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Nelly Nets Three No. 1s

Fo’ Reel/Universal superstar Nelly grabs his third
consecutive No. 1 song this week as “Air Force Ones”
" tops R&R’s CHR/
2% Rhythmic chart. The

- track follows “Hot in
| Herre” and “Dilem-
' ma,” also from the
aloum Nellyvitle

s st o vt RADIO & RECORDS

- at CHR/ ﬁhyt“mic- www.radioandrecords.com

“We're #1 95 54

in every daypart! =
Janine Turner
was a big help.”

—Don Ke ley
Magic 106.7 Boston

-,

See WMJX-FM’s

TV campaign on the new
Film House demo reel.
To put Janine to work
for your station,

call Film House at
615-255-4000.

\
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Callout America Hits The Bullseye!

R&R’s long-running feature that gauges the popularity
of CHR/Pop titles with target listeners begins a new
phase this week. Callout America will now be produced
by Bullseye, and R&R subscribers will also have web
access to the data. Details of the new deal are on

Page 25. Check out this week's Callout America chart
on Page 26.
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If you’re a professional Radio salesperson,

become a premier solutions provider at RAB2003.

If you’re a manager or sales manager,

invest in your people to help them become not just good, but great.

If you’re an NTR, promotions, or creative specialist,

get the ideas you need to get better results for your clients and your stations.

If you're in the business of Radio sales, get jazzed at RAB2003, the Radic Sales,
Marketing, and Leadership Conference, January 30th-February 2nd at the Hyatt
Regency New Orleans. There’s no better time and place to network with Radio’s best.

You come. You learn. You make money. Period.

Call now to register: (800) 917-4269, or visit www.rab2003.com to previev/ the
agenda, learn about the Big Easy, download a registration form, or register online.

Get jazzed about your sales, your confidence,
and your career at RAB2003.

- RADIO ADVERTISING @BUREAU

www.americanradiohistorv.com
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RADIO AND RESTAURANTS!

When it comes to restaurant advertising,
these are radio’s salad days. The food-
service industry shells out an appetizing
$975 million annually on radio advertising
and ranks sixth in the food chain of tap
national advertisers. To get an up-to-date
report on restaurant-industry spending,
including a chain-by-chain menu of where
advertising dallars are going, check out
Jeff Green’s comprehensive report in this
week’s Management, Marketing & Sales
section. Jeff a'so has nine great ways you
can increase your business from this
sagment. Aisc this week: Consultant
Walter Sabo reminds us radio
professionals of the golden number that
drives our bus: That number is cume.

Pages 7-9

TOLKOFF TALKS!

Fresh off a successful career as a
consultant, Max Tolkoff returns to the
trade wars as a lieutenant in the R&R
army. And to demonstrate that he's ready
for the new challenge, Max constructed a
chart just to show how much he’s
changed in the intervening years.

Page 64
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+ CHRISTINA AGUILERA Beautitul (FCA)

CHIVRHYTHMIC

= NELLY Air Force Dres (Fo ReelUniversal)

=R. KELLY Ignition (dJive)
URBAN AC |
* MUSIQ Dontchange (Def Soul/IDJMG)

COUNTRY

» MARK WILLS Nineteen Somethin' (Mercury)

AC

« FAITH HILL Cry Warner Eros.)

i,

| SMOOTH JATZ

=BWB Groovin' (Warner Bros.)

~ 3 DOORS DOWN When I'm Gone (Republic/Universat)

+ ACTIVE ROCK
« SALIVA Always ¢island/IDJMG)

ALTERNATIVE :
i .= FOO FIGHTERS All My Life (Roswell/RCA)

. TRIPLE A

= COLDPLAY Clocks (Capitol)

‘CHRISTIAN CHR

+ PAUL COLMAN TRIO Run (Essential)

» 12 STONES The Way | Feel (Wind-up)
CHRISTIAN AC |

< MERCY ME Spoten For (/NO)

* 4HIM Who You Are (Word/Curb/Warner)

SPANISH COMTEMPORARY ;

+ RICAROO ARJONA El Problema (Sony Discos)

TEJAND
» INTOCABLE Sueda (EM/ Latin)

REGIONAL MEXICAN

+ INTOCABLE Suefia (EM/ Latin)

TROPICAL

* VICTOR MANUELLE En Nombre De Los Dos (Sony Ziscas)
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ISSUE NUMBER 1487 ‘

THE INDUSTRY’S NEWSPAPER

By Ron Rodrigues

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

Sony Music Entertain-
ment Chairman/CEO Tho-
mas Mottola stepped down
from his position last week.
He will now devote his en-
ergies to the formation of a
new company that will
serve both as a music label
and a conduit between the
music industry and other
businesses. Just a day after
Sony announced Mottola’s
plans, NBC President/COO
Andrew Lack was ap-
pointed the new head of
Sony Music.

With the music industry
facing the biggest financial
and technological chal-
lenges it’s ever seen, Lack’s
appointment was widely
perceived by industry ob-
servers as Sony’s attempt to
inject an outside perspective
into the business.

Sony Corp. of America

Changing Of The Guard At
Sony Music Entertainment

Mottola resigns after 14 years, will form new
label; TV exec Andy Lack now in command

Mottola ' Lack .

Chairman Howard Stringer
said of Lack, “He is the
most rare of senior entertain-
ment executives, equally adept
at business, management, strat-
egy and value creation, as well
as a consummate and proven
developer of content, talent
and ideas. His skills and en-
ergy will be of enormous value
as we move to transform our
music business in this most
challenging time for that in-
dustry.”

Sony Corp. Chairman/
CEO Nobuyuki Idei said,

SONY/See Page 12

KPWR’s Power
Keeps It No. 1

KPWR solidified its lead in
the fall 2002 Los Angeles
Arbitron ratings. The Emmis
CHR/Rhythmic soared 1.4
shares in year-to-year compari-
sons to extend its lead over No.
2 KROQ by a full share point.

Several of the market’s
Spanish-Language stations also
earned good year-to-year re-
sults.

Los Angeles

Station (Format) Su'02 Fa'o2
KPWR-FM (CHR/Rhy) 5.1 54
KROQ-FM (Alt.) 49 4.4
KIS/XVVS (CHR/Pop) 4.8 4.1
KOST-FM (AC) 34 39
39

KSCA-FM (Reg. Mex.) 3.2

Continucusly apdated

ratings resuits:
www.radicandrecords.com.
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Sanders Joins Lineup Of
R&R Talk Radio Seminar

Yahoo! exec set to address TRS on March 7

By Al Peterson

R&R News/Talk/Sports Editor
alpeterson@radioandrecords.com

Tim Sanders, Chief f
Solutions Officer for Ya- |
hoo! Inc., has been
added to the lineup of
featured speakers at the
R&R Talk Radio Semi-
nar, which will be held
March 6-8 at the Marina
Beach Marriott hotel lo-
cated in the suburban
Los Angeles community of Ma-
rina del Rey, CA.

Sanders joined Yahoo in
1999, following the company’s
acquisition of Broadcast.com,
where, as part of that com-
pany’s business services divi-
sion, he developed audio and
video broadcast ventures for a
wide variety of clients, includ-
ing The Limited Inc. (for the
Victoria’s Secret fashion-show
webcast), Harvard University,

Sanders

Dell Computers, Intel
and Ford Motor Co.

In his role as CSO at
Yahoo, Sanders is
charged with delivering
next-generation market-
ing programs to world-
class brands. His team
focuses on matching
marketers’ needs with
the company’s cutting-
edge capabilities and so-
lutions.

Prior to leading the solutions
team at Yahoo, Sanders created
and led the company’s Value-
Lab, an in-house think tank that
delivers value-added proposi-
tions to prospective and current
clients.

Sanders is also the author of
the best-selling business book
Love Is the Killer App (Crown

SANDERS » See Page 12

Emmis Q3 Comes In Well
Ahead Of Street Forecasts

Smulyan calls 2002 ‘a breakthrough year’

Emmis, generally considered
a financial bellwether for the
radio industry, reported good
news in its fiscal Q3 earnings
last week, giving industry ob-
servers a sneak peek at what
they might expect from other
companies that will soon be re-
leasing Q4 and full-year results.

Emmis reported earnings
per share of 16 cents for fiscal
Q3 2003 — soundly beating the
consensus estimate of 7 cents
from analysts polled by
Thomson First Call — as net
income improved from a loss

Bullseye Marketing

national callout re-
search in the Country
format for the last three
years, has reached an agreement
with R&R to
provide data
for the CHR/
Pop format,
effective with this week'’s is-
sue. Both formats now carry
the name R&R Callout
America, powered by Bulls-
eye Callout.
Nashville-based Bullseye
was formed by President

R&R Expands Callout
America To CHR

New agreement with Bullseye Marketing
for CHR/Pop becomes effective this week

Research, the data pro- I I
vider behind R&R's @u s
A

R RO R e T -l through its

Hits The Bullseye, Page 25
leading re-

LLOUT

John Hart in 1996 and has
grown substantially in re-
cent years

market-

search services. R&R’s
Callout America for CHR/
Pop was launched eight
years ago next month and
provides the industry’s No. 1

CALLOUT » See Page 12

of $13.9 million (29 cents) a year
ago to a profit of $8.6 million.
While revenue in the
company’s radio division
slipped 1%, to $65.7 million,
overall company net revenue
improved 12%, to $155.5 mil-
lion, and EBITDA improved
40%, to $62.2 million. Free cash
flow jumped from $3.6 million
to $26.6 million, while after-tax
cash flow climbed 86%, to $35.6
million (67 cents per share).
Broadcast cash flow improved

EMMIS » See Page 11

CES nghllghts
Digital Radio

Sirius changes name

By Joe Howard

R&R Washington Bureau
jhoward@radjoandrecords.com

LAS VEGAS — HD Radio was
a hot topic at this year’s Inter-
national Consumer Electronics
Show, as a flurry of announce-
ments from technology devel-
oper iBiquity indicated that the
digital service is gaining accep-
tance from the radio industry.

But just as the technology
some view as radio’s savior is
entering the market, one of the
two satellite radio companies
— which some in radio con-
sider the enemy — announced
plans to step up its advertising
efforts, as well as changes to its
service aimed at attracting
more consumers.

CES » See Page 18

The industry's No. 1 daily fax: R&R TODAY

www.americanradiohistorv.com
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IN MEMORIAM

Maurice Gibb, Bee Gees
Co-Founder, Dies At 53

By Adam Jacobson

RE&R Radio Editor
aacobson@radioandrecerds.com

Maurice Gibb, one-third of leg-
endary pop act The Bee Gees, died
Jan. 12 at a Miami Beach hospital
arter undergoing emergency sur-
gery for an infestinal blockage. He
was 53.

Gibb, who lived in Miami Beach,

Maurice, Barry and Robin Gibb.

The Bee Gees in mé"'705 (clockwise from top):

was admitted to Mount Sinai Hos-

pital on Jan. 9 after collapsing at his
home. In a preliminary statement,
hospital representatives said Gibb
experienced stomach pains caused
by a strangulated hernia. Mount
Sinai later declined to discuss the
cause of Gibb’s passing, citing pa-
tient privacy.

However, brothers and
bandmates Robin and Barry
Gibb told BBC News that
& mistakes made by Mount
B Sinai surgeons may have
caused Maurice Gibb’s
death. The hospital says it
will cooperate with Gibb
family members in determin-
| ing the cause.

Maurice Gibb was born
1 on England’s Isle of Man on
Dec. 22, 1949 and was the
twin brother of Robin Gibb.
The three brothers moved to

| with their father, bandleader

GIBB - See Page 12

Schwartz Returns To OM
Post At WCKG/Chicago

Jeff Schwartz has been
named OM for Infinity FM
Talker WCK&G/Chicago.
His scheduled Jan. 28 ar-
rival will mark a return to
the post for Schwartz, who
exited WCKG and the radio
industry early last vear in
anticipation of a since-can-
celed move to Southern
California in conjunction
with his wife’s business.

Since Schwartz's departure vet-
eran programmer Tim Sabean has
been overseeing programming and
operations at the station, splitting
his time between WCKG and co-
owned WYSP-FM/ Philadelphia.

CR A e

Shwartz

Sabean has now resumed
full-time OM duties at
OE WYSP.
| Schwartz will also reunite
with GM Harvey Wells.
| The pair worked together
# during Schwartz's previous
. tour at WCKG and, prior to
i that, at Sports/Talk WSCR-
=88 AM/Chicago. Schwartz's 28-
year Chicago radio resume
also includes sales and management
stints at WBBM-FM and WLUD-
FM.
“To have the opportunity to
come back is like having lightning

SCHWARTZ - See Page 11

Jones Appointed VP/GM

For ABC News }Badio

Sixteen-year ABC Radio
Networks veteran Steve
Jones has been named VP/
GM of ABC News Radio.
He was most recently VP/
Programming & Opera- [
tions for ABCNEWS.com
and replaces Chris Berry,
who was promoted in No-
vember 2002 to President/
GM of ABC Radio’s News/
Talk WMAL-AM/Washington.

In his new job Jones will oversee
all domestic and international news,
sports and infarmation coverage for

| the five ABC Radio net-
works, which currently
serve approximately 4,800
affiliates nationwide.
“Through his wealth of
experience at ABCNEWS.
com and ABC Radio, Steve
has made a tremendous
~ | contribution to the quality
and breadth of content at
ABC News,” ABC News
President David Westin said. “We
look forward to putting his strong

JONES ;- See Page 11

4 AL
THE ENVELOPE, PLEASE.. .. he Osbournes hosted the 30th annual
American Music Awards show, which was held Monday night at the Shrine
Auditorium in Los Angeles and aired on ABC-TV. The show featured perfor-
mances by Missy Elfiott, Mariah Carey. Nickelback, Shania Twain and Christina
Aguilera. Seen here are (clockwise from top) Nelly. who won the Internet Artist

fan's Choice Award; Martina McBride, who was named Favorite Country Female
Artist; Ashanti, who took home Favorite New Artist in both the Pop/Rock and

Australia at an early age |

Pop/Rock Female Artist.

Hip-Hop/R&B categories. and Sheryl Crow, who won the award for Favorite

' Kepler Named Clear Channel
VP/Smooth Jazz Programming

Clear Channel Radio has
named Allen Kepler VP/Smooth
Jazz Programming. He
will retain his position as
Exec. VP/GM of the
company’s research and
consulting firm, Broadcast
Architecture.

“Allen and his team at
BA are internationally rec-
ognized leaders in Smooth
Jazz formatics,” Clear
Channel Sr. VP/Program-
ming Tom Owens said. “They al-
ready work in concert with Clear
Channel’s most successful Smooth
Jazz properties, and now we can
leverage this considerable exper-

Kepler

tise groupwide.” Clear Channel
programs Smooth Jazz on 13 radio
T stations, five in the top 15
markets.

this additional responsibil-
ity and to become more
deeply involved with Clear
Channel’s Smooth Jazz sta-
tions,” Kepler told R&R. “Our
group of program directors
are among the brightest in
radio, and | look forward to
continuing our partnerships and
expanding the influence and suc-
cess of the Smooth Jazz format

KEPLER > See Page 12
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Kaplan Adds OM Duties For
WMAX & WPCH/Atlanta

Louis Kaplan, PD of '80s
WMAX/Atlanta, has added OM
duties for that station, as well as
Clear Channel’s Hot AC WPCH/
Atlanta. At the same time, WPCH
PD Dave Dillon exits to rejoin his
family in Houston.

“Louis’ background in CHR, Hot
AC and Classic Hits qualifies him
as the perfect choice to re-engineer

| the former ‘Peach’ into a future

powerhouse,” Clear Channel/At-
lanta Director / Programming Tim
Dukes told R&R. WPCH recently
jettisoned its longtime “Peach”
moniker in favor of the more con-
temporary-sounding “94.9 Lite
FM.”

www.americanradiohistorv.com

“Peach was left over from when
the station had a Beautiful Music
background, and continuing to use
the Peach identity made it very dif-
ficult to get away from that image,”
Kaplan told R&R. “The station just
launched a huge TV campaign to
solidify its new Lite position.

“I'm inheriting a really good ra-
dio station. Dave did a great job,
and the station sounds terrific. I be-
lieve the station is going to do very
well. Plus, I now get to play James
Taylor records for the first time in
my career. Those who know me
know that’s a big thing.”

KAPLAN . See Page 12

Dollinger Joins

“T am elated to receive |
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Clear Channel
As SVP/Mktg.

Lisa Dollinger has joined Clear
Channel Radio’s corporate head-
quarters in San Antonio in the
newly created post of Sr. VP/Mar-
keting & Communications. She will
develop integrated internal and ex-
ternal marketing and communica-
tions programs and will oversee
public relations, media relations
and industry relations worldwide.

“The creation of this new posi-
tion is an important step for Clear
Channel and the beginning of
many wonderful new initiatives for
the company,” Clear Channel Radio
President/CEO John Hogan said.

“We are confident in Lisa’s ability
to build and execute vital programs
that take a proactive approach to
listening to and communicating
with our varied constituencies. Her
innate understanding of the radio
culture and her depth of experience
with radio broadcasters will greatly
benefit our stations and employees

BOLLINGER - See Page 11

R&R Observes
King Holiday

In observance of the Martin
Luther King Jr. Day holiday,
R&R's Los Angeles, Nashville
and Washington, DC offices wil
be closed Monday, Jan. 20.
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FCC Faces
Congressional Grilling

Powell says he’s troubled by Clear Channel’s dominance

By Joe Howard

R&R Washington Bureau
jhoward@radioandrecords.com

The FCC and Chairman Michael Powell kicked off
the new year by facing off with some of the agency’s
harshest critics as the commissioners fielded questions
from the Senate Committee on Commerce, Science &
Transportation about the state of the communications
industry. Not surprisingly, ample attention — much of
it critical — was paid to the FCC'’s ongoing review of

its media-ownership rules.

Reiterating concerns he has ex-
pressed previously, Sen. Ron Wy-
den warned that if ownership lim-
its are loosened too much, one
company might rise to control
most, if not all, of the nation’s me-
dia outlets. Wyden challenged
Powell on whether the FCC Chair-
man would support a policy that
could allow that to happen.

Powell called the question
“worthy of debate” but said con-
solidation can go only so far. “Can-
didly, I don’t believe anything
coming out of the commission’s
decisions could result in the abili-
ty of one person to own every-
thing,” he said, pointing out that
anti-trust laws and the FCC’s own

public-interest standard would
block a single company from seiz-
ing control of the nation’s media.
Nonetheless, in response to a
direct question from Wyden con-
cerning Clear Channel Communi-
cations, Powell admitted that he is
“troubled” by Clear Channel’s
dominance in the radio industry.
He said, however, that it was con-
gressional deregulation, not the
FCC, that allowed the company to
gobble up so many stations.
“We're often criticized as the in-
stitution that did that,” he said,
“but much of that deregulation is
a consequence of [the Telecommu-
nications Act].” Sen. John McCain
acknowledged later in the session

that the Telecom Act could account
for consolidation in the radio in-
dustry.

Powell was also quick to note
that, although consolidation was
a primary focus of the last two
commissions, his is the lone panel
to have attempted to stem the tide.
He noted, “The commission, un-
der my leadership, has moved to
block a number of radio transac-
tions, and previous commissions
never moved to block a single
one.”

Indeed, on Powell’s watch a
number of proposed radio sales,
including a handful of Clear Chan-
nel purchases, have been designat-
ed for hearing by the FCC —
something that hadn’t been done
since the late 1960s. “I am con-
cerned about concentration,”
Powell said, “particularly in ra-
dio.”

During the session Sen. Byron
Dorgan of North Dakota be-
moaned the fact that of the 31 com-
mercial stations in his state’s four

FCC » See Page 6

Viacom Chief Optimistic
About Further Deregulation

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

I.ndustry heavyweights last week enjoyed the balmy
weather while talking shop in La Quinta, CA, a golf
resort southwest of Palm Springs. Some executives may
have spent some time on the links, but most devoted
their time to serious business discussion at the
Salomon Smith Barney Global Media, Entertainment
& Telecommunications Conference, and some pro-
vided definitive outlooks on the radio business in the

coming year.

Viacom Chairman/CEO Sum-
ner Redstone expressed tremen-
dous optimism about further de-
regulation of the industry, saying,
“I do not need to tell this audience
what the next round of deregula-
tion could mean for this industry
in terms of further constructive
consolidation, increased operating
efficiencies and dramatic appreci-
ation in the value of media
stocks.”

He reminded those on hand
how the Telecommunications Act
“transformed radio overnight”
and added, “The 1996 deregula-
tion of local radio ownership has
had no untoward effects on either
competition or diversity in radio
markets. Let’s hope the [FCC un-
der Chairman Michael Powell]

stays on track and gets the dereg-
ulation job done.”

At another session, Cox Radio
CEO Bob Neil said radio revenue
has stabilized but cautioned that
visibility remains limited, because
advertisers still have a tendency to
make last-minute buying deci-
sions. “We’re continuing to see
what [ would consider a slow, se-
quential improvement in the rev-
enue condition,” he said. “"We
have seen more dollars added into
a month after we’ve gone into the
month than we have since 1've
been in the business, and that
trend is continuing. It's still a bit
of a buyer’s market out there, but
prices and costs per point have
firmed, particularly in the third
and fourth quarters.”

Neil also took time out at the
Salomon Smith Barney affair to
give a tongue-lashing to satellite
radio. He expressed his doubts
that XM and Sirius investors will
ever see returns and said of the
satcasters, “I really can’t see how
their model ever works.”

Neil questioned how either
company will be able to pay back
“the enormous amount of capital
that they’ve already been able —
amazingly to me — to attract from
people,” but noted, ”Although,
once people get in, they almost
have no choice but to try to save
it.” He also said he believes there
is no “brand niche” for satellite
radio and said the lack of a local
advertising stream will hurt the
satcasters.

