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Collins Sets AC Record

Phil Collins proves he’s still the guy at AC: “You'll Be
in My Heart” sets a new
R&R AC record for most
adds (101) in a single week.
Congratulations to the staff
of Hollywood Records for an
explosive first week for the
first single from the Disney
motion picture Tarzan.
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Among the exciting content in R&R'’s fourth annual

Alternative special: A series of music meetings at

the format’s leading stations, a discussion of the

Tender

Fun Lovin’ Criminals
Big Night Out

Gomez
Bring It On

Furslide

Love Song

On tour with Mojave 3:
April 10 Washington DC 11 Philedelphia PA 13 Cambridge MA

Lenny Kravitz

Manic Street
Preachers

If You Tolerate This
Your Children Will Be Next

Placebo
Every You Every Me

14 Hoboken NJ 15 New York NY 17 Toronto ONT 18 Detroit M|
20 Chicago IL 21 Minneapolis MN 23 Boulder CO 25 Phoenix AZ
27 Los Angeles CA 28 San Francisco CA 30 Portland OR

May 1 Vancouver BC 2 Seattle WA

| On Tour Now!
“More passionate, more powerful, more angry, more intelligent
B L T and more relevant that any other band on the planet”
MANIC STREEY PREACHENS Esquire
et | "That it uitimately stands as a huge achievement and a record
. = | that could well appeal to the masses is not only testament to
Ry their tenacity, bu: near-confirmation of their regular claim to
| being the most important band of the decade’” Q

On tour with Stabbing Westward:

l| April 11 Vancouver BC 12 Seattle WA 13 Portland OR
15 San Francisco CA 16 Los Angeles CA

Skunk Anansie
Charlie Big Potato

1999 Vi Rocords Arerca, fe

On tour with Rammstein:
= Sanil June 1 Washington DC 2 Philadelphia PA

4 New York NY 5 Boston MA 6 Montreal QUE
7 Toronto ONT 8 Detroit Ml 10 Cleveland OH
11 Chicago IL 12 San Francisco CA* 14 Los Angeles CA*

* Solo dates

® role of hip-hop in the Alternative world and a

TH[ INDUS"R yfs N[WSPAPER conversa.tion with Reprise President Howie Klein.

It all begins on Page 33.

thrill
seekers

from the new album
13

from the new album
100% Colombian

from the debut album
Adventure

the debut album featuring

78 Stone Wobble
and

Get Myself Arrested

from the platinum album
5

from the #1 UK album
This Is My Truth
Tell Me Yours
In stores June 8

from the new album
Without You
I'm Nothing

Also featured on

Music From The Original
Motion Picture Soundtrack

Cruel Intentions

Enhanced CD single in stores
everywhere April 20
Includes music video

Look for the new album
Post Orgasmic Chill
this August.

Yt

www.wirginrecords.com
AOL Keyword: Virgin Records
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“almost doesn’t count’

The follow-up to her
3 consecutive smash hits

the #1 Grammy-winning

“The Boy Is Mine,”

“Top of the World”

& the #1 smash
“Have You Ever?”

From the album
NEVER SAY NEVER

Over 6 million sold worldwide

Produced by Fred Jerkins, llI
for F.J. Productions, Inc.
and Guy Roche

' Impactmg At Pop Radio Now!!!

’ Already On:
\ } WKTU 790
WFLZ KUBE

KSLZ WWKX Almost

WJMN KBMB . 3 PLATINUM

@ = @RB&R CHRIRhythmicG% : : °"""9 SU"f’F’Y?
31* - 24* BDS Rhythmic by May 16th. -
D33* BDS Crossover : e - o

Tune in to VH-1‘s DIVAS LIVE April 13th!!!
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management + marketing : sales

Depression is so common that it’s often
called “the common cold of mental
ilinesses.” But employee assistance
provider Linda Madonna says depression
often goes undetected until the
symptoms are severe. Madonna offers
tips on how to recognize the disease and
steps to treat it. Also this week,
management expert Dick Kazan has an
inspiring account of a man who took
himself from the depths of poverty to the
top of his field, and includes four sales
tips that you can use.

Pages 10-14

CHANCELLOR S O’KEEFE

8 When Chancellor Media
[ purchased Pyramid
B Broadcasting a few

B vears back, one of its
|| prized assets was in the
| form of one Ken
.| O’Keefe, a former

i investment banker-
turned-radio
broadcaster. O'Keefeg,
now the No. 2 man in
the Chancellor radio hierarchy, is the
subject of Erica Farber's Publisher’s
Profile.

Page 160

= Radio legend Jay Cook mourned

= Westwood One ceases
Mutual operations

« Peter Connolly appointed GM
for WMXD/Detroit

= Pat Paxton OM, Ron Valeri PD as
WEGQ/Boston adopts Rhythmic AC

Page 3

{ CHR/POP

* SUGAR RAY Every Morning (Lava/Atlantic)

CHR/RHYTHMIC

*TLC No Scrubs (LaFace/Arista)

URBAN

« ROOTS {/ERYKAH BADU You Got Me (MCA)

URBAN AC

» TYRESE Sweet Lady (RCA)

COUNTRY

« LEE ANN WOMACK I'll Think Of A Reason Later (MCA)

AC

* SARAH MCcLACHLAN Ange! (Warner Sunset/Reprise)

HOT AC

* SUGAR RAY Every Morning (Lava/Atlantic)

NAC/SMOOTH JAZZ

* BONEY JAMES Into The Blue (Warner Bros.)

ROCK

» COLLECTIVE SOUL Heavy (Atlantic)

ACTIVE ROCK

* COLLECTIVE SOUL Heavy (Atlantic)

ALTERNATIVE

« LIT My Own Worst Enemy (RCA)

ADULT ALTERNATIVE

» COLLECTIVE SOUL Run (Hoflywood/Atlantic)

NEWSSTAND PRICE $6.50

THE INDUSTRY’S NEWSPAPER

Chancellor Assumes Top
Post On BIA Group List

m Chancellor-Capstar, Jacor-Clear Channel Merger

accounted for on new list; Citadel joins ranks

Including all 1998 revenues for Capstar and other pending
acquisitions, the Chancellor Radio Group brought in $1.9 bil-
lion last year, $200 million more than No. 2 CBS. Clear Chan-
nel placed third: Its $1.2 biilion includes "98 Jacor revenue.
The lone new addition to the top 10 is Citadel. Together, the
top 10 groups accounted for 62%, or $6.2 billion, of the $10.2

billion all commercial radio stations pulled in last year.

Rank Owner Revs Stations  '97 Rank*
1 Chancellor Media Corp. 1,868 469 2
2 CBSCorp. 1,661 163 1
3 Clear Channel Communications 1,209 456 5
4 ABCinc. 3549 43 6
5 CoxRadiolInc. 285.2 58 7
6 Entercom 199.3 43 N/A
7  Heftel Broadcasting Corp. 183.5 41 9
8 Susquehanna Radio Corp. 162.6 23 10
9 Emmis Broadcasting Corp. 1585 16 8

10  Citadel Communictions Corp. 156.1 106 N/A
Revenue estimated in millions  *Estimated '97 revenues  Source: BIA

Riccitelli Rises
To Jive SVP/Promo

lee Records has tapped Joe
p Riccitelli as
its new Sr.
VP/Promo-
tion. Based in
.8 New York, he
* ] will oversee
N promotion at
the CHR/Pop,
CHR/Rhyth-
mic, Rock
and AC for-
mats for Jive
and the Zom-
ba Group of labels. He reports
to Jive President Barry Weiss.

Commenting on Riccitel-
li’s appointment, Weiss said,
“It’s a great pleasure to have
this seasoned promotion ex-
ecutive aboard as the newest
member of our rapidly ex-
panding company.”

Riccitelli added, “Joining Jive
at this time is extremely exciting.

RICCITELLI/See Page 16

Riccitelli
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Radio Stocks Enjoy
Sunny Side of Wall Street

M R&R/Bloomberg index returns to record levels

By JEFFREY YORKE
R&R WASHINGTON BUREAU CHIEF
yorkedial@aol.com

If Don Imus were a man of his
word, he would have pulled the
plug on his syndicated /mus in
the Morning about two weeks
ago. That’s when CBS’ stock hit
the magic number, $40 per share
— a point at which Imus had
long told listeners to the 100-
plus stations that carry his show
that the veteran talker would
pack it in. But, like a lot of Wall
Street players who have come to
know and love radio stocks,
Imus has grabbed on for a long-
er, tighter hold on the sharehold-
er’s skyrocket.

Recently, Imus has said his
new magic number is $50 per
share, and it’s understandable
why anyone would want to en-
joy the ride longer. Over the
past two weeks, the R&R/
Bloomberg Radio Stock index
has risen 16%, matching or ex-
ceeding performance across
broader exchanges.

The radio index is nearly dou-
ble its 52-week low point last
fall, when concerns about the
economy and consumer spend-
ing slowed the entire market. But
because of robust revenues and
a proven track record of surviv-
ing scares, Wall Street investors

STOCK/See Page 23

Yahoo! Links To
Broadcast.Com

BY MATT SPANGLER
R&R WASKINGTON BUREAU
spangler@rronline.com

Last week, Internet audio and
video leader Broadcast.com
was snared by the giant of the
World Wide Web, Yahoo!, in a
deal initially valued at $5.7 billion.
For the 385-plus radio stations
with links on Broadcast.com’s
site, the marriage of the two
companies may potentially at-
tract millions of new listeners
and 'Net surfers.

“It means a lot more hits on
my site,” said Ray Templin, pro-
motions Coordinator and Web-
site Manager for Sports WDFN-
AM/Detroit, whose site is only
accessibie via Broadcast.com.

Templin told R&R that WDFN's
site averages about 20,000 hits
per day, but that may increase

YAHOO!/See Page 23

It’s ABird, It's A
Plane, It’s ... Splat!

Oldies KJR-FM/Seattle told listeners that morning team member
Chris Cruz (waving, upper left) would attempt to break a world record
for the world's highest trampoline jump last Thursday. To the shock
and horror of those who showed up for the leap, he missed! Luckily, it
was only a dummy ... and an elaborate April Fool's joke. For more

foolish behavior, see Street Talk on Page 24.

You've Got Mel!
Is AOL buying CBS?

By JEREMY SHWEDER
R&R WASHINGTON BUREAU
jshweder@rronline.com

What do you get when you com-
bine CBS and AOL? A little more
than alphabet soup. A wild and fast-
moving rumor that the top-ranked
online service company would pos-
sibly buy the TV and radio broadcast-
er catapulted CBS stock on Tuesday,
as investors reacted rapidly on the
word that a buyout or a combination
of two entities may occur.

The rumor was started by a San
Jose Mercury News columnist,
who wrote an article appearing in
last Sunday’s (4/4) editions that,
quoting unnamed sources, said a
purchase of CBS by America On-
line was imminent.

A CBS spokesman declined to
comment on the story, but a source
within CBS laughed off the idea as

AOL/See Page 23

chancellor Resets
SF Exec. Lineup

B Cunningham, Haight
Take KYLD, KMEL Posts

By Tony Novia
R&R CHR EDITOR
tmovia@rronline.com

Chancellor
Media has
made three |
significant |
management
appointments
at its San
Francisco ra-
dio stations:
Joe Cunning-
ham, GSM of
CHR/Rhyth-
mic KYLD-
FM (Wild 94.9), has been ele-
vated to GM. Concurrently,
CHR/Rhythmic KMEL-FM
GSM Dan Haight has ascended
to Station Manager. Cunningham
has been GSM at KYLD since
1995. Before that, he served as

CUNNINGHAM/See Page 16

Haight

RADIO’S BEST VALUE IN A DAILY FAX — JUST $10 PER MONTH! Call (310) 788-1625.
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Most Added!

KIIS KRBE KHKS
KDWB KZQZ WBMX
KKRZ WHYI KBKS
KLLC WKRQ WSSR
KZHT KDMX WXSS
KHTS WPST KCHZ
KBBT KFMB WSHE

“I have seen the future
of pop music and it goes
by the name of Robbie

Williams.”
—Dan Kieley,

KIIS-FM, Los Angeles

“l couldn't add this quick

enough! Guaranteed #1!”
—Rob Roberts,
PD/Y100, Miami

“One of the freshest
purest talents to emerge
in quite some time.
Robbie Williams is going
to blow up in 1999!”
—Eric Bradley,
B96, Chicago

e gl

“Hands down Robbie
Williams will be one of
the biggest artists of

the year.”
—Jay Michaels &
John Peake, KRBE

robbie williams Walll[Zalal i i

The first single from the debut album
(landing May 4)

Produced by Guy Chambers and Steve Power
Mixes by Steve Power and Jack Joseph-Puig

Management: ie Music Ltd.
www.robbiewilliams.co.uk hollywoodandvine.com

©1999 Capitol Records, Inc.
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WW1 Signals

Mutual’s Demise

I NBC News feeds also
trimmed in consolidation

BY JEREMY SHWEDER
R&R WASRINGTON BUREAU
Jjshweder@ rronline.com

Westwood One, admittedly
“overextended” in its branded news
operations, has decided to cease
operations of the historic Mutual
News service in addition to limit-
ing feeds of the NBC News net-
work to weekday mornings.

The changes, effective April 18.
will affect close to 700 affiliates
that carry both news services.
More than 300 affiliates carry the
Mutual News network. Already 12
people, including six news an-
chors, have been let go from CBS
Radio News, which produces the
Mutual feeds.

The once-proud Mutual network,
which began in the mid-1930s as
the Mutual Broadcasting System,
had fallen on hard times recently, as
subscribers turned to more well-
known news brands and the cus-
tomer base increasingly became
small-market stations, WW1 Sr.
VP/Affiliate Relations Nick Kier-
nan said.

“The Mutual brand name was a
great name in the 30s, *40s and
’50s for radio, but the dynamics
and economics of the news busi-
ness have made the value of that
brand diminish,” he said.

MUTUAL/See Page 23

Connolly Now VP/GM
At WMXD/Detroit

Peter Connolly, who has served
as VP/GM of Chancellor Media’s
WDFN-AM & WWWW-FM/De-
troit, has added additional duties
at Urban AC WMXD-FM. He
succeeds Verna Green, who will
continue to serve full-time as VP/
GM of Urban sister WILB-FM.

“As we continue to enhance
WILB’s position as the leader of
the Detroit radio market, Verna’s
skill. experience and enthusiasm
are needed more than ever at the
station,” Chancellor Sr. VP/
Regional Operations John Ful-
lam commented. “This move
will make both stations stronger
and improve our opportunity for
growth in the Detroit market.”

Connolly joined Chancellor’s
Detroit stable — which also in-
cludes WKQI-FM & WNIC-FM
— in sales at WKQI, where he
rose to GSM in 1992 under then-
owner Broadcast Partners. He be-
gan his career as an AE in New l
York. working at such stations as |
WPLJ, WOR and WPAT. |

CIRCULATION:

NEWS DESK:

R&R ONLINE SERVICES:
ADVERTISING/SALES:

KFWB-AM/Los Angeles recently picked up the syndicated simulcast of
CNN’s Larry King Live, which will air weeknights from 8-9pm on the News
staton. KFWB morning anchors Dan Avey (1) and Kathleen Sullivan (r) came
out o greet King in Hollywood last week and welcome him to the lineup.

Radio Legend Jay Cook Dles At 61

Jay Cook, a longtime radio industry 777
veteran who at one time served as Presi- 4”4
dent of Gannett’s radio division, died last
Friday (4/2) after a long battle with lung
cancer. He was 61. ba

Cook began his career in his hometown of |}
Memphis, at then-RKO-owned WHBQ-
AM. It was at WHBQ that he rose to prom-
inence as a radio personality. From there,
Cook relocated to the City of Brotherly
Love, spending 14 years at WFIL/Philadel-
phia. Ten of those years were as the legend-
ary Top 40 station’s PD.

His performance at WFIL earned Cook a promotion, and then he took
over national programming duties for parent Combined Communications.
Shortly thereafter, the company became Gannett Radio.

In 1980, Cook became Station Manager for KSD-FM/St Louis, and
in 1983 he was promoted to President/GM at WIQI/Tampa. In 1986,
Cook joined KKBQ/Houston as President/GM and was promoted soon
after to President of Gannett’s radio division, based out of KIIS/Los
Angeles. In 1992, Cook became President/GM at WUSA/Tampa. He
retired in 1994,

Funeral services were held Tuesday in Clearwater, FL.. Cook is survived
by his wife Carolyn, his daughter Susan and his son John.

Sands Stars As KFMB-FM/SD PD

Scott Sands, who previously served as Tralyn Broadcasting Corporate
VP/Programming & Operations as well as PD/mornings at the compa-
ny's CHR/Pop WLNF/Biloxi-Gulfport, MS, has joined Midwest Televi-
sion’s Fop/Alternative KFMB-FM (Star 100.7)/San Diego as PD. He
succeeds Tracy Johnson, who was elevated to VP/GM in May 1998.

Johnson told R&R, “Scott’s background as a tremendous air personali-
ty and his strong programming ability make him a perfect fit for our
personality-oriented station. I've known Scott for almost 10 years and al-
ways hoped to work with him; we can finally make that happen.”

Sands added, “One visit to San Diego made it clear to me why so many
people immediately fall in love with this city. It’s a dream come true to
be able to work with moming talents Jeff and Jer. When you add in [Star
personalities| Jagger & Kristi, Anita Rush, Jen Sewell and the rest. you
realize this is a very special place.”

Before joining Tralyn, Sands held the OM position at WABB/Mobile.
He has also programmed WXLT/Baton Rouge; WNSL/Laurel, MS; and
WZBQ/Tuscaloosa. AL.

Cook

310-788-1625  310-203-8727
310-788-1699  310-203-9763
310-553-4056

moreinfo @ rronline.com
newsroom @ rronline.com
310-788-1675 jil@rronline.com

310-553-4330 310-203-8450 hmowry @ rronline.com
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Entercom’s WEGQ-FM/Boston
jettisoned its Classic Hits presema-
tion and “Eagle 93.7” mon-
iker last Thursday (4/1) at |-
3pm, becoming “The §
Rhythm of Boston — Star |
93.7 Zapoleon Media
Strategies consultant Pat
Paxton will serve as the
station’s OM, as well as be- | -
coming Entercom’s Direc- [
tor/AC & CHR Program-
ming. Ron Valeri, who has
been Marketing Dir. of Ac-
tive Rock sister WAAF-
FM, transfers to Star as PD. WEGQ
is now playing rhythmic AC titles
from the *70s, "80s and 90s by such
artists as Mariah Carey, Whitney
Houston and Madonna. It’s also
seeking new calls WQSX-FM.

Entercom President/COO David
J. Field said of Paxton, “We’'re

Paxton

Eagle Flies As Star Shines At WEGQ/Boston

thrilled to be able to recruit Pat to

join our company. He’s achieved an
2 =3 enormous amount of indus-
try success, building strong
i radio brands. His contribu-
tions within our company
will be great.”

VP/GM Bruce Mittman
added. “Through multiple
extensive research studies,
we've identified a fantastic
opportunity to fill a market
void for rhythmic-based hit
music targeted at adults.
We've built an outstanding
team to develop and execute the
format. This will be a highly enter-
taining, exciting and fun station.”

Paxton told R&R, “1 really en-
joyed consulting. With the corpo-
rate duties and being ‘hands-on’

PAXTON/See Page 16 .
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Christian Captures KXL/Portland PD Post

HOW TO REACH US AADIO & HECORDS INC. / 10100 SANTA MONICA BLVD., 5TH FLOOR, LOS ANGELES; CA 90067

OPPORTUNITIES/MARKETPLACE: 310-788-1621
EDITORIAL, OTHER DEPTS:
WASHINGTON,

NASHVILLE BUREAU:

KWIN/Stockton PD John Christian has been appointed PD at new
CHR/Rhythmic KXL-FM (Jammin’ 95.5)/Portland. He replaces Carl
Widing, who exits the station, which was recently purchased by billion-
aire Paul Allen.

Christian told R&R, “I am thrilled to be moving to the Rose City, and I'm
looking forward to dominating the Top 40 market for years to come in Port-
land. We have our work cut out for us, because there is a heritage station here
that is very strong and very solid. Jammin’ 95.5’s format has been embraced
by the market thus far. and indications are that we are going to win."

Prior to joining KWIN, Christian ran his own company, Pick Hits
Entertainment. He has also served as PD/MD of the former KQHT/
| San Jose, moming show co-host at KQMQ/Honolulu and on-air tal-
| ent at KSMJ/Sacramento. '

WEBSITE: www.rronline.com

<D G

310-203-8727  kmumaw @ rronline.com
310-203-9763

GED

310-553-4330
202-463-0500

maitroom @ rronline.com

DC BUREAU: 202-463-0432 rrdc @ rronline.com

615-244-8822 615-248-6655 thelton @ rronline.com
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Microradio Licenses
May Be Delayed Until 2000

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

Hopeful microbroadcasters who think they may get licenses
as early as this summer should take a seat: It’s going to be a long
wait. Officials at the FCC told R&R this week that requests to
extend the comment period on the proposal — filed by such groups
as the Walt Disney Co., the NAB, National Public Radio and 49
state broadcaster associations, among others — raise the question
of whether the FCC can sort through the questions, comments
and objections in a timely manner.

When the FCC proposed the ser-
vice in January, Mass Media Bureau
Chief Roy Stewart said that the first
licenses might be made available this
summer. But several weeks ago. the
commission set June | as the com-
ment deadline and July 1 as the dead-
line for responses. The commission
now unofficially acknowledges that
there will likely be many obstacles
to meeting that response deadline.

While one official told R&R that
in the “best-case scenario.” the first
low-power FM (LPFM) licenses
would be issued in the middle of next
year, some on Capitol Hill suspect
that objections from legislators have
gotten through to the bureaucrats.

“It’s pretty clear that Chairman
Kennard has gotten our message.”
Ken Johnson, spokesman for micro-
broadcasting critic Rep. Billy Tauzin,

_RADIO BUSINESS

told R&R. "Before the FCC proceeds
with this new policy. the agency
should first consult with Congress.
There has been a prohibition against
these kinds of licenses for 20 years,
and to reverse course is a huge poli-
cy decision. The last time I looked,
policy is determined by Congress and
carried out by the FCC. not the other
way around.”

Johnson added that “Billy has had
a number of conversations with Ken-
nard on this topic. A recent conver-
sation lasted more than an hour”
Johnson seemed pleased that the pro-
posed issuance of low-power licens-
es could be delayed until mid-2000.

“We get the distinct impression
that Bill Kennard had drawn a line in
the sand on this subject. By mid-2000

MICRORADIO/See Page 8

New Radio Group Goes Public

[ RadioWorld plans to buy struggling FMs in major markets

BY JEREMY SHWEDER
R&R WASHINGTON BUREAU
Jjshweder@ rronline.com

RadioWorld Corp., a group that owns no radio stations and
has directors who have almost no radio experience, joined the
ranks of Infinity, Emmis, Cox and other publicly traded radio
companies last week when it declared an IPO.

With little fanfare, RadioWorld
began trading on the OTC bulletin
board under the symbol “RAWOQO"
after it merged with an existing pub-
lic company. Intercom Technologies
Corp., a maker of public address sys-
tems.

While RadioWorld has little his-
tory. it does have grand goals. Al-
though it is controlled by American
investors, the New York City-based
group is run by Swiss citizens Marc
Deschenaux, Philippe Schaerrer and

Frederic Carbonnier, all of whom
have financial or technical back-
grounds. RadioWorld’s strategy is to
build a network of FM radio stations
all connected to a single program-
ming studio.

The group expects to own about 10
EM stations within a year. mostly big-
miarket properties on the East and West
coasts that are struggling financially,
said Carbonnier. VP/Treasurer for
RadioWorld. **We hope to build some-
thing larger over the years.” he added.

The company is building a central
studio in Los Angeles from which it
will broadcast a mix of business and
technology news. as well as a music
format. Individual stations will also
have some local programming. Car-
bonnier said.

RadioWorld raised about $25 mil-
lion in its IPO and has another $50
million in capital that it can use to
purchase stations. RadioWorld
founder Deschenaux also started CD
World. which is RadioWorld's larg-
est single investor, with a 25% stake.
CD World, a maker of systems that
create personalized CDs, said this
week that it would invest another $2
million in the company.

Bloomberg “Zz72zs*

FCC Expected To Thaw “Frozen” Licenses

. FCC officials told R&R last week that an order resolving the roughly

160 cases halted by the Supreme Court's 1994 Bechtel decision (those
that haven't since been settled) is on the *fast track.” The Bechtel ruling
froze applications for broadcast licenses that had been partially processed
by the FCC, including several that had gone through some stages of com-
parative hearings. Once the new order is released, the FCC will release a
series of public notices detailing broadcast auction proceedings, includ-
ing when applications should be filed, what documents must be filed, and
auction methodologies.

Kennard Backs Disabled Center Initiatives

CC Chairman Bill Kennard told the nonprofit Radio Center for People

with Disabilities late last month that the commission will“provide what-
ever support we possibly can”for the center’s efforts to boost radio station
ownership and employment opportunities for disabled people. The Chicago-
based center — which recently received financial backing from Arbitron, and
whose annual budget s estimated at $600,000-$700,000 — is currently seek-
ing funding from groups such as Emmis, Clear Channel and others, and from
advertisers such as JC Penney. The center also hopes to take advantage of
state laws favoring businesses owned by the disabled in order to set up
incubator companies in which disabled sales forces would sell time on group-
owned stations. Another goal of the center is to train the disabled for sales,
traffic, production and other jobs. Kennard has also agreed 1o appear as a
guest on On a Roll, a program hosted by Greg Smith (who has muscular
dystrophy). On a Rollwill soon be syndicated by the center on more than 20
stations nationwide.

CBS Reportedly Talking With GM
about $50-Million Ad Deal

General Motors is in talks with CBS Plus regarding an ad deal worth
more than $50 million, according to this week’s Advertising Age. The
deal would include time onTV and radio, and on syndicated programming
such as that produced by King World, acquired by CBS last week. CBS
declined to comment on the story, while GM could not be reached.

FCC Grants Waivers For ABC Radio-TV Ownership

he FCC approved ABC'’s purchase of Chancellor Media's WMVP-AM/
Chicagoand illinois Lotus’ WDDZ-AM &WRDZ-AM/Chicago, and grant-
ed one-to-a-market waivers for WMVP and WRDZ last week, ruling that a

Continued on Page 8

R&R/Bloomberg Radio Stock Index

This weighted index consists of all publicly traded companies that derive
more than 5% of gross revenues from radio advertising.

Change Since

One Year Ago  One Week Ago  3/26/99 One Year Ago One Week Ago

Radio Index 233.65 270.66 261.39 +15.84% +3.55%
Dow Industrials 8994.86 9832.51 9822.24 +931% +.10%
S&P 500 1110.67 1293.72 1282.80 +16.48% +85%

That's right. You can broadcast live
from Comedy Central’s RadioActive
Studios in N.Y.C. We'll provide you with
top quality comedy guests, ISDN hook-up
and equipment, an on-site engineer, tickets
to Comedy Central's The Daily Show with
Jon Stewart, and all the coffee you can drink!

Over the last three years we've had visits

from WHFS, KLOL, WNNX,
KSHE, WIYY, WHJY, ./
WKSS, WMRQ i

and many more.
> vy
ComE

For more information contact
Joe Lyons,
212-767-8750

jlyons@comcentral.com

www.americanradiohistorv.com
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THESE RADIO STATIONS A
TREMENDOUS WINNERS.

Why has an A.C. station like 99.9 KESZ in Phoenix moved from the #4 ranked station 25-54 Adults
to a strong #1 rank since we began working with them just 16 months ago? Why has an alternative
station like 107.7 WRAX (The “X”) in Birmingham more than doubled its ratings since we became
their partners and is now the #1 non-ethnic station among 18-49 Adults? Why does a long-time
country leader like WIVK in Knoxville, despite tough competitive attacks, retain the largest 25-54
adult share (23.1 share) of any country station in the top 90 U.S. markets?*

A common thread is in their strategic thinking. And the company that these stations — and dozens
of others in the 1op American metros — have chosen as partners for research and powerful strategic
thinking is Moyes Research Associates. Perceptual research and guidance in winning strategy is all
we do...it’s our sole focus.

Now, can we admit something? We can help many stations to move ahead and stay ahead, but, in
some situations, it’s just not a good “fit” for one reason or another. We're very up-front about that
early on, and, if we think it’s not a good fit, we’ll tell you so and why...and we encourage you to do
the same with us. If you’d like to discuss your situation to see if we can be of help, just call and ask to
speak with either Bill Moyes, Mike Shepard, or Don Gilmore. We'll be happy to talk with you.

*All ranks and shares are from Fall 1998 Arbitron, Mon-Sun, 6AM-Mid.

s,

Mike Shepard Bill Moyes Don Gilmore
Senior VP President Executive VP

Moyes Research Associates

AMERICA'S LEADING STRATEGIC ADVISORS

I BLvD.

205 EastT CHEYENNE Mou AIN
80906

N
CorLorRADO SPRINGS, CO
719.540.0100

T
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RADIO BUSINESS

o WBIZ-AM & FM, WMEQ-AM Dollars This Week: $32,767,500

g %Bgﬁm.pm Claire. WI (Last Year: $5,380,250)
-FM/Eau Claire, , , ]

$14.8 million Stations Traded This Year: Lt r.?g.;:)’

TRANSACTIONS

DEAL OF THE WEEK

1999 DEALS TO DATE

Dollars To Date: $1,076,519,745.38

Stations Traded This Week:

(Last Year: $1,676,639,803)

20

(Last Year: 12)

GCumulus Gollects A Six-Pack In Eau Glaire

LI Phillips sells Wisconsin cluster for $14.8 million

TR e R e i
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WBIZ-AM & FM/Eau
Claire, WMEQ-AM & FM/
Menomonie, WATQ-FM/
Chetek & WQRB-FM/
Bloomer (Eau Claire), WI

PRICE: $14.8 million

TERMS: Asset sale for cash

BUYER: Cumulus Media Inc., head-
ed by Executive Chairman Richard
Weening. It owns 221 other stations.
Phone: (414) 615-2800

SELLER: Phillips Broadcasting Co.,
headed by PresidentMichael Phillips.
Phone: (715) 235-2112
FREQUENCY: 1,400 kHz; 100.7 MHz;
880 kHz; 92.1 MHz; 106.7 MHz; 95.1
MHz

POWER: 1kw; 100kw at 482 feet; 10kw
day/250 watts night; 5.3kw at 712 feet;
35kw at 584 feet; 7.8kw at 581 feet
FORMAT: Sports; CHR; Talk/Country;
Classic Hits; Country; Country

e 3 f
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KSFS-AM/Sioux Falls, SD
& KCGN-FM/Ortonville,
MN

PRICE: No cash consideration
TERMS: Donation of stock

BUYER: Praise Broadcasting Inc.,
headed by Chairman Witlis Wubben.
Phone: (320) 859-3000

SELLER: CGN Corp., headed by Rog-
er Kuhimann. Phone: (320) 269-6308
FREQUENCY: 1,520 kHz; 101.5 MHz
POWER: 500 watts; 100kw at 1,001 feet
FORMAT: Sports; Religious
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WAHR-FM/Huntsville

PRICE: $11,247,500

TERMS: Stock purchase agreement:
Hornbuckle sells 59% of company for
$9 million, Lane sells 40% of company
for $2.25 million

BUYER: STG Acquisition Services
Inc., headed by President Steve Shel-
ton. Phone: (256) 534-2376
SELLER: Arnold Hornbuckle & Will-
iam Lane, shareholders of W.A.H.R.
Inc. Phone: (256) 534-1666
FREQUENCY: 99.1 MHz

POWER: 100kw at 984 feet
FORMAT: AC

-
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KVNA-AM & FM/Flagstaff
& KZGL-FM/Cottonwood

(Flagstaff)
PRICE: $2.45 million

TERMS: Letter of intent to purchase
BUYER: The Guyann Corp., headed
by President Guy Christian. It also
owns KAFF-AM & FM/Flagstaff. Phone:
(520) 774-5231

SELLER: Regent Communications
Inc., headed by CEO Terry Jacobs. It
owns 32 other stations. Phone: (606)
292-0030

FREQUENCY: 600 kHz; 97.5 MHz;
95.9 MHz

POWER: 1kw day/48 watts night;
100kw at 1,510 feet; 9kw at 2,493 feet
FORMAT: Talk-Sports; AC; Rock
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WEKY-AM/Richmond &
WKXO-AM & FM/Berea

PRICE: $765,000

TERMS: Asset sale for cash

BUYER: Wallingford Communica-
tions LLC, headed by Kelly Walling-
ford. It owns two other stations-Phone:
(606) 723-5138 .

SELLER: Commonwealth Broad-
casting Corporation Inc., headed by
President Steven Newberry. It owns
20 other stations. Phone: (502) 659-
2002

FREQUENCY: 1,340 kHz; 1,500 kHz;
106.7 MHz

POWER: 1kw; 250 watts; 850 watts
FORMAT: AC; AC; AC

No cash consideration

(Flagstaff), AZ $2.45 million

$765,000

TRANSACTIONS AT A GLANCE

® KSFS-AM/Sioux Falls, SD & KCGN-FM/Ortonville, MN

® WAHR-FM/Huntsville, AL $11,247,500

® WEKY-AM/Richmond &WKXO-AM & FM/Berea, KY

& WBZY-AM/New Castle, PA $800,000

® KQLO-AM/Reno, NV $170,000

& WELP-AM/Easley (Greenville-Spartanburg), SC $150,000
 KRIL-AM/Odessa (Midland), TX $110,000

® KUYO-AM/Evansville (Casper), WY $75,000

® KVNA-AM & FM/Flagstaff & KZGL-FM/Cottonwood

& WSNO-AM &WORK-FM/Barre (Montpelier),VT $2.2 million
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WBZY-AM/New Castle

PRICE: $800,000

TERMS: Asset sale for cash

BUYER: Jacor Communications Inc.,
headed by CEO Randy Michaels. it
owns 241 other stations, including
WNIO-AM,WKBN-AM & FM &8 WNCD-
FM/Youngstown-Warren. Phone: (606)
655-9345

SELLER: WBZY Radio Sam, headed
by Bob McCracken. Phone: (724) 658-
3587

FREQUENCY: 1,200 kHz

POWER: Skw day/1kw night
FORMAT: Oldies

T
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WELP-AM/Easley
(Greenville-Spartanburg)

PRICE: $150,000

TERMS: Asset sale for cash

BUYER: Upstate Radio Inc., headed
by President RobertWilkins. He owns
two other stations. Phone: (864) 585-
1885

SELLER: Associated Broadcasting
Corp., headed by President Thomas
Lewis. Phone: (864) 573-1400
FREQUENCY: 1,360 kHz

POWER: 1kw day/36 watts night
FORMAT: Classic Country
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KQLO-AM/Reno

PRICE:$170,000

TERMS: Asset sale for cash

BUYER: Thomas Aquinas School,
headed by President Douglas Sher-
man. It also owns KIHM-AM/Sun Val-
ley. Phone: (530) 525-1833

SELLER: Universal Broadcasting
Inc. Phone: (702) 322-0847
FREQUENCY: 920 kHz

POWER: S5kw day/1kw night
FORMAT: Regional Mexican

332-6870

B

KRIL-AM/Odessa
(Midland)

PRICE: $110,000

TERMS: Asset sale for cash

BUYER: Cumulus Media Inc., head-
ed by Executive Chairman Richard
Weening. It owns 220 other stations,
inciuding KMND-AM, KBAT-FM, KGEE-
FM, KNFM-FM & KODM-FM/Odessa-
Midland. Phone: (414) 615-2800
SELLER: Clyde Butter. Phone: (915)

Continued on Page 8
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The Wheaties Sports Report
gives your listeners tales, tips,
anecdotes and advice available

nowhere else. From the folks

www americanradiohistorv com

who brought you the Breakfast of
Champions comes the daily radio

Five shows a week, each
60-seconds, offered FREE OF
CHARGE and market-exclusive.
No cash, no barter, no
commercial content. Sell
the time to a local sponsor
and pocket the cash.

feature of champion stations—
The Wheaties Sports Report.

