NEWSSTAND PRICE $6.50 FEBRUARY 6, 1998
Garth To Keynote CRS -- B RAB ’98 Kicks Off In ‘Big D’

Garth Brooks has been tapped as 1 “RAB '98” will draw some 2500
keynote speaker at the opening Y y sales pros to Dallas this weekend
session of the 29th annual , . I "f i for four days of education and
Country Radio Seminar, which J ' o . s : inspiration, all under the aegis of
begins February 26 in Nashville. : - = RAB President/CEO Gary Fries.
He's slipping this in between fThls wzek in R&Ili Fr|gsH|s
appearances on the Oprah eatured in two places: He

; ) describes the new R&R/RAB
Winfrey Show, Saturday Night weekly feature “Radio Gets

Live, and the upcoming NBC-TV : Results” on Page 19, and he's

special, Garth Brooks: Ireland & the subject of Erica Farber’s “Publisher’s Profile” on
Back, which airs March 4. Page 112.

The new single from the forthcoming
Warner Bros: Nashville album Faith.

Official Add Date: Feb. 23

DGS Delivery: Feb. 18, Noon E.S.T.
ISCl-Code: THISKISS

Managément: Borman. Entertamihent
Produced by 3yron Gallimorghand Faith Hill

lI Kissnng|§Bel:eV||1g‘*www,wbr.g?mlm'§T|ville/ 21998 Warney Bimg. Ragords Inc.
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'97 SALES THEME ISSUE

With some 2500 sales execs abuzz at
RAB '98 in Dallas, R&R presents its
annual Sales Theme Issue. This special
edition kicks off with a new feature,
produced in conjunction with the RAB,
“Radio Gets Results.” It's a step-by-step
guide to how a real-life station tackled a
real-life sales challenge. These make great
“clip 'n’ save” items that you can adapt to
your sales needs. A new “Results” story
will appear every week. You can find this
and other sales-oriented columns this
week:

Radio Gets Results: Page 19
News/Talk: Page 34
CHR: Page 42
Urban: Page 54
Country: Page 64
AC: Page 75
NAC/Smooth Jazz: Page 82
Rock: Page 87
Alternative: Page 94

PERILS OF CLIENT PROMOTIONS

They can be a “win-win” or a big “lose-
lose,” depending on how you handle
them. R&R Radio Editor Frank Miniaci
sits down with KQRG/Kansas City
Marketing Director Michelle England to
discuss the sensitive issue of client
promotions.

Page 20

= Gary Bryan becomes PD/morning
man at KJR/Seattle

= At ARS/Baltimore: Alan Hay adds
WOCT Station Mgr. duties, Bill Pasha
now VP/Prog., Bob Philips WQSR
Station Mgr.

= New N2K promo domos: Susanne
White VP/Promo, Eulis Cathey VP/
Jazz & Urban, Mike Stone VP/Field
Promo-East Coast; Scott Jordan &
Jordan Zucker now Nat't Promo Dirs.

Page 3

This A weEk |

CHR/POP
= CELINE DION My Heart Will Go On (550 Music)

CHR/RHYTHMIC

o K-Cl & JOJO All My Life (MCA)
URBAN

« BRIAN McKNIGHT Anytime (Mercury)

URBAN AC
* BOYZ Il MEN A Song For Mama (Motown)

COUNTRY
* TIM McGRAW Just To See You Smile (Curb)

NAC/SMOOTH JAZZ
* CANDY DULFER For The Love ...

HOT AC
o MATCHBOX 20 3am (Lava/Atlantic)

AC
o CELINE DION My Heart Will Go On (550 Music)

ACTIVE ROCK
o PEARL JAM Given To Fly (Epic)

ROCK
* PEARL JAM Given To Fly (Epic)

ALTERNATIVE
* MARCY PLAYGROUND Sex And Candy (Capitol)

ADULT ALTERNATIVE
© LOREENA McKENNITT The Mummers'... (Quinian Road/WB)

(N2K Encoded Music)

NEWSSTAND PRICE $6.50

Radio’s 10% Gain Finishes
97 OnA r igh Noe

L \
Local +8% \
National +15%

.

S end up the balloons, pop the champagne, alert the media: Radio indus-
try revenues approached $14 billion in 1997. The number is up 10%
over 1996's final tally and some 65% above revenues in 1991, which was the
final year of radio’s disastrous downturn, which pretty much paralieled the
overall U.S. economy.

Of course, one could make the argument that the radio industry continues
to shadow the U.S. economy — all of the major economic indicators are
pointing north — but for the last several years the radio industry has outper-
formedthe economy and other major media, including newspapers and broad-
castTV.

Here’s the final tally, according to the RAB: Local revenues rose 9% to
finish out the year with $10.74 billion; national business was up 15% to close
at $2.4 billion; while network numbers reflected a 7% gain to end the year
with $498 million. When combined, the radio industry finished 1997 with a
10% rise in revenues.

Focusing on December revenues, local business was up 8% when com-
pared to December '96; national revenues had risen 15% for an overall gain
of 10%.

FEBRUARY 6, 1998

L.A.’s Lewinsky Look-alikes
KIIs But Still Don’t Tell

*:.._M‘M.-d——

SFMiiargivi

Monica Madness has gripped the nation (not to mention its president),
and from coast to coast, radio’s finest heads are thinking of ways to blow
money on promotions related to the latest scandal from the Dral ... oops,
Oval Office. KIIS-FM/L.os Angeles’ Rick Dees (second from left) quali-
fied dozens of contestants — some wearing kneepads — for a Monica
Lewinsky look-alike contest held at a local wiener joint. Winner Kimbley
Craig (second from right), seen here with Dees, a runner-up, and “Bill
Clinton,” won $1000 and an internship with Dees, allowing her to take a
position on the morning man’s staff.

Is The President’s Gall For
Free Airtime Enforceable?

M Kennard: Congress, not FCC, must mandate time

By JEFFREY Y ORKE AND PATRICE WITTRIG
R&R WASHINGTON BUREAU
Washington is the land of pow-
erful symbols and gestures. A lot
of gestures. Just last week, in fact,
during his State of the Union ad-
dress, President Clinton said he
“will formally request that the
Federal Communications Com-
mission act to provide free or re-
duced-cost television time — for
candidates who observe spend-
ing limits voluntarily.” This
prompted “numerous phone
calls” to FCC Chairman William
Kennard, which in turn prompt-
ed a Washington chain reaction.
The next morning, Kennard —
who’s still making his imprint in

Catino Climbs To
Capitol/Nash. EVP

By Lo~ HeLroN
R&R COUNTRY EDITOR
Capitol/Nashville St. VP/Pro-
motion Bill Catino has been el-
evated to Exec. VP. In his new
post. Catino will be responsible
for overseeing
the coordina-
tion of the day-
to-day opera-
tions of each
department at
the label. He
reports to label
President/
CEO Pat
Quigley.

“Bill Catino
has a tremen-
dous understanding of the music
business and a great relationship
with the artists on the Capitol/
Nashville roster.” Quigley said.
“He has earned the admiration
and respect of the staff here. and

CATINO/See Page 38

R&R Al-
ternative
Editor Sky
Daniels has
been promot-
ed to Gener- §
al Manager
of the com-
pany. Jim
Kerr, who
published an
Alternative
newsletter,
has been recruited as the new
Alternative Editor.

In his new role, Daniels will
integrate the company’s sales
efforts among the R&R news-
paper, fax publications, web-
site, and other emerging
projects. He’ll also oversee its
information services depart-
ment. Other departments, in-
cluding editorial. will contin-

Daniels

Catino

Daniels Appointed R&R GM,;
Kerr Now Alternative Editor

ue to report
to Publish-
er/CEO Eri-
ca Farber.

“We are
{falways
pleased to
be able to
promote
from with-
in,” Farber
remarked.
“Sky’s ex-
perience at both the station
and the label levels provides
us with a solid foundation to
help us better understand our
customers’ needs and in turn
to achieve their goals. This
transition will strengthen our
internal systems while at the
same time helping us create
new opportunities.”

DANIELS/See Page 38

Kerr

the chairman’s chair — faxed out
a media advisory noting that he
would “hold an informal news
‘availability’” that afternoon to
discuss airtime. Just over a doz-
en reporters showed up to hear
the soft-spoken chief of the air-
waves announce that his people
would “issue a notice of proposed
rulemaking” in the next 60 days.
That means the FCC will toss out
some ideas. But don’t worry, all
new provisions must be “‘enforce-
able and efficient solutions,” and
they must “respect the First
Amendment rights of broadcast-
ers,” he said firmly. He later told
R&R he is looking at the issue

AIRTIME/See Page 38

Jacor: For Whom
Art Bell Tolls

W OtherChanceflor
sold to Premiere

By MATT SPANGLER
R&R WASHINGTON BUREAU
Syndicated talk show host Art
Bell will soon be heard coast-to-
coast under a
new banner:
Jacor Commu- |
nications’ Pre-
miere Radio % -
Networks. b 4
Premiere
will buy
Chancellor
Broadcasting
Co. (not relat-
ed to Chan-
cellor Media
Corp.), syndicator of Bell's
Coust-To-Coast AM and Dream-
lund, and Talk Radio Network
(TRN), syndicator of 17 other
programs, for $9 million. Jacor

BELL/See Page 10

Register today for the R&R Convention! Pages 22-23

_oany americanradiohistory caom
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ORDINARY BLACK AND WHITE

There's nothing ordinary about this airplay!

WFBQ WNOR KBER WKLQ
WDHA WZAT KTUX WFYV
WAPL WIOT KMOD WPLR
WCCC WZZR KRZZ WZIMT

...and many others!

FROM THE MJJ/WORK RELEASE WHEN YOU SEE THE -SUN

Produced by Marti Frederiksen Co-Produced by Jason. Bonham 14

SWORK “s: trademark of Sony Music EnvertauinventlBit™". 1998 Sony Msie Entertamment g Betp./fwww wor g upetcom WORK
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Bryan Becomes PD
At KJR-FM/Seattle

Veteran air personality Gary Bry-
an returned to his hometown this
week after being
named PD/morn-
ing host at Oldies
KJR-FM/Seat-
tle. He most re-
cently served as
morning host at
Hot AC WYXR/
Philadelphia.

New Century
Director/Pro-
gramming & Op-
erations  Carl
Weinstein said, “We waited even
longer than planned for just the right
person to replace the retired Char-
lie Brown and develop the next leg-
endary KIR-FM morning show. We
couldn’t be happier with our deci-
sion. Gary has a tremendous track
record, especially here in the North-
west. In addition to that, tapping into
Gary’s extensive programming

Bryan

knowledge to lead KJR-FM as its |

new PD is like hitting back-to-back

home runs.”
BRYAN/See Page 10

R&R Observes
Presidents’ Day

n observance of the Presi-

dents’ Day holiday, R&R’s Los
Angeles, Nashville, and Wash-
ington, DC offices will be closed
on Monday, February 16.

o |

Palltlcal L'Ilmate L‘antral

Now, what was the name of that Tammy Wynette song again? First lady
Hillary Rodham Clinton (1) tried to turn down the heat as she and West-
wood One’s NBC Radio/Mutual News correspondent Peter Maer took on
the rather sticky situation at hand in a recent exclusive one-on-one inter-
view held in the White House Map Room.

ARS/Baltimore Restructures Mgt.

™ Hay adds WOCT Station Mgr. duties; Pasha
now VP/Prog.; Philips named WQSR Station Mgr.

American Radio Systems/Balti-
more VP/Market Manager T. Alan
Hay has added Station Manager du-
ties at Oldies WOCT-FM/Baltimore |!
as part of the company’s realignment x
of responsibilities in the market. Con-
currently, Hay announced other per-
sonnel changes within ARS’ Balti-
more properties:

« Bill Pasha, who had served as Sta-
tion Manager for Oldies WQSR-FM
and PD for WOCT & WQSR, has
been named VP/Programming for
ARS/Baltimore.

« Bob Philips, Station Manager for WOCT and Director/Sales forWOCT
& WQSR, becomes WQSR’s Station Manager.

« Bill Hooper will retain his duties as Station Manager and GSM for Hot
AC WWMX-FM.

Pasha

Olinger Appointed
PD Of Entercom/
Seattle N/T Trio

| T his time of the year is quite special for

Dene Hallam. In 1977, he landed his

first PD gig, at WFEC-AM/Harrisburg.Twen-

ty years ago this week, Hallam became PD

for WEEP-AM & FM/Pittsburgh, his first ma-

jor-market programming gig. Five years lat-

er, he made the crosstown move from WHN/

. New York to WKHK. Today, Hallam is VP/
| Programming of KKBQ-FM/Houston.

Sticking With Radio For 25 Years

Kris Olinger has been named PD
of Entercom’s Seattle News/Talk
radio trio: heritage News/Talk
KIRO-AM, all-News KNWX-
AM. and FM Talker KIRO-FM
(The Buzz). She succeeds Tom
Clendening, who exited the stations
just a week ago.

h Entercom/Seattle GM Dick Carl-
son toldR&R, “T hired Kris because
she 1s simply one of the most tal-
ented News/Talk and Sports pro-
grammers [ have ever met. I’'m very
much looking tforward to working

Dene Hallam
(circa 1977}
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with her”
Olinger, who is currently PD at
Jacor's longtime News/Talk

KHOW-AM/Denver, will trade her
Rocky Mountain high for a view of
the Cascades and Mt. Rainier be-

ARS/See Page 38 |
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Business Briefs 4 Sound Decisions 39
Transactions 6 Nashville 66
Management 16 Publisher’s Protile 112
Sales 19

Marketing & Promotion 20 Product Showcase 15
Show Prep 24 Opportunities 105
‘Zine Scene 24 Marketplace 108
National Video Charts 26

FORMATS & CHARTS

News/Talk 34 AC Chart 76
Pop/Alternative 41 Hot AC Chart 79
CHR 42 NAC/Smooth Jazz 82
CHR Callout America 43 NAC/Smooth Jazz Tracks Chart 84
CHR/Pop Chart 44 NAC/Smooth Jazz Albums Chart 85
CHR/Rhythmic Chart 51 Rock 87
Hip-Hop Chart 52 Active Rock Chart 88
Urban 54 Rock Chart 91
Urban Chart 56 Alternative Action 93
Urban Action 58 Alternative 94
Urban AC Chart 62 Alternative Chart 96
Country 64 Alternative Specialty Show 101
Country Chart 67 Adult Alternative 102
Country Action 68 Adult Alternative Tracks 102
Adult Contemporary 75

The Back Pages 110

N2K Encoded Music Resets Promo Execs
' M White, Stone, and Cathey each get VP stripes

N2K Encoded Music has ap-
pointed Susanne White VP/Promo-
tion; Mike Stone VP/Field Promo-

| tion, East Coast; and Eulis Cathey
| VP/Jazz & Urban Promotion. Con-

currently, the label hus named Scott
Gordon and Jordan Zucker Na-
tional Promotion Directors, West
Coast and South, respectively. A
Chicago post will be filled soon.
Noting the changes, label GM
Harry Anger said, “In 1997, Eulis
did a great job establishing our pres-
ence in the Urban and Jazz formats.

In 1998, the goal is to develop our
presence in the pop world. With
Susanne, Mike, Scott. and Jordan
working as a teamn on the upcoming
Swamp Boogie Queen, Kyle Davis,
and Mini King records, as well as
our other rock releases, I have con-
fidence that N2K Encoded Music
will achieve great things.””

Prior to joining N2K, White was
Sr. Director/Promotion for Guard-
1an/EMI Records: she also served

N2K/See Page 10

Excellence In The A.LR.

The March Of Dimes and the Gotham radio community announced win-
ners in 25 categories at this year's New York Achievement In Radio (A.1.R.)
Awards recently. Celebrating after the ceremony are (I-r) President/GM of
WABC/New York and co-Chairman of the A.I.R. Awards board Mitch Dolan,
Exec. Dir/New York Chapter of the March Of Dimes Mark Roithmayr, former
Mayor of New York Ed Koch, WOR/New York's John A. Gambling. and

HAT LAST

WABC-TV/New York news anchor Bill Beutel.

ginning on February 17.

HOW TO REACH IJS RADIO & RECORDS INC./ 10100 SANTA MONICA BLVD., 5TH FLOOR, LOS ANGELES, CA 90067 WEB SITE: www.rronline.com

D . o= Pl D o

1 Phone_ Fax \E-mail Phone SRR Fax JE-mal
| CIRCULATION: 310-788-1625  310-203-8727 moreinfo @rronline.com OPPORTUNITIES/MARKETPLACE: 310-788-1621 310-203-8727  kmumaw @rronline.com
NEWS DESK: 310-788-1699 310-203-9763 newsroom@ rronline.com EDITORIAL, OTHER DEPTS: 310-553-4330 310-203-9763  mailroom @ rronline.com

R&R ONLINE SERVICES: 310-788-1675 310-553-4056 jil@rroniine.com WASHINGTON, DC BUREAU: 202-463-0500 202-463-0432 rdc@rronline.com

| ADVERTISING/SALES: 310-553-4330  310-203-8450

hmowry @ rrontine.com NASHVILLE BUREAU: 615-244-8822 615-248-6655 Ihelton @ rronline.com
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RADIO BUSINESS

Bill Steding Forms Darwin Group with
Frank Wood, Spence Kendrick

By PaTRICE WITTRIG
R&R WASHINGTON BUREAU

Radio denizens Bill Steding, Frank Wood, and Spence Ken-
drick are going through an evolution of sorts. They hope to trans-
fer their radio business abilities into a new arena. Operating as the
Darwin Group, the trio intends to finance entertainment and me-
dia companies with money from private investors, similar to the
strategy of fellow Texans Hicks, Muse, Tate & Furst.

“The first phase is to raise the
funds,” Wood told R&R. “The mon-
ey will come from private investors,
with some institutional input.” Wood,
founder of Secret Communications, a
nine-station group that he sold to SFX
for $300 million in October 1996, will
commute between Secret duties in
Cincinnati, and Dallas, where Darwin
will be based. Wood will continue as
President/CEO of Secret Communi-
cations, in addition to his new role as
chairman of Darwin.

Powerful Trio

Star Media Group co-founder
Steding will leave the media bro-
kerage firm at the end of the
month. He has been with Star Me-
dia since its founding in 1990 and
was instrumental in its rapid

growth. said co-founders Peter
Handy and Paul Leonard.

“I've been on the broker side for
10 years,” Steding told R&R, “and
I'm looking forward to being a prin-
cipal again. After 10 years and $10
billion in transactions, it’s time to
move to that side of the business and
look at opportunities in the consoli-
dation and convergence of the media
and entertainment businesses.” Sted-
ing will be a managing director.

Cardinal Communications founder
Kendrick, who recently sold his all-
Sports KTCK/Dallas to SFX. will
also become a managing director for
the company. The pair will handle the
day-to-day operations from the com-
pany's Dallas headquarters.

Armed with Wall Street and broad-

casting experience, Kendrick said, *1
see the Darwin Group as something
that has naturally progressed from the
success of Star Media, Secret Com-
munications, and Cardinal Commu-
nications.

“We've got a couple of things we’re
looking at now,” Kendrick told R&R.
“For starters, we're going to focus on
businesses that complement radio —
value-added businesses. We’re also
looking at ancillary businesses.”

Wood said the company is not eye-
ing — or staying away from — any
markets at the moment. “The deals
you invest in with venture capital can
be anywhere. The beginning of a new
enterprise is very exciting. This is a
great time to be in the fund-raising
business. I know there will be lots of
opportunities,” Wood said.

“There is a lot of opportunity out
there that the three of us would like
to see and have the opportunity to
capture a small slice of,” Kendrick
added. “I'm looking forward to
working with men of stature like Bill
and Frank.”

Children’s Broadcasting Corp.
Ready For New Buyer

Children’s Broadcasting Corp. (CBC) said it is optimis-
tic about quickly finding a new buyer to snap up its 14-station
chain after its long-announced deal with Global Broadcasting

Company fell through.

“We're negotiating with a number
of parties. and we’re expecting to
make announcements in the next cou-
ple of weeks about what we're going
to do,” CBC President/CEO Christo-
pher Dahl told R&R.

However, a Global Broadcasting
spokesman told R&R, “The discus-
sions are still continuing, and Global
wants to straighten out its financing
and complete the deal.” The spokes-
man wouldn’t elaborate on what “fi-

nancial issues” Global has to address.
Global had agreed to pay $72.5 mil-
lion for the stations.

CBC agreed to sell the stations in
the midst of expensive litigation with
competitor ABC Radio Networks and
its subsidiary Radio Disney. “We
couldn’t continue the format and ex-
pand the company,” Dahl said. The

group has recruited Peter Handy of

CHIDREN/See Page 8

e
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FGC Accruing $14 Million In Rent Loss

ore than $14 million in FCC rent money has been paid out since July
1997 for The Portals, where an assortment of obstacles, including
security concerns, has postponed the move.

A report sent to the Senate and House Appropriations Committees by
the General Accounting Office last Friday said that, due to lack of funding,
the FCC may not be able to move to the complex in SouthwestWashington
until after July 10. However, General Services Administration (GSA) Com-
missioner Robert Peck said in a letter to the GAO last week that the com-
mission should be able to begin moving in June. By then, the escalating
monthly rent installments will jump to nearly $1.7 million. GSA spokesman
Bill Bearden told R&R that the commission must ask Congress for an ap-
propriation above its fiscal-year budget to reimburse GSA for paying the
lease.

NAB Files Brief In Minnesota Pirate Case

n a friend-of-the-court brief filed Monday with the U.S. Court of Appeals in

Minnesota, the NAB said it supports a decision by a district court in the
state last September that upheld the FCC's right to seize the equipment
of Minneapolis micropower broadcaster Alan Freed and his“Beat Radio”
Freed is challenging the FCC restriction on broadcasting at less than 100
watts. The NAB said the issue is that the commission was enforcing the
statutory ban on unlicensed broadcasting when it seized the equipment
in July '96.

Patterson/Capstar Deal Cleared

he Department of Justice last week approved Capstar Broadcasting

Partners’ $215 million purchase of Patterson Broadcasting's 36-sta-
tion operation. The deal, originally struck in April 1997, had been held up by
DOJ’s ever-notorious Antitrust Division, which immediately expressed con
cern that the deal would give Capstar a lion’s share of the Allentown mar-
ket. But, asfirst reported in R&R (12/12/97), Capstar recruited Clear Channel
Communications to buy WEEX-AM & WODE-FM/Easton, PA in the Allen-
town market. Approval by the FCC hinged on the DOJ’s okay.

CBS Will Continue Employee Matching Plan

committee of the board of directors for CBS Corp. has authorized the
company to continue its 401(k) matching funds program through 1998,

Continued on Page 42

R&R/Bloomberg Radio Stock Index

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

Change Since

4/1/97 1723/98 1/36/98 4/1 1/30
Radio Index 100.37 194.05  193.93 93.22% -0.06%
Dow Industrials 6611.05 7700.74 7906.5 +l9.60%_ +2.67%
S&P 500 759.64 95759  980.28  +29.05% +2.37%

Don't Enter Into
Any Agreements!

Coming 1st quarter of 1998 Country radio’s ONLY
syndicated nighttime show LIVE from Music Row!

Music-intensive * Live performances » Celebrity interviews * Phone interaction * 5 nights a week
Stay tuned for the announcement of our nationally renowned host!

JONES RADIO NETWORK™

Call Michael Henderson, Director of Affiliate Sales 303-784-8700

warAr-aRekeaAractohistorv-com
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STRATECY

Our people specialize in doing
just one thing and doing it excep-
tionally well: Strategic guidance
based upon customized, advanced
Strategic research.

So, you can’t buy “virtual radio”
from us, or telemarketing, or “nest”
type database building, music logs,
program consulting, or direct mail.

And, we don't do any other type
of research at Moyes Research
Associates...not ratings, advertiser
studies, call-out, focus groups or mall
intercepts. We do only Strategic
research and only for radio, not for
TV and other media. For all those
other services — from telemarketing to
call-out — we make it our busiress to
know the best firms for a particular
client station’s needs and we counsel

our clients on how to access the best
on the most advantageous terms.

This total dedication to one focus
has two benefits. True, it keeps our
advice- totally objective (there’s no
“hidden agenda” to sell you other
things), but, more importantly, it
keeps our company way ahead
in the one area that has always
proven to be the key to our client’s
successes: smart Strategy.

As a result, we've assembled a team
of the best Strategists in the radio
business, led by Bill Moyes...experts
totally dedicated to working only
for their client’s benefit. That's why,
for the past 20 years, America’s
leading radio stations have come to
respect one name in Strategy above
all the imitators...

Moyes Research Associates

AMERICA’'S PREMIER RADIO STRATEGISTS

205 East Cheyenne Mountain Blvd., Colorado Springs, CO 80906 « Telephone 719.540.0100

SEE WHAT A DIFFERENCE SMART STRATEGY CAN MAKE:

F A L L B 0 O K S

B-101 (AC) Philadelphia: No. 1 25-54 Women.”’
B-101 (WBEB) is on a four-year uptrend in its target.

ARROW 93 (Classic Rock) L.A.: from No.12 to No. 4.
ARROW 93 (KCBS-FM) soars in its 25-54 male target.

J U S T |1 N !

*Fall 1997 Arbitron Share, Monday-Sunday 6AM-MID.
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'RADIO BUSINESS

DEAL OF THE WEEK 1998 DEALS TO DATE

o WJCL-FM/Savannah, GA

$7.25 million

TRANSACTIONS

Dollars To Date:

| Dollars This Week:

-

 Stations Traded This

Stations Traded This Week:

TRANSACTIONS AT A GLANCE

$313,549,746 * WOSC-FM/Bethany Beach, DE & WWFG-FM/Ocean City, MD $3.25

(Last Year: $592,556,741) million (est)
® KUAB-FM/Fairbanks, AK $205,000
%7;417; 000 * WRRX-FM/Gainesville-Ocala, FL $2.85 million
(Last Year: $90,083,353) ® WAIB-FM/Tallahassee & WWFO-FM/Lafayette (Tallahassee), FL
$3.75 million
Year: 133 . |
: WFFM-FM/Ashburn & WRXZ-FM/Sylvester (Alb , GA $650,000
(Last Year: 200) . yivester (Albany), GA $6

27

(Last Year: 46)

Cumulus Floats Into Savannah With WJCL

[ Group also picks up seventh and eighth stations in Delmarva region

WJCL-FM/Savannah

PRICE: $7.25 million

TERMS: Asset sale for cash

BUYER: Cumulus BroadcastingInc.,
headed by President Bill Bungeroth.
Phone: (414) 283-4500

SELLER: Lewis Broadcasting Corp.,
headed by President J.C. Lewis Jr.
Phone: (912) 925-0234
FREQUENCY: 96.5 MHz

POWER: 100kw at 1332 feet
FORMAT: Country

MRS RN e 0

WOSC-FM/Bethany
Beach, DE & WWFG-FM/
Ocean City, MD

PRICE: $3.25 million {est.)

TERMS: Not available

BUYER: Cumulus Broadcasting
Inc., headed by President Bill
Bungeroth. It owns WJDY-AM,
WQHQ-FM, WRXS-FM, and WSBY-
FM/Ocean City, MD, and WTGM-AM
& WLVW-FM/Salisbury, MD.
SELLER: Capstar Broadcasting Part-
ners, headed by President Steve
Hicks. Phone: (512) 340-7800
FREQUENCY: 95.9 MHz; 99.9 MHz
POWER: 16.5kw at 400 feet; 50kw at
319feet

FORMAT: Alternative; Country

KUAB-FM/Fairbanks

PRICE: $205,000

TERMS: Asset sale for cash

BUYER: Pacific Star Communica-
tions Inc., a wholly owned subsidiary
of Capstar Broadcasting Partners,
headed by President Steve Hicks.
Phone: (512) 404-6840

SELLER: Universty of Alaska
FREQUENCY: 104.7 MHz

POWER: 10.5kw at 440 feet
FORMAT: NPR/Classical

Schwartz

Levinson

492 feet

7 | PRICE: $3.75 million
TERMS: Asset sale for cash
BUYER: Capitol City Radio Partners |
Inc., headed by President Michael

FREQUENCY: 103.1 MHz; 99.9 MHz
POWER: 50kw at 295 feet; 50kw at

FORMAT: Country; Classic Rock
BROKER: Media Services Group

3
3

SELLER: Catamount Communica-
tions Inc./Catamount | Communic-
tions Inc., headed by President Adam

® WAYT-AM & WWIP-FM/Wabash, IN $285,000

® KMXD-FM/Ankeny (Des Moines), 1A $3 million

® KMRY-AM/Cedar Rapids, |A $475,000

® KIML-FM/Columbus, KS (Joplin, MO) $1 million

® WMSX-AM/Brockton, MA $410,000

® KFAL-AM & KKCA-FM/Fulton (Jefferson City), MO $500,000
® WBEX-AM & WKKJ-FM/Chillicothe, OH $6 million

® WIZE-AM/Springfield (Dayton), OH $525,000

* WMAJ-AM & WBHV-FM/State College, PA $2.9 million

®* WFWL-AM &WRJB-FM/Camden,TN $767,000

® WTOP-FM/Warrenton,VA (Washington, DC) $2.6 million
® KBAM-AM & KRQT-FM/Longview-Kelso, WA $1 million

TERMS: Asset sale for $125,000 cash;
a 10-year, $80,000 promissory note at
8.5% interest; and an $80,000 non-com-
pete

BUYER: Mid-America Radio of Wa-

bash Inc., headed by President David
Keister. Phone: (765) 349-1485
SELLER: Conaway Communications
Corp.

BROKER: Roehling Broadcast Ser-
vices Lid.

