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Creed Cash In During The Holidays 
IVi.c -ip's Creed were big sellers over the holidays, 

mwita well over 2 Ti Ilion copies of Weathered. The 

album's first sngle, 

"My Sacrifice,' is 

currently No. - at 

Rock, top five at Active 

Rock and Alternative, 

top 15 at CHR.Pop and 

Hot AC and top 20 at 

Triple A. 
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Annual Jobs Theme Issue 

For nearly a decade R &R's first issue of the year has 

33en all about connecting cbs with the jooless - and 

this year the service is crit cal, considering how the 

economy and 

consolidation are 

a-fecting our 

3isinesses. YoL 

pan find tips, stories 

and job listings 

.Y roughout this issue. 

b.'Itney âpÉIi 
i'm not a .... 

gir1,íïót 

the new smash hit from her multi 

woman 
BRI TiiVEY album, 

Video Directed by Wayne (sham 

Look for Britney Spears in her first 004115 
major motion picture release, Of 
IN THEATERS FEBRUARY 15, 20 02 

(" 
See Eritney on the American Music Awards, January 9 

Watch Crossroads - Making The Movie Special on MTV, February 2 

Hosting /performing on Saturday Night rive, February 2 

See Britney's new Pepsi commercial premiering durirg the Superbowl, February 3 

One hour Oprah Show appearance the week of Februa y 4 
NBA All -Star Jam `1' Read, February 9 

See Britney on The Tonight Show with Jay Leno, February 11 

www.britnay.com www.britneyspears_mm wv r.crossroadsmovie.com wurw.jiverecords.cam 

Management: Larr,i Rudolph & Johnny Wright for Wriri Entertainment Group Leça Represe station: Rudolph & Beer, L.LP 
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call 615- 327 -4487 
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I N S I D E 

JOBS THEME ISSUE 
It's become an annual tradition. All of 
R &R's editors have dedicated their efforts 
this week to those in our industries who 
wish to better themselves and rise through 
the ranks. As such, you'll find articles 
offering job- search tips and job listings, as 

well as profiles of professionals currently 
in the job market. Here's a complete list: 

News/Talk/Sports: Should you 
have an agent? Page 15 

Sound Decisions: Getting a gig 
with a label Page 21 

CHR: Help wanted /positions 
sought listings Page 22 

AC: Fisher Broadcasting, 
job listings Page 23 

Urban: Voicetracking explained Page 24 

Country: Jobs open /jobs sought Page 26 

Smooth Jazz: Voicetracking 
on five stations Page 28 

Alternative: Job -searching on 

the Internet Page 29 

Rock: Tips from the top pros Page 30 

Triple A: Networking to your 
next gig Page 32 

Christian: Tips for the job- seeker Page 33 

Publisher's Profile: From radio 
to an executive- search firm Page 36 

IN THE NEWS 

Industry executives make their New 

Year's wishes 

James Kennedy elected Chairman of 

Cox Radio 

KMSX/San Diego flips to Hot AC as 

KMYI 

WGRL/Indianapolis switches to '805 
as "Retro 93.9" 

Terry Wood appointed VP /GM for 
WMC -AM & FM & WFMS/Mem phis 

Page 3 

Karen Theobald takes VP /Radio 
Group Sales post at Clear Channel 

Todd Winick rises to Sr. Dir. /Solution 
Mgrs. for WI NZ & WIOD /Miami 

Page 12 

SPECIAL NOTE: 

Due to the recent holidays, 
this special Issue of R&D 

contains no charts or music - 
research information. All 

charts and music data will 
return next week. 

Alaska's New Rock Rebel 
KZND /Anchorage's N signal irks competitors 

BY ADAM JACOBSON 
R &R RADIO EDITOR 
jacobson @ rronline. tom 

KZND /Anchorage, AK calls 
itself "Alaska's New Rock Alter- 
native." It has a consultant, and its 
playlist is comparable to that of 
Alternative stations in the lower 
48. KZND airs paid advertising 
from such establishments as 
Hooters and Play It Again Sports, 
and its website fea- 
tures a message 
board and banner ads 
for several local busi- 
nesses and offers 
online listening 
through a partner- 
ship with Warpradio. KZND 
broadcasts on the FM dial and 
holds a license from the FCC. 

But KZND's very existence 
has angered many of the mar- 
ket's other broadcasters. Even 
Arbitron refuses to consider 
KZND a radio station. Why the 
opposition? KZND is located on 
the radio dial at 87.7. 

In the United States, radio 
broadcasters - commercial or 
noncommercial - must operate 
an FM station within an FCC - 
designated spectrum that stretches 
from 87.9 MHz to 107.9 MHz. 
The 87.7 MHz signal is reserved 

for television broadcasters; the 
audio feed for television channel 
6 is the equivalent of the 87.7 FM 
frequency. 

Most late -model radios, par- 
ticularly those in newer automo- 
biles, include the 87.7 dial posi- 
tion. As a result, any television 
station that operates on channel 6 

can capitalize on the opportunity 
to capture in -car listeners. In the 

case of KZND, the '1 opposite seems to 
be true: It's a radio E Fm station that offers lis- 

teners the option 
to tune in via TV 
channel 6. 

For the most part, KZND op- 
erates as a radio station - but 
it's officially a TV station. In 
August 1999 Fireweed Commu- 
nications received a low -power 
television license from the FCC 
to operate a facility in the An- 
chorage market at channel 6. As 
a result. a signal emitting 920 
watts of audio at 87.7 FM was 
approved. While Fireweed ini- 
tially planned to use the LPTV 
license as a "fill -in" translator 
for Anchorage's UPN -TV affili- 
ate, KYES, those plans were 

1L.1sii.1'.s \ LN R (HA :1L1l:10 .ì11{1: 
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Entercom To Buy Tribune/Denver Trio 
Swap deal for TV assets is worth $180 million 

BY JOE HOWARD 
R &R WASHINGTON BUREAU 
jhoward@ rronline. com 

Entercom treated it- 
self to quite a Christmas 
gift this year, announcing 
on Dec. 26 that it had 
struck a $180 million 
deal to acquire Trib- 
une's Denver radio -sta- 
tion cluster. The deal 
marks Entercom's entry 
into the market. 

Tribune said in Novem- 
ber that it was looking to sell Adult 
Standards KEZW, Classic Rock 
KKHK and AC KOSI, possibly in 

exchange for more TV assets ... and 
that's exactly what's going to hap- 
pen. But it was Entercom that 
emerged as the buyer, and not 
Emmis, which had been rumored 
to be the front -runner for the trio. 

The deal that Entercom and 
Tribune struck is a little uncon- 
ventional. in that it will end up 

Fi e/d 

as a swap: Tribune will 
look for "suitable TV 
assets" worth $180 mil- 
lion, then Entercom will 
buy them and spin them 
off to Tribune. In the 
meantime, Entercom 
gets to manage the Den- 
ver radio stations under 
a time brokerage agree- 
ment for up to three 
years, starting as soon as 
the deal gets Hart- Scott- 

Rodino approval from the De- 
partment of Justice - a proce- 
dure that Entercom CFO Steve 
Fisher told R &R is standard in 

deals worth more than $50 mil- 
lion. Fisher expects to get the 
DOJ clearance in QI 2002. 

Fisher told R &R that Enter- 
corn is energized about the Den- 
ver market. "It's a market we 

ENTERCOM/See Page 17 
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Donaldson Joins TRS Lineup 
ABC vet to go one -on -one with DC newsmaker 

BY AL PETERSON 
R &R NEWS/TALK/SPORTS EDITOR 
al peterson @ rronline. com 

Veteran ABC newsman Sam 
Donaldson has been added to the 
lineup of speakers scheduled to 
appear at R &R's seventh 
annual Talk Radio Semi- 
nar. Donaldson will host 
a live, one -on -one inter- 
view with a surprise 
guest Washington, DC 
newsmaker at a general 
session exclusively for 
attendees, set for Satur- 
day morning, Feb. 23. 

Well -known for his 
television work as co- 
host of This Week With 

Sam Donaldson and Cokie Rob- 
erts, Donaldson makes no secret 
of his lifelong love affair with ra- 
dio - the medium in which he be- 
gan his career, as a DJ in El Paso. 
He also worked at KRLD/Dallas 
and WTOP /Washington before 
joining ABC News, where he has 

been a mainstay for 35 years. 
During his 3 1/2 decades with 

ABC, Donaldson has twice been 
the network's chief White House 
correspondent, covering Presi- 

dents Jimmy Carter, 
Ronald Reagan and Bill 
Clinton. He has covered 
virtually every major 
news event since the 
Vietnam War and inter- 
viewed dozens of na- 
tional and world leaders 
during his tenure with 
ABC News. 

Following the events 
of Sept. I I, 2001, Don- 
aldson returned to radio 

on a regular basis as the host of 
Sam Donaldson Live in America, 
a daily two -hour call -in talk 
show featuring interviews with 
newsmakers of the day and a 

discussion of current world and 

Don aldson 

TRS/See Page 17 

Remembering The WTC 

WOR/New York thanked the thousands of listeners who, together, 
donated more than $600,000 to the New York Police and Fire Wid- 

ows' and Children's Benefit Fund by issuing a commemorative post- 
card featuring the station's Captain George Meade flying Helicopter 
710 in front of the World Trade Center. Some 10,000 postcards were 

requested by listeners before the card was released. 

XM Subscriptions: Did Santa Deliver? 
Consumer interest in service is encouraging 

BY WALT STARLING 
R &R WASHINGTON BUREAU 
mailroom @ rmn l i n e. com 

Some Wall Street ana- 
lysts had predicted that 
XM Satellite Radio 
would reach 30,000 sub- 
scribers by the end of 
2001, and early sales 
figures suggest the com- 
pany may have done just 
that. 

A spokesperson for 
electronics retailer Cir- 
cuit City told R &R that it is up- 
beat about satellite radio. "Circuit 

Pa nero 

City is definitely happy 
with the way sales are 
progressing," said Jen- 
nifer Mullen. "We cer- 
tainly have seen a high 
amount of customer in- 
terest in the product. 
We are confident that 
the future of satellite 
digital radio is bright 
at Circuit City." She 
added that customers 
can compare the dif- 

ferent XM consumer units via 

XM/See Page 13 

Fall Arbitron results roll next week. Check www.rronline.com for immediate results. 
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Who should represent your 
radio station? 

111 

I 
At Work & Residential 

calls by high quality 
i telemarketers who 

represent such companies as 

Procter & Gamble, Frigidaire, 

IBM, NCR and others. 

They demand excellence. 

r So should you. 

-` Creative 
ioNMedia 

Direct, Inc. 

(727) 536 -9450 

direct mail telemarketing e -mail outdoor TV 

1000 Belcher Rd. S., Ste. 10 Largo, FL 33771 -3307 www.cmdinc.net 
www.americanradiohistory.com
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Cox Radio Names 

Kennedy Chairman 
Berry joins board 

James Kennedy has been named 
Chairman of Cox Radio. Kennedy, 
who is also Chairman/CEO of Cox 
Enterprises, takes over the radio 
chairmanship from David Easterly, 
who is retiring from his operation- 
al responsibilities but will remain a 
Cox Radio director. Bob Neil re- 
mains CEO of Cox Radio. 

Meanwhile, Cox Enterprises Pres- 
ident/COO Dennis Berry - who 
assumed those responsibilities from 
Easterly in 2000 - becomes a di- 
rector of Cox Radio. Cox Enterpris- 
es is the media holding company 
that owns the majority of Cox Ra- 
dio's stock. 

"We welcome Dennis Berry to 
Cox Radio's board of directors," 
Neil said. "Dennis has been a part 
of the Cox companies for a long 
time and firmly understands the vi- 
sion and strategy of Cox Radio. His 
extensive knowledge of and expe- 
rience in the media industry, the ad- 
vertising market and the automotive 
industry will undoubtedly be strong 
assets." 

Infinity Welcomes 
Wood As VP /GM Of 

Memphis Trombo 

Nashville -based Cromwell Group 
Regional Market Manager Terry 
Wood has joined Sports /Talk 
WMC -AM, Hot AC WMC -FM 
and Alternative WMFS in Mem- 
phis as VP /GM. He succeeds 
Kandye Smith, who departs the In- 
fmity trio. 

"I'm incredibly excited about the 
opportunity to go to work for Infin- 
ity," Wood told R &R. "[Infinity Sr. 
VP] David Pearlman has a great 
reputation, is a great idea guy and 
is an exceptional individual, and I 

look forward to working with him. 
I've inherited a superior staff and 
don't plan to make any changes. 

"These are heritage stations in this 
town, and the WMC call letters go 
back for decades. We have huge 
market visibility. WMC -FM has a 
strong position in the marketplace; 
ESPN affiliate WMC -AM is the 
home of the University of Memphis 
Tigers and the St. Louis Cardinals; 
and recent acquisition WFMS is an 
up- and -coming hot Alternative 
rocker." 

Before joining the Cromwell 
Group, Wood ran Clear Channel's 
Milwaukee cluster. He was previ- 
ously VP /GM for WLTI/Detroit and 
WRVR/Memphis. 

Strait Talker 

American Country Countdown host Bob Kingsley (I) and superstar 
George Strait recently got together to record a three -hour ABC Ra- 
dio Networks special documenting the making of Strait's latest album, 
The Road Less Traveled. Kingsley will feature more from his inter- 
view with Strait in the new year. 

What's Your Wish For 2002? 
From the old- fashioned to the out -of- this -world, 

radio- industry insiders ask for it all 

It's the dawn of a new year and 
time once again for R &R's annual 
New Year's wish list. As one of the 
most difficult years in our nation's 
history drew to a close, R &R asked 
several radio-industry insiders what 
they'd like to see happen in 2002. 
Will the economy turn around? Will 
satellite radio blossom? Will con- 
solidation continue to squeeze out 
the small broadcaster? Read on to 
see what your colleagues see hap- 
pening in the coming year. 

We asked two questions of our re- 
spondents: What they would like to 
see happen that's a real possibility, 
and what their fantasy wish would 
be for the year. As you'd expect, the 
answers ranged from reasonable 
(better sales training) to outrageous 
(alien abductions!). 

XM VP /Program Operations 
Dave Logan's fantasy wish: 1 mil- 
lion subscribers in 2002. "Hey, it's 
going to happen sooner or later," he 
told R &R. Looking ahead, Logan 
said he'd also like to see a "reality 
check" on the Digital Millennium 
Copyright Act. "We'd wish fora re- 
peal of the airplay- restriction cove- 
nants of the DMCA," he said. "XM 
is so ready to support and nurture 
new music, but we're operating un- 
der a law that hampers our ability 
to support those artists in a manner 
that terrestrial radio already enjoys." 

If radio -station broker Larry 
Patrick has his way, the DMCA will 
be the least of XM's (and Sirius') 
problems. His fantasy wish is for 
aliens to steal the satcasters' satel- 
lites! Patrick would like to see Al 
Gore appear on Premiere's Dr. 
Laura Schlessinger Show and Osa- 
ma bin Laden's execution air live 

Musgrave Copps 

nationwide on radio and TV as the 
2002 Winter Olympics finale. He 
also wants Citadel and Cumulus to 
merge and for brokers' commissions 
to be set at 10% - cash up front, 
of course. 

Among Patrick's realistic hopes 
for 2002 are the elimination of the 
FCC's broadcast -newspaper cross - 
ownership rule and refinement of 
the commission's market -definition 
rules, "so that small - market duopo- 
lies can work." He added, "We 
know several situations in which 
two owners in small markets do not 
have news directors and only mini- 
mal public -service efforts. Both sta- 
tions are running very lean and 
barely making any money. But the 
FCC rules prevent one owner from 
buying the other because there are 
not enough signals in the market. 
This is wrong. Allow the stations to 
merge or for one to buy the other, 
and then a news director and some 
public service can come back into 
small- market radio." 

Galaxy Communications President 
Ed Levine shares Patrick's con- 
cern for the welfare of small -market 

WISH /See Page 17 
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Susquehanna Goes `Retro' On 'GRL/Indy 

Susquehanna's Country WGRL/ 
Indianapolis flipped to an '80s for- 
mat on Christmas night. Positioned 
as "Retro 93.9 ... The '80s Station," 
WGRL targets the 25 -44 demo and 
complements Oldies sister WGLD/ 
Indianapolis. Susquehanna/India- 
napolis PD David Wood will over- 
see Retro 93.9 while continuing to 
program WGLD and Country 
WFMS. 

Explaining the move, WGRL VP/ 

GM Charlie Morgan said, "Our re- 
search indicates that there is a huge 
appetite for all the great music from 
the 1980s. We're not sure that para- 
chute pants will make a comeback, 
but we know people will love hear- 
ing their favorite ' 80s music when- 
ever they want." 

WGRL dropped Country six 
weeks ago and played nothing but 
holiday music until launching Ret- 
ro 93.9. 

CC's KMSX/San Diego Now `My' Hot AC 

San Diego radio listeners hoping 
for a station they could call their 
own got their Christmas wish on 
Dec. 25, as Clear Channel unveiled 
a gold -intensive Hot AC format on 
KMSX/San Diego as "My 94.1." 
Liners are touting "My '80s, my 
'90s, my music," and the station is 
already using its new call letters, 
KMYI. My 94.1's playlist features 
a wide variety of artists from the last 
two decades with a sprinkling of 
currents from such artists as Five 
For Fighting and Enya. 

KMSX was '80s until late Novem- 
ber, when it switched signals with 
Oldies sister KJQY /San Diego to 
become "Christmas 94.1." Prior to 
adopting an all -' 80s approach in 
2000, KMSX had been Hot AC as 
"Mix 95.7." 

When asked how Clear Channel 
came up with the concept for 'MYI, 

Clear Channel/San Diego VP/Mar- 
ket Manager, FM Stations Mike 
Glickenhaus told R &R, "A lot of 
what went into the concept for the 
radio station was from what went 
on during a research project. We 
kept hearing people say that they 
liked their radio station to play this 
and that and, 'My radio station 
would play this.' [Clear Channel/ 
San Diego Director/FM Program- 
ming] Jim Richards came up with 
the idea of calling it `My.' The Tar- 
get commercials in which they talk 
about `my store' also helped." 

KMYI's new format also mirrors 
much of what was available on 
KMSX during its Hot AC tenure. 
Asked about the 'MYI playlist, 
Glickenhaus said, "We really did 
this as a total market search. You 

KMSX /See Page 12 
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FCC Details New 
EEO Proposal 
I31 JOI: How.\RI) 
R&R WASHINGTON BUREAU 
//UM wnrd @ rronl ine. cont 

"We will remain vigilant in our pursuit to establish rules," 
said FCC Chairman Michael Powell as the commission released 
the full text of its proposed new EEO rules on Dec. 26. He contin- 
ued, "While this has been a challenging endeavor, it is nonethe- 
less a noble one, well worth undertaking." 

The text details the less stringent 
reporting requirements that the com- 
mission alluded to when it announced 
its intention to formulate new rules. 
Under the proposal, stations will be 
required to send the FCC records of 
their outreach efforts in the fourth year 
of their license terms and when they 
renew, but the filings will be required 
to cover EEO compliance only for the 
preceding 12 months. That means that 
the FCC may never see some of the 
information compiled, but stations 
will nonetheless be required to main- 
tain continuous records of their out- 

reach efforts in their public files. 
While FCC Commissioner Kevin 

Martin supports the proposal, he ex- 
pressed some reservations. "Twice the 
courts have struck down this agency's 
EEO rules as unconstitutional," he 
said, "and we must make certain that 
we give proper heed to the court's in- 
structions." But Commissioner 
Michael Copps said, "Our responsibil- 
ity is to press the cause, to push the 
edge of the envelope and not to be de- 
flected by a court decision that is, in 
fact, being vigorously contested at this 
very moment." 

ESPNRadio Celebrates 10 Years 
BY WALT STARLING 
RAR WASHINGTON BUREAU 
w. starling @ rronline. coat 

"I get more mail from my appearances on ESPNRadio than 
from my appearances on NBC's Meet the Press," Sen. John 
McCain said during a recent conference call commemorating the 
10th anniversary of the sports network. Since its launch on Jan. 4, 
1992, ESPNRadio has grown to approximately 200 full -time af- 
filiates, and nearly 700 stations feature at least some of the 
network's programming. 

McCain said he believes that the 
quality and completeness of ESPN- 
Radio's coverage make it the best ra- 
dio sports network. He added, "I don't 
know of anyone who gets that kind of 
coverage on game day." 

ESPNRadio Asst. GM Les Weiner 
told R &R that the network is plan- 
ning to expand its reach, saying that 
the network will be launching "in full 
force" on both Sirius Satellite Radio 
and XM Satellite Radio in 2002, in 
addition to making an effort to sign 
more broadcast affiliates. "Our true 
focus in 2002," he said, "is more lis- 
teners." About making sports pro- 

gramming work nationally, he said, "If 
you do good radio, it doesn't matter 
where you are. The mission here is 
good radio." 

And one of ESPN's most notable 
talents wants to help with that mission. 
Asked which he prefers, radio or TV, 
network staple Dan Patrick said, "Ra- 
dio, by far." He said that he's never 
been enamored of dressing up for the 
camera and that he prefers the free- 
dom of radio. "You can't really talk 
sports on TV," Patrick observed. "On 
the radio, you can go an hour with 

ESPNRADIO /See Page 8 

BUSINESS BRIEFS 
Orkin To keynote RAB2002 

adio- creative legend Dick Orkin is set to address the RAB's Radio Sales, Management & Leadership Confer- 
ence in Orlando on Feb. 8. Orkin, who may be best known for his celebrated "Chickenman" spots, will discuss 

the elements of a successful radio commercial and how, when creative is properly executed, radio can be an 

extraordinarily effective vehicle for delivering advertisers' messages. 

RTNDA Hails Restoration Of News Flights 
The RTNDA is hailing the Federal Aviation Administration's decision to lift restrictions on the airspace around 
27 cities where general aviation had been prohibited since Sept. 11. Restrictions remain in place in New York, 

Boston and Washington, DC, but increased access is being permitted in certain areas. The RTNDA had been 
working to get news flights back in the skies since the ban went into effect, arguing its case before Congress and 
in letters to the Department of Transportation and to White House officials. 

Entercom Not Part Of Red Sox Deal 
Back in October R &R reported that Entercom Communications had been wooed by former San Diego Padres 

owner Tom Werner as a possible partner in a group with aspirations to buy the Boston Red Sox. The team has 
now been sold for $660 million to a group led by Werner and Florida Marlins owner John Henry, but Entercom is not 

on the list of investors. 

Sirius CEO To Join Trade Group Boards 
irius Satellite Radio CEO Joseph Clayton has been appointed to the Electronic Industries Alliance board of 
governors and the Consumer Electronics Association board of directors, effective Jan. 1. Clayton served as 

Chairman of the CEA board from 1995 -96, when he was a senior manager at Thomson Multimedia. 

FCC Actions 
The FCC has made a rules change that will allow a large broadcaster to buy almost 50% of the voting stock of a 
company that has a single majority shareholder without the purchase counting toward the broadcaster's na- 

tional ownership cap. While the FCC may reverse the change when it concludes its wide -ranging ownership 
review, for now a group such as NBC could, for example, boost its 32% stake in Paxson to nearly 50% without 
Paxson's viewers counting toward NBC's 35% cap on network reach. "It's a huge gift to the nation's media con- 
glomerates," Media Access Project President Andrew Schwartzman told Bloomberg. "FCC Chairman Michael 
Powell is going to deregulate the right way, the wrong way, any way." 

FCC Commissioner Michael Copps, responding to NBC -TV's recent decision to begin airing liquor ads, said, 
"Apart from the question of whether these ads are or are not a matter for regulation, this is most certainly an area 
where we could use some sense of social responsibility, some understanding of what is being foisted on our 
children and some vision to reach for the stars instead of plumbing the depths." Copps continued, `Whether it's a 

network saying that it has to show liquor ads in prime time because they are running on cable or whether it's a 
network pushing the limits on indecency because it says it has to compete against prurient shows on another 
network, a race to the bottom is never pretty to watch." 

Continued on Page 8 

R &R Stock Index 
This weighted index consists of all publicly traded companies that derive more than 5% of gross earnings from 

radio advertising. 

Change since 

12/28/00 12/20/01 12/28/01 12/28/00 12/21/01 -12/28/01 

R &R Index 213.20 225.94 241.77 +13% +7% 

Dow Industrials 10,868.76 9985.18 10,136.99 -6.7% +1.5% 

S&P 500 1334.22 1139.93 1,161.02 -13% +1.8% 

YOU MAKQ MONQY 

PQRIOD. 

Register online: WWW.IAv13 
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Maximize TSL Without 
Killing Your Cume 

Coleman's New FACT with TSL Max'" 

Solves Radio's Biggest Programming Issue 

THE PROBLEM 

Most radio stations already know that library music testing is 

essential if they want to stay on top of the music tastes of their 
audience. But, as many have discovered, music testing has the 

potential to backfire to hurt rather than help the ratings. How? 
"Hyper focus" is most often the culprit. You know the symptoms. 
You drill down on your Pl listeners to the point that you get a 

library that is overly focused. The station sounds exactly like what 
your Pl s want, but you've ignored the Cume. It's fine if you have 
no competition, but when you do, watch out. 

With any level of competition "hyper focus" feeds on itself driving 
the station in a downward spiral. P1 focus backfires. At first your 

Cume erodes. Then you get so narrow that your TSL falls apart. 
Modern AC, Hot AC, Rhythmic CHR, Country, Alternative - every 
format has fallen victim. In the search for TSL, stations who over 
focus lose the balance between maximizing Cume and TSL. 

Some stations do the opposite. Their test is too broad. Cume 
oriented or "montage" screened studies yield a list of songs that are 
liked in the market, but is too broad for "reining in" or "focusing" 
the sound of the station. 

You get people to Cume the station only to find that you've 
produced a TSL nightmare. Without TSL, radio stations simply 
cannot achieve strong ratings. 

THE SOLUTION 

FACT with TSL Max is a 

revolutionary, patent -pending way of 
measuring your audience's music tastes. 

FACT with TSL Max is the first and 
only library music testing method that 
identifies the exact songs that drive Cume 
and those that drive TSL. Now you can 
find those Cume songs that simply would not test in the "hyper 
focused" old approach to music testing. 

FACT with TSL Max is the only library testing method that 
ensures that your station will not sacrifice Cume for TSL or TSL for 
Cume. FACT with TSL Max provides powerful insight that yields 
music optimally balanced for both Cume and TSL delivery. 

Maximize TSI, without killing your Cume. 
Learn more about FACT with TSL Max from (left 
to right) Warren Kurtzman, John Mönninghoff, 
Jon Coleman and Chris Ackerman at 
(919) 571 -0000 or info @Colemanlnsights.com. 

W W W. C O L E M A N I N S I G H T S. C O M 

Proven Strategic Insight 
from Coleman 
FACT with TSL Max also includes 
the proven Fit and Compatibility 
measures made famous by 
Coleman's original FACT music 

testing methodology. Fit and 
Compatibility are the best way to focus your music mix on songs 
listeners expect on your station and songs compatible with your 
Core sound. 

All of these tools, plus our state -of- the -art pcFACT software, allow 
Coleman to give you the extra insight you need to win. 

COLEMAN 
MUSIC. TRENDS. BRANDING. 

RESEARCH TRIANGLE PARK Los ANGELES HAMBURG 
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DEAL OF THE WEEK 2001 DEALS TO DATE TRANSACTIONS AT A GLANCE 
Dollars to Date: $4,034,566,556 

(Last Year $24,925,729,133) 

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

KEZW -AM /Aurora (Denver) and Dollars This Quarter: $772,764,202 WPYK -AM /Dora, AL Undisclosed 

KKHK -FM & KOSI- FM/Denver, CO 
(Last Year. $851,184,133) WIQR -AM /Prattville, AL Undisclosed 

$180 million Stations Traded This Year: 1,060 
KOLX -FM /Barling and KFPW- AM /Ft. Smith, AR 
WDCF -AM /Dade City, FL Undisclosed 

$850,000 

(Last Year 1,779) WNCM -FM /Jacksonville, FL Undisclosed 
WZHR- AM/Zephyrhills, FL Undisclosed 

Stations Traded This Quarter: 231 WDKR -FM /Maroa (Decatur), IL Undisclosed 
(Last Year 202) WRVK -AM /Mount Vernon, KY $230,000 

WSPR -AM /Springfield, MA Undisclosed 
WPLC -AM /Silver Spring, MD (Washington, DC) $3 million 

Entercom Gets Tribune's Mile-High Trio 
Offers to get Tribune TV properties worth $180 million in exchange for Denver 

holdings; Infinity sells heavenly AM in Dallas 

Colorado 

KEZW -AM /Aurora and 
KKHK -FM & KOSI -FM/ 
Denver 
PRICE: $180 million 

TERMS: Entercom will assume 
control of KEZW, KKHK & KOSI via 
a time brokerage agreement follow- 
ing DOJ approval of the deal, ex- 
pected in Q1 2002. The duration of 
the TBA is three years. During this 
time Tribune will assist Entercom in 

seeking one or more acceptable TV 
properties worth $180 million. 

Entercom will purchase those tele- 
vision assets, and then immediately 
spin them off to Tribune as payment 
for the three Denver radio proper- 
ties. 
BUYER: Entercom Communica- 
tions, headed by President/COO 
David Field. Phone: 610 -660 -5610. 
It owns 98 other stations. This rep- 

ASHEVILLE RADIO PARTNERS, LLC 
Edward F. Seeger, Managing Member 

has agreed to acquire 

WISE -AM 
Asheville, North Carolina 

for 

1 700 000 
from 

UNITED BROADCASTING 
ENTERPRISES, INC. 

