JANUARY 24, 2003 |
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Nominees for R&R’s News/Talk Industry Achievement J

NEWSSTAND PRICE $6.50
Celine Miles Ahead This Week

Celine Dion grabs Most Added honors at CHR/Poo
this week with “I Drove All Night.” The Epic singte was
. also second Most
Added at AC and Hot
AC. And, fpr good
measure, gion has
three songs on R&R's will be revealed at
AC chart this week. “I the R&R Talk Radio §

Drove" is featured in a ”lﬂ/” &”f”ﬂﬂ”‘y Seminar, taking
current TY campaign place March 6-8 in

for Chrys er. www.radioandrecords.com Los Angeles.

MARTINA
McBRIDE

THE FEMALE VOICE
OF COUNTRY MUSIC

awards are identified in this week’s issue, with six
nominees in six categories. Ballots have been sent to ,
N/T stations and
other eligible
voters, and winners

AMA
Favorite Female Artist -
Country Music 2003
CMA
Female Vocalist of the Year 2002
ACM
Top Female Vocalist 2002

CMT

“Blessed” - Flameworthy Female
Video of the Year 2002

Also celebrating
RIAA double platinum certification

on her GreaTEsT HiTs!

THANK YOU TO
COUNTRY RADIO AND CMT

'

RCA RECORDS LABEL ER/VRCx

© 2003 BMG Music www.rcanashuille.cam
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Finolly.f. = Di J yilh
Burn Bution!

Digital Dial Music Testing - with
live listeners in an auditorium
setting — works well because
you see the raw feelings of
your listeners for each song you
test, each “Station Pod” you
play. You get a second-hy-
second readout in real ti
“The Analyst™" software
you the results in easy-to-r
easy-to-manipulate form. Th
Dial methodology makes for a
fast turnaround test with solid
data. That's why it's a lot of
good programmers’ preferred
music test.

Tl

=

v, there’s a solution: Moyes

Research has designed and

developed a new state-of-the-

- art wireless digital Dial

system that’s a real break-
through. It not only captures

| second-by-second

scoring using the

usual rotary dial,

but also can measure

burn and even

- unfamiliarity using special

buttons. And the respondent's

. feelings are measured the right l

- way...one question at a time.

@ of this one
@ﬁar

and

P
_ |
One company has this: Moyes

. Research. We have worldwide _
exclusive rights to the system é

There’s only one problem.
Smart programmers have
wanted to measure “Burn” of
the songs they test. They know
that, as much as a listener may
“like” a song, that person may be
hearing it. PDs need to know whi
those are, so they won't inadve
their TSL by ¢ i
now, the dial
out there can

and we’d be happy to make it =
available to you. And you

don’t have to do your |
perceptual studies with us to be abl
rchase a music t |
hat's OK too). Ju:
ur eeds, ans
je you an

&

'
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D E
VICTORY WITH VIDEO!

After several years of tepid television
marketing, the radic industry appears to
be mounting a significant effort to
advertise itself on the boob tube. R&R
Exec. Editor Jeff Green spoke with four
producers of television campaigns for
racio stations about the renewed interest
in TV. Jeff also takes a fresh look at direct
mail and speaks to two experts on the
subject. These three pages of marketing
mcjo make for great reading as you plan
your spring campaigns. Part Two of this
series appears next week.

Pages ¢-12

CONSOLIDATION CONUNDRUM

Last year a coalition comprising the
music, technolegy, public-policy and
intellectual-property sectors was formed.
Wecrking on a g-ant from the Rockefeller
Foundation, the Future of Music Coalition
released a report that decried the effects
of radio deregulation. The NAB fired back
witn assertions that radio remains
“vibrant, diverse and local.” Tony Novia
keeps us abreast of the debate in his
column this week.

= CHRISTINA AGUILERA Beautiful (RCA)

CHR/RHYTHMIC
= B2K /P. DIDDY Bump, Bump, Bump (Epic)

URBAN
=R KELLY Ignition {Jive)

URBAN AC
= WHITNEY HOUSTON One Of Those Days (Arista)

| COUNTRY

i « MARK WILLS Nineteen Somethin' (ercury)

bentidute

AC

5 » PHIL COLLINS Can't Stop Loving You (Atlantic)

HDI AC i
= SANTANA f/M. BRANCH The Game Of Love (Arista)

SMOOTH JALL

| = BWB Groovin' (Warner Bros.)

| ROCK

: =3 DOORS DOWN When I'm Gone (Republic/Universil)

| ACTIVE ROCK
* -+ SALIVA Always (Island/IDJMG)

| ALTERNATIVE
.« SALIVA Aiways (/sland/IDJMG)

| TRIPLE A
= COLDPLAY Clocks gCap/to/)

CHRISTIAN CHR
.= PAUL COLMAN TRID Run (Essent/al)

: GHRISTIAN ROCK
© ~KUTLESS Run (BEC)

- CHRISTIAN AC
Y MERCY ME Spoken For (/INO)

. | CHRISTIAN INSPO

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

:: SPANISH CONTEMPORARY
i RICARDO ARJONA EI Problema (Sony Discos)
i TEJANO

* «INTOCABLE Suefia /EMI Latin)

'REGIOMAL MEXICAN
= INTOCABLE Suefia ‘EM/ Latin)

TROPIGAL
= OLGA TANON Asi Es La Vida (Warner M.L.)

ISSUE NUMBER 1488

THE INDUSTRY’S NEWSPAPER

Women In

By Ron Rodrigues
R&R Edttor-in-Chief

ronr@radioandrecords com

When the radio industry
began consolidating and
paring its management
ranks, many observers felt
that women executives
would bear the brunt of the

Radio Still

Hitting Glass Ceiling
Industry survey: Management, programming
ranks overwhelmingly dominated by men

downsizing,. Indeed, accord-
ing to a survey released by
the Most Influential Wom-
en in Radio, the top ranks of
the industry are still domi-
nated by men.

The study, conducted by
M Street Publications, re-
vealed that just 17% of
radio’s general manag-

Radio’s Top Groups For ers, 10% of pr(())gram di-
rectors and 31% of gen-
Women Managers eral sales managers are
(Among groups with 50 or more stations) women. Of all manage-
% Of Women By Position ment positions sur-
Group GM GSm PD veyed (GM, GSM, na-
Entravision  35%  43% 4% | tional sales manager, lo-
HBC 33% 35% 15% cal sales manager and
ABC 29% 37% 12% PD), covering 11,270
NextMedia 29% 17% 11% stations in Arbitron and
Cox 26% 29% 6% non-Arbitron-rated
Radio One 24% 37% 4% markets, just 19.3% were
Entercom 1%  35% 1% occupied by women.
Waitt 20% 20% 6% “The analysis, which
Citadel 7%  33% 6% includes all groups in
Clear Channel 17% 33% 9% all markets that own 12
Regent 17%  33% 7% | or more stations, clearly
Infinity 14%  23% 8% shows that the radio
Cumulus 13% 39% 9% broadcasting industry
Saga 5% 30% 10% .
Salem 0% 14% 2% WOMEN - See Page 3

Boberg Exits As
MCA President

Jay Boberg, who for the last
seven years presided over
= 7 MCA Records,
resigned last
week amid a
deepening
slump in the
record industry.
Concurrent with
the  change,
MCA has been
placed under
Boberg  the supervision

of Interscope/Geffen/ A&M
chief Jimmy Iovine, and MCA
Sr. VP /Promotion Craig Lam-
bert will run the label until an
official replacement is named.
In a staff memo Boberg
noted, “Few of my peers at
major labels have enjoyed a

BOBERG » See Page 16
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Infinity Taps Three New
SVPs/Market Managers

Zimmerman to oversee ChicagO' Hughes
heads to DC; Caffey promoted in Atlanta

By Adam Jacobson
R&R Radio Editor
ajacobson@radioandrecords.com 4

Infinity Broad-
casting has pro-
moted three sta-
tion executives to
Sr. VPs/Market
Managers: Rod
Zimmerman, in
Chicago; Michael
Hughes, in Washington, DC;
and Rick Caffey, in Atlanta.

Zimmerman, who has been
VP/GM of WBBM-AM &
WSCR/Chicago since 1998, will
now oversee all seven Infinity
stations in the Windy City.
Zimmerman reports to Mid-
west Regional Market Manager

Zimmerman

Caffey

Hughes

Brian Ongaro and adds respon-
sibilities for WBBM-FM, WCKG,
WIMK, WUSN and WXRT.
Although no official an-
nouncement was made by the
company, Infinity spokesman
Dana McClintock told R&R
that Zimmerman’s promotion

INFINITY » See Page 16

FCC Seeks Concrete Defense
Of Media-Ownership Rules

‘Give us something we can actually use’ is
Powell’s plea at Columbia University hearing

By Joe Howard

R&R Washington Bureau
jhoward@radioandrecords.com

In what might have been a
preview of the FCC’s planned
February field hearing in Rich-
mond, FCC Chairman Michael
Powell and three of his com-
mission colleagues joined sev-
eral industry notables at Co-
lumbia Law School on Jan. 16
to discuss the possible reper-
cussions of further changes to
the FCC’s media-ownership
limits, which are currently un-
der review and scheduled for a
rewrite by this spring.

Cutting right to the chase,
Powell told the crowd as-

Dallas-Ft. Worth

KLNO-FM (Reg. Mex.) 4.5 5.1
KLUV-FM (Oidies) 36
WBAP-AM (N/T) 44

Station (Format) Su'02 Fa'02
KKDA-FM (Urban) 6.4 6.8
KPLX-FM (Country) 6.0 6.1

43
43

RESULTS FROM FOUR MAJOR MARKETS: PAGE 19
ALL MARKETS, ALL THE TIME: www. radigandrecords. com

More Fall ’02 Arbitrons

Ethnic formats remain strong in Dallas;
Talk radio stations still solid in Seattle

Despite the debut of CHR/Rhythmic KKDL and ongoing
launch of Urban AC KSOC, Dallas’ ethnic contemporary sta-
tions remained strong in the fall 2002 Arbitrons. Top-ranked
KKDA-FM, for example, strengthened its grip on the mar-
ket, moving up nearly a half-point, while CHR/Rhythmic
KBFB rose a half-share. Only Urban AC KRNB slipped

Miami
Station (Format) Su'02 Fa'02
| WEDR-FM (Urban) 73 63
WPOW-FM (CHR/Rhy) 6.0 6.2
WHQT-FM (Urban AC) 4.1 46
WAQI-AM (Span. N/T) 4.1 45
| WLYF-FM (AC) 41 45

RATINGS - See Page 19

Powell Martin

sembled at Columbia’s Kerno-
chan Center for Law, Media
and the Arts that if they really
care about the future of media-
ownership limits, they should

FCC - See Page 15

Radio Revenue
Climbs 10% In
November ’02

By Jeft Green
R&R Executive Editor
jgreen@radioandrecords.com

Registering its ninth straight
month of increases — and third
consecutive month of double-
digit gains — radio revenue
grew 10% in November 2002
compared to November 2001.
National sales maintained the
torrid pace, as November’s 23%
increase matched October’s im-
provement, giving broadcasters
three straight 20% year-to-year
monthly jumps. Although local
business increases slowed a bit
the past two months, November
was still up a brisk 7%.

On a year-to-date basis, radio
revenue remained 4% ahead on

RAB » See Page 15

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

www.americanradiohistorv.com
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“*Don’t Dream It°s Over®

the new single from the Beprise album DIVINE DISCONTENT available NOW!

#1 MOST ADDED!

New Adds This Weess

KYSR/Los Angeles WVMX/Cincinnati  WSSRTampa KMXP/Pheenix
WOALCleveland  WKTUMimwaukee  KQMB/S.L.City  WWMX/Baltimore
WMBZ/Memphis  WKZN/New Orleans WOMX/Orlaado  WTIC/Hariford
WINK/Ft. Myers KLCA/Reno KEZR/San Jese  KNEV/Rene
WRVE/AIbany KVUU/C. Springs ~ KCDU/Montcrey ~ WMAD/Madison
WMXL/Lexington ~ WHYN/Springfield  KQIS/Lafayette  KHTO/Springfield
WCDA/Lexington ~ WKDD/Akron K0SO/Modeste  KLTG/C. Christi
KMHX/Santa Rosa  WJLQ/Peasacola  WMXA/Louisville WJLK/Monmouth

- _'J‘. 't Dream It’s Over” WVOR/Rochester  KZPT/Tucson many.. many.. many meie...
E featured on the ..«JJJ:JUJJL Soundtrack NOW PLAYING:
LTI 0w 70 LOSE & GUY INTEN DAYS! KHMX, KYKY, KRSK, WBNS, WKRQ,
Sepli A KAMX, KALZ, WMMX, WRMF, KFBZ, KLLY, KKPN
e Erohmamat L g KBBY, WTSS, KFME

©® 2002 Word Music LLC, a Warner/Curb Company. Warner Bros. Records Inc. Warner Music Group. An AOL Time Warner Company.

THE BEST-SELLING ' i-
NEW MALE ARTIST }
OF 2002 __*_,}

now, the spectacular follow-up to
his two number one singles, 92 STATigN&
“To Where You Are” and | A
“ﬁ Holv Night” is

Irom his TRIPLE-PLATINUM
self-titled debut album

www americanradiohistorv coritee
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Study: Listeners Again
Ask Radio To Back-Sell

Majority of respondents say it’s ‘important’
for DJs to identify artist, title of songs played

Radio listeners in overwhelming
numbers want radio stations to
identify the artists and titles of
songs, according, to a Paragon Me-
dia Strategies survey of 407 radio
listeners age 15-64.