Others making headlines at the
Salomon Smith Barney conference
were Clear Channel CFO Randall
Mays, who said Jan. 9 that he be-
lieves ownership limits are irratio-
nal, and Entravision Chairman/
CEO Walter Ulloa, who discussed
his company’s purchase of Big
City Radio’s Los Angeles cluster
(see Business Briefs for more de-
tails).

www.americanradiohistorv.com

BUSINESS BRIEFS

Entravision Set To Sell Two-Thirds
Of ‘Viva’ Trimulcast

peaking at last week's Salomon Smith Barney Global Entertainment,

Media & Telecommunications Conference, Entravision Communi-
cations Chairman/CEQ Walter Ulloa said his company will probably di-
vest KSYY/Fallbrook, CA and KVYY/Ventura, CA, two of the signals that
comprise the Southern California “Viva 107.1" trimulcast Entravision is
purchasing from Big City for $137 million. “We think there is $10 million
in value there,” Ulloa said. Funds from the sale would be used to offset
the cost of planned format launches at KSSE/Riverside and simulcast
partners KSSC/Santa Monica, CA and KSSD/Newport Beach, CA, all
of which now air the Spanish Contemporary “Super Estrella” format.

Ulloa also confirmed that the Super Estrella programming will move
to the third station in the Viva trio, KLYY/Arcadia-Los Angeles, no later
than early February — a shift he said will be easy because Viva and
Super Estrella air nearly identical formats. Ulloa predicted that Super
Estrella will have a 2.0 share 12+ in L.A. within 12 months of the move
to KLYY and forecast 1.0 shares for KSSE and KSSC & KSSD by the
start of 2004.

Also at the Salomon Smith Barney Conference, Ulloa said that the
Big City/Los Angeles assets Entravision is purchasing have been being
run by a “troubled” operation. “They haven't been a good competitor,”
he said of Big City. He added that Entravision had been looking into buy-
ing the Viva 107.1 trimuicast for quite some time as a “stick acquisition”
— that is, with no intention of retaining the Viva programming.

Clear Channel/L.A. To Consolidate Operations

lear Channel Communications/Los Angeles has inked a $45 mil-

lion, 12-year deal with real estate company M. David Paul Associ-
ates for space at the Pinnacle, a recently completed office building and
retail complex in Burbank, CA. The Los Angeles Times reported that all
eight Clear Channel/L.A. stations will move into the building in 2004, when
construction of 40 radio studios in the complex has been completed.
Other Pinnacle tenants include Wamer Music Group and NBC Enter-
prises.

In other news from Clear Channel, the company has made a deal
with Washington, DC-based wireless company InPhonic that will enable
WAKS, WGAR, WMMS, WMJI, WMVX & WTAM/Cleveland to send tar-
geted text messages to listeners’ cell phones. Listeners can subscribe
to the free service, expected to launch in Q1, by visiting any of the six
stations’ websites. CC/Cleveland will use the service to offer listeners
the opportunity to enter contests, receive news and sports alerts and
buy concert tickets before they go on sale to the public. Those whose
phones can’t accept text messaging can even sign up at station sites to
get free shont-messaging-capable phones.

RAB To Honor Regent’s Stakelin

n recognition of his dedication to and leadership in the radio industry,

Regent Communications President/COO Bill Stakelin will receive the
RAB's Kevin B. Sweeney Award at RAB2003 later this month. Stakelin
has been in radio for his entire professional life, having begun his ca-
reer at age 14 in Georgetown, KY. After 17 years with Biuegrass Broad-
cast, he became President/CEO of the RAB in 1983. In 1988 he founded
Apollo Radio, which in 1994 merged with Regent with Stakelin as Exec.
VP/COO. In 1997 Regent was sold to Jacor Communications, after which
Stakelin founded Regent Il Communications with partner Terry Jacobs.
Stakelin currently represents New York and New Jersey on the NAB
board of directors and has also served as Radio Chairman and Joint
Board Chairman for the NAB.

In other news from RAB2003, renowned speaker Les Brown will de-
liver a keynote address titled “Achieving at the Next Level” on Jan. 31.
The RAB says the speech will teach sellers and managers to avoid com-
mon pitfalls and achieve their utmost revenue-generating potential. The
RAB Radio Sales, Management & Leadership Conference will be held
Jan. 30-Feb. 2 at the Hyatt Regency in New Orleans.

NPR Receives Its Largest-Ever Grant

ational Public Radio has received $14 million, the largest grant ever
to the noncommercial group, from the MacArthur Foundation. Of
that amount, $4 million is earmarked for the NPR Endowment Fund
for Excellence, which was established to help ensure NPR’s long-term
financia! stability. The remaining $10 million will be used for news and

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

1002 a3 11003 o2 1/3/03-1/10/03

R&R Index 243.87 213.13 227.96 -6.5% +7%_
Dow Industrials 10,067.86 8,601.69 878598 -13% +2%
S&P 500 1,156.55 908.59 926.27 -20% +2%
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MARINA BEACH MARRIOTT
LOS ANGELES, CA

| registration

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

R&R Tz k Rad 0 Seminar 2003
P.O. 3cx 51540¢

Los An3eles, CA 30051-6708

OR REGISTER ONLINE AT www.radioandrecords.com
MAILI Nz ADCRESS

Please print carefully or type in the farm below.
Full payment must accompary recist-ation
form. Please include separate forms far each
registration. Photocopies are accaptable.

Name

Title

Call Lete w/Comp=ry Hame

Stree~

City

Telephene #

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 retunds after
February 14, 2003.
$500

METHOD OF PAYMENT

PLEASE ENCLOSE SEPARATE FORMS FOR EACH INDIVIDUAL REGISTRATION

Amount Enclosed: $
O visa

Account Number |

[:l MasterCard [:l American Express [:l Discover [:l Check

Expiration Date

L L]

Month  Date

Signature

Print Cardholder Name Here

Call the R&R Talk Radio Seminar 2003

QUESTIONS? | i at 310-788-1696

Marina Beach Marnott Los Angeles CA

,§§eg. strajg on

awarr '#elccme to you during your upcoming meeting.

» To'zcafirm you- reservetior, your arrival must be guaranteed dy charging two
nights depcs t "o a majos crecit card, or you may send payment by mail. Deposits
will Je refunced only if reservation is cancelled at least 14 days prior to arrival.

» Resersaticns recuested after February 10, 2003 or after the room tilock has been

fillez &-e sub-ect to availebility and may not be available at the Serinar rate.
* Checx 1 time is 3:00 pm; check out time is 12noon.

Thank you for requesting reservétions at the
Marine Eeact Marriott. Qur staff would like to take the opportunity to extend

Single / Double

$1 79/n|ght

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)
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Radio One, Comcast To
Launch New Cable Network

adio One President/CEO Alfred Liggins finally got
his wish. For some time, Liggins has expressed an in-
terest in launching an African-American-focused cable
network to complement Black Entertainment Televi-
sion, and this week Radio One announced that it will
team with Comcast to start an as-yet-unnamed venture
that will feature entertainment, news, opinion and
sports programming targeted primarily to 25-54-year-
old African-American viewers. The network is ex-
pected to debut later this year.

Under the terms of the joint ven-
ture, Radio One will make a direct
cash investment not expected to
exceed $70 million over four years,
while Comcast and other parties
will invest another $60 million
over four years. Radio One will
also provide radio ad time over
several years in exchange for an
additional equity interest in the
cable network, for which Liggins
will serve as Chairman.

Radio One expects that its fully
diluted ownership interest in the
network will be less than 40%,
while Comcast will receive a like-
sized equity interest for commit-
ting both financing and a substan-
tial number of subscribers from its
many cable systems. Comcast said
its systems serve 21 of the top 25
U.S. markets, reaching 50% of the
nation’s African-American popu-
lation.

Radio One Exec. VP / CFO Scott
Royster explained to R&R that Ra-
dio One and Comcast will ulti-
mately have equal shares in the
venture: While Radio One is put-
ting up more cash and will get
management fees and an addition-
al ownership share for the radio
advertising it provides, the signif-
icant value of access to Comcast’s
cable subscribers puts the two
companies on a level.

While he’s long felt that African
Americans are being underserved
by cable TV, Liggins said his new
network will complement, not
challenge, BET. “We believe this
service is going to be very differ-
ent from BET,” he said during a
conference call held to discuss the

network, adding that his market-
ing strategy is to offer what's not
already being offered. “This mar-
ketplace can support more than
one good idea.”

Liggins stressed that the cable
network won’t distract him from
Radio One’s bread-and-butter ra-
dio business. “1 expect to spend
the vast majority of my time focus-
ing on Radio One business,” he
said, “as this network will have a
standalone management team.”

But Liggins said he will spend
some time in the network’s early
days “shaping the vision and get-
ting the team put together.” Com-
cast President/ CEO Brian Roberts
said, “The actual implementation
of making it work is going to fall
back to the new management
team we're going to hire.”

Morgan Stanley analyst Micha-
el Russell called the cable venture
“a modest positive” for Radio
One, saying that most investors
had feared a larger financial com-
mitment to cable and a larger de-
gree of management distraction
than are involved in Radio One’s
plans with Comcast.

With the cable investment, Rus-
sell now expects Radio One to ex-
perience a $15 million loss in 2003,
followed by losses of $20 million
in both 2004 and 2005 and $15 mil-
lion in 2006. However, he said
those estimates are preliminary
and will likely change as more
details are provided.

In addition to the cable network,
Radio One announced a radio-sta-
tion purchase this week and up-
dated its Q4 guidance. In fact, Ra-

Continued from Page 4

_ BUSINESS BRIEFS

public-affairs programming. The infusion of cash arrives at a good time
for NPR: It will soon be expanding with the opening of NPR West and is
increasing its commitment to international reporting. Since 1985, the
MacArthur Foundation has donated more than $31 million to NPR.

BMW Offers Sirius

XM Now Available In 44 GM Models,

M Satellite Radio will be available in 44 of GM’s 57 models in 2004,

up considerably from the 25 models GM is offering the service in
for its 2003 model line. As of the 2004 model year, XM will be available
in the Chevrolet Malibu and Malibu Maxx and the new Colorado and
GMC Canyon midsized pickups, as well as SUVs including the Chevy
Trailblazer, GMC Envoy and the new Buick Rainier.

Continued on Page 12

dio One and the K-Love Radio
Network double-teamed to grab
some troubled stations in Dayton.
In mid-November 2002 a judge
ordered Hawes-Saunders Broad-
cast Properties, which filed for
bankruptcy on Nov. 4, to place its
WRNB & WROU /Dayton in trust
until a buyer could be found.

Subject to the approval of the
bankruptcy court, Radio One will
acquire Urban WROU for $9.5
million in a move that gives the
company a solid complement for
its CHR /Rhythmic WDHT/Day-
ton. (Radio One ups its station
count to five in Dayton with the
deal). Meanwhile, Sacramento-
based religious broadcaster K-
Love Radio Network got Urban
AC WRNB for $1.2 million.
WRNB will be K-Love's first Ohio
property.

W. Lawrence Patrick, the court-
appointed trustee of the Hawes-
Saunders stations who is also serv-
ing as their interim GM, is expect-
ed to present Radio One’s offer for
WROU at a U.S. Bankruptcy
Court hearing set for Feb. 10, the
Dayton Daily News reported. The
newspaper also reported that Ra-
dio One could begin operating
WROU via an LMA as soon as
Feb. 11.

Meanwhile, Radio One reaf-
firmed the Q4 guidance it fur-
nished with its Q3 numbers a few
months ago, saying net revenue
will increase at least 13% over Q4
2001. Q4 earnings are expected in
the first half of February. Radio
One added that its January out-
look appears solid and is pacing in
the high single digits to low dou-
ble digits, pointing out that nation-
al is outperforming local.

— Joe Howard
with additional reporting by
Adam Jacobson

_RADIO BUSINESS

o S SRR B

i Bismarck, ND
® WWIT-AM/Canton, NC $311,000
: @ KNTX-AM/Bowie, TX $118,000

WY $7.75 million

- www.radioandrecords.com.

PRICE: $16.5 million

" TRANSACTIONS AT A GLANCE

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

. # KUMU-AM & FM & KAHA-FM/Honolulu, HI $5.2 million

. @ WGOM-AM & WMRI-FM/Marion (Muncie), IN $1.63 million

i @ WSOH-FM/New Washington, IN $950,000

: @ WINQ-FM/Winchendon, MA $400,000

. @ KNUJ-AM/New Ulm, KNUJ-FM/Sleepy Eye and KNSG-FM/
Springfield (Mankato-New Uim), MN $250,000 and KXMR-AN/

; o KATK-AM & FM/Carisbad, NM $450,000
© WROU-FM/West Carrollton (Dayton), OH $9.5 million
: @ KMGR-FM/Delta, UT $1.25 million

i e WXCF-AM & FM/Clifton Forge, VA $400,000 .
@ KKPL-FM/Cheyenne & KARS-FM/Laramie (Ft. Collins-Greeley), :

'~ Full transactions listings, posted daily, can be found at

DEAL OF THE WEEK

%
g
§

rsa e

e Citadel/AAA Entertainment Multistate Deal

TERMS: Asset sale for cash

BUYER: Citadel Communications

SELLER: AAA Entertainment

BROKER: Bob Maccini of Media Services Group
STATIONS TRADED: WMOS-FM/Montauk, NY (New London, CT) '
and WWKX-FM/Woonsocket (Providence) and WAKX-FM/Nar-

ragansett Pier (Newport), Rl

2003 DEALS TO DATE

v

Dollars to Date:

Dollars This Quarter:

Stations Traded This Year:

Stations Traded This Quarter:

$181,296,595

(Last Year: $5,403,679,204)

$181,296,595

(Last Year: $284,586,711)

4

(Last Year: 812) ¢

4

(Last Year: 114)

A e e TR

FCC

Continued from Page 4

largest cities, 13 — including, in
one market, all six commercial sta-
tions — are owned by the same
company. He said, “The fact is,
we're heading in exactly the
wrong direction. In these areas,
you need to have your foot on the
brake, not your hand on the throt-
tle. Unless changes are made,
we’re heading for a train wreck.”
FCC Commissioner Kevin Mar-
tin said some of the responsibility
for consolidation can be attribut-
ed to the FCC’s method of defin-
ing radio markets. He said the
FCC’s approach, under examina-
tion in the media-ownership re-
view, may have led to some mar-
kets’ “being treated as larger than
they really are.” Powell agreed
with Martin’s assessment.
Meanwhile, Sen. Trent Lott said
that ensuring that local news and
information don’t fall by the way-

www.americanradiohistorv.com

side is critically important as the
FCC considers changing its own-
ership rules — a point on which
Commissioner Jonathan Adelstein
shared Lott’s concern.

In fact, Adelstein took the op-
portunity to support Commission-
er Michael Copps’ efforts to hold
field hearings across the country to
hear from a broad sample of those
most affected by the media-own-
ership rules. “We need to reach out
to Americans and hear what they
have to say in every part of the
country,” Adelstein said. "We
need to stick to the traditional hall-
marks of diversity of voices, local-
ism and competition.”

Commissioner Kathleen Aber-
nathy said that whatever action
the FCC takes will be guided by
those principles, noting that the
commission is acutely aware of the
importance of the rules review.
She pointed out that the FCC has
already received more than 2,000
comments in the proceeding and

has commissioned six studies of
the media landscape to help sup-
port its decisionmaking. For his
part, Copps said there is nothing
as important as the rules review on
the commission’s agenda.

Amid all the debate, Lott sug-
gested that there may be room for
compromise between the FCC and
Congress, suggesting that the Tele-
com Act could stand some tinker-
ing. “As we move forward,” Lott
said, “1 think we as a Congress and
you as a regulatory body should
work together. We may need to
tweak the law some. That’s not to
say we tilt it one way or the other,
but we passed it in 1996. My good-
ness, the world has changed so
much in this area.”

He continued, “T hope that you
will seriously think about that and
maybe be prepared to talk with us,
either privately or in subsequent
hearings, about what we might
need to do in the future to review
that law.”

—— -
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. Restaurants

Don’t let competitors eat your lunch in this major

revenue category

MANAGEVMIENT MARKETING SALES

Few businesses serve up as many advertising dollars as restaurants, which dish
out an appetizing $975 million in radio revenues annually. CMR ranks the restau-
rant category sixth in the food chain of the top 30 national network and spot radio
segments. The complete 2002 figures are still in the oven, but 2001’s figures reflect
more than $143 million in radio business in the top 100 markets alone. The RAB
reports some of radio’s biggest-spending brands are in this category, including
Burger King, Denny’s, Red Lobster and McDonald’s.

If you're hurgry for more ad dol-
lars, you'll find a smorgasbord of
useful facts and figures to chew on
with this X-Ray. But bear in mind
that many naticnal advertisers, such
as McDonald’s, place the majority of
their radio advertising directly with
stations, not through a network or
spot rep firm. Direct spending by
these companies substantially ex-
ceeds the amounts listed in the var-
ious box scores.

Leading Cities For
Restaurant Business

Below are the Media Audit’s top-in-
dexing cities where 18+ adults
went to sit-down restaurants at
least four times in the past two
weeks. Nearly all are in the South,
which Simmons reports has more
than twice as many adults dining
out as any other region where
adults ate at a family restaurant or
steakhouse 13 times or more in
the past month. Not surprisingly,
the list leans toward popular retire-
ment commurities, college towns

With an estimated 137 visits an-
nually, Americans on average spend
almost half of their food dollars on
restaurants and other food-service
venues, forking over $846 per year.
Nearly everyone goes out to eat at
least a few times a month, and al-
most 17% eat out at least twice a
week. The battle for the belly is
drawn mostly along economic lines:
The more people make, the more
they make reservations.

Each week radio consistently
reaches over 90% of the dining-out

opulation, whether they go to
burger joints, coffeehouses or steak-
houses. Birthdays, Mother’s Day
and the upcoming Valentine’s Day
are the three most popular occasions
for eating out, with dinner traffic
accounting for 52% of overall busi-
ness on those days, followed by
lunch (37%) and breakfast (11%).

Sandwich restaurants sell over
half of all meals purchased away
from home, while fish, steak and
chicken are the casual diner’s favor-

Radio Spending Profile

Here’s the percentage that goes
to radio of total media spending in
the restaurant category:

Median 21.2%
High 26.9%
Mean 20.4%
Low 14.0%

* 2002 overall radio growth rate
(through September): +4%

* 2002 restaurant-category
radio growth rate (through
September): +6.1%

* Restaurant category as a
percentage of total radio
expenditures: 5.3%

Source: Miller, Kaplan. Arase & Co.

ite menu items. In order, these are
the most popular days to get out of
the kitchen: Saturday, Friday, Sun-
day, Thursday, Wednesday, Tuesday
and Monday. (Note how that match-
es up with popular radio ad-buy
schedules.)

Restaurant Seeding
& Selling Points

* Feed those midwinter blues. January and February are
traditionally the slowest months for full-service restaurants. With the
economy and competition cited by restaurants as their top business
concerns, you may find more ears receptive to your pitch right now.

* Corner the caffeine community. Alternative, CHR/Pop, Smooth
Jazz, Classical and News/Talk stations should be pitching coffeehouse
business with a vengeance. These businesses don’t attract so much a
“young and affluent” mix as "young or affluent” customers. Although
coffeehouses do much better with high-income households (hence the
high indexes with Smooth Jazz and News/Talk listeners), they also
index strongly with those on much tighter incomes, including part-time
workers, singles and younger demos, such as college students. These
consumers appear to be more likely to use their dining-out dollars at
these stores than at most other restaurants. One can also see
evidence of the “Starbucks as community” branding position’s appeal to
younger demos in the chain’s higher traffic from renters — in many
cases, singles and young couples with few or no children.

* The kids are all right. Stations that index well with family
households should obviously reach out to gain business from fast-food
and casual restaurants, toward which the typical consumer’s dining
patterns shift radically once a child comes into the home. Next on the
target list should be Mexican and Chinese restaurants, as these mostly
affordable businesses index much higher with families than do other
types of restaurant groups. Top kids’ favorites (regardless of restaurant
category, in order): french fries, chicken, ice cream, burgers and pasta.

* Try the 7pm-midnight special. Yankelovich Partners says 16%
of Americans like to eat dinner at 8pm or later, and 11% make the
decision to go out the night before. And, according to the Media Audit,
7pm-midnight is tied with afternoon drive as the highest-indexing
listening daypart (110) among those who eat at sit-down restaurants
frequently. Evening avails can be an affordable and effective way for
advertisers to use your station to reach prospective customers.

* Know the turn-ons and turn-offs. Most adults like a restaurant
where they can hold quiet conversations. Their top considerations are
fresh food that tastes great, attentive service, a good vaiue and menu
variety. The No. 1 complaint: disappearing waitstaft, followed by vain or
disrespectful servers, cold food and fellow patrons with cell phones.
Making patrons wait more than 10 minutes for a weeknight table is also
a problem.

* Top meal motivators. When pitching restaurants and cooking up
hot copy, bear in mind that the most likely reason you'lt find people
going out is to have a fun evening with friends (18.7%), followed by
routine weekend dining (14.6%), a special occasion (13.2%), lunch with
a co-worker or friend (12.4%}, didn’t want to cook (10.9%), food
cravings (7.5%), date or romantic occasion (5.0%) and other or don't
know (17.7%). Two useful facts about what frustrates consumers about
lunch options: Boredom with the same old choices and the inability to
find healthy options each frustrate 29% of diners. Less than 10% of
casual-dining customers take advantage of limited-time promotions,
while nearly half of upscale restaurants allow online reservations
(useful links for your station website).

