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Radio Keeps On Calling Christian Special Explodes

“Wherever You Will Go™ by RCA artists The Calling tops i 7 There's a reason why R&R's first Christian special is
R&R's Hot AC chart . = A o - called The Explosion of Christian Music. These days the
for the 16th genre is perhaps the fastest-growing out there, and our
consecutive week, very own Rick Welke brings you up to date on alt the
tying the record set . facets of a popular but little-known format. It begins on
by Santana {/Rob ’

“ Thomas’ “Smooth” in
. 2000. Meanwhile, The

Calling’s new single,

o st Adod RADID & RECORDS

CHR/Pop and Hot AC. www.rronline.com
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Don't miss Marc performing on:
9/17 The View

9/17 Tonight Show With Jay Leno
9/21 Rosie O'Donnell Show

9/23 Last Call With Carson Daly

First Week of June CBS Early Show

marc —%—anthong 've got you

\ e [«TNN 11 ¢ M the |l1| 1l 31D r -e[j

: he follow-up h e debut english alb

' ‘mended" in stores tuesday may 21
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management . marketing . sales
R&R's in-depth analysis of radio’s most
important advertisers — known as the
“Industry X-Ray” — continues this week.
This time around, MMS Editor Jef! Green
probes drugstores and the pharmacsutical
industry. With 70% of the adult population
buying prescription drugs each month, the
pharmaceutical category is big business
and worth nearly a half-billion dollars in
radio advertising from the category. Also
this week, Michelle England contributes
with sage advice about your research
strategies; Allen Henderson is our featured
radio executive in the GM Spotlight; and
our remodeled Pros on the Move section
debuts this week.

Pages 8-11
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Back in the innocent '50s, a concerted
effort to kill rock 'n’ roll music by way of
its banishment from the airwaves just
might have been successful — had it not
been for a 26-year-old radio disc jockey
from Utica, NY. Dick Clark, host of
American Bandstand, built such a strong
foundation with rock music every weekday
aftemoon that even Congressional payola
hearings couldn’t stop the phenomenon.
Exactly how Dick Clark got the Bandstand
gig is the subject of this week’s Legends.

Page 21

IN THE NEWS

o Greg Mattei appointed Dir./Digital
Initiatives at R&R

o Brian Purdy becomes Clear
Channel RVP/Dalias
« Kevin Graham named WEVD/N.Y. PD
Page 3

THiS #] WEEK]

CHR/POP

« JENNIFER LOPEZ Ain't It Funny (Epic)

CHR/RHYTHMIC
* ASHANTI Foolish (Murder Inc./Det Jam/IDJMG)

URBAN
« ASHANTI Foolish (Murder inc./Def Jam/IDJMG)

URBAN AC
+ LUTHER VANDROSS I'd Rather ()

COUNTRY

* TOBY KEITH My List (DreamWorks)

AC

* CELINE DION A New Day Has Come (Epic)

HOT AC
« CALLING Wherever You Will Go (RCA)

SMOOTH JAZZ
+ GREGG KARUKAS Night Shitt (N-Coded)

ROCK
+ PUDDLE OF MUDD Blurry (Flawless/Geffen/Interscope)

ACTIVE ROCK
» NICKELBACK Too Bad (Roadrunner/IDJMG)

ALTERNATIVE

« JIMMY EAT WORLD The Middle {UreamWorks)

TRIPLE A
« SHERYL CROW Soak Up The Sun (A8M/nterscope)

THE INDUSTRY’S NEWSPAPER

Kashon Powell, a
veteran of Radio One's
KBXX (The Box)/
Houston who most re-
cently served as the sta-
tion's PD, has joined
R&R as Urban Editor.
Powell will relocate to
R&R’s Los Angeles
headquarters and begin
her new responsibilitics.
which_cover the Urban

Emmis Finishes Fiscal (4

APRIL 19, 2002

Powell Set As R&R Urban Editor

' KBXX PD to relocate to L.A. on April 29

“We are so pleased 10
be able to attract some-
one of this caliber, who
has a definite passion for
music,” R&R Publisher/
CEO Erica Farber com-
mented. “Kashon has a
solid commitment to
helping us grow this
very important format
going forward.”

Powell joined CHR/

Ahead Of Raised Guidance

By Joe Howarn
R&R WASHINGTON BUREAU
Jjhoward@ rronline.com

While he high-
lighted his company’s
higher revenues and
increased cash flow
for fiscal Q4 2002,
Emmis Chairman/
CEO Jeff Smulyan
also wanted those lis-
tening Tuesday to the
company's quarterly
conference call to know one
thing: Emmis’ debt problems
have been resolved.

By Mo ZeGisn
R&R WASHINGTON BUREAU
megler@ rronline.com

Saying that his previous
2002 radio ad revenue growth
assumptions were too conser-
vative, Robertson Stephens
analyst James Marsh raised
estimates and price targets for
several leading radio broadcast-
ers as well as for the industry
overall.

= Smulyan: ‘We’ve solved the leverage issues’

Smulyan

Analyst: Early Estimates ‘Too Conservative’

“We've solved the
leverage issues that
faced this company.”
he said. “As we said
about six months ago?
that was the No. 1 pni-
ority and we would
solve it.” Smulyan
credited the sale of the
Emmis’ Denver sta-
tions — which camed
the company a com-
bined $135 million — along

EMMIS/See Page §

Marsh raised his national ad-
vertising forecast — from a 10%
decline to a 2% improvement in
Q1 and from a 5% 10 a 10% gain
for the full year — and expects
local advertising to improve as
well: He raised his Q1 forecast
from a 4% decline to a 0.3% im-
provement and his full-year es-
timate from a 2% to 5% gain,

and Urban AC commu- Rhythmic KBXX —
nities, on April 29. She succeeds  which topped Houston's Arbitron
Walt Love. ratings regularly during her tenure
POWELL/Ses Page 31
R&R Prepares For Triple A Summit
R&R has announced plans for e

the Triple A 2002 Summit, set for
Aug. 14-17 at the Millennium
Hotet in Bouider, CO. Over the
course of four days, the summit
will feature insighttul panels, ed-

8002 SUMMLY

ceremony and. of course, am-

ucational presentations, special  ple opportunity for the attendees
keynote addresses, the Triple A 10 socialize and be entertained
Industry Achievement award SUMIMIT/Soe Page 31

Welcome! You've Got Jimmy!

m De Castro signs on to lead AOL Interactive;
says service will compete with broadcasters

By Rox RODRIGUES s Interactive Services, will
HAK SR e CH o b report to AOL COO
’ . Michael Kelly.

Jim de Castro, the First and foremost
radio executive who among de Castro’s pri-
helped build AMFM orities at AOL is to
into a formidable radio strengthen the scrvice
group before selling it against all online and
to Clear Channel two media competitors and
years ago. has been re- to raise its profile as an
cruited to head AOL, ad-supported medium.
the flagship online ser- His experience in adver-
vice of the AOL Time tising — which goes

De Castro

PPM Study Still
Shows Higher AQH

By Anam Jaconson
RAR RADIO EDITOR
ajacobson@ rronline.com

As Arbitron’s testing of its
Portable People Meter electron-
ic media-usage device continues,
one hallmark of the ratings firm’s
new technology appears to re-
main consistent throughout its
market trial: The PPM continues
to report higher average quarter-
hour audiences in a 24-hour day
than has been previously report-
ed in existing TV and radio rat-
ings methods.

Specifically, the initial round
of ratings results from the second
phase of PPM testing shows an
AQH for Phitadelphia radio us-
age of 11.8. That's compared to
an 11.0 based on data derived
from the market’s Arbitron dia-
rics. By daypart. moming drive
and middays saw slightly less
listening than was recofded in
the Arbitron diaries. while

PPM/See Page 14

ANALYST/See Page & Warner empire. De Castro, who  back more than a quarter of a
takes the title of President/AOL DE CASTRO/See Page 31
. - - - - l- | :
Radio Soaks Up Infnity Stations
c y N M . Airing Liquor Ads
mw s ew us.c One of the hottest topics at the

By StEvi Wonsswxz
R&R MUSIC EDITOR
swonZ @ rroniline.com

In the liner notes
to her new album,
C’maon C'mon, Sheryl
Crow describes the
recording as a *three-
year labor of love.” If
the enthusiastic re-
sponse to the leadoff
single. “Soak Up the
Sun.” is an accurate
indication, fans of
the Grammy Award-winning
singer-songwriter will think it
was worth the wait. The al-
bum hit retail on April 16.

As of last weck. the breczy.
feel-good “Soak Up the Sun™
was No. | at Triple A, No. 8
at Hot AC and No. 39 at

m Grammy winner talks about her new album

Crow

recent NAB2002 in Las Vegas
was whether radio stations are
ready to start accepting advertis-
ing from hard-liquor manufactur-
ers, which are increasingly inter-
ested in spending money on the
medium. But at least one com-
pany has been accepting liquor
ads for months, and whether or
not those ads run isn’t being dic-
tated by corporate suits.

While Infinity spokesman
Dana McClintock told R&R that
liquor ads have been running for
the fast few months. he declined
to'comment on how much is be-
ing spent or which companies are
advertising. “We have a policy of
allowing those who arc spending
money on our products 0 make
their own decisions on those kinds
of announcements,” he said, al-
though he pointed out that most
spots — which are also running

INFINITY/See Page 31

CHR/Pop. The song
reflects Crow’s cur-
| rent outlook on her
life and varied pro-
fessional career.
Since surfacing with
her 1993 debut al-
bum, Tuesday Night
Music Club, Crow
has become one of
the most successful
solo artists in the
country. According
to the RIAA, Tuesday Night
Music Club has been certified
for sales of over 7 million
copies domestically. Her 1996
self-titled sophomore album,
which further cemented her
status, went on to sell 3 million
See Page 26

Winter Phase Two Arbitrend results: www.rronline.com

www.americanradiohistorv.com


www.americanradiohistory.com

=
~ ’

- WKTU
~ KTFM
- KFMS

WXLK

WKIE
WBLI
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Ask These Statlons'

\KRBV

WXSS
KJYO
WYOY

WDRQ
KTHT

WXKB
WXXP

New Thls Week:

KRBE  WHYI
WFHN WPRO

- KSEQ  WRHT

KHTN WRVZ

Already On:

WPYM WPYO
WQzZQ WPXY
WCIL  KKPN
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~“KXJM  KXXM
WWKX WNVZ
KLAL  KYWL
WRVQ WBAM
KYLD WEZB
WSSX  KDON
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Pyle Promoted To
KNX/L.A. News Dir.
As Sims Retires

Ed Pyle has been named News
Director at KNX/Los Angeles. He
succeeds Bob Sims, who an-
nounced last
week that he is
retiring for per-
sonal reasons af-
ter 33 years with
the Infinity News
station.

“When looking
at the awards on
the walls all
around us, one is
Pyle reminded of the

award-winning
touch that the KNX news staff has
garmered under Bob's direction.”
VP/GM George Nicholaw said.
“We will miss him, and we wish
him all the best in the days ahead.
The operation of our news depart-
ment remains in capable hands. and
| have great confidence that KNX
listeners in Southern Califomnia will

PYLE/See Page 13

Graham Named PD
At ESPN Radio/N.Y.

Kevin Graham has been named
PD at ESPN Radio’s Big Apple
flagship. WEVD/New York. Gra-
ham takes over from WABC OM/
PD Phil Boyce, who's been pro-
gramming both stations since ABC
Radio acquired WEVD last year.

1 interviewed many candidates,
but it was very clear that Kevin had
the experience. drive and passion
for the ESPN format.™ WABC &
. WEVD VP/GM Tim McCarthy told
- R&R. “This move will also enable
. Phil Boyce to spend all his time

with WABC as it continues to
grow.”

