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Oklahoma City shot from No. 53 to No. 48 in the
Arbitron radio market rankings in just one year, a
reflection of the city’s stupendous recent develop-
ment, especially downtown and along the waterfront.

POPULATION: 1,059,600
RADIO MARKET RANK: 48

DEMOGRAPHICS:*

TOTAL OKLAHOMA CITY
75-MARKET  ARBITRON
POPULATION % METRO % INDEX

Age 18-24 13% 15% 15
Age 25-34 18% 19% 107
Some college 29% 33% 15
Never married {single) 26% 24% 91
African-American 12% 10% 84
Own residence 69% 72%

Single family home 67% 77%

Listened to audio
online (past 30 days) 15% 16%

Visited radio station site 5% 3%

NO. OF RADIO STATIONS: 28

RADIO OWNERSHIP:

Citadel 2 FMm 25.2%
Clear Channel 1AM, 4 FM (5) 23.1%
Renda 1AM, 3 FM (4) 19.4%

FORMATS: 4 country, 3 N/T, 3 regional Mexican, 2 top
40, 2 R&B, 1 classic hits, 1 classic rock, 1 adult hits,
1 modern, 1 sports, 9 other

RATINGS LEADERS:**
AQH SHARE

STATION FORMAT 12-PLUS
KKNG-FM country

KOMA-FM classic hits

KMGLFM

KTOK/KEBC-AM

KJYO-FM

INTERESTING FACT: *

The three types of restaurants most commonly used
in the past 30 days by the average Oklahoma City
resident are Chinese (47%), Mexican (44%) and
steakhouse (21%).

*Source: Scarborough Research 2006
**Source: Arbitron Fall 2005 Report
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But in 2006, there is an R&B coup. 10 years in, Radio Disney is a
What’s driving its return? tech-savvy, multimedia brand that has stood

the test of time.

GMs and consultants

weigh in on the impact commercial all-news As America pulls the
FMs may have on noncomms. shrink-wrap off its highly anticipated fourth

album, country radio’s power trio talks to
Billboard Radio Monitor.

It's not where you think.

intrepid
Are they smart shutterbugs capture the stars at radio.
enough to supplant Arbitron's PPM as the
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his time last vear, Destiny’s Child, John Legend and
Omarion were the only crooners to make it to No. 1 on
the R&B/Hip-Hop chart amid airplay dominated by
rappers that included 2Pac, 50 Cent and the Game.

But this vear, there 1s a R&13 coup.

Mary J. Blige, Kevshia Cole, Ne-Yo and Chris Brown are
delivering songs with melodious choruses—and radio is cating it
up. Is R&13 merely filling hip-hop’s scasonal void or making bet-
ter music?

Whatever the reasons, the trend is contributing to more bal-
anced plavlists at the format, paralleling a similar juggling act
under way at top 4} over the past vear.

“For a time we were getting great music from hip-hop artists
such as Jay-Z, Kanye West, 50 Cent and Ludacris,” says Tom
Calococci, P of Radio One’s KKBT (the Beat) Los Angeles.
“Right now, there aren’t any real superstar hip-hop artists
recording. This, coupled with the fact that there is some great
R&B available right now, gives R&B a chance to get airplay.”

In the last week of March 2003, only three R&B singers made
Billboard’s Hot R&B/Hip-Hop Songs chart’s top 10: Mario’s
“Let Me Love You,” Fantasia’s “Truth Is” and Legend’s

HOT R&B/HIP-HOP SONGS
3/26/2005

| # TITLE __ARTIST —
1 CANDY SHOP 50 Cent Featuring Olivia
2 TRUTHIS Fantasia
3 LET ME LOVE YOU Mario
4 LOVERS & FRIENDS  Lil Jon & The East Side Boyz
5 ORDINARY PEOPLE John Legend
6 HOW WE DO The Game Featuring 50 Cent
7 HATEITORLOVEIT The Game Featuring 50 Cent
8 SOME CUT Trillville Featuring Cutty
9 UDONTKNOWME T.I
10 DISCO INFERNO 50 Cent

HOT R&B/HIP-HOP SONGS
3/25/2006

# TITLE ARTIST _ — _

1 BE WITHOUT YOU Mary J. Blige

2 YO (EXCUSE ME MISS) Chris Brown

3 LEAN WITIT, Dem Franchize Boyz
ROCK WIT IT Featuring Lil Peanut &

Charlay

4 UNPREDICTABLE Jamie Foxx Featuring
Ludacris

5 SO SICK Ne-Yo

6 LOVE Keyshia Cole

7 CHECKONIT Beyoncé Featuring
Slim Thug

8 TEMPERATURE Sean Paul

9 TOUCHIT Busta Rhymes
10 WHAT YOU KNOW T.I.

Just three R&B songs made it into the Hot
R&B/Hip-Hop Songs chart for March 26, 2005.
One year later, the number had doubled.

SOURCE:
NIELSEN BDS
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“Ordinary People.”

Now R&B's got a rat pack. With Blige’s “Be Without You,”
Jamie Foxy’s “Unpredictable,” Ne-Yo's “So Sick,” Cole’s “Love,”
Bevoneé’s “Check on 1t and Brown’s “Yo (Excuse Me Miss)™ all
in the top 10, Dem Franchize Boyz have to “Lean” a bit harder.

MELODY, PASSION AND CROSS-POLLINATION
“R&D adds passion to the radio,” says Nate Bell, P1) at Clear
Channel’s WWPR (Power 105.1) New York. “For nstance, the
way Kevshia Cole pours her heart out in ‘Love,” the way Ne-Yo
opens up in ‘So Sick” and the way Mary J. Blige makes you want

_—

|

»

to fall in love with ‘Be Without You.
Tina Brown, who manages Chris Brown’s career, suggests
R&B’s resurgence has been helped by hip-hop cross-pollination.
“Kids don’t have the R&DB history that I have with Teddy
Pendergrass and New Ldition,” she says, “so Chris Brown is
their guy. Sean Garrett and Scott Storch working together made
it easier for Chris to come into the hip-hop society with ‘Run It?
and be accepted as an R&I3 singer. With Sean, who has produced
R&D3 hits, and Scott, who has hip-hop hits, their combination

was a great fusion.”
Continued on page 6




Since the launch of Mancow’s Morning Madhouse last year
into national syndication, stations nationwide are ecstatic
about the recent ratings coming in on "The Cow."

Erich "Mancow" Muller still reigns supreme on Emmis’
WKQX, Chicago, where he ranked #1 in Cume Audience for
18/34 males, and jumped his audience size yet again going
from a 7.4 Share to a 10.1 Share in AQH Men 18/34,
beating out Howard Stern’s final book in Chicago by more
than a 2 to 1 margin. Mancow also holds
an impressive 6.0 Share in Men 18/49.
Mancow not only cleaned up in Cume,
but AQH as well in the country’s third
largest radio market.

On KCXM-FM, Kansas City, Mancow
jumped the former "Planet" from 15th
place to an astronomical 3rd place after
Jjust one book in Fall ‘05. Mancow’s
ratings catapulted 259% with Men 18/34, going from a 1.7
Share to an amazing 6.1 Share. In Men 18/49, Cow increased
an astounding 308% from a 1.3 to a 5.3. KCXM FM also
increased its AQH an equally impressive 333% in Men
25/54, (1.2 to a 5.2 Share-rarely scen in a debut book).

Ted Edwards, Operations Manager, KCXM-FM calls
Mancow's Morning Madhouse " A machine gun of top of mind
contemporary entertainment and topics with daily guests any
national television talk show would envy. The show moves at
the speed of sound - the Cow is so freaking now!"

Erich “Mancow” Muller

Against a heritage morning show in Norfolk, Sinclairs’
WROX- FM saw a massive 311% gain in Men 25/54,
jumping from an 0.9 to a 3.7 Share, Men 18/34 went from a
7.2 Share to an even more amazing 9.0 Share, and in Men
18/49 Mancow took his show from a 3.7 to a 5.7 Share.

In Los Angeles Clear Channel XTRA’s Program Director
Don Martin says, "Mancow is the Superstar we were always
looking for; he sets our station a part from the rest!"

In Des Moines, on Saga’s active rocker KAZR-FM, Mancow
ranked #1 in morning drive in the sought after male 18/34
demo, with an amazing 14.7 Share (14.0 in Cume Rating). In
the male 18/49 demo Mancow is also #1 with a massive 10.0
Share (10.7 in Cume Rating), and in the male 25/54 demo,
Mancow brought in a 8.2 Share (9.1 in Cume Rating). Bill
Wells KAZR-FM’s Vice President is ecstatic with these results
saying, “Mancow had another great book! He continues to be
#1 in morning drive for Persons 18/34 and by a wide margin.

That means money in the bank for KAZR-FM.”

In Joplin, MO, Chris Stevens from Rock Station KJML says,
“What can [ say about the addition of Mancow in the
morning on KJML except that it’s just the flippin’ greatest
morning show on the planet!”

In Salt Lake City, Alan Hague, Vice President of
Programming of newly launched Simmons Talker KEMS-
FM, says, "Mancow immediately brought us 18/34 Men
numbers. He knows how to captivate an audience. Mancow’s
Morning Madhouse is extremely engaging radio." Mancow’s
morning drive Cume jumped 133% in Men 12+; 78% in
Persons 12+ in Salt Lake City.

In Little Rock, Operations Manager Charlie Kendall was
equally excited about Mancow’s launch on his FM Rocker
KKZR FM, saying "Mancow does more in thirty minutes on
his show than most morning shows do in a week!" Mancow is

up with Men 18/34 with a 5.1 in Cume Rating, Mancow is
also up with Men 18/49 with a 4.4 in Cume Rating.

In Marion, IL, Program Director Matt Mellen of WTAO,
expresses his complete satisfaction with Mancow'’s Morning
Madhouse saying, “We brought on Cow in November and can
already sec an increase in both Cume and TSL. What more
could we possibly ask for?”