Phone: (319) 393-0196
FREQUENCY: 1450 kHz
POWER: 1kw
FORMAT: Nostalgia

b b P i

KJML-FM/Columbus
(Joplin, MO)

PRICE: $1 miiion

TERMS: Stock sale

| BUYER: Saturn Communications

Inc., headed by President Andrew

BROKER:Whitley Broadcast Media

WRRX-FM/Gainesville-

WFFM-FM/Ashburn &
WRXZ-FM/Sylvester

Wolfson, is acquiring Acorn Broad-
casting Co. It has agreed to acquire
an FM CP in Galena, KS. Phone: (314)
291-2200

KMXD-FM/Ankeny (Des
Moines)
PRICE: $3 million

Ocala

PRICE: $2.85 million

TERMS: Asset sale for cash

BUYER: Entercom, headed by Presi-
dentJoseph Fields. It owns or operates
38 stations. Phone: (610) 660-5610
SELLER: Gator Broadcasting, head-
ed by President David Gregg. Phone:
(352) 376-1230

FREQUENCY: 97.7 MHz

POWER: 2.6kw at 495 feet

FORMAT: Classic Rock

BROKER: Donald Clark |

WAIB-FM/Tallahassee &
WWFO-FM/Lafayette
(Tallahassee)

(Albany)

PRICE: $650,000

Wabash

TERMS: Asset sale for cash
BUYER: On Top Communications
Inc., headed by President Steve
Hedgewood
SELLER: K&B Broadcasting Co.Inc.,
headed by President Wade Keck.
Phone: (912) 776-9565
FREQUENCY: 105.7 MHz; 106.1 MHz
POWER: 6kw at 328 feet; 3kw at 328 feet |
FORMAT: Rock; Rock

BROKER: Media Services Group

WAYT-AM &MV“VWIP-FM/

PRICE: $285,000

TERMS: Asset sale for cash

BUYER: Jacor Communications Inc.,
headed by PresidentRandy Michaels
SELLER:V.0.B.Inc. Phone:(515) 289-
2000

FREQUENCY: 106.3 MHz

POWER: 6kw at 328 feet

FORMAT: B/EZ B

KMRY-AM/Cedar Rapids

PRICE: $475,000

TERMS: Asset sale for $450,000 cash
and a $25,000 promissory note
BUYER: Dulaney Broadcasting Inc.,
headed by President Mike Dulaney.
Phone: (319) 393-1450

SELLER: Sellers Broadcasting Inc.,
headed by President Richard Sellers.

SELLER:William Stoudenmier andN.
David and Karen Gorman. Phone:
(816)279-5102
FREQUENCY: 105.3 MHz
POWER: 6.1kw at 308 feet
FORMAT: Rock

COMMENT: Formerly KWAS

WMSX-AM/Brockton
PRICE: $410,000

TERMS: Asset sale for cash
BUYER: Griot Communications,
headed by President Monte Bowen.
Phone: (617) 296-7866

SELLER: Metro South Broadcasting

Continued on Page 8
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The “Dirty Little Secrets” of Auditorium Music Testing ~ #4 in a Series:

“The person next to me
at the hotel music test
was coughing all the time.
It was hard to concentrate.”

Distractions are always possible when it comes to music testing.

In an auditorium test, people who have coughs and colds can be distracting,
as can noise in the hotel ballroom adjacent to the music test room.
People who are openly expressive about how much they like or hate certain
songs can affect the voting of all the people around them. Occasionally you get
a participant who has had a little too much to drink. And there’s not a lot you
can do about these distractions with auditorium methodology.

In INTERACTIVE testing you don’t get those kinds of distractions, of course,
because respondents take the test at home. Research shows they are
normally alone in a quiet environment when they take the test.

But other types of distractions can still happen.

A person’s child can come into the room, someone could turn on the TV loudly
in the next room, or someone could come to the door. The big difference is that
there is something you can do about it with INTERACTIVE testing.
INTERACTIVE tests are specifically designed to handle and neutralize the
effect of any interruptions because, with INTERACTIVE testing,
the participants are encouraged-repeatedly-to just hang up the phone if they
have any kind of distraction. When they have time to come back to the test, the
system picks right up exactly where they left off.

And, if the distraction is just a momentary one, they can simply hit the “zero”

button on their telephone and the last song will play again to quickly re-orient them.
So distractions are not problems with INTERACTIVE tests...they are expected

and planned for so that they don’t affect song scoring.

What’s So Good About INTERACTIVE Music Tests?

NO DISTRACTIONS AFFECTING SCORES. A SYSTEM THAT
EFFECTIVELY HANDLES ANY INTERRUPTION THAT MAY HAPPEN.

Music Technologies LLC

First in Fully-Digital
— INTERAGTIVE
Music Library Testing

205 East Cheyenne Mountain Boulevard, Colorado Springs, Colorado 80906 « (719) 579-9555

To answer all your questions about Interactive music testing and Music Technologies’
advanced testing system, call us for a free copy of the 32 page booklet “What’s So Bad
About Auditorium Testing / What's So Good About INTERACTIVE Testing?”

[TV IV VY=Y aa V=Y dat=VaT =] dinhictan, com
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Sinclair, Bechtel Say No Minority
Preferences In Auctions

There should be no special incentives for minority- and women-
owned businesses when it comes to auctioning broadcast licens-
es, two parties told the FCC last week.

In her filing with the commission
on its proposal to replace the com-
parative hearings process with a sys-
tem of auctioning broadcast licen-
ses, Susan Bechtel said. “Special
privileges should not be given to
women or minorities in the broadcast
auction rules.”

Bechtel is the wife of Washington
attorney Gene Bechtel, who argued
the 1993 Supreme Court case that
overturned the comparative hearings
criteria. She said that minorities and
women will benefit from preferenc-
es slated for small businesses in these
auctions.

Not so, argued the NAACP Legal
Defense and Educational Fund Inc.
in its filing. The group said the FCC
shouldn’t limit its application of
tools designed to increase minority
ownership — such as bidding cred-
its and tax certificates — to minori-
ty businesses that are also small busi-
nesses.

“The exclusion of larger, minori-
ty-owned businesses from the FCC’s

minority participation program pre-
vents such companies from growing
even stronger and essentially penal-
izes them for their prior growth and
success,” the NAACP said. The as-
sociation proposed that, in order to
ensure that the policy benefits com-
panies with “significant” minority
interests, minorities should receive at
least 50.1% of dividends from vot-
ing stock in those companies,

Foster ‘Incubator’
Programs

“Encouraging minority broadcast
ownership through the auction pro-
cess is not likely to succeed,” said
Sinclair Broadcast Group Inc. “Very
few minorities have the resources or
the track record in broadcasting that
would allow them to achieve a more
than 50% capital investment in a
company.” Sinclair suggested that
instead of bidding credits, the com-
mission should foster “incubator”
programs whereby minority compa-
nies are supported by “experienced

and well-capitalized” non-minority
companies.

The NAACP’s argument is bol-
stered by comments FCC Chairman
Bill Kennard made in a press confer-
ence last Friday. He said the auction
proposal will contain rules that will
create incentives to expand minority
and female ownership. “We must ex-
pand opportunities so that the com-
munications revolution is an inclusive
one,” he said.

In the 1993 Bechtel vs. FCC case,
the commission denied Bechtel a li-
cense for a station in Selbyville, DE
because she intended to hire a man-
ager for the station. The commission
alleged at the time that this was in
violation of its policy of “integration
of ownership and management.” The
high court said the “integration” pol-
icy was arbitrary and capricious, and
remanded the case to the commission,
thereby invalidating the comparative
hearings rules.

In a filing by American Women in
Radio & Television, the FCC was
asked to give women-owned busi-
nesses bidding credits in broadcast

auctions.
—Matt Spangler

TRANSACTIONS

Continued from Page 6

Inc., headed by PresidentDonald San-
dler. Phone: (508) 587-1410

-

Missouri

KFAL-AM & KKCA-FMW/
Fulton (Jefferson City)
PRICE: $500,000

TERMS: Asset sale for cash

BUYER: Zimmer Radio of Mid-Mis-
souri Inc., headed by President Jer-
ome Zimmer. It owns KTGR-AM,
KCLR-FM, KCMQ-FM, and KLSC-FM/
Columbia, MO. Phone: (573) 335-8291
SELLER: KFAL inc., a wholly owned
subsidiary of Meyer Communications
Iinc., headed by President Ken Meyer
FREQUENCY: 900 kHz; 100.5 MHz
POWER: 1kw day/121 watts night; 6kw
at 300 feet

FORMAT: Country; Oldies

BROKER: R.E. Meador & Assoc.
Ohio

WBEX-AM & WKKJ-FM/

Chillicothe

PRICE: $6 million

TERMS: Asset sale for cash

BUYER: Jacor Communications Inc.,
headed by President Randy Michaels.
It owns 54 stations in Ohio. Phone: (606)
655-6523

SELLER: Pear| Broadcasting Inc.
FREQUENCY: 1490 kHz; 93.3 MHz
POWER: 1kw; 50kw at 335 feet
FORMAT: News/Talk; Country
BROKER: Jorgenson Broadcast
Brokerage

WIZE-AM/Springfield
(Dayton)

PRICE: $525,000

TERMS: Asset sale for cash

BUYER: Jacor Communications Inc.
It owns WONE-AM,WBTT-FM, WLQT-
FM, WMMX-FM, WTUE-FM, and
WXEG-FM/Dayton.

SELLER: Staggs Broadcasting,

——————tasm—

headed by President Jerry Staggs.
Phone: (513) 399-4955
FREQUENCY: 1340 kHz

POWER: 1kw

FORMAT: Nostalgia

BROKER: Jay Meyers

WMAJ-AM & WBHV-FM/
State College

PRICE: $2.9 million

TERMS: Asset sale for cash

BUYER: Forever of PA Inc., headed
by President Carol O’Leary. It owns
WFGI-FM/State College, PA. Phone:
(814) 941-9800

SELLER: Nittany Broadcasting Co.
FREQUENCY: 1450 kHz; 103.1 MHz
POWER: 1kw; 3kw at -55 feet
FORMAT: News/Talk; CHR
BROKER: Bergner & Co.

T

WFWL-AM & WRJB-FM/
Camden

PRICE: $767,000

TERMS: Asset sale for promissory note
BUYER: Community Broadcast-
ing Services Inc., headed by Pres-
ident Stanley Medlin. Phone: (901)
584-4444

SELLER: Benton County Broadcast-
ing Co. Inc/Valleywide Broadcasting
Co. Inc., headed by Presidents John
Latham and Ray Smith. Phone: (901)
584-7570

WTOP-FM/Warrenton
(Washington, DC)

PRICE: $2.6 million

TERMS: Asset sale for cash

BUYER: Bonneville International
Corp., headed by President Bruce
Reese. It owns WTOP-AM, WGMS-
FM, and WWZZ-FM/Washington.
Phone: (801) 575-7500

SELLER: Radio Broadcast Commu-

nications Inc., headed by President
Bill Parris

FREQUENCY: 94.3 MHz

POWER: 6kw at 397 feet

FORMAT: News/Talk

BROKER: Bruce Houston of Black-
burn & Co.

Longview-Kelso

PRICE: $1 million

TERMS: Asset sale for cash

BUYER: Entercom, headed by Presi-
dentJoseph Fields. It owns KEDO-AM
& KLYK-FM/Longview-Kelso, WA.
Phone: (610) 660-5610

SELLER: Armak Broadcasters Inc.
Phone: (360) 423-1210
FREQUENCY: 1270 kHz; 107.1 MHz
POWER: 5kw day/83 watts night; 720
waltts at 1673 feet

FORMAT: Country; Classic Rock
BROKER: Exline & Co.

T BUSINESS

BRIEFS

Continued from Page 6

according to CBS spokesman Jack Bergen. He told R&R last week that
the plan is based on company performance. American Federation of Tele-
vision and Radio Artists (AFTRA) spokesman Dick Moore told R&R that
the union plans on having further meetings with CBS to iron out more plan
details. Bergen also said that the company announced in November that
there would be a performance-measured matching plan based on 1997
earnings. He said, at press time, that ‘97 earnings would be released this
week, followed by the '98 match.

FCC To Address Minority, Liguor Concerns

CC Chairman Bill Kennard said last week that the commission will

complete its Adarand study this year, in which it is compiling research
to demonstrate the effectiveness of its minority ownership policies; it will
complete its pending rulemaking on its EEQ policies; and it will consider
another proceeding on minority/female ownership.

Kennard also said that he was “cautiously optimistic” that the broad-
cast advertising and liquor industries can devise a code governing the
broadcast advertising of distilled spirits. Kennard would not rule out hold-
ing an inquiry into the 1996 decision by the Distilled Spirits Council of the
United States to end its self-imposed ban on broadcast advertising. To
date, however, few broadcasters have shown an interest in airing liquor
commercials.

GCEMA Predicts Decline In Home Radio Sales

I n its“1993-1998 U.S. Consumer Electronics Sales & Forecasts; CEMA
reported that 1998 sales of home radios will decrease by 200,000 units
from estimated 1997 sales of 17.8 million radios. Revenues are expected
to drop $3 mitlion, to about $282 million, in '98. The average price for
home tuners will likely remain the same for both years — $16 — com-
pared to $17 from 1994-1996. CEMA spokesman Jonathan Thompson
said that two primary factors account for the decline: home radios are
lasting longer, and increased sales of products that bundle in radios, such
as compact audio units.

Capstar Closes In On Nation’s Capital

M ega-group Capstar Broadcasting Partners announced last week that
it will pick up WFMD-AM & WFRE-FM/Frederick, MD and WFIR-AM
& WPBR-FM/Roanoke, VA from privately held Jim Gibbons Radio for an
undisclosed price. GM (Jim's son) Terry Gibbons will stay on board as
consultant for Capstar, and the quartet will be managed by Atlantic Star.
The senior Gibbons has owned the stations since the mid-'60s.

Analyst Upgrades Clear Channel
Despite Price Decline

alomon Smith Barney analyst Paul Sweeney upgraded Clear Channel

Communications Inc. from “outperform” to “buy” last week and set a
12-to-18-month price target of $100. He told R&R there is no news to ac-
count for the recent decline in its price, which has fallen as much as 8%
since its January 21 high of 83.313.

e SRR

Children

Continued from Page 4

Star Media Group in Dallas to lo-
cate a buyer. Handy said CBC didn’t
have a preference whether the sta-
tions sold as a group or separately.

“We have had significant interest
in all of the properties,” Handy told
R&R. “We have received interest
both orally and in writing. I wouldn’t
be surprised if we had announce-
ments to make in the next 30 days.”

Lawsuit Against

Disney Pending
The company announced in June
that it had signed a deal with New
York-based Global to spin off its 14
AM outlets. CBC opted to divest its
stations to pay for the cost of its law-
suit against ABC/Radio Disney. In
its lawsuit, CBC alleges. among oth-
er things, breach of contract and mis-

appropriation of confidential busi-
ness information by Disney in its
version of a kid format. “Disney
pulled the rug out from undemneath
us,” Dahl told R&R. The case is set
to go to tnial later in the spring.
Could there be any possibility
that Disney — whose Radio Dis-
ney format could benefit from
CBC’s market positions — will
pick up the wayward stations? “I
have no knowledge of any discus-
sions with Disney,” Handy said.
To compound CBC’s woes, the
Minneapolis-based company an-
nounced November 3 that it was to
discontinue distribution of Radio
Aabhs to its 32 affiliates on January
30. Dissolution of CBC and Glo-
bal’s agreement should have pro-
longed the life of Radio Aahs, but
Dahl told R&R, “This pretty much
ends the full-time life of Radio
Aahs.” The stations are currently

broadcasting “generic filler music”
via satellite “whilst Plan B comes
into action,” says KPLS-AM/Los
Angeles PD Bruce Barker.

In the meantime, CBC has been
steadily accumulating interest in
commercial producer Harmony
Holdings Inc., a path on which CBC
intends to stay.

“We want to expand our holdings
in Harmony’s business fairly ag-
gressively,” Dahl said. “We’ve had
a lot of interest in the [radio] sta-
tion and we want to find a buyer who
will follow the deal through™

“CBC would like to maximize
shareholder value with the highest
price, and with a buyer or buyers who
are most qualified,” Handy added.

Handy figures it’s a little too ear-
ly to tell, whether the price will
change. “It’s very possible that a
purchase price could exceed the cur-
rent $72.5 million.”
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i or more than a decade, my firm has delivered The Most Powerful,
Advanced Research in Radio. . . Multi- Variate analysis tools that provide
a clearer picture of your station, competitors, listeners.

But statistics alone (no matter how advanced) never helped any station.
Success requires the apphcatlon of research into easy-to-understand,
actionable strategies.

At Mark Kassof & Co., we give your station

much more than statistics...

/ We deliver our findings in a clear, graphic,

easy-to-understand way.

vd We work with you to turn research into
a decisive “plan of action,” customized

b
i
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to your station and focused on your
market situation.

vd We are “on your team” exc/usively in your market
for a full year...to answer questions, evaluate
airchecks, and provide additional input based on
the research.

Most importantly, this combination of powertul research and personal
service works for our clients’ success! In fact, Mark Kassof & Co. has
worked in partnership with some of the biggest successes in North
American radio.

Let us show you how Mark Kassof & Co.’s powerful research and

personal service can dramatically increase your success.

Call me at 313-662-5700.
So0F G GO0.

SUCCESS STRATEGIES FOR RADIO

313-662-5700 ¢ www.kassof.com
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NEWSBREAKERS.

USA Net Promotes
Petitto To Dir./
Talk Programming

AnnMarie Petitto has been
upped to Director/Talk Program-
ming at Dallas-based USA Radio
Networks. In her new role, Petitto
will oversee all of USA’s longform
programming including Davbreak
USA, USA@NITE With Gary No-
lan, and USA Radio Daily. She suc-
ceeds Tom Tradup, who recently
was promoted to VP/GM of the net-
works (R&R 1/30).

“AnnMarie was the yery first per-
son I hired when I joined USA Ra-

dio Networks in 1996.” Tradup told |

R&R. “Her hard work and creativ-
ity make her the natural choice to
replace me in this position.”

Petitto. who spent eight years as
a talk producer at KLIF-AM/Dallas
prior to joining USA, has also pro-
duced Ross Perot’s nationally syn-
dicated show for Tribune Broadcast-
ing and served as a producer/coor-
dinator for the Southwest Conter-
ence Radio Network.

She commented, “I’m grateful
that Tom has put me in charge of

the USA Radio Network’s talk ‘

team. You can take it to the bank that
we'll build on our solid accomplish-
ments in the exciting days ahead.”

R

Rolfe Returns As
As KUPL/Portiand
Dir./Programming

Country radio veteran Cary
Rolfe has been named to the newly
created Director/Programming &
Promotions post at Country KUPL/
Portland. Rolfe — who assumes
the programming duties from OM/
PD/morning personality Lee Rog-
ers — joins the station following a
15-month sabbatical from radio, in
which he ran a computer consult-
ing business.

During his career. Rolfe worked
at KMLE/Phoenix, KZLA/LosAn-
geles, and KUBL/Salt Lake City in
a variety of music and programming
capacities. He was once MD at
KRPM/Seattle. which was pro-
grammed by Rogers.

“I’m really pleased to have some-
one of Cary’s background.” Rogers
told R&R. “He’s a great people-
person who’s worked under some
great GMs and PDs. and who’s done
a great job of programming at his
own stations. He'll provide some
wonderful leadership here and help
us continue to win.”

N2K

Continued from Page 3

as GM for AG Records. Comment-
ing on her new post, White said. “It’s
an extraordinary opportunity to
work for such a groundbreaking or-
ganization. We’ve assembled a great
team, we have amazing music to
work. and I look forward to a very
successful year”

Gordon, who is based in Los An-
geles, previously was EMI’s Nation-
al Director Promotion, West Coast.

e ——— I ————

Coming Into Focus

What would happen if Meredith Brooks went platinum? She just found out,
as sales of her debut release, Blurring The Edges, just crossed the one
million mark. With that milestone, and two Grammy Award nominations to
her credit, she sure does have less to “Bitch” about these days. Grammy-
ready are (I-r) manager Lori Leve, Capitol VP/A&R Perry Watts-Russell,
Brooks, and Capitol President/CEQ Gary Gersh.

T

Numme Named KBBT & KUFQ/Portland OM |

KUFO-FM/Portland
PD Dave Numme has been
elevated to OM of the Ac-
tive Rock station and Pop/
Alternative Hot AC sister
KBBT-FM. He will contin-
ue his programming duties
for KUFO as well as over-
see programming for The |
Beat. -
KBBT & KUFO VP/
GM Dave McDonald ex-
pressed his conviction in Numme’s
abilities by saying, “Under Dave’s
direction, KUFO has achieved
great success and has remained
one of the most influential Rock
stations in the country. He is ex-
tremely well-suited for this assign-
ment, and [ have every confidence
that he will lead both stations to
new heights.”

Numme

Numme told R&R, “I'm
excited to be part of the de-
velopment of our "Modern
AC sister station. I've en-
joyed working with the sta-
tion off and on over the past
several years and look for-
ward (o continuing the
building process that we’ve
started.”

Numime has been PD of
KUFO since 1992 and
played a significant role in KBBT
when it first launched as an Alterna-
tive station on 970AM in 1993, as well
as during its relaunch as a Hot AC on
107.5 FM in 1996. His previous ex-
perience includes stints as MD at
crosstown KGON and PD at KFXX/
Portland and then-KLCX/Eugene,
OR. He’s also been on-air at KRQR/
San Francisco and KSJO/San Jose.

(1 Capstar adds Ade as VP/Nat’l Sales, So. Region

Southern Star Communications has tapped Tom Durney as Sr. VP/

Sales. Concurrently, John Ade has been named VP/National Sales. South-
ern Region for Southern Star parent Capstar Broadcasting Partners. Both
will direct sales initiatives for Southern Star’s 44 radio stations from the
company s Ft. Lauderdale headquarters.

“We are most pleased to welcome Tom and John to our radio group,”
Southern Star President Rick Peters said. “John and Tom have each been
in the trenches of radio sales and station management for over 20 years.
They are both highly respected in the radio broadcasting industry for their
expertise and creativity in the area of radio sales. We are confident they
will inspire and lead our excellent group of sales professionals to even
greater heights.”

Durney has been an exclusive radio consultant for American Radio Sys-
tems since 1995; he’s also been VP/GM at WASH/Washington and WIBC
& WKLR/Indianapolis. GM at KHOW/Denver. and Exec. VP for FM Broad ‘
Street Communications. Ade formerly served as President of Savannah
Communications and was VP/GM of KLUV/Dallas, WAIA/Jacksonville,
and KLVU/Dallas.

L= —————————— = S —— —————— 3
| Bryan

He began his career as an air talent }
at WHYT/Detroit and was MD at

Continued from Page 3

WKBQ and KHTK in St. Louis.
Atlanta-based Zucker’s last post
was with RCA Records in Los An-
geles as Sr. National Promotions Di-
rector. Prior to that, he was the la-

bel’s Regional Promotions Director

in Atlanta and also served as A&M
Records’ National Promotion Di-
rector, based inn Chicago.

Bryan’s resume includes tenures
‘ in the late *70s and early ’80s as PD
} at KISW/Seattle. KKRZ/Portland,

KUBE/Seattle. and KNBQ/Taco-
‘ ma, WA. His career also includes

stints as PD and morning drive host
l at WPLJ/New York and morning
| host at WHTZ/NY and KFRC/San
i Francisco.
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Cooper.

able”

les with Ernst & Young.

based in New York.

opment Gary Marince.

before rising to his most recent post.

Pedersen Aécends To-Virgin America Exe;:. VP

irgin Records America has promoted Ken Pedersen to Exec. VP,

Pedersen, who will continue to manage the com- 2
pany's finance, production, and information technolo-
gy departments, will also oversee the company’s label
alliances with Narada Records, Higher Octave Records,
andWestwood Promotions. Based in Los Angeles, he |
reports toVRA co-Presidents Ashiey Newton and Ray

“Ken has been of tremendous assistance to Ashley
and myself since we came to America,” Cooper said.
“His understanding of the company dynamic and the
commercial aspects of our business has been invalu-

Pedersen most recently was Sr. VP/CFO, a title he
has held since joining the label in March '93. He began
his music industry career with the EMI Group in 1987, working in both Los
Angeles and Londen. Prior to joining the company, he worked in Los Ange-

Rose Rises To Arbitron VP/Mktg., Station Svcs.
B ill Rose, who most recently managed the Arbitron Co.’s Market De-

velopment and Research Communications divisions, has been ele-
~ated to VP/Marketing, Radio Station Services at the company. He'll be

In his new role, Rose will lead Arbitron’s marketing
initiatives for radio stations, such as the company’s
Maximiser '97, MapMaker, Arbitrends, and County
Coverage services. “Arbitron has been working over
the years to become more customer-focused and to
provide more value,” Rose told R&R.“Part of that def-
inition is toward becoming a marketing-oriented com-
pany. We need to keep our ears to the ground to make
sure the customer is getting what they want”

Rose will also direct Arbitron’s services for radio §
PDs. Reporting to Rose are Manager/Radio Program- &
ming Services Bob Michaels and VP/Product Devel-

Rose joined Arbitron in 1981 to work in its San Francisco sales division.
Following a stint as LSM of KSMJ-AM & KSFM-FM/Sacramento, he re-
joined Arbitron as Eastern Division Manager for Advertiser/Agency Servic-
es in New York. He served as Sr. AE for Eastern Radio Station Services

Pedersen

Bell

Continued from Page 1

will also get KOPE-FM/Medford,
OR in the deal. Alan Corbeth, Pres-
ident of both companies and GM of
News/Talk KOPE, will become VP
of Premiere.

Coast-To-Coast is broadcast live
Monday-Friday 10pm-3am PT, while
Dreamland is heard live three Sundays
per month between 6-9pm PT. The
shows are carried on approximately
400 stations in the U.S. and Canada.

Bell is known for addressing— and
often attacking — the concerns of the
unconventional edges of American
society. “Everything on Art’s shows is
fair game, from politics to aliens and
UFOs. from gun control to near-death
experiences, and on and on,” said Cor-
beth.

“Art has railed against the radical
militia fringe groups,” Chancellor
spokesman Bob Just told R&R in
October. ““He has told them off the air
that they do nothing but cause them-
selves problems and the country prob-
lenms”

TRN's programs. which include
The Roger Fredinburg Show (known
as “Radio’s Regular Guy™ because of
his humble beginnings) and The Dave
Davwson Show, are heard on more than
300 stations across the country.

The deal adds to Premiere’s formi-
dable stable of performers, including
Rush Limbaugh. Dr. Laura Schlessing-

er, Michael Reagan, Dr. Dean Edell,
and Leeza Gibbons. More than 4000
stations carry Premiere programming.
The Chancellor/TRN transaction is ex-
pected to close by the end of Febru-
ary. while the KOPE deal awaits the
usual regulatory approval.

Jacor Adds In Ohio

In an unrelated deal, Premiere said
on Tuesday that it would purchase
Hot Music Radio Network, which
produces seven “dance mix” pro-
grams carried by more than 150 af-
filiates. The financial terms of the
deal were not disclosed. Also on
Tuesday, Premiere closed on the ac-
quisition of the “Invasion” produc-
tion music library, which is used by
niore than 100 stations.

Also this week: Jacor said Monday
that it was buying WBEX-AM &
WKKJ-FM/Chillicothe, OH from
Pearl Broadcasting for $6 million.
Then, on Tuesday. the company said
it would acquire WIZE/Springfield,
OH from Staggs Broadcasting for
$525,000 and KMXD-FM/Ankeny,
IA from V.O.B. Inc. for $3 million.

Jacor, which will have 191 stations
after the completion of all pending
transactions. said that it now has 55
stations in Ohio — “‘the largest region-
al cluster of radio stations in the coun-
try”” According to data from BIA Re-
search, Jacor now owns more proper-
ties in Ohio than any other group in
any one state.

1578 | 508 R T
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We bribed you once.
It worked. You listened.

Now...we're at it again!
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We're the hardest working station in Seattle. A top 40 CHR format with
a rhythmic edge, we keep listeners dancin’ the night away 24-hours a day. Stickers
are a key promotional item. We use them to improve TSL, so we go to the
streets where the listeners are. Stickers on cars have year-round impact. They
make people feel like they're part of the station. We've used CGI a lot especially
with our logo. They’re a great promotional partner.

JAY HARMON, PROMOTION DIRECTOR

-G ommunication
P :-:-:-:.:-:-: :Graphics Inc
I M AGE

1765 North Juniper, Broken Arrow, OK 74012  1-800-331-4438
918-258-6502  Fax 918-251-8223 » radio@cgilink.com
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WLAC-FM/Nashville
Goes Classic Rock;
Alberts Named PD

Nashville is world-renowned for
its status as the hub of Country
music. But eftective last Friday (1/
30) at 3pm, it became home of the
latest rock 'n’ roll radio war —
courtesy of SFX Broadcasting.
At that time, SFX dropped the

=-ms AC fOrmat on
WLAC-FM/
f Nashville and
flipped it to
Classic Rock.
L » Concurrently,

' SFX canceled its
# syndication con-
¥ tract with Dick
Broadcasting’s
crosstown Clas-
sic Hits WGFX-
FM for the John
Bov & Billy Big Show. Following
a weekend featuring 30 full-
length CDs repeated until Sam
Monday morning, John Boy &
Billy took to WLAC’s airwaves.
At 9am, WLAC officially
launched its new “Hard Classic
Rock” format, renaming itself
“The Rock@105.9.”

Six-year KZPS/Dallas Asst. PD
Brent Alberts has signed on as
PD, effective next Monday (2/9).
He’s also expected to hold an af-
ternoon airshift, “somewhere be-
tween a week or two after he ar-
rives,” SFX/Nashville OM Char-
lie Quinn told R&R. Fred Jacobs
has signed on as WLAC’s con-
sultant.

