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management . marketing  sales

This is the first of R&R's two annual
Marketing theme issues. Most of our
editors, including Sales & Marketing
Editor Pam Baker, focus their columns on
the issue of radio station marketing. Pam
stresses the importance of turning your
station’s identity into an identifiable and
marketable brand. She uses a coupie of
darling teenagers — the Olsen twins —
as an exampie of how branding can
become a billion-dollar business. The
issue of branding is also addressed in our
Management, Marketing & Sales section
by positioning expert Don Hallett.

Pages 12-18

SCHOENBERGER DEBUTS!

R&R's newest full-time format editor,
John Schoenberger, takes the reins of the
Adult Alternative format this week with a
“state of the format” address.

Page 120

WHO IS THIS WEEK'S LEGEND?
Dallas’ most enduring radio personality
might still be known as Irving Harrigan
had it not been for a brief fling with

" television. Do you know who we’re talking

about?
Page 31

* Rock radio legend Thom 0’Hair dies

* Pstar Kosann, Fred Bennett, Paul
Gregrey and Ed Quagliariello eam
promotions at Westwood One

* Rolf Schmidt-Holtz new
Pres./CEO at BMG

o Jetfery Liberman to head Entravision
Radio Division
Page 3

» DESTINY'S CHILD Independent Women... (Columbia)
CHRARHYTHMIC =

= QUTKAST Ms. Jackson (LaFace/Anista)

URBAN

» QUTKAST Ms. Jackson (LaFace/Arista)
URBANAC

» AVANT My First Love (Magic Jonson/MCA)
COUNTRY

* TIM MCGRAW My Next Thirty Years (Curb)

AL

» ‘N SYNC This | Promise You (Jive)

HOT AC

* MATCHBOX TWENTY it You're Gone (Lava/Atiantic)
NAC/SMOOTH JAZZ

* BONEY JAMES & RICK BRAUN R.S.V.P. (Wamer Bros.)
ROCK

»3 DOORS DOWN Loser (Republic/Universal)
ACTIVE ROCK

* GODSMACK Awake (Republic/Universal)
ALTERNATIVE

« LIFEHOUSE Hanging By A Moment (Dreamorks)

ADULT ALTERNATIVE
» F{VE FOR FIGHTING Easy Tonight (Aware/Columbia)
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Art Bell To Retum To Radio

I Premiere lures talk host out of retirement

EDITOR
alpeterson@rronline.com

Art Bell, who built a talk
show dynasty with
his compelling con-
versations about all
things unexplained,
will retumn as host of
Coast to Coast AM §
on Feb. 5. Bell left
the late-night talk ra-
dio show in April,
due to pressures
from family and le-
gal issues that he
said required his
full-time attention (R&R 4/7/
00). With those issues now
apparently resolved, Pre-
miere President/COO Kraig
Kitchin has successfully
managed (o lure the reclusive
tatk host out of retirement to
host the show that Bell origi-
nally created and took na-
tional in 1993.

Beli called the negotiations
for his return “brutal and
bloody!” but added, “The re-
sult? Fewer commercials,

and we’re back to five hours.”
Upon his return Bell will host
the show live Monday
through Friday, from 1-6am
ET. Current weekend
hosts Barbara Simp-
son and lan Punnett
will continue hosting
Saturday- and Sun-
day-night editions of
Coast to Coast, while
Dreamland — the
Sunday-evening pro-
gram created by Bell
— will continue to
air Sundays from
9pm-lam ET, with
Whitley Strieber as host,

When asked if he was
planning any changes to the
show upon his return, Bell
told R&R, *I don’t have any
plans to change it, and it will
remain the same genre. But
the show has always morph-
ed and changed over the
years, and I think that will
certainly continue.”

An obviously enthusiastic

BELL/Ses Page 42
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Sirius, XM Launch In Vegas

B Consumer Elecironics Show showcases services

EDITOR
Jjacobson @ rronline.com

LAS VEGAS — More
than 100,000 people cram-
med into the Las Vegas
Convention Center, Las Ve-
gas Hilton and Riviera Ho-
tel & Casino to check out
the coolest new clectronics
and sleckest new gadgets at
the annual Consumer Elec-

CES attendees erjoy the sights and sounds
at Sinus’ booth,

tronics Show. And every at-

tendee went home with the knowledge that satellite radio has arrived.

Sirius Satellite Radio and XM Satellite Radio both strove for
maximum visibility throughout the convention. Sirius plastered the
buses used to transport attendees to and from their hotels with ban-
ner ads, while both Sirius’ and XM's logos were featured prominently
on convention tote bags. On the convention floor, both companies
had prime locations just inside a main entryway. Their booths were
packed with journalists and retailers for the duration of the conference,

CES/See Page 42

XM Aborts Launch Of First Satellite

The long-anticipated launch of
Roh, the first of two orbiting sat-
olites from XM Sateliite Radio,
was halted 11 seconds before
Kftoff Monday when an engineer
for satefite-maker Boeing Satel-
lite Systems discovered what he
thought was an incommect mea-

surement on the satelite’s instru-
mentation.

By the time he could establish
that the measurement was within
specifications, the launch window
had closed. “The short launch

XM/See Page 25

Radio’s Wild Wall St. Ride

B Hispanic B’casting hammered on 04 forecast

By JERREY YORKE
R&R WASHINGTON BUREAU CHIEF
yorke@rronline.com

The Federal Reserve’s Jan. 3
half-point interest rate cut im-
mediately sent Wall Street into a
buying frenzy. And radio was
one of the clear winners, as the
R&R composite index soared

Among the biggest gainers:
Clear Channel, up 11%; Citadel,
up 17%; Disney, up 11%; His-
panic Broadcasting, up 19%; Infin-
ity, up 16%; Saga, up 15%; Radio
Unica, up 12%; Viacom, up 17%;
and Westwood One, up 12%.

A day later shares of Hispanic
Broadcasting rose as much as

27.22 10 238.65 that day. STOCKS/See Page 8

Viacom-Infinity WABGC Hits Jackpot In Fall Arbs | Chapter 11 Filing
B“'o“t nela'od B' New York Talkker WABC rode  second through sixth weeks of mcedes Strateg'c

the conft of world-champi- y
Sllal'ellolder Vote onship mw an election MT'::D:;“tm share WABC Investor melt
By Joe Howarp cycle bursting with great fopics  eamed in the New York market Egﬂ“ﬂm@
;::o‘zﬁ%! mg‘if,ffu to finish the fall 2000 rating pe-  was nothing compared to how it ronr@rronline.com

riod with its bestnumbers infive  did in the suburbs: i went 2.8-

Although the deal was on
track to close this week, Viacom
has decided to delay-its $12.9
billion buyout of Infinity to al-
low time for Infinity’s sharchold-
ers to vote on the transaction.
Viacom made the decision after
a Delaware court backed up the
rights of some minority share- -
holders in an unrelated transac-
tion involving another Delaware
company. Infinity is incorpo-
rated in Delaware.

Infinity’s two largest share-
holders besides Viacom. Arturo
Moreno and William Levine,
have already agreed to vote in
favor of the transaction, which is
now expected 1o close shortly af-
ter the vote, scheduled for Jan.

VIACOM/See Page 10

years.

Other Talk stations in New
York did fine in the fall, but none
as well as WABC, which is the
New York Yankees flagship. New
Yorkers, with the help of WABC,
saw the Yankees breeze through
the playoffs and their celebrated
World Series triumph over their
crosstown rival Mets during the

Station (Format) Su'00 Fa'00
WLTW-FM (AC) 61 56
WONT-FM(CHRRhy) 57 55
WHT2-FM (CHR/Pop) 49 4.2
WCBS-FM (Oidies) 4.4 4.1
WSKO-FM (Tropical) 3.7 40

New York Nassau-Suffolk

4.3inLongislandand 3.2-5.9in
Monmouth and finished first inthe
debut markets of Middiesex and
Wesichester.

WABC was aiso undoubtedly
aided by a hot election year,
capped off by the comentious and
razor-close Senate race between
Hillary Rodham Clinton and Rick
Lazio.

Station (Formet) Su'00 Fe'00
WXRK-FM (Alt.) 53 54
WALK-FM (AC) 52 52

WBLI-FM (CHRPop) 54 47
WHTZ-FM (CHRPop) 52 44
WABC-AM (Talk) 28 43

COMPLETE RESULTS FROM NEW YORK, LONG ISLAND: PAGE 42.
RESULTS FROM ALL MARKETS: www.rronline.com

Strategic Media Research —
a company that has done every-
thing from conducting callout
music testing to serving as an
Arbitron gadfly — filed for
Chapter 11 bankruptcy protec-
tions this week in preparation for
a buyout by an all-star group of
investors.

The 20-year-old company said
the bankruptcy filing was a nec-
essary step in order to satisfy the
new investors. Acting CEO Kunt
Hanson noted, “The reason the
investors like the protection of
the Chapter 11 process is to have
an independent third party evalu-
ate and confirm that this offer is
in the best interests of the com-
pany.” Of course, the bankruptcy

STRATEGIC/See Page 42

See Joan Rivers at R&R's Talk Radio Seminar 2001. Register at www.rronline.com
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THEY GAVE YOU "EVERYTHING YOU WANT" IN 2000:
THE #1 MOST PLAYED RECORD OF THE YEAR!

