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Toby Keith Declares Independence
Toby Keith shoots to the top of R&R's Country chart

JULY 12, 2002
Industry Sounds Off On Radio Tax

A proposal to tax broadcasters with Spectrum fees and

7 this week with “Courtesy
of the Red, White & Blue
(The Angry American),”
the first single from his
forthcoming DreamWorks
album Unleashed.
Protably not coincidental-
ly, Keith's song topped the
chart the airplay week of
Independence Day.

require them to provide
political candidates with
airtime may soon be
making its way through
Congress. R&R spoke with
the bill's supporters
(including Sen. John
McCain, pictured) and its
detractors this week. The
story begins on Page 1.
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management ¢ marketing ¢+ sales

John Parikhal returns to R&R this week
with the third installment of his series on
the Four Pillars of Radio Success. In this
segment John points out that radio
formats, while making our lives easier,
don’t simply have to be “containers of
content,” as the radio and record
industries view them. Indeed, formats can
be technological advances, such as the
CD, satellite radio or .JPG files. John
brings out the essence of a format in this
column. Our Management, Marketing &
Sales section also features essays from
John Lund (“Marketing on a Budget”) and
Dan Michaels (“When Promotions Go
Wrong”). We also have another installment
of our Gountdown to the People Meter
series.

Pages 7-9

THE RADIO & RECORD
CONUNDRUM

Two of our format editors present
thoughtful pieces on the current
relationship between the radio and record
industries. Tony Novia and Kashon Powell
recently visited with high-level record
executives, and this week they report back
on the eye-opening discussions they had.
These columns are not to be missed!

Pages 27, 41

= Keith Hastings becomes
PD for WAAF/Boston

+ John Michael appointed PD
for WAQZ/Cincinnati

» KQSR/Oklahoma City flips
to “The Buzz"
Page 3

[ TH1s #] WEEK.

CHR/POP

+ NELLY Hot In Herre (Fo' Reel/Universal)
CHR/RHYTHMIC

* NELLY Hot In Herre (Fo’ Reel/Universal)

URBAN

« NELLY Hot In Herre {Fo’ Reel/Universal)

URBAN AC

« JAHEIM Anything (Divine Mil/W8)

COUNTRY

* TOBY KEITH Courtesy Of The Red... (DreamWorks})
AC

« CELINE DION A New Day Has Come (Epic)

HOT AC

« SHERYL CROW Soak Up The Sun (A8 M/Interscope)}
SMOOTH JAZZ

« CRAIG CHAQUICD Luminosa {Higher Jctave)
ROCK

« KROEGER & SCOTT Hero (Roadrunner/Columbia/IDIMG)
ACTIVE ROCK

« PUDDLE DF MUDD Drift... (Flawiess/Geffer/Interscape}
ALTERRATIVE

« RED HOT CHILI PEPPERS By The Way (Wamer Bros.)
TRIPLE A

« DAVE MATTHEWS BAND Where Are You Going (RCA}

i

i

THE INDUSTRY’S NEWSPAPER
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|

Broadcasters, Some Lawmakers |
Troubled By Free-Airtime Bill

B Some say proposal would limit free speech,
others complain that 1% tax would be too high

By MoLLIE ZEGLER
R&R WASHINGTON BUREAU
mziegler@radioandrecords.com

When Kentucky radio
broadcaster Steve Newberry
heard that Sens. John McCain
and Russ Feingold hoped to
pass legislation requiring him
to pay for political candi-
dates’ commercials, he wasn't
pleased.

“I'm sure they're both fine
men, but they’re so out of
touch with what my world is.
in terms of my broadcasting
business. that it’s almost
comical,” said Newberry,
who is President/CEO of
Commonwealth Broadcast-
ing, a 30-station, small-mar-
ket Appalachian outfit.

The proposed McCain/
Feingold legislation hasn’t
been submitted yet, but the
senators outlined its two key
mandates at a June 19 press
conference. First, broadcast-
ers would pay up to 1% of
their gross revenues as a
“spectrum usage” tax. These
funds would then be distrib-
uted to federal candidates and
political parties based on how
much they had received in

'

Feingold

Dickey

contributions. Second, broad-
casters would be required to
air political interviews. de-
bates and town-hall meetings
for two hours a week, half of
those in prime-time, in the six
weeks leading up to an elec-
tion.

Also attending the press
conference was free-airtime

BILL/See Page 26

Commissioners Reflect On First Year

By JoE Howarp
R&R WASHINGTON BUREAU

some lime to learn the |
ropes of a new job, and
the three FCC Com-
missioners who took
office last year —
Kathleen Abernathy,
Michael Copps and
Kevin Martin — are
no different.

Jjhoward@ radioandrecords.com

1t takes most people

Abemathy and Copps

celebrated their first anniversary
May 31, while Martin marked
his first year on the job July 3.
R&R asked the newest commis-
sioners for their thoughts on this
first year, which has challenged
them to get up to speed on many
issues facing the FCC. including
reviews of several media-owner-

Abernathy

Copps Martin

ship limits, proposed new EEQ

rules and the slippery issue of
decency.

in-

Of the last, Abernathy told
R&R she finds it amazing that
an issue with little economic im-

pact gets so much FCC attenti

COMMISSIONERS/See Pag

on.

ed
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Wallflowers, Goldplay Set To
Headline R&R Triple A Summit

M Four-day radio conference slated to host nearly
30 music performances in Boulder, CO

Some of the most re-
spected acts in the music in-
dustry will be on display
next month. when R&R
hosts the renowned Triple A
Summit, Aug. 14-17 at the
Millennium Harvest House
Hotel in Boulder. CO.

Among the headliners:
The Waliflowers will per-
form material from their
forthcoming album, Red

Letrer Days; Coldplay will *= ] ¢ .
. Pictured clockwise from upper left: Aimee

appear ahead of their US. y\ "o 0o nagia and Coldplay's Chris
club tour; Aimee Mann will p n0

preview tracks trom her ——
forthcoming etfort. Lost in Space, on her SuperEgo label: and Sonia
Dada are kicking oft their new release, ...barefoorsoul.

SUMMIT/See Page 11

Radio Dollars Up 3% In May

Thanks to the growth in nation-
al dollars, radio’s overall sales
protile is ahead 1% year-to-date,
giving the industry its first over-
all positive status since January.

