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JACK JOHNSON

Upside Down
Moves Top 10 at Adult Top 40
Impacting Top 40
June 20"

“Curious George”
SOUNDTRACK SALES
APPROACHING

PLATINUM

DAMIAN
2. MARLEY
7 "Welcome to

Jamrock”
ADDED AT

KROQ

LOS ANGELES

Described as the “...reggae song of the decade”
by the New York Times and with an add at legendary
K-ROCK/LA, Damian Marley continues a historic
2006 that started with multiple GRAMMY AWARDS
for his latest gold album “Welcome to Jamrock.”

10 YEARS

FOLLOWS UP
#1 ACTIVE ROCK
RECORD

“Wasteland”

Knoxville rockers 10 Years just spent four weeks at #1
with their debut Active Rock and Modern Rock single
"Wasteland.” With over 300,000 in sales on “The
Autumn Affect,” 10 Years continues its domination of
the Active Rock chart as their second single “Through
The Iris” busts into the Top 20. See 10 Years this sum-
mer on the road with Korn and Mudvayne.
“Great song—could be another #1...familiar, yet a
sound of their own...haunting finish — very powerful.“

— Gregg Steele,
SIRIUS Senior Director of Music Programming
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The Autumn Affect

Upcoming Universal/Republic Urban Add Dates

“Ride & Swerve”
“Sunday In The Park”

06/13 Blak Jak
06/20 Tamar Davis
06/27 Baby Boy “The Way I Live”
JULY Nina Sky TBD

JULY Stephen Marley TBD

JULY BigTuck TBD
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“LIPS OF AN ANGEL" FLIES HINDER

TO GREATEST GAINER

Coming off of their Top 5 active rock radio smash “Get Stoned’, Hinder storms back
with the power ballad of 2006 “Lips Of An Angel.” Already a Greatest Gainer at Active
Rock radio and approaching Top 10 on the chart, “Lips Of An Angel” is reacting in all
airplay markets with a continued sales explosion: Green Bay +73%, Columbus +65%,
Minneapolis +51%, Jackson +50%, Flint +41%, and Wichita +27%. Hinder hits the road

this summer with Nickelback. Look for a Top 40 add date in mid-July.
“Lips Of An Angel’ is a hit, man. More than just for Active Rock, it's a hit!” ®»
— Joe Bevilacqua, V.P. Programming, KTCL/KBPI Denver.
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PRINCE PERFORMS
ON FINALE OF
“AMERICAN IDOL”

With close to 40 million people waiting on
the announcement of this vear’s American
Universal Republic artist
Prince made a surprise appearance per-
forming “Lolita” and “Satisticd” from
latest CD “3121.” "Television history was
made as 'ox pulled in a 25.1 rating/35 share. The number

-

Idol winner,

placed the show to near Oscar-levels and gave Fox a historic
sweeps send-off. After the performance, Prinee’s CD “37217
jumped 94%-15% on the Amazon CI chart and is #1 most
increased at Soundscan this week. “3121” has shipped over
850,000 units after debuting #1 Soundscan with close to
200,000 units sold first week. Look for Prince protégé Tamar
Davis—her debut album “Milk € [Honey” in stores August.
Her latest single, “Sunday in the Park™ impacts 6/20.

SAVING JANE IS #1
MOST ADDED AT TOP 40

Saving Jane follow up their Top 20
hit “Girl Next Door" with the #1
Most Added record at top 40,
“Happy” With more than 40 sta-
tions on the new track and with
their first national TV appearance
on Regis and Kelly, “Happy” be-
comes the Ohio group’s fastest
moving single ever at Top 40. John
Stewart at WZKL/Canton adds,
\ “Marti writes and sings lyrics that

B hit home with the core female audi-
ence. THEY can relate to ‘Happy’ even if you can’t” Saving
Jane continues this summer as the featured artist in over

GODSMACK#1
FASTEST IN HISTORY

Universal Republie phtinum artist Godsmack returns with “Speak,”
the fastest No. 1 in their history. Taking only four weeks to reach
the top of the Active Rock chart and sitting on top for 12 weeks. The
Boston foursome adds to their historic career by having more Top 10
Active Rock tracks (13) than any other band (per Billboard Rcscnrch
Services). “Shincdown”—the '
sccond single from Gudsmack 1V —
will impact on 6/20. /1" has sold
almost 500,000 units in less than
five weeks. Before hitting the road
for a summer-long tour, Godsmack .
performed at the VIEE Rockin® honors this past weekend in Las Vegas.

“#] research, all demos. What else do you need to know?”
~—Jake Daniels, APD/MD KATT/70klahoma City

NATALIE HOOKS UP
WITH #1 DUQO

Rockers
Natalie follows up her debut "Top 10 sin-
gles “Goin™ Crazy” and “Lnergy” with
her latest Latium/Universal Republic
release “What You Gonna Do” featur-
ing Bun B. already on over 30 stations
including: KYLI)/San Francisco, KP'T'Y/
Houston, KKI'R/Phoenix, WPOW/
Miami, and XMOR/San Dicgo.
Produced by Plav N Skillz, the same team that brought vou
Chamillionaire’s #1 “Ridin’}” “What You Gonna 1Jo” is reacting like
another #1 record for the hit producing duo. Top 5 phones:
KPTY/Houston and KXBT/Austin. ‘Top 10 phones: KKSS/
Albuguerque and KSEQ/resno. Early leader Pete Manriquez, VI of
Programming for Univision Radio comments, “Natalic has come
through once again. Her song is #1 request & Top 3 street
rescarch.. .don’t get it twisted...it’s a hit!” Natlic’s “Lveryihing

Former Houston dancer

"

UNIVERSAL

RECORDS

310 Wet Seal stores and on MTV’s ‘Tiara Girls.
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Gather ‘round. J

fireside chat.

This isn’t your
grandfather’s 7

WorldRadioHistory

CashAd vance.net
The CASH you
need overmnight
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Gone are the days of the static wooden box
in the living room. Today’s radio is
interactive, visually invigorating, and
on-the-move.

Make your audio visual, strengthen
audience loyalty, increase time spent
listening & watching, and generate
non-traditional revenue streams using
iSEEradio’s interactive media player!

Spark up the firesides of the
future with iSEEradio.

www.iseeradio.tv
800.929.6726 / Promo B519
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Known as the “insurance capital of the world,” Hartford
boasts one of the nation’s most educated and productive
workforces, ranking No. 1 in gross domestic product per
capita and No. 2 in labor productivity in the world.

POPULATION: 1,043,700
RADIO MARKET RANK: 51

DEMOGRAPHICS:*

TOTAL HARTFORD
75-MARKET  ARBITRON
POPULATION % METRO % INDEX

Age 25-34 18% 15% 84
Age 65 or older 17% 18% m
College graduate 14% 16%
Post-graduate degree 9% 1%
White 83% 86%
Employed full-time 51% 54%

No children in
household 59% 62%

Live in condominium 4% 6%

Listened to audio online
(past 30 days) 15% 14%

NO. OF RADIO STATIONS: 28

RADIO OWNERSHIP:

OWNER NO. OF STATIONS RATINGS SHARE**
CBS 1AM, 2 FM (3) 32.4%
Clear Channel 1AM, 3 FM (4) 26.2%
Buckley 2AM, 1 FM (3) 71%

FORMATS: 5 N/T, 5 top 40, 4 AC, 3 adult top 40,
2 country, 2 Latin, 2 sports, 1 active, 4 other

RATINGS LEADERS:**
AQH SHARE

STATION FORMAT 12-PLUS
WRCH-FM AC

WTIC-AM N/T

WWYZ-FM country

WHCN-FM adult top 40

WZMX-FM top 40

INTERESTING FACT:*

Twelve percent of Hartford metro area residents in the
past 12 months remodeled their household bathroom,
12% remodeled their kitchen and only 3% installed a
pool or spa.

*Source: Scarborough Research 2006
**Source: Arbitron Winter 2006 Report

COLUMNS & FEATURES:

Welcome to a
week in the life of Ed Kiernan.

and dig deep into
the trenches.

But, for CBS Radio/Houston market manager
Laura Morris, it's all “one long improv.”

Or is it still
considered "value added”?

EHERTS:

CONTENTS
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for today’s time-starvea, multitasking yet
ever-flexible GMs.

Managers
fresh from the recruitment process share
tips for success.

What
to look for (and what to avoid) in your
next GM.

Detecticn clominators take the
spotlight in the first in a recurring series
devoted to chart feats from the history of
Billboard Radio Monitor.
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MONDAY, JUNE 5 >

INTERACT AT

CHRISTIAN RADIO’S NEW ONLINE HOME. Visit

BRMChristian.com.

TUESDAY, JUNE 6 >

UPDATED CHARTS AND

PLAYLISTS FROM ACROSS THE STREET TO AROUND
THE WORLD. Click on CHARTS.

WEDNESDAY, JUNE 7 > DEEPER NEWS
COVERAGE, MORE EXCLUSIVES. Click on NEWS
ALERTS.

THURSDAY, JUNE 8 >

DISCOVER

TOMORROW'S HITS TODAY WITH HITPREDICTOR. Click

on CHARTS.

FRIDAY, JUNE 9 >

SIGN UP FOR COUNTRY

MONDAY MONITOR, THE DEFINITIVE DATA SOURCE
AND COMMENTARY. Click on NEWS ALERTS.
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Tampa's Dana Exits
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SPECIAL
ISSUE

BY TONY SANDERS
PHOTOGRAPHS BY
JACK SYKES / RETNA LTD.

A DA

ED KIERNAN IS AN EARLY RISER, a marathon
runner and usually in his office by 6 a.m. The carly start gives
him a chance 1o work without phone calls and listen 1o the morn-
ing show on 98 Rock.

For the last 15 yvears, Kiernan has run Iearst-Argvie news/
talk WBAL and active rock WIYY (98 Rock) Baltimore, a posi-
tion he took in 1991, shortly aticr leaving his three-vear stint as
G\ of CBS Radio all-news WCBS New York.

Kiernan’s office is a great place to sit and listen to radio. The
dark wood credenza that lines one wall is flanked by two different
maodels of antique Phileo radios. One working floor model stands
about tour feet tall and still has Boston-area call signs on the but-
tons. A plague commemorating his vears as G\ for WCBS
hangs near the office door. A LeRoy Neiman watercolor of the
New York City Marathon finish line hangs on that same wall, but
closer 1o the Phileo radio. Kicrnan runs regularly. He's 38.

Until 2003, 98 Rock’s morning show for the previous 10 vears
was known as “Kirk, Mark & Lopez.” But newsman Bob Lopez,
a 27-vear veteran of the station, died from lung cancer in 2003.
Josh Spiegel is now the newsman, and the show has been re-
named “Kirk, Mark & Spiegel.”

Kiernan used to dial around and tune into competing morn-
ing shows while working in his office, “but I really don’t do that
anyvmore,” he savs.

