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Dave Grohl’s Triple Crown ' 4 ) | o Radio Gets Good Marks

Dave Grohl appears on three top 10 projects at — /e f— Af—— A study commissioned by the NAB has found that public

Alternative radio: “All My Life” by The Foo Fighters on - perceptions of local radio remain positive. Most respon-
- Y, RCA, “You Know dents say radio fills a
ALE M LIFE Y You're Right” (as a | vital role in providing

member of Nirvana) ‘ news and information
on Geffen/Interscope y and that listeners
and in a featured role . generally feel that
on “No One Knows” - s 1 radio is providing
by Interscope’s as much musical
Queens Of The ”l”/” ﬁ ”f[’”””; variety as ever.
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MAKING THE WORLD A
BETTER PLACE TO LISTEN IN

UNIVERSAL MUSIC GROUP NASHVILLE
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HAPPY NEW YEAR!

SINGING IN THE NEwW YEAR WITH...

GEORGE STRAIT “She’ll Leave You With A Smile” SHANIA TwAIN "Upl”
MARK WIiLLS 19 Somethin™ STEVE AzAR "Waitin® On Joe”
TeErRRI CLARK “I Just Wanna Be Mad” LEE ANN WOMACK “Forever Everyday”
GARY ALLAN “Man To Man” ANTHONY SMITH "Half A Man”
VINCE GiILL “Next Big Thing” KiM RiIcHEY "The Circus Song’

WiLLIE NELSON “Always On My Mind” RvAaN AbpAMS "Nuclear”




Going for Adds at Pop
and Rhythm now!

CRAIG _
DAVID ¢

HIDDEN AGENDA /

The new single from the album
SLICKER THAN YOUR AVERAGE

These stations
couldn't wait:

KUBE KHTS
KSLZ KKRZ
KVEG WFLY
KHTT WZNY
KZMG WIOG
KQXY KWNZ
KNDA WPKF
and more

Produced by Mark Hill for Mark Hill Procuctions
Mixed by Steve Fitzmaurice

-
Executive Producers: Colin Lester & lar McAndrey S
Managemaent: Calin Lester & lan McAndrew for
Wildlife Entertainment, Ltd.

© 2002 Witdstar Records Ltd. under exclusive license to Atlantic Recording Corporation
tor the United States. Warner Music Group. An ACL Time Warner Company.

www.cralgdavid.com
www.atlantic-records.com
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JOBS THEME ISSUE

it's become an annual tradition: R&R
dedicates its first issue of each year to
those in our industry who are changing or
upgrading their employment status.
R&R's Jeft Green and Angela King kick
things off with “A GM’s Guide to Hiring a
PD.” The duo gathered opinions from no
fewer than nine industry leaders about the
qualities to look for when recruiting a
programmer for your stations. In some of
the other jobs-related columns this week,
R&R’s Jim Kerr looks online for radio job
postings, and Tony Novia publishes an
impressive list of radio and record
professionals who are seeking work.
Throughout this issue

D E

WINNING TRENDS FOR 2003

Now that a tumultuous
2002 is behind us, what’s
in store for the new year?
There's no better person
to tell us than futurist
John Parikhal, and this
week he lets us in on nine
things that consumers will
demand in 2003 and that you might be
able to supply. John calls on radio to be
bold and take chances, but, whatever
you do, know your audience and be a
step ahead of their reactions. You'll find
John’s prognostications in this week's
Management, Marketing & Sales
section.

Pages 9-10

* XM Satellite Radio secures $450
million in financing; broadcaster Steve
Hicks joins XM board of directors

* Bill Hurwitz appointed GM of
Milwaukee Radio Alliance

* Tom “Jammer” Naylor takes PD
chair at KFMS/Las Vegas

¢ Bo Matthews joins WFKS &
WPLA/Jacksonville as PD

Page 3

R&R INTRODUCES NEW

LOOK FOR °03!

R&R readers will notice a fresh new look
throughout the publication, effective this
week. With an updated look and style,
R&R begins 2003, our 30th year.

/@& NUMBER ONES

SPECIAL NOTE: Due to
the recent holidays, this
special issue of R&R
contains no charts or
music pages. All charts
and music data will
return next week.

JANUARY 3, 2003

Entravision Buys Big City/L.A.
‘Viva 107.1’ trimulcast fetches $137 million

By Adam Jacobson
R&R Radio Editor
ajacobson@radioandrecords.com

Christmas came a day early
for Entravision Communica-
tions. On Dec. 24, 2002, the
multimedia corporation re-
ceived the green light from Big
City Radio to acquire Big
City’s three Southern Califor-
nia FMs in a cash and stock
deal valued at about $137 mil-

lion.

Specifically, Entravision has
agreed to pay Big City $100 mil-
lion in cash for KLYY/Arcadia
(Los Angeles), KSYY/Fallbrook
(Oceanside) and KVYY/Ventura,
CA, collectively known as Span-
ish Contemporary trimulcast
”Viva 107.1.” Additionally,
Entravision will give Big City 3.77
million shares of Entravision com-
mon stock, which was valued at
$37 million, based an on average

ENTRAVISION »See Page 16

Is Radio Ready For More Consolidation?

Top industry execs, Wall Street analyst look ahead to next wave

By Joe Howard
R&R Washington Bureau

jhoward@radioandrecords.com

For months now, there’s been a buzz
about a second wave of consolidation in the
radio industry that many believe is on the
way. As R&R kicks off its
30th year reporting on the
ever-changing radio busi-
ness, we decided to reach
out to some of the industry’s
most trusted sources to hear |
their thoughts about when

and if — this new wave
will crest and to get their in-
sights on what form it might
take and which players may
participate.

Emmis CEO Jeff Smulyan is head of a
company that’s considered an industry bell-
wether, so his opinion on the issue could be
considered an important one. While he told
R&R that he thinks another wave of consoli-
dation could occur anytime within the next
one to five years, he’s not convinced that any
of the major radio players are in a hurry to
sell out.

“The companies that are remaining are sort
of fiercely independent,” he told R&R in an
exclusive interview. “If you look at the first
wave of consolidation, it really was brought
about by a lot of financial people who came
in the early "90s, bought a lot of assets, rolled

'\

Hogn

them up and then turned them over for sale.
A lot of people who were in this business
clearly weren’t focused on being in it for the
long term. They were very upfront about the
fact that they viewed the radio industry as an
investment and not as a
long-term commitment to
the business.”

But pointing to Emmis
and several other compa-
nies he believes are in it for
the long haul (he cited
Bonneville, Susquehanna,
Jefferson-Pilot, Entercom
Greater Media and ABC
Radio), Smulyan said,
“Most of those companies
realize they compete very nicely right now.
When the first wave came, I think the con-
sensus was that you couldn’t possibly sur-
vive if you didn’t merge. Then I think they
saw they could operate pretty well without
doing that.”

Radio & Retail

Describing radio consolidation as “an ongo-
ing process,” Clear Channel Radio CEO John
Hogan looked to the past to illustrate his view
of the future of the industry, saying that con-
solidation in the retail industry in the 1980s

Smuln

CONSOLIDATION » See Page 6

A GM’s Guide To Hiring A PD

By Jetf Green & Angela King
R&R Staff Writers

With the fall 2002 ratings ar-
riving, many programming
positions will begin
opening up as some
PDs earn the right to
advance to better op-
portunities while, inevi-
tably, others fall victim
to changing circum-
stances. Because the
job of hiring a new PD
is so important, in this
week’s jobs theme is-
sue we've asked radio
executives and con-
sultants to offer their guidance
to those facing the task of re-
cruiting a new programmer.

Next to farming, a PD’s job
probably involves shouldering
more different responsibilities
than any other occupation.

PDs are managers, coaches,
psychologists, mentors, bridge
builders, cheerleaders, market-
ers and battle strategists — they
do it all. With that in
mind, what should
managers be looking for
when it’s time to hire a
new program director?
Aside from a mastery
of programming me-
chanics, the bottom-line
PD skill is, frankly, all
about the bottom line.
“Knowledge of the
business and sales side
is a large part of a good
PD’s repertoire,” says Clear
Channel Regional VP/Pro-
gramming Alan Sledge. “Un-
derstanding the business model
is critical.”
An experienced GM, WDBO/
* See Page 10

Infinity/L.A. Ups
Pohlman To SVP

Reeb adds VP/GM
duties at KCBS-FM

By Carol Archer

R&R Smooth Jazz Editor
carcher@radioandrecords.com

Infinity Broadcasting has
promoted Tim Pohlman to Sr.