J. Ardell Sink, President 

Patrick Communications was proud to 
as the broker in this transaction. 

aiaa 
PATRICK 

serve 

COMMUNICATIONS 

(410) 740-0250, www.patcomm.com 

WREM -AM /Monticello, ME $1 

WKAD -FM /Harrietta, MI $235,000 
FM CP /Dixon, MO $100,000 
WQMS -AM /Quitman, MS $200,000 
KLEU -FM /Lewistown, MT $5,000 
WISE- AM/Asheville, NC $1.7 million 
WTZQ -AM /Hendersonville (Asheville), NC $750,000 
WGMA -AM /Spindale, NC $350,000 
KIMB -AM /Kimball, NE $65,000 
WBGJ -FM /Sylvan Beach (Utica- Rome), NY $350,000 
KHVN- AM /Ft. Worth (Dallas), TX 54.5 million 
KLCK -AM & KYYT -FM /Goldendale, WA $400,000 

resents its entry into the market. 
SELLER: Tribune Broadcasting 
Co., headed by President Dennis 
FitzSimons. Phone: 312 -222 -3333 
FREQUENCY: 1430 kHz; 99.5 
MHz; 101.1 MHz 
POWER: 5kw; 100kw at 1,624 feet; 
100kw at 1,624 feet 
FORMAT: Adult Standards; Classic 
Rock; AC 

Mitchell/Waitt Radio 
Transaction 
PRICE: $36.6 million 
TERMS: Asset sale for cash 
BUYER: Waitt Radio Inc., headed 
by President Michael Delich. 
Phone: 402 -330 -2520. It owns 38 
other stations, including KOTD -AM 
& KCTY -FM /Omaha -Council Bluffs. 
SELLER: Mitchell Broadcasting 
Co., headed by President John 
Mitchell. Phone: 402 -342 -2000 

Iowa 

KQKQ- FM/Council 
Bluffs (Omaha, NE) 
FREQUENCY: 98.5 MHz 
POWER: 100kw at 1,175 feet 
FORMAT: CHR /Pop 

Nebraska 

KOIL -AM & KOZN -AM/ 
Bellevue; KBLR -FM/ 
Blair; KHUB -AM & 
KFMT FM/Fremont; 
KLIQ -FM /Hastings; 
KUVR -AM & KMTY =FM/ 
Holdrege; KGFW -AM, 
KQKY -FM & KRNY -FM/ 
Kearney; KZFX -FM/ 
Lincoln (Omaha); KODY- 
AM & KXNP- FM/North 
Platte; and KKAR -AM/ 
Omaha 
FREQUENCY: 1180 kHz; 1620 
kHz; 97.3 MHz; 1340 kHz; 105.5 

MHz; 94.5 MHz; 1380 kHz; 97.7 
MHz; 1340 kHz; 105.9 MHz; 102.3 
MHz; 101.9 MHz; 1240 kHz; 103.5 
MHz; 1290 kHz 
POWER: 25kw day /1 kw night; 
10kw day /1 kw night; 25kw at 3,020 
feet; 500 watts day /1 kw night; 1 kw 
at 449 feet; 100kw at 948 feet; 500 
watts day /62 watts night; 55kw at 
262 feet; 1 kw; 100kw at 1,204 feet; 
79kw at 1,086 feet; 100kw at 1,132 
feet; 1 kw; 100kw at 479 feet; 5kw 
FORMAT: Children's; Sports; AC; 
Talk; Oldies; AC; Soft AC; Hot AC; 
Full Service; CHR /Pop; Country; 
Classic Hits; News/Talk; Country; 
News/Talk 

WPYK -AM /Dora 
PRICE: Undisclosed 
TERMS: Unavailable 
BUYER: Javier Macias. Phone: 
770 -436 -6171. He owns three other 
stations. This represents Macias' 
entry into the market. 
SELLER: Paul Johnson. Phone: 
205 -648 -3242 
FREQUENCY: 1010 kHz 
POWER: 5kw day /41 watts night 
FORMAT: Country 

WIQR- AM/Prattville 
PRICE: Undisclosed 
TERMS: Unavailable 
BUYER: Jimmy Jarrell. Phone. 
334- 821 -0744. He owns two other 
stations. This represents Jarrell's 
entry into the market. 
SELLER: Star Power Commun 
cations, headed by GM Greg 
Meadows. Phone: 334 -361 -4815 
FREQUENCY: 1410 kHz 
POWER: 5kw day /1 kw night 
FORMAT: Talk 

L 

KOLX- FM /Bariii g arlu 
KFPW- AM/Ft. Smith 
PRICE: $850,000 
TERMS: Asset sale for cash 

Continued on Page 8 
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CUT INTO 

TOTAL 

Sharpen your competitive edge with Media Market X -Ray. 

Strategic, comprehensive and flexible. That's Media Market X -Ray. 

A radio sales management tool that lets you take an aggressive cut at newspaper 

and television advertising budgets. 

Grip new revenue opportunities. 

If there was ever a time to bring new business to radio - it's now. In this challenging 

market, spending in major media, including radio, is down. With Media Market X -Ray, 

you can easily qualify prospects who haven't tapped into the potential of radio. 

You'll learn who's spending what and where, allowing you to take a slice out of 

total media expenditures. 

Get a handle on powerful sales information today. 

To learn how Miller Kaplan's X -Ray can 

help you take a deeper cut out of total media 

spending and expand your market possibilities, 

contact George Nadel Rivin, CPA or 

Donald Garrett, CPA at 818 -769 -2010. MEDIA MARKET X-RAY 
From Miller Kaplan Arase & Co., LLP 
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Transactions 

Continued from Page 6 

BUYER: Pharis Broadcasting 
Inc., headed by President William 
Pharis. Phone: 501 -288 -1047. It 

owns two other stations: KHGG -AM 
& KRBK- FM /Ft. Smith. 
SELLER: Prime LLC, headed by 
Managing Member Jerry Patton. 
Phone: 501 -442 -2021 
FREQUENCY: 94.5 MHz; 1230 kHz 
POWER: 31 kw at 502 feet; 1 kw 
FORMAT: Contemporary Christian; 
Adult Standards 

WDCF- AM/Dade City 
PRICE: Undisclosed 
TERMS: Unavailable 
BUYER: Wagenvoord Advertis- 
ing Group Inc., headed by Presi- 
dent David Wagenvoord. Phone: 
727 -726 -8247. It owns one other 
station, WTAN -AM /Clearwater 
(Tampa -St. Petersburg), FL. 
SELLER: Collins Communica- 
tions, headed by President Ed- 
ward Collins. Phone: 352 -567- 
1350 
FREQUENCY: 1350 kHz 
POWER: 1 kw day /500 watts night 
FORMAT: NewsiTalk 

WNCM- FM/Jacksonville 
PRICE: Undisclosed 
TERMS: No cash consideration 
BUYER: Delmarva Broadcasting 
Co., headed by President /CEO 
Julian Booker. Phone: 302 -478- 
2700. It owns 10 other stations. This 
represents its entry into the market. 
SELLER: New Covenant Educa- 
tion, headed by Wiley Tomlinson. 
Phone: 904 -641 -7600 
FREQUENCY: 88.1 MHz 
POWER: 8kw at 495 feet 
FORMAT: Contemporary Christian 

WZHR- AM/Zephyrhills 
PRICE: Undisclosed 
TERMS: Unavailable 
BUYER: Wagenvoord Advertis- 
ing Group Inc., headed by Presi- 
dent David Wagenvoord. Phone: 
727 -726 -8247. It owns one other 
station, WTAN -AM /Clearwater 
(Tampa -St. Petersburg), FL. 

SELLER: Zephyr Broadcasting 
Inc., headed by President/Director 
Judy Huff. Phone: 352 -567 -1350 
FREQUENCY: 1400 kHz 
POWER: 1kw 
FORMAT: Adult Standards 

WDKR -FM/Maroa 
(Decatur) 
PRICE: Undisclosed 
TERMS: License transfer to trust 
BUYER: Mary Ellen Burns Trust, 
headed by owner /President Mary 
Ellen Burns. Phone: 217 -864- 
4141. It owns one other station, 
WXFM -FM /Decatur, IL. 

SELLER: Tom Burns. Phone: 217- 
875 -9357 
FREQUENCY: 107.3 MHz 
POWER: 3kw at 456 feet 
FORMAT: Classic Rock 

WRVK -AM/Mount Vernon 
PRICE: $230,000 
TERMS: Asset sale for cash 
BUYER: Saylor Broadcasting Inc., 
headed by President Charles 
Saylor. Phone: 606 -256 -4000. It 

owns no other stations. 
SELLER: Cumberland Media Inc., 
headed by President Larry Bur - 
dette. Phone: 606 -256 -2146 
FREQUENCY: 1460 kHz 
POWER: 500 watts 
FORMAT: Gospel 

WSPR- AM/Springfield 
PRICE: Undisclosed 
TERMS: Unavailable 
BUYER: Antonio and Helena 
Gois. Phone: 413 -781 -5200. They 
own one other station, WACM -AM/ 
Springfield. 
SELLER: Edmund Dinis. Phone: 
508 -997 -9436 
FREQUENCY: 1270 kHz 
POWER: 5kw day /1 kw night 
FORMAT: Tropical 

WPLC- AM/Silver Spring 
(Washington, DC) 
PRICE: $3 million 
TERMS: Asset sale for cash 
BUYER: Multicultural Radio 
Broadcasting, headed by President 
Arthur Liu. Phone: 212 -966 -1059. 
It owns 29 other stations, including 
WKDM -AM, WKDV -AM & WZHF- 
AM/Washington. 
SELLER: Mega Communications, 
headed by President/CEO Alfredo 
Alonso. Phone: 301 -588 -6200 
FREQUENCY: 1050 kHz 
POWER: 1 kw day /44 watts night 
FORMAT: Regional Mexican 

WREM -AM/Monticello 
PRICE: $1 

TERMS: Asset sale for cash 
BUYER: Allan Weiner. Phone: 207- 
985 -7547. He owns no other stations. 
SELLER: Dr. Benito Rish. No phone 
listed. 
FREQUENCY: 710 kHz 
POWER: 5kw 
FORMAT: Talk 

W KAD- FM/Harrietta 
PRICE: $235,000 
TERMS: Asset sale for cash 
BUYER: Cadillac Broadcasting 
LLC, headed by Managing Member 
Patricia McDonald Garber. Phone: 
231 -347 -8713. It owns no other sta- 
tions. 
SELLER: Noordyk Broadcasting 
Inc., headed by President Donald 
Noordyk. Phone: 231 -924 -4700 
FREQUENCY: 93.7 MHz 
POWER: 6kw at 328 feet 
FORMAT: N/A 
COMMENT: This station is currently 
represented as a construction per- 
mit. 

BUSINESS BRIEFS 
Continued from Page 4 

The FCC has reduced its fine for EAS- equipment and tower- fencing violations on WSLA/New Orleans from 
$15,000 to $2,500. The penalty was reduced after the FCC reviewed WSLA's tax records for the last three years. 
The station had tried to have the fine rescinded completely, arguing that it was in a "state of confusion" over what is 

required under the commission's EAS regulations and saying that it had a modified emergency- broadcast system 
unit in place. The FCC rejected that argument, responding that the equipment did not comply with EAS rules. 
Additionally, WSLA argued that its tower fence was left unlocked by a maintenance worker; that claim was deemed 
irrelevant by the commission. 

The FCC has red -flagged for further review Entercom's deal to buy Bahakel Communications' WPET & 

WKSI /Greensboro. Entercom already owns four stations in the market: Gospel WEAL, Urban WJMH, Oldies WMQX 

and Urban WQMG. 
The FCC has rejected for the second time David Shepherd's allegation that Joseph and Donna Bollinger 

misrepresented their eligibility for a bidding credit while trying to win a construction permit for a new station in 

Continued on Page 13 

FM CP /Dixon 
PRICE: $100,000 
TERMS: Asset sale for cash 
BUYER: Lake Area Educational 
Broadcasting, headed by Presi- 
dent James McDermott. Phone: 
573 -346 -3200. It owns four other 
stations. This represents its entry 
into the market. 
SELLER: American Broadcast 
Financial Corp. Phone: 414 -482- 
1959 
FREQUENCY: 92.1 MHz 
POWER: 6kw at 328 feet 
FORMAT: N/A 

WQMS- AM/Quitman 
PRICE: $200,000 
TERMS: Asset sale for cash 
BUYER: Conquer Communica- 
tions Inc., headed by President/ 
Director Joe Dunagan. Phone: 
812 -234 -0097. It owns no other sta- 
tions. 
SELLER: Quitman Broadcasting 
Co., headed by President Terry 
Bonner. Phone: 601 -776 -2931 
FREQUENCY: 1500 kHz 
POWER: 1kw 
FORMAT: Country 

KLEU- FM/Lewistown 
PRICE: $5,000 
TERMS: Asset sale for cash 
BUYER: CSN International, 
headed by President Charles 
Smith. Phone: 714- 825 -9663. It 

owns 16 other stations. This rep- 
resents its entry into the market. 
SELLER: Big Country Christian 
Radio Institute. Phone: 509 -484- 
4531 
FREQUENCY: 91.1 MHz 
POWER: 4kw at 1,880 feet 
FORMAT: N/A 
COMMENT: This station is cur- 
rently represented as a construc- 
tion permit. 

WISE- AM/Asheville 
PRICE: $1.7 million 
TERMS: Asset sale for cash 
BUYER: Seeger, Guest & Fort, 
headed by President Edward 
Seeger. Phone: 843 -849 -0076. It 

owns five other stations. This rep- 
resents its entry into the market. 

SELLER: Mark Media Group, 
headed by President /CEO J. 
Ardell Sink. Phone: 828 -682 -6221 
FREQUENCY: 1310 kHz 
POWER: 5kw day /1 kw night 
FORMAT: Adult Standards 
BROKER: David Chandler of 
American Media Services LLC 
and Greg Guy of Patrick Commu- 
nications 

WTZQ -AM/ 
Hendersonville 
(Asheville) 
PRICE: $750,000 
TERMS: Asset sale for cash 
BUYER: Houston Broadcasting 
Inc., headed by President Randy 
Houston. No phone listed. It owns 
no other stations. 
SELLER: Mark Media Group, 
headed by President /CEO J. 
Ardell Sink. Phone: 828 -682 -6221 
FREQUENCY: 1600 kHz 
POWER: 1 kw day /12 watts night 
FORMAT: Adult Standards 
BROKER: Greg Guy of Patrick 
Communications 

WGMA- AM/Spindale 
PRICE: $350,000 
TERMS: Asset sale for cash 
BUYER: The Paradise Network, 
headed by President /Director 
Alvin Jones. Phone: 301 -587- 
0000. It owns two other stations. 
This represents its entry into the 
market. 
SELLER: Moonglow Broadcast- 
ing Co., headed by owner Dr. Bill 
Martin. Phone: 704- 922 -3411 

FREQUENCY: 1520 kHz 
POWER: 500 watts 
FORMAT: Gospel 
BROKER: Hadden & Associates 

KIMB- AM/Kimball 
PRICE: $65,000 
TERMS: Asset sale for cash 
BUYER: G &L Investments LLC, 
headed by member Gregory 
Steckline. Phone: 316 -721 -8484. 
It owns no other stations. 
SELLER: David Young. Phone: 
308 -235 -3634 
FREQUENCY: 1260 kHz 

POWER: 1 kw day /112 watts night 
FORMAT: Dark 

WBGJ- FM/Sylvan Beach 
(Utica -Rome) 
PRICE: $350,000 
TERMS: Asset sale for cash 
BUYER: Craig Fox. Phone: 315- 
468 -0908. He owns five other sta- 
tions. This represents Fox's entry into 
the market. 
SELLER: Kevin O'Kane. Phone: 
315- 829 -4848 
FREQUENCY: 100.3 MHz 
POWER: 1kw at 0 feet 
FORMAT: N/A 
COMMENT: This station is currently 
represented as a construction permit. 

KHVN- AM/Ft. Worth 
(Dallas) 
PRICE: $4.5 million 
TERMS: Asset sale for cash 
BUYER: Mortenson Broadcasting 
Co., headed by President Jack 
Mortenson. Phone: 859 -245 -1000. 
It owns 15 other stations, including 
KGGR -AM & KTNO -AM /Dallas -Ft. 
Worth. 
SELLER: Infinity Broadcasting, 
headed by President /CEO Farid 
Suleman. Phone: 212 -314 -9215 
FREQUENCY: 970 kHz 
POWER: 1 kw day /270 watts night 
FORMAT: Gospel 
BROKER: John Pierce of John 
Pierce & Co. 

KLCK -AM & Km-FMI 
Goldendale 
PRICE: $400,000 
TERMS: Asset sale for cash 
BUYER: Danny Manciu. Phone: 
541 -298 -4141. He owns no other sta- 
tions. 
SELLER: Colin Malcolm. Phone: 
541 -296 -9102 
FREQUENCY: 1400 kHz; 102.3 
MHz 
POWER: 1kw; 2kw at 1,873 feet 
FORMAT: Oldies; Country 

ESPNRADIO 
Continued from Page 4 

[former San Francisco 49ers QB] 
Steve Young." He added that radio also 

provides broadcasters with a chance 
to let their personalities shine through. 

Patrick said he's proud of how far 
the network has come since its launch: 
"They did it when ESPN wasn't cool. I 
don't think there's a stronger brand in 
America for the demographic we're try- 
ing to reach." 
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"Great works are performed not by 
Part three of the 2001 GM Spotlight recap, Page 10 strength but by perseverance." - Samuel, Johnson 

January 

management marketing sales 

SELL YOUR INVENTORY 

ON VALUE, NOT ON PRICE 
By Miles Sexton 

M I L E S 

S E X T O N 

It's that dreaded time of 
year again. No, I'm not 
talking about a trip to the 

mall to do your last -minute 
shopping, I'm talking about 
the pricing and selling of your 
first -quarter commercial in- 
ventory. In fact, if you've 
waited until now to work on 
that, you're in big trouble. 

The unfortunate fact is that 
most radio -inventory pricing 
decisions are not given much 
thought, and the decisions are 

usually made at the last minute, rather than 
strategically. And the tendency to act impulsively gets 
stronger as we enter the first quarter every year and 
begin the so -called "fire sales." How many of us have 
given in to the impulse to conduct those all -day phone 
blitzes to try to capture the lion's share of Ql radio 
advertising budgets? And, what's worse, fire sales are 
becoming quarterly, or even monthly, occurrences. 

KAMIKAZE PRICING 

Pricing experts refer to the fire -sale approach as 
"penetration pricing" -but Reed Holden and Thomas 
Nagle of Strategic Pricing Group bluntly refer to it in 
their seminars as "kamikaze pricing." They point out, 
"Penetration pricing is perhaps the most abused 
pricing strategy. It can be effective for fixed periods of 
time and in the right competitive situation, but many 
firms overuse this approach and end up creating a 
market situation where everyone is forced to lower 
prices continually, driving some competition from the 
market and guaranteeing that no one realises a good 
return on investment." 

Poor pricing decisions are symptomatic of the 
fundamental marketing challenge facing radio: the 
establishment of value. Holden has put it very 
succinctly: "Profitable pricing must capture the value 
of products and services and not simply be a tactic to 
close a sale." And, to bring it home to radio, Center for 
Sales Strategy VP / Sr. Consultant Keith Samuels says, 
"Most radio -cluster sales managers don't know how to 
put a value on their product. As a result, it's my 
assessment that most managers aren't very good at 
pricing. Hew is a manager who has no idea how to 
price - other than to raise rates when ratings go up, 
and vice versa - supposed to deal with cluster 
pricing?" 

Consolidation of radio stations has also consolidat- 
ed radio commercial inventory into two or three major 
operators per market. When the leader in the market 
resorts to penetration pricing, thinking that will drive 
demand, it sets in motion a process that destroys value 
and results in the treatment of radio inventory as a 
commodity. 

I'm not necessarily blaming consólidation for the 
problem, but I am saying that we have not been very 
good students of pricing strategy in this new business 
environment. Again, Nagle and Holden have made the 
point in seminars: "Organizations that employ 
kamikaze pricing have a poor understanding of how 
their products create value for customers. This lack of 
understanding results in excessive reliance on price to 
obtain orders. Successful marketers use price as a tool 

to reflect the value of the product and to implement 
systems in the organization that assure that value is 

delivered to customers and captured in the pricing." 
The failure to do this in radio is graphically illustrated 

by the many "value- added" elements - bonus spots, 
promos, remotes, merchandising, etc. - we include at no 
charge to close orders. These are just another form of 
discounting, and they undermine the creation of value in 
the buyer's mind. 

TRAINING THE TROOPS 

One of the greatest problems facing radio sales today is 

that sales training emphasizes selling techniques and 
systems and gives only passing attention to understanding 
the strategic marketing process. Pricing is one of the "four 
P's" of marketing, along with product, placement and 
promotion, and it's the only one that represents revenue. 
If, as marketing guru Peter Drucker has taught us, "The 
purpose of a business is to create a customer," then the 
function of a strategic marketing plan is to create customer 
value. 

One of the greatest problems facing 
radio sales today is that sales train- 

ing emphasizes selling techniques 
and systems and gives only passing 

attention to understanding the 
strategic marketing process. 

The role of promotion, including advertising, is to help 
establish the perceived value of the product or service and 
take the focus off the price. The goal of a pricing strategy is 

not to recover costs, but to capture the value of the product 
or service in the mind of the buyer. 

Because much of radio's advertising revenue is 
acquired through transactional negotiations, where clients 
and agencies call to ask us to sell them something - 
especially in the big markets, where as many as 90% of 
transactions may be of this kind - there has been a natural 
tendency to sell on price, not value. Remember those dot - 
com buys in 2000, when price was no object and inventory 
was scarce? Raising prices was our sole focus, even with 
our best customers, with little thought to,growing value. 
Now demand has waned, the dot -corns have gone bust, 
and radio is paying the price. 

Two questions are begging to be answered. The first: 
How do we understand and create value? 

There are a number of approaches to value -based 
selling, but I like the concise guidelines offered by Nagle 
and Holden: To avoid the rigors of price -based 
competition, marketers should adopt the "five Cs" of the 
value -based approach: 

1. Comprehend what drives customer value. (Have you 
conducted a real client -needs analysis lately ?) 

2. Create value in your product, service and support. 
(Have you taken a look at your audience's spending - 
power numbers lately ?) 

3. Communicate value in sales promotion and 
advertising. (Have you met with a decisionmaker beyond 
the buying department lately ?) 

4. Convince customers of the value of what you're 
selling. (Remember, the purpose of sales is not to use a 

lower price to close a sale, but to convince the customer 
that the price, which is based on the value of the 
product, is fair.) 

5. Capture value in your pricing strategy. 

YIELD MANAGEMENT 

That brings us to the second question: What is the 
best pricing strategy for radio? We in radio might like 
to think we face a unique pricing dilemma, but we do 
not. Like the airline, hotel and travel industries, radio 
faces the dilemma of perishable inventory. Consider 
this: According to travel- industry data, approximately 
500,000 airline seats fly empty and 1.5 million hotel 
rooms remain empty - every day! And these 
industries have already created the pricing strategy 
that will work best for radio, especially when demand 
is low. 

That pricing strategy is yield management. It is the 
practice of maximizing profits from the sale of 
perishable assets, such as radio inventory, by 
controlling price and inventory and improving value 
and service. 

Here are the characteristics that radio shares with 
the industries that are making yield management 
work: 

Perishable inventory 
Variable demand 
Fixed production capacity 
Sales are made via advance booking 
Multiple pricing structure 
Low -variable unit cost - that is, it costs as much 

to run two spots an hour as it does to run 12 

The purpose of this article is not to impart the finer 
points of yield management, but here are some of the 
highlights of how it works: 

It factors in historical supply- and -demand 
models. 

It packages nonprime inventory to overcome unit 
price or cost -per -point objections. 

It reserves prime inventory for price increases as 
demand grows. 

It ensures that revenue goals will be achieved well 
before prime inventory is sold out. 

It is a systematic way to price that provides 
flexibility as market conditions change without 
undermining value in the customer's mind. 

Yield management is not a new concept in radio; in 
fact, there are many software developers, inside and 
outside the industry, offering programs that will 
interface with your traffic system. There are stations 
that have been making very good use of this pricing 
strategy for years. But, unfortunately, yield manage- 
ment has also been poorly implemented in many cases. 
It takes commitment and planning to make it work. 
Station decisionmakers must embrace yield manage- 
ment as a way of doing business and not shortchange it 
into simply a pricing instrument. 

Consolidated selling has created a whole new set of 
pricing challenges for an industry that has never been 
very good at pricing. But know this for certain: 
Discounted penetration pricing will never allow radio - 
industry revenue to grow to the levels it can, and 
discounts will continue to be leveraged by buyers, who 
will take advantage of radio's commercial inventory as 
a commodity. 

The last word should go to Peter Drucker, who has 
wisely noted: "Low prices and high profits rarely come 
together." 

Miles Sexton s President of Sexton Management 

Services in Ventura, CA. SMS provides sales marketing, 

management and training to broadcast and business -to- 

business e- marketing clients. He can be reached at 805- 

701 -0031 ormwsexton@pacbell.net. 
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2001'S GMS IN THE SPOTLIGHT 
Part three of a three -part series 

Richard Lewis 
Clear Channel 

Regional VP/ 

Pennsylvania 
(21 stations) 
Aug. 3, 2001 

Chuck Cotton 

KHBZ-AM, 

KHVH -AM, 

KSSK -AM & FM, 

KDNN -FM, KIKI - 

FM & KUCD -FM/ 
Honolulu 

(Clear Channel) 

Aug. 10, 2001 

Cindy Weiner 
Schloss 

KBQI -FM, KLSK- 

FM, KPEK -FM, 

KSYU -FM, KTEG- 

FM & KZRR -FM/ 

Albuquerque; Clear 

Channel Regional 

VP 

Aug. 17, 2001 

Congratulations to 2001's 
distinguished honorees! 

Caroline Devine 

KISS -FM & 

KSMG -FM /San 

Antonio 
(Cox Radio) 

Aug. 24, 2001 

Jim Robinson 
WJZW -FM & 

WRQX -FM/ 

Washington 
(ABC Radio) 

Aug. 31, 2001 

Sheila O'Connor 
KUDD -FM /Salt 
Lake City and 

KOVO /Provo, UT 

(Millcreek 
Broadcasting) 
Sept. 7, 2001 

Roger Fessier 

KBID -AM, KERN - 

AM, KGEO -AM, 

KCOO -FM, 

KGFM -FM & 

KISV -FM/ 
Bakersfield 
(American 

General Media) 

Oct. 5, 2001 

Ray Garon 

WFEA -AM, 

WALL -FM & 

WZID -FM/ 

Manchester, NH 

(Saga Communi- 
cations) 

Oct. 12, 2001 

Red Pitcher 
WJBC -AM, 

WBNQ -FM & 

WBWN -FM/ 
Bloomington, IL 

(Citadel) 

Oct. 19, 2001 

Bennett Zier 
Regional VP/ 

Washington - 

Baltimore (26 
stations) and GM 

of WIHT, WMZQ 

& WWDC/ 

Washington 
(Clear Channel) 

Oct. 26, 2001 

Bob Bruno 
WOR -AM/ 
New York 

(Buckley 
Broadcasting) 
Nov. 2, 2001 

Roger Nadel 

KFWB/ 
Los Angeles 

(Infinity) 
Nov. 9, 2001 

Edward Turner 

WODT -AM, 
WYLD -AM & FM, 

KFXN -FM, KKND- 

FM, WNOE -FM & 

WQUE -FM/ 
New Orleans 

(Clear Channel) 

Nov. 16, 2001 

Bernie Barker 
WMSP -AM, 
WNZZ -AM, 

WLWI -AM & FM, 

WHHY -FM, 
WMXS -FM & 

WXFX -FM/ 
Montgomery, AL 

(Cumulus 
Broadcasting) 
Nov. 23, 2001 

John Dziuba 

WBUD -AM, 
WHTG -AM, 
WBSS -FM, 

WHTG -FM & 

WKXW -FM/ 
Trenton, NJ 

(Press 
Communica- 

tions) 
Nov. 30, 2001 

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

OWN YOUR EVENTS 
If no one can see your signs, do they know who staged the event? Make sure you claim 

ownership at all your events with cost -effective, disposable plastic banners. 

1 -800- 231 -6074 

-We print your logo using up to four spot colors. - Perfect for concerts, events and giveaways. - Packaged on a roll and easy to use. 
-Up to 3' High and 6' Wide - Weather- resistant - Durable 

P.O. Box 750250 Houston, Texas 77275 -0250 
Tel 713/507 -4200 Fax 713/507 -4295 

ri @reefindustries. corn www, reefindustries. corn 
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2001: Waiting For The Dough 
What was promised and what was delivered 

By David Lawrence 2001 was the year comput 

Internet Editor ers were supposed to start 
davidgnetmusiccountdown.com talking to us. HAL was to 

be a reality. And, in many ways, 

the concept of a talking comput- 

er - and our lukewarm re- 

sponse to that and other tech- 

nology - became the story of 

this year. 

If you have a computer that's 

less than 5 years old, you can 

easily set it up to talk to you and 

allow you to talk to it. The voices 

you'll hear won't be as mellifluous 

as HAL's in 2001: A Space Odyssey, but they'll com- 

municate clearly and concisely. 

Likewise, software like Dragon's Naturally SpeakiRg 

and IBM's ViaVoice can turn your keyboard -bound 

machine into a voice -driven wonder ready to do your 

bidding: opening files; traversing the 'Net; playing, 

stopping, rewinding and fast -forwarding your MP3 files; 

even transcribing your words for that weekly column you 

write. It's all reality, and it's here now. 

Is it cool? Yes. Is it as widespread as we thought it 

would be? No. 

It's all about the human factor. The way we use 

technology can make or break its success in ways the 

designers and programmers never dreamed possible. In 

the case of voice -to -text, voice -command and voice - 

navigation technology, the problem is that we have a 

society of polite, cubicle- infested companies, and we don't 

want to speak our every thought out loud. 

We've been presented with lots of 
technology over the past year that 
people really didn't care that much 

about, despite the hype. 

Sure, lawyers and doctors are used to dictating memos 

and briefs and notes, but the rest of us aren't all that 

comfortable saying that which we would normally type. 

And the general noise level makes most offices 

uncomfortable enough already; additional hubbub from 

the dude next to you commanding his browser to zoom in 

on that Britney Spears image would drive you crazy. So, 

out of social embarrassment, we turn away from the 

technology and return to our keyboards, grumbling and 

wishing that we could type faster. 

So it goes in the world of digital music. We've been 

presented with lots of technology over the past year that 

people really didn't care that much about, despite the hype 

from marketers and manufacturers and programmers. 

When we, the public, reject something, suppliers are quick 

to blame the Internet or the dot -com bust or to say 

anything but the simple words "People didn't like it" to 

explain their failure. So 2001 was yet another year of 

"revolutionary products" that barely registered - or that 

never even saw the light of day. 

Online Music Services 

Just squeaking in under the end -of- the -year wire were 

the two digital -music services created by the major labels 

to take the place of Napster and its offspring and let you do 

things legally. 

MusicNet and pressplay are, so far, two more examples 

of technology in search of an audience. MusicNet may or 

may not give you the music you want; its full library wasn't 

available when it launched a few weeks ago. The first 

experiences with these services are going to be very 

important to consumer acceptance. If they don't 

approximate the old Napster experience (as opposed to the 

new Napster experience, which completely disappoints 

anyone expecting the old Napster experience), they cannot 

expect the public to give them any significant amount of 

mind share or wallet share. 

In addition, both services are trying to sneak "music 

rental" rather than music ownership under the radar. Hey, 

it works for video, right? But there's a big difference: With 

a movie, you invest a couple of hours of your time, usually 

to the exclusion of all other activity. That creates a perfect 

situation for rentals, because the number of movies people 

haven't seen and wish they had is always high. 

With music, you're talking about the same number of 

new releases (three to five new movies make it into theaters 

each week, and three to five new songs make it onto 

playlists -as if anyone really notices), but much less time 

is invested in hearing songs, even repeatedly. The collectibility 

of music is high, and it will be tough to get the public to 

swallow the concept of music rental. 

Add the inability to burn everything you want onto CD to 

preserve it for your collection, and you've got some 

significant speed bumps. Sure, pressplay allows some CD 

burning, but with considerable restrictions. And the 

libraries of both services are limited. It's decidedly not the 

old Napster experience. 

My fear is that when these services fail - and they will, 

if they don't evolve into the killer app that e-mail is and that 

Napster threatened to become - the developers will not 

hold the real culprits responsible but will blame the 'Net 

itself as a place where no one can really.make money. 

Targeted Spots And 

Self- Directed Entertainment 

Another technology still looking for an audience is 

highly targeted advertising. We were told that in 2001 

companies would be delivering personalized, tightly 

focused streaming -audio and -video ads to individuals 

rather than to the mass market, and those ads would blow 

apart the traditional notions of gathering an audience and 

showering them with a unique selling proposition. At 

exactly the same time in the same program, a single 

woman in San Francisco would hear a completely different 

ad than a male retiree in Florida. No one ever explained to 

me why such disparate people would be listening to the 

same show, but no matter: The sheer lack of audience 

numbers prevented any sort of streamed advertising, 

targeted or not, from materializing. 