Comparing months on a year-
to-year basis, local sales im-
proved for the third consecutive
month, while national has seen
increases every month in 2002.
The 11% increase in national
dollars was by far the national
category’s best performance of

By Jerr GREeN
R&R EXECUTIVE EDITOR
Jjgreen@radioandrecords.com

Bolstered by an 11% year-to-
year surge in national advertising
sales and another 1% uptick in
local sales. radio revenues for
May 2002 were up 3% when
measured against the same
month a year ago. While local
dollars year-to-date remain flat
for the second consecutive
month, national salcs are up 4%
for the January-May period —

their best position so far in 2002. RAB/See Page 11

Revenue; A Month-By-Month Comparison

Here's a snapshot of how radio revenues have fared so far this
year compared to the same months in 2001:

Month Local National Total
2002 Revenue R R
January +1% +2% +1%
February 6% +1% -5%
March +1% +1% +1%
April +2% +6% +4%
May +1% +11% +3%

st AN T

Mays Earns International Esteem

At a recent fund-raising luncheon in New York for the Intemational
Radio & Television Society Foundation, Clear Channel Chairmar/
CEO Lowry Mays received an IRTS Foundation Award saluting his
achievements in the media business. The foundation, which helps
prepare the next generation of media communicators, also honored
NBC Sports President Dick Ebersol and Bradley University's Dr.
Paul Gullifor at the luncheon. Mays (l) is pictured with award pre-
senter and ABC news anchor and correspondent Sam Donaldson.

Arbitron results from all markets: www.radioandrecords.com
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DANIEL st oot s
BEDINGFIELD

MOST ADDED 1sT WEEK AT POP & RHYTHM RADIO!!
R&R CHR/Pop: Debut @! BDS Rhythm Top 40: 38* - 33*!

Over 1,500 combined Pop and Rhythmic spins already!

#1 IN THE UK for 4 Weeks!
Nominated for Brit Awards 2002 Best British single

#1 phones at WDRQ/Detroit and KYLD/San Francisco

New this week!

Z100/New York KHKS/Dallas KDND/Sacramento
WNKS/Charlotte WXXL/Orlando KDWB/Minneapolis

and many more!
Continued support from:

KiIS/Los Angeles WKTU/New York WKIE/Chicago
KYLD/San Francisco - KRBE/Houston W10Q/Philadelphia
WDRQ/Detroit WBTS/Atlanta WKQi/Detroit
(100/Atlanta Y100/Miami KBKS/Seattle
KZZP/Phoenix WBLI/Long Island WFLZ/Tampa
WKST/Pittsburgh WPYO0/Orlando WFHN/Providence
KXXM/San Antonio WLDI/West Palm KTFM/San Antonio
KZHT/Salt Lake City WQZQ/Nashville and many more!

www.islandrecords.com
THE ISLAND DEF JaM MUSIC GROUP

=~ A UNIVERSAL MUSIC COMPANY
ISLAND #2002 THE ISLAND DEF JAM MUSIC GROUP
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Hastings Appointed
PD At WAAF/Boston |

Keith Hastings has been named
PD of Entercom’s Active Rock |
WAAF/Boston.
Hastings. who
replaces Dave
Douglas, is cur-
rently PD of
WLZR/Milwau-
kee and Active
Rock Format
Specialist for
*LZR parent com-
pany Saga Com-
munications. His
last day at "LZR

Hastings

will be July 25.

“Keith brings a great track record |
to WAAE” station VP/GM Julie
Kahn said. “He has consistently
been able to mold a Rock format
that delivers broad demos. His ear
for music is highly regarded. and
his abilities to coach talent are evi-
dent at every station he man-
ages. Keith is a greal competitor.
100. driving two direct format com-
petitors out of business during his
tenure in Milwaukee. I am fully
contident that we will take WAAF
to the next level with his leader-
ship.”

Hastings told R&R, “I'm very
fortunate to be handed the helm of
yet another of America’s truly great
Rock stations, and I’'m extremely
elated at the golden opportunity to
work with the WAAF staff and the
entire Entercom organization.”

Hastings joined WLZR as PD
cight years ago. In 2000 Saga pro- |
moted him to Active Rock Format
Specialist. He has also programmed |
WAQY/Springfield, MA.

Dirty Vegas Come Clean

Capitol Records artists Dirty Vegas recently stopped by Music
Choice's New York offices to promote their self-titted album. Dirty Ve-
gas, who have garnered muitinational attention through exposure on
the BBC's Radio One and in Mitsubishi commercials in America, had
the highest sales debut in the United States by a U.K. artist since The
Spice Girls. Seen here smiling for the camera are (I-r) bandmember
Steve Smith, Music Choice representative Seth Neiman and
bandmembers Ben Harris and Paul Harris.

Infinity’s Aliernative WAQZ/
Cincinnati has named John Mic-
hael PD. He will replace Rick
Jamie, who has exited the station.

| Michael, who 1s currently PD of

KFMA/Tucson, will start at WAQZ
in August and remain KFMA PD
while that station looks for a re-
placement.

“I’m stoked,” Michael told R&R.
“P'm really excited to join Infinity
and put some spank on WAQZ. The
signal upgrade went through last
week, and we're going to make a
run at it. Expect a very focused, fun,
energelic radio station that is artist-
driven and not chart-driven. It’s go-

' Michael Named PD At ’AQZ/Cincinnati

ing to be a lot of fun to listen to and
a lot of fun to work at.”

Michael ends a highly successful
run at KFMA, with the station with-

in range of being No. 1 12+, ac- |

cording to the latest Arbitrends. He |

was also part of the station’s ex-
tremely successful morning show,
John & Frank. “They’re going to
improve the show in a lot of ways
[after I leave],” Michael said. “The
process of building the morning
show around Frank will involve
more than just replacing me.
Frank’s a stud, and, once all the
pieces are in place, I'm sure it will
be just huge.”

Commissioners
Continued from Page 1

“If you look at the grand scheme
of all of the issues that we deal with
that have an economic impact on
our society, this. frankly, doesn’t
rise to that huge level.” she said.
However, Abernathy does under-
stand why so many consumers con-
tact the agency about it. “It goes to
the core of how we define ourselves
as a sociely,” she said. “People care
about it very much.”

Abernathy said that, while she
knew coming in that indecency en-
forcement was a hot-button issue,
she hadn’t appreciated just how
emotional and controversial it can
be. “You're balancing two values
that 1 don’t think anyone would
ever diminish: free speech and pro-
tecting children,” she said.

