new car buyers or consumers who rent certain vehicles. The 

David hac ct 3 6S Ŝ r'e? actions the NAB has taken to protect its radio station members, 
sue careers S broadcasters who now bash terrestrial broadcast as they pur-

traditional radio th hVe ”hk 13601316 who made a good living in radio now trying to threw 
mote whaXai radinrH bUS ' ? “That fires ™ “P- ' ^inue to be proud erfand 
ing that digital teohnnin^S l0Cal ' relevant community service. Broadcasters are realiz-
ever before ” David is a^ n S opportunities to bring more free programming choices than 
ever before. David is a valuable asset to radio, and the consummate radio voice for the NAB. 

Marc Morgan, EVP/COO 
Cox Radio (28) 

After a six-year stint as VP/GM of WSB in Atlanta m 
becoming senior vice president in June 1qqr a n M°rgan m°Ved qUICkly up the rankS at 
became co-COO in Januarv iqqq H 6 and senior group vice president in May 1997. He 

Morgan has been a member of the Cox l° h'S CUrrent 'n February
he was VP/GM of WCKG-FM in Chiral smce August 1999. Earlier in his career. 

Radio in both Chicago and N<Ä 1992 ’ ABC
'“'*^0 i a . 
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Behind eveng powerful leader is a 

great 
Michael Klein • Rick 

Hencley • Jeff Tyler • Cindy 
Dowell • BobDenver • Grant 
ssinoer • Ron Stone • Jeff Hoberg • Pat 
ean • Jo Bailey • Mick Anselmo • Rick Stensby 
ob Fox • Bob Bolak • Til Levesque • Skip Essick 
art Brandmiller • Brian Sines • John Laton • Larry 
milso • Joel McCrea • Tracey Williams • John Laton 
jhe Gade • Hal Hofman • Donna Baker • Laura Schlitz 
erry Crouse • Dennis Lamme • Kevin O'Dea • Tony 
nger'Paul Swint • Don Pollnow • Larry James • Tim Davies 
inny Windham • Mike Comfort • Ron Harper • Mark Maharrey 
II Hurley* Michael Oppenheimer • Dick Harlow • Kim Dodds 
nMarks’Dan Lankford • Diana Coon • Dana Schulte • Mike 
iney • Bob McLimans • Kim Field • Art Versnick • Lisa Rice • 
y Stuart • Bill Kelly • Karne Sudbrack • Dan Latham • Tom Thon • Chuck 

■ • David Colvin • Chris Wheat • David Roederer • Kevin Hughes • 
«rd Dills • Judy Cornett • Chuck Poet • John Rohm • Scott Miller • Jerry 
Core* Jim Martin • Bill Clark • Ken Salyer • Barry Kaye • Morgan 
annon*Bob Huntley • Bill McMartin • Greg Ryan • Paul Smith • Cheryl 
none • Ken Spitzer • Craig Scott • Sammy George • Bruce Welker 
in Kell • Mark Cooper • Tom English • Jim Dolan • Phil Robken • 
g Hilliard • Frank Hamilton • Dave Pugh • Chuck Peterson • Steve Davis 
gg e Jordan • Ruth Stoutermire • Tex (Ed) Meyer • Brandy Newman • 
église • Debbie Wagner • Jeff Harris • J.D. Freeman • Ron Bird • Craig 
mger • Matt Martin • Evan Armstrong • Tim Thomas • Jeff Lyon • Pam McKay 
la Brandt »Leslie Bass • Mark Kopelman • Johnny Lathrop • Tom Glade 
bert Dove • John DiMeo • Bill Nielsen • Mary Lou Gunn • Michele 
enick • Gary Donovan • Andy Lohman • Pete Hutton • Kosta 
dis «Eric Van Winkle • Larry Miner • Jim Bell • Jeff Negrete 
ry Granger • Jeff Holden • Kim Bryant • Rhonda McCormack 
rryThornhill • Rich Hawkins • Tom Baker • Larry Thornhill • 
bk Cotton • Dennis Coffman • Terry Tario • Sylvia Drain • Gene 
bson'Tim Murphy • Julie Martin • Janice Degner • Robert Price 
iig Cochran • Bob Richards • Mark Remmington • Pat Connor • 

■ Andy Hoefer • Katnna Twomey • Diene Greenwood • Chuck 
mond • Bill Kruger* Mary Ann Armijo • Ira Gordon • Stu Stanek • Ted 

' Debbie Davis • Mike Ryan • Jim Smith • Scott Parsons • Dale 
' Earl Jones • Greg Ashlock • Bob Ridzak • Bob Bolinger • 

son • Mike Moody • Buddy Norman Lee • Dan DiLoreto • 
Vineyard • Kathy Boggs • Rick Brown • David Coppock • 

1 oiion • Jeannie Hufford • Lon Moore • Greg Capogna • 
'Ss • Mike Crusham • John Hunt • John Richards • Rick 
iOrm Feuer • Barb Latham • Linda Byrd • Pete Norden 
Ballance • Reggie Bates • Dick Lewis • 

nas • Manuel Rodriguez • Bob Dunphy • Paige 
i Slater • Larry Julius • Jake Karger • Joe 

-andy Hersoff • Jim Corwin • Donnie Picou • 
' haus • Karen Marshall • Tim Plante • Paula 

Mank Mays 
CEO • Clear Channel Communications Inc. 

MW* 

Randall Mays 
President and CFO • Clear Channel Communications Inc. 

Plante «Torn McConnell • Kristen Delaney 
- > * Tom Barney • Joanne Aioi • Ron Roy 

' John Rizzuto • Karen Carey • Brian 
/ -jt Delmonico • Jim Dabney • 

President and CEO • Clear Channel Radio 

icraig Kitchin 
President and COO • Premiere Radio Networks 

stu olds 
CEO • Katz Media Group 

* Ro b Williams 
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ClearChannel 
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□F leadenship 
Celebrating success with new ideas. 

Providing choice and urgency for listeners and advertisers. 
Clear Channel Radio is leading the industry in programming, 
Alternative delivery, advertising platforms and leadership. 

The new face of leadership combines tools, 
talent and team to create great radio. 

Jim has over 30 years of radio experience and currently is serving as Senior Vice President: 
Creative Services at Clear Channel Radio. Jim lent his talents to Clear Channel Radio beginn 
in 1995 and has acted as a leader and a resource in radio production and programming, 

marrying technology and voice over talent throughout the creative process. Jim is leadings 
new Creative Services Group offering solutions, providing direction, training and support for 

Clear Channel Radio's 1,200 radio stations. 

JIM cook 
Senior Vice President • Creative Services Group 

Bob s impressive career in radio encompasses more than 30 years of experience Starting 

in Richmond at WLEE, Bob has worked his way through the radio ranks assuming such 
leadership roles as General Sales Manager, KATZ National Account Executive, KATZ Man: 

Manager, KATZ General Sales Manager and KATZ President. In addition, Bob has been the 
President for both Sentry and AMcast. Bob assumed the President- Regional President rt-
for Clear Channel Radio Sales in 2000. Currently Bob is responsible for overseeing all spot 

radio sales efforts for the New York, Atlanta, Boston, Dallas, Miami, Philadelphia, Raleigh arc 
Washington DC offices. 

sab Mctzupdy 
President-Regional President • Clear Channel Radio Sales 

K U rTUeT quallfled lead the national spot sales offices of Detroit. Chicago, St Loti 
■n . Znd X- enyer ' Minneapolis, Seattle, San Francisco and Los Angeles. Jeff brings age 

1Q uoap na exPer'ence to his position of President-Regional President. Throughout -• 

Account XI66 ?- e das assumed the roles of Media Buyer, Local Account Executive, Nato 

and Generali IVe ’ ational Senior Account Executive, NY Manager, Regional Vice Pres' a 

Channel Radio^X a? ln addltl0n to his current spot radio leadership role for Clear 

sales efforts ’ 'S a'S° responsible for National Dedicated On-line and National 

President-Regional President • Clear Channel Radio Sales 



Evan is charting the future of online music and radio. Since joining Clear 
Channel Radio in 2004 as the head of the company’s Online Music & 
Radio [CCOMR] division, he has been instrumental in building a portfolio 
of exclusive, custom content delivered via the existing Web sites of the 
company's 1200 radio station network. Evan brought to his newly created 
position years of successfully honed experience with companies like AOL 
and BMG. He has been named one of the “50 Most Powerful Men under 
38,” and has been included on the New York Observer’s “Power Punk List”, 
a ranking of the most influential executives, artists and politicians under 
35. In addition to his day-to-day CCOMR responsibilities, Evan is also a key 
member of the recently formed Clear Channel Content Development Team, 
which is focused on identifying new concepts for distributing content. 

ev Harrison 
Executive Vice President • Online Music and Radio • Clear Channel Radio 

In his role with Clear Channel, Jeff is responsible for the oversight of all 
technical aspects for the radio division. Prior to joining Clear Channel, 
Jeff was the Director of Engineering for AMFM, Inc. and Chancellor 
Broadcasting. He is a member of pivotal industry committees including the 
National Radio Systems Committee and various groups within the National 

Association of Broadcasters. 

Jeff is also a key member of the recently formed Clear Channel Content 
Development Team, which is focused on identifying new concepts for 

distributing content 

uttlejolnn 
Executive Vice President • Distribution Development* Clear Channel Radio 

On-air is where Tom Owens began his vast career in Radio. While still 

in high school Tom worked as full time air talent and programming 
assistant in Bainbridge, Georgia. Years later, Tom literally Pro^ammed 
his wav through Charleston, West Virginia, Cincinnati, and Dallas. With 
□reat programming success behind him, Tom founded an independent 
programming consultancy and later accepted a Vice President of 
Programming position with Jacor. Tom joined Clear Channel Radio in 
1999 with the acquisition of Jacor. Currently, Tom’s leadership oversees 

onnmximatelv 900 program directors programming some 1200 Clear 
ÊXn7RTdi° lofons throughout the countn,. In addition to his dam 
day responsibilities. Tom is also a key member of the recently formed Clear 
ChannelContent Development Team, which Is focused on idenofyng new 

concepts for distributing content. 

□wens Clear Channel Radio 
Executive Vice President • Content Deve p 



As Executive Vice President of Operations, Charlie is 

responsible for overseeing Regional Radio Operations, 
Non-Traditional Revenue and the Clear Channel Radio 
Traffic Unit. Additionally, Charlie oversees the Senior 
Vice Presidents in the Northwest, Rocky Mountain, 

Mid-America and Midwest regions and oversees Clear 
Channel's Radio stations in its Southern California 
Trading Area. Charlie resides in Los Angeles where 
he has worked in radio since 1987. A broadcasting 

veteran, Charlie began his radio career at Clear Channel's 
102.7 KIIS-FM as an Account Executive and moved 

on to various management roles at KIIS-FM, and the 
company’s Los Angeles station cluster before assuming 
this most critical role for Clear Channel Radio. 

Charlie Rahilly 
Executive Vice President of Operations • Clear Channel Radio 

Kimberly has been a driving force in radio sales and training 

for almost two decades. Kimberly played a critical role in 
the development of thousands of executives, managers 
and salespeople across the US. Kimberly joined Clear 
Channel University in 2001 . Her vast background in sales, 

sales management, dynamic marketing, facilitation and 
training has created a unique competitive advantage for 

Clear Channel Radio. Currently, Kimberly serves as Clear 
Channel Radio’s highest ranking female and in her capacity 
of Executive Vice President, Employee Development, she 

manages the strategic vision and implementation of the 
company s recruiting, training and development initiatives. 

Kimbenly cutchall 
Executive Vice President • Employee Development • Clear Channel University 



redefining 
oipej 

Evolving formats. Changing listener habits. And 
a fluid landscape that is anything but business as 
usual. Tackle the top challenges facing today's 
radio broadcasters atThe NAB Radio Show . 

The NAB Radio Show offers a one-of-a-kind 
opportunity for station professionals representing 
all formats and market sizes. Explore an exhibit 
hall showcasing technologies, tools and solutions 
you won't find anywhere else. Join your peers 
in Dallas and gain a greater understanding of 
everything Radio: from studio innovations to HD 
Radio™ to podcasting. Plus, learn to master the 
latest programming trends to ensure that you and 
your station connect with the next-generation 
marketplace. 

New Hours for Conference and Exhibits! 
Programs begin at 8:00 am on Wednesday and end 
12:00 noon on Friday. Arrive early for the Tuesday 
evening networking event and don t miss a minute 
of the most important week in Radio. 

Register today atwww.nabradioshow.com. 

Radio Luncheon 
Wednesday, September 

Special Guest 
'I Troy Aikman 
NFL Hall-of-Famer 
and Sports Analyst 

NAB National Radio 
Award Recipient 

David Kennedy 
Former CEO 
Susquehanna Media 

Co-located with: Luncheon Sponsored by: 

Si ASCAP 

19J? \ 

MOW CONVENTION 

EVENTS 4 ONE GR E AT LOCATION 
ST IMPORTANT WEEKIN RADIO 

September 20-22,2006 
Hilton Anatole Hotel 
Dallas,Texas 
www.nabradioshow.com 



Jim Robinson, President 
ABC Radio Networks <20 

While a pending merger with Citadel Broadcasting makes it a time of transition for his company, 
that hasn’t stopped Robinson from actively developing ABC Radio Networks’ business. Though 
there is question about Citadel’s plans for the network, some believe the network unit and its team 
will remain in place. Asked how business had been for his company during the past 12 months, 
Robinson replied, “Our focus is not on the past 12 months, but the next 12 months — growing 
our business and expanding the advertising pie. For us it starts with content, and we have been 
able to bring advertisers back to the table with innovative programming. Advertisers look for unique 
and identifiable sponsorship opportunities on multiple platforms, and we are focused on providing 
that to them. Our vision is to be the leading content provider, and we are well on our way.” 

Edward Christian, President/CEO, 
Saga Communications (29) 

“To me radio was magic, it was mystical,” Christian says of his earliest experiences listening to 
radio. “I grew up in a time when I would listen to AM skywave at night, and the power of it was 
awesome.” That fascination with radio led him into a career in the business, first as on-air talent, 
then into sales, and by 1971, he'd become a partial owner of WCER-AM/FM in Charlotte, Ml. 
These days, Christian is responsible for Saga’s 87 radio stations, which last year generated net 
operating revenue of $140.8 million, along with two radio networks and nine television stations. 
“My life in this company is an ongoing adventure — or saga,” he says. “If you have compelling 
radio that serves your community, if you have great people, if you treat advertisers with respect, 
then profits will follow.” Saga went public in 1992. 

Stephen Morris, President/CEO 
Arbitren (27) 

Arbitran has recently inked deals with a number of radio broadcasters for its Portable People 
Meter audience ratings service, which it promises will revolutionize radio ratings and accountabil¬ 
ity to advertisers. Included among the device’s initial customers are CBS Radio, Emmis 
Communications, Beasley Broadcast Group, Spanish Broadcasting System, Bonneville 
International, Greater Media, Lincoln Financial Media, and WBEB-Philadelphia. "We are on the 
brink of making radio the most accountable medium,” Morris says. Indeed, the company is pin¬ 
ning much of its future on the PPM, as Morris acknowledges that the company’s core business 
is slowing down in concert with overall industry trends. He concedes, however, that Arbitrons 
earnings have also been affected by the company’s spending on the PPM program. 

