NEWSSTAND PRICE $6.50
Fort Minor ‘Go’ To Pop MIP

Warner Bros. band Fort Minor take Most Increased
Plays at Pop for the third consecutive week with
“Where'd You Go,” featuring Holly Brook. The track
scores +955 plays and heads up 9-6* on the Pop chart
this week. It's
a great
showing for
the band, a
side project
of Linkin
Park's Mike
Shinoda.
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Backstage With Dr. Laura

This week News/Talk/Sports Editor Al Peterson chats
with syndicated personality
Dr. Laura Schiessinger
(pictured) about what’s new in
her lite. They discuss her one-
woman show, Dr. Laura: In
My Never to Be Humble
Opinion; her son, who recently
enlisted in the Army; and her
many other projects. This is
one busy lady! Page 12.
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__RADIO'S MOST
B EXPLOSIVE STORY...

DONG TOO MUCH

W feat. BABY BASH

,/ THE REACTION IS SCORCHING!



A BACKSTREET BOY’S
HOMECOMING

Brian Littrell has been a Backstreet
Boy for 13 years and sold more than
73 million albums. He always knew
that one day he would record

| Christian music, and now he has, on
his album Welcome Home. Christian
Editor Kevin Peterson talks to him
about that project and many other

~ topics.

See Page 74
- MUSIC HEALS

Triple A Editor John Schoenberger
looks into Musicians on Call, an
organization that seeks to bring the

. healing and uplifting power of music
to hospital patients both young and
old. Itis inspiring work and an
inspiring story.

See Page 69

& NUMBER(1 )s

CHR/POP
SE'XKI PAUL

Temperature (VF/Atlantic)

CHA/RNYTHMIC
’ CHAMILLIONAIRE Ridin’ (Universal Motown)

URBAN
T.1. What You Know (Grand Hustle/Atiantic)

URBAN AC
A. HAMILTON Can't Let Go (So So Det/Zomba Label Group)

GOSPEL
DONALD LAWRENCE... The Blessing... (EM/ Gospel)

COUNTRY
JACK INGRAM Wherever You Are (Big Machine)

’ SMOOTH JAZZ
PAUL BROWN Winelight (GRPVMG)

’ DANIEL POWTER Bad Day (Warner Bros.)

HOT AC
DANIEL POWTER Bad Day (Warner Bros.)

’aocx
RED HOT CHILI PEPPERS Dani Calitornia (Warner 8ros.)

’ ACTIVE RDEX
GODSMACK Speak (Universal Republic)

’ RED HOT CHILI PEPPERS Dani California (Warner Bros.)

’ TRIPLE A
JACK JOHNSON Upside... (Brushfire/Universal Republic)

CHRISTIAN CHR
BARLOWGIRL | Need You... (Fervent/Curb/Warner Bros.)

CHRISTIAN AC
AARON SHUST My Savior My God (Brash)

’ CHRISTIAN ROCK
FAMILY FORCE 5 Replace Me (Gotee/Maverick)

’ CHAISTIAN INSPO
CASTING CROWNS Praise... (Beach Street/Reunion/PLG)

'nsmow MEXICAN
CONJUNTO PRIMAVERA Algo De Mi (Fonovisa)

’ SPANISH CONTEMPORARY
ALEJANDRA GUZMAN Volveré A Amar (Sony BMG)

’ TROPICAL
MARC ANTHONY Ty Amor Me Hace Bien (Sony BMG)

. LATIN URBAR
SHAKIRA {/WYCLEF JEAN Hips Don't Lie (Epic)
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BIG BOY ON THE SPOT

KPWR (Power 106)/Los Angeles
morning host Big Boy (pictured) has
been entertaining L.A. for years on
Big Boy'’s Neighborhood, and now
he’s made the jump to syndication
with Big Boy's Hip Hop Spot. CHR/
Rhythmic Editor Darnella Dunham
talks to him about the new show and the challenges he
faces as he brings his irreverent humor to the rest of the
country. Page 39.

What's the big deal about leaks? Page 63

‘Goldberg Signs With Clear

Channel For Morning Show
Premiere will syndicate Wake Up With Whoopi

By Al Peterson dio show that will debut

R&R News/Talk/Sports Editor July 31
apeterson@radioandrecords.com ] . N
With a stated mission of _Wa!ce uP W',t h Whoopi
"welcoming women back will air nationwide from 5-
to morning drive radio,” 9am on weekdays and is
Clear Channel has signed ©€XPected to appeal espe-
comedian, award-winning cially to AC radio stations.
Described as a blend of

actress and noted humani- j ; h
tarian Whoopi Goldberg ~daily topics, comedy, listener
GOLDBERG See Page 8

to host a morning drive ra-

Premiere President/COQ Kraig Kitchin (1) and Clear Channel Radio VP/
Programming Sean Compton (r) help Whoopi Goldberg celebrate the
announcement of her new morning radio show.

Gifford Becomes
PD Of KSPN/L.A.

Larry Gifford, most recently
PD of the ESPN
Radio Network
in Bristol, CT, will
assume the pro-
gramming chair

STABC Koo o,
KSPN (ESPN Ra- RS asom
dio 710)/Los An- At the risk of launching into

geles on June 5.
He replaces Ray
Kalusa, who ex-
ited last month.
”We conducted a national
search to find the best and
most talented Sports PD in the
nation to lead our Los Angeles

cliché festival, at the end of
the day it’s all about the mu-
sic, the very lifeblood of ra-
dio. Anyone remember mu-
sic? The reason we got into
the radio and record indus-
tries in the first place? You
know, for the love of the

_& |
Gifford

A sneak preview of what's popping at Pop

Sackheim, Costner 0v-ersee Def Con Il

IDJMG establishes specialized promotlon teom

The Island Def Jam Music Group
has launched a new, specialized
team within its promotion depart-
ment called Def Con II. The unit
will be overseen by ID] Sr. VP /Pro-
motion Rick Sackheim and VP/
Promotion Shawn “Pecas” Costner
and include a full field staff.

Def Con II will work with Urban,
crossover and Rhythmic radio for se-
lected album and single projects and Sackheim
has been designed to give ID] a more concentrated promotional
effort on the artists delivered by its joint ventures, which include

DEF CON Il See Page 8

Costner

Green Elevated To Capitol SVYP/Promo

Capitol Records has upped VP /Promotion Ed Green to Sr. VP/
Promotion. He will relocate from Capitol’s New York offices to
its landmark tower in Hollywood, CA and replace John Boulos,
who is stepping down from his post for personal reasons and will
return to New York to be with his family.

Green joined Capitol in 2001 to serve as co-VP/Pop Promotion
with Tim Burruss and Cindy Levine Baker. He previously worked
as a VP at Columbia and the now-defunct C2 and was also Na-
tional Director/Promotion at Island Records.

GREEN See Page 10

Star/Los Angeles
Names Frugé PD

By Keith Berman

R&R Associate Radio Editor
kberman@radioandrecords.com

Charese Frugé has been
named PD of Clear Channel
Hot AC KYSR
(Star 98.7)/Los
Angeles. She will
take over for Mike
Marino, who has
been program-
ming both Star
and Urban AC
clustermate
KHHT (Hot 92
Jamz) but will
now concentrate solely on Hot.

Frugé has spent the last year

vast and impersonal catch-all
category of the information
age known as "content.” And
that’s a shame.

It was with that in mind
that this year’s CHR special
came to fruition. I wanted to
showcase a representative
cross section of the next wave
of artists who will populate
and power the format through

Frugé

ESPN Radio property, and we
found him in Larry Gifford,”
said KSPN Station Manager
Bob Koontz, to whom Gifford
will report.

“Larry brings to ESPN 710 a
wealth of Sports radio experi-
ence. We couldn’t have found
a more perfect fit for KSPN.”

Before joining the ESPN Radio
Network in 2005 Gifford was
PD of WBNS-AM (The Fan)/

GIFFORD See Page 8

game, to borrow and slightly
bastardize the title of that
lame Kevin Costner baseball
movie.

Sometimes it’s almost too
easy to forget the music.
We're all a lot busier than we
used to be, multitasking is the
order of the day, and many
times music (the lifeblood of
radio, remember) is filed, de-
liberately or not, under that

the year, and I didn’t want it
to be a series of lame rewrites
of badly written artist bios
pumped out by the labels’ PR
departments.

I wanted to get beyond the
hype and — gulp — have ac-
tual conversations with these
artists, who, amazingly enough,
are people too.

See Page 25

as PD of Entercom’s KALC
(Alice 105.9)/Denver and will
exit that post at the end of this
month.

Before joining Alice she spent
five years at KMXB (Mix 94.1)/
Las Vegas and was PD when
she left. She’s also had various
programming and on-air posts
at WEZB (B97) and WLTS
(Magic 101.9) in New Orleans
and at KKBQ (93Q)/Houston.

FRUGE See Page 8




Establish Your Presence
with Roll-a-Sign™

©  Cost-effective and Durable ©
© Perfect for concerts, events and giveaways ©
©  Will beat or match competitor’s pricing® ©

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, 6 mil
plastic film. We can print up to four spot colors of ink per banner. Depending on the con-
figuration of your logo, you can get anywhere from 169 to 340 banners on a 1,000” roll.

It's easy to use ... just roll off the desired length and cut! Indoor or outdoor, 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 specific color separations and size, and we will give you a
free quotation. If you have questions, please contact Roll-a-Sign™ TODAY!

Visit our website today for more information or call to place an order!

www.rollasign.com
1-800-231-6074

Reef Industries, Inc. - 9209 Almeda Genoa Rd. - Houston, TX 77075
Phone 713-507-4200 - Fax 713-507-4295 - email: ri@reefindustries.com

©2004 REEF INDUSTRIES, INC. Roll-a-Sign is a registered trademark of Reef Industries, Inc. *Restrictions apply. Call for details!
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Meltzer To Munuge CBS/Pittshurgh FMs

Jim Meltzer has ac-
cepted the position of VP/
GM for CBS Radio’s three
FM stations in Pittsburgh
Country WDSY (Y108),
Rock WRKZ (93-7 K- |
Rock) and Hot AC WZPT
(Star 100.7).

He joins the company
after having served until
November 2005 as both

Herman, who said, “Jim
is a terrific broadcaster
and a true leader who has
won at every level he’s
ever worked at. We are
extremely pleased to have

we look forward to great

things from him and his

team in Pittsburgh.”
Meltzer joined Clear

Regional VP/Northeast ~ Meltzer  Channel following the
Ohio and Cleveland Market Man-  company’s May 1999 merger with
ager for Clear Channel. Meltzer Jacor Communications. He’s also
starts his new job May 22. been VP/GM of then-Classical

Meltzer reports to CBS Radio
Exec. VP/Eastern Region Scott

MELTZER See Page 10

= =SS

Smulyan Bids To Tuke Emmis Private
Company intends to sell KKFR/Phoenix to Bonneville

By Al Peterson

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

Emmis Communica-
tions announced on Mon-
day that ECC Acquisi- |
tion, an Indiana corpora-
tion wholly owned by &
Emmis Chairman/CEO
and controlling share-
holder Jeff Smulyan, has
made a nonbinding pro-
posal to acquire the out-
standing publicly held shares of
Emmis for $15.25 per share in
cash — a 13.6% premium over the

Smulyan

closing price of Emmis’
class A common stock as
of May 5, the last trad-
| ing day before Smulyan
made the proposal.

The proposal values
the total common equity
of Emmis — including
both class A and class B
common stock — at ap-
proximately $567 mil-
lion and implies an en-
terprise value of approximately
$1.4 billion based on Emmis’

EMMIS See Page 18

Jackson Joins WLUM/Milwaukee As PD

Jacent Jackson has been hired as
PD of Milwaukee Radio Alliance
Alternative WLUM/Milwaukee,
effective May 15. He replaces
Kenny Neumann, who stepped
down in March to host mornings
at Smooth Jazz clustermate WJZI.