Meanwhile, in Knoxville, Alternative Rocker WNFZ,
continues to dominate with Mancow, pulling a massive 9.9
Share (10.7 in Cume Rating) in the all important Male 18/34
demo, and a 7.3 Share with Males 18/49 (8.6 in Cume
Rating).

In Medford, on Clear Channel Rocker KZZE, Mancow'’s
Morning Madhouse surged from 3rd place (with an 11.8
Share) to 1st place with a rocking 26.7 Share in the Men
18/34 demo. Also, Men 18/49 doubled from a 6.9 Share to a
12.7 Share, ranking Mancow 3rd in that demo. KZZE
Program Director Rob King says “BING! BAM! BOOM!
POW! It’s like 20 morning shows all wrapped up into one.”

In Wausau, WMZK’s Steve Resnick said, “Mancow is the
most addictive, entertaining morning
show out there. Our audience took to
it instantly — He pleases our old
listeners, brought over new listeners
and reminded us all why we listen to
radio.”

Mancow’s Morning Madhouse has
recently added KSTN Stockton where
General Manager Robert LaRue is
thrilled with Mancow’s
performance saying, “We have only
been airing the show for two weeks
and the response has been great — it
blows the socks off any other morning
show.”

clearly

Likewise, in Springfield, Eric Simon,
Program Director for new affiliate
station KZRQ says, “In less than four
months we have really seen a big buzz
on the streets with Mancow and it
seems that every where I turn I'm
hearing people spout out Chuck
Norris Facts and other Mancow-isms.
This Spring will surely be huge.”

In Champaign, IL, Program Director
John Mayotte of WEBX praises
Mancow’s “Winning” show saying,
“Mancow has constantly been at the
top of the Champaign — Urbana
market with 18/34 year olds. The
show finished #1 with 18/34 year old
males and finished in the top three
with 25/54 year old males in both the
Spring and Fall Arbitron books for
2005. Not only that but the service
from both TRN and Mancow’s
Morning Madhouse has been top
notch - If you want to win with males
then Mancow'’s
Morning Madhouse is the answer.”

in your market

Airing on over two dozen FM stations nationwide, Mancow is
leading the trend for a unique new brand of FM Talk
programming. " Mancow'’s Morning Madhouse has become the
ultimate hybrid innovation of fast-paced, sidesplitting
entertainment and opinion/news," said Mark Masters CEO
of TRN-FM. "Combine that with today’s top newsmakers
and celebrities added heavily into the mix, and you have a

show that spans a spectrum that reaches beyond anything
heard on FM talkers today,” he added.

Mancow’s Morning Madhouse airs on Emmis’ Q101 in
Chicago, IL; Clear Channel's XTRA, Los Angeles, CA;
WROX FM, Norfolk, VA; KAZR FM, Des Moines, IA;
WWCT FM, Peoria, IL; and KWK] FM, Warrensburg, MO.
Mancow recently added: KRZR, Fresno, CA; KKZR, Little
Rock, AR; KQXR, Boise, ID; KCXM, Kansas City, MO;
WMZK, Wausau, W1; KFMS, Salt Lake City, UT; WTAO,
Marion, IL; KZZE, Medford, OR; KJML, Joplin, MO;
KZRQ, Springfield, MO; WEBX, Champaign, IL; KJLL,
Tucson, AZ; and KSTN, Stockton, CA. For more
information contact TRN-FM at 866-876-5077.
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Continued from page 4

Truthfully, R&B has long used hip-hop for airplay footing,
and 2006 is no different. Radio One WILID (Wild 97.7) Boston
APD Rick Anderson, who remembers when Gladys Knight had
break dancers in her “Love Overboard” video and Chaka Khan
used hip-hop breaks on “I Feel for You,” says, “The industry
follows the culture, and if it’s lcaning towards hip-hop, a lot of
that will flow into R&B.”

To wit, Bevoncé hired fellow Texans Slim Thug and Bun B
for “Check on It” while Foxx tapped platinum MC Ludacris for

Jamie Foxx

his No. 4 single “Unpredictable.”

“We're riding a wave of really special records,” says Jeff
Burroughs, senior VP of urban promotion at J Records. “People
miss melody. And thank God the radio support has been there
because we’ve been battling stations to have more balinced
plavlists, and now they’re doing more of that. It’s partially the
demand of the consumer and us driving hard with R&B—and
what's not available from the superstar hip-hop artists.”

In contrast, KKBT MDD Tawala Sharp says, “I think it’s a
combination of record labels giving radio the music that our lis-

teners are demanding.”

‘CHEAPER TO MAKE A HIP-HOP RECORD’
Not everyone agrees on what tipped R&I3's takeover, but some
attribute its previous slump to lackluster artist development.

“R&B slowed down several vears ago because record labels
could spend less money snatching up this hot rapper and then
the next one,” savs Emmis’ WQHT (Hot 97) New York MD
Ebro. “Labels could find rappers with completed albums, spend
minimal money signing the project, release it and gencrate
decent sales.”

Major-label groups are snatching up ready-made local labels like
Houston’s Swisha 1fouse and Young Jeezy’s Corporate Thug
Lintertainment. And though these business moves pay off in airplay
and music sales, some say they come at the expense of artist devel-
opment. Thanks to a major label push, Swishahouse/
Asvlum/Warner Music Group MC Mike Jones entered the Top
R&13/Hip-Hop Albums chart at No. 1—from relative obscurity.
But industry folks still wonder if he can produce another hit album.

“QOver the years it has been cheaper to make a hip-hop record
than an R&B record,” savs Helen Little, OM at Radio One’s

-+ www.BillboardRadioMonitor.com

WPHII (the Beat) Philadelphia. “Bigger profit margins from hip-
hop may have kept R&13 on the back burner.”

Others say creating an R&B artist from scratch is a daunting
task, so hip-hop heavyvweights like 50 Cent, Eminem and West
rule the charts. But a shortage of A-list hip-hop releases doesn’t
automatically open the floodgates for R&B music, WPHI PD
Colby Colb says.

“There is so much competition for artists now, and they are
forced to give quality,” Colb says. “When the heavyweights come
out, they don’t catch a break cither. Consumers are smart, they
can pre-screen an album before they buy, and they want quality.”

Davis thinks hip-hop’s slump aided and abetted R&B but “no
one made the decision. It was just time. I think that hip-hop is a
Harlem renaissance for us, so that’s never going away. But peo-
ple need room for love.”

Big Von Johnson, APD/MD at Clear Channel’s KMEL San
Francisco, has what may be the industry’s most unorthodox hit
radar detector. “I go by the ladies in the hair shops,” Johnson
explains. “If she won’t hum it while she’s doing hair, it’s not a hit.

“Mary J. Blige and Keyshia Cole are single-handedly holding
it down,” Johnson continues. “Ultimately, the listeners make the
change. It’s not the radio because you can tell with the record
sales. 4L and DDem Franchize Bovz get mad spins, but nobody
wants to buy their album.”

Others believe R&B artists encourage their own popularity.

“I think artists create the change,” Ebro says. “And with the
support of their label and fans, artists can create a movement that
the mainstream can digest. In my opinion, the most important
trends start underground.”

And there’s always the argument for seasonal spins, playing
slower cuddly songs during the winter and more energetic joints
in the summer.

“Programmers would say it’s too hot to play a ballad,” says

1/1/05-3/26/0

| CHART DATE_TITLE

ARTIST |}

| CHART DATE TITLE —

1/1/2005 LOYAL TO THE GAME 2Pac
1/8/2005 DESTINY FULFILLED Destiny’s Child
1/15/2005 GET LIFTED John Legend
1/22/2005 GET LIFTED John Legend
1/29/2005 GET LIFTED John Legend
2/5/2005 THE DOCUMENTARY  The Game
2/12/2005 THE DOCUMENTARY  The Game
2/19/2005 THE DOCUMENTARY The Game
2/26/2005 THE DOCUMENTARY The Game
3/5/2005 THE DOCUMENTARY The Game
3/12/2005 (0] Omarion
3/19/2005 THE MASSACRE 50 Cent
3/26/2005 THE MASSACRE 50 Cent

TOP R&B/HIP-HOP ALBUMS
1/1/06-3/25/06

__ARTIST ]

1/7/2006 THE BREAKTHROUGH Mary J. Blige
1/14/06 UNPREDICTABLE Jamie Foxx
1/21/06 UNPREDICTABLE Jamie Foxx

1/28/2006 THE BREAKTHROUGH Mary J. Blige
2/4/06 UNPREDICTABLE Jamie Foxx
2/11/06 UNPREDICTABLE Jamie Foxx
2/18/06 IN MY MIND Heather Headley
2/25/06 UNPREDICTABLE Jamie Foxx
3/4/06 GHETTO CLASSICS Jaheim
3/11/06 GHETTO CLASSICS Jaheim
3/18/06 IN MY OWN WORDS Ne-Yo
3/25/06 REALITY CHECK Juvenile

Only three R&B albums reached the No. 1 spot
between January and March of 2005 on The Billboard
200. Compare that with five R&B albums during the

corresponding period this year—leaving only ?\'?&g%ﬁ
Juvenile’s "Reality Check” to fight the R&B rat pack. SOUNDSCAN

Elroy Smith, OM at Clear Channel’s WGCI Chicago. “Ask the
average listener about ‘A House Is Not a Home’ by Luther
Vandross, do vou only want to hear it in the wintertime? These
philosophies are crazy. A strong song can be played at any time
of the vear. We’re not into scasonal, we just play hits.”

Great music secms to have a way of finding its way up a
chart—and ultimately crossing over. Infectious melody and
matching Ivrics transported Ne-Yo’s “So Sick” to No. 3 on the
Mainstream Top H) chart.