OVER 140 ADDS THIS WEEK!
MOST ADDED AT TOP 40 AND ADULT TOP 40!

PRODUCED BY BEV BROSSE

PROGUCTI “I think this is a smash!! Could be their biggest song yet!”
mm Ea:,v e —Scott Sands, WZPL/Indianapolis
A&R : BAVID BENDETH
“Definitely a great song and could be a #1 record for sure!”
MANAEEMENT BY THE METROPOLITAN ENTERTAIWIENT GR0UP —Mary Ellen Kachinske, WTMX/Chicago

WWW.ERTICALRORIZEN.COM
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Schmidt-Holtz Set
As BMG Pres./CE0

Bertelsmann, moving quickly to
fill the void left by the death of
Rudi Gassner
(R&R 1/5), has
named  Rolf
Schmidt-Holtz
President/CEO
of BMG Enter-
tainment. Based
in New York and
Hamburg, he re-
ports to Bertels-
mann CEO Tho-

Schmidt-Holtz mas Middlehoff,

“Schmidt-Holtz
is a highly successful media execu-
tive with broad experience and a
deep understanding of Bertels-
mann’s businesses and is uniquely
suited to lead BMG,” Middlchoff
commented.

“His major successes include ex-
ecuting the merger of [European
broadcaster] CLT-UFA and achiev-
ing record profits while building its
leading market position. He has
consistently shown a great talent
for developing the highest-quality
creative content, and he has a deft
understanding of the new world of

SCHIMNDT-HOLTZ/See Page 42

Entravision Ups
Liberman To Pres.

Eatravision's Radio Division has
elevated Jeffery Liberman from
COO to President. Liberman joined
Entravision in April 2000, after the
company acquired Latin Communi-
cations Group.

Liberman had been responsible
for operating LCG's 17 radio sta-
tions in Califomia, Colorado, New
Mexico and Washington, DC. He
was also responsible for the local-
ized network formats that are now
being used by Radio Tricolor, Ra-
dio Romantica and Super Estrella.

*With over 27 years of experience
and an enviable track record. Jeff is
recognized as one of the most suc-
cessful radio operating managers in
the business.” said Entravision
Chairman/CEO Walter Ulloa.
“Most important. he knows the
Hispanic market and has been suc-
cessful in establishing multiple lo-
calized network formats that have

LIBERMAN/See Pags 42

R&R Observes
MLK Holiday

In observance of the Martin
Luther King Jr. Day holiday,
R&R's Los Angeles, Nashville
and Washington, DC offices will
be closed Monday, Jan. 15.

| his most recent position since August.1997,

! Hartford.

Radio Legend 0’Hair Dies

I Progrossive ploncer kad suffored stroke in 96

Progressive radio leg- Thomas Patric O'Hair first
end Thom O'Hair died made his presence inown
Monday at Sacred Hearnt in the radio world with the
Hoepital in Eugene, OR of sign-on of KCSC/Chico,

CA, which taunched him
f ino the pioneering free-
form days of FM radio

complications from a
stroke he suffered in
1996. He was 58.

if you've been in the
business for a while, then
you knew, or at least
knew of, Thom O'Hair.

For close 1o four decades X [
O'Hair was an impas- O'Mair as KSAN/San Francisco
sioned voice for the pow- and KMETALos Angeles.
er and creative potential of radio O'Hair was later involved with
embodied in its commercial, co-  KOFY/San Francisco and the 1984
lege, public and pirate forms.

Bom. in Chicago in June 1942, O'HAN/3se Page 25

Kosann, Bennett Appointed To
WW1 Sales, Affiliate Posts

Westwood One has shuffled the
executive decks in its New York of-
fice: Exec. VP/Affiliate Sales &
Programming Peter Kosann has
been transferred to the post of
Exec. VP/Advertising Sales at the
network. He succeeds Peggy
Belden. WW1 VP/East Coast Af-
filiate Sales Fred Bennett has been
tapped to succeed Kosann as Sr.
VP/Affliliate Sales. The company
has also appointed Paul Gregrey
to the Sr. VP/Advertising Sales,
Networks post, while Ed Quag-
Hariello becomes Sr. VP/Ad Sales,
Entertainment/Talk/Music and
Sports.

Kosann will oversee all of West-
wood One’s advertising efforts;
Gregrey will oversee ad sales for
WW1's RADAR-measured net-
works; while Quagliaricllo will su-
pervise ad sales for entertainment,
talk, music and sports program-
ming. Bennett will supervise affili-
ate sales.

WW1 President/CEO Joel Hol-

lander observed, *Peter has the tal-
ent and drive to achieve excellent
results in his new capacity. To-
gether with Paul Gregrey and Ed
Quagliariello, Kosann will direct
Westwood One’s sales efforts to
reach new heights and realize our
goals.”

Reganding Bennett, Hollander said,
“Fred’s extensive background in ra-
dio makes him well-suited for his
new role. He has delivered excellent
results as VP/East Coast Affiliate

WESTWOOD ONE/See Page 42

Saga Lifts Lada To Sr. VP/Operations

Warren Lada has been elevated from VP/Operations to Sr. VP/Opera-
tions at Saga Communications. A nine-year Saga veteran, Lada has held

From 1991 10 1997 he served as Regional VP of Saga/New England
and concurrently served as VP/GM of the company’s WAQY-AM & FM/
Springfield, MA. As part of his regional duties, Lada oversaw Saga’s
Manchester. NH and Portland. ME properties.

“Warren Lada’s commitment to the precepts and principles of Saga Com-
munications is exemplary,” Saga Chairman and-President/CEO Ed Chris-
tian said. *“Warren understands our dedication to broadcast excellence and ]
has done an outstanding job in his current roie as VP/Operations. Warren
is a credit to Saga, and this new title is easily warranted.”

Before joining Saga, Lada held various positions in sales and manage-
ment at WSTC & WJAZ/Stamford-Norwalk, CT and at WTIC-AM & FM/
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Lipman Rises To President Of Republic

Republic Records has promoted
Avery Lipman (o President. Based
in New York, he reports to
Universal Music Group
Chairman/CEO Doug
Morris and Universal/
Motown Records Group
Chairman Mel Lewinter.

“Avery is among a very
small group of pcople in
this industry who are uni-
versally well-respected for
their leadership, musical
abilities and professional-
ism and well-liked be-
cause of their integrity and
great personal warmth,” Morris
said. “He has done an excellent job
of building Republic into a success-
ful label.”

Lewinter noted, “Having worked
closely with Avery over the last
several years, I can say with great

Lipmen

confidence and affection that he will
continue to do a terrific job at Re-
public. He is a dynamic
record executive who pos-
sesses the strategic insights
and musical know-how nec-
essary to make Republic
even more successful in the
future.”

Lipman and his brother,
Universal Records President
Monte Lipman, founded
Republic in 1995 and sold
the label to UMG last year
for an undisclosed amount.
Avery Lipman previously
served as Sr. VP at the label. “Run-
ning Republic has been both chal-
lenging and rewarding. and |1 am
very excited about the company’s
possibilities moving forward.”

LIPMAN/Ses Page 24

KHMXIHouston Seleéts -Stevens- »As PD )

Jack Stevens has been appointed
1o fill the long-vacant programming
chair at Clear Channel Hot AC
KHMX (Mix 96.5VHouston. He
had been PD at Journal Broadcast
Group's Hot AC KMXW/Wichita.

“I'm from Texas, and 1 am very
aware of KHMX's neat legacy. 1

am proud to be part of the station.”
Stevens told R&R. “With the ex-
ception of KMXW. I've spent my
entire radio career in Texas and
grew up listening to Houston radio.
It’s too soon to say if there will be

STEVENS/See Page 25
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Radio Execs Invest In Their Companies
O Industry leaders show confidence despite falling stock prices

By Jor Howarn
R&R WASHINGTON BUREAU
Jhoward@ rronline.com

Despite the roller-coaster ride that radio stocks took in 2000,
executives at several radio companies showed their support for
the industry by buying up their cornpanies’ stock. While it could
be said that the execs were simply following the old “buy low, sell
high” dictum, their investments may also have helped to ease stock-
holders’ fears in the midst of a slowing economy and significant

drops in stock prices.

Entravision Communications
executives bought some $383 million
worth of their company’s stock in
2000. When the company went pub-
lic in August 2000, its per-share price
was $16.50. and it's recently been
trading at slightly less than that: In
the past ycar Entravision stock has
traded at as low as $9.87 and as high
as $20.56.

Executives at Salem Communica-
tions have also been investing heavily
in their company. Salem officers pur-

chased about $4.2 million in SALM
stock in November 2000, after shares
had dropped more than 50% from a
52-week high of $23.25 in January.
Salem President/CEO Edward At-
singer led the charge, picking up
229.000 shares at $10.13 per share.
Chairman Stuart Epperson bought
150.000 shares at $11.19 cach, and
CFO David Evans snagged 1.800
shares. Salem’s stock hit a 52-week
low of just over $6 in April.