Jackson, who will also do an
airshift at WLUM, was formerly
Asst. PD/MD of WKQX (Q101)/
Chicago. Before that he was PD of
KQXR/Boise, ID.

"The addition of Jacent Jackson
now makes complete the final
and most important piece in

building one of the best Alterna-
tive radio properties in the coun-
try,” Milwaukee Radio Alliance
VP/GM Bill Hurwitz said.
"Jacent’s attitude, work ethic,
programming acumen and his-
tory of success in both Boise and

Chicago make him the perfect |

choice to take WLUM to a new
level. I'm confident he will.”
Jackson told R&R, “1 would like
to thank the Milwaukee Radio Al-
liance for an excellent opportunity.
I'm very excited. I look forward

JACKSON See Page 18

him join CBS Radio, and |

Greater Media Classic Rocker WCSX/Detroit recently unveiled its outdoor
campaign, featuring vintage shots of its jocks with some classic rock legends.
The pictures were taken from their airstaff's personal collections. Seen here are
moming co-hosts Lynne Woodison and Jim Johnson with Paul McCartney,
midday jock Karen Savelly with Bob Seger, night guy Steve Kostan and Robert
Plant and aftemoon driver Ken Calvert with Bob Seger and Bruce Springsteen.

RateTheMusic Survey: Consumers Still -
Buy CDs, But Think They Cost Too Much

By Keith Berman

R&R Associate Radio Editor
kberman@radicandrecords.com

RateTheMusic surveyed 1,850
music consumers ages 12-54 over
four days last week, and the re-
sults are in.

While a majority of respondents
thought that physical CDs cost too
much, it’s still the primary way
they get new music — though in
second and third place, and rela-
tively close to each other, are rip-
ping and burning CDs from
friends and relatives and listening
to music online without buying it.

When polled on all the ways
they get new music, 85% said that
they still buy CDs in stores, and

41% also use legal online services |

like the iTunes Music Store.

However, 51% rip and burn
CDs they borrow from friends or
family, 29% download songs off
file-sharing networks, and 43%
listen to online streams without
actually buying the music they
hear.

When narrowed down to the
primary method they get music,

SURVEY See Page 18

By Jetirey Yorke

R&A Wasmt;&ﬁ;ﬂle au Chiel
(vorke@radioandrecords.com

It was just before 9am Satur-
day when Washington Post Fed-
eral Diary columnist Steve Barr
was wrapping up a segment
with WIWP-AM & FM (Wash-
ington Post Radio)/Washington
weekend wakeup anchor David
Burd. During a discussion about
the salaries paid to bureaucrats,
Burd wondered how much a
staff sergeant earns. He got his
answer — live from Iraq.

Burd, a former U.S. Marine
Corps drill instructor, took the
call immediately after the Yam
news. “Michelle” knew the an-
swer to his question, as she was
an E5 staff sergeant calling
from inside Iraq, near the bor-
der with Kuwait. She hap-
pened to be listening to Wash-

You Never Know Who's Listening
U.S. soldier calls Washington Post Radio — from Iraq

ington Post Radio via its web-
site, and Burd was stunned by
the call to the point of near-
speechlessness.

According to the caller, E5s
earn $2,400 a month before
taxes. But with combat pay
and other temporary allow-
ances provided to soldiers
serving in a war zone, a sober-
sounding Michelle said she’s
earning a little over $5,000 a
month. Burd said he was
humbled by the call and asked
for a reality check.

“It’s 66 degrees here in

ashinbtun iust a little after

9am,” he said. “What'’s the
temperature there?”

It was just past 5pm in Iraq,
where, Michelle said, “It's 107
degrees — cooling down now,

LISTENING See Page 10

Cumulus Names
Roberts OM Of
New Atlanta Duo

Programming vet Rob Roberts
has been hired by Cumulus as OM
of the Atlanta duo
the company just
acquired from
Susquehanna: Al-
ternative WNNX
(99X) and CHR/
Pop WWWQ (All
The Hits Q100).
He was most re-
cently Regional
VP/Programming
of Clear Chan-
nel/South Florida, as well as OM
of Clear Channel’s Miami cluster
and PD of that cluster’'s WHYI
(Y100).

“This is a tremendous opportu-
nity at a great radio company,”
Roberts told R&R. “"I'm looking
forward to working with [99X
PD] Leslie Fram and [Q100 PD]
Dylan Sprague, who are true ra-
dio professionals. I chose this job
primarily based on frequency:

ROBERTS See Page 18

CBS/Cincy Ups
Marshall, Evans

Patti Marshall, PD of CBS
Radio’s Hot AC WKRQ (Q102)/
Cincinnati, has added OM du-
ties for Q102 and Alternative
clustermate WAQZ (97.3 Every-
thing Alternative). Marshall is a
15-year market vet and has pro-
grammed Q102 for the past two
years.

Concurrently, WAQZ has
upped Promotions/Marketing
Director Julie Evans to PD. The
PD position has been vacant
since Jeff “Shaggy” Nagel left in
January.

“No one loves and cares about
the product as much as Julie,”

CINCY See Page 10

Roberts

Abramson Rises
To Exec. Director
0f WSJ Radio Net

Nancy Abramson has been
promoted to Exec. Director of the
Wall Street Jour-
nal Radio Net-
work. She has
spent the last
seven years as
Director/ Affili-
ate Relations of
the network and
from 1996 to 1999
was Radio Mar-
keting Manager
of the company’s
“"Work & Family From the Wall
Street Journal.”

Abramson will be responsible
for radio news, affiliate relations
and administration of the net-
work’s features, including “Wall
Street Journal Report,” “Dow Jones
Money Report” and “Barron’s on

ABRAMSON See Pags 18
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First Quarter Is Radio’s Roller-Coaster Ride

Most coﬁunies experience turbulence in Q1 earnings

adio companies experienced an economic roller-coaster

ride during the first quarter of the year, with mostly
Spanish-language operators coming up on top as advertis-
ers grabbed the fast-growing market segment. But some op-
erators also took advantage of raw potential in smaller mar-
kets and saw their bottom lines improve.

CC Sees Q1 Gains

Clear Channel reported revenue
of $1.5 billion in the first quarter of
2006, up 4% from Q1 2005. Net in-
come was $96.8 million (19 cents per
diluted share), compared to $47.9
million (9 cents) a year ago.

Excluding gains from the sale of
some radio stations and the swap of
some outdoor assets, the company
posted a profit of 14 cents a share.
Analysts polled by Thomson First
Call had expected a profit of 13 cents
per share without the asset sales.

Beasley Revenue Dips

Beasley Broadcast Group's reve-
nue fell 5%, to $27.1 million, in Q1.
The large- and midsize-market op-
erator blamed the “current radio
advertising environment” for the
drop. Net income was $1.6 million,
or 7 cents per diluted share, even
with Q1 2005. Station operating in-
come rose 11%, to $7.3 million.

Like many operators, Beasley
continued to repurchase its common
stock in the first quarter, buying ap-
proximately 90,000 shares. It has ap-
proximately $21.3 million remaining
under its current repurchase autho-
rization.

Citadel Sees Record Revenue

Citadel’s record $94 million in Q1
revenue was up 2% from Q1 ‘05. The
increase was principally due to
higher revenue in Boise, ID; Lafay-

AMERICAN MEDIA SERVICES, uic

ette, LA; and Tucson and was par-
tially offset by lower revenue in Col-
orado Springs, Knoxville and Nash-
ville. Citadel reported that Q1 net
revenue was also affected by lower
earnings at the company’s stations
in the New Orleans market as a re-
sult of Hurricane Katrina.

Net income was down to $9.5
million (8 cents per share) from $11.9
million (9 cents) a year ago. Thom-
son Financial analysts had expected
per-share income of 9 cents for the
quarter.

Citadel bought about 3.3 million
shares of its common stock for anag-
gregate amount of $39.9 million dur-
ing the first quarter. Since its stock-
repurchase program began, Citadel
has purchased about 23.1 million
shares of its common stock, or 41%
of its public float, for a total of $307
million.

Disney Income Climbs

Disney posted fiscal Q2 net in-
come of $733 million (37 cents per
share), up from $657 million (31
cents) a year ago. Revenue was up
3%, to $8.03 billion. Thomson Finan-
cial analysts had expected earnings
of 31 cents a share on revenue of
$8.18 billion.

Entercom Revenue Falls

Entercom’s Q1 net revenue de-
creased 3%, to $91.1 million. The

company saw net income of $7.7
million (19 cents per share), com-
pared to $16.2 million (34 cents) in
QI 2005. Analysts polled by Thom-
son Financial expected a profit of 14
cents per share on revenue of $90.5
million.

Entercom recently announced
that it will buy back up to $100 mil-
lion worth of its stock. The compa-
ny repurchased 2.6 million shares
during the first quarter.

Entravision Revenue Up 5%

Spanish-language broadcaster
Entravision reported net revenue of
$59.9 million in the first quarter, up
5% from Q1 2005. Broadcast cash
flow was $19.2 million, up 12%,
while net income increased to $12.1
million (11 cents per share) from a
Q1 2005 loss of $4.4 million (4
cents).

Radio One Revs Rise

Urban-oriented broadcaster Ra-
dio One reported Q1 broadcast rev-
enue of $82.1 million, up 7% from
the same period in 2005. Operating
income fell 22%, to $22.5 million.
Net income dropped to approxi-
mately $2.6 million (3 cents per
share), compared to $9.6 million (9
cents) in Q1 2005.

Regent Beats Expectations

Regent saw Q1 revenue drop 1%,
to $18.5 million, as net income
moved from $386,000 (1 cent per
share) to $64,000 (1 cent). Station
operating expenses rose 3%, to
$14.1 million, during the quarter.
Analysts polled by Thomson Fi-
nancial expected Regent to break
even per share on revenue of $18.1
million.

BROKERAGE & DEVELOPMENT
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Cumulus Completes Susquehanna Radio Merger
umulus Media Partners, the private partnership created by Cu-
mulus Media, Bain Capital, the Blackstone Group and Thomas

H. Lee Partners, has settied on its purchase of Susquehanna

Pfaltzgraff Co.’s radio group in a deal valued at $1.2 billion.

Cumulus Media Pariners now owns and operates 33 radio sta-
tions in eight markets: San Francisco; Dallas; Houston; Atlanta; In-
dianapolis; Cincinnati; Kansas City; and York, PA. Cumulus Media
is the second-largest radio company in the country based on sta-
tion count, owning or operating 345 radio stations in 67 markets.
Cumulus will continue to be headquartered in Atlanta.

“We are excited to begin working with an enormously talented
group of people to maximize the potential of these great assets,”
said Cumulus Media Chairman/CEO Lew Dickey. Dickey will also
serve as Chairman/CEO of Cumulus Media Partners.

Study: Most Radio Listeners Happy With Local Radio

I n a new perceptual study from Bridge Ratings examining the cur-
rent behavior of AM and FM radio listeners, more than 75% of
respondents said they believe their local radio stations provide what
they need in their daily and weekly radio listening. Bridge surveyed
2,500 radio listeners ages 15-64 between April 17 and 24.

The listeners, interviewed by telephone in Boston; Chicago; Dal-

las; San Francisco; Seattle; and Cheyenne, WY, were asked if they
agreed or disagreed with a series of statements related to their ra-
dio- and music-listening habits. When asked if they have spent more
time listening to music on the Internet lately, more than 70% said
they have not. Fifty-four percent agreed with the statement “I'm
spending more time than before with my personal music collection.”