Graham spent the past |8 months
at co-owned ESPN Radio outlet
‘WEAE/Piutsburgh. His near-decade
in Sports/Talk radio includes stints
at KISN-AM and KFNZ-AM in
Salt Lake City, WDFN/Detroit and
WBNS/Columbus. OH. He begins
his new job May 6.

Asked about going up against leg-
endary Infinity Sports/Talker
WFAN/New York — the station
widely credited with being the first
all-Sports station in the country —
Graham told R&R. “You've got 10
have respect for them and for what
they've done. If it wasn't for
WFAN. a lot of us might not even
be in Sports radio today. That said
I am thrilled with the opportunity to

" program in New York City with the
power of ESPN Radio behind me.
It’s going 1o be a terrific challenge.
and I'm really geared up and excit-
ed 10 get started on it.”

CIRCULATION:
NEWS DESK:
RAR ONLINE SERVICES:

ADVERTISING/SALES:

They Won In Las Vegas

The Broadcasters’ Foundation announced the 2002 winners of its
American Broadcast Pioneer Awards at a breakfast held April 10 in
Las Vegas. Since 1996 the awards have been bestowed annually on
professionais for their career achievements and contributions to the
broadcasting industry. Seen here are this year's recipients (I-r): former
Albritton Communications President Thomas Cookerly, Amaturo
Group President Joe Amaturo: former CBS Owned Radio Stations
President/CEO Nancy Widmann, Wiley, Rein & Fielding Sr. Partner
and former FCC Commissioner and General Counsel Dick Wiley: and
Great Empire Broadcasting founder Mike Oatman.

' Maffei Takes R&R Internet Sales Post
m Position responsible for digital initiatives

| joined R&R as Director/

Greg Maffei, most re-
cently a Los Angeles-based
Regional Promotion Direc-
tor and New Media Direc-
tor for Priority Records, has M

Digital Initiatives. In this
newly created roie Maffei
will be responsible for sell-
ing R&R’s online music
products. excluding Music
Tracking.

Maffei will be actively in-

| volved in expanding the promotion-

al viability of R&R’s Going For
Adds e-mails, as well as specific
features within R&R’s website.

www. rronline.com. Addi-
tionally. Maffei will help
gencrate and execute ideas
on how R&R can maxi-
mize its present and up-
coming online products.
He reports 10 Sr. VP/Mu-
sic Operations Kevin Mc-
Cabe. who commented,
“Greg's ideas and energy
level are a welcome addi-
tion to R&R. We have the
highest confidence in his
abilities to maximize R&R’s Inter-
net initiatives.”

MAFFEVSoe Page 13

Purdy Now RVP/Dallas At Clear Channel

Veteran Clear Channel/
Houston manager Brian
Purdy has been promoted
to Regional VP for the
Clear Channel/Dallas trade
area. In addition to the
Clear Channel/Dallas clus-
ter, Purdy’s new responsi-
bilities include properties
in Abilene. Killeen. Texar-
kana, Tyler, Waco and
Wichita Falls, TX, as well
as Shreveport. LA.

“I'm looking forward to the new
challenges in Dallas and the surround-

Purdy

ing markets,” Purdy said.
“Clear Channel has great
signals. exceptional talent
and a lot of potential in Dal-
| las. There’s a great tcam of
radio pros in the market.™

Purdy moves into the
Dallas role after spending
the last seven years in the
Houston market as GM of
multiple Clear Channel
properties. Purdy’s radio
career spans morc than two de-
cades, including stops in Kansas
City and San Diego.

"ZLX/Boston Gives Raines The PD Reins

Beau Raines. a veteran Classic
Rock programmer who most recent-
ly served as PD of Greater Media's
Classic Hits WROR/Boston, has be-
come PD of Infinity's crosstown
Classic Rocker, WZLX. Raines
succeeds Buzz Knight, who recent-

| ly became PD of Greater Media's

Classic Rock WMGK/Philadelphia.

Before joining WROR in 1999,
Raines spent close 10 a decade as
PD of KCFX/Kansas City. He has
also served as PD of WFYV/Jack-
sonville and the former WKRL/

Tampa. .
RAINES/Ses Page 13 |
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Karis-Madigan To Manage CC/Phoenix

AMs: News/Talk KFYI,
| Sports/Talk KGME and
| Adult Standards KOY.
Karis-Madigan began her
Phocnix radio carcer at
KZZP, then owned by Na-
tionwide. in 1983. Follow-
ing the subsequent purchas-
es of the station — first by
Jacor Communications and
then by Clear Channel Ra-
dio — she remained with
the growing cluster, rising

KARIS-MADIGAN/See Page 13

Nineteen-year Phoenix ra-
dio veteran Susan Karis-
Madigan has been named
Market Manager for Clear
Channel’s cight-station mar-
ket cluster. Since last fall
Karis-Madigan has been
overseeing management of
the company’s five Phocnix
FM stations — KNIX,
KYOT, KMXP. KESZ and
KZZP — and has now add-
ed day-to-day management
dutics for the company’s three

Karis-Madigan

WRBQ, WYUU Swap Formats In Tampa

Infinity/Tampa’s Country WRBQ  Infimty/Tampa and PD of Country
(Q105) and Oldies WYUU 92.5. said the new Country
(U92) swapped formats WYUU and Oldies
on Thursday. WYUU is WRBQ will continue to
now “Country 92.5, Tam- aim for the existing Coun-
pa Bay's 12-In-a-Row try and Oldies demos. De-
Country Station,” while scribing Country 92.5. Lo-
WRBQ welcomes “60s gan told R&R, "It's a
and "70s pmgmmmmg as “Oldies ‘more music’ approach that comple-
104.7. ments [Infinity Country sister])

Eric Logan, who serves as OM of TAMPA/See Page 31

-
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Radio Business

XM, Sirius Step Up Expansion Plans

L] Wall Street dip affects XM fund-raising; Smus broadens reach

By MowLe ZisGuer
R&R WASHINGTON BUREAU
mZiegler@® rronline.com

Shortly after announcing in an April 8 SEC filing it would sell
almost 13.4 million class A common shares, XM Satellite Radio
priced a stock offering of that amount at $11.50 per share, enough
to raise gross proceeds of about $154 million. While XM said
that’s enough to carry it through the latter half of Q1 2003, it's
less than the $176 million the company had originally hoped to

raise.

“We sold the same number of
shares, but our stock price declined

as did the rest of the market — so
our net was less,” XM spokesman
Charles RoBbins 10ld R&R. explain-
ing the discrepancy between the
company’s projections and what it
raised. In the SEC filing the company
said the $176 miliion hoped 10 raise
would have carried it into Q2 2003.
“We're pleased the financing was able
to price.” Robbins said. The manag-
ens of the stock offering — Morgan
Stanley. Merill Lynch & Co., Credit
Suisse First Boston and Deutsche
Banc Securities — have the option 1o
purchase another 2 million shares to
cover overallotments.

In other news, the company an-
nounced that STMicroelectronics
the manufacturer of the chips that en-
able radios to receive XM's program-
ming — had shipped 355.000 units
1o radio manufacturers. “There's a
positive outlook for demand.” XM
Exec. VP/Technology & Engincering
Dr. Stell Patsiokas told R&R. “These
are concrete orders.” Patsiokas also
noted that the number of delivered
chipsets is significant considering the
interrelated nature of the business

model. with retailers placing orders 10
manufacturers, which wbo then place
orders for chipsets. “Nobody gives or-
ders without a reason.” he said. “Oth-
erwise, that money is wasted.”
Luxury automaker Cadillac became
the first 1o offer XM across its entire
lineup, offering XM-enabled radios in
2003 DeVille, Seville. CTS and
Escalade models. Cadillac will also of-
fer XM in its upcoming 2004 XLR
luxury roadster and in an upcoming
midsized luxury SUV, the SRX.
Cadillac began offering XM on its 2002
DeVille and Sevilie models last full.

Sirjus Expanding Its Reach

Sirius Satellite Radio recently an-
nounced that it now reaches 11 states:
Arizona, Colorado, Idaho, lowa. Kan-
sas. Montana, Nebraska. New Mexico,
North Dakota, South Dukota and Wyo-
ming. Company Exec. VP/Sales &
Marketing Guy Johnson said the com-
pany plans to activate service in an-
other seven states by month's end. Last
month the vompany moved up its na-
tionwide availability date from Aug. |
10 July | and shifted its focus o cov-
ering entire states instead of individual
cities.

The company recently named
Larry Rebich as its new VP/Program-
ming Acquisition & Market Develop-
ment. He'll be responsible for pro-
gramming development and acquisi-
tions, record fabel and antist relations,
and advertising and sponsorship sales
for the News/Talk area. Sirius also of-
ficially named former WRKO-AM/
Boston PD Jay Clark VP/Nonmusic
Content. which R&R reported last
month.

Car & Driver

An article in the auto magazine
May 2002 issue analyzed technologi-
cal differences between XM and Sirius
systems and took an XM-equipped
Cadillac on a 2.500-mile road trip 10
lest out continuity of coverage. ease
of use and programming quality. The
writers gave the service low marks for
no Hawaiian music, no local traffic or
news, no NPR Moming Edition or All
Things Considered and for lapses in
coverage. High marks were eamed for
the commentary on music stations, the
abundance of jazz choices and inno-
vative stations that offer unsigned tal-
ent and broadeasts in Hindi and Man-
darin Chinese. “Most of our reason-
ably minor complaints with the sys-
tem will likely be addressed quickly.”

Busmlsrs

Higher Salanes, Smaller Bonuses

For Redstone, Karmazin

iacom, whose shares dropped almost 6% in 2001, gave Chairman/
CEO Sumner Redstone and President/COO Mel Karmazin bonuses
of $12 million each last year, $3 million less than they received in 2000.
Each also received options to buy 750,000 class B Viacom shares, down
from the 2 million stock options they received in 2000. Still, Redstone’s
and Kamazin's salanies climbed Irom $2.02 million each in 2000 to $3.3
million last year. Meanwhile, Sr. Exec. VP/CFO Richard Bressier, who
joined Viacom in March 2001, received a $767,694 salary, a $5 miliion
bonus and options to purchase 1 million class B shares last year,
Corporate CEOs made 3% less in 2001, and it's the first drop in pay for
business leaders since the Wall Street Journal began keeping track in
1989. AOL Time Wamer CEO Gerald Levin took home a $1 million sal-
ary but received stock options in lieu ot a bonus with a potential value of
$127.4 milion. Disney CEO Michaet Eisner took a 92% hit on his salary
and received $1 milion. but that's not bad considering his company posted
a net loss of $158 million in 2001 after 2000 net income of $920 million.
Tribune CEO John Madigan's salary of $977,100 was 74% lower than
the previous year, his company’s 2001 net income dropped 50%. Mean-
while, the salary and bonus ot Jefferson-Pilot CEO David Stonecipher
increased 13%, to $2.6 million. Jefferson-Pilot posted flat net income for

the year.

Fritts ‘Thrilled’ Abowt NAB2002 Turnout

AB Chairman/CEOQ Eddie Fritts said the total attendance at this year's
NAB Convention stands at “95,000 and counting.” While that's a dip
from 113,000 attendees in 2001 and 115,000 in 2000, Fritts believes the
drop is consistent with other large conventions held in Las Vegas since

Continued on Page 14

RE&R Stock Index

This weighted index consists of ail publicly traded companies that de-
rive more than 5% of gross eamings from radio advertising.