In addition, sites that offered users control of their 

entertainment gained no traction. We looked in the past 

year at sites that let you choose the outcome of the story 

you were watching, choose the perpetrator in a murder 

mystery or choose the kinds of music you wanted to hear 

(with the last narrowly skirting some legal issues about 

letting listeners know what's ahead in an online playlist). 

Maybe, just maybe, our experiences 
over the last few years have taught 

us to be a bit more careful about 
going nuts over stuff that's cool, as 

opposed to cool and useful. 

These sites didn't work because people just didn't want to 

expend that much effort. They wanted - and continue to 

want - a trusted source to pick and present their 

entertainment, edited and vetted so they get only the best. 

Maybe Next Year 

2001 was also the year that saw DigiScents try 

desperately to get you to sniff your way around the web; 

saw another company market thin, flexible CDs that, 

although they are waycool, have yet to find any practical 

use; and gave us lots of companies sliding cloaking over 

retail CDs, only to have crackers break their software 

almost immediately. 

Maybe this year will be the year that we see some of 

the software, hardware and business launches that were 

promised in 2001. Sirius Satellite Radio is looking good 

for a Valentine's Day launch, and Cox, ComCast, Rogers 

and other cable companies should get their own 

broadband networks built out and complete the severing 

of their ties with the defunct ©Home. 

But there will still be products promised over and over 

and over again that will never be delivered. Promises have 

been made and broken by companies as large as 

Microsoft and Dell (the latter was recently fined nearly a 

million dollars for never quite getting around to shipping 

a piece of software it agreed to deliver back in 1995) trying 

to scare off the competition and by the smallest of 

companies with the best of intentions. New games, 

centralized entertainment centers, car stereos that 

combine CD and MP3 players with all bands of radio 

(including satellite) have all failed to reach the market, and 

users are wondering if any of this long- promised 

technology will ever find its way into their hands. Further, 

they are rightfully wary about that technology's turning 

out to have a half -life of less than a year. 

Maybe, just maybe, our experiences over the last few 

years have taught us to be a bit more careful about going 

nuts over stuff that's cool, as opposed to cool and useful. 

Maybe we've learned not to rely on a website or a method 

of access or a piece of software without a backup or 

alternative. It's sad that we've become a bit cynical about 

the 'Net and its potential, but we've all come to the 

conclusion that the Internet is not going to be all things to 

all people. And we certainly cannot count on making 

money just because the web is involved. 

David Lawrence is heard daily on more than 150 radio 

stations on his nationally syndicated shows: Online 

Tonight, a nightly sigh -tech and pop culture talk show; the 

East Coast morning drive news slot for CNET Radio and 

XM's Channel 130; and Net Music Countdown, the official 

countdown for music heard via the Internet. He is based in 

Washington. DC and is heard on hundreds of stations, 

including WGN/Chicago, KFBK/Sacramento and WBT -AM 

& FM /Charlotte. You can reach him at davidtnetmusic 

countdown.com or by calling 800- 396 -6546. 
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KMSX 

Continued from Page 3 

have to have some ideas that you 
throw out there; you can't be nebu- 
lous about it. The idea was to put 
together the potential No. 1 station 
in San Diego, and our signal cer- 
tainly helps us out. We are the only 
class C station licensed to San Di- 
ego itself, and, without a doubt, it's 
the best signal in the market. In Ra- 
dio 101, it's this simple: You can't 
listen to what you can't hear. We 
were looking for a major mainstream 
format that could be the No. 1 adult 
radio station in San Diego." 

Glickenhaus added that KMYI's 
launch was truly a coalition effort 
that involved not only Critical Mass 
Media and San Diego -based Sr. 
VPs/Programming Rich Hawkins 
and Jack Evans, but also Clear 
Channel Radio CEO Randy Mi- 
chaels. Hawkins happens to be a 
former PD of crosstown AC KYXY, 
one of KMYI's competitors. Glick - 
enhaus said the station will also 
compete heavily against '80s KBZT 
and talk- intensive Hot AC KFMB- 
FM. 

Glickenhaus said, "Quite frankly, 
there are a lot of good radio stations 
in San Diego. We knew we were 
going to have to go deeper in our 
research, and we found that there 

Warner /Chappell Signs Sanz 

Latin -music superstar Alejandro Sanz has signed a worldwide pub- 
lishing deal with Warner /Chappell Music. Sanz, who records for WEA 
Latina, has five albums in release that have sold more than 12 mil- 
lion units globally, and he was recently awarded four Latin Grammys 
for his album El Alma Al Aire. Pictured celebrating the signing are (l -r) 
Warner Chappell /Spain Managing Director Alvaro DeTorres, Sanz and 
Warner Chappell Chairman /CEO Les Bider. 

was a whole body of music that lis- 
teners could hear some of the time 
on one station and some of the time 
on another station." 

Mike O'Brian, who had been 

KMSX's PD, will remain involved 
with the station in a capacity to be 
determined. Air talent will be un- 
veiled on 'MYI shortly. - Adam Jacobson 

KZND 
Continued from Page 1 

abandoned when KYES improved 
its own existing signal. 

J.J. Michaels, who served as 
KZND's PD from the station's in- 
ception and left the station just a 
few month ago, explains how "87.7 
The End" came to be: "The owner 
and GM of KYES, Jeremy Lands- 
man, has always been the kind of 
guy to push the envelope on these 
things. He realized that the FCC had 
relaxed the rules that would permit 
a regular FM stereo station on the 
channel 6 signal." 

According to FCC attorney Joyce 
Bernstein, the commission amended 
its rules on aural and visual services 
for the channel 6 signal several 
years ago to say that the audio por- 
tion of the signal no longer had to 
match the visual portion. 

Enter Ubik Broadcasting, which 
was formed by current KZND PD 
Aaron Wallander and Wolfgang 
Kurtz in 1997. In 1999 Ubik sold 
its only property, KQEZ/Houston, 
AK, to New Northwest Broadcast- 
ers and purchased Anchorage's 
KNIK, which airs a Smooth Jazz 
format. Seeking to expand its hold- 
ings in Anchorage, Ubik then 
turned to Fireweed. "Running just 
one standalone made it too difficult 
to compete in the market," Michaels 
says. After discussing the possibil- 
ity of using the FM -only portion of 
an LPTV license as a radio station, 
Ubik inked an LMA with KZND - 
TV. 

On Aug. 1, 1999, KZND -TV de- 
buted as 87.7 The End. Its audio 
was available on both the FM dial 
and on channel 6. Anchorage's 
other radio broadcasters instantly 
vilified KZND. Michaels says, 

"Other stations felt like we were 
going in on their territory. Origi- 
nally, we didn't have a video signal. 
But we adhered to all of the rules 
of the FCC, and we've had no in- 
terference from the FCC since 
we've put it on the air." 

The FCC has been very much in- 
volved in the existence of KZND, 
however. In late 1999 attorney 
David Tillotson filed a petition with 
the FCC on behalf of American Ra- 
dio Brokers President/CEO Chester 
Coleman, owner of KABN, KADX 
& KAXX/Anchorage. In the peti- 
tion Coleman stated that KZND was 
providing an "aural -only service" 
and was therefore violating FCC 
regulations. 

Barbara Kreisman, Chief of the 
Mass Media Bureau's Video Ser- 
vices Division, agreed. In her initial 
November 1999 ruling, Kreisman 
said, "KZND -LP is authorized to 
operate a low -power television sta- 
tion on channel 6 on the television 
band. The commission does not per- 
mit the television band to be used 
for the operation of FM radio sta- 
tions." 

KZND quickly added several 
video features to its TV signal, in- 
cluding live video of its morning 
show, public service announce- 
ments and advertisements. Despite 
this, Coleman insisted that nothing 
had really changed on channel 6 
and that "the transmission of static 
video slides is the functional 
equivalent of transmitting a test pat- 
tern." 

Kreisman, however, disagreed. 
After reviewing a videotape of 
KZND -TV's programming from 
June 9, 2000, she sided with 
Fireweed: The "large number of 
photographs and visual announce- 
ments" confirmed that KZND's TV 
transmissions met the FCC's visual - 
signal rules. 

Coleman also argued that KZND 
is not following many of the rules 
applicable to commercial FM sta- 
tions, including maintaining a main 
studio with a minimum staff of two 
full -time employees - one of 
whom must be in a managerial role. 
But that was never a topic of dis- 
cussion at the FCC. KZND was of- 
ficially a TV station. R &R could 
not reach Coleman for comment. 

When contacted at the FCC by 
R &R, Bernstein said the matter 
was officially resolved in Septem- 
ber 2000 and that KZND is prop- 
erly operating under the FCC's tele- 
vision- licensing standards. "We 
don't care if they want to hold 
themselves out as an FM station," 
Bernstein said. "As long as they do 
the required station identification, 
they are meeting FCC regulations." 

Michaels said, "We broadcast 
video on channel 6. It basically 
shows the studio. The audio portion 
of that broadcast is adapted, pro- 
cessed and modulated for the FM 
band, thanks to some creative engi- 
neering. We don't sound any differ- 
ent than [crosstown Rock] KWHL 
does." Michaels worked at KWHL 
for four years before agreeing to 
launch The End. 

Radio That's Not Radio 

Because KZND is actually li- 
censed as a TV station, Arbitron re- 
fuses to include The End in its 
rankings for Anchorage. "As a result, 
Arbitron ratings for the market are 
completely skewed," Michaels said. 

Arbitron VP /Communications 
Thom Mocarsky explained, "If it's 
not a radio station, we don't report 
it. If you read our description of 
Arbitron methodology, we only 
measure FCC -licensed. radio sta- 
tions. We do not report [KZND] as 
a radio station because it is not a ra- 
dio station." 

EXECUTIVE ACTION 

CC Welcomes Theobald As VP/Radio Group Sales 

Clear Channel has named Karen Theobald VP /Radio Group Sales 
for the Washington, DC region. Theobald joins Clear Channel from 

Munich, Germany -based Kirch Media Gruppe, where she was Sr. VP, as 

well as a senior executive in the Prisma Sports & Media AG division. 
"Karen's experience in sports marketing and new- business develop- 

ment is a perfect fit for the Group Sales effort," said Clear Channel Exec. 
VP /Radio Group Sales Erik Helium. "My team is charged with leveraging 
Clear Channel's national footprint and multiple platforms to identify new 
business opportunities. Karen's proven track record in identifying and de- 
veloping market opportunities for new products and technology will be 
extremely valuable as we move forward." 

As a marketer, Theobald has been involved with such concerns as the 

PGA Tour, the National Hockey League, the National Football League, 
Intel Corp., Yahoo!, Walt Disney and Coca -Cola. 

Winick Rises To Top WINZ & WIOD Sales Post 

d Winick, a longtime South Florida radio sales executive who pres- 
ently serves as Director /Solution Managers of Clear Channel's WLVE/ 

Miami, has been tapped as Sr. Director /Solution Managers for the 
company's crosstown Sports and News/Talk properties, WINZ & WIOD. 

Winick's duties at WINZ & WIOD are equivalent to those of a GSM. 
Les Haber, who continues as Director /Solution Managers for the duo, will 
report tzWinick. Winick managed sales for then -News WINZ from 1995- 
97 and has supervised sales for WLVE since 1995. He also held a sales 
post at crosstown WQAM /Miami from 1992 -95. Winick said, `The combi- 
nation of [WINZ & WIOD) offers South Floridians the best News, Talk and 

Sports that radio has to offer. More importantly, these properties give us 
the ability to help our clients move their goods and services in a very 
effective and efficient manner." 

In related news, Marcia Chambers has been appointed Director /Solu- 
tion Managers for Rhythmic AC WMGEIMiami. She joined CHR/Pop sis- 
ter WHYI/Miami in 1996 and has also worked at crosstown WHQT, WBFS- 
TV and WXDJ, where she began her career in 1988. 

Even though Arbitron won't ac- 
knowledge KZND, the station has 
continued to frustrate those who op- 
erate in the FCC -mandated broad- 
cast spectrum. In order to sell 
KZND, Michaels signed up as a 
subscriber to Eastlan's surveys for 
the Anchorage market. According 
to Radio Think -Tank's Ken An- 
thony, who consults The End, 
KWHL initially saw a decrease in 
listening because of The End's pres- 
ence in the market. 

"In Eastlan surveys for Anchor- 
age, The End placed as high as No. 
3 18 -34," Anthony said. "It's a little 
frustrating because of Arbitron's 
noninclusion." Michaels added that 
The End ranks in the top three in all 
of its key demos. He also said, 
"There has been a 10% decline in 
overall radio listening in Anchorage 
since The End went on. And, for the 
past six years previous to our going 
on the air, Arbitron said radio listen- 
ing was on the rise. If you do the 
basic math and look at the old 
Willhight data, a good chunk of 
what Arbitron ranks has gone to 
us." 

In fact, if an Arbitron diarykeeper 
in Anchorage lists "The End" or 
"KZND" among the stations he or 
she listens to or happens to be a P1 

listener to KZND, Arbitron will dis- 
card that diary. "It skews the results 
for the entire market," Michaels 
emphasized. "Fuck Arbitron. They 
say that we are not a radio station. 
We say that we are. We've been on 
the air for two years, and we've 
been generating revenue. So I guess 
that makes us a radio station." 

Still, according to the FCC, 
KZND is a television station. When 
asked to clarify his remarks, 
Michaels said, "We broadcast a ra- 
dio station on what the FCC consid- 
ers to be a TV station. They have 
created a situation in the market- 
place where a broadcaster could put 
a radio station on that frequency. 
This station is very well- accepted. 
We've got a nice little product here, 
and it makes money - much to the 
chagrin of the other stations in the 
market." 

Interestingly, the debate over 
KZND's existence could become 
moot within the next year. Michaels 
says that Ubik participated in a Dec. 
5, 2001 FCC auction for an avail- 
able license in Wasilla, AK that 
would place a station between 
102.1 MHz and 103.1 MHz. That 
signal could become the new home 
for KZND's programming. Mi- 
chaels said, "We can easily take our 
revenue and multiply it tenfold by 
putting it on a frequency that could 
be more generally accepted by lis- 
teners and the other competitors in 
this market." 

But, for now, Michaels is per- 
fectly content with The End's per- 
formance as a multimedia Alterna- 
tive. 

CHRONICLE 

BIRTHS 

Merrill Lynch media analyst 
Jessica Reif Cohen, husband 
Bob, son August Jesse, Dec. 18. 
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Radio 
Fairfield Media Group makes 

the following appointments: 
SCOTT KRAUSE is promoted 

to Station Manager of KMCD -AM 
& KIIK- FM/Fairfield, IA. He rises 
from Sales Manager. 

JUDY BUSHONG is named Sta- 
tion Manager of KBIZ -AM & 

KTWA- FM/Ottumwa, IA. She was 
most recently Sales Manager of 
Fairfield Media Group's Fairfield, 
IA stations. 

Changes 
Records: Sony Music promotes . 

Gregg Goldman to VP/Business 
Affairs, West Coast. 

XM 
Continued from Page 1 

the CircuitCity.com website. 
In addition to well -known names 

Sony and Panasonic, Circuit City 
carries automotive aftermarket 
manufacturer BlitzSafe's new line of 
XM Digital Connect cables. The 
cable enables any aftermarket car 
radio with an auxiliary input to play 
XM's service, cutting installation 
time to 15 minutes. BlitzSafe Presi- 
dent/CEO Ira Marlowe told R &R 
that his company is rolling out sev- 
eral products to support XM and its 

rival, Sirius Satellite Radio. 
"This is exciting for us, the most 

exciting technology since FM radio," 
Marlowe said. "We think BlitzSafe 
will be able to move 150,000 to 
200,000 units in 2002. Within two to 

three years we will see 3 million XM 
subscribers." Marlowe speaks from 
experience: His company pioneered 
the interface that allows aftermarket 
CD changers to play through existing 
car radios. 

Several Wall Street analysts have 
also acknowledged that there is con- 
sumer interest in the service. Lehman 
Brothers' William Kidd believes that 
the market has underestimated the 
early demand for satellite radio, and 
SG Cowen analyst Robert Kaimowitz 
told Bloomberg, "There was an ex- 
pectation by some that consumers 
would never buy it. The numbers are 

proving themselves." 
And XM President/CEO Hugh 

Panero likes those numbers. "Ana- 
lysts have pointed out that we would 
end the year with somewhere be- 
tween 20,000 and 30,000 subscrib- 
ers," Panero said just before Christ- 
mas. "We're pretty comfortable with 

the range the analysts have set." In 
fact, Panero predicted there would 
be "significant subscriber activations 
post- Christmas Day, when people 
will be unwrapping what we think 
is the major new consumer- electron- 
ics gift for 2001." 

Meanwhile, consumers interested 
in Sirius' service have to wait until 
that company's planned February 
launch date. And, for now, Wall 
Street is taking a harder line on 
Sirius. "Sirius is more leveraged 
than XM," said Kaimowitz in initi- 
ating coverage of Sirius with a "neu- 
tral" rating and $10- per -share target 
price. "Sirius has a greater potential 
for a cash deficit due to the delay in 

executing its business plan and has 
yet to secure original -equipment 
manufacturer relationships," he said. 

But Kaimowitz believes that, be- 
cause Sirius is the second player in 

a duopoly business that he finds 
"very attractive," Sirius shares may 
tend to trade up while benefiting 
from XM's near -term success. 

In fact, Sirius enjoyed a late -year 
surge with investors: As of R &R's 
Dec. 28 deadline, Sirius stock was up 
53% for the month and had improved 
20% in just a week's time. It closed 
down 2 %, to $10.80, in that day's 
trading. SmartMoney magazine re- 
ported that some of the credit for 
Sirius' surge should go to Oppenheimer 
Funds Director /Global Equities Bill 

Wilby, who told CNBC that Sirius is 

one of his top three picks. But Kidd 
credited XM: "I think it's just contin- 
ued optimism over the holiday sales," 
he told Reuters. "We expected a 

good Christmas season for XM, and 
Sirius is basically running on XM's 
shoulders." 

BUSINESS BRIEFS 
Continued from Page 8 

Bismarck, MO. Shepherd filed a petition asking the commission to deny the Bollingers' sale of KHCR- FM/Potosi, 

MO, saying the FCC shouldn't allow that deal to go through until it rules on the Bollingers' fitness to hold a broadcast 
license. But the FCC said Shepherd raised no pertinent issues about the Bollingers' ownership and operation of 
KHCR; it further stated that it found no reason to believe that their attempt to secure a bidding credit for the CP was 
anything other than an error. 

The FCC's Enforcement Bureau has promoted Suzanne Tetreault to Assoc. Bureau Chief and Chief of Staff. 

She rises from Asst. Bureau Chief, a post she has held since the bureau's inception in 1999. Tetreault joined the FCC 

in 1991 and worked in the agency's Common Carrier Bureau and General Counsel's office before joining the En- 

forcement Bureau. 

Congress OKs Funding For Radio Free Afghanistan 
Congress has approved funding of $19.2 million for Radio Free Afghanistan. Beginning as soon as this month, 

the service will broadcast news about American and Afghan current events to Afghanistan in various local 

languages. The broadcasts will originate from and be run by Prague -based Radio Free Europe /Radio Liberty. Radio 

Free Afghanistan plans to air 30 minutes of programming daily by late next month; that will eventually be increased 

to 12 hours a day. 

Clear Channel's Chinese Outdoor Group Launches IPO 
Hong Kong -based outdoor -advertising firm Clear Media, in which Clear Channel Communications owns a 46% 

stake, held its IPO on Dec. 19. The IPO price was $5.89 (Hong Kong dollars), but the stock closed 8% lower that 

day, at HK$5.40, and was at HK$5.65 on Dec. 28. Clear Media owns more than 4,800 bus shelters in 28 mainland 

Chinese cities; about 89% of its advertising business comes from the Chinese government. 

Clear Channel Entertainment Sues NYC Government 
Clear Channel Entertainment has filed suit against the government of New York, alleging that the city did not 

follow the law when it awarded the contract for a new Randalls Island amphitheater to Q- Prime's Quincunx. 
Clear Channel Entertainment, which wants bidding for the contract to be reopened, claims that 0-Prime's proposal 
to build a 19,200 -seat facility and pay the city $67 million over 35 years poses significant environmental and eco- 
nomic problems. Clear Channel says its own proposal of $60 million over 25 years would guarantee New York $27 
million more in the long run. 

Amex Trades Cox Radio Options 
The American Exchange began trading Cox Radio ClassAoptions on Dec. 27. The options trade on the February 

expiration cycle, with initial expirations in January, February, May and August. 

American Tower Promotes Three Execs 
A merican Tower has promoted Joseph Winn and Michael Gearon to Vice Chairmen, and Brad Singer is ri upped to succeed Winn as CFO/Treasurer. Gearon will continue as President of American Tower International. 

VerStandig Signs Eastlan In Two Markets 
Eastlan will provide ratings for VerStandig Broadcasting's stations in Hagerstown, MD and Harrisonburg, PA. 

Beginning this year, both markets will be measured twice per year through 2005, with a 1,500 in -tab in Hagerstown 

and a 1,000 in -tab in Harrisonburg. 

OnStar Adds Sporting News Radio Updates 
The nearly 2 million subscribers to General Motors' OnStar will now receive the latest sports news from Sporting 

News Radio through OnStar's Virtual Advisor service. The SportingNewsFlash is updated every 20 minutes. 

Virtual Advisor is available on all 2001 -02 OnStar- equipped GM vehicles, as well as the Acura RL sedan. 

AP Radio Inks Group Deal With Hall 
AP Radio has signed a deal to provide its NewsPower service to Lakeland -based Hall Communications. Hall 

has 16 East Coast radio stations, which will have access to NewsPower's format -specific show -prep pack- 

ages, entertainment information, sports and business coverage and state, national and international news. 

July 25 -28, 2002 Minneapolis Marriott City Center i 
04 

The ILeaxexilrig Conference 
PLAN NOW! BUDGET NOW! FULL TUITION: $224 OR LESS* 

* Friends of the Conclave Tuition, just $199. Earlybird tuition expires 12/31/01 
For details, call 952 -927 -4487 or visit www.theconclave.com 
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MONDAY, JANUARY 14 

1952 /The Todayshow debuts on NBC - 

TV. 

1954 /Baseball star Joe DiMaggio 
weds actress Marilyn Monroe. 
The marriage lasts nine months. 

1986 /Rambo: First Blood II arrives in 

video stores. It breaks the record 

set by Ghostbusters for first -day 

orders: 435,000 copies are sold. 

Rambo blows away the competition. 

Born: Faye Dunaway 1941, Steven 
Soderbergh 1963 

in Music History 

1984 /Madonna makes her debut on 

American Bandstand, perform- 
ing "Holiday." 

1986 /Supermarket tabloid the Globe 

reports that a jaw disease is de- 

stroying Dionne Warwick's face. 

She snaps back at the paper with 

a $30 million lawsuit. 
1988/U2, Michael Jackson and 

Emmylou Harris lead the pack 
with four Grammy nominations 
each. Whitney Houston, Prince 
and Los Lobos each pick up 

three nods. 

Born: Geoff Tate (Oueensryche) 1959, 
Zakk Wylde (Black Label Soci- 
ety) 1967, LL Cool J 1968, Dave 

Groh! (Foo Fighters, ex- Nirvana) 
1969 

TUESDAY, JANUARY 15 

1943 /Construction on the Pentagon is 

completed in Arlington, VA. 

1953 /Harry S. Truman becomes the 
first U.S. President to use radio 
and television to say farewell as 

he leaves office. 
1967 /Super Bowl I is held in Los An- 

geles. The Green Bay Packers 
defeat the Kansas City Chiefs 35- 

10. Tickets are $10. 
Born: Martin Luther King Jr. 1929- 

° 1968. Mario Van Peebles 1957 

in Music History 

1967/The Rolling Stones appear on 

The Ed Sullivan Show and per- 

form their latest hit, "Let's Spend 
the Night Together." Sullivan 
asks Mick Jagger to change the 
lyrics; the singer ends up slur- 
ring the words in the chorus so 

it sounds like "Let's spend some 
time together." 

1977 /David Bowie releases Low. 

1982/The Police kick off their Ghost 
in America tour in Boston. 

1992 /Johnny Cash. Jimi Hendrix, The 

Yardbirds and The Isley Broth- 
ers are among the inductees to 
the Rock and Roll Hall of Fame. 

Born: Ronnie Van Zant (Lynyrd 
Skynyrd) 1948 -1977 

1972/The Dallas Cowboys defeat the 
Miami Dolphins 24 -3 at Super 
Bowl VI in New Orleans. Tickets 

cost $15. 

Born: Dr. Laura Schlessinger 1947, 

x., Kate Moss 1974 

in Music History 

1967 /Pink Floyd perform at London's 
Institute of Contemporary Art. 
After the show the group dis- 
cuss their performance with the 

audience. 

Show Prep 

DATEBOOK 

Floyd go to school. 

1970 /The Who begin their first tour of 

Europe in four years with a perfor- 
mance of their rock opera Tommy. 

1976 /Peter Frampton's Frampton 
Comes Alive is released. 

1997 /Joni Mitchell and Phil Spector 
are inducted into the Songwriters 
Hall of Fame. 

Born: Ronnie Milsap 1946, Sade 1960, 

Aaliyah 1979 -2001 

1985 /Actor Leonard Nimoy receives a 

star on the Hollywood Walk of 
Fame. 

1991 /Operation Desert Storm begins as 

the U.S. and its United Nations 
allies go to war with Iraq to drive 
Saddam Hussein's army out of 
Kuwait. 

Born: James Earl Jones 1931, Muham- 
mad Ali 1942, Andy Kaufman 
1949 -1984, Jim Carrey 1962 

In Music History 

1970 /The Doors' two -night stand at 

New York's Felt Forum is recorded 
for the forthcoming record Abso- 
lutely Live. 

1990 /Rock and Roll Hall of Fame induct- 
ees include Hank Ballard, The Four 

Seasons, The Four Tops, The 
Kinks, Simon & Garfunkel, The 

Platters and The Who. Kinks 
frontman Ray Davies comments, 
"Rock 'n' roll has become respect- 

able - what a bummer." 
2001 /The Gay and Lesbian Alliance 

Against Defamation announces 
plans to hold a Grammy -night 
protest over Eminem's four nomi- 
nations. 

Born: Steve Earle 1955, Susanna Hafts 
(The Bangles) 1957, Kid Rock 
1971 

1896 /The X -ray machine is exhibited 
for the first time, in New York. 

1975 /The All in the Family spinoff The 

Jeffersons airs for the first time. 
Born: Kevin Costner 1955 

In Music History 

1956 /Little Richard's "Tutti Frutti" en- 

ters the Pop charts. 
1964 /The Beatles' "I Want to Hold Your 

Hand" enters the Pop charts just 
10 days after its release, making 
it the fastest -chart- breaking and 

fastest -selling single in Capitol 
Records history. 

1969 /Creedence Clearwater Revival 
release Bayou Country. 

1981 /Shock rocker Wendy O. Williams 
is arrested in Milwaukee for simu- 
lating masturbation with a sledge- 
hammer onstage. 

2001 /Actress Rose McGowan and 
rocker Marilyn Manson an- 
nounce that their engagement is 

off. 

Born: Jonathan Davis (Korn) 1971, 
Samantha Mumba 1983 

1907 /The first film reviews appear in 

Variety magazine. 
1953 /Sixty -eight percent of all U.S. TV 

sets tune to CBS -TV to watch 
Lucy Ricardo of I Love Lucy, 

played by Lucille Ball, give birth 
to a baby boy. 

1985 /The New York Times announces 
that Lee Iacocca's book Iacocca 
is the best -selling hardcover 
book of 1984. 

Born: Katey Sagal. 1957, Shawn 
Wayans 1971 

in Music History 

1978/At a press conference, Sex Pis- 

tols frontman Johnny Rotten 
announces the group's breakup, 
blaming manager Malcolm 
McLaren for sensationalizing 
everything about them. Later in 

the day bassist Sid Vicious is 

taken off a plane in New York and 

rushed to a hospital after he 

overdoses on alcohol and barbi- 
turates. 

1990 /Reba McEntire makes her 
movie -acting debut as an artil- 
lery- packing survivalist in the 

sci -fi comedy Tremors. 

1993 /Fleetwood Mac play at the inau- 

gural gala for President Bill 
Clinton, who used the group's 
"Don't Stop" during his cam- 
paign. 

1994/The Band, The Animals, Duane 
Eddy, The Grateful Dead, John 

Lennon, Elton John, Bob Marley 
and Rod Stewart are inducted 
into the Rock and Roll Hall of 

Fame. 

1996 /Madonna wins a Best Actress 
Golden Globe for the title role in 

Evita. 

1998 /Rockabilly pioneer Carl Perkins, 

65, dies in Nashville of compli- 
cations from earlier strokes. 

Born: Janis Joplin 1943 -1970 , Dolly 
Parton 1946, Robert Palmer 
1949 

1968 /Director Roman Polanski weds 

actress Sharon Tate. 

1990 /Actress Roseanne weds actor 
Tom Arnold. 

Born: Buzz Aldrin 1930, David Lynch 
1946. Bill Maher 1956 

In Music History 

1964 /The Beatles' U.S. debut, Meet 
the Beatles, is released. 

1967/The Monkees' eponymous TV 

show debuts in the U.K. 

1973 /Jerry Lee Lewis makes his de- 

but at the Grand Ole Opry. Opry 
officials, aware of Lewis' drink- 
ing and arrests, agree to let 
Lewis perform if he limits his 
repertoire to country songs and 

refrains from obscenities. At the 

end of a half -hour set, Lewis 
proclaims. "I am a rock 'n' rollin', 
country 'n' western, rhythm 'n' 
blues -singin' motherfucker!" 

Great balls of ire! 

1982/B.B. King donates his entire 
record collection, numbering 
over 7,000 LPs, to the University 
of Mississippi Center for the 
Study of Southern Culture. 

1988 /Rock and Roll Hall of Fame in- 

ductees include The Beach 
Boys, The Beatles, The Drifters, 
Bob Dylan and Woody Guthrie, 
among others. 

Born: Paul Stanley (Kiss) 1952 

- Frank Correia 

TELEVISION 
COMING NEXT WEEK 

Tube Tops 
Yolanda Adams, Brooks & 

Dunn, Cher, Toby Keith, Kid 
Rock, Lenny Kravitz, Shaggy, 
Britney Spears, Usher and co-host 

P. Diddy are slated to perform live 

from L.A.'s Shrine Auditorium when 

ABC presents the 29th annual 
American Music Awards (Wednes- 

day, 1/9, 8pm). 

Friday, 1/4 

Ja Rule, The Tonight Show 
With Jay Leno (NBC, check local 

listings for time). 

Butthole Surfers, Late Show 
With Craig Kilbom (CBS, check lo- 

cal listings for time). 

Loveline co-host Adam Caro- 
na, Politically Incorrect With Bill 
Maher (ABC, check local listings for 
time). 

Saturday, 1/5 

Ja Rule, Saturday Night Live 
(NBC, 11:30pm). 

Monday, 1/7 

R. Kelly, Jay Leno. 

Starsailor, Late Show With 
David Letterman (CBS, check local 

listings for time). 

Alicia Keys performs and is in- 

terviewed when NBC debuts the 
half -hour Last Call With Carson 
Daly, hosted by the Premiere -syn- 

dicated radio talent and star of 
MTV's Total Request Live (1:35am). 

Tuesday, 1/8 

Sting, Jay Leno. 

The Calling, Late Night With 

Conan O'Brien (NBC, check local 

listings for time). 