George Beasley, Chairman/CEO 
Beasley Broadcast Group bd 

kcX 'rSTi family"''un ’ Pure-play radio business that owns 41 stations in several top mar-
h initv “Th» y e,ieves a rad '° ind ustry should be looking into cyberspace for its next big oppor-
ere?’ Í Increasing revenues through the Internet are still to be discov-

d Si radial ° ? HD Dlgital Radi° AHiance ’ Beasle* is bullish °" the Mure of 
Íé ír,80 °f °Ur Stati0ns converted by ‘he end of 2007,” 
lems for AM radio th- h Wl w0 In an exped'ent manner on resolving the nighttime prob-
defenXour teSv aS aSley t0 move the industrV ahead with greater speed, 
200 bÏÏsSXXatÏÏ measurable erasion °f listeners to other mediums.’’ In 
2005, Beasley generated $124.3 million in consolidated net revenue. 
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Sound is our focus. 
Airwaves our business. 
Broadcasting our passion 

We salute you! 

One of the 40 Most Powerful People in Radio 

With over 40 accomplished years in the 

broadcast industry 

b 

BE4SLFY BRO4DC4ST GROUP INC. 



Raul Alarcon Jr., Chairman/CEO 
Spanish Broadcasting System 02) 

In January, SBS closed on its $120 million sale of KZAB and KZBA (now operating as KDAY and 
KDAI) in Los Angeles to Styles Media. The sale added $50.8 million in net profit to SBS’s bottom 
line for QI, during which the company reported net revenue of $37.8 million. When the company 
reported those results on May 8, Alarcon commented, "During QI, we continued to outperform 
the general radio market by a considerable margin, while successfully completing our de-lever¬ 
aging plan with the closing of KZAB-FM and KZBA-FM, and the repayment of our $100 million 
second lien credit facility. Our solid revenue growth reflects the prime positioning of our radio sta¬ 
tions and our success in growing and monetizing our audience shares.” In 2005, SBS generated 
$169.8 in net revenue from continuing operations. 

Rick Cummings, President/Radio Division 
Emmis Communications oo) 

It’s an old cliché, but Cummings believes it’s true: Money isn’t everything. “If you are reasonably 
competitive with compensation, I’ve found that other things matter far more to employees: being 
inclusive with plans and progress; sending a handwritten note to recognize someone; demanding 
performance but managing with empathy. Empowering talented people and celebrating their 
achievements has probably done more for my company’s success, and therefore mine, than any¬ 
thing I've done or thought of on my own. Find the best managers and most creative people in pro¬ 
gramming and sales, and get out of their way." For Emmis’ fiscal year 2006, which ended Feb. 
28, Emmis’ radio division generated $300.5 million in net revenue. The company owns 25 sta¬ 
tions in markets like New York, Los Angeles, Chicago, Phoenix, St. Louis, Austin, and Indianapolis. 

Don Benson, President/Radio Division 
Lincoln Financial Media O4> 

Benson’s is the classic story of someone working his way up from the bottom: He literally began 
his career as a gofer for the radio company he now leads. As president of the radio division 
for Lincoln Financial Media Company — formerly known as Jefferson-Pilot Communications — 
Benson has overall responsibility for the day-to-day operations of 18 radio stations in Atlanta, 
Miami, San Diego, Denver, and Charlotte. He was named to the post in January 2005, after the 
retirement of longtime president Clarke Browne. Benson had served for over 10 years as corpo¬ 
rate senior vice president of operations and programming for the radio division. 

George Pine, President/COO 
Interep (36) 

SrS ’“th CHmUlUS Me^ia’s business to rival Katz last year, Interep scored a victory this 
aœui^ S. SîL the fOrmer Susquehanna Radio Corp, stations, which were 
SoÄT S ‘ month’lnterep announced the formation of Cumulus 
5^ rthname? T™ Of former Schanna Radio Sales branch. Indeed, 

neTchate^ 7 "ght ¡n Hne With Pine’s leadersh|P Philosophy. “When busi-
thel am ™ S ¡S Where we are’this is ̂ere we want to be, and 
these are the obstacles. How do we get there?’ Accept personal accountability.” 
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VUE ARE 
SPANISH RADIO 

(AND MORE) 

n r A S T I N G SYSTEM SPANISH BRO* D t " » COCONUT GR0VE , florida 33133 
SBS TOWER • 2601 SOUTH BAYS ^e CONTACT MARKO 

FOR SALES AND SYNDICATION IE • WW.SPANISHBROADCAST.KO.COM NASD 
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Peter Kosann, President/CEO 
Westwood One (na) 

Kosann took the reins of Westwood One in January, and this year marks his first appearance on 
the Top 40 list. “This recognition has very little to do with me personally, but instead speaks vol¬ 
umes about the important role Westwood One plays in powering the radio industry with phenom¬ 
enal product, programs, and people.” Still, the company’s former co-COO is excited about guid¬ 
ing Westwood One as it marks its 30th anniversary this year. “More than ever, our vision is clear: 
to provide great product to the radio industry. We are focused on very specific content categories 
— live news, live play-by-play sports, live talk, live music, and live local traffic and information.” 
Along with its Metro Networks/Shadow Broadcast Services subsidiary, the company’s program¬ 
ming slate includes Radio Factor with Bill O'Reilly, The Lars Larson Show, Randy Jackson’s Hit 
List, news from CBS, CNN, and NBC, and sports from both the NFL and NCAA. Westwood One 
generated $557.8 million in revenue last year. 

Charles M. Warfield Jr., President/COO 
ICBC Broadcast Holdings (37) 

A 29-year veteran of the radio business, Warfield is now on his second stint with ICBC, which owns 
19 stations in Jackson, MS, and Columbia, SC. His first stay with the company lasted 12 years, 
when he served as vice president and general manager of WBLS-FM and WLIB-AM in New York. 
From there, he joined Summit Broadcasting Corporation as VP/GM of WRKS-FM in New York. In 
July 1997, he was appointed VP/GM of WDAS-AM-FM in Philadelphia. In March 1998, he was 
named SVP for Urban Regional Operations for Chancellor Media Corporation, and six months later, 
elevated to SVP/regional operations. He returned to ICBC in July 2000. 

9 
9 
9 
9 
9 
9 
9 
9 
9 
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Central Production Management Server viewed by web browser 
In-house and secure distant access by talent, copy, production, sales and traffic people 
Sales people enter copy, production orders from anywhere via Internet, FAX or text messaaes 
Centralized number assignment for new commercials or promos, and views of current spots 
Auto-transfers finished production to air on all station’s audio playback systems, including all brands 
Copy, production sales and traffic dashboard shows pending and finished production status 
Sales people and client can log in to the specific account to hear finished production 
Fast and easy for sales people to put spots on a laptop or iPod for client presentation 
Talent and copy scheduling and assignment / approval 1 -888-888-0777 or 
Production Library bed usage history and availability 4 

RadioProduction.Com 
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Richard D. Buckley, Chairman/CEO 
Buckley Broadcasting O9) 

"Never ask an employee to do something you wouldn’t do first,” proclaims Buckley of his management phi¬ 
losophy. “Unless it’s climbing a 600-foot tower.” Despite that caveat, Buckley says being visible to your staff 
is a vital part of effective leadership. “Show your face, don’t lock yourself in an office. Management is best 
done by walking around.” Buckley also says that his company is committing now to go digital. "Although 
we are not a member of the HD Alliance, we are in the process of converting all of our stations to high def¬ 
inition, which we believe is the most exciting technological change since FM.” 

Buckley oversees the company's 20 radio stations in seven markets, including WOR in New York, 
along with the WOR Radio Network, which syndicates programming to stations in over 400 markets. 

Skip Weller, President 
NextMedia Group œ) 

A 27-year radio industry veteran, Weller oversees NextMedia’s 58 stations in 15 markets. Last year, 
Weller struck an $80 millón deal to acquire KEZR and KBAY in San Jose from CBS Radio, and dealt 
eight of NextMedia’s stations — four in Reno, NV and another four in Lubbock, TC — to Wilks 
Broadcast Group fir $34 million. Before co-founding NextMedia, he served as EVP/regional manager 
for Chancellor Media Corporation/AM-FM, with responsibility for 24 radio stations in markets that 
included Denver, Long Island, Phoenix, Pittsburgh, and Sacramento. 

The John Tesh Radio Show delivers 

THE BEST MORNING DRIVE RATINGS 
...EVER.7 
“Amazing! 
John Tesh ’s first full morning drive book (winter‘06), was 
bigger than our Christmas Numbers. 

i In fact (with the Tesh show in MORNING DRIVE), it was 
I our best morning numbers ...EVER!” 

Brian Check • Regional VP Programming 
Clear Channel Communications 
WSNI/FM "Sunn' 
Philadelphia, PA 

Relations: Scott Meyers • The TeshMed.a Group 888-548-8637 or 516-829-0964 scott@meyers net 
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Congratulations, Rick! 
On behalf of the entire Buckley Radio family, 
«proudly salute our leader, Rick Buckley, 
kr his continued foresight and commitment 
blranscending the highest standards in radio 

broadcasting. 

Congratulations on once again being recognized 

asoné of Radio Ink's 40 Most Powerful! 

Richard D. Buckley 



Mary Quass, President/CEO 
NRG Media (38) 

Her group consists of 84 stations across seven states, and Quass told Radio Ink in an interview for our Most 
Influential Women In Radio issue that she's looking to add to that number. Indeed, while Quass says NRG 
Media’s business picture is sound, she’s more excited about what lies ahead. “Business has been fabulous 
— in terms of revenue, very challenging and a bit ahead of the previous year, but fabulous because we get 
to participate in the most significant evolution ever in our industry. All things old are new again. We are look¬ 
ing at our stations and asking: How do we stay relevant and, more important, wanted? Stay focused, make 
a difference, and have fun." 

Virginia “Ginny” Morris, President, 
Hubbard Radio (40) 

While Hubbard owns just three stations in the St. Paul-Minneapolis market, this RAB board member and 
annual regular on Radio Inks Most Influential Women In Radio list is one of them most visible executives in 
the business. Hubbard was founded in 1923 by Stanley Hubbard, and is now in its third generation of fam¬ 
ily stewardship. In August 1999, the Hubbard Radio Network was created to syndicate the Talk program¬ 
ming of its KSTP-AM. Commenting for this year’s MIW issue, Morris noted how companies like hers are 
becoming more rare. “Most stations are now part of much bigger companies, and even smaller market sta¬ 

tions have some sort of corporate structure. These used to be family businesses that were owned, and often operated, 
by members of the communities they served. As radio ownership consolidated, stations became more sophisticated cor¬ 
porate environments with much greater business/profit focus than they had when I started 26 years ago.” 

to this year's 
Top 40 

from all of us at 

INC. 
YOU KNOW WE KNOW RADIO! 

Contact SCMS at any of its offices 
. t0 discuss your needs. 

HQ in Pineville, NC: 1-800-438-6040 Bob, Ernie, Matt Mike 
Mid-South: 1-877-391-2650 Bob Mayben 

: 1'731'695-1717 Bernie O'Brien 
M HSLC°fSt ; 1'866-673-9267 Doug Tharp 
Äh1 1'513-899-3036 Mary Schnelle 

l'770'632-1295 Art White 
c £ ;Fast: 1'315-623-7655 Jim Peck 
Prn o1-877'699-9151 Tyler Callis 
Pro Audio 1-877-640-8205 Ric Goldstein 

_ www.SCMSinc.com 
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NRG Media (38) 

Her group consists of 84 stations across seven states, and Quass told Radio Ink in an interview for our Most 
Influential Women In Radio issue that she's looking to add to that number. Indeed, while Quass says NRG 
Media’s business picture is sound, she’s more excited about what lies ahead. "Business has been fabulous 
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Hubbard Radio (40) 
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annual regular on Radio Inks Most Influential Women In Radio list is one of them most visible executives in 
the business. Hubbard was founded in 1923 by Stanley Hubbard, and is now in its third generation of fam¬ 
ily stewardship. In August 1999, the Hubbard Radio Network was created to syndicate the Talk program¬ 
ming of its KSTP-AM. Commenting for this year’s MIW issue, Morris noted how companies like hers are 
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I Glover Jane Gosselin 

Grandgenett Mary Ann 

druber Julie Hansen 

I: Hartman Connie Hatten 

iirermann Stephanie 

I izlett Karla Heikkinen 
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Women of NRG Media 

Powerful Influences in 
their Communities 

■me Henckel Lisa Herron 

Linda Hirsch Danielle 

henthaner Judith Hon 

I .¡Howrey Jenna Hughes 

I erson Jennifer Jackson 

I hnson Danielle Kaiser 

I w KayKinseth Janice 

I jneKmet Michele Krueger 

I Kv Künstle Leann Kurtz 

I m Laffey Karen Lalley 

Larsen Tanya Layne 

li Linder Sharon Lindsay 

I ephanie Logan Carol Long 

I 'elinda Mangus Tammy 

ulv Manier Danielle 

I Elhose Stacie McElligott 

I danamy Jessica Meistrell 

rhariMintle Kendra Mix 

rd Nedved Sarah Newman 

I ' O'Brien Tamara O'Brien 

Ta Ohlinger Laurie Olson 

Ton Christine Paulson 

"w«i Christina Pearson 

L 0 Allison Petty Donna 

‘me Fixier Janelle Plotz 

Mary Quass 
President/CEO 

-NRG 
media 

I ̂ Pukall Mary Kay Radandt 

Heidi Ri 

Frans Deborah Freund 

Christiane Gamble Debra Sue 

Rhonda Gerrard Marcey Gibson 

Tami Gillmore Cheryl Glass 

Heather Gossett Carrie Grady 

Green Shari Lyn Griffin Julia 

Meredith Harrell Mary Harris 

Tammy Hauger Morgan 

Haviland Cindy Hayes Jamie 

Kristine Heise Tanya Heller 

Kristine Heun Pamela Hilke 

Hitchings Tammy Hogg Carol 

Bonnie Hopper Amber Houston 

Jill Hull Cheryl Hyde Barb 

Jennifer Johnson Lindsay 

Shannon Kay Erin Kelly-

Klemmensen Jackie Klepper 

Angela Kruse Susan Kuemmeth 

Carol Kuster Amber Laffey 

Andrea Lane Conni Lane 
Camilla Leathers Robin Lees 

Sandra Lindstrom Jessica Link 

Terry Lowry Mary Ludwig 

Manley Natalie Marsh 

Martin Ruth McCully Jill 

Chloe McGilligan Faye 

Dana Meyer Kelli Miller 

Stephanie Mueller Joy Myers 

Kimberly Niday Sonja Nokes 

Erin O'Connor Mishelle Odom 

Susan O'Rourke-Kort Jodi 

Kristin Pavelka Stephanie 

Christine Pencil Joleen Penton-
Phillips Amber Phillips 

Sherri Porter Theresa Priem 

Camille Rawlings Deborah 

, , r , Lindsey Robinson Sandra Robinson Jennifer Robin Mary Ann Raprerr 
.einking Amber Renner Kylie ' Schladweiler Nancy Scholten Kaile Schreiner Patricia 

I derieRziha Donna Satrgast Janel Schemper Mary Schiefe e sharp Karen Shaver Colleen Simpson Maureen 

** Jodie Schirk: Amber Scofield Sha™ 

' Elizabeth Sparks Mary Spatz Marty Spies । „mPrs " " 
"'HI Michelle Stoll Lori Storz Geri Stroh Lacy Stroup risten 

Cyd Stein Tonya Stoakes Veronica 

Kelly Teeselink CJ Deborah Thiel Laura Thielen 

‘ o Jennifer Thor Alena Thorson Tara Traudt Mary Treanor 
U-W* Molly 

Sharon White Jeanna White Shirley Wierda Jill 
Kelly Zook 

I ndice Thomas Jamie Thomas Rebecca Thompson 

■aTreul Sonja Untz Aleta VanNatta Rhonda Sue Vaughr w/^rin Sharon White Jeanna White 
i wz ik Stephanie wesun uu«» 

I atson Pamola Waugh Cindy Weiland Barbara e , Morae Youde Tammy Youde-Jones 
Williams ta, la Williamson Coleena Woods Anita Woman 



Mark Masters, CEO 
Talk Radio Network (na) 

Masters has built one of the most successful networks in radio today. Starting with the Art Bell program, 
which he sold to Premiere, Masters has assembled a red-hot talent roster that's generating strong audience 
shares in markets like New York and Los Angeles. The lineup includes Michael Savage, Laura Ingraham, 
Jerry Doyle, Tammy Bruce, and Rusty Humphries, and earns Masters his first appearance on our Top 40 
list. He says, "We are rolling out a whole new level of long-form, spoken-word programs in the next 18 
months. We are really excited about spoken-word programming and its place in radio in the years ahead." 

