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MOVER
Hasty, Alpert Lead
Entercom/Kansas City

Entercom Communications has turned to long-
time Kansas City radio executives Herndon
Hasty and David Alpert to oversee the compa-
ny’s cluster there as VPs/co-market managers.
The duo is replacing
Michael Keck, who exits.

Hasty will oversee AC
KUDL, country WDAF
and classical KXTR,
while Alpert will man-
age news/talk/sports
KMBZ, sports KCSP,
active rock KQRC, alter-
native KRBZ and classic rock KYYS.

Hasty joins from crosstown Wilks Broad-

Hasty

casting. Alpert is fresh from Cumulus
Media’s KC stations. —Mike Boyle

SHAKER

Clear Channel Realigns

With Charlie Rahilly’s departure to become
president of Premiere Radio Networks,
remaining Clear Channel executive VPs of
operations Susan Karis and Tom Schurr
divide his responsibilities, with Karis taking
over the Western region and Schurr inheriting
the East. Additionally, Clear Channel Radio
president/CEQ John Hogan will personally
oversee the company’s New York, Los
Angeles and Chicago clusters. —Mike Boyle

e ———
Mason To Appear At R&R
Convention
CBS Radio president/CEO Dan Mason
will make a special appearance at the
R&R Convention 2007 in Charlotte. In
the first “live” Publisher’s Profile, R&R
president/publisher Erica Farber will
interview Mason at noon Sept. 28.

Mason
recently returned
to the helm of

CBS Radio after

serving as advis-

erfconsultant to

CBS and other

radio companies.

Mason

During his previ-
ous tenure as president of CBS Radio, he
successfully integrated the original CBS,
Croup W, Infinity Radio and American
Radio Systems stations. —R&R Stoff

JULY 27, 2007

Cumulus Media Going Private
In a designed  to ke Cumulus Media  private,
president/chairman/CEQO Lew Dickey and Merrill Lynch Global
Private Equity announced the execution of a definitive merger

move

agreement under which an investor group led by Dickey and an athil-
fate of Merrill Lynch Global Private Equity will acquire Cumulus
n a transaction valued at approximately $1.3 billion.

Under the terms of the agreement, Cumulus stockholders will

receive $11.75 in cash for each share of Cumulus common stock, i
Dickey

representing a premium of approximately 40.4% over the closing
price per share of the company’s Class A common stock on July 20, the last trading day
prior to announcement of the transaction. Holders of the company’s Class A, Class 1B
and Class C conunon stock will each receive the same price per share.

Pending stockholder approval and all normal government signofls, the parties are shoot-
ing for a completion of the transaction in carly 2008. It will be financed through a com-
bination of equity contributed by Dickey; his brother John, the company’s executive
VP/co-COO: other members of their family and Merrill Lynch Global Private Equity;
and debt financing that has been committed by Merrill Lynch Capital, in each case sub-

ject to customary conditions. —.Mike Boyle

NUMBER CRUNCH

51.6 518K+

That's 518,800 to be exact, and
it's the average guarter hour
radio audience among persons
age 6 and older from 6 a.m. to

The number of Utica-Rome,
N.Y., stations sold to three
different local operators, in
the latest round of Clear

The percentage of retail
market share that Universal
Music Group enjoyed in the
first six months of 2007,

according to Nielsen

SoundScan. It stood more that
6% ahead of Sony BMG Music
Entertainment, which finished

midnight listening to Houston
radio on Fridays, the largest
weekday audience according to
the June Portable People Meter

Channel's small-market evacu-
ation. Galaxy Communications
and Roser Communications
Network pick up four apiece

while Educational Media
Foundation grabs one
(WORK-FM), and then, ina
separate deal with Galaxy,
nabs WRCK-FM. Financial
details not disclosed.

Satcasters Hope ‘A La Carte’ Is
Merger Meal Ticket

Sirius and XM are hoping the a la carte programming and pricing schedule unveiled July 23

with a 25.2% market share.
WEA (20%) and EMI (10.3%)
were third and fourth,

ratings. The rest of the week-
days look like this: Monday,
477,300 persons; Tuesday,
489,300; Wednesday, 494,100;
and Thursday, 497,500,

by Sirius CEO Mel Karmazin will be the dealmaker with the FCC for their proposed merger.
The companies have designed eight new pricing plans that give subscribers the opportunity
to pick and choose audio channels from both services, ranging in price from $6.99 to
$16.99 per month. Two of the a la carte plans will require new receivers and all the plans
would be available within the first year of the merger being completed, Karmazin said.

In a 112-page reply to the public comments filed with the FCC regarding their $13.6 billion
merger proposal, the satcasters said the deal “will bring unprecedented benefits to con-
sumers and will significantly enhance, rather than harm, competition. Indeed, the transac-
tion paves the way for a unique form of competition in the entertainment industry—one
based on the individual programming preferences of listeners.”

A merger, they say, will “trigger efficiencies” for the two companies, which they say lost
a combined $3.4 billion in 2006, But, they added, the cost savings from the merger would
also produce lower prices and better services. They also claim that “the merged entity will
have neither the incentive nor the ability to target anyone for higher prices.” —Jeffrey Yorke

ON THE WEB

XM CEO Panero Exits

XM Satellite co-founder/CEO
Hugh Panero is leaving the company in
August. XM president/ COO Nate Davis

has been named interim CEQO. Davis has

Radio

served in his current roles since July 2006
and has been a member of the company’s
board of directors since October 1999,
Panero’s future at XM had been in
doubt since the announcement of a merg~
chief Mel

Karmazin is slated to take the reins of the

er with rival Sirtus. Sirius
combined company should the merger

muster  sharcholder and  government

approval. —Susai: isakowir=

Senate Considers One-
Word Indecency Bill

Legislatdion that would make broadeasters
liable for the mere utterance of one word
or display of one image deemed indecent
will go to a full Senate vote after clearing
the Senate Comumerce Committee on July
19. Sen. Jay Rockefellers, D-W.Va,,
Children Indecent
Programming Act (S.1780) makes it pos-

Protecting From
sible to smack licensees wizh a $325,000
fine tor a single slip.

“This bill is a
approach that would allow the FCC to

narrowly  tailored
maintain its policy adopted in 2003 and
hold broadeasters responsible for airing
expletives and indecent material, even if
that material was only shown Heetingly.”
Rockefeller says. —Jeffrey Yorke

‘San Diegao 1700’
Debuts Aug. 1

Broadcast Company of the Americas has
announced the Aug. 1 launch of “San
Diego 1700, a live and local news/talk sta-
ton. It will replace the current business
talk on XEPE known as “Cash 1700AM.”
With the flip, market vet Mark Larson
will anchor mornings. He has spent the
past three vyears on crosstown Clear
Channel news/talk KOGO {AM 600).
“The tme has come for San Dicgo to

have more local programming,” BCA CEO
John Lynch says.* With San Diego 1700, San
Diegans will have a venue to discuss politics
and all that is San Diego.” —~ATike Boyle

NEWS UPDATES AROUND FHE CLOCK:
www.RadioandRecords.com

24/7 NEWS ONLINE @ www.RadicandRecords.com

www americanradiohistorv com

7 /&

007

7



www.americanradiohistory.com

®

I

CONVENTION

September 26 28 2007

Featuring DAN MASON, CBS Radio President/CEOQ
Interviewed by ERICA FARBER, R&R President/Publisher

At the Charlotte Conve
REGISTER NOW! www.radioa ndrecords com

 R&R CONVENTION CO-LOCATED WITH REE,



www.americanradiohistory.com

§ v
: Al e
c L 3 nec%\"f"“"&‘
2 SO
Tre 03 s O ‘“E_:d ¢ LR
Ui PE o PO e T
e ks \,_‘P-"('k W atter
w10
et
(e
ae ol

CBS Taps Sheehan For
St. Louis

CBS Radio has chosen John Sheehan as
VP/GM of AC KEZK and hot AC
KYKY/St.  Lous,
effecuve  Aug. 1.
News/talk sister
KMOX VP/GM
Dave Ervin had also
been overseeing
KEZK and KYKY,
but will now work

Sheehan

with  Shechan
manage the company’s St. Louis cluster.
Most recentdy VP of Union Broad-
casting’s KCXM and KCTE/Kansas City,
Sheehan’s new gig marks a return to CBS
Radio, where he was director of sales for
what were then the company’s Kansas City
stations from 1993 to 2003. —Mike Boyle

KZON Corrals Martinez

CBS Radio rhythmic KZON (1015
JamZ)/Phoenix has hired Dennis Martinez
as PD. He was most recentdy  Clear
Channel/Northern California regional VI
of programming and P of rhythmic
KYLD (Wild 94.9)/San Francisco.

“Dennis has a passion for rhythmic
CHR and an extensive background in the
format,” CBS Radio/Phoemx senior VP/
market manager Mark Waters says.“He will
work with our entire staff in setting the
vision for our station and then executing
the game plan to reach our goals of serv-
ing the interests of the typical 18- to 34-
year-old.”” —Darnella Dusiham

Moore Made PD At
KRNB/Dallas

After serving as interim PD for three
months at KRNB/Dallas, Shay Moore is
promoted to PD. Moore will continue to
host the 9 am.-noon airshift at the
Service Broadcasting urban AC.

Moore says, *‘I have always dreamt of
working for a company like Service
Broadcasting and with radio heavy hitters like
[Service director of broadcast operatons]
Ken Dowe, {Service COOJ Gary Saunders
and [urban sister KKIDA PI}/morning man|
Skip Cheatham, and now it has finally hap-

pened.”— Daruella Dunham

JuLy 27, 2007

WWW.RADIOANDRECORDS.COM: INDUSTRY AND FORMAT NEWS, AS IT HAPPENS, AROUND THE CLOCK.

98.5%0 Of Kids Are Exposed

To Radio

The first currency radio ratings from Arbitron’s Houston Portable
People Meter service contain some interesting data. Ninety-eight-
and-a-half percent of children in the 6-11 demo were exposed to
radio, according to Arbitron. {The PPM, unlike diaries, also includes

6- to 1-year-olds.)

Houston’s PPM data also shows that, as expected, radio delivers
consistently high levels of weekly and daily cume audiences.
Consistent with Philadelphia findings, the new PPM data also indi-

Smulyan

cates that Hispanics and African Americans spend more time listening to radio than other

consumer segments of the Houston radio metro. In the 25-54 demo, Hispanics scored a 12.6

AQH rating while African Americans notched an 11.7 and “other persons” had a 10.3.

While 56% of the Houston population {age 18+) is employed full-time, 63% of the radio

audience are full-time workers, in line with what PPM indicated in Philadelphia. The PPM also

showed in both markets significant growth in the total audience reach of individual stations.

Meanwhile, Emmis CEO Jeff Smulyan believes the PPM is right for radio. “If we can

demonstrate credible ratings, | think it will lift all of our boats as an industry,” he said in a
Q&A posted on the Emmis Web site. “And it is something we desperately need to do: With
six years of flat revenue, the advertising community needs data they can rely on—and PPM

can provide that.” —Ken Tucker

SoundExchange,
Webcasters Still
Negotiating

For webcasters, the music plays on. The
July 15 deadline tor paying last year’s roy-
alties under new legally set rates has come
and gone, as SoundExchange, under pres-
sure from members of Congress, continues
negotiating with webcasters.

While the parties are trying to resolve
perceived problems that the Copyright
Royalty Board's rate-setting decision cre-
ated in the marketplace, there’s no guaran-
tee that any settlement would—or could—
be legally adopted to  become an
industry-wide resolution.

Even when the parties agree on new terias,
it will not have an industry-wide legal effect
unless a court, the CRB or Congress changes
the March CRB decision to raisc rates.

—Susan Butler and Aurony Bruno, Billboard

Santos New Magic/
SoCal Market Manager

Magic Broadcasting has promoted KWIE
(Wild 96)/Riverside GM Karla Santos to
market manager of'its Southern California
stations  while selling off Wild 96 to
Liberman Broadcasting. The company is
holding on to KDAY/Los Angeles and
KDAI/Riverside, which it plans to brand
as its "Southern California SuperStation.”
covering Los Angeles County and the
Inland Empire. Additionally, KDAT will
change calls to KWIE.

Magic partner Roy Laughlin says the
divestiture of KWIE to a Spanish-language
broadcaster “is a key part of Magic
Broadcasting’s strategy to build a Southern
California SuperStation concept.”

—Keith Berwan

MOVERS

Michael Baisden,
host of ABC Radio
Networks' nationally
syndicated radio pro-
gram “Love, Lust &
Lies,” begins produc-
tion on his own one-

hour weekly talk/vari-
ety TV series July 30.
Bandleader Morris

Baisden

Day and comic George Wiliborn will join him
. . . Entercom regional VP Steve Godofsky
shifts into a senior VP role as the company
begins preparing for his retirement. He will
focus on key corporate initiatives including
digital audience measurement . . . Miguel
Villarreal rejoins Border Media Partners as
VP/marketing manager of its Laredo, Texas,
stations . . . Gina Landau is promoted from
director of sales to GM of Midwes:
Television/San Diego’s news/talk KFMB-AM
and adult hits KFMB-FM. She replaces Tracy
Johnson, who left in June to become COO of
Mass 2 One Media.

SHAKERS

Clear Channel/Louisville and Lexington,
Ky., regional VP Kelly Carls, who also serves
as PD of talk WHAS/Louisville, adds region-
al VP of programming duties in Indianapolis
and Memphis. The Indianapolis position is
new, while Carls replaces Clay Hunnicutt in
Memphis . . . Andrea Becerra is named for-
mat director of Entravision Radio’s Spanish-
language adult hits network José. She
began programming José last year and will
now be more involved with the network’s
day-to-day operations and promations . . .
Citadel/Chattanooga, Tenn., market man-
ager and radio veteran Dan Brown leaves
the cluster Aug. 31. Chuck Wilkins, cluster
director of sales, will replace him. The clus-
ter includes talk WGOW-AM, talk/sports
WGOW-FM, country WOGT (the Duke) and
classic rock WSKZ.

Business
Briefing

By Jeffrey Yorke

Radio One Buys WPRS For
$38 Million

After nearly four months of leasing
WPRS/Waldorf, Md., Radio One has
struck a deal to buy the station trom
Bonneville International tfor $38 million.
Radio One has been programming
WPRS as “Praise 104,17 a black gospel
outlet, since Easter Sunday.

The station was almost sold to Red
Zebra Broadeasting last December before
company owner Dan Snyder decided that
$3% million was too high a price tag. In
recent years, the frequency had been used
for CHR /top 4, classical (as WGMS) and
a very short-lived "George™ tormat that
mixed "80s, "90s and some currents.

Radio Hopes Political Ads
Boost 2008 Revenue

Although 2007 is likely to become the
seventh straight year of slow to no
growth, the $20 billion U.S. radio indus-
try hopes to break the trend with politi-
cal advertising and revenue from nontra-
ditional sources in 2008. "It would be
shortsighted to view the industry as
hopeless.” Barrington Research analyst
James Goss says. Despite slow growth and
the “challenged” radio environment, he
says radio companies are strong cash gen-

crators.

House Members Push FCC On
AM Use Of FM Translators

Months ago the NAB voiced its support
to the FCC tor a proposed rule change
that will permit broadcasters to use FM
translators to fill in service gaps for AM
stations. Now a group of 15 lawmakers
led by House Budget Committee chair-
man John Spratt, D-S.C., has written
FCC chairman Kevin Martin a two-page
letter of support, urging the FCC to
implement a rule change that would per-
nmit AM stations to use FM translators.

The rule change “will allow AM
broadcasters to overcome the all-too-
familiar interference of their signals
caused by mountains, buildings, comput-
ers, luorescent lighting and other condi-
tions,” Spratt wrote. “The use of an FM
translator will also allow AM stations that
currently must reduce or turn off power
to avoid nighttime interference to deliver
a full complement of high-quality service
to their audience.”

24/7 NEWS ONLINE @ www.RadioandRecords.com
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AFTER SETTING THE RECORD
LAST ISSUE FOR MOST WEEKLY

§ p_AYS AT CHR/TOP 40,

_ FERGIE’S "BIG GIRLS DON'T

' CRY” DIPS SLIGHTLY, YET STILL
POSTS THE SECOND-BEST SPIN
MARK (9917) AND HOLDS AT
ND. 1. THE TRACK ALSO FLIES
8-5 AT HOT AC AND 19-15 AT AC.

Contents.......

‘Electronic
measurement
will change the
competitive

FORMAT Pege
CHR/TOP 40 i1

Title / Artist

Big Girls Don't Cry /
Fergie.