Delivered in bulk weekly by
satellite for highest quality and
timeliness. Catch the feed on
Fridays at 3:00 p.m. Eastern time
on SATCOM C-5, transponder
23, SEDAT channel 13.

Get off the bench and get

game! Call 1-800-334-5800

to put your station on
the lineup for the Wheaties

Sports Report.
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“Everytime you
g0 away,
you take a
piece of me
with you...”

“Hit the road Jack (il
and don’t you
come back
no more...”

Just add music and perceptions are altered. Emotions are heightened.

And, most importantly, yOur r BVBHUBS are hOOS‘th That's because nothing eise has music’s power to make your programming hit home,
" enhance your station’s identity and increase your market share. Put the power of music to
work for your business, and you'll see the picture change in the best possible way.

S

®

For the power of music.s»

BMI operates as a non-profit-making organization of songwriters, composers and music publishers that licenses songs for public use.-
Your BMI license fees are distributed to songwriters, composers and music publishers to support the craft of songwriting.

“Everytime You Go Away" Writer: Daryl F. Hall. Publishers: Hot Cha Music Co., Unichappell Music Inc. “Hit The Road Jack” Writer: Percy Mayfield. Publisher: Tangerine Music Corp. Used by permission. All rights reserved.

www.americanradiohistorv.com
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EARNINGS

Emmis Q4 Revenues Rise 83%,
Interep Up Despite SFX Loss
W Children’s Broadcasting reports M—qw profit

or the quarter ended Feb. 28, Emmis Communications Corp. (Nas-

daq: EMMS) had broadcast revenues of $49.7 million, compared to
$27.2 mitlion in the same quarter a year earlier, Broadcast cash flow rose
64% to $16.8 million. On a same-station basis in just the domestic radio
division, net revenue for the quarter was up 17%. For the year, net revenue
climbed 55% to $195 million, up from $125.8 million in 1997. BCF rose 44%
to $83.9 million.

Commission revenues for interep National Radio Sales increased
slightly in 1998 — to $87.7 million from $87.1 million the year before —
even though Interep lost SFX’s business to Katz in 1997. Total '98 revenues
for the rep firm rose 10%, to $125 million from $113.7 million, while EBITDA
grew to $51.4 million last year from $38 million in *97.“The addition of new
clients, including the ABC stations, promises continued strong growth into
the new miflennium,” said Interep CEO Ralph Guild.

hildren’s Broadcasting Corp. reported net income for the quarter
ended Dec. 31 of $19.3 million ($2.91 per share), compared to a net

loss of $5.8 million (88 cents) for Q4 '97. The company said net income
resulted from the sale of its 14 radio stations. But Q4 revenues decreased
from $1.6 million in 1997 to $595,399 in 1998. CBC discontinued operation
of Aahs World Radio, its 24-hour children's radio network and the primary
source of the company's broadcast revenue, on Jan. 30, 1998. Netincome
for fiscal year 1998 was $7.6 miition ($1.03), compared to a net loss of
$14.6 million ($2.33) in FY '97.FY revenues fell from $5.9 million in '97 to
.$2.6 million in '98. The company said the sale of CBC radio stations was
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“significant” to the bottom line decrease for 1998.

Microradio
Continued from Page 4

.. we could have a whole new re-
gime at the FCC.”

In Rep. John Dingell’s office,
staffer Andy Levin said that the
ranking House Commerce Com-
mittee member supports the idea
of creating added diversity and
competition in the marketplace
with microbroadcasting, but not at
the cost of causing interference
with already-licensed broadcasters.
And Dingell has little faith in the
FCC’s ability to determine the
technical issues, Levin said. “Rep.
Dingell is concerned about wheth-
er the FCC can do its job right. He
wants to be extremely confident
that the FCC can do this without
interference, but he is not interest-
ed in protecting existing broadcast-
ers from competition.”

At the NAB, the possible delay
was greeted with caution.

“Given our serious concerns relat-
ef to interference and the impact on
the digital radio transition, we hope
the FCC’s ill-conceived low-power
radio plan quickly disappears,” NAB
spokesman Dennis Wharton told
R&R.

There are a lot of thorny issues fac-
ing the commission before any new
service can even be considered for
launching, points out Bruce Romano,
Deputy Chief of the Mass Media
Bureau.

“We are talking about a potential-
ly brand-new radio service. We need
to resolve not only the technical is-
sues, but also the legal issues and the
practical issues,” Romano told R&R.
It’s also a matter of resolving and
reaching a consensus within the com-
mission on a wide range of issues if
this service is adopted. And we are
not convinced that it needs to be.”

R&R Washington Associate Editor
Matt Spangler contributed to this re-
port.

TRANSACTIONS

Continued from Page 6

FREQUENCY: 1,410 kHz
POWER: 1kw
FORMAT: News/Talk

o

WSNO-AM & WORK-FMW/
Barre (Montpelier)

PRICE: $2.2 million

TERMS: Asset sale for cash
BUYER: Vox Media Corp., headed by
President Bruce Danziger. Phone:
(617)641-2909

SELLER: Bull Moose Broadcasting
LLC, headed by Roland Devost.
Phone: (802) 476-4168

FREQUENCY: 1,450 kHz; 107.1 MHz

POWER: 1kw; 1.5kw at 410 feet
FORMAT: Talk; CHR

KUYO-AM/Evansville
(Casper)

PRICE: $75,000

TERMS: Asset sale for cash

BUYER: Wyoming Christian Broad-
casting Co., headed by President

Stephen Stumbo. Phone: (307) 577-

5896

SELLER: NorthVvalley Broadcasting
Enterprises Inc., headed by Bruce
Erickson. Phone: (406) 837-5955
FREQUENCY: 830 kHz

POWER: 10kw

FORMAT: Religious

RADIO BUSINESS
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Continued from Page 4

waiver was not needed for WDDZ, since it is outside the Chicago market for TV. ABC now owns one TV station and
four radio stations in the market, including WMVP and WRDZ. One-to-a-market waivers are generally granted in the
top 25 markets, but FCC Commissioner Gloria Tristani recently opposed several waivers. ABC's waiver requests
were voted on by the Mass Media Bureau, not by the commissioners themselves.

Don And Mike Show Nets Fines At Two Stations

he FCC fined two stations $4,000 each for an incident on The Don and Mike Show, when a caller's comments were

allegedly played on the air without her knowledge. In January of 1998, Don and Mike told a caller that she was
being put on hold when what she was revealing about her sex life was, in fact, being broadcast. The event led to a civil
lawsuit that was eventually settled, but the commission has fined Infinity-owned WJFK-FM/Washington, DC, where
the broadcast originated, and EZ Sacramento-owned KHTK-AM/Sacramento, which rebroadcast the show, for not
telling the caller she would be on the air. The commission said in its ruling that once the caller was told she was on
hold, she had a right to believe that what she said would not be broadcast. Infinity’s lawyer for FCC matters, Steve
Lerman, told R&R that WJFK-FM will challenge the decision. Interestingly, the FCC pursued this case even after the
caller removed her complaint against the stations.

FCC Issues Transmitter, Tower, Pirate Fines

he FCC this week upheld a $4,000 penalty againstWLMA-AM/Greenwood, SC for moving a transmitter, despite

an appeal by station owner Morradio. The lawyer for Morradio argued that the licensee was financially unable to
pay the fine, and that the penalty would threaten Morradio’s “very existence” The FCC said that Morradio failed to
show financial hardship, since it did not provide tax returns or other financial statements.

The FCC last week fined Orlando pirate Andres Santos $6,000. Santos was warned repeatedly between February
1997 and July 1998 to cease his unlicensed transmissions at 97.1 MHz. Agents from the commission’s Tampa field
office seized Santos’ equipment in September.

Also last week, the FCC fined KJTT-AM/Oak Harbor, WA $19,000 after an August 1998 inspection of its tower
showed that the tower’s lights weren't working, its paint was chipped and faded, and the station had not installed EAS
equipment. KITT told the FCC it was unable to pay the fine, but the commission said the station provided no evidence
of financial problems.

New York Pirate Appeals Injunction

On Monday, lawyers for “Steal This Radio” appealed to the federal appeals court in New York to reverse last month's
decision by a federal court in Manhattan shutting down the unlicensed station. The pirate station also asked the
appellate court to stay the injunction so that it could resume broadcasting.

FCC Clears Capstar Radio-TV Combo In Austin

efore it cleared the deal last week, the FCC told Capstar Broadcasting that the assignment of KFMK-FM/
Round Rock, TX from Steve Hicks to Capstar would create a new radio/TV combination, due to Hicks, Muse's
majority stake in LIN Television, according to a source close to the deal. LIN owns KXAN-TV/Austin. According to the
source, Hicks’name was used on the application last year because he “is not as attributable to LIN as Capstar;’ and

the deal principals were concerned that the radio/TV combo would hold up the settlement.

NPR To Base New Affiliate Fees On Ratings

B eginning Oct. 1, fees for National Public Radio affiliates will be based on the *97 and '98 spring and fall Arbitron
numbers for Morning Edition and All Things Considered, as provided to the pubcaster by Radio Research Con-
sortium. Affiliates were formerly charged based on their total revenues (from corporate underwriting, member dona-
tions, merchandise sales, etc.). NPR spokeswoman Siriol Evans told R&R this week that “it is hard to tell” which
stations will see fee hikes or cuts, but the New York Times reported Monday that dues for large stations like WNYC-
FM/New York “are certain to rise,” while payments for stations in rural areas are likely to decline. Evans said those
affiliates paying a certain amount above or below their former fees will be phased into the new plan.

ABC Refinances Bond Issue

BC swapped its 8.75% coupon due August 2021 for a 9.65% note due February 2009 this week in order to
take advantage of the favorable interest rate market, according to Disney spokesman Tom Deegan. Holders of
the 8.75% issue will receive a 1.5% premium. ABC issued the debt in 1991, before it was acquired by Disney.

Sinclair Sells $81 Million In TV Stations

inclair Broadcast Group said last week that it will sell three TV outlets in Champaign-Springfield, IL and Cedar

Rapids, A to Hicks, Muse affiliate Sunrise Television. The deal is part of Sinclair's promise to divest $500 million
in broadcast properties. The company is currently seeking buyers for three Norfolk-Virginia Beach-Newport News
radio stations it is holding in trust.

CBS Buys King World Productions For $2.5 billion

BS purchased KingWorld Productions for $2.5 billion in stock last week, buiking up CBS'television programming
arm and giving CBS distribution control of the weli-known TV shows The Oprah Winfrey Show, Wheel of Fortune
and Jeopardy! KingWorld has been struggling recently as its programs age.

CD Radio Signs Deals With Car Stereo Makers

CD Radio made deals with car stereo makers Recoton Corp. and Delphi Delco Electronics last week, with both
companies agreeing to make stereos that are able to broadcast CD Radio’s satellite broadcasts. Delphi Delco
agreed to design, market and sell a factory-installed car radio with AM, FM and CD Radio receivers. Recoton will
design and develop a plug-and-play adapter for current car stereos, and will also develop and market an AM, FM and
CD Radio receiver for aftermarket sale. No price was announced on the deals. Late last year satellite broadcasting
competitor XM Satellite Radio signed a similar deal with two receiver manufacturers.

Meanwhile, XM said this week that it will carry financial network CNNfn, sports news network CNNSI and Hispanic
news network CNN en Espanol on three channels of its DARS service, rolling out next year. XM also said on March
27 that Boeing had launched a demo payload into orbit from Sea Launch, its floating platform in the Pacific Ocean.

Cox Radio Signs Exclusive Transmitter Deal With Harris

H arris Corp.s broadcast systems division will provide analog and digital transmitters — as well as antennas,
accessories and options — on an “as-needed basis” for Cox Radio's stations. Terms of the deal were not dis-
closed.
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(‘\//y cloor is always
open, and my mind
IS never closed”...

Wi at baiter invitation eculd vou offer
you~ kate ners? Espociadly i it's coming
froe th 2 gunaratar who's been called
the Country Fan's best friend! Premiere
Raoe e wcerks 18 proud 1o present
Heasot to Heart with Naomi Judd.

Ava able via satellite every Sunday

nig~- from Spm until 12 midnight EST.

Thiz hea er cf hearts wil' draw your
aud ence in and make them feel right
at hame. 3She’ll share personal stortes,
offe~acvice, and play yaur listeners
favcriie recussts and dedications.
Plus wh al the inends and family
Neeri 7as r Nashville, you just never
knaw wh'll be dropping by for a visit!

To cck it up for your market, contact
yo.r Premiere Radio Networks
Ma--eting representative at

(813) 377-5300 today!
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= 90X /Atlanta’s interactive boxed set, Page 14

* RAB: Burger King promo gets whopping sales, Page 14

* ‘TOP spins a website worth watching, Page 12

{SALES |

The income tax has made more liars out of the
American people than golf has.
— Will Rogers

RECOGNIZING SIGNS OF
DEPRESSION IN THE WORKPLACE

As we recover from a
particularly harsh cold
and flu season, most of
us are all too familiar with the warning signs of
the common cold — the sniffling nose, sore throat,
chills or fever. At the first sign of illness, most of
us are smart enough to slow down or seek medi-
cal care before the symptoms escalate. Yet one ram-
pant malady, sometimes called “the common cold
of mental illness,” often goes undetected until the
symptoms are unnecessarily severe. It is depres-
sion, and its effects can be much more devastating
— and its price much more costly — than most
people realize.

By Linda Madenna

Depression is very common. At least one of every
six people will suffer from a major
depressive episode during their
lifetime. And
perspective, depression costs the
$43 billion a year in
medication, professional care and
lost workdavs.

Yet, as with many forms of i
mental illness, there arc a host of |
myths surrounding this disease. |
One fallacy that it is particularly
important for employers and man- |
agers to discard is that depressed |
people cannot function: A de-
pressed person may be standing
right next to you at the copier every
day or commuting on your train. In
fact, 7 out of 10 depressed people
are actively employed. Some may

from a business

nation

LINUDA MADONNA

specific event. And while the causes are unclear, we
know it involves a chemical imbalance in the brain
that could be influenced by genetics, family
upbringing, disruptions in the sleep cycle, early lite
losses or years of poor self-esteem. High-risk groups
for depression include (but are certainly not limited
to) those with a family history of depression,
women, the elderly, teens, drug or alcohol abusers
and those diagnosed with a chronic illness.
Workplace pressures can also contribute to
depression. Especially in the radio business, with
consolidation constantly knocking at our door,
many feel pressure to work harder, yet receive less
peace of mind. It is also interesting that baby
boomers seem to have a higher than average
incidence of depression. One hypothesis:  As
boomers approach middle age,
the high
privileged generation have not
necessarily been met. Another is

expectations of this

that those who have achieved
financial = success through
workaholic tendencies are now
spiritually unfulfilled.

So how do you recognize the
signs of clinical depression? The
American Psychiatric Association
defines major depression as at
least two weeks of deep despair
and at least four of the following:

* Sleep problems (insomnia or
sleeping all the time)

* Appetite problems (loss of
appetite or major weight gain)

* Lack of energy (apathy, leth-

be taking medication or undergo-

ing other forms of therapy to control their depression,
yet many are not receiving any treatment. Some may
not have even acknowledged the problem.

Ironically, the workplace offers one of the best
opportunities to spot depression. Since many
depressed individuals try to isolate themselves from
friends and family, co-workers may be the first to
notice a change in behavior. Depression affects all
aspects of a person’s life, and job performance will
surely begin to suffer if the depression is prolonged
and severe. You may also notice other changes in the
person’s personality, attitude or appearance. By
recognizing the signs of depression, you can help that
person receive the necessary treatment.

Of course, we all become depressed from time to
time. So-called “normal” depression is the natural
reaction to a loss. If yvou or a co-worker have
experienced a loss, it's natural and healthy to go
through a period of mourning and sadness. People
eventually recover, the length of time usualhy
corresponding to the depth of the loss. Losing a
promotion mav take a few davs to get over; losing a
job, a few months. Divorce or the death of a spouse or
parent could take as long as a vear. But if the period of
sadness seems out of proportion to the loss, or does
not seem to come to an end, the condition is referred to
as clinical depression.

In most cases, clinical depression is not linked to a

argy, no interest in anything)

* Feelings of worthlessness, hopelessness or
terrible guilt

* Difficulty concentrating or unusual indecisive-
ness

* Suicidal thoughts or suicide attempts.

In addition, a person experiencing major
depression may suffer from inexplicable physical
symptoms such as headaches, backaches, hot and
cold flashes and muscle or joint pain. As stated
earlier, they may also pull away from normal social
interaction (both inside and outside the workplace)
and show a propensity for risky behavior, including
drug or alcohol use.

What should you do if a co-worker or someone
else close to vou is experiencing depression beyond
the normal reaction to an outside event? First,
suggest in a caring manner that he/she seek outside
help from the companv’s emplovee assistance
program, a mental health professionals doctor or
clergvman. But also know that vour personal
support can be a great comfort and aid to recovery

Be aware, however, that vou may have a
challenging road ahead. When a co-worker, friend
or family member is suffering from depression, it
can be very difficult on those around them. The

Continued on Page 12
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PERSISTENCE AND
PREPARATION BUILD SALES

You think closing business is
hard? The prospecting, getting
appointments, responding to
competition, convincing your management to support you,
and then persuading your prospect to buy?

If so, I've got some advice from a man who overcame
these and far greater obstacles to accumulate incredible
wealth. His name is John Johnson, and he founded and built
the largest black-owned publishing company in the world.
His firm also owns and markets cosmetics and other beauty
products.

Born into poverty in rural Arkansas in 1918, at 15 he
moved with his family to Chicago. This was during the Great
Depression — his mother and half-sister lost their jobs, and
his stepfather couldn't find work. The family was forced to
go on welfare. “I'd decided | was never going down that road
again — never. | was

willing to go anywhere. |

was willing to do

anything, or almost

anything, to get some of

the good things of this

. life. 1 had decided, once and
for all, | was going to make it or die.”

Harnessing this intensity, he borrowed $500 — using his
mother’s furniture as collateral — to start Negro Digest in
1942. Three years later, he launched Ebony, which became
the foundation of his publishing empire.

To succeed in 1940s, '50s and '60s America, Johnson
had to overcome extensive racial prejudice to convince
sponsors and their advertising agencies that black people
had substantial buying power and that his publications could
reach them. The key was persistence. "I refused to give up. |
refused to take no for an answer, and | refused to let others
take no for an answer.”

He also instituted these four sales tips that you'll find
invaluable:

1. Preparation. He'd ask prospects for just five minutes
of their time, after which they’d insist he stay. Why?
Because he'd spent weeks learning all about them. “I knew
more about him — more about his interests, passions and
desires — than most members of his family.” Preparation is
much easier today, because many companies have websites
with extensive information. Combine that with what you can
learn from your prospect’s staff, and you'll make a favorable
impression.

2. Immediately get the client’s attention. As the
meeting would start, he’d express “a fact or an emotional
statement that hits him where he lives or does business.” To
do this, say something extraordinary about how your station
could make money for them. Not boilerplate, but profound.

3. “Find the vulnerable spot. Everybody has something
that will make him or her move or say yes.” It's something
they’re passionate about — career, family, a cause, hobby
or goal. Observe what they display in their office or cubicle,
ask about it, and then be a good listener.

4. Find what unites you. What are your mutual interests?
Sports? Music? Movies? Literature? Restaurants? Travel?
Investments? Be friendly, take an interest, and let them
speak. You'll soon find common ground.

These are some of the secrets that helped John Johnson
overcome poverty and bigotry to become “the most
successful black businessman in American history.” Apply
them, and watch the wondrous difference they’ll make in
your career

Sources: Succeeding Against the 0ads. John H. Johnson with Lerone
Bennett Jr.. 1889 and The Book of Business Wisdom. Peter Krass. 1997

By Dick Kazan

SR

' TH E RDAD 10

Dick Kazan is a successful entrepreneur who founded one of the largest
computer leasing corporations in the United States. He created and hosts
The Road to Success. the first radio talk show to offer on-air business
consulting to business owners and employees. E-mail your comments or
questions to him at rkazan@jx.netcom.com.
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1999 Scarborough Radio Marketing Conference

The Scarborough
Radio Marketing
Conference:

Increase Your Knowledge, Boost Your Revenuel

Are you sure you're getting everything you can out of your qualitative
data? The first-ever Scarborough Radio Marketing Conference, geared
specifically for Scarborough subscribers, can help you understand how
to uncover your stations unique demographic profile and communicate
it to marketers more effectively. The conference includes how-

to sessions, expert panel discussions and networking

opportunities.

Come to this informative conference and you'll:

1 Find out how to make money on the Internet

2 Find out what buyers really want and look
for in qualitative proposals

3 Learn how to sell more effectively to
automotive

4 Energize your NTR

Learn how to make an effective seven-
' minute qualitative presentation

The conference will be held in Marina del Rey, CA,
on May 18-19. Conference registration fee

is $345. For more information or to register,

visit our Web site at www.scarborough.com or
call (212) 789-3561.
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Continued from Page 10

person suffering may pull away, never return
phone calls, miss appointments, and let you
down in a host of other ways. During this time, it
is very important to recognize that this person has
an illness and cannot help it. It may also be
frustrating when your best efforts to shake away
his/her sadness do not work. But again, remember
he/she is not fighting a normal case of the blues.
The person’s condition may require professional
care and, often, medication.

On the other hand, recognize that your support
is doing the person good, even if he/she cannot
acknowledge it right now. Social support has been
found to improve the treatment of manv physical
ilinesses; depression is no exception. Keep reaching
out and follow these guidelines:

* Encourage the person to get professional
treatment. If the person is a family member or very
close friend, offer to make the appointment or
accompany him/her to the appointment.

* Keep extending invitations, calling to chat and
showing you care, even if vour hospitality is not
acknowledged in the usual way.

* Don’t apologize for the person to others.

RECOGNIZING SIGNS OF DEPRESSION IN THE WORKPLACE

Briefly explain he/she is currently suffering from
depression and is not him/herself.

* Don’t fall into depression yourself. Seek
professional counseling for yourself if vou feel you
need additional support.

If you are the one experiencing signs of
depression, treat yourselt with the same care vou
would give a friend. Again, visit your company’s
emplovee assistance program or other trained
professional. It is best to take positive action
against this disecase as soon as possible, both for
your benetit and for others in vour life.

The happy news about this common illness is

that depression is highly treatable. There is
virtuallv no one who cannot be helped. Whether
someone is recovering from an understandable
loss or battling a case of clinical depression, know
that, with proper treatment, it's only a matter of
time before that person returns to a rewarding,
productive life.
Linda Madonna, CSW, is Director of Corporate Family
Network, a New York-based independent employee-
assistance provider specializing in the media and advertising
industries. She can be reached at (212) 309-9361

r
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FINGER-CLICKIN’

GOOD!
KEEPING ON 'TOP OF THINGS

When a snowstorm hit

Washington, DC last
month, all-News WTOP-
AM & FM/Washington’s
website received nearly
300,000 hits. The heavy
traffic illustrates one of the
web’s great advantages as
a complement to radio.

While the station was |}
able to focus on breaking
news during the storm, it was able to refer people to its website
for information about things like school closings and detailed
traffic updates.

When listeners arrived at www.wtopnews.com, they found a
clean, easy-to-use homepage that lays out the basics in an inter-
esting way that reinforces the station’s audio content. Without
spelling it out in a sea of text, the graphics inviting web surfers
to view news, traffic, sports, financial and special reports are
accompanied by a clock that visually points out when each of
these reports airs on the station.

With scrolling headlines and streaming audio, the site works
well in conjunction with the station to keep listeners, well, on
top of things.

What makes your website “finger-clickin’ good"? E-mail a short explanation and/or
screen shot along with an active URL to MMS Editor Jeff Axelrod at
jaxelrod@rronline.com with “FCG Site” in the subject line.

SFO RWARD _sales & PromiofioH Planning Calendar

May 2-8: Be Kind To Animals Week, National Family Week, National Volunteer Week, National Bathroom Reading Week

May 2-8

12 © (4 (5 0] o O—

Fire Day Sun Day Movie Day World Environment Day International No Diet Experience The World Red Cross Day

National Truffles Day World Press Freedom First all-professional Folly Festival Day Awesome, No Socks Day

Opening of Citizen Kane Day baseball game (1871) National Chocolate National Crepes Suzette Stomach-Churning National Coconut

(1941) Dismal Day Relationship Renewal Custard Day Day Wonder Of A Thrill Cream Pie Day
Lumpy Rug Day Day Damn Yankees opens in Birthday of Sigmund Ride Day First Coca-Cola sold in
First comic book New York (1955) Freud (1856) Homespun History New York (1886)
published (1934) Explosion of The Day

Hindenburg (1937)

Next level radio solutions:
Harris Broadcast Systems

From source 1o {ransmitter, Harris has taken steps to offer
complete radio solutions to its customers around the globe
Whether you need one component in the air chain or a
completely integrated studio, Harris is ready to bring your radio

station to the next level

SARRIS

Communications

1-800-622-0022 www.harris.com/communications

www americanradiohistorvy com
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Cash Cube
Money Machine

MR tveng

A

A g NO SET UP

PUSH IT i .
ANYWHERE 1 Voo A

. [l sl FITS
A THROUGH

ANY 35"
FITS EASILY
INTO VAN BOORWAY

OR PICKUP

The Most Portable Money Machine Ever!

Cali Toll-Free 1-800-747-1144 (U.S. only)
Local {309) 755-5021 or Fax {309) 755-1684 for more information

FUN INDUSTRIES E-mail: fun@@netexpress.net

FAX (309)(55-1684

933

Frer BPOCHE Grartion

INFLATABLE IMAGES...Attract attention to your
station events with a customized giant inflatable.
Perfect for your next BIG promotion! Blow-up
your mascot or create your own shape and
event. Contact: Lenny Freed, 2880 Interstate
Parkway, Brunswick, OH 44212 FAX: (330)
273-3212. INFLATABLE IMAGE INDUSTRIES...
Phone: (330) 273-3200, EXT.137.

e T e W e 4'\“-?!

pusuc:Tv PRINTS §

L/thographa;l On Heab'y Gloss S!ou'k

* REQU.ST FRFE
CATALOG AND SAMPtES‘

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

4x6 - JOCK CARDS

1000 — s91.00|}
2000 — $125.00

# PRICES INCLUDE
TYPESETTING & FREIGHT

* FAST PROCESSING

+ OTHER SIZES & COLOR

- . PRINTS AVAILABLE

PlCTURES%

1867 E. Florida St. » Dept. R ;
Springfield, MO 65803 -

(417) 869-3456  FAX (417) 869-9185
http://www.abcpictures.com 4 *{

Wody and Jawt
| w

_ W
' Registration”

and

Contest Boxes

[ SAVE MONEY!
USE YOUR STICKER
| ONABLANK BOX. 3

Our blank Registration Boxes are perfect for
contests. They will enable you to build your
mailing list and determine demographics
from the entries received. All boxes are
made of sturdy, white corrugated board.

CHOOSE FROM 2 POPULAR SIZES:

14"

- ALL THE SAME LOW PRICE!

. |1-24BOXES 495
- YOUR 25-49 BOXES  4.25
STICKER | 150-99 BOXES  3.95
HERE 100-249 BOXES 3.75

| 250+ BOXES  3.50
1 e

Call for our FREE 52 page catalog!

| ADOBECRABHICSTEIDESIC

1-800-7-CEB8YOTE)

I 800 726 9683 _

do your
promotions rock?

www.linkscreen.com

we deliver
CUSTOMIZED SCREEN SAVERS
that link your listeners directly
to your website!

call mahlon moore @ 808.739.2662

LARGE 1" w. 1374, I5h - SMAIL 8" w. 10717}

For your next promotion...

Step up to the

Harness the power of repeatability!

1-800-786-7411

www.bannersonaroil.com

Powerful * Affordable ¢ Dramatic

Display Your Wares In

PRODUCT
"SHOWCASE

Call Dawn Garrett

THE INDUSTRY'S NEWSPARER

310-788-1622

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

Call Toll Free:

U.S. 1-800-231-2417

Canada 1-800-847-5616 BANNERS
(713) 507-4295 FAX

ancmmmmmrwwmmMi“
_ EventTape® s Flashﬂas@
BANNERS

6209 Constitution Drive » Fort Wayne, IN 46804
Fax: (219) 436-6739 » www.firstilash.com

1-800-21-FLASH

www.americanradiohistorv.com
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PROJECT X: THE ULTIMATE BOXED SET

When it comes to NTR mar-
keting, some stations are
content to do calendars ev-
ery year. Others produce
CDs. But when it came time for WNNX (99X)/At-
lanta to work on something new for 99, those tra-
ditional ideas were shot down. “Our GM would
say, “You thought of that in pus

five minutes. Give me §
something more,”” recalls [i#
99X Direct Marketing Man- §
ager Lea Deason.

By Jeff Axelrod

MMS Editor
jaxelrod@rronline.com

Deason and her team
came up with just the right
thing to please GM Mark
Renier: a boxed set that in-
cluded not only a calendar
and a music CD, but also an
interactive CD-ROM that
constantly updates itself via
web links. The result: the
most ambitious use of inter-
active technology by any ra-
dio station to date. That it
would come from 99X — the
first station to bill $1 million
of Internet revenue — is no surprise whatsoever.

Retailing for $29.95, with proceeds going to ben-
efit a local charity, the Project X box has exceeded
expectations, Deason says, with more than 7,000 units
being sold in roughly its first month on the street.

What is Project X? The music CD features art-
ists like R.E.M., U2, Sarah McLachlan and Count-
ing Crows. The calendar, which runs all the way
from April 1999 through January 2001, also gives
buyers contest clues on certain days (“Go to Web
X,” “Listen to the Morning X between 8-9am to
win....”), in addition to its artist photos, birthdays

99X/Atlanta goes interactive for NTR venture

and station tidbits. And then there’s the CD-ROM.

Project X’s interactive disc welcomes you with a
barrage of artist images and a millennium countdown
clock. Once you reach the main menu, choose from
four destinations:

* "Broken Record” leads you to either the “Juke
Box” or the “Virtual Stage.” Juke Box features music,
videos and interactive biogra-
phies of 19 99X artists. The
Virtual Stage plays videos
and/or mini-documentaries
from a dozen others.

* "Web X" is a customized
99X Internet browser (vou’ve
got to have "Net access to run
it) that gives you exclusive
access to audio and video
from the 99X archives. You
can listen to the station live
with the browser, and there’s
also a section in which they’ve
sold ads to sponsors.

* “99Xpress” is an exclu-
sive online edition of the
station’s magazine. It also re-
quires a web connection, be-
cause it’s constantly updated
with concert listings and other events.

* “Xamination” is a pop culture trivia game, com-
plete with cameo appearances by 99X artists, who show
up to ask questions about themselves.

Deason, who's also Project Manager for the set,
stresses this is a long-term project. “We're totally com-
mitted to continue the project through at least January
2001,” she says, adding that a “smaller, scaled-down”
version of the interactive disc should be available in
May or June. “There will be a few more bells and
whistles,” she promises. “Plus a few surprises.” As if
this weren’t impressive enough....

RADIO GETS RESULTS

SUCCESS STORIES FROM THE RAB

Radio Puts Wheels On Whoppers

Situation: Two Ton Inc. owns 38 Burger King franchises in Pennsylva-
nia and Maryland. Burger King was preparing for the launch of their
“Racer” toy to promote their Kids’ Value Meals. McDonald's stores in
the area were also promoting kids' meals at the time, so the five Burger
King stores in the York County area were looking for a way to make
their “Racer” promotion stand out.

Objective: Enhance sales of Kids' Value Meals at five Burger King
stores in the York County area, using the “Racer” theme.

Campaign: The five-week schedule on WSBA-AM included adjacencies
and sponsorships in the NASCAR Racing Review program, Sports Talk
programming and morning drive (20 :30 commercials per week). The
commercials included a special offer on Whopper value meals for
aduits who displayed their WSBA Gold Radio Card at the time of
purchase. The card is a loyalty-marketing tool used in a wide variety of
WSBA promotions. There are approximately 100,000 WSBA Gold
Radio Card holders.

Results: During the promotion, Two Ton’s five York County area stores
led in sales. The WSBA Gold Radio Card — and the manner in which
Burger King's “Racer” theme and station programming were tied
together — made for an outstanding success story!

———RAB TOOLBOX——

More marketing information and resources from the RAB

MEDIA TARGETING 2000

Forty-two percent of consumers who ate at fast food restaurants more than
15 times in the past three months earn in excess of $50,000 per year, and
29% are college graduates. Nearly three-fourths of heavy fast food users
(73%) own their own homes, and 41% have children living at home. This
group spends an average of 53% of its daily media time with radio.

INSTANT BACKGROUND - FAST FOOD

A survey by the National Restaurant Association determined that 65% of
consumers feel that fast food meets or exceeds their expectations in
terms of value received for price paid. Fifty-seven percent of the time,
when consumers order carryout, they.are pressed for time or do not have
the energy to prepare a meal themselves. Forty percent of consumers
feel that cooking at home is a hassle. (Supermarket News)

RAB CATEGORY FILES

Is Burger King telling us a Whopper? Commercials that broke recently
announced that the chain’s flagship Whopper sandwich has attained the
venerable status of “America’s Favorite Burger.” What's the basis of the
boast? Notsales data — Burger King acknowledges that McDonalds’ Big
Mac is tops in unit sales. But Burger King says it is on solid footing
nonetheless. Ithas a consumer survey (showing the Whopper in the top
spot). (The Wall Street Journal, 3/23/99)

Formore information, call RAB's Member Service HelpLine at (800) 232-3131
or log on to RadioLink at www.rab.com.

Coming April 23rd!

omplete

Classified Advertising

R&R packages The Reach & Frequency You Need!

R&R Today: the leading management daily fax
l]g rronline.com: twice daily update

R&R: the industry’s newspaper with the largest help wanted section

Contact Karen Mumaw at kmumaw@rronline.com or (310)788-1621 for information.

www.americanradiohistorv.com
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Young Lands WKKV/
Milwaukee PD Post

Gary Young — most recently
PD/afternoons at WJIKS-FM/
Wilmington and the Philadelphia
76ers public address announcer
— has accepted similar duties at
Clear Channel’s Urban WKKV-
FM (V100). effective April 12.
He succeeds Nate Bell, who re-
cently became PD at WDTIJ/De-
troit (R&R 3/12).

