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sales

management « marketing

In conjunction with our annual Triple A
special this week, R&R'’s Management,
Marketing & Sales section features Clea:
Channel Regional VP/Denver Market
Manager Lee Larsen in our GM Spotlight.
Lee oversees ona of the format's flagship
stations, KBCO, as well as seven other Mile
High City stations. Our MMS section this
week also features a guest article from
consultant Ed Shane, who stresses the
importance of serving the 35-44
“Generation Jones” demo in this post-
Sept. 11 atmosphere. We also have an
essay from Dave Van Dyke, who offers
eight points toward becoming a good
coaching manager. And we have a May
promotional calendar that you can clip '
save.

Pages 8-11

THE ROCK WITH TWO HEADS
R&R Rock Editor Cyndee Maxwell and
Alternative Editor Jim Kerr collaborated on
their columns this week. The subject is the
increasingly important issues that
challenge both the Rock and Alternative
formats these days. Issues such as
Internet strategies, the thinning talent pcol,
keeping radio refevant and good sales
training are discussed by the formats’
great thinkers.

Pages 122, 130

« Jim Donahoe becomes
CEOQ of Millennium

» Sean Demery takes KITS/San
Francisco PD position

« Don Alias appointed PD
for KHYL/Sacramento

Page 3

«PINK Don't Let Me Cet Me (Arista)

CHR/RHYTHMIC

= ASHANTI Foolish (Aurder Inc./Def Jam/IDJMG)

* ASHANTI Foolish (A urder Inc./Def Jam/IDJMG)

URBAN AC
* LUTHER VANDROS? I'd Rather ()

COUNTRY
«TOBY KEITH My Lis® (DreamWorks)

AC
« CELINE DION A New Day Has Come (Epic)

HOT AG
= CALLING Wherever fou Will Go (RCA)

SMOOTH JAZZ
« DAVID BENOIT Snar ! (GRP/VMG)

ROCK
+ PUDDLE OF MUDD 3lurry (Flawless/Geffen/Interscor=)

ACTIVE ROCK
» GCIBMACK | Stand Alone (Republic/UUniversal)

ALTERNATIVE
« UWWRITTEN LAW S=¢in’ Ren (‘nterscope)

TRIPLE A
« JACK JOHNSON Flate (Enjoy/Universal)

MAY 3, 2002
Official R&R Hotel Nears Sellout

Rooms at Merv Griffin’s
Beverly Hilton Hotel are becom-
ing scarce for R&R Convention
2002, June 13-15. The Hilton is
the official headquarters hotel for
the convention.

Those planning tc attend the
convention are urged to reserve
their rooms immediately by call-
ing 310-285-1307 or by going
online to www.beverlxyhills.hilton.
com. Make sure you use the rate
code “RRC” to take advantage of

CONVENTION/See Page 14

By Jor Howarp ¥
R&R WASHINGTON BUREAU
Jhoward@rronline.com

Praising his com- &
pany's diverse stable
of assets and solid
management team,
Viacom Chairman/
CEO Sumner Red-
stone took time dur-

Viacom Beats (1 Forecast: It’s A Lovefest!

B Redstone pralses Karmazin’s outstandmg job’

Redstone and Karmazin

ing an April 25 con-
ference call with investors to
brag about the strength of his
company’s first-quarter finan-
cial performance. “Viacom
began 2002 as it ended
2001, he said. “by outman-
aging, outexecuting and, yes,
outperforming.”

Indeed, excluding a $1.5
billion writedown charge,
Viacom’s eamnings per share
climbed from O cents to 21
cents. well ahead of Thomson
Financial/First Call’s 16-cent
estimate. The company post-
ed a Q! profit of $367.4 mil-
lion when the writedown was
excluded, vs. a loss of $7.3

million a year ago. But in-
cluding the writedown — tied
to the company’s Blockbuster
unit — Viacom reported a Q1

net loss of $1.1 billion, or 63
cents per share. Revenue de-
clined 1%. to $5.7 billion,
while EBITDA slid 5%. to
$1.1 billion.

Over at Infinity. 31 net
revenues slid 4%. to $799
million, while EBITDA de-
clined 15%, to $274 million.
But Viacom President/COO
Mel Karmazin said he’s cur-
rently seeing the best rates he’s
seen in the last 18 months.

EARNINGS/See Page 4

Analyst: ‘May Is
Looking Strong’

By Mol ZERER
R&R WASHINGTON BUREAU
mziegler@rronline.ccm

Merriil Lynch’s Jessica Reif
Cohen forecast that radio-indus-
try advertising will grow 6%-9%
during May, especially given the
influx of TV advertising dollars to
promote the month's ratings
sweeps.

“May is looking susprisingly
strong,” she said, pointirg out that
TV may have shifted aivertising
from the Febraary swee s to May
since many TV stations opted not
to compete against NBEC’s Olym-
pics coverags in Febrmary. She
also predicted radic revenues will
grow 4%-5% n Q2 and 7%-9% in
Q3.

“The May pacings provide fur-
ther confi-masion of a recavery in
radio adveriising,” Cohen said.
“Demand for national and local
advertising has firmed.” She fur-
ther forecast September 2002 will
be up 15% over September 2001

AMALYST/See Page 31

Winter ’02 Arbs:
N/T Still Has
Shining Moments

As winter Arbitrons roll in.
News and Talk stations are gen-
erally outperforsming their winter
numbers from a year ago, and in
some cases are holding the strato-
spheric highs they achieved in
the fall, following the Sept. 11
terrorist attacks.

In San Francisco, Talk KGO
held on to its first-place perch,
while all-News KCBS-AM actu-
ally rose a tenth of a point.
Washington's WTOP held on to
all but a tenth of the 5.5 it earned
in the fall, and Spanish N/T
WAQI-AM moved 4.0-4.2

Station (Format) Fa’'01 Wi'02
KGO-AM (N/T) 7.4 6.7
KOIT-A/F (AC) 47 512
KCBS-AM (News) 5.0 5.1
KSFO-AM (Talk) 9:3 44
KYLD-FM (CHR/Rhy) 4.1 338
COMPLETE RESULTS FROM TEN

MAJOR MARKETS: PAGE 20

Universal Names
DeLong SVP/Promo

Universal Records has ele-

vated Valene DeLong to Sr. VP/
Promotion.

”/' g i Most recently
Sr. VP/Cross-
over Promotion
@ for Universal/
8 Motown Re-
cords, Delong
il remains based
in New York
and will now
oversee all of
Universal’s
Pop, Rock, Crossover and AC
radio initiatives.

*“As one of the industry’s most
creative executives, Val contin-
ues to be a key building block in
the growth of Universal,” said
Universal President Monte Lip-
man, to whom Del.ong reports.
“Since joining Universal she has
displayed extraordinary leader-
ship. a keen sense of strategy in
a broad range of situations and

DeLONG/See Page 14

Delong

By ApaM J s
R&R RADICH EIHITTIR
ajacobson @ rroniine. o R

BlAfn's latest “Smte of the
Industry™ white pacer, which
cxamines the voar moradio-
station deals, has zonfirmed
whal many buyers 1o sellers
have witnessed firghand: Ra-
dio-stalon ransacin activity
came to a screechicg stop in
2001,

Where Did All The Deals Go?

| BlAfn: Activity came to abrupt halt in '01

2001’s Top Buyers

Blame it on the slewdown
in the mnen’s overall econ-
omy last year, particalarly in
the advertising secar. The
marked decrease in lransac-
tion activity can also be
blarmed on the Aoy of trad-
ing seen in the late "=, dur-
ing which time “previously

BlA/Ses Page 14

Acquiring Co. Totai Stations Highest Mkt. Rank
Acquired Acquired

Forstmann Little 208 £

_ Clear Channel 60 35
Cumulus 27 44
Mapleton 14 ™
Regent 18 65
Radio One 17 1
Waitt Radio 15 74
Millennium 13 33

Source: BiAfn

Music Biz Still
Seeking Synergy

By STEVE WONSIEWICZ
R&R MUSIC EDITOR
swonz@rronline.com

AOL Time Warner'’s record-
setting $54 billion writeoff in the
first quarter has the entertainment
industry scratching its collective
head for the answers to two all-
important questions: When will
today’s multimedia conglomer-
ates finally start profiting from
long-proposed synergies among
their varied properties, and just
how close to the bottom is the
music business?

Some pros cite AOLTW’s Q1
performance as a prime example
of the seemingly schizophrenic
environment in which senior
managements of today’s multi-
media giants operate. On one
hand, in a tough market AOL
TW’s team managed to increase
revenues 4%, to $9.8 billion, and
grow cash flow (EBITDA) 3%,
to $2.1 billion. On the other

SYNERGY/See Page 13

Same-day winter Arbitron resulis: www.rranline.com
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Demery Appointed
Live 105/S.F. PD

Infinity’s Alternative KITS (Live
105)/San Francisco has named
[Sean Demery
°D. He replaces
Jay Taylor, who
xited the sta-
on. Demery has
a long history
with the Alterna-
tive format. be-
ing one of the ar-
chitects of highly
regarded WNNX
(99X)/Atlanta
and an R&R In-
dustry Achievement Award winner
for his work there as Asst. PD/MD.
In addition, he served as 99X’s af-
ternoon drive talent.

Live 105 VP/GM Steve DiNardo
said, “Sean’s creativity and talent-
coaching skills make him an ideal

DEMERY/See Page 14

Demery

Alias Named PD At
KHYL/Sacramento

Former WAMJ/Atlanta OM/PD/
morning host Don Alias has been
named PD for Clear Channel
Rhythmic Oldies KHYL/Sacra-
mento. He replaces Terry Foxx.

“I’'m really excited,” Alias told
R&R. “There has been tremendous
growth with the station. which has
been on for aboit a year. I plan to
have an immediate impact on the
market, musically and within the
community.”

A veteran pregrammer. Alias
joinad Rhythmic Oldies WAMI in
1997. The station flipped last sum-
mer to become Smooth Jazz WIZZ.
Alies previously worked for Cox/
Birmingham, where he served as
OM for WBHIJ (95.7 Jamz) and
WBHK (98.7 Kiss-FM).

Flying High With Doves

Michael W. Smith holds §
the six statuettes he won |
at the 33rd annual Dove
Awards, a celebration rec- |
agnizing artists’ achieve- |
ments in all genres of |,
Contemporary Christian |
and gospel music. Smith,
who this year brought his
career total to 33 Dove
Awards, received Artist of
the Year from the Gospel |
Music Association. The [
April 25 awards show |
aired live on PAX-TV and
was hosted by NFL quar-
terback Kurt Warner and
Elektra recording artist |
Yolanda Adams. For more |
Dove Awards coverage,
turn to R&R’s Christian
section on Page 136.

Donahoe Now Millennium GEQ

Jim Donahoe has as-
suined the CEO post at
Millennium Radio Group. |
While his official title is
acting CEO, Donahoe will
be given the permanent po-
sitton when Millennium
closes on its acquisition of
Nassau Broadcasting. Until
September 2001 Donahoe
was Sr. VP/Regional Oper-
ations for Clear Channel.

Millennium partner Char-
lic Banta told R&R that the hiring
of Donahoe gives the company an
“added layer of strength that posi-
tions us for growth beyond New
Jersev,” where the company has pri-
marily focused its attention. The ap-
puintment comes nine months atter
Millennium announced its first ac-
quisitions in the Garden State, and

Banta said the company
has now reached the “crit-
ical mass” to merit a CEO.

In addition to Clear
Channel. Donahoe’s ca-
reer in radio has included
stints with Infinity Broad-
casting, Noble Broadcastng,
Commonwealth Broad-
casting, SFX Broadcasting.
Pacific Star Communica-
tions and AMFM Inc.

Millennium currently
owns WKXW-AM, WFPG, WIXM
& WPUR in Atlantic City, where it
also operates WKOE under a time-
brokerage agreement. It also owns
WBUD & WKXW-FM/Trenton,
NJ and has agreed to buy Nassau’s
WOBM-AM & FM, WADB,
WBBO & WILK/Monmouth-
Ocean.

Donahoe

Around The R&R World

Arista recording artist Tina Novak recently took some time off from traveling ali around the world to stop by
the R&R offices. Seen here smiling brightly are (I-r}) R&R sales rep Robert Taylor; Arista VP/Promotions
Desiree Schuon; Premiere Radio Networks CEQ Kraig Kitchin; Novak; R&R CHR/Rhythmic Editor Dontay
Thompson and sales rep Kristy Reevses; Arista Local Promotion Manager Lori Rischer; and R&R Publisher/
CEO Erica Farber, Director/Digital Initiatives Greg Maffei and Sr. VP/Music Operations Kevin McCabe.