The Steelberg Brothers 
Chad Steelberg, General Manager/Audio; Ryan Steelberg, Head of Radio 

Google/dMarc Broadcasting (na) 
This dotcom dynamic duo has a track record of success with high-tech companies, and became 
part of the family at Internet powerhouse Google when their dMarc Broadcasting was acquired by 
Google this year. Since then, leaders from broadcast and satellite radio companies have met with 
them in hopes of snagging a Google deal. Talk about power! Indeed, these impressive brothers 

are poised to make a real impact— and potentially revolutionize — the radio advertising landscape. “Obviously our merger 
with Google was a great success for our business and our associates,’’ they say. “But this merger will provide huge divi¬ 
dends for the radio industry as well. By year’s end, Google’s expansive advertiser base will have access to buy time across 
dMarc’s RevenueSuite radio customers. The introduction of new advertisers to the radio space, through a complete and 
automated platform, aims to drive rates and revenues for all our broadcaster customers.” Keep a close eye on these guys. 
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Mark Masters, CEO 
Talk Radio Network (na) 

Masters has built one of the most successful networks in radio today. Starting with the Art Bell program, 
which he sold to Premiere, Masters has assembled a red-hot talent roster that’s generating strong audience 
shares in markets like New York and Los Angeles. The lineup includes Michael Savage, Laura Ingraham, 
Jerry Doyle, Tammy Bruce, and Rusty Humphries, and earns Masters his first appearance on our Top 40 
list. He says, “We are rolling out a whole new level of long-form, spoken-word programs in the next 18 
months. We are really excited about spoken-word programming and its place in radio in the years ahead.” 

The Steelberg Brothers 
Chad Steelberg, General Manager/Audio; Ryan Steelberg, Head of Radio 

Google/dMarc Broadcasting (na) 
This dotcom dynamic duo has a track record of success with high-tech companies, and became 
part of the family at Internet powerhouse Google when their dMarc Broadcasting was acquired by 
Google this year. Since then, leaders from broadcast and satellite radio companies have met with 
them in hopes of snagging a Google deal. Talk about power! Indeed, these impressive brothers 

are poised to make a real impact— and potentially revolutionize — the radio advertising landscape. “Obviously our merger 
with Google was a great success for our business and our associates," they say. “But this merger will provide huge divi¬ 
dends for the radio industry as well. By year’s end, Google’s expansive advertiser base will have access to buy time across 
dMarc’s RevenueSuite radio customers. The introduction of new advertisers to the radio space, through a complete and 
automated platform, aims to drive rates and revenues for all our broadcaster customers." Keep a close eye on these guys. 
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Mark Masters, CEO 
Talk Radio Network (na) 

Masters has built one of the most successful networks in radio today. Starting with the Art Bell program, 
which he sold to Premiere, Masters has assembled a red-hot talent roster thats generating strong audience 
shares in markets like New York and Los Angeles. The lineup includes Michael Savage, Laura Ingraham, 
Jerry Doyle, Tammy Bruce, and Rusty Humphries, and earns Masters his first appearance on our Top 40 
list. He says, "We are rolling out a whole new level of long-form, spoken-word programs in the next 18 
months. We are really excited about spoken-word programming and its place in radio in the years ahead. 

The Steelberg Brothers 
Chad Steelberg, General Manager/Audio; Ryan Steelberg, Head of Radio 

Google/dMarc Broadcasting (na) 
This dotcom dynamic duo has a track record of success with high-tech companies, and became 
part of the family at Internet powerhouse Google when their dMarc Broadcasting was acquired by 
Google this year. Since then, leaders from broadcast and satellite radio companies have met with 
them in hopes of snagging a Google deal. Talk about power! Indeed, these impressive brothers 

are poised to make a real impact — and potentially revolutionize — the radio advertising landscape. Obviously our merger 
with Google was a great success for our business and our associates,” they say. “But this merger will provide huge divi¬ 
dends for the radio industry as well. By year’s end, Google's expansive advertiser base will have access to buy time across 
dMarc’s RevenueSuite radio customers. The introduction of new advertisers to the radio space, through a complete and 
automated platform, aims to drive rates and revenues for all our broadcaster customers.” Keep a close eye on these guys. 
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SHANE COPPOLA, PRESIDENT/CEO, WESTWOOD ONE 
After a two-and-a-half-year stint at the head of the company, Coppola exited Westwood One in 
December. A month later, Peter Kosann — who’d been sharing co-COO duties with Chuck Bortnick 
— was named as Coppola’s replacement. Coppola agreed to stay on as a consultant, but that agree¬ 
ment was scheduled to expire at the end of June. 

GARY FRIES, PRESIDENT/CEO, RAB 
His leadership elevated the Radio Advertising Bureau to another level. On his watch, the group’s mem¬ 
bership doubled to over 6,000 radio stations and 1,000 associate, network, rep firm, and international 
organizations. He spearheaded the introduction and improvement of the group’s sales training, non-
traditional revenue, and certification programs, and firmly established the RAB as a reliable resource 
center for its members. In recent years, the efforts of the Radio Ad Effectiveness Lab have highlighted 
radio’s reach and value to advertisers. Fries’s contract with the group runs through the end of the year, 
and he has committed to stay on until then to help ensure a smooth transition for his eventual suc¬ 
cessor. Radio Ink honors Fries this year with its Lifetime Leadership Award. 

EDDIE FRITTS, PRESIDENT/CEO, NAB 
After an historic 23-year reign as president and CEO of the National Association of Broadcasters, Fritts exited 
the group last year. Under the leadership of this former radio station owner, the NAB rose from a group 
that Sen. Bob Packwood famously said “couldn’t lobby its way out of a paper bag” to one of considerable 
influence on Capitol Hill. Capitalizing on his years of experience in Washington, Fritts has now formed a 
political consultancy the Fritts Group. However, he has also expressed interest in returning to his mots in 
radio station ownership. Elsewhere in this issue, Radio Ink honors Fritts with its Lifetime Leadership Award. 

JOHN HARE, PRESIDENT, ABC RADIO 
ABC Radio’s acquisition by Citadel Broadcasting earlier this year casts some uncertainty over Hare’s 
future with the ABC station group. While Hare is still president of ABC Radio, the cloudy picture of 
where he 11 fit in once the deal closes later this year led to the difficult decision to remove Hare from 
this years Top 40 list. The deal is expected to close later this year, after which Hare’s future with 
Citadel — or elsewhere? — will be clearer. 

TERRY JACOBS, CHAIRMAN/CEO, REGENT COMMUNICATIONS 
He built and sold both Jacor Communications and rhe fir« • r „ 

on the way to forming the current Regent CommunicaÏons °f Communications

November 1996. With the company running along smooth^ d rrtnereBÍ11 Stakelin in
Jacobs retired from his post as chairman and^CEO of R Y cd hlS radl° egaCy flrmly ” P aCe ’ 
*= rein, oí .he com^ «“î. °'" 

NANCY VAETH-DUBROFF, PRESIDENT/COO, SUSQUEHANNA RADIO 
This well-respected industry veteran, a perennial honoree on Radio Ink’s 40 Most Powerful p. 1 t 
Radio and Most Influential Women In Radio lists, exited her post as president/COO r / rP e In 
Susquehanna Media Corp, after its acquisition earlier this year by Cumulus Media Partners Íh 
taking some time to review her options, so don’t be surprised to see her reemerge soon Ö ' n°W
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DAVID KENNEDY, FORMER PRESIDENT/CEO, SUSQUEHANNA RADIO 
Last year. Kennedy graciously surrendered his spot on the Top 40 hst due to questions about his 
future with Susquehanna Media, which at the time was up for sale. Kennedy led an effort to 
acquire the group, but Cumulus Media Partners ultimately emerged as the high bidder in the 
hotly contested chase for the stations. Now, Kennedy is taking his time and considering options 
for the future. Meantime, we’re thrilled that he’s agreed to serve as co-chair of Radio Inks upcom¬ 
ing Forecast '07 financial conference. 

RANDY MICHAELS 
His RadioActive LLC group has been just that — radio active — in the last two FCC FM auctions, 
spending about $9.6 million for 26 new radio station allotments. Due to the limitations of a 
rumored non-compete agreement with former employer Clear Channel, Michaels has been lay¬ 
ing low. Rumor has it that agreement expires next month. If history is any indication, Michae s 
could make a very splashy return to radio in the months ahead. 

UE K-YET-UNHAMED NEW RAB PRESIDENT/CEO 
With Gary Fries’ upcoming departure, ah eyes are focused on P ■ of keeping a tight lid on the selection process and con-
a handful of names have been bandied about, the committee gf contractPwhich expires this year, and notes he’ll stay on 
trolling any potential leaks. Fries is prepared to stay °^°U8 transition. Afterwards, Fries plans to stay involved in the radio 
for as long - or as briefly — as his successor would like to aid with idie transiuon 
business, and has already heard from several companies interested in rmg g 

liKFPH SCHWARTZ PRESIDENT/CEO, CHERRY CREEK RADIO JOSEPH SLHWfiK I 4, r neo snapped up all but three of Fisher Radio s stations last 
Schwartz’s Cherry Creek Ra&o ¿ad doubled the size of his company, from 41 stations 
month in a $33.3 nulho , „ market stations Montana and Washington to its own 
to 74. Cherry Creek adds Fisher s sm¿^ North Dakota . Texas>
small-market stations in Arl^° ’ Droceeds’of the sale to purchase a television station in 
and Washington. Fisher will use proceeas 

Portland, OR. 

DAVID LANDAU, CO-PRESIDENT/C ED , 
Next month, Dial Communications-Global Media and wm assume oversight of all 

programming for Westwood One’s 24/7 music^ ’ on jan 2007. With this deal, 
aspects of the formats — including advertising sa es _ content into the hands o an 
*««1 0„e Is ceding . good deal of dally 
outsider, so Landau’s team must have made an p 
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Mark Mays, CEO; and Randall Mays, President/CFO, Clear Channel Communications (1, 4) 
John Hogan, President/CEO, Clear Channel Radio (2) 
Joel Hollander, Chairman/CEO, CBS Radio (3) 
Farid Suleman, Chairman/CEO, Citadel Broadcasting (8) 
Lewis W. Dickey Jr., Chairman/CEO, Cumulus Media (6) 
David Field, President/CEO, Entercom Communications (5) 
Jeffrey Smulyan, Chairman/CEO, Emmis Communications (7) 
Bob Neil, President/CEO, Cox Radio (9) 
Alfred Liggins, President/CEO, Radio One (10) 
Bruce Reese, President/CEO, Bonneville International (12) 
Judy Ellis, President/COO, Citadel Broadcasting (14) 
Peter Smyth, President/CEO, Greater Media (13) 
Gary Stone, President/COO, Univision Radio (na) 
Edward Atsinger, President/CEO, Salem Communications (15) 
Scott Herman, Executive Vice President/Eastern Region, CBS Radio (na) 
Stu Olds, CEO, Katz Media Group (16) 
Ralph Guild, Chairman/CEO, Interep (25) 
Jon Pinch, Executive Vice President/COO, Cumulus Media (20) 
Kraig Kitchin, President/COO, Premiere Radio Networks (19) 
William L. Stakelin, President/CEO, Regent Communications (na) 
David Rehr, President/CEO, National Association of Broadcasters (na) 
Catherine Hughes, Founder/Chairperson, Radio One (21) 
John David, Executive Vice President/Radio, National Association of Broadcasters (22) 
Marc Morgan, Executive Vice President/COO, Cox Radio (28) 
Jim Robinson, President, ABC Radio Networks (26) 
Edward Christian, President/CEO, Saga Communications (29) 
Stephen Morris, President/CEO, Arbitron (27) 
George Beasley, Chairman/CEO, Beasley Broadcast Group (31) 
Raul Alarcon, President/CEO, Spanish Broadcasting System (32) 
Rick Cummings, President/Radio Division, Emmis Communications (30) 
Don Benson, President/Radio Division, Lincoln Financial (34) 
George Pine, President/COO, Interep (36) 
Peter Kosann, President/CEO, Westwood One (na) 
Charles M. Warfield Jr., President/COO, ICBC Broadcast Holdings (37) 
Richard D. Buckley, Chairman/CEO, Buckley Broadcasting (39) 
Skip Weller, President, NextMedia Group (36) 
Mary Quass, President/CEO, NRG Media (38) 
Virginia “Ginny” Morris, President, Hubbard Radio (40) 
Mark Masters, CEO, Talk Radio Network (na) 

Chad Steelberg, GM/Audio; and Ryan Steelberg. Head of Radio. Google/dMarc Broadcasting (na) 
(numbers in parentheses denote last year’s ranking) ® ' 
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UL 
Daul Alarcon 
MWCEO 

Spanish Broadcasting System Inc. 

2601 S. Bayshore Dr . Penthouse 2 

i>conut Grove. Fl 33133 

305441-6901 

Lewis W. Dickey Jr. 
Chairman/CEO 

Cumulus Media Inc. 

3535 Piedmont Rd., 14th Fl. 

Atlanta, GA 30305 

404-260-6600 

Peter Kosann 
President/CEO 

Westwood One 

40 West 57th St., 15th Fl. 

New York, NY 10019 

212-641-2037 

Stuart 0. Olds 
CEO 

Katz Media Group 

125 W. 55th St., 21st Fl. 
New York, NY 10019 

212-424-6000 

Edward G. Atsinger III 
PresidenVCEO 

Salem Communications Corp 

I860 Santa Rosa Rd 

Camanlto.CA 93012 

Ml-0400 

George G. Beasley 
Chairman/CEO 

Beasley Broadcast Group Inc. 

3033 Rimera Drive, Ste. 200 

Naples, Fl 34103 

239-263-5000 

Don Benson 
President. Rad» Division 

Grain Financial 

3350 Peachtree Rd , NE 

Wtase, Ste. 1800 

Atlanta. GA 30326 

«4-261-2970 

Richard D. Buckley 
Chairman/CEO 

Buckley Broadcasting 

166 W. Putnam Avenue 

Greenwich. CT 06830 

Mi-4307 

Edward K. Christian 
Presiderrt/CEO 

Saga Communications Inc. 

73 Kercheval Ave. 

ta Pointe Farms. Ml 48236 

313-886-7070 

Rick Cummings 
taent/Radio Division 

Emmis Communications 

3500 W. Olive Ave., Ste. 1450 

Burbank. CA 91505 

818-238-9154 

lohn C. David 
Executive Vice President/Rad io 

National Association of 

Broadcasters 

WIN St, NW 

Washington, DC 20036 

202-429-5305 

Judy Ellis 
President7COO 

Citadel Broadcasting Corp. 

767 5th Ave., 44th Fl. 

New York. NY 10153 

212-355-5656 

David J. Field 
President/CEO 
Entercom Communications Corp. 

401 City Ave., Ste. 809 

Bala Cynwyd, PA 19004 

610-660-5610 

Ralph Guild 
Chairman/CEO 

Interep 
100 Park Ave., 5th Fl. 