Clear Channel/Milwaukee VP/
GM Terry Wood told R&R. “I’'m
real happy I was able to replace
Nate as quick as 1 could. I antici-
pated that it was going to be a
much harder search. since he has
done such a great job here and he’s
a quality guy. But his career is on
the way up, and he got this oppor-
tunity in Detroit, and that’s great for
him. Then Gary came along, and he
is, in my view, the perfect candi-
date. He knows the market because
he was here before. He's a major-
market talent, having programmed
WUSL/Philadelphia. I've gone
from a great PD to a great PD.”

YOUNG/See Page 16

‘Buzz’ Brings
Alternative Back
To Nashville

On April |, WKDF-FM/Nashville
ended its long heritage as Music
City’s place to hear rock music. In
a move that was far from an April
Fool’s prank, the station dropped its
Alternative format in favor of Coun-
try (R&R 4/2). At 12:30pm the next
day, WZPC-FM — which had been
stunting as “All Garth [Brooks], All
The Time” for 36 hours — dropped
its Country format to become *“102.9
The Buzz.” The rock-influenced Al-
ternative station is being overseen by
Cromwell Group corporate consult-
ant Brian Krysz and WIXO/Peoria,
IL PD Russ Schenck, who is han-
dling interim PD duties for "ZPC.

Interestingly, the actual format
switch to Alternative wasn’t official
until the moment the station played
its first song. Cromwell wanted to
make sure that two other stations ru-
mored to be flipping formats didn’t
beat them to it, Krysz told R&R.
“We had to wait until 10am to see
if WGFX or WJZZ were going to
switch. When they didn’t, we did.”

APD Jim Patrick will remain at
WZPC in his current position.
Aside from the syndicated Bob &
Tom Show in morning drive, the
station will remain jockless until at
least May 1.

Good Mornings

WKYS/Washington, DC’s top-rated Russ Parr Morning Show, thanks
to an agreement between Superadio and Radio One, will be syndicat-
ed via satellite — it's already airing on Radio One’s WPHI/Philadelphia
and WDTJ/Detroit. Joining Parr (third from right) to celebrate his suc-
cess are (I-r) Producer Ted Carter, Superadio Pres./Radio Programs
Gary Bernstein, Superadio CEO John Garabedian, Radio One CEO

Star Set To Shine As Talk America President

eteran New England broadcaster Tom Star has been named acting

President of Talk America Radio Networks. He will hold those duties
until May 20, when it's expected he’ll be confirmed as President at the
company’s upcoming board of directors meeting. Talk America operates
two 24-hour talk show services in tandem with the World Web News Net-
work, the Internet carrier of Talk America’s network radio programs.

Star, currently the networks’ VP, succeeds John Crohan, who recently
departed for personal reasons. A former talk host, Star has spent most of
his broadcast career in New England, holding a variety of positions at such
stations as WHIM/Providence; WPOR/Portland, ME and WCOP/Boston.
He’s also been ar assignment editor at WHDH-TV/Boston and WLNE-TV/
Providence.

De Groot Now GM At Radio Disney/Seattle

oseph de Groot has joined Radio Disney affiliate KKDZ-AM/Seattle-
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Alfred Liggins, Olivia Fox and Supa Ken.

Reynolds Appointed 'NKS/Charlotte PD

KHKS/Dallas APD/
MD John Reynolds has
been mamed PD of Infini-
ty’s CHR/Pop WNKS-
FM (Kiss)/Charlotte. He
succeeds Brian Bridg-
man. who recently be-
came PD for WIOQ/Phil-
adelphia. Reynolds’ first
day at Kiss is April 19.

WNKS VP/GM Bill
Shoening commented,
“John helped KHKS be the
No. I-rated station in Dallas for the
past two years. It is my hope that,
under John’s leadership, Kiss will
continue to grow and become the
No. | most-listened-to station in
Charlotte.”

"‘,?’sgx":__“-
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Reynolds

Reynolds told R&R,
‘One of the things that
was most important to me
#| was going to work for the
| right GM. who was going
to provide a great envi-
ronment to work in. [
=5 | knew after our first meet-
3% ing that Bill Shoening
was the guy and WNKS
4 was the station.”

Before joining KHKS,

Reynolds was APD/Pro-
motion Mgr. at WKTI/Milwau-
kee: APD/middays at WZEE/
Madison, WI; Asst. Promotion
Dir. at WHTZ/New York; and
APD/Marketing Dir. at KDWZ/
Des Moines.

WOCL/Orlando Warms Up To ‘Jammin’ Oldies’

Chancellor Media has revamped
Oldies WOCL-FM/Orlando by
converting it into the company’s lat-
est “Jammin’ Oldies” outlet. The
new sound was set to debut Thurs-
day evening (4/8) at Gpm at a kick-
off party featuring the Trammps
(“Disco Inferno”) at Orlando’s
Have a Nice Day Cafe. WOCL had
been simulcasting other Chancellor
“Jammin’ Oldies” stations from
across the country since Tuesday
afternoon in anticipation of the of-
ficial format flip.

Chancellor Sr. VP/Regional Op-
erations George Toulas said, “Our
strength has always been develop-
ing new and innovative program-
ming to capitalize on untapped de-

mand for great music, and [Chief
Programming Officer] Steve Riv-
ers has again succeeded in crafting
a sound that fills a gap not served
by existing formats. Although our
Orlando cluster is a revenue lead-
er, we want to further build our plat-
form in this growing and youthful
market. Consolidation has given us
the flexibility to serve listeners, and
at the same time provide our adver-
tisers a platform to reach an ever-
changing listener base.”

Rivers added, “Jammin’ Oldies
represents a natural evolution of the
traditional Oldies format, updated
to reflect the beat of *70s soul. dis-
co and Motown. The sound we’ve

WOCL/See Page 16

Tacoma as GM. An industry veteran, de Groot most recently helped
launch PAX-TV's Boston affiliate. Prior to that, he served as Dir./Sales for
the Green Group, overseeing five Atlantic City, NJ stations and two in EIm-
ira, NY. De Groot has also been Dir/Marketing for the Beasley Broadcast
Group, President/GM of WGBZ & WGBU/Youngstown-Warren and Sales
Manager of WYSP/Philadelphia.

De Groot told R&R, “A very dear friend of mine | had trained in South
Jersey had joined Radio Disney, and | was pitched about this job. 'm so
excited — this is like manna from heaven! I'm doing something for kids, and
what a way to leave a legacy. This, to me, is the greatest thing I've ever had
happen to me. Radio Disney is about looking at and exploring new revenue
sources. It's all qualitative selling, which | love’”

Owen New OM For Centennial/New Orleans

Jim Owen, most recently a consultant with DeMers Programming. has
been named Operations Manager for Centennial Broadcasting’s three
New Orleans facilities: Nostalgia WBYU-AM, Urban Oldies KMEZ-FM
and Classic Rock WRNO-FM.

“DeMers is the best in the business. and I learned a lot there, but GM
Tom Kennedy presented too interesting a scenario — an offer I couldn’t
refuse,” Owen told R&R. *‘Centennial is small enough that you know ev-
erybody, and it has a very friendly, family-like vibe. It's a lot of fun. The
thing that most intrigued me about taking this job is the interesting com-
bination of stations and their across-the-board adult spread. WRNO is a
heritage Rock station that is now all Classic Rock. KMEZ has been on
for about six months and is growing by leaps and bounds; it’s just a fas-
cinating format. Somewhere down the road, we might even simulcast
WBYU on an FM signal.”

Before joining DeMers, Owen served as OM at KSHE/St. Louis. He
has also been OM at WKLQ/Grand Rapids and once programmed WFB(Q/
Indianapolis.

It's ‘Only The Oldies’ At WRXQ/Memphis

In another April 1 format flip that wasn’t intended to be an April Fool’s
prank, Clear Channel Communications switched WRXQ/Memphis from
Alternative to Oldies. The station is specializing in music from the late
’50s to the mid "60s and is awaiting FCC approval to change its call let-
ters to WOTO to reflect its new slogan, “Oldies 95.7 — Only the Old-
ies.” A search is on for a new program director, and Sawyer is in the pro-
cess of finalizing WOTQO’s new airstaff.

Explaining the reasons for the flip, Clear Channel/Memphis VP/GM
Sherri Sawyer told R&R, “With any product, you have to build loyalty
and brand identity. With the Alternative music of today, whenever a record
breaks, it moves to another format.” Seeing an Oldies niche that could be
filled in Memphis, Sawyer added, *‘It seemed like an obvious choice.”

WRXQ signed on the air in January 1994 as an Alternative in the 46th-
largesi market. It received a 1.2 12+ in the fall "98 Arbitrons.

brings back the radio star.

VHI's new daily half-hour show brings America’s best radio personalities to TV,

Music First”

If you’re cn top of today’s hot topics and you think you’re funny enough to be one of
the regularly featured teams on our show, send a VHS tape of your team by April 19 to:

If you have any questions, contact Jana Morgan at (310) 444-6300 X223

L
)

C
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% International Inc. Al rights reserved. vh1.com AOL keyword: vh1
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Jana Morgan

In-Finn-Ity Productions

11400 W. Olympic Blvd., 16th Floor
Los Angeles, CA goob4
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Radio

* ED QUAGLIARIELLO is named Mgr/
Entertainment Sales forWestwood One.
He joined WW1’s sales department in
1991.

® STEVE JASON, most recently Dir./
Sales for Sinclair Communications’ four
Norfolk, VA stations, becomes GM of
WCOO-FM & WYBB-FM/Charieston,
SC. PD Charlie Kendall is upped to
OM of the two stations.

e MARK BASTIN is appointed GM/
GSM of Knight Quality Stations WVJZ
&WWKS-FM &WVWI-AM/St. Thomas,
VI.He was previously Dir./Mktg. for the
West indies Corporation.

¢ OMAR THOMP-
SON, most recent-
{ ly Dir./Sales Pro-
1 motions for Service
Broadcasting, be-
comes Dir./Mktg.
for AMFM Radio
Networks.

2 =L
Thompson

¢ DON SCHULTZ
steps up asVP/GM
of AgriTalk. He has
been SMand Mgr/
Affiliate Relations
for the company.

Schuitz

National Radio

o WESTWOOD ONE announces its
new toll-free helpline, (888) WEST-
WOOD, which will debut Apr. 5 for affil-
iate relations and sales assistance. In
other WW1 news, CBS Radio News
presents Eye onY2K; a 45-second dai-
ly news feature on potentiai year 2000
computer problems and solutions. Craig
Kilborn’s Five Questions debuted last
week for weekday morning drive broad-
casts, featuring questions excerpted
from CBS TV’s new Late Late Show
With Craig Kilborn.

o AMFM RADIO NETWORKS and
Host Communications announce that
sponsorship of the 125th Kentucky Der-
by, which will air May 1 at 5pm ET, is
sold out.

e SHADOW BROADCAST SERVIC-
ES and Smartroute Systems have
joined their traffic operations to pro-
vide sophisticated travel information
for radio, TV and new media; (212)
641-2057.

Records

® MICHELLE MUNZ joins the Jerry
Brenner Group, acting as a liaison for
independent labels, publishing compa-
nies and management firms at all ra-
dio formats. She was most recently
Nat'l Dir/Rock Promotion at Geffen
Records.

BirTHS

Arista Dir/Artist Dev. Tony Ward,
wife Manhattan Assistant D.A. Tr-
ish, daughter Sophia Emily, Mar. 31

CONDOLENCES

Ida Mae Alexander, 57, mother
of Power 106 personality Big Boy,
Mar. 31,

e MIA RECORDS has expanded its
staff and moved its office. Steve Sin-
clair is the label’s new GM; John Cari-
aso becomes Retail Dir.; Rob Fienberg
is VP/Promotion; Gordon Conrad is
named Press Dir.; and Jack Ball takes
Prod. Mgr. duties. The new location is:
315 Church St., 2nd fir., NY, NY 10013;
(212) 966-9664, fax (212) 966-1287.In
other MIA news, the company enters a
joint venture with Tee Pee Records to
manufacture, distribute and marketTee
Pee products and records. MIA has also
inked an exclusive distribution deal with
Caroline Distribution.

Products & Services

e PREMIERE RADIO NETWORKS
is now distributingthecomedy and re-
search prep service The Shipper Re-
port in a nine-page daily fax; (818)
461-5418.

Cunningham

Continued from Page 1
Sales Manager for the former
KQHT/San Jose. Haight has been
KMEL's GSM since April 1993,
and began his radio broadcasting
career as an AE at crosstown
KFOG-FM.

Chancellor Media Sr. VP/Re-
gional Ops. John Madison com-
mented, “Today’s appointments
will provide our San Francisco
cluster with a fresh infusion of lead-
ership. It’s a luxury to have such
wonderfully talented station exec-

utives growing with the Chancellor
organization and eager to accept
new challenges.”

KMEL & KYLD Sr. VP & GM
Dick Kelley added, “I am delight-
ed to appoint both Joe and Dan to
management positions with added
responsibility. Each has proven
leadership ability, time-tested
knowledge of the Bay Area radio
market and understanding of what
it takes to guide a station to even
higher levels of success.”

In related news, Patrick Amsbry
has joined Chancellor to serve in

the newly created Director/Sales
position for its San Francisco sta-
tions, which also include KABL-
AM, KNEW-AM, KKSF-FM,
KIOI-FM & KISQ-FM. He previ-
ously served as Dir./National Sales
for CBS Radio’s seven Sacramen-
to stations.

Madison said of Amsbry,
“Patrick’s successful track record
in national sales and ability to mo-
tivate a sales team will be a valu-
able asset to the entire station
group, and we look forward to his
contribution.”

Paxton

Continued from Page 3

here, I have the best of both
worlds. It’s a unique opportunity.
Star is a song-driven station. It
isn’t ‘Jammin’ Oldies’ because it
doesn’t go back to the *60s and
early ’70s. Our currents will be
like crosstown CHR/Pop WXKS-

FM’s recurrents. We're certainly
not going to be out-of-the-box on
anything, but there’s a bunch of
product not being exposed in this
market right now.”

Before joining Zapoleon Media
Strategies two years ago, Paxton
programmed Hot ACs KHMX/
Houston and WOMX/Orlando, as
well as WXLR/LaCrosse, WI and

wocL

Continued from Page 15

created for Orlando is truly mass-
appeal, and will appeal to a wide
variety of ages and demographic
groups.”

WOCL GM Dan Wachs re-
mains, but a new air staff will be
unveiled at a later date. Wachs
said, “In reformatting WOCL, we

are giving Orlando listeners what
they’ve demanded: a fun, rhyth-
mic alternative to existing radio
formats. Orlando is a city on the
move, and we’re determined to
stay ahead of the curve by chang-
ing with Orlando’s ever-evolving
listener audience.”

Chancellor’s Orlando properties
include Hot AC WOMX, CHR/
Pop WXXL and Urban WJHM.

KGLISioux City, IA. His back-

ground also includes Group PD
stints for Nationwide and Adven-
ture Communications.

Valeri formerly programmed
WAXQ/New York and has been
WKTU/NY's Marketing Director.

NATIONAL
RADIO
FORMATS

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

Classic Rock

Chris Miller
TOM PETTY & THE HEARTBREAKERS Room At The Top

Hot AC

Steve Nichols
No adds

Starstation

Peter Stewart
No adds

Touch

Ron Davis
No adds

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

Rock

FINGER ELEVEN Above

MONSTER MAGNET Temple Of Your Dreams
GEORGE THOROGOOD & THE DESTROYERS | Don't ...
TRAIN Meet Virginia

Alternative

CITIZEN KING Better Days (And The Bottom Drops Out)
CRANBERRIES Promises

HOLE Awtul

MY FRIEND STEVE Charmed

OFFSPRING Why Don't You Get A Job?

CHR/Hot AC

BLESSIO UNION OF SOULS Hey Leonardo...
OFFSPRING Why Don't You Get A Job?
BUSTA RHYMES f/JANET What's It Gonna Be

Mainstream AC

98 OEGREES The Hardest Thing
TAL BACHMAN She’s So High

Lite AC

JOHN MELLENCAMP 'm Not Running Anymore
SAVAGE GARDEN The Animal Song

NAC

JEFF LORBER The Simple Life

TOM SCOTT t/L.A. EXPRESS Smokin™ Section
ROGER SMITH Off The Hook

SMOKE 'N FUNCTION Smokee

uc

BRANDY Almost Doesn't Count
BONEY JAMES f/SHAI I'll Always Love You

BROADCAST PROGRAMMING
Walter Powers * (800) 426-9082

CHR

Mike Anthony
BON JOVI Real Life
’N SYNC | Drive Myself Crazy

* BETH ORTON Stolen Car

Mainstream AC
BACKSTREET BOYS All | Have To Give

Hot AC

NATAULIE MERCHANT Life s Sweet
BRITNEY SPEARS Baby One More Time
Digital Soft AC

Mike Bettelli
PHIL COLLINS You'il Be In My Heart

Delilah
PHIL COLLINS You'll Be In My Heart

Alternative
DANGERMAN Let's Make A Deal

Urban

DIVINE One More Try
JT MONEY Who Dat

JONES RADIO NETWORK
Jim Murphy » (303) 784-8700

Rock Classics

Rich Bryan
No adds

Adult Hit Radio

JJ McKay
BON JOVi Real Life
SHANIA TWAIN That Don't Impress Me Much

Soft Hits

Rick Brady
BAZ LUHRMANN Everybody's Free (To Wear Sunscreen)

RADIO ONE NETWORKS
Tony Mauro » (970) 949-3339

Hot AC

Yvonne Day

EAGLE-EYE CHERRY Falling In Love Again
New Rock

Steve Leigh

BEN FOLDS FIVE Army

MIKE NESS Don't Think Twice
SHAOES APART Valentine

WESTWOOD ONE RADIO NETWORKS
Charlie Cook » (805) 294-9000
Bob Blackburn

Adult Rock & Roll

Jeff Gonzer

TOM PETTY & THE HEARTBREAKERS Room At The Top
Soft AC

Andy Fuller

SIXPENCE NONE THE RICHER Kiss Me

Bright AC

Jim Hays
JEWEL Down So Long

Young
Continued from Page 15

When asked what WKKYV listen-
ers can expect from Young’s arriv-
al, he said, “You’ll see a lot of com-
munity activities. I like to work the

streets and with a lot of organiza-
tions and make my radio station a
part of the city I’'m working in. I'm
looking forward to going back into
Milwaukee, having a great time,
and working hard. I met my wife
on the request line up there!”

Young is a 23-year vet who be-
gan his career at the first incar-
nation of WDRQ/Detroit. He’s
also been PD at WUSL/Phila-
delphia, WJBT/Jacksonville,
WHIX/Jacksonville and WCDX/
Richmond.

Riccitelli
Continued from Page 1

They are enjoying a most suc-
cessful time. I'm looking forward
to the challenge of helping keep

www americanradiohistorv com

- the company in the form they

have already achieved and, at the
same time, taking the Pop Promo
department to the next level.”

Riccitelli, a record industry-

promotion veteran, previously
served as Sr. VP/Promotion at Is-
land Records. Before that, he
spent 14 years in various capaci-
ties at PolyGram.
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CYBERSPACE

Hot new music-related

CURRENT

VIbe devotes its cover and fea-
ture article to the comeback la-
dies of TLC. The story profiles the
trio’s rise, their bankruptcy issues
with LaFace Records and their cur-
rent re-emergence with the hot new
album FanMail. Tionne “T-Boz”
Watkins explains the album as“one
big fan letter’ to TLC'’s audience,
which stuck with the group through
the rough times.

“We're not just three girls thrown
together,” explains Rozonda “Chil-
li” Thomas."in my opinion, if one of
us is gone, it's over — until that per-
son comes back. Nobody can take
Lisa's place, or mine, orT-Boz’s”

But Lisa“Left Eye” Lopes may
have her sights sel on new horizons.
She offers a vague hint that leaves
the 'zine speculating on TLC’s fu-
ture:“I've graduated from this era. |
cannot stand 100% behind thisTLC
project and the music that is sup-
posed to represent me. This will be
my last interview until | can speak
freely about the truth and present
myself on my solc project.”

Use The Force, Geek

The Sci-Fi Channel is hoping to
transform its geeky image into
something hip with new commer-
cials featuring sci-fi fans like Busta
Rhymes and Everlast. According
to Sci-Fi's Rick Austin, “That’s what
makes them cool — they've em-
braced their inner geek and done
something new with it" (Entertain-
mentWeekly).

Shedding Their
Celebrity Skin

Star chronicles the “100 Dirtiest
Celebrity Divorces,” leading off the
feature with Madonna & Sean
Penn.The 'zine profiles other rela-
tionships that hit sour notes, includ-
ing John & Cynthia Lennon, Mick
Jagger & Jerry Hall, and Tommy
Lee’s failed stints with Heather
Locklear and Pamela Lee. And who
can forget Rod Stewart & Britt
Ekiand & Alana Hamilton & Kelly
Emberg & Rachel Hunter?

Cher is apparently on the hunt for
a new Sonny Bono, and she may
have found one in Mariah Carey’s
ex, Tommy Mottola, the Star re-
ports. Incidentally, alt four made the
aforementioned divorce list.

No Free Ride
For OQutKast

Time's “Feud of the Week” goes
to Atlanta rappers OutKast and
civil rights pioneer Rosa Parks.
Parks is asking that her name be
removed from Qutkast's current
single, “Rosa Parks,” while the duo
claims it is an homage to the ac-
tivist. Declaring Parks the winner,
Time does its own freestyling with
the inspired line, “Yo, bro, you
shouldn’t diss Ro/Everybody know
that’s a no go”

A DAY !N THE LIFE — “When
you dream, it releases a lot of
electrical garbage and flushes
your mind. And if people are de-
nied the ability to dream, they be-
come paranoid schizophrenics.
So that's what songwriting is to a
songwriter. If I'm denied the op-
portunity to get this shit out, I'll be
talking to a lampshade” — R&B
crooner Eric Benet sheds some
light on the purging power of
songwriting (Vibe).

The Good, The Bad,
The Bitchy

The National Enquirer sees Will '

Smith and Bobby Brown as oppo-
site sides of the same coin. Smith's
pants apparently split wide open
while he was getting jiggy at a Hol-
lywood party, but the good-natured
singer just laughed and continued
dancing. On the flip side (literally),
Brown was dancing with a big-
breasted beauty at a Miami bash
when she slipped and bashed her
head on the marble deck. Ever the
gentleman, Brown kept on dancing
despite the unconscious woman.

Brandy may have starred in Cin-
derella, but insiders call her a bitchy
stepsister on the Moesha set. Bran-
dy's apparently jealous that cast-
mate Countess Vaughn is getting
her own series spinoff next season.
The two traded blows in a vicious
catfight, and each actress taped the
last episade of Moesha separately
(National Enquirer).

Cranberries And Nuts

Us locks into the return of the
Cranberiies. Frontwoman Dolores
O’Riordan is taking her husband,
son and mother on the new tour and
explains ~hy she won’t succumb to
the pressures that caused the band's
three-year hiatus: “The band is my
career, but it's not my life. We know
not to take ourselves that seriously
again. At the end of the day, | can
turn around and be a big baby, and
my mum will pat me on the head. |
don't think P'll go nuts this time”

- Two Turntables
And A Midol

“Once amonth, | get cramps, and
it's hard to rolt a mix — that’s the
only difference between myself and
the guys” — London’s hottest female
DJ, Charissa Saverio (a.k.a. DJ
Rap), offers a different view on gen-
der issues in music (Jane).

World Wide Web sites, cool
cyberchats and other points of
interest along the information
superhighway.

¢ Count your blue cars and
pet your friends while chat-
ting with Dishwalla Tuesday
at 9pm ET/6pm PT (www.
sonicnet.com).

* Ask away with former New
Kid On The Block Joey Mclintyre
Wednesday evening (4/14) at
8pm ET/5pm PT (www.asylum.
com or www.joeymcintyre.comy.

OnTheWeb

* Check out a live fancast
featuring Fountains Of Wayne
and tunes from the group’s lat-
est release, Utopia Parkway,
on Monday (4/12) at 7pm ET/
4pm PT (www.twec.com).

e

] -

¢ Enjoy a live webcast fea-
turing Sebadoh on Wednes-
day (4/14) at 8pm ET/5pm PT
(www.jamtv.com).

e THE MATRIX (Maverick/Nothing/Interscope)
Single: Rock Is Dead/Marilyn Manson
Featured Artists: Prodigy, Rob Zombie, Rage Against The Machine

* EDTV (Reprise)
Single: Real Life/Bon Jovi

Other Featured Artists. Cornershop, Meredith Brooks, Ozomatli

+ THE MOD SQUAD (Elekira/EEG)

Featured Artists: Breeders, Bjork, Curtis Mayfield

+ CRUEL INTENTIONS (Virgin)

Single: Praise You/Fatboy Slim (Skint/Astralwerks/Caroline)
Other Featured Artists: Verve, Placebo, Counting Crows

+ THE CORRUPTOR (Jive)

Single: More Money, More Cash, More.../Jay-Z
Other Featured Artists: Mystikal, Too Short, Mobb Deep

* THE OTHER SISTER (Hollywood)

Singles: Loving You Is All | Know/Pretenders
The Animal Song/Savage Garden (Hollywood/Columbia)
Other Featured Artists: Joan Osborne, Pauia Cole, Fastball

* PATCH ADAMS (Universal)

Other Featured Artists: Rascals, Rod Stewart, The Band
* MESSAGE IN A BOTTLE (143/Atlantic)

Single: Only Lonely/Hootie & The Blowfish

Featured Artists: Faith Hill, Sheryl Crow, Edwin McCain

* SHE'S ALL THAT

Single: Kiss Me/Sixpence None The Richer (Squint/Columbia)

* VARSITY BLUES (Hollywood)

Single: Run/Collective Soul (Hollywood/Atlantic)
Other Featured Artists: Foo Fighters, Janus Stark, Van Halen

* BLAST FROM THE PAST (Capitol)

Single: | See The Sun/Tommy Henriksen
Other Featured Artists: Everclear, R.E.M., Dishwalla

* 200 CIGARETTES (Mercury)

Single: Save It For Later/Harvey Danger
Other Featured Artists: Blondie, Joe Jackson, Cars

* OFFICE SPACE (Interscope)

Featured Artists: Geto Boys, Ice Cube, Scarface

* JAWBREAKER (London)
Single: Yoo Hoo/lmperial Teen

Other Featured Artists: Letters To Cleo, Ednaswap, Shampoo

» THE FACULTY (Columbia)

Singles: Haunting Me/Stabbing Westward

It's Over Now/Neve

Other Featured Artists: Offspring, Garbage

* PLAYING BY HEART (Capitol)
Single: Lover’s Will/Bonnie Raitt

Other Featured Artists: Cracker, Moby, Gomez

Each week R&R sneaks a peek through the nation’s consumer
magazines in search of everything from the sublime to the ridicu-
lous in music news. R&R has not verified any of these reports.

MUSIC DATEBOOK

MONDAY, APRIL 19

1980/Brian Johnson replaces the late Bon
Scott as AC/DC’s lead vocalist.

1982/Simon & Garfunkel re-form.

1995/The Cult disband.

Born: Alan Price (Animals) 1942

Releases: Patti Smith’s “Because the Night”
1978

TUESDAY, APRIL 20

1968/\n Denmark, Deep Purple make their
debut.

~ 1981/The Mamas & The Papas' John Phil-

lips is imprisoned in California after
pleading guilty to drug-possession
charges.

1990/Janet Jackson receives a star on the
Hollywood Watk of Fame.

1992/Madonna signs a $60 mitlion multi-
media contract with Time-Warner.
Also .. Elton John, David Bowie, U2,
George Michael, Robert Plant, Rog-
er Daltrey, Metallica and Annie Len-
nox perform at a tribute concert for
the late Freddie Mercury at London’s
Wembley Stadium.

Born: Luther Vandross 1951

Releases: Dolly Parton’s “Puppy Love”

1959

3§  WEDNESDAY, APRIL 21

1982/The Clash’s Joe Strummer forces the
band to cancel its UK tour when he
inexplicably leaves the group for
three weeks.

1993/Former Rolling Stones bassist Bill

Wyman marries Suzanne Accosta.

1995/Marky Mark (a.k.a. Mark Wahlberg)

makes his film debut in The Basket-
ball Diaries.

www.americanradiohistorv.com

Born: lggy Pop 1947. Robert Smith (Cure)
1959

Joe Strummer answers the
question, “Should | stay or
should | go?”

THURSDAY, APRIL 22

1969/\n England, the Who perform their
rock opera Tormmy for the first time.

1979/Rolling Stones guitarist Keith Rich-
ards performs a benefit concert in
Ottawa as part of his sentence for a
1977 Canadian drug bust.

1981/Eric Clapton is hospitalized following
a Seattle car crash. Clapton was re-
leased from a Minnesota hospital
five days earlier after a month-long
stay for internal bleeding.

1996/Stone Temple Pilots frontman Scott
Weiland is arrested in L.A. for at-
tempting to purchase narcotics.

Born: Glen Campbell 1936, Peter Frampton
1950, Paul Carrack 1951, Regina
1961

FRIDAY, APRIL 23

1956/Elvis Presley’s Las Vegas debut per-
formance is not well-received. He
won't play there again until 1969.

e gt 21 e st

1975/Badfinger guitarist/songwriter Peter
Ham, 27, hangs himself in his Lon-
don home.

1995/John Mellencamp and wife Elaine be-
come parents to son Speck Wild-
horse.

1996/Bohby Brown is arrested in Atlanta
and charged with drunk driving.

Bom: the late Roy Orbison 1936, the late
Steve Ciark (Def Leppard) 1960

SATURDAY, APRIL 24

1984/The film Stop Making Sense, featur-
ing the Talking Heads, opens.

1989The Who launch a 25-city 25th anni-
versary tour.

1990/An active World War Il bomb is dis-
covered during the set construction
for Roger Waters’ The Wall concert.

1991/Garth Brooks wins six awards at the
American Country Music Awards.

Born: Barbra Streisand 1942

Releases: David Bowie's Diamond Dogs
1974

SUNDAY, APRIL 25 '

1968/The Beatles refuse to perform at a -
benefit for the Queen of England, cit-
ing, “We don't do benefits.” }

1979/The film Rock 'n’ Roll High School, fea-
turing the Ramones, premieres in LA.

1990/The guitar Jimi Hendrix used to per- |
form the “Star Spangled Banner” at .
Woodstock is auctioned off for -
$295,000 in London.

1993/Neil Young, Ringo Starr, John Mellen-
camp, Bryan Adams and Willie Nel- :
son perform at Farm Aid VI in lowa.  ©

Born: the late Ella Fitzgerald 1918, Andy
Bell (Erasure) 1964

— Mark Solavicos -

et e
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- Ty, TOP TEN SHOWS WEEKEND BOX OFFICE

69,7 millon households Isaak MARCH 29-APRIL 4 - ' APRIL 2-4
. Cltlzen King, Late nght
: y , i
| SPANKIN' NEW ADDS J | ADDS I . Total Audience g:’é’gklco”??sﬁlss’ e th:)c, 1 The Matrix $27.78
BUCKCHERRY Lit Up (DreamWorks) BUCKCHERRY LitUp (DreamWorks) (95.9 million households) ocallistings for ime). (wB)*

MAXWELL Fortunate (Rock Land/interscope/Columbia)
JESSEPOWELL You (Sifas’MCA)

R.E.M. At My Most Beautiful (Warner Bros.)
SILVERCHAIR Anther For The Year 2000 (Epic)

| BUZWORTHY |

RICKY MARTIN Livin’ La Vida Loca (C2/Columbia)
FATBOY SLIM Praise You (Skint/Astralwerks/Caroling)
GODSMACK Whatever (Republic/Universal)

LO FIOELITY ALLSTARS Battleflag (Skint/Sub Pop/Columbia)
BAZ LUHRMANN Everybody's Free (To .) (Capitol)

| EXCLUSIVE ]

CHER Strong Enough (Warner Bros.)
MAXWELL Fortunate (Rock Land/Interscope/Columbia)
R.E.M. At My Most Beautiful (Warner Bros.)

| INSIDE TRACKS |

RICKY MARTIN Livin’ La Vida Loca (C2/Columbia)
SIXPENCE NONE THE RICHER Kiss Me (Squint/Columbia)

XL |
CHER Believe (Warner Bros.)

WHITNEY HOUSTON Heartbreak Hotel (Arista)

LENNY KRAVITZ Fty Away (Virgin}

SIXPENCE NONE THE RICHER Kiss Me (Squint/Columbia)
SUGAR RAY Every Morning (Lava/Atlantic)

OFFSPRING Why Don't You Get A Job? (Columbia)

| DAYTIME |

BLACKSTREET {/JANET Girtfriend... (L' Man/Interscope)
BRANDY Have You Ever? (Atlantic)

BUCKCHERRY Lit Up (DreamWorks)

CAKE Sheep Go To Heaven (Capricorn/Mercury)
CITIZEN KING Better Days (And...) (Warner Bros.)

OMX Slippin' (Def Jam/Mercury)

EMINEM My Name Is (Web/Aftermath/Interscope)
FATBOY SLIM Praise You (Skint/Astraiwerks/Caroline)
GARBAGE Special (Aimo Sounds/Interscope)
GINUWINE What's So Different? (550 Music/ERG)
GODSMACK Whatever (Republic/Universal)

GOO GOO OOLLS Stide (Wamer Bros.)

LAURYN HILL Ex-Factor (Ruffhouse/Columbia)
WHITNEY HOUSTON Heartbreak Hotel (Arista)

JAY-Z Jigga Who Jigga What (Roc-A-Fella/Def Jam/Mercury)
JAY-Z More Money, More Cash, More Hoes (Jive)
JEWEL Down So Long (Atlantic)

JT MONEY Who Dat (Tony Mercedes/Freeworit/Priority)
JUVENILE Ha! (Cash Money/Universal)

KID ROCK (Top Dog/L ic)

KORN Freak On A Leash (immortal/Epic)

LENNY KRAVITZ Fty Away (Virgin)

LIT My Own Worst Enemy (RCA)

LO FIOELITY ALLSTARS Battiefiag (Skint/Sub Pop/Columbia)
BAZ LUHRMANN Everybody's Free (To...) (Capitol)
MARILYN MANSON Rock Is... (MaverickNothing/Interscape)
RICKY MARTIN Livin’ La Vida Loca (C2/Columbia)
MASTER P{/MOB. DICK & MAJIC Foolish (No Limit/Priority)
MAXWELL Fortunate (Rock Land/Interscope/Columbia)
METALLICA Whiskey In The Jar (Elektra/EEG)

MONICA Ange! Of Mine (Arista)

MYA My First Night With You (University/Interscope)

'N SYNC | Drive Myself Crazy (RCA)

NODOUBT New (Work/ERG)

OFFSPRING Why Don't You Get A Job? (Columbia)
ORGY Blue Monday (Flementree/Reprise)

JESSE POWELL You (Silas/MCA)

REDMAN I/BUSTA RHYMES Da Goodness (DefJamvMercury)
R.E.M. At My Most Beautiful (Warner Bros.}

BUSTA RHYMES Gimme Some More (Flektra/EEG)
RAPHAEL SAADIQ {0-TIP Get [nvolved (Holywood Motowr)
SILKK THE SHOCKER t/MYA Somebody... (University/Interscope)
SILVERCHAIR Anthem For The Year 2000 (£Epic)
SIXPENCE NONE THE RICHER Kiss Me (Squint/Columbia)
SUGAR RAY Every Morning (Lava/Atlantic)

TAXIRIOE Get Set (Sire)

TLC No Serubs (Laface/Arista)

2PAC Changes (Amarw/Death Row/Interscope)

SHANIA TWAIN That Don't Impress Me Much (Mercury)
TYRESE Sweet Lady (RCA)

ROB ZOMBIE Living Dead Girl (Gellen)

|SHOWTIME |
BLACKSTREET f/JANET Girtfriend... (Li' Manvinterscope)
BRANDY Almost Doesn't Count (Atlantic)

MARIAH CAREY | Still Believe (Columbia)

OMYX Slippin’ (Def Jarm/Mercury)

EMINEM My Name |s (WebvAftermathvinterscope)
GINUWINE What's So Different? (550 Music/ERG)

GOO GOOOOLLS Dizzy (Wamer Bros.)