Pohiman Reeb

VP/Market Manager in Los
Angeles, where the company
owns Classic Rock KCBS-FM,
News KFWB, Talk KLSX, News
KNX, Alternative KROQ, Old-
ies KRTH and Smooth Jazz
KTWV. He will continue as
VP/GM of KTWV but will re-
linquish his role as Director/
Sales for the L.A. cluster.

At the same time, Trip Reeb,
who has been VP/GM at KROQ
since 1989, has added VP/GM

POHLMAN » See Page 11

By Ron Rodrigues

R&R Editor-In-Chief
ronr@radioandrecords.com

A survey commissioned
by the NAB has found that
the public is generally satis-
fied with the job local radio
stations are doing and be-
lieves radio is providing a
sufficient variety of music.
The study, conducted in mid-
December 2002 by Washing-
ton, DC polling firm the
Mellman Group, also found
that a vast majority of listen-
ers feel that radio has filled
an important role by provid-
ing news and information.

A majority (56%) of the

L

Survey Says: Consumers
Satisfied With Music,
News Choices On Radio

1,000 respondents say their
favorite radio station plays
music they like most of the
time, with 18% saying their
favorite station “always” plays
music they like. About 10%
of listeners say their favorite
station “rarely” plays the
music they like, while 3% say
their favorite station “never”
plays the music they like.
For the most part, listeners
are satisfied with the musical
variety on radio. Some 29%
of respondents believe that
radio is actually providing

SURVEY» See Page 3

| Today's news today: www.radioandrecords.com
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XM Secures $450 Million In
Much-Needed Financing

Satcaster meets projections as receiver sales
hit 24,000 over holidays; Hicks to join board

By Adam Jacobson
R&R Radio Edtor

ajacobsont¥radicandracords.com

Sirius Satellite Radio on Oct. 17,
2002 announced a $1.2 billion re-
capitalization plan that
would help fund the
company through mid-
2004 — a move that in-
stantly reignited Sirius’
battle with XM Satellite
Radio and led many on
Wall Street to question
XM'’s ability to obtain
similar financing.

XM took care of busi-
ness on Dec. 23, 2002 by
securing a $450 million fi-
nancing package that includes a
significant sale of notes, a modest
sale of common shares and a hefty
agreement from General Motors to
defer or finance up to $250 million
in payments through 2006.

“With this financing package,
we believe we have achieved full
funding through cash-flow break-
even,” XM President/CEO Hugh
Panero said. VP/Corporate Com-
munications Chance Patterson told

R&R that XM expects break-even
cash flow by mid-2004.

The multifaceted funding plan
includes the sale of $185 million
in notes, convertible into com-
mon stock at a price of
$3.18 per share, to Ameri-
can Honda Motor Co.,
Hughes Electronics, Hearst
Corp., Columbia Capital
and Eastbourne Capital
Management, among oth-
ers. Additionally, XM will
sell 5.5 million new com-
mon shares at $2.70 apiece
to Charles Schwab’s U.S.
Trust Corp.; the sale of
common shares is valued
at about $15 million, Patterson
said.

Meanwhile, XM employees can
thank General Motors, which is
currently factory-installing XM ra-
dios in 25 different 2003 vehicle
models, for spreading some holi-
day cheer throughout XM’s Wash-
ington, DC facilities just in time for
Christmas. GM'’s agreement to de-
fer or finance up to $250 million

XM »See Page 11

All | Want Far L‘hnstmas Is

. KLOS/Los Angeles morning hosts

Mark Thompson and Brian Phelps hosted the Mark & Brian 2002 Christmas
Show on Dec. 13 at L.A.’s Wiltern Theatre. The show featured a star-studded
lineup, including Sammy Hagar and The Waboritas with Michael Anthony, Joan
Osbourne, Dwight Yoakam, Dave Mason, Carlos Mencia, Toad The Wet
Sprocket, Ivan Neville, Soul Connection and Gary Marshall. During the show
Thompson (1) and Phelps took some time to interview one of their young fans.

On Top Of The World New York Market Radio, an organization that
provides research and information on New York radio stations to
advertisers and advertising agencies, recently held its 19th annual holiday
gala at the World in Times Square. Seen here celebrating another year's
success are (I-r) OMD USA's Sharon Friedlander; WBLS & WLIB/New York
GM and NYMRAD Chairman Kernie Anderson; OMD’s Liz Russo; WABC,
WEVD & WQEW/New York’s Tim McCarthy; WINS & WNEW/New York's
Scott Herman; NYMRAD's Deborah Beagan; and WADO & WCAA/New
York's Stephanie McNamara.

Naylor Named PD At KFMS/Las Vegas

Tom “Jammer” Naylor has been named PD of CHR/Pop KFMS
(Kiss 101.9)/Las Vegas. He’s leaving a similar post at KKSS/ Albuquer-
que to replace longtime Kiss PD Rik McNeil, who has exited.

Naylor previously worked for Clear Channel when he was at
KUMX/New Orleans, formerly KHOM, from 1995-98.

”I am absolutely ecstatic to be rejoining the Clear Channel family,
and I'm looking forward to getting Kiss fired up,” Naylor told R&R.
“Hey, if I survived New Orleans, Las Vegas should be a cakewalk.”

Back at KKSS — the former Simmons CHR/Pop station that recently
reverted to CHR/Rhythmic under new owner Hispanic Broadcasting
— Asst. PD Crash, MD Alley and HBC Regional PD J.D. Gonzalez will
take care of programming until a replacement for Naylor is named.

Matthews Moves To WFKS & WPLA As PD

Bo Matthews has been tapped as PD of Clear Channel’s CHR/Pop
WFKS and Alternative WPLA in Jacksonville. Matthews, who will start
his new job in the middle of January, will replace WFKS PD Brent
McKay and WPLA PD Scott Petibone, who exit.

Matthews is currently PD of Clear Channel’s CHR/Rhythmic WBTT
and News/Talk WRLR in Ft. Myers. Those stations are searching for
his replacement.

“I'm so pumped up about this opportunity,” Matthews told R&R.
“I'd like to thank Marc Chase, Chris Kampmeier and the management
team at Clear Channel/Jacksonville, Gail Austin and David Manning,
for having the confidence in me to get the job done.”

e —cr—e T —mow o o

Milwaukee Alliance
Ups Hurwitz To GM

Bill Hurwitz has been named
GM of the Milwaukee Radio Al-
liance, which comprises Urban
WMCS, Smooth Jazz WJZI and
Alternative WLUM and their par-
ent companies, Shamrock Com-
munications and All-Pro Broad-
casting. He was most recently
NSM for the Alliance.

“ After 27 years in the market,
it's wonderful to get this chance
to work for a great company at
these great properties,” Hurwitz
told R&R. "My first order of
business is to get them where
they deserve to be.”

Hurwitz, who replaces Dan
Manella, has also worked for
crosstown WLTQ and WISN-AM

Laughter Is The Best Weapon wayk/Tampa GM Tom.Rivers recently joined Gen. Tommy-Franks, head of the
U.S. Central Command, and the cast of Analyze That for a special screening of the film for troops stationed at Tampa's

MacDill Air Force Base. Seen here smiling for the camera are (I-r) Rivers, Robert De Niro, Franks, Billy Crystal and Kevin
Spacey.
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more variety than it did five years
ago, while 21% say radio is pro-
viding the same amount of vari-
ety. About 17% of respondents
say radio is providing less variety
than it did five years ago. A
Mellman Group note stated that
these results are consistent across
gender, age, income and geo-
graphic lines.

More than half (51%) of Ameri-
cans polled listen to the radio ev-
ery day for news, sports, weather,
traffic and community activities;
70% listen at least several days a
week for this information. The
rest listen about once a week (8%),
tune in “once a month or less” or
“a few times a month” (11%) or
never turn to the radio for news
and other information (8%).

Overall, radio gets high marks
from the public. Some two-thirds
of respondents (65%) are satisfied
with the job their local stations are
doing, with 37% “very satisfied.”
About 13% are "unsatisfied” with
local radio, and 6% are “very un-
satisfied.”