Fabolous, Craig Kilbom. 

Wednesday, 1/9 

Elton John, Jay Leno. 

Tha Row Records CEO Suge 
Knight, Carson Daly. 

Thursday, 1/10 

Foo Fighters, David Letter- 
man. 

Starsailor, Craig Kilbom. 

- Julie Gidlow 

All show times are ET /PT unless otherwise noted; subtract one hour for CT. 

Check listings for showings in the Mountain time zone. All listings subject to change. 

FILI1/IS gNa 

BOX OFFICE TOTALS 
Dec. 21 -25 

1 Lord Of The Rings: $66.11 
Fellowship Of The Ring 

New Line* ($94.03) 
2 Ocean's Eleven $21.38 

WB ($102.01) 
3 Jimmy Neutron: 

Boy Genius $18.55 
Paramount* ($18.55) 

4 Vanilla Sky $16.48 
Paramount ($49.49) 

5 Harry Potter And The $10.74 
Sorcerer's Stone 

WB ($267.75) 
6 Ali $10.21 

Sony* ($10.21) 
7 How High $9.77 

Universal* ($9.77) 
8 The Majestic $7.36 

WB* ($7.36) 
9 Not Another Teen Movie $7.15 

Sony ($23.30) 
10 Monsters, Inc. $5.69 

Buena Vista ($226.34) 

'First week in release 

All figures in millions 

Source: ACNielsen EDI 

NOW PLAYING: Recording artist 

Will Smith stars in Ali, whose 
Interscope soundtrack includes R. 

Kelly's 'The World's Greatest' and 
"Hold On," Alicia Keys' "Fight," Al 
Green w/Booker T & The MGs' "A 

Change Is Gonna Come," Aretha 
Franklin's "Ain't No Way," Bilal's 
"Sometimes," Angie Stone's '20 Dol- 

lars," Everlast's 'The Greatest" and 
tunes by Truth Hurts, David Elliot, 
Shawn Kane, Salif Keita, The 
Watchtower Four, Martin Tillman 
and Lisa Gerrard & Pieter Bourke. 

Jim Carrey stars in The Majestic, 

whose Hollywood soundtrack con- 

tains jazz classics by Nat King Cole, 
Chet Baker and The Mills Brothers, 
as well as reinterpretations of jazz 

standards from Jim Cox and The 
Spencer Wyatt Big Band. 

Charlotte Church provides the 
vocals to James Homer's score on 

the Decca soundtrack to A Beautiful 
Mind, a film starring Russell Crowe. 

- Julie Gidlow 
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News/Talk/Sports 
AL PETERSON 
alpeterson @rronline. corm 

Let's Make A Deal! 
Should you have an agent when negotiating for that next job? 

As we flip the calendar to a brand -new year, few in today's radio business would deny that the - current economic slowdown and changes within our own industry have combined to make 
the search for that next on -air gig more challenging than ever. 

Even in a challenging job environ- 
ment, however, a good talent who can 
generate ratings and revenue is a 

valuable asset to any station. But 
when it comes to negotiating for that 
new job, are you better off going it 
alone, or should you consider con- 
tracting someone to represent you? 
Does having an agent working on 
your behalf help you or hurt you with 
management when it comes to nego- 
tiating that next deal? 

for insight on these and other 
questions, I asked George Hiltzig of 
New York City-based N.S. Bienstock 
Inc. for some answers. A veteran 
agent, Hiltzig spent nearly two de- 
cades at NBC -TV, as Senior Counsel 
in the law department and as a VP, 
before joining Bienstock. Today he 
represents a number of radio person- 
alities, including Matt Drudge, Bob 
Grant, Bill Handel, John Gambling, 
Michael Medved, Dennis Prager and 
Glenn Beck. 

R &R: What are the best reasons 
for a talent to seek representation? 

GH: First, on a pragmatic level 
and based on my experience, a talent 
who is represented will get more 
money. Management will deny that, 
but the fact is, you do. More impor- 

tantly, you should be represented be- 
cause there are other issues in a con- 
tract besides the money; things like 
term, exclusivity, first right of refus- 
al, etc. 

Some talents are keenly aware of 
these sorts of issues, but most are 
not. It's-on a lot of these other issues 
over which, down the line, argu- 
ments can come up, as opposed to 
the money. By having an agent who 
is respected and trusted, you are bet- 
ter able to deal with some of the 
boilerplate, nonmonetary issues that 
often end up being more important 
than the money. 

Second, there is generally a great 
divide between talent and manage- 
ment. By that I mean that most talents 
don't really understand the difficulties 

that station management must go 
through, especially in today's consol- 
idated business environment. Many 
things that they have to tell the talent 
are not directly within their control. 

By the same token, a lot of manag- 
ers don't fully understand how talent - who, in many cases, make more 
than the manager - are, more often 
than not, really quite insecure. There's 
a tendency to say, "Hey, they're al- 
ready making a lot of money; what 
more do they want ?" And that isn't 
what animates most talent. 

An agent who is sophisticated and 
experienced in the business can often 
smooth over a lot of misunderstand- 
ings and paranoia between the two 
sides. He or she can act as an effec- 
tive buffer between them. 

"A good agent is someone who will always tell you 

what is, not simply what you want to hear. At the 

end of the day you are not serving your clients by 

not telling them the truth." 

January 4, 2002 R &R 15 

Parikhal To Keynote TRS 2002 
Joint Communications CEO John Parikhal will present the 
keynote address at R &R's upcoming Talk Radio Seminar 
in Washington, DC. 

Parikhal's exclusive presentation 
will set the tone for TRS 2002 as at- 

tendees at the seventh annual gath- 
ering of News/Talk radio executives 
and professionals from across the 
country seek answers and direction 
in the post -Sept. 11 world. 

R &R's Talk Radio Seminar will be 

held Feb. 21 -23 at the Marriott Metro 

Center in Washington, DC. Current 
events in the industry and the world will be the focus of our sessions 
and our speakers at TRS 2002. Don't miss News/Talk radio's annual 
meeting of the minds. You'll find a registration form on Page 37. Or log 

on to www.rronline.com and click on "Conventions" for quick and easy 
online registration. 

EBRUARY 21.23 

How involved should an 
agent be in conflicts between man- 
agement and talent over content? 

GH:. There are agents and lawyers 
who secretly really want to be on the 
radio or want to be producers, and 
sometimes they will get more in- 
volved in the content and production 
issues of the program than they 
should. I try to have talents talk di- 
rectly to management on those kinds 
of issues, because those are their re- 
spective roles. It's not my role to get 
involved and argue content issues. I 

can be a facilitator, but I have seen 
too many agents and lawyers who 
encourage their talents to talk about 
different topics or take positions on 
subjects. I don't believe that is the 
role of an agent. 

R &R: What about the fear that 
management will resent a talent who 
says, "Talk to my agent"? 

GH: More sophisticated manage- 
ment would much prefer to work with 
agents. And while sometimes it might 
cost them a little bit more, they know 
that they will always have a profes- 
sional to turn to who can help them 
should problems arise. In my opinion, 
talents will usually find that manag- 

ers who say, "We don't want to talk 
to any agents," tend to be more dic- 
tatorial. I think it is shortsighted 
for any manager to say that he or she 
won't deal with an agent. 

I always advise talents, when they 
have decided to have representation, 
to go in and tell a manager, "I don't 
want anything to interfere with our 
relationship. I have a representative 
who is a professional. You'll like that 
person, and I would prefer that you 
talk to him or her about our deal." 

Look, every manager has lawyers 
or other business advisors to whom 
they go for advice, so the real profes- 
sionals understand the need for tal- 
ents to have someone to represent 
them when it comes to handling busi- 
ness. In the end it will facilitate the 
relationship between management 
and talent, not hurt it. 

R &R: Are there times when a tal- 
ent should be present during discus- 
sions with management, or should 
you always leave it up to your agent? 

GH: A manager can be more hon- 
est about a talent when talking through 
the filter óf an agent than he or she can 

Continued on Page 16 
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Let's Make A Deal! 
Continued from Page 15 

be when talking directly to the talent, 
because, as a group, talents are gener- 
ally a bit sensitive and insecure. They 
might not react as well to criticism 
when it's heard directly from manage- 
ment. An agent can act as a good fil- 

ter for that information if he or she is 

accurate and honest in communicating 
between both sides. And you don't 
want management to feel uncomfort- 
able, worrying that the words they use 
may be taken the wrong way by a tal- 
ent. 

That said, there are agents out 
there who don't tell their clients ev- 
erything, which, to me, is an unfor- 
givable sin. But, more often than 
not, it's better to have confidence in 

your agent to represent you in dis- 
cussions with management. If you 
don't have that kind of confidence as 
a talent, you should not hire that 
agent. Talents have enough stress 
and strain in their lives from their 
jobs; this is one part they should 
leave up to their agent. 

News/Talk/Sports 

R &R: What are some of the ques- 
tions a talent should ask when seek- 
ing to hire representation? 

GH: First, find out what the agent 
charges. The standard percentage is 

10% on any deal you negotiate, but 
there are some agents who want to 
take a commission from the day the 
talent starts working with them. I 

think it is inappropriate and even bor- 
ders qn unethical for an agent to say 
that he or she wants a percentage of 
a deal they had nothing to do with. In 
our group, we only take a percentage 
of any deals that we negotiate. So, if 
an agent says that you have to start 
paying him right now, I would think 
twice before I hired that agent. 

I would also ask the agent who else 
they represent and then call some of 
those people. Obviously, an agent is 

only going to give you the names of 
successful clients, but it's still helpful 
for you to learn the roster of clients 
that an agent represents. 

I would also ask various people 
you know in management at other 
stations if they have heard of the 
agent you are considering using and 
find out what their experience with 

that agent has been. It's a small are- 
na, and people in the business tend to 

know each other. It's the old "you can 
run, but you can't hide" when it 

comes to your reputation as an agent 
in this business. 

R &R: When is it appropriate to 

consider hiring an agent to help fur- 
ther your career goals? 

GH: I would say that individuals 
at certain income levels probably 
should not have an agent. If you are 

starting out, it's more important to 
get the opportunity than to get the 
best deal you can moneywise. If you 
are in the 30 -, 40 -, 50- or maybe even 
60- thousand -dollar range I think you 
are probably better off developing 
your ratings and success before you 
think about engaging an agent. But 
once you have achieved a certain lev- 
el of ratings success, I would suggest 
that an agent is then appropriate for 
furthering your career. 

R &R: Is there any advantage to 

your agent also being an attorney? 
Gilt It's a great advantage. If your 

agent is also a lawyer, he or she has 
been trained to spot issues and be 
analytical. Am I proud of the fact that 

JOEY REYNOLDS 

DR. RONALD HOFFMAN 

212-642-4533 
worradionet.com 

"Every manager has lawyers or other business 

advisors to whom they go for advice, so the real 

professionals understand the need for talents to 

have someone to represent them when it comes to 

handling business." 

Allah 

I went to Columbia University Law 
School and that people know I went 
to a first -class law school and was 
well -trained in the law? Absolutely. 
There are a lot of legal issues that 
come up when you negotiate a talent 
contract, so it can be an advantage. 

That's not to say that a nonlawyer 
can't be a good agent. If you're smart 
and dedicated and you work hard to 

understand what your job is and the 
business we're in, you can certainly 
be successful. But having an agent 
with a legal background is always an 
advantage, in my opinion. 

R &R: How often should a talent 
expect to communicate with an agent 
once the talent has signed a deal and 
is working? 

GH: I have found that different 
talents have different needs. Some 
want to talk to you every day, while 
others don't talk with me for months. 
It really varies depending on the in- 

dividual and his or her personality. 
Personally I don't like to let a long 
period of time elapse between çon- 
versations. Some talents are more 
needy than others, and it is yet anoth- 
er role of an agent to learn and under- 
stand fully what his or her clients 
need. 

R &R: As a talent, how can I be 
sure that my agent always has my 
best interest at heart and doesn't have 
a conflict with other talents that he or 
she represents? 

GH: As long as your agent is an 
experienced and ethical person and 
discloses to you who they represent 
before you engage them - which 
some agents don't, I might add - I 
would suggest that it can actually 
present more opportunities than con- 
flicts. If we have two clients who are 
competing for the same job - which 
happens, and I'm not going to say.it 
doesn't - ultimately, it's still man- 
agement that makes the final decision 
about who gets hired. 

An agent can go in and raise all the 
issues and uncover all the things that 
management is looking for, and that 
can only give us more knowledge and 
information to share with a client. 
But, at the end of the day, it's still 
management that is going to make 
the call. 

So, while on the surface it might 
appear that having two clients com- 
peting for the same job is a conflict, 
I would suggest that it is really also 
an opportunity for an agent to gain 
and develop more information. As the 
old saying goes, information is pow- 
er, and that can only help your agent 
do a better job for you. 

R&R: I would assume that a rela- 

tionship with an agent, like any rela- 
tionship, is subject to stresses and 
strains that can ultimately ruin it. 

What are some signs a talent should 
look for that would suggest that it 

might be time to seek new represen- 
tation? 

GH: If an agent does not return 
your phone calls in a timely matter, it 
is certainly an indication of a poten- 
tial problem. I give talents whom I 

represent my work phone, my home 
phone, my cell phone, you name it, 

because I think that, as an agent, you 
earn your stripes when there is a cri- 

sis. It's easy to cut a deal and collect 
a commission. But, as a talent, the 
way you know that you are working 
not only with someone with whom 
you have a business relationship but 
also with someone who cares about 
you and your family is whether or not 
they call you right back. 

"Individuals at certain 

income levels probably 

should not have an 

agent. If you are starting 

out, it's more important 

to get the opportunity 

than to get the best deal 

you can moneywise." 

Another sign is when there is a 

problem or a question that needs to 
be resolved, and the agent keeps tell- 
ing you that he or she will get to it, 

but it never seems to get resolved. 
That's an indication that you don't 
have the relationship you should have 
with the person representing you. 

R &R: What's the best part of your 
job as an agent? 

GH: The best part of what I do for 
a living is that I get paid for helping 
people I care about. 

R &R: And the worst part? 
GH: Having to tell someone that 

they are failing. But that's another 
role of your agent. He or she needs to 

be honest and open with you, and 
sometimes an agent has to tell you 
difficult things. A good agent is 
someone who will always tell you 
what is, not simply what you want to 
hear. At the end of the day you are 
not serving your clients by not telling 
them the truth. 
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Wish 
Continued from Page 3 

radio and is also critical of satellite ra- 
dio. "The basics haven't changed," he 
said of the radio industry. "The prod- 
uct is still king." But to make the prod- 
uct better, Levine believes large com- 
panies must trim their big clusters. 
"I'd love to see some of the large con- 
solidators shed their fifth or sixth sta- 
tions in a cluster," he said. 

Levine shared his belief that suc- 
cessful radio comes from "crafting a 
unique and meaningful product, sup- 
ported by a focused sales effort," 
which, he said, doesn't work in large 
clusters, where extra stations are 
treated like "redheaded stepchildren." 
He added, "Smaller, focused organi- 
zations will always thrive." 

Levine also wants the FCC to 
crack down on XM's and Sirius' use 
of repeaters, which he calls "nothing 
more than a hedge against their busi- 
ness model." But he said the health 
of the economy should be the new 
year's top priority. "We've been in 
an advertising recession for close to 
a year," he said. "Radio felt it first - and, hopefully, will feel the recov- 
ery first." 

RAB President/CEO Gary Fries 
believes that radio stations need to re- 
invent how they handle ad sales if 
they're going to soldier on through 
tough economic times. "I would like 
to see the whole radio industry rec- 
ognize that the commodity approach 
to selling advertising went out the 
window several years ago," he told 
R &R. "We all need to make a com- 
mitment to training our sales repre- 
sentatives in helping their clients de- 

velop marketing plans that will ac- 
complish their goals. The commit- 
ment to the training and leadership to 
accomplish this needs to start at the 
top of all radio companies and needs 
to be real in order for it to be success- 
ful as it filters down through the or- 
ganizations." 

Fries would also like to see radio's 
position in the advertising landscape 
continue to grow in the eyes of adver- 
tisers. "I hope they recognize the 
value that radio has in motivating the 
American consumer to react to their 
products and services," he said. 

Arbitron Radio Sr. VP /GM Scott 
Musgrave agrees that the people who 
can help consumers realize radio's 
value - salespeople - must be 
trained to rise to the occasion. "The 
most important thing radio can do 
today is invest more time and money 
in sales -staff training," he said. 
"While I recognize that the current 
business climate makes this difficult, 
enhanced training is the surest way for 
radio to recruit, grow and retain qual- 
ity talent more successfully. Stations 
should see training as a central part 
of a sales professional's career." 

Musgrave would also like to see ra- 
dio lead an economic turnaround next 
year. "During past recessions radio 
has been a leading choice for adver- 
tisers looking for well -targeted, cost - 
effective delivery. For 2002 I would 
like to see radio leverage its value po- 
sition to rebound from the slowdown 
ahead of TV, cable and newspapers 
and deliver the double -digit growth 
Wall Street is seeking." 

But one radio executive just wants 
radio to return to the basics. "The 
pendulum of high -tech has swung too 
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far," said Dick Taylor, GM of 
WGYM, WOND, WTKU & WUSS 
Atlantic City, NJ. "Radio will pros- 
per when it embraces a return to `high 

touch.' Effective radio ads understand 
that you must first touch the heart in 

order to convince the mind. Radio can 
do this better than any other medium." 

As for a far -reaching dream for 
2002, Taylor would like to see the 
industry appoint the "Wizard of Ads" - a.k.a. author Roy H. Williams - 
"to direct the advancement of radio as 
the superior advertising medium." 
Williams has written three books un- 
der the "Wizard of Ads" title. 

Instead of turning to an outsider, 
FCC Commissioner Michael Copps 
said, the industry itself should address 
what he perceives as its problems. "I 
would like to see voluntary action by 
the broadcasting community - radio, 
television and cable - to ensure qual- 
ity programming 24/7, free of inde- 
cency and obscenity." 

Reiterating his plea from this year's 
NAB Radio Show, Copps told R &R 
that his New Year's wish is for radio 
stations to start retaining copies of 
their shows for at least 60 days after 
they air. That, he said, would enable 
the FCC to resolve citizens' indecency 
complaints fairly and expeditiously 
without placing the "inordinate bur- 
den" of providing a tape or transcript 
of the program on the public. 

"Rather than going the Washington 
route of legislation, regulation and 
challenge in the courts," he said, "let's 
have the people who can fix it best fix 
it now through an updated industry 
code of conduct. People are tired of 
the accelerating race for the bottom. 
Instead, let's reach for the stars." 

Entercom 
Continued from Page 1 

all enjoy," he said. "We're excited to 
be there." The deal lifts Entercom's 
station count to 100 in 19 markets. 

Entercom President/COO David 
Field said, "We are very pleased to en- 
ter the Denver market with the acqui- 
sition of Tribune's highly attractive 
stations. The deal expands our station 
group into another vibrant top 15 ra- 
dio- revenue market and adds a terrific 
group of leaders and achievers to the 

Entercom team." 
The deal's structure will ease the 

tax hit Tribune will take. In fact, a 

company source described the $180 
million price tag as "a credit card that 
we want to max out." The source 
Added that the two companies will 
work together on the purchase of the 
TV assets. "I think we' 11 get there 
fairly easily," the source said, noting 
that if the value of the TV assets isn't 
exactly $180 million, one company 
will pay the other the difference in 
cash. 

Tribune spokesperson Gary 
Weitman told R &R that the company 
is looking all over for TV properties 
and that Tribune would like to expand 
in markets where it already has sta- 
tions, though it's not limiting itself to 
those regions. Weitman reiterated that 
Tribune has no plans to sell its remain- 
ing radio outlet, WGN- AM/Chicago. 

One Wall Street analyst who fol- 

lows Entercom called the exchange a 

fair deal. William Blair analyst Alissa 
Goldwasser said the $180 million 
price tag is "full but reasonable," be- 
cause KEZW, KKHK & KOSI al- 
ready have the broadcast cash flow 
margins of mature stations and be- 
cause there were other parties inter- 
ested in buying the trio. She expects 
the stations to generate about $20 
million in revenue and slightly less 
than $11 million in BCF in 2001 but 
notes that there is room for revenue 
and ratings growth at Classic Rock 
KKHK. 

"Entercom will need to evaluate 
how to improve the station's current 
programming or consider reformat- 
ting the station to exploit any format 
holes that exist in the market," 
Goldwasser said. Despite the three 
years Tribune has to execute the tax - 
free swap, Goldwasser predicted that 
a 2002 closing "is not out of the ques- 
tion." 

Goldwasser said that the reason 
Entercom was the successful bidder 
for the Tribune/Denver trio is because 
it was better -positioned, with a clean 
balance sheet and no other Denver 
stations in its stable. She believes that 
Entercom will continue to evaluate 
acquisitions and refrain from over- 
paying for stations. "Although radio 
acquisitions are no longer as imme- 
diately accretive as they were three to 
five years ago," she said, "we believe 

that Entercom's disciplined manage- 
ment style will result in acquisitions 
that enhance the company's after -tax 
cash -flow growth over a multiyear 
period." 

Goldwasser - who maintained 
her ATCF -per -share estimates of 
$1.86 in 2001 and $1.83 in 2002 for 
Entercom - estimates that the corn- 
pany could spend $200 million on 
additional acquisitions next year and 
remain within a range of reasonable 
leverage ratios. 

- R&R Washington Bureau staff 
writer Walt Starling contributed to 
this report. 

TRS 
Continued from Page 1 

national events. He also writes and 
broadcasts a daily radio commentary 
for the ABC Radio Network and is the 
host of SamDonaldson @abcnews. 
com, the first regularly scheduled 
Internet webcast produced by a ma- 
jor television network. 

R &R's Talk Radio Seminar will 
take place Feb. 21 -23, 2002 at the 
Marriott at Metro Center in Washing- 
ton, DC. You'll find .a registration 
form and hotel -reservation informa- 
tion on page 37, or log on to www. 

rronline.com for quick and easy 
online registration, up- to- the - minute 
seminar news and the complete TRS 
2002 agenda. 
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Street Talk® 

L.A. Times Questions Indie Promoter Practices 
National Music Marketing President/CEO 
Joey Grossman, a successful indepen- 
dent promoter based in Encino, CA, was 

the subject of a Dec. 27 Los Angeles Times 
article that questioned KMBY /Monterey's 
substantial airplay of the song "Rise" by rock 
act Smackradio between Aug. 30 and Oct. 23, 
2001. An L.A. -based band, Smackradio just 
happen to be signed to Grossman's All Night 
Bakery Records. The Times brought the airplay 
of Smackradio's song into question because of 
Grossman's business relationship with the 
band; bandmember Chris Nash told the 
newspaper that Grossman even played slide 
guitar on a few of the band's songs. KMBY GM 
Terry Gillingham told the newspaper that "Rise" 
"was played on its own merit." According to the 
newspaper, KMBY receives close to $200,000 
annually from NMM to pay for giveaway 
contests, vacations, contests and other promo- 
tions - providing promotional support is a 
common practice among indies. 

Contacted by ST in Lake Tahoe, CA, 
Grossman says the Times article was the result 
of a smear campaign being conducted by his 
former wife, Debbie Mack, who worked for 
NMM. "My ex -wife is creating these problems, 
and I know that to be true," he said. "There are 
no improprieties. This is nothing out of the 
ordinary." Grossman added that the Times 
erroneously failed to place Smackradio's airplay 
at KMBY in context. The newspaper reported 
that "Rise" received greater airplay than songs 
by Staind and Sum 41, two nationally estab- 
lished acts, during that period. Grossman says 
Times readers were misled because the news- 
paper did not disclose the entire shelf life of the 
Staind and Sum 41 records at KMBY in its 
article. 

The Los Angeles Times also reports that EMI 
wants to get out of its four -album deal with multi - 
platinum pop diva Mariah Carey. According to 
the newspaper, EMI music chief Alain Levy, who 
joined the company after the release of Carey's 
Glitter on Virgin Records, is planning to give 
Carey a multimillion -dollar lump sum in ex- 
change for her agreeing to exit the label. Glitter 

Rumbles 
Former KRZCQ /Reno, NV PD Guy Dark 

takes similar duties at WWWX & WXWX/Apple- 
ton -Green Bay, WI. 

Clear Channel launches KKTX /Corpus 
Christi, TX as "NewsRadio 1360" under PD/ 
morning host Scott Johnson. The station fea- 
tures such Premiere -syndicated personalities 
as Rush Limbaugh, Glenn Beck, Dr. Laura 
Schlessinger and Art Bell. 

has sold just 2 million copies worldwide, and the 
Times says Virgin is $10 million in the red from 

the project - including market- 
ing costs. The newspaper adds 
that Carey's deal with Virgin 
included a $20 million per -album 
advance, $6 million for videos 
and about $1.5 million to 
promote four singles. Virgin 
recently parted ways with 
another global superstar, David 
Bowie. EMI execs would not 

Mariah Carey comment on the Carey report. 

Island Def Jam Music Group taps Sr. VP/ 
Marketing Julie Greenwald as President of 
Island Records. The longtime Def Jam marketing 
pro reports to IDJMG President Lyor Cohen. As 
ST told you last week, Cohen is assuming 
Chairman duties for IDJMG that were previously 
held by Jim Caparro, who resigned from the post 
Dec. 14. 

Dick clark productions has filed a $10 million 
suit in federal court against NARAS, alleging that 
NARAS CEO Michael Greene maintained a 

"blacklist" that prevented some recording artists 
from performing at both the Grammy Awards and 
the American Music Awards, produced by the 
Dick Clark -led company. The suit claims that 
Michael Jackson confirmed that he'd perform 
and accept an Artist of the Century award at the 
next AMAs, set for Jan. 9. But the King of Pop 
reneged in mid -December because Greene 
informed Jackson's manager that Jackson could 
not perform on both shows. The suit claims that 
there was a similar incident involving Britney 
Spears two years ago and that, after Clark 
complained, Greene said the policy would end. 
In response, NARAS said, "It is clearly the 
nature of the entertainment business to offer 
your audience something exclusive." The 
organization called Clark's suit "nothing more 
than a last- minute publicity stunt." Viacom's 
CBS -TV, which airs the Grammy Awards, says it 

stands firmly behind Greene's practice of 
offering "exclusive featured performances." ' WCBS Earns Its Pinstripes 

Another Infinity News station has landed a 

deal with a storied major league baseball 
franchise: WCBS -AM /New York will begin airing 
New York Yankees play -by -play in 2002, ending 
the team's two decade -plus relationship with 
crosstown WABC. The five -year agreement also 
calls for Yankee games to air in Spanish on a 

New York station to be named later and for 
Infinity's Sports WFAN /New York to provide 
sales, marketing and production support for the 

Continued on Page 20 
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Street Ta /k, 
Continued from Page 18 

broadcasts. WFAN is the flagship for the New 
York Mets through the end of the '02 season, 
and rumors have been circulating that 'ABC may 
make a pitch for Gotham's National League 
club, beginning with the 2003 season. 

In other sports news, Oldies KLUV /Dallas 
will become the flagship of the NFL's Dallas 
Cowboys, beginning with the 2002 -03 season. 
The Dallas Morning News reports that the 
change was made to allow for more Cowboys - 
related weeknight programming, as the games 
previously aired on KLUV's female- oriented AC 
sister KVIL/Dallas. Cowboys games had aired 
on KVIL since 1990. Brad Sham and Babe 
Laufenberg will continue to call the games. 

Starting Monday, Infinity's KRLD /Dallas will 
go "all News, all day" by airing continuous news 
from 4am -7pm weekdays. Local and syndicated 
talk programming will air in evenings and 
overnights. As a result, Premiere -syndicated talk 
host Dr. Laura Schlessinger is dropped from 
the lineup and snagged by crosstown Talker 
KLIF. She debuts in that station's 2 -4pm slot 
Monday. Noon -3pm host Scott Anderson and 
3 -7pm talent Greg Knapp shorten their shifts by 
an hour to accommodate the Doc. 

Cumulus' new Houston move -in, KRPW, is 

just about ready to sign on the air as "Power 
97.5." The format is expected to be mainstream 
Urban, and a PD is said to be already in the 
building. KRPW is presently airing sweepers 
featuring the music of Marvin Gaye and speech- 
es by Dr. Martin Luther King Jr. 

Is veteran radio personality and actor Jay 
Thomas returning to his roots by taking a Talk 
slot at WBT -AM /Charlotte? Gossip around town 
has Thomas, who worked at WAYS /Charlotte 
during the 1970s, returning to the city to host the 
9am -noon slot at WBT. The slot is currently 
occupied by Premiere's Dr. Laura. 

KYCY Stuck On 
A Disney Theme 

Infinity's KYCY /San Francisco has decided 
to drop Country. But what will the station's new 
format be? It's presently stunting by continuous- 
ly playing the song "It's a Small World" and 
airing on -air messages that proclaim that "The 
talk of the town" is coming soon. 

WTMI/Miami has also told listeners that its 
forthcoming format, which was set to bow Jan. 1, 

would be the talk of the town. While initial rumors 
had the station going with an FM Talk presenta- 
tion, it's now believed that 'TMI was preparing a 

music format. The leading candidate? Alternative 
or Hot AC. The '80s format was also being talked 
about for 'TMI, but it's now believed that Cox 
sister WFLC /Miami - which already airs a lot of 
music from the Reagan Decade - may go '80s 
by the time you read this. Visit www.rronline.com 
for the latest on 'TMI. 

The University of Miami Hurricanes spent 
the days before their performance in the 2002 

Rose Bowl national 
championship game 
just a stone's throw 
away from ST Central 
at L.A.'s Century 
Plaza Hotel. Lucky 

WZTA (94.9 Zeta)/Miami listener Daniel 
Vazquez (pictured) got to cheer on the 'Canes 
at the Rose Bowl, thanks to his winning perfor- 
mance in the station's Guns and Rose Bowl 

R A D I O & R fCORDS 

Joseph Bilotta advances to 
COO of Buckley Broadcasting. 
Adam Block boosted to VP/ 
GM of Legacy Recordings. 
WYCD /Detroit VP /GM Mau- 
reen Lesourd adds WVMV 
duties. 

Maureen 
Lesourd 

Bob Merlis elevated to Sr. VP/ 
Worldwide Corporate Communications at 
Warner Bros. Records. 
The Voice of DC: Michelle Wright takes air - 
shifts at Bonneville's WWZZ, ABC's WRQX 
and Infinity's WPGC. 

Lee Michaels 

Lee Michaels called in as 
COO of Taxi Productions, own- 
er of KJLH /L.A. 

Capital Cities /ABC Owned Ra- 
dio Stations Group II President 
Norm Schrutt adds President/ 
GM duties for WKHX -AM & FM/ 
Atlanta. 

Ed Krampf set as VP /GM of 
KSFO & KYA/San Francisco. 

Lee Michaels hops aboard KMEL/San Fran- 
cisco as PD. 

Shadow P. Stevens slides into WEZB /New 
Orleans' PD post. 
Barry James jumps up to PD of KOAQ /Den- 
ver. 
Mike Kinosian joins R &R as AC Editor. 

Capital Cities issues VP stripes to WPAT -AM 
& FM /New York GM Fred Weinhaus and 
KZLA -AM & FM /Los Angeles GM Vern Ore. 
Tunc Erim upped to VP /Artist Development at 
Atlantic Records. 
Tom Murphy becomes PD of KPRZ/Los An- 
geles. 
Drew Hayes upped to PD of WPLP /Pinellas 
Park (Tampa), FL. 