Beautiful Girls /

RHYTHMIC - 34 Sean Kingston

35 Make Me Better /

URBAN Fabolous Featuring Ne-Yo

teachme /
Musig Soulchild

Make Me Better /
Fabolous Featuring Ne-Yo

Blessed And Highly Favored ./
The Clark Sisters

Give You Glory /
Jeremy Camp

Let It Fade /
Jeremy Camp

Madmen /
Wavorly

Bring The Rain /
MercyMe

Never Wanted Nothing More /
Kenny Chesney

URBAN AC
RAP
GOSPEL

CHRISTIAN AC
CHRISTIAN CHR
CHRISTIAN ROCK
INSPO

COUNTRY

Everything /
AC Michael Buble

Home /

Daughtry

Let’s Take A Ride /
Norman Brown

Icky Thump /

The White Stripes
Paralyzer /

Finger Eleven

1 Don’t Wanna Stop /
Ozzy Osbourne

Hey There Delilah /
Plain White T's

Easy Tiger /

Ryan Adams

A Marte /
Pastilla

A Ti Si Puedo Decirte /
Ef Chapo De Sinaloa

Dimelo /

Enrique Iglesias

La Foto Se Me Borro /
Elvis Crespo

No Te Veo /
Casa De L egnes

HOT AC
SMOOTH JAZZ
ALTERNATIVE

ACTIVE ROCK

ROCK

TRIPLE A
AMERICANA
LATINROCK/ ALTERNATIVE
REGIONAL MEXICAN
LATIN POP
TROPICAL

LATIN RHYTHM

“PAFALYZER"

BY FINGER ELEVEN
SPENDS A FOURTH WEEK
ATDP ACTIVE ROCK AND
CL MBS TO A N=W PEAK
‘NO. 3) AT ALTEINATIVE.
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landscape for
urban radio in
articular. Being
he secondary
urban in the
market will not be
enough to
survive.’ p24

AC SPECIAL

A NEW DAY HAS COME

Ratings champ AC confronts challenges of
evolving audience and musical landscape.

EXCLUSIVE ARTISTS: WHO CARES?
AC programmers agree that familiarity
is primary playlist calling card.

AC IN A PPM WORLD
Advantages, adjustments and slight
apprehensicn.

URBAN AC SPECIAL
URBAN AC REDEFINED

The evolving formet is mixing in youncer
artists with traditional core acts.

FRESH NEW FACES
By adding younger artists, urban AC
becomes a pacesetter.

COLUMNS

29 The Spin
READY FOR THE PPM? 30 CHR/Top 40
What urban AC programmers should know | 33 Rhythmic
and understand about metered ratings. 35 Urban

40 Christian
NTR RAMPS UP 44 Country
New methods to reach out and touch 47 AC/Hot AC
listeners. 51 Smooth Jazz

53 Rock
PUBLISHER’S PROFILE: 52 T:cle A
DEBORAH TAYLOR TATE = Pim

FCC commissioner vows to hear all

sides of the issues. 65 National Airplay

MANAGEMENT/
MARKETING/SALES

Strategies for the care and feeding of
station e-mail club members.

STREET TALK
Will he or won't he? Murmurs build of
an Imus return to radio.

NEWS/TALK/SPORTS
Wall Street _ournal Radio Network's
Nancy Abramson on the do’s and

don’ts of syndicated relationships.
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MARKET SNAPSHOT: Top 10 Houston

Advertisers Rope

nielsen

Houston has among the youngest populations in the

nation and the third-largest Hispanic and third-largest
Mexican population in the United States. In 2006, the
Houston metro area was ranked first in Texas and
third in the country within the category of “Best

Places for Business and Careers” by Forbes magazine.

POPULATION: 4,468,900

In Budgets

Even in the Wild West, radio advertisers are playing it tame. First-quarter

advertisers upped their spending from Q1 '06 to Q1 07,

$300.000 in Q1’07 trom the year-prior quarter.

Top Houston Radio Advertisers (Dollars)
PERIOD: JAN. 1-MAR. 31

2007’ top 10 Houston radio advertisers forked over a good deal less money

at the medium than they had in the year-ago period. In fact, only three

AT&T held onto the top spot among Houston radio advertisers year
to year. but shed about $400.000 trom its budget. Also talling off the bull
were Gallery Model Homes, Berkshire Hathaway, the State of Texas, Walt
Disney, [W Childs and General Electric.

Bucking the trend were Heard Bill Enterprises, DaimlerChrysler and
Broadcasting Media Partners, all of which spent more year over year on
Houston radio. DaimlerChrysler made the biggest climb, up roughly

In total. spending by the top 10 QI *07 Houston radio advertisers was

down more than $1.4 million year over vear—Susan Visakowitz
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‘Don’t be
afraid to
scoop your
own on-air
product or
one-up your
own contest.
You are
telling your
own
database,
which is
made up of
loyal
listeners.’

—Rocco Macri

MANAGEMENT / MARKETING / SALES

Strategies abound for the care and feeding of radio station

e-mail club members

Love And Protect
Your Database

Rocco Macri

rmacri@promosuite.com

adio is about attracting listeners and keeping them. Interactive mar-
keting works the same way, only it’s even more personal. So when

a listener decides to give you his or her personal information, you
need to treat it like the treasure that it is. @ Do not abuse the priv-
ilege, because your listener can revoke your privileges at any time
by unsubscribing or simply deleting your e-mail. m Following are

some ways you can show your database some love.

Keep your promise. Whether implicitly stated on
your e-mail club sign-up torm or implied, you
are making a promise to your listeners to pro-
vide them with information that they care about,
and protect them trom information that they do
not want. This is not an easy task.Your audience.
and hence vour database, are made up ot indi-
viduals with ditferent interests and litestyles. But
they do share one thing in common. They are
fans of your radio station. So when you commu-
nicate with them, make sure yvour e-mail reflects
your radio station: your core music, your promo-
tions and other information that tits common-

alinies that your audience represents.

Go beyond your on-air product. If the big station

5 soft music

my fresh 102.7 update
ON+JOVI

YOU WANT TO) MAKE A MEMORY
RAND OPEMING OF THE PRUDENTIAL CERTER

and improve your sleeping!

40% oft All natural with ao side effects

= s or mrmnr
Because you're a My Fresh 102.7 Member we're giving you a chance to win Bon Jovi
tickets before they go on sale! Chck here for your chance to win tickets to see Bon

Jovi live in concert at the new Prudential Center in Newark New Jersey!

Ta mmeve your "My Fresh 102.77 e wnd b
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¥eus e EBIVING s i Sem st 1027, 0 $nd you B & memser of My Frish 1027
i Tl 03T o llch rm wisd pou will be remaoved immesiamty.

! ™

M 5ou would le to ooetect WA SFresh 102 TEM our meilting addmess is
WAFS Fameh 102 TR
388 Tih Avenus, 10th Floer
New York. ifY 10108

Click here for your chance to wan a pair of
passes to the Fresh 102.7 Advanced
Screening of Focus Features new film
“Evening” "Evening” starring Clarre Danes
Tom Collette Vanessa Redgrave and Patnck
Wilson opens in theaters June 29th

t's not a diet pill or shake It's a PATCH
EZ Patch is guaranteed to reduce appetite control
1 sugar Cravings increase energy and metabolism

Chck here or call 1-888-348-6886 and get up to

Electronic Lateling System

promotion is giving away tickets on-air to the

hottest concert in town, give the database an

opportunity to win exclusive front-row tickets. [f

you are teasing a major station announcement at
7:20 Thursday morning, spill the beans to your
database on Wednesday afternoon with an exclu-
sive “we're telling you first”™ e-mail.

Don’t be afraid to scoop your own on-air
product or one-up your own contest.You are not
giving up this intormation to just anyone.You are
telling your database, which is made up of loyal
listeners who have trusted you with their person-

al information.

Content is king. In a pertect world, every radio sta-
tion would have an Internet content manager,
someone whose job it is to make sure
your Web site and e-mail appeal to
your audience. The ICM would sit in
promotion and programming mect-
ings and be completely in touch with
what’s going on at the station, in the
comnmumnity and with the station’s
personalities and core artists.

If you do not have an ICM, sim-

ply make your Web site and your e~

mail newsletter a part of your
checklist  when discussing  new

opportunities in meetings. If you are
getting ready to introduce a new
afternoon drive personality, take a
) moment to think about how vou
would like to announce it to vour
database. If you are going to stage a
live remote, you might want to send
a targeted e-mail just to the people
in your database who live in close

proximity to vour remote location.

Balancing imaging, contesting and sales. 1adio
stations are finding ways to tap into available
interactive dollars. E-mail newsletters are a great
way to deliver your advertiser’s message directly
to active listeners. Therefore, the same balancing
act that sales, programming and marketing deal
with regarding your on-air product is necessary
with your e-mail newsletters.

What is the proper balance? There's no magic tor-
mula, so it depends on your understanding and
ability to take sales-driven content and muake it
interesting to your audience.

Using the theory that “you'll know it when you
see it we've included a snapshot of a great e-mail
that was sent by CBS Radios WWFS-FM (Fresh
102.7) New York (see below left). Fresh director of
marketing Frank lemmiti says, "It is extremely
important that our database is always getting the
special treatment they signed up tor. By keeping
that rule in mind, we always lead with a big story
highlighting a core artists on our playlist. Bon Jovi
in a sensc is our cover story for our My Fresh
1002.7 Update and the additional content provides
our database with beneticial lifestyle information
and promotons that are all revenue-driven.

ICM] Andrew Mosko makes it all work with his

design skills.”

How much e-mail should you send? [t comes
down to your ability to create quality content and
your understanding of your audience’s lifestvle
and expectations. The good news is that you
already have these skills and apply them to your
station’s programming cach day. For instance, let’s
say you are programming a station that’s target-
ing teens and young adults. Younger listeners are
more likely to accept more c-nmail. But, they are
also more likely to lose interest if you dowr't deliv-
er content that interests them.

Take it slow when rolling out your e-mail strat-
egy. Schedule a newslerter to go out at the same
time each month (i.e., the second Wednesday of
each month). Make sure it’s someone’s responsibil-
ity at the station to plan content tor that newslet-
ter. As your e-mail marketing program becomes
more integrated, you will find theat it becomes cas-
ier to develop interesting content. At that point you
can constder sending two newsletters each month
and an occasional single-subject c-mail blast when

you have something really exciting to say.

Respect your privilege. You know that old saying,
“If you love someone. st them free”™? [t doesn't
apply to your database.

Once your listeners give you permission to
contact them, take advantage of it. Excite them.
Entertain them. Give them opportunities to win
exclusive prizes. Make them feel like a true insid-
er by announcing things to them before you
announce them on the air. Make them feel spe-
cial. Do not abuse the privilege that they grant-
ed you and they will reward you, your station and

your sponsors with loyalty. RsR

Rocco Macri is founder/ CEQ of New York-based
PromoSuite, which has provided software and interac-
tive solutions to radio stations since 1992,
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STREET TALK.

G;;: By Kevin

Carter and Keith Berman

AN B

Easterlin’s
Most Fowl
Encounter

Happy belated birthday
to Lava senior VP of
promotion Mike
Easterlin, who was
minding his own
business at work last
week when someone
wearing a chicken suit
and clutching a bunch
of balloons somehow
gained access to his
office (we suspect she
had some inside help).
Amazingly, the video of
this cluck encounter
has somehow already
made its way onto
YouTube, and we are
pleased and proud to
report that the video
broke into YouTube's
Top 100 and, at one
point, was ranked No.
91in YouTube's
prestigious “Pets &
Animals” category.
Watch in horror as the
rhythmically challenged
Easterlin is coaxed
against his will by this
mutant chicken-person
into attempting to
perform the delicate
and complicated
“Chicken Dance.” To
witness the carnage for
yourself, go to
youtube.com/watch?v=
bVvdn9dyP7c

Mindless Imus Speculation Continues

Hey kids! Let’s fan a rumor that Don Imus might be
coming back to CBS Radio! Sure, why not? The longer
WFAN/New York goes without filling the I-Man’s vacant
seat, the more speculation grows that some behind-the-
scenes wrangling is atoot to bring him back. Fueling the
latest round of “will he or won'’t he” is a report in the

always-reliable New York Post from equally reliable Imus

confidant Bo Dietl, who made some
noise on a radio talk show that Imus
15 on the comeback trail. A couple of
weekends ago, when talking to the
Post’s state editor Fred Dicker on his
WROW-AM/Albany, N.Y., radio show,
Dietl remarked of Imus, “I'm not
supposed to say, but . . . if he was to
be coming back, I would look to

September.” Ta da! The Post also

claims that Imus has been scouting comedy clubs looking
for a black sidekick “who will take the sting out of any
future racial cracks like the one that got him booted off
the air”” And it gets better.

Surring the pot even further, the Rev. Al Sharpton, who
prominently led the charge to have Imus fired in April, took

a decidedly conciliatory tone when he spoke to Radar-

online.com.“My position is that we
never called for him to be permanently
barred from being on the air. We'll see
when he comes back, and if he comes
back, what are the boundaries and what
1s the understanding. We'll be monitor-
ing the situation, but we wanted him to
pay for being a repeat abuser, and he
paid. We never said we didn’t want him

to make a living”

The Programming Department

M Lisa Biello, former PD of Clear Channel alternative
WHRL (Channel 103.1)/Albany, N.Y., has resurfaced
in exotic Cincinnati as afternoon talent/Web content
editor at Bonneville alternative WSWD (94-9 the
Sound). Hit up Biello at Ibiello@bonneville.com.

B Clayton Allen leaves the PD/morning co-host
hammock at Clear Channel country KAJA (KJ97)/
San Antonio. OM George King decides he’s going
to do a Chinese fire drill of one, getting out of the
programming driver’s seat of AC KQXT (Q101.9)
and running around the cluster until he gets back
in as PD of KJ97. That means he now needs a new
PD for Q101.9.

B Citizens of Memphis are slowly coming to terms with
the fact that their safe little world was rocked by the
news that Entercom AC WRVR (the River)/Memphis
has its first opening in five years: Yup, MD/afternoon
talent Larry Wheeler is leaving to pursue a career in
video production. That means OM Jerry Dean needs

an equally talented replacement, pronto.

B Pat McMahon has indeed exited as OM of Clear
Channel/Dallas. McMahon, who did two separate
tours of duty programming hot AC KDMX (1991-
1994 and 2001-2006), was upped to OM in
August 2005. No replacement has been named by
market manager JD Freeman. Reach out to him at
214-801-2582 or mcmahon000@aol.com.

B Due to internal restructuring, PD Al Brock exits
Cumulus classic hits WRQQ/Nashville. Before his
transfer to Nashville, Brock was briefly OM of the
Cumulus cluster in Myrtle Beach, S.C. He previous-
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ly spent three years as PD of KLOU/St. Louis and
has a lengthy programming history in Providence,
Indianapolis, Richmond, Wilkes-Barre and Norfolk,
to name a few. Brock is seeking his next OM/PD
opportunity in oldies/classic hits, AC or country
and can be reached at 615-969-2259 (cell), 615-
361-7625 (home) or albrock@hotmail.com

W Jeff Wyatt, chief programming and marketing offi-
cer for Dan Snyder’s Red Zebra Broadcasting, has
negotiated his exit from the company. Wyatt’s depar-
ture comes just four months after the exit of his for-
mer boss Bennett Zier, who was lured over to run
Red Zebra in January 2006 after 13 years overseeing
Clear Channel’s Washington cluster. Shortly there-
after, Wyatt, who worked for Zier at WIHT (Hot
99.5)/Washington, left Clear Channel and sat out his
six-month noncompete before he resurfaced at Red
Zebra in July 2006. He's expected to announce his
next adventure shortly.

B Ginormous changes at CBS Radio/Denver—and yes,
“ginormous” is a real word now, thankyouverymuch!
Let’s get started, shall we? First, Michael “Giff”
Gifford, MD/afternoon jock on hot AC KIMN (Mix
100), will now consume assloads of coffee as the new
APD/MD/morning dude across the hall on oldies
KXKL (Kool 105} as Kenny Campbell and producer
Aaron Davis exit. Gifford’s arrival also pushes Kool
105 morning talent Dan Mitchell to the slightly more
humane midday shift, as Randy Jay departs. Back at
Mix 100, Hollywood Henderson arrives from Dallas
as the new MD/midday guy. Henderson was last seen
as OM for KFXR, but he's also known for his exploits
at KHKS and KPLX, as well as runs at such weighty

Wwww americanradiohistorv com

calls as WPLJ/New York, KDWB/Minneapolis and
KKBQ/Houston. To complete the Circle of Life™, Mix
midday goddess LeeAnn Sommers takes over
Gifford's now-vacant afternoon shift. We can't tell if
we're now light-headed from following all the people
running around the cluster or if it's the lack of oxygen.

B “It's the Dos Andys show!” says KWOD/
Sacramento station manager Curtiss Johnson, where
a couple of guys named Andy have been pressed into
service to fill a few crucial gaps: Local “Adam Carolla
Show” producer Andy Hawk adds on fashionable MD
stripes, while veteran KWOD air talent Andy Sims
takes over the midday show. Both Andys, now joined

as one unstoppable force, collectively fill the hole creat-

ed by Hill Jordan’s departure in June.

