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Our Annual CHR Special

This year's R&R CHR special is titled “Playing to Win,” and
it contains interviews with the format's most successful
players and visionaries. We hope you'll have a few hours
this weekend to look through this 100-page section.
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Conscience of “op Music” blink-182: The pop-punk prodigies
follow up strong on their multi-format smash & #1 MTV video
. “What's My Age Again?” with “All The Small Things,” from the
Platinum-plus album Enema of the State. Look for blink-182’s
headline tour this fall with Silverchair and Fenix tx. K-Ci & JoJo:
Fueled by hit singles “Life, “Tell Me It's Real,” “Fee Fie Fo Fum,’
fD and “Girl;” Platinum album /t's Real continues to soar as K-Ci &
Jolo prepare for a major fall tour. Chanté Moore: Her new duet
with JoJo, “l| See You In A Different Light makes waves at
Radio. As hit single “Chanté’s Got A Man” goes Gold, the
album This Moment Is Mine is soon to follow. Live: From the
. band that brought you Throwing Copper comes The Distance
To Here, the powerful new album featuring the hit single &
video “The Dolphin’s Cry” “x% % %" Rolling Stone. Live's World
Tour is now underway through the year 2000. Guy: Aaron Hall,
Damion Hall & Teddy Riley. The trendsetting hitmakers behind
SIT [ C N« a Y 5 5

Methods of
Mayhem: Ringmaster Tommy Lee bridges the arenas of rock

and rap with a cutting edge sound that's kept the industry

1m

buzzing all year long. The Mayhem begins with the rock hard
first single & video “Get Naked, featuring surprise Guest

Stars, VIPs, Mothership Captains and Significant Others rock-
ing in the raw. AxTeens: From Sweden, the music of ABBA

-

today. The teen sensation first swept the European charts with
#1 single “Mamma Mia” Now the AxTeens arrive on American
shores with The ABBA Generation, their irresistible debut

album of 11 top hits.
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#13* Selling Single
In America!
Nearly 30,000 Sold!

Debut #29* Top 40 Mainstream Monitor

The audience has spoken

Top 5 Most Requested: Z95.7 (#2?,WBL|,W|OQ, KZHT WFLY.WKSL, KHTT '
Top 10 Most Requested: Z100, KIS, WNCI. WNKS, KHTS, KZHT, WXYV, KDND,WKSE,WXKS,WKES
Top 10 Singl= Sales: San Francisco (#6), Detroit (#6), Sacramento (#7), San Diego (#7), Buffalo (#7)

On tour with Ricky Martin Album in stores soor:!
Appearing on The Rosie O'Donnell Show 11/10

Produced by Louis Biancaniello and Sam Watte-s
Management: Paris D’jon for Top 40 Entertainmer t. lu<.
JT Entertainment

www.jessicasimpson.com 7t T

www.columbiarecords.com 1

"Columaia” and ® Reg. U.S. Pat. & Tm. Off. Marca Registrada./© 1999 Sony Music Enterainment Inc.
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Rather To Keynote TRS 2000

B R&R's fifth annual event set for Feb. 24-26

D E

management ¢ marketing ¢ sales

. Ever since the 1990 census, Spanish-
language radio — indeed, all things Latin
— has boomed. Take a look at Los
I Angeles, where three different Spanish-
language stations have been in the No. 1
spot. This week Interep’s Ramon Pineda
explores this phenomenon and paints out
that, with another census due next year,
you can expect another boom in the
format.

Pages 12-18

INTERNET INNOVATIONS

What's the story behind this artist's

| canception of a futuristic radio? It happens
to be the first stand-alone streaming audio
player with built-in web browser, due out in
a few months. All you need is an electrical
outlet and a phone line.

Page 20

IN THE NEWS
+ Giant/Nashville forms promotion dept.:
John Brown SVP, Fritz Kuhiman Nat'l Dir.

¢ FCC found to be way behind
on its collection efforts

McCain, Burns introduce
i minority tax certificate bill

| Kathy Brown OM of Radio One/
Baitimore, Dion Summers WERQ/Balt.
l PD, Maurice Devoe WPHI/Philly PD

Page 3

m Arista Ups Ridenour

CHR/POP
« LOU BEGA Mambo No. 5 (A Littie Bit O1...) (RCA)

CHRRHYTHMIC
« JUVENILE Back That Thang Up (Cash Money/Universal)
URBAN

« IDEAL Get Gone (Noontime/Virgin)

URBAN AC
* BRIAN McKNIGHT Back At One (Motown)

COUNTRY
* TIM McGRAW Something Like That (Curb)

AC
* PHIL COLLINS You'll Be In My Heart (Hollywood)

HOT AC
* TAL BACHMAN She's So High (Columbia)

NAC/SMOOTH JAZZ
+ NORMAN BROWN Out 'a Nowhere (Warner Bros.)

ROCK
» CREED Higher (Wind-up)

ACTIVE ROCK
* CREED Higher (Wind-up)

ALTERNATIVE

* BUSH The Chemicals Between Us (Trauma)

ADULT ALTERNATIVE
* MELISSA ETHERIDGE Angels Would Fal (isianc/IDJMG)

NEWSSTAND PRICE $6.50

By AL PETERSON

www.rronline.com

R&R NEWS/TALK EDITOR
alpeterson@rronlire.cori

CBS Evening News anchor and Managing Edi- |
tor Dan Rather is set as the keynote speaker for
R&R’s Talk Radio Seminar 2000 in Washington, §°
DC. Rather’s address — exclusively for TRS 2000 Py
attendees on Friday morning, Feb. 25 — will be a |
major highlight as R&R celebrates the fifth anni- |
versary of the annual TRS, the only industry con-
vention targeted exclusively to leaders and execu- {f
tives of the News/Talk radio business.

RATHER/See Page 35

M KYSR/L.A. VP/GM Christensen adds mgt. duties at KFl, KOST

By ADaM JacoBsoN e
R&R RADIO EDITOR | :
Jjacobson@rronline.com

AMFM Inc. has announced its
first Cluster VP appointments, in
five of the nation’s top [0 mar-
kets: Bob Visotcky (Los Ange-
les), Brian Ongaro (Dallas-Ft.
Worth), Chester Schofield
(Philadelphia), Stephen Schram
(Detroit) and Bennett Zier
(Washington, DC).

Each Cluster VP will report
directly to his market’s Regional VP/Operations
and focus his efforts on top-line growth, ratings
performance, expense control and the recruitment
of operations and on-air personnel for the
company’s stations within a given market group.

According to AMFM Radio President/CEO Jim
de Castro, “The ability to cluster radio properties
is relatively new, but the former Chancellor and
Capstar organizations are veterans at exploiting the
combined strengths of multiple stations in a mar-
ketplace, having already developed some of the
industry’s most innovative management strategies.
Intensifying our cluster focus enhances our ability to continue delivering great pro-
gramming, a great advertising medium and leading revenue and brcadcast cash flow
growth.”

Visotcky Ongaro

o W
Zier

]
Schram

e e

To EVP/Black Music

By STEVE WONSIEWICZ
R&R MUSIC EDITOR
swonz@ rronline.com By MARGO RAVEL
. SPECIAL TO R&R
Arista Records has promoted
Lionel Ridenour to Exec. VP/
Black Music.
Based in New

York and

There are three things you need to survive in
New York: stamina, perseverance and energy.
Emmis St. VP/Market Manager for WQHT (Hot
97), WRKS (Kiss) & WQCD Judy Ellis truly be-

AMFM/See Page 35
Judy Ellis Raises The Bar ... And Wins

I Emmis Sr. VP uses fear of failure to keep her stations at the top

AMFM Appoints ‘Cluster VPs’ In Fivg Top-10 Markets

Clear Channel Gould
Divest 107 Stations
In 34 Mkts., List Shows

By JEREMY SHWEDER
R&R WASHINGTON BUREAU
Jjshweder@ rroniine.com

Clear Channel and AMFM stations in Los
Angeles, San Francisco, Dallas-Ft. Worth,
Houston-Galveston, Phoenix and 29 more markets
will likely be soid off to comply with ownership re-
strictions, according to a list of potential divestitures
circulating around the radio industry.

Like a large rock dropped into a calm body
of water, last week's $23.5 billion merger be-
tween Clear Channel and AMFM is likely to
ripple through the radio industry for months.
Clear Channel plans to sell or swap 107 sta-
tions, according to the list sent out to prospec-
tive buyers, which includes somé big-market
and big-name stations.

In Los Angeles Clear Channel could be
looking to sell its own KACD-FM & KBCD-FM
simulcast, as well as KEZY-AM & KXMX-FM
in Orange County, plus AMFM'’s KKBT-FM. In
San Francisco Clear Channel might also want
to unioad KCNL-FM, KFJO-FM & KXJO-FM.
Other markets of note: 10 stations could be
sold in' Houston-Galveston, two in Dallas-Ft.

SPINOFFS/See Page 20

needed to be to be No. 1 is to be better than
we were. We needed to look at ourselves as
the enemy.”

Let’s face it, while everyone is running around
trying to figure out how to manage more than
one station post-consolidation and wringing their
hands over the extra work,

lieves that. In fact, to go one
step further, you need those
three qualities to survive in
radio. And you’d better be
ready to raise the bar and
not be willing to settle for
less if you work for Ellis. ¥
Ellis hasn’t succeeded in

reporting to
Arista Presi-
dent Clive
Davis,
Ridenour will
direct Urban
promotion,

Ellis is just doing it. “I'm
not more frantic than
when I had one radio sta-
tion. No. 1, I do it by be-
ing incredibly organized.
But I really do it by work-

play a key role
in sales and

radio for 22 years on luck  Appual CHR special begins on Page 45

ing with a great staff. I
don’t do it; they do it.

alone. Her no-nonsense ———————
style and ability to hire the best in the business
have propelled Hot 97 to the iop in the Big Apple.
Quite simply, she demands the best from herself
and those who work for her. A perfect example
of why Ellis’ style works: The first time Hot 97
hit No. 1., Ellis’ reaction was, ““This is bad: this is
not good. It was always goad to be the underdog
and to be fighting something, so I had to get the
staff focused on fighting ourselves. What we

marketing and
serve as the li-
aison with the label’s joint ven-
ture partners, LaFace Records
and Bad Boy Entertainment.
“Lionel has been a major
player for Arista during this won-
derful period of explosive
growth,” Davis said. “I know he
will continue to provide the nec-

RIDENOUR/See Page 22

The R&R Talk Radio Seminar 2000 website is now open:

WwWWwWWwW.americanradiohistorv.com

“The truth 1s, it is your
people who do the job. I have really wonder-
ful people who are good at what they do. I have
very high standards. Sometimes you have to
have them to show people what they are ca-
pable of. I would much rather work for people
who raise the bar instead of lower it. Most of
us are capable of a lot more than what we do.
I don’t think you do anybody any favors when

you settle with them.” ELLIS/See Page 58

www. rronline.com/convention
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- The Best In National Rhythm

Crossover Promotion
| B
“Jim Burgin and Spins R Us have become a valuable
component to our success at RCA- His commitment
& execution with artists like Kevon Edmondes,
‘Christina Aguilera, Lou Bega & Tyrese are just
part of why he has become an important extension
of our department.”

Tony Monte/VP Rhythm Crossover RCA Records

® 25— @

“Jim has been instrumental in assisting us with breaking
artists like Dru Hill, Case, Ja Rule and Q Tip.
‘His commitment is unsurpassed.”

- Marthe Reynolds/Senior Director Rhythm Crossover
| ~ Island/Def Jam Records

Phone: 480.706.8261 Fax: 480.706.8257

Email: Burgie1 @home.com

www americanradiohistorv. com
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Brown SVP Of New
Promo Department
At Giant/Nashville

Kuhiman

J. Brown

More than three and a half years
after the launch of a “promotion
collective” that saw Reprise/Nash-
ville and Giant/Nashville operate
with one promotion team (R&R 1/
12/96), Giant has now formed its
own dedicated promotion team. It’s
led by industry veteran John
Brown, who left Curb after nine
years to become Giant’s new Sr.
VP/Promotion.

“A top-notch promotion team is
the necessary ingredient needed to
go with the leadership and music
provided by President Doug
Johnson and the marketing and
sales leadership brought to the la-
bel by SVP/GM John Burns,”
Brown told R&R. “The promotion
team provides the missing piece in
making this a top-notch, viable la-
bel into the new millennium.”

As for his move to Giant, Brown

GIANT/See Page 22

Radio One Elevates
Two In Baltimore
B Devoe WPHI/Philly PD

K. Brown Devoe

Radio One has made several pro-
gramming appointments:

» Kathy Brown has been pro-
moted to OM of the company’s
four-station Baltimore cluster.
Brown, PD of Urban AC WWIN-
FM (Magic 95.9), will now oversee
that station in addition to African-
American-oriented Talk WOLB-
AM, Gospel WWIN-AM and
CHR/Rhythmic WERQ-FM.

* Dion Summers has risen from
Asst. PD/middayer to PD at

WERQ.
RADIO ONE/See Page 20

HOW TO REACH US RADIO & RECORDS INC./ 10100 SANTA MONICA BLVD., 5TH FLOOR, LOS ANGELES, CA 90067
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and manager Bigram Zayas

Sony Music Executives congratulate Latin crooner Marc Anthony af-
ter a New York performance in which he previewed songs from his
eponymous English-language debut for Columbia Records. Aglow in
Anthony's aura are (I-r) Columbia President Don lenner, Sony Chair-
man/CEQ Thomas Mottola, Anthony, Sony Exec. VP Michele Anthony

- g

Minority Tax Certificate Bill
Introduced By McCain, Burns
Powell, Fritts praise proposed legislation

By JerFreY YORKE
R&R WASHINGTON BUREAU CHIEF
yorke @rronline.com

Senate Commerce Committee
Chairman John McCain made
good on a promise he made to

| broadcasters at the April NAB con-
| vention: He teamed with Sen.

Conrad Burns to introduce legis-
lation that, if passed, wiil provide
broadcasters with a tax-deferral
incentive to sell to or invest in
minority-owned operations.

“The Telecommunications Own-
ership Diversification Act of 1999”
is aimed at increasing ownership in
radio, TV, cable and phone compa-
nies by minorities and small busi-
nesses and would apply to sellers
who a) sell to an eligible small

business and then reinvest the pro-
ceeds in any another telecommuni-
cations company or b) sell to any
buyer and then reinvest the pro-
ceeds in an eligible small business.

The bill requires the buyer to hold |

on to the property for at least three
years, or the seller has to find an-
other eligible purchaser.

“As the telecommunications busi-
ness undergoes its massive restruc-
turing, we need to ensure that small
businesses, particularly those
owned by members of minority
groups and women, are not left be-
hind,” McCain said. “The market-
based incentives in this bill are the
most effective way of leveling the

McCAIN/See Page 22
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Bason Becomes'KLIF

Sinclair Regional VP and
St. Louis Market Manager
Lon Bason has officially
been named GM of
Susquehanna’s News/Talk-
Country combo KLIF-
AM & KPLX-FM/Dallas,
effective Oct. 18. His
hiring completes the
company’s Dallas reorga-
nization, which saw KPLX
VP/GM Dan Halyburton
promoted to VP/GM,
Group Operations last summer
(R&R 7/2) and KLIF & KTCK
VP/GM Dan Bennett upped to
Market Manager last month (R&R
9/17).

“Lon’s experience with multiple-
station operations is extensive,”

310-788-1625
310-788-1699
310-788-1675

310-203-8727
310-203-9763
310-553-4056

310-553-4330  310-203-8450

= oo "

moreinfo @ rronline.com
newsroom @ rronline.com
jil@rronline.com-

hmowry @ rronfine.com

& KPLX/Dallas GM

Bennett said. “We believe
he’s the ideal manager to
add to our four-station
operation in Dallas.”
Susquehanna also owns
KTCK-AM and KKZN-
FM in the market.

Bason spent the last 19
months in St. Louis as
Market Manager for six
Sinclair properties and was
also GM for Country WIL-
FM, Nostalgia WRTH-AM
and Classic Hits KIHT-FM. His
concurrent Regional VP responsi-
bilities included oversight of
Sinclair’s four Kansas City stations.
Prior to his move to St. Louis,
Bason was GM of KICE-AM,
KAMX-FM & KKMIJ-FM/Austin.

wWww.americanradiohistorv.com
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Study Shows FCC Deficient
In Collection Of Fees, Fines

By MATT SPaNGLER
R&R WASHINGTON BUREALJ
spangler@rronline.com

The FCC has been touting the
success of last weck’s broadcast
auction, which addzd a fresh $58
million to the U.S. Treasury. Less
than two months ago, however, the
U.S. General Accounting Office re-
leased a study claiming the com-
mission doesn’t knaw if it’s collect-
ing all the regulatory fees it’s re-
quired to, and that perhaps as much
as three-quarters of the fines it lev-
ies on licensees go unpaid.

“The FCC does 10t know if it is
collecting all its required fees,” said
the GAO in the August report to the
Senate Committee on Governmen-
tal Affairs. “It does not have a sys-
tem in place to ensure that all ap-
propriate fees are being paid.”

The GAO interviewed commis-
sion officials and looked at a ran-
dom sample of applications filed
with five FCC bureaus, including
Mass Media. Of the bureaus stud-
ied, Mass Media had the worst
record: Payment of fees could not

310-553-4330
202-463-0500
615-244-8822

310-203-8727
310-203-9763
202-463-0432
615-248-6655

be found for 59% of the applica-
tions the GAO examined.

Inadequate filing could account
for this discrepancy, according to
the report. Mass Media-officials
pointed out that when a broadcaster
files an application that encom-
passes multiple stations, the appli-
cation may only be placed in one
file.

The commission says some lic-
ensees are excused from paying
regulatory fees, but the GAO noted
that those applicants are not re-
quired to prove their exempt status.

Regulatory fee collection is cru-
cial for the FCC because it ac-
counts for so much of the agency’s
budget. In 1998, for example, 70%
of the commission’s $222 million
budget was to be paid through fees.

The FCC is not taking these over-
sights lightly, however. Its Office of
the Managing Director says 1t 1s un-
dertaking several initiatives, includ-
ing implementation of a new rev-
enue accounting system. In addition,

FEES/See Page 20
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rrdc @ rronline.com
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Fcc Nets Nearly $60 Million

From Spectrum Auction

By MATT SPANGLER
R&R WASHINGTON BUREAU
spangler@ rronline.com

At times during the FCC’s two-week-long auction of new
broadcast spectrum, it seemed as if George Flinn’s attempt to
come away with more new frequencies than any other bidder was
being derailed. However, when the sale ended last Friday (10/8)
after 35 rounds, the owner of nine radio stations in the West and
Midwest had spent $1.05 million and was six stations richer. And
it’s a family affair for the Flinns: Daughter Catherine Flinn is the
proud new owner of an FM license in Earle, AR.

The U.S. government added $57.8 mulus, but he
million (which includes the totals for noted that Cumu-
TV, TV translators, etc.) to its bottom lus may enter into

a time-brokerage
agreement with
the station and ul-
timately acquire
it — though Lib-
erty must hold on
to the property
for five years.

In the mean-

line as well. There were plenty of los-
ers, of course. The most unfortunate
case may have been that of Orion
Communications, which was bidding
on an Asheville, NC FM that it is cur-
rently operating. The broadcaster lost
out to Liberty Communications,
which pledged $2.3 million.

Liberty had a little help: Cumulus

Flinn

Media supplied it with an 1 Ith-hour
loan, allowing Liberty to outbid its
competitors in Asheville. Liberty at-
torney Tim Brady wouldn’t say how
much of its bid was fronted by -Cu-

time, the bureau-
cratic process marches on. The win-
ners will have until Oct. 26 to sub-
mit their down payments (20% of
their net bids). The FCC will also

soon allow those wishing to file peti-
tions blocking transfer of the licenses
to the winners to file comments. Af-
ter the commission has disposed of
these matters and done its own study
of each application, the winners will
have a 10-day period to pay the bal-
ances of their bids.

On a related note, the FCC will
auction a new FM in Rio Grande, PR,
despite protests from Rio Grande
Broadcasting and United Broadcast-
ers. They had asked the commission
in June to reconsider its denial of their
settlement, which would have dis-
missed the applications of Roberto
Passalacqua and Irene Rodriguez
Diaz de McComas and had Rio
Grande and United jointly controlling
the license.

A complete list of the winners fol-
lows; note that some of the bids will
be discounted because the applicants
have been designated as “new en-
trants” to broadcasting.

FCC/See Page 8

C L O S E

SABRE COMMUNICATIONS, INC.

Joel M. Hartstone, Chairman
Paul Rothfuss, Chief Operating Officer

has agreed to acquirve

SN

an

WLBC-FM

Muncie, Indiana

for

$4.000,000

from

DRMS COMMUNICATIONS, INC.

James Davis, Al Rent, Morrey Mannies
and David Smith, principals

AN

—/////4

PATRICK

VVXFNAM

Patrick Communications was proud to serve
as the broker in this transaction.

COMMUNICATIONS

(410) 740-0250, www.patcomm.com

www americanradiohistorv.com
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Fcc l.ookmy At cox-AMFM Swap

he FCC is eyeballing the deal by which Cox is acquiring 11 stations
from AMFM (six stations in Jacksonville; four in Stamford-Norwalk,
CT; and one in New Haven) for KFl & KOST/Los Angeles. In Jacksonville
Cox will have 44% of ad share (Clear Channel will share an additional |
38%); in Stamford-Norwalk Cox will have 88% ( Greenwich Broadcasting |
will own the balance); and in New Haven the one station Cox is acquiring  *
(WPLR-FM) has 43% of market share (Clear Channel has 40%). Cox Presi-
dent/CEO Bob Neil isn't concerned about the review holding up the deal.
“This is no different from when we did our swap with Clear Channel/Jacor.
in Syracuse;” he told R&R. He also feels that concentration reviews are the
Justice Department's territory. “Our view is that under antitrust law these
are preexisting clusters,” he says. |
The FCC is also taking another look at John Engelbrecht's $400,000 :
acquisition of WBNL-AM/Boonwille, IN from Boonville Broadcasting— even
though the deal doesn't add anything to Engelbrecht’s share of the market.
The commission says it will look at any deals that terminate with concen-
trations above the FCC thresholds.

AFTRA Says GBS Is neiéyiny
Chicago Contract Talks

BBM-AM/Chicago anchors and reporters onTuesday passed out leaf-

lets outside CBS’ Chicago headquarters, saying the broadcaster‘can
manage to pull off a $37 billion deal with Viacom, but can't settie a contract
with its on-air talent” AFTRA says that on a number of occasions CBS has
delayed the contract renewal negotiations, which have dragged on more |
than two years, due to its pending merger with Viacom. Among the issues
the two sides differ on, according to the union, is CBS' refusal to pay work-
ers more for work done on the Interpet radio sites CBS/Infinity is develop-
ing. The union says adding Viacom into the mix may also mean moreweb !
work for the 24-person unit atWBBM. CBS declined to comment. i

Copyright Deadline Looms For Webcasters

he NAB is advising radio stations streaming their signals over the Internet

to file paperwork with the U.S. Copyright Office by today. Last year
President Clinton signed into law the Digital Millennium Copyright Act, which
allows record labels to collect royalties for songs streamed on the web. As
a result, those who wish to webcast must file the appropriate forms. The
NAB has maintained that broadcasters are exempt from filing for these
licenses, but it's warning its members of the Oct. 15 deadline justin case a
newly formed Copyright Office panel determines stations are not exempt.
That panel will also determine how much the blanket ||censes Wl" cost.

FCC To Launch Interagency Merger Team

CC Chairman Bill Kennard says an interagency merger team will be

formed by Jan. 3, 2000, which will streamline and accelerate the
agency'’s reviews of mergers. The unit will ensure that inquiries are re-
solved within specific time limits, Kennard said during a speech at
Georgetown University last week. “The new team will work to make the
merger review process predictable and transparent, so that applicants know
what is expected of them, what will happen when and the current status of =
their application,” he said.

FGC Will Continue Gathermy Ownership Data

he NAB has protested a new FCC practice of gathering data on the

ethnicity and gender of station owners, pointing out that the National
Telecommunications & Information Administration collects statistics on
minority ownership of radio and TV stations. The FCC noted in an order
adopted last week that NTIA doesn’t gather information on female own-
ership. Commissioner Harold Furchtgott-Roth objected to the data-
gathering, calling it“statutorily ill-founded” In the same orderthe commis-
sion allowed some limited exceptions to new construction permit rules, .
which say that stations must be built within three years except when af- ¢
fected by “acts of God” (bad weather, etc.). One of the exceptions allows
permits or permit extensions valid before Feb. 16, 1999 to be extended for
ayear after the FCC order becomes effective, which will be later this year.

Character Claims Dismissed In Tower Move ,,

DFL-FM/Cross City, FL recently relocated toWDJY-FM/Trenton, FL's
new tower site in Gilchrist County. But local competitor Dickerson

Continued on Page 6

R&R/Bloomberg Radio Stock Index ;

This weighted index consists of all publicly traded companies thatderive |
more than 5% of gross revenues from radio advertising. H

% Change Since H
One Year Ago  One Week Ago " 10/1/99 One Year Ago One Week Ago

. Radio Index 171.68  367.45 350.85 +114.03% +4.73% §

. Dowlndustrials  8416.76 10,649.76 10,273.00  +26.53% +3.67% 3

i S&P500 1056.42 1336.02 1282.81 +2647% +4.15% ;
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: Why has CHR SuperStation KISS 108, Boston regained. pre-emment leadersth m 1ts target demo
- of 18-49 Women with a stunning three point share lead over the #2 station-in that demo and. almost

~afive point lead over its format rival?* A3 o

Why has Country station’ KKCS Colorado Sprmgq moved from a reck-and neck race with 1ts
country rival to almost a2l lead among 25-54 Persons since we became their rekearch partner?*

, ~-Why have AC station B-10t Phlladelphla and many others with: whom we wor‘k developed such, -
3 comrhanding leads book after book with- 25 54 Women'?* S ' i

PR

| HND OUT A 'LITTL‘E‘ ABOUT- fU’s AT NO _QBLIGAT-ION..

Iust tell us you’d Izke some free information about our ftrm
and our research, the way we work, and how we’ve helped clients, -
and we’d be glad to send it — with no strings attached. Then, you decide
if you’d like to consider working with us when you're ready.

You can either call us at 719.540.0100 or e-mail us at information@moyes.com.
Your request for mformatzon will be treated with confidence.

-*Ranks and shares are from Spring 1999, Arbi#tron, Mon-Sun, 6AM-Mid.

' Mike Shepard Bill Moyes ' 7 . Don Gilmore
Semor \2% Pres:dent zecutive VE

Moyes Research Associates
» AMERICA S LEADING STRATE’GIC ADVISORSJ

e i 205 EAst CHEYENI\S Mo
R L COLORADO SPRINGS

'._719 540 01

e Nno
ooZ

WWW.americanradiohistorv.com
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DEAL OF THEWEEK [l 1999 DEALSTO DATE :

Dollars To Date: $26,877,027,528.85
(Last Year: $8,234,603,969)
" WDLP-AM, WPCF-FM Dollars This Week: ~$8,284,400
& WYO0O-FM/Panama City, FL o o S50 |

. $3.6 million Stations Traded This Year: 1,466
§ . (Last Year: 1,747)
' Stations Traded This Week: 10
(Last Year: 39)

TRANSACTIONS

NextMedia Adds Three In Panama Gity

1 Steven Dinetz’s new group now possesses
a five-station cluster on Florida’s panhandle

«as &sps B »v»ga
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WDLP-AM/Panama City
Beach, WPCF-FMW/
Panama City & WYOO-
FM/Springfield (Panama
City), FL

PRICE: $3.6 million

TERMS: Asset sale for cash
BUYER: NextMedia Group LLC,
headed by Steven Dinetz. It owns six
other stations, including WILN-FM &
WYYX-FM/Panama City. Phone: (303)
256-6222

SELLER: Styles Broadcasting Inc.,
headed by President Kim Styles.
Phone: (850) 230-5855
FREQUENCY: 1290 kHz; 100.1 MHz;
101.1 MHz

POWER: 270 watts day/55 watts night;
16kw at 282 feet; 5.2kw at 236 feet
FORMAT: Sports; Religious; Talk
BROKER: Media Services Group

WMKI-AMlBlrmmgham
PRICE: $2,612,500

TERMS: Asset sale for cash
BUYER: Kimtron inc., headed by

Donald Crawford. it owns eight
other stations, including WDJC-AM
& FM/Birmingham. Phone: (215)
628-3500

SELLER: Hibernia Communica-
tions, headed by Kevin Reymond.
Phone: (212) 355-7200
FREQUENCY: 850 kHz

POWER: 50kw day/1kw night
FORMAT: Children’s

BROKER: Bergner & Co.

>4>¥&*6<¢ﬁv&&>qx&mﬁ?1¢x$«yxrww G
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WKLW-AMIPamtszIe

PRICE: $125,000

TERMS: Asset sale for cash
BUYER: Highlands Broadcasting
Corp., headed by Charles Belhasen.
SELLER: B&G Broadcasting Inc. It
also owns WKLW-AM/Paintsville.
Phone: (606) 789-6664
FREQUENCY: 600 kHz

POWER: 5kw day/43 watts night
FORMAT: Religious

R P D
et
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WWLE-AM/Cornwali-
on-Hudson
PRICE: $100,000

-o?d
*

7

to
Big City Radio, Inc.

Mike Kakoyiannis, President

We represented the seller in this transaction.

SERAFIN BROS.

Broadcast Brokerage & Finance
P.O. Box 262888, Tampa, FL 33685
PHONE (813) 885-6060 <

CLOSED

September 1999

Brentlinger Broadcasting, Inc.
Jay Brentlinger, Principal

has sold the assets of

KBZR-FM

Arizona City, Arizona

FAX (813) 885-6857

TERMS: Asset sale for cash

BUYER: Charles Stewart Sr. Phone:
(914)562-1313

SELLER: New Paltz Broadcasting
Inc., headed by WilliamWalker. He has
interests in four other stations. Phone:
(914) 691-2850

FREQUENCY: 1170 kHz

POWER: 800 watts

FORMAT: Nostalgia

BROKER: Dick Kozacko of Kozacko
Media Services

FM CP/Jeffersonville
(Middletown)

PRICE: $508,000
TERMS: Asset sale for cash

BUYER: de Wit Broadcasting Corp.,
headed by President Robert Mermell.
It owns three other stations. Phone:
(570) 253-1616

SELLER: William Walker H. Phone:
(914) 883-7457
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WZJY-AM/Mt. Pleasant
(Charleston)

PRICE: $188,900

TERMS: Asset sale for cash

BUYER: Fulmer Broadcasting inc.,
headed by President Matthew Fulmer.
Phone: (864) 577-9671

SELLER: Mt. Pleasant Communica-
tions Inc.,headed by President Edward
Johnson. Phone: (843) 722-3009
FREQUENCY: 1480 kHz

POWER: 880kw day/84 watts night
FORMAT: Religious

WWWT-AM & WCVR-FW/
Randolph (Montpelier-
Barre)

PRICE: $1.15 million

TERMS: Stock purchase agreement
BUYER: Excalibur Media inc., headed
by Chairman Joel Hartstone. it owns
three other stations, including WSYB-
AM & WZRT-FM/Rutland. Phone: (860)
678-7800

SELLER: Stokes Communications
Corp., headed by Edward Stokes.
Phone: (802) 728-3608
FREQUENCY: 1320 kHz; 102.1 MHz
POWER: 1kw day/66 watts night;
10.8kw at 436 feet

FORMAT: Country; Country

www americanradiohistorv.com
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TRANSACTIONS AT A GLANCE

© WMKI-AM/Birmingham $2,612,500

© WKLW-AM/Paintsville, KY $125,000

® WWLE-AM/Cornwall-on-Hudson, NY $100,000

® FM CP/Jeffersonville (Middletown), NY $508,000

® WZJY-AM/Mt. Pleasant (Charleston), SC $188,900

* WWWT-AM & WCVR-FM/Randolph (Montpelier-Barre), VT
$1.15 million

Continued from Page 4

Broadcasting said the FCC should have held a hearing and prevented the
move, because at one point ‘DJY allegedly told local FCC officials that
"DFL would not be allowed to collocate on the tower. That, said Dickerson,
raises questions about WDFL owner Pinnacle Broadcasting’s character.
The FCC denied Dickerson’s protest last week, saying that since the Gilchrist
commissioners did not rule on the matter, it wouldn't either.

FCC Denies Frequency Protest In Kentucky

he FCC said in November 1997 that WVRB-FM/Wilmore could move

from 105.9 FM to 95.3 FM. WIKI-FM/Carroliton had objected, saying
the move would prevent it from upgrading to a class A. The FCC turned
down WIKI's petition to block the frequency change last month because
WIKI's request was not filed in time.

CD Radio Raises $30 Million More-

nderwriters sold 450,000 shares more than expected as part of CD

Radio’s common stock sale. In addition, the company sold $18.75
million in convertible debt, bringing the total it has raised from recent offer-
ings to $230 million.

XM Raises $120 Million In Stock Offering

M Satellite Radio raised $120 million, selling 10 million shares of com-

mon stock priced at $12. Using the symbol “XMSR,” shares opened at
$12.31. A.subsidiary of Englewood, CO-based Liberty Media Corp. ac-
quired 1 million shares offered on Nasdag, helping send the price as high
as $13.13 the first day of trading. Shares closed up Tuesday at $16.75.

Meanwhile, the company has leased 120,000 square feet of space near
BET's headquarters in Washington, DC, where it will build its broadcast
studios (dubbed “XM Originals”) and corporate headquarters. The com-
pany expects to move in sometime next summer and launch its new ser-
vice during the first haif of 2001.

On Tuesday XM signed a licensing deal with Motorola for the receiver
manufacturer to design, develop, produce and market XM-capable receiv-
ers.Motorola also makes radios for General Motors, Ford, DaimlerChrysler,
BMW and Nissan, among others.

Station Can Air Tunes On Cable, FCC Rules

CDT-AM/Winchester, TN can continue to play its programming on

cable channels, the FCC ruled last week. Local competitor WZYX-
AM/Cowan, TN had asked the commission to stop allowing local cable
provider Intermedia Cablevision to use WCDT’s music programming, ac-
companied by visual advertisements, during times when public access cable
programming had not been sold. WZYX owner Tims Ford Broadcasting
argued thatWCDT had an unfair competitive advantage through this rela-
tionship, but the FCC disagreed, denyingWZYX’s petition.

FCC To Take Up DAB At Oct. 21 Meeting

he FCC will ook at USA Digital Radio’s proposal to establish IBOC as

the digital radio standard at the agency's public meeting on Oct. 21.
This means that reply comments in the low-power FM proceeding will be due
to the FCC on Nowv. 5. In extending the comment period last month, the com-
mission said the new deadline would fall 15 days after the IBOC meeting.

American Tower Nets $584M From Debt Sale

merican Tower sold $725.5 million in 6.25% and 2.25% convertible
notes. Proceeds from the deal will be used for tower construction and
future acquisitions. Both issues are convertible to class A common stock.

Clear Channel To Promote HomeSeekers.com Site

omeSeekers.com has become the exclusive real estate portal for Clear
Channef's radio group by investing $7 million in classified ad site
BuySeliBid.com, in which Clear Channel owns 10%. Starting around the
first of the year, HomeSaekers' listings will be featured on BuySeliBid, which
gets at least 25 on-air spots per week on Clear Channel stations.
HomeSeekers Vice Chairman Doug Swanson told R&R the deal will ulti-

mately apply to AMFM stations as weil. Continued on Page 25
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The Bad News:

It’s probably the most expensive music test
you’ll ever use to build your ratings.

The Good News:

It's worth every penny.

INX combines the power of TargetPerfect™
active/passive core analysis with the ability to
reach all your Hot Zips all over the metro through
total random sampling. Like no other test ever
devised, INX lets you see clearly the route to
bring the ratings home, song by song. If you’d
like to learn about the INX test and how it works
(without obligation), just call us at 719-579-9555
or e-mail us at freeinfo@musictec.com and we’ll -
send you the information.

The Ultimate Music Test

INX is a product of Music-Tec ® America’s #1 Music Testing Company
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Calls From Wali Street

panel of Prudential analysts is predicting 14% to 15% revenue growth for radio in September, and the analysts
expect even higher gains in the fourth quarter of 1999. The first half of 1999 saw 12%-13% growth.

Outdoor ad business is also expected to increase from 7.5% growth in the first half of 1999 to 8%-9% growth In the
third quarter. The Prudential analysts — James Marsh, Brian Shipman and William L.erner — also note that outdoor
advertisers have had success recently in replacing tobacco ads.

On a company-by-company basis, the three-person panel predicted the following third-quarter after-tax cash flow
per share results, comparing them to First Call's forecast and each companies’ third quarter *98 figures where appli-
cable:

1. AMFM: Prudential, 61 cents; First Call, 62 cents; Q3 '98, 67 cents

2. CBS: Prudentlal, 41 cents; First Call, 36 cents; Q3 '98, 29 cents

3. Citadel: Prudential, 28 cents; First Call, 25 cents; Q3 '98, 15 cents

4. Clear Channel: Prudential, 55 cents; First Call, 55 cents; Q3 ’98, 45 cents
5. Radio One: l;rudential, 28 cents; First Call, 29 cents; Q3 '98, no results.

Gaylord, on the other hand, is anticipating flat results in the third quarter, when it expects to report net income per
diluted share in the range of 0-2 cents. However, the company is also banking on a fourth-quarter gain of about $280
mittion from the sale of KTVT-TV/Dallas to CBS.

Meanwhile, Wall Street is still bullish on the growth of radio stocks as well. Here is a roundup of recent ratings:

Company Analyst Rating Target Price
AMFM Tim Wallace, Banc of America “buy” $70
AMFM Ed Hatch, SG Cowen: “buy” NA
AMFlﬁ Niraj Gupta, Schroder “outperform significantly” NA
cBS -~ Geoff Jones, DLJ “buy” NA
CD Radio Ty Carmichael, cerirstABoston “buy” 7 . — N/A
Citadel Tim Wallace N “buy” $45
Clear Channel Tim Wallace “strong buy” $91
Clear c>hannel Paul Sweeney, SaI;)mnn Smith ﬁarney “buy” 7 NA
Clear Channel Niraj Gupta, Schroder “outperform significantiy” NA
Cox Radio Tim Wallace “buy” $66
Cox Radio Lee Westerfield, PaineWebber “attractive” $72
‘Cumulus Tim Wallace “buy” ‘ $38
Entercom Harry DeMott, CS First Boston “strong buy” $50
Entercom Frank Bodenchak, Morgan Stanley “strong buy” $47
Entercom Drew Maréus, Deutsche Banc.Alex Brown “strong buy” $57
Emmis Lee Westerfield “huy” $82
Emmis Tim Wallace “strong buy” $90
Hispanic Tim Wallace “buy” $100
Infinity Tim Wallace “strong buy” $35
Infinity Geoff Jones “top pick” N/A
Radio One William Meyers, BancBoston “attractive” N/A .
Sinclair Richard Rosenstein, Goldman, Sachs “market perform” NA
Sinclair Jessica Reif Cohen, Merrill Lynch “neutral” (near-term) _ NA
Sinclair Frank Bodenchak, Morgan Stanley “peutral” $15
Sinclair Peter Lerner, Arnold & S. Bleichroeder $15-16
Viacom Jessica Reif Cohen “buy” $60
Westwood One Michael Kupinski, A.G. Edwards “buy” $53

et ., - i & i < i i e Y

EARNINGS

Earnings Skyrocket For
Cyberspace Giant Yahoo!

et revenues for Yahoo! (Nasdaq:YHOO) increased 134% in the third quarter — in which it closed on its acquisi-

tion of broadcast.com — to $155.1 million from $66.3 million last year. Atthe same time, Yahoo said Itis the top
web portal in such countries as the U.K., Germany and France. That broadens the global reach of the hundreds of
radio stations featured on broadcast.com. At 14 cents per share, the portal giant also zipped past First Calf consensus
analysts’ expectation of 9 cents.

Radio Business

FCC

Market
Greensboro, AL
Danville, AR
Des Arc, AR
Earle, AR

Oro Valley, AZ
Mendota, CA
Truckee, CA
Willows, CA
Glenwood Springs, CO
Salida, CO
Wellington, GO
Selbyville, DE
Bainbridge, GA
Agana, GU
Keaau, Hi
Atlantic, IA
Parkersburg, 1A
Driggs, ID
Franklin, 1D
Idaho Falls, ID
Pacatelld, ID
Twin Falls, D
Weston, iD
Breese, IL
Earlville, IL
Fairbury, iL
Lexington, IL
Macomb, IL

" Riley, KS

Hopkinsville, KY
“Tompkinsville, KY
Mansura, LA
South Fort Polk, LA
Charlevoix, MI
Manistique, Mi
Mahnomen, MN
Pequot Lakes, MN
Sunburg, MN
Bismarck, MO
Deerfield, MO
Vandalia, MO
Clarksdale, MS
Greenville, M§
Grenada, MS
firenada, MS
Hattiesburg, MS
Sardis, MS

State College, MS
Belgrade, MT
Bozeman, MT
Cascade, MT
Great Falls, MT
Biltmore Forest, NC
Fair Bluff, NC
‘Robbins; NC
Southern Shores, NC
Blair, NE
Cloudcroft, NM
Clovis, NM
Ruidoso, NM
“Tatum, NM
Lakewood, NY
Hicksville, OH
Portsmouth, OH
‘Wauseon, OH
Kingfisher, 0K
‘Bend;, OR

Klamath Falls, OR
Cooperstown, PA
Fairview, PA
‘Belle Fourche, SD
Rapid City, SD
‘Hemphill, TX
Hudson, TX
Kames City, TX
Brigham City, UT
Huntsville, UT
Oakley, UT

| Ettrick, VA

Goochland, VA
Frederiksted, VI
Cie Elum, WA
Pullman, WA
Birnamwood, Wi
Cornell, Wi

Mt. Horeb, Wi
Mukwonago, Wi
Neilsville, Wl
Nekoosa, Wi
Spocner, Wi

- Williamstown, WV

Powell, WY

Continued from Page 4

Winner

Warrior Broadcasting

Diane Thomas

George Flinn

Catherine Joanna Flinn
‘Arizona Lotus Corp.

Wilber Johnson

Todd Rebinson

Pacific Spanish Network
Western Slope Communications
Marc Scott Communications
TSB Il

Anchoer Broadcasting
Chattahoochee Broadcast
KM Communications

Jon Le Duc

Meredith Communications
C.B. Broadcasting

Ted Austin

DBM Entertainment

Ted Austin

Intermart Broadcasting
Intermart Broadcasting

Sun Valley Radio

KM Communications

KM Communications
Rainbow Radio

Outlook Communications
Nancy Foster

Michael Law

Southern Broadcasting Corp.
J.K. Whittimore i

Amy Coco

WLY-TV

WBCM Radio

Todd Stuart Noordyk

R&J Broadcasting
Minnesota Christian Broadcasters
Lynn Ketelsen

Joseph & Donna Bollinger
American Media Investments
Twenty-One Sound Comm.
Delta Blues Broadcasting
Delta Radio

Delta Radio

George Flinn

Abundant Life

George Flinn

George Flinn

Gallatin Valley Witness
William Reier

Frank Spain

George Flinn

Liberty Productions
Atlantic Broadcasting
Woolstone Corp.
Communications Systems
Mitchell Broadcasting

MTD inc.

Mount Rushmore Broadcasting
MTD Inc.

MTD Inc.

Newman Communications
‘Richard Heibel

Burbach Broadcasting
‘Midwestern Broadcasting
Kingfisher County Broadcasting
Combined Communications
Klamath Basin Broadcasting
Kshtabula Broadcasting
Fairview Radio

MAS Communications
Gregory Gentling

WLV-TV

Harold Haley

Kames City Airwave
Simmons Family

George Flinn

Simmons Family

Richmond Broadcastiig
Hubert Hoffman

David Rawley

Michael and Bridget Andlaer
Rob Allen Hauser

Resuits Broadcasting
Lawrence Busse

David & Lynn Magnumfe
Outlook Communications
Margaret Grap

Todd Robinson

Betty Lutz

Ronald Bishep

Mount Rushmore Broadcasting

Bid

$213,000
$205,000
$245,000
$927,000
$5.06 million
$40,000
$134,000
$240,000
$72,000
$338,000
$1.6 million
$210,000
$24,000
$213,000
$293,000
$750,000
$220,000
$162,000
$177,000
$868,000
$955,000
$838,000
$63,000
$238,000
$370,000
$842,000
$1.03 million
$85,000
$155,000¢
$478,000
$121,000
$100,000
$81,000
$150,000
$196,000
$117,000
$213,000
$57,000
$311,000
$195,000
$141,000
$105,000
$397,000
$84,000
$24,000
$879,000
$143,000
$204,000
$400,000
$122,000
$306,000
$408,000
$2.3 million
$16,000
$289,000
$383,000
$530,000
$331,000
$242,000
$224,000
$30,000
$857,000
$616,000
$143,000
$864,000
$222,000
$488.000
$130,000
$25,000
$3.2 million
$16,000
$1.05 million
$110,000
$238,000
$398,000
$1.01 million
$25,000
$864,000
$1.83 million™
$656,000
$158,000
$177,000
$25,000
$16,000
$584,000
$162,000
$1.7 million
$150,000
$16,000
$414,000
$1.6 million
$269,000

www americanradiohistorv.com
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WHERE WILL YOUR AUDIENCE

BE TOMORROW?

Real gambling has nothing on
the radio ipdustry,

Your odds in any shell game are
prebably much better than the odds
of consistently guessing where vour
audiences tastes are headed tomorrow.

That’s why so many top-rated
stations tely on Coleman to make
sense of uncertainty, Stations like
KROG in Los Angeles, WBMX in
Boston, Hot 97 (WOHT) in New York,
KS95 (KSTP) in Minneapolis, and
EYGO in Denver,

Different formats each. But year

alter year, the winners in their markets.

|
|

How do they do it? By building a
sustainable brand.

Its more than just research. Numbers
alone can't eliminate guessing. Deeper
audience msights can. Coleman has
developed a propnietary approach that
shows stations how to link their “sound”
to identifiable format trends, Through
research technigues such as Format
Coalition Analysis™ and FACT® that lead
to Colemans action-oriented process
known as “The Plan,” you tonsistently get
deeper insights into where your audience is
going — and why. And we've been doing it
[or more than twenty years.

With Coleman. vou're not just
buying nuhers. You're getting the
trend analysis and deeper insighits that
can take a lot of the guesswark out of
building a loyal audience.

Imagime how much more fun this
business could be if vou spent less
time second-guessing and more time
building a brand.

COLEMAN

FORMATS. TRENDS, BRANDING.

1-919-571-0000

RESEARCH TRIANGLE PARK - LOS ANGELES - HAMBURG , GERMANY

WwWWW.americanradiohistorv.com
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FORA SONG 10 BE
. SUCCESSFUL, 1T NEEDS
AN INCREDIBLE HOOK.

WwWwWWw.americanradiohistorv.com
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mp 3radio.com-

THE SAME GoEs
FOR YOUR WEB siITE.

mp3radio.com builds reach for radio station web sites like nothing else.
Listeners will visit — and keep coming back — for free MP3.com tunes, including songs
from the local artists in your market. rhp3radio.com is customized to your format and
opens doors to all sorts of star-artist events. Always under your station’s brand. Best of
all, the deal allows you to maintain control of your website and brand, while putting dollars

in your pocket. Interested? Call 404-979-7832 or e-mail josh.gertz@mp3radio.com.

r----=> for Radio and the Internet.

| I,

The Next Step

www.americanradiohistorv.com
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* Ways to build ‘Net revenue, Page 16
* The Internet in your hand, Page 16
® RAB: Fiesta spurs store’s sales, Page 18
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g of a ladder was never meant to rest upor®
but only to hold a man’s foot long enough to enable

him to put the other somewhat higher.”
— Thomas Henry Huxley

management - marketmg sales

SPANISH-LANGUAGE RADIO:

COMING SOON TO

As many of you may
have seen in the
trade press recently,
Spanish-language
radio listening across the country is booming.
Based on the spring 1999 Arbitron survey, an
Interep analysis found that what Interep refers
to as “Hispanic radio’s” share of listening
surged to 8.1%, bumping it up to the third-highest-
rated format in the country. While those of us
in Hispanic radio are quietly cheering this lat-
est success, we are saving our biggest celebra-
tion for the next few years to come, because as
the saying goes, “You ain’t seen nothing yet.”

Presid_ent: j—
Interep’s Cabaliero Spanish Media

Over the next decade, the importance of the
Hispanic consumer — and, as a result, Hispanic

A CITY NEAR YOU

all information is confidential and will not be
shared with immigration officials.

The results of this effort — one of the largest
peacetime undertakings in history — should
confirm current census estimates that Hispan-
ics will be the largest U.S. minority by 2005.

While advertisers are already aware of
Hispanic buying power — it is hard to ignore
an estimated $348 billion in annual spending —
the results of Census 2000 will be important to
substantiate and broaden the scope of their
marketing efforts. One of the major develop-
ments should be a greater geographic disper-
sion of Hispanic-targeted ad funds to metros
that are presently all too often overlooked
by marketers. Denver, Boston, Philadelphia,
Hartford, Salt Lake City — the markets that
should see a notable increase in Hispanic

media — is likely to hit new helghts The 2000

census, now just around the
corner, will be one of the
primary factors in this growth.
This time around the nation’s |
count is expected to validate
what we have known for quite |
some time — yes, there is a
large, viable, lucrative His-
panic market that stretches |
well beyond the traditional
Hispanic meccas of Los Ange- |
les, New York and Miami.
Historically, minorities
have been undercounted in
census polls, and the Hispanic
population is no exception. |

population are too numerous
| to mention.

What will this mean to
Hispanic radio? The answer
is fairly evident. While the
growth of Hispanic radio
across - US. cities has not
| waited for census figures to
| catch up, the interest in these
stations — both from adver-
tisers and broadcasters —
{ should intensify. As a result,
the importance and influence
| of Hispanic radio on the
| future of the radio industry
cannot be overemphasized.

This was especially true in the [ RAMON

For one thing, the potential

1990 census, during which it is
estimated that Hispanics were undersampled
by as much as 8%. This type of under-
representation is extremely detrimental to the
Hispanic community, since census information
is often used as the basis for everything from
allocating federal funds to determining market-
ing strategies. In the 2000 census we have a real
chance to tip the scales back in our favor.

This month advertising for Census 2000 is
scheduled to kick off. With projected spending
in the vicinity of $160 million, much of it will
focus on minority participation, with a
substantial part of the money slated for ads in
Spanish and other foreign languages. In
addition, Young & Rubicam has hired four
minority ad firms to speak to Hispanics and
other minorities at the community level through
local organizations, churches and neighbor-
hood organizations. In this way the Census
Bureau hopes to encourage cooperation and
build trust among-communities that sometimes
fear government interference. Also, special
efforts will be made to assure illegal aliens that

PINEDA
= revenue Hispanic ad dollars
can bring to the medium is staggering.
According to Hispanic Business Inc., Hispanic-
targeted ad revenue in the U.S. has grown 60%
since 1995, reaching $1.7 billion last year. Of
that money, radio took 26% of the total — quite
a bit more than mainstream radio’s 7% share.
Moreover, Hispanic Business Inc. also predicts
that Spanish-language radio revenue will grow
20% annually from 1999 through 2003. To put
this into perspective, that represents an
increase of $88 million in the first year alone.
Of course, this begs another question: Yes,
Hispanics will soon become the largest
minority in America. Yes, advertisers will no
longer be able to ignore upward of 25% of the
population in some markets. Yes, radio has
proven to be one of the best media to reach
these consumers. But why Hispanic radio? As
Hispanics become even more ingrained in the
US. as cities fill up with second and third
generations, will Spanish-language and
Hispanic-focused radio still be relevant? The

Continued on Page 14
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BEHIND THE SCENES
AT AMFM NETS

~ radio? | interviewed David Kantor,
Presment of AMFM Radno Networks, to learn some of the secrets to
AMFM’s-success. His organization is less than 2 years old, yet will
generate nearly $100 million in gross advertising revenue in 1999, a
remarkable achievement. Being part of AMFM Inc., the biggest radio
station owner, helps. But as you'll see, there’s much more to what
they’ve accomplished.

Last week David told us AMFM’s sales strategy and why it works
so well. Today we’ll discuss their criteria for selecting programs, find
out David’s biggest disappointment and summarize what his
experience has shown us.

What are AMFM’s key factors in considering a show? “We want

the show to have quality in its production

o value as well as bring an estab-
L E S IWYNBRERY 1ished brand or the ability to be a
] 2 TR am =

brand. This could either be
‘ 5 L {’? i > ESS through the talent hosting the
show or the strength of the name
' or the association of the name with the
show. For example, Rockline had strength because it's been around
for a thousand shows. Doing a show with VH1 would have strength
because of VH1's brand.

“With Casey Kasem, we had two brands — one being American
Top 40 and the other being Casey, the top talent in countdowns. The
brands had been separated for 10 years. We had the ability to reunite
two great brands into one spectacular brand.”

With radio success often measured in doilars, how can a show
host help? “One of the things | like in working with Casey is that, as a
talent, he also understands the business aspects of his show and is
continuously working with us to strengthen his relationship with both
affiliates and advertisers. He shows up at conventions, or he’ll go out
to a market and work with the affiliate, like appearing on the morning
show or participating in an advertising event. He just works the crowd.”

Though AMFM is successful, no matter what we accomplish, each
of us has regrets. | asked David his biggest mistake. “My biggest
disappointment was not bringing Rush Limbaugh and Dr. Laura into
ABC. Unfortunately, once ABC became part of Disney, we had to be
more sensitive to how programming decisions in radio might reflect
on the rest of the company. While Rush is a great talent, his audience
tends to be polarized for or against him, which leads to protests.
That's very hard for a company like Disney to deal with.

“The economies of acquiring Dr. Laura really didn’t make sense if
you didn’t already have Rush. It’s no different than duopoly in radio
ownership. It's easier to make the second deal work when you
already have a presence in the marketplace.”

So what has David’s experience taught us? If you want to become
successful, have the courage to make dramatic career changes, as
he did in leaving ABC to start AMFM Radio Networks. Also, surround
yourself with capable people, sell at the decisionmaking level, visit
your customers regularly, select programs that are or can become
brands and hire or associate with on-air talent who will actively
support your sales campaign. If you're bold enough to do these
things, success will be yours.

Next week: How can you make a good first impression? Renowned
jury consultant Jo-Ellen Dimitrius, who helped Johnnie Cochran select
the jury in the 0.J. Simpson trial, makes her living forming initial
impressions of people, and she’ll tell you what she’s learned.

Dick Kazan isa successfukentrepreneur who founded one ofthe Iargest 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 constlting to business
owners and employees. E-mail your comments or questions to him at
rkazan@ix.netcom.com.
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How 1o get

higher ratin
(on a lowenr udget)

TV is getting wildly expensive. Billboards are essentially mind with multiple exposures of your message. And we

a reminder medium. Direct mail gets thrown away. use the latest techriiques in database marketing to
More and more radio stations across America are maximize the effectiveness of your program.

realizing that the most cost-effective way to get significant If you're thinking about commissioning a Fall '99

ratings increases is through telemarketing. telemarketing project, call Joe Heslet, Brent Lightfoot, Hans
And now you can get your telemarketing from an expert: Bengard, or Kurt Hanson, toll-free, at 1-877-4-NEW-TSL.

Recall Telemarketing. We're radio's We're not a direct-mail house
first pure specialist in telemarketing. - that does some telemarketing

We make our calls from radio's work on the side. We're the
largest and most technologically specialist you'll want on your
advanced telephone center. We make side -- because we'll get you
sure that your station stays top-of- results!

Recall Telemarketing utilizes the full range

of direct marketing techniques, but our
specialty is ‘the toughest and most important
portion of the project: the telemarketing portion

Recall
Telemarketin

Radio's first and only specialist in telemarketing g

1-877-4-NEW-TSL

180 N. Wabash, Suite 201
Chicago, IL 60601
www.recall-telemarketing.com
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SPANISH-LANGUAGE RADIO:
COMING SOON T0 A CITY NEAR YOU

Continued from Page 12

answer: Absolutamente!

Hispanic radio stations rank No. 1 among
Hispanic listeners across the board in each of
the top 10 Hispanic metros. The reason for
this has nothing to do with their level of
acculturation or their ability to speak
English — it has to do with choice. Hispanic
radio is not just about language; it is a tie to
a culture.

Our country has not seen such fast-paced
growth among any ethnic group since the
turn of the 20th century. At that time the
wave of incoming European immigrants
struggled to adopt American culture as soon
as they arrived. It was linked to one’s
likelihood of economic and social success.
But at the turn of the 21st century this type of
cultural melting is considered neither
necessary nor desirable. Most of today’s
Hispanic-Americans embrace a bicultural
identity, with second- and third-generation
Hispanics frequently identifying with the

Latin culture even more than
their parents do. In fact, a
recent Newsweek poll found
that Latinos over 35 were
most likely to identify them-
selves as American, while
those under 35 were most likely to identify
themselves as Hispanic or Latino.

Taking this one step further, some
suggest that music provides one of the most
emotional ties to the Latin culture among
Hispanics, regardless of acculturation level.
Perhaps this is true. In one year Latin music
sales jumped $100 million, for a 1998 total of
$570 million. Moreover, Strategy Research
shows that even among the most accultur-
ated upper third of Hispanics, 20% of their
total radio time is spent with Spanish-
language radio. And more Hispanics in the
U.S. actually listen to radio in Spanish (72%)
than in English (59%). This is not true for any
other medium, including television or print,

So even before the anticipated good news
from the 2000 census becomes available,
Hispanic radio finds itself in a very nice
position as the common thread running
through a diverse cultural community on
the brink of revealing its true strength.

GETTING THE RIGHT CHEMISTRY

The focus is on the audience.

They are the star of the show.

I really don't prepare, I wait
for them to give me stuff.

In a spot promoting his morning show, KMPS/
Seattle’s Ichabod Caine is serious about being
funny. Talking to the camera in a style
reminiscent of 60 Minutes, Caine speaks
scientifically: “Studies have been done about
endorphins being released when you're having
fun — they're bouncing all over our studio.”

The short interview segment is interspersed
with quick bursts showing shots of the
morning show in action (having fun, of course)
and the KMPS logo.

What makes this :30 Filmhouse spot work?
By showing Caine in a “normal,” serious state,
it reinforces the notion that audience
involvement drives the show and makes it fun
not only to listen to, but also to participate
in. This, in turn, helps reinforce the vital
emotional connection between Caine, KMPS
and the listeners, which is the ultimate
formula for success.

If you'd like to see your station’s ad in the TV SPOTlight, send at least three screen shots
and a description or a videotape copy of the spot to MMS Editor Jeff Axelrod at R&R,
10100 Santa Monica Blvd., Fifth Floor, Los Angeles, CA 90067.

This TV SPOTIight brought to you by

FOCUS TV

The TV Placement System for Radio.

(800) 581-3277

Nov. 14 - 20 National Children’s Book Week, Geography Awareness Week, American Education Week

National Guacamole Day
First.live opera Your Refrigerator Day
broadcast (1921) American Enterprise

Moby Dick published Day
(1851) National Hermit Day

15

National Clean out

16

FORWA R D _Sales & Promotion Planning Caleniin:

Nov. 14-Nov. 20

17

Homemade Bread Day
Take a Hike Day
Creative Alienation Day
President Nixon says, “I
am not a crook” (1973)

National Moms and
Dads Day

National Fast Food Day
Resident Aliens Day

16,

World Fellowship Day
Mother Goose Day
Steamboat Willie Day
First book printed in
English published

19

Have a Bad Day Day

National Caffeine Day

D

Absurdity Day

Thrift Day Read the Writing on
Please Maintain Your the Wall Day
Focus Day Ford discontinues the

Edsel (1959)

Dow Jones closes First network radio
above 1,000 for the broadcast (NBC, 1926)
first time (1972)

(1477)
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PD Advantage™ is a service mark of The Arbitron Company.

B advantage

Giving PDs the Programming Advantage

Know Your Listeners Better Than Ever with New Programming
Software from Arbitron

Developed with input from PDs nationwide, PD Advantage®™ gives you an “up close and personal”
look at listeners and competitors you won't find anywhere else. PD Advantage delivers the
audience analysis tools most requested by program directors, including:

What are diarykeepers writing about stations in my market?
A mini-focus group of real diarykeepers right on your PC. See what listeners are saying in
their diary about you and the competition!