HOW TO REACH US RADIO & RECORDS INC./ 10100 SANTA MONICA BLVD., THIRD FLOOR, LOS ANGELES, CA 90067

CIRCULATION:

NEWS DESK:

R&R ONLIME SERVICES:
ADVERTISING/SALES:

310-788-1625
310-788-1699
310-788-1635

310-203-8727
310-203-9763
310-553-4056

310-563-4330  310-203-8450

moreinfo @ rronline.com
newsroom @ rronline.com
kmccabe @ rronline.com

hmowry @ rronline.com

www.americanradiohistorv.com

OPPORTUNITIES/MARKETPLACE: 310-788-1621
EDITORIAL, OTHER DEPTS:
WASHINGTON, DC BUREAU:
NASHVILLE BUREAU:

MAY 3, 2002

NEWS & FEATURES

Radio Business
Business Briefs
Transactions

MMS

Internet News & Views 12
National Music Formats15

0O ond

Show Prep 16
'Zine Scene 16
National Videc Charts 17
Ratings 20

FORMATS
News/Talk/Sports 18
Ratings 20
Retail Top 50 29
Triple A Special 33
Triple A Chart 70
Triple A Action 73
CHR/Pop 76
CHR/Pop Chart 78
Callout America 80
Pop Action 82
CHR/Pop RateTheMusic 83
CHR/Rhythmic 85
CHR/Rhythmic Chart 86
Rhythmic Action 88
CHR/Rhythmic RateTheMusic 89
Urban 92
Urban Chart 95
Urban Action 98
Urban AC Chart 100
Country 101
Country Chart 103
Country Indicator 104
Country Caltout 105
Country Action 106

Legends 21
Street Talk 22
Sound Decisions 26
Music Meeting 30
Publisher’s Profile 144
Opportunities 140
Marketplace 141

Adult Contemporary 110
AC Chart 112
AC RateTheMusic 113
AC/Hot AC Action 114
Hot AC Chart 115
Hot AC RateTheMusic 116
Smooth Jazz 118
Smooth Jazz Chart 119
Smooth Jazz Action 120
Rock 122
Rock Chart 123
Active Rock Chart 126
Active Rock RateTheMusic 127

Rock Action/Rock Speciaity Show 129

Alternative 130
Alternative Chart 131
Alternative Action 132
Alternative RateTheMusic/

Specialty Show 133
Christian 136
CCM Update 137
Christian Charts 139-40

The Back Pages 142

LETTERS TQ THE EDITOR

We read with some amusement
the April 12 R&R Alternztive col-
umn by Tim Davis of Jacoos Me-
dia, a local AM'FM radio consult-
ant, criticizing X\ Satellite Radio
following his road test of the ser-
vice. All we can say is consider the
source.

XM is a terific service with more
than 76,000 customers in less than
six months. In fact, XM is the fast-
est-selling rew audio product in
the last 20 y=ars, according to the
Yankee Group. Here is a list of
awards and honors XM has won
since its nationwide launct late
last year: Fortune Product of the
Year; Popular Science Best of
What's New Grand Award; Time
2001 Inverit ons of the Year; Pop-
ular Mechanics Editor’s Choice
Award; Entertainment Weskly “A”
Rating; AM! Auto World One of the
Best New Car Options; Tech TV
Best of CES; CES Innovations

Abrams Responds To XM Road Test

Award; Truck Writers of North
America Technical Achievement
Award; AudioVideo Magazine Au-
tosound Grand Prix Award; Mobile
Electronics Industry Achievement
Award; Parents’ Choice 2002 Rec-
ommendation for “XM Kids.”

So, if you are in the radio or
record business, just ask one of
your friends who has XM what he
or she thinks about it. Better yet,
get one for yourself. It will be the
best research you have ever done.

By the way, Mr. Davis writes that
his “biggest programming disap-
pointment with the service” was
not being able to listen to the Rose
Bowl on XM in early January. We
don’t know how he missed it live
on ESPN Radio (XM Channel 140)
nationwide.

Lee Abrams
Chief Programming Officer
XM Satellite Radio

LETTERS/See Page 13
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Radio Business

Copps: Gapitol Hill Mav”St'ep
In On Indecency

] Renews call for broadcasters’ voluntary code of conduct

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

FCC Commissioner Michael Copps has once again urged
the broadcasting industry to adopt a voluntary standard of con-
duct to curb indecent content on the airwaves — but this time
Copps said that some of his friends on Capitol Hill may take up

the cause.

“Several Capitol Hill members tell
me they are thinking of introducing
legislative remedies,” Copps told the
U.S. Conference of Catholic Bishops
on April 26. “That’s out of my pur-
view, of course, and [’ve been telling
them that, as far as programming stan-
dards go, my empbhasis is on the vol-
untary.” However, he noted that the
FCC has a statutory obligation to en-
force indecency rules and again called
on the broadcasting industry to retain
copies of the programs it airs to help
the FCC meet that obligation.

Copps said, “The people best able
to fix this problem and to take respon-
sibility for the programming they are
putting out there are the leaders of the
industry. By taking responsibility for
what they broadcast — particularly
when children are likely to be watch-
ing — the broadcast and cable indus-
tries would make a huge contribution
to our children and our society.”

Copps also raised the question of
whether it may be time for the FCC to
make some changes. One idea he put
forth was to dust oft a recommenda-

tion, first proposed for digital-TV lic-
ensees, that broadcasters disclose what
kinds of public-interest programming
they air and follow a minimum set of
public-interest requirements. *‘1’m not
predicting such proposals would fly
through the commission,” Copps said,
“but I'll bet there would be a lot of
support all across America for jump-
starting a national dialogue.”

The commissioner continued,
“Today’s mad race to the bottom is sad.
Shock broadcasting seems increas-
ingly to be elbowing aside broadcast-
ers’ public-interest obligations. The
industry as a whole needs to tackle this
one head-on, or it won’t get tackled at
all — at least, until others tackle it.”

R&R News Editor Julie Gidlow
contributed to this report.

Earnings

Continued from Page 1
noting that pricing for ads and lead time
for advertiser orders are improving.
And while Infinity has posted consecu-
tive revenue declines since Q1 2001,
he predicts the tide will turn, starting
with Q2 2002. “We are seeing pacing
up for the entire radio group for the
month of April.” he said. “May is up
stronger than April, and there’s no rea-
son to believe Q3 will be any different
than Q2.”

Considering Redstone’s opinion of
his company’s leadership, it could be
said that he, too, sees no reason why
Viacom won’t deliver solid results go-
ing forward. “l want to recognize
Viacom’s incomparable management
team, led by Mel, which continues to
do such an outstanding job of distin-
guishing Viacom and proving every
day that management matters,”
Redstone said, possibly to further
quell rumors of a rift between the two
execs.

Redstone pointed out that Viacom

hasn’t had to take as many charges as
some other companies, which he said
“is another illustration for investors
that it is management that separates the
real winners from the losers.”
Karmazin also praised his troops, say-
ing Viacom’s management team is
“the best in the business.”

And the pressure is on that team as
Viacom is forecasting double-digit
growth in 2002, with expected gains
in eamings per share and EBITDA
driven by advertising rates that
Viacom predicts will start to improve
in Q2. The frequently bullish Redstone
highlighted the company’s diverse
stable of assets as one of its major
strengths. “Viacom is not sector-
driven,” he said. “It is in a class by
itself.” He added that some TV-indus-
try observers are “correctly handicap-
ping Viacom as a big winner this sea-
son, to the detriment of most of our
competitors. You can count on Viacom
to exploit our competitive edge in this
market and in every market in which
we operate.”

» Despite amarked improvement in
its Tampa cluster — which saw broad-
cast cash flow improve 809% — Cox
Radio’s overall revenues were essen-
tially flat vs. last year, dropping less
than 1%, to $86 million. The Atlanta-
based broadcaster reported a net loss
of $6.6 million, or 7 cents per share,
due to a $13.9 million charge from
goodwill accounting changes. Exclud-
ing the charge, Cox posted a profit of
$7.3 million, or 7 cents per share, a
penny ahead of the consensus forecast
from Thomson Financial/First Call
analysts. The company had a loss of
$2.2 million, or 2 cents, a year earlier.
BCF improved 1%, to $30 million.
Looking ahead to Q2, the company
expects net revenues of $110 million,
BCF of $44 million and EPS of 15
cents.

“I’m optimistic about the health of
the advertising environment going
forward,” Cox Chairman/CEO Bob
Neil said in a Tuesday conference call
with investors, during which he

Continued on Page 14

Susquehanna, Cox, Salem Join Webcast
‘Day Of Silence’

Susquehanna and Cox Radio were among the webcasters set to par-
ticipate in a May 1 “Day of Silence” protest against webcast royalties
proposed by the U.S. Copyright Office’s Copyright Arbitration Royalty
Panel. The radio groups planned to include short periods of silence and
public service announcements about the issue in their web simulcasts.
The Day of Silence was called for last month by SavelnternetRadio.org
founder Kurt Hanson, and hundreds of broadcasters and Internet-only
streamers quickly agreed to take part.

As of R&R’s press time, Salem Communications’ Christian-for-
matted KFSH, KIEV & KKLA/Los Angeles; Greater Media's Active Rock
WRIF/Detroit; New York Times’' Classical WQXR/New York; and
Mapleton Communications’ Triple A KPIG/Monterey were also set to
participate with web banners and streamed PSAs. Many leading
Internet-onlys, including Live365, Beethoven.com, Radio Free Virgin
and Radio Margaritaville, also agreed to join in, with some shutting
down their streams entirely from dawn local time until late evening,
others using banners and PSAs, and still others airing a specially pro-
duced daylong talk show. The broadcasters and webcasters hope their
protest against the CARP’s proposed per-performance royalties — .14
cents for internet-only streams and .07 cents for AM and FM simul-
casts, plus a 9% ephemeral-license fee for all webcasters — will en-
courage listeners to contact legislators and journalists about the mat-
ter. The Copyright Office must accept, reject or amend the CARP’s
rates by May 21.

Media Audit: 58% 0f Adults Now Use The 'Net

M ultimedia ratings service Media Audit reported that 58% of adults in
the 85 markets it surveys now use the Internet, an 8.5% increase
from a year ago. Out of approximately 128.3 million adults in those mar-
kets, 74.5 million say they've accessed the Internet during the past month.
Leading Media Audit's surveyed markets in Internet access were Wash-
ington, DC and Madison, each with 74%, and Ann Arbor, MI, with 70%.
Thirty markets have 'Net access rates of more than 60%. The study also
showed that 'Net users are beginning to reflect more accurately the gen-
eral U.S. population, with the median age of those who go online increas-
ing and the average income decreasing.

Continued on Page 14

R&R Stock Index

This weighted index consists of all publicly traded companies that de-
rive more than 5% of gross earnings from radio advertising.

Change Since

4126/01 4119102 4126002 A26/01 4/19/02-4/26/01
R&R Index 257.83 271.37 254.58 13% -6.2%
Dow Industrials 10,692.35 10,257.11 9910.72 13% -34%
S&P 500 123452 112517 128% -4.3%

1076.32

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

costing hundreds of dollars.

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

Durable banners for an affordable price.

UV stabilized plastic won't fade indoors or outdoors.

Simply FAX your logo and color separation information

for a free price quote.

©2000 Reef Industries Inc

PLASTIC
BANNERS

www.americanradiohistorv.com

Reef Industries
9209 Almeda Genoa
Houston, Texas 77075
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DEAL OF THE WEEK

2002 DEALS TO DATE

Dollars to Date: $486,926,777

* (Last Year: $3,861,325,728) "

* KQOX-FM/Beaumont Dollars This Quarter:  $98,158,052

(Houston) and KEY”'AM/ (Last Year: $315,436,433) -

" Houston, TX Stations Traded This Year: 239

$3ll’ million (Last Year: 1,053)
Stations Traded This Quarter: 83

 (Last Year 151)

El Dorado Says Adios To Houston

] Sells KEYH & KQQK to Liberman in $30 million deal; Grawford grabs 100kw

Alabama FM

Texas
KQQK-FM/Beaumont
(Houston) and
KEYH-AM/Houston

PRICE: $30 millian
TERMS: Asset sale for cash
BUYER: Liberryan Broadcasting

Inc., headed by President Leonard
Liberman. Phone: 323-461-9300. It
owns 10 other stations, including
KQUE-AM, KSEV-AM, KJOJ-AM &
FM & KTJM-FM/Houston.

SELLER: El Dorado Communica-
tions, headed by President/CEO Tho-
mas Castro. Phone: 713-993-8000
FREQUENCY: 850 kHz; 107.9 MHz
POWER: 10kw day/185 watts night;
100kw at 1,952 feet

FORMAT: Regiorial Mexican;Tejano
COMMENT: Liberman is purchasing
KQQK for $23 million. It also has an
option to purchase KEYH outright for
$7 million following the completion of
El Dorado’s purchase of the station
(see transaction, below) from Arlite and
is expected to act on its option. The
combined price therefore reflects the
purchase of both stations from El
Dorado. Liberman will immediately
begin operating the stations via a local
marketing agreement.

| Miltisiale Deal
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Williams County/Impact
Radio Transaction

PRICE: $1.25 miflion

TERMS: Asset sale for cash
BUYER: Impact Radio LLC, headed
by President Dennis Rumsey. Phone:
616-435-8565. it owns no other sta-
tions.

SELLER: Williams County Broad-
cast Systems, neaded by Trustee
Merrill Baumann Jr. Phone: 419-636-
3175

BROKER: Joe Rapchak and Tony
Rizzo of Blackburn & Co. Inc.
COMMENT: This; deal originally ap-
peared in the April 26 issue of R&R with
an undisclosed piice.