B Ron Finn, who already programs Cumulus oldies
WRQN/Toledo, doubles his pleasure by annexing
PD stripes for hot AC sister WWWM (Star 105.5)/
Toledo. He replaces Kirk Patrick, who we hear is
transferring to a different Cumulus cluster. Patrick
also did afternoons on Star, so Finn needs your
packages, like, now.
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Quick Hits

B The syndicated stylings of Free Beer & Hot Wings are
back in Philadelphia, this time on Greater Media classic rock
WMGK, where they will run tape-delayed from 10 p.m. to 1
a.m. Monday through Thursday. The boys (Gregg “Free
Beer” Daniels, Chris “Hot Wings” Michels, Eric Zane and
Producer Joe) used to be heard on former classic rocker
WTHK (the Hawk) in nearby Trenton, N.J., until Greater
Media bought it in September 2006 and flipped it to smooth
jazz WJJZ. Free Beer & Hot Wings are based at Regent alter-
native WGRD/Grand Rapids and carried in 15 markets.

B KFRC/San Francisco morning icon Dave “the Duke” Sholin
has hired a producer, and it's another Bay Area fave: James
Baker, the former PD of crosstown KIOI/San Francisco who was
unfortunately restructured out of that gig in November 2006. He
also spent several years as APD of KBIG/Los Angeles.

B Melissa Moran gets her Colden Ticket: She’s the new mid-

day talent at WFLZ/Tampa, where she will work with guestion-
ably sane yet 30 Under 30-honored PD Tommy Chuck. Noran,
who will journey south from afternoons at WXXX/Burlington,
Vt., and has also spent time in Atlanta and Wilkes-Barre,
replaces the lovely Ashlee Reid, who's moving home 1o New
York. Feel free to barrage Moran at filmchik@aol.corn_

B Look! Actual people are appearing on CBS Radig’s new
triple A/hot AC mutant KSCF (Sophie@103.7}/San Diego:
Please welcome market vets Jeff “J.T.” Stewart, who'll roll
in middays; afternoon princess Teresa in afternoons; and
night guy Tony Martin.

B Rumors turn to reality in Chicago, as Premiere’s Steve
Harvey is indeed crossing the street from WSRB to Clear
Channel urban WGCI for mornings on Aug. 1, replacing “Crazy”
Howard McGee. The announcement coincides with a milestone
for Harvey's syndication empire: WGCl is his 50th affiliate.

B Big Jim Murray, production dude at WFNX/Bosten, picks
up the afternoon shift as PD Keith Dakin undergoes a delicate
procedure to remove himself from the on-air lineup. Murray,
who's been with the station on and off for seven years, joined
'FNX in 1999 for morning sports stuff and has also done
aftemoons at Clear Channel rocker WGIR/Manchester, N.H.

B Jesse Kage exits nights at Cox alternative WSUN (97X)/
Tampa, and now we're confused because there's no ‘X" in
WSUN. Anyway, 97X PD Shark has launched his search for

the next member of his on-air family.

B Afternoon sidekick Teri Ann Magnuson has left Entercom
hot AC KRSK (105-1 the Buzz)/Portland, Ore., after eight
years, disrupting the Force surrounding “The Nelson & Terry
Show.” Will Teri Ann resurface soon in Portland, maybe on
another Entercom station? In the meantime, we hear word
on a replacement is imminent.

Label Love

B After working with Concord Music Group as a con-
sultant for more than a year, Rick Nuhn has been brought
in-house and adopted as a member of the family as
Concord’s new senior director of urban music promotion.
He will continue to host the syndicated “Top Ten Now
and Then” and do weckends at Clear Channel urban AC
KHHT (Hot 92 Jamz)/Los Angeles.

B Promo vet Jordan Zucker, deeply beloved for his stints
at Sanctuary, RCA and A&M Records, is now in the
house like furniture at his new shop, Intfirst Promotion.
Hit him up at 770-833-3994 or infirst@aol.com.

B We heard that Jenn Zeller was heading back to Inter-
scope as head of video promotion, so we checked in with
Interscope alternative promo honcho Robbie Lloyd for the
straight poop: “It’s true, | read it on TMZ,” he tells ST.
Zcller, who transferred from Interscope’s alternative
department to Gefen to do national alternative promo last
year, is back in New York and can be reached at 212-841-
8070 or jennifer.zeller@umusic.com. Lloyd and fellow alt-
dude Jeff Stacey will absorb Zeller’s turf.

B Former Reprise promo princess Carlyn Kessler has
emerged from her all-too-brief poolside “retirement” and
joined Riot Squad Management. Ironically, she and Brian
Schechter will now manage Reprise recording act Single File,
which is currently on the Vans Warped tour. Say hi to Kessler
at 323-697-0776 or carlyn@riotsquadmanagement.com.

Condolences

We are saddened to learn that longtime promo/management
vet Rose McGathy lost her battle with lung cancer in
Phoenix. Rose was the ex-wife of McGathy Promotions/In De
Goot Entertainment’s Bill McGathy. At the time of her death,
McCGathy was managing Mike Farris, as well as other artists.
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SPECIAL REPORT

A HBHBHBIINNE

Nontraditional Revenue

You see it every month when the RAB releases

revenue figures: Local and national revenues are flat

or down, but non-spot is up by double digits. =
Similar news came out of the recent Interep Radio

Symposium, where the point was raised that while
nontraditional revenue (NTR) had double-digit
increases, those streams still account for juse 6%-7%

of industry revenue. & Today’s operators realize they

must adapt to changing market conditions. Over-

the-air spots, long the ncar-exclusive source of rev-

enue for radio, can no longer be relied upon as the

sole mcome generator.

Clark, GM ot
Development Systems (RDS), which works with

Elaine Emmis’ Revenue
a variety of clients {and not just Emimis stations),
says that the tastest-growing aspect of NTR is not
a category of business, but involves incorporating
various interactive elements into programs.
“Instead of holding a bridal fair or concert. sta-
tions can now post pictures on their Web sits,
include various artist profiles, add podcasts fol-
lowing the event, add contesting for tickets and

and

interviews,” she savs.

meiorabilia include  behind-the-scenes

NTR, Clark points out, has always been about
adding non-radio elements to a program in order
to enhance the consumer experience. “The
Internct, cell phones, texting and e-mail allow us
cven more opportuntties to create a total 360-
degree experience.”

Sport drinks, home nmprovement products,
convenience stores and cratt beers have been
strong categories this year and will continue to be,
Clark says, noting that sponsorship dollars marks
“The

Events Group estimates that sponsorship spend-

another strong  category. International
g will mcrease by 11.7% this year,” she savs.
"Clearly, if sponsorship spending is forecasted with
double-digit inereases, radio stations should take
advantage and incorporatc more  sponsorable
opportunitics into their sales strategies.”

Clear Channel/Nashville has come up with an
innovative sponsorship plan. Tune in to country
WSIX (the Big 98) and vou’ll hear the facility
referred to as the “Fifth Third Bank studios.”
Speaial events director Candace Price says she
thinks adverosers are more open to non-meas-
ured media than they have been in the past.
“Theyre not necessarily looking at the cost per
point; they’re looking at branding opportunities
and looking at the big picture instead.”

Price. whose specialty is events such as the
Music Ciry Brewer’s Festival, savs even though
she hasn't added new events, there 15 growth
potential. “Every year we're more established, we
have more opportunity to bring on bigger spon-
sors and generate more money.”

‘If sponsorship
spending is
forecasted
with double-
di%it increases,
radio stations
should take
advantage and
incorporate
more
sponsorable
opportunities
into their
sales
strategies.’
—Elaine Clark
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Brokered events are also a growth category. she
says, noting that she’s about to work for the first
time with an event that has been around since the
"70s.“The people that do this event know the ins
and outs of the category they work within, but
they dont know about sponsorship,” she says.
“Were going to come to the table, promote the
mess out of their event and they're going to give
us an opportunty to sell sponsorships.”

While Clark savs NTR still accounts for about
10% of RDS clients’ overall business—just as it
did two vears ago—she says that in many cascs,
the term “NTR 7 is no longer used. “It’s now nor-
mal business practice,” she says. “As marketing
consultants. we are charged with creating the best

solution for our clients. Generallv. the solution

should include multiple tcuch points, hitdng con-
sumers where they work. play and shop.”

The overall solution for advertisers might include
radio, point of sale, text mesaging and e-mail.“Radio
is still the best vehicle tor getting the message out to
a broad base,” Clark says. “Incorporating the other
elements personally touches consuiners, enhancing
the brand experience”

Clark has long been an a-dvocate of cause market-
ing or cause branding.“ Cause branding is sumply the
integratgon of business strate zv and corporate citzen-
ship—a  strategic, stakehokder-based approach o
merging social issues into the essence of the brand.”
she savs. “Aligning a company image with a com-
munity issue has vielded hizh results for companies
as Avon

such (breast cancer awareness)  and
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Starbucks (Giving Voice cluldren’ literacy prograin).

The biggest challenge to media professionals is
to help companies quantfy the results of the use
of their charitable dollars, Clark savs. “Byv
researching the company’s tocus and then creat-
mg opportunities that ineet the sales and market-
ing objectives and also tic into the organization’s
charitable focus, stations beconie that much more
valuable as a partner.”

Stagons are sull in the beginning stages of scll-
ing spots on their Web streams, Clark savs. “For
most stations, the listenership for the Web streams
still has a ways to go. Because of that, the value of
the spots—bhased on numbers alone—is low”

Sull, Clark savs the “value per touch” is much
higher with Internet listeners. “Generally, people
listening to the Web stream are much more loyal”
she says. “Until we can quantity the numbers,
spots shiould be looked at as another touch point
and not the total solution. Targeted listener -
mails and the station Web site are conducive to
more brand interaction’

Price believes NTR is up because there are so

many new products available to scll.“When vou
look at our Internet sites, there’s so much more
opportunity than there was betore, so we have no
choice but to go up,” she says, citing Clear

Channel’s “Suripped” concert series, as well other

music and video on-demand features the coni-
pany offers.

Sandy Smullens, senior VP of digital tor
Entercom, says his company has “a very aggres-
sive plan™ when it comes to the Web, “We've
hired digital sales managers in every market and
we've revamped all the Web sites, our entire
streaming plattorm and our ad serving plattorm.

The company has also partnered with
TargetSpot (sec story, below) to rep some of its
inventory. “It’s not going to replace the station
sales cffort because those guys have all the rela-
tionships with the direct clients and that’s who's
really buying streaning now;” Smallens says. “So
this 15 just to till in when we don’t have some-
thing sold.

“It’s a combination of new digital sales hires and

the existing sales team, who are very motivated to
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Value-
added” was
the way
before we
put a lot of
shape on the
initiative, but
they've really
become dirty
words for
us—we have
a very strong
mandate to
monetize
Web streams.’

—Sandy Smallens

And Touch Listeners
By Ken Tucker

walk into a client and solve problems for thern and
not just hand them a spot schedule,” he adds.

One of the reasons that Internet advertising
hasn't grown into a larger piece of the pic for
terrestrial broadceasters is that advertising on sta-
tions’ streams s trequentlv bonused-in with
over-the-air advertising. That’s not the case at
Entercom, Smallens says.* ‘Value-added” was the
way betore we really put a lot of shape on the
mitiative, but they’ve really become dirty words
for us—wve have a very strong mandate to mon-
ctize Web streains”

The company s selling inventory the way in
which agencies buy it, which i1s by impressions us
well as by spot, Smallens says. “We're really look-
g tor ways to walk into somebody and say,
‘Here’s all the ways in which vou can touch the
consumer: Make an ad impression orni-air, online,
with hanners, with pre-roll videos, with stream-
ing spots” {t’s sort of a totalty sell.”

While the dollar tigures are small for now."*we
have a three- to five-year plan that seems to be
ramping up quite quickly,” Smallens says.

Picture this: Two people, one a 35-year-
old male and the other a 23-year-old
female—who live in the same New York
apartment building—are listening to the
Internet stream of CBS Radio rock WXRK
(K-Rock), but the advertising they are
exposed to is completely different. The
male maybe gets a Pizza Hut ad, offering
two pizzas for the price of one, while the
woman gets a coupon offering a discount
at her local dry cleaner. The coupons are
tethered to spots on the stream.

Welcome to TargetSpot, a company
that aims to bring a fresh influx of adver-
tising dollars to radio. “It's a new revenue
stream, it's new advertisers, it's hopefully
going to make a dent on the revenue
side,” TargetSpot CEO Doug Perlson says.

A joint venture between CBS Radio,
Oddcast and Union Square Ventures,
TargetSpot is expected to do a soft launch
within the next few weeks. Advertisers
that use the service can create customized
audio, video, banner and text ads using an
array of jingles, sound effects and visuals
provided by TargetSpot. Clients can also
upload their current creative directly into
their Web account. Ads are then targeted
to a specific demographic, location and/or
property. Campaign costs vary with adver-
tising revenue shared between TargetSpot
and the participating broadcaster.

The demographic data that the service
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utilizes is provided by users, who must fill
out a registration form before they can lis-
ten to a particular station’s stream.

“What we have created is a sophisticated
advertising platform unlike any other tech-
nology being used by radio today,” CBS
Radio president/CEO Dan Mason said when
the venture was announced. “Advertising in
streaming media isn't like putting up a ban-
ner ad on a Web page, which is where the
technology was when we conceived the
idea for TargetSpot. Among the purest
forms of business-to-business advertising,
the technology is specifically designed for
monetizing streaming audio and video, and
allows Internet broadcasters to expand
their Web offerings while staying in com-
mand of their inventory.”

TargetSpot’s Perlson has years of expe-
rience in the area of online advertising. “I
saw the opportunity in online radio as
being the next kind of big frontier for an
online marketplace,” he says. Perlson fore-
sees small to midsize advertisers, that
may not have bought radic before but
were buying online, participating in the
venture because of lower costs and a tar-
geted campaign. “There are a whole
bunch of advertisers that would probably
love to buy radio but wouldn't have the
ability to because of the cost of ad cre-
ation and of the waste that may be

involved for a hyper-local campaign,” he

says. “The dry cleaner that wants to reach
a specific ZIP code wouldn't really be able

to buy a traditional radio spot in anything

other than a tiny market.”

CBS and Entercom are onboard, and other
groups are expected to be announced in the
coming weeks. Sandy Smallens, senior VP of
digital for Entercom, says that even though
his company has been developing its own
Web sales department, he welcomes the
addition of TargetSpot. “Anything that
makes streaming radio easier for new people
to advertise on is a good thing for us,” he
says. “People spend an average of three
hours listening to one of our stations when
they listen online, so that's a great place for
us to distinguish ourselves and monetize. If
it becomes as easy to advertise on streaming
radio as it is to buy keyword search words,
we think that's a good thing.”

Entercom will use the service on 90 of
its station Web sites.

In addition to terrestrial broadcasters
that stream their programming, the service
will also be available to Web-only outfits.
“We're going to be working with every-
one,” Perlson says. “What will make our
product great is that we're going to be
working across the dial, across the Web
with lots of these folks so there is critical
mass. If you did want to say, ‘| only want
women with a certain age, within a certain

genre, within a certain demographic, a cer-
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tain ZIP code,” we should be able to have
that critical mass of inventory for you so
that we're relevant to all these advertisers.

“If we're really going to make a splash
in that hyper-local, mom-and-pop scene
where those advertisers have never
bought radic before, we need to be every-
where,” he says. “We need to be in not
just the big markets, but the small mar-
kets. We need to be on the Web-only
properties because we want to reach that
listener of radio who may not be listening
to traditional radio.

“An audio spot is an audio spot as far
as I'm concerned,” Perlson adds.

The difference between TargetSpot and
Google’s AdWords, which places advertis-
ers’ ads on affiliated Web sites, is context,
Perlson says. “We're not looking at the
content and saying people that listen to
Metallica then get an ad that’s about
Metallica,” he says. “We're not targeting
contextually—we're targeting demographi-
cally, we're targeting locally. Context is
something that people use when you
don’t know your real demographics and
because we do know real demographics
we don't necessarily need to target
through context.”

The advertising community has shown
strong interest and there are advertisers
already onboard. “They're waiting for us

to turn it on,” Perlson says. —KT

New Methods To Reach Out
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Despite champ ratings,

adult contemporary confronts . &
challenges of eyolving audience’. #*
and musical landscape |

By Chuck Taylor

AC radio has maintained one of the most depend-
able audience bases in the industry, with ratings that
consistently make 1t the top-ranked music format in
the nation. m Bufithe days of “set 1t and forget 1t” are
fading topAC programmers as an evolving listening win-
dow and shifting audience lifestyle have perhaps blurred
the format’ clear-cut pgrsona on the airwaves. ® In the
weeks ahead of this R&R AC Special, we surveyed
PDs and MDs about programming and playlist issues
fodemost on their minds. In follow-up interviews, we
gathered a whirlwind ot commentary from our wiz-
efied panel about how to best-address their concerns.

In order, the priority topics of the day are:

1. The changing demo of AC radio and how to
balance younger listeners entering the format

without shutting out the upper core.