About 82% of those surveyed an-
swered that it was “important [vs.
“not important”] that radio DJs an-
nounce [the] artst and title of the
songs you hear cn the radio.”

More listeners believe radio is
paving less attention to the titles
and artists of songs these days:
Some 27% of listeners said that ra-
dio is identifying songs less com-
pared to two years ago, 14% said
radio is identify:ng songs more of-
ten. and 51% said it's about the
same. A larger percentage — 32%
— felt that radio is identifying
songs less compared to five years
ago.

A majority of the survey respon- |

dents (55%) preferred that DJs ID a
song after a set of music, while 26%
wanted the ID before the set begins.
Some 11% wanted 1Ds before and
after a set of music.

Some stations have answered the
call for back-selling by posting titles
and ertists on their websites, but a
majority of listeners (53%) still pre-
feq to hear about song titles and art-
is:s cn the air, as opposed to the

34% who prefer to consult a website |

far the info; 8% want it both ways.

Finally, while 31% of listeners
would be happy to hear 1Ds just on
new songs, twice as many listeners
(6&}%) would prefer to have radio
announce the artists and titles of all
the songs a station plays.

The survey panel consisted of 47% |
males and 53% females. More details:
wmnv.paragonmediastrategies.con.

Entravision

Flips KSSC

& KSSD/L.A. To Dance

Dance music has been given a
third shot at success at the 103.1
MHz frequencies that serve South-
ern California. On Jan. 17 Entra-
vision's KSSC/5anta Monica, CA
and KSSD/Newport Beach, CA
ceased their simulcast of the com-
pany’s Spanish Contemporary “Su-
per Estrella” tormat to become
“103-1 KDL, The Party Station.”

Haz Montara, Entravision Ra-
dio VP/Programming and ’D of
similarly formatted KKDL/Dallas,
is overseeing the launch of KDL
frem the company’s Los Angeles
oftices. KSSC & KSSD are airing
10,000 songs in a row commercial-
free as part of their switch back to
English.

The move to Dance is the latest
in a string of formats for both KS5C
and KSSD. Befcre becoming part of
the “Super Estrella” family in mid-
2000, the stations were Triple A
KACD & KBCD for close to three

years. Prior to that they aired a
[Crance format as “Groove Radio”
and in the early 1990s briefly aired
a cutting-edge Dance format as
“"Mars FM.”

The newest Dance format to ar-
rive on the signals is considerably
more mainstream than Groove or
Mars. Artists in KDL's first hour in-
cludad Lasgo, Opus I, Nu Shooz,
Stardust and Bob Marley & The
Wailers.

When asked why Entravision de-
cided on an English-language for-
mat for KSSC & KSSD, Montana

|

told R&R, “We felt there was an ‘

cpportunity for this, and these were
the perfect signals among all our
assets to throw it on. We've also
had some success with a similarly
patterned radio station that we
started in September in Dallas
[KKDL)]. In our first book we beat

ENTRAVISION ,. See Page 15

Kelley Returns To Radio As
Radio One/Boston VP/GM

Frank Kelley has been named
VP/GM of Radio One’s Urban
WBOT and Urban AC WILD in
Boston. The appointment marks
Kelley’s return to radio. A 17-year
radio veteran, Kelley was most re-
cently District Sales Manager of
Kincaid Furniture Co.

Kelley began his radio career as
an AE at WHDH/Boston. A year
later he started a 16-year run at
Greater Media, where he was GSM
of WBCS & WMJX/Boston and

held the Director/Sales and VP/
©M posts at the Greater Media/
oston cluster, which also included
, WKLB, WROR & WTKK.
In his new job he reports to Ra-
dio One/Boston VP/Regional
anager Pam Somers. “We're very
xcited to have Frank lead our team
i.P Boston,” Somers said. “He has a
vast understanding of the radio
broadcasting industry and the Bos-
on market. I think our stations will
Teneﬁt from his experience.”

WILLIAMS’ LEGACY Hank Witliams Jr. made a special appearance on
CMT's Grand Ole Opry Live on Jan. 4, the 50th anniversary of his father's death.
He and his son, Hank Williams 111, made history that night by performing
together for the first time. Seen here are (I-r) Williams Jr., CMT Sr. VP/GM Brian
Philips and Grand Ole Opry Live host Katie Cook.

Radio Disney Veteran Jones
Rises To VP/Programming

Robin Jones, a Radio Disney
programming executive since Au-
gust 1996, has been el-
evated from Sr. Director/
Operations to VP/Pro-
gramming for the ABC-
owned 24-hour children’s
network. In her new role
Jones will be responsible
for developing, maintain-
ing and strategically plan-
ning all aspects of the
network’s programming.
She continues to report to
Radio Disney President/GM J.I.
Colaco.

Colaco commented, “Robin’s
outstanding creativity, passion,
dedication and hard work have
been the driving force behind the
development and growth of Radio
Disney. This promotion recognizes
Robin’s many accomplishments for
the network.”

Jones

Before joining Radio Disney

]ones spent six years as PD of ABC
Radio Networks” Hot AC
format. She has also held on-
air positions at radio stations
in Dallas and Columbus,
OH.
& In related news, Ruth
® Josenhans has been pro-
& moted from Sr. Director/ Ad
Sales to VI/ Ad Sales for Ra-
dio Disney. She is now re-
sponsible for overseeing a
20-person sales force with
offices in New York, Atlanta, Chi-
cago and Los Angeles and for driv-
ing revenue for Radio Disney and
its corresponding website, Radio-
Disney.com.

Meanwhile, Sarah Stone has
been elevated from Sr. Director/
Marketing to VP /Marketing for Ra-
dio Disney. Both Josenhans and
Stone report to Colaco.

Continued from Page 1

is behind the curve in advancing
women to top management spots,”
said MIW spokesperson and
Nassau Media Partners President
Joan Gerberding.

The results varied somewhat, de-
pending on the group. Entravision
was the industry’s best large owner
(with 50 or more stations) for female
GMs and GSMs, but it came in
rather poorly for women PDs, as
did most groups.

At the other end of the scale, ac-
cording to the MStreet survey, Sa-
lem employed no women GMs and
had 33 male GMs; 14% of its GSMs

www.americanradiohistorv.com

and just 2% of its PDs were female.

“The broadcasting industry, for
the most part, continues to under-
value the need for the talent, vision
and experience of female manag-
ers,” Gerberding observed. “Com-
petition has heightened, the de-
mand for qualified managers has
increased, and yet progress in the
development of a gender-diverse
broadcast industry is next to noth-
ing.

“Gender diversity promotes the
widest range of ideas and solutions,
and it ensures a balanced and vi-
brant work environment that en-
courages problem-solving and, ul-
timately, positive growth.”

A complete breakout of the re-
sults is available at www.radiomiw.com.

January 24,2003 R&R © 3
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L.A. Radio Ad
Veteran Harry
Spitzer Dies

Harry Spitzer, a veteran Los An-
geles radio advertising executive
who later in life moonlighted as an
actor in television commercials,
died during the week of Jan. 6. He
was 85. No cause of death was
made public.

Spitzer began his career in New
York prior to World War I, when he
wrote an advertising campaign for
a cigar company as part of a promo-
tion and submitted it in his father’s
name, as he was too young to
smoke or to drive the new Cadillac
he won for his family with his ef-
forts.

Throughout the 1950s Spitzer
held various positions in marketing
and retail establishments in New
York. He relocated to Los Angeles
in 1961 and soon after launched the
Harry Spitzer Network, an ad
agency that specialized in retail ra-
dio advertising.

His experience with radio led
Spitzer to teach, and for 25 years he
taught marketing and radio classes
at the University of California at
Los Angeles, in addition to author-
ing a textbook on the art of retail
advertising. Spitzer also served as
VP of the Southern California
Broadcasters Assn.

In 1998 Spitzer launched another
career by becoming a commercial ac-
tor. He was featured in commercials

SPITZER , See Page 15
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REGISTER NOW AT
WWW.RADIOANDRECORDS.COM
OR FOR MORE INFORMATION, CALL
THE TRS HOTLINE AT 310/788-1696

Marina Beach Marriott
4100 Admiralty Way
Marina del Rey, CA 90292

310/301-3000 SANDY KENYON

3:30-5:00PM ANNUAL TALK RADIO ROUNDTABLE

Featured Guest Moderator:
SANDY KENYON, PARADE Radio Senior Correspondent

The Line...And Just Where Is 1t?

An ali-star panel of industry executives discusses just how far is too far. Sure to cause a
heated debate. This is a highly controversial and important subject for News/Talk
broadcasters.

5:30-7:30PM OPENING NIGHT TALKTAIL RECEPTION

8:30-9:00AM CONTINENTAL BREAKFAST

9:00-10:15AM GENERAL SESSION
Featured Speaker: TIM SANDERS, Yahoo! Inc.

10:30-11:45AM (CONCURRENT SESSIONS)

¢ News/Talk Radio's Best Managers Il
A candid conversation with five of News and Talk radio’s most successful managers.

* How To Give Your National Stars A ‘Home Court’ Advantage
Use your national stars to enhance your local image by making them part of your
station's home team.

¢ Holding Their Feet To The Fire!

Featured Guest Panelist: GARY HART, former U.S. Senator

Our special guest panelist details what he has learned about America's homeland
security as the co-Chairman of the United States Commission on National
Security/Homeland. He'll report on our readiness and what he thinks Americans really
need to know.

12:00-1:30PM LUNCHEON
Featured Speaker: SEAN HANNITY, ABC Radio Networks

2:00-3:15PM (CONCURRENT SESSIONS)
¢ News/Talk Radio's Big Dogs Speak

The head honchos of News/Talk programming for some of radio's most successful
companies discuss chalienges the format faces in the year ahead, opportunities for
growth and the overall state of Talk radio in 2003.

¢ How To Maximize And Monetize Your Station Events

Learn how to turn your station's promotional and visibility opportunities into listener
events that can produce new streams of nontraditional revenue while raising your
station's community profile.

¢ Are You Ready For The Big One?

Develop resources and train your news staff to be ready for the inevitable big event.
Whether it's a terrorist attack, an earthquake, a major weather event or other breaking
news, you cannot be too prepared.

SEAN HANNITY

,':fl"/' f__j.d,,, /‘//
UL J/ [/l _J;u' QUINILY

PAUL HARVEY GARY HART TIM SANDERS

Friday Continued

3:30-4:45PM (CONCURRENT SESSIONS)
¢ Beyond Politics: Talk Radio For The Other 90% Of Listeners

Panelists and attendees share their success with nonpolitical programming and
brainstorm the kind of nonpolitical topics that will connect with the vast majority of
available audience.

s Why Talent Management Is Job No. 1
Learn from some of the best talent managers in the business and from those behind the
mike about why dealing with talent is so important to your station’s success.

e Why Content Is Still King

This panel will teach you ways to keep listeners tuning in even on a slow news day and
how to target younger demos without sacrificing credibility.

5:00-6:00PM R&R TALK RADIO HAPPY HOUR
900-11:00PM R&R TALK RADIO FRIDAY NIGHT PARTY

8:30-9:00AM CONTINENTAL BREAKFAST

9:00-9:45AM GENERAL SESSION
With Featured Speaker

10:15-11:15AM GENERAL SESSION
Annual Arbitron Update

Learn more about all the latest Portable People Meter developments and get an insider's
fook at some brand-new research from Arbitron.

11:30AM -12:30PM GENERAL SESSION
News/Talk Radio's 10 Most important People

Want to know what real listeners think about News/Talk radio? Veteran researcher Jon
Coleman will conduct a live focus group exclusively for TRS 2003 attendees. Find out
what listeners love and loathe about News/Talk radio and what they really think about
some of the national personalities your station carries.

1:00-2:30PM

R&R’S ANNUAL NEWS/TALK
INDUSTRY ACHIEVEMENT
AWARDS LUNCHEON

2003 Lifetime Achievement

Award Honoree:

PAUL HARVEY,

ABC News Radio

Agenda Subject To Change
© 2003 R&R Inc.

TILK RADID SEMIA
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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 feft 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

2007

MARINA BEACH MARRIOTT
LOS ANGELES, CA

“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

SEMINAR FEES

BEFORE FEBRUARY 7, 2003 $399

FEBRUARY 8 - FEBRUARY 28, 2003 $450

AFTER FEBRUARY 28, 2003
ON-SITE REGISTRATION ONLY $500

registration
There is a $50.00
cancellation fee.
No refunds after
February 14, 2003

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

R&R Talk Radio Seminar 2093
P.O. Box 515408

Los Amgeles, CA 90051-6703

OR REGISTER ONLINE AT www.radioandrecords.com
MAILING ADDRESS

Please print carefully or type in the form below.
Full payment must accompany registration
form. Please include separate forms for each
registration. Photocopies are acceptable.

METHOD OF PAYMENT

PLEASE ENCLOSE SEPARATE FORMS FOR EACH INDIVIDUAL REGISTRATION

Amount Enclosed: $_

DVisa D MasterCard D American Express D Discover D Check

Name

Account Number |

Title
Expiration Date

Call Letters/Company Name

Street

Month  Date Signature

City

Telephone #

Print Cardholder Name Here

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

Marina Beach Marriott, Los Angeles, CA

registration

awarm welcome to you durirg your upcoming meeting.

= To confirm your reservaton, your arrival must be guaranteed by charging two
nights deposit to a major sredit card, or you may send payment by mail. Deposits
will Je refunded only if reservation is cancelled at least 14 days prior o arrival.