LAURY N HILL Ex-Factor (Ruffhouse/Columbia)
WHITNEY HOUSTON Heartbreak Hotel (Arista)

JAY-Z Jigga Who Jigga What (Roc-A-Felia/Def Jam/Mercury)
JAY-Z More Money, More Cash, More Hoes (Jive)
JEWEL Down So Long (Atlantic)

JT MONEY Who Dat (Tony Mercedes/Freeworld/Priority)
JUVENILE Ha! (Cash Money/Universal)

JORDAN KNIGHT Give It To You (Fiyte Tyme/Interscope)
KORN Freak On A Leash (/mmortal/Epic)

MARILYN MANSON Rock Is... (Maverick/Nothing/Interscope)
RICKY MARTIN Livin' La Vida Loca (C2/Columbia)
MARVELOUS 3 Freak Of The Week (HifvElektra/EEG)
MASTER P{/MOB. DICK & MAJIC Foolish (No Limit/Priorty)
MAXWELL Fortunate (Rock Land/Interscope/Columbia)
JOEY MCINTYRE Stay The Same (C2/Columbia)
MONICA Angel Of Mine (Arista)

MYA My First Night With You (University/interscope)

NO OOUBT New (Work’ERG)

OFFSPRING Why Don't You Get A Job? (Columbia)
ORGY Blue Monday (Flementree/Reprise)

RAPHAEL SAADIQ Y0-TIP Get Involved (Hollywood/Motown)
SILKK THE SHOCKER #/MYA Somebody... (University/Interscope)
TLC No Scrubs (Laface/Arista)

TYRESE Sweet Lady (RCA)

Video airplay from April 5-12

| NEW | |

BAZ LUHRMANN Everybody's Free (To... ) (Capitol)
RICKY MARTIN Livin’ La Vida Loca (C2/Columbia)
R.E.M. At My Most Beautiful (Warner Bros.)

| LARGE |

BLONOIE Maria (Beyona)

BRANDY Have You Ever? (Atlantic)

SHERYL CROW Anything But Down (A4M)

EVERLAST What It's Like (Tommy Boy)

GOO GOO DOLLS Stide (Wamer Bros.)

JEWEL Down So Long (Atlantic)

ELTON JOHN & LEANN RIMES Written... (CurtvRocket/Isiand)
MATCHBOX 20 Back 2 Good (Lava/Atlantic)

JOHN MELLENCAMP I'm Not Running... (Columbia)

| MEDIUM

BLACK CROWES Only A Fool (American/Coiumbia)

BON JOVI Real Life (Reprise)

CHER Believe (Wamer Bros.)

EAGLE-EYE CHERRY Falling In Love Again (Work/ERG)
GARBAGE Special (Aimo Sounds/Interscope)

GO0 GOO OOLLS Stide (Wamner Bros.)

MADONNA Nothing Really Matters (Warner Bros.}
SHAWN MULLINS Shimmer (Columbia)

SHANIA TWAIN That Don't Impress Me Much (Mercury)

| CUSTOM

1 NCAA Basketball
Championship
(Duke vs. Connecticut)
2 Movie (Sunday)
(The Secret Path)
3 Frasier
(tie) Friends
(te) Touched By An Angel
6 Jesse
7 ER
8 The Drew Carey Show
9 Dateline NBC (Tuesday)
10 NCAA Basketball
Pregame Show
(te) Veronica’s Closet

Adults.18-49

—b

NCAA Basketball
Championship
Friends

Jesse

Frasier

The Drew Carey Show
Veronica’s Closet
Dharma & Greg
ER

(te) The Norm Show
10 It's Like, You Know

NSO A LN

-}

Source: Nielsen Media Research

ERIC BENET Georgy Porgy (Warner Bros.)

BRANDY Almost Doesn't Count (Atiantic)
BUCKCHERRY Lit Up (DreamWorks)

MARIAH CAREY | Still Believe (Columbia)

COLLECTIVE SOUL Run (Hollywood/Atlantic)
OEBORAH COX Nobody's Supposed To Be Here (Ansta)
CRANBERRIES Promises (/siand)

OAVE MATTHEWS BAND Crush (RCA)

DRU HILL These Are The Times (University/isiand)
FATBOY SLIM Praise You (Skint/Astratwerks/Caroline)
KIRK FRANKLIN Revolution (Gospo Centric/interscope)
FUEL Shimmer (550 Music/ERG)

SAMMY HAGAR Mas Tequila (MCA)

LAURYN HILL Ex-Factor (Ruffhouse/Columbia)

HOLE Malibu (DGC/Geffen)

WHITNEY HOUSTON It's Not Right But It's Okay (Arista)
K-Cl & J0JO Life (Rock Land/Interscope}

JULIAN LENNON Day After Day (Fuel 2000)

MAXWELL Fortunate (Rock Land/Interscope/Columbia)
METALLICATurn The Page (Elektra/EEG)

METALLICA Whiskey In The Jar (Elektra/EEG)
MONICAAngel Of Mine (Arista)

BETH ORTON Stolen Car (Arista)

TYRESE Sweet Lady (RCA)

Video airplay from April 13-19

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

Mary J. Bllge, Brandy, Cher,
Whitney Houston, LeAnn
Rimes, TLC and Tina Turner
perform from NYC’s Beacon
Theater on VH1'’s Divas Live
’99. Westwood One is present-
ing the radio simulcast (Tues-
day, 4/13, 9pm).

* Shawn Mullins, Late Late
Show With Craig Kilborn (CBS,
check local listings for time).

Saturday a0

-Tom Petty & The Heart-
breakers, Saturday Night Live
(NBC 11 30pm)

s Cher lsthls week’s subje&c.m
VH1 's Behind the Music (9pm)

* Andy Griggs and Neal Mc-
Coy, Prime Time Country (TNN,
9pm).

*'N Sync, The Tonight Show
With Jay Leno (NBC, check lo-
cal listings for time).

* Tuesday, 413
* Billy Dean, Prime Time
Country.
* Andrea Bocelli, Jay Leno.
* Tom Petty, Late Show With

David Letterman (CBS, check
local Instlngs fortlme)

J David Kersh and Brady
Seals, Prime Time Country.

* Mandy Barnett, David Let-
terman.

¢ Juvenile, Conan O'Brien.

“Thursday, 4/1!

* Mavericks' Raul Malo, Prime
Time Country.

¢ TLC and Cher, Jay Leno.

* Eagle-Eye Cherry, David
Letterman.

¢ Latin Playboys, Conan
O’Brien.

36 million households
Cindy Mahmoud
) IA = VP/Music Programming

& Entertainment

| Video Playlist

WHITNEY HOUSTON Heartbreak Hotel (Arista)

LAURYN HILL Ex-Factor (Rufthouse/Columbia)

MONICA Angel Of Mine (Arista)

FAITH EVANS All Night Long (Bad Boy/Arista)

TYRESE Sweet Lady (RCA)

ROOTS VERYKAH BAOU You Got Me (MCA)

GINUWINE What's So Different (550 MusiERG)
BLACKSTREET Y/JANET Girffriend... (Li' MarvInterscope)
BUSTA RHYMES I/JANET Whats It Gonna Be? (Elekira/EEG)

| RapCty |

BLACKSTAR Respiration (Rawkus)

NAS NAS Is Like (Columbia)

BUSTARHYMES 1/JANET What's It Gonna Be? (Flektra/EEG)
ROOTS {/ERYKAH BADU You Got Me (MCA)

DUTKAST Da Art Of Storytellin' (LaFace/Arista)

KRS-ONE Five Boroughs (Jive)

JT MONEY Who Dat (FreeWortd/Priority)

REDMAN {/BUSTA RHYMES Da Goodness (Def am/AAL Merury)
REDMAN 'll Be That (Def Jam/RALMercury)

JAY-Z More Money, More Cash, More Hoes (Jive)

This week's chart is frozen.

7 M g
55 million households
Peter Cohen,
VP/Programming

music network

[ NationalTop 20 |

TLC No Scrubs (Laface/Arista)

JORDAN KNIGHT Give It To You (Flyte Tyme/Interscope)
DEBORAH COX It's Over Now (Arista)

BUSTA RHYMES f/JANET What's |t Gonna Be (Flektra/EEG)
VENGABOYS We Like To Party (Groovilicious/Strictly Rhythm)
SILKK THE SHOCKER f/MYA Somebady... (No Limit/Priorty)
112 /LI’ ZAN Anywhere (Bad Boy/Arista)

USHER Bedtime (Laface/Arista)

KORN Freak On A Leash (Immortal/Epic)

EMINEM My Name Is (Web/Aftermathvinterscope)
BLACKSTREET Y/JANET Girtfriend... (Lil’ Man/interscope)
FIVE Slam Dunk (Arista)

RUFF RYDERS Ryde Or Die (Ruff Ryder/Interscope)
KRAYZIE BONE Thug Mentality (Relativity)

2PAC Changes (Amarw/Death Row/Interscope)

K-Ci & J0JO Life (Rock Land/Interscope)

KHALEEL No Mercy (Hollywood)

BRITNEY SPEARS.. Baby One More Time (ive)

*N SYNC | Drive Myself Crazy (RCA}

R. KELLY When A Woman's Fed Up (Jive)

Most requested from the week ending April 4

PRLSTAR

CONCERT PULSE

Avg. Gross

Pos. Artist (in 000s)
1 ROLLING STONES $2,468.1
2 BILLY JOEL $1,058.5
3 BLACK SABBATH $768.1
4 NEIL DIAMOND $583.2
5 DAVE MATTHEWS BAND $559.4
6 SHANIA TWAIN $505.0
7 KISS $458.9
8 DEPECHE MODE $456.6
9 ROD STEWART $452.7
10 AEROSMITH $401.8
11 JAY-Z/DMX $356.7
12 MANNHEIM STEAMROLLER  $318.0
13 AMY GRANT $307.4
14 ALANIS MORISSETTE $245.5
15 KORN/ROB ZOMBIE $244.5

Among this week's new tours:

2 SKINEE J'S
AL JARREAU
CRANBERRIES
LIZ PHAIR
LOVERBOY
OUTFIELD
SAMMY HAGAR
SMASHING PUMPKINS
TOM PETTY & THE HEARTBREAKERS
TOOTS & THE MAYTALS
The CONCERT PULSE is courtesy of Polistar, a
publication of Promoters’ On-Line Listings, (800)
344-7383; California (208) 271-7900.

2 10 Things | Hate $8.33
About You (BuenaVista)*

3 The Out-Of-Towners $8.22
(Paramount)*

4 AnalyzeThis
(wB)

§ Forces Of Nature
(DreamWorks)

6 EDtv
(Universal)

7 ShakespeareinLove $3.11
(Miramax)

8 Doug’s 1st Movie
(Buena Vista)

9 Life Is Beautiful
(Miramax)

10 The Mod Squad

(MGM/UA)

$6.33
$6.20
$4.44

$3.07
$2.66

$2.56

All figures in millions
* First week in release
Source: ACNielsen ED/

COMING ATTRACTIONS:
This week’s openers include
Never Been Kissed, starring
Drew Barrymore. The film’s Cap-
itol soundtrack showcases
Semisonic’s “Never You Mind,”
Jimmy EatWorld’s “Lucky Den-
ver Mint,” Remy Zero’s “Prob-
lem,” the Cardigans’“Erase/Re-
wind,” R.E.M.’s “At My Most
Beautiful” Swirl 360’s “Candy in
the Sun,” the Smiths’ “Please,
Please, Please, Let Me GetWhat
| Want,” John Lennon & Yoko
Ono’s “Watching the Wheels,
Sonichrome’s “Innocent Jour-
ney” and the Beach Boys’“Don’t
Worry Baby.” Cuts by Willis,
Kendall Payne, Block, the Mof-
fatts, Ozomatli and Jeremy
Jordan complete the ST.

Recording artist Master P
stars in Foolish, which also opens
this week. The film’s No Limit/
Priority soundtrack features var-
ious collaborations by Master P,
Snoop Dogg, Daz, Kurupt, C-
Murder, Silkk The Shocker,
Mystikal, Magic, Mo B. Dick,
Fiend, Porsha, Steady Mobb’n,
Mia X, Kane & Abel, Lil’ Sol-
diers and Ghetto Commission.

Also opening this week is Go,
starring Taye Diggs and Katie
Holmes. The film's Work sound-
track sports No Doubt’s “New,’
Natalie Imbruglia’s “Troubled By
the Way We CameTogether,” Fat-
boy Slim’s “Gangster Tripping,”
Eagle-Eye Cherry’s “Shooting Up
inVain (T-Ray Remix),” Lionrock’s
“Fire Up the Shoesaw,” Leftfield
f/NicoleWillis’“Swords” and Phil-
ip Steir f/Steppenwolf’'s “Magic
Carpet Ride (Steir's Mix),” as well
as tunes by Len, Esthero w/
Danny Saber, Goldo, DJ Rap,
BT, the Air French Band and
Jimmy Luxury & The Tommy
Rome Orchestra.

Limited engagements of
Metroland, starring Christian
Bale and Emily Watson, round
out this week’s openers. The
film’s Warner Bros. soundtrack
is mostly made up of cuts by
Mark Knopfler, along with his
band Dire Straits’ “Sultans of
Swing,” Elvis Costello’s “Ali-
son,” Hot Chocolate's “So You
Win Again” and the Stranglers’
“Peaches,” among others.
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AL PETERSON

alpeterson@aol.com

The Next Dimension In Talk Radio

1 Interep study indicates strong growth and quality demos for FM stations

Recently, Interep’s Research Division completed a study on
FM Talk stations. Attendees at R&R’s Talk Radio Seminar this
year got an exclusive sneak preview of the report, *'FM Talk: The
Next Dimensior in Talk Radio.” The results offer good news for
this growing group of Talk radio stations.

Interep Research Director Kris-
ten Santoro. who headed the
project. says the -
results clearly in-
dicate the poten-
tial for Talk to be-
come a major
force on the FM
dial in the near fu- §
ture. “Interep un-
dertook  this
project because
we sensed that
FM Talk is really
emerging as a hot
format.” Santoro
said. “"Since we represent the Infinity-
owned FM Talk stations. we have
had the opportunity to watch as
many of them have evolved from
doing a mixture of talk and music
to becoming full-fledged Talk sta-
tions seven days a week. Interep rec-
ognizes that FM Talk is becoming
an extremely viable format of the
future. and this study was done to
give us all a head start at getting a
good look at it from the inside out.”

Comparative daza in I[nterep’s re-
port came from Arbitron and Scar-
borough. according to Santoro. “The
comparison of AM vs. FM Talk
comes from Arbitron.” she says.

Kristen Santoro

“and the qualitative profile informa-
tion came trom a compilation of
Scarborough data from FM Talk sta-
tions in the top 50 markets.”

Largely Untapped Market

According to Interep’s report. it
would certainly appear that the FM
band offers significant opportunities
for the Talk format. FM generally
attracts an overall younger cume and
a slightly larger share of radio lis-
teners than does AM. and its recep-
tion is cften clearer in areas or build-
ings where AM reception has limi-
tations.And while you’'ll find a high-
ly competitive music battle going on
across the FM band. in most mar-
kets there is an untapped market for
Talk radio.

Most AM Talk stations are posi-
tioned to serve as a forum for infor-
mation and debate on issues. FM
Talkers. on the other hand. tend to
lean toward more entertainment-
focused topics with little or no po-
litical ar news focus. “And FM Talk
stations tend to lean a bit more male
overall.” says Santoro. “whereas
AM Talk stations are a little bit more
gender-balanced.” Interep’s study
shows that the FM Talk audience is
made up of about 63% male to 37%

temale. vs. a 53% male to 47% te-
male audience for AM Talk stations.

There are several major players
already enjoying significant success
with this new breed of talk on FM,
most notably KLSX/Los Angeles.
WCKG/Chicago. WIFK/Washing-
ton. WTKS/Orlando. KIRO/Seattle
and WKXW/Monmouth. And al-
though there are only a few promi-
nent success stories. FM Talk is ex-

66

Interep recognizes
that FM Talk is
becoming an
extremely viable
format of the future,
and this study was
done to give us all a
head start at getting a
good look at it from
the inside out.
—Kristen Santoro

33

pected to grow into a major force in
the coming decade. Just recently.
Infinity’'s WKRK/Detroit flipped
formats from Active Rock to Talk.
and rumors of FM Talk stations

5 RICK SCOIT & msSOCIATES

® Sikis Prig f %
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Scott Masteller.

GOOD SPORTS — Qver 100 Sports
ed to Phoenix recently for the annual Rick Scott and Associates Sports
Radio Conference. Pausing between sessions for a photo are (I-r) KNBR/
San Francisco OM/PD Bob Agnew, Rick Scott and KFXX/Portland PD

radio programmers and execs head-

signing on soon in New York and
several other top 20 markets are
rampant. [t would seem today that
the comments made by KLSX VP/
GM Bob Moore in an R&R inter-
view last year (6/12) were prophet-
ic: "I believe FM Talk is a format
that should be. and will be. in every
top 50 market in America within
three or four years.”

Not Stealing From AM

So are these new FM Talk outlets
just AM Tulk stations on the other
side of the dial? No. since most of
the new breed of FM Talkers play
more to the lifestyle and younger
demographic preferences of those
who are already primarily FM ra-
dio listeners. And most who are en-
joying success in FM Talk agree that
the audience is not coming from
theirAM Talk counterparts. *It’s not
about AM vs. FM.” said Clear Chan-
nel/Orlando Dir./Programming
Chris Kampmeier in a recent in-
terview (R&R 2/19}. “The biggest
success stories in younger-targeted
Talk are coming from new stations
with no heritage to deal with.”

KLSX PD Jack Silver agrees. “It
programmed correctly, an FM Talk

" station will perform like a Rock sta-

tion without the music.” he said

(R&R 2/19). "The FM Talk audi-
ence is coming from music listen-
ers in their 20s and 30s who are find-
ing the FM Talk station after punch-
ing out from a Rock. Classic Rock
or Alternative station. They're not
suddenly turning off Rush Lim-
baugh and tuning to the FM Talk
station.”

Indeed, Interep’s report seems to
confirm that idea, at least from a
demographic standpoint. WhileAM
Talk stations tend to skew primarily
to a 35-plus audience. FM talkers
get their biggest shares from 18-44-
year-olds, the same primary demos
for contemporary music FMs.
Here's a look at how the demos for
AM vs. FM Talk listening break out
in Interep’s report:

M AM
Persons 12-17 3.6% 1.6%
Adults 18-24 11.7% 2.3%
Adults 25-34 34.8% 10.5%
Adults 35-44 27.2% 17.9%
Adults 45-54 15.1% 19.7%
Adults 55-64 4.5% 17.1%

Continued on Page 20

Winm'ng at Life, Love
and The Money Gawe®

Monday - Friday, 1p.m. - 4p.m. CST
SATCOM C-5

www.financialpeace.com

For syndication information call Anne Marshall at 888-22PEACE, ext. 114

Johnny Randolph

Consistently beating Rush in the 18-34 and 25-54 demos. prgrum Director WWTN
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Continued from Page 19

Qualitative Profile

The overall news included in In-
terep’s FM Talk study should come
as good news for those already in
the format as well as those who may
be considering a move to it. Based
on Scarborough cume data of FM
Talkers in the top 50 markets, FM
Talk radio listeners score above av-
erage in virtually every category that
was surveyed. Here are some facts
guaranteed to make FM Talk station
account executives ecstatic.

Education: FM Talk listeners are
highly educated. In fact, 41% of
adults 25-54 who listen to the for-
mat have a college degree or better.
That figure is a whopping 30%
above the U.S. norm.

Income: FM Talk listeners are
highly aftluent, with 7 out of 10 of
those who are 25-54 earning an an-
nual household income above
$50,000. That figure represents
numbers that are nearly one-third
above the U.S. norm.

Occupation: Once again, FM
Talk listeners score well, with more
than one third of adults 25-54 em-
ployed in professional/managerial
positions. Interep notes that is 23%
above the U.S. norm. And the for-
mat scores even higher in those who
are the decision-makers for their
companies. Forty percent of 25-54
adult FM Talk listeners are in charge
at the office, which is 18% above the
U.S. norm. And 70% of them are

@

FM Talk stations tend
to lean a bit more
male overall, whereas
AM talk stations are a
little bit more gender-
balanced.
—Kristen Santoro

Angeles and WCKG-FM/Chicago.

HEEERE’S JONNY! — Sweepstakes pitchman and former Tonight Show
sidekick Ed McMahon (r) seems to have found a new favorite “Jonny;,” Jona-
thon Brandmeier. The two posed together during McMahon's recent ap-
pearance on Jonny B’s Radio Showgram, which airs daily on KLSX/Los

employed in white-collar occupa-
tions, 15% above U.S. norms.

Home Ownership: If you want
to hit homeowners with advertis-
ing, the FM Talk station in town
offers an attractive target. More
than 6 out of 10 adults 25-54
(62.8%) who listen to FM Talk own
their own homes.

Frequent Flyers: According to
Interep’s report, more than half of the
25-54 adults tuning to FM Talk take
to the friendly skies domestically one
or more times annually. And 48.1%
have taken a trip to a foreign desti-
nation in the past year for business
or personal reasons.

Grocery Buyers: Even though
the FM Talk format skews toward
men overall, 43% of them are the
principal food shoppers in their
households. And nearly 7 out of
10 spend $75-plus on groceries per
week.

Cellular Users: Obviously many
of FMTalk’s 25-54 listeners are call-
ing their favorite station from their
cellular phones. Fifty-five percent of
them own cellular phones, which is
13% above the U.S. norm.

Wall Street Watchers: More than
one-fourth of FM Talk listeners 25-
54 (26.7%) maintain an active ac-
count with a stockbroker, which plac-
es them 21% above the U.S. norm.
And a whopping 68% of them have
investment portfolios, or 15% above
the U.S. norm.

Computers: As one would ex-
pect, this is a strong qualitative cate-
gory, with 7 out of every 10 25-54
adult FM Talk listeners owning their
own computers. More than half of
them use an online service, which is
17% above the U.S. norm.

Internet Savvy: 25-54 FM Talk
listeners score well above national
averages in usage of Internet servic-
es, including financial services;
games; accessing of news, sports and
newspapers; research and education;
and online shopping.

News/Talk Continues To Shine

hether it's on FM or AM, Talk continues to reign as

America’s most-listened-to format, according to Ar-
bitron’s most recent National Format Share Trends and
Persons Using Radio Report.

Coast-to-coast, News/Talk bests its music competition
in overall listenership and key buying demos. Here are some
of the highlights from Arbitron’s report based on fall '98
News, Talk and Sports numbers from the 94 Continuous
Measurement Markets.

* News/Talk is No. 1 in persons 12+ with a 15.3 share
overall.

* News/Talk is No. 1 in six of eight geographic regions,
and a close No. 2 in two regions.

* News/Talk is No. 1 in morning drive, 6-10am/Mon-
day through Friday (18.1).

* News/Talk is No. 1 in middays, 10am-3pm/Monday
through Friday (16.4).

* News/Talk is No. 1 in afternoon drive, 3-7pm/Mon-
day through Friday (14.6).

* News/Talk is No. 1 in evenings, 7pm-midnight/Mon-
day through Friday (11.9).

* News/Talk is No. 1 on weekends, 6am-midnight/Sat-
urday and Sunday.

In key buying demos, News, Talk and Sports contin-
ues to fare extremely well. Here are some highilights.

* Adults 25-54: Classic Rock/Oldies No. 1 (13.0),
News/Talk No. 2 (12.5)

* Adults 35-64: News/Talk/Sports No. 1 (17.1), Clas-
sic Rock/Oldies No. 2 (14.1)

Audience demographic composition held fairly steady
from previous reports, with more than half of the for-
mat’s listeners in the 25-64 demographics. Here's how it
breaks out:

* Adults 25-34/11%
* Adults 34-44/18%
* Adults 45-54/19%
* Adults 55-64/17%
* Adults 65+/32%

¥ Finally, as expected, gender balance for the format
continues to lean male. However, for overall male/female
reach, News, Talk and Sports is tough to beat, with a bal-
ance of 57% males vs. 43% females.

YOU FOUND IT!

Service like you'd expect.

W
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RESULTS MARKETING

CREATIVE PROMODTIOHNS

800-786-8011 * FAX 407-786-5661
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"Promo Cnly is my #1 tool in
keeping up with the hits of
tommorrow. If you want to heaxr
what's going to be in the Top 10
tomorrow listen to Promo Only
today.”

Guy Zapoleon, _
Zapolcon Media Sirategies

"Two great ways to be exposed
to new music’

Danny Ocean, APD/MD
WIMN/Boston

"Exc=llent CD's, don't leave

~home without them”

Dave Eubanks. PD
WZIM/Cleveland

"I can't live _wi’c’houi; either

of them!"

OQ/Philadelphia

Jav Towers, MD
Wi

"Two more najor tools I use
to help me with my deeision’

Kid Curry, PD
WP OW/ Miarni

"When I'm flyinz through space;

I ne=2d to shut out the noise

ani bedlam arcand ge, so I
reach for my Promo Only. To
have & compilation CD-where al>
the hits are, xreally helps e
gez oy Job donel" .

Bil Richards :

Bil Richards R adio Consulting

- *Promo Only CD's make my life

easier when I'n loocking for

“hits”

Eriic Powers, PD
KOBE/Scal?ls

Promo Only, Inc. ® 231 Live Oaks Blvd. « (n‘Ssererry, FL 32707
407-331-3600 » Fux 407-331-6400 ¢ www.promoonly.com * prome@promoonly.com


www.americanradiohistory.com

L R R R

e e =

@ % v & B ¢

ERRE Y

LI

s

e s & & & %

"2 e v e a s

»

tomorrow. Details are coming soon.

THE LAST GREAT CONVENTION OF THE CENTURY!
The best is back! Join us June 10-12 for R&R
Convention ’99 at the Century Plaza Hotel in
Los Angeles. Get in touch with the technological
future of the radio and record industries. L.earn
how to better manage yourself through these
challenging times. Meet the leaders of today and

INFORMATION

FAX this form to: (310)203-8450

Or MAIL ro:

R&R CONVENTION °99

10100 Santa Monica Blvd., 5th Floor
Los Angeles, CA 90067-4004

ONLINE registration at: www.rronline.com

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

MAILING ADDRESS

Name

Title

Call Letters/Company Name Format

Street

City State Zip

Telephone #

E-mail

CENTURY PLAZA HOTEL and TOWER

WE LOOK FORWARD TO HOSTING YOU FOR R&R CONVENTION °99.
Thank you for requesting reservations at the Century Plaza Hotel.
Our staff would like to take the opportunity to extend a warm
welcome to you during your upcoming meeting.

* In order to confirm your reservation, please guarantee your arrival
with a major credit card, or you may send a one night’s deposit.
Deposits will be refunded only if reservation is cancelled 48 hours
prior to arrival.

* Reservations requested after May 14, 1999 or after the room
block has been filled are subject to availability and may not be
available at the convention rate.

e Check in time is 3:00 pm; check out time is 1:00 pm.
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HOTEL REGISTRATION
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EARLY BIRD
REGISTRATION FEES
EXTENDED TO

APRIL 30th!
REGISTRATION FEES

3 OR MORE BEFORE APRIL 30, 1999 $375 EACH
SINGLE BEFORE APRIL 30, 1999 $425 EACH
3 OR MORE AFTER MAY 1, 1999 $450 EACH
SINGLE AFTER MAY 1, 1999 $475 EACH
EXTRA COCKTAIL TICKETS (THURS) $ 85 EACH
EXTRA SUPERSTAR SHOW (SAT) $100 EACH
DAY PASSES $225 EACH
ON-SITE REGISTRATION $550 EACH

METHOD OF PAYMENT

Amount Enclosed: $

Visa D MasterCard D AMEX D Discover [:I Check [:I

Account Number Exp. Date:

Cardholder’s Signature

Print Cardholder’s Name

CANCELLATION POLICY: All cancellations must be submitted in writing. A full
refund less a $75.00 administrative fee will be issued after the convention if notifica-
tion is received on or before April 2, 1999. Cancellations received between April 3
and May 14, 1999 will be subject to a $150.00 cancellation fee. No refund will be
issued for cancellations after May 14, 1999 or for “'no shows.”

TYPE OF ROOM CONVENTION RATES
SINGLE (1 PERSON) PLAZA $195.00
SINGLE (1 PERSON) TOWER $250.00
DOUBLE (2 PEOPLE) PLAZA $220.00
DOUBLE (2 PEOPLE) TOWER $270.00
SUITES PLAZA $475.00 and up
SUITES TOWER $700.00 and up

For RESERVATIONS, please call:

(310) 551-3300 or 1-800-WESTIN-1.
Tell them it’s the Radio & Records Convention.
Please do not call R&R for hotel reservations. Thank you.
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Mutual

Continued from Page 3

The quality of the Mutual News
service also dissipated in recent
years, particularly after Mutual’s ac-
quisition by Westwood One in 1985,
several affiliates said. One major-
market PD who recently canceled his
subscription said that the network
had become “sensationalist” in re-
cent years.

However, the main issue for West-
wood was that it owned too many
news brands, Kieman said. In addi-
tion to Mutual, Westwood owns the
distribution rights to the CBS Radio
Network, CNNRadio, the FOX Ra-
dio network and the NBC Radio
News network, for which it paid
General Electric $50 million in
1987. With fewer stations in a mar-
ket covering news, sustaining five

PusLisHEr/CEQ: Erica Farber
GENEraL Manager: Sky Daniels
Senior VP/ResearcH & DeveLopment. Dan Cole
OPERATIONS ManaceR: Page Beaver

ENTORIAL

Eoimor-iN-Cuier: Ron Rodrigues
DiRecTOR/CHARTS & FORMATS: Kevin McCabe
Manacing EoiTor: Richard Lange
Formar Eormors: AC: Mike Kinosian
Aurernarive: Jim Kerr CHR: Tony Novia
Country: Lon Helton NAC: Carol Archer
News/Tak: Al Peterson
Rock: Cyndee Maxwell Urean: Walt Love
CHARTS & Music M : Anthony A p

Music EoiTor: Steve Wonsiewicz
AssisTaNT Managing Eonor: Jeff Axelrod
News Eoitor: Julie Gidlow

DIReCTOR OF RESEARCH SERVICES: Hurricane Heeran
EpiToriAL AND CHARTS COORDINATOR: Mark Solovicos
Associate Epmors: Brida Connolly,

Adam Jacob: E!on Schoenh
AssisTaNT EDITORS: Renee Bell,
Frank Correia, Diane Fredrickson,
Rich Michalowski, Tanya O'Quinn, Robert Pau

INFORMATION SERVICES

Sates & Markening DiRecToR: Jeff Gelb
Manager: Jill Bauhs
CusToMER SERVICE: Jackie Young
Tecw SupporT: Gloria Guzman, Marv Kubota
DistriBution Manager: John Ernenputsch

DATA PROCESSING

DP/Communications DiRecTor: Mike Onufer
Computer SeRvices: Jonald Cruz,
Mary Lou Downing, Dan Holcombe,
Saeld Irvanl, Diane Manukian,
Cecil Philtips, Kevin Williams

CIRCULATION

SUBSCRIPTION FULFILLMENT MANAGER:
Kelley Schieffelin
CircuLaTion CooRoINATORS: Jire Hanson, Jill Heinila

ELECTRONIC PUBLICATIONS

Horeax PropucTion: Jeft Steiman
Designer: Carl Harmon

PRQDUCTION

PropucTion DIRECTOR: Kent Thomas
PRoOUCTION ManaGER: Roger Zumwalt
Desicn DIRecTOR: Gary van der Steur
D Tim K  E C. Narido Il
GrapHICS: Lucie Renée Morris, Derek Cornett,
Renu K. Ahluwalia

ADMINISTRATION

CoNTROLLER: Michael Schroepfer
LecaL CounseL: Lise Deary
DIRECTOR OF HuMAN RESOUFCES & ADMINISTRATION:
Caren Antler
DIRECTOR OF CONVENTIONS & SEMINARS:
Jacqueline Lennon
AccounTiNg MANAGER: Maria Abuiysa
AccounTing: Nalini Khan, Magda Lizardo
RECEPTION: Juan ta Newton
Man Services: Rob Sparago, Tim Waiters

BUREALS

Washmaton, DC: 20204630500, FAX: 202046340432
Bureau CHier: Jedfrey Yorke
AssocuTe Epiors: Matt Spangler, Jeremy Shi
LecaL CounseL: Jason Shrinsky

NasuvILLE: 6159244+8822, FAX: 6152486655
Bureau CHiEF: Lon Helton
Associte Eoror: Calvin Giibert

ADVERTISING

Los ANGELES: 310553+433C:, FAX: 310-20348450
SaLes Manacer: Henry Mowry
AoverTisiNg Coorpinarr: Nancy Hoff
Saces REPRESENTATIVES: Paul Colbert, Missy Haffley,
Lanetta Kimmons, Kristy Reeves
NoNTRaDITIONAL SALES: Gary Nuell
SaLES AssisTANT. Deborah Gardner
AOMINISTRATIVE ASSISTANY: Ted Kozlowski
MARKETPLACE SALES: Jawn Garrett

i

OPPORTUNITIES SaLEs: Karen Mumaw
INT. DiR./Music MARKETING SERVICES: Jay Levy
WASHINGTON: 202046320500, FAX: 2020463+0432
Vice PResioent/ SaLes: Barry O'Brien
Sates RePRESENTATIVE: Beverly Swan
AOMINISTRATIVE ASSISTANT: Shannon Welner

NASHVILLE: 61502448822, FAX: 6152486655
DIRECTOR/SALES: Jennifer Scruggs

A Perry Capital Corp.

brand names under one roof became
wasteful, Kiernan said. “We were
trying to maintain too many brands.
Some of our resources we were put-
ting into branding we can now put
into news-gathering.”