Alberts

SFX’s move to attract listeners
from WGFX and Dick’s Alterna-
tive WKDF, which had been a
longtime Rock station in the mar-
ket. surprised many listeners. The
original plan involved an intellec-
tual property swap between Dick
and SFX. “The Rock is the result
of the falling apart of a transition-
al deal in which we were going
to be swapping WLAC-FM for
WGFX,” Quinn said. “We were
going to be swapping the intel-
lectual properties and keeping
those dial positions. That fell
through at the last minute, so we
just went ahead and fielded our
own Classic Rock in the market.
It’s just crankin’, straight-ahead
Led Zeppelin, Aerosmith, Van
Halen. and the Doors. There’s no
Elton John, noAmerica, no James
Taylor. We’re taking shots at
*KDF and WGFX in sweepers
saying, ‘They forgot how to rock.
and we know how.” Our slogan is,

LETTER TO THE EDITOR

Former Hicks Employee Speaks Out

I n arecent article, you glorified the Hicks brothers on their new com-
puter trend. Once again, he sugarcoated the whole process. Why
does your publication continue to glorify these men? The truth is lost in
mumbo jumbo every time one of them or a rep from their company
speaks.

They may be changing the way radio is presented. But, for many, it
is not the best interest of the listeners or employees they have at heart,
It's the almighty dollar. How many people will lose their jobs this week,
month, or year? One can only guess. | know many who have been
handed their walking papers because of this marvelous computer sys-
tem. Did you know it was designed to “help the jock on the air*? They
took that knowledge one step further — get rid of the jock. It hasn't
been a smooth switch-over, as some would have you believe.

If you're going to tell the story of how this new technology is going to
affect the radio world, why not tell the whole story instead of just the
company’s point of view? Seems rather one-sided ... the side that's
lining their pockets with more money. There isn’t enough money for
them. Greed has taken hold of them with a vengeance, and now they
are playing God with people’s lives. it's really sad to think that so many
people dedicated to their careers have lost them because of a com-
puter. Hundreds, maybe thousands, of peopie have lost their liveli-
hoods due to them. Since so many people are unemployed, it makes it
harder than ever before to land another gig somewhere.

| know all too well the wrath of the Hicks brothers and what it all
means. My husband and | lost our jobs to this marvelous invention.
We worked very hard, never gotin any trcuble, and were committed to
our work. But that doesn’t matter, does it? September 20, 1997, was
our last airshift. | worked middays, he worked afternoons. The whole
airstaff was let go except for the PD/morning man. That's one radio
station losing all employees. One station out of how many do they
own? I've dedicated 13 years of my life to radio, my husband 18. Find-
ing work isn't easy — doing anything. Looking for a career outside of
radio is disastrous. Prospective employees look at you wanting to know,
“What else have you done?” or you're told, “I'm sorry, but you're over-
qualified for this position” School is another option, yet that takes two
to four years and money. Both we do not have.

We were told that Alan Furst, the VP/Programmer, would help us in
our search. My phone calls were never returned. We were given sev-
erance for our departure. To get the package, we had to sign a form
stating we would not sue the company. | smelled something fishy, but
we signed. That money has run out, and here we are on unemploy-
ment. It's not enough to get by, so we’'ll seli what little we have a little at
a time to pay the bilts.

So, next time you decide to write another lovely little story on Gulf-
Star Communications {(and Capstar Broadcasting Partners), tell the
other side that's not sugarcoated. Their plan isn’'t so marvelous when
you're on the other side looking in -— especially when you don’t de-
serve to be on this side. Cindy Monk

Tyler,TX

l The views expressed in a /eﬂér to 7the editor are those of the
| writer only. The writer is solely responsible for the content. R&R
reserves the right to edit letters.

"The Classic Rock that really
rocks.””

Quinn said the station is con-
sidering a call-letter change. but
has not applied for any as of yet.
The station is currently running

jockless and is searching for a full

stalf. WLAC’s flip from AC is the

result of an incredible series of

events involving SFX and Dick.
First, popular WSIX/Nashville af-

ternoon host Carl P. Mayfield re-
signed from the SFX Country sta-
tion to accept a morning position
on a Dick Broadcasting property.
Since SFX recently acquired
WLAC-FM, Dick ofticials then
balked at the proposed intellectu-
al property swap. Additionally, a
proposed sale of News/Talk
WLAC-AM to Dick has now been
scrapped.

|

Elektra Ups Dorfman To Sr. Dir./Alt. Promotion

lektra Entertainment Group has elevated

Greg Dorfman to Sr. Director/Alternative Pro-
motion. Most recently the label's Los Angeles-based
regional rep, Dorfman joined the company in 1994
as aregional based in Seattle.

EEG Sr. VP/Promotion Greg Thompson said,
“Greg has come up through the ranks, displaying a
keen understanding of the Alternative radio format.
His ability to deliver in the competitive and complex
world of promotion makes him an invaluable asset
to our home office. The entire company joins me in 3§
congratulating him on this well-deserved promotion”

Dorfman began his career as a regional with
Warner Bros. Records in 1987.

Dorfman

Superadio Set To Start ‘SuperClassical’ Format

B oston-based Superadio Networks is set to a debut a 24-hour,
real-time Classical format, dubbed “SuperClassical,” on Mon-
day (2/9). Spearheaded by Charles River Broadcasting GM Bill
Campbell — who oversees Classical duo WCRB-FM/Bosten and
WFCC-FM/Cape Cod, MA — the format is designed to appeal to a
wide range of Classical music aficionados while maintaining a warm,
approachable demeanor through its overall presentation. Mario Maz-
za, who serves as PD for CRB’s two properties, will add program-
ming duties for the network.

“We built everything to send out on DAT to go to our station on the
Cape;” Campbell told R&R. “Now that that's worked, we’re sending
liners down to affiliates and preparing a real-time‘downtown’ format.
Our hot rotations are going to air once every nine days. Mario Mazza
is a programmer who understands the elements of good program-
ming.”

Mazza added, “It will not be live in the traditional sense. it's prere-
corded and sent via a T1 line. The feed just sounded live for WFCC
when we first started it, and it was very difficult to tell it wasn’t when all
of the elements were merged”

According to Superadio Dir./Sales EJ Gore, SuperClassical affili-
ates already include KFSD/San Diego; WFMR/Milwaukee; WBKK/AI-
bany; WFGR/Grand Rapids; KCFM/Tulsa; KBOQ/Monterey; WBQQ/
Portland, ME; and WCVT/Stowe, VT. All were affiliates of Sony's SW
Classical format, which will air its last day on February 15.

Dawson Becomes PD At WTRG/Raleigh

Former WWKX/Provi-
dence PD Joe Dawson has
been named PD at Oldies
WTRG/Raleigh. Dawson,
who begins work February
16, fills the vacancy creat-
ed when Tom Guild re-
signed in December.

“Joe understands how to
give a station the big sound
we're Jooking for at Oldies |
100.7,” SFX Broadcasting/
Raleigh Director/Program-
ming Brian Burns said. “His expe-
rience in both CHR and in Oldies

creates a perfect match for
the direction of the station.”

Dawson joined the Provi-
dence CHR station in 1995.
His background includes
stints at KLWV/Dubuque,
IA and WFYR/Chicago. He
noted, “With SFX merging
into Capstar, this presents an
excellent opportunity to join
a company on the move.
WTRG is a heritage station,
and I’'m looking forward to
doing my part in helping it storm back
to ratings success.”

Dawson

| ) 1 ; [] ] ) ] ;
ndow Decals ¢ Static Stickers ¢ Logo Design
Why should you wait a month to get your decals? At Images INK, we can turn your order around in
LESS THAN 3 WEEKS WITH NO "RUSH" CHARGES ! Best Quallty Best Price - Best Turnaround!
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* LEE NYE has been elevated from GM
to VP/GM of Country outlet KUBB/
Merced-Modesto, CA.

* YOLANDE SMALL is promoted to
Manager/Radio Information Services for
the Katz Radio Group. She had been
operating as Research Specialist for the
company.

* BETH TEPPER is named VP/Syndi-
cation of Market Leader Inc. She seg-
ues to Los Angeles from her post as
Dir/Sales & Marketing at Dallas-based
TM Century

=2
=
—
=2
(7]

Jefferson Tesson

*LISA JEFFERSON and IRIS TES-
SON are promoted at Elektra Entertain-
ment Group. Jefferson rises from Sr.
Director to VP/Press & Artist Develop-
ment, and Tesson moves from Manag-
erto Assoc. Director/Press & Artist De-

velopment. |

* DOUG INGOLD |
is appointed ‘
| Head Of Produc-
| tion/West Coast
for V2 Records.
He comes to the

company from a
stint as VP/Pro-
motion at Free-
world Recordings.

Ingold

* PETER WEIN-
STOCK is named
Director/National
Radio Promotion
for Edel America
Records (E.A.R.).
Weinstock comes
to E.A.R. from
MCA Records, |
where he served
as Crossover
Promotion Coordi-
nator.

Weinstock

* MELISSA SILVER has become Sr.
Director/Media Relations for Atlantic
Records. She previously served as Di-
rector/Press & Publicity for Big Beat
Records.

* MONTE CONNER, JAMES MA-
HONEY, and AARON RUBIN take on

BirTHSs

KVOO/Tulsa PD Andy Oatman,
wife Michelle, son Riley Parker,
February 2.

WROU/Dayton PD/MD Marco
Simmons, wife Yolanda, sonTyler
Mikcah, February 2.

WWZD/Tupelo, MS PD Rusty
Pugh, wife Caroline, son Matthew
Joseph, January 30.

new posts at Roadrunner Records.
Conner is promoted fromVP to Sr.VP/
A&R, Mahoney is hired as Sr. Director/
Urban Product Development, and Ru-
bin is appointed A&R Coordinator. Ma-
honey comes to the label from Profile
Records, where he was National Dir./
Promo & Marketing, while Rubin had
been serving as Production Dept. Man-
ager at Caroline Records.

* PAT FINCH is
named VP/Fa-
mous Music,
Nashville Divi-
sion. He rises
from his prior post
of Sr. Creative Di-
rector for the
company.

Finch

* ARl MARTIN has been upped from
Assoc. Director to Sr. Director/Artist
Relations at Arista Records.

* HYBRID RECORDINGS has joined
SIRE RECORDS GROUP in a multi-
faceted marketing and distribution alli-
ance. As part of the agreement, Hybrid
releases will be distributed through
Warner Music Group's WEA and Alter-
native Distribution Alliance (ADA).

National Radio

* MJI BROADCASTING offers the fol-
lowing national satellite radio tour install-
ment:

February 9: Mighty Mighty Boss-
tones & The Countfrom Sesame Street
for“Elmopalooza’”

* PROSTARENTERTAINMENT, in co-
operation with SWEET TALK PRO-
DUCTIONS, premieres The Movie
Show On Radio. The two-hour, week-
end program is hosted by WBAL-AM/
Baltimore’s Allen Prell and features what
is hot at the box office and video store,
as well as comic co-hosts and skits.
— (703) 683-9800

* JARAD SYNDICATION COMPANY
has signed a five-year deal with COP-
NET, The Police Radio Network, a ra-
dio talk show featuring 911 calls, police
heroics, and information about real,

PROS ON

THE LOOSE

* Roger Cary — mornings First
Broadcasting Networks (972) 612-
7246

* Kelly Green — MD WGRX/
Baltimore (972) 612-7246

* Russ Parsley — Swings
KVSR/Fresno (209) 292-7877

e SIS,

"

wanted criminals using a“game show
format.
—(516) 222-1466

| * ONE-ON-ONE SPORTS has an-
| nounced that several of its talk shows
will broadcast live from Mickey Mantle's
Restaurant in Manhattan for the NBA
All-Star Game, including:
i February 6: John Renshaw Show,
| 10am-2pm, ET; Peter Brown, 2-6pm,
ET.
February 7 & 8: Bob Berger and
| Bruce Murray, 1-7pm, ET.
—(847) 509-1661

* Sony's SW NETWORKS presents the
‘ following guests for its upcoming live
satellite interviews:
February 9: screenwriter Larry Bein-
| hart
February 12: author Nathan Milier
—(212)833-7320

Products & Services

* GELLER MEDIA INTERNATIONAL
presents THE 4th ANNUAL PRODUC-
ER’S WORKSHOP, a gathering of ra-
dio and TV producers to discuss, net-
| work, and brainstorm on practicalideas
‘ to create more powerful radio.
Topics include:
| FacingThe Blank Page
Embracing New Technology
| Integrating News AndTalk
WorkingWith Challenging Hosts
FixingThe Show
Speakers include:
Asa Paborn (P-3 Sveriges Radio,
‘ Sweden)
| Howard Price (producer WABC-TV
News, NY) .
Valerie Geller (News/Talk consultant,
| author)
Warren Levinson (AP bureau chief,
| NY)

Lee Harris (anchor of WINS/NY)

Denise Mcintee (producer NPRAvar-
ious nat’l shows)

The event takes place on Saturday,
May 2 (9am-4:30pm), at the Radisson
Empire Hotel, New York City: (212) 265-
7400. Registration before April 15 is
$195; afterwards it is $225.

For more information and reserva-
tions, please call Geller Media Internat'l
at(212) 580-3385.

Changes

Adult Contemporary: Here’s the
new lineup at KQLR/Little Rock:
| Rob Tanner & Patti Hatchett do
mornings, Linda Vaughn becomes
middayer, PD Billy Surf takes af-
ternoons, Chase Murphy is the
new nighttimer, and Shea Wells
does overnights.

| CHR: WSPK/Poughkeepsie, NY
steals afternoon driver Casey from
sister WHUD for APD/MD/after-
noon duties ... WFLZ/Tampa MD/
nighttimer Domino adds APD
stripes, and pro voice-over man
Spyder Harrison joins 'FLZ for
late-nights ... WCIL/Carbondale,
IL PD Chad Elliot adds MD du-
ties. Part-timer Jon Graskewicz
adds co-APD stripes to his nights
& promotion duties. Afternoon
driver Kato is also named co-APD
and will handle stationality duties
... WWCK/Flint, MI appoints mid-
dayer Nathan Reed MD ... Chio

— AR ml et ety Oy T

NATIONAL
RADIO
FORMATS

ABC RADIO NETWORKS
Robert Hall » (972) 991-9200

Starstation

Peter Stewart
No New Adds

ALTERNATIVE PROGRAMMING
Steve Knoll = (800) 231-2818
Gary Knoll

Rock

MARCY PLAYGROUND Sex And Candy
NAKED Raining On The Sky

OASIS | Hope, | Think, | Know

CHRMHot AC

BEN FOLDS FIVE Brick

‘N SYNC | Want You Back
SISTER HAZEL Happy

VERVE Bitter Sweet Symphony

Mainstream AC

BARENAKED LADIES Brian Wilson
BEN FOLDS FIVE Brick
FLEETWOOG MAC Landslice

Lite AC
FLEETWOOD MAC Landslide
SARAH MCLACHLAN Sweet Surrender

NAC

CHUCK LOEB Just Us

CHIELI MINUCCI Dreams

THOM ROTELLA What's The Story

uc

RANDY CRAWFORD Bye Bve

JAY-Z t/BLACKSTREET The City Is Mine
CECE WINANS Well, Alright

BROADCAST PROGRAMMING
Walter Powers » (800) 426-9082

CHR

Gasey Keating

AQUA Turn Back Time

PAULA COLE Me

DAKOTA MOON A Promise | Make
TONIC Open Up Your Eyes

Digital AC
DAKOTA MOON A Promise | Make

HotAC
PAULA COLE Me
DAKOTA MOON A Promise | Make

Digital Soft AC
Mike Bettelli
DAKOTA MOON A Promise | Make

Digital AC Mix
GARY BARLOW Superhero

Delilah
No New Adds

Alternative

Teresa Cook

BIG WRECK The Oaf

BLACK GRAPE Marbles (Why You Say.. )

FAT Numb

NATALIE IMBRUGLIA Torn

PRESIDENTS OF... Video Killed The Radio Star

JONES RADIO NETWORK
Phil Barry » (303) 784-8700

Adult Hit Radio

JJ McKay
MEREDITH BROOKS What Wouid Happen

Rock Alternative

Doug Clifton

BIG WRECK The Oaf

DAYS OF THE NEW Shelf In The Room
Soft Hits

Rick Brady

FLEETWOOD MAC {andsiide
RADIO ONE NETWORK

Tony Mauro » (970) 949-3339

Hot AC
No New Adds

Ailternative
BLACK GRAPE Marbles (Why You Say...}
NATALIE IMBRUGLIA Torn

E SRR S
WESTWOOD ONE RADIO NETWORKS
Charlie Cook » (805) 294-9000
Tracy Thompson

Adult Rock & Rall
Jeff Gonzer

YES New State Ot Mind
Soft AC

Andy Fuller

No New Adds

Bright AC

Jim Hayes
No New Adds

The Hitman heads KHTS/San
Diego for morning duties ... At
KKLQ/San Diego, late-nighter
Christopher Lance segues to
nights ... Former KZHT/Salt Lake
City Creative Service/Production
Director“Shoe,” a k.a. Bill Smith,
takes similar duties at KSLZ/St.
Louis. ’SLZ also hires crosstown
swinger Raynah Reynolds for
overnights.

Country: Former WYAK/Myrtle
Beach, SC PD Johnny Walker is
now PD/afternoon man at cross-
town WGTR ... KKBQ/Houston
APD/MD John Trapane moves
to the record side as new South-
west Rep. for Giant/Reprise.

Records: Philipp Emuido rises
to West Coast Reg. Promo Mgr./
Urban Music for Atlantic Records
... MJJ Music appoints Komeka
Freeman as Product Mgr. ... Rhi-
no Records promotes Cathy Wil-
liams to Nat’l Dir./Media Rela-
tions ... Glen Sanatar is appoint-

ed VP/Finance, International for
Universal Music Group ... Joe
Pignato becomes Site Dir. of
N2K’s Jazzcentralstation.com
website ... Amy Child becomes
Supervisor/Artist Dev. and An-
drea Lord-Alge is named A&R
Mgr. for MCA Records ... BMG
Entertainment names Amy
Basler Dir./Alt. Mktg. ... Ryko-
disc promotes Sonya Kolowrat
to Publicity Coordinator, and
welcomes Troy Hansbrough as
Dir./A&R, Kristen Driscoll ds
Publicity Asst., Michael King as
Accounts Payable Accountant,
Kim Van Savage as Benefits/
Payroll Administrator, Cathy
Landergan as Info. Systems
Mgr., and Paul Day as Systems
Administrator at its Massachu-
setts offices ... Karen Sundell ris-
es to Sr. Account Exec. at Rogers
& Cowan ... Angel Records, the
U.S. division of EMI/Virgin Clas-
sics, moves to 304 Park Ave.
South, New York, NY 10010;
phone: (212) 253-3200.

TEE 8. 5
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For your next promotion...

Step up to the

Harness the power of repeatability!

1-800-786-7411

www.bannersonaroll.com

Lip Balm with Neck Rope
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$1.70 each ® min. 500 pcs ©
one color imprint
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The last frontier in call-letter placement
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includes all charges, no hidden costs
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SHOWCASE

ROLL-A-SIGN Cost-effective plastic banners
for your station. We print any picture, logo,
or design in up to four colors. Perfect for
concerts, public appearances, expos and give-
aways. Packaged on a roll and easy to use.

Call Toll Free:

U.S. 1-800-231-2417
Canada 1-800-847-5616
(713) 507-4295 FAX

BANNERS

PUBLICITY PRINTS ‘

Lithographed On Heavy Gloss Stock

* REQUEST FREE

CATALOG AND SAMPLES!

B/W - 8x10’s
500 — $80.00
1000 — $108.00

4x6 - JOCK CARDS

1000 — $91.00
2000 — $125.00

# PRICES INCLUDE
TYPESETTING & FREIGHT

# FAST PROCESSING

# OTHER SIZES & COLOR
PRINTS AVAILABLE

PICTURES

1867 E. Florida St. » Dept. R
Springfield, MO 65803
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hitp://www.abcpictures.com

ADOBE GRAPHICS/SIDESIGN]
1-800-7-COYOTE
' -800-726-9683 Lesle « Lisa * Michele

SERVICE

We are either away from our desk or on
the other line. Please leave a message or
hit 0 for the operator and have us paged

DEADLINES

Haven't made one yet.
Goin’ for the record.

PRICES
All costs are dependent upon
the attitude of the client.

FREE

44 page catalog with promotional

and premium items specifically
designed for the broadcasting and
recording industry. Quarterly specials.
Valuable gift, worth millions.

REFERENCES:

ABC RADIO NETWORK ¢ UNITED STATIONS ¢ WARNER BROTHERS
JONES SATELLITE NETWORKS * WESTWOOD ONE « CNN
BILLBOARD « BMG/RCA * MCA « Plus over 1,000 Radio & TV stations!
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LEE ARNOLD PROMOTIONS

(111) 351-9088  Fax (111) 351-6997
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Logo Tattoos!!!

1000 Temporary Tattoos
with your Logo,
Just $189.00 !!!

or 2000, just $299.00 !f

$10.00 USA Shipping
{CA add 2.25°: sales tax}

| Customized! Full Color! _
2 x2am
*Looks Real « Easy on,
| Easy off » Completely Safe

Send your sized, color 10go.
TM, artwork, etc. that you
want reproduced.
along with a .company P.O..
Amex, Visa / MC #, money
order or check
(payable in US dollars. drawn
on a US bank) to:
Calico
3000 Alamo Dr., Ste 201 « Vacaville, Ca 95687
Tel 707/448-7072 « Fax 707/446-8273
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Now Is The Fall Of Our Discontent

[ Why are so many contemporary music stations lamenting the last ratings book?

he Fall *97 Arbitron was a tough time for contemporary-

music stations, both AC and CHR. Most stations in CHR
or any version of AC saw declines this book, so it isn’t neces-
sarily a case of one stealing from the other.

In the larger markets, twice as many
CHRs were down than were up. And
those that increased |2+ generally did
so by one- or two-tenths of a point.
Meanwhile, about half of the CHRs
that went down did so by anywhere
from 0.4 to 1.1 shares.

Fall was definitely not a good time
for AC or any form of AC. In the
markets we’ve looked at closely, half
of the Soft ACs were down, and just
over half of the traditional “main-
stream’ stations were down. But it
was Hot AC and Modern AC that
took the big hits: 75% of Hot ACs
were down, and two-thirds of Mod-
ern ACs were off.

Why did this happen? There are a
number of possible reasons, including:

* Decreased target population.
Arbitron revises each market’s pop-
ulation estimates annually, and in-
troduces the change each fall. For
most of this decade, 18-34 has been
decreasing and 35+ increasing. This
year, women 25-34 declined by
about 2% nationally, while many
markets saw cume drops of 20% or
more — it doesn’t compute. (Note:

@

Whenever you can’t
explain something
you don’t like,
Arbitron’s sampling is
a convenient
scapegoat — and this
time is no exception.

This could be expected 10 have a
larger impact on CHR than AC:
Within 18-34, both cells are declin-
ing; within 25-44, one’s going down
while the other goes up.)

* Lack of core artists. A couple
of years ago. Hot AC. Modern AC,
and some CHRs at least had Hootie
& The Blowfish and Alanis Moris-
sette to point to as white-hot artists.
Not now. Soft and Mainstream at
least still play Phil Collins, Rod
Stewart, etc. — not artists with any
momentum, but at least artists the
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FIRST IN A THREE-PART SERIES
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How To Survive & Even Prosper
During Radio Mergers

oes radio consolidation make you nervous about your

future? In part one of this three-part series, I'll ex-
plain briefly the rationale behind consolidation and how you
can take immediate action to benefit by it.

Why are companies anxious to purchase multiple stations in the same
market? Simple: In mostmarkets, radio receives only 7% of the advertising
revenue, vs. newspapers, television, and the Yellow Pages. The Telecom-
munications Act of 1996 gave broadcasting companies the green light to
ownmultiple stations in eachmarket so they can presumably take a larger
share of advertising revenues. But the money being spent by owners to
buy stations is being raised at an unprecedented level on Wall Street, and
Wall Street demands ever-increasing revenue and profitability. Owners who
raise this money and don’t perform up to their projections will face irate
institutional investors, who will attempt to replace them.

So, how does this affect you? Regardless of your position, you wilt be
expected to help generate those ever-increasing revenues and profits. If
you don't, you will be terminated. Therefore, you would be wise to build your
sales skills as well as enhance your knowledge of finance, accounting,
budgeting, and all essential aspects of running a station well. As you do so,
you will advance on your“Road To Success”!

Dick Kazan is a successful entrepreneur who founded one of the largest
computer leasing corporations in the United States. He created and hosts
The Road To Success, the first radio talk show to offer on-air business
consulting to business owners and employees. E-mail your comments or
questions to him at rkazan @ix.netcom.com.

By Dick Kazan

By Alan Burns

audience knows.

* Extreme music. Many Hot or
Modern ACs added Sugar Ray's
“Fly.” Smash Mouth’s “Walkin’ On
The Sun,” and the Chumbawumba
song in what is, to a listener, the
blink of an eye. This could have been
too much too fast for the most con-
servative segments of the audience.
In fact, since those songs generally
would be more expected on Mod-
ern than on Hot AC, that might help
explain why proportionally more
Hot than Modern stations were down
— and why Mainstream (which
hardly touched those songs) and Soft
were off less. On the other hand,
there were a few stations that barely
played those songs outside of nights
and still saw large declines.

* Weak product. I believe that
available product in general was
weak toward the end of the book.
Many stations ignored this lack of
great songs and added mediocre
records. By the end of the book,
some “B” lists were loaded with
songs destined never to make “A.”

* News stories. Princess Diana,
Marv Albert. Saddam Hussein, a
stock-market crash, and Paula Jones
all gave listeners — and News/Talk
— things to talk about this fall.

* Tight rotations, small librar-
ies. Hot and Modermn AC libraries
tend to be at all-time-low sizes.
While this might impact TSL, it’s
unlikely that rotations could account
for the kind of cume drops many sta-
tions saw this fall.

* Sampling. Whenever you can’t
explain something you don’t like,
Arbitron’s sampling is a convenient
scapegoat — and this time is no ex-
ception. While any or all of the above
factors may have been at work, AC
and CHR listening in general was so
thoroughly off that you have to won-
der. Total contemporary shares were
off almost everywhere. In markets
such as New York, Houston, Balti-
more, Minneapolis, Tampa, Orlando,
and Seattle, every contemporary sta-
tion was either down or, at best, flat.

This may be just one of those
books in which a given format suf-
fers. The News/Talk folks were up
in arms over their summer book.
This fall may have been contempo-
rary music’s turn. But T wouldn’t
overlook the other factors:

* How are you handling the most
extreme songs in your format?

* Are you playing the core artists
you do have, or have you backed
them down?

* Have you weeded the stiffs out
of your “B” list?

* Did your core demo population
decrease more than the national av-
erage (2%)?

e Is your morning show treating
current events with enough imagi-
nation to keep people around when
something big happens?

Alan Burns is CEO of Alan
Burns & Associates, which con-
sults AC, Modern AC, and CHR
stations nationwide as well as in-

¢ January 9 (through April 1) —

Winter '98 Arbitron

* February 5-8 — RAB '98 Mkig.
Leadership Conference & Exec.
Symposium. Wyndham Anatole
Hotel, Dallas; (800) 722-7355.

* February 13-14 — Dan O’Day’s
PD Grad School. Summit Hotel, Los
Angeles; (310) 476-8111.

* February 19-21 — R&R Talk
Radio Seminar. Grand HyattWash-
ington, DC; (310) 788-1619.

* February 25 — 40th Annual
Grammy Awards. Radio City Music
Hall, New York City; (310) 392-3777.

* February 25-28 — 29th Coun-
try Radio Seminar. Renaissance
Hotel Convention Center, Nashvilie;
(615) 327-4487.

¢ March 11-15 — Pollack’s New
Media & Music Conference '98. Bev-
erly Hilton, Beverly Hills, CA; (310)
459-8556.

*March 14-17 — 40th Annual
NARM Convention. San Francisco
Marriott; (609) 596-2221.

* March 18-22 — South By
Southwest Conference. Austin Con-
vention Center; (512) 467-7979.

s April 27 — AWRT’s Gracie
Allen Awards. Lincoln Center, New
York; (703) 506-3290.

* May 2 — 4th Annual Geller Me-
dia Int’'l Producers Workshop.
Radisson Empire Hotel, New York
City; (212) 580-3385.

*May 6-8 — Radio Only Man-
agement Conference. Phoenician
Hotel, Scottsdale, AZ; (609) 424-
6800.

*May 17-20 — 38th Annual
Broadcast Cable Financial Mgmt.
Conference. Hyatt Regency, New

| Orleans; (847) 296-0200.

* March 19-20 — Rick Scott & |

Assoc. Sports Radio Conference
'98.La Posada Rescrts, Scottsdale,
AZ; (206) 867-9397.

¢ March 31 — Eighth Annual The
Business of Entertainment: The Big
Picture. Pierre Hotel, New York City;
(212) 492-6082.

* April 2 (through June 24) —
Spring Arbitron.

* April 3-6 — Broadcast Educa-
tion Assn. 43rd Annual Convention.
LasVegas Convention Center; (202)
429-5354.

* April 4 —Broadcasters’ Foun-
dation Charity Golf Tournament,
National Country Club, Las Vegas;
(203) 862-8577.

* April 6-9 — NAB '98. Las Ve-

¢ June 4 — Seventh Annual Ra-
dio-Mercury Awards Show. Marriott
Marquis, New York; (212) 681-7207.

* June 11-13 —R&R Convention
'98. Century Plaza Hotel, Century
City, CA.

* June 15-21 — international
Country Music Fan Fair. Tennessee
State Fairgrounds, Nashville; (615)
244-2840.

¢ June 17-20 — PROMAX Con-
vention. Toronto Convention Center;
(310) 788-7600.

s July 2 (through September
23) — Summer Arbitron.

¢ July 7 — Major League Base-
ball All-Star Game. Coors Field,
Denver.

¢ July 16-19 — 23rd Annual Con-
clave. Marriott City Center, Minne-
apolis; (612) 927-4487.

* July 29-August2 —'98 Wom-
en In Communications Conference.
Ritz Carlton, Philadelphia; (410)

| 544-7442.

gas Convention Center; (202) 775-

4970.