New York. NY 10017 

212-916-0700 

Scott Herman 
Executive Vice President/ 

Eastern Region 

CBS Radio 
1515 Broadway, 46th Fl. 

New York. NY 10036 

212-846-3939 

John Hogan 
President/CEO 

Clear Channel Radio 

200 E. Basse Rd. 
San Antonio, TX 78209 

210-822-2828 

Joel Hollander 
Chairman/CEO 

CBS Radio 
1515 Broadway, 51st Fl. 

New York. NY 10036 

212-846-3939 

Catherine Hughes 
Founder/Chairperson 

Radio One Inc. 
5900 Princess Garden Parkway 

Lanham, MD 20706 

301-306-1111 

Kraig T. Kitchin 
President/COO 
Premiere Radio Networks 

15260 Ventura Blvd., 4th Fl. 
Sherman Oaks, CA 91403-5339 

818-377-5300 

Alfred Liggins 
President/CEO 

Radio One Inc. 

5900 Princess Garden Parkway 

Lanham. MD 20706 

301-306-1111 

Mark Masters 
CEO 

Talk Radio Network 

225 NE Hillcrest Dr. 

Grants Pass, OR 97526 

541-664-8827 

Mark P. Mays 
CEO 
Clear Channel Communications 

200 E. Basse Rd. 

San Antonio, TX 78209 

210-822-2828 

Randall Mays 
President/CFO 
Clear Channel Communications 

200 E. Basse Rd. 

San Antonio, TX 78209 

210-822-2828 

Marc W. Morgan 
Executive Vice President/COO 

Cox Radio, Inc. 
6205 Peachtree Dunwoody Rd. 

Atlanta, GA 30328 
678-645-0000 

Virginia “Ginny" Morris 
President 
Hubbard Radio 
3415 University Ave. 

St. Paul, MN 55114 
651-642-4160 

Stephen B. Morris 
President/CEO 

Arbitren Inc. 
142 West 57th St, 11th Fl. 

New York, NY 10019 
212-887-1300 

Bob Neil 
President/CEO 

Cox Radio, Inc. 
6205 Peachtree Dunwoody Rd. 

Atlanta, GA 30328 
678-645-4300 

Jon Pinch 
Executive Vice President/COO 

Cumulus Media Inc. 

3535 Piedmont Rd., Bldg. 14, 

14th Fl. 

Atlanta, GA 30305 
404-949-0700 

George Pine 
President/COO 

Interep 
100 Park Ave., 5th FL, 

New York, NY 10017 
212-916-0700 

Mary Quass 
President/CEO 

NRG Media LLC 

2875 Mt. Vernon Rd. SE 
Cedar Rapids, IA 52403 

319-862-0300 

Bruce T. Reese 
President/CEO 
Bonneville International Corp. 

55 North 300 West, 8th FL 

Salt Lake City, UT 84180 
801-575-7500 

David Rehr 
President/CEO 
National Association of 

Broadcasters 

1771 N Street, NW 
Washington, DC 20036 

202-429-5300 

James Robinson 
President 
ABC Radio Networks 

13725 Montfort Dr. 

Dallas, TX 75240 
972-991-9200 

Jeffrey H. Smulyan 
Chairman/CEO 
Emmis Communications 

One Emmis Plaza 
40 Monument Circle, Suite 700 

Indianapolis, IN 46204 

317-266-0100 

Peter H. Smyth 
President/CEO 

Greater Media Inc. 
35 Braintree Hill Office Park, 

Ste. 300 
Braintree, MA 02184 

781-348-8600 

William L. Stakelin 
President/CEO 
Regent Communications 

2000 Fifth Third Center 

511 Walnut St. 

Cincinnati, OH 45202 

513-651-1190 

Chad Steelberg 
GM/Audio 
Google/dMarc Broadcasting 

19540 Jamboree Rd. 

Irvine, CA 92612 
949-794-1600 

Ryan Steelberg 
Head of Radio 
Google/dMarc Broadcasting 

19540 Jamboree Rd. 

Irvine, CA 92612 
949-794-1600 

Gary Stone 
President/COO 

Univision Radio 
3102 Oaklawn Ave., #215 

Dallas, TX 75219 

Farid Suleman 
Chairman/CEO 
Citadel Broadcasting Corp. 

767 5th Avenue, 44th FL 

New York, NY 10153 
212-355-5656 

Charles M. Warfield Jr. 
President/COO 
ICBC Broadcast Holdings Inc. 

3 Park Avenue, 40th Fl. 

New York, NY 10016 

212-592-0418 

Skip Weller 
President 
NextMedia Group 
6312 S. Fiddlers Green Circle, 

Ste. 205E 
Englewood, CO 80111 

303-694-9118 
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Raul Alarcon Jr., Spanish Broadcasting 
Lyn Andrews, ABC Radio Networks 
Edward Atsinger, Salem Communications 
George Beasley, Beasley Broadcasting 
Don Benson, Lincoln Financial 
Steve Berger. Pres, Nationwide Comm. 
Don Bouloukos, Infinity Broadcasting 
Pierre Bouvard, Arbitren 
Alan Box, EZ Communications 
Clarke Brown, Jefferson-Pilot 
Rick Buckley, Buckley Broadcasting 
William Bungeroth, Cumulus Media 
Robert Callahan, CBS 
Ed Christian, Saga Communications 
Kerby Confer, Sinclair Radio Div. 
Shane Coppola, Westwood One 
David Crowl, Clear Channel Radio 
John Cullen, AMFM 
Rick Cummings, Emmis Communications 
John David, NAB 
Jim de Castro, Chancellor Media 
Harry Demott,Credit Suisse First Boston 
Lew Dickey, Cumulus Media 
Steven Dinetz, Chancellor 
Steven Dodge, American Radio Systems 
Barry Drake, Sinclair Radio 
Judy Ellis, Citadel Broadcasting Corp. 
Dick Ferguson, Cox Radio 
Mike Ferrel. SFX Broadcasting 
Paul Fiddick, Heritage Media 
David Field, Entercom 
Joseph Feld, Entercom 
Bill Figenshu, Infinity Broadcasting 
Gary Fries. RAB 
Edward Fritts, NAB 
John Fullam, Clear Channel 
Carl Gardner, Journal Broadcasting 
John Gehron, Infinity Broadcasting 
Scott Ginsburg, Chancellor 
Ralph Guild, Interep 
John Hare, ABC Radio 
Scott Herman, CBS Radio 
Steve Hicks, AMFM 
Tom Hicks, Hicks, Muse, Tate & Furst 
John Hogan, Clear Channel 
Joel Hollander, CBS Radio 
Catherine Hughes, Radio One 
Reed Hundt, FCC 
Don Imus, Infinity Broadcasting 
Terry Jacobs, Regent Communications 
David Kantor, AMFM 
Mel Karmazin, Viacom 
Traug Keller, ABC Radio Networks 
David Kennedy. Susquehanna 
Kraig Kitchin, Premiere Radio Networks 
Joel Klein, U.S. Dept, of Justice 
Peter Kosann. Westwood One 
Robert Lawrence. Jacor 
Alfred Liggins. Radio One 
Rush Limbaugh, Premiere Radio Networks 
Jeffrey Marcus, Chancellor 
Dan Mason, Infinity Broadcasting 
Mark Masters, Talk Radio Network 
Lowry Mays, Clear Channel 
Mark Mays, Clear Channel 
Randall Mays, Clear Channel 
Randy Michaels, Clear Channel 
Thomas Milewski, Greater Media 
Marc Morgan, Cox Radio 
Ginny Morris. Hubbard Radio 
Steve Moms. Arbitran 
Bob Neil. Cox Radio 
Kenny O'Keefe, AMFM 
Stu Olds, Katz Media Group 
Lowell “Bud" Paxson, Paxson Communications 
David Pearlman, Infinity Broadcasting 
Jon Pinch, Cumulus Media 
George Pine, Interep 
Michael Powell, FCC 
Mary Quass, NRG Media 
Bruce Reese, Bonneville Inti. Corp. 
David Rehr, NAB 
James Robinson, ABC Radio Networks 
Doyle Rose, Emmis Communications 
Dr. Laura Schlessinger, Premiere Radio Networks 
Robert Sillerman, SFX Broadcasting 
Jeffrey Smulyan, Emmis Communications 
Peter Smyth, Greater Media 
Bill Stakelin, Regent Communications 
Chad Steelberg. Google Audio 
Ryan Steelberg, Google Audio 
Howard Stem, Infinity Broadcasting 
Gary Stone, Univision Radio 
Farid Suleman, Citadel Broadcasting Corp. 
John Sykes, Infinity Broadcasting 
Mac Tichenor Jr., Univision 
Nancy Vaeth-DuBroff. Susquehanna Radio 
Wayne Vriesman, Tribune Co. 
Charles Warfield, ICBC 
Richard Weening, Cumulus Media 
Skip Weller. Next Media Group 
Lawrence Wilson, Citadel Broadcasting Corp. 
Frank “Bo" Wood, Secret Communications 
Sam Zell, Jacor 
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Two Great Leaders, One Great Industry 
GARY FRIES AND EDDIE FRITTS 

When considering who should receive the Radio Ink 
2006 Lifetime Leadership Award, we quickly realized that 
there were two deserving candidates, both of whom had 
earned the right to be recognized for their years of diligent, 
dedicated service to the radio industry. In fact, it was obvi¬ 
ous from the start that it would be impossible to honor one 
without also recognizing the other. Faced with this reality, 
we decided this year to bestow the honor on two people. 
Gary Fries and Eddie Fritts. 

Fries’ announcement last August that he wouldn t see 

renewal of his contract as the RAB’s president and CEO brings 
to an end a 15 -year run that saw the group’s training, out¬ 
reach, and variety of industry services greatly increase. 
Likewise, Fritts’ 2 3-year tenure as NAB president and CEO 
brought with it drastic change, as Fritts raised and improved 
the organization’s profile on Capitol Hill, and became a tireless 
ally for broadcasters both large and small. 

For these and other reasons outlined in the pages that fol¬ 
low, Radio Ink honors these two important figures in radio’s 
recent history with the 2006 Lifetime Leadership Award. 
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2006 

GARY FRIES: 
A LIFETIME OF ACCOUNTABILITY 

By Joe Howard, Editor-In-Chief 

Like many others in the business, Gary Fries started his 
radio career on the sales level. In 1962, spurning the advice of 
friends who urged him to join them in the television business. 
Fries took a sales job at Stuart Broadcasting’s KFOR-AM in 
Lincoln, NE. As Fries recalls, despite the growing excitement 
about the riches promised in television, a sales rep could still 
make a nice living in radio. AM radio, that is. 

“When I started, the company had given away its FM 
radio station to the University of Nebraska, because there was 
no future in FM,” he says. “It created an interesting situation, 
but I never encountered any difficulty. There was this great void 
in radio sales, but there was still a great environment for radio. 
Radio was thriving, advertisers were very local, and we were 
very much in touch. Plus, back then there were no ratings. The 
goal was simply to get results for the advertiser. If you did, they 
would love you forever. It was a lot of fun. And since everybody 
was leaving for TV, I was able to rise fairly rapidly.” 

Fries did, indeed, rise quickly through the ranks, becoming a 
radio station general manager by age 24. Reaching that level at 
such a young age taught him some important early lessons. "I 
woke up and realized that I was not only accountable for what I 
could contribute to the station financially, but now I was respon¬ 
sible for the leadership of that radio station,” he says. "The most 
revealing thing was realizing that I was responsible for the success 
or failure of the organization — not only to the owners, but also 
to the people who worked there, and their families. We were a 
pretty tight-knit group. We all spent a lot of time socializing, and 

Raraoi 

I knew all of my staffs spouses and kids. Whether or not they were 
successful depended on my leadership.” 

The ins and outs of leading a radio station changed dras¬ 
tically, of course, as the importance of ratings data increased 
over the years. When ratings came in, the radio industry — 
s ow y moved into a commodities business,” he recalls. 
People started using ratings to negotiate, and large concentra¬ 

tions o power fell into the hands of buying services that could 
ma e °r break a station. Suddenly, we weren’t negotiating for 
a client, but for groupings of clients. Results were no longer 
ow you were evaluated. All of a sudden, it was whether or not 

you delivered an audience.” 
One principle that has remained constant during Fries’s 

years in t. e radio business is the commitment of those in the 
m ustry People are still as passionate and love it just as much 
s t a ways have, he says. It’s still a people game, and those 
peop e rave to believe that they’re part the industry. But that 
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ir vision is reflected in 
incredible impact you 
e had on our industry. 

RAB Staff, RAB Board, and 
entire Radio industry salute you. 



GARY FRIES: m

A LIFETIME OF ACCOUNTABILITY 
By Joe Howard, Editor-In-Chief 

Like many others in the business, Gary Fries started his 
radio career on the sales level. In 1962, spurning the advice of 
friends who urged him to join them in the television business. 
Fries took a sales job at Stuart Broadcasting’s KFOR-AM in 
Lincoln, NE. As Fries recalls, despite the growing excitement 
about the riches promised in television, a sales rep could still 
make a nice living in radio. AM radio, that is. 

“When I started, the company had given away its FM 
radio station to the University of Nebraska, because there was 
no future in FM,” he says. “It created an interesting situation, 
but I never encountered any difficulty. There was this great void 
in radio sales, but there was still a great environment for radio. 
Radio was thriving, advertisers were very local, and we were 
very much in touch. Plus, back then there were no ratings. The 
goal was simply to get results for the advertiser. If you did, they 
would love you forever. It was a lot of fun. And since everybody 
was leaving for TV, I was able to rise fairly rapidly.” 

Fries did, indeed, rise quickly through the ranks, becoming a 
radio station general manager by age 24. Reaching that level at 
such a young age taught him some important early lessons. “I 
woke up and realized that I was not only accountable for what I 
could contribute to the station financially, but now I was respon¬ 
sible for the leadership of drat radio station,” he says. “The most 
revealing thing was realizing that I was responsible for the success 
or failure of the organization — not only to the owners, but also 
to the people who worked there, and their families. We were a 
pretty tight-knit group. We all spent a lot of time socializing, and 

I knew all of my staffs’ spouses and kids. Whether or not they were 
successful depended on my leadership.” 

The ins and outs of leading a radio station changed dras¬ 
tically, of course, as the importance of ratings data increased 
over the years. “When ratings came in, the radio industry — 
slowly — moved into a commodities business,” he recalls. 
People started using ratings to negotiate, and large concentra¬ 

tions of power fell into the hands of buying services that could 
make or break a station. Suddenly, we weren’t negotiating for 
a client, but for groupings of clients. Results were no longer 
how you were evaluated. All of a sudden, it was whether or not 
you delivered an audience.” 

One principle that has remained constant during Fries’s 
years in the radio business is the commitment of those in the 
industry. People are still as passionate and love it just as much 
as they always have, he says. “It’s still a people game, and those 
people have to believe that they’re part the industry. But that 
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AWARD 

Two Great Leaders, One Great Industry 
GARY FRIES AND EDDIE FRITTS 

When considering who should receive the Radio Ink 
2006 Lifetime Leadership Award, we quickly realized that 
there were two deserving candidates, both of whom had 
earned the right to be recognized for their years of diligent, 
dedicated service to the radio industry. In fact, it was obvi¬ 
ous from the start that it would be impossible to honor one 
without also recognizing the other. Faced with this reality, 
we decided this year to bestow the honor on two people: 
Gary Fries and Eddie Fritts. 

Fries’ announcement last August that he wouldn’t seek 

renewal of his contract as the RAB’s president and CEO brings 
to an end a 15-year run that saw the group’s training, out¬ 
reach, and variety of industry services greatly increase. 
Likewise, Fritts’ 23-year tenure as NAB president and CEO 
brought with it drastic change, as Fritts raised and improved 
the organization s profile on Capitol Hill, and became a tireless 
ally for broadcasters both large and small. 