+ Reservations requested after February 10, 2003 or after the room block has been
filled are subiject to availakility and may not be available at the Seminar rate.

¢ Check in time is 3:00 pm; chezk out time is 12noon.

Thank you for requesting reservations at the
Marina Beach Marriott. Our staff would like to take the opportunity to extend

_TYPEOFROOM || TALKRADIO SEMINAR RATE

Single/ Double $179/night

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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XM Secures $25 Million
In New Funding

By Joe Howard

R&R Washington Bureau
jhoward@radioandrecords.com

. M Satellite Radio has secured an additional $25 mil-

lion in funding, giving the satcaster an early boost in
its effort to attract more than 1 million customers by

year’s end.

The funding comes from an in-
vestment group led by Everest Cap-
ital, which itself committed $15 mil-
lion, and brings XM’s entire funding
commitment to $475 million. Ever-
est also holds some of XM's existing
debt and will tender its holdings in
an upcoming debt-exchange offer in
which XM will trade its $325 million
in outstanding 14% notes due 2010
for new 14% notes due 2009

That exchange was originally
contingent on the approval of hold-
ers of 90% of the notes, but XM now
has the consent of General Motors
and an investor group — which to-
gether provided $450 million in pre-
viously announced XM funding —
to hold the debt exchange with the
OK of only 75% of note holders.

XM Expands Availability

XM is attempting to expand its
reach, and to thatend it's increasing
the availability of its portable receiv-
ers and making its service available
in more auto models.

Researcher:

On the portable front, the compa-
ny expects approximately 80,000 of
its Delphi XM SKYFi boombox units
to ship to retailers in the first half of
this year, marking the company’s
first major move into the home- and
portable-audio segments. With
available adapter kits, the SKYFi
unit can be used in the car, at home
and away from home as a portable
unit. The boombox package in-
cludes a dock for the receiver that
connects it to a pair of speakers.

The SKYFi receiver itself offers 20
channel presets and a five-line dis-
play that includes the current artist,
song title and XM channel name.
There’s a large-font option, and us-
ers can preview XM channels and
search by artist and song. The receiv-
er retails for $130, and the boombox
adapter costs another $100.

Delphi Chairman/CEO J.T. Bat-
tenberg 11l said his company is en-
couraged by sales of the SKYFi re-
ceiver, noting, “This product exceed-
ed our sales goals for 2002, with ap-

To Outpace TV In ’03

%M MR/TNS Media Intelligence has predicted that ra-
dio ad spending, including local, network and national
spot advertising, will grow 3.8% in 2003, outpacing tra-
ditional network TV, which the researcher says will
grow 2.7%, and spot TV, which it predicts will rise
1.9%. Newspaper ad spending is expected to grow 2.6%

in '03. °

CMR/TNS expects the overall ad
market will grow 3.3% this year, to
$117.5 billion, and it says Spanish-
language television will drive that

growth, forecasting a 9.2% advertis-
ing boost for Spanish-language TV
this year. The researcher expects the
biggest overall growth in the first

proximately 100,000 units sold to
retailers. We expect great things
from the SKYFi boombox in 2003.”

In other news announced recent-
ly, XM will be available as standard
equipment in the 2004 Acura RL,
scheduled to be released in spring
of this year. The company’s 2004 TL
sedan, available this fall, will also
feature XM as standard equipment.

Additionally, Honda will offer
XM as a dealer-installed option this
spring in the 2003 Accord and Pilot
and, beginning with the 2004 Ac-
cord, plans to offer factory-installed
XM in some models. The automak-
er will offer XM in even more Hon-
da and Acura models during the
2005 model year.

Inother XM news, company Pres-
ident/CEO Hugh Panero has been
tapped to deliver the keynote address
at the Washington, DC Technology
Council’s fourth annual Early Stage
Capital Forum, to be held in the
Ronald Reagan Building & Interna-
tional Trade Center on Feb. 7.

The conference will showcase
capital availability for the DC area’s
growing technology industry and
include panel discussions on key is-
sues facing technology companies.

Radio Ad Spending

half of 2003, saying ad spending will
rise 4.2% in Q1, 4.5% in Q2, 2.7% in
Q3 and 1.6% in Q4.

"The spending growth seen in the
last half of 2002 was clear evidence
of a market rebound,” CMR/TNS
President/CEO Steven Fredericks
said. “We believe the current eco-
nomic upturn, while not robust, will
continue to be reflected in the mod-
est growth of advertising.”

— Joe Howard

PRE s

Gaylord Restates Financials

For Past Three Years

Harris fiscal Q2 beats estimates

“ hile Harris Corp. treated its investors to better-

than-expected financial results on Jan. 15, Gaylord En-
tertainment investors learned Jan. 17 that the Nash-
ville-based company will restate its financials for the

past three years.

After a reaudit of its 2000, 2001
and 2002 financial results, Gaylord
announced that its retained earn-
ings at Jan. 1, 2000 will increase by
$41 million, but its reported net

income for 2000 will decrease by $3
million. Net income will rise by $1
million for 2001 and decrease $13
million for the first nine months of
2002.

The restatements resulted prima-
rily from a change to Gaylord's in-
come-tax accrual and a change in
how it accounts for its investment
in the Nashville Predators. The
reaudit was conducted by Ernst &
Young, which was hired by Gaylord
after Arthur Andersen ceased oper-
ations.

GAYLORD - See Page 7
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Rumors Fly About Karmazin’s Future

n Jan. 16 the New York Post reported that Viacom President/COO

Mel Karmazin is seeking significant changes to his contract, due
to expire at the end of this year, if he is to stay at Viacom. Additionally,
sources told the paper that Viacom Chairman Sumner Redstone wants
the authority to fire Karmazin, which he does not have under Karmazin's
current contract. Viacom spokesman Dana McClintock was unavailable
for comment on the Post story by R&R’s press time. On Jan. 15 the
Post reported that AOL Time Warner was wooing Karmazin for its CEQ
post, which AOLTW firmly denied; in fact, it was announced two days
later that AOLTW CEO Richard Parsons will keep his CEO duties when
he takes over as Chairman after Steve Case’s departure on May 16.

Senators Try Again For National Amber Alert

Sens. Kay Bailey Hutchison and Dianne Feinstein last week rein-
troduced legislation that would establish voluntary guidelines for state
and municipal law-enforcement agencies to follow in enacting Amber
Alerts, which use radio, TV and other media to spread information about
abducted children. The legislation, which has the backing of President
Bush, would establish an Amber Coordinator within the Department of
Justice; set voluntary minimum standards to coordinate existing Amber
plans, particularly between states; and create a grant program in the De-
partment of Transportation to fund Amber Alert programs on a 50-50
matching basis. The bill would authorize $20 million in spending imme-
diately and another $5 million for Amber education, training and equip-
ment. An identical bill passed the Senate last year but stalled in the
House.

Smulyan: Emmis’ Lower Leverage ‘Remarkable’

n a Q&A session on the company website (www.emmis.com), Emmis

Communications CEO Jeff Smulyan said his company was able to
bring down its high leverage “very, very quickly” simply by “being good
at operations” — but he nonetheless called the achievement “remark-
able.” He noted that, for a growth company, debt-to-EBITDA leverage
should be in the four- to five-times range and may increase slightly when
a company is making acquisitions. He then said, “We got caught with a
tremendous amount of acquisitions just as the world turned, and that
left us with high leverage in a difficult environment for bringing it back
down. We're still working on it, so it will go under six and into the fives
in the next fiscal year.” Smulyan added that Emmis stock has been “pun-
ished because of the leverage” but said it will start to rebound “very
quickly, quarter by quarter.”

In other Emmis news, investment-advice outlet Zacks.com credited
Emmis’ “tremendous” performance in New York for boosting the
company’s Q3 results and said the broadcaster “appears to be break-
ing free from an industry that got its fair share of lumps in this soft mar-
ket.” Zacks added that further improvements from Emmis “could trans-
late into better eamings estimates in the months to come, especially once
the economic recovery truly takes hold.” Zacks.com is part of Zacks In-
vestment Research, which compiles, analyzes and distributes investment
research to institutional and individual investors.

FOX News Pitching Colmes To Radio

lan Colmes, co-host with Sean Hannity of the cable-TV FOX News

Channel's Hannity & Coimes, is on his way to radio, FOX News
spokesman Robert Zimmerman told R&R last week. Zimmerman said,
“We're looking to syndicate a show for Al,” but didn't specify a timetable.
FOX will self-syndicate Coimes' radio program, in contrast to Hannity’s
radio show, which is syndicated by ABC Radio Networks, and FOX per-
sonality Bill O'Reilly’s radio program, syndicated by Westwood One. Be-
fore joining FOX in 1996 Colmes had radio talk shows at New York's
WABC, WEVD and WMCA. He earlier gained prominence as a national
talk host based at WZLX/Boston in the early 1990s.

Sirius Stock Soars On Analyst Upgrade

S irius shares closed at 79 cents on Monday, Jan. 13, but by R&R’s
Tuesday press time were up to $1.18, a 50% rise, a surge that may
have been due to the Dec. 14 decision by Salomon Smith Barney ana-
lyst Armand Musey to raise the issue’s rating from “in-line” to “outper-
form” and give the stock a $2 price target. Musey said, “The market is
overpenalizing the company for the possibility that it will not be able to

Continued on Next Page

R&R Stock Index

This weighted index consists of all publicly traded companies that de-
rive more than 5% of gross earnings from radio advertising.
Change Since
HI703 11702 L10/03-1/17/03

117702 110/03

R&R Index 237.66 227.96 22536 -5% -1%
Dow Industrials  9,891.42 8,785.98 8,586.74 -13% -2.3%
S&P 500 1,138.41 926.27 901.78 -21% -2.6%
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complete its proposed financial restructuring” — referring to investor reaction to standard language Sirius included
in its SEC filings saying that if it doesn’'t complete its refinancing, it may have to seek bankruptcy protection.
Musey pointed out, however, that Sirius will be in a stronger position if it completes the restructuring, since it will
have no debt.

Qantum Exec Won’t Confirm Acquisitions

espite reports this week that upstaA radio company Qantum Communications is close to striking a major

deal with Root Communications, Qantum CFO Mike Mangan wouldn't confirm to R&R that anything is in the
works. “If we had an announcement, we’d make an announcement,” he said, adding, “We’re trying to form a new
radio company, so we're looking at a number of opportunities.”

NAB Outlines 2003 Political Agenda

t its winter meeting last week, the NAB Radio Board directed its Copyright Task Force and all NAB staff to

make reform of the Digital Millennium Copyright Act a priority in lobbying the 108th Congress, while Radio
Board Sr. VP and acting Director/Gove nment Relations John Orlando updated the board on a variety of issues
that may challenge the radio industry in the coming year. Orlando said Sen. John McCain will likely hold hear-
ings early in the new session on radio consolidation and government-mandated free political airtime and warned
~hat alcohol advertising and prescription-drug ads could draw the attention of legislators in 2003. Aiso at the meeting,
the board agreed to make permanent a third radio seat on the NAB Executive Committee.

Coalition Slams Urban Radio, Music TV Over Programming

group of community activists, New Yok City Council members, educators, clergy and recording artists that

met at a Harlem, NY church last week said that Urban radio stations and those TV channels that show hip-
hop and urban music programming are “encouraging only the most negative ideas.” WBAI/New York talk host
3ob Law, who works with the National Leadership Alliance group that attended the meeting, told the New York
Daily News, “I don't think anyone can any that things have gone too far. Now we have to understand why they
Jominate the radio and what we as a qommunity can do about it. Almost all of the messages you hear on the
-adio are negative. Instead of Aretha F{anklin singing about ‘Respect,’ you hear women being called dogs. In-
stead of Otis Redding singing ‘Try a Litlle Tenderness,” which is about love, you get just raw lust.” Law said the
coalition is open to talking with radio Frogrammers but added, “I have my doubts they wiil respond, based on
their attitudes in the past.” Law said the Harlem meeting was the beginning of a national campaign.

RealNetworks Chief To Keyn : te NAB Session

ealNetworks Chairman/CEQ Rob Glaser will deliver the keynote for the “Internet Broadcasting and
Webcasting Su-per Session” on April 9 at NAB2003 in Las Vegas. The session will be sponsored by the
International Webcasting Association, cf which RealNetworks is a founding member. After his speech Glaser wil
‘0in other industry leaders to demonstthe the latest in webcasting technologies, including applications, content

management and marketing.

McDonald’s Exec. VP To Keynote Interep Urban Symposium

cDonald's Corp. Exec. VP/head of U.S. marketing Bill Lamar is set to address Interep’s “Power of Urban
Radio” symposium on “What It Means to Be a Market Leader in the 21st Century.” His talk will focus on
McDonald’s multicultural marketing strategies, as well as the company's efforts and successes with Urban radio.
Lamar oversees all aspects of national marketing for 13,000 McDonald’s restaurants in the U.S., and Interep
noted in its announcement that the Urban marketplace is a critical segment of McDonald's consumer base. Interep’s
fitth “Power of Urban Radio” gathering is et for Feb. 13 in Atlanta; more information is available at www.interep.com.