¢ April 6-9 — NAB Multimedia
World. Las Vegas Convention Cen-
ter; (202) 775-4970.

 April 8 — American Broadcast
Pioneers Breakfast. 7:30am Pavil-
ion 11, LasVegas Hilton; (203) 862-
8577.

¢ April 21 —Broadcasters’Foun-
dation Golden Mike Award. Plaza
Hotel, New York City.

¢ April 22 — 33rd Annual Acad-
emy Of Country Music Awards. Uni-
versal Amphitheatre, Los Angeles;

* August 6-8 — Talentmasters
Morning Show Bootcamp. Grand
Hyatt, Atlanta; (770) 926-7573.

* September 10-12 — 47th An-
nual AWRT Convention. Westin City
Center, Washington, DC; (703) 506-
3290.

* September 23 — CMA Awards.
Grand Ole Opry, Nashville.

* September 23-26 —'98 RTNDA
International Conference & Exhibtion.
San Antonio Convention Center; (202)
659-6510.

¢ October 11 — '98 Radio Hall
of Fame Awards Ceremony. Chica-
go Cultural Center; (312) 629-6005.

¢ October 14-17 — NAB Radio
Show. Seattle Convention Center;
(202) 429-5354.

* October 16-18 — North By
Northwest. Portland Hilton; (512)
467-7979.

¢ October 17 — NAB Marconi

ternationalty. He can be reached (213) 462-2351. | Radio Awards Dinner & Show.
I - at (703) 648-0000.
e e Y T | T
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CRS-29 KEYNOTE

JOINED BY R&R’S LON HELTON CENTERSTAGE

COUNTRY RADIO SEMINAR

agenda highlights include...

e Radio Group Heads

e “Pay for Play” and other issues

* Pioneering Country Radio Sales Research

o Stephen Covey's Leadership Center
* Managing Through Consolidation

e An all new trade show @ New Faces, Super Faces
o (reat Showcases * Three artist taping sessions
e Al Ries is Friday's Keynote [ 4

FEBRUARY
25-28
Register today at

www.crb.org, or
call 615-327-4487.
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Music testing...
a better way

The company that pioneered two-week survey turnaround also offers a unique,
faster music testing method that is less expensive than auditorium testing.

Edison Media Research has conducted hundreds of music tests for stations in
markets from Los Angeles to Lafayette. Our technique is so efficient, you
may find you can afford more testing for the same amount of money.

We eliminate all the biases and hassles associated with standard auditorium
testing. But, ours is not an *“in-home” method where people are unsupervised,
distracted, or listening to a tiny telephone speaker.

Call Edison Media Research today to learn how our music testihg can
help your station. .

=

The Faster Way

The Better Way
The Edison Way

The Less Expensive Way

We are working with
some of the premier radio
operators in the country:

Dene Hallam,
VP/Programming
93Q/Houston:

“Edison Media Research
has been a key component
of 93Q Country’s success.
We’ve relied on their music
research for years.”

John Duncan,

Program Director
KLOS/Los Angeles:
“KLOS listeners are spread
out all over. I love the way
Edison’s music testing
method allows me to
sample people from the
entire L.A. Metro.”

Susan Murray,

General Manager
WMAS/Springfield:
“For me, the best part
about Edison’s music
testing is that I can afford
to do more frequent music
tests, and the quality is
better than auditorium.”

edison media research

America’s 2nd Fastest Growing Market Research Company*

(732) 560-8787 / fax (732) 560-8989 / e-mail LarryRosin@aol.com

* Ad Age, 1996/1997 Report
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RAB Campaigns To Prove Radio Is A ‘Results’ Medium

1 1000 success stories being passed on to ad buyers

By Jeffrey Yorke

R&R Washington Bureau Chief

ears ago, when Jack Webb introduced Dragnet, he told his

TV audience that there were “a thousand stories in the big
city.” Today, Gary Fries has 1000 stories from radio-
advertising land, and he should be considered armed and
dangerous — dangerous to daily and weekly newspapers
across the land that compete with radio for the almighty
advertising dollar. That’s because Fries, president of the
RAB, has collected radio success stories designed to prove
that radio is a “results” medium that brings customers through

advertisers’ doors.

The success stories range from the
Pekin, IL garden shop owner who
bought time on WTAZ-FM/
Peoria and soon found her
business growing like a
weed; to Steve Harrell’s
Pines Dodge/GMS in Pine
Bluff, AK, which took a test
drive on KSSN-FM/Little
Rock’s airwaves and sold 29
cars during a one-night
event; to the Philadelphia
Phantoms, a new major-
league hockey team that slid
a 30-week ad campaign
across the WMMR-FM audience to
introduce the City of Brotherly Love
to the new franchise and put an aver-
age of 9300 fannies in seats, exceed-
ing the team’s marketing projections.

While researching success stories,
the RAB also discovered that radio
not only moves shrubs, cars, and tick-

ets to sporting events, it can alsoreach

kids and give them a heads-up on
children’s television programming. In
Hamden, CT, Harris & Tucker Kids
TV sought to increase awareness of
its program to educate youngsters
ages 6 to 16 about radio and TV pro-
duction. Although Harris & Tucker
had experienced some success with
newspaper and TV advertising and
direct mail, it wanted to make a larg-
er impact. The TV group bought a
four-week campaign on Urban Adult
Contemporary WNHC-FM/New Ha-
ven. The spots emphasized the oppor-
tunity for children to get education
in radio broadcasting as well as vid-
eo news and TV production, and en-
rollment in the course doubled im-
mediately.

The RAB’s aim is not only to bring
in advertisers that are completely new
to radio, but also to retrieve “those
who might have used radio once, and
it didn’t work,” Fries says. “We are
now able to counter and say, ‘Wait a
minute — other people are using it,
and it does work. Maybe you are not
using it correctly. Let’s take a look at
how somebody else did it in your
business, selling what you sell.” It's
pretty hard to contradict success.

“We’ve spent the entire year ob-
taining success stories from people in
radio sales throughout the country
and have documented and verified
them with the advertisers involved,”
he points out. “They come from all
geographic areas in the country, all
advertising categories, and also all
size markets.”

Throwing The First Stone

The campaign was born out of the
“Newspaper Advertiser Perceptual
Study,” which was underwritten by
Arbitron and conducted by Edison

Gary Fries

Media Research. Arbitron Radio GM

Pierre Bouvard and Edison President

Larry Rosen presented the
study in February of last
1 year to 2300 attendees of
RAB’s Management Lead-
ership Conference in Atlan-
ta. For attendees, and radio
as an industry, it was pain-
ful news: Many buyers, par-
# ticularly those with large
fl budgets, spent a whopping
portion of their money on
" newspaper advertising and

had little data about, and a
low regard for, radio spots.

At the time, Fries noted that “‘in the
minds of these retail moguls, radio is
not strongly perceived as a results
medium. More than three times as
many respondents named newspaper
as the medium that gets the best re-
sults! The data also showed that, not
surprisingly, the results were also di-
rectly tied to advertiser spending.”

Since there was this perceived feel-
ing among many heavy newspaper
advertisers, “We decided to contra-
dict that with facts instead of just sales
projections,” Fries tells R&R. “That’s
what this is designed for, and it does
do that”

Raise Radio’s
Perceived Value

Radio is an incredibly powerful
medium. The RAB’s latest figures,
released Monday (2/2), indicate that
the industry had $13.6 billion in rev-
enues for 1997, a 10% increase over
the $12.4 billion in billing for 1996.
And the growth has been steady:
1996 saw an 8% increase over the
previous year, and Fries tells R&R
that he expects radio to see another
8% increase in revenues this year.

As consolidation has sent station
values rocketing skyward and GMs
scrambling for new revenue streams
and cost-cutting measures, group
heads from A to Z have preached the
need for radio to increase its share of
media’s total advertising pie. Over the
past year, Fries has stressed that, while
“radio advertising is underpriced, it
is not as simple as raising rates.” Dur-
ing the NAB’s Radio Show in New
Orleans last fall, Fries told broadcast-
ers, “If we are going to effectively
compete with other media for a larg-
er part-of the advertising pie, we must
raise the perceived value of our in-
dustry.”

Additionally, Fries noted, “The
problem is that inventory is selling
out. Our present system will not sup-
port the growth our industry requires.
However, it’s not as simple as just
raising rates. On our present course,
rate increases will quickly reach a

threshold with advertisers. For that
reason,” he continues, ‘‘we must raise
the perceived value of radio. We have
to believe we have something that is
worth more. We must take the time
to define our value and then commu-
nicate that value to the advertising
community.”

Correcting Misconceptions

The RAB, which is solely respon-
sible for the “Radio Gets Results”
campaign, also found the aforemen-
tioned dynamic of the buyers’ per-
ception being directly tied to adver-
tiser spending. Fries emphasizes that
advertisers can now be provided with
definitive proof of “radio’s unparal-
leled ability to deliver results. But we
must act now to correct the gross mis-
conception.”

The project of collecting the sto-
ries that the RAB and many of
those who work in the industry
knew existed was an exhaustive,
labor-intensive process. Fries de-
scribes it as a “major, dedicated ef-
fort”; one that he — and those who
have read the Edison research —
knew was essential. Fries says the
RAB campaign is underway *‘because
we think that this is the foundation
that needed to be done for the radio
industry.” He credits Roanne Hale, the
project’s supervisor, who directed
usually four, and sometimes five,
RAB staffers who worked endlessly
collecting stories, talking to advertis-
ers, and verifying facts over the past
year. “Our goal now,” Fries says, “is
to keep this going.”

A “Radio Gets Results” special
toll-free hotline, 1-800-998-2155, has
been set up for stations to relate their
suceess stories.

The stories already collected are
now available to the more than 5000
RAB members at the burcau’s web-
site: www.RAB.com. And later this
spring, the first 1000 will be avail-
able as a package on CD-ROM. Tues-
day Productions, a 28-year-old Ran-
cho Santa Fe, CA operation that has
produced spots for such companies
as AT&T, Domino’s Pizza, Walt Dis-
ney. and Budweiser, has created a mu-
sical theme package of 18 jingles that
is being distributed on CD to stations
across the country. The CD contains
a““full sing” 60-second jingle advanc-
ing the “Radio Gets Results” theme.

In a letter to station owners and
managers that accompanies the CD,
Fries calls for the cooperation of the
entire industry in scheduling the new
jingles, “If this important campaign
is to succeed, it’s imperative that sta-
tions schedule the new jingles and lo-
cally produced advertiser testimoni-
als at effective levels of frequency in
high-profile dayparts. If every station
does its part to carry out this effort,
radio will finally get the credit it de-
serves for delivering exceptional re-
sults to its advertisers.”

Inspiring Greatness

The hard work is “already bearing
fruit,” according to Fries. One story
is printed each week in RAB’s faxed
Radio Sales Today, “‘and people are
using them. You never know the full
productivity, but we do know that
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RADIO GETS RESULTS

SUCCESS STORIES FROM THE RAB

Putting The ‘Sell’ In Cell Phones

SITUATION: Cellular 7 offered a unique service to a unique
market segment, and the company used the targeted power
of radio to reach and sell its best customer prospects. Cellular
7 had opened a cellular equipment and service store in Las
Vegas. The store offered prepaid cellular telephone service to
lower-credit buyers, many of whom would have had trouble
passing the credit checks needed to get standard cellular
phone service.

OBJECTIVE: Cellular 7 had used newspaper ads to reach its
target market of adults aged 18 to 49, but the ads had pro-
duced very disappointing results. The store needed to inform
this large and growing market segment that affordable cellular
telephone service was available. The goal of this campaign
was to build awareness, store traffic, and sales.

CAMPAIGN: KLUC-FM created a potent campaign designed
to bring the Cellular 7 message to the many young adults who
listened to the station’s Pop and Dance format. The campaign
featured :60 spots running 34 times each week, supported by
20 promotional mentions leading up to a live remote fram the
Cellular 7 store. The commercials, promotions, and live re-
mote sold the fact that Cellular 7 specialized in providing cel-
lular phone service to people with poor credit.

RESULTS: At least 200 interested customers attended the
very successful KLUC live remote. The store, which sells about
10 prepaid phones on a typical day, sold 50 the day of the
KLUC event. “The campaign and remote exceeded our ex-
pectations,” said Cellular 7 store manager Tim Walker. “We
are planning another remote at the end of the month”

—— RABTOOLBON——

More marketing information and resources from the RAB

FROM MEDIA TARGETING 2000

From 6am to 6pm, people who've bought a cellular phone in the past 12
months spend 50% of their media time with radio. Compare this 10 34% of
their time spent with television, 11% with newspaper, and 6% with maga-
zines. They spend an average of four hours and 40 minutes with all media.

FROM RAB’S INSTANT BACKGROUND COLLECTION —
CELLULAR PHONES

Of those who bought a cellular phone in the last year, 40% listed personal
safety as the No. 1 reason for their purchase. This was followed by con-
ducting business (36%), chatting with friends or family (21%), and other
(3%).

FROM THE DALLAS MORNING NEWS, JAN. 12,1998

“With four or more competitors in half the major U.S. markets, the price of
mobile phone service has fallen by an average of 25%.To keep the indus-
try from turning into a commodity business, with little more but price to
distinguish rival carriers, mobile phone companies will add features that
allow them to charge more” — Mark Lowenstein, director of the Yankees
Group’s Wireless/Mobile Communications Research practice.

For more information, call RAB's Member Service HelpLine at (800) 232-
3131, or log on to RadioL.ink at http:\\www.rab.com.

when radio salespeople use docu-
mented information like this to show
an advertiser what a fellow advertis-
er has gotten from radio, that is a very
successful sales method.”

He says potential radio advertising
buyers are often encouraged to call
the successful advertisers to find out
for themselves just how radio has
worked for them. *“We've talked to
them and know that they will sincere-
ly go on record with the success that
they had.”

The Dallas-based RAB represents
the radio industry to the advertising
community and is a major force in
providing training and education for
radio salespeople. Fries emphasises,
*“Our goal is to raise the level of com-

e unny amaricanradiohistorvyn. comm ... .

petency of radio representatives.”
RAB is also concerned with the
caliber of radio advertising. Seven
years ago, the group created the Mer-
cury Radio Awards, an ammual com-
petition designed to raise awareness
of radio commercials and to stimu-
late the quality and creativity of
spots in the advertising communi-
ty. The competition, which recog-
nizes the previous year’s best com-
mercials and features $225,000 in
prize money, has become one of ra-
dio’s most important events. Chan-
cellor Media President/CEO Scott
Ginsburg is the chairman of this
year’s competition, which will be
held June 4 at New York’s Marriott
Marquis in New York City.
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FRANK MINIACI

Getting ‘The Buy’ At Any Cost ?

1. The perils of self-serving client promotions

lutter. How many times have we used this term or heard

it echoed back to us when some silly promotion comes
walking into our office vying for the station’s valuable air-
time. In our quest to satisfy the bottom line, we sometimes
put blinders on and look the other way to get “the buy.”

While it is imperative that program-
ming and sales work together these
davs, the integrity of the sta-
tion must not be compro-
mised, and there must be
some pavoff for the listener:
You'll see sales issues cov-
ered from many different an-
gles in this week’s R&R.
Here, KQRC/Kansas City
Marketing Director Michelle
England — while acknow!-
edging the bottom line —
asks the qguestion that must
he asked.: “What is the listen-
erbenefit””

The Big Question

A wise operations manager of
mine once taught me a lesson, and
Fthought it would be a valuable one
1o share with my fellow marketing
managers. The OM told me, “Don’t
let your quest for getting your add-
ed-vatue/marketing-partnership
agreements ready to pitch cloud
your memory ol one ol radio mar-
keting’s golden rules: What is the
listener benetit?”

Every once in a while, I'll get a
proposal from one of those promo-
tion companies that makes me both
laugh and cry. You’ve all seen them.
We'll send our listeners 1o a store

Pro:Motion

* Amy Van Hook rises from
Mktg. & Direct Service Mgr. to
Group Coordinator for Database
Mktg. at WNNX-FM/Atlanta.

* Bill Marshall joins WMRR/
Muskegon, Ml as Creative Ser-
vices Dir. He previously served
in a similar capacity at cross-
town WLCS-FM.

'

Michelle England

1o register 1o win something, and nor
only will we send them there, but
§ ve’ll solicit sponsors to

create the prize package,
we’ll use our precious pro-
motional inventory to direct
them there, and we'll even
call the contest “The Great
Client Giveaway!”

OK. we all know that’s ri-
diculous. But when you’ve
got five zillion things to fin-
d ish and this AE is coming
in every five minutes to say
she needs your help to get
the buy, it’s hard to take the time 10
remember that some promotional
education and creative brainstorm-
ing are necessary to put together a
proposal that works for everyone.
Because if it doesn’t work for ev-
eryone, it inevitably works for no
one. The jocks hate talking about it.
the client gets 10 entries and thinks
your station doesn’t work, and you
miss the next quarter’s buy.

TheThree-Way Win

Now. I know you're saying,
“Yeah, it’d be great if we could al-
ways make each client request
good for the station as well, but
sometimes you've just gotta do
what you gotta do to get the buy.”
Our goal should be to always try
to make a win-win-win out of each
promotion we do. Every time we
don’t, it’s another black mark for
our station and our business as a
whole.

TV stations and newspapers can
do all kinds of shameless added-
value promotions because they
don’t have a product to protect.
Viewers watch shows, not chan-
nels, and people expect a lot of ad-
vertising messages in the newspa-
per — you can read what you want
when you want, so it doesn’t real-

By Michelle England

ly matter. Your radio station is a
form ol entertainment as a whole:
music, jocks, promotions, bits. and,
to a large extent, even commercials.
A rap commercial sounds ridicu-
lous on a hard-rock station, and
vice versa.

Listener Benefit

We know we're working to get
the buy for the station so we can all
make our car payments. We'’re try-
ing to reach the client’s goals so they
will sell more widgets and buy more
advertising. But don’t forget the
third and most vital piece of the tri-
angle: your listeners!

We're all busy, and there’s a lot
of pressure from the GM to get the
buy because of our competitive
business. It’s easy to forget the one
element crucial to radio promotion
success: Whart benefit does our lis-
tener get from this promotion? In
“The Great Client Giveaway’ men-
tioned above, none. And that makes
our PDs’ eyes roll back in their
heads every time they hear the pro-
motion on the air. What so many
clients and agencies want you to do
as a “promotion” is purely extend-
ed advertising for themselves.
Added-value — in its most dread-
ed sense — is not really added-
value. It’s the radio station using its
marketing efforts to advertise the
clientonly.

Added-value promotions should
mean associating a top client with
a fun promotion the station is doing
1o market itself. By doing this, ev-
eryone truly wins: The radio station
earns a good, paying client with
strong advertising campaigns; the
client gets more frequency and cool
image attachment by being part of
a station’s awesome event or on-air
promotion; and the listener doesn’t
hear a bunch of unnecessary clutter
on the air.

Sponsors can be associated with
a good product in a way that’s
nonoftensive to the listener il it’s
done properly and to the.station’s
benelit. For example, concerts

MARKETING & PROMOTION

Promo Of The Week

CAN YOU SPARE A SQUARE? — KKFR/Phoenix personality Bruce Kelly
shows the resemblance between him and this roll of toilet paper, which is
emblazoned with his likeness and the Power 92FM logo.

sponsored by beers and sodas,
breakfast promotions sponsored
by coffee and bagel shops, mil-
lion-dollar on-air giveaways spon-
sored by banks. etc. Don’t say
you've never watched the “Domi-
no’s Pizza Halftime Report” and
thought, “A pizza really sounds
good right about now.”

Selfish Promotions

There must be limits to “selling
out.” It only cheapens our product
for all of us. Every time an adver-
tising agency gets a station to do
selfish “promotions,” it looks bad
for everyone, and makes it harder
for us collectively to do good mar-
keting for oursetves and our clients.
Educate both your AEs and your
clients about how your product
works and what works best for ev-
eryone involved.

The success of a client-driven
promotion is only as good as the
station personnel’s desire to see it
succeed. If everybody at the station
thinks a promotion sucks and is
counting the days until it’s over, it
will more than likely fail. But if we
can create good marketing partner-
ships with our clients, we have a
vested interest in seeing the promo-

tions succeed. Our listeners are in-
volved, and our product, jocks, im-
age, and credibility are involved.

I aclient wants you to do an in-
store registration, ask that they let
listeners also qualify on the air. If
they ask for a remote to encourage
sampling of a new product, ask that
they instead distribute samples at
your upcoming blood drive and
give out coupons for future pur-
chases. Never be afraid to ask ques-
tions to {ind out what your clients’
real goals are. Educate them about
how they can more successfully
use your station as a marketing
partner. Teach your AEs to ask
these questions. Easiestof all. write
this down and tape it to your com-
puter monitor so you’ll see it be-
fore you write any proposal: “What
is the benefit to my listener?”

Thanks for the lesson, Jim Mar-
chyshyn!

TALK BACK TO R&R!

e encourage your feedback.

If you have comments regard-
ing this column or would like to see
your work here, contact Frank Mini-
aci directly at (310) 788-1650 or by
e-mail at miniaci@rronline.com.

GRAB THEIR ATTENTION! GRAB THEIR ATTENTION! GRAB THEIR ATTENTION!

power of repeatability.

You want maximum impact for your station promotions. That’s why you need Banners on a Roll,.
Banners on a Roll, ts used by leading stations around the country to enhance indoor and outdoor
appearances with call letters and logos. All at a price that’s suprisingly affordable.

Call Susan Van Allen today at Banners on a Roll, for your personal consultation on harnessing the

1-800-786-7411

Premium Banners from Lehrer &Van Allen Promotions

On the Web: www.bannersonaroll.com

TRNERS *% WOLL- BA
R e
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“We’'re pleased to renew our
association with Radio Disney.
Radio Disney was incredibly well
received by the community. We’ve
heard great feedback from the city and Sy a i
our promotions have been very successful. ?Lake gity has reneW®
The amount of calls we generated in the
city proved it is a viable format. We're excited
to help Radio Disney evolve and we look
forward to a long association.”

General Manger of AM 860
Pete Benedetti

Already On The Air!

AM TIO Los Angeles, CA AM T40 Long Island, NY AM 1580 Albuquerque, NM
AM 590 Atlanta, GA AM 1250 Seattle, WA AM 1360 Corpus Christi, TX
AM 1260 Boston, MA AM 860 Salt Lake City, UT AM I520 Lafayette, LA

AM 1440 Minneapolis, MN AM 850 Birmingham, AL AM 1310 Monroe, LA

’\."\/\

C h eV )’\/e ntu € A Proud Sponsor

Let’s Gol et oy of Radio Disney

P WA "

SABC RADIO NETWORKS

© Disney
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ou’re invited to attend the industry’s largest

gathering of radio and record e)'(ecutives, June 11-13,
1998 at the Century Plaza Hotel in Los Angeles,
California to celebrate R&R’s 25thl anniversary and the
dawning of a new era in radio. It’s the essential event

that will prepare you to take your place in the rapidly

evolx;ing radio and record industries. Three days and
nights of inspiring speakers ... informative panels ...
and superstar entertainment. It’s also a fantastic
opportunity to meet, greet, and exchange ideas with the

industry’s best and brightest.
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: CONVENTION F¥CI¥ REGISTRATION

CONVENTION " 8

Be == - ———

FAX this form to- 3 OR MORE BEFORE APRIL 3, 1998 $350 EACH

(310)203-8450 ' SINGLE BEFORE APRIL 3, 1998 $400 EACH

or MAIL to: —__ 3 OR MORE AFTER APRIL 4, 1998 $435 EACH i o RS
L R&R CONVENTION °98 __ SINGLE AFTER APRIL 4, 1998 $465 EACH ' |

10100 Santa Monica Blvd., Sth Floor ___ EXTRA COCKTAIL TICKETS (THURS)  $ 75 EACH

Los Angeles, CA 90067-4004

— EXTRA SUPERSTAR SHOW (SAT) $100 EACH

Please print carefully or type in the form below.

Full payment must accompany registration form. —— DAY PASSES (SESSIONS ONLY) $150 EACH

Please include separate form for each registration. ON-SITE REGISTRATION $525 EACH

Photocopies are acceptable.

Amount Enclosed: $

Name

Visa D MasterCard D AMEX D Discover D Check D
Title
Call Letters/Company Name Account Number Exp. Date:
Street Cardholder’s Signature

City State Zip Print Cardholder's Nume

CANCELLATION POLICY: All cancellations must be submitted in writing. A full
refund less a $75.00 administrative fee will be issued after the convention if notification
is received on or before April 3. 1998. Cancellations received between April 4 and
May 15, 1998 will be subject to a $150.00 cancellation fee. No refund will be issued
for cancellations atter May 15, 1998 or for “no shows.”

Telephone #

\
1
‘ E-mail
\
|

HOTEL REGISTRATION

CENTURY PLAZA HOTEL AND TOWER TYPE OF ROOM CONVENTION RATES

We look forward to hosting you tor R&R Convention

'98. Th . » o SINGLE (1 PERSON) PLAZA $185.00
. Thank you for requesting reservations at the
Century Plaza Hotel. Our staft would like to take the SINGLE (l PERSON) TOWER $235.00
- opportunity to extend a warm welcome to you during .

S your upcoming meeting. DOUBLE (2 PEOPLE) PLAZA $195.00

: :: * In order to confirm your reservation, please DOUBLE (2 PEOPLE) TOWER $245.00

. 4 2 AN ; o .
g guarantee your arrival with a major credit card, or you )

T.:: , may send a one night’s deposit. Deposits will be SUITES PLAZA $250.00 and up
j:": refunded only if reservation is cancelled 48 hours prior SUITES TOWER $600.00 and up

[ e to arrival.

‘:;l :' * Reservations requested after May 18, 1998 or For RESERVATIONS p/ease call:

after the room block has been filled are subject to

availability and may not be available at the (310) 551'3300 or I'SOO'WESTIN'I-
convention rate. Tell them it’s the Radio & Records Convention.
* Check in time is 3:00 pm; check out rime is 1:00 pm. Please do not call R&R for hotel reservations. Thank you.

HEAR LATE-BREAKING UPDATES O
R&R CONVENTION '98 HOTLINE: (310)7

AT TS
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Stars’ Belly Buttons Reveal Character!

Psychic David Williams says
he can discover a person’s
true character by analyzing their
navel! Among the unsuspecting
bare bellies whose characters get,
er, bared are Madonna (“Her
pierced navel shows she is inse-
cure, lonely, and emotional, and
upsets others by speaking her
mind”), Gloria Estefan (“Her na-
velis horizontal and oblong. She’s
more outrageous in private than in
the public eye”), and Cher (“Cher
has a vertical dent in her navel
which shows she 1s upright and
levelheaded”) (National Enquirer).

Incidentally, Cher’s in therapy to
deal with her pain over ex-husband
Sonny Bono’s death, while
daughter Chastity has ballooned
to nearly 200 pounds because
she’s seeking solace with food
(Globe).

Like A Virgin!

New York magazine says that
since Mariah Carey announced
Tommy Mottola was her only sex-
ual partner, other worldly women
have used this tool (?!) as PR
Carey says, “l probably look like a
vixen, but Tommy is the first per-
son | was really with” The 'zine
says her image as a virgin
‘worked against her image as an
opportunistic gangster moll” An-
other virgin, Juliana Hatfield, re
veals, “I've never gone all the way”
What does NY say her pureness
has done for her? “Distinguished
her from all the other sensitive,
middle-class girls with guitars.”

Sticks & Stones

“Sue me. I'm sensitive" —
Smashing Pumpkins guitarist
James tha talks about his “good”
relationship with his girlfriend and
being called a hopeless romantic
(Rolling Stoney),

“We really are shit magnets. |
don’'t know why that is. Maybe be-
cause we are just spoiled brats
that need attention, but the shit just
follows us” — Motley Crue drum
mer Tommy Lee reflects on the
band’s ongoing run of bad luck
(Spin)

However, video has been very
good for Lee and wife Pamela, who
stand to earn $8 for each sex vid-
eo sold, according to exclusive in-
formation given to the National
Enquirer. Said an insider, “With a
guaranteed fortune from this tape,

don't be surprised if Pam and Tom-
my consider making a sequel!”

The Next Best Thing

Since the Spice Girls denied
the media access to the screen
ing of their movie, Spice World,
Entertainment Weekly re-enacts
the premiere with Spice Girl dolis
and other celebrity plastic pals,
including Cher, Lucy Lawless,
Shannon Doherty, and Fran
Drescher.

“After 20 years of taking coke,
it's good to drink Pepsi!” — Mick
Jagger, speaking at a Pepsi bot-
tlers' convention in Hawaii
(Newsweek)

The Downward Spiral

Tanya Tucker is undergoing
psychotherapy in an attempt to
straighten out her life and be a
better mom (Star).

Toni Braxton filed for bankrupt-
cy to get out of a record contract
she feels is grossly unfair (Nation
al Enquirer).

Dirty Little Secretfions)

Michael Bolton is trying to get
Ashley Judd to quit her tobacco-
chewin’ habit before they get mar-
ried (Globe)

And He Won’t Sing A
Song, Either

Billy Joel has become the first
living Tinseltown star to trademark
not only his name, but also his nick-
name (“Piano Man”}, to thwart the
sale of counterfeit T-shirts (Globe)

New Frontiers

The Artist Formerly Known
As Prince has announced an un-
usual marketing strategy for his
new, three-disc set, Crystal Ball.
The album will not be manufac-
tured until 100,000 people have
pre-ordered it by calling 1-800-
NEW-FUNK. It will alsc be sold at
retail exclusively through Best Buy
(Entertainment Weekly).