When listeners leave a station, what stations do they go to?
See what stations your drive time audience listens to during midday.

How are stations trending by specific age?
Track how many diaries and quarter-hours your station has by specific age.

Houw’s my station trending bour by hour?
Pinpoint your station’s best and worst hours at home, at work,
in car. -

How often do my listeners tune in and bow long do

they listen? o
Breaks down Time Spent Listening by occasions.
and TSL per occasion. ' :

How are my 100+ Quarter-Hour diaries trending? «
Diaries with 100+ quarter-hours account for about -
10% of the average station’s diaries, but they representa
whopping 40% of the quarter-hours. Now you can under-
stand how these crucial listeners impact your listening.

%

e
y&.&ﬁi‘%*“‘

When Pm P1, who’s P2? ' E e

See whom you should-be trying to pull listeners from.
When I’m P2, who’s P1¢ ;s

See whom your listeners prefer over you.

What age range accounts for most of my audience?
Find out what age range defines the true demographic core of your
station.

What are the residential and workplace zips of my (Total or P1-P4+) listeners?
Find out where your listeners live for better marketing and promotion results.

To use PD Advantage to your station’s advantage, call your Arbitron account executive or
Bob Michaels, manager, Radio Programming Services, at (972) 385-5357 or send an e-mail
to bob.michaels@arbitron.com. '

- ARBITROI

A Ceridian Company

www.americanradiohistorv.com

www.arbitron.com
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INNOVATION

STATION

THE RADIO/INTERNET MARRIAGE,
PART 2: MARRYING FOR MONEY

Last week, I discussed 10 ways
to make the radio/Internet
marriage work. Now it all comes down to money:
* How to make money
* How to blend the two media for more revenue
* How to show value to advertisers

By John Lund

The Internet began as a government project and

grew from the noncommercial university and gov-
ernment arena into the general public. There are
still vocal critics of anything commercial on the
Internet, but they are becoming more isolated.
Gerry Boehme, Sr. VP of Katz Media Group, says
Internet users are ready for advertising. Commer-
cial websites are working: Ask Subaru and Lands’
End. Boehme says Internet advertising is volun-
tary, with users choosing to look at ads. Radio,
conversely, forces advertising on the audience. In
that sense, it may help to think of the Internet like
the yellow pages.
. We all know the revenue pool contains a finite
number of dollars. Internet advertising that radio
doesn’t control is already becoming a factor. Radio
can build revenue -a number of ways:

* Providing Internet presence for advertisers, par-
ticularly those without a website of their own. By
putting their name and ad on the radio website, those
advertisers are “on the net.”

* Selling banner ads across the top of the page
that rotate through sponsors or are placed on
specific pages. Auto parts stores and sporting goods
suppliers may want the sports page on your website,
while a stockbroker may want to be on your infor-
mation page. Banners build recall and are a natural
extension of radio ads.

¢ Participating in affiliate programs where they
place ads and pay you for participating.

Travelocity.com and Amazon.com are examples.
Your Internet service provider and radio rep firm
should offer more details.

* Providing printed/downloaded coupons for
advertisers. These can be quantity controlled and
can provide the one thing radio hasn’t been able to
conquer in the ad war with print. Your advertiser
will have tangible proof of radio’s power with a
radio/Internet campaign.

¢ Mentioning sponsor websites within their ads
as part of their marketing plan.

* Including advertisers on a special sponsor page
and promoting it on the air. This is your yellow
pages equivalent. Use a sponsor button on your
home page that takes listeners directly to a sponsor
to follow up on an advertisement heard on the air.

* As volume allows, adding an‘online shopping
mall or holiday catalog that allows online shopping
or links to sponsors’ websites for e-commerce. Some
newspapers and TV stations are offering online auto
malls that list dealer inventories.

‘e Providing sectional sponsorships for different
areas of station websites. This can be sold and pro-
moted just like weather and ski report sponsorships.

¢ Including a hot key that takes potential adver-
tisers to a section of your website that sells the ben-
efits of advertising on your stations and website.

The value of the Internet is undisputed. All ma-
jor TV networks now have Internet alliances. So do
most newspapers. George Longwell of OnLine.com
says radio on the Internet is just an evolution of the
traditional broadcast business model. Making a
profit on the Internet is still a challenge, yet
companies making money from web presence
are growing every day. Advertising presence on the

Continued on Page 18
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NEW TOYS HIT THE MARKET

Three different companies in the past few weeks have made major
product announcements concerning portable digital devices.

o Sprint (www.sprint.com) has introduced a PCS phone that can
browse specially designed web pages. That means a cell phone user can
pull up electronic yellow pages, retrieve stock quotes and sports scores,
access a map for directions or use hundreds of other applications from
companies that create web pages designed specifically for portable
devices such as the Sprint phone or the Palm Pilot. The move is a step
toward a wireless Internet world that will eventually make it possible to
hear streaming audio broadcasts on a portable device.

* Speaking of the Palm Pilot, an upstart company called Handspring
{(www.handspring.com) has put out a low-cost competitor to the Palm
that has a cool added feature: a port underneath that allows users to
insert modules that will add functions to the unit. Known as the Visor,
the device uses the popular Palm computing language and comes in
several styles and colors. Third-party vendors are already clamoring to
build add-in modules: InnoGear has announced an MP3 plug-in for the
Visor, which means you'll be able to listen to your favorite tunes while
you figure out who your next appointment is with.

o The first major record label owner has made an entry into the
portable digital player market. Sony Corp. (www.sony.com) will roll out
a new series of Walkman devices next January based on its proprietary
Memory Stick technology. The first unit, which will list for $400, will
weigh 2.5 ounces and have a base 64mb of memory, which Sony says is
enough for 80 minutes of music. But don't call this an MP3 player! Sony
is carefully sidestepping the MP3 controversy by employing its own
compression technology. Users who have a collection of music on MP3
can use conversion software provided by Sony to download it into their
Sony players. Sony's Memory Stick chips will be compatible with other
devices the company plans to roll out, including video and information
devices. The Walkman unit will be SDMI (secure digital) compliant,
which means it should refuse to download files that have been pirated.

RADIO ROUNDUP

Here are the latest announcements of products designed specifically for
radio stations:

* Radio Intercast (www.inradio.net) is new technology that allows
stations to broadcast live audio and video over the Internet. The
company says listeners will be able to interact with radio personalities
and talk hosts by chatting directly with the studio.

* Cox Interactive Media (www.cimedia.com) and Cox Country
station WZZK/Birmingham have teamed up to create a full-service
website. Looking more like a portal than simply a station site,
WZZK.com (www.wzzk.com) is an ideal way for local residents to kick
off their web browsing experience.

— Ron Rodrigues

Totally FREE
~ Monthly Revenue

Free e commerce

Monthly Revenue $1000 to $10,000

Call us or visit our website for more details

1 -877-424-"“81 www.mediahub.net
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Continued from Page 16

Internet is multiplying exponentially. If you don't
believe it, type in a major brand name and add ”.com”
or note the number of TV and billboard ads with web
addresses on them.

Savvy advertisers already understand the value of
the web — maybe better than they perceive the value
of radio. But many local advertisers don’t know how
to take full advantage of it. Radio can drive people to
their websites, enlarge their customer base and make
shopping easier. Radio can drive house-hunters to a
real estate firm’s website, providing a reason to buy
radio that didn’t exist before (and newspaper isn’t
required).

Don’t give it away! There is value to being on a
radio website. Nothing should be given away. “Value-
added” should carry a value on an invoice. Although
pricing can be based on the number of hits to a
sponsor’s website, it’s easier for both parties to have
a simple flat fee. Your rate includes on-air advertis-
ing, any promos that promote a website and presence
on the station website. In some smaller markets the
rotating banner presence becomes a $100 per month
add-on. Your best pricing model may come from what
newspapers, TV stations and ISPs are charging in your
region.

To show advertisers the value, bring up your
station’s website on their computer or on a laptop and
show them a respected advertiser (or competitor) who
is already buying space on your website. If the adver-
tiser already has a website, sell them on a link and
campaign to promote their home page. Online
couponing or advertising specials can provide suc-
cess stories for your Internet advertising program. It’s
important to note, however, that those using the web
(and that includes many sponsors) are already sold
on the value of the medium.

THE RADIO/INTERNET MARRIAGE,
PART 2: MARRYING FOR MONEY

Here are some additional suggestions about us-
ing the Internet:

* Every gateway on the station’s website must
have meaning to regular listeners.

¢ Consider time management for the viewer. You
don’t want a site that wastes time.

¢ Guard against the site looking stale. Do fre-
quent, timely updates.

* Use a Java crawl for timely tips, like a contest.

* Be consistent with the station brand. A music
station’s site should not look like a news station’s.

¢ Don't look cluttered. Think of the relationship
the station has with its listeners.

* Be consistent with station image — a Rock or
CHR station site will look different than a website
for an AC station.

* The proactive PD should critique the website
regularly and work with the webmaster to keep it
looking terrific.

Next week: How Internet-friendly is your station?
In Part 3 of this series on the radio/Internet mar-
riage, I'll offer 10 ways to make the marriage work
for your station and assure the two media are joined
at the hip!

John Lund is president of The Lund
Consultants to Broadcast Manage-
ment and Lund Media Research, a
fult-service radio consuiting and
research firm with offices in San
Francisco and Tampa. He may be
reached at (650) 692-7777 or at
lundradio@aol.com.
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SUCCESS STORIES FROM THE RAB

RADIO FIESTA IN LOS ANGELES

SITUATION: Vallarta Supermarkets is a California grocery chain that
caters to Hispanic shoppers. Competition comes from at least five other
grocers within a five-mile radius. A 10th location was scheduled to open
inthe North Hills area of Los Angeles, and Vallarta wanted to spread the
news fast among its Hispanic target, especially females 25-44. it
decided to use KLAX-FM/Los Angeles to promote its grand opening.

OBJECTIVE: To reinforce and build on its present customer base by
publicizing the opening of a new Vallarta Supermarket.

CAMPAIGN: its association with Spanish Broadcasting System’s KLAX
provided the vehicle Vallarta needed to saturate the Hispanic market with
its message. The station scheduled a week and a half of commercials,
40 :30 and :60 spots in alf, leading up to a remote at the grand opening.

RESULTS: Once again radio proved its ability to generate excitement
and focus. Super Mercado Vallarta Manager Miguel Gonzalez was
enthusiastic. “Thank you for your help jn making Super Mercado
Vallarta's KLAX Fiesta remote a huge success!” he wrote. “The week
before the fiesta we could see a steady increase in shoppers, and during
the event our sales went through the roof; we made many new friends.
We were pretty sure we would have a good crowd, but never expected
to have almost 5 000 people show up.”

———— RABTOOLBOX —

More marketmg mformatmn and resources from the RAB

MEDIA TARGETING 2000

More than half (51%) of adults 18+ who spend more than $100 on
groceries in an average week earn more than $50,000, and 34% are
college graduates. Nearly four-fifths (78%) own their homes, and
49% have children living at home. This group spends an average of
47% of its daily media time with radio.

INSTANT BACKGROUND — SUPERMARKETS

Midweek supermarket shoppers (2-8pm Tuesday-Thursday) are
66% more likely to be coming from work and 25% more likely to be
shopping for just a few necessities. The midweek shopper who came
from work is 17% more likely to be looking Tor dinner, making him/her
a prime candidate for home meal replacement sales. (The Sunflowey
Group, 1999)

RAB CATEGORY FILES

“Hispanic grocery shoppers spend an average of $109.20 on food
and nonfood products per household in one week: $83.30 during the
major shopping trip and $25.90 on pick-up trips. Households with
children spend about $116.10 ($89 and $27.10), according to Profile
of the U.S. Hispanic Grocery Shopper from the Food Marketing
Institute.” (Mmonty Markets Alert, 1999)

For more mformatlon call RAB's Member Service HeIlene at (800)
232-3131 or log on to Radiolink at www.rab.com.
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Newsbreakers

MCA Welcomes Wolf
As VP/Artist Dev.

MCA Records has named
Darren Wolf VP/Artist Develop-
ment. Based in Los Angeles and
reporting to Exec. VP Abbey
Konowitch, Wolf
will oversee the
daily activities
| of the label’s
| touring artists,
supervise tour
support budgets,
and stage spe-
cial artist-related
label events.

“It’s great to
welcome Darren
back to MCA as
the new head of
artist development,” Konowitch
stated. “Darren’s a world-class mu-
sic lover who truly understands art-
ists and their needs. He’s a tremen-
dous asset to our staff, and I'm glad
he’s playing for our team.”

Wolf began his music industry
career as a college intern working
in MCA’s Artist Development de-
partment. He officially joined the
department in 1995 after graduating
from college and worked four years
with the label. He then briefly

Wolf

worked in the promotion depart- |

ment at DreamWorks Records be-
fore returning to MCA.

Radio One
Continued from Page 3

» Maurice Devoe has officially
joined Urban WPHI-FM (Philly
103.9)/Philadelphia as PD, as re-
ported last week in Street Talk

(R&R 10/8). He most recently

served as Asst. PD/MD for
Infinity’s CHR/Rhythmic WPGC-
FM/Washington.

Brown reports to Radio One East
Coast Director/Programming Tom
Calococci, who commented, “Kathy
Brown is an incredible woman. She

has worked hard to make Magic |

95.9 a great radio station. She is a
very shrewd programmer, and she
knows how to win.”

Summers began his radio career
at age 15, when he served as an in-
tern at WBSB/Baltimore. After
college he returned to WBSB in
1993 and joined WERQ in summer
1994. “Dion has been with Radio
One for five and a half years,”
Calococci remarked. “In the three
and a half years he and I have

worked together, I've watched him |

grow tremendously. I'm very proud
of him, and I think he’s going to be
a great programmer.”

Before joining WPGC, Devoe
held a variety of on-air and pro-
gramming stints at a variety of ra-
dio stations, including KKBT-FM/
Los Angeles and WIOQ-FM/Phila-
delphia. “Maurice is immensely tal-
ented and very sharp,” Calococci
said. “He has been successful
working in very competitive, top 10
radio markets — not to mention the
fact that he grew up in Philly. All
these factors made him the ideal
choice to become WPHI’s new pro-
gram director”

!

The Artist Oftentimes Still Referred To As Prince (r) treated a VIP crowd
to the first public hearing of Rave Un2 The Joy Fantastic, the new al
bum featuring the lead single “The Greatest Romance Ever Sold.” Here,
the Artist poses with event host and Arista President Clive Davis.

'New Firm To Develop Internet Radio Sets

’ By Ron RODRIGUES
R&R EDHDR-m-CH[EF
ronr@rronline.com

It was bound to happen sooner or
later — a startup firm is develop-
ing a line of Internet products in-
cluding a radio receiver that is ca-
pable of receiving streaming audio.

. The company — Kerbango —
is coniposed of Apple Computer
veterans, as well as staffers from
OnRadio. Their first move was to
open the website, www.kerbango.
com, which serves as a portal for
streaming audio programming. A
few months down the road they will
introduce a stand-alone Internet ra-
dio player.

_“Internet radio is the next fron-
tier for Internet appliances,” said
Kerbango CEO Jon Fitch. “By
carefully managing the interplay of
the Kerbango web network and the
Kerbango radio, we offer the lis-
tener a great new experience. Our
goal is to make playing Internet ra-
dio as easy as playing AM/FM ra-
dio — without requiring a PC.”

The Kerbango website promises
to monitor the signal quality and re-
liability of the streaming sites, post-
ing only those that prove to be re-
liable at the time the site is scanned.

A mock-up of the Kerbango receiver

Users can also store their favorite
stations and preferred content.

But it’s the Kerbango radio re-
ceiver that’s expected to generate the
most talk. Users will not need a
computer in order to hear streaming
media broadcasts currently available
on the web. With just an electrical
outlet and a phone line, they’ll be
able to hear anything from local sta-
tions to the personalized, Internet-
only stations that are now coming
into vogue. It features a built-in
browser that goes to the Kerbango
site and a minimum number of but-
tons for selecting stations.

A price for the device hasn’t
been announced.

Clear Channel’s KURR-FM/Salt
Lake City has promoted Andre
Zamparelli to PD. He adds the post
to his Director/Creative Services du-
ties for the Classic Rock station.

“Andre will continue to oversee
Creative Services,” KURR GM Tom

Fees
Continued from Page 3

the agency is automating its filing
systems.
Then Why Pay It?

The FCC is also apparently hav-
ing difficulty collecting the fines it
levies on licensees, such as those for
indecency, EAS and other violations
committed by broadcasters. The
commission says that by the end of
1998, $15 million in civil penalties
had gone uncollected. In fact, offi-
cials estimate, 75% of those fines
won’t be paid. But the GAO said
that, due to accounting errors, that
assessment is unreliable.

The commission’s *“forfeiture or-

Zamparelli Adds PD Duties At KURR/SLC

Sly tells R&R. “He’s very talented,
so we’ll see if he can hold down
both jobs and still get in his 18 holes
of golf in the morning”

Zamparelli joined the KURR
team following a stint at KKLZ/Las
Vegas.

ders” are often ground under the
wheels of justice as well. When a
licensee doesn’t respond to one of
the notices, the case is often re-
ferred to the Justice Department for
a “trial de novo,” in which, accord-
ing to the GAQ, “the validity of the
underlying FCC order would be at
issue.” From October *97 to Febru-

ary "99 12 cases totaling more than |

$5.8 million were handed to the
DOJ.

This means, legal experts say,
that the DOJ would have to obtain
a court order to collect from the lic-
ensee. However, the DOJ almost
never does so.

FCC Managing Director Andrew
Fishel refused to speak with R&R
for this story.
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EXECUTIVE ACTION

Landers Joins Walt Disney Records As SVP/A&R

Walt Disney Records has tappedJay Landers as §
its new Sr. VP/A&R. Based in Los Angeles and §
reporting to Walt Disney Records Worldwide President |
Russ Bach, Landers will oversee the company’s A&R

department.

“I am thrilled to welcome Jay to our team,” Bach said.
“His impressive track record will be an asset to the
label as we continue to build onWalt Disney Records’
identity in the industry as the home for quality, family-

oriented music.”

Landers was most recently Sr.VP/A&R at EMI (Sec-
tor) and Angel Records, having joined that company in

Landers

1994. Between 1984-94 he was Sr. VP/A&R at Sony
Music.
tures, as well as other Clear Chan-
sﬂi’mf fs nel competitors like Citadel, Infinity

Continued from Page 1

one in Miami and four in Phoenix. The
markets range all the way from No.
2 Los Angeles to No. 221 Wheeling,
WV. Of the 107 stations listed, 65 are
AMFM or Capstar stations.

The sell-off is seen as a boon for
anindustry that has become increas-
ingly consolidated in the top 25 mar-
kets. Very rarely do big-market sta-
tions become available, and most
people expect radio groups from In-
finity Broadcasting down to tiny
NextMedia Group to make a play for
stations.

"[Clear Channel} is going to hear
from everyone — from the blue-chip
company to the local car dealgr," said
Star Media broker Paul Leonard.

The merger has already had an
effect on one deal: Entercom Com-
munications, which must divest at
least three stations in Kansas City
because of the purchase of Sinclair’s
radio group, put its divestiture plans
on hold after hearing about the
merger.

Entercom was ready to pull the
trigger on one of two deals for
KCMO-AM & FM & KCFX-FM/Kan-
sas City — one a swap deal, the
other a cash deal — when the
AMFM-Clear Channel merger threw
all the plans into a holding pattern,

said Leonard, who is Entercom’s bro-

ker on the deal. Now Entercom is
also looking into a swap with Clear
Channel for assets in other markets.
Clear Channel CEQ Lowry Mays has
said he would like to swap assets
where possible.

Entercom told its employees last
week about the planned divestitures.
KCMO-AM & FM and KCFX control
about 18% of the market and gener-
ate about $17 million in revenue. If
that's all Entercom deals in the mar-
ket, the company would still own
KKGM-AM, KMBZ-AM,WDAF-AM,
KCIY-FM, KQRC-FM, KUDL-FM,
KXTR-FM & KYYS-FM.

Other Buyers

Clear Channel doesn't expect to
close the merger with AMFM until the
end of 2000, but between now and
then it expects to sell off at least $3
billion worth of stations. Clear Chan-
nel is handling the divestitures in-
house, not hiring a broker or invest-
ment house to find buyers, accord-
ing to brokers.

Analysts expect minority groups
like Radio One and Hispanic Broad-
casting to benefit from the divesti-

and Cumulus Media.

Radio One seems to be in a good
position to pick up valuable stations.
Almost 16% of the stations being
divested are Urban-formatted,
which would appeal to Radio One.
Another 16% are Rock, 13% are
News/Talk or Sports, and Country
and Oldies stations make up an-
other 11% each.

Radio One President Alfred
Liggins, who has a copy of the pro-
spective divestiture list, said he
would love to buy Clear Channel
spinoffs, particulady in Los Ange-
les. Radio One currently owns no
stations west of the Mississippi
River.

“We are interested in a lot of
[Clear Channel stations], but we
have no deal in the works,” Liggins
told R&R. “We-do-expect to be taik-
ing with Clear Channel and will move
as fast as their timing dictates”

According to Prudential Securi-
ties' analysis of the splnoffs, Radio
One is expected to pick up stations
in Los Angeles (though stations
there may be too expensive), Miami,
Cleveland, Orlando and Richmond.
Those markets are places where
Radio One either has holdings or
would like to expand because of a
large target audience, Prudential's
William Lerner told R&R.

Infinity, Clear Channel’s major
competitor, is expected to go after
any station available in the top 50
markets where Infinity is not already
at the ownership limit. Infinity has
stations in 35 of the top 50 markets,
but would be unable to add stations
in many of those markets because
of ownership restrictions. ABC could
also add stations to clusters in ma-
jor markets.

Citadel, another prospecfive
buyer, could be interested in mar-
kets such as Allentown, Harris-
burg, Greenville-Spartanburg,
Providence and Shreveport, LA.
Cumulus, always an acquisitive
company, would probably look to
pick up stations outside of the top
50 markets, such as Shreveport.
Cumulus Exec. Chairman Richard
Weening said his group is review-
ing a list of possible divestitures
“for stuff that might make sense for
us. My partner, Lew Dickey, Is
actively studying for potential over-
laps. He is in direct communica-

" tion with the principals.”

R&R Washington Bureau Chief Jef-
frey Yorke contributed to this story.

i
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WHSL/Greensboro
Hires Huff As PD

WUSY/Chattanooga, TN PD
Chris Huff has been named PD of
Country WHSL/Greensboro.
He’ll start Nov. 1 and succeed
Brian Landrum, who left in August
and recently became PD of
WDDD/Marion-Carbondale, IL.

“The opportunity to work at a
legendary station like WUSY has
been tremendous,” Huff told R&R.
“While I certainly would have liked
to have had a longer tenure here,
the opportunity to program in a top
50 market at a great station like
WHSL doesn’t come up very often.
After weighing all the options, I felt
it was an opportunity I had to take.”

Huff arrived at WUSY as PD
nine months ago after three years as
MD/nighttimer at WIVK/Knox-
ville. He also spent four years at
KPLX/Dallas, where he was MD/
middayer when he left. His last day
at WUSY is Oct. 22.

Giant
Continued from Page 3

said, “‘Spending 10 minutes with a
man like Doug — hearing what he
has in mind and where he’s going
with the music — made this deci-
sion an easy one. I was blown away
by his plans for Giant and wanted
to be a part of its future.”

Brown was Curb’s Sr. VP/Pro-
motion prior to becoming a Sr.
Consultant with the label last April.
He has named former Curb Direc-
tor/National Promotion Fritz
Kuhlman to Giant/Nashville’s Di-
rector/National Promotion post.

Kuhlman told R&R, “I'm really
excited to be working once again
with a true professional like John
Brown. It’s very exciting to be
working with Doug Johnson in
building and creating some won-
derful music and artists and further

Newsbreakers

Music Producer Evan Hosie.

SRR TR
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RCA’s teen sensation Christina Aguilera (I) recently chatted live with
her fans on America Online, answering questions like “How do you keep
your bellybutton in shape?” Aguilera hops offline for this pic with AOL

ST

} Radio One’s WDYL/Richmond Goes Al.

To the tune of Orgy’s cover of New Order’s “Blue Monday,” the Alter- |
native format returned to the Richmond market for the first time in al-
most a year when Radio One flipped WDYL-FM to “Y 101, Richmond’s
New Rock Revolution” on Monday (11/11) at 6:30pm. The suburban sig-
nal (licensed to Chester, VA) had been airing a Christian format, but it
went dark in July. The WDYL launch is being overseen by OM J.D.

[

Kunes.

“We had just finished a massive strategic study. We saw a hole in the
market, and we wanted to fill that hole,” Kunes told R&R. “The mid-
teens to late-20s cell was not being served. We saw the opportunity and

wanted to capitalize on it.”

WDYL currently is running only music and imaging pieces. “There will
be a decision on jocks at some point,” explained Kunes, “but the goal
was to get the station up and running for the fall book.”

developing Giant’s established art-
ists. Taking Clay Walker and The
Wilkinsons to the next level is an
exciting opportunity for all of us.”
Kuhlman spent 11 years in
Country radio and was PD of
Country WKCQ/Saginaw, MI in
February "93 when he entered the
record business as Manager/Mid-
west Regional Promotion for Curb.
He was elevated to Director/Na-
tional Promotion in January "99.

Giant/Nashville’s regional pro-
motion team includes former
Decca Northeast regional Lee
Adams (Northeast), former Atlan-
tic Director/National Promotion
Larry King (Southeast) former
Giant-Reprise Southwest regional
John Trapane (Southwest), and
former Curb West Coast rep Dick
Watson (West). Continuing as
Giant’s Promotion Coordinator is
Tracy Collins.
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McCain

Continued from Page 3
playing field between small-business
owners and corporate CEOs try-
ing to purchase a telecommunica-
tions business. This industry rep-
resents the future of our nation.
We must ensure that all Ameri-
cans have the opportunity to be a
part of that future.”

Burns added, “Telecommunica-
tions plays a vital role in our soci-
ety by closing distances, both geo-
graphic and cultural. We need to
make sure no one is left behind dur-
ing the ongoing communications
revolution, and- the best ways to do
this are cutting red tape and provid-
ing incentives.”

Last month Pete Belvin, the
Commerce Committee counsel and
former aide to now-retired FCC
Commissioner James Quello, told
those in attendance at the National
Association of Black-Owned
Broadcasters convention that the
bill is intended to “get individuals
into the industry who have not been
able to get in and keep them there.”

Belvin, who is credited with
being the plan’s chief architect,
acknowledged that the bill won’t

be the answer to all the prayers
from would-be owners in the mi-
nority community, but it’s the best
single offering since the old tax
certificate law expired nearly five
years ago.

The legislation drew immediate
prais¢ in Washington. FCC Com-
missioner Michael Powell said the
proposal “correctly recognizes that
promoting new entry into this in-
dustry will further its vitality and
benefit all Americans. It recognizes
there is room in this industry for
small and large players, and it sets

the stage for greater participation
by many who have traditionally
been left out.” ’

NAB President/CEO Eddie Fritts
also embraced the proposed legis-
lation: “The broadcasting industry
has long supported measures to
bring new entrants into the ranks of

- broadcast owners, and we strongly
support early enactment of the
McCain-Burns bill.”

To date, no companion legisla-
tion has been introduced in the
House, according to McCain
spokeswoman Nancy Ives.

02K

Hits_{ltlantic’s Shores

Ready to tour for their new album, Q2K, veteran rockers Queensryche
swung by the N.Y. headquarters of their new label, Atlantic. Smiling in
silent lucidity are (I-r) manager Ray Danniels, Atlantic co-Chairman/
co-CEO Val Azzoli, Queensryche vocalist Geoff Tate, Atlantic co-Chair-
man/co-CEO Ahmet Ertegun and bandmembers Michael Wilton and
Soott Rockenfield.
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UPDATE

Roberts Appointed OM For Cumulus/Toledo

FormerWWWW/Detroit PD Tim Roberts has been named to the newly
created post of OM for Cumulus/Toledo, which includes Country WTOD-
AM &WKKO-FM, Rock WBUZ-FM, Oldies WRQN-FM, CHR/Pop WTWR-
FM, Hot AC WWWM-FM and Classic Rock WXKR-FM. :

“This is truly a great operation,” Roberts told R&R. “Market Manager
Clyde Roberts has been here over 20 years and has done a great job of
building the properties. Now Cumulus has acquired more and created a
wonderful cluster. All of the stations have great PDs and formats, and I'm
looking forward to helping the cluster grow to even greater heights

Roberts was PD atWWWW when it dropped Country a month ago (R&R
9/10). He has also worked in programming at KSAN/San Francisco, KDRK/
Spokane and KHAK/Cedar Rapids, |A.

Tucker Named RCA/Nash. Dir./Mid-Atlantic Promo

S uzette Tucker has been elevated to Director/Mid-Atlantic Regional
Promotion for RCA/Nashville. She moves up from the Manager/
Mid-Atlantic Regional Promotion post,

The five-year RCA staffer told R&R, “I'm honored that RCA has the
confidence to allow me the opportunity of moving up in this company. I'm
really happy to be here”

Prior to joining RCA/Nashville, Tucker was Director/National Promotion
for independent Marco Promotions.

Moberly: Mercury/Nashville Dir./NE Reg. Promo

amon Moberly has been elevated to Director/

Northeast Regional Promotions for Mercury/
Nashville. He was most recently Manager in the de-
partment.

Label Sr.VP/GM John Grady commented, “Damon
has shown us everything we needed to see in orderto |
make him part of our future. He is a natural-born pro-
motion man, and we are extremely lucky to have him §
on the Mercury team.”

Prior to joining Mercury/Nashville in October '38,
Moberly was PD/MD for WVLK/Lexington, KY.

Moberly

Radio Disney Debuts On KQMQ-AM/Honolulu

ew Wave Broadcasting has dropped KQMQ-AM/Honolulu's fongtime

simulcast of CHR/Rhythmic sister KQMQ-FM in favor of ABC Radio’s
nationally syndicated Radio Disney children’s format. The change, which
occurred Wednesday morning (10/13), gives Radio Disney its 46th market
and islandwide coverage in Hawaii

New Wave Director/Sales Mark Haworth will oversee KQMQ, which
will be known as “Radio Disney Honolulu” He told R&R, “I'll primarily serve
in a sales capacity and on the promotion end of the station, and we will be
hiring a promotions person/Radio Disney DJ to do ail of our on-air and on-
site promotions. That person will serve as the voice and face of Radio
Disney Honolulu?”

When asked why the company had selected Radio Disney as the new
format for its lone AM property, Haworth explained, “The top two visitor
destinations for Hawaiians are, in order, Las Vegas and Disneyland. Radio
Disney is a natural match for Hawaiians, and ’'m surprised its debut didn’t
happen sooner. It's unique — something different that is the answer to hav-
ing a station with no shock jocks. its marketability is way up there on the
scale, and we are looking for eight signature sponsors to be part of our
opening hoopla.” Haworth said those sponsors include fast-food and full-
service restaurant chains and large retailers.

Ridenour

Continued from Page 1
necessary leadership enabling this
growth to continue.”

Ridenour most recently was Sr.
VP/Black Music, a post he had
held since 1997. Between 1995-97
he was VP/R&B Promotion. He
joined the label in 1993 as Sr. Di-
rector/R&B Promotion. Prior to
that he served as West Coast Pro-
motion Manager and National Di-
rector/Rap Promotion for Capitol
Records. He was also co-President

of his own record company, Main-
frame Records.

“Mr. Davis’ great vision and.
leadership have created the atmo-
sphere that has enabled me to flour-
ish and grow over these past seven
years,” Ridenour noted. “I appreci-
ate the responsibilities he has en-
trusted me with and am honored by
the respect he has shown me
through this promotion. I look for-
ward to continuing our tremendous
run as we move into the new mil-
lennium.”
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Quick! &
Next to the weather, what are your listeners
~ most interested in?

It’s food!
Eating healthy is a national obsession
and Total Nutrition News will help your listeners eat
right. Breaking news, diet tips, facts and ideas to help
listeners of all ages stay healthy and strong.
No fads, no cure-alls, no weird science. just solid
~ infarmation explained by leading experts.
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® DAN LARKIN joins Impact Target
Marketing as a National Marketing Con-
sultant. He was formerly Sr. Dir./Affili-
ate Sales for Westwood One.

National Radio

® WESTWOOD ONE joins with MTV
RADIO NETWORKS to present The
Beastie Boys in concert. The one-hour
program was recorded live in Glasgow,
Scotland in May and airs Nov. 19-21
as part of the MTV Radio Network Con-
cert Series. Contact Telly Wong; (212)
641-2057.

® MJI BROADCASTING presents a
two-hour interview with Naomi and
Wynonna Judd, to air Oct. 18-24;(212)
896-5333.

Also from MJ!: Home for the
Holidays, featuring songs and holiday
reminiscences from country stars, to
air Nov. 22-28. Available on CD; (212)
896-5333.

® THE JUDY JARVIS SHOW will be
refed nightly by ABC sateliite services
beginning Nov. 1. The show, hosted by

Judy and Jason Jarvis, airs Mon.-Fri. |

noon-3pm ET; the refeed will be from
7-10pm ET. Contact Deb Shillo; (860)
242-7276.

® INTELLIGENT LIFE CORPORA-
TION launches Cost of Life, one-minute
weekly consumer reports. Contact
Christy Heady; (561) 630-2306.

® TALK AMERICA RADIO NET-
WORKS launches JudiWorld, a talk
show hosted by Judi Papareli, airing
Mon.-Fri. 9pm-midnight ET. Also from
Talk America, Winning on Wall Street,
hosted by Mark Mandel and airing
Mon.-Fri. 2-4pm ET. Contact Stanley
Hurwitz; (781) 828-4546.

& CD RADI!O announces the addition
of National Public Radio’s Car Talk,

hosted by Tom and Ray Magliozzi, toits
| program lineup. CD Radio will broadcast
[ the weekly show on one of its two NPR-

produced channels and will use archived
CarTalk programs on several of its other
nonmusic channels.

Records

® BONNIE STACY
joins SouthWest Al-
bum Network as an |
associate. Her last
position was as the
Dallas rep for |-
Elektra Entertain- |
ment.

® JEFF HAR-
GROVE rises to
VP/Gospel at CGi
Records. He was
formerly Nat'l Dir./
Promotion.

Hargrove

® NANCY TAYLOR is appointed VP/
Business & Legal Affairs at Arista
Records. She has spent the last three
years in private entertainment law prac-
tice.

® LISA CRANE is |
named CEO for
Soundbreak.com.
She is a former VP
of NBC interactive.

BirrHs

AMFMi N.Y. internet Content Dir.
Craig Zimmerman, wife Maryann,
daughter Abigail Rebecca, Sept.
24,

KKMG-FM/Colorado Springs
PD Bobby Irwin, wife Kris, daugh-
ter Jennifer Marie, Sept. 15.

ConNDOLENCES

Legendary WQAM/Miami PD
Jim Dunlap, 63, Sept. 28.

Legendary vibraphonist Miit
Jackson, 76.Oct. 9.

® CHRISTA DAHLANDER joins the
RAB asVP/Communications. She was
most recently Dir./Marketing for Media
Sports Partnership.

® BROADCASTSPOTS.COM, an
Internet media buying and selling ser-
vice, appoints an advisory council to
meet monthly. On the council are West-
ern International Media SVP Jane
Lawrence and Sr. Buyer/Supervisor
Kelly Seaton, TN Media VP/Broadcast
Acc’t Mgr. Gigi Doubek and Hambrick
& Assoc. President Paula Hambrick,
among others.

Products & Services

® TRF PRODUCTION MUSIC LI-
BRARIES introduces the Stock Pro-
duction Music Library. The first 13CDs
in the series are now available; among
the categories are Motivational, High
Energy, Sports/Action and Celtic; (800)
899-6874.

® MJl BROADCASTING announces
the Millennium Kit production package,
featuring historic audio bites and clips
from radio, films and TV shows. Scripted
news items and audio for the top sto-
ries of each decade are included, as
well as an audio and cuitural reference
guide. The package is available for bar-
ter; (212) 896-5333.
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Radio: Westwood One relocates its
New York office to 40 W. 57th St.,

News/Talk: David Tyree picks up
the 9-11am slot at WIBO-AM/Baton
Rouge, LA ... Chip Franklin joins
WBAL-AM/Baltimore for 9am-
noon.

5th Fl., New York, NY 10019; (212) .

641-2000, fax: (212) 641-2155 ...
Right-Turn Radio is now known as
‘Wright Broadcasting and has a new
address: P.O. Box 320, Hale Center,
TX 79041; (806) 839-1183; fax:
(806) 839-1185.

National Radio: The Cable Radio
Network launches the all-music
CRN2 and News/Sports/Talk CRN3
satellite services.

Country: Nighttimer Rick
McCracken moves up to after-
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Oldies: WOCQ/Salisbury-Ocean
City, MD morning man Yo Sunny
Joe adds weekends at WEJM/Phila-
delphia.

Rock: The Locker Room, hosted by
Craig Carton and Marc Stout, de-
buts on KBPI-FM/Denver.

“Records: Marni Konner rises to
Dir./Artist Tour Development for
Atlantic Records ... Rachel Mintz
is named Product Mgr. at V2
Records ... Dominic Pandiscia is
appointed Nat’l Sales Dir. for Vir-

e e e e R it

H allas-based music production company TM Century will supply Armed
i Forces Radio with its weekly HitDisc product, TM Century announced
last week. Earlier this year TM Century CEO David Graupner said he was
listening to offers to buy out the company. Last week he told R&R that he’s
had discussions with about six companies, but is not making any moves in
. the near future. “There’s nothing on the horizon right now;” he said.

TM Century Inks Armed Forces Radio Deal

0

gin Records America; Paul Babin
is tapped as Nat’l Sales Dir./East
Coast; and Sue Naramore joins
as Dir./Product Mgmt. ... Steve
Smith is appointed Nat'l Media
Mgr./Jazz & World Music for
BMG Classics ... Kim Biggs is
tapped as Art Dir. for Maverick
Recording Co. Akitoshi
Nakata is elevated to VP/Walt
Disney Records, Japan ... Max
Gousse segues to Sr. Dir/A&R,
Urban Music for Epic Records ...
Jim Campbell is named VP/Int’l.
Mktg. for RCA Records; Kenetta
Bailey becomes Sr. Dir./Product
Development ... Verve Music
Group names Don Malter VP/Fi-
nance & Administration; Jason
Olaine becomes A&R Mgr. ...
Mark Flaherty is upped to Dir./
Catalog Development for Zomba
Label Group ... Andrea Craig is
promoted to Process Mgr. at
Rhino Records; Lynn Heisel
joins as New York Sales Mgr. ...
Veronica Gonzalez segues to VP/
Product Development for
Caliente Entertainment ... Bill
Waddell is appointed Assoc. Dir./
Business & Legal Affairs at MCA
Records ... Shannon McSweeney
joins Artemis Records as Mgr./
Artists & Repertoire ... Monica
Seide rises to Publicity Mgr. at
Warner Bros. Records ... Tabari
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NATIONAL
RADIO
FORMATS

ABC RADIO NETWORKS
(972) 991-9200

- Classic Rock

Chris Miller
No Adds

Hot AC |

Steve Nichols
STING Brand New Day
SARAH MCLACHLAN Ice Cream

Starstation

Peter Stewart
SAVAGE GARDEN | Knew | Loved You

Touch

Ron Davis
MARY J. BLIGE Deep Inside

ALTERNATIVE PROGRAMMIN
Steve Knoll » (800) 231-2818
. Gary Knoll

STONE TEMPLE PILOTS Down

OUR LADY PEACE Dne Man Army

8STOPS7 My Would-Be Savior

CROSBY, STILLS, NASH & YOUNG No Tears Left
SHANNON CURFMAN True Friends

Alternative

STONE TEMPLE PILOTS Down
OFFSPRING She's Got Issues

CHR/Hot AC

LFO Girt On TV
SMASH MOUTH Then The Morning Comes

Mainstream AC
SMASH MOUTH Then The Morning Comes

Lite AC

SHANIA TWAIN Man! ( Feel Like A Woman
SUGAR RAY Someday
SIXPENCE NONE THE RICHER There She Goes

NAC
KIM WATERS Secrets Told
SPECIAL EFFECTS Bella

uc

DR. DRE Still D.R.E.
K-Cl & JOJO Fee Fie Foe Fum
JA RULE How Many Wanna

e A
Ca R S N S O R e P S P i .

BROADCAST PROGRAMMING
Walter Powers * (800) 426-9082

Mike Bettelli
No Adds

Mainstream AC

Mike Bettelli
SHANIA TWAIN Man! | Feel Like A Woman

| RADIO ONE NETWORKS

Soft AC

Mike Bettelli
No Adds

CHR

Josh Hosler

BLESSID UNION DF SOULS Standing At The Edge Of The..
KIO ROCK Cowboy

LFO Girl On TV

Hot AC

Josh Hosler
SPLENOER Yeah, Whatever
SARAH MCLACHLAN Ice Cream

Urban Contemporary

Josh Hosler
KEVIN EDMONOS 24/7
MONTELL JORDAN Get It On Tonite

Alternative

Teresa Cook

No Adds

JONES RADIO NETWORK

Jon Holiday » (303) 784-8700

Rock Classics

Rich Bryan
No Adds

Adult Hit Radio

JJ McKay
ROBBIE WILLIAMS Angels
TLC Unpretty

Soft Hits

Rick Brady
98 DEGREES | Do (Cherish You)

et S S e

Tony Mauro » (970) 949-3339

Hot AC

Yvonne Day

EURYTHMICS 17 Again

SHANIA TWAIN Man! | Feel Like A Woman
COUNTING CROWS Hanginaround
ROBBIE WILLIAMS Angels

Steve Leigh

GARBAGE The World Is Not Enough
SEMISONIC Delicious

STROKE 9 Little Black Back Pack

e R

WESTWOOD ONE RADIO NETWORKS
Charlie Cook » (805) 284-9000
Bob Blackburn

Aduit Rock & Rell
Jeff Gonzer

No adds

Soft AC

Andy Fuller

No adds

Bright AC

Jim Hays
STING Brand New Day

Sturdivant becomes Mgr. A&R/
Rap for Jive Records.

Industry: William Keck joins
Chancellor Marketing Group as
Creative Director ... Liz Skoler
segues to MTV as VP/Law &
Business Affairs; John Lynn Jr.
rises to VP/MTV Animation ...
Eric Hinkle is appointed CEQ at
ETM Entertainment ... Syndi-
cated Solutions names Matthew
Yancey Regional Marketing Dir.
... Michael McCulloch is ap-
pointed Sales Mgr. for CartWorks

... Ron Broitman is elevated to
Dir./Film & Television Music for
BMG Songs ... Muslima Lewis
rises to General Counsel for Al-
liance Entertainment ... Mick
Brigden, Arnie Pustilnick and
Bill Graham Present purchase
Bill Graham Management ...
Universal Music Publishing
Group will hold its first Interna-
tional Conference Oct. 19-22 in
Newport Beach, CA ... Dave
Allen joins EMusic.com as Dir./
Content; Stan Layton is named
Dir./Sales & Mktg. Development.
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olling Stone profiles the mul-

tiplatinum country act The
Dixie Chicks. While bandmember
Natalie Maines admits the group
still have to prove themselves con-
stantly despite their success, radio
programmers and country mag-
nates alike gush over the Chicks’
potential. “When | think of them, |
think of people like Willie Nelson
and The Judds and Garth Brooks,
who have taken something, built on
it and created something new,”
says Kyle Young, Director of the
Country Music Hall of Fame and
Museum. “When that happens, it's
almost an assurance that they’ll
have fongevity”

WCTQ/Sarasota, FL PD Rob
Carpenter believes the group's
follow-up, Fly, has six or seven hit
singles on it, and he is particularly
excited about the somewhat racy
song, “Sin Wagon."“That song has
frightening potential. If Alternative
and pop radio do not play that one,
it may turn the fortunes of Country
radio around.

Nudist Priest

Pamela Anderson and on-again-
off-again hubby Tommy Lee are
planning a beachfront millennium
wedding at the stroke of midnight.
The catch? The couple and their
guests will all be nude. “It's going to
be very spiritual,’ says Pam.“It's go-
ing to be a blast!” clarifies Tommy
(National Enquirer).

Sounds Of Silence

“There’s so little music around
that’s got any soul in it” — Death
In Vegas’ Richard Fearless lets
his positivity shine through (Alter-
native Press).

“Not only are the biggest-selling
albums not necessarily the best; in
most cases they’re the worst” —
Chris Cornell hopes his new al-
bum tanks (Alternative Press).

THE SCIENCE OF DINGS — ‘it
was a case of taking the time to
experiment. And experimenting
was like smashing your head
against a brick wall until you find
a wall that doesn’t hurt” — Bush
guitarist Nigel Pulsford explains
the “brainstorming” that led to their
new album, The Science of Things
(Alternative Press).

Lo-Cal Vocal

Madonna and Sheryl Crow, fol-
lowed by Lauryn Hill and Joan
Jett, top muscle mag Flex's “Top
10 Female Hardbodies of Music”
(Entertainment Weekly).

Rapper Eve recognizes the chal-
lenges facing women in hip-hop: “To
be accepted as a female as an MC.
That's always going to be it. It's like,
‘Eve can rhyme, but iook at her ass™
(Rolling Stone).

Aguilera’s Ascension

Rolling Stone uncorks the life
around “Genie in a Bottle” singer
Christina Aguilera by talking to
reiatives, record execs and, natu-
rally, the teen queen herself. Be-
sides admitting a current crush on
Eminem, Aguilera gets all deep
like a philosophy major or some-
thing: “I think that I'm eccentric. I'm
a really deep thinker. It's weird.
Sometimes I'lt have daydreams of
just floating and changing my body
into all these different shapes, like
a cloud but more beautiful, and fly-
ing around the world like an angel,
hovering and watching people.
When I'm having a hard day, | ex-
plore me and this whole imaginary

Wide Web sites, cool cyberchats

Show Prep

Hot new music-related World

se8

and other points of interest along
the information superhighway.

* Unleash the Superbeast
from within and type your talk to
Rob Zombie on-Monday (10/18)
at 8pm ET/5pm PT (www.rock-
online.com).

e L ater Monday evening drink
some pork soda and chat away
with Primus at 10pm ET/7pm PT
(www.twec.com).

* OnTuesday (10/19) at6pm ET/
3pm PT chat with master strum-
mer Kenny Wayne Shepherd
(launch.com).

¢ Also Tuesday at 9pm ET/6pm
PT log on to a live discussion
with '70s funk rockers War (www.
twec.com).

* Wanna talk to members of
Yes? Of course the answer is yes!
Do so on Wednesday (10/20) at
9pm ET/6pm PT (HOB.com).

* Munch on some Mars Bars,
Kit-Kats and Twix and talk to
Mandy Moore about her debut
single, “Candy,” on Thursday
(10/21) at 7:30pm ET/4:30pm PT
(www.twec.com). §

s
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CURRENT
AMERICAN BEAUTY (DreamWorks/SKG)

Featured Artists: ELLIOTT SMITH, FOLK IMPLOSION, EELS

SUPERSTAR (Jellybean)

Featured Artists: THE GO-GO’S, NIGHT RANGER, DONNA SUMMER

BLUE STREAK (Epic)

Singles: JAY-Z Girls' Best Friend

‘SO PLUSH #/JA RULE Damn (Should've Treated U Right)
Other Featured Artists: TYRESE {/HEAVY D, FOXY BROWN,

KELLY PRICE
DRIVE ME CRAZY (Jive)

Single: BRITNEY SPEARS (You Drive Me) Crazy
Other Featured Artists: JARS OF CLAY, MATTHEW SWEET,

BACKSTREET BOYS

TARZAN (Walt Disney Records)

& ELVIS COSTELLO

T

THE BEST MAN (Columbia)

FOR LOVE OF THE GAME (MCA)
Single: JOAN OSBORNE Baby Love
Other Featured Artists: LYLE LOVETT, VINCE GILL, TRISHAYEARWOOD

Single: PHIL COLLINS You'll Be I My Heart

AUSTIN POWERS: THE SPY WHO SHAGGED ME (Maverick)
Single: LENNY KRAVITZ American Woman
Other Featured Artists: BIG BLUE MISSILE, BURT BACHARACH

COMING

THAT'S THE WAY | LIKE IT (RCA Victor)
Featured Artists: OCTOBER CHERRIES, ZUL, JAI

Single: THE ROOTS fJJAGUAR What You Want
Other Featured Artists: ERIC BENET, MAXWELL, ALLURE

e LIGHT IT UP (Yab Yurm/Elektra)
Singles: DMX Catz Don't Know
MASTER P Light It Up

Other Featured Artists: JA RULE, 112, 'N SYNC

JAMES BOND: THE WORLD IS NOT ENOUGH (Radioactive/MCA)

Single: GARBAGE The World Is Not Enough

END OF DAYS (Geffen)

Single: GUNS N’ ROSES Oh My God
Other Featured Artists: KORN, ROB ZOMBIE, CREED

“Music & Movies” lists current and coming film soundtracks according to box-
office standing, as well as singles appearing on R&R's format charts and other
featured artists. To submit soundtracks for inclusion in this column, contact R&R
Associate Editor Frank Correia at (310) 788-1658; fcorreia @ rronline.com.
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MONDAY, OCTOBER 25

1964/The Rolling Stones appear on The
Ed Sullivan Show for the first time.

1980/Former Jefferson Airplane mem-
ber Paul Kantner suffers a stroke,
from which he fully recovers.

1991/Fillmore East/West founder and
promoter Bill Graham dies in a

Born:K.K. Downing (Judas Priest) 1951,
Simon Le Bon (Duran Duran) 1958

THURSDAY, OCTOBER 28

1977/Warner Bros. releases The Sex
Pistals’ first album, Never Mind
the Bollocks, Here's the Sex Pis-
tols, in the U.S. four days prior to

1982/Paul Weller informs the media the
Jam are dishanding.

1990/Guns N’ Roses lead vocalist Axl
Rose is arrested in Hollywood, CA
for allegedly assaulting a neighbor
with a bottle.

1995/David Bowie, Pink Floyd, The Vel-
vet Underground, Jefferson Air-
plane and Giadys Knight & The

Bowie’s Fountain Siderof m Brain” helicopter crash virgin's UK. release. Pi lected to the Rock and
y brain. . el I 1988/U2 receive a gold medal from the il R
Of Youth Born:the late Minnie Pearl 1912, Jahn city of Madrid for thelr work on Roll Hall of Fame.

“If you embrace the natural pro-
cess of aging, you will stand a
much better chance of retaining a
visceral energy about life itself. If
you're pining for youth, | think it pro-
duces a stereotypical old man be-
cause you live only in memory. You
live in a place that doesn’t exist” —
David Bowie reveals the secret of
eternal youth (Gear).

Little Respect

Entertainment Weekly talks with
Kid Rock’s sidekick Joe C., whose

Hang The DJ?

Time examines the rise of the DJ's
role in rock bands, citing Sugar
Ray’s DJ Homicide and Limp Biz-
kit's DJ Lethal, among others, as
examples of vinyl-scratchers who've
become full-fledged bandmembers.
Some, like multi-instrumentalist
Moby, are skeptical of the merging:
“I think being a deejay is a creative
act, but | have a hard time seeing
it as a musical act. | see a good
deejay as being a really amazing
technician as opposed to being a
musician.”

Bl

Anderson (Yes) 1944

TUESDAY, OCTOBER 26

1978/At Boston's Rathskeller Pub, The
Palice make their U.S. debut.

1986/Dire Straits frontman Mark Knop-
fler is hospitalized with a collar-
bone fracture following an Austra-
lian Grand Prix accident.

1992/Jahn Fogerty and wife Julie be-
come parents to son Jason Tyler.

1993/Pearl Jam establish a new record
by selling 950,000 copies of their
album Vs. during its first week of
release.

Born:the {ate Mahalia Jackson 1911,
Keith Strickland (The B-52's)

Rattle and Hum.
1996/81ash exits Guns N’ Roses.
Born:Charlie Daniels 1936, Stephen
Marris (Joy Division/New Order)
1957

FRIDAY, OCTOBER 29

1971/Allman Brothers Band guitarist
Duane Allman, 24, is killed in a
motorcycle accident.

1976/In his Graceland Mansion studio,
Elvis Presley records his last
track, “Way Down.”

1990/The Byrds, lke & Tina Turner, Wil-
son Pickett and John Lee Hooker
are inducted into the Rock & Roll

Another version of ‘Fame’
_for David Bowie.

1997/ After 17 years with R.E.M., drum-
mer Bill Berry retires. The band
continues without him.

| Born:Grace Slick 1939, Gavin Rossdale

diminutive stature is due to the di- Beverly Hills Cop IV: 1953, Natalie Merchant 1964 . Hall of Fame. (Bush) 1967
estive disorder celiac disease. C. z P 1996/Notorious B.1.G. and Faith Evans |
il soon begin work on his own al- Michael's Story WEDNESDAY, OCTOBER 27 become parents to son Christo- | SUNDAY, OCTOBER 31

bum, Enquiring Size Wants to Grow.
“I know it's been hammered home
a million times, but I'm not a f—king
midget. | don't even care at this
point. I've said it, so I'm not gonna
say it anymore. And | used to be
hooked on phonics, but now I'm
hooked on chronic”

The Beverly Hills Police officer
who arrested George Michael for
lewd behavior has filed a $10 mil-
lion lawsuit against the singer for
mocking him in a video and for ac-
cusing him in interviews of entrap-
ment-(Rolling Stone).

— Frank Correia

Each week R&R sneaks a peek through the nation’s consumer

%&

1964/Sonny & Cher commence a 10-year
marriage.

1986/After completing one song at an
English concert, The Smiths’ Mor-

rissey is injured by an object |

thrown by a fan and promptly can-
cels the show.

1988/ A Detroit court finds Chico De-
Barge and his brother guilty of
cocaine trafficking and suggests
life imprisonment.

pher Wallace.

Born:Denny Laine (ex-Moody Blues/
Wings) 1944, Kevin DuBrow (Quiet
Riot) 1955

SATURDAY, OCTOBER 30

1970/Doors frontman Jim Morrison is
sentenced to six months in prison
and fined $500 for exposing him-
self during a Miami concert.

1972/Elton John becomes the first per-

1968/The MC5 record their first album,

Kick Out the Jams, live at Detroit's
Grande Ballroom.

1993/Tupac Shakur is arrested in Atlanta

. for allegedly shooting two off-duty

police officers. Also ... Blind Melon

lead vocalist Shannon Hoon is ar-

rested for public nudity and urina-

| tion during a Vancouver concert.

Born:Larry Mulien Jr. (U2) 1961, Johnny

| Marr (The Smiths/Electronic)

1963, Adam Horovitz (The Beas-
tie Boys) 1966
— Mark Solovicos

former since The Beatles to appear
at a command performance for |
the Queen of England. !

magazines in search of everything from the sublime to the ridicu-
lous in music news. R&R has not verified any of these reports.

1995/The film Copycat, featuring Harry |
Connick Jr. as a serial killer, opens |
nationally. I

ARSI > i
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Finally, an IPO* you can get in on!

*Initial Program Opportunity

1he Phil Hendrie Show s

gl

Ll -4

on K, LoS Angeles

The Phil Hendrie Show

Now nationally syndicated and may still be available in your market.
Monday-Friday 10pm-1am, Eastern

For more information call Peter Tripi, Affiliate Marketing Manager 212-445-3922

www.americanradiohistorv.com
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__ Prep

LIL TROY Wanna Be A Baller

WYCLEF JEAN/BOND New Day

JEWEL Jupiter

OL’ DIRTY BASTARD Got Your Maney

93 DEGREES | Do (Cherish You)

FOD FIGHTERS Leam To Fly

REDMAN & METHDD MAN Tear t Off
SEVENDUST Denial

STAIND Mudshovel

BRIAN MCKNIGHT Back At One

SMASH MOUTH Then The Moming Comes
8.6. Bling Bling

MELISSA ETHERIDGE Angeis WouldFall
LEN Steal My Sunshine

RICKY MARTIN Shake Your Bon-Bon
Q-TIPVivrant Thing

FIEND Take It How § Bring It
GINUWINE So Anxious

GOD GO DOLLS Biack Balloon

MOBY Body Rock

TASH Rap Life

TYRESEAHEAVY D Criminal Mind
WARREN G | Want It All

DEBDRAH COX/R.L. We Can't Be Friends
MACY GRAY | Try

HOT BOYS We On Fire

MOBB DEEP/NAS t's Mine

TERROR SQUAD Whatcha Gon Do
BASEMENT JAXX Red Alert

BLINKER THE STAR Below The Sliding Doors
COUNTING CROWS Hanginaround
EVERYTHING BUT THE GIRL Five Fathoms
LONG BEACH DUB ALLSTARS Trailer Ras
MOBB DEEP Quiet Storm

PIETASTERS Yesterday's Over

CHRIS ROCK No Sex

SAVAGE GARDEN | Knew |'Loved You
STEREOPHONICS Pick A Part That's New

BETH ORTON Central Reservation (Then Again Vers.)

 Video playlist for the wesk ending October 8.
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50.8 mitlion households
69.7 million households Isaak
I—"' Ferp— — - pema
PLAYS |INSIDE TRACKS |
™ CHRIS CORNELL Can't Change Me
= T et ) BUCKCHERRY For The Movies
BACKSTREET BOYS Larger Than Life 33 LEN Steal My Sunshine
BLINK-182 Al The Small Things 33 TRAIN Meet Virginia
MARIAH CAREY Heartbreaker 29 | XL |
BRITNEY SPEARS (You Drive Me) Crazy 28
LOU BEGAMambo No. 5
LIMP BIZKIT Re-Arranged 26 LENNY KRAVITZ Arerican Wornan
LOU BEGAMambo No.5 25 RED HOT CHILI PEPPERS Scar Tissue
KID ROCK Cowboy 25 SANTANA1/ROB THOMAS Smooth
N SMASH MOUTHAN Star
JENNIFER LOPEZ Waiting For Tonight 23 — —— : -
EVE/RUFF RYDERS GottaMan 2 INE w ) l
TLC Unpretty 2 FIDNA APPLE FastAs You Can
BUSH The Chemicals Between Us 20 gggmﬁ:gﬁg?&”wm
CHRISTINA AGUILERA Genie In A Bottle 19 ROBBIE WILLIAMS Angels
DFFSPRING She's GotIssues 19 RICKY MARTIN Shake Your Bon Bon
PUFF DADDY #/R. KELLY Satisfy You 18 | L A HGE 7
RED HOT CHILI PEPPERS Around The World 18 e snukmuum o L -
311 Come Original 7 MARC ANTHONY | Need To Know
WHITNEY HOUSTON My Love Is Your Love 17 DAVID BOWIE Thursday's Child
BRANDY U Don't Know Me (Like U Used To)
JUVENILE Back That Thang Up 16 CHRIS GAINES LostIn You
SANTANA {/R. THOMAS Smooth 16 MARIAH CAREY Heartbreaker
ERIC CLAPTON Blue Eyes Biue
MARC ANTHONY {Need To Know 15 MELISSA ETHERIDGE Angels Would Fal
FIDNA APPLE Fast As You Can 15 GO GOD DOLLS Black Balloon
WHITNEY HDUSTON My Love Is Your Love
MARY J. BLIGE All That | Can Say 15 LEN Steal My Sunshine
BRANDY You Don't Know Me 15 JENNIFER LOPEZ Waiting For Tonight
BUCKCHERRY For The Movies 1 mm:;m;’;i RICHER There She Goes
RICKY MARTIN She's All) Ever Had 13 SHANIA TWAIN Man! | Feel Like AWoman
TRAIN Meet Virginia 13 [ J - l
CREED Higher 12 MEDI UM
EMINEM Role Model 12 CHER All Or Nothing
CHRIS CORNELL Can't Change Me
JIMMIE'S CHICKEN SHACK Do Right 12 SHERYL CROW Difficutt Kind
LIVE The Dolphin's Cry 12 KiD ROCK Cowboy
. LIVE The Dalphin's Cry
NINE INCH NAILS We're in This Together 12 BRIAN MCKNIGHT Back AtOne
DESTINY'S CHILDBug-A-Boo 11 *N SYNC w/GLORIA ESTEFAN Music Of My Heart
RED HOT CHILI PEPPERS Around The World
RED HOT CHILI PEPPERS Scar Tissue 11 SAVAGE GARDEN | Knew | Loved You
'N SYNC w/G. ESTEFAN The Music Of My Heart 10 SMASH MDUTH Then The Moming Comes
. STING Brand New Day
POWERMAN 5000When Warlds Collide 10 TLE Unprety
SNDDP DOGG /XZIBITB-Please 10 3 e
CHRIS CORNELL Can't Change Me [ cusm” J
JAY-ZGirls' Best Friend ERIC BENET Spend My Life With You

MARY J. BLIGE Al That | Can Say
BLINK-182 What's My Age Again?
BUCKCHERRY For The Movies

BUSH The Chemicals Between Us

PAULA COLE | Believe In Love

CREED Higher

DAYS DF THENEW Enemy

OEF LEPPARD Goodbye

FAITH EVANS Never Gonna Let You Go
FATBOY SLIM The Rockafelier Skank
GODSMACK Keep Away

GUNS N’ ROSES It's So Easy

BETH HART L.A. Song

R. KELLY If | Could Tum Back The Hands Of Time
GERALD LEVERT Nothin’ To Somethin'
LIMP BIZKIT Re-Arranged

MAXWELL Fortunate

MODBY Body Rock :

SPEECH Clocks In Sync With Mine

ANGIE STONE No More Rain (In This Clou)
TYRESE Lately

WYCLEF JEAN t/BOND New Day

“WEIRD AL” YANKDVIC it's All About The Pentiums
ROB ZOMBIE Superbeast

Video airpiay from October 10-24.