Broadcast indecency is one issue
Copps has made his own, frequent-
ly voicing his frustration over the
FCC'’s failure to prosecute cases
that he believes merit more atten-
tion. In fact, in his first year Copps
said he’s learned that broadcast in-
decency is getting worse. “The race
to the bottom that I feared is worse

l HOW TO REACH [J§ RADIO & RECORDS INC./ 101060 SANTA MONICA BLVD., THIRD FLOOR, LOS ANGELES, CA 80067  WEBSITE: www.radioandrecords.com

CIRCULATION: 310-788-1625 310-203-8727
NEWS DESK: 310-788-1699 310-203-9763
R&R ONLINE SERVICES: 310-788-1635 310-553-4056
ADVERTISING/SALES: 310-553-4330 310-203-8450

than I feared,” he said. “Indeed,
there may not even be a bottom.
The industry needs to come togeth-
er and fix this. Increasingly. the
American people demand that it
does s0.”

Underscoring the issue’s impor-
tance to him. Copps told R&R that
his biggest disappointment so far is
that he can’t get more help from his
commission colleagues in fighting
indecency on the airwaves.

Another emotionally charged is-
sue the commissioners are facing is
the FCC’s beleaguered EEO poli-
cies. which have twice been re-
manded by the courts. “I learned
more about how important our EEO
rules are,” Martin said, adding that
he was particularly struck by some
of the “poignant personal testimo-
ny” heard during the FCC’s ¢n banc
EEO hearing, where minorities de-
scribed how the rules helped them
enter the broadcasting industry.

“Our EEO rules have been instru-
mental to their lives and careers,”
Martin said. However, he also came
to understand that compliance can
be a “significant burden, particular-
ly on smaller broadcasters.”

That may be. but Copps believes

“the need for a strong and proactive |

EEO program has, if anything, in-
creased” in the first year of his ten-
ure. “It is impossible to argue with
credibility that women and minori-
ties have enjoyed the same oppor-
tunities as others have in these in-
dustries,” he said. “The trustees of
the public airwaves have the obli-
gation to reach out and remedy the
problem. The FCC has the obliga-
tion to encourage the process.”
Abernathy also supports institut-
ing sound EEO policies, but stress-
es that the commission must draft
a framework that will withstand a

court challenge. *“We think, we be- |

lieve, we hope, we pray,” she said,
that this latest proposal will hold up.

Referring to her own corporate
background, Abernathy said that the
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KHBZ Buzzes In On Oklahoma City
m Clear Channel flips Soft AC KQSR to ‘new rock’

Soft AC KQSR/Oklahoma City
flipped on Monday afternoon to
“94-7 The Buzz. Oklahoma City’s
New Rock.” The station’s new call
letters are KHBZ.

Clear Channe!/Oklahoma City Di-
rector/Programming L.J. Smith tells
R&R that the station does not want
to categorize its format. “We don’t
want to say the words Alternative or
Active.” he said. “People can deter-
mine for themselves what we are.
We don’t want to be pegged or la-
beled. We're going to live up to that
philosophy on the air and in every-
thing we do. We're just going to
play what we want to play. We’re a

| hybrid of The Buzz [KTBZ] in

pressures companies face to deliv- |

er a healthy bottom line provide an-
other reason for passage of new
EEO rules.

She said that, in the current eco-
nomic environment, if companies
are left to perform outreach on their

Houston and KIOZ/San Diego.”
The Buzz will run jockless and
without commercials for the next
few weeks. “We are going to have
a live and local moming show,”
Smith said. “The MD is Joe Friday.
Eventually, the station will have its
own PD and airstaff. Until then,

COMMISSIGNERS/See Page 11 | there are a lot of great Rock pro-

grammers in Clear Channel. and
we're all working on it as a team.

“For so long, [Citadel’s crosstown]
KATT has been the Rock leader in
this town. Four years ago I came to
this market as a consultant to do a
market study. Even back then 1 told
them the hole was for a more mod-
ern, newer, fresher. younger Rock
station. When we started analyzing
the market again earlier this year. all
the Clear Channel gurus came up
with the same answer.

“Our goal is to offer OK City
something that KATT hasn’t offered
and probably never will. Does that
mean we're going to beat them?
Who knows? But it does say that
we're going after a segment that’s
been untapped for many years. In
just the first 24 hours the positive
response from listeners has been
overwhelming. So we're very excit-
ed. With such a large college pop-
ulation here, we think this is a nat-
ural fit.”

KQSR/See Page 11
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FCC 0Ks Cumulus/WI
Deal Over Copps’ Protests

By Apanm JacoBsSON
R&R RADIO EDITOR
ajacobson @ radioandrecords.com

The FCC has approved Cumulus Media’s $6 million acqui-
sition of Green Bay Broadcasting’s WDUZ (The Fan) & WQLH
(Star 98)/Green Bay, W1, despite the strenuous objections of FCC

Commissioner Michael Copps.

The commission last week gave its
blessing to the controversial deal,
which gives Cumulus four stations in
Green Bay. The company has owned
WILW since 1998 and WOGB since
1997. Now that it’s acquired WDUZ
& WQLH. Cumulus holds a 35% mar-
ket-revenue share.

Although that's below the FCC
threshold for a single owner, problems
could have arisen when the Green
Bay radio market’s other dominant
player, Midwest Communications.
was considered. Midwest controls
53% of the market’s revenues:
therefore, Midwest and Cumulus to-
gether command more than 87% of

the radio dollars in market No. 185.
That’s a violation of FCC rules.
which state that a transaction cannot
give two entities 70% or more of a
market’s revenue. But in its approval
of the deal. the commission reasoned
that three viable competitors for ad-
vertising remain in the market.

“We believe that the economic in-
centives inherent in a fully function-
ing competitive market are the most
effective way to maximize listener
benefits,” the commission said in its
ruling. While Midwest owns four sta-
tions in Green Bay. three of them are
based in the nearby Appleton-
Oshkosh, WI market. One of those

Radio Business

Appleton-Oshkosh stations. WNCY,
consistently ranks at or near the top of
the Green Bay ratings.

As the lone commission dissenter,
Copps questioned whether allowing
two owners to control 87% of Green
Bay’s market revenues is consistent
with the public interest. He challenged
the other commissioners’ logic that said
the next-largest operator in the market,
which controls just 13% of market rev-
enues, will be a strong competitor.

Copps’ opposition to Cumulus’
Green Bay buy comes one week after
he voiced his disagreement with the
FCC’s approval of a deal in which Clear
Channel agreed 1o purchase KMJI-FM/
Texarkana, AR-TX from Bunyard
Broadcasting. That deal gives Clear
Channel control of 57% of market rev-
enues in Texarkana, the company has
eight rated stations in the market.