“The boys turn to me for an
exceedingly unprofessional ap
proach, and | dazzled them on
my spanking-new ‘Shirley Man-
son model’ Fender Strat. | call
her Rita. She's got a modified
body painted orange to match
my fanny. How fucking cool is

that!” — Garbage lead singer
Shirley Manson (Rolling
Stone)

' Each week R&R sneaks a poek through the nation’s consumer
magazines in search of everything from the sublima to the ridicu-
lous in music news. R&R has not verified any of these reports.,
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* TITANIC
Single: My Heart Will Go On/Celine Dion (550 Music)

* GREAT EXPECTATIONS (Atlantic)
Singles: Sunshower/Chris Cornell
Lady, Your Roof Brings Me Down/Scott Weiland
Other Featured Artists: Poe, Duncan Sheik

&
E
i
]

. * GOODWILL HUNTING (Capitol)
Featured Artists: Elliott Smith, Dandy Warhols, Luscious Jackson

¢ SPICEWORLD (Virgin)
Featured Artists: Spice Girls

: * ASGOOD AS IT GETS (Columbia)
' Featured Artists; Shawn Colvin, Art Garfunkel, Nat King Cole

~ « WAGTHE DOG
Single:Wag The Dog/Mark Knopfler (Mercury)

. *» HALF-BAKED (MCA)
: Singles: Along Comes Mary/Bloodhound Gang
Marbles.../Black Grape
Other Featured Artists: Luscious Jackson, Days Of The New

¢ TOMORROW NEVER DIES (A&M)
Featured Artists: Sheryl Crow, Moby, k.d. lang

o ANASTASIA (Atlantic)
Featured Artists: Deana Carter, Richard Marx & Donna Lewis

e | KNOWWHATYOU DID LAST SUMMER (Columbia)
Single: Clumsy/Our Lady Peace
Other Featured Artists: Korn, Soul Asylum

COMING

¢ HURRICANE STREETS (Mammoth/Capitol)
Single: Sex And Candy/Marcy Playground
Other Featured Artists: Seven Mary Three, De La Soul,Vic Chesnutt

* THEWEDDING SINGER (Maverick/WB)
Single: Video Killed The Radio Star/Presidents Of The United States
Of America
Other Featured Artists: Police, New Order, David Bowie

Hot new music-related World
Wide Web sites, cool cyber-
chats, and other points of inter-
est along the information super-
highway.

The Carpenters’ Richard
Carpenter, Friday (2/6) at 9pm
ET/6pm PT, America Online
(keyword: ASYLUM).

R. Kelly, Monday (2/9) at 9pm
ET/6pm PT, America Online
(keyword: CHICAGO CHAT).

Yanni, Wednesday (2/11) at
8pm ET/5pm PT, America On-
line (keyword: VIRGIN).

On The Web

Check out Jonny Lang in
concert from L.A's House Of
Blues late Friday night at
2:30am ET/11:30pm PT
(www.LiveConcerts.com).

Ryuichi Sakamoto per-
forms live from New York
Wednesday at 8pm ET/5pm
PT (www.LiveConcerts.com).

Chat with '80s new wavers
Bow Wow Wow Thursday (2/
12) at 7pm ET/4pm PT
(www.sonicnet.com).

& MOVIES cveenspace
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MONDAY, FEBRUARY 16

1968/John Lennon, George Harrison,
and their wives travel to India to
study with the Maharishi Mahesh
Yogi. Paul McCartney and Ringo
Starr join them three days later.

1984/Ethel Merman, 75, dies.

1985/Neil Geraldo and Pat Benatar be-
come parents to daughter Haley.

1988/Billy Vera is awarded a star on the
Hollywood Walk of Fame.

Born:the late Sonny Bono 1935, James
Ingram 1956, Andy Taylor (ex-
Duran Duran) 1961

Releases: Elton John's “Bennie And The

THURSDAY, FEBRUARY 19

1878Thomas Edison patents the pho-
nograph.

1977/Stevie Wonder wins a third-
straight Best Album Grammy,
this time for Songs In The Key
Of Life.

1980/AC/0C singer Bon Scott chokes to
death on his own vomit after an
alcohol binge.

1995/Jon Bon Jovi and wife Dorothea
become parents to son Jesse
James Louis.

Born: Smokey Robinson 1940, Tommy
lommi (Black Sabbath) 1948,

Jets” 1974 Seal 1963
7 Releases: the Miracles’ “Got A Job”
@l TUESDAY, FEBRUARY 17 .

1960/Elvis Presley receives his first gold
; album (ENvis).

1979/The Clash make their U.S. debut,
performing in New York City.

1982/Jazz great Thelonious Monk, 64,
dies after a long illness.

1989/Whitesnake’s David Coverdale
marries actress Tawny Kitaen in
Bei Air, CA.

1990/Aerosmith guest as themselves on
Saturday Night Live, where they
perform a version of the Wayne's
World theme song.

Born: Gene Pitney 1941

8 \WEDNESDAY, FEBRUARY 18

1968David Gilmour replaces Pink Floyd

) founder/guitarist Syd Barrett.

| 1974/iss release their first album, which

' is also Casablanca Records’ first
LP.

1995/Former Replacements guitarist
Bob Stinson, 35, dies.

Born:Yoko Ono 1933, Dennis De Young
(Styx) 1947

FRIDAY, FEBRUARY 20

1974/Without any advertising, Yes sell out
Madison Square Garden in New
York. Also... After 10 years of mar-
riage, Cher files fcr divorce from
Sonny Bono.

1996/Snoop Doggy Dogg and a body-
guard are found not guilty of
first-degree murder. The jury
deadlocks on voluntary man-
slaughter charges, and a mis-
trial is declared.

~ Born: jazz singer Nancy Wilson 1937,J.

Geils 1946, Walter Becker (Steely
Dan) 1950, the late Kurt Cobain
1967

Releases: the Supremes’ “Stop In The
Name Of Love” 1965, Marvin
Gaye’s “What’s Going On,” and
Santana's “Oye Como Va” 1971

SATURDAY, FEBRUARY 21

1986/Leonard Cohen appears on Miami
Vice in a supporting role.

T L B

1989Rev. Jesse Jackson makes a parole
appeal for James Brown because
he’s been a “model prisoner.”

1990/Bonnie Raitt wins four Grammys,
including Best Album for Nick Of
Time. Bette Midler's “Wind Be-
neath My Wings” wins Best
Record and Song, and Milli Van-
il are named Best New Artist.

1992/John Mellencamp makes his act-

ing, writing, and directorial debut :

as Falling From Grace opens.

Born: Jemry Hamison (ex-Talking Heads) 1949
Releases: David Bowie’s Young Ameri-

cans 1975

SUNDAY, FEBRUARY 22

1973/Roberta Flack’s “Killing Me Softly
With His Song” goes gold. It's ru-
mored that the song is about folk
artist Don McLean.

Fine Young Cannibals drove
someone crazy in Boston.

1986/A Fine Young Cannibals show in Bos-
ton is defayed until 2am after some-
body lobs tear gas into the club.

1989%George Michael's Faith wins a Best
Album Grammy, Bebby McFer-
rin's “Don’t Worry, Be Happy”
wins Best Record and Song, and
Tracy Chapman is named Best
New Artist. Who wins the first Hard

e

Rock/Metal Grammy? Jethro Tull. |

— Frank Correia

ww=armerteanradiohisterveonr——r—
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The radio industry is changing, and you’ve
asked AP to change along with you -

to offer you more choice.

The Associated Press is introducing new,
flexible packaging options for our radio
prodltcis, to meet your programming

needs.

® You asked for more content —
and we’ve Got it.

® You asked for more pricing options —
and we’ve Got it.

® You asked for digital audio software —
and we’ve Got it.

Content and Technology

More content.
More options.
More technology.

For more information call
The Associated Press

800-527-7234

41 P '

ASSOCIATED PRESS

More Choice-
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MUSIC TELEVISION®
59.4 mifion households
Patti Galluzzi.

MUSIC FIRST
50.8 million households
Wayne Isaak, Sr. VP/Music & Talent Relations

AEROSMITH Pink (Columbia)

BACKSTREET BOYS As Long As You Love Me (Jive)
BUSTA RHYMES Dangerous (Elektra/ELG)

MARIAH CAREY {/BONE THUGS. .. Breakdown (Columbia)
CELINE DION My Heart Wili Go On (550 Music)

GREEN DAY Time Of Your Life {Good Riddance) (Reprise)
JANET Together Again {Virgin)

MARCY PLAYGROUNO Sex And Candy (Capitol)
MATCHBOX 203am (La-va/Atlanric)

SARAH MCLACHLAN Sweet Surrender (Arista)
METALLICA The Unforgiven || (Elektra/EEG)

PUFF DADDY & THE FAMILY Been Around... {Bad Bay/Ansta)
ROLLING STONES Saint Of Me (Virgin)

WILL SMITH Gettin' Jiggy Wit It (Columbia)

THIRD EYE BLIND How's It Going To Be (Elektra/EEG)

| STRESS ]

BRYAN ADAMS Back To You (A&M)
FIONA APPLE Never Is A Promise (Clean Siate/Work)

BEN FOLDS FIVE Brick (550 Music)
DAFT PUNK Around The Worid (Virgin)
FATBOY SLIM Going Out . . (Skint/Astralwerks/Caroline)
FIRM Phone Tap (Track Masters/Aftermath/Interscope)
FOO FIGHTERS My Hero (Roswell/Capitol)

K-C1 & JOJO All My Life (MCA)

L.L. COOL J/METHOD MAN 4 3 2 1 (Def Jam/Mercury)
LORD TARIQ & PETER GUNZ Deja Vu (Codeine/Columbia)
LSG My Body (EastWest/EEG)

NOTORIOUS B.1.G 1112 Sky's The Limit {Bad Boy/Arista)
DASIS All Around The World (Epic)

OUR LADY PEACE Clumsy (Columbia)

JIMMY RAY Are You Jimmy Ray? (Epic,

SAVAGE GARDEN Truly Madly Deeply (Columbia)

USHER Nice & Slow (LaFace/Arista)

WYCLEF JEAN Gone Till November (Ruffhouse/Columbia)

'ACTIVE |

ALL SAINTS | Know Where It's At (London/Island)

BIG WRECK The Oaf (Atiant:

BLINK 182 Dammit (Growing Up) (Cargo/MCA
BLUR Beetlebum (Virgin,

COMMDN Retrospect For Life (Relativity)

CREEO My Qwn Prisan (Wind-Up}

CRYSTAL METHOO Keep Hope Alive (Outpost/Geffen,
ALANA DAVIS 32 Flavors (Elektra/EEG

VPMusic Programming
[ADDS || |[aDDs |
No New Adds ALL SAINTS | Know Where it's At (London/Island)
ARETHA FRANKLIN ARose s Still A Rose (Arista)
i HEAVY l JODY WATLEY Off The Hook {Atiantic)

XL |

PAULA COLE | Don't Want To Wait (/mago/WB)
CELINE DION My Heart Will Go On (550 Music)
MATCHBOX 20 3am (Lava/Atiantic)

SARAH MCLACHLAN Sweet Suirender (Arista)
SAVAGE GARDEN Truly Madly Deeply (Columbia)

|LARGE

MEREDITH BROOKS What Would Happen (Capito/)
MARIAH CAREY Breakdown (Cofumbia)

PAULA COLE Me (/mago/W8)

FLEETWOOD MAC Landslide (Reprise)

JANET Together Again (Virgin}

LISA LOEBI Do (Geffen)

BILLIE MYERS Kiss The Rain (Universa/)

ROLLING STDNES Saint Of Me ( Virgin)

THIRD EYE BLIND How's it Going To Be ( £lektra/EEG)

| MEDIUM a

BEN FOLDS FIVE Brick (550 Music)

ALANA OAVIS 32 Flavors (Elektra/EEG)

LOREENA MCKENNITT The Mummers’ . (Quinian Road/W8)
JIMMY RAY Are You Jimmy Ray? (Epic)

ROBYN Show Me Lave (RCA}

SPICE GiRLS Too Much (Virgin)

SHANIA TWAIN You're Stili The One (Mercury)

VERVE Bitter Sweet Symphony (Hut/Virgin)

cUsTOM ]

BRYAN ADAMS Back To You (A4M)

ALL SAINTS | Know Where It's At {London/Islanch
ERYKAH BADU Tyrone ( Kedar/Universal)

BOYZ il MEN A Song For Mama (Motown

DRU HILL We're Not Making Love No More (LaFace/Arista)
BOB DYLAN Not Dark Yet (Cotumbia)

GREEN OAY Time Of Your Life {Good Riddance) {Reprise)
ARETHA FRANKLIN A Rose IsStill ARose (Arista)
NATALIE IMBRUGLIA Torn (RCA)

K-Cl & JOJO All My Life (MCA)

CHANTAL KREVIAZUK Surrounded (Columbia)

JONNY LANG Missing Your Love (A&M,

MARCY PLAYGROUNO Sex And Candy ( Capitol)

BRIAN MCKNIGHT Anytime (Mercury)

OASIS All Around The World (Fpic)

OUNCAN SHEIK Wishful Thinking (Atiantic)

SISTER HAZEL Happy (Universal

SWV Rain (ACA
UNCLE SAM| Don'tEverWant . (StonecreekEpic,
USHER You Make Me Wanna .. (LaFace/Arista

JODY WATLEY Off The Hook (Atiantic)

Video airplay from February 9-15.

TELEVISION

TOP TEN SHOWS
JANUARY 26-FEBRUARY 1

Total Audience
(98 million households)

1 ER
2 Seinfeld
3 Veronica’s Closet
4 Friends
5 Just Shoot Me (Thursday)
6 Touched By An Angel
7 60 Minutes
8 Movie (Sunday)
(The Love Letter)
9 Dateline NBC (Monday)
10 American Music Awards

Adults 18-34

1 Seinfeld
2 ER
3 Friends
4 Veronica’s Closet
5 Just Shoot Me (Thursday)
6 King OfThe Hill
(tie) Party Of Five
8 Beverly Hills, 90210
9 The Simpsons
10 Inside The X-Files

Source: Nielsen Media Research

coming NexT WEek

All show times are ET/PT unless
otherwise noted; subtract one
hour for CT. Check listings for
showings in the Mountain time
zone. All listings subject to
change.

Tube Tops

Garth Brooks performs
songs from his Sevens album
when he appears on ABC'’s The
Oprah Winfrey Show (Monday,
2/9, check local listings for time).

Friday, 2/6

* Steve Earle, Late NightWith
Conan O'Brien(NBC, 12:35am).

Saturday, 2/7

* Patty Loveless and Collin
Raye perform on PBS’ Austin
City Limits (check local listings).

» Paula Cole, Saturday Night
Live (NBC, 11:30pm).

Monday, 2/9

* Martina McBride and the
Lynns, Prime Time Country
(TNN, Spm ET/6pm PT).

e Chumbawamba, The
Keenen Ivory Wayans Show
(Fox, 11pm).

e Luther Vandross, Vibe
(check local listings).

e Lyle Lovett, The Tonight
Show With Jay Leno (NBC,
11:35pm)

Tuesday, 2/10

* Chely Wright, Prime Time
Country.

* imani Coppola, Vibe.

* Trisha Yearwood, Jay Leno.

* Biues Brothers, Late Show
With David Letterman (CBS,
11:35pm).

‘Wednesday, 2/11

* Dixie Chicks, Prime Time
Country.

» TrishaYearwood, Vibe.
 Sait-N-Pepa, Conan O'Brien.

Thursday, 2/12

» Glen Campbell andJimmy
Webb, Prime Time Country.

*Ice Cube, Vibe.
* Paul Simon, Conan O'Brien.

FILMS

WEEKEND BOX OFFICE

JAN. 30-FEB. 1
1 Titanic $25.90
(Paramount)
2 Great Expectations $9.59
(Fox)* |
3 Good Will Hunting $8.43
(Miramax)
4 Spice World (Sony) $7.02
5 As Good As It Gets  $6.60 |
(Sony) '
6 Desperate Measures $5.83 |
(Sony)*
7 WagThe Dog $4.77
(New Line)
8 Deep Rising $4.73 !
(BuenaVista)*
9 Fallen (WB) $2.82
10 Hard Rain $2.68

(Paramount)

All figures in millions
* First week in release
Source: Entertainment Data inc.

COMING ATTRACTIONS:
This week’s openers include
Blues Brothers 2000, starring
Dan Aykroyd and John Good-
man. Look sharp for Erykah
Badu, Blues Traveler, James
Brown, Aretha Franklin, B.B.
King, Jonny Lang, Wilson Pick-
ett, and other recording artists in
supporting roles. Many of these
acts — including Franklin, Lang,
and Blues Traveler's John Pop-
per — contribute to the film’s
Universal soundtrack. The ST
also contains cuts by the Blues
Brothers Band.

Opening in limited release this
week is Nil By Mouth, written and
directed by Gary Oldman and
featuring original music by Eric
Clapton.

DEFTONES My Own Summer (Shove It) (Maverick/WB,
OESTINY'S CHILO No. No. No (Grass Roots/Columbia
BOB DYLAN Not Dark Yet (Columbia)

MISSY “MISDEMEANOR" ELLIOT Beep Me 911 EastiVestEEG)
EVERCLEAR | Will Buy You A New Life (Capitol)

NATALIE IMBRUGLIA Torn (RCA)

JONNY LANG Missing Your Love (A&}

LOX If You Think I'm Jiggy (Bad Boy/Arista)

MACK 10 fACE CUBE Only In Cairfornia (Priority)

MASE {/TOTAL What You Want (Bad Boy/Arista)
LOREENAMCKENNITT The Mummers’ ..{Quinian Road WB)
BRIAN MCKNIGHT Anytime (Mercury)

BILLIE MYERS Kiss The Rain (Universal)

DUNCAN SHEIK Wishful Thinking (Atiantic)

SMASH MOUTH Why Can't We Be Friends? (/nterscope)
SUBLIME Badfish (Gasotine Alley/MCA)

311 Beautitul Disaster (Capricorn/Mercury)

TIMBALANO & MAGOO Luv 2 Luv U (BlackGround/Atiantic)
UNCLE SAM | Don't Ever Want To... (Stonecreek/Epic)

Video airplay frozen from February 2-8.

.y | 36 million households
- Lydia Cole.
7/\ RN /r/Music Programming

z Video Playlist |

USHER Nice & Slow (LaFace/Arista)

PUFF DADOY & THE FAMILY Been Around... (Bad Boy/Ansta)
WILL SMITH Gettin’ Jiggy Wit It (Columbia)

NOTORIOUS B.}.G. Sky's The Limit (Bad Boy/Arista)
MISSY "MISDEMEANOR” ELLIOT Beep Me 911 (£astiVest EEG)
L.L. COOL JFather (Def Jam/Mercury}

SWV Rain (RCA)

LORD TARIQ & PETER GUNZ DejaVu (Codeine/Cofumbia)
JANET Together Again (Virgin}

BUSTA RHYMES Dangerous (Elektra/EEG)

Video playlist for week ending February 6.

|  RapCityTop10 |

2PAC ! Wonder If Heaven Got A Ghetto (Amaru/Jive)
NOTORIOUS B.I.G. Sky's The Limit (Bad Boy/Arista)
LORD TARIQ & PETER GUNZ Deja Vu (Codeine/Columbia)
MACK 10 £ACE CUBE Only In Catifornia (Priority)

FIRM Phone Tap (Track Masters/Aftermath/interscope)
COMMON Retrospective For Lite (Relativity)

ALKAHOLIKS All Night (Loud/RCA)

WYCLEF JEAN Gone Till November (Ruffhouse/Columbla)
GANG STARR You Know My Steez (Noo Trybe/Virgin)
OUTKAST In Due Time (LaFace/Arista)

Video playlist for week ending February 6.

PRALSTAR

VIDEO

NEW THIS WEEK

s

A

T 4 E
21 S ' ' 21 miflion households
1 Ly >v Peter Conen,
I l I 1 VP/Programinming

MUSIC TELEVISION
YOU CONTROL..

| NationalTop20 |

CELINE DION My Heart Will Go On (550 Music)
USHERNice & Slow (LaFace/Arista)

PUFFDADDY & THE FAMILY It's All About... (Bad Boy/Arista)
SPICE GIRLS Too Much (Virgin)

MISSY “MISDEMEANOR™ ELLIOT Sock it... (Eastivest EEG)
SALT-N-PEPA Gitty Up (Red Ant/Londor/Island)

K-Cl & JOJO All My Life (MCA)

MARIAH CAREY Breakdown (Columbia)

LUNIZ {/REDMANHypnotize (C-Note/Noo Trybe)
UNCLE SAM| Don't Ever Want. . (Stonecreek/Epic)
QUEEN PENAII My Love (Lil’ Man/Interscope}
SERMON, MURRAY & REDMAN Rapper's Delight (Priority)
MARY J. BLIGE Seven Days (MCA)

OL SKOOL Am | Dreaming (Keia/Universal)

SWVRain (RCA)

WC Just Clownin’ (Payday/island)

PUFF DADDY & THE FAMILY Been Around...(Bad Boy/Arista}
LOST BOYZ What's Wrong (Universal)

BRIAN MCKNIGHT Anytime (Mercury)

LOX I You Think I'm Jiggy (Bad Boy/Arista}

Most requested from the week enging January 30.

* RODGERS & HAMMERSTEIN’S
CONCERT PULSE CINDERELLA (Disney)
Avg. Gross RoSTadEt This made-for-TV movie.
1 ROLLING STONES (gggg_s; which aired on ABC-TV last No-
2 u2 $1740.6 vember, stars recording artists
3 FLEETWOOD MAC $891.4 Brandy as the title character and
4 ELTON JOHN $605.7 Whitney Houston as the Fairy
Z :2;’:/&»{”’1 (S SDUNN ;igg'z Godmother. They join the other
7 “AFKAP” $4513 cast members to sing classic
8 PUFF DADDY $440.5 songs from the original score, as
9 AEROSMITH $346.1 well as three additional tunes
10 AMY GRANT $336.4 culled from other Broadway
:; ’B‘;:: ;":ﬂiﬁf’gw :ggs-; shows: “The Sweetest Sounds”
13 JANE’S ADDICTION $1935 “Falling In Love With Love,” and
14 TIM MCGRAW $161.1 “There’s Music InYou.
15 CHICAGO $150.5 * GANG RELATED (TriStar)
Among this week's new tours: This feature film stars James
BLUE RODEO Belushi and late recording artist Tu-
BUSTA RHYMES pac Shakur, who contributes“Life's |
caLL So Hard" to the film’s double-CD | |
CHUMBAWAMBA Death Row soundtrack. 2Pac also |
ARLO GUTHRIE
INNER CIRCLE

DAVE MASON & JIM CAPALD!

The CONCERT PULSE is courtesy of Pollstar, a
publication of Promoters’ On-Line Listings, (800)
344-7383; California (209) 271-7800.

“Staring Through My Rearview,’ and
“Made Niggaz.” Cuts by Ice Cube,
Nate Dogg, Mack 10, and others

teams with Outlawz on“Lost Souls, g
%
complete the ST. ]

et gema e O Y COM
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Music Intensive s Celebxity Interviews « Live Game Show

* * * : *  k * * * = * ®

“Act One® is unlike any other syndicated
offering out there. It’s got all the elements
that every contemporary radio station is
looking for —— great music, interviews
and a live, interactive game show!”

Pat Paxton

ZAPOLEON MEDIA STRATEGIES

“This radio show is a blast...
listeners actually play the game

with the celebrity guests!”
The 1997 AMERICAN COMEDY AWARDS

“BEST FEMALE STAND-UP COMIC.”
You’ve seen her on Leno, Letterman,
Rosie O’Donnell and HBO; plus she’s
hosted NBC’s “Later” and is all

over Comedy Central.

Bob Laine, VP & General Manager
CHUM RADIO NETWORK

Callers dial toll-free and team up with _
our Superstar guests. The celebs act out scenes ~ *:
from movies and TV shows while your listeners try and
guess the title. Major prizes are always at stake... like
trips, TVs and more. Plus, the show is packed with the
hits and interviews with the absolute biggest celebri- l_isa l_oeb
ties in music, film and television.

Chart-topping

‘Ys First-ever
selebrity

Golden Globe Nominee
Jenna Elfman

of the smash hit sitcom

“Dharma & Greg”

Game Show

e One Hour (Sundays from 6:00 to 7:00 p.m. PST)

e [ive (via Satcom C-5, Transponder 19, Channels 14 & 15)
e Barter (6 min / 6 min Split) Grammy Nominee
e Also available in plain-wrap Duncan Sheik
e www.actoneradio.com

e Celebrity Liners! e Local retail tie-ins

o Market Exclusive

Already cleared with over 3 million listeners!
Find out if “Act One® with Wendy Liebman” is still available

in your market. Call the Affiliate Relations department !.
at Captive Audience Entertainment: 310-360-9449.
CAPTIVE AUDIENCE

E N T E R T A I N M E N T

8833 Sunset Blvd., Suite 400 ¢ West Hollywood, CA 90069
Ph: 310-360-9449 « Fx: 310-360-9555 e E-Mdcil: info@captiveaudience.com e Web Site: www.captiveaudience.com

vy americanradiohistorv. com

»
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Over 35 Adds This Week lncludmg
KMXV/Kansas Cnty

BOS Modern Rock 4*
BDS Top 40 Adult 28*-23*
BDS Modern Adult 13*-11*

,BDS Active ‘2_9
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s STREET TALK.

Don’t Look For The Union Label At KJLH/L.A.

FTRA’s drive to unionize Stevie

Wonder-owned Urban AC KJLH/

Los Angeles has been called off
because of what the on-air staff calls a
“serious anti-union campaign.” Staffers said
they did not want to risk “a public campaign
against management and its union-busting
attorneys and consultants” KJLH GM
Karen Slade could not be reached at press
time. AFTRA also filed a petition for an
election on behalf of a majority of Metro
Networks employees in Philadelphia. After
two Metro employees were let go over
alleged “pro-union activity,” local AFTRA
Exec. Dir. John Kailin says, “Metro GM
Mike Shields refused to recognize the
group voluntarily” Shields, pointing out that
Metro has trimmed personnel in 30
markets, contends the
eliminated positions “had
% nothing to do with union
" activity”

| Chancellor Media honcho
i| Scott Ginsburg has been
named Event Chair for this
year’s Radio-Mercury
Awards, to be held at the

Scott Ginsburg

Marriott Marquis in New York
on June 4.
} Court Battle In <
Psychics’ Future

Discovery has begun in a Baltimore
lawsuit that pits Inphomation
Communications Inc., producer of the
Psychic Friends Radio Network, against
Virginia-based consultant Media
Strategies. In a suit filed last year,
Inphomation alleges that Media Strategies,
which was hired in 1996 to help launch the
network, used confidential information
obtained in that partnership to start up the
competing Psychic Radio Network, which
aired for about three months last year.

' Inphomation further claims that former
employee Theresa Tharp was “romantically
involved” with Psychic Radio Network
partner (and WWVZ-FM/Washington
morning co-host) John Nolan and provided

the firm with proprietary information. Media
Strategies denies the allegations — Nolan
tells ST that the allegation against Tharp is
“crazy” — and filed a countersuit claiming
Inphomation failed to pay all of its retainer
fees. Inphomation moved to settle the
dispute last month by dropping all claims,
but Media Strategies refused.

Goodbye Michael Reagan, <
iHola! Regional Mexican!

Nebraska received its first Spanish-
language station Monday (2/2), when JRK
Broadcasting flipped daytimer KMMJ-AM/
Grand Island from News/Talk to Regional
Mexican. KMMJ had featured Michael
Reagan in mornings and the Dolans in
afternoons. The station also adds Hispanic
Satellite Network programming for use
outside of drive-times.

Fresh off its Monica Lewinsky look-
alike contest (see Page 1), KIIS/L.A.
created yet another huge buzz when
afternoon driver Gary Spears and famous
Beverly Hills stylist Jose Eber set up shop
at a Department of Motor Vehicles facility
Wednesday (2/4). Eber gave KIIS listeners
quick makeovers before they had their
driver’s license pictures taken.

KDRE/Little Rock scored a major coup
this week by signing two major-market
personalities — WHTZ/NY late-nighter
Adam Cox (a.k.a. Lucas) and former K15/
L.A. swinger Todd Violette — to a long-
term deal for mornings. Could a syndication
deal be in the works?

Continued on Page 30

Rumors

* Now that Gary Bryan is handling PD/morning du-
ties at KJR/Seattle, what is that“major announcement”
scheduled to air on Monday (2/9)? Could the '70s sta-
tion be flipping to Pop/Alternative? While we're in Seat-
tle, is Dr. Laura moving from KIRO-FM to KOMO-AM?
And if she does, will the FM Talker flip formats?

* Are former Epic Sr. VP Craig Lambert and Trau-
ma Records founder Rob Kahane about to go into busi-
ness together?

s __________vywaoany americanradiohicstaorvy com

“G IVEN TD FLY”

February 6, 1998 R&R ® 29

R&R Active Rock #1 2188x
BDS Active Rock #1 1087x

R&R Rock #1 1760x
BDS Rock #1 1952x

R&R Alternative #3 3473x
BDS Modern Rock #3 2498x

WXRK
WNNX
WXEX
WCYY
WEND
WXZZ
KT0Z
KKDM
KKND
KFTE
KFRR
WKDF
KEDJ
KTEG
KTBZ
KNDD
KWOD
KHTY
KJEE
KFMA

Produced by Brendan 0’Brien and Pearl Jam o

37X
32X
39x
41x

46x

36X
39x
47x
38X
39x
49x
36X
47x
40x
40x
25X
47x
39x
30x
30x

#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#
#2
#4
#3
#6
#1
#9
#1
#1
#a

WRCX
WRIF
AL
WMMS
WYSP
WMMR
KTXQ
WDVE
WJRR
KXXR
KISS
KUPD
KDKB
WBZX

33X
25X
33X
27X
33X
29x
30x
19x
43x
23X
29x
24x
26X
27X

#
#1
#4
#2
#2
#4
#1
#2
#3
#1
#3
#4
#4
#2
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THE MULTI-PLATINUM BAND
THE FIRST SINGLE FROM THE SLIDING DOORS SOUNDTRACK

THE MIRAMAX /PARAMOUNT MOVIE
STARRING GWYNETH PALTROW AND JOHN HANNAH

ON OVER 100 TOP 40
STATIONS IN TWO WEEKS!