Judges Set For 2003 Radia-Mercury Awards

liff Freeman & Partners PresidenV/Exec. Creative Director Arthur Bijur and Y&R/New York President/Chief
Creative Officer Jim Ferguson will serve as chief judges for the 2003 Radio-Mercury Awards, set for June
19 in New York. Both men also recently accepted seats on the board of directors of the Radio Creative Fund, the

Continued on Page 16

| TRANSACTIONS AT A GLANCE
All transaction information provided by
BIA’s MEDIA Access Pro, Chantilly, VA.

o KWSZ-FM/Lompoc (Santa Maria), CA $1.05 million

e KCDC-FM/Longmont, CO Undisclosed

¢ WMGR-AM/Bainbridge, GA $90,000

o WGLL-AM/Auburn (Ft. Wayne), IN Undisclosed

¢ KCSX-FM/Lee’s Summit (Kansas City), MO $2.6 million
& KASZ-FM/Gatesville, TX $100,000

Full transactions listings, posted daily, can be found at

www.radioandrecords.com.

f
L

o WJOB-AM/MHammond, IN (Chicago)

PRICE: $3.25 million

TERMS: Asset sale for cash

BUYER: Starboard Broadcasting. It owns 12 other stations,
including WWGA-AM/Gary, IN (Chicago).
SELLER: St. George Broadcasting.

2003 DEALS TO DATE

Dollars to Date:

Dollars This Quarter:

$188,386,595

(Last Year: $5,402.769.204)

$188,386,595

(Last Year: $284.586.711)

Stations Traded This Year: 52

(Last Year: 811)

Stations Traded This Quarter: 52

(Last Year: 114)

Gaylord

Continued from Page 6

Gaylord plans to file reports re-

flecting the changes in the next six

to eight weeks and will report its fi-
nancial results for 2002 on Feb. 14.

Harris Beats The Street

Harris reported fiscal Q2 earnings
that were essentially flat compared
to year-ago levels, but that was well
ahead of Wall Street expectations.
The communications-equipment
maker’s per-share profits were flat
at 25 cents, with net income down
slightly overall, from $16.4 million
to $16.3 million. But when onetime

items related to previously an-
nounced restructuring in its micro-
wave business are excluded, Harris
earned 33 cents a share, beating an-
alysts’ expectations by 7 cents.
Sales in Harris’ broadcast-com-
munications segment increased
19%, to $94.2 million, mostlv due to
new international demand. But the
division’s operating income
dropped 38%, to $6 million. For fis-
cal 2003, Harris lowered its earnings
outlook from $1.50-$1.60 per share
to $1.30-$1.40, citing the weak tele-
com market.
— Joe Howard

“At Zimmer Radio group, Powergold has made our Program Directors’ lives so much easier in regards to achieving
the balance and flow we want in our music product, on-air. Powergold’s features are flexible, user-friendly and the
product support is awesome! I'm glad that Powergold is in our programming arsenal of weapons!”

— Tony Richards, Regional Director Of Operations/Zimmer Radio Group

Call us and we’ll make it EASY for you to switch.

Sales: 1-800-870-0033 + Support: 501-821-1123
Download a free trial version at www.powergold.com = email: info@powergold.com
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Roll out the banners
and make your company center stage
with Roll-A-Sign" Plastic Banners

Roll-A-Sign disposable plastic banners ¥

are a cost effective way to promote your station, company or special event. Each banner is printed on high

quality, weather resistant, 4 or 6 mil plastic film ranging from 18” to 36” in height for large sizes and 6” to
12" for smaller sizes. We can print up to four spot colors of ink per banner. Depending on the configuration
of your logo, you can get anywhere from 169 to 340 banners on a 1000’ roll. It's easy to uge..just roll off
the desired length and cut! Indoors or out, Roll-A Sign gets your message across and is ideal to give away
at concerts and other public events. Fax us your logo along with the specifics on color separations and size
and we will give you a free quotation. If you should have any questions regarding quantities, sizes,
imprints and/or colors available, please call us.

Reef Industries, Inc.

9209 Almeda Genoa

@LL | Houston, Texas 77075

R y 19 Toll Free: 1-800-231-6074

N i 713-507-4200 Fax: 713-507-4295
PLASTIC

BANNERS N /B | E-mail: ri@reeﬁndustrl:es.com
. Ol B N www.reefindustries.com
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Video Polishes
The Radio Star

The klieg lights are once a

tions have begun reinvesting i

gain burning late at television production studios

their products for the winter and spring books with

around the country. After sevqral years of modest TV marketing, many radio sta-

custom and syndicated television campaigns promoting their morning shows, big-
money contests and music programming.

What kinds of commercials are
being produced for radio in 2003?
Such celebrity spokespeople as Leeza
Gibbons and Janine Turner remain
popular, especially for AC stations.
But Heather Hall, Exec. Producer
for Dallas-based AMS Production
Group, sees more of a trend toward
tactical, contest-driven spots than
what she calls the “luxury” of at-
tempting overall strategic branding.

“Stations want to make that ap-
pointment for 7:20am
Thursday,” she says, “or
increase the TSL by ask-
ing people to ‘Listen all
day, and you could be the
fourth caller anc win!’
You have to give people
a reason to sample you.”

Sr. VP Wayne Camp-
bell of Nashville-based
Film House says of his
company’s evergreen Birthday
Game, "If I look at the stations that
have had the best success with it, one
of the things that’s dramatically dif-
ferent from national contests is that
it’s always a guaranteed prize, with
a local winner. There was a flurry
when people wanted to do insured

Bill Aydelatt

prizes. We did some of
those and had a $2 million
winner and a couple of $1
million winners, but, even
there, they were local.
That's a huge draw.”

The trend toward the
test}imonia] approach, a
staple of such major ad-
ver?isers as Wal-Mart and
Home Depot, is return-
ing, observes Bill Aydelott of Bos-

g ton’s Waverly Motion Pic-
tures. “One of the basic te-
nets of advertising is folks
who are happy with your
product and who are cred-
ible,” he says. "Picking
the right people is really
{ critical.

“We do it by recruiting
over the air to get real lis-
teners. You want them to
say certain things that the research
reveals, but the secret to testimonial
campaigns is in the way they are di-
rected — how you get people to vol-
unteer their observations and show
their enthusiastic loyalty to the sta-
tion.”

Abcut those ubiquitous music-

video spots, Campbell
says, “It'sa double-edged
sword. People always say
in focus groups, ‘I love
seeing the artists,” and
that's absolutely true; it's
a cost-expedient dynam-
ic you can track. Unfortu-
nately, your competitor
can show the same music
videos. So unless you do
something to brand those videos for
the station, :

such asshoot- |
ing station el-
ements, you
have to ques-
tion how ef- §
fective that is
from a mar-
keting stand- 8
point.”

Another

trend is to present the morning show
in humorous, contest-related or reality-
style presentations. Says Campbell,
“We're in the entertainment business,
and there’s a certain mystique associat-
ed with radio. People like to take that
peek behind the veil tosee what the per-
sonalities look like and what they do.”

Steve Stockman

Heather Hall

January 24, 2003 R&R @ 9

BREAKFAST OF CHAMPIONS among the many clever elements of
KHS-FM/Los Angeles’ successful Austin Powers parody TV spot and accompa-
nying billboard campaign with Rick Dees and his morning team is the use of
product placement, organized by Market Manager Roy Laughlin and VP/Sales
Amy Freeman. Shooting on location at one of sponsor {HOP's restaurants helped
reduce production costs for Clear Channel executives and for Creative Chaos/
Radio Dogs producers Von Freeman and Paul Joseph.

Pre-Production

Before scripts are drafted and be-
fore any film is shot by Custom Pro-
ductions in Santa Monica, CA, Cus-
tom President Steve Stockman
works with a team from the station
to develop a 12- to 18-month strate-
gic marketing brief based on station
research and keyed to such measur-
ables as ratings and perceptuals.
“The result is something
they’re comfortable with
and enthusiastic about
using, not only in their
TV marketing, butin oth-
er aspects of marketing
their stations,” Stockman
says.

Over the course of a
few weeks, Custom
writes the scripts and,
whenever possible, tests them in fo-
cus groups. Stockman says, “We will
certainly work with the station if
they have some ideas, and we'll see
how well the ideas accomplish the
goals from the strategic brief. We
sometimes modify those, but, gen-
erally, we will create ideas as well.”

Wayne Campbell

Most full-service TV-marketing
companies offer comprehensive
consulting on campaigns, but Hall
says many stations are in too much
of a hurry and end up requesting
clutter-filled concepts. “The biggest
mistake is trying to put too many
messages in a 30-second spot,” she
says. “They want to talk about the
morning show fun and the contest,
use music videos and
show they’re not like their
competitors. Ideally,
you’d like to have one
message.”

KIIS/Los Angeles’ Von
Freeman and Paul Joseph
make sure all their KIIS
TV spots can stand alone
as audio and be aired on
the station. Hall calls this
“imagery transfer”; it lets listeners
“see” your TV spot when they hear
it on the radio. Making sure the au-
dio can stand alone also works as a
tool to reach people who listen to TV
as they multitask.

Continued on Page 12

direct
marketing

results
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D A T«<C»B A S E

e -mail marketing

\prove your ratings and
revenue easily,
effectively
_and e-ffordably.
ine the power of Dat—e-Basg, the online

e-mail marketing solution with the depth of our radio e);perience
to successfully move the ratings and revenue needle.

USE DAT<«C»BASE TO:

Build a database of listeners. Build relationships.
Ask pertinent questions. Provide relevant information.
Give exclusive perks, prizes, priorities. Earn listener loyalty.
involve clients. Create targeted contests and content that result in real revenue.

Q/as to use: we're radio people. we know Q/ﬁordable: No printing. No postage.

whatyour day is like. We designed Dat-e-Base It's the economical way to collect information
to make your life (or at least your job) easier. 24/7 and regularly reach thousands of your
most passionate listeners.

ffective: send your e-mails based on £
listener likes and dislikes; their demographics, ver lasting: we build our client
psychographics, geo-demographics. Create relationships foF life. we live to make your
personalized messages in brilliant color (HTML), database bigﬁer, your messages targeted,
that will be well received and eagerly opened. your ratings higher and your revenue more robust.

RELY ON PRESSLAFF INTERACTIVE REVENUE TO:

Review content. Gauge frequency of e-mailings.
Position contests and surveys. Create sales opportunitiues.
Answer the simplest questions.

Consult on the most imaginative concepts.

Experience it now. |PRESSLAFF call 310.792.6070

Call for your FREE it INTERAGTIVE REVENUE info@presslaff.com

Online Tour. B www.presslaff.com
The Point Is Revenue
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A Fresh Look
At Direct Mail

‘pecialists in direct mail far radio stations are busier now than they’ve been in

years, producing for ratings-hungry clients a variety of attention-getting packages
offering prizes, information and relationships with consumers in ways no other
marketing medium can offer.

Direct mail is a combination of
personal advertising and promo-
tion that gives recipients a chance
to evaluate the offer and respond
on their own terms. Point-To-
Point principal Rick Torcasso
says, “Sometimes people say ev-
eryone throws direct mail away.

“If it just says, “Win $1,000 in-
stantly,” they get enough of that
crap in their mailboxes. But if | open
my mailbox and see pictures of Faith
Hill, Celine Diori and other artists |
like or a list of the top 100 pop CDs
of all time, I may spend time with

Rick Torcasso

the piece. The real benefit comes
when vou induce interest that leads
ta trial and adoption. It's not a TV
spot that's otf in 30 seconds. People
can spend time with it.”

ipp Eldredge

About strategy, Torcasso says,
“When you do a direct-mail piece,
the primary goal is to get people
to listen to you — to grow recog-
nition and get people to recall you,
which translates to ratings. When
we do tactical things, such as Song
of the Day calendars, we like that,
because you not only have the tac-
tic where people can win some-
thing, you're demonstrating the
music vou play, so you also have the
strategy that helps position the sta-
tion. Direct mail is becoming more of
a strategic form of media than a tac-
tical form.”

Y 4

MONEY FOR NOTHING, HITS FOR FREE roint-To-Point Direct Marketing Solutions offers sticky solutions through

such “keeper” direct-mail items as lists of top all-time albums and Song of the Day contest calendars. This KFRC/San Fran-
cisco Hi-Lo game offers the lures of financial gain and favorite songs.

CNICAGS'S

=TT

YOUR PLAY-BY-PLAY FANTASY COME TRUE owmr's
direct-mail piece for ABC's WMVP (ESPN Radio)/Chicago offered not only cash
and tickets to White Sox and Bulls games, but aiso the priceless chance to join
the stations “Dream Team” in the broadcast booth.

The Multifaceted Message

Radio likes direct mail because
it's more targeted and efficient than
other media. But the complexity of
building awareness and loyalty by
placing messages directly in the
hands of consumers in targeted life-
groups and within specitic ZIP
codes is not to be underestimated,
especially if it's a multilayered cam-
paign delivered over a tightly deter-
mined time period.

Direct Marketing Results Presi-
dent Tripp Eldredge explains, “In
the past vou could drop a mail piece
in an uncluttered environment and
make a difference. What drives suc-
cess today is multiple and compre-
hensive contact points: on-air, at per-
sonal appearances, on billboards,
via the website and e-mail and also
through the mail, in different and
frequent ways.”

Using their expertise at crunching
and refining Arbitron incidence
rates (diaries returned per 100
households in a particular demo
and area), Claritas research and oth-

er proprietary data, direct-mail com-
pantes like DMR and Point-To-Point
identifv audience clusters and build
mapping models to help achieve
realistic cume and TSL goals. El-
dredge says this efficient approach
“eliminates or minimizes the waste
while maximizing the conversion
and building the awareness and lov-
alty.”
Generate Awareness
And Response

While it’s one thing to identifv the
target audience, says Eldredge, “If
you don’t send them something that
builds their awareness, it's still just
as much of a throwaway or ineffec-
tive campaign.” Therefore, a series
of dispatches — for example, a per-
sonalized letter with a premium, a
colorful card and a self-mailer — is
recommended, especially i the piec-
es are dropped early in the book and
around the end and beginning of
consecutive months.