TOP TEN SHOWS
OCT. 4-10

Wﬂucﬁmcu

ER
Friends
Frasier
Monday Night Football
(Bills vs. Dolphins)
60 Minutes
Law And Order
Jesse
. (be) Stark Raving Mad
g9 Touched By An Angel
10 Judging Amy

& L By -

(3]

Friends

ER

Jesse

Frasier

Stark Raving Mad
Monday Night Football
Party Of Five

Dharma & Greg

The Drew Carey Show
That '70s Show

s
O W N, AW ko=

SRS
-4y

Source: Nielsen Media Research

(85.9 million households)

@l Coming NexT WEEK

. 9pm).

e

All show times are ET/PT un-
less otherwise noted; subtract
one hour for CT. Check listings

. for showings in the Mountain
% time zone. All listings subject
. tochange.

g Tube Tops

% * Paula Abdul and Bobby Ry-

dell star in NBC's Mr. Rock ‘N’
Roll: The Alan Freed Story, a
made-for-TV movie in which Judd
Neison plays the title role as the
Cleveland DJ who coined the
term “rock n' roll” (Sunday, 10/17,

SRR

e

i S e
o

Friday, 10/15

* Blink-182, The Tonight Show
With Jay Leno (NBC, check local
listings for time).

* Moby, Late Show With David
Lefterman (CBS, check local list-
ings for time).

* Paula Cole, Late Night With
Conan O'Brien (NBC, check local
listings).

Saturtay, 19/16

* Britney Spears and Joey
Mcintyre in Concert, taped in
August at Walt Disney World,
premieres on the Disney Chan-
nel (7:30pm).

* The B-52’s, Chrissie Hynde
and Sarah McLachlan perform
from Los Angeles when VH1 pre-
sents Paul McCartney & Friends
Live: PETA's Millennium Concert,
in which Deep Purple’s lan Paice
and Pink Floyd’s David Gilmour
play in McCartney’s band (10pm).

* Marc Anthony, Saturday
Night Live (NBC, 11:30pm).

* Carlos Santana, Hard Rock
Live (VH1, midnight).

Monday, 10/18

* David Bowie performs on
VH1's latest Storytellers (10pm).

Tuesday, 10/19
* Citizen King and Sugar
Ray perform on HBO'’s ‘Reverb
(11:30pm).
* John Popper, Jay Leno.
Wednesday, 10/20

* Alan Jackson, Jay Leno.
* Meat Loaf is interviewed and
Bush perform on Conan O'Brien.

Thursday, 10/21

‘e Jewel, Jay Leno.
* Jimmie’s Chicken Shack,
Conan O'Brien.

— Julie Gidlow
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55 million households
Peter Cohen,
VP/Programming

'_f 36 million households
) ‘ Cindy Mahmoud )
IA J VP/Music Programmmg

& Entertainment

r —Video Playlist 1

B.G. Bling Bling

EVE/RUFF RYDERS Gotta Man

PUFF DADDY t/R. KELLY Satisty You
WHITNEY HOUSTON My Love Is Your Love
MONTELL JORDAN Tonite

OL’ DIRTY BASTARD Got Your Money
SNOOP DOGG #/XZIBIT B-Please
DESTINY’S CHILD Bug-A-Boo

IDEAL Get Gone

Q-TIP Vivrant Thing

R |

| National Top 20

DESTINY'S CHILD Bug-A-Boo

BRIAN MCKNIGHT Back At One
JUVENILE Back That Thang Up

PUFF DADDY {/R. KELLY Satisty You

{MX Stay The Night

WHITNEY HDUSTON My Love [s Your Love
BRITNEY SPEARS (You Drive Me) Crazy
DEBORAH COX We Can't Be Friends
BACKSTREET BOYS Larger Than Life
NINE INCH NAILS We're [n This Together
SNDDP DOGG {/XZIBIT B-Please

LOU BEGA Mambo No. 5

B.G. Bling Bling

EVE/RUFF RYDERS Gotta Man

DMX No Love 4 Me

OR. DRE #/SNODP DOGG Still D.R.E.

SNOOP DOGG #/XZIBIT B-Please

MOBB DEEP 1/LIL’ KIM Quiet Storm (Remix)
OL DIRTY BASTARD Got Your Money

LIMP BIZKIT {/METHDD MAN N 2Gether Now
LIL" WAYNE The Block Is Hot

SOLE45,6

Video playlist for the week ending October 15.

BLINK-182 All The Small Things

MARIAH CAREY Heartbreaker

112 Love You Like | Did

MANDY MODRE Candy

BRANDY U Don't Know Me (Like U Used To)
LIL' TROY Wanna Be A Baller

LIMP BIZKIT Re-Arranged

JENNIFER LOPEZ Walting For Today

Video playlist for the week ending October 10.

PRLLSIAR

CONCERT PULSE
Avg. Gross
Pos. Artist (in 000s)
1 DAVE MATTHEWS BAND $961.3
2 PHISH $857.8
3 CHER $7750
4 'NSYNC $755.7
5 LILITHFAIR $696.9
6 DYLAN/SIMON $696.3
7 NEIL DIAMOND $5839
8 TOMPETTYHEARTBREAKERS  $579.0
9 SANTANA/MANA $578.3
10 WHITNEY HOUSTON $456.3
11 REM. $438.3
12 LENNY KRAVITZ $4348
13 ZZ TOPAYNYRD SKYNYRD $366.7
14 TIM MCCRAW $355.1
15 ROGER WATERS $3285
Among this week's new tours:
BENLEE
DANZIG
DASH RIP ROCK
GREGG ALLMAN & FRIENDS
IGGY POP
LILAMCCANN
MATTHEW SWEET
SHAWN MULLINS
SHOOTYZ GROOVE
SPLENDER
WARREN ZEVON

The CONCERT PULSE is courtesy of Polistar, a
publication of Promotars' On-Line Listings, (800)
344-7383; California (209) 271-7900.

www.americanradiohistorv.com
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. BOX OFFICE TOTALS
; OCT. 810 :
Title $ Weekend
: Distributor ($ To Date) :
. 1 DoubleJeopardy ~ $13.54
.~ Paramount ($65.83)
: 2 Random Hearts $13.01 |
. Sony* ($13.01) |
. 3 ThreeKings $12.00 |
Y ($32.71) |
. 4 American Beauty $9.50
DreamWorks ($31.12) *
. 5 Superstar $8.91
Paramount* ($8.91) |
. 6 TheSixth Sense $6.12
Buena Vista ($242.71) -
7 Blue Streak $5.71 ¢
Sony ($55.18)
8 Drive Me Crazy $3.98
Fox ($11.82)
9 Elmoin Grouchland  $2.25
Sony ($6.22)
10 For Love Of The Game $2.14 |
Universal ($31.52)
All figures in millions
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* First week in release
Source: ACNielsen EDI

COMING ATTRACTIONS:
This week’s openers include
Fight Club, starring Brad Pitt,
Edward Norton and recording
artist Meat Loaf. The film’s
Restless soundtrack sports
music by The Dust Brothers.

Meat Loaf

RCA Victor is releasing the
soundtrack to That'’s the Way
I Like It, a movie based on the
Singapore disco scene that
opens in exclusive engage-
ments this week. Covers of
'70s tunes make up the ST, in-
cluding Jai’s take on The Bee
Gees’ “You Should Be Danc-
ing,” October Cherries’ on
Dan Hartman’s “Instant Re-
play” and The Bee Gees’
“Stayin’ Alive,” Chris Vad-
ham's versions of The Bee
Gees’' “How Deep Is Your
Love” and Niisson’s “Every-
body’s Talkin’,” Pabby Love'’s
cover of Chic’s “Le Freak,”
Najip Ali's rendition of K.C. &
The Sunshine Band'’s title cut,
and more.

The Story of Us, starring
Bruce Willis and Michelle
Pfeiffer, also opens this week,
featuring original music by re-
cording artist Eric Clapton.

Exclusive engagements of
David Lynch's The Straight
Story, starring Richard Farns-
worth and Sissy Spacek,
round out this week’s openers.
Angelo Badalamenti com-
posed original music for the
film, and it's available on the
Windham Hill soundtrack.

— Julie Gidlow

ORS00

OSSR RSAH


www.americanradiohistory.com

Maximi$er®, QUALITAPM and RetailDirect® are marks of The Arbitron Company. TAPSCAN® is a registered mark of TAPSCAN Inc.

TAPSGAN helps you do more of
what you ao best — sell!

Want to spend more time selling? Then check out TAPSCAN®! TAPSCAN now includes data and
features previously available onfy in Maximi$er® software. That's right — the comprehensive
data of Maximi$er plus the speed and ease of TAPSCAN! The result? Your sales staff spends less
time on the computer and more time writing business.

TAPSCAN NOW runs: | QUALITAPS' nOW runs:
m Counties and zips = Instant Qualitative Profiles
m Ethnic breakouts = RetailDirect® data

= Nonstandard dayparts

Coming in TAPSCAN and QUALITAP this October:

m Socioeconomic demos (income, education, presence of children, household size) |
= Age 21+ demos (crucial for beer and wine advertisers)
= Qualitative diary data (qualitative data for markets measured twice a year)

To see how the new TAPSCAN can help you focus more on sales and spend less time on your
computer, contact your Arbitron representative.

ARBITRUIN

A Ceridian Company www.arbitron.com

WWW.americanradiohistorv.com
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WOR: Not Your Dad’s Network

Stirland aims to build the future on a foundation of heritage

n the world of network radio, few would deny that the WOR Radio Network has some pretty
solid strengths going for it, including an enviable lineup of talent and a heritage brand name
— that includes one of the most recognized sets of call letters in the industry.

These days you can add one more
item to that list of strengths: the
network’s new gem
President, Kirk §&
Stirland. On the §
job for just over
three months now
and already mak- {8
ing his presence [&
felt, the network
radio veteran is
committed to
building a more
contemporary im-
age for WOR’s fu-
ture while recognizing the network’s
unique and undeniable heritage.

Kirk Stirland

Full Circle Career

Stirland is definitely no stranger to
Talk radio. In fact, Talk is where he
began his career in the early 1970s.
“I actually started out in broadcasting
working as a host for the old Herb
Jepko Nightcast Show, which was
one of the very first nationally syndi-
cated talk shows,” Stirland recalls. “It
was based out of KSL-AM in Salt
Lake City. The deal was that Herb
would go out and buy midnight to
Sam on these monster-signal clear
channel AM radio stations around the
country and do what he called an
‘over the back fence’ type of talk
show — nothing controversial.

NEW YORK/WABC
Women 35- 64 Runngs Up 100%

PIIILADELPIIIA/ WPHT
Men 35-64 Ratings Up 29%
MEMPHIS/WH(-AM
Persons 12+ Ratings Up 43%
COLUMBUS, OH/WiFii-AM
Men 25-54 Ratings Up 50%

PROVIDENCE/WPRO-AM
Men 25-54 Ratings Up 155%

DAME-GALLAGHER NETWORKS LLC ] '800'387'2366

“In between callers he would sell
a variety of branded products. Re-

member, this was before Larry King .

and nobody had paid much attention
to overnights before. It was a really
fun and interesting experience for a
young guy who was just breaking into
radio.”

In the years to follow Stirland
built a solid resume with a variety of
jobs in broadcasting. In the mid-"70s
he was both an AOR morning host
and a music director before moving
into the record promotion business at
CBS Records for a few years. He re-
turned to radio as part of the team
that launched the groundbreaking
NBC Source Network, where he
handled affiliate relations.

“While at The Source I was of-
fered a position with ABC Radio
Networks to do business develop-
ment,” says Stirland. “I’d had quite a
bit of programming and promotion
experience, but what I really wanted
was to get into sales, and ABC of-
fered me that chance. That led in turn
to a position with the ABC Talk Net-
work, so there I was, back in Talk ra-
dio again.”

Brand Name With An Edge

Stirland next joined United Sta-
tions Radio Networks, the forerunner
of Unistar and today’s Westwood One

WELCOME NEW AFFILIATES: KSTE/Sacramento, WDBO/Orlando, WWVA/Wheeling, WSBT/South Bend
100% BARTER - LIVE 9AM TO KOON EASTERN - REFEEDS NOON 710 9PM A TALK RADIO REVOLUTION

Radio Network, where he headed up
sales and affiliate relations. From
there he segued into stints as COO of
Arbitron’s Media Marketing Tech-
nologies and VP/Sales for DG Sys-
tems before landing his current posi-
tion as President of the Buckley
Broadcasting-owned WOR Radio
Network.

Asked why he was attracted to.the

FEGRUARY 24-26

THE GRAND HYATT, WASHI“GTDN nc

*ilh Z/é’[ﬂlllll

TRS 2000 Dates Announced

R&R’s fifth anniversary Talk Radio Seminar is set to take place Feb-
ruary 24-26, 2000 in Washington, DC. Come join a who's who of Talk

" radio, gathering for the industry’s only event
targeted exclusively to nonmusic radio. With
a full slate of panels designed to increase
your station’s ratings and revenues, along
with a roster of celebrity speakers — in-
cluding keynoter Dan Rather of CBS News
— it's the one convention you simply can-
not afford to miss! Join us for the most
talked-about event in Talk radio — TRS 2000!

REGISTER TODAY! Fill out the “early bird” registration blank in this
issue of R&R on Page 33, or register online at www.rronline.com!

says. “To me it is just thrilling to be
able to have the kind of one-10-one
contact with programming [ have
here. I can chat casually with Bob
Grant, just running into him in the
elevator. I can have a cup of coffee
with Joy Browne before her show or
be invited to dinner at the Dolans’
home. It’s just incredible to be in a
network environment that still has
the kind of personal feeling and con-

NADIO VETWORK

comparatively small WOR Network
after years of working at much larger
operations, Stirland said, “WOR’s
size is exactly what attracted me —
it’s just the right size. It’s still private
and entrepreneurial, so it still has that
edge to it, but it also has this incred-
ibly big and well-established brand
name.”

But perhaps the biggest attraction,
according to Stirland, was the ability
to have daily contact with the talent
at WOR. “Unlike in any other net-
work job I've ever had, here I have
direct contact with programming,” he

tact that you usually get only when
you’re working inside a great radio
station.”

The Burden Of Heritage

As his broadcasting career clearly
shows, Stirland is a guy who loves a
challenge. And while no one would
deny that the WOR Network is an
unqualified success today, Stirland is
well aware that its future growth in
the new consolidated world of radio
is not without a degree- of challenge.
“Our mission is clearly to expand the
reach of Buckley Broadcasting’s sig-

ARBITRON METRO AQH SHARE ANALYSIS / WINTER '99 VERSUS SPRING '99
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GALLAGHER SHOW

nificant investment in talent across
the marketplace,” he says. “But the
challenge is what I call the burden of
heritage.

“WOR really stands for something
in the New York market. Its rich his-
tory includes roles as the flagship sta-
tion of the Mutual Broadcasting Sys-
tem and the home of early radio
shows like The Shadow and The Lone
Ranger, which aired from right here .-
at 1440 Broadway. WOR’s morning
show has stretched across three gen-
erations of Gamblings, and that show _
is the prototype for all the morning
‘news and zoos’ shows of today.

“Even stuff we all take for granted
now — like the seven-second delay
and live helicopter traffic reports —
were all done here first. WOR is one ™
of the legendary stations, and we .
have the Marconi Award to prove it.
People know what we stand for.”

But Stirland knows that all of that
great heritage also comes with some
baggage. “Heritage has translated +
into generations of listening to WOR
here in New York,” he says. “And we -
do, indeed, deliver a mature audi- -
ence. But that does not mean our net-
work programming is targeted that
way.” 1

Stirland cites some examples of
why he believes that perception does i]

Continued on Page 32 4%
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WOR Radio Network

Continued from Page 30

not reflect reality. “Just last week Dr.
Joy Browne talked to a young kid
about his frustrations with his Little
League coach and a thirtysomething
couple about a beef they’d had,” he
recalls. “When you consider Dr. Joy’s
audience without WOR’s contribu-
tion, the 25-49 composition increases
by nearly 20%!

“And you won’t hear a litany of the
maladies of the aging on Dr. Ronald
Hoffman’s show. What you’ll hear is
contemporary adults talking about
wellness and a healthy lifestyle. Joan

*

“I think what
differentiates WOR from
the competition is the
sheer quality of our
talent, and I'm more
than happy to make my
stand on that.”

e

Rivers’ humor is ageless, which is
why she is just as appealing to
Howard Stern’s audience as she is to
E!’s Oscar-night crowd. When you
listen to the shows on WOR, you’ll
hear a broad viewpoint, which is ex-
actly what makes them entertaining
to a broad audience.”

But no matter how much Stirland
believes in the contemporary appeal
of the product, he still knows he must
strive to convince nonbelievers that

WOR isn’t “your dad’s network.” .

“We realize that some program
decisionmakers out there have a cer-
tain image of what WOR is all
about,” he admits. “And because of
that they sometimes fail to lift the
shows out of their local context when
considering their own stations. So |
believe our challenge is to re-educate

the marketplace as to what WOR’s
shows are all about.”

Defining A Position

Unlike some others in the crowded
network Talk radio field, WOR’s
lineup of network personalities is
generally nonpolitical in style and
content. Does Stirland see that as a
plus in defining the network’s posi-
tion vs. the competition? “Yes, be-
cause what’s most important to re-
member is that winning shows are
those that entertain,” he says. “There
are many ways to entertain, and we
have world-class talent here at WOR
who all.truly understand how to do
just that — entertain!

“We have a roster of excellent en-
tertainers in a variety of arenas —
from politics, personal finance, solu-
tions for life’s problems and wellness
to humorous observations on the
world we live in. I think what differ-
entiates WOR from the competition
is the sheer quality of eur talent, and
I’'m more than happy to make my
stand on that.”

In fact, Stirland 1s adamant that
WOR’s variety is a strong selling
point for the network. “I don’t be-
lieve it matters that our shows are
not in the model of every other
show,” he says. “Each of them can
stand on its own, because that’s the
way good programmers tend (o
think about their own radio sta-
tions. So when a station is looking
for counterprogramming to go up
against a political talk show on the
competition, we’ve got it.

“Conversely, if you want a show to
go head-to-head or to complement
another daypart, we’ve got that too.
So I would totally disagree with any
notion that our variety is some sort of
a disadvantage. I frankly think it
shows just how good we really are,
that we can offer so many successful
shows with a wide variety of content.
The proof of that is in the longevity
and track record of our shows with
affiliates.”

Great Expectations

When it comes to customer ser-
vice, Stirland says he is a very de-
manding guy. “We take good care of
our customers,” he says. “A large
percentage of our stations have been
affiliates of our shows for a long time,
which certainly suggests they re hav-
ing success with them in their local
markets. Satisfied customers and suc-
cessful radio stations are what this
business is all about. As an affiliate
you need to expect a network to of-
fer consistently great talent and to be
able to count on every show being
done right every day. Those are things
you can count on from WOR.”

One of the best tools Stirland has
for delivering the top-notch service
he demands is longtime WOR Net-
work veteran Rich Wood. “Rich is a
wonderful guy with tremendous tal-
ent,” says Stirland. *“He’s now our
Diréctor of Operations, essentially
functioning as the network’s program
director and as a very vital part of our
management team. What Rich is all
about is affiliate retention — provid-
ing to affiliates those things they need
along with our programming to help
them to be great radio stations. And
because Rich has such a terrific depth
of technological experience, he is
also the person who is really leading
our developing web and new media
presence.”

From Stirland’s perspective, sta-
tions should expect a lot from any
program supplier today, including

R R S

“Satisfied customers
and successful radio
stations are what this
business is all about.”

e .

*

“An affiliate should expect what has long been the
basic premise of network radio: to provide them
with what they cannot do efficiently or effectively
on their own.”

e

WOR. “We’re talking about asking a
radio station (o turn over a whole
daypart, often in prime time,” he
says. “So an affiliate should expect
what has long been the basic premise
of network radio: to provide them
with what they cannot do efficiently
or effectively on their own.

“In today’s consolidated ownership
environment, there probably isn’t any
company that can’t provide for itself.
So I believe we have to strive much
harder than ever before to provide a
whole new level of service for affili-
ates of our shows. I'm talking about
things like sales tools to help stations
eat away at-the total ad revenue pie
in their local markets, more efficient
ways to interact directly with us, pro-
viding marketing tools for the clients
who advertise on our shows and even
developing web-centric programming
for their local websites.”

The Future Looks Bright

When one looks at the lineup of
talent at WOR, there is no denying
that it is stacked with Talk radio pro-
fessionals who are very good at what
they do. Yet some would say that
lineup, along with most others on
Talk radio today, seems almost quaint
when compared with the rapidly de-
veloping new generation of talk
hosts. Does Stirland think that this
new wave of so-called “shock talk-
ers” is good for the business?

“I think that the most profound
thing that is happening in Talk radio
as the baby boomers get older is how

rapidly they’re evolving from prima-
rily music listeners to Talk fans as
they search the dial, looking for en-
tertainment, information and talk
about things that interest them,” he
says. “So, yes, I think that ‘shock
talk’ — if that’s the word for it —
has overall been great for the busi-
ness. It’s causing new people to find
and listen to Talk radio, and that’s a
good thing.”

But Stirland is still traditional
enough to caution that those who be-
lieve they can succeed in Talk radio
simply by shocking people are miss-
ing the most important trait of a truly
successful host. “In the long run, if
they want longevity, talk hosts still
have to be entertaining,” he says.
“They can’t just be shocking, irre-
sponsible or dangerous. That said, if
there is a sizeable segment of the au-
dience that is attracted to virtually
any truly. entertaining personality or
program, then I believe it has every
reason to exist.

“I think it's a good sign of Talk’s
continued health as a vital and grow-
ing format that boomers, who, as al-
ways, are.looking to be entertained,
are finding it more and more to their
liking. I’'m totally confident that there
is a very bright future for a variety of
different styles of Talk radio. Our
challenge will be to continually seek
out and give chances to those hosts
and subjects that will resonate with
the next generation of Talk listeners’

interests and lifestyles. I’m confident.

radio can do that — it always has.”

WSB Atlanta * WLS Chicago * KFYI Phoenix ¢ KIRO Seattle * KSFO San Francisco ° KLSX Los Angeles

@

WRVA Richmond ¢ KXNT Las Vegas

~

KCMO Kansas City *+ WHIO Dayton « WHP Harrisburg ¢+ KXL Portiand * WIBC Indianapolis « KALL Salt Lake City

Kim Komando is America’s

“In a world of talk radio tha
Kim brings great energy, p

ital Godde

to capture listeners,
and revenue.”
Mike Elder, Director of Operations, WLS Chlcaga

TalkRadio’s #1 Computer & Internet Shaw

Kim Kogryaﬁa. Now aver 300 stations. Ratings and Revenue. Bow down. (Only kiddi ing. :‘lagj )g:ve us a call.)
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SEMINAR

registration

FAX THIS FORM BACK TO 310-203-8450

OR MAIL TO:

R&R Talk Radio Seminar

10100 Santa Monica Blvd., 5t1 Floor
Los Angeles, CA 90057-4004

OR REGISTER ONLINE AT www.rronline.com
MAILING ADDRESS

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

Name

Title

Call Letters/Company Name

Street
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SEMINAR FEES
BEFORE JANUARY 28, 2000

$385
JANUARY 29 -FEBRUARY 18,2000 $425

There is a $50.00
cancellation fee.
No refunds after

AFTER FEBRUARY 18, 2000 February 15, 2000

ON-SITE RESESTRATION ONLY $475

METHOD OF PAYMENT

PLEASE ENCLCSE SEPARATE FORMS FOR EACH INDIVIDUAL FEGISTRATION

Amount Enclosed:= §
D Visa

Account Number |

C wmasteCard [ American Expréss [ piscover [ check

Expiration Date

| [ ]

Month  Date Signature

City

Telephone #

Print Cardholder Nane Here

Call the R&R Talk Radio Seninar

QUESTIONS? | e at 310-788-1696

The Grand Hyatt, Washington, DC

registration

We look forward to hosting you for R&R TALK RADIO
SEMINAR 2000 in the nation’s Capital at The Grand Hyatt
at Washington Center, located in the heart of dewntown Washington, DC. The Grand
Hyatt is conveniently locatzd 15 minutes from the Ronald Reagan Airport, and
within walking distance of -he White House, Ford’s Theatre and Lincoln Museum.
The US Capitol, Smithsonian, Vietham Memorial and more are located nearby.
* To-confirm your room reservation, please contact The Grand Hyatt. Guarantee your

TYPE OF ROOW TALK RADEO SEMINAR RATE .

Single ( 1 person) $159/night

Double ( 2 people) $179/night

Suites $475-1000/night

arrival with a major credit card, or you may send two night's deposit. Deposits will

be refunded only if cancellazion notification is received by The Grand Hyatt at least 7
days prior to arrival. « Reservations requested after January 25, 2000 or after room
block has been filled are subject to availebility and may not be available at the

convention rate. ® Check in Zime is 3:00 pm; Check out time is 12 noon.

FOR HOTEL RESERVATIONS, PLEASE CALL:
202-582-1234 or 800-233-1234

Or mail to: The Grand Hyatt at Washingzon Center
1000 H Street NW, Washington, DC 20001
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Analyzing Rhythmic Oldies

Coleman Research report speaks to the format's performance

to date

ith the increasing number of Rhythmic Oldies stations in the U.S., programmers are looking
for clear-cut data to understand — and explain — the phenomenon.

With that in mind, Coleman
Research has released its “Rhyth-
mic Oldies Analysis,” a report
that supports many of the things
we already know while simulta-
neously shedding light on some
surprising trends. The report pro-
vides general conclusions based
on data collected from 23 large
and medium markets that have
had a Rhythmic Oldies station on
the air for at least part of
Arbitron’s spring 1999 survey.

The Coleman analysis high-
lights the format’s heavy focus on
the 25-54 demo, along with its
significant lean toward ethnic lis-
teners and lesser lean toward fe-
males. Among the conclusions:

* Rhythmic Oldies stations are
stronger performers in markets
that did not previously have tra-
ditional Oldies stations that fared
well in the 25-54 demo.

* The presence of a strong Ur-
ban AC did not adversely affect
the performance of Rhythmic Old-
ies stations. Indeed, in markets
that had Urban ACs with strong
25-54 shares, Rhythmic Oldies
stations performed even better
than in markets without strong
Urban ACs.

» Despite the format’s high
African-American and Hispanic
audience composition, its perfor-
mance was virtually the same in

all markets, regardless of ethnic
composition. If anything, the sta-
tions did better in largely His-
panic markets than in markets
with a high African-American
composition.

» The music approaches taken
by most stations are similar, and
are overwhelmingly based on R&B
crossover titles from the *70s.

Staying Power

The Coleman Research report
doesn’t attempt to forecast the fu-
ture of Rhythmic Oldies, but it
provides insight regarding the
format’s ratings performance thus
far. Acknowledging that Rhythmic
Oldies remains a new format, 13
of the 23 stations in the analysis
have been on the air for at least
half of two Arbitron survey peri-
ods, and there is trended data for
parts of three survey periods for
more than a third of the stations.

Any new format is expected to
generate listener interest in any
market, so it’s not surprising to
see a 17% increase in the 25-54
share of those |3 stations from
the first to the second Arbitron
book. Looking at stations with a
longer track record, eight re-
corded a 5% decrease from the
second to the third book. A 12%
decrease was noted for four sta-
tions from the third to the fourth

book. Data was available on two
stations from the fourth to fifth
book; that decrease was [%.

The report notes, “With so few
stations having a ‘track record’ ex-
tending back to four or five survey
periods, the data trending back
this far is not very stable. None-
theless, the “staying power’ story
for the Rhythmic Oldies format is
a positive one, even if the declines
in the fourth and fifth books ..
continue when more stations reach
this age.” The report points out
that even with ratings declines,
“the typical Rhythmic Oldies sta-
tion would have a 25-54 share af-
ter five books that is 97% of their
share in their debut survey.”

Coleman Research plans to up-
date its “Rhythmic Oldies Analy-
sis” after the release of Arbitron’s
fall 1999 survey. With more sta-
tions in the format with longer
track records, company officials
expect to gain a greater under-
standing of the format’s perfor-
mance at that time.

We’ve just scratched the surface
of Coleman’s first Rhythmic Oldies
report. You can view a full copy of
the findings at the company’s
website, www.colemanresearch.com.

Special thanks to Coleman Re-
search VP Warren Kurizman for
his assistance.

Traditional Oldies Remains
A Powerhouse Format

Rhythmic Oldies stalions are attracting a younger demo by plac-
ing the music focus smack dab in the '70s. However, before
anybody starts performing last rites for traditional '60s-based
Oldiies, you need to hear what AMFM Director/Oldies Program-
ming Steve Allan has to say. Responding to last month’s col-
umn, which covered comments made at the Oldies panel dur-
ing R&R Convention '99, Allan makes some excellent points
that are worth sharing.

Why is it every time | read an article about the Oldies format, | am
left with the impression that we are on a slippery downward slope
heading inevitably toward senility? After reading your Sept. 17 column,
I once again find myself wondering why everyone is so quick to paint
this format into the Nostalgia corner.

The problem with the line of reasoning that column is that it becomes
a self-fulfilling prophecy. Mike McVay said it best: “Nobody really likes
traditional Oldies stations but the listeners” This is not a cutting-edge,
hip, happening format that demands media attention and creates board-
room buzz. it is simply a format that generates ratings and revenue
across the country. The format is littered with consistent success sto-
ries: WCBS-FM/New York, KRTH/Los Angeles, WBIG/Washington,
KBSG/Seattle, WWSW/Pittsburgh, KQQL/Minneapolis, WOGL/Philadel-
phia and KOOL-FM/Phoenix are some of the top-of-mind examples.
These radio stations remain viable forces in their markets.

Unfortunately, current industry wisdom places the traditional Oid-
ies format in the same box with Beautiful Music and Music Of Your
Life. Why is that? Could it have something to do with the fact that our
format has solid fortysomething appeal, with 45-54 being the wheel-
house d@mo? The perception is that this makes Oldies passé and un-
desirable to advertisers. The facts are quite different.

According to the Statistical Abstract of the United States, a docu-
ment produced by the U.S. Census Bureau, the largest growth de-
mographic over the next five years is 45-54.The demo experiencing
the biggest decline during that time? 35-44. Projecting to 2010, the
biggest buige in the population will be 45+. That is where the growth
is. That is where the money is!

As was pointed out in your article, you cannot watch an hour of
television without hearing a traditional oldie as the basis of a major
advertising campaign. Why do national advertisers like The Gap, Toy-
ota and ABC use traditional oldies songs in their campaigns? Because
they feel like it? Or does it have something to do with the fact that
this music is an indelible part of the fabric of American life?

Traditional oldies music is universal and everlasting. Formats like
Adult Contemporary and Country would virtually kill for the level of
passion scores traditional oldies songs receive on a regular basis. Play
a song like “Respect” or “My Girl” for any age audience, and they will
automatically start singing along. Any problems the format may be ex-
periencing have nothing to do with the viability of the music. We will
automatically assume that an underperforming AC or Country station
has a “product problem?” Substitute Otdies in the same equation, and
the conclusion is that it’s a “format problem.” Please.

Last week | was watching the legendary E Street Band cook
through another three-hour set when | was struck with this revelation:
The lead singer of that band, one Bruce Springsteen, had just turned
50. He is smack dab in the heart of the key Oldies demo. If anyone
out there thinks “The Boss” is no longer viable or desirabie, please
“Raise Your Hand”

The views expressed in a lefter to the editor are those of the writer
only. The writer is solely responsible for the content. R&R reserves

the right to edit letters.

Detroit

Chicago

WOGL

Phlladelphla

¢ Listener Reactions

A SRR

Fresh ways to image oldies stations:

* Promo and ID Beds
* Punctuators * Stagers

* Promo Parts

You get a 100 Track Kick-Off Kit and
a Brand New CD Every Two Weeks!

Pltfs))urgh

200+ stagions have
already signed on!

Tons of special work parts:
e Year Collages ¢ Song Setups
¢ Artist IDs * Birthday Greetings

ENTERTAINMENT

e Special Weekends ¢ Features

Strike it rich with GOLDMINE PRODUCTION PARTS! Call ABC Radio Today at (212)735-1111
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AMFM

Continued from Page 1

AMFM COO Ken O’Keefe added,
“Each of these executives possesses
a rare ability to motivate people and
inspire their best performance —
skills that will serve them well in their
new positions. They are natural lead-
ers, and all possess a strategic vision
for expanding AMFM'’s leadership
position in their respective markets.”

Visotcky will oversee KFI-AM,
KLAC-AM, KBIG-FM, KCMG-FM,
KKBT-FM, KOST-FM & KYSR-
FM/L.A. The industry veteran most
recently helped launch the “Jammin’
Oldies” format on AMFM’s KCMG,
and prior to that served as the
company’s Denver Market Manager.
He’s also been GM of AMFM’s

PuBLISHER/CEQ: Erica Farber
GeneraL Manager: Sky Daniels
Senior VP/ResearcH & DeveLopvent: Dan Cole
OpenaTioNs MANAGER: Page Beaver

EDITORIAL

Eoiror-IN-Cir. Ron Rodrigues
DirecToR/CrarTs & FoRMATS: Kevin McCabe
ManaginG EDiTor: Richard Lange
Format EpiToRs: AC: Mike Kinoslan
Aenarve Jim Kerr CHR: Tony Novia
Country: Lon Helton NAC: Carol Archer
News/Tak: Al Peterson
Rock: Cyndee Maxwell Ursan: Walt Love

CHarTs & Music M : Anthony A
Music EDiTor: Steve Wonsiewicz
AssiSTANT MaNAGING EDITOR: Jeff Axelrod
News Eomor: Julie Gidlow
DIRecTOR of RESEARCH SERVICES: Hurricane Heeran
Raoio Epitors: Gary Heller, Adam Jacobson
Associate Epimors: Brida Connolly,

Frank Correia
Eoitoria AND CHARTs CoorpiNaTOR: Mark Solovicos
AssisTanT EpiTors: Renee Bell,
Diane Fredrickson, Jeanette Grgurevic
Tanya O’Quinn, Robert Pau

INFORMATION SERVICES

Saes & MarkeTnG DIRecToR: Jeff Gelb
Manager: Jill Bauhs

CusTomer Service: Jackie Young
TecH SupporT: Glorla Guzman, Marv Kubota
DisTRiBuTiON ManGeR: John Ernenputsch

DATA PROCESSING

DP/CommuncaTions DirecTor: Mike Onufer
Computer Services: Dale Choy, Ronald Cruz,
Mary Lou Downing, Dan Holcombe,
Saeid Irvani, Diane Manukian,
Cecil Phillips, Kevin Williams

CIRCULATION

SUBSCRIPTION FULFILLMENT MANAGER:

Kelley Schieffelin
Circuration Cooromators: Jim Hanson, Jill Heinila

ELECTRONIC PUBLICATIONS

Hotrax ProoucTion: Jeff Steiman
Designer: Carl Harmon

PRODUCTION

PropucTioN DIRecToR: Kent Thomas
P o

: Roger Zun
Design DirecTor: Gary van der Steur
Desieners: Tim Kummerow, Eulalae C. Narido Il
GrapHics: Lucie Renée Morris, Derek Cornett,
Renu K. Ahluwalla

ADMINISTRATION

ConTroLLER: Michael Schroepfer
LesaL CounseL: Lise Deary
DIRECTOR 0F HumaAN RESOURCES & ADMINISTRATION:
Caren Antler
DIREGTOR OF CONVENTIONS & SEMINARS:
Jacqueline Lennon
AccounTig ManaGeR: Maria Abuiysa
AccounTinG: Nalini Khan, Magda Lizardo,
Whitney Mollahan, Glenda Victores
REecerTion: Juanita Newton
MaiL Services: Rob Sparago, Tim Walters

BUREAUS

!
;
s
é

Bureau CHigr: Jeffrey Yo'rke
AssocuTe Eortors: Matt Spangler, Jeremy Shweder
LeeaL CounseL: Jason Shrinsky

NASHVILLE: 61592448822, FAX: 61502486655
Bureau CHier: Lon Helton
AssocaTe Epior: Caivin Gilbert

ADVERTISING

Los ANGeLES: 310955344330, PAX: 310720348450
SALES MANAGER: Henry Mowry
AoverTisig CoORDINATOR: Nancy Hoff
SaLES RePRESENTATIVES: Paul Colbert, Dawn Garrett,
Missy Haffley, Lanetta Kimmons, Kristy Reeves
NONTRADTIONAL SALES: Gary Nuell

Ted Koz i

EXECUTIVE ASSISTANT: Lisa Linares

SaLes AssiSTANT. Deborah Gardner

OPPORTUNITIES SALeS: Karen Mumaw
INT. DIR./Music MARKETING SERVICES: Jay Levy
WasnwsTon: 20244630500, FAX: 20204630432

Vice PresienT/ SaLes: Barry O'Brien

SaLES RePRESENTATIVE: Beverly Swan
MARKETPLACE SALES: Shannon Welner

NASHVILLE: 615224428822, FAX: 61524896655
A Perry Capital Corp.

KYLD-FM/San Francisco and has
held management posts at KRFX-
FM/Denver, KSFO-AM & KYA-FM/
San Francisco, KMRX/San Diego
and WMIJI-FM/Cleveland. Visotcky
has also held sales management po-
sitions at WPLJ-FM/New York,
WLS-AM & FM/Chicago, KTKS-
FM/Dallas and WUSL-FM/Philadel-
phia. He will report to Sr. VP/Re-
gional Operations John Madison.

Also’in L.A., KYSR VP/GM Ken
Christensen adds VP/GM duties at
KFI & KOST, which AMFM is ac-
quiring from Cox Radio and is al-
ready operating under an LMA.
Christensen succeeds Howard Neal,
who has exited Cox.

Ongaro gains oversight for KSKY-
AM, KBFB-FM, KDGE-FM,
KHKS-FM, KTXQ-FM & KZPS-
FM/Dallas. He began his career in
1980 with Sundance Broadcasting,
which was sold to AMFM predeces-
sor Chancellor Broadcasting in 1997.
He most recently served as VP/GM
for KDGE-FM & KZPS-FM/Dallas
and has also managed KIDO-AM &
KIDQ-FM/Boise and WOKY-AM &
WMIL-FM/Milwaukee. Ongaro re-
ports to Sr. VP/Regional Operations
George Toulas.

Schofield will continue his role as
VP/GM of WDAS-AM & FM/Phila-
delphia and oversee the senior man-
agement of WIOQ-FM, WJJZ-FM,
WUSL-FM & WYXR-FM. A 23-
year broadcasting vet, Schofield pre-
viously served as Regional VP/Sales
for AMFM, responsible for the sales
efforts of 30 radio stations in six

markets. Between 1993-98, he served
as WUSL’s GM. He’s also been GM
of WEZB-FM/New Orleans and
WJBO-AM & WFMF-FM/Baton
Rouge. Schofield will report to Sr.
VP/Regional Operations Charles
Warfield Jr.

Schram is overseeing WDFN-AM,
WYUR-AM, WIJLB-FM, WKQI-
FM, WMXD-FM, WNIC-FM &
WWWW-FM/Detroit. His most re-
cent title was VP/GM for WKQI-FM
& WNIC-FM. He’s also held general
management positions at radio sta-
tions in Ft. Wayne and Milwaukee.
Schram reports to Sr. VP/Regional
Operations John Fullam.

Most recently VP/GM of WTEM-
AM, WWRC-AM & WIMO-FM/
Washington, Zier will now oversee
WTEM and WJIMO in addition to
WGAY-AM, WASH-FM, WBIG-
FM, WMZQ-FM & WWDC-FM.
He’s also been VP/Sales for CBS
Radio, VP/GM of WODS/Boston and
VP/GM of WTEM & WBIG-FM/
Washington under then-owner Colfax
Communications. Zier also reports to
Fullam.

In related news, 26-year industry
veteran Gary Lee has been hired by
AMFM as VP/Information Partner-
ships & New Media. He’ll be based
in AMFM’s Chicago offices and re-
port to O’Keefe. In his new post, Lee
will develop and foster existing
Internet and new media partnerships
for the company’s radio station
websites. He previously served asVP/
Development & Information Services
for Metro Networks.

Rather

Continued from Page 1

While Rather is a familiar face to
millions of TV viewers, the veteran
newsman is certainly no stranger to
radio. Starting his career as a news-
man for KSAM-AM/Huntsville, TX
and as a reporter/News Director at
KTRH-AM/Houston, Rather remains
to this day a daily fixture on radio as
the anchor of Dan Rather Reports, a
weekday broadcast of news and
analysis that has aired on the CBS
Radio Network since 1981.

Since beginning his broadcast ca-
reer in 1950 as an Associated Press
reporter, Rather has been at the cen-
ter of the world’s defining moments.
From being the first to break the news
of President Kennedy’s assassination
on Nov. 22, 1963, to the infamous
1968 Democratic Convention in Chi-
cago, to Beijing, Bosnia, Haiti, Hong
Kong and dozens of other locations
across the country and the world,
Rather has reported live from the
scene of nearly all of the world’s
major news events of the past four
decades. Along the way he has col-
lected virtually every honor in broad-
cast journalism, including numerous
Emmy Awards and the Peabody
Award, and scores of citations from
scholarly, professional and charitable
organizations. In addition to his radio
and television duties, Rather pens a
weekly newspaper column and is a
prolific author. He has written several
best-selling books, including his lat-
est, an abridgement of Mark

Sullivan’s landmark popular history,
Our Times: America at the Dawn of
the 20th Century. His other books
include The Palace Guard (1974),
The Camera Never Blinks (1977), 1
Remember (1991) and The Camera
Never Blinks Twice: The Further Ad-
ventures of a Television Journalist
(1994).

During his 35-year career with
CBS News, Rather has held many
prestigious positions, ranging from
co-Editor of 60 Minutes to anchor of
CBS Reports, 48 Hours and the CBS
Evening News. Rather has also served
as CBS News Bureau Chief in Lon-
don and Saigon and was the network’s
White House correspondent during
the Johnson and Nixon administra-
tions.

“Dan Rather has seen it all first-
hand,” commented R&R Publisher/
CEO Erica Farber. “From literally
being in the trenches to negotiating
in the boardroom, his depth of knowl-
edge and experience is unparalleled.
He sets an excellent example of how
to not only survive, but thrive in a
changing marketplace, and he brings
a style and grace that command re-
spect. He is an inspiration to anyone
interested in honest communication.”

R&R’s fifth anniversary Talk Ra-
dio Seminar will be held February 24-
26, 2000 at the Grand Hyatt Hotel in
Washington, DC. You’ll find a TRS
2000 registration form and complete
hotel reservation information on Page
24 of this issue of R&R, or you can
register via R&R’s website at
www. rronline.com/convention.
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Pnssible Clear channeImMFH ~Spinoﬂ‘s

Clear Channel Communications plans to spin off 107 stations in 34 mar-
kets, according to a list of potential divestitures obtzined by R&R. Here are
the stations, listed in order of market rank and by curtent owner.

Rank Market Clear Channef AMFM
2 Los Angeles KEZY-AM KKBT-FM
KACD-FM/KBCD-FM
KXMX-FM
4 San Francisco-San Jose KFJO-FM —
KXJO-FM
KCNL-FM*
7 Dallas-Ft. Worth — KBFB-AM
KDGE-FM
10 Houston-Galveston KJOJ-AM & FM KQUE-AM
KSEV-AM** KKBQ-FM
KKTE-FM - KLDE-FM
KMJO-FM
KTHZ-FML
KTJM-FM***
11 Miami - WVCG-AM
15 Phoenix — KKFR-FM
: . KODL-FM
RYOT-FM
KZON-FM
16 San Diego —_ KPLN-FM
. KYXY-FM
23 Denver - — RAIE- AN
JALC-Fh
* KILI-FA
KIMN-FM
FXKL-F
HXPK-FM
24 Cleveland — WJIMO-AM
WKNR-AM
WRMR-AM
WDOK-FM
WQAL-FM
WZAK-FM
WZIM-FM
26 Cincipnati -= WBOB-AM
WUBE-AM & FM
WYGY-FM
33 Providence WWRX-FM —
39 Orfando WMGF-FM WJIHM-FM
WOCL-FM
42 Greensboro-Winston Salem WSJS-AM WMFR-AM
45 Hartford — ¢« WPOP-AM
48 Raleigh-Durham WFXC-FM —
WFXK-FM
WNNL-FM
WQOK-FM
49 Austin KFON-AM**** KVET-AM****
KEYI-FM
55 Dayton WIZE-AM**** —
WONE-AM****
57 Richmond WRVA-AM WKHK-FM
WTVR-AM WKLR-FM
58 Greenville-Spartanburg WJIMZ-FM WROQ-FM
WTPT-FM
59 Albany-Schenectady-Troy - WGNA-AM & FM
WTRY-AM & FM
WABT-FM
WPYX-FM
66 Grand Rapids WTKG-AM**** WGRD-FM
WLHT-FM
WTRV-FM
67 Alientown-Bethlehem WBEX-AM —
WODE-FM-
76 Harrisburg-Lebanon-Carlisle — WTCY-AM
WNCE-FM
WNNK-FM
WIPA-FM
80 Springfield, MA - WHMP-AM & FM
89 Columbia, SC WOIC-AM —
WARQ-FM
WMEX-FM
WWDM-FM
91 Des Moines = KGGO-FM
: KHKI-FM
92 Daytona Beach WGNE-FM —
96 Melbourne-Titusville-Cocoa — WHKR-FM
100 New Haven WAVZ-AM e
119 Jackson, MS WKX|-AM & FtA —
WOAD-AM
WJIMI-FM
121 Pensacola, FL —_ WMEZ-FM
129 Shreveport, LA .- KRMD-AM & FM
KMJJ-FM
20t Cogr Rapiis. 1A — KDAT-FM
22 Wheeling, WV - WBBD-AM****

* KGHL I also tisted in the San Jose merket
** KSEV is owned with Sunbelt Broadcasting
“** KTIN & upider a JSA wilh Faith Braad-asting
*50 Divestiure will occur it TV station in market i attributable

i T
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C KOMC WXTU WBT WQLZ KEES WEDR Radio Alegria

-FM WNEL WPRM Radio Venus WQOK WENN KOKU KSMB Scot-FM WNEL WPRM Radio Venus WQOK WENN
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When you’re ready to take

It to the streets, the
Thunder Truck™ is a
great, customized remote
vehicle. Built-in remote
studio, custom graphics,
LED message signs ....
create an impact when
your station vehicle pulls
up to a remote! Call for
more information — this
vehicle can be completely
customized for you.
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BROADCAST
PRODUCTS

INCORPORATED

P.O. BOX 2500

ELKHART, IN 46515
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(219) 293-4700
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Mancow Knox 'Em Out On The Bus

ere’s quite the bizarre story, as told to us
| by WNFZ (Extreme Radio)/Knoxville PD
Dan Bozyk: This kid comes home from
| school one day and asks his parents some
graphic sexual questions. The father asks where
the son heard the words he’s using. “On the
Mancow show on Extreme Radio.” Dad asks
where he’s been listening to the show. “On the
. school bus.” That’s it — Dad’s furious. He con-
fronts the bus driver, demanding that the bus
| radio never be tuned to Mancow’s show again
| as he boards the bus to change the station him-
self. The driver objects and says something to
the effect of, “You're crazy! Get off my bus!” So
Dad yanks the bus keys out of the ignition and
| grabs the driver by his collar. End result: Dad’s
| trial for trespassing and misdemeanor assauit
begins today (10/15). And here’s what makes it
even stranger: How old do you figure this bus
driver is ... maybe twentysomething? Nope! He'’s
71! (Not necessarily a Mancow fan though ... he
l had a practice of letting the kids choose the on-
board entertainment.) For his part, Mancow told
the Chicago Sun-Times he’s siding with the fa-
ther in the case, saying he doesn’t think young
kids should be hearing-his show.

We’ll Get Imus — Yeah,
‘That's The Ticket

‘ The Rhode Island lottery has discovered

radio in a big way. After featuring Oldies WWBB/

Providence on a scratcher ticket earlier this

year, the lottery commission is now working on
a game featuring the station’s morning man,

.| syndicated talker Don Imus. While Imus didn’t

ask for a licensing fee, the Providence Journal
| reports, he did do a bit of “I scratch your front,
you scratch my back” dealing. The game will
give lottery players a chance to win $188,000
worth of “bonus prizes” bought from Auto Body
Express, the business run by imus and his
brother Fred.

Arbitron Adjusts Data
“Express Schedule

Starting with summer '99, Maximiser 99/
Media Professional/MaxQualitative data for Ar-

| bitrends markets will be available through ADE
48 business hours after the release of the trends
themselves. Arbitron says the new schedule will

maximize data flow by reducing the number of
users accessing the system simultaneously. The
changes don't affect non-Arbitrends markets.

> That’s 210In <

Non-Radio Years'

While you won’t hear WCBS-FM/N.Y. mid-
day personality Bill Brown playing Bryan Ad-
ams’ “Summer of '69,” you can bet he was think-
ing about it this week: That was the last time
Brown wasn't at the Oldies station. Brown cel-
ebrated an amazing 30 years at the same sta-
tion in the nation’s top market. He indicates he
has no intention of leaving anytime soon, either,
and that’s fine with WCBS-FM VP/PD Joe Mc-
Coy, who says, “The day | became PD, | told
him that | wished | could clone him.” They
couldn’t do that in 1969, but in 1999, who
knows?

Expanding Their ..
Career Horizons

Plenty of news about air personalities who
are branching out into other forms of entertain-
ment. First of all, Howard Stern’s production
company has landed a six-episode order for a
new sitcom, Son of a Beach. The series, about *
“a lovable idiot who’s the world’s greatest life-
guard,” will be the first original series for the fX
cable channel. On the big screen, congrats to
KEEY-FM/Minneapolis jocks Gino Ruberto and

John Hines, who scored cameos in a film that
Continued on Page 39

Rumors

+ By the time you read this, will Russ Schell
have been officially announced as FII at Courtry
WIL-FM/St. Louis? The programming vet has been
living in the"Gateway City for the pasi year or so.

+ What about those Tumors on Matt Drudge’s
website about Premiore Hadio being ready 1o dumg
late-night king Art Bell in favor of recently signed
Phil Hendria? While there are repaorts of discontent
amang Bell affiliates over his work schedule, Pres/
CFO Kraig T. Kitchin told ST, “There is absolutely
ne-truth whatsoever 1o the rumor or-to the repor:
All of us thoroughly enjoved the mention and the
fact that he spelled our company's nama right”

+ |s the WPXY/Rochester PO announcement
"dangeroushy” closa?

+ Will WZPL/Indy announce its new PD as soan
as Monday (10/18)7

One of America’s most loved Christmas Songs

Wb
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Music Testing

How Doing 10r 2 Music
Tests Per Year Gan Be Hurting
Your Ratings

Philadelphia’s #1 rated 25-54 station*

More frequent music testing identified as key to success of

ur philosophy at B-101 is that TSL is to be guarded at all costs. The single most
important investment we make to ensure high levels of listening is with our

library music testing.

We test and freshen the library
very regularly. This allows us
to move a certain number of
songs from Power to Secondary
and vice versa. Some songs
usually fall out and some songs
always find their way from the
shelf to the air. Frequent testing
should really be the rule and
not an option, particularly for
any gold-based station. The
way music is moving these

days, and as listeners’ tastes
evolve at an unbelievable pace,
stations just can’t sit for five
or six months and let the music
mix get stale. When it does,
the listeners can’t put their
finger on it, but it just sounds
old and repetitious.

Here’s -the worst part of
letting your music get stale:
there is a real opportunity for
fatigue with heavy listeners

(core P-1’s) when stations go
more than a couple of months
without a music test. And, it’s
important to remember that
it’s- your core that gives you
on average 75% of your quarter
hours (higher on most ACs).
When you are only playing 400
or 500 songs at a time, it
really shouldn’t be the same 400
or 500 for more than a couple
of months in a row, especially

ADVERTISEMENT

*

“Here’s the worst part of
letting your music get stale:
there is a real opportunity
for fatigue with heavy
listeners (core P-1's)... it's
important to remember
that it's your core that
gives you on average 75%

of your quarter hours...”

— R

if you are in a-tough battle
with other stations in your
format. If you’re not in a direct
format battle it still can sub-
optimize ratings. It’s just not
great to listen (for long periods
of time, especially) to a station
that sounds tired and stale. We
believe this so strongly that we
do five tests a year now using
Music-Tec. We’ve been using
Music-Tec tests for 12 straight

books (over three years) and
have gone up in share in our
target every year. Our music
NEVER gets stale. I know that’s
not affordable for every station,
but before you spend money on
TV and outside advertising,
you’ve got to get your product as
sharp as it can be. That means at
least three tests per year.

* Rank is from Spring 1999 Arbitron,
Mon-Sun, 6AM-Mid, 25-54 Persons.

America’s #1 Music
Testing Company

If you’d like to find out why more radio stations trust Music-Tec to do more music
testing than any other research company in America, we’d be glad to give you the
information free of charge or obligation. Just call us at 719-579-9555 or e-mail us at
freeinfo@musictec.com and we’ll send it to you. If you have specific questions, you can
ask those too. The more you know about top quality library music testing, the more
you’ll want to move up to Music-Tec. '

wWWwW americanradiohistorvy com
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KHFI KXXM WNCI WPRO Y100
HTS WQZQ WRVW WBMX KZZO
VRV KSTJ KISN

PBEST I CAN

A POIGNANT TRIBUTE
TO HIS LATE WIFE 56&44 @

From the album RESURRECTION
Produced by Julian Raymond Mixed by whris Lora-Alge
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Street Talk.

Continued from Page 36

opened in limited release this past weekend.
Dill Scallion is a Spinal Tap-type “mockumen-
tary” about the world of country music. And ku-
dos to WSNY/Columbus, OH morning co-host
Dino Tripodis, who returned to the stand-up
stage as a headliner iast weekend.

Did KZHT/Salt Lake City morning guys
Frankie C. Kelly and Danger Boy wreak hav-
oc with the filming of CBS-TV’s Touched by an
Angel by revealing on-air that 'N Sync would be
filming a cameo? A CBS exec told the Salt Lake
Tribune they did, though a station rep denies it.
Some KZHT employees did, however, pose as
limo drivers to meet the group.

Meanwhile, a couple of radio personalities
are more than welcome on the set of CBS’ The
King of Queens: Westwood One syndie talkers
Don Geronimo and Mike O’Meara have been
invited to make an appearance on an episode
taping next week.

’ Miami’s Least Wanted ‘

Actor Kevin Spacey was all set to do an in-
studio interview on WPOW/Miami’s morning
show last Friday, but the N.Y. Post says Spacey
reneged when he saw RuPaul was the guest
DJ and stormed out of the station! Power 96
morning crew member Carlos Rodriguez told
the Post that when co-host Bo Griffin followed
Spacey and his handlers downstairs and asked,
“What'’s the big deal? This show is about love,’
. Griffin was told, “This is [Spacey’s] decision. He
- doesn't like to be around people. He has noth-
' ing to say to you!” Lost in the ensuing on-air
battle between the Power posse and Spacey’s
spin doctors was perhaps the real reason for

— _ S— -

’ CapPaulaCino: With Paula Cole’s new disc, Amen,

on the front burner at WB/Imago, they needed
| something that would sufficiently express the
hot nature of the project. And here it is, a self-
brewing premium cappucino. ST has yet to sam-
ple the high-tech brew, but given the name of
the CD, we bet it tastes heavenly.

Rumbles, Pt. 1

+ Leslie Pardue (a.k.a. Lee Cory) is the new OM
for Cumulus’ Chattanooga properties: Country
WUSY-FM, AC WLMX-AM & FM, CHR/Pop WKXJ-
FM and WLOV-FM.

¢ Former KSOF & KZEL/Fresno PD Angie Han-
da is the new PD at Journal's Pop/Alternative KZPT-
FM (The Point)/Tucson.

+ Beau Bennett becomes PD of Hot AC KCIX/
Boise, ID.

¢ Catholic Family Network signs on another af-
filiate, newly acquired WKDB-AM/Towson (Balti-
more), MD.

+ KCYO/Springfield, MO transitions from Coun-
try to AC. The station is now known as “Magic 92.9”

+ KORQ/Abilene, TX reverfs to CHR/Pop from
Hot AC.

* Mlke Holider is officially named PD at WQCM/
Hagerstown, MD. .

*+ WRDX/Wilmington, DE flips to Classic Rock,
with no staff changes planned.

« WLAN/Lancaster, PA APD Dave Skinner has
been appointed PD at KWAB/Boulder, CO.

* KUMX/New Orleans Creative Services Dir./
nighttimer Scotty Valentine segues to the PD chair
at WXYK/Biloxi, MS.

* WYOK/Mobile flips from Urban to CHR/Pop as
“The New Star 104

* KMJl/Texarkana, TX signs on its new Soft AC
format under GM Phit O’Bryan (formerly Produc-
tion Dir. at KKYR/Texarkana) and OM Rick Daniels
{ex-KDMX and KLUV/Datltas).

= Syndicated talker Ed Tyll will be moving from
late-nights to noon-3pm ET and relocating the show
from the studios of KLSX/L.A. to WKRK/Detroit.
Fisher Entertainment will launch a new show in Tyll's
old shift, but will also give affiliates the option of run-
ning Tyl's show on tape delay during those hours.

* Congrats to R&R Urban Editor Walt “Baby”
Love, who won Billboard Monitor's Best R&B Na-
tionally Syndicated Show award for the sixth con-
secutive year.

Spacey’s about-facey: The morning before, Ro-
driguez admits, RuPaul had teased the actor’s
arrival by referring to him as “Miss Spacey”!

Meanwhile, another of Beasley’s Miami sta-
tions is mired in controversy: Sports/Talk WQAM
Promotions Dir. Sam Duque has been “suspend-
ed indefinitely” for bringing O.J. Simpson to the
station’s recent golf tournament. The Ft. Lauder-
dale Sun-Sentinel reports O.J’s appearance
shocked station execs, especially part-owner/GM
Greg Reed. The event raised $25,000 for AIDS
research, but just $2,000 made it to the charity
while some of the remaining funds went toward
0O.J.-related costs.

Also in the “least wanted” category: News
Dir. Matt Deutsch of suburban N.Y. station
WVOX-AM. Gotham'’s Daily News says Deutsch
was booted from an Al Gore -fund-raiser last

Continued on Page 40

Hello, my name is Andy ...

I’m pushing an elephant up the stairs
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The Secret Is Out!

From the pages of

FORTUNE®

ECRET
UCCES

presented by
AmencanAlrImes

Have you ever wondered how those
successful business people got there?
Was it Talent?...Luck?...Hard Work?

Find out in American Airlines’ exciting new business,
motivational program called “$ecret$ of Succes$,” an
entertaining and informative, 90-second feature airing
weekdays on radio stations throughout the U.S. and
Canada. These inspiring profiles will encourage your
listeners to pursue their career goals.