Michigan

WLKM-AM &% FM/Three
Rivers

FREQUENCY: 1510 kHz; 95.9 MHz
POWER: 448 watts; 3kw at 289 feet
FORMAT: Adult Standards; Soft AC

Chio
WQCT-AM & WBNO-FM/
Bryan
FREQUENCY: 1520 kHz; 100.9 MHz

POWER: 500 watts; 6kw at 299 feet
FORMAT: Nostalgia; Classic Rock

EE e E s eme e
 Nabama

WQUA-FM/Citronelle
(Mobile)
PRICE: $1.5 million
TERMS: Asset sale for cash
BUYER: ABC Radio Inc., headed by
President John Hare. Phone: 972-776-
4348. It owns 63 other stations. This
represents its entry into the market.
SELLER: Lyn Communications,
headed by President Herbert Wilkins
Sr. Phone: 301-608-3203
FREQUENCY: 102.1 MHz
POWER: 15kw at 427 feet
FORMAT: Gospel
COMMENT: ABC will place its nation-
ally syndicated Radio Disney children’s
format on WQUA following the closing
of this transaction. This deal originally
appeared in the April 19 issue of R&R
with an undisclosed price.

WRRS-FM/Cullman
(Birmingham-Huntsville)

PRICE: $8.5 million

TERMS: Asset sale for cash
BUYER: Crawford Broadcasting
Co., headed by President Donald
Crawford. Fhone: 215-628-3500. It
owns 29 other stations, including
V¥LGS-AM, WYDE-AM & WDJC-FM/
Birmingham.

SELLER: STG Media LLC, headed by
Fresident Steve Shelton. Phone: 256-
536-6664

FREQUENCY: 101.1 MHz

POWER: 100kw at 1,345 feet
FORMAT: Hot AC

BROKER: Michael Bergner of Berg-
ner & Co.

e
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KKFJ-AM & KCNO-FM/
Alturas

PRICE: $260,000

TERMS: Asset sale for cash

BUYER: EDI Media inc, headed by
President James Su. Phone: 626-856-
3889. It owns no other stations.
SELLER: KCNO Inc., headed by
President Richard Hansen. Phone:
£30-233-3570

FREQUENCY: 570 kHz; 94.5 MHz
POWER: 5kw; 100kw at -194 feet
FORMAT: Talk; Country

T EHea

WEBY-AM/Milton

PRICE: $150,000

TERMS: Asset sale for cash
BUYER: Spinnaker Communica-
tions, headed by President/Director
Michael Bates. Phone: 850-983-2242.
It owns no other stations.

SELLER: Number One Radio Inc.,

it xoﬁ«-:_ ; ity e

headed by owner H. Byrd Mapcles.
Phone: 850-983-2242

FREQUENCY: 1330 kHz

POWER: 5kw day/79 watts night
FORMAT: News/Talk

COMMENT: This deal originally ap-
peared in the April 19 issue of R&R with
an undisclosed price.

i Ind

WRBR-FM/South Bend

PRICE: $840,879

TERMS: Stock sale for cash
BUYER: Dille, Dille & Erlacher,
headed by Member Alec Dille. No
phone listed. It owns one other station.
This represents its entry into the mar-
ket.

SELLER: Estate of David Hicks,
headed by Estate Rep. Sally Hicks.
Phone: 219-258-5483

FREQUENCY: 103.9 MHz

POWER: 3kw at 328 feet

FORMAT: Rock

COMMENT: Alec Dille, John Dille and
Sarah Dille Erlacher are purchasing
51% of the stock in WRBR from the
estate of David Hicks for $750,000. In
addition, the three stockholders will pay
Sally Hicks a $90,879 noncompete
agreement fee. Each of the stockhold-
ers will own 33% of WRBR.
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KQAM-AM/Wichita

PRICE: Undisclosed

TERMS: Unavailable

BUYER: ABC Radio Inc., headed by
President John Hare. Phone: 972-776-
4648. It owns 62 other stations. This
represents its entry into the market.
SELLER: Entercom Commurica-
tions, headed by President/GCOO
David Field. Phone: 610-660-5610.
FREQUENCY: 1480 kHz

POWER: 5kw day/1kw night
FORMAT: Sports

COMMENT: ABC will place its nation-
ally syndicated Radio Disney children’s
format on KQAM following the closing
of this transaction.
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WTGY-FMICharIeston

PRICE: $300,000

TERMS: Asset sale for cash
BUYER: Family Worship Center
Church Inc., headed by Member
Jimmy Swaggart. Phone: 225-768-
3688. it owns eight other stations. This
represents its entry into the markat.
SELLER: Charleston Broadcasting
Co., headed by President Tommy
Darby. Phone: 662-226-0199
FREQUENCY: 95.7 MHz

POWER: 6kw at 328 feet

FORMAT: Gospel

M
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TRANSACTIONS ATA GLANCE

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

* WQUA-FM/Citronelle (Mobile), AL $1.5 million
® WRRS-FM/Culiman (Birmingham-Huntsville), AL $8.5 million
® KKFJ-AM & KCNO-FWAlturas, CA $260,000
® WEBY-AM/Milton, FL $150,000
® WRBR-FM/South Bend, IN $840,879
¢ KQAM-AM/Wichita, KS Undisclosed
' @ WTGY-FM/Charleston, MS $300,000
® WTYX-FM/Jackson and WViV-FM/Pear! (Jackson), MS
$5 million
® WDRP-FM/Windsor, NC $300,000
® KTLV-AM/Midwest City (Oklahoma City), OK Undisclosed
® KEBC-AM/Oklahoma City, OK Undisclosed
® KSND-FM/Lincoln City, OR $400,000
& WAAW-FM/Williston, SC $700,000
® WSTN-AM/Somerville, TN $50,000

g

® KFGG-FM/Corpus Christi, TX $500,000

BROKER: Wally Tucker of MGMT
Services Inc.

WTYX-FMMJackson and
WVIV-FM/Pearl
(Jackson)

PRICE: $5 million

TERMS: Asset sale for cash
BUYER: Backyard Broadcasting,
headed by President/CEC Barry
Drake. No phone listed. It cwns no
other stations.

SELLER: Proteus Investments Inc.,
headed by owner Mike McRee. Phone:
601-957-3000

FREQUENCY: 94.7 MHz; 93.3 MHz
POWER: 97kw at 1,116 feet; 25kw at
328 feet

FORMAT: Classic Rock; Adult Stan-
dards

BROKER: Kalil & Co. Inc.
COMMENT: This deal originally ap-
peared in the April 5 issue of R&R with
an undisclosed price.
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WDRP-FM/Windsor

PRICE: $300,000

TERMS: Stock sale for cash
BUYER: Lifeline Ministries Inc.,
headed by President Johnny Bryant.
Phone: 252-792-4161. It owns two
other stations. This represents its en-
try into the market.

SELLER: PS&W Enterprises Inc.,
headed by President J. Rodney
Williford. Phone: 252-794-3130
FREQUENCY: 98.9 MHz

POWER: 6kw at 328 feet

FORMAT: Gospel
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KTLV-AMIMldwest Clty
(Oklahoma City)

PRICE: Undisclosed

TERMS: Station swap

BUYER: Clear Channel Communi-
cations, headed by Radio CEO Randy
Michaels. Phone: 859-655-2267. It
owns 1,213 other stations, including
KTOK-AM, KJYO-FM, KQSR-FM,
KTST-FM & KXXY-FM/Oklahoma City.
SELLER: First Choice Broadcast-
ing, headed by President Howard
Williams. Phone: 405-672-3686
FREQUENCY: 1220 kHz

POWER: 250 watts day

FORMAT: Gospel

COMMENT: First Choice is swapping
KTLV-AM/Midwest City, OK to Clear
Channel for KEBC-AM/Oklahoma City.
A definitive agreement has not been
filed at the FCC.

& KEYH-AM/Houston, TX $2.53 million
| R
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KEBC-AM/Oklahoma
City

PRICE: Undisclosed

TERMS: Station swap (see above
deal)

BUYER: First Choice Broadcasting,
headed by President Howard Will-
iams. Phone: 405-672-3886. It owns
one other station, KTLV-AM/Midwest
City, OK.

SELLER: Clear Channel Communi-
cations, headed by Radio CEO Randy
Michaels. Phone: 859-655-2267
FREQUENCY: 1340 kHz

POWER: 1kw

FORMAT: Urban

COMMENT: See above transaction for
swap details.

T *bﬁ-xoﬂﬁ-#-e& i
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KSND-FM/Lincoln City

PRICE: $400,000

TERMS: Asset sale for cash

BUYER: Radio Beam LLC, headed
by Member Earnest Hopseker.
Phone: 425-747-5840. It owns no other
stations.

SELLER: Elite Broadcasting Inc.,
headed by President William Emery.
Phone: 503-221-0167

FREQUENCY: 95.1 MHz

POWER: 6kw at 847 feet

FORMAT: AC

BROKER: Bob Heymann of Broad-
casting Asset Management Corp.
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WAAW-FMIWlIIlston
PRICE: $700,000
TERMS: Asset sale for cash
BUYER: Frank Neely. Phone: 803-
329-2664. It owns two other stations.
This represents its entry into the mar-
ket.

SELLER: Brown Family Broadcast-
ing Inc., headed by President La-
Tonya Brown. Phone: 706-724-9490
FREQUENCY: 94.7 MHz

POWER: 2kw at 561 feet

FORMAT: Urban Oldies

COMMENT: This deal originally ap-
peared in the April 19 issue of R&R with
an undisclosed price.

2 ke e

WSTN-AM/Somerville

PRICE: $50,000

TERMS: Asset sale for cash
BUYER: Family Worship Center
Church Inc., headed by Member
Jimmy Swaggart. Phone: 225-768-
3688. It owns eight other stations. This

Gontinued on Page 14
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Don’t Miss
The Ratlio and Record

Industries’ Most

Exciting Eventl. .

agenda:
© WEDNESDAY: JUNE 12, 2002

<+ 12:00 - 6:00Pm
Registration Opens

© THURSDAY: JUNE 13, 2002

© FRIDAY: JUNE 14, 2002 (continued)

-3

concurrent sessions:

1:15 - 2:45pm
> SMOOTH JAZZ AWARDS LUNCH
> ALTERNATIVE/ACTIVE ROCK

3:30 - 5:00PM

¢ 11:15am - 12:15pm
R&R Exclusive! > CHR/POP
The Ultimate Record Buyer Study li > URBAN
s« 12:15 - 1:45pm > ROCK/ACTIVE ROCK
Alternative & Active Rock Awards Lunch > AC
%. 2:00 - 5:30rPm
R&R/Jacobs Media Rock Summit
2 5:00 - 7:00pPM

s+ 6:00 - 8:00PM
Opening Cocktail Party

<« Evening Events
> Club R&R
> R&R Late Night Lounge
> Hospitality Suites

© FRIDAY: JUNE 14, 2002

2. 9:00 -11:00am
General Session

> R&R National Industry
Achievement Awards

¢ concurrent sessions:
11:30am - 1:00pm

> ALTERNATIVE
> SMOOTH JAZZ
> CHR/RHYTHMIC
> HOT AC

R&R convention:2002 Agenda Subject To Change

www.americanradiohistorv.com

°
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R&R Pop Awards Show

7:00 - 10:00pPm
R&R Rhythmic Awards Show

Evening Events

> Club R&R

> R&R Late Night Lounge
> Hospitality Suites

SATURDAY: JUNE 15, 2002

s« 10:00 - 11:15am

Arbitron

e+ 11:30aMm - 1:00PMm

*
M

&

MULTI-FORMAT
Cluster Mentality: Programming Multiple
Formats Without Losing Your Sanity

concurrent sessions:
1:15-2:45pM

> SMOOTH JAZZ
> ROCK/ACTIVE ROCK

3:00 - 5:00pMm
Smooth Jazz
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R convention: 2002

* The Beverly Hilton Hotel * Beverly Hills, California x

June 13-15

r_ﬁegi“stratﬁon.

- -

: o : _
! ‘ () 30R MORE* ON OR BEFORE MAY 2002
% FAXthis form ta: (310) 203-8450 . O SINGLE ON OR BEFORE MAY 3,2002 s+ $425 EAcH
:» HOTLINE: {310) 788-1696 O 3 OR MORE* MAY 4 - JUNE 7, 2002 *. $450 EACH
o MAIL to:
R&R CONVENTION 2002 (O SINGLE MAY 4 - JUNE 7, 2002 2o $475 EACH
PO BOX 515408 O EXTRA THURSDAY COCKTAIL TICKETS % $85 EACH
Res.SngelotIornalol ored (O ON-SITE REGISTRATION AFTER JUNE 7, 2002 2o $550 EACH
Please print carefulty or type in the form below. Full payment must accompany * Al 3 Alendee Names Must Bs Submitied Together

registration form. Please include a separate form for each registration. Photocopies
are acceptable. Reg:strations are non-transferable.