While any individual piece may

Continued on Page 12
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A Fresh Look At Direct Mail

Continued from Page 11

not generate results, the cumulative
effect of a variety of mailings helps
the station’s message break through.
Torcasso says, “Our job begins
when it’s in the mailbox. OQur job is
to get it there, make it look good and
make it interesting. But, more im-
portant, it's to make sure that the
message gets through, that what the
radio station needs the prospect to
know is clear to the prospect.”
Eldredge agrees. “The picce has
to be focused and uncluttered and
drive home the position for the sta-
tion and the incentive for participa-
tion,” he savs. “If the station’s posi-
tion can be tied to an incentive, such
as hosting your own show, that
makes it even more powerful.”

Your 15 Seconds Of Fame

According to Torcasso, a mailer
has 10 to 15 seconds to attract atten-
tion. “That's why it's critical that the
two front cover panels are very in-
teresting and compatible with the
target,” he says. “The biggest mis-
take is not identifying the core ben-
efit for listening on the mailer; that
is, making it purely tactical and not
strategic in any way.

“The mailer should reinforce why
one should listen to your station
over any other. [ call it “hot-brand-
ing.” If you were to just glance at the
piece, would you know what the
station stands for? There’s no reason
ever to doa piece not totally custom-
ized for your relative advantage in
the marketplace.”

Eldredge maintains that it's key for
the call to action to be friendly to pro-
spective listeners’ typical behavior
and that it not try to force them to
change their habits. He suggests us-
ing inviting copy, such as “You tell us
when it's convenient for you to lis-
ten, and we'll call your name at that
time. And by the way, if you can't fill

out the card, register on the web.” He
explains, “That builds customer sat-
isfaction and can be a diary rehears-
al by encouraging people to write
down when they listen.”

Additionally, your direct mail
should offer consumers the oppor-
tunity to respond and thereby be-
come part of a marketing database
that the direct-mail company can
train stations to exploit on their own.
Eldredge notes that because re-
sponse levels are predicated on ease
of response, campaigns should offer
bounce-back reply cards, a web or
fax component or a phone number
that's answered live at the station or
picked up by an interactive voice-
response system.

Asked if ther’s a correlation be-
tween accepting direct mail and
keeping an Arbitron diary, Torcasso
says, “Yes. These people are survey-
friendly and tend to be friendly to
telemarketing and overall market-
ing. Otherwise, Arbitron can’t reach
them. We do a qualified-prospects
campaign by ZIP code and find out
which people are willing to partici-
pate in a phone survey on radio us-
age. It's about 30% of the homes, and
those people are really critical. Few-
er people say yes to a survey than
say yes to a money-giveaway pro-
motion.”

Executed effectively over time, El-
dredge says, direct mail should reach
multiples of the specific population
segment that is likely to include your
P1 listeners — or those who are P’1s

for your competitors and P2s or P3s |

to you and whom you want to con-
vert to Pls. As Eldredge points out,
“The value of a P1 is substantially
more than noncore cume, as a P’1 de-
livers 17 hours a week to the station.
The rest deliver one to three hours
per week, maybe four.”

Torcasso says, “Once they start
getting a bunch of stuff from you, it's

MANAGEMENT MIARKETING SALES

BIRTHDAY BUCKS DELUXE country leader KYGO/Denver is currently running Film House's DirectTV Birthday Game
campaign featuring the station's 2002 CMA Broadcast Personality of the Year morning team, Kelly & Jonathan with Mudflap.
Shown celebrating the cause for cash are (I-r) Mudflap McGrew, Kelly Ford and Jonathan Wilde.

Video Polishes The Radio Star

Continued from Page 9

Maximize Your
Media Buy

The art of media placement is be-
coming increasingly complex, and all
the executives we interviewed agrec
on the merits of hiring an expert to
stretch the value of your ad dollars.
They also advocate combining out-
door with a television campaign. “It's
a free replay in the mind of the view-
er,” says Aydelott. “The billboard is
a huge arrow that points straight

down to the car radio dial.” /—\

Regardless of how many me-
"’Wi//

fil

dia points a station can afford,

Avdelott and Stockman point

out that the best spots incorpo-
rate some kind of hook — visual,
emotional or experiential — that
sticks in viewers’ minds and perhaps
makes people want to see the spot
again. “If you're not being zapped, a
viewer will look at the worst damned
commercial once,” says Aydelott,
“and it will make some sort of im-
pression on them as to whether
they’ll pay attention again.
The repetition is worthless
if people are not willing to
give their attention a sec-

ond, third or fourth time.

“You've got to have a
hook in order to get the viewer
tobe willing to pay attention again,
like dating them. If you send them = because when they do, that’s when
the right stuff, they start to know = your message is crashing through, re-
more about you than they do about ' gardless of how many GRPs you have.
their original P1 choice.” " That's great television advertising.”

The Leader

A

PRODMUMOTION SROUP

Stockman says, “For mu-
sic stations, the product isn't
about music, it's about how the
music and the rest of the radio sta-
tion make people feel about listen-
ing. If you're an Urban station, your
listeners may come to you tojack up
their mood, to feel part of a club, to
be hip and to learn the latest trends.
None of these things is driven by the
music alone, although that's obvi-
ously a key ingredient.

“If all you say is, "Hey, we're Ur-
ban,” everybody will just say, ‘Yeah,
we know.” A supermarket isn’t go-
ing to get more market share by say-
ing, ‘Hey, we have carrots.” The
question is, how am [ going to feel
when I walk out of the supermarket
with my carrots?”

DIRECT MAIL
TELEMARKETING
E-MARKETING

WWW.POINTTOPOINTMARKETING.COM

MARK HEIDEN 970-472-0131
RICK TORCASSO 972-661-1361
ELIZABETH HAMILTON 703-757-9866
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I I I I marketing
results

Strong intelligence creates a superior return on your investment. With over 15 years
providing marketing services and consulting to the industry, DMR complements your
radio expertise with an earful of proven intelligence and nearly 100 years combined
experience in Arbitron understanding, marketing strategy and off-air consumer
communications.

No matter what you hear, no one can guarantee success. DMR clients achieve
confidence that each campaign is set up for maximum success. That's why 35 percent
of DMR clients achieve their objectives. Why? Because their campaign is thorough and
on strategy, the targeting is exacting, the message is stimulating, and each component
executes precisely and accurately.

Over 90 percent of DMR's clients achieve an average of 20 percent ratings growth.
100 percent of DMR's repeat clients achieve record rating and revenue positions in
their market. Their position strengthens over time as they grow in intelligence and
confidence with direct marketing and with DMR's sophisticated skills, uniqgue matrix
structure, and our strategic focus on database-building, multi-contact campaigns.

.Results

dmrinteractive.com

8 0 0 2 6 1 0 8 3
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_DIGITAL MEDIA

RIAA, Computer-Industry Groups
Set Copy-Protection Policy

Government shouldn’t set security standards, groups say

On matters concerning digital-media security, the
RIAA is usually found somewhere in the vicinity of the
Motion Picture Association of America, the National
Music Publishers Association and other content-indus-
try trade groups, all of them demanding tougher enforce-
ment of federal copyright law. The RIAA is also a fierce
supporter of the Digital Millennium Copyright Act,
which vastly expanded protections for rights-holders.

The RIAA and MPAA both back
Rep. Howard Berman'’s Peer-to-Peer
Piracy Prevention Act, which would
give copyright owners limited ex-
emption from civil or criminal liabil-
ity if they use technology to interfere
with peer-to-peer networks.

And both groups support a uni-
versal “broadcast flag” that would
immediately make it impossible to
capture streamed music and would
eventually limit or block the record-
ing of digital radio and television
broadcasts. Though so far the
groups have only discussed volun-
tary flagging, it seems obvious that
federal enforcement would be need-
ed for such a system to work.

So the RIAA is not, obviously,
averse to government intervention.
But last week the recording-indus-
try group turned up in unexpected
company: It released a joint state-
ment with the influential Business
Software Alliance and computer-in-
dustry group Computer Systems
Policy Project opposing any govern-
ment requirement or government-
set standard for copy-protection or
other security technology in digital
media and consumer electronics
devices.

Among the BSA’s members are
Microsoft, Apple, IBM, Intel, Cisco
Systems, Dell, Symantec and most
of the other big names in the com-
puter and software industries, while
the CSPP includes Dell, Intel,
Hewlett-Packard, IBM and Motoro-
la. Together with the RIAA, they’ve
released a set of seven key principles
that define their public and lobby-
ing positions.

In these principles the groups
support programs to educate the
public on copyright law and pub-

licand private enforcement against -

copyright infringers. They vow that
even as they’re battling piracy,
they’ll make sure their products
still meet consumer needs and ex-
pectations. They want consumers
to enjoy digital media and support
clear labeling of protected media
and secure devices. None of this is
terribly surprising.

So What's New?

The RIAA, BSA and CSPP princi-
ples include explicit opposition to
“government-imposed requirements
for the incorporation of specific func-
tionalityin acomputer or other device.”
Though the bill is never mentioned
in the groups’ joint statement or in
the principles, the effect is to put the
RIAA in direct opposition to Sen.
Fritz Hollings’ Consumer Broadband
and Digital Television Promotion Act—
of which the MPAA is an outspoken
supporter.

The RIAA has never
publicly supported
the Hollings bill, but
now it is publicly
committed to oppesing
it — not in favor of
doing without digital
security, but in favor
of a standard
negotiated within the
aftected industries

The Hollings bill would give the
technology, consumer electronics
and content industries a year to
come up with universal security
standards, technology and encod-
ing rules. The standards would
then be incorporated into digital
media and every device that can
transmit, record or play it, and the
importation of consumer electron-
ics that don’t meet the standards
would be outlawed. If the indus-
tries don’t come up with a standard
within a year, the job goes to the
FCC. (Along with all those rules,
the bill has provisions that would
protect the right to make personal
copies of digital media.)

By Brida Connolly
Associate Managing Editor

The RIAA has never publicly sup-
ported the Hollings bill, but now it
is publicly committed to opposing
it — not in favor of doing without
digital security, but in favor of a stan-
dard negotiated within the affected
industries and not to be limited “in
use or effectiveness” by legislation.

The RIAA and the computer
groups say government-imposed
solutions are inherently impractical
and that “the imposition of technical
mandatesis not the best way to serve
the long-term interests of record com-
panies, technology companies and
oonsumers.” Their statement continues,
“The role of government, if needed
at all, should be limited to enforcing
compliance with voluntarily devel-
oped functional specifications reflecting
consensus among affected interests.”
(Come to think of it, that doesn’t
sound all that different from what
Sen. Hollings has proposed.)

The desire to come up with a pri-
vate-sector solution doubtless has
something to do with the fact that
Sony Music Entertainment is owned
by one of the world’s largest con-
sumer electronics manufacturers.
But the best reason the RIAA and the
tech groups have tooppose the Holl-
ings bill is the reason they give: It
won’t work.

Any government specifications
would have to be firm and precise
so companies could comply. The
specs would be part of federal leg-
islation, so they’d also be public.
Short of e-mailing hackers corpo-
rate passwords, it's hard to imag-
ine how one could make their lives
any easier.

The MPAA wants the Hollings
bill because it would add the weight
of federal law to its efforts to make
consumer electronics companies
fight its piracy battles. But when the
law fails, everybody will be right
back where they are now, with pi-
racy rampant and the content indus-
try trying to decide whether suing
individual consumers as a deterrent
is worth the price of making their
customers hate them. (Or hate them
more; peer-to-peer propaganda has
been very effective that way.)

There’s room for debate on wheth-
er the content industry’s beloved
DMCA needs reform or whether the
Berman bill is really a license to hack,
but Hollings’ bill is just a bad idea.
And the RIAA, s0 often accused of
being clueless about technology, has
taken the advice of the techies and

figured that out.
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< Jracenote.

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
peopie 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.