Database Snafu Leads
To FCC Rule Waiver

O Commission sets 2002 regulatory fees

By Jor Howarn
R&R WASHINGTON BUREAU
Jjhoward@ radioandrecords.com

Although FCC rules ordinarily prohibit the filing of major
application amendments except during specific filing windows,
the commission has allowed Star Development Group to change
the proposed frequency for a new AM station in Orlovista, FL

from 1120 kHz to 810 kHz.

When Star completed its original
application, the FCC’s database did
not list a pending power-upgrade ap-
plication for WRMQ/Orlando. Star
told the FCC that if it had known about
that application, which couid block a
station at 1120, it would never have
applied for the 1120 frequency.

While the FCC has earlier said that

its databases are unofficial, it ruled —
in part because its latest Wireless Ser-
vice database is now the official record
for wireless services — that Star will
be allowed to alter its application. The
commission also noted that it has de-
leted a rule stating that electronic da-
tabases can’t be considered official
records.

In other news, the FCC has set its
regulatory fees for 2002. The fees vary
depending on station class and the size
of the population served: For example.
aclass B, C, Cl or C2 FM that serves
a population larger than | million must
pay a $4,975 fee. while a class AAM
that reaches fewer than 20,000 listen-
ers pays $500. Any party holding a
construction permit for anew AM sta-
tion is responsible for a $370 fee, and
a permit-holder for a new FM station
must pay $1,500. The FCC’s complete
list of radio fees can be viewed at iurtp:/
/www:fee. govifees/regfees. htmi.
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BUSINESS BRIEFS

Fourtou Takes Top Vivendi Post

A s expected, Jean-Rene Fourtou has replaced Jean-Marie Messier
as Chairman/CEO of Vivendi Universal. Messier resigned on July 1.
Fourtou sits on the board of Aventis Pharmaceutical, and the July 3 news
of his appointment helped Vivendi Universat stock, which had traded as
low as $13.40 a share, climb back to end the day at $15.66. By R&R’s
Tuesday press time Vivendi had rebounded to $17.60.

Analysts: Feingold Bill’s ‘Bark Worse Than Its Bite’

BS Warburg Analyst Lee Westerfield this week described Sen. Russ

Feingold's proposed legislation to redress consolidation in the radio
and concert-promotion industries as having a “bark worse than its bite.”
Westerfield said, “The specter of legislative risk is both less severe than
feared and likelier than not to dissipate, given no immediate co-sponsor-
ship [for the bill] within the Senate.” He added that sections of the bill may
not have a particularly severe impact, pointing specifically to Feingoid's
proposed tighter controls on indie promoters. Westerfield said those pro-
visions could “be a big help to a record industry that spends some $200
million to $250 million on promo businesses” — but, he continu2d, “For
Clear Channel, it is a trifling $10 million in cash flow.”

Hughes Among Fortune s 50 Most Powerful Black Execs

R adio One founder/Chairperson Cathy Hughes ranks No. 34 on For-
tune magazine's list of the United States’ most powerful African-Ameri-
can executives. The top three: Merrill Lynch COO Stanley O'Neal, Ameri-
can Express CEQ Ken Chenault and AOL Time Warner CEO Sichard
Parsons. BET founder/fCEQ Robert Johnson comes in at No. 25, and
Rush Communications Chairman/CEQ Russell Simmons places 41st. Also
of note: Oprah Winfrey grabs the No. 10 spot, and Earvin “Magic” dJohnson
is just ahead of Hughes, at No. 33. The list appears in the July 22 Issue of
Fortune.

Sirius: DreamWorks’ New Promotional Vehicle

D reamWorks artists Papa Roach were featured on the hood end rear
of the No. 7 Sirius Sateilite Radio Dodge at the Pepsi 400, haid July
6 at Daytona International Speedway in Daytona Beach. Papa Roach are
the second DreamWorks act to be featured in the Sirius Hood program;
Soluna were featured last month, and Sirius said then that it plans to offer
labels the chance to promote artists in all genres on the hood of its race
car. The salcaster also plans to produce collectible toy cars featuring the
special hoods.

R&R Stock Index

This weighted index consists of all publicty traded companies ‘hat de-
rive more than 5% of gross earnings from radio advertising.

Change Since
21301 6/28/02 23102 213701 6128102-7/3/02
R&R Index 283.32 190.02 185.28 -34.6% -2.5%
Dow Industrials 10,571.11 924326 905497 -14.3% 20%
S&P 500 1234.45 989.82 95399 -22.7% -3.6%

oday’s level of fierce competition demands that you prominently display your name every chance you get (location broadcasts, concerts, station spon-
l sored aufograph sessions, etc.). With theft, vandalism and loss, it becomes a costly proposition to continuously replace expensive signs and banners

costing hundreds of dollars.

Roll-A-Sign™ offers a better way. You get up to four vibrant colors printed on durable, high quality 4 or 6 mil plastic film to display your logo and message
brilliantly for an economical price. Now you can afford to display a bright new sign at every public event. They even make great cost-effective promotional
give-aways. Just roll off what you need and cut.

8§ $ Durable banners for an affordable price.

UV stabilized plastic won't fade indoors or outdoors.

Simply FAX your loge and color separation information.

for a free price quote.

©2000 Reef Industries, Inc.

PLASTIC
BANNERS

Reef Industries
9209 Almeda Genoa
Houston, Texas 77075
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Maximize TSL Without
Killing Your Cume

Coleman’s New FACT with TSL Max"

Solves Radio’s Biggest Programming Issue

'THE PROBLEM

Most radio stations already know that library music testing is
essential if they want to stay on top of the music tastes of their
audience. But, as many have discovered, music testing has the
potential to backfire — to hurt rather than help the ratings. How?
"Hyper focus” is most often the culprit. You know the symptoms.
You drill down on your P1 listeners to the point that you get a
library that is overly focused. The station sounds exactly like what
your P1s want, but you've ignored the Cume. It's fine if you have
no competition, but when you do, watch out.

With any level of competition "hyper focus” feeds on itself driving
the station in a downward spiral. P1 focus backfires. At first your

Cume erodes. Then you get so narrow that your TSL falls apart.
Modern AC, Hot AC, Rhythmic CHR, Country, Alternative — every
format has fallen victim. In the search for TSL, stations who over
focus lose the balance between maximizing Cume and TSL.

Some stations do the opposite. Their test is oo broad. Cume
oriented or "montage” screened studies yield a list of songs that are
liked in the market, but is too broad for “reining in” or “focusing”
the sound of the station.

You get people to Cume the station only fo find that you've
produced a TSL nightmare. Without TSL, radio stations simply
cannot achieve strong ratings.