CBS Radio, which had been pro-
ducing news feeds for the Mutual
network since late last year, report-
edly cut six well-known anchors last
week as Westwood slashed its oper-
ating budget for news. While the net-
work would not verify specific
names, the anchors to be let go af-
ter their contracts expire were report-
ed as Bill Lynch, Lisa Meyer, Ed
Crane, Claudia Marshall, Paul James
and David Jackson.

Mutual Name
Up For Grabs?

With the elimination of the Mu-
tual brand name, some in the indus-
try have speculated that another pro-
gram supplier could try to pry the
long-standing name from Westwood.
ABC Radio, the AMFM Radio Net-
work and Premiere Radio Networks
could all be interested in bulking up
their news coverage. Neither AMFM
nor Premiere currently carries a news
network, but Premiere 1s about a year
away from unveiling one, company
President/CQO Kraig Kitchin said.
Premiere would not be interested in
buying the Mutual name, a compa-
ny executive said.

The vacuum created by the elim-
ination of Mutual and the cutback of
the NBC Radio feeds could benefit
ABC the most, one competitor who
wished to remain umdentified spec-
ulated. ABC could use a branded
news network under a different name
to increase their offerings to affili-
ates, he said. “If anybody is looking
for an epening right now to take a
branded name, it would probably be
ABC, so that they could get more
affiliates.”

But ABC already offers three sep-
arate news services under the ABC
banner. The company is in no rush
to control a second brand name and
possibly overextend itself, ABC
News Radio VP Bernard Gershon
said. “Who knows what the situation
will be in the long term? But I think
that one of the keys to successful
marketing is focus.” ABC has re-
ceived calls from Mutual affiliates
interested in picking up ABC feeds
to replace their news, Gershon said.

Hypothetically, Westwood could
sell the Mutual name, Kiernan said,
but he doesn’t expect that anyone
would be interested in buying it, as
its reputation has fallen somewhat in
recent years. Some speculated that a
network like CNNRadio would be in
hot demand by Westwood competi-
tors when its contract comes up for
renegotiation.

Subscriber Options
Westwood notified Mutual affili-
ates about the change in a March 29
letter written by Kiernan. Westwood
offered subscribers a choice of CNN,
CBS News or FOX in the Mutual

time slct. g
The letter also notified subscrib-
ers about the NBC Radio changes.
NBC News will now be broadcast
only from 5am to 1lam ET. The
NBC changes were made because
stations were using NBC Radio
broadcasts mostly in the morning,
then moving to other news program-
ming in the afternoon, Kiernan said.
Many affiliates had been using

Yahoo!
Continued from Page 1

exponentially after the deal is con-
summated and Broadcast.com’s con-
tent is made available on Yahoo's In-
ternet portal. Broadcast.com says it
is visited by more than 800,000
“unique users” per day, while Santa
Clara, CA-based Yahoo! receives
about 50 million hits per month.
Yahoo spokeswoman Diane Hunt
told R&R that on April 7 the
company would report even higher
usage in conjunction with the
release of its first-quarter earnings.
(Broadcast.com was slated to
report its first-quarter numbers
on April 12.)

On top of the increased traffic for
Broadcast.com, the deal is likely to
create new and exciting venues for
radio programming. Hunt said that
Yahoo’s News, Finance and Sports
sections would be “logical places” to
add links to Broadcast.com radio and
TV programming. Currently Yahoo
contains links to National Public
Radio news coverage and
Broadcast.com sportscasts, among
other content providers. This could
mean, for example, that Yahoo's 50-
million-strong audience might have
front-row seats to WDFN’s coverage
of next year’s Super Bowl or NCAA
basketball tournament.

A Match Made In
Cyberspace

Wall Street began speculating that
the two companies were in talks
about a deal last month. The mar-
riage was a natural progression, since
Yahoo sank $1.35 million into Au-
dioNet, Broadcast.com’s predeces-
sor, in January 1998.

The Dallas-based Broadcast.com
will be renamed *“Yahoo! Broadcast
Services,” and will operate as a sep-
arate unit. Yahoo will issue 0.7722
per share of its common stock for
each share of Broadcast.com com-

Mutual as a backup news service to
one or two other news networks. De-
spite the erosion of quality at Mutu-
al in recent years, the elimination of
the Mutual banner gives stations
fewer news options, Joe Izbrand,
News Director for KTRH-AM/Hous-
ton, told R&R. “It’s about economy
of scale. Look what’s going on at
CBS, where they’re told, ‘Do more
with less,” which is kind of the way
of the world.”

Mutual affiliates might have seen
the change coming, however. Last
August, Westwood trimmed back the
newsroom staff in the NBC/Mutual
headquarters in Crystal City, VA,
where a single reporter had cut
broadcasts for both networks. While
the current spate of staff cutbacks
took place at CBS Radio, which pro-
duces the news feeds for Mutual and
NBC, Kiemnan said he didn’t expect
any more cutbacks.

Kiernan also said that NBC Radio
is in no danger of being eliminated,
as the NBC brand name 1s still quite
strong. The opposite can be said for
Mutual, which seemed to disappear
from the public consciousness in the
face of other networks. “In this world
of media brand names, there’s so
much synergy that’s involved, and
Mutual had to hang out there by it-
self,” Kiernan said. “It was very hard
to support it.” .

www.americanradiohistorv.com

mon stock. In addition, Yahoo will
convert about 7.1 million
Broadcast.com stock options into 5.5
million Yahoo options.

The merger, which is subject to
SEC reporting conditions, is expect-
ed to close in the third quarter. Ya-
hoo will likely record a one-time
charge for the transaction during that
quarter.

On Monday, Broadcast.com rose
$27 to $157, a 20% gain, while Ya-
hoo climbed $39.38 to $219.13, a
21% increase.

Hunt said the deal was designed
“to provide even richer multimedia
content and services to Yahoo’s us-
ers” and to give Broadcast.com “a
larger distribution platform and ac-
cess to a larger group of clients to
put through their business services
group.”

That group, which provides video-
conferencing and other services to
companies like AT&T and Mi-
crosoft, accounted for 62% of
Broadcast.com’s 1998 revenues of
$22.4 million. The company also lost
$16.4 million last year. Yahoo
doesn’t expect Broadcast.com to add
to its earnings until the third quarter
of 2000.

Still, Templin expects his station
to reap thousands of dollars per

month from sales of banner ads on
its website, and he anticipates more
gains thanks to the Yahoo deal. Ad-
vertisers will look at the numbers of
hits WDFN is getting, said Templin,
“and say, ‘It’s foolish not to adver-
tise on this site.”” Clients that have
placed banner ads have also bought
airtime on WDFN,Templin added.
In addition to hundreds of individ-
ual station contracts, Broadcast.com
streams the audio for all stations
owned by Susquehanna Radio Corp.,
Greater Media, the former SFX
Broadcasting and Paxson Communi-
cations stations ‘and 40-plus TV sta-
tions and cable networks.
Broadcast.com Chairman Mark
Cuban and CEO Todd Wagner —
whose shares in the company are es-
timated at $1.28 billion and $682.9
million, respectively — founded the
company in 1995 in the bedroom of
Cuban’s Dallas home so the Univer-
sity of Indiana grads could hear Hoo-
sier basketball games on the ’Net.
Soon afterward, they added webcasts
of KLIF-AM/Dallas. In early 1997
the company added its business ser-
vices group. A $45-million IPO
came last July. Morgan Stanley Dean
Witter & Co. advised Broadcast.com
on the deal, while Yahoo was repre-
sented by Goldman Sachs & Co.

Stock

Continued from Page 1

saw that radio has moved into a rel-
ative safety zone and has been given
some unusual respect that it has
longed for.

For instance, CBS shares opened
at $42 Tuesday morning, dipped to
$41.75 shortly thereafter, shot up to
$45.562 by mid-afternoon, and then
drifted down to close at $43.75 —
good for 4.48% for the day.

While most radio issues have
bounced up, they can all point to one
company that caused the market to
sputter — Chancellor Media — and
its failed bid for respect. At least
that’s the opinion of First Union
Capital Market’s Bishop Cheen.
“What was dragging them down is
the same thing that is pushing them
up. Two weeks ago, it was the wake
for the failed marriage of Chancellor
to Clear Channel. That dragged
stocks down. Now, it’s the opposite.
Radio’s phenomenal growth — the
benefits of consclidation three years
after the Telecom Act — are now be-
ginning to be realized. These things
have driven up stock.”

Cheen also noted that “big expec-
tations can bring big disappoint-
ments,” but said that when Chancel-
lor went south, Clear Channel also de-

clined for a brief period before recov-
ering. Clear Channel was at $61.375
on March 19, and on Tuesday (4/6)
reached a high of $73.75 before clos-
ing at $73.375. For its part, Chancel-
lor has also rebounded from its March
19 price of $42.375, closing Tuesday
at $47.187.

. Of course, the release of radio’s rev-
enue numbers two weeks ago touting
18% revenue growth in Februrary
didn’t hurt either. Prudential Securities
analyst James Marsh believes that
some investors have a renewed faith in
radio. “The group got weak in Octo-
ber on concerns about the economy
and about slower consumer spending.
But much of that was focused on TV,
and they thought it was contagious.
That’s throwing the baby out with the
bath water. It’s been clear that it is a
TV-only problem, and TV has not been
able to escape that funk.” Marsh said
that he and other analysts have been
impressed that radio has outscored
their projections of growing revenues
by 8% to 9% by jumping as high as
15% and 18%, while cash flow has
been as high as 25%, nearly 10%
higher than anticipated.

“The cash flow numbers have
been fabulous,” Marsh told R&R.
“Advertisers have always loved
radio, but they are now willing to
pay up for it.”

AOL

Continued from Page 1

silly. Then on Tuesday, a day the
broader stock indexes dropped, CBS
stock went through the roof, hitting
$45.562 — a record high — before
dropping to $43.687, a nearly 4.5%
rise for the day.

Some media analysts think the com-
bination of the Vienna, VA-based AOL
and CBS makes sense. Why wouldn’t a
well-known Intemet provider want to
expand its reach into the living room?
asked First Union Capital Markets ana-
lyst Bishop Cheen. “AOL will eventu-
ally untether itself from the narrow
bandwidth and get involved with some-
one who can reach 190 million homes.”

Cheen believes that it is *“absolute-
ly” feasible that AOL could buy a net-
work such as CBS, because the on-
line service would like to tie togeth-
er the wireless broadcast and cable
spectrums. “AOL wants to be in the
living room, too, and doesn’t want to
be confined to only the desktop. It
wants to take advantage of impulse
buying on the couch. There is a lot of
potential there. [Home Shopping Net-
work founder] Bud Paxson proved
that 13 years ago.”

CBS chief Mel Karmazin only
weeks ago pledged that CBS would
become a leader in the Internet. CBS
already has a deal with AOL to pro-
vide news for the online network.
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“What’s it Gonna Be?!”

€3 Billboard
Hot 100

m

MUSIC TELEVISION

31 Plays
#3 Most Played #1 Most Requested

SALES

#2 SoundScan Singles Chart
(over 128,000 scanned)

31*-23* SoundScan Album Chart
Platinum Album

" RADIO ’

R&R CHR/Rhythmic () — @

) — € Monitor Crossover Airplay
#2 Greatest Gainer
@ — @ Monitor Rhythmic
Top 40 Airplay
% #1 Greatest Gainer %
OVER 50 MILLION IN AUDIENCE

SPIN LEADERS

HOT 97 45x WJMN 37x WUSL 39x
B36 48x KOKS 63x WJLB 39x
KUBE 70x KMEL 40x KBXX 45x

= H

music network

Pop Radio
Adds This Week:

Y100/Miami
B97/New Orleans WKSE/Buffalo
KSLZ/St. Louis

“SHE’S A BITCH”

#1 MOST PLAYED AT
HOT 97/NEW YORK

2

Etekira Enlerialoment

KDWB/Minneapolis

April 1 Pranks At Fool Blast

s usual, radio stations had plenty of

fun preying on the gullible natures of

their faithful listeners ... here are but
a few of the stunts that crossed the ST desk:

* What? CDs aren’t Y2K-compatible?
That's what KFRC/SF morning drivers Ron
Parker & Cammy Blackstone were trying to
put over on an unsuspecting audience. They
had listeners convinced that CDs had a Y2K
glitch that would render them unplayable in
the year 2000. The station got panicked calls
from music retailers who bought into the
hoax, and from concerned consumers who'd
been planning on buying CDs as Easter gifts.

* WZOO/Ashtabula, OH “moved its
studios” to a Canadian Island in Lake Erie
and revived the legendary CKLW, complete
with jingles and drops from CKLW jocks of
the past, including Dick Purtan, Pat St. John,
Frank Brodie and others.

* Spanish Contemporary KSSE/L.A. was
bought by the rock group Mana and flipped
to “97.5 Mana FM”

* WKPE/Cape Cod, MA’s Dene & Jeff
reported the Russians had allied with the
Serbians and Irag against NATO, causing
some listeners to believe World War (Il had
broken out.

* Talk WWLO/Gainesville, FL brought in
a “Princeton University professor” to reveal
the findings of a study proving that avid
sports fans are “closet homosexuals,
motivated by their innate desire to view virile

| men in tight uniforms.” Judging by phone

reaction, male listeners were, uh, upset.

e KALF/Chico’s morning crew
announced that Garth Brooks had been cut
by the San Diego Padres and cited an
“unconfirmed report” that he would be
signed by the local minor league team, the
Chico Heat. After announcing an April 1
press conference, the team owner (who was
in on the stunt) pulled the plug after folks
eager for season tickets overloaded the
phone system.

¢ Hot AC WMC-FM/Memphis once again
became all-Disco “Polyester 100,” but
morning hosts Steve Conley & Ron Olson
fanned the flames of foolishness when they
announced that Tennessee was one of 13
states with a new “no smoking in your car”

Todd Thibaud

(Prongunced “TEE-bo”)
“Little Mystery”

The title track from
the new album.

ADULT ALTERNATIVE
Adds 4/20

© 1999 doolittle records, inc. All rights reserved. vox: (888) 472-4209 e-mail:
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ordinance, prompting a flood of calls to local
police.

* KLOU/St. Louis morning man Rick
Sanborn convinced listeners that the builder
of the St. Louis Arena had established a
trust fund for all city residents in the event
the building was ever torn down (as it was
last month). Before Sanborn disclosed the
joke, City Hall said callers tied up lines for
two hours seeking their stash o’ cash.

* WYNK/Baton Rouge’s Scott & Bob
morning team announced that George Lucas
had given them exclusive rights to a
screening of his new Star Wars: The
Phantom Menace. However, some listeners
didn’t notice that the screening was
scheduled for April Fool's Day — at noon at
a nonexistent drive-in movie theater. When
listeners showed up at the station to collect
their passes, they were given a card that
read, “Congratulations! You fell for the Scott
& Bob Star Wars April Fool's joke. George
Lucas wouldn't let Scott & Bob preview
anything” The “winners” walked away with a
free pizza.

* KHOW/Denver had planned an
elaborate stunt, with a celebrity
impersonator — as President Clinton —
announcing that the military draft had been
reinstated. But the capture of three
American servicemen the night before
forced PD Jeff Hillery to reconsider and
scrap the stunt at the last minute.

This is no April Fool's gag: Look for
Craig Lambert to land the coveted Sr. VP
post at MCA Records. Plenty of industry A-
listers were considered following Nancy
Levin’s exit last week, and although rumors

Continued on Page 26

Rumors

¢ Is former WBIX/NY morning driver Danny
Bonaduce headed westto L.A.?

* Is Atlantic searching for a NY-based Nat'l Al-
ternative promo person?

» Could Howard Stern’s pre-Private Parts movie
project, The Adventures of Fartman, finally be on
the Hollywood fast track?

p@doolittle.com  http://www.doolittle.com
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We get into all your

.that’s the difference.

Why should you care about that difference? Here’s an L‘
example. In the latest Arbitrend in Phoenix, the #1 and #2 |\t~ |
stations were our clients KESZ-Adult Contemporary and
KNIX-Country (Dec-Jan-Feb Arbitrend, 12+ Share, Mon-Sun,
6AM-Mid). They each have about 27 “Hot Zips” spread here
and there all over the 111 zip code metro, many at extreme
ends of the 51 by 62 mile MSA. In both cases, their Hot Zips
deliver 70% of all their AQH listening, so they think that’s _

pretty important because they Kind of like high ratings. gl | = |

L PHOENIX, AZ ‘

[ T 2IP CODES

- T

(T

aﬂﬂﬂ

Now, if they were doing their music tests the old way - in a hotel auditorium - they’d
never get people randomly from all those Hot Zips. Most people just aren’t willing to drive
long distances at night to take a test. The fact is, auditorium tests draw people mostly from
a few zip codes around the hotel test site. And, after all, you couldn’t very well conduct an
auditorium test in 27 different hotels, could you?

With Music-Tec’s Interactive tests, KESZ and KNIX reach all of their 27 Hot Zips just
the way Arbitron reaches them - with completely random sample distribution. How about
your stations? At Music-Tec, we get into all your Hot Zips...that’s the difference.

Music-Iec

Interactive

719.579.9558

America’s #1 Music Testing Company

www.americanradiohistorv.com
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TOM WAITS

# 2 Adult Alternative

Most Added Including:

WXPN
WRNR
KGSR
KPIG
KRSH

Over 35 Adds
Out-of-the-Box

WMMM
KTHX
KOTR
WMVY
KBAC

‘GET BEHIND
THE MULE

IN STORES APRIL 27

Tom Waits VH1 Storytellers
premiering soon

WWW.OFFICIALTOMWAITS.COM

STREET TALK-

Continued from Page 24

had Lambert headed to Priority, at press
time the move to MCA appeared to be a
done deal.

»OK, Now Who’ll Be Yoda?<

KKRW/Houston is offering $1,000 to a
listener who will legally change his or her
name to Obi Wan Kenobi in time for the May
19 premiere of the latest Star Wars movie.
The winner, chosen through an essay
contest, will be hired by the station for
promotional appearances over the summer.

» Dr. Laura: Another <
Try At TV Talk?

Dr. Laura Schlessinger is reportedly in
serious negotiations with Paramount TV for a
new daytime talk show, which would be
taunched in fall 2000. Schlessinger had been
talking with CBS' Eyemark Entertainment
about a syndicated show last year, but
balked when she learned the company was
planning to syndicate a Howard Stern TV
show.

Fisher Entertainment replaces outgoing
syndicated afternoon talkers John & Ken,
who are on their way to mornings at KABC/
L.A., with The Rick Emerson Show.
Emerson, currently midday host at KOTK-
AM/Portland, will originate the show from
new studios in Portland. While John & Ken'’s
last show will air on May 21, Emerson will
debut in early May, and affiliates will have
the choice of either program during the
transition. Fisher CEO Glenn Fisher points
out that, unlike John & Ken’s show, which
was a local show repackaged for
syndication, Emerson’s show will be
exclusively for network syndication.

’ The Jock Who <
Wouldn’t Leave!
Just-arrived KDWB/Minneapolis

nighttimer Scotty Davis really wanted to get

to know his new co-workers, so he stayed in

the studio with all of them Monday (4/5) — a
total of 28 straight hours on the air!

This year's American Heart Association
Goilf Classic in Omaha is being dedicated to
the memory of former Journal Broadcast

Rumbles, Pt. 1

* KZZP/Phoenix completes its evoiution from
Hot AC to CHR/Pop. Meanwhile, suburban Oldies
KBZG-FM adopts the “Jammin’ Oldies” format set
to disappear from Heftel's newly acquired KHOT.

* ABC’s WPLT-FM/Detroit completes its transi-
tion to Pop/Alternative, a process that began in Feb-
ruary. At crosstown CIMX, Phat Matt is named MD.

* Also in Detroit, Greater Media’s WXDG pulled
the plug on its Alternative format on Easter Sunday,
becoming “Classic Soul 105.1." The entire airstaff
has left the building, minus PD Amy Doyle. Before
becoming WXDG in the fall of '97, it was the mar-
ket's longtime Classical station, WQRS.

* Another Alternative defection: WRXR/Augus-
ta, GA flips to Urban Oldies.

* Saga anoints WKLH/Milwaukee PD Robert
Bellini with the additional title of Format Specialist.
He'll work with the other five Classic Rock stations
in the chain.

* WJFX/Ft. Wayne, IN segues from Urban to
CHR/Rhythmic.

* Longtime CHR WJET/Erie, PA flips to Pop/Al-
ternative, with the syndicated Bob & Sheri in morn-
ing drive.

* WLNF/Biloxi, MS OM Dave Dallow adds PD
duties.

* KWTX/Waco, TX PD Flash Phillips resigns to
become PD atWLSS/Baton Rouge, LA.

* KEFM/Omaha transitions from*Lite 96” to“Mix
96.1”

¢ Hot AC WBAM-FM/Montgomery, AL appoints
Robert Elfman PD.

* WCMS/Norfolk PD/MD Mike Meehan exits to
embark on a new career as a financial planner.

* KTOZ/Springfield, MO signs an on-air, sales
and marketing agreement with Chancellor Media to
use the“Alice” handle.

* WKRO/Daytona Beach, FL PD Fitz Madrid
exits. MD Rosy Acevedo adds programming du-
ties.

* Ex-WHEB/Portsmouth, NH MD Scott Laudani
is named PD of crosstown Classic Rock WXDB.
Former ’HEB middayer Lori D. joins 'XDB for simi-
lar duties.

« WWWX/Appleton &WEZR/Green Bay, Wi flip
to a Rock simulcast as “The Fox."

» Active Rock WZMT (The Bear)/Wilkes Barre
picks up new calls WXBE. Expect simulcast part-
ner WKQV to get new calls once its acquisition by
Citadel is complete.

» WYNK/Baton Rouge personality Austin James
is serving as interim PD following Ralph Cherry’s
return toWBYT/South Bend as PD.

Group/Omaha OM Doug Sorenson, who
died last July of a heart attack. The E
tournament will be played May 24. For entry
or sponsorship info, contact KEZO’s Allison
Steele at (402) 898-5319.

Our condolences to the family and :
friends of 56-year radio veteran Bob Ardrey, °
who died of cancer last Friday (4/2). Ardrey,
who ran Merv Griffin’s first broadcast group

Continued on Page 28

8anta Baby

v One of America’s most lobed Christmas Songs

e v v e e

Recorded by Eartha Kitt & Madonna

www.americanradiohistorv.com
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STREET TALK-

Continued from Page 26

and was a founder of the Nat’l| Association

of FM Broadcasters, spent the past three
decades working with syndicated radio
companies.

Congrats to R&R Music Editor Steve

Wonsiewicz and Warner-Reprise/Nashville

Sr. VP/A&R Paige Levy — they tied the

nuptial knot while on vacation in St. Thomas

on April 1 ... no foolin’!

Rumbles, Pt. 2

¢ Adult Alternative WBOS/Boston is currently
running jockless and reacting to WEGQ’s recent
format flip by adding more '70s gold.

* Talk KIRO-FM/Seattle adds the syndicated
Mark & Brian Show for mornings and former MTV
VJ Kennedy for the 10am-1pm shift. Former morn-
ing man Pat Cashman will remain with the station
in a role to be determined.

= WBTT/Dayton APD/MD Raye Kimberlin exits.

* KZHT/Salt Lake City MD Jeff McCartney adds
APD stripes. WBBO/Monmouth-Ocean middayer
JessicaTaylor joins KZHT for similar duties, and
WKRQ/Cincinnati nighttimer Jeff Coles comes
aboard for nights.

* KFFM/Yakima,” WA morning driver Kramer
adds APD stripes.

* KSJO/San Jose MD/middayer Laurie Free
resigns; she’s moving to Seattle with her fiancé.

* KQBT/Austin MD Alex C. exits.

* WYAV/Myrtle Beach, SC welcomes Mike
Gagliano as MD/PM driver."YAV PD and Pinnacle/
Myrtle Beach Dir./Prog. Dave Priest goes off-air.

* WNOK/Columbia, SC OM Scott Summers
adds MD duties as interim MD/nighttimer Jeff Ryan
exits.

* WBYR/Ft. Wayne, IN PM driver Matt Talluto
is named MD.

* WKTU/NY recruits Linda Lopez — sister of
movie star and Epic recording artist Jennifer Lo-
pez — for late-nights.

* Veteran KUFX/San Jose nighttimer M. Dung exits.

* Former KMGQ/Santa Barbara, CA PD Nancy
Newcomer joins crosstown KSBL in afternoon
drive; PD Peter Bie segues to middays, and Steve
Crowley exits.

* WTEM/DC has extended its contract with ex-
Georgetown coach John Thompson — whose
one-hour daily show was originally set to run just
through the NCAA basketball tournament —
through the end of April.1s a long-term deal in the
works?

Records

* Red Ant Nat'l Dir./Alternative Promo Chris-
topher “The Minister” Allen exits.

* Mammoth hires Todd Sievers for national
promotion duties. He'll be based on the West
Coast.

* Mel Karmazin elevated to Pres./COQ of CBS Corp.
= Evelyn Shriver appointed Pres./Asylum Records.
Roy Lott tapped as Deputy President of EMI
Recorded Music North America.

Karen Carroll boosted to KMOX/St. Louis VP/GM.
Carey Curelop recruited as KZOK/Seattle PD.

v

Sam Cerami namedVP/Promo for Patriot
Records.

Bill Cahill chosen as WFOX/Atlanta PD.

Lorna Gladstone joins WWWW-AM/Detroit as
Station Manager.

Famous Lost Words: “Sooner or later, the Rolling
Stones, Eric Clapton and ZZ Top are going to
retire. We have to find — and support — the
future of rock 'n’ roll or be squeezed out of the
picture” — WSTZ/Jackson, MS PD Pam Rivers

4

Don lenner appointed Pres./Columbia Records.
Steve Kingston promoted to VP/Dir., Ops and
Programming for WHTZ/NY.

Al Cafaro named VP/GM of A&M Records.

Ray Boyd wings it to WBLS/NY as PD.

Jimm (a.k.a. Elroy) Smith set as PD at WGCI-

FM/Chicago.

Jim Foglesong appointed Pres./Country &
Western Division for Capitol/EMI America Records.
Roy Sampson raised to PD of WXYV/Baltimore.
Jon Kirksey boosted to Dir./Album Promo at Epic/
Portrait/Associated Labels.

Neal Mirsky recruited asWCKO/Ft. Lauderdaie PD.
Dave Numme named MD of KZEL/Eugene, OR.

)4

Stuart Levy appointed VP/GM of KLAC/L.A.
Rock Allen Dibble named Atlantic/L.A. local pop

promo rep.

Wally Clark namedVP/GM of WIL & KFMS/St. Louis.
Dayton’s April Fools: Country WONE and Rock
WTUE-FM switch staffs for a day.

A Legend Is Hatched: To better promote the
differences between its Top 40 AM and AOR FM,
KGB/San Diego produces the Chicken and a pair
of different eggs.

A y

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

.To. All Programming readers of Radio & Records 1

' From: Lindsay Wood Davis - Sr. VP/Sales - Central Star Communications!
Re. The Best Salespeople You Ever Met '

l In every market, there are one or two Account Executives who have earned the

1 (sometimes grudging) respect of people in programming. These are the types of

: Account Execs we’re looking for at Central Star Communications, the midwest

|

|

1

1

|

1

1 operating division of Capstar. We have great positions in Wisconsin, lllinois, lowa,
: Michigan, Nebraska, Kansas, Oklahoma and Arkansas. :
1 Tear out this ad, or copy it, and give it to the Account Exec you respect i
: most. They’ll thank you, and I thank you. Tell them to e-mail me at :
1

! daV|s703@aoI com. We’ll all be glad when they do.

CEN'I'RAI. S‘I‘AR

COMMUNICATIONS % INC

E.O.E

—————————————————— "Tear out and give to your friends.” = = = = = @ o - - - - -- - - -

www americanradiohistorv com
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urgen t/y in love
featuring nona hendlyx v )

Top Spinners

43x - KSLZ/St. Louis
32x - KHTS/San Diego
31x - WRVW/Nashville
30x - WKSL/Memphis
26x -  WVKS/Toledo
35x - WAOA/Melbourne
24x - WAEB/Allentown
26x - WWCK/Flint

25x - WNOK/Columbia
25x - WAYV/Atlantic City
23x - WFHN/New Bedford
31x - KQID/Alexandria
23x - WYCR/York

20x - WNNK/Harrisburg
35x - WXIS/Johnson City

25x - WKEE/Huntington Major Musicland

nEURGIVIdI

Single in-stores April 27th May and June

- e g
I - ] ’: h,;rj___‘ A&?ﬁ’ «

.....
.....

The first single from the forthcoming album

walking off the buzz

Produced by Emosia and C.P. Roth

Management: Mark Liggett
for Legend Entertainment Corp.

in stores April 27th, 1999
PUSH Wi

“This is almost a POWER
for us now. It's TESTING IN ALL DEMOS
and it's in the TOP 10 with phones, too.
We are spinning it 48x this week.

The callout is very good!”

-Mike Marino/Q102-Cincinnati

“Every time we play this song we get calls
from adult women asking about the lyrics.
This record is HOT on the phones, ranking
TOP 10. They are huge in the market!”

-Dave Decker/WZPL-Indianapolis

adiohistorv.com
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SOUND DECISIONS.

SXSW: Indies, Internet
Take Center Stage

L1 Panelists say the record industry business model is beginning to change

Perhaps it’s fitting that the latest edition of the annual Austin
music confab, South By Southwest, concluded on the eve of the
first Academy Awards in which independent filmmakers shut out
the big Hollywood studios in all major award categories. In the
movie biz, the buzz in Tinseltown is that it’s a great time for in-
dies, thanks to their incredible showing at the latest Oscar cere-
mony. There’s finally a chink in the big studio armor.

“ A similar feeling — one pertain-
ing to the indie record business —
consumed SXSW attendees. You
could sense it in the halls of the Aus-
tin Convention Center, the lobby of
the Four Seasons and the multitude
of clubs where hundreds of bands
showcased their talents. After all, this
was the first SXSW gathering held
in the brave new post-consolidation
and Internet world, and, well, if in-
die execs were feeling their oats, so
be it.

But the giddiness deep in the
south of Texas wasn’t limited to in-
die record company owners, artists
and displaced major-label senior ex-
ecs. It was also coming from heavy-
weight New York lawyers and (gasp)
Wall Street itself.

The Quest For Profits

As former A&M Records Presi-
dent/CEO Al Cafaro noted during
the opening day panel “Wall Street
and the Music In-
dustry: Like Oil 7=
and Water,” “Back |
in the early days |:
of A&M there was 8
no such thing as a
fiscal quarter. The
company was in-
dependently oper- §
ated by Herb Alp- §
ert and Jerry §
Moss. They could
accept whatever
results  would
happen within a short- to mid-term
time frame, because the entire thrust
of the company was investing in art-
ists, believing in those artists, and
sticking with their records.

“We stuck with records and artists
a very long time. Joan Armatrading
released something like 15 records on
A&M. None of them really excelled
from a sales standpoint, and none of
them would have been cause to con-
tinue to work with her in this current
climate. But A&M was privately held.
Herb, Jerry and senior management
were content with a certain amount of
money for themselves and to pay the
people in the company.

“That is one of the fundamental
changes in the business today. The
business is now all about maximiz-

Al Cafaro

The business is now
all about maximizing
profit. In this
environment,
maximizing profit
means getting as
much of the money
you’re earning from
the few successful
artists to the bottom
line as possible.
—Al Cafaro

33

ing profit. In this environment, max-
imizing profit means getting as much
of the money you're earning from the
few successful artists to the bottom
line as possible. And keep in mind
that the margins are lower because of
increased costs. The money that his-
torically was used to sign artists is
looked at in the current environment
as money that shouldn’t be spent at
all, possibly shouldn’t be spent, or
shouldn’t be spent because Sound-
Scan sales aren’t progressing as the
company would like.

“Once you look at maximizing
profit, then everything else comes
under assault. Why release the
record? Why not release only one
single? We all know SoundScan is
reported in all of the newspapers
across the country. We've come to
this box-office mentality that exists
in the film business.”

Artist Development
A Thing Of The Past

Rosemary Carroll, partner at the
New York-based law firm Codikow,
Carroll, Guido & Groftman, agreed.
One notable sign, she said, is that
with fewer labels, there are fewer
buyers for talent. “I have artists that
are getting dropped. There’s a lot less
upside, a lot less sunshine.

“Artist development is basically
becoming a thing of the past. It’s be-
coming something the people who

run record companies don’t even
bother paying lip service to. They
kind of smirk at the concept.”

Carroll agreed with Cafaro that the
major labels have materially changed
the way they are allocating their in-
vestment dollars. “The money that
would go into artist development and
A&R — the soft money, if you will
— is being redi- =
rected to expendi-
tures that have a
more direct and
immediate effect
on sales. Instead
of spending mon-
ey on A&R and |
letting  artists
spend time writ-
ing songs before
they record an al- =
bum, you have
artists being
pushed into the studio, records being
rushed into release, and more mon-
ey being spent on marketing and dis-
tribution.”

It’s not all gloomy, said Carroll.
*“The good news is that artists are tak-
ing more contro! of their destiny and
refusing to give up their power.”

Steve Balcom

Down Quarter Blues

Michael Nathanson, a research

analyst with noted Wall Street in--

vestment and money-management
firm Sanford C. Bernstein, second-
ed the notion that the macroeco-
nomic changes affecting the record
industry will empower artists more
than ever. “In the future. with on-
line distribution and marketing,

Artist development is
basically becoming a
thing of the past. It's
becoming something
the people who run
record companies
don’t even bother
paying lip service to.
—Rosemary Carroll

33

record companies will have to
share power with the artist. Artists
will be able to have better-targeted
marketing campaigns.

“The power of the record compa-
nies to control distribution will be
greatly changed, and that’s pro-talent.

www americanradiohistorv com

tion Dennis Boerner.

HAGAR ROCKS THE HARD ROCK — Sammy Hagar and friends cele-
brate the launch of the rocker's tour of select Hard Rock Cafes around
the country. Hagar's new single, “Mas Tequila,” was a top 10 track at Ac-
tive Rock and Rock. His new album, Red Voodoo, hit retail on March 23.
Pictured (I-r) are Shep Gordon, Hagar's partner in his Cabo Wabo Tequila
venture, Hagar; MCA Records VP/Marketing Director Robbie Snow;
Hagar's manager Kenny Puvogel; and MCA Records VP/Video Promo-

That’s a totally different model from
the one we have right now.”

The investment community, said
Nathanson, is already taking note.
“One of the problems within the
music industry is that Wall Street
is looking for stability — quarter-
over-quarter and year-over-year
growth. They hate a quarter that
doesn’t meet their expectations.
And as most people know, it’s very
difficult to do that in this industry,
because you're dependent on the
artists and their product.

“So, given the demands on Wall
Street and the realities of the indus-
try, I don’t think many of these com-
panies should be publicly traded.
The demands are too great right
now.”

Nathanson made exception for
huge, multinational conglomerates.
“*Look at Time Warner. The music di-
vision went backward for three years,
and basically nobody cared. The
stock wasn't punished, because Time
Warner is such a strong and diverse
company.”

The Indie Perspective

While many are predicting signif-
icant change in the way the majors
do business, at another panel, “How
Will Consolidation Affect the Indie
Scene,” indie label founders were
more reserved in their observations
about how their lives and businesses
will change in the years ahead.