: : 5 3 Change Since
said the magazine. which also high- = = R =mna
lighted in-band. on-channe! digital =y - - o ==
broadcasting as traditional radio’s best R&R Index 24612 25904 25672  +43%  09%
hope for competing with the satcasters.
RS Dow Industriaks 16,1265 1627164 10,19082  +8.6%  08%
R&R Associate Editor Joe Howard S&P 500 18350 112273 1101 61% 1%

contributed 10 this report

h

Emnis

Continued trom Page 1

with the company’s recent employee
stock-swap plan with helping turn
things around. He also credited
Emmis’ recent equity oftering for
helping deleverage the company.
“Those issucs are now behind us,” he
said. “Things are looking up in every
segment of this company.”

For its just-ended fiscal Q4 2002,
industry bellwether Emmis reported
net revenue of $116.9 million. down
less than 1% from Q4 2001 but ahead
of the $114 million it had most re-
cently predicted. EBITDA increased
4%. 10 $25.1 million — also ahead of
the company’s forecast. which was
$23.3 million — and broadeast cash
flow climbed 6%. to $30.6 million.

But the company 's net loss widened
56%. to $31.2 million, or 72 cents
share; Thomson Financial/First Call per
analysts had estimated a loss of 56
oents. Acompany source told R&R the
increased losses were driven primarily
by a $9.1 miilion loss on the sale of
KALC-FM/Denver. Q4 after-tax cash
flow decreased 49%. to $7.5 million.
or 16 cents per share. due to lower non-
cash tax benefits. In the radio division,
net revenue slipped less than 1%, to
$53.6 million. and operating expenses
were flat at $36.1 million.

For its 2002 fiscal year, Emmis® net
revenue increased 13%, 10 $533.8 mil-
lion: BCF climbed 6%, to $185.7 mil-
lion; and EBITDA grew 5%.10$165.3
million. But the company saw a net
loss of $6471 million, compared to a

profit of $13.7 million in fiscal 2001.
A company source attributed the loss
toone-time gains posted in fiscal 2001,
along with higher inerest expenses
from carlicr acquisitions. Fiscal 2002°s
net foss per share was $1.56. missing
Thomson Financial/First Call analysts’
estimate by 20 cents. ATCF slipped
29%, 10 $66.4 million. or $1.39 per
share.

Looking ahcad 10 its fiscal Q1 2003.
Emmis expects its radio division to
report pro forma net revenue of ap-
proximately $60.2 million and BCF of
approximately $27 million. Emmis
expects total company EBITDA of ap-
proximately $41.8 million, with antici-
pated corporate expenses of approxi-
mately $5.2 million.

Regent Updates Q1
Expectations .

In other news, Regent now antici-
pates revenue in the $12.9 million-S13
million range rather than the $12.8 mil-
lion-$13.1 million range. Regent also
said that BCF should be between $2.9
million-$3 million, instead of $2.5 mil-
lion-$2.7 million. On a same-station
basis. Regent expects QI revenue to
be down about 2% it previously pro-
jected that revenue would be flat to
down 5%. While the company expects
to break even on camings per share, it
said it should see a loss of | cent per
share if the gain on the sale of WGNA/
Albany. NY is excluded. Regent's pee-
vious guidance predicted a 2 cent loss.

R&R Staff Writer Mollie Ziegler
contributed 1o this report.

Continued from Page 1

Combining local and national rev-
enue estimates, Marsh upped his
expectations for 2002 revenue
growth from 3% to 6%, noting that
January was up 1% and that growth
should continue to develop. While
he thinks February revenue de-
clined 2%, he estimates growth
rates of 2% for both March and April
and 4% for May. Marsh expects
Quarterly growth rates of 1% in Q1,
3.5%in Q2, 10% in Q3 and 11% in
Q4.

“Radio is experiencing improv-
ing sellout rates that are enabling
broadcasters to start to increase
rates, driving what is shaping up to
be a sustainable recovery,” Marsh
said, specifically upping estimates
for several groups. Wachovia Se-
curities analyst James Boyle aiso
weighed in on some of those
groups last week.

® Marsh reiterated his “buy” rat-
ing and raised his target price from
$57 to $62 on Clear Channel. The
2002 pro forma radio revenue
growth estimate is raised from 4%
to 6%, while the broadcast cash
tiow growth estimate is upped from

6.5% to 10%. Meanwhile, Boyle
reiterated his “strong buy” rating
and $65 price target for Ciear Chan-
| nel, calling the company “the pre-
L mier, global out-of-home media

group, with very afttractive assels
and talented, proven manage-
ment.”

© Marsh awarded Cox Radio a
"buy” rating for its station portiokio
and management team, which he
said will heip the company deliver
strong revenue and cash flow
growth in 2002. “Valuation has of-
ten been rich for Cox shares rela-
tive to other public radio broadcast-
ers,” he said. "‘However, we find the
shares’ current risk/retum profile
compelling.” Marsh upped Cox’s
target price trom $25 to $36 as weli
as his estimate for revenue growth,
from -0.3% to 1%. Boyie, mean-
while, reiterated his "buy” rating and
$33 price target on Cox, which he
calied “an excellent ciustered radio
group with longtime, skilled family
management.”

® Marsh raised Cumulus’ target
price from $19 to $22 and retained
his “buy” rating. He befieves cur-
rent management has put past
management’s problems behind it
and will turn average revenue
growth into above-average BCF.

® For Emmis. which reported fis-
cal Q4 and 2002 results on Tues-
day (see story, Page 1), Marsh
raised his 2003 pro forma revenue
growth estimate from 3% t0 6% and
his BCF growth estimate from 2%
10 7%, saying, “We expect the com-
pany to at least grow in line with
the radio industry.” He retained

Emmis’ “buy” rating. Both he and
Boyle gave Emmis a $37 price tar-
get, with Boyle reiterating his
“strong buy” rating on the company.
Boyle labeled Emmis “an excep-
tional tumaround wizard with high
margins and an excelient, gutsy
management team.”
® While he raised his price target
for Hispanic Broadcasting to $28,
Marsh maintained his rating of “mar-
ket perform” because of the stock’s
premium valuation. He also raised
his estimate for same-station rev-
enue growth from -0.3% to 1%.
® Marsh gave Radio One a "buy”
rating for its strong management
team and solid ratings momentum.
Saying he expects the company to
outpertorm the industry in Q1 2002,
Marsh raised the targel price from
$19 to $26. He also increased his
2002 pro forma revenue growth
estimate trom 8% to 9% and his
BCF growth estimate from 12% to
13%. In tum, Boyle reiterated his
“strong buy” rating on Radio One.
giving it a $29 price target and de-
scribng it as a “premier consolida-
tor with proven tumaround capabili-
ties and strong, veteran manage-
ment.”
® Calling #t “a tamiliar retrain,”
Marsh said he expects Salem o
post industry-leading same-station
results. He reiterated his “buy” rat-
ing and $33 price target for the
stock.

toloiot o, Y
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Radio Business

DEAL OF THE WEEK 2002 DEALS TO DATE

o WFDF-AM/Flint, M

$3 million

Dollars to Date:

Stations Traded This Year:

$425,914,316

(Last Year: $3,859,600.728)

“Dollars This Quarter:  $38,235,591

(Last Year. $315,436,435)

{Last Year: 1.052)

Stations Traded This Quarter: 54

Radio Disney In Like Flint

(] ABG grabs GCumulus property in $3 million deal,

m place chillﬁmk Immt on facility
— r POWER: 5kw day/1kw night
FORMAT: Sports
Michigan WQUA-FMWCitronelle
WFDF-AM/Flint (Mobile)

PRICE: $3 million

TERMS: Asset sale for cash

BUYER: ABC Radio Inc., headed by
President John Hare. Phone: 972-776-
4648. It owns 61 other stations. This
represents its entry into the market.
SELLER: Cumulus Broadcasting,
headed by President/CEQ Lewis
Dickey Jr. Phone: 404-949-0700
FREQUENCY: 910 kHz

POWER: Skw day/1kw night
FORMAT: News/Talk

BROKER: Eliot Evers of Media Ven-
ture Partners

COMMENT: This deal originally ap-
peared in last week's issue of R&R with
an undisclosed price. Upon completion
of this deal, WFDF will begin airing
ABC's Radio Disney children's format.

Whitley Broadcasting
Transaction

PRICE: $2.65 million

TERMS: Asset sale for cash
BUYER: Whitiey Broadcasting,
headed by President David Paul
Estes. Phone: 606-549-2285. It owns
no other stations.

SELLER: Whitley County Broad-
casting Inc., headed by President/Di-
rector Paul Estes. Phone: 859-549-

2285
Kentucky

WEZJ-AM & FW/
Williamsburg

FREQUENCY: 1440 kHz; 104.3 MHz
POWER: 2kw day/65 watts night; 1kw
at 656 feet

FORMAT: Country; Country

Tennessee

WEKX-FM/Jellico
FREQUENCY: 102.7 MHz
POWER: 630 watts at 1,007 feet
FORMAT: Hot AC

WHMA-AM/Anniston
PRICE: $150,000
TERMS: Asset saie for cash

BUYER: Jimmy Jarrell. Phone: 334- |

821-0744. It owns three other stations.
This represents its entry into the mar-
ket.

Corp., headed by President/COO
Dave . Phone: 717-852-2132
FREQUENCY: 1380 kHz

PRICE: Undisclosed

TERMS: Terms unavailable

BUYER: ABC Radio, headed by
President John Hare. Phone: 972-776-

{Last Year: 151)

BUYER: OJ & Carol Pratt. Phone:
303-772-7676. They own no other sta-
tions.

SELLER: MK Inc., headed by Presi-
dent Monte Spearman. Phone: 970-
356-1310

FREQUENCY: 1570 kHz

POWER: 1kw day/18 watts night
FORMAT: Country

4648. It owns 61 other stations. This | [

represents its entry into the market.
SELLER: Lyn Communications. No
phone listed.

FREQUENCY: 102.1 MHz

POWER: 15kw at 427 feet

FORMAT: Gospel

KOTR-FM/Cambria (San
Luis Obispo)

PRICE: $600,000

TERMS: Asset sale for cash. An
amount of $31,666 will be placed in
ascrow, with the balance to be paid in
cash at closing.

BUYER: Mapieton Communica-
tions, headed by President Michael
Menerey. Phone: 310-209-7333. It
owns 19 other stations. This represents
its entry into the market.

SELLER: Central Coast Community
Broadcasting. led by Bruce Howard.
Phone: 805-786-2570

FREQUENCY: 94.9 MHz

POWER: 25kw at 328 feet

FORMAT: Triple A

COMMENT: Bruce Howard is also a
principal in Winsome Media, which is
selling two other stations in the market
to Mapleton (see below).

KXTZ-FM/Pismo Beach
(San Luis Obispo) and
KXDZ-FM/Templeton

PRICE: $1.2 million

TERMS: Asset saie for cash
BUYER: Mapleton Communica-
tions, headed by President Michaet
Menerey. Phone: 310-209-7333. It
owns 19 other stations. This represents
its entry into the market. ..
SELLER: Winsome Media LLC,
headed by President Walter D
Howard. Phone: 805-786-2570
FREQUENCY: 195.3 MMz 100.5 MHz
POWER: 4kw at 390 feet; 1kw at 361
feet

FORMAT: Classic Rock; Classic Rock
COMMENT: The licensee name for
KXDZ is presently Howard Broad-
casting.

|

SELLER: Susquehanna Radio |

KHPN-AM/ALoveland

| PRICE: $500,000
| TERMS: Asset sale for cash

WBWL-AM/Jacksonville
PRICE: $2.5 miliion

TERMS: Asset sale for cash
BUYER: ABC Radio, headed by
President John Hare. Phone: 972-776-
4648. It owns 60 other stations. This
represents its entry into the market.
SELLER: Cox Radio, headed by
President/CEO Bob Neil. Phone: 404-
843-5000

FREQUENCY: 600 kHz

POWER: Skw

FORMAT: Sports

BROKER: Elliot Evers of Media Ven-
ture Partners

COMMENT: This deal originally ap-
peared in last week's issue of R&R
with an undisclosed price. Upon

completion of this deal, WBWL will |

begin airing ABC's Radio Disney
children’s format.