Among the 2,500 respondents, the time spent with traditional ra-
dio was 18.9 hours per week, compared to time spent using the
Internet of 11.9 hours per week and time spent listening to personal
music collections of 5.9 hours. Just 1.2 hours per week were spent
streaming nonradio music options. Intemet radio eamed 1.7 hours
per week, while podcasting attracted just 0.8 hours of time per week
among those surveyed.

“The results of this study suggest that while disparate segments
of the U.S. population using various new media may be spending
slightly less time with traditional radio, the composite impact of these
variances at this time is minimal,” Bridge concluded.

Database Members Feel Closer To Stations, Survey Finds

acobs Media recently conducted an online survey of more than
25,000 members of station databases for Rock, Active Rock,
Classic Rock and Alternative stations and reports that 56% of re-
spondents feel that being a member of an e-mail database gives

them a stronger relationship with the radio station.
Continued on Page 6

cents per share), compared to $2.2

Saga Q1 R D
ga Q1 Revenue Drops million (10 cents) in Q1 2005,

Saga reported that its net operating
revenue decreased 2%, to $31.2 mil-
lion, in the first quarter. The group’s
operating income decreased 16%, to
$4.5 million, while station operating
expense was flat at $24.7 million. Net
income decreased to $1.5 million (7
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Salem Sees Growth
Salem saw net broadcasting rev-
enue jump 4%, to $49.3 million, in
Q1, while total net income in-
creased from $2.4 million (9 cents
EARNINGS Sos Page §




RADIO NEVER
LOOKED SO GOOD

Glenn Beck Comes To Television

infomercial for an
incredible radio program?
- Not quite, but it will certainly appear
a ";_’_ that way when Glenn Beck comes to TW
~ Every evening, current and potential
+ listeners will watch Glenn on TV and
_ get 3 behind-the-scenes look at how
 agres radio program comes together.
sreater awareness for Glenn on television
nears greater listenership for Glenn on your station!

« B30
! "'!‘-',,- gs, 7 days a week

e~

THE GLENN BECK PROGRAM

L_)' 212.445.3922
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All transaction Information provided by
BIA’s MEDIA Access Pro, Chantilly, VA.

Multistate Deal ”

¢ KPCR-AM/Quincy, IL and KRRY-FM/Canton, KHMO-AM/ ‘
Hannibal, KXKX-FM/Knob Noster, KICK-FM/Palmyra and
KSIS-AM & KSDL-FM/Sedalia, MO Undisclosed

Continued from Page 4

Jacobs said, “This is the case for at least half the fans of the various Rock-based formats, as well as
listeners representing each of the age groups and both genders.” Additionally, Jacobs said, “at least half
of satellite radio subscribers concur that membership breeds loyality to terrestrial stations,” something that
is “clearly an edge in an ever-changing media environment.”

Forty-six percent of respondents said they completely trust the station to whose e-mail database they
belong, while 43% said they mostly trust the station. Ten percent weren’t sure, and 1% said they don't
trust the station.

Asked to rate 10 different e-mail offerings on a 1-to-5 scale from least to most valuable, 67% of respon-
dents found the chance to win prizes nonmembers can't win to be a “very valuable” part of belonging to a
station database. Sixty-seven percent rated a chance to win free music downloads as very valuable, while
54% said the same about concert presales, and 49% found concert and event information very valuable.

Thirty-three percent would find a party for club members only to be very valuable, while 32% value the
chance to provide feedback about the station, and 27% find coupons from advertisers very valuable. Re-
minders about programs and features are very valuable to 24%, info on sales from advertisers is valued
highly by 22%, and info on stations and jocks is considered very valuable by 13% of respondents.

Jacobs noted, “One-fourth say there’s high value in receiving information from advertisers about spe-

State-By-State Deals

e WEBJ-AM/Brewton, AL $172,700

* WZEW-FM/Fairhope (Mobile), AL $2.48 million
o KTHS-AM & FM/Berryville, AR $3.5 million

© KRDO-FM/Colorado Springs Undisclosed

* WXEL-FM/West Palm Beach Undisclosed

* WJCP-FM/Austin, IN $850,000

* WCMR-FM/Bruce, MS $200,000

o WPEB-FM/Philadelphia $70,000

* WJES-AM/Saluda, SC $100,000

cial sales and offers for members only, as well as receiving discount coupons that are of interest to them.
Women are especially interested in the client coupons. Both of these elements underscore the potential
that station e-mail databases have for clients and the stations themselves.

“This process requires vigilance to ensure that client offerings are legitimate and of vatue, thus not vio-
lating listener trust levels. And it is also important that stations properly segment their e-mail-club listeners
to ascertain their interests before sending out untargeted coupons en masse.”

Jacobs pointed out that, as an online poll of station-database members, this polf “cannot replicate all
radio listeners, or even Rock radio listeners,” and the results refiect only those who chose to participate.

XM Hit With Class Action Suit

A class action suit has been filed against XM Satellite Radio on behalf of investors who bought XMSR
common shares between July 28, 2005 and Feb. 15, 2006. The suit names XM Satellite Radio Hold-
ings and XM President/CEO Hugh Panero as defendants.

The suit alleges that the defendants violated the Securities & Exchange Act of 1934 by “issuing a se-
ries of materially false and misleading statements to the market during the class period.”

It also claims that the defendants made “misrepresentations and/or omissions regarding XM'’s ability to
reduce the costs of its new subscribers as it reached its goal of 6 million subscribers by year-end 2005."
The suit claims XM spent “extraordinarily large sums of money in the fourth quarter of 2005 in order to
stay on track to achieve its stated goal of 6 million subscribers at year-end.”

The suit, filed Monday in a Washington, DC U.S. District Court, continues, “Despite defendants’ knowl-
edge that XM would be making those huge expenditures in the fourth quarter, defendants failed to dis-
close to the market that XM’s cost of subscriber acquisition would rise to extraordinary levels, leading to
huge increases in XM's net losses, which was in complete reversal of the trends of declining subscriber-
acquisition costs and net losses defendants were reporting and touting throughout the class period.”

The suit also charges that “several key insiders of XM made huge sales of their personal holdings in the
fourth quarter of 2005 before any disclosure of the astronomical increase in XM's subscriber-acquisition costs
and cost per gross addition, taking advantage of the artificial inflation of XM's common stock” Specifically
named is Panero, who, the suit notes, sold 413,334 XM shares on Dec. 6, 2005 at prices ranging between
$28.37 and $28.95 to reap proceeds of $11.8 million. Panero has sold 99% of his holdings in XM.

The class action suit, initiated by Philadelphia-based lawyer Bernard Gross, seeks an unspecified amount
in compensatory damages.

Another law firm, Schatz & Nobel of Hartford, told R&R it is considering filing a civil suit against XM that
would mirror the charges in the suit filed Monday. “We have clients who are interested in filing suit against XM,
lawyer Nancy Kulesa told R&R. The firm has drafted a complaint and is seeking input from XM shareholders.

Radio One Completes Purchase Of WHHL/St. Louis
adio One on Monday closed on its $20 million acquisition of CHR/Rhythmic WHHL (Hot 104)/St. Louis
from Emmis. The station was “New American Standards” WRDA until October 2005. Radio One has
been operating the FM property by way of an LMA since Q4 of last year.

“This acquisition is yet another example of our prudent approach to acquiring radio stations in an un-
certain environment for the industry,” said Radio One President/CEQ Alfred Liggins. “WHHL complements
our other station in St. Louis [Urban AC WFUN] and has already strengthened our competitive position in
this large urban market.”

Radio One, which borrowed $12 million under its bank credit facility to help fund the acquisition, is the
nation’s seventh-largest radio operator, with 71 stations in 22 markets.

Emmis Fails In Bid For MLB’s Nationals

mmis Chairman/CEO Jeff Smulyan formed an investor group that hoped to plop down big money to
buy Major League Baseball's Washington, DC Nationals, but MLB Commissioner Bud Selig announced
last week that Bethesda, MD-based billionaire Theodore Lerner is the new team owner.

Lerner's group of investors, which includes former Secretary of State Colin Powell, is expected to pay
$450 million for the team. Smulyan’s investment group, which inciuded DC resident and Radio One Presi-
dent/CEO Alfred Liggins, was one of three finalists in pursuit of team ownership.

Bear Stearns analyst Victor Miller said of Emmis’ strikeout in the Nationals deal, “We never thought
much of the purchase of a baseball team,” and wondered, “Will Emmis now be a hit with shareholders?”

Miller wrote, “Here’s our thinking on this. If Emmis was willing to put $100 million into a baseball team
that would essentially contribute to higher levels of debt, no reportable EBITDA [Emmis would have owned
40% of the team] and no hope of taking money out of the team, then why would Emmis not be willing to
use the $100 million to immediately repurchase another $100 million in shares?”

In other Emmis news, Banc of America media analyst Jonathan Jacoby warned about Smulyan's offer
to take the group private (see story, Page 3), “If there is no private equity sponsor as a partner, this poten-
tial deal could unravel. We would not buy the stock at the current price of $16.55”

Jacoby noted that Smulyan’s press release announcing the offer did not contain “text indicating that the
company had already lined up financing.”

Jacoby said there is “probably not much room to increase bid price.” He continued, “While in the near
term radio stocks could continue to rally off the belief that many operators might consider going with pri-
vate transactions, we do not believe this is the start of a wave of radio privatizations.”

Continued on Page 10
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PRICE: $77.5 million
TERMS: Asset sale for cash

Smulyan. Phone: 317-266-0100
FREQUENCY: 92.3 MHz
POWER: 100kw at 1,788 feet
FORMAT: CHR/Rhythmic

KKFR signal.

Dollars to Date:

Dollars This Quarter:

Stations Traded This Year:

Stations Traded This Quarter:

© KWEL-AM/Midland (Odessa), TX $370,000
e WDCI-FM/Bridgeport (Clarksburg), WV $715,000

Full transaction listings, posted daily, can be found at

* KKFR-FM/Glendale (Phoenix), AZ

BUYER: Bonneville Internationat, headed by President/CEO Bruce
Reese. Phone: 801-575-7500. it owns 27 other stations, including
KMVP-AM, KTAR-AM & KPKX-FM/Phoenix.

SELLER: Emmis Communications, headed by Chairman/CEO Jeffrey

COMMENT: Bonneville International will discontinue KKFR’s current
format upon acquiring the station. The company has offered the
tormat and “Power” moniker to other operators in the Phoenix
market. Bonneville will initially simulcast News/Talk KTAR on the

2006 DEALS TO DATE

$3,249,638,932
(Last Year: $2,831,603,805)

$153,720,620
(Last Year: $408,352,003)

333
(Last Year: 889)

84
(Last Year: 250)

Earnings
Continued from Page 4

per diluted share) to $2.7 million (11
cents).

SBS Revenue Jumps 6%

Spanish Broadcasting System re-
ported that its Q1 radio revenue
jumped 5.7%, to $37.3 million, as net
income turned from a $2.2 million
loss (3 cents per share) to a $51.1
million gain (71 cents). Analysts
polled by Thomson Financial had
expected SBS to post a loss of 6 cents
per share on revenue of $37.4 mil-
lion.

Univision Enjoys Sharp Q1 Gain

Spanish-language multimedia
company Univision saw Q1 net rev-
enue rise 4%, to $449.8 million, as net
income improved from $44.5 million
(13 cents per diluted share) to $53.9
million (16 cents).

The Los Angeles-based compa-
ny’s radio division saw Q1 revenue

climb 1%, to $72.5 million. Univi-
sion’s music sector, meanwhile,
saw revenue fall 24%, to $47.2 mil-
lion.

WW1 Revenue Dips

Westwood One’s revenue fell
10%, to $120.8 million, in the first
quarter, a drop the syndication
company blamed on adverse mar-
ket conditions. WW1 reported a
first-quarter operating loss of
$140,000, compared to operating
income of $25.8 million in 2005’s
Q1. Net loss for Q1 was $3.5 mil-
lion (4 cents per share), compared
to net income of $13.8 million (15
cents) a year ago.