Hosted by
a select group
of Chairmen,
CEO’s and
Presidents of
America’s
premier
businesses.

Host Jim Amos
President & CEO
Mailboxes Etc

Host Michael S. Rawlings
President & CCO
Pizza Hut

Look for the station and dial position carrying the
$ecree$ of $ucces$ program in your city.

New York NY WVOX-AM/ 1460
Boston MA WBNW-AM/1120

San Juan PR WOSO-AM/1030
Seattle WA KNWX-AM/770
Phoenix AZ KFNN-AM/1510
Baltimore MD WBIS-AM/1190
Nassau/Suffolk NY WVOX-AM/1460
Tampa FL. WTAN-AM/ 1340
Minneapolis MN  WMNN-AM /1330
Portland OR KYKN-AM/1430
Riverside CA KHPY-AM/1530

Las Vegas NV KDWN-AM/720

Salt Lake City UT KKDS-FM/1060
Buffalo NY WLVL-AM/1340
Memphis TN WTCK-AM/1030
Hartford CT WMRD-AM/1150
Hartford CT WLIS-AM/1420
Richmond VA WXGI-AM/950
Honolulu HI KWAI-AM/1080
Tulsa OK KCFM-FM/94.1
Allentown PA WEEX-AM/1230
Knoxville TN WMEN-AM/760
Monterey CA KIEZ-AM/540

Grand Rapids M WHTC-AM/1450
Greenville NC WMBL-AM/740
Columbia SC WISW-AM/ 1320
Wichita KS KANR-FM/92.7

Des Moines IA KBGG-AM/1700
Youngstown OH WBBW-AM/1240
New Haven CT° WLIS-AM/ 1420
Gainesville FL WWLO-AM/1430
Roanoke VA WFIR-AM /960

Oxnard /Ventura CA KVTA-AM/1520
Visalia CA KTIP-AM/1450

Fline M1 WTRX-AM/1330

Jackson MS WVIV-FM/93.9
Saginaw MI WMAX-AM/ 1440
Peoria IL WTAZ-AM/1350

Fort Collins CO KFKA-AM/1310

Appleton/Oshkosh WI WJOK-AM/ 1050

Atlantic Ciey N] WSAX-FM/99.3
Biloxi MS WVMI-AM/570

South Bend IN' WHLY-AM/1580
New London CT WLIS-AM/1420
Tallahassee FL. WAKU-FM/94.1

San Luis Obispo CA KVEC-AM/920
Fort Smith AR KWHN-AM/1320
Lincoln NE KFOR-AM/1240

Green Bay W1 WJOK-AM/1050
Merced CA KYOS-AM/1480

Lake Charles LA KAOK-AM/1400
Tri-Cities WA KONA-AM/610
Sioux Falls SD KSFS-AM/1520
Parkersburg WV WLTP-AM/1450
Burlington VT WVMT-AM; 620
Panama City FL. WPBH-FM/94.5
Bryan TX WTAW-AM/1150

Sioux City JA KMNS-AM/620
Watertown NY WATN-AM/1240
Jackson TN WNWS-FM/101.5
Billings MT KBSR-AM/ 1490
Cheyenne WY KFBC-AM/1240
Brunswick GA WSFN-AM/790

Coos Bay OR KTBR-FM/94.1
Elizabeth City NC WCNC-AM/1240
Elizabeth City NC WZBO-AM/1260
Fort Scott KS KMDO-AM/1600
Fort Scott KS KOMB-FM/103.9
Hardin MT KHDN-AM/1230
Helena MT KCAP-AM/1340
Huron SD KIJV-AM/1340
Licchfield I WSMI-AM & FM/106.1
Madison GA, WYTH-AM/1250
Monticello MS WMLC-AM/1270
Rolla MO KMOZ-AM/1590

Rolla MO KDAA-FM/97.5

Roseburg OR KTBR-AM/950
Sonora CA KVML-AM/1450

Yucca Valley CA KYVU-AM/1%20

For more information, call:

ECHO RADIO PRODUCTIONS, INC - ASPEN, CO

Tel 970/925-2640 -

Fax 970/925-9369 -

email: kaylah@sni.net

FORTUNEZ? is a registered trademark of Time Inc.

Street Talk.

Continued from Page 39

week, even though 'VOX got an invite to the
event!

Already, The Merger 4
Humor ...

Hey, didja hear the one about AMFM and
Clear Channel? Word is circulating outside the
usual industry confines, thanks to dozens of ar-
ticles in local papers analyzing the hometown
impact. Seizing the opportunity to poke fun at
what he calls the “hysteria” surrounding the ex-
pected spinoffs to minority buyers, KXPK/Den-
ver nighttimer Rover last week tested some hy-
brid formats, including Alt-Spanish “96.5 E| Pea-
ko” and Alt-Asian “The Peak-ing Duck.” And
Paul Kriegler, PD at Big City’s KEDJ & KDDJ/
Phoenix, felt compelled to finish a press release
about new APD/MD Smilin’ Marty Whitney
with, “As a footnote, nobody bought us yester-
day” And so it begins....

Interviewed by the Ft. Worth Star-Telegram
while his Texas Rangers were surrendering a 2-
0 series lead to the Yankees in the AL playoffs
Thursday night, Tom Hicks indicated that the
team may have to re-evaluate its strategy if it
suffered its third first-round playoff loss in four
years (it did). Given his recent history, ST ex-
pects Hicks to begin merger talks with the Hous-
ton Astros during the off-season.

Rumbles, Pt. 2

* WGCI-AM/Chicago morning man “Crazy”
Howard McGhee gets a co-host, comedian Adele
Givens. R

* KSFM/Sacramento APD/MD John E. Kage
joins KQKS/Denver as MD.

+ KISR/Ft. Smith, AR afternoon driver Mick Ry-
der adds APD/MD stripes.

« WWIN/Baltimore’s new MD is Keith Fisher,
who replaces Natalie Case.

* Alexls is upped to APD at WAQX/Syracuse.

* WHTZ/N.Y. Promotion Mgr. Darren Pfeffer ris-
es to Dir./Promotions.

* KSEQ/Fresno Programming Coordinator Rudy
Orozco adds MD stripes.

* WMLI/Madison, Wi morning partners Tim Hein
& Maurine Michaels are boosted to MD and Pro-
motion Dir., respectively.

* ST is saddened to hear about the deaths of
KICT/Wichita APD/Promo Dir./air talent Robin
Kreisberg and Sales Asst./receptionist Denise
Aldridge last weekend. The two were killed in a
collision with a big rig.

¢ Also, ST's best wishes go out to “Jockey
Jack” Gibson. The 79-year-old Urban radio pio-
neer (and Jack The Rapper publisher) is at a Las
Vegas hospiltal, suffering from advanced cancer.

* Nighttimer Tim Rainey exits KGVM-FM/Gard-
nerville, NV to become PSA Dir. and an alr person-
ality at KPTL-AM & KZZF-FM/Carson City, NV.
When will he ever do his homework? The kid's still
a high school student.

¢ KDMX/Dallas morning driver Alan Kabel ex-
its.

* WMMS/Cleveland brings in Dick Dale from co-
owned WPLA/Jacksonville to be the new Buzzard
morning man.

¢ Tony Bruno, haif of ESPN Radio's national
morning team, resigns.

* KZQ2Z/San Francisco News Dir. Elaine Leung

=exits for similar duties at Command Audio.

If you have Street Talk, call the R&R News Desk at
(310) 788-1699 or e-mail streettalk @ rronline.com

WWW.americanradiohistorv.com

* Clear Channel and Jacor join in $4.4 billion
merger.

* Joel Hollander tapped as President/CEO of
Westwood One.

* Andrea Ganis elevated to Exec. VP of Atlantic
Records.

« Steve Swenson selected as WCBS-AM/N.Y. VP/
GM.

* Joel Salkowitz set as PD of KTXQ/Dallas.

4

* Herb Alpert & Jerry Moss form Almo Sounds,

* Steve Hegwood named WJLB & WMXD/Detroit
OM

* Andre Gardner boosted to PD at WXRK/N.Y.

*» Leap O’'The Week: PD Brian Krysz goes from
WKLC/Charleston, WV to WXRC/Charlotte.

* Tony Novia named R&R CHR Editor.

* Mike Glickenhaus upped to Station Mgr. of
XTRA-FM/San Diego.

» Carey Curelop chosen to fill nine-month-old PD
vacancy at KLOS/L.A.

« Steve Rivers tapped as WZOU/Boston PD.

« Steve Perun recruited as PD by WBSB/
Baltimore.

« Steve Weed picked as PD of KYKY/K.C.

v

¢ Jerry Lyman selected as President of RKO
Radio.

* Dolye Rose rises to VP/Regional Manager of
Emmis.

¢ Mark Driscoll elevated to Heftel Group PD.

* Glen Martin named PD of WFYR/Chicago.

* Howard Neal promoted to GSM of KFI & KOST/
LA.

 Carey Curelop chosen as PD of KFMG/
Albuquerque.

* Gunnar Bennett becomes. Station Mgr. of WIXY/
Cleveland.

* Bonnie Simmons named PD of KSAN/S.F.

* Christopher Lance Joins KSJO/San Jose for

I overnights.

Records

¢ Just how close is former Columbia/Arista VP/
AC promo Mark Rizzo to joining Capitot?

¢ Former Warner-Reprise/Nashville Sr. VP/Pro-
gressive Music Chris Palmer moves to Burbank,
succeeding Vic Faraci as WB's Sr. VP/Nashville
Sales & Special Projects. Faraci is retiring at the
end of the year.

¢ Nothing'’s confirmed, but the rumor du jour is
that Universal Music Group will close the renowned
A&M Recording Studio.

¢ Tom Zutaut, head of The Enclave, and Island
Def Jam part ways.

« |sland Def Jam Music Group/VP Video Promo
Jeff Newman exits.

¢ Congrats to Universal VP Val DelLong and her
husband, MCA Sr. VP Craig Lambert, on the ar-
rival of daughter Sarah Louise on October 11.

s Congrats also to Warner Sr. VP/Promo Tom
“Grover” Biery and wife Jacqui on the birth of
their son, Joel Joseph, the next day.

A
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New This

Week:

KHTS- - WRVW  WOQEN

KOQk@  WAEZ
WERZ WPST
‘WSKS wJBQ
KGOT WKFR
and more...

WAOA
KDUK
WVSR
WKPK

On Over 70 Stations Including

These Majors:

KRBE  KBKS
KSLZ  WFLZ
KKRZ . WKRQ
KMXV  WNCI
WKSL WBBO

KDWB
WZLE

WKFS
waza
WPXY

and many more...

, from the full length CD NASTY LITTLE THOUGHTS
cherry e Sl e ‘www.strokeg.com

“l tove this song...t think it's great and
refreshing...Evan has caught my attention in this glut

 of superstar prodact out now! in fact WE'RE GOING T0 . '
ADD IT THIS WEEK!"

1.
N
»

- Jzn Sewell/MD, KFMB San Diego

“This is a one listen record that | haven’t stopped
listening to since 1 first heard it. | have no doubt that
this song will be a top 5 record for us and any other
station thet Slays it.”

AIRPLAY
NOW

- So much better

THE DEBUT SINGLE
FROM HIS ALBUM

one room

www.evanolson.com

~ Julie Stoeckel/MD, KLLC San Francisco
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The Trouble With Twang

country surfacing at pop formats

= Why The Dixie Chicks’ success won't result in nonremixed

-

y now most everybody who follows national album sales is familiar with the success The
Dixie Chicks are enjoying. The country act’s Monument Records debut album, Wide Open
Spaces, has sold over five million copies, and the follow-up, Fly, has gone platinum.

What’s intrigu-
ing about the
Chicks’ popularity
is that the group
built an impres-
sive noncountry
fan base despite
electing not to
have their music
remixed and
worked to pop ra-
dio. The Chicks
aren’t the first country act to travel
that road. Garth Brooks comes to
mind, with his strategy for his early
recordings.

Nevertheless, the Chicks’ success
got me wondering. Why hasn’t pop
radio come along for the ride? In this
age of converging genres (like rap and
rock), are steel guitars and fiddles still
so taboo at pop radio that, regardless
of the appeal of an act or artist, the
music won’t receive airplay? Turns
out, the answer is yes. It’s either re-
mix or forever hold your peace.

Susquehanna Radio Corp. VP/
FM Programming, Atlanta/Dallas
Brian Philips says country music
is in a unique position right now
when it comes to crossover airplay.
“It’s kind of crazy when you think
about it, and it’s something that’s
pretty peculiar about American ra-
dio. European programmers are
amazed that such strict regimenta-
tion exists.

“There’s no question The Dixie
Chicks’ music meets all the CHR
criteria for airplay. They have uni-
versally appealing songs and their
own unique sense of style. It’s not
easy to dismiss them.”

i

Bria-n Philips

b

Danny Howard

Casey Keating

CHR’s On A Roll

Then why the snub? Philips notes,
“If CHR were strapped for records
right now, we might see something.
It’s during the down cycles that pro-
grammers go outside the normal
realm to find music. But CHR has a
such wealth of music from which to
choose. There’s no need to take a risk
when you’re getting a regular supply
of superstars, the records all fit to-
gether nicely and people are buying
them. That’s the biggest obstacle
right now.”

That’s the same answer offered by
Hot AC KPLZ/Seattle PD Casey
Keating, whose station is one of only
a few to remix and program its own
version of The Dixie Chicks’ hit
single “Wide Open Spaces.” Keating
notes, “Any time you sell that many
albums, you’re reaching beyond one
format, so I'm not surprised the song
worked for us. Our version continues
to be one of our best-testing records.
But given the drought of records ear-
lier this year, it was a matter of sur-
vival. We had to take things from
other formats.”

If there was a lack of hits for Hot
AC earlier in the year, wouldn’t that

—

“CHR has a such wealth of music from which to
choose. There’s no need to take a risk when
you're getting a regular supply of superstars, the
records all fit together nicely and people are
buying them.”

*

make it easier to
program
nonremixed
country  hits?
Keating doesn’t
believe so. “We
had a lot of suc-
cess with Faith
Hill’s “This Kiss’
after we took the
twang out, just
like we did with
‘Wide Open Spaces.’

“It all comes down to a matter of
fit. I realize people are buying the al-
bum for what it is and not for the re-
mixed music, but our audience is
used to a particular sound. If we want
to introduce them to new music, we
have to do it in a way that’s a great
fit with what we’re already playing
in order to give that record an extra
chance of survival. You can’t sur-
round this record with songs from
Matchbox 20, The Goo Goo Dolls,
Jewel and Smash Mouth. It would
stick out too much.

“Country music is country music for
a reason, and a lot of that is due to the
production. It’s what makes a country
song a country song. I understand the
questions about why we can’t keep it
country. We can’t because, frankly, it
is pure country, and we’re a pop sta-
tion. If you want to hear the original
version, listen to the country station,
which is probably what the labels
would want you do to anyway.”

3

Butch Waugh

Country Isn’t Alone

One format where you’d think
nonremixed songs might find a home
would be Adult Alternative. After all,
many of these songs have musical
structures and lyrics to which the
format’s 25-44 audience can relate.
Nonetheless, Danny Howard, OM/
PD at Chattanooga’s Adult Alterna-
tive WDOD (The Mountain) and AC
WDEF, is of the same mind as
Philips and Keating. “WDOD leans
harder. We don’t touch a lot of artists
or music that, for lack of a better
term, sounds granola, even though
country artists don’t fit into that. If
the Chicks were to record something
more AC, we’d entertain that idea
100% times faster at WDEF than we
would at The Mountain.”

www americanradiohistorv com
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311 MIXES IT UP ON SOUNDSYSTEM F

Members of 311, Sugar Ray and Incubus gather in the parking lot
outside NRG Studios in Burbank, CA — where all three bands were
recording — to celebrate the final mix of 311’s new album,
Soundsystem. The album hit retail on Oct. 12.

Howard doesn’t see things chang-
ing in the near future. “Anything is
possible, but the trend is that most of
the huge country music that’s ultra-
popular is more mainstream, and the
rest is more niche programming. We
deal with the same issue at AC. We
have several niche artists that are ex-
clusive to the format but don’t get
played elsewhere. It comes down to
the direction of the music.”

It’s not like these programmers
haven’t tried finding out if
nonremixed country would work.
They haven’t done extensive research
exclusively on the subject, but they
have thrown country songs into audi-
torium tests. Howard notes, “We’ve
put some country songs into our tests,
but we haven’t gone too far. We don’t
want to waste a lot of money check-
ing on that music.” Keating observes,
“T don’t think people could tell the dif-
ference between a remixed and origi-
nal version listening to a clip of a song
during an auditorium test.”

That last point is an important one.
After all, pop stations play remixed ver-
sions of songs from alternative, hip-
hop, rap and rock artists whose album
sales don’t seem to suffer. Shania
Twain has passed the 10 miilion sales
mark with her latest album, Come on
Over, yet every song that’s been ser-
viced to pop radio has been remixed.

Remix Or Bust

RCA Label Group/Nashville Sr.
VP/GM Butch Waugh, who, before
moving to Music Row, oversaw pro-
motion at RCA Records in New
York, comments, “Remixing is a nor-
mal course of events at all the other
formats. When you remix a record for
Top 40, you have urban-, dance- and
AC-leaning versions of songs. When
I was in New York, it wasn’t unusual
to have five to seven different ver-
sions going out to pop radio, with
each one tailored for a specific for-
mat. It was up to our staff to take the
right one to each station and make
sure they got what they needed for
their listeners. You wanted to have a
song that fit the station.”

Not surprisingly, RLG is currently
enjoying success at AC with remixed
versions of the country group
Lonestar’s hit “Amazed” and vocal-

ist Martina McBride’s “I Love You.”
Waugh continues, “Sure, we’d like
pop radio to play the original version,
but there’s nothing wrong with re-
cording different mixes, especially if
radio wants the music.

“That’s the reason we remixed
Lonestar, because group PDs saw the
success of ‘Amazed’ within their
market cluster, tested it and wanted
it for their stations. Now it’s become
a great female 25-44 record, but we
had to make it less twangy.”

Regardless of the phenomenal
sales of albums from Shania Twain
and The Dixie Chicks, Waugh says
Country radio is “still perceived as a
boutique format. Pop radio will only
pick and choose the right things. And
some of the most dynamic records are
going to be ignored by pop simply
because they’re country records.”

Tough Nut

Waugh agrees with programmers
that pop radio is a tough nut to crack
right now for more traditional coun-
try. “Top 40 is enjoying the biggest
numbers it’s ever had and is having
major success by taking the best pop,
alternative, hip-hop and pop dance
records. And now Latin is raising its
hand. The numbers prove they’re on
the right track.

“But I do believe there is a place
for great country music in certain
dayparts at pop radio. If pop radio
were to take a look at some of the
unbelievable songs being recorded by
today’s country artists and really lis-
ten to the lyrics — and realize those
lyrics related to their audience be-
cause the words are so powerful and
mass-appeal — they would begin to
play more.”

Meanwhile, it going to be status
quo. Susquehanna’s Philips does hold
out a glimmer of hope however. “It’s
hard to make an argument against
what pop radio is doing, but I have a
sense that there might be a little bit
of fatigue at Top 40 when it comes to
the musical texture. There aren’t
that many surprises left. It’s great
music, and it has a nice, rhythmic,
homogenous blend, but there’s not
that much out there that pricks your
ears up and makes you take notice.”

Steel guitar anybody?
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C2 Doing ‘Whatever’ It Takes
To Break Splender

There’s a tried-and-true saying in the
music business that it’s not where you
begin, but where you end up. Given the
early success Splender is experiencing
with their debut major-label single,
“Yeah, Whatever,” the future looks
bright for the Columbia/C2 Records
rock band.

$plenqer7

The track — taken from the New
York-based quartet’s debut album, Half-
way Down the Sky — crossed over from
Alternative, Active Rock and Rock and
debuted on the CHR/Pop top 50 chart a
couple of weeks ago. Key CHRs sup-
porting the seductive alt pop cut include
WXKS/Boston, WKRQ/Cincinnati,
KMXV/Kansas City, KZZP/Phoenix,
KBKS/Seattle, KZHT/Salt Lake City,
WRVW/Nashville and WNTQ/Syra-
cuse. Hot ACs playing the single include
WTMX/Chicago, KDMX/Dallas,
WXPT/Minneapolis, KALC/Denver,
KZZ0/Sacramento, KRSK/Portland.
WYVRYV/St. Louis, KAMX/Austin and
KZON/Phoenix. That’s in addition to
continuing Alternative airplay.

Columbia VP/A&R-Marketing James
Diener, who signed Splender in late '97,
has been following the group since they
won a Ticketmaster contest for Best
Unsigned Band in the mid-"90s. He re-
members, “I had seem them play several
times and had heard their demos when
they were known as The Hidden Per-
suaders. The guys had been working at
it since they were teenagers and had
really accomplished a lot, building a
good local following and even touring in
Europe. Then they sort of went through
achange. They added a guitar player and
changed their name, and it all seemed to
come together after that.”

One of the first things Diener set out
10 do was team the group with a rock
producer who knew a thing or two
about pop melodies. “[Main songwriter/
vocalist/guitarist] Waymon Boone and
the guys have such a great concept of

melody and hooks and for writing songs
that have a mass appeal. They also have
a rock and a softer side.

“We talked about a lot of producers,
but in the end Todd Rundgren was the
one we wanted to work with. He’s the
definitive pop-rock producer. We really
had to promote him, but in the end he
saw the potential
of the band.”

The album was
finished last fall.
When C2 bowed
earlier this year, it
was one of the
label’s priority re-
leases. C2 Rec-
ords Sr. VP/Pro-
motion Dennis
Reese comments,
“We launched
the band in late
March and had
some amazing
success stories,
especially at Al-
ternative KDGE/
Dallas and sev-
eral other sta-
tions. The game

— plan from the be-
ginning was to take our time during the
building process. We had them meet a
lot of programmers and had them tour
their ass off, because once people see
them, I truly believe they will believe
in them. I know that cliché gets over-
used, but it’s true, especially when it
comes to the fans.”

Reese has a point. Halfway Down the
Sky has sold nearly 40,000 copies since
its release on May 18, and it has consis-
tently been among the top 200 selling al-
bums in recent weeks in Dallas. Another
breakout market is Grand Rapids, where
Alternative WGRD still has “Yeah,
Whatever’ in high rotation.

After a successful six-month
run at Alternative and on cer-
tain Active Rock and Rock sta-
tions, C2 went after CHR. One
believer is CHR/Pop WVTL/
Grand Rapids PD Jeff An-
drews, who began playing
“Yeah, Whatever” on August
19. Andrews notes, “It’s a good
record with great hooks that we i
believe will do really well. Pop
rock does really well in the
Midwest, especially the radio-
friendly alternative-leaning
stuff. There’s a big demand for
it out there.”

While C2 continues building
the Splender story at CHR, the
label is also readying plans for
follow-up tracks. In early November C2
will release the song “Monotone” exclu-
sively to Alternative and Rock radio as
a way of saying thanks for their early
support. Early next year it will drop 1

B Johnny Hyde

Think God Can Explain” to CHR.
Reese deflects any criticism that the
label might be spreading itself too thin
since it won’t have a single track on
which to focus. “You have to try new
things,” he says. “You can’t just con-
tinue doing things the same way, be-
cause there are no guarantees.”
Splender recently wrapped up the
mini DKNY Jeans tour and are about to
embark on a headlining club tour.

Ready For Takeoff:
Johnny Hyde

Don’t be surprised if Johnny Hyde
has a major-label deal in hand by the
end of the year. The Atlanta-based rock
singer/songwriter, who recently inked a
major publishing deal with Warner
Chappell, has built up a loyat follow-
ing in the city over the years. Labels in-
terested include Interscope. Capitol
and Reprise, among others. A major
showcase was held in Atlanta on Octo-
ber 14.

Hyde is managed by Stephen Hut-
ton’s Uppercut Management, which
also reps Kid Rock. Hyde first came to
Hutton’s attention via Atlanta concert
promoter Rich Levy. Hutton recalls, *T
called Rich out of the blue just to find
out what he was up to, and he told he
was getting out of the management
business. He said I should take a close
look at Johnny and sent me a demo.
The tape blew me away, and I flew
down to see him as soon as I could.”

While convinced of Hyde’s songwrit-
ing ability, Hutton wanted him to work
on his live show. “I didn’t want to shop
him around because the live show
needed a lot of work. So we spent the
past year and a half working on that,
among other things. The show used to
be a weakness; now it’s a strength.”

With Hyde hitting on all cylinders,
Hutton has begun approaching labels
and radio. “I’ ve visited some of the top

breg kdom

Alternative programmers over the past
month, and we’re, getting a really good
reaction. I'm not looking for adds yet.
It’s more like we're testing the waters.”

—Steve Wonsiewicz

Phish Offers Live Six Pack

Elektra Entertainment jam band Phish will push the
live album envelope on Novembet 23 when they release
a six-CD set that encompasses back-to-back perfor-
mances at the Hampton Coliseum in Hampton, VA.
Titled Hampton Comes Alive ancd recorded on Novem-
ber 20-21, 1998, the collection features a wide variety
of the group’s material, completely uncut, as well as
several unreleased songs.

Korn Visits South Park»

Immortal/Epic rap-core group Korn will bow their new
single, “Falling Away From Me.” during the season premiere
of the hit Comedy Central
program South Park. The
group will also appear on
the show, which will be
televised on October 27.
Korn’s new album, tenta-
tively titled /ssues, is ex- —
pected to be released on November 16 ... In other new re-
lease news, RCA platinum-plus pcp newcomer Christina
Aguilera plans to release a Sparish-language album in
early 2000 ... On October 25 Arista/Bad Boy will release
“Dead Wrong,” the new single fromr: late rapper Notorious
B.1.G.’s forthcoming album, Born Again ... Atlantic will re-

Korn

lease Genesis' first greatest hits cellection on October 26.
The set features the new song “The Carpet Crawlers
1999, featuring Phil Collins and Feter Gabriel on vocals.

Tour update: Crosby, Stills, Nash & Young kick off their
highly anticipated reunion tour, dubbed the CSNY2K tour,
on January 25, 2000, in Detroit ... Filter start their head-
lining tour on November 6 at the House of Blues in Myrtle
Beach, SC. System Of A Down support ... Epic singer/
songwriter Macy Gray begins her tour on October 15 in
Washington, DC ... Travis Meeks’ Days Of The New em-
bark on their national headlining tour October 22 in Pen-
sacola ... Meshell Ndegéocello will open for Sting dur-
ing November and December, becinning with the Novem-
ber 7 show in Atlanta.

Wired news: Atlantic Rec- ¢
ords has teamed with AOL’s |
Spinner.com and Winamp

to offer a live version of the | ;
Stone Temple Pilots song
“Down,” the first single from |
the group’s new aibum, No. 4.
The download times out on |°
October 26, the in-store date ¥
for the new album ... Holly-
wood power broker Michael
Ovitz has bought a minority stakz in the web music site
Dimension Music .... Online label/marketing company
Atomic Pop has picked up global digital distribution rights
for 4AD’s catalog.

This 'n" that: Blues Traveler will continue as a band de-
spite the death of bassist Bobby Sheehan on August 20
... Beck, Geffen and Bong Load have settled their duel-
ing lawsuits. Details were not disclosed. Beck’s new album,
Midnite Vultures, hits retail in November ... Local H drum-
mer Joe Daniels has left the Island rock duo. Former Tri-
plefastaction drummer Brian St. Clair is filling in ... Noth-
ing’s official, but word from NetAid Is that Wycief Jean has
agreed to write and produce a song for Michael Jackson’s
forthcoming new album ... The Smashing Pumpkins have
named Sharon Osbourne, wife of Ozzy Osbourne, as

Stone Temple Pilots

their new manager.
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past few years CHR
programmers all over
Ameri-a have risen to the
challenge and revived a for-
matthst wastaking aback seatto
other formats. CHR had been suf-
fering decause some of those involved
init wexe getting lost while trying toreturn
to what we do best.

Today, CHR is back and playing to win. As
we mcve into the new century, it’s at the top of its
game. The proof is in the. numbers: CHR once again
took the lead over Country in the spring '99 Arbitron,
with abmost a 10 share. While the format’s strength contin-
ues to be teens and 18-34, its ongoing rise in the 25-54 and 35-
64 dermos has enabled stationrevenuesto steadily increase. More-
over, CHR also covers all of the 18-44 age cells, with 88% of its
adult audience in this important consumer group.

The future for CHR looks extremely bright. The U.S. youth
population, at 30.9 million, will continue to outpace overall
population growth through the year 2010. By appealing to
younger demographics, CHR is best poised to capitalize on this
population boom. CHR listeners continue to be
heavier users of radio than of any other media. Four
out of -he top seven most-listened-to radio stations in §
Amencaare CHRs, including WHTZ/New Y ork (No.
1), WQHT/New York (4), WKTU/New York (5)
and KIIS/Los Angeles (7). Best of all, CHR contin-
ues tozeflect the tastes of an increasingly important
ethnic American population. :

CHRs like KIIS and WKTU have flexed theirrev- #
enue rauscles and are currently among America’s larg-
est bil ers. AMFM, Clear Channel, Cumulus, Emmis
and Irfinity are just some of the powerhouse companies that
have shown their confidence in the format by continuing to turn
on new CHRs and reinvesting in their current stations.

Taking acue from my peers, my wish list for the new century
woulc request that throughout this ongoing technological revo-
lution we always put people first. How? By hiring interesting,
quality people whohave a desire to be the best they can possibly

Tony Novia

be and won’t
accept anything
less. Search for people
who care about what they
do, care about themselves and
others and demand excellence
from themselves.

No. 2 on my wish list: music. We
need to play the hits that apply to ourspecific
music position and own them.

No. 3ispersonalities. Find acompelling morn-
ing show and air personalities who make the station
stand out, who fit the lifestyle of the audience and who are

passior.ate about new music. Seek out personalities who will be
real and have the ability to hear themselves through the ears of
their isteners. Look for great communicators who utilize energy
and brevity and exude sincerity on the air.

Next is marketing. Conduct lifestyle-oriented promotions
that touch the emotions of the audience and help develop loyalty
andrecall. Involve artists in the radio station. Be fun, humorous,
timely, informative, upbeat, energetic, exciting and en-

' between the records must strike a responsive chord
. with the audience.
No. 5: Own a position. Let the audience know about
| it. Be memorable. If you are not memorable, you will not
i getthe creditin Arbitron forit.
‘No. 6: Be local. Make a difference in the community
. and touch your listeners.
No. 7: Nurture talent by utilizing the power of the
station to help cultivate young broadcasters and provide
opportunities for your fellow employees to further their skills.
Firally, give thanks every day that you are blessed to work in this
business and in this exciting, nonstop, ever-changing format. Put
family first, give back, remember where you came from and, most
of all, keepplaying towin!
Ths special is dedicated to my son, Christopher Nicholas
Novia, for giving me the best 17 months of my life.

wwWwW americanradiohistorv com
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HOW TO NAVIGATE THE
POP MUSIC LANDSCAPE

Don’t run from change; embrace it and show
what you can do to make your station a winner

By Jimmy Steal PD, KPLUR (Power 106)/L.A.

§ From a musical perspective, CHR has never
been in better shape. (Remember music? It
used to be the most popular reason people

were passionate about our business.) As
with any medium that reflects
contemporary pop culture, you are either

its victim or its hero, depending on what it
has to offer at any given moment. Suffice

it to say that acts including The
Backstreet Boys, Britneg Spears, N Sync,
Shania Twain and Ricky Martin have
reignited the pop music flame.

Of course, a better quality of life for many CHR
programmers and reduced stress levels have been two
direct results of this fresh crop of pop.
Can you ever take enough credit for an
up book in this business? Great pop
music generally equates to great pop
ratings. As simple as the current pop
music landscape has been to navigate of
late, the underpinnings of what drives
the format (and the medium’s success)
even in down music cycles is not quite a
quick read.

My worry is that by the time this
article hits the newsstands, it may
already be irrelevant. That’s how quickly
our industry is moving right now — ask
many former radio experts/stars who
can’t get their phones to ring. All smart
programmers or on-air talent reading

I,

we marketed and branded to our audience. Today
authors such as Price Pritchett help you market yourself,
as well as your staff, to your employer. Say hello to the
new day. Spend every shred of your spare time improv-

whether you realize it or not.

Yes, it’s a turbulent time in our industry, but
turbulence is only bad if you don’t navigate through
it intelligently and seize the day. I view the turbu-
lence positively, as a new level of dynamics instanta-
neously creating opportunities for positions that
didn’t even exist a few months ago. A former GM of
mine often quoted a Chinese proverb: “May you live
in interesting times.” We have experienced those
interesting times with the onset of deregulation. Yes,
radio consolidation has definitely made the number
of jobs dwindle, but the quality of jobs has increased
for those displaying the talent, motivation, passion
and ability to not only accept change, but to welcome
it enthusiastically.

If you are not open ‘o change, you
might as well paint an X on your
forehead and save your new owner time
in the natural selection process once
they come through the front door of
your radio station. “But this is the way
we used to do it,” should be removed

remember the past, just don’t live there.

is genuinely exciting. I’m learning a lot

understand quickly what your employer
needs from you, and you just might find
yourself overseeing an important market

cluster or voice-tracking in several top 10 company’s loss. It should be treated as an unforeseen

this article already know that great
personality and stellar imaging are the
only things that separate great radio
stations from the droning “win it before
you can buy it” herd mentality.

In some isolated cases, the lack of any
real market competition (these

markets at once. Now is not the time to
fear change, only to fear vour failure to
embrace it.

Two powerful changes that we are
experiencing simultaneously are relaxed
ownership limits coupled with the speed-

underprogrammed, local matrices are
quickly vanishing, so enjoy them while
they last) is attributable to some
stations’ or clusters’ successes. This
should be obvious, but, for the record,
everybody has similar research, similar
ratings goals and similar budgets. Now
more than ever the playing field has
been leveled. It’s more important now
than at any time in the history of our

medium to let great talent and programming shine (more
on this later). Your audience will thank you in the ratings.

SEIZE THE DRY

There are three things that we will delve into in this
attempt to shake the foundations of everything you

know. The first is certainly at the epicenter of everything

that is radio in 1999: The one thing, the one word, the

one concept that you can’t control, but that you certainly

can control how you react to, is (drumroll, please)
change. To accept change is to survive, but to embrace
change is to thrive. Change is driving Wall Street, and

it’s dictating our day-to-day duties and responsibilities,

communications

of-light digital convergence. These two

first change, deregulation, has allowed
monster radio chains to amass massive
debts to Wall Street. The digital delivery
technologies help facilitate the “now”
mentality of cutting overhead instantly to
pay down that debt by eliminating all but
the very best in talent and management,

ARE YOU EXPENDABLE?

Where do you fit in this equation? Or do you? The
choice is yours. Even if you are still acting analog, the
time to start thinking. digitally is now. Your actions
today will prove you to be an indispensable or totally
expendable employee tomorrow. There is no gray area
here, so don’t look for it. You are one or the other.
Putting it in a programming-friendly analogy: In the

world of radio-employment, are you an irreplaceable P1

or the phantom cume that vanishes overnight?

How do you dramatically increase your asset value to

your employer and alter your career trajectory in this

changes are interrelated in every way. The

ing your product (you and your staff) and not whining

about how unfairly you’ve been treated. Chronic

IT’S A TURBULENT TIME

IN OUR INDUSTRY, BUT

TURBULENGE IS ONLY

BADIFYOUDON'T
NAVIGATE THROUGH IT

INTELLIGENTLY AND
SEIZE THE DAY.

L1 O 1

I’m not for a moment advocating blind acceptance of
Start practicing and believing phrases like,any circumstance that presents itself; just think before
“I love this new way of doing things. This you speak. And, yes, there is the possibility that you can
do everything to the best of your ability and still be
here,” and, “How can I help?” Buy in and fired. I was part of a programming team that moved a
station from a four to a 12 share in 18 months, and the

. G .

from your vocabulary immediately. Keep complainers have already sent a message to the industry
this mind-set at your own risk. It’s OK to that they are obsolete.

staff got canned anyway. In situations like that you have
to understand and accept the fact that it’s your

B N e |

KEITH MITCHELL
OM/PD, W.IMK-FM/FLorence, SC

In THE YEar 2000 CHR wiLL:
HAVE CHAINWIDE MORNING TALENT.

THERE WILL BE MORE CHR STATIONS,
ONE OF THE FEW MASS-APPEAL

FORMATS LEFT.

IN THE Year 2000 | wiLL:

HOPEFULLY STILL BE AN OM FOR A
MARKET CLUSTER OF STATIONS WITH

MY COMPANY.

| Uilsieyrg

nerve-racking era of radio deregulation? If you look back

on Reis and Trout, they helped our industry define how
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On the HIT LIST: “Not a new boy band
4 U 2 luy, but honest-to-God instrument-
wielding triplets and their older brother.”

SPIN

Featured as THE stand-out Hot Band on
their Hot List.
ROLLING STONE

the moffatts “misery” [thenewsingie: "

Fram the‘ir,de_btft album: e - ON TOUR WITH LFO!
chapter [: a new heginning :

PRODUCED BY GLEN BALLARD MUCH MUSIC
Vixed by Tom Lord-Alge PEOPLE'S CHOICE
Stop by Moffatt High: AWARD WIN N ER! ! !

wwav. moffatthigh, com

The Moffatts” Official Web Site:
waw.themoffatts, com e

Impacting Top 40 Rad Now! |
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HOW TO NAVIGATE THE
POP MUSIC LANDSCAPE

CONTINUED FROM PAGE 4b

opportunity for you. Be cognizant of the fatt-that
decisions are being made very quickly today. If you’re
not careful, your first impression could also be your last.
Here are a few tips on how to pass Go and collect the
$200: Focus on the fact that, especially in these dizzying
days of acquisition-happy radio owners, every pipeline
needs oil. In this shrinking universe folks who truly
deliver have become a commodity (congratulations, your -
personal stock has just gone up). It’s that less-jobs-more-

PLEASE STRIKE TERMS
LIKE "CAREFUL, STEADY
GROWTH™ AND “SLOWLY
BUILDING EQUITY”

FROM YOUR RADIO
VOCABULARY, BECAUSE,
HONESTLY, THEY ARE NO
LONGER RELEVANT.

[ LA —— ]

money hook rearing its head again. Regardless of the
current environment, you’ve only had one job, and that’s
been to make your boss look good. The only difference is
that now there is a much higher level of scrutiny that
occurs in a much tighter performance window.

LET TALENT THRIVE

Please strike terms like “careful, steady growth” and
“slowly building equity” from your radio vocabulary,
because, honestly, they are no longer relevant. Absolutely
key to this discussion is the reality that all delivery systems
are totally worthless, pipelines minus oil, without

* compelling superstar talent and intelligent, creative,

inspiring, strategic managers who can create environments
in which this talent can thrive: The most important thing
these high-caliber performers bring to your station doesn’t
show up on resumes or tapes; it’s organic. If you’re
perceptive, you feel it first. Your audience feels it second.
Once you have built this environment at your station,
guard it like the Holy Grail. If you observe the most
successful programmers in the business, you'll find that the
No. | characteristic they have in common is that they are
incredible catalysts who serve as the central nervous
system of an idea-friendly environment. It’s been described
by some who have experienced it as a radio Camelot.
Many say you’re lucky to experience it just once in your
career; I've been fortunate enough to be a member of such
teams several times. Outside of the birth of my daughter,
they have truly been the most magical moments of my life.
The inflated prices of radio properties and the increased
pressure to operate efficiently and perform effectively have

created as a byproduct much-deserved attention and
compensation for the great talent and managers who can
make it happen in ratings and revenue. Even the best
pipelines are worthless without the oil.

Now that we’ve discussed why there is this great need
in broadcasting, exactly how do you become someone
who can excel and best fill that need? Let’s start out
with what really matters. No sugarcoating: It’s who you
know. You work in the communication business. Who
have you communicated with lately who can inspire you
and help you in your career? Our industry has many
people working in it who are grandmasters of radio
chess. You should at least have made the effort to get to
know some of these icons, such as Guy Zapoleon, Tom
Owens, Greg Strassell and Don Benson. Have you ever
e-mailed any of them out of the blue to introduce
-yourself? What about John Gehron, Rick Cummings,
Dave Robbins or Marc Chase?

Besides the fact that all of these people are great
individuals, they can also help you bring out the best in
yourself and potentially wire you up to a situation that
may be your career platform. One thing I’ve found that all
of these incredible programmers have in common
(besides a textbook knowledge of radio’s nuts and bolts)
is that they can feel great radio and help you identify and
create it. Priceless! What’s the secret to hooking up'with
our industry’s brightest and best? There isn’t one, except
contacting them, as I said. So how hard would it be if you
promised yourself that every few weeks you would reach
out to someone you had never met who could be a career
ally for you?

STAY TWISTED'

OK, now you're totally hip to embracing our
industry’s change and turning it into your personal
opportunity to excel in the current radio landscape.
You’re hot-wired into the world of networking. What’s
next? The third and final concept we’ll cover is to stay
twisted. I cannot emphasize enough the importance of
not seeing everything in the world quite the same way
as everyone else does.

Your audience demands entertainment, and that will
never come out of a research book. No one outside of
your programming brain trust should know your
strategy; they should just know it’s a hell of a lot of fun
to listen to your radio station. Thank God there are
now radio CEOs who come from the programming side.
These gentlemen realize that great programming drives
great revenue, not the other way around.

If you’re an on-air talent, it’s still pretty easy,
because you are immersed in pop culture by getting
away from the station enough to have a life in the real
world that your listeners live in. Unfortunately,
programmers are surrounded by budgets, paperwork,
meetings, etc., which makes it incredibly easy to lose
sight of the vibe that truly drives all compelling radio
stations. Although it’s easier said than done, you must
delegate anything and everything that doesn’t have a
huge direct impact on ratings and revenue. This will
clear up your-~view of the world that your radio station
should be tirelessly trying to reflect and vibe off of on
a daily basis.

Don’t clog your creative arteries with worrying {oo
much about the weekend schedule; it’s not that big a
deal. It won’t move the meter a fraction of what a great
and timely creative idea will. Think about things that
make you different from your competitors. Encourage

WwWWwWWwW.americanradiohistorv.com
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people 1o bring yawany ind all deas, 5édaiﬁé they are:
the most valusbleZommodities at any radip statfert.
Read H.SA Today-with ydur office dagr apén; sénd e
message that being plugged in a8 job-No. 1 at yout
CHR station - 'R IRt

You rmay halehetd it said that you can’t Bedth 2
contagfdus atmosphere. Your radid station has to be
popul\]aiéd with interesting people before you’ll-get
anything interesting con%?f)g out of the &ntra} rotm.
Build 4 elubhouse, ot a job site. Makg syre }hg"pe_oplf
around you reminfdyou that fun is the most important
screener for ¢verything that gets on the air. Can the
mayhem+in the all_\(uyamal yaur station passfor an Old
Navy commiercial? {f-it caiit, it’s your fault, bécause as
PD, you 4nd you alone sct the pace that;g‘éﬁtes thet
envirofment that inspﬁgg Ih§ staff to. think, differently
and beat the hell out of'ﬂ@gi-lqpe_lition. PDs shouidn’t
necessarily have the bQ" deas; theffkhqg}?ijust'be
able to recognize them. . .

I feel 4 litde silty stating wha I feel is'so obvidus
but gré}tPDs know it‘sr_é'f’éi;ﬁog to-direct the m%%/ie:,
not stat in it. Who are:the stars? Most often th _ﬁ,ré
marketiﬂg directors; morhirg show ‘members, igtelﬁi,
music arecllqrsﬂ,‘ APDs: ‘creative services péopld ot
anyone else who'is a}con‘noisseur of é;t_le many straips of
pop culture: These-pedple can help you effectively
exploit whal is:happe_riing@‘thé world every day."iﬁx
the process,, you make yourradip station much mare
important t@ your audience,

It’s a pri@iegﬁ%’fﬁ@@rﬁ_inﬁhis businessTBecause:we
get to entertain pdopls ;éﬁery'zga . Do everything'ia yadg
power to emerjai@ﬂﬁlg lhn:lk\ out of them every :%:hama
you get! Int%festiv nd compelling people make

interesting, compelling radio;ieveryone clse makes 10
in a row. W;‘dﬁn-‘i have ghgge’)éc}ixsive franchifb L/
anymore. It's up g you 1o start saving it today. The
radio world’is changing, so dealiwith it by mgking
yourself an ﬁnv%luable asset ?g yourself and ypur newly
consolidated empieyer. Qﬁ.g‘ies,;and don’t fofget td &
play the hot crop, 0T Curréiit astigts — that coulds’t hurt
your CHR station.

0 ONE BUTSIDE OF
YOUR PROGRAMMING
BRAIN TRUST SHOULD
KNOW YOUR STRATEGY;
THEY SHOULD JUST KNOU}
IT'S A HELL OF A LOT OF
FUN TO LISTEN TO.YOUR
RADIO STATION! -
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We Dare You To Take The
Top 40 Music Challenge

aX Platinum : Platinum

“Back Thal Tllanu Il|1l" “Wanna Be A Baller”

“Juvenile’s ‘Back That Thang Up’ is a great night record
for KDWB...Instant phones from the moment we put it

on the air.” |
—Rob Morris, PD - KDWB/Minneapolis

Simply play hoth of these records 1x per night Monday
through Friday hetween 7:00pm - 10:00pm. If your night jock
doesn’t report Top 10 Phones after one week, we encourage
you to increase the rotation on Mambho #5.

‘=)

MUSIC TELEWISIONE music network
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OF CHANGE

RIDE THE WAVE

Clear Channel President Randy Michaels insists
that your success or failure in radio depends on

your attitude

& What's the one thing that will guarantee
your failure in the radio business?

. According to Clear Channel President Randy
Michaels, it’s the refusal to accept
change. Michaels’ ability to go with the
flow and his foresight are two tools he
has used to excel in an industry that is in
perpetuval motion.

In his keynote talk at R&R Convention 99 Michaels
encouraged those in the industry 1o rise to the challenge
of change and quit whining. We present
the text of those remarks below. The
wave of change is upon us, who's ready
to surf?

Everybody is talking about change
— mostly from the standpoint that it
sucks and that radio used to be great.
Get a job on the air, they deliver free
pizzas, groupies call, give away
money, talk on the phone, talk up
intros, tell your PD you got big-job
offers. Now it’s all changed. They’ve
got computers, consolidation ... it’s
bad, everything’s bad.

On that note, I thought I would talk a
little about change and why thig amount
of change feels so uncomfortable. I'm
willing to bet that it’s more uncomfort-

o
@)

able for me than any of you, because most

Randy Michaels

CH4y,

asleep in school on Monday, because back in the *60s
most stations went off the air on Sunday night to do
transmitter maintenance. Just a few staved on; and they
tended (o be the Top 40 stations. WSAI and WDRC in
Hartford were the only two stations that stayed on all
night. They were both on 1360. One would fade in, and
then the other would fade in. Sometimes you could hear,
them both. It was like listening to two stations at once,
and for some reason I thought that was great. Those
stations were my best friends.

I got a job at WKRQ then. It was some heavy, hippy-
dippy album station. Their slogan was,
“From your friends at the wireless.
Listen, we think we found you.” I didn’t
want to kill WSALI I really didn’t. I
could see that these big AM radio
stations were going to get totally
screwed, and 1 felt bad about it. I didn’t
want to be part of it. But then you think
it through and realize that someone’s
going to do it. Why stay with the Jeff
Beck and the Mahavishnu Orchestra
format? Is that really going to be what
works? No. P

Well, now we have hundreds, on our
way to thousands, of stations. There are
parts of it I don’t like. I used to know
everybody in the company. I used to

know their wives and their girlfriends. |
‘/I/ used to know who they were. I don’t
\ Q like the fact that I really can’t even get

to know everyone we have on the air.

people in this room have lives. I don’t

It’s a company now that is not just a

have a life. I don’t have kids; I have no
idea who's on the starting lineup for the
Reds. I know nothing about sports.

Where you have trivial information
about your families and your hobbies
stored, for me it is all radio. That has
been my focus, and now it’s all changing.
Things that I thought I knew how to do as well as anyone
aren’t even the right things to do anymore, and that sucks.
I collect old radios. My favorite airchecks are still the old
Top 40 airchecks from the *50s and "60s. My favorite
music is still the same old R&B and classic country and
old Top 40, but you can’t make a living puking and
hitting the post anymore. So, time to change.

I look out my window at the Ohio River and watch
these barges the size of two football fields loaded with
coal being guided down the river by one little tugboat. I
asked one of the tugboat drivers, “How does that little
boat control all those barges?” You see, you have to push
the barge where it wants to go. In other words, you only
have so much control.

At the end of the day the standard of living in this
country is rising in direct proportion to the efficiencies we
are creating. You have the same thing going on in the
broadcast business. Once you could only own seven
stations, now you can own as many as you want.

I’m embarrassed to tell you that I am emotional about
change sometimes. I miss some of the stations that used
to be around very much. When I was a kid, I was always

RADIO SALES

large broadcast company, but one of the
largest companies in America, a $23
billion corporation.

You have to realize that, to cope with
fundamental change, we have to get past
some of the programming, some of the
program recognition, that has gone into
our brain since we were learning to recognize faces and
numbers and letters. Some of the things you know are
wrong. You have to overcome your patterns. When the
smiling face spits at you, it is uncomfortable.

You walk around these conventions, and there is-a lot of
negativity. There is no talent development anymore,
everything is on the computer, it’s all coming on the
satellite. Where do you think the next crop of real talent is
going to come from? They are being pennywise and pound
foolish. Everyone says, “Yeah, I'm up for change — unless
it’s about me.” I’'m getting that reaction now from some of
the Clear Channel stations. We rolled out this program-
ming system, and they all said, “Oh, man, that program-
ming thing is great, but why would you have them come to
my market?” Everything is great here? Have you seen the
rating book? “Oh, yeah, but we got that all figured out.”
We have to overcome the patter:ns that are in our brains to
take advantage of the opportunity that exists.

In 1955, in almost every market in this country, the No.
1 station was 1,000 watts or less. All the big stations still
had radio experts who were used to bringing in networks,
scheduling the orchestras, putting the live dramas on, and
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the comedies. The thought that some asshole with two
turntables and 2 couple of cowbells playing records would
get higher ratings was unbelievable to them. When Todd
Storz took KOWH/Omaha to a 60 share, it was 500 watts
in daytime only. His second station, TIX/New Orleans,
achieved a 70 share with 250 watts on 1450. KLIF in
Dallas was a 1,000-watt daytimer when it became No. I.

Disc jockey was not a complimentary term. A
broadcaster, a radio professional, a performer knew how
to play an instrument, how to act and how to announce

T0 COPE WITH FUNDA-
MENTAL CHANGE, WE
HAVE TO GET PAST SOME
OF THE PROGRAMMING,
SOME OF THE PROGRAM
RECOGNITION, THAT HAS
GONE INTO OUR BRAIN
SINCE WE WERE LEARNING
T0 RECOGNIZE FACES AND

NUMBERS AND LETTERS.
MRS T
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before a microphone. He wasn’t some ass telling jokes
and ramping records and sitting between the tables,
spinning the labels and serving up the cream of the pop
crop 1n the groovy platter chatter. People really thought
that was third-rate — and it took over.

When you look at FM, the people who gave away
their FM licenses in the *60s were right for }5 years.
But even the people who held onto them, none of them
could make the mental change. None of them could see
it. I was 23 when I got to program an FM station. To me,
it seemed obvious.

But the experts, the people who had the right pattern
recognition for the 1960s, couldn’t imagine anyone would
ever take 93 KHJ and stick it at 101.1. They couldn’t
imagine putting WLS or WABC on FM. They all had
FMs, but none of them did it. Somebody else kicked their
asses. KIIS had to kick KHJ’s ass. KIIS put KHJ and 10Q
out of business. Why the hell didn’t those morons put it
on their FM? You can look back now and see it. You
know why? Because they were walking around conven-
tions saying, “Man, music on FM. Kids don’t have it in
the car; they’re never going to listen to that. Old people
listen to FM. Kids aren’t ever going to listen to FM.”

What is wrong with those people? Were they stupid,

CONTINUED ON PAGE $2
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RIDE THE WAVE OF CHANGE

CONTINUED FROM PAGE S0

‘the people who owned NBC and CBS and ABC who were
all losing money in 19557 What happened to the people at
RKO and ABC? Were they stupid? The people who ran
WABC and WLS and KHJ, KGO, KFRC — were they
stupid? They couldn’t get past the patterns in their brain,
so they walked around conventions and said, “Bullshit
abou( FM, and blah, blah, blah.”

MY PERSONAL OPINION IS
THAT THIS CONSOLIDA-
TIoN, THE COLLISION OF
DEREGULATION AND
TECHNOLOGY, IS GOING
TO CREATE THE MOST
POWERFUL AND THE
MOST POSITIVE CHANGE
FOR RADIO.

I’'m a little sad, because that is what is going on here.
People are walking around saying, “Bullshit satellite
disc, jockey-imported, blah, blah, virtual radio, bullshit
change, bullshit 600-station ownership.” Hey, guys. you
can’t do anything about it! I can’t do anything about it.
Lowry and Mel can’t do anything about it except push
the barge where it wants to go. Surf the wave. Greatest
surfer in the world understands it’s all about the power
in the wave.

You can bitch and piss and moan and be a bunch of

Randy Michaels and Tony Novia

negative energy. Get out! If you want to be a miserable old
person whining, “It used to fun. We used to develop talent;
we used to have time to put into our shows; we used to have
enough people to do the job,” I feel sorry for you. Live the
rest of your life as a miserable used-to-be. Go work for CBS.
Because I don’t want you and I don’t need vou at Clear
Channel, if that’s the way you’re going to ook at life.
We just bought a piece of XM Satellite Radio. Do ]
like the fact that satellite radio is coming. Hell, no! I wish

I could postpone it beyond my career. But, unfortunately, I

figured out that how that happens is [ have to be out in
the next four years. I don’t want to do that. I would be at
5th and Olive with a shopping cart and a bottle of
Thunderbird, wetting my pants, if 1 didn’t have radio. I'm
going to stay in it, so we bought a piece of XM,

‘Here is the privilege we have in Top 40, CHR —
whatever it is fashionable to call it now: playing the
hits. We are creating the patterns that will live with
people forever. It is not just the music. It is the music, it
is the production, it is what goes on in between the
records. It is what you do and what you say that is
forming the patterns that are going to stay with today’s
generation forever. That’s what CHR does. It is an
honor, it is a privilege.

You talk to any of the guys who did it in the *50s and
*60s; it is the most fun they ever had. I can tell you as one
of the early FM CHR guys, it paid a lot. The guys who
worked on the air were paid less. We had no promotion
budget. If we wanted to give something away, we had to
steal it from the TV station. I never had more fun. God,
that was great. It was awesome. I bet the young jocks who
do the satellite format are going to have that same feeling.

There are going to be fewer jobs in some cases. There
are going to be better jobs. There is going to be more
money in this business. This is a bigger business; this is a
serious business. There are fewer idiots out there owning
broadcast licenses. The intelligence and the quality of
broadcast operations are impraving, whether it looks like
it from the inside or not.

My personal opinion is that this consolidation, the
collision of deregulation and technology, is going to create
the most powerful and the most positive change for radio.
There are young people here listening to the rest of us
bitch, saying, “These old bastards don’t get it. Why don’t
they see the opportunity? Why don’t they see that when

you can get i with satellite and Direct TV
-or Internet or cable or AM or FM, it really
becomes about content, doesn’t it?”” There
is no problem with talent development. It
just takes a different set of skills. It takes a
certain set of skills to make KIIS/Los
Angeles work today, and it is going to take
a different set of skills to make satellite
and Internet and what radio becomes work.
You have a choice to make. As we get
older, learning is harder — that is a fact. 1
was given a choice by Sam Zell. We could
have done a deal with any company. We
could have waited a couple of years and
done an LBO, and I could have been the
largest shareholder of Jacor. And that
sucks, because ‘we would get killed by the
big guys. It is easy to do the math. I told
Sam Zell when the Telcom Bill passed,
“There are going to be two big groups, one
pretty big group and a bunch of splinter
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YOU CAN BITCH AND
PISS AND MOAN AND BE
A BUNCH OF NEGATIVE
ENERGY. GET OUT!

[EANRHEE

players.” That is the way it is shaping up.
You know that saying, “If you’re not the lead dog, the
view never changes.” I don’t want to be one of the little

splinter players. I want to run one of the big groups. Clear

Channel’s balance sheet is absolutely the best in the
business. You combine Clear Channel’s balance sheet
with certain operational strategies, and that is the
company that is going to win the race.

That is where I wanted to be. That involves changing
some patterns. A couple of months ago I was the CEO, now
I’m the President. Did you know that is a step down? Of
course I am running twice as many stations, and now I've
got a balance sheet that lets me win the race. So is it a step
down? It all depends on how you look at it — I'm telling
you how I chose to look at it.

The great thing about Clear Channel is, when you
meet Lowry Mays, you’ve met your last owner. This is
not a fund, there is no five-year life, there is no exit
strategy. So you build for the long term. That XM deal,
you know why nobody else did that? Because it’s not
going to make money for seven years. It’s OK. Because
in seven years we will be there, and they won’t. I like
that, the ability to think that far into the future, the
ability to ride those waves.

Tommy RusTiN
PD, KKRZ/PoRrtLanD

In THE YEAR 2000 CHR wiLL:
LIKE ALL FORMATS, BE FORCED TO
RE-EVALUATE THE IMPORTANCE OF
LIVE ENTERTAINERS AND THE DANGER
OF AUTOMATION THAT'S BEGINNING
TO PLAGUE OUR INDUSTRY.

In THE vEAR 2000 | wiLL:
BE A LITTLE SMARTER.
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VMA Awards!

ta song that jumps out of the radio at yau
g/l had.to get a restraining order on Fatboy Ship.
The follow up to the 1his 1( (zr (P" dost:ned to'become a power. Immediate
Top 40 Smash - ' ;
“Praise You”

j )g h L’ callout for this record...women 18-24"
iis APD/KRBE -

THe

Added This Week At:
WKIE, KZQZ, WHYI, KZZP, KAMX, WPST, WABB
WLKT, KBFM. WIOG, WHTS, WMGI, WILN, KROC

Check Out These Majors!

Z100 34x, W10Q 11x, WDRQ 10x, WWZZ 10x, KRBE 20x, KHTS 16x,
WBLI 16x, KBKS 15x, KDWB 20x, KSLZ 44x, WFLZ 26x, WSSR 10x
KDND 29x, KCHZ 14x, WNCI 11x, WKSS 17x. WDCG 17x, WPXY 12x,
WAPE 21x, KKMB 25x & many more!

From the certified Platinum Album YOU'VE COME A LONG WAY BABY

Huge Kodak Maxi Camera TV ad Campaign Happening Now! VOU'VE COME A LONE WAY, BABY
P
€= ETED ]

Contact Marc Alghini at Astralwerks 212.886.7519 or Linda Murdock at Virgin 310.288.2469
Astralwerks, 104 West 29th, New York City, NY 10001 www.astralwerks.com
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GREAT TALENT
EQUALS GREAT RADIO

Jimmy de Castro explains why air talent need
to fit a station and how to reach ;
that goal with great success

Your station cannot survive without great
talent. Ain overstatement? Not according
to AMFM Chief Executive Officer Jimmy de
Castro. His keynote speech at the Morning
Show Boot Camp emphasized the ongoing
importance of developing talent to fita
station and taking chances. But, as de
Castro pointed out, air talent are equaliy
responsible for their own success or
failure.

De Castro also fouched on the 10 things that constitute
success, adding that the most important achievement,
happiness, continues 1o elude many in the business.

The following excerpt from his 1alk offers valuable

insights into why certain personalities have succeeded
and what managers, station owners,

move on and make a million-dollar salary. No. 6 is that
you, want your own producer, someone o get you
coffee, someone to book your guests and probably your
own studio.

The seventh thing you desire most is syndication.
Then you want to go into television, and most people
have not been that successful. No. 8 is television, and
No. 9 is you want to be in the movies. You’d like to start
off in a bit part, then a walk-on, and then you want to
star in your own Bruce Willis-style movie.

Those are the nine things that talent and their agents
ultimately want. The tenth and probably most important
is to “be happy.”

I fly around in all kinds of jet airplanes with a lot of
“suits” and people worth muiti-, multimillions, but most
of the millionaires don’t seem to be very happy. At the
end of the day you should strive to try 1o find what

GMs and PDs can do 1o be a part of a
thriving radio station.