Chuck Martin minted as PD of 
WIVY (Y- 103) /Jacksonville. 
Re- Signed in New York. Don 
Imus for three years at 
WNBC; Ron Lundy for five 
years at WABC. 
Bruce Vidal lands at KGGO- 
FM /Des Moines for middays. Ron 

giveaway. Zeta asked listeners what they'd do to 
win a trip to see the Hurricanes in Pasadena, CA, 
and Vazquez snagged the trip by eating exactly 
94.9 live earthworms. Where do the guns come 
in? Vazques stopped in Las Vegas for the Guns 
'N Roses New Year's Eve concert before trekking 
on to Southern California for the big game, held 
Jan. 3. 

TIMELINE EXTRA: Congrats to KGO /San 
Francisco President/GM Mickey Luckoff, who 
agreed to join the station as Sales Manager 30 
years ago today. 

If you have Street Talk, call the R &R News Desk 
at 310 -788 -1699, or e -mail streettalk ®rronline.com 
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How To Get A Gig 

'4 

Local promo pros share their ideas about changes, duties 

dAlltf#:afTe' 

Finding a new job after being let go by an employer is one of the most nerve -racking, stressful - and humbling experiences a person can go through in his or her life. In terms of stress, many 

counselors rank it just below a divorce or the death of a loved one. 

To help those individuals who are 
looking for a new promotion gig (or 
who are ready to change employers), 
I've sought the opinions of some of 
the most respected local promo pros 

in the business: Virgin's Kevin 
Young, Epic's Mark Potter, Inter - 
scope/Geffen/A&M's Pam Grund 
and Jive's Jeff Rizzo. These execs 
have either been nominated for or 
won the R &R Industry Achievement 
Award for Local Promotion Execu- 
tive of the Year. 

I asked these folks to answer six 

questions relating to their jobs in or- 

der to achieve one simple goal: to 

give job -hunters fresh insight into the 
duties and responsibilities of local 
promo reps. 

Kevin Young 

R &R: In what ways has your job 
changed over the past year? 

KY: The real art of promotion is 

about the cult of personality. The new 

cult of personality includes relaying 
useful information - not just about 
your music, but also about things the 
programmer is interested in. Promo- 
tions for airplay seem to be a given. 
There was a time when it was a perk. 

As for music, surprisingly, the in- 

put that programmers have in music 
decisions hasn't diminished in the 
past three years. Music decisionmak- 
ers at individual stations throughout 
my territory still have input that can 
lead to chainwide and nationwide re- 

sults. 
R &R: In what ways do you think 

your job will change most this year? 
KY: Since music sales are down, I 

will be looking for ways to sell mu- 
sic like never before. Airplay is nice, 
but sales provide the paycheck. With 

radio looking for ways to increase 
revenue, I'll be exploring ways to tie 
in my projects with local advertisers 
to help salespeople generate a buy. 

Last year, for example, to promote 
Mariah Carey's album Glitter, I 

worked with salespeople to tie in jew- 
elers to do "Get Your Glitter On" 
weekends. The grand prize was a gift 
certificate from the jeweler. The sales 
department got a sponsorship, com- 
plete with time buys, and I got extra 
exposure for our artist. 

R &R: Other than getting airplay, 
what will be your biggest challenges 
this year when it comes to helping 
your artists and record company? 

KY: I am dying for the industry to 

come to terms with the obvious short- 

Kevin Young Mark Potter 

comings of music research. With TSL 

continuing to slide, isn't it time to 
consider that music research might be 

a big part of the problem? I plan on 

asking more detailed questions about 
the research that's carried out on our 
music - and other labels' music - 
in the hope of learning more. 

R &R: Give an example of how 
you went beyond the call of duty to 

help an artist and your company. 
KY: I like to do creative deliveries 

in order to get my point across. When 
I needed more spins on Lenny Krav- 
itz, I had a florist deliver a spinach 
basket to programmers with a note 
saying, "Lenny spinage is an impor- 
tant part of a healthy radio diet." I 

timed it for days when rotation 
changes were being considered and 

backed it up with phone calls. It's 
about being wacky and fun and help- 
ing to keep this the entertainment 
business and not letting it become just 
another ho -hum job. 

R &R: What's the most enjoyable 
moment you've had while in your job? 

KY: Al Moinet's retirement party 
at the Dome in Los Angeles. 

R &R: What was the most trying 
moment? 

KY: During my first year in pro- 
motion Robert Plant personally read 
me thé riot act for not getting "Tall 
Cool One" played on WKSE/Buffa- 
lo, even though it was on all of my 
other stations. Hell, all I wanted was 
to meet the guy. 

Mark Potter 

R &R: In what ways has your job 
changed over the past year? 

MP: The job responsibilities have 
changed tremendously over the past 
few years. You now have to be more 
accountable than ever before. Every 
hour of every day you better know 
who is playing your record, how of- 

ten and at what times. Promotion used 
to be about getting adds; now, that's 
just the beginning. It's all about mul- 

Pam Grund Jeff Rizzo 

tiple impressions and audience reach. 
There are also more players in the 

game. With consolidation, you have 
to become familiar not only with the 

PDs and MDs, but the consultants, 
brand managers and regional program 
managers. Lastly, there is more fiscal 
responsibility. We can now better tar- 

get where our money is spent and, 
hopefully, get a better return on our 
investment. 

R &R: In what ways do you think 

your job will change most this year? 
MP: We will be forced to become 

more well- rounded and even more 
big picture -oriented. There will be 
more phone time and less travel due 

to the high cost of business travel, and 

there will be more networking with- 
in the company and within radio to 

find and disperse success stories 
about our artists. Plus, it will be im- 

perative that promotion people get 
back into the marketing aspect of the 

business. 
R &R: Other than getting airplay, 

what will be your biggest challenges 
this year when it comes to helping 
your artists and record company? 

MP: Knowing all of the players 
involved in making decisions at each 
station. Knowing the people on the 
conference calls within each compa- 
ny cluster, compiling any stories that 
come from them, and then incorporat- 
ing that info so I can showcase the 
artists and songs. 

R &R: Give an example of how 
you went beyond the call of duty to 

help an artist and your company. 
MP: I am really not at liberty to 

discuss that at this moment on the 
grounds that it may incriminate me. 

R &R: What's the most enjoyable 
moment you've had while in your 
job? 

MP: Being nominated for R &R's 
Local Promotion Executive of the 
Year award and winning Regional 
Promotion Manager of the Year for 

Epic in the same year. 
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"I will be looking for ways to sell music like 

never before. With radio looking for ways to 

increase revenue, I'll be exploring ways to tie in 

my projects with local advertisers to help 

salespeople generate a buy." 

Kevin Young 

R &R: What was the most trying 
moment? 

MP: There are trying moments ev- 
ery day. I don't believe there has been 
a day when I could say, "Hey, all of 
my stations are playing all of my 
records a lot and in great dayparts, 
and they're selling, so let's play golfi" 

Pam Grund 
R &R: In what ways has your job 

changed over the past year? 
PG: After the Interscope- Geffen- 

A&M merger, we went from 10 re- 

gionals to 16. My territory is smaller 
and more manageable, but the artist 
load has tripled. 

R &R: In what ways do you think 
your job will change most this year? 

PG: I don't think like that. I just 
keep an open mind, stay ready for 
changes of any kind, stay intense, re- 

main positive and go with the flow. 

R &R: Other than getting airplay, 
what will be your biggest challenges 
this year when it comes to helping 
your artists and record company? 

PG: Devoting the time and energy 
for every artist on the roster. 

R &R: Give an example of how 
you went beyond the call of duty to 

help an artist and your company. 

PG: Some may consider this be- 
yond the call, but I consider it a bless- 

ing: being able to implement the 
union of an Interscope /Geffen/A &M 
artist with a terminally ill fan and be- 

ing able to witness the sincerest kind 

of appreciation. 
R &R: What's the most enjoyable 

moment you 've had while in your 
job? 

PG: I had just finished five tour 
dates with Bush, and they were doing 
late -night meet -and -greets every 
evening. One night [lead singer] 
Gavin Rossdale tossed me his hock- 
ey jersey and said, "You're the best. 

You take good care of us." I know it's 
corny, but it was very meaningful to 
me. It was a real "Thanks, Mean Joe" 
moment. 

R &R: What was the most trying 
moment? 

PG: One evening during a blizmrd 
in Wilkes Barre, of all places, a de- 

ranged road manager yelled at me in 

front of about 40 people, including 30 

contest winners, two programmers, 
two MDs, a GM and a club owner. 
He accused the contest winners of 
being family members and made no 
sense whatsoever. 

Jeff Rizzo 

R &R: In what ways has your job 
changed over the past year? 

JR: The job is changing at an 

alarming pace these days. In the past 

couple of years it was just about 
working PDs and MDs to get records 

played. Now you need to work every- 

one from the brand managers to the 

VPs. Promotion has become more of 
a team effort. There are stations that 

don't have a PD in the local market, 

so you have to depend on your other 

staff members for help. 

Also, the way radio stations man- 

age their music has changed in the 

wake of the downsizing at radio. In 

the past, PDs and MDs could talk on 

the phone about records all day. 

That's not the case anymore. You 

have to make every second count 
now when you're working a record. 

R &R: In what ways do you think 
your job will change most this year? 

JR: My responsibilities have 
changed completely now that I have 

been promoted to a national Top 40 

post. Most everything will be com- 

pletely new. 
R &R: Other than getting airplay, 

what will be your biggest challenges 
this year when it comes to helping 
your artists and record company? 

JR: With consolidation happening 
every day, labels have to work more 
records, and the locals will have to be 
focused and alert about what is hap- 

pening in each market. 
R &R: Give an example of how 

you went beyond the call of duty to 

help an artist and your company. 

JR: I try to work with the artists as 

much as possible, and I have helped 

several of The Backstreet Boys with 
charity events throughout the years. 

Those things help build great relation- 

ships. One of the guys lost his sister 

to lupus, and since then he has been 
helping to raise awareness and mon- 

ey for the Lupus Foundation. I ar- 

ranged for various things in some 
markets. None of that was expected 
of me, but it was for a good cause. 

R &R: What's the most enjoyable 
moment you've had while in your job? 

JR: When I was told that I was 
getting promoted. 

R &R: What was the most trying 
moment? 

JR: It had to be the KDWB/Min- 
neapolis Last Chance Summer Dance 

show four years ago, in which The 
Backstreet Boys were the headline 
act. One of the members lost his sis- 

ter to lupus that day, and the guys 
canceled the show a few hours before 
it was to begin. There were a lot of 
things happening and tempers flaring, 

and I was pretty much a rookie at the 

time. I survived that day, so I think I 

can survive anything. 
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Help Wanted, Pros On The Loose 
New opportunities for the new year 

Traditionally, R &R's first issue of the year is our jobs theme issue. Our goal is to play match- 
maker between those looking for jobs and those looking to hire. We hope you'll, take the time to 

_contact some of the people listed here if you have an open position. And, of course, a call of 
encouragement is always welcomed with gratitude. 

The following is a list of CHR stations 
currently on the hunt for new employees. 

KWYL/Reno, NV is in need of a 
l Opm -tam air talent and imaging person. 
Applicants should have experience with 
digital imaging software and some on -air 
experience. Send T &Rs to KWYL, 595 
E. Plumb Lane, Reno, NV 89502. E -mail: 
carmy. ferreri@citcomm. com. 

KRQQ/Tucson needs PT weekend/ 
fill -in talents. Previous on -air experience 
is required, and applicants must live 
within driving distance of Tucson. Send 
all T &Rs to Ken Carr, Asst. PD/MD, 
93.7 KRQQ, 3202 N. Oracle Road, Tuc- 
son, AZ 85705. Phone: 520 -618 -2179. 

WLAN/Lancaster, PA is in search 
of a morning co -host or night jock. Ap- 
plicants for the morning slot should 
have lots of experience. Applicants for 
the night gig should be the next star. 
Send T &Rs to Mike Browne, WLAN, 
252 N. Queen St., Lancaster, PA 17603. 

WVSR/Charleston, WV is looking 
for PT announcers/board ops. Send all 
T &Rs to 817 Suncrest Place, Charleston, 
WV 25303. E- mail:pd@electric102.com. 

WWXM/Myrtle Beach, SC has a 
night opening. You must be able to light 
up the nights, as well as the phones, by 
producing and hosting spontaneously 
topical features, contests and stunts 
nightly. The position also includes tons 
of remotes. Send T &R and photo to 
Wally B., WWXM, 4841 Bypass 17 

South, Myrtle Beach, SC 29577. E -mail: 
wallybatmix977@aolcom. No phone 
calls, please. 

WQHT/New York is on the hunt 
for an MD. You must have large -mar- 
ket experience, you must know the for- 

mat, and you must know New York to be 
considered for the position. Send T &Rs 
to WQHT, 395 Hudson St., Seventh 
Floor, New York, NY 10014. 

WPGC/Washington has an MD 
opening. Send resumes to Jay Stevens 
at WPGC, 4200 Parliament Place, Suite 
300, Lanham, MD 23046. Also, both 
full -time and part-time on -air talent are 
needed for 'PGC's sister stations, 
WMBX/West Palm Beach and WXYV/ 
Baltimore. T &Rs can be sent to the 
above address. 

WMBX/West Palm Beach is in 
need of a Production Director. Tapes/ 
CDs and resumes should be sent to PD 
Mark McCray, 701 Northpoint Parkway, 
Suite 500, West Palm Beach, FL 33407. 

WJYY/Manchester- Concord, NH 
is searching for PT weekend talent. Ex- 
perience with CHR and experience with 
voicetracking and the Classic Rock for- 
mat are pluses. T &Rs can be sent to 

WJYY, 7 Perley St, Concord, NH 03301. 
WVRZ (98.7, The Beat) /Charles- 

ton, WV has an opening for nights. Fe- 
males are encouraged to apply. The Beat 
is looking for someone to light up the 
phones and be a star. Applicants must 
know the music and be able to do pro- 
duction and appearances. Send T &Rs to 
Lacy Neff, Director/Programming, 1251 

Earl Core Road, Morgantown, WV 
26505. No phone calls, please. 

WZAT /Savannah, GA needs a 
night talent with great interaction with 
callers who is aggressive and capable in 
front of crowds. Send T &Rs to JT, 214 
Television Circle, Savannah, GA31406. 
E -mail: john.thomas @cumulus.com. 

KMXV/Kansas City is on the hunt 
for a night personality/MD with a winning 
attitude. Applicants must be competitive 
and love radio, phones and doing appear- 
ances, as well as play well with others. 
Two to three years medium -market expe- 
rience required. Send T &Rs to Jon Zell - 
ner, OM, KMXV, 508 Westport Road, 
Suite 202, Kansas City, MO 64111. 

WXSS/Milwaukee has openings for 
a Promotions Director, Production Direc- 
tor and overnight talent. PT talent is need- 
ed on both WXSS and WMYX. The Pro- 
motions Director must have at least three 
years experience in either marketing or 
programming and must have general PC 
skills. The Production Director must have 
experience in Saw and commercial pro- 
duction and general PC skills. For the 
overnight on -air opening, you must have 
at least two years of on -air experience. 
Part-time on -air talent must have previous 
on -air experience. Send T &Rs to Asst. PD 
JoJo Martinez, 11800 W. Grange Ave., 
Hales Corners, WI 53130. E -mail: 
jmartinez@entercom.com. 

W WCK/Flint, MI needs weekend air 
talent and board ops. Some on -air experi- 
ence in small markets is required. T &Rs 
can be sent to WWCK, Beau Daniels, 6317 
Taylor Drive, Flint, MI 48507. 

KIZS/Tulsa has future air -talent 
openings. Candidates must have previous 
on -air experience and be able to talk to 
women. T &Rs can be sent to Clear 
Channel/Tulsa, 5801 East 41st St., Suite 
900, Tulsa, OK 74135. 

WSSX/Charleston, SC is in search 
of a night personality with killer phones 
and high energy. If you can do a morn- 
ing show at night, then WSSX wants 
you! You must be funny, outgoing and 
know what today's nighttime CHR radio 
sounds like. T &Rs can be sent to WSSX, 
OM Mike Edwards, 4230 Faber Place, 
Suite 100, North Charleston, SC 29405. 

KPSI/Palm Springs, CA needs PT 

on -air fill -in and weekend talent. Send 
T &Rs to KPSI, 2100 Tahquitz Canyon 
Way, Palm Springs, CA 92262. 

KQSR/Oklahoma City is in need 
of a morning show host. The station is 

looking for experienced, entertaining tal- 
ent to help build a morning show for 
"soccer moms." This host must be 
friendly, conversational and someone 
who comes across as a real person. Send 
T &Rs to Steve Clem, KQSR, P.O. Box 
1000, Oklahoma City, OK 73101 or via 
e -mail at steveclem@clearchannelcom. 

WABB/Mobile has an afternoon 
drive opening for someone with at least 
five years experience. They're looking 
for a personality, not a liner -card read- 
er. If you can talk to moms and their 
daughters while not breaking the trust of 
a true heritage CHR, send T &Rs to Jay 
Hasting, 1551 Spring Hill Ave., Mobile, 
AL 36604. 

Cox Radio Top 40 is looking for 
PDs in Houston and Atlanta. They're 
also looking for sharp, tight, hard -work- 
ing jocks who are able to win. Send 
T &Rs to 555 Sunrise Highway, West 
Babylon, NY 11704. 

KCAQ/Ventura, CA is accepting 
tapes for full- and part-time on -air posi- 
tions. Send T &Rs to KCAQ -FM, Pro- 
gram Director, 2284 S. Victoria Ave., 
Suite 2 -G, Ventura, CA 93004. 

KHTT (K -Hits 106.9)/Tulsa is 
searching for a Program Director. Send 
T &Rs, along with your programming 
philosophy, to KHTT, attention VP /GM 
Pat Bryson, 7030 S. Yale, Suite 717, Tul- 
sa, OK 74136. No phone calls, please. 

WZYP/Huntsville, AL is looking 
for an overnight talent. Send CD &Rs to 
WZYP, Bill West, 1717 Highway 72E, 
Athens, AL 35612. 

KSEQ/Fresno is looking for qual- 
ity part- timers. Rush your T &Rs to 
Tommy Del Rio, KSEQ, 617 W. Tulare 
Ave., Visalia, CA 93277. 

KHKS/Dallas has an opening in 
nights. E -mail resumes to kissfmnightgig@ 
aol. com. 

WBTS /Atlanta has PT board op- 
erator and Commercial Production 
Manager positions open. Applicants for 
the board operator opening must have 
two to four years experience, and pro- 
duction talent is a plus. Please send 
T &Rs to Kannon, 95 -5 The Beat, 1601 

West Peachtree St., Atlanta, GA 30309, 
or e-mail kannon@955thebeat.com. No 
phone calls. Applicants for the Com- 
mercial Production Manager position 
must have at least four years of com- 
mercial radio experience and knowl- 
edge of studio equipment, including 
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KCHZ (Z95.7) /Kansas City PD "Just Plain Dave" and Asst. PD /MD Mike 

Austin impressed Virgin Records' Lenny Kravitz so much with their 
height that he decided to lift himself on their shoulders to become a 

little taller. Seen here (l -r) are Dave, Kravitz and Austin. 

consoles and digital editing stations. 
On -air experience is not necessary, but 
preferred. Send your resume to Lori 
Sheridan, 95 -5 The Beat, 1601 West 
Peachtree St., Atlanta, GA 30309. No 
phone calls. 

KLUC/Las Vegas is looking for PT/ 
FT air talent who must be able to do cre- 
ative production and dazzle an audience 
at live appearances. If you are talented 
and stand out from the rest regardless of 
market size or format, send your T &Rs, 
with reference to job No. PTAINF1.02, 
to KLUC -FM, 6655 W. Sahara Ave., 
Suite D208, Las Vegas, NV 89146. 

Pros On The Loose 

The following talented people are cur- 
rently on the prowl for their next great 
opportunity. 

Jeff Grainer: Formerly overnights 
at WLAN/Lancaster, PA. Call him at 
717 -569 -3451. 

Steve Gunner: Former OM of 
KBEA & KORB /Quad Cities, IA -IL. 
He can be reached at 563- 386 -3268. 

James Warren: Previously a jock 
at WJMO, a former "Jammin' Oldies" 
station in Washington, DC. He also 
worked at WXYU /Baltimore. Contact 
him at 410 -663 -6368. 

Rich Stevens: Former Asst. PD at 
KSLZ/St. Louis. He can be reached via 
e-mail at rich93a @aol. com. 

Spyder Harrison: Previously after- 
noon drive talent with WFLZ/Tampa. He 
can be reached by e-mail at spyder@ 
tàmpabay.rr.com or by phone at 727- 
796 -7420. 

JT Mackenzie: Former middayer 
and programming assistant at KZHT/ 
Salt Lake City. Reach JT via e-mail at 
jtradiochick@aoL com. 

Mark McCarthy: Last gig was af- 
ternoon drive /MD at KZHT /Salt Lake 
City. Call him at 801 -557 -1832. 

Kelli Taylor: Former morning co- 
host for the Z- Morning Show at KZHT/ 
Salt Lake City. Call her at 801 -674- 
8003. 

Doug Lindsay: Previously nights 
at KDGS /Wichita. Contact him at 316- 
409 -7365. 

Ellie Hill: Former MIS- FM/Los 
Angeles producer is exploring options in 

TV or radio, including writing or pro- 
ducing. She has on -air experience and 
is willing to relocate. Reach out to her 
at 818 -422 -1027. 

Casey Keating: Former PD of 
KZQZ /San Francisco. He is currently 
exploring other programming options. 
You can reach him at 800 -584 -0332. 

Dennis Blair: Former Director /AI- 
temative & Rock promotion at Maver- 
ick Records. Contact him at 310 -656- 
0390 or 310 -717 -5246. 

Anthony Iovino: Former Maverick 
New York promo stud. He can be 

reached at 516- 763 -9688, 917 -364- 
4828, antknee1 @aoL corn or on the two - 
way at 8775497427@skytelcom. 

Sharon Doheny: Last gig was 
Maverick Chicago promo queen. She 
can be reached at 847 -303 -9626 or 
sharondo @hotmaiL. corn. 

Jim Kelley: Former Midwest promo 
dude for Maverick Contact him at 440 -937- 

0013, or via e-mail at jkmavericks@aol. 
com. 

Jana Sutter: Previous Southeast 
promo princess for Maverick is explor- 
ing new opportunities. Reach out to her 
at 615 -354 -5523 or jsutter123 @aol. 
com. 

Paul Walker: Former Clear Chan- 
nel /Boise OM. Reach Walker at paul 
walker @clearchannel. com or 208 -344- 
6363. 

Brian Burns: Former KRBZ/Kan- 
sas City VP /Station Manager. Call Brian 
at 913 -897 -2223, or e-mail him at burns 
house@earthlink.net. 

Dave Dillon: Former VP /Program- 
ming at Journal Broadcasting. Call him 
at 713 -896 -4576. 

Michael Luczak: Former WZJM/ 
Cleveland PD is on the hunt for his next 
programming opportunity. He can be 
reached at 216 -271 -0803, 216-407 -7623 
or michaeljluczak@earthlink.net. 

Dave Nichols: Exiting Film House 
as Sr. VP/Marketing. He can be reached 
at davenicholstn@home.com. 

John Michaels: NetRadio five -year 
Program Manager is on the hunt for a 
job, preferably in the Minneapolis area. 
John can be reached at 651 -578 -9578 or 
jmk@earthlink.net. 

Alan Wallace: Former Sr. VP /Com- 
munications for Live365.com. He can 
be reached at 650 -574 -1000, 650 -678- 
4819 or awall@alanwallace.com. 

Russ Allen: Previous PD for KTHT/ 
Houston. Call Russ at 713 -748 -7747. 

Paco Lopez: Former WJHM/Or- 
lando morning host turned afternoon 
driver. He can be reached at 407 -302- 
7074 or pacolopezis@aol.com. 

Dave "The Duke" Sholin: Previ- 
ously Capitol VP /Pop Promotion. Con- 
tact him at 650 -359 -0505 or via e-mail 
at yourduke@aol.com. 

Scott Chase: Former PD of WSSR/ 
Tampa Reach Scott at 727 -771 -7891 or via 

e-mail at scott_chasej,d@hotmail. corn. 

Clarice Ingram: Former PD of WPXY/ 
Rochester, NY. Contact Clarke at 412 -653 - 

5201 or via e-mail at cingram@aoL.corn. 
Dan Clark and John Murphy: 

Former morning drivers on KKRZ 
(Z 100) /Portland, OR. Reach them at 
jmurphy @premiereradio.com or dan 
clarkaudio @gwest. net. 

Danny Cooper: Former West 
Coast Regional with Island Def Jam 
Music Group. Phone him at 310 -288- 
5396 or 310- 663 -5146. 
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Dollars traded 
For Security 

Seattle's Fisher Broadcasting avoids 
layoffs with creative budget cuts 

M 
any workers still subscribe to the popular notion that if 
you do a good job, you should be rewarded each year 
with more money. That's a hard point to sell, however, 

when the national economy and the usually healthy radio busi- 
ness are both in dire straits. 

Although some may see it as a step 
backward, Emmis' recent decision to 

slash salaries 10% (in return for com- 
pany stock) was a brilliant move all 

the way around. In addition to saving 
the company money, it greatly less- 
ened the need to eliminate jobs. The 
bold trade -off resulted in a greater 
sense of job security, increased mo- 
rale and a way for employees to make 
up the pay cut through an increase in 

stock price. 

Less Pay, More Security 

Seattle -based Fisher Broadcasting 
is taking a similar approach. "It's been 
a tough year, and the company asked 
for a 10% cut as we begin 2002," says 
KPLZ (Star 101.5) /Seattle PD Kent 
Phillips. "The neat thing was that they 
went to each manager and asked them 
what they wanted to cut. I was asked 
to cut 10% of my budget, and I knew 
I couldn't do it without somehow af- 
fecting people." 

Eliminating personnel was an op- 
tion, but not one that Phillips was ea- 
ger to consider. Most of the people 
working at the Hot AC have been to- 
gether for many years. In addition to 
programming Star 101.5, for exam- 
ple, Phillips has been its wakeup tal- 
ent for the last 16 years. "Our night 
talent has been here 18 years, and I 

have weekenders who've been with 
us for 20 years," Phillips says. "The 
person with the shortest tenure has 
been with us about eight years. If one 
piece leaves, it breaks up the whole 
dynamic." 

KPLZ's pay structure is part sala- 
ry, part bonus. Phillips met with each 
staffer individually and presented 
what some may perceive as another 
unattractive, if not unthinkable, op- 
tion: a pay cut. "They all wanted to 
take a cut, and that's what we did," 
Phillips says. "I was able to trim back 
some other things, so it came to about 
an 8% pay cut. I was very proud to 
see that our managers - our head 
guys - took the same cuts; they led 

the way." 
Discussions with the 15 Star staff- 

ers voluntarily affected were held in 

September, and the cuts become effec- 
tive this month. The important thing 
is that no jobs were lost at a station 
with a strong family environment. "I 
think Washington state is No. 1 in 

unemployment now," Phillips says. 
"It's been brutal here with the big 
Boeing layoffs - tens of thousands 
of people lost their jobs. 

"All of us believe that we made the 
right move. If someone at the station 
lost their job, it would be hard for them 
to find another one in the market right 
now. I think our people now feel se- 
cure for the next year. Beyond that, 
who knows? But a year in radio is an 

eternity." 

Three -Pronged Plan 

Some cuts Phillips had to make 
dealt with promotion, but, he remarks, 
"We all know that Star is promotion - 
dependent. I could decimate the pro- 
motion budget, but then the station 
wouldn't win. Star's three prongs are 
music, personality and promotion. 
Some other companies have been 
shortsighted and have cut promotion 
or opted for voicetracking, but we 
know that we need all three things. 

"Five or six years ago in this mar- 
ket there were KPLZ and [CHR] 
KUBE. Nothing else was remotely 
close - we owned it all. But since 
then there have been two different ver- 
sions of [CHR/Pop] `Kiss' [KBKS], 
an '80s station [KYPT] and a Rhyth- 
mic Oldies [KBTB], and [Sandusky 
AC] KLSY has become much more 
current- based. The market is much 
more competitive, but Star has been 
among the top three in 24 of the last 
28 books in key women demos." 

When December rolled around, 
Star realized that it had exhausted its 

promotion budget and couldn't grant 
its annual Christmas Wishes. "I said 
our wish was to save our staff and not 
let anyone go," recalls Phillips. 

What happened next was absolute- 
ly amazing: Listeners stepped forward 
and donated the money to make 
Christmas Wishes happen. "One guy 
walked in with a check for $10,000. 
Another person came in with $3,000. 

alMEAMVIEWZAR&C 

Matchmaker, Matchmaker, Let's Make A Match 
Attempting to console someone whose job has been eliminated has always been the tough- 
est and, certainly, most anguishing aspect of my job. Unfortunately, calls and e-mails an- 
nouncing layoffs arrive more frequently now and are no longer limited to PDs and on -air 
talent. They encompass every level. Promotion and marketing people, GMs and even mar- 
ket presidents are feeling the squeeze. It's incredibly sad and maddening to see quality 
broadcasters - real people - being sacrificed to protect the bottom line. 

We're indebted to the caring format programmers who responded to our plea for the names and numbers of 
those waiting for their next opportunities, as well as those willing to share current job openings. 

What follows are our annual format -specific classifieds, beginning (in alphabetical order) with those currently 
available for work. 

Emily Anton: WFAS/Westchester, NY PD /afternoon drive. Phone: 914 -243 -9534. Submitted by Aurora VP/ 
Programming Curt Hansen. 

Jose Arreola: KBIG & KOST /Los Angeles Promotions Assistant. Phone: 213 -209 -0825. Submitted by KBIG 

& KOST Station Manager /PD Jhani Kaye. 

Brian Burns: Hot AC KRBZ /Kansas City VP /Station Manager. Phone: 913- 897 -2223. E -mail: 
burnshouse@earthlink.net. 

Susan Brown: KBIG & KOST /Los Angeles Exec. Assistant & Public File. Phone: 818 -291 -0999. Submitted 

by KBIG & KOST Station Manager /PD Jhani Kaye. 

Jim Buchanan: WICC /Bridgeport, CT afternoon drive talent. Phone: 203 -389 -0234. Submitted by Aurora VP/ 

Programming Curt Hansen. 
Scott Chase: Hot AC WSSR/Tampa PD. Phone: 727- 771 -7891. E -mail: scoff chased @hotmail.com. 
Jeff Cochran: WLIT /Chicago PD. Phone: 847- 658 -8778. 
Irene Collins: WFASIWestchester, NY News Director. Phone: 914 -232 -6065. Submitted by Aurora VP /Pro- 

gramming Curt Hansen. 
Dave Dillon: Journal Broadcasting VP /Programming. Phone: 713 -896 -4576. 

Danny Fox: Seventeen years at KDES /Palm Springs, CA, including PD and mornings. Phone: 760 -347 -0717. 

E -mail: foxjockl @cs.com. Submitted by KRNO /Reno, NV PD Dan Fritz, who says, "I wish I had something to 

share regarding openings." 
Kim Kelly: KCBS -FM & KOST /Los Angeles Director /Marketing & Promotions. Phone: 310 -271 -7344. Sub- 

mitted by KBIG & KOST /Los Angeles Station Manager /PD Jhani Kaye. 

Randi Martin: MD /morning drive WASH/Washington. E -mail: randi971 @aol.com. Submitted by WPCH /Atlanta 
PD Jeff Silvers. 