In addition... if you work in the Alternative, Active Rock or Smooth Jazz formats
you may choose to attend one of the following lunches. PLEASE CHECK ONE ONLY!!!

— ALTERNATIVE & ACTIVE ROCK (Thursday) —— SMOOTH JAZZ (Friday)

Your lunch selection is FINAL. Seating will be limited and ticket
holders will gain entrance on a first-come, first-served basis ONLY!

o ma“ing addreSS : If you do not select a lunch, you will not receive a lunch ticket!

Name © method of payment:

Title
A Enclosed: $
Call Letters/Company Name Format visa (' Mastercard () AMEX () Discover() Check ()
Street
Account Number Exp. Date
City State  Zip
Print Cardholder's Name
Telephone # Fax#
Cardholider's Signature
E-mail . CANCELLATION POLICY: All canceltations must be submitted in writing.

A full refund less a $100.00 administrative fee will be issued after the convention
if notification is received on or before May 3, 2002. Canceilations received
between May 4-17, 2002 will be subject to a $150.00 administrative fee.

No refund will be issued for cancellations after May 17, 2002 or for “no shows.”

*m_
MERV GRIFFIN'S

Tell them it's the Radio & Records Convention.
Please do not call R&R for hotel reservations. Thank you.

< To confirm your reservation, your arrival must be

__TYPE OF ROOM CONVENTION RATES guaranteed by charging two nights deposit to a major

- SINGLE/DOUBLE i $179.00 credit card, or you may send payment by mail.
CABANA ROOMS $229.00 2+ Deposits will be refunded only if reservation is
JR.SUITES = $350.00 and up cancelled by May 24, 2002.

%+ Reservations requested after May 24, 2002 or after

EENIOUSE SOES _3800.00 20y 2P, the room biock has been filled are subject to availability
and may not be available at the convention rate.
For RESERVATIONS; please call: s> Check in time is 300 pm; check out time is 12 noon.
(310) 285-1307 or 1-800-HILTONS
. . Mailing Address: The Beverly Hilton Hotel
www.beverlyhills.hilton.com 9876 Wiishire Boulevard, Beverly Hills, CA 90210

{Group Code: RRC)

wwWw americanradiohistorv com
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« Clear Channel’s Lee Larsen in the GM Spotlight, Page 9
 Dave Van Dyke on how to be a coaching manager,

« RAB Promo Calendar for May, Page 11

Page 10

“The young do not know enough to be prudent, and
therefore they attempt the impossible — and
achieve it, generation after generation.”

— Pearl Buck

management - marketing - sales

KEEPING UP WITH GENERATION JONES

If you target 35-44, your job was
difficult enough before Sept. 11,
2001. In the aftermath of the
terrorist attacks, targeting and
branding for that demo — the
largest part of what’s known as
“"Generation Jones” — has be-
come more complicated. Jones-
| ers are reassessing life and
lifestyle, and they are more
open to something new — new
products and new radio sta-
tions.

Granted, all demographics were
altered by the events of 9/11.
There was evidence everywhere:
Church attendance grew, although it has now returned
to pre-9/11 levels. Charitable contributions increased.
Radio listeners responded to comfortable nostalgia,
and that boosted all-Christmas radio.

Since Generation Jones includes more than a
quarter of the adult population and covers America’s
most sought-after demographic group — 35-44 —
keeping up with the Jonesers allows us to keep up with
our audiences.

You remember the Jonesers. They are Americans
born between 1954 and 1965, so the true Joneser age
range is broader than 35-44. While originally defined as
part of the baby boom, Generation Jones has an
identity all its own. Common experiences like music,
movies or TV programs add to the definition. Jonesers
watched Scooby-Doo and Fat Albert, not Howdy Doody or
Kukla, Fran and Ollic. Jonesers got their formative music
from FM, boomers from AM.

The term “Generation Jones” was coined by author
and culture expert Jonathan Pontell, who has shared
his expertise about Jonesers on the major TV news
networks and in hundreds of newspaper and maga-
zine articles.

The Generation Jones concept first came to radio’s
attention in 2000, when Shane Media released a special
report to clients, “Radio’s Untapped Generation: An
Analysis of Generation Jones.” Since then a number of
Shane Media personnel have joined Pontell for
presentations to radio-industry groups, including the
2001 R&R Talk Radio Seminar.

THE LATEST

When Jeff Green asked me for a post-9/11 update
on this important group, I felt the best way to
accomplish that would be to use the same process we
used the first time (R&R 5/12/00) — an exchange of
ideas. Below are excerpts from my conversation with
Pontell.

By Ed Shane

JP: Among the broad changes I'm seeing in e-mail
and phone calls from Jonesers nationwide are an
increased focus on family and friends, an increased
desire to simplify very busy lives and a shift in focus
from achievement to happiness.

ES: Given the horrific impact of the attacks on the
World Trade Center and the Pentagon, there is no
American who hasn’'t done some reflection or re-
examination. During the few weeks after the attacks
our company talked personally with radio listeners of
all ages as part of Arbitron’s post-9/11 study. It’s clear
that every demographic group emerged from those
events with a different worldview and a different sense
of itself.

JP: The impact has, perhaps, been greatest on
Jonesers because we were the generation most re-

B A post-Sept. 11 exchange of ideas about a critical demo

examining our lives already. When you reach early
middle age you tend to get that “now or never” rumble
in the pit of your stomach, the feeling thatif you are ever
going to live out your original dreams, you’d better go
for it soon, or you probably never will. For Jonesers this
feeling has been more of a growling hunger than a
distant rumble because of the big discrepancy between
the huge dreams we were given as kids and the
disappointing reality we generally ended up with.
This has translated into Jonesers’ making changes in
their lives. They’ll change brands, change careers —
even change lifestyles — to a much greater degree than
previous generations at this point in their life cycles.

WHAT IT MEANS FOR RADIO

JP: Since Sept. 11 intensified the reassessment
process for Jonesers, we are more open now to
considering new brands, and that includes new radio
stations. Jonesers are even more reachable now by
marketers and programmers alike.

ES: The true “Joneser formats” are Classic Rock and
Classic Hits. They target the Joneser demo specifically.
Of the two, I like the Classic Hits strategy better because
the appeal is broader than the typically male focus of
Classic Rock. And Classic Hits has the opportunity to
use music that targets not just the demo, but the attitude
of unfulfillment. Songs like Bruce Springsteen’s “Hun-
gry Heart” and U2's I Still Haven’t Found What I'm
Looking For” are so aligned with jonesers.

JP: There are several formats that are attractive to
Jonesers. Classic Rock and Classic Hits are the two
obvious ones because Jonesers have such a strong,
positive history with the music of that period and with
radio itself. I've seen others — AC and Rock, for
example — do well with Jonesers recently. Other
formats, like Country, show great potential with
Jonesers.

ES: The return to roots music is sure a part of that.
Jonesers in the Country audience are the first to say that
the music on Country radio is too much the same. They
also want songs that speak to them and their
experiences, but Nashville has tended to sign kids who
speak to kids — until O Brother, Where Art Thou? woke
them up. While the demos on O Brother are very broad,
the evidence at our Country clients is that Joneser males
notice the differences between roots music and today’s
pop country.

JP:I'm seeing growing evidence that Jonesers can be
drawn to News/Talk in large numbers. I think it was
true before 9/11 that Jonesers were a very underserved
audience in News/Talk. With adaptations in program-
ming and marketing, News/Talk stations can draw far
more of us. This is even more true post-9/11. Jonesers —
formed as children in the intense, politically charged
zeitgeist of the '60s — are reconnecting with their po-
litical feelings.

ES: News/Talk listenership got a spike in most
markets after 3/11, and all audiences seemed to be more
interested in news and information. There’s evidence in
the ratings that Jonesers who are hungry for news are
going to NPR stations. NPR presents a broader range of
stories and treats its stories in depth. People who want
that are, indeed, underserved by commercial stations.

JP: I also think that Jonesers who have not been
listening to radio at all can be attracted to the medium. I
say this in part because of this period of reassessing and
stock-taking that makes Jonesers generally open to
trying something new, and also because Jonesers have
such a strong, positive history with radio as children
and teens.

ES: Since radio’s job is to aggregate an audience of

SEVEN TIPS FOR SELLING
T0 GENERATION JONES

1. Take the edge off that jonesing. This generation
added jonesing, meaning a strong craving for someone
or something, to its slang. Jonesers understand when
Bruce Springsteen sings “Hungry Heart” and U2’s Bono
laments “! Still Haven't Found What I'm Looking For.”
One of this generation’s main dreams is going beyond
the monetary.

2. Use Joneser music and nostalgic touchstones
in advertising. People relate best to songs that were
hits during their senior year of high school. “Focus on
music from 1973 to 1984,” says the 2000 Shane Media
industry report “Radio’s Untapped Generation: An
Analysis of Generation Jones.” Hark back to characters
Jonesers feel warm and fuzzy about: The Monkees, the
Munsters, Gilligan and his cronies, the Bradys.

3. Advertise on price. Jonesers are pragmatic, not
idealistic like boomers or cynical like Xers. Jonesers are
interested in practical solutions to solvable problems,
and 72% say advertising that helps them save money is
important to them.

4. Play to Jonesers’ feeling of entitlement. The flip
side of Generation Jones’ yearning is that they feel
they’re entitled to more than they’ve been given. With
older generations, marketers are better off saying that
customers have earned something. With Jonesers,
telling them they deserve itis the most effective method.

5. Make Jonesers’ lives easier. Juggling job, home
and family keeps Jonesers in perpetual motion. They're
in the busiest period of their lives, especially as the
American workweek continually expands. Outside of
work, they're trying to shop for groceries before Junior
topples the pyramid of Alpo cans.

6. Give Jonesers control, or the illusion of it.
Members of Generation Jones like to have choices
because they so often haven't had them. Perhaps
because their lives have been shaped by events
beyond their control — like Watergate and the '70s
energy crisis — Jonesers need to feel control now.
They don’t like no-haggling car lots (no room for deal-
making), but they like being told that products or
services give them more control over their lives.

7. Tap into Jonesers’ sense that they need to
seize the day. Jonesers are starting to take stock of
their lives. If they put their dreams on hold earfier in life,
they're dusting off those dreams today. Perhaps that's
why lifestyle and spending data lists motorcycles
among the top 10 things enjoyed or purchased by
Jonesers. They didn't get a dirt bike back in 72, so now
they’re shopping for Harleys. It's now or never.

similar tastes, the idea of targeting a cohort like
Generation Jones is a natural. Yet radio is not making
anoutreach to Jonesers — or to any audience segment,
for that matter. Tight budgets mean less marketing, so
we're doing little to attract nonlisteners. That needs to
change if radio is to seize this timely opportunity.

For a reprint of the earlier MMS article on Generation
Jones, e-mail Jeff Green at jgreen@rronline.com.

Ed Shane is Chief Executive of Shane Media Services, a
Houston-based programming and research company
working with all formats. He can be reached at 713-952-
9221, eshane @ shanemedia.comor via www.shanemedia.
com.Visit Jonathan Pontell's website at www.generation
jones.com.
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Regional VP/Denver Market Manager

®@ This pilot uses his major-market experience to fly without fear

There have been several GM-= who oversee
prominent Triple A stations nominated for the
GM Spotlig at, but none who has paid more career
dues than 4 )-year industry veterzn Lee Larsen. [n
addition to managing Triple A K3CO-FM/
Denver-Boulder — one of the top-rated stations in
the market — and seven other Clear Channel/
Denver outlets as Market Manager, Lee serves as
Regional VP, handling 35 stations in eight cities in
Colorado, Wyoming and Nebraska. He visits each
station at least twice a vear, encouraging his teams
to take risks to achicve excellence — a manage-
ment sensibility gained from working for some of
the most successful radio companies in the history
of the business. It's no wonder Lee is so highly
regarded by his peers. Congratutations!

How did ycu get into the world of broadcasting?

“In 1962, when [ was 16 and working at KSHS,
the South High School radio station in Torrance,
CA, MOR KAPP/Redondo Beach, CA wanted a
high school-news reporter. Before long they of-
fered me a weekend job as a fringe daypart an-
nouncer at $1.15 an hour. I put myself through
Pepperdine College working at KAPP and got my
first raise when President Kennedy increased the
minimum wage to $1.25. | took home $25-$30 per
week and supplemented that by setting up pro-
motional appearances at supermarkcts for KHJ-
TV /Los Angeles’ cartoon hosts.”

What are some of your career highlights?

“As 1 was graduating, in 1965, KHJ/Los An-
geles was changing format for the 900th time, to
something called ‘Boss Radio.’ Bill Drake had been
doing Boss Radio at KYNO/Fresno, but it had not
been tried in a big market. | moved over to the
radio side and got my first full-time job, doing

\—

supermarket merchandising — 1 set vp advertiser
displays and sales promotions. At the tim= nobody
knew Boss Radio was going to take off and become
the most phenomenal form of Top 40 radio. At KH]J |
worked with Bill, PD Ron Jacobs, mocring man
Robert W. Morgan, Sam Riddle, The Real Don Steele
— all the greats.

