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Here today hear

Your passion for creating great radio got you where you are today.
Now it's time to take advantage of the techniques and technologies at
the NAB Show to ensure your programming will be heard everywhere
your listeners are tomorrow. This is the ultimate venue for exchanging
strategies and identifying sound solutions at the global level. And the
smartest way to guarantee the programming you create reaches more
consumers — at home, at work and at play.

At the NAB Show you'll find virtually every innovation driving production,

editing, programming, transmission, ad sales and new media solutions

Conferences: April 18—23, 2009 / Exhibits: April 20-23
Las Vegas Convention Center / Las Vegas, Nevada USA

www.nabshow.com
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for your thriving radio enterprise. Visit the unparalleled exhibit floor

to see, touch and test advanced technologies that enable HD, live
audio streaming, video archiving/streaming, revenue-generating web
sites and more. Then experience a wealth of hands-on educational
opportunities presented by top talent, producers, advertising
managers, PDs and web developers, the stars influencing today’s
best radio content.

Join professionals who share your passion for radio excellence at the
NAB Show this year. For more information, visit www.nabshow.com.

/BSHOW

Where Content Comes to Life™




SAVE THE DATES: R&R CONVENTION 2008, SEPT. 23-25 IN PHILADELPHIA
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Montel Joins Air
America

After 17 years hosting
his own TV talk show,
Montel Williams leaps
to radio, introducing a
syndicated show in
conjunction with Air

America Media.

“Montel Across

Williams

Arnerica” is set to
debut April 6 from 9 a.m. to noon ET. Williams’
background as a graduate of the U.S. Naval

Academy who completed 12 years of service,
retiring at the rank of lieutenant commander,
should bring a unique perspective to the pro-
gressive network. The network plans to devel-
op a new program with longtime host Lionel,
who currently airs in the time slot.—Mike Stem

For CBS, ‘Now’ Is The Time

At 5 p.m. March 11, CBS Radio debuted its
East Coast CHR/top 40 companion bookend to
Los Angeles’ Amp Radio, when WXRK/New
York flushed its “K-Rock” persona and
became “92.3 Now FM.” Any doubts that
Now FM had Clear Channel’'s CHR/top 40
powerhouse WHTZ (Z100) in its sights were
shattered by an opening promo: “Z100 was
born in 1983. CDs weren't in stores yet and
Ronald Reagan was president. Elvis Duran was
playing songs like ‘Hey Mickey’ and ‘Eye of the
Tiger. Z100, you've had the game to yourself
for almost 30 years, but that was then.” Now
FM is overseen by a brain trust that
includes CBS Radio VP of CHR program-
ming Dom Theodore and senior VP of pro-
gramming Greg Strassell. The station has
debuted two personalities: midday talent
Lisa Paige from WIOQ/Philadelphia and
afternoon jock Tic Tak, who worked for
Theodore at WKQI/Detroit.—Kevin Carter

McHugh Joins Cox/Atlanta

Jeff McHugh is installed as the new OM of
Cox AC WSB-FM (B98.5) and classic hits
WSRYV (97.1 the River)/Atlanta. McHugh,
known for programming Entercom hot AC
KRSK (105.1 the Buzz)/Portland, Ore., and
15 years at WKZL/Greensboro, most
recently spent time at KOIN-TV in Port-
land, Ore. “l can’t imagine a better place

for me in the industry than Cox Radio,” he
says. McHugh plugs the gap created when
Chris Miller exited in September; Miller
was recently named PD of WMVX and
WGAR/Cleveland.—Keith Berman
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R&R NewslFocus