Don Potter: Momings at KBAY /San Jose for the last five years. He was also Metro Traffic/San Jose's Director/ 

Operations and worked at Hot AC KEZR/San Jose. Phone: 408- 266 -5307. E -mail: dongr8fuldp @aol.com. Sub- 

mitted by KBAY PD Bob Kohtz, who says, "Don was laid off solely because of Infinity budgetary cuts. This guy 

truly deserves a gig." 

Bryan Simmons: KOST /Los Angeles' longtime afternoon drive personality. Phone: 818 -241 -0138. Submitted 

by KBIG & KOST Station Manager /PD Jhani Kaye. 

Openings 
An on -air MD opening exists at a top 25- market Hot AC. The person should have three years of MD or PD 

experience, know Selector inside and out and do a killer airshift. Send your materials to greatmdgig @yahoo.com. 
Salespeople are needed at Hot AC WJBW/West Palm Beach. Send your resume to Fran Marcone, 901 

Northpoint Parkway, Suite 400, West Palm Beach, FL 33407. OM /PD John O'Donnell comments, "We've been 

lucky enough to avoid losing talent." 
According to Director /Programming & Operations Steve Kelly, Infinity Hot AC WMC -FM /Memphis is in "very 

desperate need of qualified part-time talent who can be very flexible. We don't, however, have enough hours to 

make this a full -time position." 
Kelly also says there's an immediate, critical need for a full -time imaging and production person who would 

also do a weekend airshift. "Candidates must be versatile enough to help write, voice and assemble station imag- 

ery. Digital- editing experience is an absolute must." 
A full -time remote crew leader opening may also exist. It's not exactly the same as being an engineer, but Kelly 

says, "You should be somewhat conversant in technical- speak. Anal- retentive, super- organized `neatniks' are pre- 

ferred." 
In addition, Kelly notes that Infinity /Memphis is always looking for great AEs for its three local properties. 

PD Jeff Tyson is about to relinquish his airshift, so he's searching for an afternoon personality for AC WYSF/ 

Birmingham. Morning show experience is a plus, and Tyson stresses that he's looking for experienced pros only: 

"Someone who not only has good pipes, but plans and works hard on the show every day." The ability to interact 

on -air with the audience, he says, is a must. Send him your demo and resume at 244 Goodwin Crest Drive, Suite 

300, Birmingham, AL 35209. No calls, please. 

Saga Hot AC KSTZ/Des Moines needs an MD /midday talent. Selector experience is preferred for this oppor- 

tunity. OM Jim Schaefer remarks, "Saga is a great company that believes in doing great radio with real people in 

local market situations." Send him your best material at 1416 Locust St., Des Moines, IA 50309. 

Tapes and resumes for Full Service AC WICC -AM /Bridgeport, CT's midday opening should be sent to Aurora 

VP /Programming Curt Hansen, 350 Fairfield Ave., Bridgeport, CT 06604. "Aurora ACs WICC & WEBE/Bridgeport 

and WFAS/Westchester, NY have done well in the past few months," Hansen notes. "Billing is up, and we've 

solidified top talent and accomplished programming updates." 
AC KDAT /Cedar Rapids, IA seeks a friendly and positive morning show talent. PD Dick Stadien says that the 

person shouldn't be "in- your -face." "They must be interested in doing public appearances on behalf of the station 

and community," he adds. Send your tape and resume to Stadien at 425 Second Street SE, Fourth Floor, Cedar 

Rapids, IA 52401. 

The listeners wound up funding the 
promotion." 

Another example of listener gener- 
osity occurred after the Sept. 11 at- 

tacks. Over the course of just a few 
hours, Star and crosstown sister AM 
News/Talkers KVI and KOMO col- 
lected nearly $300,000. 

These are two great stories, but 
couple them with Phillips' earlier re- 

mark about the area's high unem- 
ployment rate, and they become even 
more impressive. "People really 
know there are others in need, and 
those who have money want to help," 
Phillips says. 

Hopeful that others in the radio in- 

dustry will consider granting em- 
ployees stock options, Phillips, who 
is also Group PD for Fisher's 32 -sta- 

tion chain, notes, "Our company 
looks at ways to keep people here 
longer and have them share in the 
great success. We just became a pub- 
licly traded Nasdaq company, and I 

would assume that they will provide 
stock-options and other benefits. 
Maybe it's because we're a smaller 
company, but all of us feel pretty spe- 
cial to be where we are." 
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Live Or ftacked? 
A conversation about voicetracking with RCS's Tom Zarecki 

Let's start the new year with our thinking caps on and a positive mindset about the future. 
Let's also be intelligent and wise about all things that come our way in 2002. The hot topic in 
our industry, from a programming perspective, is voicetracking. Recently, Tom Zarecki, a 

marketing and public relations executive at RCS, took a little time to talk with me about it. 

The larger conglomerates and 
operators are struggling to make 
their quarterly revenue numbers. 
If they can't fuel 
ad spending, 
they resort to . 

cutting costs. 
For you creative 
types out there, 
that means cut- 
ting positions in 
whatever areas 
can take the hit 
without break- 
ing. In our busi- 
ness, that often means the pro- 
gramming department. And cuts in 
the programming department of- 
ten lead to increased reliance on 
voicetracking. 

Real Feel 

RCS is the company that makes 
the Selector music -scheduling 
program and a dozen other prod- 
ucts for radio stations, and Zarecki 
is on top of the voicetracking issue. 
He sent me an e -mail not long ago 
offering his and his company's 
expertise in this area. 

Several things about the e-mail 
caught my eye, starting with the 
history of RCS's involvement in 
the development of voicetracking. 
Zarecki wrote, "I just wanted you 
to know, as a bit of background 
info, that RCS invented Real Feel 
real -time voicetracking in 1989 
with RCS Master Control, then 
took it to the next level with Inter- 
net Voice Tracking. 

"With Real Feel voicetracking, 
the DJs hear all the audio sur- 
rounding their voices in real time, 
just as if they were performing 

Tom Zarecki 

live, so they sound like the sta- 
tions they're on. This is truly the 
way voicetracks should be per- 
formed, with the ability to do mul- 
tiple takes, much like a TV pro- 
gram. 

"This is not always the case. 
The term voicetracking is tossed 
around a lot these days, and it can 
mean almost anything. Believe it 
or not, many stations' jocks are 
simply looking at a list of songs, 
then e- mailing or recording their 
voices cold while they think about 
the song, not hear it. 

"If you've ever been a jock, you 
know that makes quite a differ- 
ence! Anyway, the point is, voice - 
tracking is not new, but it appears 
that the radio industry may soon 
respond as though it is." 

I then received another e-mail 
with an attached clipping of an ar- 
ticle in which Infinity," Clear 
Channel and Beasley all seem to 
give their blessing to the voice - 
tracking approach to broadcasting. 
I contacted Zarecki and took him 
up on his offer to talk about this 
important subject. 

Take Two 

He started by saying, "Voice - 
tracking is a prominent item in our 
business because everyone is talk- 
ing about it everywhere. Some 
people and stations are confused. 
When a station is voicetracked, 
some people automatically cross 
off that station, because they fig- 
ure that it's not going to be good 
or sound good. Nothing could be 
further from the truth. 

"If you watch popular TV 
shows, you're not watching take 

"The important thing for radio people to consider is 

not whether a personality is live, but whether that 
personality is giving a good performance that leads 

to good ratings." 

one of all the performances - of 
course not! We all know that it's 
television, and we all know there's 
this suspension of disbelief and 
that they splice together the best 
takes to make the best show. 

"In radio, because of today's 
technology, everyday, routine, 
run -of -the -mill radio programs 
can now have that same type of 
multiple -take technology, which 
wasn't available before. This 
means you can have your midday, 
afternoon, evening, overnight or 
weekend personalities do their 
thing whenever you want. 

"The term voicetracking 

is tossed around a lot 

these days, and it can 

mean almost anything." 

"These shifts are unlike morn- 
ing shows, in which you invest a 
lot of money in time and talent 
and show -prep stuff to make sure 
they work properly. The talent in 
all the rest of your dayparts now 
have the ability to do multiple 
takes until you get one that you 
want, and that's the one that gets 
out over the air. 

"That's a good thing; because 
they can master their performances. 
You can take even the weakest or 
newest people in the business and 
give them the chance to create and 
use their best work as opposed to 
screwing it up live on the air." 

The Best Performance 

Zarecki went on to say, "Tim- 
ing, pacing, inflection and all that 
key stuff have got to be mastered. 
It is very important, and that's 
why TV people invest all that 

NAVIN' FUN ... R &R STYLE! 

While searching through some photos, I came across this picture of 
DreamWorks recording artist Canera (r) snuggling up to Ruffhouse /Co- 
lumbia artist and superproducer Wyclef Jean in the lobby of the Cen- 
tury City Hotel & Spa during last year's R &R convention. 

money to get the best perfor- 
mance. With voicetracking, we 
can do the same thing in radio. 

"To go a step further, it can be 
done from any location. It no 
longer has to be done from the ra- 
dio station. It could be done from 
the guy's house. All they have to 
do is go on the Internet, look at the 
program log, insert their voice - 
tracks, talk up to the vocals and hit 
the post on jingles and songs with 
the same kind of ease that they 
could at the studio. All that stuff 
is completely invisible to the ac- 
tual user, meaning the actual con- 
sumer of the product, the radio lis- 
tener." 

Most of us who came up in this 
business think of radio as being 
made by live people who are cre- 
ative and full of life in all sorts of 
ways in their presentation. When 
we think of voicetracking, we 
think of an uninteresting, canned 
presentation, which we shouldn't. 
We should have more open minds, 
realizing that voicetracking can be 
creative, interesting, exciting and 
entertaining, depending on who's 
doing it and how they're accom- 
plishing the task. 

"The important thing for radio 
people to consider is not whether 
a personality is live, but whether 
that personality is giving a good 
performance that leads to good 
ratings," Zarecki said. "You could 
have a personality in a market 
who's live, and all he's doing is 

reading liner cards and not adding 
any particular great performance 
touches or personality to his pre- 
sentation. 

"Then you might have another 
person across the street who is 

voicetracking. She might have re- 
corded her show the day before, 
but she is a great talent. That per- 
son will sound better and probably 
get more listeners because she has 
a better personality on the air and 
attracts listeners. It's completely 
unrelated to whether she's live." 

Technical Help 

"Part of the reason some of 
these big groups want to voice - 
track many dayparts is because 
they listen themselves," Zarecki 
continued. "They listen to those 
dayparts, and what do they hear? 
Nothing! They hear no content 
and no particular creativity. The 
technology is now available for 
people who do have the talent to 
do a lot more on the air from 
wherever they are. 

"We want people to know that 
the technology is now available 
to help the best and most creative 
people be on more stations and to 
help spread that creativity 
around. The demands are really 
on the people who remain at lo- 
cal radio stations. As a software 
company, we can't do anything 
about which way things are going 
to go with talent or who owns 
how many radio stations, but we 
can offer our technical help. We 
can offer technology that can help 
bring excellence to those sta- 
tions." 

I plan to -revisit this subject 
when everybody is back from the 
holidays and working at full 
speed, because I realize there are 
so many other perspectives to be 
heard. Voicetracking will contin- 
ue to be a big issue in our indus- 
try for years to come. 

TALK BACK TO R &R! 

Do you have questions, comments or feedback regarding this column 

or other issues? 

Call me at 310-788-1667 
or e-mail: 

babylove @rronl ine. con 
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THE FOLLOW-UP TO HER #1 HIT "I'M REAL" 

OVER 6.5 MILLION ALBUMS SOLD WORLDWIDE 
TRIPLE PLATINUM PLUS IN THE U.S. 

REMO PRODUCED BY IRV GOTTI & 7 FOR TOP DAWG PRODUCTIONS, INC. 

VOCALS PRODUCED BY CORY ROONEY FOR CORY ROONEY ENTERTAINMENT 

EXECUTIVE PRODUCERS: CORY ROONEY AND JENNIFER LOPEZ 

MANAGEMENT: BENNY MEDINA AND DAVID GUILLOD FOR HANDPRINT ENTERTAINMENT liP..2"11:7 

JA RULE APPEARS COURTESY OF MURDER INC.'DEF JAM 

VIIVV.JENNIFERLOPEZ.COM WWW.EPICRECORDS.COM 
tRI.7;FEG US FAT & TNT OFF MARCA REGISTRADA IS A TRADEMARK OF SONY MUSIC ENTERTAINMENT INC. T, 2002 SONY USIC ENTERTAINMENT INC 
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LON HELTON 
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Country 

People Who Need People 
El A Country look at jobs open, jobs sought 

Iis perhaps a sign of the times that this year's Country contribution to R &R's annual jobs issue - contains more professionals looking for new posts than ever before. And, on the flip side, there 
are fewer "Positions Open" listings than we've ever previously printed. 

Hopefully, 2002 will see a come- 
back in ad revenues and the end of 
job erosion. Whatever the environ- 
ment, we'll continue to make the 
space available to try to match peo- 
ple and jobs. 

Radio: Positions Open 

WCTO (Cat Country 96) /Allen- 
town: From the impassioned key- 
board of PD Chuck Geiger: "The mar- 
ket's No. 1 morning show, with Ken 
Anderson, is looking far and wide for 
our next morning show entertainer - 
partner. We are looking to take the 
position to an enhanced level of in- 
volvement. We are searching for a 
colorful, fun, imaginative, dedicated 
and passionate female to assist in the 
creative lead. Our morning show is 

listener- interactive. Do you have pro- 
duction, planning and advance- partic- 
ipation skills? Our ideal candidate 
must have complete on -air entertain- 
ment prowess and administrative 
chops off the air. 

"The working environment is con- 
ducive to making magic happen on the 
radio. Citadel Communications Cor- 
poration believes in a dominant pro- 
gramming position. If you are work- 
ing for a company and fear every day 
that the big, bad box will take your 
job, call us. You must be able to think 
out of the box and actually have a 
hand in the productive movement of 
the morning show and radio station. 
We are not looking to fill a position, 
but to bring in a new member to our 
twisted family. 

"Cat Country 96 is very special. We 
are a highly positioned contemporary 
radio station that has a superior level 
of audience bonding. The compensa- 
tion and bonus program are above 
market average for the position, and 
there is a handsome relocation pack- 
age. There is a degree of contempo- 
rary news and public affairs involved 
with the position. Please overnight 
T &Rs to Chuck Geiger, Program Di- 
rector, WCTO, 2158 Ave. C, Suite 
100, Bethlehem, PA 18017. Citadel 
Communications Corporation is an 
equal- opportunity employer." 

Clear Channel/Huntsville, AL: 
The opening is for a Promotions Co- 
ordinator for the company's six-sta- 
tion cluster. OM Wes McShay says, 
"If you're organized, aggressive and 

ready to hit the streets with our Coun- 
try (WDRM), Classic Rock, Oldies 
and News/Talk stations, drop me your 
best stuff. An on -air background is 

helpful, but not mandatory." Send . 

your package to Wes McShay, OM, 
Clear Channel/Huntsville, 401 14th 

St. SE, Decatur, AL 35601. 
WKHX/Atlanta: OM Dene Hal- 

lam is searching for "the new starring 
member of the Moby in the Morning 
show." He says, "As News Director, 
your responsibilities will include news 
headlines, a weekly public affairs 
show and having fun on the radio. We 

are looking for a personality who can 
be an asset throughout the show with 
Mr. Moby. Overnight or e-mail your 
tape (MP3 format for electronic 
sends), resume and video or photo to- 
day.",> 

A note to those in the Atlanta area: 
Hallam adds that he's always looking 
for part-time talent for both WKHX 
and Country sister WYAY. Send your 
stuff to Dene Hallam, OM /PD, 
WKHX, 210 Interstate North Park- 
way, Sixth Floor, Atlanta, GA 30339. 
Hallam's e-mail address is dene.hal 
lam@abc.com. 

WWKA (K92) /Orlando: Mom - 
ing drive will be open Jan. 21, and the 
deadline for applications is Jan. 18. 

PD Len Shackelford says, "We're 
looking for the next great morning 
show for this legendary station. Can- 
didates must possess the ability to re- 
late to and embrace the Country life - 
group, a very strong work ethic, the 
ability to meet the public, a proven 
track record of success, the ability to 
follow a strategic plan and accept di- 
rection, creativity and talent, a love 
for great radio and an overwhelming 
desire to win. 

"A minimum of two years' broad- 
cast experience is required, with a 
preference for morning show experi- 
ence. Production, phone and people 
skills are a big plus. We're looking for 
team players who can continue the 
greatness that has made K92 a mar- 
ket leader for almost 20 years. If 
you're interested in working for one 
of the premier Country stations in 

America and for one of the best broad- 
cast companies in America in one of 
the most livable cities in America, rush 
your tape, resume and morning show 
philosophy to Len Shackelford, PD, 

WWKA, 4192 John Young Parkway, 
Orlando, FL 32804." Shackelford's e- 

mail address is len.shackelford @cox. 
com. 

WGTY/York, PA: PD John Pelle - 
grini says, "No. 1 Country 107 -7 

WGTY is in search2 of a people per- 
son /afternoon talent/Selector-experi- 
enced MD and eventual Asst. PD. The 
York -Gettysburg, PA area is a great 
place to raise a family and `work for a 
great company. T &Rs to John Pelle - 
grini at Times & News' WGTY, P.O. 

Box 3179, Gettysburg, PA 17325. No 
phones or beginners, please." 

Radio: Pros On The Loose 

Scott Aber: Aber is a 25 -year ra- 
dio vet with 15 years' experience in 

mornings and 12 as an OM and PD. 
He's looking for a PD post or morn- 
ing gig. He adds, "I have three CMA 
nominations and a good ratings track 
record. I recently completed my mas- 
ter's degree, but please don't hold that 
against me!" Contact Aber at 334= 

356 -4578 or sjaber93@aol.com. 
Brad Austin: Currently doing part- 

time airwork at KKRD, KRBB & 
KZSN/Wichita, "Mad Brad" is look- 
ing for a full -time gig. He was recent- 
ly MD /midday host at WKNN/Biloxi, 
MS. He's also worked at WMIL/Mil- 
waukee and KHAK/Cedar Rapids, 
IA. Contact him at 316- 773 -2053 or 
madbradaustin@aol.com. 

Ron Bisson: The only morning 
personality that WWKA/Orlando has 
ever had, Bisson is leaving after 19 

years at the station in mid -January. If 
you're looking for a pro who can de- 
liver-an audience, contact him at 407- 
298 -9292. 

Mike Chapman: A radio and 
records veteran, Chapman has pro- 
grammed and consulted Country sta- 
tions and worked as a VP/Promotion 
and a regional for labels. Contact him 
at chappoe@aol.com. 

Pat Clarke: Multiformat OM with 
.13 years' experience at ABC. Clarke 
says he most recently "elevated the 
ratings and revenue for the Americom 
Group in Reno, NV." Contact him at 
775- 787 -8059 orpatclarke@aol.com. 

Kelly Edwards: Edwards is look- 
ing for a job in either radio or records. 
She was an MD /air talent at KUZZ- 
AM & FM/Bakersfield before joining 
Premiere Radio Networks as Country 

TOYS FOR TOTS IN TAMPA 

WQYK/Tampa afternoon team Dave McKay (l) and Randy Price held their 
fourth annual Toy Drive Dec. 13 -14, broadcasting from a local Toys R 

Us. It was their most successful outing ever, with more than 15,000 

toys collected for the Marines' Toys for Tots program. The duo also put 
the arm on Tampa Bay Buccaneers free safety John Lynch, who donat- 
ed $1,000 to the cause. 

MD and Promotions Director in Jan- 
uary 1999. Contact her at 818 -557- 
7764 or keledwards@aol.com. 

Jim Mickelson: An experienced 
programmer, MD and personality who 
absolutely knows Country. Mickelson 
was most recently PD /morning host 
of Salt Lake City's Classic Country 
KWLW and MD /midday host at 
crosstown Country sister KKAT. Con- 
tact him at mickelsonjim @hotmail. 
com. 

Tim Murphy: Most recently PD 
of WSM- FM/Nashville, Murphy has 
also programmed KMPS /Seattle, 
where he was VP/Programming for 
EZ Communications. Murphy has 
also been PD of KKBQ/Houston and 
VP /Promotion for Rising Tide 
Records. Contact him at 615 -371- 
8713 or mrmurphytoyou@aol.com. 

Larry Santiago: Premiere Radio 
Networks' Country PD since July 
1998, Santiago is looking for a posi- 
tion in either radio or the record in- 

dustry. He was PD at KNAX/Fresno 
before joining Premiere. Before his 
KNAX gig, he spent eight years as 
MD and an air talent at KJUGNisa- 
lia- Tulare- Hanford, CA. Contact him 
at lasantiago@aol.com. 

Danny Wright: Most recentl} af- 

ternoon host at WGAR/Cleveland, 
Wright won Personality of the Year 
honors from both the CMA and the 
CRB in 2000. Contact him at 330- 
656 -3114 or waverunner729826@ 
cs.com. 

Other Positions Sought 

Jenny Alford: Recently Assoc. 
Producer for GetMusic.com's Coun- 
try channel, Alford specializes in web 
content, promotions, contests and 
event planning and coordination. She 
spent five years in the publicity de- 
partment at Mercury Records, han- 
diing the day -to-day operations of the 
department and tour press. Alford also 
has experience in fan-club operations 
and radio promotions. She says, "I'm 
looking for a position with a great 
team that will utilize my creativity and 
experience." Contact her at 615 -364- 
8452 or winnedapo@aol.com. 

Misty Cochran: A recent MTSU 
recording -industry graduate, Cochran 
is looking for a position in the music 
business. She has internship experi- 

ence in A &R and CD copy. A self - 
described computer whiz (Mac and 
PC), she lists web design among her 
skills. She says she's a fast learner and 
a music lover. Contact her at 615 -895- 
4941 or mistybc@aol.com. 

Tina Crawford: Crawford is cur- 
rently the assistant to WBCT /Grand 
Rapids PD Doug Montgomery. She 
says, "I have a bachelor's degree, am 
computer -literate and have a strong 
marketing background. I'm looking 
for any kind of music -industry entry- 
level position so I can move back to 

Nashville. I'm especially interested in 

labels, artist management and public- 
ity or public relations firms." Contact 
her at 616 -352 -4532 or tinavcraw 
ford@yahoo.com. 

Laura Huie: Huie is looking for 
on -air work as an entertainment cor- 
respondent. She's been an entertain- 
ment reporter for WSMV- TV/Nash- 
ville, producer at WAGA -TV /Atlanta 
and a freelance producer for E! 
Entertainment, CBS and Access Hol- 
lywood. Huie has extensive contacts 
on Music Row and with movie stu- 
dios in Los Angeles and New York. 

Contact her at 615- 415 -2460 or 
lehuie@aol.com. 

P.J. Olsen: Olsen previously han- 
dled Northeast regional promotion 
duties for Curb and West Coast pro- 
motion for Decca. She has also 
worked as Nashville Accounts Man- 
ager for Mediabase. Contact her at 
615- 279 -0730 or peejolsen @home. 
com 

Kimmy Wix: Most recently Exec. 
Producer for GetMusic.com, Wix is a 
Nashville and music -industry veteran 
with a wide variety of skills. He has 
written for Country.com and Cashbox, 
among other publications. Contact 
him at 615- 297 -8852 or kwix @bell 
south.net. 

TALK BACK TO R &R! 

Do you have questions, 
comments or feedback 
regarding this column 

or other issues? 

Call me at (615) 244 -8822 or 
e -mall: Ihelton@rronlim.com 
Or post your comments now. 

Go to www.rronllne.com 
and click on Message Boards. 
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Unexpected Holiday Guests 
U The president and rock royalty figure into the season 

The country -music industry is about to emerge from the lull of the past two 
weeks, but it's clear that business as usual came to a complete stop during _ the holiday season. We've got the photos to prove it, so this seems like a 

great time to look back on some of the things that happened between Thanksgiv- 
ing and New Year's. 

Clint Black showed up for a "Christmas With Clint" edition of the CMT Country Countdown, where, 

in addition to announcing the weekly countdown, he joined host Katie Cook in assembling holi- 
day packages to be sent to U.S. troops serving overseas. Thomas McCormick and Joni Petersen, 

soldiers from the 86th Combat Support Hospital at Ft. Campbell, KY, dropped by to pick up some 

packages to be sent to Kosovo. Pictured are (l -r) McCormick, Black, Cook and Petersen. 

SONY /ATV SIGNING 

Tony Martin recently signed a songwriting and co- publishing 
deal with Sony /ATV Music Publishing Nashville. Additionally, 
the company purchased Tony Martin's Baby Mae Music catalog 
of 600 songs. Martin's songwriting credits include Tim McGraw's 

"Just to See You Smile," Sara Evans' "No Place That Far," Lee 

Ann Womack's "I'll Think of a Reason Later," Martina McBridé s 

"Whatever You Say" and George Strait's "Go On." Pictured at 
the signing are (l -r) Sony /ATV Music Publishing Inter- 
national President Richard Rowe, Martin and Sony /ATV Music Pub- 

lishing Nashville President /CEO Donna Hilley and VP /GM Woody 
Bomar. 
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PRESIDENTIAL APPROVAL 

When President Bush showed up for a Thanksgiving visit at Ft. Campbell, KY, he was met by more 

than 20,000 troops, numerous dignitaries - and several country artists. As you might expect, 

all the performers were eager to seize the photo op following the president's speech. Pictured 

are (l -r) Phil Vassar, Carolyn Dawn Johnson, first lady Laura Bush, songwriter- musician Gordon 

Kennedy, SHeDAISY's Kelsi and Kristyn Osborn, President Bush, SHeDAISY's Kassidy Osborn, Craig 

Morgan and Sara Evans. 

Arista recording artist Carolyn Dawn Johnson recently signed a worldwide publishing deal with 
Universal Music Publishing Group Nashville. In addition to her own hits "Complicated" and "I 
Don't Want You to Go," Johnson's catalog includes Chely Wright's "Single White Female" and Jo 

Dee Messina's "Down Time." Pictured are (l -r) Universal Music Publishing Group Nashville Sr. VP 

Pat Higdon, RPM Management's Scott Siman, Johnson and UMPG Nashville Director /Creative Af- 
fairs Whitney Williams. 

SUNNY AFTERNOON I 

Legendary British rocker Ray Davies, co- founder and leader of 
The Kinks, had business in Nashville in early December. While 
in town, he visited WSM -AM /Nashville's Grand Ole Opry and spent 
a leisurely afternoon at the Country Music Hall of Fame and Mu- 

seum. The Rock and Roll Hall of Fame member is seen here be- 

fore more than 800 plaques representing every Gold and Plati- 
num record in the history of country music. 

` 1 MICHIGAN VISIT 

Lyric Street newcomer Kevin Denney made the rounds of Country stations during a promotional 
tour to support his debut single, "That's Just Jessie." Judging from the smiles, everything went 
well during his stop at WBCT /Grand Rapids. Pictured are (l -r) WBCT PD Doug Montgomery and MD 

Dave Taft, Denney and Lyric Street Director /National Promotion Renee Leymon. 

A SHARK'S TALE 

Andy Griggs traveled to Miami ín early December to perform 
during halftime on Monday Night Football. The Dolphins defeated 
the Indianapolis Colts 41 -6, and Griggs had to feet a little de- 

feated himself when he joined some of his friends for a day of 
shark fishing. Griggs' tour manager, Mike Copelin, caught the 
only shark, so everyone else had to settle for mahi -mahi. Pic- 

tured are (t -r) KAJA /San Antonio PD Keith Montgomery, RCA 

Manager /Southwest Regional Promotion Greg Sax, Griggs, 
Copelin, KSON /San Diego PD John Dimick and RCA Director/ 
National Promotion Keith Gale. 

Kid Rock paid a visit to Nashville during the height of the holiday season to join his friend Hank 

Williams Jr. for a taping of CMT's Crossroads, a new show that teams country artists with talent 
from other musical genres. Kid Rock is featured on a song titled "The 'F' Word" on Williams' new 

album, Almeria Club. Pictured at the TV taping are (l -r) CMT VP /Music & Talent Chris Parr, Kid 

Rock, CMT VP /Program Development & Production Kaye Zusmann and Williams. 
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Becky Taylor Is Here, 

there And Everywhere 
The journey from PD to voicetracking talent on five stations 

Becky Taylor joined KHIH/Denver as a weekender, was promoted to middays in 1994 and 
rose to PD in 1996. Clear Channel acquired KHIH in the Jacor merger and flipped it away 
from Smooth Jazz in September 2000. Today Taylor does middays on KKSF /San Fran- 

cisco, KYOT (The Coyote)/Phoenix, WJCD/Norfolk and KVJZ/Des Moines (where she also 

serves as MD), plus an evening show on AC WMXC/Mobile. How does she do it? By teleportation? 

No, through Clear Channel's Prophet system. 

Don't Forget To Breathe 

Reflecting on KHIH's demise and 
its aftermath, Taylor remembers, 
"Our station had just gone 
away, and it was something 
we had worked so hard on. 
Everyone who worked on 
KHIH's staff went the extra 
mile to make it what it was: 
truly a heritage station. We 
were very proud of it. 

"Anyone who works in 
Smooth Ja77 knows there's 
nothing like smooth jazz 
fans and their passion when 
listening, calling the station 
and coming to events. That was the 
first thing that went through my mind 
when they decided to flip the format. 
When a format flips, it just happens. 
There's no warning. 

"It was a very big weekend for us - Labor Day - with two or three 
concerts we were part of. When they 
went to work, listeners were hearing 
Kenny G and George Benson. When 
they got back in their cars, they 
heard Britney Spears and The Back- 
street Boys. And I had to handle 
their phone calls. 

"The saddest and toughest thing I 

had to do was eliminate positions. I 

had great talent on the station, but I 

had to let them go because we were 
on the Prophet system and had to con- 
solidate. We had consolidated so 
much that we were doing six -hour 
shifts. Our morning guy was on from 
6am to noon, Greg Fitzgerald was 
doing noon to 6pm, and I was voice - 
tracking 6pm to midnight." 

The die had been cast. 
Immediately after it flipped 

KHIH, Clear Channel programmed 
the station as an Internet -only chan- 
nel, and Taylor remained involved 
with the group's Denver family. But 
the endeavor proved short- lived: Jef- 
ferson -Pilot launched KJCD to fill 
the gaping hole for Smooth Jazz in 
the market within days of KHIH's 
disappearance from the airwaves. 

In its prime in the mid- 1990s, 

when KHIH had all the resources it 

needed to be competitive, Taylor kept 
the station steadily in the top five 25- 
54 for more than two years. "My 

thought was that it didn't 
make sense to continue, so I 

decided to leave," she says. 

Becky Taylor 

Downtime 

Parting from KHIH on 
good terms helped cushion 
Taylor's sense of loss. "We 
didn't know then how big 
voicetracking would be- 
come, but my GM, Don 
Howe, kindly left the door 
open for me to use the facil- 

ity," she says. "I needed a sabbatical, 
though, and took three months off." 

Taylor studied Spanish, took 
swimming lessons and savored the 
luxury of spending more time with 
her daughter, a high school fresh- 
man. "Immediately after KHIH 
flipped, I had a couple of calls from 
people in other markets wanting me 
to relocate, but I needed a breather," 
Taylor says. "I was so burned out, I 

thought I'd had enough. I even con- 
sidered leaving radio." 