Westwood One repurchased
750,000 shares of its common stock
for approximately $11 million in the
first quarter. The company also de-
clared a previously authorized cash
dividend of 10 cents per share, pay-
able May 30 to stockholders of
record as of May 19.



Bishop T.D. Jakes, one of the most prominent and
well-respected leaders in the African-American
community, educates and inspires listeners to
live life to the fullest.

Debuts June 5th, 2006
:60 seconds of content with y T
:30-second commercial adjacency

CALL SIB377.5300 FOR MARKET AVAILABILITY

* Feature to be aired ir its entirety two times per day (6am-7pin)

» Stations may rebroadceast the featare with their Al
own local inventory as often as they w sh

* AM marke. exelusivity and FM market exclusivity. / %\

Topic Samples Include:

fnvestment Mother's Day
Jakes not only touches upon financ al irvest- Eixpanding upon the deflinition o “Mother.™ Jakes
ment. but also personal investiment ia your life, encowmages us to celebrate and appreciate
in your loved ones. and in your arcars. any woma 1 who as nurtured aned strengthened us.
Fhe Morning Gull Coust
Jakes encourages listeners to think of each I light of the wragedies on the Gulf Coast,
morning as a clean slate. No matter she pain of Jakes oflars hiope and passaon that better
the previous day. “It's momirg. .. Jays are comirg,

witke up shouting!™

To hear a demo of tais inspiring daily feature, please visit:
www.premiereradio.comr

™ ™

818.377.5300 R R
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Giommarco Official
As WPRO-AM PD

Paul Giammarco has officiall:
been promoted to PD of Citadel
News/Talk WPRO-AM/Provi-
dence. Hired as Exec. Producer of
the station in July 2005, Giammarco
has been serving as interim PD since
the departure of David Bernstein in
October 2005.

Before joining WPRO Giammarco
served as Operations Director of
Rhode Island-based Bristol County
Broadcasting. Before that he was
GM of Anastos Media’s Massachu-
setts radio stations. His broadcast
career also includes a stint as a co-
owner of Rhode Island Broadcast
Group American Independent Ra-
dio.

Giammarco will continue to re-
port to Citadel Broadcasting/Provi-
dence GM Barbara Haynes, who
said, “Paul’s experience, passion
and work ethic are standout charac-
teristics that will help maintain con-
tinued success for us at ‘News/Talk
630, WPRO.”

RR NEWSBREAKERS

Heine, Richard Blade and Stench.

BLACK HORSE, CHERRY TREE & STAR The folks at KYSR (Star
98.7)/Los Angeles crashed the local Hard Rock Cafe this week for a Star
Lounge performance by KT Tunstall. Seen here are (I-r) Virgin Records
Director/Regional Promotion Brien Terranova, Star Asst. PD/MD Deanne
Saffren and Marketing Director Robert Lyles, Tunstall; and Star jocks Jack

| = M

Giammarco said, “As a Rhode Is-
land native, I grew up listening to
WPRO, and I am genuinely humbled
and excited by the opportunity to
guide this heritage station into the
future. WPRO is truly one of the
broadcasting giants in the nation to-

day, and it is an honor to be named
its next program director.

“It's with great anticipation and
respect that I continue to lead and
learn from the exceptional team of
professionals that has been as-
sembled here at News/Talk 630.”

Gifford

Continued from Page 1

Columbus, OH. His resume also in-
cludes stints as Sports Director and
anchor for Fox Sports Radio and as
sports anchor at KXTA (XTRA
Sports 1150)/Los Angeles.

Before becoming a Sports radio

broadcaster, Gifford penned a
weekly sports column for both the
International Press Syndicate and
FoxSports.com from 2000 to 2002.
“[ feel extraordinarily lucky to be
joining the staff of ESPN Radio 710,”
Gifford said. “I'm looking forward
to working with the ESPN team to
entertain, inform and surprise our

L.A. fans. I'll be leading some of the
most talented people in the country,
and we will work hard to put more
points on the board than the other
guys and have a lot of fun doing it.
“On a personal note, I now have
a snow blower and two winter
coats up for auction on eBay!”
— Al Peterson

Goldberg

Continued from Page 1
call-ins, guests and locally pro-
grammed music, the New York-
based program will be syndicated
through Premiere Radio Networks.

“Radio is an area I have always
wanted to play in,” Goldberg said.
“There aren’t many women helm-
ing their own show. I'm thrilled to
add my name to that small list
because I believe that we have

something to add to the morning
groove.”

Calling Goldberg a “natural on
radio,” Clear Channel Radio Presi-
dent/CEO John Hogan said,
“Whoopi is one of those rare artists
whose appeal crosses all demo-
graphics. She makes you laugh,
think, question and celebrate all at
the same time. She’s exactly what
AC radio needs for moming drive.”

Asked what attracted the com-

pany to Goldberg as a moming ra-
dio personality, Clear Channel Radio
VP/Programming Sean Compton
told R&R, "Our research showed
that if we wanted to attract a lot of wo-
men back to AC moming drive, we
needed a big name that brings with
it humor and a big tune-in factor. I
think Whoopi'’s face on a billboard
with your call letters next to it is go-
ing to create a huge tune-in factor
that will draw women to the radio.

Thomas Retums To Tucson As Journal OM

J ournal Broadcast Group has named DarlaThomas OM of its Tucson
cluster, which comprises Sports KFFN, Rhythmic Oldies KGMG, AC
KMXZ and Hot AC KZPT. Thomas was most recently PD of Journal’s
KSRZ/Omaha and succeeds Greg Dunkin, who left last year.

The appointment marks a return to Tucson for Thomas, who once pro-
grammed KZPT. Her 14-year radio career also includes stops at KLSY/
Seattle, where she was MD, and at KSMG/San Antonio.

“My new role will give me a greater opportunity to serve not only listen-

ers, but advertisers as well,” said Thomas. “l am excited about returning
to Tucson. The team Journal Broadcast Group has put together in this
market is making our company a standout leader in radio.”

Cherry Rises To Archway/Greenville, NC OM

ee Cherry has been elevated to OM of Archway Broadcasting’s Green-
] ville, NC cluster and will oversee AC WLGT (98.3 Lite FM), CHR/
Pop WRHT & WRHD (The Hot FM) and Country WWHA & WWNK (94
Hank FM). He will also serve as PD of LiteFM and Hank FM.
‘ Cherry joined the cluster early last year.

Frugée

Continued from Page 1
“Charese clearly has the vision
| needed to lead our new ‘Today’s
; Music Alternative’ direction,” said
KYSR GM Craig Rossi. “She has a
great track record in this genre and
a genuine passion for the great new
pop alternative and pop rock music

coming our way.

“I also want to acknowledge the
valuable contributions of Mike
Marino in overseeing Star 98.7's re-
launch last month. It's been the plan

this year to recruit a dedicated PD
for the station, and Mike has given
his full endorsement to Charese’s
selection. Now he can go back to his
day job down the hall.”

Frugé said, “Programming Star
98.7 is the opportunity of a lifetime.
Thank you to Craig Rossi, [Clear
Channel Sr. VP /Programming, West
Coast] Michael Martin and [Clear
Channel VP/AC Programming] Jim
Ryan for giving me the chance to
make my dream come true. I can't
wait to divein.”

Def Con Il
Continued from Page 1
Disturbing tha Peace, the Russell
Simmons Music Group, Corporate
Thugz and Slip-n-Slide Records.
Def Con II's first project is
Shareefa’s “Need a Boss” on DTP, to

be followed by the lead singles from
upcoming albums by Ludacris and
Bobby V.

Sackheim and Costner report di-
rectly to Island Records President
Steve Bartels.

— Kevin Carter

“She’s right in the core of the
format’s audience and will offer sta-
tions a show that will be not only
funny and entertaining, but also — as
many of our AC stations position them-
selves — safe for the whole family.”

Compton told R&R that a flag-
ship station and charter affiliates for
Goldberg’s morning show will be
announced in early July, but he
hinted that a number of major sta-
tions are already on board.

KOST

Women 18-34 4.3t07.6

Women 35-44 3.21t012.0
Persons 25-54 3.8t05.7

KBIG

Persons 25-34 1.2t0 3.0
Women 25-54 1.8t02.8
Men 18-34 0.3t01.9

withiShavniValentine

Source- Arbitron:
Summer to Fall 2003,
Spring to Summer 2004
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Experience “AfterLife” Now! Listen to a Demo at www.afterlifeshow.com or call 866-288-5552
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Who Should A
Production Directors
Creative Directors
Copywvriters
Imaging Directors
Producers
Voiceover Talents

Co-Sponsored by

"

RAvI0 & RECORDS

YOUR HOST

Dan O°'Day

Educating The
Client/
Overcoming
Objections

Quickstart
Copywriting
Techniques

Critique-A-
Spot-A-Thon

Dan O'Day
presents

end

The 11th Annual
International
Radio Creative
& Production

Summit

I J |

“An absolute
radio reality
check. The
Summit strips
our biz down
to the bones
and feeds me
with the tools
I need to re-
build the
beast.”

— Todd Manley
WGN/Chicago

yy

Los Angeles & August 18 - 19, 2006

P -
SPECIAL GUEST SPEAKERS

Harlan Hogan
The Long Haul:
Advanced
Voiceover
Strategies &
Techniques

Winning an audition is
great. A winning career —
over the long haul —
even better. (Regardless of
whether you're a freelance
voice talent or a full-time
station employee.) Today's
voice actor requires new
skills and new approaches
to the business. Harlan
Hogan will teach you how
to profit and thrive in
“the new world.”

Kristin Oller
Pursuing Your
Dream: Creativity
Without Chaos
With your ideas, abilities
and talents, you know in
your heart you should be
performing at a much
higher, more rewarding
professional level. Career
strategist Knistine Oller
will teach you how to
make strategic, focused,
targeted leaps toward
your goals — propelling
you in the direction you
want for your career and
for your life,

Two extraordinarily full, exhausting,

rewarding days of learning, working, creating,

and recharging your creative batteries!

Dave Foxx
Anatomy Of A
Station Promo

How would you like to be
in the studio with Z-100's
Dave Foxx as he builds a
real station promo in real
time? How about if we
bring the “studio” to the
Summit? Foxx will build
not one but several
promos — using volun-
teer voices from our
Summit attendees — on a
digital wogk station
projected onto a large, in-
room screen. You'll see
and hear every element as
it's put into place...with
Dave’s point-by-point
narration of the entire
process!

Voiceover
Agents And
Casting
Directors
Super Panel
A Who's Who of Holly-
wood agents and casting
directors share their
insiders’ views of exactly
how today’s successful
voiceover pros are landing
agents, getting work,
making money, and
cutting through the
incredibly thick competi-
tive landscape. (Do you
work for a radio station?
Guess what: The tech-
niques that make an
impact on top Hollywood
agents also will make an
impact in your market —
helping your station’s
voice imaging tower
above the competition’s!)

Complete Info & Online Registration: www.danoday.com/summit

DUE TO SPACE LIMITATIONS, ATTENDANCE IS LIMITED TO 100 ATTENDEES.




Survey
Continued from Page 3

the number of CD purchasers
plummeted to 50% and online-
music buyers to 18%. Ripping and
burning is the No. 1 way for 11%
of those polled, 8% prefer to get
music off file-sharing networks,
and 7% listen online without buy-
ing.

When asked about the cost of in-
dividual songs, those polled
seemed to be split pretty evenly:

One-third thought the price was
too high, another third thought it
was about right, and the final third
didn’t buy single tracks.

When asked about full-length
albums, around 60% said they cost
too much, and 40% replied that the
price was about right.