DiGITAL Top 50

LW TW ARTIST Album Title Weeks Dn
2 1 EMINEM The Eminem Show 36
1 2 NORAH JONES Come Away With Me 39
3 3 VARIOUS ARTISTS 8 Mile 12
6 4 AVRIL LAVIGNE Let Go 32
4 5 COLDPLAY A Rush 0f Blood To The Head 2
7 6 CHRISTINA AGUILERA Stripped 1"
12 7 REDHOT CHILI PEPPERS By The Way 28
8 8 SHANIA TWAIR Up! 9
11 9 NELLY Nellyville 30
10 10 THEROLLING STONES Forty Licks 16
9 11 JUSTIN TIMBERLAKE Justified "
5 12 U2 The Best Of 1990-2000 "
— 13 CHEMISTRY Second To None 1
19 14 JOHN MAYER Room For Squares 42
13 15 NAS God's Son 5

15 16  JAY-2 The Blueprint 2: The Gift & The Curse 10

14 17 ELVIS PRESLEY Elvis 30 #1 Hits 17

17 18 2PAC Better Dayz 8

21 19 JOSH GROBAN Josh Groban 29

24 20 SYSTEM OF A DOWN Toxicity 72

23 21 JENNIFER LOPEZ This Is Me... 8
16 22 PINK Missundaztood 595

22 23 SYSTEM OF A DOWN Steal This Album 8

27 24 NIRVANA Nirvana 12

25 25 TIM MCGRAW The Dancehall Doctors 8
18 26 ELTON JOHN Greatest Hits 1970-2002 5

20 27 JA RULE The Last Temptation 8

32 28 ROBBIE WILLIAMS Escapology 9

26 29 PAUL MCCARTNEY Back In The U.S. Live 2002 7

28 30 SUM 41 Does This Look Infected? 4

29 31 CREED Weathered 61

39 32 PUDDLE OF MUDD Come Clean 59

34 33 MARIAH CAREY Charmbracelet 7

33 34 PINK FLOYD Echaes (The Best Of Pink Floyd) 63

31 35 AUDIOSLAVE AudioSlave 9

30 36 SANTANA Shaman 13

38 37 SHAKIRA Laundry Service 61

44 38 ORIGINAL SCORE The Lord Of The Rings 17

37 39 JACK JOHNSON Brushfire Fairytales 31

41 40 LINKIN PARK Reanimation 25

35 41 DIXIE CHICKS Home 16
36 42 NICKELBACK Silver Side Up 70

42 43 ALICIA KEYS Songs In A Minor 78

45 44 (QUEENS OF THE STONE AGE Songs For The Deaf 6
— 45 NEW FOUND GLORY Sticks & Stones 4
— 46 GOOD CHARLOTTE The Young & The Hopeless 1

40 47 ROD STEWART It Had to Be You... 4
— 48 VARIOUS ARTISTS Chicago, Music From The Motion Picture 1
— 48 B'2 The Ballads Love & B2 1
43 50 THE STROKES [s This it 36
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Marion Becomes
MCA Nat’l Dir./
Modern Rock

William Marion has become Na- |
tional Director/Modern Rock Pro-
motion for MCA Records. He'll
work with MCA's national promo-
tion and East
| Coast field pro-
motion staff and
report to Sr. VP/
Promotion Craig
Lambert and VP/
Modern Rock
Promotion Lisa
Cristiano.

“William has an
excellent, well-de-
served reputation
in our industry and has earned the
respect of radie, as well as his
peers,” Cristiano said. “He is the
ideal anchor for our modern rock
department on the East Coast. The
strength of our releases, coupled
with the strength of our team with
William now on board, makes MCA
poised to have a dynamic year on
the alternative front.”

Marion said, “It's been a long
time since ['ve seen the level of
teamwork [ find at MCA. Craig
Lambert has assembled a group of
people dedicated to working to-
gether to accomplish our goals. He
and Lisa are great to work for be-
cause they give the staff a lot of lati-
tude and empower us to get the job
done.”

Marion most recently served as
National Director/Promotion, East
Coast for Extasy Records Interna-
tional. He has also served in a vari-
ety of senior executive promotion
positions at Sire Records, Zoo Enter-
tainment, 57 Records and Vernon
Yard Recordings.

Marion

RAB

Continued from Page 1

a local level, while national climbed
to a new peak of 12% above 2001.
That gave the industry a combined
6% bump over ‘(11 — its best posi-
tion of the year.

Radio’s only down month last
year was February, and, with the
improvements since then, broad-
casters can only be happy with their
2002 sales performance — especially
after June, when radio’s recovery
began in earnest.

RAB President/CEO Gary Fries
noted, “Radio has been able to de- |
liver quick turnaround results for its
clients in this uncertain and tight
economic climate. We expect
equally strong numbers for Decem-
ber, regardless of what some fore-
casters have predicted, and thus a
strong ending for 2002. Looking for-
ward into the first quarter, all indi-
cations are that this positive growth
cycle is continuing.”

The full-year 2002 sales figures
will be presented at RAB2003 in
New Orleans at the end of this
month.

_NEWSBREAKERS

WUT THE SONG IS HOT vonRay bandmembers David and Vaughan
Rhea recently stopped by the WZYP/Huntsville, AL studios to hang out and sing
a few songs. Seen here braving the cold are (I-r) David Rhea, WZYP MD/
Ffternoon host Ally, Vaughan Rhea and WZYP personality Heather Z.

s

Barnstab
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€

ob McLain, a radio veteran who
has also enjoyed a successful 20-
year career in television, has added
PD duties at Barnstable’s WGVC
(Oldies 106.3)/Greenville, SC.
MaLain recently joined the station
for mornings, having previously
handled wakeup responsibilities at
former Oldies WOTO/Memphis.

McLain takes programming du-
ties at WGVC that were previously
held by Mark Hendrix, who re-
mains PD of co-owned Active
Rocker WTPT/Greenville and adds
similar responsibilities at Classic
Raock WROQ/Greenville. K.C.
Carson, who had programmed

OQ for the past 15 years, has left
the station to pursue a career in
freelance photography.

McLain began his career at
WI'CB/Greensboro in 1966. He
joiped then-Top 40 WEAM/Wash-
ir%ton in 1969 and two vears later

ps
To WGVC/Memphis PD

Hendrix adds WROQ programming duties

McLain

moved to Los Angeles for a job with
Capitol Records. He returned to ra-
dio in 1973, taking an airshift at Top
40 WMPS/Memphis, and later
served as an air talent at such ma-
jor Top 40s as KROY/Sacramento,
WKTQ/ Pittsburgh, WHBQ/Mem-
phis, WIBG/Philadelphia and
KULF/Houston.

In 1978 McLain gave up his radio
career for the Sports Director post at
WCIV-TV/Charleston, SC. He then
served in a similar post at WSB-TV/
Atlanta; worked as a sportscaster for
CNN, WJLA-TV/Washington and
KDFW-TV/Dallas; and handled
morning anchor and weather duties
for WMC-TV/Memphis.

McLain returned to radio at WOTO
after 15 years at WMC-TV. At the time |
he remarked, “ After nearly 15 years at
Channel 5 [ have gone back to my first
love — telling stupid jokes and play-
ing great oldies.”

Entravision
Continued from Page 3

thg Infinity CHR [KRBV/Dallas] in
tha 16-34 demo, debuting with a 3.0.
“But this station is more tailored
to |Los Angeles and to where we feel
the differences might be in Los An-
ge};’s. We think we'll do well.”
eanwhile, Super Estrella will

stay on KSSE/Riverside for the im-
mediate future as the company
makes its final preparations for a
format change. KLYY, KSYY &
KVYY — the L.A -area trimulcast
that had been Spanish Contempo-
rary “Viva 107.1” under former
owner Big City Radio — will now
serve as the permanent home of Su-
per Estrella.

Spitzer
Continued from Page 3
for such companies as AT&T,

American Express, Frito-Lay, Hall-
mark Hall of Fame and Maytag.

Spitzer leaves a wife, Fran,
daughters Ruth Rosenfield and
Robin Spitzer, and grandchildren
Charlotte and Oliver. A memorial
service was held Jan. 13 at Temple
Kol Tikvah in Woodland Hills, CA.
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ed to VP/A&R-Dance Promotion.

EXECUTIVE ACTION

Robbins Entertainment Elevates Key Staffers

hree executives at Robbins Entertainment have been given pro-
motions: Paul Mislov has become Sr. VP/Finance, Lisa Levy has
been named VP/Sales & Promotion, and John Parker has been elevat-

“Without the contributions of these talented individuals, we simply could
not have realized the prosperity or success that we've had over the past
year,” said Cory Robbins, the label's founder and President. “The diligent
efforts of these three people, along with the rest of the Robbins Entertain-
ment team, helped catapult artists like DJ Sammy to the top of the charts.”

Mislov was previously VP/Finance for the company. Before joining Rob-
bins he was Director/Finance at Profile Records.

Levy joined Robbins in 1997 as Director/Sales & Production and since
1999 has been Sr. Director/Sales & Production. Prior to working at Rob-
bins she was Director/Operations at Lightyear Entertainment.

Parker has been with Robbins since 1996, first serving as Promotions
Manager and most recently as A&R/Promotions Manager. He previously
worked at Profile Records as Promotions Coordinator.

FCC

Continued from Page 1

file detailed comments with the
FCC that explain how solid rules can
be crafted that will hold up to court
scrutiny.

“It's not enough to say, ‘This is a
problem,” or, ‘This is what [ think,””
Powell said. “I urge all of you to be-
come engaged in this debate and of-
fer more than sound bites. Give us
something we can actually use to de-
fend ownership rules.”

Powell stressed that the FCC
needs complete, informative recom-
mendations so it can “build a solid,
legally defensible broadcast-owner-
ship framework.” The commission is
required by law to review the owner-
ship limits every two years.

“The statute requires the FCC to
presume each rule is no longer
needed unless we prove otherwise,”
Powell said. “Unless we can rejustify
each broadcast-ownership rule under
current market conditions, the rule
goes away.”

Touching on how some of the
FCC's ownership rules have been va-
cated by the courts, Powell said, “We
are working hard to make sure that
the broadcast-ownership rules are not
completely swept away by the hand
of the court. The public interest is
about promoting diversity, localism
and competition. We can achieve
these goals — and the courts will
agree with us — if we do it the right
way.”

And as far as Commissioner
Michael Copps is concerned, hearings
like the one held at Columbia Univer-
sity are a big part of doing it the right
way. For some time Copps has been
endorsing holding field hearings to
give what he calls “nontraditional
stakeholders” a voice in the proceed-
ings.

“While the participation of business
representatives is essential, so is the in-
put of consumers; labor, educational,
religious and minority organizations;
and Americans who have never
heard of the FCC,” Copps said. “We
could pretend that these folks read
The Federal Register and can afford the
lawyers to participate fully in our in-

side-the-Beltway decisionmaking, but
we'd be kidding ourselves.”

He also raised the issue of how
much diversity really exists in today’s
marketplace, questioning whether the
proliferation of new media outlets re-
ally equals a diversity of viewpoints.
Specifically, Copps noted that while
there has been a proliferation of cable
TV channels over the years, most of
the top channels are owned by the
same companies that own the cable
providers and TV networks.

He also dismissed the Internet as a
viable source of diverse viewpoints,
saying it, too, is showing signs of con-
solidation. Pointing to the top 20 news
websites as rated by Nielsen, he pre-
sented a chart that indicated that most
of those sites are controlled by the
same companies that own TV net-
works and newspapers.

“Is the Internet really giving us new
voices,” Copps asked, “or just recy-
cling old ones?”

Copps found a new ally in Repub-
lican Commissioner Kevin Martin,
who has joined Democratic colleagues
Copps and Jonathan Adelstein in
questioning whether the rampant
consolidation that has occurred in ra-
dio has led to a surge in more contro-
versial material on the airwaves.

“Are executives more willing to put
on questionable programming when
they know they won't see you and
your family at the local grocery store
tonight?” Martin asked during the fo-
rum, adding that Copps deserved
credit for “raising these questions and
keeping us mindful of these deci-
sions.”

Martin also repeated his recent criti-
cism of the FCC's method of defining
radio markets, which he says “too of-
ten treats small towns like big mar-
kets” and allows too many stations to
be owned by too few owners.

Referring to the media-ownership
rule review — which the FCC still
plans to complete by May — Martin
said, “Clearly, there are no easy an-
swers to the task we confront.”

Copps added, “One thing's for sure
— each of us is going to live with the
results of these decisions for a long
time.”
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~ MNational Radio

© MANNGROUP debuts Psychedelic
'60s, a one-hour show for Rock and
Classic Rock stations hosted by Gary
Crow and featuring classic music and
interviews. For more information, con-
tact MannGroup’s Jim Manney at 323-
512-0144 or ed@manngroupradio.
com.

¢ AMERICAN URBAN RADIO NET-
WORKS debuts the news block
NewsWorld This Morning, anchored by
Kim Lamkins and available live via sat-
ellite Monday-Friday. For more informa-
tion, contact AURN'’s Tene Croom at
412-456-4035.

~Radio

© RICH RAPITI joins Superadio Net-
works as VP/Affiliate Relations. He was
most recently Director/Affiliate Rela-
tions for Talk America Radio Networks.

CoNDOLENCES

T Rex percussionist Mickey
Finn, 56, Jan. 11,

Robert Davis Management
principal Robert Davis, 59, Dec,
22.

 Industry

e HOWARD
LANCE becomes
President/CEO of
Harris Corp. He
joins from NCR
Corp., where he
served as Presi- i
dentand COO/Re- &
tail & Financial
Group.

Infinity

Continued from Page 1

was made known to staffers late
last week via an internal memo.
In the memo Ongaro noted that
Zimmerman's promotion "will al-
low our incredible lineup of sta-
tions to work more effectively to-
gether in an effort to create new
and exciting opportunities for our
employees and our customers.”
Ongaro also said that Zimmer-
man’s “leadership skills and
proven track record make him the
logical choice to build upon the
success of our seven outstanding
properties in Chicago.”

PROS ON

THE LOOSE

Allen Beebe, KNFX/Bryan,
TX,713-688-1883.

Zimmerman said, “I'm thrilled
with the opportunity to work
closely with our seven great Infin-
ity radio brands, their manage-
ment teams and their hard-work-
ing staffs to create greater value
for our customers.”

Zimmerman served as GSM of
WBBM-AM from 1985-88 and
later served as VP/GM for
KMOX/St. Louis.

Hughes, who has been based in
Atlanta as GM of Classic Rock
WZGC, will now oversee WARW,
WHES, WJFK-FM & WPGC-AM
& FM/Washington. Hughes had
previously been PD of such Rock-
ers as WKLS/ Atlanta and WFBQ/
Indianapolis.