With a strong background in con- 
cert promotion, Taylor considered a 

career transition into sales or market- 
ing after 23 years in radio. "In busi- 
ness there's always a time to move 
on," she observes. "I wondered if it 
was my time. I felt so good that I'd 
done everything I wanted to in radio, 
or so I thought. But I had a whole lot 

of anxiety because, bottom line, I 

needed a job, and I didn't want to 
make my daughter relocate." 

As fate would have it, KHIH had 
been Clear Channel's first Smooth 
Ja77 station to use the Prophet system. 
Also, Taylor had already exported 
voicetracks from Denver for Lite AC 
WMXC/Mobile's evening Smooth 
Jazz show, so she was aware early of 
Clear Channel's plans to export and 
import talent. 

"At KHIH we had [veteran major - 
market SJ host] Greg Fitzgerald 
working for us from Cleveland," she 

says. "Remember that? Even then, it 
worked flawlessly most of the time." 

Carpe Diem 

Taylor was clearly at a profession- 
al crossroads, and she credits some- 
one instrumental to her entire radio 
career, Broadcast Architecture Exec. 
VP /GM Allen Kepler, for her ulti- 
mate decision. "He talked me down 
from the ledge and convinced me to 
stay," she says. 

It was just at that time, in Decem- 
ber of 2000, that other Smooth Jazz 
stations began using the Prophet sys- 
tem that KHIH had pioneered. "The 
first one Allen and I talked about was 
WJCD/Norfolk," Taylor says. "I had 
Mobile, but tracking one station isn't 
a salary. I knew more and more sta- 
tions were going to do what KHIH 
had done." 

"It's one thing to 

learn that the 

Diamondbacks won the 

World Series, but quite 

another to be in town 

and feel the 

excitement, though I 

still try to create that 

excitement on the 

air." 

Taylor was thrilled when Kepler 
presented other possibilities, includ- 
ing a shift on KYOT. She seized the 
day. "I was very familiar with the 
wonderful things that Nick Francis 
had accomplished, but I'd never been 
to Phoenix or heard The Coyote, and 
I jumped at the chance," she says. 

"Then we began to talk about 
KVJZ/Des Moines, a situation that 

SMILE -A -THON 

Great hearts, huge talent and radiant smiles. Seen here (l -r) are KTWV 

(The Wave) /Los Angeles' Dave Koz in the Morning co -host Pat Prescott, 
Warner Bros. guitarist Norman Brown and The Wave's morning host, 
saxophonist Dave Koz. 

really intrigued me, because it includ- 
ed being MD. The part I missed most 
about programming KHIH was being 
involved with the music and the joy 
of listening to it, because there's so 
much that's good. I was ecstatic about 
the possibility. 

"KVJZ's GM, Joel McRae, and 
PD, Mike Blakemore, had been ea- 
ger to go Smooth Jazz for a while, and 
the station is doing very well already. 
We're getting so much response from 
listeners, it's incredible. All eyes are 
on us, and I feel nothing but success 
ahead for KVJZ. I share a real sense 
of mission. Des Moines Mayor Pre- 
ston Daniels, who's a huge jazz fan, 

came down and flipped the switch. 
"Everyone I work with in all these 

markets is wonderful, and I'm getting 
a taste for different programming 
styles, like KYOT PD Shaun Holly's 

. and Asst. PD /MD Greg Morgan's. 
Too often talent doesn't get along 
with program directors. I've been a 
PD, and I know what they're up 
against. They make my life easy. I'm 
not a problem child. I know what I'm 
supposed to do; I go in and do it." 

Taylor's voicetracking career 
took another step forward when she 
was offered a shift on KKSF. "[VP/ 
Programming] Paul Goldstein is 
such a legend in Smooth Jazz," she 
says. "He's coached me in ways that 
have made me a better talent, not 
only on KKSF, and I take that to all 
my other markets. He emphasized 
the need for emotion, especially in 

this format." 

Staying In Touch 

Anyone who voicetracks for a sta- 
tion in a distant market faces the chal- 
lenge of staying in touch with local 
issues. "I stay on the Internet," Tay- 
lor says. "It's my lifeline, but it's not 
the same as living there or being 
there. The downside of being some- 
whAre else is that I can't be a regular' 
part of station events - maybe only 
once a year. 

"Day to day, there are ways that I 

can't connect with listeners other than 
through e-mail. It's one thing to learn 
that the Diamondbacks won the 
World Series, but quite another to be 
in town and feel the excitement, 
though I still try to create that excite- 

ment on the air. I work hard to per- 
sonalize what I do to sound as though 
I'm actually there. 

"The downside is late- breaking 
news, like the terrorist attacks. As 
soon as I saw the first reports, I got 
dressed and made a beeline to the 
Denver hub, because it made no 
sense to be giving away CDs when 
the World Trade Center towers had 
been destroyed. We have the ability 
to change breaks instantly, which 
helped in that case, until our stations 
went to all- news." 

"Like every business, 

radio is consolidating. 

You either have to get 

on the bus or watch it 
go by." 

In terms of using time effectively, 
voicetracking pays off: Taylor says 
that, when she's on a roll, it takes her 
about an hour to track a five -hour 
show. 

Many agonize over the role of air 
talent in this medium. Without ques- 
tion, voicetracking will continue to 
displace live jocks as consolidation 
deepens. Like it or not, it is what it 

is - at least in the short term. I ask 
Taylor whether their intimate knowl- 
edge of and emotional connection to 
the music could be a source of some 
optimism for other Smooth Jazz air 
talents who may be facing the loss of 
their jobs. 

"The basic premise of voicetrack- 
ing is that you don't have to have a 
beginner in the overnight shift," she 
responds. "It's an opportunity for PDs 
to pick from the best of the best. In 
my case, I choose not to voice any oth- 
er formats, because Smooth Jazz is 
what I know and love. 

"Like every big business, radio is 

consolidating. You either have to 
jump on the bus or watch it go by." 
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Lots Of Job Sites, Not Many Jobs 
A year later, an Internet job search still yields few leads 

Make no mistake about it: 2001 was a devastating year for radio - and record - industry personnel. 

Label consolidation, while not as 

extreme as in the year that Poly - 
Gram merged with Universal, con- 
tinued. Add to this decreasing prof- 
it margins (if a label even made a 
profit), and you have a situation 
where more and more promotion 
people who lost jobs had nowhere 
to go for new ones. 

The situation was even more 
bleak in radio. Programming and 
air talent jobs were shed in as- 
tounding numbers. Asst. PD posi- 
tions were eliminated. PDs picked 
up duties for additional radio sta- 
tions, stepped in for jocks or both. 
Voicetracking, that engine of effi- 
ciency, was used more and more. 
As 2001 came to a close, even an 

optimistic view of the radio and 
record job situation was bleak. 

Last year my jobs column looked 
at using radio companies' Internet 
job sites as a source of employment 
opportunities. The results weren't 
promising. Well, a year has passed, 
and I thought I'd see if better coor- 
dination among the larger compa- 
nies has led to more comprehensive 
and healthier lists of available jobs 
online. 

It is abundantly 

clear that the 

Internet should not 

be considered the 

foundation of any 

job search. 

Clear Careers 

Clear Channel is the largest radio 
operator in the U.S., with over 1,100 
stations. One would expect that, 
with so many stations and an Inter- 
net division that includes its own job 
website (wwwjobopps.net), Clear 
Channel would be the place to look 
online for employment. 

However, we must temper our 
expectations with the knowledge 

that Clear Channel has been a lead- 
er in eliminating full -time air talent 
positions and replacing them with 
voicetracking. Clear Channel has 
also made a series of moves over the 
past year that consolidated and re- 
duced its programming staff. So the 
question is: How many jobs in pro- 
gramming has Clear Channel post- 
ed online? 

The answer is not pretty. The 
headline on the Clear Channel Jobs 
website (www.clearcareers.corn) 
declares that the company is "Hir- 
ing Sales Professionals," but you 
need to dig if you want a job in pro- 
gramming. I searched as broadly as 
I could, using separate searches for 
the following terms: music, pro- 
gram, programming, PD, air, DJ, 
disc, jockey, jock and talent. 

After searching over 1,100 Clear 
Channel radio stations, I found 13 

programming jobs available. Of 
those, six were in promotions and 
marketing departments, and only 
four were on -air positions. None of 
the jobs were in top 10 markets. 

Last year I mentioned that one of 
the shortcomings of a centralized 
jobs database is that it requires the 
company as a whole to take part. I 

also pointed out that Clear Channel 
may have still been integrating its 
Chancellor properties, which would 
affect the job situation. 

This year that is less of an excuse, 
but the original point - that full 
participation is required - is still 
valid. There is a distinct possibility 
that a large majority of Clear Chan- 
nel's 1,100 stations choose not to 
participate in the company's corpo- 
rate job program. That would make 
the Clear Channel Jobs portal some- 
what ineffective and explain the pal- 
try number of jobs apparently avail- 
able at Clear Channel. 

Infinity On The 'Net 

Infinity didn't even have a web- 
site last year, so an Internet job 
search was impossible. This year it 

not only has a website (www infinity 
radio.com), but that site also in- 
cludes a job- search option. 

I had high hopes for Infinity's 
employment search engine. Infini- 
ty parent Viacom has a very sophis- 
ticated centralized database of jobs 
available at companies like MTV 
and Blockbuster, so I figured -that 
Infinity had finally been brought 
into the fold. I was right. 

Infinity's site had almost 100 pro- 
gramming jobs listed in various de- 
partments, including high -profile 
openings in top 10 markets. As an 
online job -search tool, Infinity's site 
looks comprehensive. It gives the 
contact info, address and require- 
ments for each job. Its only down- 
side is that it does not offer any way 
to expedite the job search, such as 
links for e- mailing resumes or MP3s 
of airchecks. 

After searching over 

1,100 Clear Channel 

radio stations, I found 

13 programming jobs 

available. 

Other Sites 

Entercom is the country's fifth - 
largest radio operator, and, as I men- 
tioned last year, has one of the best 
employment sites in the industry. 
The site is extremely comprehen- 
sive, with numerous jobs in every 
one of the markets in which Enter - 
com operates. Anyone looking for a 
radio job would be well -served by 
checking out the Entercom website 
(www. entercom. com). 

The only disadvantage to Enter - 
corn's approach is that it arranges its 

openings by market. This is fine for 
a geographic search, but for some- 
one looking for a job in a specific 
department who doesn't care about 
location, it makes the search a little 
more time -consuming. 

Emmis is a big company with ra- 
dio stations in large markets. Its 
employment site is similar to Enter - 
com's in comprehensiveness, but 
easier to navigate. You can organize 
your job search by geography, po- 
sition or both. The only downside is 

that the company has very few 
openings because it focuses its ef- 
forts on a small number of large 
markets. 

Cumulus owns over 200 radio sta- 
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LENNY IN CNICAGU 

WZZN (The Zone) /Chicago has been very active in having artists go- 

ing live on the air as it builds its music image. Here's afternoon drive 

host Steve Fisher (1) getting up close and personal with Virgin Re- 

cording artist Lenny Kravitz. 

tions and would be another prime 
possibility for someone looking for 
a job. In terms of a resource (www. 

cumulus.com), however, its website 
is a bust. The employment page sim- 
ply lists a general address to send 
packages to and an e -mail address 
(careeropportunities@cumul us com). 

Citadel is another large radio 
company, with more than 200 radio 
stations. Citadel's employment page 
allows you to look for jobs based on 
type of position. When I clicked on 

"Programming," three jobs were 
listed as available. The site's format 
is much like Infinity's, with contact 
information and descriptions of the 
jobs. 

Independent Job Sites 

In addition to company -spon- 
sored employment sites, you can 
also access independent sites that 
offer job listings. In an ideal world, 

'these sites would compile all the 
jobs available at other websites and 
organize them in an easy -to- navigate 
fashion. Unfortunately, all three ra- 
dio job banks I looked at were a far 
cry from that ideal. 

The first site I looked at was 
www.tvandradiojobs.com. It was 
easy to find the available jobs on 
this site, but the organization leaves 
a lot to be desired. From the open- 
ing page, you click on "Job List- 
ings" and, on the next page, "Ra- 
dio." This takes you to a list of ev- 
ery radio job available on the site - 
79 on the day I accessed it. 

The jobs listed for radio were of 
every type, from account executive 
to MD. The site had a number of 
job openings that would be tough 
to find elsewhere, including MD at 
CNN, but it was certainly not com- 
prehensive, and its content was un- 
even. Each job posting appeared to 
be written by the individual who 
posted it. As a result, some items 
didn't have correct e-mail address- 
es, while others had minimal de- 
scriptions of what the jobs entailed. 
One item didn't have a contact ad- 
dress, only a fax number buried in 

the posting. 
The next site I examined was the 

career resource page on the Nation- 

al Association of Broadcasters web- 
site (www.nab.org /bcc). The NAB 
job site had the best -organized list- 
ings of all the sites I looked at. You 

can search for a job by specific po- 
sition, category, geographic loca- 
tion, the date the job was posted or 
a combination of all four. I did a 

search for programming -department 
openings in the entire U.S. There 
were 10 openings, none of which 
were for PDs or MDs. Again, this is 

a site clearly lacking in comprehen- 
siveness. 

The final site I examined was 
the job bank from the Broadcast 
Executive Directors Association 
(www.careerpage.com), which is 

a group of professionals from 
state broadcasting associations. 
On this site you can search by de- 
partment, date of job posting, lo- 
cation or a combination of the 
three. You can even search by 
keyword to look for specific 
openings in a particular location. 
Unfortunately, a broad search for 
programming openings in the 
U.S. yielded no listings. 

By now it is abundantly clear that 
the Internet should not be consid- 
ered the foundation of any job 
search. In fact, there are so few job 
openings posted on the 'Net that an 
online job search cannot be consid- 
ered anything more than a supple- 
mentary tool. With all the techno- 
logical advances and consolidation 
in the industry, the primary weap- 
ons in the job- seeker's arsenal 
should continue to be R &R's clas- 
sified ads and a network of friends 
who will keep their ears open for 
opportunities. 

TALK BACK TO R &R! 

Do you have questions, comments 

or feedback regarding this column 

or other issues? 

Call me at 214-370-5544 

or e-mail: 

jkerr@rronline.com 

www.americanradiohistory.com
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New Year's Resolutions 
For Career Success 

Rock 

Tips to get the year off to an encouraging start 

After a particularly negative year in terms of employment, it's time to start thinking positively 
about 2002. Everyone recognizes that the industry isn't what it used to be, and, with fewer 
positions available, it will take a truly focused individual to continue to achieve career growth. 

There won't be room for riding the coattails of others, nor will there be room for anyone who is just 
happy to get through the day. 

The coming year will require re- 
newed strength and commitment to 
short- and long -term goals: It was with 
that in mind that I sought out people 
from various areas of the industry and 
asked them to offer New Year's res- 
olutions for career success in 2002. 

Harvey Kojan 
PD, WNOR/Norfolk 

My key reso 
lution for 2002 
and beyond boils 
down to one word: 
moderation. Ad- 
hering to that ad- 
mittedly foreign 
concept will have 
a positive impact 
on both my pro- 
fessional and my 
personal life. Harvey Kolan 

Alex DeMers 
President, DeMers 

Programming Media 
Consultants 

Resolve to be flexible. Take the 
word can 't out of your vocabu- 
lary. The industry is changing at a 
dizzying pace, and that requires 
many to consider different ways of 
handling their responsibilities. The 
added pressures on the economic 
side will cause programmers to con- 
sider things they've never faced 
before. Simply saying no to a sales 
request without first trying to come 
up with a creative solution is a short- 
cut to the unemployment line. 

Resolve to build a winning team. 
If you're a manager, one of the most 
critical aspects of dealing with the 
new reality of too few people doing 
too much work is to make sure that 
your staffers understand that they 

are engaged in a creative pro- 
cess. It's your responsibility to 
create an environment where every- 
one on your team knows the im- 
portant role he or she plays in your 
station's success. 

Resolve to have fun. In spite of 
the hassles and pressures we all 
face, working in radio is still a lot 
better than stacking the size -10 loaf- 
ers at Florsheim. Be positive and 
upbeat, and you'll soon see those 
around you feeling a bit better about 
things as well. 

Joanne Grand 
Sr. Director/Rock Promotion, 

TVT Records 

I hope to get a little better and 
more successful every day. I can only 
pass along advice 
once given to me: 
There will always 
be someone out 
there who makes 
more money than 
you, (seemingly) 
has it easier than 
you and is happi- 
er than you. Don't 
compare yourself 
to anyone else, or Joanne Grand 
you are already defeated. 

Fred Jacobs 
President, Jacobs Media 

My advice is that daypart air per- 
sonalities - not morning shows - 
who might want to make some New 
Year's resolutions resolve to reinvent 
themselves in 2002. Moving forward, 
many may be faced with being re- 
placed by voicetracking or syndi- 
cation. Them becoming indispensable 
to their stations requires that they put 
together a plan to reinvent themselves. 

"Abandon the comfort zone, be willing to try the 

unexpected and unpredictable, and the rewards 

become exponentially greater." 
Cathy Faulkner 

Fred Jacobs 

Here are seven 
resolutions that 
can help: 

I. Resolve not 
to be a one -trick 
pony. If you're 
just doing your 
airshift, you can 
be replaced. Learn 
Selector, the pro- 
duction studio, 
how to make a 

great sales appearance and how to 
voicetrack a great show (and become 
a voicetracker yourself). 

2. Resolve to show up more. Vol- 

unteer for appearances, especially 
those that guarantee a great audience 
turnout. Just as in the political arena, 
meeting people is part of the recipe 
for building awareness and loyalty. 

3. Resolve to learn how to make 
a great appearance. Develop a shtick - something you do well. Don't hide 
in the van or just pound down a few 
at station bar nights. Appearance 
counts; make sure you look right for 
the part. Learn the goal of the appear- 
ance by working with sales and the cli- 
ent. Interact with the audience, make 
positive contact, and give listeners the 
sense that they just met a celebrity. 

4. Resolve to become visible in 
other media. Whether it's becoming 
the entertainment reporter for a local 
TV station, writing a concert column 
for the newspaper, becoming the PA 

announcer for a local sports team or 
becoming the point person for a local 
charity, go beyond your show to 
build personality points. Yes, Arbitron 
ratings are critically important, but so 
is the way you perform in station 
perceptual studies. 

5. Resolve to start generating 
your own buzz. What's the one thing 
that people talk about most? Other 
pe5ple. There are ways to make your 
own noise while helping the 
station. Read Emanuel Rosen's The 
Anatomy of Buzz, a great primer on 
creating 131177. While it may not al- 
ways seem like it, this is show biz, 
and you're a celebrity. Act like a nice 
one, and you'll reap the benefits. 

6. Resolve to prep more. At Ja- 
cobs Media, we have a simple 

Career Resources 
Sometimes we all need a friendly kick in the pants to help 
us achieve our goals. One reason people do not make res- 
olutions is because they know they won't follow through. 
Don't let that thinking carry over to your career goals. I 

recently found a website, HiAspire, that will e-mail you 
monthly to help remind you of your resolutions or goals. 

The link is www. hiaspire .com/newyear /reminderhtm. A short en- 
rollment form allows the program to send you a monthly e-mail with 
helpful links and tips about specific resolutions and topics of interest 
to you, such as career advancement, getting organized, making or 
saving more money, quitting procrastinating or traveling more. There 
is also space to include a personal message or resolution that you 
create for yourself. 

Even if you choose not to sign up for a monthly encourager, the 
page is still worth checking out for its links on motivation, goal -set- 
ting and resolutions. 

Troy Surratt, who, when he began, was simply trying to make his 
personal homepage more interesting, primarily runs the site. HiAspire 
has received national coverage from CNN, the New York Times and 
USA Today and now boasts 5,000 subscribers. 

Here are two thoughts that were on the site's homepage the day I 

visited that provide some perspective on balancing your work and 
personal life: 

Work where your passion is. Life's too short to hate what you 
do, and there are so many options available to you. 

The most important work you will do is outside of the office. You 
weren't born just to serve others from 9 to 5. 

formula: TSP = TSL. That is, the 
more time you spend prepping, the 
greater contribution you'll make to 
time spent listening. Especially in our 
post -Sept. 11 world, make sure you're 
watching CNN and reading local and 
national newspapers and that you're 
plugged into what's going on. Show 
up early to fmd out what's happen- 
ing at the station and how you can 
take a preseheduled show and make it 
come alive. 

7. Resolve to communicate bet- 
ter. Work the phones (there are diary- 
keepers and potential diarykeepers on 

"This year, to get 

ahead, we're not going 

to drink anymore - 
and we're not going to 

drink any less." 
l Lamont 

the other end), and be responsive to 
and respectful of the audience. An- 
swer e-mails promptly (within 24 
hours), and make sure you under- 
stand the "company line." A listener 
will remember a positive experience on 
the phone or a well -thought -out e- 
mail. 

Of course, the reverse is also 
true. Just ask anyone who's watched 
a respondent in a focus group trash a 
DJ for being rude or nasty over the 
phone or in person. It's unforgettable. 
We're all reinventing ourselves, espe- 
cially in these challenging times. Day - 
part personalities can truly help their 
cause in 2002 by some focused self- 

examination and by following through 
on a few of these resolutions. 

Lisa Amador 
GM, KFGY & KXFX/Santa 

Rosa, CA 

I have found that what works for 
me is to improve my time manage- 
ment. Delegate more, and let the peo- 
ple who know what they're doing, 
particularly in sales and programming, 
do what they know how to do best. 
Help guide them, but don't micro - 
manage them. 

Lamont 
Lamont & Tonelli, KSJO/ 

San Francisco 

This year, to get ahead, we plan on 
kissing ass and taking names. This 
year, to get ahead, we're not going to 
drink anymore - and we're not go- 
ing to drink any less. We want it to be 
known that we're willing to sleep our 
way to the top. I'll take the female 
executives, and I'm offering Paul 
[Tonelli] to the male executives! 

Cathy Faulkner 
President, Cathy Faulkner 

Voiceovers 

Abandon the comfort zone, be will- 
ing to try the unexpected and unpre- 
dictable, and the rewards become ex- 
ponentially greater. I remember being 
young and hungry and not caring 
about the consequences. I was willing 
to try different things. And I'm try- 
ing to embrace that philosophy now, 
more than ever. 

TALK BACK TO R &R! 

Do you have questions, comments 

or feedback regarding this column 

or other issues? 

Call me at 310- 788 -1668 
or e-mail: 

max @rronlinecom 
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"HALF-LIFE" 
The first single from the forthcoming album, HERE COMES THE ZOO 

Impacting Alternative and Active/Rock Radio on January 15th 

ALREADY ON: 

NEW ALBUM 
IN STORES ON 
FEBRUARY "I 

PALM CONTACTS: 
Paul Langton: 212.320.3672, Greg Seese: 323.802.0117 
Dan Connelly: 212320.3630, Steve Smith: 770.378.8144 

MANAGEMENT: Steve Smith /Edward Applebaum for Smith Managemert Group [SPAM 
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Triple A 

A Music -Biz Mover And Shaker 
Getting to know LAMN and NARIP President Tess Taylor 

When Tess Taylor founded the Los Angeles Music Network in 1988 - and, later, the 
National Association of Record Industry Professionals - she was filling a need. Ac- 
cording to her, there was no formal organization that addressed the education and 

mentoring necessary to nurture new blood for the music industry. With time and patience, her 
organizations have become vital resources. 

Taylor is a classically 
trained pianist who, through 
jobs in the music business, 
became knowledgeable 
about a wide range of indus- 
try issues. She is frequently 
quoted on industry develop- 
ments in entertainment trade 
and consumer publications 
and is the author of numer- 
ous articles and interviews 
with top executives. 

In addition, she is a con- 
sultant to InsideSessions, a joint online 
venture between the Universal Music 
Group and Penguin Putnam, and also 
sits on the boards of an Internet startup 
company and an independent record 
label. Finally, Taylor is on the execu- 
tive committee for the entertainment 
section of the City of Hope Charities. 

Needless to say, she qualifies as a 
mover and shaker in the extensive 
music -business arena based in Los 
Angeles. But, as you'll read, that sta- 
tus wasn't handed to her on a silver 
platter. She worked hard to get where 
she is today. 

Tess 

Multifaceted Resource 

The Los Angeles Music Network 
is a multifaceted resource for begin- 
ning employees in the music business, 
as well as an avenue for students to 
learn more about the industry and how 
they might break into it. The LAMN 
sponsors industry gatherings, work- 
shops and seminars with top execu- 
tives from all areas of the music busi- 
ness. 

It also publishes The Network 
News, which features interviews and 
business coverage of the music in- 
dustry. Additionally, the LAMN also 
provides a variety of professional-de - 
velopment opportunities and career 

services, such as job listings 
and the Stan Monteiro Men- 
tor Program, to its members. 

"The idea for the LAMN 
goes back to my first job in 

the business, with Avalon At- 
tractions, a big concert pro- 
moter in Southern Califor- 
nia," says Taylor. "I was ex- 
tremely lucky to get a job 
there, but I also worked hard 

Taylor to get it. 

"Every spoke of the enter- 
tainment wheel comes together in or- 
der to make a concert happen. Here I 
was, fresh out of school, and I had 
access to just about every possible 
type of person - from radio to press 
to record companies, from artist man- 
agers to the artists themselves." 

Taylor thought it important that she 
meet all the people she was talking to 
on the phone, so she looked around for 
some sort of association to join. "I was 
very surprised not to find anything of 
real value, so I started putting together 
little meet -and -greets 
among the people I was 
dealing with," she says. 

"At first, there were 
only about three or four of 
us, but it slowly began to 
grow. That was the seed 
that led to my building the 
mailing list that I have to- 
day. It is the best in the 
business." 

everyone a few bucks at the door to 
cover costs. 

The Network News came next. In 

the second issue she got the opportu- 
nity to do an interview with John 
Kalodner, then head of A &R at Gef- 
fen. After that, big executives started 
to pay attention. 

In the meantime, Taylor had se- 
cured a job as a legal secretary at 
MCA, but she ultimately realized that, 
no matter how hard she worked, her 
chances for advancement were limit- 
ed. She began to look for other jobs 
and opportunities. 

Many of the positions she discov- 
ered weren't right for her, but she re- 
alized that the people she was servic- 
ing via the LAMN might have some 
interest in them. That was the begin- 
ning of the job -bank service the 
LAMN provides its members today. 

Taylor's reasoning was, "If I don't 
want the job, but it's a good job, not 
get one of my friends in the position? 
It makes us stronger as a whole." 

Slowly, the LAMN be- 
came the source ofjob in- 

formation. 
"When the Internet 

came along, that greatly 
enhanced my ability to 
get the word out," Tay- 
lor says. "My job bank is 

one of the main reasons 
why people go to our site. 

Today there are listings for all kinds 
of industry- related jobs across the 
country - even around the world." 

Sitting Pretty 

Taylor decided to take the big step 
and leave MCA to devote all ofher time 
to the LAMN. "I'm sitting pretty," she 
says. "I've really been enjoying my- 
self. I've worked very hard, and it's 
beginning to pay off, 10 years later. It's 
become a full -time vocation for me, 
and, 1 hope, along the way I've actual- 
ly been able to have a positive effect 
on other people's careers." 

Taylor views developing a music - 
business career as being much like 
developing an artistic one. It takes 
nurturing and time. "Everybody 
wants instant gratification and instant 
return," she says. "The fact that mon- 
ey hasn't been my main goal has been 
the saving grace of this whole thing. 

L a 
N 

Organic Growth 

From there, everything grew very 
organically. Taylor began booking 
large rooms where people got togeth- 
er to eat, drink, socialize and partici- 
pate in seminars. She figured that she 
could keep it going as long as she 
could make ends meet by charging 

"A fundamental component of success in your 

life, let alone your career, is a commitment to 

lifetime education." 

"Networking is what this business - and all 

businesses, really - is all about. If you want to get 

ahead, you've got to know people. You can be a 

genius in obscurity and poverty. You have to get out 

there and let people know who you are." 

"To me, it's really about having the 
relationships first, and then the mon- 
ey will follow. If you get into any busi- 
ness just for the money, you may suc- 
ceed, but it's not really going to last. 

All the other rewards that go along 
with success will elude you. 

"I would rather be regarded with 
respect by my peers than have tons 
of money. And, frankly, I think I will 
eventually have tons of money any- 
way." 

Starting NARIP 

The National Association of 
Record Industry Professionals was 
founded 10 years after the LAMN. 
To qualify as a mem- 
ber of the NARIP, 
you have to already 
be a professional in 

the music business. 
Taylor formed this 
new organization 

Winne, 
because she real- 
ized that if she was going to 
reach senior -level executives and 
industry veterans, she would have 
to make it attractive for them to get 
involved. 

"I realized that, beyond things like 
the RIAA, there really wasn't an or- 
ganization that served the needs of 
these veterans," she says. "Hence, we 
started this record- industry- profes- 
sional -only organization. 

"To get it started, I simply went 
through my LAMN membership ros- 
ter, siphoned off those who qualified 
and informed them that their member- 
ships had been transferred, at no 
charge, to this new organization. I had 
a huge launch party at the Beverly 
Hills Hotel, and, suddenly, I had an 
instant organization." 

Obviously, much of what the 
LAMN and the NARIP do overlaps, 
and Taylor regularly utilizes NARIP 
members for LAMN panels and oth- 
er functions. However, she also makes 
an effort to provide the right kind of 
experiences for each group. 

For NARIP members, her approach 
is to take on a continuing- education 
role. "We should never stop learning, 
and, no matter how much experience 
we have, there's always something else 
or another point of view that we can 
learn from and appreciate," Taylor says. 

"A fundamental component of 
success in your life, let alone your 
career, is a commitment to lifetime 
education. People have to think in 

broader terms than `What's my next 
job, and how do I get it ? "' 

Taylor also believes that it's impor- 

tant to have a grounding in music his- 
tory and an appreciation of everything 
that's happened before in the business. 
"To be successful, you need a perspec- 
tive on what remains the same and 
what has changed dramatically," she 
says. "Most folks could save them- 
selves a lot of money and wasted time 
if they paid attention to history and 
talked to people who've been there 
and done that " 

Looking Toward The Future 

New opportunities have been pre- 
senting themselves to Taylor over the 
past few years. Because of her high 
profile and constant interaction with 
people, an interesting sideline has de- 
veloped for her. "1 am now being in- 
vited to business meetings, college 

classes and other func- 
tions around the coun- 
try to speak," she says. 

"I've also been 
asked to get involved on 

a consulting level with 
various organizations that 
value my insight and ex- 
perience. Once again, I'm 

not seeking these things out - they're coming to me organically 
because I've remained consistent in 

what I do." 
While instability seems to pervade 

the music industry right now, the 
LAMN and the NARIP are enjoying 
tremendous stability. Taylor says it's 
a wonderful feeling to have something 
to call her own. "If I fail, I've got no 
one to blame but myself," she ex- 
plains. "I provide a high- quality and 
useful service to the industry, and one 
of the reasons I'm still around is be- 
cause I stuck it out. Nine- tenths of 
success is endurance. 

"Networking is what this business - and all businesses, really - is all 
about. If you want to get ahead, 
you've got to know people. You can 
be a genius in obscurity and poverty. 
You have to get out there and let peo- 
ple know who you are." 

You can reach Tess Taylor at 818- 
769 -6191. To learn more about the 
LAMN or the NARIP, log on to www. 
lamn.com or www.narip.com. 

TELL US WHAT 
YOU THINK! 