This may have contributed to
the relatively low numbers of
people who frequently buy music
on a physical medium. Some 10%
said they buy CDs once a week,
29% said they pick up CDs about

once a month, and 25% said they
buy once every three months.
Those who responded that they
buy once every six months or once
every nine to 12 months both to-
taled 13%.

Price was also the biggest fac-
tor when consumers decided
where they would buy their CDs,
though other prominent factors
were the ability to purchase
nonmusic products, such as elec-
tronics or clothing; store location;
and selection.

Emmis

Continued from Page 3
outstanding debt and preferred
stock. The transaction would be
implemented through a merger of
Emmis and ECC Acquisition.

In conjunction with the merger,
Smulyan proposes to refinance
certain of Emmis’ outstanding
debt and preferred stock and also
intends to invite members of
Emmis’ management team to join
in the proposed transaction.
Emmis’ board of directors has
formed a special committee of in-
dependent directors to consider
Smulyan'’s proposal.

Following Monday’s announce-
ment, more than 2.3 million
Emmis shares traded in the first 45
minutes after the opening bell on
Wall Street. The share price rock-
eted up more than 23%, to $16.55.

In related news, Bonneville In-
ternational has filed a letter of in-
tent to purchase Emmis’ CHR/
Rhythmic KKFR (Power 92.3)/
Phoenix.

Upon closing of the deal, Bonne-
ville plans to drop KKFR'’s current
CHR/Rhythmic format in favor of
asimulcast of its News /Talk KTAR/
Phoenix, but Bonneville President/
CEO Bruce Reese said on Monday
that the company hopes to move the

current format to another frequency
and operator in the market.

The move by Bonneville to ex-
pand its News/Talk programming
in Phoenix to the FM band follows
similar recent moves by the com-
pany at both WTOP/Washington
and KSL/Salt Lake City. Both sta-
tions have added FM signals as
part of the company’s previously
announced “"News on FM” initia-
tive.

Roberts

Continued from Page 3

Now that I'm at Q100, I can sim-
ply take all of my old Y100 produc-
tion elements, edit out, the Y’ out
and insert a ‘Q.” Done!”

Roberts recently ended his sec-
ond tour of programming duty at

Y100. The first started in 1991, but
he left in 1994 to become PD of
KDMX/Dallas, then moved to
program KXKL/Denver a year
later. He returned to Y100 in 1996,
was upped to Regional PD/South
Florida for Clear Channel in 1998
and was named Miami cluster OM
in 2002.

Abramson
Continued from Page 3

Investments.” Additionally, she’ll
be the executive in charge of pro-

Jackson

Continued from Page 3 ‘
to leading WLUM to future suc-
cess. There’s a lot of potential for
the radio station, and I'm looking
forward to making an impact in
Milwaukee. I'm also looking for-
ward to working on Main Street
and not for Wall Street.”

Green
Continued from Page 1
”I'm excited by this wonderful
opportunity,” Green told R&R. “We
have some great records in play, so
I'm stepping in at the right time.
We're moving forward as a team.”

Listening

Continued from Page 3
but it gets cold at night.” The two |
chatted for a while, and Burd in-
vited the soldier to call back on
May 13.

Bonneville VP/News & Pro-
gramming and National News/
Talk PD Jim Farley told R&R that
while the station, which officially
debuted March 30, has gotten nu-
merous e-mails from soldiers serv-
ing in Iraq, this was the first live
phone call it had received from the
region.

“Most of the staff was just blown
away by the call,” he said. "It was
a magical moment.”
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duction for the network’s two
long-form news programs, The
Wall Street Journal This Morning
and The Wall Street Journal This
Weekend.

Abramson succeeds Paul Bell,
who has been named VP/Partner
Businesses for Dow Jones’ con-
sumer media group and will over-
see WSJ businesses that involve a
strategic relationship or partner-
ship model, including radio.

”Nancy has been a true catalyst

for the growth of the Wall Street
Journal Radio Network,” Bell said.
“I'm delighted that she will be
stepping up to be Exec. Director. I
know she will provide outstand-
ing leadership and will continue to
be a strong advocate for the net-
work as we grow to new heights.”
Before joining WS] Abramson
was Manager/Network Program-
ming for ABC Radio Networks.
She began her broadcast career at
WLIR/Nassau-Suffolk.

Cincy

Continued from Page 3
Marshall told R&R. “I'm so proud
to be doing this job with Julie. She’s
risen through the ranks from intern
toPD injust five years. She’s worked
really hard and deserves it.”

Evans told R&R, “I'm really ex-
cited about the leather couch in
my big new office. Seriously, I
work with a great team here, and
I’'m excited about the future at
97.3.”

Meltzer

Continued from Page 3

WFLN/Philadelphia; Exec. VP/
GM of Rich Communications’
WGR, WGRF, WUFX (now WEDG)

Continued from Page 6

and WWWS-AM in Buffalo; Sr. VP
of Price Communications’ radio di-
vision, which included WKSE &
WWKB/Buffalo; and VP of Mid-
America Media’s radio division.

Meanwhile, Merrill Lynch media analyst Laraine Mancini told inves-
tors, “We are not surprised by the offer to take [Emmis] private since
we expected this following the TV-station sales. Major League Baseball
has awarded the Washington Nationals baseball team to another bid-
der, removing the final roadblock to a leveraged-buyout offer”

But Mancini noted that Smulyan’s Monday-morning offer at $15.25 a
share is well below the “Dutch” offer pitched last year at $19.50 a share,
and investors may seek a higher offer.

At the same time, Mancini changed her “neutral” rating on Emmis to “no
rating.” She said that, because of Smulyan’s bid to take Emmis private, “we
believe EMMS is no longer trading on fundamentals.” She continued, “In-
vestors should no longer rely on our previous estimates or rating."
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Backstage

With Dr. Laura

Hitting the road with ‘America’s Mom’

A s we celebrate Mother’s Day this weekend, it seemed like
£\ agood time to catch up with a woman who is not only one
of the industry’s most successful Talk radio hosts, but also — as
she’s reminded listeners for years — her “kid’s mom.”

But catching up with Dr. Laura Schlessing-
er is never an easy task. When she’s not host-
ing her nationally syndicated radio show, you'll
likely find her behind a keyboard, writing yet
another best-selling book; racing her sailboat on
the waters off Santa Barbara, CA; or on the road
incitiesand towns across America, performing
her new one-woman stage show, Dr. Laura: In
My Never to Be Humble Opinion.

I recently managed to corner Schlessinger
for an early morning chat about her new live
stage show and what it feels like on this Moth-
er’s Day weekend 2006 to be the mom of a kid
who has volunteered to become an American
soldier in these dangerous times.

R&R: How did the idea for your stage show come
about, and what made you want to get out of the
studio and take on the audience in person?

LS: I saw Lily Tomlin’s one-woman show
Searching for Signs of Intelligent Life in the Uni-
verse years ago, and I said, “I want to do that
someday.”

+d seenShakespeare performed orvastage;
and I never felt like I wanted to get up there
and play Ophelia or anything like that, but
somehow when I saw the Lily Tomlin show,
itlita fire that I finally got to fan this past year.

I've wanted to do something like this for a
long time, but I never really knew what form
it would take. In the beginning I hired a top
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Hollywood writer — somebody who used to
write for shows like M.A.S.H. and others.

[ collected topics I wanted to talk about and
commentaries | wanted him to work in, but I
quickly realized that was not the way for me
to go. Getting up there and reciting canned
jokes and lines written by someone else just
wasn’t going to work for me. I'm a person
who likes to go with what strikes me at the
moment, so we scrapped the idea of having a
script.

When I got out there on that stage for the
first show, absolutely no one, including me,
knew what was going to happen. Ijust walked
out and decided that I
would let whatever
happened happen, be-
cause | trust myself to
do that.

I do three hours of
live radio every day. I
don’thave any canned
material, I don’t know
what the next call will
be about, and that’s
how I work. The show
sort of gelled while I was up there on the stage,
and over time, as ['ve gotten more confident,
it has evolved and changed.

R&R: How does it feel to walk out there all alone
vs. turning on a microphone in your studio?

Dr. Laura
Schlessinger

Call Ron Rivlin at 212.735.1147 for complete details

RR NEWS/TALK/SPORTS

AL PETERSON

apeterson@radioandrecords.com
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ON THE ROAD IN THE LONE STAR STATE Seen here backstage following a recent
performance of Dr. Laura: in My Never to Be Humble Opinion are (I-r) KJCE/Austin PD Ryan Schuh and
Take on the Day syndicated personality Dr. Laura Schiessinger.

LS: The first few shows, just before I'd
walk out onstage, I thought my heart was
going to explode in my chest and [ was go-
ing to die right there, with the headlines in
the paper the next day saying "Dr. Laura:
Dead Onstage.”

Even though I talk on the radio to people
every day, when I'm on the air I'm not talking
about me. That's the part that is really different
about it.

At first was worried about doing things in
some kind of order, but then I realized that
doesn't really matter that much. The audience
just wants to have a relationship with me. I re-
alized that, and now when I walk out on that
stage I feel much more comfortable.

R&R: I'm told that you don't ever do the Act
One monologue the same way twice. How do you
decide what the show is going to be about on any
given night?

LS: Whatever happens is what happens,
depending on where my head is that night. It
works because I'm comfortable out there now
and I really want to be there. I enjoy hearing
breath getting sucked in when something dra-
matic happens, and I love when the audience
laughs.

I love being able to take them on this trip

with me. Taking them with me on this jour-
ney through drama and comedy is a wonder-
ful feeling. I enjoy it immensely.

R&R: While millions listen to your radio show,
you are face-to-face with your audience in a the-
ater. How does that feel?

LS: Whether I'm on the air or on the stage,
to me it’s all the same. [ don't really even see
the people in the first two rows. I know they’re
there, and if I look hard, I can see their faces,
depending on the lights, but they’re not spe-
cifically who I am talking to.

For 30 years on the radio I have talked to
the people who are in my head, and I try to
do the same thing onstage. I learned early in
my career that you have to be focused some-
where else because the audience is everybody,
somebody and nobody all at once.

When I'm onstage I know there are a cou-
ple of thousand people out there, but I don’t
see them as a couple of thousand people [ have
to entertain. I just know they’re out there, I'm
up here, and we're going to dance together for
the next couple of hours.

R&R: At the show | attended I think most peo-
ple were surprised when you walked out barefoot
in pink sweats.

LS: Nobody knew I was going to do that,
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but I told them that for the first act I planned
to come out looking a bit more like I typically
look in the moming, but just a little bit spiffi-
er because I'm onstage, after all.

The first act is sort of a peek at a typical day
of me getting ready for the show, and I gener-
ally don’t wear shoes around the house. I get
abit more dressed up for the second act, when
I come out to take questions from the audi-
ence.

R&R: To be honest, I was actually sort of sur-
prised at how funny you are onstage. Do you hear
that a lot?

LS: Yes, but what's really interesting to me
is that if you listen to my show, I can be pretty
funny there too. I guess maybe people are so
into the intensity of the topics of most of the
callers and the dialogue that they don’t hear
that.

When I'm on the air the humor is a bit more
British in style, I guess — a bit more dry —
but it’s there. Onstage, what you see is the
entire me — upset, happy, funny, serious.
Anyone who goes to my show will know who
I am whenit's over.

R&R: Did your newest book, Bad Childhood,
Good Life, have any influence on the content of
the stage show?

LS: The last chapter, where I talk about my-
self, did. I probably get more criticism and fu-
rious reaction than even the most conserva-
tive talk show host, and the reason for that is
because a politically conservative talk show
host talks about politics. They're arguing
about Bush or the war or something like that.
I, on the other hand, talk about how people
live their lives.