About 78% of those surveyed
say local radio plays an important
role in providing news and infor-
mation to their communities, with
37% saying that radio plays a
“very important” role in that re-
gard. Of the naysayers, 8% believe
that local radio’s role is “not too
important,” while 3% say it's “not
important at all.”
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ABC Goes To Court
Over Failed Acquisition

By Joe Howard

R&R Washington Bureau
Jjhoward@radioandrecords.com

laiming that it has made every attempt to avoid liti-
gation, in November ABC filed suit in the U.S. District
Court for the Eastern District of Arkansas, Western Divi-
sion, alleging that KYFX-FM/Little Rock owner Nameloc
Inc. refused to honor a contract to sell the station to ABC
for $2.5 million. In filing the complaint, ABC said it sim-
ply wants Nameloc to honor the agreement.

""We regret the necessity of mov-
ing forward with the filing of this
complaint,” ABC said in a state-

ment, “but [Nameloc owner Lor-
etta] House signed an agreement
to sell us her station, and we want

to buy it.” The statement contin-
ued, “Before resorting to the
courts, we repeatedly tried to con-
vince her to honor the contract
she signed, but she refused. All
we are asking is that she live up
to her word and let the sale go
through.”

The sale agreement for KYFX
was signed in March 2002. ABC
wants the station for its Radio Dis-
ney Children’s format.

Consolidation
Continued from Page 1

played a significant role in the con-
solidation of radio.

“During the 1980s, ‘Main St.
US.A." was transformed from a
series of mom-and-pop hardware
stores, grocery and drug stores,
apparel shops, music stores and
small discounters — like the old
Five & Ten stores — to a retail base
controlled by an oligopoly of out-
of-town owners,” Hogan said.
“Wal-Mart, Home Depot, Meijer,
Biggs and a whole host of other
one-stop-shopping retailers drove
the local bicycle shops, bakeries
and specialty stores out of busi-
ness in city after city.

“That decimated the retail adver-
tising base, which traditionally
supported local radio. More impor-
tantly, these large chains used na-
tional, not local, advertising, leav-
ing radio in dismal shape. The FCC
loosened ownership rules when it
became apparent that independent
radio operators were falling on ex-
tremely difficult economic times
long before the 1996 Telecom Act.

”As stations began failing, the
FCC knew that consolidation was
one of the key components to pro-

viding a synergy of scale to radio
— a breadth of operations that
would allow the licenseholder to
operate more efficiently.”

Repeating a stance his compa-
ny has long maintained, Hogan
also stated that there is plenty of
room for further consolidation in
the radio business. “Even today
radio is still highly fragmented,”
he said. “Clear Channel Radio —
the country’s largest — owns
only about 10% of the stations.
By other industry standards
there is certainly room for fur-
ther consolidation. Record com-
panies, filmmakers, newspapers
and many others are all consid-
erably more consolidated than
radio. So, yes, I think consolida-
tion will continue.”

Both Hogan and Smulyan agree
that any new consolidation will
take shape through mergers of ex-
isting companies. Saying that
there “just aren’t enough ‘loose’
signals in the rated markets to
make much difference,” Hogan
said mergers present the best
chance for further consolidation in
the top markets.

“In the larger markets, consoli-
dation could come from mergers
of medium and smaller group

owners as the majority of stations
are already in group-owned clus-
ters,” he said. Meanwhile, he
thinks there is “room for a lot more
wheeling and dealing” in smaller
markets.

For his part, Smulyan doesn’t
foresee a repeat of the change
Clear Channel and Infinity made
after the '96 Act. “They used their
currency to gobble up a lot of peo-
ple,” he said. “It took people who
were in the business who were
looking to sell, and I'm not sure
you have a lot of that left.”

Earn A Return

A larger issue, according to
CIBC World Markets analyst Jas-
on Helfstein, is what radio compa-
nies will do in the long-term once
all of the acquisition opportunities
have dried up.

“If you are a radio company,
what you'd like to do most is buy
radio stations,” he told R&R.
“You'll keep buying radio stations
until you can’t buy any more radio
stations in your target market.
Once they can’t find good acquisi-
tions, they’ll look into selling the
company. I think that’sjust the nat-
ural evolution of being a public

CONSOLIOATION * See Page 6

BUSINESS BRIEFS
Analysts See Positive Outlook For Media, WW1, Salem

BS Warburg's Christopher Dixon said !ast week that while most me-

dia shares are trading at close to fair value, he believes that “few
industries are as well positioned [as the media industry] to generate free
cash flow should the economy and the market begin to improve.” He
continued, “As the year winds to an end, we are encouraged by the stable
demand for entertainment and information, which should manifest itself
in steady cash flows and slowly improving earnings for the media sec-
tor at large.” Dixon also observed that as November U.S. newspaper
pacings underscore the basic operating strength of major media fran-
chises, the stage is being set for such companies as Clear Channel
Communications and Viacom to “retum to premium vaiuations should
the market and the economy recover as we move into 2003."

Merrill Lynch analyst Marc Nabi initiated coverage of Westwood One
on Dec. 18, setting a 12-month price objective of $41, yielding upside
potential of 11%. He added that because WW1 derives 45% of its rev-
enue from national advertising — compared to 20%-25% for most radio
stations — the company will grow revenue faster than its industry peers.
Nabi forecast growth of 7% for WW1 in 2003, compared to 5% for spot
radio revenue. “Given Westwood One’s improved top line and aggres-
sive stock-buyback program, we feel confident about the company’s di-
rection,” Nati said.

Additionally, David L. Babson & Co. Fund Manager Lance James told
Bloomberg that he’s bullish on Salem Communications, a major com-
ponent of the Babson Enterprise Fund Il. James said he favors Salem
because of its ability to weather drops in ad spending: Because the min-
istries it airs pay slotting fees, Salem has substantial revenue coming in
even if advertising slumps. James also likes Salem for its dominance in
the top 25 markets and called it “a nice contrarian play” But he warned
that investors should still expect some volatility. “It is a media stock,” he
said, “but it is a safer media stock.”

Judge Reverses Ginsburg Jury Decision, Drops Fine

.S. District Judge Kenneth Ryskamp has struck down the decision

of the West Palm Beach jury that found DG Systems Chairman and
former Evergreen Media CEO Scott Ginsburg liable for violating fed-
eral securities laws by providing insider information to his father and
brother about Evergreen’s potential acquisitions of EZ Communications
and Katz Media Group. The jury made its decision in April 2002, and in
July Ryskamp ordered Ginsburg to pay $1 million in penalties. Ginsburg
immediately filed a motion arguing that the jury had based its decision

Continued on Page 6

R&R Stock Index

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

Change Since
1402 12220002 1222702 1402 12220/02-1222702
R&R Index 238.56 206.86 20282 -15% -2%
Dow Industrials 10252.50 8511.32 8,303.78 -19% -2.4%
S&P 500 1165.27 895.76 87540 -25% -2.3%

Radio Ink’s Most Influential Women in Radio group (MIW’s) is soliciting inquiries from women throughout the radio industry
who would like to be mentored for 2003 by this group of 23 dynamic female radio executives.

If you’re interested, please write a letter stating why you would like to be mentored by the MIW’s, what your experience in

radio is to date, where you are presently employed, in what position and any contact info, including your email address.

The MIW’s will review every letter and choose three applicants to be mentored by the group for the year 2003. Each mentee
will have “all-access” to each of the MIW’s throughout the year, as well as several opportunities to meet with them face to face.

Nassau Media Partners
MIW Spokesperson
Radiojoan@aol.com

Deadline for receipt of letters is February 7, 2003

Letters and any additional information should be emailed to:

Joan E. Gerberding, President

For more information on the MIW’s, go to: www.RadioMIW.com
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Continued from Page 4

on speculation, and last month Ryskamp granted the motion, overtumed the verdict and canceled the penalties.

The judge said the SEC supplied insufficient evidence to support its case, presenting only telephone and stock-
trading records that didn't reveal the content of any phone calls among the Ginsburgs. Scott Ginsburg’s brother
Mark Ginsburg and father Jordan Ginsburg agreed in April to pay $4.7 million to settle SEC allegations dating
back to 1996 and 1997, when Scott Ginsburg was head of Evergreen. Mark and Jordan Ginsburg, whose settle-
ment did not include any admission of wrongdoing, eamed a total of $1.8 million by trading shares in EZ and
Katz, but Ryskamp said Mark Ginsburg could have leamed about the potential acquisitions from sources other
than his brother. Ryskamp cited a June 1996 Dallas Moming News article in which EZ was called an “attractive
takeover candidate” and a piece in Electronic Media in which an analyst said one of Katz's major shareholders
was planning to sell its stake in the group.