Over at Citadel Communica-

tions, where shares fell 82% last year
and hit a 52-week low of $8 per share
in April, Chairman/CEO Larry Wil-
son bought 117,000 CITC shares be-
tween September and November,
while Director Robert Fuller picked
up over 30,000 shares. Citadel VP
Kenneth Maness bought 20,000
shares in November.

Meanwhile. Westwood One CFO
Farid Suleman purchased 100,000
WON shares in September, after the
company's stock had fallen 49% from
its 52-week high of $40.38 in March.

Vickers Weekly Insider Reports
Editor David Coleman explained to
Bloomberg, “Tt’s only when the ex-
pectations of the Street are outside
of the expectations of the people run-
ning the company that you have this
type of thing going on.”

‘I;1terep_ Repo‘r'tw(‘;Ohfir'm_s Rad‘id"s“l'h’fll;é‘hce

Interep has released a study that emphasizes the growing

importance of “mobile media,” including radio, as a way to reach
consumers. As people are spending more time in their cars, more
drivers are passing the time by listening to the radio. Thus, mo-
bile media have become an increasingly attractive option for ad-

vertisers.

The Interep report. titled “Hit the
Road: Radio’s Role in the Out-of-
Home Media Surge.” points out that
Americans are spending over i0Q
hours each day — over 60% of their
waking hours — with various media.
But media fragmentation has made
it more difficult for advertisers to
reach a mass consumer audience.
Since the majority of media — tele-
vision. the Internet. books. maga-
zines. video games and computer pro-
grams — are generally accessed
within the home or office. reaching
consumers in the less crowded out-
of-home arena has become more ap-
pealing.

The report states that over the last
30 years the number of vehicles on
the road has grown 147%. with the
number of daily car trips: surging
110%. In fact. more than half of all
adults now drive over 150 miles each”
week. Eighty-seven percent of those
who drive over 250 miles per week
listen to the radio on an average
weckday, compared to 79% who
watch television. and 50% of heavy
drivers can be classified as heavy ra-
dio listeners. compared to 31% who
arc heavy TV users.

Also important to advertisers,
heavy drivers tend to be more upscale
consumers. According to Mediamark

Research. adults with household in-
comes over $100.000 are 53% more
likely than the average adult to drive
over 100 miles per week.

Revenues On The Rise

Recent studies of selected radio
markets also bode well for the me-
dium, showing impressive numbers
for radio revenue growth. Duncan’s
American Radio found that Charlotte.
NC was the fastest-growing market
in radio revenues from 1994-1999:
Revenues soared 121%, from $47.9
million in 1994 10 $105.9 million in
'99. But Duncan expects Las Vegas
to grow most quickly over the next
five years, based on a 51% revenue
Jump, from $71.9 million in 1999 0
$108.6 million, in 2000.

Duncan projects that Austin will
come in second to Las Vegas. with
revenue growth of 50% — radio

INTEREP/Sse Page 10
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he Seattle Times reported Monday that Ackeriey Group, which owns

the NBA's Seattie SuperSonics, is close 10 selling the team because of
recent financial l0sses. AK shares rose 18% on the news, closing up $1.69
to $11.13 Monday on trading of 230,000 shares — almost five times the
three-month daily average volume. Shares inched upward again on Tues-
day, closing up 12.5 cents 10 $11.25. Howard Schultz, Chairman of Seattie-
based Starbucks Corporation, will reporiedly pay $200 million for the tearn.
The Sonics and WNBA sister team the Seattie Storm had a combined loss
of at least $7 million during the last fiscal year and may lose up to $11
million this year. The Timesadded that Ackeriey has not as yet informed the
NBA of an impending sale.

House Commerce Commitise Sheds Responsibility,
Chairs Change

n a Republican-led move to divide power-among party House leaders,

last week the House Banking Committee was given expanded authority
over the insurance and securities industries. Those areas were formerly
under the Commerce Committee, which also oversees communications.
Commerce Committee Chairman Mike Oxiey, who authored the anti-LPFM
Radio Broadcasting Preservation Act of 1999, has taken control of the
Banking Committee, and Louisiana’s Billy Tauzin, most recently Chairman
of the Telecommunications Subcommittee, has been named Chairman of
the Commerce Committee. On Jan. 9 Tauzin appointed Ken Johnson, his
longtime adviser and spokesman, Communications Director and spokes-
man for the Commerce Committee.

FCC Actions

he FCC has decided to look more closety at two proposed Clear Chan-
nel deals: Clear Channel's purchase of WMXF-AM/Waynesville, NC
from Blue Dolphin Communications, filed with the agency on Dec. 26,
2000, and its purchase of KORD-FM/Richland, WA from Marathon Media
Group, filed Dec. 19. The commission is concemed about ownership con-
centration and ad revenue share in the markets. That is also why the FCC
is holding up Commonwealth License Subsidiary’s acquisition of Shelby
Media's KLHK-FM/Dutton, MT.
¢ The commission has flagged Muscogee Broadcasting's sale of
WEAM/Columbus, GA to Davis Broadcasting because Davis aiready owns

Ceatiawed on Page 8

R&R Stock Index

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

Change Since
15100 1229/00 1sm w0 12029/00-1/5/00
R&R Stock Index  368.22 219.33 25087 -N% +14%
Dow Industrials  11,122.65 10,78685 10,66201 <4.1% -12%
S&P 500 1402.11  1320.88 129835 74% -1.7%

Today's level of fierce competition demands that you prominently display your name every chance you get (location broadcasts, concerts, station spon-
sored autograph sessions, etc.). With theft, vandalism and oss, it becomes a costly proposition to continuously replace expensive signs and banners

costing hundreds of dollars.

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

Durable banners for an affordable price.
UV stabilized plastic won't fade indoors or outdoors.

Simply FAX your logo and color separation information

for a free price quote.

©2000 Reef Industries, Inc.

PLASTIC
BANNERS

www.americanradiohistorv.com

Reef Industries
9209 Almeda Genoa
Houston, Texas 77075
1-800-231-6074
713-507-4200 Fax: 713-507-4295
E-mail: ri@reefindustries.com
www.reefindustries.com
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“THIS IS A TOTALLY NEW APPROACH 0 sales recruitment and it works.
Because of the way the system works, all the applicants — and there were a lot of them — took the process
seriously. As a nice by-product, the advertising approach used raised the activity
of people calling the station who were interested in the job.

“Here's the bottom line: many people responded,
the in-depth profiles we received on each of them were
Jantastic, and we have hired five strong people because
of this system. And the process only took about three
weeks. That’s pretty impressive.*®

BLAISE HOWARD

VICE PRESIDENT / GENERAL MANAGER
WBEB (B-101)

PHiLADELPHIA

“I’LLL. ADMIT [ was a little skeptical about this new process at first because finding great
salespeople is a difficult job. I've found it's always taken a tremendous amount of time and energy from me
and others... time that we could have spent generating revenue. And sometimes, despite my best efforts,
our recruiting would end up without hiring a single person.

But the results of this process have made a believer out of me! Through its self-qualifying nature,
the power of a highly effective advertising approach, and the initial screening and testing program, we
identified more qualified prospects than we ever have...and fast.

We narrowed it down to eight impressive

. . JENNIFER HART
candidates, out of which we hire’d the two new GENERAL SALES MANAGER
salespeople we needed...and we’re very excited WKRR (Rock 92) / WKZL

about them.” GREENSBORO

HOW TO GET
ALL THE GREAT
SALESPEOPLE
YOU CAN USE
IN 27 DAYS.

A SPECIAL PRESENTATION OF THE PROCESS AT THE RAB CONVENTION
SATURDAY, FEBRUARY 3RD AT 9:30 A.M.

Moyes Research
y

www.americanradiohistorv.com
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Radio Business

ll DEALOF THEWEEK [l 2001 DEALS TO DATE
Doitars to Date:
© WIZY-AMFairviow, e o0
iy i
Waynesville (Ashevilie), NC -
Biguanie | Stations Tradod This Yoar: 15
| Stations Taded This Wook: 15
(Last Yoar: 27)

Russsiiville, AR $5.6 milion

$1.25 milion
© WJIET-FWErle, PA $5 million

Clear Channel Emands In Asheville

O Acquires quartet from Blwe Dolphin for $7.5 million; Burken buys seven in Arkansas for $5.6 million

Deal Of The Week
North Carolina

WTZY-AM/Fairview,
WQNQ-FM/Oid Fort
(Asheville) and WMXF-
AM & WQNS-FW/
Waynesville (Asheville)

PRICE: $7.5 million

TERMS: Asset sale for cash
BUYER: Clear Channel Communi-
cations, headed by Chaiman/CEO,
Radio Randy Michaeis. Phone: 606-
655-2267. it owns 1,157 other stations,
including WWNC-AM & WKSF-FMW/
Asheville.