THE SOLUTION

e FACT with TSL Max is a

only library music testing method that

identifies the exact songs that drive Cume

and those that drive TSL. Now you can

find those Cume songs that simply would not test in the “hyper
focused” old approach to music testing.

* FACT with TSL Max is the only library testing method that
ensures that your station will not sacrifice Cume for TSL or TSL for
Cume. FACT with TSL Max provides powerful insight that yields
music optimally balanced for both Cume and TSL delivery.

revolutionary, patent-pending way of -
measuring your audience’s music tastes.
» FACT with TSL Max is the first and

Maximize TSL without killing your Cume.

Learn more about FACT with TSL Max from (left
to right) Warren Kurtzman, John Ménninghoff,
Jon Coleman and Chris Ackerman at

(919) 571-0000 or info@Colemaninsights.com.

WWW, COLEMANINSIGHTS.COM

Proven Strategic Insight
from Coleman

FACT with TSL Max also includes
the proven Fit and Compatibility
measures made famous by
Coleman’s original FACT music
testing methodology. Fit and
Compatibility are the best way to focus your music mix on songs
listeners expect on your station and songs compatible with your
Core sound.

Al of these tools, plus our state-of-the-art pcFACT software, allow
Coleman to give you the extra insight you need to win.

COLEMAN

Music. TRENDS. BRANDING.

RESEARCH TRIANGLE PARK  LOS ANGELES HAMBURG
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Radio Business
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DEAL OF THE WEEK 2002 DEALS TO DATE
Dollars to Date:  $4,504,124,885
(Last Year: $3,869,025,728)
o WYGY-FM/Mamilton Dollars This Quarter:  $59,283,500
(c iﬂ c iﬂ i ati), 0” (Last Year: $242,094,925)
$45 million Stations Traded This Year: 440
(Last Year: 1,046)
Stations Traded This Quarter: 15
(Last Year: 136)

Susquehanna Grabs WYGY From Salem

O Cincinnati holdings climb to three with $45 million deal:
Entravision doubles up in Vegas with FM move-in

[Deal0 ‘

Ohio
WYGY-FM/Hamilton
(Cincinnati)

PRICE: $45 million

TERMS: Asset sale for cash
BUYER: Susquehanna Radio
Corp,, headed by President/COO
Dave Kennedy. Phone: 717-852-
2132. It owns 31 other stations, in-
cluding WMOJ-FM & WRRM-FM/
Cincinnati.

SELLER: Salem Communications
Corp., headed by President/CEQ Ed
Atsinger lil. Phone: 805-987-0400
FREQUENCY: 96.5 MHz

POWER: 20kw at 810 feet
FORMAT: Country

i Arizona

| Alid

KRCY-FM/Kingman (Las
Vegas)

PRICE: $6 million

TERMS: Asset sale for cash

BUYER: Entravision Communica-
tions Co. LLC, headed by Chairmar/
CEO Walter Ulioa. Phone: 310-447-
3870. It owns 53 other stations. This
represents its entry into the market.
SELLER: Spectrum Scan LLC,
headed by Rodco Inc. President Rod-
ney Burbridge. Phone: 502-245-
6623

FREQUENCY: 105.9 MHz
POWER: 17kw at 1,890 feet
FORMAT: Oldies

COMMENT: KRCY may be operating
under a construction permit that en-

* Provide a broader view of your station’s performance

Do More of What
You Do Best: Sell!

Get Your Sales in the Fast Lane with
Diary-Level Data in TAPSCAN® 8.5
Diary-level data provide a variety of new ways for

salespeople to demonstrate your station’s audience
power to advertisers. This can help your salespeople:

* Show businesses how your station reaches the
geographic areas where their customers live

* Demonstrate the value of special programs with custom

dayparts

with multibook averages

New E-mailable Proposals as Easy as “Save, Send and Approve”
Now your salespeople can send proposals to clients without
cramming their pitch into a spreadsheet or leaving their desk to
pick up and fax a printout. Clients will love it too, because they
won't have to check their fax, hunt through their mailbox or wait
for a courier in order to see your proposal.

To learn how the exclusive information in TAPSCAN
can help your station operate more efficiently
and sell more effectively, contact your Arbitron *
representative.

AA RBITRON Tarscane is a registered mark of TAPSCAN Inc., used under license

TAPSCAN

Software Suite

www.ArbitronRadio.com

$600,000

TRANSACTIONS AT A GLANCE

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

® KRCY-FM/Kingman, AZ (Las Vegas) $6 million

* KFKA-AM/Greeley (Ft. Collins), CO $1.6 million

® WKHC-FM/Dahlonega, GA $1.1 million

o WAJW-FM/Chesterton, IN $550,000

® KJCK-AM & FM/Junction City and KQLA-FM/Ogden, KS

® WIFF-FM/Binghamton, NY $67,000

© WOCE-FM/Benton (Chattanooga), TN $3.25 million
© WBLC-AM/Lenoir City, TN $55,000

© KRMN-FM/Shamrock, TX Undisclosed

ables the station to broadcast from a
tower located in Dolan Springs, AZ.
This facility enables KRCY to broad-
cast at 100kw at 1,775 feet and shift
its principal coverage area to the Las
Vegas market. Entravision is ex-
pected to begin operating KRCY in
September and will flip the station to
a Spanish-language format.

KFKA-AM/Greeley (Ft.
Collins)

PRICE: $1.6 million

TERMS: Asset sale for cash
BUYER: Music Ventures LLC,
headed by LLC Member Kenneth
Sasso. Phone: 719-593-9355. Itowns
no other stations.

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

FREQUENCY: 1310 kHz

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

e

WKHC-FMIDahIonega
PRICE: $1.1 million

TERMS: Asset sale for cash
BUYER: Williams Communications
Inc., headed by President Walton Wil-
liams Jr. Phone: 256-523-1059. ltowns
eight other stations. This represents
its entry into the market.

SELLER: Kevin Croom, Phone:
706-867-9542

FREQUENCY: 104.3 MHz
POWER: 4kw at 417 feet

FORMAT: Country

WAJW-FM/Chesterton

PRICE: $550,000

TERMS: Asset sale for cash
BUYER: WBEZ Alliance Inc.,
headed by President Torey Malatia.
Phone: 312-832-3300. it owns no other
stations.

SELLER: Auricle Communica-
tions, headed by Board President
Pat Collins. Phone: 201-521-1416
FREQUENCY: 89.5 MHz

POWER: 23kw at 187 feet
FORMAT: Triple A/Americana
COMMENT: WAJW has been simul-
casting Fordham University’s non-
commercial WFUV/New York since
April 2001.