STREET TALK-

Continued from Page 29

Communication Graphics Inc.
recently won several first-place Addy
awards, including one for its cutting-
edge creative work in direct mail and
another for trade advertising — for its
on-going ad campaigns featured in
R&R!

} Don’t Have A Cow, Oprah <

While Oprah Winfrey was in town to
defend herself in the infamous meat

Rumbles Pt. 1

lawsuit, KQIZ/Amarillo, TX extended
its Southern hospitality by recruiting
150 listeners for a kazoo parade. The
group played one of her favorites: the
theme from the Andy Griffith Show.

Not only did Spice World gross $19
million in its first 10 days, the Spice
Girls’ pay-per-view special, which
premiered on January 17, has
shattered a seven-year-old record for
pay-per-view, having been seen in over
130,000 homes.

Congrats to Lotus Broadcasting

g i Corp. VP/News & Sports Jaime
KHKS KMXVY  WBHT WRXR & WEKL/Augusta, GA name Jim Mahany p . P
OM, replacing Jeff Sanders. Jarrin. Jarrin, who has been the
WWZZ WNKS WKRZ « Jeffrey A. Schmidt is named GM of Cumulus Spanish broadcast voice of the Los
KRBE WXXL WSNX Broadcasting stations in Appleton-Oshkosh, Wi and .
Green Bay, WI. Angeles Dodgers since 1959, was
WXKS WKSS WNIQ « WMBX/West Palm Beach MD Dan O'Brien moves named the winner of the Ford C. Frick
M/H to sister WPBZ for similar duties. Award. presented annuallv to members
Y’ WAPE \MXKB * WDAS/Phitadelphia Public Affairs Dir. Tamlin Henry fth ’bp d ti f y . h b
WSTR WDJX WRHT is named News & Public Affairs Mgr., and interim news ° K € rqa eJs tl ns Ft)_ro eStSIObn '3 bo I
anchor Fatimah Ali becomes the station's morning make major contributions to pasebpall.
KKLQ ~ KJYO ~ KDRE news anchor. Jarrin will be enshrined into the
WBU WGTZ WABB « Nighttimer Michael Steele (a.k.a.“The New Guy”) broadcast wing of the Hall of Fame in
KSLZ WEFLY KKRD adds APD duties at Pop/Alternative KFMB-FM/San 9 }
’ Diego. Cooperstown, NY this summer.
£ WFLZ KBFM WNOK * WWMX/Batitimore MD Greg Carpenter adds APD
3 stripes.
g and maﬂy more.’ * Ten-year KL.BJ/Austin morning show hosts Dud-
5 ley & Bob with Debra have signed a long-term deal to } Don’t Call Me Charlie ‘
° continue with the station.

- “Turn Back Time" is also fealured on the mulggloﬁuum Aqua album AQUARIUM

Produred, Arsonged & Mixed By JONNNY JAN, DELGADO, §.
Nanogement: LG. MANAGEMENT JOHN AAGARRD)
Visit The Aquanet: www. mxorecords. com/aquaned @ Get AlPed At (A Records: wwwmearecords com

£5, 5 ( NORREEK

Total BDS spins 5268 with an

audience reach of over 60 Million

Monitor Mainstream Top 40 38*-33

Monitor Rhythmic Top 40 1*-1*

R&R CHR/Pop @- €@
R&R CHR/Rhy @-©

i ey &

« KKCW/Portland's third annual “Penny Drive” for
the Make-A-Wish Foundation started Monday (2/2) and
extends through February 12. This year’s goal of 5 mil-
lion pennies ($50,000) would better last year's efforts
by nearly $5000.

« Southern California Broadcaster Assoc. Pres.
Gordon Mason resigns, effective June 30.

* Luke Sanders segues from middays to afternoon
drive on Pop/Alternative WPNT/Milwaukee and is re-
placed in middays by Amy Foxx.

* KBEE/Salt Lake City’s morning drivers Mick
McKay & Ellis B. Feaster exit.

* WBBM-FM/Chicago PDTodd Cavanahhas been
busy making deals: Afternoon driver Terry Foxx, mid-
dayer Brian Middleton, and nighttimer Julian Perez
have all re-upped with three-year deals.

« KCHZ/Kansas City APD Todd Haller joins Pop/
Alternative WLLC/Charleston, SC as PD.

* WRNS/Greenville, NC PD Wayne Carlisle is pro-
moted to Corporate Program Coordinator for Pinnacle
Southeast, a division of Pinnacle Broadcasting. Con-
currently, WRNS Prod. Dir. Mark Andrews is elevated
to APD.

* Robin Young, host of WBZ-TV/Boston's Evening
Magazine, has been tapped for mornings at Greater
Boston Radio Group Adult Alternative WBOS-FM.

* Ted Kelly, PD at WKSY/Hammond, LA has been
promoted to PD for all of Guaranty’s stations in the
market, including Classic Hit Country WFPR and AC
WHMD.

* WXCL/Peoria, I PD/morning host Dan Der-
mody has taken on additional PD responsibilities
at Adult Standards sister WOAM-AM and Classic
Rock sister WFXF-FM.

Effective Monday (2/9), Jack Woods
becomes part of the morning team at
KFMB-AM. He'll team up with longtime
KFMB morning host Joe Bauer, who has
been hosting the show solo since the death
of Mac Hudson last fall. This marks a return
to the San Diego airwaves for Woods, who
was previously the “Charlie” half of the
legendary “Charlie and Harrigan” morning
team, which was a market fixture from 1972
until the mid-"80s. Woods, who will likely not
use the “Charlie” moniker in his new gig,
was most recently GM of Shadow
Broadcast Services’ Los Angeles bureau.

Capstar Broadcasting Managing
Director David Benjamin resigns from the
company. Benjamin, the former CEQO/
President of Community Pacific
Broadcasting, will continue as consultant to
Capstar.

Will consultant Guy Zapoleon
receive an honorary deanship from a
higher education institution in

Continued on Page 33

MAXIMIZE 800

4, * Cost effective plastic banners for your station.

s « We print any picture, logo or design in up to four colors.
« Perfect for concerts, public appearances, expos & giveaways.
« Packaged on a roll and easy to use.

1-800-231-6074
Canada 1-800-847-5616
Fax (713) 507-4295

Srontthe album dsaye Alwa Alwavs
ames M C-A

ARERIER

sl by: Jouo Mailey and Hoty BeneeNiBiar Two iy e
Management: Davos #nagenieny/O.
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NEW ADDS include:

WBLI
KHMX
KiOl
KBEE
WFBC
WABB

MAJOR SPINS:

KRBE (
WXKS
WSTR
WPRO
WNKS
WLNK
KMXV
KHOM
B97
WAPE
KRQQ
WKTI
WLTW
KVIL

WASH o

;‘j . ‘,-.-'. Tlze 21

=
|

R&R POP@ i DN
R&RACD S
MONITOR TOP 40 ADULT i8but 26*

3.5 MILLlON Albums sold!
ON TOUR SOON!

BSIEIANIA TVYAIN
“foulre StillTne Orne”
Vi -

- aPolyGramcompany  Jon Landau Management ¢ Produced by Robert John “Mutt” Lange “MOI2IVAIAT JieUM AUSIC FIRST

- ————AAMA AR ericantadiohistorns.com

LETTERMAN

Ck

fs
£%


www.americanradiohistory.com

The Spice Girls Pay Per View Special Was The

Highest Ranking Show In The Last 7 Years!
“SpiceWorld” The Movie #3 Last Week!
“SpiceWorld” The Altum #3 This Week!

Added At:

WKTU WwI0Q wwzz
WXKS Q106 WBLI
KPTY WPRO WKSE
and 30 more!

BDS Mainstream Monitor 35*-31* 'l" n n M u [: H
BDS Rhythm Monittor 37*

On Over 175 Stations Including: m the new smash from the triple-platinum album Spiceworld

] The new movie Spiceworld in theaters now

7100 WKTU KMEL KDWB WFLZ KKRZ Produce by Absolute

KIIS KHYS WXYV WNCI KZHT WBBM

KRBE WHHH KTFM WPOW KZJM WZPL
KHOM KzQZ WHYl FM102 KTFM WXXL

ACL Keyword: Spice Girls
hitp//www.virginrecords.com
1998 virgin Records Lig.

Winners of Favorite Pop Lp/New Pop Artist 1;,{,‘
Favarite Pop Group - American Music Awards ’f}

“The biggest Club/Crossover record since the
Bucketheads, and it has since become a bigger
rodio record. It's o full time POWER Rotation
record for B96!IN”

Erik Bradley/MD B96 Chicogo

Airplay At:

B9 72

KISV 53x

KPTY  30x

KIS~ 25x

; ] KBFM 44x

; Sy :!- \ __i,i i - L. | f‘. WPOW 10x

' L) Y X S L4 KHTT 37

' L T i KDGS 12x

AROUND THE WIURI.B N U T
the wicked cool new song - “\ RO hitp://www.virginrecords.com

and video from the debut o -.. iy ;' : AOL Keyword: Virgin Records

. album Homework R Gz ©1998 Daft Trax, under exclusi
#1 BI"bOCIfd Club Re(ord license toangl;'ie:\xF‘:;n:er/\e/)i(r%i‘:\swe

#1 Mixshow Record Al tracks written, composed and produced by Records America, Inc.
Thomas Bangalter & Guy-Manuel de Homem-Christo for Daft Trax. ! y5-

250,000 LP's Scanned!! . e [
130,000 Singles Scanned!!! ***DAFT PUNK is nominated for the first ever Dance Grammy Award™*  BUZZ BIN
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Rumbles, Pt. 2

* Republican political consultant Michael Graham
moves into evenings at News/Talkk WBT-AM & FM/
Charlotte.

* Former KALC/Denver PM drivers Wiliie & JoJo
debuted this week as the new morning show on
KOZN/KC.

» Big City Radio's Ethnic WVVX/Highiand Park, IL
and AC WJDK/Morris, IL drop their formats in favor of
an Urban/Oldies simulcast.

« KKLQ/San Diego PD MarkTodd exits. Crosstown
sister KHTS & KJQY PD Todd Shannon adds PD
duties at KKLQ and will seek a new PD for KJQY. In
other KKLQ news, nighttimer Ryno is named interim
afternoon driver.

* Former KHQT/San Jose PD John Christian is
appointed PD at KWIN/Stockton.

* Former WSKS/Utica, NY PD Bill Catcher has
been named OM at Empire Broadcasting’s WILN-FM
& WYYX-FM/Panama City, FL. Catcher will also serve
as PD of WILN-FM.

+ Salisbury Broadcasting Corp’s KWWV/San Luis
Obispo, CA flips from NAC to CHR/Rhythmic. KISV/
Bakersfield PD Mark Feather assisted consultant
Steve Perun with the kickoff.

« WWKX/Providence flips monikers from“KIX 106"
to“Hot 106" under new consultant Steve Smith.

* KHTW/La Crosse, WI PD Jeff Andrews takes
similar duties at new CHR/Pop WVTI/Grand Rapids.

Continued from Page 30

Minneapolis this July at The Conclave?

Condolences go out to the friends and
family of one of the industry’s most well-

Records

+ Does Walt Disney Music Group chietBob Cav-
allo finally have his senior management team in
place? Does the short list include Dan Hubbert as
Sr. VP/Promo, David Berman as President of Dis-
ney Music Group, and Mark Di Dia as GM at Holly-
wood?

« Profile Nat'l Urban Radio Promo Mgr. Melle Mel
Plowden joins Gee Street Records as Nat'l Dir./Ur-
ban promo.

» Former RCA Label Group/Nashville VP/Promo-
tion DaleTurner joins Lyric Street on March 1 to take
charge of the label's special projects.

» Former Arista/Nashville Associate Dir./Mkig.
Frank Hamiin returns to the label as Dir./Ops.

* Former Geffen honcho Steve Leavitt joins Mam-
moth asVP/Promo.

» Former Epic VP/Rock promo Laura Curtin gets
the nod to head up DreamWorks’ efforts in Active
Rock, Rock, and Adult Alternative promotion.

*Word is that EMI Music President/CEO Jim
Fifield has inked a new five-year deal with the com-
pany.

* Rod Stewart is about to follow the trail blazed by
David Bowie and land a muftimillion-dollar payday by
selling bonds backed by his publishing assets. Nomu-
ra Capital Entertainment Finance, a venture in which
Irving Azoff is a partner, is working with Stewart.

» Bruce Masterson appointed CEO/Pres. of
Strategic Media Research.

« Barnstable upsJane Bartsch to Long Island
Radio Group Mgr.

» Stan Byrd recruited as VP/Promo at
Asylum Records.

* Bruce Blevins becomes GM at KHTC/Phoenix.

*» KSCAJ/L.A. flips to Spanish with Maria Nava as PD.

A4

* MCA/Nashville names Bruce Hinton Chairman and
Tony Brown Pres.

« Johnny Barbis becomes Exec.VP/PolyGram
Label Group.

*» Rick Thomas appointed PD of KSOL/SF.

» BrianThomas selected as WRBQ-AM &
FM/Tampa PD.

» Harvey Kojan recruited as PD of WNOR/Norfolk.

v

» Cook Inlet Radio sets Dan Mason as Pres. and
Michael O’Shea as Exec. VP,

» Bill Gamble tapped to programWKQX/Chicago.

* Blaise Howard appointed KYW/Philadelphia
Station Mgr.

* Bryan Jeffries named PD of WNOR/Norfolk.

» Gary Stevens forms his own brokerage company.

\ 4

* DeanTyler selected as PD of WPEN/Philadelphia.
+ Andy Beaubien becomes KSSR/Houston PD.
» Doubleday Broadcasting sets Larry Moffitt as PD
of KWK/St. Louis and Mark Bolke as PD of KPKE/
Denver.
« Jim Richards promoted to PD of XTRA-AM/San Diego.
» Sonny Fox lured from WSHE/Miami to mornings at
crosstown Y-100.

v

+ Bobby Rich recruited to program 99X (WXLO-FM)/NY.
* Tom Owens tapped as PD of WSAI/
Cincinnati.
« Dave Denver (Ric Lippincott) hired by
KGMB/Honolulu.
I + Dave Sebastian joins KTNQ/L.A. for weekends.

A

liked CHR/Rhythmic promoters, Michael
Futagaki, who died of a sudden heart
attack Friday (1/30). He was 38.

Send us your StreetTalk! Contact Frank Miniaci
at 310-788-1650 or by e-mail at
miniaci@rronline.com.

BENSON WANTS HIS MTVI—KKRZ/Portland PD and soon-to-be VP/TV Programming at MTV(c) is pictured with
R&R'’s Tony Novia and Columbia Sr. VP/Promo Jerry Blair.
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NEW THIS WEEK
AT POP

#4 MOST
ADDED!

WKSS/Hartford
WSKS$/Utica
WHOT/Youngstown
KISX/Tyler
KBFM/McAllen
WXYK/Biloxi
KDUK/Eugene
WZEE/Madison
KSMB/Lafayette
KDRE/Little Rock
WFIY/Albany
KZMG/Boise
WRVN/Nashville
WLSS/Baton Rouge
and more

NEW AT AC

#1 Most Added...Again
Debut €@ At R&R
WBEB/Philadelphia
WLIF/Chicago
WDOK/Cleveland
KKLI/Colorado Springs
WKLI/Albany

and more

Already On Everywhere

WXKS/Boston
WDJX/Louisville
WSHH/Pittsburgh
WLKT/Lexington
KUlL/Dallas
WLIF/Baltimore
WABB/Mobhile
and more

Elektra
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AL PETERSON

Getting Big Satisfaction From
Small-Market On-Air Jobs

(1 Study offers insights on managing ‘rookie’ air talents more effectively

One of the questions we all hear frequently is, “Where will
the next generation of talk talents come from?” Frankly, it seems
that this is a question that’s been posed over and over again in
both talk and music formats for years. The answer is never very
difficult to ascertain, because with or without consolidation,
small-market stations across America are still the place where
the next big talents are likely to come from!

Small markets are still the pri-
mary training ground for new tal-
ent. There is no substitute for the
experience one can get from
working at a small-market radio
station in America. It’s fair to say
that most major-market talent to-
day started out and developed
their craft somewhere in the small
cities and towns of America. For
every successful major-market
talent you can name, there are
dozens more honing their craft in
small-market radio stations
across the country even as you
read these words.

Like all of us who love radio,
they are working to build a career
in a business that they see as ex-
citing and potentially very reward-
ing. And virtually every single one
of them is convinced that their tal-
ents will ultimately help them to
become the next Rush, Dr. Laura,
or Howard Stern.

Good Managers Can
Make A Difference

Recently, while surfing the
NAB’s website (www.nab.org), 1

Adding variety to a
personality’s duties
can help both you and
them to identify those
talents that will serve
them best as their
career develops.

read excerpts from a study done
by Kathleen Fox (you’ll find the
complete study in the spring issue
of the Journal Of Radio Studies).
Kathleen is a doctoral student at
the School of Telecommunications
at Ohio University in Athens.
The study, “An Investigation Of
Factors Affecting Job Satisfaction
And Career Motivation Of On-
Air Personalities,” offers candid
insights into the thoughts and
opinions working small-market
personalities have about their
jobs. Although the study was not
done exclusively with small-

market talk personalities, it still
offers pretty convincing evidence
that good managers in small mar-
kets are critical to the develop-
ment of tomorrow’s successful
Talk radio hosts.

The study sought answers to six
primary questions: First, what fac-
tors inside a station serve as moti-
vators? Air personalities men-
tioned several important actions
that are under management’s con-
trol that they felt made their jobs
more satisfying. Interviewees said
that creativity, promotional activ-
ities, meeting listeners face-to-
face, and having a variety of job
duties were the things they like
most about their jobs.

Generally speaking, small mar-
kets are a great place to get ex-
posed to the wide variety of du-
ties that are required to keep ev-
ery good station running smooth-

ly. How many of us found our

eventual niche in broadcasting by
working at a small-market station
where you could be the DJ, news-
person, promotion director, copy-
writer, production director, and
even salesperson, all under the
same roof? Adding variety to a
personality’s duties can help both
you and them to identify those tal-
ents that will serve them best as
their career develops.

With regard to job responsibil-
ity, about half the respondents
said they were content with the

; F T e vy p 2 " " — T
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The old “Employee of the Week” may
seem elementary, but a parking place up
front with their name on it for a week, a
plaque on the wall in the lobby, and your
personal recognition of their efforts can

go a long way to enhance job satisfaction
and overall staff morale.

amount of job responsibility they
were given. Just over a third said
they’d like more responsibility,
and only about 15% wanted less.
Small-market personalities aren’t
lacking in ambition, either: 35%
expected to advance their career
by getting into management, 23%
through owning their own station,
and 15% said they were looking
for positions outside of radio. The
remaining subjects had “other”
responses. And, interestingly
enough, respondents were split
about evenly between those who
felt they would have to leave the
station they were working at in
order to advance vs. those who
felt they could achieve their ca-
reer goals at their present station.

What factors outside of your
station serve as motivators for ra-
dio personalities? About 40% of
those asked said they had never
received any kind of tangible
award for their job. But 60% men-
tioned getting awards from trade
publications, community service
awards, or thank-you cards. As
you would expect, the recognition
they crave most is feedback from
listeners. Frankly, these results
make a good argument for em-
ployee recognition programs in-
side your station. The old “Em-
ployee of the Week” may seem
elementary, but a parking place up
front with their name on it for a
week, a plaque on the wall in the

lobby, and your personal recogni-
tion of their efforts can go a long
way to enhance job satisfaction
and overall staff morale.

Communication
Breakdowns

OK, so far it seems like every-
body is pretty happy, right? What
factors then, inside the station,
tend to decrease job satisfaction?
The two most often mentioned
problems were communication
breakdowns with management
and working for a large corpora-
tion. In general, however, few re-
ported any real dissatisfaction
with their supervisors. In fact, a
whopping 83% said they received
appropriate feedback from man-
agement, a mere 8% asked for bet-
ter-quality feedback, 8% sought
more contact with management,
and only 3% felt a need for less.

What about factors that influ-
ence their sense of dissatisfaction
outside the radio station? Most
mentioned industry-wide job in-
stability, limited job openings, and
their perception that eventual suc-
cess in the business will come pri-
marily from “who you know.”

Is money an issue? Well, yes
and no. Over half the respon-
dents reported that they felt ade-
quately compensated for their
jobs as air personalities. Howev-

Continued on Page 36

Your talk station could have these demos
(by Spring!)

#1 Adults 25-54 Total Week
#1 Adults 18-34

...Just like “Real Radio 104.1” WTKS Orlando.
But we have to get started now.
Hey, we're good at this.

SABO veEDA

Programming, Marketing
Bigger shares, younger demos

212.808.3005

email: Sabomedia@compuserve.com
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maorning

THE BLOOMBERG
MORNING SHOW

Nobody covers business news like Bloomberg.
Tapping Bloomberg's vast, worldwide news
resources, the BLOOMBERG MORNING SHOW
jump-starts the day with hi-test news—top

breaking stories, market updates, interviews, &

and insight and analysis on the people and
events that move the markets. From Ted Turne
to Bill Gates to the gurus of Wall Street, the
BLOOMBERG MORNING SHOW delivers the
news your audience wants. Lively, topical, and
up-to-the-minute—ready to drive in morning

drive-time listeners.
Airing 5 a.m. - 6 a.m. live for all time zones.

Be the exclusive affiliate in your area.
Call Mike Morrison at 212-318-2638.
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10 Ways To Make 1998
Your Best Year Ever

B Quick tips for salespeople on the grow

ho enjoys talking about radio more than people who are
already in radio? Every day we read and hear about ideas
and methods for success from dozens of experts working with-
in our own industry. But, the fact is, some selling truths are pret-
ty universal whether you're selling :60s and :30s for radio or

Getting Big Satisfaction From Small-Market, On-Air Jobs

Continued from Page 34

said that their talents fell above the
demands of their position — no
one felt their talents fell below the
demands of the job. Remember,
they did say that confidence was
needed to succeed!

In summation, Fox concludes
that, overall, small-market man-

needed to further their career.
More importantly, most felt these
traits could be gained through
working hard every day and sim-
ply doing the best possible job

er, this is qualified with the ad-
ditional input that they felt un-
dercompensated for the amount
of work they do, but adequately
compensated compared to others
in the field or their own market.
And here’s a real interesting
finding: 85% said they felt se-

cure in their jobs, although only
13% had a contract with the sta-
tion they worked for! Most cited
a sense of security due to their
talent, the longevity of their em-
ployment, market size, or verbal
assurances by management.

Defining Career Success

What outcomes do personalities
desire from their job? Recognition
and specific market size were the
primary desires expressed. Most
spoke of their desire to produce
quality work and to have that work
recognized as distinctive by both
managers and peers.

The final question was, “What
abilities do personalities feel will
lead them to their job outcomes?”
The majority said confidence and
creativity were the abilities most

With or without
consolidation,
small-market
stations across
America are still the
place where the
next big talents are
likely to come from.

they could. Apparently, the work
ethic remains strong in the heart-

land small towns of America.

A final statistic shows evidence
that there’s just enough ego in
those developing talents to help
them succeed. Fifty-six percent

agement is doing a good job at sat-
isfying the needs of their on-air
personalities. To further motivate
employees, she suggests that man-
agers focus on recognition of the
talents of the station’s personali-
ties. To minimize salary dissatis-
faction, she suggests regular mon-
itoring to keep your staff’s com-
pensation in line with other sta-
tions in the market or region.

Perhaps her most significant
finding is that small-market man-
agers need to be proactive in pro-
viding feedback and incorporat-
ing feedback among co-workers.
Because, for the most part, per-
sonalities are reluctant to ask you
for that feedback. Come to think
of it. that’s not a bad idea regard-
less of the size market your sta-
tion is in.

The WOR Radio Network Special Features is a
collection of world class (and entertaining) experts in a
variety of fields. Each one spans nearly every format where
listeners respond to information that’s contemporary and
immediately beneficial to them.

Responsive listeners create premium inventory and results
for advertisers.

For more information on their availability in your market,.
call Rich Wood or Ron Nahoum at (212) 642-4533 or Skip
Joeckel in our Western office at (719) 579-6676.

widgets and gadgets for a manufacturing firm.

With that in mind, | recently came
across a copy of consultant Dave
Rothfeld's bimonthly newsletter, Fo-
cus On Sales. Rothfeld is president of
Creative Sales + Management Inc., a
consulting firm with offices in Natick,
MA and Orlando. Prior to founding
CS+M in 1986, he held posts as the
general manager of Bose Corporation,
Exec. VP/Sales for Guif and Westemn
Corporation, and GSM of Electro-
Voice Corporation. Although Rothfeld’s
newsletter is not written specifically for
radio salespeople, his tips are well
worth your review.

In this month’s edition of Focus On
Sales, Rothfeld offers salespeople and
managers these 10 ways to make
1998 your best yaar ever:

© Get into your market! It's not
going to happen if you wait for the
market to come to you. Find out what
networking or business social events
are being held, and make sure you
attend. Work the room by playing host
and asking people who they were hop-
ing to meet at the event. Help them,
and they'lt help you. Be clear before
you attend as to what your objectives
are and who you are looking for.

e First contact your personal “in-
ner circle” Ask for their help. Make up
a list of all of your close contacts and
call them all. Studies show that most
people in business know about 250
other people in business. How many
of those would be willing to help you
or give you a referral? What about fam-
ily, friends, old classmates, vendors,
suppliers, etc.? Who knows? But you
will never know if you don't pick up the
phone and tell people that you are
committed to making '98 your best
year ever. Would they like to help?

3] Prospecting to a target market
is the easiest way to make cold calls.
First, identify the profile of your ideal
prospect. What industry? What posi-
tion? What location? Then send them
a simple pre-approach letter designed
to introduce yourself as someone who
specializes in helping people like them
eliminate certain “pains” that you refer
to in your letter. End with, “Please ex-
pect my call to discuss this in a few
days,” and don't forget to follow up!

O Wwave mail. One way to keep
your name in front of someone you
are targeting or to help you book an
appointment is wave mail. Simply put,
it's sending a variety of different-
looking things on a regutar basls. For
example, a newsletter with a hand-
written note on it, an article you
clipped with a sticky note attached, a
brochure, a letter, a postcard, a vid-
eotape, a fax, etc. Try fo vary the for-
mat as much as possible.

© Executive briefings. My favorite
proactive prospecting tool. If { told you
that you could qualify 100 people in
an hour, you'd probably say, “You're
crazy!" But that's exactly what will hap-
pen when you do an executive brief-
ing to a targeted market. Think about
a list of people who would benefit from
something you know a fot about.
Something you are an expert at. Then
develop a list of professional associa-
tions where those people belong and
cait the program chairperson to find out
about doing an executive briefing for
them in the near future. Don't forget
about their “honorariums” as a source
for fees and/or to trade off against the
right to use your 3x5 contact card at
the end of the session.

QTeaming up on the Internet. Link
up with your customers or other firms
serving similar markets to magnify
your presence on the web. Many in-
dustry associations and service orga-
nizations have websites and would
probably welcome the opportunity to
add yours to theirs through a simple
link. [Editor's note: In relation to the
radio business, you would likely be
utilizing your station's website vs. your
personal one.}

'7) Spheres of influence can be very
helpful to you as you grow your busi-
ness in '98. These are typically peo-
ple who have experienced your work
and are very satisfied with it, either
directly or indirectly, and who are wili-
ing to tell others about their experienc-
es. This goes way beyond the old let-
ters of endorsement that everyone has.
Few people put much stock in their
actual value as an assessment tool.
Instead of showing someone a stack
of letters that all say you're great, get
them on the phone with a satisfied cli-
ent, or “sphere of influence;” and let
your prospect speak directly to them
about validating your commitment and
ability. Keep a short list of these “live”
endorsers in your pocket, and when
someone expresses a need for an out-
side opinion about your work, hand
them a list and a phone!

0 A process for getting good re-
ferrals. While it's true that the best way
to get good referrals is to give good
referrals, you will need a process for
getting referrals from everyone you
meet, clients and prospects alike. Just
keep in mind that a referral doesn't
have to be an endorsement. Some-
one could refer you based on what they
think they know about you and your
ability to help someone they know. Call
all of your clients and tell them that
you are in the service business, so you
don't have as much time as you'd like

| to be looking for new business. Would

it be a problem for them to help you by
referring you to someone who they
know that you should be speaking
with? Don't forget to follow up with a
thank you, and offer to help them with
areferral.

© Former dlients sure do ook like
golden opportunities to me. Just be-
cause time has lapsed since your last
contact or something happened to
cause them to stop doing business
with you doesn't mean that they are
not prospects for you today. Call and
find out what happened to your rela-
tionship and inguire about what you
can do to retrieve it.

@ Walk-ins can be a very effec-
tive prospecting tool when done cor-
rectly. Very few salespeople today just
show up, and those who do often go
away empty-handed. Here's my sug-
gestion. The next time you have some
spare time in the field and you are
near a prospect, walk in. Leave all
your sales stuff in the car. Ask the
receptionist who in the company
would be the person you wouid speak
to, then say, “Please tell them I'm here
to see them. It's very disarming to
gatekeepers, and often the person
who you want to see will come out to
find out why you are there.

You can contact Dave Rothfeld at
Creative Sales + Management at
(508) 655-9444 or e-mail him at
dave @csmdigs.com.
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R&R Talk Radio Sem

FEBRUARY 19-21, 1998
WASHINGTON D.C.

Participate in the most focused and
informative radio seminar
you’ve ever attended!

on-music programming grows more important every day, and
R&R’s commitment to Talk Radio continues with the R&R Talk
Radio Seminar '98. This is an excellent opportunity for general
managers, program directors, and producers to increase their

success with the Talk Radio format. Keynote speakers and concurrent

sessions will address the broad spectrum of issues which currently

confront Talk Radio: from increasing the bottom line to the challenges of
managing talent, from today’s ownership consolidation to tomorrow’s tech-
nological advances, and much more. Fill out the forms below and mail or

fax them to our Los Angeles office. REGISTER TODAY!