SELLER: Blue Doiphin Communi-
cations Inc., headed by President
Edward Seegar. Phone: 843-849-
0076

FREQUENCY: 880 kHz; 104.3 MHz;
1400 kHz; 104.9 MHz

POWER: 5kw; 550 watts at 1,043 feet;
1kw; 240 watts at 1,581 feet

FORMAT: News/Talk; Hot AC; Adult
Standards; Classic Rock

BROKER: Jorgenson Broadcast
Brokerage

KRRD-FM/Atkins,
KVOM-AM & FW
Morrilton, KXIO-FW
Clarksville, KCAB-AM &
KCJC-FM/Dardanelle
and KWKK-FW/
Russaliville

BUYER: Burken LLC, headed by
Chairman Steven Burr. No phone
Ksted. it owns four other stations. This
represents its entry into the market.

SELLER: KVOM Inc., headed by.

President Fran Harp, is selling KRRD
and KVOM-AM & FM. Phone: 501-
968-6816. River Valley Radio Group,

also headed by Harp, is seling KCAB,
KCJC, KWKK and KXIO. Phone: 501-
354-2484

FREQUENCY: 99.3 MHz; 800 kHz;
101.7 MHz; 106.9 MHz; 980 kHz;
102.3 MHz; 100.9 MH2z

POWER: 4kw at 394 feet; 250 walts
day/42 watts night; 6kw at 226 feet;
6kw at 112 feet; Skw day/32 watts
night; 1kw at 1,322 feet; 6kw at 328
foet

FORMAT: Classic Rock; News; Coun-
try; Country; News; Country; AC
BROKER: Bill Cate of Sunbeit Me-
dia

KBMF-FM/High Point
and KAKU-FW
Springfield

PRICE: $1.25 million
TERMS: Asset sale for cash
BUYER: Bott Radlo Network,
headed by owner Richard Bott.

Phone: 913-642-7770. it owns 11
other stations. This represents its en-
try into the market.

SELLER: American Family Asso-
ciation Inc., headed by President
Donald Wildmon. Phone: 662-844-
8888

FREQUENCY: 89.9 MHz; 90.1 MHz
POWER: 18kw at 325 feet; 6kw at 489
feet

FORMAT: N/A; Religious
COMMENT: KBMF-FM is currently
representad as a construction permit.

WJET-FM/Erie

PRICE: $5 milion

TERMS: Asset sale for cash
BUYER: Regent Communics-
tions, headed by Chairman/CEO
Terry Jacobs. Phone: 858-282-
0030. it owns 44 other stations, in-
cluding WRIE-AM, WXKC-FM &
WXTA-FM/Erie.

TRANSACTIONS AT A GLANCE

AJ transaction information provided by
BIA's MEDIA Access Pro, Chantily, VA.

© KRAD-FWAtine, KVOM-AM & FiMorritton, KOO0-FM/
Clarksville, KCAB-AM & KCJC-FW/Dardansdie and IKWIKK-FW/

© KEMF-FMMigh Point and KAKLU-FWSpringfisid, MO

© WEIO-AM/Esu Claire, Wi $200,000

SELLER: NextMedia Group, headed
by Presidentico-COO Skip Weller.
Phone: 303-694-9118
FREQUENCY: 102.3 MHz

POWER: 2kw at 614 feet

FORMAT: Adult Atemative

WEIO-AM/Eau Claire

PRICE: $200,000
TERMS: Asset sale for cash
BUYER: Totus Tuus Communica-
tions, headed by President Stephen
Gejdosik. No phone listed. it owns
no other siations.

SELLER: Alpenglow Communica-
tions Inc., headed by President David
Barrett. Phone: 715-836-9476
FREQUENCY: 1050 kHz
POWER: 1kw day/500 watts night
FORMAT: Religious

BROKER: Jack Minkow of Broad-
casting Asset Management Corp.

Stocks

Continued from Page 1

36% after Thomas Weisel Partners
analyst Gordon Hodge issued a re-
port that said advertising in Hispanic
media remains healthy, though ad
sales have slowed in other radio and
TV markets. Hodge said companies
are spending more on radio and TV

ad spots on Hispanic stations to reach
the growing Hnspnmc population and
that Hispanic media were up
about 15% for 2001, compared to 5%
for general-market advertising. HSP
shares closed up $6.69, or 24%, to
$35.50, after being as high as $38.88
that moming.

But the investor exuberance was
short-lived. By Jan. 5 radio stocks had
dipped amid general-market con-
cems. The R&R composite index
dropped 15.1910 250.87 as some gen-
eral-market companies failed to meet
camings expectations. Hardest hit
were Clear Channel, Westwood One
and XM (each down about 8%),
Sirius (down 7%) and Infinity (down
5%), as well as most of the Spanish-
language broadcasters — Hispanic
Broadcasting and Radio Unica both
fell about 6.5%, and Entravision
slipped 5%. Spanish Broadcasting
System managed a 7% gain.

Hispanic Broadcasting took an
even larger tumble after it announced
Sunday nigit that it will post lower-
than-expected revenue and broadcast

cash flow for the fourth quarter. Rev-
enues are expected to be approxi-
mately $60 million, representing an
approximate 10% growth rate com-
pared to last year. BCF is predicted
to be between $24.5 million and $25
million, representing a 15%-20%
drop from earlier forecasts. Afier-tax
cash flow will come it between 20
cents and 21 cents per share.

The company said revenue growth
sluﬂeddunngdlequmerﬁunsum
midicens comparable growth in Oc-
tober to a slight revenue decline in
December. Q4 performance was also
affected by a ptevnously disclosed
increase in promotion and marketing
expenses and from operating losses
in the company’s Intemet division.

For 2001 the predicted
revenues of $267 million — slightly
higher than the $265 million pre-
dicted by First Call analysts. 2001
income is expected to come in at
$47.5 million, or 43 cemts per share
— 4 cents lower than analyst esti-
mates — due (0 losses in the Intemet
division. BCF is expected to come in
at $120 million and ATCF at $91.9
million. On Monday shares in HSP
tumbled 32% as a slew of analysts
raced to refigure their forecasts.

All of this occurred just days after
Spanish-language radio business.
*“That niche market was viewed as
recession-proof,” Deutsche Banc
Alex. Brown’s Andrew Marcus told

Bloomberg. “Obviously that view has
now changed.”

Indeed, Marcus cut Hispanic
Broadcasting’s rating from “strong
buy”™ to “buy.” Salomon Smith
Bamey's Niraj Gupta downgraded
HSP from “buy” to “outperform™ and
cut the issue’s 12-month target price
from $40 to $34, while Prudential
Securities’ James Marsh dropped the
rating from “hold” to “sell” and the
12-month price target from $31 to
$25. Marsh, who says he’s been “less
than bullish on this Hispanic media
group,” adds, “The earnings miss,
increased competition, slower growth
and a sloppy ad market result in valu-
ation disconnect.”

Other HSP : Banc of
America’s Timothy Wallace, from
“strong buy” to “market perform,”
and William Blair & Co.’s Alissa
Graham, from long-term “buy™ to
“hold.” JP MorganChase & Co.’s
Vinton Vickers was more optimistic
in reiterating HSP's long-term “buy™
rating, but he cut the company’s
ATCF estimates from 21 cents 10 20
cents per share in Q4 2000 and from
87 cents to 83 cents for 2001.

Morgan Stanley Dean Witter's
Frank Bodenchak lowered his HSP
rating from “anpelfmn"to“lumal."
his 2001 target price from $35 10 $30
and his 2002 target from $42 to $36.
Bodenchak suggeswd that “investors
looking to maintain exposure 0 radio
may wish to swap into Clear Channel

wWww.americanradiohistorv.com

or Entercom — other investments that
are high-quality in nature but carry
much less risky valuations.” He said
that while the neas-term fundamen-
tals are weak and valuation is high,
“HSP remains one of the highest-
quality radio investments over the
long term, given its management, bal-
ance sheet, asset portfolio and demo-
graphic focus. We will look to up-

grade as fundamentals and valuation
i 5
Meanwhile, Radio One said on
Tuesday that it expects record Q4 re-
sults, expecting to achieve net rev-
enue of more than $57 mitlion and
BCF of more than $29.5 million. sub-
ject to year-end audit adjustments.
The figures were in line with earlier
company forecasts.

Continued from Page §
WFXE, WKZJ & WOKS/Columbus. For similar reasons, the FCC s scru-
tinizing the sale of KINX/Laramia, WY by Monigomery Brosdcasting 1o

Laramie Mountain

KIMX is consicered by the FCC tobe
inthe Cheyanna, WY market, as well as in Laramie, and Laramie Mountain
already owns KLDI & KRG Chayenne.

in each of these cases FCC concems could mean 8 long wait for the
parties invoived; the comimission may delay acion on the salss until afler
completes on how it defines radio markats. .

o The FCC has reaffirmed its $14,000 fine ageinet Amoid Broadcasting's
KNEG-FM/Yuma, CO. The station wes fined for numemus violations, in-
cluding failures 10 install and test an Emargency Alart Sysiam, o designate
a chist operator for the station, 10 keep technical records and o post an
number, The FCC originally propossd & $18,000 pen-
alty, with certain fines adjusted upwerd basad on he "sgregious” nature of
80me violations. One EAS fine was raisad baonuss the company's Wiliam
Amold has 35 years of broadcasting axparience and has served as an
EAS Chairman, which, the FCC said, made the siation's EAS viclations
“particularty iroublesoma.” Amokd Broadcasting angued against how some
of the fines were assessad, and ths commission uitimaisly lowsrad the
panaties by $2,000. Amold Broadcasting must pay $14,000 within 30 days.