“l was at KH]J for nearly eight years, including as
LSM, and I did a stint in the late ‘60s for RKQ in San
Francisco at KFRC-AM & FM — I was the FM man-
ager. KHJ is still one of the absolute highlights of my
carecer because it was the broadcasting equivalent of
taking off from an aircraft carrier in an F-16. It just
shot out to become the biggest thing in the country.

'®, C1EARCHANNEL

RADIO

“In 1973 Tjoined then-Top 40 KROQ,/ Los Angeles
as GSM for a year, then went across town for two
years to MOR KFI as NSM and LSM. Both stations
were having difficult but interesting times, and I
worked with fabulous people. After that | had the
great experience of working at ABC for eight years as
NSM and GSM at AOR KLOS/Los An;ml% In 1983 1
was offered the GM post at KOA & KOAQ)/Denver,
and in ‘87 the stations were sold to Jacor. That turned
out to be a phenomenal run, and then we merged
with Clear Channel in '99.”

The most challenging aspect of being a Regional VP
is....

“Communication. Being able to stay in touch with
everybody to give them whatever help they need.
There are a lot of moving parts with so many stations.
Ourregionisbigger than Jacor or Clear Channel were

LEE LARSEN |

(Clear Channel)

10 years ago. Everybodv has
to work at a mwuch higher
level than they used to. It
works because ["7e got GMs
and department heads who
do th=ir jobs acrcss multiple
stations, working together trying to invent how you
do radio in a postconsolidation era.”

The best words of advice I ever received were....

“To not be afraid to change or make a mistake. At
Jacor the philosophy was not to be afraid to
experiment. Trying something that turned out to be
a mistake was not a problem; a problem would be
not being willing to try. | was encouraged to take
risks, and it feels so good to have someone tell you
that they're behind you.”

If I weren’t in the radio business, I'd probably be....

“An airline pilot. I have a private license, but I
never get a chance to use it.”

How would you describe your managemment style?

“A consensus-builder with a cranky layer. I'm
not somebody who stands up there and tells every-
body what to do and how to do it. Instead, | tend to
put the task out in front and try to get everybody
to get behind it, enthusiastically and voluntarily.
The crankiness just comes if I think it’s moving too
slowly.”

I'n most proud of....

“The people who have worked with me who have
gone on to other great accomplishments in the radio
business. It always makes me feel good when some-
body I've worked alongside moves on and does well.
I see around the country a lot of people who are
doing well and are proud of themselves, and that is,
maybe, a little bit of the teacher in me. I'm really
proud te be a broadcaster.”

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

“,..an international reputation
as the best...there is not a
track that isn’t stellar in any

of their packages.”

--Radio apd Productio” Magazne,
idg p A
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World Class/Award Winning
Production Libraries
Firepower, Grab Bag.

Rocket Science, Rampage,
Smoke, Redline.
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A GOOD MANAGER IS A GOOD GOACH

You can’tbe a good coach-

ing manager without be-
ing aware of the attitudes
and actions that can sabo-
tage the best-laid manage-
rial plans. Certain ap-
proaches to coaching can be
disastrous, as many well-in-
tentioned managers have
discovered too late. Below
are eight common coaching
errors that will undermine
By the performance of even the
| most talented working team.

1. DETACHED LEADERSHIP

Detached leaders isolate
themselves from their people. They seem to believe it’s
undignified to get too involved with team members.
They tend to spend a lot of time alone in their offices.
They communicate a “lonely at the top” attitude and
seem to believe it's not organizationally healthy to rub
shoulders with the “common people.”

[ know a 30-year industry veteran who could be the
poster boy for this. He’s a PD at a top-market, big-
company station. He spends so much of his time in his
office and so little time with his staff that he has
distanced himself right out of being an effective
manager. He claims privately that he won't get close to
his staff for fear of opening himself up to manipulation.

The truth is, nothing is more important than
communication and involvement with the people with
whom we work. Consider this: If it’s true that you, as a
manager and coach, exist to get results not from
yourself, but from the people who work for you, where
should you be spending most of your time? Re-
member, everything starts at the top. Your attitude
affects the people who work for you. That's why
detached leadership can be such a problem. If you
show no interest in or concern for your people, why
should they give your goals or your standards a place
of importance in their minds and hearts?

2. LACK OF GOALS

If you lack goals, sooner or later you'll have serious
problems. You'll be like a ship without a rudder, going
wherever the wind and waves take you. What are your
short- and long-range team goals? Have you listed
them? Such a list might include:

* Increase sales targets by 15% by one year from
today.

* Schedule every team member for a computer
class of their choice.

* Turn over the budgeting process to department
heads.

* Bring in outside trainers to teach how to handle
conflict and criticism at work.

Can your team members list your goals? To win,
every team needs to know what’s important now. The
key word in that formula is now. Have you ever stared
at your “things to do” listand ended up doing nothing
at all, blown off-track by the sheer volume of work?
We've all done that. But each of us learns that, to getall
our tasks done, we simply have to tackle them one at a
time.

Your team needs to know that. Only when you tell
team members your priorities will you see progress. It
takes courage for a manager to feel no personal threat
from being open with the staff. To open up to your
team is motivational. To truly communicate your
professional game plan is nurturing and empowering.

Of course, the goals you and your team settle on
must be consistent with your organization'’s direction.

No management team is an island. Don’t set goals that are
independent of the organizational structure (say, a three-
day work week), or you'll be in for disappointments.
When your goals conflict with organizational plans,
people will grumble and possibly rebel.

Additionally, your goals must be simple but exciting.
In order for your goals to excite the team, you need team-
member input to and ownership of each goal. That’s why
some very successful managers in our business have
established team committees to brainstorm goals, submit
mission statements and develop plans for measuring prog-
ress. Others identify goals, then turn over projects to self-
directed committees that report regularly on progress. In
any case, motivational goals must offer benefits that your
team members view as worthy and real.

3. FAILURE TO PROVIDE PERSPECTIVE

Ever get assigned a task that didn’t make sense to you?
Ever tackle a job without having the slightest idea how it
fitinto the big picture? You may have doneit—even done
it well — but it wasn't your best effort, and it wasn’t
satisfying or rewarding,.

People who don’t know why they do what they do are
people who don't give their best. That’s because they don't
see their jobs as important. When you give people the
“why” of a task, they can see its relevance, and real job
satisfaction can take place.

General managers are often told to operate their pro-
perties— on ashoestring —withoutbeing given the entire
picture. I've spoken to many GMs in this position, and
their job satisfaction plummets, as does performance from
their teams.

The lack of nurturing, coaching and

people management in our industry

today is contributing to the medioc-
rity that many accuse us of.

If you are like more than 65% of all managers, the
people who work for you don’t understand what they
contribute to the overall scheme of things. You should go
to those people and say, “I'm sure you understand the
importance of your job, but let me tell you how important
I think it is.” Then tell them how their job works within
your organization. Chances are good that they will take
more pride and interest in what they’re doing. The results?
Your team members will begin to assume ownership of
their performance. They will have their own, internal
reasons for performing, regardless of external incentives.

4. FAILURE T0 BE SPECIFIC

You've seen this happen: A manager tells his team
what he wants in broad terms, then waits for somebody to
start doing it. And what happens? He finds himself
waiting forever. Don’t wait, motivate! Tell people —
specific people — exactly what you expect of them.

5. FAILURE TO SECURE COMMITMENT

If no mutual commitment exists between the man-
aging coach and the team, it isn’t much of a team. You
must have mutual commitment to goals. How do you get
that? By spending time together. The more time you spend
with someone, the better you can identify with his abilities
and vision. You must spend time sharing goals, problems,
victories and even fears. Mutual commitment develops
only through time and effort. It all comes back to
“management by walking around.” Be visible to your
team.

6. TAKING THE COURSE OF LEAST RESISTANCE

If you settle for less than the best you or your people
can deliver, you may avoid confrontation. You may
even think you're cutting your team some slack. But
the reality is that you're undermining your coaching
credibility and your team’s long-term viability. When
a team faces a tough competitor, it comes out better —
win or lose — than if it had faced some “no-contest”
challenge.

7. FAILURE TO IDENTIFY RESULTS

If the people on your staff don't feel like they're
getting results, they will gradually lose motivation.
When you accomplish a task or reach a goal, let your
people know. Many managers have found project
recaps to be helpful in this vital finishing touch to any
team effort. Recaps can take many forms, written or
verbal, but they should include at least these points:

» The project’s original goal

» What made the project difficult or important

* Who worked on the project

* What made the people who worked onitright for
the task (be specific)

e The good aspects of the project, pinpointing
individual efforts

¢ The problems that had to be solved along the way

» What you’re proud of about how your team
handled the project

8. IMPATIENCE

To succeed as a manager and coach, you must
develop patience. When you have explained some-
thing to someone 10 times and the person asks you to
repeat it just one more time, you must learn to smile
and repeat it once again. When your team suffers
setbacks or doesn’t reach goals as quickly as you
expect, you must learn to smile and help your people
pick themselves up and go at it again. You must learn
to tell your team members over and over that you
believe in them, that you know they can do it. Why?
Because then they will gradually begin to have
patience with themselves.

As you model patience for your team, they will
begin to understand that your patience is more than a
comforting character attribute. It's a response to
reality, a response to your team’s humanity. That
growing subconscious awareness will set your team
free to try anything once — and, more importantly, to
try anything again.

AFTERTHOUGHT

There will be many who read this and feel that it’s
basic stuff. And, you know what? They'll be right. But
you’d be amazed at the percentage of managers who
don’t have the will, interest or courage to nurture their
staffs to better performance.

Some say it is the nature of our business these days,
when the lifeblood has been sucked out of man-
agement by consolidation and empty assignments.
Another viewpoint is that there are those who have
come up through the management ranks with little
skill in coaching. Either way you look at it, the lack
of nurturing, coaching and people management in our
industry today is contributing to the mediocrity that
many accuse us of.

Learn to enjoy your people and what they can do.
Enjoy their growth and success, and it will make your
management job more rewarding.

Dave Van Dyke is President of Radio Mentor Inc., a
Los Angeles-based general managers’ consuitancy.
His consulting business also includes services in
investment-banking guidance on broadcast acquisi-
tions. A 30-year industry veteran, Van Dyke isaformer
VP/GM of KCBS-FM/Los Angeles. Reach him at 888-
790-1102 or dvd@radiomentor.com. .
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Important dates and events in the coming month

| Asian-Pacific American Heritage Month

MAY PROMOTIONAL CALENDAR

‘ classic “On-Air” light for radio broadcast
studios. Constructed in polished aluminum by

" traditional sand-casting methods, the four-
pound box lights can be ordered with a Plexiglas

lens that reads “On-Air,” “Standby.” “Silence” or
’ “Applause.” An optional flasher module with adjustable flash

CBT REVIVES CLASSIC STUDIO ON-AIR LIGHT

Sen Diego-based CBT Systems has re—created the

5-11  Small Business Week
Better Hearing and Speech Month 5-11  Teacher Appreciation Week
Better Sleep Month 6 Melanoma Monday
Breathe Easy Month 6 No Diet Day
Clean Air Month 6 National Nurses Day
Direct Deposit Month 6-12 National Nurses Week
Family Support Month 7 National Teacher Day
Get Caught Reading Month 8 National Receptionist Day
Melanoma/Skin Cancer Detection and Prevention 8 No Socks Day
Month 8 World Red Cross Day
National Allergy/Asthma Awareness Month 10 National Family-Owned Furniture Store Day
National Arthritis Month 10 National Small Business Day ’
National Barbecue Month 11 Eat What You Want Day i
National Bike Month 12 Mother's Day ‘
National Bcok Month 12-18 National Emphysema Awareness Week
National Ccrrect Posture Month 12-18 National Nursing Home Week
National Egg Month 12-18 National Police Week
" National Geod Car-Keeping Month 12-18 National Running and Fitness Week
" National Hamburger Month 12-18 National Transportation Week
| National Hepatitis Awareness Month 12-18 Police Week
" National High Blood Pressure Education Month 12-18 Universal Family Week ’
National Mental Health Month 13-18 National Etiquette Week
National Moving Month 13-18 National Stuttering Awareness Week
National Neurofibromatosis Awareness Month 15 National Employee Health and Fitness Day
National Osteoporosis Prevention Month 15 Peace Officer Memorial Day
National Physical Fitness and Sports Month 17 National Bike to Work Day
National Promote Graduation Satety Month 17-23 International Pickle Week
National Szlad Month 18 Armed Forces Day
National Szlsa Month 18 Preakness Stakes
National Scholarship Month 18 Visit Your Relatives Day
National Sight Saving Month 18-24 National Safe Boating Week
National Stroke Awareness Month 19 International AIDS Candlelight Memorial
Older Americans Month 19-25 National Emergency Medical Services Week
Women'’s Health Care Month 19-25 National New Friends, Old Friends Week
20 Buckle Up, America Week
1 May Day 20 Victoria Day (Canada)
1 National Anxiety Disorders Screening Day 20-27 National Backyard Games Week
2 National Prayer Day 21 National Clergy Day
2 Sibling Appreciation Day 21 National Waitstaff Day
4 Kentucky Derby 22 National Maritime Day
4 National Weather Observers Day 23 World Turtle Day i
4 Relationship Renewal Day 24 Brother’s Day |
4-11  National Safe Kids Week 24 Morning Radio Wise Guy Day
5 Cinco De Mayo 25 National Missing Children Day
5-11  Natonal Family Week 25 National Tap Dance Day |
5-11  National Pet Week 27 Memorial Day
5-11  Natonal Suicide Awareness Week 29 National Senior Health and Fitness Day
5-11  National Tourism Week
WHAT’S NEW

rates is available. CBT also offers a full studio and control room “Recording” lighting-control system that

can interface with mixer or audio-production consoles’ recording-status indicators. Prices start at $295.