R&R Talk Radio Seminar '09:
All About Content

The stars and decision-makers of American talk radio converged on Marina del Rey, Calif.,
for a three-day fest to dissect the format’s issues and get a bearing on where the format
is heading. The 14th R&R Talk Radio Seminar kicked off March 12 with an edgy open-
ing when Alex Nogales of the National Hispanic Media Coalition lashed out at Talk Radio
Network founder/CEO Mark Masters, accusing him of not controlling “hate speech”
and “dangerous” on-air remarks made against Hispanics by his stable of talkers, including
host Michael Savage. Masters charged Nogales to build a Hispanic-focused talk network.
Balance was also the key word the following day as Reps. Mike Pence, R-Ind., and Greg
Walden, R-Ore.,both former broadcasters, argued fervently against the return of the Fairness
Doctrine. Joined by Radio AmericaTalk host Roger Hedgecock and conservative program-
mer Brian Jennings, the foursome tried in vain to get Dial Global hosts Thom Hartnann
and Stephanie Miller, along with Media Syndication Services’ Paul Woodhull, to publicly
announce their support for return of the measure. But all three rejected the doctrine:*“Ninety
percent of talk radio in the country is conservative and only 10% is progressive,” Miller said.
“I dont want the Fairness Doctrine, but I would like to see fairness. Nobody is trying to
shut down right-wing radio. We just want a fair shot at stations with reasonable signals”’
In a session featuring decision-makers of talk radio, Fox News' Kevin Magee said,”Anyone
who thinks we are in the radio business ought to have their head examined,” stressing that the
format is about generating entertaining content that keeps listeners tuning in.—Jeffrey Yorke

Prevalence Of
Cell-Phone Only
Households In
2007

M Less than 10%

10% to less than 15%
1 15% to less than 20%
M Greater than or equal to 20%

A map of the Unsted States released by Atlanta-based governnent agency the Canters for Disease Control and
Prevention demamstrates how the percentage of coll phone-only households vanied from state to state in 2007,
Dlahoms and Litsh wese smong states with the Bighest peroentage ot CPC bouseholds, while Vermont and
South Hakota had the lowest percentages by a wide margin, The rise af CPO houssholds is becoming increasingly
importan to the racdio industry a5 Achiton and other resarch firms inchade CPO sampling in their ratings sureys.

RAB: ‘Change The Narrative’

ORLANDO—Keynoting at the RAB conference here March 17, founder of innovation consultan-
cy Play Andy Stefanovich urged broadcasters to “change the narrative” by making radio more
contextually relevant for audiences and to move from consultative selling to proactive selling,
which he defined as “capturing the audience’s imagination and getting them excited.” As with
the 2008 conference, “digital” was a buzzword with a dozen sessions
devoted to interactive campaigns and mobile. While ad dollars for tradi-
tional media are in free-fall, a group of mobile marketing execs said dur-
ing a session March 16 that budgets for mobile marketing are expected
to increase 40% this year, offering a ripe opportunity for radio.

Citing Nielsen data, Katz360 president Brian Benedik said 145 million
mobile media consumers are in the United States today. He said that

76% of listeners use text messaging and 66% “want to text with your

Stefanovich

radio station.” Weatherbug.com director of mobile advertising Erin
Wilson added, “Advertisers want to be part of radio’s mobile strategy.”

David Ross, chairman of mobile marketing and technology firm 3C Interactive, said ad agency mobile
marketing budgets are coming “fast and furious” and that listener databases are seen as “very valu-

able” by advertisers. lvan Braiker, CEO of mobile marketing company HipCricket, went as far as sug-
gesting that radio’s “license value is going down and [its] database value is going up.”"—Paul Heine /

RADAR 100: Radio
Reaching 234M

Radio reaches more than 234 million per-
sons age 12+ in the course of a typical
week, according to Arbitron’s RADAR 100
National  Radio  Listening  Report.
Additional findings: Radio reaches 89% of
teens ages 12-17, and network radio reach-
es 84% of adults 18-34. Since the
December 2007 RADAR 95 report, the
RADAR national radio hstening estimates
and network radio audience reports have
been based on PPM respondents from
within commercialized PPM markets and
on diary respondents from the balance of
the United States. Arbitron says the combi-
nation of PPM and diary respondents have
shown more listeners to radio in the course
of a week than the 2007 RADAR listening
reports, which were based on diary respon-
dents alone. As additional radio markets
transition to electronic measurement, total
radio reach is revealed to be larger than in
previous surveys.—\ike Boyle