I prepared this pitch on how to be
great talent: Learn the business, be
passionate, don’t be discouraged, ask
your boss’ expectations, be a sponge,
pick a mentor, set attainable goals,
listen to other great morning shows and
tape them. Study the business, buy
stock in your company, get your
company to give you stock, be careful
picking an agent. Get to know the TV
anchors, the limo drivers, the beat
reporters. Get to know Arbitron. Go to
sales and promotion meetings,
talk to your PD, talk to your
GM, get to know the GM’s
wife and kids, etc. Win in the
hallways first.

I thought, “I’m going to go
through all these things.”

Then I decided, “Nah, there is no way I’m going to go
through that. I’'m just going to go quickly to the 10
things that everybody wants.” And when you really
think about it, and if you’re honest with yourself,
you’ll probably agree.

I’'m going to give you nine of the things you want
as talent, and then I’m going to ask you what the
tenth is.

The first thing you want is a five-day workweek. The
second thing you want is $100,000 salary. The third
thing you want is a TV campaign. The fourth thing is
to be famous from that TV campaign. The fifth is 1o

"ANYBODY WHO THINKS
THE JOBS ARE GOING
AWAY IS RIDICULOUS.”

[T

Jim de Castro

happiness is.

You probably got started in this
business by listening to radio some-
where you weren’t supposed to —
cutting school or staying up all night
listening to a radio. You have all
developed a passion for radio. I truly
believe the future of radio is talent.

My passion for radio began after
listening to people like Cousin Brucie,
Scott Muni and Allison Steel in the
New York area where I grew up. I went
on to work for Golden West Broadcast-
ers. Al Michaels was in the office right
next to me, Jim Lange was in the office
on the other side and Don Sherwood
had just left the office that I
was in — all very famous
radio talent.

Golden West Broadcasters
treated talent as if they were
gold, and that began my
training and my respect for the. importance of great
talent. Every radio company that I have been a part of,

NETWORKS

whether it was Heftel, Evergreen or Chancellor, we’ve
had that same philosophy, because it starts in mornings.

I am proud to have worked with the likes of great
lalent like Sunny Joe White, Dale Dorman and “Mattie
in the Morning” at WXKS (Kiss 108)/Boston, and in
Chicago with Larry Lujack, Wally Phiilips and John
Landecker, who I had to compete with.

I came in at 26 years old as General Manager of a
station called The Loop, and we searched the company
to try to find a talent who could replace Steve Dahl and
Garry Meier, who, before I arrived, got fired. You
remember their famous “disco demolition” at Comisky
Park? When I arrived at The Loop as GM, I called to
have a dinner with Steve and Garry, and they were
awful to me during the entire dinner. Garry was very
pissed off.

Steve Dahl is one of the smartest people who ever got
into the business. Stern is credited with a lot of the
things he did on FM. I have tremendous respect for
Howard Stern, but Steve really began to break the
airwaves. He became the spokesman of a generation,
and my foolish bosses had just fired him. During the
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disco @aé-lolmgm we hdd foun-qweak books Whete phe
summ:'fs spike weak to 2 7.3

I was the new GM, and without Meier and Djxhﬁe
station went 7.3+5. 8-4.8-3.5:2.1. So much for de Casud
the w@nder kid, theamamm p]l} 1 ﬁgureggl befter get 101
know Bahl It wagdkff"c‘u{l fer me; becabse he was
“the street, bashing us -

For gﬁve years T g0t to drivg t_:oaﬁe and%nve ?@;ﬂlfe

' y . my shot-at hiring him. So '
many nights &f my side @ome I would l} talking to {hr.
radio while Dahl was onx“My Gad, Ke s so tight-Héw
did he even Knaw that? How did éile feel that?'
guy said thin Hha??everybody was lhmkmg and;
coulda't sazy;iogach other, nevét‘ mmd onﬁhe radalo%?
really%el;e\re hs: dgserves a 1%5 of g:@dntﬁn tife .
breakthw&h of what started the new | generatnon of
FMs and %enamly‘”ﬁ*khfﬁc?lﬁpdmd for Evergrern
Media in Chxcagoﬂ : :

While we waited four years for Steve to come wark
for us, we went after another morning guy by the ndme’
of Jonathon Brandmeier. Johnny was making-.$106,000 a
year, and he wanted a five-day workweek, one milljen
dollars, his own producer, TV, and he wanted to be
famous¢ So did Manco, Kevin Métlggws Danny
Bonadtge and manyothers who came to work for us.

We paid Johnny#his niillion, but i¢took #s a feye.
years to getﬁlym there. Ke came %nd l“lelpe%us cham%u
a whole radio company and the fnstemng Patterns of thg.
Chicago market. Johnny dicgq§ fit The Lobdp when we
first put him ony Hiring talﬁ&*th‘at is a good fit for your
radio statloﬁ lgs one o& tlgg m@t tmportant things y§u,
can do. 1
When I fiist came 1o TH& %oop it had brack haflways.
When | walked out of the elevator, the door right ngxt to
me busted open, and there were <§louds of funny-
smelling smoke. Out comes my morning guy, my news
director and:the pro’fram director — they were on a
break. nght theé1 I knew: had to change the image of thig
station.

CONTINUED 00 PRGE 57

Ros LJeAuer
PD, LWWKPK/NLW MicHican

In THE YEAR 2000 CHR wiLL:

BE AT OR NEAR THE TOP END OF ITS
“UP” CYCLE, WHICH STARTED ABOUT
1995.

IN THE YEAR 2000 | wiLL:

BE AT OR NEAR THE END OF MY “Up”
CYCLE, WITH HOPES AND

EXPECTATIONS OF PLAYING A BIGGER

ROLE IN MANAGEMENT — EITHER

THAT OR LIVING ON THE STREET.

LR
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We’re turning the world of
music research upside down!!!
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Powerful on-line software: Because every market, every station, every format, and
every Program Director is different, our system lets you customize it your way, and
is packed with features to help you do your job better!

Customize: Features:

« Our software allows you to customize our » Hooks on-line. They’re posted and waiting!
colors to match your website. « Re-screen your respondents for listening,

« Screen respondents with artist descriptors habits, musical preferences, etc.
you create. * Test an unlimited number of songs.

» Layout the reports to meet your needs, get + Allows for multi-level respondent screening.
everything you want on one page. Make sure the right people are in your test.

» Trend reports. » Decide on the percentage of listeners you

* Create verbatim, multiple choice, or any want to send the survey to. Do it by demo,
combination of questions you want. zip code, or any number of combinations.

* Your listeners can participate 24 hours a
day. It’s always open for their convenience.

And that’s not all...

For a limited time, we’re offering a

FREE 60 day trial!!!

with no costs or obligation.

Call 407-523-7272

Get plugged into your listeners.

Hooks on the RateTheMusic.com system are provided by
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GOING FOR ADDS AT ALL FORMATS NOW
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GREAT TALENT EQUALS GREAT RADIO

CONTINUED FROM PAGE S4

I knew if we could get the next great talent in Chicago
on the air, we could be great. We courted Johnny and got
him to ceme work with us, and he helped evolve and
change the radio station. Steve Dahl then joined us from
WLS. We didn’t stop there. We hired Kevin Matthews
and Danny Bonaduce, and we built a really incredible
radio station.

We were really working hard to figure out how we
could develop the talent that would lead the future of
this business. In Los Angeles I got to know Scott
Shannon — what a tremendous talent. I got to know
Rick Dees, Stern, John London — who at the time was
at KMEL. When we moved John down to Los Angeles to

WORK CLOSELY WITH
YOUR PROGRAM DIREC-
TORS AND YOUR GENERAL
MANAGERS AND UNDER-
STAND THE PROCESS OF
BUILDING A STRONG
RADIO STATION. THINK
ABOUT HOW YOU FIT
WITH THAT STATION.

KKBT, it wasn't the greatest fit in the beginning. He
was terrific, because he hung with it through some
difficul} times until we made the radio station strong
enough|for his talent.

Mang¢ow was someone we brought in who was
successful at a competitor. We 100k him away from that
competjtor, and he was a perfect fit with our station

As ybu can see, we have been and continue to be all
about talent. Talent drives our radio stations. Great
talent equals great radio. You may-be asking, “Are the
jobs going away?”’ No. Anybody who thinks the jobs are
going gway is foolish. We have been doing more
recruitipg in the last three to six years than we’ve ever
done before.

We hiegan a philosophy. and we built the company
around|talent. Evergreen Media equals talent. Chancel
lor Media (AMFM) now equals talent. That’s what
we’re gbout. We know there’s plenty of talent out there,
and [ ufge all of you to continue to develop and grow
your cgreers.

Mor¢ jobs have become available through consolida-

lion. We have many more morning shows now, because
you have strong broadcasters that are going out and
buying the radio stations to develop the product. So to
say that radio jobs are going away is ridiculous. Work on
being more passionate and keep driving, because there
are plenty of radio jobs out there.

We really need talent, and if anyone doesn’t believe
that, just scan the radio dial. We really need you.
Everyone can play the same music, but in order to really
cut through and get big ratings we need something
different, something compelling. We need to break
through and protect against competitive attacks by other
competitors coming in.

So there’s plenty of need for talent, and I wouldn’t
just focus on morning talent. Our company has the
philosophy of morning shows in afternoons, morning

shows in midday or morning shows in the evening.

Personalities need to fit the strategy of the station. Kidd
Kraddick at KHKS in Dallas fits the station beautifully,
and he’s funny and witty. He died on a Rock station
once, and he’s been around Dallas for a lot of years.
He’s had moderate success, no success, and now he has
Saturdays off and he’s going to make his million dollars.
He deserves every cent of it, because he fits the station
perfectly.

Jim Harper is a great (it for us at WNIC in Detroit.
Mancow at 'RCX was a great fit. Mancow at Q101,11
don’t know, I'm not sure. I wish him the greatest luck;
he’s a great person.

As an owner or manager of a company, you must
understand the pressures of Wall Street. I encourage you
to get on a strong station and be patient. Work closely
with your program directors and your general managers
and understand the process of building a strong radio
station. Think about how you fit with that station.

You all think you’re smarter that your PD. You all
think you’re a lot smarter than your general manager and
way smarter than your president/COO because you’ve
done it before. You’ve seen the research, and you’re
better than the research. You don’t buy the consultants
and you don’t buy this and you don’t buy that. That’s not
going to get you as far you think. Be smart about what
you learn as you go through that process.

Many of you have worked in several different markets
and stations and been through downs and successes.
Learn from your experiences. Seek out a mentor,
someone you can get advice from, who you can be
honest with and who can be honest with you. Don’t be
afraid to ask, “How does this sound?” or, “How is this
going to play?” or, “Should I play it?” Don’t be offended
if someone says, “It’s not that good; make it better.”

Talent and management must have realistic expecta-
tions for success; this is very important. Danny
Bonaduce and Dick York were saved from the poorhouse
by Jonathon Brandmeier and a bit that he did called
“Celebrity Savior.” It was a tremendous bit. Danny took
advantage of the relationship with Johnny and said,
“You know, I'm going to really change my life.” He did
and you have to give him tremendous credit. What
Danny really wants most in his life is happiness.

The business today has changed. You should know
who you work for and what the company cares about.
We have a very specific strategy. Our strategy is
listeners, advertisers and employees first. If you do your
job really well, then we get broadcast cash flow and
build shareholder value.

www americanradiohistorvy com

e

S

i

October 15,1999 R&R © 57

THE BUSINESS TODAY HAS

CHANGED. YOU SHOULD
KNOW WHO YOU WORK
FOR, YOU SHOULD KNOW
WHAT THE COMPANY
CARES ABOUT.

1 told you all you should own stock. In Jonathon
Brandmeier’s first negotiation, he made $106,000. We
offered him stock in our company, and he said, “No, no,

no. [ can’t do that. I just want the money,” and we gave
him the money. Steve Dahl got 2% of the company.
Steve Dahl made an incredible amount of money.
Brandmeijer wishes he had that 2% today.

Just about every deal that I've done with major talent
includes shares of stock, which we are most proud
about. You should try and get part of your company.
that’s what the future of the business is about. Talk to
your general managers about it.

The radio business today is great; it has never been
better. We remain incredibly committed to fitting talent
with radio stations. From our days at Evergreen, we’ve
been built on talent. We need you. Continue to do what
you do. Don’t be scared of being inventive, and don’t be
scared of change.

Jerry PRDDEN
MD, WKRZ /Wikes Barre

IN THE YEAR 2000 CHR wiLL:
PROBABLY BE MORE PRECISE AND
CONSULTANT-DRIVEN, MORE VANILLA,
LESS FUN. MUSICALLY, | HOPE THE
POP TO POP/ROCK STUFF RETURNS TO
THE BASIC STUFF THAT HAS CARRIED
US ALL THESE YEARS.

In THE YEAR 2000 1 wiLL:

HOPEFULLY STILL BE EMPLOYED AND
MAYBE DOING MY PART TO INJECT A
LITTLE FUN BACK INTO THE FORMAT.
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JUDY ELLIS RAISES THE

CONTINUED FROM PAGE 1

Ellis says she learned a lot from her previous managers,
including R&R Publisher/CEQO Erica Farber, who was her
first GM when she was at 99X, and Mel Karmazin. “He is
one of the smartest people alive. I think being around smart
people is fun. I loved being around Mel. He was able to get
to the point. You could tell him something that was going
on, and he found the core. He could
dispose of all the fluff around it and say,
“This is the issue.” I learned that [ always
want to work for smart people. They make
the best decisions, and they are going to
operate the best business.

“I have always believed that, as a
manager, you should never ask people to do
what you can’t or won’t do yourself,” she
continues. “That doesn’t mean that what
you can and will do is better than what
they can do. No.l, we operate as a team.

No one person is ultimately responsible for
everything. Which means that if it wasn’t
your idea or you don’t like the idea, we are
doing it anyway, so get behind it and get
into it.

“I don’t have the traditional interview
when I hire someone. I look for a spirit in
their soul, a burning desire to do things and
make things happen. T look for people who
have fear of failure; it’s a great motivating *
factor. Every company has a culture, and
people operate in different ways. I think we
_are a company that operates with that fear of
failure.”

Ellis faced that fear of failure with Hot 97.
She had to break through a lot of stereotypes
about the station and to whom it appealed. As
she says, Hot 97 goes beyond the music, it’s a
lifestyle. “I remember being interviewed
years ago, and somebody was asking about
our 25-54 demo and how we couldn’t
compete. But that’s not who we are. I am not
losing in 25-54 because I am not trying to
beat 25-54. We are trying to be exactly what
we are, and we are proud of it. We have done
a phenomenal job of getting such a huge
share.”

" Ellis broke down those stereotypes with
the three qualities mentioned at the begin-
ning of this article. “You have to go back
again and back again. The world moves with
you. Unless you are just completely wrong, you are usually
not standing out there by yourself. Then there will be an
article in Forbes, followed by something in the New York
Times. When you’re right and you are on to something, the
world starts to catch up with you. We have tons of informa-

tion showing what kind of disposable income the Hot 97
audience has and what enormous potential they represent.”

Ellis’ 13 years at Hot 97 have made the station her child,
she admits. She says that when something isn’t right on the
station, she feels it physically. “I can be listening, and when
something isn’t right, it goes right up my spine.”

"WE COULD NOT BE IGNORED

Which is why Ellis also doesn’t just trust what’s hip on
the “street” over research. “The ‘street’ is very often 10
people,” she points out. “The street is the big question
mark! You need 10 know what the real ‘street’ is and how
‘many people are a part of it. You need to make sure that the
street is really the people and that your research is reaching
the people. I believe that this is a mix of art and science,

it /o
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987
Kiss

CLASSIC SOUL AND TODAY'S R&B

Wwins

and when it’s too much science, you lose. Everyone
should be conscious about how they’re physically feeling
about what we’re doing, because if it doesn’t feel right,
it probably isn’t.”

Ellis says she knew things had changed about three or -

four years ago when the format on Kiss changed, and

Hot 97 scorched the competition with

a 40 share 18-24. “We were so huge

that we could not be ignored. I think

that the programming department and
all the jocks do a good job living the
lifestyle. There seems (o be no line or
division where the radio station ends
and real life begins. They go out after
work and hit the clubs and come back
in the morning. Everybody is one
group rolling together. I also think
programming does a really good job
of understanding the needs of the
artists and how they relate to the
community.”

The group mentality continues with
how Ellis sees consolidation and the
three stations she oversees. However,
she insists that she has not changed her
approach to serving the marketplace.
“Our approach concerning consolidation
has been on a programming level, trying
to take radio stations that enhance and
protect each other rather than owning
stations that cannibalize each other.

“Now, do our three radio stations
have any cannibalization? Yes, they have
to, to be able to protect, to create solid
walls. I still say that at the end of the day
a station has to have merits on its own. It
has to have a valuable audience, valuable
programming, and it has to be a fran-
chise. Whether you have one or 20, each
entity has to have value.”

The key is to stay relevant, she stresses.
“I asked this question of Rick Cummings
about three years ago, and one of the
things he said is, ‘We always have to
reinvent. When we aren’t reinventing is
when we get ourselves in trouble.’ I said
to Rick, ‘With the station skewing so old,
how do you keep the radio station focused
on the core demo while everybody around
it is getting older inside the station? How do you prevent
yourself from losing contact with the streets when you
have a morning show there for five to 10 years, and they
begin to get out of the demo?’

e UTATRTEYY AR

"THE KEY TO MARKETING
IS THAT, WHEN PEOPLE
TURN OR THE RADID, THEY
GET WHAT THEY B4
PEGTED. IF THEY TURN TO
THE STATION ANDGET A
SONG THEY DON'T BET DR
DIDA'T ERPECT T HEAR,
YOURE mHRKETIﬂG

WAS lllﬂSTE[l

they don’t gét or didn’t expect to hearsyour markelin‘é“was
wasted. Marketing has to directly reflect what you re%llly
are, not whaf you want to be. And the media you use '
should be thought out. I wouldn’t use TV for Hot 97,
because I don’t think you can effectively reach that young
audience. You have to find out where your audience is.

“The oppertuaity is huge, but so is the responmblhq
When you have the ability to affect the lives of more
than two million peaple, you have to be careful.abou
what you say and abdut what you depict. We're vety
clear that viglentes unhip, sounding like a moron is-ngk-
cool, taking Tesponsibility for-yourself is important, and
a sense of cemmunity is important.” One way that Ellis
keeps a comj_nilment to the community is through Jobtr
City U.S.A.a web-based recruitment service. “It’s been
online for two months now. It took a long time fo put:
together, be@us‘i we are doing it in the Emmis style,
which is great.” : 7

On the subject of theAdnternet, Ellis is not that
concerned with :researchrthal suggests teens are spending-
less.time wigl their favorite radio station and more tirne
on the Interdet and athgr venyes. “We have not'seen that

GONTINUED ONPAGE 12b

“Sometimes you have to make the

hard call,” she admits. “We recently
did make a change in the morning
show. Sometimes you have to do
what's right. It’s not about chronologi-
cal age, it’s about relevance and
staying in tune.”

GIVE LISTENERS WHAT
THEY ERPECT

Ellis carries that philosophy into
marketing the stations. “The key to
marketing is that, when people turn on
the radio, they get what they expected.

If they turn to the station and get a song

WHEN YOU RE HOT, YOU RE HOT!

In the spring '99 Arbitron, Ellis’ Hot 97 once again swept the 12-34
field in New York City, pulling double digits once again in persons
12-34. Here's a look at Hot 97’s consistency and ratings growth
over four books. '

124 1224 - 18-34 25-54
Spring 99 5.4 (No. 1*) 21.1 (No. 1} 11.2(No. 1) 3.3 (No. 12)
Winter '99 5.7 21.8 11.3 3.4
Fall ’99 5.3 21.7 11.0 3.1
Summer *99 5.8 21.9 11.8 3.1

*indicates a tie.

© 1999 Arhitron. May not he quoted or reproduced without prior written permission
from Arbitron.
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l"'i ' ' 5‘ “] The Jerry Brenner Group

consulting marketing promotion retail

GOING INTO THE MILLENIUM
OUR MOST IMPORTANT CONCERN IS RAISING
THE RATINGS & INCREASING THE REVENUE AT RADIO

For over 25 years

The Jerry Brenner Group

Jerry Brenner Jonathan Lev
Kathy Marchett Brian Interland

Carl Strube Tara Interland
Jennifer Rein Joe McDermott r.
Carter Dahm Jim Herron

Michelle Munz Lorraine Caruso
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THE VIEW

for employees to excel

@ KHKS/Dallas UP/GM Brenda Adriance always
wanted to be a general manager in a major
market. She began as an AE at WARBQ/Tampa
before forming her own vendor consulting
business. Within a year she was lured back
to radio as a co-op manager at KPLE & KLIF/
Ballas. During her four-year stint there, she
rose to NSM and LSM.

Adriance achieved her goal when she started a 10-year
tenure at KTRH-AM/Houston as LSM. She began her
steady ct]- mb to the top, and in 1989 was promoted to GM.
She later became GM at KHKS (Kiss).

Adriance’s management style allows
talent to blossom, and she encourages

a .4

her staffers to stay focused on what
makes listeners happy. It’s obviously
working, as the station continues to stay
in the top three every Arbitron.

< R&R: When you’re hiring, what do
you look for in a potential empioyee?

BA: [t may sound silly, but one of the
first things I look at is, would I like
working with this person? I guess that is
one of the benefits to being at the top. I
know that is funny to say, but I genuinely
like everybody I work with. I

A8

| Brenda Adriance

FROM THE TOP

KHKS UP/GM Brenda Rdriance keeps the focus
on listeners and clearing the path

I think it ended up being good for him and for me,
because I don’t have talent like that. so I can’t tell him how
to do that job. But I can certainly see if it’s working or isn’t
working. My job is to clear the path for him to be success-
ful, because if he’s successful, then we’re all going to be
successful. In fact, that’s true with any position. Are you
giving that person the tools to do the job? Do you have a lot
of confidence in them to do it? If you have those things,
then hopefully they will do a great job.

R&R: Define your management style.

BA: I like to hire great people, and I like to let them do
their jobs, but that doesn’t mean that I let go of it totally. I
like to know what is going on, and I like people who are
going to challenge me, because I'm
opinionated. It’s OK for somebody not
to agree with me. I’ve come to under-
stand that it works best if you let people
do it the way they are most comfortable
doing it, and then you hold them
accountable for the result.

R&R: How do you maintain
communication with your staffers? Do
you do e-mails, meetings?

BA: I much prefer walking down to
somebody’s office or catching them in
the hall. I like to manage by walking
around. | like to have contact with
people. That part is getting harder,

because of the growth of the

look for honesty and
] integrity.
We’ve tried to keep it

company and the additional
demands I have now with two
stations.

pretty lean and mean. To RADIO
me, it’s all about getting

| great people and then
holding them accountable

1061
for the results. I look at

Kidd Kraddick as being the blueprint of that, because
i | Kidd is an unbelievable talent. He is the best talent in
radio today. Of course, I'm a little biased.

"ONE OF MY EX-B0SSES
SAID MY BEST QUALITY
WAS THAT | COULD KICK
SOMEBODY 'S BUTT UP
ONE SIDE AND DOWN THE

-

OTHER, AND THEY WOULD
WALK OUT AND FEEL OK."

NETWORKS R&R: What about keeping

- people in the loop on a
ratings book or a research
study?

BA: We do meetings. Every
month we have a station funch. We feed everybody, and
they all show up. I make sure people get copies of all the
corporate communications that come through. We use e-
mail. We use voice mail. We try to make sure everybody
knows what is going on.

R&R: As VP/GM, you wear many hats and are
altimately responsible for everything. Through your years
of experience, how have vou found a

S S
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“Well, we did this for programming; now we’re going to
do this for sales.”

R&R: Your station continues to do well in ratings and
revenue. You've been in CHR for 10 years: Do you feel
you have to defend rthe format, which often geis pegged as
a “teen” or one-dimensional format?

BA: 1 really think our success at KHKS is because we
haven’t been pigeonholed into a format box like a lot of
the stations have. That is due to the personalities and the
promotions. We get away with things that most CHRs
couldn’t.

For example, we recently had our Kiss party. We made
a big deal about bringing Donna Summer into the Kiss
party, because we have demos that stretch wide enough to
justify it. You have to be careful that you don’t pigeon-
hole yourself. Yes, our strength is 18-34, but because we
concentrate on that, it is that “Mommy and me” kind of
thing.

Don't forget the older adults listening to this station.
We’ve been No. 1 25-54 for well over a year and are
currently top three in the 25-54 demo. It’s because of
Kidd Kraddick. He does things that stretch the demos,
and then the station is just fun to listen to for adults —
lots of contesting and ongoing promotions. And the
personalities are the biggest celebrities in town. They are
right up there with the Dallas Cowboys. We try to
transcend radio, make it bigger than life.

R&R: Do you get involved with research projects and
music tests?

BA: Yes. I rely on our programming department. John
Cook and Ed Lambert are, incredible with music. I don’t
get involved day-to-day with music selection or anything,
but they brief me about the music tests, and I'm generally
going to know what is happening there. I have a good ear
for what we call “disposable” pop music. I like it, so a
lot of times they play the stuff for me, because they know
if T like it, it’s probably a pretty good sign. I try not to
interfere with the record label relationships.

R&R: How have you dealt with the public companies
and bigger companies in this post-Telecom world?

BA: All that’s not new for me, because I was with
Gannett for 10 years, and we had that happening before
many of the other broadcasters. If things were going great
within the company, there would be one set of operating
standards. If things weren’t going so well in the company,
there would be another set of operating standards. It has
not been a difficult adjustment.

I think the change is in consolidation and the market
situation, because we were a stand-alone FM with

CONTIAUED ON PAGE b2

balance?

BA: For me, it’s how I define the
position. I see the job as, I'm the chief
marketing officer, and marketing is

KHKS/DALLAS: THE PICTURE
OF CONSISTENCY

everything. What does it mean to our
listeners? What does it mean to our
clients? I'm old school; I learned that if
you satisfy listeners, there is a real good
chance you are going to satisfy your
advertisers, because you are going to have
good ratings to do that.

Also, keeping your people happy is
important, and that leads to profits, which
in turn keep your company happy. I always
try to keep that in mind. Is what we do
going to get us ratings and revenue? It
seems real easy to balance that, but it
doesn’t always balance. I don’t think,

Ratings book after ratings book KHKS (Kiss)/Dallas has continued to
be a top player across all demographics. The true sign of a winner is
the ability to hold steady when a new competitor signs on. In the
case of KHKS, the station has yet to show any damage from the
faunch of Infinity’s CHR/Rhythmic KRBV, which finished tied for 17th
in the spring 99 Arbitron.

12+ 12-24 18-34 25-54
Spring’99  6.6(No. 2) 13.9 (No. 2) 9.3 (No. 3) 5.8 (No. 1)
Winter 99 6.3 14.8 8.2 5.1
Fall "98 1.3 15.9 .99 6.3
Summer '98 1.7 17.4 10.6 6.2

© 1999 Arbitron. May not be quoted or reproduced without prior written permissior from Arbitron.
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THE VIEW FROM THETOP

CONTINUED FROM PAGE b1

Gannett. Now you have a group of radio stations owned
by the same company in a market, and that is what is
different. If you work for a public company, you have to
satisfy your shareholders. That’s just the way it is.

R&R: So when you were working for Gannett, did
you often get a phone call asking to add an extra unit?

BA: Absolutely. I think you try to manage so that you
haven’t put yourself in that type of situation. My
philosophy is, if you do a great job managing your
inventory and pricing your station correctly, that
shouldn’t be an issue for you.

But when you are working with-a public company, you
are going to get those calls: “We’re having cuts in this
quarter, and we want you to cut X amount of dollars
out,” or, “There’s a hiring freeze.” You get through that,
because it’s not just you. We all pay taxes. It affects
everyone. When times are good, there is going to be a
different operating standard. When things get tough, that
is obviously going to change. The difference now is that
things are changing so much faster.

R&R: When you say things are changing so much
faster, can you give me some examples?

BA: Technology for one. Things are much more
global. It is about your cluster in a market and your
stations as a group and what you are able to do to satisfy

“WEVE TRIED TO KEEP IT
PRETTY LEAN AND MEAN.
TO ME, IT'S ALL ABOUT
GETTING GREAT PEOPLE
AND THEN HOLDING THEM
ACCOUNTABLE FOR

THE RESULTS.”

listeners and advertisers. There are all kinds of syner-
gies that weren’f available before. And we're all
struggling with how to make these things happen.
Because in some instances the technology is there, and
in others it’s just emerging. Trying to move forward with
all that is very different from running one little radio
station in a market.

The company can have 465 stations on the Internet —
that’s great, but what impact is that going to have on
ratings in the local market? I'm still going to be respon-
sible for making sure that we have ratings and listeners in
our local market. In that area not much has changed.

When you get down to it, it is still our ability to make a

" connection with people. And we do that with our

personalities, we do that with our promotions. We give
them all kinds of reasons to continue to listen to the radio
station. We treat people first-class. This is a first-class
operation. We deliver on our promises. If we say we are
giving away $10,000, we’re giving away $10,000.

People trust us; we’ve built that relationship in the
community. They know that we are going to deliver on
their expectations. And, hopefully, it is not just about

meeting expectations, it is about exceeding expecta-
tions. That is so important, especially when a_lot of the
companies are doing national promotions where they offer
“Win $5,000 a day,” but it may not be on their station.

R&R: How do you keep your staff focused?

BA: I keep it real simple. Is what you are doing going
to get us ratings or revenue? If it isn’t, then you have to
prioritize and rethink. Whether you have one station or
five stations, try to keep people prioritizing.

R&R: What programs are you doing that make a
revenue impact for the station? What are some promo-
tions you do?

BA: I know a lot of stations are making a lot of
money doing concerts, but at this station we’ve done
those more as a promotion. For example, our Kiss party,
we gave away tickets to that. It’s a thank you to our most
loyal listeners. It’s a cheap giveaway, but listeners
perceive it as much more than that, because it is
something they can’t buy.

R&R: Do you foresee turning this into a revenue type
of situation?

BA: I really can’t say. My preference would be not to,
just because I know what the value is from rewarding
our most loyal listeners. When competitors come in and
try to compete against us, it’s hard, because we have set
such a high standard.

R&R: Let’s talk about competition, which continues
to change. You've got a new CHR/Rhythmic competitor
in the marketplace. How do you view them, and what
strategies are you implementing to beat them?

BA: Well, obviously, nobody likes to have any
competition. It would be real nice if we didn’t have it.
We keep doing what we do best, and that is really our
best defense, because we have to be in a defensive
mode. We are trying to protect what we have. Because
we’re such a big station and have been No. 1 for so
long, we’re going to attract competitors. And we will
probably lose market share because of that.

Again, if we keep focusing on satisfying our
listeners, they may go check out a new station, but are
they going to abandon our station? I don’t think so.
And we are in a great position to defend, because we
have a company that believes in researching the
product. We invest a lot of money in research, percep-
tual, music testing, all of that. We have some incred-
ible programming talent within the company, we have a
Jarge promotion budget and we have highly rated
personalities. Everything is there. We are not in a
situation where our hands are tied behind our back or
we don’t have resources. So does it keep me up at
night? Absolutely not.

R&R: I'm a brand-new client in Dallas. I've got
3250,000 to spend in the third and foyrih quarters of
1999. Why should I spend it on your station?

BA: That’s really too general of a question, because
maybe you shouldn’t. Maybe you should spend it on all
the AMFM stations in Dallas.

R&R: Fair enough. What is your greatest strength?
Weakness?

BA: My greatest strength is that I will be brutally
honest with people. One of my ex-bosses said my best
quality was that I could kick somebody’s butt up one
side and down the other, and they would walk out and
feel OK. And that is also probably my greatest weak-
ness, because sometimes, with certain people, that
doesn’t work.

R&R: What do you enjoy about the business?

BA: It’s fun. It’s a great business, so it’s hard not to
have fun. And there are really great people in the
business — that is the best part for me.
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The Top-Billing CHRs In America

KO-

| Calls/City Revenue (SM) Owner

| KiiSLos Angeles 39.10 Clear Channel

| WKTU/MNew York 3400  AMFM

| WQHT/New York  30.80 Emmis

| KPWR/Los Angeles 26.80 Emmis

: WXKS/Boston 24.30 AMFM
WPGC/Washington 22.40 Infinity
KHKS/Dallas-Fort Worth 21.50 AMFM
WHTZ/New York 20.50 AMFM
WSTR/Atlanta 20.40 Jefferson-Pilot
WBBM/Chicago 19.80 Infinity

i KRBE/Mouston 17.90 Susguehanna
KMEL/San Francisco 16.20 AMFM

| WJMN/Boston 16.00 AMFM

E‘ KBXX/Mouston 15.75 Clear Channel
WFLZ/Tampa-St. Petersburg 13.26 AMFM
WPOW/Miami-Fort Lauderdale  12.80 Beasley
KDWB/Minneapolis-St. Paul 12.60 AMFM
KUBE/Seattle-Tacoma 12.00 Ackerly
WNCI/Columbus, OH 11.50 Clear Channel
WI0Q/Philadelphia 11.00 AMFM
KKRZ/Portland, OR 10.95 Clear Channel
WERQ/Baltimore 10.90 Radio One
KYLD/San Francisco 10.40 AMFM
WDCG/Raleigh-Durham - 10.20 Capstar
WWZZ/Washington, DC 9.90 Bonneville i
WKRQ/Cincinnati 9.50 infinity |
WBZZ/Pittsburgh 7.90 Infinity
WNNKMarrisburg 7.60 Capstar }
KTFM/San Antonio 1.50 Waterman
KMXV/Kansas City 1.30 Infinity
WXXL/Orlando 7.30 AMFM
Source: Duncan's American Radio 1998 biiling figures.
Special thanks to JT Anderton and Thom Moon.
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Scooter B. STEUENS
PD, KABT/RusTiN

In THE YeEar 2000 CHR wiLL:
CONTINUE TO OFFER THE VERY BEST
OF ALL STYLES OF MUSIC, WITH HIP-
HOP ARTISTS TEAMING WITH ROCK
ARTISTS. THIS MAY BE AN AREA TO
KEEP OUR EYES AND EARS ON.

IN THE YEAR 2000 | 'wiLL: BE
PROGRAMMING WINNING RADIO TO
THE BEST OF MY ABILITY.

14
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KHTS San Diego KDND Sacramento
WEFLY Albany WPXY Rochester
WXLK Roanoke WNKI Elmira

Single in Stores 10/26

From the forthcoming album, it’s On, in stores 11/16

Now it’s time for you to golhlsway_anﬂw‘ & Crawl ”\\

111
WNKS Charlotte Already Sprung

KQMQ Honolulu | KLUC/Las Vegas 39x FIV

KWIN Stockton | KSEQ/Fresno 25x 7FM/Cor
KDGS/Wichita 21x KHTN/Mei
WOCQ/Ocean City 28x KPSl ', i
| WSNX/Grand Rapids 22x h- b _":‘ -

o = | 4 i
-'..- W - | - _; "
TL __ﬂ'a..-“:—--.-- et T S

-

New thisweek!
KDND/cacramento . PRO-FM/Providence
G105/Raleigh KZHT/Salt Lake City
KKRD/Wichita KAMX/Austin
WKSZ/Green Bay WMGI/Terre Haute
WWXM‘Myrtle Beach KVUU/Colorado Springs
WERZ/Exeter - KQID/Alexandria '
KZMG/Boise WQGN/New London
WAYV/Atlantic City WJBQ/Portland
Already Crawling:

Z100/New York 25x Kiss 108/Boston 16x  KKRZ/Portland WXPT/Minneapolis 17x

KZZP/Phoenix KBBT/Portland

. "E\'

tad
| ."

WTMX/Chicago KDMX/Dallas

WBMX/Boston KLLC/San Francisco WPXY/Rochester ~ WFLY/Albany and more

Produced by David Kahne Management: Mark

Adelman/MBA  www.repriserec.com/thisway © 1999 Reprise Records E
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A TEAM PLAYER

KRBE’s Nancy Uaeth-Dubroff insists teamwork
and talented people are essential to keep
a station at the forefront

’ There is no doubt that a good manager
brings out the best in his or her employ-
ees. Aind — vice versa — employees have
the opportunity to succeed, in part,
because of good management. KRBE/
Houston UP/GM Nancy Uaeth-Bubroff, who
was recently promoted to Susquehanna Sr.
UP/Regional Manager for Dallas and Hous-
ton, is an example of a manager who
knows how to keep her employees and the
station in perpetual motion.

She’s a firm believer in hiring smart people and then
letting them do what they were hired to do. Her 20-plus
years in radio include stops at WEZG/Syracuse, KMIQ/
Houston, KPLX/Dallas and WEMS/
Indianapolis. While she has stayed
predominantly on the sales side of radio,
she has made it a point to understand the
programming side of a station. Conse-
quently, she encourages mutual respect
between departments and insists on
teamwork. It’s a philosophy that is
obviously working.

R&R: What ure your duties in your
new position?

NV: It’s really oversight responsibility
for Dallas, in addition to what I’'m
currently doing. It is like a homecoming
for me, since I worked in Dallas for
five years.

R&R: You've been with
Susquehanna for 10 years and
watched the change in the industry _
Sfollowing consolidation. Have
things changed much in your
companny?

NV: So much has happened 1n
the radio business; and where we

Nancy Uaeth-Dubrof f

Recruitment is a key issue, finding good talent as you
expand into the Internet and other nontraditional revenue
areas. Also, finding ways to bring really good people into
the fold, people from outside the industry. Keeping talent
in all areas, on-air and off-air, motivated and challenged
and feeling good about what they do is important. We
have expanded our product line beyond just a radio
station with the Internet, via our website, and the
magazine we publish monthly out of the radio station. So
we are developing new products. And while those
products are an offshoot of the radio station, they also
have to stand on their own.

R&R: For a while people could not sell this format,
and sales departments were not properly trained to do so.
KRBE has been a leader in the marketplace, so obviously
you've met that challenge. What are some of the strate-
gies you have used?

NV: The teamwork among the
departments is what really helps put us
over the top. We have very strong leaders
in all of our departments. I’s important
that the sales department understands the
programming department’s vision. It is
important that we play the type of music
that we play. It is important for program-
ming to know why they do a promotion,
so we try to spend time explaining that
and getting everybody to understand and
share the idea so that everyone can be on
the same page. [ think that is critical —
especially in CHR, because the format

has so many different shades.

Ongoing communication between
departments is especially important
in this format.

R&R: Let’s talk about clients
and the feeling out there about this
SJormat in general. In your 10 years
at KRBE what battles have you had
to fight or do you continue to fight

sit today, postconsolidation, is a bit
different than when there were
more mom-and-pop situations out there. | have not
worked for any public companies, and I have been with
my company for such a long time. I think it is a different
culture. -

R&R: Would you describe your company as having
more of a family environment?

NV: Yes, that would be a good way to put it, but it is

still a business. This is.a smaller company, and there is
probably more interaction between corporate management
and station management than there might be in the larger
companies.

R&R: What are some of the top issues you fuce as a
manager?

NV: Personnel is always top-of-mind. It is a really
important issue, since it is the people who make the radio
station great. It is your staff that builds a great product. It’s
the teamwork among the departments that makes it all
happen, and that is real important to our success. It is the
people and their ability to work together and their ability to
share a vision and a goal and to implement a plan together.

HOUSTON

NV: Through the years and the
evolution of the radio station there

Ei-“ SUSQUE[——[ANNA with advertisers?

was a time when it was very concentrated as a 12-24-
year-old station, and that was the audience we delivered.
We deliver much beyond that now. That

4%

strearrt ¥gdio sja%io}z while ;idu Peaké lu‘1§ 5beetz theté How
involved are you in.that wehole process,.and how mych do
you leyﬂ up t%the programmers and gheé,vtaﬂ'? ™,

NVg;?am a firm believer that you have to hire talenred
peoplé;ftg run their-departments, and you have togive them
the authority to %mosédcpmed%i@: that. My
involvement is Cgstainly there when we diseyss nioves,
shifts or chang&s: We Yook at research together and put a
plan together, but it is, to a very large degrée, their”™
r‘econgﬁé‘ndation and: their ‘imerpretaﬁon of the research
and thigifeel for which way we should ga

R&R: What qualities d?gpu look for when hiring-John
— or apybody; for that masier — for your radio station?

NV: Well, I look fesr smast people and people who have'a
good track record. Jghn fs,gﬁarp and focused..He has an ;
even temperament, and that is very important, especially ii
a PD. I don't know that there has been a lot of training in
our industry for PDs to become manggers of people, when
that is such a big part of what they do. ¥t is not just about
pickingsthe right retouds; it’s ahput max\ragmg’ 4 staff and
working with the staff. That is a rgal impoftant i‘n?g%redien},
that I look for, and John has those qualities. S

R&R: 50 you hire goad people, delgz;atqmd fné them
do their jobs.

NV: Yes, absolutely. That is my style. I d&n’t want to
do someone’s job for them.

R&R: You have invested a lot in Sajn Malone, vho has
been with the radio station for about six years. Sometimes
the importance of good talent is L;_iLdé'rplcl.ved; so could
you comment on the importance of having somebody like
a Sam Malone on your radio station?

NV: We talked about this with the key issues facing
management. Finding, developing, growing, nurturing
and maintaining great talent at our station is very
important. It is not easy to do, and it takes a lot of time"
and money.

R&R: Any other thoughts oy what makes a successful
station, besides people?

NV: I touch on people, because that is a big part of it. It
is the work and the product that these people put out. It is
your image,ihe marketing, the talent on-air, the promo-
tions, the strength of your sales organization, the integrity_
that'they ha%e and the ability to follow up and get things
done. Our rélationship with our listeners, as well as witltz
our advertising customers, is important, and the reputa-
tion that you have when you follow through in doing what
you say you are going to do.

R&R: How do you keep communication open aBd get
important messages acioss?

NV: I amin a.unique situation, in that I probably don.

CONTINUED 0 PAGE12H,

teen image certainly still sticks, and that
has been an issue with advertisers; so
what you have to do is focus the advertis-
ers with that audience. Then it’s not an
issue, it’s a benefit. I think we have
broken down that barrier.

R&R: On that note, what are your
thoughts on the format as we close in on
the year 2000?

KEEPING POP IN THE SPOTLIGHT
IN HOUSTON L

With the help of a strong morning show in Sam Malone and a
consistent music approach, KRBE/Houston has been tracking first
or second in each of the key CHR demographics for the past few
Arbitron books.

NV: The format is really strong. It is a 12+ 12-24 18-34 25-54
) be i ith -

;Vvﬁnderf“] lf"”:‘“t “; Spolved W;‘h [ Spring’89 6.4 (No.2) 15.3(No.2) 8.7 (No. 2) 5.1 (No. 2)
ol N g Winter 99 5.7 12.7 8.6 4.9
'rofn . 1ste'ners an fal ve 1sc.rsr,“1 as an Fall '98 6.8 15.3 9.1 5.6
amazing amount of power right now. Summer *98 6.3 13.6 3.4 57

R&R: There have been a number of
evolutions at KRBE. You have gone fmm ©1999 Arbitron. May not be quoted or reproduced without prior written permission from Arhitron. r

alternative-leaning to.more of a main-
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Your Wide Area
Networkability Is Limitless
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ENCO The demands of today’s fast paced broadcast marketplace require maximum
DADPR°32 utilization of resources to achieve cost effective performance. Thanks to the
Digital Audio- latest advances in digital technologies, multiple broadcast facilities can now

: 9 g
Dejivery system . . : -
seamlessly share audio inventories, news, scheduling and billing data, and

often consolidate other redundant functions.

All of this is possible by combining the advantages of non-proprietary products
such as the ENCO DAD,,,32 Digital Audio Delivery System with Wide Area

Network (WAN) architecture. Audio production may now occur from virtually

anywhere within a group, information flow is automatically managed between
multiple remote locations, and transfer schedules are configured to take advantage

’ of varying tariffs for maximum efficiency and cost control.

The ENCO DAD,,,32 Digital Audio Delivery System provides a powerful B o,

. . . . . next level solutions
professional audio management tool for both live assist and automated on-air
operations, production, and inventory control. Support of Wide Area Networking WIRELESS
is inherent with DAD,, 32, providing capahilities to take full'advantage of

distributed data and group interconnectivity. BROADCAST
GOVERNMENT

NETWORK SUPPORT

I%I?I?IS

1-800-622-0022 » www.harris.com
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{ PLAY THE HITS'

Steve Smith drives home the basics of good
radio: passion, owning a music position and

thinking like a listener

’ When it comes to the world of CHR/
Rhythmic, Steve Smith reigns supreme.
After graduating from law school, Smith
caught the radio bug and, giving up a
promising future as a lawyer, moved on to
program some of America’s best radio
stations.

Today he oversees 465 stations in 105 markets as Sr.
VP/Programming for AMFM, in addition to heading up
his own consultancy. As a consultant he
works with WQMG/Greensboro;
WBHK & WBHI/Birmingham; WIBT/
Jacksonville; KDON/Monterey; KKFR/
Phoenix; KRBV/Dallas; 100 Jamz/
Nassau, Bahamas; WRBO/Memphis;
KXIM/Portland; WWKX/Providence;
and KKUU/Palm Springs, CA. Smith
even recently picked up a new client in
Paris, France.

Before joining AMFM, Smith was a
VP & Director/Programming for
Emmis. He supervised programming at
KPWR/Los Angeles, WQHT (Hot 97)
and its sister Urban AC WRKS (Kiss-
FM)/New York, and NAC/
SJ WQCD/New York.

Smith took some time to
talk exclusively with R&R
and give us a peek at some of
the philosophies and
strategies that have taken him
to the top.

R&R: What is most important when programming a
radio station today and going into the new millennium?

SS: It’s more important than ever to own a music
position. In most markets you have to be more focused
and a little narrower than most would like to admit,
because most markets are so crowded that you have to
make sure you own a position that appeals to — and can
create enough passion to support — a large core
audience. Otherwise you’re going to get lost. You can no
longer get away with being everybody’s second or third
choice. In order to perform in Arbitron, 'you have 1o be a
first choice and own a music position.

R&R: What elements does a radio station need to
focus on in order to win?

SS: Everyone has the same tools now. Most stations
have access to good research, focus groups, auditorium
tests, perceptuals and most of the research tools. So for
me it comes down to passion. Outside of the obvious —
playing the right hits — the key is the station’s passion
level and its lifestyle relationship with the audience.

At winning radio stations each jock should have an
image of his or her marketplace and should be working
on building a one-on-one relationship with the audience.
The artists are also a major part of any successful
station. The key to growing Time Spent Listening is not
the “key song of the day.” Get into and become a regular
part of the listeners’ lives, and they’re going to write
you down more.

Steve Smith

R&R: What is the best way to become a part of the
listener’s lifestyle?

SS: You have to make your radio station so focused on
your audience that they don’t feel comfortable that they
are up to speed with what’s going on in their world

‘unless they’ve made a date with your radio station on a

daily basis. Regardless of market size, your promotions,
personalities, artist involvement and overall presenta-
tion should reflect your audience’s lifestyle. Instead of
hiring jocks from other markets with resumes, hire on-
air personalities who understand and
are a part of the lifestyle. When I was at
Hot 97, we had the luxury of having
personalities who actually contributed
to the development of the format, either
musically, artistically or in some other
way. If you program in a small or
medium market, make an effort to tap
into the artists through the labels. Get
your core artists to cut drops to help sell
your station to the audience.

R&R: That’s not really something
you can teach people.

SS: No. Personalities have to be
really compelling and great communica-
tors. The so-called “air
petsonality” of the *90s is
over. You need “realness”—
an airstaff that is sincere and
has firsthand experience
with the lifestyle and the
music.

NETWORKS

R&R: Let’s talk about programming. What’s first on
the list?

SS: Play the hits. I don’t believe in a lot of math-
ematical formulas. Focus on the records that are big
with your core and don’t worry about changing the
tempo or the sound daypart to daypart. In today’s
crowded markets you’d better stand out, own something
and really scream what you are. If you don’t, you’re not
going to get all the credit for it. Our stations are what
they are around the clock. Instead of slowing things in
middays and targeting the available audience that,
realistically, would never be listening to our radio
station, we prefer to hang on to the people who really
love the music style that we represent and who are going
to give us credit for a lot of their listening.

R&R: How do you define a hit record?

SS: It tests very well with our core audience and fits
the music essence of the station. If the styles you
represent are hip-hop and R&B, and if it’s a hip-hop or
R&B record or reggae record that’s performing with
your audience and tests well, you should play it.

R&R: At any given time, how many legitimate hits
would you say there are?

SS: Maybe seven or eight. Sometimes, if you're at a
point where the health factor of the music is really high,
perhaps as many as 10.

R&R: Will musical decisions be made the same way
in the future?

SS: It’s always going to come down to great ears,
without question. In the future musical decisions will

WwWWW-americanradiohistorvy com
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still rely on callout research, requests and sales, but we
also look at consistency. if we know Jay-Z is working i1i
a particular markt, maybe we shoulditake a chance. [f
another Jay-Z record comes out:

If you have mixers, yod should kc%pﬂé«;ur eye on them
They can break records in mix programming. Between
the tafents of 4 well-informed programmer, some top
mixers, calloy;, iiridm:Quests, you can-t¢ally stay on top
of the streets. Maﬂy‘ times you can find {hese records
before the labels (i 17

R&R: Whgt one thing has helped you inost in
becoming a successful programmer [

SS: Never forget how to listen as a listener. It’s hard,
but ydu-’ ve got to try to put yourselftin the listener’s
position. That’s one of the things that™s hefﬁgz me the
most. I never wanted to.be in radio. Lgan ‘t telf you who
was on the air at WABC in 1968, but-l always remember
what it was like to be a listener: Listeners are sinply
listening for their favorite-song. = : 1

You have to touch people i a®way that helps them
recall what you’re doing, and that doesn’t #it€an a quick
Arbitron spike with a contest. It has tp be gdeeper than
that. You have to touch your listeners® hearts. You’ve
got to go further. You’ve got fo be memorgble. Tha
gives you Time Spent Listeniig.

R&R: Is learning to listen /s a liSrenePsomelfing
you advise programmers to study fo(ﬁ‘@zccﬁs?

SS: Absolutely! We get too scientgi(_: and forget how
people really listen to radio. We heed to put ourselves in
the position of the audience more. We are too formulaic
— as opposed to being compelling on a day-to-day basis
with things the audience cares about. Programmers tend
to fall into the same routines, following the 10.or 15
rules of radio that don’t necessarily apply to anyone.

It all goes back to having your statipn represent the
lifestyle of your audience. Too many radio stations lack
the passion between the records that makes the listenet
think, “This is my radio station,” or, “I want a T-shirt,
and I really want to get involved.” It’s very hard to do
that, because generally the audience doesn’t really care.
Radio isn’t as important to the audience as it is to us, and
you've reallgr got t6 be -ompelling to get their attention.

CONTINVED 0N PAGE b8

"INSTEAD OF HIRING,
JOCKS FROM OTHER
MARKETS WITH

'RESUMES, HIRE ON-AIR

PERSONALITIES WHO
UNDERSTAND AND ARE A

PART OF THE LIFESTYLE."
[ A 1)
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'PLAY THE HITS'

CONTINUED FROM PAGE bb

R&R: What would you say are the basics of our
Sformat that we need ro execute flawlessly every day?

SS: First, play the hits that apply to your specific
music position and own them. Two, find compelling air
personalities who fit the lifestyle of the audience and
who love and are passionate about the music you’re
playing. Three, have a morning show that stands out on
the dial and gives you something compelling every
quarter-hour. Four, do lifestyle-oriented promotions that
touch a nerve with the audience. Those promotions help
develop loyalty and recall. Five, have your format’s
artists involved with selling your radio station.

R&R: What abour the “repetition factor” of CHR?

SS: Repetition can be more a function of playing the
wrong records too much than playing the right records
too much. Most of the time, however, the repetition
problem seems to be in the hallways. The fact remains
that in most contemporary formats over 95% of the
audience has never called a radio station, has never
come to a station event and would never pick up the
phone to call the station. So reacting to some “active

listeners” on the phones is wrong. Focus on the average

reasonable listener and how much time they spend with
your station.

“1DON’T BELIEVE IN A
LOT OF MATHEMATICAL
FORMULAS. IN TODAY'S
CROWDED MARKETS
YOU'D BETTER STAND

OUT, OWN SOMETHING
AND REALLY SCREAM
WHAT YOU ARE.”

R&R: Where do you suggest looking for the air talent
of the future?

SS: Find people who are around the music. You can
accomplish that in any size market. It may be easier if
you are in a larger city, because you have the luxury to
search for artists or producers who have the ability to
communicate effectively. You should always be on the
lookout for personalities who have worked in the market
and really know the music. You should always be open ~
to listening to tapes from other markets, but be very
careful to keep an eye on the audience, the lifestyle and
the people who listen.

R&R: What about all the distussion of not training
our young air personalities?

SS: The people who are complaining are the people

who are not in touch with the audience. I get criticized 4ll
the time by jocks who are angry that I'm putting artists on
paid
their dues.” I don’t have time for that. My job is to get
ratings and create a radio station that’s memorable to the
listeners. Either way, I'm going to get it done.

R&R: The jocks of tomorrow — what should they be

v

the air — putting people on the air who haven’t

learning and how should they be preparing themselves?

SS: They should sound like they love what they do,
have fun and focus on the listeners as much as possible.
Some air personalities don’t focus on the audience. They
focus on their voice, other air personalities, competing
in Arbitron and things the audience doesn’t know
anything about. They need to communicate effectively,
sound sincere and really love the music they’re playing.
If they can accomplish that, project it on the radio and
be themselves, they will be big winners.

R&R: Do you feel as though you are a good teacher?

SS: I'd like to feel that way. We can always get better.
With all due respect, it’s not about getting your name in
the trades. It’s not about being at all these parties and
getting your show syndicated. It’s about making a
difference in the community and touching people. It’s not
worrying about anybody else but the people listening to
you. I know, everybody has to worry about their careers,
but when you go on the air, you really have to sound like
you care about the audience and sound like the music is
part of your life. The bottom line is that the music has tq
be a part of your life, or the audience isn’t going to buy it.

R&R: What are some tips you can offer for the
personalities of tomorrow?

'SS: Don’t change your voice. Be yourself. When you
open up the mike, sound like you're talking to a friend
of yours and you’re very excited about something that’s
happened in your life. Bring your energy up, but sound
real and sincere.

I use the words “energy,” *
really believe they still apply: Energy, because you have
to draw people to you; sincerity, because you want to
sound real, you don’t want to sound like you’re acting;
and brevity, because the music is the most important

sincerity” and “brevity.” 1

element.
Music is really 95% of it. People turn on the radio to

“hear their favorite song. It’s as simple as that. When you

start to look into it further than that, you start to take
yourself out of the position of the listener and start
focusing on things that radio people can focus on —
things that mean nothing at all to the audience.

R&R: What about jock content and selling the call
letters?

SS: You really have to pound things on the radio for
the audience to recall them. If you try to send out more
than one or two messages, forget it. After-a few months
the listener, might pick up on one. But if you have too
much clutter, they are going to lose everything. I have a
feeling that many programmers can’t even describe their
radio stations. How can you program a station if you
don’t even know how to describe your station in a-word
or two? If you can’t, how do you expect the audience to
understand? For KKBT/Los Angeles, that’s very easy:
“It’s hip-hop.”

R&R: Every programmer goes through ups and
downs. You're flying high now, but is there a_life lesson
froma low point you’d like to pass on?

S$S: When | was in San Jose, we took a station from
13th to first in 3 1/2 months, and I thought I could do
anything. I felt as though I could go to any market and

www-americanradiohistorvy com

kick anybody’s ass. Then 1 went to Hdlston at KNRJ
(Energy 96.5, now Hot AC KHMX) and lost my ass. I had
my tail between my legs because I wasn’t focused on the
audience. Friends would come into Houston and say,
“Energy 96.5 sounds great. You could drop it in any
market and it would win.” Yeah, any market but-Houston.
The station did not reflect the lifestyle of the market-
place. I was so worried about being slick and tight. 1 did
all these great radio things that made my radio station.
slamming, but 1 forgot about the audience. If I learned
anything, it was never take your eyes off the audience,

R&R: As we logk to the future, where do-yoi ee
CHR?

SS:1 think 1t's very healthy,rspeéﬁﬁly the hip-hop
and R&B side of the pop world. We've got a regular
dosage of hit records &onfing out all the time, ahd we
love it. As the country continues to become more ethnic,
hip-hop and R&B .are goirig,10 become more powerful.
The augience is very ‘passionate and very inle.l:f{lge.mG
about the music, and that’s my favorite kind of audience
in the world.

R&R: Now rhat you've reached zf?nmule itﬂfﬁgﬂ-
career, can you offer some words of advice to Sfuture
programmers and personalities?

SS: My first thought woulil be: Don’t getlost in the
industry hype. Focus on your audienge and-your market,
be creative, think positive, and you will wia; Always try
to put yourself in the %u,xdiencei‘s position whenever you
make any decisions. Don’t sit behind a computer and
fall back into everything you’ve been taught year after
year after year. Question everything; try to think like a
listener. Take time every day to spend time ongthe front,
lines to make your station better. Every day you have-to
ask yourself, “What have I done today to make my
station better?” All day long PDs can get themselvis.
involved in so many things that have no impagct op the
ratings at -al| ——%ana’};hey don’t even see it.

You can reach Steve Smithygt (602) 767-2414.

Larnry KeNT
PD/MD, KIS/ TyLer, TH

IN THE YEAR 2000 CHR wiLL:
BE A STRONG FORMAT, PROVIDED
THE MUSIC REMAINS STRONG.
EVERYTHING ELSE ASIDE,

IT’S ALWAYS THE SONGS.

IN THE YEAR 2000 | wiLL:
BE OLDER AND, HOPEFULLY, WISER.

$
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& Tollow up to 10
9@\/ Leonardo (She Likes Me for Me)’

“The first time we heard ‘Standing at the Edge of the Earth’ on DRQ - with the
radio station wrapped around it - we knew it was going to be a major hit for
us.’

- Alex Tear & Jay Towers - WORQ/Detroit

:rtt Izz-'l!
=

“After five weeks on the air, Blessid Union’s ‘Standing at the Edge of the
Earth’ sounds like their biggest ballad ever.”
- Paul Walker - KDUK/Eugene

“Immediate phones! Will possibly be their best tester yet! Another great radio
song from Blessid Union of Souls.”
-Jimmy Steele - WRVW/Nashville

“Blessid Union has always been a no-brainer in the Green Bay market for
Kiss-FM.This seng takes them to the next level. We gave ‘Standing at the
of the Earth’ early spins and the phone reaction was huge!”

- Miles Ryker - WKSZ/Green Bay

“Standing at the Edge of the Earth’ was a one-listen add! It's quickly
commanding adult female attention and lighting up our request lines.”
- Rob Walker - KLAL/Little Rock

From the Push/V2 Records release Walking off the Buzz
Produced by Emosia and C.P. Roth,
Management by Mark Liggett for Legend Entertainment Corp.

“
VA www.v2music.com

& 1998 V2 Racords
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SETTING INDUSTRY

STANDARDS

Avowed ‘research nerd’ David Lebow helps
stations maintain the balance between

art and science

’ David Lebow is C00/0ffice of Praduct &
Strategy at AMFM. But he refers to himself
as a “research nerd at heart” who “flies
under the radar.” It's obvious that Lebow’s
numerous contributions have not gone to
his head.

Before joining AMFM, Lebow founded a consultancy
dedicated to helping radio stations fully understand,
interpret and maximize Arbitron performance. In fact,
many of the strategies he has developed — including
analyzing the relationship between Arbitron data,
perceptual research and marketing
warfare principles — have beconie
industry standards.

R&R: Let’s talk a little about vour
background.

DL: My career has always been this
weird blend of sales and programming.
When I got out of college, my first job
was as Promotion Director of WTIC-
FM/Hartford, working for Saga’s Steve
Goldstein, who was PD at the time. |
probably learned more in that year and
a half than anyone could ever learn.
Working for Steve was great; the guy is
really a genius. But I wanted to get
into sales,-and I couldn’t
get into sales at "TIC.

Bill Rose, who works at
Arbitron, called to tell me
about an opening at
Arbitron for a client
service rep in the L.A. office. He was at the San Fran-
cisco office. Twenty-one grand a year, what could be
better? In fact, at the time Pierre Bouvard was a client
service rep in San Francisco. There was a group of us that
included Pierre, Bill Rose and Brad Bedford, and we
would go to stations.