Gumulus Won’t Hire In-House Label Liaison

A report in the Dec. 17, 2002 Los Angeles Times said longtime Jeff McClusky & Associates staffer John Kilgo
was set to be named Director/Label Relations for Cumulus Media’s CHR/Pop stations, but Cumulus Exec.
VP John Dickey told R&R that Kilgo is not becoming a Cumulus employee. Kilgo, who has been Cumulus’ rep at
JMA for two years, is leaving JMA to form an independent-promotion company that will have Cumulus as a client
— after Kilgo's noncompete agreement with JMA expires. Dickey said Kilgo is negotiating a buyout of the
noncompete and said it was “more than likely” Cumulus would provide some financial assistance for the buyout,
though a final decision on that hadn’t been made. Reports of a plan to put Kiigo on the Cumulus payroll were
met with much criticism;, the Times quoted sources who said the news “smacked of payola” and was “sending a
shudder through the major labels.”

Latest Tribune TV Transaction Financed By Entercom/Denver Deal

ou'll recall that at the end of 2001 Tribune Co. sold KEZW, KKHK & KOSI/Denver to Entercom Communi-

cations in an unusual swap deal worth $180 million, under which Tribune was to look for TV properties that
Entercom would then buy and spin back to Tribune. Some $125 million of the deal, for KEZW & KOSI, went
toward Tribune’s recent acquisition of an Indianapolis TV station, and now the remaining $55 million, for KKHK,
is helping fund Tribune’s “tax-deferred asset exchange” for Acme Communications’ KWBP-TV/Portland, OR. Tri-
bune is also paying cash for Acme’s KPLR-TV/St. Louis. Total price tag on the two Acme stations: $275 million.

Viacom Stands By Q4, Full-Year Growth Estimates

fter its Blockbuster division revised its Q4 2002 expectations downward, Viacom said the amended Block-

buster figures don't affect the overall company’s previously announced Q4 forecasts of more than 20% growth
in EBITDA, operating income and eamings per share. Viacom also reiterated its full-year 2002 predictions of
double-digit growth in EBITDA, operating income and EPS and confirmed that it expects to see revenue growth
in the mid-single digits, EBITDA growth in double digits and operating income and EPS growth in the midteens in
2003.

Smith No Longer CC Entertainment C00

lear Channel Entertainment COO Steve Smith has given up that title but is staying with the company as a

consultant, Clear Channel representative Susan Elmore told R&R this week. Elmore also said that New York-
based Clear Channel spokesman Howard Schacter has left the company as it moves the entertainment division’s
public relations activities to Houston. Elmore said the decision to move the PR unit was driven by a year-end
review of operations. “As we were looking at the budget,” she said, “we looked for ways to reorganize and be-
come more efficient.”

Board Changes At Cox, Emmis

Davld Easterly has retired from Cox Radio’s board of directors, reducing the board to eight members. East-
erly became a director in July 1996 and served as Chairman of the Board from January 2001-January 2003.

Emmis Communications has added former CBS Inc. and CBS Television & Cable President/CEQ Peter Lund
as the ninth member of its board of directors. Lund joined CBS in 1977 as VP of its AM radio stations and after
that served as VP/GM of WCBS-TV/New York and WBBM-TV/Chicago and President of CBS Sports. In related
news, the Emmis board declared a 78 cent per-share quarterly dividend for its 6.25% convertible preferred stock,
payable Jan. 15 to shareholders of record as of Jan. 2. One share of Emmis preferred stock is convertible to
1.28 shares of Emmis class A common stock.

Coburn Takes Ownership Of Rockline

Bob Coburn, host of the long-running rock 'n’ roll interview program Rockline, has purchased the rights to the
show and the Rockline name from Premiere Radio Networks for an undisclosed price. Premiere announced
in November 2002 that it would retire Rockline at the end of the year. Under the new agreement the show will
continue to air from Premiere’s Sherman Oaks, CA studios on Mondays and Wednesdays.

Continued on Page 16

TRANSACTIONS AT A GLANCE

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

® KMET-AM/Banning, CA Undisclosed

® KSDO-AM/San Diego, CA $10 million

® KCUV-AM/Englewood (Denver), CO $3.32 million

® WSOS-FM/St. Augustine and WKLN-AM/St.
Augustine Beach, FL. $4 million

* WEEF-AM/Highland Park (Chicago), IL. $1 million

¢ WMBD-AM, WWFS-AM, WPBG-FM & WSWT-FM/Peoria, IL
$37 million

® WBLO-FM/Charlestown (Louisville), IN $2 million

* WWXL-AM/Manchester, KY $75,000

°* WCMP-AM/Pine City, MN $100,000

* WMGO-FM/Yazoo City, MS $207,500

® KBTC-AM & KUNQ-FM/Houston, MO $300,000

° KPWB-AM/FM/Piedmont, MO $100,000

® KJBB-FM/Watertown, SD $0

© KFNK-FM/Eatonville (Seattle-Tacoma), WA $4.5 million

* WEAQ-AM/Chippewa Falls; WDRK-FM/Cornell; WAYY-AM,
WAXX-FM & WIAL-FM/Eau Claire; and WECL-FM/Elk Mound
(Eau Claire), W1 $18 million

° WFBZ-FM/Trempealeau, Wi $520,000

Full transactions listings, posted daily, can be found at
www.radioandrecords.com.

DEAL OF THE WEEK

o KLYY-FM/Arcadia (Los Angeles), KSYY-FM/
Fallbrook (Oceanside) and KVYY-FM/Ventu-

ra (Oxnard), CA

PRICE: $137 miillon

TERMS: Asset sale for cash and stock. Entravislon is pay-
Ing Blg City Radlo $100 mlillion In cash and is also giving
the company 3.77 milllon shares of Entravision common
stock for KLYY, KSYY & KVYY and K252BF, a transiator at
98.3 MHz In Temecula, CA that simulcasts KVYY,

BUYER: Entravision, headed by Chairman/CEQ Walter Ul-
loa.

SELLER: Blg City Radlo, headed by President/CEQ Charles
Fernandez.

2002 DEALS TO DATE

Dollars to Date: $5,399,854,204
(Last Year: $3,861,111,228)

Dollars This Quarter: $622,912,635
(Last Yoar: $477,629,373)

Stations Traded This Year: 814
(Last Year: 1,044)

Stations Traded This Quarter: 209

(Last Year: 170)

*

Consolidation

Continued from Page 4
company, of being stewards of
shareholder value.

“You can’t run a company just
because you want to run a compa-
ny; your goal is to maximize share-
holder value. And if you can max-
imize shareholder value by buy-
ing additional radio stations, you
do that; if you can maximize
shareholder value by buying back
stock, you do that; and if you can
maximize shareholder value by
selling to somebody who is going
to value you at a level you don’t
think you can create on your own,
you do that.”

In the end, Helfstein believes,
even those companies that are fo-
cused on sticking with radio for
the long term can’t keep running
their stations forever. “What's the
point of that?” he asked, pointing
out that once companies stop buy-
ing stations, the cash flow they’ll
be generating will have to be spent
on some new business or a stock
repurchase program or turned
into stock dividends.

But no matter what, he said, in-
vestors will demand an apprecia-
ble return on the money the com-
pany generates. “You can’t have
the money sit there,” he said.
“You've got to earn a return on it.

And not something like earning a
4% return in the bank. As an inves-
tor, you don’t want somebody
doing that with your money. You
can do that yourself.”

However, Helfstein is still a big
believer in the radio business: “Ra-
dio is one of the best businesses in
media, and public and private in-
vestors know this. I think in a grow-
ing economy the public markets will
put a premium on radio assets.”

Helfstein believes that sort of
investor confidence could give rise
to some new small radio compa-
nies going public to raise money
for new acquisitions. He said that
during rosy economic times radio

companies have an easier time
raising money on the public mar-
kets than from private investors,
and he noted that there is plenty
of demand among institutional
investors for the “Regents and Sa-
lems of the world.”