Citadel Has $787M Q4
Loss—And No
Teleconference

A series of significant and noticeable pay-
roll reductions coupled with a company-
wide austerity binge only slowed Citadel
Broadcasting’s profuse bleeding during the
last quarter of 2008. The Las Vegas/New
York-based radio operator reported a
fourth-quarter operating loss of $787.3
million, compared with $1.04 billion in
Q4 2007, Citadel had an asset impairment
and disposal charge of $836.5 million,
while it took an asset impairment charge
in Q4 2007 of $1.1 billion. Revenue in the
last quarter also fell dramatically, nearly
13% to $214.2 million from $245.5 mil-
lion. The company blamed the decline on
lower revenue of $27.9 million from its
radio markets and $3.4 million from the
ABC Radio Network “due primarily to an
industrywide decline in radio advertising.”

The company lost slightly more than $1
billion for the year, compared with $1.4
billion the previous year. Citadel dodged
tough questions about its performance,
opting not to conduct an investor/analyst

teleconference when it released results after
the market closed March 16.—Jeffrey Yorke
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INSTANT REPLAY

‘Some businesses come
and go, some aspects
of business come and
go, but nothing

will ever replace
the radio.’

—Larry King accepting
the 2009 Radio & Records
Career Achievement
Award

Arbitron Meets With
FCC On PPM

Arbitron president/CEO Michael Skar-
zynski was among several Arbitron represen-
tatives who met with interim FCC chair-
man Michael Copps March 5. The meeting
was to discuss the emergency petition for an
investigation filed last September by minor-
ity broadcasters that make up the PPM
Coalition. An ex parte filing with the FCC
by Arbitron counsel John Grithith Johnson
Jrof Paul, Hastings, Janofsky & Walker says
Skarzynski provided Copps with an update
on imtatives Arbitron has taken with the
Radio First PPM ratings systein, including
enhancements to improve sample recruit-
ment and panelist compliance.

Johnson told Copps that granting the
petition for an investigation could actually
slow the PPM improvements by “diverting
the time, energy, attention and resources of
key Arbitron personnel involved in that pro-
gram to lingation-related tasks associated
with a formal commission investigation.”
Arbiton also pledged to keep Copps
abreast on developments.—Mike Boyle

CCR'’s iheartradio Drives
Total Audience By 15%

Clear Channel Radio
says that since rollout
of its iheartradio app
tor  i1Phones  last
October—combined
with 1ts online audi-
ence—the company’s

total audience for its

Harrison

stations 1ncreased by
up to 15%. In additon, CCIR claims that
iheartradio is growing at an average ot 13%
per week since its inception and that there
have been more than 1 million downloads
of the app. “The reception of iheartradio
from iPhone users has exceeded all ot our
expectations,” CCR executive VI /president
of the company’s online music and radio
unit Evan Harrison says.“Our commitment

Business Briefing s

Cumulus Loss Accelerates
In Q4

The fast-deteriorating U.S. economy
has all radio companies in revenue peril.
Atlanta-based Cumulus Media, report-
ing its fourth-quarter performance
March 16, said its loss jumped to a
stunning $393.7 million from $154 mil-
lion, or a loss of $9.55 per share from a
Q4 2007 loss of $3.56 per share.
Analysts expected a Q4 revenue decline
of about $75.5 million, which was on
target as Cumulus reported revenue
slipped 11.1% to $75 million from
$84.4 million the previous quarter.
Cumulus took a $498.9 million charge
for impairment of good will and intan-
gible assets during the quarter. Cumulus
had a tull-year loss of $361.7 million,
compared with a 2007 loss of $223.8
million, or a loss of $8.55 per share.