‘Needless to

2. The blurring lincs between AC and hot AC
say, the most

playlists, and the role of AC-exclusive artists.

important
3. Finding the next generation of talent—con thing we
sidering that the format depends on well-  need to dois
groomed jocks, not promising young hot shots. keep our eye

on the ball,
not the prize.
We have to
find ways to
nurture the
audience we
have without
losing the
opportunity
to welcome
new, younger
listeners.’

—Michael Lowe

4. As the at-work format of choice, how impor-
tant 18 it to lead audience from the morning show

in the car to online listening?

5. The Chrisemas question: Is there such a thing
as too much too soon? And 15 the core station
audience  smaller when  the regular  format
returns after the holidays?

Ladies and gentlemen, buckle up as we devote

the next few pages to airing out many of the for-
mat’s MOSt Pressing issucs.
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The Changing Demo Of AC Radio

How do programmers balance younger, hipper listeners
entering the formarwithout slniting our the upper end?
While ACS

remains fenales 25-54. the lower end of the

broad-based audicnce  target
demo is a different breed than in years past. Today:
25- to 33-year-old moms are as much pop cul-
ture magnets as their daughters, maintaining
interest in contemporary music, fashion and
entertainment. As a result, the format has evolved
to indulge a hipper lower tip.

Programmers offer a solution with one word:
balance.

“Necdless to say, the most important thing we
need to do is keep our eye on the ball, not the
prize. We have to find ways to nurture the audi-
ence we have without losing the opportunity to
welcomie new, younger hsteners,” says Michael
Lowe, PD/MD of Clear Channels WLRQ (Lite
Rock 99.3)/Mclbourne-Titusville-Cocoa, I'la.
“The best example of how we did that was with
the Fray and Snow Patrol. We let fan interest in
shows like ‘ER ;) ‘Grey’s Anatomy’ and ‘American
[dol’ introduce new music to our hsteners. We
don’t have to be as adventurous as the younger
demos expect from CHR and hot AC. but we
sent a message that we recognize the popular hits
and we're a fresher station that way”

Leslic Lois, MD of Journal Broadcasting’s
KMXZ/Tucson, says that a solid warm-up from
TV has allowed the core demo to tune in to a
hipper brand of music than it has alrcady been
exposed to.

“We have never been aggressive on new music
but because of these tie-ins with TV and music,
we have been able to jump on the Fray or Snow
Patrol,” she says. “With ‘Idol. our listeners, both
older and younger, have been exposed to
Daughtry and of course, Kelly Clarkson. So we
can get away with playing those songs and not
alienating older listeners”

Further, while it 1s essential tor AC to remain
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true to 1ts core, it 1s as unportant that the format
no longer be known as the boring stion play-
ing in the elevator or dentist’ othee adds Danny
Howard, direcror  of  progranuming/PD  of
Bahakels WDEF (Suay 92.3)/Chattanooga,
Tenn.“Our goal should be to aeate a total expe-
rience tor the listener, enconmpassing 1 wide and
colorful varicty of music, commuity involve-
ment. promouon and marketing. Balance 1s the
biggest key, therefore, AC mus:t keep evervthing
i moderation.”

That center line, according to Barry Fox, PD
WRAL/Raleigh-
Durham, N.C.. “is where we as programmers

of {apitol Broadcasting’s

Josh Groban
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must be disciplined in our daly thinking and
know where to draw the line to remain palatable
to the core AC audience.”

Chris Callaway, PD of Black Crow WAHR,
Huntsville, Ala., ofters that AC is entering a tip-
ping point, where, in order to hit the middle of
the format, it's appropriate to program to a 35-
to 44-year-old wornan.

“Her actve musical listening was at its highest
around 1987 to 1988, the last years of the "30s’
top 40 juggernaur. Beginmng in "89, CHR began
to morph into the rhythmic/churban cvcle untl
the pop resurgence in the middle "90s,” he says.
“Also, from 1989 to 1995, what was generally
considered mainstream pop music of the past
became one of the staples of AC music, as top 40
alimost completely abandoned a gold library and
hot AC was in 1ts infancv.

“Add to that the fragmentation of radio that
began n the 80s and contnued into the "90s, and
AC rnadio is tacing an mteresting dilennna,”
Callaway says. “This 1s why formarts like Jack on
the malc side and MOVIN have been born and
are to some extent successtul. Obviously, the

music must continue to change on ACs i the
coming years.

Head Hunting

Where will stations {ind the next generation of .al-

eni, considering that the formar depends on well-
groomed jocks? Is the formar headed for niore svin-
dicated progranining and voice-rracking, and is that
a negative

“This 1s a problem all ot us in radio have to ceal
with,” WDEF MD Robin Daniels savs. “Just as
some artists tnake the shift from CHR sensation
to AC staple, we have to rely on jocks who've
learned therr craft in CHR and are now ready for
something a httle more mature”

Lois adds, “Up-and-coming talent is a huge
concern. We are lucky to have a veteran airstatf,
but who will replace themn? Nowadays, so many
of us are multitasking that we don’t have much
time to mentor people coming up in the bust
ness. One of the biggest values we have here to
our listeners is that we are local.

Continued on page 16

Programmers agree that familiarity is primary playlist calling card

At the beginning of this decade, when you
wanted to hear Celine, Elton, Rod, Billy or
Phil, you knew to ring AC’s doorbell as the
format-exclusive home to a dedicated
handful of artists.

No more. Today’s AC programmers
clearly opt for familiarity over the idea of
“owning” artists.

“Labels are for jars,” Clear Channel’s
WNIC/Detroit PD Don Gosselin says. “In
our typical hour, you hear music from sev-
eral different formats: AC, hot AC, coun-
try, oldies, disco, CHR, even rock. The
audience doesn’t care about formats, only
about hearing a song they like right now.”

Journal Broadcasting’s KMXZ/Tucson
MD Leslie Lois nods in agreement. “We
look at artists that fit: Will they stand out
in a bad way, and yes, we do look for mul-
tiformat hits. We are actually harder on
AC-only songs, because we know we
would be alone on them.”

Like CHR/top 40, AC programmers
admit that their mission today is more
about the song than it is the singer. "One
of AC’s biggest selling points is [that it is]
the station you can sing along with at work
or the station everyone can agree on,” says
Michael Lowe, PD/MD of Clear Channel’s
WLRQ (Lite Rock 99.3)/Melbourne-
Titusville-Cocoa, Fla. “Look at CHR
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playlists last year. There's not much agree-
ment there. But now, people are singing
along to Gwen Stefani, Avril Lavigne, Nelly
Furtado, Rihanna and Beyoncé. AC is cur-
rently playing at least two of those songs.
When appropriate, they fit. Fergie’s latest,
not to mention Plain White T's and Click
Five, could be coming soon.”

As a result, the will to nurture AC-exclu-
sive acts is in serious decline. While Michael
Bublé—whose “Everything” is No. 1 at the
format—is still a champion and Kelly Sweet
launched debut “Raincoat” into the top 10,
even such beloved AC-only artists as Josh
Groban are now losing appeal with PDs.

“Most of our listeners aren’t on the edge
of their seats waiting for the next Josh
song. The artist loyalty factor just isn't as
important to AC as it is for other formats,”
says Robin Daniels, MD of Bahakel's WDEG
(Sunny 92.3)/Chattanooga, Tenn.

Larry Wheeler, MD/webmaster/on-air tal-
ent at Entercom’s WRVR/Memphis, adds,
“Groban is not as important these days. His
operatic style walked him to the door, and
‘February Song’ sticks out like a sore thumb
on most ACs now. It's too exclusive, and it's
over for that sound at AC. That said,
Michael Bublé and Kelly Sweet are fresh, hip
and still cool in the minds of younger demos
and can keep the older demo listening.”

John Malorie, NCA VP of programming
and PC of WRSA (Lite 96.9)/Hurtsville,
Ala., seys, “It's always nice to have exclu-
sives, but | think familiarity is a more impor-
tant consideration. I'm not saying we
shouldn’t support AC-only artists—we have
a long history with Jim Brickman and
Michael Bublé~but it comes down to the
strength of the record. And one of the con-
sideratzons must be the song’s familiarity.”

Times have indeed changed, says Cale
Parmel2e, Clear Channel AC/country brand
manager and PD of WEZF/Burlington, Vt.
“When you think about traditional AC artists,
in the past, if any of the classics—Phil Collins,
Eagles, Billy Joel, Celine Dion and Bee Gees—
had a rew song, many programmers were
willing <o add it because that's what we do
and those artists were big. But the operative
word is ‘were.” Today, it's not an artist-passior:
format. It's about songs they like and a variety
of them—Kelly Clarkson’s pop sound mixed
with the rock/ballad sound of Nickelback's ‘Far
Away’ nixed with the emational connection of
Snow Platrol’s “‘Chasing Cars. “

Ditto, according to Bahakel's WDEF
(Sunny 92.3)/Chattanooga, Tenn., director
of programming/PD Danny Howard:
"Placing artists just for the sake of having:
ownership is the wrong thing to do.
Searching for great music that fits is great,

but digging for music just because no one
else wants them & the wrong way to go.”

AC is in the familiarity business, and not
responsible for breaking songs and artists,
says Chris Callaway, PD of Black Crow’s
WAHR/Huntsville, Ala. “We're much better
off stealing mass-appeal songs that we
know are hits than trying to build songs
from the ground up. It's not even an expec-
tation of listeners when they choose your
station to hear ‘new’ music. So why bother?
Michael Bublé is & notable exception, but we
had help from all the press and publicity
that Reprise did to promote the artist.”

However, not =o fast with the unani-
mous vote against AC-exclusive acts.
Michael McVay, founder/president of con-
sultancy McVay Media, says, “| often feel
like a lone voice en this subjact, but main-
stream AC needs format-exclusive artists.
Some PDs ostracize them, and | think
that’s wrong. Why does anather format
have to play our music first? We should
have acts that we own.”

That said, McVay adds, “I don't believe
we should be anchored to them—you have
to have a great seng—but if there’s an artist
like Kelly Sweet that | believe my listeners
will love that hasn’t been heard on another
format, you bet I'm going to play it. Give us
great music and we all win.” —CT
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Continued from page 15

“I am not a fan of voice-tracking or syndicated
programming; you can't relate to a listener or
understand cheir lives if you are notin the same city
going through what they are,” she adds. “We have
to find a way to groom young talent for the future.”

Dave Russell, PD of Cumulus" WARM/ York,
Pa., suggests that “we better be looking for talent
who connect, have a sense of humor and are relat-
able to the audience. The days of just reading lin-
ers and back-selling songs are long gone. The tal-
ent that understands this and adapts will survive.”

AC requires particular skills—the ability to be
real when addressing an adult audience, Callaway
adds. “Let’s face 1t, AC 1s ditticult to do success-
fully as a jock: maturity can’t sound forced. Forget
young talent—they do not want to do AC radio,
and they don't understand the format anyway.
Contrary to popular belief, not all jocks want to
stay stuck in a young, 20s mind-sct their whole
careers. [t was a welcome relief for me to come
from the fakeness and ha-ha humor of CHR to
the realness of AC. Find those jocks that you like
on other formats and talk to them about AC. Be
a cheerleader for the tormat.”

Larry Wheeler, MDD/ webmaster/on-air talent
at Entercoms WRVR/Memphis, insists that get-
ting the audience to turn up the radio to the
point of even recognizing local talent is increas-
ingly difticult. “That’s why voice-tracking is on
the rise. We are background music, mostly. It cas-
ier to get away with it. Syndicated shows and
automation are easier to justify on the AC side,
and that is sad. AC would be wise to pick up mar-
ket vets from other formats, then maybe listeners
would be compelled to listen between songs.”

Chuck Stevens, P1)/MD of Steel City Media's
WLTJ/Pittsburgh, furcher laments that there is
siply no nexe generation of talent:“The current
generation gets recycled tfrom station to station.”
But, he admits, “voice-tracking can help in non-
key dayparts, while 6 a.m.-7 p.m. requires pol-
ished local talent. It a huge concern .. . Thank
you, consolidation.”

Sull, many PDs have willingly given in to the
concept of syndicated talent during specific day-
parts. Bill Tole, PI)/MD of Clear Channel’s
KTSM (Sunny 99.9)/El Paso, says, " To serve our
community effectively, yes, we must be as local as
possible, but at the same time, relevant content
presented by syndicated talent is a big part of our
success. The challenge is to strike a balance that
stll caters to the local needs.”

Russell believes that voice-tracking is not a
negative if limited to overnights and weekends,
where listeners aren’t necessarily aware that per-
sonalities originate in other markets. “We have
John Tesh on WARM, and listeners love him. We
use the voice-tracked version of the show so we
can control the music content.”

Lowe adds, I hate to say it, but unless you're
doing something special in middays requiring a
live body in studios, you really only need to cover
the morning and afternoon, primarily because of
the other elements offered there, like news,
weather and traffic.

“We're driving the majority of our contesting

AC SPECIAL
A New Day H

‘“To serve our
community
effectively,
yes, we
must be as
local as
possible, but
at the same
time, relevant
content
presented by
syndicated
talent is a
big part of
our success.’
—Bill Tole

Larry Wheeler

24/7 NEWS ONLINE @ www.RadicandRecords.com

as Come

to our Web site to increase page views, so the 'nth
caller” contests are being phased out in licu of lis-
tener loyalty features through ourVIP e-mail club
and related newsletter. We run Delifah at night
with John Tesh and Mike Harvey on the week-
ends, a tive-hour Sunday morning jazz show, plus
a morning show ‘best-of " recap on Saturday
mornings. The rest is voice-tracked.”

Michael McVay, founder/president of radio
consultancy McVay Media, reasons that while
there is good talent out there,“the problem is they
cost money. If you're living on a budget, voice-
track. Do not assume that all voice-tracking or
syndication is bad. Howard Stern was the first to
prove that a network show can beat a local show:”

Guiding Listeners Online

As the “at-work” formar of choice, howr important is it
1o lead audience from the morning show in the car 1o
the computer at work?

Despite an upper demo that some may per-
cetve as technologically naive, AC programmers
are as zealous as any youth-targeted format to lead
listeners to their outlets” online streams.

Wheeler says, "It vial to keep the car audi-
ence locked 1 at work. Its the very foundation
of what AC does. Online streaming is an advan-
tage, as we can keep listeners that don't have a
that’s who it

radio at work and want to listen
there tor: the P1 listeners that love us 24/7.7
Because more people of all ages are using com-
puters to listen to radio at work now, Russell, says,
“You're not just competing with your own mar-
ket.You could be competing with out-of-market
stations as well. So it's important to give that Web
address often on-air. Make your Web site an
extension of your station. Use it to give listeners
the chance to hear things on your station on their
schedule by posting audio from the morning
show. If your other dayparts have something
unique to offer, get them involved as well.”
Gale Parmelee, Clear Channel AC/country
brand manager and PD of WEZF/Burlington,
V., says, “Look at it this way—there are more
computers in the office now than radios. If you

had one person that controlled the one radio n
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the ofhiee, that’s what the oftice listened to. But
1nnow you have a better shot of keeping someone
on your station after they get out of the car and
in the ofhice.”

The Most Wonderful Time Of
The Year

Christmas music: How soon is too soon? And is the
core station audience smaller when the regular formar
returns after the holidays?

McVay recalls the beginning ot the AC 24/7
Chrisamas rend nearly 10 years ago, when one-time
KESZ/Phoenix GM Jerry Ryan decided to go
100% Christnas. T know a good idea when 1 steal
it," he says.“People keep asking me, "When does the
format burn out?” My answer is,"We're good as Tong
as we still have the Christiias season around.” ™

Russell adds that there s no automatic time to
make the switch. “With three stations playing
Christmas |music] 24/7 here, you have to do
what your market dictates.” But he has no inten-
tion of being first to abandon the holiday playlist.
“If 1t wasn't such a successful strategy, stations
would not continue to do it year after year.”

Fox also cites market competition for target-
ing the right time to make the move.*I've gone
the first weekend in November or as late as the
day after Thanksgiving.” And how has the trend
endured? “The bump we saw six years ago is get-
ting smaller each fall, bur ¢hat’s not a bad thing,”

Continued on page 18

Leslie Lois
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€ontinued from page 16
Fox says. “[nflated listening hurts the credibility
of the station with the advertisers. But I'll take a
steady dose of winning nuinbers over peaks and
valleys any day”

WRVR typically flips around Thanksgiving.
“Too early creates more problems than it solves,”
Wheeler says.”“That said, have your Selector ready
to switch 1 seconds. in case a competitor gets the
lights up before you do.”

For his part, Howard agrees that Thanksgiving
15 the right time to flip. Regarding potential fis-
tener losses following the holidays: “Some will
occur. However, it done properly that cume will
revisit more frequently than betore,” he says.

Damiels says his stavon has been all over the
road during the past few years in determining the
entry point for holiday music. “We've now sct-
ted on an all-Chrisunas Thanksgiving weekend,
and then back to two or three songs an hour for

AC SPECIAL
A New Day Has Come

“Too early
creates more
fro lems

han it solves.
That said,
have your
Selector
ready to
switch in
seconds, in
case a
competltor
?ets the

g hts up

bef ore you
do. —Larry Wheeler

a week or so, and then Christmas all the tme for
about three weeks through Christmas day.
Holiday music has worked well tor us; we gen-
erally sce a spike in the first few winter trends.”