WEBY-AMMilton

PRICE: Undisclosed

TERMS: Terms unavailable

BUYER: Spinnaker Communica-
tions, headed by President/Director
Michael Bates. Phone: 850-983-2242.
It owns no other stations.

SELLER: Number One Radio inc.,
headed by owner H. Byrd Mapoles.
Phone: 850-983-2242
FREQUENCY: 1330 kHz

POWER: 5kw day/79 watts night
FORMAT: News/Talk

KNOD-FM/Harian

PRICE: $550,000

TERMS: Asset saie for cash and note
BUYER: Wireless Communications
Corp.. headed by Managing Member
JC Van Ginlde. Phone: 712-243-3920.

TRANSACTIONS AT A GLANCE

All transaction information provided by
BIA's MEDIA Access Pro, Chantilly, VA.

® WHMA-AWAnniston, AL $150,000

© WQUA-FM/Cltronelle (Mobile), AL Undisclosed

© KOTR-FM/Cambria (San Luls Obispo), CA $600,000

© KXTZ-FM/Plsmo Beach (San Luls Obispo), CA and
KXDZ-FM/Templeton (Sen Luls Obispo), CA $1.2 million

® KHPN-AMALoveiand, CO $500.000

© WBWL-AM/Jacksonville, FL $2.5 million

© WEBY-AM/Miton, FL Undisciosed

© KNOD-FiHartan, IA $550,000

© WFCG-AM & FM/Frankiinton,

LA $590,000

® WWGB-AMAndian Heed, MD (Washington, DC) $2.9 million
© WKKM-FM/MHarrison, MI $270,000
® WKBK-AM/Keene and WXOD-FM/Winchester (Keene), NH

$2.63 mittion

© WAAW-FM/Williston, SC Undisciosed

® WDAP-AM/Huntingdon, TN $80,000

® KIVY-AM & FM/Crockett, TX $1.1 million .
® KPAR-AM/Granbury (Dallas-Ft. Worth), TX $150,000

® WTBZ-FWGrafton, WV Undisclosed

TERMS: Assumption of liabilities. An
amount of $10,000 will be placed in
escrow, with the balance to be paid be-
fore closing.

BUYER: Pittman Broadcast Ser-
vices LLC, headed by President
Marcus Pittman. Phone. 985-892-
3661. It owns one other station. This
represents its entry into the market.
SELLER: GACO Broadcasting
Corp., headed by President/GM
Aubrey Gatewood. Phone: 985-839-
4110

FREQUENCY: 1110 kHz; 98.9 MHz
POWER: 1kw; 6kw at 108 feet
FORMAT: Country; Country

Maryland

| WWGB-AMAndian Head
(Washington, DC)

PRICE: $2.9 million

TERMS: Asset sale for cash *
BUYER: Mountain Broadcasting
Corp., headed by Sun Young Joo.
Phone: 973-697-0063. He owns one
other station. This represents his entry
nto the market.

SELLER: Mortenson Broadcasting
Compeny Inc., headed by President

| Jack Mortenson. Phone: 859-245-

It owns one other station. This repre- |

sents its entry into the market.
SELLER: Radio Station KNOD,
headed by owner John Talbott.
Phone: 712-755-3883
FREQUENCY: 105.3 MHz

POWER: 25kw at 282 feet

FORMAT: Oidies

Louistana

WFCG-AM & FW
I Frankiinton
PRICE: $580,000

1000

FREQUENCY: 1030 kHz

POWER: 50kw

FORMAT: Spanish Religious
BROKER: John Pierce of John
Pierce & Co.

Michigan
WKKM-FM/Harrison
PRICE: $270,000
TERMS: Asset sale for cash
BUYER: Xavier University, headed by
GM James King. Phone: 513-731-
9898. It owns six other stations. This
represents its entry into the market.
SELLER: David Carmine. Phone:
989-539-7105
FREQUENCY: 92.1 MHz
POWER: 6kw at 299 feet
FORMAT: Country

I New Hampshire

I
i

WKBK-AM/Keene and
WXODW
(Keene)

PRICE: $2.63 million

TERMS: Stock sale for cash
BUYER: Saga Communications,

| headed by President/CEO Ed Chrie-

tian. Phone: 313-886-7070. itowns 60
other stations and has agreed to ac-
quire WKNE-AM & FM/Keene, NH
(R&R 2/22).

SELLER: Roberts Communications,
headed by President Scott Roberts.
Phone: 603-352-6113

FREQUENCY: 1220 kHz; 98.7 MHz
POWER: 1kw; 2kw at 614 feet
FORMAT: News/Talk; Oidies

' WAAW-FMIWIIlIston

PRICE: Undisciosed

| TERMS: Terms unavailable
BUYER: Frank Neely. Phone: 803-
329-2664. It owns two other stations
This represents its entry into the mar-
ket.

| SELLER: Brown Family Broadcast-

‘ ing Inc., headed by President
LaTonya Brown. Phone: 706-724-

| 9490

[ FREQUENCY: 94.7 MHz

POWER: 2kw at 561 feet

FORMAT: Urban Oidies

WDAP-AM/Huntingdon
PRICE: $80,000
TERMS: Asset sale for cash
BUYER: Mark Johnson. Phone: 218-
681-3492. It owns no other stations.
SELLER: Dee Ann Perkins. Phone:
901-352-2189
FREQUENCY: 1530 kHz

| POWER: 1kw
FORMAT: Country/Talk

KIVY-AM & FMICrockett

PRICE: $1.1 milion
TERMS: Asset sale for cash
BUYER: Hunt Broadcasting, headed
by President Leon Hunt. Phone: 936-
| 348-9200. It owns two other stations.
This represents its entry into the mar-
ket.
| SELLER: James Gibbs. Phone: 936-
544-2171
FREQUENCY: 1290 kHz; 92.7 MHz
POWER: 3kw day/175 watts night;
50kw at 482 feet
FORMAT: News/Talk; Country

| KPAR-AM/Granbury

(Dallas-Ft. Worth)
PRICE: $150.000

Continved oa Page 14



www.americanradiohistory.com

RR.convention: 2002

%

¥ * The Beverly Hilton Hotel # Beverly Hills, California s

June 13-15

registration:

‘_'.‘-‘ﬂ ' - L " N 'FK" I"&" h_‘_J—-. [
. e ' e _.,...' ----"—90---.'5

ll hl

' : .cwwﬁﬁ'nli\acom 5 'Osmuom‘aﬁoﬁuevonemzm RIS s o
| & FAX this form to: (31 0) 203-8450 O SINGLE ON OR BEFORE MAY 3, 2002 t° $425 EACH
i* HOTLINE: (310) 788-1696 O 30R MORE® MAY 4 - JUNE 7, 2002 2 $450 EACH
e MAIL to: =
R&R CONVENTION 2002 (O SINGLE MAY 4 - JUNE 7, 2002 o $475 EACH
PO BOX 515408 O EXTRA THURSDAY COCKTAIL TICKETS S+ $85 EACH
Los Angeles, CA 90051-6708 O ON-SITE REGISTRATION AFTER JUNE 7, 2002 3+ $550 EACH
Please print carefully or type in the form below. Full payment must accompany * AR 3 Attencies Nemes Must Be Submitied Together

registration form. Please include a separate form for sach regestration. Photocopies
are acceptable. Registrations are non-transterable.

In addition... if you work in the Alternative, Active Rock or Smooth Jazz lormats
you may choose 10 attend one of the following lunches. PLEASE CHECK ONE ONLYH!

—— ALTERNATIVE & ACTIVE ROCK (Thursday) __ SMOOTH JAZZ (Friday)

Your lunch selection is FINAL. Seating will be limited and ticket
holders will gain entrance on a firsi-come, first-served basis ONLY!

@ mailing address: 150 3 00k Bk o e Y00 W 48 Mol a Rirch b

© method of payment :

Tite N
Brest
Acoount Number Exp. Date
Chy e Zip
Print Cardhoider's Name
Tetephone & -
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E-mat CANCELLATION POLICY: Al canceliations must be submitied in writing.

A tull refund less a $100.00 administrative fee witt be issued afler the convention
¥ notification is received on or before May 3, 2002. Cancellations received
between May 4-17, 2002 will be subject 1o a $150.00 administrative fee.

No refund will be issued for canceilations after May 17, 2002 or for “no shows.”

MERV GRIFFIN'S ¢
Tell them it's the Radio & Records Convention.
Please do not call R&R for hotel reservations. Thank you.
+* To confirm your reservation, your arrival must be
_ TYPE OF ROOM _ CONVENTION RATES guaranteed by charging two nights deposit 1o a major
SINGLEIDOUBLE $179. 00 credjt card, or you may send payment by mail.
~ S:ABANA ROOMS ] 32”” b3 Deposits will be refunded only if reservation is
JR. SUITES $350.00 snd up _ cancelied by May 24, 2002.
e 2* Reservations requested after May 24, 2002 or after
_ PENTHOUSE SUITES ~ $800.00 and up et foca it By BAsCURch B o
and may not be available at the convention rate.
For RESEBVATIONS, please call: i+ Check in time is 3:00 pm; check out tme is 12 noon.
(310) 285-1307 or 1-800-HILTONS
Mailing Address: The Beverty Hilton Hotel
www.beverlyhills.hilton.com 9876 Wilshire Boulevard, Beverly Hills, CA 90210

(Group Code: RRC)
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* Allen Henderson in the GM Spotlight, Page 9
¢ Industry X-ray continued, Page 10

“The groundwork of all happiness is health.”
— Leigh Hunt

* Michelle England on customizing your research, Page 11

management

marketing

sales

INDUSTRY X-RAY:

DRUGSTORES

AND PHARMACEUTICALS

B Radio is the prescription for drug marketers to reach consumers

With seven out of 10 adults 18

By Jeff Green and older buying prescription
Executive Ednorm drugs every month, the category

of pharmaceuticals combined
with pharmacies, drugstores
and beauty-supply retailers is
big business. Extrapolating
from RAB and Miller, Kaplan,
Arase & Co. research, there’s
| $457 million a year in radio ad-
vertising from this segment of
the $147 billion spent at drug-
stores and pharmacies each year.
Competitive Media Reporting
reports that of the $350 million
spent on advertising (all media)
in this category in 75 major and secondary markets,
just over 82% of that, $288 million, comes from the
pharmaceutical industry; the balance, $62 million,
is from the retailer side.

The pharmaceutical and drugstore category is
difficult to analyze because there are great variations
in the definitions of products and of types of retailers
in the available research. While CMR research reflects
very few pharmaceutical dollars going to radio, the
RAB reports that network and spot radio generated
$130 million from “medicines and proprietary
remedies” in 2000. That was nearly double the $70
million the RAB reported in 1999, so it's natural to
expect drugs and drugstores to remain one of radio’s
biggest and fastest-growing ad categories.

Is your station getting its fair share of the big
budgets being spent on drugstore and pharmaceutical
advertising? Possibly not: Drugstores and drug
companies use a lot of competing media — especially
magazines, TV and Sunday newspapers — all of
which are attractive to drugstore shoppers.