“It's a smaller group of inves-
tors,” he said, “but there’s definite-
ly demand out there.”

As for the companies that might
be the most likely to jump in on a
new surge in consolidation, Enter-
com, Cumulus, Cox and Citadel
were all mentioned as likely par-
ticipants. “David Field at Enter-
com says they’re going to be the
third company [to compete with

Clear Channel and Infinity],”
Smulyan said, but he also pointed
out that, with an IPO from Citadel
apparently on the horizon, that
company could jump into the next
consolidation wave.

Meanwhile, Helfstein said the
only reason he could see for com-
panies like Entercom and Cox to
merge would be to join forces in
acquiring a third group.

No matter what form a new
consolidation wave might take,
Smulyan may have summed it up
best: "It depends on the mind-set
of the companies that survive, but
anybody that’s left could be a buy-
er or a seller.”
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Are You Ready For Some Creativity?

Nine trends for winning in 2003

2002 was a strange year. Everything seemed to be
turned inside out. “Family values” came to mean
swearing, fighting and drooling as the entertaining,
dysfunctional Osbournes took MTV to new ratings
highs. Business legend Jack Welch turned out to be a
petty grinder, squeezing retirement perks out of GE
even though he’s worth $500 million. An unassuming
comedy, My Big Fat Greek Wedding, was shot in Canada
on a tiny budget and outperformed most of Holly-
wood'’s best tries at the box office.

Music sales slid while DVD sales
soared. Inside Radio went inside
Clear Channel. The Sopranos spent

bounds of crazy behavior and gen-
erated the inevitable copycat trage-
dies. The Osbournes made everyone

less time shaking people
down and more time
shaking themselves up.
Pop divas began to dive,
and an unlikely movie
hero popped up from the
streets of Detroit — a
white rapper named Em-
inem.

A happy, kind-hearted
SpongeBob dominated
kids’ entertainment, acting as an an-
tidote to the angry, mean-spirited
children’s comedies of the previous
year. Hip-hop lost its voice as faux-
ghetto posturing was punctuated by
gang-style murders.

Enron flamed out, taking billions
of dollars from pension funds, and
Enron accountant Arthur Andersen
housed the gang of crooks who
cooked the books. Clear Channel
took a $15 billion writedown, and
Wall Street merely shrugged. AOL
Time Warner took a $54 billion write-
down. Abear market started to roar.

The Middle East exploded, with
Israelis and Palestinians tearing
each other to pieces and suicide
bombers praised by the Saudis. Pa-
kistan and India remain in a nucle-
ar standoff.

What was going on? What did all
this mean? How can we prepare for
2003? The events of 2002 reinforced
some general truths and asked us to
find new ways of looking at the
world. Based on the events of 2002
and with a focus on emerging or
continuing trends, here’s what to
keep an eye on for 2003.

Nine Trends To Watch

1. Weirdness cuts through. In
2002 it seemed as though we
couldn’t get enough dysfunction.
Anna Nicole Smith’s slack-jawed
performance on E!'s Anna Nicole
Show caught everyone’s interest —
in the same way a car wreck gets our
attention. MTV's Jackass pushed the

John Parikhal

feel better about their
own dysfunctional fami-
lies.

By the end of the year
Anna Nicole was fading,
but the Osbournes were
getting stronger. The rea-
son was a simple enter-
tainment truth: Always
ground your program-
ming in the basics. If the
story doesn’t change, the formatics
aren't right or the star is one-dimen-
sional, you will fail. In the radio and
record businesses, it’s important to
keep this in mind. If you're working
with talent, ask yourself (and them)
a simple question: What's keeping
them fresh? If you stay focused,
weirdness will help you win.

2. Declare war on something,.
Declare war, and keep threatening,
even if you're “wrong,” and even
if negotiation might get better re-
sults. Both President Bush and the
RIAA have learned this lesson
well. Create an enemy. The media
probably won't check the facts. If
you repeat your assertion often
enough, the media will eventual-
ly accept it as truth and then be-
gin trying to explain it to the pub-
lic. This is an ancient strategy that
has been continually reinterpreted
— by George Orwell, by World
Wrestling Entertainment and by
Osama bin Laden.

These days television is dominat-
ed by telegenic performers who use
effective sound bites to reduce the
world to simple terms: black and
white, good and evil, us vs. them. In
February 2002, when I spoke at the
R&R Talk Radio Seminar, I suggest-
ed that this “us vs. them” motif
would become much stronger
throughout the world. It has, and it
continues to strengthen.

Of course, war doesn’t have to be
meant literally. You can piggyback
this trend by remembering the past

By John Parikhal

masters. Steve Dahl declared war
with his Disco Destruction at the
Loop when Saturday Night Fever was
the biggest thing in the country.
Howard Stern declared war in the
early days of his career when he
staged mock funerals and threat-
ened to “bury” his competition. Just
keep one thing in mind: We live in
sensitive times. Your tone will deter-
mine whether your war is a big hit
oradud.

3. Lie and deny. This has been
around forever, but 2002 saw it tak-
en to a brand-new level. Whether it
was Enron, Citibank, Tyco or the
head of the FCC, the liars and de-
niers were everywhere.

Stop making
listeners into
losers. Make them
into winners, and
2003 will be
stronger for you.

Media consolidation has resulted
in cutbacks in investigative report-
ing and thoughtful analysis. TV is
most people’s source for news.
When confronted, the accused just
repeat their denials or claim to be
confused, and, usually, TV grows
bored and lets them off the hook.

4. Push the envelope and don't
bend. Both Eminem and the makers
of the staggeringly violent Grand
Theft Auto video games understand
this one. If you understand your au-
dience, you can take them a long
way with smarter, edgier, political-
ly incorrect entertainment.

However, you can’t compromise
or back down when you come un-
der attack. You have to stand your
ground. In order to do that you have
to be very sure of how your audi-
ence feels about you. If you're
wrong, you'll get into big trouble.
Just ask Opie & Anthony.

Envelope-pushing is going to be
abig growth category in 2003. There
is so much posturing, phoniness
and fluff that the public (from kids
to baby boomers) is going to be look-
ing for “real,” edgy material. The
phenomenal success of The Sopranos
proved that all year. With its final ep-
isode, The Sopranos had higher rat-

ings than any of the networks that
were still working on the next ver-
sion of Survivor, The Bachelor or Fear
Factor.

And reality shows run the risk of
the “enough, already” factor start-
ing to kick in. Cume will drop un-
less strong stories, more interesting
characters and better plot lines are
constantly supplied. Once again, it's
time to know where the line is, then
look over the hill and see what's
coming next.

5. Repeat yourself. Say the same
thing, over and over. Don't vary it
much, just say it in slightly different
ways. This makes it easier for the
people who like you — and the peo-
ple who don’t. Though you need to
freshen the focus of your message
periodically, stay “on message” if
you want to cut through in this over-
communicated world.

But be creative. Don't rely on sim-
ple slogans to repeat yourself. In-
stead, think of how to do it on-air,
in promotions and in advertising.
Each medium requires a different
approach. This means that, more
than ever, you'll need smart re-
search, attention-getting creativity
and brilliant copy. When you repeat
the right message, your target audi-
ence is glad to hear it. When you get
it wrong, they treat you as a noisy
irritant.

6. Give hope to those without ad-
vantages. “Advantages,” in this
case, means rich parents, education,
good looks, a nice body and connec-
tions. Most people don't have them.
Most Americans are overweight and
don't feel good about themselves.
Hardly anyone looks like a movie
star.

Instead of making fun of this ra-
dio majority (as much of Pop and
Rock radio does), find ways to make
them feel better about themselves.
Take a look at the box-office success
of My Big Fat Greek Wedding, where
aslightly frumpy plain Jane ends up
happily married. Or learn from
Shrek, where an overweight green
ogre finds happiness. Stop making
listeners into losers. Make them into
winners, and 2003 will be stronger
for you.

7. Be funny. The year 2003 is go-
ing to be very stressful. The almost-
certain war on Iraq will trigger a
major global backlash, resulting in
increased terrorism and finger-
pointing at the United States. Anger
will rise as a manifestation of fear,
and humor is a release for anger and
fear. People are going to want to
laugh —alot.