So when T hit on something that makes peo-
ple defensive, they do what most people do
when they get defensive. They don’t necessar-
ily look at the truth in themselves. Instead,
they attack, and they attack personally, which
is why I think I have often been attacked in
ways that are off the charts.

What I talk about is so personal to people
that it tends to get a more personal reaction,
and because of that I have always been very
careful over the years about not being too open
and allowing myself to be vulnerable to those
attacks. I never wanted to put all that blood
in the water.

But now I am at a point in my life and my
career where, frankly, my dear, I don’t give a
damn, and that’s a really healthy place to be.

So when I wrote that last chapter I sort of let
it all spill out.

Actually, in the first couple of stage shows
we did I went into even more of the personal
pain I wrote about in that chapter because I'm
OK with it all now.

Writing that chapter and talking about it
onstage really helped me get over the whole
“blood in the water” thing. At this point in my
life I have been done by the best, so I've be-
come sort of immune to it.

R&R: I heard audible gasps from the audience
at certain points in your stage show. Are listeners
surprised to hear about where you come from per-
sonally?

LS: Yes, because everyone has a fantasy
about what someone in the public eye is real-
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“Onstage. what you

see is the entire me
— upset, happy,
funny, serious. Anyone
who goes to my show
will know who | am
when it’s over.”
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ly like. They figure that if you're successful,
healthy, doing well and are reasonably not
ugly, you must have a charmed life.

That'’s a lot of what’s been written and said
about me — things like “She has a hell of a
nerve to talk about this or that because she’s
rich and successful and leads a charmed life.”

So people are surprised when I talk about
when 1 didn't have enough money to buy my
kid a second pair of shoes or to hear that I've
experienced personal pain. But that's all part
of why I can be helpful, because I have hon-
estly been there and done that. When I talk
about not surrendering to the negatives in
your life, I can give lessons in that.

R&R: Let’s talk a bit about the radio show. Fol-
lowing 9/11 a number of stations felt the show no

RR NEWS/TALK/SPORTS

longer fit, but it seems that in recent months that
philosophy is changing. Do you sense that too?

LS: The downturn came when stations felt
that the only thing they could talk about all
day was the current news, with similar-sound-
ing hosts. That was somewhat shortsighted,
because no matter what happens anywhere in
the world, people still have their everyday
lives to deal with. That doesn't suddenly go
away.

Everyone has family, a job, their problems
and a life to deal with — that can't be neglect-
ed. People don't stop thinking and working
or making babies or getting married and hav-
ing problems with their in-laws. Ethical and
moral issues don’t suddenly go away because
everyone on the radio is talking about Bush
and the war all the time.

What many are seeing now is that my au-
dience didn’t ever go away, because people
need to talk about morals, ethics, principles,
values and families. And that is even more
important when we're living in times that are
more stressful than normal.

R&R: Speaking of stressful times, your son re-
cently enlisted in the military. Has being a mili-
tary mom altered your perspective on how the me-
dia reports on the war?

LS: It's certainly made it more personal. I'm
now not only “my kid’s mom,” I'm also “the
proud mother of an American soldier.”

I've always had great respect for our mili-
tary, and I get aggravated at the ignorance and
flip attitude a lot of people on the radio have
when they talk about this topic because, frank-
ly, I don't think a lot of them have any notion
of what it’s really all about.

My show airs on American Forces Radio,
and so I do hear from military leaders in Af-
ghanistan and Iraq and elsewhere. They are
very frustrated by what they hear reported by
alot of the news media. They’ve built churches
and mosques and reopened schools and hos-
pitals.

There are so many good things happening
in Iraq that you do not ever see or hear about
on the news. I used to think that it was only
under a fascist government that the media
didn’t give you the whole story, but I've
learned that it's true right here in America. I
hear the other side, and it's not being told.

I get enraged when I hear things like we
don’t have enough body armor or that we're
not taking care of our military men and wom-
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“/If anyone within
earshot of me were
to say anything nasty
about the kids
purtting their lives on
the line for us, |
would be so in their
face I'd be right up
their nostrils.”
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en in every way we should. I take it personal-
ly. After all, my baby is there. And every day
my husband and I know that today is the day
that some parents, somewhere, are extremely
sad because their baby isn’t coming home.

I have a tremendous tender heart and a tre-
mendous sense of protectiveness toward our
military. If anyone within earshot of me were
to say anything nasty about the kids putting
their lives on the line for us, I would be so in
their face I'd be right up their nostrils.

R&R: What's next for you?

LS: I'm working on a new book called The
Proper Care and Feeding of a Marriage, and I'm
getting a bigger racing boat — a 48-footer with
a crew of 15. How nutty is that? Everyone is
already laughing because I'm 5’ 3" and the
steering wheel on the boat is about 5' 1".

I've been asked to do some USO work, so
we're working on that. And when my son gets
out of the military in five years — assuming
he doesn’t re-up, which he might —he and I
will start some kind of business together. He’s
got a great business head, something I don't
have, so we'll probably do something, I just
don’t know what yet.

R&R: So no thoughts about retiring?

LS: No. There will only be death, there
won’t be any retiring. Death will be my retire-
ment.
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The drama and exciting play-by-play of the Indianapolis 500 will sound
better than ever this year to those who have HD receivers and reside in
the Chicago area.

That's because “The Greatest Spectacle in
Racing" will, for the first time, be available
to radio listeners via an HD Radio multicast,
on WUSN (US99.5)/Chicago’s HD2 channel.

Coverage of the 90th annual Indy 500
starts at noon on May 28. Indianapolis Mo- N
tor Speedway Radio Network's reporting of S
the race will be the first motor-sports cover-
age to be broadcast in HD Radio.

WUSN-FM was the first commercially licen-
sed station in the U.S. to program a fully independent HD2 station. The CBS Radio
Country station launched WUSN HD2 as “Chicago’s Future Country” in May 2005.

CBS Radio Director/Digital Programming and WUSN VP/GM Dave Robbins said,
“The broadcast of live motorsports events via HD multicast is just one of a myriad
of programming opportunities that will provide even greater choice for radio listen-
ers in the years to come. Motorsports is a perfect fit for the enhanced sound quali-

The 20 Deadly Sales Sins
0f A Sports Talk Seller

Honest observations from a Dallas market manager

-—

n mid-March, Susquehanna Radio Corp. (now Cumulus Me-

dia Partners)/Dallas VP/Market Manager Dan Bennett put to-
gether a presentation for Rick Scott’s Sports Radio Conference
2006 that resonated with many in attendance, including R&R
News/Talk/Sports Editor Al Peterson.

you know it’s a bad location.
“Don't just take your client’s mon-
ey when you know they are loca-
tion-challenged. This, too, will blow
up on you.”

5. You sell an area you know is

On Al's recommendation, I gave
Bennett a call. I promptly received
a 20-page PowerPoint presentation
that's deceptively simple yet drills (&
home many important points.

Clip And Save

Take out a pair of scissors and
clip out the following 20 “deadly
sales-sins”-and-Bennett's com-
ments. Bennett's a good person to
be getting this information from: Among the
stations he oversees is Sports KTCK (1310 The
Ticket)/Dallas, which had estimated billing of
$23.8 million in 2004, according to BIAfn.

1. After you get a promotion approved by
the programming department, you change it
but don’t tell anyone. “This makes it look like
you scammed the PD and the promotions di-
rector.”

2. You allow a client to use bad copy and
don’tsay anything, “If this spot doesn’t work,
it will be your fault. Speak up before it hits the
air.”

3. You sit on a billing account list and don't
prospect for new business. “Most stations
have 22% to 35% attrition every year. You're
headed for a fall if you dont prospect.”

4. Yousell a location fora live remote when

Dan Bennett

not in your hot ZIP areas. “Again,
are you just taking their money, or
are you trying to get them results?”

6. You spend your efforts sell-
ing, but then you give the produc-
tion director a newspaper ad and say, “Make
a:60!” “No time spent on copy will mean no
results.”

7. You allow a clientto dolive call-ins live.
“You know this will go two minutes or long-
er. Once you allow this, they are hooked on
the drug of a three-minute spot. The PD will
kill you for this.”

8. You don’t thank your air talent fora good
book. “They think you make too much any-
way, so why be arrogant? Thank them.”

9. You hotline air talent, about anything,
when they are on the air. “This is the PD’s job.
If you do this, you’re a dead rep and youdon't
getit”

10. You don’t use resources like Mapmak-
er, Media Audit or Scarborough. “These
things cost money and they can help you, so
use them.”

ty provided by HD Radio, and it all comes free for the listener.”

11. You talk badly about an air talent to
anyone. “Eventually, they will find out. After
that, you're as good as over with them. If you
have a gripe, talk to the PD.”

12. You don’t go beyond the agency to
know who the real client is. “You're not an
order taker. Your job is to know the real client
and know what his or her needs are.”

13. You never have your GM or sales man-
ager write your clients a thank-you note. “A
GM title means a lot to the client. Have your
GM write a thank-you note for all placed busi-
ness.”

14. You don't use spec spots. “Spec spots
still work. You should use them.”

15. You don't practice your sales presenta-
tions. “Even Michael Jordan practiced. Why
don’t you? Wow pieces from marketing can
set you apart, and great presentation skills still
count.”

16. You don't take air talent, the PD or the
GM/market manageron sales calls. “They are
the product. Use them.”

17. You drink alcohol at an event at which
you are the rep. “Big mistake. Once you drink
too much in front of a client, your credibility
is shot.”

18. You don't return your clients’ calls im-
mediately, and you're not constantly check-
ing your e-mail or voice mail. “This sends the
message that you don't care. Nothing loses a
client quicker than no response.”

19. You don't take the time to educate fe-
male buyers about what the format is really
about and the qualitative it has. “Some buy-
ers think a Sports radio listener lives in his
parents’ basement and watches games all
weekend while eating Cheetos and drinking
beer. Educate them.”

20. You want to work just 40 hours a week

I

Hosted by
Redbeard

what program directors are saying...

“Having REDBEARD and IN THE STUDIO back on 96 Rock has been great! The passion, the stories, and the music...IN
THE STUDIO brings them all back to your station every week.” — Buzz Casey, PD WKLS-FM Atlanta

* *
“IN THE STUDIO is one of the best programs I ever found to enhance our station brand. The show features the best of the
best and showcases the music which has stood the test of time...taking my listeners IN THE STUDIO for in-depth insight
into rock’s greatest legends.” — Jeff Carrol, OM KLBJ-FM Austin

* *

“In the classic rock battle in Dallas-Ft. Worth, IN THE STUDIO with REDBEARD enables us to OWN the classic rock
image with in-depth exclusive superstar interviews, rare tracks and timeless classic rock anniversary events. [ can’t think of a
better music based TSL and cume tool.” — Duane Doherty, PD KZPS-FM Dallas-Ft. Worth

* *
“IN THE STUDIO has become a valuable tool in our battle to retain ownership of the classick rock image...Not to mention
helping us achieve the #1 position with persons 25-54 in the fall book!"” — Buddy Wiley, PD KRXO-FM Oklahoma City

Just added WHCN/Hartford, WH]Y|Providence

* * * *

* * * *

* * * *

THE STORIES BEHIND HISTORY’S GREATEST ROCK ALBUMS, TOLD BY THE SUPERSTARS WHO MADE THEM

A weekly one-hour interview/music special. Affiliate Sales Cari Gelber cgelber@radioKGB.com (917)733-3154.
Radio KGB i1s Kahn Goldman Broadeasting L1

Larry Kahn, President Ikahn@radioKGB.com (917)693-13¢

w
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and won’t work a minute more. "It takes a
good 10 to 12 hours a day to be a really effec-
tive rep. If you want a 40-hour week, go work
for the government.”

On The Same Team

Bennett says the list is based on his observa-
tions during his years as a manager. “I've seen
sales organizations do right or wrong,” he says.
“Itend to not usually write negative things, but
Rick Scott called and asked if I could put some-
thing together, and I agreed to.”