With Howard Stern’s departure, Kiernan says he’s content 1o

keep it locked on 97.9. “In this winter book, our show is No. |
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adults 23-34. 1Us also No. | for men 23-34, No. | for adults 18-
49 and for men 18-49."

Like many G\ls, Kicrnan's background is in sales. Aside
from working for WCBS from 1987 to 1990, he also ran the CB3S
Radio Reps firm for a while. s that carcer upbringing that
drives him 1o continue his involvement in his stations’ sales and
marketing meetings.

Kicrnan's rypical week starts with a Monday-morning depart-
ment head meeting for 98 Rock, “just to make sure that we're set
tor the week,” he savs. Tuesday afternoons include a similar
department head meeting for WAL

“I go 1o all the sales meetings. 1€s something | enjoy,” he savs.
“I'learn a lot from them, and 1 find them 1o be a really good source
of information, but that’s who [ am.”

Pausing for a moment, Kiernan adds, ! just feel like that's a
part of my life that I want to keep.”

Under Kiernan’s tenure, the Hearst combo’s revenue has grown

tfrom nearly $17 million in 1991 to around $30 million today.

SELLING SPORTS AND ROCK

On Thursday mornings, Kiernan devotes as much as an hour-
and-a-half” to 98 Rock’s weckly promotion meeting, “We really
talk about sales promotions,™ he says. *We take all of the promo-
tion people from 98 Rock and the program director from 98 Rock
and me, and iU’s fun. "The promotion people are in their 20s. The
PD isin his 30s, and ’'m in my 50s. We sit here, and we try 1o sat-

b KIEARAN

Ll
L]

isfv the needs of the sales department on the one hand without
making the station sound like shit on the other hand. It’s quite a
tug of war, and it’s been going on for vears. | enjoy these meet
ings, becanse [ think a lot of creative juices are lowing. We're try
ng to do drcnli\e things for people but not commit suicide.”

I'riday mornings, he attends a meeting of the combined sales
staffs for both stations.

Radio Nlonitor attended one of the weekly IPridav-morning
sales meetipgs. The two stations employ 22 sales exees—many of
whom arc long-term veterans of the station (sec story, page 6).
On this particular morning, a few staff members were out, but
most exees and sales managers arrived in the large conference
room one floor up from Kiernan’s oftice, ready to deliver their
weekly statjon monttors— a rundown of who's advertising what
on cach of the key competing stations in town.

The curient revenue leader appears 1o be Clear Channel coun
try WPOC, It's certainly a station that Kiernan has in his sights.
Guided by [Bob Cecil, director of sales for WBAL/WIYY, the
sales staft’ spends plenty of time during the week studying spot
loads and advertiser mixes for WPOC and other local stations.
These statign monitors, with their detailed breakout of a day
part’s inventory and advertiser hist, are a regular part of the Friday
meeting's agenda.

The Fridas-morning sales mectings also include a regular
review of the combo’s sports sales efforts. Kiernan allows every

Continued on page 6

Ed Kiernan looks pleased
with the turnout for 98 Rock’s
sponsorship of the infield festivities at the
131st Preakness Stakes, which took place at Baltimore's
lico racetrack. The active rock station has been a part of
Preakness Day for the last 25 years.
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Better
Measurement

Better Radio

" Arbitron is the only company that has completed

[ 1 | 1’ all the necessary testing. PPM™ is the only
electronic option that can deliver the ratings credibility
that the radio industry needs today. This cutting-edge
technology will improve accountability and increase our
return on investment of our advertising dollars.” >

Shannon Pedersen
Manager, Media Buying
Wendy’s International, Inc.

Better measurement. Better radio.

It's time for PPM.

osremats  www.arbitron.com
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Continued from puge 4

onc on both staffs to scll packages for cither the Orioles baseball
games, which air exclusively on WBAL, or Ravens football,
which will simuleast most games on 98 Rock and WBAL. Fhe
only exception to a Ravens simuleast will be when the Orioles
and Ravens have similar game times. "Then, 98 Rock will exclu-
sively air Ravens games.

“We coordinate that,” he savs. “We talk about new ideas and
about things that might have been sold that might be of interest
to other people. How we sold ir, and then we kind of do a run-
down of what’s still available to us. It’s a really informative mecet-
ing. Thar takes about a hour, but we've got 22 salespeople in the

., . S,
room, and 1t’s a really productive morning.

BACK IN THE OFFICE

After this hourlong mecting breaks up around 9:30 am.,
Kicernan heads downstairs ro his office for onc of his other Friday
meetings—a rundown of the ad pacing for the next few months.
That meceting takes place around 10:30 am., a half-hour before
the formal report on the numbers is due at Hearst’s New York
corporate headquarters.

The time lag gives Kiernan almost an hour to meet with 98
Rock PD Dave Hill and discuss a new initiative to replenish the
coffers of the Rock and Recovery Foundation, a nonprofit
charity the station oversees. Part of that meeting involved a con-
ference call with Hearst's attorneys.

For many vears, Lopez acted as the point man for a fund-
raising ceftort thar sold station-made CDs to listeners and
donated the money to the foundation. Now, Hill, Kicrnan and
the Hearst attorneys are trving to develop a plan that will keep
the foundation well-funded and make it an initiative that will
create a new opportunity for branding 98 Rock with a good cause
and give listeners a fun way to donate to the cffort.

Afier this conference call, at about 10:30 a.m., WBAL and
WIY Y7s four sales managers gather in Kiernan’s office to give
him a onc-sheet overview on how revenue is doing and advise
him on what they see as budget hurdles they'llneed to overcome.

Along with director of sales Cecll, there’s national sales man-
ager Stephen Hartman, WBAL sales manager Arthur 3.
Hawkins I11, who also heads sports sales for the two stations, and
98 Rock general sales manager Hugues Jean.

Monitor sat in on this meeting. The takcaway news came from
Hartman: Clear Channel’s “Less Is More” spotload reduction

initiative 1s having a real effect on national spot-—demonstrated

UNCOMMON
STAFF LONGEVITY

ED KIERNAN HAS 15 YEARS under his belt as VP/GM
of Hearst's combo. But that tenure seems relatively short
compared with the decades of service posted by some of
the stations’ other industry vets. To cite only three exam-
ples, WBAL VP/station manager Jeff Beauchamp has been
there for 30 years, WBAL news director Mark Miller is work-
ing on his 27th year and senior account exec Al Burk Jr., 25
years in, is a second-generation member of the WBAL fam-
ily. Burk's father retired in the early 1980s, at 65, after rising
through the ranks to become GM.

Dave Barrett, now Hearst-Argyle president/CEOQ, has 22
years with the company. Barrett joined Hearst when he took
over the GM position after the elder Burk retired. He hand-
ed those responsibilities to Kiernan in 1991 to begin his own
ascent up the corporate ladder. —TONY SANDERS
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this vear by an enormous surge in requests for 10-second avails
by national-spot advertisers.

The rest of Kiernan’s Friday is usually open for other ap-
pointments, but this particular day was the eve of Saturday’s
running of the Preakness Stakes. That meant he was heading
over to the Pimlico racetrack in northern Baltimore City to check
with his staff who were setting up for an afternoon live broadcast
from the Black Eved Susan Race at the track. And then there was
the matter of making sure cverything was set for Saturday’s
extravaganza from the inficld.

PREAKNESS PARTY, RAVENS RAVE

For the last 25 vears, 98 Rock has produced a najor station event
during the annual Preakness Stakes, the second leg in horse rac-
ing’s prestigious T'riple Crown.

Aregular part of 98 Rock’s Preakness celebration includes a live
broadcast for part of the day from the infield of the Pimlico, where
a crowd of approximately 63,000 typically turns out. In years past,
the 98 Rock soundstage hosted live performances from top-flight
artists, but that changed in 1998 when Pimlico’s managers dis-

creetly suggested the rowdy rock crowds might be more sedate if

they became involved in something other than a raucous concert.
Instead of hosting bands, 98 Rock now hosts the Perfecta Body
Contest, in which men and women compete separately for prizes.
This year’s pancl of judges included Baltimore’s own Stacy
Keibler, the former “Nitro Girl” for World Championship
Wrestling and a former Ravens cheerleader.

The new relationship between 98 Rock and the Ravens was
hammered home for the listeners during this vear’s Preakness
broadcast when several key plavers were brought onstage to
judge the contest, including starting quarterback Kyle Boller.

The Preakness party is a major promotional event for 98 Rock
that Kiernan dubs “our HF Stival,” referring to the annual music
festival promoted and sponsored by CBS Radio talk/modern
rock WHI'S Baltimore.

This year’s event had the added sizzle of 98 Rock’s new rela-
tionship with the Ravens. *“This is a big deal for us,” Kiernan
says, “because, it vou look around the country, there are not a lot
of stations where the football team and the baseball team are both
under the same umbrella.”

Ir's also less common to have a football team linked primarily

From left, Ravens quarterback Kyle Boller,
WIYY morning man Kirk McEwen and
WBAL/WIYY GM Ed Kiernan

1o arock station rather than a news/1alk or sports facilitv. But, as
Kiernan tells it; the Ravens are looking to develop a bit of an

“outlaw™ attitude for their brand identity. That blends perfectly
with 98 Rock’s own demeanor.

Currently, Kiernan’s schedule includes a regular weekly
update on How revenue-sharing plans are going. *“I mecet with my
guys at the|station,” he says. “Then, once a month, 1 go to the
Ravens complex. T sit down with the Ravens management, and
we review dverything.”

Kiernan lis happicr with the prospects of a revenue-sharing
opportunity, “because when vou bid for a team and you give
them a flat-rights fee, they’re done with vou. You have to make
it work. THis way is different. We all have to be pulling in the
same direction.”

ARE YOU READY FOR SOME RAVENS?

Once Raveng-related piece of programming that came from his
recent meetings is the shaping of 98 Rock’s pregame show. For a
1 p.m. gamg on Sundays, 98 Rock docs a pregame show that
starts at 7 a.m. At 10 a.m, the station goes live to a tent outside
the M&T Bank Stadium. WBAL does a different show, also
starting at 10 a.m.

Kiernan shys that his stations will “interchange the personali-
ties” and that the simultancous programs will be separate and
very differert. 98 Rock and the Ravens is really about lifestyles,
while WBAL 1s all about Xs and Os. It vou want the details of
what's going on, and vou want to get into the \s and Os of the
game, vou cgn tune into WBAL.”

i

Kiernan shys this kind of programming split has been done
successfully |before with his stations” Orioles pregame shows.
I'rom a sales standpoint, the separate programs give his staff
twice the opportunity to bring new advertisers to the table.

There are plenty of other issues on Kiernan’s schedule: One high
priority is preparing for the June 1 debut of WBAL’s new local talk
program that replaces an cight-vear run with Rush Limbaugh.

But top ofjmind for now is getting the branding right on the
new relationship between the Ravens and 98 Rock.