Also in Washington, WHFS &
WPGC-AM & FM GM Sam
Rogers has added Sr. VP /Director
of Sales duties for the Infinity /DC
cluster.

Meanwhile, Caffey has taken
Hughes’ former duties at WZGC
and added them to his responsibili-

—INEWSBREAKERS

RN

BUSINESS BRIEFS
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Continued from Page 7
governing body of the awards. The Radio-Mercury awards reward the development of effective and creative radio
commercials; the entry deadline for this year’s honors is Feb. 28. Eligibility criteria and more information are avail-
able online at www.radiomercuryawards.com.

Arbitron Sets Annual Shareholders Meeting

Arbitron Co. has scheduled its annual shareholders meeting for May 20 at 9am at the Ritz-Carlton Battery Park
in New York. The cutoff date for determining Arbitron shareholders of record for the meeting is April 10.

S R B ot S 1SS P U T

S CToNS

FCC Approves Sirius License Transfer To Creditors

he FCC has OK'd Sirius’ application to transfer its license to its creditors, a move that lets the satcaster proceed

with restructuring its debt. Sirius, which recently dropped the “Satellite Radio” portion of its name, previously
announced a $1.2 billion recapitalization plan that will extend its funding into the middle of this year. The plan, which
calls for Sirius to convert $700 million of debt and another $525 million of preferred stock into common stock, should
be completed this quarter.

FCC Red-Flags Clear Channel/Bismarck, ND Buy

he FCC has delayed for further review Clear Channel Communications’ purchase of KXMR-AM/Bismarck,

ND from Radio Bismarck Mandan, citing concems about ad-revenue share and ownership concentration in
Arbitron market No. 273. Clear Channel already owns KFYR & KYYY/Bismarck, while James Ingstad and Cumulus
each own four stations in the market. The only other rated commercial broadcaster in Bismarck is Central Dakota,
which owns Christian AC KNDR.

FCC Orders KEZK/St. Louis To Change Class

I nfinity AC KEZK/St. Louis has been directed by the FCC to change its status from class C to class CO in order to
allow the relocation of WIBV-FM/Centralia, IL's tower 23 miles to the east, from Mount Vernon, IL to Okawuville, IL.
The tower move will place WIBV's transmitter site 43 miles east of St. Louis, and the commission agreed with WIBV
owner Benjamin Stratemeyer that any short-spacing between KEZK and WIBV would be eliminated by the class
change, since KEZK operates at 102.5 MHz with 100kw at 1,026 feet — below the 1,480 feet required to qualify as
aclass C. WIBV airs at 102.1 MHz and broadcasts at 10.5kw at 509 feet. Infinity has until March 3 to show cause

to the FCC why its license should not be modified.

Boberg

Continued from Page 1

tenure as long as mine at MCA. 1
came in with a reputation as a
maverick, as a champion of
groundbreaking artistry and a
person with a true love of music.
As 1 walk out of here today, all of

those attributes remain intact.”
He also noted that MCA remains
“an artistic and music gold mine”
and thanked UMG Chairman/CEQO
Doug Morris for his mentorship.
Boberg was appointed MCA
President in 1995, a year after he
was named to head MCA Publish-

ties as VP/GM for WAOK &
WVEE/ Atlanta. Caffey arrived at
WAOK & WVEE in October 1995
and formerly served as Station

Manager of WALR/ Atlanta. He has
also managed WDIA & WHRK/
Memphis for U.S. Radio and been
GSM for WTMX/ Chicago.

ing. He started his industry career
in 1979, when he joined Miles
Copeland in forming IRS Records.
Boberg ascended to the presidency
of IRS and remained in that position
until the label was sold to MCA.

Among his successes at MCA:
Sublime, Blink-182, Shaggy and
Mary J. Blige.

Morris said in a statement, “I
truly respect Jay as a person and
record executive and will miss
him.” Morris also emphasized that
he intends to keep MCA a stand-
alone, full-service label.

Are you tired of whistling the same old tune when it comes to promotions? Sometimes you
need to hit a new note to increase your success. With Banners on a Roll — the dramatic,
colorful banners that use the proven power of repetition to eamn greater profits — you can
tum your message, URL or logo into the major graphic element at every event you stage.
Call Brad Lehrer or Susan Van Allen to find out how you can improvise a new, unique
promotional program that will be music to your ears.

1-800-786-7411

www.bannersonaroll.com

www americanradiohistorv com
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Music
CHOICE’

23 millior homes
27,000 businesses
Avadable on digital cable and DirecTV
Adam Neiman e 646-459-3300

HIT LIST

Seth Neiman

AMANDA PEREZ Angel

BON JOVI Misunderstoos!

BDOMKAT The Wreckoning

BOWLING FOR SOUP Gir All The Bad Guys Want
CASSIUS The Sound of Violence

COOLER KIDS All Around The World

DF U8 Country Girl

EMIMEM f/OINA RAE Superman

JA RULE f/ASHANTI Mesmerize

JENMIFER LOPEZ f/LL CCOL J All | Have
JENMIFER LOVE HEWITT Can | Go Now

MARIO C'mon

SHAKIRA The One

SIXP=NCE NONE THE RICHER Don't Dream it's Over
STONE SOUR Bother

TELEPOPMUSIK Breathe

VONRAY Inside Out

LUCY WOODWARD Dump Girls

SOFT ROCK

Seth Neiman

AVRIL LAVIGNE Complicated

JOHM MAYER Your Body Is A Wonderland
ROD STEWART These Foalish Things

R&B & HIP-HOP
Damon Williams

50 CENT In Da Club
GINUWINE Hell Yeah

MISSY ELLIOTT Gossip Folks
R. KELLY Ignition

RAP

Damon Williams
BOOT CAMP CLIX Think Eack
KILLER MIKEAD.ID.AS
SNOOP DOGG Pimp Slapp'd
TWISTA Badunkadunk

ROCK

Gary Susalis
PROJECT 86 Hollow Again

TODAY’S COUNTRY

Liz Opoka

ALAN JACKSON That'd Be Alright
DIXIE CHICKS Travelin' Soldier

#66-MVTUNES

130 million mibviagars
© 28,0 movis thealers

] This week’s Movie Tunes is frozen. I

WEST

1. TLC Hands Up

2. BWB Groovin'

3. RDD STEWART These Fcolish Things

4. TIM MCGRAW Tiny Dancar

5. VAM MORRISON Sitting én Top Of The World

MIDWEST

1. TLC Hands Up

2. 702 Still Love You

3. BWB Groovin’

4. ROD STEWART These Foolish Things

2. MAKNHEIM STEAMROLLER Moonlight In ...

SOUTHWEST

1. TLC Hands Up

2. MANNHEIM STEAMROLLER Maonlight In .
3. ROD STEWART These Foofish Things

4. TIM MCGRAW Tiny Dancur

5. INDIA Welcome To My Empire

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

SOUTHEAST
1. MANNHEIM STEAMROLLER Moonlight In ...
2.TLC Hands Up
3. BWB Groovin'
4. ROD STEWART These Fonlish Things
5. TIM MCGRAW Tiny Dancer

10 milfion homes 180,000 businesses
ick Gillette » 800-494-8863

OMX Hospitality

Joel Oltyan

Th? hottest tracks at DMX Hospitality,
which includes restaurants, bars, hotels
and cruise ships, targeted at 25-54 adults.

RED) HOT CHILI PEPPERS Can't Stop

SIEZ}ENCE NONE THE RICHER Don't Dream It's Over
JOHNNY MARR AND THE HEALERS Down On The Comer
JOHN MAYER Why Georgia

U2 Hancs That Built America

ERASUFE Solsbury Hill

JASON MRAZ I'll Do Anything

NO DOUBT Running

TOR!I ANOS Taxi Ride

AMERICAN HI-FI The Art Of Losing

ZWAN Honestly

This section features this week’s new adds

on DMX, MUSIC channels available via digi-
tal ¢ablz and direct broadcast satellite.

CHR/POP

Jack Patterson
BDN JOVI Misunderstood
SMILEZ & SOUTHSTARTell Me

CH YTHMIC
Mark Shands

50 TNT In Da Club

URBAM

Jack Patterson
MENACE TD SDCIETY I'm Up On It
FAl ’,IOE All'l Need

ROCK

Staphanie Mondello
DOKNAS Take It Oft
BLANK THEORY Middle Of Nowhere
CKY/Flesh Into Gear

ADULT ALTERNATIVE

Stephanie Mondelio
DANA GLOVER Thinking Over
STERED FUSE Everything

AD‘JLT CONTEMPORARY

Jason Shiff
SIXRENCE NONE THE RICHER Don't Dream It's Over
SHANIA TWAIN Up!

INTERNATIONAL HITS

Mayk Shands
OPERA BABES One Fine Day

COUNTRY

Leanne Flask
PAM|TILLIS So Wrong
TRAYIS TRITT Country Ain't Country

RAP/HIP-HOP

Mark Shands
WC Flirt

{This week's Radio Disney is frozen. |

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

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

LMA[T Juliet 73
PLAY Us Against The World 73
AARPN CARTER America AQ 71
SIMON AND MILO Get A Clue 55
CHRISTINA MILIAN Call Me, Beep Me 50
A*TEENS Floorfilier 36
BAHA MEN Who Let The Dogs Out 34
JUMFS Beauty And The Beast 33
HAMPTCN THE HAMPSTER Sing A ... 32
LIL BOW WOW Basketball 32
PINK Getf 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.

Lori Parkerson
* 202-380-4425

SATELLITE
RADIO

()

200n20 (XM20)
Kane

CRAIG DAVID Hidden Agenda
BOWLING FDR SOUP Girl All The Bad...
MISSY ELLIDTT Gossip Fotks

V-13 Eyes Closed So Tight

Squizz (XM48)
Charlie Logan

AUDIOSLAVE Like A Stone

BLINDSIDE Sleepwalking

THEORY OF A DEAOMAN Make Up Your Mind
PROJECT 86 Hollow Again

The Loft (XM50)
Mike Marrone
PETER MULVEY One Trick Pony

Raw (XMG66)
Leo G.

LIL JON & THE EASTSIDE BOYS Throw It Up
CB Live Life

Real Jazz (XM70)
Maxx Myrick
IRVIN MAYFIELD & GORDON PARKS Half Past ...

Watercolors (XM71)
Trinity
FERTILE GROUND Take Me Higher

X Country (XM12)
Jessie Scott

STONE CDYOTES Ride Away From The World
SADIES Steries Often Told

V/A Making Singles Drinking Doubles
BELLYACHERS Heavy In My Hands

RHODES TAVERN TROUBADOURS On The Red Line
DARLIN' & ROSE Tomorrow, Yesterday

WINSOR HARMON Stars Of Texas

XM Café (XM45)
Bill Evans

ERIC JOHNSON Souvenir
PATTY LARKIN Red = Luck
WARREN ZANES Memory Girls
JON BRION Punch Drunk Love

XMLM (XM42)
Jessie Scott
AMON AMARTH Versus The World

BPM (XM81)
110 At The End

KYLIE MINDGUE Come Into My World
SUPERCHUMBO lrresistable
MADELYNE Beautiful Child

LASZLO PANAFLEX Dance To The Music
OSCAR G & RALPH FALCON Dark Beat
LAURA PAUSINI Surrender

LANG f/SKYE Drifting Away

NEJA Back 4 The Morning

INTENSO PROJECT Luv Da Sunshine
CASSIUS The Sound Of Violence
JAKATTA f/SEAL My Vision

FOGGY Come Into My Dream

SINEAD 0’CONNOR Troy

SUZY K Circle

BOOMKAT The Wreckoning

DEBORAH COX Mr. Lonely

DANIEL BEOINGFIELO James Dean ...
JUSTIN TIMBERLAKE Like | Love You
SUNSCREEM VS. PUSH Please Save Me
ALIVE 1/D D KLEIN Alive

AMBER Anyway

RAVEN MAIZE Fascinated

JIAN VAN DAHL Try

LOST WITNESS Did | Dream
THUNDERPUSS AND BARNES Head
LASGO Pray

COOLER KIDS All Around The World
MURK VS. KRISTINE W Some Lovin'
MADONNA Die Another Day

ROCKELL Tears

JEWEL Serve The Ego

FUNKY GREEN DOGS Rise Up

www.americanradiohistorv.com
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Country Coast To Coast
Kris Wilson

KENNY CHESNEY Big Star

FAITH HILL When The Lights Go Down

ALTERNATIVE PROGRAMMING
Gary Knoll » 800-231-2818

Rock
OUTSPOKEN Farther
STEREOMUD Breathing

Alternative
EVERCLEAR Volvo Driving Soccer Mom
THEORY OF A DEADMAN Make Up Your Mind

Tripie A
COUNTING CROWS Big Yellow Taxi

DAVID GRAY Be Mine

JOAN OSBDRNE Only You Know & | Know
CHR

EMINEM Superman

JENNIFER LOPEZ f/LL COOL J All | Have
STONE SOUR Bother

Mainstream AC

DAVID GRAY Be Mine

SIXPENCE NONE THE RICHER Don't Dream It's Over
UNCLE KRACKER Drift Away

Lite AC

CELINE OION At tast

GEORGE HARRISON Stuck Inside A Cloud
UNCLE KRACKER Drift Away

NAC

AL JARREAU Random Act Of Love
PIECES OF A DREAM tove's Silhouette
Christian AC

ZDE GIRL Plain

uc

BUSTA RHYMES Make It Clap

MISSY ELLIOTT Gossip Folks

VIVIAN GREEN Emotional Roltercoaster
JENNIFER LOPEZ f/LL COOL J All | Have

Country
KENNY CHESNEY Big Star
TIM MCGRAW She's My Kind Of Rain

Music Pragr:l;rwl;r.;'l;y/cansulting
Ken Moultrie » 800-426-9082

Alternative

Steve Young/Kristopher Jones
AMERICAN HI-F} The Art Of Losing
EVERCLEAR Volvo Driving Soccer Mom
FUEL Won't Back Down