Continesd sa Page 10
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WESTWOOD ONE presents..

ABSOLUTELY LIVE

The new live concert series that kicks-a**]

KID ROCK

DALIE MATTHELIS E'HHD

KOSIN

and more...

exclusively from

FOR THE BEST LIVE CONCERT PROGRAMMING CALL 888.WESTWOOD

www americanradiohistorv com
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Viacom Loses Employee"

Radio Business

Benefits Case

The US. Supreme Court has ruled in favor of a former CBS
employee who sued Viacom for retirement benefits he accrued

during his tenure with CBS.

Before 1994, CBS allowed work-
ers who had been laid off and who
met age and service requirements to
receive retirement benefits before the
normal retirement age. But in 1994
Viacom amended the policy so that
only workers who had been laid off
because of a location shutdown, job
movement or other, specified reason
would receive the benefits.

Harry Bellas, a 33-year employee
of CBS. was laid off by Viacom in
1997. In a filing with the Third U.S.
Circuit of Appeals in Philadelphia,
Bellas argued that he and other
Viacom employees were entitled to
benefits they would have received
under an carlier version of the plan,
citing the Empioyee Retirement In-
come Security Act. which sets rules
for employer-sponsored pension,
health and disability plans. That law
bars companies from cutting accrued
retirement benefits.

Bellas™ lawyers referred to their
client’s CBS retirement benefits as
“an accrued bencefit that could not be
reduced or eliminated by amend-
ment.” The appeals court agreed. say-
ing that companies may not reduce
retirement benefits once an employee
has put in the required years of ser-
vice. The court also ruled that layoff
benefits that continue beyond normal
retirement age are covered by the
same legal protection as retirement
benefits.

Asserting that the ruling was
“riddled with error.” Viacom appealed
to the Supreme Court — with the sup-
port of employer groups that said the
ruling would curtail empioyers’ flex-
ibility to make changes in employee
benefits packages. The Supreme
Court has nonetheless upheld the.
lower court’s decision.

—Joe Howard

Interep
Continued from Page 6

revenues in Austin rose from $76.4
million in 1999 to $114.5 million last
year. Raleigh-Durham came in third
in the projections. at 46%. having
surged from $74.7 million 10 $108.9
million from 1999-2000.

The Fredericksburg, VA market is
now being measured by Arbitron. Lo-

cated about an hour south of the
nation’s capital. the market includes the
surrounding counties of Caroline. King
George. Orange. Spotsylvania and
Stafford and has a 12+ population of
221,300. Fredericksburg will be ranked
No. 162 out of 284 markets and will
be rated four times a year, beginning
with the spring 2001 survey.

—Joe Howard

Viacom

Continued from Page 1
16 and open to all sharcholders of
record as of that date.

Infinity President Mel Karmazin
wasn 't fazed by the delay. “Our stock-
holders have becn overwhelmingly
enthusiastic about the transaction,
which is a win-win for Viacom and
Infinity.” he said. “In light of the
Delaware decision. we decided to
scek a shareholder vote to eliminate
any uncertainty created by the ruling.”

Viacom and Infinity had entcred
into an agreement under which

il

Viacom will acquire all of the out-
standing shares of Infinity common
stock that it doesn’t already own. The
Viacom board of directors voted
unanimously in favor of the deal af-
ter receiving the unanimous recom-
mendation of a special committee of
independent directors. The commit-
tee had been advised by separate le-
gal and financial advisers.

In response to the news., UBS
Warburg analyst Christopher Dixon
reiterated Viacom's “strong buy™ rat-
ing with a year-end 2001 target price
of $84.

Continued from Page 8

¢ The FCC is expected to extend its review of the AOL-Time Warner merger, according to online reports by the
wall Street Journal. The commission had expected to conclude its review by Dec. 31, 2000 but will continue the
review into this year. The delay is expected to result in additional merger costs for the parties.

* The FCC will aliow Circle Broadcasting to selt WELX-AM/Callahan, FL to P&B Broadcasting. Circle President
Nestor Miranda was convicted in February 2000 on money-laundering charges and sentenced to more than 17 years
in prison. Miranda has appealed the conviction, but Circle is selling the station under the FCC's “Second Thursday”
policy, which, among other things, allows convicted felons to sefl their stations before the commission begins license-
revocation proceedings, provided the felon receives no financial gain from the distress sale. A majority of the pur-
chase price will go to creditors, and the rest will go to Circle minority owner Edusa Holding.

* The FCC has canceled a proposed $7,500 fine levied against ham radio operator Michael Gallagher in 1999.
Gallagher was cited for failing to operate his amateur radio station “in accordance with good amateur practice.”
Gallagher admilted to interfering with an amateur radio ciub's repeater by making broadcasts with a disguised voice
but offered to surrender his license, since paying the fine would impose a financial hardship. The terms were ac-
cepted, and Gallagher may not reapply for a license for five years.

Viacom To Sell $1.5 Billion In Securities

lacom plans to seli $1.5 billion in global debt securities with five-, 10- and 30-year maturities. The sale is being
managed jointly by Merrill Lynch and Goldman Sachs. R&R reported recently (1/5) that Viacom had filed a sheif
registration with the SEC to seli $5 billion in securities.

Primedia, Brill Form Media Central

rimedia is combining its 172 newsletters, magazines, websites, conferences, databases and other products that:

focus on the media industry into new subsidiary Media Central. Brill Media Holdings has a minority interest in
Media Central, and Steven Brill will be the new entity's Chairman/CEQ. Primedia also recently acquired Paul Kagan's
media operations.

Clear Channel Deals With Day Interactive

ay Interactive, a Zurich, Switzerland-based Intemet software company, said it has won an order to supply Clear

Channel's Premiere Radio Networks with web-publishing software. The deal immediately helped boost Day's
stock 16 Swiss francs to 150 francs (equivalent to $93) last week. The stock had previously plummeted 84% from a
high of 780 francs on concern about Day's eamings.

Moll To Lead Clear Channel TV

illiam Moll has been named President of Clear Channel’s television division. Moll has a background in radio,

having been President of Harte Hanks Broadcasting Group in San Antonio. He also has extensive TV experi-
ence: He has served as President of WNBC-TV/New York and, most recently, as President/GM of WKRC-TV/Cincin-
nati. Moll reports to Clear Channel Communications President Mark Mays.

St. Louis Broadcasters Promote Gateway City

St. Louis’ 19 radio stations, along with other broadcast outiets, joined forces recently to donate more than $300.000
in airtime to “re-energize regional civic pride” with a campaign called “St. Louis, We Got It Good.” Emmis/St. Loui:
Sr. VP/Market Manager John Beck conceived the initiative last year after he discovered that St. Louis’ revenues had
fallen short of the market’s No. 18 ranking. With heip from Infinity's KMOX VP/GM Karen Carroli, he enlisted the aid of
Bonneville, Clear Channel, Radio One and Bott Broadcasting stations in the promotion. The program was initially set
to run for three weeks, but Beck toid R&R that he expects it 1o run longer. He said, “One of the many positive results
of consofidation in the radio industry is that, unified, we can deliver greater benefits to the community.”

TM Century Profits Jump In Fiscal 2000

usic- and jingle-production company TM Century reported a net profit of $945,000, or 38 cents per share, for the

fiscal year that ended Sept 30, 2000. The company lost $12,470in 1999. Before one-time adjustments of $440,000,
TM Century eamed $505,000 last year. Meanwhile, revenues climbed 11%, from $6.2 million in 1999 to $6.9 million in
2000, and EBIDTA soared 189%, from $447,000 to $1.29 million.

FMIAR

THE MOST IMPORTANT
DATES IN TALK RADIO

MARINA BEACH MARRIOTT, LOS ANGELES, CA
EARLY BIRD REGISTRATION $385
WWW.RRONLINE.COM

- MARCH 8-10,2001

www.americanradiohistorv.com
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© Todd Fisher in the GM Spotlight, Page 14

¢ Overcoming your fears with Dick Kazan, Page 18

¢ Radio Gets Results with WCMF/Rochester, Page 18

management

marketing

{ SALES & MARKETING }

sales

“People suffer from the same disease as products.

They try to be all things to all people.”
— AL Ries and Jack Trout;
Positioning: The Battlc for Your Mind

BEHIND THE BRAND:

THE MARY-KATE AND ASHLEY STORY

B Recognizing and capitalizing on your station’s brand-name potential

By Pam Baker In 1987 Mary-Kate and Ashley

Sales & Marketing Editor
pambaker € monine.com

Olsen were making a decent
salary of $4,800 a week playing
the role of the youngest daugh-
ter, Michelle, on the television
series Full House. Today the 14-
year-old twins are a billion-dol-
lar brand, with overall sales of
more than $1.2 billion in books,
videos, video games, records,
films, two television
series in rerun and
two more in produc-
tion, Mattel fashion
dolls, as well as a
new clothing line produced exclusively
for Wal-Mart. They also have America’s
first tween lifestyle magazine, sched-
uled to launch in March, on the way. On
top of all that, they own the copyrights
and trademarks relating to their brand
name and image for all projects in all
media with the exception of their first
two television series, and now they pro- {
duce every single project they star in.
Wow — these are two smart, lucky and
wealthy teenage girls!