Drawing jon the IAP’s heritage relationship with the
Prcakness, Kicrnan sayvs he wants to make the Ravens football
games feel like “every Sunday is a Preakness day, like it’s a big

Ravens holiday.” e o
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- / "Just like in the cable news business, FOX News has qmckly
established itself as the premiere brand in radio news.’
~ Andrevy Lee, PD - News/Talk 1439 WXNT Indianapolis |

) 4 “FOX News is a key piece of our YOUNGER. SMARTER. BETTER.
I branding of 97.1 FM TALK.”
~ Jeff Allen, PD KFTK-FM St. Louis

y 4 “I have never seen a brand with so much passion and I'm glad
it's now associated with my station.”
~ Nick Roberts, PD WCRX-AM Dayton

“Our listeners consistently tell us how much they appreciate
having FOX News available on the radio, and they trust our
news coverage more because of the FOX affiliation.”

~ Phil Tower, Dir of Prog/Ops - NEWSRADIO WOOD 1300 Grand Rapids

THE M0ST POWERFUL NAME IN NEWS® . . EVERYWHERE




“DR. BRUCE NELSON” STRATTON uwill celebrate

50 vears in radio in 2009, During the past five decades, he has

worked in such metropoles as Houston, Milwaukee, Atlanta and
Washington, 13.C.

For the past 20 vears, though, the broadeasting veteran has
been  content to downsize, serving as GM of Quality
Broadeasting country KITTX Corpus Christi, Texas, in Arbitron
marhet No. 139,

“If somceone came along and ashed me to do the same thing in
Houston again, my response would be, ‘I3 Paso, no thanks,” ™
Stratton says jovially. “This is the Litestvle T prefer. T have time
to do all the things that [ enjov in radio.”

Like many GMs in smaller U.S. markets, his decision 1o shun
the bright lights of major-market broadeasting 1s more than a
choice: It is a pleasure.

\side from avoiding the squalor of corporate politics and the

8 www.BillboardRadioMonitor.com

Ms KEEP PACE WITH

time 1t takes to approve a pack of pencils, managers surveved cite

advantages like maintaining a connection with the music—for

many, their reason for entering the business—as well as being
part of the daily cog of their operation, including the cultivation
of sales, marketing and on-air staff.

Ann McMaunus, market manager for Cumulus Media in
Bridgeport, Conn., market No. 120, surmises, “You are more
likely to find a smaller-market general manager in front of the
clients, building strong business relationships and having a
direet impact on sales.

“We are fortunate to have some of the finest sales, business,
promotion and programming managers in the industry; and Lam
in constant contact with all department heads, both on a formal
and informal basis. I work side by side with all depariments day
in and day out,” the leader of top-ranked AC WEBE and news/
talk WICC- M says. “It’s not about the market rank you repre-

Ann McManus

BIG-CITY COMBADES

sent; it's all about the team and leadership skills vou possess as
the general manager running the organization. My moncey re-

mains with our tcam in Bridgeport, Conn.”

BEHIND FOUR WALLS

Another distinction between large- and small-market G Vs is
having time to build culture inside the four walls shared by a sta-
tion’s staft.

“I think that in major markets, so much time is spent dealing
with hig—cio, big-money talent,” suggests Joe Flvnn, market
manager/ VIP/GAI for Citadel/Worcester, Mass., market No.
110, which|operates classic hits WW N, adult 1op 40 WXI1.O
and oldies } ‘ORC.

“A smaller-market manager can have more of an impact on air
personalitick—along with the other people in the building—in
creating a dulture. When vou spend so much time with talent
that 1s making a lot of money,” vour time becomes unbalanced
among the | plavers; he savs. In addition, *“it creates bigger
headaches in the major markets.”

That imbalance inevitably takes many GMs away from
clients, which changes the focus of a manager’s role.

“Personal relationships at the elient level are very important in
the smaller markets,™ MeManus savs. “We have the know-how
and can impact local sales ina major way.™

And, she says, “major-market stations have grown oo depend-
ent on the transactional agency business. While we in smaller mar-
kets might not have the depth of resources that a larger market has,
we mahe it up by working smarter, harder and more ereatively.”

For Stratton, the biggest coup of his job is being able to main
tain presencd on the air, Afier 20 vears as a Houston personality,
he says, *Ihad pretty much platcaued. FFor me to do anyrhing dif-
ferent at all, § needed to get in on the ground floor of something
new and exeihing. This was the last gunfight for an old gunfighter.
I've been in programming wars in the cities | had worked in pre
vioushy, and T wanted 1o take a look at it from the other end, but
[ wasn’t willipng to lose my opportunity 10 be on the air.”

So the map has his cake as GM-—and he gets 1o eat i every
day as morming man for KITT'\.

“I have that opportunity 1o change hats,” he savs. And, as
MDD, Strattgn also remains integrally involved in content:
“lovery dav swhen the mailman comes, 1t's still exciting. I'his is
all Pve ever wanted, to get free records for life. T sull get 1o take
a slug of records into my car and listen to what’s new.”

Independent owner Nike Brandt wears so many hats at top 40
WYDI. Corinth, Miss., he’s run out of heads: In addition to GM

stripes, he’s morning host as “’Iie’Tak,” P and MDD, and han-




dles sales, marketing

g, promotions and imaging. “The only

department 1 don’t have to worry about 1s traffic,” he says. “Let
any of those arcas shp, and you're in trouble. I think there’s a
misconception that smaller market GMs have an easy workday
—come in at eight, leave by four. But we're responsible for the
bottom line, and we're genting our hands dirty. We're digging
the trenches along with the sales team, on-air with the other
jocks, developing and maintaining strong community ties. We're
more of a co-worker and less of a boss, but its a finc line; cross

it the wrong way and vou’ll lose control.”

STILL NOT SO DIFFERENT

Suill, for all the difterences that GMs point to in smaller markets,
the greater mission remains strikingly similar 1o their counter-
parts in metropolitan regions.

“We have the same accountability 10 advertisers, listeners and
corporate that any market size would have,” sayvs Mil
McConnell, VP/market manager for Citadel/ Albuquerque,
NAL, in market No. 70, whose properties include No. 1 talk
KKOB-AM, AC KNGA, country KRST, adult hits KDRI,
sports KINML-AM and classic rock KBZU. “T am charged to
protect the license, grow the top line and deliver an ever-
increasing bottom line expectation. In my addinonal role of
interacting with all of our national buvers, I focus on giving the
best market information and forging the best relationships possi-
ble that set us apart from our competitors.™

Cumulus/Bridgeport™s McManus adds, “My primary goals
are to grow revenue year over vear, control expenses and
increase cash flow for our organization, while simultancously
providing outstanding local programming that serves the inter-
est of the communitics in which we live. It is our mission to be
the market leader in sales and programming as well as being one
of the best-run radio stations in America.”

In a major market, Citadel/ Worcester’s Flynn says, “vou are
charged with hiring the most talented people vou can find and
letting them do ther job. It's the same thing here; as the manag-
cr of three stations, I am responsible for the content that comes
out of the speakers, the talent that we hire on-air and revenue,

“It’s up to the GM to keep evervthing moving,™ he adds. “I
talk to people in major markets, and we're all dealing with the
same issucs. A week ago, | had my silent alarm going oft at our
transmitter site, I found out that our traffic manager was moving
on and my assistant resigned. It’s just not that different.”

TECHNOLOGY: DIVIDE AND CONQUER

‘I'he GMs also agree that burgeoning technologies are as valuable—

and challenging—to them as they are to their big—city comrades.
“Lxpanding media choices and delivery methods will cause

some audience crosion,” WYDILs Brande says. “But 1 don’t

believe for a minute it will be permanent. We just need o make

N\

sure our programming is relevant to the audience we're targeting.™
McConnell is looking toward Internet initiatives like rich data-
base marketing, streaming and high detinition. He savs, “With these

technologies. we need to prove that radio is on the cutting edge of

integraiing these technologies and not being replaced by them.™

KI'TX's Stratton adds, “*Satellite and iPods are a challenge,
as is cvery new technology. But I've got people on the air here
that can’t be duplicated. No technology can replace what they
do for the community.”

Ilvnn, who has daughters 18, 16 and 11, concurs. “They alt
have tPads. 1 don’t know if satellite radio is any morse of a threat
than Internet streaming is, but we need to stay awake and recog-
nize what the younger audience is hstening to. What are our
futurce forniats going to be?

“QOur greatest challenge is holding onto our audience down
the line,™ he adds. “I'm not so worried about the 40-vear-old
adule. It's the 15-vear-old who will be heading to college in a few
vears. I have to hope that their busy lives will bring them back™
to tne simplicity and spontancity of radio.

“Consohdation has been especially helpful for smaller-market
stations,” McManus savs. “With the superior skill level that a
major broadcast company like Cumulus possesses and provides
to their stations around the country, new technology snch as HID
radio, c-ecommerce and our Camulus-provided operational /sules
software has made us more productive and profitable. We were
onc of the first stattons in the state of Connecticut to broadezst
in igh definition. We have been using our Web sites as a profit
center, and our database marketing has solidified our listenership

and has increased sales opportunitices for our cluster.™

Stratton’s KI7T'X s streaming its signal online, and while he
has bragging rights to listeners in Hong Kong, IFrance, Poland
and Canada, there are many more spread across the state of Texas
who are tuning into a station whose local bent they appreciate.

“T'he complaint T hear most often from radio listeners is that
vou can drive from onc city to another, one state to another, and
radio stations sound exactly the same. The challenge is getting
back to localizing and becoming part of the marker and relating 10
the listeners. We're live and local 24/7; 1t may be expensive, but
to us it has been worthwhile. We are part of this community .

HAPPY TO BE HERE

Despite the lure of a carcer in major-market radio, the estab-
lished GMs surveved wouldn’t trade living large in their locales
for anything.

“Frustrated with corporate radio, I literally said goodbye to an
audience and walked out one day,™ owner/GN/PD/MD
Brandt savs. “Plans were already in the works and my eves set on
a small-market town of Corinth, Miss.

“Working for myself, not having to answer ro anvone, is the
most cnjovable part of my carcer, and why | left corporate
radio,” he explains. “Owning the place and acting as G\ can be
draining, but consider this: There’s nothing like being on-air in
the morning, pushing the envelope a little, and when 1's all
done, knowing that the GM and owner heard it, endorses 1t and
won’t give me flack.” But, he jokes, “I would like to suspend
myself someday, maybe for a week when the billing’s up because
I definitely need the vacation.™

McManus started in radio as an intern ar 13, 1t was then that
I decided thar T would someday pursue a carcer in broadcast

sales,” she savs. “I have held the positions of account executive,

general sales manager, vice president of sales, station manager,

general manager and now market manager. 1 have been at my cur-
rent stations for 21 vears. T'o this day, it remains a competitive
medium, and I personally thrive and enjoy healthy competition. 1
love working with my team members and bringing out their com-
petitive spirit and coaching them to the best of their abilitics,
while exceeding both our sales and programming goals.”