.r‘
1
E

KJCK-AM & FM/Junction
City and KQLA-FMW/
Ogden

PRICE: $600,000

www.americanradiohistorv.com

TERMS: Stock sale and transfer of
title

BUYER: Platinum Broadcasting,
headed by President/Director Steven
Struebing. Phone: 785-762-5525. It
owns no other stations.

SELLER: Platinum Broadcasting
Co., formerly headed by President/
Director Dale Weary. Phone: 785-
762-5525

FREQUENCY: 1420 kHz, 94.5 MHz;
103.5 MHz

POWER: 1kw day/500 watts night;
100kw at 630 feet; 41kw at 312 feet
FORMAT: Country; CHR/Pop; Hot
AC

COMMENT: Several shareholders of
Ptatinum Broadcasting are buyingoutthe
shares of the company owned by the
estate of Dale Weary for $600,000.
As a result, Steven Struebing will now
oversee Platinum’s operations.

o

WIFF-FM/Binghamton
PRICE: $67,000

TERMS: Asset saie for cash
BUYER: CSN International, headed
by President Charles Smith. Phone:
714-825-9663. it owns 19 other sta-
tions. This represents Its entry into the
market.

SELLER: Jesus Is King Commu-
nications, headed by President
Randall Terry. Phone: 615-298-3317
FREQUENCY: 90.1 MHz

POWER: 100 watts at 679 feet
FORMAT: Christian AC

WOCE-FM/Benton
(Chattanooga)

PRICE: $3.25 million

TERMS: Asset sale for cash
BUYER: LB Radio of Chattanooga
LLC, headed by President Paul Fink.
Phone: 423-472-6700. It owns no
other stations.

SELLER: Radio Center Dalton,
headed by President Paul Fink, No
phone listed.

FREQUENCY: 93.1 MHz

POWER: 4kw at 400 feet

FORMAT: Regional Mexican

WBLC-AM/Lenoir City

PRICE: $55,000

TERMS: Asset sale for cash
BUYER: Three Angels Broadcast-
ing Network Inc., headed by Presi-
dent/CEO Danny Sheiton. Phone:
618-627-4651. It owns no dther sta-

tions.
ons Continued on Page 11
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* John Lund on marketing on a budget, Page 8

* Dan Michaels describes the worst promotions ever, Page 9

* Countdown to the Portable People Meter continues, Page 9
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“The greatest source of pleasure is variety.”
— Samuel Johnson

| PART THREE OF A FIVE-PART SERIES |

THE FOUR PILLARS OF RADIO SUCGESS:
FORMATS ARE MORE THAN CONTENT

M Orne of the industry’s greatest tools can be one of its biggest obstacles

Formats make our lives

By John Parikhal ... 1y .vs why we love

them. They also limit our
X choices. That’s why we hate

| them. But, no matter how you

look at them, formats are one
of the great power tools of the
entertainment business. Dur-
ing the past 25 years I've come
to appreciate that formats of-
| fer unprecedented opportunity
— while occasionally ushering
in massive, disruptive change.

JOHN
PARIKHAL

THE ESSENCE OF FORMATICS

Great formatters understand the essence of a format.
A format creates a point of focus and makes it easier for
users to get what they want. It's consistent, and other
people “get it” too.

In the radio and record businesses, we tend to think
about formats in a limited way; that is, in terms of
content. On the radio side, we think of Pop, Rock,
Urban, Alternative, Jazz, Gospel and so on. We
subdivide those formats as far as possible to serve the
most ”valuable” listeners — those between the ages of
18 and 49. On the record side, format has usually meant
the packages made from songs: singles, aloums and
greatest-hits compilations. Until recently, record com-
panies controlled those packages.

But, while these content-based formats got all the
attention, another formatics system was operating in
the background: technological formats. The vinyl rec-
ord was a format, a way of putting together electro-
magnetic impressions and physical grooves. It was nice
but inconvenient. It got scratched and skipped and
couldn’t be played in the car.

The next major formatiteration was the cassette tape.
Suddenly, music was much more portable. Married to
the Sony Walkman — a music-delivery format — the
cassette made music much more convenient. That
convenience translated into lots of sales for the record
companies.

The next format was truly a breakthrough: the CD.
Noskips, noscratches and nostretched or broken tapes.
CDs were more convenient and gave users more
control. It was much easier to skip from one song to
another and easier to make copies on tape. Music fans
soon insisted on CD players in the car, driving even
more sales.

The latest format, digital files, makes old-economy
businesspeople uncomfortable. MP3 is a format, a way
of organizing digitized bits of information so they can
easily be shared among millions of people. It's even
more convenient than CDs. Digital files are more
portable, easier to share and easier to mix into a favorite
blend.

MUSIC LOVERS WANT CONTROL

What's happening today is very simple: People want
to make their own formats, rather than selecting from
the limited range offered by radio or the record com-
panies. To grow, both radio and records will have to
figure out how to offer the formats people want today.

Fifteen years ago | was hired by a New York think

tank to answer a strange question: “Why is it that,
regardless of market size or number of radio stations,
there are hardly ever more than 14 or 16 formats
available in any given city?” The question intrigued me.
If there are 4 million people in a city, why aren’t there 30
or 40 different formats? I looked into it, and the answer
surprised me.

Formats were limited because Arbitron couldn’t
really measure well below a two share, and advertisers
weren't buying much below a twoshare. The economics
didn’t support serving the demand. In other words,
people wanted 30 or more formats and weren’t getting
them. Arbitron’s accuracy levels below a two share
were notoriously bad, and advertisers didn’t want to
buy what they perceived as a small audience. A lot of
needs were not being served.

Now, satellite radio is here. It offers far more formats
because its business is not entirely advertiser-based.
Part of the revenue comes from the subscribers, so two
shares can make a lot of money.

Formats are becoming more pervasive. We format
digital photos as .JPG files. We watch television shows
with tried and true formatics. Barry Diller and Michael
Eisner became famous for introducing the Movie of the

THE ESSENCE OF A FORMAT

* It creates a point of focus

* It makes it easier for users to get
what they want

* It's consistent

| = Other people “get it” too

Week format to network television. After the Movie of the
Week, the miniseries format was invented. Roots changed
the way people watched television, ushering in years of
copycats until, finally, the format wore itself out.

INTERNET FORMATICS

As noted earlier, formats can be packages of content
or technologies. Occasionally, it’s hard to tell where the
line is between them. Right now what will become the
greatest formatting exercise of the century is waiting to
unfold: the Internet.