Obviously, these kids didn’t achieve this
level of success on their own. They have a brilliant and
strategically minded manager, Thorne & Co. CEO
Robert Thorne. Thorne, who also serves as President of
Dualstar Entertainment, the company formed by Mary-
Kate and Ashley, mapped out the master plan that has
turned the girls into what Wall-Street has described as
the “young Martha Stewarts” of the 6-to-12-year-old
world.

I met Thorne in November of last year at the EPM
Entertainment Marketing Conference in Los Angeles,
where he was a panelist at the session “Licensing:
Turning Celebrity Into a Brand.” The session was full of
ideas that can be applied to radio. Imagine transforming
your station or morning team into a valuable brand
name, thus generating substantial revenue and creating

customer loyaity. It could be the ultimate nonspot
revenue project!

When { spoke with Thorne he was very generous
with his suggestions and tips, offering his secrets for
successfully building a brand. To help you apply his
techniques to your radio station, I've included some
suggestions and ideas that pertain directly to radio.

IDENTIFY YOUR ASSETS

“Begin with a good product,” Thorne says, “and
protect the brand image.” Keep the
look and logo the same for all
related materials. For Mary-Kate
and Ashley Olsen, their look and
brand name are represented by
mary-kateandashley — no last
name, no separate words, but one
complete, color logo that represents
the Olsens as a brand.

The twins appeal to the often-
neglected demographic of girls
between the ages of 8 and 12, called
“tweens,” and the teen market of
girls ages 13-19. TVQ Inc.’s Q score
ratings, which measure the popu-
larity of entertainers, show that the
Olsens are the most popular and
recognizable young Hollywood
icons among American children be-
tween the ages of 6 and 11. Thorne saw those figures and
knew that there was no brand dominating that
demographic. He says, “Sure, there were fads, but no
celebrity role models.” He saw that lack as a perfect
opportunity.

What can be considered a brand? Any person or
product that has high awareness, a distinctive
personality, unique and meaningful positioning with
a targeted group of consumers, a proven track record
and longevity, or “brand-stretch.” “Brands break
through the clutter,” The Beanstalk Group’s Michaetl
Stone says. “They act like a seal of approval.”

Does your station fit the criteria for a brand? Does it
have high awareness in your market? Does it possess a
distinctive personality? Does it have a unique and
meaningful position with a targeted group of
consumers? Does it have a proven track record? If you
can answer yes to all these questions, congratulations!
You're on the way to becoming a lucrative brand.

So what's next? First, keep the look of vour logo
consistent. Don’t changeit every few yearsor during the
holidays. You wantyour Pls and your potential listeners
to recognize vour logo and know precisely what it
represents.

Write out a one-paragraph description of your
radio station, and make sure everyone who works
there understands and agrees with that statement.
Specifically, spell out vour target demographic and
what benefits vou offer those listeners. Don’t be too
broad: Clearly and precisely define vour radio station.

Continued on Page 16
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BRANDING AFTER CONSOLIDATION

if radio as a brand backs down on
marketing nolse, stops refining
product with research and takes
away such money-gobblers as contesting and personality, it will
only be depleting the essence of its
eamedbrands.

| fear that the economics of
consolidation will cause radio consum-
ers to notice changes that may cause
them to begin to search for replacement
stations — or, worse, for new entertain-
ment sources that offer similar product
attributes but with more consistency
than radio.

Radio listeners are now, for the
most part, oblivious to the changes
brought about by consolidation. As we
reinvent the way we deliver our brands and their offerings, radio

By Don Hallett

consumers will continue to ask the same question they ask as

they push their carts through the supermarket: “What's here that
| want?”

OVERLOOKED TRUTHS OF RADIO BRANDING

« Format heritage does not equal brand. Heritage is often
owned by default when there is little or no direct competitionin a
format. Stations with heritage are often complacent and ignore
their vulnerabilities, but heritage is notimpervious to competition.

*Brand does not insulate a radio station from new and
existing competitors. Many once-well-branded radio stations
have stepped back from marketing, research and promotion
investments during consolidation. In time, undermining these
weakened brands will be child's play.

* Brand loyalty is not earned by asking for it on the air.
Product must come first. If a radio station does not meet listener
expectations or fails to fulfillits claims, listeners will lose trust in
the brand and begin to search for replacements.

« Listeners treat radio like a househoid appliance. They tum
on the power, and it delivers what they want — or it doesn’t.
They've come to rely on that appliance to fulfill a certain niche. If
it doesn't, they'li quickly begin to search for other options.

* A station can lose brand equity faster than it can build
brand loyalty. Look what happened to Snapple when bottled
water caught on, to People’s Express when all the other airines
added “Express” to their names or to K-Mart when Wal-Mart
started its march across the country.

* Radio stations that focus only on their moming brands
may be leftbehind. Can anyone say “The Howard Stem station™?
Many stations with strong syndicated programming are stuck in
acomerand haven't yet realized that the paint on the flooris wet.
We applaud any station thatcombines syndicated programming
with a strong brand in /ocal radio.

 Stations that provide nothing more than a “formatin a box
will become increasingly vulnerable. Such stations may be
focused and flawlessly researched — and may even have some
sense of stationality through production — but stations with a
sense of urgency, iocalized personalities and local appeal are
likely to crush stations that have no local interest.

*When consolidation results in consolidated marketing
budgets, personnel and resources, a brand can become an
endangered species. Broadcasters need to do more with less
these days. New choices, difficult decisions, revolutionary
techniques, reinventions and new visions are key to the survival
of the brand: radio!

A BRAND DOESN'T JUST HAPPEN

Abrand should:

+Be a promise of quality

* Provide authenticity

 Be something listeners can rely on

« Differentiate a station from its competitors

* Enhance perceived value

» Speak to listener expectations

Some stations have leamed to position themselves in the
marketplace by selling brand equity. Those stations no longer

LR Continued on Page 16
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If time is money, what
could you get for an extra
- radio commercial every

ten minutes’

If you're in the radio business to
make money (and who isn’t)
you need

Through an exclusive time-
shifting process, Cash creates
additional broadcast time to
sell. It does it in real time, right
on the air. It does it without
reducing program content. It
does it without affecting pitch

:{_ef or creating a ‘‘chipmunk effect,”

‘—' It does it in stereo or mono. It

b does it in variable amounts,
| adding from zero to five
‘ minutes, within two minutes to
W two hours.

A Cash, from Prime Image - you
don’t need one unless you want
to make some.

The Digital Yideo People

662 Giguere Court #C, San Jose, CA 95133 - Te! (408)867-6519 Fax (408) 926-7294 Service (408)926-5177
Primeimagein@earthlink.net * www.primeimageinc.com
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B Fighting battles and flying high with success

This week’s GM Spotlight pays tribute to Hubbard
Broadcasting’s Todd Fisher of Minneapolis. “He
has tremendous knowledge of the business and a
great strategic mind, and, best of all, he hires
people and empowers them to do their jobs
effectively,” e-mails one R&R reader. A co-worker
writes, “With his programming background,
Todd makes decisions that benefit the entire radio
station, not just the bottom line.” Congratulations!

I decided to enter the world of broadcasting
because:

“As a kid growing up in Phoenix 1
was hooked on personalities like
Alan Chilcoat and Bill Heywood

on KOY. I think radio, especially m
personality and News radio, had a

bigger impact on me than on most kids

my age because my parents were much

older and grew up in the "20s and ’30s. Radio had
such immediacy and impact on current events,
and I knew it was the medium I ultimately wanted
to work in. My early interest in the media led to my
working on my high school newspaper, then a job
at the Phoenix Gazette doing prep sports, and then
my first radio experience.”

First job in broadcasting:

“Going into my senior year of high school, 1
used my newspaper job to talk my way into an
interview at KZZP in Phoenix. Dave Anthony was
the PD, and he gave me a shot at running the board
on Sunday afternoons. It was an awesome
experience. Jonathon Brandmeier was the morn-

management marketing sales

TODD FISHER |}
VP/BM of KSTP-AM & MWB

ing guy, leading a great lineup of talent. After much
practice in the production room, Guy Zapoleon, the
PD of KRQ, our sister station in Tucson, gave me my
first break on the air. Guy still continues to have an
impact on my career, as he’s our consultant for
[KSTP-FM] KS95.”

Career highlights:

“Becoming a general manager from the program-
ming ranks is an accomplishment I'll always be

running a business for profit
here, I'm somewhat insulated
from what's going on in the
bigger radio companies. I'm
well aware of the financial
pressures and the bottom line, but we’re having fun
here. 1 get to experiment, and we have real oppor-
tunities to grow our radio stations by heavily
investing in the product. It’s a great scenario for a
first-time GM like me.”