Flvnn, a second-generation broadcasting veteran (who humbly
began his radio carcer emptying trash cans and cleaning bath-
rooms), says, “I'm lucky in that I've alwavs known what I wanted
to do—to run a radio station. Radio is ultimatelv a service for the
community, whether we're providing entertainment, public
information or fund-raising. What keeps me coming back cvery
dav is knowing that I'm creating an environment where my peo-
ple can thrive, while we're all putting a great product out there.”

And McConnell adds, “I'love knowing that every single day is
ditferent, and that there is always fun to be had - cven if vou

have to work a lietle harder at finding it.” .
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CBS’ LAURA MORRIS CAL

210\

S RADIO ‘ONE LONG IM|

aura Morris started her carcer working on both the cre-

ative and business sides of the professional theater

industry in New York. Now, she’s overseeing both the

creative and business sides of two I'M and two AM radio
stations, as well as a sports network.

In a roundabout way, Morris’ beginnings in theater, where
she worked as a designer, director and business manager, led to
her career in radio, and she’s never looked back. Since 2000, she
has served as senior VP/market G\ for CBS Radio/[Houston,
where she oversees country KIL T-FM, smooth jazz KHJZ (the
Wave), sports talk KILT-AM and news/talk KIKK as well as
the Houston Texans Radio Network. She runs a $35 million
business unit and supervises a staft of more than 125 people.

Despite having never aspired to a radio career, Morris has
become one of the industry’s most accomplished and high-profile
leaders. “1 just sort of fell into a career that keeps me motivated and
interested and intrigued and always learning,” she savs of radio.

Due 10 her background in the business end of the theater
industry, Morris quickly recognized that radio was also business,
not just an entertunment source, and became “keenly aware that
if we don’t sell it properly, we don’t get to keep doing it. So I was
always sales-friendly,” she says.

Morris sees her primary role as fostering an “environment for

Laura Morris

1//),"//:', {diss /
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creative people to do exceptional, creative work.” And that does-

n't just mean the programming staff and air talent. Morris thinks
sales “is every bit as creative as programming.”

For her sellers, she savs, the creativity comes from finding
ways to sell the on-air content that “encourages continued devel-
opment of that content.”

PRODUCT PLACEMENT

Product placement is the current target of the creativity of the
CBS Radio/louston sales staff. While that’s a concept more
closely identified with film and "T'V than radio, Norris sees it as
the future of the business.

“Right now our key focus is on product placement and prod-
uct integration in | ways that are] meaningful 1o clients without
compromising the product,” she savs.

Among the key product placements her staff has landed
recently is selling the naming rights to the traffic desk and traf-
fic reports on KILT-FAT to Southern IFord.

On KIL'T-AM, the sales team sold the title sponsorship to a

»

“roof report,” which lets tans know it the retractable roof of
Reliant Stadium will be open or closed for Texans football games.
And back at KILT-I'N the team created and is selling the

naming rights to an artist performance space within the KIL'T

studios. Those performances are being sold as a series.
Morris/sayvs such deals create “huge awareness for the client
that is investing significantly in the station.” But she says stations
must be ciretul not to undervalue such deals.
“One of the challenges facing the business right now is to
make sureiwe’re not giving those opportunities away as the ubiq-

L1

uitous ‘added value,” ™ she savs. “If we don’t find creative ways
to move beyond just selling spots, then we're in trouble.

“Radio,| collectively, is going to have 10 work together on
this,” she continues. “If’s not ‘added value.” It has huge value
and needs o be sold as nonspot |revenue|.”

In addition to product placement, Morris savs a “key focus”
for the sellers in her cluster is “the Internet and the whole digi-
tal space arld finding ways to take advantage of multiple distribu-
tion platforms and finding ways to sell that.” With three of the
four smtioTs now streaming (KIKK being the exception), the
CBS team js selling those streams completely separate from the
broadcast stations,

ON HD AND PPM’'S FUTURE

Working for CBS Radio, a member of the multicompany HD
Digital Radio Alliance, Morris is naturally bullish on radio’s
high-definition future. Both of the FMs in her cluster are already

‘One of the challenges facing
the business right now is to
make sure we’re not giving
those opportunities away as
the ubiquitous “added value.”
If we don’t find creative ways
to move beyond just selling
spots, then we’re in trouble.’
-LAURA MORRIS

broadcasting in HI), and while neither has launched any side
channels vet, Morris expects that will happen in the next three
to six months)

While recognizing that few consumers own HD radios vet,
Morris savs she’s enthusiastic about the technology. “Anvthing
we can do that attracts attention to the medium is good,” she
savs. “It’s unfortunate that satellite |radio| has mounted such a
great public rélations campaign. | But| FID will be really good for
radio in that way.”

She also thinks that because consumers are already aware of
HDTV, the gbing will be easier for radio in building consumer
awareness for the technology.

She’s cquullb’ optimistic about the potential for Arbitron’s new
Portabie People Meter. On May 18, CBS Radio signed a seven-
year deal with Arbitron for the electronic audience measurement
service. Morns calls the PPM, which has been extensively test-
ed in Houston! “a great opportunity.”

“The advertising community has been crving for more account-
able measurement and a more rehable tool, as the broadcasters have
as well,” \lorri‘% says. “It’s a great position for CBS Radio to be in
as the leader [in] deploying this technology. We need to be the




experts that are at the leading edge of this paradigm shift.”

As part of that plan, the CI3S/Houston cluster has already implemented training programs for its
salespeople to show them how to sell PPM data. “The training will be in-depth,” Morris says. “It
has to be.

*It’s our responsibility to take it out in the community,” she adds, while admitting there’s a chal-
lenge in getting too enthusiastic about the PPM without having any idea when 1t will actually be
launched. Still, she says, *We want to be in front of our clients preaching the gospel and [educating
them|, because it’s a completely different way of buying radio.

“IFor all these vears radio has been a frequencey medium,” she says. “What the People Meter does
is prove what we've intuitively known all along, that it’s a reach medium. Our cumes {with the
PP are double and triple what they are in the [paper] diary. It's a completely different metric
from a measurement standpoint.™

Morris says the conversion to the PPN “will be a learning process, and we'll inevitably face chal-
lenges, but 1 believe using technology to our advantage is what we have to be doing. This is a good
thing for radio and will be really good for us in the buying community.™

FOCUS ON LETTING GO

Asked what qualities make for a successful market manager in today’s radio environment, Morris
savs, “You definitely have to like variety and be enough of a generalist to have a really good knowl-
edge of a lot of different things.”

She candidly admits there are times she doesn’t think she’s very good at it, partly because “I'm
doing so many different things that 1 don’t know it I'm doing any of them really well.”

If awards are any indicator of success, however, Morris is doing her job really well. In 2004, she
became the first woman inducted into the Texas Radio Hall of IFame in the management category.
That same vear, she received the Houston radio GM of the vear award from American Women in
Radio & Television.

She says a key element of success is to “surround vourself with people that are better than vou
and give them the space to do their jobs.” But she admits that’s not always casy for a hands-on man
ager to do.

“1t’s really hard 1o let go of a lot of that stuft when you're a do-er and vou genuinely like the
work,” she savs. “One of the things I work hardest at is letting go of a lot of that.”

Mornis gives much credit to the staff she has assembled. “We sell air, and we have transnitters,”

she says. “Without people who know what to do with them, we have nothing.”

ALL THE AIR'S A STAGE
Morris is onc of the few individuals to have made the rare leap from radio programming to market
management.

She took her first radio gig in 1981 as executive producer for talk programming at N/'T K'TRI1
IHouston. She had moved to Houston from New York to attend law school, and the radio job was
intended as a short stint to establish residency in Texas.

But she quickly found the job “really matched up with my background in theater . .. It was one
long improv.”

This was a time in radio, Morris savs, where you could rise quickly if vou were willing to work

(Y1

and never say, * “That’s not my job’ .
doing that . . . because I had such a passion for |radio].”

She was soon clevated to KTRI director of news and programming, a post she held for five years
before being upped to VP/GM of K'TRIT and adult standards KBME in 1988. She then took a
short detour from radio to work as VP of administration and broadcast for the NFI. expansion fran-

chise Touston Texans before joining CBS Radio in her current position.

GAINING RESPECT
While Iouston is a top 10 Arbitron market, with a population of more than 4 million, Morris says
it is frequently undervalued by national advertisers. “1ouston has a pretty bad reputation national-
Iy and is kind of an overlooked market,” she says.

Despite having “one of the decpest and most well-represented cultural art communities in the

.

country” and being “an incredible business environment and a great banking community,” Morris
savs Houston “doesn’t get the respect nationally that 1 think it deserves. People think of Dallas, and
Houston gets overlooked, but it’s a very vibrant community.”

Despite those challenges and others, Morris is, not surprisingly, bullish about the radio medium
and its future. *1 truly believe we're the best content producers in the audience medium out there,”
she says. “Our challenge will be taking advantage of every distribution platform we can to get that
content out there.

1 really believe that radio delivers results,” she continues. 1 see it all the time with large, nation-
al advertisers as well as the small mom-and-pop direct accounts where the return on investment is
phenomenal.™

And despite competition from other entertainment sources, Morns savs, “I don’t see that chang-

ing anyvtime soon.™ L)

.. So I just rose through the ranks without any intention of

)
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BY KEN TUCKER

AS MEDIA CONTINUE TO FRAGMENT, advertisers

look for new wavs 10 extend their ad dollars and achieve results

with consumers. As it their plates weren't full enough due to
smaller staffs, mcrcased revenue expectations and more stations
under their purview—both in and out of market, in some cases—
today’s GMs are also charged with mining the revenue opportu-
nities that Web sites, streaming and other new media bring.

But far from complaining, the station and market managers
that Billboard Radio Moniror talked 10 arc up for the challenge
and excited about the possibilitics.

Iiven as some stations struggle to launch. maintain and update
Web sites, Greater Media/Detroit senior VP/regional GM
Tom Bender savs that in addition 1o 1ts over-the-air efforts, his
sales team s already selling advertising linked 1o \Web sites,
streaming, podcasts and c-blasts. “We're taking a different

approach to selling new media,” Bender savs. “Because of the

capabilities that we can mix and match in a program to address a
client’s specific needs.”

While Bender dechined 1o specify what revenue pereentage
Greater Media/Detroit’s new-media eftort accounted for, he did
say that his company doesn’s devalue new-media advertising. It
may be part of a package rhat contains an or-air capability, but
new media is never value-added,” he savs. “We know that
there’s real value in this seetor, and we apportion the revenue
accordingly.” Bender says it's important for seliers and buyers to
recogmze that “we're expanding our services with techniques
that will produce results and are not just an add-on.™

Likewise, Clear Channel regional VP Tom Fnglish, who over-
sees five stations in Nashville and 22 total, has a similar philosophy
regarding new-media advertising. “In our case, they are always a
separate sale or an add-on to a traditonal sale, never added-value,”
he savs. Like Bender, Englisn also declined to put a number on
new-media business, but did say “it is ever increasing.”