For these and other reasons outlined in the pages that fol¬ 
low, Radio Ink honors these two important figures in radio’s 
recent history with the 2006 Lifetime Leadership Award. 
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IN RADIO 19902006 

2006 2005 2004 2003 2002 _ 2001 

Raul Alarcon Jr., Spanish Broadcasting 29 32 38 39 26 24 
Lyn Andrews. ABC Radio Networks — — — — — ~ 
Edward Atsinger, Salem Communications 14 16 23 28 36 40 
George Beasley, Beasley Broadcasting 28 31 34 35 40 
Don Benson, Lincoln Financial 31 34 — — — 
Steve Berger, Pres, Nationwide Comm. — — — — 
Don Bouloukos, Infinity Broadcasting — — — — 32 
Pierre Bouvard. Arbitran — — — — 38 39 
Alan Box. EZ Communications — — — — — “ 
Clarke Brown, Jefferson-Pilot — — 36 29 34 27 
Rick Buckley, Buckley Broadcasting 35 39 — — — — 
William Bungeroth, Cumulus Media — — — — — — 
Robert Callahan, CBS — — — — — — 
Ed Christian, Saga Communications 26 29 33 31 39 — 
Kerby Confer, Sinclair Radio Div. — — — — — — 
Shane Coppola, Westwood One — 23 29 37 — — 
David Crowl, Clear Channel Radio — — — — 29 30 
John Cullen, AMFM — — — — — — 
Rick Cummings. Emmis Communications 30 30 35 — — — 
John David. NAB 23 22 30 30 37 37 
Jim de Castro. Chancella Media — — — — — — 
Harry Demott,Credit Suisse First Boston — — — — — — 
Lew Dickey, Cumulus Media 5 5 9 9 12 21 
Steven Dinetz. Chancella — — — — — — 
Steven Dodge, American Radio Systems — — — — — — 
Barry Drake, Sinclair Radio — — — — — — 
Judy Ellis, Citadel Broadcasting Corp. 11 14 21 32 — 
Dick Ferguson, Cox Radio — — — — 35 36 
Mike Ferrel. SFX Broadcasting — — — — — — 
Paul Fiddick, Heritage Media — — — — — — 
David Field, Entercan 6 6 9 15 16 18 
Joseph Field, Entercom — — — 20 19 11 
Bill Figenshu, Infinity Broadcasting — — — — 30 32 
Gary Fries, RAB — 18 26 19 20 20 
Edward Fritts, NAB — 17 16 18 18 16 
John Fullam, Clear Channel — — — — — 34 
Carl Gardner, Journal Broadcasting — — — 36 — — 
John Gehron, Infinity Broadcasting — — — — — 24 
Scott Ginsburg, Chancella — — — — — — 
Ralph Guild, Interep 17 25 25 21 21 19 
John Hare, ABC Radio — 11 13 14 14 12 
Scott Herman, CBS Radio 15 — — — — — 
Steve Hicks, AMFM — — — — — — 
Tom Hicks, Hicks, Muse, Tate & Furst — — — — — — 
John Hogan, Clear Channel 2 2 4 4 8 26 
Joel Hollander, CBS Radio 3 3 5 7 25 31 
Catherine Hughes, Radio One 22 21 22 13 24 29 
Reed Hundt, FCC __ _ ___ 
Don Imus, Infinity Broadcasting — — — — — — 
Terry Jacobs, Regent Communications — 33 37 38 — — 
David Kanta, AMFM — — — — — — 
Mel Karmazin, Viacom — — — 2 2 2 
Traug Kelter, ABC Radio Networks — — 28 25 31 — 
David Kennedy, Susquehanna — — 15 17 15 15 
Kraig Kitchin, Premiere Radio Networks 19 19 27 23 23 25 
Joel Klein, U.S. Dept, of Justice — — — — — — 
Peter Kosann, Westwood One 33 — — — — — 
Robert Lawrence, Jaca — — — — — — 
Alfred Liggins, Radio One 9 10 14 10 13 13 
Rush Limbaugh. Premiere Radio Networks — — — — — — 
Jeffrey Marcus. Chancella — — — — — — 
Dan Mason. Infinity Broadcasting — — — — 4 6 
Mark Masters. Talk Radio Network 39 — — — — — 
Lowry Mays. Clear Channel — — 111 1 
Mark Mays, Clear Channel 1 1 2 3 3 3 
Randall Mays. Clear Channel 1 4 8 6 5 5 
Randy Michaels. Clear Channel — — — — 6 7 
Thomas Milewski. Greater Media — — — — — — 
Marc Magan, Cox Radio 24 28 — 34 — — 
Ginny Morris. Hubbard Radio 38 40 — — — — 
Steve Morris, Arbitran 27 27 32 24 — _ 
Bob Neil, Cox Radio 8 9 12 8 10 8 
Kenny O'Keefe, AMFM — — — — — — 
Stu Olds, Katz Media Group 16 15 19 22 22 17 
Lowell “Bud" Paxson, Paxson Communications — — — — — _ 
David Pearlman, Infinity Broadcasting — — — — 27 23 
Jon Pinch, Cumulus Media 18 20 24 33 — 
George Pine, Interep 32 35 40 — — _ 
Michael Powell, FCC — — 6 — — 38 
Mary Quass, NRG Media 37 38 — — — 
Bruce Reese. Bonneville Inti. Corp. 10 12 17 27 33 22 
David Rehr, NAB 21 — — — — 
James Robinson. ABC Radio Networks 25 26 — — — _ 
Doyle Rose, Emmis Communications — — — — _ 28 
Dr. Laura Schlessinger. Premiere Radio Networks — — — — — 
Robert Silterman, SFX Broadcasting — — — — — 
Jeffrey Smulyan, Emmis Communications 7 7 10 11 9 io 
Peter Smyth, Greater Media 12 13 20 26 28 33 
Bill Stakelin, Regent Communications 20 — — — — _ 
Chad Steelberg, Google Audio 40 — — — _ 
Ryan Steel berg, Google Audio 40 — — — — 
Howard Stem, Infinity Broadcasting — — — — _ _ 
Gary Stone, Univision Radio 13 — — — _ 
Farid Suleman, Citadel Broadcasting Corp. 4 8 11 12 11 4 
John Sykes, Infinity Broadcasting — — 3 5 7 _ 
Mac Tchena Jr., Univision — — 18 16 17 14 
Nancy Vaeth-DuBroff, Susquehanna Radio — 24 — — _ _ 
Wayne Vriesman, Tribune Co. — — — — _ 
Charles Warfield, ICBC 34 37 — — _ 
Richard Weening. Cumulus Media — — — — — _ 
Skip Welter. Next Media Group 36 36 39 40 — 
Lawrence Wilson, Citadel Broadcasting Corp. — — — — _ g 
Frank “Bo” Wood, Secret Communications — — — — _ _ 
Sam Zell, Jaca — — — — _ _ 
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1 Mark Mays, CEO; and Randall Mays, President/CFO, Clear Channel Communications (1, 4) 
2 John Hogan, President/CEO, Clear Channel Radio (2) 
3 Joel Hollander, Chairman/CEO, CBS Radio (3) 
4 Farid Suleman, Chairman/CEO, Citadel Broadcasting (8) 
5 Lewis W. Dickey Jr., Chairman/CEO, Cumulus Media (6) 
6 David Field, President/CEO, Entercom Communications (5) 
7 Jeffrey Smulyan, Chairman/CEO, Emmis Communications (7) 
8 Bob Neil, President/CEO, Cox Radio (9) 
9 Alfred Liggins, President/CEO, Radio One (10) 
10 Bruce Reese, President/CEO, Bonneville International (12) 
11 Judy Ellis, President/COO, Citadel Broadcasting (14) 
12 Peter Smyth, President/CEO, Greater Media (13) 
13 Gary Stone, President/COO, Univision Radio (na) 
14 Edward Atsinger, President/CEO, Salem Communications (15) 
15 Scott Herman, Executive Vice President/Eastern Region, CBS Radio (na) 
16 Stu Olds, CEO, Katz Media Group (16) 
17 Ralph Guild, Chairman/CEO, Interep (25) 
18 Jon Pinch, Executive Vice President/COO, Cumulus Media (20) 
19 Kraig Kitchin, President/COO, Premiere Radio Networks (19) 
20 William L. Stakelin, President/CEO, Regent Communications (na) 
21 David Rehr, President/CEO, National Association of Broadcasters (na) 
22 Catherine Hughes, Founder/Chairperson, Radio One (21) 
23 John David, Executive Vice President/Radio, National Association of Broadcasters (22) 
24 Marc Morgan, Executive Vice President/COO, Cox Radio (28) 
25 Jim Robinson, President, ABC Radio Networks (26) 
26 Edward Christian, President/CEO, Saga Communications (29) 
27 Stephen Morris, President/CEO, Arbitron (27) 
28 George Beasley, Chairman/CEO, Beasley Broadcast Group (31) 
29 Raul Alarcon, President/CEO, Spanish Broadcasting System (32) 
30 Rick Cummings, President/Radio Division, Emmis Communications (30) 
31 Don Benson, President/Radio Division, Lincoln Financial (34) 
32 George Pine, President/COO, Interep (36) 
33 Peter Kosann, President/CEO, Westwood One (na) 
34 Charles M. Warfield Jr., President/COO, ICBC Broadcast Holdings (37) 
35 Richard D. Buckley, Chairman/CEO, Buckley Broadcasting (39) 
36 Skip Weller, President, NextMedia Group (36) 
37 Mary Quass, President/CEO, NRG Media (38) 
38 Virginia "Ginny” Morris, President, Hubbard Radio (40) 
39 Mark Masters, CEO, Talk Radio Network (na) 

40 Chad Steelberg, GM/Audio; and Ryan Steelberg, Head of Radio, Google/dMarc Broadcasting <na) 
(numbers in parentheses denote last year’s ranking) 6 ' 
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Raul Alarcon 
President/CEO 

Spanish Broadcasting System Inc. 

2601 S. Bayshore Dr., Penthouse 2 

Coconut Grove, FL 33133 

305-441-6901 

Edward G. Atsinger III 
President/CEO 

Salem Communications Corp. 
4880 Santa Rosa Rd. 

Camarillo, CA 93012 

805-987-0400 

George G. Beasley 
Chairman/CEO 

Beasley Broadcast Group Inc. 

3033 Riviera Drive, Ste. 200 

Naples, FL 34103 

239-263-5000 

Don Benson 
President, Radio Division 

Lincoln Financial 

3350 Peachtree Rd., NE 

Penthouse, Ste. 1800 

Atlanta, GA 30326 

404-261-2970 

Richard 0. Buckley 
Chairman/CEO 

Buckley Broadcasting 

166 W. Putnam Avenue 

Greenwich, CT 06830 

203-661-4307 

Edward K. Christian 
President/CEO 

Saga Communications Inc. 

73 Kercheval Ave. 

Grosse Pointe Farms, Ml 48236 

313-886-7070 

Rick Cummings 
President/Radio Division 

Emmis Communications 

3500W. Olive Ave , Ste. 1450 

Burbank, CA 91505 

818-238-9154 

John C. David 
Executive Vice President/Radio 

National Association of 

Broadcasters 

1771 N St, NW 

Washington, DC 20036 

202-429-5305 

Lewis W. Dickey Jr. 
Chairman/CEO 

Cumulus Media Inc. 

3535 Piedmont Rd., 14th Fl. 
Atlanta, GA 30305 

404-260-6600 

Judy Ellis 
President/COO 

Citadel Broadcasting Corp. 

767 5th Ave., 44th Fl. 
New York, NY 10153 

212-355-5656 

David J. Field 
President/CEO 

Entercom Communications Corp. 

401 City Ave., Ste. 809 

Bala Cynwyd, PA 19004 

610-660-5610 

Ralph Guild 
Chairman/CEO 

Interep 

100 Park Ave., 5th Fl. 

New York, NY 10017 

212-916-0700 

Scott Herman 
Executive Vice President/ 

Eastern Region 

CBS Radio 

1515 Broadway, 46th Fl. 

New York, NY 10036 

212-846-3939 

John Hogan 
President/CEO 

Clear Channel Radio 

200 E. Basse Rd. 

San Antonio, TX 78209 

210-822-2828 

Joel Hollander 
Chairman/CEO 

CBS Radio 

1515 Broadway, 51st Fl. 

New York, NY 10036 

212-846-3939 

Catherine Hughes 
Founder/Chairperson 

Radio One Inc. 
5900 Princess Garden Parkway 

Lanham, MD 20706 

301-306-1111 

Kraig T. Kitchin 
President/COO 

Premiere Radio Networks 

15260 Ventura Blvd., 4th Fl. 

Sherman Oaks, CA 91403-5339 

818-377-5300 

Peter Kosann 
President/CEO 

Westwood One 

40 West 57th St, 15th FL 

New York, NY 10019 
212-641-2037 

Alfred Liggins 
President/CEO 

Radio One Inc. 

5900 Princess Garden Parkway 
Lanham, MD 20706 

301-306-1111 

Mark Masters 
CEO 

Talk Radio Network 

225 NE Hillcrest Dr. 

Grants Pass, OR 97526 

541-664-8827 

Mark P. Mays 
CEO 

Clear Channel Communications 
200 E. Basse Rd. 

San Antonio, TX 78209 

210-822-2828 

Randall Mays 
President/CFO 

Clear Channel Communications 

200 E. Basse Rd. 

San Antonio, TX 78209 

210-822-2828 

Marc W. Morgan 
Executive Vice President/COO 

Cox Radio, Inc. 

6205 Peachtree Dunwoody Rd. 

Atlanta, GA 30328 
678-645-0000 

Virginia “Ginny” Morris 
President 

Hubbard Radio 

3415 University Ave. 

St. Paul, MN 55114 

651-642-4160 

Stephen B. Morris 
President/CEO 

Arbitren Inc. 
142 West 57th St, 11th Fl. 

New York, NY 10019 

212-887-1300 

Bob Neil 
President/CEO 

Cox Radio, Inc. 
6205 Peachtree Dunwoody Rd. 

Atlanta, GA 30328 

678-645-4300 

Stuart 0. Olds 
CEO 

Katz Media Group 

125 W. 55th St, 21st Fl. 

New York, NY 10019 

212-424-6000 

Jon Pinch 
Executive Vice President/COO 

Cumulus Media Inc. 

3535 Piedmont Rd, Bldg. 14, 
14th Fl. 

Atlanta, GA 30305 

404-949-0700 

George Pine 
President/COO 

Interep 

100 Park Ave, 5th Fl, 
New York, NY 10017 

212-916-0700 

Mary Quass 
President/CEO 

NRG Media LLC 

2875 Mt. Vernon Rd. SE 

Cedar Rapids, IA 52403 

319-862-0300 

Bruce T. Reese 
President/CEO 

Bonneville International Corp. 
55 North 300 West, 8th Fl. 

Salt Lake City, UT 84180 
801-575-7500 

David Rehr 
President/CEO 

National Association of 

Broadcasters 
1771 N Street, NW 

Washington, DC 20036 

202-429-5300 

James Robinson 
President 

ABC Radio Networks 
13725 Montfort Dr. 

Dallas, TX 75240 

972-991-9200 

Jeffrey H. Smulyan 
Chairman/CEO 

Emmis Communications 

One Emmis Plaza 
40 Monument Circle, Suite 700 

Indianapolis, IN 46204 

317-266-0100 

Peter H. Smyth 
President/CEO 

Greater Media Inc. 