“I think the market is always ready for great music that moves
people,” Little says. “The key is someone believing in something
enough to say, “This could work, and it doesn’t have to shock or
titillate in order to do so.””

Regardless of the trend’s origin, R&B artists like Foxx and
Blige, who traded the No. 1 spot on The Billboard 200 for five
weeks, are kicking down radio’s door for spins. And listeners
appear to enjoy the change.

“It starts with choices,” Little adds. “If the choices are
limited to start with and if what vou have to choose from is less
than compelling, then the options are what’s available to you.
But vou can only do the same thing for so long before we as a
disposable society decide we want something ncw. Having
artists like Chris Brown, Ne-Yo and Kevshia Cole make the
choices viable. Kudos to the labels on these projects.”

Ultimately, R&B artists produce hit records that scem almost
undeniable. 2006’s R&B class has proved the adage that give the
audience a good hook and they’ll sing with you forever.

“A hit is a hit, and if thev want to hear more ballads than
uptempo, and the charts are dominated by these types of records,
then vou have to play them,” Colb says. “Last year it was the

complete opposite.” o
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THE MIGRATION OF commercial, all-news formats to FM
is still a new trend, and the jury is still out as to whether such a
move will be a long-term threat to noncommercial news/talk FMs.

Strictly speaking, Washington, I).C., has had a commercial all-
news IFM since the late 1990s: Bonneville International’s WTOP
(107.7), licensed to Warrenton, Va. But that signal did not have
much ratings impact until summer 2005, when it finally matched
the adults 25-54 share points of its AM sister at 1500. In fall 2005,
WTOP’s FM share points finally beat the AM’s. It has since
moved to the superior 103.5 FM frequency.

WTOP’s ratings growth on FM has been a true bellwether,
because a successful, commercial all-news operation on that fre-
quency in a major market is unigue to Washington, D.C.

I.caving aside the hundreds of noncommercial news and N/'T
FMs, and the dozens of commercial N/T stations on FM,
Billboard Radio Monitor has found only one other all-news
operation on FM: Newsweb’s CNN Headline News outlet in
Kankakee, I, WKIF.

Billboard Radio Monitor surveyed programming consultants
and station GMls on the topic of all-news on FM, and no one
was quite sure how commercial news stations should be viewed
relative to noncommercial FMs.

“Being on [\, even with a rim shot signal, was working pretty
well for WTOP,” says Sean Ross, Edison Media Rescarch VP of
music and programming. He adds that “a lot of existing brand
name news/talk AMs probably have the same potential on FM,”
but he stops short of saying such a trend will work everywhere.

The real advantage, he says, will be for stations with existing
brand names and high-profile identities if they choose to make
the move.

“National Public Radio has conditioned an entire generation

PUBLIC OR COMMERCIAL:
NEWS IS NEWS TO D.C. RADIO LISTENERS

PERSONS 25-54 MON-SUN 6A-MID
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of radio listeners to consume their news on FM,” Ross says, “so
it is certainly conceivable that some of these listeners will
respond to having another choice.”

At the same time, however, Ross characterizes WTOP-FM as
“a very different choice from [noncommercial Washington,
D.C,, outlets] WAMU and WETA. So I would caution against
viewing it as a zero-sum game.”

McVay Media N/T specialist Holland Cooke thinks simul-
casting an cstablished news brand on FM can grow listening
overall, “because it will expose compelling programming to lis-
teners who just don’t use AM.”

Cooke says putting news and N/T programming on FM is “a
convenience to listeners” and a trend he expects to see take hold
in other markets.
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“As iPods and satellite radio continue to chip, chip, chip away
at music listening,” Cooke says, “owners weary of propping up
jukebox FMs will flank their news/talk/sports AM by simul-
casting. Theyv immediately take the music station’s program-
ming and promotion expensc to zero and grow the news/talk/
sports franchise.”

Ross cites three key factors that will determine whether news
and N/'T on FM will show up in a given market: the owner, the
competitive landscape and cconomics. 1le points out that crect-
ing a fresh news or N/T station is an expensive proposition, “but
simulcasting an existing station on FN might make more sense
than a stand-alone music option.”

Ross also believes that WTOP’s increase in FM listenership
will come from a variety of sources: stations in other formats,
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the AM band or “from people who hadn’t spent as much time
with the radio.”

AUDIENCE SHARING

American University’s N/T WAMU has some enviable history
in Washington, D.C., ranking top five in morning drive—among
commercial and noncommercial stations alike—according to his-
torical Arbitron data obtained by Billboard Radio Monitor.

“I feel that we’ve survived by being responsive to our listeners
and not having a knce-jerk reaction to every new thing that
comes onto the competitive landscape, and a lot has come onto
the landscape in just the last five years,” GM Caryn Mathes says.
“I don’t think the presence of a new news/talker on FM will
change what we’re planning to do.”

Before joining WAMU in March 2005, Mathes was manager
at Wayne State University’s N/T WDET Detroit for 21 vears
and served as WDET news director for two years. She also put
in a few years at the Motor City’s legendary talk station, ABC
Radio’s WJR.

Historic Arbitron figures also show that WAMU has shared
a significant portion of its audience with, first, WETA-I'M

“Nothing is competition unless someone can come in and
serve vour constituency better than you can,” Mathes continues.
“Of course, we’re going to make sure that that doesn’t happen.
This is an interesting experiment to watch, but time will tell if
they really know what they’re getting into. It’s much harder than
it looks.”

Greater Washington Educational Telecommunications’ non-
commercial N/T WETA went through its own format change
about a year ago and now describes itself as “wide-angle radio”
with program offerings from, among others, NPR and the BBC.

“The degree to which [WTI'OP-FM] is serious competition
for public radio in Washington is hard to say, but I think there’s
a more important story here,” says WETA GM Dan Devany, a
nearly 20-vear veteran of the station. “What's important is that
it is now recognized that the public radio audience is a prime
audience for anybody.

“The inevitable has happened,” he adds. Commercial radio
realizes that the well-heeled demographics of the public radio
audience make it a valuable audience for commercial radio adyer-
tisers. “Commercial radio broadcasters have said to themselves,
‘Well, we’ve pretty much exhausted every other audience, so

SHARE

BONNEVILLE INTERNATIONAL VP for news and
programming Jim Farley tells Billboard Radio Monitor
that virtually all the news stations in Washington, D.C.,
experienced ratings growth during the last five years.

“From 2000 to 2005, the audience for all the news sta-
tions in town, including WAMU and [ABC Radio news/
talk] WMAL and WTOP, has grown 18%,” he says. That
level of increased demand could be peculiar to
Washington: The city "is a news-hungry town,” Farley
says. “We've got the highest per-capita use of online
news for information. We're the home of the federal gov-
ernment, and this is where 50,000 journalists call home.”

According to an analysis by Research Director, based
on Arbitron data from fall 2004 through fall 2005, WTOP's
average quarter-hours saw a major growth spurt recently
in persons 25-54 (see charts, page 8). At the same time,
the audiences for WAMU and WETA have grown slightly
or remained steady.

Time spent listening for these three news and N/T out-
lets has also grown or held relatively steady.

Cume figures for WTOP also grew in fail 2005, as did
those for WAMU and for WETA. —TONY SANDERS

'THE QUESTION DOESN'T COME DOWN TO WHETHER ONE STATION IS
SUCCESSFUL, BUT WHETHER IT IS SUCCESSFUL ENOUGH.” -DAN DEVANY

and, second, with WTOP-AM.

Mathes says most of the audience sharing for WDET was
with Detroit’s commercial news and talk outlets, WW] and
WJR. That’s a trend she says was fairly typical.

“We've shared audience with WTOP in its old incarnation, so
that’s not new,” she says. “But the question you’re trying to get
at s if there will be any permanent erosion of our market share.”
Mathes does not plan to let that happen. “We’re doing every-
thing we can to be as excellent and compelling as possible. We're
going right to the source and asking the listeners how we're
doing, if they’re satisfied and if so, how satisfied.”

In fact, rather than audience erosion, Mathes suggests the
possibility that WT'OP on a big FM signal could be a positive for
noncommercial radio as well: “By bringing more news con-
sumers to the ['M dial, that could be better for us.”

“It really depends on what the [WTWP-AM-FM-
Washington Post Radio] service will sound like, if they’re satis-
fying and compelling.” Showing some more of her own confi-
dence, Mathes adds, “We’re tough to beat.

let’s go after them,” ” he says. “They’re the only ones left.”

Devany says the jury is still out on how all of this new activity
on the FM band will affect WE'TA and public radio.

“We share audience with WTOP, that’s certain,” he says,
adding that he thinks there has been an increased usage of
WTOP by WETA listeners during the last five years. “But from
my perspective, we still have to keep in mind, and ask, ‘What
drives WTOP’s listeners?” They cume people through on the 8s
[when traffic and weather airs], but that’s a different use of radio,
in my opinion, than public radio.”

Devany says The Washington Post approached his station early
on about possible collaborations. “We talked, back and forth,” he
says, “but ultimately, it didn’t go anywhere.” He also thinks that
the new model of Washington Post Radio with its Bonneville col-
laboration is “a potential model that could go to other markets.”

DEFINING SUCCESS

Ultimately, Devany says, the presence of more commercial
news outlets on FM will have some effect on public radio. But

he does not sce any problem with that. His reasoning:
Commerecial and public radio news outlets have somewhat dif-
ferent definitions of success.

“When we talk about competition, we tend to put this busi-
ness in very stark black-and-white terms, with winners and los-
ers,” Devany says. “While there was a time when that was valid,
now, when vou reahze how media in general is fragmenting, 1
think you have to look at it differently.