But this is an audience and an advertising market
definitely worth pursuing. In addition to the potential
ad dollars, drugstore shoppers are appealing as an
audience: They have money, they're educated, and
they shop. According to Media Audit, of the 92%of the
public who have listened to radio in the past week,
nearly 28% have visited a drugstore at least four times
in the past month.

WO ARE DRUBSTORE SHOPPERS?

Drugstore shoppers are more than likely to be
married, homeowners and physically active. They
lean decidedly female and are more likely to be
working mothers than to be any male demo. Not
surprisingly, and reflecting the need for prescription
drugs, drugstore visitors index strongly in the 50-plus
age groups. In fact, American Demographics reports
prescription drug use nearly triples between the ages
of 45 and 75.

These shoppers are more educated than the norm,
with many having college and advanced degrees.
They drink more wine than beer, and, being weight-
conscious, they prefer bottled water and diet soft
drinks to regular soda.

These shoppers are more likely to be white or black;
Hispanics and Asians index very low in the category,
suggesting a possible opportunity for stations
targeting these listeners. The statistics might lead one
to conjecture that Hispanics in particular may not be

Here's how much radio gets of ali drug-category
advertising (80% of which is pharmaceutical spending)
in 25 selected top 40 markets. No. 13 is the median
market.

Median 29.5%
High 21.4%
Mean 21.0%
Low 12.2%
2001 overall radio growth rate: 8%
2001 drug-category
overall radio growth rate: +12%
Drug category as a percentage
of total radio expenditures: 2.5%

Source: Miller, Kaplan, Arase & Co.

benefiting from medical insurance coverage for the
doctor visits that generate business for drugstores.

Contrary to the image of drugstores as “everyman”
destinations, these retailers attract affluent shoppers
who also spend an unusually high amount of money
in supermarkets — a competing business for radio
sellers to emphasize.

In short, if your station has a prestige profile of
educated, affluent and active listeners, you should be
outperforming your competitors in this advertising
category.

SNAPSNOT OF A DRUGSTORE CUSTOMER
Drank wine three or more days in the
past two weeks 129
Affiuent working women: $50,000-pius
family income 126
Graying affiuents: 50-plus w/famity
income of $50,000-pius 124
Five or more Intemet purchases in past year 124
Supemmarket spending of $150-plus per week 123
On a diet four or more weeks in the past year 121

Usually drinks diet soft drinks 120
Retired 19
Ages 65-74 118
Ages 75-plus "7
Ages 85-plus 17
Advanced college degree 117
Affluent empty-nester: $35,000 or more, no
kids at home, 45-plus 118
Ages 50-pius 116
“Ages 55-64 115
Women 18-plus 114
Household income of $100,000-plus 112
Household income of $75,000-plus m
Household income of $60,000-plus (35-64) 110
College graduate (one or more degrees) 109
Used the Intemet in the past month 109
Homemaker 108
Exercised 12 times or more at heaith club
in past year 1 108

Source: Media Audit

SEEDING AND SELLING POINTS

* Drugstore shoppers are concerned about their
health. If your station has a strong 50-plus audience,
you can capitalize on their drugstore-shopping behavior
and lifestyle issues. Drugstore shoppers are much
more likely to be planning a hospital stay in the coming
year, and they have the insurance to pay for it. They diet
and drink bottied water. There's a real opportunity to
reach listeners by creating health fairs, walkathons and
related activities. Since drugstore shoppers index high
with diet soft drinks (120), tie your local bottier or
distributor into these events. Drugstore-related com-
mercials will stand out when tied to heaith talk shows
and a “Heaith Tip of the Day.”

*Target specific newspaper sections. Drugstore
shoppers read the papers, particularty the following
high-indexing sections: lifestyle and fashions (134),
weekend home section (134), weekend trave! section
(131), food (130), neighborhood news (130), movies
and entertainment (129) and the TV-schedule book
(125).

¢ Take advantage of this campaign yeer. Indexing
from Media Audit reveals that drugstore shoppers are
politically active: They're more likely to vote than the
average person (114), and they iean Democratic (108)
vs. Republican (99) or independent (96). With the 2002
campaign season coming up, there’s an opportunity to
position drugstore advertising with news coverage and
political tatk programming. No wonder politicians bang
the drum on health care: Not only is it a populist
message, the issue appeais 10 affluent, educated
voters.

* Stress convenience, price and selection in your
drugstore copy points. WSL Strategic Retail says
these are the primary reasons for shopping a particular
drugstore. Convenience led the way with 82% of
responses, followed closely by price, 80%; selection,
57%: habit, 40%; and service, 35%.

* Know the best-selling prescription drugs. IMS
Health reports thit generic drugs accounted for only
7.5% of prescription-drug dollar sales in 2000, but they
made up 42.2% of all prescriptions written. What are
people buying? Antiuicer drugs, cholesterol and
triglyceride reducers and antidepressants are the big
three; each generates at least $13 billion in sales per
year. In 2000 the leading prescription drugs (in sales)
were Losec/Prilosec, Lipitor, Zocor, Norvasc, Ogastro/
Prevacid, Prozac, Seroxat/Paxil, Zypresxa, Celebrex
and Zoloft.

TOP 15 FORIATS FOR ACTVE DRUGSTORE SHOPPERS
Below are percentages and indexes for listeners

to the following formats who have visited
drugstores at least four times in the past four weeks.

Format Percentage index

Easy Listening 78 138
Active Rock 36.2 135
Classical 35.0 130
News 35.0 130
Adult Standards 34.9 130
Gospel 328 122
Rhythmic Oidies 319 19
Talk 35 117
News/Talk N2 116
Oldies 30.9 115
AC 0.4 113
Sports 30.3 13
Urban AC 30.0 12
Smooth Jazz 29.8 1
Hot AC 29.5 109

Continued on Page 10
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Greenville, SC-based GM Allen Henderson. Com-
bining his lifelong passion for radio with a com-

cial devotion to the staffs of WLF}-AM & FM and
the other “His Radio” stations he manages. The sta-
tions” community contributions are reciprocated by
donations that fund the FM operations. Commer-
cial WLF}-AM is separately owned from the FMs,
and Allen handles the station as an LMA for, re-
markably, Clear Channel. Regarding himself more
as a teacher than a preacher, Allen uses the airwaves
as a caring voice to inform, comfort and inspire —
asentinel among signals, providing guidance, trust
and spiritual solace. Congratulations! -

I decided to enter the world of. broadcasting
because....

“l was always fascinated as a kid growing up in
Sikeston, MO by how radio came through the

the afternoon for the kids; it was a great-sounding  on the air.”

| \JJ G, WLFA.FWshevile, NG; WLF.-AM & FWGreenvilleSpartanburg
A ¥ m— SC; WMBJ- FWMyrﬂe Beach, SC; and WLFS-FM/Savannah, GA

B This transdenominational minister channels spiritual nourishment through radio

Many broadcasters in radio will tell you they feela  station. | worked there three years and became PD.”  What's the biggest difference
calling to the business, but that's especially true for o1 did you advance to the job you have now? between commercial and lis-

“l wanted to go into the ministry and enrolied in
. ; ; bible college in Springfield, MO, where 1 got a part-
mitment to religious pursuits, Allen brings a spe- - ' €ge In Spring § N , ST e “With a noncom, vyour

time airshift at KLFJ-AM, a new commercial Y

Christian station. | realized there were ways other ~SPOnsors are your listeners.
than by being a pastor that 1 could serve my calling; | ¢
the station was the best training | could have committed to your faith in a professional way on-air
received. After graduating in ‘79, | worked there full- and,also be real in the same way on the streets. You
time four more years, until | met Jim Campbell of <can’t be one way " ory the air and another way in
WCIE/ Lakeland at a religious broadcasting seminar.  Public. We don’t try to sound religious; oo format
Jim was starting new listener-supported WLF}-FM; and presentation are very contemporary.
Greenville and offered me a job at $180 a week Any recent station efforts or moments of which
working on-air, scheduling spots and doing you’re particularly proud?

airwaves, especially distant stations from Chica- community PR. It was all arranged over the phone; I
g0, San Antonio, New York and Cleveland. As a came out here sight-unseen and have been here ever
teenager | used to record music and spots off the  since. | moved up through MD, PD and Operations
radio, put them together on a reel-to-reel and play  Director and became GM 12 years ago. A couple of

D). Going into Christian radio was a natural — it  years ago we picked up 50-kilowatt WLFJ-AM as an “Pastoring a church or teaching. | do teach part-
married the things that | wanted to do most.” LMA.” time at North Greenville College. However, not to
First job in broadcasting: The most challenging aspect of being a GM is.... spxrltcl;.:llfrz‘e N b;" . le ‘: sl?nszo'f '“'5?"::' of P“"lpf"sel

“In 1972, just after high school, a local radio “Several things: keeping the team together and A S v i s Ay e i A,

salesman referred me to Barney Webster, part dealing with staffs that are spread out. Discovering
owner and GM of nearby KYMO-AM/East their talents, making sure they’re all in the right place
Prairie, MO — a 250-watt clear-channel station to work at their best and finding new people. Finally,
that covered parts of five states. Barney, who'sstill  balancing the business side of our ministry. During
there, liked to take entry-level people and teach  our annual fund-raising Share-a-thons, it amazes me “Our generous, giving listeners who gave their
them everything about the business. We played and means a lot that people care enough about a time, talents and materials to build our studios debt-
country in the morning for the farmers and rock in  radiostation to send itover $1 million per year tostay ~ free. I'd like to honor our listeners for that. Also our

k The GM Spotiight is selected by your nominations. Acknowiedge the GM who made a difference in your career! E-mail nominations to jgreen @ rronline.com. )

ALLEN HENDERSON

-(Radlo Training Network)

tener-supported Christian
stations?

When you're a Christian station you've got to be

“As a group, we just raised the money to rebuild
a predominantly Christian station for the 5,000
convicts inside Angola Prison near Baton Rouge. We
all broadcast a fund-raiser together and raised
$124,000 in three hours.”

My mentors have been....

“l learned so much from Barney about how to do
radio. He was brilliant. Jim Campbell is unquestion-
ably another.”

" NETWORK

If Lweren’t in the radio business, I'd probably be....

such a tremendous debt to the people who listen and
support us, as well as to the people who have helped
me along the way.”

I'm most proud of....

great staff, who are very dedicated.”

pros M3 NMovE

* Gary Mincer is promoted to the newly created post of Regional Director/Sales for the
Northeast Ohio division of Clear Channel Radio. Mincer moves into the role after three years
as Director/Sales for the company's six-station Cleveland cluster.

* Sue Swenson joins Talk America Radio Networks as VP/Director of Sales. Swenson
spent several years at Premiere Radio Networks, where she was Sr. VP/West Coast Sales,
focusing on new business development. She was most recently President of a nationat
health radio network, where she marketed talk shows to the advertising community.

¢ Lenny Geist is the new GSM at Journal Broadcast Group's KVOO & KXBL/Tuisa. He
was most recently GSM of Clear Channel’'Yuma, AZ. Geist also spent several years as a TV
account executive and as an NSM in Oklahoma City.

+ Radio veteran Clark Smidt exits his post as Regional Market GM at Tele-Media's New
Hampshire FM stations (WHOB/Nashua, WLKZ/Laconia and WNNH/Concord) for new
opportunities. He remains a sharehoider in WNNH and WHOB. Smidt can be reached at
978-470-2120.

« Syndicated Solutions Inc. names Howard Silverman and Tom Murray Sales Directors.
Murray is based at SSI's Northeast headquarters, while Silverman sets up shop at the
company's West Coast sales office in Los Angeles. Prior to joining SSI Murray served as
Director/Marketing for the Country Music Association; he has also served as Director/
Marketing for Viacom's CMT and TNN. Silverman has been a Sales Manager at Innovex and
District Sales Manager for MMD Inc.