As Mammoth Records Sr. VP/GM
Steve Balcom, who moderated the
panel. noted, many Universal Music
Group acts are still in the process of
getting released from their contracts.
After that, there will be the inevita-
ble courtship ritual. Only then will
the indies begin signing and releas-
ing music. “Indie labels still have to
find the right artists and the right sit-
uation where it’s more than just re-
leasing one record.”

Most small indie founders on the
panel didn't plan to increase their
roster size. mostly due to financial
constraints. Deep Elm Records own-
er John Szuch, who picked up
former Capitol Records alt-rock band
Triplefastaction, observed. **We prob-
ably won’t be taking up any bands
who came off the majors because
they do have different expectations,
and most of them are financial.
They’re used to getting a big ad-
vance, big publishing deals and tour
support.

“We operate in a totally different
world. We work with a lot of DIY
touring bands as opposed to bands
that go for major commercial airplay,

because we know we can'’t afford
that.”

The larger indies, however, will
slightly step up their commitment.
Rykodisc Sr. Dir/DVD Development
& Special Projects Jeff Rougvie
said, “We're getting phone calls, but
I don’t think Rykodisc is going to
expand to such a degree that we
won’t be able to handle the artists’
music. But we will be looking to
pick up some things.”

Szuch’s observation about artists
needing to adjust their expectations
was seconded later in the panel. As
Rougvie noted, there's a point where
“bands need to decide if they want to
keep going after a huge hit” and con-
tinue rying to get a major-label deal
or be happy “selling to the 50,000
who are big fans, and maybe later on
there will be an opportunity to expand
beyond that.”

Not surprisingly, many panelists
agreed that going it alone, like Ani
DiFranco, is a viable alternative for
artists these days. As Rougvie
stressed, “Now is the time to do it.
At the end of the day, if you sell
10,000 records, you'll make more

@

| don’t think Rykodisc
is going to expand to
such a degree that we
won’t be able to
handle the artists’
music. But we will be
looking to pick up
some things.
—Jeff Rougvie

)

money on your own than if you sold
100,000 and were on a major label.”

Unfortunately, most indie label
founders agreed that it’s the rare art-
ist who has the drive and desire to
mix art and commerce. Also, the art-
ist’s choice of music plays a vital role
in which direction to turn. Szuch
said, “It depends on your music. If
you're a mainstream pop or rock
band with commercial radio types of
songs, trying to get on a major label
is probably still the way to go. If
you’re a scene band, like Ani, then
there’s a whole culture attached to it
that makes it a better environment in
which to build it yourself.”


www.americanradiohistory.com

SOUND DECISIONS.

April9,1999 R&R * 31

Blues-Rock Guitarist Andrews
Getting Hot With ‘Burn’

Some genres are timeless and nev-
er really fall out of favor. They ride
along on the waves of music cycles.
peaking or surging in appeal based on
the appetite of radio audiences and the
programmers to whom they cater.

promotion arm of Jericho. “It was al-
most like a development deal. the
ways things worked out. so we're
really excited that Jake's album is our
first project out of the gate.”

In getting things started at radio,

Jake Andrews

Blues rock is one of those genres.
Over the past couple of years a new
generation of young guitarists and
bands has emerged. including Ken-
ny Wayne Shepherd, Jonny Lang
and, more recently, Indigenous.

The next one to join the fold is
19-year-old prodigy Jake Andrews,
whose debut single on New York-
based Jericho Records, “Time to
Burn,” has been warming up
playlists at such Rock stations as
KLOS/Los Angeles, KDKB/
Phoenix. WDVE/Pittsburgh and
WAQX/Syracuse; Active Rocker
KLBJ/Austin; and Adult Alternative
KQRS/Minneapolis.

Andrews is the son of John
*Toad” Andrews, who was the gui-
tarist for the *60s cult band Mother
Earth. At the age of 9. young Jake
made his first public appearances,
and by his teens he was a staple on
Austin’s fickle blues club scene.

Around 1994, at a performance
in Los Angeles when he was 14
years old. Andrews caught the
attention of John Porter, who.
along with Andrew Lauder.
formed Jericho in 1998. Porter
hooked up with House of Blues to
cut a demo. Andrews remained
with Porter and eventually became
the first artist Jericho released. His
debut album. also titled Time t0
Burn, was produced by Porter and
will be released through the Sire
Records Group/WEA on May 11.

“It was a long, long courtship.”
says Dave Weyner, Exec. VP/GM
U.S. operations for Sanctuary Mu-
sic Productions. the marketing and

Weyner elected to rely on an army of
independent promoters. “We have
quite a team of professionals work-
ing the records, and we’ve Kind of re-
gionalized our efforts to try to build
some stories.”

Quarterbacking the indies’ ac-
tions has been Michael Idlis. who
has opened his own promotion and
marketing firm, Idlis Communica-
tions. Commenting on the strategy

1o work Andrews at radio. Idlis ob-
serves. “This is one of those projects
where we've let the older-demo,
mainstream-leaning Rock and Active
Rock stations take the lead. That's
starting to build nicely. so now we
plan 10 be as active as possible on
the radio festival circuit. where we
can get him in front of 10.000 peo-
ple. as opposed to hundreds if he
were doing a small club tour.” In that
regard, Andrews has already lined up
festival gigs at KLBJ and WAXQ,
among others.

As far as the appeal of “Time to
Burn™ at radio, KDKB MD Tracy
Lea calls the track an “instant reac-
tion record, and we expect to see
some strong growth.” Lea says the
success of Shepherd. Lang and In-
digenous have paved the way for the
appeal of blues rock. “We've had a
lot of success with those artists. That
particular style of music has been a
home run for us.”

Lea agrees that the curreni music
cycle works in favor of blues rock.
“It’s not so far off the page that main-
stream Rock won't appreciate it. Also,
it’s a welcome relief from all -he pop
alternative that’s being worked. Peo-
ple are ready for good. mainstream
rock. and this fits the bill.”

More, More, More

Launching Pad congrats to Ra-
diostar, who picked RCA from
among the half dozen major labels of-
fering them a deal. By the time you
read this, will hard-rock act Flu Thir-
teen have inked a deal with a major
West Coast-based label?

—Steve Wonsiewicz

ALL FOR BLUE — Sister Hazel guitarist Andrew Copeland (r) and bass-
ist Jeff Beres (I) hang out with their newest friend, Blue Angel Pilot Lt.
Keith Hoskins. Copeland and Beres recently flew with the Blue Angels at
their winter training base in EI Centro, CA. The pair were participating in
a Blue Angels campaign to attract more young people to careers in the
armed forces, and endured a 50-minute celebrity orientation flight \n an
FA-18 Hornet jet fighter. Sister Hazel is currently taking a break to record
their next album, tentatively slated for release this summer.

Cheap Trick, Amazon
Bow New Disc

This one will be watched closely. Rock band
Cheap Trick has teamed with Amazon.com to

Cheap Trick

market the band's self-released new live aibum,
Music for Hangovers. The powerful online retailer
has an exclusive 60-day window to seli the album
beginning April 20, while brick-and-mortar stores
and other retailers can begin selling the disc on
June 15. Music for Hangovers was recorded from
April 30 to May 3, 1998 in Chicago, and features
the Smashing Pumpkins’ Billy Corgan collaborat-
ing on the song “Mandocello” Plans for DVD and
VHS versions of the album will be announced
shortly

Dylan, Simon Tour Dates Set

The rumored Bob Dylan and Paul Simon co-
headlining tour becomes reality on June 6 in Col-
orado Springs. Dytan and Simon will perform sep-
arate sets, as well as share the stage for a couple
of songs. It’s the first time the two have performed
together. So far 32 shows have been confirmed on
the amphitheater-arena tour, which ends July 31
in Wantagh, NY ... In other tour news, the Smash-
ing Pumpkins begin a brief, 10-date club tour April
10 in Detroit ... The Cranberries embark on a nine-
date U.S. tour April 28 in Washington. Tickets are
being sold exclusively via the band’s website at
www.cranberries.com ... R. Kelly begins his nation-
al tour on May 5 in Richmond, VA. Supporting are
Busta Rhymes, Foxy Brown, Sparkle, Kelly
Price, Nas and Deborah Cox ... Blondie starts
their first tour in 16 years on May 15 in Boston ...
Veteran rock group the J. Geils Band has re-
formed and will perform their first concerts in 16
years beginning June 23 in Boston ... Former Take
That singer Robbie Williams kicks off his U.S. tour
on May 4 in New York ... Look for Woodstock '99
promoters to announce shortly that Live, Marilyn
Manson, Metallica, Alanis Morissette, the Off-
spring and the Red Hot Chili Peppers will com-
mit to the three-day festival that begins July 23 in
Rome, NY. Other acts expected to join the 30th-
anniversary edition include Counting Crows,
Sheryl Crow, Korn and Limp Bizkit.

In the studio: E-zine Addicted to Noise reports
AC/DC will soon begin
work on their next album.
The online magazine
says lead singer Brian
Johnson is promising an
album that will “get that
bluesy feel back again” ...
Wyclef Jean has been
spreading the word that a
new Fugees album could
be ready by next year ...
Was (Not Was) are in the
studio working on a new album that is expected to
be released later this year ... Hard-rock act Me-
gadeth has begun mixing its next album, /nsom-
nia, which is expected to be released this summer.

This 'n’ that: Madonna and Hole have parted
ways with management firm Q Prime ... Aerosmith
and manager Wendy Laister go their separate ways
... SubPop Records has joined the growing list of
labels releasing music in the MP3 format.

AC/DC

wwwW americanradiohistorv com
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Direztions Assembly required. Once all eight pieces
are stratecically put together, they form a cube, also
known zs THE ALTERNATIVE PUZZLE.

This puzzi= consists of eight pieces:

1. Programming, 2. Music, 3. Sales & Marketing,

4. Produz:on, 5. Internet, 6. Marketing & Promotion,
L 7. Reccrd Promotion 8. Research

\S

—

]

hen a format goes through a turbulent period, no
matter what the cause, the pundits come out and start
making proclamations like, “Just play the hits,” or, “It
ain't brain surgery” These comments always seemed
rather presumptuous and insuling to me. If
programming is so simple, why are entertaining and
compelling radio stations so hard to come by? So oo T he : o
when | began work on this year's Alternative special, ' :
the first idea that entered my head was to investigate
the complexities of the format. * Perhaps on its most
y basic level, programming for the Alternative format (or
: any format, for that matter) is simpie. All you have to do
is entertain the listener. Ah, but there's the rub.
Whether you are talking about air talent, production,
e e = i music or any other element of programming, making it
— e L S i consistently entertaining is most certainly not simple.

s:m Ie as a flower, and that’s a complicated thing.” >Love And Rockets

While brain surgery could actually be considered an
T S apt metaphor for radio (after all, it is theater of the
e mind), a much more accurate representation would be

; R a Chinese puzzle cube. On its surface, it is little more
2 than a basic cube, but when it is brcken down into its
component parts, you start to appreciate that things

7 aren’t quite as simple as they seem. A complex
= : collection of odd shapes of different sizes somehow
~ combines to create an elemental and perfect form. ¢
Before | lose myself in metaphor, lst's return to the

more practical aspects of radio programming and

S —
=)
gVl

| I 3

promotion and the collection of columns you now hold

in your hand. For this special, | decided to scrutinize —
the wide range of elements that specifically come e
together to create a compelling and entertaining ===§
station. _c
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Programming

While all of the sections in this speclal could conceivably
fit under the heading “programming,” | have limited my
content here to a general overview of the various pieces of
the programming puzzle. | couldn’t cover everything, so |
decided to focus on areas of philosophical discussion that
have previously been overlooked.

Certainly one of the most provocative and enigmatic
aspects of programming is the music meeting. For
promotion people, not only is the process a complete
mystery, but sometimes so are the people involved in the
process. So, | decided to take a look inside the music
meeting. The result is a comprehensive overview of the
dynamics of three stations’ music meetings, KROQ/Los
Angeles, KCXX/Riverside and WNNX/Atlanta.

| also examine the increasingly common problem of
record burn. When a station shares music with several other
stations in the market, increased record burn is
unavoidable. The importance of burn scores, when to rest
songs, and what level of burn is too much are just some of
the topics that will be discussed.

Finally, | close out the programming section with a
discussion of the subtle and not-so-subtle differences
between the Alternative and Active Rock formats with
people who would know: programmers who spent
considerable time working with Active Rock, but who now
helm Alternative stations.

Music

No matter how long an Alternative radio fan listens, he or
she will hear music more than any other programming
element. It is the centerpiece of any successful radio
station. Catching a music trend early can be an incredibly
strong force in driving ratings, as the grunge explosion
earlier this decade illustrated extremely well. Much of the
frustration of the past few years in the format is probably
derived from the simple fact that there hasn’t been a single
galvanizing music force to replace grunge. As a result, the
music strategy has been to weave a tapestry of strong
songs and artists from a variety of genres, be it electronica,
ska or even swing.

Today, the hip-hop influence on the listeners, the artists
and the format cannot be denied. While the hip-hop genre
has roots reaching as far back as Gil Scot-Heron and the
'70s, only recently has our format seen hip-hop-infused rock
bands like Rage Against The Machine, Korn and Limp Bizkit
come to the fore. Whether this is a fad or the beginning of
another grunge-type explosion is yet to be seen. Inside, |
explore this topic in detail, discussing it with MTV Senior
VP/Talent & Music Tom Calderone, WXRK/New York PD
Steve Kingston, Jacobs Media consultant Dave Beasing and
others.

The essence of the music record companies release and
radio stations play is ultimately the responsibility of the
artists. Thus, it is entirely appropriate to discuss
contemporary issues with the artists themselves. it's a
tradition Sky Daniels started three years ago, and one that
continues inside through his interview with the Goo Goo
Dolls’ John Rzeznik.

The music section ends with a very provocative survey
of the rock music scene by consultant Jeft Pollack. Pollack
can always be counted on not to pull any punches, and he
delivers again in this enlightening piece.

Sales And Management

As radio has become an increasingly corporate and
bottom-line-driven business, sales issues are a larger part
of the programmer’s world. Some say the traditional conflict
between the integrity of programming and the commerce of
sales is over, and it has been won by the sales department.
Such sentiments are a little too simplistic, and | probe the
interaction between the programming and sales
departments of KROQ/Los Angeles as an example of how
one station successfully handles interdepartmental
collaboration.

In any discussion of sales, the bottom line is money. For
this reason, | review the national and local sales state of the
format with Jacobs Media GM Paul Jacobs, a leader in
selling this format for many years. His comments on the
Internet are particularly enlightening — and urgent.

PRl

i

Production

Talk with any successful programmer, and the
importance of spectacular groduction will be mentioned.
Talk to industry people in Loz Angeles about radio
production, and they'll trade stories of their favorite John
Frost promos. Great producton pieces can do that — affect
a person so much that they become fond memories, like a
favorite episode of Seinfeld.

For most of this decade, the Alternative format has led
not only musically, but in the area of production as well. The
notion of pushing the edge of the production envelope
seems to go hand in glove with the format's overall
philosophy. Inside, | ask threz of the format's leading
production directors for their definitions of great production.

The Internet

While the Internet has been mostly promise and hype in
the minds of many, the recert Arbitron/Edison Media
Internet listening study was a stunning dose of reality. Over
90% of the Alternative format's P1s are online, a figure
dramatically higher than any other format. Obviously, the
ramifications of this online usage need to be dealt with.
Inside, the author of the Intesnet study, Edison Media
President Larry Rosin, gives us his thoughts on the Internet
and radio. ;

Marketing And Promotion -

Every year it seems that Arbitron responds to radio’s
needs and releases a new geodie to aid the medium in its
pursuit of advertising dollars Bnd in servicing its listeners.
Arbitron’s Manager/Radio Programming Services, Bob
Michaels, gives us an up-to-the-minute overview of the
many tools Arbitron has developed that will help
programmers serve their listeners.

Record Promotion:

As radio programming has become more complicated
and consolidated, so, too, has record promotion. The stakes
are higher, and the pressure has truly become intense. But
with this increase in pressure has also come opportunity,
and no format has sent more people on to senior executive
positions in the record industry over the past five years than
Alternative. | discuss the dynamics behind this with a
number of these senior executives as they look back and
give their view of their format from their new positions.

Any format veteran knows that one name towers above
all others when it comes to promotion and the Alternative
format: Howie Klein. From his days of doing one of the
original alternative music specialty shows in the '70s to his
nurturing of the patchwork of Alternative stations in the '80s
as GM of Sire Records, Klein's support for the format and its
music was unwavering. indeed, it is conceivable that without
the early support of Klein, the: Alternative format wouldn’t
exist today. | talk with Kiein about the past 20 years and his
view of how the format has matured and changed.

Research

This year's special closes with a look at one of the more
important research issues for the format: music clusters.
When a format is as broad as this one and shares music
with as many different formats, the question of which artist
belongs with which is particutarly relevant.

Twenty Years

For a format that looks forward like this one, a milestone
like 20 years is little more than a number. Still, for the
romantic, forays into nostalgia can be quite entertaining, and
heck, you never know when you might learn something from
the past. So, throughout this year's special you will find
reminiscences from radio and record personnel who have
been around for at least soma of those 20 years.

So sit back, get some coffze, turn the page and join me
as | delve into the puzzle we call the Alternative format.

programming

Behind The CD Stack

Take a peek inside the music meetings of KROQ/Los
Angeles, WNNX/Atlanta and KCXX/Riverside......Page 36

Burn, Song, Burn!

WNNX/Atlanta MD Sean Demery and WPLY/Philadelphia
PD Jim McGuinn discuss keeping the tunes fresh
........................................................................... Page 40

Looking Back At Rock

What are the real differences between Active Rock
and Alternative? KDGE/Dallas PD Duane Doherty,
WKQX/Chicago PD Dave Richards and KXTE/Las Vegas
PD Dave Wellington tell us..............cccco.coceinennnnn. Page 42

Hip-Hop In The Alternative World

We cover all the bases in an in-depth overview with
Jacobs Media consultant Dave Beasing, WXRK/New York
PD Steve Kingston, Interscope Records VP/Alternative
Brian MacDonald, KITS/San Francisco MD Aaron
Axelson, MTV Senior VP/Music & Talent Tom Calderone
AN MOTE.....covirieiienie i seanens enee....Page 48

The Goo Goo Dolls: Busy and “Dizzy”
Goo Goo Dolls’ frontman Johnny Rzeznik talks with R&R
GM Sky Daniels..........cc.coocrmmininiiociiesires i Page 54

Rock Is Dead

Consultant Jeff Pollack on rock music in the new millennium

sales & management

New Challenges, New Opportunities
Jacobs Media consultant Paul Jacobs gives us a detailed
overview of the state of Alternative radio sales....Page 58

Selling The Brand

We get an inside look at the programming/sales dynamic
at KROQ/Los Angeles through the eyes of GM Trip Reeb,
GSM Jan Kopic and PD Kevin Weatherly............. Page 62

productioss

Totally Wacked Production

A scary look inside the heads of KROQ/Los Angeles
Production Director John Frost, WXDX/Pittsburgh
Production Director Steve Stone and XTRA/San Diego
Production Director Malcolm Ryker.................... Page 66

internet

In Their Ears While They 're Online
Edison Media President Larry Rosin on what the
Internet means to the Alternative format........... Page 70

wemarkdtiog'& promotiof
Arbitron As A Marketing Weapon

Arbitron’s Bob Michaels unlocks the Arbitron armory and
shows us the hidden firepower ...................... Page 74

record promotion

Portrait Of A Pioneer
A conversation with Reprise President Howie Klein
............................................................................ Page 78

From Alternative To Senior Executive

Many of today’s leading record company executives cut
their teeth working the Alternative format. They share
their experiences climbing the ladder................ Page 83

research

Owning The Right Clusters

A detailed look at how Alternative, Pop/Alternative,
Active Rock and other music clusters interact at the
typical Alternative station.............c..ccoooevnnee. Page 90

Bonus: Cutting-Edge Music
Here’s the story behind the music contained on the R&R
Alternative CD sampler..........ccococoivinniicecinnns Page 94
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An in-depth look at the format's music meetings

have never been asked as many questions about a work in progress as |
have about the following piece on radio music meetings. That says a lot
about the power and mystery that surround the rituai of a radio station
programming staff picking the music it is going to play. While most of the
questions were from record company executives (everything from “Did
they listen to my record?” to “What kind of things did they tatk about?”), |
received a surprising number of queries from radio programmers as well.
it seems that everybody wants to know what everybody eise is doing and
how they are doing it. | knew that | had limited time and would only be able
to visit a few stations, but | promised myself that | would try to go into
enough depth that people would be able to get a good idea of what pro-
grammers talk about as they are weighing the decision of which songs

=~~“theyare-going E'Pl-@y ]

RROQ/LOS anceLes

maRrch 9, 1999
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KROQ holds its music meeting on
Tuesdays. “Music meeting” is a
misnomer, since KROQ actually has
three music meetings. There is a pre-
meeting between PD Kevin Weatherly,
APD Gene Sandbloom and MD Lisa
Worden, which is immediately followed
by the “official” music meeting, which is
(seemingly) open to the entire staff of
the station, and then there is a post-
meeting. | attended the regular
meeting and the post meeting.

| asked Weatherly what goes on in
the pre-meeting, and his reply was that
it was more or less a chance for the
programming staff to tie up loose ends
on their playlist. Research (including
callout, a detailed sales overview on
every current song they are playing
and request logs) is looked over, and
the music categories are examined.
Changes are made if it makes sense to
do so. Label priorities are also summa-
rized and discussed, and a preliminary
discussion of what music the station
may add is held.

| asked Weatherly if they had a
specific time when the staff went over
their Selector categories and moved
music around. He said that they
actually do that a few times a week. My
impression was that this pre-meeting
was a continuation of those fairly
regular updates to the station’s playlist
and clocks.

After the pre-meeting, | entered
Weatherly’s office, where the music
meeting was held. The first thing that
struck me was the number of people in
the room. As | looked around, there
were 11 people taking part in the
meeting, including phone ops, interns
and night host Doug the Siug. After-
noon drive host Jed the Fish also took
part for a short period of time, leaving

when his airshift started at 2pm. Six
participants were men, and five were
women.

The music meeting basically worked
like this: Weatherly would play a song
and, when it ended, tell everyone the
artist’s name. All of the participants in
the music meeting would then write
down the name of the artist and their
comments on a piece of paper. At the
end of the meeting, Weatherly handed
out a sheet of paper to each person.
Everyone wrote their name at the top
and then listed their five or six favorite
songs. There was no guidance as to
what the programming staff was
looking for. The expectation was that
you would simply write down the six
songs you liked the most.

Several things struck me about the
process itself. The first was the pure
bulk of music we listened to. The
meeting took over two hours, and the
entire time was almost exclusively
spent listening to music. All told, we
listened to 28 songs by 27 bands. With
only two exceptions, we listened to
every song all the way through. | was
also surprised by the almost reverent
attitude people had toward the music. |
counted only three negative comments
made during the entire meeting about
a specific song we were listening to. |
probably should have expected it, but |
was also surprised by the broad range
of music we listened to. There was an
unsigned band, an import without a
domestic label and, of course, major-
label releases. The music also

spanned a broad range of styles, from

very heavy rock to pure pop.

During the meeting, Weatherly,
Sandbloom and Worden mostly kept
quiet. As | said, there were very few
negative comments made, and there
were few positive ones made either. |
got the feeling that the programming
staff really didn’t want to influence
anyone’s opinion in the meeting. At the
same time, however, Weatherly's
enthusiasm for music shone through a
number of times. At one point he
played a song by the band Taxiride.
When it finished, he immediately put
on another track by the band, pointing
out and marveling at the band’s wide
stylistic range.

After playing all of the songs,

Weatherly asked if anyone had any
additional songs that they should hear.
No one spoke up, so Weatherly told
everyone he wanted them to hear the
DAT of Dave Matthews’ acoustic
performance for KROQ from the
previous night. His absolute joy at and
enthusiasm for the performance were
abundantly clear. It struck me that this
was really what a music meeting should
be all about: To hell with everything, let's
just sit back and enjoy listening to music
for its own sake. After stopping the DAT,
Weatherly said, “That's the best thing
we've heard today”

Weatherly then instructed all of us to
write down our top six song choices. |
was expected to take part, but | found
myself having a hard time limiting my
choices to six. | loved Citizen King,
Dangerman, Marilyn Manson, Imperial
Teen, Tin Star, Orgy and more. Al told,
my preliminary list of “adds” was 14
songs long. With a bit of ruthlessness,
cut it down to six.

After everybody handed Weatherly
their lists, he read them aloud. Gene
Sandbloom then compiled the results
in a chart. As soon as Weatherly read
the last list, the “official” meeting
ended, and everyone left the room,
except for the programming staff.

It is at this third meeting that the
programming staff “officially” picks their
adds for the week. So how does the
staff at the World Famous KROQ pick
their adds? From what | could tell, they
look for songs that evoke passion —
passion in the audience and passion
within the programming staff itself. One
or the other is good, but having neither
gives a record very little chance of
getting played, and having both is the
fast lane into rotation.

Discovering passion in an audience

There were very few
negative comments
made in the KROQ mu-
sic meeting, and there
were few positive ones
made either. | got the
feeling that the pro-
gramming staff really
didn’t want to influence
anyone’s opinion in the
meeting.

when you haven’t played a song yet is
a difficult thing. From what | could tell,
KROAQ tries to gauge local music
activity through the use of record sales
and requests. The top 200 album sales
chart for Los Angeles was examined
very closely, as was the request iog
summary. They also seemed to pay
attention to airplay in other markets
that immediately led to significant

www americanradiohistorv com
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sales. Ali of this information had been
summarized in a report compiled after
meeting with all of the iocal record
company promotion representatives
the day before.

As to the feelings of the staff itself,
the long meeting listening to music and
the responses of the participants give
the KROQ programming department a
very clear idea of the passion that they
and the staff have for certain songs.
Weatherly did make a point of telling
me, however, that they use these
results only as a guide, and that a song
could do very well there and never get
added. | am sure that he is being
sincere, but the importance of this
meeting was illustrated very well to me
over the next few weeks. In the
meeting | attended, Imperial Teen and
Queens Of The Stone Age did very
well among the participants. Both are i
songs with no national profile, no sales :
or requests (from what ! know, at
least), and absolutely nothing going for
them except that most of the people in
the music meeting really liked them.
KROQ has added both songs.

One of the obvious questions ! had
was how KROQ knew how many
“slots” they had for new songs.
Weatherly’s reply surprised me: “We
don’t really approach new music that
way. If we really like a song enough to
want to play it, we'll find a way to get it
on the air.” While this may be the goal,
there are obvious limits. Because it
was selling so strongly and the concert
was coming that week, the program-
ming staff really wanted to find a way to
get Marilyn Manson’s “Rock Is Dead”
on the air. As much as she liked the
song, Worden brought up that, with all
of the similar-sounding records on the
air, it would be very difficult to schedule
without dropping something. Since all
of the harder rock songs on the air
were doing so well at the time, all three -
of them decided to wait on the song
until some of existing songs were
ready to come out.

After deciding which songs to add,
Weatherly called the labels’ local
promotion representatives and
informed them that their songs were
being added. The whole process took
almost three hours.

>>Continued on page 38
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RCXX/RIVeRsIde

maRrch 1S5, 1999

The KCXX music meeting was
closer to my perception of what a
music meeting would be like. It
consisted of PD Dwight Arnold, APD
John DeSantis and MD Lisa Axe, and
it had a very organized structure: The
programming staff went over Selector
categories, moving things around and
picking drops. After finishing work on
categories, the three listened to music
and picked their adds.

Since the station does not have
access to callout research, Arnold
paid close attention to national
trends, sales and requests when
working on the station’s rotations.
The active response of the audience
in the form of requests actually

The KCXX music
meeting had a very
organized structure:
The programming staff
went over Selector
categories, moving
things around and
picking drops. After
finishing work on
categories, the three
listened to music and
picked their adds.

seemed to be one of the most
important things Arnold cited when
discussing a song. The station
dropped three records, none of which
surprised me, since they were

records that had been out for months.

After tweaking their categories and
dropping the songs, the programming
staff listened to new music it was
considering adding. Overall, they
listened to 22 songs, which Arnold
played for about a minute and a half
each. Unlike KROQ, there seemed to
be a definite order in how the songs
were listened to, with the most-liked
songs played at the beginning. The
first three songs we heard all ended up
being added.

There was a fairly lively debate over
almost every song. As all three wouid
tell me, they each have their specific
likes and dislikes, and if all three agree
on a song, it has a very good chance of

going in. The songs all three agreed on
went into what Arnold described as “the
good pile” Of the 22 songs they listened
to, eight made it into the good pile. Of
the eight songs that made it into the
good pile, the station would add six of’
them over the next three weeks.

As the three were deciding what to
add, | asked Arnold the same thing |
asked Weatherly, if he tried to fill “slots;”
and for the second time in two weeks |
was told no. “If we really like a song, we
try to find room for it,” explained Arnold.
“Our playlist can fluctuate between 32
and 37 songs.”

KCXX is located in a market with a
high degree of overlap with Los
Angeles, which leads to quite a bit of
conflict when it comes to local concerts
and things like leaks. Arnold takes
these things very seriously and expects
his station to be treated with the
respect that any top 30 market re-
ceives. This manifested itself quite
clearly in the music meeting. One song
that would have made it into the “good
pile” but didn’t was Dangerman. [t didn’t
make it because Arnold felt that it was
important to punish 550 Music/Work for
allowing KROQ to leak the new No
Doubt several weeks earlier. The three
were also interested in putting in
Everlast’'s “Ends” (which made the
good pile), but Arnold wanted to wait
until after the promotion the station had
scheduled with Everlast that weekend,
to make sure that nothing went wrong.

Arnold has also been very public
about his support for his independent,
Joey Grossman. During the meeting,
Grossman called twice, the first time
with confirmation of a promotion from a
record company. This led to KCXX
adding two records from the label that
week. The second time, Joey called with
his “pick of the week. It went into the
good pile, but wasn't added that week.

When the three had decided what
they were going to add and what
categories they were going in, the
meeting was over. Axe escorted me
out, and then went back to make the
changes in Selector.

AL Rl i ——
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wnnX (99xR)/
STLANTS

MaRch 30, 1999
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99.7 FM ATLANTA

The WNNX (99X) music meeting is
similar to the KROQ music meeting in
that it is open to more than just the
programming staff. At the meeting [
attended, there were five participants

W™ LJ  >>Continued from page 36

in addition to the programming staff.
This included two jocks, an intern and
an assistant. It was also similar to all
of the other meetings in that we
listened to a ton of music. All told, we
listened to 32 songs.

PD Leslie Fram ran the meeting
with the help of programming assistant
Chris Williams. MD Sean Demery was,
unfortunately, out of town. The meeting
was fairly structured in that the
programming staff didn’t mix a
discussion of currents and research

Fram pointed out to me
how much they like the
music coming out from
baby bands, but that
“there is only so much
of it you can play.”

while it was listening to new music.
When the 99X staff listens to new
music, that’s all they do.

It started with Fram playing a long
portion of a song. As is probably the
case with most music meetings
(especially when you're listening to 30+
songs), they didn't listen to the songs
ail of the way through. After stopping
the song, Fram would give the name of
the artist. Comments flowed freely, both
positive and negative.

After a song ended, it was not
uncommon for Fram to ask someone
specifically, “What did you think?” As
the meeting went on, it became pretty
clear which songs were generally liked
and which songs didn’t have much of a
shot. After playing a song that met with
universal praise, Fram would say,
“That's one for the happy pile”

While there was no discussion of
research and current/recurrent rota-
tions during the music meeting, there
was an undercurrent of frustration in
the knowledge that the station had a
ton of music on the air from baby bands
with very little artist familiarity. As Fram
said on numerous occasions, “| really
like this song, but we already have too
many baby bands on the air”

While research wasn’t discussed
while listening to music, sales figures
were passed around the room so that
the participants could get an idea of
how the music they were listening to
was selling. As in every music meeting
I attended, however, the focus was
clearly on listening to the music and the
participants’ own gut response.

After listening to all the music (and
ordering a pizza), Fram then pulled out
the callout research for a detailed look
at their current categories. After
examining each song, including its
overall score by demo and its burn,
decisions were made on any category

" changes. They only discussed sales

and request information if a record was
in trouble. This appeared to be a

www.americanradiohistorv.com
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“safety net” for a song: If it tested
poorly, but requested or sold, it still
had a chance.

One person kept track of all the
category changes and drops, which
Fram and Williams then went over
when they had finished. Fram con-
cludéd that, with the current makeup
of the playlist and the research scores,
they couldn't, as expected, add any
more baby bands.

| should point out here that |
counted at least five songs (from baby
bands alone) that Fram and Williams
liked a whole lot. In fact, Fram pointed
out to me how much they like the
music coming out from baby bands,
but that *there is only so much of it you
can play”

After deciding that the station really
couldn’t handle any new baby bands,
Fram did feel that they could put on a
song from an established act. The
music meeting then went into a second
phase, where everyone listened again
to five songs from established acts that
they all liked, with the express goal of
choosing one to put on the air. There
was a heated discussion over which
artist it would be, with very little
agreement. Seemingly without strong
feelings for one song or another, Fram
ended up picking the song that
Williams had voted for. However, it was
put into a test rotation and wasn’t
officially added.

With that, the music meeting was
over, and my task was done. | had
been to four music meetings in four
weeks*. The biggest surprise for me
was just how much gut instinct still
goes into picking songs that go on the
radio. At every meeting | visited, there
was a clear example of a song that
went on the air that had no national
story, no sales and no requests. All the
song had going for it was that the
programming- staff was passionate
about it. | guess the good news is that,
in today’s competitive and consoli-
dated world, that is still enough.

e LV EN——

* | also attended the 91X/San Diego
meeting, which we didn't have room
for, and which will be part of a future
column:
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Now on these fine radio stations:

WHFS Q101
WMRQ WLIR
WAVF  WXNR
KORX  wzzi
KMRX  KACV
KESO- WTGZ
WFBZ  KFLZ

99X KEDJ
KLZR  WEQX
WXSR  KRAD
KKDM  WARQ
KDRE KMBY
WIS WEBO
WBZV

Recent tour market sales:

Los Angeles
Seattle
Cieveland
St. Louis
Denver
Cincinnati
Portiand

~ Sait Lake City

KPNT
KWOD
KFTE
WSFM
WOXY
WCDW

515 Scanned-Rank 163
201 Scanned-Rank 127
167 Scanned-Rank 134
107 Scanned-Rank 147
164 Scanned-Rank 141
184 Scanned-Rank 67
358 Scanned-Rank 38
185 Scanned-Rank 65
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burn, soNeG, burnl

Two programmers discuss keeping the tunes fresh

”ve sat in quite a few music meetings over the past four weeks, and one of
the comments | consistently heard was, “Man, this song is burning fast!”
When a format is mass-appeal and focuses on music that is quickly hi-
jacked by other formats, song burn becomes an unavoidable hazard. How
bad is song burn, and is it even relevant? I've posed that question to a PD
in a major market who doesn’t even look at the burn scores on his callout
reports, and I've also spoken with a PD in another major market who pays

close attention to burn scores.