» Look for openings from fast-growing chains. Sniffing for the
aroma of new business? The top 10 growth chains for 2000, up 40% or
more, were, in order, Bahama Breeze, Buca di Beppo, Panera Bread/

and vacation destinations, with St. Louis Bread Co., Jamba Juice, Famous Dave’s, P.F. Chang’s, Baja
Florida captunng eight of the top | | Top Radio-Friendly Restaurants Fresh, Quizno’s, Copeland’s and Rubio’s Baja Grill.
20. Unless your food is a lot bet- Here’s some additional food for thought: Below is how the 20 restaurant * Recruiting: It's what’s for dinner. For restaurant operators, the
Ul el et e el s " chains that spent at least $250,000 in national radio spot advertising dur- top operational challenges in 2003 will be recruiting and retaining
faurant in Spakane, which index- ing the first three months of 2002 rank in terms of percentage of total employees. Use your station s ability to reach potential applicants who
GG media dollars going to radio. Figures are in thousands of doliars. already have jobs; radio can reach people at work better than the
1. Sarasof 150 % To Nat'l Spot Nat’l Spot Dollars Internet or newspapers.
2 West Palm Beach 142 B?hama Breeze 100.0 794 * The link between frequent dining out and frequent radio use.
- D'Angeio 100.0 589 TV salespeople may tell prospects to “show the sizzle,” but Media Audit
SELAst Loy Mrs. Winner's 824 286 s di -
4. Austin 136 o e N researc.h.sa'ys that people who are serious @lners (four or rporfa sit-
5. Greenvile, SC 132 Pizzeria Uno 65.0 ’321 down visits in the past two weeks) are heavier users of radio (index
6. Melboume 127 Shell's Seafood 61 j7 510 105) than they are of television (89). Since outdoor indexes highest
7. Peoria, KL 126 Old Chicago 51.1 281 (127), it can make sense to target billboard-buying restaurants to create
8. Columbia, SC 125 Hop's Bar & Brewery 38.0 1065 extra impressions with in-car listeners.
{tie) Daytona Beach 125 Romano’s Macaroni 379 'a37 * Lifestyles of the rich and hungry. The Media Audit reports that
10. Charlotie 123 Bennigan's 35.6 2,577 those who drive a luxury imported car, such as a Porsche, Mercedes,
112 ij:i?;?oro 1? Denny's ‘ 29.4 11,951 Lexus, Jaguar or BMW, are twice as likely as the general population to
13 Houston 121 ; Davg & Buster’s 289 1,186 have dined at a sit-down restaurant four or more times in the past two
14. Jacksorvilie 120 e 28.3 680 weeks. Those who also index 150 or higher among this elite food group
15. Tampa 119 g?;:iztr%;rel ggg 3 gg? are those who fly at least three times per year, drink wine regularly,
16. Knoxvilia 117 White Castie 21:2 2’120 shop jewelry stores, make $75,000 annually, plan to buy a car or home
18. Ar.m Arbor, MI 115 Friendly’s 19.7 2’294 in the next 24 months, make five or more online purchases each year
19. Miami 113 Donato's 18.8 '929 and like snow skiing and golf. If you have NTR events involving these
20. Las Vegas 114 Chi-Chi's 18.2 358 activities, restaurant tie-ins are naturals.
Source: The Media Audit, 2001-2002 SEE . , . LGt £heis
Source: Competitive Media Reporting Industry X-ray Continued on Page 9
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Competitive Media Spending: Restaurants

Here's how the chains that spent $5 million or more in total advertising during the first three months of 2002 divided their expenditures (excluding magazines,
network and syndicated TV and national newspapers). Figures are in thousands of dollars.

Newspapers Outdoor TV Cable Network  Radio Nat’l Newspapers Outdoor TV Cable  Network Radio Nat'l

- Spot Radio  Radio Spot Spot Radio  Radio Spot
Stuart Anderson 161 64 6,674 = = 99 KFC 161 1,626 50,039 20,025 381 273
Applebee’s 100 1,169 14,331 10,061 = 1,251 Long John Silver 45 139 12,395 4,341 = o
Arby’s 347 2,198 50,1\62 15,672 — 1,316 McDonald's 608 25,572 119,843 32,552 2,624 2,851
Bennigan's 73 261 4,325 4 — 2,577 . O'Charley’s — 396 4,726 — — —
Boston Market 341 14 12,073 . 2,408 297 | Oid Country Buffet . 5 10,589 — = 34
Burger King 288 4149 17,377 46,191 4,046 22,054 Olive Garger] o 644 4,776 8,932 286 2,255
Carl's Jr. 282 566 19,115 . — 975 § QOutback Steakhouse 27 2,846 9,094 7,941 — 3,020
Checker's 36 841 9,354 o o o . Papa John’s 1,056 413 21,858 2,472 357 99
Chili's 44 467 10,792 93%6 . — 13,893 Perkins 107 1,118 6,476 — — 230
Chuck E. Cheese o 6 1,161 7,586 S — ! Pizza Hut 138 614 50,946 12,662 S 748
Church’s = 220 7,921 90 = 343 9 - Popeye's 52 268 15,637 8
Cici's Pizza S 209 4,922 = — — Quizno’s 61 2,291 7,261 6,550 = 3,655
Cracker Barrel o 11,008 == = — 3,227 Rally's 89 265 11,386 == . =
Dairy Queen 65 1,141 20,174 5,325 — 426 Red Lobster 38 712 4,709 9,353 7,833 1,146
Del Taco = 197 5,281 = . = Romano’s Macaroni 75 4,395 1,053 = 3,371
Denny’s = 2,966 20,515 4113 337 11,951 _Round Table 114 2 5,154 o o S
Domino’s Pizza 822 223 40,227 14,974 4,073 1,375 Schiotzsky’s = 90 1,555 706 = 89
Dunkin’ Donuts 148 957 19,151 1,811 = 3,060 Shoney’s 85 2,985 1,562 — = 896
Ei Pollo Loco = = 5,759 = = 81 Sizzer 259 339 5,281 — o o

_@_Eygns S 1,002 5167 = = 104 Sonic . 128 702 27,185 5,915 = 163
Fazoli's = 331 4,865 . = — Steak N Shake o 1,994 5,355 1 o =
Friendly’s 59 598 8,711 = = 2,294 ~_ Subway 286 1,340 63,817 11,883 = 112
Golden Corral ) 131 552 755 — = 7 o Taco Bell 51 2,130 37,110 24,339 = 3,272
Hardee's 138 2,584 16,731 S 410 748 TGI Friday's 65 12 876 5,295 1,467 182
Hometown Buffet 35 10 8,067 — — — Wendy's 38 5,012 35,091 22,685 50 2,375
[HOP 117 1,646 21,403 = = 608 Whataburger = 1,479 5,389 . . 858
Jack in The Box L 225 47,852 1 - 1,851 - _White Castle — 243 7,529 — - 2,120
Joe’s Crab Shack 63 9 8,762 o = 26

Source: Competitive Media Reporting

- ®
“l NEEDED’M.
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Put Your Cume To Work

Legendary programmer Mike Phillips always says, “I would rather try to get four
people to listen for 15 minutes than one person to listen for an hour.”

The prime indicator of average
quarter-hour rank is not time-spent-
listening rank. Do a rank-
er of your market, and
ycu'll see that there is no
mathematical relationship
between TSL rank and
AQH rank, but there’s a
direct relationship be-
tween cume rank and
AQH rank.

For many years manag-
ers have been conned by
thus ridiculous notion: “Rather than
spending money on marketing, let’s
get our existing cume to listen long-
er.” The logic has a certain sexy ap-
peal to a math-brained, bottom-line-
pressured GM. Eliminate the “nega-
tives,” and people will listen to your
station longer.

That’s elegant but desperately
flawed thinking. This theory has re-
sulted in the elimination of elements
that made stations interesting and
textured and gave them franchise
value — that is, elements that cost a
few bucks.

Remember, ypu cannot beat the 7-
Eleven. Once a person arrives at the
7-Eleven, they will turn off the radio
and get out of the car. You can’t make
people listen to the radio longer.

Walter 3abo

In a weekly diary system, your
me is gone every seven days. A
bigger problem is that an
Arbitron diary can't real-
ly measure TSL or listen-
ing. It measures memory.
Unaided recall. The more
space a station’s brand
name has in the diary-
keeper’s memory, the
more space the station
gets on the diary page.

Memory space is cap-
tured in two ways: 1) impressions re-
sulting from listening to a station;
and 2) impressions generated by
marketing for that station. Yes, it
would be possible, in a diary mea-
sirement, to be No. 1 but, in fact,
have no one listening at all. Proof of
that is how frequently daytimers
used to show up in ratings reports at
Ylpm.

Arbitron’s Portable People Meter
will show the true impact of cume,
as in, “Oh, my! We'd better get our
cume up.”

Cume-Building Tools

I have always stressed program-

ming to build cume, and it works.

Here are six sure-to-work cume
builders for programmers.

Industry X-Ray

Continued from Page 7

Where They Eat

month.

McDonaid’s
BurgerKing
‘Wendy's

Taco Bell

KFC

Subway

Arby's

Domine’s Pizza
Dairy Queen
Papa John's Pizza
Boston Market
Chick-Fil-A
Starbuck’s
Hardee’s

Long John Silver’s

major chains in the past 30 days.

The figures kelow reflect the percentages of 18+ adults who have
stopped by these major fast-food chains at least once in the past

Great food, atmosphere and reasonablg prices lead the list of factors
that keep customers coming back to their favorite casual restaurants.
Below are the percentages of 18+ aduits who have stopped by these

Applebee’s 17
Pizza Hut 17
Red Labster 12
Denny’s 12
Olive Garden 12
Outbadk Steakhouse 9
Chili's 9
IHOP 8
T.G.l. Friday’s 7
Shoney’s 3
Lone Star Steakhouse & Saloon 2

Source: Scarborough, 2002

By Walter Sabo

1. Increase the frequency of service
elements — weather, traffic, music
news, concert news, etc. — and an-
nounce their existence. State what
you're doing and the exact time
you’ll do it again. Yes, do it on a
Rocker. MTV has news, right? Teach-
ing the benchmarks of the station is
important.

2. Shorten the playlist. A listener
only gives X amount of time to radio.
During that time they wart to hear
the hits, and only the hits. Program
to the reality of radio listening, If they
listen an hour a day, program to that
reality.

You and the sales department lis-
ten for eight hours, so the salespeo-
ple complain about repetition. If
management is weak, the salespeo-
ple win and more songs are added.
Result: Cume goes down this book,
and AQH goes down next book.
Tighten the list, and tell the sales de-
partment to raise the rates.
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3. Prize of the moment: The fastest
way for a radio station to get word-of-
mouth advertising — buzz —is by giv-
ing away the hottest prize for the target
listener. At the moment, my favorite for
guys is the Ford Thunderbird.

4. Assume no knowledge. The big-
gest mistake air personalities make is
assuming everyone knows every-
thing they do and remembers what
they did yesterday. The result is the
effect of a closed club. New listeners
feel excluded. Act like every listener
is brand-new.

To this day, David Letterman ex-
plains exactly what “Stupid Pet
Tricks” is. He does not assume knowl-
edge. If, after all these years, Letter-
man still has to explain what “Stupid
Pet Tricks” is, then you have to ex-
plain who ”Big Joe” and “Samantha’s
Wild Gofer” are.

5. What city is this? Listeners ex-
pect radio to be live and local. Fact is,
the reason voicetracking is a viable
option is that most breaks are not lo-
caland not too lively. They are generic
and lazy and fail to address the top-
of-mind interests of the target listen-
er. You just hear jock crap. But if lis-
teners know that every time they tune
to your station they will get a sense

of what’s going on in the city and a
sense of urgency in the delivery of
the information, they will feel com-
pelled to check in with your station
constantly.

6. Promos are instant messages to
your listeners. A good promo gets in-
side the brain of a diarykeeper be-
cause it links what you need — call-
letter memory — with things they
care about. A good promo puts a
positive charge on vital facts about
the station and connects the facts
with a listener’s emotional buttons.
You cannot spend too much for a
programming-only, top-notch pro-
duction director.

Walter Sabo has led consulting
firm Sabo Media since 1984. His
team includes a number of major
media companies, including
Millennium Broadcasting and
Standard Broadcasting, and all
100 channels of Sirius Satellite
Radio. Before starting his own
company Sabo was VP/GM of
ABC Radio Networks and Exec.
VP in charge of NBC-owned FM
stations. Reach him at 212-681-
8181 or walter @ sabomedia.com.
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PART Two OF A TwoO-PART SERIES

WSRadio Finds Its Niche

’Net-only Talker trying out rookie talent, specialized

programming

By Brida Connolly
Associate Managing Editor

Last week WSRadio VP/Programming & New Show Development Lee Mirabal,
a 37-year radio vet and former nationally syndicated talk host, talked about
WSRadio’s tightly targeted programming strategy. This week she discusses the
Internet-only Talk network’s approach to talent recruitment and ad sales.

R&R: How do you recruit talent?
Do hosts come to you?

LM: At the beginning 1 cold-
called people. One of our highest-
rated shows is Pet Fish Talk — oh, my
gosh, you have no idea. Tom and
Nevin Bailey are brothers, and they
own a fish hatchery. They supply
more tropical fish to Wal-Mart than
any other company in the world,
and they’re these two wonderful
men who are just these down-home,
honest guys.

| called four or five different fish
places before [ got them. I would say,
“Hi, this is Lee Mirabal with WSRa-
dio. We are going to be doing a pet
fish show, and we're looking for a
host. Do you know anyone who
would be interested?”

When 1 got to these guys, one
brother said to me, “My brother is
really the one with the charisma,”
and it ends up that the guy who told
me that really has the dry, wry sense
of humor. These two guys know
everything there is to know about
raising tropical fish. Their show
numbers went up and up and up,
and pretty soon they had 30,000,
then 40,000, fans. This is amazing.
Every day I come in here and I'm
overwhelmed with the excitement
of it all.

R&R: Is WSRadio’s approach to
start slowly and build?

LM: We're doing it in a way that
at least our hard costs are covered
by what the hosts are paying us, and
the rest becomes, hopefully, our for-
tunes.

Every talk show host on this net-
work is doing it for a different rea-
son. There are some who are nation-
al speakers, and they're doing it as
an addition to their profile. Some
people are doing it because, like the
Glass Show host, they just love their
subject. And some people are doing
it to make money.

We are the voice of Entrepreneur
magazine, and that was a show we
developed and took to the maga-
zine. They liked it, and here we are.
Now we have four Entrepreneur
magazine shows, all done here. We
develop them, from beginning to
end. We find the host, and if they
haven’t had experience — which
99% of them haven't — we train
them, and there you go. It's very
exciting.

R&R: Are the talents coming to you
now?

LM: Yes, In my e-mail every day
there are people saying they're inter-
ested. You know, we get some of our
hosts from their being guests on oth-

right to free speech.

Some CC Streams Retumn With Hiwire Agreement

Most of Clear Channel Communications’ 200 or so Internet
simulcasts went down earlier this month after a corporate policy
change put the costs of streaming on stations, but an agreement with
Hiwire has put webcasts in New York, Atlanta, Denver, Minneapolis
and other markets back online, at least for now. CC and Hiwire have
signed a 90-day interim agreement that puts 45 of the about 150 AM
and FM streams that went down back online, with Hiwire covering
bandwidth costs and royalties as part of the deal. Other streams,
including those in Houston and San Jose, remain offline for now.

Key Court Rulings In Los Angeles

U.S. District Judge Stephen Wilson ruled last week in Los Angeles
that peer-to-peer network KaZaa can be sued for copyright infringe-
ment in the U.S., despite its foreign ownership — parent company
Sharman Networks is Australian, and KaZaa itself is incorporated in
the island nation of Vanuatu. In a separate decision, U.S. Superior
Court Judge Peter Lichtman ruled in L.A. that lawsuits against record
labels by two California consumer groups can go forward. Lichtman
rejected the labels’ argument that the suits, over the labels’ failure to
warn consumers about copy-protection on CDs, violated the labels’

er shows. They're a guest and they
get excited about it, they talk to me,
and they end up coming on board.

R&R: Do your personalities look at
webcasting as an end in itself, or are
they aspiring broadcasters?

LM: Well, some of them are ask-
ing me how to make a demo tape.
It's inevitable, and, 1 tell you, |
would be delighted. As much as we
like to think of ourselves as the lat-
est thing going, | know that, toa lot
of these people, being in traditional
broadcasting is everything. [ would
be so happy with them if they
walked in this door and they had
never hosted a show before and then
a radio station hired them some-
where. 1 would feel as if a child had
made it.

R&R: Do you subscribe to Ar-
bitron's MeasureCast Ratings?

LM: We don't. So far, what we do
is we get the raw data from our serv-
er on the first day of each month for
the previous month. Each hour is
broken into three segments, so if you
did a show and you had a guy who
sold a widget in a first segment, and
your second segment was a wom-
an who stood on her head for 83
hours and got into the Guinness
Book of Records, we would know
exactly how many listeners clicked
on each segment. It's a great tool,
also, for the host to look into and say,
“Wow, I'm gonna have that guest
back on. He e-mailed his constitu-
ency, and | had a lot of listeners for
that segment.”

R&R: So the hosts have access to the
equivalent of ratings numbers to use for
ad sales?

LM: Yes. Look at it this way:
You've got a show like Glass Talk, you
can go to an advertiser and say,
"How'd you like to have 42,000 peo-
ple with Visa cards and laptops in a
room?” Because that's what you've
got. When you advertise on tradition-
al radio, there’s a lot of waste; you're
going to pay for people who aren't
interested in glass blowing. But here
we have this targeted audience.

And, you know something, you
have to be interested in the subject
to listen here, because you have to
go on the Internet, you have to find
us, you have to click on it, and if the
show’s not on live, you have to go
to the archive. These listeners are
dedicated.

Listen to WSRadio at www.ws
radio.com.

www americanradiohistorv. com

www.gracenote.com
charts @gracenote.com

If you play CDs on an Internet-connected computer, Gracenote prob-
ably knows about it. Every day Gracenote’s CDDB music-recognition
service supplies artist and track information to more than 1 million
people who play music through CDDB-enabled audio players; at the
same time, Gracenote collects information about the music those people
are listening to. That data is then anonymously aggregated for Grace-
note’s charts. Below are last week's 50 most played CDs.
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NORAH JONES Come Away With Me
EMINEM The Eminem Show

VARIOUS ARTISTS 8 Mile

COLDPLAY A Rush Of Blood To The Head
U2 The Best Of 1990-2000

AVRIL LAVIGNE Let Go

CHRISTINA AGUILERA Stripped

SHANIA TWAIN Up!

JUSTIN TIMBERLAKE Justified

THE ROLLING STONES Forty Licks
NELLY Nelyville

RED HOT CHILI PEPPERS By The Way
NAS God's Sen

ELVIS PRESLEY Elvis 30 #1 Hits

JAY-Z The Blueprint 2: The Gift & The Curse
PINK Missundaztood

2PAC Better Dayz

ELTON JOHN Greatest Hits 1970-2002
JOHN MAYER Room For Squares

JA RULE The Last Temptation

JOSH GROBAN Josh Groban

SYSTEM OF A DOWN Steal This Album
JENNIFER LOPEZ This Is Me...

SYSTEM OF A DOWN Toxicity

TIM MCGRAW And The Dancehall Doctors
PAUL MCCARTNEY Back In The U.S. Live 2002
NIRVANA Nirvana

SUM 41 Does This Look Infected?

CREED Weathered

SANTANA Shaman

AUDIOSLAVE AudioSlave

ROBBIE WILLIAMS Escapology

PINK FLOYD Echoes (The Best Of Pink Floyd)
MARIAH CAREY Charmbracelet

DIXIE CHICKS Home

NICKELBACK Silver Side Up

JACK JOHNSON Brushfire Fairytales
SHAKIRA Laundry Service

PUDDLE OF MUDD Come Clean

ROD STEWART It Had to Be You...
LINKIN PARK Reanimation

ALICIA KEYS Songs In A Miner

THE STROKES Is This It

GRIGINAL SCORE The Lord Of The Rings
QUEENS OF THE STONE AGE Songs For The Deaf
ASHANTI Ashanti

ORIGINAL SCORE ... The Two Towers
FOO FIGHTERS One By One

AALIYAH | Care 4U

CRAIG DAVID Sticker Than Your Average

racenote.
@ J'3CeNO

Weeks On
38
35
11
20
10
3
10
8
10
15
29
27
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Infinity/Charlotte
Ups Schoening To
SVP/Market Mgr.

Bill Schoening has been pro-
moted to Sr. VP/Market Manager
of Infinity’s Charlotte cluster, which
comprises Urban AC WBAV, Sports
WENZ, Gospel WGIV, CHR/Pop
WNKS, Urban WPEG, Country
WSOC and ‘80s WSSS. A 20-year
radio veteran, Schoening will also
continue as GM of WFNZ, WNKS,
WSOC & WSS5.

“Bill has proven to be an out-
standing executive, providing ex-
cellent operating results and leader-
ship for employees,” Infinity Exec.
VP/Eastern Region Ken O’'Keefe
said. “Bill is the logical choice to
build on our success and lead our
efforts in working together to grow
our business.”

Diane Tucker will remain GM of
WBAV, WGIV § WPEG and report
to Schoening.

Dollinger

Continued from Page 3

and will enable us to stay con-
nected to the communities we
serve and move forward with new
initiatives for corporate develop-
ment.”

A 15-year veteran in corporate
marketing and communications,
Doilinger most recently worked as
a marketing and PR strategist in
Austin, having previously been
VP/Corporate Communication for
Capstar.