An interesting note: Lowe suggests that the
Portable People Meter could lend a hand in
determining the future of Christmas music.
“Last year i this market, we had five radio sta-
uons in all-Christmas mode by Thanksgiving
evening. Will all five be there again this season?
I doubt it.

“Where PP’M helps stations like ours 1s that we
were the first to go all-Christimas in this market
years ago,” he says. “l perceive an advantage for
us because of our longevity in the format. PPM
will allow us to make our decision without regard
to when diarics are mailed or returned and when
we start or stop. We all want to be Santa’s choice.
but i’ the listeners aren’t in the holiday mood,
we're just sending our listeners to the Scrooge sta-
tions. Anyone comfortable with that?’

Advantages, adjustments and slight apprehension
over electronic measurement

With Arbitron’s Portable People Meter in
business in Philadelphia and Houston,
broadcasters have been quick to sniff out
early indicators of how electronic audience
measurement might affect their given for-
mats. Based on early results in both mar-
kets, rock aficionados are already asking if
the PPM will contribute to a resurgence at
their format. On the other hand, urban and
Latin programmers are concerned about
how their formats will fare under the new
ratings currency (see story, page 24).

For AC, results in Philadelphia demon-
strated that perpetual 12+ victor WBEB
(B101.1), the seemingly impenetrable indie
owned by industry veteran Jerry Lee, easi-
ly held onto the top spot. Likewise, Clear
Channel AC KODA/Houston maintained its
top five 12+ lockdown.

AC programmers anticipating the even-
tual transition to the PPM in the top 50
markets view the electronic paradigm as
long overdue, citing the significance of
WBEB's persistent marketing in Philly as a
primary reason that the station held its
own. While there is a modicum of anxiety
about how the new technology might
affect listening trends, some have already
made proactive tweaks in on-air position-
ing in an effort to take advantage of the
new technology.

“Chris Conley at WBEB is one of the
smartest programmers that | know, and
Jerry Lee gives him the tools to create
great radio. The Peopie Meter just hap-

pens to be better at gauging real listening
than the paper diary,” consultancy McVay
Media founder/president Michael McVay

“KODA has also done well. The pro-

gramming isn’t what we’'ll need to change

says.

to take advantage of the PPM'’s accuracy.
Marketing is where we should focus.”

Cumulus WARM/York, Pa., PD Dave
Russell says, “WBEB has done such a great
job marketing their radio station that it is
no surprise how well they've performed in
PPM. I'm not sure how long it will be
before we have it in central Pennsylvania,
but | need to begin laying groundwork to
make sure we're ready to play. | see it
becoming more of a cume game at that
point, and getting on in places that poten-
tial meter carriers frequent.”

Advantages, according to Entercom
WRVR/Memphis MD/webmaster/on-air tal-
ent Larry Wheeler, include “a pickup in busi-
nesses and other places a listener would
never write down. | think PPM is a great
thing; AC will be done a great service.”

Yet some programmers cite uncertainties
about electronic measurement. Capitol
Broadcasting’s WRAL/Raleigh-Durham, N.C.,
PD Barry Fox wonders about female partici-
pants using the technology. “How intrusive
will it be in their daily routine, whether
around the house or at work? Is this going to
make it harder to find participants for each
survey?” he asks. “| think TSL on many sta-
tions will drop. PPM is a precise measure-
ment of a participant’s listening habits,

24/7 NEWS ONLINE @ www.RadioandRecords.com

whereas the diary is less dependable, but on
the other hand, cume may increase for the
same reason. PPM will reflect every station
sampled, whereas it is virtually impossible for
a person to remember every station they lis-
tened to earlier in the day or week.”

Michael Lowe, PD/MD of Clear Channel
WLRQ (Lite Rock 99.3)/Melbourne-
Titusville-Cocoa, Fla., says his station has
already adjusted to the PPM by aligning
station moniker LiteRock 99.3 to its Web
site address, literock993.com. “The other
evolution will be getting the frequency out
there more, because we're finding out
more people refer to us as ‘99.3’ than
‘Lite Rock 99.3," “ Lowe says.

Clear Channel 12+ leader AC WLTW/New

4

Chuck Sbevens

York also repositioned itself in April, mini-
mizing use of longtime moniker Lite-FM.
WLTW PD/senior VP cf AC programming
Jim Ryan said at the time, “When we
looked at our fall diary returns, 3,414
entries wrote down just 106.7. Only 185
people wrote down ‘Lite.” What would you
call yourself? With PPM coming, all that
really matters is frequency.”

Steel City Media’s WLTJ/Pittsburgh PD/
MD Chuck Stevens hopes the PPM will
eradicate “phantom cume,” spelling an a2nd
“to people who look at the survey as a
popularity vote and draw lines across day-
parts for stations they no longer listen to.
It’s all going to depend on just how wdll
Arbitron puts together the panel.” —CT

WWU"
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Urban AC Special

The evolving format is mixing in younger artists with

traditional core acts

Urban AC Redefined

By Darnella Dunham

Urban AC was once known s a radio format heavy
on ballads, ight on tempo and primarily driven by gold tites.

m Programmers tended to be passive about incorporating new

songs into rotation and would usually wait for mainstream urban

competitors to expose R&B contenders first. m But today, the

urban AC format has evolved to incorporate more young artists

alongside classic format staples. And with hip-hop not as hot as

it’s been in the last several years, urban AC has even forced urban

competitors on certain artists, such as Robin Thicke and Tank.

Butch Chatles joined WPHR (Power 106.9)/
Syracuse as PD in 2000 when the Clear Channel
station was mainstream urban. When it evolved
into urban AC in 2003, it was less contemporary
and more gold-based. It wasn’t long, however,
before the station shifted to playing more currents.

In fact, around the nation, as urban and rhyth-~
mic stations jumped to play hip-hop titles, many
urban AC outlets added R&DB songs.

“Between 2000 and 2004, when hip-hop was
such a force on the mainstream |urban| and even
top 40 charts, R&B kind of got forgotten for a
moment,” Charles says.““As a resule, urban AC sta-
tions began to pick up the slack.”

The move was calculated by some, but other
programmers felt the need to become more aggres-
sive as a result of syndicated programming airing on
For one, ABC Radio Network’s
Michael Baisden made a habit of playing unestab-

their stations.

lished songs on his national afternoon show.
Charles says,“A lot of the urban ACs have either
Steve Harvey [syndicated by Premiere Radio
Networks and Inner City Broadcasting] or [Reach
Media’s] Tom Joyner, and those guys are picking up

and playing a lot of the currents as well. It sort of

forces you to play it during the rest of the day.”
Now that urban and other formats are active-
ly playing R&B again, urban AC stations are
sticking to their vow to be at the forefront of new
music—and resisting musical passivity.
“The pendulum is swinging back now. R&B

Aundrae Russell

‘People don't
give the
urban AC
audlence
enou?
credi TheB
might be 5
ears old
utthey
want to
appear to be
hip. They
want to say
they heard
the brand-
new one
from Ne-Yo.’

—Aundrae Russell

24/7 NEWS ONLINE @ www.RadioandRecords.com

is coming more into the mainstream stations
again,” Charles says. “Since the urban ACs have
already been there, we're going to play some of
the more current stuff that the mainstreams are

picking up as well”

Have They Become Hipper?

In the midst of the trend, the question is raised:
Is the shift of urban AC leaning more contem-
porary a result of listeners developing hipper,
more progressive tastes?

According to Taxi Productions KJLH/Los
Angeles PD Aundrae Russell, listeners are demand-
g it.“The way people are getting their music and
hearing new music has changed so much,” Russell
says. “For example, Amy Winchouse—nobody’s
alot of

people in doing my due diligence that are exposed

playing her in this market, but I run across a

to her. They know about her.

“Something else we have begun to embrace
that was a lost art form is finding good album cuts
and putting them on instead of just playing the
single,” Russell says. “With downloading, people
are going to go find their new music. So why
shouldn’t we be the ones giving it to them?”

Selecting gold titles is another element keeping
urban AC sounding fresh. “Old school 1s not the
same as it was when [ was listening to radio grow-
ing up,” KRINB/Dallas P Shay Moore says. “lt
was ballad-heavy and ballad-driven. But now we've
moved into the Jagged Edges and the Jodecis who
have a little bit more tempo-type records.”

Old-school music from such artists as Anita
Baker and LutherVandross—who have occupied

prominent positions in urban AC gold cate-

gories—often slow the overall tempo of many

www.americanradiohistorv.com

stations. However, as gold categories now incor-
porate titles from the '90s, the shift is helping the
format feel more contemporary.

Cox WIMZ (107.3 Jamz)/Greenville, S.C.,
OM Steve Crumbley noticed listeners’ library
music tastes evolving when he was programming
Cumulus” WDLT/Mobile a few years ago. “As
opposed to requests being for Luther; Earth, Wind
& Fire;and Anita, I noticed that the requests were

more for late-"80s and 90s music,” he says.

Providing More Options

Record labels have been criticized for not prop-
erly developing artists and not bringing
enough quality product to radio. However, this
urban AC.

Programmers say they have plenty ot good new

appears to be a nonissue for
music to choose from, which allows them to
play more contemporary titles.

“I don’t think the audience has changed; we are
getting great options of things to play,” Charles
says. “The audience is sophisticated enough to
know that there’s a lot of other stuft out there.
They look for new music, but they sull love
Luther and want to hear him.”

Russell notes one potental setback to having so
many viable options: “There’ just so much music
out there; nty biggest problem is playing it all.”

Charles adds,*

ing a comeback. A lot of programmers, even on

R&B music as a whole is mak-

the mainstream side, are realizing there has to be
a balance of R&B as well as hip-hop in their
programming.”

Perhaps surprisingly, hip-hop influences are also
gradually spilling over into urban AC, with the
success of such artists as Ne-Yo, Musiq Soulchild
and Lloyd. Even though these artists aren’t rapping
on their songs, “you can hear it in the phrasing of
the music,” Moore says. “Everybody’s influenced
by everybody. Rap was influenced by disco and
now hip-hop is influencing R&B. There’s more
product, and they’re working Akon now on urban
AC and we'e playing it”

Crumbley also recognizes the influence and
incorporates melodic, hip-hop-friendly songs:
“There’s nothing wrong with T-Pain’s ‘Buy U
a Drank’ or ‘Bartender” They love it. And ‘Let
It Go’ by Keyshia Cole is the song.”

Russell says, “People don't give the urban AC
audience enough credit. They might be 50 years
old, but they want to appear to be hip. They want
to say they heard the brand-new one from Ne-Yo.”

Moore adds, “We've grown and we've had to
redefine what urban AC is. It does not mean that

D

people are dead.”
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Urban AC Special |

Adding younger artists, urban AC becomes a pacesetter

Urban AC’s Fresh New Face

By Hillary Crosley

While hlp-hop sales have diminished sharply dur-

ing che past several retail quarters, R&B titles are, on the

contrary, heating up the retail barometer. m In hand, with

such arusts as Chrisette Michele, Roobin Thicke, Fantasia and

veteran Tamia injecting new life into the urban AC format,

a fresh, diverse and youthful sound is stretching across the

radio space once known primarily for classic hits.

“Urban AC is becoming younger because they
have 10,” Det Jam VP of urban promotion Thomas
Lytle says.” In my day, urban AC was Motown and
"70s music. Now it’s "80s, "90s and today. I'm just
waiting for hip-hop to join the format, though
they’re fighting it tooth and nail. However, with
Ne-Yo and Chrisette, it’s a younger sound.

“No one wants to be constantly reminded of
how old they are,” he adds. “The urban AC lis-
tener wants to hear the Commodores, but also be
in touch with what’s new.”

As such, artists like Def Jam's Michele, who is
equal parts Ella Fitzgerald and Sarah Vaughn, is
catching on with consumers and programmers
alike. Her debut, "If I Have My Way.” has taken
up residence inside the top 15 at urban AC.
Michele, who writes her own music, also came
up with the hooks for Jay-Z's “Lost Ones™ and
Nas’*Can’t Forget About You.”

According to Lytle, Michele’s demo sat on the
desk of label A&R chief Shalik Berry tor the
longest time before Berry gave it a listen, Liking
what he heard, the label brought the artist in to
audition for Istand Def Jam Music Group CEO
Antonio "L.A” Reid, who signed her thae day.

“Its a dream come true, but people have to
understand that she took years to prepare™ Lytle
says. " From singing in church to backup for artists
like Kem and India.Arie, she paid her dues. Now

JULY 27, 2007

‘The urban
AC format is
an even mix
of old and
new. But the
audience
doesn’t like
sudden
changes,
and they
don't like
fads. They
refer subtle
rends.’
~—Stephanie Lopez

Ckrisezte Michele

Babyface actually produced *Your Joy, a song about
her father, on the album. She's obviously an accom-
plished talent whose voice couldn’t be denied.”

Another artist working the urban AC circuit is
“American Idol” chanzpion Fantasia. After alicnat-
ing the format a tad with uptempo first single
“Hood Boi™ from her self-titled sophomore album,
Fantasia and J Records came home with the Midi
Mafia-produced *When | See U Chronicling a shy
girl’s crush, it climbed o No. 1 at urban AC.

RCA Music Group chairman “*Clive Davis and
our ] Records A&R department really take their
time to make real musical albums.” | Records VP
of urban adult promotions Stephanic Lopez savs.
“We don't just find the hot producers or the hap-
pening trend. One of the good things about Clive
is that he doesn't run with the pack. He's commit-
ted to making records that stand the test of the
time and are true classics.

“We wanted to run with *“When I See U first,
but some people were admittedly against starting
in the urban AC format because they thought
urban AC records don't sell. But now,"When 1 See
U’ is her biggest record to date”

In The Thicke Of It

In the case of Robin Thicke, the R&B crooner
dehivered a critically acclaimed debut album, A
Beautiful World,” and wrote successful songs tor
other aruists, including Usher’s “Can You Handle
1tz For his sophomore set. "The Evolution of
Robin Thicke,”
Neptunes-produced

released  the
“Wanna

Love You Girl™ first. But it was second single “Lost

Interscope
uptempo  song
Without U,”a Spanish guitar-driven lullaby about
loving his wife, that really connected with pro-
grammers and lhisteners.

The track captured the No. 1 spot on
Billboard’s Hot R&B/Hip-Hop Songs for 11

and had an amazing 15-week run at the peak of
R&R's Urban AC chart.

Now a core urban AC artist, Thicke soliditied
his position by touring with such urban AC
mainstays as Jill Scott and Chaka Khan.

Crossing Over

It's not often that zrtis=s who
begin at urban AC maka the
grade at mainstream fcrmats

like rhythmic and urban. But

this year, Robin Thicke and

Tank have flown the coop.
Thicke's “Lost Withaut

You,” which held urban AC's
No. 1 slot for 15 weeks begin-
ning with the Feb. 3 chart,
crossed to urban, eventually
spending three nonconsecutive
weeks at the summit in March.
Thicke also reached No. 15 at

“When promoting Robin, I said from the very
tirst single, “Wanna Love You Girl.” that women
fall all over themsclves to get next to him,”
Geffen national director of urban promotion
Chris Barry says.** ‘Lost Without U’ took that
experience to a much higher level. The guy is
Jjust a female magnet and, at the end of the day,
thats what radio is looking for.”

On the fip side, Tamia, who recently returned
to the music marketplace after a four-year hiatus,
did well with midtempo track “Can’t Get
Enough,” which was Rodney Jerkins-produced.

Rucben Rodrigiuez  Entertainment  president
Rueben Rodriguez says,‘My company worked that
record for 10 months, and that entire time, we were
planting the seeds for the follow-up, the more down-
tempo ‘Me! One of the big breaks for the record
came by Tamia working so hard as an aruost and the
Image Entertainment people being so incredibly
supportive. She actually introduced the record at the
R&R Convention in front of top programmers.”

Six weeks after its release, the song is top 20 at

urban AC.

Hip-Hop Isn’t Dead, But R&B Is
Thriving

With all this sfow-jam success, it’s interesting that
R&B titles are also Hourishing at urban radio, as
hip-hop titles appear to be traying.

However, according to Lytle, hip-hop isn't dead.
On the contrary, R&B has just done well for itself.

“It’s better music,” Lytle says. “R&B has found
a way to improve upon itself. People still want to
know that they’re buying something that's qual-
ity, that’s worth it. So we have to give people what
they want, not what we think they need. When
you give people what you think they need, that's
when you mess up.”

Lopez agrees. “The urban AC tormat is an
even mix of old and new.” she says. “But the
audience doesn’t like sudden changes. and they
don’t like fads. They prefer subtle trends, like
moving from more classic AC music to more
modern. Really, the format just wants good
music¢ with good lyrics.”

rhythmic radio in May.