WHITE STRIPES We're Going To Be Friends
USED Buried Myself Alive

Active Rock

Steve Young/Kristopher Jones
DONNAS Take It Off

Heritage Rock

Steve Young/Kristopher Jones
DEFAULT Live A Lie

RED HOT CHILI PEPPERS Can't Stop
SOCIALBURN Down

Soft AC

Mike Bettelli/Teresa Cook
CELINE DION | Drove All Night
REGIE HAMM Babies
Mainstream AC

Mike Bettelli/Teresa Cook
CELINE DION | Drove All Night
Delilah

Mike Bettelli
ROO STEWART These Foolish Things

Dave Wingert Show

Mike Bettelli/Teresa Cook
CELINE DIDN | Drove All Night
REGIE HAMM Babies

Mainstream Country

Ray Randall/Hank Aaron
DIAMOND RIO | Believe

New Country

Hank Aaron
JESSICA ANDREWS There's More To Me Than You
DIAMOND RID | Believe

Lia
Ken Moultrie/Hank Aaron
JOE NICHOLS Brokenheartsville

24 HOUR FORMATS
Jon Holiday » 303-784-8700

Adult Hit Radio

JJ McKay
COUNTING CROWS Big Yellow Taxi
LASGO Something

Rock Classics

Adam Fendrich
DEF LEPPARD Four Letter Word

US COUNTRY

Penny Mitchell
OEANA CARTER There's No Limit
PHIL VASSAR This is God

GREAT AMERICAN COUNTRY

Jim Murphy e 303-784-8700
JESSICA ANDREWS There’s More To Me Than You
JERRY DOUGLAS Patrick Meets The Brickbats
MONTGOMERY GENTRY Speed

Charlie Cook* 661-294-9000

Mainstream Country

David Felker
TIM MCGRAW She’s My Kind Of Rain

Hot Country

Jim Hays

KENNY CHESNEY Big Star
DIAMONO RIO | Believe

TIM MCGRAW She's My Kind Of Rain

Young & Elder

David Felker
TIM MCGRAW She’s My Kind Of Rain
JO DEE MESSINA Was That My Life

VRV

WAITT RADIC NETWORKS

Alternative

Chris Reeves » 402-952-7600
AMERICAN HI-FI The Art Of Losing
EVANESCENCE Bring Me To Life
EVERCLEAR Volvo Driving Soccer Mom
FINCH What It ts To Burn

P&ILLSTAR

CONCERT PULSE

This week’s Pollstar 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
§ CHER $750.1
6 AEROSMITH $739.8
7 SHAKIRA $682.5
8 CREED $4145
9 RUSH $4145
10 LUTHER VANDROSS $359.6
11 ALANJACKSON $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 is courtesy of
Polistar, a publication of Promoters’
On-Line Listings. 800-344-7383;
California 209-271-7900.
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75 mition housobolds

Tom Calderone Paul Marszalek
VP/Programming VP/Music Programming
Plays A D DS
CRAIG DAVID Hidden Agenda
JUSTIN TIMBERLAKE Cry Me A River 3 STONE SOUR Bother
JENNIFER LOPEZ t/LL COOL J All | Have 18 Plays
AVRIL LAVIGNE I'm With You % CHRISTINA AGUILERA Beautiful 2
CHRISTINA AGUILERA Beautiful 29 SHANIA TWAIN I'm Gonna Getcha Good! 22
NO DOUBT #/LADY SAW Underneath It Al 21
2 PAC Thugz Mansion % PINK Family Portrait 2
GDOD CHARLODTTE Lifestyles Of The Rich... 30 DIXIE CHICKS Landslide 2
AVRIL LAVIGNE I'm With You 18
B2K & P. DIDDY Bump Bump Bump 18 REO HOT CHILI PEPPERS Zephyr Song 18
EMINEM Lose Yourself 28 MATCHBOX TWENTY Disease 18
JOHN MAYER Your Body Is A Wonderland 17
FOD FIGHTERS All My Life 2% TLE Gir Talk -
JAY-ZY/BEYONCE 03 Bonnie & Clyde o JENNIFER LOPEZ Jenny From The Black 16
DAVE MATTHEWS BAND Grey Street 16
JOHN MAYER Your Body Is A Wonderiand 2 FAITH HILL Cry o
SUM 41 Stil Waiting 1 MARIAH CAREY Through The Rain 15
CREED Don't Stop Dancing 15
EVE Satisfaction 15 TORI AMOS A Sorta Fairytale 15
DONNAS Take It Of 1 KELLY ROWLAND Stole 14
MAOONNA Die Another Day 13
SIMPLE PLAN | Do Anything 14 BON JOVI Misunderstood 12
NAS Made You Look o SANTANA {/MICHELLE BRANCH The Game Of Love 12
JIMMY EAT WORLD The Middle 1
GOOD CHARLOTTE The Anthem n JOHN RZEZNIK I'm Stil Here (Jim's Theme) 1
MISSY ELLIOTT LUDACRIS Gossip Folks 13 KID ROCK Y/SHERYL CROW Picture il
PUDDLE OF MUDO She Hates Me 10
MISSY ELLIOTT Work It 3 PAUL SIMON Father & Daughter 1
50 CENT Wanksta 16 AVRIL LAVIGNE Complicated

Video playlist for the week ending Jan. 14.

David Cohn

General Manager —_2

50 CENT Wanksta

FOO FIGHTERS All My Lite

COLDPLAY Clocks

EMINEM Lose Yourself

NEW FOUND GLORY Head On Coliision
QUEENS OF THE STONE AGE No One Knows
2 PAC Thugz Mansion

MISSY ELLIOTT #/LUDACRIS Gossip Folks
OONNAS Take It Off

VINES Outtathaway

USED The Taste Of Ink

NAS Made You Look

COMMON {/MARY J. BLIGE Come Close To Me
AUDIOSLAVE Cochise

JAY-Z /BEYONCE '03 Bonnie & Clyde
JIMMY EAT WORLO A Praise Chorus

EXIES My Goddess

SUM 41 Still Waiting

JAHEIM Fabulous

3 DOORS DOWN When i'm Gone

Video playlist for the week of Jan. 14-20.

Please Send Your Photos

R&R wants your best snapshots
(color or black & white).

Please include the names and
titles of all pictured and send pics |
to:

R&R, ¢/o Mike Davis:

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

R R e e

MOBY in This World

RED HOT CHIL! PEPPERS By The Way
UNCLE KRACKER in A Little While

BRUCE SPRINGSTEEN Lonesome Day

PINK Don't Let Me Get Me

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

NICKELBACK How You Remind Me

3 DOORS DOWN When I'm Gone

DAVE MATTHEWS BAND Everyday

NORAH JONES Don't Know Why

NELLY Hot In Herre

NO DOUBT Hey Baby

CREED My Sacrifice

SHERYL CROW Soak Up The Sun

LENNY KRAVITZ Dig In

LIFEHOUSE Spin

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

TRAIN Drop Of Jupiter

W OB W W WA B S S B W DWW DD NN ®m WO O

Playiist is frozen.

36 miftion househelds

Cindy Mahmoud
VP/Music Programming
& Entertainment

VIDEO PLAYLIST

TELEVISION _

50 CENT Wanksta

NAS Made You Look

DRU HILL | Should Be .

JA RULE $/ASHANTI Mesmenze

NELLY Air Force Ones

JENNIFER LOPEZ {/LL €OOL J Alt | Have
JAHEIM Fabulous

B2K & P. DIODY Bump. Bump, Bump
ERYKAH BAOU {/COMMON Love Of My Life
WHITNEY HOUSTON One Of Those Days

RAP CITY TOP 10

50 CENT In Da Club

FIELD MOB Sick Of Being Lonely

JA RULE {/ASHANT! Mesmerize

LL €OOL J /AMERIE Paradise

LIL JON & THA EASTSIDE BOYZ | Don't Give A @#8%
BABY AKA #1 STUNNA t/CLIPSE What Happened...
2PAC 1/NAS Thugz Mansion

BUSTA RHYMES Make It Ciap

NELLY Air Force Ones

EVE Satisfaction

Video piaylist for the week ending Jan 26.

(M1

COUNTRY MUSIC TELEVISION

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

ADDS

SHANIA TWAIN Up!
DIAMOND RIO | Beiieve

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 ADKINS 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 Angei

RASCAL FLATTS These Days

ALISON KRAUSS & UNION STATION New Favorite
BLAKE SHELTON The Baby

HEAVY

OIXIE CHICKS Travelin® Soldier
EMERSON DRIVE 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
OEANA 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.

Playlist is frozen.
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Jim Murphy. VP/Programming
19 milfion households

ADDS

WILLIE NELSON {/JON BON JOVI Always On My Mind
DEANA CARTER There’s No Limit

FAITH HILL When The Lights Go Down

SHANIA TWAIN Up!

TOP 10

TRICK PONY On A Mission

TERRI 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

Playlist is frozen.

TELEVISION

R SRS

Due to the Martin Luther King holiday, the Nielsen Ratings were not
available at press time. TV ratings will return next week.

COMING NEXT WEEK

Tube Tops

ABC's presentation of Super Bow/
XXXVII from San Diego’s Qual-
comm Stadium will include a pre-
game show with The Dixie Chicks
performing the National Anthem,
Celine Dion singing “God Bless
America” and performances by
Carlos Santana, Michelle Branch,
Beyonce Knowles and Styx; a
halftime show with No Doubt and
Shania Twain; and a postgame cel-
ebration with Bon Jovi (Sunday, 1/
26, pm ET/PT).

Dixie hks

- Friday, 124

¢ Talk radio host Sean Hannity,
The View (ABC, check local listings
for time).

« Kid Rock & Sheryl Crow, The
Tonight Show With Jay Leno (NBC,
check focal listings for time).

* Morcheeba, Late Night With
Conan O'Brien (NBC, check local
listings for time).

* The Wondermints, Late Late
Show With Craig Kilborn (CBS,
check local listings for time).

* Snoop Dogg and Interpol, Last
Call With Carson Daly (NBC, check
local listings for time).

¢ Glen Campbell, The Wayne
Brady Show (check local listings for
time and channel).

Saturday, 1725

« Eve, Saturday Night Live (NBC,
11:30pm ET/PT).

* Avant and Cam’ron, Showtime
at the Apollo (check local listings for
time and channel).

Sunday, 1/26

¢ Jimmy Kimmel Live — hosted
by the one-time KROQ/Los Angeles
moming sidekick — debuts on ABC
tonight after the Super Bowl and a
new episode of Alias (check local list-
ings for time) and will subsequently
air weeknights at 12:05am ET/PT.

Monday, 1/27

* Clipse, Carson Daly.

Tuesday, 1/28

* Santana & Musiq, Jay Leno.
* Simple Plan, Conan O'Brien.

Wednesday, 1/29

¢ Santana & Michelle Branch, Jay
Leno.
* Morcheeba, Carson Daly.
Thursday, 1/30
¢ The Doors, Craig Kilbom.
¢ Jason Mraz, Carson Daly.
* Solange, Wayne Brady.
— Julie Gidlow

FiLms

BOX OFFICE TOTALS
Jan. 17-20
Title Distributor $ Weekend $ To Date
1 Kangaroo Jack (WB)" $21.89 $21.89
2 National Security (Sony)” $16.81 $16.81
3 Just Married (FOX) $13.77 $35.32
4 Catch Me If You Can (DreamWorks) $12.52 $136.31
5 The Lord Of The Rings ... (New Line) $12.50 $300.12
6 Chicago (Miramax) $9.74 $29.40
7 A Guy Thing (MGM/UA) $8.00 $8.00
8 About Schmidt (New Line) $6.82 $30.68
9 The Hours (Paramount) $5.73 $8.42
10 Two Weeks Notice (WB) $4.71 $85.61

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

COMING ATTRACTIONS: Mov-
ing into wider release this week is
The Slaughter Rule, starring David
Morse. The film’s Bloodshot
Records soundtrack features a
score by Jay Farrar (of Son Volt
and Uncle Tupelo), as well as new
songs by Freakwater, Vic Ches-

nutt, Cheri Knight & The Blood
Oranges and Malcolm Holcombe.
Songs by Ryan Adams, Neko
Case, Wylie & The Wild West,
Speedy West and The Flatlanders
and a rare track from Uncle Tupeio
complete the ST.

— Julie Gidlow
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12+ Winter 2002 Arbitron Results

Ratings

Continued from Page 1

The market’s principal Spanish-language sta-
tions also had strong showings, moving up a com-
bined 2.1 shares. Formats that slipped: Active Rock
and Classic Rock.

In Seattle, top-rated KIRO lost some of its Space
Needle-sized summer ratings but still came in No.
1. Competitor KVI-AM moved into fifth place with
again of 1.6 shares, and FM talker KQBZ also had
a good showing.

Dallas-Ft. Worth - #5

Owner Su'02 Fa'02
Service 64 6.8
Susquehanna 6.0 61
HBC 45 51

Infinity 36 43

ABC 44 43

ABC 43 37

Clear Chan. 39 36
Infinity 37 34
Infinity