35 Braintree Hill Office Park, 
Ste. 300 

Braintree, MA 02184 

781-348-8600 

William L Stakelin 
President/CEO 

Regent Communications 
2000 Fifth Third Center 

511 Walnut St. 

Cincinnati, OH 45202 

513-651-1190 

Chad Steelberg 
GM/Audio 

Google/dMarc Broadcasting 

19540 Jamboree Rd. 
Irvine, CA 92612 

949-794-1600 

Ryan Steelberg 
Head of Radio 
Google/dMarc Broadcasting 

19540 Jamboree Rd. 

Irvine, CA 92612 

949-794-1600 

Gary Stone 
President/COO 

Univision Radio 

3102 Oaklawn Ave, #215 

Dallas, TX 75219 

Farid Suleman 
Chairman/CEO 

Citadel Broadcasting Corp. 

767 5th Avenue, 44th Fl. 
New York, NY 10153 

212-355-5656 

Charles M. Warfield Jr. 
President/COO 

ICBC Broadcast Holdings Inc. 

3 Park Avenue, 40th Fl. 

New York, NY 10016 

212-592-0418 

Skip Weller 
President 

NextMedia Group 

6312 S. Fiddlers Green Circle, 

Ste. 205E 

Englewood, CO 80111 

303-694-9118 
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Fl Most Powerful People 
IN RADIO 1996-200E 

2006 2005_ 2004_ 2003 2002 2001. 2000 1999_ 1998_ 1997. 1996 

Raul Alarcon Jr., Spanish Broadcasting 29 
Lyn Andrews, ABC Radio Networks 
Edward Atsinger, Salem Communications 14 
George Beasley, Beasley Broadcasting 28 
Don Benson, Lincoln Financial 31 
Steve Berger. Pres, Nationwide Comm. — 

32 

16 
31 
34 

38 

23 
34 

39 

28 
35 

26 

36 
40 

Don Bouloukos, Infinity Broadcasting — 
Perre Bouvard, Arbrtron _ 
Alan Box. EZ Communications — 
Clarke Brawn, Jefferson-Pilot — 
Rick Buckley. Buckley Broadcasting 35 
William Bungeroth, Cumulus Media — 
Robert Callahan, CBS — 
Ed Christian, Saga Communications 26 
Kerby Confer, Sinclair Radio Div. — 
Shane Coppola, Westwood One — 
David Crowl, Clear Channel Radio — 
John Cullen, AMFM _ 
Rick Cummings, Emmis Communications 30 
John David, NAB 23 
Jim de Castro, Chancellor Media 
Harry Demott,Credit Suisse First Boston — 
Lew Dickey, Cumulus Media 5 
Steven Dinetz, Chancellor — 
Steven Dodge, American Radio Systems — 
Barry Drake, Sinclair Radio — 
Judy Ellis, Citadel Broadcasting Corp. 11 
Dick Ferguson, Cox Radio — 
Mike Ferrel, SFX Broadcasting _ 
Paul Fiddick, Heritage Media — 
David Field, Entercom 6 
Joseph Field. Entercom _ 

39 

29 

23 

30 
22 

5 

14 

6 

36 

33 

29 

35 
30 

9 

21 

9 

29 

31 

37 

30 

9 

32 

32 
38 

34 

39 

29 

37 

12 

35 

24 

40 

35 
39 

27 

27 

26 
» 

25 

29 

32 

35 

17 

27 
39 
28 36 

30 28 

35 39 

31 
9 

36 26 
38 

40 32 

3 3 

21 29 

33 40 

34 

11 
7 

Bill Figenshu, Infinity Broadcasting — 
Gary Fries. RAB _ 
Edward Fritts, NAB _ 
John Fullam, Clear Channel — 
Carl Gardner, Journal Broadcasting — 
John Gehron, Infinity Broadcasting — 
Scott Ginsburg, Chancellor — 
Ralph Guild, Interep 17 
John Hare, ABC Radio — 
Scott Herman, CBS Radio 15 
Steve Hicks, AMFM _ 
Tom Hicks, Hicks, Muse, Tate & Furst — 
John Hogan, Clear Channel 2 
Joel Hollander, CBS Radio 3 
Catherine Hughes, Radio One 22 
Reed Hundt, FCC — 

18 
17 

25 
11 

2 
3 
21 

26 
16 

25 
13 

4 
5 
22 

Don Imus, Infinity Broadcasting 
Terry Jacobs, Regent Communications 
David Kantor, AMFM 
Mel Karmazin, Viacom 

33 37 

15 
20 

19 
18 

36 

16 
19 
30 
20 
18 

21 
14 

21 
14 

18 
11 
32 
20 
16 
34 

24 

19 
12 

33 
11 
40 
23 
10 

39 
24 

16 
9 

13 

22 
19 

27 

22 
20 

19 
21 

32 

29 
— 23 
19 20 
23 29 

4 
7 
13 

8 
25 
24 

34 
28 

23 

18 
9 

29 
4 

37 

Traug Keller, ABC Radio Networks — 
David Kennedy, Susquehanna — 
Kraig Kitchin, Premiere Radio Networks 19 
Joel Klein, U.S. Dept, of Justice — 
Peter Kosann, Westwood One 33 
Robert Lawrence, Jacor 
Alfred Liggins, Radio One 9 
Rush Limbaugh. Premiere Radio Networks — 
Jeffrey Marcus. Chancellor — 
Dan Mason. Infinity Broadcasting _ 
Mark Masters, Talk Radio Network 39 
Lowry Mays. Clear Channel — 
Mark Mays, Clear Channel 1 
Randall Mays, Clear Channel 1 
Randy Michaels, Clear Channel — 
Thomas Milewski, Greater Media — 
Marc Morgan, Cox Radio 24 
Ginny Morris, Hubbard Radio 38 
Steve Morris, Arbitran 27 
Bob Neil, Cox Radio 8 
Kenny O'Keefe, AMFM _ 
Stu Olds, Katz Media Group 16 
Lowell “Bud" Paxson. Paxson Communications — 
David Pearlman. Infinity Broadcasting — 
Jon Pinch, Cumulus Media 18 
George Pine, Interep 32 
Michael Powell, FCC 
Mary Quass, NRG Media 37 
Bruce Reese, Bonneville Ind. Corp. 10 
David Rehr, NAB 2I 
James Robinson, ABC Radio Networks 25 
Doyle Rose, Emmis Communications — 
Dr. Laura Schlessinger, Premiere Radio Networks — 
Robert Sillerman, SFX Broadcasting _ 
Jeffrey Smulyan, Emmis Communications 7 
Peter Smyth, Greater Media 12 
Bill Stakelin, Regent Communications 20 
Chad Steelberg. Google Audio 40 
Ryan Steelberg. Google Audio 40 
Howard Stem. Infinity Broadcasting _ 
Gary Stone, Univision Radio 13 
Farid Suleman, Citadel Broadcasting Corp. 4 
John Sykes, Infinity Broadcasting _ 
Mac Tchenor Jr., Univision _ 
Nancy Vaeth-DuBroff. Susquehanna Radio — 
Wayne Vriesman, Tribune Co. _ 
Charles Warfield, ICBC 34 
Richard Weening, Cumulus Media 
Skip Weller. Next Media Group 36 
Lawrence Wilson, Citadel Broadcasting Corp. 
Frank “Bo" Wood, Secret Communications _ 
Sam Zell, Jacor _ 

19 

10 

1 
4 

28 
40 
27 
9 

15 

20 
35 

38 
12 

26 

7 
13 
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2006 

LEA AWARD 

Two Great Leaders, One Great Industry 
GARY FRIES AND EDDIE FRITTS 

When considering who should receive the Radio Ink 
2006 Lifetime Leadership Award, we quickly realized that 
there were two deserving candidates, both of whom had 
earned the right to be recognized for their years of diligent, 
dedicated service to the radio industry In fact, it was obvi¬ 
ous from the start that it would be impossible to honor one 
without also recognizing the other. Faced with this reality, 
we decided this year to bestow the honor on two people: 
Gary Fries and Eddie Fritts. 

Fries’ announcement last August that he wouldn’t seek 

renewal of his contract as the RAB’s president and CEO brings 
to an end a 15-year run that saw the group’s training, out¬ 
reach, and variety of industry services greatly increase. 
Likewise, Fritts’ 2 3-year tenure as NAB president and CEO 
brought with it drastic change, as Fritts raised and improved 
the organization’s profile on Capitol Hill, and became a tireless 
ally for broadcasters both large and small. 

For these and other reasons outlined in the pages that fol¬ 
low, Radio Ink honors these two important figures in radio’s 
recent history with the 2006 Lifetime Leadership Award. 
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Gary, 

four vision is reflected in 
the incredible impact you 
have had on our industry. , 

The RAB Staff, RAB Board, and 
the entire Radio industry salute you. 



GARY FRIES: 
A LIFETIME OF ACCOUNTABILITY 

By Joe Howard, Editor-In-Chief 

Like many others in the business, Gary Fries started his 
radio career on the sales level. In 1962, spurning the advice of 
friends who urged him to join them in the television business. 
Fries took a sales job at Stuart Broadcasting’s KFOR-AM in 
Lincoln, NE. As Fries recalls, despite the growing excitement 
about the riches promised in television, a sales rep could still 
make a nice living in radio. AM radio, that is. 

“When I started, the company had given away its FM 
radio station to the University of Nebraska, because there was 
no future in FM,” he says. “It created an interesting situation, 
but I never encountered any difficulty. There was this great void 
in radio sales, but there was still a great environment for radio. 
Radio was thriving, advertisers were very local, and we were 
very much in touch. Plus, back then there were no ratings. The 
goal was simply to get results for the advertiser. If you did, they 
would love you forever. It was a lot of fun. And since everybody 
was leaving for TV, I was able to rise fairly rapidly.” 

Fries did, indeed, rise quickly through the ranks, becoming a 
radio station general manager by age 24. Reaching that level at 
such a young age taught him some important early lessons. “I 
woke up and realized that I was not only accountable for what I 
could contribute to the station financially, but now I was respon¬ 
sible for the leadership of that radio station,” he says. “The most 
revealing thing was realizing that I was responsible for the success 
or failure of the organization — not only to the owners, but also 
to the people who worked there, and their families. We were a 
pretty tight-knit group. We all spent a lot of time socializing, and 

I knew all of my staffs’ spouses and kids. Whether or not they were 
successful depended on my leadership.” 

The ins and outs of leading a radio station changed dras¬ 
tically, of course, as the importance of ratings data increased 
over the years. “When ratings came in, the radio industry — 
slowly — moved into a commodities business,” he recalls. 
People started using ratings to negotiate, and large concentra¬ 

tions of power fell into the hands of buying services that could 
make or break a station. Suddenly, we weren’t negotiating for 
a client, but for groupings of clients. Results were no longer 
how you were evaluated. All of a sudden, it was whether or not 
you delivered an audience.” 

One principle that has remained constant during Fries’s 
years in the radio business is the commitment of those in the 
industry. People are still as passionate and love it just as much 
as they always have, he says. “It’s still a people game, and those 
people have to believe that they’re part the industry. But that 
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EDDIE FRITTS: 
“WE’VE ALWAYS BEEN A STEP AHEAD" 

By Joe Howard, Editor-In-Chief 

With more than two decades of success navigating the tur¬ 
bulent waters of Capitol Hill, one might think former NAB 
President/CEO Eddie Fritts would highlight the lessons learned 
in political maneuvering when asked which skills served him 
best during his years atop the influential agency. But Fritts says it 
was the abilities he developed selling small-market radio in the 
earliest days of his broadcasting career that helped most in forg¬ 
ing his legendary career in the business. 

“The fundamentals of selling stay with one throughout their 
lives,” says Fritts, who got his first exposure to selling radio while 
working for WENK in Union City,TN, where his father was the gen¬ 
eral manager. “When I was home from school during summers, I 
was a DJ at night and a lifeguard during the day — for a young guy, 
a charmed life,” says Fritts of his forma¬ 
tive years in radio. “Then I branched into 
doing sports, and that opened up my 
eyes to selling radio. I’ve been selling 
ever since. The fundamentals that my dad 
taught me about selling small-town 
radio equipped me to work in the sales 
field. Whether you’re selling an idea to a 
congressman or teaching lessons to your 
children or grandchildren, those same 
fundamentals that I learned back then 
have held me in good stead through all 
these years.” 

After college, Fritts dove right into 
station ownership. “I bought a 500-
watt station in Indianola, MS,” he 
recalls. “I had a pregnant wife, one car, 
and I’d borrowed enough money to 
make the downpayment and the bal¬ 
ance. So, I owed on both.” 

That may sound like an uphill bat¬ 
tle, but from there Fritts built a suc¬ 
cessful chain of small-town stations 
throughout Mississippi, Arkansas, and 
Alabama. 

In 1982, his years of hard work, 
keen understanding of the radio busi¬ 
ness, and savvy people skills earned 
him the leadership post at the National 
Association of Broadcasters. Though 
some may have questioned whether a 
small-town broadcaster could manage 
the Washington, DC, political scene, 
Fritts recalls an important piece of 
advice that helped with his transition. 

“Someone told me that most members of Congress are not 
unlike the civic leaders in hometown America,” he says. “That’s 
more true in the House than in the Senate, but I’ve found that 
senators strive to do things to help their states. So when I came 
toWashington, the stage changed dramatically, but the principles 
were just as viable.” 

Fritts combined that advice with his sales skills to great effect 
during the next 23 years, a time during which both the radio 
industry and the NAB underwent significant transformation. On 
his watch, radio ownership limits were loosened from seven sta¬ 
tions nationwide to 12. In 1996, the landmark 
Telecommunications Act of 1996 lifted nationwide caps alto¬ 
gether in favor of market-based caps. 

He led the charge on several initia¬ 
tives, including fighting RIAA efforts 
supporting congressional legislation that 
would require radio stations to pay sepa¬ 
rate royalties to record companies for 
music they played. During the 1980s, the 
NAB also began making PSAs available to 
radio and television stations. 

Over the years, attendance at the 
NAB’s annual spring conference grew 
exponentially. In 1986, the show drew 
39,000, which marked an 84 percent 
growth in attendance in a decade. In 
1997, the convention topped 100,000 
for the first time, doubling attendance in 
just five years. The NAB2006 conference 
had registered attendance of 105,046. 

Despite these and other accom¬ 
plishments during his tenure, Fritts 
believes the greatest achievement that 
occurred from his efforts as the NAB’s 
leader was the elevation of broadcasters’ 
profile on Capitol Hill. 

“The first rule of government is 
that government should do no harm,” 
he says. “The NAB institutionally — and 
certainly under my watch — was geared 
to protect and enhance the industry. So, 
if we set the stage in Washington for 
broadcasters to have a link to their mem¬ 
ber of Congress and occasionally come 
to Washington to talk to the FCC — or 
have them come to members’ state asso¬ 
ciation meetings — then opening a dia¬ 
logue on issues facing radio was, in my 
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view, probably my greatest achievement.” 
Fritts also believes that the differences 

deregulation brought to the radio owner¬ 
ship landscape didn’t affect the NAB’s ability 
to represent the industry. “We just took it in 
stride,” he says. “The NAB board was and is 
a unique mix of large and small broadcast¬ 
ers, and is representative of the entire indus¬ 
try. What was good for small broadcasters 
occurred within the confines of the NAB 

uc media cycles news stories. I think the signif¬ 
icant importance of radio is on Main Street, 
not Wall Street.” 