Tank jumped from the Urban
AC chart—where he spent 10
weeks at the top with “Please
Don't Go" beginning with -he
May 19 list—to urban, readhing
No. 7 at that format June 2. —HC

24/7 NEWS ONLINE @ www.RadioandRecords.com
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Y Urban AC

What urban AC programmers in all markets should know and understand
about electronic measurement

Special

Ready For PPM?

By Tony Gray

Dne of the biggest concerns thus far in the
Arbitron Portable People Meter survey results is that the
PPM panel—the people who actually wear the device—will
not adequately reflect the ethnic and social economic com-
position of the markets population. This was one of the
major points of contention with the initial Philadelphia trial
period and later the first full survey period. m In terms of audi-
ence measurement, the key to accurately measuring African
Americans, Hispanics and even the general population is based
on proper distribution on the PPM panel, in a representative sam-
ple that mirrors the overall population: of a measured market-
place. We have had numerous meetings with the staff and man-
agement at Arbitron, and we agree on that point. It 1s something
that Arbitron seems to be trying to rectify (see story, below). m
If Arbitron can adequarely reflect the population and if it can
get African-American panel members to cooperate and wear
the device correctly for the minimum time needed, then we
will see better results for urban radio. m All the urban stations
in the Philadelphia market noticed some improvement in
May, compared with the April PPM ratings results. Because
Clear Channel urban AC WIDAS-FM is back to being a top
five performer, it shows us the disparity between perception
and reality may not be as bad as we first feared. But we will

still have to watch as other markets come online with PPM.

What also happened with the release of the
May PPM results was that Arbitron issued specif-
ic radio rankers to the press. This included
extremely relevant information, including the P1
percentage of average quarter-hour and the P1
average time exposed, which stations can utilize
in sinmilar ways that we use TSL information from
the diary. This is good news for urban radio.

The National Assn. of Black Owned Broad-
casters, which represents many of the African-
American companies, has met several imes with the
top executives at Arbitron, so the dialogue in respect
to how the PPM affects urban AC and gospel radio
has been ongoing. This should continue. This is the
only way we will have a voice in the process.

There is a tremendous aniount of important
information now available through electronic
measurement that could help all of radio in the
future. In particular for urban radio, the PPM will
still reveal positive stories of loyalty with the
African-American audience, as well as prove that
the African-American audience stll spends more
time with radio than general-market consumers
do. These are the things we will have to focus on
with marketers and advertisers.

My strongest recomimnendation for program-
mers 1s to invest as much time as they can in
learning all the nuances of this new measurement
system—even if they are not in the top 50 mar-
kets where the PPM will be used. This informa-
tion is completely different from all they have
learned about how to obtain and gain ratings
with the diary measurement system.

Electronic measurement is going to change the

competitive landscape for radio, but for urban radio

in particular. To settle for being the secondary
urbann m the market will not be enough to survive.
Some companies and stations can take that ap-
proach now, but it will be a great deal more difh-
cult ta meet revenue goals under the PPM systein
as a secondary station. If you are in the game, be
in the game to win

Ininallv, when we sow the first results in Phila-
delphia, I felt that if things continued as they were,
there was the potental for fewer broadcasters to
chovse to operate African-American-targeted sta-
tors m the top 30 markets. [ hope that with
Arbitron’s focus on ensuring that the ethnic distri-
buton on the PPM panel reflects the marketplace

this will not be the case.

Tony Gray is president/CEO of €hicago-based Gray
Cominunications, formed in 1990,

Arbitron Responds To Under-Representation In Philly PPM

THe urban radio communizy has the rep-esentation of young
adults 118-34) for the PPM radio

ratings service in Philadelphia.

expressed its cispleasure aver
what i- feels is an under-—=pre-
sentat on of its listenerskip by
Arbitren’s Portzhle People Meter
retings service in Philadelphia.

The yoing adult under-represen-
tation affecte African-American
and non-Afrizan-American demo-
Irdivicual companies, as well as graphics—both have an in-tab
the Nztional Assn. of Black
Cwned Broadcasters, mel with
Arhitron to add-ess the issues.
R&R 2sked Araitron direcor of
FPM mesearch Beth Webbto

raspomd to their concernsand

index around 60% in the June
2007 Philadelphia PPM report.
Belew are some of the
enhancements Arbitron is mak-
ing to ts sampling and panel
management procedures in

are personally visiting persons
18-34 who have a less than 60%
in-tab rate for a one-on-one

coaching session. The in-person

for improved performance after
the session.

B Arbitron has doubled the

weekly performance banus for

ages of 18 and 24.

coaching focuses on the pan-
elist’s specific issues and con-
cerns. We are also offering spe-
cial cash performance incentive

information.

B Arbitron is offering mete--
carrying accessories to all Zlack
female panelists betweer the

M Arbitron will enhance the
panelist Web site to provice a |
panelists with their current
point, motion and incent ve

M In late June, Arbitron
increased the sampling rate in

two morths for new sample to
go frem selection to sample
prepzrat on te rec-uitment to
insta latior i the oanel. The goal
is to mgrova the eurrent

insta led index From around 70
to arourd 100 by September.
The incr=ased sarmpling rate for
young-adult hcuszholds will be
applied n 3l new PPM markets.

Aubit-on kmows that all
markets are unicue, and it will

autline the company's plans. Philadelphia.

households with at least one
household member who is black

Philadelphia for householdswi-h
a person between the ages of B

apply enhaxed >anel manage-
men: procedures on a market-

W Arbiron ganel representatives  and 18-24. by-marke: basis

Arkitron is working to mprove

and 24. It will take approzimately
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“Tell the truth.
Syndicators
would much
refer to
now where
they stand.
We can take
the bad
news and
we'll move
on, no hard
feelings. We
understand.’

—Nancy Abramson

AN

Finding the right talk show partner is a lot like dating . ..
finding the perfect partner to do the dance with

Do’'s And Don'ts

Of Syndicated
Relationships

Nancy Abramson

nancy.abramson@dowjones.com

yndicated programnung has become a cornerstone of talk radio.

National shows now occupy center stage on most talk stations. As a
result, today’s successtul talk PD must know how to manage his rela-
tionships with all types of syndicators: those providing content to his
station, those he might deal with down the road and even the syn-
dicator who has nothing to offer his station, now or ever.

In the interest of helping PDs see the relation-
ship from the other side, here’ a glimpse of our
world—our strategies, our hopes and our frustra-
tions. It you are a guy. this will be like leafing
through Cosmo in the check-out line, a chance
to cavesdrop on the other side, and maybe as a
result improve your relationship.

Selling syndicated progranuning is akin to dat-

ing. You have to tind the right person, primp for
that crucial first meeting, pertorm the getting-to-
know-you dance, commit and, sadly, sometimes
break up. Its not an casy process: it takes pleasant
persistence through a combination of phone, trav-
cland e-mail. Sometimes the dating ritual is fun and
truittul. Other times it is incredibly frustrating.

Herein lie details of the process:

Finding the right partner. A salesperson in the syn-
dication business must be a discrimmating dater.
Investigate and prepare. Will you be a good match
with your potential partner? Do you have
enough in common? Is their format compatible
with your product? At the Wall Street Journal
Radio Network, where we provide business and
money programming, we research to ascertain if
our programming will make sense. Be sure to
check his background. Is he seeing someone else,
do they use the competition or perhaps have mul-
tiple partners? What does she have that you don't?

First date. Don't talk too much. Ask questions
and listen. Don't insist you are the right person
for them. Subtly suggest how you would make an
1deal partner based on the cues they are reveal-
ing. If they are involved with someone else, are
they happy in that relationship? And certainly
don’t disparage their current paramour.
Regardless of how they feel about the show

Nancy Abramson

Jes

ABC N EWS RADIO 20038 PRESIDENTIAL ELECTION COVERAGE

DEBATES - PRIMARIES AND CAUCUSES * CONVENTIONS * EXPERT ANALYSIS ROAD TO THE WHITE HOUSE FE/

Ann Compton

Sam Donaldson

Charles Gibson

George Stephanopoulos

Programming Information: andrew.l.kalb@abc.com e Affiliate Information: ron.riviin@citcomm.com
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now, they once decided to commit to that relationship. Be
wary of the types that never scem to have relationships.
There’s usually a story as to why they prefer to go at it
alone—probably not a big fan of outside services. And
remember: Don't fall in love on the first date when every-
one 1s on their best behavior.

Follow up. First date went well and the P seems interest-
ed. Now is the time to explore whether they are serious
about pursuing a relationship. This is daunting as you find
out if youTre compatible with any of these types:

Non-committal charmer: Enchanting on the phone, per-
petually enthusiastic. This character will call you back, but
never give you an answer, just strings you along. May extend
the dating process but will never commit. Always an excuse:
“Have to talk to the GM/gencral sales manager,”
“Looking for a morning show or news director.”
“Ratings coming in today/tomorrow/yesterday.”

Brave rejecter. There aren’t many of these guys out there
who are willing to tell you no. He's a pro, knows that hon-
esty goes a long way. Returns your calls and tells the truth.
We love these people, even if they don't do the deal.
Considerate, sensitive and sincere. And if you did have a
product they were interested in, these are the people you
would want as your partner.

Perpetual first dater. You thought the date went well,
he sounded interested, you sent the requested info, but
now he never returns your calls. The worst. Avoids con-
frontation at all costs. I've even had a PID run away from
me at a radio convention. | caught his eye, he saw me
approach, and he took off in the other direction. These
guys just can’t say no or are afraid to offend you. In most
cases, they do not want to start a relationship, but it would
save everyone a lot of aggravation if he could just be hon-
est and tell you he’s just not that into you. Once we know
the truth, we are liberated, ready to move on and find
someone else to date. Remember, we can take it
Syndicators are serial daters; we do this for a living. just
be honest and tell us it’s time to move on.

Unfocused and busy. Subset of perpetual first dater. You
can occasionally connect on the phone if you make it your
mission and call often. (Conceal your caller 112.) Out-

wardly, they are warm and receptive, but never have time

to talk. They're always in the middle of something and ask
if they can call you back. Don’t wait by the phone for these
types. These guys may eventually call, but only atter you've
hooked up with someone else. Then he’ll turn on the
charmi and try to convince you to break up with your new
partner. Don’t fall for it. He only wants the product when
he can’t have it.

Prince charming. Communicates. Returns your phone
calls and ¢-mail. Outlines his requirements for a relation-
ship and lets you address them. You may not be able to ful-
fill all his needs, but you compromniise, finding a solution
that works for both partics.You both feel the connection,
you're ready to entrust your heart and begin a partnership.

Once you have secured the deal, there's still plenty of
work. The relationship requires constant nurturing.
Expect the initial rush to subside.You'll see the signs:You
stop communicating, take cach other for granted, leaving
room for another partner to squirm her way in.You have
to work to keep it alive. Try new things, pay attention to
outside trends. E-mail, phone, survey, ensure you are giv-
g your partner what he needs. At the Wall Street Journal
Radio Network, we make it a priority to communicate
with our athliates. A good partmer will give you signs that
hes losing mterest, but you have to continually take the
relationship’s temperature. People won't always tell you

they are unhappy. It’s casier to say nothing,.

Once both parties are committed, here is a sampling of
relationships:

Uncommunicative affiliate. You call and ask for feedback.
He rarely returns calls. These are the ones you have to
watch out for; he will leave you for another partner with
no prior warning. Won't tell you it he is unhappy.

Highly critical. Only calls or e-mails when something is
wrong. Unlikely to break up, but tough to be with in a
relationship.

Perfect partner. Offers positive and negative feedback.
Ready to answer questions and looks for ways to improve
partnerships. Pushes vou to try new things but understands
when the answer is no. We treasure these athiliates. They help
make our product better and we learn from them. They
keep the relationship dynamic, changing and exciting.

The actual breakup ditfers too. The courageous partner

“You're ending the relationship.
No one wants to hear the radio
equivalent of “| just want to be
friends,” or “It's not zou, it's
me.” If the show isn't working for
you, just te" US.’—Nancy Abramson

will call you with the bad news. And 1f they were a good
partner, he’s communicated that something has been amiss
and this finale was not unexpected. We respect these folks
for their willingness to be straightforward. It would be much
easier for them to avoid the confrontation and break the
news by the contractually required letter. But wouldn’t you
prefer to be told in person that your partner no longer wants
you? Same here. Breakups are messy, but if you valued the
partnership in the first place, bite the bullet and tell us why
you're ending the relatonship. No one wants to hear the
radio equivalent of “I just want to be friends,” or “Its not
you, it’s me.” If the show isn’t working for you, just tell us.

The bummer about breakups in the syndication busi-
ness is always having to take rejections gracetully, with a
smile and a nod of understanding. That’s not really the way
you want to respond. You want to hiss through the phone
that they were a horrible partner and a terrible P1) and
you never want to talk to theni again. But this is business,
not personal, so you can't. Plus there is a very good chance
of dating this person again in another market.

So what have we learned? Syndicators: Know your
potential conquest. Don’t pursue someone who is not right
for you. It makes you look silly—and needy. PDs, answer
phone calls or email. It will take a few minutes to say,“No,
not interested.” Wouldn't you prefer that to spending your
limited time and the energy on avoiding phone calls and
deleting e-mail? If the partnership is not working, let us
know why. Maybe we can work on it. Maybe we can’, but
no one likes a breakup that comes out of the blue.

And finally, tell the truth. Syndicators would much pre-
fer to know where they stand. We can take the bad news
and we’'ll move on, no hard feelings. We understand.
Sometimes you're just not that into us. But tell us. We'll
tind someone who is. RsR

Nancy Abramson is executive director of the Wall Street Journal
Radio Network.
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This Cricket Is Making Big Noise!

<

HipCricket is generating more money for more stations every day by making every g
ad and promotion totally interactive.

Only our industry experts can give you the tools to do text and the big idea
promotions that fetch higher rates from advertisers.

Call or Text. We'll demonstrate.

(425) 452-1111 + HipCricket.com
Text “IMREADY” to 36617

.
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BIG SHOTS
Compiled by Alexandra Cahill

ACahill@RadioandRecords.com
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* The Beat Goes On
1. Pop music icons Deborah Gibson and Frankie Avalon will host Time
Life’s party for Dick Clark’s “American Bandstand 50th Anniversary
Collection” Aug. 24 with a music show selling the 10-CD set. From
left are Rhino Custom Products manager Craig DeGratt, Time Life
executive VP Gary Newman, Gibson, Avalon, Time Life executive
producer Alan Rubens, Rhino Custom Products senior VP of custom ‘

products and synch licensing Mark Pinkus and Rhino Custom
Products domestic licensing manager Bernadette Cumimings.

28

2. Legends Of The Fall San Antonio Spurs

MVP Tony Parker, right, and Island Def Jam

regional promo representative Manny Simon
Hey, big shot! E-mail high-resolution | discussed their mutual love for Fall Qut Boy ’

photos from your promotions before the emo band’s Alamo City concert.

t d oth 3. The Man Comes Around Columbia
appearances, promo tours and other | o, 4 reggae artist Collie Buddz stopped

radio and record industry events to | by Clear Channel’s urban WKKV (V 1071
ACahill@RadioandRecords.com. | Jams}Milwaukee to promote his self-titled CD |
and single “Come Around.” From left are DJ |
Wolf D, Buddz and WKKV’s mixshow DJs Los |
and Eleazar. 4. Ready To Roll BNA artist and
former Sonic waitress Kellie Pickler helped ‘
“CMT Top 20 Countdown” host Lance Smith
e . B perfect his roller skating technique while
iy i making a guest appearance on his show.
Photo: Courtesy of CMT 5. Miles From |
Home The Inc./Universal Motown artist
Vanessa Carlton chatted with CBS Radio’s hot
AC WBMX (Mix 98.5)/Boston morning show
host John Lander and performed in the Mix
Lounge during a promotional visit to Boston.
Carlton’s new CD, “Heroes and Thieves,”
streets in October. From left are Universal
Motown regional rep Kara Egber, Carlton and
Mix PD Jerry McKenna. 6. Team Spirit
Looking smart in ventilated headgear, a group
of Clear Channel programmers executed a
perfect “segue” in front of the White House
during recent team-building meetings in
Washington, D.C. From left are Clear Channel
senior VP of programming Marc Chase,
regional VP of programming Brad Hardin, ‘
classic hits WBIG/Washington PD Dan
Michaels, Chase’s assistant P.J., Baltimore
properties OM Jeff Kapugi, smooth jazz |
WSMJ/Baltimore PD Lori Lewis, AC
WASH/Washington PD Bill Hess and rock
WWDC/Washington PD Cruze. 7. Forever |
Young Former Cranberries vocalist Dolores
O'Riordan dropped by “The Jack Diamond
Morning Show” to discuss her Sanctuary
Records solo CD, “Are You Listening?”
She performed “Linger,” "Dreams” and
new single “When We Were Young” for
Diamond, left, and Citadel hot AC WRQX
(Mix 107.3)/Washington listeners.

»\ |
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LZI TIMELINE

Jeff Dinetz rises to president/COO of
1 NextMedia Group’s radio division. B
ALUESE  EMI Music Collective is disbanded
and replaced by Blue Note Labe!l Group. B Jeff
Wratt joins Red Zebra Broadcasting as chief

pregramming officer.