Beasley Q4 Revenue Off 13%

Beasley Broadcast Group's fourth-quar-
ter net revenue was down 13% to $30.5
million. The majority of the decline
reflected weakness at its Fort Myers, Las
Vegas and Miami clusters, partially offset
by increases in Fayetteville, N.C., as well
as increases with Beasley’s interactive
and off-air revenue initiatives.

Beasley had a Q4 net loss of $36.5 mil-
lion, or $1.58 per share, compared with
net income in Q4 2007 of $519,595, 0r 2
cents. In Q4 2008 and Q4 2007, Beasley
recorded non-cash, pre-tax impairment
charges of $62.5 million (after-tax $1.66
per share) and $2.2 million (after-tax 6
cents per share), respectively.

Full year, net revenue fell 9% to
$121.4 million. Net loss for 2008 was

$30.5 million, or $1.32 per share,
compared with net income in 2007
of $4.8 million, or 20 cents.

WWI1 Q4 Revenue Falls
Nearly 15%

Westwood One’s fourth-quarter rev-
enue fell 14.5% in the fourth quarter to
$101.1 nullion from $118.3 million, the
company revealed March 16.The syn-
dicator’s net loss, which included an
unpairment charge of $224.1 million,
was $222.5 nullion, or $2.22 per diluted
share, compared with an $8.3 million,
or 10 cents per share, gain in 2007.
WW 1’s losses grew at a faster pace dur-
ing the last quarter of the year while it
reported a year-to-year loss of $427.6
million, or $4.39 per diluted common
share, compared with a 2007 net profit
of $24.4 million, or 28 cents per share.

Salem Broadcast Revenue
Down In Q4, Full Year
Salem Communications’ net broadcast
revenue was down 9% to $47.1 mil-
lion in the fourth quarter and off 6%
to $192.4 million for the full year.
Station operating income rose 1% to
$18.2 million in Q4 and declined 8%
to $68.8 million in 2008.

Overall, Salem’s Q4 net loss was
$30.6 mullion, or $1.29 per share, com-
pared with net income of $188,000, or
1 cent, in Q4 2007. For the tull year,
the net loss was $33.1 million, or $1.40,
compared with a gain of $8.2 million,
or 34 cents, a year earlier. The losses
include umpairment charges of $52.7
million and $73 million, respectively.

Transactions at a Glance

Birch Broadcasting is buying the stock of Capitol Broadcasting, licensee of WWHK-
FM/Concord, N.H., from Vox Media for $950,000 . . . Tama Radio Licenses of Savannah,
Ga., WTHG-FM/Hinesville, Ga., to WRGO-FM Radio dba Savannah Radio for $700,000.

Deal of the Week

KBNP-AM/Portland, Ore.
PRICE: $11 million ~ TERMS: Stock sale

BUYER: KBNP Radio, headed by president of shareholder Joseph Tartaro. Phone: 425-
454-7009. It owns no other stations. This represents its entry into this market.

SELLER: Cottlieb, Alan M., headed by owner Alan Cottlieb. Phone: 425-454-7009

FORMAT: Business news

COMMENT: Alan Gottlieb is selling his 34% interest in KBNP Radio, licensee of KBNP-
AM/Portland, Ore., to the other two existing shareholders, Second Amendment
Foundation and Citizens Committee for the Right to Keep and Bear Arms, increasing
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ly been embraced by listeners”

CCR is expanding the reach for Dollars to Date: $38,154,336 (Last Year: $164,973,728) Distribution Jennifer Grego: Vice President, Audience Marketing Joanne Wheatley
: s : i - Dollars This Quarter: $38,154,336 (Last Year: $164,973,728)
iheartradio by rolling out a beta version Stations Traded This Year: 133 (Last Year: 123) R&R Radio & Records is a registered trademark.
fOr Blacklier ry Pea I‘I, Curve and Bold Stations Traded This Quarter: 133 (Last Year: 123) No part of this publication may be reproduced, stored in any retrieval system, or transmit-

ted, in any form or by any means, electronic, mechanical, photocopying, recording, or oth-
erwise, without the prior writter permission of the publisher.