A few years ago I spent a day with noted man-
agement expert Peter Drucker. It was the beginning of
the red-hot dot-com boom, and everyone said the world
was going to change. The Internet was going to change
everything within two to three years. I told Drucker
whatIthoughtabout this, offering my suggestion that it
would take between 15 and 20 years for the Internet to
become the pervasive force for change everyone want-
ed it tobe. Druckerjust shrugged and doubled my num-
bers.

He said, “The Internet doesn’t even have a Dewey
Decimal System yet. 1t will be 30 to 40 years before it
makes its full impact in the global economy.” When
Drucker said that, | realized that the Internet doesn’t
even have the most basic format yet. We still have

search engines that generate some strange results
when you search for “camera + blue.”

AOL was the first dial-up Internet service provider
to achieve mass-market success among individual
users. AOL makes it easy to personalize the online
experience by formatting the World Wide Web with
an AOL design instead of a seemingly endless num-
ber of random and hard-to-access website formats.
Formatting that makes things easy, creates a point of
focus and is consistent will develop a customer base.
There are only a few great formatting success stories
on the internet, including Yahoo!, eBay and Amazon
— although the last is starting to lose its focus.

KNOW WHO YOUR USERS ARE

The first step in identifving successful formats is to
map your customer base. In other words, understand
the different groups of customers who support your
industry.

On the record side, there are fans of certain artists,
styles, delivery formats (some people collect only
vinyl) and more. On the radio side, there are fans of
music, personalities and even newscasters.

In the new entertainment economy, formats are
more important than ever. They help customers get
what they want most: convenience, connection and
control. Not too long ago, such formats as Top 40, the
Movie of the Week, Talk radio and soap operas were
seen as revolutionary creative breakthroughs. Now,
we take them for granted.

What does all this mean for the radio and record
businesses? It means that there’s an opportunity to
rethink formats and offer more options. It also sug-
gests that the record companies, especially, will be
badly hurt unless they adapt to the demand for new
formats and find new ways to put product together. In
the short run, radio and records can add features (like
the new, enhanced Eminem CD). In the longer run,
they will have to rethink the economics of their
industries.

The opportunity is yours to create the formats of
the future.

John Parikhal, CEO of Joint Communications, is a I
global leader in media strategy and implementation. His |
company specializes in identitying, capturing and
keeping audiences. He can be reached at 203-656-
l 4680 or parikhal@aol.com.

www americanradiohictorvy com
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MARKETING ON A BUDGET

Part of the new management
paradigm is doing more with
less. When cuts are made, mar-
keting budgets are often the
first to go, and traditional TV
and outdoor buys may be too
expensive for the reach and fre-
quency they achieve.

By John Lund

Marketing a station is asking
potential customers to make a
buying decision: You want them
to buy in to your station and
spend time with it. Radio promo-
tions are one way to create the
station awareness that can lead to
listeners’ making that decision.
But each promotion needs a definite objective.

Every station promotion should fulfill at least one
of the following criteria:

* [t should increase ratings, with higher cumula-
tive audience sampling from increased tune-ins; it
should generate higher quarter-hour shares and
longer time spent listening; or it should bring im-
proved audience recycling, moving listeners from
one daypart to another.

* It should create awareness, enhancing “street
talk” in the market.

* It should establish a personal bond between the
station and its core listeners.

* It should establish the station’s entertainment
brand and build its visibility.

* It should generate additional sales revenue.

Many terrific marketing methods don’t require a
huge budget and can be put to work to grow an
audience for your station. Do one great stunta week to
get listeners talking about your station.

THE POWER OF STUNTS

Morning show stunts get attention, create talk and
cause people to tell their friends about your station.
Here are some examples of simple stunts that create
talk and stimulate phone calls.

* Back in January, several stations went on the air
with a rumor that the Super Bowl would be available
only on pay-per-view.

food and soft drinks, and offer games for people to
play to win small prizes.

* Initiate a sticker campaign. Sell the sticker back to
a client, and create a spotter contest to get the sticker

* Two morning show personalities went to a pro- e

fessional photographer and makeup artist and had their
pictures taken as bride and groom. They submitted the
picture to the local paper with a phony wedding an-
nouncement and asked listeners to find the announce-
ment in the paper for a cash prize.

* A station announced that the phone company would
be blowing dust out of the phone lines at 9am and
instructed everyone to put paper bags over their tele-
phones.

USE THE REACH OF LOCAL TV

Local TV stations certainly outcume your radio
station, so add a local TV weather personality to your
station’s on-air lineup. It’s far more valuable to your
station to have a local weather celebrity than some
outside weatherperson.

* If you can build a relationship with a TV weather
personality, you'll have a win-win situation. Tke TV
station gets on-air promotion and name recognition
for the weather personality, and you get your logo on
TV every time the station airs a promo for weather
featuring that particular forecaster. Make this TV
talent a part of the radio station, with personal ap-
pearances at remotes and events to add extra value.
The weather personality will likely mention the radio
event during his or her TV forecast (they do like to
promote themselves).

* Do the same things with TV news and sports
people.

FAXES, E-MAIL AND YOUR WEBSITE

At-work fax or e-mail networks can be inexpensive
and very effective ways to build brand loyalty and cume.
Obtain fax numbers and e-mail addresses at every
opportunity. People do listen to the radio at work, and the
at-work hours of 8am to 5pm include three Arbitron
dayparts.

* Send a weekly fax or e-mail to the database network
to promote what's coming up on the air that week. Givea
specific day and time to listen.

* If you're faxing, don't interfere with business in the
daytime. Prepare your sales fax at the end of the day, and
send itovernight, when the receiving fax is less likely tobe
busy. Check into “junk fax” laws and make sure you have
asystem to remove anyone who doesn’t want to be part of
your list.

* Make your website creative and interactive. Promiote
iton the air and use it to promote specific listener benefits.
Keep everything up to date.

» Use your website to cultivate new listeners, as well as
to extend the listening of Pls.

GIFTS, GOODIES AND GRATITUDE

Thank your P1s for listening. Ask air talent to call, fax or
e-mail contest winners with a simple note that says,
“Thanks for listening.” Ask these people to listen to the
station at work, and offer them a chance to participate ina
special contest so they’ll listen longer.

* Accompany every listener prize with a thank you
note signed by a staff member.

* Create winners’ lists by daypart and call or e-mail
winners about new contests coming up.