*Media Positioning, a Los Angeles-based media-marketing and -positioning
consultancy, has launched a new radio marketing and promotional service, Monday
Moming Marketing Meeting. For more information, e-mail mediapositioning @ aol.comor call
310-452-7126.

CAUTION:

__holes Ahead

CAUTION:

Pot holes Ahead

Traffic / Breaking News

[ HOLE-TER THAN THOU |

WFBQ/Indianapotis morning stars Bob & Tom tantalized drivers with a not-so-cryptic two-part
interstate highway billboard campaign; first, the ~ _ holes” message ran, followed two
months later by a board with the blanks filled in. At one pomt the first board was vandatized by
a person wantmg to guess the word on their own. As you would expect, the graffiti artist did
not write in “pot.”

www.americanradiohistorv.com
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INDUSTRY X-RAY ;
Continued from Page 8
TOP-INDEXING FORMATS FOR PRESCRIPTION-DRUG BUVERS

Next are percentages and indexes for listeners to
the following formats who have made prescription-
drug purchases for themselves or someone else in the

past 30 days.
Format Percentage index
Easy Listening 81 116
Gospel 80 114
Aduh Standards 79 112
News/Talk 73 105
Soft AC 73 104
Oidies 72 104
News 72 104
Country 72 103
TOP DRUGSTORE CHANS

Sales, in bilkons of dollars, for the year 2000.
Waigreens 216
Ccvs 20.1
Rite Aid 145
Eckerd 13.1
Albertson'’s in-store drugstores 125
Source: Drugstore News, 2001

T0P ASS MERCUANTS I PRARMACY SALES

Sales, in millions of dollars, for the year 2000.
Wal-Mart 7,250
Kmart 1,863
ShopKo . 685
Cosico 643
Target 400
Source: Drugeiore News, 2001

TOP SUPERIMARKET PRARSIACY CHANS

Sales, in millions of doltars, attributed 0 pharmacy
items for the year 2000.
Kroger 3,400
Safeway 2,150
Ahold USA 1,700
Winn-Dixie 1,000
H.E. Butt 856
Source: Drugstore News, 2001

TOP NATIONAL SPOT DRUGSTORE RETALLERS

In a survey of 75 major and medium markets,
here’s how much is coming to radio in terms of
national spot buys, in thousands of dollars.

Ccvs 1,899

Genovese 1,407

Phar-Mor 640

Waigreens 592

Eckerd 428

Snyder 407
TOP-BIDEXING MARKETS

So where do drugstore shoppers live? Here are
the most active metros where people have shopped
at a drugstore at least four times in the past four
weeks.

1 Providence 167
2 Cleveland 151
3 Boston 143
(tie) Detroit 143
5 Buftalo 135
6 Hartford 133
(tie) New Haven 133
8 West Palm Beach 132
8 Philadeiphia 123
10 Indianapoiis 122
(tie) New Orleans 122

Source; Media Audit

MEDIA ADVERTISING BY MARKET:
PHARMACEUTICAL HOUSES AND RELATED RETAILERS

Below is total 2001 spending, in thousands of dollars, in selected markets. PH stands for
pharmaceutical houses; PH & BS represents pharmacy, health and beauty-supply stores. Where
totals exceed line items, the balance is in print supplemental ad spending and outdoor. Certain metros
have been excluded if newspaper information was not available or if they are counted as part of larger
markets.

Rank Market Nat'l Spot Radio Spot TV Sunday News Daily News Total
1 New York PH L] 1,353.33 335.94 469.20 2,158.70
PHA&BS 1,535.51 2,991.47 10,659.17 3,767 .44 18,957.48

2 Los Angeles PH ] 627.09 214.90 772.08 1,614.07
PHA BS 27.35 6,416.02 14,681.14 4,970.25 27,290.48

3 Chicego PH (1} 11,813.60 182.73 563.00 2,015.34
PHA BS 28.35 5.072.91 14,289.23 1,973.83 21,488.28

4 San Francisco PH 0 134.67 149.43 491.71 775.81
PHA&BS 71.63 310.48 9,008.48 5,974.77 15,423.36

5 Dallas PH 0 404.65 84.67 23027 719.50
PH&BS 0 1,017.31 9,796.46 2,115.08 12,945.25

6 Philadeiphia PH 0 277.94 234.43 591.92 1,104.30
PH& BS 560.28 1.586.15 5,030.37 3,480.89 10.806.36

7 Washington,DC  PH 0 204.08 144.26 796.76 1,244.90
PH&BS 208.45 968.60 6,833.71 720.11 8,793.47

8 Boston PH 0 216.91 76.98 196.70 492.59
PH & BS 385.42 2,001.87 7.942.03 818.70 11,132.88

9 Houston PH 0 546.50 g2.41 328.31 967.23
PHA&BS 145.56 1,409.61 165.56 1,390.95 3,118.29

10 Detroit PH (] 584.20 108.72 667.21 1,360.13
PH& BS 308.20 758.10 178.79 483.19 1,753.85

11 Atlanta PH 0 2868.13 76.82 185.97 548.92
PH& 12.01 1,20593 3,649.49 1610.45 6.838.77

12 Miam PH 0 304.69 151.10 296.31 842.09
PH & BS 130.52 2,118.40 7.546.95 2,623.03 12,475.33

14 Seattie PH 0 233.09 61.83 324.07 619.59
PH& 108.47 756.64 229559 1.215.51 4,305.15

15 Phoenix PH 0 215.68 83.72 220.31 519.69
PH&BS 97.70 1,083.96 2,488.71 404.81 4,085.17

16 Minneapoiis PH 0 308.77 62.72 161.28 519.77
PH& BS 19.80 136.32 4,505.04 42253 5,182.50

17 San Diego PH 0 7455 0 70.69 14524
PHA&BS 0 975.61 2,793.96 623.22 4,394.29

19 8t. Louls PH 0 08.34 67.99 104.58 238.91
PH&BS 0 308.50 1,177.80 683.58 2,176.73

20 Baitimore PH 0 136.45 62.19 70.85 269.48
PH & BS 2320 305.93 2.088.74 220.70 2,618.57

21 Tampe PH 48.12 196.61 130.53 327.73 702.98
PH&BS 0 1,81528 2,654.60 1.576.68 6,237.44

22 Denver PH 0 152.91 128.70 279.68 561.29
PH & BS 1] 12.87 3,500.71 885.70 4,379.28

23 Pittsburgh PH 0 109.72 72.92 170. 352.97
PH&BS 516.85 1,151.18 1,108.00 1,052.62 3,831.69

24 Portiand, OR PH 0 34.08 0 0 34.08
PH&BS 0 184.38 929.72 466.07 1,580.17

25 Cleveland, OH PH 0 289.03 67.38 163.14 519.54
PH& BS 152.75 951.62 2,108.43 487.99 3.600.28

26 Cincinnati PH 0 94.82 0 0 94.82
PH & BS 124.44 304.69 92.07 124.49 745.48

27 Sacramento PH (1] 44.94 67.52 114.10 226.56
PH&BS 4.68 51123 1,003.08 843.68 2,362.97

29 Kansas City PH 0 46.22 388.04 317.21 751.48
= PH&BS 13.11 545.29 2,002.55 909.85 3,630.12

31 8an Antonio PH 0 3R.74 0 0 32.74
PH& BS 0 33.06 53.07 485.21 551.33

32 Milwasukee PH 0 216.21 0 ] 216.21
o PH&BS 123.98 405.51 5227 33.41 615.17
34 Salt Lake City PH 0 55.41 0 0 55.41
PH&BS 11.82 133.61 243 12.09 159.65

35 Providence PH 0 48.06 0 0 48.08
PH& BS 0 279.10 348.93 218.38 827.41

36 Columbus, OH PH 0 193.48 0 0 193.46
PH& HB 159.85 10.64 50.09 123.08 351.55

37 Chaeriotte PH [} 228.97 0 3.92 232.88
PH & HB 166.51 745.59 2,727.09 735.80 4,421.38

38 Norfolk PH 0 114.06 0 0 114.08
5 PH & BS 38.12 274.73 715.44 541.31 1,569.59

39 Oriando PH 10.80 158.20 66.78 46.76 282.54
PH & BS 0 768.30 165.48 1,487.27 2,562.20

40 indienapolis PH 0 350.26 0 0 350.26
PH& BS 131.39 690.57 2480 340.82 1,228.17

Source: Competitive Media Reporting
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CUSTOMIZE YOUR RESEARCH STRATEGY

Don’t spend your money until you know exactly what your goals are

By Michelle England The words size doesn’t

matter do not, typi-
cally, apply to research. In
general, the more detailed,
specific and on-target your
research goals are, the larger
your budget will need to be.
But those of us with limited
funds for research have to be
a little more creative in our
approach. We have to build
our own plans and keep an
open mind — especially
those of us who work in for-
mats in whose targets we are
not personally included. In
those cases, building a mind-
set that recognizes the cares, concerns and desires
of your core is a challenging ongoing task.

Let's look at two hypothetical stations: a Rock
station with young men as its core audience and a
sizable marketing budget, and an Oldies station with
an average marketing budget.

CARS, SPORTS AND ACTION MOVIES

Let's start with the Rock station. If you're the
marketing director, you must get inside the head of a
25-year-old guy. (I know, | feel your pain.) What is cool,
interesting and necessary for young men these days?

First of all, get a subscription to Stuff or Maxim or
both. These are the must-haves for guys, and they’'re
full of great information, from the articles to the ads
(the girls go without saying): What companies
advertise in these magazines? They are after the same
guys you are. What are the topics of the main articles?
Do they tell you what’s on the minds of your target?

Next, get into sports — at least the major ones that
are universally popular with guys, such as NFL
football, major-league baseball and college hoops.
Make time to watch SportsCenter on ESPN, if not the
games themselves, or get ESPN magazine. Include
sports websites in your bookmarks, and take time to
read them. If you have local sports teams, get to know
who the players are, and be aware of front-office
contrpversies and other hot topics. Read the sports
section of the newspaper, get to know a local sports
reporter and go to some games. Maybe you'll discover
that the coolest sport right now is extreme rock
climbing. If it is, then that should be part of your next
station trip.

On to cars. If you can stay aware of the coolest cars
on the market, you’ll be in tune with your core. Once
boys fall in love with Hot Wheels, they don’t change
until they die (even then, I'm sure there’s a NASCAR
track in heaven). Find some great car websites, and
order Car and Driver. At the very least, get yourself a
subscription to Consumer Reports, which every year
does in-depth, unbiased testing of new cars. Check out
Motorueek on cable — and you can never watch
enough of the Speed Channel.

Drag yourself to all the action movies — these are
the shows that the guys are taking their girlfriends and
wives to see. See what The Sopranos is all about, and
watch Sex aind the City — it's where guys go to get the
inside scoop on girls. Read your Branduvek or the sales
manager's Aduvertising Age, and check out the company
ads for those shows; they’ll tell you who they're
targeting and who they’re reaching. Knowing the
shows that are popular with your core will help you
understand what these guys like in entertainment and

what they want from your radio station.

RELATIONSHIP MARKETING

Now that you’ve got some great ideas for promotions,
events and stunts designed to appeal to your target
audience, how can you take the next step and get their
feedback? In any given market, there’s only a handful of
guys who will actually take the time to fill out an Arbitron
diary. Guys are perhaps the toughest cell to capture
because they don’t have the time to fill out a diary, and,
generally, they don’t care. You need to do your best to find
the ones in your core who do care and make them your
friends. Easier said than done, | know. But if you have the
means, relationships can be one of the strongest tools your
station has to keep loyalty high.