Clear Channel Radio CEQ ‘Randy
Michaels moves to
ML CEO of the company’s

New Technologies;jdivision. |
Curb Records founder/chairman
Mike Curb named chairman of
Word Entertainment. B Kenny
King selected as OM of WJZW
and WRQX/Washington and PD of WRQX.

ik

Alex Luke wins programming stripes

at Emmis WKQX (Q101)/Chicago. B
MZLLER Bonnevifle flips WLUP (the
Lo3p)/Chicago back to rock from a pop/
altarnative/hot AC hybrid. B WAQY-AM-FM/
Springfield, Mass., VP/GM Warren Lada rises to
VP of operations.

: WEAZ/F)hiIadelphia as
MZZEE  PD. B WQYK-AM-FM/
Tarmaa middayer Beecher Martin
rises to PD. B FM-FM simulcast
KD3K and KDBQ (Double 83)/San Francisco drops
sof: rock for personality-driven AOR.

l Mark Hamlin joins AC

RETIT

Gold WRXR/Chicago flips to new
age, light jazz, urban and rock mix
MILLNE as WNUA. B Westwood One
accuires NBC Radio Networks. B WTIC-FN/
Hartford PD Lyndon Abell transfers to KWK/
St. Louis for a similar post.

EZ Communications
national PD Dan Vallie
named VP of
programming. @ Tom Bender
joins WFAA/Dallas as OM. B
KH3JW/Denver taps Dave
Anttony as program manager.

r
els
i

Vallie

YEARS AGO

Quincy McCoy upped to PD at
3 WZGC (Z293)/Atlanta. B WMMS/
ML Cleveland station manager Gil
Rosenwald rises to VP/GM. B Bob Harper joins
WGLL-FM and WERE-AM/Cleveland as general
program/OM.
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The gateway to music formats, the week in charts and airplay data.

THE SPIN

By Wade Jessen, Gary Trust, Anthony Colombo and Raphael George |

White Stripes Score Second
Alternative No. 1

The White Stripes pick up their
second Alternative chart-topper
as “Icky Thump™ (Warner
Bros.) climbs 2-1 behind a 57-
spinn increase. The duo’s “Seven
Nation Army” previously held
the pole position for three
weeks n July 2003, “Thump”
ends the 15-week stay at No. |
for Linkin Park’s “What I've
Done” (Warner Bros.), leaving
tt one week shy of tymg the

mark for most weeks atop the Alternative chart—a record shared
among the Red Hot Chili Peppers’**Scar Tissue,” Staind’s “It’
Been Awhile” and Green Day’s “Boulevard of Broken Dreams”
“Thump™ s the second consecutive No. [, and third overall,
for Warner Bros. this year. No other label has more than one

Alternative No. 1 1n 2007.

As a consolation prize, Linkin Park earns its seventh top 10 in a
row as “Bleed It Out” vaults 13-10, grabbing Most Increased Plays

honors (up 249).

Adams,
Tunstall
Tackle Triple A

Ryan Adams notches his first top
five at Triple A in more than five
years as “Two” (Lost Highway)
leaps 8-4.The last time Adams saw
top five ink was with “New York,
New York™ in October 2001 on
its way to a three-week run at
No. 1. Further down the hst, KT
Tunstall matches the year’s highest
debut, opening at No. 20 with
“Hold On” (Virgin). That equals
the June 8 debut tor Colbie
Caillat’s “Bubbly” (Universal
Reepublic). “Hold On’ is the lead
track from Tunstall’s sophomore
album, “Drastic Fantastic,” slated
for release Sept. 18.

Happy Returns

Two acts come home to adult radio,
led by Matchbox Twenty, which
blasts back onto the Hot AC chart at
No. 29 with “How Far We've Come”
(Atlantic), the group’s first entry
since “Downfall” more than three
years ago. Not that lead singer Rob
Thomas hasn’t been busy—he's
scored five solo top five hits in that
span. “How" is one of six new cuts
scheduled for the band's best-of set,
“Exile on Mainstream,” due Oct. 2.
At AC, Howard Jones visits the
chart for the first time in exactly 15
years, as Katrina Carlson’s update of
his own “No One Is to Blame”
(Kataphonic), on which he guests,
debuts at No. 30. From 1985 to
1992, five of Jones’ songs reached
the survey, including the original
“Blame,” a No. 1 hit in 1986.

Casa, Crespo Lead
Latin Charts

A new act and a veteran crooner crown the Latin
Rhythm and Tropical charts, respectively. Casa de
Leones skates 2-1 on Latin Rhythm with its first
chart single, “No Te Veo™ (Warner Latina), while
Tropical mainstay Elvis Crespo jumps 2-1 with
“La Foto Se Me Borro” (Machete). “Foto™ is
Crespo’s seventh No. 1 and his first since “Hora
Enamorada” in April 2004, He first parked one at
the top in 1998 with “Suavemente.”

Plies Plows Forward At
Three Formats

“Shawty” (Atlantic) by Plies featuring T-Pain col-
lects the Most Increased Plays triple crown on the
Rhythmic, Urban and Rap charts. At Urban, the
track gains 407 plays and skips 8-3 for the largest

///////////////////////////7////8

positional jump into the chart's top three by a new
artist since Yung Joc’s “It's Goin’ Down” went 9-2
in April 2006. “Shawty” also improves 1,217 plays
at Rap as it holds at No. 5, for the biggest spin
gain since the similarly themed “Shortie Like
Mine” by Bow Wow netted an increase of 1,413
spins in the Nov. 3, 2006, issue. At Rhythmic, the
title rises 20-13 (up 810) as an Airpower.

Chesney’s Quick
Sprint To No. 1

I its eighth week on the Country chart, Kenny

Chesney’s "Never Wanted Nothing More™

(IBNA) ascends 2-1. nuarking the tor-

Mk fastest trip to the stmimit since

Tim McGraw’s “Live Like You Were

I Dying” scaled the Nielsen BDS-driven

list in seven weeks 1 fuly 2004
“Nothing More™ 1s Chesneys

swiftest No. 1, topping " There

Goes My Lite”™ (2003) and

“When the Sun Goes Down”

(2004, which both required nine

weceks to peak. Chesney’s new

song introduces “Just Who I Am:

Poets & Pirates,” scheduled tor a

I Sept. 11 release.

24/7 NEWS ONLINE @ www.RadioandRecords.com

www americanradiohistorv com


www.americanradiohistory.com

K\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\S

CHR/TOP 40

David Corey finds success in the Great White North

Greetings From Sunny

Toronto

Kevin Carter

KCarter@RadioandRecords.com

bout 14 months ago, the CHR/top 40

world was stunned

when station tixture David Corey left Clear Channel’s WXKS

(Kiss 108)/Boston after 22

collective surprise we all experienced when, at the end of last
year, he reappeared as the program coordinator for CHUM-
FM—in Toronto of all places.

“Leading up to it, I wasn't sure how it would be,”
Corey says. “But Toronto’s a wondertful city, and [
don’t really teel like I'm in a ditferent country. That’s
been key. T just feel like I'm living in a different city
n a different state of the U.S. Yeah, you have to keep
in mind that there’s 35% Canadian content, it’s kilo-
meters instead of miles, but it’s been a pretty easy
adjustment.”

Let’s take it back a bit: After spending summer
2006 waveling and relaxing, Corey decided to jump
into the job hunt last September and actually found
the listing for CHUM-FM on R&R's Web site. "
thought, ‘Program coordinator, what does that
mean? CHUM-FM? Heard of it, but don’t know
much about it; 7 he recalls. “But Toronto really
interested me. I'd been to the city once when I was
a young kid, and [ remembered it was a big, nice
city and it was fun.”

Major selling points: Toronto is close enough to
Boston that he could drive it in about eight hours,
guaranteeing that he didn't have to sell his house
there and he could spend weekends back in his old
stomping grounds and sec his friends. And when
Corey talked to then-PD Rob Farina (who's now
In a corporate progranuning post for owner
CHUM Radio), it scemed like a great fit.

They flew him to Toronto for an interview, and
a few weeks later, a job offer came in.

“It kind of happened relatively quickly,” he says.
“I moved here six months ago, right at the begin-
ning of winter, which wasn't that different from
Boston winters, so that was QK. But it’s a hell of a
station, its a hell of a city, and ity a hell of a com-
pany. The people here are just really triendly and
I've been here for

really  smart. two  ratings

books—the second just came out—and the num-

bers are very strong. All 1s good.”

Corey also lets it slip that in that second BBM
ratings book (BBM is the Canadian-flavored rat-
imgs company), CHUM-FM had its best numbers

ever—all the more impressive when you consider
that the station’s history dates back to the 19705
when it was one of three FM rockers in Toronto,
betore flipping to adult CHR in the 1980s.

Despite that he'’s running CHUM Radio’s tlag-
ship station in the ffth-largest city in North
America, Corey still feels like he’s working for a
small company . . . because he kind of is. Toronto
1s Canada’s biggest market, but the company has juse
one AM and one FM station in its cluster.

“I worked at Kiss 108 for my entire career.When
I started, it was a family-owned business but was
purchased by a company and then sold to another
company that eventually became Clear Channel.”
he says.“The big difference between this conpa-
ny and Clear Channel is that its smaller, and they
are certainly willing to give me whatever [ need for
this station to do very well. Whatever I needed to
win, they'd give me and stand behind me, and that’s
what’s really happened over the last few months. It
easier when it’s a smaller company; you can get
things done more quickly”

CHUM Radio is a lot smaller than Clear
Channel, despite that the company just experienced
its own version of consolidation: Canadian media
mega-conglomerate CTVglobemedia purchased
parent company CHUM.

But Corey considers it a good opportunity. “It’
great for us. This new company has done TV for
many years but hasn’t done radio. They told us,"You
guys are doing great work. We don't know radio,
we're going to learn from you. Just keep doing your

24/7 NEWS ONLINE @ www.RadioandRecords.com

years. Imagine the second wave of

thing, and we're here if you need us.” ™
Corey says one of the coolest parts about his new
gig is all the great new Canadian music he’s never
heard before. Beyond the requisite Nelly Furtados
and Avril Lavignes and Nickelbacks are a ton of ter-
rific Canadian acts that don’t get airplay beyond
their home country.
“We're playing an artist named Suzie McNell
‘It’s a hell of
a statjon
it's a hel(of
a C|ty
it'sa 11ell of
a company.
—David Corey

who is just massive here,” he says. "We're playing
three singles from her album, and she’s not getting
any airplay anywhere else and probably a lot of
labels in the States haven’t even heard of her. 'm
trying to turn some people on to her. There are so
many Canadian artists that they all cant have
worldwide success, but some who don’t, should. [t
great for us. There is some good stutf out there for
other countries to listen to and possibly play”

Of course, some Canadian artists do manage to
sneak one or two songs across the border, like punk
rock band Billy Talent. (Yes, it’s a band, not just one
dude.) However, some Canadian artists who've
crossed over to the States are way more beloved
back home than we'd think.

“Michael Bublé obviously has success outside of
Canada, but here, his songs just test through the
roof,” Corey says.“Two of his songs are my most-
played right now, and in the States, everything is
getting some airplay, but not that much. Here, he’s

“Michael
Bublé
obviously
has success
outside of
Canada, but

just massive—and with a young audience too, not
just women in their 30s and 40s. Teenagers and
people in their 20s love him just as much.”
Outside of the music, Corey is having fun dis-
covering what the city has to offer and says that

here' hiS Toronto rivals San Francisco with its multitude of
songs just great restaurants. “The other big thing that T love
test throu h about Toronto is that when the Red Sox are in
the rOOf- town, | can get a ticket any-timc and get great seats
of his songs because b;.lSt‘b‘dll st tl{at big here, so I can get the
are mv most- best seats in the place for $50.

playe ri ht “[ live like five minutes from the Rogers Centre.
now I'm starting to get into hockey a lot more than

the étates ever,” he admits, although there is definitely a

) downside to living north of the border." There’s no
—David Corey . T
football up here. [ sometimes feel like I'm the only
football fan in the building, which is ditferent from
Boston. That’s one thing I have to get used to. T can'
really discuss football with people. It's only hockey
or they don’t want to hear about it.” RR

RE&R%
iributed mightily ro this effort.

resident Canadio-phile Keith Berman con-

David Corey, right, with noted Canadian Michael Bublé.
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MOST ADDED

TITLE NEW
ARTIST / LABEL STATIONS
OVER YOU 27
Daughtry

(RCA/RMG)

CKEY, KDND, K 40P, KKMG, KSAS, WABB,
WAPE, WBHT, wCGQ, WFBC, WFKS,
WHBQ, WHHD, WHTS, WIHB, WIOG, WIXX,
WJBQ, WKZL, WNCI, WSTR, WXKB, WXSS,
WXXX, WXYK, WZKL, XM Top 20 on 20
WHO KNEW 26
Pink

(LAFACE/ZOMBR)

KDWB, KKRZ, kMXV, KQCH, KQXY, KRBE,
KSMB, KSPW, WAKZ, WAOA, WDCG,
WERQ, WHHY, "VHY}, WKKF, WKSE, WLDI,
WNTQ, WSNX, ‘¥TWR, WVKS, WWCK,
WWHT, WWWQ WZAT, WZYP

WAKE UP CALL 25
Maroon S

(A&M/OCTONE? NTERSCOPE)

KKOB, KKPN, KJCH, KQXY, KRBE, KSMB,
KXXM, KZHT, wAQA, WGTZ, WHBQ,
WHKF, WIXX, WLAN, WPRO, WSNX,
WSTR, WWCK, "WWWQ, WXXX, WYKS,
WYOY, WZAT, WZYP, XM Top 20 on 20

HOW FAR WE'VE COME 24
Matchbox Twercy

(MELISMA/ATLANTIC)

KKOB, KKPN, KLAL, KQXY, KRBE, KXXM,
WBHT, WCGQ, WEZB, WFBC, WFLY, WGTZ,
WIXX, WIBQ, WIIM, WKRZ, WPXY, WSTR,
WTWR, WVYB, ¥WCK, WZAT, WZKL.
WZYP

50 Cent Feat. Justin Timberiake &
Timbaland
(SHADY/AFTERMATH/INTERSCOPE)
KHOP, KHTS, KHTT, KI5, KKMG, KKOB,
KSAS, KSLZ. KSVB, KXXM, KZZP. WABB,
WFHN, WHTZ, WHYI, WIHT, WJBQ, WKRZ,
WNOU, WVYB, wWXLK, WXXX, WYOY

22
Justin Timberlaze

UIVE/ZZOMBA)

KJYO, KKDM, KOCH, KZMG, WAEV, WAKZ,
WAPE, WDCG, WERO, WFLY, WFLZ, WFMF,
WHKF, WIOG, W.IIM, WKCI, WKZL, WNCI,
WNTQ, WVKS, VXSS, WZEE

" STRONGER 17

Kanye West

{ROC-A-FELLA/CEF JAM/IDJMG)

KDWB, KHOP, KHTS, KHTT, KKOB, KZCH,
WFHN, WFLZ, W=iHD, WKGS, WKSC,
WKSZ, WNKS, WVKS, WZEE, WZKF, WZKL
Do IT 17
Nelly Furtado

{MOSLEY/GEFFE <}

KBKS, KHFI, KHt.5, KKOB, KZCH, KZHT,
WFLZ, WHTS, WIIM, WNOU, WSNX,
WWHT, WXKB, WXLK, WXXL, WXXX,
wYOY

ADDED AT... y
WKZL ¢ @ s

Greenshoro, NC

PD: Jason Goodrran

APD/MD: Mike Kl :n

Daughtry, Over You, O

Finger Eleven, P: ralyzer, O

Justin Timberlake, LoveStoned, O

FOR REPORTING STATIONS PLAYLISTS GO TO:

www.RadioandRecords.com

[N
TITLE SLAYS TITLE PLAYS
ARTIST / LABEL IGAIN ARTIST / LABEL IGAIN
LIKE THIS 91€/200 STRONGER 562/247
Mims Kanye West
CAPITOL) (ROC-A-FELLA/DEF JAM/IDIMG)
TOTAL STATIONS: 70 TOTAL STATIONS: 57
LEAN LIKE A CHOLO 638/100 LITTLE WONDERS vr 558/3
Jown AK.A. Kilo Rob Thomas
'SILENT GIANT/MACHETE) (WALT DISNEYMELISMA/ATLANTIC)
TOTAL STATIONS: 34 TOTAL STATIONS: 15
PICTURES OF YOU r 609/81 WAKE UP CALL 498/405
The Last Goodnight Maraon S
[VIRGIN) (A&M/OCTONE/INTERSCOPE)
TOTAL STATIONS: 48 TOTAL STATIONS: 52
UNDENIABLE 598/157 1 DON'T WANNA BE IN LOVE
Mat Kearney (DANCE FLOOR ANTHEM) 467/156
[AWARE/COLUMBIA) Good Charlotte
“OTAL STATIONS: 40 (DAYLIGHT/EPIC}
TOTAL STATIONS: 39
BEAUTIFUL
DISASTER fr S78B/S54 PARALYZEF 455140
Jon McLaughlin Finger Eleven
(ISLAND/IDJMG) (WIND-UP)
“OTAL STATIONS: 41 TOTAL STATIORS. 36
N
\
NN
NN
N N\
LOVESTONED \
Justin Timberlake (Lve/Zomba)
KXXM +30, WIOG +24, WLDI +23, WKCI +22, KZZP +2], N
WFKS +21, WVKS +21, WRVQ +20, KJYO +19, WFMF +19 N
WHO KNEW N

Pink ({LaFace/Zomba)
WIOQ +44, WDCG +38, KKRZ +24, WHTS +24, KQXY +21,
WHY| +20, WTWR +19, WHTZ +18, WABB +18, WWWQ +18

WHEN YOU'RE GONE

Avril Lavigne (RCA/RMG)

WRVW +34, WLDI +30, KMX\" +24, WEZB +23, XT20 +22,
WDCG +20, WERQ +19, WYOY +18, WZEE +18, WAEZ +T7

¥y HEY THERE DELILAH
Plain White T's (Hollywoed)
WLAN +46, WDCG +44, WRV'A +4], WHYI +33, KKRZ +28,
SiH1 +27, WSSX +26, WGTZ +25, KZHT -23, WLDI +21

THE WAY | ARE

Timbaland Feat. Keri Hilson
(Mostey/Blackground/Inters-ope)

WKGES +35, WXKS 431, WVYB +27, KSMB +25, WHY! +25,
WKC) +23, KQCH +22, KDND +21, WNOU +21, WD(G +21

s/
//

FOR WEEK ENDING JULY 22, 2007

LEGEND: See legend to charts in charts section for rules and symbol explanations.