“The question doesn’t come down to whether one station is
successful, but whether it is successful enough,” he contin-
ues. “That’s how I view this. Will we have, say, increased
sharing with another station? Sure. That’s entirely possible.
But the important issue for me is the degree to which we are
serving our audience. We measure that by asking how many
core listeners we have. I think vou have to bear in mind that,
whether you’re commercial or noncommercial, it’s a question
of, How much sharing are you going to do? How much
news/talk can a market absorb, and, can you be successful
enough to keep going?” LR
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COUNTRY RADIO’S MUSIC-FRIENDLY REGIONS:
Country label executives say the Western region and
the Northeast have become fertile ground for breaking
records, while the Southwest is now a tough sell.

IS BREAKING A COUNTRY RECORD

¥’ A QUESTION OF GEOGRAPHY?

BY PHYLLIS STARK
ILLUSTRATION BY
KOPP ILLUSTRATION

B e

ST

he Southwest may be a hotbed of country music and
the breeding ground for the majority of the format’s
artists, but according to record promoters, it’s the
dead-last place they’re likely to break a new act or get
airplay on a new single, even from an established performer.

Even the Southeast, which includes such country-friendly states
as Georgia, Alabama, Tennessee, Mississippi and the Carolinas,
has become a difficult region for new music, according to label
executives. This despite the fact that the Southeast is home to 30
Niclsen BID)S-monitored stations used for Billboard Radio
Monitor’s country chart tabulation, more than any other region.

Meanwhile, the Western region has quietly ramped up, becoming
the most fertile ground for country records and artists. California
alone is home to 11 monitored, chart-contributing stations.

Most surprising of all, the Northeast—long thought of as the
region least attuned to the country lifestyle and music—is, for
many record promoters, now their second-best area.

From worst to first, most record promoters rank the regions
in this order: Southwest, Southcast, Midwest, Northeast, West.
A handful of promoters Billboard Radio Monitor polied for this
story put the Midwest ahead of the Northeast or rank those
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regions as equally supportive of new music.

“The Northeast and West have come on strong in the last 10
vears, which is great news for the format,” 903 Music VP Bill
Mavne says. “It speaks to the popularity of country music.”

And while he says other regions, particularly the Midwest and
Southeast, are “still great markets,” Mayne thinks “the West and
Northeast have really grown substantially, and in the last 10
years they’ve really stepped up and made the format stronger.”

TROUBLE IN TEXAS
Meanwhile, the region that encompasses Texas, Oklahoma,
I.ouisiana and Arkansas has become a trouble spot for labels.

“The Southwest, if you’re not George Strait, is absolutely the
hardest place to start any record, whether it’s an established act
or a new artist,” Warner Bros. Nashville senior VP of promotion
Gator Michacels says. “We don’t have a lot of places in Texas to
start music.”

Knowing how tough the region is, when Bob Reeves recently
joined Midas Records Nashville as national director of radio pro-
motions he realigned the traditional regions so that his Southwest
rep could work stations in Colorado and Kansas as well as the

more standard Southwest states to ensure that the regional
“didn’t go weeks without any airplay and get discouraged.”

For Anne Weaver, national promotion director for Quarterback
Records, a lot has changed since she was a Southwest regional in
the carly *90s. At that time, she says, “it was the region artists [and]
songs broke from. Not anymore, and I think it’s because of consol-
idation and very conservative brand managers.”

Weaver is not alone in citing corporate consolidation as part of
the Southwest’s problem. Off the record, many label reps specif-
ically finger Clear Channel as the main culprit.

While different labels assign certain states and stations to their
regional promotion staff in slightly different ways—particularly
in the mid-Atlantic region, generally speaking the Southwest
comprises just four states, and 18 chart-contributing stations. Of
those 18 stations, Clear Channel owns cight.

“The Southwest is tough mainly because of the high concen-
tration of Clear Channel {stations],” says one label’s head of pro-
motion, who asked not to be identified. “As a whole it seems like
they [add a record] mostly once [it] hits the top 30.” This label
promoter says he’s been told by a Clear Channel PD, “Anybody
can get a record to 30.”
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Another label promotion head says the conservative nature of
Clear Channel stations in the Southwest “causes a huge void in
that region.” Ten vears ago, he says, it was “not uncommon to
get half the region on a record in the first week.”

Curb/Asylum Records VP of promotion Adrian Michaels
puts the number at 60°% of Southwest stations he could get on a
record in the first week 10 vears ago. Now, he says, “vou're lucky
to get two or three of those stations on an opening week.™

Oddiy enough, that probiem scems to be largely confined to
the Southwest. Clear Channel stations in other regions are often
identified by labels reps as those most likely to step out first on
new music. These include KEEY (K102) Minneapolis, WMIL
Milwaukee, WBCT Grand Rapids, Mich., and a handful of oth-
ers. Those stations’ programmers, one label head of promotion
says, “‘have a great working relationship with Nashville and are
able to program from their gut.”

In the Southwest, it’s often the largest stations that are the
most music-friendly.

“The biggest stations in the Southwest are the ones that actually
take the chances on new music,” Adrian Michaels says. “You have
a better chance of getting on [CBS Radio’s] KIL'T |Houston] or
[Susquehanna’s] KPLX [Dallas| than any of the other stations.”

Weaver says Quarterback had some success in the region last
vear with Zona Jones’ “Two Hearts” when KILT took a chance
on it, followed by Cox-owned rival KKBQ, It also got heavy air-
play in Corpus Christi, Texas, and many stations in smaller
Southwest markets. But Weaver says the song was never played
in Dallas, Austin or Oklahoma City.

“These stations were the ones that used to break artists and
have now become more conservative and less likely to take a
chance on new artists, and especially artists on an independent
label,” she savs.

“The stations that have the ability to take a chance and help
break artists have shifted |from the Southwest| to the West and
Northeast with a few exceptions,” Weaver adds.

If promoters can’t get their act played on one of the big Dallas
stations or on KILT, Adrian Michacls says, there are few other
stations in the region that will even consider a record until it’s in
the top 30. (One exceptions is Quality Broadcasting’s KFTX
Corpus Christi, which remains open to playing new music.)

Record promoters say several of the region’s stations play just
25 currents.

Another factor is that the Southwest has more stations that are
seeking a particular type of music or, as Gator Michaels puts it,
have “a very clear vision of what their station should sound like.”
And while those stations have open arms for the acts that fit their
sound, other artists and songs are a tougher sell. KPILX (the
Wolf), for example, is widely known for embracing more Texas-
based artists, and other stations in the state follow its lead. ABC
Radio’s KTYS (the Twister) Dallas skews younger and looks for

artists that fit its particular niche.
Thus, even with three reporting stations, Dallas can be a
tough market, label reps say.

SOUTHEAST CLAMPS DOWN
The Southeast, which 10 years ago was fertile ground for coun-
try music, has also gotten much tighter.

Lyric Street VP of national promotion Kevin Herring actually
ranks the Southeast and Southwest equally in terms of difficulty
level. And while Lyric Street senior director of national promo-
tion Renee I.eymon says she’s never sensed a “lack of excitement

COUNTRY BY THE NUMBERS

REGIONS BY NUMBER OF
MONITORED CHART-
CONTRIBUTING STATIONS

REGIONS BY NUMBER

OF STATES

MIDWEST 13 SOUTHEAST
NORTHEAST 13 MIDWEST
WEST 11 WEST
SOUTHEAST 7 NORTHEAST
SOUTHWEST 4 SOUTHWEST

about new music” from programmers in the Southeast, “they just
don’t necessarily have the playlist slots.”

WESTERN STYLE
Most of the good news seems to come from the West, which encom-
passes 11 states and 25 monitored, chart-contributing stations.

Gator Michaels calls the West “very music-friendly.” And
I.eymon says that region is just “a little more open to new
music,” with the Midwest as “a close second.”

Haley calls the West “the most fertile to start a record.” Adrian
Michaels says the region has more “liberal programmers.”

“There are a lot of stations out that way that aren’t afraid of
new music and don’t believe not playing new music is a way to
raise their ratings,” Curb/Asylum’s Michacls adds.

Reeves says the West is “a good place to start a record toward
hitdom, but there are some powerful and adventurous radio sta-
tions in the Midwest, Southeast and Northeast, too.”

After the West, Reeves ranks the Midwest second in influence
“because of the weight and importance of the stations that play
new music faster there.”

NEIGHBORLY NORTHEAST

“One would almost think that the population in the Northeast
migrated from elsewhere all of sudden,” Mayne quips of that
region’s newfound influence. “All of sudden [country]| has real-

ly done well there. A lot of it is a testament to the programmers
up there.”

Label reps point to various aggressive Northeast stations that
are lifting the whole region’s status. Among those cited by one or
more label reps are Entercom’s WBLEL Rochester, N.Y ; Clear
Channel’s WBBS Syracuse, N.Y.; Citadel's WOKQ_Ports
mouth, N.H.; Saga’s WPOR Portland, Maine; Iintercom’s
WGGY Wilkes-Barre, Pa.; and Beasley’s WXTU Philadelphia.

Category 5 Records VP of promotion Tony Benken says the
Northeast is now “a great place to break new music. Not only are
there a significant number of nonchain stations with the ability

- — — —

STATES WITH THE MOST
MONITORED CHART- !
CONTRIBUTING STATIONS

30 CALIFORNIA 11
27 TEXAS 10
25 FLORIDA 8
23 PENNSYLVANIA 8
18 TENNESSEE 7

to add songs that they love regardless of research, chart position
[or] corporate input, but I've found terrific music people pro-
gramming nearly every station in that region.”

Benken credits many of the region’s programmers’ longevity,
which helps them “know their market extremely well.”

Still Curb/Asvlum’s Michaels cautions that the Northeast is
still far from an casy market to land airplay.

Regardless of which regions are hardest or easiest, record pro-
moters agree that ultimately they need stations in all five regions
to support a record in order to have a true hit. “If you have great
music . . . it might start somewhere,” Leymon says, “but the
other places have to support it, too. If you don’t get the consen-
sus, then you don’t get enough attention to get it up the chart,
and it really does you no good to get to the masses.”