However, exccutives at other companics have told Radio

12 www.BillboardRadioMonitor.com

flexibility and capabilitics of the Web, we've compiled a list of

Monitor that nonspot revenue can represent as much as 3% of

total station revenue.

HD2 SALES—NOT YET
iven though his cluster boasts three multicast stations—classic
rock WCSN's Deep Tracks, AC WMGC's More Magic and
active rock WRIFs eclectic RIFIC2 side band, which features
everything from local bands 10 metal to hip-hop—Bender savs
that his salespeople aren’t approaching potential advertisers vel
about 112, “Our present focus . . . is talking to retailers and
auto people about the potential of the new technology,™ he says.
“We'll get 1o the challenge of advertiser support, but we have to
build a listener constituency first.” All of Greater Media's
Detroit HD2 channels are also streamed.

Clear Channel’s Nashville cluster is not as far down the road
when it comes to FHD2 channels— none ot its stations have them
vet, although news/talk WELAC and classic rock WNRQ are also
broadcast in high definition. But English savs that once the com-
mercial-free period passes tor those channcls, “you will sec a dif:
ferent kind of opportunity presented to clients, not necessarily
spots in stopsets.”  Country WSIX|
R&B/hip-hop WUBT and WLAC are
streaming, and the other two stations in
the cluster, WNRQ and top 40 WRVW,
will be by vear’s end.

And while his cluster may not have
FID2 offerings, it does have plenty of new-
media  opportunitics o sell. “livan
Farrison and his team at Clear Channel
Online Music & Radio have put together a
tremendous offering of online events for
cvery format we represent,” English says,
citing the company’s “Stripped,” *“Music
and Video on Demand,” “In Conceert™ and
“New™” programs. Those outlets “all pres-
ent an opporrunity for clients to jump into
the world of online or just stick a toe in the
water,” he savs, citing the Web site-driven
discount dming programs that WSIX and
WRVW offer ag examples of the later.

UNDERSTAND THE
OPPORTUNITIES
English savs his role in the process is
*“making surc the entire sales team under-
stands the opportunities | that new media|
provide and the importance of relaving
these opportunitices to our clients both rra-
ditional and nontraditional.” \s impor-
tant as over-the-air sales are, English trics
1o keep his staft selling new- and old-
media avails “by not allowing the path of
least resistance 1o rule the dav,” he savs.
Bender also sets the tone for new-
media sales. “The goal setting and the
internal education have to come from the

[

top,” he says. “The first sale is 1o con-

vince a sales manager or salesperson that

i’s in thdir self=interest to become educated and active in this
arca. This is a joint effort between John Long, my director of
sales, wha'’s taking this to market, and myscli, with the responsi-
bility to bunld the necessary infrastructure 1o do new media com-
petently and 1o the client’s expectations.”™

Meanwhile, buvers need to be educated, oo, Bender savs.
“New methia or integrated media are the shiny new object, and
advertisers can be casily distracted by the hype,” he says. “It’s casy
to start hc;icving that you should spend some of your budget on
Google orf Yahoo, but for an advertiser looking to produce local
results, they may be wildly cost-ineffective. The metrics of new
media have vet to be firmly established, and it’s easy for claims to
be exaggemted. Lots of hits doesn’t equate 1o lots of results.”

But local radio has an advantage, he believes. “By using the
leverage of a local radio station’s relationship with our audicnce
segment, we can provide a multipronged approach that has a
very high fesponse rate,” Bender savs. “Radio stations are listen-
ers’ friends, and our online communitics have great communali-
tv. We can provide a much more focused and cftective new-

media component for an advertiser.” .

Tom Bender




IF RADIO GMs EVER NEED toscarch out a new pro-
fession, onc they are most adept at is juggling.

Oversecing multiple stations within a cluster, while dealing with
a myriad of programming and sales teams whose needs and goals
are all a bit difterent, the GM role takes multitashing to a new level.

At the same time, todav’s GMs —morce often known as mar-
ket managers—are making better use of fewer resources, while
relving on technological advances to improve cfficiency and
increase the bottom Ime. They do alt this while continually
reshaping thetr gamie plan to fit today’s soft cconomy.

“NMy first GM joh was in 1990 and I have more salespeople
now than [ had then,™ savs Rob Williams, Clear Channel senior
VP/market manager for New York. “But I also have better sys-
tems, from inventory management to diagnostic.”

With revenue squeezed, managers admit that technological
advances like online plattorms and more robust rescarch meth-
ods have torced a new game plan: Ultimately, less money cquals
more innovation

“The short answer is vou make new tools,” Greater Media/
Detroit senior VP/regional GN1'Tom Bender says. *\We have looked
mto expanding the content and advertising, station streams, all under
the umbrella of'a new media initiative of hitting our target.”

Phil Redo, market manager of Boston’s Greater Media cluster,
has a ditferent perspective: “We've been really lucky because
we're a privately held company,™ he savs. “We didn’t have to cat
back the way the publicly held companies did. And there’s no
doubt that that helps.”

MY STYLE
Still, market managers point to a number ol ditferent manage
ment styles to get the job done.

Radio One’s Philadelphia market manager Chester Schofield
savs it is all about vour weekly meeting and rotating responsibil-
itics. “With cach project, there’s a team captain assigned and it’s
their responsibility to make sure evervthing is organized,” he
savs. “This way not onc person has to do it all the time. And the
important thing tor me is keeping track of the details because
that’s where vou lose it.”

On the macro-managing side, Frnus/Indianapolis VP/mar
ket manager Tom Severino relies on the skills of his department
heads. Te savs in handling two or three stations there is count-
less minutiae that could bog the day down, but he manages his
department heads and allows them to manage down from there,
Bender agrees, saving, “You give vour staft a budget and respon-
sibility, and in the long run i’s a lot casier.™

Obviously, that makes the hiring process all the more impor-
tant—especially when radio stafts shrink and cach person’
duties are doubling and tripling.

“Faervone has to understand what the true goals are and what the
hasic culture is and push the leadership to a much broader level than
vou did in the past,” Severino says. “You have to choose the best
people because vou just don’t have that margin for error anymore.”

And a talented team only makes its GM look better. Williams
says with a laugh, “I don’t lose sleep, Pve got [Clear Channel/
New York senior VP of programming and marketing/ WHTZ
PD| Tom Poleman and [ VP of AC radio/WLTW OM/PD| Jim
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ERS DO MORE WITH LESS

Ryan. But what we ash of'a sales director is different now than it
was 10 vears ago. Now there are Internet sales, traftic sales and
vou've got to get the right people for the right time and place.
Not that if they aren’t right vou have to fire them, but where do
we reallv need them?”

Schoficld agrees that a great staft is key to success. “There is
always a dearth of talented candidates, but a good GM under-
stands that it’s about creating an efficient team by utilizing peo
ple’s strengths.™

The job of a G\, Bender adds, *is to set the tone and the

environment and find the right peopie to fit that environment.”

LONG TERM, SHORT TERM

Making long-term decisions in publicly traded radio’s quarterly

results-driven environment has always been a point of con-
tention. Arbitron’s numbers can make or break a station’s rev-
enue and morale—but it 1s the GM’s responsibiliey to look to the
future while the current book is still in the making.

A private company isn’t as tied to the 120-day rat race, while
public comrades seem to duck and dodge.

“With Wall Street, if vou're a public company, you end up
being focused on quarterly goals,” Severino says. “I don’t think
that’s the way to manage any business because that’s not a long-
term vision of things. But you've sull got yearly goals and again
1’s making sure evervone understands those goals.”

But Clear Channel’s Williams doces not see a vast difterence in
public versus private quarterly goals, saving that while working
at a private company, he recalls being called on monthly if not

GMs ONLY
" SPECIAL

ISSUE

BY HILLARY CROSLEY]

weekly bottom line vesults. That said, he admits that Clear
Channel’s sharcholders demand results.

“There’s a lot of pressure. Fvery book needs to be great, cer-
tainly, and we want to keep pushing the bar. But T don’t lose
slecp over that.”

What docs foster insomnia for many leaders is the beast that is
the bottom line.

“We have the great radio cuphenusm “price per share,” which
in the real world cquates to *discount” ™ Bender savs. “Which is
probably not a very good business strategy. IMinding the sweet

spot is always a struggle a sales manager goes through, to tind

what the market aceepts. And vou have to be very pragmatic in
that arena. But to further discount is only short-term gain. It vou
are selling radio through results for a retailer, then the value is
significantly higher for the client.”

Schoficld savs that pricing is something that he consistently
has to revisit. By continually defining the value of his cluster; he
can demonstrate why a client’s dolkars are better served through
his stations.

In “any environment, vou’ve got (o be able 1o price to gain
share and to gain revenue. To know that the market is soft and
still insist on charging $1,000 or $1,500 a spot knowing vou're
not going to move that inventory” is not sound business, he says.

“You may need to rethink how vou're pricing so you can get
in on the business,” Schofield adds. “We need to come up with
some defined ways of remarketing our industry. Not our busi

ness, but our whole industry.” 8|

e - ________________________________________________________= ]
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|
{all the decisions facing GMs, none is more crucial
than hiring the right programmer. A station’s suc-
cess or failure hinges on the P1D’s execution, man-
agement skills, programming savvy and mstincts.
What steps do GMs take to ensure they select the absolute
: best candidate for this ever-evolving position? ‘To find out,
[ Billboard Radio Monitor interviewed a handful of GMs who

recently recruited new programmers. ‘The experience still fresh
in their minds, their advice ofters a road map for any GAI scout-
ing for a new PD—and for résumé-polishing programmers.

QUALITIES IN CANDIDATES
Craig Rossi, GM of Clear Channel adult top 4} KYSR (Star
98.7) Los Angeles, snagged Entercom adult top 40 KALC (Alice

105.9) Denver PD Charese I'ruge to relieve programmer Mike
Mariano of double duty. Mariano will now solely concentrate on
R&B/hip-hop cluster mate KIHHT (Hot 92 Jamz).

Rosst’s first recruntment filter is to decide if the person has the

chops to compete at the station’s level. “The best way 1o judge

that 1s by looking at their past performances in their previons

assignmients and in talking with them to sec if their strengths
match up at all with what [ feel the needs of the station are to
grow it to where it needs to be,” he says.

New to the station herselt, Greater Media rock WIDHA
Morristown, N J., station manager Nancy McKinley's first pri-
ority was to find a P12 to replace Terrie Carr, who split for Sirius
Satellite Radio last fall. In mid-January, she chose Tony Paige
from Barnstable classic rock WRCN Riverhead, N.Y.

“The qualities T look for first arc the basics,” McKinley says.,
“I need a person who understands the music and listeners as well
as someone that can motivate a team, because, in the end, vou're
really hiring a team leader.”