Indeed, Fritts stresses that radio must 
stay focused on serving local communities if 
it wants to thrive in today’s environment. 
“Some stations are beginning to drift away 
from local involvement, and they will pay a 
high price,” he warns. “You can have a nice 
blend of network and automated content, 

board, and what was good for the large broadcasters was also dealt 
with. We always had robust debates, but at the end of the day we 
all walked out of the room unified in what was good for the 
industry.” He adds, “It wasn’t cataclysmic; it was just part of the 
industry’s evolution. There’s been a huge explosion in the number 
of formats since consolidation, and I think the future is in provid¬ 
ing more highly specialized audiences whatever it is they like.” 

He adds that the migration of some radio companies to the 
public markets, which marked a tide change for the industry, ulti¬ 
mately benefited the business. “Some broadcasters that have 
become public companies have done better than others, but the 
bulk of the industry is still held in private companies,” he says. 
“There were growing pains, but radio is a much better industry 
on the back side of that than it was on the front side. Some say 
radio’s luster on Wall Street isn’t what it once was, but you can say 
that for many industries. Wall Street cycles industries like the 

but you need to have the local relevancy. Radio is a constant com¬ 
panion. The audience has changed and radio has changed, but 
from what I have seen radio endure and prevail over, the future 
will continue to be bright, provided radio remains relevant to local 
communities.” 

In fact, Fritts says its radio’s ability to adapt to change that has 
enabled the industry to face new challenges. Radio, from its very 
inception, has been an evolving medium. Whatever the current 
trends are, radio is on die cutting edge. And when you’re living on 
the cutting edge, you want to stay ahead of the edge. That is what 
makes radio so exciting, both in the marketplace and technically. 
As the digital age is arriving for all media, radio has moved toward 
digital, and that will be yet another evolution in the cycle.” 

He adds, “They’ve rung the death knell for radio many 
times, and radio has failed to answer the call. We’ve always been 
a step ahead.” S 

Eddie Fritts 
National Association 

of Broadcasters 

Gary Fries 
Radio Advertising Bureau 

contributions and say thank you for 
making our professional lives a little better. 

BONNEVILLE 
INTERNATIONAL 

Chicago ♦ San Francisco ♦ Washington, D.C. ♦ Phoenix ♦ St. Louis ♦ Salt Lake City ♦ www.bonnint.com 
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Sales Commentar By Kimberlee Taplay 

The Trust Factor 
Only one thing can make or break you when it comes to selling radio 

Some people were destined to work in radio. Joe Loverro, gen¬ 
eral manager ofWQQQ-FM in Lakeville, CT, is one of those peo¬ 
ple. “I’ve loved radio since I was old enough to realize it existed,” 
recalls Loverro. “When I started college at Temple University, I saw 
a listing for auditions for the university’s non-commercial radio. I 
did the audition, and was picked to do a three-hour show once a 
week. I was 18.1 am now 57, and I still love the business.” 

MarkWaddington of KATL-AM in Miles City, MT, tells a simi¬ 
lar story. “I was a professional musician for eight years. I intended 
to go back on the road eventually, but wanted at least to spend the 
summer at home. I heard an ad on the radio, applied, and got a 
part-time announcing job. At the time, I thought I would just do it 
for a little while, until something better came along. That was in 
1976. 1 am still waiting.” 

The world of radio is built on a foundation of trust. We are 
entrusted with people’s memories, their emotions, their liveli¬ 
hoods. Only one thing can make or break you when it comes to 
selling radio: trust. 

What are radio salespeople? We are confidantes, advisors, busi¬ 
ness partners; we are motivators, educators, and friends; we are 
guardians of the magic, entertainers, and mentors. Some in radio 
sales look at it as just a job; others have chosen to make it their 
career. It isn’t tough to see the difference between the two. 

“Before I entered management, I had a lumber yard on my 
client list,” says Waddington. “The owner was widely recognized as 
one of the toughest clients in town. As the new guy, I was ‘lucky’ 
enough to have him on my fist. I called on him every week.” 
Waddington says he never sold price, only ideas that he thought 
would generate sales for his business. “That was about 15 years 
ago,” he adds. “Until he retired, he was one of the top five accounts 
on the station. We still bounce business ideas off of each other.” 

What made it work? “I never pitched a package without an 
idea. And I worked incredibly hard at building trust,” says 
Waddington. “I did what I said I was going to do. I know that peo¬ 
ple buy from people they like, but if I had to choose between being 
liked or being respected, TH take respect every time.” 

Trust played a significant role in the development of one of the 
best working relationships Erin Callaghan has had. She began her 
radio career as local sales manager at a soft A/C station that wasn’t 
highly rated. “About a year into my tenure, I developed a relation¬ 
ship with a non-profit organization whose primary source of rev¬ 
enue was thrift stores. I discovered that, while their once-a-month 
Saturday sales had been a big boost to revenue, results had been 
slipping during the past year.” 

After conversations with the primary contact, and visits with 
store managers at multiple locations, Callaghan realized they were 

training their best customers to shop only during the monthly 
sales. “We reduced the monthly sales to quarterly events, and put 
together a frequent-buyer program that rewarded shoppers for 
making multiple purchases. The program was a huge success.” 

How did the client’s success impact Callaghan and her rela¬ 
tionship with him? “The client trusted my advice and knew 1 
wouldn’t steer him wrong, so the company I worked for and the 
format I represented really became irrelevant,” she notes. “Upon 
his departure from the organization, he continued to call on me. By 
asking lots of questions, figuring out what the client really needed 
to accomplish, brainstorming ideas, and keeping the client 
involved in the process, we formed a partnership that was profes¬ 
sionally beneficial and personally satisfying.” 

Business relationships built on trust and respect are one of the 
most satisfying aspects of Barbara Carreon’s career. The local sales 
manager with KBBT in San Antonio, TX, she says, “The best com¬ 
pliment you can receive as a seller is to have clients trust you and 
the recommendation you make for their business.” Carreon estab¬ 
lished a relationship with a QSR client during her first year in sales. 
Because I was new to the account, I wanted to do everything per-

fecdy. As the radio gods would have it, my first proposal had two 
typos in it, and some important details were missing. But we got 
through it, they loved the idea, and the results exceeded their 
expectations. Year after year, I was able to grow the business signif-
icandy. The media supervisor thanked Carreon for her efforts. “She 
let me know that it was the way I handled the unfortunate mistakes 
in that first presentation that gained her trust.” 

Sales careers abound with both tales of resounding successes 
and campaigns that didn t fulfill the client’s needs. So what keeps 
us showing up at work to face changing station policy, flipping for¬ 
mats, and unspoken client expectations? 

I stay because I love coming to work every day,” says Darlene 
Park, local sales manager with Clear Channel WLTT-Chicago. 
Meeting with clients, coming up with creative marketing solu¬ 

tions including selling air, web, streaming, events — there is so 
much we can offer to help companies grow their business." 

The bottom line is that sales training, motivational seminars, 
knowledge of the product, and knowledge of the clients’ business 
needs aren t enough to make it in radio sales. It takes a sense of 
humor and a belief that what you do on a day-to-day basis matters. 
You have to have radio under your skin. @ 

Kimberlee Taplay, a sales and marketing consultant and special events coordinator 

at CKPC Radio, Brantford, Ontario, recently completed the CRME course through 

t e Radio Advertising Bureau. She can be reached at 519-759- 1000, or e-mail 

her at ckpckimberlee@hotmail.com. 
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1 Reid On Sales _ ___ _ 

Win The People, And You Win The Business 
Understand your clients, and reap the benefits 

How many of us can grasp exactly 
what happiness is? If you understand 
happiness, you acquire newfound 
power, definition, and determination to 
make great things happen. These four 
interconnected components comprise 
the foundation of happiness: 

■ Truth 
■ Beauty 
■ Goodness 
■ Unity 
This perspective on happiness 

holds powerful relevance to the way 
you do business: People Come First. Treat 
people well, follow the golden rule, 
and business (sales) will follow. 

We salespeople understand that 
what really matters is conducting 
business with truth, honesty, good¬ 
ness, and unity. If your clients trust 
you, they’ll keep coming back with 
more business. Win the people, and 
you win the business. 

subsequently enjoy reciprocation. 
Once you identify the relationships 
you need to succeed, nurture them. 

WHAT WILL EXPAND YOUR SALES? 
Stop losing what you have! The 

temptation is to focus on how many 
contacts you have, which results in 
spreading yourself too thin. You 
wind up with acquaintances, rather 
than revenue-producing profes¬ 
sional relationships with any depth. 

Many salespeople lose sight of 
growing their revenue base from 
their existing clients. While it’s 
important to look for new business 
opportunities, your revenue growth 
is more likely to come from exist¬ 
ing clients. 

Create the right balance between 
quantity and quality. Never take any¬ 
one for granted, and don’t phone a 
client only when you hear they are 

WHAT IS YOUR UNIQUE SELLING PROPOSITION? 
In addition to winning the people, it is imperative that 

you have a clear understanding of the unique qualities you 
offer your clients. 

1. Are you a valuable client resource, or does your client 
perceive you to be just another time-wasting salesperson? 

2. What can you bring to the table that represents value to 
the client every time you grace his/her door? 

3. Will you be warmly welcomed, or given the quick shift? 
You should be able to provide your clients with a compelling 

proposition in one sentence. Unless you convey that compelling 
proposition, you’ll likely fail even to secure the appointment. 

DO YOU HAVE THE COURAGE TO WALK FROM BUSINESS? 
Know the kind of clients you want to do business with. Don’t 

sacrifice your dignity and personal integrity — there’s no reason 
to accept poor treatment from anybody. The old adage “the cus¬ 
tomer is always right” is flawed, although there are still some mis¬ 
guided station managers who don’t support their team members 
when a client is out of line. Protect your dignity. The ability to 
identify those who are unacceptable to you will help narrow your 
focus and enable you to work with clients you like and trust, and 

ready to buy — that’s professional suicide. 
To maintain and grow your clients, make it your personal 

crusade to understand what each client is looking for — then 
give it to them! That s the Wal-Mart secret to success. It’s pretty 
basic stuff, but the number of salespeople who fall down on 
the basics is remarkable. 

Great service might be as simple as keeping an eye out for 
a relevant article on the client’s business category and sending 
him a clipping.The key is to recognize each client’s differences, 
then address and meet those needs. Develop the relationship, 
and your revenue will follow. 

A VALUABLE THOUGHT... 

We learn from past mistakes, and sometimes you can only 
move forward by drawing on knowledge and experience from 
the past. But looking back can also create a dangerous envi¬ 
ronment where we plummet into the same pitfalls from the 
past. Be wary of the Rowboat Syndrome: As you go down the 
river, you re moving forward but facing backward. @ 

Robert Reid is president of Strategic Medio Soles, a radio consulting 

firm. He con be reached ot 616-821-4375 or e-mail 

StrategicMedia@sbcglobal.net. 
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How To Find And Hire Good Creative 
In Order To Find Creative, Be Creative 

In a previous article (Radio Ink, 
June 5, “In-House Creative Vs Out-
House Commercials”), I made the 
case for radio stations employing a 
creative services director versus leav¬ 
ing the writing tasks to account ser¬ 
vices or production personnel. My 
premise was simple: Radio writing 
specialists grow your station’s busi¬ 
ness by growing your clients’ busi¬ 
nesses, and have a positive impact on 
time spent listening. 

GMs, GSMs, and operations 
managers have a number of options 
for finding and recruiting radio 
writing specialists. A great pond in 
which to fish is advertising agencies. 
There are many great radio writers 
who long to unburden themselves 
from ancillary copywriting chores 
— like long-copy brochures, news¬ 
paper ads, and outdoor — and do 
nothing but write and produce com¬ 
mercials in a much more stimulating 

you separate the wheat from the 
chaff? I recommend asking for four 
things: One resumé and three sam¬ 
ple spots. Request that the prospects 
send you their own favorite spot, a 
humorous commercial, and an 
example of a compelling, dramatic 
“straight” read. Procure these 
before any interviews take place. 

When you’ve amassed a pool 
of interesting aspirants, make one 
final request — and this eliminates 
the possibility that any of the appli¬ 
cants have turned in samples that 
aren’t of their own making (perish 
the thought). Create a faux client, 
perhaps a restaurant or car dealer¬ 
ship. Ask the nominees to write a 
spec spot, making sure they know 
this is an audition using a make-
believe advertiser, and that the com¬ 
mercial will never be aired. 

The late Ray Barnett, a leg¬ 
endary CBS radio executive who 

environment, such as a radio station. During the years that I nur¬ 
tured my career in that vast pond, I longed for just such an 
opportunity. 

I found my own first foray into broadcasting when I replied 
to a recruitment ad in a publication category virtually every dis¬ 
affected agency copywriter reads avidly — trade magazines. 

Another avenue of access, admittedly much pricier, is a 
corporate recruiter or headhunter. Because the station usually 
pays to use this service, I’d shy away from this route. But one 
technique headhunters use, which station management can 
halo, is direct recruitment. Most radio stations require writers 
to sign a non-compete agreement, so recruiting in your local 
market is problematic. The next market over, perhaps less than 
an hour away, is fair game. 

I’ve fielded numerous calls over the years from out-of-my-
market radio station GMs who told me they were “network¬ 
ing,” looking to hire a talented creative services director. 
Perhaps, with all my contacts, I might be able to recommend 
someone? It doesn’t take a PhD to realize they were hoping I 
might be interested in the job myself. 

So, using trade pub recruitment ads or the direct approach 
will hopefully garner some qualified candidates, but how do 

came out of retirement to honcho a group of stations in 
Honolulu, used this approach, and I was more than happy to 
comply. I beat out a field of a dozen finalists, and spent four of 
the happiest years of my life on the isle of Oahu. 

Finally, when you’ve narrowed the field down to no more 
than three prospects, interview them. One important attribute 
of every successful creative services director is the ability to 
create meaningful interpersonal relationships with both the 
account staff and the clients. So your candidate needs to pass 
muster there, as well. Make sure the interview process includes 
meeting with some of your key account executives, your 
“earners” as Tony Soprano likes to say. Playing nicely with oth¬ 
ers is paramount. 

Last but not least: Pay your new creative services director 
handsomely. Think of how you instruct your salespeople to 
explain radio advertising to clients. It’s not an expense, it’s an 
investment — one that will give you a very nice return. You’ll 
soon discover the new director is worth every farthing. @ 

Steven J. Steinberg is creative services director for Nassau Broadcasting 

Partners in Portland, ME. He can be reached at 207-797-0780 or 

ssteinberg@nassaubroadcasting.com. 
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Win The People, And You Win The Business 
Understand your clients, and reap the benefits 

How many of us can grasp exactly 
what happiness is? If you understand 
happiness, you acquire newfound 
power, definition, and determination to 
make great things happen. These four 
interconnected components comprise 
the foundation of happiness: 

■ Truth 
■ Beauty 
■ Goodness 
■ Unity 
This perspective on happiness 

holds powerful relevance to the way 
you do business: People Come First. Treat 
people well, follow the golden rule, 
and business (sales) will follow. 

We salespeople understand that 
what really matters is conducting 
business with truth, honesty, good¬ 
ness, and unity. If your clients trust 
you, they’ll keep coming back with 
more business. Win the people, and 
you win the business. 

subsequently enjoy reciprocation. 
Once you identify the relationships 
you need to succeed, nurture them. 

WHAT WILL EXPAND YOUR SALES? 
Stop losing what you have! The 

temptation is to focus on how many 
contacts you have, which results in 
spreading yourself too thin. You 
wind up with acquaintances, rather 
than revenue-producing profes¬ 
sional relationships with any depth. 

Many salespeople lose sight of 
growing their revenue base from 
their existing clients. While it’s 
important to look for new business 
opportunities, your revenue growth 
is more likely to come from exist¬ 
ing clients. 