Midas’ Reeves agrees. “With so few reporters now, you really
can’t even call a record a minor hit until | you| get the vast major-
ity of the pancl on the tune at all, let alone only in a particular
region,” he says.

And that job is likely to only get tougher.

“Vurther scrutiny and fallout from [New York Attorney
Gencral| Eliot Spitzer’s recent investigations will continue [to]
have an affect on stations willing to step out and give a new
record or artist a chance,” Reeves savs. “I’'m sure the list of
adventurous stations will continue to shrink, and that’s sad for all
of us, in all formats.” ° o

JUST LAUNCHED AT KYXY/FM SAN DIEGO!

AC’s answer for Compelling Daily Family Programming

”

the john tes
radio sho
Music and Intelligence for your Life

Now heard on
over 230+ stations!

ohn's impact is measured in numbers, but also in e-mails, calls and letters demonstrating his effect
on the lives of listeners. There is no radio performer in any format who comes close to Tesh on
the caliber of content, break after break! Best research and writing on radio—THAT'S the prep every PD
wants their talent to do—cuz it really works! As old radio guys used to say...’ALL KILLER! NO FILLER!""
~Tim Moore, Operations Mgr/PD; WHOM/FM, Citadel Broadcasting, Portland, ME

For more info, please contact:
Scott Meyers « The TeshMedia Group « Toll-Free 888-548-8637 * email: Scott@Meyers.net

APRIL 7, 2006

THERE 5 MUCH MORE AT » WWW. BillboardRadioMonitor.com 11




BY MIKE BOYLE

HO

AND THEN THERE WERE THREE.

Arbitron, Mediamark Research and the Media Audit/Ipsos
were selected last month—out of an original list of seven
entries—in Clear Channel’s June 2003 request for proposals for
a state-of-the-art electronic radio ratings service to potentiaily
upstage Arbitron’s burgeoning Portable People Meter, a replace-
ment for its long-established, albeit outdated, handwritten diary
listener methodology.

The companies won the opportunity to move to the next
examination level and to present proposals to the Next-
Generation Electronic Ratings Evaluation Team, comprising
major radio broadcast groups and ad buyers.

While the industry awaits the outcome of the evaluations,
Arbitron and the Media Audit have been making moves.

On March 14, Arbitron, which has been staging a second bat-
tery of PPM tests in 1ouston since July 2003, announced that it
would officially roll out the PPM service in Space City begin-
ning this July. However, in an unexpected March 29 about-face,
the company, at the request of the Arbitron Radio Station
Advisory Council, said it was putting PPM commercialization
on hold until it received Media Rating Council accreditation.
MRC has completed a PPM audit but has yet to provide its seal
of approval.
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To date, only Beasley Broadcasting and Spanish Broadcasting
Svstem have signed up for the service. Ironically, neither owns
stations in Houston. Arbitron originally said that rollout in the
top 10 U.S. markets would be scheduled for fall 2008, with the
top 50 markets to follow by 2010-2011. I’s too carly to tell how
the accreditation process may affect that timetable.

Meanwhile, the Media Audit made headlines by announcing
plans for four tests in the coming weeks and months.

Dubbed the “Expert Witness Test,” the first trial, announced
March 28 and sct to commence in Houston in early May with
results expected that same month, will compare how people
record radio listening habits using three different methodologies:
the smart cell phone, a radio diary and 2+-hour telephone recal.

About two dozen people described as “friends and family™ of
the company will be recruited for the study. Results will not
involve any ratings calculations.

Test No. 2, a “Golden Ears Test,” is scheduled for early May
with results anticipated by the middle of that month.

Media Audit exccutive VP Phillip Beswick explains: “In that
test we get some people from the Houston Symphony Orchestra
to come to a radio station, where we input a code in their signal.
Thesc people with their ‘golden ears’ listen and try to hear the
inaudible tone. We need to be able to assure the engincering com-

munity that manages the quality of sound coming out of the radio

stations, both digital and analog, that it is totally inaudible.”

Test No. 3, a small field test in Houston in mid-June, will
study cooperation and compliance levels of 200 participants
recruited to carry smart cell phones to measure their radio listen-
ing. By offering different groups of people diverse amounts of
money, the Iouston-based media researcher aims to determine
what it costs to foster affirmative action. The company says
results will begin rolling out in early August.

Houston broadcasters that have agreed to encode for this test
include Clear Channel Radio, CBS Radio, Cumulus Media,
Univision Radio, Cox Radio and Radio One. (The latter two are
the only 1louston radio broadcasters who have refused to partic-
ipate in Arbitron’s Houston trials.)

The fourth trial, a full market test to generate metered audi-
ence estimates for comparison to current radio ratings, would
begin with recruitment letters around April 15, followed by
recruitment contact around May 15. Initial ratings would surface
in Scptember, with results released in October.

The caveat here is that unlike the first three tests, funded by
the Media Audit/Ipsos, the full market test requires industry
funding—S83 million-$4 million to support the 2,000- to 2,500-
participant test, according to Beswick.
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Although Arbitron footed the bill for all PPM testing to date,
Beswick says there is industry precedent for an industry-funded
test of this size, citing a TV industry study that examined
metered measurement bevond Nielsen. “The TV industry hired
a company called SRL” he says, “and paid $30 million over a
two-year period to develop the ‘smart meter,’ which is just coin-
cidently named ‘smart’ like the cell phone.”

The Media Audit/Ipsos would need to undergo an MRC
audit and accreditation for the smart cell phone methodology, a
process that could take one to three vears to complete.

The industry has been fed reams of information about
Arbitron’s PPM, which has been in development since
1992. However, there is still a lot to be learned about
Mediamark’s proposed entry, the Lurisko Media
Monitor, a hand-held, personal meter
that uses matching tech-
nology to track con-
sumer exposure to
radio. And we have
heard only brief claims
about the Media
Audit/Ipsos  smart
cell phone technology
... that is, until now.

SMART CELL
PHONE BASICS

According to Beswick, the

next generation of cell
phones, BlackBerries and
PDA-type devices will all be
smart cell phones and con-
tain a software solution for
collecting data. There are !
smart cell phone-ready units in
the market, but it will be anoth-
er five vears, he savs, before the
majority of the market’s cell

phones are considered smart.

“At that juncture, when we
contact you or your houschold to
participate in a study and you
agree, we then hit a couple of but-
tons on our computer, and it will
download the monitoring software
to vour phone,” Beswick says.

Those are the basics of cnabling
smart cell phones with the Media
Audit/Ipsos’ technology, but to do
that the company would need to secure agreements with such
cellular carriers as Cingular, Verizon and T-Mobile.

“We are working on that through our partnership in Europe,”
Beswick says. “We have an agreement with Globaphone, which
is a 50% owner of Verizon and T-Mobile. We don’t have agree-
ments in place in America yet, but we will.”

Then there’s the matter of recruiting participants who have
cell phones, but not smart cell-ready devices. Beswick admits
that group makes up the majority of the population today, but
says, “We’ve designed a measurement system not only for today,
but for years to come.”

For those who do not own a smart cell phone, the Media
Audit will provide participants with a credit so they can buy the
smart cell phone of their choice from a local distributor.

CHANGING MEDIA BEHAVIOR?
Onc concern voiced about employing smart cell phone technol-
ogy to measurc media: Qutfitting participants with phones that
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can function as MP3 players or playback radio and TV broad-
casts—applications most current ccll phones do not have—
could change the panelists’ media behavior.

“We can turn various program applications on or off that are
on the phone,” Beswick says. “As an example, the new phone
may have an MP3 player, but if they don’t have an MP3 plaver
on the old phone, which they probably wouldn’t, we would then
turn that software component off. The reason we would do that
is because if you got an MP3 player that could impact how much
radio you’re listening to.”

In addition to being able to turn applications on or off, smart
cell phones incorporate the Global Positioning System, giving
them a functionality that the PPM docs not offer.

“What we want to be able to do is
usc that GPS so that we know, for
instance, that you’re listening to the
radio at home because we know the

latitude and longitude there,”
Beswick says. “The same goes for
where you work or if vou're in
your car, we can tell what high-
way vou’re driving on.”

Combined with time/date

stamping, GPS offers radio

sales benefits, such as the

ability to track exposure to an
advertiser’s commercials and
correlate it with data about lis-
tener visits to the advertiser’s
retail locations.

THE DATA

Through c¢ncoding and a
signal monitoring system,
the Media Audit savs it

will be able to provide the

¢ Test/ ear\y HeY
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same data everyone is
used to getting: average
quarter-hour and cume
numbers by daypart.
“The data that’s
/ oing to come out of
‘j““i‘“g) &:hisg machine is like
Niagara I7alls; it is just
massive and will go
forever. There will be
information 24/7, 365"
Beswick says. “It will and does have the facility
to give you granularity right down to the 30-sccond level of what
you were listening to, so you could literally do music testing
within minutes.”

He adds, “That facility will be integrated over a period of time
in conjunction with the industry. We will develop software pro-
grams that allow the industry to access this wealth of data, but
again, it will be done in conjunction with the industry.”

Beswick also says the smart cell phone will be able to capture
TV viewing information, whether it’s analog, digital, cable, satel-
lite or time-delayed, or whether it comes via Internet TV, TV on
a cell phone or TV in a stationary set.

COMPARING TO THE PPM

Query Beswick about criticisms that the smart cell technology
and its deployment is vears behind Arbitron’s PPM, and he
points to a random sampling telephone test the Media Audit
conducted in February in Houston where people were asked
their preference of a media-monitoring device, a cell phone or a
pager. He says the cell phone came out on top.