models.—Mike Boyle
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URBAN AC SPECIAL

22 WORKING IT FOR GROWN-UPS
Understanding the intricacies of urban
AC helps Jive create a winning
promotion strategy.

On

FORMAT Page  Title / Artist

The All-American Rejects /

CHR/TOP 40 Gives You Hell

T.l. Featuring Justin Timberlake /

RHYTHMIC Dead And Gone

Jamie Foxx Featuring T-Pain /

Blame It > 5 ¢ C2Y : 23 NEW VERSION OF OLD SCHOOL
Charlie Wilson / f Y - ;g Is WRNB/Philadelphia’s new sound the
There Goes My Baby future of urban AC?

URBAN

URBAN AC

Boney James / [ _‘ W K &
ORI JAZZ Stop, Look, Listen (To Your Heart) ‘ i 3 ' 8

BEYOND THE HEADLINES

Bah, humbug: No long-term ratings lift
from Christmas format. Plus: NAB,
SoundExchange streaming agreement
doesn't satisfy all.

DEPARTMENTS

8 MANAGEMENT/MARKETING/SALES
Tom Tradup’s morning gig puts a suit
back behind the mic. IS QISR

Hezekiah Walker & LFC /

GOSPEL Souled Out

Third Day /

Revelation

CHRISTIAN AC

Francesca Battistelli /

CHRISTIAN CHR A

COLUMNS

Hawk Nelson /
Let's Dance

CHRISTIAN ROCK

SOFT AC/INSPIRATIONAL 2":;:“:: r:‘ . 20 Rhythmic
. 10 NEWS/TALK/SPORTS 27 Christian
COUNTRY IDa"us. Ructer/ . Beyond the rhetoric: Straight talk 31 Country
R LSt about talk radio and the PPM. 33 AC/Hot AC
AC Jason Mraz / 35 Rock
Im Yours 14 STREET TALK 39 Triple A

CHR/top 40 Star 94/Atlanta keeps it in
the family, moving afternoon duo Cindy
Simmons and Ray Mariner to mornings.

The Fray /

HOT AC You Found Me

Pearl Jam /

Brother 1 -|7

Slipknot /
Dead Memories

ALTERNATIVE

THE SPIN

Who you calling Hootie? Darius Rucker
is the first male artist to send his first
two Country chart entries to the
summit in 15 years.

ACTIVE ROCK

Nickelback /
Something In Your Mouth

ROCK

Snow Patrol /
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R T Leading the Pennsylvania Public
Television Network is only one
broadcasting role for Sylvia Strobel; she
also holds a supervisory post with AWRT.

AS T.I'S “DEAD AND GONE”
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Podcasting is a mature audio footprint for broadcasters—but noncomms hold lion’s share

Podcastin

And Profit

By Ken Tucker

Take a glance at the most-downloaded audio podcasts on 1Tunes and
you’ll likely see a halt-dozen radio-related podcasts among the top
10. That’s the good news for the broadcasting business. The bad
news 15 that most of them are offerings from NPR and another
1s from former KLSX/Los Angeles morning man Adam Carolla.
Few, if any, of the top podcasts are from individual commercial
radio stations. M The top 100 list includes syndicated talker Dave
Ramsey, ESPN Radio’s “Mike & Mike in the Morning,” tech guru
and Premierer-distributed host Leo Laporte and Fox Sports Radio’s

Dan Patrick. Displaced KLSX midday team Frosty, Heidi & Frank also
have one of the most-downloaded podcasts. Another former KLSX

team, Tim Conway Jr. and Brian Whitman (“The Conway and
Whitman Show”), broke into the iTunes top 100 when they
announced they were no longer charging $5 for their podcast.

In all, there are generally a dozen NPR podcasts
among the top 100, which is probably not surpris-
ing, given that NPR has 80-some podcasts avail-
able and another 125 or so from its affiliate stations.