My most unforgettable moment at a radio station:

“The magic of KZZP. KZZP was the station 1
started at in 1981 and returned to as OM. We had a
tremendous lineup of individuals, and we owned
that market, even in the face of several direct
competitors. Guy Zapoleon touched so many
people at that station who have gone on to
wonderful careers in radio and other media.”

proud of. Working for Ginny Morris and Hubbard
Broadcasting is the best. There are so few
broadcasters left who are long-term thinkers,
who care about the product, the
community and, most impor-
tantly, the people. I've been
« fortunate to have worked for
such companies as Journal Com-
munications and Capitol Broadcasting,
which share that culture, and they’re still d
doing business in radio. Having managed at stations Trgn e pvaedl of
that have won both the Marconi — “The balance in life I have received through being
KS95 this year — and Crystal Awards a cancer survivor. A’bad book or
[WRAL/Raleigh] is another source of not hitting a month will never have
pride.” the same kind of impact on me.”
The best words of advice I've ever
received were:
“Be true to yourself and what is

right.”

The most challenging aspect of being
a GM:

“Being a horrible golfer comes to ks' Wﬁety
mind first. In my short tenure as a GM
1 have found that the challenges run
parallel to being a program director. You have talent “1 fly airplanes.  am enthralled by anything to do
all over the radio station, not just on the air. Growing  with aviation. I own a single-engine plane, and 1
people will always be the biggest challenge for any spend nearly all my free time in it, flying around
manager. Luckily for me, though we’re serious about Minnesota and Wisconsin.”

You'd be surprised to know that....

The GM Spotlight is selected by your nominations. Acknowledge the GM who made a difference in your career! E-mail nominations to pambaker@rronline.com.

J

SOt RATINGE?

Build CUME and TSL with Residential '
Business Telemarketing, NeighborSelect™,
Comprehensive Coverage™, Quick Calls™,
Inbound Calls, Fax and Email Broadcasting,
and Custom Designed Direct Mail.

877-7186-4943
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25 WAYS TO IMPROVE
YOUR RADIO STATION TOMORROW
Presenter: Mike McVay

* Give away $50,000 in cash, once a week

* Hire a $2 million morning show

* Buy all your competitors
Those tactics might very well improve your station’s ratings. But just
in case they’re not within your budget, world-class programming con-
sultant Mike McVay will share with you 25 techniques that you can
start using as soon as you get home. If you’re not already #1 in your
market, this session will help you get there. If your station already
has great ratings, you’ll learn how to squeeze out another half-point
or more.

HOW TO MAKE PEOPLE LISTEN LONGER
Presenter: Dan O’Day

There are only two ways to improve your ratings: Increase the size of
your audience (Cume)...or increase your overall Time Spent Listen-
ing (TSL). In this world premiere seminar, Dan O’Day will teach
you easy-to-implement techniques that every member of your air staff
can use to dramatically increase their TSL.

BUILDING YOUR TEAM WITH
LEGENDARY LEADERSHIP

Presenter: Michael Basch

Every PD Grad School features one guest speaker who is a legend in
a field outside the world of radio. Michael Basch was one of the
founders of Federal Express— an integral part of the management
team that took FedEx from $0 to $1 billion in just a few years. Basch
led the teams that invented the bar code tracing system, built the
SuperHub, and founded the FedEx Logistics Division. He will share
with you his unique principles of Legendary Leadership, designed to
help you become a true leader (and not just someone who runs around
putting out fires).

HOT IDEAS YOU CAN STEAL
Last year’s surprise hit session! PD Grad School attendees take the
stage and — using audio, print and video — share the'single best,
proven new idea that worked for them during the past year. Hot new
promotions, features, Internet strategies, management techniques, new
revenue sources, time-savers, team-building....If it worked for you,
we’ll trade you dozens of other new ideas for your one good one!

DEFINING YOUR STATION’S
UNIQUE LISTENING PROPOSITION
Presenter: Dan O’Day

There are more than 20,000 radio stations in the world...but only a
handful of differentiated formats. How do you keep your on-air prod-
uct fresh when your music and other features are familiar...even pre-
dictable? In this groundbreaking seminar, Dan O’Day will start you
on the road to unique, broad-based programming strategies designed
to make everything you do on your station fresh, original, and com-
pelling. You will leave this session with unique, original ideas that
you created — ideas that will set your station apart from the rest of
your market!

57 WAYS TO IMPROVE
YOUR WEBSITE IMMEDIATELY

Presenter: Dan O’Day

At last year’s PD Grad School, Dan O’Day premiered his Program-
ming Your Station’s Website seminar — a motherload of principles
& techniques specifically developed for radio station websites. “This
one session was worth the entire weekend” was a common “‘review”
from our attendees. This year, Dan delivers a rapid-fire list of things
to do immediately to transform your station’s site into a powerful
marketing and ratings tool. And you do not need to be a techie to
understand this session; Dan presents his recommendations in plain
English!

MORE RADICAL STATION IMAGING

Guests: Eric Chase, Jeff Thomas

Jeff Thomas regularly produces incredibly dramatic, unforgettable
station imaging for one of the world’s most influential radio stations:
KIIS-FM/Los Angeles. Eric Chase is Creative Services Director for
one of the world’s most outrageous, in-your-face radio stations,
WFLZ/Tampa. Eric brings his musician background into the produc-
tion room on a daily basis to create some of the world’s most original
on-air promos. Bad News: You will return home dissatisfied with
the current level of your station’s imaging. Good News: You'll have
the inspiration and information needed to take your station’s imaging
to a much higher, more effective level!

How much PD training

have you REALLY had?

TO REGISTER OR TO REQUEST A BROCHURE, PLEASE CONTACT
US WITH YOUR NAME, STATION AND COMPLETE MAILING ADDRESS:
TELEPHONE: 1-310-476-8111 FAX: 1-310-471-7762 E-MAIL: DANODAY @danoday.com
Or get complete info online right now at: www.danoday.com/pdgrad

DUE TO SPACE LIMITATIONS, ATTENDANCE IS LIMITED TO 100 ATTENDEES.

Wwww_americanradiohistorv.com
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Continued from Page 12

Then take a look at your moming show and your
other high-profile personalities. Do they have what it
takes to become brands of their own? Do they have a
branded logo?

ENTREPRENEURSHIP
Thorne’s entrepreneurial strategy for Mary-Kate
and Ashley began with a simple

their first album, Brother for Sale,
which sold 325,000 copies. The |
follow-up music-video project,
Our First Video, sold 400,000
copies. The success of those
projects encouraged Thorne to
put the girls in direct-to-video
movies, and those films have
grossed more than $400 million
over the last six years.

What merchandising projects
can your radio station produce?
You may have considered the
basics — calendars, CDs, T- | __
shirts, books, mugs and stickers
—but whatabout thinking outside the box? How about
adirect-to-video movie based on your morning show?
How about asportswear or beachwear line or aspecial-
edition car or motorcycle with the station logo? You can
even consider a personality-based video game or a
monthly station magazine for paying subscribers.

Get control and approval up front. Mary-Kate and
Ashley Olsen are personally involved in story
development and casting for their movies, and they
offer creative input on all other projects. Thorne
notes that the twins are very much involved in the
development of their brand. He says, “They serve as
the meter for what’s hot and what’s ‘geeky.””

If you decide to brand your morning show, make
sure that the show’s members are committed. Does
your team balk at live appearances? Do you have to
spend time convincing them that their involvement
is crucial to the success of station events? Are they
reliable? If your morning show’s members aren’t
committed to hard work, don’t waste your time. But
take a look at other station personalities. How's the
afternoon jock? What about that attractive midday host?

PICK THE BEST PARTNERS

Thorne suggests that you find premium vendors
that will allow you to keep
control of the concept, design

After reviewing offers from a
number of potential retail
partners, Thorne chose Wal-
Mart to launch the twins’
sportswear line because the
store was willing to enter into
theagreement as atrue partner-
ship, not just a licensing
agreement. In addition, with e
2,600 retail locations through-
out the country, Wal-Mart was
willing to aggressively market and promote the
products. Beginning this month in all Wal-Mart stores,

project In 1992 the girisreleased 113 L ateandashley

and execution of each project. |11l Y-Kalealnd

Mary-Kate and Ashley in-store concept signage will be
seen by over 90 miiiion peopie a week. .

Thekey is to find a partner that wants to be associated
with you. If you need to browbeat someone into a
partnership, they won't truly be committed to the
project. .

COMMUNICATION

Thorne warns that one of the most potentially
damaging problems in building a brand is lack of
communication. He suggests daily updates foreveryone
involved in a projéct. Keep sched-
ules, timelines and action plans
updated, and don’t let miscommu-
nication ruin or delay a project.

Never underestimate the power
of co-branding. When the Olsens
launched their line of books, the co-
branding message was “Real Books
for Real Girls.” For the clothing line,
the message is “Real Fashion for
Real Girls.” A co-branding message
reinforces the overall image of the
brand.

CROSS-MARKETING

Every product should cross-promote other products.
For example, every Olsen video promotes the
www.marykateandashley.com website, and every piece of
clothing sports a hang tag promoting related products.

This past holiday season | reviewed many station-
produced CDs, and I must admit that I was shocked by
the number of stations that didn’t use the CD to promote
the station. What a wasted opportunity!