“We are executing a plan and arc on schedule,” Beswick says.
“What Arbitron took 15 vears to do in terms of devcloping its
technology, we have accomplished in 14 months. It took Arbitron
several months to get radio stations to cooperate with encoding in
Houston. We did it more successfully in less than two weeks. We
have the research and the financial resources to continue to hit the
milestones that are in our plan. We have not missed any of them
to date. It’s important to remember that I’ve never said the pager
is bad. The pager works, and it’s well-tested. The difference is the
smart cell phone happens to be better.” o

AD AGENCIES WEIGH IN

SIGNING UP AD AGENCIES to evaluate the smart
cell phone technology is a key element of the rollout
process for the Media Audit.

“We do have agencies lined up,” Media Audit executive
VP Phillip Beswick claims, "and I'm ready to go with the
press releases, but they will be done on a timely basis.”

With that in mind, here are a few ad agency comments
regarding Arbitron’s PPM and the smart cell phone:

KATHY CRAWFORD, MINDSHARE PRESIDENT
OF LOCAL BROADCAST
"Of the three, only one is working and deployed. We
have supported the PPM because it has been deployed
and is in the market and is delivering information and
has done all the due diligence. Certainly, there are other
services that, if they are in the market and are being
tested, I'm happy to look at the data and how they've
gotten it and the research behind it, but until that hap-
pens, | can’t endorse something that doesn’t exist.
“The agencies en masse have chosen to subscribe to
Arbitron. Regardless of what Clear Channel and the eval-
uation team decide, the agencies are using Arbitron.”

SUSAN NATHAN, UNIVERSAL McCANN SENIOR
VP/DIRECTOR OF MEDIA KNOWLEDGE

“The whole thing is extraordinarily confusing. I'm not sure
where Clear Channel is coming from in this or what their
endgame is. it's not a bad thing to have different compa-
nies compete for new technology, but | don't understand
this RFP process and what happens in the long run. Unless
they choose Arbitron, | don’t understand how execution is
feasible. | always felt it was a negotiation ploy.

“I'd be hard-pressed to say this is an area where we
need lots of competitors. Arbitron has been working on
this for 15 years. A new service would require a little
more than a testing period of a couple of months, and it
has to be MRC-accredited and that takes at least a year.

“This is an untested and unproven technology, and
they’re going to be ready to go this year?”

BRAD ADGATE, HORIZON MEDIA SENIOR
VP/DIRECTOR OF CORPORATE RESEARCH
“Clear Channel has been butting heads with Arbitron
for about five years. Advertisers are pretty happy with
Arbitron’s initiatives. | think advertisers would prefer
someone more neutral like Arbitron. It's not like
Arbitron is standing pat or status quo. They're getting
advertiser cooperation.

“I don’t know what the radio industry’s gripe is.”

Additional reporting by Mediaweek senior editor Katy
Bachman in Washington, D.C.

—
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ROBIN JONES STILL RECALLS THE REACTION
she got requesting product from record labels in Radio Disney’s
fledgling days.

“T was told, ‘A kids network, veah, OK, I'm hanging up
now,” ” says Jones, PI) since day one. “We actually had to buy
our first record library.”

Ten years in, nobody is questioning the channel’s relevance,
impact or ability to attract an audience—I12-and-under kids,
often accompanied by their moms and other family members—
whose mighty buying power was once underestimated, if not
wholly ignored.

Today, Dallas-based Radio Disney boasts 5+ affiliate stations,
the vast majority on AM (five on FM). Markets include 19 of
Arbitron’s top 1M As.

But that’s not the half of it. It is also available via satellite
broadcasters XM and Sirius, with Music Choice and Direc TV,
and via online streaming at radiodisncy.com. Recently, a Radio
Disney Now! podcast was launched on iTunes and yahoo.com,
along with RDTV, a new video-on-demand service available via
Verizon mobile phones.

ALL GROWN

BY CHUCK TAYLOR

14 tHERE'S MuCH a1 -« www. BillboardRadioMonitor.com

Radio Disney has become such a recognizable name that it
also inspired the “Radio Disney Jams” CID series, now up to
Volume 8, which debuted at No. 2 on Top Kid Audio in late
February. Volumes 2 through 7 also cach debuted in the top five
on the chart. Other titles in the series include Radio Disney’s
“Jingle Jams,” “Jams Series,” “Holiday Jams™ and “Move It.”

In all, Radio Disney signals reach 97% of the nation, with 7.2
million listeners tuning in wecekly, according to network officials.
On one recent Saturday, the network logged 232,000 request calls.

“Taking advantage of all available technologies is how you
build a brand that stands the test of time,” says Jean-Paul Colaco,
president/GM of Radio Disney Worldwide. “If you maximize
the ways that people spend time and interact, it allows us to con-
tinue to drive the brand to new levels.”

Jones adds, “All of these outlets are extensions of the brand,
not a replacement. We build it and then add on another wing
and another.”

It is safe to say, then, that when kids want their Radio Disney,
chances are there’s a platform close at hand that will ably scratch

their musical itch.

A
-

PROGRAMMING MANDATE
Among the outlet’s primary drivers for success is an astonishingly
simple programming mandate: Play what listeners want to hear.

“That explains why vou’re still hearing Axel F’s ‘Crazy Frog,’
and “The Hamster Dance,”” Jones says. “There’s certainly no
lack of research. The kids have no hesitation to tell you exactly
what they want to hear.”

Over the years, the network has endured dry spells from the
label side (the carly part of this decade) as well as times when
record companies opened the floodgates: think Backstreet Boys,
Britney Spears and "N Sync. While the flow of younger artists is
beginning to pick up again, Jones says that Disney has learned
where to look for its hits.

“We look at music in the context of what’s going on in a kid’s
world, with songs in movies, in a favorite videogame or in a viral
e-mail they’re sending back and forth. It’s all about what they’re
latching onto with their friends,” Jones says.

A telltale example is the smash “High School Musical,” a
Disney Channel cable TV movie whose soundtrack sideswiped
the entertainment industry when it topped The Billboard 200,
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Robin Jones

first in the March 11 issue, then again in the April 1 issue. Three
songs from the film are in Radio Disney’s top 10, including the
No. 1 “Breaking Free.”

But as advantageous as the synergy must be between the two
Disncy properties, the radio network stresses that it in no way
forced the music from “Iigh School” on its audience.

“It’s the same organic process that happens with any piece of
music: The kids have spoken,” says Sarah Stone, VP of market
ing for Radio Disncey. “Robin doesn’t spin the record unless the
kids like it. The phenomenon of ‘High School Musical’ is the
result of the convergence of a lot of factors. We support cvery-
thing going on in the company, but the fact remains, if kids
didn’t like the music, we wouldn’t be plaving it.”

BACK-SEAT PROGRAMMING
“Iigh School Musical” is also a prime example of Radio Disney’s
unique ability to target and appeal to the overall family.

“We like to say that we’re programming trom the back seat,”
Jones says. “We're still programming straight at the heart of
kids, with other family members’ participation. What we have
seen is that parents enjoy the connection they get listening with
their kids, so it’s often a joint expericnce. When they see their
kids having fun, they want to participate.”

Radio Disney typically adds one new record a week and it
maintains a new song catalog of seven titles, which listeners are
encouraged to rate by phone or online.

But there is no cut-off for a song that remains popular,
because—as anyone who has ever spent time with a youngster
knows—repetition rules. As a result, songs by C+C Music
Factory, Axcl I and Avril Lavigne have become seemingly perma-
nent fixtures in Radio Disney’s top 30, along with newer hits from
such artists as Jesse McCartney, Ashlee Simpson and Rihanna.

“T'wice a year, we do a sort of auditorium testing for recur-
rents and golden oldics,” Jones says. “Queen’s ‘We Will Rock
You,” for example, has been top 20 since the day we started.
There are some titles that just do not go away.”

As a Disney franchise, fastidious standards obviously apply to
the music played on the station (a lyric sheet must accompany all
pitched records; other songs are either edited or rerecorded with
exclusive Disney versions to suit the standard). This, again, fuels
an important ¢lement of the network’s success: parental trust.

“Once you cross into the landscape of heavy, negative rock or
extremely sexual rap or hip-hop, then parents become uncom-
fortable listening with their kids,” Jones explains. “A lot of fam-

ilies want more positive music that sends you off into the world
with a good vibe, that empowers you to have a great day. At con-
certs we sponsor, parents will stop and thank us for bringing acts
to the marketplace that they can take their kids to see together.”

That doesn’t mean that rap and rock are off-limits on Radio
Disney, but Jones says a song’s popularity with kids relates a
great deal to texture and whether they get the lyric.

“If the content goes too far, they don’t get it—and they sim-
ply don’t react to the song,” she says.

Radio Disney’s target audience remains in the 6- to 14-year-
old range; 10-12 is its “swect spot,” Jones says. Over the vears,
the precise median age of the network’s audience has steadfastly
remained 103/4 years old.

ALL ABOUT THE BRAND

Because Radio Disney has evolved into a family activity,
advertisers go way beyond the Fisher Price products and
breakfast cereals that appeal primarily to children. Longtime
supporters include the Ilome Depot, GM OnStar, Koh!’s and
Build-a-Bear Workshop.

Jean-Paul Colaco

“We've got everything from retailers to packaged goods to the
traditional kids advertisers, with toys and videogames,” Colaco
says, comprising local and national accounts.

Disney offers numerous tailored promotions that integrate on-
air features, online ads and sponsorable sweepstakes as well as
retailer-specific programs, CID samplers and music downloads.

“Clients now understand our product and the unique embod-
iment of Disney,” Stone says. That works in the network’s favor
In tWO ways.

“First, the value that the brand has for consumers helps us
build the audience that we are selling to advertisers,” she says.
“That instant trust that we get from parents stands at the core of
the same thing that Big ID does: quality entertainment.”

Sccond, “the brand helps us create the audience that we sell to
advertisers. In hand with that, we must have a quality product
that keeps people listening.”