"' uolbujysem « 8661 ‘12-61 Airninad

Seminar Registration

INFORMATION

R&R Talk Radio Seminar
10100 Santa Monica Blvd., 5th Floor
Los Angeles, CA 90067-4004

Please print carefully or type in the form below. Full payment must accompany registration
form. Please include separate forms for each registration. Photocopies are acceptable.

MAILING ADDRESS

FAX BACK THIS FORM T0 (310)203-8450 OR MAIL TO:

Call Letters/Company Name

Street

City

Telephone #

SEM|NAR FEES There is a $50.00

cancellation fee.

PRE-REGISTRATION $400 No refunds after
ON-SITE REGISTRATION $450

February 11, 1998.

METHOD OF PAYMENT: SEMINAR

PLEASE ENCLOSE SEPARATE FORMS FOR EACH INDIVIDUAL REGISTRATION

Amount Enclosed: $-—m—— o

D Visa D MasterCard D American Express D Discover D Check

Account Number

Expiration Date

[ —

Year  Signature

Print Cardholder Name Here

Hotel Registration

. " Date of Arrival
We look forward to hosting you in
The Grand Hyatt our nation's Capital at the Grand

Time of Arrival

Amount $

[ American Express A visa [ Mastercard [ Discover

at Washington Center/| Hyatt Washington, iocated in the
heart of downtown Washington DC. Date of Departue

The Grand Hyatt at Center is ¢ iently located 15 minutes
from Washington National Airport, and within walking distance of the White

[ Diners/Carte Blanche [ Check

House, Ford’s Theatre and Lincoln Museum. The US Capitol, Smithsonian,
Vietnam Memorial and more are focated nearby. ® To guarantee your reser-
vation we require either an enclosed check or money order covering the first
night's stay. or a major credit card number. expiration date. and signature.

Account Number

Deposits will be refunded only if cancellation notification is received at least 7 Company
days prior to arrival. e Reservations requested after January 28, 1998 or
after the room block has been filled are subject to availabifity and may not be

Expiration Date: Month

available at the convention rate. Check in time is 3:00 pm; Check out time is Address
12 noon.  NOTE: IF PAYING BY CHECK, MAKE OUT THE CHECK FOR YOUR
HOTEL RESERVATION TO THE GRAND HYATT, AND A SEPARATE CHECK TO

Signature

R&R FOR YOUR SEMINAR PAYMENT.
TYPE OF ROOM NO. OF ROOMS CONVENTION RATES

Gity

Print Cardholder Name Here

Single (1 person) * $149 / night
Double (2 people) * $169 / night
1 Bdrm Suite $475-1000 / night

Telephone #

Gold Passport #

Sharing Room wath

" Regency Club Rates Available

Non-Smoking Room Requested a3
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NEWS

Airtime
Continued from Page 1

as it affects radio.

The entire affair immediately
drew raised eyebrows around the
Federal City. Fellow commission-
er Michael Powell said, “I ac-
knowledge that campaign finance
reform is of profound significance
to the American public. I do not be-
lieve, however, that our general
mandate to regulate in the public
interest entitles the FCC to engage
in election reform. In our democ-
racy, the functioning of the elec-
toral process is properly a matter
for the men and women who are
politically accountable to the peo-
ple. It should not be the task of five
unelected regulators without a spe-
cific grant of statutory authority.”

From Capitol Hill, Sen. John
McCain (R-AZ) — who, as chair-
man of the Senate Commerce
Committee spent a good part of
1997 trying in vain to push through
the bipartisan legislation co-spon-
sored by Russ Feingold (D-WI)
that would kill “soft money” con-

tributions to political parties, re-
quire greater campaign contribu-
tion reporting, and limit contribu-
tions to a specific political candi-
date — seemed flabbergasted.

“While I believe that campaign fi-
nance reform is sorely needed and
that free television time for candi-
dates is a crucial and key component
of any campaign finance reform,
only Congress can enact such re-
form,” McCain said in a prepared
statement released an hour after Ken-
nard’s “news availability.” “Mandat-
ing free broadcast time cannot and
should not be done by a regulatory
agency. If the FCC moves forward
in an attempt to mandate free TV
time for candidates, it would be
clearly overstepping its authority.”

And it came as no surprise when
NAB President/CEO Eddie Fritts,
still recovering from knee surgery,
said bluntly, “The FCC has no au-
thority to mandate free airtime for
political candidates. This is solely
and completely within the purview
of Congress.”

*Nuff said by the political types.
So what’s the read by those in the

MULTIPLATINUM ALBUMS

Pieces Of You, Jewel, Atlantic (8
million); Life After Death, Notorious
B.1.G., Bad Boy/Arista (7 million);
Spice, Spice Girls, Virgin; Secrets,
Toni Braxton, LaFace/Arista (6 mil-
lion); Space Jam ST, Various Artists,
Warner Sunset/Atlantic (5 million);
Titanic ST, Various Artists, Sony
Classical; Let’s Talk About Love, Ce-
line Dion, 550 Music; You Light Up
i My Life—Inspirational Songs, LeAnn
i Rimes, Curb; Yourself Or Someone
Like You, Matchbox 20, Lava/Atlan-
tic; A Veery Special Christmas, Vari-
ous Artists, A&M (4 million); Titanic
ST, Various Artists: Come On Over,
Shania Twain, Mercury; Butterfly,
Mariah Carey, Columbia; The
Dance, Fleetwood Mac, Reprise;
Men In Black ST, Various Artists, Co-
lumbia (3 million); Titanic ST, Vari-
ous Artists; Spice World, Spice Girls;
My Way, Usher, LaFace/Arista; Ghet-
to D, Master P, No Limit/Priority;
Backstreet Boys, Backstreet Boys,
¢ Jive; Surfacing, Sarah McLachlan,
Avrista; Everything | Love, Alan Jack-
son, Arista; Band Of Gypsies, Jimi
Hendrix, EMI-Capitol Music Special
Markets (2 million).

PLATINUM ALBUMS

Diana, Princess Of Wales — Trib-
ute, Various Artists, Columbia;
Live, Erykah Badu, Kedar/Univer-
sal; Titanic ST, Various Artists; Let’s
Talk About Love, Celine Dion;
Spice World, Spice Girls; The
Ozzman Cometh, Ozzy Osbourne,
Epic; Phenomenon, L.L. Cool J,
Def Jam/Mercury; Jock Jams, Vol-
ume 3, Various Artists, Tommy Boy;
Classic Disney, Volume 2, Various
Artists, Walt Disney; The Greatest
Hits and Live Baby Live, INXS, At-
lantic; Honky Tonk Christmas, Alan
Jackson; Aaron Neville’s Soulful
Christmas, Aaron Neville, A&M,;
Nothing's Shocking, Jane’s Addic-
tion, Warner Bros.
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The RIAA has issued the following awards for the month of January:
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GOLD ALBUMS

In Tha Beginning ... There Was
Rap, Various Artists, Priority; Sec-
ond Hand Smoke, Sublime, Gas-
oline Alley/MCA,; Diana, Princess
OfWales — Tribute_Various Artists
Live, Erykah Badu; MTV Un- |
plugged, Babyface, Epic; Titanic
ST, Various Artists; Let’s Talk |
About Love, Celine Dion; Spice
World, Spice Girls; In My Lifetime,
Jay-Z, Roc-A-Fella/Def Jam/Mer-
cury; The Ozzman Cometh, Ozzy
Osbourne; Welcome To My World,
Timbaland & Magoo, Black-
Ground/Atlantic; Wow 1998, Vari-
ous Artists, Sparrow; The Other
Side, Wynonna, Curb/Universal; A
Very Special Christmas 3, Various
Artists. A&M: So Much ForThe Af- |
terglow, Everclear, Capitol; Urban |
Hymns, Verve, Hut/Virgin; Roman-
za, Andrea Bocelli, Phillips; Jock
Jams, Volume 3, Various Arfists,
My Own Prison, Creed, Wind-up;
Spawn ST, Various Artists, Epic;
I'm Bout' It, Various Artists, Prior-
ity, Lee Ann Womack, Lee Ann
Womack, Decca: Romeo & Juliet
Volume 2 ST, Various Artists, Cap-
itol, Whatever And Ever Amen,
Ben Folds Five, 550 Music; Mar-
cy Playground, Marcy Play-
ground, Capitol; Classic Disney,
Volume 3, Various Artists, Walt
Disney; The Greatest Hits and
Live Baby Live, INXS; Social Dis-
tortion, Social Distortion, Epic;
Petra Praise, Petra, Word.

PLATINUM SINGLE

“Feel So Good,”Mase, Bad Boy/
Arista.

L e

GOLD SINGLES

“Together Again,” Janet, Virgin,
“No, No, No,” Destiny’s Child,
Grass Roots/Columbia; “Spice Up
Your Life," Spice Girls; “| Miss My
Homies," Master P.

Shaq Attacks Again!

Hoping to tower over the competition in the urban marketplace, A&M and
Shaquille O'Neal's TW.isM. Records have joined in a long-term marketing
and distribution agreement for future releases. Standing tall after the signing
are (I-r) TW.isM. Records’ John McClain and O'Neal, A&M Chairman Al
Cafaro, and manager Leonard Armato.

trenches, the folks who toil in the
legal snakepits?

Michael York, a media attorney
with the DC firm of Weiner & York,
told R&R that Powell and McCain
were on track, and that the FCC
would likely need “more legisla-
tive authority, specific authoriza-
tion from Congress” to do much
about discount or free airtime.

“It’s rhetoric over substance,”
said veteran DC communications
attorney Jason Shrinksy, a part-
ner with Kaye, Scholer, Fierman,
Hays & Handler LLP. “It sound-
ed good and got a real nice re-
sponse when Clinton said it. But

at the end of the day, the FCC
can’t do much. This really is the
province of Congress. Powell and
[fellow commissioner Harold]
Furchtgott-Roth have a lot of ex-
perience on the Hill, and they are
aware of how guarded Congress
is of its authority and that it will
not delegate its power to a regu-
latory authority.”

So, when it comes to broadcast
rates for politicians, what we heard
from the president was the equiva-
lent of an Orange Julius ... a mouth-
ful of wet air?

“I couldn’t have said it better my-
self,” Shrinksy laughed.

Daniels
Continued from Page 1

Daniels responded, “I want to
thank Erica for her support and be-
lief in me. I’'m proud to remain part
of the great team she’s assembled
that is responsible for the continued
revitalization of R&R. I intend to
use my experience in both the ra-
dio and record fields to the fullest
in providing the insight and leader-
ship that this position demands.”

Regarding Kerr, Farber said,
“We are so pleased to have Jim join
us as we make this transition. He
has established himself as a
spokesperson for the Alternative
community. His focus on the for-
mat and the music is unparalleled.
His keen sense of radio’s strengths,
passion for the music, and a first-
hand understanding of print dead-
lines make him uniquely qualified
for this position.”

Said Kerr, “When I started Al-
ternative Radio Confidential, I nev-
er really foresaw myself doing any-
thing else again. But when the op-

portunity to join Erica Farber and
the amazing staff at R&R came, I
suddenly had to think twice. I find
it exciting that T will now be able
to share my enthusiasm and love
of Alternative radio and music with
a wider audience through R&R, a
newspaper that shares my image of
what a responsible and credible
publication should be.”

Before joining R&R two years
ago, Daniels was Sr. VP/Promotion
at Island Records/PolyGram Label
Group. He also was Sr. Director/
Promotion for Epic Records. On
the radio side, Daniels more recent-
ly served as PD of KISW/Seattle.
He also programmed WLUP/Chi-
cago, KFOG/San Francisco, and
KMET/Los Angeles.

Kerr was publisher of both Al-
ternative Radio Confidential and
Alice: The Modern AC Weekly
since 1994. He was Southwest
Regional Promotion Manager of
Imago Records between 1991-94
and PD of WXVX/Pittsburgh be-
tween 1989-91.

ARS

Continued from Page 3

Hay told R&R, “The new
structure maximizes opportuni-
ties for increases in ratings and
revenues, We’ve matched indi-

it Mericanrachohistory eerme—————

viduals with the specific needs of
each station as we face different
phases of growth.” ARS is cur-
rently under agreement to be sold
to CBS.

Catino
Continued from Page 1

can ensure that every member of the
Capitol/Nashville team will be put-
ting forward their best efforts to
reach our goals. His skills and ex-
perience will help ensure this label
leads the way in country music.”

Catino joined Capitol in 1990 as
VP/Promotion and was upped to Sr.
VP in 1993. He began his career in
sales with CBS in 1968. He moved
to pop promotion at CBS/Epic in
1970 and joined RCA as a country
promotion regional in 1973, In
1977, he joined Steve Popovich in
forming Cleveland International.
Catino was hired by MCA in 1983
as Director/Promotion for the Mid-
west and Northeast regions. He
moved to MCA sister Universal to
head its promotion department in
1989.
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Island-Hopping With Sigerson, Barhis

"] New chiefs say the label will be back on track by year’s end

You can’t go home again, but Island’s new tandem of Chair-
man Davitt Sigerson and President Johnny Barbis is going
to find out if you can go back again.

The newly appointed execs
have a long history with PolyGram
and Island. Sigerson — most re-
cently president of EMI Records
— was president of PolyGram’s
Polydor imprint from 1991-94. He
was even an Island recording art-
ist and a songwriter whose music
was occasionally published by Is-
land Music. Barbis was president
of Island as recently as 15 months
ago; he helmed the label from
1993-96 before stepping aside.

Just as importantly, the two have
a strong relationship dating back to
their days together at PolyGram. Re-
calling the events that led to their new
Island positions, Sigerson says, “[ls-
land founder] Chris Blackwell called
last September and asked if I want-
ed to come in. He had been without
a president since Johnny left and
came to the conclusion that some-
thing needed to change in terms of
how he was managing things.

“Chris ended up leaving, so it
took a little longer to sort out. But
a big part of what happened was
the conversations that went on af-
ter Chris left. I really thought it
would be great to do this with
Johnny. We got to be close during
our PLG days, so I know the in-
credible range of talents he brings.”

Sigerson says it’s a true partner-
ship when it comes to running Is-
land — he won’t focus exclusive-
ly on A&R while Barbis looks
solely after marketing and promo-
tion. “One thing that’s very clear
is that we are not dividing up the
workload. We’re going to work to-
gether and benefit from each oth-
er’s perspective.”

‘Focus And Stability’

Sigerson agrees that Island had
begun to drift and that the top pri-

M

ority for the two chiefs is *“to give
some focus and stability to the
company. We know the people
who work here and the roster very
well. We just need to get every-
one settled down and give them a

Davitt Sigerson

Johnny Barbis

clear understanding of what the
priorities are. One of the reasons
for the company’s troubles had to
do with the release cycle. and we
have to get that in order. But the
Island spirit when it comes to
signing acts is not going to
change. We will continue to sign
things that are ahead of the curve,
come from all cultures, and are
artistically important and fun. But,
clearly, I have thoughts for some
ways | want to see the roster de-
velop.”

One of those ways, Sigerson
says, is to capitalize on younger
record buyers. “One of the most
significant changes in the business
has to do with demographics. The
children of the baby boom gener-
ation are hitting their teens. We are
seeing an audience whose center
of gravity is definitely skewing
younger and will continue to for
the next 10-12 years. It has opened
the doot to all sorts of music.
When you see a record from a

One of the most significant changes in the
business has to do with demographics.
The children of the baby boom generation are
hitting their teens. We are seeing an audience
whose center of gravity is definitely skewing
younger and will continue to for the next
10-12 years. It has opened the
door to all sorts of music.

— Davitt Sigerson
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band like Aqua selling a couple of
million albums, you know you’re
in a different era.”

Despite the demographic
changes and the rapidly evolving
radio landscape, Sigerson doesn’t
think that it’s more difficult to
break and sell records. “It’s easi-
er for this reason: Balanced
against the increasing conserva-
tism in some of the media is the
fact that the audience is younger
and more open. The gatekeepers
may have a little more control and
may be even more conservative,
though that tends to change. The
good thing is that if you expose
the music to the audience, they
will still react.”

Sigerson cites the current suc-
cess of a band signed to EMI
while he was running the label,
Capitol’s hugely successful Mar-
cy Playground. “You may say ra-
dio is conservative, but you can be
conservative and smart. Program-
mers might not have known who
Marcy Playground was, but when
they played the record, it wasn’t a
question of how many cool acts
they’ve toured with or how many
articles they read in NME. 1t was
more like, ‘Good band.” People are
buying the record when they see
a show, and, best of all, it’s a great
song. Capitol’s done a great job
with them.”

Abroad Scope

International also will play a
key role in building the company,
especially since Sigerson knows
having a hit record from another
key market minimizes the risk in
the U.S. He continues, “Both of
the companies I’ve worked for are
European-owned and European-
based. It gives you a different —
and I think very healthy — per-
spective on the other two-thirds of
the world market and the wealth
of talent coming from there.

“One of the people who has
done extremely well over the past
year is [Mercury Records Group
Chairman/CEO] Danny Goldberg,
by stepping out on the Cardigans
and OMC. But you have to be re-
alistic about what’s going to fly in
the U.S. Sometimes the strategies
are different.”

Given his post as the head of a
high-profile label that’s also part
of a publicly traded company,
Sigerson says there isn’t overt
pressure to get results immediate-
ly; he’ll be given enough time to
get the Island machine humming.
“There’s always a sense of urgen-
cy in this business, but it’s not
going to be a long turnaround. It’11
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inger/songwriter Sarah McLachlan joins Arista Records execs to cele-

brate the platinum certification of her album Surfacing, as well as Gram-
my nominations for Best Female Pop Vocal Performance, Best Pop Album,
and Best Pop Instrumental Performance. Shown (I-r) are Nettwerk Records
founder and McLachlan’s manager Terry McBride, Sr. VP/Marketing Jay
Krugman, Sr.VP/Sales & Joint Venture Operations Jim Swindel, Exac. VP/
GM Roy Lott, McLachlan, President Clive Davis, Sr.VP/Promotion Richard
Paimese, VP/Video Production Elizabeth Bailey, Sr. Director/Artist Devel-
opment Ari Martin, and Nettwerk Records’ Dan Frasier.

be hard, but it won’t be a long one
for this reason: The fundamentals
here are really good. We’re not
looking to make a major restruc-
turing. The people and the roster
are great.”

Barbis shares those upbeat sen-
timents. “Coming back is a won-
derful feeling,” he says. “It’s been
a little over a week since we start-
ed work, and we’re both seeing a
little bit of a bump in everyone’s
step around here.”

One thing Barbis especially
likes is the fact that the two have
returned to run Island at the same
time. “To be honest. it would be
much different if I came back and
was sitting by myself and doing
this. But doing it collectively and
getting to see people 1 put in this
company and seeing the artists ...
it’s the right way.”

Fine By "99

As for getting things back on
track at the label, Barbis has his
sights set on year’s end. “Will it
turn quickly? 1 would like to think
that by the end of this year, the
company will look very strong. As
always, that’s predicated on re-
leases, and with what we have
going on, I think it will make it
happen that much sooner.”

One big plus in that regard, he
continues, is that he “didn’t miss
that much in the release cycle,
having been gone for 15 months.
All of the sudden I'm looking at
possibly having a new Cranberries
record, Melissa Etheridge is going
back into the studio, and there are
Tracy Bonham and PJ Harvey al-
bums. There’s a strong mentality
in the company that we can do
this.”

Even though the Island started
*98 strong at radio with All Saints’
debut single, Barbis realizes that
the company has to continue to
prove itself to broadcasters. When
asked if PDs will give him the ben-
efit of the doubt or take a “show
me” stance, Barbis replies, “It’ll
be a little of both. The real key will
be to focus on the music we be-
lieve we can get.

“[Sr. VP/Promotion] Joe Ricci-
telli and his team have done a
great job; I'm here to try and push
that along a little harder. We need
a couple of quick scores to gain

13

Will it turn quickly? |
would like to think
that by the end of this
year, the company will
look very strong.
As always, that’s
predicated on
releases, and with
what we have going
on, | think it will make
it happen that much
sooner.

— Johnny Barbis

)

more credibility, and then I think
PDs will go. ‘Hey. They do mean
business.””

The enormous changss in ra-
dio since his days as head of pro-
motion at Geffen and ABC
Records — most notably consol-
idation of ownership — has
made it somewhat tougher to
break records, says Barbis. “You
know what though: These are all
the same good guys, just in dif-
ferent places. Consolidation has
added an element of toughness
to it, but the same can be said
about retail. And look what hap-
pened over the holidays:
Records were blowing out of the
stores. It was great to see.

“It’s tough, but with good
records, you can get it done. Ev-
erybody’s the first to put down our
business, but look at the success
Atlantic and Universal have had.
If you have good records. you can
get it done.”

TALK BACK TO R&R!

Do you have questions,
comments, or feedback
regarding this column or other
issues?

Call me at (615) 244-8677 or
e-mail: swonz@aol.com
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Alternative Takes A “Shine’ To 550’s Finley Quaye

Football season’s over, so I’ll have
to borrow from the basketball lexicon:
550 Music sure hasn’t been throw-
ing bricks at radio these days. Fresh
off enormous sales and airplay for

—

Finley Quaye

Celine Dion and its success in break-
ing Ben Folds Five, the label is now
setting the stage for British singer/
songwriter Finley Quaye, whose de-
but single, “Sunday Shining,” is be-
ginning to sparkle at Alternative.

Stations reporting the song include
WHFS/Washington, WPLY/Phila-
delphia, XHRM/San Diego,
WFNX/Boston, KTCL/Denver,
KWOD/Sacramento, WENZ/
Cleveland, WAQZ and WOXY in
Cincinnati, and KXRK/Salt Lake
City. A handful of influential Adult
Alternatives have also come to the
party, including KZNZ/Minneapo-
lis, KGSR/Austin, KXPK/Denver,
KMTT/Seattle, and KENZ/Salt
Lake City.

A London-based artist of Ghanian
and Scottish decent, Quaye grew up
in Manchester and cut his musical
teeth listening to jazz, Bob Marley,
Jimi Hendrix, Thin Lizzy, and Black
Sabbath. That rich diet finally sur-
faced on a Sony Music UK EP titled
Ultra Stimulation. Many of those
songs ended up on the current album,
Maverick A Strike. That disc in turn
spawned “Sunday Shining,” which
became a Top 5 hit in the UK, as well
as another Top 10 single.

Convinced of his U.S. potential,
550 began setting up Quaye around
October with an eye toward Novem-
ber airplay. The label used the pro-
motion firm Giant Steps to work key
clubs in markets like New York. All
systems were go — until labelmate
Ben Folds Five’s “Brick” started
breaking out.

VP/Promotion Joel Klaiman re-
calls, “In order to get Ben Folds to
where we needed to be, we had to
convince [Epic Records/550 Music]
Polly Anthony to hold off, and she
agreed. That’s one of the reasons why
I joined 550, to be able to massage
our schedule and superserve our art-
ists. We knew we had something spe-
cial with both.”

The delay worked in 550’s favor
in another important way, Klaiman
adds: It gave programmers fresh mu-
sic to begin the year, and if all goes
according to plan, the song will be in
high rotation during the spring.

One PD who's a big believer is
WEQX/Albany’s Ian Harrison. The
British-born programmer first heard
“Sunday Shining” while visiting Lon-
don last summer. As soon as he re-
turned stateside in late July, he added
it to medium rotation. To date, WEQX
has played the song over 300 times.

Harrison comments, “It’s easier for
me to play a song like this because we
still play artists like Ziggy Marley —
music with a different texture. Our au-
dience has come to expect us to play
those songs and are all over them.”

As to “Sunday Shining's™ appeal,
Harrison notes, “It has an interesting
vocal right off the bat. It’s been pretty
long since we’ve had a reggae or rag-
ga singer who stands out. And then
there's the guitar riff, which is anoth-
er hook in itself”

Harrison stresses that he’s not tak-
ing a chance with the song. “Over the
course of the year, people have talked
about playing this song or that song
or tightening up the playlist. But what
we do is all about taking risks any-
way, regardless of the song.”

Another plus in keeping the ball
rolling beyond radio: 550 Music has
landed a place on Virgin retail’s “It’s
All About” in-store promotion begin-
ning in March.

Maverick A Strike is already at
retail.

Big Wreck Crashes Onto
Alternative Scene

Chalk up another one for Active
Rock and Rock. Support from those
formats for Big Wreck’s single, “The
Oaf” has resulted in the track — which
entered the Top 10 at both formats two
weeks ago — finally crossing over to
Alternative. “The Oaf” joins Creed’s
“My Own Prison,” Days Of The
New’s “Touch, Peel And Stand,” and
Black Lab’s “Wash It Away™ as songs
from baby rock bands that have made
the alt crossing.

Momentum for the Atlantic
group continues to build at all three
formats. Major-market Actives
WXTB/Tampa and WIYY/Balti-
more recently joined the party, and
WRCX/Chicago two weeks ago
bumped “The Oaf” into double-dig-
it plays. Over at Alternative, key sta-
tions that have started reporting the
song include WNNX/Atlanta,
KOME/San Jose, KDGE/Dallas,
and KEDJ/Phoenix.

Big Wreck’s start is an interest-
ing one, and is the net result of a part-
nership between Atlantic and Warn-
er Music/Canada (WMC). The
quartet met while attending the Berk-
lee College of Music and ended up
migrating to Toronto, home to front-
man lan Thornley. After gigging
around Toronto for a couple of years,

the group signed to Management
Trust for management, shopped a
demo, and lined up a couple of show-
cases. It was then, says WMC VP/
A&R Kim Cooke, that things start-
ed heating up, around November *96.
“We were impressed by what we
heard and immediately jumped all
over it. We then shopped it to the
WEA group of labels, and [Atlantic
Exec. VP/Office of the Chairman]
Craig Kallman won.”

Atlantic started setting up during
late summer/early fall 97. Given the
nature of the band’s music, the label
first wanted to establish a base at
Rock and Active Rock, then make
the cross. It wasn’t until recently that
the label started pumping Alternative
for airplay.

Nevertheless, one programmer
who believes the song works at Ac-
tive Rock and Alternative is Vince
Richards, PD at Active Rocker
KQRC/Kansas City. Until about
four months ago, he programmed Al-
ternative KKND/New Orleans. Ri-
chards says, “I was really early on
it, because it’s such a great tune. It
has that driving guitar feeling that re-
minds me of Led Zeppelin and a fil-
tered voice that gives it a *90s feel.
It’s mass-appeal enough so that the
older demos will get the Zeppelin
feel, yet the younger kids will think
it’s pretty cool.

“It’s kind of the same with the
Foo Fighters’ ‘Baker Street.” The 25-
34-year-olds love it and remember
the original, and the 18-24s think it’s
a great song. KQRC is a high-cum-
ing station, and we're always look-
ing for records that can spread the
demos.”

Thanks to multiformat airplay, the
sales story for the album, In Loving

BigWreck

Memory Of..., is beginning to devel-
op, with the disc scanning around
2600 units two weeks ago. Com-
ments Atlantic Sr. VP/Promotion
Danny Buch, “This is my favorite
time. In markets where we don’t have
airplay, the record isn’t selling, and
vice versa. Now we have the proof.
We're not operating blind. You can see
it’s a real record that people are pay-
ing money for. And when all is said
and done, most programmers would
rather play a record that sold than one
that has great callout but was a sales
stiff. The ones that sell are the ones
people will remember.”
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Mammoth Records has inked a 50/50 joint venture with
Nickelbag Records, the indie label founded by red-hot
production/songwriting duo the Dust Brothers, a.k.a.
Michael Simpson and John King. The five-year deal kicks
off with the soundtrack to the movie Orgazmo, slated to hit
theaters in May. Also, the Dust Brothers themselves will
release a greatest-hits package this fall and an album of
new material by spring or early summer of '99.

T Mercury, Motown
. Shuffle R&B Units
Mercury Records Group has reshuffled its Urban mu-
sic operations. As part of the realignment, Motown
Records will add to its ros-
ter Mercury Records artists
Tony Toni Tone, Brian Mc-
Knight, Will Downing,
Raphael Saadiq, and new
acts Paula Perry and De-
belah Morgan. Also, Mercu-
ry Sr. VP/R&B Promotion &
Marketing Wayman Jones
will join Motown as Sr. VP. While there reportedly will
be job cuts at Mercury, eight members of Mercury’s staff
will be moved over to Motown. Additional hires are ex-
pected at Motown.

. LEhPartn e

Building on last year’s significant success, Lilith Fair
organizers have enticed Erykah Badu, the Indigo Girls,
Natalie Merchant, and Sinead O’Connor to the main
stage, and K’s Choice and Tara McLean for the second
stage. The Sarah McLachlan-founded concert kicks off
its second year on June 19 in Portland. Meantime, Arista
has set April 28 as the release date for a Lilith Fair live
album. The disc, which is close to being completed, will
include 24 songs.

Speaking of high-profile tours, Radiohead begins the
second ieg of its U.S. tour on March 28 in Houston.
Joining the band for various dates are Spiritualized
and Bjork.The group also is putting the finishing touch-
es on a fuil-length tour documentary tentatively titled
Meeting People Is Easy. The video is slated for a sum-
mer release. in other tour news, Cotumbia singer/song-
writer Chantal Kreviazuk starts a headlining club tour
on February 27 in Detroit ... China/Sire trip-hop trio
Morcheeba hits the road on April 13 in support of its
sophomore album, Big Calm ... Columbia showcases
atrio of artists on its Young Soul Power tour, beginning
Tuesday (2/10) in Los Angeles. Featured performers
are Kimberly Scott, Destiny’'s Child, and Jagged
Edge. The tour wraps up March 11 in Chicago.