Ask your PD if you can add a few questions to each of
the station’s perceptual studies and music tests. Even if
they’'re from a small group of people, the answers may
give you some idea of how a promotion will be received.
These test-takers are also the people you should request e-
mail correspondence from, especially if they’re screened
P1s or P2s who are willing to participate in surveys.

Our hypothetical Rock station has a budget set aside
for relationship marketing. At every event or promotion

Although we are not all fortunate
enough to have integrated rela-
tionship-marketing programs,
there is a lot we can do to under-
stand, empathize with and drive
our core audience.

s =i S

that attracts the station’s core, a small group of staffers
should be on-site with some sort of polling booth. For
example, at a local rock concert or car show, the station
staff can conduct their own version of a “Hot or Not?” poll
and give each guy who participates a small prize, like a
pizza coupon or a free bottle opener. (Hot or Not —
wunw.hotornot.com — is a website where you can vote on
complete strangers’ looks, rating them from one to 10.
Shallow, | know, but guys love it.)

On each poll sheet, request permission to send e-mail;
if the answer is yes, put that person into the station’s
working database. Your e-mail correspondence should
include brief requests for information in exchange for
simple but exclusive rewards. But know this is an
expensive campaign. The information will change
constantly as people’s circumstances change — they
move, change jobs, etc. But it's a system that allows you to
have direct, two-way communication with the members
of your core who are likely to keep diaries. If you are doing
everything else right and the station is delivering the
music and entertainment these listeners want, the added
reinforcement of interactivity can only solidify the
relationship.

BUT WHAT ABOUY CONTESTS?

Notice that I haven’t mentioned contests yet. That's
because only a minute percentage of your audience will
take the time to enter a contest, no matter how easy it is.
And that minute percentage is also playing all the contests
on all the other radio stations. Capturing one of those
people when and if they ever receive adiary — at the same
time as they’re playing one of your contests — is nearly

impossible. Don’t waste your precious time and
resources on a contest unless it’s cool enough that your
core will talk about it with their friends and you're
absolutely sure they’ll identify it as your station’s
contest.

1 heard about an excellent contest at a PROMAX
convention a few years ago. A station that targeted
young men held preliminaries for the chance to be part
of the station’s first annual Running of the Sheep. It was
held in the heart of the city in June, to correspond with
the running of the bulls in Pamplona, Spain. Guys
would fight for the chance to be among the chosen few
to jog down the street with a flock of sheep. It was
hysterical, received a lot of local press, sounded really
funny on the air and was a tremendous success in
terms of unaided recall in subsequent years.
Remember, with contests, it's not the appeal of
winning but how much you entertain the audience that
will make them remember you.

BOOMERS ON A BUDGET

Next up is our Oldies station. A lot of the tactics we
used for the Rock station — with, of course, a different
focus — can be used here as well. If you're this station’s
marketing director, ask someone on the staff or in your
family who is 50 or older to join AARP, and read the
organization’s My Generation magazine. Look at the
companies that advertise there.

Watch VHI, Lmwe & Order and HBO — baby
boomers do. Talk about local sports and about the
schools your listeners’ kids attend. A recent issue of My
Generation listed the top 10 most popular websites
among boomers; the list included travel, health and
financial sites.

Since your Oldies station has only an average
marketing budget, there may not be money to pay for
outside relationship marketing, but you can always
conduct your own. Set up your booth at local lawn and
garden shows. Hold an online poll about the best
vintage hot rods or who should win at the Oscars, and
offer small rewards for participating. Throw in a few
questions about your station and an event or
promotion you're considering, and see what you get
back.

In my latest issue of Triathiete magazine (I know, I'm
a freak). there was a huge article on the AARP Tri-
Umph Classic, the first-ever triathlon strictly for adults
45 and older. Entries filled up within two weeks of the
event’s being announced, and it was tremendously
successful — not just for the athletes, but with the press
and sponsors. If | were running this hypothetical
Oldies station, that would be food for thought.

Although we are not all fortunate enough to have
integrated relationship-marketing programs, there isa
lot we can do to understand, empathize with and drive
our core audience. With a small amount of money and
a big investment in time, thought and commitment,
you can gain long-term ratings success — and financial
success as you bring your expertise to your top
advertisers.

As a final thought, Stephen Colvin, President of
Dennis Publishing USA — publisher of Stuff and
Maxim — said in a recent issue of Brandweek, “1ooked
at the newsstand and thought, ‘What adowdy mess.” It
was all people trying to justify that they had a very
important profession. That's not what magazine
publishing is about. It’s just a little fluff in people’s
lives. And if you treat it like that, then you're quite
willing to make it into an important piece of fluff in
people’s lives. And that’s what we’re all about.”

Guess what — us, too!

Michelle England is Director/Sales Promotion for
Susquehanna/Kansas City. She can be reached at
913-514-3143 or mengland @ susgkc.com.
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if You Can’t
Beat ’Em,
Scream At ’Em

The CARP performance royally issuc was
all over the floor of the NAB carlier this
month, gencrating com-
ments from webcasters
who were there to leam
from the pros and from
pros concerned that the
math involved in the
CARP’s proposed (ce
structure 14 cents
per performance for In-
ternct-only ‘webceasts
and .07 cents perperfor-
mance for AM and FM
streams. plus a 9% cphemeral license fee
may not be anywhere near realistic.

The overwhelming sentiment in the busi-
ness is that the CARP panel is detached from
reality and that if these fees are imposed. the
death of certain popular online channels
would be imminent. Stations would rack up
an unbearable amount in fees going forward
and would have a mere 30 days 10 come up
with the cash for all fees going back more
than three years. And another specter has
been raised. by the Electronic Frontier Foun-
dation: listener privacy.

EFF attorey Fred von Lohmann complains
that the new record-keeping requirements
CARP pluces on the table arc overly burden-
some. After all. he says. when one listens to
the radio. one does so in relative anonymity.
He points out that the data points required 1o
be trucked by webcasters (and by broadcast-
ers o, by the way: they're not exempt from
this requirement) are pretty heavy — every-
thing from the usual title. album and genre info
1o geographic and time-of-day information 10
unique user 1Ds. plus dozens ol other data
points for cach and every cut played on a web-
cast music channel.

This is a land grab by the copyright hold-
ers, says von Lohmann. with the labels want-
ing to invade listener privacy for data-mining
purposes. That's why EFF has decided to jump
into the CARP controversy, adding its com-
ments 10 the written and vocal hailstorm that
the Copyright Office has been in since the fee
recommendations came out in February.

There is a certain desperation in the tone of
many partics opposed to the fees. “If these fees
2o through. that will be the end of WOLF-
FM.com.” says Steve
Wolf, owner of onc of
the "Net's most popu-
lar Shoutcast chan-
nels. His take on the
CARP math bears out his fears. But the RIAA
disagrees and has pooh-poohed webcasters®
caleulations in the press. including in an ani-
cle in the New York Times. But the organiza-
tion also muddics the waters a bit by calling
into question the audience projections that
some sites have used and webcasters® calcula-
tions of what they would pay.

The RIAA responded to our inquirics on
this issuc by saying that it will review the lan-
guage on the website to clarify its stance.

David Lawrence

| David Lawrence is heard daity on more than 150 radio stations ‘

on his nationally syndicated shows: Onine To-might. a mightty
Imgh-tech and pop Culture talk show. the East Coast moining
diive news siot for CNET Radie and XM's Channet 130; and Aer
Musx Ci the official for music heard va
the internet. He is basad in Washington, DC and 1§ heard on
hundreds of stations, including WGN/Checago, KFBK/Sacra-
mento and WBLAM & FWChariotte. You can reach him at
dwmmusa:.aﬂammmcom of by calling 800-396-6546
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CHR/Pop

ARTIST COrTate

ALANIS MORISSETTE Under Rug Swept’ “Hands™
NICKELBACK Siver Side Up/ “Remind”
JENNIFER LOPEZ J. Lo/ “Funny”

JA RULE Pan Is Love/ “Time™

PUDOLE OF MUDD Come Clean “Blurry”
LINKIN PARK Hybnd Theory/ “End”
LUDACRIS Word Of Mout/ “Rolt”

CREED Weatherad/ “Saciilice™

PINK Missundartood’"Don't”

ALICIA KEYS Songs In A Minot/ “How™
ENRIQUE IGLESIAS Escape “Escape”
INDIAARIE Acoustic Sow/ “Video™

KYLIE MINOGUE Fever/ “Out”

MARY J. BLIGE Mo More Drama’~Drama”
CITY HIGH City Hoghy “Caramel”

SHAKIRA Laundry Service/ “Clothes™

NO DOUST Rock Steady/ “Baby™

P.0.0. Satetite’ “Youth”

ASHANTI Ashanty “Fooksh™

VANESSA CARLTON Be Not Nobody/ ~Miles”

Country

ALAN JACKSON Drive/ “Drive” {
SOGGY BOTTOM BOYS O Brother Where .. 7/ ~Sorrow”
GARTH BROOKS Scarecrow, “Squeeze™

GEORGE STRAIT The Road Less Traveled/ ~Living”
MARTINA MCONIDE Greatest Hits' “Blessed”

TIN MCGRAW Set Thes Circus Downy “Cowboy”
BROOKS & DUNN Steers & Sirpes/ “Goodbye”

TOBY KEITN Pulf My Chawy “List*

CHRIS CAGLE Play it Loud/ “Breathe”

TOMMY SHANE STEINER ihiat 1 She's A Anged/ “Angel™
DIXIE CHICKS Fly/"Dance”

TRAVIS TRITT Down The Road | Ga/ “Modern”
RASCAL FLATTS Rascal Flatrs/ “Movin™

STEVE HOLY Biue Moon "Morming”

KENNY CHESNEY No Shoes, No Shirt./“Young™
TRACY BYRD Ten Rounds/ “Ten”

PHIL VASSAR Pril Vassar/ “That's”™

JEFF CARSON Real L fe’ "Real”

CYND! THOMSON My Worid “Always™

CAROL YN DAWN JOHNSON Room With A View/ ~Don't™

Hot AC

ARTIST COrTttie

NICKELBACLK Sitver Side Uy “Remind™

ALANIS MORISSETTE Under Rug Swept/ “Hands™
CREED Weathered/ ~Sacrifice”

NO DOUBT Rock Steady, “Baby”

MICHELLE BRANCH The Spirit Room/ “Wanted™
LINKIN PARK Hybrid Theory/ “End”

VANESSA CARLTON B¢ Xot Nobody/ “Miles”

PINK Mssundaztood "Party”

JEWEL T'tis Way/ ~Standing™

TRAM Drops Of Jupster/ "Drops,” “Fire”

EDOE VEDDER / Am Sanv “Hide”

DAVE MATTHEWS BAND £veryday, “Everyday”
GOO GOO DOLLS Guttertiower’ “Gone” |
SHERYL CROW C 'Mon. C'Mon/ “Soak”

PUDDLE OF MUBD Come Claan/ “Blurry”
MATALIE IMBRUGLIA Wheie Liies isiand’ “Wrong™
LIFENOUSE No Aame Face/ "Hanging”

KYLIE MINOGUE Fever/ “Out”

THE CALLING Camino Paimers/ “Wherever™

FIVE FOR FIGHTING Amerca Town/ “Superman” |

LwTw

Urban

ARTIST COTitle

ALICIA XEYS Songs in A Minor/ “How”
JENMIFER LOPE2 J Lo/ “Funny”

MR. CHEEKS John P. Keity/ "L ights™

JA RULE Pain Is Love/ “Time"