Robert Spier, director of content development
and mobile operations for NPR digital media,
says the network has been podcasting since Labor
Day 2005 and started with 16 NPR podcasts and
16 affiliate-created podcasts. Every one of NPRs
shows is now available as a podcast, with the
exception of “Morning Edition,” “All Things
Considered,” “Weekend Edition Saturday” and
“Weekend Edition Sunday”’

“We've embraced this very aggressively since
2005,” Spier says.* We saw a great opportunity for
our core product—audio—which has not always
fared well on the Web site. There are a lot of
obstacles to listening to audio on the Web,” he
says, citing technological issues and corporate
firewalls at places of business as examples.

There were 13.7 million NPR podcast downloads
in February and 15.1 nullion in January.“Fresh Air”
1s the most popular, according to Spier, who says it
exceeds 2 million downloads per month. Such shows
as *“Whait, Wait Don'’t Tell Me,”““Science Friday” and
“All Songs Considered” (which is a Web-only prop-
erty) are also among the most popular.

And iTunes is the most popular download site
for podcasts. “By our reckoning 85% of our sub-
scriptions come from iTunes,” Spier says.

Impressive Podcast

Preston & Steve, the morning team at Greater
Media active rock WMMR./Philadelplua, has had
impressive success with their daily podcast,
which includes pretty much all the elements of

their show, minus commercials and music.
“They’re such a dynamic morning show and they
have such listener involverment that it really works
for them,” says Kelly Wallace, director of interac-
tive and account development for Greater
Media/Philadelphia. “The listener really gets to
experience almost the whole show in its entire-
ty. It's quite a value for the listener.”

Wallace adds, “Our all-time most popular pod-
cast had almost 43,000 downloads; a normal day
might be in the 10,000-13,000 range” She calls
podcast listeners “the most loyal of the most loyal.”

Each daily podcast is edited by the show’s pro-
ducer and is usually available by noon that day.
“Based on our stats, 70% of the people are down-
loading it at iTunes,” Wallace says.

When it comes to advertising on podcasts and
Web sites, Greater Media takes a refreshing
approach: “We don’t do added-value,” Wailace
says. “l know that sounds crazy, but when we
started |our digital sales initiative], we got a com-
mitment that there would be inventory available
and that we wouldn' interfere with the brand
integrity of the sites.

“Everything has a price tag to it,” she adds.“ We
do a lot of customized campaigns, so we don’t use
our tools a la carte. We tie all of our tools togeth-
er. We do an integrated approach so that we can
surround the listener with the message.”

As an example, Wallace points to Jack Frost, a local
ski resort, which sponsors the Preston & Steve pod-
cast during the month leading up to its annual
Cardboard Classic promotion. In addition to on-air
and Web site visibility, the resort has a pre-roll ad on
the podcast. “They get their message to that very
captive audience,”Wallace says. The station promotes
a presale of 4,000 Lift tckets for the frequency-
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‘The listener
really gets to
experience
almost the
whole show
in its entirety.
It's quite a
value for the
listener.

—Kelly Wallace

g For Fun

induced  price

of $9.33.
“It’s about surround-
ing tae consumer,” Wallace
says of the group’s campaigns. “We sell on a
value basis. We have a very loyal audience, a very
attentive audience and we have successes to prove
it”” Not surprisingly, most podcast and Web site rev-
enue comes from local advertisers, but “we’ve seen

sonte national business, "Wallace says.

While NPR podcasts aren’t governed by the
same sponsorship rules that apply to its over-the-
air broadcasts—no 99 cent Big Mac ads, for
example—the company has opted to self-
impose roughly the same restrictions on its pod-
cass. “We've never ieen any reason to do any-
thing differently than what we’re required to do
on-air,” Spier says.* We believe people want NPR
to not sound any differer:tly on a portable device.
It should adhere to the same values.”

Blake Truitt, seniar VP for NPR sponsorship, a
division of National Public Media, agrees.*“We've
got a format that works for them.” he says.“These

Preston & Steve
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