As the business buzzword of the day, the “brand” that Radio
Disney has established remains its calling card for the future.

“One of the things we want to continuc to develop is making
deals that will cnable us to move from an audio platform to
video,” Colaco says. “Radio Disncy is, of course, about music

that kids want to listen to, but we’ve been able to take hot artists
and develop different ways to deliver content to our audience,
like music videos.

“In our way, we're offering the next-generation MTV in a
clean, family way. As we continuc to add concerts and interviews
with the videos, we keep Radio Disney exciting.”

Another initiative is to upgrade the network’s more than 50
AM signals to high-definition stereo broadcasts.

“It’s an important initiative to the radio industry in which we
plan to be an active participant,” Colaco says.

With the capability that terrestrial radio stations will have to
add side channels via 11D radio, he also hopes that Radio Disney
can increase its reach by adding affiliates the traditional way.

(And showing the importance of Radio Disney to the
Disney brand: In February, ABC/Disney announced the sale
of its beachfront major-market radio holdings to Citadel yet it
held on to the Disney outlets. This can only be regarded as a
vote of confidence.)

Radio Disney intends to expand its reach globally. Colaco
says, “T'V'is not available everywhere in the world, but radio is.”
Already, the network is broadeasting in the United Kingdom,
Japan and much of South America.

“So here’s this venture that we started in Dallas, Texas, in
1996 that you can now hear in Guatemala,” Colaco savs. “It’s
amazing how global the Walt Disney brand is and by extension,
the Radio Disney brand,” he explains. “As long as we continue
to think of ourselves as a brand and not a radio station that will
push the boundaries of technology and creativity so that we come
up with the most important things for our audience.”

But, he adds, nothing is more important than the nerwork’s
focus on its audience. “As long as the kids arc the stars of the
show, we'll be on solid footing to evolve, no matter what the
geography or the technology.”

Jones relishes the pivotal role that Radio Disney plays for its
young ones, in many cases serving as the first time they are
exposed to the wonderful world of music, a gift that will
certainly serve them for the rest of their lives.

“The age we're targeting is right about that time when music
becomes important, right as you're defining who vou are, trying
out new roles, and you are able to learn through songs you sing
and participate in with fricnds,” she savs. “As traditional radio
[thumbs| its nose at kids, I'm happy that we’re able to provide
music that’s happy and relevant.” L

Sarah Stone
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GARY, JAY, AND JOE DON,

FROM “PRAYIN”
"MOVIN ON”
“THESE DAYS”
"MAYBERRY”

"BROKEN ROAD”
"FAST CARS”
AND “SKIN’

TO "WHAT HURTS THE MOST”

THANKS FOR THE FA
AND FURIOUS RIDE

IT HAS BEEN A BLAST.

HERE'S TO YO

FROM YOUR GANG AT
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RASCAL FLATTS HAS ACHIEVED in six short
years what many acts can only hope for in the length of a career.

In addition to numerous awards, the band has sold more than
8.8 million records, according to Nielsen SoundScan; scored 13
top 10 hits, including five No. 1 singles; and is one of the top
touring acts on the road, country or otherwise.

In February, the band’s hit “Bless the Broken Road,” which
spent five weeks at No. 1 on Billboard Radio Monitor’s Country
Airplay chart, was named best country song at the 48th annual
Grammy Awards.

Although the honor goes to the writers of the song—Bobby
Bovd, Jeff Hanna and Marcus Hummon—the award gave the
band cause to celebrate as well.

On the eve of the release of its highly anticipated fourth
album, “Me and My Gang,” on Lyric Street Records, Jay
DeMarcus, Gary LeVox and Joe Don Rooney talked with
Billboard Radio Monitor about their music, their future and

working with a new producer.

You changed producers for your new album, from Mark
Bright and Marty Williams, who produced your first three
records, to Dann Huff. What is the story behind that?

Rooney: Sometimes in this business you can sit idle for too
long, and we kind of felt like we were sitting idle. We were hav-
ing success and were in a good place, but still felt like something
needed to give or be inspired, really. It was nothing against them,
it was just that we wanted to go another direction.

DeMarcus: Not to diminish the things those guys have done
for us—they were very, very much a big part of where we are
right now—but I felt like it was time for a change, and I know
the other guys did, too.

We'd known Dann for a long, long time and respected his
work. Dann came from a very band-oriented point of view—
being a musician himself and playing in several bands. He got

4 vV AL

what we were trying to communicate live. He’d come out and
watch the shows.

LeVox: Looking at Dann’s record, we absolutely knew that he
was the man for where we were trying to go. He pushed us into
different areas that we hadn’t been pushed before. All producers
have a standard thing: They get session players to come in, and
they kind of do things the same way. But IJann said, “I think we
should cut this record like a band.” We love that band aspect, so
we went in and cut it like a band. Joe Don played guitar on every-

thing, Jay plaved bass on every song on

the album. It was a lot of fun, it was a
nice change.

As writers, band members have
contributed songs to each of your
previous albums. Did you end up
with something on the new album?
LeVox: Yes, absolutely. There’s one
on this album that the three of us wrote
together, and Jay has one on here that he
co-wrote and Joe Don has one that he co-
wrote. You start getting into trouble as
an artist when you say, “We're only
going to record things that we've writ-
ten,” especially when you live in a town
where some of the greatest songwriters in
the world live. Our egos aren’t the ones
speaking, it's our hearts. We just want to
have longevity in what we are doing, [so
when songwriters] Jeffrey Stecle and
Neil Thrasher and Wendell Mobley and
Danny Orton and those kind of cats
pitch you a song, you listen to them.

To help launch this new record you
visited a number of radio stations,
and you continue to do what you
can with radio as far as phoners,
station visits, etc., are concerned.
Why is that important to you?

DeMarcus: They are our biggest
allies. It just makes sense, because they
are our voice and they got us to where
we are. Along with the fans, [they] allow us to do what we do
every day for a living. I don’t feel like [we] could ever forget that.
I don’t think [we] could ever stop remembering the one that
brought [us] to the dance.

What is next for you? Are there solo projects in the
future? Do you want to produce other acts?

LeVox: Rascal Flatts is always first and foremost. Joe Don, on
the side, is working with a band in L.A., and Jay just produced
Chicago’s latest record. Producing is a real big thing for Jay. His
creativity as an artist really fuels his fire, producing. As long as
none of that stuff gets in the way of Rascal Flatts, it’s all good.
That really pushes Jay, which carries over and brings new light
into our projects and what we do.

We're excited for Jay. He’s a really, really good producer and

AND GOT US
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has a great ear. Of course, we co-produced [our] last three
albums. That's a really cool thing and a nice asset to have, bul
Rascal Flatts will, hopefully, be around for a long time. As long
as the fans want us, we’ll be here.

DeMarcus: My main focus has been and always will be
Rascal Flatts, and I wouldn’t do anything detrimental to what
we're trying to do. Our focus right now is this new record and
trying to promote it as much as possible, and really honing in on
this new show that we’ve got out this vear, which is one of the
things that I'm most proud of. It’s a great show and a great set.
and I'm really excited about this vear,

Over the next few months I’'m going to be looking for some-
thing else to do now that the Chicago thing is behind me. I'm
sort of getting the bug again to produce something else, and
there are a few irons that I have in the fire.

Rooney: We want [to be involved in] every part of the indus-
try. I would love to be able to one day in the future—hopefully
short future—have our own publishing company. I don’t want ta
say “have our own label,” but if that would pop up, I don’t think
we’d ever turn it down—but at one point, one day. We're
extremely excited about being on Lyric Street Records right
now. [We could] maybe have that on the side and bring new
artists in that [we] believe in. I would love to do that, to give peo-
ple a chance to make it in this business like people gave us a
chance. Not only that, I would love to work with artists and pro-
duce them. I'm producing some things on the side right now,
just little things, but not with anyone with a record deal yet.

What has been the band’s biggest success to date? Is
there an award that stands out, a No. 1 record, a show?

Rooney: I think it just happened, that Grammy. Of course, it
goes to the songwriters for “Bless the Broken Road” [but] proves
what Rascal Flatts can do. I think it shows what true artists we
are. For the industry or for maybe the naysayers out there that
don’t really believe . . . that just lets them know that we are here
and we are for real. We can make music that anybody can be
proud of and that anybody can like. It kind of puts a more seri-
ous label on us, and I like that. That Grammy is a step in the
right direction for us and a big moment for us.

LeVox: It is the culmination of everything at this point. A
No. | record is amazing, but it is the total of all the great things
that have happened. Perhaps it’s the freedom to make the kind of
music we want to.

Do you feel like you get the industry recognition you
deserve?

Rooney: Not necessarily. It’s that old cliché of the boy-band
thing we fought so long. Luckily we’ve been able to sustain our
career and have been successful with each project, and we
finally got to the place where the Grammy nods are happening.
That’s the ultimate as an artist.