—For details; contact Jenny Roberts-at CBT Systems; 858-536-2927 or jenny@cbt-net.com.

10 Ways To Screw Up An Ad Campaign: A Guide
To Planning And Creating Advertising That Works
By Barry Cohen

$21.95; published by 1stBooks Library

(www. 1sthooks.com)

In his 10 Ways to Screw Up an Ad Campaign: A Guide to
Planning and Creating Advertising That Works, ad-
industry veteran Barry Cohen tackles the biggest
mistakes a business can

make with its
marketing
campaigns —
everything

fram hiring
unqualified
personnel to ad-
agency recruit-
ment errors to
abandoning
efforts prema-
turely to maintain-
ing a tired old
approach. He also
addresses com-
mon misconcep-
tions about basic
advertising prin-
ciples.

Written in a conversational style and peppered with
suggestion “toolboxes,” this 272-page book offers copy
points, suggested reading and a helpful glossary of
advertising terms. Cohen makes recommendations
about how to test copy and explains the product
marketplace and how to create memorable campaigns.
But the best part of 70 Ways is the many stories of
effective — and disastrous — campaigns and tales of
repositioning ccmpetitors and overturning objections.

10 Ways is particularly suitable for helping newer
sellers understand their responsibilities, the competitive
forces they're facing and how to think from a client’s
point of view. For information or interviews, the author
can be reached at 973-340-6200.

Nex:Media/Erie, PA VP/GM
Rick Rambaldo’s photo was
omitted from last week’s
column on the GM of the
Year nominees for R&R's
Industry Achievement
Awards. Rambaldo’s picture

__appearsatright,

www.americanradiohistorv.com



www.americanradiohistory.com

12 ® RaR May 3, 2002

iNTERNET

- Jracenote.

The Superstar

Effect

Independent artists are. getting more expo-
sure and superstars are getting less money, N Hugo Cole
and 5's. ol Because of - p Urban : General Manager/Data Services
. . www.gracenote.com
file piracy, according to ‘ LWTW ARTIST CO¥Title | LWTW ARTIST CDTitle N Y ng@ 3
a new study by re- 18 1 ASHANTI Ashanti “Foolish® 3 1 ALICIA KEYS Songs In A Minor/ “How’ s | Grageneicieem
searchers at the Univer- ; 4 2 PUDDLE OF MUOO Come Clean/ “Blurry” 8 2 ASHANTI Foolish/ “Foalish” : Gracenote has well over 1 million unique daily
sity of Buffalo and the 3 2 3 vIEBIERLOVRY ] FOaFOnmE ol o L™ N users of the CDDB Music Recognition Service.
University of C 14 NICKELBACK Silver Side Up/“Remind,” "Bad" 2 4 MR. CHEEKS John P. Kelly/“Lights” : Each fi T s S
STl G CRINEC 3 5 JARULE Pain is Love/ "Time" 4 5 JARULE Pain is Love/*Time,” “Down” N R e
icut. The researchers 7 6 LUDACRIS Word Of Mout/“Roll 6 6 'NSYNC Celebrity/ Girlriend” g ||| BECTEaN R CTIESEERC e rC
come to some rather fa- 8 7 PINK Missundaztood/ “Don't” | 10 7 TWEET Southern Hummingbird/*Oops” = nection, track information for that CD is dis-
miliar conclusions, but ] ] S 8 ALANIS MORISSETTE Under Rug Swept/ “Hands™ S 8 R.KELLY & JAY-Z .. Both Worlds/“Money,” “Take” N played on the user’s computer or device, and
they also make some David Lawrence 10 9 CELINE DION A New Day Has Come/*Day" | 15 9 MARY J. BLIGE No More Drama/ “Rainy” : the data is anonymously aggregated by CDDB.
. . 6 10 LINKIN PARK Hybrid Theory/ “End” 1110 USHER 8701/*Call" N Here are the 50-most-pl CDs| 5
b N played CDs last week:
interesting recommen 13 11 SHAKIRA Laundry Service/ “Clothes™ ’ 7 11 LUDACRIS Word Of Mout/“Saturday”
dations. 12 12 INOIA.ARIE Acoustic Soul/ “Video™ 9 12 DMX The Great Depression/ “Miss” sM
The study, conducted by Professor Larry 14 13 ALICIA KEYS Songs in A Minor/“How" | — 13 MUSIQ Juslisen/ "Halfcrazy" | G | T AI_ 0 P
Sanders at Buffalo and Professors Ram Go- 15 14 KYLIE MINOGUE Fever/ “Out” 12 14 FAITH EVANS faithfully/ “Love”
: ; 16 15 ENRIQUE IGLESIAS Fscape/ “Escape” 16 15 METHDD MAN & REDMAN How High/“Part”
al and Sudip Bhattacharjee at UConn, looked ’
p hart d p for th larj 0 i 17 16 CREED Weathered/*Sacritice” 20 16 GERALD LEVERT Gerald's World/ “Makes™ LW TW ARTIST Album Title Weeks On
Al Ca adia= e [AELAIG e, anel e - — 17 VANESSA CARLTON 8 Not Nobody/“Miles * 1917  ANGIE STONE Mahogany Soul/Wish” 11 LINKIN PARK Hybrid Theory 74
pared the number of new acts on the charts 11 18 NO DOUBT Rock Steady/“Baby.” “Hella” 18 18 GLENN LEWIS World Outside My Window/ “Forget” o' 2 e ok ol %
from year to year. When that data was super- — 19 TWEET Southern Hummingbird/ *Oops™ 14 19 REMY SHANO Way / Feel/ “Message™ ox(ctty
imposed on data delinealing the rise of Nap- 19 20 MARY J. BLIGE No More Drama/“Drama” 17 20 B2K 82K/*“Gots” 4 3 ALICIA KEYS Songs In A Minor 44
ster, the researchers found that the number of I 3 4 CELINE DION A New Day Has Come 5
new artists charting increased post-Napster, » 5 5 NICKELBACK Silver Side Up 33
after having dropped steadily throughout the Coun try Smooth Jazz 6 6 CREED Weathered 23
early '90s. When compared- with rising Inter- 12 7 LUDACRIS Word Of Mouf 2
net usage, the artists i
g number of new on the LWTW ARTIST CO/Title - N LWTW ARTIST CO/Title ) 9 8 U2AIThat You Can't Leave Behind 80
charts matches up, step by step. 1 1 ALAN JACKSON Drive/ " Drive’ 1 1 CELINE DION A New Day Has Come/Day
The study also looked at how long it took 2 2 SOGGYBOTTOM BOYS O Brother Where... %/ “Sorrow” 2 2 ENYAA Day Without Rain/ “Time" 7 9 SHAKIRA Laundry Service 24
4 4 3 GEORGE STRAIT The Road Less Traveled/“Living" 3 3 ALICIAKEYS Songs In A Minor/"Faltin™ 8 10 ENYA A Day Without Rain 60
artists to get to the top of the charts and how 3 4 GARTH BROOKS Scarecrow/"Squeeze” § 4 RICKBRAUN Kisses In The Rain/*Use™ & o 67
long they stayed there. Gopal says, “We 5 5 MARTINA MCBRIDE Greatest Hits/“Blessed” 4 5 KIMWATERS From The Heart/*Dawn” RiCas O
looked at the movement when they hit the 6 6 TRAVIS TRITT Down The Road | Go/ “Modern” 7 6 PETER WHITE Glow/"Turn” 11 12 EMINEM Marshall Mathers LP 81
charts and then how far they rose. We then ; ; ;g:"‘::“‘"“:"‘:" ”’9”LC-’"’9 The Night/“Angel” : ; WAYMAN T'SDAELE FaGL'e ToF. f"’s‘-’/ s 15 13 ASHANTI Ashanti 4
tallied the number of positions and weeks on SRR e e ST i o e ;
fhie. clsarrs a0 F; Bt fhe soxain 8 9 CHRIS CAGLE Piay It Loud/“Breatne” 8 9 RUSS FREEMAN 7o Grover With Love/ “East” 20 14 LIMP BIZKIT Chocolate Starfish And... 81
& SHEane Eg el TS PISEIIg 12 10 BRODKS & DUNN Steers & Stripes/“Goodbye” 1210 BRIAN CULBERTSDN Nice And Siow/“About” 14 15 BLINK-182 Take Off Your Pants & Jacket 46
power’ of the release. A typical act had much 11 11 TRACY BYRD Ten Rounds/*Ten" 13 11 GREG KARUKAS Nightshift/“Nightshift” 7 T PO 2 5
lower sustaining power — meaning it stayed 10 12 TIM MCGRAW Set This Circus Down/ “Cowboy” 1112 MARC ANTOINE Cruisin’/*Strip” o
on the chart for far fewer weeks — once the 13 13 KENNY CHESNEY No Shoes, No Shirt../“Young™ 10 13 PAUL TAYLOR Hypnotic/ “Hyprotic™ 22 17 SOUNDTRACK Moulin Rouge 26
Napster phenomenon took hold, perhaps 18 14  CAROLYN DAWN JOHNSON Room With A View/ “Don't” | — 14 JEFF GOLUB Do it Again/“Cake" ' 18 18 PINK Missundaztood 17
] h 1 ] . 15 15 STEVE HOLY Blue Moor/ “Morning” 14 15 GERALD ALBRIGHT To Grover With Love/ “Winelight” 16 19 PUDDLE OF MUDD C ol 21
suggesiing. hat peopie'Wepe expenicheng 1716 JEFF CARSON Real Life/“Real 16 16 RICHARD ELLIOT Crusty*Crush” 3 ome Liean
more music and not sticking with tradition- 16 17 OIAMOND RIO Beautiful Mess/ “Mess” 17 17 ACOUSTIC ALCHEMY Aart/“Tutf" \ 35 20 JOHN MAYER Room For Squares 4
al superslars." :‘ 18 DIXIE CHICKS F’,V/.'DZHCC' l 18 18 RIPPINGTONS Life In The. Tropics/ “Caribbean” ‘} 21 21 VARIOUS ARTISTS Now That's What | .. 6
The researchers believe that superstars will 9 19 STEVE AZAR Waitin' On Joe/ “Have" — 19 DAVIO BENOIT Fuzzy Logic/ “Snap” i
: =, , Ny | it - 27 22 NELLY Country Grammar 78
end up losnng money over the next few years 20 LONESTAR /'m Already There/ “Day 19 20 JEFF LORBER Kickin' It/ “Nobody
. . 25 23 USHER 8701 29
due to file piracy. But they suggest that, 1n- = S | — )
stead of trying to fight piracy with technolo- . W % JARMLERshISLov 5
gy. record labels create a two-tier system to Hot AC Altematlve 24 25 STAIND Break The Cycle 48
allow people to purchase or sample files on- 13 26 SHERYL CROW C'mon C'mon 2
line. Newer artists would cost less to listen to, LWIW ARTIST COrTite LWTW ARTIST CO/Title 42 27 DAVE MATTHEWS BAND Everyday 59
and the superstars whose music is most like- 1 1 NICKELBACK Silver Side Up/“Remind” 1 1 NICKELBACK Silver Side Up/“Bad"
P 2 2 ALANIS MORISSETTE Uiider Aug Swept/“Hands™ 5 2 PUDDLE OF MUDD Come Clean“Blurry,” “Drift’ 23 28 SOUNOTRACK O Brother, Where Art Thou? - 20
ly to be pirated would cost more to sample. 3 3 CREED Weathered/“Sacrifice” 3 3 P.0.0. Satelite’*Youln,” “Boom” 29 29 BRITNEY SPEARS Britney 25
The research team 8 4 VANESSA CARLTON Be ot Nobody/“Mies 24 LINKIN PARK Hybrid Theory/"End.” “Papercut 26 30 PINK FLOYD Echoes (The Best of Pink Floyd) 25
also concluded that g ) 5 5 MICHELLE BRANCH The Spirit Aoom/ “Wanted 9 5 JIMMY EAT WORLD Bleed American/ “Middle”
there is a new feeling g:_,i,., 11 6 SHERYL CROW C'Mon, C'Mon/*Soak” 6 6 SYSTEM OF A DOWN Toxicity “Toxicity” — 31 KENNY CHESNEY No Shaes, No Shirt .. 1
- VET MISIC CTORTIN 6 7 NODOUBT Rock Steady/ “Baby” 7 1 BLINK-182 Take Off Your Pants And Jackel/ “First” 46 32 THE STROKES Is This It? 9
g ; B 13 8 GOO GOO OOLLS Gutterfiower/“Gone™ 4 8 STAIND Break The Cycie/"You™ . i
that the record in- 4 9 LINKIN PARK Hybrid Theory/“End” | 10 9 ADEMAAdema/“Way" 2
dustry is ripping them off. Gopal says, “There 10 10 PINK Missundaztood “Party” || "aF EEREATNR Hoobastank/“Crawling,” “Running” 38 34 TOOL Lateraius 45
is now price sensitivity in the music space be- § 12 11 CELINE DION A New Day Has Come/ “Day 8 11 INCUBUS Morning View/“Nice 39 35 COLDPLAY Parachutes 25
] : : “Blury” 2 UNWRITTEN LAW Eva/ “Red”
cause there is a Napster-created option of N 15 12 PUDDLE OF MUDD Come Clean"Blurry 181 = !
el e § p ool pt : § 9 13 JEWEL This Way/*Standing” 1413 TRIK TURNER Trik Turner/“Friends” 36 JAY-Z The Blueprint a3
ree. There IS a new reality Of music 1ans & 7 14 €00iE VEDDER 1 Am Sam/“Hide" | 1614 X-ECUTIONERS Built From Scratchy “Down” 28 37 KYLIE MINOGUE Fever E
who have never seen or used 12-inch albums § 14 15 DAVE MATTHEWS BAND Everyday/“Everyday” 2015 GOO GOO DOLLS Gutterfiower/“Gone™ 32 38 ALANIS MORISSETTE Under Rug Swept 9
and who have no point of reference from § 19 16  JOHN MAYER Room For Squares/“Such” 15 16 ROB ZOMBIE The Sinister Urge/ “Never”
which to view the value of MP3 files.” N 16 17 NATALIE IMBRUGLIA White Lifes Isiand/“Wrong" 17 17 DEFAULT The Fallout/“Wasting," “Deny” 44 39 NO DOUBT Rock Steady 1
Of course. there was no outcry about al- § 18 18  THE CALLING Camino Palmero/“Wherever” — 18 GODSMACK The Scorpion King/ “Alone” 45 40 CRAIG OAVID Born To Do It 20
b *bei i . 1 th N 17 19 KYLIE MINOGUE Fever/“Out” 19 19 JACK JOHNSON Brushfire Fairytales/ “Flake” — 41 JOHN WILLIAMS Star Wars Episode I 4
ums’ being too expensive until the argument N 50 55wy EAT WORLD Bleed American“Middie” — 20 INJECTED Burn 1 Black/*Faithless” '
became a way to explain away theft. N\ 33 42 DISTURBED The Sickness 38
Y/ P Y N I
N 2 — e e e AT e e 30 43 LENNY KRAVITZ Greatest Hits 81
v : ; . -charts are based on weekly rankings of CD sales, downloads and streams of artists online compile
David Lawrence is heard daily on more than 150 radio stations N " . 2 ) : _
pEes ) e o and1abulated directly from the logfiles of reporting websites. Reporters include Amazon.com, AT&T. net 44 WILCO Yankee Hotel Foxtrot 1
on his nationally syndicated shows: Online To-night, a nightty . e 4
Mo 38 oo TR e v (Frozen), B&N Radio (Frozen), BarnesandNoble.com, BellSouth Radio (Frozen), bolt Radio (Frozen), 37 45 JENNIFER LOPEZ J.Lo 43
'? 2 ETr - M i ~° CDNow.com, ChoiceRadio.com, Denver 93.3 Radio (Frozen), DMX Music, Gracenote.com, iWonRadio 48 46 INCUBUS Morning View »
deNE T RHSTES St SR e 00 2 (Frozen), Launch.yahoo.com (Frozen), MediAmazing (No Alt, Urban; CHR, Jazz Frozen), MusicMatch,
St i 200K T T TGC ot Music Choice, Radio.Beonair.Com, Radio Free Virgin, RealOne (Frozen), Spinner.com, The RadioAMP — 47 INDIA.ARIE Acoustic Soul 1
the Internet. He s based in Washingtort, OC and is heard on Network (Frozen), The Digital Music Network/DMN.com, and Voice Of America-Music Mix — Music Mix. — 48 NORAH JONES Come Away With Me 1
hundreds of stations, including WGN/Chicago, KFBK/Sacra- Voice Of America-Music Mix is weighted based on traffic reports by web traffic monitor MediaMetrix.
mento and WBT-AM & FM/Chariotte. You can reach him at . Charts are ranked with a 50/50 methodology of sales data and streaming/airplay data for the six reporting — 43 SADE Lovers Rock L1
david@netmusic countdown.com or by calling 800-396-6546. formats. © 2002 R&R Inc. © 2002 Online Today, Net Music Countdown. — 50 VARIOUS ARTISTS Now That's What |. 7