This is an important time to look
at your morning show and count its
“laughs per minute.” In some mar-
kets, humor will become bigger on
Talk radio. Jokes will be edgier, and
consistently funny performers will
win big in television, radio and
movies. We may even see the return
of comedy CDs or MP3s. It's possi-
ble that an Internet comedian will
emerge by using new technology to
create connections among those

who share the same sense of humor.

8. Be simple. The No. 1 kids” hit
SpongeBob SquarePants is grounded
in the hero’s simple optimism. Sim-
plicity is most important when it
comes to advertising and marketing
your product. If you can hire the
right people to make your message
simple, you will win.

On the other hand, if you rely on
descriptive slogans like “Best music
of the ‘90s and today,” you will get
lost in the noise and the clutter. As
imaging genius Nick Michaels re-
minds us, there is a big difference
between being simple and being
dull. He often jokes that if radio
wrote Microsoft’s advertising, the
ads would say, “Software that lets
you type.”

9. Take chances. The radio busi-
ness and the recording industry
have both stopped taking chances.
They want everything to be safe so
they can guarantee huge profits
without innovation. Yet history
shows that approach has never
worked.

When you study the success of
the constantly self-reinventing
MTV, it tries many “crazy” things.
Some are total duds (happily for-
gotten), while others become unex-
pected successes, like The Os-
bournes. Or look at WDRV (The
Drive)/Chicago. It broke every for-
mat rule and became a top 25-54
radio station.

Many of the “safe” artists in the
recording industry generated less-
than-stellar sales last year. The re-
cording industry blames its misfor-
tunes on downloading (which is
more of a symptom than a cause)
rather than face up to the simple
truth that today’s executives are all
being compensated based on yes-
terday’s economic model. The ex-
ecutives have no incentive to inno-
vate because they won't be paid
much during a ramp-up to a new
model.

Winning In A Hard Year

This new year is going to be
tough, but there are big opportuni-
ties. There will be economic and
physical pain. And the public will
try to sort through it by looking for
the things that are funny, offbeat,
simple, edgy and just plain weird.

They will want black-and-white
scenarios even more. They will want
to participate in their own little wars
so they can feel like winners rather
than losers. It's a great time to be cre-
ative and to have a good under-
standing of the near future. And it’s
a great time to take chances.

John Parikhal, CEO of Joint
Communications, is a global
leader in media strategy and
implementation. His company
specializes in identifying,
capturing and keeping
audiences. He can be
reached at 203-656-4680 or
parikhal @aol.com.
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A GM’s Guide To Hiring A PD

Continued from Page 1

Orlando PD Kipper McGee be-
lieves candidates should understand
that radio is not just show business,
but “equal parts show and busi-
ness.” He says, “Anyone who starts
asking intelligent questions about
Miller Kaplan and the bottom line
is going to make an impression.” He
adds that the interview process
should also illuminate any possible
discrepancies between the candi-
date’s business values and those of
the company.

Shamrock Communications COO
Jim Loftus also likes hearing PD
candidates talk money. He explains,
“We all know what drives the bus,
and the more questions they ask
about sales, power ratios and how
we convert ratings into revenue, the
better. Are they sales-friendly? |
don’t mean they should exploit the
station for the sake of
sales, but if they say no to
a sales promotion, will
they give the salesperson
something to take back to
the client?

“In the end, | want a
PD who understands that,
although the ratings are
important, the real battle
is keeping a competitor
who comes charging after
us from getting at the money in the
marketplace while we do a better
job of serving the listeners and ad-
vertisers.”

As Keymarket Communications
VP/Programming Frank Bell
points out, “If the GM loves to add
spots at the end of the month to im-
press his superiors, it’s best not to
hire a PD who’s going to throw a fit
every time that happens.”

The Lund Consultants’ John
Lund defines a sales-conscious PD
as one who works with the sales

Jim Loftus

team to build revenue and refine
raw ideas into workable promotions
and campaigns. “They make direct
contact with advertisers a positive
experience, resulting in revenue-
generating ideas,” he says.

No Yes Men — Or
Women — Need Apply

Prospective PDs will appreciate
hearing that executives have a high
regard for independent thinkers
who are, as Infinity VP/Program-

leon agrees. He says, “Look for a
person who is tactful but can give
good ‘B.H." when it’s needed. That's
brutal honesty, which is something
we really need in this business if
we’re going to remain a viable me-
dium, especially to people under the
age of 24.”

Is Experience Overrated?

There’s nothing like a proven win-
ner when considering PD candidates

ming Eric Logan says,
“innovators and risk-tak-
ers — people who con- |
sistently challenge the
status quo.” He contin-
ues, “Something that gets
overlooked a lot is the
importance of a strategic
mind. The thought pro-

_ — or is there? Albright &
O’Malley Country Con-
| sulting partner Jaye Al-
bright believes that experi-
ence is not only overrated,
it can be a disadvantage.
She says, “Sometimes ex-
perience keeps a person
locked in to old ways of
thinking and doing things,

cess in how they make
decisions is important.”

Bell is also on the
lookout for big-picture
thinkers: “The best PDs
have a handle on both
the content — the day-
to-day details of what it
takes to make magic
come out of the speakers
— and the context — a
realistic understanding
of the role the station
plays in listeners’ lives
and, from a business standpoint, the
role the station plays in the market
cluster.”

Loftus says he wants a PD “who’s
able to close the door, eyeball the
GM or me and vehemently disagree
with us.” He goes on, "We want
someone who can point us back to
the original mission and show us
where we're going off course or that
a decision is of great consequence.
The most overrated thing is to have
total consensus all the time.”

Veteran consultant Guy Zapo-

Jaye Albright

which can be counterpro-
ductive at a time of rein-
vention and creativity.”

Sledge believes a programmer
with motivation and a broad back-
ground is more valuable than one
with a weighty resume.
“Oftenit’s easy to take the
safe approach and hire
someone with the most ex-
perience,” he says, “but a
candidate with a vast
background of experience,
such as multiformat expo-
sure, is sometimes over-
looked. Desire and the
drive to succeed are most
important.”

Country radio consultant Joel
Raab says, “Some managers want to
hire a marquee player. That’s fine if
he or she fits what’s needed in the
mix, but don’t overlook someone
with incredible talent and drive who
may come from a much smaller mar-
ket but can work up to the new task.
Hiring a PD experienced in your own

N ]
radio stations are drastically
under-performing in sales*

Guy Zapoleon

“Don’t overlook someone with incredible
talent and drive who may come from a
much smaller market but can work up to

the new task.”

— Joel Raab

format is overrated. Great program-
mers can be successful at any format
if they have the desire. You can learn
a new format; you can’t learn talent.”
Cumulus Regional OM Tim Rob-
erts feels that having big call letters
ona resume shouldn’t be the top con-
sideration: “ don’t think major-mar-
ket experience always means the can-
didate is qualified. That’s a mistake
some companies make in hiring.”
But KTWV/Los Angeles VP/GM
and Infinity/Los Angeles Sr. VP/
Market Manager Tim Pohlman be-
lieves in proven performance and
says he seeks people who have tre-
mendous track records.
“If they’ve programmed
great stations consistently,
those are people I'd take a
real hard look at,” he says.

In Search Of
Leadership

Roberts looks for peo-
ple who have great lead-
ership skills and the abili-
ty to motivate a staff, along with
product knowledge. He says, “These
days the ability to coach people is
ever more important.”

Nor does Raab underestimate the
need to build station morale. “There
are two types of PDs who successful-
ly build ratings and revenue,” he
says. “One type gets it done by pull-
ing a team together and making ev-

*but that probably doesn’t include you.

It's a great time to start your “do differently” plan

in sales no matter how well you're doing.

Special 2003 rates are in effect if you start NOW!

Mark Ross Enterprises, Inc. * 233 Needham Street * Radio Plaza/5th Floor « Newton, MA 02464

eryone feel great. The other type has
a lot of unhappy co-workers. I'd opt
for the former.”

“I want someone who chooses
their battles wisely,” Loftus says. “ At
the end of the day, PDs are going to
have good and bad books. How they
conduct themselves on either end of
that wild-skewing spectrum is some-
times what separates the men and
women who are real leaders.”

Zapoleon knows all about the im-
portance of perspective. He says,
“Working with fewer tools and less
marketing money, having to be
more cost-conscious and managing
the entire audience-building process
require a lot more patience from ev-
eryone. It’s a lot more difficult to get
big ratings increases than it was 10
years ago.