Thorne has the advantage of being a lawyer, and he
knows all about trademark protection. It's a good idea to
getyour stationor company’s legal team together with the
staff for a training session on trademark and copyright
protection. Once you understand the guidelines, it's very
simple to follow the correct procedures. Don’t ignore
trademark issues — they are critical!

An obvious suggestion, but a vital one: Always
proofread everything. Have everyone available proof-
read material, and have each proofreader initial each
page.

One of the biggest problems the Tournament of Roses
Parade committee faced this holiday season was an
incorrect telephone number that was printed on
hundreds of thousands of brochures. Had proofreading
been a shared responsibility, this
embarrassing error could easily
have been avoided. A printing
error not only costs you time and
money, it makes your organiza-
tion look un 3

I hope that the story of the
Olsen twins and their astonishing
branding success inspires you to
look into new strategies for your
station’s branding efforts. Re-
member, the new world of radio
consolidation combined with a
fickle audience that has more
entertainment options than ever before makes securing
your station’s brand equity not a luxury, but a necessity.

ot
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have to worry about thriving or dying with the next Arbitron book.
They have more to sell. They own their brands.

But brand equity doesn't just happen. it's eamed by
establishing a quality product, fulfilling bundies of customer
expectations, delivering unparafieled service to lsteners and
advertisers and fortifying brand marketing and advertising.

Brand equity is an added value and gives measurabie
advantages over less worthy brands and wannabes. Stations
have become top billers in their markets while performing poorty
inthe ratings, and they’ve done it by selling qualitative values, not
numbers. They have solidified their value to advertisers with the
image, essence and personality of their stations’ brands. The
potential rewards that can be reaped from the expioitation of
brand equity are worth any investment.

CONSOLIDATION

Consolidation changes everything. The following scenario
is a reality in aimost every market: Three or more stations, each
once owned by a different company and having its own GM, PD,
Asst. PD, MD, GSM and LSM, are now consolidated under a’
single corporate banner and run by a “branding staff.”

Take stock of your brand, and uncover time-, budget- and
resource-gobblers. Eliminate anything that doesn’t bolster or
defend the brand. Establish new goais for each station,
revolutionize job descriptions, and don't settle for such excuses
as “We don't have time for that anymore.”

I's unfortunate, but many broadcasters aren’t ready for
change, and it is an undeniable reality that this industry is now
driven by change. We must adapt. Offer education atevery level,
empower teams, and reward individual productivity and
performance at every level.

RISKS FOR THOSE Wi DON'T GET IT

Those who don’t keep up with this changing industry face a
number of risks:

1. Some will stand idle, bankrupting the brand. When
companies cut staff and overhead, costs tend to approach parity.
But brand loyalty and earmed brand equity are sustainable over
time and give any product an edge.

2. Stations could fall off listeners’ radar. The concept of
top-of-mind awareness has been misunderstood and misman-
aged by our industry for years. At the end of the day it really has
nothing to do with big-dollar contests, moming show stunts,
billboards, bus boards or TV commercials. Top-of-mind
awareness is eamed, not purchased. Promotions and
advertising may bring in some listeners, but they won't guarantee
awareness. The one thing that will keep a station truly at the top
is the fulfiliment of listener expectations. Listeners know what
they want, and it's our job to do a better job than they might expect
in delivering it.

3. Less marketing noise may equal lower listening
levels. Thom Moon of Duncan's American Radio says, “There is
evidence that radio usage increases during intense format
batties. When two stations step up marketing in an effort to
increase share, listening levels go up for the entire markat.” Could
the reverse also be true?

4. Mixed messages may be sent to advertisers. People
are motivated to act by their wants and their needs. We also
know, without a doubt, that they shop for value and products that
deliver consistently. But they shop for vailus most often from
peopie and products they frust.

5. Mixed messages may be sent io-employses and other
broadcastara. The compatition ks doing all it can o undarmina
us. If we ignore ourbrands, our employsss may kose their sense
of pride, and we’k be undarmining cursehmeas.

6. Radio may be displaced by other sntertainment
choices. Do you listen o the radio while you navigate the
Internet? Are you. ready for the onslaught of saisliile radio
services? These and olhar competilors arne coming. Be prepared.

Don Hallett is a consultant for The Positioning Works in

increase profits. Hallett can be reached a1 614-451-9589 or

- thiough the company's wabsle &t wie. Shaposiioningworks com.
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Slice into total media spending with Media Market X-Ray.

Results show that radio’s share is on the rise in
newspaper/television/radio spending. In fact, in the
23 X-Ray markets, those numbers are way up. From
11.8% in 1997 to more than 15.2% projected for
2000. And the gains keep coming.

‘Now’s the time to get your cut and here’s
the software that can help you do it. Media Market
X-Ray, a must-have radio sales management tool.

Track trends. Spot advertiser patterns. Capture
new revenue opportunities. X-Ray Database Query
Software let’s you query across your cluster by agency,
advertiser, account executive and product category.

') MEDIA MARKET X-RAY

From Miller Kaplan Arase & Co,, up

Strategic. Comprehensive. Flexible — that’s Media
Market X-Ray. To find out how you can cut into the

ad dollars spent in other media, contact George Nadel
Rivin, CPA at 818-769-2010.
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Novelist Jack London wrote, ”I would rather be ashes
than dust! | would rather that my spark should burn out
in a brilliant blaze than it should be stifled by dry rot. I
would rather be a superb meteor, every atom of me in
maghnificent glow, than a sleepy and per- 5
manent planet. The proper function of maniis ’
to live, not to exist.”

Would youboldly pursueadream? Would |
you make the attempt to close a major deal,
start a business or dramatically change your
career? What stops most people is that they
worry so much about what others think that
they’d rather lose what could be a great
opportunity than risk criticism. The next time
you hesitate, realize that you could be losing a
chance to do the extraordinary and make a
difference in the world.

Walter Ridley faced that dilemma. He was a black
man bom in 1910, and few things came easily for him.
But, rather than complain, he became an
outstanding student at all-black Howard
University. He graduated with honors,
receiving abachelor’s degreein psycholo-
gy in 1931 and a master’s in 1933. He
became a psychology professor at
another black school, Virginia State
College, in 1936, and, by 1940, was interested in
obtaining his doctorate from the University of Virginia.
But there was a significant problem: The University of
Virginia did not admit black students.

It would be 10 years before the federal courts would
order Virginia todesegregate its colleges and universities,
and, in 1950, Ridley wasadmitted tothe university. By that
timehe’d writtenextensively on education, beenacharter
member of the U.S. commission for the United Nations’
UNESCO and become President of the American
Teachers Assodiation. In 1953 he became the first black
person to receive a doctorate from the University of
Virginiaand thefirst toreceivea Ph.D. fromany primarily
white Southemn university.

FINDING THE COURAGE TO ACT

THE ROAD 10 |Eal
R N e e -

Dr. Ridley returned to Virginia State College as head
of the psychology department, where he expanded the
department from just himself to a faculty of 10 and
instituted ltsfirst graduate programs. In 1958 hebecame
3 President of tiny, all-black Elizabeth City
College in North Carolina. Over the next 10
years the school grew dramatically in
enrollment, teachers, facilities and academic
standing, and it was elevated to university
status in 1969. And the man who'd been
excluded from the school of his choice
because of his skin color saw to it that the
formerly all-black school admitted its first
white student.

What does Ridley’s example teach us
about finding the courage to act?

Believe in yourself. Appearances aside,
none of us has unlimited self-confidence, and
we all have our doubts at times. Ridley focused on his
objectives despite his concerns and took action while

absorbing the criticism of others, just as
you can, if you call on your inner

Persistence. Major accomplish-
ments rarely happen overnight. Rid-
ley’s achievements came after years of
dedication, as did those of Warren
Buffett, Nelson Mandela and Steven Spielberg. Your
accomplishments will likely happen the same way.

A positive attitude. Ridley was too busy to feel sorry
for himself or to blame others, and, by his actions, he
helped to change the world. So can you, if you're ready
to apply yourself and allow success the chance to shine
upon you.

Next week: How to use the telephone more effectively.

Dick Kazan is a successful entrepreneur who founded what
became one of the largest computer leasing corporations in
the United States and is a successful real estate
entrepreneur. E-mail your questions or comments to him at
rkazan @ix.netcom.com.

RADIO’S MOST INFLUENTIAL WOMEN HOST WORKSHOP AT RAB 2001

The Most Influential Women in Radio will host a
workshop at the Radio Advertising Bureau’s Management
& Leadership Conference, to be held Feb. 14 in Dallas at
the Adam’s Mark Hotel. The MIW workshop is titled
“Motivate, Mentor, Lead ... The Most Influential Women
in Radio Introduce Strategies for Success” and will be held
on Friday, Feb. 2 from 9:30-10:45am.

“We'll talk about our own trips up the corporate
ladder, as well as presenting our MIW Corporate
Mentoring Program,” says Nassau Radio Network
President Joan Gerberding.

The MIW Corporate Mentoring Program is available to
radio companies to help them comply with the new EEO
laws. “As individuals, the MIWs have each made
significant contributions to the radio industry,” comments
RAB President/CEO Gary Fries. “As a group, their impact
has already had an even more profound effect.”

The eight MIWs participating on thi