www.americanradiohistorv.com


www.americanradiohistory.com

Newsbreakers

May 3, 2002 R&R ® 13

Greene Resigns As
Grammy President

In a move that had been record-
industry gossip fodder for months,
By m Grammy Presi-
o dent  Michael
Greene resigned
“ton April 29 after
1 13 years with the
National Acad-
* % emy Of Record-
jing Arts & Sci-
i ences. Garth Fun-
dis. Chairman of
the Board of
Trustees for the
Recording Acad-
emy. is handling Greene’s former du-
ties on an interim basis.

The Recording Academy gave no
reascn for Greene's departure. but
the Los Angeles Times said the split
followed an eight-hour emergency
board meeting called by Fundis in
which the board’s 38 members were
presented with the findings of a
sexual-harassment investigation that
began six months ago. The Times
reported around that time that the
Recording Academy had approved a
$650.000 payout to settle sexual as-
sault and battery allegations made
against Greene by former NARAS
human resources executive Jill
Marie Geiger.

Greene — whom the Times says
was the highest-paid nonprofit boss
in the U.S.. carning around $2 mil-
lion in salary and bonuses — will
remain as a full-time consultant
through September and on a part-
time basis until after the 2003
Grammy Awards show. Greene
walked away with an $8 million
severance package. according to the
Times.

“We thank Mike for his years of
service and the contributions he’s
made to the organization and to the
music community” Fundis said. *I
also want to state that a full and fair
investigation of alleged misconduct

Greene

Arista Records has promoted
National Director/Rock & Alterna-
tive Promotion Shannah Miller to
Sr. Director/Rock & Alternative Pro-
motion. Concurrently, the label has
named Dave Lombardi Sr. Direc-
tor/Rock & Alternative Promotion.
Miller is based in Los Angeles,
while Lombardi is headquartered in
New York. Both executives report
to Sr. VP Steve Bartels.

Miller had held her most recent
post since.October 2000. She
joined Arista from the Columbia
Records Group, where she was
named National Director/Alternative
Promotion in 1998. Before that she
spent two years as the company’s
Local Promotion Manager in the
Boston and Houston markets. Miller
began her music-industry career as
a sales rep at Aiternative Distribu-
tion Alliance in 1993 and worked in
the Sony Music college radio pro-
motion department from 1994-96.

Lombardi comes to Arista from
Warner Bros. Records, which he
joined in 1989 as Manager/National
Alternative Promotion. In 1993 he

Arista Taps Two For Rock/Alt. Promo

Miller

Lombardi

was named Manager/National
Rock Promotion, and a year later
he was elevated to Director/Na-
tional Promotion, Rock Radio, a
post he held for the next seven
years. Prior to working at Warner
Bros. Lombardi spent half a year at
Pellegrino Promotions handling al-
ternative promotion and retail du-
ties. He was also Island Records/
4th & B'way’s Manager/National
Club Promotion from 1987-89. He
began his music-industry career as
a DJ in the New York and New Jer-
sey areas.

by Mike was completed. and it re-
vealed no sexual harassment. no sex
discrimination and no hostile work
environment at the Recording Acad-
B

treene noted. 1 am so proud of
what we've been able to accomplish
together over the past 13 years and
am gratified by the growth and suc-
cess of the organization and our mis-
sicn, especially our work with Mu-
sicales and the Grammy Foundation.
We have built a spectacular senior
management team. and [ will work
with the senior staff to ensure a
seamless. smooth and successful
transition.”

The move caps a turbulent yet
successful run for Greene. During
his tenure the Recording Academy

grew substantially. According to
the Times. membership jumped
from 3.500 to 17.000 after Greene
took the helm. while Recording
Academy assets increased from
$4.9 million to more than $50 mil-
lion. Gne of Greene's most im-
pressive achicvements was nego-
tiating a reported $20 million can-
tract with CBS to televise the
Grammy Awards.

Greene. however. had his share of
critics. In addition to a public run-
in with then-New York Mayor Rudy
Giuliani. who accused Greene of
being abusive to one of his aides.
Greene has been criticized for fail-
ing to funnel more funds to the Re-
cording Academy’s charitable enter-
prises.

Synergy

Continued from Page 1

hand. past actions resulted in the non-
cash $54 billion hit— caused by new
accounting regulations that require
companies to more accurately reflect
the fair market value of their assets
— 1o the company’s income state-
ment and balance sheet.

To be fair, AOLTW is hardly
alone. In the first quarter Vivendi
Universal took a one-time accounting
charge of 17 billion Euros ($15 bil-
lion). Viacom also took a $1.48 bil-
lion writeoff related mostly to its
Blockbuster unit.

In the post-Enron world, entertain-
ment industries have had plenty of
company. TeleconVInternet firm and
onetime Wall Street darling JDS
Uniphase last year booked a $39.8
billion goodwill writedown. Other
Internet firms have seen similar
multibillion-dollar noncash charges.

Rebuilding those lost values, ex-
ecutives say. is going to take a long
time. But, if history is any gauge, pro-
ponents say it may be a little sooner
than some people expect, despite all
the doom and gloom.

AOLTW executives brought that

into sharp focus during their quarterly
camnings presentation. AOLTW co-
COO Robert Pittman told attendees,
“[AOLTW Chairman] Steve Case
and [ agree that today’s situation re-
minds us of 1996. There was an aw-
ful lot of swirl about AOL then as
well. and the good news was the
company was in much better shape
than the swirl suggested. We put our
plan together then and executed it,
and we will do the same today.”

Co0-COO Richard Parsons added,
“The swirl. in my view, is out of line
with the realities. AOL will again be
a powerful growth driver for AOL
Titne Warmner. 1 remain very upbeat
about the future of the business. Any-
one who doesn’t believe in this busi-
ness is making a big mistake about
the future of this medium, about
America Online and about AOL
Time Warner.”

Most financial pros, however,
aren’t betting on the wonders of syn-
ergy to pull the media giants through
their current hard times. Veteran
Jefferies & Co. entertainment analyst
Fred Moran said, “All of these
charges relate to the accounting rule
FAS 142 and are reflective of
changes in accounting standards
rather than indications of different

companies’ business prospects or
overall financial health.

“In AOL Time Warner’s case, the
first-quarter results were pretty good,
except for America Online. While in-
vestors have been very critical of the
stock throughout the bulk of this year,
that criticism stems more from soft-
ness in Internet advertising, as ap-
posed to the traditional media busi-
nesses, which are performing quite
well despite the tough economic cli-
mate. Cable operations and cable net-
works, entertainment and music have
all performed very solidly so far this
year and are actually offsetting the
weakness at the online unit.”

Mark Greenberg, a Sr. VP and ana-
lyst with mutual-fund giant Invesco’s
Leisure Fund, agrees. “Synergies are
difficult to achieve within large com-
panies,” he said. “It’s almost as if it’s
‘dis-economies of scale.” Once you
get beyond a certain size, it’s difficult.

“In the radio business, for instance,
if a smaller radio group sees a com-
petitive threat in a given market or
needs to change a disc jockey at a
certain station, senior management
— which usually rose up within the
management ranks — knows how to
deal with it.

*“Within multibillion-dollar corpara-
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market.

EXECUTIVE ACTION

Bohannon Becomes CC/Greenshoro Market Manager

organ Bohannon has been elevated from Director/Sales to Market
Manager for Clear Channel's Greensboro cluster. The company owns
AC WMAG, Rock WVBZ and Country outlets WTQR and WWCC in the

*Morgan has done an outstanding job and has been groomed for this
position by Kim Pyle, who is taking a leave of absence,” said Clear Chan-
nel Radio Regional VP Skip Schmidt. “I'm always pleased when there’s
an opportunity to promote talented radio pros like Morgan from within.
He's ready for the added responsibilities. While we'll miss Kim, | know
Morgan will ensure that we don’t miss a step in the transition.”

Bohannon has been in radio for more than 18 years and has worked
throughout the Southeast, including stints in Memphis and Greenville,
SC. “Taking over as Market Manage - for the Greensboro cluster is a great
milestone in my career,” he said. “Clear Channel/Greensboro has the best
collection of stations, formats, advertisers and listeners in the Southeast.
I'm excited to be a part of its growth "

Letters
Continued from Page 3

Radio Must Better
Educate Clients

| want to point out something |
think causes our industry problems
from the top executives down to the
first-day salesperson. The com-
ments from Rep. Billy Tauzin's aide
Ken Johnson during the roundtable
at the NAB Congressional Breakfast
(R&R 4/12) are typical of peaple who
do not understand radio. it's not their
fault, it's ours, “the stewards of good
radio education.”

