Broadcasting Inc., helps stations plan how
they will use the data capabilities of HD
Radio to increase the bottom line.

Stephen Wallace, broadcast business
manager for iBiquity Digital Corp., rounds
out the panel.

Additional Exhibitor Listings

Telos Systems. ... .....Booth 907
TWR Lighting, Inc. ................... Booth 204
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Stern's

M. Brooks
NAB DAILY NEWS

The importance of being “hip” to a
younger demographic — and how stations can
develop, nourish and retain quality talent —
were two issues discussed at Wednesday's
Programming Executive Super Session.

The panel, moderated by Radio & Records
Publisher and CEO Erica Farber, included John
Dickey of Cumulus Media; David Gleason of
Univision Radio; Tom Owens of Clear Channel
Communications; Pat Paxton of Entercom

Communications: and Mary
Catherine Sneed of Radio One
Farber opened  the ion by

discussing the big news of the day,
and what it means for the future of
terrestrial radio: Howard Stern’s
move to Sirtus Satellite Radio in
2006. She asked the panelists how
they felt about his decision to leave
terrestrial - radio.  Tom  Owens
provided comic reliel with his
reply. “We don’t carry Howard.™”

“Howard’s been threatening to do
this for a while.

I didn’t see it
coming today. and shock is certainly
an understatement.” Paxton said.

Paxton then responded to
industry suggestions that Stern’s
departure is a sign of the end of
terrestrial radio.

“We expected Howard to do it. Howard's a
showman. and he’s great at what he does, but
the NBA did fine after Michacl Jordan quit,
and the NHL did fine after Wayne Gretzky
quit and 1 think we are going to be okay.
Paxton said.

“From our perspective, we are up against
Howard in Harrisburg. Pa., and he does quite
well there,” Dickey said.

“It was obviously good news for us in
Harrisburg, but I think there is a larger issuc
at play other than sclfishly looking at what
impact it has on our radio stations. The larger
question is, does this signal things to come
for the showdown between terrestrial radio

and satellite radio in terms of content
programming. and what does that mean for us
terrestrial  programmers?  Docs this give
satellite radio more legitimacy?”

Dickey added that satellite radio now
serves as a “safe harbor™ for content that is
becoming less acceptable by the mainstream
audicnce

Owens offered a perspective on life after
Stern, as Clear Channel quit carrying Stern’s
show in six markets carlier this year. Owens
acknowledged that it has been difficult to replace
such a big-name talent, and he is glad that Cle

John Dickey and David Gleason

Channel has already “absorbed that blow.”

So what can radio do to nurture and maintain
present talent. and attract new talent? Panelist
Gleason offered a unique perspective, in that
“Spanish-language radio is probably more
dependent on local talent due to the fact that no
two markets arc cxactly alike, based on
and national origin.

“So.it’s been incumbent on us to develop
talent in every market,” Gleason said.

“We probably have one of the larger
groups that is substantially live and local
all dayparts. This forces us to develop talent.

“Fortunately, we have the ability to recruit,
train and bring people up through cither smaller
Kets  or dayparts, and beyond

language usage

e lesser

Exit, Developing Talent

safeguarding the license, the most important job
our program directors have is that ol mentoring
and training new talent,” he said.

In keeping with the discussion on nourishing
and retaining talent, Farber posed a question:
How would the panelists define their
company’s culture in three words, in terms of
the environment in which employces thrive and
the company’s main broadcasting focus?

John Dickey replied, “the programming
culture of our company is defined in threc
words  — live and local. Within the
constraints and pressures of being a publicly
traded company, and the budgetary
pressures. whether you are public

private ... we try to encourage
and actively maintain as live and
local a presence
we possibly can afford to do.”

He said Cumulus tries to support
this through talent development
programs and constant recruiting of
fresh talent.

Gleason expanded on Dickey’s
comments, and defined Univisi
culture as heritage and service

“A pranrentt 6f the e and loeal

concepl is serving the community.

in our markets as

he said. "Whether it be through
backing local entities. fundraisers
and such. or simply the fact that we

are talking about things that go on i
the local community, and playing music that is
rescarched  and played because the local
community wants to hear it.”

Snced  talked about Radio One’
continuing education course. PD College
which she described as a three-day training
course for nine program directors held cach
month. covering the arcas of research, sales
marketing and promotions. She said PD
College helps the company to find quality
future talent.

“I'm not sure there’s anyone else who
does that on a monthly basis. That’s really
proven (o be a place been
able to find some really mcog _,:::d talent
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