127 CHR/top 40 and 17 Canada CHR/top 40 stations are electroically monitored by Nielsen
Broadcast Data Systems 24 hour: a day, 7 days a week. CHR/Tap 40 indicator chart comprised
of 50 reporters. © 2007 Nieisen Business Media, Inc. All rights reserved.
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consistent. quality.

Contact Michael Pelaia for your next project = 404-835-0205 s hooks@hooks.com s www.hooks.com s Featuring #im cenTuRY:  HitDiscs

All hooks are not created equal.
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POWERED BY

« P NELLY FURTADO’S
“DO IT” LEAPS TO NO. 20 ON
THE CANADA CHR/TOP 40
CHART, HER FIFTH CHARTING
SINGLE FROM “LOOSE."

niclsen

CHR/TOP 40

‘{\\ aAaaaanan
N

\

NS ‘_
A\

N

CHR/TOP 40 INDICATOR REPORTERS

KQiD/Alexandria, LA
PD/MD: DK. Pierce

KGOT/Anchorage, AK
OM: Mark Murphy
PO/MD: Bill Stewart

WWBX/Bangor, ME
OM: Jeff Pierce
APD: Holly Rae

KRSQ/Billings, MT
OM: Kyle McCoy
PD/MD: Jason "Big J" Harris

WWYL/Binghamton, NY
PD: Matt Johnson

WBNQ/Bloomington, IL
OM: Dan Westhoff

PD: Dave Adams

APD: Chad Fasig

MD: Mason Schreader

KNDE/Bryan, TX
OM/PD: Lesley Henton

WRZE/Cape Cod, MA
OM: Steve McVie
PD: David Duran

KTRS/Casper, WY
OM/PD: Donovan Short

KZIA/Cedar Rapids, 1A
OM: Rob Norton

PD: Greg Runyon

MD: Ric Swann

WQQB/Champaign, IL
PD: Jack Taddeo

WJYY/Concord (Lake Regions), NH

PD/MD: AJ Dukette

WKMX/Dothan, AL
PD/MD: Squirrel

WWAX/Duluth, MN
OM: Bill Jones
PD/MD: Tony Hart

WNKi/Elmira, NY
OM/PD: Scott Free
MD: Eric McKay

WRTS/Erie, PA
PD: Jessica Curry
APD: Danial Baxter

WDKS/Evansville, IN
PD: Keith Curry

WSTO/Evansville, IN
OM: Tim Huel sing
PD: Jason Addams

WDAY/Fargo, ND
PD: Troy Dayton
MD: Special Ed

KMXF/Fayetteville, AR
OM: Dave Ashcraft
PD/MD: Jay Steele

WJIMX/Florence, SC
OM: Randy "Mudflap" Wilcox
PD/MD: Scotty G.

KISR/Ft. Smith, AR
OM/PD: "Big Dog" Rick Hayes
APD/MD: Mike “Mike at Night" Oldham

KKXL/Grand Forks, ND
OM: Rick Acker

PD/MD: Trevor D

APD: Dave Andrews

WQPO/Harrisonburg, VA
P[: Bobby Mason
MD: Ryan O'Bryan

WKEE/Huntington, WV
PD: Jim Davis
APD/MD: Gary Miller

KSYN/Joplin, MO
OM: Chad Elliot
PD: Steve Kraus
MD: Chris Cortez

WAZY/Lafayette, IN
OM: Karen Rite

PD: Chris

MD: Kim

KFRX/Lincoln, NE
OM: Lester St. James
PD: Matt McKay
APD/MD: JJRyan

KZIl/Lubbock, TX
OM: Wes Nessmann
PD: Jacqui Neal

WCIL/Marion, IL
PD: Jon E Quest
MD: tvy

KiFS/Medford, OR

KNOE/Monroe, LA
OM/PD: Bobby Richards
MD: Mike Austin

WVAQ/Morgantown, WV
OM: Hoppy Kercheval
PO: Lacy Neff

WWXM/Myrtle Beach, SC
OM: Jimmy Fueger

PD: AJ Seliga

MD: Larry Knight

WQGN/New London, CT
PD: Kevin Palana

24/7 NEWS ONLINE @ www.RadioandRecords.com

WSPK/Newburgh, NY
PD: Scotty Mac

APD: Sky Walker

MD: Danny Valentino

KCRS/Odessa, TX
PD/MD: Nate Rodriguez

WILN/Panama City, FL
PD/MD: Chiris Alan
APD: Kris Kaane

KRCS/Rapid City, SD
OM/PD: Charlie O'Douglas
APD/MD: Jayder McKay

KIXY/San Angelo, TX
OM. Jay Michaels
PD/MD: David Carr
APD: Teri Jacobs

WNDV/South Bend, IN
PD: Karen Rite
MD: Scotty Wylde

KCLD/St. Cloud, MN
OM: Mat: Senne

PD: JJ Holiday

APD: Wayne D.

MD: Timmy Daniels

WHTF/Tallahassee, FL
PD/MD: Brian O'Conner

WMGI/Terre Haute, IN
MD: Jamie Dawson

WKHQ/Traverse City, MI
OM/PD: Luke Spencer
MD: Dave B. Goode

KUJ/Tri-Cities, WA
PO: AJ Brewster

WWKZ/Tupelo, MS
OM/PD: Rick Stevens
MD: Marc Allen

WIFC/Wausau, Wi
PO: John Jost
MD: Belky

WAZO/Wilmington, NC
OM/PD: Jerry Mac

KFFM/Yakima, WA
OM: Ron Harris
PD/MD: Steve Rocha

TITLE
ARTIST

g CHR/TOP 40 INDICATOR

PLAYS
IMPRINT / PROMOTION LABEL ~ TW -

T BIGGIRLS DON'T CRY FERGEE
'8 BEAUTIFULGIRLS SEANKINGSTON
15 UMBRELLA RIHANNA FEAT. JAV-Z
9 HEY THERE DELILAH PLAIN WHITE TS
TS ] SUMMER LOVE JUSTIN TIMBERLAKE

16 MAKES ME WONDER MAROONS

. 12 WAIT FOR YOU ELLIOTT YAMIN
= T THE WAY | ARE TIMBALAND FEAT. KERI HILSON
10 PARTY LIKE AROCKSTAR SHOPBOYZ
17 HOMEDAUGHTRY -
_9 3 WHINE UP KAT DELUNA FEAT. éLEPHANY MAN
6“ REH;B AMY WINEHOUSE o
| 10 4 IN THE MORNING GWEN STEFANI
4 THNKS FR TH MMRS FALL OUT BOY
* CLOTHES OFF! GyMCLASS HEROES
SHUT UP AND DRIVE RIHANNA
| 31 U+URHANDPNK
- TS" ROCKSTAR NICKELBACK
19 GIRLFRIEND AVRLL LAVIGNE
6 THE GREAT ESCAPE BOYS LIKEGIRLS
"3 LOVESTONED JUSTIN TIMBERLAKE
4 WHEN YOU'RE GONE AVRIL LAVICNE
—\T 'WHAT I'VE DONE LINKIN PARK
T EASV;AULA DEANDA FEAT. BOW WOW
12 LIKE ABOY Ciara
N GETITSHAWTY Liow
BARTENDER T-PAIN FEAT. AKON

~ WHO KNEW piNg

H’lmlf\'l

=
~
S TIME AFTER TIME GUETORIVE
3 FIRSTTIME UFEHOUSE
"4 MAKE ME BETTER FABOLOUS FEAT. NE-YO
3 LIPGLOSS LiLMAMA
—_]S‘ I TRIED BONE THUCS~N—HARMONV FEAT. AKON
4 NEVER AGAIN KELLY CLARKSON
3 ANDTHEN I'M GONE CRINGE
37 _]8’7 LAST 'TGHT DIDDY FEAT. KEYSHIA COLE
3 LIKETHIS MMs .
("TI"BB A BAY BAY HURRICANE CHRIS

NEW PARALYZER FINGER ELEVEN

4 000000 :0:000:0:-0060 - -000 - - 0000 =

15 BUY U ADRANK (SHAWTY SNAPPIN') T-0AINFEATVUNG JOC  KONVICTNAPPYBOVIVEZOMBA 2464 -56

WILL.L AMAGM/INTERSCOPE 3417 +182
BELUCAHEICHTS/EPIC 2995 +159
SRP/DEF JAM/IDIMG 1 2875 0

FEARLESS/HOLLYWOOD 2738 +3_88_
AVE/ZOMBA 2565 331
A&M/OCTONE/INTERSCOPE ~ 2484 193

HICKORY ~ 2297 JETA

MOSLEY/BLACKGRIUND/INTERSCOPE 2181 +382

ONDECK/UNVERSAL REPUBLIC 1958 :175
RCA/RMG 'ﬁ 60
€PIC _W 7—61
UMVERSALREPUBLC 1672 80
INTERSCOPE ! 15& § 2
FUELEDBYRAMEN/ISLAND/!DJATG “1463 282
DECAYDANCE/FUELED BY RAMEN/ATLANTIC/LAVA 1431 263
SRP}DEF Jamnpmc 1327 -283

LAFACE/ZOMBA W73 -306_

' ROADRUNAER/AYLANT\(/LA\Z: W4 +47
o CRewrvc B 504
cowvea M2 477

JIVE/ZOMBA 1657‘ +502

RCARMG .~ G71  +203
WARNERBROS. 962 -351

ARSTARMG 920 +I61
LAFACE/ZOMBA 802 | -312

THE INC./UNIVERSAL MOTOWN 797 -55
KONVICT/NAPPY BOYAIVE/ZOMBA 747 +161

REDINKEPC ~ 578  +164
GEFFEN - 527 72
DESERT STURM/DEF JAM/IDIMC ; 473 +135
JivE/ZomBA -~ 398 +34
FULL SURFACE/INTERSCOPE 330 -88
RCA/RMG 313 -18
LISTEN _B_OTA 5
BADBOYATLANTC ~ 272 -69
CAPITOL 245 -13
PCLDGROUNDSURMG 228 +4]
) wiND-UP 185 <5

BEAUTIFUL GIRLS SEANKINGSTON

THE WAY | ARE TIMBALAND FEATURING KERI HILSON

8

n
16 UMBRELLA RIHANNAFEATURING JAY-Z
_15_ SUMMER LOVE JUSTIN TIMBERLAKE
16 MAKES ME WONDER MAROON S
TIC INSATIABLE LISt £STRADA &

7 HEY THERE DELILAH PLAINWHITET'S

8 WHEN YOU'RE GONE AVRIL LAVIGNE

' & SHUT UP AND DRIVE RIHANNA
; bARALVZER FINGER ELEVEN &
7ﬁHNKS FR ?H MMRE FALLOUT BOY
T WAIT FOR YOU ELLIOTT AMIN
T HOME DAUCHTRY o
To i AWTHE MORENE GWEN STENI
22 GIRLFRIEND AVRLLAVGNE S
TREHAB AMY WINEHOUSE
2 DOIT NELLY FURTADO W

S PARTY LIKE A ROCKSTAR SHOPEOYZ

2 LO\TESTONEDJUSTINTJMEERLAKE
2 15 DON'T BE SHY BELLY FEATURING NINA SKY o

17 ALL GOOD THINGS (COME TO AN END) NELLY FURTACO %

15 | BEFORE HE CHEATS CARRIE UNDERWOOD

29 U+ URHAND PINK

9 YESTERDAY MAN ROZBELL %
§Z¢7 WALLS ELL DDV;NTEEDOUIN SOUNDCLASH ¥
25 ODNTMATTERAKON

3 w{lAT I'VE DONE LINKIN PARK

FOR WEE< ZNDING JULY 22, 2007
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8 WHINE UP KAT DELUNA FEATURING ELEPHANT MAN

12 BUY UADRANK (SHAWTY SNAPPIN') T-PAINFEAT YUNG 10U

&
o
S
g5 .. CANADA CHR/TOP 40 -
;é ARTIST IMPRINT / PROMOTION LABEL T™W +-
BIG GIRLS DON'T CRY FERGIE

WILL.LAM/A&M/INTERSCOPE/UNIVERSAL 663 -6

BELUGA HEIGATS/EPIC/SONY BMG 631 +14
MOSLEY/BLACKSTONE/INT RSCOPE/UNIVERSAL 618 +21

SRP/JEF JAM/UNIVERSAL 533 -15
JIVE/SONY BMG - 499 -86

ASMIOCTONE/UNIVERSAL 462 -102 {

ROCKSTAR 447 +2
EPIC/SONY BMG 433 +16

HOLLYWOOD/UNIVERSAL 431 +4]

KONVICT/NAPPY BOYAIVE/SONY BMG 428 +14

RCA/SONY BMG 405 +65

SRP/DEF JAM/UNIVERSAL 366 18
WIND-UP 356 -n
FUELED BY RAMEN/ISLAND/UNIVERSAL 355 -29

HICKORY/SONY BMG = 294 +37

RCA/SONY BMG 29ﬁ -65

INTZRSCOPE/UNIVERSAL 289 -1
RCA/SONY BMG 281 -37
ISLAND/UNIVERSAL 274 -37

MOSLEY/GEFFEN/UNIVERSAL 269 +132ﬁ
ONDECK/UNIVERSALRHJELI(/UNNER?&L 266 ;8 T
' JVE/SONYBMG 260 +112
w257 63
MOSLE//GEFFEN/UNVERSAL | 248 A0 i

ARISTA/ARISTA NASHVILLE/SONY BMG 239 -50

LAFACE/SONYBMG 225 -2
UNIVERSAL 220 -1

. S 0
DIME ALONE/UNIVERSAL 218 +2

KONVICT/UPFRONT/SRC/UNIVERSAL OTOWN/UNIVERSAL 217 -25

MACHINE SHOP/WAINER BROS./WARNER 199‘ -15
& indicates CanCon
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RHYTHMIC

How Rob Zilla handles an additional station without underserving
/90.3

Marketing More Than
One Station

Darnella Dunham
DDunham@RadioandRecords.com

orking as a marketing or promotions director for a rhythmic
station requires a tremendous amount of effort, energy and
creativity. Not only is the format dynamic, but these stations
tend to be promotionally active throughout the year. The
thought of picking up another station while overseeing pro-
motions and marketing for a rhythmic station seems daunt-
g, but n this age of consolidation, it’s become a necessity for many. Moreover,
it’s a reality that isn’t likely to go away in the foresecable future. Instead of look-
ing at all the extra work and responsibilities of working tor an additional for-
mat, some embrace their situations as an opportunity to expand in other areas.

Finest City's XHTZ (Z290.3)/San Diego pro-
motions director Rob Zilla has been working in
promotions for about eight years. He began his
career in the market at Clear Channel’s KHTS
(Channel 93.3) as an intern, but got his tirst big
gig when he was named promotions director of
Beasleys WRDW  (Wired 96.5)/Philadelphia
after the station launched in late 2003, Zilla

returned home to San Diego to accept the same

position at Z90.3 about a year later, and then
picked up additonal duties at co-owned oldies
XHRM (Magic 92.5) several months ago.
When Zilla was first presented with the oppor-
tunity to do promotions for an additional station,
his injtal reaction was simply.”Corporate down-
sizing strikes again. All kidding aside, we're a small
company. We've got three amazing radio stations
with Magic 92.5,790.3 and |alternative] XTRA

A Key To Victory

E