Johnson said he doubts that the
Distilled Spirits Council's renewed in-
terest in radio will receive the same
sort of scrutiny as seen with the TV
industry, since TV is a visual medium
and, therefore, creates a greater
awareness with people. If the radio
industry does not challenge that
comment, then we should expect to
continue to get a smaller percentage
of the advertising pie.

If liquor ads ran on Talk, Sports/
Talk, Classic Rock and other stations
that targeted adults, they would see
an increase in business just like any
other category that has ever commit-
ted to advertising on radio and done
it the correct way. It's no coincidence

to edit letters.

_The views expressed in a letter to the editor a;re those of the writer only.
The writer is solely responsible for the content. R&R reserves the right

that “radio promotions” produce suc-
cess every time, because no “client”
or “agency” gets to tell us what will
work. We know what works, and we
know how to make radio work.
When clients try radio the way they
think it should be done, it usually
doesn’'t work. That's our fault!
| spoke recently with a concert pro-
moter who thanked me for my radio
stations’ support of his concert and all
the “extra” things we have done. He
asked me to bring my station logo on
the day of the concert. | asked why,
and he said the band and he were
planning to run a full-page ad in the
newspaper to thank everyone who
helped and donated time.
| spoke up! “You told me the
newspaper hadn’t helped in any
way!” | said. “They hadn’t run a
cover story or made any mention of
a concert, and they weren't even
planning to send a reporter to the
concert. Why don’t you spend the
money with the two radio stations
that helped?” His answer: “ hadn't
thought about that.” | said | would set
up the recording for after the concert
and asked how much he planned on
spending in the paper.
We've got to fight it!
Phii McComb
GM, KKOY-AM & FM/Chanute,
KS and KSNP/Burlington, KS

tions. the senior executives, except in
rare cases. are not thinking about what
made the company great. They're
thinking about it more from a total cor-
porate point of view. That's probably
not going to change, because these
companies are so huge and incorpo-
rate many different properties.”
Beyond “doing things like selling
magazine subscriptions on America
Online, cross-promoting and cross-
selling movies and music and a few
other similar things,” Greenberg said,
synergy is “‘really limited.” He added,
“In the radio business, Clear Channel
has talked about the synergy of SFX
Entertainment and its radio stations.
That’s great, but they’re getting sued
over it. It’s difficult to do.”
Meanwhile, Jefferies’ Moran won-
ders if the record industry is close to
bottoming out. “*“We are more com-
fortable with the financial condition
of the Warner Music Group than we
have been in quite some time,” he
said. “First-quarter music sales and

cash flow strengthened for the first
time in quite a while. But were fore-
casting flat to modestly higher music
revenues and cash flow for the rest of
the year because the record industry
remains in a mature state. The CD
format has matured, and there is no
new distribution system on the hori-
zon. At some point, if the Internet can
get harnessed and pay-for-titles [rev-
enue streams] take off, then we could
see a new leg of growth. Until then,
it’s a market-share battle.”

Greenberg noted, “There’s an old
expression that goes something like,
‘I’ve been down so low for so long,
it looks like up.” I don’t really see
anything that’s going to cause the
music industry to return to profit lev-
els it experienced several years ago.
The only thing in the short term
that’s going to help the music indus-
try is finding a group of artists who
create new kinds of music that no-
body has heard, which will get
people back in the stores.”
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Continued from Page 4

praised a few of Cox’s clusters for
turning in strong QI results. He noted
that the company’s Houston stations
posted a 10% gain in revenues and said
that reformatting of the former Clas-
sical WTMI/Miami as CHR/Rhythmic
WPMY was a “runaway success.”

He pointed out that the station made
“major progress in the money demos,”
which he said was the primary reason
for changing the format in the first
place. According to the winter ratings
released Monday, the station moved
from 19th place to third in the 18-34
demo, from 20th to fourth among 18-
49s and from 20th to sixth 25-54. “I've
been involved in a number of great
start-ups at Cox Radio,” Neil said, “but
to do this in such a large market in
such a short time is just unbelievable.”

* Hefty charges soured Spanish
Broadcasting System’s Q1 results as
the company posted a QI net a loss of
$100.5 million, or $1.55 per share,
compared to a loss of $4.2 million, or
6 cents, in Q1 2001. The loss is blamed
on two noncash charges totaling
$100.7 million: a $45.3 million charge
to reflect the cumulative effect of a
change in accounting principles and a
charge of $55.4 million to income-tax
expense to establish a valuation allow-
ance against the company’s deferred
tax assets.

First Call/Thomson Financial’s
Chuck Hill told R&R that SBS would
have reported a loss of 3 cents with-
out the charges. In that case. he said,
SBS beat the analyst consensus esti-
mate by a penny. Revenues increased
18%, to $29.7 million, while BCF im-
proved 68%, to $11.1 million. On a
same-station basis, net revenues
climbed 14%, and BCF increased 35%.
For Q2, the company expects net rev-
enue growth of 6%-7% and predicts
BCF of $14 million to $14.5 million.

Despite the losses, SBS Chairman/
CEO Raul Alarcon cited increased rev-
enues at KLAX & KXOL/Los Ange-
les for the company’s revenue gains.
“Our stations either increased or main-
tained their leadership positions in
reaching our target demographics in
our core markets, including New York,
Chicago and Miami,” he said. “In Los
Angeles the company is now the sec-
ond-largest Hispanic-radio entity
among six competitors.” Alarcon ad-
mitted, however, that visibility for SBS

remains limited because revenues con-
tinue to outpace general-market radio-
advertising revenues in the majority of
its markets.

* March made all the difference for
Beasley Broadcast Group’s Ql,
Chairman/CEO George Beasley said
Monday. He said results for that month
were surprisingly strong across all of
Beasley’s markets, but especially
Philadelphia and Las Vegas, where, he
said, “‘station turnarounds are starting
to attract some meaningful ad dollars.”

Q! BCF improved 7%, to $6.9 mil-
lion (driven by a surge in revenues at
the Philadelphia stations); EBITDA
improved 7%, to $5.7 million; and af-
ter-tax cash flow jumped 44%, to $4
million. Net loss widened from $2.6
million, or 11 cents per share, to $10.3
million, or 42 cents, but the latest fig-
ure includes the effects of a one-time
charge of $12.1 million, or 50 cents,
for a writedown from Beasley’s acqui-
sition of Centennial Broadcasting. Ex-
cluding that charge, Beasley would
have seen Q1 income of $1.8 million.

Net revenues slipped 4%, to $24.9
million, which the company attributed,
in part, to $900,000 in lost barter rev-
enues from a now-defunct Internet
venture. On a same-station basis, rev-
enue fell 5% and BCF improved 7%.
Looking ahead to Q2, the company ex-
pects revenue of about $27 million,
BCF of $8.5 million and ATCF per
share of 13 cents.

* Walt Disney Co. CFO Tom Staggs
underscored an upswing in the ABC
Radio division. “While not a big factor
in this quarter’s broadcasting results,” he
said, “it’s worth noting that our radio
group’s numbers were up modestly on
a year-over-year basis through a com-
bination of efficient cost management
and an ad environment that has shown
early signs of improvement.” .

Fiscal Q2 revenues for the broad-
casting segment of the company’s Me-
dia Networks division slipped 15%, to
$1.3 billion, while operating income
dropped from a $167 million profit a
year ago to an $11 million loss. Me-
dia Networks EBITDA slid 28%, to
$354 million.

For the company as a whole, EPS
came in at 13 cents — 3 cents ahead
of the Thomson Financial/First Call
consensus. Net income was $259 mil-
lion, 51% below the $524 million pro
forma profit from Q2 2001. Revenues

Continued on Page 31

Demery
Continued from Page 3

fit for Live 105, especially as we seek
to craft a more compelling, mass-ap-
peal alternative sound and personal-
ity.”

Demery was most recently Sr. Di-
rector/Music Programming at Internet
broadcaster RadioCentral Networks.

At RadioCentral he created online ra-
dio networks with multiple formats
for such large clients as Lycos. Earth-
link and A&E.

“The people at Live 105 are great.”
Demery told R&R. “Jay put together
a great staff. We're going to spend the
next few months molding and honing
the station from being an Alternative
community to becoming a vibrant
part of San Francisco’s culture.”

Convention
Continued from Page 1

discounted room rates. Anyone call-
ing after the hotel is sold out will be
referred to nearby hotels.

Attendees are also urged to regis-

ter for the convention before the end
of business today, May 3, to take ad-
vantage of R&R’s early-bird discount.
After the close of business today, reg-
istration fees rise by $50 in all catego-
ries. To register, go to www.rronline.
com.

Continued from Page 4

Triad, Cumulus Reach Agreement In Florida Sale

R

state capital.

Triad Broadcasting and Cumulus Media have settied a dispute that dates back to July 2001, when Triad
agreed to pay Cumulus $1.73 million for Urban Oldies WWLD/Tallahassee, FL. The Oct. 26, 2001 closing date
came and went with the deal uncompleted, and Triad filed suit in November alleging that Cumulus “made it clear it
had no intention of proceeding with the closing.” Under the terms of the settlement, the deal will close no later than
Nov. 1, 2002. Triad President/CEO David Benjamin refused to elaborate on the terms, though he told R&R he
hopes the closing date will be sooner. Once Triad assumes control of WWLD, it will own four FM stations in Florida’s

Radio One Seen As Consolidation Target?

adio One may be a target for consolidation, according to On24’s Steve Harmon. Harmon examined Radio
One’s class D shares in this week's Marketsnap report for the online business-news service — but he also

noted that his opinion could be premature because Radio One management owns a controliing interest in voting
stock. Harmon, whose analysis shows the company trading at about 10-times cash flow with no earnings, said
Radio One’s niche focus on African-American programming has helped its shares increase over the past 52 weeks.
His report followed Radio One’s April 26 filing of its ownership statement with the FCC, which showed Mutual Fund
Fidelity owning almost 12% of the company and Putnam Investments owning more than 5%.

Delong

Continued from Page 1

an unwavering commitment to our
artists. We are confident that Val will
become even more instrumental in
taking the label to new levels in an
increasingly demanding market-
place.”

Del.ong noted, “This promotion is
a wonderful opportunity to continue
building one of the industry’s most
dynamic music companies. Universal
has quickly emerged as a world-class
leader that is home to a diverse ros-
ter of talent and equally gifted execu-
tives. [ look forward to continuing to
be part of this incredible team.”

Prior to joining Universal DeLong
served as Sr. VP/Promotion for Lava
Records, where she was instrumental
in the breakthrough success of Match-
box Twenty, Edwin McCain, The
Corrs, Jill Sobule and Sugar Ray. She
also served as Sr. VP/Promotion for
The Enclave, working with such art-
ists as World Party and Drain.

BIA

Continued from Page 1

unimaginable numbers of stations
sold for breathtaking prices,” BIAfn
noted.

For 2001, radio-station transaction
activity decreased 46% as the total
value of those sales slumped 85%, to
just below $4 billion. The slowdown
in station deals was a yearlong di-
lemma for brokers, and BIAfn said
the events of Sept. 11 and their after-
math were ancillary to the prime rea-
sons for the virtual halt in station
sales. Thanks to the incredible volume
of sales seen over the last several
years and the “maxing out” of some
groups in particular markets, interest
in acquiring new stations was se-
verely reduced.

Last year just 1,000 stations were
traded. That’s the lowest number of
stations dealt for an entire year since
1991, when 1,009 stations were
bought, sold or traded. Of the stations
sold in 2001, 644 were located in
rated markets. Compare that to 1997,
when the Telecommunications Act of
1996 led companies to trade 2,250
stations, 1.613 of them in rated mar-
kets. Not surprisingly. the overall
value of radio-station transactions on

a per-year basis has suffered and is at
its lowest point since 1994. In 2001
the value of total station sales for the

year came in at $3.8 billion. That,

compares to $24.9 billion in 2000 and
$28.5 billion in 1999.

The decrease in station sales wasn’t
limited to a particular region or con-
fined to small-, medium- or large-
sized markets. BIAfn said the slow-
down in transactions was seen across
most market sizes, although rated
markets saw a larger dip in the num-
ber of stations sold. Furthermore, the
top 10 markets saw the most pro-
nounced decrease in the number of
sales, as sales amounted to just 10%
of the number in previous years. The
sharp decline in the number of large-
market stations sold also sent the av-
erage price paid for a station down
nearly $10 million.

While Forstmann Little’s Q1 2001
acquisition of Citadel placed the cor-
porate investment firm at the top of
the list for groups acquiring stations
in 2001, Clear Channel and Cumulus
both kept busy adding stations to their
portfolios. Clear Channel added 60 sta-
tions to its roster, while Cumulus ac-
quired 27 stations. Mapleton (with
19). Regent (with 18) and Radio One
(with 17) rounded out the top five.

See the chart on Page | for more de-
tails.

What does 2002 and beyond hold
for brokers? BIAfn speculates that
some of the larger radio operators will
acquire groups that operate 20-40 sta-
tions. “Those sized groups will either
have to acquire stations or be acquired
themselves to compete in the rad<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>