Comings & goings: V2 Records has inked a distribu-
tion deal with Delicious Vinyl ... Congrats to Epic
Records, which won the hotly contested bidding war for
Julio Iglesias Jr. The deal is for three albums. His first
album is slated for release this summer ... irving Azoff
has signed Beach Boy BrianWilson to his Giant Records
imprint. Look for a spring release for Wilson’s new disc,
tentAtively titted /magination ... The Lemonheads and
Atlantic have parted ways. A greatest-hits package is in
the works for a possible '98 release ... Cake's founding
guitarist, Greg Brown, has ieft the group. It's the second
time he’s exited since it formed in 1991.The band — now
down to a duo since its bassist left last year — will con-
tinue, and plans to begin work on its next album,

Hard at work: Hip-hoppers Bone Thugs-N-Harmo-
ny are completing work on their next album, Family
Scriptures: Chapter Il. Look for a March release. They
are also working on a video documentary that could be
released later this year ... Hollywood’s Suicide Ma-
chines have wrapped up their new 22-song album, De-
struction. It's set for an April 7 release ... A&M’s Patty
Griffin is close to finishing her as-yet-untitled sopho-
more album for the label ... Alice In Chains guitarist/
songwriter Jerry Cantrell has completed work on his
debut solo album, Boggy Depot. It hits retail on Aprit 7,

Erykah Badu
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. R&R’s exclusive sub-chart combining airplay from Hot AC, Alternative, Adult Alternative, and CHR/Pop .

— TOTAL PLAYS

LW TW ARTISTTITLE LABEL(S) ™ Lw STATIOJQ/IADDS

i+ MATCHBOX 20 3am (Lava/Atlantic) 1938 1958 410

2 » SMASH MOUTH Walkin’ On The Sun (/nterscope) 1684 1804 36/0 This time last year, Alternative stations had horrible fall books, and the form:ut’s
o THIRD EYE BLIND How’s It Going To Be (Elektra/EEG) 1597 1543 410 music really seemed to be waning. In most markets, Pop/Alternative Hot AC= are

catching up with Alternative stations, because Alternative is becoming an even
further niched format; it’s now almost hard Rock.

@ LOREENA MCKENNIT The Mummers’ Dance (Quinian RoagWB) 1537 1373 43/1
s @ GREEN DAY Time Of Your Life (Good Riddance) (Reprise) 1421 1310 4370

Avariance of sounds is what has drawn many people to Alternative over th2
years. But these days, it's become bland — with the same hard sound — and

6 ¢ SARAH MCLACHLAN Sweet Surrender (Arista) 1206 1338 391 listeners have grown very weary of it. Pop/Alternative Hot AC is part of the MTV
+ 7 LISALOEB | Do (Geffen) 1276 1430 36/0 generation, and our available music product seems to be better than Alternctive’s
— nottons better, but better.

, o TONIC If You Could Only See (Po/ydor/A&M) 1231 1207 30 There was an Alternative explosion three or four years ago, featuring bands like
10 o BEN FOLDS FIVE Brick (550 MUS/C) 1209 1124 110 Alice In Chains, Nirvana, Pearl Jam, and Soundgarden. Only one of those bands

. - hasn't broken up. | don’t know where that format is going, but it looks like it will
e @ VERVE Bitter Sweet Symphony (HutVirgin) 1093 998 3112 end up as some sort of hybrid. Conversely, Pop/Alternative has a much gredter
7 1 CHUMBAWAMBA Tubthumping (Republic/Universal) 1077 1320 310 chance for long-term success.

i Many CHRs incorporate a huge chunk of this sound into their playlists. Sorre use
K @ SUGAR RAY Fly (Lava/Atiantc) 1083 D15 il just the image and don't back it up by playing all the music. A great deal of this
14 @ BILLIE MYERS Kiss The Rain (Universal) 1027 949 291 music has become mainstream. ’
13 14 ALANA DAVIS 32 Flavors (E/ektra/EEG) 922 950 36/0 Having come from outside Pop/Alternative, | thought stations like this didnt have
, . the ability to break records, but that's simply not true. Loreena McKennitt and
15 15 PAULA COLE | Don't Want To Wait (lmaQO/WB) 848 894 26/0 Natalie Imbruglia, for example, are great for our format and help provide aur
17 16 SUNDAYS Summertime (DGC/GE#EH) 766 799 21A signature sound. Pop/Alternative programmers shouldn’t banish songs or arfists
) from our playlists when other stations in a market start playing them. It doesa’t
— (D MARCY PLAYGROUND Sex And Candy (Capitol) 745 585 293
19 @ SISTER HAZEL Happy (Unjversa/) 726 ° 720 28/0 Paul Kriegler is Program Director of Pop/Alternative Hot AC KOZN “The Zcne”/
K City.

5 2 CHANTAL KREVIAZUK Surrounded (Columbia) 696 831 260 S

This chart reflects airplay from January 26-February 1. Songs ranked by total plays. Contributing
stations combine from the Custom Chart function on R&R ONLINE. © 1998, R&R Inc.

New & Active Contributing Stations

Forward-thinking executives lend their perspectives about
Pop/Alternative music and formatics each week.

SAVAGE GARDEN Truly Madly Deeply (Columbia)
Total Plays: 660, Total Stations: 18, Adds: 3

NATALIE IMBRUGLIA Torn (RCA)
Totat Plays: 589, Total Stations: 34, Adds: 15

EDWIN MCCAIN I'll Be (Lava/Atiantic)
Total Plays: 495, Total Stations: 20, Adds: 5

PAULA COLE Me (imago/WB)
Total Plays: 400, Total Stations: 24, Adds: §

CELINE DION My Heart Will Go On (550 Music)
Totat Plays: 381, Total Stations: 10, Adds: 2

JIMMY RAY Are You Jimmy Ray? (Epic)
Total Plays: 334, Total Stations: 15, Adds: 3

BARENAKED LADIES The Old Apartment (Reprise)
Total Plays: 274, Totai Stations: 8, Adds: 1

CORNERSHOP Brimful Of Asha (Luaka Bop/WB)
Total Plays: 252, Total Stations: 12, Adds: 1

EVERCLEAR Everything To Everyone (Capitol)
Totat Plays: 244, Total Stations: 10, Adds: 1

PEARL JAM Given To Fly (Epic)
Total Plays: 220, Total Stations: 10, Adds: 0

KPEK/Albuguergue, NM (HAC)
KAMX/Austin, TX {HAC)
KLLY/Bakersfield, CA (HAC)
WBMX/Boston, MA (HAC)
WLCE/Butfalo, NY (HAC)
WLNK/Charlotte, NC (HAC)
WTMX/Chicago, IL (RAC)
WXEG/Dayton, OH (Ait)
KALC/Denver, CO(HAC)
KXPK/Denver, CO (AR)
WPLT/Delroil, Mi (Alt)
KVSR/Fresno, CA{HAC)
WUBX/FL. Myers, FL (AA)
WKSI/Greensboro, NC (HAC)
WKZL/Greensboro, NC (HAC)

KKPN/Houston, TX (HAC)
KOZN/Xansas City, MO (HAC)
KMXB/Las Vegas, NV (HAC)
WLIRALonglsland, NY (AH)
KYSR/Los Angeles, CA (HAC)
WPLL/Miami, FL (HAC}
WPNTMilwaukee, Wl (HAC)
K0S0/Modesto, CA(HAC)
WPTE/Norfolk, VA(HAC)
WSHE/Orlando, FL (HAC)
WPLY/Philadeiphia, PA (Alt)
KZON/Phoenix, AZ(AR)
KZZP/Phoenix, AZ (HAC)
WVTY/Pittsburgh, PA(HAC)
KBBT/Portland, OR (HAC)

WDCG/Raleigh, NC{CHR/P)
WZNE/Rochester, NY (HAC)
KZZ0/Sacramento, CA (HAC)
WALC/St. Louis, MO (HAC)
WVRV/SL. Louls, MO (AA)
KENZ/Salt Lake City, UT (AK}
KFMB/San Diego, CA {(HAC)
KLLC/San Francisco, CA (HAC)
KRUZ/Santa Barbara, CA{HAC)
WHPT/Tampa, FL (AR}
WMTX/Tampa, FL (HAC)
WMBX/Wes! Palm Beach, FL (HAC)
WXLO/Worcester, MA(HAC)

43 Total Stations

Songs ranked by total plays
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Discovering Revenue
Where Few Have Gone

Improving the bottom line without more spots

Imagine a radio station where nontraditional revenue is
generated without any commercials. Can you picture a radio
station where sales promotions don’t clutter up the air and
revenues still increase? How about a station where addition-
al revenue can actually help increase ratings? Can you envi-
sion a station where the sales department can actually con-
centrate on customer service and driving rates? What about
a situation where the PD can focus on the product and get-

ting the ratings up?

s It may seem
like something
] out of a dream,
but the truth is,
all of this and
more is happen-
| ing at Clear
i Channel Com-
munications,
with the spot-
light on legend-
ary CHR WHYI
(Y-100)/Miami,
where a successful nontraditional
new-revenue secret weapon was
launched a year ago.

Unearthing The Mission

Radio companies are now account-
able to stockholders, and that creates
enormous stress and daily pressure on
the bottom line. It’s no wonder then
that Clear Results Marketing
(CRM)VP/Marketing Julie Wilson is
one of the most sought-after of the hot,
new generation of executives in the
business today. Armed with determi-
nation and drive, Wilson’s goal is to
bring millions of dollars to the bot-
tom line, many times without stations
having to add more spots or, for that
matter, selling any spots at all. That’s
making many top executives and Wall
Street types smile. Long ago, Wilson
discovered that radio stations have a
limited amount of commercials to sell
and, therefore, a limited amount of
revenue to bring in. However, WHY1
VP/GM Dave Ross encouraged her
not to fall into the trap of thinking this
way.

With a top-billing sales staff at
Y-100, Ross and Wilson realized
early on that the station seldom had

66

Julie Wilson

enough spots to sell, and that even
with spots selling at rates well above
what the market would bear, it
would still be difficult to reach Clear
Channel Chief Lowry Mays’ lofty
budget projections. As we have wit-
nessed all too often, budget deficits
create stress and panic. And what
typically ends up happening when
budgets are not met are obligatory
and desperate cuts in promotion,
research, and staff. This is where
Wilson and her CRM support cast
— which included President Dave
Ross (who also retained his position
at WHYI), VP/Sales Barry Kates,
Affiliate Relations Dir. Nicole Co-
var, Account Exec. Evan Mensch,
and Director of Graphic Services
David Schader — stepped in with a
plan to bring more money to the
bottom line without compromising
people and the station.

Striking Gold

The result was CRM, the year-
old sponsorship and promotional
sales subsidiary of Clear Channel.
CRM allows Wilson and her staff
to work within Clear Channel’s ex-
tensive South Florida market base
or throughout all of the company’s
168 radio stations. If a client wants
a particular format or market, no
problem. Wilson can target exact-
ly what they need and customize
a plan for them. In addition to ra-
dio, Clear Channel also owns 22
television stations in 35 markets
and recently announced the pur-
chase of Eller Media, giving it
even more media juice with thou-
sands of outdoor billboard show-
ings. Clear Channel has also ex-

Nontraditional revenue could
encompass vendor or co-op dollars.
We’re looking for dollars from
manufacturers that don’t typically go
through an advertising agency.

panded internationally. Its 50%
ownership of the Australian Radio
Network and broadcast invest-
ments in New Zealand make it, as
Wilson points out, “a progressive
company that believes in market-
ing and media synergy.”

It doesn’t stop there for the al-
most one-stop CRM, as it also of-
fers service bureau functions for
both Clear Channel entities and
outside clients. After CRM has sold
a program, it can provide high-
quality graphics creation and repro-
duction through its sophisticated
in-house computer graphics depart-
ment. Some of the projects it han-
dles include newsletters, sales piec-
es, billboard art, graphs, charts,
multimedia, and total turnkey ad-
vertising and marketing materials.
The bottom line is that CRM has
discovered a way to cut costs for
all of Clear Channel by taking its
huge volume of printing in-house.
This also lowers the cost for CRM
clients with printing needs.

C L E A R
RESULTS
MQRKETINE___

Building A Foundation

CRM was developed after non-
traditional revenue became a hot
buzzword. Wilson says it was or-
ganized to uncover, create, and
nurture nontraditional avenues for
marketing goods and services
through the use of integrated mar-
keting. It is CRM’s goal to pro-
vide expertise in event marketing,
creation, and management; and
sponsorship opportunities that uti-
lize the already established inte-
grated marketing systems avail-
able through Clear Channel’s sta-
tions and resources.

“Clear Channel kept telling us
locally that we needed to start gar-
nering nontraditional revenue,”
says Wilson. “I had been doing
marketing and promotions here a
long time, so I started investigat-
ing the possibilities of how we were
going to do that. I took a trip up to
the International Event Group

L
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What CRM really does is go after non-spot
revenue, which is primarily sponsorship
fees. We accomplish this by creating
events, leveraging promotions on the
radio station, and selling sampling
programs — any type of promotion that
doesn’t entail a spot buy.

(IEG) Convention, which they have
every April in Chicago. The con-
vention was filled with VPs of mar-
keting who were actually going af-
ter marketing monies instead of
advertising monies.” Quickly real-
izing there were few radio people
at the convention and even fewer
who grasped the concept of non-
traditional revenue for radio, Wil-
son began planning her moves.

“IEG basically keeps track of and
consults companies on their sponsor-
ship and marketing dollars. They
evaluate sponsorships for events like
the Olympics and work with most
major companies. I noticed that all
the marketing people from the ma-
jorcompanies in attendance were in-
terested in and talking about the same
things we were, like getting results,
creating consumer traffic, and work-
ing with databases. They never spoke
about cost-per-point or Time Spent
Listening, and they wanted nothing
to do with gross ratings points. I came
back to South Florida with the no-
tion that there were enormous bud-
gets that we could tap into. I recom-
mended to Dave Ross that we open
up this separate company [CRM] to
garner these type of monies. One of
my selling points was the beauty of
not really competing with yourself
because you're going after different
budgets.”

Thinking Nontraditional

Wilson divides nontraditional
revenue into two categories: non-
traditional and non-spot. She points
out, “What CRM really does is go
after non-spot revenue, which is
primarily sponsorship fees. We ac-
complish this by creating events,
leveraging promotions on the radio
station, and selling sampling pro-
grams — any type of promotion
that doesn’t entail a spot buy. Tra-
ditionally, companies come to ra-
dio stations and say they will buy
advertising if you give them a pro-
motion. Instead, we go to these
marketing people and sell the pro-
motion without the spot. We don’t
take any of the avails from the ra-
dio station. Nontraditional revenue
could encompass vendor or co-op
dollars. We’re looking for dollars
from manufacturers that don’t typ-
ically go through an advertising
agency.”

Wilson and her staffers are con-
stantly thinking out-of-the-box.
They are on the prow! for compa-
nies that may not be on the radio
or even have a radio budget, but
that have a need to target poten-
tial customers and bring their

t

goods and services to them. Dur-
ing a presentation, Wilson helps
identify a program that will fulfill
a sponsor’s goals. The staff of
CRM then designs a custom pro-
gram for that sponsor, thereby tap-
ping into revenue that normally
would not have come into any of
Clear Channel’s radio stations.
Much of the revenue is generated
without radio spots. “Because so
many of our properties are so sold
out, we concentrate on non-spot
business,” says Wilson.

She cites as a recent example a
program she put together with
Sandals Resorts in Jamaica and
artist Jon Secada. “I sat down with
Sandals and Air Jamaica, and they
had a need to get promotion in
certain markets. So, we custom-

dzed a program for them that

would create an event where Jon
Secada performed live at Sandals.
Sandals came in as our partner and
provided us with the air fare and
hotel rooms. We then took the en-
tire program and sold it into our
other radio stations as a promotion
— just as anybody else would ap-
proach a radio station — with the
trips as prizes. Some of the sta-
tions chose to give them away as
prizes, and others leveraged them
into a client for an advertising buy.

“Then we went to Sunkist and
sold them as the overall title spon-
sor. Sunkist received mentions in
the spots on the stations that had
already sold the trips to advertis-
ers. We also gave Sunkist some
trips to give away and printed up
point-of-purchase displays for
them. They turned around and le-
veraged those into their interna-
tional grocery stores.

“So, as you can see, for a pro-
motion that cost us nothing and
began with no radio advertising
budget, we made money for the
stations from selling the trips to
our current clients, who in turn
bought radio advertising sched-
ules. We made money from Sunk-
ist by selling them the program
and sponsorship. And, finally, we
made money handling their point-
of-sale printing.”

Next week: Wilson outlines™ |
tha available dollars in spon- -
sarships and discusses two.
ather Clear Results Market-#~
ing divisions, You can reach -
Julie Wilson at (854) 463-
9299, ext. B7E, or by e-maif’
atjwilson @ claarresults.com. .
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CALLOUT AMERICA.

ARTIST TITLE LABEL(S)

CELINE DION My Heart Will Go On (550 Music)
USHER You Make Me Wanna... (Laface/Arista)
SAVAGE GARDEN Truly Madly Deeply (Columbia)
K-CI & JOJO All My Life (MCA)

BOYZ Il MEN A Song For Mama (Motown)

WILL SMITH Gettin’ Jiggy Wit It (Columbia)
MATCHBOX 20 3am (Lava/Atlantic)

MASE Feel So Good (Bad Boy/Arista)

SMASH MOUTH Walkin’ On The Sun (/nterscope)
CHUMBAWAMBA Tubthumping (Republic/Universal)

ROBYN Show Me Love (RCA)

SOMETHIN' FOR THE PEOPLE My Love Is The Shhh! (Warmer Bros.) 3.62
THIRD EYE BLIND How’s It Going To Be (Elektra/EEG)
SUGAR RAY Fly (Lava/Atlantic)

BACKSTREET BOYS As Long As You Love Me (Jive)
JANET Together Again (Virgin)
INOJ Love You Down (So So Def/Columbia)

NU FLAVOR Heaven (Reprise)

GREEN DAY Time Of Your Life (Good Riddance) (Reprise)

LISA LOEB | Do (Geffen)
AEROSMITH Pink (Columbia)

BLESSID UNION Light In Your Eyes (Capitol)

BILLIE MYERS Kiss The Rain (Universal) 7 7
LOREENA MCKENNITT The Mummers’ Dance (Quinian Road/WB) 3.24

MEREDITH BROOKS What Would Happen (Capitol)
ALANA DAVIS 32 Flavors (Elektra/EEG)

SARAH MCLACHLAN Sweet Surrender (Arista)
BRYAN ADAMS Back To You (A&M)

ALL SAINTS | Know Where It's At (London/Island)

EXCLUSIVE NATIONAL MUSIC RESEARCH ESTIMATES FEBRUARY 6, 1998
CaLLout AMERIcA® song selection is based on the top titles from the R&R CHR/Pop chart for the airplay week of January 12-18.
CALLOUT AMERICAe
CHR/POP

e e | HOt Scores
™w w 2w 3w FAMILIARITY ~ BURN By Tony Novia
433 428 414 — 85.6% 14.6% halk up ar_loth'ef‘ necor}(li for
390 3.83 3.83 3.80 77.6% 19.0% | o ao Musidy blasts
3.86 3.92 3 .88 3.81 81.2% 21.0% intq Callqut America history wi}h
3.83 359 366 3.66 41.0% 8.8% | nincredibled3 o fvombi

380 3.65 368 —  53.2% 14.1% | core tieart iealsoNo, | acro
. . . . . score. “Heart” is also No. 1 across
3.73 3.52 3.62 - 64.9% 14.6% | all demos and regions. For those
370 3.74 367 368 73.2% 10.3% | oo e e bonn.
369 346 359 358 71.7% 19.3% | multi-format hits are few and far
bet VIf don’t ! it in
367 368 3.60 3.68 83.2% 25.4% pfwvvv:re;‘otaﬁgiuyoﬁ?re n1§tv Zilving
3.65 3.70 3.62 3.74 90.5% 42.2% your audience want they are
364 349 343 353 85.1% 26.3% Scr%a;wgffuflo% e (e
3-73 3-65 3-69 54-40/0 16-10/0 top of the Ca"out America sur-
362 365 360 3.46 60.0% 10.0% | vey Usher’s“You Make Me Wan-
3.60 358 358 374 B87.8% 30.8% | o et
359 3.64 3.67 3.64 78.0% 22.2% | ly Madly Deeply” (Columbia)
tinues to perf: tacular-
352 350 344 346 754% 21.7% lc;’"\;'i‘t‘l‘]esa 03%66;0;2 (S:F;ezacjuo?o
3.51 3.49 3.49 3.41 67.6% 23.7% (MCA) displays staying power,
350 348 346 346 36.8% 10.5% |WihAlMy Life" advancing
349 349 352 346 60.7% 15.1% |ich: and after appearing on the
342 329 322 3.34 74.6% 25.9% | AmericanMusic Awards, Boyz 1l
339 348 356 —  50.5% 15.1% | et o e

337 342 343 355 441% 13.9% | Mama” (Motown).
331 320 313 — 471% 12.7% It wasn’t too long ago that con-
Itant Randy Kabrich tipped

318 —  —  48.0% 15.9% | off o te srong callout he was
315 333 3.24 328 534% 19.3% Staf}in,g L) back O{IVWIl"
33 3.32 - - 35 A% 13.4% (Sg(l)lltl?msbig .etglirrllceJ 1l%;gsystatlitonts ’
310 313 323 — 56.1% 20.5% | callout and Callout America
~ 3.08 2.88 2.94 205 32.4% 7.8% | scem toagree on many of the hits,
- - : — - : we put “Jiggy” in Callout Amer-
3. — —_ —_ 30.0%  9.8% | icawith Columbia’s blessing. This
279 — —_ — 34.4% 14.1% | week, “Jiggy” is already at No. 6

JIMMY RAY Are You Jimmy Ray? (Epic)

Total sample size is 400 respondents with a +/-5 margin of error. Tolal average favorability estimates are based on a scale of 1-5 (1 = dislike very much, 5 = like very much). Tolal
familiarity represents the percentage of respondents who recognized the song. Tofal burn represents the number of respondents who said they are tired of hearing the song.
Sample composition is based on females aged 12-34, who responded favorably to a CHR/Pop musical montage in the following regions and markets: EAST. Baltimore, Boston,
Buffalo, Long Island, New York, Philadelphia, Pittsburgh, Providence, Washington, DC. SOUTH: Atlanta, Charlotte, Dallas, Houston, Miami, New Orleans, Norfolk, Orlando,
Tampa. MIDWEST: Cincinnati, Cleveland, Columbus, Indianapolis, Kansas City, Minneapol:s. WEST: Los Angeles, Portland, Salt Lake Gity, San Diego, San Francisco, Seattle.
Songs are removed from Callout America after 20 weeks of testing. © 1998, R&R Ine.

in Callout America, surging 3.52-
3.73 and testing very sirong with
the 12-17 and 18-24 demos. If
“Jiggy” continues this roll, it could
end up testing as well as “Men In
Black.”

KSMB Scot-FM WNEL WPRM Radio Venus WQOK WENN

When you're ready to take it to the streets, the
Thunder Truck™
remote vehicle. Built-in remote studio, custom
graphics, LED message boards ....
impact when your station vehicle pulls up to a
remote! Call for more information — this vehicle
can be completely customized for your needs.
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FEBRUARY 6, 1998
— — No Songs (lualifipd For

W W W TW  ARTISTTITLELABEL(S) e W o o AT Breaker Status This Week
n 7 2 @ CELINE DION My Heart Will Go On (550 Music) 7286 6820 5445 3852 13170
> 1 1 @ SAVAGE GARDEN Truly Madly Deeply (Columbia) 7079 6951 6804 6536  133/0
« 4« 3 @ BACKSTREET BOYS As Long As You Love Me (Jive) 6126 6079 6109 5960  130/0
s s o @ MATCHBOX 20 3am (Lava/Atiantic) 5995 5531 5470 5101 13171
s s 4 5 SMASHMOUTH Walkin’ On The Sun (Interscope) 5375 5896 6130 6140 1220
s s 7 & ROBYNShow Me Love (RCA) 4815 5087 5452 5807 118/ MOST ADDED.
1+ 2 s 7 CHUMBAWAMBA Tubthumping (Republic/Universal) 4787 5670 6265 6816 12210 ARTIST TITLE LABEL(S) ADDS
s 1w s @ JANET Together Again (Virgin) 4569 4432 4328 4128 11572 PAULA COLE Me (Imago/WB) 34
2 s 12 @ BILLIE MYERS Kiss The Rain (Universal) 3886 3428 2949 2334  118/2 | AQUA Tun Back Time (MCA) 28
w n w n LISALOEBI Do (Geffen) 3677 3856 4030 3977  106/0 | DAKOTA MOON A Promise | Make (Elektra/EEG) 24
s o 1w 1 SUGAR RAY Fly (Lava/Atiantic) 3416 3719 4471 4980 1101 | USHER Nice & Slow (LaFace/Arista) 2
7 15 1w O  GREEN DAY Time Of Your Life (Good...) (Reprise) 3412 3125 2956 2626  120/1 | TONIC Open Up Your Eyes (Polydor/AGM) 20
— w1 @ JIMMY RAY Are You Jimmy Ray? (Epic) 3233 2581 1642 584 1306 ;‘:,:‘%f};“;ﬁ,’:"sun"cﬂ ?;;OAA"”?/ SCI.?C‘)"“V S
w s 15 @ THIRDEYEBLIND How's It Going To Be (FlektraEEG) 3074 2961 2838 2634 1160 | spice GIRLS Too Much (Virgin) bl
14 12 13 16  MEREDITH BROOKS What Would Happen (Capitol) 2976 3141 3107 3021 104/0 VERVE Bitter Sweet Symphony (Hut/Virgin) 14
— » 2 @ ‘NSYNCIWant You Back (RCA) 2674 2064 1235 429 11577
% 2 25 ) LOREENA MCKENNITT The Mummers' Dance (Quinian RoadWB) 2530 2327 2035 1747 10812
2 22 15 19 SARAH MCLACHLAN Sweet Surrender (Arista) 2528 2615 2383 2128 1010
s 2 2 @  ALLSAINTS | Know Where It's At (London/Island) 2517 2305 1951 1315 11511
» 2 2 @ AEROSMITH Pink (Columbia) 2444 2388 2226 2058 10173 MOST INCREASED
5 1 16 22 BRYAN ADAMS Back To You (A&M) 2438 2904 2885 2775  96/0 PLAYS \CIED
%5 1w 1w 2 PAULACOLE | Don’t Want To Wait (/mago/WB) 2335 2738 2996 3286 84/2 SIS EREE) INCREASE
1w 19 2 2 NUFLAVOR Heaven (Reprise) 2208 2440 2566 2512 79/ JIMMY RAY Are You Jimmy Ray? (Epic) +652
s 2 25 2 BLESSID UNION Light In Your Eyes (Capitol) 2152 2301 2312 2212 710 | AQUA Turn Back Time (MCA) +636
2 1w w 2 ALLURE All Cried Out (Track Masters/Crave) 2003 2533 3007 3561 66/ c'éﬁﬁ’écn'.&aﬁyﬂiaﬂam% 1550 Music) j;g
o 3 » @ SPICE GIRLS Too Much (Virgin) , 1980 1638 1138 622 10515 | varcupox 20 3am (Lava/Atiantic e
2 2 2 2 INOJLove You Down (So So Det/Columbia) 1970 2233 2445 2442 981 BILLIE MYERS Kiss The Rain (Universal) +458
% w2 @  WILL SMITH Gettin’ Jiggy Wit It (Columbia) 1960 1696 1609 1465  88/5 DAKOTA MOON A Promise | Make (Elektra/EEG)  +357
— s ow @  K-Cl &JOJO All My Life (MCA) 1881 1553 925 372  94/8 | SPICE GIRLS Too Much (Virgin) +342
2 28 2 s  ALANA DAVIS 32 Flavors (Elektra/FEG) 1675 1911 1862 1783 850 | TONIC Open Up Your Eyes (Polydor/A&M) +339
2 o % @ BOYZIIMENA Song For Mama (Motown) 1356 1174 992 874  66/3 K-Cl & J0JO All My Life (MCA) +328
u s 3w SISTER HAZEL Happy (Universal) 1286 1368 1356 1408 721
a «a w € UNCLE SAM | Don't Ever Want To See You.. (Stonecreek/Epic) 1258 1129 1069 929 61/0
— — & € BENFOLDS FIVE Brick (550 Music) 121 921 560 302 . 81A7
% 29 32 3 SOMETHIN' FOR THE PEOPLE My Love Is... (Warner Bros.) 1210 1436 1788 1914 48/ HOTTEST
22 32 3 w  NOTORIOUS B.I.G. Mo Money Mo Problems (Bad Boy/Arista) 1194 1303 1407 1470 40/0 RECURRENTS
s 3 % 3  MASE Feel So Good (Bad Boy/Arista) 173 1235 1226 1169 650 wnsr e LB
o « 3 3 LOS UMBRELLOS No Tengo Dinero (Flex/Virgin) 921 977 972 938  46A
7 % 4« 4 BOYZII MEN 4 Seasons Of Loneliness (Motown) 874 950 1130 1228 28/0 MATCHBOX 20 Push (Lava/Atiantic)
— _ & @ VERVE Bitter Sweet Symphony (Hut/Virgin) 865 642 522 461 5814 | THIRD EYE BLIND Semi-Charmed Life (Elektra/EEG)
@  AQUA Turn Back Time (MCA) ' 834 198 5 —  gazp | SUTANAELEL Fortou é’;”cvj[gj’)
- — & @ EDWIN MCCAIN I'll Be (Lava/Atiantic) 79 677 5712 513 588 | gacksTREET BOYS Quit Playing Games (With..) (Jive)
27 3 3 44  FIONA APPLE Criminal (Clean Slate/Work) 754 950 1234 1859 29/0 JEWEL Foolish Games (Atlantic)
@ o 4 s LUTRICIA MCNEAL Ain't That Just The Way (Crave) 740 740 682<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>