»The INTerpreTtation
Of DURN

The question of burn’s importance is
directly connected to the programmer
using the research, and that includes
his or her weekly peccadilloes. As
WNNX/Atlanta MD Sean Demery
relates: “We vacillate back and forth on
that question. One week we are all
wigged out about burn scores, and the
next week we don't give a crap.”

While Demery is partially kidding,
there's a lot of truth in his comment, for
it embraces the unstated aspect of all
research tools and their results: gut and
interpretation. As WPLY/Philadelphia
PD Jim McGuinn explains: “We try to
interpret things to an extent. We have
certain benchmark numbers, and when
it crosses that threshold, it's definitely
time to slow it down, if not drop it.
Overall, | don't think you can really
quote these kinds of numbers, because
all systems are different. For us, where
the median burn is 28% or so, when
something gets above 35%, we start to
get worried. When something gets
above 40%, we pretty much take it out
of power. When it gets above 50 or 55,
it's time to rest the song.”

Commenting again on music and
research, Demery states: “Your station’s
music is a living, breathing thing, and
you use all the information as tools, but
you don't take all of them too seriously.
If burn score is a screwdriver, you can’t
build a house with just a screwdriver.
You need a saw, hammer and nails. You
can have one week when you have a lot
of good music that you want to play and
you feel that they are all going to be
A’s. Then you take the burn scores very
seriously — ‘My God, they've got a high
burn score! They've gotta go. Let’s put
these other songs in!” And then there
will be weeks when there are no new
songs that you like, and you say, ‘Okay,
we have a 50% burn score. | can live
with that for another week. That's why
it's never the same.”

»CONFLICTING TheoRries

It is important not to mistake following
your gut with simply making arbitrary
decisions. Demery's example above
illustrates different interpretations of
burn scores based on different circum-
stances. It does not mean that he is
ignoring the scores themselves. As
McGuinn states, “Programming must be
a combination of science and gut.”

A good example of making an

intuitive decision when facing conflict-
ing research is when you have a song
that has very high positive scores, but
also has high burn. There are conflict-
ing theories in this instance. Some
people believe that burn scores are
only important once they actually affect
the positive score of a song. Others
believe that someone can like a song
and still not want to hear it because
they are tired of it.

“That's a complicated situation,” says
McGuinn. “Given the choice between
playing a record that has a pretty high
burn and is really liked and playing a
record that's not really liked, you're
probably better off playing a record with
high burn.” And what about the point
that burn will be reflected in the song’s
actual score? “] always look at it like
this: What you're talking about is the
theory that if they are really sick of it,
they'll stop liking it. | don't really agree.
I'm really sick of ‘Stairway to Heaven,
but I still think it's a great song.”

Demery agrees with McGuinn’s
assessment: “Everlast's ‘What It's Like’
was testing top five but was at 46% burn.
in that situation, it goes into a secondary
recurrent category, which is nothing more
than a pacifier for us, because it plays so
infrequently that the reach and frequency
at that point are so frickin’ low, why play it
at all? The reason is that it takes up a
spot on the music log that you would
normally fill with either an oldie or a
current song, and you don't have enough
of those to go around. So it actually does
fill a purpose.”

»death burn

Perhaps the worst thing that burn
does is kill a song permanently. There
are numerous examples of absolutely
huge hits that were so overexposed
that the possibility of ever putting them
back on the air is remote. This level of
burn also affects artists’ careers. This is
a significant problem, and it makes
Demery very wary of keeping a burned
song in power for too long.

“My big concern is that we want our
A's not to get terribly burned,” he
explains. “We want them to have a life
as a recurrent, because | like to think of
our recurrents as cuming A's, basically
songs that are still worth something.
Here's our problem: Burned songs that
exit the recurrent category disappear.
They have no life left in them as oldies”
As to the artist, Demery laments, “It
screws their life. You end up with a lot

of artist burn. It doesn’t help the artist
at all. They get a short burst in the sun,
and then it's over.”

“It especially happens with records
that quickly cross over to other for-
mats,” states McGuinn. “Occasionally
those records reach a point where they
must be rested. This means that, in a
recurrent sense, the records that we
develop and break on our own that
come home are much more valuable
because they tend to be more immune
to that sort of ‘death burn.”

*¥LEeXIDILICY and care

The bottom line in dealing with burn
is flexibility and care. You must be
flexible in your interpretation of the

The records that we
develop and break on
our own that come
home are much more
valuable because they
tend to be more im-
mune to that sort of

‘death burn.’
>Jim McGuinn

research while taking care to protect
the station and the artist. “We look
around us every week,” says Demery,
“and see what we think the market
needs at the time.”

McGuinn concludes: “l used to be
more rigid in the way | programmed
stuff. | went from power to power
recurrent to secondary recurrent to a
gold category. Now, I'm much more
fluid. | think about it with common
sense. I’'m much more aware that
things should be looked at on a case-
by-case basis.”

The bottom line is that the program
director should make a decision
informed by the research, not dictated
by it. As Demery states, “If you could
find a program director to pick songs
based on gut and using research as a
floor to bounce off and reach for the
rim, reaching for the unknown with his
instincts, | think you would have a much
better radio station than you would with
somebody who goes, ‘Hey, Everlast has
high scores and also high burn, so let’s
keep that in a C rotation.”

www americanradiohistorv com

mulumbus, OH

It-was 1985, and every day, in

ry little Chavetta, | mads the long,

dangerous trek from 'my morbid
hasemant dwelling in Cincinnatl to
WOXY in Oxford, OH, where | was
the third PO, aftar the creator and
founder Steve “Dedalus” Stenken
and Dariny "Crash™ Aeed. All the
time | questionad: What am |
doing this for? Is it avar going to
be worth it? Will the masses ever

s-cateh up to the paint whers more.

than just a fewr operators will fake

- this beast 1o tha next lavel?

| remember it was a Saturday
afternoon, and 4-had just finished
ane of those six-hour weekend
shifts and. was opening the mail

- fram-the day before. Out of a

pouch came a tassette — which |
still have today — the Waterboys'

“This be.the Sea™ | had beanafan

of Mike Scott and the Waterbays'
hwrn other relsases, so Fwas
anxious fo-hear it on the drive
home: | stitl remember that drive
today, and it is those times —
when you taks the music from the
pouch and hear it for the first time
and-fust-know jn your gut that it is
something that is going to wark
=—that you appreciate the fact
that you work In & format that is
hased on breaking tomorrow's
music today.
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"If you plag it -- it W#H work'
We've played |tjgver 800 tir

“...the catchiest thing to come out of the post-everything dance scene since Fatboy Slim’s ‘Better Living Through Chemistry."”
- Rolling Stone

“...the most suggestive and provocative Brit-dance debut since (Portishead's) ‘Dummy’ or (Tricky's) ‘Maxinquaye.’”
- Spin

Explosive Sales! | L
Musicland sales doubled nationally. R&R €)) - @ |LBZ ] e
Wherehouse sales up 90% nationally. Monitor HotShot Debut 35* -

On over 50 stations including:
KROQ/Los Angeles - aver 900 pieces sold this week (RANK 396),

Live 105/San Francisco - TOP 5 Phones, WXRK/New York, Q101/Chicago - TOP 5 Phones,
WBCN/Boston, WHFS/DC, Y107/Los Angeles, KTCL/Denver, KDGE/Dallas, WXDX/Pittsburgh,
KKND/New Orleans - TOP 5 Phones, KROX/Austin - TOP 5 Phones, KNRK/Portland,
WARQ/Columbia - TOP 5 Phones, and mare!

The Lo Fidelity Alistars debut album “How To Operate With A Blown Mind" is in stores now!
Written, Produced and Recorded by Lo Fidelity Allstars. Pigeonhed appears by special arrangement with Sub Pop. Management: Sean Phillips for Bison Manuevers.

“Columbia” Reg. U.5. Pat. & Tm. Off. Marca Registrada./® 1999 Skint Records COLLMBIA €ES=_Tat? mp.o(P

www americanradiohistorv com
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LOOKRING DACH 8T ROCK

Three Alternative PDs discuss their former Active Rock homes

One glance at the Active Rock chart says more than anything | could
write here: Alternative and Active Rock are sharing more and more music.
While the most important effect of this is on the listener level, there have
been quite a few blowups within the industry over the musical collision
between the two formats and the subsequent politics. When comparing
two communities, there is not a better person to talk to than someone who
has been a member of both. For our purposes, the Alternative format has
three high-profile programmers who fit that bill: WKQX (Q101)/Chicago PD
Dave Richards, KDGE (The Edge)/Dallas PD Duane Doherty and KXTE (Ex-
treme)/Las Vegas PD Dave Wellington. All three programmers have spent a
significant part of their careers in the Rock/Active Rock world. | talked with
them to get an idea of the subtle and not-so-subtle differences between the
formats, including the makeup of the audience and the politics of conflict

between Active Rock and Alternative.

>dove RicheRrds

WHAQX/ChICaGo, nee WACK
(rRocR 103.5)/chicaco

R&R: Are there differences between
programming an Alternative station
and an Active Rock station, or is it just
a matter of playing different music?

DR: If you understand programming,
you understand how to run a radio
station. Are there differences? Abso-
lutely. Of course, the first thing you -
need to do is to know your audience. |
am in a unique position, because | got
to know the audience before | got here.
At the same time, | certainly spent a lot
of time when | first arrived figuring it
out, studying it.

R&R: So are there differences in the
audience?

DR: There are definite differences
between the typical Rock 103.5 listener
and the typical Q101 listener. | satin a
lot of auditorium tests at Rock 103.5
and just recently sat in an auditorium
test for Q101. The P1s look different.
One’s not better, one’s not worse; they
are different. They are different in terms
of qualitative makeup. They are
different in terms of age. The bottom
line is that they are different, and
understanding them is the most
important thing. We took certain
liberties at Rock 103.5 because we
were the “hard-rock station.” Could you
get aggressively humorous and
politically incorrect there? Yes. Does
that mean we can't do it here? No, it
doesn’t, because guys in their 20s and
early 30s like pretty much the same
kind of humor. But the intent is not to
make this station into a Rock 101. The

intention is: Yes, we can have a sense
of humor, but this is not that radio
station.

Back to the audiences, there are
some subtle differences and some
very big differences between them and
the things they will accept. Many
Alternative stations played Monster
Magnet. We did at Rock 103.5. We
immediately tested it over here, and it
didn’t work. That is one of those things
that didn’t cross over. I've seen test
scores now for both radio stations, and
I've said many times, “Wow, | can't
believe that. Look at the difference.” If
you were to look at it, you'd be asking
me, “Can you believe that?”

R&R: Forgetting the audience for a
moment, are the elements of program-
ming the two formats the same?

DR: They aren’t necessarily any
different. So much in programming is
done through fear and intimidation —
not through scaring people, but
through so many people being afraid. |
had tons of fun at KZOK in Seattle,

I have to point out that
a lot of people get con-
cerned over the image
of who sells records
and the issue of poli-
tics. There is a bigger
issue: getting ratings.

>Dave Richards

doing attitude Classic Rock in 1992,
when the whole market was beating
the daylights out of each other for Alice
In Chains and Nirvana. One of the
things you can do with any Rock
format is have attitude and fun and
personality, because — guess what —
the listeners do. It's one of the things
you can't do at other formats. So, nuts
and bolts, yes, there are similarities.
You have to know how to program to
men, and you have to, at least to some
extent, live the lifestyle of your audi-
ence and be out there and get a good
taste of what your audience is all

about. The music is secondary,
because if you have a good music
director and research, you wil. figure it
out if you are smart enough.

R&R: Many Alternative stations at
least keep an eye on female listeners.
Is that a difference you face now?

DR: In those terms, the day that
Emmis purchased the Mancow show
was the day things changed quite a bit.
You can't expect that after 10am you
can have a very big composition of
female listeners when you have a
morning show that male in the morn-
ing. They had to look at some issues at
10am, and we've certainly gone the
distance with that since | got here.

R&R: What are some of the specific
differences you see between Q101 and
Rock 103.57?

DR: | would say the Alternative
audience reacts quicker to new music.
| see it takes fewer spins for research
to pop and for record sales to really fly.
Now that certainly comes from the
audience being a little younger. The
base of this radio station, whether it's
grunge music from six years ago or the
Beastie Boys from today, whatever it is,
it is very '90s-based. The base of an
Active Rock station, certainly Rock
103.5, was very Led Zeppelin, Van
Halen, AC/DC and Metallica. It was
based on older artists, and the music
they came there for wasn’t as new as
the music here.

We would never do a campaign at
Rock 103.5 and say, “We're your new
music leader” Not that we would do
that here, but it is more or less as-
sumed that we own the new music
position in Chicago. The listeners are
primarily in the suburbs, but there are
more of them in the city of Chicago
than at 'RCX, where it was definitety
like a big doughnut. We had the radio
station in the doughnut hole, and all
the listeners were out in the suburbs.

R&R: Are the politics different in the
Active Rock world and the Alternative
world?

DR: Sure, but before putting the cart
before the horse, | have to point out
that a lot of people get concerned over
the image of who sells records and the
issue of politics. There is a bigger
issue: getting ratings. | don’t care what
city you are in or what format you are, if
you don'’t have ratings, you're going
away. | know some program directors
who don’t even recognize that record
companies exist. They go home at
6pm, and they know that they are
going to have a format and a radio
station tomorrow. The battle over who
presents and who wins and who owns
is secondary to winning the ratings
game. That said, the reality is that it’s
hard for me to judge it. If there were
still a Rock 103.5 and | came over
here, would the politics certainly go in

>>Continued on page 45
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WwWan smith

KDGE/Dallas

One of my most memorable
experiences is having the Cure play
a 3,000-seat show for Christmas
1997 and not only being able to sit
on the stage and watch the band,
but also to get to introduce them. It
was one of the coolest things | have
ever done in my life. When | was up
on stage, Robert Smith mistook me
for the monitor guy and was asking
for more vocals-in the monitor.

The other memorable moment
was watching INXS from the stage in
Aprif 1997. It wag an amazing event
to watch that band play. After
Michael Hutchence departed from
the planet, | realizad how cool an
gvent that was, and that | was
fortunate to ses the band one last
time. But what really tops this
memary was beating Tim Ferris and
their tour manager at golf that same
waakend. g

While those moments were really

important, the most epecial thing for

me has been being hare at The Edga
for five years. That's kind of rare, |
think, and Fm pretty damn happy
about it. Thare have been four
ownars, something like a hundred

- GMs, and F'm still here. It's been a

great trip.

© 1989 R&R Inc. All rights reserved
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#1 MOST ADDED!

including:

Y100 WFNX 99X KNDD 91X WLIR KINZ
WOXY KWOD WWCD WZAZ X96 WEND WRZX
WHTG WPBZ WPLA WXEG WQBK WEQX KFMA
KMYZ WHMP WXNR WARQ WEJE WAVF KRAD
WIX0O WJSE KNRQ WDST WCYY WXSR KORX
WSFM KLZR WPGU WBTZ WGBD WGMR KHLR
KFMZ CFNY KDRE

PHONES: KNDD #1 Phones after 1 week!
WBRU #2 Phones
KLZR #3 Phones
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THE FIRST TRACK
FROM THE NEW ALBUM

THE UNAUTHORIZED BIOGRAPHY OF
REINHOLD MESSNER

ON THE LATE SHOW WITH
DAavIiD LETTERMAN 4/28!

SoLp OuT U.S. TOUR STARTS 4/6!

MAJUOR PRESS ROLLOUT HAPPENING NOW,
INCLUDING FEATURES IN ROLLING STONE,
SPIN, ALTERNATIVE PRESS,
AND MANY MORE TO COME

ALBUM IN STORES 4/27/99!

PRODUCED AND RECDRbED BY CALEB SOUTHERN
MIXED BY ANDY WALLACE

MANAGEMENT: ALAN WOLMARK AND PETER FELSTEAD AT

WWW.BENFOLDSFIVE.COM
‘WWW.EPICRECORDS.COM

41949

r
“550 MUSIC” AND DESIGN REG. U.S. PaT. & TM. OFF. MARCA @
L wusic g

REGISTRADA./© 1999 SoNY MusiCc ENTERTAINMENT INC.
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E-mail: jdenver@allaccess.com
riadenver@allaccess.com
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pjonesi@allaccess.com
msirickland@allaccess.com
tshawn@allaccess.com
mparvis@allzccess.com
mmarshall@aliaccess.com
nancycon@aol.com

Imaging and production workparts from Groove Addjcts
for alternative, hot AZC or anything ke it.

Please.... don't calh us. We'd rather. you.call:

Mike Bratfon'at Q-101 in Chicago Joe Santos at the Edge
in Detroit Brad Sperling at the Pointin Minneapolis

Need we go on?

Come to.think of it; if you're going to call them, you might as well call us
at MannGroup Radio or Groove Addiets for a fiemo.

(=

¢ woove Addiots

RADIO SERVICES

323 512-0144-.+-800400-6767

- Credible Alternative & Top 40 Promotion -

« On-Target Marketing «
* Solid Advice

L * Free Full-Service Internet Web Site -
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-
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3575 West Cahuenga Boulevard ¢ Suite 500 e« los Angeles, CA/ 90063 l

323.512.0144 _ Fax 323.512.0146
wviw_groovejingles.com /flash /pages /extreme.html

|

IN STORES
APRIL 13th
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LOORInG DBCH at ROCR >>Continued from page 42

our favor? 1 think so. Things are
different here. On the other hand, there
is no Rock 103.5 anymore. There is a
Classic Rock station, there is whatever
you can call the Loop, there is a
Modern AC that doesn’t sell tickets or
records. It's us, it's B96, and it's WGCI.
It's the youth-based radio stations that
move the product. Record companies

| don’t see labels
throwing The Eagle
under the bus just
to get an add

on The Edge.

>Duane Doherty

would be insane not to give us the right
kind of attention. On the other hand, |
look at the charts sometimes and say,
“Oh my God, if they give us this kind of
attention, | can’t imagine what Elroy
over at ‘'GCl is getting.” Let’s face it,
hip-hop is what’s moving. But, all things
considered, life is good here.

There are political questions about
sharing shows. And, yes, we do share
some things with WXRT, like the Lenny
Kravitz/Black Crowes show. We will
share the presents on that. That’s fine.
We may share a couple of bands, but
we really don’t share audience very
much. | have no complaints.

One thing is certain: We get a lot of
phone calls. Why? Because | have
years of relationships with Rock guys,
and the radio station has years of
experience with Alternative people. We
get the best of all worlds here. Every-
body calls us, and there is not a bit of
information we don't find out about.

R&R: Do you miss working with
Active Rock?

DR: | came to Q101 because |
wanted to work for a great company. |
really love Chicago. | consider it home
now. It was a great opportunity for both
me and Q101. | knew them as a
competitor, and they knew the way |
worked. Some of my peoptle think that |
was actually choosing a format. |
wasn’t. | have more experience in
Classic Rock than | do in Active Rock
and Alternative combined. Rock music
is what | do, but | do radio. | don't have
a strong passion for it, truth be known. |
would rather be doing a pure traditional
jazz format. Unfortunately, nobody
would listen ta that. So, no, it is not for
the love of music. Do | get jazzed on it?
Absolutely. | lcve the music. It's a love
of rock, no matter what kind of rock it is.
And it’s a love of that kind of radio.
There are certain liberties that you can
take in the collective Rock formats
because they target men that you just
can't do with other formats because it
would be wrong.

R&R: Do you have any interesting
observations about the differences
between the two formats?

DR: The only other thing | can say is

that there is more of a love for the
music at Alternative, whereas at Rock
there was much more of a love for
programming. At Rock, you have a few
more seasoned veterans, guys who
could program a lot of different formats,
guys who love to program radio. With
record people as well, there are more
guys who have been seasoned and
have been doing it, and they promote
records. Whereas at Alternative, you
have music directors and program
directors who really champion the
music. You also have record promotion
people who are much more into their
music. These are guys you can talk to
about music all day long. At Rock, the
promotion guys are there to do a job.
Neither one is good or bad, but there
is a bigger passion for programming at
Rock and a bigger passion for music
at Alternative. That’s just the impres-
sion | get.

>dusne doheRtY

HdGe/dalLLas, nee HeGL
{che eacLe)/daLLas

R&R: Are there differences between
Active Rock and Alternative in the
approach and how you have to deal
with the programming issues on a day-
to-day basis?

DD: Good programming is good
programming. It doesn’t really matter
what format you are in. There are
different little nuances to each format, |
suppose. I'd done Rock my entire
career until coming to The Edge. The
only major difference is the history of
The Edge being more of a pop-leaning
station and the changing landscape as
far as the competition goes in Dallas.
Those are the real challenges as far as
the difference in programming. The
basic nuts and bolts are pretty much
the same.

R&R: You mentioned nuances. Is it
along the lines of being able to spin
your A’s 60 times a week as opposed
to 40?7

DD: No. It comes back to who’s
listening, which is based on this
station’s history of having more of a
pop lean and having more female
listeners than I'm used to dealing with.
One major difference that | noticed was
the imaging and the production of the
radio station. You can’t do lowbrow,
focker-room humor in the production.
You are talking to a different group of
people. | hate to say that you can'’t

dumb it down like you could at Active
Rock, because that sounds like a slam
against the audience, and | don’t mean
it as one. But this audience has a
different mind-set, and they are not
looking for that.

R&R: That leads me to my second
point, the lifestyle of the listeners. Is
there a distinct difference between the
two audiences?

DD: Yes. The qualitative for The
Edge audience compared to what I've
been used to in the past at Active Rock
is very high-income, very professional
graphic designers, artists, stuff like that,
compared to mechanics and truck
drivers. It's a different group of people
altogether.

R&R: What about the female
makeup of the audience? | assume
The Edge still has close to a 50-50
male/female balance.

DD: Well, we are skewing more male
because of the music. That is where it's
going. The pop alternative stuff is going
over to Modern AC and CHR. That
leaves us with a major question we
have to answer, which is “What kind of
station do we want to be?” Do we want
to compete with the Mixes and the
Kisses of the world, or do we want to
go after the male piece of the pie that
the library of this format lends itself to,
with the Nirvanas and the Bushes?

R&R: But The Edge still has more
females than your typical Active Rock
station?

DD: Most definitely.

R&R: Was that difficult to deal with?
DD: Oh, veah. It goes right along
with what | was saying concerning the
imaging of the station. All of a sudden,
you are not imaging to purely men. As
we found out early on, women matter in

One major difference
that | noticed was the
imaging and the
production of the radio
station. You can’t do
lowbrow, locker-room
humor in the produc-
tion. You are talking to
a different group of
people.

this format. You can't just “rock out with
your cock out” and get away with it.

R&R: What kind of attitude do you
try to present on the air?

DD: | think we try to focus more on
lifestyle stuff. We just did “Get a Life” as
a book promotion. By no means is that
a new promotion, but at the same time
the prizes that we had in that package
were pretty decent and pretty big items.
As far as cars go, we gave away an
Acura. It was very much a young-
professional type of promotion. This

>>Continued on page 46
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My most significant recent memory
happened during the time 've been at

oLtlenN

‘WPGU/Champaign, IL

WPGY. Qur station was more on the
AG side when it came to Alternative,

and when Korn came out with this last

album, we sort of knew that was the
direction we were going, and that
Alternative itself was getting heavier.

Qur listeners demanded 10 hear Korn.

Starting to see those heavier
records and having our fisteners
request them was one of the biggest
moments for this station in the past

years. We went from basically being an

AC station that played a few grurge
tracks to being a heavier Alternative.

it's amazing. As of late, we are playing

a variety of “alternative” acts. A good
example would be a record like

Eminem. You look at the Country
format, and they are basically playing
all the same records, but even the
Alternative station that’s two hours
away from me is playing 20 different

songs.
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wasn't a Harley giveaway. We are
talking to people with money to burn,
and they are not necessarily into the
whole Harley lifestyle like they were
when | was at The Eagle. It's more of a
BMW, real nice townhome kind of
lifestyle they are into.

R&R: In addition to the importance
of females, were there any other
surprises when you crossed the
street?

DD: Yes. It was a little odd, since |
had worked against this radio station. |
think the one major concern was —
and maybe Dave Richards can relate to
this, too, going from 'RCX to Q101 —
that the minute you walk in the building,
everybody looks at you and goes, “Oh
man, does this mean we have to grow
our hair long and start wearing black T
shirts? Are we going to start playing
Guns 'N Roses records?” Thinking that
all I knew how to do was play AC/DC
records was something the staff had to
get over. That brings us back to what |
was saying about good programming
being good programming. If you have
the basics down, all the pieces fall into
place.

R&R: Can you give me a Dallas-
level view of how the politics are
different at the two formats?

DD: All | know is that when the
Alternative reps come in and take me
out to dinner, they let me buy the 12-
ounce filet instead of the 8-ounce filet.

Active Rock means
different things in
different markets, and
Alternative means
different things in
different markets,

but typically you are
falking to twa different
groups of people.

>Dave Wellington

R&R: So there’s some truth to the
complaint that Active Rock is not
treated as well as Alternative?

DD: No, not necessarily. | joke
about it, but | don’t see that much
difference, having seen both sides. |
don't see labels throwing The Eagle
under the bus just to get an add on
The Edge.

R&R: Didn’t you see some of that
when you were at The Eagle?

DD: But that's when Alternative was
really on fire. It was the flavor of the
month, so | think they were probably
throwing them some bones that they
weren't throwing Active Rock. Right
now, | think the playing field is a little
more level, and with the changes that
have gone on over the last couple of
years, | don't think you are seeing that
as much. At least I'm not witnessing it.
Put it this way: There are little prob-
lems, but it's no different from if you

were two Rock stations or two
Alternative stations. It may be different
on a market-by-market basis where
the competitive nature is different and
stations are closer formatically, but |
don’t see a lot of it here.

>dave
welLlington

HNTE/Las veeas,
nee UJRIf/deEROIE

R&R: Are there any subtle or not
So subtle differences between
programming an Alternative station
and an Active Rock station?

DW: You are programming to two
different audiences basically. Active
Rock means different things in
different markets, and Alternative
means different things in different
markets, but typically you are talking
to two different groups of people.
Some may cume back and forth a little
bit, but as far as your core audience,
it's different. You see it when you go to
concerts. If you go to a Rock station
show or an Alternative show, you can
drastically see the difference in
people.

Programming Active Rock is a little
difficult, because you kind of straddie
two different worlds. You are playing
some of that classic rock, and you are
playing some of the new rock. So, at
any point in time, you go from Creed
to Aerosmith and Metallica to Jimi
Hendrix. At any point in time, half of
your audience could be tuning out.
You really are in between Rock and
Alternative. When you are Alternative,
you are really focused, and you don’t
have to be part of the old world and
part of the new world.

For us, | find it very easy, because
everything fits under the “extreme”
umbrella, with an extreme morning
show in Howard Stern, extreme music
and extreme promotions. It all kind of
fits under that same umbrella while
you are really focusing on one group
of people.

R&R: Are the politics different? Do
you get more stuff?

DW: There are good people in the
Rock and Alternative worlds. It is
different groups of people that you are
talking to that are responsible for
different things. It depends on the
band too. If you're talking about
Metallica, who really has the inside

line with Metallica at Elektra? [s it the
Rock department or is it the Alternative
department?

R&R: / would assume it's the Rock
department.

DW: Sure, so you kind of have to go
through them when you are doing stuff.
Certain bands work that way. One
department or the other department
might have a little more say with them. |
don’t find the treatment any different.
You still have to ask for everything, and
you get what you get. It's not like things
are thrown at you because you are an
Alternative reporter.

As far as the politics on that side of
it, | guess the labels would probably be
a better gauge. | think the radio stations
that are successful and that have an
active audience are the ones that are
more important. If there is an Active
Rock in each market, and those are the
stations that are successful and have
the ratings and the audience, and their
audience is very active and goes out
and buys records, then they should be
the one to get more things — and vice
versa, if it is an Alternative station. You
can ask 100 different people and get
100 different answers.

R&R: That'’s the vibe | got from both
Buane Doherty and Dave Richards.

DW: When | was at WRIF, we had a
four share, and we were beating
everybody else in the market. | mean, if
you combined all the other Rock
stations in town, we were still beating
them with a four share. Even with all
that, nobody gave us anything. We had
to claw and scratch and beg and plead
and state our case every time. | don’t
think anything ever gets handed to
anybody, especially when you’re at the
top of your game.

R&R: Some woulid say that's proof
that Active Rock stations are treated
worse than Alternatives.

DW: The Alternative stations weren't
given anything either. | think that a lot of
people on the Rock side would like to
think that. It would make it easier for
them to go home at night, but | don't
think it’s so.

R&R: So your point is that you have
to ask for everything, and just because
you have to ask doesn’t mean that you
can make the Alternative promotion
departments the scapegoat.

DW: Ultimately, from the promotion
side of the business, it comes down to
who is first on my record, who is spinning
my record, and who is selling my record.
Those are the only things they give a shit
about. They don’t care who reports to
what if you are the Active station helping
them in their cause. | know both sides of
it. My wife works in promotion, | have a lot
of good friends who work in promotion,
s0 | understand the other side of the
business. The only thing that may be
different is that, from a national stand-
point, some labels may value an Alterna-
tive add more then they do a Rock one,
but | really can’t speak for them.
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happenad at 2 Counfing Crows show
“at the State Theatre in Downtown'

Datroitu-the surnmer-of 94, The

- Tormat wag hitting s stride, #nd

suddenly ihe music was approach-
ing the mainstream. |F was stil at
the tire when you could spend
anpugh time with COs 1o get to
know all of the songs. | was
standing at the sound board with
our 89X Image Progucer, Terence,
"Sultivan Street” started up, and we
both started singing at the top of
aur fungs. | looked around and
noticed that the peapls in our

 victnity didn't exacily appreciate our

yotal talents. After a slight
embarrassing pause, we cortinued,
and | s1ilt-belizve wa provided some
much-needed vocal harmony:

R
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hip-hop INn The aLTterNative WOoRLJ

It sells, it requests — but is it Alternative?

For the past few years, the musical theme for Alternative has pretty much
been that there is no musical theme. As a format, we embraced everything
from pop acts like Natalie Imbruglia to harder rock acts like Rob Zombie.
While things haven’t necessarily changed, there is a rising storm that has
been gathering on the horizon for some time. It is hip-hop, and its influ-
ence on pop culture, music and tomorrow’s listeners can’t be denied. The
question that the format must face, then, is: Do we deal with hip-hop? And

if so, how?

>TheIR FANS arRe YOUR faNs

We all know that hip-hop is a cultural
movement of staggering proportions,
and it is becoming increasingly impor-
tant to the young people who currently
listen to Alternative stations. At least on
the young side, hip-hop fans are your
station’s fans. The reasons for this aren’t
hard to fathom.

“There was an article in Spin
magazine that we sent around to
clients last summer,” says Jacobs
Media consultant Dave Beasing. “It
was called ‘White Boys Who Say “Yo.”
It was a great article that examined
what, on the surface, is a bit of a
perplexing question. You have these
suburban white kids who have been
nowhere near an inner city who love
hip-hop. What do they culturally have in
common, and how do they relate to
some of this music? One of the
answers Spin came up with was that
you can't piss off your parents by
playing Pearl Jam in the upstairs
bedroom anymore. Each generation
likes to come up with its own music

If you went to the Hard
Knock Life tour and took
a survey in the arenas
where it is playing, |
bet a good chunk of
people there are listen-
ing to the Alternative
radio station.

>Tom Calderone

= =

that helps to set it apart culturally from
the generation before. Crankin’ some
rock 'n’ roll just doesn't cut it for today’s
teenagers. Mom and Dad aren't scared
at all, and if your music doesn’t piss off
Mom and Dad, what good is it?”
Whether it’s to piss off Mom and
Dad or for some other, more esoteric
reason, the fact is that hip-hop has
increasingly become a part of young
white culture. “If | were to go into the
average 18-24-year-old male’s bed-
room and look at his record collection,”
states Interscope’s Brian MacDonald,
“I would not be surprised at all to see
Limp Bizkit next to the Beasties next to
Wu-Tang Clan next to Nas next to 2Pac

next to Korn next to whatever. Run
DMC and LL Cool J were making
records in the early '80s, and it's now
1999. There are 18-year-olds out there
who have had hip-hop played around
them for their entire lives. It is abso-
lutely no big deal for them to hear hip-
hop, whether it's on MTV, the radio or
at home on their CD player”

MTV Senior VP/Talent and Music
Tom Calderone agrees. “What I've
seen of hip-hop is the multicultural
outlet it has become. If you went to the
Hard Knock Life tour and took a survey
in the arenas where it is playing, | bet a
good chunk of people there are
listening to the Alternative radio
station. The big joke about seeing the
show here in New York was that there
were a lot of Offspring T-shirts there”

»P3RT Of The MeaINStREeaM

“They are using hip-hop music to
sell Coca-Cola, McDonald’s and Sprite
on prime-time television commercials,”
says MacDonald. “So hip-hop has
clearly entered the mainstream. But
formatically at radio, people are still
very narrowcast about it, as far as
what the upside could be. At the end of
the day, you look at the artists, and it's
probably going to be carried forward
just like every other popular form of
music that started from the black side
and rolled into the white side, from
Chuck Berry to Elvis, from Run DMC to
the Beastie Boys.”

WXRK (K-Rock)/New York PD Steve
Kingston has been on the forefront of
using hip-hop as a tool to reach his
audience, and his comments echo
Calderone’s: “| don’t know where the
common ground is between DMX and
Rage Against The Machine, but you
can bet that a portion of the audience
that hears Rage Against The Machine
on K-Rock will go to the Hard Knock
Life tour with DMX and Jay Z. They are
one and the same people.”

“If you break down what's happen-
ing on the street right now,” states
KITS/San Francisco MD Aaron
Axelson, “it's undeniable that there is
this cross-pollination of kids who are
your core listeners. They are expand-
ing their musical boundaries and their
musical horizons to encompass other
forms of music, particularly hip-hop. It's
not uncommon to see a kid going to a
record store to buy both a Rage
Against The Machine and Wu-Tang

Clan record. Does that mean you have
to play a Wu-Tang record? Absolutely
not, but you should be very sensitive to
the street for an artist, like Eminem,
who is pushing the boundaries and
can be shared by different formats”

>9 GenerationaL
CROSSRO8AS

So hip-hop is clearly a multicuitural
trend of deep significance, but should a
format that found its legs with Pearl
Jam and Nirvana react to it? “Alterna-

I don’t know what the
balance is, but that's .
a zone | am willing

to explore.

>Steve Kingston

tive radio is at a crossroads right now,”
states Calderone, “particularly when it
comes to how many years it has been
a format. If your 7pm-midnight daypart
is primarily aimed at 18-24-year-olds,
how old were they when Ten by Pearl
Jam came out? At the younger end of
that, they were 8 years old. So how
relevant right now is Pearl Jam to that
audience? I'm not saying not to play it
anymore; I'm just saying that there is
going to be a huge opportunity for
Alternative to be really aggressive at
night. Everyone needs to rethink the
7pm-midnight daypart, in particular,
and see how aggressive they can be.