RADIO

At the time Arbitron was not as user-friendly as it is

“YOU CAN NEVER CUT
CORNERS IN THE
STRATEGIC PROCESS
OR IN THE STRATEGIC
PLANNING AND

RESEARCH PROCESS.”

1) 11
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David Lebow

today. We were all into how we could help stations get
ratings. Forget about selling them ratings, they have to
buy the ratings. It’s pretty stupid to try to sell them the
ratings, since they are going to buy them anyway.
Particularly, they don’t need a young putz like me to buy
the ratings. So we said, “Let’s go work with the PDs
and stuff:” I think that always remained our passion.

I eventually moved to Chicago and went to work for
Arbitron in that office. I was calling on Emmis, and I
went down to Indianapolis to call on WENS. [ abso-
lutely fell in love with Jeff Smulyan, Doyle Rose and
Rick Cummings. How could you not? These guys are so
product-oriented, it’s great. They
offered me a job as AE of WENS
because I wanted to make money and I
wanted to be in radio. I told them that
because I had worked at Arbitron I
should be a sales manager and not a
lowly account executive. They re-
minded me of the fact that I had never
actually sold radio, so why exactly
should I be a sales manager?

So I found someone dumb enough to
make me a sales manager — let’s leave
that person nameless. [ was probably
the worst sales manager in radio,
because [ had no clue what I was doing.
I cailed Jeff and Doyle and Rick back
and said, “Please hire
me.” They said, “The
good news is, we think
we may have something
NETWORKS of more interest to you.
You're still going to be an
AE, but we are going to change our station in L.A. to a
hip CHR.” Jeff Wyatt, Eric Edwards and I started at
KPWR (Power 106)/Los Angeles.

Because of my Arbitron background, I always did all
the research, like the Arbitron analysis and such, for
Rick Cummings, not only for L.A_, but for the whole
company. I really found that it was my passion.

Then Emmis sold off a lot of stations, and they said,
“We still want you to do our Arbitron stuff.” So I said,
“Fine, mail me a check, and I'll do your Arbitron
analysis.” That led to a company called Rating Point

Management, which I started with Bill Rose: It was
really leading-edge. It broke into the Arbitron system
and figured out how to relate Arbitron to strategy.

Jimmy de Castro approached me and said, “Come into
Chancellor [now AMFM]. Do this for Chancellor. It

will be much more. You won’t just deal with ratings.
You can help a group of us run the company.” That was
like jumping onto a train that was already going 80
m.p.h, and it was speeding up to 100. I joined them
about two years ago, starting with all sorts of research
and bringing in strategic research concepts and helping
all the stations work with that. I work with Steve
Rivers, who perfectly represents the art part of
programming, and I'm more the science side.

R&R: Steve talks about how much more difficult it is
to program radio stations today, because-everybody
can get the same resources. Before, only the big boys

www americanradiohistorvy com

could gettthem How do 3du devélajr%géuﬁmanshm on
this level playing field? ,

DL: it is mare 3omple§§ ﬁle factorsithat make it more
compldi are that you-have more stations coyfg;etir;g for
significant shares. They are not happy to be the ‘one-
share classical, the one-share religious or the fourth AC
in a mérket. Evejp_;t_;ody wants a significant market share
today. }'foix ]oqk'market, and it’s Entercom, Emmis,
AMFM and Infinity: There is no wedk link there. All of
the companies are led by 9man mgh‘hg%ers who J:prvmt'in
smart people. % | B

Als%? thi?p@;mﬁbvery;)dy reallfjﬂnd%ma_i;gk the
basiccph;pptfagg principles of Arbit%né the P1..To that.
degree, the playing field really has been leveled. But
what makes it even more cdmplex is the need to
understand: clusters and how you can compete #fi this
environgent when ‘your own clusters intersect. WKTU/
New Yotk and WHTZ (Z100)/Ngw Yerk have somethjhp
to do with each other. 45 '

A lot of people are trying to undeérstand, “What are the
ground rules here? Can F'market to my sister station!s Pts?”
So we need to achieve a s¢paration of stations without
alienating the listeners. In the past we have tried to
“separate” KMEL and KYLD (Wild 94.9) in $n Frar-
cisco, only to find we separated them by.moving ong ou bf
sync with listeners’ tastes. You have to'keep all these
constituencies happy, and that becarmes the cifillenge.
Those constituencies are the ardyertisers.and Your listeners.
shareholders and employees. ;

R&R: What do you think it takes to find and plug <hat
hole and make yourself different from evervbody else?

DL: First and foremost it takes people who are-willing
to change, people who have high intelligenceand look
for creative solutior_tS‘é"I‘hegsemmcEfthing is to find people
who understand the art of radi‘,_u, Because at the end of
the day it is still-about mz_iki‘né compelling radig céme
out of the speakers, The third 1hugg it takes is good
stealth informatiop. in otheg words, “If everyone kﬁo§/s

l:uﬁnnuen On PAGE 72

Toop CAuANAH
PD, WBBM-FM [B96]/CHicrco

IN THE vear 2000 CHR wiLL:
HAVE TO DO A BETTER JOB OF
MARKETING! THE STATIONS THAT
SPEND MORE ON MARKETING WILL
WIN, AS LONG AS THEIR PROGRAM-
MING 1S GOOD.

In THE YEAR 2000 | wiLL:

BE PROGRAMMING B-96 AND DEALING
WITH THE SAME WAGKO JOCKS THAT 1
I'M DEALING WITH NOW.
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3 your music...

Why on earth would you
let one research it

You need quality callout information to make the right

airplay and rotation decisions for your radio station. If
’ . .

you're relying on out-of-house callout for answers, you

might find yourself lulled into a false sense of security.

After all, how can anyone outside your market possibly
relate to your audience, or adhere to your screening and

recruiting parameters, week after week?

They can’t. That’s why your programming originates
locally, why you schedule your music in-house, and also,

why you should consider seizing control of your weekly

callout research, and deploying it in-house as well.

Nobody pays attention to detail or cares about the
success of your station as much as your own staff.
And ComQuest Callout makes it éasy to produce
reliable, accurate callout music and perceptual results,
week after week. With the c_ontrol and flexibility

you can only enjoy with in-house callout.

ComQuest is a turnkey hassle-free system we install at
your station. Thanks to Interactive Voice Response
technology, you'll realize efficiency gains that make
ComQuest less costly than manual in-house callout,
and less than half as much as out-of-house callout.

Phone, fax or e-mail today for a free proposal.

CUI | WUEJL

Interactive In-house Callout Research
www.callout.com

619-659-3600

24-hour Demo: 619-659-3800

Seize control of your callout!

www.americanradiohistorv.com
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CONTINUED FROM PAGE 70

what a strategic is now, how can I unlock the code that
will get me to the next level?” Over the last year we
have developed a special and proprietary way of doing
clusterwide strategics.

R&R: Did that come through trial and error?

DL: Totally. A while back we went to Denver to do a
study for The Peak. That is, what we would do is get a
perceptual — say it was for KXPK — and everybody

"I DO BELIEVE THAT CHR
PROGRAMMERS IN
MANY WAYS HAVE SET
THE PATH FOR MANY
OTHER FORMATS, BE-
CAUSE THEY UNDERSTAND
ENTERTAINMENT, THEY
UNDERSTAND MUSIC,
THEY UNDERSTAND
SHOW BIZ PRODUCTION
AND PROMOTION.”

would go to Denver. You fly in, your bags get lost, you
get to the station and then you go to the strategic. We
saw some really interesting stuff about KALC (Alice),
which is a really important cash-flow station to us, but
we said, “Well, it’s a shame we’re not out here for an
Alice meeting.”

Then John Madison, who is a tremendous thinker,
says to me, “I’d like to go to a market once and get the
whole market laid out.” It was like, boom! Let’s do
cluster research. Let’s spend a week here. Let’s not
leave saying, “OK, I figured out Peak, but I still have
some questions about Alice. And what about KXKL
(Kool) and KIMN? And what do we do with KVOD?”
So this concept came up as a way to look at the market
through an “aerial photo” called a cluster research study.

R&R: How do you handle multiple radio stations in
one of these cluster studies when you have, for example,

a Pop/Alternative, a traditional AC, a CHR, a “Jammin’

Oldies” and maybe a Country or whatever? How do you
pull together a study with that wide range of demo-
graphic ages and tastes?

DL: It takes huge samples, huge investments and
multiple studies. You are creating these different arenas,

but you are always doing projectable sample sizes to the
market. There are no screens, so you know at theeend of
the day that you’re really replicating the population
rather than, “Let’s do an AC study, and you have to like
Eiton John to get in.”

At that point you lose all touch with what percentage
of the market that station could actually achieve. It
really is a complex process. It takes a few days, and you
really have to be prepared. What you are doing is
creating market strategy and market synergy for the
period of time that you are devoting to that market. You
are not just doing research, you are sharing the action
plan of each station with each of the managers.

R&R: Who attends the meetings?

DL: We have the program directors, the general
managers and the marketing directors, who are a really
important group to us, and at the \"ery least the director
of sales for the market, who is the person in charge of
selling the cluster.

R&R: Can you talk more on the balance of art and
science?

DL: Obviously it is a balance, and that is why,
ultimately, it takes great program directors and great
strategists at the station level. Our goal is to provide
people with a resource or direction in the area of art and
science, but the great thing is that it still comes down to
the program director.

The PD has to have a very balanced skill set to grow
and to flourish in this environment. I think the skill that
1s required is versatility. They must take information,
digest it and truly internalize it, but then ultimately do
what they believe will be most entertaining for the
listener. I am reminded of the quote from the late Dick
Springfield: “The personality of the program director
always comes out of the speakers.” It really is ulti-
mately the ‘interpretation of the research. Typically, in
the past the program directors have brought the art to
the table, and the researchers have brought the science.

R&R: But researchers are also offering very strong
opinions, either verbal.or written, in the research that
they bring. Should they be doing that?

DL: What they should be advising on is essential
strategy. I know that we don’t have any program
directors who rely on one of those researchers to teach
them how Selector works. But sometimes in the heat of
battle what a program director needs is a compass, a
compass that brings him back to central strategy. So if
somebody beats you on a particular show, before you
respond by trying to get that show in the next city and
bring listeners to that show, that is where I think you
need a strategist. Research is a funny word, because I
really think they are all strategists.

Program directors can execute strategy incredibly
well. They need someone to help them turn it from data
tables into strategy, at which point they turn it from
strategy into entertaining radio. They all bring different
things to the table, which is why they complement one
another so well.

R&R: This is a broad question, but can you give me
a general overview on how listeners are feeling about
radio toda¥? What do they want? How has it changed?

DL: I'll address that in two parts. What they want is
still the same thing as when you programmed WSTR
(Star 94)/Atlanta — great songs. Screw up on songs,
and you’re dead. The second thing they want is
compelling, entertaining radio — that is-a key element.
They want fun, good content and humor in the morning.
I think they want some excitement, and they want to
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feel like they are part of a growing station. Those are
key images thal come from strategics that are timeless.

In terms of what listeners are feeling these days, 1
think the issue of commercial load, with a few unique
exceptions, ig completely overhyped. I don’t think
listeners are ﬁearly as upset by commercial load as some
of the hype would Suggest. AMFM just did a major
study that came to that conclusion.

I also believe that radio on the Internet has some
terrific long-term ramifications, but radio is not losing
TSL of any great substance to the Internet right now.
That leads to the question: Why is TSL down? What
changes have we seen? First and foremost, with more
stations, the one change we have seen is that there are
no good stations and bad stations anymore.

So, first of all it’s hard to win with only a “best
songs” image. You need to play great, great songs to not
lose in the area of music, but in fact, it’s hard to win. |
believe the pyramid still works: Music is still at the
base, but the entertainment aspect is a bigger slice of it
than it has ever been before. That is the way you get an
advantage.

We’ve tried 4 lot of stuff in Los Angeles in the last
year or two, with Mother Love in the morning on KBIG-
FM., etc. We are building an entertaining AC there,
which a few years ago might have been an oxymoron.
KYSR-FM (Star 98.7)/L.os Angeles stopped being just a
Pop/Alternative and became a heck of an entertaining
station.

Momnings are still the key place, but | think a station
and its stationality really need to be compelling 24/7.

R&R: So you are seeing that adults still want fun and
excitement?

DL: Absolutely. You need a breakthrough. The other
thing you need at this point is a brand. You need a
station that people can affiliate with. It’s like when you
have a favorite restaurant, and the_ food is probably not
a lot better than at some other place, but you just really

CONTINUED ON PAGE 7S

JoN ZELLNER
PD, KMRU/Kansas Ciry

In THE veaR 2000 CHR wiLL:
ONCE AGAIN BE THE HOTTEST, MOST
MAINSTREAM FORMAT ON THE RADIO,
WITH GROWTH IN ALL DEMOS.

IN THE YEAR 2000 | wiLL:

STILL BE WORKING FOR THE NO. 1

RADIO STATION IN KANSAS CITY,
MIX 93.3.
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Jeff McClusky & Associates

Jeff McClusky & Associates
Means Music!...

..plus

romotions & Marketing
Concerts & Events
Internet Strategies

and much more...

your station is not benefiting from all of these services,
ou might be missing something. Call Tom Barsanti

it JMA to discuss your strategic alliance: 773-938-1212.

Chicago Atlanta Los Angeles
1644 N. Honore 3481 Lakeside Dr., Suite 2404 8967 Sunset Blvd.
‘hicago, IL 60622 Atlanta, GA 30326 Los Angeles, CA 90069
el: 773-938-1212 Tel: 404-816-9766 Tel: 310-550-5599

ax: 773-486-7037 Fax: 404-816-2332 Fax: 310-550-5590
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Coming soon...
Jars 0f Clay, Matthew Sweet, Syleena Johnson,
Don Philip and multi-platinum, world-wide sensation...Steps!!!
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like that ﬁ!ace. You affiliate with it, and it means
something to you. You want to build a station that is
bigger than the sum of all of its images.

Researchers like Bill Moyes, Janice Kay and Eileen

"SOMETIMES IN THE HEAT
OF THE BATTLE WHAT A
PROGRAM DIRECTOR
NEEDS IS A COMPASS,

A COMPASS THAT

BRINGS HIM BACK TO
CENTRAL STRATEGY."

Marshall of Marshall Kay Research, Kollman and
Mark Ramsey have made livings for dozens of years on

the conceptithat — as you know and [ know — your
ratings don’t mean anything in terms of how strong a
station you pare. I'll give you a great example of that
with WLIT (Lite)/Chicago. If anybody thought that our
six share was a good thing, they should look into our
3.8 share.

We just got done recovering from the first consolida-
tion of our company, our first merger. We got around to
all these stations as quickly as we could, but some
brands were stronger than others. Lite is a good brand,
but it had seme vulnerabilities. That is why you can
never cut corners in the strategic process or in the
strategic planning and research process. You can have
a six share, and that’s the time to say, “How do we
grow this briind while we have the luxury of good
ratings?”

R&R: Yoe also need great discipline when you have
a six share and you're No. 1 25-54 in a marketplace to
be testing to see how well your brand is doing and
always challenging yourself.

DL: Absolutely. A lot of different people pop into
my mind when you say that, and it’s hard to credit one,
but I tell you that the first picture in my mind is
Brenda Adriance. At a time when KHKS (Kiss)/Dallas
was No. | in every demo, she and her team were really
investing in growing the brand. There are dozens more.
Those are stations that have never looked at their
ratings book and said, “We can probably save a few
bucks on our strategic here. No one is coming after
us.” Because on the day when someone comes after you
— and they will — that is really when the test comes.

R&R: What about sample sizes? Have they changed
at all?

DL: The njusic tests are similar, in the 100-ish
range, but when we do these cluster studies, we are
getting up intp the thousands. Again, part of that is

fragmentation. When you talk about women 25-34, it
used to be, “Do they like AC, CHR or Country?” Now
you have a couple of different types of Country; you’ve
got a mainstream AC and a Modern AC — which is
actually different from the CHR, because the CHR
plays rhythm. So you’re splitting it that much more.
We at the strategic level are investing more sample
into the markets to be sure we have the right ideas — a
couple of thousand in a market like L.A.

R&R: What about some of these marketplaces?
Jimmy de Castro told me that in some of the really
competitive situations in the big markets he will go in
with multiple side by side studies.

DL: Absolutely, we like to corroborate our findings.
Again, research savings in a market like New York is
not as valuable as taking three different looks at New
York and saying, “How do we do "KTU?” The key is to
corroborate your findings and never believe your own
bullshit. The great thing about Jimmy is that I think he
is product-driven. Jimmy truly likes radio and what it
represents emotionally as well as the business of radio.
So he has a lot of respect for the product.

R&R: Has anvthing changed in the screening
process?

DL: I think there was an era when the word “P1” got
so big that everyone started overfocusing on their Pls.
If anything, we are going back to, “What does the
market say?” KYSR Pls are a pretty important group
to us, but I'll tell you who is really important to us: the
people of Los Angeles. There is a slight trend toward
focusing on the target and not necessarily the core.

R&R: What kind of balance do you prefer? I know
some researchers who are real heavy on the Pls and
some who like 50% Pls.

DL: I think it depends on the strategic situation and
how much of a station is audience-driven and what its
competitive situation is. But overfocus on your Pls is
always bad. We used to have to teach that. We used to
say that if you go by a restaurant, and every night there
is only one guy in there, and you go by there 100
nights, and he is the only guy in there, and the place is
run down because they only have one customer, don’t
ask that guy what he thinks. Therein lies our theory
about market vs. partisans.

R&R: Cun you comment on AMFM’s sense of
urgency with the “Jammin’ Oldies” format? Some
people are calling it the next Arrow or the next Wave
Jormat. Can research show that it has lasting value?

DL: First of all, let me comment that it definitely
isn’t the next Wave format, because there are way
more vocals in it. The format has been tested in every
market; we’ve never just slapped it on. We don’t throw
these stations on because of a desire to do so or
because it is “our format.” We do it because we believe
that there is a demand in the market.

Once again, you go to our four constituencies: If
listeners want it, we have a compelling need to do it at
that point. If “Jammin’ Oldies” doesn’t have a hole in
the market, we are not going to do it. We believe it has
legs for as long as we make it a great radio station.

There is a programmer named Joe McCoy who
taught me something years ago when I had the
privilege of consulting his station. We were talking
about alternative rock one day, and he said to me, “The
true test of a format is whether there is a body of music
that is sustaining.” He was commenting on Oldies vs.
Alternative. His comment was, “Tell me 15 years from
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now whether Alternative made it as a format or not.”
The key behind the “Jammin’ Oldies” format is that
there is a sustaining body of music.

R&R: Do you think it’s the new Oldies?

DL: I really do. Fthink it is a different body of
music. Oldies is still a body of music that is sustaining
on its own, and we are really proud of our Oldies
stations. “Jammin’ Oldies™ is not replacing it, rather it
is saddling up next to it. It’s great as an evolution and
as a process to be able to say to people, “We offer
both.”

R&R: You meritioned sustaining music. CHR is a
format that necessurily doesn’t have a sustaining body
of music. It is really a format based on new, shiny,
contemporary. How do you see the format, and what do
we need to do to keep this pipeline going?

DL: At the risk of oftfending ail other formats, Z100
in New York is the No. 1 button on my dial. ’'m 37,
and our kids are 7 and 10. First of all, obviously, you
don’t need me to say that it’s never been healthier; it’s
fantastic. I think there is a sustaining body ol music, by
the way. I think the artists’ names happen to change.
The sustaining body of music is whatever the current
hit music of the day is.

CHR is a recurring theme, which is whatever the
best music of the day is, and it is frequently defined by
15-25-year-olds in research, probably even younger in
reality. I do believe that CHR programmers in many
ways have set the path for many other formats, because
they understand entertainment, they understand music,
they understand show biz production and promotion.

R&R: Any other words of wisdom?

DL: Be willing to change, and understand that our
business is going through a fundamental change. But at
the same time recognize that one thing has stayed the
same: People want to be entertained.
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MicHReL Luczak
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IN THE YEAR 2000 CHR wiLL:
OUT-CUME NETWORK TELEVISION
BECAUSE OF STREAMING SIGNALS VIA
THE INTERNET.

IN THE vEAR 2000 I wiLL:

BE DOWNLOADING DAILY RESEARCH
ON LISTENER COMMENTS AND SCORES
FROM MY WEBSITE.
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WHERE HAS ALL TH
TALENT GONE?

Finding, managing and developing
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partnership, the way Micl;a%l Jordan and coach Phil Jackson 3

great air personalities
By Tracy Johnson UP/GM KFMB-AM & FM/San Diego

’» One of the most exciting things about this

industry is that it's never static. It’s always

changing, ever evolving. Society is on the
move, and our stations are constantly
challenged to move with it. Our stations
must find new ways to entertain listeners
who are bombarded with new choices of
entertainment.

However, as things change, one thing remains the same:

Managers, programmers and consultants lament that the on-air

talent pool is drying up. Now, this is nothing new. That

argument has been around since DJs started using headphones.
A good case can be made that the early effects of consolidation
have led to fewer opportunities for talent. causing a significant

gap between the extreme ends of the talent pool. But as we
move toward the dawn of a new decade (and, depending.on

how you view the chronology, a new century and millennium),

I’m as excited about the current state of personalities in this
industry as ever.

MANAGEMENT PROBLEM

At Don Anthony’s Morning Show Boot
Camp in August it was refreshing to be
surrounded by more than 650 talented,
motivated personalities who were hungry
torlearn, share ideas and grow (o become
entertainers. The problem is that many
aren’t receiving the information, knowl-
edge and coaching 1o realize their dreams.

The problem we face today has nothing to
do with finding talented people who want to
be on the radio. The problem is managing
those personalities and developing on-air
superstars. Programmers are rarely provided
with the training they need to establish
relationships that can help mold talent to get
the most out of their abilities. The net effect is
as ridiculous as a professional football team
drafting a great athlete out of college and
saying, “Okay, you’re the quarterback — now
get out there and win some games,” without
providing an offensive strategy or a playbook.

RECIPE FOR SUCCESS

In our book, Morning Radio: A Guide to
Developing On-Air Superstars, Alan Burns
and I outline many of the ingredients that

"

lead to successful air talent development.
Hiring a morning show that truly makes a difference may be the
most important thing you ever do. Everyone is looking for the
shortcut. We want to find and hire that “silver bullet” show, a
market leader that listeners love, that generates no complaint
calls, that is willing to work for cheap and that is currently not
under contract. Well, that show doesn’t exist. Usually the best
approach is to build your own show. We call it the five-step
recipe:

« Step |: Hire great talent. There is no substitute for
excellence. Many radio executives spend months looking for
talent, then eventually setile for less than they wanted and
needed because they give up. While aircheck tapes may be
useful, don’t put too much emphasis on the traditional
approach of listening to audition tapes. Most shows can sound

great in a five-minute tape, but may or may not be able to
deliver entertainment four hours a day, five days a week.
Similarly, some shows can’t be properly showcased in a
brief aircheck demo. Your challenge is to find interesting,
entertaining personalities. Many of them may noteven be
working in radio now. As Rick Cummings says, “It’s easier
to teach entertaining people to do radio than teach radio
people-to be entertaining.”

* Step 2: Make them understand what’s expected. Before
you finalize the deal, be sure the show personalities know
what you want them to be. Are they comfortable with your
format, your strategy? Are you confident that they understand
the mission and will fit well into your plan? Do they know
and accept their role on the station? Are they the saviors who
will take the station from worst to first? Caretakers who are
designed to get the station publicity and improve the profile?
Baby sitters who are expected to simply execute the format?
The key is to know what you want and be sure that they
understand and believe in the plan.

» Step 3: Offer support and direction. A great actor can

take a script and make the character he is ~

playing sparkle on the screen, but it’s the
director who determines the outcome of the
film. Once you hire great talent, your
mission has just begun. They need time,
attention, patience and support to become
great. The partnership between PD and
personality must be a strong bond based on
encouragement, honesty, feedback and
positive critiques. This process is much
easier if you’ve executed Step 2 properly.

You must also be prepared to provide the

tools for the show to use. After paying a

free agent millions of dollars to play

baseball, it’s not a significant expense to

provide the bats and spikes to make him

better! Be sure your show has what it needs
to perform!

» Step 4: Let them be creative. Great talent will
take your ideas, your strategy and your direction
and create something far greater than you ever
expected — if you let them. After arriving ata
common vision for the show, provide an
environment that lets then1 shine. That’s why
you hired them to begin with.

» Step 5: Pay them what they’re worth.
Personalities who are capable of performing on

g the radio at a level that creates multidimensional

personality and offers entertainment value

between the songs are among the most valuable
elements that establish a station’s image and personality.
Successful talent can bulletproof your station from competitive
attacks and help separate you from stations that share your
music. Those shows are also rare. When you find a show, and
they perform, hang onte them. Cherish them. Most radio
stations are either underpaying or overpaying their talent. As
your show develops into a station-leading entity, it’s better for
everyone to reward them financially before someone else tries
tQ lure them away.

THE PD/TALENT PARTNERSHIP

1t’s one thing to find a morning show with potential, it’s
another to make it work. In most cases the key to that success
is that the PD establishes a relationship with the talent. It’s a
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worked together in the Chicago Bulls’ championship seasons.
That partnership must’be built on mutual respect, confidence
and trust. Talent must know that the PD believes in their
show and is their No. | fan. They must have confidence that
the PD is going to support their show even when they make
mistakes. Nblice 1 said when they make mistakes. Great
personalities will make plenty of mistakes, because the great
ones take risks, and.ahen you take risks, sometimes you lose.
Conversely, talent must respect the role and authority of the
PD. It’s atwo-way street.

A great PD will have the self-confidence and judgment to
offer advice to make good ideas great. He or she will defer
control of some ideas to the talent who knows how to
deliver entertainment. Work together with a mutual goal to
bring out the best in the personalities, and put them in a
position to become the stars they long to be.

The partnership will be enhanced with regular, consistent
feedback. Feedback is much different from criticism, though
correcting poor performance is certainly part of the process.
Talent needs feedback, relies on it and expects it. They’re
laying it on the line every single day, and when they rarely
hear from their supervisor, the natural (and often accurate)
conclusion is that nobody cares. Even if it’s not true, that’s
the perception. And when talent thinks the boss doesn’t
care, bad things tend to happen.

KEEPING FEEDBACK POSITIVE

Delivering negative critical feedback usually results in an
adversarial relationship with talent, so it’s importantto
understand the proper way to coach talent. Usually offering
feedback properly will result in a stronger partnership, greater
trust and increased confidence. Here are some guidelines:

*» Most feedback should be positive. Talent really wants tor
make the PD happy. From their perspective, life is good
when the listeners and PD are happy. So just as when you
are training a child to behave properly in life, you will get
better results when you tell them what they are doing right
and why it works. It doesn’t have to be just the biggest
elements on the show. Sometimes the best feedback is for
something relatively minor.

*» Feedback should be objective. Never base your
feedback on opinion, but on objective judgments of
performance. It doesn’t matter what your friends, your
wife or the manager of the auto dealer thinks. Your
feedback must be based on mutually established
objectives for the entertainment value of the show.

« Feedback should be specific. General comments like,
“Hey, the show sure sounded great today,” accomplish
nothing. In fact, those comments are usually worse than
saying nothing at all. Be specific about what sounded great.
Was it the mood of the show, the pace, the phone calls, the
way they executed the things you’ve been talking about?
Have a reason for your compliments and your complaints.

* Feedback should be based on content, not mechanics.
Don’t waste time belaboring formatic elements or mistakes
in execution. Every qualified personality already knows
when something went wrong mechanically. Focus your
input on the entertainment value.

» Feedback should focus on your show. Nothing frustrates
talent more than when you play a tape of another show and
say, “You should be more like them.” There are good
reasons (o use other stations as examples or to gain ideas,
but not as models to base a show on.

The art of developing and managing creative air talent is
one of the most important and overlooked aspects of station
operation. With all the added pressure and responsibility on
managers and programmers in today’s environment, finding
the time and resources should have a greater priority. When
you consider the benefits, it’s a terrific investment!
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THE PERFECT FIT

KIIS-FM morning show Executive Producer Paul
Joseph keeps things running smoothly

’ When Paul Joseph heard Rick Dees years
ago on KHJ, he understood the way Dees’
mind worked right away. His friends joked,
“Do you write for this gquy?” Joseph
remembers replying, “No. For some strange
reason, | just have the same sense of
humor that he does. | connect with him.”

For the last 14-plus years Joseph has been connect-
ing with Dees as his Executive Producer, peer and
friend. When Joseph interviewed for the job as Dees’
producer, they hit it off immediately, and Dees said,
“Can you come back in tomorrow and just kind of
hang out with me?” Six months later Joseph’s
“hanging out” turned jnto a full-time job.

Joseph, who has been in the industry since he was
15, is one of those radio people who wears his job like
a favorite coat. His sincerity is
genuine, as is his enthusiasm for his
work and the camaraderie he shares
with the KIIS/L.A. morning show
gang. Here, he takes some time to
talk about his approach to the
morning show and why, year in and
year out, it continues to be one of the
most successful shows in America.

R&R: Describe vour job.

PJ: I guess the best way to say it is
I wear two hats. I organize the show
and get it ready, and then I lay out
what we’re going to do for the day.
When the show starts, I have to keep
doing that, but I rely more on my
staff to keep that gpingAw,hile I’'m in

the performance chamber with Rick.

R&R: Did you start off on the air
with the show, or did that evolve?

PJ: I was always on the air, in the
sense that I'm right behind Rick. I
notice that when I’'m there, he turns
when he’s broadcasting to see what
my reaction is to what he’s saying.
So it’s kind of turned into a thing
where I’ve been talking to him from
the beginning, although I would
have to say that within the last few years it’s built into
a much stronger air presence than before. But I've
always been in the mix since the beginning, and I 'kind
of like it that way. That’s what I wanted when I did
this, because I love doing both jobs.

R&R: So you're his barometer 1o let him know how
he sounds?

PJ: I think he definitely watches me to see whether
what he’s saying is translating, because I don’t fake it
with Rick, and he knows that. If I don’t think it’s
funny, I don’t really laugh.

R&R: Walk me through a typical day.

PJ: Well, my alarm goes off at 3:20 every morning,’
which is a very ugly thing. I get dressed and leave my
home in Malibu and head for the studios. As soon as I

Paul Joseph

1061 KISSFEM

RADIO SALES

get there, my first focus is to do sports. I do a live sports
broadcast at 5:25 every morning as Coach Jim Shorts.
Once that’s done, which is at roughly 5:30, I begin getting
everything together for the morning show.

Rick works off a green sheet we use in the studio. It’s
his focus for the show. That sheet tells him exactly what’s
scheduled for the day and also has the high points of the
news, some jokes and different things to get him going.
He’s pretty much up on everything when he gets there,
because he’s a big news watcher, so he knows what he
wants to talk about. Ruben Rodriguez is in charge of
getting all the-information for us. He monitors the
newswires and all the machines to get info. Once the
show starts, Ruben’s on the phone.

Through the years I’ve learned exactly what interests
Rick and what doesn’t. I brief the staff that works with
me on what we’re going to be doing for the day before we
start, so everybody knows. I've got great people like Nick
Vestuto and Chris Finch, who have been
there for so long. All I have to do is tell
them quickly, and they know exactly
what to do. Ellen K comes in early, and
she’s getting things ready. We have a
brief meeting, very informal, and then
we just roll right into the show.

Afier the show we’ll spend maybe 10
minutes talking about what was funny,
what worked, what didn’t work and
what we should do next. We do a more
formal meeting every three months,
where we talk about all the new
characters we want to do and new ideas.

|

3

R&R: Have you ever been tempted 10

go out and do your own morning.show,
or are you satisfied with what you're
doing here?

PJ: I would be a liar if I said that |
haven’t thought about going out to do
my own show. but I know from the
beginning I could never do it as well as
Rick does it. That’s kind of taken it out
of the mix — although you don’t have
to do it as well as Rick to make money,
so that’s an apple that’s aiways
dangling there. I'm happy with Rick,
and I’ve wanted more to stay in Los
Angeles and have that stability rather

than pack up and go to some other city and do my own
show.

R&R: Talk about the transition of the morning show,
where it started and where it is now.

PJ: In the beginning it was raw, in that Rick was wild.
He has always been fun, but he was much more demon-
strative. If you watched him, he would be standing up,
swaying his arms and doing all this stuff while he was

- talking. Through the years he’s become much more

refaxed and able to communicate the same way he always
has, but he doesn’t have to do all that extra stuff to get his
point across. That’s one way I’ve noticed the show
evolving, aside from all the other things that evolve as
you do a show. It’s the same thing when you look at Jay
Leno’s tape of his first show and then look at where he is
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now. Things fi§ together, and it's been a comfortable ride.

R&R: How would you describe your relationship with
Rick and Eller’ Do you hang ::'rogethe{r offuir? Does. tha
make a difference in the way the show sounds?

PJ: 1 don’( think-you have to hang fogether to doa -
good show every day. I would almost say that in some.
cases it might hust you, because if you have three people
who gefout and do different things, then. you get varied
opinions %nd gxperiences. V

But on the other hand we do spend a latof time
together. Rick-and I are very close friends and léyé‘béin;g
together. I spend a kot of time-with Ellen and most of the
crew. We hang together bebausé we like each other.
Especially i, we re out on arémote, we're like a family.
And there ;arévspecialz moments when we are on remotes
where we have Thanksgivings together, and we-all get in
the kitches apd everybody hakes a different part of the| |
dinner. S : gz, Fa5
R&RE §rear successgoes hand in hanzf"wi?ggﬁ‘éfrg%ﬂ ;
money. As the exegulive pradiecer, how da you keep Rock
connected o, his listeners™. ; F

PJ: Lihink e’ ve always identffied witi the comm
person; that's been the way it is, If you ever'yatchi Rick id
public, he's ane of e féw $uys I've Seen whe, no silgL
what hels doitig, if soraebady stops hiffi'and Wants an
autograplt or snmelﬁf’i}féé hc ;stops everything.he’s déf}\g' %3
and does it, whetheritls [0 or 20, people. Hechas never.
lost that, and it really cames from his heart, because het
truty believes »é,p:gyfﬁfggto-nxiﬁ@?hings'b;tteglﬁr peo’pge,
And part of fis way of &qangg‘thal is making them laugh in
the morning, signing autographs or whatever they wani,

R&R: How:do you ;taf‘\’?;mié van? We're not getting
any younger: || £ : :

PJ: 1 think i’'s dding those fhings T just talked about
and always li;gening to what's haépening. We talk about
what's going omevery day and what concerns people. As
long as you do that #nd stay consistent with the show, you
can always remain. televant in whatever market }OLE ré 1
You lose that when _ygu stai} [ forget about wha you'te

EONTINUED Off PHIGE 81,

“WE TALK ABDYT WHATIS

GOING Of EVERY DAY AND
WHAT CONCERNS PEOPLE.
AS LONG AS YOU DO THAT
AND STAY CONSISTENT

WITH THE SHOW, YOU CAN
ALWAYS REMAIN REL-
EVANT IN WHATEVER

=

i
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WKTU/New York
Z104/Washington, DC WLKT/Lexington
KLLC/San Francisco KSLZ/St. Louis
KZZO/Sacramento
WPXY/Rochester

§ WXYV/Baltimore
KRBE/Houston
WDRQ/Detroit

Manacement:

| Magus Entertain

GOOD TO

MOST PLAYED AT

99X  35x
WTMX 24x

- KZZP 27x

KALC 30x
WZNE 22x
WPLA 40x
WEZB 19x
WABB 21x

KBKS 25x
KMXV 22x
W/ XKS 18x
WKRQ 25x
KVSR 34x
KAMX 27x
KZHT 18x
WVTI 23x

WPTE 20x--KTOZ 30X

WZYP 17x

- KAEP 39x

Y100/Miami

WKSS/Hartford

KDND/Sacramento
WBLI/Long Island
WKSL/Memphis
KJYO/Oklahoma City

“Early indications are that this is going to be a great
song for Z104...we are way into DJ Rap for the fourth
quarter and beyond.” - Dale OBrian, PD/WWZZ

ADULTT

iy chea

“Plain and simple, this is the best sounding song on our sta

-Mike Preston, PD/

3 Weeksat
Most Added!!

40 #40*

W :;atev 3
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Tired of §
being taken
for the same |
old ride? &5

Sometimes your independent
promoter can hold a gun to your
head. While repping you,
they can also be across the

~ street with the competition.
Lately, it's been large corporate
chains. Besides being beholden to
them, your indy now knows all
R your strategic plans.

wonder why gour competltlon got that big act? We believe
exclusivity should apply both ways.

NATIONAL MUSIC MARKETING INC.
* 17200 Uentura Blud. Suite 305

Encino, CA 91316 -

Ph: 818.501.8111 Fax: 818.386.2390
www.natmuslc.com

For More Info Contact: Jeff Deane, email: jeff@natmusic.com
or Joey Grossman, email: grossman@natmusic.com
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THE PERFECT FIT

CONTIUED FROM PAGE 78

talking to. There might be 200 people watching you do a
remote, but there are 3 million listening to you. So the
relevance comes in remembering who is really listening
to you and what their needs are on a particular day.

R&R: One of the unique things about Rick is that
he's always used music, and he is a great promoter of
music. Why did he decide to take that approach and
not 50 minutes of talk like a lot of other morning
shows?

PJ: Well, I think there are a few reasons. The first is
that we’ve been on a very successful run, and sometimes
you don’t mess with what makes you successful.
Secondly, if we decided that we didn’t want to play any
music, we would get a fight from KIIS, because music is
their deal. Also, music helps you remain relevant. It
keeps you in touch with what’s going on, so it’s very
important in that package.

“LIKE ANY OTHER STA-
TION, WE RE GOING TO GO
UP A BIT WHEN THE STA-
TION GOES UP AND COME
DOWN WHEN THE STATION
COMES DOWN. SO IT
MAKES IT HARD 0N US,
BECAUSE WE TRY TO

PUT OUT THE BEST SHOW
WE CAN EVERY DAY
THROUGHOUT THE PER-
SONNEL CHANGES AND
TRANSITIONS.”

R&R: You've experienced the tough times and the
successful times. KIIS specifically and the CHR format in
general are enjoying massive popularity thanks to artists
like Ricky Martin, The Backstreet Boys and 'N Sync.
What's your philosophy on hanging through the ups and
downs?

PJ: Like any. other station, we’re going to go up a bit
when the station goes up and come down when the station
comes down — despite what our morning show does. So

it makes it hard on us, because we try to put out the best
show we can every day throughout the personnel changes
and transitions. There were times when we were told to
play more rap music, but that wasn’t successful at all for
us, and we knew that. Then it was, “Play the best hits of
the ’80s and ’90s,” so we tried that, and I don’t think that
was successful.

It is difficult to go through those things, and I think the
only way we get through it is just to believe. We’ve
always believed in one thing, and that’s consistency.
We’ve always preached that in the morning show, and we
try to preach it to the powers that be at KIIS. The people
who are with us now — Dan Kieley, Roy Laughlin and
Von Freeman — understand this. And I think that’s -why
you're seeing KIIS where is it now.

R&R: There’s an ongoing joke in the business that no
matter who KIIS hires, Rick’s always going to be the PD.
What role does he play inside the radio station?

PJ: I think the smart PDs who have come to our station
have keyed off the morning show and taken that into the
rest of the day. The ones who haven’t, haven’t been
successful. So Rick has to be the barometer, and the guys
who get it, they go right to Rick and understand that he is
the guy. He does set the tempo for this station. The PD
needs to be in sync with Rick.

They run the promotions by hiim to see if he’s behind
them, because if he’s not behind it or doesn’t like it, the
success rate is not very good. Rick Dees is very powerful,
but he doesn’t flaunt it. If you see him in a meeting with
everyone else, he just sits there and takes his turn and
says what he believes. But at the same time you are very
wise if you listen carefully to his words.

R&R: Does Rick Dees get airchecked?

PJ: Oh, I don’t think he does. I don’t think he’s
going to be called into any meetings for what he does.
R&R: So he’s really on his own little island, isn’t

he?

PJ: He is on his own little island, and it’s a struggle
every day for us to not make the rest of the station feel
that way. That’s where we need the help of program-
ming to bridge it and bring us all together. We don’t
want that, and we’ve never been the type of morning
show that closed our door and said, “We're the show,
and you guys just go do whatever you want to do.”
We’ve always tried to have that open door.

R&R: I know Stern has been a nemésis, but with the
numbers that you guys are doing right now, it’s safe to
say nice guys can finish first, right?

PJ: I think so. Howard — who I’ve met a couple of
times, and he is a nice guy — has an act. But I've
always believed, and I think Rick does, too, that an act
like that has a time limit on it. And a lot of guys are
willing to do that and just take what they can get out of
it and go. What we do doesn’t have a time limit on it,
and we’re proving that.

R&R: Are there any great memories that stand out
for you from your years with Rick?

PJ: There are several. There was one in the very
beginning that I always talk about, and that’s when I
arranged for Rick to meet Stevie Wonder. Back in 1984
or ’85 I had a friend help me sneak Stevie into the
studio. Rick was on the air, and I had Stevie right
behind the door, and I said, “Rick, I have a huge
surprise for you. You’re going to need a drumroll and
all your stuff, so get it out, because I'm bringing in
somebody you really want to meet.” Rick had no idea
who it was. I had Stevie brought in, and Rick lost it. It
was a tremendous moment. It was a highlight for me,

WwWWW.americanradiohistorv.com

"RICK DEES IS VERY POUW-
ERFUL, BUT HE DOESN'T
FLAUNT IT. IF YOU SEE
HIM In A MEETING WITH

EVERYONE ELSE, HE JUST
SITS THERE AND TAKES
HIS TURN AND SAYS WHAT
HE BELIEVES."

because I was able to do it, and everyone who was
there to experience it saw that he was so touched.

R&R: What was one of the harder moments, and
how did you handle it?

PJ: I think the biggest down moments have been
some of the staff changes at KIIS. We like to be
involved. We like everybody in the station, and we
want them to like us. I think there was a time when it
wasn’t that way for a little while. It’s very hard to
work in a situation like that. Then you have to go on
the air and be happy and have fun and not let that spill
out.

R&R: Do you feel you've reached your financial
goals? Professional goals?

PJ: We’ve talked about what we would like to do

. five years down the road, but I think we’re doing those

things now. We’re into television, and we’re doing the
stuff that we talked about. At one point we thought we
might have to stop radio to do some of these things, but
somehow we’ve found a way to do both. It always
comes back to the same thing, and it’s a cliché, but we
say we’re just going to keep doing it until it’s not fun
anymore.

R&R: It looks like you're getting a chance to break
into television with the upcoming WB Radio Music
Awards October 28 in Las Vegas. Tell me about the
show.

PJ: It will be a live show at the Mandalay Bay Hotel
in Vegas. What makes it great is that for the first time
we’re bringing radio and television together. There
will be awards given away for radio — Best Personal-
ity of the Year, etc. We’re targeting an audience
younger than the Grammy audience, and it’s a perfect
fit for the WB.

I wanted to do this to prove that radio makes the acts
and has the power to pull these acts into television, but
television usually gets all the credit. Every time you
see an awards show, the winners thank television, and
they never thank radio. Well, being a radio guy, I
wanted them to start thanking radio, and the best way
to do it is to do a show for radio.
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PUT SHOW 81Z IN YOUR

STATION'S BIZ

Do your listeners really remember
the last event you presented?

By Uon Freeman, Marketing Director, KIIS-FM/Los Angeles

’ This past summer Jodger Stadium in Los
Angeles was host to the largest crowd ever
seen at one performance in the long history
of the stadium — larger than crowds for
the Beatles in the '60s and Elton John in the
’80s. KIS-FM’s Wild Wild Wango Tango drew
more than 65,000 eager fans to hear the
hottest artists of summer *99: Ricky Martin,
Will Smith, Britney Spears, 98 Degrees,
Blondie and many others.

Coverage of the event — and it was ari “event” in the truest
sense of the word — propelled the name KIIS-FM into the
homes of everyone who owns a TV or buys a newspaper in
Southern California. Events of this magnitude, with power
players like those on the roster, are usually a collaboration
among multiple stations. But KIIS-FM took
on total ownership of the event with the help
of numerous sponsors and promoters and
single-handedly created what became
Southern California’s single biggest event of
the summer. It certainly was one of the
biggest events | have ever been a part of.

Was it too much of an undertaking?
Probably. Was it worth the effort? Most
definitely! KIIS-FM, to use a buzz phrase,
“pushed the envelope” and took the risk.
That created a huge return on the tremen-
dous investment. And the best part of the
investment was that KIIS-FM, as a brand,
was further engraved in the minds of KIIS
listeners and beyond.

Keep in mind that content and entertain-
ment are the most important elements facing
radio today, and every event shouid raise the
bar for your station.

GIVE LISTENERS THE 816G TOP

Why shouldn’t your radio station give a
“big top™ performance every time you hit the
streets with a big promotion or event? ]
recently read a book about P.T. Barnum and
waltched the recent movie about his life. |
really got interested in Bamum when | found
out that I was born on the same date, July 5.
I’s really wild to read about everything this
man created in the early 1800s, including
some of the promotion and marketing tools we use today. Bamum
defined the word “event,” and that’s the philosophy I’ ve adopted
to market KIIS-FM, KXTA-AM (XTRA 1150)/Los Angeles and
KACD & KBCD (Channel 103.1)/L..A. I have always subscribed
to the “big top” theory of radio.

Let me focus on the word “event.” For too long stations have
tried to satisfy clients by delivering only what the clients expect
instead of leaving them wanting more. When you put together a
concert or event, do you want the 20,000 or so people to leave
the show and immediately forget who just performed or what
station sponsored the event? P.T. Barnum never opened his doors
without delivering the “greatest show on earth” — before,
during and after the show.

Where is the “show™ in “show biz"” anyway? Is it reserved for
the area known as the Sunset Strip in Hollywood or along the
Walk of Fame? Is it reserved for the neon-lit streets of Times

RADIO SALES
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Square in Manhauan? Hell, no. Hollywood is in your
shopping center, stadium or arena or in your waterside park
on the Fourth of July,

Many people ask me, “How do you get through an event
the size of Wango Tango?” My response is not how, but wiy
would KIIS-FM even want to consider doing a station
concert?

This is a radio station that has a 20-year heritage in
Southern California and that features the best talent in CHR.
How can you do an event that will not only be profitable, but
will match the vibe of a station that has legendary moming
man Rick Dees consistently producing the finest in show biz
every single morning? Not to mention Ellen K, Paul Joseph,
Gary Spears, Valentine and Jo Jo-Wright. The answer may
seem obvious, but it’s absolutely not. That question is the
essence of why I’'m writing this article.

CHECKLIST MENTALITY

The station event you're planning is not
about ctecklists of items to accomplish and
how many portable toilets you’re going to
need. A talented intern can do those things.
It’s the vision you and your management
team have for the event. And that vision
should match the vibe of your station.
Otherw:se, you’re simply wasting your time
and resources for an event that you’il never
see show up in an Arbitron book. Plus,
more than likely, you'll Jose money over
time. If you get anything from this article, |
hope it’s that you question why you're
doing events and what they really do for
your radio station.

Nontraditional revenue projects such as
events and concerts should accomplish two
things without question. No. 1, they should
translate into numbers for your radio station
(even if it’s over time), and No. 2, they
should make your radio station money.
That’s a can’t-lose philosophy for any
marketing or promotion director.

The picture became clear to me while |
was working at WKRQ (Q102)/Cincinnati.
The Active Rock station 1n the market,
WEBN, held what I considered at the time
to be one of the best radio marketing events
I’d ever seen. It was the Labor Day
Riverfest, which brought together 500,000
people who were thoroughly entertained on the river’s edge
with some of the best fireworks in the world. Even better,
WEBN played a soundtrack that went along with the
explosion of the fireworks. So 500,000 people, had their
radios tuned to WEBN as loud as they could tumn it up. Plus,
the station had sold about 20 sponsorships in the process —
NTR goals accomplished! WEBN had an event that matched
the vibe of the radio station and made a tremendous profit in
the process!

BOLSTER ARTISTS IMAGES

Show biz, more than ever, is the name of the game to win
in radio. All the research in the world won’t produce a clever
bit or an exciting event. Why did we spend so much time to
produce Wango Tango® Because that’s the type of branding
that gets people o the store we call KIIS-FM. In many ways
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KEEP IN MIND THAT
CONTENT AND ENTERTAIN-
MENT ARE THE MOST
IMPORTANT ELEMENTS
FACING RADIO TODAY,

AND EVERY EVENT

SHOULD RAISE THE BAR
FOR YOUR STATION.

|

itis not a traditional way of thinking. I think in the exact

opposite of the norm, which is usually the conceptof putting
people in the seats for a concert. Instead, let’s get all those
people who came to see Ricky Martin and Will Smith to vote
for KIIS-FM — and, by the way, thanks for helping us
underwrite the cost of putting on this extravaganza.

The record companies and artists walked away selling
records and setting themselves up for their nationwide tours.
KIIS PD Dan Kieley booked N Sync for our first Wango
Tango in 1998, and | swear there weren’t too many people in
the stadium who knew who they were. Two months later.
after a good performance at Wango Tango and a good
amount of airplay on KIIS-FM, they sold out four arena
shows in L.A. in one hour.

After living through numerous examples similar to the 'N
Sync experience, it's hard for me to understand why artist

CONTINUED ON PAGE 84

Dom “Domino”’ Theodore
PD, WFLZ/Tamra, FL

In THE YEAR 2000 CHR wiLL: HavE
CONTINUED GROWTH OF RATINGS AND
REVENUE. HOWEVER, WE WILL SEE A
LACK OF UP-AND-COMING AIR TALENT
DUE TO CONTINUED ELIMINATION OF
TRAINING GROUNDS AND A LACK OF
PASSION ON THE PART OF NEWCOMERS.

In THE YEAR 2000 | wiLL: PROBABLY
HAVE GREATER RESPONSIBILITIES
SPREAD OVER MORE STATIONS. IT'S THE
WAY THINGS ARE GOING.

* fows
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management would not see the value in a quality radioevent.I ~ Bobby Lawrence probably lost weight sweating it out. Wango  train. Thé I-chat ebomon t Iété nez_br(’)tght):évenmnmffans:

do know why a promoter may not like the concept, but they Tango sold out two weeks before the show with the help of and raised money Tagcharity. Jenaifer Lepez didn’t pexfom
_ have to take a look at the facts in regard to CHR radio shows.  the talented artists I mentioned earlier, along with Shaggy, but heghelp onstagefueled the fi-esof aﬁtc@mloi,‘gymhi 29
o We’ ve made it hip and safe again to go see concerts. The first UB40 and MC Hammer. Was it just the artists who attracted on and on — from theg; cllentpan‘: to the Sustin Powers fadk-
year I was in Los Angeles, | don’t think I talked with local the biggest crowd ever to attend an entertainment event at alike to Billy Blanks conductmg he worlgs fargest Tae ﬁq
promoters twice. Now I talk with them daily. Dodger Stadium? class w1lh 65 (Dﬁf‘ﬂw 'Dlm wers0 mmyﬂili!gs hapgenmg
J - In Cincinnati I talked with the local promoters every day, Maybe. But we also had the strength of the first Wango sxmultaneouslg,ypt -itwas contro led cha-o-,
because we did shows and events that, after two years, were Tango and the creativity of Dan Kieley and KI1S MD Michael Ithink P.T. Bamum would have beén a: mq)resse&’wuh
- consistently bringing in 30,000-plus people. That made aCHR/  Steele, along with Columbia honcho Jerry Blair, to help pitch KIIS- FM’S big top show as | vas. Havg a litele Barnum in'yak
=~ - Pop station like Q102 a great ticket-seller for promoters. After  aconcept that would put these superstars on topin L.A. and put the show biz in yourstatnn” s biz:No€only: W1ll you,
two years of Wango Tango here at KIIS-FM, the station is Maybe that is what really sold out Dodger Stadium. Jerry addressthe bon()m line, you'l blqlxi ypur station aﬂdi@q\ﬂl
,,_/‘ e responsible for helping to sell millions of dollars’ worth of brought in Charlie Walk for Will and Dennis Reese and Cindy ~ top- ofgnéld with youﬁlstenms £
y tickets for the local promoters. It’s not an accident. You could Levine for Ricky, and we came up with a concept that would :
¢ say it was going Lo happen anyway, but I say your radio be financially agreeable for all parties. We then set up
station, if used properly, can move mountains. meetings with each management company to pitch our
- { creative ideas. .
Feifiy | i GOOD INVESTMENT IN PERSONNEL Our challenge with Will Smith was that he hadn’t
| [ | T want to go back to the earlier statement I made about an performed in concert in more fhan eight yealjs. He had no
i intern putting on the show. While that was a little dramatic, I sh.ow put together— but he did have a movie called Wild
~dif said it to get your attention. ['m lucky here at KIIS-FM, Wild West coming out one week after the Wango date. The
et o ; because I have Sandy Ito, a promotion director who takes care  1dea was clear: Sell Will Smith’s partner, James Lassiter, and
= [ \f'_ (| of business. Sandy, along with Alf Feroro, has it down toa Smith himself on the concept of marketing the movie with on- {
P 1148 science. There’s no way we could pull off a Dodger Stadium air promotional time as well as selling the song at the concert
iy sellout without these kick-ass promotion people. performance by bringing in a fantastic Western backdrop and
Therein lies the rest of the story. Hire your local promoter 80 dancers. They both worked like a charm, and everyone
— | to put your event on and pay them or give them a share in the walked away happy, including the fans. -
. f profits, sell tickets so you can pay the artists and put on the Then there’s the Ricky Martin story. Dan already had his
biggest and best radio station evens (not concert) that you can sights set on this soon-to-be-phenomenon. To my knowledge,
A dream up. Believe me, people have a better time when they he’d only heard a little of “Livin’ La Vida I7oca,” but that was
| ] r buy a ticket. Why? Because you match the vibe of the enough for Dan to put the F’l.?l" inmotion to help make Maﬂi"
|» J : { multimillion-dollar radio station you’re promoting when you a househol'd name. We solidified the deal in a restaurant in
b 1 have money to spend. Everybody walks away happy if there's Beverly Hills one month before we heard the complete song.
=3t l no stress to cut costs. Then artists, record companies, Sixty-five thousand listeners later, our management team of
. I promoters, advertisers and — most of all — your listeners Dan, Michael, GM Roy Laughlin, Director/Sales Charlie
[ r‘J;a walk away with something to show for their time and effort. 1If ~ Rahilly, Sales Manager Amy Freeman, Jim Murphy, .Ch‘ris
| ; | ‘_'.'; | you don’t have the money to put on a show, don’t do it. Peaslee, Jeff Tl?omas, Dave Broome and Sgnd)i had just
S b . pulled off the biggest and best NTR promotion in the world. -
; SHOW THEM THE MONEY We contacted SFX/Avalon pros Brian Murphy and Nick
i l At the June Wild Wild Wango Tango we spent so much Masters to put on the show, through the recommend'alion (.)f
! money that Clear Channel honchos Randy Michaels and fheloeast Sarr.1 Femandez: e .hooked TBELR /A .thelr
e I‘ very best production director in Kevin Wheeler, and I didn’s
=5 i, get one complaint from any crazy road managers. Truly
} THE STHTI u" EVE"T unbelievable! Amy Freeman worked with her staff to put
| ! together a fantastic event booklet, complete with clients’ ads.
i y that our own in-house graphics guru, Chris Peaslee, produced.
[ ‘ ! Yn u R E PI-H " " I " G Is " uT Plus Charlie, Amy and Roy sold a second-to-none backstage
! chat room that was, to my knowledge, one of the best of the
4 [ | [ year as far as star power and actual hits. Alf that firepower
= Ir'[ HB““T GHEGKLISTS nl: added up to what Amy called a “million-dollar-plus client
1 - [ !1 = pany."
'll ¢ i That creativity, along with the major sponsors Pepsi Co.
| | Lf"*- ITEms Tn Hccn mPLISH and the Rio Suites'Hotel and Casino Las Vegas, helped

N . underwrile talent fees and most production costs. That’s a
W credit to my GM, Roy Laughlin, and the corporate guys at

B H"n Huw mﬂ"Y Pu“_ Clear Channel for believing in a plan that’s costly up front, but

pays off on the back end.

- THBI_E Tl]“_ETs YI]U'RE |mPﬂESS|HG THE PRESS

Of course, catching the attention of the media is icing on
the cake. Well, I'm going to use those words again, “show

~~
-, Gn I "G Tn "EED H TH I_— biz.” Remember, KIIS-FM is nestled in the entertainment

i
! -
I o 1 capital of America. There tends to be a ““been there, done
v that” attitude about events. That’s why I can’t stress enough
{ E"TED I"TER" cﬂ" nn the strategy of giving more than just a show. It’s a vibe. That
“vibe” radiated out of Dodger Stadium and hit the national

f
L} airwaves, thanks to Entertainment Tonight, Access Holly-

ﬁ'.\f r(-;? TH HSE THI "Gs wood and Extra. In fact, ET’s Bob Goen introduced the acts
|2 "¢ =

I / ]/ as they hit the stage.
i The excitement didn’t end on the stage. The backstage area
reflected the Wild Wild West theme, complete with a wagon

WWW.americanradiohistorv.com
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WFLZ & WFLA Creative Services Director Eric
Chase hates listening to radio — which is why his
imaging stands out

} “I grew up hating radio,” admits WFLZ &
IUFLA/Tampa Creative Services Director
Eric Chase. “That's really still where I'm
at; | still hate radio as a listener.” Chase’s
attitude, curiously enough, has enabled him
to excel as an imaging director. It keeps
him on his toes and constantly aiming to
create imaging that catches the attention
of listeners.

Chase didn’t start out in radio. He graduated from college
with a degree in advertising, then proceeded to go on the road
with a band for the next 10 years. “I ended up backing into
radio about the time I was real sick of being %
in bands and playing in bars every night. It
was like six nights a week all over the
place. I ended up answering a blind ad in a
newspaper in Cincinnati for WEBN. They
hired me to be Joel Moses’ assistant, and it
was from him that I learned basically
everything I know about radio.”

A MUSICAL APPROACH

Chase’s years as a musician greatly
influenced the way he does imaging today.
“Actually, I think what it is for me is a
unique combination of elements and
influences. As a musician, I started
playing guitar when I was 10, and I hated
when DJs stepped on the intros to my
favorite songs. It’s like, ‘Shut up!”’ It just
drove me crazy.

“I'never thought I would be a musician
or in radio or anything. I veered into the
world of advertising, which is a creative
field where you’re very focused. In
college they don’t teach you to be
creative, but they at least give you the
basics of how it’s focused and various ways to get a message
across. Then I put that away and went on the road with the
band, and that gave me a whole other outlet.”

Chase took what he learned from Moses and accepted the
Creative Services Director post at WFLZ & WFLA after Brian
James exited to focus on his voice-over career. At the same
time WFLZ was flipped to a more mainstream CHR format
with hip imaging. Chase is reluctant to analyze what he does
that gives the two stations their unique sounds. “From my
point of view, it’s like I wish there were time to step back and
think about those kinds of things and to research things like ad
agencies do.

“The parallel I always make is that an ad agency is John
Hopkins and we’re a M.A.S.H. unit. We don’t have to time to
ponder the great mysteries of our craft; we just have crank this
shit out. So what 1 do is just try keep my ears open and listen
to what’s cool out there, listen to what’s on the edge, and try
to see what I can incorporate into my stuff.

“I take that perspective and then throw in some influences
like Warner Bros. cartoons and Monty Python, etc., and shake
it up, and what comes out is from a musical point of view. I
think everything I do has rhythm, and I think that may be the
guiding principle. It’s not really a conscious thing, but it’s all
about the rhythm of the words, the rhythm of the underlying
music and the rhythm of the sound effects. That’s what drives

HIT MUSIC CHANNE"
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% w /. L‘ ’ ¥ Chase’s Dositionis gauging the success of

my sound, even on the AM side. A snippet from a talk show
can be rhythmic. And then on top of that is a smart-ass attitude
toward radio. In between the lines there’s kind of a wink and
the feeling that, ‘Hey, you’re not taking this too seriously, are
you? 'Cause I don’t.’