“Clear Channel Radio is com-
mitted to enhancing internal and
external communications, and [ am
delighted to be instrumental in
these initiatives moving forward,”
Dollinger said. “I enthusiastically
embrace the opportunity to work
with all of Cleadr Channel’s con-
stituencies to provide an excep-
tional level of responsiveness and
service in the areas of internal and
external communications and mar-
keting.”

Jones
Continued from Page 3

news judgment, keen business acu-
mer and proven managerial skills
to work at ABC Radio.”

ABC Radio Networks President
Traug Keller said, “Steve is certainly
no stranger to radio, and we're ex-
cited about having an innovative
programmer who understands the
most important aspects of radio:
breaking news and affiliate ser-
vice.”

Prior to his mast recent position
at ABCNEWS.com, where he was
responsible for online news and in-
formation content, Jones was Di-
rector/Special Programming and
Exec. Producer for the network’s
website. He began his career at
ABC in 1986 as a writer and edi-
tor for ABC News Radio. He began

— NEWSBREAKERS

ON TOP OF THE WHOLE WORLD outkast proudly display the
award for Favorite Hip-Hop/R&B Group they won at this week’s American
Music Awards. The group also served as presenters during the show, which

henars artists and songs based on a poll of about 20,000 record buyers. ’

anfi expand their current position.”

insburg spent 15 years at what's now Clear Channel’s Las Vegas clus-
ter, He joined the stations when they were owned by Southwest Radio
and remained with the cluster following its sale to Jacor and, later, Clear
Channel. Ginsburg has also worked at KRZN-AM/Denver, KSPZ &

Ginsburg Becomes
Of Entercom/Mempbhis

Mike Ginsburg has joined Entercom as GM of its three Memphis sta-
tigns: Adult Standards WJCE, Hot AC WMBZ and AC WRVR. He suc-
ceeds John Blasingame, who has exited. Ginsburg was VP/Market Man-
ager for Clear Channel/Las Vegas until June 2002.

Asked how he feels about his new responsibilities, Ginsburg told R&R,
"I'm very excited. These stations have a wonderful staff who are dedicated
tatheir product and to their community. I think the stations have a wall
of wemen for listeners. They're well positioned in the marketplace to grow

GM

KYOR/ Colorado Springs and KIDD & KWST/Monterey. '

Emmis
Continued from Page 1
36%, to $67.8 million.
President/ CEO Jeff Smulyan was
“jost ecstatic” with the results and
called 2002 a breakthrough year for
thg company. “This is a great way
for|us to start the new year,” he said.
"I really think we’re starting to
demonstrate to people that Emmis
is neally, really good at media, and
tha‘t’s because we have really, really
gand people.”

cgmulyan highlighted in particu-
lar how Emmis’ stations in Chicago

and New York have handled in-
creased competition in their respec-
tive markets. “In the coming year
we now have the wind at our
backs,” he said of both markets,
adding that if the company got “de-
merits” for the stiff competition it
faced last year, he hopes Emmis
will “get credit for the fact that we
withstood that competition bril-
liantly.” He added, “] think we'll
get the benefits of that performance
in the coming year.”

Commenting on the company’s
planned spinoff of its TV assets this

prgducing ABC News Radio’s
dogumentary, long-form and series
programming in 1994, was named
Sr. Producer for ABC News Radio
in 1996 and was promoted to Di-
redior/ News & Entertainment Pro-
gramming in 1998.

“I'm thrilled to have this oppor-

tunity to return to ABC News Ra-
dio to build on a tremendous foun-
dation built by my predecessor,
Chris Berry, and Bernie Gershon
before him,” Jones told R&R. “I'm
looking forward to working again
with the most talented journalists in
the business.”

www americanradiohistorv com
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_ EXECUTIVE ACTION

tions and entertainment division.

Mullen Now Tribune Broadcasting President

atrick Mullen, President of Tribune Television since March 2001,
has been given expanded duties and a new title: President of Tri-
bune Broadcasting. Mullen will now oversee Tribune’s sole radio sta-
tion, News/Talk WGN-AM/Chicago, as well as the company’s 24 TV sta-

“Pat has provided great leadership for our television stations,” Tribune
President/CEO Dennis FitzSimons said. “Since joining Tribune in 1998
Pat has demonstrated time and again that he has the talent, experience
and dedication that are essential for success in the media industry.”

Following two decades in local TV sales and management, Mullen be-
came Regional VP for Tribune Television in 2001.

ghepard Set As PD Of WBTT & WRLR/Ft. Myers

on Shepard, a.k.a. Jomama Johnson, has been named PD of Clear

Channel CHR/Rhythmic-FM Talk combo WBTT & WRLR/Ft. My-
ers, effective Jan. 27. He replaces Bo Matthews, who moves to Clear
Channel’s Jacksonville operation for similar duties.

Most recently PD for WENN/Birmingham, Shepard was instrumental in
the launch of WBTT over two years ago and has been on WBTT as host
of The Quiet Storm on Sunday nights. He has also worked as Asst. PD
and Promotion Director and been on-air at WFLZ/Tampa.

“We are blessed to have acquired the experience and talent of Ron
Shepard,” WBTT GM Jim Keating said. “Ron is very familiar with our
operation, so we expect a smooth transition.”

our company’s success.”

nament of Roses and others.

;remiere Spokeswoman Forester Earns VP Stripes

remiere Radio Networks has elevated Amir Forester from Direc-

tor/Public Relations to the newly created VP/Public Relations post.
She will continue to oversee media relations for Pre-
miere, and she will develop and implement national
media strategies, as well as coordinate Premiere's
public relations with other divisions of parent compa-
ny Clear Channel Communications.

“Amir is a great example of the best of her profes-
sion,” Premiere President/COO Kraig Kitchin said.
“This newly created position refiects the importance
of Amir's expertise and high-caliber performance to

Forester, who also serves as Premiere's spokes-
woman, joined the company in 1998 as the Media
Relations Supervisor for The Dr. Laura Schiessinger
Show. She began her career in public relations at Hill
& Knowlton in Los Angeles, where she served such clients as the Califor-
nia Department of Health Services, Gemstar, Mazda, the Pasadena Tour-

Forester

summer, Smulyan said that while
Emmis is still planning to create a
new company just for its television
business, he hasn’t ruled out possi-
bly merging the assets with another
company. He said that if the spinoff
occurs before summer, “it will be
because there is a strategic partner
that has come along that mitigates
the impact of taxes, but if not it
would just be done without a part-
ner.”

Looking ahead, Emmis expects
fiscal Q4 radio revenue to improve
2%, to $53.6 millior; overall net rev-
enue to improve 4%, to $120.9 mil-
lion; radio BCF to rise 18%, to $20.2

million; and overall EBITDA to
jump 19%, to $29.7 million.

However, Smulyan warned that
he’s still conservative about what
2003 will bring, considering the
threat of war with Iraq looming on
the horizon. “I don’t think any-
body wants to be too bullish,” he
said. "We feel really, really good
about the competitive position of
this company — better than I've
ever felt. We'll do our job, whether
it’s ratings or revenue, and take
what the market gives us. We’'ll be
fine.”

— Joe Howard

Schwartz

Continued from Page 3

strike twice,” Schwartz told R&R.
“How many times do you get the
chance to come back to finish what
you started?”

Asked what attracted him back
to the radio business and WCKG,
Schwartz replied, “I really missed

the action. I have a love affair with
this business, and it's great to be
back and working with Harvey
again. When you start with a
lineup that includes Howard Stern,
Kevin Matthews and Steve Dahl
and build on that, you can only
imagine what this station can be-
come.”
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National Radio

® UNITED STATIONS RADIO NET-
WORKS offers the two-hour tribute The
Last Days of Dr. Martin Luther King Jr.,
hosted by WRKS/New York personal-
ity Bob Slade, available to air on Jan.
20. For Black History Month, four one-
hour Visions of Black History specials
— on sports, entertainment, politics
and civil rights — are available for air-
ing in consecutive weeks in February.
For more information, contact USRN's
Julie Harris at 212-869-1111.

® WESTWOOD ONE presents George
Harrison Brainwashed, featuring tracks
from Brainwashed, the album Harrison
was working on at the time of his death
in November of 2001. The 90-minute
special is available to air Jan. 25-26.
For more information, contact WW1's
Abby Krasny, 212-641-2009.

Records

® ASHLEY NEW-
TON becomes
Exec. VP/A&R for
RCA Records. He
was most recently
Virgin Records
America co-Presi-
dent and Virgin Mu-
sic Group World-
wide Sr. VP/A&R.

NE WSBREAKERS

® LISA FRANK is [
named VP/Video | §
Promotion for MCA
Records. She ar-
rives from Sony
Music Interna- §
tional, where she
was VP/Artist De-
velopment.

o

Fran

® VAGRANT RECORDS, the label
home of Dashboard Confessional and
Paul Westerberg, launches Vagrant
Entertainment, a production and devel-
opment company for the advertising
and entertainment industries. For more
information, contact 60 Cycle Media’s
Rob Moore at 212-331-2974 or moore @
60cyclemedia.com.

Industry

® THE ASSOCIATION OF INDEPEN-
DENTS IN RADIO hosts the daylong
AIR Producers Intensive in San Fran-
cisco on March 23. The program in-
cludes master classes, technical train-
ing and professional-development
seminars. For more information, con-
tact AIR's Dolores Brandon at 888-937-
2744 or e-mail intensive2003@air
media.org.

Gibb

Continued from Page 3

Hugh Gibb, and received their first
recording contract as The Bee Gees
(short for The Brothers Gibb) in
1962. The brothers returned to En-
gland in 1967, as Maurice Gibb be-
came the group’s bassist and
keyboardist and shared vocals with
his two brothers on most of their
songs.

The Bee Gees would enjoy five
decades’ worth of hit singles, begin-
ning in 1967 with the top 20 hit
“New York Mining Disaster 1941.”
The trio would score a string of hits
over the next four years, including
“To Love Somebody,” “I Started a
Joke,” “Lonely Days” and “How
Can You Mend a Broken Heart,”
which in 1971 became the group’s
first No. 1 single.

The next four years saw a string
of flops, which led Bee Gees man-
ager Robert Stigwood to team up
with noted producer Arif Mardin.
The results would prove masterful,
as The Bee Gees became superstars
following the 1975 release of “Jive

Changes

Spanish News/Talk: The Radio
Unica Network secures Spanish-lan-
guage rights for all U.S. Soccer Fed-
eration national-team matches
through 2006.

Industry: Composer and producer
Reggie Lucas launches communica-
tions company Quintacom Inc. ...
Adam Schneider joins Sanctuary
Artist Management.

Talkin',” which became the group’s
first R&R No. 1.

Stigwood moved the group from
Atco to his own fledgling label,
RSO, and saw three R&R chart-top-
pers that could be found on the sound-
track to the 1977 film Saturday Night
Fever: Stayin’ Alive,” “Night Fever”
and “How Deep Is Your Love.” The
soundtrack is the third-best-selling
album of all time.

The Bee Gees would have two
more R&R No. 1s in early 1979:
“Too Much Heaven” and “Tragedy,”
both from the album Spirits Having
Flown.

The group had modest success
throughout the 1980s and 1990s, and
Maurice Gibb co-wrote with his
brothers the 1983 Kenny Rogers-
Dolly Parton No. 1 “Islands in the
Stream.” The Bee Gees’ most recent
single, “This Is Where 1 Came In,”
was released in 2001.

Maurice Gibb is also survived by
his second wife, Yvonne Spenceley,
children Adam and Samantha, and
his mother, Barbara Gibb. He was
married to British pop singer Lulu
from 1969 until 1973, when they di-
vorced. A family-only funeral was
planned.

» ¥

BUSINESS BRIEFS

Continued from Page 6

In other news, Toyota will offer XM Satellite Radio as a factory-installed option in the new Scion line. Scions,
targeted for the youth market, will be priced at less than $16,000 and will be sold — with available XM-ready
receivers by Pioneer — through selected Toyota dealers. The Scion rollout will begin in the Westem U.S. with the xA
and xB models in June; national rollout is expected to be complete by June 2004. Meanwhile, Sirius is now avail-
able as an accessory on select BMW 3 Series, 5 Series and X5 vehicles.

Jones Media Sells Infomercial Business

An undisclosed competitor has paid $7.5 million for Jones Media’s Product Information Network, an infomercial
producer that Jones CFO Jay Davis told R&R wasn't a good fit with the rest of Jones’ businesses. He also
cited increased competition in the infomercial industry as a reason for the sale. Jones owned 55% of the 24-hour
infomercial channel; the balance was owned by Cox Cable. Some $2.2 million of the purchase price was paid in
cash at the deal’s closing, and the remainder will be paid in unsecured notes payable quarterly.

RTNDF Offers Bioterror Guide For Reporters

o help journalists prepare for covering a possibie bioterrorist attack, the Radio & Television News Directors

Foundation has released A Journalist's Guide to Covering Bioterrorism. The guide explains what bioterrorism
is, when biological weapons have been used in the past, how a biological attack might unfold and laws and treaties
that govem biological weapons. it also goes into detail about certain weapons, such as anthrax, smallpox, plague,
tularemia, botulinum toxin, viral hemorrhagic fevers and Category B and C agents. The RTNDF will distribute the
guide to radio and TV newsrooms throughout the country later this month. The complete guide is also available
online at www.rtnda.org/resources/bioterror.shtm.

Sony

Continued from Page 1
“His years working with Jack Welch
and the General Electric team, to-
gether with his firsthand experience
with content creation and consumer
habits and tastes, will be a tremen-
dous asset to our entire company. In
addition, his awareness of global is-
sues and knowledge of distribution

Kepler

Continued from Page 3

within the company. I am also proud
to be a member of Tom Owens' tal-
ented team of format VPs.”

Kepler joined Broadcast Architec-
ture in 1990, after working at
WNUA/Chicago. He later rose to
VP /Programming and then to his
current post after the company’s co-
founder, Frank Cody, resigned last
year. He will be based in Sherman
Oaks, CA.

“My position of managing Broad-
cast Architecture and consulting our
Smooth Jazz partners around the
world will not change,” he
said. “"We are looking at 2003 as a
year of great potential growth for
the format, following our most suc-
cessful year to date in 2002.”

Kepler has personally worked
with nearly 50 Smooth Jazz radio
stations and participated in 30 flips
to the format. He also helped estab-
lish Broadcast Architecture’s con-
sulting division.

Sanders
Continued from Page 1

Business/Random House). In it
Sanders offers a sincere and surpris-
ingly practical prescription for ad-
vancement in today’s competitive
business environment, both inside
and outside the office. A highly
sought-after public speaker on this
subject, Sanders regularly appears at
corporate executive conferences and
graduate schools across the country

and around the world. He'll address
TRS 2003 attendees on Friday morn-
ing, March 7.

You can register for R&R’s Talk
Radio Seminar by logging on to
wa.radioandrecords.com and clicking
on “Conventions/Summits” for
quick and secure online registration.
In addition to the registration form,
you'll find a complete TRS 2003
agenda and hotel reservation infor-
mation. Or fill out the registration
form on Page 5 of this issue.

www.americanradiohistorv.com

systems and technology will enable
him to move quickly as we re-engi-
neer our music operations.”

Lack acknowledged the chal-
lenges he now faces: “This is a piv-
otal point in the evolution of all
content businesses. Sony, through
its device and content companies,
is at the nexus of that evolution
and is poised to be the leader in
content creation and distribution
in the digital age. I am thrilled to
have been asked to join Sony Mu-
sic Entertainment to help define
and establish its primacy in this
new era.”

Lack had been head of NBC since
June 2001. Prior to that he spent
eight years as head of NBC News,
where he was credited with boost-
ing ratings and turning the division

Callout

Continued from Page 1

national survey of Pop listeners’
tastes.

“R&R has enjoyed great success
with Bullseye in Country,” R&R
Publisher/CEO Erica Farber said.
“The data is consistently sound and
shows great accuracy each week. It
was a natural progression for us to
join forces with Bullseye in CHR.”

Hart said, “I can’t put into words
how proud we are of our relation-
ship over the last three years with
R&R. We are excited that we have
the opportunity to extend that rela-
tionship to the CHR/Pop format.
R&R is a vital part of the industry,
and we take seriously our responsi-
bility to produce the best possible
sample each week in the tradition of
Callout America. Together with
R&R, we offer a new way to view
and use Callout America by putting
that research into the hands of the
end user. Now you can slice it and
dice it to find out how radio listen-
ers feel about a song through a cus-
tom platform available online each
week.”

For Country, the weekly results

profitable. He previously spent 16
years with CBS News.

Sony released Mottola from the
remaining two years left of his em-
ployment agreement.

Mottola said of his new venture,
“I see this as a total entertainment
company and a great opportunity to
leverage my experience, knowledge
and relationships. With the dramatic
shift we have seen in the music in-
dustry over the last few years, we
need to look for new solutions to
create long-term value. | believe
consolidating the range of entertain-
ment disciplines in one organization
today holds the greatest potential for
efficiently realizing artistic vision
and commercial success.”

In his 14 years as head of Sony
Music, Mottola supervised the
company’s change in ownership
from CBS to Sony, as well as the de-
velopment of an array of superstars,
including Mariah Carey, Destiny’s
Child and Jennifer Lopez. During
his tenure Columbia Records lured
Aerosmith back to the label, and
Mottola recently helped sign AC/
DC to Epic Records in a deal that in-
cludes the rights to their catalog. He
also engineered a marketing rela-
tionship between Celine Dion and
Chrysler.

Kaplan

Continued from Page 3

Dukes joked, “In addition to pi-
loting WMAX & WPCH, Louis has
also been placed in charge of giving
the trades a snappy sentence or two
each time we promote someone
here. Call him next time.”

will continue to appear in total per-
centages of “Like a Lot,” “Positive”
and “Neutral,” as well as “Familiar-
ity,” “Dislike” and “Burn.” For
CHR/Pop, R&R and Bullseye have
opted to retain a 1-5 scale, the popu-
lar methodology the format has
used since Callout America was in-
troduced in 1995.
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Mueusic
CHOICE'

23 million homes
27,000 businesses
Available on digital cable and DirecTV

Adam Neiman e 646-459-3300

ROCK

Gary Susalis
THEQRY OF A DEADMAN Make Up Your Mind

TODAY’S COUNTRY

Liz Opoka
SHANIA TWAIN Up!

PROGRESSIVE

Liz Opoka

DAVE MATTHEWS BAND Grey Street
JAMES TAYLOR Whenever Yo.'re Ready
WARREN ZANES Everybody L oves You

866-MVTUNES

130 mifiten movisgoers
21,000 movie theaters

WEST

1. TLC Hands Up

2. BWB Groovin'

3. ROD STEWART These Foolish Things

4. TIM MCGRAW Tiny Dancer

5. VAN MORRISON Sitting On Top Of The World

MIDWEST

1. TLC Hands Up

2. 702 Still Love You

3. 8WB Groovin'

4. ROD STEWART These Foolish Things

2. MANNHEIM STERMROLLER Moonlight In . .

SOUTHWEST

1. TLC Hands Up

2. MANNHEIM STEAMROLLER Moonlight In ...
3. ROO STEWART These Foolish Things

4. TIM MCGRAW Tiny Dancer

5. INOIA Welcome To My Empirz

NORTHEAST
1. TLC Hands Up
2. ROO STEWART These Foolish Things
3. VAN MORRISON Sitting On Top Of The World
4. BWB Groovin'
5. 702 Still Love You

SOUTHEAST
1. MANNHEIM STERMROLLER Moonlight in .
2. TLC Hands Up
3. BWB Groovin'
4. ROO STEWART These Foolish Things
5. TIM MCGRAW Tirty Dancer

Artist/Tile Total Plays
AVRIL LAVIGNE Complicated 77
HILARY DUFF | Can't Wait 76

KELLY CLARKSOR A Moment Like This 75
JENNIFER LOPEZ Jenny From The Block 74
LAS KETCHUP The Ketchup Song ... 73

LMNT Juliet 73
PLAY Us Against The World 73
AARON CARTER America A O 71
SIMON AND MILO Get A Clue 55
CHRISTINA MILIAN Call Me, Beep Me 50
A*TEENS Floorfiller 36
BAHA MEN Who Let The Dogs Out 34
JUMPS Beauty And The Beast 33
HAMPTON THE HAMPSTER Sing A ... 32
LIL BOW WOW Basketball 32
PINK Get The Party Started 32
BAHA MEN Move It Like This 31
VANESSA CARLTON A Thousand Miles 31
NINE DAYS Absolutely (Story...) 30
SMASH MOUTH I'm A Believer 29

Playlist for the
week ending Jan. 13.

|LI=IC”

| 10 million homes 180,000 businesses
Rick Gillette » 800-494-8863

DMX Fashion Retail
Randy Schidger

The hottest tracks at DMX fashion retail,
targeted at 18-34 adults.

ERLAND OYE Sudden Rush
MOONY Acrobats

GROOVE ARMADA Lovebox
SOLANGE Feelin You

JOEL Won't Take No

MUTINY UK Secrets

GIRLS ALOUD Sound Of The Underground
TAHITI 80 Get Yourself Together
CRAIG DAVID Fast Cars
ROBBIE WILLIAMS Feel

A-HA Minor Earth Major Sky

This section features this week’s new adds
on DMX MUSIC channels available via digi-
tal cable and direct broadcast satellite.