* Make every station sales remote a spectacular,
entertaining event that will persuade passersby to tune in.
Get a magician or a local band, give away balloons, finger

ALL FOR CHARITY

Gain recognition for your station at charitable
events. Your station’s morning talent can host charity
events while the charities include the station logo on
all printed material or allow station banners to dec-
orate the event site.

* Participation images the station and impacts
potential cume. Document the goodwill and positive
work done for the community in a press release after
the event.

* Send a bill (marked “Paid in Full” ) to the charity
showing how much the schedule and remotes would
have cost a commercial client.

* Devise a charity sales package in which clients
can also participate.

John Lund is President of the Lund Consultants to
Broadcast Management and of Lund Media Research,
a full-service muitiformat radio consuiting and re-
search firm in San Francisco. For assistance pianning
your station's ratings strategy, contact Lund at 650-
692-77770r john@lundradio.com, or visit www.lund
radio.com.
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Introducing "

The Clark Howard Minute,
2 new one-minute
consumer tips per day.

1nuw
Consumer tip of the day
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% Live Well

Listeners flock to Clark Howard because he helps them consume and
live well using less money. He's irresistible when he talks like that.
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WHEN PROMOTIONS GO WRONG

Promotion directors have
nightmares about pro-
motions going south.
It’s part of the job. But
there is another, friend-
lier dream every pro-
motion director knows
well. It’s the dream of
a promotion that brands
a station, gains atten-
tion and is a step be-
yond everything that
has come before. It's
the dream of that pro-
motion that brings all
the elements together
and creates a lasting impression in the minds of
the listeners.

By Dan Michaels

MICHAELS

A great idea is the key to a great promotion, but
even the best idea is no assurance of success. Here's
the story of what happens when promotions go
wrong.

NOT EASY BEING GREEN

The location was Denver. It was 1999, the third
year of an extremely successful campaign for KPKE
(96.5 The Peak). The station had rallied its listeners by
inviting them to help clean up areas of the city, giving
them “green bucks” in return for a few hours spent
improving the community. The green bucks were
redeemable for tickets to a private, station-sponsored
concert. The first and second years the concerts were
held in 4,000-seat venues, with The Freddy Jones
Band performing in 1997 and The Fixx in "98. Year
three had the potential to be the biggest ever: The
band was Better Than Ezra, and the venue was Mile
High Stadium, home of the Denver Broncos.

But something strange happened: Few listeners
participated in the cleanups and earned green bucks.
The result was the ultimate promotion director’s
nightmare: Station personnel stood in a stadium with
a capacity of 60,000, watching Better Than Ezra per-
form for 25 people.

What went wrong? Between 1998 and 1999 the sta-
tion shifted musical focus, and, as a result, its audience
demographics shifted. Former Peak Promotion Dir-
ector Amber Pope says, “When we lost the Triple A
audience, we gained a new audience. We couldn’t
pull off green bucks with the 18-34-year-old dudes
who were listening to Limp Bizkit and who didn't
give a damn about cleaning up the Platte River to see
Better Than Ezra.”

Lesson One: Justbecause youhaveanannual event
that has worked before doesn’t mean you should keep
doing it.

KNOW WHEN TO THROW IT IN

In the mid-"80s KLOS/Los Angeles was gearing
up to give away 30 or 40 Porsches — but there was
more. Former KLOS PD Tim Sabean says, “To top it
off, we were going tosend a listener out of this world.”
The station hooked up with a company that was

planning to offer rides into space within 10 years. The
whole promotion seemed to come together as the
station arranged to rent a prop spaceship fromamovie
studio. Sabean says, “We were going to put the space-
ship in the KLOS parking lot. We were going to have
somebody dressed as an alien get off the ship and hold
a press conference to make the big announcement.”
Thestation even lined up the person who did the voice
of ET to provide the voice of its alien.

Sabean recalls, “The attorneys approved releases,
and it took a real effort to get everyone comfortable.
Just as we got it together, had the trip all together and
the paperwork to do the deal, the space shuttle
exploded.” On Jan. 28, 1986, when the Challenger
exploded, the idea of going into space lost some of its
appeal, and KLOS scrapped the idea.

Lesson Two: No matter how much work you put
into it, no matter how imaginative and amazing the
promotion, you have to know when to throw in the
towel and move on.

THAT REALLY HAPPENED?

The next example is well-known, but many people
think it was made up for WKRP in Cincinnati. In 1968,
at Country daytimer KMCO/Conroe, TX, Sales Man-
ager and morning personality Jay Blackburn lined up
a breakthrough Thanksgiving promotion for a shop-
ping center. “It was my first promotion,” says Black-
burn. “The deal was, they paid to run spots and
promos, and | would drop turkeys from the air, and
whoever got ‘em, got ‘'em. We flew over a little strip
mall and started throwing the birds out.

“I couldn’t see the birds. | was throwing them out
as the plane banked, and if 1 leaned out, I would have
fallen out. We banked again, and I started seeing
them hit the ground. They hit car hoods, roofs —
thank God we didn't kill anyone. They would just
explode on the asphalt. Feathers, blood and bones
went everywhere. Who knew they couldn’t fly?”
Truer words never came out of Arthur Carlson’s
mouth. The aftermath? Blackburn says, “We had to
pay to fix the dents in the hoods of the cars. There was
very little publicity.”

Lesson Three: Think things through. Think about
every eventuality. Ask yourself, “What if....?”

It all comes back to Promotion 101: Know your
product. Pay attention to every detail. Plan for every
eventuality. Get feedback. Make sure your key play-
ers are in the loop. Have a backup plan. Wear clean
socks.

Then, if you’re_ very lucky, your stellar promotion,
the one that puts your station over the top, might
work. But the best idea in the world is nothing without
great execution. The devil is in the details.

Dan Michasks has sarved as OMPD at WMGKS
Philadelphia, PD at KZF X /Houston and PD/Market-
Ing & Promotion Director at WCKG/Chicago and is
currently interim PD at KOMT/Denver. He i3 avall-
able for consulling on a fimided basis. Reach him
at 610-504-4787 or danmichasls & aol com
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People Meter

Arbitron’s Portable People Meter goes live in
2003! Arbitron answers your questions
about how the PPM works and what it
entails for both panelists and radio stations.

WEARING THE PEOPLE METER

Q: How long will panelists be asked to wear a
meter?

A: Panel members in electronic media research
are typically surveyed for an extended period of
time. In the case of the PPM, panelists participate
for up to two years, which is the current industry
standard for people who are involved in electronic
panels for TV.

Arbitron is still determining how long people will
take part in the PPM market trials, and the company
intends to use the Philadelphia trial to help it make
a final deci