“Look for a person who can build
a great team of people and inspire
creativity in them — a person who
doesn’t need to be the star but knows
how to let his or her people feel like
stars. It's time in our business to look
for wise radio managers and pro-
grammers of the past to mentor the
young people with the potential for
great radio wisdom. It takes the right
questions and the right instincts to
interpret those questions and read
that prospect in an interview.”

Next week: A PD-recruitment check-
list to help select the right candidate.

Pollac

emsent

(617)928-1910
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Continued from Page 3

in payments includes an ex-
change of approximately $115
million in fixed payments due to
GM for $89 million of 10% notes
due 2009.

The deal also gives XM the op-
tion to satisfy up to $35 million
of future payment obligations to
GM in stock — at the then-cur-
rent market rate — instead of
cash. Additionally, the financing
package includes a $100 million
credit facility due 2009 that XM
will use solely for payments to
GM. One facet of that arrange-
ment gives GM warrants for 10
million shares of XM stock at
$3.18 per share.

After the financing is com-
pleted, GM and its Hughes Elec-
tronics and DirecTV satellite-tele-
vision subsidiaries will own
about 20% of XM, an increase
from the 15% now owned by the
entities. American Honda will
own 8.3% of XM, up from 2.3%.

Furthermore, in a separate ar-
rangement that began Dec. 24,
2002, XM will trade all $325 mil-
lion of its outstanding 14% notes
due 2010 for new 14% notes due
2009.

Panero said the financing plan
removes a major roadblock to his
company’s being valued based
on ”its marketplace progress,
business plan execution and fu-
ture economic potential — all of
which are exceptional.” XM ex-
pects its funding to begin in Feb-
ruary.

Analyst Bashes Deal

Calling the terms and nature of
the new financing deal “tanta-
mount to a default,” Standard &
Poor analyst Steve Wilkinson
said the swap of XM’s 14% notes
due 2010 for notes due 2009 will
require noteholders to defer cash
interest payments for a period of
time, a move considered “a ma-
terial concession.”

Wilkinson also warned that if

NEWSBREAKERS

January 3, 2003 R&R @ 11

the swap isn’t approved by the
required 90% of noteholders, XM
will be precluded from complet-
ing two other financing agree-
ments that, he said, are critical to
its ability to continue as a going
concern.

S&P lowered its corporate
credit rating on XM to "CCC-”
from "CCC+” and warned that if
the exchange offer is completed,
the issue rating on the new se-
nior secured notes will be low-
ered to “D” and the company’s
corporate credit rating will be
lowered to “SD,” indicating a se-
lective default.

Wilkinson’s comments may
not represent a top-of-mind con-
cern for XM as 2003 begins. Al-
though the company has seen its
share of layoffs, Patterson said,
”We're looking for a big 2003.”

XM is also counting on a nice
bump in receiver activations
now that the 24,000 XM radios
that were given as Christmas
presents have been unwrapped.
The holiday sales pushed the
number of units sold by Dec. 31
to XM'’s year-end 2002 target of
350,000. However, the lag time

for new activations limited the
number of active XM subscribers
by 2002’s end to between 340,000
and 350,000.

XM believes that most of the
receivers that were not activated
by the end of 2002 will be up and
running within the first two
weeks of this year, and Patterson
said XM is projecting 1.2 million
subscribers by the end of 2003.

While XM’s financiers arrange
for the new financing, a 33-year
radio-industry veteran is prepar-
ing to join XM’s board. Steve
Hicks, currently Chairman of
Click Radio, joins American
Honda’s Thomas Elliott in tak-
ing directors’ chairs on XM's
board when the financing trans-
actions close.

Hicks previously served as
Vice Chairman/President of
AMFM'’s new-media division
and is the co-founder and former
President/CEO of SFX Broad-
casting. Hicks also launched and
ran Capstar Broadcasting after
the passage of the Telecommuni-
cations Act of 1996.

Additional reporting by Joe Howard.

lations for the NAB.

EXECUTIVE ACTION
Yorke Appointed NAB Dir./Media Relations

Fon'ner R&R Washington Bureau Chief and longtime Washington Post
radio columnist Jeffrey Yorke has been named Director/Media Re-

NAB Sr. VP/Communications Dennis Wharton said, “I've known Jefirey
for many years, and | think he will be a big asset to the department in many
areas, including media outreach and intemal industry communications.”

Yorke worked for R&R from 1996-2002. In his new job he replaces Jeff
Boebeck, who left the NAB to join the Assn. of Public Television Stations.

“I'm looking forward to representing the NAB and helping to amplify its
message,” Yorke told R&R. “It's an exciting time to be in the broadcasting
industry. It's fraught with exciting challenges and victories."

Pohiman

Continued from Page 1
duties at KCBS. Reeb replaces Bob
Moore. Moore remains VP/GM of
KLSX but had been overseeing
KCBS since Dave Van Dyke exited
in mid-2001.

Infinity Radio President/COO
John Fullam said of Pohlman, “Tim
is an outstanding executive and the
logical choice to build on our suc-
cess and lead our efforts in work-
ing together to grow our business.
Tim’s newly expanded role will al-

guitarist Steve Klein.

FINDING GOLD Drive-ThruwMCA artists New Found Glory and MCA staffers recently celebrated the Gold certification of the
band’s release Sticks and Stones. Seen here are (I-r) MCA VP/Sales Mike Regan; New Found Glory bassist lan Grushka and
guitarist Chad Gilbert; MCA Sr. VP/A&R Gary Ashley; New Found Glory singer Jordan Pundik; MCA President Jay Boberg, Sr. VP/
Promotion Craig Lambert and Sr. VP/Marketing & Sales Jayne Simon; and New Found Glory drummer Cyrus Bolooki and

low our great lineup of stations to
work more effectively together so
we can create new and exciting op-
portunities for our employees and
our customers. We will continue to
build strong individual station
brands and create new ways to sus-
tain our future growth.”

Pohlman told R&R, "My work
as GM for The Wave and in sales
was the springboard to this new
position, and I’'m extremely ex-
cited by the opportunity pre-
sented by the realignment. I'm
eager to continue working with
our outstanding general manag-
ers to leverage our assets and ex-
pand our business.”

Pohlman became VP/GM of
KTWYV in 1993, when his man-
agement duties at KFWB were
expanded. Under his leadership
The Wave rose to become one of
America’s 10 top-billing radio
stations.

Meanwhile, Reeb tacks on GM
duties at ” Arrow 93,” where Kevin
Weatherly — PD for KROQ and
Sr. VP/Programming for Infinity
— added PD duties last month, re-
placing Tommy Edwards.

“With Kevin Weatherly assum-
ing the programming duties
of KCBS, it was a natural transi-
tion for me to take over [as
GM],” Reeb told R&R. "It gives
me a new challenge, and I'm
looking forward to it.”

Additional reporting by Jim Kerr.

If no one can see your signs, do they know who staged the event? Make sure you claim
~ ownership at all your events with cost-effective, disposable plastic banners.

1-800-231-6074

— We print your logo using up to four spot colors.
— Perfect for concerts, events and giveaways.

— Packaged on a roll and easy to use.

— Up to 3' High and 6' Wide

— Weather-resistant

— Durable

=% pp. Box 750250 Houston, Texas 77275-0250
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Create Your Own Destiny

New book details a success road map for high achievers

JAs the new year begins, it’s only natural for mostof  In fact, Snow played well in
us to take stock of where we are in our lives, both per-
sonally and careerwise. There’s nothing like the view
standing at the top of a brand-new year — 365 days of
new challenges and unknown opportunities lie ahead
of you. It's the perfect time to plan for a new profes-

sional destiny.

In that spirit we kick off 2003
with a look at a new
book, Creating Your Own

want to accomplish before you can
begin taking specific
steps to make your

Destiny, by author, dreams and destiny a re-
speaker, coach and en- ality,” he says.
trepreneur Patrick Snow. But that mission must
A20-year student of per- be accompanied by visu-
sonal growth and devel- alization. “Visualization
opment, Snow is a man — the ability to see the in-
on a quest to help you visible — gives your
get exactly what you — poeon gnow  mund the ability to chart
want out of life. out your destination in
“It's time to demand your desti- advance,” Snow explains. “It’s

ny and get going on the life you see
in your mind every day,” he says.
“Whatever your destiny — more
time, more money, better healthand
the freedom to do what you want—
only those who can see the invisible
can accomplish the impossible.”