The points Bennett makes aren’t in any par-
ticular order. “It's a random order of things
as they came into my head,” he says. "I just
wrote them down that way. It’s not that No. 1
is necessarily more important than the other
points.”

But when asked to review the list, Bennett
says he believes point No. 1 — changing a pro-
motion that's already been approved by the
programming department without telling any-
one that the change was made — causes the
most problems internally for a radio station.

Why does that happen so often? “The rep
gets something approved, but then the client
changes it,” Bennett says. “Then the rep has
agreed to something that has not been ap-
proved. This causes distrust between sales and
programming.

“What we really try to do here is get peo-
ple on the same page and get sales and pro-
gramming together on the same team. One of
the things I think makes us get along so well
is that our people trust each other and they
do not feel deceived.”

Caress The Air Talent

Another thing Bennett feels strongly about
involves point No. 8: the need for the sales
department to make what he calls “emotion-
al deposits” with the on-air talent.

”We really need to overcome the tradition-
al divisions of sales and programming and air
talent here,” he says. “You know as well as |
do that many sales departments, when they
have a bad book, throw the programming
department under the bus. We don’t do that
here.”

Additionally, Bennett strongly encourages
The Ticket's air talent to go on sales calls. The
same goes for the GM and for Bennett him-
self, as Market Manager. “Many of our clients
are fans of the station, and they really enjoy
meeting the air talent,” he says.

“I'm a strong believer that the GM or mar-
ket manager needs to go out there and make
sales calls. I personally hand-write 15 to 20

“Many sales
departments, when they
have a bad book, throw
the programming
department under the
bus. We don’t do

that here.”

notes per week thanking clients for their busi-
ness. | say that | really appreciated their busi-
ness and that we're all going to be working hard
to make sure they get results. I've gotten thank-
you notes for the thank-you note.”

Meanwhile, bringing along the air talent
helps forge a closer, more personal relation-
ship with the client when live endorsements
are involved, Bennett says.

On another topic, Bennett holds the philos-
ophy that if you fish where the fish are, you
have a better chance of success. Therefore, if
you’re a station that airs a niche format like
Sports, selling an area that’s not in your sta-
tion’s hot ZIPs isn’t a very good idea.

”In general, Sports stations are more target-
ed and more geographically focused than our
Country station, KPLX (The Wolf), where we
have hot ZIPs everywhere,” Bennett says. “It's
not that you wouldn’t sell a client that wasn’t
in your hot ZIPs, but we encourage reps to
prospect in the hot ZIP area because we think
we'll get the best results for the client there.”

Care For The Client

Speculative spots have become a thing of
the past in many radio groups, but Bennett
suggests that sales teams revisit the practice.
He says, " After having your first meeting with
the client, where you find out about their busi-
ness, go back and produce a spot.

“Then schedule another meeting where you
come in and say, ‘Here is what your commer-
cial will sound like if it runs on The Ticket,’
and play a tape for them. It’s a very old sales
tool that I think still works and sells the best.
Butalot of sellers don’t do that because it takes
a lot of work and planning.”

Finally, putting clients of all sizes on an
equal plane is something that takes effort on
several levels. Retuming client calls in a timely

£ 3 ‘

TWIN CITIES GMs GATHER FOR FOOD & FANFARE The Twin Cities Media Network
recently held its annual General Manager's Luncheon, which offered an informative and fun panel
discussion dealing with the challenges and opportunities facing local radio and TV. Minneapolis Star
Tribune reporter Deborah Rybak moderated the panel while more than 200 local broadcast and ad-
agency personnel enjoyed the event. Pictured here at the luncheon are (I-r) KSTP-FM/Minneapolis GM
Dave Bestler; KTTB-FM/Minneapolis GM Steve Woodbury; ABC Radio/Minneapolis GM Marc Kalman;

and Dave Baker, GM of cable-advertising sales agency Twin Cities Interconnect.

some states — sexual orientation.

ing harassment at your stations:

. fact, intent usually does not matter.

manner and checking your e-mail and voice
mail regularly are a large part of keeping the
client satisfied.

“Point No. 18 is especially important with
clients that are spending money with you,”
Bennett says. “Nowadays, with spam filters,
you could get an e-mail from a client and not
know it. We've had a few misunderstandings
with people on that one.

Management Hotline

Here’s a note directed specifically to managers: Main-
tain zero tolerance for harassment.

Harassment becomes unlawful when it is based on, or direct-
ed at, an individual’s status as a member of a protected cate-
gory. Protected categories include, but are not limited to, gen-
der, race, religion, physical or mental disabilities, age or — in

The following are important points to keep in mind regard-
q ¢ Unlawful harassment does not have to be intentional. In

'7 * What is offensive conduct should be judged from the perspective of the rea-
! sonable recipient or observer of the offensive contact.
' * Employees should know that their jobs will not be affected by retaliation for
lawfully reporting harassment or for filing any claims.
* Your harassment policy should be communicated early and often, and regu-
lar training should be conducted as well.
* When any claim is filed, it requires a serious internal response. Your broad-
cast group has a legal obligation to promptly investigate all claims.

Radio sales and management consultant Irwin Pollack consults broadcast
groups, market clusters and individual stations. He can be reached at 888-RA-
DIO-50 or via his website, www.irwinpollack.com.

By Irwin Pollack

Irwin Pollack

"You've always got to give good service to
all of your clients. How you grow your busi-
ness is by getting your best clients to spend
more. That's why treating everybody with the
same level of service is important.

"The small, entry-level client today could
be your biggest client tomorrow. The idea is
to grow the amount of business from each of
your clients.”

Ellis to VP/Marketing Partnerships.

ney stations across the U.S.

Radio Disney.

was an AE at internet Broadcasting.

Salespeople On The Move

» Rich Baum has risen to EVP/Sales at United Stations Radio Networks. Baum is |
an 11-year USRN veteran and most recently served as SVP/Midwest, Western and
Southern Sales. He'll remain based in Chicago. ‘

Concurrently, USRN has promoted Chicago-based Manager/Midwest Sales Dan
Weisenberg to VP/Midwest Sales and Dailas-based Manager/Southern Sales Rob

» Shannon Brown is elevated from GSM to Director/Sales for Clear Channel Ra-
dio’s WLBY, WQKL, WTKA & WWWW/Ann Arbor, M|, reporting to GM Bob Bolak.
» Brian Candee rises from AE to VP/Sales at Interep’s D&R Radio.

Furthermore, Susan Moore has been elevated from Director/Sales Support to VP/ ‘
Sales Support and will continue to work in USRN's New York headquarters. Lastly,
Jeremy Park joins USRN as a Los Angeles-based AE. He’s worked in ad sales at KMPC
(1540 The Ticket)/L.A., among previous jobs. |

» Drew Rashbaum is promoted to VP/Sales & Marketing at Radio Disney. Rash-
baum joined Radio Disney as Regional Director for the Southeast region in 2000
and in his new role will oversee the sales and marketing efforts of all 42 Radio Dis-

The longtime Tampa-area executive cut his teeth at WHVE/Sarasota, which now
targets the nearby Tampa market as WHPT. He later managed stations for Clear Chan-
nel and Entercom and spent several years at Infinity’s Tampa cluster before joining |

» Jared Hand becomes VP/Director of Sales for Clear Channel Online Music & Ra-
dio. He joins from Maxim Online, where he was East Coast Ad Director. At the same
time, Dan Frisbie and Vincent Lambino are named Sr. AEs for Clear Channel Online
Music & Radio. Frisbie was most recently Sales Manager at Performics, while Lambino
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The Perform Act

Explained

What's this controversial bill all about?

Sens. Dianne Feinstein, Lindsey Graham and Bill Frist
recently introduced the “Platform Equality and Remedies
for Rights Holders in Music Act of 2006,” also known as the
Perform Act. If it passes in anything like its present form, the
Perform Act will mean some changes to the way digital broad-
casters, including satellite radio companies, operate.

It's a complex bill, so I asked attorney
Robert Schwartz of the Washington, DC
firm Constantine Cannon to help make
sense of it all.

Fair Market Value

Sirius and XM both broadcast under
the compulsory license mandated by the
Digital Millennium Copyright Act, and
both follow certain restrictions to remain
eligible for the license.

“One of the controversial areas of the
bill is that it would change how the com-
pulsory license is calculated,” Schwartz
said. That is, it would change the stan-
dard by which royalties are calculated
from a "willing buyer, willing seller” stan-
dard to “fair market value.”

Schwartz continued, ”Also, if this bill
passes, Sirius and XM could lose their
statutory licenses if they put on the mar-
ket devices that let users find particular
recorded songs and control the order in
which the songs are played back.

“They would lose the benefit of the
compulsory license entirely if the con-
sumer has that flexibility. They would
have to go out and negotiate for the right
to simply play the songs in the first place,
which would dramatically shrink the
number of songs and artists that they
could offer to their subscribers.

”It's my understanding that the satel-
lite radio companies don’t consider that
viable.”

But, I wondered, wasn’t that what the
compulsory license was supposed to pro-
tect them against? “Yes,” Schwartz said.
”So, basically, it would mean that they
could either not offer a device that pro-
vides for recording, or they could only
offer a device that is basically locked to
selecting a channel and playing back
whatever is on that channel from wher-
ever you start the playback.

“People couldn’t do what they are ac-
customed to doing with devices nowa-
days, which is to see what songs are on
them and play back the ones they want
and delete the ones they don’t want.”

What About HD Radio?

What are the implications of the bill for
broadcast and HD Radio? “I think impli-
cations is the right word,” Schwartz said.
“The legislation is not written to affect
them, but this regulatory and legislative
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controversy started with the recording
industry a couple of years ago approach-
ing the FCC and asking for these and pos-
sibly some other restrictions to be im-
posed on HD Radio.

“The answer from us and a number of
other groups was, aside from this being
abad idea, that the FCC did not have the
jurisdiction to do this. It may be that the
current focus on satellite radio is related
to the fact that the satellite radio perfor-
mance licenses are up for renewal.”

The bill would require digital broad-
casters — both satcasters and webcasters
— to use "“technology that is reasonably
available, technologically feasible and
economically reasonable” to prevent the
making of copies “except for reasonable
recording as defined in this subsection.”
So what’s a “reasonable recording”?

““If ’'m being charged as if
it’s a download every time |
listen to a song, or even if
I record it for a while, it’s a
tax. ”

A reasonable recording is a recording
based on “specific programs, time peri-
ods or channels as selected by or for the
user,” but not a recording based on “spe-
cific sound recordings, albums or artists.”

A reasonable recording could not be
split up into songs or other component
parts for playback in a “manipulated se-
quence,” nor could it be redistributed,
except by a “secure in-home network.”

Schwartz said, “The initial version of
the bill, before it was introduced, had a
provision that ruled out ‘transmissions,’
which could have been interpreted as
transmissions even inside the home.

”As introduced, it has an exception to
that provision for transmissions via a ‘se-
cure in-home network,” but one that im-
poses similar restrictions on other devic-
es in the network. In other words, if you
used your stereo system to play back
some of these songs, your network would
have to impose the same constraints on
playing back on a per-song basis.

KX TECHNOLOGY

BRIDA CONNOLLY

bconnolly@radioandrecords.com

“What we've said is that this bill would
severely impair in-home use. But, certain-
ly, if you're going to put these restrictions
ona service that is already paying two dif-
ferent royalty streams, one for the perfor-
mance rights and one under the Audio
Home Recording Act, it would certainly
seem to suggest an intention to provide the
same controls over devices [such as home
stereos] that are not contributing royalties
in either of those ways.”

Manual Recording

The bill says, “Nothing in this para-
graph shall prevent a consumer from
engaging in non-automated manual re-
cording and playback in a manner that is
not an infringement of copyright.” What,
exactly, does that mean?