[For] some artists it happens with their first album, and some
artists I guess it takes a lot longer if it even happens. The indus-
try now is looking at us a little more serious. I think they can’t
help but do that. We’ve had a little longevity now, and I think
our success climb has been like a stair step, it’s been rising. They
are seeing that, and I’m proud that they are seeing that. I think
there’s a lot on the horizon for Rascal Flatts. .

e ————ma—————————————
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THE PHOTOS

Compiled by Susan Visakowitz

rvisakowitz@ billboard.com

1

KANSAS CITY LOGIC

co-host Mary McKenna. Black is touring the nation in support of current

B

MATIS STRIKES AGAIN
The folks at Clear Channel top 40 WKSC (Kiss 103.5) Chicago
got to hang out with the seemingly ubiquitous Hasidic reggae
artist Matisyahu before his recent sold-out show at the Riviera.
Matisyahu, in front, hangs with WKSC MD Jeff “Smash”
Murray and Epic Records’ Dixie Tipton. {Photo: WKSC)

Equity Records artist Clint Black, center, stopped by CBS Radio country KFKF
Kansas City to visit with PD/morming co-host Dale Carter, right, and morning

album “Drinkin’ Songs & Other Logic,” which he self-produced. (Photo: KFKF)

TO BE PERFECTLY BLUNT

left, are EMI VP of promotions/marketing and A&R Neil
WPLJ VP of programming Tom Cuddy. {Photo: WPLJ}

B

N\

CHART-TOPPER

EMI Music Publishing decided to celebrate the U.S. chart-topping success of
U.K. singer/songwriter James Blunt with the team at ABC Radio adult top 40
WPLJ New York. A little-known fact: The publishing company was the first to
discover Blunt and helped him get signed to a record contract. Pictured, from

Lasher, Blunt and

British singer/songwriter/guitarist Corinne Bailey Rae, left, who recently topped the UK. and other European
charts with single “Put Your Records On” and accompanying self-titled debut album, visited Sirius Satellite

Radio’s New York headquarters for a live performance. She poses here with Sirius programmer/host Meg Griffin.

{Photo: Sirius)

DOWNLOADS VS. SPINS AT FINAL FOUR

_CHART COMMENTARY BY .JOE FLEISCHER

' IN HONOR OF THIS WEEK'S Final Four in
Indianapolis, we look at what's being downloaded by
modern rock fans at the site of college sports’ biggest
spectacle. Top five spins for the reunited Buckcherry's
new single “Crazy Bitch” lands the track in the top 20,
but downloads are way ahead of spin rank for Panic! at
the Disco, Nickelback and Avenged Sevenfold. Great to

see Hawthorne Heights finally getting love from mod-

DOWNLOADERS
(CUME)

NO. ARTIST

1 FALL OUT BOY DANCE, DANCE 28097

\ 2 PANICI ATTHE DISCO THE ONLY DIFFERENCE BETWEEN... 10536
[ 3\ ;VICkELBACK _ ANIMALS B ?533
) 4  AVENGED SE\;ENFOLD BAT COUNTRY — 2031
5 - gYSTEM OF A DOWN HYPNOTIZE 8027
7_6 JACK JOHNSON UPSIDE DOWN 7({24
7 710 YEARS WASTELAND 65?2

i 8 H.LM. i RIP OUT THE WINGS OF A BUTTERFLY 6522
¥ 9‘ ;\AA;iS;AHU 7 KING WITHOUT A CROWN 6020
10 AUDIOSLAVE OUT OF EXILE 5519

20 www.BillboardRadioMonitor.com

ern rock after what seems like years of undeniably huge
downloading, but only a smattering of station support
in any market. And it couldn’t hurt to give Matisyahu
more love. Top 10 downloads, zero spins in Indy. Word
to the wary, just like Hawthorne Heights, Fall Out Boy
and the All-American Rejects, Matisyahu is made for
this format and will be owned by another soon enough.
Jump in now. He's the goods.
p —

cor & -

NO. ARTIST

- -

SPIN RANK

WEEK ENDING
MARCH 26, 2006

DOWNLOADERS

(CUME)  SPIN RANK

- n WEEZER PERFECT SITUATION 5017
7 1;3 . 12 YELLOWCARD LIGHTS AND SOUNDS 5017 -
-37 >13 HAWTHORNE HEIGHTS  SAYING SORRY 4515 16
38 14 COLDPLAY TALK 3512 32
39 15 NICKELBACK SAVIN’ ME 3010 7
- 16 ;lNE INCH NAILS EVERY DAY IS EXACTLY THE SAME 3010 4
I 1 17  GORILLAZ DARE 2508 45
) - 18 BUCKCHERRY CRAZY BITCH 2508 5
- 19 EVANS BLUE COLD (BUT I'M STILL HERE) 2508 9
L 7 ;0 COHEED AND CAMBRIA  WELCOME HOME 2508 -

FOR THE WEEK OF APRIL 10

Artist

Title

RHYTHMIC TOP 40

Cherish Feat. Sean Paul of the
Youngbloodz

{Label)

1[_)o tTo It {Capitol)
&

Why You Wanna {Atlantic)
Young Leek

Jiggle It {IDJMG)
ADANWT TOP 40

Blue October

Hate Me {Universal Motown)
Needtobreathe

You Are Here {Lava)
\ DULT CONTEMPORARY

LaToya London

State Of My Heart {Concord}
RAB/HIPHOP

Dem Franchize Boyz

Ridin Rims {Virgin)
Heather Headley

Me Time {RMG)
Obie Trice Feat. Akon

Sll'\itch {Interscope}
Tl

What You Know {Atlantic}
Too Short

Blow The Whistle {Zomba)
ADULT AR&B

Heather Headley

Me Time (RMG)
GOSPEL

Anderson Sanctuary Choir

You're Worthy/We Will Sing (Malaco)
Chris & The Fellowship Feat. Lowell Pye
Down AtThe Cross (Church Howse}
The Singletons
Better Than That {Verity)
Sunny Hawkins

What A MarvMore OfYou (Still Waters)

CHRISTIAN

Avalon

QOrphans Of God {Sparrow)
Ayiesha Woods

Happy (Gotee)
Casting Pearls

Love's Done Something {inpop)
Kristina

Bear My Soul {Creative)
Leeland

Sound Of Melodies (Essential)

Ric Blair With Phil Keaggy
Alleluia {ECM Nashville)
Scott Wesley Brown
Jesus | Come

COUNTRY

Garth Brooks

That Girl Is A Cowboy {Lyric Street)
Kenny Chesney

(Creative}

Summertime {BNA)
Lost Trallers

Call Me Crazy {BNA)
Michael Lee Austin

Cold Window Pane (Alive)
Miranda Lambert

New Strings {Epic)
Van Zant

Things | Miss The Most  (Coiumbia)

MODERN ROCK
Angels And Airwaves

The Adventure {Geffen)
Danko Jones

First Date {Razor &Tie)
The Dresden Dolls

Sing {Roadrunner'DIJMG)
Eagles Of Death Metal

| Want You So Hard

(Boys Bad News) {Atlantic)
Three Days Grace

Animal | Have Become {2Zomba)

The Working Title
The Mary Getaway {I Lost

Everything) {Universal Motown}
Yellowcard

Rough Landing, Holly (Capitol)
ACTIVE ROCK

Danko Jones

First Date (Razor &Tie)
Eagles Of Death Metal

1 WantYou So Hard

(Boys Bad News) {Atlantic)
PO.D.

Lights Out {Atlantic)
Three Days Grace

Animal | Have Become {Zomba)
HERITAGE ROCK

Danko Jones

First Date (Razor &Tie)
PO.D.

Lights Out {Atiantic)
Three Days Grace

Animal | Have Become (Zomba)
TRIPLE-A

Chris Isaak

King Without A Castle {Reprise)

Stereophonics
Maybe Tomorrow (Live) (Nettwerk)

LATIN
Indla
Solamente Una Noche
Jae-P

Vecino

Julieta Venegas
Me Voy

{Univision)
{Univision)
(Sony BMG Norte)
Submit titles to sitvio@billboard.com.
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BY ANTHONY COLOMBO, RAPHAEL GEORGE, WADE JESSEN AND PATRICK McGOWAN

T.I.TOPS R&B/
HIP-HOP CHART

With his starring role in the coming of age flick “ATL.” adding fuel
to his fire, T.I. soars 3-1 on the R&B/Hip-Hop chart with “What
You Know” (Atlantic). With a gain of 609 spins, the track takes
Greatest Gainer honors for a seventh
consecutive week, which is the best
streak this decade.
The song’s 5-1 flight is the biggest
jump to the summit since “QOops (Oh
My)” by Tweet leaped five spots in
March 2002. On Rhythmic Top 40,
“What You Know” also takes ownership
of the Greatest Gainer award as it
reaches Airpower status at No. 16.

FOR INGRAM, FIRST TOP 10
IS LONG BUT SWEET WALK

Jack Ingram collects his first top 10 on the Country chart with
“Wherever You Are” (Big Machine), which gains 2.9 million
audience impressions and rises 12-9. Ingram'’s previous high on
the chart was a No. 51 peak with “Flutter” in August 1997,
Ingram’s single cracks the top 10 in its 27th week, the
longest trek for an artist’s first top 10 since Josh Turner had
an equally long run of 27 weeks with “Your Man” eadier this
year. No artist has taken longer to push a song past the top 10
threshold since Kellie Coffey’s “When You Lie Next to Me”
entered that portion of the chart in 28 weeks in June 2002.

CHESNEY HAS HIGHEST
ENTRY, FLATTS HAS
HOTTEST DEBUT

Kenny Chesney’s “Summertime” (BNA) re-enters the Country chart
with Greatest Gainer and Most Airplay Adds honors at No. 31. The
song improves by +.8 million impressions and gets at least six first-time
spins at 33 monitored stations. Unsolicited album play pushed the track
onto the chart’s lower end for one week in the Nov: 18, 2005, issue.

Rascal Flatts, meanwhile, gets a second week at No. 1 with
“What 1lurts the NMost™ (Lyric Street) and has four other songs
from its “Me and My Gang” album register on the chart’s lower
end. The onslaught is led by the title track, which takes Hot Shot
Debut honors at No. 50. The new album streets April +.

‘SORRY’ SETS NEW
CHART HEIGHTS

Hawthorne Heights® “Sayving Sorry” (Victory) climbs 12-9 and
carns Airpower stripes at Modern Rock. “Sorry™ is the first independ-
ently sold title to hit the top 10) without the benefit of major-label radio
promotion since Default’s “Wasting My Time” (TVT) wrapped up
a 16-weck stay in the top 10 in April 2002. Since then independently
sold titles by the Hives, Dashboard Confessional<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>