CHR/POP
Jack Patterson

JA RULE Mesmerize
JC CHASEZ Blowin' Me Up
SHAKIRA The One

CHR/RHYTHMIC
Mark Shands
50 CENT Wanksta

| URBAN
Jack Patterson

JA RULE Mesmerize
SMILEZ & SOUTHSTAR Tell Me
JOE | Wanna Girl

ALTERNATIVE
Dave Sloan

TREBLE CHARGER Hundred Million
04 Get Loose
DATSUNS In Love

ROCK
Stephanie Mondello
RED HOT CHILI PEPPERS Can't Stop

ADULT ALTERNATIVE
Stephanie Mondello
RED HOT CHILI PEPPERS Can't Stop

ADULT CONTEMPORARY
Jason Shiff

ALICE PEACOCK Bliss

DANA GLOVER Thinking Over
FROU Breath In

INTERNATIONAL HITS
Mark Shands
JUSTIN TIMBERLAKE Cry Me A River

RAP/HIP-HOP

Mark Shands

58 CENT in Da Club

YOUNG MC Unsigned Diva
YOUNG MC Crucial

YOUNG MC In Case

YDUNG MC Feel The Love
YDUNG MC Heatseeker
YOUNG MC Flows

WC {/CASE Flirt

PILAYA DAVE Smoke Sum Em
OA HOOD HLIL JON Everyday
G-OUB God Bless

G-0UB What Goes Up

PETEY PABLO Club Banger

- .

m :ATELUYE Lof/ Pafkefson
=, * 202-380-4425
v J

BPM (XM81)

Blake Lawrence

SHAUNA SDLOMON You Can Get Over
LASGO Pray

FUNKY GREEN DDGS Rise Up
THUNDERPUSS & BARNES Head
FOGGY Come into My Dream

NEJA Back 4 The Morning

IAN VAN DAHL Try

JUSTIN TIMBERLAKE Like | Love You
LANG 1/SKYE Drifting Away

The Heart (XM23)

Johnny Williams

JIM BRICKMAN & AMY SKY Love Never Fails
RICK ASTLEY Miracle

BOYZ [ MEN Luv N U

JOSH GROBAN Vincent (Starry Starry Night)

The Loft (XM50)

Mike Marrone

PATTY LARKIN Difterent wWorld

PATTY LARKIN Halian Shoes

PATTY LARKIN St. Augustine

GEORGE HARRISON Pisces Fish

WARREN ZANES Everybody Loves You

WARREN ZANES Where We Began

WARREN ZANES Have You Once Recalled The Days?

Raw (XM66)
Leo G.

DIPLOMATS {/CAM’RON We Built This City
GZA Animal Planet

Real Jazz (XM70)

Maxx Myrick
TONY BENNETT & K.D. LANG A Wonderful World

X Country (XM12)
Jessie Scott
MEANFLOWER In

TIM EASTON Lexington Jail
SEAN HOGAN Ruled By Mercury
JOHN CATE BANO Hangman
LUKE OLSON Panhandle Sunset

XM Café (XM45)

Bill Evans
JOHNNY MARR Boomslang

200n20 (XM20)

CHRISTINA AGUILERA Beautiful

AVRIL LAVIGNE I'm With You

NIVEA If You Mess With My Man
PUOOLE OF MUOO She Hates Me
JUSTIN TIMBERLAKE Cry Me A River
T.A.T.U. All The Things She Said

NELLY Air Force Ones

JAY-Z /BEYONCE '03 Bonnie & Clyde
MISSY ELLIOTT Work it

G000 CHARLOTTE Lifestyles Of The Rich & Famous
JENNIFER LOPEZ Jenny From The Block
JENNIFER LOPEZ t/LL COOL J All | Have
EMINEM Lose Yourself

NO DOUST Underneath it All

SANTANA {/MICHELLE BRANCH The Game Of Love
KELLY ROWLAND Stole

KYLIE MINOGUE Come Into My World
LASGO Something

JOHN MAYER Your Body Is A Wonderland
B2K 1/P. 0I0DY Bump, Bump, Bump
LIFEHOUSE Spin

MARIAH CAREY Through The Rain
PINK Family Portrait

MATCHBOX 20 Disease

KID ROCK 1/SHERYL CROW Picture
JUSTIN TIMBERLAKE Like | Love You
MAOONNA Die Another Day

JC CHASEZ Blowin' Me Up...

0-TOWN These Are The Days

3 O0ORS OOWN When I'm Gone
VANESSA CARLTON Pretty Baby
CAM'RON 1/J. SANCHEZ Hey Ma
OANIEL BEOINGFIELO Gotta Get Thru This
SEAN PAUL Gimme The Light

EVE t/ALICIA KEYS Gangsta’ Lovin'

TLC Girl Talk

CHRISTINA AGUILERA Dirrty

CREED One Last Breath

ANGIE MARTINEZ It | Could Go

NORAH JONES Don't Know Why

AVRIL LAVIGNE Sk8Er Boi

JA RULE /ASHANTI Mesmerize
EMINEM Superman

SEV Same Old Song

DIXIE CHICKS Landslide

TLC Tumtable

www.americanradiohistorv.com

JO DEE MESSINA That Was My Life

@RADID NETWORKS J

Phil Hall* 972-991-9200
StarStation |

Peter Stewart
CHRISTINA AGUILERA Beautiful
CELINE DION At Last

AVRIL LAVIGNE I'm With You

ALTERNATIVE PROGRAMMING
Gary Knoll» 800-231-2818

Rock

DONNAS Take It Off

SEETHER Driven Under

THEORY OF A DEAOMAN Make Up Your Mind
Alternative

AMERICAN HI-F The Art Of Losing

DONNAS Take It Off |
FOO FIGHTERS Times Like These

Triple A
KATHLEEN EDWARDS Six O'Clock News

CHR

CLIPSE When The Last Time
CRAIG DAVID Hidden Agenda
VONRAY Inside Qut

Mainstream AC
COLDPLAY Clocks

Lite AC

COUNTING CROWS Big Yellow Taxi
DANA GLOVER Thinking Over

KID ROCK {/SHERYL CROW Picture

NAC

MINDY ABAIR Lucy's
JONATHAN BUTLER Pata Pata
Christian AC
CAEDMON'S CALL Only Hope |

STEVEN CURTIS CHAPMAN All About Love
JARS OF CLAY The Valley Sing

uc

CHOPPA Choppa Style

CLIPSE 1/FAITH EVANS Ma, | Don't Love Her
JUSTIN TIMBERLAKE Cry Me A River
Country

TOBY KEITH Rock You Baby

“ SR

Music Programming/Consuiting
Ken Moultrie » 800-426-9082
Alternative

Steve Young/Kristopher Jones

AUDIOSLAVE Like A Stone
GOOD CHARLOTTE The Anthem

Heritage Rock

Steve Young/Kristopher Jones
MATCHBOX TWENTY Disease

CHR

Steve Young/Josh Hosler

DANIEL BEOINGFIELD James Dean (I Wanna Know})
STONE SOUR Bother

TELEPOPMUSIK Breathe

VONRAY Inside Out

Rhythmic CHR

Steve Young/Josh Hosler
50 CENT In Da Club

GINUWINE 1/BABY Hell Yeah

SNOOP 00GG Beautiful

TYRESE How You Gonna Act Like That

Soft AC

Mike Bettelli/Teresa Cook
CHRISTINA AGUILERA Beautiful
Mainstream AC

Mike Bettelli/Teresa Cook
CHRISTINA AGUILERA Beautifu!
Dave Wingert Show

Mike Bettelli/Teresa Cook
CHRISTINA AGUILERA Beautiful
Mainstream Country

Ray Randall/Hank Aaron
KENNY CHESNEY Big Star

FAITH HILL When The Lights Go Down
TIM MCGRAW She s My Kind Of Rain
New Country

Hank Aaron

TOBY KEiTH Rock You Baby

TIM MCGRAW She s My Kind Of Rain
Lia

Ken Moultrie/Hank Aaron
DIXIE CHICKS Travelin' Soldier

ALAN JACKSON That'd Be Alright

24 HOUR FORMATS
Jon Holiday « 303-784-8700
Adult Hit Radio

JJ McKay
DAVE MATTHEWS BAND Grey Street
NIVEA Don't Mess With My Man

US COUNTRY

Penny Mitchell
KENNY CHESNEY Big Star

GREAT AMERICAN COUNTRY

Jim Murphy » 303-784-8700
DEANA CARTER There's No Limit

FAITH HILL When The Lights Go Down

W. NELSON {/BON JOVI... Always On My Mino
SHANIA TWAIN Up!

R

'WESTWOOD ONE|

Charlie Cook » 661-294-9000
Bright AC

Jim Hays

SHANIA TWAIN 'm Gonna Getcha Good!
UNCLE KRACKER Drift Away
Mainstream Gountry

David Felker

KENNY CHESNEY Big Star

PHIL VASSAR This Is God

Hot Country

Jim Hays

KEITH URBAN Raining On Sunday
Young & Elder

David Felker

KENNY CHESNEY Big Star

JENNIFER HANSON Beautiful Goodbye
PHIL VASSAR This Is God

Alternative

Chris Reeves » 402-952-7600
THE EXIES My Goddess

| OFF BY ONE Change

' RA Do You Call My Name

PSILLSTAR

CONCERT PULSE

This week's Polistar is frozen.

Avg. Gross
Pos. Artist (in 000s)
1 PAUL MCCARTNEY $2,198.9
2 BRUCE SPRINGSTEEN $1,147.2
3 GEORGE STRAIT $846.3
4 NEIL DIAMOND $823.2
5 CHER $750.1
6 AEROSMITH $739.8
7 SHAKIRA $682.5
8 CREED $414.5
9 RUSH $414.5
10 LUTHER VANDROSS $359.6
11 ALAN JACKSON $339.6
12 GUNS N' ROSES $336.5
13 NO DOUBT $330.3
14 TONY HAWK $319.2
15 NELLY $308.6

Among this week's new tours

BADLY DRAWN BOY
DARYL HALL & JOHN OATES
HENRY ROLLINS
JAYHAWKS
STYX
WILLIE NELSON

The CONCERT PULSE s courtesy of
Polistar, a publication of Promoters’
On-Line Listings, 800-344-7383;
Califarnia 209-271-7900.

RsR* 13



www.americanradiohistory.com

14 ® RgR January 17, 2003

72 million households

75 mitlion houssholds

UECEVISION

Tom Calderone Paul Marszalek
VP/Programming VP/Music Programming
Plays A dds
CRAIG DAVID Hidden Agenda
JUSTIN TIMBERLAKE Cry Me A Rwver 35 STONE SOUR Bather
GOOD CHARLOTTE Lifestyles Of The Rich.. 30 Plays
CHRISTINA AGUILERA Beautiful 29 CHRISTINA AGUILERA Beautitl »
EMINEM Lose Yourself 28 SHANIA TWAIN £'m Gonna Getcha Good! 22
NO DDUBT /LADY SAW Underneath 1t All 21
FOO FIGHTERS All My Life 2% PINK Famiy Portait -
JAY-Z /BEYONCE '03 Bonnie & Clyde % D el e .
AVRIL LAVIGNE 'm With You 18
AVRIL LAVIGNE I'm With You % RED HOT CHILI PEPPERS Zephyr Song 18
2 PAC /NAS Thugz Mansion 26 | WATCHBOXTWENTY Disease it
JOHN MAYER Your Body Is A Wonderland 17
JOHN MAYER Your Body Is A Wonderland 23 TLE Girt Talk .
SUM 41 St Waiting o JENNIFER LOPEZ Jenny From The Biock 16
DAVE MATTHEWS BAND Grey Street 16
DONNAS Take It Off 19 FAITH HILL Cry -
3. LOPEZ 1L COOL J Al Have T MARIAH CAREY Through The Rain 15
CREED Don't Stop Dancing 15
50 CENT Wanksta 16 TORI AMOS A Sorta Fairytale 15
BUSTA RHYMES Make It Giap 15 | KELLYROWLAND Stole i
MAOONNA Die Another Day 13
EVE Satisfaction 1 BON JOVI Misunderstood 12
AUDIOSLAVE Cochise e SANTANA /MICHELLE BRANCH Game Of Love 12
JIMMY EAT WORLD The Middle 1
SIMPLE PLAN | Do Anything 4 JOHN RZEZNIK I'm Still Here {Jim's Theme) 11
JENNIFER LOPEZ Jenny From The Block 13 | XIDROCKISHERYL CROW Picture il
PUDDLE OF MUDD She Hates Me 10
SNOOP DOGG From Tha Chuuuch To... 13 PAUL SIMON Father & Daughter 10
MISSY ELLIOTT HLUDACRIS Gossip Folks 13 | AVRILLAVIGNE Complcated

Video piayiist for the week ending Jan. 13.

David Cohn

General Manager _2'_

EMINEM Lose Yourself

50 CENT Wanksta

NAS Thugz Mansion (N.Y.)

FOO FIGHTERS All My Life

CDLDPLAY Clocks

QUEENS DF THE STONE AGE No One Knows
NAS Made You Look

VINES Outtathaway

CDMMON f/MARY J. BLIGE Come Clase To Me
MISSY ELLIOTT f/LUDACRIS Gossip Folks
EVE Satistaction

DONNAS Take [t Off

USED The Taste Of ink

RDOTS Break You Off

AUDIOSLAVE Cochise

SUM 41 Still Waiting

3 DOORS DOWN When I'm Gone

NEW FOUND GLORY Head On Collision
JAY-Z /BEYONCE 03 Bonnie & Clyde

GOOD CHARLOTTE Lifestyles Of The Rich...

Video playlist for the week of Jan. 7-13

Please Send Your Photos

PR 5

R&R wants your best snapshots
(color or black & white).
Please include the names and

to:

R&R, ¢/o Mike Davis:

10100 Santa Monica Blvd., 3rd
Floor, Los Angeles, CA 90067
Email: mdavis@
radioandrecords.com

titles of all pictured and send pics |

MOBY In This World

RED HOT CHILI PEPPERS By The Way
UNCLE KRACKER (n A Little While

BRUCE SPRINGSTEEN Lonesome Day

PINK Don't Let Me Get Me

COUNTING CROWS f/V. CARLTON Big Yellow Taxi
CREED One Last Breath

NICKELBACK How You Remind Me

3 D00RS OOWN When I'm Gone

DAVE MATTHEWS BANO Everyday

NORAH JONES Don't Know Why

NELLY Hot In Herre

NO DOUBT Hey Baby

CREED My Sacrifice

SHERYL CROW Scak Up The Sun

LENNY KRAVITZ Dig In

LIFEHOUSE Spin

QUEENS OF THE STONE AGE No One Knows
SHAKIRA Underneath It Al

TRAIN Drop Of Jupiter

Video airpiay for Jan. 7-13.

36 miflion hogseholds

Cindy Mahmoud
VP/Music Programming
& Entertainment

VIDEQ PLAYLIST

W oS W W W B S B BB W D DD DO N N D X 0

50 CENT Wanksta

NAS Made You Look

DRU HILL | Shouid Be

JA RULE t/ASHANT! Mesmerize

JAY-Z t/BEYONCE ‘03 Bonnie & Clyde
NELLY Air Force Ones

JENNIFER LOPEZ f/LL COOL J All | Have
JAHEIM Fabulous

82K 1/P. DIDDY Bump, Bump, Bump
ERYKAH BADU t/COMMON Love Of My Life

RAP CITY TOP 10

50 CENT In Da Club

FIELO MOB Sick Of Being Lonely
JA RULE {/ASHANTI Mesmerize
LL CODL J I/AMERIE Paradise

BABY 1/P.DIDDY Do That

2 PAC t/NAS Thugz Mansion
BUSTA RHYMES Make It Ciap
NELLY Air Force Ones

EVE Satisfaction

Video playlist for the week ending Jan. 19.

LIL JON & THA EASTSIDE BOYZ | Don't Give A @#$%

(M1

COUNTRY MUSIC TELEVISION

65.9 million households
Brian Philips, Sr. VP/GM
Chris Parr, VP/Music & Talent

ADDS

SHANIA TWAIN Up!
OIAMOND RIO | Believe

TOP 20

FAITH HILL Cry

EMERSON DRIVE Fall Into Me

TERRI CLARK | Just Wanna Be Mad

STEVE AZAR Waitin’ On Joe

SHANIA TWAIN I'm Gonna Getcha Good!
LEANN RIMES Life Goes On

BRUCE SPRINGSTEEN Lonesome Day

MARK WILLS Nineteen Somethin’

AARON LINES You Can't Hide Beautiful
JENNIFER HANSON Beautiful Goodbye

TOBY KEITH Who's Your Daddy?

TRACE AOKINS Chrome

TIM MCGRAW She’s My Kind Of Rain

JOE NICHOLS Brokenheartsville

GEORGE STRAIT She'll Leave You With A Smile
BRAD PAISLEY | Wish You'd Stay

MARTINA MCBRIDE Concrete Angel

RASCAL FLATTS These Days

ALISON KRAUSS & UNION STATION New Favorite
BLAKE SHELTON The Baby

HEAVY

DIXIE CHICKS Travelin’ Soldier
EMERSON ORIVE Fall Into Me

FAITH HILL When The Lights Go Down
MARK WILLS Nineteen Somethin’
TERRI CLARK | Just Wanna Be Mad
TIM MCGRAW She's My Kind Of Rain
TOBY KEITH Who's Your Daddy?

HOT SHOTS

ALAN JACKSON That'd Be Alright
DEANA CARTER There's No Limit
KEITH URBAN Raining On Sunday
KENNY CHESNEY Big Star

KID ROCK {/SHERYL CROW Picture
SHANIA TWAIN Up!

Heavy rotation songs receive 28 plays per week.
Hot Shots receive 21 plays per week.

Information current as of Jan 13.
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Jim Murphy, YP/Programming
19 miflion households

ADDS

DEANA CARTER There's No Limit
FAITH HILL When The Lights Go Down
SHANIA TWAIN Up!

TOP 10

TRICK PONY On A Mission

TERR! CLARK | Just Wanna Be Mad
MARK WILLS Nineteen Somethin’

TOBY KEITH Who's Your Daddy?

KEITH URBAN Raining On Sunday
TRACE ADKINS Chrome

BLAKE SHELTON The Baby

SHANIA TWAIN I'm Gonna Getcha Good!
JOE NICHOLS Brokenheartsville

information current as of Jan. 13.

OP TEN SHOWS

TELEVISION

January 6-12

Total Audience Adults
(105.5 million households) 2554
1 CSi 1 Friends
2 NFC Playoff 2 NFC Playoff
(Atlanta vs. Philadelphia) (Atlanta vs. Philadelphia)
3 Friends 3 ER.
4 ER. 4 CSi
5 Everybody Loves Raymond 5 Joe Millionaire
6 Law & Order 6 Law & Order
7 Joe Millionaire (tie) Scrubs
8 60 Minutes 8 The Bachelorette
9 CSI: Miami (tie) Will & Grace

10 The Bachelorette

10 Everybody Loves Raymond

Source: Nielsen Media Research

COMING NEXT WEEK

e Toss.

The Rolling Stones: Live From
Madison Square Garden airs on
HBO (Saturday, 1/18, 9pm ET/PT).

Friday, 117

* 30 Seconds To Mars, The To-
night Show With Jay Leno (NBC,
check local listings for time).

¢ Ryan Seacrest is interviewed
and Sean Paul performs on Late
Night With Conan O’'Brien (NBC,
check local listings for time).

* Slobberbone, Late Late Show
With Craig Kilbom (CBS, check lo-
cal listings for time).

e Sugarcult, Last Call With
Carson Daly (NBC, check local list-
ings for time).

* Naomi Judd and Nivea, The
Wayne Brady Show (check local list-
ings for time and channel).

Saturday, 1118

¢ Angie Martinez and Clipse,
Showtime at the Apolio (check local
listings for time and channel).

Monday, 1/20

* D4, Craig Kilbomn.

* Tyrese, Wayne Brady.

Tuesday, 1721

* The second season of American
Ido! debuts (FOX, 8pm ET/PT)

¢ India.Arie, Jay Leno.

« Jason Mraz, Conan O'Brien.

* Moby, Craig Kilbomn.

¢ Duncan Sheik, Carson Daly.

* Mark Wills, Wayne Brady.

Wednesday, 122

* Queen Latifah guest-hosts The
View (ABC, 10am ET/PT).

« Nelly, Jay Leno.

e LL Cool J, Late Show With
David Letterman (CBS, check local
listings for time).

* Jack Sheldon, Craig Kilbomn.

¢ Kathleen Edwards, Carson
Daly.

* Take 6, Wayne Brady.

* American Idol judges Paula
Abdul, Simon Cowell and Randy
Jackson, The Caroline Rhea Show
(check local listings for time and
channel).

Thursday, 1/23

* Soundtrack Of Our Lives,
Carson Daly.

WILLIE NELSON t/JON BON JOVI Aiways On My Mind

* Sparta, Carson Daly. — Julie Gidlow
FILMS
BOX OFFICE TOTALS
Jan. 10-12

Title Distributor $ Weekend $ To Date
1 Just Married (FOX)" $17.54 $17.54
2 The Lord Of The Rings ... (New Line) $14.75 $283.42
3 Catch Me If You Can (DreamWorks) $14.63 $119.37
4 Two Weeks Notice (WB) $6.83 $78.99
5 About Schmidt (New Line) $6.40 $21.59
6 Chicago (Miramax) $5.69 $17.17
7 Maid In Manhattan (Sony) $5.14 $83.85
8 Gangs Of New York (Miramax) $4.82 $54.92
9 Antwone Fisher (FOX Searchlight) $3.78 $10.43
10 The Wild Thornberrys Movie (Paramount) $2.84 $35.16

*First week in release. Al figures in
millions. Source: ACNielsen EDI

COMING ATTRACTIONS: This
week's openers include Kangaroo
Jack, starring Jerry O’Connell and
Christopher Walken. The film's Hip-
O soundtrack contains two versions
of Men At Work's “Down Under,”
along with Paulina Rubio’s “Cas-
anova,” Soft Cell's “Tainted Love,”
Lil Romeo’s “2 Way,” Sugarhill
Gang's “Rapper’s Delight,” Sheryl
Crow’s “Soak Up the Sun,”
Shaggy's “Hey Sexy Lady” and
more.