“They mean a couple of things here,”
Schwartz said. “One is that you do have
a right — well, it’s not that you have a
right, but this particular provision is not
aimed at preventing you from hitting the
recording button at all or hitting the play-
back button at all.

”Manual recording is certainly not a de-
fined term that I'm familiar with from any
standards bodies or any legislation or any
regulation.

“But what'’s more extraordinary is the
rest of it that says ‘in a manner that is not
an infringement of copyright,” which sug-
gests that if it is an infringement of copy-
right, this legislation would make it ille-
gal.

“The problem with that is that the Au-
dio Home Recording Act, under which
the makers of these devices pay royalties,
has an immunity from suit. That’s not a
statement that the activity is legal. The
Audio Home Recording Act doesn’t pur-
port to decide what’s legal and what isn’t
legal.

“It just says ‘Here are the devices we
cover. Here is the sort of recording that
we are purporting to not interfere with,
and therefore you're paying royalties’ —
the maker of the devices is paying royal-
ties — ‘and therefore, since you are pay-
ing the royalties, we shall not be able to
file a copyright suit against the activities.’

“So, while leaving the royalties in place,
this language at least suggests that it
would be finding another way to find
people in violation of the law for activity
that you can’t sue for under the Audio
Home Recording Act.

“I know this is pretty complicated, but
our view is that the recording industry,
and the music industry as a whole, is ap-
proaching this as folks who cannot take
yes for an answer.”

What About The AHRA?

Schwartz continued, “The labels were
concerned in the late 1980s about digital
audio tape recorders, so they said, Let’s
do a bill about digital audio tape record-
ers,’ and we worked with them at the time
to do that.

“Then it appeared there’d be other
types of digital recorders, so they with-
drew support for that bill, and negotia-
tions broke down. They came back to the
table and said, 'Let’s do a more compre-
hensive bill, and we’ll call it the “Audio
Home Recording Act.””

” After another couple of years of work,
in 1992, that legislation was enacted, and

“Our view is that the
recording industry, and the
music industry as a whole,
is approaching this as
folks who cannot take yes
for an answer.”

itwas supposed to be forward-looking to
the fact that there were going to be these
digital devices.

“The expectation was that consumers
would be able to make a copy, they just

ought not to be able to make copies of —

copies. This was before the Internet, and
this was before other things for them to
worry about. But the restrictions are there.

“What the private-sector parties who
came to Congress willingly with thisidea
were not willing to do on either side was
try to determine under the law what is
infringement and what isn’t infringement
and what’s a fair use by a consumer and
what'’s not a fair use by a consumer. That,
they said, we will leave to the courts.

”As an inducement for the consumer-
electronics industry and public-interest
groups to work with them and support
the legislation, part of the package was an
immunity of suit for consumers.

“The recording industry would not
have agreed to a statement that home re-
cording under certain circumstances is
legal, but they were willing to agree to
one that says that certain suits on copy-
right grounds could not be brought
against consumers or against devices that
complied with the Audio Home Record-
ing Act.

“The concern over this language is that
it at least suggests that, under this bill, one
still might be liable. It’s forgetting about
the AHRA in two senses: that people are
paying device royalties for these products
and, second, that there was an immunity
from suit there.”

A Tax On Radio Users

CEA President/CEO Gary Shapiro said
this bill would impose a “tax” on satel-
lite radio users. Schwartz said, “The idea
that is being promulgated on behalf of the
legislation is that there’s no difference
between a download of a particular song
that I see on a music service and the ca-
pabilities that these devices enable —
which is to not know what’s coming, to
not be able to request anything from the
service, but to be able to keep it on this
device so long as you have room for it on
the device and so long as you're a sub-
scriber to the service.

“In our view, there’s a very, very large
difference. I might use this device toiden-
tify music that I want to keep in some
more flexible and permanent manner,
since ] also can’t burn [copies made on the
device] to anything else and I can’t trans-
fer any music out of this device.

“Yet if I'm being charged as if it’s a
download every time I listen to a song,
oreven if I record it for a while, it’s a tax.”



CumuSusquelus
Didn’t Exactly Flow

Ie Cumulus/Susquehanna deal closed with a loud bang
this week, and with it came the parade of casualties. KRBE/
Houston VP/GM Mark Shecterle, who worked his way up
through the ranks from the promotions department, exits af-
ter 18 years. He can be reached at 281-992-1880 (home),
713-501-6353 (cell) or mshecterle@houston.rr.com.

Among the 21 folks departing Susquehanna’s Dallas clus-
ter are company Sr. VP/GM, Group Operations Dan
Halyburton; KPLX (The Wolf) VP/GM Lon Bason; KDBN
(93.3 The Bone) moming team Humble Billy Hayes and
Donovan; and several people in accounting, traffic and other
back-office departments. Susquehanna/Dallas VP/Market

Manager Dan Bennett remains in command for Cumulus.

In Atlanta, Susquehanna’s WNNX (99X) and WWWQ
(Q100) are 16 people lighter between them — and one per-
son heavier: Rob Roberts joins as OM (see Page 3). Among
the missing are longtime 99X VP/GM Mark Renier; 99X MD
Jay Harren; Q100 Asst. PD/MD Thomas Crone; Q100 af-
ternoon co-host Jamie Massey; Programming Assistant Traci
McPherson; and assorted back-office folks in sales, promo-
tions, Internet, engineering, etc. Harren can be reached at
404-725-5168 or harrenjs@comcast.net.

Like NYC With Palm Trees

With WHYI (Y100)/Miami morning legend Footy leaving
last week after an amazing 32 years, the Clear Channel brain
trust wasted little time in finding a suitably high-profile re-
placement: Say hello to WHTZ (Z100)/New York’s own Elvis
Duran & The Z Morning Zoo, who will now be shared with
South Florida listeners, many of them New York transplants. |
In a memo to the Y100 staff, Clear Channel Sr. VP/Program- |
ming Tom Poleman explains the logic behind this unique ar-
rangement: “The format and frequency fit between Z100 and
Y100, along with the similar New York and Miami market
conditions, make this a natural strategic move.” |

The move marks a homecoming for Duran’s co-host,
Carolina Bermudez, who was a star in
her own right on Y100’s morning show
until she joined The Z Morning Zoo a year
ago. “We've been thinking about this
il move for a while,” Poleman tells ST.
“When you listen to the Zoo, you quickly
p )| learn that lot of the female-focused is-
Floda has mornings sues that generate the most passion are
foo. issues that can play in any market; they
aren't New York-specific. Miami is hun-
gry for a show like this — after all, Miami is like the sixth
borough of New York. There’s no reason why we can't share
with [RVPP/South Florida] Dave Denver.”

Kieley Tribute Set

The West Coast branch of the Dan Kieley Tribute is
booked at the Palm in West Hollywood, CA on Wednesday,
May 24, from 5:30-8:30pm. Dan’s son, Joe, and many of Dan'’s
old L.A. buddies and co-workers will be on hand to share
some fond memories of a great guy and passionate program-
mer. To RSVP for this event, contact one of Dan’s closest
friends and former colleagues, KDLD & KDLE (Indie 103.1)/
Los Angeles PD Michael Steele, who promises “lots of sto-
ries and more laughs than tears. Stay as long as you want.

Hugs. Bring photos. Bring airchecks. Celebrate Dan’s life!”
Adds Joe Kieley, “| look forward to seeing everyone there.
The Palm was always my father’s favorite nice restaurant to
wear shorts in.” RSVP to msteele@entravision.com.

Mornings In LA.

* Gary Bryan (pictured) is returning to the morning air
chair at KRTH (K-Earth 101)/Los Angeles, thus bringing down
the curtain on the 15-month Hollywood
Hamilton era. Bryan did mormnings at the
station from June 2002 to February
2005, when he moved to afternoons to
make way for Hamilton. As the KRTH
deck is shuffled, Joshua Escandon
moves to |-4pm while Shotgun Tom
Kelly moves to 4-8pm and Christina

Holy crap, it's still
dark!’

* They're baaaaaaack! After rolling jockless for the past few
weeks, KYSR (Star 98.7)/Los Angeles brings back controver-
sial morning team Jamie, Jack & Stench. According to GM

Kelley will do 8pm-midnight.

Craig Rossi, the audience spoke loudly, casting some
900,000 votes online, 98% of them in favor of Jamie, Jack &
Stench. As they stroll in, they pass six-year Star vet Lara
Scott on her way out: She crossed the street to do middays
at Salem Christian KFSH (The Fish 95.9), replacing market
vet Ted Ziegenbusch.

* KDLD & KDLE (Indie 103-1)/Los Angeles ups Joe
Escalante to momnings, replacing Dicky Barrett, who left in
March. Escalante is already in the house like furniture as the
host of Indie’s legal-advice call-in show Barely Legal. In his
spare time he plays bass for The Vandals and runs his own
label, Kung Fu Records. “Joe’s an attormey, so when he screws
up and says something wrong on the air, he can get himself
out of it,” says PD Michael Steele.

The Programming Dept.

* Lorrin Palagi exits ABC Radio/Dallas, where he was
OM of Country cousins KTYS (The Texas Twister) & KSCS
and PD of KSCS. Palagi joined the stations in July 2004, after
six years with Zapoleon Media Strategies. His previous pro-
gramming stops include WRQX/Washington, KHMX/Hous-
ton and WPNT/Chicago. Reach Palagi at 832-867-0383 or
lorrin@pdgq.net.

¢ It's the end of an era at Clear Channel AC KOSO/
Modesto, CA, as station fixture/MD Donna Miller has left
the building along with five other staffers in the cluster, in-
cluding her son, all victims of budget cuts. Miller and her hus-
band, Max, who remains PD, became synonymous with
KOSO during the 16 years they reigned together there.

* WCKX/Columbus, OH awards prestigious MD duties to
afternoon talent B-Slim (may not be his real name). The
stripes were graciously donated by OM D Kunes (probably
his real name).

* WKQX (Q101)/Chicago PD Mike Stern inks WYSP/
Philadelphia MD Brett “Spike” Eskin as Asst. PD.

* WPST/Trenton, NJ makes a bunch of personnel adjust-
ments: MD Matt Sneed adds Asst. PD duties, and night jock
Tommy Jordan moves up to mornings as the new co-host
of The PST Wake-Up Crew. His body clock will loooove that
little transition. He replaces Chris Centore, whose contract
was not renewed. Jordan’s co-host, Tom Shinn, will now fly
solo in nights. But wait — there’s more! Two 'PST part-tim-
ers receive complimentary career upgrades: Toni Ryan is
upped to middays, and Mike Newman comes aboard full-

®©

’ time as morning show producer. Ryan replaces Gabrielle
Vaughn, who recently left for WBLI/Nassau-Suffolk.

| * Kenny Vest makes a triumphant return as OM of the

| Triad/Mississippi Media cluster in Gulfport, MS, replacing Jay
Taylor, who was recently named PD of WBNS/Columbus,
OH. From 1995-2003 Vest was OM of the group: Active
Rocker WCPR, Classic Rocker WXRG, CHR/Pop WXYK,
Classic Country WUJM, News/Talk WTNI and ESPN affiliate
WXBD. Since then he’s been running KV Management.

* Former WAOA/Melbourne PD Beau Richards is lucky
Caller 9 and wins the vacant Director/Programming position
at Promo Only in Orlando. The gig has been available since Phil
Michaels-Trueba left to program WHQT (Hot 105)/Miami.

* Night jock Mason “Call Me Mase” Brazelle is upped
to MD/afternoon guy at WKZQ/Myrtle Beach, SC. He replaces

Continued on Page 18

() TIMELINE
|

YEAR AGO

» Marko Radlovic promoted to Exec. VP/
COO at Spanish Broadcasting System.
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