LUDACRIS Word Of Mout/ ~Saturday”
ASHANTI Fooksh/ “foolish”

IBICHAEL JACKSON /myncitwie’ “Butterfhes ™
USHER 8701/ "Call”

DMX The Great Depression’ “Miss™

FAITH EVANS Fathtuity “Love”

BABYFACE Face@face’ “Calin™

MARY J. BLIGE No More Drama’ “Rasny”
NAS Stiimatic/ “Wic”

METHOD MAN & REDMAN How High/ “Part”
RUFF RIDERS Ayde Or Die Voi it/ “She”
82K 82K/ “Gots™

GLENN LEWIS Worid Outside My Window: “Forget”
ANGIE STONE Mahogany Soul /™ Wish™
CRAIG DAVIO Born To Do iV °T

AALIYAH Adiivaly “More™

Smooth Jazz
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ARTIST COTse

ALICWA KEYS Songs in A Minoe/ “Falfin™
ENYA A Day Without Ram/ “Time™

CELINE DION A New Day Has Come’ "Day”
PETER WHITE Giow/ “Turn”

KIM WATERS £:om The Hoart/ “Dawn”
WAYMAN TISOALE Face To Face/ “Hide”
NICK BRAUN Xi:sses in The Ram/ “Use™
RUSS FREEMAN To Grover With Love/ “East™
BRIAN CULBERTSON Aice And Slow/ “About™
SADE Lovers Aock/ “Lovers”

BONEY JAMES Ride’ “See”

GERALD ALBRIGHT To Grover With Love/ “Winelight™

EUGE GROOVE £uge Groove/ “Sneak™

PAUL TAYLOR Hypnotic/ “Hypnotic™

MARC ANTOMNE Crussin’/ “Strip”

GREG XARURAS NightshAt/ “Nightshitt”
ACOUSTIC ALCHEMY Aart/ “Tutt”

RICHARD ELLIOT Crush/ “Crust®
RIPPINGTONS L /fe In The Tropecs/ “Caribbean”
ALFONSO BUACKWELL Refiections “Funky”

Altemative

ARTIST COTitle

MICKELBACLK Sitver Side Up/ "Bad”

LINKIN PARK Hybrud Theory/ “End.” “Papercut”
P.0.0. Satekite’ “Youth™

PUDOLE OF MUDD Come Clean’ “Blurry,” “Drift”
STAMND Break The Cycle/ “You™

BLINK-182 Jake Off Your Pants And Jacket' “First™
SYSTEM OF A DOWN Joxcty/ “Towcity”™
INCUBUS Morrng View/ “Nice™

JINMY EAT WORLD Bleed American’ “Middie”
HOOBASTANK oobastank ~Crawling

ADEMA Adema/ “Way

STROKES /s Thes i/ “Last™

UNWRITTEN LAW ENa “Red”

DEFAULT The Failout’ “Wasting™

CUSTOM Fast/ “Wister”

X-ECUTIONERS Buit From Scratch’“Down”
TROK TURNER Trik Tumer/ “Friends”

JACK JOMNSON Brusntire Fairytales/ ~Flake™
TOOL Lateralus’ “Lateralus”

COURSE OF NATURE Superkats’ “Caught™

E-charts are based on weekly rankings of CD sales, downioads and streams of artists online compiled
and tabulated directly from the logfiles of reporting websites. Reporters inciude Amazon.com, B&N
Radio, BarnesandNoble.com, BellSouth Radio, bolt Radio, CONow.com, ChoiceRadio.com,
Denver 93.3 Radio, DMX Music, Gracenote.com, iWonRadio, Launch.yahoo.com, MediAmazing,
MusicMatch, Music Choice, Radio.Beonair.Com (Frozen), Radio Free Virgin (Frozen), RealOne,
Spinner.com, The RadicAMP Network, and Voice Of America-Music Mix — Music Mix. Voice Of
Amenca-Music Mix is weighted based on traffic reports by web traffic monitor MediaMetrix. Charts
are ranked with a 50/50 methodology of sales data and streaming/airpiay data for the six reporting
formats. © 2002 R&R Inc. © 2002 Online Today, Net Music Countdown.
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p—4 gracenote.

Hugo Cole
General Manager/Data Services

www.gracenote.com
charts @ gracenote.com

Gracenote has well over 1 million unique daity
users of the CDDB Music Recognition Service.
Each time a consumer inserts an audio CD into
a computer with a CDDB-enabiled Intemet con-
nection, track information for that CD is dis-
played on the user's computer or device, and
the data is anonymously aggregated by CODB.
Here are the 50-most-played CDs last week:

DIGITAL Top 50

LW TW ARTIST Album Title Weeks On
1 1 LINKIN PARK Hybrid Theory 72
2 2 CELHIE DION A New Day Has Come <)
3 3 CREED Weathered 2
5 4 SYSTEM OF A DOWN Toxicty 32
8 § U2 ANl That You CanY Leave Behind 78
4 & ALICIA KEYS Songs In A Minor 42
§ 7 ENYAA Day Without Rain S8
T 8 MICKELBACK Silver Side Up k)|
19 9 SHAKIRA Laundry Service 2
11 18 ASHANTI Ashant: 2
§ 11 EMINEM Marshail Mathers LP 79
13 12 PUDOLE OF MUDD Come Ciean 19
12 13 LIMP BZXIT Chocolate Starfish.. Fi]
14 14 PINK Missundaztood 15
21 18 NELLY Country Grammar 76
15 18 ORIGINAL SOUNDTRACK O Brother. 18
17 17 LUDACRIS Word Of Mouf 20
19 18 BLINK 182 Take Off Your Pants & Jacket 44
20 19 BRITNEY SPEARS Britney 23
10 -20 JA RULE Pain Is Love 28
22 21 USHER 8701 a
44 22 DAVE MATTHEWS BAND Everyday 57
23 23 BEATLES One 65
25 24 STAIND Break The Cycle a7
33 25 LENNY KRAVITZ Greatest Hits n
24 26 P.0.0. Satelinte 17
27 27 DISTURBED The Sickness k'
16 28 VARIDUS ARTISTS .| Call Music. Vol. 9 4
28 29 PINK FLOYD Echoes (The Best of Pink Floyd) 23
29 30 ENRIQUE IGLESIAS Escape 15
— 31 GO0 GOO DOLLS Guttertiower 1
26 32 ORIGINAL SOUNDTRACK Moulin Rouge 24
35 33 JENNIFER LOPEZ J-Lo 4
— 34 SADE Lover's Rock %
47 35 TOOL Lateralus 43
38 M ALANIS MORISSETTE Under Rug Swept 7
40 37 MADONNA Music 79
38 38 MCUBUS Moming View 20
37 39 ORIGIMAL SOUNDTRACK Coyote Ugly L]
32 40 JONN MAYER Room For Squares 2
34 41 R KELLY AND JAY-Z The Best Of Both Worlds 4
— 42 JMIMY EAT WORLD Bleed American 1
38 43 WSYNC Celebrity 38
— 44 RADIOHEAD Kid A 2
~ 45 N0 DOUBT Rock Steady 12
46 4 PAPA ROACH infest 66
42 47 KYLE MINOGUE Fever

— 43 DIANA KRALL The Look of Love 1

48 49 3 DOORS DOWN Better Lite n

— 50 ADEMA Adema H



www.americanradiohistory.com

Lippincott Emerges
As Immergent Nat’l
Promotion Director

Immergent Records has tapped
Ric Lippincott as National Promo-
tion Director.
Based in Los
Angeles. he re-
ports to VP/Pro-
maotion Michelle
St. Clair and will
help manage the
field staff.

Lippincott was
previously CEO
of indic label Big
Horse Records.
Prior to that he
was Sr. VP/Promotion at Maverick
Records. In addition. Lippincott
created a Top 4) Promotion division
at Curb Records as VP/Promotion
for the label.

“Ric knows all the chicanery and
ricks when it comes to radio.” St.
Clair said. “Afier all. he invented
many of them when he was pro-
gramming in Chicago. Knowing
how stubborn he was with giving
up adds and returning phone calls,
| thought how perfectly suited he
was to deal with his former breth-
ren.

Lippincott noted. “Taking this job
was all about Michelle St. Clair.
Michelle and | worked well to-
gether at Morgan Creek. | tried 0
hire her when 1 was a Maverick: she
tried to get me in at Red Ant. Until
now the time wasn't right. I would
have come to Immergent just be-
cause Michelle asked me to, but
naturally | played hard to get. Then
she played Dishwalla, and 1
couldn’t stop myself from blurting
out. “Yes! Of course. Duh!™

Lippincott

Newsbreakers
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Welcome To Atlanta, Literally

So So Def recording artist Jermaine Dupri took his hit “Weicome to
Atlanta” seriously enough to make a rare in-studio appearance one
mormning on The Bert Show at WWWQ (Q100)/Atianta. Seen here pos-
ing are (i-r) host Bert Weiss, Dupn, co-host Melissa Lewis and co-

hostproducer Jeff Dauler.

WWLS-FM/Oklahoma City Goes Country

Oklahoma City got its fourth
Country station as Citadel's class A
WWLES-FM shed its “Sports Ani-
mal” image on April 11 to become
“The Bull 1049, with new calls
KQBL pending. The station will
compete in the market with Clear

| Channel’s KTST & KXXY and
Tyler's KKNG. WWLS's previous
Spons/Talk format moves up the
dial to 105.3. which had been home
1o Contemporary Christian KLGH.

The Bull is being overscen by
Citadel/Oklahoma City OM Chris
Baker. with CHR/Rhythmic KKWD
P} Steve English assuming pro-
gramming dutics. English spent

Pyle

Continued trom Page 3

continue to receive the most profes-
sional and most respected news ser-
vice.”

Pyle first joined KNX in 1985
following a decade at News
KFWB/Los Angeles. where he
served as both News Editor and
News Director. Prior to that he
worked at XTRA-AM/Tijuana-San
Diego. Since 1990 Pyle has been
Exec. News Producer at KNX. Dur-
ing his tenure he’s won numerous
awards for journalism excelience.
including several Golden Mikes
from the Southemn California Rudio
& TV News Assaciation. “I'm fill-

ing big shoces, so | guess it's good
that | have big feet.” Pyle told
R&R. “Bob Sims has always been
terrific to me: he has been a great
help to my carcer. and I've inher-
ited a great staff and a quality op-
eration from him. It's both a privi-
lege and a pleasure to have been
given this opportunity.™

As a result of Pyle’s promotion,
34-year KNX veteran newsman
Ronnie Bradford has assumed
Exec. News Producer duties for the
station. Bradford first joined KNX
in 1968 as a ncws writer and since
1980 has held the position of News
Producer. Both Pyle and Bradtord's
appointments are effective on April
29.

Karis-Madigan

Continued from Page 3
10 Director/Sales for the cight-sta-
tion group as well as for Clear
Channel’s Total Traffic Network
before taking on her most recent
post. Karis-Madigan continues 10
report to Clear Channel Sr. VP/
Southwest Regional Manager 1.D.
Freeman. who had been handling
day-to-day management chores for
the three AMs on an interim basis
since the departure of GM Joe Con-
way carlier this year.

Asked about the challenge of
managing cight radio stations,
Karis-Madigan told R&R. “The job
is not as hands-on every day as you
might think. We have a great struc-
ture in place here — with strong di-
rectors in programming. sales and
other arcas for all of our stations —

that allow me 1o do this job effec-

tively. I've had several months of
expericnce oversecing our five
FMs, and I'm now looking forward
1o gelling involved with all of our
termific AM propertics.”

nine years programming Smooth