Moving into wide release this
week is Confessions of a Dangerous
Mind, starring and directed by
George Clooney. The fim's Domo
soundtrack sports vintage tunes by
Donovan (“Sunshine Superman’),
Vicky Carr (“The Silencers”), The
Moonglows (“Sincerely”), Rose-
mary Clooney (“There’s No Busi-
ness Like Show Business”), Freddy
Cannon (“Palisades Park”) and Pe-
ter, Paul & Mary (‘1f | Had a Ham-
mer”), among others.

— Julie Gidlow

www.americanradiohistorv.com
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Promotions Potpourri

A few ideas and thoughts to consider for your 2003
promotions calendar

s the new year gets underway, most stations are

looking at their promotion}al‘ calendars for the year
ahead to begin planning for annual events and other

promotional opportunities.

With that in mind, this week I'm
cleaning out the files on a number of
promotions I've heard or seen done re-
cently, along with some ideas for other
potential reveriue sources for News/
Talkers.

Some of these are not necessarily
new ideas, but all of them may at least
spark some discussion at your sta-
tion’s next pramotions meeting, and
that could result in a great promotion
for your station and a client partner,
as well as increased revenues.

The Greatest Year
Of Your Life

With war leoming, the economy
sagging and cantinued partisan snip-
ing in Washington, DC, it's hard to be
an optimist these days. Consider fly-
ing in the face of general sentiment by
promising to award the Greatest Year
of Your Life.

This promotion can be effective for
astrongly entrenched local host or as a
station promotion through recorded
announcements in your designated
promo avail slcts. Either way, the exe-
cution of this promotion is pretty sim-
ple, and it's easily explained on the air.

Listeners qualify by listening for
your station’s word of the day, story

of the day or perhaps even highlight-
ed host of the day. Each qualifier
should receive at least a token prize,
which can be consistent or change
weekly or even daily. The grand-
prize winner receives a package of
prizes and services they can use for
one year.

Prizes can include a one-year lease
on a luxury automobile; mortgage or
rent, up to a set amount, paid for a
year; a cellular phone with free min-
utes for a year; a one-year health club
membership; a housekeeper for 52
weeks; dinner at 12 local restaurants,
one each month for a year, etc.

The prize possibilities are almost
lendless with a bit of brainstorming,
and the client-partner tie-ins are ob-
ivious. Other names I've heard used
for this promotion include Live Like
a Millionaire and Live Free for a Year.
No matter what you call it, this one is
a feel-good promotion in times that
are tough for many of your listeners.

Your Second Chance

Assuming your state has a lottery,

is promotion can be another opportu-

ity to generate revenue by tapping in

o the advertising and marketing dollars
fmost state lotteries have available.

The Second-Chance Lottery is sim-
ple: On the morning or the day after the
lottery numbers are drawn in your
state, hold a second-chance lottery
where your station draws a set of num-
bers at random that correspond to your
state’s lottery-number configuration.

The winner gets a prize consisting of
a small amount of cash — $100 or so
— and 100 lottery tickets for the next
state drawing. The idea is to get losing
ticket holders to listen to vour station
for a second chance.

One note of caution should you de-
cide to do this promotior: Some sta-
tions’ legal counselors have expressed
concern that the purchase of a lottery
ticket is necessary in order to have a
losing ticket that could win the second-
chance lottery.

For that reason, you might also wish
to have possible winning tickets avail-
able for free at your station or e-mail
possible winning numbers out to your
station’s loyal-listener database to
avoid any concerns about “consider-
ation” being required to participate in
the contest.

Station Pajama Party

OK, maybe your station’s morning
talk host isn't a wild and zany morn-
ing-zoo sort of character, but many
News/ Talkers do offer morning shows
that are less serious and more locally
oriented than those in other davparts.
If you have a morning show that can
pullitoff, a Pajama Party is a great way

Achievement Awards.

Industry Achievement Awards.

R&R News/Talk Industry
Achievement AwardsUpdate

The nominations are in, and the fi-

nalists have been selected for the % -

2003 R&R News/Talk Industry & .
¥

Baliots are being printed right now, and
you'll soon get your chance to vote for
those people and stations that represent the best and the
brightest in News/Talk radio today. Six finalists in six categories will
vie for this year's trophies, which will be awarded during R&R’s Talk
Radio Seminar, March 6-8 in Los Angeles.

Remember, only current R&R News/Talk/Sports subscribers in
good standing will be eligible to vote on the final ballot, which will be
sent in conjunction with R&R’s Jan. 24 issue. If you are not currently
an R&R subscriber, or if you have any questions regarding your
subscription’s status, please contact our circulation department at
310-788-1625 or e-mail moreinfo @ radioandrecords.com. Don't miss
your chance to vote for your choices for the 2003 R&R News/Talk

ﬁﬁh\#-ﬂ\%}.‘n?f-\am >

“THLE 80070 SEA
e 1’? ﬁ gj‘ :

to have fun with listeners and tie in
a client partner such as a hotel or res-
taurant.

There’s no contest; you simply
promote that the station will have a
pajama party on a given date and
place with many special activities,
guests, etc. The key is that admission
is free to anyone in pj's. All others
must pay a cover charge that will go
to a local charity.

Naturally, your morning host or
hosts should be attired in pajamas,
as should all support staff. Consider
a contest with prizes for dumbest pa-
jamas, most outrageous, skimpiest,
oldest, etc. Offer free breakfast and
coffee throughout the event, and
don’t forget to contact your local TV
morning show — most markets have
at least one — and invite its roving
reporter to do a live shot from the
event.

Get local celebrities and politi-
cians to join in as on-air guests. In
short, get as off-the-wall as you dare,
based on your station and hosts. This
promotion can also be fun for local
late-night hosts or weekend hosts.

The Car Of Your Dreams

In today’s automotive industry,
most dealer-owners have multiple
franchises in any given city. Whereas
in days gone by there might have been
Smith Ford, today you will likely find
the same owner controls Smith Ford,
Smith Chevrolet, Smith Toyota, Smith
Infinity and Smith Jeep.

That means you may be able to set
up a Car of Your Dreams promotion
through just one dealer group. But it
can also be done across several dealer
groups, since all brands get equal pro-
motion and only one car is given away
at the end of the contest.

1t's no secret that the auto industry
is struggling, despite reported brisk
sales in recent months. Zero-down,
zero percent financing has enticed a
lot of buyers into dealerships, but
profit margins on most car lines are at
all-time lows for most dealers, so con-
vincing them to be part of a station-
wide Car of Your Dreams promotion
shouldn't be difficult.

Continued on Page 16

Mitch Albom

~—{>Making Sense

show

Making Sense

“Mitch Albom dominates afternoon drivetime.
A compelling talk show host who gets his audience talking
and generates ratings... now that makes sense!”

Steve Stewart, Operations Manager, News/Talk 760 WJR Detroit

@nmln METWORKS
amenca fistens 1o abe
212-735-1700
WWW.ABCRADIO.COM
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Continued from Page 15

You don't risk alienating one good
auto client in favor of another, because
the basic plan of this promotion is to
offer as many ditferent cars as possi-
ble as the final prize. The idea is that
instead of offering a single car, as most
stations do, vour station lets the win-
ner pick the car of his or her dreams
from a wide variety of makes and
models. A good image-production
person can make it sound like your
station is giving away dozens of au-
tomobiles instead of just one.

Dealers may participate after they
buy a set schedule of commercials,
which you can then augment with
equal-rotation mentions in your pro-
mo avails. You may also want to set
up on-site registration and broadcasts
from participating dealers over sever-
al weekends to make the package
even more attractive (car dealers love
live broadcasts!).

Then stage the final giveaway at a
neutral location, like a mall, a stadium
parking lot or another location where
all the cars the winner can choose from
are on display. It's quite a sight to see
multicolored autos of lots of different
makes all lined up in a row.

Draw the winning name, hand the
winner the keys on the spot, and let
the winner drive the new car home.
This promotion can generate revenue
from the auto dealerships, from the
final-drawing location, if it's a mall or
other shopping center, and from oth-
er participating sponsors that can pro-
vide second, third or even multiple
consolation prizes so nobody goes
home empty-handed.

Get Me A Day Off!

With layoffs more prevalent today
than most of us would like, more
workers than ever are finding them-
selves covering jobs that used to be
handled by several employees. In
many positions getting a day off is
tough because there’s nobody to cov-
er the job when the employee is gone.

The Get Me a Day Off! promotion

NEWS/TALKISPORTS

gives vour listeners something they
want — a dav off for no reason — and
provides a fill-in for that worker’s
employer through a local temporary
agency. One of the added benefits of
this promotion is the potential new
revenue from the participating tempo-
rarv-placement agency. If your station
streams audio on the Internet, this
promotion can also be used to pro-
mote at-work listening.

Another potential new revenue area
for your News/ Talk station could be an
ad sector that is not top-of-mind for
most salespeople in the format: record-
ed music. While some may suggest
that News/Talk’s demos are not the
place to sell CDs by Eminem, Britney
Spears and Nelly, the fact is that the
fastest-growing group of music con-
sumers is actually the over-45 crowd.

The majority of music buyers are 30
or older, according to statistics com-
piled last vear by the Recording Indus-
try Association of America. Even
though people get older, with mortgag-
es and kids, let's not forget that these
are baby boomers who want to stay
cool, and they still want to buy CDs.

While MTV and music radio target
the bare-midriff-and-bellv-button-
ring crowd, resulting in megasales for
pop artists, mature demos — those
that listen to News/ Talk — are find-
ing music they want to hear anyway.

Witness last year's O Brother, Where
Art Thou? soundtrack, which sold more
than 5 million copies without any sig-
nificant commercial music-radio air-
play — proof that upper-demo listen-
ers are finding CDs they want to buy
without hearing them on music radio.

Educate The
Music Industry

With the recorded-music industry
facing decreased product sales, this
could be a perfect time for News/ Talk
and other spoken-word formats to ed-
ucate the music industry about the
fact that we have the demographics
that are buying product and that have
the disposable income to do so. Sell-
ing music on News/ Talk radio could
represent a significant growth oppor-

tunity for both the format and the la-
bels.

At last year's R&R Talk Radio Sem-
inar, Joint Communications CEO John
Parikhal told attendees, “Over the next
five years, as 4 million listeners a vear
start turming 50 and 55, advertisers will
begin twitching as they try to adjust to
this new demographic reality.”

Areportin Ad Age cited by the RAB
last year would seem to support
Parikhal’s prediction, suggesting that
marketers should heed the fact that
the 50+ crowd is richer and more will-
ing to spend than the 18-34 and 18-49
demos so many marketers are ob-
sessed with.

There are plenty of boomers out
there for marketers to chase. Over 70
million of us were born between 1946-
1964, with the oldest boomers now in
their mid-50s. Just 38% of U.S. adults
are over 49 today, but that will grow
to nearly 50% of the population by
2020, according to U.S. Census Bureau
statistics. Despite these facts, many
marketers are still clinging to their 18-
49 demos, and barely 10% of all ad
messages are aimed at the over-50
constumer.

News/ Talk salespeople need to fo-
cus on training marketers to under-
stand that nearly half of all discretion-
ary spending is controlled by the 50+
crowd — the same group that also
controls nearly 70% of the country’s
net worth. And it’s the demo that
News/Talk dominates.

A Word About Sales
Promotions

It's no surprise in today’s business
environment that the demand from cli-
ents for promotions to go with their ad
schedules is greater than ever. But
smart programmers and sales manag-
ers understand that satisfying a client
with an unimaginative promotion may
quiet the client’s demands for now, but
it will come back to haunt you when
the dull promotion doesn’t work —
and they generally don’t. That's why
it's a good idea to use a simple screen-
ing process for all proposed sales pro-
motions before signing off:

e

Murphy.

T - ¥ RR 0 SR b e o
FOUR-PART HARMONY 1his happy-looking quartet of ABC Radio
execs gathered in New York to celebrate Steve Jones' recent promotion to VP/
GM at ABC News Radio. Shown here (I-r} are Jones' predecessor in the chair,
Chris Berry, who is now President/GM of WMAL/Washington; Jones; ABC
Radio Networks President Traug Keller; and ABC News Sr. VP/New Media Bob

1. Identify the client’s goals. What
aspect of the product or service is im-
portant to the client, and who are they
trying to reach with that message?
What other media, if anv, do they plan
to use?

2. Consider doing a reach-and-fre-
quency study for promos. Don’t just
assign a random number of promos to
a promotion because that's what the
client or salesperson wants. Find out
how many times a prome actually has
to run in order to effectively reach the
target for any given promotion.

3. Have standard packages avail-
able. Smart programmers work with
sales in advance to develop appropri-
ate packages that offer a fixed num-
ber of promos based on a reach-and-
frequency study. That way every new
client-focused promotion doesn’t
have to be invented from the ground
up. It makes it easier for programming
and promotions when everyone
knows the rules going in.

4. Don’t confuse audience promo-
tions with sales promotions. That
doesn’'t mean both kinds aren’t valu-
able to a station; they are. But the two
are very different animals, and one
should not be confused with the oth-
er as you plan a promotion.

5. Put a value on promo announce-
ments. Don't just give them away or

pull a meaningless figure from the air.
Set up a package setting the value of
promos at 50%-80% of the client’s top
rate. For example, if the client’s top
rate is $40, 80% of that equals $32.
Thirty-two dollars times 35 promos
equals $1,120 in added value from
promotional mentions.

6. Look ahead. Don’t wait until an
opportunity presents itself to pitch a
strategic promotion that requires a cli-
ent partner. Present your holiday pro-
motions, for example, in July or Au-
gust, and set up summer promotions
in February and March. Get the cli-
ent’s commitment and marketing
budget locked up early.

7. Be fair. When a client comes to
you with a one-sided promotional
idea, don’t react by going back to them
with something that is one-sided in
favor of the station. Work together to
find the common ground that meets
the client’s needs yet still benefits the
station.

8. Follow through! Most promo-
tions are presented in writing, so it
seems only logical that they should be
followed up in the same way. Review
every promotion to ensure that the cli-
ent and the station delivered all that
was promised and that you both walk
away from the promotion as satisfied
winners.

WIZETRADE LIVE Listeners Love If!

Affiliates are raving about the most :
exciting financial talk show ever.

A live call-in talk show that WORKS!
Heard daily on over 100 affiliates.

Mon-Fri 8-9am 11am-Noon 4-5pm EST Check website for network Iistin"gé

www.wizetrade.com

www.businesstalkradio.net
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www.usaradio.com
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CES

Continued from Page 1

During the course of the CES,
which ran here from Jan. 8-11,
iBiquity announced that Clear Chan-
nel, Infinity, Entercom, Radio One,
Cox, SBS, Hispanic Broadcasting,
Susquehanna, Greater Media,
Bonneville, Beasley, Journal and
other groups have licensed HD Ra-
dio, joining a handful of colleges and
individual stations that are also com-
mitting to the new digital-radio tech-
nology.

IBiquity said stations in 40 markets
throughout 26 states plan to launch
HD Radio broadcasts early this year,
including most of the nation’s top
markets — among them New York,
Los Angeles, Chicago, San Francisco
and Dallas — along with many
midsized and small markets.

To pick up those digital signals,
Kenwood unveiled the first HD Ra-
dio tuner. Slated for availability in
Q2, the model KTC-HR100 tuner is
capable of receiving both digital and
analog broadcasts and automatically
selects the format a station is using.

Kenwood also unveiled eight HD
Radio-ready in-dash DVD and CD
receivers for its 2003 product line,
with models under both the Ken-
wood and Excelon brand names. The
KTC-HR100 HD Radio tuner can
only be used with Kenwood receiv-
ers.

Meanwhile, iBiquity and dMarc
signed a marketing deal for data ser-
vices HD Radio technology also
makes possible. iBiquity and the
subcarrier-management and wireless
data-distribution company will part-
ner to deliver information to in-ve-
hicle and home receivers for various
consumer applications, including on-
demand interactive traffic, news and
weather.

And YES Networks — which ag-
gregates data from its retail partners,
such as Amazon.com and eBay, to
show price, name of seller, descrip-
tion, pictures and other information
online and — has agreed to develop
a "back channel” compatible with
HD Radio that will allow radio sta-
tions to include such data in their
digital broadcasts. The information
would be displayed to consumers on
their HD Radio-ready receivers.

IBiquity took a moment to clarify
an earlier announcement about
WDMK/ Detroit’s adoption of HD
Radio. The Radio One station re-
cently became the first station li-
censed by iBiquity to broadcast HD
Radio with commercial equipment;
WDMK began using the technology
in December 2002.

However, several other stations,
including WYGY/ Cincinnati, have
been broadcasting in digital using
HD Radio in a test capacity for sev-
eral months. WYGY began broad-
casting in digital with commercial
equipment a few weeks after
WDMK, and the transition was seam-
less.

Sirius News

Sirius chose CES to announce a

laundry list of new initiatives, includ-
ing a name change. VP/Corporate
Communications Jim Collins told
R&R that the company will begin
identifying itself simply as Sirius,
rather than Sirius Satellite Radio.

“This reflects an evolution for our
company,” he said. “We're going for
an image that’s more outgoing and
dynamic.”

Collins added that the decision to
drop any reference to satellite radio
from its name was driven by the
company’s plans toexpand into other
areas, such as video and data deliv-
ery.

“Sirius may not be just satellite ra-
dio,” he said. "It may be something
else. We're not just transmitting mu-
sic or talk. It may be video or data.”

Infact, at Sirius CES offered a dem-
onstration of a potential video-deliv-
ery system. Following up on com-
ments President/CEO Joe Clayton
made during last month’s Credit
Suisse First Boston media conference,
the satcaster demonstrated a live
video broadcast over its system, mak-
ing it the first satellite-radio company
to demonstrate video capability.

The demonstration signaled what
Clayton believes could make his
company more attractive to consum-
ers. “It's all about choice,” he said.
“Qur technology enables us to trans-
mit a wide variety of data in addition
to our commercial-free music and en-
tertainment programming. The em-
phasis is on variety of selection and
quality programming that enhances
people’s lives. Ultimately, our mis-
sion is to provide customers with
premier entertainment choices.”

Increased Ad Push; New
Channels

Sirius Exec. VP /Marketing Mary
Pat Ryan announced that her com-
pany is readying its biggest-ever na-
tional advertising campaign, which
is set to be launched this quarter.
Rvan said the campaign has the full
support of Sirius” auto-manufactur-
ing and retail partners and will in-
clude placement in national broad-
casting, cable, print and outdoor
venues.

That includes commercial radio,
Clayton said, and while there may
be some question about whether
Clear Channel and other major
shareholders of rival XM Satellite
Radio — and terrestrial radio as a
whole — will allow Sirius to run ads
on their properties, Clayton said
similar problems he experienced
during his days launching satellite
television proved temporary.

“CBS wouldn't run our spots for
about six months,” he said. “Then
greed kicked in, and they did. The
same thing will happen here.”

Sirius also announced that 14 new
channels would be launched on Feb.
3.Six are news/ entertainment chan-
nels, including three new versions of
the Weather Channel that will each
focus on a different section of the
country (East, Central and West)
and a channel with programming
culled from cable TV’s Court TV
network. The two new Talk net-
works are Sirius Left, featuring more
liberal fare, and Sirius Right, which
has a more conservative bent.

The remaining eight new chan-
nels are devoted to music, with two
showcasing dance music; one de-
voted to international hip-hop; an-
other that highlights such “world
class DJs” such as Busta Rhymes
and 50 Cent; one specializing in folk
music; an easy listening channel; a
new rock channel focused on “jam
bands” such as Phish, Blind Boys Of
Alabama and Gov’t Mule; and an
expanded version of The Trend,
which specializes in “world-class
rock.”

The company also announced the
formation of "WAGS” — the Work-
ing Artist Group at Sirius. WAGS is
designed to provide exposure to
emerging and unsigned artists over
the company’s satellite radio sys-
tem, Sirius will record and produce
unsigned artists and will select
songs from those sessions to gointo
rotation. Plus, CDs featuring the art-
ists will be made available through
the company’s website.

In addition, the satcaster plans to
broadcast daily live music perfor-
mances on its new channel 100,
“Sirius Sessions,” which will debut
Feb. 3, air weekdays and feature per-
formances from all genres of music
recorded live in the company’s stu-
dios.

Expanded Product Line

Addressing what could be consid-
ered its Achilles” heel up until now,
Sirius is expanding its product line
this year. VP/Product Management
Larry Pesce said Sirius plans to offer
during the coming year five different
“plug and play” units, along with the
first-ever units designed specifically
for in-home use.

Sirius partners Kenwood and
Delphi will also introduce fully inte-
grated head units that Pesce said will
“undoubtedly represent the wave of
the future for Sirius.” The units use
new technology that significantly re-
duces the size of the receiver required
to pick up the satellite signal, produc-
ing what Pesce called a “one-box so-
lution.” In all, Sirius plans to offer
about 60 different receivers for 2003,
up significantly from the three mod-
els it offered last year.

Despite last year’s dearth of avail-
able receivers, Sirius managed to sign
up 30,000 subscribers at year’s end.
During his company’s presentation at
the show, Clayton said Sirius hopes
to sign up another 40,000 subscribers
during Q1 2003 and has a year-end
goal of about 300,000 paying custom-
ers.

Meanwhile, front-runner XM reit-
erated that it had more than 347,000
subscribers at the end of 2002, bol-
stered by 145,000 new subscribers
who signed up in Q4 2002, and now
has more than 360,000 subscribers.
The company still hopes to have 1.2
million subscribers by the end of this
year.