“Right now, since we find that 77%
of hip-hop is purchased by young white
adults 18-24 years of age, those
bodies are going somewhere, from
Alternative radio to aggressive Top 40s
to, perhaps, the Hip-Hop station in the
market. What you have to look at right
now is not necessarily if you should
play Jay Z on your station or not, but
how aggressive you should get with
the new music.”

*Serve TWO MaStens

“You really have to keep an eye on a
couple of segments of your audience,
explains Beasing. “We're pretty much
drawing it along the lines of Generation
X and Generation Y. The good news is
that Generation Y appears to be into the
music that we've been playing all along.
The bad news is that Generation Y also
loves a lot of other stuff that Generation
X doesn’t. You have to find ways to
serve these two masters. For a song
that doesn’t cross those lines, like the
Beastie Boys’ ‘Intergalactic’ did, a lot of
dayparting has to be done. You start
with a lot more of this younger-appeal,

>>Continued on page 50
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rhythmic music played at night. Once
you see what the hits are and which
songs will cross over generationally,
you can play them in other dayparts
as well”

“A lot of the Alternative stations
have large young constituencies that
listen to them,” says Kingston. “Even
stations that enjoyed the benefits of
being the first to play Pearl Jam have a
lot of 18-24-year-olds listening to them.
Those that have a young constituency
listening to them should find a way to
embrace this style of music in some
capacity in some daypart, because, to
me, it is part of being Alternative.”

So how big is hip-hop going to get in
terms of Alternative radio? “Nobody
has a crystal ball and knows for sure
how big this is going to be and whether
this appeal is going to last,” answers
Beasing. “We can’t predict tomorrow'’s
music any better than they can predict
tomorrow’s weather, but the sateliite
maps do seem to have a front of this
stuff on the way.”

»GRIPPLING WITh Jay 2

Michael Papale, who is currently
working with the management group
The Firm on acts like Orgy and Korn,
brings up a common reaction from
programmers about existing hip-hop
artists: “When it comes to an artist like
Jay Z, I don't know if it particularly fits.
Jay Z is fantastic. | love his work, but |
don't know if it necessarily fits. The
reason | say that is that some of the
programmers | have talked with have
had similar discussions with their

You look at the world

of hip-hop musie, and
it'’s just so massive
right now. I think that,
from an Alternative
programming
standpoint, there must
be some way that we
can tactically tap into it.

>Aaron Axelson

audiences, and while they have found
that some of their audience does like
this music very much, they really don't
want to hear it on the Alternative radio
station.”

In other words, it is one thing to say
that your listeners are going to the
Hard Knock Life tour, but it is another
thing to put Jay Z on the air because
they are. There seems to be a very
wide and untapped common ground
where the DMX and Rage Against The
Machine fans overlap, but can — and
should — Alternative take advantage
of it?

“I don't know what the balance is,”

U uz22le G

Kingston honestly states, “but that's a
zone | am willing to explore. | don't
think you will be hearing a hip-hop
specialty show on stations like K-Rock
any time in the near future. But
somewhere in there | feel there is an
appetite for this music. How we
program it, when we program it, and
what we sequence around these
breakthrough songs by the artists who
cross over is still open to question.”
“You look at the world of hip-hop
music, and it's just so massive right
now,” says Axelson. “| think that, from
an Alternative programming standpoint,
there must be some way that we can
tactically tap into that massive world.
We've never dealt with this, but why
not play a record that is in that world?
Usually our cume records are shared
with Rock or Pop/Alternative stations.
This is a more unorthodox thing, but
why not? Let's share some cume-
driven records using hip-hop artists”
Axelson is sensitive to the question
of playing established hip-hop artists.
Itis a road he doesn't feel is worth
traveling. “Hip-hop is a situation where
the image of the artist is just so
important. You have to be very careful
in defining or watching how a record
shapes up. In the Eminem case, that's
an artist we played first. We played the
record and had a good two-week jump
on every other station in town.”
Because of the modest moves the
format has made thus far — almost
exclusively with Eminem — the
question it is grappling with is whether
it can continue to own Eminem’s image
in the face of massive crossover airplay
with the Urban or Hip-Hop station.
Axelson sees it this way: “Do you
continue to try to own it? A lot of it has
to do with strong ownership and
imagery. A lot of it is how you present a
record and try to image it as cool,
regardless of what other stations are
playing it. In a way, 1 think you can
somewhat validate a record simply by
saying, ‘Hey, this is cool. This is hip.”

>be aGGRessIve, be carefuL

While most of the programmers | talk
with see dealing with hip-hop as an
eventuality rather than a possibility,
perhaps the most pressing concerns
are which artists to play and how to play
them. Whenever | think of this topic, |
can't heip but quote Kingston’s perfect
summary of his approach to hip-hop:
“We play these songs responsibly”

“First and foremost, what we've built
here are Rock stations,” warns
Beasing. “So, whatever we do has to fit
within that context, at least for now.
Over time, if it makes sense to evolve
these radio stations in a direction that
changes that definition, then we’ll see if
we can get that done. But for now, we
have to go a little bit slower and make
sure that whatever we do fits within the
context we have built”

“| think one of the ways to take

>>Continued from page 48

advantage of hip-hop is in being
aggressive and looking for the next
wave,” explains Axelson. “You have to
look for the next Everlast and the next
Eminem. We need to find artists that the
format can jump on first, and hence own
the artist and create the imagery of
these new potential crossover artists.

“It is different to own them early, as
opposed to the Jay Zs of the world or
the Busta Rhymeses. They've already
been branded. They are pure hip-hop.
It's kind of hard to take a record like
that and reinvent it. It's been typecast,
and your general public already has a
perception. But if there is something
new with no baggage and you can find

A little hip-hop goes
a long way.

>Steve Kingston

it on the street, like the Eminem record,
that may be something that could
bridge the gap.

“Records like that are somewhat
more palatable in what you are doing
as a radio station. Those are the
records you need to find and be
aggressive in combing the streets for.
Whether you put them on a specialty
show or daypart them into nights, that’s
the trick. That’s what Kingston did in
New York, and we did in San Francisco,
on the Eminem record.”

Even if you are careful about the
artists you pick, pfaying polarizing and
risky artists generally means adopting
a fairly standard radio strategy:
dayparting. “A little hip-hop goes a long
way,” quips Kingston. “l don’t think the
essence of any Alternative station
should or will be hip-hop.”

»The availLabLe audience

Calderone and Beasing already
discussed the importance of dayparting
and readdressing the 7pm-midnight
slot. When | ask Calderone about the
problem of having two different stations
— a day station, and a different one at
night — he responds, “l think it's taiking
to the available audience. You know
who is sampling your radio station at
what times and where the most
available time is. It is there that you can
make up a pretty good recipe for the
radio station.”

“If a station sounds completely
different at night, that wouldn't be
good,” says Beasing. “However, if there
were some slight differences that make
sense based on the available audience
at those two times, then you're only
doing what’s been done for years, not
just at this format, but at CHR as well”

“This is a whole new territory for this
format,” concurs Axelson. “It's in its

>>Continued on page 52
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Time Bomrb Records

It was April of 1991, and | had
just started working the Primus
record Sailing the Seas of Cheese.
My first experience with Primus was
when | hoppzd on the tour bus from
L.A. to San Diego, where they were
going to cross the bcrder to lay a
venue in Tijuana. The whole way
down there, | was freaking out and
thinking, “Tt ese guys are so weird.
| don’t even know wkat the hell | am
going to say to them " ‘What made it
worse was that | still had ano-her
two weeks 01 the bus with them
from there. | laugh aboJt it ncw,
because thev are great friends, and
working their records really
faunched my career.

© 1999 R&R Inc. All nghts reserved
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infancy, and you can’t be too aggres-
sive, because it is still very polarizing.
The key word here is ‘dayparting.’ This
style of music has a ot of attitude, and
it really is defining a cuiture. It's
important to be sensitive to that, but at
the same time not be too aggressive
with it. You don’'t want to push the
envelope too far”

The programmers that
I have talked with have
had similar discussions
with their audiences,
and while they have
.found that some of
their audience does
like this music very
much, they really

don’t want to hear

it on the Alternative
radio station.

>Michael Papale

9 SPECIFIC STRITEGY

There are a few things to keep in
mind when trying to grasp the wide
audience overlap between the dispar-
ate styles of DMX and Korn. The first is,
obviously, that there is an overlap. As
Kingston already stated, this is an
untapped area for Aiternative radio to
take advantage of. The other thing is
that these are very different and
polarizing styles. Very few stations will
be willing to take the steps any time
soon. As a result, Aiternative radio can
afford to be cautious, at least for now.

Axelson describes his strategic view:
“l don’t think we are at a point right now
where we take that information and
completely realign or reinvent our-
selves, but | think it's important for you
to look at that and sort of strategically
implement hip-hop into your radio
station in some capacity. it might be
just with your Saturday night under-
ground beat show, like Jason
Bentley’'s [on KROQ/L.A.] or Liguid
Todd's [on WXRK] or my show. It's not
doing a complete face lift of your radio
station. It's certainty not going, ‘Okay,
we were the Rock station, but now
we're going to be the Hip-Hop station,
because that's the flavor of the month!
You don’t want to be too aggressive.”

>MUSIC MIRRORS
the cuLture

One of the things that Axelson sees
is that the hip-hop influence is part of a
wider cuitural shift toward integration.
Our generation is not as segregated as
our parents’ was, and the generation
growing up now is less segregated than

ours. Hip-hop is only the musical
embodiment of that. “You are starting
to see on the streets that these kids
are not as segregated as they used to
be. It's not like, 'Here are the white
alternative kids — they listen to
Nirvana. Here are the urban ethnic
kids — they listen to Run DMC! It's not
like that anymore. On the streets you
see kids biending together — the Asian
community with the white community
with the African-American community.
They are all living their influences on
the street. The by-product of this cross-
poliination on the streets is bands like
Korn. Korn is the perfect example of a
band that has bridged the gap be-
tween hip-hop and rock.”

At the station levei, Axelson feels
it's important to keep a close eye on
both the music and the cultural shift.
“It's very important to remain sensitive
to what’s happening on the street and
seeing these cultures blend together. |
think the great thing about it is that
you can take all of these various forms
of music that have a lot of passion,
and they are all somewhat coherent,
which is a big part of the reason |
think this format is thriving now.”

*hip-hop and aLTernaTIvVe
CLUSTERS

Since Axelson was so outspoken on
several levels about both the cultural
significance of hip-hop to his audience
and the practical importance of
integrating it on his station, | asked if
he would go into more detail, based on
his experiences at KITS, in terms of the
active music that is working for him and
how it relates to hip-hop. “For me, the
format has several clusters of music
that are just so strong for us right now,
and it seems to me that hip-hop fits in
with them: the extreme stuff tike Korn
or Limp Bizkit or Rage Against The
Machine; the beat-driven stuff like the
Beastie Boys or Everlast; and the
electronic-based stuff like Prodigy,
Fatboy Slim and the Chemical Broth-

Right now, since we
find that 77% of
hip-hop is purchased
by young white adulis
18-24 years of age,
those bodies are
going somewhere.

»>Tom Calderone

ers,” he explains. “The great thing

-about all three is that, A) They have an

immense amount of passion — there is
so much loyalty and passion among
the audience for each of them — and
B) they all work together. You can hear
that in an average quarter-hour/half-
hour break. It sounds relevant. It

sounds like the lifestyle. It sounds
upbeat, and it's engaging. These are the
three clusters that are researching,
requesting, selling and reacting.”

*FUTUReE decisions

For radio stations, the difficulties in
deciding if or how to deal with hip-hop
pale in comparison to the bigger
strategic decisions that wiil have to be
made in the future. Whenever there is a
generational line that approaches as
your audience ages, you eventually
have to decide to either age with the first
generation or embrace the new one.

“There is a choice that needs to be

Crankin’ some rock 'n’
roll just doesn’t cut it
for today’s teenagers.
Mom and Dad aren’t
scared at all, and if your
music doesn’t piss off
Mom and Dad, what
good is it?

>Dave Beasing

made down the road,” states Beasing.
“Either you follow your original audi-
ence as they age, or you lock in the
demographic window and take with that
whatever tastes the younger listeners
are bringing in. Most of the time, |
believe that it is probably best to lock in
the demographic window and take what
comes through.”

These types of decisions are the
ones that freak out the sales depart-
ment. If you ask them, they will always
reply, “Pick whatever demo has the 25+
listeners!” But, as Beasing warns, “The
problem is, is there really an opportu-
nity there? The first thing is that the
generation that is aging is smaller than
the generation that is coming in, so
that’s going to eventually be a very
desirable audience to reach, if only in
terms of their mass numbers. Also,
there are so many stations already
specializing in the beginning and
middie of the 25-54 range, it's going to
be tricky to try to compete in that area
as the audience ages.”

The consensus is overwhelming that
hip-hop is a cultural force, a force that
younger Alternative listeners embrace
wholeheartedly. While no other format is
pushing Alternative to jump into the hip-
hop waters any time soon, it is certainly
a music genre that will eventually need
to be dealt with. You can be sure that if
the format decides to ignore the desires
of the youth of America, the same thing
will happen to Alternative that happened
to many of the AOR stations that
decided to ignore the angry, youth-
focused grunge music that started in
Seattle almost ten years ago.

www americanradiohistorv com
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WFNX/Baston

One of the most memarable
gxpariences for me would be from a
music fan's perspective. When | was
at The Buzz in Houston (KTBZ), | was
doing my aftarnoon show, and | had
Soul Goughing come in when they
WEe promoting fresksnbie Bhss live
on the air. | wasn't familiar with that
band: up uatil that time, and we were
just playing the single. They came in
and did three songs on the air, and |

was Just 5o Blown away by the whola

vibe of the band that thay instantly
became ane of my fawrite acts. I'm
a supertikq fan now. They're great to

5088 live on stage, but siting two feet

from M. Doughty whils he’s dmng

“that crazy hand motion thing he -
 does when he sings was really a

quintessential music fan moment, -

o its tuugh fof me to ‘Turge«t

o s
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? the new album Managementi: Warren Enfner Management ©1999 London Records www, imperiziteen.co

S0 YOU WANTED A STORY...

KROQ, Live 105 Top 5 phones!,
WBCN new this week!, WFNX,
99X new this week!, KNDD
#3 phones, WOXY #1 phones,
KWOD, WMRQ, WEQX
new this week!, WEJE,
KNRQ, WDST, KJEE, WBTZ
new this week!, KHLR

JUST CONFIRMED:
Opening slot on entire Hole
tour, beginning in May!

l
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The GOO GOO dOLLS:

busy and "diz2y"

A band that started at Alternative explodes all over the map

>DY SRY danieLs

Alternative radio sharpens the double-edged sword of a hit single like
no other format. Ask any programmer what they feyvently seek, and they
will respond, “Hit records.” How big a hit is another matter. There seems to
be a point where a hit can actually be too big. That’s when the biade is
raised to slice the head of relevance right off of its unsuspecting (and often

undeserving) victim.

You got too big. You crossed formats.
- You're not Alternative anymore.

I've witnessed many an act get
penalized for the crime of writing a mass-
appeal hit. Sometimes the act had a
novelty song and deserved a quick and
painless execution. Other times, as any
alternative festival-goer will testify, the act
had one song and nothing else. Again,
consider it a mercy killing.

>TemptineG fate

There have been times, though, when
Alternative relinquished real flesh-and-
blood talent to other formats because the
act let their hit get too “big.” Recently, no
act from the Alternative universe has had
a bigger hit than the Goo Goo Dolls did a
few years back with “Name.” And then
the Goo Goo Dolls did the unthinkable:

| feel proud that
something we did as a
band was able to tran-
scend every format in
radio and get to every
listener it could.

We’'re glad that those
songs were able to
stomp every limitation,
genre or faction that
exists in the music
business today.

The fans believed in
the songs, and that’s
what matters to us.

They followed that with an even bigger
record, “Iris” Then, as if tempting fate
and daring the blade to come roaring
down, they had yet another multiformat
smash with “Slide”

Put the whetstone away. This is one
act Alternative had better recognize,
idolize and prioritize, because the
Goos may be the most real victory the
format has posted outside of the
Beastie Boys. This is a band that, as
Goo member Johnny Rzeznik says,
“played every dive in America three
times — on every record!”

Dating back to 1986, the Goo Goo

Dolls did what any earnest band from
Buffalo does when it leaves the garage.
They loaded the van, drove to the
nearest joint that would let them plug in,
and they played. Rzeznik recalls, “We
were lucky if we made enough money
to put gas in the van. We ventured out
of Buffalo and relied on College radio to
help us build a regional base.

“We never even thought about
success. We just went and asked
College radio to help us play another
town. When we started, alternative
meant ‘alternative to the mainstream.
We played because we loved playing,
to three people or 300.”

Years passed, and the Goos
remained faithful to the road. While
they slugged it out, they built a small,
but real fan base that craved their
melodic hard rock. A similar, earlier
precedent might be Cheap Trick, a
band that defied all pat descriptions,
and, like the Goos, found hit singles to
be both a blessing and a curse.

Rzeznik recognizes the duality by
saying, “l feel lucky to have written a
couple of songs that affected a lot of
people. | feel proud that something we
did as a band was able to transcend
every format in radio and get to every
listener it could. We're glad that those
songs were able to stomp every
limitation, genre or faction that exists in
the music business today. The fans
believed in the songs, and that's what
matters to us.

“Those songs weren't written to be
hits; they were honest statements.
When they became hits, it just vali-
dated the real feelings behind them.”

*PROS and cons

Still, Rzeznik is aware of the doublie-
edged sword. He weighs it thusly,
“There are pros and cons to big hit
singles. Pro, you play in front of a lot of
people who know your music. Con, you
have a small group of people vocal
about you ‘selling out’. Sell out? When |
wrote ‘Name, we weren’t even close to
making a living. | still relied on my wife's
paycheck to pay rent. We didn’t even
really get an understanding of what a
hit felt like. When ‘Name’ was No. 1, |
read a headline that said ‘Goo Goo
Dolls: Kings of the Semi-Obscure! |
thought, ‘Great that's what it's come to.”

But there was more yet to come,
and just in the nick of time. Rzeznik

allows that he and bandmate Robby
Takac (bass/vocals) were thisclose to
saying, “Adieu Goo,” when their fifth
full-length effort, A Boy Named Goo,
finally broke. (Drummer Mike Malinin
replaced longtime Goo George Tutuska
after Boy). Says Rzeznik, “l had to
think about earning a living. We had
been working for 10 years and couldn’t
seem to catch a break.

“I spent time between touring
working with [indie promoter] Bruce
Moser at Could Be Wild. | thought,
‘Well, maybe | can be a record
promotion man for a living. Working
there, | learned how important it is to
appreciate radio airplay. | saw how it
doesn't hurt to respect programmers
and say thanks for them playing your
record. They have a million songs to
choose from, and I'm grateful that they
chose mine” .

Promotion’s loss was music’s gain,
as the Goo Goo Dolls would make a
“Name” for themselves. Even that
success wasn't predestined. Recall
that at the time “Only One” was the
emphasis track the Goos’ hopes
hinged on. “Name,” as legend has it,
broke because several key stations,
inctuding Goo gurus KROQ/L.A.,
started playing it.

There would be no such luck
required for “ris,” the Grammy-
nominated monster from the City of
Angels soundtrack. “Iris” was a song
with a power that could not be con-
tained, sweeping up the Alternative
chart in record time and going on to
dominate every format where a guitar
is allowed. “Iris” is, and will be, a
timeless classic. No research, no PD’s
opinion, no writer's pen will ever
diminish its awesome force.

>NO LLUSIONS

Which brings us to just how big the
Goo Goo Dolls can become. They have
outlasted many of their earlier, more

wwWwW americanradiohistorv com

critically heralded peers like the
Replacements and Husker Du. They
have had a string of hits that are
seemingly destined for classic status.
Now, the mainstream media is begin-
ning to fall in love with Rzeznik’s movie-
star good looks. The band has dutifully
played every radio station’s birthday
party, festival and holiday concert. They
have given us great songs.

Rzeznik doesn't pause to consider
the outcome, stating, “I'm too busy to
think about the future. I'm enjoying
every minute right now. We'll finish this
tour, take some time, and we’ll write
more songs.

“| won't consider expectations when
I write. Writing is selfish, in a way. | don't
write for a record company, critics or
even fans. | write songs | believe in. If
they are hits, I'll be thankful. If not, that's
alright with me. | come from Buffalo.
Buffalo has been called ‘The city with
no illusions.’ | have no illusions about
success. When a kid asks me for my
autograph, I'm flattered.

“A critic asked me, ‘Now that you've
gotten so big, don’t you worry about
the fall from success?’ | told him, ‘Who
says there will be a fall? Maybe ['ll just
know when to walk away with my
dignity intact.”

Whatever Alternative radio does in
the next year, it better not let the Goos
get away.

© 1999 R&R Inc. Al rights reserved
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ROCR IS dead

Consultant Jeff Pollack on the state of the format’s music

«

In one way or another, Jeff Pollack has worked with the Alternative format
for a long time. He has also worked with some of its best stations. All along,
Pollack has never been afraid of upsetting the apple cart when he felt it was
important. it has made him somewhat of a polarizing personality for those in
the format. However, whether one agrees with his comments or not, one
cannot deny that Pollack tends to bring up the difficult issues, and he does it
in such a way as to make one think. We are in a very interesting time musi-
cally, and when | asked Pollack to give me his thoughts on where music is
today, he did so with his trademark disregard for political correctness and
called it the way he sees it. | wouldn’t have it any other way.

>The NeW MaINstReaMm

For nearly*two years, people in both
the radio and music industries have
been talking about a slump with regard
to rock and alternative music. The
signs are everywhere. The sales of
rock and alternative albums have been
disappointing; the callout research
scores, with a few notabie exceptions,
have been lackluster; the ratings of
Alternative and current-driven Rock
stations have dipped, etc.

But the question no one seems
prepared to ask yet is: Are we seeing a
fundamental shift in musical tastes,
and is rock, as we know it, changing
forever? We believe that the answer is
yes. Rock is changing in a fundamental
way. We see a fusion of rap and rock
that is permanently altering the
landscape.

Without question, the new musical
mainstream is centered in hip-hop, not
rock. You only have to look at what's
selling to recognize the trend. In the
SoundScan reports of the top 200
album sales for the past two weeks
there were only three or four rock acts
(Offspring, Korn, etc.) among the top
30-selling albums. In the top 50, there
were only 10 rock acts. This is not an
isolated instance. All year, the best
chart performance was one week with
six rock acts making the top 30, and a
few weeks when five made it that high.
Also compounding the problem for rock
is that the quality of pop music (as

Rap, which has been
considered unlistenable
by many baby boomers,
has become the musi-
cal style of choice for
their children.

evidenced by the new Robbie Williams)
is now consistently better than most
rock releases.

There’s more evidence in the
Recording Industry Association of
America’s just-released 1998 Con-
sumer Profile. According to the study,
while “rock” remains the most popular
genre of music (as described by the
consumers themselves), its percentage

of sales has been dropping for years.
Rock’s share dropped by 26.5% from
1997 to 1998 and by 36.6% from '94 to
'98.

Let's look at what is selling and
reacting in the roeck world. Most of

Without question, the
new musical main-

stream is centered in
hip-hop, not rock.

what's working is a little right-of-center
or a little left-of-center. To the right, a
number of pop-leaning acts such as
Dave Matthews Band, Matchbox 20,
the Goo Goo Dolls and Third Eye
Blind have broken through in the past
few years. But these acts are arguably
more pop than rock, and they will only
break through if they have hit singles
that get cross-format airplay.

Aside from pop crossovers, the big
rock hits come from the other ex-
treme: hard-rocking acts, many of
which have incorporated elements
borrowed from rap. Groups such as
Korn, Rob Zombie, Orgy, Rage
Against The Machine, Limp Bizkit and
Marilyn Manson routinely sell many
more albums and concert tickets than
most old-line mainstream acts and are
now consistently among the airplay
leaders.

What about the rest of the rock
world, the straight-ahead music that
has always been viewed as the
mainstream? There’s a lot of innocu-
ous music now that falls in the middie
that doesn’t sell, doesn't test, and
doesn’t get requests. It is now a rare
exception when you hear a great rock
single (like the new Manic Street

Preachers) that blows you away.

Even more disturbing is the fact
that recent albums from many influen-
tial artists have not sold up to their
previous standards. And it's not just
the heritage acts. When you consider
that each of Pearl Jam’s last couple of
studio albums (even though they were
good records) have, to date, barely
scanned more copies than their Vs.
album did in its first week, you get a
sense of the extent of the drop.

it's not complicated why there has
been a gigantic shift. Quite simply, rap
has been around for 20 years. Its
impact on pop cuiture, not just music,
is evident everywhere: language,
clothing, etc. (And it's not just the U.S.
Around the world, rap has had an
equally large impact. For example, in
France, rap is far and away the most
popular genre of music with 15-24s.)
So the real question should be, why
shouldn’t rap and hip-hop be having
an equally powerful impact on other
music genres? Even Spin magazine,
the longtime alternative music
authority, is featuring Eminem and
Lauryn Hill as their top music stories
this month.

Clearly, it's a generational thing.
Each succeeding generation develops
its own tastes, and it's a fact that these
preferences are often for the very
things that their parents dislike. Thus,
rap, which has been considered
unlistenable by many baby boomers,
has become the musical style of
choice for their children. It's no
different than the reaction of the
boomers’ parents when they first
heard Elvis or the Beatles.

What are the implications of this
shift for rock-oriented radio formats?
As always, the musical landscape will
be influenced by demographics, and
now the youngest baby boomers are
35 years old. So, for the first time in
the rock era, there are no baby
boomers in the 12-34 demos who
grew up listening primarily to rock.

The shifting tide will mean little for
Classic Rock stations, which will
continue to follow their baby boom
audience to the grave. For heritage
Rock stations, it will mean a continued
de-emphasis on new music. For many
of these stations, it's already difficuit
to find enough new music to play. The
hard stuff is too young, and the old
mainstream acts are too tired, so
there’s not much left. Many of them
have already become little more than
Classic Rock stations themselves.

At some point, we believe, Active
Rock stations will have to cut the cord
and give up the classic hard-rock acts
that the under-30 audience doesn’t
care about. In intensely competitive
markets, we already see that Active
Rock stations have started to concede

www.americanradiohistorv.com
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these acts to the Classic Rock
stations while playing Korn, Marilyn
Manson and Kid Rock around the
clock. In other words, the future of this
format is likely to be Extreme Rock.
The problem now is that the demos
are considered too young to be
sellable except in a cluster.

For Alternative, ironically, it may be
easier than for the other Rock
formats. Without question, the drop in
the quality of and appetite for new
rock was, at feast in part, responsible
for the decline in the fortunes of the
Alternative format. In the RIAA study
quoted above, there was an 18% drop
in sales in alternative music from '97
to '98. So while we’ve entered the
“corporate” era of soundalike, generic
alternative music, the format has
begun to rebound, largely because
individual stations have made the
choice to either-go much more pop or
more “extreme.”

The most interesting new situation
has been the debate about Eminem
at Alternative. While some consider
Eminem the new Vanilla ice, the fact
that he is getting so much airplay at
Alternative is significant. Perhaps the

It’s naive to assume
that the same forms of
rock will continue to be
as popular with new
generations.

novelty aspect of Eminem may doom
him to no more than his aliotted 15
minutes, but Everlast is here to stay.
Mainstream rock, as we know it,
will never die completely (if only there
were more new records like
Buckcherry). There are too many
people who grew up with this music
for that to happen. However, it's naive
to assume that the same forms of
rock will continue to be as popular
with new generations. What we're
seeing now is a new rock mainstream
emerging. And it's coming in new
forms that challenge the establish-
ment ... the same as it ever was.

© 1999 R&R Inc. All rights reserved



www.americanradiohistory.com

- THE SECOND KORN KALL-OUT RESEARCH CHAMP!

R&R Aternative (€)  R&R Active Rock )

Modern Rock Monitor 21° - 18°
Acive Rock Monitor 14*

Weekly sales have doubled since the release of

“Freak On A Leash”
- Album Certified DOUBLE PLATINUM...and counting!

FAMILY VALUES ALBUM WILL SELL OVER 100,000 records first week...
m Breakthrough Rotation - 25x This Week!

o F[EIH On A Lea

lrom the deuhle platmum album

- FOLLOW THE LEADER

Produced by Steve Thompson, Iohy \'Mﬂt KORN Mt

- Mised by Brendan 0'Brien : : é‘?_@ =
‘Management: The Firm i 5 I
Www Ko .com | www. mmm clln '

“ANTHEM FOR THE YEAR 2000"

From the new album NEON BALLROOM
0 ApD!!
WXRK - ADD!!
R&R Alternative (D) - (O -

R&R Active Rock ()

BDS Modern Rock 19* - 14*
BDS Active Rock 14*
Produced and recorded by Nick Launay
MOST REQUESTED AT ALTERNATIVE & ROCK RADIO!! fonagement. ot Hstson o o Waeor Mragemert
SOLD OUT Tour Just Completed! www.silvercharnet.com  www.chairpage.com
Performing on David Letterman May 4th SEpree
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new challLences,
NneuJ OPPOoRTUNITIES

Paul Jacobs on selling the format

jacobs media

As GM of Jacobs Media, Paul
Jacobs has been working with
the sales departments of Alter-

native stations for more than ten years. At the same time, he has worked
tirelessly with agencies and national clients to promote the benefits of
the Alternative listener. Quite simply, there is no single person with a
better perspective of where the Alternative format is nationally regards
to sales, a statement borne out by the following wide-ranging interview.

R&R: Let'’s start off with an overview
of how the format is doing nationally on
the sales side.

PJ: The good news for the format is that
the audience has aged. Forty percent of
the alleged Generation X target is over the
age of 30, so the ability of the format to
garner better 25-54 numbers is there. If
you look at the fall book and stations like
WXDX in Pittsburgh, for example, they
were No. 4 25-54. WRZX in Indianapolis
was also strong.

R&R: | assume that's with making
very few compromises in programming.

PJ: Absolutely. These are really well-
programmed Alternative stations that
have aged their audiences. That's the
good news. Unfortunately, that is still not
enough to drive most of these stations
higher up on the 25-54 ranker. For better
or for worse, this is still an 18-34 format.
Even though a lot of these stations are
doing better in the demo, it is still not
enough. If your station is No. 7, you're
still nowhere. The challenge to legitimize
the value of 18-34 remains.

The fact that we are in 1999 and a lot
of these stations are now 5 to 10 years
old has helped. They have been on the
buyer’s radar screen for a fong period of
time. It is no longer looked at as a
faddish format. It clearly has legs. It has
survived competition from Active Rock
and Modern AC, and so it’s got a lot of
things going for it. It’s funny, though,
because when you ask me about a
national perspective, | aimost have to
look at it locally. As | travel from market
to market, 'll be with some sales staffs
that have done a masterful job of
positioning the value of their 18-34s so
they are getting 25+ business. Then I'll
be in other markets where the sales staff
has done a poor job, and they are
complaining because all they have are
bars and beers on the air. Just to single
a few out, again, WXDX in Pittsburgh,
The End (KNDD) in Seattle, KNRK in
Portland, The Edge (KDGE) in Dallas —
these stations have done a great job of
constantly hammering home the
perceptual message, and they are really
eliciting a lot of change.

R&R: Aren’t those buys made on a
local level though? When you are dealing
with national agencies, it is still cost-per-
point and a 25-54 world, isn’t it?

PJ: Itis, and here’s the warning shot

across the bow: About two weeks ago, |
came upon an article about Volvo. Volvo
has announced they are going to
allocate all of their advertising budget to
Generation X. I'm reading this, and I'm
getting excited about the possibilities.
However, 100% of the budget went to
the Internet! They bypassed radio and
went straight to the Internet.

So, there is change. | am seeing a
better understanding of what is making
up 25-54. It's now two different genera-
tions vs. one. There is a better apprecia-
tion for what the Generation X “slacker”
image is and isn’t. But then when you
read about a company like Volvo saying
that there is a better way to reach them,
| start getting nervous.

R&R: Why do things like the Volvo buy
happen?

PJ: First of all, | think it is a radio
problem. Number one, as a medium,

For better or for worse,
this is still an 18-34 for-
mat, and the challenge
to legitimize the value
of 18-34 remains.
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radio has obviously not positioned itself
effectively for Volvo. Number two, radio’s
inability to master the Internet on the
sales side shows that we were unable to
go to Volvo or that Volvo was not thinking
about radio as a way to mesh radio’s
cume with the Internet. And number
three, the Internet is the flavor of the
month. | worry that as advertisers are
clearly recognizing an opportunity with
people in their 20s and early 30s, if
radio, and specifically Alternative, hasn't
positioned itself properly, we are going to
miss the brass ring again.

R&R: So the importance of embracing
new technology like the Internet goes far
beyond just programming to listeners. It
has definite sales implications.

PJ: There’s no question. The Internet
is a two-headed monster. For the
programming departments, it's a
promotion vehicle. But for the sales
departments, it is an adjunct that they
have to embrace. The Internet provides
a number of things: First of all, it's sexy
— it’s a bright, shiny object. Second of
all, it will allow Alternative radio stations
to provide services that radio as a
medium can’t. It can provide more
product information about the adver-
tiser. It can provide coupons. It can
show the product. And then we can
send our customers directly from the
Internet to the advertiser. If 91% of
Alternative P1s are online, this is either
a problem or an opportunity. It's a
problem for the programming side; it’s a
big opportunity for the sales side.

R&R: What about the stations that
are doing well in terms of dealing with
local clients? Is there any kind of
practical advice you can give to
stations?

PJ: First of all, it’s stability. Stations
doing well have staffs that have been
together a long time. Their management
truly believes in the format. There is a
terrific energy that comes from the top
down. They don’t have rookies.

| think the single hallmark of the
prototypical Alternative stationin a
cluster is that, since it is the format that’s
probably the most difficult to sell, it has
the weakest salespeople. But at the
stations that are doing it well, they’ve got
some senior people. They’ve got
veterans who have been selling radio for
10 or 15 years, people who might not be
able to tell Blur from Blink 182, but they
know how to sell. They’ve learned the
format as much as they need to learn the
format, but they are professional sellers.
They don't just have a bunch of sales-
people who understand the lifestyle.
There’s a difference.

R&R: You make an interesting point,
because | had always been under the
assumption that it is important to have
people who know who Eminem is and
people who understand the product. You
are saying that that's fine, but you need
salespeople first and foremost.

PJ: If they are smart salespeople, they
will learn what they need to learn about
the format. They may not be moshing on
Saturday night, but we need professionat
sellers selling to professional buyers, and
the great sales staffs have that.

R&R: What about on the manage-
ment level? Other than hiring the right
salespeople, is there anything that
typifies successful stations?

>>Continued on page 60
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When | programmed WWTR in
Ocean City, MD, we were a P-2 AOR
reporter, but we were leaning
Alternative even back then. In a
way, it was more exciting then,
because we were breaking the
rules. We were powering bands like
the Cure, Red Hot Chili Peppers and
Jane’s Addiction when most
stations wouldn’t touch them. The
audience was passionate about
what we were doing, and record
sales were huge for these bands in
our market.
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