\lso relatively new 1o his gig is Clear Channel top 40 WHY
(Y100) Miami regional VP/GM Mike Crusham, who, with
regional VP of programming Dave Denver, recently hired Dan
Mason as PD). Mason wransferred from top 40 sister WAKS
(Kiss M) Cleveland and replaced Rob Roberts, who joined
Cumulus Atlanta in an OM role.

Crusham savs that the qualities one looks for in a PI) today are
markedly| different from what they used to be, especially ina
cluster environnient.

“These days, you want someone with a seasoned command of
the lxlsiq, someone with strong leadership abilitics that can

coach talept and has a big vision. They have to appreciate and

understangd the research science and also have to artfully inter-

pret the information and apply it.”

ELEMENTS OF PRESENTATION

Deciding what elements to use in a presentation can cause even
the most scasoned programming veteran to lose sleep the night
before theanterview. And sometimes what not to include is even
more impdrtant.

“I'look for the candidate to demonstrate that they are person-
able,” McKinley savs. “When 1 was looking for our new PI), |
was also looking for someone who had programming experience
but could also do an airshift.

“You 11130 want to find someone who can demonstrate sales

Mike Crusham

14 www.BillboardRadioMonitor.com

‘I need a person who
understands the music and
listeners as well as someone
that can motivate a team,
because, in the end, you're
really hiring a team leader.’
~NANCY McKINLEY

savvy,” she adds, “and someone who can coordinate the differ-
ent departments and bring evervbody together.”

“I look for the candidate to exude confidence and a belief in
their programming philosophies during their presentation to
me,” Rossi savs. “I need to see the person has a passion for the
format. Thatlwas important in my recent choice because the adult

top H) formar has taken a lot of criticism about its validity over the

past few veark and, in this case, I wanted someone that believed

that the format could work, that the product was there musically
and that there was a lane for it in our particular market.”

For a candidate to make 1t 1o second base in the interview
process, Clear Channel’s Crusham has this presentation require-
ment: “They \hu\'e to be able to describe the sound of the station
they’re applving to program. If they can’t explain what it’s sup-
posed 1o soungd like, it doesn’t put them high on the hiring hst.”

FAVORITE CANDIDATE QUESTIONS
WDHA’s McKinley savs she likes to keep it informal when
interviewing B candidates and tries to get them to talk about

themselves, what they enjov doing, where they 've worked and to

boast a little about successes they've had in the past.

“The key thing to ask a candidate 1s what their vision of my
product is and where they see it going forward,” she stresses.
“It is important that vou both see the same goal. You might
have different) ways of getting there, but vou need to have a
similar vision."

In addition to asking candidates about their leadership skills,

KYSR's Rossi plso talks to the outbound programmer for his or
her pereeptions of the candidates.

“I also have them talk to the department heads here at the sta

tion, 100, Rossi adds. “They're possibly going to be working
with these people, so I want to get a feel for how they're going to

work on the management team. And quizzing them on how they ’




view the sales process is key, 100,

Crusham strives to detect carly on it the candidate’s pitch
includes the “same-old, same-old™ kinds of promotions, or will
they instead discuss ways to weave the community into the pro-
motion, especially the station’s target audience.

“Talways ask this one question of any position I'm hiring for,”
Crusham adds. “[{'it were New Year's Eve and vou were making
a resolution to do something better in vour specific job, what
would be the once thing vou'd work on?”

We ashed our panel of GMs and staton managers what
things during the interview would immediately turn them oft'to
a candidate.

*Orther than a prison record®™ Crusham quips. “It they're

answering my questions like a robot, that’s a flag. T also flag it

they're very one-dimensional and don’t understand that, ves, we
necd ratings, but we need o make sales, oo, To that end, we'll
often have candidates sit with sales managers so they can get a
teel for one another.”

For Rossi, poor or nonexistent follow-up is another “don™.”
“Ieelit’s a great opportunity to be in this market, so not foliow
ing through shows a lack of interest and someone that’s just

going through the motions.™

REFERENCE CHECK

A clear consensus exists among our group of hiring managers on
the importance of checking candidate references. Short, clipped
answers from a reference set off a red tlag for MeKinlev. Hler
interpretation is that the prospective hire probably wasn't well-
liked. Crusham savs he doesn’t just talk to previous bosses and
aiv talent the candidate has worked with. He also finds referances

indirectly involved with the candidate, sayving they often provide

AA ya GMs ONLY
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WHAT GMs LOOK
FOR WHEN
RECRUITING PDs

BY MIKE BOYLE

a better picture than the listed reference, who often gives glow-
ing comments. “I'll call the references, but I'lliry other connee-
tions, 100,” Rossi savs. “I'll look for people in other markets who
may know the person and can offer feedback. T go looking for a
reason not 1o hire the person.™

“I'his tvpe of reference cheek must be done subtly, Rossi cau-
tions, so vou can get the *real story.™ However, being mindful and
respectiul of the candidate’s current situation is eritical, he adds.

“I do it tactfully,” Rossi savs. “You have to be ready for what
vou're going to find out, because evervthing’s not going to come
up roses and that’s just the reality.

“I made 15-20 calls like this in my most recent P1) search.”
he says. *“To me, this is probably the most important part of
the process. Use vour [Tiends, use vour contacts. It’s not that

hard to do.”

THE COMPLETE PACKAGE
Hiring managers stress the importanee of finding programmers
with shill sets and expertise that go well beyond basie trade
knowledge. As NeKinley notes, “Having a vision and an under-
standing of where we're going are important qualities, but we
also need someone that understands the Internet, podeasting,
[high-definition] radio and all of the other processes that are
important to radio as we move forward.™

*“I'he PDs we're looking for these days have to understand that
the terrestrial broadeast is only one picee of the whole puzzle of
their job,” Crusham concludes. *“They have to be Internet-savvy
and know how to apply marketing principles in the promotion of
their station to the Internet because the Internet is becoming
almost as important as the broadeast itself. Bottom line, they have

to be extremely versatile and multidimensional.™ O

5) Will the GM invest time and resources into your ongoing education and development as

Craig Rossi

THE PD’S PERSPECTIVE

THE HIRING GM isn’t the only one asking the questions during a job interview. Savvy can-
didates use the opportunity to interview the GM to answer their own questions about their pos-
sible future boss.

Saga Communications rock WHQG (the Hog) Milwaukee PD Keith Hastings says this is the
series of questions he'd pose during a PD job interview:

1) What results are expected from the GM upon your hire, and what is the timetable for them
being achieved? If you are expected to be No. 1, how many books do you have to get there? If
it's a cluttered playing field, am | expected to consistently finish top three, top five, etc.?

2) What range of results does the GM consider successful, i.e., demo ranks, defeating specific
competitors, etc.? If it's a cluttered playing field, especially if the field is cluttered with stations
from the same cluster, are you expected to consistently finish top three, top five, etc.?

3) What is the GM'’s track record of success in programming and sales? ldeally, they are both
great. A situation where sales are strong but programming success has been limited might indicate
barriers, like a lack of resources dedication to long-term programming success. A situation where
1the station has been unable to convert strong ratings into revenue might indicate weak sales man-
agement that could result in resource budget cuts at critical times, or your format being changed.

4) What is the GM's track record of management style internally? A lot of employee turnover
might indicate an unstable internal environment, and a lot of employee longevity suggests a
place that's great to work at. The GM sets much of the tane for this, so it's an important question.

a broadcast professional, ensuring a long, fruitful career and a chance for you to advance with-
in the organization? Or are you simply being hired to program the station and deliver results
on an ongoing basis?

Greater Media rock WMMR Philadelphia PD Bill Weston lists these questions for a GM during
a job interview:

1) How many PDs has he hired prior to this opening? If it's an inordinate number, was it
because he had a PD ejection seat in his office, or because the PDs were running away as fast
as they could?

2) Who was his favorite PD from the past? Why?

3) How long is he likely to stay in his current job?

4) How much of a "product guy” is he? How much of a bottom-line guy?

5) What kind of car does he drive?

Finally, Cox Radio active rock KISS San Antonio PD L.A. Lloyd says these points are impor-
tant to any successful GM/PD relationship:

1) Get right to the point. Be direct.

2) No surprises. Your GM should know about everything before it hits the air.

3) There should be an expectation from the GM that you are executing your strategic
plan flawlessly.

4) Respect should be earned, not expected.

5) Your nickname may be L.A., but being an L.A. Lakers fan is not an option in Spurs country.
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FOR THE WEEK OF JUNE 5
Artist
Title {Label)
MAINSTREAM TOP 40
Jack Johnson
Upside Down (Universal Republic}
Sean Paul

Give It UpTo Me {Atlantic)
Snow Patrol
Chasing Cars (Interscope)

RHYTHMIC TOP 40
Brooke Valentine Feat. Pimp C

. R g D Gir {Virgin}
Py L P Clipse Feat. Pharrell
a . - Mr. Me Too {Zomba)
- DMX
- . R Lord Give Me A Sign {SUM)
0 . 3 ’ge'YoL (IDIMG)
) exy Love J
‘,._p I’ $ 1 Nick Cannon
\ 4 ¥/ 4. g My Wife {Universal Motown)
“a E Sean Paul
[~ Give It UpTo Me {Atlantic)
N ADULT TOP 40
e Augustana
Boston {Epic)
THANK GOD FOR DUNGAREES Foolhlabters NG)
The uniformly blue-jeaned fellas of Arista Nashville act Diamond Rio stopped :(Sel‘:’;f"v Wonder? Ihtcrenane)
by Clear Channel country stations WSSL and WESC Greenville, S.C., during a PRETTY IN PINK g:;v J. Blige Feat. U2 I
recent promotional tour in support of new single “God Only Cries.” Pictured, Def Jam artist Rihanna, center, joined Clear Channel top 40 KHKS (106.1 Kiss-FM) Haltglie Grant ol 2.
e arner Bros.
from left, are Rio’s Brian Prout, Dan Truman and Dana Williams; WSSL PD Dallas listeners and staff for lunch and an autograph session, then flashed her pearly Snow Patrol
Steve Geofferies; WESC MD John Landrum; and Rio’s Marty Roe, Gene whites for a photo with KHKS evening personality Billy the Kidd, left, and PD Patrick ChasiolCas Lrtescope)
Johnson and Jimmy Olander. {Photo: Sony BMG Nashville) Davis. {Photo: KHKS) Tl
| WeLive {Columbia}
R&B/HIP-HOP
Clipse Feat. Pharrell
Mr. MeToo {Zomba)
Lioyd Banks
My House (Interscope}
Method Man Feat. Lauryn Hill
Say {IDIMG)
DMX
Lord Give Me A Sign (SUM)
CHRISTIAN
Audio Adrenaline
Goodbye {Forefront)
Circleslide
Gravity {Centricity)
Day One
Because OfThe Brave {Shelter)
Jill Parr
I'll Stand By You {Whiplash)
Mars It
Sound Off (Gotee}
Michael Card
OlderThan The Rain {Discovery House)
Pivitplex
I'm Alive (Selectric)
Relient K
High Of 75 (Gotee}
Starfield
Son Of God {Sparrow)
STATE OF AFFAIRS Bomshel
Talk about a culture clash. At the invitation of Maryland Gov. Robert Ehrlich, CBS Ain‘t My Day To Care (Curb)