In an effort to reach more people,
Sirius announced an expansion of its
relationship with Hertz. Starting this
month, Hertz locations in Denver,
Las Vegas and Phoenix are joining
airport locations in California and
Florida in offering Sirius service in
avariety of Ford and Mercury rental
vehicles.
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Coyote Ugly? You Should Be So Lt;cky!

RZR/Fresno is looking for the ugliest woman in
town. OK, so the contest is a goof: Listeners were asked to
submit photos of the ugliest
woman they had ever seen to the
Clear Channel Active Rocker,
which would narrow the entries
until it had what it determined to
be the five butt-ugliest babes in
town. The five lucky senders
would score tickets to see Papa
Roach and Blindside in San Fran-
cisco, while the five ugly chicks
would stay in town and score tick-
ets to Cher’s Fresno concert. S
When KRZR posted the pics of Rache
the Fugly Five on its website, ST

did a double take: The “winners”

were none other than the station's male jocks — including
OM/PD E. Curtis Johnson — dressed in drag! You really
haven't lived until you gaze longingly ar “E. Colette” Johnson
seductively licking a lollipop or MD Rick “Rochelle”
Roddam, who bears a frightening resemblance to Kurt
Cobain, breast-feeding a baby at a bus stop. “Hopefully, Cher

lle, my belle ...

won't sue us,” Johnson says. Check out the pics at your own
risk at www.krzz.com.

On Jan. 1], just before KIIS-FM/
Los Angeles nighttimer Jojo
Wright was to set to take over the
# air chair from afternoon talent Val-
entine, the two engaged in a
friendly gama of off-air arm wres-
tling. Not realizing that Valentine
| possessed the strength of 10 men,
| Jo Jo more than lost the match —
| his arm suddenly snapped like a

- twig, resulting in a painful spiral
fracture that required surgery.
“He'll be out of commission for a

JbJo, in less painful
times

least a week, and then will have to
have somebody run his board for him,” Wright's manager,
Dana Miller, tells ST.

Fun With Football: Before Jan. 12's NFC showdown be-
tween the San Francisco 4%ers and the Tampa Bay Bucca-
neers in Tampa, Infinity’'s WLLD (Wild 98.7)/Tampa already
had its own ground game running. In what Wild Promotions
Director Drew Fleming characterized as “going into their
house and calling their baby ugly,” Infinity sister KFRC/San
Francisco ran an anti-Niners spot containing the following
message: “Attention, Niner fans: Tampa just wants to say, ‘jeff
Garcia's our bitch this weekend.”” The spots obviously
worked, because the Bucs ran all over the Niners, 31-6.

Who's No. 1 InYour Book?

Infinity CHR/Rhythmic WBBM-FM (B96)/Chicago was
on the receiving end of a very “special notice” from Arbitron
for on-air comments made Nov. |3 by morning co-host joe

3

Eddie (1) and Jobo

Bohannon. Responding to an e-mail from a listener who said
she listened to B96 from 5am to 5pm daily, the man known
on-air as “Jobo” said, “For the fall sweeps, we need your help.
The average person listens 35 minutes. There's two ways
they do the ratings, of course. It’s the number of people and
how long you listen. So we need you guys to kick it up for
the fall. If you can, listen longer.” Apparently, radio stations
are not allowed to utter such teading sentences, which came
as a surprise to us. Whipping out the seasonal football anal-
ogy is WBBM-FM PD Todd Cavanah, who says, “Just like
in football, the referee throws a flag, you get penalized a few
yards, and you go on and win the game. It doesn’t affect

Continued on Page 21
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* John Gehron joins Clear Channel as Chicago RVP/Mar-
ket Manager.

« Jeff Green rejoins R&R as Exec. Editor.

* Will Botwin promoted to President of Columbia Records
Group.

+ John King joins Citadel Broadcasting as a Regional Pres-
ident.

« Clear Channel names Michael Martin Dir./Programming
& Operations for the San Francisco Bay Area.

J
* Bob Cavallo to Chair Disney Music
Group.
« Ted Volk tapped as Sr. VP/Promotion at
Mammoth Records.

W) iRs Aco
* Charles Koppelman appointed Chair-

man/CEQ of EMI Records Group, North America; Daniel

Glass named President/CEO of EMI Records Group.

* Michael Linehan gets VP/Album Prcmotion strips at Re-
prise.

1 I

» Jay Clark upped to Station Manager at Metropolitan’s
WOMC/Detroit.

* Rick Bisceglia elevated to VP/Pop Promotion at Arista;
Sean Oakley advances to VP/Album Promotion.

B0):475 460 B

+ Robert Walker suceeds Bill Tanner as |
WHYI/ Miami PD

« KEEY/Minneapolis switches to Coun-
try after 10 years as a Beautiful Music
station.

« Gregg Lindahl appointed WSM/Nash- E
ville OM.

)V ARS AGU

* WDRQ/Detroit PD Jim Harper resigns to take mornings
at crosstown WNIC.

« Jim Brown asked to leave WOKY/Milwaukee.

* Dolly Parton and Steve Martin headline R&R Conven-
tion '78 banquet.

« Jerry Rubinstein and Charlie Minor form Xeti Records.

Bob Cavallo

GOUNT ON.

GALLOUT YOU GAN

v Out-of-house weekly research from our West Coast call center
V’ In-house Interactive Callout using the ComQuest system

v Internet—iased Music & Perceptual Research

619-659-3600  www.callout.com
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Continued from Page 19 ’

much.” Cavanah assures ST that Jobo and co-host Ed
Volkman *“have been beaten severely,‘ and it will never hap-

pen again.”

Less than three weeks after Clear Channel Hot AC
WSNE/Providence re-imaged itself as “Star 93-3,” the sta-
tion was forced to call an audible and1 dump the new name.
The reason? Entercom, owner of WQSX (Star 93.7)/Bos-
ton, complained and then issued a C&D. WSNE PD Bill
Hess was not amused. “It seems wrong that a station licensed
to the north of Boston — Lawrence.l‘ MA — and which, by
Entercom’s own documentation, has no signal in Providence
and does not qualify in the Providence Arbitron, would be
able to preclude us from branding WSNE as ‘Star,”” he said.
CC elected tc forgo a lengthy legal battle with Entercom and
instead switched to the far-less-specific “The New 93-3.”

John Boy & Billy (known in legal circles as John Isley and
Bill James) sign a multiyear contract exltension with Premiere
Fadio Networks. The boys are heard on 100 sta-

January 17, 2003 R&R @ 21

RAB'’s annual Sales, Management & Leadership Conference,
RAB2003, from Jan. 30-Feb. 2 at the Hyatt Regency in New
Orleans. The auction is named in honor of legendary radio
vet Wayne Cornils, who passed away in 2000. Shoppers can
view items and bid by clicking on Silent Auction at www.
rab2003.com.

Radio’s Most Wanted New Host?
Is America’s Most Wanted host John Walsh (pictured)

about to make the move to radio? ABC Radio Networks

brass wouldn't comment, but ST hears that
the crusading Walsh could be on the air as
early as this spring.

Is David Letterman'’s radio deal going
away? Letterman suggested just that, when he
joked about the recently launched simulcast of
his nightly TV show on a number of Infinity ra- |
dio stations across the U.S. Infinity spokesper- '

son Dana McClintock declined

tions nationwide.
|
Despite a Mo. | ranking in both ps::rsons 18-
34 and 25-54, Neal Mirsky resigns from the PD
post at Entercom Active Rocker KQRC/Kansas
City. He'll announce his future plans shortly.

ST hears that Radio One is preparing to syn- |
dicate KKBT/Los Angeles morning talent Steve
Harvey as soon as next month. The first outlets
are strongly rumored to be Radio One’s KBXX/
Houston and KBFB/Dallas. \

Steve Harvey

Congrats to media icon Dick Clark, who's

enjoying a prosperous new year. His 30th annual American
Music Awards was well-received this week, as ABC tied for
Monday night’s lead when the national numbers were re-
leased. Clark’s 3Ist annual New Year's Rockin’ Eve, when
placed head-to-head against the other; three networks, beat
the combined audiences of NBC, CB$ and FOX by 24% in
total viewers. The program was watched by nearly 42 mil-
lion people.

The third Radio Wayne Silent Auction will take place at the

to comment, citing the company’s
longstanding policy of not com- 4
menting on or responding to ru-
mors.

| Clear Channel/Montgomery, AL Asst. GM/Di-
| rector of Sales Arnessa Thomas Leverett is
| upped to VP/Market Manager for the company’s
| three-station cluster.

After 15 years, PD K.C. Carson exits
Barnstable Classic Rocker WROQ/Greenville,
NC. Mark Hendrix, PD of co-owned WGVC &
WTPT/Greenville, adds Carson’s former duties.
Meanwhile, KGGO/Des Moines Asst. PD/MD Jay D. Stone
goes to 'ROQ for similar duties.

Veteran air talent-voice dude Rick Party and his Sizzle
Productions cut a deal making him the new imaging voice of
WBLS/New York.

Former WFKS/Jacksonville PD Brent McKay is the new PD
of CC’'s WALC/Charleston, SC. He repiaces Jon Robbins,
who is now a Clear Channel Regional VP/Programming.

John Walsh

Alex Santa Maria, PD of Sierra H's KAJM (Mega 104.3/
99.3)/Phoenix, adds PD duties at sister CHR/Rhythmic KNR]J
(Energy 92.7/101.1)/Phoenix.

For reasons still unclear, WXTM/Cleveland MD/afternoon
driver Dom Nardella and Asst. PD Pete Schiecke swap
stripes. Police are not investigating.

Formats You'll Flip Over

Now that Big City has sold all but one of its assets (WYXXX/
Morris, IL), former WDEK, WKIE & WKIF (En-
ergy 92-7 and -5)/Chicago PD Chris Shebel
is keeping the party light burning in the Big City
- office window — at least for now. Now that
Spanish Contemporary WXXY is run by His-
panic Broadcasting and simulcasting on WLXX-
AM/Chicago, which drops its longtime Tropical
format, the orphaned WYXX has brought back
the old Energy dance format and is billing itself
“Party 103.1.”

KWID (Wild 02)/Las Vegas, formerty KFMS,
says goodbye to morning duo Steve Trejo &
Athena and Sales Director Jennifer Cochran.

Baby Poop

Congrats to R&R Director/Music Operations Al Machera
and his lovely wife, Joelina, on the birth of their first child, a
son named llari, which is Italian for cheerful. llari was born
on Jan. |3 and weighsinat 7 Ibs., 12 oz.

Condolences

Longtime Boston Globe sports columnist Will McDonough
passed away Jan. 9 due to complications from heart prob-
lems. McDonough, 67, was a co-host on Bill Parcells’ Sport-
ing News Radio show and is the father of Boston Red Sox an-
nouncer Sean McDonough.

Ft. Wayne, IN radio and TV fixture Jon “Tuna” Rose died
Jan. || of unknown causes. He was 45. Rose was best known
for his 13-year stint as Production Director of WBYR &
WFWI/Ft. Wayne before starting his own production com-
pany last year. He is survived by his wife and three children.

HIGH-IMPACT GRAPHICS
DURABLE CONSTRUCTION
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Promotion
Prognostications

SOUND DECISIONS

Record execs look at the upcoming year in music

Two weeks ago I talked to several PDs and MDs to
get their takes on what will be hot — and what fads
will fade — in the upcoming year in music. This week
it's the promotion executives’ turn, and they discuss their
views on the musical trends that will emerge in 2003.

"I don't necessarily see
any one big trend raising
its hand, but I think mu-
sic is going to open up
more,” says Reprise Sr.
VP/Promotion Phil Cos-
tello. “From the pop tip, |
the singer-songwriter
players will continue to
flourish — people such as
Michelle Branch, John
Mayer, Norah Jones and, on the
younger end, Avril Lavigne.

“You'll continue to see an even
bigger presence from the R&B cross-
over, hip-hop mode. That trend will
continue to be explosive. Clearly, the

“Clearly, the
writing’s on the wall
with the teen pop
thing.”

Phil Costello

Phil Costello

writing’s on the wall for
the teen pop thing. There
will always be excep-
tions, but I honestly feel
that weve moved on for

ARTISTdirect VP/Ur-
ban Greg Powell notes
that the hip-hop genre
has become much more
commercial. “Look at Jay-
Z,” he says. “Who would have
thought that Jay-Z and Beyoncé
would do a duet together? If you
said that a year ago, people would
have laughed at you.
He’s someone you con-
sider a hard-core street
artist. For him to do
something with Beyoncé
tells you that the trends
are changing.

“Nelly & Kelly Row-
land are up for a Gram-
my. What we once knew
as straight hip-hop seems
to be more commercial
now. As you go down the chart, with
the exception of Eminem and Nel-
ly, the biggest things are the duets:

IT HAD TO BE PLATINUM Legendary singer Rod Stewart and J
Records Chairman/CEOQ Clive Davis recently visited CNBC's Power Lunch
program, where they celebrated the Platinum certification of Stewart's latest
record, It Had to Be You ... The Great American Songbook. Later on the duo
broke into an impromptu rendition of “Do Ya Think I'm Sexy?”

Shanna Fischer

Nelly & Kelly, Trina & Ludacris, etc.
It's the trend right now, but by the
end of the year it will be something
different.  don’t think it's something
that’s going to last. It's going to
come back to real music and the best
music.”

The Beat From
The Street

Powell expects a shift
away from duets back to
the hard-core street
sound, noting that 50
Cent is opening the door
for that sound. He says,
“It depends on the suc-
cess of 50 Cent, whom I
think will be incredibly huge, but
not everybody can do both; you get
people who are the street-core kinds
of guys, but they can't switch over
commercially.

“When you get a real-
ly hot street record and
you can move it over
commercially, that’s the
key. That's what it used to
be back with Dr. Dre and
Snoop Dogg in their hey-
days, and even Eminem
when he first came out. It
was really great street
music, music that people
could dance to and enjoy in the
clubs.”

Costello agrees: “There are going
to be more and more eruptions from
the street level every month. This
year 50 Cent is going to blow up,
and Eminem’s not going away.”

For the hottest street action, Pow-
ell looks to the East Coast. “That’s
where you're getting the NO.RE.s,
the Jay-Zs and the Ja Rules,” he says.
“And with 50 Cent, I think the East
Coast is where the majority of the
really hot music is coming from
right now.”

Rock Variety

Costello expects many different
flavors in the rock genres and points
to groups like Queens Of The Stone
Age. “Even though this is their third
album, Queens’ approach is very
fresh,” he says. “I think the public
has caught up with them. Bands
such as them and Trail Of Dead —
there’s a lot of excitement in those

WwWWww.americanradiohistorv.com

Geordie Gillespie

corners that will continue to be
mined and broadened and brought
to the forefront more.”

Wind-up Sr. VP/Promotion

Moby-esque artist in the electronic
arena.”

For Hollywood VP/National Pro-
motion Geordie Gillespie, it's more

Shanna Fischer says it
will be a very diverse
year at her label, withacts
ranging from politically |
charged hardcore group
Boysetsfire and main-
stream rockers 12 Stones
to female-fronted gothic-
industrial act Evanes-
cence and the Daredevil
soundtrack.

And while he can’t keep up with
all of emo rock’s subdivisions, Cos-
tello sees growth in that genre as
well. “That community is so hands-
on and actively involved,” he ob-
serves. “They almost break bands
within the community. I'm benefit-
ing greatly from that with The
Used.”

But don't count rap rock out just
yet. “Just when everybody wants to
write rap rock off,  hesitate to do so,
because there might be a
couple of players with
something up their
sleeves,” Costello says.
“The domination of that
sound will continue to
shrink, but1 don’t think it
will go away.”

Fischer concurs when
it comes torap rock’s pre-
mature death. "It always
depends on the songs,” she says. “If
the songs are great, nothing is over.”

Growing Gap

Atradio, both Fischer and Costel-
lo believe the musical gap between
Alternative and Active Rock will
continue to widen this year. “Alter-
native has opportunities to play art-
ists from the electronic community
that Active can't take advantage of,”
Costello says. “Active’s a little more
confined formatically, and at the
same time it may be a little more fo-
cused.

“I'm not saying that they’re not
delivering what their audiences
want, and I'm not critiquing their
programming abilities. I'm saying
that they may be in tighter confines
as to what they can slide into the for-
mat. Alternatives have a wider
breadth they can choose from, from
the Jack Johnsons all the way to a

“Pve got a 17-year-
old kid; she loves
hip-hop, she loves
rock, she loves
dance. All she wants
is a hip and cool
song.”

Geaordie Gillespie

Greg Powell

about the song than the
i sound. “It’s not going to
be about the music hav-
1 ing to be harder or this or
1 that, it's going to be about
great songs that Alterna-
tive radio can own,” he
says. “It's not about tech-
no or the next new thing,
it's about going back to
the basics of program-
ming songs that kids want to hear
that come from all different genres.

“I've got a 17-year-old kid; she
loves hip-hop, she loves rock, she
loves dance. All she wants is a hip
and cool song. If she can find it on
"Modern Rock’ radio, she‘ll be listen-
ing to "Modern Rock’ radio.”

“Who would have
thought that Jay-Z
and Beyonceé would
do a duet together?
If you said that a
year ago, people
would have laughed
at you.”

Greg Powell

Video Helps
The Radio Star

After having a huge year with
Josh Groban, thanks to key televi-
sion appearances, Costello believes
that TV will continue to help mar-
ket artists in the adult arena. “The
adult buyers out there have been
served up a lot of big artists who
have maybe had a little harder time,
formatically, on radio,” he says. “But
exposure through TV softened and,
in some cases, contemporized these
artists so that they were able to get
on the adult formats more easily.

“The television element has real-
ly helped, from a marketing aspect,
to go into the same psychograph
that an adult programmer is pro-
gramming to — in other words,
matching it up with a visual medi-
um. If somebody watches the Today
show, they’re more likely to be a lis-
tener of an adult format as opposed
to an Alternative or Rock format.

“I find that encouraging, especial-
ly if you have a lot of good catalog
acts,” Costello concludes, adding
that Reprise will use TV to help sell
Fleetwood Mac’s new album this
year. “How did James Taylor sell as
many records as he did this time
out? Josh Groban was one of the big-
gest artists from the Warner Music
Group all year.”
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? THE INDUSTRY'’S NO. 1 RETAIL CHART January 17, 2003
ARTIST ALBUM LABEL POWERINDEX CHANGE
NORAH JONES | Come Away With Me Blue Note/Virgin 104,827 -18%
JENNIFER LOPEZ This Is Me Then Epic 83,964 11%
DIXIE CHICKS 1 Home Monument/Columbia 80,346 A7%
AVRIL LAVIGNE Let Go Arista 79,072 -35%
* JUSTIN TIMBERLAXE Justified Jive - 70,253 21%
8 MILE Soundtrack Shady/Interscope 69,102 -42%
SHANIA TWAIN - Up Mercury 68,248 19%
CHRISTINA AGUILERA Stripped RCA 59,421 -42%
MISSY ELLIOTT { Under Constraction Gold MindiElektra/EER 56,505 -22%
EMINEM Eminem Show Aftermath/interscope 49,397 -31%
NELLY | Neflyvifle Fo’ ReallUnivarsal 49,211 -28%
ELVIS PRESLEY 30 #1 Hits RCA 49,192 -18%
AALIYAH l " ICare 4 You Blackground Unversel 48,503 -30%
ROD STEWART Great American Songhook J 44,431 -23%
NOW11 } Various ury. 44,304 42%
ROLLING STONES Forty Licks Virgin 43,120 -32%
JOSH GROBAN [ Josh Grohan 143/Reprise 42,797 -32%
JA RULE Last Temptation Murder Inc./IDJMG 42,188 -28%
NAS God’s Son Columbia 41171 -38%
JOHN MAYER Room For Squares Aware/Columbia 40,506 -25%
2PAC | . Better Dayz Amaru/Tha Row/interscope 39570 40%
GOOD CHARLOTTE Young & Hopeless Epic 38,836 -36%
COLDPLAY " Rush 0f Blood To The Head Capitol 38,174 1%
SANTANA Shaman Arista 37,090 -28%
JAY-2 Blueprint Vol.2 :The Gift... Roc-A-Fella/IDJMG 36,867 - -38%
AUDIUS[AVE Audioslave Interscope/Epic 36.211 -28%
2 SYSTEMOFA BOWN - Steal This Alum’ _ American/Columbis 34,188 -38%
KID ROCK Cocky Atlantic 34,158 13%
CHEVELLE | ~ Wander What's Next . Epic . 33049 +5%
TIM MCGRAW Tim Mcgraw & The Dancehall... Curh 33114 -40%
PNk MiSsundaztood Arista 33099 -18%
3 DOORS DOWN Away From The Sun Universal 31,951 -37%
MATCHBOX TWENTY . More Than You Think You Are Atlantic 31,778 -26%
ELTON JOHN Greatest Hits 1970-2002 ury 31411 -29%
SOURCE PRESENTS: HIP-HOP VOLS  Various Murder Inc IDJME 30,365 1%
MARIAH CAREY Charmbracelet Monarc/lDJMG 30,050 -31%
SNOOP DOGG Paid Tha Cost To Be Da Boss Daggy Style/Privrity/Capitol 29,832 -30%
FAITH HILL Cry Warner Bros. 29,695 -38%
NIRVANA 4 Nirvana Geffer/Interscape 28,326 -39%
B2K Pandemonium Epic 29,184 -36%
PAUL MCCARTNEY| Back In The U.S. Live 2002 Capitol 29,034 -39%
TOBY KEITH Unleashed DOreamWorks 24,605 -28%
'LORD OF THE m‘m;é: TWIN TOWERS  Soundtrack Reprise ‘ 24,437 -24%
PUDDLE OF MUDD Come Clean Flawless/Geffen/Interscope 23,825 -29%
RED HOT CHILI 'PEP,?EBS - By The Way Warner Bros. 22,628 -32%
QUEENS OF THE STONE AGE Songs For The Deaf Interscope 22,546 -
RASCAL FLATTS  Melt Lyric Street 21,544 -29%
FOO FIGHTERS l Dne By Dne RCA 21,390 -28%
KENNY CHESNEY - No Shoes, No Shirt, No Problem BNA 20,624 -34%
u2 Best Of 1990-2000 Interscope/Isiand 18,528 -44%

© HITS Magazine Inc.
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Jones Keeping Un

This Blue Note is apparently for avery-

one.