Visualize Your Mission

Althoughit’s not anew concept,
Snow is a firm believer that hav-
ing a written mission statement is
an essential first step in reaching
your personal and professional
goals. “You must know what you

what allows you to live out your
dreams and become fulfilled in life.
A lack of visualization steers you
down a course that leads to no-
where.”

Snow details in his book how he
came to this idea and how he used
his concept of visualization to
change his own life when his life-
long dream of playing pro football
disappeared. “Atan early age [ de-
cided I wanted to play profession-
al football,” he recalls. “I was al-
ways small for my age, but that
didn’t stop me.”

high school, resulting in a scholar-
ship to Albion College, where the
anxious freshman overtrained and
caused a rib injury that was to
sideline him forever. “Just like that,
my lifetime dream of a pro-foot-
ball career was over,” he says.
Thanks to a philosophy class
Snow was taking at the time, he
learned that there are bigger things
in life than football. “I knew that
my career-ending injury wasn’t an
ending,” he says. “It was a begin-
ning. [ was now free to go any-

“Once you decide
what it is that you
really want out of
life, your mind will
be your only
competition.”

where, to create a new vision of
my life and to do new things.”

So the 18-year-old college fresh-
man, who grew up in Michigan
and didn't know a soul west of the
Mississippi, hopped a Greyhound
bus and transferred to the Univer-
sity of Montana. “I didn’t know

rent jobs.

Top 10 Reasons Why Your
Current Job Sucks

In addition to his career as an author, speaker, coach and
entrepreneur, Patrick Snow has also worked in the field
of corporate sales for over a dozen years. During that time
he’s spent more than a decade talking to legions of un-
happy and disgruntled employees across America. One
result of those interviews is this list Snow has compiled of
the top 10 reasons people say they’re unhappy in their cur-

10. Not enough vacation time
9. No tax deductions
8. Unpaid overtime and working weekends
7. Business travel and time away from family
6. Too little pay and no ownership
5. No respect and no job security
4. Hate daily commute
3. “l could be laid off tomorrow”
2. “l work with a bunch of stiffs”
1. “My boss is an idiot”

exactly where [ was going, but |
was confident that | was moving
in the right direction,” he says.

The Power Of Goals

Snow says that having courage
and directing effort toward chang-
ing your life are not enough; you
must also set and prioritize your
goals. “Goals are not promises, but
commitments,” he says. “They are
not wishes, but visions. The beau-
tiful thing about goals is that you
have a choice to build and create
your own destiny or to sit back
and let life’s circumstances deter-
mine who it is that you become
and what you achieve in life. Sim-
ply put, your goals define you.”

Once you've set your new goals,
Snow says it’s time to formulate a
game plan, or blueprint, to follow
as you navigate the path to success.
He’s a big advocate of the idea of
working smarter, not harder, when
it comes to developing your plan.

“Have you ever wondered why
the majority of Americans are ei-
ther dead or broke by age 657" he
asks. “I think the reason so many
people end up that way is simply
because of poor organization, lack
of planning, bad habits and less-
than-desirable time management.
Most people don’t plan on failing;
they simply fail to plan. Most peo-
ple spend more time planning for
their vacations than they do for
their retirement.”

Snow goes on to detail the basics
of building a sound financial plan,
but it’s his “Know for Whom You
Work” chapter that is bound to
strike a chord with many stressed-
out radio executives. In it he re-
minds readers that there is more to
life than the pursuit of wealth.

“As my grandfather used to say,
‘Don‘tspend all of your time mak-
ing a living so that you fail to make

Continued on Page 15
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No Corporate Mandates, No Forced Programming, Just Great Talk Radio!

Ratings Up 300% |

Independently Syndicated
Consistent Market Leader

LIVE 2-SPM/ET
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“Where life happens; caller after caller..”

Best in Market
Nashville WWTN

Men 18-34 8.8 share
Adults 25-54 8.8 share

Best on Station

Houston Business Talk Radio
Oklahoma City WIKY

Huntsville WBHP

Grand Rapids WTHG

Beating Heritage Talkers
Ramsey - WGTHK - 10.2 share VS.

Rush - WHAS - 8.1 share
Men 18-34/ 1-2 PM/ET

BIG GAINS
Charlotte WBT
Men 35-64 2.7 =~ 3.B

Milwaukee WTMdJ Now on Weekdays!
Men 25-54 3.8 share

York, PA WSBA
Adults 25-54 1.5 = 2.9

San Antonio HENS
Men 25-54 0.9 = 1.5

Spring 02 > Summer ‘02 Arbitron Ratings

www.daveramsey.com - 1-877-410-DAVE 24/7 REFEEDS AVAILABLE 552 acovae




MARINA BEACH MARRIOTT
LOS ANGELES, CA

registration

FAX THIS FORM BACK TO 310-203-8450
OR MAIL TO:

R&R Talk Radio Seminar 2023
P.O. Box 515408

Los Angeles, CA 90051-6703

OR REGISTER ONLINE AT www.radioandrecords.com
MAILING ADDRESS

Please print cerzwlly 0~ type in the form below.
Fuil payment v ust aecompany rejistration
form. Please indudz= s¢ parate forms for each
registratior . Photzcapies are acceptable.

Narre

Titie

Call Letters/Company Name

Street

City

Teleptone #

DON’T MISS THE MOST
IMPORTANT ANNUAL EVENT
IN TALK RADIO!

“R&R’s Talk Radio Seminar is the most productive and
beneficial management and programmer’s event we attend in
any given year.” — Mickey Luckoff, Pres/GM and Jack
Swanson, OM KGO-KSFO/San Francisco

“I left with five pages of notes about things | will use to make
my station better. Maybe you should change the name of the
convention - it’s not just for talk stations.” — Jim Farley, VP
News/Programming, WTOP AM & FM/Washington, DC

“TRS is still the most valuable thing | go to each year and
R&R works hard to make it so.” — Phil Boyce, OM/PD
WABC/New York

“By far the best and most productive broadcast seminar
available today. TRS has always attracted the industry’s best
and brightest.” — Ken Kohl, OM/KFBK-KSTE/Sacramento and
Clear Channel Regional Brand Mgr.

SEMINAR FEES

BEFORE FEBRUARY 7, 2003 $399

FEBRUARY 8 - FEBRUARY 28, 2003 $450

AFTER FEBRUARY 28, 2003
ON-SITE REGISTRATION ONLY

There is a $50.00
cancellation fee.
No refunds after

February 14, 2003

$500

METHOD OF PAYMENT

PLEASE ENCLOSE SEPARATE FORMS FOR EACH INDIVIDUAL REGISTRATION

Amount Enclosed: $
3 visa

Account Number |

u MasterCard D American Express D Discover D Check

Expiration Date

== |

Month  Date

Signature

Print Car&older Name Here

Call the R&R Talk Radio Seminar 2003
2
QUESTIONS? Hotline at 310-788-1696

Marina Beach Marriott, Los Angeles, CA

registration

awarm welcome to you duriig your upcoming meet ng.

* To confirm your reservaticn, your arrival must 2@ guzranteed by charging two
nights deposit to a major ciedit card, or you may end payment by mail. Deposits
wi'l be refunded only if reservation is cancelled at 12ast 14 days prior to arrival.

 Reservations requested afze- February 10, 2003 cr aftzr the room block has been

filled are subject to availabil ty and may not be available z- the Seminar rate.
 Check in time is 3:00 pm; eheck out time is 12noor .

Thank you for requestr] reservations at the
Marina Beach Marriott. Oar staff would like to ta<@ th2 opportunity to extend

TYPE OF ROOM TALK RADIO SEMINAR RATE

$179/night

Single / Double

,H

FOR HOTEL RESERVATIONS, PLEASE CALL:
310-301-3000 or 800-228-9290

Or mail to:

Marina Beach Marriott

4100 Admiralty Way, Marina del Rey, CA 90292
www.marriotthotels.com/laxmb (Group Code radrada)




Create Your Own Destiny

Continued from Page 12

a life,” Snow recalls. “I challenge
you to never forget for whom you
really work — your family, your
chil<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>