Brooks & Dunn

Radio moming show hosts the Junkies (from talk WJFK Washington, D.C., and Building Bridges {Arista Nashville)
7 o - . Clint Black
TEARIN' IT UP talk/modem rock WHFS Baltimore) were invited to spend the night at Govemment Heartaches (Equity)
Capital Records artist LeToya stopped by Clear Channel R&B/hip-hop WGCI Chicago to House, the home of Ehrich and his family. The following mominE, the team broadcast ﬂgﬁ';%%""“ (Big Machine)
promote her new single, “Torn” —which has broken into the top 10 on Billboard Radio from the State Dining Room. Pictured, from left, are Junkies producer Chris Kinard; “DA:::‘, A (Quarterhack)
Monitor’s R&B/Hip-Hop chart—and to chill with evening personalities the Bad Boyz. CBS Radio/Washington, D.C., GM Michael Hughes; the Junkies’ Lurch; Ehtlich; the §;ivg§:3’K"Ow AThing  (Midas)
Pictured, from left, are the Diz, LeToya and Mike Love. (Photo: WGCI) Junkies’ Cakes, EB and JP; and Ehdich’s press secretary Greg Mz}ssoniA {Photo: WJFK) Trent Tomlinson

OneWing InThe Fire {Lyric Street)
MODERN ROCK

Alien Ant Farm

Forgive & Forget (UME)
1 Breaking Benjamin
. The Diary Of Jane (Hollywood)
The Classic Crime
The Coldest Heart {EMR}

Deadboy &The Elephantmen
Stop, I'm Already Dead (Fat Possum)

'WANTED: HIP-HOP SONGS ‘FORTHE LADIES’

Flyleaf
Fully Alive {RMG)
CHART COMMENTARY BY JOE FLEISCHER o LT The Lord Fest. Tim Ammstrong '
Red it A
' - F?CGJS(;'\:\?:UI‘ pparatus (irgin)
| AS HIP-HOP REMAINS A MASSIVE FORMAT female artists who can succeed at the format. Even if suc- E'::dﬁ et (Geri
(note: Bubba Sparxxx and Dem Franchize Boyz both have  cess means half the download volume of theis male peers TR Rar™™  (Cotumbia)
| sold 4 million downloads), the lack of songs for the ladies  (Shawnna being the biggest with slightly more than 2 mil- ACTIVE ROCK
is hard to ignore. With only Rihanna, Shawnna and Cassie lion), hip-hop may want to see more than three females in [ f:‘c'.',"é‘ife"é,':.fo':;e‘. (UME)
pushing their way into the top 20, the search is on for the top 20 if it's going to keep women tuned in. WEEK| ENDING TheDiag, Of jane’  (Hollywood)
MAY }|4’ 2006 \Eliig!rimrtsenVisions (Epic)
Flyleaf
N :jftlse»nm«- :\. ‘J‘uelsen - gl;g‘t/tlgx:p l(RMG)
DOWNLOADERS sovrs . ARTIST DOWNLOADERS e W Tl
(CUME)  SPIN RANK (CUME)  SPIN RANK Kl Rook N Roll (Columbia)

HERITAGE ROCK

1 BUBBA SPARXXX MS. NEW BOOTY 4441146 23 11 THREE 6 MAFIA POPPIN’ MY COLLAR 2105374 19 iyl
T - The Diary Of Jane (Hollywood)
2 DEM FRANCHIZE BOYZ LEANWIT IT, ROCK WIT IT 4434587 18 |12 NE-YO WHEN YOU'RE MAD 2051054 3 Eighteen Visions -
4 ictim pic;
31 WHAT YOU KNOW 3925574 2 | 13 SHAWNNA GETTIN' SOME HEAD 2003293 6 Folle iive (RMG)
Scott Stapp .
4  BLACK EYED PEAS MY HUMPS 3783684 210 |14 FIELDMOB SOWHAT 1977298 10 Justify {Wind-up)
5  SEAN PAUL TEMPERATURE 3452383 21 15 RIHANNA S0s 1929068 140
6  CHAMILLIONAIRE RIDIN' 2932595 5 16  Ea0 TELL ME WHEN TO GO 1753231 36
7 SDCENT BEST FRIEND 2611816 40 17 EMINEM SHAKE THAT 1640747 71 7 ON THE WEB
8  DADDY YANKEE ROMPE 2491008 127 | 18 AVANT 4 MINUTES 1385172 1 For complete format
t - listings, go to Billboard-
9 LLJON SNAP YA FINGERS 2132637 4 19 GHOSTFACE KILLAH BACK LIKE THAT 1245853 24 RadioMonitor.com.
) | )
10 RICK ROSS HUSTLIN' 2144943 14 20 CcASSlE ME & U Ma136 39
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MONITOR RECORD

HOLDERS: SONGS WITH
MOST WEEKLY DETECTIONS

Welcome to the first in a recurring series devoted 1o notable chart

records

1ssue, we highlight the songs that have posted the most detections in a

single week. Songs are listed only onee and show the highest weekly

spin count of their entire chart run.

MAINSTREAM TOP 40

ARTIST

Hollaback Girl
Hips Don‘t Lie

Gwen Stefani
Shakira Feat. Wyclef Jean
Complicated
We Belong Together Mariah Carey

Over And Over Nelly Feat. Tim McGraw

ADULT TOP 40

LABEL

ARTIST

The Reason Hoobastank
This Love
Unwell Matchbox Twenty
Boulevard Of Broken Dreams Green Day

Calling All Angels  Train

interscope

Avril Lavigne Arista
IDIMG
UMRG

IDIMG
MaroonS RMG
Atlantic
Reprise

Columbia

LABEL DETECT.

DETECT.

ADULT CONTEMPORARY

ARTIST

Landslide Dixie Chicks
A New Day Has Come Celine Dion
Kiss From A Rose  Seal

The River Of Dreams Billy Joel

Drift Away Uncle Kracker Feat, Dobie Gray

ADULT R&B
ARTIST

Be Without You
Can’t Let You Go

Mary J. Blige
Anthony Hamilton
Unpredictable
in My Mind
Just Came Here To Chill Isley Brothers

R&B/HIP-HOP
ARTIST

Drop It Like It's Hot Snoop Feat. Pharrell
In Da Club 50 Cent
Lean Back Terror Squad

21 Questions

Columbia

Wamer Bros.

Columbia

LABEL

Interscope

Zomba
Jamie Foxx Feat. Ludacris RMG
Heather Headley RMG
IDIMG

(W11

Interscope
Interscope

UMRG
Let Me Love You Mario RMG
50 Cent Feat. Nate Dogg Interscope

LABEL DETECT.

DETECT.

DETECT.

d feats from the history of Billboard Radio Monitor. This

DATE

6/10/05
5/21/06
8/16/02
7/15/05
11/26/04

7/30/04
6/25/04
6/13/03
3/18/05
9/12/03

3/7/03
5/10/02
9/22/95
10/1/93
7/25/03

11/19/04
2/28/03
8/20/04
1/14/05
5/16/03

www.BillboardRadioMonitor.com

RHYTHMIC TOP 40

ARTIST LABEL

We Belong Together Mariah Carey ID.MG
Gold Digger Kanye West Feat. Jamie Foxx IDJMG
Candy Shop 50 Cent Feat. Olivia
Grillz Nelty
Like You Bow Wow Feat. Ciara “um

COUNTRY

ARTIST

Interscope

Universal Motown

LABEL
DreamWorks
It's Five 0'Clock Somewhers: Atan Jackson & Jimmy Buffett ~ Arrsta Nashville
19 Somethin’ Mark Wills
I’'m Aiready There Lonestar BNA
Beer For My Horses Toby Keith With Willie Nelson OreamWorks

MODERN ROCK

ARTIST LABEL

Have You Forgotten? Dasryl Worley

Mercury

Somewhere | Betong Linkin Park Wamer Bros.
Like A Stone

Bring Me To Life
By The Way Red Hot Chili Peppers Warner Bros.

Faint Linkin Park

Audioslave Epic

Evanescence Feat. Paul McCay Wind-up

Warner Bros.

ACTIVE ROCK

ARTIST LABEL

Boulevard Of Broken Oreams Green Day Reprise

Somewhere | Belong Linkin Park Warrer Bros.
Warner Bros.
Getting Away With Murder Papa Roach Geffen

Best Of You Foo Fighters RMG

HERITAGE ROCK

ARTIST LABEL

Headstrong Trapt

My Sacrifice Creed Wind-up

Anybody Seen My Baby The Rclling Stones Virgin
Blue On Black

Mas Tequila

Kenny Wayne Shepherd Band Reprise
Sammy Hagar MCA

Collective Soul Atlantic

TRIPLE-A

ARTIS™

Heavy

LABEL

Building A Mystery Sarah Mclachlan Arista
Upside Down
Speed Of Sound
Clocks

Staring AtThe Sun U2

Jack Johnson Universal Republic
Capitol
Capitol

Interscope

Coldplay
Coldplay

DETECT.

5,780
5,623
5,520
5,359
5.277

DETECT.

DETECT.

DETECT.

DETECT.

DETECT.

DATE

7/1/05
10/14/05
4/1/05
1/27/06
9/23/06

4/11/03

9/5/03
1/24/03
7/13/01
6/27/03

4/4/03
5/9/03
3/28/03
8/2/02
8/30/02

2/4/05
4/4/03
4/25/03
11/5/04
7/22/05

1/11/02
9/19/97
5/1/98
3/26/99 |
3/19/99

8/29/97
3/24/06
6/3/05
3/7/03
4/4/97
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MAINSTREAM TOP 40
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N 1
TITLE NIELSEN BDS CERTIFICATIONS / HITPREDICTOR STATUS
ARTIST IMPRINT  PROMOQTION LABEL
HIPS DON'T LIE NO. 1 (3WKS) N
SHAKIRA FEATURING WYCLEF JEAN EPIC
TEMPERATURE N2
SEAN PAUL VP/ATLANTIC
BAD DAY 2ty

DANIEL POWTER

WHERE'D YOU GO
FORT MINOR FEATURING HOLLY BROOK

WARNER BROS.

MACHINE SHOP/WARNER BROS.