After her de-
Hut album grab-
2ed a field-high

IR Y g
tflglll Urdlllﬂlly .
nominations last

week, Virgin/
Blue Note diva
Norah Jones
takes advantage
of awards-sea-

son buzz to mark her second week Ft the

e i T

Norah Jones

top of the charts. This week she picks up
104,000 in sales, makmg hers the only CD to
top the six-fig- | ;
ure mark.

Can't we get
a TV guy in to
fix things?

A diva of a
different stripe,
Epic’s Jennifer
Lopez — fueled
by two hits on
the radio — climbs over Monument/Co-
lumbia country trio The Dixie Chicks (No.
3) and Arista sk8te-punk thrush Avril Lav-
igne (No. 4) to take the No. 2 spot. Jive teen
pop idol Justin Timberlake rounds out the
top five.

Coldplay

Four-time American Music Award win-
ner Eminem may have been a no-show at the
festivities, but he represents in the top 10 with
the Shady/Interscope album 8 Mile at No. 6
and Shady/Aftermath/Interscope’s The Em-
inem Show at No. 10.

It remains to be seen whether their perfor-
mances on the AMA telecast will spike sales
for Mercury/IDJMG’s Shania Twain (No. 7
this week), RCA’s Christina Aguilera (No. 8)
and Gold Mind/ Elektra/EEG’s Missy Elliott
(No.9).

Major chart jumps are recorded by RCA
icon Elvis Presley (19-12), J's Rod Stewart
(22-14), Capitol’s Coldplay (35-23), Epic’s
Chevelle (46-29, with the week’s only sales
increase, up 5%), Arista’s Pink (39-31) and
Murder Inc./IDJMG’s Source Hip-Hop Vol. 6

compilation (48-35). Interscope’s Queens Of
The Stone Age are the only newcomers, re-
turning at No. 46
as “No One
Knows” is now #&
firmly in the top §
five at Alternative §
and top 10 at Ac-
tive Rock.

Those looking
for— the -2003
record-selling
season to get underway will have to wait
until fan. 28, when new releases are on tap
from Motown/Universal’s Erykah Badu,
Jive’s R. Kelly and Reprise’s Zwan — the
new band from Smashing Pumpkins lead-
er Billy Corgan.

evelle .
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Superman

After portraying the Boy Wonder in the video for “Without Me,”
Eminem has evolved into Superman with his latest single, “Super-
man.” This is the third single from The Eminen Show, which won Fa-
vorite Album — Pop or Rock and Favorite Album — Hip Hop/R&B
at this year’s American Music Awards. Eminem also displayed his
superhuman powers of populari-
ty as he took home the awards for
Favorite Male Artist — Pop or
Rock and Favorite Male Artist —
Hip Hop/R&B at the AMAs. For
his next incredible feat, Eminem
will attempt to win five awards at
this year’s Grammys, taking place
Feb. 23 at New York’s Madison
Square Garden and airing on CBS.
Eminem will also appear in the
video for “In da Club,” 50 Cent’s
follow up to his breakthrough hit
“Wanksta.” “Superman” will be Going for Adds at Pop next week,
while “In da Club” hits Rhythmic and Urban stations.

Kelly Rowland is no ordinary human either, scoring two Gram-
my nominations for her work on “Dilemma” with rapper Nelly. Row-
land has also been nominated for Outstanding New Artist at the 34th
annual NAACP Image Awards, airing March 13 on FOX. To top it all
off, Rowland’s “Can’t Nobody,” from her debut solo album, will be

T EL g arriving at Rhythmic and Urban
' next week.

Even more Grammy-nominated
artists hit the airwaves next week.
John Mayer presents “Why Geor-
k] gia” to Hot AC and Triple A, the
third single from his CD Room for
Squares. Mayer was nominated in
the Best New Artist category, along
with Ashanti, Avril Lavigne,
Michelle Branch and Norah Jones.
Foo Fighters received two Gram-
my nods for their single “All My
Life,” and next week they deliver “Times Like These” to Rock, Active
Rock and Alternative. Mayer and the Foos plan to be touring Europe
in February, so they may not be present at this year’s ceremonies.

“Times Like These” is going to have some stiff competition at Rock,
Active Rock and Alternative. Audioslave are Going for Adds with
“Like a Stone,” the followup to their single “Cochise.” The video for
“Stone” was directed by Meiert Avis (U2, Bruce Springsteen), and
Audioslave’s U.S. performances will begin Feb. 21. Guitarists-vocal-
ists Dion and Jimmy, otherwise known as D4, loosen things up a bit
with “Get Loose,” from their debut album, 6Twenty. The Auckland,
New Zealand natives will be introducing themselves to the masses
on The Late Late Show With Craig Kilborn on Jan. 20.

Celine Dion, fresh off her win at the AMAs for Favorite Artist —
Adult Contemporary, introduces “I Drove All Night” to Pop and Hot
AC listeners, the lead single from her forthcoming March 25 release
One Heart. Produced by Peer Astrom and Vito Luprano, “Drove” is
actually a remake of the Roy Orbison classic. Dion will be perform-
ing “God Bless America” before the kickoff at this year’s Super Bow],
taking place Jan. 26 in San Diego.

Another remake hits Hot AC next week as Sixpence None The
Richer present “Don’t Dream It's Over,” a remake of the Crowded
House classic of the same name. “Dream” is the second single off the
group’s album Divine Discontent.

Josh Groban goes for adds at AC with “You're Still You,” the sec-
ond single off his self-titled triple- --
Platinum debut album. The young
baritone and David Foster discov-
ery also has a CD/DVD collection
in stores called Josh Groban in Con-
cert, a live performance for PBS
that was taped at the Pasadena
Civic Auditorium in Los Angeles.

Over at Country, Phil Vassar
sings from the point of view of |
God in “This Is God.” The mellow
tune from Vassar’s American Child

Eminem

Celine Dion

Josh Groban

» GOING FOR ADDS
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Week Of 1/21/03

CHR/POP

CELINE DION | Drove All Night (£pic/

DFDUB Country Girl (Columbia)

EMINEM Superman (Shady/Aftermath/interscope)

LUCY WOODWARD Dumb Girls (Atlantic)

PAULINA RUBID I}t Be Right Here (Sexual Lover) (Universal)
SHEER BLISS Picture Perfect Dream (Speed Of Light)
TELEPOPMUSIK Breathe (Capitol)

CHR/RHYTHMIC

80 CENT In Da Club (Shady/Aftermatlyinterscope)

KELLY ROWLAND Can't Nobedy (Columbia)

NIVEA Laundromat (Jive/

PAULINA RUBIO I'll Be Right Here {Sexual Lover) {Universal)
WAYNE WONDER No Letting Go (V/P/Atlantic)

URBAN

80 CENT in Da Club (Shady/Aftermatlyinterscope]
KELLY ROWLAND Can’t Nobody (Columbia)
NIVEA Laundromat (Jive/

WAYNE WONDER No Letting Go (V/P/Atlantic)

URBAN AC

KIM WATERS You Know That | Love You (Shanachie/
SANTANA f/MUSIQ Nothing At Al (Arista/

COUNTRY

JO OEE MESSINA Was That My Life (Curb)
PHIL VASSAR This Is God (4rista)
SAMMY KERSHAW | Want My Money Back (Audium/

AC

JOSH GROBAN You're Still You (743/Reprise/
SHEER BLISS Picture Perfect Dream (Speed Of Light)

HOT AC

CELINE DION | Drove All Night (Epic/

JOHN MAYER Why Georgia (Aware/Columbia)
SANTANA f/MUSIQ Nothing At All (Arista)

SHEER BLISS Picture Perfect Dream /Speed Of Light)

SIXPENCE NONE THE RICHER Don't Dream It's Over
(Squint/Curby/Reprise)

TELEPOPMUSIK Breathe [Capitol)

- SMOOTH JAZZ

DAVID LANZ Romantica (Jecca)
GATO BARBIERI Last Kiss (Peak/

SOLAR WIND f/DAVID BENOIT & ERIC MARIENTHAL
Shoreline Drive (So/ar One)

ROCK

AUDIOSLAVE Like A Stone (Interscope/Epic)
BON JOVI Bounce (/sland/i0JMG)

DA Get Loose (Flying Nun/Hollywood)

FOO FIGHTERS Times Like These (RoswelfRCA/
PROJECT 86 Hollow Again (Atlantic)

ROGER GLOVER It's Only Life (Spitfire/

SLUR Who | Am (Tarpit/

STYX Waiting For Our Time (Sanctuary)

ACTIVE ROCK

AUDIOSLAVE Like A Stone finterscope/Epic/

DA Get Loose (Flying Nun/Hollywood)

FOO FIGHTERS Times Like These (Roswel/RCA)
PROJECT 86 Hollow Again (Atfantic/

SLUR Who | Am (Tarpit/

ALTERNATIVE

AUOIOSLAVE Like A Stone (Interscaope/Epic/

04 Get Loose (Flying Nun/Hollywood)

FOO FIGHTERS Times Like These (Roswel/RCA)
PROJECT 86 Hollow Again (At/antic/

SOMETHING FOR KATE Monsters
{Sony Music International/Red Ink)

SOUNOTRACK OF OUR LIVES Sister Surround
(Republic/Universal)

TRIPLE A

AIMEE MANN Pavlov's Bell (SuperEgo/United Musicians/Red Ink)

CHERYL WHEELER Different Stripe (Philo/Rounder/

DAR WILLIAMS f/JOHN POPPER ANO JOHN MEDESKI
| Saw A Bird Fly (Razor & Tie/

JEFFREY GAINES Qver & Over (Artemis/

JOHN MAYER Why Georgia fAware/Columbia)

HOBEX So Far Away (Tone-Cooll

LUCE Long Way Down (Nettwerk)

NICK CAVE & THE BAD SEEDS Bring It On (Anti/Epitaph)

PATRICE PIKE & THE 8LACK BOX REBELLION Ms. Ramona
(Zainwayne/

ROGER GLOVER Queen Of England (Spitfire/

SONNY LANDRETH Hell At Home (Sugar Hill/Vanguard)
STAGE I Will Be Something (Maverick/Reprise
TELEPOPMUSIK Breathe (Capitol)

TWO LOONS FOR TEA Blue Suit (Sarathan)

111G,

has him asking for peace and

goodwill toward man. Jo Dee Messina also presents “Was That My
Life,” produced by Byron Gallimore and Tim McGraw. Look for Mes-
sina in the “Look” section of this month’s [nStyle magazine.

R&R’s Going For Adds features the compiete list of songs impacting radio for the coming week. Going For Adds

is e-mailed each week to participating radio and record executives. For more info, contact Greg Maffei at
gmaffei@radioandrecords.com.

— Mike Trias
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Callout America Hits
The Bullseye

A new and improve [ research tool for 2003

It slices, it dices, it shreds. |It does just about every-
thing but program your radio station. It’s the new and
improved Bullseye Callout Almerica, available only to
R&R'’s radio subscribers. You can continue to find the

weekly callout results in the

CHR pages of the R&R

newspaper, but in 2003 we are also adding exclusive

web access to our callout data.

You may have already seen the
weekly Bullseye callout research on
the Country pages of R&R. Now
Bullseye and R&R have joined forc-
es to roll out weekly national and re-
gional CHR/Pop callout, and that
alone is worth. the price of a sub-
scription.

Radio programmers can simply go
to wwwbullsi.com and log in with their
station call letters and weekly pass-
word, which R&R will provide free
of charge to subscribers each week. In
seconds, programmers will be able to
see exclusive callout information
based on R&R'smonitored Pop chart.

One of the most exciting features of
the Bullseye-R&R alliance is the abili-
ty to go online and sort by demo (12-
17,18-24, 25-34), region, familiarity and
score. With the new and improved
Bullseye Callout America, one can go
back and review past weeks, trend,

explore song detail and more.
Programmers can look at each
spng by overall score or Positive In-
dex and then further examine or
sank each song tested by Like a Lot,
Total Positive, Neutral, Familiarity,
Dislike, Dislike Strong, Total Burn
and Heavy Burn.
Bullseye Research is one of the
most respected names in indepen-
dent radio research and marketing
today. R&R is proud to join forces
with acompany of this caliber, which
conducts its own research, owns its
own call centers in Nashville and
Fresno and is passionate about train-
g and research quality control.
Bullseye Marketing Research was
the dream child of President John
Hart, a successful 26-year radio vet-
2ran and consultant. Hart most re-
cently programmed WXTU/Phila-
delphia and has also served as Cor-

porate PD for Colonial Broadcasting.
He also put such stations as WUSY
(US 101)/ Chattanooga, TN, which
regularly earns an 18 share 12+, on
the air.

R&R: Why did you leave a success-
ful radio career to begin a research com-
pany when the Telecont Act and the re-
sulting industry consolidation have shut
many firms down?

JH: [ have been a research geek
my whole radio career, so | decided
to get out of radio and start my own
business. ] began as a consultant, but
with a consultant on every corner, [
became a research consultant and fo-
cused on research. That was in 1996,
and we've grown it from there.

I'spent my career in radio and still
enjoy it; [ still consider myself a ra-
dio guy. My advantage in starting
this company was my radio-pro-
gramming background, and I want-
ed to create a company with hands-
on research capability in any size
market. With our research clients, we
do their callout, but we are also their
research consultants — free of
charge.

R&R: How many radio stations do
you do weekly callout for?

Bullseye-R&R alliance.

| |
Cutting Edge Callout

Here’s a portion of this week’s
demos. Charts like these will

Callout America CHR/Pop chart showing the results for all
‘be available weekly to R&R subscribers through the new

|
i

|
|
RANK TITLE ARTIST i Positive Index Like a Lot Total Positive  Neutral
1 BUMP BUMP BUMP  B2K/P DIDDY 1 391 31.7% 67.7% 16.9%
2 LOSE YOURSELF EMINEM } 377 309% 68.3% 15.4%
3 WORKIT MISSY ELLIOTT, 3.63 30.0% 589% 18.0%
4 ALLIHAVE JENNIFERLOPEZALCOOLJ 398 29.7% 65.7% 14.9%
5 MISSYOU AALIYAH : 398 28.6% 649% 12.6%
6 AIR FORCE ONES NELLY 371 283% 63.7% 10.3%
7 DONTMESSWITHMAN  NIVEA ‘ 3.79 25.7% 62.9% 19.1%
8 BONNIEAND CLYDE  JAY-Z { 3.73 249% 62.6% 15.7%
9 HEY MA CAMRON | 3.63 223% 60.3% 18.9%
10 JENNY FRON THEBLOCK JENNIFER LOPEZ 360 20.0% 60.0% 20.3%
11 SK8TER BOI AVRIL LAVIGNE‘ 346 19.1% 48.6% 22.9%
12STOLE KELLY ROWLAN 3.69 18.9% 54.6% 20.0%
13 UNDERNEATH IT ALL NO DOUBT 3.62 18.6% 59.7% 18.3%
14 PICTURE KIDROCK/SHERYLCROW 3.61 18.3% 41.1% 12.3%
15 BEAUTIFUL CHRISTINA AGUILERA 3.53 18.3% 49.7% 18.9%
16IF [ COULD GO ANGIE MARTINEZ 3.61 174% 58.3% 25.4%
170NE LAST BREATH  CREED 355 171% 514% 251%
18CRY ME A RIVER JUSTIN TIMBERLAKE 3.48 16.9% 49.1% 22.0%
" 19 THROUGH THE RAIN MARIAH CAREY' 3.57 16.6% 53.4% 21.4%
20 FAMLY PORTRAIT  PINK 362 16.3% 50.3% 20.0%

Familiarity

94.3%
99.7%
96.3%
87.4%
84.9%
92.6%
93.7%
93.1%
95.4%
95.4%
90.6%
85.4%
94.0%
66.9%
85.7%
97.4%
90.9%
89.1%
88.6%
82.6%

Distike
9.7%

16.0%
19.4%
6.9%

7.4%

18.6%
11.7%
14.9%
16.3%
15.1%
19.1%
10.9%
16.0%
13.4%
17.1%
13.7%
14.3%
18.0%
13.7%
12.3%

Distike Strong  Total Burn

3.7%
6.3%
9.1%
26%
3.1%
7.4%
2.9%
4.9%
6.0%
7.1%
6.6%
3.7%
4.0%
5.4%
5.4%
2.6%
4.6%
5.1%
5.4%
2.9%

16.9%
41.4%
34.0%
1.1%
7.4%

251%
18.9%
22.9%
34.6%
31.1%
30.6%
18.3%
26.3%
14.0%
17.1%
31.7%
30.0%
21.1%
16.0%
16.3%

Heavy Burn
6.3%
16.0%
16.6%
34%
4.0%
10.9%
7.1%
71%
14.9%
15.1%
13.1%
6.3%
10.9%
5.7%
8.6%
12.0%
13.1%
8.3%
6.6%
4.9%
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JH: Over 40 stations — multiple
formats and all market sizes.

R&R: Asa former programmer, what
do you bring to your research company
that gives you an advantage with radio?

JH: I believe I offer the knowledge
of how research should be used at ra-
dio — the knowledge that callout is
not about rankers. Callout is about
building vour radio station based on
who you are — say, a CHR that's a
more cume-based station —and tell-
ing you how to go about getting data
that serves your needs.

If we are doing a station’s callout
and they want us to help them inter-
pret it every week, we do that. Unless
they want it that way, we don't just
turn a report over to a radio guy and
say, "Here’s your research this week.”

R&R: Describe the sample, the mar-
kets and the new web applications you ve
created for R&ER.

JH: Our weekly national sample
for Bullseye Callout America is 350
in markets one-40. On the statistical
side of things, it's a plus-or-minus
5% at a sample size of 322 from a
population size of 500,000 to an infi-
nite amount. This is an excellent
weekly sample, as we have seen in
your callout over the years and in the
Bullseye Country callout.

On a daily basis, we ensure we are
building a sample on a regional ba-
sis. Our sample is random. We do
not panel. Paneling has a place, but
certainly not in callout research. If
we run across a person we’ve used
before, we program a 90-day win-
dow for an interview. If I call some-
body and they do an interview, the
dialer will not dial that number for
90 days. Once that number has been
dialed three times over a year’s time,
it is cycled out; it can’t be accessed
again. We always ask them, “Have
you done this before? If so, with
whom?”

R&R: How would you advise pro-
grammers today, regardless of whether
they have callout, to utilize something
like Bullseye Callout America?

JH: [ would look at detail sheets.
For instance, in the new Bullseye
Callout America for CHR/Pop you
can access a detail sheet on a song
and really see how a song is built.
You can use the trending of a song
— that's the most important thing
that you can use. If a song debuts
“hot,” does that mean a lot? How’s
it going to trend over five or six
weeks? I'd watch burn levels, and |
would trend burn levels. In our soft-
ware, you can trend burn levels over
the life of a song and really see if it
burns or stabilizes.

R&R: What about using Bullseye
Callout America for a song a station may
not be playing?

JH: You can also use national call-
out as an indicator. If I'm not play-
ing a song and I see that it’s trend-
ing, perhaps this is something that |
want to get involved in, particularly
on new artists. Use it in a way in
which you can really see how asong
is built. Use the trending on a song
from every category. See how the
neutrals are converting, and see

what kind of negatives you are
building.

On a scale of one-10, my local call-
out would be an eight. I think nation-
al callout would be a five. Callout is
about trending and detail and gen-
der-demo breakouts. It has strengths
and weaknesses — that should be
understood. From my point of view,
the national sample has always been
intended to be almost, if not a pre-
dictive model, then an indicator
model of how a song will perform at
callout should you get it to those lev-
els of familiarity. But that's all key on
rotational values.

R&R: Here's a scenario: We throw
The Dixie Chicks into callout, and they
come back top three long before anyone
is playing them at CHR/Pop. The label
is excited and begins to spread the info,
but they are getting hit with the line from
PDs, “That's not my research.” How
would you respond to that?

JH: My personal feeling as a re-
search person — and what the re-
search Ph.Ds tell me — is that this
350-person sample of women 12-34
is plus-or-minus 5%. That means if
you can familiarize this song, it will
test, and your listeners will like it.
That’s how I would respond to that
argument. If you play it, it will prob-
ably test.

Now, from the radio side, | would
say, “Is that a song [ want to play on
my radio station?” Record compa-
nies want to sell records, and radio
wants ratings. As a PD, [ would ask
myself, “Is that going to put me ina
position where [ sound like I'm play-
ing country music? Maybe I don't
want to sound that way just because
it tests.”

The radio listener says, “If they
play it, [ like it.” We didn’t ask them
if they listen to country music. Weall
know, as radio programmers, that
we don’t always do what listeners
want us to do, even though, at times,
they think it’s the right thing. We all
have a vision in our head of what we
want to hear. Radio programmers
sometimes don't really know what
their listeners want, and when we
ask listeners and they tell us, we
don’t respond.

As aradio programmer, I sympa-
thize and empathize with the diffi-
culties of trying to create a radio sta-
tion that fits in a very narrow niche
and trying to create ratings with it
because some corporate guy is up
there yelling at the manager for
numbers when the manager is yell-
ing at me for numbers.

R&R: In research, quality control is
vital. How do you maintain yours?

JH: There is nothing more impor-
tant in the callout business t<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>