Share your opinion about 
this column - go to www. 
rronline.com and click the 
"Message Boards" button. 
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Tips For The Job -Seeker 
L Take the time to land the right position 

Unfortunately, many industry professionals lose their jobs at the turn of the year. Researching 
the job market is very difficult, and going on the Internet to locate that perfect position isn't a 

walk in the park either. 

After spending many hours on 
the web and talking to several pro- 
fessionals, I compiled all the infor- 
mation I gathered that might help 
someone link up with that dream 
job. As some of you look to the 
future and a new position, here are 
a few tips to make your quest 
easier. 

Resume Tips 

Looking through your files for 
that old resume? Make sure you 
spruce it up and include informa- 
tion that radio stations and net- 
works are looking for. 

Emphasize your computer 
knowledge. Certain programs and 
software are buzzwords for em- 
ployers. They reflect your work 
experience. List all software, pro- 

grams and equipment that you 
have used. 

Record your qualifications in 
order of relevance. Include your 
educational experience first if it 
applies directly to the position you 
are attempting to land. If your old 
position was similar to the one you 
are applying for, put that at the top. 

Use active words. Depict your- 
self as someone who is energetic 
and gets things done. Even if you 
are still employed while looking 
for something new, use the past 
tense when referring to that posi- 
tion to avoid misunderstanding. 

Build yourself up. Your per- 
sonal experience is unique to you. 
Highlight all of your strengths. 
Use your resume as a commercial 
for everything that makes you 

2001 RIM Certifications 
The RIM cert fies record sales on a regular basis, and 
we decided to give you an overview of those projects that 
went Gold or Platinum in 2001. Congratulations to those 
labels and artists tha-. made this elite list. 

ARTIST Album (Label) Date Certified Certification 

JACI VELASQUEZ Heavenly Places (Word) 1/17/01 

POINT OF GRACE A Christmas Story (Word) 1/17/01 

FRED HAMMOND Purpose By Design (Verity) 1/19/01 

VARIOUS Wow- The 93s (Word) 2114/01 

VARIOUS I Could Sing Of... (Worship Together)2/16 /01 

VARIOUS Songs 4 Worship: Shout To... (Integrity)3/02/01 

VARIOUS Wow- Gospel2000 (Verity) 

PLUS ONE The Promise (Atlantic) 

VARIOUS Wow - Gospel 2001 (Verity) 

DONNIE McCLURKIN Live In London... (Verity) 

VARIOUS Songs 4 Worship: Shout To... (Integrity) 

VARIOUS Wow - Worship (Integrity) 

SONICFLOOD Sonicflood (Gotee) 

VARIOUS Wow - Worship Orange (Integrity) 

JACI VELASQUEZ Mi Corazon (Sony Discos) 

DELIRIOUS? The Cutting Edge (Sparrow) 

JENNIFER KNAPP Kansas (Gotee) 

P.O.D. Satellite (Atlantic) 

P.O.D. Satellite (Atlantic) 

KIRK FRANKLIN God's Property (lnterscope) 

RICH MULLINS Songs (Reunion) 

3/09/01 

3/14/01 

3/22/01 

4/01/01 

4/12/01 

Platinum 

Gold 

Gold 

Platinum 

Gold 

Gold 

Platinum 

Gold 

Gold 

Gold 

Platinum 

4/12/01 Double- Platinum 

4/18/01 

6/21/01 

7/26/01 

8/28/01 

9/04/01 

10/10/01 

10/16/01 

Gold 

Platinum 

Gold 

Gold 

Gold 

Gold 

Platinum 

10/19/01 Triple-Platinum 

10/19/01 Gold 

CHARLOTTE CHURCH Enchantment (Columbia)11 /13/01 Gold 

valuable to the company you are 
applying to. 

Leave off useless items. Many 
people place unnecessary infor- 
mation on their resumes, such as 
irrelevant awards, recreational 
activities, references, scholar- 
ships, reasons for leaving previous 
jobs, names of previous supervi- 
sors,.social security numbers and 
second mailing addresses. Em- 
ployers only want to see what you 
have to offer the company and 
your qualifications for the position 
they are filling. 

Proofread everything. Have 
several people look over your re- 
sume for grammatical and other 
errors. When you think it's done, 
proofread it again. 

Be specific. Use only one page, 

if at all possible. If you have more 
than five years of relatable experi- 
ence, two pages should suffice. 
Use short descriptions. Don't 
write long paragraphs. 

Interview Tips 

Once your resume looks good, 
the next step is walking into the 
interview room. Many websites 
have interview strategies that you 
can use. Here are a few of the best 
from some of the sites I visited. 

When asked a specific ques- 
tion, answer it as best as you 
can. You may have a plan for how 
you are going to present yourself, 
but make sure to listen to the ques- 
tions asked and tell the interviewer 
what he or she wants to know. 

Don't talk too much. Some 
people bore the interviewer with 
useless details that aren't really 
important. Keep your answers 
short and sweet, and you will ap- 
pear focused. Stay on subject 
throughout the interview. 

Ask questions of your own. 
Engage in professional conversa- 
tion that aligns with the position 
you are going after. Ask questions 
about the company's recent his- 
tory. 

Don't show up late. It seems 
that everybody shows up late for 
meetings nowadays. Plan to be at 
the proper location 15 minutes 
early. If you are delayed for some 
reason, call and see if a later time 

JARS OF CLAY HELP AFRICA 

Jars Of Gay members and Tennessee Titans center Bruce Matthews are 

seen here backstage at the African Leadership benefit concert held in 

Nashville. The event raised $10,000 for leadership programs and com- 

munity needs for the poor in 27 African countries. Pictured are (l -r) 
bandmembers Stephen Mason and Matt Odmark, Matthews and 

bandmembers Dan Haseltine and Charlie Lowell. 

Job -Seekers 
As we enter the new year, many people are looking for 
employment opportunities. Below is a list of job- seekers 
and one open position. Other job possibilities can be found 
in the Marketplace and Opportunities sections of R &R. 

Marcia Bartenhagen has a strong editorial background. She is cur- 
rently doing freelance writing for various companies, artists and record 

labels. Her experience includes working in promotions, publicity and re- 

tail music buying. She can be contacted at 615 -874 -0932 or marciaink@ 
hotmail.com. 

Terry Dismore has over two decades of radio leadership knowledge, 
including on -air and station -management experience. He was most re- 

cently GM at WCVO /Columbus, OH. Contact him at 614 -332 -9033 or 
terrydiz @ hotmail. com. 

Duke DeJong spent two years as Production, Promotions & Web - 
site Director and afternoon and evening drive jock at KWOF/Waterloo, 
IA. Contact him at 319- 721 -5729 or ddejong @juno.com. 

Matt Bartenhagen has had studio experience recording various 
independent artists. Contact him at 615 -579 -0931 or wavmakerpro 
soundweb.00m. 

Isaac Judd has worked in radio promotion and artist publicity. He was 
previously with Tooth & Nail Records. Contact him at 541 -221 -2099 or 
isaacdotcom@yahoo.com 

Gary Thompson has experience in morning and afternoon drive, cre- 
ative services and programming in medium and large markets. He is cur - 
rently Creative Services Director for AMI Radio Group in Joplin, MO. 

Previously, he was Asst. PD and Production Director at WCVO /Co- 
lumbus, OH. Contact him at 620 -875 -1054 or gary@shadowwing 
productions.com. 

C.J. Palmer has experience as a morning drive personality and pro- 
duction supervisor. He has been in radio for over four years. Contact him 

at 907- 222 -4826 or tom @katb.org. 

Position Open 
WAKW /Cincinnati is looking for a part-time or full -time production and 

voicetracking person to fill out its team. Contact David Pierce at 6275 

Collegevue Place, Cincinnati, OH 45224, or e -mail your resume to 
dpierce @eos.net. No phone calls please. 

will work. Sometimes a company 
will schedule interviews back to 
back. You don't want your time 
rushed because the company's 
schedule is tight and you have 
shown up late. 

Plan Your Attack 

Don't wait for the position you 
want to come up behind you and 
hit you in the head. Plan your at- 
tack on the job front, and stick to 
it. Many people send out a few re- 
sumes and then sit by the phone, 
waiting for it to ring. It rarely hap- 
pens that way. 

Using your present contacts to 
hook up with potential openings is 

always a good start. Make use of 
the people around you, even if you 

don't consider them to be close 
friends. Even people outside your 
realm of occupational interest can 
help with leads. Talk to people ev- 
ery day to see what possibilities or 
new leads might be available to 
you. 

Of course, in the Christian -radio 
industry, honesty and integrity are 
at the top of everyone's list when 
it comes to employee and manage- 
ment attributes. Make sure that 
everything on your resume is fac- 
tual and credible. Don't start the 
year off by being terminated be- 
cause of inconsistent information 
about your experience. Just ask a 

certain short-term head coach at a 

certain Catholic university about 
this. 
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NATIONAL 

Resume and Web Site Design For Media Professionals 

Jack Kratoville 516 -909 -5150 
www.resumedesigb.com fax: 801 -383 -5052 

Your Exclusive Independent 
Urban & Urban AC (NTR) 

f 

Contact 

Teddy Astin 

Phone 404 -298 -1666 
Fax 404 -298 -0005 

MARKETING, INC. 5300 Memorial Drive 
Suite 142 

Stone Mountain, Georgia 30083 

Email: tap @aticom.net Website: www.toughact.net 

http://onairjobtipsheet.com 

MIDWEST 

Station Manager 
Sales experience necessary. WHZR- 
Logansport, IN. Females and minori- 
ties encouraged to apply. Resume to: 
David Poehler, Mid America Radio. 
P.O.Box 839, Marion, In 46952. EOE 

Big City Radio in Chicago is 
seeking out a sales manager 
and mid level sales candidate. 
2 years media a must. National con- 
tacts preferred. High ENERGY the 
format. Contact Scott Wert for de- 
tails. 312 -274 -4006. EOE 

www.rronline.com 

WEST 

Program Director/ 
Morning Show Host and 

Air Talent Needed! 
South Western Modern AC station is 

seeking a Program Director /Morning 
Show that will take us to a new level.This 
position requires a winning attitude, 
skills to train on -air talent, thinking out 
of the box, able to motivate and culti- 
vate air -talent. Are you a well rounded 
individual who is not afraid of a challenge 
and would enjoy making people and the 
station successful? 
Station is also looking for talented air 
PERSONALITIES to fill all on -air posi- 
tions! Send T &R to: Radio & Records, 
10100 Santa Monica Blvd., #1023, 3rd 
Floor, Los Angeles, CA 90067. EOE 

RADIO 
DEPARTMENT 
FACULTY 

COLUMBIA COLLEGE 
CHICAGO seeks 
applicants for a 
tenure -track position in 

our Radio Department 
to begin September 
2002. 

Candidates should 
possess: Master's degree or equivalent in Communications or 
Broadcasting fields; a significant record of professional accom- 
plishments in the radio broadcasting field; and teaching and /or 
training experience in radio broadcasting at the college level. 
We are especially interested in candidates with experience in 
non -commercial radio, radio programming, and /or streaming 
and emerging radio technòlogies. Experience in radio station 
management and /or commercial radio is also important. 

Primary responsibilities are student centered; teaching and 
curricular development including course preparations and 
administration as well as counseling and advising students 
outside of the classroom; serving on department and college - 
wide committees and participating in and contributing to the 
professional community in one's area of expertise. 

The Radio Department is in the School of Media Arts. The major 
includes a comprehensive program of study with course 
offerings in broadcasting, technical production, broadcast 
journalism, radio sales, marketing and management. Facilities 
include state of the art digital equipment, studio classrooms, 
and a radio station broadcasting both FM and streaming signals. 

Applicants must provide a letter of application providing 
specifics regarding their professional and teaching experience, 
resume, and three recent letters of reference including tele- 
phone numbers of the writers. Materials should be sent to: 

Radio Department Faculty Search 

C -r'"' 
Columbia College Chicago 
600 South Michigan Avenue 
Chicago, Illinois 60605 -1996 
Equal Opportunity /Affirmative Action 
Employer M /F /DN 

Payable In Advance 

Opportunities Advertising orders must be typewrit- 
ten on company /station letterhead and accompa- 
nied by advance payment. Ads are accepted by fax: 

(310- 203 -8450) or mail. Visa, MC, AmEx or Dis- 

cover card accepted. Include card number, name 

as it appears on credit card, expiration date and 

phone number. Blind box responses are sent to ad- 

vertisers every Friday by first -class mail. 

Deadline 

To appear in the following week's issue, your ad 

must be received by Thursday noon (PDT) eight 

days prior to issue date. Address all ads to:R &R 

Opportunities, 10100 Santa Monica Blvd., Third 

Floor, Los Angeles, CA 90067. 

RADIO & RECORDS 
10100 Santa Monica Blvd., Third Floor, Los Angeles, CA 90067 

R &R is published weekly, except the week of December 25. Subscriptions are available for $299.00 per year (plus applicable sales tax) 
in the United States or $695.00 overnight delivery (U.S. funds only), $320.00 in Canada and Mexico, and $495.00 overseas (U.S. 
funds only) from Radio & Records Inc., at 10100 Santa Monica Blvd., 3rd Floor, Los Angeles, California 90067. Annual subscription 
plan includes the weekly newspaper plus two R &R Directories issues and other special publications. Refunds are prorated based on 
the actual value of issue received prior to cancellation. Nonrefundable quarterly rates available. All reasonable care taken but no 
responsibility assumed for unsolicited material. R &R reserves all rights in material accepted for publication. All letters addressed to 
R &R or its Editors will be assumed intended for publication reproduction and may therefore be used for this purpose. Letters may be 
edited for space and clarity and may appear in the electronic versions of R &R. The writer assumes all liability regarding the content of 
the letter and its publication in R &R. Nothing may be reproduced in whole or in part without written permission from the Publisher. 

© Radio & Records, Inc. 2002. 

POSTMASTER: Send address changes to R &R, 10100 Santa Monica Blvd., Third Floor, Los Angeles, California 90067. 

R &R Opportunities 
Free Advertising 

Radio & Records provides free (20 words maxi- 
mum) listings to radio stations ON A SPACE AVAIL- 
ABLE BASIS in Opportunities. Free listings of the 
same length are also available to individuals seek- 
ing work in the industry under Positions Sought. 

Deadline 
To appear in the following week's issue. 
your ad must be received by Thursday noon 
(PST), eight days prior to issue date. Free 
Opportunities listings should be typewrit- 
ten or printed on 8 1/2" X 11" company /sta- 
tion letterhead and are accepted only by 
mail or fax: 310 -203 -8450. Only free posi- 
tions sought ads are accepted by e-mail to: 
kmumaw@rronline.com Address all 20- 
word ads to R &R Free Opportunities, 10100 
Santa Monica Blvd., Third Floor, Los Ange- 
les, CA 90067. 

R &R Opportunities Advertising 

lx 2x 
$150 /inch $125 /inch 

Rates are per week (maximum 35 word per inch in- 
cluding heading). Includes generic border. If logo, 
custom border or larger heading are required, add 
1/2 inch ($60 for lx, $50 for 2x). In addition, all 
ads appear on R &R's website. (www. rronline.com). 

Blind Box: add $50 
The R &R address and your box number adds 12 
words to your ad. Regular Opportunities rates ap- 
ply to Blind Box ads, but a $50 service charge is 
added for shipping and handling. 

Positions Sought: $50 /inch 
Individuals seeking employment may run ads in the 
Positions Sought section at the special rate of $50 /Inch. 
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COMEDY SERV ICES 

www.bananabrothers.com 

If you're looking for a new 

or additional service, we specialize 

in comedy bits, sports, entertainment, 

and rock news. All in MP3 format to 

download and geared 

for active rock 18 -34. 

MARKET 
EXCLUSIVE 

\'Hysterical comedy spots, these guys rock" 

FEATURES 

: /;,;;;;/,- ;4/ 

"The Shipping News 
Interviews with 

Kevin Spacey, Kate Blanchett, 
Julianne Moore, Judi Dench 

Contact Lori Lerner at (310)457 -5358 ,c'? 
1?... (310)457- 9869(Fax) radiolnksaaol.com (e -mail) a, ° t . www.radiolinkshollywood.com ,`°` 

// 

MARKETING & PROMOTION 

PUBLICITY PRINTS 
Lithographed On Heavy, Semi -Gloss Paper 

it REQUEST FREE 
CATALOG AND SAMPLES! 

PICTURES 

B/W - 8x10's 
500 - $80.00 

1 000 - $108.00 

5x7 - JOCK CARDS 
B &W 1000 - $91 -004 

Color 2000 - $408.00 

* PRICES INCLUDE 

TYPESETTING & FREIGHT 
* FAST PROCESSING 

* OTHER SIZES AVAILABLE 

PRICES SUBJECT TO 

CHANGE WITHOUT NOTICE 

Send 8x10 photo, chedWM.O. Vise/MC, instructions to: 

1867 E. Florida Street, Dept R Springfield, MO 65803 

TOLL FREE: 1- 888 -526 -5336 
www.abcpictures.com 

VOICEOVER SERVICES 

EXCEPTIONAL VOICE IMAGERY 

(800) 231-6100 
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VOICEOVER SERVICES 

SAM O'NEIL 
VOICE I M A G 1 N G 

THE VOICE HEARD ABOVE THE REST 

ISDN 

MP3 
Ready 

1-877-4-YOURVO 
(877-496-8786) 

JOE CIPRIANO 
P R O M O S 

AMERICA'S NUMBER 1 VOICE 
the voice of FOX, CBS and The Grammys 

Call Us. 

(877)- 473 -7643 

www.joeciprianocom 

cap Ori EGO 

Get the demo@ 
WWW.MARKDRISCOLL.COM 

groups and regional clusters 
special rates. 

INQUIRE TODAY! 

310- 229 -8970 

News -Talk 
BAM! Let's Kick it up a notch! 

Jim Merkel - Voice Imaging 
724 -625 -6625 

VOICEIMAGING.COM 

VOICEOVER SERVICES 

Get the Voice! 
KYW, Philadelphia 
KISS -FM, Dallas 
93Q Country, Houston 
Mix 107.3, Washington 
KISS 106, Seattle... 
Country CHR Hot AC News 

without the growl 

Semi CA l!'w1.l IBROAOCAST 
(813)926-1250 

ESPN Radio - Los Angeles 
B9B.5FM - Atlanta 
Magic 94.9 - Tampa 

JON CARTER 
BUFFY O'NEIL 

[336)379 -8255 
Coast 973 - Miami 

104 The Core - Nashville 
100.3 The River - Knoxville 

voice and production www.megehertzstudios.com 

voice 
Imaging 

Promos 
Liners 
IDs 

BOB KANE 
Professional Voice Talent 

(866) 252 - KANE 
www.Bobkane.net 

All 
Formats 

Fast 

.?[[ordable 

wwwkellyiris.com 
217.533.8359 

Mark McKay Media 
"POWERFUL...YET NATURAL!" 

Jim O'Hara,OM 

WLLR/Quad Cities, IA 

AFFORDABLE! 
PHONE DEMO: 913- 345 -2381 
FAX 345 -2351 

WEB DEMO: mckaymedia.net 

'PROMOS 

40) 

RADIO ACCESSORY. 
323 -464 -3500 

MARKETPLACE 
ADVERTISING 
Payable in advance. Order must be typewritten and ac- 

companied by payment. Visa/MC /AMEx/Discover ac- 
cepted. One inch minimum, additional space up to six 
inches available in incre- 
ments of one -inch. 1 time $95.00 
Rates for R &R market- 6 insertions 90.00 
place (per inch): 13 insertions 85.00 

26 insertions 75.00 
Marketplace 51 insertions 70.00 
(310) 553-4330 
Fax: (310) 203 -8450 
e -mail: kmumaw @rronline.com 
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ill Schutte is a Director of the global 
executive -search firm Spencer Stuart. 
He is a member of the firm's 
technology, communications and 
media practice, and what makes 
Schutte uniquely qualified for his 
current position is 21 years of radio 
sales and management experience. 

Prior to joining Spencer Stuart, 
he served as VP /GM for the Infinity 
stations KFRC-A14 & FM and KYCY -AM 

& FM in his hometown of San 
Francisco. 

Getting into the business: "Like most people, it was 
a little bit fluky and a little bit happenstance. I had a 
desire to get some business experience, and I had been 
exposed to radio earlier in my life, when my father, early 
in his career, had been in broadcasting. I naturally went 
in that direction. I knew some people at stations in San 
Francisco, so I shined my shoes and told tall tales that 
got me a job. I got in through sales, working at KYW, an 
NBC O &O. The GM was a young man by the name of John 
Hayes." 

Leaving radio: "I would say it was a mutual 
decision. I was thinking it was time to move into a new 
phase of my career, and my management at Infinity 
probably welcomed my decision." 

How he knew it was time to change career 
directions: "I had the unique good fortune of 
experiencing a lot of different aspects of the business. I 

was on the front lines of a lot of different changes over 
the years. I went to work in New York for Interep in 1983, 
right at the very beginning of the consolidation of the 
rep business, which foretold the eventual consolidation in 
local markets. 

"On the station side, I went to work for Alliance 
Broadcasting in 1993 here in San Francisco. I went 
through a period when Alliance was independent, then it 
was owned by Infinity. Then Infinity merged with CBS, 

and CBS joined up with Viacom. As a result of all of those 
experiences, I was in a position to be involved in a lot of 
different radio companies. Frankly, I think I was always 
better suited for a more entrepreneurial kind of 
environment. The bigger companies get, the less 
comfortable I am." 

Moving into the executive- search business: "I was 

looking to expand my horizons. I felt that the radio 
business had changed so much that I didn't see many 
exciting opportunities to grow beyond being GM of several 
stations in a big market like San Francisco. I happened to 
know a fellow whom I served with on a charity board who 
had left the advertising agency business to join a search 
firm. That began a process of discovery. 

"I talked to a lot of people in the executive -search 
field and came to the conclusion that Spencer Stuart was 
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WILL SCHUTTE 
Director, Spencer Stuart 

the No. 1 brand and did the kind of work and had the 
kind of culture and core values that appealed to me. 

Coincidentally, they were looking to beef up their media 
practice, especially on the West Coast. After a series of 

meetings, it seemed like the right opportunity." 
Biggest challenges: "It's not that different from the 

radio business. It's business development, being able to 
get in front of people and talk to them about their 
business and ascertain what their leadership needs are. 
It's all about presenting Spencer Stuart as an organization 
that has the experience and understands human capital 
in such a way that we can help them drive their 
business." 

How executive searches work: "We are typically 
retained by organizations or companies of a variety of 
sizes, but most of our business is with larger companies. 
We help solve their leadership problems. Oftentimes well 
be brought in to help find a new CEO or CFO or a new 
chief marketing officer or VP /Sales. We also do a lot of 
board of directors work. 

"We are management consultants in the truest sense. 
Our job is to consult with executives, boards or directors 
to help them ascertain exactly what their need is. Then, 
through our resources and our consultative and 
collaborative methods, we're able to bring in a slate of 
top -quality finalists for our clients to interview. We help 
them through that process as well. More often than not, 
the search concludes successfully with the placement of 
an executive." 

Recruiting job candidates: "There's every likelihood 
that we would know about you already, based on your 
position. The reality in most instances is that the 
executives we recruit are known to us because of their 
current position or the positions they've held previously 
in the industry. We have a very comprehensive and active 
research arm, and not only on a search -by- search basis. 
We also do it proactively. We go into the marketplace and 
ascertain who's in what position at any number of key 
companies in different industry sectors." 

How individuals should present themselves: 
"First, it's critical that people identify specifically what 
skills they have developed that are meaningful in today's 
marketplace. We all do different things in our careers. 
Some of them are more applicable in today's environment 
than others. Present your abilities and experiences in 
light of the current environment and, specifically, in light 
of a particular company's needs, so you can approach the 
company as someone who has the experience to solve a 

problem, drive revenue, lead an organization or manage 
through a transition in an organization." 

Today's job market: "I've had a lot of people say to 
me in the time that I've been in the search business, 'Boy, 

tough time to get into the search business: To which my 

reply has usually been, 'Tough time to be in the radio 
business: In all seriousness, it's a lousy job market for 

everyone. Our volume is down a little bit. It's not been 
the best year for our firm or for people in the executive - 
search business. 

"As with everyone else, there's a great deal of hope 
that comes with the new year. Things will begin to turn. 
We're starting to see that, in terms of the activity level 
with our clients. There's a well -understood belief that 
it's going to be increasingly difficult for companies to 
find talented executives, and that's precisely where 
Spencer Stuart comes in. We're very optimistic about the 
future." 

On radio using search firms: "I was not recruited to 
Spencer Stuart because of any expectation that we would be 
doing a lot of radio searches. Radio tends to be a little bit 
like baseball, where the same managers move from team to 
team. In today's marketplace there are highly capable 
executives from outside of radio who could probably bring a 

fresh and dynamic perspective to the business. I hope to be 
involved in making that happen." 

On radio executives translating their skills to 

By Erica Farber 

other industries: "There are two answers. One: It's 
difficult in this market, because my clients tend to want 
people with spot -on experience in a particular industry. 
But, having said that, one of the things that I'm clear on, 
in terms of my own transition, is that radio prepares you 
for a lot of things, in terms of being resilient and 
dynamic and moving quickly. I don't know of a lot of 

businesses that are more fast -paced and more intense and 
that require more flexibility and thinking on your feet 
than radio does. Those are transferable skills." 

Employment opportunities: "Quite frankly, there are 
no positions that are easy to get. One thing I learned some 
years ago is that it's good to have revenue attached to your 
name. rm involved in a search for a VP /Finance for a 

media company. The key component is an understanding of 

the operational needs and an understanding of how to 
drive revenue and be in the finance role to support that 
function of the sales organization. It's an understanding of 
the essential need to drive revenue. If nothing else, the 
year 2001 has been about cutting costs. I would imagine 
that most media companies have cut as much as they're 
able to cut. So, once again, the focus comes right back to 
the revenue line." 

State of the industry: "The radio industry continues 
to evolve. It's going through a difficult time. The 

downtum.in the advertising industry over the past 12 

months has exposed the fact that the radio industry 
didn't proactively prepare for a downturn. A lot of the 
consolidation of stations and assets has not been 
reflected in the organizations. 

"I don't know too many people who are happy about 
where the business is today. In the big markets it's moved 
a little bit too much toward being like a franchise 
business. Much like fast food restaurants, each station 
and each individual format is expected to be run in a way 
that is mirrored across the country. That's unfortunate. 
The business can afford to get back to being a little bit 
more entrepreneurial, but I'm not confident that it will 

do that anytime soon." 
Something about the executive- search process 

that might surprise our readers: "It's a much more 
involved process than I would have imagined when I was 

sitting in the radio business. Frankly, I wish I had known 
then what I know today. It would have sewed me in 
recruiting people to my organization when I was in 
radio." 

Most influential individual: "I've had the good 
fortune of working for two individuals who have been 
highly influential in their industries: Ralph Guild and Mel 

Karmazin. Ralph was an inspiration because of his 
creative approach and openness to new ideas. Mel is such 
a master operator, and he taught me the importance of 
taking a 360 -degree look at every decision." 

Career highlight: "That my career continues to 
evolve. I would have said that being a GM in my 

hometown was my greatest thrill, but I wasn't as old as I 

thought I was at the time, and I'm glad I'm able to 
continue to expand into new areas of the business." 

Career disappointment: "I would have hoped I 
could have worked in a more entrepreneurial, small - 
company environment, running radio stations." 

Favorite radio format: rm an old San Francisco rock 
'n' roller. I would say Classic Rock, KFOG /San Francisco." 

Favorite television show: "60 Minutes." 
Favorite song: "'Sugar Magnolia:" 
Favorite book: "East of Eden by John Steinbeck." 
Favorite movie: "Chinatown." 
Favorite restaurant: "Zuni Cafe in Sari Francisco." 
Beverage of choice: "Bombay martini." 
Hobbies: "Riding bikes, hiking and hanging out with 

my kids." 
E -mail address: "wschutte @spencerstuart.com." 
Advice for broadcasters: "Don't let today's times get 

you down. It will get better. Think beyond the four walls 
of your station to make it better." 
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For more 
information 
and website 

registration go to 
rronline.com 

.* 
< 

If you are serious about 

success in Talk Radio. R&R's 

Talk Radin Seminar 20102 is 

the one e'ient you cannot 

afford to miss! Join a mho's - 

who of Talk Radio's leaders 

and innovators for the most 

format- fa,used meetil] 
you've ever attended. 

:;:::: ..: 
_ _... 

BRÚARY 27 -23 g 

Featurin_ keynote speakers 

and sessions designed to 

help you increase your Talk 

radio station's ratings and 

revenues in the year ahead. 

Don't miss the most talked 

about annual event in Talk 

radio -R &R's Talk Radio 

Seminar 2002! 

MARRIOTT AT METRO CENTER, WASHINGTON, DC 

RfC /Slfi3 hifi 
I registration 

FAXTI-US FORM BACK TO 310 -203$450 
OR WAIL TO: 
R &R Tal< Radio Seminar 2002 
1010C Santa Monica Btvc , 3rd Floor 
Los Aigeles, CA 90067-4004 

P Ease print cErstuy or type in the fore belcu -. 

Fcl raymert n-Lst accompany registratior 
-cry. 'lease induille separate forms -or eat 

ragistratior. Photocopies are accertatle. 

SEMINAR FEES 
BEFORE JANUARY 18, 2002 $399 

JANUARY 19 - FEBRUARY 15, 2002 $450 

AFTER FEBRUAFY 15, 2002 
ON -SITE REGISTRATION ONLY $500 

There is a $50.00 

cancellation tee. 

No refunds after 

February 1, 200 

OR REGISTER ONLINE AT www.rvonline.com 
MAILIFIG ADDRESS 

METHOD OF PAYMENT 
PLEASE ENCLOSE SEA RATE FORMS FOF EACH INDIVIDIJA_ REGISTRATION 

Name 

Amount Enclosed: $ 

Visa 

Title 

Call LetIorsCompany Name 

MasterCa1 American Eoress Gsco +er Check 

Account Nmber [ 

Expiration Date 

Street 

City 

Month Date Signat.ir_ 

State Zip 

Telephoie e Fax 4 

E-mail 

Print Cardholder Name Here 

QUESTIONS? Call the R &RTalk Radio Seminar 2002 
Hotline at 310-788-1696 

Mariott At Metro Center, Washington, DC 

registration 
Thank you for requesting reservations at the 

Marriott At Metro Cent,r. Our staff \tioa d like 70 take the cpporuri:y to 
extend a .warm welcome to you during your upcoring meeting. 

To corfirm your reEeR.ation, your arr va must ae guaranteed bi ,qra-ging two 

nigh:s depcsit to a major credit card, o- you may send payment by nai. deposits 

will be refunded only f reservation is canceled at (east 7 days pricy to arrival. 

Reservations reques-ed after February 1. 2002 or a-ter the room black has ]een 

fillec a-e subject to auai ability and may not be available at the Seminar rate. 

Chec< ii time is 3:00 pry; check out time is ' 2nocn. 

iSir gle / Double 

TALK RADIO SEMINAR RATE 

$172/night 

FOR HOTEL RESERVATIONS, PLEASE CALL: 

202 -737 -2200 or 800 - 228 -9290 
Or mail to 

Marriott At Me-ro Center 
775 12tI- Street NW 

Washington, DC 20005 

www.americanradiohistory.com
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injected 
faithless 
from the forthcoming album 
burn it black 

going for adds 
NOW! o 

ISLAND 
THE ISLAND DEF JAM MUSIC GROUP 

A UNIVERSAL MUSIC COMPANY 

t 
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