SOs N
RIHANNA SRP.DEF JAM/IDJMG
RIDIN’ N

CHAMILLIONAIRE FEATURING KRAYZIE BONE
WHAT'S LEFT OF ME

UNIVERSAL MOTOWN

NICK LACHEY JIVE ZOMBA
SAVIN' ME 15014
NICKELBACK ROADRUNNER IDJMG

MOVE ALONG
THE ALLAMERICAN REJECTS

PROMISCUOUS
NELLY FURTADO FEATURING TIMBALAND

L
DOGHOUSE/INTERSCOPE

MOSLEY/GEFFEN

UNWRITTEN N2y
NATASHA BEDINGFIELD EPIC
MS. NEW BOOTY N
BUBBA SPARXXX FEATURING YING YANG TWINS & MR, COLLIPARK NEW SOUTHPURPLE RIBBONVIRGIN
WALK AWAY R+
KELLY CLARKSON RCA/RMG
UNFAITHFUL 1
RIHANNA SRP/DEF JAM/IDJMG
OVER MY HEAD (CABLE CAR) N
THE FRAY EPIC
BE WITHOUT YOU N3
MARY J. BLIGE GEFFEN
RIGHT HERE N2
STAIND FLIP/ATLANTIC
ME & U AIRPOWER/GREATEST GAINER"

CASSIE NEXT SELECTION/BAD BOY/ATLANTIC

FORYOU I WILL (CONFIDENCE)

TEDDY GEIGER CRED. COLUMBIA

SO WHAT AIRPOWER

FIELD MOB FEATURING CIARA DTP/GEFFEN
GIRL

PAUL WALL SWISHAHOUSE/ASYLUM/ATLANTIC
YOU'RE BEAUTIFUL w2
JAMES BLINT CUSTARD/ATLANTIC
BREATHE (2 AM) N2y
ANNA NALICK COLUMBIA
ROMPE

DADDY YANKEE EL CARTEL/INTERSCOPE
BUTTONS

THE PUSSYCAT DOLLS FEATURING SNOOP DOGG

| WRITE SINS NOT TRAGEDIES
PANIC! AT THE DISCO

THE REAL THING

ABM/INTERSCOPE

o
DECAYDANCE/FUELED BY RAMEN/LAVA

BO BICE RCA/RMG
DOING TOO MUCH

PAULA DEANDA FEATURING BABY BASH ARISTA/RMG
CROWDED

JEANNIE ORTEGA FEATURING PAPCOSE HOLLYWOOD

WHEN YOU'RE MAD

NE-YO DEF JAM/IDUMG
SINGLE

NATASHA BEDINGFIELD EPIC
WHO SAYS YOU CAN'T GO HOME N
BON JOVI ISLAND/ADIMG
GIMME THAT

CHRIS BROWN FEATURING LIL' WAYNE JIVE/ZZOMBA
LET U GO

ASHLEY PARKER ANGEL BLACKGROUND/UNIVERSAL MOTOWN
LEAN WIT IT. ROCK WIT IT N
DEM FRANCHIZE BOYZ FEATURING LIL PEANUT & CHARLAY S0 SO DEFVIRGIN

BEEP
THE PUSSYCAT DOLLS FEATURING WILL.L.AM ABM/INTERSCOPE

A LITTLE LESS SIXTEEN CANDLES, A LUITTLE MORE TOUCH ME o
FALL OUT BOY FUELED BY RAMEN/ISLAND/IDJMG

SAY |
CHRISTINA MILIAN FEATURING YOUNG JEEZY

BLACK HORSE & THE CHERRY TREE

ISLAND/IDJMG

KT TUNSTALL RELENTLESS/VIRGIN
WHAT YOU KNOW N
T GRAND HUSTLE/ATLANTIC
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9507 9549 64.732 1
I o 7847 48059 3 MOST AIRPLAY ADDS
Lol 7912 40915 5
69! 6597 49.047 2
7646 42.813 4
; T TITLE NEW
| 4974 38239 6 ARTIST / LABEL STATIONS
i
| DO | MAKEYOU PROUD 26
EE| 4791 32.494 7 Taylor Hicks
i r — (J/IRMG)
5156 23.661 14 KJYO, KKOB, KRBE, KZCH, SIH1, WABB,
! ; WAEZ, WCGQ, WCIL, WEZB, WFLY,
e WFLZ, WHHY, WHOT, WIHT, WKQ!,
4 4706 27394 | 10 WKRZ, WKXJ, WLKT. WNCI, WQEN,
- WRHT, WWCK, WWWQ, WXKS, WZAT
3758 27130 n Total stations with six or more Oetections: 26
1‘7 5033 31519 s Total detections by daypart:
e OO OO D
| 4920 25.062 13 =10 103 =} r1 12°6s
i ' - 2% 21% 26% 19% 1%
.;.]‘ 4609 25477 | 12
L . ME & U 20
EUER 03504 27895 | 9 Cassie
I [ (Next Selection/Bad Boy/Atlantic}
3943 19.995 = 16 KKPN, KLAL, KSPW, KXXM, WAPE,
T - - WABLI, WDCG, WDJX, WERO, WHBQ,
WHKE WKSE, WNCE WNOK, WNOU,
3515 EETT 19.838 | 17 WRVQ, WWCK, WWWQ, WXLK, WZNR
: 3783_ 18.123 :8 Total statians with six or more detections: 89

3210
I

2385

—_—-
)

———

—_—

e

88

! =4
P

— &

—_——
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) 6-10 1 12-6
B 12001 22 0% 17% 17% 28% 28%
180 .S I WRITE SINS NOT
TRAGEDIES 1 20
22y 15:220 a 2_9 Panic| AtThe Disco
{Decaydance/Fueled By Ramen/Lava)
2778 12704 | 21 KELZ, KKDM, KKMG, KMXV, KSLZ,
——— 8 KWYE, WABB, WAPE, WFLZ, WGTZ,
WIOQ. WKXJ, WKZL. WLAN, WNOK,
2°<°7 Ky 12 2"‘_ WNTQ, WXKB, WXKS, WXSS, WZEE
2879 10.241 26 Total stations with six or more detections: 68
e Total detections by daypart:
E -2 00000
1065 10 539 5 25__ 6-10 0-3 7 112 12-68
= ’ 1 S 5% 11% 17% 35% 32%
2422 6792 | 33 -
-l Jocs. 2 BUTTONS 17
The Pussycat Dolls Feat. Snoop Dogg
_1184 U730 %3 (A8&M/Interscope)

- CKEY, KSLZ, KSPW, SIH1, WBHT, WCIL,
1312 8.023 30 WDJX, WEZB, WFHN, WFLY, WFMF,
—— i WHTZ, WKKF, WKSZ, WNCI, WXXL,
2450 6990 | 32 WA
LS. — Total stations with six or more detections: 81
1301 5018 | 36 Total detections by daypart:

1439 4.863 | 40 @
P = | 610 10-3 37 12 12-62
1071 7.697 31 5% 16% 16% 30% 33%
—~ M
1332 9.864 | 27 DOING TOO MUCH 17
L JES Y Paula DeAnda Feat. Baby Bash
{Arista/RMG)
1533 5.789 35 KBKS, KKOB, KLAL, KQCH, KSLZ,
— | WABB, WCGQ, WEZB, WFKS, WHTZ,
1530 6.025 34 WKSZ, WKZL, WLKT, WNKS, WRHT,
| - o § WWHT, WYOY
1027 4.933 38 Total stations with six or more detections: 64
Sy =1 Total detections hy daypart:
1059 8.788 | 29
835 3356 - 6-10 10-3 7 7-12 12-60
- i 6% 19% 18% 25% 33%
884 4735 | -
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TITLE DETECTIONS
i I! | ARTIST /IMPRINT / PROMOTION LABEL ™ w
gxg&g”:{lg@?w - N 2282 2776
gg!%?ul_égf’:gswmuc {COLUMBIA/SUM) all 2349_
EERTSI;_;OVlN (JIVEIZOMBA) all
?xﬁ?gﬁ}%ﬁ;vﬁﬁﬂeo BY RAMEN/ISLANDIDJMG) & el 270
?;ELILHE:IECEE_%EEEETS (DOGHOUSE/INTERSCOPE) D
KGA?vl;EVeElgTG FEEET, JAMIE FOXX (RDC-A-FELLAIDEF JAM1OIMG) - MRECN 1533
sgv%“(:rg(ep JAM/IDIMG) ¥ A L
] Esl\:‘;ﬁl'E(l\stI?GTNATE DOGG (SHADY AFTERMATH/NTERSCOPE) > 1398 1626
L:_ﬁ g)\wﬁ:glﬁ(ge?%ggm COVE/UNIVERSAL REPUBLIC) K B 1495
| 7A000r sov (ueieo oy navenisLanoiow) N7 1360 1476
;Ed ?Jécpﬁ:vsllgm DOLLS (A&M/INTERSCOPE) K2 R 1309
12 ’,I\‘,lli: :thj\g/:&sveo PEAS (A&M/INTERSCOPE) % N 77
TDrg:Jng%ﬁT DOLLS FEAT BUSTA RHYMES (ASMANTERSCOPE) el 0%
KELLY CLARKSON (RCAMG) . B
gﬁggm LIL JON & LUDACRIS (LAFACEIZOMBA) e . °%
NGET& Il;Ei’f PAULWALL, ALI & G (DERRTY O REELUNIVERSALMoTowny - 912 [ ]
NICKELBACK (HOADRUNNERIDING) all
8 COuse wcereen) Y
i ‘ gmfus FEE MISSY ELLIOTT (SHONUFFMUSICLNE LAFAcE Zomea) 51 748 L
}_’L g%s%;+oe (FG/COLUMBIA) X .

GREATEST
AINERS

INCREASE IN
PETECTIONS

L1849 ME & U

Cassie (Next Selection’Bad Boy/Atlantic)

WXXL +32, WFKS 431, KELZ +30, SIH1 426, WKSS +25
WHBLI +25. WHBQ +22, WKSE +22, WAKZ +21, WDCG +21

Nelly Furtado Feat. Timbaland (Mosley/Geffen)
KKPN +32, WLKT 427 WHYI 424, WLDI 421, WWHT 420
WNKS +20, WEZB +19, WKKF +19, KQCH +19, WKRZ +19
*661 RIDIN
Chamillionaire Feat. Krayzie Bone {Universal Motown)
WABB +48, WZNR +40, WFKS +34, WXXX +30, KXXM 426
WHYI +23, WNTQ +23, KKRZ +21, WKSS +20, WWWQ +20
' 60 | WRITE SINS NOT TRAGEDIES
Panic! At The Disco (Decaydance/Fueled By Ramen/Lava)
‘ WIHB +31, WXXL +24, WXKB +24, WABB +20, WNTQ +20
‘ WZEE +20, WNOK +19, WLAN +18, KSMB +17 KDWB +17

OIS

BUTTONS

The Pussycat Dolls Feat. Snoop Dogg (A&Minterscope)
SIH1 +24, WKGS +22, KJYO 421, KSLZ +21, WFMF 421

WRVQ +20, WSSX +20, WHBQ +20, WAKS +19, KSPW +18

119 mainstream top 40 stations are electronically monitored by Nielsen Broadcast Data
Systems 24 hours a day, 7 days a week. © 2006 VNU Business Media, inc. All rights reserved.
See legend to charts on lead page of charts section for rules and symbol explanations.
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