“That’s what drives me crazy about other stations: They
take themselves seriously and spew their catch phrases louder
and louder, thinking that the louder you'say it and the longer
you say it, the more they’re going to hear it and understand it.
I’ve gone against that. I like the quieter things, and I use
rhythm and production to generate the excitement.”

To maintain the excitement and stay cutting-edge, Chase
watches MTV and keeps up on what the hot shows and
movies are and takes some of that attitude. “It’s rare that I
hear a lot of radio stuff that’s any good,
particularly CHR. But occasionally, when I
do hear something that’s really good, it’s
inspiring and usually sets me off in a
different direction. I tend to keep myself
interested by adding new voices, flipping
roles around in the imaging. It’s a struggle
to keep it interesting for me more than
anything.”

PUSH THE BOUNDARIES

“All Ido in terms of trying to stay focused
with the station is try to stay within the
boundaries they give me while pushing out
as hard on those boundaries as I can,” he
continues. “These guys here are really good
at giving you a place to image from and to

image toward. That really makes it easy,
because it’s easy to get in a situation where
you’re in focus, but there’s no guiding vision.
So even though you're putting good shiton
the air, it may not be hitting the target.”

Another challenge for any person in

what he’s doing. “My theory on it is that
most listeners don’t understand what imaging is and don’t
really consciously know what’s going on. At the same time,
people are pretty sophisticated when it comes to audio and
visual stuff these days. Even if they’re a basic moron, they
know when something sounds cool, and they know when it
sounds right. They also know when it sounds cheesy.

“When I first got into CHR, coming from a rock back-
ground, it was a strange, strange jump for me. Basically, it’s
try to push as far you can without offending females, which,
of course, is the cardinal rale. But these stations that say you
have to be all smiley and everything because females can’t
take any sarcasm or humor or anything, that’s wrong too. If
you watch MTYV, you see imaging that is all over the map.
That’s the way I think of CHR: It’s all over the map, and
therefore the imaging can be all over the map. It lends that
kind of pop-culture mentality to the whole thing.”

Chase’s approach to WFLA is that it gives him a little
variety and enables himto approach a promo from a word
angle instead of a concept. “The AM is a situation where you
have to change out the show promos twice a week, at least, so
you're always shuffling stuff in and out. Then, if you get a big,
breaking news story, you immediately have to throw
everything aside and do your ‘When it happened, we covered
it’ promos. I end up doing a lot of song parodies or big feature
production when something major happens.

WWW.americanradiohistorv.com

“When I first got here, some of the writings on "FLZ were
handed down from premotions to programming and tweaked a
little before I got themi: And then they were actually sent off 10
the voice guy, and I:got them back. Early on I pointed out that
things were going to be a lot better if they just let me in on the
concept and said, ‘Here are the facts, here is the hook. We're
going to do it this way on the air.” That’s the way we tend to
work with everything here, and it’s the way things work on
the AM too. Our AM PD will come in and say, ‘We have to do
a promo for this show with these guests,’ or, ‘We need todo a

“WE DON'T HAVE TO TIME
TO PONDER THE GREAT

MYSTERIES OF OUR
CRAFT, WE JUST HAVE
CRANK THIS SHIT UUT

promo about the Kennedy thing that’s going on. Here’s some
audio; go for it.”

“On *FLZ it’s usually a contest we’re doing, or we're
giving away this or that. And it’s up to me to come up with
a concept. I find that the promos kind of take over the
works, and there’s no time to do anything but just update
promos in general. A lot of times the imaging — the cool
little deep-driven imagers and the stuff that you hear the
most — tends to not get very much attention. So it’s
nonstop, but I’m very lucky that they come in, leave me the
fax and say, ‘Do your thing.””

STAYING ON TOP

Chase has accepted that he has to put some of the imaging
he’s interested in on the back burner and focus on keeping all
the promos fresh. “You have to get those promos on; you have
to do the stuff that’s screaming out for attention. The next
thing you know, the stuff that you hear a lot on the air is
sounding really stale, and it’s like, *Oh God, I’ve got to get in
there and rewrite some of that.” It’s like going over here to
this pile, doing a little over there, and going over to this pile
and catching that pile up alittle bit. I kind of gave up on the
idea that someday I'll catch up, because there is no such day.”

To create some of the sounds that define the stations, Chase
uses Pro Tools, and he tends to build his own sounds rather
than depend on production libraries, most of which he says
he’s bored with. This is where his musical background comes
into play. “I get a lot of sample CDs and build my own sounds
on my sampler, keyboards and guitars. My Pro Tool system is
loaded with plug-ins and toys upon toys. Another way that I
keep myself interested is staying on top of the technical end
and continuing to scale those new learning curves.”

While Chase feels that a station’s success is based on the
music, he allows that, with CHR, sometimes it is the imaging
that makes the difference, especially with stations playing the
same songs. That’s when Chase’s style stands out. “‘I think it’s
helped us a lot. because even in periods where the music’s
stale, at least we sound better than the other guys. When 411
other things are equal, I think the imaging plays a subliminal
but major role. I just want to make it sound cool to me, and I
know if it sounds cool, or reasonably cool, it’s going sound
OK to pretty much everybody.”

CONTINUED 0N PAGE 12b
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MAKE THE GONNEGTION

A beginner’s guide to online audio

by Titus Levi

§ Even my girlfriend has the fever.“Titus,”
she said to me a couple of weeks agp,
“we should develop some kind of online
business.” The dollar signs dance in just
about everybody’s head these days. How
can one be immune?

We hear about little retailing operations that find

enough customers online to grow from hobbies to full-

- time businesses, and our eyes glaze over
with the monstrous return on investment
enjoyed by folks like Mark Cuban,
founder of broadcast.com, which he
started with a $2,900 investment in 1995
and sold to Yahoo! for $5.7 billion —
yes, that’s billion — in 1999.

Large online operations like Yahoo
and AQL have been in a feeding frenzy,
gobbling up online audio businesses.
Lycos has decided to complement its
emphasis on searches for MP3 files with
ahomegrown radio group of five
channels. And stock players continue to
lose their heads over newcomers to the
field: MP3.com’s July IPO opened at $28
a share and zoomed to over $100 a share
on its opening day.

So what’s all the fuss about? Well, there is definitely
money to be made. The budding industry of online audio
may not be all smoke and mirrors, stock trade deals and
hype. This is the birth of a new kind of business, and it
merits closer inspection. But all you want 1o do is dance
and listen to a few good tunes. In short, you’re thinking,
“What’s in it for me?’ Well, as we say in the "hood, I'm
gonna break it down for ya.

ONLINE MUSIC LISTENING

First things first. You can listen to music online two
ways: in a radiolike environment or by playing back a
saved file. Let’s start with the first option.

The radio option offers programming that is continuous

THE BUDDING INDUSTRY OF
ONLINE AUDIO MAY NOT BE
ALL SMOKE AND MIRROAS,
STOCK TRADE DEALS AND
HYPE. THIS IS THE BIRTH OF
A NEW KIND OF BUSINESS,
AND IT MERITS CLOSER
INSPEGTION.

Titus Lewi

music and that sounds morz like radio, ads and back-
announcements included. Both options rely on streaming
audio— a continuous flow of data, which, when inter-
preted by the right software, will sound like music.

Web radio also allows you the option of listening to a
terrestrial station that simulcasts its program online or an
Internet-only station. Since you know what to expect from
your favorite local station, start there. First you’ll need to
find its website. Most stations have some online presence
even if they do not offer programming
online. To find your station’s website,
either listen for announcements on the
air, call the station’s switchboard or go to
any search engine, such as www.about.
com, www.lycos.com or www. hotbot.
com, or a webguide, such as www: vahoo.
com or www.about.com, and conduct a
search for the site.

You can also check R&R’s station
listings on its website, www.rronline.
com. Just look for the headphones next
to the call letters of your station to find
out if its simulcast online. You can go
to the station’s site by typing the URL
— the web address — into your
browser. Once the page loads, look for
an icon labeled “listen” or “listen now” or “KXXX
online.” On some sites this will be as plain as the nose
on your face, on others you’ll have to hunt around a bit.

GET THE HOOKUP

After clicking on this icon, you will wait a few seconds
... and either get the feed ... or not. If you don’t get any
music, you probably don’t have a player. To get one, you
need to look for a RealNetworks or Microsoft logo on the
page you started from, click it to go to either www. real.com
or www.nicrosoft.com and find the icon for downloading
the player.

In a nutshells find the “download” icon, double-click it,
save the download to your desktop, wait for the download
to take place, close all your windows, double-click the
icon on your desktop for the newly loaded program and
follow the prompts. It may take a couple of tries. I’'m still
having trouble with MediaPlayer on my computer.
However, if you surf with Internet Explorer 5.0, you can
skip the whole process, since MediaPlayer comes with the
browser. For Mac users, check out QuickTime 4 at
apple.com/quicktime/to get your player.

Having accomplished this, go back to your favorite
station’s home page, click on the “listen” icon and wait
again. First, you should see a pop-up window that displays
(the status of the player. Ir. the window you will probably
see a message like, “Wait ... connecting,” followed by,
“Wait ... buffering.” Because audio tends to eat up
bandwidth, it takes a while for the files and the buffer — a
temporary memory location for large files — to load.
Usually the player will provide a countdown until the
stream begins to play. This can take 15-90 seconds,

Right about now you should begin to hear station
KXXX. You might be wandering why you went through
all that trouble to hear a station you could listen to with a
lot less trouble and a lot better sound on your AM/FM
Walkman. Good point. But imagine that you work in a
bujlding with lousy reception or live in a valley with deep
radio shadows. Or what if you’re out of town, and you
don’t want to miss your favorite DJ’s “Pick of the Day”

wWWWwW.americanradiohistorv.com

or your local basketball team’s home game? a
The last one works as a strong draw for me, espe-

cially since I really like Chick Hearn (Lakers) and

Ralph Lawleér (Clippers). Now go one step further, and {

imagine that Bose applies its expert small-speaker <

technology to computer speakers, producing some with

richer fidelity than a tin can, and you’ll begin to get an

idea of where this might be going. Given the value that

this gives to sports broadcasts, one wonders how long it

will take for Rupert Murdoch to pick up the smell of

money in all this.

FIND YOUR NICHE

Now here’s where it begins to get good. Let’s say you
want to hear what’s happening on the London dance
music scene. Just go back to your search page, look
around in radio or media listings and check out your
options for Europe. For any given format, even avant-
garde jazz, you can find at least one or two stations.

You can try looking for terrestrial stations, but
remember: Most countries outside of the U.S. have fewer
on-air stations and therefore less programming diversity.
So don’t expect much when you iook for terrestrial
stations in small-niche music formats in Europe or Asia.
But also remember: What we consider a small niche here
might not be somewhere else. Most of you don’t listen to
much West African music, but you can pick up stations
online from Ghana that program the best of African
music all the time. To them, that’s mainstream.

Going back to our dance music examples, let’s say that
you really want to hear electronica. You won't find much
from terrestrial stations-simulcasting their on-air
programming — except for some public radio stations in
the U.S. and Canada that offer specialty programs — so
you’ll have better luck with Internet-only stations. For
instance, you can try www. gaialive.co.uk,

CONTINUED 0A PAGE 90

Dave CHRISTOPHER
OM, KSLY/SaN Luis Oaisro, CA

IN THE YEAR 2000 CHR wiLL:

BE PEAKING. THE STRENGTH OF THE ]
FORMAT WILL PROMPT MORE STATIONS

TO ELIP TO SOME FORM OF CHR. TWO OF

THREE CHRS IN MOST MARKETS WILL BE

BATTLING EACH OTHER.

In THE vEAR 2000 | wiLL: -
NOT HAVE THIS FORMAT TOTALLY FIGURED
OUT, EVEN AFTER 15 YEARS IN IT. CHR ,
CONTINUES TO BE FRESH, EXCITING AND :
CONSTANTLY CHANGING. %’% '

=
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GOING FOR ADDS
AT CHR/POP OCTOBER 18th

HOT AC MAJOR MARKET AIRPLAY:

Seattle, Chicago, Providence,
Salt Lake City, San Francisco,

Springfield, Reno, Modesto,
Bakersfield, Albany, Memphis,
and many more.

i "" - ’L

¥rom Bree Sharp’s debut album A Cheap And Evil Girl ussss.
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www.virginradio.com or www.radiov.com if you really
have a weak spot for the London dance scene. However,
if you don’t like their style, check out

www. groovetech.com out of Seattle. Or if you need to
stay right at the cutting edge, tune in a newcomer like
www.dublab.com.

The many options available to listeners stands out as
perhaps the greatest appeal of online radio right now.
Michael Gallelli, Manager at the Digital Media Business
Incubator for KPMG, agrees. “Personalization is what
works. Sites like imagineradio.com customize programs

MOST OF YOU DON'T
LISTEN TO MUCH WEST
AFRICAN MUSIC, BUT YOU
CAN PICK UP STATIONS
ONLINE FROM GHANA
THAT PROGRAM THE BEST
OF AFRICAN MUSIC ALL
THE TIME. TO THEM,
THAT S MAINSTREAM.

for individuals, allowm% consumers to select what they
want.

“Even sites like spinner.com, which program for the
listener, divide the genres up so microfine that listeners
still exercise real choices. In these cases, the locus of
control shifts to the consumer, as it does on all successful
Internet businesses.”

Right now you have over 1,500 options for what you
want to listen to.

FREEDOM OF CHOIGE

For a guy who cut his teeth listening to free-form
(KNAC, long before it went over to heavy metal or online
programming) and jazz (KBCA, long before it went jazz
lite and then classical) stations in L..A., this provides a
welcome addition to my listening options. Free-form went
by the wayside when [ was in high school, and the only
full-time jazz outlet drifts in my office and at home. So
my options mostly lie within the online listening world if

in the mood for something swingin’.
drop by www.spinner.com and check out their
r [ can go to any number of other sites that
d of: www.com, www.netradio.com,
1. And if I'm feeling somewhat more
to the local jazz outlet, KI.ON, or
line. The latter is more my cup

of tea: They play Parker, but last night they stretched the ¢
programming from Charles Mingus to Otis Redding and
the Art Ensemble of Chicago.
But never mind my jazz interests. This is a CHR
special. {
If you’re looking for CHR, it’s much the same sort of
process, more or less. Start at one of the sites listing sites I
— search engines (www.aitavista.cont) or webguides
(www.about.com) — or ore of the many online radio
sites that offer multiple formats or links to other stations.
Take a look at the box at the right for some suggested
sites to help you get started.

GOTTA HAVE IT?

So now you’ve checked out tunes you like on the wire.
That acquisitive bug sets in, and you want to have some
of the music for your very own. You can do this a couple
of ways. First, on many players you can click on a hot
link to online retailers like Amazon.com or CDNOW that
will allow you to purchase the CD containing the song
you’re listening to. However, you have another option,
and here’s where things get murky.

If you go to sites like www.scour.net, mp3.lycos.com or
www.mp3.com and search for the artist or track you want, |
you will probably find it. However, there’s a more than
even chance that the file has been illegally copied and
posted. In effect, you’re stealing. To date, the ethic of the
Internet has been that it’s only illegal if you get caught.
The R1AA begs to differ and has proposed some fairly
Draconian measures to catch culprits and at the same
time alienate lots of music fans.

MP3 isn’t all about piracy, in spite of what you might
hear. In fact, it offers a new form of music distribution.
It’s cheap — often free — fairly quick (if you think of the
30 minutes it takes to get to a record store as opposed to
waiting two to 10 minutes for a song to download) and
rather well-supported by background information. At the
aforementioned sites and others you can find all sorts
singles, as-yet-unreleased tracks, remixes and live
recordings available for download.

To listen to MP3 files, 30 to www.mp3.com, where you
will find any number of different compression/decom-
pression programs — codecs for short — that play back
and save MP3 files. You may also want to download a
“ripper,” which allows ycu to record your CDs for
playback on the computer. The procedure resembles that
for downloading G2 or MediaPlayer: Double-click on the
player you want, download it to your desktop, close all
your windows, double-click on the icon for the program [
on your desktop and follew the prompts.

So far so good. Now go to a site with MP3 files. Many
of the sites specializing in the format offer search
engines. Simply enter the name of the artist or the title of
the tune in the search fie.d, hit return and see what you !
come up with, In my expzrience you will come with a lot }
of broken links and a few good ones. It takes time to
learn ways to separate the chaff from the wheat.

PLAY BY PLAYBACK

Once you’ve found what you want, start saving files.
Here’s where things can be legally murky again. The 1
RIAA isn’t going to go to the trouble of finding every
person who copies their CD collection to a hard drive,
or even to a portable MP3 device. However, if you send

CONTINUED ON PAGE 92

THE ROAD TO INTERNET RADIO :

Be sure to check the radio station directory at
www.rronline.com for stations that offer their
programming online, indicated by healphones
next to the call letters.

TERRESTRIAL AND INTERAET LISTS

cc.ysu.edu/~lahagin/radio.htm
home.miningco.com
wmnbr.mit.edu/stations/about_html
wmbr.mit.edu/stationlists. htmi
www.broadcast.com

www.earthtuner.com I
www.hotbot.com

www.lycos.com |
www.radio-directory.com I
www.real.com [’
www.virgin.net/radio

INTERNET-ONLY RADIO :

members.xoom.com/musicradio/musie. html
www.antennaradio.com/home.htm
WWW.COm

www.dailyaudie.com

www.digiband.com

www.diskjockey.com

wwWWw.gogaga.com |
www.ibeam.com
www.imagineradio.com
www.internetradiolist.com
www.netradio.com
www.radio-online.com
www.radiotower.com
www.microserve.net/vradic
www.spinner.com
www.radiomoi.com
www.radiowave.com
www.virginradio.com

TERRESTRIAL DALY LISTINGS

WWWw.npr.org
WWW.pri.org
www.rab.com/station/statiors. html

Me3, ONLINE RADIO AND BTHER BTLINE
AUDIO RESOURCES

digital.cductive.com
mp3.lycos.com
www.audiohighway.com/index.asp
WWW.emusic.com

www.mp3.com
WWW.musicmusicmusic.com |
www.scour.net [ e
www.tunes.com 5
www.xingtech.com/mp3/at diocatalyst

non-me3 DOWNLOADABLE TECHNOLBGIES

www.globalmusic.com
www.liquidaudio.com
www.musicmatch.com/juk 2hox
wwWw.sonique.com

Satellite Radio
www.cdradio.com
www.xmradio.com

RADIO AND ONLINE AUDIC INFORMATION

www.iuma.com
www.newradiostar.com
www.ontracks.com
www.rollingstone.com
www.ubl.com
www.webnoize.com

OTHER SITES MENTIONED IN THE ARTICLE

www.dublab.com
www.gaialive.co.uk
www.groovetech.com
www.radiov.com
www.virginradio.com
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those files to friends, or worse, post them to a bulletin
board or make contact with potential recipients in a chat
room, you’ve crossed the line. Literally thousands of
copies of MP3 files can be distributed by a single
individual in a matter of days. If only most A&R execs
could be so effective.

Beyond its often-questionable legitimacy, MP3 has
other problems. At three megabytes or more, the files eat
up hard-drive space. Also, if you’re on a dial-up ISP, like
AOL, anticipate fairly long wait times to get the pieces
you want — up to 30 minutes per single. If you’re lucky
enough to have access to aDSL, Tl or T3 line, things
move along far more efficiently.

Finally, to fully enjoy the format, you might want to
buy a playback device for MP3 files. Trendsetters
Diamond Multimedia have been joined by better-known
names like Sachan and Samsung, as well as independents
like Creative Labs, Lystrgm, Indigita, Empeg and others.
These gizmos start at around 200 bucks, but with high-
end models storing over 2,000 songs, you have the chance
to save your entire CD collection in a box.

In addition to these large capacity playback devices,
other technologies have entered the online audio field.
The most visible of these has been a group of alternatives
to MP3, including a2b, MP4 and Liquid Player. These
industry-promoted formats produce better fidelity than
MP3, but, with the exception of MP4, tend not to be free.
Amd none of them can match the variety of music
available in MP3, although that could change as mote of
the Big Five record companies get their online music
distribution strategies sorted out.

Between the worlds of MP3 and online radio lies the
domain of audio on demand (AOD). AOD offers a middle
ground between listening to open-ended, continuous
streaming programming like online radio and discreet,
self-contained files like MP3s. In fact, it may hold
considerable promise for CHR, in that speciality
programs could be made available at an archive site —
either the radio station’s or the group’s — or a supersite

“PERSONALIZATION IS
WHAT WORKS. SITES
LIKE IMAGINERADIO.COM
CUSTOMIZE PROGRAMS
FOR INDIVIDUALS, ALLOW-
ING THE CONSUMER TO
SELECT WHAT THEY

)T.” |
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MAKE THE CONNEGTION

AR S LT

TO DATE, THE ETHIC OF
THE INTERNET HAS BEEN
THAT IT'S ONLY ILLEGAL IF
YOU GET CAUGHT. THE
RIAA BEGS TO DIFFER.

BN O T

like broadcast.com. From there you could find the
program you wanted to listen to, click it and, if you’ve
installed the player, you’ll soon hear the desired program.

Shows like Casey Kasem’s American Top 40 could be
listened to any time, anywhere. This saves you the trouble
of tuning in at just the right time to catch the shows you
want. In effect, it works like a VCR, which records the
show for you and keeps it handy until you have a chance
lo view it. -

THE BAD NEWS

So now you’re set up and ready to.go. Waita sec. |
need to pass along a little bad news at this point. As a
CHR buff, going online will give you access to a lot of
stations that sound a lot alike, depriving you of the
variety online listening offers. All is not lost.

Those of you who run a station and want to examine
the deeper subtleties of programming may find tuning to
similar stations all over the country to be highly instruc-
tive. Those of you who want to try something different,
however, might want to listen to hit radio in other
countries. However, a couple of caveats are in order: It
might be a little tricky finding the “listen here” icon, and
once you have the stream, you probably won’t be able to
tell what you’re listening tc unless the program happens
to be in English. And if you go to a site written in non-
Roman characters — a site using Chinese characters, for
instance — you may find navigation totally impossible.

Second, you’ve probably noticed that thete’s a lot of
waiting involved. If you are somewhat patient, you can
actually find what you want. However, for CHR, turning
on a radio is less trouble and sounds better. Third, you
better get ready to type your name and other personal
information over and over. The Internet-only sites sell
advertising for targeted audiences. Therefore, they need
as much info on you as you’re willing to give. So each
new site you go to will pat vou down at the front door.

Fourth, tuning is a nuisance online. So if you tune into
aradio station you don’t like, expect to work a while to
find one you do. In the long run you’ll save time by
searching for a station you can cozy up to for along
while. Fifth, the sound has serious problems. There’s that
strange swishing sound if you listen through headphones.
If you don’t, you probably have to put up with those
cheesy desktop computer speakers (unless you’ ve shelled
out serious dough for a good pair). ,

And that’s assuming the stream flows to your computer
without problems. It’s quite likely that you’ll experience
“buffering” problems, which cause the music to have
digital hiccups when the network becomes overburdened.

il
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If the ngtwork géts.*g§i’>ecia]ly busy, the music simply
stops zind;does: notgeme back. If your computer is busy —
let’s say you’re scrolling through graphics intensixe
websites while listéfilng o a station your' ve alreadyfound
— expect your music to gurgle like a drowning mand ¢

Finally, too many sités “program” using }nech_agical
algorithms. Thé miti§ihas no flow, and segues sound
choppy. Machi§es do cost less than people. but pe%,
still program be@terthan machines. Some anline rédio
stationsdre lh;nkmg more like-online busitiesses thas
radio programmers. They bave yet to learn that you gef
what you pay for

NEW 8LO0D

But with new %)Ijood%ririgin g new ideas, technologies
and capttal to the field-every day, the future looks bright.
For CHR, look for new niches to develop: CHRalt, which
might appeal to you young guys who like a little edge tui
your hits; CHRint, for those who want to hear moré
internafional hits, whicticertainly would appeal to many
of the irﬁmigrants who attend American universities;
CHRurban & Nasty, which could offer hip-hop without

‘the obnaxicus censoring of the words yéu can't say on T¥

(or radid).

The firSTon-air brandito crogs over to the et is L.A%
based Clear Channel. Communications.” KIIS:FM. The
new venture, known as K1I1S-FMi, seeks to put more radio
into online radio. On the upside, they have years of
programming experie_rice, awell-known brand, a well-
established sales force and wellsknownrhighequality. DJs,
as well as plenty of advertising supporting the-effirt. The
site will also program more variety than is heardon KIIS-
FM, as well §§ pﬁtting songs on the air before 1t§ on-air«
sister station; £ :

The statiop Wil al€o includd ;ﬂé World Lunch, whigh
features hit séngs from around the globe as partiof its
programming, and surfers can navigate the site in their
home language. To-top it all ﬁf 4We're creating a

CONTINUED 0@ mﬂg %

Jamie Hyatt
PD, KXME/HonoLuLu

in THE Year 2000 CHR wict:
PROBABLY STILL IGNORE TEENS AND
ACTIVE LISTENERS N FAVOR OF CHASING
UPPER DEMOS WITH STIFFS.

In THE Year 2000 | wiLe:
BE TAKING ADVANTAGE OF COMPETITORS
CHASING UPPER DEMOS.
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uam'pgn Seplnmller llntnher

- Over 15,000 BIDS spins at pop and medern including
KilS, KKRZ, WKYV, WDRQ, KROO,
WHFS, WBEN, ani KITS.

- Gritically acclaimed in ROLLING STONE,
SPIN, ani ALTERNATIVE PRESS.

» Tours with SMASHMOUTH and
LENNY KRAWITZ and many festival appearances.

« #1 ALTERNATIVE CLUB TRACK.

WE CALL THAT ARTIST
DEVELOPMENT.

NOW COMES THE SECOND
SINGLE “DON’T STOP”

' ALREADY BUZZING AT B9G/CHICAGD
| (27 with phones) Sales have doubled since airplay began.

“Something about this jam just-gets me! The hook
| stays with you fereyer. | bEfieve this cut is genna WORK!!”
— ERIK BRADLEY MD/B36 -

tiGE STORY OUT OF FLORIDA
I(l'l" 250+ spins since May=3,000 units sold in Orlando.
WPOW/MEIAMI ADD.

KRBV /DALLAS already spinning!

) & € SIBS FRESKANDVA, UNBER EXCLBSIVE LICEISE T8 MAMMAQTH BECORBS, @ &
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CONTINUED FROM PAGE 92

virtual IJ [Internet jock], Kevin Dees, with interactive
chat each week and an audiovisual show that can be
interacted with,” notes Chris Peaslee, KIIS-FMi’s
Internet Commander.

On the downside, Peaslee and company may find
that online audiences behave quite differently from on-
air audiences. For starters, all those online options
make those who find commercials intolerable less
likely to remain tuned to a site pushing too many ads.
Remember: Any number of sites offering hit radio
formats do so without commercial breaks. KIIS-FMi
has already announced a plan to program 12 minutes of
commercials evéry hour. Time will tell if this is too
much. KIIS-FMi might also want to find out if the
online audience will quickly tune out unwanted music,
or if they demonstrate greater tolerance for hearing
music they don’t like in order to discover more things
that they do.

ROOM FOR EVERYONE

Across formats there’s room online for little start-ups
like dublab.com, which plans to take on the incumbents
in electronica programming, as well as group owners
like Emmis, which recently announced plans to develop
online programming in head-to-head competition with
the big guns at AOL and Yahoo.

For dublab.com it’s a matter of “creating a vibe and
not just a format” to set themselves apart, according to
Jon Buck, one of the co-founders of the company. For
on-air broadcasters like Emmis, the game is different:
“Broadcasters see broadcast.com using our content and
becoming a $5.5 billion business and think, ‘What’s
wrong with this picture?’” notes Chairman and CEO

“WHEN WE DON'T HAVE
TO WAIT TO BEGIN THE
STREAM AT ALL, WHEN
THERE AREN'T ANY
GLITCHES BECAUSE OF

MAKE THE GONNECTION

SR

"BROADCASTERS SEE
BROADCAST.COM USING
OUR CONTENT AND BE-
COMING A $S.S BILLION
BUSINESS AND THINK,
WHAT'S WRONG WITH
THIS PICTURE?”

Jeff Smulyan

Jeff Smulyan. “We think there’s a great opportunity for
broadcasters to use our relationships with listeners to
band together and compete. Our sense is that by
aggregating we can make a real difference.” Emmis
plans to have their online radio group up and running
this coming winter. .

New technologies and new uses for old technologies
hold great promise for improving the listening experi-
ence of those who tune in online. Mobility will be added
in the near future, as Internet appliances and even car |
radios enter the market. Bandwidth increases will
ameliorate buffering problems as more “large pipe” —
in the form of DSL, cable, fiber, T1 and T3 line —
comes online. IP Multicast, rooftop Internet radio,
satellite transmission and terrestrial digital radio all
hold the possibility of solving the network congestion/
bandwidth conundrum. If anything, good old broadcast-
ers may find themselves holding the trump card in the
distribution of entertainment to large numbers of users.
Hey, they don’t call it “broadcast” for nuthin’.

In spite of what doom-and-gloom prognosticators have
indicated, terrestrial radio is not ready for its last rites.
At present it offers a more than competitive alternative

USC’s. Thornton School of Much has even stronger .
words: “I think the *Net is gomg to be the'deatli-of
CHR. My two teenage girls and thelr friends listen tS .
radio a lot, but they don’t like what they hear\\‘They get

bored hearm g this heavy rotauon, and they’ve staned to -

listen to the Internet just because it’s different and cool
without lots of ads. There’s going to be a significant
portion of audience migration, and it will come out of
the standard formats.”

Over the course of this century, communications
technologies have endured challenges from newer and,
in some ways, more powerful technologies: print vs.
telegraph, telegraph vs. radio, radio vs. television,
television vs. cable, cable vs. satellite, everybody vs.
the Internet. Each challenge has lead to adaptation, and
with adaptation, survival. So radio will survive, at least .
in the near term. And as William Kennard put it at the
NAB conference this year: Broadcasting may well be
the killer application.

Titus Levi is an assistant professor at the
Annenberg School for Communication,
University of Southern California, re-
searching broadcasting policy, technology
and economics. He hus worked as a
freelance writer, most notably with Key-
board Magazine, where he wrote “Discover-
ies” for over ten years. He has also worked
as an arts administrator with the California
Outside Music Association (COMA) and the
Los Angeles Festival. '
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- is coming. When we don’t have to wait to begin the e
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David MacFarland

stream at all, when there aren’t any glitches because of
heavy traffic and when it sounds at least as good as in
your car, then it’s a competitor. Right now it’s a novelty,
maturing fast.”
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THE DANGERS OF
INSIDE THINKING

Why managers must broaden their perspective on
what makes a successful station

By Warren Kurtzman, UP/Coleman

} The best thing about my work is the
amount of time | get to spend with radio
exrecutives, mapping out strategies for
their stations and market clusters.
Perhaps because our company’s clients
are primarily from larger markets and
most of them have long-term relationships
with us, the overwhelming ma jority of
them understand research’s role in
strategy development.

As a result, it is very gratifying when the head of a
50-station group or the manager of a $100 million
property looks for my interpretation of research to help
them make sense of the uncertainty
everyone in today’s fast-paced business
environment faces on a daily basis.

At least once a month, however, |
experience scenarios like the following:

Scenario | — The Methodology
Focus: A general manager contemplat-
ing his station’s first foray into research
starts the discussion with questions
about how we recruit listeners to
participate or whether we guarantee a
respondent count for a study.

Scenario 2 — We Have Great
Numbers: A program director dismisses
any need for conducting research on their
station by citing its performance in the
latest Arbitron book.

Scenario 3 — Confusing Tactical
and Strategic Research: A music
director disagrees with my

Warren Kurtzman

COLEMAN

Thinkers operate under. Practitioners of Inside Thinking
simplistically believe that listeners use radio because they
like the programming, whether it is music- or spoken
word-based. They assume that listeners care deeply about
radio and pay close attention to what is played on the
radio. Inside Thinkers also believe that they have the
ability to manipulate how listeners use the radio.

The implications of these assumptions are significant.
If you believe the basic tenets of Inside Thinking, you
must also believe that listeners are well aware of the
options available to them on the radio dial and that they
choose from among these options in an active, logical
manner. An Inside Thinker believes, therefore, that all
you have to do is play the most popular songs to win.

Inside Thinkers also believe they can get listeners to
spend more time with their station by
extending each listening occasion or by
getting them to tune in at points in time
when they ordinarily would not listen to
the radio. Another implication of Inside
Thinking is that listeners can discern
small programming differences, meaning
that, for example, “Listeners perceive
that we deliver more variety that our
compelitor because our gold library is
100 titles larger than theirs.”

Why does such thinking still exist in
1999? Part of the reason is simple
misunderstanding, as many people
have made incorrect conclusions about
how and why people ljsten to the radio.

Furthermore, in the early days of
radio, when the number of
enterfainment options was a
fraction of what it is today, some of

suggestion that their station should
consider whether developing an
image for a particular style of music would be benefi-
cial because she cannot “get any of those songs to
test.”

Scenario 4 — No Strategic Vision: A program director
from a small-market station that has never conducted
research before calls for a “bid on a music test.” He will
nof consider any other approach, citing his confidence in
his station’s overall strategy and his need to “just find
out which songs test best.”

It is when | experience one of these scenarios or, God
forbid, two or more of them in the same day that it hits
me how poorly companies like ours have communicated
how research should and should not be used. My goal
here, therefore, is to start the reversal of those mistakes,
at least to the extent possible in a brief article.

So what’s wrong with each of the scenarios mentioned
above? In general, they can be summarized by the phrase
“Inside Thinking,” which is perhaps more prevalent in

<industry than in just about any other. Inside Thinking

ily describes the inability of some managers to look
tions from any other perspective than from
“ion’s walls.

“GMm

“nside Thinking can be defined
assumptions that Inside

FORMATS. TRENDS. BRANDING.

the assumptions of Inside Thinking
were correct. (In other words. old
habits die hard.) Arbitron — not necessarily through any
fault of its own, but through misinterpretation of its data
by many users — has also contributed to the develop-
ment of Inside Thinking, particularly through the
practice of continuous measurement. (“We made some
musical adjustments in the third phase, and our numbers
went through the roof!”)

Factors like internal product focus and corporate
pressures to perform in the short term have also allowed
Inside Thinking to thrive.

NEW MILLENNIUM, NEW PARADIGM

Although our firm has been pushing this concept for
more than 20 years, we propose that since our industry
must join the rest of the planet in the hoopla of a new
millennium, we join together in following a new
paradigm: Outside Thinking.

This approach assumes that listeners really do not care
about radio, nor do they pay close attention o it.
Furthermore, it recognizes that listeners have simplistic
perceptions and attitudes about radio. It also assumes that
while many people in the audience do in fact like our
programming, they are primarily listening for instanta-
neous need fulfillment.

Outside Thinkers recognize that the main reason
people turn on the radio in the first place is simply out of

www.americanradiohistorv.com

habit. It is usually not a conscious decision; they walk
into their office and turn on the radio along with turning
on the lights, firing up their computer, setting down their
car keys and other steps in their routine. Furthermore.
they do not choose the station they are going to listen to
by thinking, “I like the programming on station A, so I'll
listen to that station now.” Instead, they choose the stationr
that they believe will fulfill whatever need they have at
the moment. Examples of such needs include a desire to
avoid boredom, recall memories, energize themselves,
relax or stay in touch.

Also key to Outside Thinkers is the understanding
that in choosing a station to fulfill a need, listeners go
on very general perceptions and images. These
perceptions and images are severely limited by
language. Listeners think of music stations, for
example. in terms of no more than three characteris-
tics: type, era and intensity. Music type refers to the
labels listeners (and not necessarily our industry) use,
such as “Country” or “Top 40, while era is usually
defined in terms of decades, and intensity flows along
a soft/hard continuum.

In practice, what this means is that a listener who
needs to energize herself may associate dance music
with that need, and to fulfiil herself will turn on the first
station that comes to mind for dance music. Similarly, a
listener who wants to recall memories may be in search
of '60s music and will tune into the station he perceives
as delivering songs from that era. I stress that there is no
thought process going on here. These listeners are
automatically responding on an almost instinctive level.

The key role of language in the Outside Thinking 3
paradigm means a station’s format position is a function
of language’s ability to define it and not simply the
music mix it plays. In fact, the music recipe of a station
should be driven by the language-based position. This
means that your station may have the perfect music mix
for filling a music-based “format hole” in your market,
but can be very vuinerable if listeners cannot define

CONTINUED ON PAGE 98

"INSIDE THINKING™
BASICALLY DESCRIBES
THE INABILITY OF SOME
MANAGERS TO LOOK AT
THEIR STATIONS FROM
ANY OTHER PERSPECTIVE
THAN FROM INSIDE THE
STATION'S WALLS.
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ey CONTINUED FROM PAGE 9b
what you do because of language limitations. “SI"G HHBITHu" T[] however, is nof & véry goad use of theirdata, In fact, it is

It also means that listeners cannot discern what is downright dangerogs. Listener appetiteg.and the competitive
=== different about what you do without language. Thus, even landscape can ch,a,nge_' so quickly that what Arbitron reported
~ if your Classic Rock station’s music is more on target than HSSESS Hum Yu“ H in the fall book might have little bearing on the winter
o~ your competitor’s, you will not win if you both have the ! resulté'?\‘ Also, as | mentioned previously, raf hgs pex:f(")mm’c
N same level of association with key language dimensions. and the strength-of your position are not-perfectly correlated.

~ N ] : )

] = Scenario 3 - Confusing Tactical and Strategic
X THINGS TO CONSIDER STATION IS DOING IS fhito 31 2 Tiiiand Hrafesily
R Research: Just Hecause a particular style of music is not

/

Heavy stuff, huh? There is a lot more to the concept of populde with your callout or music testing sample-does

THEIR DATA. IN FACT, IT IS

will not allow me to tackle here. In fact, when I deliver a

presentation on this topic to stations and at group

meetings, it usually takes at least 90 minutes to complete.
Even if this concept is completely new to you, however,

opportunities in your marketplace lie,-you are doomed,
Wherga news style of music grows in popularity, but your
station is ol considered a source of it, you will pot likily
find much support for it'in a callout sample that is

"_‘:.“‘;,‘ Outside Thinking — including barriers to learning, the "uT H VERY Guun USE uF not mean you shiould nof play it. Maybe the prablem’is
"%\‘\ i role of marketing, reconciling Outside Thinking and your safuple. if the dgsign of your sample is pot being
P - N music strategy and much more — that space limitations drivert by regular assessments of where the threats and
)

PN

Z

DOWNRIGHT DANGEROUS.

the limited amount of information | have covered here

should raise some questions in your mind about your
station. Some of them might include:

* What is my station’s awareness level in the market?
Just because you have a six share — trust me — not
everyone knows you exist.

» How different are my actual product and what people
perceive my product to be? A new client of mine recently
found out that while half the music his station plays is
from the ’90s, listeners primarily think of the station as
providing *70s music. We have our work cut out there!

* Where do the musical tastes of my market really lie,
and are they moving in the direction that I believe they
are? This is also known as the “Ricky Martin question,”
as in, “Does the success of ‘Livin’ La Vida Loca’ point to
a growing appetite for Latin-based pop music?” Relying
on callout or music testing to answer broad music strategy
questions is fraught with peril.

“IF YOU BELIEVE THE BASIC
TENETS OF INSIDE
THINKING, YOU MUST ALSO

* Does the fact that my target demo share dropped by
25% over the last two Arbitron books really mean that my
position in the market has weakened? Sometimes stations
have to step back to move forward, meaning that they have
to suffer short-term ratings losses to salidify their long-
term position. This is the hard one to sell to the sales staff.

* Am I focusing my energy and my resources on the
right things? The number of radio stations that market
their morning guy before they have developed their base
position — both in terms of language and music —
continues to astound me.

If you are truly an Outside Thinker, you should be able
to compile a list that is two or three times longer than the
one above in no time.

BACK TO THE SCENARIOS

So what’s wrong with the scenarios described at the
beginning of this article? Let’s tackle them one by one.

Scenario 1 — The Methodology Focus: There is
absolutely nothing wrong with questions about research
methodology. In fact, any manager who does not under-
stand the methodology his or her research company is
using, including the benefits and drawbacks of each

dominaled by your own P1 listeners.

Conversely, if you have complc'f@pe‘rbeﬁiuﬁ] "‘yn‘efs}ﬁp’
of key rhusical styles, you won’tget good direction front
music tes&mg samples that are based on artist screeners and
end up sduding too few of your core fisteners.

Scenario 4 — No Strategic Vision: This is:perhaps the
classic gase of the Inside Thinker. “We just want fo know
which utfes are most popular among 25-to-39-year-ki
men, because that is-our fiarget,é’ Never mind:that that,
target is not'based on a{_iy objegtive assessmént of
whether it is legitimate or not.

So I have warned you: "Stay.,‘_qwiy from the world 3!
Inside Thinking. There’s-a group of hiigry, competitive
Outside Thinkers. out ihisre who will get great pleasare
out-of taking advantage of the mistakes you will make if
you don’t heed this advice.. &

If you haven't done rpsé&tgﬂ)&ore, [ hope you have
gained somé pew insights before taking your fiist steps
into the previpusly niyslérious wdrld of research-based
strategy devetopmént, If you can recall being a plager in
one of the s¢enarios described here, use the arr'iffval:~of_jﬂ}“%
new millemﬁum as an excuse to cross back over frém
“the Dark Sile’™ and join the growing legions of Outsidé™
Thinkers. Help svake ngfme:{n “Yearn to Kn@v”?n the.
radio industry.

element of that methodology, is selling his or her station
short. The problem with this scenario stems from where it
starts. If you are dealing with a credible firm, they will
propose a research program that is customized to your

4 GELIEVE THAT LISTENERS
“S14 ARE WELL AWARE OF THE

{ ‘ . . ' IN THE Year 2000 CHR witL:

] OPTIONS AVAILABLETO oo iesovione visamber onofdoms e o sue sewous v

LN - | HONESTLY THINK THE FORMAT WILL

NN - Therefore, if your first conversation with a research

= | THEm []" THE Hﬂnln DIHL company does not start with the kinds of questions listed BE AS STRONG AS EVER.

' "‘i in the previous section, you are already headed down the
wrong path. If the relationship with the research company
is built our feelings about their methodology and not

ﬂ"ﬂ THHT THEY [:H[][]SE 15 burft on your feelings about feir methoco’ogy an BE OVER 30 (MAN, THAT'S SCARY!).

on whether they truly understand your situation and have

o . the knowledge to help you, the odds of both parties HOPEFULLY, | WILL BE-ABLE TO HOLD

: FROM ﬂmﬂnﬂ THESE OP- ending up disappointed are very high. ON TO A GREAT STAFF LIKE WHAT i

WE'VE PUT TOGETHER HERE AT KQAR,

« Scenario 2 — We Have Great Numbers: There is no
AND WE WILL CONTINUE TO GROW.

question that Arbitron represents “the bottom line.” I
Tln"s I" H" H[:TIVE’ worked for Arbitron for six years and experienced
;f:".i
7| LOGICAL MANNER.

Gary RoBiNsoN
PD, KOAR/Litie Rock

specific issues, rather than force a “boilerplate” 400-

person perceptual study down your throat. While many
firms (including ours) will have their own methodological

In THE vEAR 2000 | wiLL:

firsthand how significantly the company’s data impacted
radio stations. This experience, and my contact with the
company since I left it in 1993, taught me a great deal
about the quality of the information it provides, even if
there is always room to improve it.

Using Arbitron to assess how your station is doing,

WWW.americanradiohistorv.com
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“The Conclave continues to
follow through with its
promise of education and
provides a great environment
to share ideas and form new
friendships”

Erica Farber

Publisher/CEO R&R

Budget now.
Plan now.
Register now at
theconclave.com

Intro_ducing the
GConclave’s new, FREE
MENTORING PROGRAM!

Want to be a mentor2 Need a mentor?
Check out this FREE opportunity to give back
to the industry, or to grow within it.

Visit theconclave.com for complete details!
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The Truth is out there.

Main Street Marketing & Promotion, Inc.
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Bob Eatman explains when to find an agent and
why talented people will always excel

} For 17 years Bob Eatman has been guiding
television and radio personalities to
achieve their goals. In the eight years he’s *
been on his own, after close to 10 years
at AFTRA/Chicago, Eatman has refined and
defined his skills as a negotiator. His
years of experience have enabled him to
take his successes and mistakes with
equanimity.

Eatman’s straightforward style is his strength. It’s a
style that has attracted high-profile talent, including Big
Boy, Mancow, Adam & Drew, Kennedy, MJ & BJ, Opie
& Anthony, Bean, Frosty & Frank, Sarah & Venny, Larry
& Shelby, JR, John E , Ross Briton and Dwyer &
Michaels.

R&R: How should somebody decide
if they need an agent? What criteria do
you have for accepting a new client?

BE: The criteria are if they have a lot
of talent and if they’re at a level where
having an agent makes sense. If they're
up to $35,000, $50,000 or $60,000 a year
as an on-air personality, it may not make
sense for them to be represented, just
because the economics don't necessarily
make sense. Having said that, they could
be earning that and have so much
potential that it does makes sense.

R&R: How do you decide that?

BE: Listen to their tape, play their
tape for other people, use outside consultants and do it by
committee in our office.

R&R: Let'’s say somebody meets the criteria. What do
you bring to the table as an agent?

BE: Several things. First, as a lawyer and an experi-
enced negotiator, I bring those abilities that someone may
not have. I think it’s very important that you have some
sort of legal background. I am a lawyer, but I represent
people as an agent, not as a lawyer. I help them find
work. I deal with group owners, presidents, consultants,
PDs, general managers. Ninety-five percent of my
business is in radio.

"DON'T UNDERESTIMATE
THE POWER OF A 80ONUS,
A 80NUS PLAN OR A
STOCK OPTION PLAN.
THINK OF MANY WAYS
TO SKIN THE CAT.”

Bob Eatman

R&R: So it would be fair 1o call you a radio specialist?

BE: Oh, yes.

R&R: Let'’s talk about the environment out there. How
has consolidation affected you?

BE: It has actually been a positive situation for me; I'm
not sure why. I think consolidation has upped the price of
talent, at least I’ve noticed that in the last year. The bottom
line for the station now is that they have to have a morning
show or an afternoon drive show; they have to have a
lineup that delivers. So when they own eight stations'in a
market and they have to deliver 40%-50% on the bottom
line, they will spend the extra money for drivetime talent
in order to ensure that they are going to meet their bottom
line.

I think there are fewer places to shop. I could make a
call to the head of a company or the head prograniming
person and say, “I've got this client,” and
if they say, “Well, I don’t have any place
to put them,” I may be out of a market. 1
may be out of eight stations in L.A.,
whereas I would have had seven other
places to go to four or five years ago.

R&R: Comment on those who feel
that those in the upper echelon keep
upping their prices while the middle tier
gets screwed.

BE: I still think there’s a great need
for the middle tier” Yes, for the richer or
the very top echelon, the prices are going
way up. But there are still some
situations where you have music formats
that don’t pay to have a million-dollar
talent when they are playing 10 songs an
hour. The saying is true that if you’re talented and you
excel, there’s always a place. If you’re playing 10 songs an
hour, it’s a little hard to show your talent.

R&R: Talk about the situation with Mancow. Was
there any fear with his move from the formidable
Chancellor to Emmis? Were you worried that Chancellor
might assume the position of, “You better not leave us, or
else”? -

BE: Certainly we discussed it. With my clients, we
discuss all the pros and cons. The major concern was
what station was the best for him. While there are many
benefits of being with a big company, there are also,
benefits to a smaller company that has more of a stake
with one station. When it’s one station in a market, the
company can give all of its attention to that station. When
there are eight in a market, it’s not as important to get
your four share, because the other stations are pulling in
their share.

It was a concern of ours that there might be some
ramifications, but in the end he made the right decision
for himself. And every opportunity was granted to WRCX
to match a deal. It was not just financial terms; there
were other things as well. I think we caught Chancellor at
the time when they were growing, and they weren’t as
directed as they are today. I think today would be a
different story.

R&R: Do you represent program directors and
general managers?

BE: Yes, I've represented some PDs over the years.

. General managers do their own deals and should be

required to do theit own deals.

WWW.americanradiohistorv.com

HAS TO MAKE SENSE’

i,

R&R: Walk me through a normal.negotiating
situation.

BE: Again, we have to qualify. We have to figure out
what their desires are, and we weigh those. If they want
to stay at a station, we would traditionally go out and
try to find a betterspituation for them:-so that we could
weigh the opportunities and give them a basis for
comparison. But once we start negotiating with a
station, we make up the puzzle to them, taking into
account the revenue of the station.

If it’s a morning show, a general formula I use is to
figure out what percentage of the gross revenue is
attributable to the morning show. In other words, what
their spotload is, where they are in the market, what
their recent history has been in terms of ratings,
whether their trending is going up or down, etc. We use
all that to figure out where the leverage is. Then we
have to measure the expectations of our client with the
station’s and tell the client if it’s realistic or not
realistic.

R&R: Talk to me about some of the packages that
you've put together and what they include, e.g., stocks.

BE: I make recommendations on all these issues. and
we discuss them. In general, I don’t ask for the moon. I
ask for what I think we can usually expect to get, with a
little push in there. But I don’t generally come in with
some wild proposal — although I’ve been known to do
that. Each situation is different, depending on the
history. Each client has a different set of requirements, of
lifestyles, of bargaining position.

I don’t think, “Well, I did this in Grand Rapids with
the same company, therefore in Atlanta I know what it’s
going to-be.” Some of my clients have a long history at a
station and, depending on what the history is, I have to
use that. And some clients just want other things. They
may want stock, they may want heavy bonuses, and I’l1
be recommending heavy salaries. Companies, at least so
far, have not taken the position, “We’re only doing a 5%
increase, period.” They’d be silly to do that.

CONTINUED ON PAGE 102
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In THEe Year 2000 CHR witL:
STILL BE ALIVE AND WELL. MORE THAN
LIKELY, THOUGH, THERE WILL BE YET
ANOTHER SUB-GENRE OF POPULAR -
MUSIC MAKING TS PRESENCE KNOWN. .

IN THE YEAR 2000 | wiLL:
BE PROGRAMMING SUCCESSFULLY —
PREFERABLY HERE IN MY HOMETOWN.
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The Year’s Bipoest™ Artists.
The Format’s Hottest Records.
Together We Made It Happen'

Ouf thanks to CHR Radlo for breakmg
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__Breaklng now:
i THE ArTIST
‘ EuryTHMICS
and much more...

WWW.arista.com

© 199y Arista Records, _nc., a unit of BMG Entertainment.
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'IT HAS TO MAKE SENSE’

CONTINUED FROM PAGE 100

R&R: Without using names, can you share a situation
that turned out better than expected? Was there an experi-
ence that perhaps you learned from that backfired on you?

BE: Not necessarily on a deal point, but on particular
stations I may recommend to a client that they would be
better served with a particular company or a particular
station. I will make this known in no uncertain terms,
sometimes at the risk of having a client say to me,
“*Whose side are you on? This is what [ want.”

Il give you an example with a New York to a Boston

"1 STILL THINK THERE'S

A GREAT NEED FOR THE
MIDDLE TIER. YES, FOR
THE RICHER OR THE VERY
TOP ECHELON, THE PRICES
ARE GOING WAY UP. BUT
THERE ARE STILL SOME
SITUATIONS WHERE YOU
HAVE MUSIC FORMATS
THAT DON'T PAY TO HAVE
A MILLION-DOLLAR
TALENT WHEN THEY

ARE PLAYING 10 SONGS
AN HOUR."

0710111 T

situation. I might recommend that a client take the Boston
situation because I know the players, and I feel that they'd
be better served at the Boston station. They don’t follow
my instruction — and remember, I’'m just an advisor, I'm
not making their decision — then I hear a year later they
are unhappy. So I’ve had things backfire on me where !
wasn’t as vocal in telling my client, “This is what you
should do.” T will say, “I think you should do this because
of this,” and I think I’m dealing with clients who
understand that. Looking back on a situation, a client will
say, “You should have written me a letter and told me.
You know, really pounded the table.”

R&R: How do you work with people? Do you take a fee?

BE: I take commission, because there’s an incentive
there to work on behalf of the client and get them the

best deal possible, instead of working on an hourly
basis, which could drag out and work on my behalf. I'm
not saying that’s always the case, but sometimes a client
is afraid to call about issues or questions because they
are on an hourly basis.

That’s where consolidation has been a little different.
You negotiate a three-year deal, and it’s firm. Then,
after one year a company decides it wants to move a
client, not fire him. Even though the company doesn’t
have the right to move them under the contract, you can
take your compensation and leave and then be without a
Jjob, or you can keep an open mind and listen to what
the opportunities are in other markets with that
company. So for the agent, you end up doing two
negotiations with moves and everything else, and you’re
not making a nickel more. But you’re serving your
client.

R&R: In general, do you recommend long deals or
short deals?

BE: It depends. I generally don’t recommend long
deals, but I have had clients who have wanted that.
There are certain clients who want to keep their
families in a location because their children are in
school, so they are open to those deals. I’m not crazy
about those deals, because you could have someone
earning $50,000, and in one year they’re No. 1, and you
wish you could have had a chance to renegotiate.

But on the other side of that, you do have security,
and you have the opportunity to renegotiate a deal. Even
though you have a firm deal, these are performance-
driven deals. If talent isn’t happy, then the station is not
going to get the performance it wants.

R&R: Because of the turnaround since consolidation,
do you recommend that the deal is done with the
company, so when the deal ends, the personalitv can
choose to have the contract rewritten with the company?

BE: As a lawyer, everything depends — it depends on
the client; it depends on the station. I think these deals
are more common than in the past, when, if the company
was sold, the deal was null and void. I have those deals
in certain situations where I have clients who only want
to work with a certain company. I had a client who
wanted-to work in Denver at a particular station because
it was a Jacor [now Clear Channel] station. So'l had a
clause in the contract that if the company was sold or
merged, he had within 30 days of the announcement to
get out of his contract.

But, in general, stations view talent as major assets of
their company. They don’t want to lose the morning show
that’s responsible for 10 million dollars in revenue just
because they merge with a bigger company or a different
company. So it’s very hard to do that with talent.

R&R: Explain the key-men clause. Have you.had ua
situation where a talent only wants work with the PD who
hired them and wants to be able to void the cwnw
the PD leaves the station?

BE: Only a very powerful morning show will be able
to do that. I don’t know if a powerful morning show
really feels that a key-men clause is necessary for a
program director, unless it’s someone who will be
bothered by a PD they don’t like.

R&R: Do you have any pointers for talent who might
not need an agent and are negotiating their own deals?

BE: Sure. I would say the money issues are very
important, but I would save those for last. They should
think about benefits, stock options and health plans. They
should also keep in mind their workday — or five-day
week, if they’re a morning show — and define their
hours. In other words, limit the amount of production
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IN THE vEAR 2000 CHR wiLL:

BE EVEN STRANGER, ESPECIALLY SINCE

THE DEMO FOR CHR WILL HAVE MORE

PEOPLE. |

R

IN THE YEAR 2000 1 wiLL:
CONTINUE TO INVEST MY MONEY.
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4 MORE MAJORS!!!
WBLIL - WFLZ - KZZP - WXYV

and

WQGN - WAOA - WNOK - KHTE - WJYY - KLNA

*Added and heating up at:
KSLZ 17x, KHTS 21x, KZFM 34x, KLRS 27x, WFHN 15x, WZYP 15x

*Added and building nicely at:
KISS 108 10x, WRTS 10x, WYKS Ilx, KSMB 9x and much more
*Added /New Airplay:
KZQZ 7x, KDND 8x, KKXX 10x and much more
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4 LEVELING THE
| PLAYING FIELD

One top agent explains how talent can determine
when the time is right for representation

’ “Do | need an agent?” That’s a question
many talents ask themselves when they
start getting recognition and growing
ratings. Glenn Goldstein has been advising
talent for more than 20 years. He started
his career at AFTRA in Philadelphia as Exec.
Director and in-house counsel. There he
coordinated negotiations for talent in TU
and radio, learning all the essentials to
represent a variety of performers.

What began with people asking Goldstein to take a
look at their personal contracts eventually became a full-
time job. In 1987 he started his own business. Goldstein
says that the radio end became his calling
card.

He decided that performers needed
protection from “some of the head games
that are played by management at times.
Because while the industry has always
been driven by ratings, we have all seen
situations where ratings are OK, but the
Jjocks are left alone, and then other
situations where the ratings seem to be
moving up, and the jocks are taken out.”

He has spent hundreds of hours in radio
stations and is familiar with the politics
inherent in the business. Among his clients
are Jamie White at KYSR (Star)/L.A.,
Valentine at KIIS/L.A., Glenn Kalina from
WIOQ/Philadelphia and Leslie Fram and Jimmy Barron
from WNNX (99X)/Atlanta.

R&R: How daes somebody go about working with you?

GG: Somebody calls; usually they have a referral. You
try to make sure you can help these people, and you also
want to make sure you’re going to make some money at
it. It’s great representing people in drivetime. If it’s late-
nights, they have a little more going on than overnights.
But again, management will often say, “Look, we like
you, but if it’s not you, it will be Jimmy. If it’s not Jimmy,
it will be Vinnie.”

Stations are only motivated to change the budgets or to
actually deal with guys like us if you are either in a major
market and really making it happen or in a smaller
market where you’re the key guy at the station. If you are
clearly the key guy in a successful station in a smaller
market, then representation.could work for you and could
work well.

What I’m always interested in doing is making sure
I’m going to bring something significant to the client’s
party. None of us are in this just to play around. And it
costs them money too; I want to be worth it.

R&R: What advantage do you have over a disc jockey
going to management on his own?

GG: Most talent are not born negotiators. Most
negotiators are not born talent. A lot of people are either
intimidated by the whole process, or they are so focused
on their show or show prep that it’s just going to take
their mind into a whole different sphere. There are a lot
of earnest managers who just want to craft win-wins, but

Glenn Goldstein

there are plenty of managers who win through intimida-
tion and who play to talent insecurities.

Finally one day the talent srnartens up, or sometimes
their spouses smarten up — I’ve had a number of those.
What I do when I get involved is very professional, it’s
very focused, but it’s letting management know that we
are going to level the playing field.

Management has all the in-house lawyers for the
company, they are used to dealing with jocks, and some of
them are quite adept negotiators. Some managers came
up from sales and are used to negotiating those types of
packages. Negotiating is something that you are either in
practice at or you're not. You don’t want to be rusty. Here
they are, this valuable commodity, this actually scarce
commodity, and they don’t know how to best tap their
worth in the marketplace.

The other role, obviously, is some-
times finding out who else in the
industry is interested. This is very
difficult to do, while you are working at
Station A to carefully talk to Station B.
Because we’ve done a zillion deals,
there is a rhythm to deal-making.
Ultimately it’s about respect as well as
money.

R&R: Once you take on a client, how
do you put them at ease with inanage-
ment?

GG: I absolutely talk through with
each client how this is going to go down
when they tell management. There is a
way to do it. It’s nondefensive. It’s
something that I don’t suggest you do in the hallways. I
also don’t suggest you do it a day before your contract is
set to expire. I jokingly call it “the good news.”

I also prepare them for the negative reaction that they
are often going to face: “Oh, this guy is a corporate
bagger. We had a relationship that you're destroying.”
There are a lot of other good ones, like, “Whatever you’re
paying him, you’ll never get that out of us.” Many
managers are fine with it or used to it, but often,
especially if no one at the station has been represented
before, it’s a big deal.

Again, we’ve done the mutual due diligence. You’re in
a key time slot, and it’s happening and successful. They
are not looking to lose you. It doesn’t mean they want to
quadruple your salary, but you can tell.

R&R: It used to be that when you worked at one radio
station, if they weren’t negotiating with you, you could go
across the street to somebody else. Now there are imaybe
three big players in town. Does that affect you? Does that
make your role less or more valuable?

GG: It goes both ways. Obviously, consolidation has
changed everything about radio. The focus is really more
on revenues now than ratings. And absolutely, across the
street is now us. But people can still change towns, and
the fact is, for key talent, they are more valuable than
ever. So the product is king; the product drives the ratings
and revenues and the share price.

What we see is that companies are willing to spend
money on those people and are willing to commit to
longer-term deals. So to me, consolidation presents new
challenges, but at the same time I’m still getting people
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significant raises if they are performing. While the
companies are aware of the anticompetitive nature of the
business now, I think they are also being careful.