Create the right balance between 
quantity and quality. Never take any¬ 
one for granted, and don’t phone a 
client only when you hear they are 

WHAT IS YOUR UNIQUE SELLING PROPOSITION? 
In addition to winning the people, it is imperative that 

you have a clear understanding of the unique qualities you 
offer your clients. 

1. Are you a valuable client resource, or does your client 
perceive you to be just another time-wasting salesperson? 

2. What can you bring to the table that represents value to 
the client every time you grace his/her door? 

3. Will you be warmly welcomed, or given the quick shift? 
You should be able to provide your clients with a compelling 

proposition in one sentence. Unless you convey that compelling 
proposition, you’ll likely fail even to secure the appointment. 

DO YOU HAVE THE COURAGE TO WALK FROM BUSINESS? 
Know the kind of clients you want to do business with. Don’t 

sacrifice your dignity and personal integrity — there’s no reason 
to accept poor treatment from anybody. The old adage “the cus¬ 
tomer is always right” is flawed, although there are still some mis¬ 
guided station managers who don’t support their team members 
when a client is out of line. Protect your dignity. The ability to 
identify those who are unacceptable to you will help narrow your 
focus and enable you to work with clients you like and trust, and 

ready to buy — that’s professional suicide. 
To maintain and grow your clients, make it your personal 

crusade to understand what each client is looking for — then 
give it to them! That s the Wal-Mart secret to success. It’s pretty 
basic stuff, but the number of salespeople who fall down on 
the basics is remarkable. 

Great service might be as simple as keeping an eye out for 
a relevant article on the client’s business category and sending 
him a clipping.The key is to recognize each client’s differences, 
then address and meet those needs. Develop the relationship, 
and your revenue will follow. 

A VALUABLE THOUGHT... 

We learn from past mistakes, and sometimes you can only 
move forward by drawing on knowledge and experience from 
the past. But looking back can also create a dangerous envi¬ 
ronment where we plummet into the same pitfalls from the 
past. Be wary of the Rowboat Syndrome: As you go down the 
river, you’re moving forward but facing backward. S 

Robert Reid is president of Strategic Medio Soles, o radio consulting 

firm. He con be reoched at 616-821-4375 or e-mail 

StrategicMedia@sbcglobal.net. 
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How To Find And Hire Good Creative 
In Order To Find Creative, Be Creative 

In a previous article (Radio Ink, 
June 5, “In-House Creative Vs Out-
House Commercials”), I made the 
case for radio stations employing a 
creative services director versus leav¬ 
ing the writing tasks to account ser¬ 
vices or production personnel. My 
premise was simple: Radio writing 
specialists grow your station’s busi¬ 
ness by growing your clients’ busi¬ 
nesses, and have a positive impact on 
time spent listening. 

GMs, GSMs, and operations 
managers have a number of options 
for finding and recruiting radio 
writing specialists. A great pond in 
which to fish is advertising agencies. 
There are many great radio writers 
who long to unburden themselves 
from ancillary copywriting chores 
— like long-copy brochures, news¬ 
paper ads, and outdoor — and do 
nothing but write and produce com¬ 
mercials in a much more stimulating 

you separate the wheat from the 
chaff? I recommend asking for four 
things: One resumé and three sam¬ 
ple spots. Request that the prospects 
send you their own favorite spot, a 
humorous commercial, and an 
example of a compelling, dramatic 
"straight” read. Procure these 
before any interviews take place. 

When you’ve amassed a pool 
of interesting aspirants, make one 
final request — and this eliminates 
the possibility that any of the appli¬ 
cants have turned in samples that 
aren’t of their own making (perish 
the thought). Create a faux client, 
perhaps a restaurant or car dealer¬ 
ship. Ask the nominees to write a 
spec spot, making sure they know 
this is an audition using a make-
believe advertiser, and that the com¬ 
mercial will never be aired. 

The late Ray Barnett, a leg¬ 
endary CBS radio executive who 

environment, such as a radio station. During the years that I nur¬ 
tured my career in that vast pond, I longed for just such an 
opportunity. 

I found my own first foray into broadcasting when I replied 
to a recruitment ad in a publication category virtually every dis¬ 
affected agency copywriter reads avidly — trade magazines. 

Another avenue of access, admittedly much pricier, is a 
corporate recruiter or headhunter. Because the station usually 
pays to use this service. I'd shy away from this route. But one 
technique headhunters use, which station management can 
halo, is direct recruitment. Most radio stations require writers 
to sign a non-compete agreement, so recruiting in your local 
market is problematic. The next market over, perhaps less than 
an hour away, is fair game. 

I’ve fielded numerous calls over the years from out-of-my-
market radio station GMs who told me they were network¬ 
ing,” looking to hire a talented creative services director. 
Perhaps, with all my contacts, I might be able to recommend 
someone? It doesn’t take a PhD to realize they were hoping I 
might be interested in the job myself. 

So, using trade pub recruitment ads or the direct approach 
will hopefully garner some qualified candidates, but how do 

came out of retirement to honcho a group of stations in 
Honolulu, used this approach, and I was more than happy to 
comply. I beat out a field of a dozen finalists, and spent four of 
the happiest years of my life on the isle of Oahu. 

Finally, when you’ve narrowed the field down to no more 
than three prospects, interview them. One important attribute 
of every successful creative services director is the ability to 
create meaningful interpersonal relationships with both the 
account staff and the clients. So your candidate needs to pass 
muster there, as well. Make sure the interview process includes 
meeting with some of your key account executives, your 
“earners” as Tony Soprano likes to say. Playing nicely with oth¬ 
ers is paramount. 

Last but not least: Pay your new creative services director 
handsomely. Think of how you instruct your salespeople to 
explain radio advertising to clients. It’s not an expense, it’s an 
investment — one that will give you a very nice return. You’ll 
soon discover the new director is worth every farthing. @ 

Steven J. Steinberg is creative services director for Nassau Broadcasting 

Partners in Portland, ME. He can be reached at 207-797-0780 or 

ssteinberg@nassaubroadcasting.com. 
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?Luce On Management 

Increase Your Telephone 
Appointment Closing Ratio 

In the early morning, most sales departments are abuzz with 
reps on the phone setting up appointments with prospects. I often 
hear the proverbial, “I’d like to come over and talk to you about 
advertising.” Inevitably, I also hear, “We have something special 
that you might like to see coming up for Father’s Day.” These tech¬ 
niques endure despite their meager 5 percent closing ratio. 

DON’T GET SCARED AWAY 
Here are some of the worst responses you may hear from 

prospects. 
■ “Don’t ever call me again. You got that? I never want to 

hear from you again.” 
■ “Who the heck are you?” 
■ “Why don’t you take a flying leap, pal!” 
■ “You salespeople are all alike, a bunch of nitwits. Stop 

bothering me!” 

But if you follow the steps delineated below, you’ll be set¬ 
ting up appointments with a 7 0 percent closing ratio. 

PROPER FORM 
1. Introduce yourself and ask for the prospect by first 

name. Don’t ask for the “market director” or “GM.” This is very 
impersonal; from your research, you should already know his or 
her first name. Once you get the decision-maker on the phone 
(see “The Dos And Don’ts Of Telephone Etiquette: Part 1,” Radio 
Ink, June 5, 2006), try something like this: “Mr. Hahn, this is Sean 
Luce with Nome OfYour Company.” During the call, pause, smile, 
and stay relaxed — and stand up, don’t sit down at your desk. 

2. Purpose in calling/credibility statement: There are two 
ways to establish your credibility and purpose statement. One is to 
explain the research you have done on their business. “Mr. Hahn, 
I had the opportunity to walk through your furniture store last 
Tuesday afternoon. I spoke with one of your sales reps, Christy, 
who seemed very knowledgeable. I noticed some things inside 
your store that I may be able to help you with. I have some exper¬ 
tise in moving people through retail stores, and I’d like to share m y 
observations, as well as learn a litde more about your business.” 

The second opening is to use a benefit statement such as, “We 
have worked with many retail stores and have been successful 
moving potential customers through the doors. During the past 
few months, we have worked with use some examples of successful sto¬ 
ries where your station has increased traffic. Perhaps we can do the same 
for you. I need 20 minutes to determine if there is an opportunity 
to help with your business’s marketing strategy.” 

3. Trigger the buying motive: Ask one question that you 
know will have a positive response based on your in-store 
research. For example: “Is increasing the electronics part of 
your operation important to you?” Make sure you never ask a 
closed-ended question unless you know the answer. The infor¬ 
mation on electronics should have come from your discussion 
with Christy during your store visit. 

4. Trial close: “Good, I need 20 minutes. I will be in your 
area on Friday.” 

S. Contact concerns and objections: No matter how pre¬ 
pared you are, and even if you have already identified a need, 
you are still likely to encounter objections. 

How would you respond to the following? 
■ “I’m not interested in buying anything.” 
■ “I’m happy with my current advertising.” 
■ “Tell me over the phone/send the information by mail.” 
■ “I don’t have the time.” 

All objections can be answered by sticking to the reason for 
your call: to gain 20 minutes of their time to undergo a process 
that will benefit them by determining the potential for garnering 
increased prospects to their business (or whatever your pre-call 
research revealed that you could help them with). It’s also impor¬ 
tant to note that, on this first call, which will determine if there 
is a match or fit with your radio stations, you will not be selling 
air-time and it will be the most beneficial 20 minutes they’ve 
ever spent with anyone in marketing. You must truly have that 
confidence in yourself and your product. 

6. Confirm the next step: Once they have said yes, establish 
a time to meet. As I said in part one of this column, only use 10, 
20, 40, or 50 minutes after the hour. This sticks in the prospect’s 
mind. Confirm location and directions if necessary. Thank them 
by saying, I look forward to meeting with you.” Be sure to let 
the prospect hang up first. You don’t want to convey the message 
that you are in a hurry, anxious, or happy to get the call over with. 

Send your confirmation note immediately, so they receive 
it a day or two before the appointment. This cuts down on no-
shows and lets the prospects know you are serious about what 
you are doing. If they receive a confirmation/thank you note, 
there is an obligation to meet with you, or at least schedule an 
appointment -when they know they will be there. S 

Sean Luce is the head national instructor for the Luce Performance Group. He can be 

reac ed at 832-567-6340 or e-mail Sean@luceperformancegroup.com. 
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Blast From The Past 
THANKS FOR THE 
MEMORIES — 
When legendary ABC 
Top 40 programmer 
Rick Sklar relased his 
book Rockin’ America 
in 1984, he gathered 
with the staff of on-
air personalities who 
helped make his sta¬ 
tion great: (l-r) 
“Cousin" Brucie 
Morrow, Ron Lundy, 
Sklar, Chuck Leonard, 
and Harry Harrison. 

Photo courtesy of 

Blast From The Past 

SEARCH YOUR ARCHIVES. Pull the baes 
from your storage closet Radio Ink maga¬ 
zine is searching for old (or should we say 
mature?) photographs of people, stations, or 
promotions to use on our Blast page. All 
photos will be returned, but please be sure 
to LABEL them with identifying captions, 
including a return address and contact 
name. Mail to. Wendy Bernstein. Asst 
Editor. Radio Ink. 224 Datura St., Suite 
1015, West Palm Beach. FL 33401. or e-
mail to wendy@radioink.com. 

ARBITRQN DATES-

Winter 2006: Jan. 5 - March 29 

Spring 2006: March 30 - June 21 

Summer 2006: June 29 - Sept. 20 

Fall 2006: Sept. 21 - Dec. 13 

JULY 
July 13-16— The 31st Annual 

Conclave Learning Conference, 

Minneapolis. 

www.theconclave.com/ 

July 15-18 — NAB Executive 

Development Program for Radio 

Broadcasters, Washington, DC. 

o 202-429-5420. 

edp@nab.org 

July 18-19 — Sports Media 

and Technology Conference, 

Las Vegas. 

www.c4-sports.com 

July 20-22 — Public Radio 

News Directors Inc. Annual 

Conference. Los Angeles, CA. 

www.prndi.org/conferences/ 

July 24-26 — Michigan 

Broadcasters Annual Meeting, 

Boyne Falls, Michigan. 

www.michmab.com 

AUGUST 
Aug. 8-10 — Scarborough 

Sales, Research and Marketing 

Conference. Las Vegas, NV. 

www.scarborough.com/ssrm 

Aug. 16-20 — National 

Association of Black Journalists 

(NABJ) 31st Annual Convention 

& Career Fair, Indianapolis, 

w 301-445-7100 

www.nabj.org 

SEPTEMBER 
Sept. 6-8 — National 

Association of Black-Owned 

Broadcasters (NABOB) Fall 

Broadcasting Management 

Conference, Washington, DC. 

® 202-463-8970 

« 44-171-611-7500 

www.ibc.org 

Sept. 11-13 — Electronic 

Retailing Association 16th 

Annual Conference, Las Vegas. 

« 703-841-1751 

www.retailing.org/ 

Sept. 13-16 — Public Radio 

Program Directors Annual 

Conference. Philadelphia, PA. 

www.prpd.org 

Sep. 14 — NAB Small Market 

Group Executive Roundtable, 

San Diego, CA. 

www.nab.org/conventions. 

Sept. 20-22 — NAB Radio Show, 

Dallas, TX. 

www.nab.org/conventions . .. 

OCTOBER 
Oct. 13 — Commercial Radio 

Australia’s National Radio 

Conference, Luna Park, 

Sydney, Australia. 

www.commercialradio.com.au 

Oct. 16-18 — Consumer 

Electronics Association Industry 

Forum, San Francisco, CA. 

w 703-907-7500 

www.ce.org 

Oct. 20-21 — WMUC (Univ, of 

Maryland) radio alumni: 

Celebrate station’s 70th 

anniversary and university’s 

150th anniv., College Park, MD. 

w Doug Bertelmann, 

888-374-3040, ext. 85. 

groups.yahoo.com/group/wmu-

calumni. 

Sept. 7-12 — International 

Broadcasting Convention 2006, 

Sept. 25 — Broadcasters' 

Foundation 2006 Celebrity Golf 

Tourney, Greenwich, CT. 

www.broadcastersfoundation.org 

NOVEMBER 
N0V. 4 _ 2006 RHOF Induction 

Gala, Chicago, IL. 

® 312-396-0103. 

www.museum.tv 

Nov. 5-7 — Canadian 

Association of Broadcasters 

2006 Convention^ 

Vancouver, Canada. 

« 613-233-4035. 

www.cab.acr.ca 

Nov. 15-17 — National 

Association of Farm 

Broadcasters (NAFB) Annual 

Convention, Kansas City, MO. 

w 612-224-0508 

DECEMBER 
Dec. 5 — Forecast 2007, 

Harvard Club. New York, NY. 

a 561-655-8778 

www.radioink.com/forecast/ 

Dec. 7-9 — Middle East 

Broadcasters Association (MEB) 

Trade Show, Beirut, Lebanon, 

a 858-451-3887 

www.mebshow.com 

Send events to 

wendy@radioink.com. 

Amsterdam. 

( 
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"We're a firm believer in Harris. They've been keeping 
all of our markets on the air for over 20 years." 

Managing Content. Delivering Results. 

S“ ai in the 
Harris Radio team is rich vuith inn« « a ... • . $ °n °Ur on9 Ventage. Shaped by customer feedback, the riarns Radio team is rich with innovation and the industry's mnet l • , 
resources All with a fncn«d toam d a- + aV most comprehensive products, services and expert 

of innovation built on decades of pioneering soZons Zndio“o 

Buckley Broadcasting, turn to the trusted Harris team. For more information^aU sÔÕXbZb 

AM/FM AUDIO CONSOLES DIGITAL RADIO 
BROADCAST STUDIO HIGH POWER AM SYSTEMS & SERVICE 

assuredcommunications '" 
Broadcast • Microwave • r p Comm 

• Government Systems www.harris.com 