R&R: Let’s talk about money. In the time that you
have been doing this, are you seeing your clients on ;)ar

salarywise with where they have been in past years?

GG: It goes in cycles. There are times when you just
seem to be able to get everyone good raises, and there are
times when it is a little tougher. But it’s never been easy.
In the late '80s there was a real boom economy. In the
early "90s, when the recession hit, it was really tight. In
radio it really comes back to working with key people. I
would guess that night jocks are having problems.

R&R: What do people negotiate for? Stock options?
Vacation?

GG: Some deals you can get stock options. They appear
to want to keep those more for management. Absolutely
more vacation. Sometimes there are car deals. A lot of
stations will pay for cell phones. The other thing that I
always try to do is get the bonus money. I am antibonus,
always have been and always will be. I want it on the base.

Now there may be some very specific situations where
somebody is already doing fantastically, and they are
launching a multiprong promotional campaign. Sure,
you can make some rich money in the bonuses, but too
often the history of this is that the jocks don’t hit the
bonuses or only hit the lower tier of the bonuses, and
they are really disappointed. I say, “Hey, let’s talk in
real numbers. Let’s put the money on the base. Let’s
have the money that’s in the bonuses, if any, be the
gravy and really the gravy.” And I often advise people
that the way we analyze the deal is: If you don’t hit any
of the bonuses, is it still a good deal?

R&R: I would think that companies would want to
offer stock options, etc., because it would keep the jock
Jrom leaving — especially if they started making money.

GG: When Jimmy de Castro spoke at Boot Camp last
year, he did mention stock options. It was great. He gave
a great speech, very charismatic. But I think they are

CONTINUED 0N PAGE 128

“WHAT | DO WHEN |

GET INVOLVED IS VERY
PROFESSIONAL, IT'S VERY
FOCUSED, BUTIT'S
LETTING MANAGEMENT
KNOW THAT WE ARE
GOING TO LEVEL THE
PLAYING FIELD."
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...You Could Spend More Time Programming And Less Time
Producing Concert Events, Arranging Station Promotions, Etc...!?

You Should Know What

HI-IMPAGT
Know

In The Radio Business Today, Knowledge Is King. The Trick Is Knowing How To
Utilize That Knowledge To Make Your Station Market Dominant. Experience Our
Wealth Of Knowledge And Expertise And Make It Work For Your Station.

Hi-Impact Marketing & Promotion
39 Union Street
Medford, NJ 08055
609.654.8709 voice - 609.654.9239 fax
hiimpactpr@aol.com
Ron Kyle...Mike Browne

The Fastest Growing Independent Marketing & Promotion
Firm In The Nation
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MAK MARTIN'S
‘TASTE’ FOR SUCCESS

He writes for some of the biggest names in music,
but Martin's reward is knowing he's touched listeners

§ Songwriter Max Martin started his music -
career in a hard rock band. So it’s
interesting that he has found his greatest
success writing catchy pop songs for such
blockbuster acts as The Backstreet Boys,
’N Sync, Celine Dion and Britney Spears. Of
course, that’s fine for Martin, who, like any
songuwriter, is happiest when his music is
heard.

Martin’s philosophy behind his songs is basically the
vibe of the artist for whom he’s writing. But whatever the
process, the results have touched millions of listeners, and
that, for the U.K.-based Martin, is the biggest reward.

R&R: You're a songwriter and producer, and you even
have keyboard credits on Britney Spears’ CD. What other
hats have you worn?

MM: First of all, I want to point out
that in Europe we work differently than
most American producers work. We do
everything from recording and putting
the mikes up to programming, picking
sounds, mixing, all of that. We didn’t sit
down and decide to do it that way, that’s
just the way we’ve done it. I thought
everybody did it that way before I spent
time in the U.S.

R&R: Does being involved in all of
those aspects of the recording process
make a difference?

MM: Definitely. The big difference is
that when we produce, it’s also part of
the songwriting. We do a lot of program-
ming during the mixing process. The
song kind of grows, and the final step is
the mixing, which is five minutes before we put it on tape.
I ve written a couple of tracks that were done by other
producers, and they didn’t turn out the way I wanted them
to. I see myself as a good songwriter; and that’s 80%-90%
of the song. It’s the last 10% — the production — that can
make a song sound better than it really is, that helps make
the song a hit.

R&R: How do you define a hit?

MM: I believe all really big hits have something in
common: They touch something in people that makes them
want to hear that song again. You can listen to a lot of
music that you like; a hit song is one that you want to hear
again.

R&R: When and where did you discover your abilities as

a songwriter?

MM: We had a piano, so I would sit down and just play.
Then I got into the hard rock thing and started playing in
bands. When you play in a band, it’s very natural to write

songs. [Cheiron writer and producer] Denniz Pop is the one

who really discovered it. It was really sad when he passed
away last year. He was the one who said, “You must be a
songwriter on my team.”

R&R: What is it about the way you look at things that

allows you to write songs that draw out emotions in people?

MM: Ithink I'm very lucky to have a sort of melodic
“taste” that a lot of people like. I don’t write songs for the

Max Martin

purpose of making money. That’s a nice part of it, if it
happens, but it’s never the primary motivation. | just do
what I like, and it seems that people like that.

R&R: Your impact on the music scene worldwide hus
heen unbelievable. What does it feel like to have written

Jor international stars like The Backstreet Boys, Britney

Spears, Robyn, Godsmack, Bryan Adams, Ace Of Buse,
etc.?

MM: It hits you sometimes. But the small things —
like when you walk by a party and see people enjoying
your music and dancing — stuff like that touches me
more than selling millions of records. When I hear that
they played my song at a wedding or at a funeral where
it was someone’s favorite song, that really touches me. |
think that kind of impact is easier to understand.

R&R: A No. I hit in Britain will not always be
successfill here, and vice versa. How would you compare
the American and European 'music scenes?

MM: To have a big hit in Europe, you need a strong
hook. The songs have to be more obvious -
to work here. The American songs that
become hits in Europe, whether it’s rap
or anything else, always have a very
strong hook. It’s hard to break here with
a vibe song or a nice groove, but that
could work in the U.S. Since we're a
multilingual market, the lyrics are
sometimes simplified here to make the
words easier to understand, which I think
is good. I think it’s easier to hear what is
being said, and hopefully you have a
good message.

R&R: Europeans really like to dance.

MM: Yeah, the dance culture here
sells. If you have a big dance hit, it will
sell a lot of singles, which doesn’t
always happen in the U.S. You can have
a good commercial career as a dance artist in Europe.

R&R: Do you have a favorite kind of music?

MM: I’m a song fan. I love Prince, the whole
Minneapolis scene in the 1980s. But if it’s a good song,
it doesn’t matter if it’s country or whatever.

R&R: As Americans, we like to pigeonhole styles and

Sformats. You write for diverse artists. Do you write for

the artist, or do you look for the right perforner for the
song? What are the style issues that come up?

MM: I always try to write for the artist. I write songs
based on the melody, and I don’t touch the keyboard or
any instrument until I have the melody. [ write my songs
from a dictaphone. In my opinion, if you have a good
melody, you can make whatever style you want from it.
It’s just a matter of production. A lot of the hard rock
songs can be pop songs, and vice versa. | always try to
make the song a part of the artist.

R&R: What do you have to know about the artist?
MM: His voice, of course. And you always sit down
and talk to them before you do anything. When I worked
with Britney, I asked her what kind of music she likes. 1
tried to get her vibe — what kind of person she was and

what she wanted to do. I listen more to that than to the
record company people, because I know what they want.
I hate it when you can hear that the artist didn’t want to
do the song — you can actually hear that.

WWW.americanradiohistorv.com

R&R: So when you talked with Britney Spears and
The Backstreet Boys, did you walk away knowing what to
do for them?

MM: Not right away. You keep what they say in mind
when you sit down to write, and you try to imagine them.
It’s a working’process within yourself that hopefully
matches the ideas that the artists have. Nowadays I
always try to talk to them about where they are going,
since a lot of people come in with visions of fame and
fortune. But I-know, and everyone else in the business
knows, that is not the case. So I always try to make sure
that this is what they really want to do.

R&R: What are your views on the use of the Internet
as a venue for music?

MM: I think it’s great. You can sit at the computer
and look for a song or listen to the song, and if you want
the song, you get it right away. That’s great.

R&R: What about sales on the Internet?

MM: Well, of course they have to figure out a way to
assure that the writers and everybody get paid for what
they’ve been working on, but that’s going to be solved,
I’m sure of it. Every new format is great. I mean, when
the CD came, it was excellent. They are giving away a
lot of music now with promotional tapes and CDs, but
that’s within their control, so nobody talks about that.

R&R: What'’s the most unusual or memorable way
that a song has come to you?

MM: The one that I remember the most is “As Long
As You Love Me.” I wrote that in five minutes. That’s
one of those once-in-a-lifetime melodies. I was walking
from the subway to the studio, which is about 300
meters, a four-minute walk. I just started singing it, and
it was all there. Then I walked down to the studio and
recorded the demo.

R&R: What gives Max Martin a feeling of satisfac-
tion?

MM: Within the music business, the most satisfying
moment is when you are writing the song and recording
the artist, doing all the editing amd mixing. When you’re
10 minutes from finishing the track, and it sounds great,
that’s the best feeling. That’s when it’s worth the long
days of working.

R&R: And outside of the record business?

MM: When you realize how lucky you are to be
healthy and alive. Those moments when you actually
realize that, that’s a very good feeling.

R&R: As a trendsetter, what are your predictions for
the next big thing in pop culture? Or will we hear more
of The Backstreet Boys and Britney Spears sound?

MM: The songwriting will always be there, solid
songs. There will always be trends here and there. but
it’s all production. The songs are always there — it’s just
that sometimes drums are in, and sometimes you have
loops. The more interesting question is the whole teen
band thing — the boy bands. In Europe, after New Kids
On The Block, it was kind of quiet for a while. Then
Take That came along, and later The Backstreet Boys
broke in Europe about two years before they broke in the
U.S. You know, we wrote the N Sync songs three years
ago. They were released in Europe, and then the album
was gone, and one year later they happened in America.
But I believe in the songs.

R&R: Do you feel as though you have to change with
the times, or do you just keep on doing what you do?

MM: I change with the times, because I don’t think I
would enjoy doing the same thing over and over again. [

CONTINUED ON PAGE 128
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28955 Pacific Coast Highway ¢ Suite 210-5
Malibu, California 90265
Phone: 310457 « 6616
Fax: 310 ¢ 457 « 8058

RIA DEWER, vwomrmfons g

SHAWN ALEXANDER, Aitﬂl‘naﬁ\lﬁ Promehon

PETE JONES, Top 40/Crossover Promotion
LISA CAMPBELL, Top 40 Promotion
MARK STRICKLAND, Top 40 Promotion
MATT PARVIS, Director Sales & Marketing

MAGEE MARSHALL, Account Executive

NANCY CONOVER, Web Site Editor

riadﬁnver@ allaccess com
salexanderi @allaccess .com
pjones@allaccess.com
Icampbell @allaccess.com
mstrickland @allaccess.com
mparvis @allaccess.com
mmarshall@allaccess.com
nancycon@aol.com
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RODNEY JERKINS
IS THE REAL DEAL

The young producer/songwriter stakes out his

future at the top

’ Producer/songwriter Rodney Jerkins wants
to take the A%B and hip-hop genres to the
proverbial next level. And he's not just
paying lip service: He is already invigorating
the industry through his collaborations with
Whitney Houston, Mary J. Blige, Marc
Anthony and Jennifer Lopez.

“I feel like everything is at a standstill right now,” he says.
“R&B and hip-hop need to go to the next level, so some other
producers and myself are trying to take it there. For a while it
was just the same sound going over and over again. Now I'm
trying to take it to where it used to be back in the *70s, with
the loud strings and orchestras and all of that, but still keep it
representing today, so people can dance.”

BRING OUT THE BEST

While some of Jerkins’ boundless enthusiasm and
self-assurance is attributable to his youth — he’s a mere
22 — there is no denying his skill as a
producer and songwriter. Which is why
he is now fielding “a gang of calls a
week from all different record
companies about different artists. Right
now I’m picking the ones I think
I can bring the best out of and who can,
in turn, bring the best out of me. And,
of course, I work with legendary
artists also.”

His current collaboration with
Michael Jackson is proof of his reputa-
tion in the industry. Jerkins is as excited g

o i
as anyone would be to be working with i
il M

companies, but I have to see what’s going to happen in a
couple of years.”

As for starting his own label, Jerkins says simply that
it was time. “I’ve always set goals for myself every year.
The minute I turned 21, my goal was to have my own
label. I feel that I’ ve been heard through my songs and
people know my style. Now it’s time to go find some
artists and work with them and prove that I can excel
and exceed any limit with my own label. I don’t want to
be remembered as just a producer and songwriter; I also
want to be remembered as the CEO/President of. a
record label, and blow the label up.”

Now Jerkins needs to find time to focus on his label.
He has signed solo artist Rhona Bennett and a female
quartet called So Plush. He also recently signed a
rapper, but has yet to work with him. “I’m looking for
something different, like an altemative or country artist.
I"d like to expand my horizons and prove that 1 can do
more than R&B.”

Which is why he worked with Latin
artist Marc Anthony and is appreciative
of the Latin music explosion. “I think it’s
cool. My boss is Tommy Mottola, and he
told me back in December what he was
going to do with the Latin music
Ricky Martin, Jennifer Lopez and Marc
Anthony. I think we need something like
that.”” Jerkins has also done some work
with the Spice Girls and is currently
writing a song for Celine Dion.

WELL-GROUNDED

Despite rocketing to producer
stardom, Jerkins has not lost sight of

Jackson. His association with Jackson
came about after Jerkins was introduced
to songwriter Carole Bayer Sager by
Atlantic Exec. VP Craig Kaman. She asked Jerkins if he
would like to come to her house and write with her and
Jackson. “So I said, ‘Cool,”” Jerkins relates. “I flew to L.A.,
and sure enough Michael was there at her house. We just
caught a good vibe, and I"ve been working on his album for
about six, seven months now.”

At first Jerkins is understated about Jackson, but when
asked how it feels to be working with such a legend, he
can’t contain his excitement. “Oh my God, it’s incredible!
Every time I see him, I tell him over and over, ‘It’s
incredible just to be here working with you, knowing how
crazy | was about you when I was a kid.’”

FROM PRODUCER TO LABEL OWNER

Jerkins isn’t stopping at songwriting and producing. He’s
also delving into the entrepreneurial side by forming his
own label, Darkchild Records, with Sony Music. In the
current environment of label consolidation, Jerkins is —
like many others who form smaller labels — creating an
" outlet for talent who might not get an opportunity at the
bigger labels. He is well aware of the competition coming
from the Internet and MP3.

“I think record companies need to watch out,” he allows.
“MP3 is a new wave. The fact that we're going into the
new millennium, we should expect things like this to
happen. I think it is definitely going to shake up the record

Rodney Jerkins

what helped him meet the challenges of
his career. He recommends that aspiring
producers take note. “I have a five-step process I always
follow: 1) Keep God first, 2) keep family second, 3)
believe in yourself, 4) never give up, and 5) if you ever
feel like you're going to fail, remember that you can
succeed; just turn everything over to God. That’s how |
live my life every day.”

JENMIFER LOPEZ

WWW.americanradiohistorv.com

m

“I'VE ALWAYS SET GOALS
FOR MYSELF EVERY YEAR.
THE MINUTE | TURNED 21,
MY GOAL WAS TO HAVE
my own LABEL.”

He also expects those he works with to show respect
for what he believes, particularly in the studio. “I don’t
allow smoking or cursing in my studio,” he says. “We
have standards that we have taught at our sessions.
People have to abide by them. You just can’t come into
my session cussing or drinking. | hope they leave my
sessions with something. It was. harder before to
implement that edict, because I didn’t have enough
juice, as they say. Now I can say, ‘If you are working
at Darkchild Studio, don’t come onto my property with
any nonsense, or we will not do a song,” and I don’t
care who it is.”

Although he has enjoyed working with a variety of
artists, it's obvious Jerkins is most thankful that he has
had the opportunity to work with legends in the R&B
genre. “Working with Mary J. Blige was one of my
favorite moments. I can remember being in the studio
with her and giving praises to God in one of our
sessions. She was crying. It was just a real high-spirited
session. And working with Whitney and having so much
fun with her. Those are classics with me; I'll never forget
those sessions. Of course, being able to put Brandy and
Monica together was incredible also.

“I think it’s important for later on, when I have kids.
They can see that their father worked with Lionel Richie,
Whitney Houston, Michael Jackson and Luther
Vandross.” He pauses, then adds, “And, of course, the
best is yet to come. I'm still moving forward to see
what’s next.”
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MAKING THE LIST AND

GCHECKING IT TWIGE

The official CHR/Pop and CHR/Rhythmic contact list -

’ It’s been a long time in the making. For the last few months |
we’ve been compiling the most extensive pop and rhythmic label ‘
contact list in the business. The labels are listed in alphabetical
order, and within each label, staffers are also listed
alphabetically for ease of use.

We have done our absolute best to ensure this list is as accurate as possible at press
time. We regret any mistakes, and with your assistance will do our best to maintain this
database to the best of our abilities. You can help by e-mailing us with any changes at

tnovia@rronline.com or robertp @ ronline.com.

We suggest that you make copies of this for everyone who deals with the labels. It is

1

;2

Michele Block

National Director/Promotion
(212) 833-6280 voice
(212) 833-4419 fax

| michele_block@sonymusic.com

our hope that this will further open up the line of communication between radio and the
record companies. A special note of thanks to Assistant CHR Editor Robert Pau for his

vital work on this project.

ALMO SounDs

Alan Oreman
VP/Promotion

(310) 289-3080 voice
(310) 289-8660 fax
aoreman@rondor.com

ARISTA

Jeff Backer

VP/Field Operations

(954) 341-4852 voice

(954) 341-4860 fax
jeff.backer@bmge.com

Paul Barrette

Regional Director/East Coast
(781) 794-0233 voice
{781) 843-4508 fax

paul barrette@bmge.com

Andrew Berkowitz

Sr. Director/Promotion

(212) 830-2148 voice

(212) 830-5529 fax
andrew.berkowitz@bmge.com

Cheryl Broz
Director/Southwest Promotion
(972) 480-5153 voice

(972) 480-5158 fax
cheryl.broz@bmge.com

Jim Elliott

VP/Pop Promotion
(212) 830-2278 voice
(212) 830-2308 fax
jim.elliott@bmge.com

Joan Fallon

Sr. Director/Promotion
Operations

(212) 830-2211 voice
(212) 830-2308 fax
joan.fallon@bmge.com

Greg Feldman

Associate Nat'l Director/
Promotion

(425) 861-6900 voice
(425) 885-7147 fax
greg.feldman@bmge.com

Ken Lane
VP/Promotion

(212) 830-2383 voice
(212) 830-2308 fax
ken.lane@bmge.com

Rock LeGrand
Director/Midwest Regional
Promotion

(913) 897-7770 voice
(913) 897-7849 fax
rock.legrand@bmge.com

Charley Londono

| Regional Director/Northeast

(212) 930-4766 voice
(212) 930-3945 fax
charley.londono@bmge.com

Denise Lutz

Regional Director/Midwest
(630) 268-6454 voice
(630) 268-6451 fax
denise.lutz@bmge.com

Tom Maffei
VVP/Crossover Promotion

I {212) 830-2256 voice

(212) 830-2248 fax
tom.maffei@bmge.com

Richard Palmese

Sr. VP/Promotion

(212) 830-2120 voice

(212) 830-2238 fax
richard.palmese@bmge.com

Jim Payne

Regional Director/Mid-Atlantic
(301) 731-3851 voice

(301) 731-3822 fax
jim.payne@bmge.com

Joe Reichling

Regional Director/West Coast
(310) 789-3928 voice

(310) 789-3945 fax
joe.reichling@bmge.com

Margaret Ann Ronayne
Manager/Nat'l Top 40 Promotion
(212) 830-0746 voice

(212) 830-2308 fax

Lance Walden
Director/West Coast
(415) 330-0416 voice
(415) 330-0444 fax
lance.walden@bmge.com

ATLANTIC

Danny Buch

Sr. VP/Promotion
(212) 707-2227 voice
(212) 405-5515 fax
buchmail@aol.com

Bob Clark

VP/QOperations, West Coast
(310) 205-7497 voice
(310) 376-3625 fax
bobopromo@aol.com

John DeMario I
Director/Crossover Music
(212) 707-2261 voice
(212) 405-5502 fax
john.demario@atlantic-
recording.com

Mark Fritzges

Sr. Director/Nat'l Pop
(412) 331-6172 voice
(412) 331-7480 fax

| fritzges@aol.com

|
margaretann.ronayne@bmge.com

| (310) 385-4737 voice

Andrea Ganis
Exec. VP/Promotion ‘
(212) 707-2230 voice
(212) 405-5507 fax
atiqueen@aol.com

Lou Sicurezza
V/P/National Promotion
(212) 707-2217 voice
(212) 405-5505 fax
lou.sicurezza@atlantic-
recording.com

John Trienis
Director/Nat'l Crossover
(212) 707-2085 voice
(212) 405-5530 fax
john.trienis@atlantic-
recording.com

Lisa Valasquez

Sr. VP/Pop Promotion
(212) 707-2237 voice
(212) 405-5594 fax
lisa.valasquez@atiantic-
recording.com

BEYOND

Laure Dunham

| (216) 642-8636 fax

(310) 385-4888 fax
laured@Ibank.com

| Buddy Deal

Los Angeles Regional |
(310) 445-2213 voice

(310) 445-0851 fax
buddy._deal@sonymusic.com

Jay Friedstein
Denver Regional
(303) 394-9393 voice |
(303) 394-0303 fax
jay_friedstein@sonymusic.com |

Geordie Gillespie

VP/Promotion

(212) 833-4404 voice

(212) 833-7109 fax
geordie_gillespie@sonymusic.com

Brett Glassman

New York Regional
(516) 827-3738 voice
(212) 813-0944 fax

brett_glassman@sonymusic.com ‘

Wendy Goodman
Dallas Regional

(214) 634-1710 voice ‘
(214) 638-5115 fax |
wendy._goodman@sonymusic.com |

Ed Green

VP/Promotion

(212) 833-4422 voice
(212) 833-4419 fax
ed_green@sonymusic.com

Laura LaBadia

Nationat Director/Promotion
(310) 449-2750 voice
(310) 449-2760 fax
laura_labadia@sonymusic.com |

Sharon LePere

Chicago Regional

(847) 640-4316 voice

(847) 640-0348 fax
sharon_lapere@sonymusic.com |

Cindy Levine
National Director/Promotion

| (310) 449-2740 voice

(310) 449-2760 fax |
cindy_levine@sonymusic.com

Ray Mariner

Atlanta Regional

(770) 673-5816 voice

(770) 673-5801 fax
ray_mariner@sonymusic.com

Don O’Neal

San Francisco Regional
(415) 884-5045 voice

(415) 883-1458 fax
don_oneal@sonymusic.com

Dennis Reese

Sr. VP/Promotion

(212) 833-5275 voice

(212) 833-7109 fax
dennis_reese@sonymusic.com

|

Dave Watson
Cleveland Regional
(216) 642-3206 voice

dave_watson@sonymusic.com

Jamie Willis

Boston Regional

(800) 343-4344 voice

(781) 863-0053 fax
jamie_willis@sonymusic.com

WwWWW.americanradiohistorv.com

CAPITOL

Burt Baumgartner

Sr. VP/Promotion

(323) 871-5154 voice

(323) 871-5214 fax

burt baumgartner@emimusic.com

Michael Backer

Sr. Director/Promotion

(323) 871-5323 voice

(323) 462-7489 fax
michael.becker@emimusic.com

Jaymi Chernin
Director/Regional Promotion,
New York

(212) 253-3009 voice

(212) 253-3212 fax
jaymi.chernin@emimusic.com

Johnny Coppola

Sr. Director/Crossover
Promotion

(323) 871-5264 voice
(323).462-7489 fax

johnny.coppola@emimusic.com l

Frank Falise
Director/Regional Promotion,
Washington

(410) 872-2709 voice

(410) 872-2742 fax
frank.falise@emimusic.com

Justin Fontaine

VP/National Promotion

(323) 871-5074 voice

(323) 871-5071 fax
justin.fontaine@emimusic.com

John Gray
Director/Regional Promotion,

| San Francisco

(510) 814-3122 voice
(510) 771-6477 fax
john.gray@emimusic.com

Mike Justin
Director/Regional Promotion,
Chicago

(847) 806-7978 voice

(847) 806-6077 fax
mike.justin@emimusic.com

Dee Dee Kearney
Director/Regional Promotion,
Boston

(781) 939-6803 voice

(781) 939-6820 fax
deidre.kearney@emimusic.com

Bruce Marek
Director/Regional Promotion,
Cleveland

(440) 808-2829 voice

(440) 808-0006 fax
bruce.marek@emimusic.com

Zak Phillips
Director/Regional Promotion,
Denver

(303) 750-7817 voice

(303) 750-7067 fax
zak.phillips@emimusic.com

. Brian Rhoades

Sr. Director Nat’l Promotion
(212) 253-3202 voice

(212) 253-3212 fax
brian.rhoades@emimusic.com

Aimee Saiger
Director/Regional Promotion,
Atlanta

(770) 417-4528 voice

(770) 449-4742 fax
aimee.saiger@emimusic.com

Greg Seese
Director/Regional Promotion,
Los Angeles

(323) 871-5217 voice

(323) 462-7489 fax
greg.seese@emimusic.com

Mike Snow
Director/Regional Promotion,
Charlotte

(704) 341-7713 voice

(704) 341-7712 fax
mike.snow@emimusic.com

Chuck Swaney
Director/Regional Promotion,
Detroit

(248) 446-9496 voice

(248) 446-9497 fax
chuck.swaney@emimusic.com

Aimie Vaughn
Director/Regional Promotion,
Daltas

(972) 969-4524 voice

(972) 969-4599 fax
aimie:vaughn@emimusic.com

coLumeln

Jerry Blair

Exec. VP/Columbia Records
Group

(212) 833-7818 voice
(212) 838-7731 fax
jerry_blair@sonymusic.com

Rose Braunstein

Los Angeles Local Promotion
Manager

(310) 445-2209 voice

(310) 445-0851 fax
rose_braunstein@sonymusic.com

Jim Burruss

VP/National Promotion,
Columbia Records Group
(212) 833-4541 voice

(212) 833-5580 fax
Jim_burruss@sonymusic.com

Pete Cosenza

Director/Top 40 Promotion
(212) 833-8986 voice

(212) 833-4308 fax
pete_cosenza@sonymusic.com

Brian Cullinan
Carolina Local Promotion
Manager

| (704) 553-9200 voice

|

(704) 553-9122 fax
brian_cullinan@sonymusic.com

Brad Davidson

Boston Local Promotion
Manager

(781) 861-6160 x 122 voice
(781) 863-0053 fax
brad_davidson@sonymusic.com

Lisa Ellis

Director/Crossover Promotion
(212) 833-4034 voice

(212) 833-4999 fax
lisa_ellis@sonymusic.com

Andy Flick

Cleveland Local Promotion
Manager

(847) 640-4349 voice

(847) 640-0348 fax
andy_flick@sonymusic.com

Andrea Foreman

Assoc. Director/Rhythm-
Crossover

(310) 449-2903 voice

(310) 449-2899 fax
andrea_foreman@sonymusic.com

Tanya Kalayjian

San Francisco Local Promotion
Manager

(415) 884-5031 voice

(415) 883-1458 fax
tanya_kalayjian@sonymusic.com
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MAKING THE LIST AND CHECKING IT TWICE

Mike Krauser

Houston Local Promotion
Manager

(713) 426-1236 voice
(713) 802-9897 fax

mike_krauser@sonymusic.com

Lee Leipsner

VP/Top 40 Promotion

(212) 833-5095 voice

(212) 833-4306 fax
lee_leipsner@sonymusic.com

Ed Pinka

Philadelphia Local Promotion
Manager

(215) 587-6997 voice

(215) 587-6999 fax
ed_pinka@sonymusic.com

‘Larry Reymann

Seattle Local Promotion
Manager

(425) 228-2149 voice
(425) 228-0168 fax

|

larry_reymann@sonymusic.com

Lori Rischer

Sait Lake/Phoenix Local
Promotion Manager

(801) 322-5705 voice

(801) 322-5733 fax
lori_rischer@sonymusic.com

Dave Ross

Minneapolis Local Promotion
Manager

(612) 832-5210 voice

(612) 835-5717 fax
dave_ross@sonymusic.com

Lynne Salivaris

Washington, DC Local
Promotion Manager

(301) 572-2444 x 1119 voice
(301) 572-1150 fax

lynne_salivaris@sonymusic.com

Mike Scheid

Midwest Regional Promotion
(847) 640-4335 voice

(847) 540-0348 fax
mike_scheid@sonymusic.com

Joe Schuld

St. Louis Local Promotion
Manager

(913) 888-6681 voice

(913) 888-7566 fax
joe_schuld@sonymusic.com

Jamie Schwartz

New York Local Promotion
Manager

(516) 827-3743 voice
(516) 827-2795 fax

jamie_schwartz@sonymusic.com

Dave Shaw

Detroit Local Promotion
Manager

(602) 572-8199 voice
dave_shaw@sonymusic.com

Gina Suarez

Atlanta Local Promotion
‘Manager

(770) 673-5819 voice

(770) 673-5701 fax
gina_suarez@sonymusic.com

|
|
|

Rich Tardanico

Florida Local Promotion
Manager

(954) 431-0076 voice

(954) 431-0381 fax
rich_tardanico@sonymusic.com

Charlie Walk

Sr. VP/Top 40 Promotion
(212) 833-4176 voice

(212) 833-7197 fax
charlie_walk@sonymusic.com

Lisa Wolfe

VP/Promotion

(212) 833-5807 voice
(212) 833-7719 fax
lisa_wolfe@sonymusic.com

Chris Woltman

VP/Promotion

(310) 449-2900 voice

(310) 449-2899 fax
chris_woltman@sonymusic.com

DREAMUWORKS

Laura Curtin

(212) 588-6660 voice

(212) 588-6661 fax
curtin@dreamworksrec.com

Christina Galeano

(212) 588-6606 voice

(212) 588-6691 fax
cgaleano@dreamworksrec.com

Jeff Gillis

New York

(212) 588-6610 voice
(212) 588-6611 fax
jgillis@dreamworksrec.com

Mark Gorlick

(310) 234-7755 voice

(310) 234-7768 fax
mgorlick@dreamworksrec.com

Kevin Kay

Detroit

(248) 273-6561 voice
kkay@dreamworksrec.com

Tony Kiewel

(310) 234-7908 voice

(310) 234-7960 fax
tkiewel@dreamworksrec.com

Kay McCarthy

Southeast

(770) 417-3165 voice

(770) 417-3183 fax
kmctarthy@dreamworksrec.com

David Newmark

Dailas

(972) 919-6328 voice

(508) 629-6452 fax
dnewmark@dreamworksrec.com

Marc Ratner

(310) 234-7796 voice

(310) 234-7768 fax
mratner@dreamworksrec.com

Matt Smith

(310) 234-7822 voice

(310) 234-7768 fax
msmith@dreamworksrec.com

THE INDUSTRY’S NEWSPAPE

Reid Shackleford

Baltimore/DC

(301) 429-2492 voice

(301) 429-0631 fax
rshackleford@dreamworksrec.com

Paula Tuggey

(310) 234-7827 voice

(310) 234-7768 fax
tuggey@dreamworksrec.com

Heather Whitaker
(310) 234-7731 voice
(310) 234-7768 fax

Cord Himelstein

New York Promotion Manager
(212) 757-3939 voice

(212) 397-3315 fax
cord.himelstein@elektra.com

Tom Kent
Cleveland District Promotion

} Manager

hwhitaker@dreamworksrec.com |

Ken Williams

Chicago Promotion

(630) 775-2700 voice
kwilliams@dreamworksrec.com

Darren Wolf

West Coast Promotion

(818) 972-5608 voice

(818) 972-5759 fax
darren.wolf@dreamworksrec.com

Ross Zapin

(212) 588-6690 voice
(212) 588-6691 fax
ross@dreamworksrec.com

EDEL AMERICA

Anthony lovino

Sr. Director Radio Promotion
(212) 541-9700 x12 voice
(212) 664-8391 fax
anthony_iovino@edel.com

Peter Weinstock

Director National Radio
Promotion

(212) 541-9700 x 14 voice
(212) 664-8391 fax
peter_weinstock@edel.com

ELEKTRA

Jeff Bardin

Nat'l Director/Top 40 Promotion
(212) 275-4097 voice

(212) 258-3028 fax
jeff.bardin@elektra.com

Lucy Barragan
Manager/Crossover Promotion
(310) 288-3843 voice

(310) 246-0347 fax
lucy.barragan@elektra.com

Jim Cortez

Boston Promotion Manager
(781) 937-5600 x 139 voice
(781) 937-3797 fax
jim.cortez@elektra.com

Stacey Dorf

Denver Promotion Manager
(303) 369-2101 voice
(303) 369-2131 fax
stacey.dorf@elektra.com

Stephanie Fairweather

Seattle Promotion Manager
(206) 521-4228 voice

(206) 223-5763 fax
stephanie.fairweather@elektra.com

Gabe Fieramosco
Miami District Promotion

i Manager

(305) 557-4670 voice
(305) 822-6669 fax
gabe.fieramosco@elektra.com

Alex Garofalo

L.A. District Promotion
Manager

(805) 579-1200 voice
(805) 579-1439 fax
alex.garofalo@elektra.com

Joe Hecht

VP/Crossover Promotion
(212) 275-4044 voice
(212) 258-3028 fax
joe.hecht@elektra.com

(440) 524-3200 voice
(440) 642-3827 fax
tom.kent@elektra.com

Tracy Koppel

Washington, DC Promotion
Manager

(301) 961-5971 voice
(301) 961 5970 fax

tracy koppel@elektra.com

Kevin Knee

San Francisco Promotion
Manager

(415) 777-2299 voice
(415) 777-0112 fax
kevin.knee@elektra.com

Jon Lewis

Detroit Promotion Manager
(248) 449-7100 x 124 voice
(248) 449-7193 fax
jon.lewis@elektra.com

John McFadden

Atlanta District Promotion
Manager

(404) 344-4933 x 511 voice
(404) 346-3699 fax
john.mcfadden@elektra.com

Pat Milanese
Philadelphia Promotion

| ‘Manager

(609) 467-4040 voice
(609) 467-5761 fax
pmilanese@aol.com

Erik Olesen

1 Sr. Director/Top 40 Promotion

(212) 275-4097 voice
(212) 258-3029 fax
erik.olesen@elektra.com

Bill Pfordresher
VP/Promotion

(212) 275-4132 voice

(212) 258-3029 fax

bill. pfordresher@elektra.com

Rebecca Ross

Kansas City Promotion
Manager

(612) 835-7255 voice
(612) 835-9972 fax
rebecca.ross@elektra.com

Desiree Schuon

VP/Pop Promotion

(212) 275-4318 voice

(212) 258-3029 fax
desiree.schuon@elektra.com

Jennifer Sligh

Chicago Promotion Manager -

(630) 351-3900 voice
(630) 351-1098 fax
jennifer.sligh@elektra.com

| Bonnie Stacy

Datlas District Promotion
Manager

(972) 234-6200 voice
(972) 301-3702 fax
bonnie.stacy@elektra.com

Greg Thompson .
Exec. VP/GM
(212) 275-2555 voice

- (212) 275-3065 fax

greg.thompson@elektra.com

Gary Triozzi

Nat’l Director/Pop Promotion
(630) 351-3900 x 369 voice
(630) 351-5281 fax
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Mike Whited

VP/West Coast Promotion
(310) 288-3811 voice
(310) 246-0347 fax
mike.whited@elektra.com

EPIG

. Adan Armandariz

Southwest Regional

(214) 634-1710 x 129 voice
(214) 459-7320 fax
adan_armandariz@sonymusic.com

Stu Bergen

Sr. VP/Promotion

(212) 833-7326 voice

(212) 833-5140 fax
Stu_Bergen@sonymusic.com

Ann Carloss .

Los Angeles Regional

(310) 445-2208 voice

(310) 445-0851 fax
ann_carloss@sonymusic.com

Joe Carroll

Midwest Regional

(216) 642-3206 x 210 voice
(216) 642-8036 fax
joe_carroli@sonymusic.com

Dale Connone

VP/Promotion

(212) 833-5270 voice

(212) 833-5418 fax
Dale_Connone@sonymusic.com

Dawn Fox

VP/Pop Promotion

(212) 833-4246 voice

(212) 833-7010 fax
Dawn_Fox@sonymusic.com

Todd Glassman

Sr. Director/Pop Promotion
(212) 833-6309 voice

(212) 833-5140 fax
Todd_Glassman@sonymusic.com

' Ken Lucek

West Coast National

(310) 449-2622 voice
(310) 449-2848 fax
ken_lucek@sonymusic.com

Brett Greenberg

Carolina Regionai

(704) 643-3567 voice

(704) 643-8113 fax
brett_greenberg@sonymusic.com

Marni Halpern

New York Regional

(516) 827-3742 voice

(516) 827-3895 fax
marni_halpern@sonymusic.com

Debi Lipetz

Northwest Regional

(206) 932-0727 voice

(206) 932-0879 fax
debi_lipetz@sonymusic.com

Mike Martinovich

Maryland Regional

(301) 572-1120 voice

(301) 572-1150 fax
mike_martinovich@sonymusic.com

Bill Millman

Boston Regional

(781) 861-6180 voice

(781) 863-0053 fax
bill_millman@sonymusic.com

Shelley Mori

Chicago Regional

(847) 640-4322 voice

(847) 640-0348 fax
shelley_mori@sonymusic.com

Mark Potter

Minnesota Regional

(612) 832-5210 x 51 voice
(612) 831-8929 fax
mark_potter@sonymusic.com

Myra Simpson

Atlanta Regional

(770) 392-1844 x 850 voice
(770) 673-5701 fax
myra_simpson@sonymusic.com

Charlie Strobel

Atlanta National

(770) 392-1844 x 853 voice
(770) 673-5722 fax
charlie_Strobel@sonymusic.com

Hutch Work

Colorado/Denver Regional
(720) 304-9999 voice

(720) 304-0000.fax
hutch_work@sonymusic.com

GIANT

Bob Catania

Sr. VP/Promotion
(818) 977-0409 voice
(818) 977-0421 fax
bcat39@aol.com

HOLLYWOOD

Todd Ashmann

Chicago Regional

(630) 775-2731 voice
(630) 775-0351 fax
todd.ashmann@disney.com

Tim Burruss
VP/Promotion

(818) 560-2760 voice
(818) 567-4837 fax
tim.burruss@disney.com

DJ Ennis

San Francisco Regional’
(415) 699-8545 voice
(415) 308-9322 fax
dj.ennis@disney.com

Drew Ferrante

Los Angeles Regional
(818) 972-5778 voice
(818) 972-5733 fax
drew.ferrante@disney.com

Scot Finck

VP/Pop Promotion
(818) 560-7420 voice
(818) 567-4837 fax
scot.finck@disney.com

Amy Hammer

St. Louis Regional

(314) 772-8727 voice
amy.hammer@disney.com

Dan Hubbert

Sr. VP/Promotion

(818) 560-5521 voice
(818) 567-4837 fax
dan.hubbert@disney.com

Tasha Mack

Dallas Regional

(972) 919-6337 voice
(972) 484-3336 fax
tasha.mack@disney.com

Jeff Marks

Florida Regional

(305) 532-2939 voice
(305) 532-0840 fax
jeff.marks@disney.com
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David Pearl

New York Regional

(212) 741-8809 voice
_1212) 645-9427 fax

david.pearl@disney.com

J.J. Quest

Atlanta Regional
(770) 849-6102 voice
(770) 849-6103 fax
Jjj.quest@disney.com

Jimmy Walorz

Northeast Regional

(508) 286-4154 voice
(508) 286-4162 fax
jimmy.walorz@disngy.com

INTERSCGOPE

James Bishop

Atlanta Regional

(770) 417-3163 voice

(770) 417-3185 fax
_james.bishop@umusic.com

Brian Courville

Denver Regional

(303) 881-4680 cell
brian.courville@umusic.com

Nino Cuccinelio

(310) 209-7630 voice

(310) 208-5017 fax
nino.cuccinello@umusic.com

Pam Grund

Washington, DC Regional
(610) 917-3141 voice
(610) 917-9542 fax
pam.grund@umusic.com

Chris Hughes

Detroit Regional

(248) 273-6500 voice
{248) 952-5581 fax
chris.hughes@umusic.com

Cynthia Johnson

Dallas Regional

(9725 919-6345 voice

(972) 484-0718 fax
cynthia.johnson@umusic.com

Jay Lewis

Charlotte Regional
(843) 921-1204 voice
(843) 921-1206 fax
jay.lewis@umusic.com

Chris Lopes

(310) 443-4560 voice
(310) 208-7343 fax
chris.lopes@umusic.com

Tom Martens

Minneapolis Regional
(314) 692-9908 voice
(314) 692-8144 fax
tom.martens@umusic.com

John Michael

Houston Regional

(281) 474-5285 voice
(281) 474-9796 fax
john.michael@umusic.com

Michael Novia

San Francisco Regional
(415) 331-9214 voice
(415) 331-1529 fax
mnovia9966@aol.com
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Don Pratt
Kansas City Regional
(913) 814-8961 voice

| (913) 814-8668 fax

dpratt5070@aol.com

Brenda Romano

(310) 443-4562 voice

(310) 2080678 fax
brenda.romano@umusic.com

Tom Schmall

Chicago Regional

(630) 775-2737 voice
(630) 285-1021 fax
tom.schmall@umusic.com

Bobbi Silver
Philadelphia Regional
(215) 297-5462 voice
(215) 297-0916 fax
bobbi@geffen.com

Jeff Stacey

Cleveland Regional
(216) 621-8641 voice
(216) 621-8643 fax

jeff stacey@umusic.com

Tom Starr

Seattle Regional

(206) 505-0655 voice
(206) 505-0656 fax
tom.starr@umusic.com

Rod Stevens

Boston Regional
(781) 224-7969 voice
(781) 245-1986 fax
rodneyhit2@aol.com

Jennifer Zeller

New York Regional

(212) 445-3328 voice
(212) 445-3682 fax
jennifer.zeller@umusic.com

ISLAND DEF JAM
MUSIC GROUP

Maria Aronis.
Sr. Director/National Pop

' Promotion

(212) 333-6737 voice
(212) 333-1093 fax
Maria.Aronis@umusic.com
Mariapromo@aol.com

Karl Bader

Southeast Regional Promotion
Manager

(770) 849-6136 voice

(770) 263-8132 fax
karl.bader@umusic.com

Dale Baird
Southwest/Dallas Regional
Promotion Manager

(972) 919-6349 voice
(972) 919-6302 fax
djboy2@aol.com

| David Bouchard

Northeast Regional Promotion
Manager

(212) 331-2754 voice

(212) 331-2751 fax
dave.bouchard@umusic.com

&

Danny Cooper
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West Coast Regional Promotion |

Manager

(310) 288-5396 voice
(310) 247-1349 fax
danny.cooper@umusic.com

Jim Crowe

Northwest Regional Promotion
Manager

(206) 505-0660 voice

(206) 505-0661 fax
crowman@usa.net

Mike Easterlin

VP/Pop Promotion West Coast
(310) 288-5366 voice

(310) 247-8264 fax

Motti Shulman

National Director/Crossover
Promotion

(310) 288-5327 voice

(310) 247-0648 fax

motti shulman@umusic.com

Tony Smith

VP/Pop & Field Promotion
(212) 333-8038 voice
(212) 445-3487 fax
tony.smith@umusic.com

Kelly Waltace
Midwest/Chicago Regional

| Promotion Manager

michael.easterlin@umusic.com |

eastermike@aol.com

Steve Ellis

Sr. VP/Promotion
(212) 333-8556 voice
ellisnyc@aol.com

Katy Farrell
Mid-Atlantic Regional
Promotion Managert
(301) 429-2434 voice
(301) 429-2397 fax
kathryndc1@aol.com

Doug Hamann
Midwest/Cleveland
(440) 546-1233 voice
(440) 546-1429 fax
dhmn@aol.com

Franco lemmello

National Director/Rhythm-
Crossover Promotion
(212) 333-8588 voice
(212) 603-7954 fax
top40music@aol.com

Michael Kyser

Sr. National Director/Promotion
(212) 445-3632 voice

(212) 445-3650 fax
michael.kyser@umusic.com

David Leach

Exec. VP

(212) 333-8590 voice
(212) 333-1093 fax
david.leach@umusic.com

David McGilvray
Midwest/Kansas City Regional
Promotion Manager

(314) 835-0373 voice

(314) 835-0372 fax
dmack9@aol.com

Rick Michaels
Midwest/Detroit Regional
Promotion Manager
(248) 273-6500 voice
(248) 853-6122 fax
mercpromo@aol.com

Thomas Muzzilio
Southwest/Houston Promotion
Manager

(409) 860-5508 voice

(409) 860-5567 fax

tjam4u@aol.com

Patrick O’Connor

New England Regional
Promotion Manager

(781) 224-7943 voice

(781) 245-4271 fax
patrick.oconnor@umusic.com

Katie Pedretty

Florida Regional Promotion
Manager

(727) 376-6353 voice
(727) 376-2901 fax
allhitskt@aol.com

Marthe Reynolds

Sr. Director/Rhythm-Crossover
Promotion

(310) 288-5309 voice

(310) 247-0648 fax
marthe.reynolds@umusic.com

(630) 775-2730 voice
(630) 285-1720 fax
recordchic@aol.com

Roland West

West Coast/San Francisco
(415) 782-5151 voice
(415) 989-8937 fax
rwestpromo@aol.com

JIVE

Kelly Ashtari

Northwest Promotion Manager
(415) 330-0422 voice

(415) 330-0444 fax
kelly.ashtari@jiverecords.com

Patricia Bock

Sr. Director/West Coast
Promotion-

(310) 247-4305 voice

(310) 247-1869 fax
patricia.bock@zomba-la.com

Joe Daddio
Mid-Atlantic/Northeast
Promotion Manager

(301) 731-3837 voice

(301) 731-3815 fax
joe.daddio@jiverecords.com

Denise George

VP/Promotion

(212) 952-6573 voice

(212) 641-0674 fax
denise.george@jiverecords.com

James Heathfield

Southeastern Promotion
Manager

(770) 414-6261 voice

(770) 492-6703 fax

Jjames. heathfield@jiverecords.com

Karen McLellan

Assoc. Director/AC, Secondary
Promotion

(212) 824-1738 voice

(212) 727-2221 fax
karen.mclellan@jiverecords.com

John “The Horse” McMann

Sr. Director/Rhythm-Crossover
(212) 824-1731 voice

(212) 727-2221 fax
john.mcmann@jiverecords.com

Jessie Maldonado
Promotion Coordinator
(212) 824-1294 voice
(212) 727-2221 fax

jessie. maldonado@jiverecords.com

Michael Patt

National Director/Promotion
(301) 731-3838 voice

(301) 731-3815 fax
michael.patt@jiverecords.com

| Phil Poulos

Southwest Promotion Manager
(972) 480-5188 voice

(972) 580-5136 fax
phil.poulos@jiverecords.com

Jacie Puthoff

Mideast Promotion Manager
(513) 871-2328 voice

(513) 871-5933 fax
jacie.puthoff@jiverecords.com
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Joe Riccitelti

Sr. VP/Promotion

(212) 824-1772 voice

(212) 727-2221 fax
joe.riccitelli@jiverecords.com

Jeff Rizzo

Midwest Promotion Manager
{630) 268-6439 voice

(630) 268-6489 fax
jeff.rizzo@jiverecords.com

MAMMOTH

Steve Leavitt

VP/Promotion

(323) 906-2301 voice

(323) 906-2310 fax
steve_leavitt@mammoth.com

Sean Maxson

VP/Promotion

(919) 932-1882 voice

(919) 933-2206 fax
sean_maxson@mammoth.com

MAVERICK

Dennis Blair

San Francisco Promotion
(415) 281-4230 voice

(415) 281-4262 fax
dennis.blair@maverickic.com

Scott Davenport

Atlanta Promotion

(404) 346-4424 voice

(404) 346-4425 fax

scott davenport@maverickrc.com

Sharon Doheny

Chicago Promotion

(630) 351-3900 voice

(630) 351-1625 fax
sharon.doheny@maverickrc.com

Steve Goldstein

New York Promotion

(212) 603-0719 voice

(212) 247-8733 fax
steve.goldstein@maverickrc.com

Steve Greborunis

Los Angeles Promotion

(310) 385-6437 voice

(310) 385-9386 fax
steve.greborunis@maverickrc.com

Lelle Lutts

Boston Promotion

(781) 937-5600 voice
(781) 937-3994 fax
lelle.lutts@maverickrc.com

John Nagara

Dallas Promotion

(972) 301-3765 voice

(972) 699-9343 fax
john.nagara@maverickrc.com

Tommy Nappi
Director/National Promotion
(516) 692-9695 voice

(516) 692-9730 fax
tommy.nappi@maverickrc.com

Kevan Rabat

Washington, DC Promotion
(301) 371-5380 voice

(301) 371-5361 fax
kevan.rabat@maverickrc.com

Matt Ulanoff

Detroit Promotion

(248) 449-7100 voice.

(248) 548-1411 fax
matt.ulanoff@maverickrc.com

| Ted Volk

Head Of Promotion

(310) 385-6478 voice
(310) 385-9386 fax
ted.volk@maverickrc.com

|

|
‘

|

O
.

MCA

Cat Collins

Atlanta Regional Promotion
Manager

(770) 417-3113 voice
(770) 409-1901 fax

| cat.collins@umusic.com

Bonnie Goldner

VP/Pop Promotion

(212) 841-8085 voice

(212) 841-8166 fax
bonnie.goldner@umusic.com

| Craig Lambert

Sr.vP

(818) 777-2880 voice
(818) 866-1618 fax
craig.lambert@umusic.com

Greg Marella

National Director/Promotion
(818) 777-4055 voice
(818) 866-1608 fax
greg.marellaQumusic.com

Wayne McManners

Dallas Regional Promotion
Manager

(972) 919-6309 voice

(972) 484-0446 fax
wayne.mcmanners@umusic.com
Diane Monk

New York Regional Promotion
Manager

(212) 841-8035 voice

(212) 841-8166 fax
diane.monk@umusic.com

Kenny Ornberg

Minneapolis Regional
Promotion Manager

(612) 903-1214 voice

(612) 829-7857 fax
kenny.ornberg@umusic.com

Rich Pastore

San Francisco Regional
Promotion Manager

(415) 782-5161 voice

(415) 989-8916 fax
richard.pastore@unistudios.com

Debby Peterson
Director/Crossover Promotion
(818) 777-0300 voice

(818) 866-1609 fax
deb.peterson@umusic.com

Joe Reagoso
Director/Pop Promotion
(610) 892-9744 voice
(610) 892-7452 fax

Bruce Reiner

' VP/Crossover Promotion

(818) 777-6197 voice
(818) 866-1609 fax
bruce.reiner@umusic.com

Eric Schneider

Detroit Regional Promotion
Manager

(248) 273-6560 voice.

(248) 273-6591 fax
eric.schneider@umusic.com

Paul Swanson

Chicago Regional Promotion
Manager

(630) 775-2720 voice

(630) 285-1727 fax
paul.swanson@umusic.com

Dwayne Ward

North Carolina Regional
Promotion Manager

(704) 583-0335 voice
(704) 583-0669 fax
dwayne.ward@umusic.com
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PRICRITY

Joey Carvello
VP/Promotion

(212) 352-5360 voice
(212) 337-8120 fax
josephc@priorityrec.com

Gary Marella

West Coast Regional
(323) 993-4573 voice
(323) 463-9789 fax
gary.m@priorityrec.com

Liz Montalbano
VP/Crossover Promotion
(323) 993-4563 voice
(323) 463-9789 fax
lizm@priorityrec.com

Jennifer Norwood
Northeast Regional

(212) 352-5352 voice
(212) 627-5555 fax
jennifern@priorityrec.com

Kathie Romero
Southwest Regional
(817) 251-6369 voice
(817) 488-7327 fax
kathie.r@priorityrec.com

Lisa Van Welf
Southeast Regional
(770) 622-2565 voice
(770) 622-2127 fax
lisav@priorityrec.com

RCA

Aaron Borns

Boston Regional

(781) 794-0214 voice
(781) 794-0199 fax
aaron.borns@bmge.com

Ray Carlton

VP/Pop Promotion
(310} 358-4056 voice
(310) 358-4031 fax
ray.carlton@bmge.com

Jimmy Fay

New York Regional
(212) 930-4518 voice
{212)-930-4019 fax
jimmy.fay@bmge.com

Artie Gentile

San Francisco Regional
(415) 330-0407 voice
artie.gentile@bmge.com

Ron Geslin

Sr. VP/Promotion
(212) 930-4901 voice
(212) 930-4546 fax “
ron.geslin@bmge.com

Barry Griffin
Mid-Southeast Regional
(770) 414-6275 voice
(770) 414-6265 fax
barry.griffin@bmge.com

“BeBop” Jean Hobel
Atlanta Regional

(770) 414-6283 voice
(770) 414-6265 fax
jean.hobel@bmge.com

~
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Amy Kaplan

Chicago Regional

(630) 268-6421 voice
(630) 268-6417 fax
amy.kaplan@bmge.com

Mark Landis

Dallas Regional

(972) 480-5183 voice
(972) 480-5182 fax
mark.landis@bmge.com

Tony Monte
VP/Rhythmic Promotion
(212) 930-4107 voice
(212) 930-1659 fax
tony.monte@bmge.com

Eric Murphy

VP/Pop Promotion

(212) 930-4182 voice
(212) 930-1328 fax
eric.murphy@bmge.com

Michael Pivar

Seattle Regional

(206) 439-9169 voice
(206) 439-9247 fax
michael.pivar@bmge.com

Tommy Schoberg

DC Regional

(410) 549-5190 voice

(410) 549-5191 fax
tommy.schoberg@bmge.com

Beau Siegel

Minnesota Regional
(612) 896-1308 voice
(612) 896-1337 fax
beau.siegel@bmge.com

John Strazza

Sr. Director/Rhythm Promotion
(212) 930-4213 voice

(212) 930-1659 fax
John.strazza@bmge.com

Kim Travis

Detroit Regional

(248) 952-6524 voice
(248) 952-6537 fax
kim.travis@bmge.com

Kristia Vavak

Los Angeles Regional
(310) 358-4055 voice
(310) 358-4031 fax
kristia.vavak@bmge.com

RED ANT

Ray Anderson

Sr. VP/Promotion
(310) 858-4026 voice
(310) 858-4140 fax
rayand@red-ant.com

Steve dacobs

Southwest Regional Manager
(972) 669-8160 voice
stejac@red-ant.com

Mike Lieberman

West Coast Regional Manager
(310) 858-4025 voice

(310) 858-4041 fax
miklie@red-ant.com

Philip Mataragas
VP/Crossover Promotion
(212) 995-7805 voice
(212) 995-7815 fax
phimat@red-ant.com

George Silva

VP/Pop Promotion

(914) 395-1357 voice
(914) 395-1159 fax
merlin0809@earthlink.net

Jim Stein

VP/Pop Promotion
(310) 858-4029 voice
(310) 858-4140 fax
jimste@red-ant.com

Scott Townsend

East Coast Regional Manager
(410) 203-0428 voice

(410) 203-0429 fax
clownboy2@msn.com

REPRISE

Barb Balchick

Cleveland Regional Promotion
(330) 405-1518 voice

(330) 405-2713 fax
bbalchick@wbr.com

Jerry Barrett

Dallas Regional Promotion
(972) 301-3711 voice
(972) 983-1123 fax
jbarrett@wbr.com

Phil Costello

Sr. VP/Promotion
(818) 953-3777-voice
(818) 953-3306 fax
phil.costello@wbr.com

Tom Cunningham

New York National Promotion
(212) 275-4822 voice

(212) 275-3526 fax
tcunningham@wbr.com

Dave Derkowski

Charlotte Regional Promotion
(704) 544-6554 voice

(704) 544-6585 fax
dderkowski@wbr.com

Rich Garcia

Denver Regional Promotion
(303) 554-1402 voice

(303) 554-1408 fax
rgarcia@wbr.com

Sergio Goncalves

Assoc. Dir./National Promo &
Special Markets

(818) 953-3721 voice

(818) 840-2409 fax
sgoncalv@wbr.com

Andrew Govatsos

Boston Regional Promotion
(781) 937-5600 voice
(781) 937-5583 fax

agovatos@wbr.com

Patrick Grueber

Chicago Regional Promotion
(630) 351-3900 x 335 voice
(630) 351-1625 fax

| pgrueber@wbr.com

‘ Warren Hudson

Atlanta Regional Promotion

| (404) 346-6225 voice

(404) 346-4425 fax
whudson@wbr.com

Tim Hurst

Cincinnati Regional Promotion
(606) 331-3102 voice

{606) 331-3103 fax
thurst@wbr.com

Kim James

Houston Regional Promotion
(281) 983-5584 voice

(281) 983-5369 fax
kiames@wbr.com

Bill Janis

Nashville Regional Promotion
(615) 748-8000 voice

(615) 214-1419 fax
bjanis@wbr.com

Leah Kiyonaga
Philadelphia Regional
Promotion

(609) 467-4040 voice
(609) 884-3256 fax
Ikiyonaga@wbr.com

Vicki Leben

VP/Top 40 Promotion
(818) 953-3730 voice
(818) 840-2409 fax
vicki.leben@wbr.com

Michelie Linver

Detroit Regional Promotion
(248) 449-7100 voice
(248) 449-7190 fax
miinver@wbr.com

Tommy Page

New York Regional Promotion
(212) 603-0705 voice

(212) 401-0727 fax
tpage@wbr.com

Scott Perlewitz

San Francisco Regional
| Promotion

| (415) 281-4249 voice
(415) 281-4211 fax
sperlewitz@wbr.com

Kim Pool

St. Louis Regional Promotion
(314) 367-4405 voice

(314) 367-4310 fax
kpool@wbr.com

Katie Seidel

Los Angeles Regional
Promotion

(818) 562-9624 voice
(818) 953-7242 fax
kseidel@wbr.com

Bob Smith

Seattle Regional Promotion
(206) 521-4226 voice
(206) 623-6942 fax
bsmith@wbr.com

Bob Weil
National Director/Pop
Promotion

(818) 953-3751 voice
(818) 840-2409 fax
bob.weil@wbr.com

|
RESTLESS

Ric Austin

Southeast Regional
(407) 658-5845 voice
(407) 658-5844 fax
ricaustin@restless.com

Dave Darus

Sr. VP/Promotion

(323) 957-4357 x 239 voice
| (323) 465-5791 fax

daved@restless.com

Jeff Davis
| VP/Promotion
(847) 854-9537 voice
(847) 854-9539 fax
jdparman@aol.com

Prince Ice

National Mix Show/Street Team
(323)957-4357 x 238 voice
(323) 469-0146 fax
princei@restless.com

Michael Karsting
West Coast Regional
(310) 358-4156 voice
[ (310) 358-4336 fax
radiopimp@aol.com

www americanradiohistorv com
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Jim Kelly

Midwest Regional

(440) 937-0013 voice

(440) 937-0014 fax
Jjimk@restless.com

Pat Martine

VP/Promotion

(323) 957-4357 x 245 voice
(323) 465-5791 fax
patm@restless.com

Mark Radway
Northwest Regional
(253) 520-8418 voice
(253) 520-8422 fax
radway@earthlink.net

Rick Sackheim

National Director/Crossover
Promotion

(323) 957-4357 voice
(323) 469-0146 fax
offdalip@aol.com

John Souchack
Northeast Regional
(212) 930-6797 voice
(212) 930-6633 fax
johns@restless.com

Denise Wilke

Midwest Regional
(630) 268-6486 voice
(630) 268-6458 fax
denisew@restiess.com

squInT

Lindsay Fellows
Director/National Promotion
(310) 545-4032 voice
(310) 545-2042 fax
lindsayf@squinterland.com

Stephen Prendergast

Vice President

(310) 545-4032 voice

(310) 545-2042 fax
stephenp@squinteriand.com

THUMP

Jon Henriquez
Director/National Radio
Promotion
(909) 595-2144 voice

| (909) 598-7029 fax

\ jon.henriquez@thumprecords.com

T

Lee Arbuckl